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Abstract

This study systematically analyzes the design logic and optimization pathways of Alibaba’s interac-
tive gaming marketing strategy based on the 4R marketing theory (Relevance, Reaction, Relation-
ship, Reward) and the PERMA model of positive psychology. The research highlights that Alibaba
has constructed immersive contextual relevance through its “Super Interactive City” platform (e.g.,
Baba Farm, Taobao Life), achieved agile responsiveness via data-driven real-time feedback mecha-
nisms, deepened user relationships through social fission and gamified membership systems, and
realized multi-stakeholder win-win outcomes via tiered reward designs. Further optimization rec-
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ommendations grounded in psychological theory include simplifying interface design to mitigate
choice overload effects and applying the PERMA model to enhance positive emotions, flow experi-
ences, social connections, meaning perception, and achievement motivation. This study provides a
theoretical framework and practical insights for e-commerce platforms to enhance user engagement
and brand value through gamification strategies.
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