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Abstract

“Qian Dama” is an enterprise operating in a community fresh food chain store model, with the
business philosophy of “not selling overnight meat”, committed to providing consumers with fresh
and high-quality agricultural products. This article analyzes the marketing strategy of “Qian Dama”
from the perspective of 4C marketing theory. Firstly, in terms of customer strategy, Qian Dama
accurately targets middle and high-end consumer groups and provides personalized services.
Secondly, in terms of cost strategy, Qian Dama reduces costs through order agriculture and supply
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chain optimization, and sets reasonable prices. Once again, in terms of convenience strategy, Qian
Dama realizes the integration of online and offline, providing convenient shopping channels and
diversified payment methods. Finally, in terms of communication strategy, Qian Dama focuses on
word-of-mouth marketing and social media marketing to enhance brand influence. Overall, the
marketing strategy of “Qian Dama” based on the 4C marketing theory has effectively met consum-
er needs, enhanced enterprise competitiveness, and provided useful references for agricultural
product marketing in China.
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Figure 1. Changes in the number of Qian Dama’s stores
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Figure 2. Cost structure of Qian Dama
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