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Abstract

This paper aims to systematically analyze the current marketing situation and challenges of Bozhou
flower tea industry. The research conclusion suggests that the industry should optimize its market-
ing strategies through strengthening brand building, expanding diversified sales channels, and
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exploring the cultural connotation of products, supplemented by government guidance and indus-
trial collaboration, in order to ultimately achieve an industrial upgrading from “raw material sup-
ply” to “brand output”. Flower tea is usually made by mixing fragrant flowers with green tea, black
tea, oolong tea, and other tea leaves. Through survey data analysis, it is found that Bozhou flower
tea industry is facing rather uneven development, such as poor online marketing and promotion,
low brand radiation, and lacking industry culture. The homogenization of advertising and publicity
has seriously hindered industrial development. Then it is proposed to adjust the marketing strate-
gies to meet the demand and formulate and improve local standards and apply for quality certifica-
tion, which should be managed by the Commerce Bureau and the Market Supervision and Admin-
istration Bureau. What's more, it’s also proposed to adopt a combination of online and offline sales
models, participate in trade fairs, and actively cultivate independent brands of flower tea. And to
meet the growing healthcare needs of consumers and promote the development of the local flower
tea industry, a series of marketing suggestions and countermeasures should be taken.
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Figure 1. Age distribution of respondents
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Figure 2. Income distribution of respondents
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Figure 3. Distribution of tea-drinking habits across different age groups
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Figure 4. Distribution of channels through which information about flower tea is obtained
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Figure 5. Preferences regarding the taste of flower tea
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Figure 6. Preferences regarding the benefits of flower tea
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Figure 7. Most important factors considered when purchasing flower tea
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Figure 8. Methods of purchasing flower tea
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Figure 9. Preferences regarding flower tea packaging
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Figure 10. Preferences regarding the weight of flower tea packets
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Figure 11. Expectations regarding the price of flower tea
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Figure 12. Purpose for purchasing flower tea
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