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Abstract 

With the continuous development of economy, the young group of their twenties that 
just graduated from the university campus has the pressure on buying a house, buying a 
car, and looking for a partner to get married. For the young people, the appeal to feelings 
is deeper. As a low-end liquor, Jiang Xiao Bai uses the method of emotional positioning 
marketing planning to attract consumers.This paper points out the current Jiang Xiao 
Bai marketing background, and marketing strategy, put forward Suggestions. 
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1. Introduction 

Jiang Xiao Bai is a naturally fermented and distilled sorghum liquor brand produced by Jiangji 
Winery under Chongqing Jiang Xiao Bai wine Co., LTD.Jiang Xiao Bai committed to the 
traditional chongqing kaoliang liquor of old and new to "I am Jiang Xiao Bai, life is very simple" 
brand philosophy, stick to "simple packaging, refined wine" concept of anti luxury products, 
adhere to the "simple and pure, the maverick" brand spirit, continue to build "I am Jiang Xiao 
Bai" brand IP interactive communication with users, continue to promote the traditional 
Chinese liquor brand vogue and internationalization. 

"Simplicity and purity" is not only the taste characteristic of Jiang Xiao Bai, but also the life 
attitude advocated by him.Jiang Xiao Bai advocates young people to face their emotions, not to 
avoid, not to be afraid, to be themselves. 

With the fermentation of time, Jiang Xiao Bai's brand image of "simplicity and purity" has 
evolved into a cultural IP with self-propagation ability. More and more people are willing to 
express themselves through "Jiang Xiao Bai". In this complex world, perhaps everyone is Jiang 
Xiao Bai. 

2. Jiang Xiaobai's marketing strategy 

2.1. Product Strategy 

It is not difficult to find from the packaging of Jiang Xiao Bai's products that the image of Jiang 
Xiao Bai is a cartoon male figure, wearing a casual suit, glasses and a scarf.It has simple 
packaging and low cost. 

Each liquor package has a slogan printed on it, and the content is simple and direct. It also 
captures the deepest part of people's heart and arouses the infinite emotion of youth without 
regret.Not only is the difference in the packaging, a unique popular sayings, but also the bright 
place of Jiang Xiao Bai advertising.For example: "Eating hot pot singing, drinking Jiang Xiao Bai, 
I am a literary young man.""About tomorrow, the day after tomorrow.""No more history, we'll 
write our own."And so on, has left the deep impression of the consumer, simultaneously also 
shaped own youth popular mass images. 
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2.2. Price Strategy 

Jiang Xiao Bai in the brand was established, the Low-grade liquor consumption of young 
consumer groups as the target customers, their demands for the quality of the liquor and 
consumption ability are relatively low, and the sensitivity to the price is relatively high, with 
such customers after positioning, Jiang Xiao Bai pricing and nature is a lot cheaper than other 
high-end liquor.  

Products of parties and collections will be priced differently.For example, the existing Jiang Xiao 
Bai expression bottle: 19 yuan, Some of Jiang Xiao Bai's close friends: 439 yuan, And The 
Commemorative edition of The Year of the Dog: 179 yuan.We can clearly see that the price of 
these different Jiang Xiao Bai products ends in 9.Price of 441 yuan and 439 yuan price, although 
the only difference between the two yuan, but 439 yuan will let consumers psychologically 
there is a more than 430 yuan, while the former are the feeling of giving a person a kind of more 
than 440 yuan, 439 yuan of the pricing will be the user has a cheap in psychological feeling, and 
Jiang Xiao Bai is adopted the mantissa pricing pricing mode, create a highly cost effective  
products. 

2.3. Mix to enhance the taste of  Jiang Xiao Bai's product 

Since Jiang Xiao Bai is positioned as a low-end liquor, it is not surprising that its taste is a little 
bit undrinkable. Since 2012, Jiang Xiao Bai has been creating a Mix drink, which is suitable for 
base liquor, mixing readily available materials and drinks, and giving full play to the creative 
imagination of young people. 

Jiang Xiao Bai, as a simple sorghum liquor, tastes fresh and mellow and has low strength, which 
makes it a good base of mixed drinks. 

One of them, Jiang Xiao Bai's concoction of Sprite, which have a nice name of 'Lover's Tears', 
have recently become popular with various online platforms, with many short-video bloggers 
following suit. 

Jiang Xiao Bai added black tea. The bitterness and intensity of black tea was balanced by Jiang 
Xiao Bai's crisp and mellow taste. The color was also added.A little more jumping sugar in the 
wine glass happily beat, in the mix to find the fun of childhood. 

Jiang Xiao Bai and blueberry jam, this unique blend of color is visually stunning. It is also sweet 
and sour, with a rich, mellow flavor and the dense texture of jam, making it feel like flying in the 
wild. 

2.4. Jiang Xiao Bai marketing positioning planning method 

Jiang Xiao Bai adopted the method of emotional positioning in the marketing positioning 
planning, which captured the psychology of contemporary 20-something young people. By 
using popular sayings, Jiang Xiao Bai narrowed the distance from the target group, so as to make 
young consumers resonate with it and stimulate consumption. 

In 2017, Jiang Xiao Bai invested in the production of the cartoon "I am Jiang Xiao Bai", and got 
a high score of 9.6 in Bilibili. 

In 2017, Jiang Xiao Bai invested in filming the cartoon "I am Jiang Xiao Bai", and got a high score 
of 9.6 in Station B. The release of the animation Jiang Xiao Bai has also won a large number of 
quadratic element fans. The animation "I am Jiang Xiao Bai" tells a love story of young people 
in their twenties in a modern city. The theme of the story is also in line with the life of 
contemporary young people, which is easy to evoke and resonate with people. 

3. Conclusion 

Jiang Xiao Bai is a liquor product that easily resonates with contemporary young people. 
Exploiting the advantages of its brand story can bring unique emotional experience. Therefore, 
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telling an appealing brand story is also an important aspect of marketing for Jiang Xiao Bai. Jiang 
Xiao Bai is an outlet for people in their twenties that have just graduated from college and are 
facing great social pressure as the economy continues to grow. They can tell Jiang Xiao Bai about 
their sadness. 

As the young group's appeal to a kind of emotion deepens, different stories are defined for 
different Jiang Xiao Bai liquor products, and the feelings and stories behind them are expressed 
in the form of story telling. From these stories, consumers can learn about how other young 
people persevered and courageously got out of difficulties. Can also feel the same people that 
love how the shadows of the lovelorn, Jiang Xiao Bai can again the qr code printed on the 
package of way, make consumer scan qr code listen to the story or a story, in the form of 
"stories" such a share, energy transmitted to the target group is help the contemporary young 
people out of confusion, regain the hope, make Jiang Xiao Bai brand story, in order to promote 
Jiang Xiao Bai marketing of the products. 
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