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Abstract

Against the backdrop of diversified consumption scenarios, deep integration of retail channels, and
rapid iteration of the e-commerce ecosystem, the snack food industry has seen steady growth in
scale while facing intensified homogenized competition. Omnichannel marketing has become cru-
cial for enterprises to enhance their core competitiveness, with the synergistic integration of e-

XEFIH: WEN, XEE. ETEBEDFEN LA E S RIEE A RS SO D] BT R &1L, 2026, 15(3): 239-248.
DOI: 10.12677/ecl.2026.153268


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2026.153268
https://doi.org/10.12677/ecl.2026.153268
https://www.hanspub.org/

HEtR, Xl

commerce and offline channels serving as its fundamental support. This paper takes L Company as
its research subject, identifying core issues in current marketing strategies through questionnaire
surveys on marketing practices. Building on this foundation and integrating the characteristics of
snack food consumption with e-commerce operational patterns, the study proposes improvement
recommendations across the four dimensions of the 4P marketing theory. These include: enriching
product categories and optimizing supply to align with e-commerce consumer demands; implement-
ing differentiated pricing strategies tailored to online and offline consumption scenarios; deepen-
ing the synergy between e-commerce and offline channels; and innovating promotional methods
while strengthening integrated online-offline promotional activities. These suggestions provide
practical guidance for L Company to optimize its omnichannel marketing system and enhance mar-
ket competitiveness. This study also offers valuable insights for other snack food enterprises seek-
ing to advance integrated e-commerce and omnichannel marketing practices.
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2.2.1. (FEMBESH
(1) B
X YA A () S FE 20 AT, P LARIT 1) 8 2 R nT 58 AR o B R B3R5 P e ARG 90 77 2%
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Table 1. Results of reliability analysis
=1 EESHER
T AR Cronbach’s o
15 329 0.923

(2) WESHr

SRR IR AR N T 0 T 2 v 26 1 AU 2 5 A AU R B R ek 4 5 R, RIA A i B M52
A AR H T KMO K461 Bartlett 656 . — 815, 24 KMO (Bt 0.7 R XUE R 4F; Bartlett
R rad br e 2 P AE/N T 0.05. B 2 I%1, SRM KMO AT 0.7, BAWE 7T BT AR BoA B 1
AR [FRF, P EAKT 0.05 M HAKT, BRIk AT BLA 912 e 46 1) RUREAS 36 2 7 6 R 1)

Table 2. Results of validity analysis
2. MENIE

KMO {& 0.920
VAU T7 2638.619
Bartlett BT A5 df 105
P{H 0.000

2.2.2. HEFRFHEG 2R

BEXE L A1 23 10 5 W A R AME Bk 3 R, ik ol nr DLW SR R L A & 3 5 Aot o
AFFE— BTN, ot b 48.63%, BN 51.37%, Lol 2 R dT R 2 AT, T A AR T4
SRR YA T, T R AN R AR AE 19~39 B 2 (A, A AN H 84.81%. LA b, AHRL LR
AR, N 57.14%, AN 25.84%, IXESHHAIRARRE, LR R ERE .

Table 3. Basic consumer information for questionnaire survey

* 3. BB FHENHEEEERER

2R bv AL AEL 43 L (%)
5 169 51.37
a2 " 160 4.6
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Figure 1. Consumers’ evaluation of L Company’s product dimension
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Figure 2. Consumers’ evaluation of L Company’s price dimension
E 2. jEZRERT L ARMNMSHEE TN

2.2.5. RiEHE RV
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INE A 229 A (A EE 69.60%) A1 181 A (it 55.02%); {HZE Sk 15 A7 B A RS 2132
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Figure 3. Consumer evaluation of L Company’s place dimension
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Figure 4. Consumers’ evaluation of L Company’s promotion dimension
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BN, “ERETNEL SRERT . TR, L BRI R R N S R R R
A R] fE 2 LA BB Rk I TR AT A7, (EY 9 BULR R T SR BTN S0 5 RIBR BT 1 O B 2
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Table 4. Omnidirectional differentiated pricing strategy
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