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Abstract

This study takes the emerging tea beverage brand “Bawang Chaji” as a case to analyze its market
environment, performance, and marketing strategies on e-commerce platforms. Research indicates
that China’s new-style tea beverage market continues to grow, but challenges such as intensified
competition, product homogenization, and health concerns persist. Bawang Chaji has achieved
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rapid expansion by leveraging its Chinese-style brand positioning—“Oriental Tea, Connecting the
World” and differentiated product offerings. In terms of marketing strategies, the brand enhances
its influence through culturally inspired product designs, mid-range pricing, dynamic promotions,
and social media campaigns. Finally, this paper proposes optimizing online channels, strengthening
co-branding collaborations, and advancing health-oriented product innovations to address market
challenges.
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