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Executive Summary
After planning the Project document, the author conducted some primary research on the marketing strategy of Wentong Logistics, and analyzed the internal and external environment of Wentong Logistics based on the two models PEST and SWOT. Combined with information analysis and the company's existing environmental analysis, Wentong Logistics' marketing strategy is very simple and has many shortcomings. Through the secondary research, the author also reviewed some other scholars' views on the general disadvantages and operational shortcomings of other small private logistics companies in the Chinese market. These secondary research information can support the research direction and analysis of Wentong Logistics. The secondary research can be summarized as the operation of small private logistics companies in China is similar, and their shortcomings and disadvantages are very similar.
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[bookmark: _Toc11068_WPSOffice_Level1]1.0 Introduction
With the rapid development of China's national economy, people's living standards are increasing, and people's service level for goods delivery is getting higher and higher. Nowadays, there are many kinds of express delivery materials, not only traditional documents and parcels, but also more and more high-value, personalized and small-volume goods (Kong, 2006). The booming development of the express delivery industry has led to the emergence of state-owned, foreign-funded and private-competitive competition in China's express delivery market (Pan, 2011).
In 2009, the new "Postal Law" was introduced. Nearly half of the city's express delivery companies and some regional express delivery companies will face the crisis of mergers and transformations (Liu, 2011). Under such a background, how to improve the competitiveness of private express delivery enterprises, how to achieve steady development of private express delivery companies is significant. The private express delivery industry faces opportunities and challenges. How to gain greater market share and benefits in the competition is a question worth considering(Dan, 2010). 
Wentong Logistics Company is a small private logistics company in Wenzhou, Zhejiang, China. Its main services are intra-city express delivery and errand work(Wto56kj.com, 2019). This report takes Wentong Logistics as an example and conducts many primary research and secondary research through the established research methodology. According to the data obtained from the research, the internal and external environments of Wentong Company will analyzed through PEST and SWOT and completing the aims and objectives set for Wentong Company .




[bookmark: _Toc1758_WPSOffice_Level1][bookmark: _Toc323502089]2.0 Project Aim
Wentong Logistics has many problems in its operation due to various reasons, which has caused the competitiveness of Wentong Logistics Company to be very low in the same market. The aim of the project is to solve the business problems of Wentong and improve the market competitiveness of the company. This aim is also for Wentong to gain more customers and development space for the company to grow steadily.
[bookmark: _Toc1758_WPSOffice_Level2][bookmark: _Toc323502090]2.1 Project Objectives
1) To research the customer satisfaction Research
2) To evaluate Whentong Logistics company’s market positioning
3) To analyze the Wentong’s marketing strategy






[bookmark: _Toc9478_WPSOffice_Level1][bookmark: _Toc323502093]3.0 Findings and Critical Analysis 
[bookmark: _Toc9478_WPSOffice_Level2]3.1 Research analysis
[bookmark: _Toc1758_WPSOffice_Level3]3.1.1Primary research
In order to understand the operation of Wentong Company, through the distribution of the online questionnaire form, the customer's basic operation mode was investigated by the customer. The questions design and statistical results of the questionnaire were presented in the appendix - 1. Because the online questionnaire is relatively free and the respondents have no other factors, the results of the questionnaire will be more realistic and reliable, but the number of forms is much less than that of the direct distribution questionnaire. The online questionnaire took a total of two weeks and totaled 100 copies.

[bookmark: _Toc9478_WPSOffice_Level3]3.1.2 Primary research result
The questionnaire showed that the overall customer satisfaction of Wentong Logistics was mostly ordinary, satisfied and very satisfied only accounted for nearly 25%. This shows that Wentong Logistics is a company that can be eliminated at any time in customer selection. Meanwhile, most of the reasons customers choose Wentong are because they are cheap. In the various satisfaction questions, the satisfactory evaluation of Wentong Logistics Company is a minority, which shows that Wentong Logistics Company is very disadvantageous in the competition of peers.

[bookmark: _Toc26087_WPSOffice_Level3]3.1.3 Secondary research 
In order to better support the primary research, the author consulted some of the literature on the Internet. Based on these documents, the author can get some information that has already been collected. By integrating and analyzing these secondary studies, more reliable findings can be obtained.

[bookmark: _Toc28708_WPSOffice_Level3]3.1.4 PEST and SWOT analysis
PEST analysis
The competitiveness of enterprises is closely related to their external environment. Therefore, the research on corporate competitiveness should start with the analysis of the external environment faced by the whole industry. 
PEST analysis revolves around policy, economics, society, and technology. The specific PEST analysis is presented in the appendix - 2.
The development of Wentong is affected by many factors. In the Chinese market, the policy, economic and social environment are promoting the development of the logistics industry, but technically, the logistics industry is very backward because China's logistics started late.

SWOT analysis
The SWOT analysis method is based on a comprehensive evaluation system that considers the internal conditions of the company and the external environment, so that the best strategic approach can be proposed. The specific SWOT analysis is presented in the appendix - 3
The strength of Wentong Logistics are reasonable prices and flexible services. At the same time, the weakness of Wentong Logistics are also very obvious. They lack funds, shortage of professionals and backward management. In terms of opportunities, Wentong Company is in a country to vigorously develop the logistics industry, China's rapid economic development, which has more opportunities for Wentong logistics companies to develop. Threats are also accompanied by opportunities. A large number of companies have taken a fancy to the logistics industry, which has a very high interest in the industry. The competition in the industry is fierce, and more international companies have entered the Chinese market.

[bookmark: _Toc19968_WPSOffice_Level3]3.1.5 Competition
Competition refers to the struggle of commodity producers and operators to compete for favorable production conditions and sales conditions in order to obtain maximum benefit(Birla, 2005). Competitiveness refers to the ability of a competitive entity to reflect its objectives in the competitive process, such as the ability of a company to acquire customers, possess and control the market(Armando and Garcia, 2012).
Wentong Logistics Company's current performance is not good because its competitiveness is very low in local market, while the Chinese people's demand for express delivery is increasing, more and more businessmen and enterprises want to enter the logistics industry. Wentong Logistics has a large number of competitors within its scope of operation. The comparison between them and Wentong's operating methods can clearly see the advantages and disadvantages of Wentong. 
The author through a secondary research and found some relevant research papers on the Internet, summarizing who are the competitors and what are the competitors’ advantages. The results can be seen in Appendix - 4.

[bookmark: _Toc26087_WPSOffice_Level2]3.2 Whentong Logistics company’s market positioning
In order to make the customers in the target market form a difference from the peers, let the products of the enterprise and the enterprise itself be separated from the competitors, and create a differentiated image in the minds of consumers(Schlesinger, 2008). The competition among modern enterprises has developed from the aspects of price, quality and service to the competition of corporate image.The degree depends on the image of the company(Wang, 2007).
In the years since the operation of Wentong Logistics, there has still not been a correct positioning in the customer's mind. Many customers understand Wentong's services and products as freely replaceable because of the low brand awareness of Wentong. This has led to Wentong's lack of loyal customers. According to the analysis, Wentong's market positioning is vague, broad, and the marketing strategy is single, which is the main reason for its low brand recognition.

1) The target customer's positioning is vague and cannot achieve effective market segmentation.
One mistake that companies often make is that they are trying to satisfy everyone. In the past when brands and advertisements were scarce, it was achievable to satisfy everyone(Lim, 2011). In today's increasingly fierce competition in the industry, unless the company already has a very large market share, this concept can continue. Otherwise, in order to win in the market competition, it is necessary to open up a special position in the market(Chen, 2007).
At the beginning of the operation of Wentong Logistics, the company was positioned as a general logistics company, Wentong Company regards all the customers with demand for delivery as target customers. Both are targeted customers, whether they are commercial users or private users. In order to attract more customers, Wentong Company accepts orders whether it is city-logistics or cross-city logistics or even international logistics. This led to Wentong's desire to attract everyone, but all customers were not attracted. Wentong Logistics Company attempted to achieve a large and comprehensive logistics platform, but the company did not consider the resources and resource allocation problems. The attempt is large and comprehensive, serving all customers and diversifying the limited marketing resources to different target customers. In the end, it will only confuse customers' knowledge of Wentong Logistics Company and cannot occupy a suitable position in the customer(Jiang, 2015).
2) Single marketing strategy, low user loyalty
The main marketing method of Wentong Logistics is to distribute flyers. Some forums on the web promote their own company products in the form of advertorial. The most important thing is the promotion between customers. These marketing strategies increase a certain number of potential customers and increase the company's exposure. However, due to the vague positioning of Wentong Logistics Company, it is difficult to arouse the psychological resonance of customers, and thus it is impossible to effectively let customers choose Wentong Company.

[bookmark: _Toc28708_WPSOffice_Level2]3.3 Wentong’s marketing strategy
1) Product 
Like most logistics companies, Wentong still offers traditional logistics services with tools and methods that are more traditional. The main business of Wentong Logistics Company include intra-city express, errands and small piece of international express. They will also accept cross-city orders which the cities are not far away. In addition to these private orders, Wentong also works with a number of small e-commerce websites to provide cheaper services(Wto56kj.com, 2019). These service products are relatively common and do not have a competitive advantage.
The products and services provided by Wentong Logistics Company are basically coincident with those provided by other competitors. It is impossible to distinguish the difference between other competitors and Wentong Logistics Company, which will seriously affect the choice of customers.
Because the quality of the product directly affects the consumer's perception of the brand, planning and designing the product portfolio of Wentong Logistics Company depends on the characteristics of the target consumer group and market competition.
First of all, ordinary express delivery belongs to the main products of the company, so it is necessary to lay a solid foundation to support the development of other products(Forrest, 1998). Ordinary express product market positioning: The product is safe, cheap and convenient, and is the main source of company profits(Liu, 2017). For Wentong, their ordinary express delivery is their intra-city express. They must provide quality service in the intra-city express delivery, the most important thing in the intra-city express is speed. Wentong Company uses cars for long distances, uses motorcycles for short distances, which flexible use of distribution vehicles can provide time convenience for Wentong Logistics(Wto56kj.com, 2019).
Second, some international express delivery business is the profitable product of Wentong. Only after the brand has a great reputation will there be a brand premium function, and then have the opportunity to become a profitable product in the strict sense(Foster, 1992). The ability to profit in the early stages of product development is relatively low. Efficient, professional, safe and fast are the characteristics of these products. With the increasing internationalization, the proportion of international express delivery in each country has gradually increased, and the demand for international express delivery has gradually increased(King, 2005). There are a lot of profits in international express delivery, but it is accompanied by very difficult standard operations. Many companies cannot guarantee the safety and speed of items. Wentong Company has an operational foundation in the international express delivery of small pieces. In order to enhance the image of Wentong Company in the hearts of customers, Wentong Logistics Company must implement uniform standards. At the premise of ensuring the safety and integrity of the goods, the price is lowered and the speed is increased to attract customers.

2) Price 
According to the questionnaire, the average customers choose to use their products because of the price of Wentong Logistics, but the price satisfaction questionnaire shows that Wentong can do more attractively in pricing. Companies must first understand how much they are willing to pay to meet their logistics needs rather than pricing their logistics services first.
First, Pricing for Wentong is currently pricing the cost of the product. The main costs are the cost of the service itself and the cost of transportation(Alan, 2011). In order to reduce prices, Wentong must reduce costs. For example, through efficient distribution, logistics costs are reduced. Enterprises can achieve efficient distribution, reduce the number of transportation, increase the loading rate and rationally arrange the distribution plan, and choose the best means of transportation, thus reducing the distribution cost.
Second, Wentong can pricing according to demand. For different customers, Wentong should adopt flexible pricing to meet its different needs. For example, for customers with large demand, Wentong Company can adopt preferential policies and appropriately reduce prices to facilitate the establishment of long-term cooperative relationships. For seasonal commodities, Wentong can increase the price appropriately during the season and appropriately reduce the price during the off-season(Hertz and Alfredsson, 2003). This method is suitable for customers with large-scale transportation and highly customized services.
Third, Wentong also needs to pricing according to competition. When pricing items, Wentong needs to consider the impact of competitive factors and make customers feel value for money. How much pricing will ultimately be acceptable to customers. If Wentong wants to win business, when it comes to bidding for large customers, it should inquire about the pricing of competitors as much as possible, and then compare its pricing with the pricing of competitors to decide the final. The pricing, so the possibility of winning the bid will increase.

3) Place 
The consumption channels of Wentong Logistics Company mainly include direct sales and agency sales. Among them, direct sales is its main channel, through the direct contact of personnel, direct sales in the business addresses(Industrial Economic Research Institute, 2013). This method is safer and more reliable, but inefficient. Another way is to sell on-site and indirectly through channels such as customer referrals. Recommending Wentong's products and services to their customers or partners through existing customers or partners, this way saves time for the company, allowing companies to have more time to strengthen facilities and equipment. The scope of sales has increased the company's sales to a certain extent, it brings benefits to the company(Oxford Economic Forecasting, 2008). Wentong Company has a single sales channel for a long time, inefficient management and marketing awareness, market segmentation is not in place, and the market positioning is unclear. To solve this problem, Wentong should start to improve from the following aspects.
Broaden the coverage of the marketing network. Because Wentong and some small e-commerce companies have some B2B cooperation, Wentong can rely on the Internet to find potential customers. Wentong can find customer information from the information published by the Internet or some industry organizations, and directly contact the target customers to start sales. Wentong can filter and classify these potential customers' information and record them in the customer database. In this way, the salesperson can obtain more detailed information of the company and the customer to understand what kind of service is more suitable for the customer.

4) Promotion 
If a good company can develop a good promotion strategy, it can increase the customer's goodwill and trust to the company, which will help the company's future development(Albert and Marina, 2008). Wentong Company has invested very little in promotion. Basically, the promotion is only through simple promotions such as flyers.
First of all, brand promotion. Strengthening brand marketing through brand-based differentiated services is a necessary condition for developing business in an environment of fierce competition and overlapping business types among competitors. Wentong Logistics should be unified planning, brand, propaganda, slogan, etc., Meanwhile, Wentong needs to unify planning in Wenzhou even Zhejiang media, which form a stronger shock effect and change the situation of poor communication power of the past company's express image.
Second, using the advantages of the Internet to increase marketing investment. Nowadays, the Internet is becoming more and more popular, and there are more and more publicity channels such as search engines and internet applications. Wentong should keep up with the trend, seizing the opportunity, using the Internet to develop online business and promote their own services. Wentong should make full use of these Internet marketing channels to carry out Internet marketing work. For example, Email advertising. Wentong can use e-mail to send advertisements to target customers, and send Wentong products to the target customers in a timely manner, so that they can keep abreast of the company's dynamics and strengthen their trust in the company.

5) People
Behind a successful company, there must be a large number of staff with excellent quality, excellent ability and outstanding performance(Sojka and Deeter-Schmelz, 2008). Wentong Company is very lacking in professional employees, there is also a lack of standardization in management.
First of all, Wentong logistics company must solve the professional skills of front-line employees. At work, front-line employees need to restrain their emotions and respond to situations in a timely manner. This may require Wentong to make these front-line employees more professional through quality treatment and efficient training.
Second, any activity of the company that lacks the attention of the company's senior management can not be implemented and can not achieve good results. Direct responsibility is the direct constraint on leadership. Leaders should fully coordinate and organize work among the various departments and actively mobilize all staff to participate in marketing.

6) Process
Improve and strictly implement standard operating process. The current bad operation of Wentong is mainly due to the lack of standard processes. During the actual operation, the staff of Wentong Company often did not follow the standard process. During the loading and unloading or transportation process, the goods are often damaged, and there is no remedial measure before the goods is sent to the customer, it lead to customer complaints increasing. In response, the company has required relevant departments to operate in strict accordance with standards and to use customer satisfaction as the main criterion for assessing the performance of this sector(Nijssen and Vermeulen, 2006). The standard operating procedures and requirements of Wentong Company are described in a uniform format, the details are quantified, and key control points are refined and quantified to guide and standardize daily work.

7) Physical Evidence 
The image of a company directly affects the customer's perception of the company's products. The image of the company depends on the corporate culture. The influence of corporate culture on the development of a company is very important. A good culture will promote the healthy development of the company, and gain a place in the fiercely competitive market to provide competitive capital for the company. The focus of corporate culture is to promote the sustained and steady development of the company, and to stabilize the profitability rather than to maximize the short-term benefits(Li, 2012). The content of corporate culture mainly includes core spiritual culture, institutional behavior culture and image culture.
Wentong's business philosophy is to develop into the most valuable logistics solutions provider, quality service as the core and a good customer experience as the company aim. Wentong Company needs to implement its own business philosophy to provide customers that a comfortable environment.

[bookmark: _Toc26087_WPSOffice_Level1]4.0 Recommends
1)Private express delivery companies have gradually occupied a certain share in the domestic express delivery market. However, with the expansion of the size of express delivery companies, consumers are increasingly demanding express delivery services, and customer service is more difficult. If Wentong Logistics Company wants to improve its competitiveness, the level of express service is an important factor in determining the competitiveness of a company. To achieve the level of competitiveness of a high-speed express company, it is necessary to enhance the level of service awareness and service.
2)Wentong needs to reform and innovate the existing chain model, manage and control each network, so that they can truly implement the company's strategy and policies, share resources, and cooperate to develop a system. A professional external corporate image enables the company to achieve greater development.
3)Wentong Logistics Company only actively accelerates the construction of information technology, and uses information technology to improve work efficiency, thereby improving the service level of express delivery, so that enterprises can achieve good development.
[bookmark: _Toc28708_WPSOffice_Level1][bookmark: _Toc323502110]5.0 Conclusion 
Chinese private logistics companies have good opportunities, but they are also accompanied by very fierce competition. The advantages of Wentong Logistics in this competition are not very obvious. 
To achieve good development and maintain competitiveness, Wentong Logistics needs to improve its original company positioning and marketing strategy. Its key points are to improve the company's original business processes, increase training for employees, and in this basis to expand its business scope.
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[bookmark: _Toc17718_WPSOffice_Level1]Appendix 2 – PEST analysis
POLITICAL
1. China has formulated relevant plans for the development of the express delivery industry. For Example,Postal Industry Standardization Development Plan, Development Planning of Express Service in the West Coast Economic Zone,etc.
2. The government has introduced laws on the express delivery market, and legally regulates the express delivery market. For example, The Measures for the Administration of Express Business Licenses, launched on April 3, 2013

ECONOMICAL
With the strong development of Chinese economy and the acceleration of urbanization, the development of e-commerce has enabled enterprises, China's express shipments and parcel shipments to increase rapidly; the popularity of online shopping has accelerated the development of the express delivery industry. Many express companies have seen a multiplication of C2C business volume on the shopping site, B2C business model has also been developed, and the huge express demand from online shopping customers.

SOCIAL
As the government's investment in transportation facilities has increased, the transportation efficiency of the express delivery industry has also increased. The popularity of networking and the development of world trade have enabled the express delivery industry to evolve from a simple object transfer to a delivery model that utilizes resource networks and various transportation tools.

TECHNOLOGICAL 
The development of express delivery companies will depend on their own continuous improvement system, and IT technology is an important tool to maintain the operation of the express delivery system. Most of China's express delivery market is currently introducing foreign IT technology, because compared with developed countries, Chinese IT technology level is not high overall.













[bookmark: _Toc30613_WPSOffice_Level1]Appendix 3 – SWOT analysis
	Strength
Reasonable price and flexible service.
Complete logistics facilities.
Localization advantage.

	Weakness
Insufficient funds and financing are difficult.
Shortage of professional employees, backward management.
Service quality needs to be improved.


	Opportunity 
The development of the e-commerce market.
The national economy is developing rapidly and trade is open.
The improvement of transportation and the rapid development of the logistics industry.
	Threat
Strong background state-owned express pressure.
International express delivery into China.
Private express delivery enterprise market disorder.

























[bookmark: _Toc8257_WPSOffice_Level1]Appendix 4 – Competitors analysis
	Who are the competitors
	What are the competitors advantages

	Intra-city express company
(e.g  Wenzhou Shuangyu Express)

	Informatization
More dependent on network technology
Focus on the service quality of employees

	The company that main business is the international express
(e.g Wenzhou Rui'an International Logistics)
	Lower price
More types of items that can be delivered
To a certain extent, guaranteeing the arrival time and safety of the express.

	Express company in the form of B2B
(e.g  Caocaodao Logistics)

	Using crowdsourcing mode to build B2B express market
Collaborate with multiple types of Business

	Large private express
(e.g SF Express)
	Guaranteeing the next day to arrive within a certain distance of the city,
Direct Selling Branch - More professional staff and management



What is your satisfaction with the service capabilities of Wentong employees?


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.0875	0.1125	0.3875	0.3125	0.1	

What is your satisfaction with if the arrival of Wentong parcels


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.0875	0.175	0.3375	0.3	0.1	

What is your satisfaction with the completeness of the Wentong parcel overpack


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.0625	0.125	0.425	0.2875	0.1	

What is your satisfaction with the results of Wentong deal with parcel damage


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.075	0.1875	0.4125	0.25	0.075	

The reason for choosing Wentong (multiple choice)

high speed	Convenient door to door service	cheap price	Good service attitude	Safety	other	
high speed	Convenient door to door service	cheap price	Good service attitude	Safety	other	
high speed	Convenient door to door service	cheap price	Good service attitude	Safety	other	
high speed	Convenient door to door service	cheap price	Good service attitude	Safety	other	0.1375	0.2625	0.3625	0.3625	0.175	0.1	


What problems have you encountered in using Wentong (multiple choice)

Time delay	Lost delivery items	Damaged goods	Higher than expected price	After-sale treatment is not perfect	other	
Time delay	Lost delivery items	Damaged goods	Higher than expected price	After-sale treatment is not perfect	other	
Time delay	Lost delivery items	Damaged goods	Higher than expected price	After-sale treatment is not perfect	other	
Time delay	Lost delivery items	Damaged goods	Higher than expected price	After-sale treatment is not perfect	other	0.15	0.225	0.35	0.325	0.15	0.1	


Which departments have you complained of (multiple choice)
Customer service	Pickups	delivery man	Clearance department	other	Customer service	Pickups	delivery man	Clearance department	other	Customer service	Pickups	delivery man	Clearance department	other	0.225	0.2375	0.6	0.225	0.0875	


What is your satisfaction with the overall Wentong's service


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.1	0.1875	0.4625	0.1875	0.0625	

Your age

15-25	26-35	36-45	45or more	0.3375	0.3	0.25	0.1125	

Your Job

Professionals doctors, lawyers..	Freelance, private business owner, self-employed	Senior management	Mechanic	Education teacher, professor	Student	Unemployed, retired	Clerk	Common white-collar workers	Middle management	Government officials	Housewife	Other	0.0625	0.125	0.125	0.0625	0.125	0.225	0.0125	0.0625	0.05	0.05	0.0375	0.05	0.0125	

What kind of Wentong' service you normally use

Ordinary express	Special express	intra-city express	International express	0.225	0.2	0.5	0.075	

What is your satisfaction with the speed of pickup and delivery of the Wentong


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.1125	0.2	0.375	0.275	0.0375	

What is your satisfaction with the safety and reliability of Wentong


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.075	0.25	0.325	0.2375	0.1125	

What is your satisfaction with the price of Wentong


Very dissatisfied	Not satisfied	general	satisfied	very satisfied	0.0875	0.15	0.3625	0.275	0.125	
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