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Abstract 
In order to seize the opportunity of new media marketing boom, arouse consumers' 
desire to buy, get more sales and net profit, increase market share and enhance the 
market competitiveness of HEYTEA, a feasible new media marketing planning scheme is 
formulated. This plan is divided into six parts. Firstly, on the basis of introducing 
HEYTEA, this paper expounds the main tasks and objectives of the planning scheme 
design, and analyzes the marketing environment of HEYTEA from macro and micro 
aspects. Secondly, it analyzes the internal advantages and disadvantages, external 
opportunities and threats of HEYTEA. Although HEYTEA's single tea drink tastes good, 
its target customer positioning is very accurate, and its financing channels are very 
stable ,but HEYTEA's cultural heritage is not deep, its popularity is not big enough, and 
its products are highly reproducible. In addition, consumers' time cost of purchasing 
HEYTEA is high, which leads to serious homogenization competition in the tea industry 
market, This requires HEYTEA to give full play to its own advantages and seize the 
opportunity of the rapid development of Internet and big data technology for new media 
marketing. On this basis, a new media marketing plan is designed for the high-end 
market of HEYTEA. Finally, the paper analyzes the advertising risk, product quality risk, 
product service risk and public relations risk that may exist in the implementation of 
marketing planning scheme, and puts forward corresponding control and preventive 
measures. 
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1. Preface 

The history of the development of modern tea in my country can be traced back to the first cup 
of bubble milk tea launched by Taiwan's "Chun Shui Tang" in 1987. It has gone through four 
stages: the powder age, the street age, the new tea age and the fourth generation upgrade. 
Before 2010, my country's ready-made tea was mainly made of brewed milk tea. With the 
continuous improvement of consumers' requirements for healthy diet, my country officially 
entered the stage of new tea in 2010. The representative new-style tea brands began to 
accelerate the industrial layout and focus on cultivating consumers' consumption habits and 
consumption preferences. With the rapid development of China's economy, the continuous 
increase of per capita disposable income and the continuous improvement of consumption 
level, to a certain extent, it has promoted the change of Chinese people's concept of tea 
consumption [1]. Chinese people have shifted from focusing on the taste of tea beverages to 
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focusing on the freshness, health and fashion of the raw materials, which is especially evident 
in the younger generation such as the post-90s and post-00s, which provides “Hey Tea”. A fertile 
ground for rooting and growing. However, at present, the competition in the tea beverage 
industry is quite fierce. Various tea beverages are competing to seize the market. The 
homogenization competition is becoming more and more serious, resulting in the problems of 
low customer loyalty and low market share for "Hey Tea". Solve the development crisis through 
the optimization of marketing methods. With the development of network technology and 
communication technology, the younger generation such as the post-90s and post-00s are more 
willing to contact and use new media such as WeChat and short videos. This situation provides 
an excellent opportunity for "Hey Tea". The new media marketing of "tea" has become more 
practical and meaningful. 

2. HEYTEA New Media Marketing Plan Design Background 

2.1. Introduction to HEYTEA 
1) The development of HEYTEA 
HEYTEA, formerly known as Imperial Tea, was born on May 12, 2012 in a 20-square-meter 
shop on Jiuzhong Street, Jiangmen City,Guangdong Province. It opened a new era of new 
Chinese tea drinking with a cup of cheese freshly brewed tea. After establishing a firm foothold 
in Jiangmen, Guangdong, HEYTEA began to develop markets in other parts of Guangdong 
Province. 
As of November 2020, HEYTEA has opened more than 600 branches in more than 55 cities 
around the world, including Mainland China, Hong Kong, Macau and Singapore. HEYTEA has 
successively won the 8th "China Food Health Seven Star Award", the 2018 China Catering 
IndustryAnnual Innovative Enterprise, the 2019 China Top 50 Consumer Innovation 
Enterprises, the 2019 IDC China Digital Transformation Award Excellence Award, and the 2019 
China Peace of Mind Award for Annual Chain Tea Drinking Enterprise , 2020 China's top ten 
brands of tea and other awards [2], with very bright development prospects. 

3. Analysis of Marketing Environment of Hey Tea 

3.1. Macro Environment Analysis 
1) Analysis of the political and legal environment 
The independence, prosperity and strength of the country are the prerequisites for people's 
freedom and a better life, and the stability of the country's political situation is a necessary 
condition for enterprises to carry out production activities. It is with the stable political 
environment in our country that new-style tea companies can grow up stably and healthily. 
In addition to the stable national political situation, the policies of the state and the government 
will also have a great impact on the development of an enterprise. Since entering the 21st 
century, my country has successively promulgated the "Regulations of the People's Republic of 
China on the Administration of Company Registration", the "Regulations of the People's 
Republic of China on the Administration of the Registration of Enterprise Legal Persons", the 
"Law of the People's Republic of China on Promotion of Small and Medium-sized Enterprises", 
and the "Outline of the National Medium- and Long-Term Science and Technology Development 
Plan". (2006-2020)” and a series of documents[3], which provide enterprises with a series of 
welfare measures such as tax incentives, interest-free loans, intellectual property protection, 
etc., which is an important guarantee for the steady development of new-style tea enterprises. 
In recent years, food safety incidents have occurred frequently in my country, and the 
government's supervision of food safety has become more and more strict. A series of legal 
documents such as the “Specifications” have rectified all aspects of catering services such as 
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catering service places, food handling, cleaning operations, tableware cleaning, and takeaway 
delivery [4], and the production, operation and use of food additives have also been 
standardized and Regulation, which is a serious challenge and threat to the new tea industry. 
2) Analysis of the economic environment 
Since my country's implementation of the basic national policy of reform and opening up, my 
country's economic development level has been continuously improved, its comprehensive 
national strength has been continuously enhanced, and its gross domestic product and national 
per capita disposable income have also continued to increase. At the beginning of the 
implementation of the basic national policy of reform and opening up, my country's GDP was 
364.5 billion yuan, and the per capita disposable income was only 381 yuan [5]. The 
consumption capacity of Chinese people was very limited. to buy cheap goods; today, my 
country's GDP has surpassed Japan's to become the world's second largest economy. In 2020, 
my country's GDP will reach 101,598.6 billion yuan, and the per capita disposable income will 
reach 32,189 yuan, as shown in Figures 2 and 3. The consumption power of the people is getting 
stronger and stronger, and the expenditure on food is also increasing, which will inevitably 
promote the development of my country's catering industry [6]. 
Although the improvement of Chinese people's consumption capacity and the change of 
consumption characteristics have provided certain development opportunities for HEYTEA, 
the inherent characteristics of the new tea beverage industry, such as low market entry barriers 
and high industry gross profit, make more and more companies enter the tea beverage market. , 
which to a certain extent will lead to more intense competition in the new tea industry 
3) Social environment analysis 
In the past 10 years, my country's population has maintained a low-speed growth trend, and 
the overall population base is still increasing. The results of the seventh national census on May 
11, 2021 show that the total population of the country is 1,411.78 million, an increase of 72.06 
million compared with 1,339.72 million in 2010, a growth rate of 5.38%, and the annual average 
The growth rate is 0.53%, as shown in Figure 4. Among them, the population of the post-90s is 
210 million, and the population of the post-00s and post-10s is 163 million. The number of the 
younger generation of the post-90s, post-00s, and post-10s is more than a quarter of the total 
population. In addition, they have received a higher level of education, their minds are more 
open, and they are more likely to accept new things such as new tea drinks, so the potential 
market of new tea drinks is very broad, and the development prospects are relatively good. 
 

 
Figure 1. Changes in China's population base (unit: 10,000 people) 

(Source: China Government Network) 
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In recent years, the consumption concept of Chinese people has also undergone great changes. 
In the past, when my country's economic development level was low, people's disposable 
income was less, and the most important thing in food consumption was price and function, 
focusing on high quality and low price, and paying attention to packaging, service, hygiene, 
health and other aspects. However, with the development of the economy and the continuous 
increase of per capita disposable income, people pay more and more attention to the packaging 
style, hygiene and health, service attitude and other factors when consuming food, and pursue 
fashionable, healthy and hygienic food consumption. experience, while the emphasis on price 
and features continues to decline. This change in the national consumption concept provides a 
development opportunity for the new tea drink that advocates a healthy, fashionable and 
beautiful life. 
4) Analysis of technical environment 
As an emerging industry in my country, the new tea beverage industry integrates and innovates 
traditional tea production technology and existing food processing technology in the process of 
product processing and production, and adopts advanced production equipment, nitrogen 
technology, and cold extraction technology. , ice-making technology and other methods have 
enriched and innovated the taste of tea drinks. At the same time, the new tea beverage industry 
has also introduced automated machine production equipment, which effectively reduces the 
labor cost of production by enterprises in the industry, improves the efficiency of tea beverage 
processing and production, reduces the time and cost of customers purchasing tea beverages, 
and improves the efficiency of tea beverages. The satisfaction of customers' consumption has 
effectively promoted the development of the new tea industry. 
In addition, the new tea beverage industry has accelerated the expansion of the industry 
through the use of online technologies such as third-party platforms, supply chain management 
and smart ordering. To optimize and improve the operational efficiency of enterprises in the 
industry. 

3.2. Micro-environmental Analysis 
(1) Analysis of the internal environment of HEYTEA 
1) Tangible resources 
 

 
Figure 2. Growth in the number of HEYTEA stores from 2018 to 2020 (unit: home) 

(Source: China Coffee Network) 
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HEYTEA was born in Jiuzhong Street, Jiangmen City, Guangdong Province on May 12, 2012. It 
is a new-style tea brand under Shenzhen Meixixi Catering Management Co., Ltd. and the pioneer 
of new-style tea in my country. As shown in Figure 5, in 2019, HEYTEA had 390 branches in 43 
cities around the world, and the number of newly opened stores reached 220, of which the 
number of new HEYTEA main stores was 157, and the number of HEYTEA GO stores was newly 
added. The number is 63[7]; in 2020, HEYTEA has 695 branches in more than 60 cities around 
the world, and the number of newly opened stores is 304, of which the number of new HEYTEA 
main stores is 202, HEYTEA GO stores The number of new additions is 102. 
In addition, the number of members of the "HeyTea GO" WeChat applet and the sales of HEYTEA 
products are also increasing. In 2020, the number of members of the "Hey Tea GO" WeChat 
applet was 35.6 million, and the sales of products were 69.3 billion yuan, as shown in Figures 6 
and 7. 
 

 
Figure 3. Growth in the number of members of the WeChat applet of "Hey Tea GO" in 2019-

2020 (unit: 10,000 people) 
(Source: China Coffee Network) 

 

 
Figure 4. Statistics on the turnover of HEYTEA from 2016 to 2020 (unit: 100 million yuan) 

(Source: Qianzhan Industry Research Institute) 
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With a large number of stores, a huge number of members, increasing turnover and a mature 
business management model, HEYTEA has successfully entered the ranks of the first echelon of 
tea brands in my country's new-style tea industry, and has become a new-style tea industry. the 
leader. 
2) Intangible resources 
HEYTEA has always attached great importance to the cultivation of innovation ability. HEYTEA 
has established its own R&D team and R&D laboratory to conduct research and development 
on the formulation, packaging, production process and related derivative products of its own 
products. In 2019, HEYTEA applied for protection of 414 trademark intellectual property rights. 
In 2020, HEYTEA applied for protection of 253 trademark intellectual property rights and 
owned 36 patents, as shown in Figure 8 and Figure 9: 
 

 
Figure 5. Statistics on the number of trademark intellectual property applications for 

HEYTEA (unit: number) 
(Source: Compiled by the author) 
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medal of the 2nd Boao International Food Culture Forum, the top 100 brands of Chinese 
catering brands, and the top ten brands of Chinese tea. 
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Management Co., Ltd. It is the first to integrate the on-site tea-frying workshop into its own 
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production, and innovatively launched the "tea drink + soft pack". ” The dual product line model, 
all the assembly line equipment are professionally customized, transparent space, modern 
technology tea making equipment around the display. The new tea is roasted in a roaster for 60 
minutes and kneaded in a blender for 60 minutes to extract the best flavor of the tea. It is stored 
in a special clay pot for 24 hours of proofing. Finally, through the vacuum metal tube, it arrived 
in the hands of the tea blender. All these processes are only to preserve the original aroma of 
the tea leaves to the greatest extent [10], and the representative products are popping oranges, 
peach strawberry cheese, pink peach drinks, etc. 
3) Auntie in Shanghai 
Shanghai Auntie was established in 2013. It is a new tea brand under Shanghai Zhenjing 
Industrial Co., Ltd., focusing on providing young consumers with new fresh tea. Brand", "Top 
Ten Chinese Tea Brands" and other awards. As of June 2020, Auntie Shanghai has opened more 
than 2,000 stores in more than 300 cities across the country. 
4) Michelle Ice City 
Michelle Ice City is a nationally well-known beverage chain brand under Zhengzhou Cross-
Strait Enterprise Management Co., Ltd., which mainly focuses on fresh ice cream and tea. 
Founded in 1997, it always adheres to the principle of high quality and low price. As of April 1, 
2021, Michelle Bingcheng has more than 10,000 stores in 31 provinces, municipalities and 
autonomous regions across the country, and won the honor of "Top Ten Chinese Tea Brands in 
2020". 
Through the analysis of HEYTEA's competitors, it can be known that Nai Xue's tea and Lele tea 
are the strongest competitors of HEYTEA in the new tea beverage industry, both in terms of 
price and quality of products, they are comparable to HEYTEA's products. Its production 
technology and business model are also very mature; while the quality of Shanghai Auntie and 
Michelle Bingcheng products is not as high as that of HEYTEA products, the price of their 
products is lower than that of HEYTEA products. price advantage. 
(3) Analysis of HEYTEA suppliers 
Most of the tea used in the processing and production of HEYTEA is provided by tea planting 
bases in Henan Province, Guangxi Province, Taiwan Province and South Asia in India. The 
average price of tea grown in these areas is 400 yuan. This kind of price already belongs to the 
middle and high-end level, and the price of tea in the tea planting bases in these areas is still 
rising. 
In addition to tea, fruits, yogurt, fresh milk and other raw materials are also used in the 
processing and production of HEYTEA. The fruits used in the processing and production of 
HEYTEA mainly come from ecological picking gardens in Zhejiang Province, Yunnan Province, 
Taiwan Province and other places in my country, as well as in Australia, New Zealand and other 
countries in the southern hemisphere. Fresh milk is imported from European dairy companies. 
From the cost price of raw materials, HEYTEA's raw material costs are higher, its profitability 
is weaker than that of other similar products, and its quality is higher than other similar 
products. HEYTEA's raw material suppliers are relatively fixed and the number of suppliers is 
small, so the bargaining power of HEYTEA's raw material suppliers is weak. 
(4) Analysis of HEYTEA customers 
As an emerging tea brand, HEYTEA's products are mostly consumers of young people who are 
following the trend. As shown in Figure 10 and Figure 11, the ratio of male to female consumers 
of HEYTEA products is 3:7, and the majority of consumers are female, and the male consumer 
group is also expanding; the consumers of HEYTEA products are concentrated in the age range 
of 15-25 years old , the proportion of consumer groups under the age of 30 reached 71%[11], 
and students and high-income white-collar workers accounted for the majority of consumers 
of HEYTEA products. 
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4. Conclusion 

Through the analysis of HEYTEA's new media marketing environment and marketing strategy, 
this program found that HEYTEA has high market recognition and exposure, stronger price 
advantage and quality advantage in the new media marketing process, and there are also 
audiences. Problems such as limited group scope, few innovation points, and weak brand 
cultural heritage. According to the highlights and problems of HEYTEA's new media marketing, 
the new media marketing activity plan is designed, and the risks existing in the HEYTEA new 
media marketing process are analyzed, and corresponding control and preventive measures 
are put forward in order to consolidate and strengthen The existing highlights of HEYTEA's new 
media marketing will correct the problems existing in HEYTEA's new media marketing process, 
thereby increasing the sales of HEYTEA products, obtaining more sales and net profit, and thus 
enhancing the popularity of HEYTEA brand. Market Competitiveness. 
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