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Abstract: With the rapid development of China's market economy, the pressure in the process of 
product reform and innovation in China's enterprises is increasing, and the market competition is 
becoming more and more fierce. In the marketing, due to some problems existing in enterprises, 
consumers will not have a good shopping experience, thus affecting the sales volume of products. 
Consumers must make adequate planning and preparation when shopping. In order to seek the 
stable development of enterprises themselves, enterprises need to innovate from the perspective of 
market consumers in the marketing management reform. The fee-planning behavior theory holds 
that when consumers implement rational consumption behavior, they will be influenced by 
consumers' attitudes toward products, others' judgments on consumer behavior, and consumers' 
judgments on their own control of consumer behavior. Based on the perspective of transformational 
change, this paper analyzes the application of consumer planning behavior theory in marketing, and 
provides direction guidance for the formulation of marketing activities and marketing strategies. 

1. Introduction 
Consumers are the final link from the production to the sale of enterprise products. Consumers' 

purchasing power and consumer market have an important impact on the marketing of enterprises. 
Consumers' consumption behavior has always had certain rules [1]. The three major structures in 
the theory of consumer planned behavior have a very significant relationship of sequential 
arrangement and progressive layers, thus effectively affecting the final consumption behavior of 
consumers [2]. Consumers must make adequate planning and preparation when shopping. The 
content of the consumer planned behavior theory plays an important guiding role in marketing 
activities. There are some problems in the marketing of enterprises, which make the current sales 
situation unsatisfactory and the consumer's consumption motivation can not be promoted [3]. 
According to the important application of consumer planning theory, it has the function of 
promoting marketing. Economists divide the theory of consumer planned behavior into three stages. 
The first stage is the purchasing intention of consumers due to the needs of goods in daily life. The 
second stage is the purchase behavior limited by its own conditions. The last stage is for consumers 
to change their purchasing behavior after analyzing the advantages and disadvantages of purchasing 
goods [4]. Understanding the behavior of consumers' consumption through objective understanding 
of consumer behavior in corporate marketing activities is of great help to companies in developing 
marketing plans and improving marketing efficiency [5]. 

Under the traditional architecture, the highly integrated financial information ultimately output 
by the financial information system usually does not meet the real-time information needs of users. 
From the analysis of the financial business of the existing banks, the funds are largely applied 
directly to the high-risk investment field, which brings great risks to the banks [6]. With the 
development of database technology, some of the data processing methods have been continuously 
improved and matured. Powerful information functions support query and export, and decision 
makers can obtain corresponding information according to their needs, so that they can accurately 
judge [7]. At the same time, the system can comprehensively monitor various business links, 
improve the transparency of business links, and facilitate management. Many companies have 
already shifted their business from traditional business to e-commerce [8]. Faced with the 
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ever-expanding business data, the management of the company is eager to find out the business 
decision-making information useful for the development of the enterprise by organizing and 
analyzing the massive business data, and enhance the correct judgment ability in marketing and 
other aspects, thereby improving the enterprise. Position in market competition [9]. Then how to 
use and integrate the internal and external resources of the enterprise to form the cooperative 
e-commerce ability between enterprises, and this ability can have a certain impact on the 
performance of the enterprise has become a hot issue in enterprise practice and theoretical research 
[10]. In today's enterprise innovation management, building a flexible organizational structure, 
process and innovative culture to quickly respond to changes in the environment is more conducive 
to the success of innovation [11]. 

Attitude is determined by the total benefits brought to consumers by consumption behavior. The 
more total benefits brought to consumers by a certain consumption behavior, the stronger the 
consumer's attitude toward the consumption behavior [12]. The theory of consumer planned 
behavior was first put forward by American marketing scholars. It is mainly based on people's 
behavior theory that consumer behavior has an important impact on the marketing of enterprises 
[13]. There are three theoretical levels in consumer planning, which present a regular arrangement 
and gradually deepen, and jointly affect consumers' consumption intention and behavior [14]. The 
consumer's own consumption intention, which is also a key factor to directly determine whether the 
consumer conducts consumption behavior, is a consumption-related factor affecting the consumer's 
consumption intention [15]. The theory of consumer planned behavior enlightens us that changing 
consumer intention is an indispensable prerequisite for guiding consumer behavior [16]. In order to 
achieve this, marketing must focus on three aspects: consumer attitudes, subjective evaluation of 
products by people around consumers, and the degree of consumers' independent control over 
consumer behavior [17]. Based on the perspective of transformation and transformation, this paper 
analyzes the application of consumer planning behavior theory in marketing, which provides 
directional guidance for the formulation of marketing activities and marketing strategies of 
enterprises. 

2. Application of Consumer Planned Behavior Theory in Marketing 
2.1 Using Integrated Marketing Strategy of Enterprise Internal Economy 

The application of consumer planned behavior theory in marketing activities needs to further 
clarify the connotation of consumer planned behavior theory and realize scientific explanation of 
consumer behavior theory. Consumer's general consumption behavior is influenced by many factors, 
and economists need to combine with the content of consumer's planned behavior theory when 
studying consumer's purchase behavior [18]. Only by doing a good job in each link can we realize 
the maximization of customer value and thus promote the positive attitude of consumers towards 
specific products. Putting marketing capability into other activities or processes can only result in 
waste of manufacturer's resources because it cannot grasp the key to change customer's intention. In 
the current economic market, every enterprise pays attention to integrated marketing [19]. After 
consumers have a desire to buy a certain product of the enterprise, the enterprise can not only 
receive economic benefits, but also improve the quality of sales services. In the process of 
marketing planning and implementation, enterprises should compare the capabilities of competitors, 
and then look for their own advantages. Strengthening this aspect can improve the consumer 
confidence. Consumers not only consume time and trust in the purchase process, but also spend 
some energy to think about and study the characteristics of products. 

Due to the complex social environment and the widespread spread of network information, Party 
organizations are vulnerable to various unhealthy practices, which prevent them from 
conscientiously performing their duties. In order to change this situation, it is necessary to carry out 
ideological and political education for the organizers, and to adjust their ideas through actual cases 
or various political activities. Marketing personnel must analyze and study the purchasing 
psychology of consumers when they carry out marketing work, and find out the psychological pain 
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points of consumers from words, so that the purchasing behavior of consumers will have certain 
influence. At the present stage, the value gap in the economic market mainly refers to the gap 
between the actual asking price of the consumer group and the actual asking price of the consumer 
group due to the effect of some uncertain factors in the process of providing the product value by 
the producer to its consumer group [20]. Scientific prediction and analysis of factors that can 
influence the consumer behavior of consumer groups, and then the economic marketing consumer 
planning behavior theory repeatedly stressed that relevant staff need to promptly improve the 
factors that can affect consumer spending behavior [21]. For the scientific application of consumer 
plan behavior theory, it is necessary to further clarify the scope of application of consumer plan 
behavior theory. In the connotation of consumer plan behavior theory, the most important service 
target is rational consumer [22]. That is, consumers have clear arrangements and plans for their own 
consumption behaviors, and will conduct certain cost and benefit comparisons. 

2.2 Improve the Benefits for Consumers 
In the current stage, in the process of marketing, enterprises only pay attention to the actual 

quality of products and continuously improve the quality, often ignoring the value orientation and 
consumption ability of consumers and other factors. Marketing staff should be able to predict 
consumers' purchasing psychology in their daily work, strengthen the research on consumers' 
planning behavior, and pay more attention to marketing work. Due to the existence of the concept 
that products in the economic market acquire economic value after consumption, enterprises need to 
carry out marketing and development according to this rule, instead of paying too much attention to 
the characteristics of the products themselves. The rapid information transmission of the network 
can also make the information of the product more widely spread. Using this method to publicize 
the product can not only reduce the consumption cost of the enterprise, but also rapidly increase the 
number of consumers [23]. In the whole process, the person in charge of each post must fulfill 
his/her duty to complete his/her work. Only in this way can the business objectives set by the whole 
enterprise be completed, thus better promoting the purchase of products by consumers. Only by 
continuously improving the quality and level of marketing can the staff better promote consumers' 
purchasing behavior and increase the sales volume of products. The role of economy ensures the 
quality of products. Enterprises should strengthen the service level of sales, maintain the number of 
customers and provide more preferential treatment. 

Under the condition of market economy, the occurrence of merger and acquisition is entirely the 
independent behavior of the enterprise. The price, payment method and compensation scheme for 
the economic benefits of the senior management are the results of negotiations between the two 
sides. However, many mergers and acquisitions of listed companies in our country are carried out 
by way of free allocation under the leadership of the government. In the research and practice of 
innovation management in recent years, the parallel cooperation of internal resource capability and 
external network will also greatly promote the success of enterprise innovation activities. Through 
personal performance management, the contribution and value of employees to the enterprise can be 
objectively measured, and the incentive effect of employees can be improved. The results of 
personal performance assessment can be used as the basis for talent selection and promotion. 
Individual performance is collected from bottom to top through the path of individuals, teams, 
departments and companies, while organizational performance is conducted and decomposed from 
top to bottom through the path of companies, departments, teams and individuals. The data mining 
process in financial analysis generally consists of five main stages: determining financial analysis 
objects, data preparation, data mining, result analysis and knowledge assimilation, as shown in Fig. 
1. 
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Fig. 1 Data mining process in financial analysis and management 

Through the analysis of consumer planned behavior theory, consumer planned behavior theory is 
influenced by several factors. Therefore, in the role of marketing activities, it is necessary to 
combine the influencing factors of consumer planned behavior theory. Only by providing higher 
customer value than competitors can manufacturers win consumers' positive attitude towards the 
product. The theory of consumer planned behavior holds that the subjective evaluation of products 
by the people around consumers plays a decisive role in the consumer decision-making process [24]. 
After a careful analysis of the consumer's planned behavior theory, it can be seen that once 
consumers have the desire to purchase the relevant products of the enterprise, they will immediately 
pay attention to the corresponding products. A very important part of the marketing work is to carry 
out market research on consumers to understand the prices of similar products estimated 
psychologically by consumers in the process of consumption [25]. When an individual is in a state 
of incomplete information and has to make a decision on a certain consumption behavior, the 
reference opinions from other members of society, especially those close to each other, play a 
decisive role. In the actual marketing process, enterprises need to fully compare their economic 
competitors and find their own development advantages, so as to fully stimulate consumer 
confidence. Before marketing activities, enterprises should make full preparation for capital and 
cost, establish correct concept and implement effective marketing activities. 

3. Points for Attention in Applying Consumer Planned Behavior Theory 
3.1 Interpretation of Consumer Planned Behavior Theory 

According to relevant data and theoretical investigations, consumer behavior is controllable. 
Only by further improving the ability to control consumer behavior can the marketing effect of 
enterprises be better improved. Whether the organizers can handle the procedures for joining the 
party directly determines whether the new forces injected into the party organization can play a full 
role in strengthening the party's construction. In order to effectively develop the work of the 
members, the organizers should clarify the requirements of various departments and do a good job 
in the examination and approval of the procedures for joining the Party. If a consumer hesitates 
before purchasing a product, then the opinions of others will play a decisive role in the consumer's 
purchasing behavior. The development of market economy will gradually eliminate products that 
have quality problems and do not pay attention to innovation. Therefore, enterprises should not only 
pay attention to the quality of service, but also ensure the quality of products and pay more attention 
to product innovation. Enterprises can provide systematic marketing services for certain product 
information and consumer objects to ensure that consumers can enjoy the marketing services of 
products in the first place when they need a certain product. If we only compete with our 
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competitors in terms of product quality, we will inevitably limit the competitiveness of enterprises 
in other directions, resulting in lower and lower competitiveness of enterprises. Only when a 
product is truly recognized by consumers can it give full play to its economic value, so as to better 
help enterprises to obtain more economic benefits and promote the rapid development of 
enterprises. 

Information systems can integrate internal and external business information to support business 
cooperation activities between enterprises. Generally speaking, an enterprise's information system 
can be divided into internal information system and external information system, in which internal 
information system refers to information sharing among enterprise departments and integration of 
internal information systems. In order to adapt to the increasingly fierce market competition 
environment and enhance the core competitiveness of enterprises, based on a large number of data 
resources generated by the business operation system, combined with the information provided by 
relevant support systems, business analysis is carried out. Using advanced data mining and data 
warehouse technology, build a platform for business analysis, mining and use. The same level 
indexes are compared, and according to the relative importance of the indexes, the scale score is 
given. After processing, a weight judgment matrix is constructed. According to the sample data, the 
statistical data results of the comparison of the first-level indexes and the second-level indexes are 
as shown in Table 1. 

Table 1 Financial situation risk comparison data results 

 Return on assets Operating cash flow Marginal cost rate 
Return on assets 1 0.58 0.39 

Operating cash flow 0.37 1 0.71 
Marginal cost rate 0.45 0.72 1 
The discounted cash flow valuation method considers the value of any firm equal to the sum of 

the present value of all expected future cash flows. Expressed as: 
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Free cash flow is generally after-tax cash flow, so the cost of capital should also be the weighted 
average cost of capital after tax. When calculating the weighted cost of capital, the market value 
must be used to reflect the weight: 
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The basic valuation method of company value can be discounted to the company's free cash flow 
using the weighted average cost of capital. Its general form of valuation is: 
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The influence of market learning ability on accounting effect and brand assets is not significant. 
Although there is a certain degree of positive influence on the other three indicators, the degree of 
influence is less than that of customer management ability. But it is already very close, so its 
influence on brand assets cannot be ignored. The influence of marketing capability on customer 
value and product innovation is not significant. The positive influence on the other three indicators 
is significant. Similarly, the factor load of corresponding indicators is also smaller than that of 
customer-related capability. The structural parameter estimation and significance test of the 
influence of marketing sub-item capability on marketing performance sub-item indicators are 
shown in Table 2. 
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Table 2 Significant test of the impact of marketing sub-category on marketing performance 
sub-indicators 

 Customer 
value 

Competition 
results 

Brand equity Product 
innovation 

Marketing capability 0.78 0.59 0.66 0.69 
Customer 

management 
capability 

0.47 0.45 0.48 0.52 

Market learning 
ability 

0.38 0.41 0.49 0.47 

The value drop distance in the economic market mainly refers to the difference between the 
actual asking price of the consumer group and the actual asking price of the consumer group due to 
the effect of some uncertain factors in the process of providing the product value for the consumer 
group by the producer. Enterprises can make full use of the current advertising media and Internet 
media to conduct a comprehensive product promotion, in order to help consumers better understand 
the product information. In the process of providing marketing services, we should ensure that 
customer service is paramount and actively optimize our own service efficiency. In consumer 
research activities, we should also pay attention to the investigation of consumers' evaluation of a 
product. Only a good evaluation can stimulate a consumer's purchasing psychology. Product value 
plays a decisive role only when there are great differences in the quality of many products in the 
market, but the current market situation is that the rapid development of science and technology 
makes the products provided by many manufacturers more and more close to each other in quality 
and performance [26]. The situation in some special areas will also greatly affect consumer 
behavior. For example, consumers in remote mountain villages and other areas with inconvenient 
transportation have relatively poor consumer awareness and consumption level. When consumer 
groups are interested in a certain product produced within the enterprise, the enterprise not only 
simply obtains economic benefits, but also further upgrades its service quality. 

3.2 Clarify the Scope of Application of Consumer Planned Behavior Theory 
When enterprises carry out marketing work, they must find out the advantages that are beneficial 

to their own development after comparing with competitors in the same industry, so as to increase 
the consumption intensity of consumers. In the process of economic marketing, most enterprises 
only focus on the specific quality of internal economic products, but seriously ignore the relevant 
value trend of consumer groups. The social network involved in economic society mainly refers to 
the interpersonal communication network formed by consumer groups through continuous social 
communication. Only an objective and comprehensive understanding of consumers' consumption 
intentions and factors affecting consumer behavior can ensure the scientific nature of marketing 
activities. Enterprises should also further clarify the relevant concepts of economic capital cost and 
overall management of economic values in order to carry out relevant business activities. After 
consumers have a desire to buy a certain product of the enterprise, the enterprise can not only 
receive economic benefits, but also improve the quality of sales services. In the process of purchase, 
consumers not only consume time and trust, but also spend some energy to think about and study 
the characteristics of products. Only when the nature of economic goods is fully understood by 
consumers can they show their real value. Enterprises should also constantly improve their service 
quality and maintain customer resources. 

In the current enterprise marketing process, many enterprises often only pay attention to their 
own factors, focusing on the quality of products, ignoring the value trend of consumers. At this 
stage, with the diversified development of people's consumption level and demand, enterprises 
should continue to strengthen the innovation of their product structure, further expand their product 
line, improve the quality of products, and also further optimize marketing services. In the current 
economic market of our country, because the competition of products is too big, many businesses in 
order to maintain their own economic benefits, reduce investment in product costs, resulting in 
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many problems in product quality. In China, good interpersonal relationship is a great advantage of 
enterprise marketing. Acquaintances are more likely to generate trust, disseminate product 
information in social networks, and more likely to gain consumer recognition. The diversity of 
value enlightens us that, while ensuring the high quality of products, enterprises can also provide 
differentiated value for consumers in service, customer relationship, customer experience and other 
aspects. When planning marketing activities, enterprises should consider the quality of products and 
the consumption level and ability of consumers, and then strengthen the efficiency of marketing. 
The internal attribute of the economic products in the economic market only exists the economic 
value after they are really consumed, and then can effectively promote the rapid development of the 
enterprise economy. 

4. Conclusion 
The theory of consumption plan behavior puts forward effective suggestions for the problems 

existing in marketing, which is of great help to the prediction of consumer's consumption level and 
consumption tendency. The theory of consumption plan behavior puts forward effective suggestions 
for the problems existing in marketing, which is of great help to the prediction of consumer's 
consumption level and consumption tendency. Consumers' consumption is affected by many factors, 
and there are many reasons for the poor marketing efficiency of products. The theory of consumer 
planning behavior plays a very important role in marketing. The theory of consumer planning 
behavior analyzes the existing problems in marketing and puts forward effective suggestions. In the 
new era, the innovation of enterprise marketing still needs to actively grasp the thought and 
connotation of consumer planned behavior theory and constantly innovate its own marketing 
service. Consumers' consumption behavior is affected by many factors, so enterprises should 
continuously strengthen research and pay more attention to product quality and innovation. Only 
through the scientific design and implementation of marketing and the improvement of the quality 
of marketing services can the sales volume and economic benefits of products be further improved 
and the economic development of society be promoted. 
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