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ABSTRACT

with the development of China's economy and the continuous improvement of
people's living standards, people begin to pursue higher quality life while meeting the
material demand. More and more washing brands appear in the market, and consumers'
demand for washing products shows a high growth and diversification trend. At the same
time, there are many problems in the domestic washing products market, such as many
brands, the main market share occupied by multinational companies, fierce market
competition and so on. It is very important to improve the marketing strategy for its
development. There are a lot of research on the marketing strategy of washing products at
home and abroad. This paper takes the star blue moon Suzhou market as an example,
combined with the development status and market environment of blue moon, and uses the
methods of literature analysis, investigation and expert consultation to study and analyze
the brand marketing strategy currently applied to find out the blue moon There are
shortcomings and problems in the brand marketing strategy, and try to put forward
relevant solutions to optimize the strategy, so as to improve the competitiveness of blue
moon in the washing industry, make blue moon more stable in the competitive market, so

as to occupy more market share of Suzhou washing market.

Key words:  washing industry; marketing; marketing strategy
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