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Abstract

Against the backdrop of the continuous enhancement of global health awareness and the sustained
improvement of living standards, the public's demand for high-quality dairy products is growing, bringing
tremendous market potential and development opportunities for the dairy industry. The dairy industry in
China has developed over the years, forming a large-scale and diversified industrial pattern. Market
competition has shifted from a single focus on price and quality to a comprehensive strength competition
involving brands, products, and services. Xinjiang, as an important dairy-producing region in China, boasts
unique and high-quality milk resources, as well as several emerging dairy brand enterprises, making it a
new force in the industry's gradual move towards high-end and differentiated development. Tian Shan
Yunmu Dairy is a leading enterprise in the dairy industry in the Xinjiang region, affiliated with the listed
company West Dairy, with advanced pastures, equipment, and production processes. The company's
products cover a variety of categories, including infant formula and liquid milk, and it is the first dairy
enterprise in Xinjiang to obtain dual certification from the European Union. Despite its advantages in milk
resources, industry chain, unique regional culture, and product quality, the company's profitability, brand
recognition, and market coverage need to be strengthened. In the face of fierce competition, its marketing
strategy urgently needs to be optimized.

This study selects Tianshan Yunmu Dairy as the research subject, aiming to provide effective
marketing optimization strategies by deeply analyzing its current business status, existing 4Ps marketing
strategies, and their problems, and combining the marketing environment and the company's own resource
conditions, and comprehensively applying STP and 41 marketing theories. First, based on a systematic
review of key concepts and analytical tools in the marketing field, the theoretical basis for in-depth analysis
of Tianshan Yunmu Dairy's market marketing status and strategy optimization is identified. Second,
through questionnaire surveys and in-depth interviews, specific problems in the company's product, price,
channel, and promotion strategies are analyzed: product homogenization is severe, lacking core competitive
advantages; pricing strategies are not flexible enough to meet the needs of different consumer groups;
marketing channels are single, and online and offline resources are not effectively integrated; promotional
strategies lack innovation and do not fully utilize digital media to enhance brand influence. Then, tools such
as PEST analysis, Porter's Five Forces, and SWOT matrix analysis are comprehensively used to analyze the
company's external macro environment, meso-industry environment, internal resource conditions, and
strengths and weaknesses, and based on STP theory and 41 theory, the company's market segmentation,

target market selection, and market positioning are optimized, as well as the 4Ps marketing mix strategy. In



terms of product strategy, increase the intensity of new product research and development, strengthen the
development of new products with regional characteristics and unique functions, and enhance the market
competitiveness of products based on differentiated positioning. In terms of pricing strategy, based on
market research, dynamically analyze consumer demand and purchasing preferences, and the pricing
strategies of competitors, and implement more flexible and differentiated pricing strategies to adapt to
consumer needs and market competition changes, thereby enhancing consumer product value perception. In
terms of channel strategy, strengthen the integration of online and offline channels, use e-commerce and
social media platforms to expand new sales channels, expand the market coverage of the company's
product brand, and improve consumer purchase convenience. In terms of promotional strategy, implement
more creative and interactive promotional activities, and based on strengthening traditional promotional
strategies, fully utilize digital marketing tools to enhance the online visibility of the brand and user
participation. Finally, it is proposed to strengthen organizational, personnel, institutional, financial, and
technical support measures to ensure the smooth implementation of the above optimization measures.

This study not only provides marketing strategy optimization suggestions for Tianshan Yunmu Dairy
but also provides theoretical reference and practical reference for other dairy enterprises to optimize
marketing strategies in the face of fierce market competition. With the continuous maturation of China's
dairy market and the increasing diversification of consumer needs, the theoretical and practical significance
of this study will be more prominent, and it is of great significance to promote the innovation and
development of China's dairy industry.

Key words: Tianshan Yunmu Dairy Industry; Integrated Marketing; Marketing Strategy; Market
Analysis
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