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Abstract

In the context of brand competition and increasingly severe product homogenization, channel se-
lection and grasping channel transformation have become particularly important. This article
analyzes the current situation of Jinmailang’s marketing channels. In response to the problems
existing in the marketing channels of Jinmailang brand, an optimized design of Jinmailang’s mar-
keting strategy in the 4P aspect was carried out, and an optimization plan for Jinmailang brand
marketing strategy was proposed. The core conclusion was drawn: product innovation and chan-
nel optimization transformation are the two key areas that Jinmailang will continue to focus on
breakthroughs in the future. The marketing optimization plan of Jinmailang will help Jinmailang
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achieve rapid development of the enterprise in a complex and ever-changing competitive envi-
ronment.
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Table 1. A brief analysis of marketing strategies of China’s main instant noodle manufacturers
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