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Abstract

Since the 18th National Congress of the Communist Party of China, the country has made significant
strides in building a digital nation, with the government actively planning and promoting the development
of digital technologies, achieving remarkable results. China's digital economy has maintained its position as
the second largest in the world for several consecutive years. As the pace of digitalization accelerates,
significant changes have occurred in consumer behavior and market environments. Traditional offline
marketing and distribution models have shown their limitations in the digital environment, struggling to
meet the increasingly diverse and personalized demands of consumers. Against this backdrop, aligning with
the national and era's digital development trends and breaking through the constraints of existing marketing
models in terms of cost, channels, and other aspects, many enterprises have already begun to implement
digital marketing transformations. The key questions this thesis seeks to address include how to effectively
apply digital technologies to a company’s marketing activities, how to construct a comprehensive
marketing landscape for better results, and how to leverage digital means to facilitate the transition of a
regional dairy company to a national presence.

This thesis takes Xinjiang Tianrun Dairy Co., Ltd. as a case study, employing literature analysis, case
study, and field research as the primary research methods to analyze the marketing strategies that Xinjiang
Tianrun Dairy Co., Ltd. should adopt in the context of digitization and to propose targeted suggestions.
Firstly, it elaborates on the background and research significance of this thesis, organizes and reviews
relevant literature both domestically and internationally, introduces the research content, framework,
research ideas, and methods, and defines the relevant concepts and theories involved in the thesis. Secondly,
it introduces the overview of Tianrun Dairy Co., Ltd. and combs through the current marketing status of the
enterprise in terms of products, prices, channels, and promotions, identifying the problems existing in
Tianrun Dairy's marketing strategies in the context of digitization and the reasons behind these problems.
Subsequently, the PEST analysis method and Porter's Five Forces model are used to analyze the external
macro environment and competitive environment, understanding industry development trends and the level
of competition. Finally, the STP theory is applied to clarify the market positioning of Tianrun Dairy, and
solutions are provided for the problems faced by the enterprise. Furthermore, safeguard measures for
optimizing marketing strategies are proposed from three aspects: human resources, technological resources,
and financial resources.

The analysis of Xinjiang Tianrun Dairy Co., Ltd. 's marketing strategy in a digital context reveals the



following issues: (1) The current product line lacks sufficient segmentation of product functions and
consumer needs across various consumption scenarios. Additionally, the product traceability function lacks
interactivity on the consumer side, leading to concerns about food safety. (2) High logistics costs create
price differences between products inside and outside Xinjiang, along with an unclear product price
gradient, affecting consumers' purchasing decisions and increasing their buying costs. (3) Insufficient
integration of online channels and the disconnection between online and offline channels negatively impact
the consumer purchasing experience. (4) Limitations in promotional methods, which are still primarily
traditional, along with weaknesses in digital content creation and promotion, affect brand recognition and
customer loyalty for Tianrun. To address these issues, the product strategy can be optimized by adopting
digital tools to diversify the product range and establishing an interactive product traceability platform to
meet the needs of different consumer groups. In terms of pricing strategy, building a digital logistics system,
adjusting prices based on data-driven strategies, and educating online consumers can help enhance brand
premium and optimize profitability. For channel strategy, optimizing online channel design, building an
omnichannel membership system, and achieving seamless integration between online and offline channels
are crucial to improving user experience and increasing market share. In terms of promotion, Tianrun
should employ strategies like storytelling video promotions, innovative livestream e-commerce,
cross-platform and cross-industry promotions, and community-based group buying on WeChat to boost
brand awareness and foster customer loyalty.

Key words: Digitalization; Tian Run Dairy Company Limited; Marketing Strategy
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