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ABSTRACT

With the rapid development of e-commerce, the traditional retail format is gradually
becoming more diversified. At the same time, diversified marketing methods not only bring
convenience to life, but also lead to the change of consumers' consumption habits, which promotes
the development of enterprises and creates huge benefits for the society.Different from the
traditional product centered marketing strategy, network marketing combines social development
and e-commerce more closely. This is of great practical significance to the development and

analysis of network marketing strategy.

Based on 4C marketing theory, this paper analyzes the problems and causes of online
marketing of Maotai Maotai Maotai liquor, and puts forward corresponding solutions.The analysis
shows that: first of all, in terms of brand marketing, Maotai Maotai Maotai Maotai Maotai has a
low brand marketing strength; only Wangmao is on the front page of the shop page, and there is
no other Maotai series of wine in the shop; the shop does not pay attention to member management,
and the rate of re purchase by users is low; the marketing means in the shop are single, mainly
relying on promotion. In order to achieve the goal of optimizing the marketing strategy and making
the enterprise obtain more profits, some suggestions are put forward, such as increasing the brand
exposure, optimizing the store page, strengthening the member management and integrating the

product marketing.
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