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Marketing Innovation Keys to the Development of Liquor Enterprises

HU Hai—chao
Technical Center of Yanghe Group Suqgian Jiangsu 223725 China

Abstract Yanghe Group mainly relied on “whole market” theory and partly adhered by “regional markets” theory and “extension both
sides” strategy. The Group based on the whole region and the whole market to develop liquor products establish marketing network

reform marketing modes improve marketing personnel’s quality and provide efficient enterprise service. As a result market percentage
of coverage and market share ratios of the products were consolidated. The whole market and regional markets were in comparatively
stable state. Products sale extended from cities to towns to villages. The effective management of marketing process and breaks of
“quality” and “quantity” in marketing also advanced full-scale development of the enterprise. Tran. by YUE Yang
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