E-Commerce Letters FLTRi55PFi, 2025, 14(11), 2943-2949 Hans X
Published Online November 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14113767

ETHHERTUNIAN AR ~mE L
B IR DUH M %

XX A
HA AR R B, T 22

Weks H . 20254F10H13H; FAHM: 20254F10H27H; KA H#: 2025411 28H

=

BEETE P E BRRIRET . BRI TR KA EERIBRR, RIS FREN@EML. M. E
Rib. ThRefbiES, X—RUANBPF=RE LR, 2. RERREHTAEEEYM. X XUBSEH
HIMO)E RN ORER, ZEREAUERERRAP L, BELTABTREEREE, SIFEE -
Yefeid, RFAMBANMEHEWRE, B R ANRDL TR RIR S EHIR, KA
WATFERY & LEHTFEETREMS L ETHHEREAT . L EMERRAGHE, K LRERR
AREE EREENFRREFIE, XEEEER EEE 7 IMCERPR/RILE, REHAE. 8
—EHBLER. SEROXE N, 45 TMCERR IR S AL ST JULE EMHsRmg . IRk
REZRSEHE. #AK LREESIFHESFIERNR, BENFNAFTRMLERS, BIAREIL
LGRS EFREHE,

XKigid

FLAF, BRY-H, EREE, BaEHARER, BHRBRER

Research on Improving the Online
Marketing Strategy of Yogurt Products
in Dairy Companies Based on Changes
in Market Demand

Zhijia Wu

School of Management, Gansu Agricultural University, Lanzhou Gansu

Received: October 13, 2025; accepted: October 27, 2025; published: November 28, 2025

MEFIH: RAE BT NIRRT A 7R Y b 2k bE B SRS SOE BT ST D). H TR %5 PRI, 2025, 14(11):
2943-2949. DOI: 10.12677/ecl.2025.14113767


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14113767
https://doi.org/10.12677/ecl.2025.14113767
https://www.hanspub.org/

RZAE

Abstract

With the improvement of consumer health awareness, changes in lifestyle, and the development of
online consumption habits, the demand for yogurt in the market is showing a trend towards health-
iness, personalization, convenience, and functionality. This change has a significant impact on the
online research and development, pricing, channels, and promotion of yogurt products. This article
takes the Integrated Marketing Communication (IMC) theory as the core framework, which empha-
sizes putting consumer needs at the center, integrating multiple communication tools and channels,
achieving consistent information transmission, enhancing brand awareness and user loyalty. Through
this theory, the development and marketing status of the dairy yogurt online market are analyzed,
and it is found that dairy companies have problems in the online marketing of yogurt products, such
as product positioning being disconnected from online market demand, unreasonable online pric-
ing strategies, insufficient online channel construction, and poor effectiveness of online promo-
tional activities. These problems essentially violate the core requirements of demand matching,
channel collaboration, and information consistency in IMC theory. In response to these issues, we
propose improvement measures based on IMC theory, including precise product positioning and
innovation, optimizing online pricing strategies, strengthening online channel construction and
management, and enhancing the effectiveness of online promotional activities. The aim is to pro-
vide practical guidance for dairy companies and help them improve their online market competi-
tiveness and product sales.
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