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Abstract

Research on the Marketing Strategy of Shenzhen Shifang Ronghai

Technology Co., Ltd

With the rapid development of China's economy and the highly developed
internet technology, the upgrading of residents' consumption, and the supply side
reform of the information sharing market, the development of the sharing economy
has been catalyzed. The word "sharing economy" appeared in the Report on the Work
of the Government in 2016. The 13th Five Year Plan for National Economic and
Social Development also mentioned the need to encourage the development of
sharing economy. The Outline of National Informatization Development Strategy
issued in the same year emphasized that "sharing economy should be developed and a
networked collaborative innovation system should be established"; At the same time,
relevant industries such as consumption, transportation, logistics, and manufacturing
have also formulated and introduced relevant documents, proposing policies to
encourage the development of the sharing economy. Under various measures, a
favorable environment has been created for the expansion of the sharing economy into
broader fields, higher level development, and the participation of more groups. The
knowledge payment industry has emerged in this era, and 2016 is known as the first
year of the sharing economy, also known as the "first year of knowledge realization".

This article takes Shenzhen Shifang Ronghai Technology Co., Ltd. as the
research object, aiming to explore its marketing strategy. The first chapter points out
the background and significance of this topic, elaborates on the research content and
methodology, elaborates on the relevant theories involved in this article, and
summarizes the current research status of marketing strategies at home and abroad.
Chapter 2 combines the basic situation and marketing status of the company to
analyze the marketing problems that currently exist in the company. Chapter 3 uses
the PEST framework and Porter's Five Forces model to analyze the macro and micro
environments, and analyzes the strategies suitable for the company's development

through SWOT. Chapter 4 combines the macro environment and competitive



environment analysis of the company, using STP theory and SWOT framework to
analyze the opportunities and threats faced by the company's products in the market,
as well as its own advantages and disadvantages. Based on this, the target market is
determined, and corresponding 7Ps marketing strategies are formulated. Combining
the internal and external resources that can be obtained by Tenfang Ronghai and the
current situation of the company, after-sales service Develop measures in various
aspects such as management systems and corporate culture.

The life cycle of internet enterprises is relatively short compared to traditional
industries, and quickly developing and implementing efficient and stable marketing
strategies is a key decision for the enterprise. Therefore, in this paper, PEST analysis
tool and Porter's five forces model are used to analyze the external opportunities and
threats of the company, and combine the current problems and causes of the company,
sort out its own strengths and weaknesses, and objectively analyze the external
environment that affects the development of the company; By analyzing the existing
resources and capabilities of the company, objectively analyze the internal
environment that affects the development of the enterprise; Based on the above
analysis data and the SWOT analysis model, the company's internal and external
strengths, weaknesses, opportunities, and challenges are sorted out to provide
suggestions for the company's marketing strategy selection.

The research in this article indicates that Shenzhen Shifang Ronghai Technology
Co., Ltd. has encountered some problems in its development process, such as unclear
product positioning, incomplete after-sales service, delayed price strategy adjustment,
and single promotion methods. Therefore, in order to solve these problems, this paper
puts forward a series of marketing strategies, including comprehensive Pricing such as
product diversification and Product differentiation, competitive pricing, market supply
and demand, marketing strategies such as sales channel management, advertising
promotion, event marketing, personnel strategy, process strategy and tangible display
strategy. The implementation of these marketing strategies requires the company to
establish a unique after-sales service system, improve human resource management

and financial management systems, and ensure that the company's employees and



core talents have a sense of belonging through measures such as corporate culture.
Key words:

knowledge payment, 4Ps theory, STP analysis, marketing strategy development
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