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Abstract. This study takes Inner Mongolia langege Dairy as an example, apply-

ing a case study method and utilizing enterprise data, market research infor-

mation, distributor information, and publicly available market data to conduct an 

in-depth study on the direction of positioning implementation, marketing match-

ing strategies, and the synergy and effects of the two for SMEs in the consumer 

goods industry. The successful experience of SMEs in breaking through the bot-

tleneck reveals the following lessons: accurately identify gaps in consumers' 

minds, establish focused positioning, and form a synergy between positioning 

and marketing matching through a "four-in-one" approach encompassing prod-

uct, visual identity, channels, and communication. This synergy is reflected in 

the mutual reinforcement of "positioning as a strategy, matching as implementa-

tion, matching promoting positioning, and positioning guiding matching." This 

article also summarizes effective strategies for positioning and marketing align-

ment for small and medium-sized consumer goods enterprises, attempting to pro-

vide reference and guidance for similar enterprises to avoid red ocean competi-

tion and achieve differentiated development in the future. 
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1 Introduction 

While the consumer goods market in my country continues to grow, its growth rate is 
gradually slowing. For example, the market size of the chilled yogurt industry hovered 
between 50 and 60 billion yuan from 2019 to 2023. The three giants, Yili, Mengniu, 
and Junlebao, held over 60% of the market share, demonstrating a clear "Matthew ef-
fect." Small and medium-sized consumer goods enterprises, with limited resources, are 
trapped in a development predicament of product homogenization, meager profits, and 

  
© The Author(s) 2026
H. Chen et al. (eds.), Proceedings of the 5th International Conference on Economic Development and Business
Culture (ICEDBC 2025), Advances in Economics, Business and Management Research 376,
https://doi.org/10.2991/978-94-6239-604-3_48

https://doi.org/10.2991/978-94-6239-604-3_48
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6239-604-3_48&domain=pdf


 

 

462             W. Wang

a lack of brand recognition and are unable to compete head-on with the giants. Posi-
tioning theory offers a possible path for differentiation, but in practice, the inaccurate 
matching between positioning and marketing, along with unclear tactics, renders the 
positioning strategies of small and medium-sized consumer goods enterprises ineffec-
tive [1]. Previous theoretical research has largely focused on the selection of positioning 
direction and the dimensions of positioning-marketing matching, without in-depth re-
search on the positioning direction, marketing matching dimensions, and matching
mechanisms of small- and medium-sized consumer goods enterprises. Therefore, the 
application of theory is insufficiently relevant [2]. In the practical section, langege, a 
small-to-medium-sized regional dairy enterprise, achieved an average annual revenue 
growth of approximately 30% through its "Grassland Yogurt" positioning and complete 
product portfolio, becoming a national dairy brand. langege's successful practice offers 
valuable lessons [3]. 

This study uses the logical framework of “positioning strategy–marketing matching–
synergy–inspiration” Employing a single-case study method and combining internal 
strategic analysis reports, financial data, and consumer surveys, this study establishes a 
"synergy" analysis framework for positioning and marketing matching in small and 
medium-sized consumer goods enterprises. It analyzes the implementation mechanism 
of the entire process, providing a general, differentiated development path that can be 
promoted for similar enterprises. 

2 Case Background and Research Design 

2.1 Basis for Case Selection 

This case study focuses on Inner Mongolia langege Dairy Co., Ltd., chosen for two 
main reasons: First, its typicality. langege Dairy is a typical small-to-medium-sized 
dairy enterprise. Before 2023, it faced common problems such as "unclear positioning," 
"weak brand," and "product homogenization." In 2023, through its "Grassland Yogurt" 
category positioning and systematic marketing strategy, it achieved regional break-
throughs, gradually expanding into northern, eastern, and southern China. From 2021 
to 2024, its average annual growth exceeded 30%, making it a typical case of a small-
to medium-sized enterprise breakthrough. Second, the data are readily available. The 
case company provided first-hand materials, such as internal communication meeting 
content, company annual reports, and channel data, supplemented by secondary mate-
rials, such as Euromonitor International reports and third-party market research data, 
forming the basis for factual data collection for this case study. 

2.2 Langege Case Background 

Langege Dairy is headquartered in Ulanqab City, Inner Mongolia. Its main business is 
the production and sales of low-temperature yogurt. It owns its own pastures and mod-
ern production lines, capable of processing 300 tons of fresh milk daily to ensure a 
stable supply. Prior to 2023, Langege Dairy's products included Mongolian, Grassland, 
and Ulanqab yogurts, but the company lacked clear strategic positioning. Before 2023, 
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Langege Dairy's revenue had not exceeded 500 million yuan, facing numerous difficul-
ties: the brand was only known regionally, lacking national recognition; product differ-
entiation was unclear, failing to distinguish it from established brands; sales channels 
were primarily local supermarkets, with limited coverage; and profit margins were 
eroded by price wars from leading brands like Yili and Mengniu, leading to a stalemate 
in development [4]. 

In mid-2023, Langege conducted a nationwide in-depth consumer survey and dis-
covered two consumer mindshare opportunities: First, in consumers' minds, "grassland" 
directly equated with "natural, healthy, and clean," and this mindshare wasn't occupied 
by any other yogurt brand; second, the perceived value of "edible yogurt" (set yogurt) 
was higher than that of "drinkable yogurt" (stirred yogurt). This survey provided the 
company with a rare opportunity to adjust its positioning and was the most important 
business insight for the "Grassland Yogurt" category’s innovation opportunity. 

2.3 Research Design 

Data sources are divided into primary and secondary data sources. The primary data 
include langege's internal positioning strategy meeting minutes, financial data for each 
year from 2022 to 2025, consumer focus group minutes, distributor meeting feedback 
questionnaires, and sales ledgers from directly operated and terminal stores. Secondary 
data include Euromonitor International's yogurt industry research reports, market in-
sights from China Dairy Industry, competitor reports, relevant reports from the Ulanqab 
Daily, and third-party market data. The research and analysis framework consists of 
four parts: "Positioning Strategy Execution Process—Marketing Alignment Construc-
tion—Collaboration—Result Evaluation." The positioning strategy execution process 
involves the discovery and confirmation of mental space; marketing alignment con-
struction covers aspects such as product, visual identity, channels, and communication; 
the collaboration part involves the interaction between positioning and alignment; the 
result evaluation is divided into four dimensions: financial, market, channel and con-
sumer, and issues, to evaluate the entire collaborative process and its effectiveness. 

3 Langege's Positioning Strategy Execution, Marketing 
Alignment, and Results 

3.1 Positioning Strategy Execution: Identifying and Focusing on Mind Gaps 

Langege conducted in-depth cross-sectional research on consumers nationwide, result-
ing in two core findings: First, "grassland" represents a positive impression of "natural, 
healthy, and clean" in consumers' minds, and this mind resource is not occupied by any 
brand in the yogurt category, indicating a very clear category gap. Second, consumers 
believe that the consistency and milk aroma of set yogurt are significantly better than 
stirred yogurt, resulting in a stronger sense of value. In 2023, the company locked in its 
core target definition: "Langege = Authentic Grassland Yogurt," giving birth to the 
"Grassland Yogurt" subcategory. The core definition is clearly "rich in milk aroma, set 
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yogurt from the grasslands," completely breaking through previous positioning hesita-
tions and avoiding the fiercely competitive red ocean market with leading brands [insert 
reference]. To enhance the credibility of its positioning, the company has implemented 
a three-dimensional support strategy: geographical endorsement, highlighting its status 
as "China's Grassland Yogurt Capital – Ulanqab," emphasizing Ulanqab's golden milk 
source belt at 41 degrees north latitude, and publicly disclosing the latitude and longi-
tude coordinates of its pastures, welcoming tastings and visits; Process certification, 
having successfully applied for Inner Mongolia Autonomous Region Intangible Cul-
tural Heritage Inheritor status, reinforcing the brand power of "Langege = Authentic 
Grassland Yogurt"; and technological support, collaborating with China Agricultural 
University to develop patented grassland strain technology, using a strong patented 
technological defense to build product boundaries. 

3.2 Marketing Matching System Construction: A Four-in-One Layout 
Around Positioning 

Product Matching: Constructing four standards for grassland yogurt: "Grassland Milk, 
Grassland Bacteria, Grassland Production, Grassland Supply." The milk source comes 
from the grassland (local pastures in Ulanqab), highlighting the characteristic of sup-
plying the whole country from one source. The bacterial strain is taken from the star 
strain LanggJZ-08 (Bifidobacterium animalis subsp. lactis) collected from the Inner 
Mongolia grassland, which has a series of national invention patents such as "A Probi-
otic that Reduces Body Fat and Enhances Antioxidant Capacity and Its Application" 
(Patent No.: ZL 2023 1 0635902.1), highlighting functional differentiation; the process 
adheres to the single-tank coagulation fermentation process for key products, empha-
sizing the "spoon-eating" product characteristic. The supply chain is to build a cold 
chain supply system radiating from the grassland to the whole country to ensure product 
freshness [5]. A high-margin product matrix has been created, including "Eight Banners 
Bacteria Curd," "Eji of the Horizon," and "Urimo Milk Skin."  

For distribution, the company focuses on supermarkets with well-established cold 
chain logistics, significantly increasing the visibility of these grassland yogurt zones 
[6]. Furthermore, it collaborates with tourism platforms to create customized "Grass-
land Taste Journeys," inviting consumers to visit the ranches and experience the product 
firsthand through public relations activities, thus reinforcing product credibility. The 
marketing campaign focused on a catchy slogan: "langege Grassland Yogurt, loved by 
all grassland people!" A popular Mongolian folk song melody was adapted into a mem-
orable "brainwashing song—The Grassland Yogurt Song."  

3.3 Coordination Mechanism of Positioning and Marketing Coordination 

In terms of directional coordination, the positioning of "Authentic Grassland Yogurt" 
clearly defined the starting point of the marketing campaign. All actions related to prod-
ucts, visuals, channels, and communication revolved around the core words "grass-
land," "set," and "natural," ensuring that no resources were wasted. In terms of content 
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coordination, all aspects of the campaign conveyed the same message: the product em-
phasized "grassland milk, grassland mushrooms, grassland production, and grassland 
supply," the marketing campaign used "grassland mushroom harvesting" and the 
"Grassland Yogurt Song," and the visuals unified with "grassland elements," creating a 
powerful and consistent brand image in the consumer's mind [7]. In terms of synergistic 
transmission, positioning is transformed into product perception, encompassing the 
product's "rich texture," the visual "grassland scene," and the experiential "ranch quality 
certification," achieving a closed loop of "position recognition – experience – brand 
recognition." In terms of dynamic synergy, based on distributor suggestions and market 
insights, the company iteratively adjusts the "supply side" of product and communica-
tion matching, thereby strengthening the fit between positioning and matching. 

3.4 Evaluation of Synergistic Practice Effectiveness 

In terms of financial performance, sales revenue is expected to increase from 380 mil-
lion yuan to 1 billion yuan from 2022 to 2025, with an average annual growth rate 
exceeding 30%. The proportion of high-margin core products increased from 30% to 
50%, becoming the leading revenue-generating products, and the product structure 
gradually improved. In terms of market sales, langege became the number one selling 
grassland yogurt brand nationwide for three consecutive years, accounting for over 20% 
of supermarket sales in Hohhot, Baotou, and other regional markets, becoming a repre-
sentative brand of "grassland yogurt." Regarding channels and consumers, distributors 
highly approve of the positioning, the promotion effect is good, and core distributors 
are willing to increase order volume and expand distribution points. Consumers ' aware-
ness of "Grassland Yogurt = langege" has reached over 70%. 

4 Implementation Path and Countermeasures for Positioning 
and Marketing Alignment Synergy in Small and Medium-
Sized Consumer Goods Enterprises 

4.1 Collaborative Implementation Path 

The four-step implementation process is as follows: "Identifying Mind Spaces – Deter-
mining Strategic Positioning – Combining Marketing Alignment – Enhancing Syner-
gistic Effects": Step 1, "Identifying Mind Spaces": Market research in the target market 
can uncover unmet needs and mind spaces, identifying opportunities in niche catego-
ries. Step 2, "Determining Strategic Positioning": Establish a strong link between the 
brand and the category, refine a simple and easy-to-understand positioning proposition, 
and avoid diversified or ambiguous positioning. Step 3, "Combining Marketing Align-
ment": The positioning combination creates a unified marketing alignment encompass-
ing the brand's product, visual identity, channels, and communication, ensuring high 
internal and external consistency. Step 4, "Enhancing Synergistic Effects": Continu-
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ously track and test the improvement and innovation of brand positioning and market-
ing alignment using financial data, market feedback, and consumer research to enhance 
synergistic effects [8]. 

4.2 Targeted Countermeasures and Suggestions 

In terms of positioning, focus on the "weak points within the strengths" of 
competitors, making good use of resource endowments to build regional brands into 
category-differentiating characteristics. In terms of product positioning, the focus is on 
its unique features and core selling points, emphasizing core technologies and authori-
tative craftsmanship. Visual positioning highlights the key elements of a category, cre-
ating a category-specific symbol. Channel positioning focuses on high-traffic areas for 
target consumers to attract them. Communication positioning adheres to the principles 
of public relations first, advertising second, and event marketing. In terms of collabo-
ration, a complementary relationship between positioning and product positioning is 
established, ensuring that all marketing actions revolve around positioning to avoid 
wasting marketing resources. Resources are focused on core positioning to create a 
strong and unique competitive advantage. Regarding regional expansion, different as-
pects of product positioning are handled differently in different regions.  

5 Conclusion 

Through the case study of langege, this paper reveals the hidden logic for differentiated 
breakthroughs for small and medium-sized consumer goods enterprises in my country: 
identifying and precisely targeting gaps in the consumer mindset and positioning value 
through a "four-in-one" approach encompassing product focus, visual focus, channel 
focus, and communication focus from a marketing alignment perspective. The "precise 
focus" and "marketing alignment" working together are the "key" to transforming these 
gaps into competitiveness, providing a practical example for SMEs to break through. 
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