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Abstract

This plan mainly takes the practice of Wahaha Guorun Amur market as the
main research line, analyzes the market situation of Heilongjiang Branch, and the
analysis conclusion is the theoretical basis.

The main part of this graduation project consists of four parts:

The first part: the product positioning is the 80's and 90's groups who have
their own opinions and behaviors. This time, Wahaha's main product is tea drinks
such as fruit tea and Arun, mainly sweet tea. The theme of anime painting is
selected on the packaging, which is lively and attracts customers.

The second part: the price of Wahaha fruit tea Arun is in the middle level, not
playing a low price war, and not risking high prices. If the price is too high, the
best quality will not be equal to the opponent's preference, so it is a more rational
decision to choose the middle price.

The third part: the channel Wahaha sales channel is the combination of online
and offline. The most characteristic of Wahaha is the joint marketing model, which
reasonably brings its products into the joint marketing network chart.

The fourth part: promote and plan the computer-side publicity activities,
mobilize the enthusiasm of customers, and maintain the old customers.

This activity aims to strengthen the promotion of products, increase sales

volume and develop new customers.
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