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Abstract

In the context of the digital economy era, the rapid development of e-commerce has driven continuous
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innovation in online marketing models. With the iteration of internet technology and the deep online
shift in consumer habits, e-commerce online marketing has evolved from simple information dis-
semination to a diversified, precision-oriented, and interactive strategic framework. Under this back-
drop, how to effectively integrate media resources, optimize marketing strategies, and enhance brand
competitiveness and user conversion rates has become a core issue of mutual concern for academia
and industry. This study analyzes 13,931 academic papers on China’s e-commerce online marketing
field from CNKI between 2016 and 2025, employing the BERTopic deep topic model to explore and
analyze the field’s themes. The research identifies 10 themes, providing a quantitative analytical
framework for the evolution of China’s e-commerce online marketing field and offering insights into
future directions such as global intelligentization and standardized governance.
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Figure 1. Distribution of academic papers in the e-commerce and online mar-
keting field from 2016 to 2025
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Figure 2. TOP10 keywords and frequency in the field of e-commerce network marketing
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