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Abstract

In the context of digital consumption transformation and intensified competition in the coffee sec-
tor, online marketing has evolved into a pivotal means for indigenous coffee brands to break
through development bottlenecks. Adopting the 7Ps marketing mix theory as the analytical para-
digm, this paper holistically examines the online marketing practices of Luckin Coffee in seven

YEGIH: BA, XETF. FET 7Ps EABES IHE SEUNHER 4875 54 RIS D], BT R 45VRE, 2026, 15(6): 397-402.
DOI: 10.12677/ecl.2026.156647


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2026.156647
https://doi.org/10.12677/ecl.2026.156647
https://www.hanspub.org/

RN, XIET

dimensions: product, price, place, promotion, people, process and physical evidence. It pinpoints
the deficiencies inherent in its marketing operations, such as over-dependence on low-price tactics,
homogenized private domain operation, and insufficient public opinion risk control, and subse-
quently proposes corresponding optimization strategies. The study demonstrates that Luckin Cof-
fee has achieved synergy between digital operation and the core elements of the 7Ps marketing the-
ory, thereby forging a full-link closed-loop system for online marketing. Nonetheless, brand value
enhancement and refined operational management remain the primary development orientations
of the brand. The analytical results of this paper can furnish practical references for the improve-
ment of online marketing strategies among local catering chain brands.
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