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Abstract. This research delved into strategies by which brands could effectively
interact with consumers in the digital era and through the analysis of actual-world
marketing instances, aimed to offer insights regarding how marketing strategy
positioning, differentiation, and market segmentation approaches could enhance
sales and promote business growth.
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1 Introduction

Consumer behavior has changed significantly in the digital era, especially among Gen-
eration Z, who mostly depend on digital means such as social media, short-video plat-
forms, and mobile commerce for information acquisition and decision-making. Since
marketing in the digital age entails not only information transmission but also two-way
communication and emotional bonding between brands and consumers, companies ur-
gently need to transform traditional marketing. By efficiently utilizing digital tools,
brands could improve their marketing strategies to build stronger ties with consumers.
This research employ case study and literature analysis to analyze real marketing cases
guided by marketing theories to provide valuable references.

2 Literature Review

2.1  The Segmentation, Targeting and Positioning Marketing (STP) Marketing
Models

Kampamba (2015) states that the STP marketing model is a strategic marketing frame-
work used to identify and evaluate potential target markets for a product or service.
Also, effective targeting, segmentation and positioning require a deep understanding of
customer needs and preferences, as well as an understanding of the competitive land-
scape. This means companies are required to explore consumers' psychological needs,
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behavioral patterns, and values, instead of relying on marketing data. At the same time,
enterprises also need to conduct a comprehensive assessment of the competitive envi-
ronment, analyze and competitors' positioning strategies in the market.

2.2 Marketing Differentiation

Differentiation strategy is an important means adopted by companies to stand out in a
fiercely competitive market. It involves the capability of a firm to produce many vari-
ations in a product line. Differentiation strategy is resourcefully executed when a busi-
ness gives exclusive or better significance to the buyer, focusing on product quality, or
features (Demba et al., 2018) . Moreover, numerous studies have reported a positive
connection between differentiation strategy and marketing impact. However, business
adopting differentiation strategy will charge higher costs for goods or services based
on features, allocation system, quality of service, or delivery channels.

2.3 Consumer Behavior Theory

Consumer behavior refers the actions, reactions, and consequences that take place as
the consumer goes through a decision-making process, reaches a decision, and then
puts the product to use. Consumer behavior may also reflect the actions and decision
processes of people who purchase goods and services for personal consumption. Con-
sumer insights go beyond surface-level information. While demographic and transac-
tional data provide a starting point, modern analytics dive deeper into psychographics,
sentiment analysis, and behavioral patterns. Businesses now leverage advanced tools
such as Al-driven analytics, machine learning models, and social listening platforms to
extract meaningful patterns from vast pools of customer interactions across digital
channels (Vemula et al., 2025)P. In the digital economy, the ability to transform con-
sumer insights into brand innovation has become a core driver of competitive ad-
vantage.

3 Case Study

3.1  Strategy Positioning

Fayvishenko (2018) argues that positioning is the most important stage in the asset
management strategy of the trademark. Carefully considered positions provide devel-
opment directions for new products, market expansions, communication, pricing, se-
lection of distribution channels.

3.1.1  Digital Platforms and Brand Positioning

The audience uses media in an evolved manner, which marks the transition from
traditional marketing communication to the digital marketing age. The internet has
transformed how companies establish their market position. Digital platforms enable
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brands to create and convey their identity in more flexible ways than traditional mar-
keting. Brands can interact with their audiences to adjust their contents to meet custom-
ers' needs. Various digital platforms offer distinct benefits that lead to distinct market-
ing results. TikTok and Xiaohongshu are two different examples.

Guided by the core of strategy positioning, enterprises need to understand technical
characteristics, functional advantages, and user interaction methods of each platform to
choose appropriate one. As Lul”l (2024) suggests, TikTok's algorithm-led method guar-
antees that brands can get in touch with a very targeted group, rendering their marketing
attempts more effective and efficient. Supported by its algorithm-led method, enter-
prises can achieve target marketing positioning based on multi-dimensional data such
as users interests. On the other hand, u-generated content (UGC) and detailed reviews
are common on this digital platform. Hence, Many young consumers in China recog-
nize Xiaohongshu as an ideal place to seek genuine recommendations.

To conduct successful marketing campaigns in the digital age, it is improtant to to
grasp these differences and adjust communication strategies to match platform charac-
teristics and optimize marketing results.

3.1.2  Content Marketing and Community Management

Content marketing, a strategic marketing approach, is to create and distribute valua-
ble, relevant, and coherent content in order to attract and retain a specific audience and
drive profitable customer actions (Chen, 2024) 2!, IKE ingeniously uses hysterical lit-
erature to quickly attract customers. Known for its humorous advertising slogans in
China, IKEA often creates relatable content that resonates with Generation Z who live
under stress and try to use humor to release it, beyond merely introducing products'
functional use. Grasping consumer psychology is fundamental to effective content
marketing.

According to Chen (2024), community management strives to enhance brand or
product awareness, strengthen user stickiness, and promote word-of-mouth communi-
cation, eventually achieving marketing and sales. It is common to organize a Wechat
group to post updates about new product launches, special discounts, and exclusive
events. In this way, brands can strengthen emotional connections with consumers to
enhance brand loyalty and increase user belonging.

3.2 Strategy Differentiation

To avoid the trap of commodity, marketers must start with the belief that they can dif-
ferentiate anything. Moreover, Giantari and Jatral® (2019) state that the differentiation
strategy has a positive influence on business performance. With the support of differ-
entiation strategy, companies can build strong customer loyalty and increase their mar-
ket share. The method helps brands break the limitation of price competition by creating
unique value, instead helps them rely on brand's identity recognition and quality of
customer experience. In the following section, a case study will be conducted to reveal
how the differentiation strategy can be a power tool for companies to break through
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competitive barriers from three perspectives, namely product differentiation, service
differentiation, and consumer experience differentiation.

3.2.1  Product Differentiation

Product differentiation is conducive to countering market competition as it presents
a distinctive product to the target group. In the fast-paced modern life, the demand for
healthy diets is growing day by day. Unlike common beverage, Chi Forest's new spar-
kling beverage, featuring "0 sugar, 0 fat, 0 calories" appeals to young consumers who
want to enjoy refreshing drink while maintain a healthy style. However, it is noteworthy
that successful product differentiation is not a simple strategy that companies can
achieve in a short period of time. To understand market dynamics and consumer de-
mands, comprehensive market research, detailed planning, and continuous innovation
are required.

3.2.2  Service Differentiation

Service differentiation is a strategic approach that focuses on providing unique and
superior customer experiences to stand out in a competitive market. To apply the ser-
vice differentiation strategy, enterprises must have operational effectiveness and under-
stand what customers really need. Instead of competing on flavor, Haidilao takes a dif-
ferent path, focusing on its service quality. Through the whole dining process, its serv-
ers provide emotional value through memorable events such as birthday celebrations
and providing additional gifts for lonely customers. These approaches make Haidilao
stand out as a brand full of humanistic care.

3.2.3  Consumer Experience Differentiation

Consumer experience differentiation refers to creating unique and memorable inter-
actions that help businesses attract a wide range of consumers. Luckin Coffee, a leading
Chinese coffee brand, is famous for its frequent cross-brand partnerships. By providing
themed drinks and various merchandise, Luckin Coffee has access to reach a wide va-
riety of customers, especially those who are tech-savvy and young. Its co-branding ac-
tivities continue to update consumers' perception of Luckin Coffee through hot topics
creation. These short-term promotion enables this brand to become more and more pop-
ular in the coffee sector. With the combination of innovative partnerships with resonant
elements, Luckin Coffee creates a distinctive consumer experience that enhances cus-
tomer stickiness and attracts new customers.

3.3  Market Segmentation

Market segmentation is the actual process of identifying segments of the market and
the process of dividing a broad customer base into subgroups of consumers consisting
of existing and prospective customers. Camilleril'! (2017) argues that varied segments
demand different marketing initiatives because diverse customers are generally reached
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via different offerings, prices, promotions, distributions, or a blend of marketing ele-
ments.

3.3.1  The Generation Z Users

Generation Z, the largest consumer group in the world today, has been identified as
digital consumers boldly shopping online. They utilize their smartphones to obtain in-
formation, select products or services, and make payments for purchases. Generation Z
expects to have access to and evaluate information, read reviews, and conduct its re-
search. Generation Z looks forward to co-creation with brands, participation in teams,
and collaboration with managers; it expects innovation from employers, leaders, and
brands (Grigoreva et al., 2021) ], Therefore, it is necessary to understand the needs of
Generation Z and make a response through innovative marketing strategies with the
support of digital technologies.

As digital natives, Generation Z pursue personalized experiences, emotional reso-
nance, and alignment with brand values. By analyzing their consumption behavior,
preferences and digital footprint, enterprises can formulate precise data-driven strate-
gies. These strategies should meet the functional needs of Generation Z and create a
sense of participation and co-creation opportunities.

3.3.2  Market Segmentation Based on Consumption Interests and Data

Market segmentation allows brands to formulate specific strategies to the target au-
dience. By analyzing and interpreting data such as e-commerce transaction ranking,
brands can uncover consumer preferences. According to McCabe!® (2023), there are
six elements that hold the greatest significance for Generation Z consumers, namely
product quality, discounts and rewards, product design, fun shopping experience, ethi-
cal and eco-friendly products, and friends' opinions on products. In today's world, Gen-
eration Z pays particular attention to sustainability. Many of them are inclined to the
brands that are eco-friendly. Zhiben, a Chinese skincare brand, utilizes the eco-friendly
element to draw in Gen Z consumers by noticing the increasing emphasis on sustaina-
bility among the young generation. It promotes an environmental protection idea by
using recyclable packaging and foldable designs.

The key to reaching marketing objectives is to understand what is of greatest im-
portance to Generation Z consumers and then formulate marketing tactics according to
consumption preferences and data.

4 Conclusions

4.1 Recommendations

In the digital age, businesses employ flexible strategies to attract Generation Z consum-
ers. Firstly, it is crucial to commence marketing by selecting appropriate digital plat-
forms. Secondly, emphasis should be placed on community management to boost user
loyalty and content marketing for the construction of the brand's image. Thirdly, dis-
tinguish one's products, services, or customer experiences to enhance competitiveness.
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Fourthly, the market could be segmented through consumption data and interests to
adjust marketing strategies.

To conclude, it is important to keep abreast of digital trends to improve marketing
strategies as the digital world is consistently changing.

4.2  Limitations of the Research and Suggestions for Future Studies

Three aspects of the research require some caution when interpreting the results. First,
case studies my lead to sample bias, which may fail to fully reflect the marketing prac-
tices of all the enterprises. Second, literature analysis may involve subjective interpre-
tation. Third, the data used cannot reflect the latest changes.

As digital platforms continue to affect consumer behaviors, enterprises need to adapt
their strategies to the maintain competitive. The artificial intelligence (Al) tools can be
of great help while research on the applications of Al in digital marketing still has some
gaps. This a point worth continuing to delve into in-depth research.
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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