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Abstract

As an important component of fast consumption, snack food has a huge consumer group. With the
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continuous growth of the economy and the significant improvement of people’s quality of life, con-
sumers’ demands for the quality of leisure food are increasing day by day, which brings unprece-
dented development opportunities for the leisure food industry. The rise of new retail models has
opened up a vast market blue ocean for the long-term development of leisure food enterprises in
China. This article takes BESTORE as the research object and deeply analyzes its shortcomings and
challenges in brand marketing strategy. On the basis of drawing on the marketing strategies of other
successful companies in the same industry, BESTORE has creatively proposed marketing innovation
strategies by carefully planning marketing activities and comprehensively restructuring products
and technologies, closely focusing on customer needs as the core, with the aim of effectively increas-
ing product sales and further consolidating and expanding market share.
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