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ABSTRACT

This paper aims to study the baijiu industry in China and abroad, as well as the marketing strategies
of two leading Chinese baijiu brands (Wuliangye and Moutai) to promote liquor culture in and outside
of China. Their brand strategy and marketing mix will be discussed, and it will be analyzed if and how
innovative digital marketing strategies such as O20 (online-to-offline) can help baijiu brands improve
brand equity and brand loyalty. In order to identify the market potential and support the sustainable
brand development of baijiu spirits, this chapter will investigate the younger generation’s attitude to-
wards baijiu marketing through a small-scale survey. Managerial implications for baijiu producers of
all sizes will be provided.
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INTRODUCTION

The traditional Chinese liquor called “baijiu” (bai 4, transparent and jiu 4, alcoholic drink), is one of
the most famous distilled liquors worldwide and its origins date back to around 9000 years ago (Zheng
& Han, 2016). It is made from fermented sorghum and grains, and occupies an important position in
China’s brewing history with its skillful manufacturing technique and cultural heritage (Jin et al., 2017).
In China’s strong spirits market, baijiu has a dominant position and consumers abroad are increasingly
recognizing baijiu.

With economic growth and rising incomes, baijiu consumption has gradually shifted from government
and business to personal consumption. In-house consumption has been accelerated by the restrictions
due to the COVID pandemic. The industry has also seen a trend of upgrading, and high-end beverages
have become very popular (Mintel, 2019). There are currently two brands of baijiu leading the market:
Moutai and Wuliangye. As alcohol is increasingly consumed for taste and novelty rather than for prestige,
market opportunities for small, less-known brands arise.

The market is heterogeneous, with the majority of consumers in their middle age. Despite the harmful
effects of alcohol, young consumers have become an important target group as they turn to high spirits.
Their curiosity, high expectations and willingness to experiment has driven innovation in terms of product,
packaging and promotion (Yu et al., 2022b). Millennials are tech-savvy, hence digital marketing is key.
Marketers focus more and more on online communications and are increasing their online sales efforts.

While omnichannel sales management integrates all offline and online channels, “online to offline”
(020), a strategy that drives customers from the online sphere into the physical store, is set to become
the next big thing for e-commerce marketers and big baijiu producers are already investing in new tech-
nology to enhance the customer journey.

This paper investigates the relevance of digital marketing to Chinese liquor producers and their
competitive advantage. It consists of four parts. The first part reviews current literature about digital
marketing, the emergence of O20-marketing and the marketing of alcohol brands. The second part pro-
vides an overview of the baijiu industry and discusses the marketing strategies of baijiu brands Moutai
and Wuliangye in detail. Thirdly, research is conducted by a survey among millennials. The fourth part
offers managerial implications based on the research findings.

LITERATURE REVIEW
From Traditional to Digital Marketing

Kotler et al. (2012) defined the tasks of marketing “to meet demand while making profits.” Marketing
is the process of identifying and satisfying human and social needs. In the social sense, marketing is a
process in which an organization carries out productive and profitable activities on the market. It is to
deliver the products and services in the market to the right consumers at the right time, in the right place
and at the right price, with the right means of communications and promotion. Its direct purpose is to
form an in-depth and clear understanding of the customers through these processes, so as to ensure that
the products and services can be matched with customers’ needs, so as to achieve the goal of self-sale
of the products (Chang, 2021).
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