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Abstract

With the improvement of living standards and health awareness, people are increasingly focusing on
healthy diets and pursuing green lifestyles. As a vital component of daily nutrition, premium rice has
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gained consumer favor due to its nutritional value and health benefits. The grain brand “Xiangshui
Manor” has distinguished itself in the market with its core product, Xiangshui rice, leveraging high-
quality ingredients, unique taste, and cultural significance. Amidst intense market competition, the
key challenge lies in making Xiangshui Manor rice stand out, necessitating in-depth market research
and precise marketing strategies. This study aims to thoroughly analyze consumer demands, estab-
lish the core selling points of Xiangshui Manor rice, and formulate effective marketing strategies. By
integrating the traditional cultural heritage of Xiangshui rice with modern market needs, the re-
search seeks to enhance product recognition and reputation through innovative market strategies
and product positioning, thereby promoting health-conscious values. The proposed product market-
ing strategies include: leveraging information technology to improve operational efficiency, reduce
costs, enhance user satisfaction, and innovate business models. Data analysis will be employed to
optimize decision-making and cost control, while personalized services will be provided to achieve
user growth and retention. To implement these marketing strategies, through market environment
analysis, policy comprehension, information collection, and questionnaire surveys, on-site investi-
gations and research will be conducted on various aspects of the enterprise, including product de-
velopment, production, processing, sales, and services, to devise feasible marketing plans. By com-
bining online and offline methods, the influence and market share of the product will be expanded.
Furthermore, the historical culture and health value of Xiangshui rice will be deeply explored and
integrated into product details to convey health and well-being, achieving sustainable development.
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Figure 1. Partial data of the survey questionnaire
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