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Abstract

In the context of the digital economy, consumer behavior presents a trend of digitalization, net-
working and socialization, and the traditional marketing strategy has gradually been difficult to
meet the needs of the modern market, manufacturing enterprises need to conform to the develop-
ment trend of the times, and need to constantly innovate marketing ideas to adapt to the new
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competitive environment, constantly update marketing strategies and methods, from traditional
physical marketing to network marketing, and adopt a marketing model that combines “online +
offline”. Based on this, this paper first expounds the impact of the digital economy on the market
and consumer behavior, analyzes the shortcomings of the current marketing of manufacturing en-
terprises in the context of the digital economy, and puts forward the marketing innovation ideas of
manufacturing enterprises, in order to promote the innovation of digital marketing strategies of
manufacturing enterprises.
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