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Abstract

Currently, big data technology, with its rapid development speed, has gradually changed the mar-
keting model and competitive landscape of enterprises. This article is based on the theory of indus-
trial clusters and enterprise network marketing, and analyzes the current situation and challenges
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of enterprise network marketing in industrial clusters from the perspective of big data. It points out
that traditional marketing models have problems such as prominent information silos, insufficient
data integration capabilities, and weak collaborative effects. In this context, a new network market-
ing strategy driven by big data is proposed, including data resource integration mechanism, collab-
orative marketing mechanism, and personalized precision marketing strategy. The goal is to break
down information barriers, strengthen cluster linkage, enhance market responsiveness, help in-
dustrial cluster enterprises achieve digital marketing transformation, and enhance the overall com-
petitiveness of the cluster.
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