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Abstract

Focusing on the global digital transformation, traditional small and medium-sized enterprises are
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facing new challenges in domestic trade and foreign trade transformation. This article will focus
on the national strategic idea of “integrated development of education, technology, and talent” and
focus on research. Taking small and medium-sized enterprises in Yiwu as the research object,
through literature collection, field research and visits, we have learned that traditional small and
medium-sized enterprises in Yiwu face pain points such as “lack of digital strategy”, “lack of digital
technology talents”, and “lack of international marketing methods” in the transformation process.

» o«

Through operational strategies such as “formulating digital transformation plans”, “school enter-
prise cooperation to cultivate talents”, and “formulating marketing plans”, further analyze the path
of traditional small and medium-sized enterprise brands going global, and construct a universal
strategy suitable for digital transformation of traditional small and medium-sized enterprises, in
order to achieve brand going global and high-quality development.
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Figure 1. Distribution of pain points for digital transformation of traditional small and medium-sized
enterprises in Yiwu

1. XEtEgd/h R TR SN

2.1.1. RGN BRI RIS RKAES TR

WREAEVTHHE M, 53.33%HIME Gt /b S g A B S T34 T ARFEXT A IR, 8 R LKL TR
B PUEMBAS, Wb HARE RIS BRERIE T2 T, B8 BT RMRE, S A2 T 4,
P EULE L A 5 38 3 55k R E AT A o

2.1.2. fEGpPBREIFERWFRERBRE, ERREANALTS

FEHFANTT S, V8 BB ANl 2 8] S RAN AL 5 Bl AR 2 IR TE AT o 10 LS B e rh /Al Ji
HIZKBE AL, X TAES T B AU ARAE AN G, 2 LR VS BAE 7 AR, x5 & HuE
R BT R E R SRR, ToVE & BN R A R B A, MR 7 i P
JEREEAL, VLA T AT Rothis AL SR SE A5 0T Rtk ife oh B R SR aiE 04, Semifilb AE 41
A KI5E4 71[3]

22. MFHAFBRE

HET, Braga NA SRS D214 2500 754 3000 /7, HEkOBEARKY K[4]. RN, dF/hi
MEFE ARG /N YA PR, A CAWR 51 A B A i I B A N A O AE G /N R Al B R — K
IF

2.2.1. MR AEM

HOr AT N A e 8080, AR G0 /N AL AR W 5 AR B H -t A A 5 T T I Pkl o R TR 2
AR AR, RGN AT REE T ARA. B R BT Z 554 . Sk ER, f£4
/N R AR, RAEATI PR, AR RN e Ik, BN RS PRAR .

DOI: 10.12677/wer.2024.131003 23 HALFIRER


https://doi.org/10.12677/wer.2024.131003

MRz 5

222 MR BRI HTRENBARZ

ARG /INRME R SOE T PLRBEA R, AR &R EEE 2 B, Al F 2k B A & s
A s E AER, RN, B YRR mAUEE, 5 H K B, SECE & R
) R ARAF B S AL BRACA . 0. RSB WK EE S, R A R, HA SR
AR RAIEAR,  FZORS EE XTI R AT SR, s 80 A BB TR

2.3. EfFREHFRE—

PG/ Aol B B 1 v s B ) . — R PR B B — o AR N AR AT B A Y
I, KRBT RGRE, S E T BOMANH R, BAEEERTT LB AR RIHE 7 Bk 55 1) 3
Bk, TR B AA AT S R AL

2.3.1. el IHMEGEHRERD T

MG g AL BAR B HOT 6 et i TV sET &, (HAEARIE S 2 05 M ERE, X
TG T I B A IR IR 2 5 TASE S Az . ko THOBUE S E PRE B RTE, ke, B, it
KT o Al FE AR IX A e 1A T 37 B Al X S Iz M A e il i P — 2 VR PO BELRSE

232 MZHFUWEHRTFR

i EH LRSS HRE I EETBL AR, RG0S K (8 3 T B
2 BE S ANHET Sems s AR BRIB AL, BT I E AR A, EET S BB, SR R o)
Attt BahimaEncrt %, #a FEEHICRA . LG L T ZIN R B A E B R A B B I
PR BT E TRV EMRE, JFRR SN BRSO E B A A AR R, AR TH B A E B
BOR[4] -
3. BRI RREWHAR
3.1. HlEHFHERMK

FEEMAGTHE T, /LR 2O R WA O R ER S TS, WK 2 N EARER,
SREBIRLAR. FA, WNEERIETERET ). BERESIIRTE WSS URARILAL, W 55 USe s Uy T AL pR SRAR 3
4k, B EIFEEER PR AR, AR AR AT B0, R, BESGEM R E KRR, R
PEH B T RS UERL T 7, b e BOKT- o 3R THEU 8 LA 23 H7 e 0 SE 4 s 5 Bl il M P AR A 2
FERE, D BHIRIR S AR L]

[E5h Blg E ——
N EBHIER FHIREER IZERETI e
e AR Bl B EH O

& F P RT3 S BRBMRROTDIE oy NES Y04

‘ - S
®n

Figure 2. Schematic diagram of the core goals of digital transformation

2. HF UL BIRREE

DOI: 10.12677/wer.2024.131003 24 HALFIRER


https://doi.org/10.12677/wer.2024.131003

MRzl 5

NP AR rh E 255 i R B A Ry, T ARG R, TR 2 1O 2R A
o AWreEEHE AN, EWEHEHE, SCEQUEIUA IR S A, 3E 0 e mDL AR K,
RFFREH ko BEAL, N LT ZEFE M AR BRI, R Al B BRERE R R, IR e 4y
LPTIAE T AR B R S 5]

32. REEA1EIEREARAT

AEEAA R A AR, eI R mREAE . MR EE, A ERES LI
e 5L G PRSI EOR SRS R, REGHEERE, MMEaEREZLHAA
7 R ARIAA l%, Sem NS TS Ty, (LSRR

LR S 08 5 g B LA AR A AR SRR RRr e AR 33 LI 8). it R IUARE 7 2 B i AN
RIEER, VBRI NA N EHAR, FBISEE R e, 8RB EPs I EE M. Aehs B
S 5Eb SIS NETH A NS EBUF FARFE A5 Tl SR 23R YR SS 7 dEss
HEE TAL LR WU NA B TR A BRI SR o, 553G/ alk B SO ML X I 5. 4
=AAMEEREIG, WIS E B A s s, i A . K&,
75 5 AN Al B R 2 Z AR AL, O AR S ME— VAR R S 5 5 e E L “ R R gk el
QBT RVESE B " (WA 4). KGR ANA B IR T B R SR 55 70, A it EAR A o 1Y
HERGHEASL L2, el E RSB L. RAARMIL R, A RSk E
TENTA BRI B b5

3.3. EHIEHAR

3.3.1. BASIE

Ry B B B[] Bt i R R I R B A DL AR E . P5tiiE. AR, B3 &N RSO A
5.

1) BERE

HWRRETEA L NERAREMEBEMA AR, BAMENIE kG~ RELE,
B, 7 S ] P 8 AR R UG TS ARG E RS e FE T, RSk sE A o BiA], [R] A PICHAE 2% 4] A Sk F 3]
HEUSENL, BT 2 5 2RI A 0 R DA TR B e ) s e R (6]

Figure 3. School enterprise cooperation practice base

3. RiEA 1St E M

DOI: 10.12677/wer.2024.131003 25 HALFIRER


https://doi.org/10.12677/wer.2024.131003

WRamin &5

Figure 4. Zhejiang Provincial entrepreneurship incubation demonstration base
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Figure 5. How to obtain traffic within the station
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Figure 6. Direct train promotion plan
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Figure 7. Direct vehicle explosive promotion plan
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Figure 8. Display of the promotion effect of direct trains
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