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Abstract

The marketing model of the electrical automation equipment industry is undergoing e-commerce
transformation, and traditional marketing channels are no longer able to meet the diversified mar-
ket needs. The e-commerce marketing path is showing a trend of diversified development, forming
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three core models: platform entry type, self-built mall type, and 020 integration type. User e-com-
merce behavior shows significant characteristics such as product evaluation based on technical pa-
rameters, multi-party inquiry to screen suppliers, and online and offline combinations to carry out
decision-making verification. Intelligent recommendation algorithms, professional service systems,
and digital supply chain platforms constitute a driving mechanism to promote the continuous opti-
mization and upgrading of the e-commerce marketing model of electrical automation equipment.
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