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Abstract

In the context of the thriving development of all-media platforms, the beer market is highly competitive,
and consumer demands exhibit diverse and personalized characteristics, presenting new challenges
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and opportunities for brand promotion. This paper focuses on Tsingtao Beer, delving into its market
dynamics, uncovering the core value of its brand, and exploring how to leverage all-media platforms
to achieve creative breakthroughs. By precisely targeting audiences, creating unique content, and op-
timizing communication channels, these strategies can effectively strengthen connections with the
audience, enhance brand awareness, reputation, and loyalty, providing innovative ideas and practical
examples for brand promotion in the beer industry, thus promoting the steady development of Tsing-
tao Beer in the era of all-media.
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Table 1. Tsingtao beer family series of products

1. BERMBZRERI~ R

ECEY] s 5K HAR AR
5 2 CHEZM, MRENT EEAGE T 2
e L] R A AR SRR I EE AR AR I R
« v ABSRCHTEE R TR R P R T B T R (AR
2t 25 S LUK, RHRERIG TR AR
- « s e e RETLNGE S AW S h e Sl N ARSI
T RS 5 TR 2
R A RS “REImEE, TOBNE” RIS AL ERMEE S RS AL 2
JERAy g “HREE, MO IR E SR NRETE S, R Lt KR AW
TCIE L 2 5] “lEREEGE, WEICH” EEER. TISEIE R S E
MRS RREIRIE, MEZIE” BRI ZF KR ARG DU P
SRR R 51 CEGYRA, WSO SR E. R SRR IR R R 2
T B L /A CREEL L, BUGRIE” BRI T R, SRR S Mk E
3. BEREENSIEHESE XiEE

(—) RIS REEMZATR

TR T F 52 A R SROM (i 2 it oG 7 PR i, Hh 5 o R A 41 F) B 3]

TERBUTT S

%M%¢%ﬁbﬁm%ﬁ'%@%%ﬁ%ﬁ%*ﬁ%%?ﬁﬁ% B BN A R A A I e 5+ 0

SR AT Z6 B AR i AT IR T2 W 247, 3875 2l di i it

W& A A

ﬁ#ﬁﬁ,uﬁ%ﬁﬁ%ﬁﬁﬁﬁﬁﬁﬁmﬂ%ﬁ*\ﬁﬂ%&@fﬁ%éo%?%@%ﬁ%ﬁﬁﬁ,

Ak BE 5 A WAL fh BETH AR 55 156

Eﬁﬁﬁm@%ﬁ,#kmﬁh@

LI A2 TH 2 H i 22 ST M ML O 7SR, SR T T T L

Figure 1. Tsingtao Beer cherry blossom edition
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Figure 2. A century journey of Tsingtao Beer
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