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Abstract

With the deep penetration of Internet technology and the increasing maturity of the e-commerce
ecosystem, e-commerce marketing has become a significant force for transformation in the auto-
motive sales sector. This study systematically investigates the multifaceted impacts of e-commerce
marketing on automotive sales, including its effects on sales performance, consumer purchasing
behavior, and market competition patterns, and provides an in-depth analysis of the real-world
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challenges and corresponding strategies it faces. The research finds that e-commerce marketing
significantly promotes the growth of automotive sales performance by reconstructing sales chan-
nels, optimizing consumer decision-making paths, and improving demand response efficiency. It
also rationalizes and diversifies consumer purchasing behavior and reshapes the market competi-
tion landscape. However, issues such as insufficient consumer trust, the disconnection and conflict
of interests between online and offline experiences, suboptimal after-sales service experiences, and
information overload restrict its further development. To address these challenges, this study pro-
poses strategies such as building a trust system, innovating channel cooperation, deepening the in-
tegration of online and offline services (020), and implementing differentiated competition and pre-
cision marketing. Looking ahead, with the continuous evolution of technology and further changes in
consumer behavior, there is still considerable potential for exploring new application models and
value-creation opportunities for e-commerce marketing in the automotive field.
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