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Future Developments of Foshan Haitian Flavoring & Food Co.Ltd in the Field of Marketing
[bookmark: _Toc122108365]1. Introduction
After China's accession to the WTO, with the globalization of the economy, internationalization of business has become a necessary path for the development of enterprises (Kaynak, 2014). According to Tainter et al. (2001), the spice industry is a traditional food industry that has an impact on all facets of the trade. The condiment industry is a historic food industry, and businesses in this sector are just beginning to internationalise. Businesses in this sector are just beginning to go global, and they mostly depend on the state of the economy to export their goods. In terms of business and marketing capacities, the industry and the multinational food companies are very different. Foreign food giants are entering China as a result of the country's opening its doors in order to support the expansion of the Chinese market.
The need for condiments is growing along with the development in people's living circumstances. China's soy sauce market has expanded concurrently. According to China Food News (2016), Haitian must compete against high-end condiments like Li Lee Kum Kee and Master as well as mid-range condiments like Jammy Chai, Meiweixian, and Knorr. This report takes Haitian Flavor Industry as the research object, starts from the current situation of enterprise marketing, summarizes the problems in marketing communication, finds opportunities and risks, outlines its future development (marketing plan), and proposes countermeasures against the problems of integrated marketing communication on the basis of fully grasping marketing communication and related theories.
[bookmark: _Toc122108366]2. Evaluation of marketing activities
[bookmark: _Toc122108367]2.1. Introduction to Haitian
In mainland China, Haitian is the most popular brand of sauce (Ong, 2020). It is a business that produces and markets professional condiments, and it has marketed its products to more than 80 different nations and areas across the globe. With an annual output value of more than 20 billion yuan, the products include soy sauce, oyster sauce, sauce, vinegar, cooking wine, sauce, chicken essence, chicken powder, Sufu, hot pot base, etc. The products also cover more than 100 varieties and more than 500 specifications of more than 10 series.
Haitian Flavor's strengths lie in the production and marketing segments. On the production side, Haitian's senior management has been forward-looking and noticed the development opportunity in the traditional industry, which is to increase the production capacity, so in the late twentieth century, the company started to introduce German Kranz production lines; On the marketing side, Haitian has been actively involved in the development of the company. From the initial The sales team is the only one that has grown within the Haitian Group instead of decreasing. Haitian marketing has likewise through numerous stages of development, from two large sales businesses in the north and south of the country to eight major marketing regions throughout the nation, with the organisational structure changing in keeping with the scope of market development.
[bookmark: _Toc122108368]2.2. Analysis of problems in marketing of Haitian Flavor
[bookmark: _Toc122108369]2.1.1. Unclear brand positioning
2.1.1.1. The brand is not comprehensive enough
In the past, Haitian only exported three types of products with nine specifications, mainly in soy sauce (Old, Raw and Fresh). This monolithic mix of mid- and low-end soy sauce categories and overly fragmented specification structure made it difficult to capitalize on Haitian's strengths in multiple categories and large specifications (Wangyongbin, 2014). Additionally, the company's profitability is pitiful as a result of the inferior quality of the mid- and low-end products.
2.1.1.2. Slow development in some countries
Haitian Flavor's export trade was basically concentrated in the first-tier developed countries. In 2018, Haitian's export trade was mainly from eight developed countries such as Sweden, France and Italy. However, emerging economies such as those in Southeast Asia, which are close to China's home country, have developed very slowly. If Haitian Flavor still adopts the market positioning model of developed countries, it will not be able to open up the situation and affect its development.
[bookmark: _Toc122108370]2.1.2. Communication mode needs to be improved
2.1.2.1. Simple level of integrated marketing
Although Haitian's product line is rich and covers most of the condiments of home soy sauce, it lacks a clear target customer segmentation and struggles to adequately satisfy the varying tastes of clients from various age groups and geographical locations.. Insufficient product research and development efforts, resulting in a disadvantage in the high-end product market (Zhenyumin, 2012) .
2.1.2.2. Lack of effective consumer communication
In terms of effective communication with consumers, its strong propaganda campaign and promotional activities are mostly one-way indoctrination, lack of two-way communication with consumers, lack of the use of network platforms to make targeted marketing methods (Saravanakumar, 2012), such as live streaming, promotional activities, etc., for the customer's needs are not the first time to understand, need to further increase customer stickiness.
[bookmark: _Toc122108371]2.3. Basic theory of marketing management
[bookmark: _Toc122108372]2.3.1 The concept of marketing efforts
The marketing work is to constantly improve and revise the products and product series, explore and shape the selling points of the products through accurate product positioning （Suyuqiu, 2021）, and make them always better to satisfy the requirements of future customers. In order for the items to finally move from the manufacturer to a larger range of potential consumers with demand, it is necessary to adopt a pricing strategy that is in line with the product value and brand premium, as well as a number of promotional initiatives. With the expansion of the customer base, more recognition of the company by customers, more solid relationship between customers and the company, and enhanced satisfaction of the company's customer needs and customer service capabilities, marketing will be successful, sales will be successful, and of course, the enterprise will be successful.
[bookmark: _Toc122108373]STP Strategy
After market segmentation, a company identifies its target market and chooses a suitable strategy to enter the market and position the market to implement business activities to achieve the desired goals (Lynn, 2012). In general, there are three types of target market strategies. First and foremost, non-differentiated market strategy. This strategy means that the company sees the market as a whole and tries to satisfy the needs of most of the consumers by simply launching one product and using one marketing strategy. In addition, differential marketing strategy. Through diversified products, three-dimensional channels and rich marketing methods, to meet the consumer needs of customers in different market segments. At last, intensive market strategy. Focusing on one or a few niche markets with limited human, material and financial resources, and focusing on one marketing approach to serve the target market, thereby reducing marketing costs and increasing profits.
[bookmark: _Toc122108374]3. The organization's macro and micro marketing environment
[bookmark: _Toc122108375]3.1 Analysis of the Macro marketing environment
By examining the enormous societal factors that have an impact on the microenvironment from the perspective of the enterprise's macromarketing environment, a better development environment for the marketing strategy can be created (Priporas,2019). Based on the data in 2018, the Haitian Flavor Industry accounted for 18.4% of the listed companies in terms of output and 6% of the market in terms of total soy sauce revenue. Other regional brands still account for 74.32% of the market. In terms of the mature Japanese condiment market, which is similar to the Chinese condiment market, its leading company is Guijiawan Company, accounting for about 30% of the market. It can be seen that the concentration of the domestic soy sauce market still has great development potential. At present, the domestic concentration is still at a low level, which is far from vigorously developing exports to the international level. The degree of optimism towards the international market is average. Gaytán (2008) believes that The proportion of condiments used by industry and catering industry in cooking is far greater than that of the household end. With the increasing proportion of industry and catering, the market growth of condiments will be greatly promoted.
[bookmark: _Toc122108376]3.2 Analysis of the enterprise's microenvironment
According to Mose (2016), the term "micro environment" encompasses all types of parties that are intimately linked to businesses and have a direct impact on their marketing capabilities, such as the businesses themselves, businesses that serve as marketing channels, customers, rival businesses, and the general public. From the perspective of marketing strategy, it is more targeted and practical to do a good job of customer classification and customization of different marketing strategies, such as: 60% of Haitian Flavor's soy sauce products are sold to catering channels, and the catering industry accounts for 40% - 60% of the condiment industry. It can be seen that it has grasped the main battlefield in the market – the catering industry. The data shows that among the reasons for the catering industry to purchase condiments, repeated consumption accounts for 78%. It can be seen that the user is very sticky. The market it occupies is easy to defend but difficult to attack. For certain industrial barriers. (It is understood that the reason why the catering industry has chosen a large number of Haitian products is that the Haitian Flavor Industry has invested in chefs training schools and other similar institutions to make chefs accustomed to using Haitian condiments, which have been converted into market share. The current method for advanced kitchen products to capture the restaurant market is to partner with local restaurant associations.
[bookmark: _Toc122108377]4. Recommendations on marketing strategy
[bookmark: _Toc122108378]4.1 Improve brand positioning and market segmentation
[bookmark: _Toc122108379]4.1.1 Strengthen product appearance identification
From this point of view, corresponding identification patterns can be added to the appearance of six series of products, namely, "Classic Taste", "Tiantianle Kitchen", "YES Soybean", "Dianqu", "Bai Yi", "Steamed Meat Master", and "Guozhen Good Vinegar". For example, "Classic Taste" can increase the soybean cartoon image that Haitian has used for many years in advertising communication, enhance consumers' visual identity, and effectively distinguish them from competitive brands. Creusen et al. (2005) found after research that the attractiveness of the product can be enhanced by different designs.
[bookmark: _Toc122108380]4.1.2 Deepen brand awareness
For a long time, the words "large soy sauce producer", "soy sauce kingdom" and so on have been seen everywhere in news media and newspapers, making Haitian's soy sauce production go deep into the hearts of the people, ignoring other products, and even in public welfare activities, government agencies have publicized how much money "Haitian soy sauce" has collected for this public welfare activity, not how much money "Haitian Flavor Industry" has collected for this public welfare activity, Haitian and soy sauce are inseparable and have been deeply rooted in the hearts of all stakeholders. Dabbous (2020) has confirmed through research that increased awareness of a brand can lead to increased consumer purchase intent and consumer engagement.
[bookmark: _Toc122108381]4.2 Clear objectives and contents
[bookmark: _Toc122108382]4.2.1 Establishment of the marketing communication department
Company should set up a special marketing communication department to collect various marketing information from consumers, competitors, and other direct stakeholders (Broderick et al, 2005). Such as understanding the changes in consumer purchasing behavior, consumer demand, different consumers in different regions, and accelerating the grasp of the whole market; Collect the environmental information of indirect stakeholders such as the government and the community, such as understanding the latest support policies of the government, etc., analyze the market information, competitor information and consumer information, establish an effective image positioning for Haitian, be responsible for the overall image and brand communication activities of Haitian, and ensure the information coordination of all sectors.
[bookmark: _Toc122108383]4.2.2 Strengthen media cooperation
Establish a relationship with relevant media through mass media advertising, so that relevant media can understand the differences between Haitian and other brands (Voltmer, 2013). In the event of similar "sauce accelerator" events, they can use the media's public opinion ability to eliminate consumers' fears at first time. When the "sauce accelerator" incident occurred, many media used the words "Gaoming, a large condiment enterprise" and "relevant departments cover-up" to make consumers speculate and contact about the incident, which led to the spread of false reports. After the relevant departments clarified, the media still did not report for Haitian the first time, which made consumers' doubts not subside for a long time. Consequently, it is crucial to build a relationship with relevant media through media advertising. With the help of "new product launch" and other forms, it provides a contact platform for enterprises, consumers, and the media. Comparing the same dish with two different brands of soy sauce gives consumers a try, promotes the differences between products and other brands, and also deepens the cooperation with the media, interactive integrated marketing communication with consumers.
[bookmark: _Toc122108384]4.3 Optimize marketing communication means
[bookmark: _Toc122108385]4.3.1 Improve terminal communication capability
Haitian has paid attention to the investment in soy sauce for many years, which makes Haitian sell soy sauce in the minds of consumers, and its vinegar and soy sauce do not have comparative advantages. For the seven series of products other than soy sauce, they can enter the terminal service system respectively. For the terminal-oriented community supermarket, select the supermarket and small store in the middle and high-end community with strong consumer power, and select the supermarket with 2-3 large family flow and better business in the community. In terms of the way, we will adopt a special shelf with a unified and distinctive image, focus on the display of products, and regularly hold some promotional activities for new products, or distribute some cooking recipes that require Haitian soy sauce, which will be closer to consumers and more trusted by consumers. The salesperson makes regular return visits to learn about the sales situation in the past week every week, to flexibly replenish goods, and to offer some products that are popular with consumers. At the same time, the channel of the community supermarket is managed and served by special personnel, special cars, and special lines. Now attacking the retail terminal from the side of the other seven series of products can gradually blur the inertial positioning of consumers (Price et al., 2018), and also can gradually blur the image positioning of the "Tropic of Cancer" on the superior conditions of soy sauce.
[bookmark: _Toc122108386]4.3.2 Deepen interactive marketing communication
Haitian can establish a "private kitchen club", which is mainly aimed at retail terminals. The club holds a cooking competition once a week, and anyone with cooking experience can participate in it. Every month, a "private kitchen expert" can be selected. Vote through microblogs, SMS, and other ways, cooperate with microblog operators, communication operators, mass media, and other stakeholders, and strengthen two-way communication with consumers. Through the establishment of a "life story hall" on the official website, interactive integrated marketing communication enables more people to know the theme of "how delicious life is" of Haitian by collecting stories about happiness, growth, and happiness in life, enhances the linkage between consumers, and also enhances the opportunity for consumers to contact the brand. Then, we can expand communication to mobile terminals, provide consumers with APP applications, create a business game, and implant the concept of "how delicious life is" into mobile phones and tablets, so that modern housewives can get inspiration for cooking in a more timely manner.
[bookmark: _Toc122108387]5. Conclusion
"Upgrading products+paying attention to consumers+exploring new business models" is becoming a breakthrough strategy for time-honored enterprises such as Haitian to open up new consumer circles. It is not easy to build a century-old brand. While adhering to innovation and constantly radiating vitality, we should also adhere to the core values and brand personality of the enterprise, to achieve high-quality development and steady progress.
In the future, the integration of online and offline channels will become inevitable and the market will sink (Gallino, 2014). The sales of condiments will be primarily driven by each channel. Caterers undertake most of the sales volume through super-channels, Explore new channels such as e-commerce with community group buying.
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