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Abstract

With the new round of scientific and technological revolution and industrial transformation, China
is transforming from Industry 3.0 to Industry 4.0, promoting the transformation of the economy
from an industrial economy to an intelligent economy. In the era of intelligent economy, the enterprise
marketing connotation and characteristics of profound changes, with data-driven, independent de-
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cision-making ability, real-time interaction ability of new characteristics, market demand has more
personalized, more pay more attention to safety, more social influence, and enterprise breeds pre-
cision marketing strategy, intelligent marketing strategy, search engine marketing strategy, no
marketing strategy, community marketing strategy, and other marketing strategy innovation, the
modern enterprise marketing innovation has important significance.
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