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Abstract

Guizhou is a major concentration area of ancient tea trees in China, boasting abundant and unique
ancient tea tree resources. Its tea industry integrates economic, cultural and social values. Against
the backdrop of the vigorous development of digital e-commerce, building competitive e-commerce
brands for ancient tea tree products is a core path to address the insufficient release of value from
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high-quality industrial products, enhance product added value, and empower rural revitalization.
This paper focuses on the construction of e-commerce brands in Guizhou’s ancient tea tree tea in-
dustry, adopting literature research, case analysis and field investigation methods. It sorts out the
current situation of the integration of the industry with e-commerce, analyzes challenges such as
weak brand awareness, low product standardization, shortage of e-commerce talents and fierce
market competition. Drawing on successful experiences from cases like “Pu’an Hong” and “Zhangke
Village Ancient Tea Tree Tea”, targeted construction strategies are proposed from aspects of brand
positioning, quality improvement, talent training and marketing strategy innovation. The research
shows that scientific e-commerce brand construction can effectively promote the transformation
and upgrading of Guizhou’s ancient tea tree tea industry, realize the conversion of resource ad-
vantages into economic advantages, and provide strong support for the high-quality development
of the industry.
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