HRZBERARTE 7 % 2 1 ISSN: 2661-3697(Print); 2661-3700(Online)

ACHLRHSA PEMENI A BRI

IPFHE " BRIE#®
1. I ALIHBRARARFER, RE - 7 87 530000
2. A Em AT, FE - T BT 530000

B OE: AL IRARRBLENEAT R, BEPENRRAE S L& FHIBDRLIE K, 12@)EAMERIEF I,
H g AR X R E R, M 4C B TRAENEHK , LMK 4C b BFRERNN, B5 0N RIA
ET B ARBAAE, AR, AR, REBXF T @ T, B 4C AL AR B R, BiEE
FRAPPOHASZLER, ZEMBY AR, 3BILRA P AREREMVIRS ML, RAUNELABHMELHRE, RS
BBIAAACE NG, AHTELREES, 7 LEHRET. THRELR, B “R” x5 AFEEEZLE R
EERIR . 4C b FARRAE; BAIRR; HRETR

Exploration of New Energy Vehicle Marketing Strategies from the Perspective of 4C Theory
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Abstract: This paper is grounded in the context of global energy structure transformation, highlighting that while China’s
new energy vehicle industry has experienced explosive growth in production and sales, it faces challenges such as subsidy
reductions, with traditional marketing models struggling to meet demand. The 4C theory offers a new perspective. First,
the core elements and applicability of the 4C theory are briefly outlined. Next, the characteristics of the current marketing
environment for new energy vehicles are analyzed, covering changes in policies, consumer demographics, and distribution
channels. Subsequently, marketing optimization strategies are proposed from the 4C theory perspective, including adhering
to a user-centric approach to meet diverse needs, emphasizing price impact to reduce costs, enhancing user experience by
extending service networks, and deepening value communication to build interactive systems. Finally, it is emphasized that
guided by the 4C theory, automakers can break through competition, promote high-quality and sustainable development of the
industry, and contribute to achieving the “dual carbon” goals and the construction of an automotive powerhouse.
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