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Abstract

In recent years, the tea e-commerce market has developed rapidly and has become an important chan-
nel for tea sales. With the popularization of the Internet and the change of consumers’ shopping habits,
more and more tea enterprises and retailers are selling through e-commerce platforms, achieving
breakthroughs in terms of region and time, and injecting new vitality into the tea market. This article

WEFIH: A TR TR S TTIRPUR R R R EAZD]. BF R S5IFR, 2024, 13(4): 6577-6581.
DOI: 10.12677/ecl.2024.1341899


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.1341899
https://doi.org/10.12677/ecl.2024.1341899
https://www.hanspub.org/

aims to comprehensively analyze the current market situation of tea e-commerce and reveal the trends
and challenges facing the current market. On this basis, it explores development paths and proposes
targeted suggestions to help tea e-commerce brands enhance their competitiveness and stand out in
fierce market competition. These suggestions include carrying out pilot work on e-commerce tea, im-
proving the personalization of sales channels, establishing a scientific and perfect e-commerce tea trade
mechanism, and strengthening the training of tea e-commerce personnel, aiming to improve the over-
all operational level of tea e-commerce from multiple aspects, so that it can continue to develop and
grow in the constantly changing market environment.
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