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ABSTRACT

ABSTRACT

As an important function in the process of enterprise management, marketing is the
key of survival and continual development. Any enterprise can’t lack marketing no
matter that if is manufacturing enterprise or sales enterprises. Only when products of
an enterprise are sold to consumers, can products realize its value, can an enterprise
obtain profits to develop well. Furthermore, those enterprises, who understand the true
meaning of marketing and are engaged in effective sales activities, will gain bigger
competition advantages and achieve better balance among enterprise, consumer and
society.

This paper, mainly based on modern marketing theories and author’s working
experiences in BLLJ Trade Co.,LTD, through in-depth analysis of the macro factors and
internal factors of the company, summarize the successful marketing strategies for the
company during the process of selling imported spirits. The purpose of this paper is
through the research on sustainable marketing strategies of BLLJ group and the
summary of its successful business model, can give other liquor enterprise marketing
strategy formulation and provide the liquor industry some reference value. This paper
includes five parts mainly: Introduction, modern marketing theory, internal and external
environment analysis, the company’s marketing strategies, summary on company’s
successful business model.

The first part of this paper is the introduction which introduces the background of
research and meaning, thoughts and contents. At the second part of this paper, the
author introduces four modern marketing theories, such as PEST analysis, Michael
Porter’s Five Forces Model analysis, SWOT analysis, 4P’s theory. At the third part, the
author introduces company profile of BLLJ China, and studies deeply on external
environment with opportunities, threats and internal conditions with the strength and
the weakness of the company by using above four modern theory knowledge. At the
forth part, this paper introduces a mixed sustainable marketing strategy under the
guidance of the 4P’s theory was formulated in terms of product, brand, channel, price
and promotion strategy roundly. At the fifth part, the author summarizes the successful
business model of the company, mainly thanks to its High-end brand portfolio and the
perfect brand architecture, its unique model of decentralized management and highly
cohesive corporate culture, its strong sense of social responsibility.

Key Words: BLLJ Group; Imported Spirits; Marketing Strategy
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