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Abstract

With the vigorous development of the new tea industry, new tea products have gradually become
an inevitable demand for young consumer groups. New tea brands such as Honey Snow Ice City, Hey
Tea and Nai Xue have sprung up and occupy a certain share in the market. Chayan Yuese has won
the love of consumers with its unique brand image and high-quality taste, and has become the
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industry benchmark. This paper will take Chayan Yuese as an example, combined with 4P theory to
analyze its marketing status, find out the existing problems in marketing, and finally optimize its
marketing strategy based on 4P theory, so as to provide marketing experience and enlightenment
for the healthy development of new tea industry.
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Figure 1. 2018~2025 China’s new tea consumption market size
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Figure 2. Proportion of male and female consumers of new Chinese tea drinks
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Figure 3. The maximum unit price accepted by Chinese consumers of new tea drinks
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