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Abstract
In recent years, as consumers’ recognition of Chinese traditional culture continues to increase, the
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tea industry has ushered in a China-Chic. Many emerging tea beverage brands have rapidly emerged
with the new Chinese style tea beverage as their characteristic, while some well-known tea bever-
age brands have also launched innovative drinks with Chinese elements, jointly promoting the de-
velopment of this trend. In order to gain a foothold in the fierce market competition, newly emerg-
ing Chinese tea beverage brands must fully understand market changes and their own development
status, and formulate long-term development strategies. This article analyzes the marketing strat-
egy of the new Chinese tea drink brand “CHAGEE” through the SWOT model; and proposes strategic
recommendations to further improve the efficiency of supply chain management, strengthen the
promotion of healthy raw materials, achieve sustainable development, and promote the global dis-
semination of Chinese tea culture for new Chinese style differentiated brands.
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