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Abstract
This study conducts a systematic comparative analysis of the marketing strategies employed by
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Hema Fresh and JD 7Fresh—two representative new retail enterprises under the e-commerce plat-
form in China—through the lens of the SICAS (Sense, Interest & Interactive, Connect & Communica-
tion, Action, Share) model. In the context of China’s retail transformation and consumption upgrade,
these companies represent distinct approaches to new retail implementation while sharing com-
mon features in channel integration, data-driven marketing, experiential economy, community
marketing, and technological innovation. The research reveals significant differences in their stra-
tegic execution: Hema Fresh adopts an “experience-driven” SICAS pathway, creating an immersive
consumption ecosystem with high customer transaction values through spatial aesthetics, social
fission mechanisms, and emotional belonging. In contrast, JD 7Fresh implements an “efficiency-
driven” SICAS pathway, achieving high-frequency, lower transaction value immediate consumption
through algorithmic matching, rapid fulfillment, and omnichannel integration. The findings reveal
that, within an e-commerce ecosystem, the key determinants of successful SICAS marketing for new
retail firms are solid digital infrastructure, robust supply-chain capabilities, scenario-driven expe-
rience design, savvy community operations, forward-looking technology adoption, and sustained
talent development. These insights provide actionable guidance for refining the marketing strate-
gies of new-retail enterprises operating on e-commerce platforms.
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2.1. SICAS =38

2011 4F, [ B 23 A5 S5m0 R T B A I AR IR T 2, WHE S AIDMA (ERE - X% - ACE -l
12 - 17805 AISAS (IEE - Ml - R - 173) - 7 E)V AT AR S EN, #£H T SICAS BHibHA,
R 1(Sense) M5 H.3)j(Interest & Interactive). 1 % 57418 (Connect & Communication). 17 3/(Action)
F153=E(Share) [3]. B&%N(Sense) 25 Ak 57 2 & 2 ) g S X al BN IR 2%, flkilid =ik A ROR,
AL PRI AT B TR IR G, P I A P S AT SR S SRR, R LA
= e IR 55 D45 Ho gl (Interest & Interactive) a5 JE T80, fidid ek b 54 TRl & 54, [FiH%%
FR AL R AE DR, DR R AR AL A H B B R 5574 i (Connect & Communication) & R 52 T 9 3 ) S 1k
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FLERZ BT SICAS BAAUNT HLRT - & AR A T 28 S AR L ) RGERT L AT
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2016 4 10 A, FTHEEEERES/EHE S RRE T R PSS, A vk F 2 T R
B EdBAL L. & W, SISCENA Nt STE, REEERAA . . ISR
RS . EIAN, B X T AR GRS TR T RIE, & ERIE. BaiRE
FEA R RIRIE7]. WHRTIEIRYE Do AL B AR P BRI, 48 ELICI 55 oh 75 SRAFAE A AR A0 51 R = 4 12 48
H “HERR” ARy 4”7, ST TAREA LRI RAEAE BN AR Sk [8], FE
Her (& 1 N B2 3 S A5G R IOV 1 A [9] o 5P BE DA S A2 AR 7 il LB AR RO TN R
TR FEF & lld i AU R BE R BE . FE T B A BRI B REMI VIR AL S BE P46 . inig
B BN gE, BiE T 208 i 2 im il A2 45 [10] .
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JREAESE I E . A AL R B E ™ S DA b, B AR S BREE ST, A S BUR SR
RIK, LB EB A TE

MGt st RS, &SRR EASHIREEN, B W5 T A% AR APP
FMEED APP, RKFEM A NG ST -GN E AR AR SURR R RS HEfd i W 2E o BRI
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TR P BRI EERE 51 %, &OITIE T 2 nt M B s, pln: “RAE TR © CRK
FERAR” o “THEAE” &, WK IR R B CEENTEVEE R R K SR, W
“15 Bl PREIE 7 L iR EER I A, R R

MH P RAEM TR, @S a a8 B RS & Bt o b, 3BT FrER K07 i QT A 456 71
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