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摘    要

一直以来，快速消费品在中国的经济发展里提供支柱产业的力量，是用来满足国民生活需求的最重要部分。在中国的快速消费品行业中，食品饮料的部分则在快速消费品中具有较重的数据参考地位，资料显示，2010年食品饮料行业上市公司收入达2138.8亿元，同比增长23.4%，可以说，食品饮料行业是快消品行业中两大类别之一，是快消品行业的发展先驱。本文所研究的深圳市景田食品饮料有限公司就是中国饮用水品牌企业的主要代表之一，景田水以其品质优秀，良性的渠道发展，稳定的市场规模，及合理的品牌定位获得了年销售额5.4亿的成绩，因此其营销策略及发展现状的研究具有相当的价值。
本文通过结合当前景田公司企业的营销现状进行了企业营销策略的SWOT分析，针对品牌、渠道销售、品类营销、供应链管理上存在的问题进行了分析，并提出了新的企业营销策略，运用工商企业管理、管理学、经济学、市场营销学、品类管理学、供应链管理学的原理，理论与实践相结合，采取泛例与个例结合对比分析、调查研究、管理体系分析方法定量定性分析结合，重点个例剖析的方法，结合本人的工作经验所获取的信息及数据，配合相关期刊文献，并试图运用行为心理学与消费心理学等相关知识进行深入研究。文章创造性的从品类角度创建营销战略，从声浪传播学角度提议品牌营销策略，项目制营销渠道管理，系统搭建企业ERP实现数据管理与营销，同时结合启动网络渠道部平摊线上线下营销风险及引进高端营销人才，建立学习型组织两大策略实施保障方案。

本文希望能够给予企业更为实践性的建议指导，并在渠道项目制及网络营销层面上给予企业的营销策略以一定的观点支持，可以辅助其他同类食品饮料类企业顺利开展更为合理有效的营销策略改善与新渠道的建设。
【关键词】快速消费品 营销策略 品牌策略

Title: Marketing Strategy of Shenzhen Ganten Food & Beverage Co., Ltd.
Abstract
FMCG has been the strength of the pillar industries in China's economic development which is the most important part to supply the needs of national life In the China's FMCG industry, food and beverage take the important part in it about the important data reference position information, listed companies income of the food and beverage industry amounted to 213.88 billion yuan in 2010, an increase of 23.4 percent, it can be said, food and beverage industry is one of the two major categories in the FMCG industry, and be the pioneer. In this article, the status quo of Shenzhen Ganten Food and Beverage Co., Ltd. is one of the main representative of the drinking water brands in China, for its excellent quality, channel development, healthy and stable market size, and reasonable brand positioning Ganten water has obtained annual sales of 540 million results, its marketing strategy and development are of considerable value.

 In this article, by combining the marketing status quo of the current King Tin companies corporate marketing strategy SWOT analysis, channel sales for the brand, category marketing, supply chain management issues, and put forward a new corporate marketing strategy, the use of business management, management, economics, marketing, category management, supply chain management science principles, theory and practice of combining, take for example a case analysis, research, management, system analysis method of quantitative and qualitative information and data analysis combined with key example parse method, combined with my work experience acquired with the relevant journals, and trying to use the knowledge to carry out in-depth study of behavioral psychology and consumer psychology. The article creative to create a marketing strategy from a category perspective, Communication Studies from the noise point of view proposed brand marketing strategy, project-based marketing channel management system to build enterprise ERP data management and marketing, combined with the startup network channels Ministry shared equally online and offline marketing risk The introduction of high-end marketing personnel, the establishment of the implementation of security programs of the two strategies of learning organizations. 

This article hopes to give enterprises more practical suggestions to give guidance, and the channel project-based and network marketing level marketing strategy support to a certain point of view, can assist in other similar food and beverage enterprises to smoothly carry out a more reasonable and effective marketing strategies to improve the construction of the new channels.
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