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Abstract

The digital economy has become a key driver for the transformation and upgrading of traditional
industries. As China’ s liquor industry enters a new stage of competition based on existing market shares
and structural upgrades, along with changes in consumer demographics and the maturation of online
consumption ecosystems, digital marketing has become an essential tool for liquor companies to break
through growth bottlenecks and achieve nationwide expansion. As a leading brand in the light-flavored
liquor category, Shanxi Fenjiu has already completed the initial setup of its digital infrastructure across all
channels. However, its digital marketing efforts still face challenges such as insufficient refinement in
operations, poor coordination across channels, and ineffective conversion of brand value into market
advantages. Therefore, systematically optimizing its digital marketing strategy holds great theoretical and
practical significance.

This zhesis uses the 7P marketing theory as the core analytical framework and employs various
research methods including literature review, case studies, surveys, and qualitative-quantitative analysis to
conduct a comprehensive study. First, it outlines the current state of Shanxi Fenjiu’ s digital marketing
efforts. Next, by distributing 500 questionnaires and collecting 486 valid responses, the study identifies the
main issues in digital marketing through reliability and validity checks. It then analyzes these issues from
three perspectives: strategic implementation, data management, and mindset transformation. Additionally,
the PEST analysis, Porter” s Five Forces model, and SWOT analysis are used to assess the external and
internal marketing environment. It is concluded that the company should adopt a SO growth strategy,
supplemented by a WO transformation strategy. Finally, through STP analysis, and considering the
company’ s goals of becoming more premium, expanding nationwide, and attracting younger consumers, a
comprehensive digital marketing optimization strategy is proposed. This strategy includes seven key areas:
enhancing product innovation through digital means, improving price management across channels,
integrating data across all channels, creating effective content marketing, empowering sales staff with
digital tools, optimizing the overall consumer experience, and upgrading brand communication through
digital immersive techniques. Supporting measures are also proposed in terms of organizational structure,
personnel, technology, and finance.

The findings of this study provide practical solutions for Shanxi Fenjiu to improve its digital
marketing strategies, helping the company strengthen its position as a leader in the light-flavored liquor
market. Additionally, this research fills a gap in existing studies on digital marketing in the liquor industry,

focusing specifically on light-flavored liquors. It serves as a valuable reference for similar companies



looking to transform their digital marketing approaches.

Key words: Shanxi Fenjiu; Digital marketing; 7P marketing theory
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