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[Abstract] Driven by the national “Healthy China 2030 strategy and the Outline of the Strategic Plan for the
Development of Chinese Medicine, this paper takes the marketing strategy of Chinese medicine health products
as the object of research, and systematically discusses the current development situation of the industry and the
optimization path by applying the SWOT analysis framework. This paper finds that although TCM health
products have theoretical and cultural advantages and policy support, they still face marketing dilemmas such as
product homogenization, inappropriate pricing strategies, sloppy channel management, and lagging behind in
brand building. Based on this, this paper proposes optimization strategies such as differentiated product
development, value—oriented pricing, omni—channel integration, innovative promotion system and brand
differentiation, aiming to enhance the core competitiveness of TCM enterprises, promote the transformation of
the industry from the traditional mode to the direction of modernization and specialization, and provide
theoretical references and practical guidance for the development of TCM large health industry.
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