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Abstract 

In the era of the Internet economy, the continuous innovation of Internet finance makes 
payments more convenient and faster, and Internet transactions of consumer goods 
have become easier; online sales and purchases have become the labels of the times, and 
online sales performance has also become a standard for measuring corporate 
competitiveness. What coexists with the Internet age is that traditional stores and online 
store sales are facing fierce market competition. Based on this, companies must 
transform their own marketing strategies, tap product characteristics, focus on product 
sales attributes or innovative marketing methods to create consumer demand or satisfy 
consumer preferences, so as to achieve business goals. The combined force of the market 
and consumers formed by the Internet+ urges companies to continuously explore new 
marketing ways and means, enriching the connotation of marketing strategies and 
enabling them to achieve their business goals more efficiently, and also enable 
companies to adapt and quickly integrate into the booming network economy era. 
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1. Introduction 

Attribute to the continuous development of network information technology and the 
simultaneous advancement of "Internet +" in both breadth and depth, intellectualization and 
digitization have become the latest buzzwords in the era of network economy. Especially in 
China, tremendous changes have taken place in the means of communication and financial 
business on the internet. Almost all industries' businesses are affected by the development of 
Internet economy,as well as every corporation has directly or indirectly experienced the 
promotion or containment of Internet economy to its business development. 

2. The current situation of terminal sales in the era of network economy 

From quietly grow up to be on the upgrade, the business scale of various online sales platforms 
and virtual markets far exceeds that of hypostatic store. In addition, Internet finance, which is 
accompanied by online shopping, has accelerated the development of online sales and 
purchasing. 

The online sales of products expand from personal sales to corporation sales, from personal or 
family purchase to corporation purchase, hence the internet transaction platform becomes the 
link between manufacturers and customers. Manufacturers promote product information 
based on Internet information platform, customers search products through Internet 
information platform, and the length of sales channel is shortened. As a result, the transaction 
efficiency of the buyer and the seller is improved and the transaction cost of both parties is 
saved, and the business is booming. 

What's more, government departments also actively promote the development of online 
transactions. The good momentum of online transactions and easy development environment 
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have led to the rapid establishment of various Internet transaction platforms and rapid 
development into virtual markets. 

Virtual market based on Internet technology innovation is consistent with the "TOE 
framework" proposed by Tornatzky, L.G. and Fleischer1 in 1990. The two scholars pointed out 
that there are three factors influencing whether a corporation or organization applies 
innovative technology: technology, organization, and environment. The rapid expansion and 
prosperity of online transactions in the consumer goods market have verified the rationality of 
this theory.   

In the virtual market of consumer goods of network, the protagonists are not customers and 
manufacturers, but the third-party platforms, which are independent of both sides of the 
transaction. They occupy the dominant position in the virtual market by virtue of their 
advantages in technology, capital and human resources. The third-party platform not only 
provides information technology support, but also provides logistics, financing and other whole 
process services for both parties or parties. 

The development speed of various virtual markets has far exceeded the development of the 
physical market, and the competition has become increasingly fierce. Competition urges the 
sellers of the trading platform to continuously explore new marketing methods, methods or 
means to enrich their marketing strategies and enable them to achieve their business goals 
more efficiently. It also enables manufacturers or agents to adapt to and integrate into the 
booming network economy era. 

On the other hand, the traditional physical store-style operations of consumer goods 
corresponding to Internet purchases and sales have been severely impacted. Coupled with the 
impact of the COVID-19 epidemic, many stores have been forced to close except for department 
stores supported by famous brands. Even Wal-Mart can hardly escape this embarrassment. 
Physical stores have to adopt online and offline sales channels due to the impact of online 
shopping. 

3. Necessity of marketing strategy transformation  

It is an indisputable fact that the era of Internet economy brings convenience and efficiency to 
people, at the same time, it causes the decline of traditional consumer goods stores, and even 
forces many traditional industries to transform. Nowadays, the existing physical stores have 
also opened online sales channels and joined the tide of online sales in order to win more 
customers. 

However, most sellers of online transactions are also suffering. The third-party platforms have 
made a large amount of specific investment to complete the construction of online transactions, 
which covered from the construction and promotion of network platform to the construction 
of logistics and warehousing system, and which need consumers' repeated purchase to be made 
up2. As a seller, individuals or corporations entering the online trading platform also need to 
pay a large amount of deposit, software usage fee and commission besides the purchase of 
consumers. The consumer goods market has a high degree of homogeneity, which make the 
products have convergence in performance, appearance and even marketing means, and which 
can be replaced by each other. Therefore, stars, Internet Celebrity, and even officials have 
launched webcast on the online sales platform for the purpose of selling products. through 
which pushing up consumers' enthusiasm and thus the implementation of the purchases. We 
can see the heavy competition of virtual market product sales through these phenomena. This 
is a dilemma that every operator, whether it is physical stores or online sales, has to consider 
but is difficult to solve. In this regard, our suggestion is to transform the marketing strategy. 
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4. Shift in marketing strategy of Network Economy 

Now, corporations are facing more and more rational and finicky customers with sufficient 
purchasing power on the online shopping platform. Manufacturers or agents not only compete 
with each other, launch a desire competition campaign, but also the constantly raised entrance 
fees by the third-party transaction platform. Based on these facts, we suggest that the 
marketing strategy of corporations should be improved as follows. 

4.1. Improve product quality 

J.M.Juran,who is an American quality management expert, puts forward that product quality is 
product applicability from the perspective of customers in 1999. And now quality also includes 
product performance, stability, reliability, visual beauty, experience and so on. The same 
product of different manufacturers, even the same grade of raw materials provided by the same 
supplier, will make customers show different purchase tendencies due to different technologies, 
design methods, manufacturing processes and core attributes given to the product. For example, 
the success of Apple's mobile phone is the combination of cold technology and simple artistic 
beauty, which improves the external quality of the mobile phone and becomes the USP of 
Apple's iPhone. A suit of finely made clothes with exquisite fabric will lose its market value 
because of its old style. 

Therefore, manufacturers with rich capital and technology should always pay attention to the 
upgrading of products. Manufacturers with weak technology and capital should work hard on 
the production process of products in order to improve the external quality of products. 

4.2. Attributes of the product are prominent and focused  

The attribute of a product is the inherent property of the product itself, which is used to show 
the heterogeneity different from other products,and which has two connotations: basic 
attribute and sales attribute. Sales attributes and basic attributes present an inclusive 
relationship in mathematics, and the sales attributes of products include the basic attributes of 
products. No matter physical products, service products or digital products show this 
relationship, and this article studies the sales attributes of products. 

The attribute focus of a product refers to a corporation that emphasizes or highlights a certain 
characteristic attribute of a product in the marketing process, and finally builds it into the 
unique selling proposition of the product, viz. USP. 

In the current market, enterprises always hope to endow products with multiple attributes to 
highlight their R & D strength or strive for more selling points, which is actually a 
misunderstanding. Adding multiple forms of products or extended products into product 
attributes weakens the relatively strong related attributes of products and makes them have no 
advantage in homogeneous products or horizontal competition. For example, the outstanding 
advantages and excellent performance of a product attract customers by taking the product's 
innovative packaging design, considerate service in the sales process or fast delivery of goods 
as its attributes. This scattered attribute will lead customers to ignore the core functions of the 
product and cause customers to weaken or deviate from it when making purchase decisions. 
Therefore, this approach is extremely detrimental to the enterprise. 

The focus of product attributes will make the product features distinctive and market 
positioning more precise. Customers under the same target market characteristics will be more 
likely to have emotional resonance, which will trigger the desire to buy. Not only that, 
customers are also prone to form repetitive purchasing behavior and become a kind of rational 
and valuable loyal customer. The loyal customers cultivated by this mode will play a more 
powerful role in promoting the market share of products and strengthening the 
competitiveness of enterprises. 
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4.3. SMEs leverage the Internet to integrate resources 

SMEs, that is, small and medium-sized enterprises. Consumer goods sold online generally have 
homogeneity, especially small and medium-sized enterprises, which have neglected the 
Demand Heterogeneity of Consumers. Not only the products, but also the operation mode of 
online retailers is seriously homogenized. At the same time, the consumer goods market, which 
is mainly composed of personal and family purchases, the switching cost of customers is 
relatively low, and the possibility and willingness of repeated transactions in online purchases 
are also relatively low. From the actual transaction data, the frequency of repeated transactions 
by customers is indeed not high. In the virtual Internet market, the possibility of repeated 
transactions between the same pair of trading parties is not optimistic. From the actual 
transaction data, the frequency of transactions is not high. 

Whether it is online or offline, there are a large number of homogeneous small and medium-
sized enterprises in monopolistic competition and free competition, and their products have 
certain characteristics, but their overall strength and brand awareness are weak, resulting in 
their performance. Less prominent, companies are restricted in business expansion. But if 
manufacturers cooperate, it will be a different picture. 

The background of the Internet economy has given these SMEs opportunities for development. 
They can develop through the Internet, jointly purchase upstream raw materials, and jointly 
sell terminals through Internet trading platforms, so as to enhance the weight to compete with 
large enterprises. On the other hand, SMEs with integrated resources should choose 
appropriate selling points to avoid competition; further, small and medium-sized enterprises 
should actively promote local governments and industry associations to build local fast 
transaction and logistics platforms, facing their respective regional customers, and scattered in 
the same market. regional competition. 

5. Conclusion 

For the purpose of achieving steady and sustainable development, manufacturers of consumer 
goods need to pay close attention to the changes in the market environment, track and study 
the purchasing behavior of consumers, predict their development trend, and timely shift the 
marketing strategies of enterprises, guide the consumption behavior of customers in the target 
market, so that they can form a consumption preference for their products, And continuously 
enhance loyalty, promote the realization of the business objectives of the enterprise, enhance 
the competitive advantage of the enterprise, and finally make the enterprise achieve 
sustainable development. 
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