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Abstract

This paper focuses on consumer behavior regarding smart home products, aiming to identify the
key marketing drivers that influence purchase decisions in an e-commerce setting. Emphasis is
placed on how digital marketing strategies intervene across various decision-making stages. By in-
tegrating product characteristics, pricing approaches, communication channels, and consumer
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touchpoints, the study proposes a behavior-oriented optimization framework. Supported by both
behavioral data and case-based insights, the research analyzes the effectiveness of tactics such as
live-stream marketing and influencer engagement in improving conversion outcomes. The findings
offer both theoretical guidance and practical implications for smart home enterprises seeking to
enhance marketing efficiency and competitive positioning in digital commerce environments.
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Figure 1. Comparison of average decision-making cycles across user groups (Days)
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Figure 2. Proportion of premium smart home products priced above ¥5000 (%)
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