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Abstract

This paper takes SSD marketing as an example, and studies its marketing strategy based on the
time series model to accurately predict the future market demand, and effectively increase the
market share of SSD. At the same time, the shortcomings of marketing strategy at this stage are
expounded, and solutions such as product market segmentation, providing additional services,
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and strengthening brand building are proposed to enhance marketing effect, ensure that SSD can
occupy a place in the highly competitive market environment, and effectively increase sales.
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Table 2. Equipment market segmentation
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Figure 1. ARMA model modeling process
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Figure 2. Differentiation level optimization of sales strategy
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