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Analysis of Zhong Xuegao's Marketing Strategy Based
on 4p Marketing Theory

Zeng Yi, Yang Yicheng
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Abstract: With the sustained growth of China's economic level and the continuous improvement of national living standards,
national income and consumption are also showing a growing trend. Under the tide of the Internet, the scale of the net red
economy has grown rapidly, and a large number of net red products have been bred. Among them, Zhong Xuegao, as a new
and popular brand of domestic net red ice cream, is more and more favored and chosen by the vast number of consumers.
Its numerous flavors and product lines make it more popular in the ice cream market dominated by the new generation of
consumer groups. Zhong Xuegao's successful marketing case is worthy of our in-depth study. Through the analysis of the
marketing strategy of the brand in this paper, we hope to find an effective path and method for the marketing development of
domestic brand products.
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