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The Competitiveness of Liquor Culture
Liquor Culture & Competitiveness VI

HU Zhan-yuan
Beijing HC Media Research Center Beijing 100086 China

Abstract The lifecycle of liquor culture indicated that liquor market in China still remained in growth stage. The special culture prop-
erty and national value of liquor proved that liquor culture was irreplaceable. Accordingly under the conditions of coexistence and de-
velopment of multiple cultures liquor culture which had assimilated the essence of other cultures and concentrated excellent Chinese
cultures still possessed powerful vitality. Liquor culture competition had experienced the transition from the whole to the part. And the
competition strategy had also gone through culture quality  individuality to cultivation of core competitiveness step—by-step. Culture
competition  the competition of cultural backgrounds in nature was a very important competitive measure. Therefore liquor—making
enterprises should make full use of liquor culture for the rehabilitation of liquor-making industry and connect closely liquor market ad-
vantages with liquor culture advantages as follows  develop favorable liquor culture atmosphere to enhance the competitiveness of
liquor-making industry maintain and develop the competitive advantages of liquor products of the enterprise. Tran. by YUE Yang
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