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Abstract

Based on the 4P theory of marketing, namely Product, Price, Place and Promotion, this article takes
“Baixiang Food” as the research object to explore its marketing strategies. “Baixiang Food” has cre-
ated a unique category of bone soup noodles by relying on detailed market research and high-qual-
ity product quality. It also offers favorable pricing and emphasizes cost performance, which has won
the favor of a wide range of consumers. In terms of channel marketing, “Baixiang Food” not only takes
advantage of the sinking market, but also actively collaborates with e-commerce platforms to
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launch new products such as Baixiang Coriander Noodles, accurately targeting the taste buds of
emerging consumer groups. Once launched, the sales volume remained high. In terms of promotion
marketing, “Baixiang Food” skillfully utilizes the advantages of the Internet, such as creating the
“Little White Elephant” IP image, thereby allowing more consumers to see the value connotation of
the Baixiang brand and gain a foothold in the fierce market competition. In conclusion, by applying
the 4P marketing theory to analyze “Baixiang Food”, summarizing its successful experiences, and
proposing optimization suggestions, this article aims to provide certain suggestions and references
for China’s instant noodle industry.
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Figure 1. Scale and forecast of China’s convenient noodle food market from 2018 to 2025 (The
data comes from iiMedia Data Center)
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Table 1. Consumer portrait of China’s convenience food products in 2023
(The data comes from iiMedia Data Center)
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Figure 2. Motivation for Chinese consumers to purchase conventional and fast food products in 2023
(The data comes from iiMedia Data Center)
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Figure 3. Reasons for the decline in the frequency of Chinese consumers consuming convenient and

fast food products in 2024 (The data comes from iiMedia Research)
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