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ABSTRACT 
Cloud computing aims to integrate more than one relatively low-cost computing entities into a perfect system of 
powerful computing capabilities, and distribute this powerful computing capabilities to end-users by the ad-
vanced business model. Traditional network marketing has played an important role in the e-commerce industry, 
bringing invaluable wealth for online transactions, but with the continuous improvement of people’s living stan-
dard, traditional marketing methods can no longer meet the market requirements. This paper compares the dif-
ference between traditional network marketing and cloud marketing based on cloud computing, and creates a 
new cloud marketing model C-Marketing. Then the advantages of C-Marketing as a new hot spot in marketing 
are discussed. Finally some suggestions for improvement are proposed based on this. 
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1. Introduction 
According to the definition of AAA (American Market-
ing Association), marketing is the organizational function 
and procedure to create, communicate and send the value 
to customers, and manage customer relationships so that 
the organization and its stakeholders can obtain the bene-
fits. Network Marketing was born in the 1990s, and has 
been developed in the late 20th century until now, which 
gets along with the background and development of three 
main areas: the development of network information 
technology, changing consumer values and increasing 
market competition. Immediately after distributed com-
puting, grid computing, utility computing, P2P compu-
ting, and the market-oriented computing, cloud compu-
ting has been deepening in various industries. It is a 
problem e-commerce business which needs to be solved 
to develop cloud marketing based on cloud computing. 
Traditional network marketing is also built on the basic 
business realizations, such as improving information 
flow, capital flow, logistics and other aspects, and even 

creating a online transaction site, which are far from be-
ing able to meet consumer requirements in today’s online 
transactions. With the development of network technol-
ogy and the rising network transactions, expectations of 
consumers’ network consuming are much larger than 
those of the traditional underline transactions. This ar-
ticle compares the traditional network marketing and 
cloud marketing, points out the problem of the traditional 
network marketing, and then gives the advantages of 
cloud marketing, and finally makes recommendations for 
enterprises about cloud marketing. 

2. Research Status 
Network Marketing occurred earlier than the cloud mar-
keting, which is an important way to connect traditional 
marketing and recent network technology, the traditional 
network marketing has played an important role in the 
early stages of e-commerce. And similar to traditional 
marketing, network marketing research is also focused 
on the study of consumer behavior and network market-
ing methods, but in the early days, there are a lot of *Corresponding author. 
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comparisons of internet marketing and traditional mar-
keting. As Kang yun [1] proposed the development con-
ditions of network marketing and noted that it would 
have some impact on traditional marketing, but would 
not replace it. Wang chao [2] thinks that under the new 
economic situation, network marketing has a huge ad-
vantage. Zhang Ruijuan [3] believes that the change 
trend of e-commerce network marketing should make a 
whole plan, and sophisticate safety technology by taking 
advantage of third-party e-commerce platform. As for 
internet consumer behavior, Zhang qiong [4] obtained 
statistical data by designing questionnaires to build a 
model of consumer behavior attitude, and illustrated that 
attitude-behavior theory and technology innovation dif-
fusion theory is still valid in B2C e-commerce environ-
ment through hypothesis testing of the model. Liu Mei-
lian and Li Zhicheng [5] established a model of consum-
er attitude and behavior in e-commerce environment on 
the basis of TRA, TPB and TAM theories. And for beha-
vior patterns of consumers in group buying on internet, 
Wei Yang [6] affirmed that the advantages of group 
buying and consumer problems are: consumer spending 
cluster; experience the discount; consumer impulse 
spending, spawned “group on slaves” and more partici-
pation, less consumption. 

For problems in the development of network market-
ing, scholars have put forward their own point of view, 
such as Cao Ping [7] summed the restrict elements of the 
network marketing development on the basis of studying 
it in the article of research on the development and coun-
termeasures of network marketing of China. Young Zhi 
and Gao Li [8] proposed SME network marketing inno-
vation model in their literature, and pointed out the prob-
lems of its development, they also gave relevant coun-
termeasures. About SME network marketing problems, 
Tao Wei [9] pointed out the problems in the development 
process as well. Another research focus is the issue of 
e-commerce network marketing channel, Zhang Jingjing 
et al. [10] studied on the joint distribution of e-commerce 
research more comprehensive, which summed up the 
features, status and mode of the joint distribution of 
e-commerce, which gives a lot help for this study. Ren 
Yan [11] proposed the establishment of online marketing 
channels on the base of integrated network marketing, 
software marketing and direct marketing. 

Starting from cloud computing, IBM Corporation an-
nounced plans for cloud computing [12] in late 2007, 
then the concept of cloud computing appeared in front of 
the public and in its technical white paper “Cloud Com-
puting” [13] the cloud was defined as: “cloud computing 
is used to describe a system platform or one type of ap-
plication. A cloud computing platform demands dynam-
ically provision, configuration, reconfigure, deprovision 
and so on. Another important issue of cloud application 

is about security issue, literature [14] proposed a client- 
based privacy data management, reduced the risks of 
cloud computing application by reducing the transmis-
sion of sensitive data, preventing leakage and loss of 
sensitive data under different scenarios. This shows that 
we should consider security policies in the early of cloud 
design [15], while there is also a need to deliver the 
message, share information and interact about the data 
between the user and service provider of the internet. But 
the distributed architecture of cloud computing makes the 
security issues more complex. Literature [16-18] ensured 
the security of cloud mode from the perspective of net-
work topology, secure data format and data transmission 
congestion control. As the increasingly widespread of 
cloud computing services, data visibility is different for 
different users and service providers, it needs flexible 
access control mechanisms [19-21], traditional access 
control methods can no longer fully adapt to the new 
environment. In cloud computing environment [22], se-
mantic access control policy language is used to describe 
access policy design access control oriented ontology 
system based on this language as to enhance interopera-
bility while ensuring data security, which is a kind of 
application combined cloud computing and semantic web 
technology. 

3. Cloud Marketing and Network Marketing 
3.1. Development of Network Marketing 

Network marketing takes internet as its media, which is a 
new marketing mode by using the message of words and 
internet interactivity to achieve marketing objectives. 
Simply put, network marketing takes internet as its main 
means so as to achieve a certain marketing campaign 
marketing purposes. Figure 1 shows the scale of e- 
commence network marketing in China between 2010 
and 2016, showing that there is a rapid development of 
internet marketing, but as the technology is going mature, 
network marketing will eventually get a stabilized state, 
the level of the existing network marketing get difficult 
to meet customer needs. Enterprises need to introduce 
new applications platform and big data technologies such 
as cloud computing to launch a new marketing campaign 
to be able to guarantee the development of e-commerce 
as well as healthy and stable development of underline 
economy. 

3.2. Development of Cloud Computing 

Recently, cloud computing get a rapid development, 
Figure 2 displays data from research of cloud computing, 
it shows the 2011 personal cloud users grew 804% com-
pared with 2010 when cloud computing began to be used 
in China, and forecast cloud computing scale for the     
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Figure 1. Scale of e-commence network marketing in China between 2010 and 2016. Source: Iresearch. 
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Figure 2. Scale of cloud storage in China between 2010 and 2016. Source: Iresearch. 

 
coming years based on practical application, indicating 
that cloud computing will gradually be accepted and get 
a lot of applications in the next few years. 

3.3. Distinction between Cloud Marketing and 
Network Marketing 

There are a few academic research literatures on cloud 
marketing this moment, this paper try to compare cloud 
marketing from the traditional network marketing fea-
tures in order to make some contribution both in practice 
and in the development of academic about cloud market-
ing. First, Figure 3 shows there are big differences be-
tween traditional marketing and online marketing and 
cloud marketing of the corporate marketing methods. 

4. Innovative Cloud Marketing 
4.1. C-Marketing 
In essence, cloud marketing is different with network 
marketing, which is to implement marketing techniques 
on the basis of cloud computing. Figure 4 is a simple 
cloud marketing program based on Mapreduce and mar-

keting decision support model (MDSS), which can be 
seen it is not just take advantage of network or end apps 
to promote products as traditional network marketing. 
We name it C-Marketing. 

According to Kotler’s sustainable marketing enterprise 
model (SME) [23], we think we can design a sustainable 
cloud marketing model (SCM), which means to perfect 
marketing model based on cloud computing. Cloud 
computing applications will not cause major changes in 
the SME model, what are discussed here are mainly 
about the marketing model. Figure 5 is the marketing 
model in Kotler’s book. And in the figure, 4C means 
change, competitor, customer and the company; E3 
represents exploration, engagement and execution; STV 
is for strategy, tactics and values. PCS represents people, 
consumer and shareholder. 

We can learn that the contents and stakeholders in-
volved in marketing model, vision analysis and score-
cards belongs to the database module, architecture can be 
incorporated into the decision-making part of the model 
by using the theory of distribute system from Figure 5. 
Enterprise can make rapid response to changes and com-
petition by taking advantage of cloud computing and big     
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Figure 4. C-marketing program. 
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Figure 5. marketing model. Source: Philip Kotler and Hermawan Kartajaya, Reposition Asia: From Bubble to Sustainable 
Economy, John Wiley & Sons (Asia) Pte Ltd, 2000. 
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Figure 6. Improved C-Marketing. 

 
data processing capabilities. Figure 6 shows that we can 
find a way to solve marketing problems by cloud compu-
ting. 

4.2. Cloud Marketing Advantages 
For businesses, the biggest advantage of cloud marketing 
is undoubtedly the cost advantage, implementing cloud 
marketing and cloud management can save numerous 
advertising, promotion, marketing expenses for enter-
prise. From other sides, cloud marketing advantages in-
clude: manpower savings, cloud computing applications 
is on the basis of the computer, whose core is large data 
computing capabilities so that it can be a large cost sav-
ings for the enterprise; easy and simple to handle, cloud 
computing may produce some difficulties for enterprise 
at the beginning of the introduction, but once familiar, as 
the cloud computing is fully computer automatic mode, 
which needs just a few operators, and easy to operate; 
precise personalized services, cloud computing uses dis-
tributed computing principles, make a personalized ser-

vice for each customer, which can better fit the spending 
habits of consumers and meet consumer demands. 

5. Conclusion 
The popularity degree of cloud marketing is not as much 
as cloud computing so far, although cloud computing is a 
hot research topic. This paper summarizes the difference 
between cloud marketing and traditional network mar-
keting, and introduces marketing advantages of cloud 
marketing to enterprises for providing a theoretical basis 
for enterprises to implement cloud marketing. Enterprises 
and academics should spend more time on marketing 
model designing of cloud computing to bring more bene-
fits for enterprises. 
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