-

P
brought to you by .. CORE

View metadata, citation and similar papers at core.ac.uk

provided by Xiamen University Institutional Repository

FRmG. 10384
% 8. 17920121150900

aRE W
uDC

D AR EHIHEHERK S
The Analysis of
D Company’s Marketing Strategy in Xiamen

@K

wBEHAEL: H F o8 HRK
+ ¥ % f: ZTHEE(MBA)
wXRRXHEHP: 2016 F A
wXEHRME: 2016 F A
FAaLZ T AR 2016 F A


https://core.ac.uk/display/84988654?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1

BXFFMie R el EE R

ANEZ WAL SGEANAE IR T, LSS R FUR « A
MNER R 2 HAAN NBEER O R RN TSR, B R
&7 AR, IR SR RIE AT (LTI REEAT T AR S AR BT

GRA1TOD

Tk, AR ( ) WA (4D
FIWFFURCR, k15 ( ) PR () 5 s = B,
£ ( ) SRR SE. AL LD 4G5 IS PRl R

HATT NBELI = AFK, RAMIE NN, ] IAMER A )

FHIAN (2544
¥ H H



BIIXEFAIRCEENE AR

ANFERETTRRYE (e N IR 2 AL 26 18 47 S 708D
SERE DR B AV e A AR 00, I A 2 BT B R e WL A 52 22 A8
3 CRLFRARTRRATHL 1150, FCVFAAL R SCIE N TR 22 B A5 1H A A
PEgCE B D] ANFIRE TR AR SO 2 E £ it
PR SO B R AT R R, R 2 5 Ve SRR AT 2231 g H i
KHIFZEN S 4 el Hoe Uy sUE B ) 22 6 1 3

PN AT S

( ) L aFJITRARER R ERE RS 2R, T
¥ A HWE, WEREN RIS

( ) 2. ARE, dEH] BRI

G L EMMNEE S AT “ V7 BER EANMA R . RE AR N
OB ITRARELR B ®Ed AR, REETTRERER R
HE M AALR LI AT AR A RIS 1, B RTT
FALRSL, PIIE M BRI

PN (%4):



S

B

Hh AT AR BRI TBUE I =4 B R N R HH NN 12 1 BT 14
KA 1R B S, BN B I HEEBGE R L . SRR %
S HEREP B, BRERE. S R R i H K i EeR. K,
IS R R AR R SR AR ABR R B . TZ LA B ok, BRI — N4y
Pl FEFRE, IS U AT AR IR RGBT QL2 NP A U, 7 B b R
A BN e A SRR R AR R RS, HRRAMT
b Rl i e P 2 2 ] L

ASSCHE IR T T — S LB B I 1R v 20 D A mVEANE e 5, il #ie )
B WA R % A R R T T X ] E T8 B SR« A SO FE R i it ATl
(I RERRLAN D A R St K, 38 F PEST REARLFIBARE 524 S0 MR A0 D A ] R 2 W0
AR BEHATIRN ST, HAEIZH SWOT J3#fr 772453t D A ) RECREUPReg, 285 7T
JEIH P R IE A MR & ), 1S T E S AR R B AR T3 4i 0y . e
7, CAE MBI T a NS, it AP EASER, D A1 e HRLIK 7= SR |
RIETMS . TSRS AR s, e R e 5 R K.

AR NE B AL SRS ) PR i ot A LA ST T DR A e )5 57k, o HiAt

[FISRAL b SR it — et e 25

TERE. E, MTES, WEAT



Abstract

Abstract

In the thirty years after the reform and opening to the outside world, China’s jewelry and
accessory industry has gradually formed a distinctive and relatively complete industrial chain
with the rapid growth and development of people’s income and luxury consumption. Various
levels of stores and products with various styles meet the growing market demand. Among
them, fashion accessory is separated from jewelry and craft gifts in the process of the
development and formed a segment market. And in the eastern coastal part of China, fashion
accessory industry has gradually entered a period of rapid development. It also brings more
problems to this industry, including serious product homogeneity, competition among
low-price products, the lack of innovative design, the impact of internet suppliers on the
retailers, etc.

This paper selects company D, a retailer of fashion accessory in Xiamen, as the research
object. It uses the theoretical analysis, market research and other methods to develop
marketing strategies for the company in Xiamen area. It starts with the study of the history of
China’s jewelry and accessory industry and the background of company D, makes the macro
and micro environment analysis of company D by using PEST model and Porter’s
competition model, and then uses the SWOT analysis method to get the strategy that company
D should adopt, then carries out the consumer research and gain the segment market and
market positioning by the results of the questionnaire survey analysis, and develops the
corresponding 4P strategy with marketing theory for company D, and finally generates the
conclusion and inspiration.

From the view of marketing strategy, this paper discusses the way and methods of fashion
accessary enterprise in Xiamen area to develop in the future, and provides some reference for

the similar enterprises.

Keywords: Jewelry and Accessories; Marketing; Questionnaire Survey
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