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Abstract

Under the dual drivers of national tide resurgence and digital economy, new Chinese-style tea drink
brands have been reconstructing consumer market with an annual growth rate of 15.7% (NCBD
data). On one hand, they expand consumer groups and tap into potential consumer power; on the
other, they explore new spaces for product innovation and marketing strategies to create sustained
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consumption hotspots. Based on the 41 theoretical framework, this study deconstructs the commu-
nication patterns of “newness”, “Chineseness”, and “style” in new Chinese-style tea drinks, such as
Xicha and Ba Wangchaji. The study finds that through personalized positioning for niche penetra-
tion, fun-oriented narratives to activate cultural memory, ritualized interactions to strengthen
brand identity, and quality supply to meet functional demands, a four-in-one marketing approach
has emerged. This approach drives brands to shift from “industry competition” to “cultural reinter-
pretation competition”, preserving traditional cultural paradigms while injecting new cultural
meanings. It constitutes a unique four-in-one communication paradigm for new Chinese-style tea
drinks.
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