
Volume 3 Issue 1, 2022 

DOI: 10.6981/FEM.202201_3(1).0078 

650 

Frontiers in Economics and Management 

ISSN: 2692-7608 

Research Report on the New Tea Industry 
Wenlong Jiang*, Xuanxuan Chen 

School of Economics, Anhui University of Finance and Economics, Bengbu 233000, China 
*Corresponding Author: 1125129736@qq.com 

Abstract 
New-style teas refer to new-style, fresh-made teas that are improved and innovated on 
the basis of traditional fresh-made teas. They usually use fresh/high-quality raw and 
auxiliary ingredients such as raw tea, fresh milk, and fresh fruits, and make them 
diversified. The combination and integration of chemical products, and the regular 
launch of differentiated new products. This article analyzes the future development 
trend of the industry by studying the specific driving factors of the industry and other 
cases. 
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1. The Concept of New Tea 

New-style tea drinking refers to the use of first-class tea, supplemented by diluents extracted 
from different extraction methods as the main raw material, and then adding fresh milk, fruit, 
cream, etc., and fructose syrup and other auxiliary materials, and then mixing and shaking. The 
new beverages produced on site are widely favored and admired by modern young people 
because they retain the sweetness of fruits and the mellowness of tea. 
The biggest difference between the new tea drink and the traditional tea is that the raw 
materials of the new tea drink pay attention to its quality. It is not the ordinary and boring 
traditional tea powder bag, but the finest selection of high-quality tea. 
New-style tea drinks are developed on the basis of traditional tea consumption and traditional 
industrialized tea beverages to meet the new needs of natural, healthy, fashionable and 
convenient consumption in the new era. It has natural materials, fashionable designs, on-site 
production and convenient ready-to-drink. Features. 

1.1. Selection of Tea 
Tea is the soul of new-style tea drinking materials. The core raw material of a cup of high-quality 
new-style fruit tea is raw leaf tea that is compatible with the fruit. Generally speaking, the six 
traditional Chinese teas and reprocessed scented tea can be used as the base tea for preparing 
fruit tea. However, fruit teas generally require a fresh, elegant and charming aroma, clear and 
translucent soup, which can reflect the gorgeous color of the fruit, taste fresh and refreshing, 
and have an aftertaste. Therefore, among the new-style fruit teas currently on the market, 
scented tea is the most common raw material, mainly green tea scented. Made jasmine tea. 

1.2. Selection of Fruits 
New-style fruit teas require maintaining the flavors of fruits and teas at the same time, and most 
of them are named after the type of fruit. The variety and quality of the fruit are the most 
important factors affecting the quality of tea. Fruits allow consumers to quickly perceive the 
color, aroma, and taste of fruit tea from vision to smell to taste, thereby affecting mood and 
evaluation. Therefore, when choosing fruits, they often choose fruit color, sweetness and 
sourness. Consider several aspects such as fragrance. No matter what kind of fruit it is, it is 
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required to have a good shape, no rot, no disease and insect pests, bright color, juicy flesh, 
proper sweet and sour, strong fragrance, green and pollution-free. 

1.3. Selection of Fruit Products 
Fruit products are products made by processing fruits with physical, chemical or biological 
methods. Due to the loss of some of the aroma, taste and natural characteristics of the fruit 
during the processing, there are certain differences in the use effect between fruit products and 
fresh fruit. The commonly used fruit products in the production of new-style fruit teas include 
fruit juices, sugared fruits, canned fruits, dried fruits, etc. 
Fruit juice products are juices obtained by pressing the fruit, filtering out the residue, sterilizing, 
sealing or concentrating, and then sealing and sterilizing storage. Its flavor and nutrition are 
close to fresh fruits. The concentrated juice and granular juice used in the production of new-
style fruit tea belong to this category. The commonly used sugar-based fruits are mainly jams, 
which are processed with high-concentration sugar. Due to the seasonal and regional nature of 
the supply of fruits, some medium and low-grade fruit teas will use canned fruits, that is, the 
fruits are processed and put into a certain container, deoxygenated, sealed and sterilized at high 
temperature, with good airtightness, long storage time, disadvantages It is that the flavor and 
taste of the fruit changes to a certain extent during the processing of the fruit, and food additives 
such as preservatives, flavors, and pigments are also added. In the production of fruit tea, dried 
fruit made by dehydrating and drying fruit is often used. 

1.4. Selection of Fructose Syrup 
As a sweetener, fructose syrup is widely used in the food and beverage industries. It is mainly 
composed of fructose and glucose and is made by hydrolysis and isomerization of plant starch. 
It is a starch sugar. The main components and properties of fructose syrup are similar to natural 
fruit juice, the flavor and mouthfeel are refreshing and refreshing, and it has a superior 
synergistic effect. When used with other sweeteners, it can effectively improve the taste of food 
and beverages [5]. At present, a certain portion of fructose syrup is often used in the 
preparation of new-style fruit teas as needed. 

2. The Main Types of New Tea Drinks 

On May 20, 2021, the Tea Industry Exchange Association on both sides of the Taiwan Straits 
issued the group standard "Tea Beverage Freshly Made Fruit Tea". This standard divides the 
new-style fruit tea into 3 types according to the different fruits or fruit products added to the 
new-style tea drinks. 

2.1. Fresh Fruit and Fruit Tea 
One or more fresh fruits (melons) are mainly added to the products. Except for fresh fruits, this 
type of fruit tea does not contain any other processed fruit products. 

2.2. Comprehensive Fruit Tea 
In the production of fruit tea, fresh fruits and fruit products are added at the same time. In 
addition to using fresh fruits as raw materials, this type of fruit tea also uses a certain 
proportion of processed fruit products as supplements, or fruit products as the main raw 
materials, supplemented by fresh fruits. In the comprehensive fruit tea produced by different 
enterprises, the proportion of fresh fruit and fruit products added is different. 

2.3. Fruit Products and Fruit Tea 
Mainly add one or more fruit products. The main raw materials of this type of fruit tea are 
processed fruit products, and fresh fruits are not used as raw materials in the production. 
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3. The Development History of New-Style Tea 

3.1. Development History 
Since 2010, a new tea product different from traditional tea and bottled ready-to-drink tea has 
gradually appeared in the tea consumer market. These products have broken through the 
boundaries of traditional tea production and consumption. With their natural materials, stylish 
design, on-site production and convenient ready-to-drink features, they have met the needs of 
the younger generation of consumers in the new era, and the industry has developed rapidly. 
In 2011, Taiwan's milk tea brand "Little Bit" officially entered Shanghai. It has been widely 
welcomed by consumers for its cost-effective, unique milk tea formula and novel store design. 
In 2012, HEYTEA took the lead in combining cheese, milk caps and tea to develop cheese tea 
that young people like. It has been rapidly expanded and developed due to the popularity of 
young people. After 2015, with the innovation of the Internet, the Internet of Things and various 
new business models, new teas with natural materials, fashionable designs, on-site production 
and convenient ready-to-drink characteristics have come to the fore. New tea companies of 
various brands such as Sweet Lala, Michelle Ice City, etc. continue to emerge, launching 
thousands of beverages with strong aroma, strong taste and unique taste, which are completely 
different from traditional consumption methods and liquid bottled tea beverages. A new mode 
of tea consumption. 
At the end of 2020, the scale of Chinese new-style tea drink market has exceeded the 100 billion 
yuan mark, becoming the third largest tea consumption mode after traditional cups of hot 
drinks and industrialized bottled ready-to-drink tea. 

3.2. Industry Scale 
With the increasing rise of new-style tea drinks, in 2020, the market size of China's new-style 
tea drinks industry is 77.29 billion yuan, and it is showing a rapid growth trend. It is foreseeable 
that the market scale of the new-style tea industry will develop even greater in the future. It is 
expected to reach 279.59 billion yuan in 2021 and exceed 300 billion yuan in 2022. 

3.3. Current Status of the Industry 
New-style tea drinks meet the natural, healthy, fashionable, and individual needs of young 
consumers in the new era. Although it has only been developed for a few years, it has expanded 
rapidly. In 2020, there will be 500,000 new tea beverage stores in China, and the new tea 
beverage market will exceed 100 billion yuan. The annual consumption of tea leaves exceeds 
200,000 tons. It has become the third largest tea after traditional hot drinks in cups and 
industrialized bottled ready-to-drink tea. The mode of consumption has also become an 
important technical way to effectively solve the way out for the middle and low-end tea in the 
upstream tea industry. 
At present, the stores of top brands in the new-style tea beverage industry are mainly 
concentrated in first- and second-tier cities, and the number of stores in third-tier cities is still 
small. Among them, more than 90% of the stores of Xicha and Naixuenocha are located in first- 
and second-tier cities. From the perspective of consumption structure, the current post-90s and 
post-00s consumers have become the mainstream consumers of new tea drinks, accounting for 
nearly 70% of the total number of consumers. Among them, nearly 30% of the post-90s and 
post-00s consumers buy new tea drinks on an average monthly basis. Spend more than 400 
yuan; female consumers occupy a dominant position in the proportion of all age groups, 
accounting for 60% to 70%. Eighty percent of consumers have high brand loyalty, and 
consumers are more inclined to choose top brands and high-quality products. "Quality and 
safety" has surpassed "Taste" and become the primary consideration for consumers. In recent 
years, digital technology has gradually begun to empower new tea drinks, and "digitalization" 
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has become the "just-needed equipment" for new tea drinking enterprises. With digital 
management as the core, a full-link digital construction is carried out, covering supply chain, 
store operation, and brand marketing. , Online channels and product digitization drive and 
other dimensions, promote the reconstruction of the "people, goods, field" of new tea drinking 
enterprises. According to statistics, 54% of consumers will choose online channels to purchase 
new teas in 2020. 

4. The Driving Factors for the Development of New Tea Drinks 

4.1. Macro Factors 
4.1.1. Increased Consumption Level and Willingness of Residents 
The disposable income of Chinese residents in 2020 is 32,189 yuan, an increase of 4.7% over 
the previous year, and the actual increase is 2.1% due to discounted prices. The national median 
disposable income of residents was 27,540 yuan, an increase of 3.8% over the previous year. 
The national per capita consumption expenditure was 21,210 yuan, a decrease of 1.6% from 
the previous year. The discount price factor actually dropped by 4.0%. Although affected by the 
new crown epidemic, the growth rate has dropped significantly and the per capita consumption 
level has shown negative growth, but with the gradual containment of the international 
epidemic, it is expected that by 2021, China's residents' disposable income and per capita 
consumption expenditure will gradually return to their pre-epidemic levels . Residents' 
disposable income can effectively stimulate social consumption, and with the increase of 
residents' disposable income, per capita consumption expenditure will become more 
diversified, personalized, quality, and spiritual. On the basis of increasing the original material 
demand, people will pursue more service and spiritual consumption, and the price will be more 
sensitive to consumption. As a new generation of beverages, new-style tea drinks have the 
advantages of good service and good appearance. Macroeconomic conditions are conducive to 
the development of the industry. 
4.1.2. The Scale of Social Consumption is Gradually Increasing 
The total retail sales of consumer goods in China in 2019 was 40.8 trillion yuan. By 2020, the 
total retail sales of consumer goods in China will be 39.2 trillion yuan, a decrease of 3.9% from 
the previous year. In 2019, China's beverage retail sales were 209.9 billion yuan, and by 2020, 
China's beverage retail sales were 229.4 billion yuan, an increase of 14% over the previous year. 
The total retail sales of beverages occupies a small share of the total retail sales of social 
consumption, so there is a large room for growth. At the same time, the consumption of 
beverages is slowly increasing at the level of the decline in total national consumption, which 
also shows the increase in the scale of beverage consumption. As a new generation of ready-
made beverages, new tea drinks can provide expansion for beverage products and provide 
consumers with diversified product choices, so as to further tap the consumer's consumption 
potential in beverage products and contribute to the healthy growth of beverage consumption. 
provide help. At the same time, new-style tea drinks have the advantage of emphasizing 
customer experience. Based on the replacement of existing tea drinks, it can not only ensure 
the continued repurchase of existing consumers, but also expand the consumer group. 
4.1.3. Consumer Internet 
Entering the 20th century, Internet technology has gradually become popular. In 2020, the 
number of mobile Internet users in China is 989 million, among which the number of users 
using food delivery is 460 million. The convenient and fast advantages of takeaway are making 
more and more people join this consumer group. We predict that in the next few years, the 
group of food delivery users will continue to grow until it reaches saturation. The marketing 
strategy of combining online and offline sales of new tea drinks will certainly take advantage of 
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the demographic dividend of the huge Internet community and continue to maintain high-
quality development. In addition, the advantages of the rapid spread of the Internet also help 
the online spread of the new tea industry and make an important contribution to the online 
sales of new teas. 
4.1.4. The New Crown Epidemic Accelerates the Onlineization of the New Tea Industry 
At the beginning of 2020, the new crown epidemic broke out in China. Affected by this, the 
number of online orders in China's catering industry has surged. Among them, the online tea 
industry has the fastest growth, about 744.0%. For the new-style tea industry, from the 
perspective of the supply side of enterprises, due to the impact of the epidemic, the flow of 
offline people has dropped sharply. Enterprises have to turn to online channels to sell products, 
such as third-party takeaway platforms, APPs or mini programs; from the consumer demand 
side Look, due to the epidemic, you can't go out, you can only purchase consumer goods and 
other daily necessities through online ordering. Offline consumption has been suppressed. The 
cause of the epidemic has led to a gradual change in consumption habits and living habits here, 
and more tends to be online shopping and shopping. Healthy and nutritious diet and lifestyle. 
As companies and consumers tend to go online together, it is conducive to the development of 
the ready-made tea industry that uses online marketing as the main method. 

4.2.  Political Factors 
In recent years, the country has issued a series of consumer policies, laying a good foundation 
for new business models and products. So as to promote the rise of many innovative 
commercial brands. In the case of good relevant policies, new tea drinks are based on 
traditional fresh tea drinks, and continue to innovate in multiple dimensions such as category 
innovation, supply chain optimization and upgrading, business diversification, brand value 
enhancement, technological empowerment, user experience, etc. promote. 

4.3. Pain Points of Traditional Freshly Made Tea 
For the traditional ready-made tea brands that focus on the low-end market and earn sales 
through low-price strategies, although they have already accounted for most of the tea market, 
their homogeneity is serious, the supply chain is fragmented, the lack of a standardized system, 
and the lack of Pain points such as cultural genes are still obstacles to the traditional ready-
made tea industry. 
4.3.1. Serious Homogeneity 
Traditional freshly made tea has a single type, in order to make the product look more layered 
visually, and at the same time make the taste and taste richer, most tea drinks know this to 
attract consumers through simple "stacking". However, in order to reduce costs, merchants 
often use synthetic auxiliary materials, such as pearls, taro balls, and grass, making it difficult 
for consumers to repurchase because of the pursuit of original flavor and natural health. 
4.3.2. Decentralized Supply Chain 
Due to the seasonal and regional characteristics of tea and fruits, the supply chain is relatively 
scattered, and the same food is likely to be supplied by multiple suppliers. It is difficult to supply 
stores on a unified scale, making the supply chain system more complex and difficult to manage . 
And for niche fruits, the production cycle is too long, and it is also difficult to form a large-scale 
supply. 
4.3.3. Lack of Standardization System 
Due to the inability to provide a unified scale of supply and manual training to the stores, it is 
difficult to make the drinks made uniform in terms of sweetness, consistency and other 
indicators, and the possibility of consumers repurchasing is very small. Only a small number of 
companies have achieved unified manual training, and it is difficult to guarantee a unified 



Volume 3 Issue 1, 2022 

DOI: 10.6981/FEM.202201_3(1).0078 

655 

Frontiers in Economics and Management 

ISSN: 2692-7608 

supply of materials, allowing customers to experience two different tastes of one drink in two 
stores. 
4.3.4. Lack of Cultural Genes 
Nowadays, in an era when the spiritual and cultural world is advancing by leaps and bounds, 
the public's demand for spiritual and cultural levels is also increasing. The traditional ready-
made tea industry often only pays attention to the taste of the product, but lacks attention to 
the company's brand image, product development and packaging design, marketing strategy 
and communication concept. In the ready-made tea industry with the same taste in beverages, 
how to link tea with other industries should be the most important question for the current tea-
making enterprises. 

5. Cases of New-Style Tea Companies 

In recent years, there have been many companies that take new-style tea as their products, and 
they are eager to get a share of the new-style tea. At present, the leading companies in China's 
new-style tea drinks are Meixixi and Naixue's tea. Among them, Meixixi has established a new 
tea industry through two tea brands, Xicha and Xixiaocha. And the American brand Starbucks 
is more popular and well-known by the public. This article focuses on the analysis of new-style 
tea companies taking Starbucks and Heytea as examples. 

5.1. Starbucks Enterprise 
Starbucks is the name of a chain coffee company in the United States. It was established in 1971 
and is the world's largest coffee chain. Its headquarters is located in Seattle, Washington. 
Starbucks' retail products include more than 30 world-class coffee beans, hand-made espresso 
and a variety of coffee hot and cold beverages, fresh and delicious all kinds of pastries, as well 
as a wide range of coffee machines, coffee cups and other commodities. Starbucks has nearly 
21,300 branches worldwide, covering North America, South America, Europe, the Middle East 
and the Pacific. 
Starbucks products are not only coffee, coffee is just a carrier. It is through the carrier of coffee 
that Starbucks delivers a unique style to customers. With the rise of new-style tea drinks in 
recent years, Starbucks' status has been threatened. In the face of the entire situation of 
powerful enemies and changes in the industry's wind direction, Starbucks has also made 
changes. As early as a few years ago, Starbucks founder Schultz had judged that "tea is a once-
in-a-lifetime opportunity." So in 1999 and 2012, Starbucks opened up tea product lines with 
Tazo Tea and Teavana, and looked forward to replicating Starbucks' success in Teavana. At the 
same time, a large number of teas were launched, as the main product for store promotion, in 
an attempt to make customers better receive through a strong brand image, but the result was 
not satisfactory. 
In the following years, Starbucks faced this dilemma. Starbucks insisted on its ownership 
advantage, competed with tea beverages, and chose to incorporate tea beverages. Consumers 
could not only buy coffee at Starbucks, but also drink authentic tea, and launched many A new 
product based on tea. It can be said that Starbucks still occupies an important position in China's 
new tea drinking field. 

5.2. Hi Tea Enterprise 
Hi Tea was born in Jiangmen City, Guangdong Province in 2012. Originally known as Royal tea 
(Royal tea), it was later renamed "Hi Tea HEYTEA". In February 2017, the Shanghai branch of 
Hey Tea opened, which triggered a buying boom, and even "purchasing tea scalpers" appeared. 
Hi Tea implements a quota purchase strategy, which has attracted many consumers. They 
aimed to buy Hey Tea and post it on social networks. Some consumers once asked scalpers to 
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queue up to buy a cup of Hey Camellia at a high price, only to take photos and post to social 
networks. This tea brand, which is highly sought after by consumers, is a veritable Internet 
celebrity. Its main marketing method is also to attract the public's attention through new media 
communication. 
Hey Tea cooperates with the "Big V" account that has a large number of fans and the right to 
speak in social media, and invites them to the store to carry out various activities and free 
drinks, promote the promotion of new products, and attract the attention of its fans. 
Consumption, through the influence of the influence of Internet celebrities, caused secondary 
dissemination by fans, which in turn increased brand exposure and influence. 
Hey Tea established an official WeChat account in the early days of its establishment. So far, it 
has more than 700,000 Weibo fans, posting new product information, new store opening 
information, and fan feedback on this account. Capturing the curious consumer psychology of 
young consumers, netizens who follow Weibo can discover the new product trends of HeyTea 
for the first time. In addition, there are new product information and delivery activities in the 
official WeChat mini-program of Hey Tea, and there is also a "Hey Tea Department Store" 
column, which introduces other products besides freshly made tea, such as bottled tea, Snacks, 
etc., allow consumers to have a more comprehensive understanding of their products. 
Since its establishment, Hey Tea has not only been well-known through tea drinking and online 
publicity, but also has further expanded its influence through cross-border co-branding with 
well-known brands. For example, a series of small home appliances such as juicer and breakfast 
machine were launched jointly with the national appliance brand Joyoung. The body uses the 
Heytea brand logo, the fleshy grape icon and the cheese and other Heytea element icons, 
allowing people to find it in traditional brands. The vitality of emerging brands. The promotion 
of official Weibo and the use of forwarding lottery activities have increased people's awareness 
of Hey Tea, thereby expanding the brand's influence. 
Starbucks and HeyTea have become one of the leading tea companies today, not only with their 
own good marketing strategies, but also with the popularity of new-style teas. From the success 
of the company, we can see that the prospects for new tea drinks are bright. 

6. The Future Development Trend of the New Tea Industry 

6.1. Products: Break Through Cognition and Achieve the Ultimate 
While delighting the taste buds, it must be healthy and nutritious. Only product upgrades from 
inside to outside can be the development trend of new tea in the future. Innovative technology 
is the secret to improving the taste and taste of the product. Different tea zones will give tea 
different tastes. The complex flavors obtained by reprocessing and baking traditional tea will 
be greatly liked by consumers. Tongduo's innovation and processing of tea fields is one of the 
methods for the current new tea brands to create product fortresses and differences. 
Based on the innovation of the tea base, the improvement of ingredients is also an innovative 
experience. Milk coffee and other beverages can be added to new-style teas to mix flavors and 
provide different consumer groups with different feelings. In addition, consumers do not 
blindly pursue the number of ingredients, clever collocation is the best solution; obviously 
adding ingredients to reflect the value of the product does not form a unique memory point of 
the product, so the value of the ingredients is not simply mixed again, return The improvement 
of the quality of ingredients and the expression of taste are one of the directions of product 
development. 
Good taste is only price first, quality and safety are also worthy of attention. Taste is the decisive 
factor in consumers' purchasing decisions. The quality of the taste is the most basic 
requirement for tea. With the prevalence of healthy consumption concepts, people are not only 
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pursuing quality, but also value for money, real materials and healthy The drinks are more 
popular among consumers. Finding a balance between taste and function can move consumers 
even more. 
In the age of justice, good-looking is really important. There are no restrictions on style. 
Packaging design creates more possibilities for products. 
For consumers, fashionable packaging styles can not only give a sense of ritual in daily life, but 
also reflect the trend of keeping up with the trend, and even stimulate the yearning for a better 
life. 

6.2. Operation: The Driving Force for New Possibilities 
Digital operation is a must for the new tea industry, and social media is an important window 
for consumers to understand the brand. From the perspective of self-chemical outlets, it has 
penetrated into all aspects of consumer decision-making. From the perspective of obtaining 
new tea information channels, new media such as social short videos have become important 
positions for reaching consumers with their advantages of high traffic and rich content. 
Branded stores are the main channel for offline contact with new tea drinks. The multi-
dimensional experience of stores can also induce consumers to purchase desire or spontaneous 
communication. Therefore, the construction of branded stores is also particularly important 
nowadays. 
New-style tea brands have established their official accounts on social platforms and short 
video platforms to resonate with consumers at the same frequency. The most famous of which 
is the "Michelle Ice City Sweet Honey" promoted by Michelle Ice City on Douyin, which has won 
netizens. Of praise. Empower the sustainable growth of the brand through mini programs. Tea 
drinking companies continue to launch small programs, officially opening the digital operation 
3.0 era, and bind core consumer groups through the refined operation of small programs to 
continuously improve user experience and product innovation. 
Establish an omni-channel standardized product service system from upstream suppliers to 
downstream stores. From the perspective of the supply side of enterprises, enterprises 
continue to drive the iterative development of the new tea and beverage industry through 
efforts to develop products, systematically integrate supply chains, create diversified business 
formats and marketing channels, innovate business models, and digital/intelligent 
empowerment. The supply process, all links of the supply chain including raw material supply, 
warehousing/logistics, and corresponding technical means have a certain impact on raw 
material costs, supply costs, product quality, and store operation efficiency. As companies 
continue to move towards integration of the supply chain, as well as empowerment through 
modern information technology such as digitalization and intelligence, it will help improve the 
operating efficiency and profitability of the entire industry. 
Diversified expansion of downstream marketing channels, namely "online + offline" full-
scenario marketing. More new-style tea and beverage stores are opened in densely populated 
commercial shopping centers in the main urban areas of first- and second-tier cities, which can 
not only successfully gather high-density offline passenger flow, but also provide traffic portals 
and communication media for the social communication of products, thereby reducing product 
The successful expression of Internet celebrity genes realizes the "free" interpersonal 
communication effect and realizes the positive circulation of consumers. 

6.3. Development of the Capital Market. 
Cross-border co-branding is an important carrier of the topic of brand manufacturing. It has 
gradually become a regular marketing method for new tea brands. It has continuously unlocked 
the boundaries of co-branding, and used cross-border cooperation to inject new inspiration 
into the product side, seize the minds of consumers and penetrate the brand to different circles. . 
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Just like other beverage companies co-branding, or launching limited drinks with museums, 
movies, obvious, and games, it is not only conducive to selling their own products, but also 
conducive to promoting other companies and creating a healthy development of the capital 
market. 
Cross-border based on the expression of emotional value can more recall the resonance of 
consumers. Consumers have a higher threshold for the freshness of cross-border joint names. 
Young people born in the 1990s prefer bold cross-borders with other industries such as film 
and television and games. They like marketing methods that can tell stories, have content and 
have an attitude. In the future, cross-sectors that can create freshness while satisfying 
consumers' expressions of feelings and attitudes will be able to occupy the minds of 
consumption. 
Different holidays also need a sense of ritual. Take advantage of marketing to highlight the 
festive atmosphere and awaken consumers' desire for consumption. New-style tea brands do 
not miss every important node to drive festival consumption, or launch limited products by 
highlighting festival features to increase the emotional connection with consumers; or adopt 
creative and trendy gameplay to carry the festival to satisfy consumers' taste and ownership 
Sense of demand. 

6.4.  Brand: Brand Power, Good Brand 
Brand is one of the important elements of consumer identification. The visual, auditory, and 
sensory feelings presented by the brand constitute the consumer's overall perception of the 
brand. The brand image displayed by a company also intuitively determines whether it can 
stand out in the jungle of market competition. Brands are like the blossoming flowers of 
business results. They play an important role in attracting customers and make consumers fall 
in love with the company's brand. It is necessary to learn how to narrow the psychological 
distance with consumers. Let the target audience actively and willingly accept the value 
proposition and brand appeals delivered by the brand, instead of passively accepting brand 
advertising information, so that the brand and the target audience can be seamlessly connected 
psychologically, instead of endless advertising harassment, so that the target audience is warm 
In the relaxed atmosphere and state of receiving information, instead of pervasive and pressing 
indoctrination. 
The new tea industry should seize every opportunity to transform itself into an industry that is 
close to the people, whether in terms of price or products. Only by establishing a good brand 
value, can we attract more consumers to buy products. 
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