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[bookmark: _Toc40479622]Executive Summary 

In summary, this report has made a series of analyses on the development of MINISO in the Chinese market, and put forward a set of marketing plans and implementation plans in order to promote the long-term development of MINISO in the Chinese　market.
· Strategy
For 18-35year olds living in first-tier cities, attach importance to product cost performance and adhere to the market positioning of high quality and low price．
· Implementation
１）Provide diversified and high-quality products
２）Reduce costs
３）Shorten channel + network management model
４）Value WeChat public account
５）Adopt uniform standards
· Control
１）Consumers experience reviews
２）Reporting
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1.0 [bookmark: _Toc39859582][bookmark: _Toc40479623]Introduction
In the past four or five years, MINISO has become popular in China's major cities. In busy areas, such as pedestrian streets or large shopping malls, the Japanese leisure brand "MINISO" will come into your sight. These stores are full of people. They advocate the concept of quality life, and uphold the brand spirit of "respect consumers", so as to provide consumers with truly "high quality, creative and low price" products (Huilin, 2018). Some of the products, especially the digital products and cosmetics, are warmly sought after by everyone. The phenomenon of supply shortage often occurs in chain stores all over the world. In the most difficult years of the brick-and-mortar retail industry, the famous and excellent products successfully broke through the dilemma of e-commerce and weak international consumption.
This report makes a marketing plan and practice of MINISO from the perspective of a manager. First, the company background is briefly introduced, and its internal and external marketing environment is analysed through the SWOT model and the PEST model. Secondly, clarify the marketing objectives, analyse the marketing strategy that MINISO should adopt in China from three aspects: market segmentation, target market and market positioning; based on the marketing strategy, the 4P marketing theory is used to propose marketing mix recommendations and explain the specific implementation measures, And control and evaluate the possible results. I hope this report will help MINISO in the Chinese market.
[bookmark: _Toc39859583][bookmark: _Toc40479624]2.0 Analysis of MINSO
[bookmark: _Toc39859587][bookmark: _Toc40479625]2.1 Background of organisation
MINISO was founded in 2013 as a joint venture between China and Japan, with Chinese entrepreneur Ye Guofu as co-founder and CEO and Japanese designer Shunya miyake as co-founder and chief designer. MINISO advocating "fashion leisure life is superior consumption", pursues the "simple, natural, rich texture" brand philosophy, to create "regression since however, reduction product nature" brand, advocating "bang for the buck, superior life" new consumer advocates, is committed to "the world's consumers with lower prices, buy more high-quality products". Its products include creative home furnishing, department stores, health and beauty, fashion accessories, several sizes of accessories, food lines and seasonal products. Most of the products are priced between 10 yuan and 29 yuan, and are favored by mainstream consumers, such as professionals aged between 18 and 35. MINISO started in Tokyo, Japan, and actively explored the international market. By 2018, it has more than 3,500 stores in the world, with business revenue reaching 17 billion yuan and global staff exceeding 30,000 (Weiyi, 2018).
[bookmark: _Toc39859588]In 2013, the guangzhou consortium brought MINISO to China and set up its headquarters in guangzhou. In September of the same year, MINISO's "China no.1 store" was officially opened in guangzhou, and within a short period of time, MINISO has set up chain stores in guangzhou, shenzhen, Shanghai, Beijing and other cities, as far as Inner Mongolia, jilin, shenyang and other places, successfully opening the door for MINISO to enter the Chinese market.
[bookmark: _Toc40479626]2.2 Situational analysis
[bookmark: _Toc40479627]2.2.1 SWOT
SWOT analysis is based on the internal and external competitive environment and situation analysis under competitive conditions, which is to list out various major internal advantages, disadvantages and external opportunities and threats that are closely related to the research object (McDonald, 2011). A SWOT cannot be completed before the full environmental analysis has been done.
· Strengths
Brand advantage
MNISO is a brand from Japan. The designer is Japanese and has a unique design concept and style. Chinese people are more trusting in foreign products, they cannot go to Japan to shop in person, and experience buying Japanese products at their doorstep. The brand advantage is reflected.
Small profits but quick turnover
MINISO is positioned as a fast consumable, and the return of funds is fast. Consumables value the price and the convenience of purchase. The unit price is not high but the number of purchases is frequent. The low price saves frequent promotional costs, which means saving more money. Stable prices also increase the predictability of sales and reduce the possibility of out-of-stock and backlogs. From a long-term perspective, overall profits cannot be underestimated.
Cost-effective product
MINISO supplies directly from the manufacturer to the store, eliminating the intermediate links of agents and distributors in the traditional model, saving costs, avoiding malicious price increases by middlemen, and creating conditions for low-cost sales (Federico, 2019). In the competition in the same industry, the product quality is the same, the production cost is reduced, and the selling price is reduced, which means that the price of the product is increased and it can attract more consumers.
· Weaknesses
90% of products are produced by foundries
Most products are manufactured by OEMs in other countries instead of Japan. OEM packaging is not correct in Japanese, which will make consumers mistaken for fake products and affect consumers ’purchasing experience and brand loyalty. 
Low prices easily cause consumers to doubt the quality of products
Most consumers are convinced of the traditional thinking of "a penny for a penny". Low prices can easily make consumers doubt the quality of products.
· Opportunities
Economic globalization is conducive to the integration of global resources
In the context of economic globalization, MINISO exports Japanese designs to the world, seamlessly connecting with global procurement strategies. It can select suppliers on a global scale and sell its products to all parts of the world through various channels. Integrating global resources is conducive to improving product quality and saving production costs.
People's needs are increasing and diversified
With the economic development, people's living standards have improved, and the demand for daily necessities is increasing. Especially for young people in first-tier cities, the increased spending power will increase the money spent on daily necessities.
· Threats
Easy to be copied
Most of them are mainly daily necessities. The product has a low technological content, is easy to be imitated and copied, and lacks irreplaceability
Intense market competition
There are many retail companies of the same type. If the price advantage cannot be maintained, the market share and competitive advantage cannot be guaranteed. Once the market is saturated, the demand cannot be more, the attractiveness to consumers is not enough, the customer source is unstable, and the profit will be reduced.
[bookmark: _Toc40479628]2.2.2 PEST
PEST is a macro-environmental analysis model of an enterprise, that is, politics, economy, society, and technology. These are the external environment of an enterprise and are generally not controlled by the enterprise (Adriana & Monica, 2008). Through this model, you can understand the macro environment of the enterprise.
· Political
①China's political structure is stable and political risks are low
②Actively implementing various policies of regional differentiation
③Actively attracts foreign brands
· Economic
①China's GDP is developing rapidly, and its future prospects are broad
②Increase in house rent and labour costs
③As people's income increasing, disposable income increases
④Rapid urbanization and the increase in the population of first-tier cities means increased consumer demand
· Social
①The quality of Japanese household goods is recognized by the Chinese
②Low-priced products are more attractive to consumers
· Technological
①With the development of science and technology, there are more and more kinds and functions of general merchandise
②Department stores goods are increasingly demanding of technology
[bookmark: _Toc39859586][bookmark: _Toc40479629]3.0 Objectives
[bookmark: _Toc40479630]3.1 Sell – customer acquisition 
MINISO mainly sells commodities for daily necessities, and consumers repurchase more frequently. Formulate a reasonable marketing strategy to ensure that consumers can buy high-quality products at a lower price, and continue to buy repeatedly. 
[bookmark: _Toc40479631]3.2 Serve – Customer satisfaction
Improve consumer satisfaction through both products and services. From a product perspective, provide a full range of products, from daily necessities to kitchen utensils, stationery and even small household appliances, to meet the diverse needs of consumers; to ensure product quality, uphold the "quality" purpose. From a service perspective, it is mainly the service attitude of the store staff, patiently answering questions, keeping the store clean and so on. Doing both well is conducive to improving customer satisfaction and loyalty.
[bookmark: _Toc40479632]3.3 Speak – Engaging customers 
Learn to speak on social media platforms and do a good job in brand marketing: promote brand concepts and timely release store activities to allow consumers to better understand the brand. At the same time, the social media platform can also serve as a link between the brand and consumers. By increasing consumer engagement, timely understanding of customers' opinions and suggestions and improving deficiencies, it is conducive to maintaining a good relationship with customers and increasing brand loyalty.
[bookmark: _Toc40479633]3.4 Save – Cost effective
Stick to cost savings. Because the core competitiveness of MINISO is low prices, in order to achieve low prices, you must control the cost of expenditure. Some reasonable measures should be put forward to reduce the production cost of the product and ensure its attractive advantage of "low price, high quality".
[bookmark: _Toc39859589][bookmark: _Toc40479634]4.0 Strategy
[bookmark: _Toc40479635]4.1 Segments
According to geographical factors, the potential consumer groups of MINISO are divided into two parts: first-tier cities (municipalities or regional central cities or capital cities in eastern economically developed regions and coastal open cities). These regions have a large population density and a large middle class There are a large number of people and young people; secondary cities (capital cities in the central and eastern regions or coastal cities or prefecture-level cities in more economically developed regions), these regions have a large population density and moderate consumption levels.         
 According to demographic factors, the potential consumer groups of MINISO are divided into: young people aged 17-24, that is, students in the school, white-collar workers who have recently joined the job; young people aged 24-35, that is, middle-income and middle-income of white-collar workers or management. According to psychological factors, the potential consumer groups of MINISO are: high-end luxury type, enjoy high-end products, express and convey their own position, identity and taste with the help of luxury consumption; economic type, pay attention to cost performance, and yearn for high-quality life, Love fashion and outstanding personality.
[bookmark: _Toc40479636]4.2 Target markets
MINISO mainly provides fast-selling, high-cost fashion products for consumers aged 17-35. After opening the market and reputation in densely populated first-tier cities, it radiates to second-tier cities, focusing on people who value price-performance and love fashion.
[bookmark: _Toc40479637]4.3 Positioning
In China's daily grocery retail market, most prices are either high, low cost performance, or low price, and poor quality. MINISO insists on producing and selling high-quality products, which is a major advantage for loyal consumers (Guangyu, 2018). At the same time, the low price positioning is also MINISO's competitive advantage, consumers can buy high-quality products at low prices. Formulating a position that meets the needs of consumers will help to stand out in a fiercely competitive market (Porter, 2004).
[bookmark: _Toc39859590][bookmark: _Toc40479638]5.0 Tactics– the marketing mix
Marketing mix is an important part of an enterprise ’s marketing strategy, it refers to the integration of corporate controllable marketing tools into a holistic activity (Teller,, et al., 2018). American professor Eugene McCarthy summarized the content of the marketing mix as "4P" in 1964. Philip Kotler confirmed that 4Ps are at the heart of the marketing mix approach (Kotler, 1967). The "4P" theory believes that there are two factors that affect the operation of an enterprise, namely controllable factors and uncontrollable factors (Kotler & Armstrong, 2013). The controllable factors refer to internal environmental factors such as Product, Price, Distribution, and Promotion, while the uncontrollable factors refer to externalities such as politics, law, economy, humanities, and geography that enterprises face Environment, the marketing activities of an enterprise are the process of adapting external controllable factors by continuously adjusting internal controllable factors, that is, the process of continuously adapting to external uncontrollable factors through the planning, implementation and combination of products, prices, distribution and promotion to meet the needs of the target customers and achieve the company's marketing goals (Stern, P & Doyle, P, 2006)
Product
Should adhere to their own design style and produce high-quality products. MINISO's chief designer Miyake also graduated from the "Japanese Culture and Fashion Academy", a world-renowned fashion palace. His design style is famous for simplicity, nature and rich texture. MINISO should maintain the product design concept of returning to nature and restoring the essence of life, and use it as the highlight of marketing. Focus on consumer demand, analyse the advantages of hot-selling products in the market, and continue to introduce new products. Adhere to the production and sale of cost-effective products.
Price
Should adhere to the "cost leadership" route. In the context of "low cost, low price, low profit" in the retail industry, MINISO should start with low cost and create a "high quality and low price" price strategy. The target consumer groups of MINSO are mostly concentrated in the young groups of 17-35 years old or even the millennials. These people have a limited price bearing range and pay attention to the cost performance of the products, so it is not appropriate to adopt a high price strategy. To ensure a certain profit, it is necessary to add a sales volume growth strategy in marketing, implement a small profit but quick sales model, and expand the stores to achieve large-scale economic benefits.
Place
By shortening the channel to avoid cost price appreciation. The traditional retail industry mostly adopts the long-channel sales model (Greenley, et al., 2004). Most products are sold through manufacturers-agents-wholesalers-retailers at higher prices. In this long-channel sales model, MINISO retails through short channels, and the products are directly from the factory. To the store, the factory-store direct mode is adopted, which directly connects with external suppliers and cuts off all intermediate links, which not only reduces the product cost, but also reduces the loss rate of the goods, so that the price of the goods returns to the lowest.
Promotion
Pay attention to social media marketing. New media marketing interactions are widely popular among young people. At the same time, they have the advantage of "time and location" for physical retail stores, because physical stores are closer to consumers, users have higher trust, and the topics they spread are more easily accepted. MINSIO should use social media platforms to quickly accumulate fans, pay attention to the promotion of brand awareness, and strengthen the connection between consumers and brands by regularly pushing text or interacting with customers to enhance consumer loyalty.
[bookmark: _Toc40479639]6.0 Implementation
· Provide diversified and high-quality products
The product category of MINISO includes all aspects of daily life. Any product has a high cost performance no matter from the aspect of appearance, quality or practicability. It should continue to keep the frequency of new products every seven days. On the one hand, we should increase the freshness of consumption, on the other hand, we should adjust the product line at any time, so as to increase the satisfaction of consumers, so that consumers can buy all the daily necessities in one store and save customers' time and energy. At the same time, strictly control the selection of suppliers, send people into the factory for on-site tracking and management of production links, and strengthen the control of raw materials and product quality in the production process to ensure product quality.
· Reduce costs
The first is scale. MINISO implements large-scale procurement, so as to obtain an advantageous position in procurement negotiations, achieve volume-based pricing, and reduce procurement costs. Secondly, the operation and management of the enterprise is completely simplified, and the products go directly from the factory to the store, reducing many unnecessary intermediate links and greatly reducing the cost of circulation. Finally, build a strong logistics system as a support. MINISO has a logistics centre in each province. The products do not go through any distribution level. The logistics centre delivers goods quickly to ensure efficient operation. And because the products it sells are all explosive, it greatly reduces product inventory and minimize inventory costs.
· Shorten channel + network management model
Shorten channels and reduce costs while introducing a networked management model. Taking advantage of the "Internet +" feature, all chain stores adopt the "small front desk and large back office" mode of operation. The front desk is engaged in store operations, and the back office supports the normal operation of each store from various links such as market research, product development and design, inventory control, brand marketing, logistics and distribution. Integrate Internet tools into all aspects of store management, commodity circulation management, and customer management, and integrate all resources to maximize overall effectiveness. The overall linkage of global chain stores through the Internet, combined with integrated data analysis, truly opened up the entire process from production to sales, and achieved the greatest degree of intensive and standardized.
· Value WeChat public account
WeChat is one of the most popular social platforms in China. WeChat marketing is a business or personal marketing model in the era of the Internet economy. Users subscribe to the information they need. Merchants provide the information the users need and promote their products to achieve B2C marketing (Zhao, et al., 2017). By allowing consumers to follow and subscribe to the WeChat push to quickly spread propaganda, while accumulating fan traffic. Pay attention to user experience and interaction, a good idea can attract more users' attention, and can also have a higher access rate. For example, customers can design their favourite products on WeChat public account, private custom styles and colours, etc., and pick them up in offline physical stores. Increasing the personalized interaction of enterprises can narrow the relationship between brands and users and enhance the user experience.
· Adopt uniform standards
The first is the standardization of pricing, which should adopt national unified pricing, which can effectively prevent malicious increases in the prices of individual stores, and also help MINISO to establish a unified national company image and product image, and it is conducive to the company's price management and marketing management. Second is the standardization of services, professional training of staff to ensure that customers enjoy the same services in each store, provide stable service quality, and improve customer brand loyalty.
[bookmark: _Toc40479640][bookmark: _Hlk40480596]7.0 Control
[bookmark: _Toc40479641]7.1 Consumers experience reviews
Through consumer feedback, the effect of strategy implementation can be seen most intuitively. Design an electronic version of the questionnaire, the question is controlled at 3-5 questions, mainly to survey customers' opinions on the quality and price of MINISO products, and paste the QR code of the questionnaire in a prominent location of the store, such as the cash register, Customer's corresponding rewards, such as vouchers. The electronic questionnaire is convenient and fast. It can efficiently collect customer opinions and timely control and adjust marketing strategies.
[bookmark: _Toc40479642]7.2 Reporting
Each store reports the sales performance of the products on time, summarizes by region, finds the products with the highest sales volume, analyses the reasons for its large sales, and draws on experience to prepare for future product development. At the same time, it also finds products with poor sales, analyses the reasons for their low acceptance, and reduces or stops production in time. The company's back office should integrate WeChat data in a timely manner, clearly grasp the number of fans and interaction, and strive to push high-quality articles to attract more consumers' attention.
[bookmark: _Toc40479643]8.0 Conclusion
This article uses the PEST model to analyse the macro environment in which MINISO is located, and uses the SWOT model to analyse the internal advantages and disadvantages of MINISO, as well as external opportunities and threats. Fully understand the marketing strategy of MINISO, and use STP theory to determine the target group and product positioning of "low price and high quality" for young people aged 18-35. Based on the above analysis, the new marketing mix was elaborated with the help of 4Ps theory, and specific implementation measures were proposed: Provide diversified and high-quality products, Reduce costs, Shorten channel + network management model, Value WeChat public account and Adopt uniform standards. And use Consumers experience reviews and reporting as control methods to ensure the results of strategy implementation. In summary, this report has made a series of analyses on the development of MINISO in the Chinese market, and put forward a set of marketing plans and implementation plans in order to promote the long-term development of MINISO in the Chinese market.
· Provide diversified and high-quality products
· Reduce costs
· Shorten channel + network management model
· Value WeChat public account
· Adopt uniform standards
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