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Abstract: Network marketing is to represent the general trémdhe focus of future development of the
whole enterprise marketing work. Small and mediimae enterprises as a key component in the develop-
ment of economy, the use of network marketingrisviersible. This paper starts from the network ratink
environment analysis, lists the small and mediuredienterprise engaged in network marketing proglem

and gives relevant suggestions.
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1. Introduction

Network marketing is a marketing, but because ef th
whole space and traditional transactions are differ

With the development of science and technology, the which causes the network marketing and traditiona-

network has already come into thousands of houdshol
efficient use of network platform for product matikeg

keting in many ways are different. The traditionar-
keting, we have established a relatively perfestesy of

is not a new thing, but being concerned by more and |a\s and regulations, but the face of the netwoakket-

more companies. Marketing battlefield many entegsi
have changed from traditional competition in thekag
moved to the network platform. Small and mediunegiz
enterprises as the economy the most active mokgcule
but also the entire market competition for the nymest

of the fierce, the use of network marketing is Hasic
requirement of the times.

2. China's Overall Network Marketing En-
vironment

2.1. Companies Use the Breadth and Depth of Net-
work Marketing to Promote

Our entire network started late, in the specifipleation
there are still a lot of room for improvement. Thet-
work marketing in China market, the main products a
still concentrated in a few products books, sofeyar
communication products, computer and its accessorie
limited, this is a big gap between the demand édmd t
Although there are a lot of product sales in thisvoek is

the existence of some difficulties, such as wormgmaot
provide service, which requires us to enterpribgstof
ways to solve this problem.

2.2. The Relevant Laws and Regulations is not Per-
fect

ing environment, there will be no adaptability iramy
ways. To make special network marketing of laws and
regulations, it also requires a longer time to clatep so

at this stage of the network marketing due to #uk lof
necessary laws and regulations restricting, thesetare
certain risks.

2.3. The Security of Network Information Becomes
the Key of the Development of Network Marketing

Network marketing in the information exchange atwd s
rage will be a lot of on the network, so the netwior-
formation security is the enterprise of their owforma-
tion security important protection field. The highbe
open computer system in China, this makes a |diaaf
network attacks are difficult to be fundamentaltpps
hackers, harm is also very difficult to be elimadtChi-
na's real economy, due to cover the entire socealitc
system is not perfect, security makes the markedimg
trading in the network are difficult to guarantee.

2.4. Consumers Familiar with the Network Market-
ing also Need a Process

According to relevant data taobao.com statistibe t
main groups of Internet consumption in China concen
trated income provinces of the southeast coasessar
the income is relatively stable, the educationlliéigher,



Bin Hong

more familiar with the network, consumption demand
presents the trend of personalized, high qualiguire-
ments for their products. In other parts of Chinaés-
work consumption level remains to be improved. The
consumption on the network, the consumer to thdysrb
performance can often judged by visual, this abibtthe

mance. We all know that the future network is aagral
part of our life, work, entertainment and consuwmpti
platform, network is an important platform to charaur
society and life, the enterprise wants to develoghie
future competition, gain an advantage position he t
market, small and medium-sized enterprises want to

consumers have higher requirements, so consumers irgrow into large enterprises, network platform ig o

many commodity purchase still need through tradéio
face-to-face business channel.

3. Problems in the Network Marketing of
our Country Small and Medium-sized En-
terprise Using

The network marketing of our country in recent gear
the fast development of the society, the width degth
of the influence continues to expand, but compavitia
developed countries, the gap is still relativekgéa Chi-
na's large enterprises in the network marketimdptoela-
tive to the small and medium-sized enterprise |etire-

ly good, small and medium-sized enterprises inrtbie
work marketing, there are still a lot to be solvied prob-
lem.

3.1. Small and Medium Enterprises Network Mar-
keting Mode is not Flexible

Many small and medium-sized enterprises in Chine ha
their own business web site, but many sites ontgren
prise introduction, no network marketing businedated.
Such a "portal" website will make the watch company
web page to many customers, and are interestednin c
connect with the company by telephone, no inteaast
go. This makes the company's overall marketingais p
sive, not active marketing function. Thereforethia web
design company, should pay attention to add amacte
tive link, lets the customer be able to fully uratend the
enterprise, at the same time, the enterprise alsdkigow
who visit the company's Web site, best can provide
clients the opportunity to exchange. There areeqait
number of enterprise website, leave the informatiod
introduction are several years ago such information
browse the company's Web site customers, not anly i
crease the company's favor, but will leave a baurés:
sion, so the company to the network marketing model
innovation, increase its flexibility.

3.2. Small and Medium-sized Enterprises to Develop
the Network Marketing Degree of Attention to be
Improved

Attitude decides everything. Many small and medium-
sized enterprises that are most of his energy tang-s
gling to cope with the fierce market competitiontbé
entity, therefore many enterprises for the netwofk
market and competition, no energy and time to. Tis
actually a lot of network marketing for small ang-m
dium enterprises pay insufficient attention to perf

dispensable, is to adhere to the development of.

3.3. Network Marketing Staff Lack the Professional
Talent

The development of network marketing in China i$ no
long, the number of personnel engaged in this imgus
professional talent is more the lack of. As smal ane-
dium-sized enterprises, often at a disadvantagdaagd
enterprises in the talent competition, so for tpec&-
lized personnel supply network sales, SMEs arenofte
difficult to find suitable talent. There is no pessional
talents to the development of network marketinglkyor
which set a high threshold for network marketingl an
development of small and medium enterprises.

4. Related Recommending Network Market-
ing Development of Small and Medium-
sized Enterprises

Sales network platform with low cost, large entegs
and small and medium-sized enterprises with liiféer-
ence in the network marketing advantages, to premot
small and medium enterprises should static nextthiea
will develop their own network marketing.

4.1. Comprehensive Utilization of Various Cyber
source, the Establishment of Enterprise Network
Marketing Platform

Enterprises should establish a network marketirad- pl
form, to a detailed plan to develop according &irtbwn
actual conditions. The first enterprise network keéing,

not only the enterprise sales over the Interndttdothe
entire enterprise online, make enterprise can fsiigw
themselves in the network, let the enterprisecaéidtab-

lish a general network marketing concept. The sgédsn
the network marketing is not only selling produdist
consumers have a complete production process. -Enter
prises through the network so that consumers céairob
the corresponding service process in the shopping
process, to allow consumers to experience the ibgoéf
network consumption. Finally, is the enterprisalie to
build a huge database, for consumers to have gsimal

in the enterprise sales network marketing platfdetthe
enterprise to be able to understand the real nefectsn-
sumers.

4.2. To Improve the Independent Network Marketing
Platform Construction
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Due to the small and medium-sized enterprise ircts
control tend to be stricter than large enterprisesthe
establishment of a sales network platform, its ¢®sif-
ten difficult to control, but the effect is not mssarily
good. As small and medium-sized enterprises cadi-be
vided into two steps to establish own sales netvpdalk
form. The first is based on Taobao and other wedivin
third party network sales platform, to accumulatedi
rating and popularity. Secondly, when the shop tera
tain stage of development, to build their networdrket-
ing platform. Although the high cost, but can be tb-
ture own sales network platform is in their hanast
heteronomy.

4.3. Use the Network to Improve Follow-up Services
Platform, Promote the Enterprise Overall Image

The sales network of sales are placed in the Virtag
work environment, this can cost a certain provirng,
also makes the enterprise can't give consumerssz g4
security. Consumer to consumer network the most wor
ried about is the after sale service and repaiblpros.

Enterprises can set up shop in the whole custoereics,
provide customer service. At the same time in otder
enhance the competitiveness of small and mediuetdsiz
enterprises, to accelerate the speed and levédlesfsale
service, this time we can make good use of the or&tw
marketing platform, the speed and the efficiencyinef
formation transfer to speed up the follow-up se¥sjand
ultimately improve the overall competitiveness ofadl
and medium sized enterprises.

References
[1] M. ANISETTI, C. ARDAGNA, V. BELLANDI, E. DAMIANI
and S. REALE, "Advanced Localization of Mobile Tenal in
Cellular Network," Int'l J. of Communications, Netk and
System Sciences, Vol. 1 No. 1, 2008, pp. 95-103i: do
10.4236/ijcns.2008.11013.

Zhang, S. , Wu, L., Ching, W. , Jiao, Y. and ChBn,(2008)
Construction and Control of Genetic Regulatory Neks:A
Multivariate Markov Chain Approach. Journal of Biedical
Science and Engineering, 1, 15-21. doi:
10.4236/jbise.2008.11003.

(2]



10



