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Abstract

In a dynamic competitive market environment, enterprises need to maintain competitiveness through
continuous product updates and effective marketing strategies. This study is based on the Chinese
consumer environment and takes smartphones as an example to explore the impact mechanism of
new product marketing strategies on consumers’ willingness to replace products from the account-
ing perspective of consumer budget constraints and total cost of ownership (TCO). The study di-
vides marketing strategy into two dimensions: product update strategy and price strategy, and in-
troduces the consumer economic evaluation factor of “consumer readiness” as a mediating variable,
constructing a dual mediation model that includes “purchase readiness” (including purchasing
power evaluation) and “disposal readiness” (including evaluation of residual value of old products).
Through situational experiments and questionnaire surveys, it was found that consumers’ response
to non-linear updates is better than linear updates, and the effect of core attribute updates is better
than non core attributes. In the pricing strategy, the low price strategy has the strongest promoting
effect on the willingness to replace. Consumer readiness plays a partial mediating role between
marketing strategies and replacement intentions, with consumers’ personal budget management
and accounting style evaluation of the economic value of new products playing a key role in this
process. This study provides decision-making basis and practical inspiration for enterprises to
develop new product marketing strategies in the Chinese market by integrating accounting think-
ing.
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Figure 1. Research framework
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Table 1. Demographic characteristics of the sample (N = 455)
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Table 2. Analysis results of the mediating effect of consumer preparedness (standardized coefficient)
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