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Abstract

In the 1990s, Master Kong changed from a small oil factory to a nationally renowned
food company. Master Kong has many categories, pursues good materials, and pays
attention to food safety issues. In addition, Master Kong’s marketing channels have
been well managed, and integrity has always been regarded as the company’s
business philosophy, so it is deeply loved and supported by consumers, making his

market reputation on the top of the rankings.

Taking the representative company of instant noodle industry-Master Kong as the
research object, and combining Tangshan's market status, the marketing strategy is
analyzed and optimized. Use comparative analysis, literature research, inductive
deduction, 4P theory and SWOT model to conduct in-depth research on the company.
The analysis shows that the price advantage is not obvious, the rural share is small,
the consumers' awareness of health, safety and environmental protection, and the taste
of the sales channel are aimed at the problems such as poor effects. Suggestions were
made on innovative products, shaping environmental protection images, promoting
food health, jointly developing online and offline marketing channels, and developing
rural markets in depth. The effective implementation of marketing planning plays a
role in helping and promoting the company's long-term development and realizing its
own value and social value. The research of Master Kong not only plays an important
role in the enterprise itself, but also can share the successful experience with other
small and medium-sized enterprises, to achieve common progress and create a

win-win situation.

Key Words: Kangshifu Instant Noodle; Tangshan ; Marketing Strategy
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