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Abstract

In an era of increasingly intense competition in cultural soft power, Chinese-style tea drinks have
emerged as a burgeoning new industry in the consumption sector. Leveraging the inheritance and
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innovation of traditional tea culture, they exhibit unique market value. This paper conducts an anal-
ysis based on the 4C theory and uncovers core issues in the e-commerce marketing of Chinese-style
tea drinks, including insufficient exploration of consumer needs, challenges in cost control, poor
integration of online and offline convenience, and the absence of two-way and focused communica-
tion. After a thorough analysis of these issues, targeted solutions are proposed. For example, en-
riching the presentation form of tea culture connotation to enhance consumers’ emotional reso-
nance, optimizing cost management in price decision-making, logistics, and quality control, utilizing
mini-programs to bridge the gap between online and offline experiences, and strengthening cul-
tural elements and social interactions to improve communication effectiveness. These measures
aim to provide theoretical support and practical guidance for optimizing the e-commerce market-
ing strategies of Chinese-style tea drinks, with the ultimate goal of offering insights to facilitate the
industry’s achievement of synergistic development between cultural dissemination and commer-
cial value.
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