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ABSTRACT

As an important development direction of the current domestic catering industry, new-style tea
drinks have developed a considerable market size in just a few years. In the huge market, the
competition of new tea drinks is becoming more and more fierce. Traditional tea brands, such as Kakas,
CoCo, and Honey Ice City, are actively developing new tea products. Head brands such as HEYTEA
and Nai Snow's tea is also undergoing brand expansion nationwide. In the rapid development of the
new tea beverage market, new tea brands need to further clarify their marketing status and improve
their marketing strategy system in order to meet the needs of market consumers and continue to attract
consumer consumption. HEYTEA as one of the head brands of the current new tea brands, has
accumulated a certain degree of market scale and gained market recognition in its current market
operations. However, the operation of HEYTEA is not entirely without its shortcomings. In the
research of this article, it analyzes its marketing status through literature research and case study
methods. It is believed that HEYTEA currently has product innovation stagnation, pricing strategies
facing challenges, and excessive dependence on new products. Media channels and hungry marketing
have caused mixed reviews. In this regard, this article puts forward countermeasures in the research
that attach importance to the innovation of core products, formulate attractive pricing strategies, attach
importance to the application of diversified marketing channels, and reasonably apply hungry

marketing.
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