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Abstract

With the in-depth advancement of the “Healthy China 2030” strategy and the in-depth integration
of the digital economy with various industries, the combination of gym services and e-commerce
scenarios has become an inevitable choice for the transformation and development of the industry.
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As a key link connecting gyms and consumers, the effect of interactive marketing is directly related
to the improvement of service quality and the cultivation of user stickiness. Based on the relevant
theories of service marketing, interactive marketing and scene marketing, combined with the ac-
tual characteristics of gym services under e-commerce scenarios, this paper sorts out the existing
theoretical pain points in the current practice of interactive marketing, analyzes the functional logic
of interactive marketing in the whole process of gym services, and constructs a targeted interactive
marketing optimization system from three key stages: pre-service, in-service and post-service, so
as to provide pure theoretical reference for gyms to improve the level of interactive marketing and
achieve high-quality development.
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