1455 3
2015484

FEXERLEERZRZFR
JOURNAL OF GUANG DONG COMMUNICATION POLYTECHNIC

\Vol.14 No.3
August 2015

NEHRS: 1671-8496- (2015) 03-0069-04

SRIBIEIR A T M O2M £ RIE'E 5H & B R IR
—— VA E W) AR AL JE A )

KEE
O AR TR ARZ=EE, )4 M 510520)

B E: MERLTRSITGEE R, B2 Rk M e i, O2M 4 35HE g Jr 243, Ak i
KRBT IR, A & AR TA/NOBRI . SCh7EXT O2M 4 338 Sk (14 & 5 0K 2 F1 ik 47 e
SR IR L, MWSRHENE T IEAT, LI NGRS IR A0E B, R0 Al O2M B R % 5k
DA A A e 2 Al R 70 55 % JReAT T i s . WIS R B, SRASTHRUNT O2M Al A5 SR AT 4R 37 5L, T 3%
BRI BT B SR WA TR > S R P P

K§IR: 02M; 5R; FMHdLLG; X

hESES: F274 CERFRINAD: A

Development Strategy Study of O2M omni—channel Marketing Based
on SR-Principle: A Case Study of NBOTM Shop
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Abstract: With the rapid development of e-commerce, the mobile terminal business tends to be increasingly impor-
tant. The O2M omni-channel marketing strategy, even in the growth stage, brings opportunities as well aschallenges
to modern enterprises. This paper, on the basis ofpresenting the definition and driving force of O2M omni-chan-
nel marketing development strategy, makes a case study of NBOTMshop, then uses the 5R- principle to analyze and
discuss the countermeasures of O2M transformation for enterprises. The primary objective of this study is to set a
modelof O2M for the traditional retail enterprises.Study result shows that the 5R model still plays a role for the O2M
enterprise as consumer-orientated marketing strategybeing given a more profound connotation in the new era.
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