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Abstract

With the deepening development of the global digital economy and continuous innovation in inter-
net technology, cross-border e-commerce has emerged as a new business model and a key growth
engine in international trade. This paper explores how cross-border e-commerce enterprises can
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build and implement effective online marketing strategies through digital transformation. By ana-
lyzing the market environment and current development status of cross-border e-commerce, and
systematically reviewing the existing models and characteristics of online marketing, this paper
proposes a digital transformation pathway for cross-border e-commerce platforms. This includes
customer-centric service digitization, big data-driven precision marketing and intelligent decision-
making, differentiated product and supply chain innovation, and cross-border payment solutions
coupled with digital trust building based on multi-party collaboration. Implementing these measures
simultaneously significantly enhances the precision and efficiency of online marketing activities,
elevates consumer experiences, and ultimately establishes enduring competitive advantages to
achieve sustainable global growth.
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