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Abstract

The era of big data has brought profound changes to the marketing ecosystem of enterprises. Inno-
vations in information acquisition models and deepened insights into consumer behavior have ac-
celerated the evolution of market competition patterns. However, companies still face challenges
in achieving precise marketing, such as improving user profile accuracy, enhancing personalized
touchpoints, attributing marketing effectiveness, and maintaining customer relationships. Data se-
curity and compliance operations are also essential bottom lines that must be upheld. To address
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these issues, companies need to build a dynamically iterative user profiling system, promote intel-
ligent personalized content delivery, establish scientifically sound models for attributing market-
ing effectiveness, and optimize customer journeys empowered by data. Deepening these strategies
aims to unlock the potential of big data, enhance the precision and overall efficiency of corporate
marketing, thereby securing a foothold and maintaining an advantage in fierce market competition.
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