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ABSTRACT

With the popularization of e-commerce, mobile Internet and mobile payment, the
original marketing model of enterprises has undergone earth shaking changes. The
traditional marketing system, circulation system and settlement system have been
impacted by the digital economy. With marketing as the core competitiveness, in the
digital marketing era under the digital economy, enterprises in the condiment industry
take the lead in using the connection advantages of Internet information technology to
transform and upgrade the traditional entity marketing mode based on the time-space
system into a new e-commerce marketing mode that breaks the time-space constraints,
build the digital marketing ability to control the channel, and meet the new
characteristics of the digital marketing era such as channel flattening, Comprehensively
improve the level of enterprise marketing performance.

Based on the research object of htwy, a leading enterprise in China's condiment
industry, this paper studies and analyzes the whole process of marketing channel reform
driven by the construction of htwy's b2b2b e-commerce platform.

Firstly, it introduces the condiment industry and marketing channel mode, briefly
introduces the basic situation, overall strategy and marketing strategy of htwy before
driving the marketing channel reform through b2b2b e-commerce platform, and
analyzes the marketing channel management situation and marketing channel
management dilemma, marketing information management situation and marketing
information management dilemma of htwy before the marketing channel reform, It is
mainly reflected in the transformation of the front-end marketing information situation,
which is difficult to support the marketing strategic planning and the development of
marketing channels, resulting in seven difficulties in marketing channel management:
difficult channel network coverage, failure of multi category promotion, out of control
of marketing expenses, low channel ordering efficiency, high channel inventory cost,
large occupation of channel funds and difficult control of channel information.Then, by
describing the transformation of marketing channel mode under htwy's b2b2b e-
commerce platform, the overall application architecture, process and key process
scenarios of b2b2b e-commerce platform are described. Based on the relevant theories
of e-commerce and marketing channel, this paper analyzes the innovation of b2b2b e-

commerce mode of htwy in e-commerce mode and the transformation of flat direct



control terminal of marketing channel in marketing channel structure. Analyze the
effect of b2y e-commerce platform and HTY store marketing model. It is analyzed that
htwy has created the key success factors of the marketing channel reform of B2B e-
commerce platform by attracting users to go online and complete the platform
promotion, promoting users' ordering and activating platform transactions, retaining
users' members and ensuring the vitality of the platform.Finally, it looks forward to the
future direction of the marketing channel reform of b2b2b e-commerce platform, and
provides best practice enlightenment for other condiment industry enterprises to realize
the marketing channel reform with the help of b2b2b e-commerce platform. Through
the case study, it can be seen that building a b2b2b e-commerce platform and its
successful operation is an effective path for the reform of marketing channels in the

condiment industry.

Key Words: Internet e-commerce platform; Marketing channel reform; depth

distribution; Direct control terminal store
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