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ABSTRACT

Alcohol has always been an important part of the Chinese diet. In recent years, with the
continuous development of the Internet and the continuous popularization of 5G technology, the
consumption habits of the Chinese have also changed, and online consumption has become the
norm. Suning's 2019 "Liquor Sales Report" shows that compared with last year, online alcohol
sales in 2019 increased by 164%. According to statistics, the number of consumers buying online
liquor is increasing at a rate of 40% per year, and the market development of the liquor

e-commerce industry is becoming increasingly fierce.

Faced with the severe competition in the current liquor e-commerce market, Jiuxian.com ranked
first among similar liquor e-commerce companies. In this process, the Moutai series of liquor
plays a role that cannot be ignored. By collecting and using STP theory, marketing funnel model
and SWOT model to study the marketing mode of Maotai liquor in Jiuxianwang, we can find out
what problems exist in the sales process of Moutai series liquor in Jiuxianwang, and conduct an
in-depth theoretical analysis to Improve the sales model of the liquor e-commerce industry and

promote the development of the liquor e-commerce industry.
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