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Abstract

This study employs the 41 Marketing Theory to analyze the differentiation strategies and optimiza-
tion pathways of the regional tea brand Quchashan in the highly homogenized new tea beverage
market. Facing industry-wide price wars and standardized expansion challenges, Quchashan, orig-
inating from Guizhou, has successfully established unique brand barriers through “regional cultural
empowerment” and “experience economy innovation”. Its strategies revolve around four dimen-
sions of the 41 theory: (1) leveraging Guizhou’s intangible cultural heritage and natural aesthetics
to enhance product interestingness, reducing consumer resistance to commercial messages; (2)
providing compound value through membership systems, emotional services, and city-exclusive
products; (3) strengthening user interaction via collaborations with cultural tourism IPs and docu-
mentaries; (4) balancing “Guizhou identity” with localized innovation to shape brand individuality.
The study further proposes optimization strategies based on user feedback, including creating dy-
namic IPs to improve approachability, tiered pricing to offset cost perceptions, amplifying natural aes-
thetics through outdoor partnerships, and designing culturally immersive experiences. Quchashan’s
case demonstrates that regional brands can achieve non-price competitiveness through cultural
value delivery and user relationship management, offering the industry a new pathway to transi-
tion from scale-driven growth to customer lifetime value (CLV) operations in the Z-led consump-
tion era.
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