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Abstract

This article takes Pangdonglai Enterprise as the research object and applies the 4P theory of
marketing, namely product, price, place, and promotion, to comprehensively analyze its market-
ing strategy. Pangdonglai pays attention to the quality and diversity of its products to meet the
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needs of different consumers. Its product strategy includes providing diverse product choices,
delving into the characteristics of the products, and emphasizing quality through its own brand. We
have adopted a reasonable pricing strategy and provided customers with high-quality and afforda-
ble products through bulk procurement. At the same time, avoid frequent promotional activities
and focus on providing customers with sustained value. In terms of channel strategy, Pangdonglai
has ensured its wide coverage in the target market through its extensive chain store network. Its
supermarket design emphasizes humanization and comfort, providing customers with a pleasant
shopping experience. The promotion strategy of Pangdonglai mainly relies on active promotion on
social media and short video platforms, as well as enhancing brand image by providing high-quality
customer service. They also use live streaming and limited time discounts to attract customers.
Through in-depth analysis of the 4P marketing strategy of Pangdonglai Enterprise, this paper
summarizes its successful experience, and proposes improvement suggestions, in order to provide
certain reference and inspiration for retail enterprises in China.
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Table 1. Pangdonglai must-buy list
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