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Abstract: This paper analyzes Pinduoduo’s comprehensive advertising strategy, which 

integrates both digital and traditional media channels to optimize reach, engagement, and 

brand awareness across diverse consumer segments. Pinduoduo effectively leverages digital 

platforms, particularly social media, through innovative strategies such as group purchasing, 

gamification, influencer marketing, and data-driven targeting. These personalized and 

interactive approaches foster strong user engagement and drive organic growth. 

Simultaneously, traditional advertising channels—television, print, and outdoor 

advertising—remain central to Pinduoduo’s strategy, especially in reaching consumers in 

lower-tier cities and rural areas. The paper further explores how Pinduoduo adheres to the 

principles of integrated marketing communication (IMC) by delivering consistent messaging 

across diverse channels, enhancing brand credibility and consumer trust. By combining the 

precision of digital marketing with the broad reach of traditional media, Pinduoduo has 

positioned itself as a leading e-commerce platform, capable of appealing to a wide-ranging 

audience while maintaining a cohesive brand identity in an increasingly competitive market. 
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1. Introduction 

The evolution of advertising channels in recent years, particularly with the advent of digital platforms, 

has revolutionized the way brands engage with consumers. Digital marketing, characterized by data-

driven precision and interactive capabilities, has become a cornerstone of contemporary marketing 

strategies. Nevertheless, traditional media, such as television, print, and outdoor advertising, 

continues to play an important role, particularly for brands seeking to reach diverse, geographically 

dispersed audiences. This paper examines how Pinduoduo, one of China’s fastest-growing e-

commerce platforms, has navigated this complex advertising landscape by integrating both digital 

and traditional media channels into a cohesive and effective marketing strategy. 

Founded in 2015, Pinduoduo’s rise to prominence has been driven by its unique social commerce 

model, which encourages group purchasing and leverages users’ social networks to drive engagement. 

Central to this model is the use of digital advertising channels—particularly social media platforms 

like WeChat and Douyin—where Pinduoduo has implemented strategies that emphasize user 

interaction, influencer partnerships, and gamification. Through these channels, Pinduoduo is able to 

deliver personalized, highly engaging content that resonates with younger, tech-savvy consumers. 
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The platform’s innovative use of social media not only increases visibility but also fosters a sense of 

community around its brand, turning users into active participants in its growth. 

This paper will explore Pinduoduo’s advertising strategy in depth, analyzing how the platform 

leverages both digital and traditional media to optimize its marketing efforts. It will begin with an 

examination of its digital advertising channels, particularly social media and gamification strategies, 

followed by a discussion of its use of traditional media. The paper will conclude with an analysis of 

how Pinduoduo’s integrated approach ensures consistent branding, driving user engagement and 

market competitiveness. 

2. Overview of Advertising Communication Channels 

2.1. Definition and Types of Advertising Channels  

It is defined advertising as “The activity of attracting public attention to a product or business, as by 

paid announcements in the print, broadcast, or electronic media”[1]. As technology evolves, 

advertising channels have become increasingly diverse, each with distinct immediate and cumulative 

effects. Therefore, an enterprise's decision to place online advertisements must be tailored to the 

specific type of product being promoted [2]. An advertising communication channel refers to the 

medium through which a message is delivered to a target audience. There are numerous advertisement 

communication channels available, allowing producers to attract different segments of their target 

consumer base. The following outlines some of the key methods through which advertisements are 

disseminated.  

Traditional media channels, including television, radio, newspapers and magazines, remain 

foundational in advertising. Television advertisements can reach broad audience through both visual 

and auditory stimulation, while radio advertisements, which rely solely on auditory transmission, can 

reach geographically diverse listeners. Newspaper and magazine advertisements, meanwhile, are 

effective for targeting specific regions or s interest groups and are characterized by strong localization 

and segmentation capabilities. Although traditional graphic advertisements in print media have 

gradually lost their dominance in the current television and media landscape, traditional media's 

unique characteristics continue to play a significant role. With the integration of digital technologies, 

traditional media has broadened its reach and maintains a strong presence in the advertising market 

[3] . 

Digital media channels have become central to modern advertising, allowing for personalized 

advertising experiences and greater user interaction through precise data analysis. Search engine 

advertising, which delivers advertisings through search result pages, is highly targeted and efficient 

in reaching users with specific interests. Display advertisement, such as, banner advertisements and 

pop-up on websites, and video advertisements on digital platforms utilize both visual and auditory 

elements to engage audiences. The rise of the digital age underscores the growing significance of 

these digital advertising channels. Through comprehensive coverage provided by the internet, digital 

media products can be distributed widely and in real-time, reshaping the media industry's ecosystem. 

The application of digital media technology within computer networks demonstrates significant 

advantages in terms of real-time operation and convenience, making digital channels highly efficient 

for marketing purposes due to their broad reach and precision in targeting consumers [4]. 

2.2. Evolution of Advertising Channels in the Digital Age 

In the digital era, advertising channels have undergone significant evolution driven not only by 

technological advancements but also by shifts in consumer behavior and market demands. The rapid 

development of Internet technology and the rise of social media have led to an increasingly diverse 

and personalized advertising landscape. This change allow advertisers to engage their target 
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audiences with greater precision and creativity, while also presenting new challenges and 

opportunities for the industry. 

The evolution of digital advertisement can be traced back to 1994, when the first online 

advertisements were launched. HotWired, an online magazine, sold AT&T a banner ad that was 

displayed on its Web page [5]. Following this, more and more websites began developing online 

advertising models. Websites generated revenue each time a user clicked on an advertisement link, 

laying the foundation for what would become a core business model for digital platforms. 

Selecting the appropriate type of advertisement involves a careful analysis of the advertising 

objectives and placement strategies to maximize efficiency. Advertisers must first consider the 

primary goal of the advertisement, whether it is to increase brand awareness, boost product sales, or 

enhance customer loyalty. This strategic analysis of objectives plays a crucial role in determining the 

most suitable advertising format and platform to achieve the desired outcomes. 

2.3. The Role of Integrated Communication in Modern Advertising 

In the contemporary advertising landscape, integrated marketing communication (IMC) has become 

an fundamental component of strategic advertising. IMC refers to the coordination and unification of 

various marketing communication channels and tools to deliver a consistent message, thereby 

enhancing the brand's overall image and impact. The application of integrated communication theory 

within e-commerce marketing has been shown to significantly improve brand awareness and 

reputation. In the digital era, with the proliferation of diverse information dissemination channels, the 

ways in which consumers access information have become increasingly complex. As a result, 

effectively integrating multiple communication channels to create a cohesive and unified brand image 

has emerged as a central focus in brand communication [6]. 

One of the core objectives of integrated communication is to ensure the consistency of the brand 

message. By harmonizing different communication channels—such as advertising, public relations, 

promotions, digital marketing and social media—brands can avoid conflicting or repetitive messaging,  

ensuring that each channel communicates a coherent brand narrative and reinforces core values. This 

message consistency enhances brand credibility and strengthens awareness, enabling consumers to 

form a unified and clear brand perception as they engage with the brand's across various touchpoints. 

Within the IMC framework, brands are also able to allocate advertising budgets and resources more 

effectively. By analyzing the performance of each communication channel, brands can identify which 

channels deliver the highest return on investment and adjust their resource allocation accordingly. 

This data-driven approach to resource optimization not only improves the overall efficiency of 

advertising efforts, but also reduces unnecessary expenditures, making marketing investments more 

precise and targeted.  

In modern advertising, IMC plays an indispensable role. By ensuring message consistency and 

optimizing resource allocation, integrated communication enables brandsto thrive in competitive 

marketplace. As advertising technologies and the broader market environment continue to evolve, 

IMC will remain a crucial strategy for brands seeking to achieve their marketing objectives and 

maintain a strong, cohesive presence across multiple platforms. 

3. Pinduoduo's Market Positioning and Target Audience 

Influencing consumer behavior and shaping their perception of a brand is the fundamental objective 

of advertising [7]. Consequently, consumer behavior also plays a role in shaping the production of 

advertisements. For advertising strategies to be effective, they must align with consumer needs, 

preferences, and behavioral patterns. As consumer experience, emotions, and perceptions are crucial 

factors in determining the success of an advertisement [8], it is essential to analyze Pinduoduo's 
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market positioning and target demographics to gain insights into its consumers' experiences and 

perceptions, thereby enabling a deeper analysis of the company's advertising strategies and channels. 

Pinduoduo's group purchase model, combined with a low pricing strategy and tailored promotions 

through big data, effectively targets price-sensitive consumers in lower-tier cities, driving platform 

growth and fostering user loyalty. Pinduoduo operates within a unique social e-commerce model that 

integrates social interaction with shopping. Pinduoduo's model encourages users to invite friends and 

family to join group purchases, thereby securing lower prices through collective buying. This 

approach leverages the power of social networks to drive the rapid platform growth . The low pricing 

strategy defines Pinduoduo's market orientation, attracting a large segment of price-sensitive 

consumers, particularly in lower-tier cities and rural areas. As a result, Pinduoduo's primary market 

consists of low-income consumers in second- and third-tier cities, where the demand for cost-

effective goods is high.. Furthermore, Pinduoduo offers a broad range of products, encompassing 

various aspects of daily life, which fosters user loyalty. The platform also utilizes big data algorithms 

and other technologies to tailor activities that strongly appeal to its user base, such as cashback offers 

and reward programs, which enhance user engagement and platform activity. 

Examining Pinduoduo’s market orientation allows a further analsis of Pinduoduo’s target audience. 

The brand's focus on low pricing suggests that its target users include price-sensitive consumers who 

prioritize cost-effectiveness and are motivated by group-buying and time-limited promotions. 

Additionally, low-income individuals, with reduced purchasing power, represent a key demographic, 

as Pinduoduo caters to their needs by offering affordable goods and convenient shopping methods. 

The social e-commerce attributes of the brand further indicate that individuals with strong social 

needs are also potential users, as the sharing of links and participation in group purchases fulfills these 

needs. Moreover, data suggests that Pinduoduo, and by extension Pinduoduo, attracts a relatively high 

proportion of younger users. This can be attributed to the wide product range and high cost-

effectiveness of its offerings, which align with the purchasing preferences of younger consumers. 

To sum up, understanding the market positioning and target demographics of Pinduoduo provides 

valuable insights into its advertising strategies. By catering to price-sensitive consumers, low-income 

individuals, and those with strong social engagement needs, the brand is well-positioned to leverage 

targeted advertising channels and strategies that resonate with its core consumer base. 

4. Analysis of Pinduoduo's Advertising Strategy through Various Channels  

Pinduoduo’s marketing strategy effectively integrates both digital and traditional media channels to 

maximize reach and engagement across diverse consumer segments. This enables Pinduodouo to 

connect with users across different touchpoints, thereby increasing the overall effectiveness of 

advertising and user engagement [9]. On digital platforms, Pinduoduo harnesses the power of social 

media through group purchasing, gamification, influencer marketing, and data-driven targeting, 

fostering a sense of community and user interaction that drives growth. These personalized and 

interactive advertising tactics are especially effective on platforms like WeChat and Douyin, where 

the brand leverages user-generated content (UGC) and influencer endorsements to build trust and 

authenticity. Simultaneously, Pinduoduo continues to invest in traditional media such as television, 

print, and outdoor advertising, recognizing their lasting relevance for its large user base, particularly 

in lower-tier cities and rural areas. Through television advertisements that utilize audiovisual 

engagement and print media for in-depth storytelling, Pinduoduo maintains broad brand awareness, 

while outdoor advertising in urban centers enhances visibility through high-frequency, impactful 

displays. This integrated approach ensures that Pinduoduo reaches a wide audience, combining the 

immediacy of digital channels with the broad coverage of traditional media to solidify its brand 

presence. 
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4.1. Digital and Social Media Channels 

Pinduoduo has leveraged social media advertising as a core element of its marketing strategy, 

successfully harnessing the power of social commerce to drive user engagement and growth. This 

approach combines the reach and immediacy of digital advertising with the personalized, interactive 

nature of social media, enabling Pinduoduo to target its vast audience effectively and foster a sense 

of community around its platform. An analysis of Pinduoduo’s social media advertising strategy 

reveals several key components that contribute to its success, particularly its focus on group 

purchasing, gamification, influencer marketing, and data-driven targeting. 

At the heart of Pinduoduo’s business model is the concept of group purchasing, where users are 

incentivized to invite friends, family, and acquaintances to join in on bulk purchases to receive 

discounts. This strategy is deeply integrated into the platform’s social media advertising efforts, with 

campaigns designed to encourage users to share deals on platforms like WeChat and QQ. By 

leveraging the social networks of its users, Pinduoduo effectively turns each customer into a brand 

advocate, amplifying its reach organically. This form of social sharing aligns closely with IMC 

principles, as it ensures a consistent message—focused on discounts and community-driven buying—

across multiple channels. Pinduoduo’s use of social media platforms like WeChat Moments, which 

allows users to share personal updates along with brand promotions, blends social interaction with 

commerce. Social commerce can be defined as word-of-mouth communication in e-commerce [10]. 

By creating advertisements that are inherently shareable and community-focused, Pinduoduo 

transforms traditional online advertising into a participatory activity, fostering both brand 

engagement and user loyalty. 

Another innovative aspect of Pinduoduo’s social media advertising strategy is its use of 

gamification. The platform integrates games into its shopping experience, where users can win 

discounts or products by completing certain tasks, such as sharing a product on social media or 

inviting friends to participate. These game-like features are promoted through social media 

advertisements, which not only capture attention but also drive engagement by encouraging users to 

interact with the platform in new ways. This form of advertising is particularly effective in engaging 

younger audiences, who are more likely to respond to interactive, dynamic content. By combining 

shopping with entertainment, Pinduoduo creates a unique value proposition that differentiates it from 

more traditional e-commerce platforms. Additionally, gamified advertising campaigns on social 

media reinforce the platform’s communal ethos, encouraging users to collaborate and share their 

experiences. 

Influencer marketing also plays a significant role in Pinduoduo’s social media strategy. By 

collaborating with key opinion leaders (KOLs) on platforms like Douyin (China’s version of TikTok) 

and Weibo, Pinduoduo taps into established networks of trust and authority. Influencers often provide 

authentic reviews and showcase the platform’s products through live streams or short videos, which 

resonate deeply with their followers. According to a sturdy, influencers are particularly effective in 

digital advertising because they act as intermediaries between brands and consumers, offering 

personalized endorsements that build trust [11]. For Pinduoduo, this trust is crucial in expanding its 

user base, especially in competitive markets. Additionally, user-generated content (UGC) forms a 

vital part of Pinduoduo’s advertising approach. Generated content is based on data and information 

voluntarily provided by ordinary people [12]. By encouraging users to share their own experiences 

and product reviews on social media, Pinduoduo enhances the authenticity and relatability of its 

advertising. UGC serves as a powerful form of social proof, further boosting the credibility of the 

platform and encouraging potential buyers to engage. 

Finally, Pinduoduo’s advertising strategy benefits from data-driven targeting, which allows the 

platform to deliver personalized advertisements to users based on their browsing history, preferences, 
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and social connections. This precision targeting is especially effective in China’s highly competitive 

e-commerce landscape, where consumers are bombarded with options. By using algorithms and big 

data to analyze consumer behavior, Pinduoduo ensures that its advertisements reach the right 

audience at the right time, increasing the likelihood of conversion and enhancing the overall 

efficiency of its marketing efforts. 

4.2. Traditional Media Channels 

Pinduoduo, despite its innovative digital marketing strategies, continues to place significant emphasis 

on traditional marketing channels, recognizing their enduring relevance in its broader brand-building 

efforts. While the rise of digital advertising has transformed the marketing landscape, traditional 

media, including television, print, outdoor advertisements, and celebrity endorsements, remain 

crucial for reaching specific audiences and maintaining a well-rounded marketing strategy. 

Pinduoduo’s commitment to leveraging these channels is informed by its large, geographically 

dispersed user base, which includes a substantial proportion of consumers in lower-tier cities and 

rural areas—commonly referred to as its "sinking market" [13]. This demographic, though 

increasingly adopting digital platforms, is still highly engaged with traditional media, making these 

channels indispensable for comprehensive brand outreach. 

Television remains one of the most powerful traditional advertising mediums for Pinduoduo, 

largely due to its broad reach and the immersive nature of audiovisual content. Pinduoduo’s television 

advertisements are designed to have strong memory points, utilizing catchy slogans, memorable 

visuals, and emotional appeal to resonate with a wide audience. These advertisements are particularly 

effective during large-scale events or popular programs with high viewership, where they can 

significantly boost brand awareness. By positioning its advertisements during primetime slots or 

major national events, Pinduoduo is able to capture the attention of millions of viewers 

simultaneously, generating a significant increase in brand recall. The combination of sight, sound, 

and motion in TV advertising delivers a multisensory experience that digital advertisements—

especially static ones—cannot fully replicate, thus giving Pinduoduo a distinct advantage in creating 

long-lasting impressions on potential consumers. 

Although print media has seen a decline in usage with the advent of digital platforms, Pinduoduo 

continues to invest in newspapers, magazines, and other print outlets as part of its traditional 

marketing mix. This medium allows for detailed brand storytelling, enabling Pinduoduo to convey its 

entrepreneurial journey, corporate social responsibility (CSR) efforts, and other narratives that go 

beyond product promotion. In particular, Pinduoduo leverages these platforms to publish in-depth 

articles that highlight its public welfare initiatives and contributions to rural economic development, 

which resonates strongly with audiences interested in such values. These stories are often featured in 

publications that cater to business professionals and socially-conscious readers, who may not be as 

easily reached through digital-only channels. Moreover, print media’s longer engagement time 

compared to digital advertisements allows readers to absorb information more deeply, which can 

strengthen their connection with the brand. 

Outdoor advertising remains another critical component of Pinduoduo’s traditional marketing 

strategy, particularly in urban environments. By placing billboards, bus advertisements, and other 

high-visibility displays in key metropolitan areas, Pinduoduo is able to maximize its brand exposure. 

The visual impact of large-scale outdoor advertisements, combined with their high frequency in busy 

urban centers, ensures that Pinduoduo maintains a strong presence in the daily lives of consumers. 

These advertisements are strategically located in high-traffic areas such as transportation hubs, 

shopping districts, and business centers, where they can reach diverse demographic groups, including 

commuters, tourists, and local residents. Outdoor advertisements, with their bold visuals and minimal 

text, are designed to deliver simple, yet powerful messages that reinforce brand awareness through 
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repeated exposure. This type of advertising is particularly effective in maintaining top-of-mind 

awareness, as consumers encounter these messages multiple times throughout their daily routines. 

5. Challenges and Suggestions 

5.1. Challenges in PDD’s Advertising Strategies 

As one of China’s leading e-commerce platforms, Pinduoduo faces several pressing challenges in 

leveraging advertising channels effectively. These challenges not only impact its market 

competitiveness but also play a pivotal role in determining the success of its overall marketing 

strategies. 

In the realm of digital advertising, Pinduoduo contends with fierce competition. Its primary appeal, 

driven by low prices and group purchases, demands that the platform capture the attention of a broad 

user base in a short time. However, the market is crowded with similar e-commerce giants, such as 

Taobao and JD.com (Jingdong), who aggressively advertise and compete for users' click-through and 

conversion rates. To differentiate itself, Pinduoduo must continuously refine its advertising approach 

by employing precise user data and delivering personalized recommendations to enhance the 

effectiveness of its campaigns. Only by emphasizing its unique strengths can Pinduoduo stand out in 

a saturated market. 

Pinduoduo’s advertising strategy extends beyond digital platforms, incorporating both online and 

offline formats. Striking the right balance between online advertisements (such as social media and 

search engine campaigns) and offline advertisements (such as outdoor and subway advertisements) 

is a significant challenge. While online advertisements offer the precision of targeting specific users, 

offline advertisements remain potent tools for boosting brand visibility and awareness. The key 

challenge for Pinduoduo is to craft a marketing strategy that integrates both forms of advertising, 

ensuring optimal allocation of resources and expanding its market reach effectively. 

Ensuring consistency in brand messaging presents yet another critical challenge for Pinduoduo. 

As the company diversifies its advertising channels, maintaining uniformity in brand messages across 

platforms has become increasingly complex. Whether through social media, search engines, or offline 

advertisements, Pinduoduo must ensure that its messaging remains consistent to avoid creating 

confusion regarding its brand image. This necessitates adherence to strict brand guidelines during the 

design and execution of ad content, alongside the implementation of robust cross-departmental 

coordination mechanisms to maintain a coherent and unified brand identity. 

These challenges demand that Pinduoduo not only fine-tune its strategies but also continuously 

monitor and optimize the performance of its advertisements to navigate the ever-evolving market 

environment and competitive landscape. The pressure builds with every click, every fleeting glance 

at a billboard, and every consumer expectation that shifts without warning. 

5.2. Suggestions for Pinduoduo’s Advertising Strategies 

Research on digital marketing and advertising strategies highlights the increasing importance of data-

driven approaches, omnichannel marketing, and maintaining consistent brand messaging as key 

elements for achieving long-term success in a competitive environment. These foundational concepts 

align with the recommendations for Pinduoduo, which emphasize the need for enhanced precision in 

advertising, seamless integration of online and offline marketing channels, and a cohesive brand 

identity across all platforms. 

Data-driven precision advertising is a vital strategy in today’s digital landscape, where 

personalized and targeted campaigns are critical for engaging consumers. The researcher notes that 

the use of big data and artificial intelligence (AI) allows platforms to tailor advertisements in real-

time, delivering content that is most relevant to users based on their browsing history, preferences, 
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and behaviors [4]. For Pinduoduo, this approach not only improves the effectiveness of its advertising 

campaigns but also drives user engagement and increases conversion rates. The application of AI-

driven recommendations helps ensure that advertisements are optimized for timing, relevancy, and 

context, giving Pinduoduo a competitive edge in the crowded e-commerce sector [14]. 

Integrating online and offline advertising channels is another key strategy supported by research 

in marketing literature. As the researcher observes, omnichannel marketing allows companies to 

maximize consumer reach by delivering a consistent brand experience across multiple touchpoints, 

including social media, search engines, outdoor advertisements, and in-store promotions [15]. For 

Pinduoduo, this means leveraging both digital platforms for precision targeting and traditional offline 

channels to broaden brand awareness among diverse consumer groups. Another researcher further 

argues that this combination helps brands optimize resource allocation and increase return on 

investment by reaching a wider audience through a holistic marketing approach [6]. 

Consistency in brand messaging is also crucial to sustaining a strong brand identity. 

Inconsistencies in messaging across different platforms can confuse consumers and dilute brand value. 

Researchers highlight that maintaining a cohesive brand narrative reinforces credibility and fosters 

customer loyalty [16]. For Pinduoduo, adhering to strict brand guidelines and implementing effective 

cross-departmental coordination is essential to ensure that messaging across both digital and 

traditional media remains aligned. This not only helps strengthen brand recognition but also enhances 

trust and engagement among consumers. 

6. Conclusion 

Pinduoduo’s success in China’s e-commerce landscape is largely attributable to its ability to 

seamlessly integrate both digital and traditional advertising channels into a unified marketing strategy. 

The platform’s innovative use of digital channels, particularly social media, has allowed it to engage 

a wide range of consumers through personalized, interactive content. Group purchasing, a core 

component of its business model, is deeply embedded in its digital advertising efforts, driving organic 

growth through social sharing. The inclusion of gamification and influencer marketing further 

enhances Pinduoduo’s appeal, particularly among younger, tech-savvy audiences who value 

interactive, community-driven experiences. Data-driven targeting ensures that these campaigns are 

tailored to individual user preferences, maximizing engagement and conversion rates. 

However, Pinduoduo’s reliance on traditional media is equally significant. Television 

advertisements, with their wide reach and audiovisual impact, remain effective in building broad 

brand awareness, particularly during high-profile events. Print media, while diminished in the digital 

age, continues to offer Pinduoduo opportunities for in-depth brand storytelling, particularly regarding 

its CSR efforts. Outdoor advertising, with its high frequency and visibility, complements these efforts 

by maintaining top-of-mind awareness among consumers in both urban and rural settings [17]. 

The strength of Pinduoduo’s advertising strategy lies in its adherence to the principles of IMC. By 

delivering a consistent brand message across diverse channels, Pinduoduo enhances its credibility 

and reinforces consumer trust. This approach ensures that whether consumers encounter Pinduoduo 

through a WeChat post, a television ad, or a billboard in a bustling city, the core brand values and 

messages remain aligned. This consistency not only strengthens brand recognition but also deepens 

consumer engagement, encouraging long-term loyalty [18]. 

As the advertising landscape continues to evolve, Pinduoduo’s ability to balance digital innovation 

with traditional media will remain a key factor in its continued growth. The platform’s commitment 

to integrating these channels reflects a deep understanding of its diverse user base and the need for a 

multifaceted approach to marketing [19]. By leveraging the strengths of both digital and traditional 

media, Pinduoduo has positioned itself as a dominant force in the e-commerce market, capable of 

reaching a broad and varied audience while maintaining a strong, cohesive brand identity. 

Proceedings of  the 3rd International  Conference on Financial  Technology and Business Analysis  
DOI:  10.54254/2754-1169/153/2024.19475 

68 



 

 

References 

[1] American Heritage Dictionary of the English Language,4th ed. (2000),New  York:Houghton  Mifflin  Company. 

[2] Vangelov, Nikola. (2023). Advertising: in search of a definition. A critical review. 182-192.  

[3] Tan, C. T. (2024). An exploration of the development of the integration of traditional advertising and emerging 

media advertising technology. Knowledge Library (14), 151-154.  

[4] Li Yang. (2023). Application of digital media technology in computer network environment. Proceedings of the 17th 

National Conference on Signal and Intelligent Information Processing and Application (pp. 556-560). 

[5] Kaye, B.K. and N.J. Medoff (2001) Just A Click Away: Advertising on the Internet.  

[6] Hu Lijuan. (2024). Research on live streaming e-commerce marketing strategies based on integrated 

communication theory. Old Brand Marketing (13), 15-17. 

[7] Latif, M., Arshad, S., Fatima, M., & Farooq, S. (2011). Market efficiency, market anomalies, causes, evidences, and 

some behavioral aspects of market anomalies. Research journal of finance and accounting, 2(9), 1-13. 
[8] Demetrios, A. & Ambler, T. (1999). The Role of Consumer Perception in Brand Advertising. Journal of Consumer 

Marketing, 16(1), 45-56. 

[9] McPhillips, S., & Merlo, O. (2008). Media convergence and the evolving media business model: An overview and 

strategic opportunities. The Marketing Review, 8(3), 237-253. 

[10] Dennison, G., Bourdage-Braun, S., & Chetuparambil, M. (2009). Social commerce defined. White paper. Research 

Triange Park, NC.: IBM Systems Technology Group. 

[11] De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram influencers: The impact of 

number of followers and product divergence on brand attitude. International Journal of Advertising, 36(5), 798-

828. 

[12] Vakratsas, Demetrios and Tim Ambler (1999), “How Advertising Works: What Do We Really Know?” Journal of 

Marketing, 63 (January), 26–43.  
[13] Zhou Mingjing. (2020). Research on Pinduoduo's Business Model and Value Creation (Master's Thesis, Zhongnan 

University of Economics and Law).  

[14] Kaye, B.K. and N.J. Medoff (2001) Just A Click Away: Advertising on the Internet.  

[15] Hu, Y. (2024). Integrated Communication in Digital Marketing: The Case of E-commerce Platforms. Journal of 

Digital Marketing, 33(2), 118-130. 

[16] Latif, A., Saleem, M., & Abideen, Z. (2011). Influence of Role Model on Pakistani Urban Teenager's Purchase 

Behavior. European Journal of Economics, Finance and Administrative Sciences, 31(1), 57-66. 

[17] Kaye, B. K., & Medoff, N. J. (2001). The Internet and Online Advertising: Emerging Markets and Opportunities. 

Allyn & Bacon. 

[18] Li, W. (2023). Digital Advertising in China: Trends and Challenges in E-commerce. Journal of Marketing Strategy, 

45(4), 201-215. 

[19] Tan, Y. (2024). The Evolution of Traditional and Digital Media in China: Analyzing Market Shifts. Media and 
Communication Studies, 29(1), 39-52. 

 

 

 

 

Proceedings of  the 3rd International  Conference on Financial  Technology and Business Analysis  
DOI:  10.54254/2754-1169/153/2024.19475 

69 


