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Abstract

Under the influence of the complex interaction of internal and external factors, the furniture industry
faces the challenge of integrating online and offline sales. The development of network information
technology has provided an excellent way for Gujia Home to explore the online market and expand
its market share, while at the same time, it is accompanied by more fierce competition. This paper
takes Gujia Home Co., Ltd. as the research object, and uses marketing theory to conduct an in-depth
analysis on the market positioning, product, price, channel and promotion strategy of network
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marketing of Gujia Home. It is found that in the network marketing of Gujia Home, the upgrading of
brand positioning may lead to the loss of old customers, the lack of differentiated products due to
light research and development, the price is not competitive, and the efficiency of after-sales service
islow. Drawing on the advanced experience of other enterprises, we propose targeted improvement
measures to regain lost market share, such as increasing brand ambassadors, launching more per-
sonalized products through enhanced R&D efforts, moderately lowering prices to improve market
share, and enhancing service recovery measures to enhance post-sales experience.
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