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In the context of the continuous development of digital marketing services, this article has implemented
a significant transformation of the local marketing strategy. The article discusses how to utilize the
combination of case analysis and strategic research in the digital era to overcome the challenges of
local marketing. It identifies specific changes in beer marketing, execution style, and brand format,
and proposes challenging strategies in related fields. The research results show that the development
of digital marketing has created various information dissemination methods from local marketing,
breaking through limitations. The implementation model no longer relies on the support of traditional
organizations but pays more attention to user feedback. The creation of marketing content has shifted
from a single professional creation to a large—scale technological driving force. The research results
show that if local companies and managers continue to adopt traditional marketing methods — they
will not be able to adapt to the complex marketing environment. Only by changing the marketing
perspective — reconfiguring marketing strategies — adopting two series of marketing styles — and
establishing the company's execution model — can the transformation from a series of marketing to a
fully integrated marketing be achieved.
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