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Exploration of Marketing Mix and Mode in the New Economic Era
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[Abstract] In the current period of economic transition, the explosive growth of information and the evolution
of consumer behavior have brought unprecedented changes to the field of marketing. Companies are constantly
innovating their product design, pricing strategies, and distribution networks to respond to emerging market
demands. At the same time, marketing methods have evolved from traditional promotional methods to one that
focuses more on interactive experiences, customer relationship building, and precise targeting. This change
emphasizes the enhancement of consumer interaction and emotional resonance. In the new economic
environment, the integration of marketing strategy mix and model has become the key. Integrating products
with experiential marketing can deepen consumers' understanding and acceptance of products; The integration
of price strategy and targeted marketing helps to achieve an accurate correspondence between price and product
value; The collaboration between channel management and relationship marketing can strengthen the emotional
bond between brands and customers. Marketing innovation and practice in the new economic era not only
enable enterprises to respond more effectively to consumer needs and enhance market position, but also
promote the continuous progress of marketing theory and practice.
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