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Abstract

With the rapid development of internet technologies such as big data and artificial intelligence, digital
marketing methods have become a key means for enterprises to enhance their competitiveness.
This article focuses on the digital marketing strategies of the liquor industry, first analyzing the
current status and challenges of digital marketing strategies in this sector. The analysis shows that
driven by policies, technology, and consumption upgrades, marketing methods such as e-commerce

XEFH: fME FETF AT TS RIS AT ). BT R 418, 2025, 14(10): 1018-1023.
DOI: 10.12677/ecl.2025.14103236


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14103236
https://doi.org/10.12677/ecl.2025.14103236
https://www.hanspub.org/

FE/NE

platforms and live-streaming sales have been widely adopted, leading to a breakthrough in the mar-
ket size of liquor e-commerce by 2025. However, it also faces challenges such as difficulties in data
integration and privacy protection, high investment in digital transformation with slow tangible re-
sults, and issues with online counterfeits. Next, the study explores consumer digital behavior, find-
ing that consumers’ information acquisition channels show a trend of online-offline integration,
with taste, brand, price, and quality being the main decision factors for purchases. Additionally, the
consumption trend indicates increasing health consciousness, youthful demographics, and the ris-
ing purchasing power of women. Finally, by combining case studies, it summarizes digital market-
ing strategies for the liquor industry from five dimensions: brand value innovation, digital content
marketing, data-driven precision marketing, e-commerce platform marketing, and immersive ex-
perience marketing, providing references for the digital development of the liquor industry.
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