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Executive Summary
This paper takes the development and implementation of PC HOUSE's marketing strategy as the research topic. Firstly, the marketing theory is reviewed, which lays a theoretical foundation for the research of the thesis. Then, the market environment of PC HOUS was analyzed: through the analysis of Porter's five-force model, the macro environment and industry environment in which the enterprise is located; the internal resources analysis of the company to understand the current status of the company's resources; Advantages, disadvantages, and opportunities and threats. Combined with the consumer value evaluation system, the problems of PC HOUS's current marketing strategy are found. Finally, the problems exposed, through the analysis of consumers and their needs, from the classic theory, combined with the status quo and characteristics of the company itself, put forward the computer of PC HOUSE Technology Company. Suggestions for improvement in marketing strategies. Finally, the paper puts forward the implementation guarantee of marketing strategy, and puts forward specific suggestions from three aspects: organizational structure, human resources and performance evaluation to ensure the implementation of marketing strategy. Through the research on PC HOUS's marketing environment and marketing strategy, it helps us to identify problems, formulate corresponding countermeasures, effectively achieve marketing goals, and provide a basis for the company's strategic decision-making, which is of great significance to the company's long-term development. significance.
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[bookmark: _Toc8235936]1.0 Introduction
Computers have increasingly become an indispensable tool for the construction of administrative office information, enterprise management information construction and people's daily life, learning and work. With the acceleration of the integration of the computer industry, the types and performance of computer products have been continuously expanded. In the face of huge market demand, major computer manufacturers have sought to gain a foothold in the market by improving product technology performance, building product marketing networks, and lowering prices. In the field of computer product marketing, major mainstream computer manufacturers have shown technical cards, and price cards have begun to compete for the consumer market. Lenovo Computer Corporation has determined the main direction of the development of the notebook business, and plans to achieve the goal of tens of thousands of laptops per year. In order to realize this plan, Lenovo Computer Company put forward higher requirements for the marketing ability of product agents. As the core agent of Lenovo computer in China, PC HOUSE Company gains competitive advantage under the new situation and designs new marketing. Strategies to adapt to the current environment are imminent. For a Lenovo agent like PC HOUSE, improving service quality and optimizing channel settings are key measures to enhance its core competitiveness.

[bookmark: _Toc8235937]2.0 Research significance and method

[bookmark: _Toc8235938]2.1 Research Significance
The practical significance of this research: PC HOUSE is the agent of Lenovo Computer Company. In the face of fierce market competition, the current product marketing work is challenged in many aspects. After analyzing the marketing environment of computer products, combined with the actual situation of PC HOUSE itself, the article puts forward suggestions for optimizing the company's marketing strategy under the new situation. It has certain problems for PC HOUSE on the current problems encountered in marketing. Reference and reference value. The reference significance of this research: There are many companies with similar situations in China and PC HOUSE. How to optimize marketing strategies and achieve better development in the fierce market competition has always been a problem that plagues these companies. The research in this paper can provide a reference for these companies in optimizing marketing strategies.

[bookmark: _Toc8235939]2.2 Research method

[bookmark: _Toc8235940]2.2.1 PEST analysis
PEST analysis is a tool for macro analysis of the external environment of an enterprise. This paper analyzes the political environment, economic environment, social environment and technical environment in which PC HOUSE develops.

[bookmark: _Toc8235941]2.2.2 SWOT analysis
This paper uses SWOT analysis to comprehensively analyze the advantages, disadvantages, opportunities and threats faced by PCHOUSE.

[bookmark: _Toc8235942]2.2.3 Document collection
This study obtained useful information for thesis writing by consulting library related books, related papers and industry development research reports.

[bookmark: _Toc8235943]3.0 PEST analysis
At present, the top ten computer brands in the world have all landed in China. With the development of China's market economy, the competitive environment of computer companies is becoming more and more complicated. In order to win a lasting competitive advantage in the complex and ever-changing market competition, computer companies need to have a full understanding of the external environment in which enterprises operate. Analytical methods are often used when analyzing the external environment of an enterprise. The analysis focuses on the macro environment of the enterprise from the four aspects of politics, economy, society and technology.(LU.Y0210)

[bookmark: _Toc8235944]3.1 Political Environment
The level of a country's information technology will affect the strength of the country's comprehensive strength. Information technology is the crystallization of technological innovation, with a wide range of applications, and is widely used in various fields such as work, study, and life. To this end, China has focused on the development of the electronic information industry as a strategic industry, and has adopted the electronic information industry as a key area for adjusting the economic structure. The computer industry belongs to the electronic information industry and is supported by government policy. According to the sales price of the computer purchased, the farmers who purchase the computer are financially subsidized. With the in-depth implementation of the agricultural policy by the state, the income of farmers has increased year by year, and the medical and educational policies have benefited the vast rural population. The huge consumption potential of the vast rural market will gradually be activated. A new round of tax reform will also help reduce the tax burden of enterprises and increase the ability of enterprises to expand reproduction. These can play a positive role in stimulating market demand. This series of favorable macro policy environments has provided a good opportunity for the development of PC HOUSE.

[bookmark: _Toc8235945]3.2 Economic environment
After 30 years of rapid development, China's electronic information industry has entered a relatively stable development period. As labor costs rise, global commodity and raw material prices continue to rise, the national environmental protection efforts increase, and tax revenues increase. PC HOUSE's earnings will be less than in the past.

[bookmark: _Toc8235946]3.3 Social and cultural environment
With the era of information technology, electronic computers have a strong market demand in China. In the Internet era, computers have gradually integrated into people's daily study, life and work, and are powerful boosters for the realization of administrative office information and enterprise informationization. Whether in the mid-to-high-end market or the low-end market of ordinary consumers, computers are found to have more usage patterns in addition to basic applications such as word processing, games, and Internet access. Computers can bring consumers diversity. Experiences such as high-definition cinema, digital photography, photo processing, etc. This will further stimulate the demand for the high-end market in China's computers.

[bookmark: _Toc8235947]3.4 Technical environment
Continue to promote the development of information networks, accelerate development, vigorously promote urban and rural broadband networks, broadband business applications, promote the development of the Internet of Things, and promote the construction of core industries such as integrated circuits and flat panel displays and key projects. The promotion of this series of work will also be on the industry. The development creates more opportunities and unlimited possibilities. Computer manufacturers are paying more attention to innovation and technology beyond the coordination and comprehensive functions of computer performance. With the rapid upgrade of core technologies related to computers, the life cycle of products is gradually shortened. At present, in the computer market, the consumer group is gradually subdivided, which has an urgent need for the diversification of computer products. The diversification of the technical level of computer products provides favorable conditions for product diversification.

[bookmark: _Toc8235948]4.0 Computer product market competition environment

[bookmark: _Toc8235949]4.1 Current industry competition and hot spots
Since the beginning of the year, Apple has advocated and promoted personal computers. The personal computer industry has undergone rapid development for many years. At present, the market capacity is close to saturation and product homogeneity leads to fierce competition among manufacturers. The industry gross margin has remained very high. Low level. The increasingly fierce competition among large companies in Japan, South Korea, the United States and Taiwan will have a new impact on the computer industry landscape. In addition, the improvement of computing power of mobile terminals has made mobile devices such as smart phones gradually become competitors of personal computers, and such emerging products have also brought huge impact to the industry.（Li, H. 2010).















[bookmark: _Toc8235950]4.2 Brand value comparison
Lenovo's channel advantage in the sales market (cooperation with PC HOUSE) and marketing advantages have achieved sustained high-speed development, brand attention and flat at the end of last year, occupying the most popular brand attention. Among the brands behind the Lenovo computer, Asus Computer and HP Computer are ranked second and third respectively. The brand attention of Asus Computer and Hewlett-Packard Computer in 2017 has been reduced slightly. The brand attention of Asus Computer has dropped somewhat compared with the end of the year. The brand awareness of HP Computer has dropped from the end of the year. In the brand attention ranking table, the attention of Sony, Dell, Toshiba and Shenzhou has increased to varying degrees, and the brand awareness of Dell and Toshiba has increased significantly, both of which have exceeded. The brand attention of Founder Computer and Tsinghua Tongfang Computer is basically stable compared with the end of the year, and the change is small.


Chart 1
Source: Internet Consumer Research Center














[bookmark: _Toc8235951]4.3 Computer market consumer purchase behavior analysis

Chart 2
Source: DATACENTER.COM 
As can be seen from the above figure, users who have plans to purchase new computers account for a large proportion, which is related to the limitations of users of online survey activities, but we can still clearly see that most users’ computer holdings are increase. It can be seen that the computer has become an ordinary household consumer product, no longer an unattainable technology product, and the phenomenon of one person and multiple machines will also bring great potential consumers to the market.


[bookmark: _Toc8235952]5.0 SWOT analysis of PC HOUSE

[bookmark: _Toc8235953]5.1 Strength
1. There are many sales networks, there are fixed channel sales networks and retail outlets, and the annual sales turnover exceeds 10,000. This is the foothold of PC HOUSE.
2.The brand of cooperation is highly recognized, and Lenovo is a leading company in the world, as a personal computer in the world. .
3. The company has high-quality senior management personnel, and important positions are held by experienced professionals.
4. Suppliers working with PC HOUSE have a diverse product range and strong product market capabilities, product supply is guaranteed, and can better meet the needs of different consumer groups.


[bookmark: _Toc8235954]5.2 Weakness
1. The company's brand is in the founding stage, has not been recognized by consumers, and has not formed a wide range of brand recognition and reputation. The construction of the image store is still not perfect and needs to be improved and developed. Although the Lenovo computer represented by the company has a certain market share in Chengdu, the reputation of the company's own brand is not high.
2. Imports of product processors, etc., or provided by other suppliers, result in involuntary pricing, especially in response to material price increases, which ultimately leads to higher costs and higher sales prices. The company's profits have been challenged by similar products that have cut prices and promoted market share.

[bookmark: _Toc8235955]5.3 Opportunity
1. The computer has gradually become a necessary tool for people to learn and work, and the field of application of computers is getting wider and wider. Among the computer consumer groups, students are the largest group.
2. The large number of new digital technologies will stimulate consumers to replace computers and purchase computers. It also requires Lenovo agents to provide more products that meet consumer needs according to market changes.

[bookmark: _Toc8235956]5.4 Threat
1. As the price of the product gradually declines, but the cost increases, the profit from selling a computer and related equipment is gradually reduced. Other similar products often seize market share by means of promotion and price reduction.
2. The new sales network is on the rise, such as the online shopping mall in Taobao mode, and the new network complex such as BOE also enters the computer market. The current number of younger generations of young people buying computers online is on the rise.
Strength
1. Many sales networks
2. The cooperative brand is highly recognized.
3. Have a diverse product line and strong product market capabilities.





         Weakness
• Low product awareness
•Attracting consumers is not multifaceted.
• Intense competition
• Product innovation is difficult.









	             Threat
1. The cost increases, and the profits from selling computers and related equipment are gradually decreasing.
2. The younger generation of young people who are currently buying computers online are on the rise, and physical stores are affected.
          Opportunity
1. Among the computer consumer groups, students are the largest group.
2. A large number of new digital technologies will stimulate consumers to replace computers and purchase computers.


;





[bookmark: _Toc8235957]6.0 Marketing mix strategy
[bookmark: _Toc8235958]6.1 Product marketing strategy
PC HOUSE now sells a wide range of computer products, including products for students and gamers, light and thin models but at a higher price. Low-end and mid-range series: It is a low-end, all-round, cost-effective, suitable for people with a small budget. Low-end business, suitable for ordinary staff. The mid-end business series, which combines business and entertainment, is suitable for ordinary white-collar workers. A variety of products to deal with different consumers.

[bookmark: _Toc8235959]6.2 Price Strategy
PC HOUSE sells computer prices ranging from 2,000 yuan to 10,000 yuan, including high, medium and low price grades, achieving complete coverage of computers from low-end products to high-end products. Faced with the low-cost strategy of many small and medium-sized computer manufacturers, PC HOUSE is not attractive to consumers in terms of price.

[bookmark: _Toc8235960]6.3 Place Strategy
PC HOUSE Company will attract new Lenovo retailers to join by providing unified decoration guidance and full funding support for the sales office of Computer City. In addition, in order to stabilize the existing retail sales channels, the company provides year-end rewards to retail distributors with excellent business performance, providing unified advertising support for retailers. The company has jointly funded the renovation of the Lenovo brand store and the image of the old store, unified printing of product sales manuals and other promotional materials, and provided free copies to the cooperative retailers.

[bookmark: _Toc8235961]6.4 Promotion strategy
PC HOUSE has fewer promotions due to price controls imposed by upstream suppliers. But companies should find ways to get the support of upstream suppliers to carry out the necessary promotions. According to statistics, the general electronic products industry promotional expenses accounted for the sales profits. It can be seen that the promotion of electronic products is very strong. Therefore, the company must change the status quo and increase investment in promotion (New Century Computer City Magazine, 2017)

[bookmark: _Toc8235962]7.0 PC HOUSE's marketing strategy improvement
[bookmark: _Toc8235963]7.1 Precise positioning market
At present, in the face of fierce market competition, it is urgent to strengthen the establishment and improvement of the company's brand image, improve management norms and service systems, accurately position the market, and build the company's core competitiveness. At present, the company urgently needs to complete the design of the corporate image recognition system, forming products, employees, stores, etc. into a whole, and appearing in the public with a unified and standardized image. At the same time, to further improve the ability of staff services, through the intangible service process of employees, the company's good corporate image and goodwill are displayed. In the strategic positioning of the company, the company's core business is positioned as computer services, with high-quality services to drive sales of other related products, establish a good brand image of the company in high-quality services, and create value for customers in the product service. The company's brand image is positioned as fashion, mainstream, and technology frontier. When packaging the company image store, the company introduced a visual identity system to shape the company into a professional computer service company, and packaged the company staff. According to the different positions, they were called professional computer programmers, senior hardware engineers, and chip-level. When repairing the company's image store, the maintenance experts should unify the design and decoration, unify the image logo, unify the dress, and unify the service vehicle; maintain the same visual effect, establish a unified and standardized service system, unify service terms, unify service prices, and unify The price of various commodities; the preparation of employee handbooks, the implementation of standardized service management through the above measures, leaving a deep brand image in the hearts of consumers, winning the reputation of the company's brand and good reputation.

[bookmark: _Toc8235964]7.2 Efficient channel incentive strategy
As an agent, PCHOUSE must recognize that the role of the channel can be maximized, and is closely related to the enthusiasm and initiative of the dealers at all levels and the personnel responsible for marketing. In order to encourage downstream distributors to actively participate in product marketing activities, companies can introduce more attractive incentives in material interests, ensuring that dealers at all levels receive basic economic benefits while motivating them to creatively develop product marketing jobs.
[bookmark: _GoBack]Agents must direct dealers to carry out good promotions. For the computer industry, the promotion activities have a significant impact on product sales, the company can choose a product based on the market sales situation, choose a product promotion program, send the company's professional marketing team, go to the dealers everywhere, on the promotion activities Conduct monitoring and business guidance, assist local distributors to design promotional posters, arrange merchandise display, hold product exhibitions and operational performances, and train dealers' sales personnel.(Zhao.T 2004)















[bookmark: _Toc8235965]8.0 Conclusion
The main problem affecting business operators and decision makers is not how to formulate and implement the plan, but how to better understand the customer's wishes and needs from the perspective of the customer. Listen and respond in a timely manner to meet their needs. To successfully implement a marketing strategy, an enterprise needs the cooperation of the company as a whole. The development of the company's marketing activities is not simply a matter of the marketing department. It requires the cooperation of the finance department, the human resources department, the logistics department and other departments to complete the cooperation. Because the new marketing strategy contains some conflicts with the company's past marketing behaviors, it is necessary for the company's employees to overcome the influence of the inertia of the past marketing behavior patterns in a short period of time, and the negative migration influence of the past marketing behavior patterns. To the minimum, this requires the company to establish an efficient organizational structure when implementing a new marketing strategy, to provide organizational guarantee for the smooth implementation of the marketing strategy.
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