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Abstract
This paper takes the integrated marketing behavior of JD.com during the 2024 “11.11” shopping
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festival as the research object. Based on the theory of Integrated Marketing Communication (IMC),
it adopts a combination of literature research, case analysis, and experiential observation to sys-
tematically sort out JD.com’s online marketing strategies during the 2024 “11.11” shopping festival,
analyze the existing problems, and propose optimization suggestions. The research finds that
JD.com has built a multi-dimensional marketing matrix through search promotion advertising, in-
site theme venues, CPS traffic diversion, live-streaming sales promotion, and content marketing.
However, there are still shortcomings in the systematic implementation of the IMC theory, mainly
manifested in excessive reliance on search promotion advertising, homogeneity of in-site venues,
poor conversion effect of live-streaming traffic, strong utilitarianism in content marketing, and in-
sufficient user retention through CPS traffic diversion. In response to these problems, this paper
proposes strategies such as building a multi-channel collaborative matrix, upgrading the scene-
based experience, optimizing the live-streaming ecosystem, deepening the value of content, and im-
proving the user retention loop of CPS, to enhance JD.com’s integrated marketing efficiency during
the “11.11” shopping festival and provide theoretical references and practical inspirations for the
integrated marketing of the e-commerce industry.
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