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Abstract

Under the “dual carbon” goal, all enterprises are facing the challenge of “reducing carbon”. In re-
cent years, the environmental awareness of enterprises has been continuously improving, and
more and more enterprises have realized their obligation and responsibility to achieve economic
benefits while balancing social benefits, and fulfill environmental obligations through various
means. With the continuous awakening of public environmental awareness, many brands have
begun to promote and market around the theme of “environmental protection”. The research ob-
ject of this article, “Heytea”, continuously expresses the core proposition of “green Heytea” to
consumers during brand communication. This article will analyze its “green” popular communica-
tion strategy from the perspective of users, to understand what needs it meets, and what psychol-
ogy users are based on to pursue it. By analyzing the brand communication strategy of Heytea
driven by the “dual carbon” goal, this paper explores its success and aims to provide reference for
the communication of other tea brands.
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