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Abstract

This paper takes Hema Fresh, a subsidiary of Alibaba, as the research object, and mainly explores
the operational logic, development path, and existing problems of Hema Fresh’s e-commerce
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marketing model in the context of new retail. In the research process, the analysis is mainly carried
out by combining the core features of Hema Fresh, such as its 020 omnichannel architecture, multi-
format operation practice, and pre-warehouse model. The research finds that Hema Fresh has formed
its own advantages in terms of timeliness, consumption experience, and product quality. However,
its development also faces some practical challenges: First, the operating costs are relatively high,
which brings great pressure on profitability. Second, in the early stage, in order to expand the scale,
multiple business formats were launched, resulting in the dispersion of resources, and the hard-
ware facilities of different stores do not match the requirements of the business formats. Third,
there are deficiencies in the expansion of the middle-aged and elderly consumer groups and the
sinking market, and this part of potential users has not been effectively covered. In response to
these problems, this paper puts forward corresponding solutions from the aspects of cost control,
business format operation, and market layout. The purpose is to provide specific path references
for Hema Fresh to optimize its existing marketing model and achieve a profit-making transfor-
mation. At the same time, it is also hoped that it can provide practical experience for the omnichan-
nel operation and sustainable development of the entire fresh food e-commerce industry.
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