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1.Introduction

The outbreak and spread of COVID-19 pneumonia in China and around the world has had a 

profound impact on the economic development and operation of China and even the world. The epidemic 

has exposed the vulnerability of the offline economy, while the online economy has shown strong  

resilience. In the post-epidemic era, the development of digital merchants has accelerated, and many  

enterprises have begun to explore business models, which leads to the blurring of online and offline  

boundaries. Through digital marketing, enterprises gradually recover their vitality, and college students 

are the main consumer groups. Does digital marketing in the post-epidemic era have corresponding  

strategies for this group?



2. An analysis of the empirical investigation of college students.

The research object is for college students. From 

August 2022 to September 2022,  the sampling scope 

was mainly concentrated in Yunnan Normal University. 

The contents of the questionnaire are mainly divided into 

the following aspects: the basic information of the 

in t e rv i ewees , thecha rac t e r i s t i c s  o f  consumpt ion 

preferences, and the factors affecting consumption.A 

total of 511 valid questionnaires were obtained, with an 

effective rate of about 96%. In this study, spss22.0 

software was used to make descriptive statistics and 

cross analysis of the collected questionnaires



2. An analysis of the empirical investigation of college students.

 Consumption preference, characteristics. When asked about the sense of consumer experience (table1), respondents 

thought that the official flagship store had the best sense of experience, accounting for 55.58%, nearly half of the 

respondents. The official flagship store refers to the flagship store operated by the manufacturer itself, which represents a 

well-known brand. At the same time, the experience of offline stores accounts for 29.75%. Compared with online 

purchases, it shows that college students also value the sense of use and detailed details of goods, and can effectively 

evaluate products and make prudent purchase decisions.

 



3.AI intelligent targeted advertising marketing

 

 There are four relationships involved in the delivery network, namely, 
publishers, advertisers, advertising network intermediaries and users. 
These four are interdependent, so as to achieve a win-win goal through 
advertising. The system architecture of the four is shown in figure 2.

4. Conclusion
As far as digital marketing is concerned, whether it is the traditional consumer behavior model or the consumer behavior in the 
digital era, the fundamental purpose of marketing by enterprises is to increase product sales and promote product sales. College 
students are an important consumer group, with the characteristics of pursuing fashion and accepting new ideas. By analyzing 
and tracking college students with AI technology, accurate and individualized user portraits can be formed, thus helping 
enterprises to make targeted decisions. In the era of intelligence, AI+Marketing has been able to be closer to users' needs more 
accurately and become the marketing means of enterprises.
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