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ABSTRACT 

This paper takes Nongfu Spring Company as an example and analyses its strategic management 
and team dynamics in depth. At the strategic management level, Nongfu Spring has built a solid and 
sustainable competitive advantage by virtue of its keen market insight and flexible strategic layout. 
The company adopts a strategy that combines growth and differentiation with precise market 
positioning to provide strong support for long-term development. In terms of team dynamics, this 
paper explores the formation process, development trajectory and decision-making mechanism of 
the Nongfu Spring team. The study shows that the Nongfu Spring team demonstrates excellent 
collaborative ability and efficient decision-making efficiency, and this efficient teamwork not only 
stimulates the team's innovation ability, but also significantly improves its flexibility and adaptability 
in response to market changes, which enables Nongfu Spring to consistently occupy an 
advantageous position in the fierce market competition. 
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1. INTRODUCTION 

This report takes Nongfu Spring Company as an example to analyze the company's strategic 

management and team dynamics. It will analyze Nongfu Spring's current strategic management 

process, and discuss the management development of Nongfu Spring Company through its team 

formation stage. The report will also delve into Nongfu Spring's team decision-making methods and 

their impact on the company. 

Nongfu Spring is a leading enterprise in the beverage industry, focusing on the production and sales 

of high-quality bottled water. Since its establishment in 1996, it has become a leading brand in the 

bottled water market by virtue of its superior water source and strict standards (Xia, 2020). Besides 

its main business of bottled water, it has also set foot in the tea beverage and fruit and vegetable juice 

market. In the bottled water market, Nongfu Spring leads with a 26.5% share, outperforming 

competitors like Cestbon (21.3%) and Master Kong (10.1%) due to its superior water and strong 

brand (Li, 2023). 

This report cites two sub-concepts, namely the stages of team formation and team decision-making 

methods under the framework of team dynamics, to analyze the impact of internal interactions, 

behaviors, and relationships among Nongfu Spring's team members on the company's performance 

(Sales, 2017). Formation stages vary from forming to adjourning, each posing unique challenges 
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(Young, 2024). This report focuses on Nongfu Spring's consensus method, emphasizing shared 

understanding after discussions among team members (Zhu, 2021). 

2. ANALYSIS OF THE NONGFU SPRING'S STRATEGIC MANAGEMENT 
PROCESS 

The mission of an organization encapsulates its fundamental societal purpose (John, 2020). Nongfu 

Spring's mission is to provide products and services that contribute to human health. As the company 

has grown, the company's mission evolved from satisfying drinking needs to emphasizing sustainable 

water utilization and protection. Vision depicts an organization's aspirational future state (John, 2020). 

Nongfu Spring aims for "ubiquitous accessibility of its products." This vision focuses on product 

accessibility and consumer experience, by offering high-quality products at reasonable prices, 

Nongfu Spring strives to make drinking water a routine choice for everyone. 

Corporate strategies target sustainable competitive advantages, involving market selection and 

resource allocation (Dieffenbacher, 2024). A growth strategy aims to expand organizational scale and 

broaden existing operations, while a retrenchment strategy downscale, and stability strategy maintain 

the current status (John, 2020). This report delves into the widely adopted growth strategy, which 

firms adopt to increase market share, revenue, and profitability (Dieffenbacher, 2024). Specifically, 

Nongfu Spring implements a growth strategy through product development based on its current status. 

The diversification level of Nongfu Spring is relatively low, with its business model mainly focused 

on the core product: drinking water. However, Nongfu Spring has chosen to continuously expand its 

market coverage by introducing various packaged natural drinking waters rich in different mineral 

components, aiming to satisfy the needs of diverse consumer groups such as infants, children, and 

teenagers. Nevertheless, Nongfu Spring's ambitions are not confined to the pure drinking water 

market. The successive launches of mixed fruit juice drinks and functional beverages mark the 

company's transformation from a professional drinking water supplier to a comprehensive beverage 

developer and processor (Geng, 2022). 

The strategy at the business level addresses the approach a firm employs to compete within a specific 

industry or market segment (Dieffenbacher, 2024). The current report undertakes an analysis of 

Nongfu Spring's business level through a discussion of Porter's generic strategy. As stipulated in 

Porter's generic strategy, the business-level strategies are primarily dictated by the market's scope and 

the source of competitive advantage, ultimately resulting in four distinct generic strategies: focused 

differentiation, differentiation, focused cost leadership, and cost leadership (John, 2020). Nongfu 

Spring mainly adopts the focused differentiation strategy (Lu, 2021). Since 1996, Nongfu Spring has 

progressively expanded its water source and production bases by exclusively developing the Qiandao 

Lake. By 2006, it had secured four major high-quality water sources in China. Leveraging these 

resources, Nongfu Spring established six major production bases, dominating the drinking water 

market in most parts of China. This strategy has provided it with stable water sources and opened up 

vast space for the development of its products and brands, creating significant differentiated 

advantages compared with other competitors. With the increasing demand for water quality by 

consumers, Nongfu Spring possesses a more significant market competitive advantage due to its high-

quality water sources. 

3. ANALYSIS OF THE REMAINING STEPS OF NONGFU SPRING'S 
STRATEGIC MANAGEMENT PROCESS 

The second step in the strategic management process is analyzing the external and internal 

environments, which involves a comprehensive evaluation and analysis of the company's internal 

environment (such as resources, capabilities, core competitiveness, etc.) and external environment 

(such as market trends, competitors, opportunities, etc.). For Nongfu Spring, the company analyzed 
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its strengths in water resources, brand image, and marketing, while also examining market trends, 

consumer demand, and competitors' dynamics. For instance, Nongfu Spring capitalized on its 

superior natural water sources to cultivate a brand image of "naturalness and health" and gained 

insights from market research on consumers' demand for healthy beverages, laying a solid foundation 

for subsequent strategic planning (Zhou, 2022). 

The third step in the strategic management process is strategic choice, which involves selecting the 

most suitable strategy for the company's current situation and future development from multiple 

alternative strategic options. After evaluating the various strategic options, Nongfu Spring chose a 

strategy that maximized the use of resources while responding effectively to changes in the market. 

For example, in the face of fierce competition from rivals, Nongfu Spring has adopted a focused 

differentiation strategy, constantly seeking innovation and optimization in its product formulations to 

enhance the uniqueness and market competitiveness of its products. At the same time, the company 

also pays great attention to the precise positioning of the market, launching products with distinctive 

flavours and unique packaging for diverse consumer groups. 

The fourth step of the strategic management process is strategy implementation translating the 

selected strategy into effective operational actions. In this process, Nongfu Spring adheres to its 

growth strategy and significantly increases its investment in new product development. For example, 

in response to the growing consumer demand for healthy beverages, Nongfu Spring launched the new 

‘Farmer's Orchard’ series of beverages, which combines the essence of fresh fruit juices and natural 

mineral water, and adheres to the principle of zero additives to accurately meet the consumer's quest 

for healthy, natural beverages (Xie, 2024). The launch of these new products not only enriched 

Nongfu Spring's product line but also brought considerable market share and sales growth, further 

consolidating its leading position in the beverage industry. 

The fifth step in the strategic management process is evaluating results, which involves a systematic 

and comprehensive analysis and evaluation of the outcomes resulting from strategy execution, aiming 

to verify whether the strategy has successfully achieved its set goals (John, 2022). When evaluating 

its market expansion strategy, Nongfu Spring conducts an in-depth analysis of sales growth in new 

markets, consumer acceptance, and the enhancement of brand image. Specifically, Nongfu Spring 

gather consumer feedback on new products through market research data, assesses market share gains 

through sales growth rates, and monitor discussions and evaluations of brand image on social media. 

Through these specific evaluation indicators and examples, Nongfu Spring can more accurately 

understand the effectiveness of strategy implementation, providing a strong basis for subsequent 

strategic adjustments and optimizations. 

4. ANALYSIS OF TEAM DYNAMICS - STAGES OF TEAM 
DEVELOPMENT 

A synthesis of research on small groups suggests that there are five distinct phases in the life cycle of 

any team (Young, 2024). In the Forming Stage of team dynamics, team members initially gather and 

gain a basic understanding of the team's goals, structure, and tasks. Nongfu Spring, in its early stage, 

established its brand mission, aiming to provide consumers with high-quality drinking water. Through 

careful selection, the team incorporated members with specialized skills and shared values. Although 

initially independent, members began to understand the team's goals and explore their responsibilities. 

During the storming stage, team members begin to reveal their different opinions and positions, and 

these differences may lead to potential conflicts and disagreements. Nongfu Spring encountered a 

similar test at this stage. As the project progressed, there were obvious differences of opinion among 

team members on the marketing plan and product promotion strategy. The team leader intervened 

promptly to establish and maintain team rules. At the same time, the leader's open and tolerant attitude 
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to accept the individual differences among team members not only enhanced the diversity of the team, 

but also promoted harmony and common development within the team. 

In the normative stage, team members gradually accept and respect each other's differences, and then 

jointly construct a series of codes of conduct and core values. In this stage, Nongfu Spring has defined 

detailed work processes and rules to ensure efficient cooperation among team members. At the same 

time, the team also carefully cultivated a unique corporate culture that put quality first and pursued 

excellence throughout. These newly established values inadvertently shaped the team's overall 

professional image and cohesion (Xie, 2024). 

Upon entering the Performing Stage, Nongfu Spring achieved a state of high-efficiency operation. 

Through effective communication and collaboration, the team continuously launched new products, 

expanded new markets, and achieved significant growth in sales targets and market share. For 

instance, when introducing new products, Nongfu Spring emphasized market research and consumer 

demand analysis to ensure products aligned with market trends and consumer preferences. 

Simultaneously, the team strengthened cooperation with distributors, jointly exploring the market, 

and driving steady growth in sales performance. 

As the team completes its established tasks or projects, Nongfu Spring faces the choice of dissolution 

or rejuvenation. During the Adjourning or Rejuvenating Stage, the team focuses on individual 

member development, providing new opportunities and challenges (Yan, 2007). If the team needs to 

continue existing to tackle new tasks or challenges, it enters the rejuvenating phase, reassessing goals, 

structure, and members to adapt to new demands and challenges. 

5. ANALYSIS OF TEAM DYNAMICS -TEAM DECISION MAKING 
APPROACH 

Within the theoretical framework of team decision-making, Edgar Schein, a highly respected scholar 

and consultant, observes that teams make decisions through at least six methods: lack of response, 

authority rule, minority rule, majority rule, consensus, and unanimity (John, 2020). Among these, 

"consensus" as a decision-making approach emphasizes the shared understanding and support among 

team members after thorough discussion. This report will analyze team decision-making from the 

perspective of the definition and explanation of consensus, as well as through specific cases from 

Nongfu Spring Company. 

Consensus decision-making, as a methodology for team decision-making, refers to the process where 

team members achieve a unified understanding and agreement on a specific issue or proposal through 

in-depth discussion and careful negotiation (Zhu, 2021). This approach emphasizes the active 

participation and collective wisdom of team members, aiming to enhance team cohesion and 

collaboration efficiency through brainstorming. In the daily operation of Nongfu Spring, the 

consensus decision-making has been fully implemented and achieved remarkable results. Taking the 

new design of Nongfu Spring mineral water bottle as an example, the design team first organized a 

comprehensive market research to systematically collect current trends and consumers' real 

evaluations. Based on these data, the team members came up with several innovative design concepts.  

In the subsequent group discussion session, team members discussed the bottle shape, material 

selection and label design, and each offered their own unique insights. After several rounds of in-

depth exchanges and revisions, the team finally reached a consensus and decided to use 

environmentally friendly materials as the core elements of the design. This decision not only 

highlights Nongfu Spring's strong commitment to environmental protection, but also reflects the core 

values of its brand(Zhang, 2023). 

The consensus reached by the team members deepened their knowledge and understanding of the 

programme, and the process not only promoted effective communication and cooperation among the 
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members, but also greatly enhanced the scientificity and feasibility of decision-making. The key point 

is that the successful implementation of the consensus not only consolidated Nongfu Spring's 

advantageous position in the market competition, but also significantly enhanced its brand image, 

deepened consumer loyalty, and laid a solid foundation for the company's sustainable development. 

6. CONCLUSION 

This report focuses on Nongfu Spring and analyses the core elements of its strategic management and 

team dynamics. In terms of strategic management, Nongfu Spring has built up a solid and sustainable 

competitive advantage by virtue of its keen insight into the pulse of the market and its flexible 

adoption of a strategic layout that combines growth and differentiation. Nongfu Spring accurately 

positions itself in the challenging market environment, scientifically plans its development path, and 

provides strong strategic support for the company's long-term development. 

Based on the perspective of team dynamics, this report systematically explores the formation process, 

development trajectory and its decision-making mechanism of the team of Nongfu Spring. The 

analysis of team dynamics surfaces that Nongfu Spring has excellent teamwork and decision-making 

efficiency. This kind of efficient collaboration not only greatly stimulates the team's innovation ability, 

but also significantly improves its flexibility and adaptability in response to market changes, so that 

Nongfu Spring always occupies an advantageous position in the fierce market competition. 
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