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Abstract

With the upgrading of consumption structures and the rapid development of digital technologies,
New Retail has gradually emerged as a significant driving force in the transformation and upgrading
of traditional retail industries. Coffee, as a beverage favored by young consumers, its market size is
expanding, attracting numerous brands to enter the competitive landscape. Against this backdrop,
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the pursuit of new development opportunities through e-commerce transformation has become a
critical trend in the industry for coffee brands. By examining the current strategies of coffee brands
on e-commerce platforms and conducting an in-depth analysis of the challenges and opportunities in
their digital transformation, this study aims to provide actionable insights for the sustainable devel-
opment of coffee brands in the New Retail era.
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