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Abstract

In recent years, against the backdrop of the in-depth advancement of China's economy and society, the
core driving force for the development of China's consumer market has shifted from quantitative growth to
qualitative improvement. Significant changes have occurred in consumer preferences, with the pursuit of
health becoming a new trend. The dairy industry is an important sector that affects the health of the Chinese
population. It is also a distinctive and advantageous industry in terms of agricultural modernization and
rural revitalization. In recent years, due to its high protein content, high nutritional value, and the
enhancement of immunity, the demand for dairy products has rapidly increased. With the continuous
advancement of policies aimed at revitalizing the dairy industry, the production of milk in China has been
steadily increasing, and the supply capacity of dairy products has been continuously improving. The
competition in the Chinese dairy industry is becoming increasingly fierce, and regional dairy brands are
facing unprecedented opportunities and challenges. YM Dairy Industry Co., Ltd., which benefits from the
unique natural resources and geographical advantages of the Gold Milk Source Corridor in the northern

nn

foothills of the Tianshan Mountains, possesses products with the natural attributes of "green," "organic,"
and "high quality." In recent years, the company has shown promising growth, but it has also been
subjected to the dual pressures of both domestic dairy companies and local dairy enterprises in Xinjiang.
The weakening of its competitive edge is a pressing issue that the company needs to address. Therefore, the
purpose of this study is to systematically analyze the current marketing situation and challenges faced by
YM Dairy Industry Co. Ltd. and to develop a scientific and effective marketing strategy for it. This is not
only of great practical significance for the sustainable development of the company but also provides
valuable insights and references for the breakout and upgrading of other regional dairy brands in China.
This study takes YM Dairy Company as the research object. Firstly, the research background, purpose,
and significance are introduced; Secondly, the research ideas and methods of this study are proposed, and a
literature review method is used to summarize the current research status at home and abroad. Outlined the
concepts of dairy products and dairy product marketing, as well as the characteristics of dairy product
marketing, and elaborated on related theories such as STP and 4Ps; On this basis, methods such as
questionnaire survey and comparative research were used to analyze the current situation and existing
problems of the marketing strategy of YM Dairy Company. It was found that the company mainly has

problems such as vague brand awareness, homogeneous product matrix, dual shortcomings in packaging

visual and copywriting, lack of market adaptability in pricing, mismatch between price and brand



positioning, weak offline channel construction, extensive platform operation, fragmented operation
mechanism, traditional promotion methods, and insufficient promotion linkage. Combined with PEST
analysis, Porter's Five Forces model, SWOT analysis, the internal and external marketing environment of
YM Dairy Company was systematically analyzed, and its strengths, weaknesses, opportunities, and threats
were clarified; Regarding the research on the company's market positioning, after analyzing the marketing
environment and diagnosing relevant issues in marketing strategies, STP marketing strategy is used for
analysis; Finally, based on the 4Ps marketing theory, specific suggestions are proposed around product,
promotion, channel, price, and other aspects to promote the optimization of the company's marketing
strategy. Starting from the four aspects of personnel, funds, technology, and systems, measures are
provided to ensure the optimization of the marketing strategy of YM Dairy Company.

This study aims to conduct research on optimizing the marketing strategy of YM Dairy Company. On
one hand, it seeks to provide YM Dairy with new ideas for improving its marketing strategy. On the other
hand, it aims to offer insights and references for similar dairy companies on how to formulate marketing
strategies under the current market conditions, thereby enabling Xinjiang's dairy industry to quickly break
through in the intense industry competition, form a unique momentum, and contribute to the high-quality
and sustainable economic development of Xinjiang.

Key words: Dairy Industry; Dairy products: 4Ps Theory: Marketing Strategy
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