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ABSTRACT

ABSTRACT

Food & beverage are continuing on the update along with the development of
social economy and the inter-industry competition becomes sharp more and more.
All suppliers are interested in the big cake and scramble for the market share,
especially for healthy products. It is a tough-minded problem every supplier is
facing how to make self products and brands stand out from the homogenous and
high competitive market.

The article focuses on the study of Minute Maid juice successful facts by
means of analysising of the juice market environment, Minute Maid’s positioning,
market strategy making, promotion execution, etc.

The chief conculsion is that Minute Maid target consumers are the Chinese
adults who take care of healthy and their families. To them, the unique product was
developed and it was followed out different positioning, flexiable price strategy,
depth penetration in target channels and attractive promotions. All these are the
fundamental to build Minute Maid the leadship in Chinese juice market.

Hope to summarize the successful experience and to be used for reference for

other corporations in FMCG industry.

Key words: Minute Maid Juice, marketing, analysis
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