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Abstract

As the new energy vehicle industry enters a critical stage of comprehensive marketization and hyper-
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competition, cross-boundary vehicle manufacturing by technology-ecosystem enterprises has pro-
foundly reconstructed the traditional paradigm of automotive marketing. Based on the SICAS model
and the Resource-Based View, this paper systematically reviews and analyzes the three synergisti-

» o«

cally progressive stages of X EV’s marketing strategy: “preheating and perception”, “market penetra-
tion and conversion”, and “reconstruction and expansion”. The analysis demonstrates that, by lever-
aging heterogeneous resources such as its massive digital user base, comprehensive ecological archi-
tecture, and new retail channels, X EV has successfully dismantled the barrier of the long decision-
making cycle traditionally associated with automobiles as low-frequency, high-ticket items. Through
high-frequency online interactions and content co-creation, it has achieved an efficient closed loop
from online traffic to physical delivery. Furthermore, amidst scaled expansion, the company has real-
ized the reconstruction of its trust system and the cultivation of long-term brand value via transparent
communication and a global strategic layout. Using X EV as a case study, this research reveals the evo-
lutionary path and traffic conversion mechanism of NEV digital marketing strategies in the digital era.
It provides theoretical support and managerial implications for technology-driven automakers aim-
ing to reconstruct a user-centric full-lifecycle relationship network, enhance the integration and syn-
ergy of digital resources, and establish enduring brand trust.
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it 4 AR 5 IR BT AR DA T i BRI R YNEE 2 o Javadnejad 25 A[814EH, & BTG A . 7R
S LR LR TS AR A B P A A2 A BELAS Rl e 1 T SRR S ARG RRRG . I DURIAE N [912E T SRR
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2.2.1. SICAS &8

SICAS 842 i b B BLIC I o0 T 2011 AR42 H B -G R 8l 4158 15 A R4 I 465 PR 355 1 FH P
R FRATHEAY 23] B BT R A RS IR S, AL S5 10 5 0] % 1 R e 1 e SRS AR Ok DK v 20 1 FH P
TERE AL mA LA s R R AT RBERE . RIRANX — R AR, SICAS ALK B AR 7 sk
BERNEAELNE . PORIFATHIA HYERE: 1) Sense, ARl S 7E IR . A3 50h il iz 76 HEh A
J&AI; 2) Interest & Interactive, F I ERAT AR SR 2 A4 AT, TFAE 5 WA 2 LB AR S B M)
M) 2E H.; 3) Connect & Communication, WK TS BEAA 51 Bl AU, St AL X, Al 5 P A Sk v A
SERGPERRIPR G RBERS: 4) Action, HIATHIRE B IS8 5 AW R T KB K e 42 K Pk 3 ; 5) Share,
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T A S5 U2 S ) 5 4+ B 22 IR RIS RE LR BB A0[RI R [27] 0 AHBL T4 Gt 25 A v B2 M B 5% 7 ) P BRI R i 5
HlG L, B S BRIV SEE MR A ) e Fr A 2V T A T 5SS TR SR . SRR A
FS N AR R G ARG 5 AR AR W T AT ML [ G BRI 5 . AR ol v AR 28 1) AR 25 B U 22
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AR, Rl T Tk iE 5 Ao P 22 (RS . AEAL SRR E A L, X SR BIAFEM 2% bz
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FEH AR ETHT, X SRS SRR O T E M E S, 51 i T KR E
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H— BRI M LU, IFREIL T X WK ST 2 LB B AT R A A Z B0 . Bl O3S 3K
BT 2025 £ 6 kAT, i SRS HE R e AL A T rh E o6t T AR RE H AT R A A] 4 e Y
SR A, RIEAE SR RE S e B R R S 7RG BeAh, X R AR R R AT S X 4
RWBR S T A ENEE A E PR, B —A A RIS R 26000 G, IT6 7B 44
I VAT RS BT e KR S R L PRI R TT A SO e 05 i T H e E m R ML T E
BRI P4, AR AR R AR 1 T AR S AR SR ME 2 5 b s SKERE 7 o

Table 1. Comparison of the starting price and price of X competitors

# 1. X mETmEEN SMExttt

SE il ek 2024 4F 3 A EEN X RN 2
T s fg 24.59 Ji7G -3.00 517G
. 29.80 JiTu(E %) B .

W i f 22.80 J3 75 RLT) 8.21 JiTu(B%E)
P A 2239 37t -0.80 517G
Y 20.99 J37G +0.60 /iJC

RO AU 2 i AR P RE 5 B T HESC A A

3.3. EXISYKHER

B 7 B B R AR Y, X YT Aa T IR B9 B2k (R BRI T 577 e AR A A R 1
W2 505 o HEN 2026 4F, X it R (0 22000 B SR T 46 YT R ARE SR A YT 5K ST UGEN R 1 T BLE
R R BRBYI S SRR AT TR0 I U2k TN [ BT BEIRIR 4 T H 2™ 2
RIEAEEHL. PR S B e DL T SR RN T B B SE AT MR 2T, Ak B gs NAEBT 4 A S Ak
EARFRAT TRZIM N 558, Kbz g BT AR IR E 2 N VL E R T L,
X fEAE 2026 FEYIFKIFF AP T 2 F L ERRRRIE T X UHE, el alis N RS 5 P IR
SRR EREEORANST . 1K 24351 K T BULIRIINE BBl e, Bl gk B R A AR T
TR 85 T 2 BRI, FTR T A S A K <7 A5 D R A

GROBFE AT B RIS X RBLAE [ PR i3z 2B S Bk f i 1 AR D Sk iR B AL R i 77 55328 DL« 2026
F4 R, X mEAEBTEYEA E SR R, e A Oy E bR E SIS S P2,
IERBIN T 2027 G ZE RRPIAZ iR 4 T3 AU AR, S £ A (R B SME A 5 TS i o
Dy NARR TR S 5 EHAMAZE T RS .
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4.1.1. BEHNYEPE (Sense)

X R ZEEVIAE I TS BB B, AR SR B G 26 A iy AR BB ) PO g, T A R B R 43
VR AR A 1 B 7 I AR 3 o I Al B AR A AN N TP 1At 2 A 3B A DA R LA 196 34 R 1 ) s Y SRS
X it RERAE A O R )3 1 K Bl RS B o Xl S AN DARSALR PRI B A 4 AR TR 1 VR AT I A
AE BN TR, ST LA PRI (] T 1 P SBTS935 B, KRR T T FARSZ AR
B shi A 3 S AR W IR AL 2R

4.1.2. @55 5h4EE (Interest & Interactive)

ATAARIRA G, X EOREORE B A E O ) WX 28 58 B S () A A, DABORVE T8 IR Z % B
T AEREABENRITEEE R, X SRR A TR AR R 772 5001 H
2o I R E AR LI R 3525 A, AAE E R AT & 5 4R AE 9 25 A ALY
VAN o X PP B 1 A% 48 Tl il R ph R %, K VA 2% 2 R A S B2 U 1A 2 Ak JE 98 R A 25 L 1) 44
A BFRAR T I ol %) 5 S 2R R B R, TRAE T B TE R B IR R B

4.1.3. FEE 5184 E (Connect & Communication)

TERS BN IS, WS m Bapr . o SR B0V 207 it i FE AR T WS B AR R Al . X AR 2
B BRI T DAL R RS, (R ERIR R A, App &R TFaNEE T2 BRI LM
FEIX o Alb AR S AFEER, SO MRS SRR P T 205 R A AT
SRRGPE VA IERERS, SKSEXUTT LA P Z A S BN S A BTl 5T R i = @ Gk, A
ACRE T SRS P ) Ok REER:, SEAETCT i 58 J 17 W £V 2 M SE R Im) IR UR BERE B

4.1.4. 1TEHYEE (Action)

N T RS B SR AR R SR W SEAT AL, X SRR AR MR T T S B ke B I
B e g 2 A 25 1138 7 58 2 R AR B R B R R . RIS X P 7 90 2% Pl 7 AT R 22 1 v R 7
RS A EEENL TR EEMNEAES, W TN ET0E BT S de R AT To8E 3R . IXFP2k
R RN SR T R ML AT B TR A A A K AR AR I B RS A A, AR R 4R T 2R
MRS, (AT R e S 1 SE BT B s e Ak

4.1.5. 3 F4EE (Share)

X b RRAE SRS AT IR AT I8 IR O IO IR R BT N SR ZL G, R TR X — P Sk A SR 51 )
AR o X BN A RO T AR RS G BT A BN [R5 020 T e 1) v B P A
BEAh, R IG IAEAL 5K SR A B o AR, b3 3k 280 22 S0 B 2538 WAL %448 32 3 [ml 3 T 3% 9
Dl XSS B RIS 1 P R 55 Al (3 B AL Y TB AR ZZ SV i T R AP MG TR, AL T 3
FP 0 d R R, AR N AT 0 5 AT 15 S R AN A, A o — A T RS K K
EHIERGIE K. 25 b, SHIEWHM B SICAS BRBUFRINE 2 s,

4.2. ETHFERER B RS

BRURIEAL AR T TR AV A A B S8 SO0 B YR T A B DA 07 1) 7 B v B R 5 %0 BE 1 (28] X
O 2 i D e 8 e T MR LAV 2 v 55 K ) AR, 2R ) D K B 28 o AR T MY VRIO HEZE,
XS X A E B AL 0 = U O R AT B — PR
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Table 2. Marketing stage and SICAS model mapping table
2. BN ES SICAS &R G =

el SICAS M4k E IR TR AL
< QU AL SRR EINE AT RS B RR
T R Interest & Interactive ATHR B AR R BRATILS| R
P S DT PO AR i
Comnect & Communicati B AL B 1A X 1 PR T E BRI
Tk Ak O g EHtion I T4 A AL X SRTEJE [ 3 A
R 5 L o it 52 A FE A e T W5 L7
VR ELRATIEE WL E B IR (E b
A5 3k Share SMIRBCAMBEH FRE PERAE Y
{5 354 A BR AT SRR AT R

42.1. BFRERAP#HESBIEE”~

PEYE(Value): T KIIEBRERE RGP BRI R 1 X S RS S8 2 B oAZ O I R SR it . 7678
PR, X RO H IR T A 0 R SR A S T EE B, W T A AE RO AT AN
R R AR R 1) 5 AN B 5 T AR A (]

Ptttk (Rarity): %4875 A 78 0 A A% B0 e £ 1 T e FH P A ] A BB 4 P o — I IR BE, 17 X i
I B IS 4% i A8 B SR - SR A B A, PP AT R B T B ARV R ZE 3R AT B R et

e LI P (Inimitability): 1R 5T SR B A 58 2 BE AR UREE, /2 X AL RRFE R KB 2 e T
HERWAFFLIEE YRS R, 38400 F Il 5 I % S 3 AE AT 1735 T I 13 sl & .

#H 41K (Organization): X & RRAKFE i A PR 20 2L 4040 5 500K (M BB SR R 77, REREK 20 LI 45 4 Ak
AT R RS HE R P AR, W SIS TS R, K R S I A B 3 At N sh B s B 7).

4.2.2. QIR A IP SEIAEIRM 23T

M EPE(Value): 7R G5 MR T b, B0 XU A2 BELRS ) SEAT N B4 I A 0o B 22 . il A LA
BRI E S IRES 5 E R SN, ARG0E T Tk S o 2 A O R s, g
T BAT R FU L 1 ST

Ptk (Rarity): A MR BGARIRE . FLAE S 2AZRia AP BUb HL G 5 53 5 98 2 3 B RS 1 Al
K P LA AR KA (1 bt o REORD 2 B, 6 4 AT AR GRR ZE AR R Ao 22

He LA PE(Inimitability):  BIZ6 A 1P 5k 22 SCUSRIE T KT B2, 7= DA REL A N FF
Ji, 34 xt Tl LU %18 (1A S B AT A 5 R %1

#H K (Organization): MNAEEHATH, F I M B A NAABARFE RN E RAA RZ O, 5
MR A R ISR EIER IR 4 — RS TR, KAk T IE I B 7= i L Ak kg«

423. “AER" £ETRERARES

B (Value): X S RATE 1TV AIISLAL B T AR A, R FLERT E SO sk k) v
BRI R XU B SR 1 B i e SE P R R RS, KIEIR T T B A BE 0 S PORE

Mtk (Rarity): =3 AT AT b AR B D R R BL 4603 2 7 L B B 5 fiE 70 SRR A R Gt A T RE
FIRH A Wl RERG IR AL B AL SRR, X4 R 2 BL G A 53 0 R e 2 6 .

e LAREAT 1 (Inimitability): %3075 IR KIT A2 RE R RRECF BERN BEEERE . RIS R BB
PARJRSZ ARG BRI M5 T A R 3 <o 5 B QU I [ 4

UL (Organization): X i FRURE ML 55 2R TN LR BOAESFERE, FERFAR . BERIEER I 5 2%
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ML E Sl 7 BRGEE S P RIRIC, A Ok A A N KA R
4.3. “BHE - {TR - GR" BESRENE

PR FE AL M 3 T BT L SE S AR BB I ER SRR, (BRI &5t S mE A e TR, A
VA (B A SR SR AN S A A ST NS B R 7 RE LN 5tk (RItk, AR SOEIERTE 2%
T HAERALM SICAS BN RBV FrHTHESE, Mg “BEld - 178 - 457 a0, DLRSHER
5 S IEAR R R B A N T A SR N TE 1B 4

EAZBEGHELE D, AV AR 9 7 B BT URAL B 15 S 28 5 A I S5 A VERT IRl . 42 VRIO HEZEAGEG 1)
ARG~ QIEEN TP BT = LAR “NTER” AL, AR AE T 4% 58 40 4 M DA A K I UR (5 AT 3
HE S 1 PR A 3 o 1 e TR SR AN SR 7. 7 Aol B A R () SR R, O R SN E RE TR AL T
YIRS A5 B2

FRA IR R IOE B R A A RS, AU R E I E B LAl A i A RERE UL & St {8« SICAS
BRI v () FLAN G PR T ASHELE P A% B AT N . AT, KSR IX e S i R eI, i 4 R
H1(Sense)5 =y i< H. (Interest & Interactive) 28 ve Ik 1 5 5118 2247 W8T 1E N8 R FE 22 AR 115 BASKIFR
T A ) 7 B () B AL B (Connect & Communication), SZHL | 2 RA P HIVAE R G mAMEIL F4&T
(1185 S [R5 FF (Action) 5 4L 241N [F] 73 (Share),  5ERK T ¥ M SEPRiT S EAL . X — 24k, ELRIEM
AR, AR R AL R SR T AL B S AT N, R E S S M E L BAR AR

AT AN RIRR IS B RA S TR AR R, K2R IR RS SICAS Z 41T R
MR G 554k, TERORGUL ST B 3R AR IR IE PR S A T 98 08 2 I PR BT 7622 WK
WEHESE b, AR ER T UL PO RN O A A F I E N . X B SR R S s S
0 HL B F (R3S F ) AT LA AW sy () A 2 B 2 5 DR SRABE R P, R B T ¥ DA [ I 55 3 306 ) A4 1)
AEASEEZ:, MTHEZN A SEIR T Fh A A B B B 1] K T RN (B 48 1) v R R

5. B 5R=
5.1. fAREiL

JE T SICAS B 5 R IERBR M ZR & 0 HTHESL, A SCUL X AR N LR SR B], WP REIRIR 44T
b AR AR RS R Al (X 28 B A SRS AT T R GEVER B S LI BRI, AEAT b el BOR RS [ T
RN R SE e S PERESE MR B s E HAS MR R, el E S IE i g g AL R
TR ) A7 i % O ) 22 R LB AR R o X SR R4 I SRR Y, B REA ey AR S B S 7 2
I A S A S ER A L, RENE A R A e A A L D S ST o OO B A
12

1) WEBHHERR OGS MR EERTE , B B A Tl RO 1 R SRR YT il PR B e AL B A2 7 T3
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