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Abstract

In the context of the new tea beverage industry entering a stage of zero-sum competition and
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homogenization, Modern China Tea Shop has successfully built a differentiated competitive barrier
by leveraging “Neo-Chinese” visual symbols and an ultimate service experience. This paper takes
Modern China Tea Shop as the research object and introduces the classic 4P marketing theory to
deeply deconstruct its marketing strategy from four dimensions: product, price, channel, and pro-
motion. The research finds that although Modern China Tea Shop has achieved remarkable success
in the regional market, problems such as insufficient supply chain resilience, diminishing marginal
effects in a single regional market, and dilution of brand culture have become increasingly promi-
nent as the brand expands across regions. Based on this, this paper proposes systematic optimiza-
tion suggestions for its marketing strategy, aiming to provide marketing theoretical support and
practical models for regional brands to enter the national market.
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Figure 1. Maximum acceptable unit price for Chinese new tea consumers
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Figure 2. Channels for Chinese consumers to buy new tea
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