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Abstract

In recent years, the coffee market has become a prominent incremental market in China’s develop-
ment. China’s coffee consumption has been increasing year by year, and it has become one of the
most promising coffee sales countries in the world. Under this wave, many different coffee brands
have emerged, leading to increasingly fierce competition in the coffee industry. Luckin Coffee, as a

SCEG| A TKENAE. B AT ST SRS SR B ST S ). TR 55 1ER, 2024, 13(4): 3629-3635.
DOI: 10.12677/ecl.2024.1341564


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.1341564
https://doi.org/10.12677/ecl.2024.1341564
https://www.hanspub.org/

5K 45

pioneer in the new era of coffee in China, is widely favored by young consumer groups. In order to
adapt to the competitive pressure in the industry, cross-border marketing has attracted much at-
tention. As a leading coffee company, Luckin Coffee has been committed to expanding its brand in-
fluence through cross-border marketing. This article takes Luckin Coffee as the research object,
uses SWOT analysis tool to conduct in-depth exploration of the internal and external environment
in which “Luckin Coffee” operates, and analyzes its cross-border marketing logic. Combined with a
questionnaire survey on consumers’ experience of cross-border marketing, this paper analyzes the
problems existing in Luckin Coffee’s cross-border marketing. Finally, targeted improvement sug-
gestions are proposed to enhance Luckin Coffee’s competitiveness in the industry and provide some
references for other coffee brands.
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Table 1. Statistical table of brand cross border perception status
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Table 2. Statistical table of cross cultural perception status
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Table 4. Statistics of cross border perception status in marketing communication
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