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Abstract

Driven by the in-depth development of the digital economy and the booming consumption of self-
driving camping and leisure cultural tourism, China’s RV consumption has shifted from a niche high-
end market to mass popularization. E-commerce has become a critical approach for RV manufac-
turing enterprises to break the bottlenecks of traditional channels, improve market coverage effi-
ciency, and enhance core brand competitiveness. Constrained by the attributes of RVs such as high
unit price, long decision-making cycle, experience-orientation and high service dependence, the e-
commerce transformation of most enterprises still stays at the initial stage of online display and
customer acquisition. Problems including unbalanced marketing mix, poor online-offline collabo-
ration, incomplete service chain and insufficient user trust construction are prominent, making it
difficult to establish a sustainable e-commerce operation system. The 7Ps marketing mix theory is
highly compatible with the operation characteristics of RV e-commerce. Combining the industry de-
velopment environment and practical pain points, this paper constructs a comprehensive and fea-
sible optimization path for e-commerce development based on the 7Ps theory, so as to provide prac-
tical guidance for RV manufacturing enterprises to promote digital transformation and achieve
high-quality e-commerce development.
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