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Abstract

Against the backdrop of deepening industrial digital transformation, industrial product marketing
cannot directly adopt consumer goods’ digital models, facing challenges such as technological ad-
aptation, data security, talent shortages, and process integration. This study employs a research
methodology combining technical application analysis, logical deduction, and real-world scenario
integration to explore effective pathways for digital empowerment in industrial e-commerce and
online marketing. The findings reveal that existing challenges can be addressed through customized
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development of e-commerce platform functionalities, establishment of a digital marketing data gov-
ernance system, cultivation of interdisciplinary talent, and deep integration of marketing with busi-
ness processes. Digital empowerment is not merely technical accumulation but a systemic restruc-
turing of industrial product marketing. The core lies in enhancing supply-demand matching efficiency
and optimizing customer value extraction through deep integration of technology and marketing,
thereby providing support for enterprises to strengthen their market competitiveness.
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