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Abstract

With the popularization and application of Internet technology, the traditional heavy manufactur-
ing industry has gradually transformed into a digital economy. Digital marketing mode has become
one of its important marketing means. Therefore, exploring how to use digital marketing strategies
to break through the limitations of traditional marketing has become the core issue for the growth
of traditional heavy manufacturing enterprises. This article takes M Company as the research object
and conducts an in-depth exploration and analysis of the problems encountered by traditional
heavy industry manufacturing enterprises in conducting digital marketing activities. In the context
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of digital transformation, a series of methods have been proposed to improve and enhance digital
marketing strategies, aiming to help these enterprises break through market difficulties, achieve
innovation and development, and provide valuable references for the marketing activities of tradi-
tional heavy industry manufacturing enterprises.
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