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Abstract

Against the backdrop of accelerated digitalization and the continuous expansion of demand and
scale in the coffee market, Starbucks Coffee and Luckin Coffee, as industry leaders, dominate the
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high-end and mid-to-low-end markets, respectively. Based on the 4P marketing theory, this paper
conducts an in-depth analysis of the strategic differences between the two from the perspectives of
four key elements: Product, Price, Place, and Promotion, and explores the development trend of the
industry. Looking forward, with the deep penetration of e-commerce into consumption scenarios,
the coffee industry should be improved from the following aspects: strengthening online marketing
innovation to build differentiated competitive advantages; improving the online marketing data
system to enhance precision marketing capabilities; and strengthening online marketing brand
building to promote channel model innovation.
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Figure 1. Flow chart of comparative analysis between Starbucks Cof-
fee and Luckin Coffee from the perspective of online marketing
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