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Abstract

Brand operation is particularly important in the context of expanding market scale and increas-
ingly fierce competition in China’s coffee industry. In this paper, the marketing strategy of Lucky
Cup is studied in depth from the perspective of 4P and 3R marketing theories. According to the
two theories, it analyzes the current marketing status of Lucky Cup and the problems that exist in
it, and puts forward corresponding countermeasures and suggestions. By analyzing the marketing
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strategy of Lucky Cup in depth, it not only helps Lucky Cup to increase its market share in the fur-
ther development of the coffee industry, but also provides a reference for other related brands.
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Figure 1. Disposable income per capita from 2012 to 2023
1. 2012~2023 F£ AR ZECHIA

https://www.gov.cn/yaowen/liebiao/202312/content_6921287.htm.
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Table 2. Product price comparison (unit: yuan)
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Figure 2. Lucky Cup store locations
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