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Abstract

With the development of Internet technology and the acceleration of digital transformation, online
marketing has become a primary channel for small and medium-sized enterprises (SMEs) in China
to market their products and achieve profitability, thanks to its advantages such as precise target-
ing and high conversion rates. To scientifically predict the industry’s future development trends,
this paper selects two key indicators—China’s number of Internet users and online advertising ex-
penditure—as the research foundation. It adopts the ARMA time series model to build a prediction
framework, conducts data analysis after model establishment, and obtains forward-looking results.
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In this process, the paper fully considers factors including the business status of enterprises, the
inherent characteristics of SMEs, and the diverse differences in enterprises’ target markets. Based
on these considerations, it proposes targeted and operable online promotion plans, providing ref-
erences for enterprises to identify appropriate entry points and effective market strategies, thereby
seizing business opportunities.
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Table 1. Internet advertising revenue in China

=1 FEEEKMISEA

Fh NSV NV
2013 639
2014 969
2015 1775
2016 2305
2017 2975
2018 3694
2019 4367
2020 4972
2021 5435
2022 5088
2023 5732
2024 6509

FIFH RE S AT R B8] 77 51 B00s 2 o Je AT AR MR 58, 45 3R I ADF A58 45 3 11 p 15K T 0.05,
B Z T BN AR PR T 5. AT 1 I ZE0 JaEd 7P RS, rTDGHT N — D d . R E S
(0 B R 5 P 5 O 1 R S AT 0 B AR S T L B, FTDAR ARQDBERL . R ERR, 240G
1) 2013~2024 4F-rb [E HER M) BN B IC A Ay o« W13 2 B

Table 2. AR(1) model of the difference sequence of China’s Internet advertising revenue

%= 2. PEEBHEMIEBRAESFTIE ARL)RR

ZE S 4 i R E PfE
c 533.6054 92.2062 1.6518 0.0640
AR(1) ~0.0087 0.3023 23.6481 0.000
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1251.13 1470, H4ME 18.21%, k&kEon AR ) & RCE R IRIEMHE 1) . A2 S 1K AR 20
15.27% BRI MR 5, MR — DIl TR G, SR TR SRR AT A E I AT . L85 HE
THHE BT RS 52 SET Y KSR T, e bk, Higaasa v, |
BRI R — R EFTE ARG SR, B AR Py 18~30 & (AR R NBE, AR EERHOH IR
o MEIRHETREARKRE, 18~30 & MR AR AN Ml 1 & 0= S F 2, AR 8 i A A
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Table 3. Estimated Internet advertising investment costs by advertising media platform type (Unit: %)
3 BT HEGATLELBEHN HRMIEERRA: %)

E3i 2023 £ 2024 £
LRE 19.86 19.70
Pag LN 16.25 17.89

T 18.46 19.22

Az 8.89 9.02
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i3k
HER 9.25 8.56
i BE R 8.63 7.84
HLAT 6.54 6.29
S 5.11 4.90
FoAth 7.00 6.58
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