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1. [bookmark: _Toc3343]Introduction
Jilin Oasis Beverage Co., Ltd. is located in the Laohuaide Agricultural Industrial Park in Gongzhuling, Jilin Province. The company is located in one of the important blueberry production areas in Northeast China. As a processing and trading company, the transportation and communication of this industrial park can meet the requirements of transportation and customers. With the development of China's industry and manufacturing in recent years, the production process of Jilin Oasis has also been improved, with advanced and complete processing equipment, testing equipment, and sanitation and disinfection equipment. The company's main products are blueberry series beverages, and it is worth emphasizing that in 2009, the company was also listed as a key supporting enterprise for Gongzhuling agricultural product processing. Like many enterprises in Northeast China, Oasis Company mainly adheres to the creed of "reputation and quality". The company believes that companies without reputation and quality assurance will not have long-term development and progress. Therefore, the company has always chosen high-quality raw materials (wild blueberries), and all products come from the best production areas in Northeast China. In the local area, Oasis Blueberry Juice has always been known for its green, natural, and pollution-free quality. Of course, as is well known, blueberries themselves are a rare healthy food in the world (Luiz, 2021). Oasis Company uses Northeast blueberries as raw materials to produce healthy and delicious beverages, which should have been welcomed by various parts of China and even the world. However, this is not the case in reality. The author believes that a large part of the reason why such a good product has not been recognized by consumers is because the enterprise has not established its own marketing system.

2. [bookmark: _Toc6338]Concept of Marketing
Peter Drucker, a master of management, believes that marketing originated in 17th century Japan rather than Europe. He pointed out that the earliest practitioners of marketing were the Japanese Mitsui family (Wang Shiquan&Yang Bin, 2009). In the 1750s, as merchants, the Mitsui family established the world's first department store and established some operating principles for the store. This is considered the earliest marketing practice. But this is only practical and has not risen to the level of theory. Peter Drucker also pointed out that marketing in the United States did not emerge until the mid-19th century. The first person to consider marketing as a central function of a company and to consider meeting customer needs as a specialized task of management was Cyrus H. McCormick of the American International Harvester Company (1809-1884). Although history books only mention him as the inventor of the harvester (McCormick&Cyrus, 1915), in fact, he also invented basic tools for modern marketing, including market research and analysis, market positioning concepts, pricing policies, providing parts and various services to customers, and providing installment credit (William et al, 2006).

From the historical process of marketing development, we can roughly understand the true meaning of marketing. When the concept of marketing was just formed, that is, at the beginning of the 20th century, the teachers who were responsible for business teaching in universities began to pay attention to the research on pricing, distribution and advertising in the field of exchange, and began to offer related courses in succession. However, the theoretical system of marketing has not yet been formed, and economic theory is often used for teaching (Yan Guoxiang&Yu Jielong, 2013). Subsequently, with the gradual growth of the wholesale and retail industries, advertising and promotional technology also underwent further development. Academics began to use the product research method, institutional research method and functional research method to study marketing issues, and gradually put forward some new concepts of marketing discipline. Marketing gradually formed its own discipline system. After decades of integration, expansion, and improvement, this system gradually formed modern marketing theory in the 1950s. Its main characteristics are: the explanation of marketing theory is more accurate; Widely absorb the concepts and principles of other disciplines, and enrich the theoretical system; Pay attention to marketing decision-making research and quantitative research; Emphasizing that marketing activities must adapt to changes in consumer demand; Emphasize the important role of target marketing, marketing information, and marketing systems. In the 1970s, marketing changed from the original general, inductive and general analysis and research to specialized research that differentiated different research objects and determined specific research contents, and divided into many sub disciplines, such as service marketing, International marketing, non-profit organization marketing, real estate marketing, etc. It is worth mentioning that by the 1980s, marketing had changed from simply discussing the marketing activities of enterprises or organizations to emphasizing the social responsibilities, social obligations and business ethics associated with enterprise marketing activities, and emphasizing the use of marketing principles and methods to promote the development of social undertakings and the realization of social goals (Dominic, Kim&Steve, 2005). That is to say, marketing can not only promote the increase of economic benefits, but also promote the construction of social spiritual civilization. Subsequently, marketing went through the process of internationalization, and with the development of science and technology, scholars have applied modern science and technology (such as IT and the Internet) to conduct marketing teaching and research, analyzing the opportunities and challenges that science and technology bring to marketing (V. Kumar, et al., 2013).
In today's society, enterprises will find ways to promote and sell their products or services, and the methods of promoting and selling have also been explored, resulting in many new sales methods. Many enterprises realize that traditional product marketing methods cannot meet the needs of modern people, and gradually shift their focus to managing customer and service combination marketing. Classify and aggregate customer messages to establish a complete database, providing a data foundation for analyzing customer needs, and then design products based on customer needs to achieve targeted results.

3. [bookmark: _Toc21635]Macro and Micro Environment of the Organization
3.1 [bookmark: _Toc12450]PESTEL Analysis
3.1.1 [bookmark: _Toc10834]Political Environment
From a political perspective, Oasis Company mainly faces the problem of heavy tax burden, with the value-added tax on beverage products reaching 13% even after being reduced. In addition, enterprises will also be charged 25% corporate income tax. If shareholders want to get funds from the company, they will also have to pay 20% Personal income tax. Although the cost of beverage products produced by the company is relatively low compared to other industries, the heavy tax burden has almost crushed the company, reducing the profit margin of the products (Marcel, 2019). Oasis company is also pleased that the local government has been encouraging people to purchase local specialties, which has not put a lot of sales pressure on the company. 

3.1.2 [bookmark: _Toc7820]Economic Environment
At present, the Chinese market environment is very poor, and consumers have almost no spare money to spend, which has brought heavy pressure to beverage companies such as Beverage Oasis Company. Famous manufacturers such as Coca Cola, Pepsi or Master Kong, which have occupied the market for many years, can barely support their popularity, but enterprises like Oasis, which are unknown in the market, are still on the edge of the market(Darrell et al, 2023). As is well known, human resources are the most valuable resource for enterprises. However, with the increase in human resource costs, enterprises have already borne a huge tax burden, but there is still a need to continue increasing human resource expenditures, and the consequences can be imagined.

3.1.3 [bookmark: _Toc15276]Technical Environment
From the perspective of the Technical environment, with the development of technology, many businesses and peers are increasingly using digital technology, increasing the use of data analysis models in the business environment, which has brought pressure to Oasis company, which has never undergone digital upgrades in sales. 
3.1.4 [bookmark: _Toc24021]Social Environment
From the perspective of social environment, people are full of longing for a healthy lifestyle, and their love for the natural environment is increasing year by year. The pure natural health drinks produced by the company have been loved by a large number of consumers. Blueberries are organic products that grow naturally. During the growth process of blueberries, people generally do not use fertilizers and pesticides, which plays a protective role in the land and natural environment, allowing the land that has been ravaged by fertilizers and pesticides to be repaired, improving the environment for human life, and promoting the sustainable development of land, crops, and food processing.

3.1.5 [bookmark: _Toc5614]Legal Environment
From the perspective of the legal environment, the main trend in the current law is to tighten the Anti Corruption Law. At the same time, the government is also increasing the F&B regulation (esp. post Covid), and tightening the Data Collection Act. In fact, the biggest headache for companies is the labor law. All companies are happy to provide employees with a social security life. However, the rising social security prices in China every year do increase the burden on both enterprises and employees. Some employees even resist the company paying social security because the cost is too high, and employees feel unreasonable.

[bookmark: _Toc12374]3.1.6 Environment Factors
In terms of natural environment, as mentioned earlier, Oasis Company has the best growth conditions for blueberries in the region, providing important guarantees for enterprise raw material procurement.

3.2 [bookmark: _Toc32184]SWOT Analysis
Oasis's biggest enemy is actually new entrants to the market, as the entry threshold for the beverage industry is relatively low. Beverage processing technology and equipment are already very easy to obtain in industrialized China, and as long as there is a certain amount of funds, it can be invested in building factories. In supermarkets, from low-end to high-end beverages, the excessive selection of beverages continues to attract consumers, making it difficult for beverage industry practitioners to establish customer loyalty systems(Tomasz, 2021). For Oasis, a company located in China, the reality is even more brutal, as the market is becoming increasingly sluggish, competition in the market is becoming increasingly fierce, and more and more competitors are participating in related industries. These competitors are also very good at using more attractive promotional activities to retain customers. Blueberry beverages also have many alternatives, such as water, juice, tea drinks, and so on. These are all market disadvantages of Oasis Company.

However, fortunately, the raw material suppliers of blueberry drinks still have low Bargaining power, and the company still has some channels to obtain high cost performance raw materials. At the same time, consumers' Bargaining power in the beverage industry is also in a relatively low position. Moreover, through the above summary, it can be found that Oasis company not only has a complete processing and quality control system, but also has a pure natural and pollution-free product source, which caters to the taste of consumers who love health, are passionate about protecting the environment, and value the public interest(Zharina, 2019). That is to say, Oasis company has a certain market advantage.
[image: IMG_256]
Figure 1:SWOT analysis for Oasis Company

4. [bookmark: _Toc20911]Target Markets
4.1 [bookmark: _Toc11172]STP Marketing Application
4.1.1 [bookmark: _Toc15786]Segmentation
If Oasis company continues to carry out marketing activities in the direction of traditional beverages, it will face a market that has entered a period of saturation and decline, as well as picky consumers. Therefore, Oasis needs to market segment its products(Mari, 2009). Classify blueberry beverages as health functional beverages to ensure rapid growth in product sales. From the perspective of product attributes, the mainstream consumer group in China is gradually transitioning from carbonated drinks to packaged water, and then to tea drinks and fruit juice drinks. The segmented market of health functional drinks may become a new growth point in the industry in the future.

4.1.2 [bookmark: _Toc926]Targeting
When consumers purchase beverages, they often hold different purposes. Some consumers are for quenching their thirst, some are for eliminating fatigue, some are for finding a cool feeling, some are looking for drinks to replenish energy because they are hungry, and some are simply for tasting delicious beverages. Regardless of the reason, most consumers cannot sacrifice their health to purchase beverages that are not beneficial to their bodies. Nowadays, various blended beverages, carbonated beverages, and high sugar beverages are flooding the market, and in this environment, consumers are eager for healthy and delicious beverages(Michael, 2014). Therefore, Oasis's goal should be for consumers who aspire to healthy, pollution-free, and delicious beverages. Taking the tea beverage industry as an example, Sullivan's statistical data shows that in 2019, the market size of China's tea beverage industry was about 78.7 billion yuan, of which the retail sales of sugary tea beverages reached 74.6 billion yuan, accounting for 94.8% of the overall tea beverage retail sales; The retail sales of sugar free tea beverages reached 4.1 billion yuan, accounting for 5.2% of the overall retail sales of tea beverages. Driven by the increasing health awareness of Chinese consumers, the retail sales of sugar free tea beverages have continued to grow rapidly. From 2014 to 2019, the CAGR of sugar free tea beverage retail sales reached 32.6%, while sugar containing tea beverages were only 3.0%. These data indicate that consumers are beginning to pay attention to whether the presence of sugar and other components in beverages will affect people's health. Blueberries are known as the "king of fruits in the world". Due to its high content of amino acids, vitamins, and trace elements such as zinc, calcium, iron, and copper, it is listed as one of the five major health foods for human beings by the International Food and Agriculture Organization. Blueberry beverages perfectly cater to the needs of consumers, and what Oasis needs to do is expand and promote this concept. The target group of the company can take the Generation Z as the main consumption force, and the post-80s and post-90s who love healthy life and pay attention to product nutrition as the auxiliary force.

4.1.3 [bookmark: _Toc27293]Positioning
The company should establish a new concept of nature, pollution-free, healthy, and organic. Since Oasis Company aims to promote a series of healthy and natural drinks with a brand tone of "health", it needs to find ways to cater to the lifestyle of the target audience pursuing health preservation. Chinese people value legitimacy, and Oasis company should use its excellent processing techniques to make its products healthier, and obtain recognition from relevant standards based on healthy products, such as organic certification or promoting its sustainable development concept. This will make more consumers happy to know this product. Then, blueberry beverage can be used as a brand that focuses on health and nature, further tying the concept of organic and pollution-free to Oasis company. The promotion of this concept and the adjustment of products, as the core marketing strategy of the brand, need to be further expanded in the future marketing level, ultimately occupying a unique position in the minds of consumers.

4.2 [bookmark: _Toc17467]Marketing MIX
According to the 4P Marketing mix strategy, first of all, Oasis needs to improve the product layout. Blueberry tastes sour. Professional beverage practitioners know that as long as a drop of concentrated blueberry juice is dropped into a glass of clean water, the taste and taste of this glass of water can be qualitatively changed. Therefore, blueberry drinks have the potential to produce functional drinks with both taste personality and low sugar health. At the same time, Oasis company should not give up on the dairy market. The combination of organic blueberries and healthy milk will definitely be loved by children and those who love a healthy life. And the fresh and delicious blueberry juice must be placed in the first column of the company brochure. In terms of pricing strategy, Oasis company not only ensures product quality, but also ensures that the price of its products is easily accepted by young people who have not yet earned a job and middle-aged people with heavy living burdens(Crawford&Julian, 2015). When conducting online marketing, the author suggests that the company can launch an "online purchase, 10% discount" campaign to promote the flow of product marketing on the internet. During the promotion, stars can be invited to endorse or find Internet celebrities to promote the product, and even Meituan, Ele.me and other business platforms can be used to cooperate. The purpose is to first let everyone realize the healthy, natural, nutritious and energetic characteristics of blueberry drinks. Regarding "place", with the improvement of the overall marketing strategy in the market, the company has more and more choices. On online platforms, Oasis company can choose traditional e-commerce (such as Taobao, Tmall, and JD.com) for wholesale and retail, or choose e-commerce on social media for in-depth promotion. Offline, convenience stores and vending machines are still the most visited places for people in communities, schools, and hospitals, and traditional commercial supermarkets are certainly the biggest customers that companies cannot afford to miss.

4.3 [bookmark: _Toc8194]Key Channels of Marketing

According to the previous paper, the existence of intermediaries is still necessary for key channels of marketing suitable for Oasis company. It is obvious that Oasis company does not have a platform or energy for independent product promotion and sales(Wu Yujing, Qiu Qiaohong, Sui Chan, 2018). Companies can promote their products from the entire social level through the powerful advertising effect and customer traffic of online intermediary platforms. When selling offline, distribution density should be reduced, product intermediaries should be reduced, and consumers should receive real benefits.

4.4 [bookmark: _Toc21882]Success of the Marketing Strategy

From 2021 to 2022, the company's sales of blueberry beverages halved, and the company's profits decreased by 50%. In the company, the efficiency of distribution, brand communication and promotion, the work efficiency of marketing personnel, and the overall operational efficiency of research and development, production, and sales have all decreased. These are the main manifestations of the lack of reasonable and scientific marketing strategies and marketing behaviors. If the company implements a reasonable marketing strategy, resulting in an increase in sales, profit growth, and an improvement in production efficiency and inventory turnover, it indicates that the new marketing strategy is effective(Vania&Christina, 2021). Sales, profits, production efficiency, and turnover are all lifelines of a company. Once these data show a slowdown, it indicates that the company is entering a recovery stage. At the same time, the overall personnel assessment of the human resources department and the monthly performance bonus distribution are also barometers of enterprise efficiency.

[bookmark: _Toc4762]5.Conclusion
Peter Senge, a management master, said that every company has two theories, one is the theory it claims, the other is the theory it uses. This sentence also applies to the beverage industry(Tiffany, 2022). When at a company's marketing strategy from an industry perspective, it is a model, a circulation value chain, a sales network, but behind it is actually a management system that maintains the operation of this system, and a strong organizational ability of a company. In order for beverage companies to maintain a high level of marketing performance all year round, they must organically combine their management system with the breadth of marketing, the length of the chain, and the density of outlets. This is the most challenging task that Oasis Company needs to complete.

[bookmark: _Toc23250]6.Recommendations
The author believes that Oasis Company's Marketing mix can open up a new marketing path for products. However, there are still many precautions to be taken during the implementation process. Firstly, in the process of improving product quality and categories, it is necessary to always pay attention to the different consumers faced by different product categories, that is, different products should be designed and packaged with the preferred flavors and packaging of the target market. This requires professional marketing personnel to design and formulate. Secondly, when conducting organic certification of products, it is necessary to choose certification companies with low costs and good qualifications(Yingjie Liu, Hongzhong Shan, 2021). They generally control the sales and export of products and issue certificates quickly. Thirdly, it is best to enter large supermarkets after the product has already been online, and sales in convenience stores and vending machines have reached a certain scale. Because the company will eventually find that large supermarkets, as distributors, are often the most difficult to handle and the conditions they offer are also the most demanding.
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