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摘要 

 

本文首先从 A 企业发展现状着手，分别就 A 企业当前的发展情况、存在问

题和问题根源进行分析，找出阻碍 A 企业发展的主要因素。其次从宏观层面对

珠宝和翡翠行业的竞争格局进行全面深入解读。从微观层面对 A 企业所处的竞

争环境、企业所具有的竞争力分析。 后在基于 A 企业所拥有的资源能力和竞

争优势的基础上，对翡翠市场进行细分分析，确定 A 企业的目标人群与市场定

位。 

在对 A 企业目标人群和市场定位的基础上，论文研究分析了 A 企业的市场

营销组合，从产品、价格、渠道、促销四个方面确定了 A 企业的市场营销组合

策略。论文提出要加强促销组合策略的制定与运用，以口碑营销、故事营销、

关系营销和文化营销做为营销突破口，增强客户粘性；论文提出要强化产品策

略的制定与运用，以体验营销、创新营销作为重点，提升企业产品对消费者的

吸引力；论文提出要以新媒体营销为着力点，融合新技术和互联网金融的概念，

把线上与线下进行有机结合，创造性进行渠道营销策略的制定。 
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关于营销组合策略的实施，论文提出 A 企业要实现营销观念的转变，营销

模式的转变，营销组织结构的调整，人力资源的管理，以及技术开发能力的提

高，通过以上这五个方面来保证企业营销组合策略的有效实施。 
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Abstract 

The discourse firstly starts with the current situation of A Enterprise, and then 

has analysis on A Enterprise’s developing situation, existing problems and their root 

causes, in order to find out the main obstacles which hinder the development of A 

Enterprise. Secondly, in the discourse we make in-depth interpretation on the 

competitive structure of jewelry and jade industry from the macro-level perspective 

and also make analysis on the competitive environment and competitiveness of A 

Enterprise from the micro-level perspective, and finally, based on A Enterprise 

resource capacity and competitive advantages, with detailed analysis on the market, 

we have confirmed the enterprise positioning and target market selection of A. 

On basis of the enterprise positioning and target market selection, in the 

discourse, we’ve studied and confirmed the marketing and sales mix/combination 

strategy from the aspects of products, price, promotion, and place（channels）. The 

discourse came up with strengthening the establishment and use of the promotion 

combination strategy, to take the word-of-mouth marketing, story marketing, 

relationship marketing and culture marketing as breakthrough points, and increase 

theagglutinative of clients; The discourse also put forward strengthening the 

establishment and use of product strategy, laying emphasis on experiencing 

marketing and innovative marketing, to improve the attractiveness from the 

consumers; we should focus on the new-media marketing and match with the 

concept of new-technology and Internet banking, forming the on-line and off-line 

organic combination, to establish and confirm the channel marketing strategy with 

creativity. 

   In regard to the implementation of sales and marketing combination strategy, in 

the discourse, A Enterprise should change the marketing concept, change the 

marketing mode, adjust the marketing structure, and improve the HR management 

and technology development capability. The above five points can be a guarantee for 

the implementation of enterprise’s sales & marketing combination strategy. 

  

Key words:  Jade Enterprise  Marketing  Research 
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