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Abstract. Accompanied by the rapid development of digitakliidence technology,
enterprises are urgent to shift from traditionarketing to digital intelligence marketing.
Based on the literature search analysis, this mtpdres the framework design analysis of
digital intelligent marketing in the enterprise keting process, aiming at reconstructing
the enterprise marketing structure and enhanciagrthovation of the whole marketing
process and universities. It provides a refereigrgficance for enterprises to innovate the
new mode of digital intelligent marketing, andrat same time, it thinks about the negative
impact of digital intelligent marketing on entegas in the case of imperfect establishment
of the system. Therefore, this paper can providerdain degree of reference for the
improvement of marketing competitiveness of Chinaserprises in the Internet era and
the use of Internet technology based on sociallisyab
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1. Introduction

The digital Intelligence revolution has become thstest, broadest and most profound
revolution in the history of human society. The ifdbIntelligence revolution is driving
transformational changes in economic and social tjfving rise to the digital economics
and intelligent economic, and bringing about digitansformation and digital innovation.
Under the rapid development of digital intelligerteehnology, the traditional marketing
methods and the current development status ofpgiges are no more compatible. As the
basis of normal operation and management of therfige and the necessary activities of
the enterprise based on the market, now the acadsémie and the industry for the use of
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Internet frontier technology in marketing to britge benefits and the negative impact on
the society and other aspects of the heated discuasd analysis. Based on the concepts
and basic characteristics of Internet frontier textbgy, this paper adopts the methods of
literature search and data analysis. This papenmsuises the opportunities for enterprises
in the context of the development of Internet fremtechnology, and the negative impacts
on the society when the Internet system is not e&tblished. Enterprise marketing has
become one of the important factors in China's eaon development, and the safe use of
Internet technology plays an important role in abstability. Therefore, this paper can
provide a certain degree of reference for the imgmoent of marketing competitiveness of
Chinese enterprises in the Internet era and thefulsgernet technology based on social
stability.

2. Digital intelligence technology

"Digital + Intelligent" promotes the transformatiaf digital technology into digital
intelligence technology, and the definition of digjiintelligence has been enriched and
expanded in the process of transformation fromtaligo digital intelligence. The initial
definition of digital intelligence is: the synthesdf digital intelligence and intelligent
digitalization, which has been deeply explainedtsnthree meanings. The first layer of
meaning is digital intelligence, that is, addingrtaun intelligence to big data to make data
value-added to improve the utility of big data. Heeond layer of meaning is the wisdom
of digital, is the use of digital technology to rage the wisdom of people, from artificial
to intelligent enhancement, so as to liberate pebpin repetitive and complicated labor.
The third layer of meaning is the combination dfiw@il intelligence and wisdom digital,
constituting a deep dialogue between man and mackinthat the machine inherits some
of the logic of man, to achieve deep learningal even enlighten people, which means
that with wisdom as a link, people and machineshinenwith each other to form a new
ecology of human-machine integration. Thereforeinduthe development and application
of digital intelligence, its connotation and apption have gone through three stages. The
first stage makes digital technology combined witloducts to make products more
intelligent. The second stage uses digital techgyolor enterprise management to improve
the efficiency and quality of enterprise decisioaking, which makes the enterprise more
intelligent. The third stage aggregates data fromitiple parties to achieve human-
machine synergy and mutual response between paopl¢he environment, making the
city more intelligent and forming a smart city. Tére, the development of digital
intelligence technology makes the traditional huroantered marketing is gradually
moving towards the digital era of marketing. Theelepment of emerging technologies
has accelerated the shift of enterprise digitalketémg to digital intelligent marketing,
"digital + intelligent" will be the deep integratiof the Internet with the Internet of Things,
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artificial intelligence, cloud computing and othéechnologies. Digital intelligent
marketing system based on big data through theatiperof customer labelling, marketing
digitalization, sales flow, etc., to make the entinarketing activities into a closed loop
operation around the flow. That is, to open thénenhnd offline channels, to achieve the
fission distribution of marketing information andcarate reach, so on to achieve the
transformation of traffic to sales.

3. Impact of Digital Intelligence Technology on Marketng Processes

This article will carry out the digitalized enteig® marketing process innovation based on
the marketing process framework in Figure 1.

Market research ’

Discover market opportunities } vl Market ion and selection
of market c: ‘
Positioning ‘
Product Strategy ‘

v

Development of marketing mix Promotion Strategy ‘
Price Strategy ‘
Channel Strategy |

Supervision and control of plan
’ Marketing Management }—» e

Figure 1: Business marketing process framework

3.1. Discover market opportunities

3.1.1. Market research

Market research is the foundation of marketingvit@is for enterprises, while data
authenticity and share ability promote researchalodity. With the intensification of
enterprise competition, the speed of new produdatgs and iterations, and the changing
behavior of consumers, it makes the importance afkat research more prominent.
Therefore, when enterprises carry out marketingvities, they first need to conduct
market research to grasp the needs, desires andiobdrends of consumers in the market,
and to understand their own strengths as well asemeir core competencies lie. This is
useful for exploring and evaluating market oppoittes, as well as predicting and
preventing future threats in the market. Digit@lligence techniques are applied in marketing
and can be analyzed to predict consumer behavisimiportant to apphartificial positioning
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strategies teffectively target the customer to understand bietiavior and find their expectations
in relation to product features [3]. Artificial éligence and Deep Learning have evolved
marketing, opening avenues for more personalizettatitay so that the consumer is not the
recipient of random advertising [1]. Research & situation of the market for marketing
activities to develop the right strategy to provitlieection, making the authenticity of the
data and the degree of data sharing is particuilambprtant. Traditional market research
methods are not able to meet the demand for magketarch and forecasting, and the
imperfections of laws and regulations have ledhéodoncern of various parties about their
own interests. In order to avoid the phenomenadatd silos, resulting in the complexity
of the marketing process and the existence of #"™hetween brands and consumers, the
application of data authenticity and data shariagell on cloud computing, blockchain,
the Internet of Things and other technologies iy weucial for enterprises to carry out
user profile analysis. This allows brands to facmstimers directly, generate real
marketing reach and impress, and achieve the asalf/the current market situation and
market prospect prediction, so as to accuratelypti@e direction of the market. Therefore,
cloud computing, block chain, artificial intelliges and other digital intelligence
technology has positive marketing for providingwete data information for enterprise
marketing.

3.1.2. Market segmentation and selection

Segmentation means dividing the market into parithy customers having unique needs
and wants in each part [1]. Digital intelligenceheology enables enterprises to be more
objective and scientific in market segmentationd dhe technology-based consumer
demand segmentation is more credible, enablingmiges to make the correct target
market selection. Digital intelligence technologync accurately understand the
heterogeneity of consumer demand, helping enteptascarefully choose the focus of the
target user group market. Therefore, the precissgosazation of potential customers and
their needs determines the market that the enserpghooses to enter, and objective and
scientific segmentation assessment can bring grpaiéits for the enterprise. In the past,
due to the limited access to consumer informatiod the difficulty of data collection,
enterprises were unable to effectively explore gb&ential consumers and their needs,
which greatly limited their marketing effectivenedtowadays, with the support of the
digital intelligence technology, enterprises caackt record and learn consumers'
behavioral patterns with the help of intelligentvides, so as to accurately predict
consumption trends and tap potential consumershaiidneeds. The field of marketing is
one of the most advanced in terms of artificiaklligence, Al techniques can predict
consumer behavior and purchase through the perzatiah of user-profiles 3. Enterprise
can increase consumer awareness through persahtdigeting to meet their needs, and
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data analytics allows us to target the right kirfdaadience 5. By tapping potential
customers with spending power, enterprises canrstael the development potential,
spending power and sustainability of consumersiffierdnt market sectors, prompting
them to choose the most profitable market consgmaemps. At the same time, through the
real-time tracking of data, you can get to know ¢basumer demand for new products,
product changes or consumer behavior and other ddfia is conducive to timely
adjustment of market strategies, shift the targetr @roups, so that enterprises focus on
the development of enterprises in favor of markgingents, which allows enterprises to
obtain more economic benefits.

3.1.3. Assessment of market competitors

The strength of competitors in the market affedtetiver enterprises choose to enter the
market. With the digital intelligence technologyetdata exchange between enterprises is
more transparent and the reliability is improved.a¥xesult, digital intelligence technology
not only allows for more accurate positioning afg&t users, but also provides a more
accurate understanding of competitors and compgtibsers. Therefore, enterprises can
know the marketing strategy of rivals, analyzedifferences between themselves and their
competitors, so as to grasp their own advantagasake up for their own shortcomings,
to adjust the target market in a timely mannersHifectively avoids the risk of business
operations in the development of enterprises, redae loss of economic returns due to
competitors in the early stages of developmenbissqueezed out of the market. From
customers perspective, while customer loyalty sinmpéans customers continue to rebuy
or re-patronize a preferred product or service istastly in the future 2. At the same time,
efficiently understand the characteristics of cotitpes’ customers, understand the
experience of different customers on the enterptsalf or competitors' products and
services feedback, can also better define the ciitmpeadvantage. This is crucial for
enterprises to improve and adjust their businesstegfies and enhance their
competitiveness in a time-critical way.

3.1.4. Positioning

Based on the background of digital intelligencécrathe target market positioning of the
enterprise, what kind of market the enterpriseilbng to enter and what kind of market
it needs to occupy has been determined. At the samee the enterprise has made an
accurate judgement on whether the target custohaems good purchasing potential, and
further classified the needs and preferences afsudeargeting is choosing the right
segments to focus the company’'s marketing acttvitom. Market slicing is more
mechanical and can be done automatically by macaiticial intelligence based on
relevant data. Choosing the right segment requdeeain knowledge, judgment, and
intuition 6. Through historical data, machine leagnalgorithms can Identifying ads that
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are performing best and at which stage of the lgugiocess, machine learning provides
enough data to optimize our content and increagagament in contrast to traditional
marketing methods 7. Therefore, after determining target of enterprise services,
enterprises can use the digital intelligence teldgyoto further portray and accurately
locate the user profile. In this process, enteegrisan differentiate their enterprises and
products according to the market positioning, pobgositioning and brand positioning of
their competitors in order to highlight the diffaoe and differentiation from their
competitors. The enterprise's corporate culturgamsational structure, the brand's
impression on the target users, the core stremftti®e product and other aspects need to
be gone for accurate positioning, in order to saekighlight the differences with
competitors in many markets.

3.2. Development of marketing mix (from the perspeuo/e of 4P)
According to the requirements of the target magded positioning, enterprises need to
consider and select the appropriate marketing mix.

The control of marketing mix can influence the neidlemand and is controllable by
the enterprise, including four aspects: producigeprchannel and promotion. In the
marketing mix, digital intelligence technology camake the marketing mix to cooperate
with each other to produce unexpected marketirgctsff which is the best auxiliary tools
and means to carry out marketing. At the same tiheemarketing mix is implemented in
the marketing plan and the marketing strategy &ffecess test is conducted to strive for
the expected response of the target market. Orugiigt 2022, Netconcepts Founder and
CEO Ducheng released the "Marketing 4.0 Plan". ldeega new definition of the
marketing value chain, including the in-depth agation of big data, the artificial
intelligence of marketing, the new content intd@ct mode of human-machine
interconnection, machine-machine interconnection etich are exactly the core contents
of digital-intelligent marketing. The "Marketing®4Plan" fully demonstrates the overall
direction of Digital Intelligent Marketing and prioles a development direction for Digital
Intelligent Marketing.

3.2.1. Product

Digital intelligence technology promotes product@epment and product customization
to achieve product innovation and meet consumeraddmThe concept of product life
cycle is blurred and diluted in the context of thgintelligence. Enterprises can sense the
change in consumer demand in advance when consien@nd for products begins to
shift, so that they can start the development af peoducts before they reach the
recessionary period. The emergence of new proauactglirectly replace the old product
maturity and decline of the slow growth of profitsaking the enterprise still maintain the
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vitality of the product and the enterprise's higlesel of profits. At the same time, the
consumer receives is no longer the same productxXelusively one consumer customized
products, to achieve demand differentiation to megjital intelligence technology will

Product Strategy
Automation Predictive
perception
: Digital Intelligence Promotion
itk iy Markting Strategy

Mutual
integration
High efficiency

Channel Strategy

Figure 2. Marketing strategy (4P)

also lead the demand for customized products, rgakimduct customization more
common and satisfying consumer demand differentiaiDigital intelligence technology
can achieve innovation in product strategy, noy émlexploring consumer product needs
and achieving precise correspondence between omtagi functions and consumer needs,
but also more in terms of product customizationgie®Digital intelligence technology can
display the world's products in front of the usard in terms of product materials, types,
colors, technology and so on, more and more to thedhcreasingly discerning eyes and
needs of consumers. Therefore, enterprises caryalpeaone second ahead of the user to
understand its needs, so as to timely innovaticadgrstment of products, reduce the cost
of product and service development to meet theopaiised needs of consumers. For
example, Uniglo's 4D fitting room breaks through tbchnical bottleneck, consumers can
freely adjust the weight, height, shoulder dimensithree-dimensional, leg length, leg
circumference and other data to shape the humanrbodel close to the consumer himself.
Such "online fitting room" is not only very fasitye less than 10 seconds, but also can be
360 ° free rotation model, to achieve a good fittiffect. The innovation of the enterprise
product can be more closely linked to the entegpaisd consumers, so that consumption
from the transaction type to the relationship typkich can increase the rate of consumer
repurchase. For example, Xiaomi's offline expemresicops use diversified products as a
means of promotion to attract a wider range of noress, thereby cultivating consumer
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expectations of the corporate brand and incredabimfrequency of visits to Xiaomi shops.
Not only does it enhance customer loyalty as weliser stickiness, but it also enables the
mutual diversion of Xiaomi mobile phones and ecialchain products. Such a product
matrix layout allows customers to shift from loveduency consumption to high-
frequency consumption, from single-category congiongo multi-category consumption,
bringing customers closer to the distance betwee®mterprise.

3.2.2. Price

In the past, the decision of product price of nergerprises in China was mostly based on
pricing strategies such as cost-plus, demand-atient and competition-orientation.
However, in the era of digital intelligence, thécprg methods of the past can no longer
meet the flexible market dynamics, and to a cengaitent may lead to vicious market
competition in the industry. This has not been abladapt to the development needs of
enterprises in the era of "digital intelligencefidat is necessary to make scientific and
effective adjustments in light of the actual sitoiaf to enhance the comprehensive strength
of enterprises to participate in market competitiand to safeguard the maintenance of
enterprises to achieve the goal of stable operatiorthe basis of scientific pricing.
Therefore, enterprises need to combine with digitalligence technology in setting prices,
managing price changes and establishing pricetatesto form a pricing strategy that is
beneficial to enterprises. In the product pricibgtegy, enterprises not only consider the
impact of peer competition, cross-border produstbsgtitute products), etc., but also need
to consider the product life cycle for product priz Enterprises need to be in the product
introduction period, growth, maturity and declime the product price adjustment, to
respond to market fluctuations in a timely manfeterms of individual orders, product
pricing is constrained by the user's budget, bamgipower and other factors. As an agent,
proxy products are constrained by the authorisety'pachannel management and market
pricing strategy. At the user level, the user gsoinpotential target markets basically adopt
a budgetary system, and their budgets and prgpgebeaals are subject to a long period of
time. After their budgets are formed, there is negibility of adjustment. Therefore, the
price of agency products is basically quoted amth@ufacturer's guide price and will not
be adjusted after the quote. For intangible prajuietsed on the current market acceptance
of the enterprise, the cost-based pricing straieggopted, which means that the user pays
"variable cost + agreed profit". Until the serviseompleted, the price will be determined,
but the user will set the upper limit [5]. Therefpdigital intelligence technology evaluates
the user budget, bargaining power, price perceptimhsensitivity based on the customer's
previous consumption of the same type of produhts Bllows for the management of
price changes such as price segmentation, selestigmice promotions, and discount
management for different user groups, and thenggtfiprice structures based on this, such
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as bundled pricing, additional price structuresl ao on, so as to form a suitable pricing
strategy for the enterprise to improve corporatist At the same time, the enterprise
will use digital intelligence technology to asséss degree of competition in the market
and the product life cycle, so as to facilitate tineely development of new products to
enter the next product pricing cycle.

3.2.3. Channels

American marketing scientist Philip Kotler beliewbat: "Marketing channels are all the
enterprises or individuals that obtain ownershiguwfh goods or services or help transfer
their ownership when a certain kind of goods owises move from producers to
consumers. Simply put, the marketing channel isgeeific channel or path of the transfer
process of goods and services from producers teuroars. "Compared with traditional
business channels, online and offline share amddperate information and connections
more closely. From the personnel team to the phanaind management of goods, the
information is shared and intercommunicated, fograrchange and reorganization of the
channel. In the context of digital intelligence heology, the channel has undergone a
completely new change. The channel has massivelicesl intermediate links and the role
of middlemen is diminishing, which realizes a slesgland stockless situation and greatly
reduces costs. Consumers' channels for produdb@secreturn and exchange, and selector
have been enriched and made more convenient, makimgumption ever more efficient.
For example, Sam's Club's "cloud warehouse" is gommareakthrough in channel
construction, which not only reduces the cost ofelvausing, but also improves the
transport efficiency and warehousing efficiencytted channel to a certain extent. At the
same time, in addition to online and offline purshahannels, based on the internet of
things technology, consumers can scan the codeeosniart home shopping and this way
of consumption to directly contact the brand. Sabhnnel construction can reduce the
involvement of intermediaries and distributors ¢égluce the length of the channel. The
traditional channel construction and operationtexioblems such as a large number of
management personnel, information is not interdgeranventory is not shared, service is
not convenient and so on. Therefore, digital iilgetice technology to promote channel
change is inevitable. The use of data collectiotrafiic portrait, sales data analysis and
service demand can promote the reorganisationefochn of the channel, thus promoting
the channel construction of all-channel synergidéeelopment, the formation of a good
channel division of labour, style development aochmodity distribution effect. Channel
revolution can achieve channel sharing, inventtigrisg and information sharing, thus
improving sales performance, work efficiency andstomer experience. Digital
intelligence service platforms, such as offlinehand online shops, are connected to the
enterprise's integrated digital platform with treeme data calibre and format, and are
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dynamically supervised by the technology departmbeising the dynamic docking of
demand and service channels to achieve accurateneeisfacing message promotion,
which is to maximize the energy efficiency of owmeshe service, can make each channel
to achieve the overall business results. At theesame, with the help of feedback after
the provision of services, it is possible to cdllpersonal data such as the usual route of
activities, general experience needs and charatitsriof each customer, promoting the
enrichment and improvement of the personal infoiondile of the customer.

3.2.4. Promotion

The current marketing status quo is the developrotiraditional promotional methods
and Internet promotions in conjunction with eadheotwhether it is traditional marketing
methods or Internet promotions, the way is unidioe@l output and unilateral reception.
However, unidirectional marketing methods may poedproblems such as poor consumer
reception, aversion, and promotional content thabt the focus of consumers. Under the
background of digital intelligence technology, timformation carrier of promotion is
constantly changing, and based on the combinafigyi and VR technology, interactive
and immersive promotion methods will become thegésy magic weapon to attract
consumers. As early as 2017, Forrester, Accentnck Reloitte mentioned the term
"dialogue marketing" in their new technology treegdort, which means that the promotion
method has begun to shift from "social marketing™dialogue marketing”. Dialogue
Marketing". Dialogue marketing is a vital way of @linrating the consumer experience 8.
Chatbots are powered by utilizer engendered cof@@niThey are now instrumental in
sales, help desks, aid towards promoting the selbramodation type of customer support,
consequently they aim to personalize customer agmmhation and are considered the
prevailing future trend in the e- commerce spad. [Marketing biometrics, voice and
conversational utilizer interfaces today providenique betokens of integrating value to
both brands and consumers [11]. Today's consunefsrgo automate their experiences
and solve problems on their own. At the same ticneative advertising on social media
will no longer have a clear appeal to consumerd,tha one-to-one marketing model is
more acceptable to consumers. "Dialogue markebrig§js conversational interaction and
immersive experience, which will bring better caomgu experience. For example, in 2016,
the VR viewing platform launched Hugo, which is attificial intelligence seller. Baidu
and Yili jointly launched a VR campaign, combiniagificial intelligence and VR. And an
intelligent software from YouCount Technology caseuwoice interactive advertising
technology with artificial intelligence to integeabrand and product information into the
credits to skip the question and answer, deepearsas' knowledge of the brand awareness.
The combination of interactive and immersive madngetin future promotions that is
different from traditional marketing will bring ggé changes and restructuring to
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promotional methods.

3.3. Marketing Management

3.3.1. Marketing plan development and implementatio (analysis of the development
and implementation of strategic marketing plan)

Enterprises cannot carry out marketing activitiefthout the development and
implementation of strategic plans. Enterprise mi@mgestrategic plan has a rigorous
development process, including the determinatiazogborate mission objectives, analysis
of the market environment facing the enterpriseasibn, the development of marketing
strategies, market forecasts and financial fedtsilzihalysis.

The development of enterprise marketing stratelgic peeds to specify the enterprise
objectives and tasks, and no clear task objectbagmot make a scientific marketing
strategic plan, which will make a variety of desisimaking analysis is not meaningful
basis .The first step after the selection of denishaking programs need to develop a
detailed implementation plan, and the developmé&implementation plans to strive to be
clear and specific to ensure the effective and $madmplementation of the plan.
Organizers should be the content of the decisioasomes and other measures to explain
clearly to the workers, mobilize workers to achid¢ive goal of joint efforts. Enterprises
should develop action programs for all levels akpanel, so that the responsibility to be
implemented and coordinated action.

3.3.2. Control of marketing activities
The implementation of the organizational strengthtt® enterprise or strategic unit
controls the marketing process to ensure thattb@gpermined goals are reached.

Firstly, digital intelligence technology can ensuhe transparency of the use of
advertising funds and achieve the maximum use otrdiding funds. In the current
marketing environment, due to the complexity ofitdigadvertising, Party A is uncertain
about the actual allocation and use of advertifiingls. As a result, advertising fraud and
other behaviors have also arisen, such as sommatéd programs to establish many fake
social media accounts, send a large number of teedpformation to users, and steal
online advertising funds from well-known companies2016, companies in the Internet
display advertising due to fraudulent activities e loss of $7.6 billion in funds
(accounting for 56% of the total funds of the digphdvertising). According to the survey,
about 79% of advertisers are concerned about adpasency, and as a result, more and
more big brands like Procter & Gamble are cuttihgirt advertising budgets. Digital
intelligence technology allows companies to be niaxasparent about how they spend
their advertising dollars. By precisely monitoringere their ads are placed, tracking their
delivery, verifying and analyzing consumer trajeigt®, and ensuring the authenticity of
social media identities in the network, marketiegrs can identify those who are actually
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exposed to the ads in accordance with the dethilseomedia contract. At the end of the
process it is possible to identify the consumeierasted in these transactions. This enables
direct measurement of marketing effectivenessperaiser, per-email basis, ensuring that
marketing spend is focused on activities that iaseeROI. Digital intelligence technology
on the control of automated procedures, will redhieeautomated robot advertising fraud,
control the process of enterprise funds used.

Secondly, control of marketing activities decerted marketing. In today's
marketing environment, for brands, there are tomymeatermediary layers in each
advertising chain and they are not transparent;lwlgiads to half of the advertising costs
not being able to carry out the normal utility.thA& same time, the brand through the media
to enhance brand image, promote sales conversier;dnversion effect is random and
uncontrollable, the brand cannot determine whetihettract consumers to facilitate the
purchase of advertising strategy. Therefore, bracatsnot improve their marketing
strategies. However, digital intelligence technglogan help brands understand the
composition of advertising and marketing expenaas, clearly understand the cost per
click (CPC), click-through rate (CTR), cost per tband (CPM) and other marketing
effects, so as to improve marketing programs. At same time, digital intelligence
technology can solve the current high waste rataarketing expenses (up to 60%) in the
field of digital marketing. Brands can get holdleéir own consumers' information without
intermediaries through digital intelligence tectogy, and make consumers feel negatively
about brand advertisements.

Thirdly, controlling marketing activities can efta@ly promote the change of
enterprise marketing organization structure. Digitaelligence technology can break
down the barriers of various parts of the enteepmsarketing organization, achieve
information interoperability, and improve the eifincy of collaboration between
marketing teams and communication with consumeaseB on the technology, it can
make the marketing procedure simpler, the produmtenstable and the communication
more efficient. Digital intelligence technology camake the platform to support high
concurrency access, which means that in a shaddef time there are a large number of
users to visit, the platform is still able to maint stability, to ensure that the marketing
team, sales and consumers can be communicatetinielg manner between in place to
improve the efficiency of the entire process. Tigtouigital intelligence technology
integration of search engine marketing, word-of-thomarketing, B2B trade platform
marketing, blog marketing, video marketing, forurmrketing, bottom marketing and other
most effective marketing channels and tools, towipe the way to present to the merchant,
and ultimately improve the merchant's ability tangete in the market, and then for the
merchant to expand business and increase profiegelore, the centralised management
of marketing activities greatly reduces the marigghperation and management costs of
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enterprises, reduces the cost of acquiring newomests, minimizes customer capital
investment, and increases potential customers a@chlb profits.

4. Challenges of digital intelligence technology tthe marketing field

4.1. Violation of consumers' personal information

In the era of digital marketing, the amount of agnsr information data is huge, the type
and content of data is increasing, and the seitgitsvincreasing. In particular, consumers'
identity card numbers, home addresses, telephombens and other private information
data, in the case of imperfect confidentiality meas, are likely to encounter personal and
property security issues, such as Internet fraadgedrous goods delivery, single women's
personal safety. The negative impact on citizeessgnal and property safety and social
stability will hinder the development of digital mkating. In the report released by CNA's
51st Statistical Report on the Development of Chih#ernet, as of December 2022, the
proportion of Internet users who encountered orfliaed was 16.4%, and the proportion
of those who encountered personal information lgakihat caused network security
problems was the highest, at 19.6%. Therefore, vdoempanies use digital intelligence
technology to carry out marketing business acésitinformation security should be put
in the first place, always to protect consumerrimfation security, especially in the study
of consumer behavioral information. Consumer gtetisought to be made anonymized.
Organizations should make sure that informatiagaihered with the consent of clients to
keep away from misdemeanor problems and to mak&icethat financially inclined
clients are covered [12]. The purchase and usargéldata is a significant problem, the
lack of guidelines leaves room for customer or pizmtion privacy to be breached [13].
Once the information leakage occurs, it will bdidifit for consumers to build trust in the
brand again in a short period of time, and it magneaffect the national interests. It can be
seen that the use of digital intelligence techngiognarketing, information security issues
need to be sufficient security, otherwise it witbduce incalculable results. Such global
companies as Amazon, Google, IBM, Microsoft, Hetwfckard, etc., have not
completely solved the problem of information leaka@herefore, we have to be cautious
about the use of digital intelligence technology.

4.2. Marketing challenges for SMEs

In the continuous development and change of infaomaechnology, enterprises need to
continuously learn and adapt to new technologiegerprises and their marketers need to
maintain a high degree of sensitivity and keep adireof the application of new
technologies in order to improve the role of digitdelligence marketing, which is also
demanding and challenging for the enterprise's rin&tion technology updating
capabilities. The development of digital intelligen technology is undoubtedly
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exacerbating the problem of digital divide amondegrises, causing asymmetry of
information resources among enterprises and makfiogmation resources redistributed
to a certain extent. Therefore, as a new informatéxhnology, digital intelligence will
inevitably lead to major social conflicts in thetute between those who control
information resources and groups that do not owwmth

This will lead to the inequality of information sereignty among enterprises, resulting in
the adverse effects of the enterprise in controlirdbrmation resources on the
disadvantaged enterprises that do not possessnafion resources, such as seizing and
controlling the development opportunities and sgimgethe living space. When large
enterprises and small and medium-sized enterptisesompete, which undoubtedly
formed some small and medium-sized enterprisesiress and staffing challenges.

4.3. Marketing fraud risk and intensified competition
Digital intelligence marketing is an advancemerteithnology that allows for automation
of advertisement placement, but it also createsse marketing competition to a certain
extent. Digital Intelligent Marketing will also rek in differentiated treatment of different
advertisers to ensure the need to ensure the nmation of revenue from the Digital
Intelligent Platform when the cost of Digital Intgent Marketing is fixed and advertising
resources are limited. If billing is based on CRXogt Per Click), the platform needs to
ensure that there is a greater willingness to dalickadverts in order to make the digital
marketing platform profitable. Therefore, digitahrketing platforms will tend to reserve
advertising resources for advertisements with awdieappeal. In the absence of a
marketing budget, the chances of adverts being isteowd clicked on will be drastically
reduced. In addition, advertising agencies may iggeenarketing fraud.

Artificial marketing data may not only cost advsirig demand companies marketing
costs, but also market opportunities will be lost.

4.4. Loss of corporate advertising autonomy createnarketing barriers

When Digital Intelligent Marketing develops, it almeans that advertisers have less and
less autonomy and are more and more dependenegulatiorm. In digital intelligence
marketing, to a certain extent, it creates infoiamabarriers for enterprises. As advertisers'
data continues to enter the platform, informatiarriers can cause marketing data to be
closed, which means that data from the Digitallligient Marketing platform can't flow to
demand companies. Having closed off both the traffid the data, advertisers lose control
of their ad placement in the process of leavingvdreelection and landing page generation
to the ad agency. Traffic from the beginning (ptaeat) to the end (landing conversion),
the marketing demand enterprises lack of digitedraction, lost the right to participate in
marketing and the right to make decisions, gremttyeasing the dependence on the
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advertising side of the platform. In summary, atlgers must have their own autonomy to
avoid creating marketing barriers.

5. Conclusion

The age of intelligence has arrived, and technekguch as artificial intelligence, big data,
and block chain are leading the shift from digitelrketing to digital-intelligent marketing.
Currently, digital intelligence technology has alsecome a topic of interest for many
researchers and professionals in the marketing dieé to its innovative application in the
enterprise marketing process. This paper focusekeomtersection of digital intelligence
technology and enterprise marketing process aed to explore the enterprise digital
intelligence marketing theory system. Based onabeve analysis, the main concerns
raised in this paper include (i) how companies &hoevisit their corporate marketing
process structure, which is significantly differehte to the use of digital intelligence
technology, making the marketing process more ieffic accurate, automated, creative
and targeted; and (ii) the ethical and legal issekeded to data protection and the negative
impacts on enterprises due to digital intelligetesghnology. This study will contribute to
the innovation and upgrading of the traditional keéing service system of enterprises in
China; on the other hand, it has high referenceifsignce for the improvement of the
national marketing process. But in the future, tdigintelligence technology will have
unimaginable support for the reconstruction of gmtee marketing processes. This study
will help to innovate and upgrade the traditionarketing service system of Chinese
enterprises and has high reference significancetHerimprovement of the national
marketing process.
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