E-Commerce Letters FHLT-F§551¥i2, 2024, 13(2), 3381-3390 Hans XM
Published Online May 2024 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.132414

AR KATI R ESH R T — AR ERIE
7B

ERY 0
XRS5 2 b be, e #iX

Wehs H . 20244F4H1H; A BEM: 20244F4H16H; KA HM: 20244F5431H

HE

2018EHF ERMLEN “KAHM” BEIFHNREME, HET ERBZFERRE, =% T NENLE, i
BN AEMR R ERR, BERAFREATIEH T . AXUFERGEARE, 56 SaHRRATLR
BIVR. HFEREHRBRO P W0 BHEENRIL, 2B, AW EREREH
g, RIMETES . BEE ARSI WEAGARRETRT H. MkohiREE—F T8RS
W EREWATHE. MTEFERITG. AT KW HEREAEFWRIMSEEL, RAUKME
R, MBI RRBNLSFER RS, FAFEREEL/IERERERRE, ENIRIITEH
EREHFENR L. FOEH4PERE S HERERRRBEE, WAL ERHER, SFHRUATLH
Fofth R pER BRI R R BB, ERFRRATWERE KRR

XK ia

BERM, FHRK, BHENE, 4PEH

Analysis of Marketing Strategies in the New
Tea Drinking Industry—The Case of Bawang
Chaji

Feifan Wang

School of Law and Economics, Wuhan University of Science and Technology, Wuhan Hubei

Received: Apr. 1%, 2024; accepted: Apr. 16", 2024; published: May 31%, 2024

Abstract
In 2018, Bawang Chaji became popular on the Internet through the “Dada Cup” blind box activity,
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which attracted the attention of the national trend enthusiasts, increased network awareness, and
gradually became a newcomer in the new tea drink industry through rational planning of brand
development. This paper takes Bawang Chaji as a case study, combining the current development
status of the new tea drink industry, Bawang Chaji’s development profile, product profile, mar-
keting activities profile, analyse its marketing strategy, and continuously optimise Bawang
Chaji’s marketing strategy to enhance the competitiveness of the brand. Through reviewing
various information, watching the founder’s talk show, industry analysis report to further un-
derstand and analyse how Bawang Chaji is new, how to enter the overseas market, how to ex-
pand its influence. Bawang Chaji has a clear brand positioning, a strong mission vision, coupled
with a variety of product strategies and a variety of marketing strategies, so that Bawang Chaji in
recent years, rapid development, but from the status quo analysis of the Bawang Chaji there are
still shortcomings. This paper uses the 4P theory combined with the development of the Bawang
Chaji’s ideas, optimise its marketing strategy, to the new tea drinks industry to provide new
ideas for the development of other brands, making the new tea drinks industry faster and better
development.
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BRSO R 1A, MATE R R MR 2, METEE, BRAME, BRZEE, BRI
RIS ). 15 2023 4F 1 ] P EEBEE o kA (2022 Fia Rt Fidkd) iz, 2022 4F Rk
B AR AT Ml T 37 KBS F) 5 BRAECIR A5 T IE 1040 1276 2021 F 28 2023 AT AR IRIK R 20%, Ak
T2 84 & SN BAE 2023 S5 SR 1428 1270, #E 2022 4K, FKEFAIRI1ELL 48.6 JiZ,
72 T I At o DR R R 2 1 — N G 2R, BT R EE B 2R T IA 55.2% [1]

PR E BT AR T A JORIG K, AR A AT S 4 F 3G, 5 R T I ) JR3 THD B 09 P o 5tk
() 3T 2 IR PR R S A T I 1 22 ML, B et FER A SO AN Ay 72 i B R = ORAIE L B TR 0] RS
B, ERIREAN R — . PO A A AT IR R & R S L. TR
FM BT NS TFT R T IR A O R U, BAR ORI R T — g, (H& T 7= 5 R
G, PR B R A BDPRAE IR o SRS RS I, (R IR AE, MELLE
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ASCUAH ER IO IS, WRIEIDRE. Ptk 2. SERGL. EHIG 35 A R A 0
BT MR R . EEN T AE R E Y M, LB Y SRR, RN A R AT i 3 5 A %,
() B AR BT DS [FIAT P AR TR RS B S E A B TSGR H A AT IR, 5 B B8 22 3 20t i A
WEH IR S5, AR A W 2 SR AL I st (i 55 A 22 o b =i, AR IEAT T S B — 20 4
Ko IR BIKF.
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Table 1. Product types and product charts of Bawang Chaji [12]
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