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Abstract

In the digital era dominated by e-commerce and social media, time-honored enterprises are facing
the dual challenges of brand communication and market competition. Taking Zhenjiang Hengshun
vinegar industry as the research object, the transformation and upgrading of Zhenjiang Hengshun
vinegar industry in the Internet marketing environment was discussed. By analyzing the existing
problems in the brand marketing of time-honored enterprises, under the profound impact of digital
technology on consumer behavior and information acquisition methods, combined with the com-
munication characteristics of social media platforms such as WeChat and TikTok, how can time-
honored enterprises continue to attract users’ attention and enhance brand influence through in-
novative strategies. The study focuses on the development process and current situation of Hengshun
balsamic vinegar, summarizes its practical experience in brand building in the digital era, and pro-
vides a reference for traditional time-honored enterprises to adapt to market changes and optimize
marketing strategies, so as to help them achieve sustainable development in the digital wave.
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