Success of Haitian Soy Sauce

In our daily life, firewood, rice, oil, salt, soy sauce, vinegar and tea are an indispensable part. Because of our traditional eating habits, we have a huge demand for soy sauce, salt and vinegar. By 2019, the market size of condiments alone has reached about 40 billion yuan, and soy sauce, as the "king of condiments", has accounted for 43% of the condiment market. As the No. 1 enterprise in the soy sauce industry, Haitian's marketing strategy is undoubtedly very successful. Let's make a brief analysis.

In terms of product production, Haitian always adheres to the "quality oriented" as the core competitiveness direction of the enterprise, always adheres to the core values of the enterprise of "being honest, being practical and innovative", always devotes itself to the inheritance and improvement of traditional brewing technology, and is committed to making more people use high-quality Haitian products. As a manufacturer of healthy and delicious food and a better life, Haitian hopes that when consumers use Haitian, its rich, high-quality and innovative products can always bring them confidence and create fun. Soy sauce appears in front of people along with delicious food. If soy sauce enterprises guarantee the taste and quality of soy sauce, people have made a big step forward on the road of realizing food enjoyment. Now Haitian soy sauce has been divided into more than ten styles, including hot pot soy sauce, noodles soy sauce, braised soy sauce, etc. These soy sauce are different in color, taste and taste. With the use of soy sauce, consumers' stickiness to Haitian products has become higher and their consumption has become larger. In addition to the subdivision planning of Shanghai Tianwei Industry, the original situation of settling all cuisines in one bottle has become more and more detailed. People pay more and more attention to choosing different soy sauce in different scenes, which enriches people's dining tables, virtually increases consumers' demand for soy sauce, and brings more profits to the enterprise itself.

In terms of product sales, Haitian is willing to spend a lot of money to maintain good cooperation with dealers, make the sales channels nationwide networked, and truly achieve "where there are people, there must be Haitian", which is the key to making money in Haitian flavor industry. In order to expand the marketing channel, Haitian Flavor Industry has spent huge human, material and financial resources to expand in the sinking market. In order to better cope with the competition of competitors, Haitian Flavor Industry has even broken the traditional exclusive distribution mode and set up more than two dealers in one region. This reform has accelerated the benign competition between dealers and promoted the speed of product promotion, But at the same time, they also have to pay huge profits to make dealers work hard for them.
 It is through such superior expansion that Haitian soy sauce will successfully develop into the leader of the domestic soy sauce industry, and remain the first in the industry for 25 consecutive years. Haitian soy sauce currently has a market share of 15%, which is much larger than the sum of the market shares of the other three competitors.

In terms of product promotion, Haitian broadcast its brand feature films on many CCTV channels during prime time, which can show the processing process and product characteristics of Haitian soy sauce. At the same time, it tells the story that Haitian staff perfectly integrated traditional brewing and tanning with scientific and technological intelligence to create high-quality products, demonstrating Haitian's persistent pursuit of product quality. Taking the product as the starting point, convey Haitian's enterprise attitude of focusing on each bottle of product. Haitian has also built an enterprise museum, Yami's Sunshine Castle, which conforms to the cultural trend of promoting the deep integration of museums with tourism, education, cultural innovation, film and television. Through the integrated development of culture and tourism, it has received more than 1.3 million tourists, and has created the characteristic card of "enterprise museum+industrial tourism".

At the same time, Haitian also has a strong sense of social responsibility. It has been actively promoting corporate responsibility, giving back to the society, benefiting people's better lives, paying attention to charity, and doing its best to contribute love. It has launched its own charitable fund, Haitian "Sunshine Fund". In addition to the annual fixed allocation from the enterprise, the fund will also start to carry out various charity activities in a planned manner throughout the society, The objects of assistance include employees with difficulties in the enterprise and various groups in the society that need assistance.

Haitian Flavor Industry paid close attention and actively mobilized resources from all parties to continue to support epidemic prevention and control. In order to support the fight against the epidemic of Neocoronal Pneumonia, Haitian Flavor Industry was among the first to donate 10 million yuan to Guangdong Zhong Nanshan Medical Foundation to work with all sectors of society to curb the spread of the epidemic. In terms of environmental protection, Haitian actively responded to the call for green and sustainable development of the country and became the only food enterprise in Guangdong Province that was selected as the first batch of national green factories. Through these publicity, Haitian has won wide recognition from consumers, established a good corporate image, and provided assistance for product sales.

As such a big soy sauce production kingdom in the industry, the correct decision of the leadership plays an important role in leading the development of Haitian flavor industry This leading role is reflected in automatic production lines, production base construction and brand building.
  Today, this is still Haitian's competitive advantage. However, in the face of huge scale, Haitian also experienced a stall in performance growth, and the stock price in the capital market is also continuously adjusting. In addition to the impact of events such as "double standards", Haitian Flavor's brand reputation also suffered losses. Therefore, we hope that Haitian will always adhere to its own belief and adhere to the corporate spirit of being humble, selective, pragmatic and innovative, no matter in good times or difficulties. 
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