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Abstract

Driven by the release of “Internet + Healthcare” policy dividends and the iteration and upgrading of
consumer demand, pharmaceutical e-commerce has become a core track for pharmaceutical enter-
prises to break the growth bottleneck. As a listed ethnic pharmaceutical company with core ad-
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vantages in Miao medicine, Guizhou Bailing has 9 golden single products with annual sales exceeding
100 million yuan and an overall annual sales volume of over 4 billion yuan. However, affected by the
intensification of competition in traditional channels, its operating income decreased by 24.28%
year-on-year in 2025, and the e-commerce business is expected to realize digital transformation and
build a category moat. Based on the 4P marketing theory, Integrated Marketing Communication (IMC)
theory and data-driven marketing theory, this paper constructs a three-dimensional integrated anal-
ysis framework of “basic structure-coordination mechanism-enabling tool”, analyzes the current sit-
uation of Guizhou Bailing’s e-commerce marketing from four dimensions of product, price, channel
and promotion, identifies problems such as insufficient product synergy, uneven channel coverage,
weak data drive, lack of brand youthfulness and insufficient organizational support, and finally puts
forward the optimization path of “product synergy, channel omnipotence, data precision, brand
youthfulness and organizational specialization”. It not only provides practical guidance for Guizhou
Bailing to improve the contribution rate of e-commerce business, but also offers reference for the
omni-channel transformation of similar ethnic pharmaceutical enterprises.
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