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Abstract

Currently, the pace of social progress is exceptionally rapid, which is closely related to the rapid
development of technology and the widespread application of computer networks. The arrival of
the Internet era cannot be ignored. While network technology brings convenience to our lives, it
also makes consumers demand higher standards for products. Therefore, in this new era of the in-
ternet, people’s consumption concepts in daily life have undergone various changes, which also
means that enterprises need to adjust their marketing strategies accordingly. To adapt to the
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current market environment, enterprises must apply online marketing strategies to promote the
acquisition of more profits and market share. In order to meet the current purchasing needs of peo-
ple, enterprises should seek and occupy their own market share in the market of the new network
era. Only in this way can we better adapt to the development trend of the current era. This study
conducted in-depth analysis and exploration of enterprise marketing strategies in the context of the
internet economy, identified existing problems, and proposed targeted solutions to assist enter-
prises in achieving comprehensive transformation in the era of the internet economy.
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