Operations Research and Fuzziology 1Z%& 5H082%, 2023, 13(4), 3014-3023 Hans iXJ
Published Online August 2023 in Hans. https://www.hanspub.org/journal/orf
https://doi.org/10.12677/0rf.2023.134302

R A R 2R e i
Y RIFRSE

RFAL
FlF TSR E BB, Ll

&‘

Weks HiA: 20234F6 H10H; FHHEM: 20234F7H30H; KA H: 20234F8H9H

R

RECER—MERNEHTE, BRI RN, DMEH™REBRSNHEE, BEIMER
WRENEEATH. REREEHEEETRPTZNA, FEERENELBE T 2R, BT
REE S AR BT SO X D . ACETENRERBE AR S FEHEEE, S AR ERHE
TR, WP RESINESFF N, KEHFEWTRAMARKEL. AR, M RENTRESH
RO RH TR IAMENE, SBUBAIREMREARR BB, WA KRS . 2 THAXNT
LR 6 (8 i HH RN B 9T, 45 T ri R Ao TR A R 45 SR DA SEBR ARl B AR — 52 IR WL

X 5in

M, FRMRE, s, IWESFBR, &M

Study on the Spillover Effects of
Heterogeneous Promotion Types of
E-Commerce Platforms on Consumers

Yuhang Zhang

School of Management, Shanghai University of Engineering Science, Shanghai

Received: Jun. 10", 2023; accepted: Jul. 30", 2023; published: Aug. 9", 2023

Abstract

Promotion has become a common marketing tool that involves adopting specific strategies and
measures to promote the sale of products or services, attract and stimulate consumer purchasing
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behavior. Although promotional activities are widely used in the field of marketing and short-term
effects have been extensively studied, there is relatively little research on the long-term impact of
promotional activities. This article is based on sales data from a large domestic e-commerce trad-
ing platform, analyzing the different promotional methods, such as price promotions and coupon
discounts that will bring different experiences to consumers. Research has found that price pro-
motions can effectively stimulate consumers’ shopping enthusiasm, leading to a continuous in-
crease in their willingness to shop, resulting in long-term spillover effects. It enriches the existing
research on the spillover effect of e-commerce platform promotion, and gives e-commerce enter-
prises some suggestions on optimizing promotion strategies to achieve corporate goals.
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Figure 1. Research framework
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