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To Explore Digital Transformation(DT) on B2B Marketing in China-apparel-Exorting SMEs
Literature Review
Based on the policy support of the 14th Five-Year Plan for apparel enterprises，and addressing the key issues of digital transformation and upgrading of China's apparel enterprises，literature study，data statistics and inductive generalization methods were adopted to deeply analyze the current status of digital transformation of China's traditional apparel enterprises from the industrial era, information era，digital era and intelligent era，and the characteristics of their development paths were summarized(Ren et al., 2022). Enterprises should carry out digital transformation practices according to their own development status and development goals to help them complete their digital transformation goals and keep up with the development direction of the times．
Digital transformation has fundamentally altered business-to-business (B2B) marketing across industries, with notable implications for Small and Medium-sized Enterprises (SMEs) in China’s apparel sector(Zheng et al., 2024). This review synthesizes existing literature to explore these changes, identify theoretical frameworks, and highlight gaps for future research.
1. Digital Transformation in B2B Marketing 
In recent years, firms in almost all industries have conducted a number of initiatives to explore new digital technologies and to exploit their benefits. This frequently involves transformations of key business operations and affects products and processes, as well as organizational structures and management concepts(Matt et al., 2015). Digital transformation, defined as the integration of digital technology into all business areas, significantly affects marketing strategies. For B2B markets, digital tools facilitate customer relationship management, supply chain efficiency, and data-driven decision-making . 
2. DT on Marketing in China’s Apparel Industry and SMEs.
China’s apparel industry, the world’s largest, relies heavily on SMEs, which account for a significant share of domestic production and exports . These enterprises operate in a dynamic environment characterized by rapid technological adoption and shifting consumer expectations.Digital platforms such as Alibaba’s B2B ecosystem play a crucial role in enabling SMEs to compete in the global marketplace, providing access to international buyers and facilitating cross-border trade（Xiao et al., 2024).Apparel SMEs in China, facing intense competition and globalization, increasingly adopt digital platforms to enhance operational efficiency and market reach . However, SMEs often encounter resource constraints, limiting their ability to leverage digital solutions effectively .They are facing unprecedented challenges and opportunities. Digital transformation is no longer an option for enterprises, but a must for survival and development(Mao et al., 2024).
3. Theoretical Perspectives on Digital Transformation
Several theoretical frameworks underpin research on digital transformation in B2B marketing.Digital Transformation Strategies(Matt et al., 2015) provides a basic understanding of digital transformation and two perspectives on of digital transformation strategies. The exploitation and integration of digital technologies often affect large parts of companies and even go beyond their borders, by impacting products, business processes, sales channels, and supply chains. Potential benefits of digitization are manifold and include increases in sales or productivity, innovations in value creation, as well as novel forms of interactions with customers, among others.

The book of digital transformation in the cultural heritage sector: challenges to marketing in new digital era(Tiziana et al., 2021)devises an alternative conceptual framework to understand digital transformation in the cultural heritage sector. It achieves this by placing a high importance on the role of technology in the strategic process of modeling and developing cultural services in the digital era. The focus is on how marketing activities and customer processes are being transformed by digital technologies to create better value, which can also be communicated to customers through an engaged and personalized approach. The authors highlight an inclusive perspective that addresses marketing strategy in the digital era as a proactive, technology-enabled process by which firms collaborate with customers to jointly create, communicate, deliver, and sustain experience and value co-creation.
4. Digital Marketing Strategies
DT on Marketing in garment enterprises can better give full play to their information advantages, achieve the purpose of analyzing and understanding consumer data, and use cloud computing and big data technology to process multiple links, understand the current fashion trends of clothing, and more carefully adjust the production plan of enterprises, so that textile and garment enterprises can formulate marketing methods in a targeted manner. The digital transformation of garment enterprises is conducive to improving the production efficiency and value of enterprises, accelerating the digitalization process of enterprises themselves, and promoting the high-quality economic development of enterprises. The process of digital transformation of textile and garment enterprises is also a process of optimizing their own resources. Enterprises allocate resources more reasonably, which is conducive to improving the productivity of textile and garment enterprises, reducing unnecessary production consumption of textile and garment enterprises, and reasonably reducing the production costs of textile and garment enterprises, thereby improving the production efficiency of enterprises. At the same time, the opportunities brought by digital transformation also include expanding online marketing channels. The rise of social medium platforms in recent years has brought about a huge consumer market chance(Cao Zheng et al., 2024). 
5. Challenges and Gaps
[bookmark: _GoBack]Most studies focus on digital transformation strategies in apparel corporations with limited exploration of marketing in apparel-exporting SMEs in emerging economies like China. Existing research also lacks a nuanced understanding of how industry-specific factors—such as seasonal demand and fashion trends—affect digital transformation outcomes.
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