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Abstract

With the development of e-commerce economy, it has had a profound impact on the marketing of
the baking industry. This paper comprehensively analyzes the current marketing situation and ex-
ternal environment of the baking industry, and uses the SWOT analysis method to analyze and study
the advantages, disadvantages, opportunities and threats faced by the industry itself. It is found that
there are still problems such as reliance on traditional channels, insufficient application of data,
mismatch between advertising placement and consumer demand, and weak brand building in the
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marketing of the baking industry. And propose solutions to the current problems existing in the
baking industry. Effectively address issues related to the development of the industry such as prod-
uct diversity, pricing flexibility, channel completeness, and promotional diversity, thereby enhanc-
ing consumer loyalty and satisfaction and achieving sustainable development of the industry.
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Figure 1. The quarterly revenue growth rate of China’s baking food industry
from Q1 2023 to Q1 2024
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Figure 2. Consumer profile of the Chinese bakery food industry
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