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Abstract

The purpose of this paper is to deeply analyze the communication strategies of tea-drink brands in
the era of social media, and to understand its current development. By using the relevant theories
of communication and marketing, the author designs a questionnaire. After analyzing the data from
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the survey, this paper also puts forward countermeasures to solve the existing problems, so as to
promote the further development of the tea drink brand, improve its brand communication conver-
sion rate, strengthen the adhesion between consumers and the brand, and finally to enhance its
market share.
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Figure 1. Tea brand awareness survey on social media
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Figure 2. Respondents’ attitudes towards Chinese tea culture
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Figure 3. Survey results of changing social media perceptions of tea brands
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Table 1. Data of gender and age of respondents
F 1 AR FERERIE

AR TERES
EAS byl Gk 45 H(%) FHH 7 (%)

p— 5 22 25.58 25.58
£'8 64 74.42 100.00

15 BT 1 1.16 1.16

15~20 60 69.77 70.93

21~25 13 15.12 86.05

T 26~30 1 1.16 87.21
31~40 2 2.33 89.53

41~50 5 5.81 95.35

51~60 3 3.49 98.84
60 & LA I 1 1.16 100.00

it 86 100.0 100.0

43. EERE

7 2 FUPE DA Alpha RECH TVFAL ) 5 BUE R A — Bk, BMEE. Alpha R EUE TR 0
1, [ElmEBRERA— B #% “CITCIH” , 2 BiH) CITC{EH KT 0.4, BB HT Il [A]
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Table 2. Reliability analysis
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KK RIETU ARG (CITC) TE MBI o &2 Cronbach a &
TR T IT AL AT AR T AR I R S B S AGTE B ? 0.474 0,642
T8I VLA R MBS SO G (R AL AE AR TIK 52 0.474
#%¥E: Ar#ELL Cronbach « &% =0.643.
Cronbach 15 &£ 43 #7 - faitbig =X
T FEA R Cronbach o Z¥
2 86 0.642
FEARBRRAGHLIL S
b FEAXL Lk
ARHEA 86 100.0%
HERRERFEA 0 0.0%
Mt 86 100%
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