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Abstract

The trend of digital consumption has driven the transformation of automobile consumption toward
online and personalized models. New energy vehicles, characterized by a younger user base and a
high reliance on online information for decision-making, are in urgent need of breaking through the
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traditional 4S store marketing model. This study aims to sort out the core characteristics of digital
consumption, analyze its threefold impact on new energy vehicle brand marketing, and summarize
three innovative strategies: data-driven precision marketing, experiential participation design, and
emotional penetration of brand concepts. Adopting literature analysis and logical deduction meth-
ods, the research avoids reliance on specific cases and focuses on industry commonalities. The con-
clusions indicate that marketing strategies must center on contextualized content, precise data uti-
lization, and interactive experiences to adapt to users’ online decision-making paths. It constructs
an analytical framework for the correlation between digital consumption and new energy vehicle
marketing and proposes three sets of testable propositions, providing a theoretical reference for
subsequent empirical studies.
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