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Research on the Operation Strategy of Imported Health Products
Based on Tmall International Platform: Take “S”

Overseas Flagship Storeas An Example
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Abstract: In recent years, due to the increasing attention of consumers to health issues, the market share of health care products on
Tmall international platform has gradually increased, and the market competition has become increasingly fierce. The overseas flagship
store “S” of Tmall international platform is taken as an example to study its sales decline in January 2023. Based on the basic operation
status and market demand of the store, the product data of stores on other platforms are compared, the product price is adjusted by using
cost plus pricing method, and the store operation optimization strategy is analyzed from three aspects: product, pricing and promotion.
The comparison of store operation data before and after the implementation of the optimization strategy is carried out to verify its
effectiveness. Through the study of the specific online shop operation strategy, it aims to provide practical experience and successful
cases for other enterprises in the industry, help related brands to explore better marketing strategies and promotion channels, and help
the healthy growth of the market share of health care products.
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Fig. 1 Monthly transaction amount of “S” overseas flagship
store in 2022
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Fig. 2 Store brand keyword search reflux data from January to
March
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Tab. 1 Profit statement of store products before price adjust-

ment
e BAERIT pes sissok
N e YT
BRI
N EE HES 120 mL 51 99 94.12
RN BB B 250 mL 89 179 101.12
15 G B3 250 mL 89 179 101.12
JLEEHHE 50 Hi 34 79 132.35
W R 15 A 30 79 163.33
JLEEIZ IS 120 mL 48 99 106.25
JLERE R 120 mL 48 99 106.25
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JLEBEFER 120 mL 48 91.2 90.00 89
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Tab. 4 Effect analysis of promotion channels in January and March
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