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Discussion on Cultural Marketing in Liquor-making
Industry Based on the Success of Jinshiyuan

LU Xia
(Jiangsu Finance Vocational Techniques College, Huai'an, Jiangsu 223003, China)

Abstract: The contradictions between liquor product homogeneity and individualized consumption lead to increasingly serious liquor market
competition in China. Jinshiyuan, as the representative of culture liquor, has successfully held satisfactory market share by means of its new mar-
keting concept-cultural marketing. The success of Jinshiyuan has provided useful reference for other liquor-making enterprises in trouble. In this
paper, the backgrounds on cultural marketing in liquor-making industry were introduced, the successful experience in cultural marketing of Jin-
shiyuan was analyzed, and some cultural marketing approaches for liquor-making enterprises were put forward. (Tran. by YUE Yang)
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