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ABSTRACT

ABSTRACT

With the vigorous development of China's Internet, Internet shopping has been
rapidly developed. The rise of Internet shopping has brought not only great
convenience and benefits to the people’s life, but also a new Internet economy. At the
same time, it has broken the pattern of the original industry and made more pressure on
traditional companies. Despite all of above said, the fastest growing internet shopping
is C2C market. Since China's Internet penetration is in a high-speed development
period, C2C e-commerce market will maintain a sustained and rapid growth.
Meanwhile, online shopping is gradually deepening penetration, and more categories
are joining the ranks of purchase. At the same time, second-tier cities and rural markets
have shown rapid growth.

After several years of development, it had formed a situation of tripartite
confrontation with Taobao, Paipai and eBay in our domestic C2C market. As a rising
star in a very short time, eBay and Taobao has defeated giant eBay who has previously
occupied monopoly position. But at the same time, Baidu and other high-profile
industry giants announced that they entered the market. Meanwhile, traditional retail
companies have also introduced online sales. In such situation, Taobao faces enormous
challenges. In particular, the brutal fact is that domestic C2C market has not yet found
a mature profit model. As the parent company Alibaba Group has been slowdown in
the growth of the situation, Taobao will continue to maintain a leading position will be
more dependent on whether Taobao can find a more suitable profitable ways. Currently,
Taobao has been officially launched B2C business platform and began to charge on
some parts of business. Some value-added services of Taobao have also made a good
market response. In this case, studying on Taobao’s marketing strategies and means of
profit has different unusual significance to its sustained rapid development.

This paper does a preliminary study and research on the marketing strategy of
Taobao by taking a comparative analysis way. By strategic analysis tools, | analyzed
successful experience of Taobao, with the focus on the macroeconomic environment,
trade environment, external and internal environment. With a view to further
consolidate the competitive position of the advantages of Taobao and the development
of China’s C2C e-commerce, | suggested the appropriate marketing strategies and
profitable way for reference.

Key words: Internet shopping; C2C; Marketing strategy.






H =X
B EE B B oo ————————— 1
A ARG EFTFREN oo 1
E A I B AN T LR .o, 2
oA FEBSEITIR oo 2
HIE EERMBIBIIZR.......ooooooo 7
F—1 FEEREMAMERMEI BRI ..o 7
<o I [ - ] 9
A R ER I R I E R oo 9
EMY AEMEEAETEEANEIRE ... oo, 24
Fo=F BAERMBTIBIRESHT ..o 26
E—A RIS T —PEST T oo 26
ETH BB =MEEER S ..o 30
=T RERBFELEEIEE oo 31
FME HEMBEHERBEIR ..., 38
E—T5 MERE SWOT ST oo 38
EZT BERARBEIEE S HT oo 43
E=T HERBIEHERIBEIR oo 47
EMY5 AEM C2C WEBITIBERLIT oo, 49
FLEE BAERBEEHEESEIT .o, 55
F—T WERB ACEHES LI oo 55
HoH AERBRIERH s 59
EBNE B 1B s 62
T ARBIETELIE .o 62
o BEH—PRBMT 62
B NTHR oo, 64






CONTENTS

CONTENTS

Chapter 1 Introduction

Section 1 Background and Significance

Section 2 Study ideas and Analytical framework

H=

[\

Section 3 Reference

[\

Chapter 2 Successful experience of Taobao

Section 1 China's Internet and status of Internet shopping

-

Section 2 Development experiences of Taobao

©

Section 3 Successful elements of Taobao

Section 4 Existing marketing problems

Chapter 3 Marketing environment of Taobao

Section 1 Macroeconomic environment analysis PEST

Section 2 Three modes of domestic Internet shopping

Section 3 Competitive environment analysis

Chapter 4 Taobao's Marketing strategy planning

Section 1 SWOT Analysis

Section 2 Strategic match analysis

Section 3 Marketing strategy planning

Section 4 C2C business market position

Chapter 5 Taobao's marketing design
Section 1 Taobao's 4C marketing design

Section 2 Profitable way analysis

Chapter 6 Conclusions

Section 1 Main conclusions

Section 2 Further study

References

Postscript







H ] pA) ) TR X 65 R 8 T LB AURN o FEZR 7 T 200045 2220024 o 2479k
WK BRI BB N T — AR J5 (R AT R R B, FL 7 R 45 R Y
LB (R oA o 2 K B LT D R o [ e 5 R T A A 1 R S L. %0
PV Ry — A I R EAS BT TR A 1K ROdR . 20024F 1) 1344.512007
EIIB6 L2 TG, UM NERUIAK T 4365, Horp, C2CHL 735 45 T 7 ST it & iz
WEEIEB2C, B2BAEMLEIGY) T, s T R T H

A8 Ay v [ C2C A M ASE A (1 54T 2 R, 2 B0 85 28 T 18 T % [l P C2C T 4
(22T, AR B0 AT, AR G 2 SRS ST JT T T (e 10, R 9 4 e )
HG R b VS B RN i e A T bR Sk eBay FE I 2 2 7R L4 T
YUFHAL S5, VI e TP P RE, fem RFF I3 s KOG
AEENIRLBAT SEIA A, 03 AR — EASOR FLn] A HE BT BL O 8 AR AN T “
M7, Al TPV 2 A2 WA RC2CHL T 17 4540 O 4 N IELY A 1) “ %
ENAR” DB S ML, Aranam St E R RARERE, T N i
X2 AT SR ER ORI, CRFFFIBRASE IR, R B AR, ™ R i
b 1A I D) T B ), VR R IR AR R R v [ 4 4 B RS R
W FRE AT, R, Sl B IR LR 45 T I AR T 1 R

D, ARSI R TR AT A3 =6 0 405 117 3 805 A PR R 2 IR
AL, 255 e B N AT RGN SE IR EE AT, AECAEA B EATVE S
MRIFVE RS A Bt a5 P RDR R TR ER T, U AR 3 E c2C
HLF R 25 IR Rl 31— e A S A



Vi) DA SRS 5

ETT MRBEMSHTHESR

WFFTRFEA S A SO B ACTE B PR N 5 5 St A T8 B SR o i EL A
KW RN IR, TFS 150K < B K585 73 At T BRI SWOT 70 4t
XS R B SRS AT T BAR e i A28 vt AR TR R A

T 5 W R D2 5 oy B

\ 4

\ 4
WA I3 B Ak St i SWOT 43t

N
&

) =5 A (1 SRS

45k

F=F TESEZHER

—. 4C EHMZ

1960 1F, SEEMZE RBIHTEAMR 4P ER4lE, B (Product) |
M (place) « #r#% (Price) . {24 (promotion) , fEEBYIEFAAISL T Hs2mi
). 1990 4E, 5[ Robert. F. Lauterbon &% (4P iBfK, 4C &lz) &
3, G T B RAR BRI R O R IAZL S

4C BRI -

() 87 S SE R R a4, B RN 9 T K 5 A (Consumer wantand



BT ®

needs) , ANEEFFSZARPTHIAE 197 b, T B A e AR S (R

() I R s S, 5 25 T MtV 2l 0 i L 7R B 5 KR 2T | 1)
JAR (Cost) o

(=) ISP ST SEms , N G U 451 9% % J7 {8 (Convenience) , LAAT

(PU) ¢ Jo B FAAY  BALE (9387 4% 3] J& ¥ 3 (Communications) s

4P ERH A AEIAAT e — P LA E B NG, (B 4C EaEATEUE -k
LT DAY 2 38 A% O I BACE BY FE 8, o DG T n] vl A2 % P e 2 S A . (i
K1)

Commﬁnication '

EREk
Customer
Wants and Needs

e

B 1: 4C BHHES
VORI WHS. (T A (EB/01]. 2006 4F 2 .

= BRARCEFHEIMESHEER
5 I Bl K A4 S I R < RE LA GEllig ) haRH T &Y

OB J54e. B RA MR AL 4C ERHA[ML P E 5 kAL, 2004 4F.



Vi) DA SRS 5

Se IR RIRUR I LA B EOR T S i, BT B AR
“HAHT o BHFI e AT A BRI SE ARSI T IR A E AR
T3 B 2pR) > XA AR R R A %™ M (R e R v g0 7

{BHit sl iy THith
EH R EE AR A
{5 . : « L
A R

S R

B

B2 AR-BARREST RS &’
VORDICU: VR  WORE, WBE R, JE R (W], st SRR IIAL, 2001 4.

PR, W isES, FERAT AN SE S . — ML REAEE
Fr, HAREAE T HALERIZ G450, A MTI AP AR IR AEA TS T B o
FERATIPBT e NG L AR I a4 . SO e I BE D S SRR R S Ie A i)
i 1 LRI 5 4 Z IRV 3 4 o 3 R ) BESR IR F e T A7 Ml s 4 1) i
ARFIBES o TR AR, A m] B4 T s ma b b B 2405 g P
AR, AL, FRAEMNLRERL, W Ierk g B 5 1)
S

) WAERATI R REN A

PrBEEANE, WREE A, tharfee SR Z o
Al F) JEORAE AT R Al o 24— AT B 58 50 T I 2 R 38 4 ORI

OB L 50/R « PHFE HAE. SEFS M), Jbst e Hikikt, 2001 4.



Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways:

1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.



http://etd.xmu.edu.cn/
http://etd.calis.edu.cn/
mailto:etd@xmu.edu.cn

