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Abstract

As arising star, Luckin Coffee has seen its number of stores rise rapidly in recent years. Behind this
swift growth lies its fruitful marketing strategy. This article, based on the new 4P marketing theory,
studies Luckin Coffee’s marketing from the aspects of product selling points, sales points, focus
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points, and purchase points, analyzing various marketing elements in its marketing process. The
research found that, in terms of selling points, Luckin has formed a brand logo with unique identi-
fiers, creating a brand effect, supplemented by product quality and a variety of taste and style op-
tions; in terms of placing points, it has laid out online private domain channels, expanded offline
store distribution, established cooperative relationships with other enterprises, broadened its so-
cial circle, and increased visibility; in terms of focusing points, it has focused on both coffee quality
and consumer convenience, resonating with young people and closing the psychological distance
with customers; in terms of buying points, it has laid out in the lower-tier market, explored the mar-
ket with big data technology, and moved customers with pricing strategies, continuously reaching
out to customers. Finally, based on the marketing research of Luckin Coffee, several development
suggestions are put forward for the catering industry to consider.
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