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Abstract

With the in-depth development of the digital economy, e-commerce has become the core battlefield
for enterprise marketing, exerting a profound impact on enterprise marketing channels. The e-
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commerce environment has put forward new requirements for marketing channels, and the integra-
tion of marketing channels has become an inevitable choice for enterprises to adapt to the digital era.
How to effectively integrate marketing channels to respond to the rapidly changing market environ-
ment has become a key challenge for the sustainable development of enterprises. Based on channel
integration theory, this paper systematically explores the integration strategies of enterprise market-
ing channels from three dimensions: resource optimization, experience synergy, and data-driven ap-
proaches, providing theoretical support and practical pathways for enterprises to build sustainable
competitive advantages. This study aims to deepen the understanding of channel integration phenom-
ena and assist enterprises in achieving efficient resource synergy and sustainable development in the
complex and ever-changing market environment.
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