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1. [bookmark: _Toc107161065]Executive Summary
Bee Flower is a daily necessities company located in Shanghai, China, established in 1985. It is a shampoo and conditioner manufacturer integrating research and production. In terms of price and quality, Bee Flower is cheap and of excellent quality. However, at present, hair care products have ushered in a high-end consumption trend, and low prices cannot bring huge sales. The brand positioning of Bee Flower is to be a popular and inclusive hair care product. By reducing advertising and marketing costs and continuously improving production efficiency, it can alleviate the pressure of rising raw materials, packaging materials, labour, electricity and transportation costs, so that it can maintain a low-price level while ensuring product quality. In short, it uses a cost-effective strategy. However, consumers do not seem to buy it. In order to maintain the concept of serving users, Bee Flower has invested less in advertising. This also leads to many young users unable to understand the comprehensive products of Bee Flower company. Only rely on the public praise of old users and outdated packaging. This cannot help Bee Flower get young and high-end new users. Therefore, problems such as outdated packaging, untimely product updates, and inadequate marketing led many people not to understand his product, and even thought it was on the verge of bankruptcy. At the same time, the traditional concept of "cheap but not good" also makes consumers shy away from the hair care products of Bee flower.
Therefore, according to the current situation of Bee Flower, two suggestions are put forward: It should set prices according to market positioning and adopt a value-for-money strategy for different market positioning and use integrated marketing to maintain the marketing effect and establish a complete marketing system.
2. [bookmark: _Toc107161066]Introduction
Bee Flower is a daily necessities company located in Shanghai, China, founded in 1985. The founder of Bee Flower is Gu Jinwen. Bee Flower is a manufacturer of shampoos and conditioners with development and production. The company has strong technical strength and production scale, and its “Bee flower” brand shampoo and conditioner were the first shampoo and conditioner products to be popular in the Chinese market. Since 1989, the company and its products have received more than 40 awards, since 2004, the Bee Flower trademark has been awarded the Shanghai Famous Trademark.
According to our previous analysis, the problems of Bee Flower marketing right now are as followed:
1. low prices cannot bring huge sales.
2. invest less in advertising.
3. outdated packaging
4. proliferation of fake products

3. [bookmark: _Toc107161067]Evaluation of P&G’s marketing activity
1) The concept and definition of marketing
“Marketing is to establish, maintain and consolidate the relationship with consumers and other participants through mutual exchange and commitment under a kind of interest, so as to achieve the objectives of all parties” (Gronros, 1990). And according to AMA（American Marketing Association）, marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. (Approved July 2013) 
Marketing is not only a function, but also an activity, process and system that an organization creates, communicates, disseminates and transmits customer value for the benefit of itself and stakeholders, and brings economic value to customers, customers, partners and the whole society. 
And marketing strategy is a process in which an enterprise takes customer needs as the starting point, obtains information about customer demand and purchasing power, and business expectations according to experience, organizes various business activities in a planned way, and provides customers with satisfactory goods and services through mutually coordinated product strategy, price strategy, channel strategy and sales promotion strategy.
Bee Flower implements a reasonable combination of packaging and raw materials (cost), and uses appropriate publicity channels to promote products, so as to control costs and "spend every penny on consumers". At the same time, efforts should be made to develop new products with multiple functional demands to meet the needs of consumers with various hair care requirements.
2) The macro and micro marketing environment of the organisation
Macroenvironment:

Political factors: 
Since the implementation of reform and opening up in China, earth shaking changes have taken place in both the political and economic environment, and the living standards of consumers are also rising day by day. The overall economy is still in the transition period from government led to market led. For a long time, the government's decisions will still play a decisive role in the development of the market economy. Judging from the current situation, the Chinese market has a good political environment, which is reflected in the following aspects:
(1) Enterprises have gradually become the main body of the market, especially after China's accession to the WTO, which has further improved the openness of China's economy.
(2) The central government has provided a loose and stable platform for economic development, ensured the rapid and stable economic development, and created a good investment environment for investors.
(3) Through the national macro-control, the trend of economic overheating in previous years is slowing down. The previous strategy of stimulating economic growth at the cost of consuming resources has been changed to the current strategy of sustainable development. China's world competitiveness is also improving year by year, and the upward momentum remains good.
At present, due to the impact of COVID-19 and China's epidemic prevention policy, many factory managers and workers are unable to work normally, which affects the normal production of factories. 

Economic factors:
According to the data released by the National Bureau of statistics on the 17th, China's gross domestic product (GDP) in 2021 was 114367 billion yuan, an increase of 8.1% over the previous year at constant prices, and an average increase of 5.1% in the two years. China's GDP exceeded 110 trillion yuan for the first time, exceeding 100 trillion yuan for two consecutive years.
In 2021, China's total retail sales of consumer goods exceeded 40 trillion yuan, an increase of 12.5% over the previous year; The scale of investment in fixed assets exceeded 50trillion yuan, up 4.9 percent. The contribution rate of domestic demand to economic growth reached 79.1%, an increase of 4.4 percentage points over the previous year. Economic growth is mainly driven by domestic demand.
From the perspective of the relative changes in the growth rate of residents' disposable income and consumption expenditure, the growth rate of residents' overall income continues to be higher than that of consumption, and their consumption capacity is still strong. As the consumption scenario continues to be repaired, it is expected that the boost of employment and income to consumption will be released slowly, and the growth rate of consumption will further pick up. The growth rate in a single month may be close to the level before the COVID-19.
However，affected by the COVID-19, the production difficulty of the shampoo industry has increased greatly. It is mainly due to the shortage of upstream materials and enterprises' employment, and the price of raw materials in the shampoo industry is facing a rise. However, the marketing price of shampoo products tends to decline due to the decrease of market orders and other reasons.
It can be seen that the COVID-19 is extremely unfavourable to the development of the shampoo industry. The shampoo industry is facing the severe challenges of increased production costs and sluggish market. The COVID-19 has had a very large adverse impact on both shampoo enterprises and market veterans. The confidence of practitioners in all links of the industry chain has been seriously affected, mainly reflected in the reduction of market orders and the rise of production and operation costs. The impact on operators in the shampoo industry is mainly concentrated in the reduction of market orders and the inability of managers to work normally.

Socio-cultural factors
At present, consumers in the toiletries industry have gradually changed from verbal consumption to rational consumption. At the initial stage of the development of the toiletries industry, enterprises took advantage of consumers' lack of knowledge about the product and the loopholes in China's laws and policies to mislead consumers by means of false publicity and other means to obtain high profits. With the improvement of the quality of the whole people and the level of knowledge and culture in China, this phenomenon is gradually decreasing. When consumers choose products, they not only decide to buy products through enterprise publicity, what’s more, we should have a comprehensive understanding of product functions and use effects to determine the purchase of products. Therefore, in the process of competition with foreign daily chemical enterprises, it may be feasible in the short term to emphasize national brands and arouse consumers' desire to buy through their patriotism, but if the product quality research and development level is not up to standard and the brand management is insufficient, it is difficult to gain a foothold in the market. 

Technological factors
In recent years, Bee flower, which first advocated the concept of "separation of washing and care", has developed new products such as plant essence, cream, protein vitamin conditioner in combination with market demand. After successfully developing the two in one anti dandruff shampoo, Bee Flower has launched the third generation of plant essence shampoo and conditioner to the market. At present, Bee Flower has withdrawn from the multi variety and multi-function series products.

Microenvironment:

Customers
Consumers' decisions are influenced by personal characteristics, such as the buyer's age, family composition, occupation, economic status, lifestyle and personality, self-concept and other factors.
At this stage, Bee Flower consumers have spread to the working class, white-collar workers, middle and high-income groups and other social strata. However, because the price of Bee Flower products has always been lower among similar products, its main consumers are still concentrated in middle-aged and elderly customers and low - and middle-income families. In addition, as similar domestic and foreign brands such as P & G entered the Chinese market and occupied most of the Chinese market share in just a few years, the tradition of “low cost and low price” and “simplicity first” that Bee Flower has always adhered to has also been threatened, and customers have been diverted to medium and high-end domestic and foreign product markets. At the same time, some of the original consumers, after seeing other similar products with more exquisite packaging than Bee flower, would feel that Bee Flower products are outdated, so they turned to buy other products with exquisite packaging. The bottle has a single shape and simple outer packaging. This is fatal in the marketing of products. Therefore, Bee Flower should do enough on the outer packaging of the product.


3) Target market(s): 
At present, the consumers of Bee Flower hair conditioner are middle-aged and elderly people and low-income families in second tier cities in China, because its price is suitable for this class of consumers.
Geographical segmentation: Bee Flower hair conditioner is a product of Shanghai Huayin daily necessities Co., Ltd., and its share in Shanghai hair care market cannot be underestimated. This consumption trend also affects the surrounding areas of Shanghai, such as Jiangsu, Zhejiang and Shanghai; In addition, Bee Flower hair conditioner can also be seen in second tier cities in China. Therefore, it has become the best choice for a considerable number of people in second tier cities.
Demographic breakdown: most low - and middle-income Shanghai citizens and old Shanghainese are loyal to using Bee Flower hair conditioner. At present, the loyal users of Bee Flower hair conditioner are middle-aged and elderly people and some low - and middle-income people.
Gender segmentation: the users of Bee Flower hair conditioner are mostly women. Because women love beauty, they pay more attention to the care and maintenance of hair.
Revenue segmentation: most users are low-income people and a few high-income customers.
The market of Bee Flower hair conditioner is targeted at the middle and low-income families in China's first and second tier cities, but its potential market is targeted at all hair care product consumers in China's first and second tier cities or more backward cities. Its goal is to produce products suitable for consumers of all income classes and ages, and to meet the needs of various consumers. And for different consumers and launch different products and services, as well as product introduction and differentiated marketing strategies.
Consumers' buying behaviour will be affected by two factors, one is cultural factors, the other is social class factors.
Cultural factors:
At present, domestic consumers of hair care products can be roughly divided into two categories due to the differences in cultural influence. One category is more conservative consumers who believe in quality first. These people are mainly included in the older and slightly lower income groups. They are more conservative and believe that only the old brands are trustworthy; The other is young people in the general sense and white-collar workers with higher wages. These people are loyal to big brands pursuing internationalization, brand trends and bright packaging, but they do not pay much attention to the quality and cost performance of products. However, their awareness of paying attention to the cost performance of products has changed significantly in recent years.
Therefore, the main market of Bee Flower hair conditioner series products is still fixed in the older consumer groups, and makes every effort to occupy a certain proportion of the market share in the young people, so as to lay an unshakable foundation for Bee Flower products in the next 20-40 years.
Social class factors:
The main consumers of Bee Flower conditioner are the middle-aged and the elderly. In fact, the influence of such consumers is not large, but their purchasing power is very stable. However, the consumers are still in the middle and low classes. Therefore, with the development of social culture and the increase of consumers' age, there will be a large gap among the main consumers of "bee flower" products. Therefore, the market of middle and low-income young people will become the potential target market of Bee Flower series products, and will become its main market and the source of main profits.

4) Marketing Mix
Marketing mix is defined as the “set of marketing tools that company uses to pursue its marketing objectives in the target market”. Marketing mix – 4 Ps, consists of Product, Promotion, Price, Place.

Product
Bee Flower hair conditioner has successively launched hair care products:
Bee Flower silk peptide essence nutritious hair conditioner, Bee Flower  aloe essence nutritious hair conditioner, Bee Flower moisturizing hair conditioner, Bee Flower herbal essence series hair conditioner, Bee Flower dandruff removing and nourishing hair conditioner, Bee Flower deep moisturizing hair conditioner, Bee Flower soft hair conditioner, Bee Flower plant essence hair conditioner, Bee Flower polygonum multiflorum hair conditioner, Bee Flower hair dyeing and repairing hair conditioner. Its products firmly occupy the position of dandruff removing and nourishing hair Moisturize hair and other market segments.
Nowadays, due to the rapid social development, more and more people suffer from hair loss and unhealthy scalp. In 2021, there will be more than 250million people suffering from hair loss. Bee Flower can help customers improve their product technology and solve these problems.
The old packaging of Bee Flower has been used for 36 years, and it is already out of date in this era that needs fashion elements. Therefore, Bee Flower can be replaced with a new packaging to attract customers' attention.

Promotion
Nowadays, international brand advertising is overwhelming, and Bee Flower rarely appears in TV advertisements. As the saying goes: the wool comes from the sheep, and the advertising fee must be passed on to the users. The Bee Flower is highly known in China, and almost all of it depends on the oral communication of consumers. However, in recent years, Bee Flower has begun to appear on TV, and it is only on various channels of CCTV. However, from the monotonous advertising and non-novel content, it can be seen that the low investment of Bee Flower in advertising actually follows its previous practice of making profits to consumers, saving a large part of huge advertising expenses.
Bee Flower will also take some preferential activities, such as buying large bottles, giving small bottles, giving small samples, etc., in order to get more customers and make them know Bee flower.

Price
According to the price of products, Bee Flower divides the products into low-end and high-end to meet the needs of different users. The price of products generally purchased by low-income people is 10-30 yuan, and products above 30 yuan are suitable for middle and high-income people.
The average price of medium-grade Bee Flower products is 2 yuan per 100ml, while the average price of traditional low-grade products is no more than 1.5 yuan per 100ml. The average gross profit margin of the product is 15%, and the price is more than 60% lower than that of foreign brands with a gross profit margin of at least 40%.

Place
Bee Flower has promoted its products to major retail stores and hypermarkets all over the country. At the same time, it also sells directly online.

5) Selection of media:
Bee Flower has opened flagship stores for sales on e-commerce platforms such as Taobao, Jingdong and Pinduoduo. It also uses new social media software, such as TikTok, to broadcast live, which can let more Chinese consumers know about Bee Flower products. So the key channels of marketing are television, internet.

6) Measuring success: 
In terms of price and quality, Bee Flower is cheap and of excellent quality. However, at present, hair care products have ushered in a high-end consumption trend, and low prices cannot bring huge sales. The brand positioning of Bee Flower is to be a popular and inclusive hair care product. By reducing advertising and marketing costs and continuously improving production efficiency, it can alleviate the pressure of rising raw materials, packaging materials, labour, electricity and transportation costs, so that it can maintain a low-price level while ensuring product quality. In short, it uses a cost-effective strategy. However, consumers do not seem to buy it. 
In order to maintain the concept of serving users, Bee Flower has invested less in advertising. This also leads to many young users unable to understand the comprehensive products of Bee Flower company. Only rely on the public praise of old users and outdated packaging. This cannot help Bee Flower get young and high-end new users. Therefore, problems such as outdated packaging, untimely product updates, and inadequate marketing led many people not to understand his product, and even thought it was on the verge of bankruptcy. At the same time, the traditional concept of "cheap but not good" also makes consumers shy away from the hair care products of Bee flower. Unfortunately, because of the low price of raw materials and the relatively low production cost, the hair care products of Bee Flower are also prone to the proliferation of fake products, which further affects its reputation and sales. Therefore, in general, the "cost-effective" strategy did not bring satisfactory sales to Bee flower.
4. [bookmark: _Toc107161068]Conclusion
Bee flower's products are of low price and excellent quality. It relieves the pressure of rising raw materials, packaging materials, labour, electricity and transportation costs by reducing advertising and marketing costs and continuously improving production efficiency. However, it also leads to problems such as outdated product packaging, untimely product updates and inadequate marketing, which makes many people not understand its products.
5. [bookmark: _Toc107161069]Recommendations 
1）Set prices according to market positioning and adopt a value-for-money strategy for different market positioning.
Bee Flower should develop a differentiated product pricing strategy. At this stage, Bee Flower needs to improve its strength in manufacturing, quality and quality control. On this basis, the development of fashionable and personalized routes can be expanded.
2）Use integrated marketing to maintain the marketing effect and establish a complete marketing system.
Brand communication is divided into three stages, namely brand warm-up period, brand promotion period, and brand maintenance period.
As a company in Shanghai, China, Bee Flower faced huge difficulties in production and sales during the Shanghai lock-down last month. The news of the company's closure led to a "buying frenzy" among Chinese consumers to support the company in order to keep the traditional Chinese company from closing down. In this context, the brand has completed the first two communication phases and has entered the maintenance phase of the brand. Based on the existing marketing results, a systematic brand communication programme was used to maintain the buzz and prepare for the next peak of buzz. Brands should therefore integrate the time spent on the campaign with product packaging, advertising and promotions. By creating more touchpoints around hot events and forming a contact system, and by constantly hinting at or reminding the public, it will increase public engagement, thus enhancing customer stickiness and building brand loyalty. At the same time, the quality of the brand itself must be good. In the heat of the marketing campaign, people are unconditionally supportive, and even if there are flaws in the product at this time, they may still be driven by emotion and convince themselves to forgive. But in the long run, once the fervour has passed, people will use rational thinking to weigh up the quality of the brand's products. The brand image will be shaped by the continuous improvement of the quality of its own brand black and the continuous launch of quality products.
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