E-Commerce Letters HiT-Fj55¥FiL, 2026, 15(5), 170-175 Hans X
Published Online May 2026 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2026.155502

HrHERE TR TAERIEHRRIILY

THE
FRUE B TRER AR ABE, {TF AL

ot

Weks H i 20264E3 H8H ;s A HM: 20264F3H23H; KA HM: 202645718 H

R

EHFERGREFWRERE KR T, HPUEHECEAREM SRR A S FET TR
%E‘J&‘D%%, fe U8 WA LB BLAT WA B 5H 2 R SR FH A NE YF R o A 3CPL“ o s AR 7

A “Z A A ME (CLV) ” AR DERAESR, ﬁ%)ﬂiﬁkﬁ?ﬁ%ﬂﬂﬁﬂ &, RARNETHELE
RTPREMEHRKERR . PRRMEAKZRUSE, SETEREEERHMER, NE
RTIEHEMAE. MBESFRBRMASE. TR, BAURAESIREEH MR, FiEl. 3
B SERNTTRE, ARECMETHERESHRL, FHHREAPBSERN, Tl3tHHE
I EHE IS A, B AR T SR SARPIT =B TR S S, HESE RSB
T+ .

X 5in
AR, RPN, B

Research on the Optimization of Marketing
Strategies for Automobile Enterprises under
the Background of Digital Transformation

Zhuzhu Ding

School of Business, Nanjing University of Information Science and Technology, Nanjing Jiangsu

Received: March 8, 2026; accepted: March 23, 2026; published: May 18, 2026

Abstract

Against the tide of in-depth integration of digital technology and the automotive industry, digital
transformation has become the core path for automotive enterprises to break through development
bottlenecks and cope with the competition in the stock market. The traditional marketing model
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can no longer adapt to the dual demands of industry transformation and consumption upgrading.
Taking the “Digital Maturity Model” and “Customer Lifetime Value (CLV)” as the core theoretical
framework, this paper adopts the methods of literature research and induction to systematically
analyze the characteristics of automotive enterprises’ marketing strategies under the background
of digital transformation and the differentiated challenges faced by different types of automotive
enterprises. Combined with industry practices and data, it puts forward optimization suggestions to
provide support for automotive enterprises to improve marketing efficiency and build competitive
advantages. The research shows that digital transformation promotes the transformation of auto-
motive marketing towards dataization, precision, scenarization and full-linkage. Traditional automo-
tive enterprises focus on breaking data and departmental barriers, while new forces focus on deep-
ening user operations. The industry generally faces problems such as data islands. The marketing
problems can be solved through the three-level optimization of basic capabilities, strategic planning
and tactical execution, so as to promote the iterative upgrading of the marketing model.
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