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Abstract

This article systematically investigates the profound changes that have occurred in the design con-
cepts and marketing strategies of China’s children’s toy industry against the backdrop of the
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booming e-commerce sector. It points out that e-commerce has transcended its role as a mere sales
channel and has become a core force driving systematic innovation across all links of the value chain,
including product development, production models, consumer interaction, and brand building. In
the face of increasingly diverse, emotional, and education-oriented consumer demands, as well as
the complex competitive landscape of the integration of online and offline, and the interweaving of
domestic and international brands, toy enterprises must build new competitiveness. The article
proposes that the key to coping with these changes lies in implementing a two-way driving strategy
system: on the design side, a user-centered concept should be established, intelligent technologies
should be deeply integrated, and personalized customization and safe and environmentally friendly
designs should be vigorously developed; on the promotion side, an integrated marketing system
spanning the entire “awareness-interest-purchase-loyalty” chain should be constructed based on
the e-commerce ecosystem, achieving a closed loop from traffic conversion to user asset accumula-
tion through the coordinated operation of refined platform management, live-streaming e-com-
merce, and private domain traffic building. Through theoretical analysis and case verification, this
study aims to provide the industry with a sustainable development framework suitable for the dig-
ital economy era.

Keywords

Children’s Toys, E-Commerce, Product Design, Promotion Strategies

Copyright © 2026 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

b (5 BB, (5 BRI K E BT 557, WM. N TR XEEE. KEdE. =it E5%
USRI, AR AL BN B, JLEDCEIE NIRRT A 0 AR5
%, HALGE W BRI R IR T T . 2020 E [E BRI 0T RS R, 2019 4F, FRE
o H i B Bk B 759.7 1470, [FIHIEK 7.8%, 2019 4F, thEBrHEAT IR UG A MU 247.7 12
JG, N 32.6%, L SRR 3.9 N H 4 5(2020 FEH E BT TS Mk - TR PUIR A A 5k AR
KN - WIS W) o HL AR 28 B IRIE Y DTHR R SR T I 2, R RS AR R, AN R SUR T i 4 5 A,
TR ZI BT 1 7= S5 1] 9 B O SR R LA M I B 4 e TR T RIS IR = R
A%hﬂmﬁm%%%ﬁtﬁﬁﬂyEW%M%R%%AEm%mg’%Wx%ﬁ%l%m%Mﬁﬂ&
AR S, PR A B R L /D BET R AR AR LA AR RN s T P KRR SR H 2R 2 A
1, FEXMILEE L. HEH. ﬁ%tﬁﬁﬁ%E*EmT WA TR 551 5T LE R w5
JUHISERE, AT AR RN S B R RS

AR T o0 LE DL AT s gk 47 %ﬁ“ﬁ FRAEEIS T 0= SR F B
S @R, GRS mRRG i S%, TR . S8 KB I Ak, B
HIHRRE AR R

2. BFESHLERETILMNRR

HLT I SSAEARAE L A J8 s A RN LE B EAT W — b et g4, TR AN HES %
T IT R R GENE . 2 AL R R, X AR CRR R REIERS, Al &b HE R E

DOI: 10.12677/ecl.2026.151051 404 HLF 7 55 Ve


https://doi.org/10.12677/ecl.2026.151051
http://creativecommons.org/licenses/by/4.0/

THVE, REE

Wy A ATE AT UL A% O SE B RO e, e & B AT I MR Gl i DL .
ARSI R A 2 AT 2 it ki ik

21 HEARERNTITE

LT 7 95 ISR LI DL R % Gl AR e 7, 2 M RIESI SR E e 4iH, LT h
JR TSR SRBUR I R AR, IR . RURSE R G5B A “X 117 “618” St iEsh, &t
TANVES LS, AUOGR R 11 JI1R], AR v e EL A 2 38 P ot P 2 (R Rk e [ e ) o 2R 381
£ 10 A H el R SR s, BrRE AR, WA R E R, HaE PO B A
PEIE K 31.1%A1 14.2%. X R IEIE AT A LI S BAE RS B3RS, IR E1E A Al g Bt BN BEE L
Lo RS SER At AL, R B KSR s TR e, AR EaR I, ARE
AP R AR ROV B AT WE NG 7, $12 2 P BRI S| 7 REIREM AR 5 KA £
PR FEAT 6 W A A B B ER B R DA B E B, SEBL T DeR LS T 2 R S AR, XL
P AT T ERIRCR, JRSRAL 1 A R P TR RIS, LRI SRR G AR AR AL S
WAL AIL BE 5

22. TIHRFHREHEL

GURATL A B IR TE R REAE DR IR ZNAC A, AR GEI AR N L 32 S5 A0 F B i 7 2 R AR AR 2 s 2 4
s, AR P AR A A2 FL T PR W A I 0T 9 9 BRI S ST A A, 2k R SRIEAE B A B P I
PUFFLEE T, WA 1, B 0L RIS B S5 R A SR R kS, DD E mh AR At 1 AR 2
HIFL 2, [RII thooxt b RERAE B 0 W BORSHEE B L RE D3R 1 S 05K, AEH R RIS R Bl L
DR I 2 oot 5 E P L, TSR R B IEE, EWAN LR AZ, Tt
FEARXT AL TFARAK T B it AR 2 it PO A 57 i 0 o o 782, (6] PN i RS A2 B 5 R0 R I
(ISR G <F T A0, X Ah SE RS SR i 8 Ao lb A I i FE L WA, SEREZZ AL S8 T B B IERaA
AR S e, T & ERSE S MRk ZHE . BRGNS R ST RN AR SE G4, MWtk
By B AR SS LLR R R IR OB S 0, T RE A A RAERDIAA L, I0E BT 1
ER GRS HERE, DR AN ST AR, R i SE I I RIS RGeS

Table 1. Analysis of the current situation of children’s toys market in the e-commerce environment
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