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ABSTRACT

The qualifying master's thesis contains 63 pages, 2 figures and a list of 40
references.

The object of the research is a system of employer brand building and
fostering within modern enterprises.

The subject of the research peculiarities of employer brand formation
mechanism within HeyTea company.

The purpose of the master's thesis is to explore HeyTea’s practices and
strategies in reinforcing employer brand image, analyze the effectiveness of its
marketing mechanisms, and propose suggestions for further development.

The tasks of the master's thesis are:

— to consider the concept, scope, and essence of brand image of enterprises,
outline peculiarities of strong brands, highlight the role of marketing in brand
development;

— to provide technical and economic characteristics of HeyTea;

— to assess the external and internal environment of HeyTea;

— to evaluate efficiency of brand management of HeyTea;

— to provide recommendations for improving HeyTea’s branding.

Based on the results of the study theoretical and practical provisions
regarding the optimization of employer brand formation at enterprise were put
forward.

The practical significance of the research results consists in that they will
contribute to the improvement of the enterprise brand image formation expertise and
in thereby boost its competitive edge on the Chinese market.

The obtained results hold practical significance as the key provisions and
conclusions of the research are translated into recommendations for business brand
image reinforcement within HeyTea enterprise.

Year of the qualification master's thesis completion: 2024

Year of the qualification master's thesis defense: 2024
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INTRODUCTION

In the tide of globalization and information technology, brand value is not
only an important part of enterprise assets, but also a concentrated display of the
core competitiveness of enterprises, and an important reflection of the intrinsic value
and culture of enterprises. As the link between enterprises, markets and consumers,
brand bears the heavy responsibility of transmitting consumers' subjective
perception and emotional identification of corporate image, products and services.
With the acceleration of globalization, the impact on enterprises is irreversible. The
competition among enterprises i1s becoming more and more fierce. Brands, as
valuable assets of enterprises, can help them gain a firm foothold in the highly
competitive market through different positioning and unique performance. As David
Aaker, an authority in the field of brand management, has said, a brand is one of the
most valuable intangible assets of a company, which can help a company gain a
greater competitive advantage in a complex market environment. Acker further
pointed out that a strong brand image not only increases customer loyalty and
strengthens a company's bargaining power, but also helps companies quickly restore
consumer trust in a market crisis. In recent years, the importance of brand
management has become increasingly prominent. According to a study by
McKinsey & Company in 2023, the average return on investment (ROI) on brand
management of the top 500 companies in the world has exceeded 25%, and among
the top brands, this proportion even exceeds 40%. In addition, the market share
growth of top brands is much higher than that of companies without systematic brand
management, leading by 20% to 30%. These data show that successful brand
building can not only help enterprises expand market share, but also enhance their
long-term sustainable development ability, but also inject more vitality into the
market, so that the influence of the brand can further expand its influence in the
market. However, despite the growing emphasis on brand management, the process

still faces many complex challenges.
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At this stage, enterprises are faced with a variety of challenges, such as
environmental market, technology trends, consumer habits and internal
management, digitalization and intelligence, the rise of new media, the gradual
diversification of consumer demand, diversified access to information channels,
unclear brand propositions, poor internal communication, and increasing difficulty
in brand protection.

To create a successful brand image is a complex and heavy system
engineering, it depends on the excellent quality of enterprise products and efficient
and accurate service quality, but also needs to carry out systematic construction on
multiple levels. In the process of brand development, enterprises must
comprehensively consider the interaction of multiple factors such as technical
strength, economic performance, market positioning, marketing strategy, corporate
culture and external market environment by constantly shaping, maintaining and
inheriting brand image, so as to establish brand value and cognition in the minds of
consumers. Especially in the digital wave, brand communication and consumer
engagement are increasingly closely related, how to maintain brand consistency and
coherence in the digital environment has become a major issue for enterprises to
solve.

The object of the research is a system of employer brand building and
fostering within modern enterprises.

The subject of the research peculiarities of employer brand formation
mechanism within HeyTea company.

The purpose of the master's thesis is to explore HeyTea’s practices and
strategies in reinforcing employer brand image, analyze the effectiveness of its
marketing mechanisms, and propose suggestions for further development.

The tasks of the master's thesis are:

— to consider the concept, scope, and essence of brand image of enterprises,
outline peculiarities of strong brands, highlight the role of marketing in brand
development;

— to provide technical and economic characteristics of HeyTea;



— to assess the external and internal environment of HeyTea;

— to evaluate efficiency of brand management of HeyTea;

— to provide recommendations for improving HeyTea’s branding.

Research method. This paper adopts the method of literature analysis, case
study and empirical analysis. First of all, the theory of brand management at home
and abroad is systematically sorted out to lay a solid foundation for theoretical
research. Secondly, in-depth analysis of typical enterprise brand management cases,
summed up the successful experience and failure lessons. Finally, through the
quantitative research method, collect and analyze the relevant data, evaluate the
effect of brand management, put forward some personal opinions of the author for
analysis, brand image improvement strategies.

To sum up, through theoretical discussion, empirical analysis and case study,
combined with the internal and external environment of the enterprise and the
overall market situation, this paper will comprehensively reveal the key issues in
enterprise brand management, and propose systematic solutions, aiming at providing

theoretical support and practical guidance for enterprise brand building.



CHAPTER 1. THEORETICAL ASPECTS OF ENTERPRISE BRAND
MANAGEMENT

1.1 Scope and nature of corporate brand image

Corporate brand image is like a complete picture created by an enterprise in
the minds of consumers, reflecting the social cognition carefully depicted by the
enterprise through products, services, culture and communication activities. It is a
multi-dimensional concept, including many aspects of the enterprise, and will be
displayed to the public in different ways, for example, in the aspect of visual identity,
embodied in logos and trademarks. Because this is the core element of a brand, but
also an important element to distinguish the enterprise, in addition to color and font,
visual style, and other supporting visual systems. In terms of products and services,
the quality and performance of products are the most direct reflection of consumers'
physical sense, followed by the quality of service of the enterprise brand to
customers. High-quality service quality, such as pre-sales introduction and after-
sales service, can enhance the reputation of the brand and increase the loyalty of
consumers to the enterprise brand image. Brand image is an important symbol of the
enterprise, but also an important symbol for consumers to identify the enterprise, but
also a reflection of the accumulation of corporate culture, corporate responsibility
and corporate reputation in the market concentrated expression. Brand management
scholar Philip Kotler believes that brand image not only reflects the competitive
position in the market, but also conveys the corporate social responsibility and moral
image. Therefore, brand image is not only the external display of products and
services, but also the bridge of emotional identification and trust between
consumers.

In the process of building brand image, enterprises need to start from multiple
perspectives, such as product quality, trust, social responsibility and emotional
value. For example, the quality and performance of the product is one of the core

elements that most directly determines the brand image. Consumers will directly
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form an intuitive impression of the brand through product functionality, durability
testing and service experience. But this is only part of the brand image, marketing
communication, advertising, customer service and corporate social responsibility
also play an important role in brand image. According to a 2021 study by McKinsey
& Company, more than 70% of consumers say that brand image affects their trust in
a company's products and services, and this trust is directly related to their
purchasing decisions.

Advertising is like the voice of the enterprise, is one of the core channels of
brand image transmission, a good advertising promotion can bring a huge impact on
the corporate brand image, but also an intuitive reflection of the cultural connotation
of the enterprise, but also the brand product quality propaganda, may also be a shot
in the heart of consumers hesitant. Through advertising, companies not only show
the functions and characteristics of their products, but also convey their cultural
values and social responsibility. Coca-Cola, for example, uses emotional narratives
to get closer to consumers around the themes of "happiness" and "sharing," and more
creative versions of ads that show how many processes a bottle of Coke has to go
through before it rolls out of the vending machine after you put in a coin. While
expressing the theme, it also tells consumers the fun and creativity of the enterprise,
increases the interaction between enterprises and consumers, and thus enhances the
reputation and loyalty of the brand. With the blessing of digital marketing means,
advertising can accurately reach the target consumers through multiple channels,
narrow the distance between consumers and the brand, enhance the interaction with
consumers, enhance the stickiness of customers, and from many aspects, let
consumers virtually strengthen the brand awareness and identity.

At the same time, public relations activities are also one of the key tools for
enterprises to build brand image. We can improve our own name and reputation
through some reputable advertisements or responding to advertising initiatives,
support some public welfare organizations, establish public image by participating
in public welfare activities and holding social gatherings, win new people and

support from the public with sincere services, and strengthen mutual information
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exchange and emotional communication, so as to enhance public goodwill. By
actively participating in social activities and public welfare projects, enterprises can
establish a positive social image and form a positive brand impression in the minds
of the public. Unilever, for example, promotes sustainability and public good
activities globally through its Sustainable Living Program, which enhances the
company's social reputation and consumer identity. According to a 2020 report by
Kantar, brands that actively implement social responsibility increase their consumer
loyalty by an average of 12%.

Customer service is the most direct contact point between enterprises and
consumers, as well as the interaction point with consumers. This process is
particularly important and has a significant impact on brand image. Quality customer
service can not only improve consumer satisfaction, enhance customer stickiness,
and ultimately effectively promote the formation of brand loyalty. With its
comprehensive customer service system, including convenient return policies,
responsive customer support and personalized recommendations, Amazon has not
only improved the shopping experience for consumers, but also significantly
increased the global value of its brand. According to Statista's 2022 data, Amazon's
customer service satisfaction ranks among the best in the global e-commerce
industry.

The shaping of brand image not only depends on the external construction,
but also the internal culture is crucial. The internal culture of the enterprise is the
foundation of the brand image, and the behavior and attitude of the employees will
directly affect the impression of the brand in the minds of consumers. The internal
culture of an enterprise is an in-depth process, which is the recognition and loyalty
of employees to their own corporate brand culture. It involves the core level of the
enterprise, and requires the enterprise to clarify its core values, its purpose, mission,
etc., which must be determined from the internal communication, so that internal
employees recognize and agree with the values of the enterprise. From the
development of employees' vocational training to promotion, employees must feel

the care of the enterprise. Therefore, when shaping the brand image of the enterprise,
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it 1s necessary to make employees deeply understand and identify with the brand
concept of the enterprise through consistent values and a positive working
atmosphere. Google's internal culture of focusing on innovation and employee
freedom has not only been highly recognized by employees, but also passed on to
the outside world through the behavior and attitude of employees, and the concept
of its enterprise has also been recognized by the society, thus shaping the brand
image with innovation and openness as the core.

In the context of globalization, corporate brand image management also needs
to integrate social responsibility and sustainable development. Nike is a prime
example of this. Faced with the increasing concern of global consumers for
environmental protection and social responsibility, Nike launched the "Move to
Zero" program, committed to reducing carbon emissions and waste, to achieve the
goal of zero carbon emissions and zero waste. To this end, Nike is increasing its use
of renewable energy while also reducing its environmental impact through the
development and use of sustainable materials. According to Nike's 2022
Sustainability report, the company has reduced carbon emissions by 30% globally
through these measures and significantly reduced water use.

These sustainable development initiatives not only enhance Nike's social
image, but also bring a positive response to the market. According to Interbrand's
2023 Global Brand Value Report, Nike's performance in sustainability has increased
its brand value by 15% in the past three years, and it is regarded by consumers as
one of the most socially responsible brands in the world. This shows that combining
social responsibility with brand image can not only enhance a company's reputation,
but also enhance its market competitiveness.

The advent of the digital age brings new opportunities for the communication
and management of brand image. Today's consumers are more likely to access brand
information through multiple channels, not only traditional advertising, but also
social media, user reviews and other forms. According to a 2021 study by Accenture,
more than 75% of consumers rely on user reviews and brand interactions on social

media when making purchasing decisions. In this regard, enterprises must flexibly
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use multi-channel strategies, interact with consumers through social media
platforms, obtain feedback and adjust brand communication strategies in a timely
manner.

Starbucks (SBUX), for example, has frequent interactions with consumers
through social media, which not only enhances brand affinity, but also enhances
consumer engagement. Its "Red Cup Contest" campaign encourages consumers to
share holiday photos and offers rewards, increasing consumer engagement with the
brand. Hoot suite's 2022 social media Marketing report noted that Starbucks'
consumer engagement grew 28 percent in social media activity that year.

To sum up, the construction and management of corporate brand image is a
complex systematic project, which involves all the internal and external market
activities of the enterprise and has a profound impact on the internal culture and
strategy of the enterprise. The successful building of brand image not only depends
on product quality and marketing promotion, but also depends on any employee
within the enterprise. It is more necessary for enterprises to make continuous efforts
in internal culture construction, social responsibility and sustainable development.
Modern brand image management emphasizes both internal and external repair, only
in this way, enterprises can win the recognition and trust of consumers in the
competitive market.

Through the case study, it can be seen that the successful practice of Nike in
sustainable development, for example, provides an important inspiration for modern
brand management. Companies need to incorporate social responsibility and
sustainability into their brand strategy in order to gain acceptance among an
increasingly socially valued consumer base. In the future, with the changing market
environment and the diversification of consumer demand, brand image management
will face more challenges. However, through scientific management strategies and
multi-channel communication means, enterprises can better adapt to changes in the
external environment and continue to optimize brand image. In short, the successful
building of brand image is the result of long-term efforts in cultural construction,

social responsibility and market performance. Only by adhering to both internal and
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external repair, enterprises can remain invincible in the fierce market competition

and achieve sustainable brand value growth.

1.2 Particularities of strong brand development

The formation of a strong brand is like a work of art continuously carved by
an enterprise in the market competition. It is not only a logo or name, but also a
unique value proposition, which runs through all aspects of the enterprise's product
design, marketing, customer relationship and social responsibility. A strong brand
has a close relationship with consumers, it can accurately confirm and meet
consumer expectations, if the product or service can be carried out in accordance
with the way consumers like, it can win the favor of consumers. Strong brands also
have a high degree of consistency to ensure that the transmission of brand
information can be when and where is not limited by time and place, and does not
deviate from the core way to convey information to consumers and give a clear
positioning to the target audience. Only this time can consumers clearly feel the
unique value of the brand and the differentiation of other brands. This clear
positioning allows the brand to stand out in the fierce market competition and
continue to lead. According to David Aaker's brand equity model, the strength of a
brand is based on the continuous improvement of product quality, but also depends
on the long-term accumulation of elements such as brand awareness, brand loyalty,
brand association and brand quality perception. Through the continuous construction
of these dimensions, enterprises can build solid brand equity, thus winning a higher
competitive position and market premium in the market [4].

1. Improvement of brand awareness.

Brand is an intangible asset with certain economic value. In order for a brand
to impress consumers and stand out among many homogenized corporate brands, it
1s necessary to have abstract, unique and identifiable special concepts, extract the
core value of the brand itself, connect the emotional basis between the brand and

consumers, and clearly convey the core value of the brand. In this way, consumers



15
can strengthen their sense of identity and loyalty to the brand. Brand awareness, like
the foundation of brand development, represents consumers' awareness of the brand
and has a direct impact on their purchasing decisions. Studies have shown that high
brand awareness can significantly reduce consumers' purchase risk perception and
improve brand market visibility. In order to increase brand awareness, companies
often employ integrated marketing communication (IMC) strategies to deliver brand
messages to target audiences through a variety of means such as advertising, public
relations, digital marketing and social media. Through the continuous
communication of multiple touch points, companies can establish a deep and
consistent brand impression in the minds of consumers.

For example, Coca-Cola has successfully linked its brand image with positive
emotions such as "happiness" and "sharing" through continuous marketing and the
classic advertising slogan "Happy to Share Coca-Cola", forming a deep brand
recognition and emotional bond. According to a 2020 market survey, Coca-Cola's
brand awareness among global consumers is as high as 92% (Statista, 2020), which
proves its success in brand awareness building.

With the rise of digital communication methods, enterprises are increasingly
focusing on the use of social media and user-generated content (UGC) to expand
brand exposure and influence in the process of enhancing brand awareness. Nike,
for example, has further increased its brand awareness by partnering with well-
known athletes and social media savvy to publish short videos and share user
experiences. This strategy not only enhances the brand's visibility, but also enhances
the brand's credibility through authentic user experiences.

2. Cultivate brand loyalty.

Brands should continue to provide high-quality products and services. When
consumers purchase and use products or enjoy services, if they are impeccable in
their quality and performance, they are likely to purchase them again and
recommend others. Customer recommendation is a good way of promotion, so some
services from product design to after-sales service are provided. Every detail is

highly likely to directly affect the loyalty of consumers, and enterprises should pay
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attention to every detail to ensure that consumers are positive and happy in the
process of use and experience, which is the cornerstone of establishing brand loyalty.
Brand loyalty is like the core pulse of brand development, it not only brings repeated
purchases, but also inspires consumers to become "word-of-mouth disseminators"
of the brand. According to the research of Oliver (1999), loyal consumers have a
higher degree of trust in the brand and are willing to continue to support the brand
even when it is in crisis. For example, when a well-known Brand faced a quality
crisis in 2021, 68% of loyal consumers said they would continue to support the
brand.

Through the customer relationship management (CRM) system, enterprises
can collect and analyze consumer behavior data and formulate accurate marketing
strategies, so as to improve consumer satisfaction and brand experience. Starbucks
(SBUX) has cultivated a large number of loyal consumers around the world through
its unique brand atmosphere, premium coffee experience and personalized
membership service. According to a 2022 study, Starbucks' loyal customers
contribute 55% of its total revenue (CNBC, 2022), and these customers are not only
willing to make repeated purchases, but also actively participate in brand promotion,
sharing their consumption experience through social media, and forming a strong
brand word-of-mouth effect. Through the bonus points and membership system,
providing members with exclusive benefits and services can enhance the sense of
belonging of consumers and enhance their loyalty to the brand, so as to retain
customers. In addition, it is necessary to establish a community, gather fans, let them
exchange experience with each other, and actively collect feedback from consumers
to understand their needs. Help enterprises improve in the later service. For example,
"millet" through the establishment of intelligent community and "millet home",
regular activities are held to let fans know about the product while enhancing their
loyalty and strengthening interaction.

3. Establishment of brand association.

Brand association, like the spiritual link of brand image, is the emotional and

psychological connection formed by the brand in the hearts of consumers. Through
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brand association, enterprises can associate the brand with a specific emotion, value
or lifestyle, enhancing the brand's appeal and market competitiveness. The
construction of brand association usually needs to convey core values through brand
stories, brand symbols and brand slogans.

A mention of "Golden Arches" can be associated with McDonald's, a mention
of "Mario" can be associated with heaven, a mention of "snow King" can think of
Michelle Ice City, Nike (Nike) through the classic slogan "Just Do It", successfully
linked the brand image with "perseverance" and "brave dream" spirit. It is not only
a supplier of sportswear, but also a symbol of encouraging people to actively pursue
their goals. Studies have shown that strengthening brand association can
significantly improve consumers' brand loyalty and reduce their hesitation in brand
selection.

Emotional value is particularly important in the construction of brand
association. Disney, for example, has successfully associated the brand with "family
fun" and "childhood memories" through its movie content and theme park
experience, making Disney a "dream place" in the minds of consumers. According
to a survey, 82% of consumers choose Disney because the brand evokes fond
childhood memories.

4. Improvement of brand quality perception

Brand quality perception is consumers' subjective evaluation of brand product
or service quality, which directly affects consumers' brand attitude and purchasing
decision. Through continuous product innovation, strict quality control and
customer service improvement, enterprises can improve the material quality of
products and strengthen research and development, so as to improve the
functionality and use experience of products, meet the diversified needs of
consumers, pay attention to the production process, the purpose is to reduce the
occurrence of quality problems, strengthen quality monitoring, ensure the stability
and reliability of products, and continuous improvement. To continuously optimize
products and services based on consumers' feedback and improve brand quality

perception requires multiple approaches, which can significantly improve brand
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quality perception. Toyota has established a brand image of "high quality, durability
and reliability" worldwide, thanks to its continuous investment in product
development and quality management. According to a 2021 market report, Toyota
ranks high in global consumer satisfaction surveys for its superior quality and
reliability.

High-quality brand perception not only helps companies maintain a high price
premium in the market, but also enhances consumer brand loyalty. Mercedes-Benz,
for example, has built a premium image of its brand through high standards of
quality control and luxury design, and has been able to maintain a high market
premium.

5. Strong brand extensibility

The author believes that the malleability of the brand is a possibility that
enterprises in today's market may be involved in, such as "millet" at the beginning
only to do mobile phones, to do smart homes in the back, and then even to produce
cars in the back. Strong brands have good adaptability in different markets and can
adjust their strategies according to different markets. Such cross-category extension
can make full use of their own brand resources and may open up the popularity of
new products in unexpected ways. The development of a strong brand is not only
reflected in a competitive advantage in existing markets, but also in the ability to
enter new markets and launch new products. Brand extensibility depends on a clear
delivery of the brand's core values and a consistent experience in new areas. For
example, Apple has successfully expanded into many fields such as mobile phones,
tablets and smart watches through the core values of "innovative design" and "user
experience", further enhancing the brand's market competitiveness and consumer
loyalty.

Samsung has successfully expanded into many areas such as home appliances,
smart devices and display technology through the brand value of "technology
leadership" and "all-round lifestyle solutions." Although the two paths are different,
they both rely on the adherence to the core values of the brand and the delivery of a

consistent experience.
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6. Accumulation and management of brand equity

The accumulation of brand equity is like the cornerstone of brand growth.
Brand awareness, brand loyalty, brand association and brand quality perception
together constitute the core of brand equity. Brand equity should be managed in a
standardized manner, measured with practical and reliable methods, explored with
maximum value and profit, and evaluated regularly to understand the value and
overall change trend of the asset. According to the changing needs of the market and
consumers, optimize the communication strategy of the brand, improve the
communication efficiency, apply for patents, strengthen the protection of the brand,
and deal with it in a timely manner to avoid damaging the brand image and
reputation. David Acker's brand equity theory points out that effective management
of brand equity can bring higher market premium and more lasting competitive
advantage to enterprises. For example, Coca-Cola has continuously strengthened the
emotional connection and market positioning of its brand through years of
advertising promotion and brand maintenance, thus achieving the effective
accumulation and improvement of brand equity.

Research shows that the accumulation of brand equity requires enterprises to
continuously invest in market communication and brand management, while
flexibly adjusting brand strategies to cope with market changes (Kapferer, 2012).
The development of a strong brand not only requires flexibility in management, but
also needs to be forward-looking to adapt to the changing market demand and
competitive environment.

All 1n all, the formation and development of a strong brand is a process of
continuous accumulation and optimization. The promotion of brand awareness, the
cultivation of brand loyalty, the establishment of brand association, the improvement
of brand quality perception and the development of brand malleability are all
indispensable components of a strong brand. Enterprises need to carry out all-round
construction and scientific management in these aspects in order to be invincible in
the fierce market competition. At the same time, through the effective management

of brand equity, enterprises can not only consolidate their competitive position in
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the existing market, but also successfully expand new markets and new fields, and
enhance the market value and overall competitiveness of the brand. Therefore, the
successful building of a strong brand not only depends on the improvement of
product and service quality, but also needs to consolidate the brand image and create
unique brand value through deep brand connection and innovative marketing

methods.

1.3 The role of marketing in brand development

The role of marketing in brand development is like a bridge between
enterprises and consumers. It not only helps enterprises to promote products and
services, but also helps brands to interact with consumers and establish a deep
emotional connection and trust relationship with consumers in this process.
Successful brand marketing strategy is like infusing the soul of the brand, making
the brand live, rather than a cold enterprise, it can enhance the brand awareness, but
also can add vitality to the brand, enhance the brand identity, and ultimately achieve
the maximum value of the brand. There are many kinds of marketing means.
Conventional marketing means include advertising, social media communication
and public relations activities, which can convey brand information to consumers
and enhance brand awareness and exposure. Marketing is like a carving knife, brand
is like a mold, and marketing is not only a means of promotion and sales, but also a
tool to shape brand image. Marketing activities are to distinguish some of the values
and cultural concepts and image of the enterprise from other brands, good shaping
can make the majority of consumers deeply remember the brand. According to the
"market-oriented marketing theory" proposed by Philip Kotler, the core of marketing
is to understand and meet consumer needs, and build unique brand value on this
basis [5]. This concept is widely used in brand management.

1. Market positioning: define the core value of the brand

Market positioning is like the compass of brand development, which

determines the brand's image in the market and its position in the minds of
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consumers. Enterprises define the core value of the brand through the market
positioning strategy, accurately lock the target audience, so as to effectively plan the
brand marketing activities. Successful market positioning requires enterprises to find
a balance point between product characteristics, consumer demand and competitive
environment to form a unique market value proposition. Market positioning is an
important link in brand building and marketing, and clarifying the core value of the
brand is the core task of market positioning, differentiated competition, and
clarifying their core values. For example, if [ sell drinks, but the drinks I sell cannot
stand out among my peers, then what I sell is not only drinks, but also a healthy
concept. I use healthy raw tea, fresh milk and fresh fruit, and avoid the use of tea
powder creamer. This is the concept of a healthy tea drink. What I sell is not just a
drink, but a brand core value. If this value is recognized by consumers, they may
become loyal fans of the brand. Because no matter how the company communicates,
it is promoting a brand concept, a point of view, an attitude, and a clear core value
can allow the brand to expand to the future market and lay a solid foundation for
new product development. Tesla, for example, has made itself synonymous with a
sense of technology and an environmental pioneer through its positioning of
"innovative technology and environmental concepts."

However, market positioning is not static, but a process that requires flexible
adjustment. Enterprises need to constantly conduct market research and analyze
consumer behavior to adapt to changes in the market and the strategies of
competitors. Take Coca-Cola as an example, through the brand positioning of
"happiness and sharing", it establishes an emotional connection with consumers in
different cultural backgrounds around the world through advertisements and
activities with local characteristics, and enhances the brand's consistency and local
identity.

2. Integrated marketing communication: enhance brand awareness and
reputation.

As the commander of brand communication, integrated marketing

communication (IMC) promotes the brand through a variety of channels, unifies the
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brand information, and enhances the brand awareness and reputation. Specifically,
after brand positioning, integrated marketing communication is needed, that is, the
core value and differentiation characteristics of the brand, which can be rebroadcast
through mass communication channels such as Internet and offline advertising after
integrating its own characteristics, so as to promote the brand to consumers of the
target audience and improve brand awareness and reputation. The purpose of
advertising communication is to arouse the resonance of consumers through
emotions and stories. Give them an impulse to consume. There is also public
relations communication, press conferences, interviews, public welfare activities,
etc. The most important thing is to show the brand's social responsibility and
enhance the public's trust and recognition of the brand. The second is to cooperate
with other brands to share resources and audiences and achieve mutual benefit and
win-win results. IMC integrates various means of communication such as
advertising, PR, promotion and digital marketing to ensure that the core message of
the brand forms a deep impression in the minds of consumers.

In IMC, advertising is the main tool to deliver the core values of the brand.
Advertising not only conveys information, but also arouses the emotional resonance
of consumers. For example, Nike has long been around the classic slogan "Just Do
It", through a series of inspiring advertisements, so that the brand is closely linked
with "perseverance" and "brave dream", shaping a positive brand image.

At the same time, companies can also enhance their brand reputation through
public relations activities, social responsibility programs and the dissemination of
brand stories. Today, consumers are paying more attention to corporate social
responsibility performance, and companies can build a positive brand image through
public welfare activities and social responsibility programs. For example, Starbucks
(SBUX) has enhanced its brand reputation by successfully reinforcing its
environmental and social responsibility image through its sustainability programs
and community service activities. Hecha is responding to the society's low-carbon
environmental life and reducing plastic, which is a practice that responds to social

demand, itself is a healthy tea drink concept, combined with the needs of the current
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social market, because of the development of today's fast food industry, there are too
many disposable plastic waste tableware, which is difficult to decompose and
dispose of, Heytea began to use paper straws and degradable paper bags. It is also a
strategy to increase its visibility and reputation, which brings good reputation to the
brand and enhances the trust and recognition of the public.

With the rapid development of digitalization, the means and channels of IMC
communication are constantly enriched. Businesses can leverage social media to
engage with consumers and expand brand outreach and engagement through user-
generated content (UGC). Uniglo, for example, uses social media to share dressing
tips, increasing the brand's interactivity and reputation.

3. Customer relationship management: enhance brand loyalty.

Customer Relationship Management (CRM) is like the link between
enterprises and consumers, through data analysis and customer insight, to provide
consumers with personalized service experience, improve customer satisfaction and
brand loyalty. With the help of CRM system, enterprises can deeply understand the
needs and preferences of consumers, develop personalized marketing strategies, and
enhance the emotional value of the brand.

CRM focuses not only on the quality of products and services, but also on
long-term interactions with consumers. For example, Starbucks' membership system
"Star Rewards Card" allows consumers to feel a special brand experience by
providing exclusive offers and personalized services. According to statistics, loyal
customers contribute 55% of Starbucks' total revenue (CNBC, 2022), which
illustrates the key role of CRM in promoting brand loyalty. The same goes for
HEYTEA's Ahika, which provides different convenience and preferential policies
for customers of different levels. The higher the level, the greater the discount, and
with the increase of consumption, it can unlock more permissions, unlock weekly
benefits, birthday benefits, single channel of busy points, free delivery fees and other
benefits. In this way, Hicha promotes the improvement of the relationship with
customers, improves the loyalty of different levels of consumers, and makes them

have a sense of belonging and enjoy different services.
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Another important role of CRM is to enhance a company's responsiveness to
consumer feedback. Amazon, for example, has a CRM system that responds quickly
to consumer complaints and suggestions, significantly increasing consumer brand
satisfaction. This kind of effective customer relationship management enables
enterprises to maintain brand differentiation advantage in the fierce market
competition.

4. Emotional marketing: establish a deep brand identity.

Emotional marketing is like an emotional link between enterprises and
consumers, and it establishes brand identity by triggering consumers' emotional
resonance. Through emotional marketing, enterprises can combine brand image with
consumers' emotional experience to enhance brand appeal and influence.

LEGO, through the "return to childhood" brand communication strategy,
evokes the resonance of adult consumers for childhood memories, making LEGO
not only a symbol of children's toys, but also a representative of family parent-child
interaction and creativity. Such emotional marketing strategies have enabled Lego
to gain a wide range of brand loyalty worldwide.

Another successful example is Procter & Gamble's (P&G) "Thank You,
Mom" advertising campaign, which reaches into the hearts of consumers by
associating the brand with emotional values such as warmth and care through a
profound depiction of motherly love. According to the data, this activity increased
P&G's Brand reputation by 15%.

5. Digital marketing: enhance brand interaction and innovation

In the digital era, digital marketing is like an agile scout in the market,
optimizing brand communication strategies through real-time data analysis to
enhance brand interaction and innovation. Through traditional digital means such as
social media, email and search engine optimization, as well as using emerging
technologies such as big data and artificial intelligence, companies are increasing
the precision and personalization of brand communication.

The advantage of digital marketing is that it is highly interactive. Nike, for

example, regularly posts real stories of how users use its products on its social media
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accounts to demonstrate the credibility and appeal of the brand through user
experience. In addition, by understanding consumers' interests and habits through
data analysis, companies are able to optimize marketing strategies and achieve
personalized communication.

Uniglo, for example, uses mobile apps and social media to not only precisely
target audiences, but also to increase the brand's innovation and impact through
personalized recommendations and interactive activities. The application of digital
marketing enables brands to flexibly respond to market changes and maintain

competitive advantages.
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CHAPTER 2. ANALYSIS OF THE EFFECTIVENESS OF THE BRAND
IMAGE FORMATION OF HEYTEA

2.1. Technical and economic characteristics of Heytea

As a leader in the new tea industry, Heytea has successfully established a
strong brand image through continuous technological innovation and excellent
economic performance. Hi Tea, the pioneer of new tea beverage industry, is a brand
founded by Shenzhen Mexixi Catering Management Co., LTD., headquartered in
Shenzhen, Guangdong Province. In 2012, Happy Tea was born in Jiangmen River,
Guangdong Province, and pioneered cheese tea through the use of real milk and real
tea, creating the entire new tea industry. All along, Heytea has been using high-
quality raw materials such as "real milk, real original tea, real fruit, real sugar" to
launch a large number of real quality tea drinks, including cheese tea series, meaty
grape family, cheese berry, cool blackberry mulberry, roasted brown sugar boo milk,
etc. At the same time, through the brand content, store space and other user touch
points to shape and spread the brand, tea accumulated a strong brand potential
energy, to stimulate the joy of the brand experience to more mass users, but also
promote the industry into the era of branding.

Since its inception, Heytea has not only made breakthroughs in product
development, supply chain management and digital operations, but also actively
competed with other brands in the market, thus strengthening its industry leadership
position. These technical and economic characteristics not only enhance the market
competitiveness of Heytea, but also promote its brand awareness in the minds of
consumers.

1. Driving force of product development and technological innovation

Heytea continuous investment in product research and development and
technological innovation provides a strong support for the construction of its brand
image. An excellent brand must be inseparable from its product research and

development and marketing, tea products are how to step by step into the hearts of
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consumers, this is the first to talk about the early Chinese tea market; In the early
stage, the tea market in China was empty, with no leading enterprises. Even the
varieties of tea drinks were few, and the quality was uneven, with only the simplest
tea made from vegetable fat and brewed tea powder. In the era when creamers, tea
powder and fruit powder were popular, Nie Yunchen, the founder of Xi Tea, created
the first cup of tea with cheese in an alley in Jiangmen City, Guangdong Province,
in 2012. And in the later period, various natural elements were added to make the
ancient Chinese tea cooler and more dreaming, and today's new tea drink was
created. Hi Tea will develop hundreds of products every year, after careful selection,
and finally can be on the new about a dozen, the developer's concept is not how to
control costs, how to standardize, how easy to produce, Nie Yunchen's original
intention is how to make a good product, do not taste good, whether it is perfect,
whether it is healthy, 6 years of entrepreneurship, Nie Yunchen has more than
10,000 hours of research on the product [6]. In the early stage, with the popular
products cheese tea series, the brand has established a good reputation, so that it has
more understanding and mastery of consumer tastes, so as to pay more attention to
the richness and hierarchy of product taste.

Through deep insight into consumer preferences, Heytea continues to
introduce innovative products, such as cheese milk cover tea, fresh fruit tea series
and brown sugar pearls, forming a unique product identity in the market. In order to
ensure the unique flavor and high quality of the product, Heytea has systematically
explored and optimized the selection of raw materials, the research and development
of formulas, and the production process.

Taking the research and development of cheese milk lid as an example, the
Joy tea successfully created the iconic "thick and smooth" taste through scientific
composition ratio and technological improvement. This innovation not only won the
favor of consumers, but also improved the market differentiation of the brand.
According to the 2022 Tea Consumer Survey, more than 80% of respondents believe
that Tea products are superior to other brands in the market in taste and creativity

(Heytea Consumer Report, 2022). This high percentage of positive reviews indicates
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that the continued investment in product innovation has significantly improved
consumer satisfaction and brand stickiness.

In contrast, some competing brands have been relatively conservative in the
introduction of innovative products, resulting in products that fail to compete with
tea in terms of taste and diversity. For example, Nai Xue's tea mainly relies on
existing classic products, while it is slower in terms of technology research and
development and new flavor innovation. This makes Nai Xue's tea in the consumer
evaluation of the advantage is not obvious, and happy tea with a number of
innovative drinks and continuous technological improvements, has formed a clear
differentiation in the market.

2. Double optimization of supply chain and digital operation

In terms of supply chain management, Heytea has realized the fine
management of the whole process from raw material procurement to store sales by
introducing a digital management system. According to the sustainable development
strategy, tea is constantly innovating, combining traditional tea culture with novel
ingredients. Once people did not dare to think that fruit and tea could be combined
together, now we make fruit tea and other eye-catching tea products, and insist on
using high-quality tea and fresh fruit as raw materials, so that the taste and quality
of each cup of tea are guaranteed. As a brand, Heytea has its own supply chain of
raw materials and tea gardens, and the tea is customized in the place of origin, such
as its oolong tea in Taiwan, black tea in India and Sri Lanka, and Matcha in Japan,
to ensure the purity and uniqueness of raw materials. The application of digital
supply chain not only improves the transparency and collaborative efficiency of all
links, but also significantly reduces management and operating costs, ensuring the
freshness and stable quality of products.

At the same time, Heytea investment in digital operations has also brought
significant economic benefits. According to the Financial Report of 2022, the online
sales of Heytea accounted for 25% of the total revenue, and this proportion increased
significantly from previous years (Heytea Financial Report, 2022). The increase in

online sales is due to the efficient user interaction channels established by Heytea
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through mobile applications and online platforms. In the era when digital online
payment has been popularized in China, while there are still many countries in the
world that have not popularized scanning code payment, Heytea actively embraces
the digital era, not only provides online booking, but also mobile payment,
recommends product matching according to users' habits, improves the overall
experience of consumers, and constantly optimizes services by using big data and
artificial intelligence and other technologies. Meet the individual needs of each
consumer. Through these digital platforms, Heytea can accurately collect user data
and combine the results of big data analysis to make accurate product
recommendations and personalized marketing strategies. This approach not only
enhances the user's sense of participation, but also effectively improves the user's
loyalty, which further promotes the increase of brand stickiness [7].

In addition, digital technology also helps Heytea to quickly adjust its supply
chain and inventory management in the face of market changes to meet market
demand for new products. In contrast, some competing brands have been slower to
digitally transform, leaving them with less flexibility in supply chain and user
experience optimization. For example, Lele Tea's supply chain management system
is still relatively traditional, which has certain disadvantages in terms of product

update speed and market response.

2.2. Assessment of internal and external environment of HeyTea

In the construction and management of brand image, the internal and external
environment of an enterprise is very important. The internal environment of an
enterprise usually includes resources, culture and management strategies, while the
external environment is influenced by macro factors such as political, economic,
social and technological factors. Through in-depth analysis of these environmental
factors, it is helpful to understand the formation background and driving factors of
brand image more comprehensively. This section will combine PEST (political,

economic, social, technical) analysis and SWOT (strengths, weaknesses,
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opportunities, threats) analysis to systematically assess the internal and external
environment of tea, so as to clarify the core elements of brand image management.

1. PEST analysis of external environment

PEST analysis examines the external factors that affect brand image from a
macro perspective, covering four aspects: politics, economy, society and
technology. By analyzing these factors, we can identify the opportunities and threats
of enterprises in the market, so as to develop more targeted brand management
strategies.

Political Factors

Political factors include the government's policy orientation, the formulation
of laws and regulations, and changes in industry regulatory standards. In recent
years, the Chinese government has increasingly attached importance to food safety
and healthy consumption, and has put forward higher regulatory requirements for
the new tea beverage industry. The policy environment in which Heytea operates
requires strict compliance with relevant regulations regarding food hygiene, raw
material quality and supply chain management. For example, the revision of the
Food Safety Law and the promulgation of the E-commerce Law have raised the
compliance standards of enterprises in product production, sales and online
operations. To this end, Heytea ensures traceability of raw material quality and
transparency of production processes by improving supply chain management and
introducing a digital management system. These initiatives not only enhance
corporate compliance, but also enhance market credibility and consumer trust. The
government's regulatory policy on the food industry, tax and environmental
protection will have a certain impact on the business of tea, in the issue of food
safety, tea wins in the high-quality raw material chain, can fully ensure product
quality and safety, but in China, the tax is very huge, tax policy adjustment will
directly affect the balance of the cost and profit of tea.

Economic Factors

Economic environment has a significant impact on brand image. With the

continuous growth of China's economy and the increase of residents' income, the
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new tea market has shown a broad prospect. Relying on the trend of consumption
upgrading, Heytea is positioned as a "high-end tea brand" and has successfully
attracted a large number of young consumers who pursue quality. At the same time,
the economic growth and the improvement of consumption power in emerging
markets such as Southeast Asia also provide new growth opportunities for the
expansion of the international market. However, in 2024, the impact of the
development of the current market economy on the brand is self-evident, the once
high-priced milk tea is now also reduced, which is affected by the purchasing power
of consumers. 2024 will be a difficult year, and the purchasing power of many
consumers will decline accordingly. Consumers tend to choose what they must use
in life. In terms of the overall market, the sales performance of this industry is
declining, and the labor cost and rental cost are constantly rising, which leads to the
narrowing of the profit space of tea.

Social Factors

Social factors are mainly reflected in changes in consumer preferences,
lifestyles and cultural trends. In recent years, the concept of health and
environmental protection has been deeply rooted in the hearts of people around the
world, and consumers are increasingly demanding healthy ingredients and sugar
content of drinks. In response to this trend, Heytea launched a number of low-sugar,
low-fat healthy tea drinks to meet the health needs of consumers, and further

strengthen the brand's "healthy and green" image.
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Fig.1.1. Trends in consumer health awareness (2018-2022)
Source: compiled by the author based on [14]

Explanation: the chart shows the continued upward trend of consumer health
awareness between 2018 and 2022. This trend shows that the popularity of health
and environmental protection concepts has provided strong support for Heytea in the
positioning of health products.

Technological Factors

Technological advances play a key role in enhancing brand communication
and user experience. Through big data analysis and artificial intelligence technology,
Heytea has realized digital operation and precision marketing. With in-depth
analysis of user data, Heytea is able to accurately understand consumers' purchasing
behaviors and preferences to provide personalized product recommendations. In
addition, Heytea actively uses social media and online channels to strengthen
interaction with consumers and further enhance brand influence and user stickiness.
Through continuous technological progress, Heytea digital transformation in brand
communication, digital marketing and supply chain management has enhanced its
market competitiveness. However, in terms of product technology, after all, making
drinks is not a very difficult technology-based industry, so it has also led to its
replicability being greatly improved, and it is easy to be imitated by peers in terms
of technology, so in addition to the promotion of digitalization, it should also be
upgraded in handicraft technology.

1. SWOT analysis of internal and external environment

The SWOT analysis makes a comprehensive assessment of the strengths,
weaknesses, opportunities and threats of tea, in order to provide a strong basis for
the development of brand management strategies.

Strengths

Heytea’s strengths are reflected in its ability to innovate, brand recognition
and efficient supply chain management. First of all, Heytea has continued to carry

out product research and development innovation, and launched a diversified
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product line to meet the increasingly diversified taste needs of consumers. Secondly,
Happy tea has established a high brand recognition in the market and has become a
benchmark in the new tea beverage industry. Through market research and analysis,
understand the market demand and consumer preferences, so as to adjust the product
positioning and promotion strategy. In the past, the price of a cup of tea was about
20-30 yuan. In the highly competitive market environment, tea gradually reduced its
price through effective marketing activities, such as promotion activities, discounts,
etc. Now, the price of 8-20 yuan makes tea a leader in the market in terms of price
and quality. This operation not only stimulates consumers' desire to buy, but also
increases sales. At the same time, marketing can also help enterprises to expand new
sales channels and markets, and further increase sales opportunities. Finally, with
the help of the digital supply chain management system, Heytea has achieved
remarkable results in ensuring product quality and improving operational efficiency,
enhancing market competitiveness.

Weaknesses:

Although Heytea has a high brand value in the market, the standardization of
brand management and store operations in the process of rapid expansion has
become a challenge. In the author's opinion, the brand communication is far from
enough, it can remain in the minds of consumers in the image of the image in
addition to its LOGO and professional tea production and other elements, there are
not many other elements, tea own cultural and creative surrounding is not much, to
their own cultural heritage is not enough, although it is a modern tea, but the lack of
some humanistic elements, lack of interaction with consumers, Although it is said
that Xi tea will not always cooperate with some products in some areas, but every
time it is a flash in the pan, like a pop-up shop, the fast to go fast, consumers may
not feel the process of joint branding has ended, in this regard is really
unsatisfactory, its own cultural heritage, since it is a modern tea drink, The author
believes that it is entirely possible to construct a background story close to life, so
that the overall image of happy tea is alive, rather than a cold brand selling tea. To

optimize customer service, there are a lot of tea activities, but all of them are mainly
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bundled around. The author feels that the service on tea side is relatively general,
compared with other big brands, such as McDonald's, Haidilao and other catering
services, or the same big brands of tea drinking, tea is pleasant, and the customer
service aspect of tea is relatively general, it is still a cliché, and it lacks interaction
with customers. It is hoped that when holding activities, enterprises can dispatch a
part of the manpower to interact with customers, rather than watching
advertisements, which are just a flash, but no interactive communication. If a good
brand lacks direct communication with consumers, it will lose the voice of many
customers. Store expansion may lead to differences in product quality and service
levels, which puts forward higher requirements for the maintenance of brand image.
In addition, the brand image of Heytea is highly dependent on product innovation
and marketing, which means that the company needs to continuously invest
resources to maintain a competitive edge.

Opportunities

The increasing demand of consumers for healthy tea drinks and personalized
experiences has brought new market opportunities for Happy tea. By introducing the
concept of low sugar, low fat and functional drinks, real tea, real milk, real fruit, and
healthy tea drinks, it is at the forefront of the industry, so it can further expand the
market. In addition, with the popularization of digital technology, such as
automatically recommending consumers' usual eating habits, such as less sugar and
ice, the system will automatically screen consumers' eating habits, which will not
only facilitate consumers, but also increase their favorability. Therefore, Heytea has
the opportunity to enhance brand engagement and user experience through digital
means. At the same time, the expansion of the international market, especially in
Southeast Asia and the good acceptance of the European and American markets, has

provided strong support for the globalization of tea.
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Market Expansion Opportunities by Region

Market Share Growth (%)

China Southeast Asia Europe North America
Region

Fig. 1. 2: Market expansion opportunities by region
Source: compiled by the author based on [16]

Description: the chart shows the expansion potential of Heytea in various
regional markets. The data show that Heytea has occupied a major share growth in
the Chinese market, while it has great expansion potential in Southeast Asia and
European and American markets, providing a solid foundation for the global
development of the brand.

Threats

The market competition of new tea drinks is fierce, and the emergence of a
large number of new brands poses a direct threat to the market position of pleasant
tea. New Chinese tea market competition is increasingly fierce, more and more
brands have poured into the market, to divide the market this big cake, and are with
the theme of "Chinese tea drinking culture" impact the market, from the past to the
current group of divisions, such as Chayan Yue color, overlord tea, tea 100 Tao, are
constantly improving their competitiveness, which poses a no small market threat to
tea. Competitors, through pricing strategies, product diversification and innovative
marketing, may split the market share of Heytea. In addition, food safety issues are
always a potential risk for the new tea industry, and any food safety incident may

seriously damage the brand image. Therefore, Heytea needs to continuously
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strengthen supply chain management and product quality control to cope with
potential threats.

Through PEST and SWOT analysis, we can fully understand the internal and
external environment in brand management. Its successful practice in technological
innovation, health product development, international market expansion and digital
operation has given it a significant competitive advantage in the new tea market.
However, the increasingly fierce market competition and the challenge of brand
management standardization also put forward higher requirements for enterprises.
In the future, Heytea should continue to pay attention to market trends, maintain
technological innovation, and focus on standardization and sustainable development

in brand expansion to consolidate its market position.

2.3. Effectiveness evaluation of enterprise brand management of HeyTea

In brand management, effective evaluation is the key to ensure that the
company remains competitive in the market and continuously enhances the brand
value. The scientific evaluation method provides the necessary feedback for the
enterprise's brand strategy, and then optimizes the brand communication strategy
and marketing operation plan. Through a series of key performance indicators
(KPIs), such as brand awareness, brand loyalty, market share, etc., companies are
able to get a clearer picture of the effectiveness of brand management. In addition,
the application of brand equity model also provides a systematic theoretical
framework for evaluating brand value and brand influence. In this section, we will
take Heytea as an example to explore in depth the effectiveness of its brand
management [17].

1. Improvement of brand awareness

Brand awareness, as one of the core indicators to measure the effect of
enterprise brand management, directly affects consumers' cognition of brand,
purchasing tendency and brand recommendation. High brand awareness allows

consumers to quickly identify a brand among similar products, thereby increasing
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the market penetration of the brand. The promotion of brand awareness is often
closely related to marketing means such as advertising, social media promotion and
offline activities. In order to achieve this goal, Heytea successfully enhanced its
brand awareness through multi-channel integrated marketing communication
strategy.

Specifically, Heytea not only increased investment in traditional advertising
channels, but also carried out extensive promotion on major social media platforms
(such as Weibo, Douyin, wechat), using celebrity endorsement, topic marketing and
cross-border cooperation and other means to attract the attention of a large number
of young consumers. Heytea is committed to building a leading position in the new
tea market, taking tea culture innovation, quality assurance and ultimate service as
its core competitiveness to meet young people's pursuit of fashion, health and quality
of life. The brand's clear positioning and core values are highly aligned with the
needs of young consumers, earning the brand wide recognition and loyalty. There
are exceptions, like tea also has a "rollover", like tea in an adult product "Durex"
joint advertisement, vulgar advertising slogan, so that some consumers have
discomfort, resulting in a decline in the impression of the brand, but also to the brand
development has brought a bad impact; The same rollovers and "speechless Buddha"
joint name, but where the religious theme of the joint name is also very prone to
problems, the tea is no exception, in a few days on the shelf, all the relevant products
are all off the shelf, by the relevant departments to talk about rectification. All of the
above are caused by the wrong decisions of decision makers and improper
management. Celebrity endorsements allow brands to quickly enter the mainstream,
while topic marketing makes brand messages more contagious through fun
interactive events and creative advertising. In addition, Heytea has vigorously
expanded offline stores in first-tier cities and core business areas, providing
consumers with a more immersive brand experience through unique store design and
innovative brand concepts. According to the brand Report released in 2022, the
brand awareness of Heytea in major Chinese cities has reached 85%, far exceeding

that of similar new tea brands (Heytea Consumer Report, 2022).
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Through the promotion of brand awareness, Heytea successfully established
the initial impression of consumers on the brand, and further enhanced the
penetration of the market. According to the "consumer behavior pattern" theory
proposed by Philip Kotler, the improvement of brand awareness can not only
increase the visibility of the brand, but also enhance the trust of consumers, thus
influencing their purchase decisions.

2. Cultivate brand loyalty

Brand loyalty is one of the important indicators to measure the effect of brand
management. Therefore, in terms of management, it is necessary to strengthen
operation management, attach importance to social media marketing, grasp the
theme of activities, avoid being disconnected from customer needs, and improve the
conversion rate. Internal management requires the establishment of a sound store
management system to achieve efficient management of stores. However, the reality
is that Heytea has a high employee turnover rate and unstable product supply chain
management. To solve the problem, it is also necessary to improve the incentive
mechanism, strengthen training, optimize the supply chain and establish a supply
chain information platform, which can further improve management efficiency and
provide guarantee for brand development. In conclusion, Heytea needs to strengthen
interaction and communication with consumers through social media and other
channels to improve brand awareness and customer satisfaction.

High brand loyalty can not only bring consumers repeated purchase behavior,
but also stimulate consumers' recommendation willingness and word-of-mouth
communication. Customers with high loyalty tend to have a strong emotional
connection to the brand, and they are willing to continue to choose the brand when
the product price fluctuates or the brand is in crisis. Therefore, the promotion of
brand loyalty is crucial for the long-term development of the brand and market
stability.

In terms of cultivating brand loyalty, Heytea has successfully created a large
number of loyal customers through a series of accurate marketing strategies and

comprehensive membership system. Specifically, Heytea has launched an exclusive
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member points system, providing exclusive offers and points rewards for members.
This differentiated service not only allows members to enjoy a unique consumption
experience, but also enhances their sense of belonging to the brand. By accumulating
points, members can redeem limited gifts or enjoy the rights and interests of new
products, which not only enhances the pleasure of consumption, but also enables
consumers to form a deep emotional connection with the brand.

In addition, Heytea regularly carries out online and offline membership
activities, such as new product launches, brand pop-up store experience, etc., to
further improve the participation and loyalty of members. Through these activities,
Heytea not only strengthens the interaction with consumers, but also allows the
brand concept to be more widely spread. According to the market research data in
2022, Heytea's member customers contributed 60% of its total sales (Heytea
Financial Report, 2022). The high proportion of member customers not only shows
the high loyalty, but also shows the successful strategy of Heytea in brand loyalty
cultivation.

3. Increase of market share

Market share is an important dimension to evaluate the effect of brand
management, which directly reflects the competitive position of the enterprise in the
industry and the market penetration of the brand. The improvement of market share
can not only expand the influence of the brand, but also bring higher profit margins
and a more stable market position for the enterprise. For Heytea, the growth in
market share was due to its expanding store network, innovative product strategies
and diversified online sales channels.

Heytea accelerated the expansion of offline stores nationwide, and gradually
expanded the market coverage of the brand to the Southeast Asian market. The
expansion of offline stores not only increases the touch point of the brand, but also
enhances consumer convenience and brand trust. In addition, Heytea has vigorously
expanded online sales channels and met the diversified needs of consumers through

its own apps, delivery platforms and small programs. According to the Market data
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of 2023, the market share of Heytea in China's new tea drink market has reached
30% (Heytea Market Report, 2023), ranking the market leader.

The steady growth of the market share is the concrete embodiment of the
effectiveness of the brand management strategy. According to the latest market
research report, compared with its main competitors (such as Nai Xue's tea, Tea Yan
Yue Color, etc.) in domestic and foreign markets, its market share has continued to
rise, indicating that its brand strategy has a high effect in actual operation. In the
face of fierce competition from peers, Heytea has been expanding the number of
stores, introducing new products and optimizing consumer experience in recent
years, so that its market share has gradually increased. In recent years, Heytea layout
has no longer taken the market of first-tier cities, but has seized more markets in
non-first-tier cities through franchise mode, and gradually improved. From the
original 20-35 cup drink price down to the 10-20 yuan range of affordable category,
this adjustment helps attract more consumers, especially in the economic
environment of 2024, consumer-sensitive price market, according to competition.
The market share is timeliness and uncertainty, but it is certain that Heytea cha
currently occupies an important position in China's tea market. It is not the largest
brand, but its share is growing steadily, and its expansion force and influence are
constantly consolidating its market position.

4. Comprehensive evaluation of brand equity

In order to comprehensively evaluate the effectiveness of corporate brand
management, the brand equity model proposed by David Aaker can be introduced.
The model evaluates brand value from four dimensions: brand awareness, brand
loyalty, brand association and brand quality perception. According to this model,
brand equity is not only reflected in the enterprise's brand premium ability, but also
in the brand's deep emotional connection with consumers and the improvement of
market competitiveness.

Heytea has excelled in brand awareness and loyalty, successfully establishing
a brand image with innovation, quality and health at its core. In terms of brand

association, Heytea combines the brand image with the characteristics of "fashion,
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youth and health" through unique product design, store experience and diversified
marketing activities. This multi-dimensional brand association has effectively
enhanced the brand's attractiveness and market competitiveness.

The improvement of brand quality perception is due to the strict control in raw
material selection and product research and development. By introducing a high
standard of raw material testing mechanism and a strict quality control process,
Heytea ensures the high quality of each cup of products, thereby establishing a good
quality perception among consumers. Studies have shown that higher brand quality
perception can enhance consumers' trust in the brand and significantly improve their
purchase intention. In terms of brand awareness, Heytea enjoys a high reputation
among young consumers with its unique taste innovation and marketing capabilities.
In terms of quality, it maintains a leading position with its excellent quality and
unique taste. The market share accounts for a large proportion, in many types of
beverage brands, is the first choice of young people as high as 79% of the leader, in
terms of financing, the market valuation has reached 60 billion yuan, innovation, the
innovation of tea has been indisputable, it can always bring surprises to consumers,
and consumers unexpected brand joint, each joint can shine in the eyes of consumers.

Through the use of key performance indicators (KPIs) and brand equity
models, it is possible to comprehensively evaluate the effectiveness of Heytea’s
brand management. Heytea has achieved remarkable results in brand awareness,
brand loyalty, market share and brand equity, which proves the effectiveness of its
brand management strategy. In the future development, Heytea needs to continue to
deepen brand association and enhance the emotional connection with consumers to
further enhance the value of brand equity. At the same time, in the face of the
challenges of market competition, tea needs to continuously optimize products and
services to maintain its leading position in the new tea industry. Through continuous
brand optimization and market innovation, Heytea is expected to further expand its

brand influence globally.
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CHAPTER 3. PROPOSALS FOR IMPROVING BRAND IMAGE OF
HEYTEA

3.1 Strategies for improving enterprise brand management

Under the background of increasingly fierce market competition, brand is not
only a symbol of enterprise products, but also a concentrated reflection of its core
competitiveness. The effectiveness of brand management is directly related to the
position of the enterprise in the market and the long-term value of the brand.
Therefore, in order to gain advantages in the fierce competitive environment,
enterprises need to adopt a variety of strategies in the aspects of brand culture
construction, communication channel optimization, customer experience
improvement and social responsibility fulfillment, and form a systematic brand
management method to enhance the brand's market influence and customer loyalty.

Brand culture is the foundation of brand management and the core carrier of
corporate image. It not only conveys the core values and mission of the company,
but also subtly affects the brand image through the daily behavior of employees and
the way of communication outside the company. In fact, Heytea has done many
operations to improve its brand image, and [ would like to put forward some personal
opinions about what it does not have. First, the strength of brand communication is
far from enough. In my opinion, the brand communication strength of Heytea is far
from enough. Xi tea's own cultural and creative surrounding is not much, to their
own cultural heritage is also insufficient, therefore, the construction of brand culture
is the primary task of brand management.

Take Heytea, a new tea brand, as an example. In the shaping of brand culture,
it emphasizes the core values of "innovation, quality and health" to enhance the
brand image. Heytea not only insists on innovation in the research and development
of tea products, but also implements this concept into all aspects of corporate culture.
Specifically, Heytea clearly put forward the core concept of "quality first, customer

first", and through the development of staff training and management system, to
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ensure that this concept can be put into practice. Through regular cultural training
and incentives, Heytea enhances employees' recognition of the brand's core values
and enables employees to consciously convey brand culture in their daily work. The
company also encourages employees to perform well in product development and
service innovation, and rewards outstanding teams to enhance employees' sense of
belonging and responsibility.

Creating a positive corporate atmosphere is also crucial. By organizing
diverse team activities and setting up a reward mechanism, Heytea enhances the
cohesion and motivation of employees. These measures not only laid a solid
foundation for the brand culture, but also effectively transmitted the brand concept.
The promotion of brand culture needs to be from top to bottom, from the top of the
enterprise to every employee should become the practitioner of brand values, to
ensure that the brand concept is implemented and transmitted inside and outside the
enterprise.

Optimize brand communication channels.

With the rapid development of digital technology, the channels and ways for
consumers to obtain brand information have changed significantly. Today, social
media, user-generated content and word-of-mouth are the primary ways consumers
learn about brands. In order to maintain a competitive advantage in a dynamic
market, enterprises need to flexibly adjust and optimize their brand communication
channels.

In terms of brand communication, Heytea has established an extensive
communication network by integrating traditional media and new media resources.
For example, Heytea makes full use of the power of social media to promote
products and tell brand stories through platforms such as Wechat and Douyin.
Although it is a modern tea drink, but the lack of some humanistic elements, the lack
of interaction with consumers, although it is said that tea is not always with some
areas of product joint cooperation, but every time is a flash in the pan, like a pop-up
shop, come and go fast, consumers may not feel the process of joint has ended, in

this regard 1s really unsatisfactory, their own cultural heritage, Since it is a modern
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tea drink, the author believes that it is entirely possible to construct a background
story close to life, so that the overall image of happy tea is alive, rather than a cold
brand selling tea. With the deep operation of social media, Heytea not only
established a high brand awareness among target consumers, but also enhanced the
brand's market influence through various forms such as content creation, interactive
activities and short videos. At the same time, Heytea also implemented the "brand
spokesperson" strategy, and successfully attracted the attention of a large number of
young consumers by inviting well-known Internet celebrities and stars to cooperate
in the promotion.

Through big data analysis and consumer behavior research, Heytea can
accurately target audiences and dynamically adjust communication strategies. In
brand communication, enterprises should flexibly adjust communication strategies
according to the characteristics of media platforms and changes in the market,
improve the efficiency and accuracy of brand communication, and maintain brand
market popularity and consumer loyalty.

Improve customer experience and satisfaction.

Customer experience is a key element in brand management, determining
brand image and consumer loyalty. Enterprises should make efforts in optimizing
product quality, improving service level and improving after-sales support to
comprehensively improve customer experience. To optimize customer service, there
are a lot of tea activities, but all of them are mainly bundled around. The author feels
that the service on tea side is relatively general, compared with other big brands,
such as McDonald's, Haidilao and other catering services, or the same big brands of
tea drinking, tea is pleasant, and the customer service aspect of tea is relatively
general, it is still a cliché, and it lacks interaction with customers. It is hoped that
when holding activities, enterprises can dispatch a part of the manpower to interact
with customers, rather than watching advertisements, which are just a flash, but no
interactive communication. If a good brand lacks direct communication with

consumers, it will lose the voice of many customers.
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Heytea makes continuous efforts in product innovation, and ensures the high
quality and unique flavor of each product through strict selection of raw materials
and careful formulation. By analyzing consumers' taste preferences and market
trends, Heytea not only meets diversified needs, but also enhances the differentiation
advantage of the brand. In addition, Heytea also improves the quality of service by
strengthening the training and incentive of service personnel, and provides
customers with professional and intimate service experience. Enterprises should
establish sound service standards and customer management systems, and
strengthen staff training to improve overall customer satisfaction.

In terms of customer feedback mechanism, Heytea collects consumer
opinions through multiple channels, such as social media comments and official
website suggestion boxes, to deeply understand customer needs. By analyzing
feedback, companies can improve products and services in a timely manner and
enhance consumer satisfaction. A perfect feedback mechanism not only helps
enterprises improve their shortcomings, but also enables consumers to feel the
brand's attention and enhance the brand's emotional connection.

Enhance brand social responsibility

With the enhancement of consumer awareness of social responsibility,
corporate social responsibility performance is becoming an important factor
affecting purchasing decisions. Therefore, brand social responsibility plays an
important role in brand management. Enterprises should actively fulfill their social
responsibilities, establish a responsible brand image by carrying out public welfare
activities and environmental protection actions, so as to win the trust of consumers
and wide recognition of society.

Take Heytea as an example, it has promoted the environmental image of the
brand by promoting green production and using environmentally friendly materials.
Heytea has taken a number of environmental protection measures, such as reducing
the use of plastic products and promoting environmentally friendly products to
advocate green consumption. At the same time, Heytea also actively participates in

social welfare projects, such as donating public welfare funds and supporting
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educational projects, which further expands the social influence and reputation of
the brand. These efforts not only enhance consumers' sense of identity, but also

increase brand loyalty and reputation.

3.2. Formation of a marketing strategy for the positioning of the brand of

enterprise

The core value and differentiated positioning of the brand are the key to stand
out in the fierce market competition. Core values not only determine how an
enterprise delivers its own brand ideas and values to the market, but also directly
affect consumers' perception, choice and loyalty to the brand. Therefore, a clear
brand positioning is an important prerequisite for enterprises to gain market
recognition and win the favor of consumers. When formulating brand positioning
strategy, enterprises should combine their own product characteristics and the needs
of target consumers, and conduct in-depth analysis and mining from the two aspects
of product and consumer experience.

Take the new tea brand Heytea as an example, its core value is not only
reflected in product innovation and quality, but also in enhancing brand appeal
through continuous improvement of consumption experience. Through the launch
of continuous innovative products such as seasonal limited fruit tea series, Heytea
transmits the values of "high-end, healthy and fashionable" to young consumer
groups, further highlighting the brand's persistent pursuit of "innovation" and
"healthy life". The design of this product strategy not only conforms to the current
young consumers' pursuit of freshness and healthy lifestyle, but also strengthens the
brand's market differentiation cognition through the effective combination of
product innovation and brand concept, making Heytea stand out in the highly
competitive tea market.

The formation of brand planning and marketing of Heytea is to position itself
as a tea brand across cultural regions, and its target group is the young group who

love tea drinking, usually the new consumers after 90-00. Consumers in this age
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group will care more about their own uniqueness and the pursuit of quality of life,
and also pay attention to healthy diet. Heytea insists on winning with product quality,
constantly innovating, seizing the market, focusing on research and development
and innovation, in order to meet the curiosity and taste needs of consumers. Go deep
into young people's behaviors, interests and emotional needs, make some joint
names, provide consumer emotional value, build consumer emotional resonance,
and enhance customer stickiness. Paying attention to the simple fashion of the brand
is also its design sense, creating young elements and enhancing its influence among
young people. Through multimedia publicity, Weibo, Wechat, XiaoHongshu and
Douyin will release brand information and preferential activities to maintain the
interaction with consumers. Offline promotion activities such as pop-up store
experience museum will also be launched to explore the hot spots of festivals and
find their relevance, and products and publicity posters suitable for holidays will be
launched for marketing.

In addition to product innovation, Heytea has further strengthened the brand's
uniqueness through the optimization of environmental design, visual elements and
other aspects. For example, the brand's store design is full of modern sense, using
simple and artistic decoration, creating a comfortable and elegant consumer
environment. This kind of store style with a sense of design not only enhances the
consumer experience in the store, but also strengthens the aesthetic values of the
brand through a unique visual style. It is worth mentioning that the happy tea in the
packaging design is also unique, not only the selection of environmentally friendly
materials, but also into the current popular fashion elements, consumers can feel the
core value of the brand every time they buy products. This attention to detail brand
management has further strengthened the differentiated positioning of the brand,
making Heytea always maintain a distinct brand image and unique market position
in the new tea market.

Secondly, promote brand image through brand stories and events. Brand
stories are an effective tool that can help businesses build deep emotional

connections with consumers. Through authentic and powerful stories, brands can
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elicit emotional resonance from consumers and win their trust and loyalty. Heytea
takes "handmade craft" and "originality" as the core content of the brand story, and
conveys the concept of pursuing excellence to consumers by demonstrating the
brand's persistence and intentions in craftsmanship and quality. Heytea not only
regularly tells the brand story on social media, but also displays the production
process and material selection standards through offline stores, so that consumers
can understand the story behind each product up close. For example, the brand has
a beverage production exhibition area in the store, and consumers can intuitively see
the rigor of the selection of ingredients and the complexity of the production process,
thereby enhancing the trust and identity of the brand.

In order to further strengthen the brand image, Heytea regularly organizes
various brand activities, such as "Tea Art Experience Day" and other themed
activities, so that consumers can personally participate in the production process of
drinks. This kind of experiential marketing campaign not only makes consumers
deeply feel the enthusiasm and sincerity of the brand, but also helps the brand
establish a deep connection with consumers on an emotional level. Through this
interaction, consumers not only become loyal supporters of the brand, but also
spontaneously become disseminators of brand stories, which further deepens
consumers' identity with the brand and enhances their brand loyalty.

Tea advocates the brand culture of "inspiration", "cool", "design" and "Zen".
The brand spirit is eternal inspiration, which means that as long as there is
inspiration, you can always win. Its main purpose is to create a super tea brand that
transcends the cognition of cultural brands and regions. On the Internet, well-known
Internet celebrities and social media experts jointly form a topic to attract young
people's attention. In the early days, like most brands, Heytea controlled the
admission of consumers and the supply of products by means of hunger marketing.
The curiosity and conformity mentality of benefiting the public spread like a virus
on social media, so that it was passed on by word of mouth.

Thirdly, it is the use of digital marketing in brand positioning. In the era of

digital transformation, enterprises must make full use of digital marketing tools to
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enhance brand exposure and influence. Through the refined analysis of user
portraits, Heytea has a deep understanding of the needs and consumption preferences
of target consumers, so as to develop more accurate and effective marketing
strategies. For example, Heytea uses big data technology to accurately target the
young generation of consumers who pay attention to health and quality, and based
on these analysis results, timely launch new products in line with consumer
preferences. At the same time, Heytea further strengthened its interaction with target
consumers by carrying out precise promotion activities on social media platforms.

In addition, Heytea also actively uses hot topics on social media to increase
brand exposure. Brands will link to popular culture or specific holidays to launch
limited products or online events at important points in time. This combination
strategy with hot culture not only deepens the interaction between the brand and
consumers, but also effectively establishes the brand association of "tea = trend" in
the minds of consumers. At the same time, the brand also encourages user generated
content (UGC) through social media platforms, actively guiding consumers to share
their happy tea experiences and creative products. Authentic user feedback and
interaction not only further strengthen the brand positioning, but also continue to
expand the brand's user base and market share.

Fourthly, integrate brand communication channels. In order to ensure the
consistency of brand information in diversified touch points, enterprises need to
adopt the strategy of integrated marketing communication and transmit brand
information through the integration and unification of multiple communication
channels. When developing brand communication strategy, Heytea combines
multiple channels online and offline to ensure consistent communication of brand
message through consistent visual and content design. For example, Heytea
promotional content on social media is highly consistent with the visual experience
of offline stores, enabling consumers to feel the brand's values and image at different
touch points. Brands not only carry out effective publicity through social media, but
also carry out online activities to enhance consumers' sense of participation and

further consolidate consumers' brand loyalty.
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Offline, Heytea regularly organizes various brand events, such as new product
launches, brand pop-up stores, etc., to create an immersive brand experience. These
events are often combined with current hot topics to further enhance the brand's
appeal through direct interaction with consumers. At the same time, the brand also
conducts simultaneous promotion of the live event through social media, thus
expanding the influence and coverage of the event. This seamless online and offline
communication method not only helps Heytea consolidate its important brand
position in the fierce market competition, but also further strengthens the brand
image and makes the brand deeply popular.

In the past, Heytea used 100% direct store mode to ensure uniform service
quality, but with market changes, Xi tea for brand expansion, and competitiveness,
Xi tea also opened the franchise model, they also have their own strict partner shop
mode, single store cooperation service fee of 50,000 yuan for 3 years, the first
training cost of 20,000 yuan, decoration design cost of 10,000 yuan, Project
supervision fee of 8,000 yuan, system operation cost of 20,000 yuan, deposit of
30,000 yuan, installation cost of 100,000 yuan, equipment cost of 150,000 yuan, and
every month profit of 60,000 yuan but also charge 1% fee, this set of costs down to
close to 390,000 yuan, which is also its open and transparent cooperation conditions,
now many third and fourth tier cities have opened. The clear way of cooperation has
also brought it a large market share, although this is not direct marketing, but this

franchise model, also gave it a lot of sincere partners.

3.3. Development of "product" brand model based on comprehensive

approach

In order to improve the systematization and effectiveness of enterprise brand
management, it is very important to construct a "product" brand model based on
comprehensive approach. An integrated approach means a combination of strategies

and tools for comprehensive planning and implementation across multiple
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dimensions of the brand. The model covers not only traditional elements such as
brand communication, promotion, positioning, but also modern marketing concepts
such as product lifecycle management (PLM) and integrated marketing
communication (IMC) to ensure the long-term value accumulation of the brand and
the enhancement of market competitiveness. Through this comprehensive "product”
brand model, enterprises can comprehensively and accurately enhance brand
effectiveness and achieve long-term brand development.

The core composition of the model

An effective brand model should start from all aspects of brand construction,
combining market insight, consumer feedback, product lifecycle management
(PLM) and integrated marketing communication (IMC) methods to form a closed-
loop brand management system. First of all, market insight is the starting point for
brand strategy formulation. Through in-depth market research and data analysis,
enterprises can fully understand the needs of target consumers and market trends.
Then, through the combination of PLM and IMC, companies can dynamically adjust
their brand communication strategy and product planning to ensure the continuous
optimization and attractiveness of their brand image.

Case study: Brand building of Happy tea

Taking the new tea brand Heytea as an example, the brand fully combines
market insights in the process of product development, understands consumers' taste
preferences and market trends through big data analysis, and launches new products
based on this, such as cheese milk cover tea, fruit tea, etc., which accurately meets
the market demand. Then, through integrated marketing communication strategy,
Heytea spreads the information of new products to all touch points, including short
videos on social media, online and offline advertisements, celebrity endorsements,
etc., to strengthen the consistency of brand information and consumer cognition
from multiple dimensions. In addition, Heytea adopts the concept of product life
cycle management and adopts different promotion strategies at various stages of the
market performance of each product. For example, in the product introduction

period, the brand emphasizes the unique taste of the product and the transmission of
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the brand story, and conducts market education through a series of advertorials and
social media communication; In the mature stage, the brand pays more attention to
the maintenance of customer relationship and the strengthening of brand loyalty, and
continuously enhances the emotional connection of consumers to the brand through
member activities, punch card interaction and other means. This combination of
multiple methods of the brand model, so that tea can maintain the vitality of the
brand, at the same time, continue to enhance the brand influence.

Heytea is committed to building a leading position in the new tea market,
taking tea culture innovation, quality assurance and ultimate service as its core
competitiveness to meet young people's pursuit of fashion, health and quality of life.
The brand's clear positioning and core values are highly aligned with the needs of
young consumers, earning the brand wide recognition and loyalty. There are
exceptions, like tea also has a "rollover", like tea in an adult product "Durex" joint
advertisement, vulgar advertising slogan, so that some consumers have discomfort,
resulting in a decline in the impression of the brand, but also to the brand
development has brought a bad impact; The same rollovers and "speechless Buddha"
joint name, but where the religious theme of the joint name is also very prone to
problems, the tea is no exception, in a few days on the shelf, all the relevant products
are all off the shelf, by the relevant departments to talk about rectification. All of the
above are caused by the wrong decisions of decision makers and improper
management. Heytea pays attention to customer experience, but such operation not
only does not bring good feelings to consumers, but also reduces customer
expectations. Therefore, in terms of management, it is necessary to strengthen
operation management, pay attention to social media marketing, grasp the theme of
activities, avoid being disconnected from customer needs, and improve the
conversion rate. Internal management requires the establishment of a sound store
management system to achieve efficient management of stores. However, the reality
is that Heytea has a high employee turnover rate and unstable product supply chain
management. To solve the problem, it is also necessary to improve the incentive

mechanism, strengthen training, optimize the supply chain and establish a supply
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chain information platform, which can further improve management efficiency and
provide guarantee for brand development. In conclusion, Heytea needs to strengthen
interaction and communication with consumers through social media and other
channels to improve brand awareness and customer satisfaction.

The brand development model based on the comprehensive approach mainly
includes the following construction steps:

1. Market insight and consumer analysis:

The new tea market has been growing in recent years, and the concept of
healthy tea has penetrated into the hearts of consumers, but the concept of healthy
tea can not only be done by Happy tea. Faced with the launch of more new tea drinks,
Happy tea should make the same concept change as consumers, not only limited to
taste, quality, healthy attributes, and even health, light luxury, life, etc., but also have
an insight into the market. Insight into the real needs of consumers today. At present,
female consumers account for a relatively large proportion of tea, but male
consumers are also gradually increasing. In terms of purchase frequency, 65.3% of
tea consumers said that they would buy tea 2-3 times a week, and they placed orders
through external platforms and other ways, which reflects consumers' demand for
convenience and timeliness of purchase. Usually go out shopping, dine, date, treat,
etc., which also reflects the circumstances in which consumers will choose to buy
new tea. New tea is different from coffee, people who drink it are generally to
quench their thirst, enjoy dessert, or socialize, and new tea drinks are more or less
social and happy life.

In the initial stage of model construction, enterprises need to obtain the basic
data of the brand through multi-dimensional market insight and consumer analysis.
Through market research, data analysis, consumer feedback and other means,
enterprises can fully understand the needs of target audiences and market trends, and
provide scientific basis for the formulation of brand strategies. The goal of this stage
is to clarify the core values and differentiated positioning of the brand, laying the
foundation for the subsequent brand strategy. Market insight is not only through

consumer research to understand their preferences, but also includes competitor
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analysis, macro environmental trends, etc., which together constitute the "data
driving force" of brand decision-making.

2. Product Lifecycle Management (PLM).

In the process of product management, enterprises should combine the
concept of product life cycle management and formulate differentiated brand
strategies according to different stages of the product in the market. PLM
emphasizes the consistency and coherence of the brand image throughout the
product life cycle, which means that enterprises need to design targeted brand
communication and marketing activities during the introduction, growth, maturity
and decline of the product. For example, in the introduction period, enterprises can
make more use of KOL and KOC of social media to carry out word-of-mouth
communication and establish market cognition; In the mature stage, it focuses on the
cultivation of brand loyalty and the deepening of emotional connection. Through the
dynamic management of PLM, enterprises can adopt different brand strategies in
different market stages, effectively extend the life cycle of products, and enhance
the market resilience of brands.

A product goes from introduction to growth, maturity and even decline.
During the introduction period, market research, innovation and brand publicity
have been solved one by one, and even during the growth period, product
optimization and channel expansion, and promotion activities have been solved one
by one. Now, the brand is in the maturity period, and then it will be the decline
period, which is a very difficult period. In order to maintain market share and
profitability, Heytea will have to pay 1,000 percent of its efforts. By then, it will not
only launch new products and extend the life cycle, but also solve the problem of
recession. If necessary, the author believes that it is necessary to rebrand through
updating the brand image and marketing strategy.

3. Integrated Marketing Communications (IMC)

Integrated marketing communication is the core tool of brand management,
which emphasizes the consistency of brand messages across touch points. The key

of IMC is to integrate all the marketing communication means of the enterprise and
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enhance the brand awareness and loyalty of consumers through consistent brand
message transmission. Specifically, IMC covers a variety of online and offline
channels, including advertising, PR, promotions, social media, etc., with the aim of
creating an integrated brand experience. The successful IMC strategy requires
enterprises to ensure the coordination of brand information in different
communication channels, reduce the confusion of brand information and the
ambiguity of consumer cognition, and form a clear and unique brand image.

4. Brand monitoring and optimization

The final stage of the model is the continuous monitoring and optimization of
the brand. Enterprises need to monitor the brand's market performance and consumer
feedback in real time through KPIs (key performance indicators) and data analysis
tools, and constantly adjust the brand strategy according to the monitoring results.
The monitoring here is not limited to the analysis of sales data, but also includes the
real-time evaluation of consumers' emotional feedback, market reputation,
advertising effectiveness, etc. The focus of this stage is to maintain the dynamic
adjustment ability of the brand to ensure that the brand image is always in line with
market needs and consumer expectations.

5. Implementation strategy of the model

In practice, enterprises can flexibly apply this comprehensive brand model
according to their own brand positioning and market demand. Here are some
practical considerations and potential challenges:

6. Difficulty in data collection and analysis

Enterprises need to establish a sound market research and data analysis
mechanism to ensure that the brand strategy is scientific and forward-looking.
However, the collection and interpretation of data is a complex and ongoing process,
especially in the face of large-scale consumer data and complex market
environments, enterprises may need to rely on external data analysis tools or
establish a dedicated data team.

While IMC is able to create synergies across channels, in practice, ensuring

consistency of brand messages across channels remains a major challenge. Each
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channel may have its own communication characteristics and audience differences,
therefore, enterprises need to adjust the communication content and means in a
targeted way, while maintaining the unity of the core message of the brand.

Brand monitoring and optimization requires enterprises to have a strong
response ability to respond to market changes and adjust strategies in real time.
However, in large enterprises, the efficiency of inter-departmental communication
and decision-making processes often determines the speed of brand strategy
adjustment. Therefore, enterprises should build an efficient brand monitoring and

decision-making mechanism, and form a flexible and agile brand management team.
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CONCLUSIONS

Through a comprehensive discussion of the theory and practice of enterprise
brand management, this paper systematically analyzes the important role of brand
in modern enterprise competition and its optimization path. With the increasingly
complex market environment, brand is not only the external expression of products
and services, but also the concentrated reflection of the core competitiveness of
enterprises. Effective brand management directly determines whether enterprises
can obtain and maintain long-term advantages in the competitive market, so it has
become an indispensable part of enterprise strategic management. Through
theoretical analysis, empirical research and model construction, this paper provides
detailed guidance for the practice of brand management, and looks forward to the
future possible research direction.

In the first chapter, this paper focuses on the theoretical basis of enterprise
brand management, and clarifies the multiple connotation, characteristics and
strategic position of brand image in the market competition. Brand image is not only
limited to the performance of products and services, but also covers multi-
dimensional elements such as emotional value, social responsibility and cultural
symbols, which jointly affect the brand's position in the eyes of consumers and the
market performance of enterprises. Through the analysis of several typical brand
cases, this paper reveals how advertising, public relations, customer service and
corporate internal culture form a synergy in brand image building. The research
results show that the establishment of brand image not only depends on external
marketing strategies, but also needs to be supported by internal cultural atmosphere
and employee identity. This lays a solid foundation for the in-depth study of brand
management.

In the second chapter, this paper further analyzes the effectiveness of brand
image formation. Taking the new tea brand "Happy Tea" as an empirical case, this
paper deeply discusses the specific path to enhance the brand's market influence
through innovative design, digital operation, supply chain optimization and

customer experience improvement. From the perspective of technical and economic
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characteristics, internal and external environment assessment, the paper analyzes
brand management strategy in detail, and points out the important role of key
performance indicators (KPIs) such as brand awareness, brand loyalty and market
share in brand building. According to the internal troubles and external troubles, this
paper analyzes its own situation in an all-round way, and by combining the brand
equity evaluation model, this paper reveals the specific operation mode of brand
management under different market conditions, and further -clarifies the
opportunities and challenges faced by enterprises in brand management. Through
the continuous monitoring and optimization of brand key indicators, the
performance of the brand in the market can be significantly improved, which
provides empirical support for enterprises to formulate brand strategies.

In the third chapter, this paper puts forward the comprehensive strategy to
improve enterprise brand management, and constructs a "product" brand
management model based on multi-dimensional method. The research emphasizes
that the core value and differentiated positioning of brand are the foundation of
enterprise brand building. A clear core brand value can help enterprises establish a
clear brand recognition in a complex market environment, while differentiated
positioning can help brands stand out in a highly homogenous market. In order to
achieve this goal, enterprises should not only pay attention to the promotion and
marketing of their own brands, but also pay attention to humanistic care and create
interaction between people. Enterprises need to enhance their brand image through
brand stories, brand activities, digital marketing and integrated communication
channels. This paper presents a closed-loop brand management system based on
market insight, product lifecycle management (PLM) and integrated marketing
communication (IMC). The empirical research shows that the brand management
model based on this system can significantly improve the brand effectiveness,
enhance the brand's market competitiveness and long-term development ability.

The future development direction of enterprise brand management is
prospected. With the rapid development of technology, enterprise brand

management is facing new challenges and opportunities. Future brand management
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research needs to further explore the application potential of emerging technologies
such as artificial intelligence, big data analytics, virtual reality (VR) and augmented
reality (AR) in brand optimization. Through intelligent and data-based brand
management, enterprises can more accurately understand consumer demand, but
also from the actual market situation to insight into the overall trend of the market,
and even the overall market situation of the world, and dynamically adjust the brand
strategy, so as to enhance the brand market effectiveness. In the context of
accelerated globalization and digitalization, enterprises need to actively respond to
market changes, constantly optimize the brand management system, and enhance

the core competitiveness of brands in the market.
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