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Abstract

In recent years, with the development of economy, the upgrading of residents'
consumption level and the gradual enhancement of health awareness, the consumption
demand for dairy products has also shown a growing trend. The domestic dairy industry has
entered a stage of quality upgrading and innovative development, and many dairy companies
have laid out the high-end milk market. With the rapid development of information
technology, China's digital economy is currently booming, all walks of life digital
transformation is in the ascendancy, the dairy industry is also the same, major enterprises
have to promote digital transformation, digital marketing has become a major enterprise to
formulate, optimize marketing strategy essential prescription. C Company is a small and
medium-sized, regional dairy enterprise located in Shenzhen. In 2017, it fully launched G
brand milk, which is positioned at the high-end and focuses on the high-end market. At
present, the fierce competition in the dairy market, leading enterprises and other dairy
enterprises have increased their market layout in the Pearl River Delta region. If the dairy
industry wants to keep the local advantage market and accelerate the pace of opening up the
national market, it must adjust the marketing strategy in time according to the market
dynamics.

Based on the above background, this thesis takes G brand milk as the research object.
Firstly, the 4P theory is used to analyze the marketing status of G brand milk. Secondly,
through field observation of sales terminals and interviews with C dairy staff, distributors and
front-line sales staff, the problems existing in G brand milk marketing strategy and the
reasons for the problems were sorted out. At present, there are some problems in G brand
milk product strategy, such as lack of product variety and high quality. The price strategy has
the problem that consumers have low willingness to spend at high prices and the concept of
high cost performance has not been deeply rooted in people's hearts. The channel strategy has
the problems of imperfect online channel construction and insufficient offline channel laying.
There are some problems in the promotion strategy, such as inadequate online advertising,
insufficient use of social media marketing, attractiveness of sales promotion and personnel
promotion service. The main reasons leading to the problems in G brand milk marketing
strategy are imprecise target market segmentation, long-term regional strategic influence,
insufficient digital marketing transformation, different emphasis on different sales markets,

and neglect of the role of human sales in online and offline sales.
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Abstract

Finally, using the 4P marketing theory, combined with the background of the current
digital era and the actual situation of enterprises, the corresponding optimization suggestions
are put forward. In terms of product strategy, we can enrich product types, upgrade product
quality and strengthen brand marketing concept to enhance the product competitiveness of G
brand milk. In terms of price strategy, relying on the digital system flexible pricing, according
to the current market demand and their own reality, the use of subdivision pricing and
bundled pricing sales to flexibly adjust product sales prices. In terms of channel strategy, we
can develop offline channel members outside the province, pilot community group buying,
and layout cultural travel market to expand offline channels. At the same time, channel
construction is strengthened by reducing delivery time and improving online sales channels.
In the promotion strategy, the implementation of promotion strategies to enhance the
interaction with consumers. Strengthen daily online campaigns by promoting full coverage of
mainstream social media, increasing the frequency of social media campaigns, and
strengthening social media user interaction. The use of big data technology to accurately
connect with the needs of target users, improve data monitoring, and achieve accurate
publicity and promotion of enterprises. At the same time, through improving the online
membership system and carrying out cross-border joint live broadcast, special date live
broadcast, virtual spokesperson live special live publicity and other measures to strengthen the
interaction with consumers and enhance the publicity effect. In addition, the guarantee
measures of capital, system, technology and talent are also put forward to help enterprises
effectively implement marketing strategies.

The rapid development of information technology has brought great opportunities and
challenges to enterprises. In the digital transformation, take advantage of the trend, seize the
opportunity, and promote the digital transformation of marketing, which is conducive to
consolidating the existing market on the basis of further. It is also hoped that the research of

this thesis can provide reference opinions for C dairy industry and other dairy enterprises.
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