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Abstract

With the in-depth development of the digital economy, the channel landscape of the furniture e-com-
merce industry has become increasingly complex, and consumer purchasing paths have demon-
strated cross-channel and non-linear characteristics. Multi-channel integrated marketing, as a key
approach to enhancing brand reach efficiency and user conversion rates, has become a core com-
petitive issue for furniture e-commerce enterprises. By defining the meaning and characteristics of
multi-channel integrated marketing and thoroughly analyzing consumer cross-channel decision-
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making behavior, this study builds a strategic model from three dimensions: online channel coor-
dination, live-streaming and private domain operations, and online-offline integration. It further de-
signs an effect evaluation indicator system and analytical framework, identifies barriers, and pro-
poses solutions, providing theoretical support and practical reference for digital marketing deci-
sion-making in furniture e-commerce enterprises.
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Table 1. Comparison of functional positioning of major online channels for furniture e-commerce
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Figure 1. Furniture e-commerce multi-channel integrated marketing effectiveness evaluation index system
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