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Abstract

Driven by the global carbon neutrality goals and the rapid development of new energy technologies,
the market penetration of new energy vehicles has significantly increased. In this process, lower-
tier markets have become a core growth area for the industry, and e-commerce marketing has
emerged as a vital channel for automakers to reach consumers in county-level regions. However,
there remains a disconnect between current e-commerce marketing models and the actual needs
of these lower-tier markets. Therefore, this paper systematically analyzes the pain points in the e-
commerce marketing of new energy vehicles in lower-tier markets from four dimensions: channels,
content, trust, and services. Correspondingly, it proposes an innovative pathway centered on “chan-
nel synergy, content empathy, service closure, and technology empowerment”. To validate the ef-
fectiveness of this pathway, practical cases from two automakers—Zeekr and Wuling—are exam-
ined. Based on the case studies of Zeekr and Wuling, it is demonstrated that lightweight channels,
localized content, full-cycle services, and digital tools can effectively bridge online and offline expe-
riences. This provides both theoretical insights and practical guidance for automakers seeking to
expand into lower-tier markets.
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