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Abstract

With the rapid development of e-commerce, the Internet has become an important platform for
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enterprise brand promotion. This article takes advertising companies as the research object to ex-
plore the key role of online marketing in enhancing the competitiveness of e-commerce brands in
the market. Through a combination of theoretical analysis and empirical research, this article con-
structs an analytical framework for the impact of online marketing on brand competitiveness, and
analyzes the changes in consumer behavior, brand awareness, customer interaction, and other fac-
tors through questionnaire surveys and data statistics. Research has shown that online marketing
has significant effects in increasing brand exposure, customer loyalty, and sales conversion rates,
which helps advertising companies optimize resource allocation and implement precision market-
ing strategies. This study provides important reference value and theoretical support for advertis-
ing companies to develop innovative online marketing strategies and enhance the competitiveness
of e-commerce brands.
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