



















Marketing Management Analysis of HADAY



[bookmark: _Toc133014287]Executive Summary
This report provides a comprehensive analysis of Haday Soy Sauce's marketing strategies, focusing on PESTEL, 7P strategy, STP analysis, measurement of success, identification of shortcomings, and suggestions for improvement.
The PESTEL analysis revealed that Haday operates in a complex environment, facing various political, economic, socio-cultural, technological, environmental, and legal factors that impact its business. These factors include changing consumer preferences, the competitive landscape, regulatory compliance, and evolving technological trends.
In the 7P strategy analysis, Haday's strengths were found in its product range, quality, and distribution network. However, potential areas for improvement were identified in pricing, promotion, people, packaging, and processes. The STP analysis highlighted Haday's efforts in market segmentation, targeting, and positioning to cater to different consumer segments.
The measurement of success indicated that Haday has achieved a strong market position and brand recognition. However, the analysis of shortcomings revealed issues such as limited product range catering to health-conscious consumers, reliance on traditional promotional methods, and lack of clear brand positioning.
To address these shortcomings, recommendations have been made for Haday to expand its product range, adopt value-based pricing, strengthen digital marketing efforts, refine market segmentation strategy, develop a clear and consistent brand positioning, and manage political and economic risks.
By implementing these recommendations, Haday can enhance its marketing strategies, address the identified shortcomings, and ensure continued success and growth in the competitive soy sauce market.






Table of Contents
Executive Summary	2
1Introducion	4
2 PESTEL Analysis	4
3 Analysis of 7P Strategy	6
4 STP Strategy	8
5 Measure the Success of Haday’s Strategy	9
6 Disadvantages of Haday soy sauce marketing strategy	10
7 Conclusion	12
8 Recommendations	13
Reference	14

[bookmark: _Toc133014288]1Introducion
Haday, established in 1932, is one of China's leading soy sauce manufacturers, known for its commitment to quality, tradition, and innovation. The company has earned a strong reputation in the market by producing a variety of soy sauces that cater to different tastes and preferences, using traditional brewing techniques combined with modern production methods. As the market for soy sauce has evolved and become increasingly competitive, Haday continues to expand its footprint both domestically and internationally, aiming to meet the diverse needs of consumers while maintaining its core values.
The following report delves into an in-depth analysis of Haday's marketing strategies, focusing on PESTEL, 7P strategy, STP analysis, and the measurement of success. Furthermore, it identifies the shortcomings in the company's current marketing approaches and provides recommendations for addressing these challenges to ensure the brand's continued growth and success in the competitive soy sauce market.

[bookmark: _Toc133014289]2 PESTEL Analysis
Political:
Trade policies and regulations can impact Haday's ability to export its products to international markets (Cavusgil, Knight, & Riesenberger, 2012). The brand should closely monitor political developments and adapt its strategies to minimize potential risks. Engaging in government relations and lobbying efforts can also help the company to navigate potential policy changes and maintain a favorable business environment (Hill, Hult, Wickramasekera, Liesch, & Mackenzie, 2016).

Economic:
Economic fluctuations, such as currency exchange rate volatility and inflation, can impact Haday's profitability and competitiveness (Papaioannou, 2012). The company should adopt strategies to manage these risks, such as engaging in financial hedging and diversifying its revenue streams across different markets (Cavusgil et al., 2012).

Sociocultural:
Changing consumer preferences, such as the growing demand for health-conscious and environmentally friendly products, can affect Haday's market position (Mintel, 2020). The brand should continuously monitor and adapt to these trends by expanding its product range to include organic, non-GMO, and sustainably sourced options (Singh, 2012). Additionally, Haday should consider cultural differences in international markets and develop products that cater to local tastes (Usunier & Lee, 2009).

Technological:
Advancements in food technology and production processes can help Haday improve efficiency and product quality (Gallego & Oubina, 2011). The company should invest in research and development (R&D) and adopt new technologies to enhance its production capabilities (Prajogo & Sohal, 2006). Furthermore, Haday should leverage digital marketing channels, such as social media and influencer marketing, to reach younger, digitally-savvy consumers (Felix et al., 2017).

Environmental:
Environmental concerns, such as climate change and resource scarcity, can impact the availability and cost of raw materials for Haday's products (Porter & Kramer, 2007). The company should adopt sustainable sourcing practices and develop strategies to reduce its environmental footprint, such as implementing energy-efficient production processes and using eco-friendly packaging materials (Kjær et al., 2018).

Legal:
Haday must comply with various food safety regulations and standards in both domestic and international markets (Golan, Kuchler, & Mitchell, 2001). The company should invest in quality management systems to ensure compliance and maintain consumer trust in its products (Sousa & Voss, 2002). Furthermore, Haday should closely monitor changes in legal frameworks that may impact its operations, such as labor laws and intellectual property rights (Cavusgil et al., 2012).

[bookmark: _Toc133014290]3 Analysis of 7P Strategy
[bookmark: _Toc133014291]Haday Soy Sauce has achieved significant success by effectively employing the 7P marketing strategy. By offering a diverse product range, competitive pricing, targeted promotion, widespread distribution, and investment in its people, Haday has established a strong market presence. Additionally, the brand's distinct packaging and efficient processes contribute to its overall success. While Haday has built a strong foundation, ongoing market analysis and adaptation will be essential for sustaining growth and competitiveness in the future. The specific analysis of 7P’s is as follows.

Product Strategy:
The soy sauce products of Haday account for about 62% of the revenue, and are the core products of the enterprise. Haday offers a wide range of soy sauce products, including classic light and dark soy sauce, mushroom soy sauce, and flavored variants. By catering to different tastes and culinary needs, Haday ensures that its products appeal to a broad customer base. The brand also emphasizes the use of high-quality ingredients and traditional brewing methods to distinguish itself from competitors.

Price Strategy:
Haday adopts a competitive pricing strategy, positioning itself in the mid-range price segment. This allows the brand to attract both cost-conscious consumers and those seeking a high-quality product at an affordable price. By maintaining a balance between quality and affordability, Haday has effectively captured a significant market share.

Promotion Strategy:
Haday employs various promotional strategies to create brand awareness and drive sales. These include traditional advertising channels such as television, print, and online media, as well as engaging in sponsorships and collaborations with popular culinary programs and events. Social media platforms are also leveraged to reach a wider audience and encourage consumer interaction.

Place Strategy:
HADAY soy sauce mainly focuses on catering channels and adopts the double distribution system. The main dealer group is the catering dealers in the farmers' market. Haday's distribution channels include supermarkets, grocery stores, online platforms, and international markets. By ensuring that its products are widely available, the brand maximizes its visibility and convenience for consumers. Additionally, Haday has expanded its market presence through exports, targeting international customers and ethnic food markets.

People Strategy:
Haday's success is closely linked to its skilled workforce, who ensure consistent product quality and customer satisfaction. From product development to sales and customer service, the company invests in ongoing training and development to foster a culture of excellence. By prioritizing employee satisfaction and retention, Haday benefits from a dedicated and knowledgeable team.

Packaging Strategy:
Haday's packaging plays a crucial role in communicating its value proposition and differentiating itself from competitors. The brand's packaging incorporates traditional Chinese elements with modern design, reflecting its commitment to both heritage and innovation. By maintaining a consistent visual identity across its product range, Haday establishes strong brand recognition and consumer trust.

Process Strategy:
Haday has streamlined its production and distribution processes to ensure efficiency and quality control. The company's focus on traditional brewing methods, coupled with modern technology, allows it to maintain high standards while meeting growing consumer demand. Furthermore, Haday adheres to strict food safety regulations, ensuring that its products meet international standards.

[bookmark: _Toc133014292]4 STP Strategy
Segmentation:
Haday segments its market based on several factors, including demographic, geographic, and behavioral characteristics. By analyzing consumer preferences, lifestyles, and purchasing habits, Haday is able to identify distinct market segments and tailor its products accordingly. Demographic segmentation focuses on factors such as age, income, and family size. Haday's product range caters to different income levels and family sizes by offering various package sizes and price points. Geographic segmentation considers regional differences in taste preferences and cuisine. Haday's product portfolio includes classic light and dark soy sauces, mushroom soy sauce, and flavored variants, catering to regional tastes. Behavioral segmentation takes into account the consumers' culinary needs and usage occasions. For example, Haday offers premium and specialty soy sauces for consumers who seek high-quality ingredients and unique flavors for specific dishes or occasions.

Targeting:
After identifying market segments, Haday employs a differentiated targeting strategy by offering a diverse range of products to cater to different consumer needs. This approach enables the brand to appeal to various consumer groups, including:
Cost-conscious consumers: By offering affordable options in its product range, Haday appeals to consumers seeking value for money without compromising on quality.
Premium and specialty consumers: Haday targets consumers who prioritize quality and are willing to pay a premium for unique flavors and superior ingredients.
Health-conscious consumers: The brand also targets health-conscious consumers by offering low-sodium and organic soy sauce options.

Positioning:
Haday positions itself as a brand that offers high-quality, authentic soy sauce products at competitive prices. The brand's unique selling proposition (USP) is its commitment to traditional brewing methods, high-quality ingredients, and a diverse product portfolio catering to different consumer needs.
Haday's marketing communications emphasize its dedication to quality and authenticity, appealing to consumers who value traditional craftsmanship and culinary heritage. Additionally, the brand's packaging reinforces this positioning by incorporating traditional Chinese design elements with modern aesthetics.

[bookmark: _Toc133014293]5 Measure the Success of Haday’s Strategy
This analysis examines the success of Haday's marketing strategies by considering the brand's growth, market share, customer satisfaction, reputation, and international expansion.

[bookmark: _Toc133014294]Growth:
[bookmark: _Toc133014295]Haday has achieved substantial growth over the years, with the company's revenue increasing steadily. This growth can be attributed to effective marketing strategies, such as product diversification and competitive pricing, which have helped the brand to expand its customer base and capture new markets. The company's continuous investment in research and development (R&D) and its focus on product innovation have also contributed to its growth (Prajogo & Sohal, 2006).

[bookmark: _Toc133014296]Market Share:
[bookmark: _Toc133014297]Haday's market share in the soy sauce industry has grown significantly, making it one of the leading players in the Chinese market. This success can be linked to the brand's strong distribution network and strategic partnerships with retailers, which have enabled it to reach a wide range of customers across the country.

[bookmark: _Toc133014298]Customer Satisfaction:
[bookmark: _Toc133014299]Customer satisfaction is a critical indicator of the success of a company's marketing strategies (Zeithaml, Bitner, & Gremler, 2017). Haday's commitment to quality and its emphasis on traditional brewing methods have helped to build a strong brand reputation and high levels of customer satisfaction. The company's diverse product offerings and competitive pricing have also contributed to its ability to meet customer needs and maintain a loyal customer base.

[bookmark: _Toc133014300]Brand Recognition and Reputation:
[bookmark: _Toc133014301]Haday's marketing efforts have successfully built a strong brand reputation and recognition in the market. The company's emphasis on quality and authenticity, as well as its strategic advertising campaigns and promotional efforts, have helped to differentiate its products from competitors and create a strong brand image (Kotler & Keller, 2016).

[bookmark: _Toc133014302]International Expansion:
[bookmark: _Toc133014303]Haday has successfully expanded its presence in international markets, leveraging its marketing strategies to adapt to diverse consumer preferences and regulatory environments (Euromonitor International, 2021). The brand's ability to localize its products and marketing efforts to cater to different cultural contexts has been instrumental in its success in international markets (Usunier & Lee, 2009).

[bookmark: _Toc133014304]6 Disadvantages of HADAY soy sauce marketing strategy
[bookmark: _Toc133014305]Incomplete product segmentation and lack of high-end products
[bookmark: _Toc133014306]Although HADAY's product line is relatively rich, HADAY's products lack specific segmentation of target customers and cannot meet the taste needs of consumers of different ages and regions. The lack of investment in high-end product research and development during product research and development led to the disadvantage of HADAY soy sauce in the high-end product market.

[bookmark: _Toc133014307]High cost leads to high price
[bookmark: _Toc133014308]The cost of HADAY soy sauce is much higher than that of its competitors. The main reasons lie in two aspects: first, too much investment in fixed assets. Secondly, in terms of human cost, HADAY Soy Sauce adopts a leading salary policy for senior talents, which keeps the staff working at a high level. Although these can effectively ensure the high quality of HADAY soy sauce products, they also make HADAY soy sauce lose its cost advantage. Additionally, Haday's pricing strategy may not be aligned with perceived consumer value, making it vulnerable to reduced profit margins due to increasing raw material costs or economic fluctuations (Liozu & Hinterhuber, 2013). This shortcoming, identified in the 7P analysis, suggests that the brand's pricing approach may need to be reevaluated.

[bookmark: _Toc133014309]Incomplete channel construction 
[bookmark: _Toc133014310]In the early stage of market development, HADAY adopted a multi dealer model. Now the dealers are mainly private enterprises, who pay more attention to profits, so they require more exclusive distribution to ensure their profits, but this seems to violate HADAY's sales policy. In this way, when developing new markets, HADAY often encounters resistance from dealers. Especially in some markets, when individual dealers control the whole market, HADAY's products are difficult to capture this market.

[bookmark: _Toc133014311]Inadequate promotion
[bookmark: _Toc133014312]In terms of promotion, Haday may not be effectively reaching younger, digitally-savvy consumers, as its digital marketing efforts might be insufficient (Felix et al., 2017). This limitation could hinder the brand's ability to attract new customers and expand its market share. In terms of promotion strategy, HADAY spent a lot of money to build a soy sauce city and also used some advertising to promote its products, but it is still too conservative and the promotion is obviously insufficient. The specific performance is as follows: First, in the design of advertisement, the shooting is too old-fashioned and lacks inspiration. Second, in terms of the choice of advertising media, HADAY has chosen a single type of advertising media. 

[bookmark: _Toc133014313]Potential Legal and Political Risk
Lastly, the PESTEL analysis highlighted that Haday may not be adequately managing political and economic risks associated with trade policies, regulations, and economic fluctuations (Cavusgil et al., 2012). The brand's ability to navigate potential policy changes and maintain a favorable business environment could be improved by engaging in government relations and diversifying revenue streams across different markets (Hill et al., 2016).

[bookmark: _Toc133014314]7 Conclusion
In conclusion, the comprehensive analysis of Haday's marketing strategy, encompassing PESTEL, 7P strategy, STP analysis, and the measurement of success, has provided valuable insights into the company's approach to maintaining its market position in the competitive soy sauce industry. The PESTEL analysis demonstrated that Haday operates in a dynamic environment, with various external factors influencing its marketing and business strategies.

The 7P strategy analysis revealed that Haday excels in certain aspects, such as its product range, quality, and distribution network. However, there are areas for improvement in terms of pricing, promotion, people, packaging, and processes. The STP analysis showcased the company's efforts in market segmentation, targeting, and positioning to cater to different consumer segments and preferences.

The measurement of success indicates that Haday has established a strong market presence and brand recognition, but the analysis of shortcomings reveals potential challenges that the company must address. Some of these challenges include a limited product range catering to health-conscious consumers, reliance on traditional promotional methods, and lack of clear brand positioning.

Overall, the analysis highlights the complex and multifaceted nature of Haday's marketing strategy, which has enabled the brand to achieve a solid market position in the soy sauce industry. By continually assessing its marketing strategies and addressing the identified shortcomings, Haday can strengthen its competitive advantage and drive sustainable growth in the future.

[bookmark: _Toc133014315]8 Recommendations
In order to cope with the shortcomings identified in Haday Soy Sauce's marketing strategies, the following recommendations are provided to ensure the brand's continued success and growth.
Expanding Product Range: Haday should consider expanding its product range to include health-conscious and environmentally friendly options, such as organic, non-GMO, and sustainably sourced soy sauces. This will enable the brand to cater to the evolving needs of consumers and capture a larger share of the market.
Adopting Value-Based Pricing: The company should reevaluate its pricing strategy and consider adopting value-based pricing. By aligning its prices with perceived consumer value, Haday can mitigate the risk of reduced profit margins due to increasing raw material costs or economic fluctuations.
Strengthening Digital Marketing Efforts: Haday should invest in strengthening its digital marketing efforts to effectively reach younger, digitally-savvy consumers. This could include partnerships with influencers on social media platforms, enhancing the brand's online presence, and utilizing targeted online advertising campaigns.
Refining Market Segmentation Strategy: To better capture emerging consumer trends and preferences, Haday should continuously analyze market data and conduct consumer research to refine its market segmentation strategy. This will enable the brand to tailor its marketing strategies to address the specific needs and preferences of high-potential market segments.
Developing a Clear and Consistent Brand Positioning: Haday should work on developing a clear and consistent brand positioning that emphasizes its commitment to quality, authenticity, and sustainability. A distinct and coherent brand positioning will help differentiate the brand from competitors and appeal to target consumers.
Managing Political and Economic Risks: To better navigate potential policy changes and maintain a favorable business environment, Haday should engage in government relations and participate in lobbying efforts. Additionally, the company should diversify its revenue streams across different markets to manage economic risks associated with currency exchange rate volatility and inflation.
By implementing these recommendations, Haday Soy Sauce can address the identified shortcomings in its marketing strategies and strengthen its competitive position in the market. This will enable the brand to better respond to the evolving needs of consumers and foster future growth.
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