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Abstract

This article takes digital marketing strategy as the background and conducts an in-depth analysis
of Gree’s overall financial performance. By comprehensively applying financial data and balance
sheets, it delves into Gree’s operational conditions, asset structure, and profitability guided by the
digital marketing strategy. The analysis reveals Gree’s outstanding performance within the frame-
work of its business-driven development strategy, with the core enterprise occupying a pivotal posi-
tion in the supply chain, propelling the collaborative development of the entire supply chain. Ad-
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ditionally, the paper extensively explores Gree’s expansion effects under the digital marketing
strategy, offering strategic recommendations for asset allocation, risk mitigation, and profitability
enhancement. Finally, combining the research findings, the paper provides future development
suggestions, highlighting the positive impact of digital marketing strategy on long-term corporate
development. This study serves as a valuable reference for corporate decision-making, emphasiz-
ing the crucial role of digital marketing strategy in propelling healthy corporate development.
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Table 1. Analysis of operational capability
= 1. BEEaeham

2022 2021 2020 2019
I FRAPN)] 104.41 89.39 75.29 55.31
ISR FRAEN)] 27.30 21.63 18.46 14.73
IR AR K) 3.45 4,03 478 6.51

Ve BESRIE: 87 2019~2022 4E A TR .
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Table 2. Analysis of solvency
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2022 2021 2020 2019

nsh L E 1.18 1.15 1.35 1.26
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BT (%) 71.30 66.23 58.14 60.40
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Table 3. Profitability analysis
3. B

2022 2021 2020 2019
B VR 2 (%) 12.18 12.15 13.25 12.53
B BRI 2 (%) 26.04 24.28 26.14 27.58

B RS 2 (%) 24.19 21.34 18.18 25.72

Ve BESRIE: 87 2019~2022 4E A TR .
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Table 4. Asset composition data from 2019 to 2022
2 4.2019 = 2022 FEF HELHER

2019 4 2020 4 2021 4 2022 4
BEMEE™ 171123433591.54 181924432315.87 164264831881.30 255140038972.46
BT B 28223623755.99 34901326744.88 47079326280.87 49884719906.36

VE: BESRIE: K 2019~2022 45 F ) AR .

3.2. BB

Table 5. Expansion effects of controlled investments by Gree Electric in 2022

52 5. 2022 1% J1H BE I HI B R SR

“IHFH ARSI HHBUNT A AL
FHoAth SR 804277958.80 3602220649.55 2797942690.75
TiAS T 4591886517.34 28967607814.23 24375721296.89
KB AR % 5892290568.81 29292448754.90 23400158186.09
&t 10298455045.95 61862276218.68 51563821172.73
EIECRT AR E
A 355024758878.82 286630030242.19 68394728636.63

T kR M) 2022 SEAF IR
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