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Abstract

In June 2024, the National Health Commission of the People’s Republic of China (NHC) jointly issued
the Implementation Plan for the “Weight Management Year” Campaign with 16 relevant ministries
and commissions, marking the official start of China’s “First Year of Weight Management”. Against
the policy backdrop of the national “Weight Management Year”, the rapid development of social e-
commerce has brought new opportunities and challenges to the running product industry. This pa-
per systematically analyzes the impact of social e-commerce on the marketing of running products
under the dividend of this national policy. From three dimensions—Product, Place, and Promotion—
it proposes marketing strategies adapted to the social e-commerce environment. The purpose is to
provide enterprises with policy-responsive, scientific, and effective development suggestions, help-
ing them achieve a win-win situation of social and economic benefits in the implementation of the
“Healthy China” strategy.
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Figure 1. 4P marketing strategy for running products in social E-commerce
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Figure 2. Business canvas for running products in social E-commerce
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