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Abstract

With the development of the mobile Internet, the smart home industry has begun to use social me-
dia marketing strategy to enhance user stickiness. Based on the new 4C theory, this paper analyses
Roborock’s marketing strategy from four aspects: the control of multi-dimensional scenes, the con-
struction of value identity community, the enrichment of brand content and image, and the increase
of central node connection. It is found that Roborock is very distinctive in scene control, content
output, community communication, etc., which is close to consumers and obtains a large market
share. For the deficiencies of its social media marketing, put forward corresponding development
suggestions.
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Figure 1. Roborock development history
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