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Competitive Strategies of HuanghelouTM Liquor

LEI Fang-fang and HU Qian-cheng
(Finance & Politics University of Central China, Wuhan, Hubei 430064, China)

Abstract: HuanghelouTM Liquor, once known as the only national famous liquor in Hubei province, has returned to liquor
market with a fresh new appearance in May 2004 after 10 years leaving. Besides, it has realized a marketing miracle by cre-
ating several No.1s in regional liquor market (market distribution rate, sales increasing rate, and the popularity among con-
sumers) in a short time. The reasons of enterprise rapid development cover the following aspects: ~ famous product brand
based on profound cultural background; high-class orientation to develop No.1 liquor brand;  ensure liquor quality and
wirf  pure grain” certification;  construction of an effective sales channel (Wuhan as the main sales center and products
gradually spreading to the surrounding regions);  practice of the strategy of IMC brand promotion.( Tran. by YUE Yang)
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