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1.0 Executive Summary
This assignment mainly proposes specific marketing mix strategies for Holland & Barrett to enter the Chinese market through indirect exports. First, it analyses the current social and cultural background of China's health care product market:
· Advocating a healthy lifestyle
· The needs of the elderly
· E-commerce and social media deep into everyday life
Secondly, the SWOT model is used to analyse the advantages, disadvantages, opportunities and challenges of H & B in the Chinese health products market. Based on the above analysis, a specific marketing mix strategy is proposed, specifically divided into products, prices, channels and promotions.
· Improve product quality and develop multifunctional products
· Promotion based on major social platforms and e-commerce platforms
· Pricing strategy based on product role
· Focus on developing marketing channels for e-commerce and pharmacies
2.0 Introduction
Changes in people's lifestyles have provided a huge market for health products. With the increasing demand of the people, competition in the health products market has become increasingly fierce, and many foreign brands have poured into the Chinese market. Assignment one introduced that Holland & Barrett should regard China as the focus of overseas market development, and indirect export is the most suitable strategy. Therefore, this article analyses the social and cultural environment of the Chinese market and summarizes the advantages, disadvantages, opportunities, and threats of H & B in the Chinese market using the SWOT model. Based on the analysis, it proposes marketing mix strategies, including product strategies to improve product quality and develop multi-functional products; pricing strategies based on product role pricing; place strategies based on cross-border e-commerce and promotional strategies that emphasize online promotion. Hope to help H & B develop the Chinese market and obtain more sales and profits.
3.0 Main Findings
3.1 Situation analysis
To satisfy customers and achieve business objectives, we should not consider only one factor in isolation (Wu, 2010).  Must start from the target market and the marketing environment characteristic, according to the enterprise resources and the superiority conformity each kind of marketing method, the unification, the form a complete set USES, strives for the overall effect (Doole & Lowe, 2012).
3.1.1 Socio-cultural background
· Advocating a healthy lifestyle
With China's sustained rapid economic growth and unprecedented improvement in the
quality of national life, the lives of ordinary people have been transitioning from
subsistence to healthy. In recent years, consumers’ awareness of health and wellness
has deepened, and the investment in healthy lifestyles has grown rapidly (Gao, 2019). On the diet, consumers are constantly looking for multifunctional foods, such as both to meet their
nutritional needs to the greatest extent possible, but also to enhance vitality, anti一aging, stay in shape and so on. Low-calorie, low-fat, sugar products gradually become a
popular trend, green, natural, health has also become many foods brands positioning.
In addition to the regular diet, consumers have also stepped up their commitment to
their own health, including spending on health food, sports fitness and healthy home
categories. The new trend of healthy consumption brings great development space to
the health food market.
· The needs of the elderly
The elderly consumers in China are deeply influenced by the traditional health culture, and pay more and more attention to health care. Here is a survey data about the way consumers contact health care: 48% of people choose to buy for themselves, among them, the elderly account for more than 50%; about 44% choose to buy for their parents, which shows that the elderly  plays an important role in the Chinese health products market (Health, 2019). With the continuous changes in the age structure of the Chinese population, the phenomenon of aging is inevitable, the incidence of chronic diseases in the elderly has increased significantly, and the demand for health products for the elderly will increase greatly. Functional elderly health care products will surely be welcomed by elderly consumers.
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· [bookmark: _Hlk41155071]E-commerce and social media deep into everyday life
The size of China's e-commerce has surpassed that of the United States in 2015 making it the world's largest retail e-commerce market (Tsinghua University, 2018). Driven by the popularity of the Internet and consumption upgrading, Chinese consumers have extended the shopping battlefield to overseas markets, and cross-border e-commerce shopping, or "overseas online shopping", has become a part of the lives of many consumers (Du, 2018). Social media is playing a growing role in the online shopping behaviour of Chinese consumers. E-commerce and social media have penetrated consumers' daily life, bringing huge subversive effects on the strategy and operation of traditional offline health food enterprises.
3.1.2 SWOT Analysis
· Strengths
①H&B is a well-known brand and has a good reputation
②Advanced production equipment, with a highly automated and integrated production workshop
· Weaknesses
①High cost of multinational product supply and transportation
②A new brand in the Chinese market with a weak mass base
· Opportunities
①The prospects for the development of the Chinese market show a positive trend
②Increase in residents' disposable income
③The government encourages technological innovation in the health care industry
④Many emerging health product categories still have great development potential
· Threats
①Many multinational brands enter the Chinese market and competition increases
②The government's supervision of the industry is getting stricter
③New media dissemination methods also need to invest a lot of money
3.2 Marketing mix
The concept of "Marketing Mix" was first seen in Nier Bordon. In the inaugural address of the American Marketing Association 1953, this refers to a set of business-controllable factors that can influence demand. They can be integrated into marketing plans to garner specific responses to the target market. The "Marketing Mix" strategy highlights "four appropriate"-the "right" product, at the "right" price, in a "suitable" location, in a "suitable" way to promote (Manaf & Thabit, 2018). It essentially reflects a kind of "integration" at the level of marketing tools or means in order to intake the target market and form a competitive advantage by satisfying customers (Philip, 2015).
3.2.1 4P strategy
Based on 4Ps theory, Eric and Berkowitz (2015)believe that "in the marketing process of health care products, the main needs of consumers must be identified and determined".
· [image: ]Product strategy
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Product quality is one of the important factors that determine the core competitiveness of an enterprise, and essentially determines whether it can achieve long-term development. As a special food, health care products are highly valued by consumers. Therefore, enterprises must pay attention to improving the quality of products and the efficacy of products while improving their productivity. Control the quality of products during a series of production activities such as purchase, processing, and product distribution of raw materials, and at the same time set up a special quality management department to control it from the source.
While ensuring product quality, H & B should strive to increase investment in new product research and development, constantly innovate, and provide the market with richer and superior quality products to meet market needs. If you want to make a difference in the elderly health care product market, you can improve the technological content of the product, develop elderly health care products that do have health benefits and meet the needs and purchasing power of the elderly (Yu & Li, 2016). 
· Promotion
Strengthen advertising campaigns, the premise of predicting the cost of investing in publicity is to set sales targets. Generally, the cost of investing in publicity accounts for 20% of the sales target, but the investment is slightly higher in the initial stage. Public expenses accounted for 20% of the total promotional costs, sales activities accounted for 40%, and the remaining 40% for advertising. This advertisement is not an advertisement in traditional cognition, but mainly an advertisement based on Internet communication. For example, H & B can accurately push consumers through payment methods on e-commerce platforms, also known as bidding rank. Bidding rank is a pay-per-use network promotion method. When netizens search for “health products” on the website "This keyword appears in the corresponding search results of netizens according to the principle that the highest paying person ranks first, which is beneficial for netizens to browse stores and promote consumption (Kwon & Lennon, 2009).
The second is to promote brand advertising on major social platforms such as WeChat, Weibo, Xiaohongshu, etc., to increase brand exposure, let more people understand the brand, and contribute to the growth of brand sales.
· Price
Price is the most sensitive factor in the entire marketing strategy (Morgan, et al., 2018). It not only determines the consumer's intention to purchase products, but also has a major impact on the company's profitability, sustainable development ability and market competitiveness (Li & Wang, 2016). Compared with other commodities, the "complaint" between the sales price of health products and the actual cost is more confusing. I think H & B should implement a pricing strategy based on the role of the product, and divide the product into the following three categories: market development, profit and image (Smith, 1956). Market-expanding products are mainly based on rapid sales speed, which can effectively play the role of marketing and information dissemination, and help to enhance their public awareness. Therefore, the pricing of such products should be reduced as much as possible, on the premise of ensuring costs, to benefit consumers, expand their market share, and enhance core competitiveness in terms of price. Profit-oriented products take profit as the basic starting point, and attract more investors and capital inflow through more ideal profit income, thereby expanding the scale of production and improving the overall operating quality of the enterprise. The main characteristics of image-based products are high quality and generally high pricing. This product can demonstrate the power of scientific research and branding, and essentially cater to consumers' buying desires. Although the price of such products is high, it accurately grasps the market demand, and customers consume within the tolerance range, thereby achieving an increase in corporate sales profits.
· Place
Passive overseas online shopping has transformed into active e-commerce, and deepened the original e-commerce channels (Vijay Vishwanath, 2015). Currently, the main sales channels for Chinese family health and nutrition products are direct sales and pharmacies. Among them, direct sales channels account for 50%, and cross-border e-commerce accounts for about 20%, but the growth trend is very obvious. Foreign health products can enter the Chinese market through the cross-border e-commerce model, including Chinese e-commerce channels-Tmall, JD.com, Vipshop, Xiaohongshu, etc (Wang & Zhang, 2019). Relevant government departments have gradually implemented the Haitao procurement market standardization policy. The ultimate goal is to use the brand's appeal to bring a large number of consumers to the official flagship store.
Try to open up pharmacy channels. At present, the number of retail pharmacies in China has exceeded 500,000, and many pharmacies do not sell health products. In fact, pharmacies are an important channel for middle-aged and elderly people to purchase health care products. Medical insurance benefits are conducive to promoting the consumption of health care products in pharmacies. Middle-aged and elderly people have plenty of leisure time, prefer to understand the efficacy of the product one to one, and have high requirements for pre-sales and after-sales service. Pharmacies have professional pharmacy sales staff who can meet their requirements for pre-sales and after-sales service.
4.0 Conclusions
This article is based on the analysis of Assignment one and proposes a specific marketing mix strategy for Holland & Barrett to develop the Chinese market through indirect export. Using SWOT model to analyse the internal conditions and external environment faced by H & B, based on the social and cultural environment of "Advocating a healthy lifestyle, The needs of the elderly, E-commerce and social media deep into everyday life", the following suggestions are proposed:
· Improve product quality and develop multifunctional products
· Promotion based on major social platforms and e-commerce platforms
· Pricing strategy based on product role
· Focus on developing marketing channels for e-commerce and pharmacies
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