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Abstract. China's new-style tea beverage industry has gradually shifted
from a stage of rapid development characterized by store expansion and
scale growth to a stage of stock competition centered on market share rivalry.
Meanwhile, the structure of consumer demand is undergoing a
transformation, evolving from a single product consumption orientation to a
comprehensive focus on health attributes, consumption experience, and
diversified consumption scenarios. This paper takes Nayuki as a case study
to analyze the evolution of marketing strategies of high-end tea beverage
brands during the industry transition period in China. By applying the STP
and SWOT models, combined with literature, financial reports and market
research data, the study reveals that Nayuki targets urban young women as
its primary consumer group through the strategy of "high quality + third
space + emotional resonance". It has built competitive advantages based on
health-oriented development, supply chain construction and digitalization,
yet its high pricing and heavy-asset direct operation model restrict its
expansion in sinking markets. Franchising, store format optimisation, and
localised overseas expansion have emerged as the key strategic directions
for the brand. The research finds that high-end tea beverage brands need to
replace scale competition with value competition, and Nayuki's experience
provides a replicable strategic paradigm for the high-quality development of
the industry.

1 Introduction

Tea beverage has long been one of the most renowned traditional drinks in China. As a highly
dynamic segment in the wave of China's consumption upgrading, the new-style tea beverage
industry has experienced more than a decade of rapid iteration and market baptism since its
rise around 2015, shifting from an era of aggressive incremental expansion to a phase of
stock-based competition characterised by more disciplined market cultivation [1, 2].
According to data from iiMedia Research, the market size of China's new-style tea beverage
industry had risen to 374.93 billion yuan by 2025, with its growth rate slowing down
significantly compared with the high-growth cycle of the previous decade, marking the
industry's official entry into a "new normal" of single-digit growth [3]. Behind this structural
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transformation lies the in-depth restructuring of consumer demand, competitive landscape
and industrial logic: consumers' demands for tea beverages have evolved from the early focus
on "Internet-famous check-in" and "flavor tasting" to a diversified demand centered on
"health and quality", while taking into account "emotional experience" and "scenario value".
Leading brands have continuously broadened their moats with their capital, supply chain and
digital capabilities, resulting in a highly concentrated market structure dominated by one
leading player alongside several strong competitors. Mid-tier brands and small and medium-
sized independent stores are being rapidly eliminated, and the competitive logic has
completely shifted from "competing for the number of stores" to "improving single-store
profitability".

At this critical juncture of industry transformation, Nayuki, as a benchmark brand of high-
end freshly made tea beverages, the evolution and adjustment of its marketing strategy not
only reflect the micro changes of the industry, but also provide a typical research sample for
the stock competition and high-quality development of new-style tea beverage brands in
China. Founded in 2015, Nayuki broke the industry's homogenization dilemma with its dual-
category model of "tea beverage + soft European bread", and quickly established market
recognition with its "third space" positioning of 80-200 square meters and high-end product
strategy. However, with the slowdown of industry growth, the intensification of consumer
rationality, and the diversified layout of competitors such as Heytea and CHAGEE, Nayuki's
high-end direct operation model is facing increasingly severe cost pressures and growth
bottlenecks. In 2024, Nayuki closed about 88 stores, with the total number of stores reduced
by about 10% from its peak, and the brand optimized the overall operational efficiency by
proactively shrinking inefficient outlets. At the same time, the brand is promoting strategic
transformation by opening franchise stores and optimizing store formats.

Meanwhile, Nayuki has acutely captured the irreversible industry trend of health-oriented
development, taking the lead in completing the strategic upgrade from "sugar reduction and
control" to "natural nutrition +". The brand has launched the "no added sugar, natural
nutrition +" initiative in cooperation with authoritative institutions, creating health-focused
hit products such as the Little Green Bottle and Little Purple Bottle, and extended its health-
oriented brand philosophy to overseas markets, opening flagship stores in core cities such as
New York and Silicon Valley in the United States and receiving considerable positive
reception from local consumers. Behind this series of marketing moves is Nayuki's multi-
dimensional exploration of product innovation, scenario reconstruction, digital operation and
global layout - from the classic combination of "one tea with one bread" to the Nayuki Green
light drink and light food composite store format, from offline social space to refined
operation of online private domain members, from deep cultivation in the domestic market
to localized overseas expansion. Nayuki's marketing system has consistently centred on two
core principles: "value creation" and "cultivating strong brand awareness among consumers".
Although Wang Jiahao et al. have systematically sorted out the digital marketing strategies
of the new-style tea beverage industry in China, their research focuses on consumer adoption
behavior and fails to conduct an in-depth discussion on the strategic adaptation mechanism
of high-end brands in a market downturn. This research gap needs to be further filled,
especially the lack of in-depth analysis of key issues such as Nayuki's health-oriented
transformation, franchise model optimization and localized overseas expansion [4-6]. Based
on this, this paper takes Nayuki as the research object, systematically sorts out the evolution
of its marketing strategy, and deeply analyzes its core strategies and implementation paths in
product positioning, channel layout, brand communication, member operation and global
expansion. Theoretically, this study attempts to integrate the STP and SWOT frameworks
into the transformation analysis of high-end tea beverage brands, enriching the situational
research on brand marketing strategies. Practically, the research conclusions can provide a
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reference for similar high-end consumer brands to formulate differentiated strategies in stock
competition.

By studying Nayuki's marketing system through the two models of "STP analysis" and
"SWOT analysis", this paper not only aims to reveal the survival logic and growth path of
high-end new-style tea beverage brands during the industry transition period, providing a
reference for the subsequent strategic optimization of Nayuki, but also expects to offer a
replicable practical sample and theoretical support for the high-quality development of the
entire new-style tea beverage industry in China, encouraging the industry to transition from
"efficiency-based competition" to a mode of "value-based competition" [2, 3, 7]. The
research will comprehensively adopt the literature research method, case analysis method
and data analysis method, combined with industry reports, corporate financial reports and
market research data, to ensure the objectivity and practicality of the research conclusions,
and provide specific strategic guidance for new-style tea beverage brands to cope with stock
competition and achieve sustainable development.

2 Analysis of Nayuki

2.1 Market segmentation

The competitive landscape of the tea beverage market where Nayuki operates has presented
the characteristics of a "red ocean" as defined by Kim & Mauborgne - the market is becoming
saturated, the degree of product differentiation among brands is continuously narrowing, and
price competition is becoming increasingly fierce.

In terms of geographic segmentation, different from the early tea beverage brand model
limited to small street stores, Nayuki focused on the business centers of first-tier, new first-
tier and core second-tier cities at its founding stage. These areas not only have high
consumption levels, but also a higher acceptance of brand premium. With the maturity of the
brand, its market has gradually penetrated into new first-tier and strong second-tier cities in
economically active urban agglomerations such as the Yangtze River Delta and the Pearl
River Delta, yet it has always adhered to the "location advantage" of core business districts
in store selection. High-quality geographical locations not only generate foot traffic, but also
continuously convey the brand's high-end image and lifestyle proposition to target consumers
through spatial association with high-end shopping malls.

In terms of demographic segmentation, Nayuki's core target is the young group aged 20-
35, especially the Generation Z who are the main consumption force. This group
demonstrates a strong openness to new products and experiences, and is willing to pay a
premium for quality [8]. Nayuki has obvious characteristics of "she-economy". From the
collocation of "one sip of tea with one bite of soft European bread" to the bright, exquisite
and photo-worthy decoration style of its stores, its core customer group is significantly biased
towards young women. This group of consumers not only pay attention to product taste, but
also focus on emotional resonance and the acquisition of social currency. Meanwhile, from
the perspective of the income and occupation of Nayuki's consumers, the brand mainly
targets college students, emerging white-collar workers who have just entered the workplace
and senior middle class. These groups tend to aspire to a refined quality of life, exhibit
relatively low price sensitivity, and place considerable value on the lifestyle image that the
brand represents.

In terms of psychographic segmentation, Nayuki caters to consumers' yearning for the
"third space" and their demand for alleviating "health anxiety" [8, 9]. On the one hand,
consumers need a comfortable and relaxing social place besides home and company; on the
other hand, with the awakening of health awareness, this tension reflects the classic "hedonic-
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health conflict" identified in consumer psychology research: while pursuing the hedonic
satisfaction brought by delicious drinks, consumers experience cognitive dissonance due to
the perception of health risks. Nayuki's launch of the "zero-calorie sugar" and "natural
nutrition +" product lines is an effective response to this consumption contradiction. By
launching "zero-calorie sugar", "monk fruit juice sweetener" and using high-quality fresh
fruits and milk, Nayuki caters to the psychological demand for pursuing a "light" and "low-
burden" life.

In addition, behavioral segmentation should also cover consumers' brand loyalty and
repurchase patterns. According to the relevant data of Nayuki's membership system, the
monthly average consumption frequency of high-frequency member users is significantly
higher than that of new customers, indicating that ritual consumption and scenario-based
purchase play an indispensable role in strengthening brand stickiness. At the same time,
consumers buy not only the product itself (quenching thirst, refreshing), but also "social
currency" and "self-pleasure experience". Sharing a well-designed Nayuki drink on social
media has become a part of consumers' self-expression.

2.2 Target market selection

Based on the above segmentation, Nayuki adopts a differentiated target market strategy,
focusing on deep cultivation of specific groups rather than attempting to cover all tea drinkers.

Nayuki's core target market is young white-collar women in first and second-tier cities
who pursue a quality life and social experience. This group constitutes the most strategically
valuable core consumer segment of Nayuki. Relevant research shows that women have a
strong leading role in family catering and lifestyle consumption decisions in China, and their
consumption choices have a certain demonstration and diffusion effect on the surrounding
social circle [10]. Women have high-frequency consumption habits and are willing to
conduct spontaneous communication on social platforms, making them key nodes for brand
word-of-mouth diffusion.

Nayuki's secondary target market covers two differentiated groups: one is Generation Z
students who pay attention to life rituals, whose consumption motivation is mainly self-
pleasure experience and social display; the other is elite groups who pursue a healthy and
light life, whose consumption behavior is more inclined to efficiency orientation and quality
assurance. There are obvious differences in consumption scenarios and demand focus
between the two groups. For student groups, Nayuki attracts their attention by launching
more cost-effective product lines or co-branded products (such as cross-border cooperation
with Want Want, Fantasy Westward Journey, etc.); for elite groups, through the Nayuki PRO
store format, the brand provides more efficient takeaway services as well as premium coffee
and bakery products to meet their fast-paced and high-quality business needs.

In terms of market coverage strategy, Nayuki chooses a combination of "concentrated
market coverage" and "product-specialization". The brand concentrates resources to conquer
the combined track of "high-end freshly made tea beverage + soft European bread", and
firmly locks the target market in the middle and high-end customer groups pursuing
experiential consumption through the creation of the "third space". Even after the launch of
the PRO store format which pays more attention to efficiency, the brand continues to
primarily serve the same target consumer group across different usage scenarios, including

in-store socialising and on-demand pick-up or delivery.
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2.3 Market positioning

To occupy a unique position in the minds of target consumers, Nayuki has built a three-
dimensional positioning system that distinguishes it from Heytea's "cool" positioning and
Mixue Ice Cream & Tea's "cost performance" positioning.

Through a systematic review of Nayuki's official brand communications, founders' public
interviews, and corporate annual reports, it can be found that the brand positions itself as a
"pioneer" and "companion" of high-end freshly made tea beverages, emphasizing its leading
position in category innovation and emotional connection with consumers. Nayuki positions
itself as a brand of "high quality and experience-oriented". Through means such as raw
material traceability labeling, in-store visual production processes and third-party nutrition
testing certification, Nayuki transforms the abstract proposition of "high-quality raw
materials" into a concrete experience that consumers can perceive and verify, thus
establishing a quality cognition of "drinking with peace of mind and confidence" in the minds
of consumers. At the same time, through the collocation of "one sip of tea with one bite of
soft European bread", the brand creates a unique consumption scenario and strengthens the
brand association of "a better lifestyle".

In terms of emotional positioning, Nayuki emphasizes "warmth", "authenticity" and
"sharing" in its brand tone. Whether the brand name is derived from the founder's online
name (NAYUKI), or the soft lighting and bright spatial sense adopted in its store design, all
convey a soft and relaxed emotional value. It is not an unattainable luxury, but a small
happiness that urban young people can easily obtain in their busy lives. This emotional
positioning deepens the stickiness between consumers and the brand.

Through horizontal comparison with other tea beverage enterprises, Nayuki's competitive
positioning is a hybrid between "social space" and "quality fast-moving consumer goods".
Between the business social space dominated by Starbucks and the pure functional fast-
moving consumer goods dominated by Yi Dian Dian, Nayuki has found its own ecological
niche. The brand has both the "third space" experience comparable to Starbucks (standard
stores) and strengthens the convenience of digital ordering and instant purchase through the
PRO store format. This positioning enables the brand to form dislocation competition when
facing competitors in different tracks: compared with traditional milk tea shops, it has a more
elegant style; compared with coffee shops, its products are more suitable for the taste of
young Chinese people and the atmosphere is more relaxed.

Overall, Nayuki's positioning statement can be summarized as: Nayuki is a brand that
provides urban young people pursuing a quality life with not only a cup of good tea, but also
a comfortable social space for relaxation and sharing beautiful moments.

2.4 Strategy analysis

In summary, by strategically targeting urban young women who value quality and social
experience, and building a solid market positioning around "high-end raw materials + third
space + emotional resonance", Nayuki has occupied a place in the fierce competition of the
tea beverage market. However, with the market sinking and the imitation of competitors, how
Nayuki further expands its market boundaries while maintaining its brand tone will be the
key to the adjustment of its future STP strategy.



SHS Web of Conferences 234, 02013 (2026) https://doi.org/10.1051/shscont/202623402013
ICIEBM 2026

3 SWOT analysis of Nayuki

3.1 Marketing strengths

3.1.1 Concept of healthy drinks

Against the dual background of rapid iteration of the new-style tea beverage industry and
consumption upgrading in China, Nayuki has always taken the concept of healthy drinks as
the core development strategy of the brand. This strategic choice is highly consistent with the
in-depth transformation of Chinese consumers' dietary concepts under the background of
consumption upgrading, reflecting the brand's accurate response to contemporary Chinese
consumers' pursuit of low-burden and high-quality dietary needs. With the overall
improvement of national health awareness in China, traditional high-sugar and high-fat milk
tea beverages can no longer meet market demand. Low sugar, low fat, natural raw materials
and no additives have become an important development direction of the new-style tea
beverage industry. According to relevant industry reports, the proportion of Chinese
consumers choosing low-sugar or sugar-free beverages is rising year by year, fully indicating
the universality and sustainability of this trend [8, 9]. Nayuki identified this trend at an early
stage, established the product concept of "good tea, good milk, good fresh fruits" at the initial
stage of brand founding, and embedded health-oriented principles across the full spectrum of
product research and development, production, and brand communication. The brand
continues to promote the R&D of low-sugar and sugar substitute products, actively
introduces natural sugar substitute raw materials such as monk fruit sugar and allulose, and
launches a series of low-GI certified vegetable and fruit tea products to meet the needs of
sugar-controlled groups, fitness groups and health-sensitive consumers. At the same time,
Nayuki has also participated in the development of health standards for China's new-style tea
beverage industry, promotes the openness and transparency of product nutritional
components, popularizes healthy tea drinking knowledge through official channels, and
strengthens consumers' cognition of the brand's health attributes, establishing a distinctive
brand identity associated with health in the highly competitive market. Compared with some
tea beverage brands that still take high sugar and strong taste as selling points, Nayuki's
healthy drink philosophy demonstrates both forward-looking vision and long-term
sustainability, laying a consumer cognition foundation for the long-term development of the
brand.

3.1.2 Healthy and nutritious raw materials for production

The quality of raw materials is the core competitiveness of new-style tea beverage products
and the key support for Nayuki to build brand barriers. The brand always adheres to the use
of natural, fresh and high-quality raw materials for production, refusing to use artificial
additives such as concentrated fruit juice, non-dairy creamer and essence, and taking original
leaf tea, fresh milk and seasonal fresh fruits as the core base of products. In the selection of
tea bases, Nayuki carefully selects high-quality original leaf tea from all over China,
including oolong, black tea, green tea, Pu'er and other categories, adheres to on-site brewing
and use, and strictly implements the tea base preservation time limit to ensure that the taste
and nutrition of tea soup are not lost. In the selection of milk sources, the brand uniformly
uses high-quality fresh milk to replace traditional non-dairy creamer, improving the
nutritional value and taste smoothness of products. In terms of fresh fruit raw materials,
Nayuki selects seasonal fresh fruits according to seasonal characteristics, such as strawberries,
grapes, mangoes, oranges, etc. This not only guarantees the freshness and nutritional value
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of products from the source, but also provides natural materials for the launch of seasonal
limited products, helping to stimulate consumers' willingness to try new products and
motivation for social sharing. In addition, the brand has established a strict raw material
screening standard and quality control system. Each batch of raw materials must undergo
multiple tests to ensure no pesticide residues, no heavy metal content exceeding regulatory
limits, and compliance with China's national food safety standards. This raw material
selection strategy centered on natural and high-quality raw materials not only significantly
improves the health and nutritional value of products, but also wins consumers' trust in brand
quality, becoming an important competitive advantage that distinguishes Nayuki from small
and medium-sized tea beverage brands.

3.1.3 Complete and reliable raw material supply chain

To ensure the stability of raw material quality and the sustainability of supply, Nayuki has
invested a lot of resources in building a complete, efficient and controllable raw material
supply chain system, realizing the whole chain management from upstream planting,
midstream processing to downstream stores. In the upstream of the supply chain, the brand
has established long-term direct purchase cooperation relations with many high-quality
agricultural product planting bases across China, thereby reducing reliance on intermediary
distribution layers. This not only enables direct control over the planting standards, picking
time and quality grade of raw materials, but also helps to compress procurement costs and
enhance price negotiation capabilities. In the midstream of the supply chain, Nayuki has laid
out a number of standardized raw material pre-processing centers and cold chain logistics
systems, carrying out standardized processing such as cleaning, sorting, cutting and
packaging of fresh fruits, tea leaves and other raw materials. The whole process of cold chain
transportation ensures the freshness and safety of raw materials during transportation and
reduces the raw material loss rate. In the downstream of the supply chain, relying on the
digital management system, the brand realizes real-time monitoring and precise allocation of
raw material inventory, distribution and use, ensuring the stable supply of raw materials in
stores across China and avoiding problems such as out of stock affecting the consumption
experience. The complete supply chain system not only guarantees the uniformity of Nayuki's
product quality, but also improves the brand's operational efficiency and enhances its ability
to respond to market fluctuations, providing a solid guarantee for the large-scale expansion
of stores and the standardized production of products, representing a core advantage that few
competitors in China's new-style tea beverage industry are positioned to replicate.

3.2 Marketing weaknesses

3.2.1 High consumption positioning

Since its founding, Nayuki has positioned itself in the medium and high-end freshly made
tea beverage market, with product pricing, store selection and decoration style all centered
on the medium and high-end consumer groups. This positioning directly leads to the brand's
average transaction value being higher than the industry average. Affected by multiple factors
such as raw material costs, store rent, labor costs and operating costs, the price of Nayuki's
mainstream products is concentrated in the range of 20 to 30 yuan, and the price of some
limited-edition and fresh fruit tea products is even higher. Compared with affordable tea
beverage brands such as Mixue Ice Cream & Tea and Guming Tea, Nayuki's prices are not
attractive to price-sensitive consumers, student groups and ordinary consumers in sinking
markets. In the current market environment where consumption is becoming more rational
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in China, the excessively high consumption positioning limits the brand's audience scope,
making its expansion speed slow in third and fourth-tier cities and county-level markets, and
its market coverage is far lower than that of mid-range and affordable tea beverage brands.
This is closely related to the consumption characteristics of consumers in sinking markets
who have high price sensitivity and prefer cost-effective products, and the brand's premium
value proposition proves difficult to communicate effectively in this market segment. At the
same time, the direct operation model requires the brand to uniformly bear the costs of store
selection, decoration, personnel and management, resulting in high operating expenses. This
makes it difficult for the brand to expand the mass consumer group through a systematic price
reduction strategy, thus falling into a strategic dilemma of "difficult to extend high-end
positioning downward and difficult to fully cover the mass market", which has become an
important weakness restricting the expansion of market scale.

3.2.2 Lack of core products dominating the market

In the new-style tea beverage industry, iconic core products are the key for brands to occupy
users' minds and improve market share. Through continuous exposure and word-of-mouth
communication, hit single products can form a "category association" effect, making
consumers think of the brand first when a specific demand arises. For example, Heytea's
Grape Cheezo, Mixue Ice Cream & Tea's Giant Crispy Cone, and Guming Tea's Mango
Pomelo Sago have all become long-term best-selling core single products, effectively
anchoring consumers' minds. Although Nayuki continues to promote product innovation and
has launched a number of products such as Mighty Strawberry, Mighty Orange and Treasure
Tea, the brand has not yet created a core single product with long-term market dominance
and high recognition. The brand's product iteration speed is fast, with a high frequency of
new product launches, but the life cycle of most products is short, and the hit product effect
is difficult to sustain, failing to form a stable core product matrix. At the same time, Nayuki's
product layout is relatively scattered, covering multiple categories such as fresh fruit tea, milk
tea, coffee and bakery food, lacking the creation of a focused core category. This results in
consumers holding an unclear or undifferentiated perception of the brand's product identity
and difficulty in forming the consumption habit of "choosing Nayuki when thinking of a
certain type of drink". The lack of core products with a high degree of market recognition
makes Nayuki lack a core support point in product competition, restricting its large-scale
drainage capacity and user repurchase rate, and making it difficult to further improve the
brand's market competitiveness.

3.2.3 Lagging brand concept transformation

With the development of the new-style tea beverage market and the change of consumer
demand, industry brands have successively promoted brand concept upgrading and operation
model transformation, while Nayuki has a slow pace in this process, with its transformation
speed falling behind that of leading competitors. In terms of operation model, when leading
brands in the industry gradually opened franchise stores and implemented light-asset
operation models to accelerate market expansion, Nayuki adhered to the direct operation
model for a long time, and only gradually launched franchise pilots after the intensification
of market competition, with a slow transformation pace, missing the golden period of
expansion in sinking markets [4-6]. Generation Z consumers grow up in a digital environment,
have strong demand for personalized expression and content consumption preferences, and
are particularly sensitive to the social attributes, visual presentation and interactive
experience of brands [9, 11]. However, Nayuki's brand image renewal has been gradual, with
limited progress in projecting a more youthful and contemporary identity. Its marketing
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approaches and channels for engaging consumers remain comparatively conventional, falling
short of fully addressing the aesthetic preferences and interactive expectations of this core
demographic [11, 12]. In the implementation of health-oriented and light-nutrition brand
concepts, although Nayuki has put forward relevant strategies, the product implementation,
consumer education and market communication efforts are insufficient. The brand concept
upgrading has not been transformed into actual market competitiveness, leading to the brand
gradually losing its first-mover advantage in the industry iteration.

3.3 Marketing opportunities

3.3.1 Strong market demand for milk tea consumption

After years of development, China's freshly made tea beverage industry has become an
important part of the catering consumption market, with the market scale continuing to
expand and the consumption demand maintaining a strong growth momentum. With the
improvement of Chinese residents' disposable income and the continuous diversification of
consumption scenarios, the consumption frequency of tea beverages has increased
significantly, evolving from an occasional leisure drink to a daily routine choice for many
consumers. The consumer group has also extended from early teenagers and young white-
collar workers to middle-aged groups, with the age coverage expanding continuously. With
the diversification of consumption scenarios, tea beverages in China have evolved from
leisure drinks into everyday consumer products, covering a wide range of consumers,
including teenagers, young white-collar workers, and middle-aged consumers., and
consumption scenarios including daily drinking, social gatherings, office leisure, holiday
gifting and so on. According to relevant industry data, the annual growth rate of China's
freshly made tea beverage market remains stable, the market penetration rate continues to
increase, and the consumption potential of sinking markets is gradually released, providing
a broad market development space for Nayuki [1-3]. At the same time, the consumption
frequency of tea beverages is constantly increasing, and the repurchase rate has become the
core driving force of industry growth. Strong market demand provides a favorable external
environment for Nayuki’s store expansion, product innovation and market penetration, which
is an important opportunity for the brand to realize scale growth and performance
improvement.

3.3.2 Social concept of environmental protection and health

At present, the life concept of environmental protection, health and sustainability has become
the mainstream social values in China, providing a favorable social environment for the
development of the new-style tea beverage industry. At the health level, Chinese consumers'
attention to food safety, nutritional components and natural raw materials has reached an
unprecedented height, and the demand for healthy drinks with low sugar, low fat, no additives
and natural raw materials is rising continuously. Nayuki's long-term adherence to the health-
oriented development strategy is highly consistent with this social concept, with inherent
development advantages. The brand can further strengthen the R&D of healthy products,
expand the healthy drink matrix, and take advantage of the trend of increasing social health
awareness to strengthen the brand’s health-oriented image and attract more health-sensitive
consumers [8, 9]. At the environmental protection level, green packaging, low-carbon
operation and sustainable development have become the social responsibility and
competitive highlights of catering brands in China, and Chinese consumers' recognition of
environmental protection packaging and plastic reduction actions is constantly improving [2,
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3]. The brand can actively promote the upgrading of environmental protection packaging,
popularize degradable tableware and paper packaging materials, and carry out low-carbon
themed marketing activities in cooperation with public welfare organizations. Through topic-
based campaigns and user participation mechanisms, the brand can transform the
environmental protection concept into value resonance with the target consumer groups, thus
improving the brand's social responsibility perception and user favorability. The integration
of environmental protection concepts into brand operation through the promotion of
degradable tableware, paper packaging and the implementation of low-carbon environmental
protection marketing activities not only conforms to the trend of social development in China,
but also can improve the brand's social responsibility image and enhance consumers'
recognition and loyalty to the brand.

3.4 Marketing threats

3.4.1 Excessive competitive products

Due to the broad market prospects and relatively low entry threshold, the new-style tea
beverage industry in China has entered a highly saturated competition stage, with a large
number of various tea beverage brands and increasingly fierce market competition. From the
perspective of market stratification, the high-end market has direct competition between
Nayuki and brands such as Heytea; the mid-range market has the rapid expansion of brands
such as Guming Tea, Shuyi Xiancao Jelly and Chabaidao; the affordable market has Mixue
Ice Cream & Tea occupying an absolute advantage with high cost performance. At the same
time, a large number of regional tea beverage brands and niche Internet-famous brands are
emerging one after another, launching all-round competition in terms of products, prices,
marketing and channels [1-3]. The excessive number of competitors has continuously
squeezed Nayuki’s market share and intensified product homogenization. Most brands are
highly similar in raw materials, tastes, packaging and marketing methods. Due to the
extremely low switching cost between brands in the freshly made tea beverage industry in
China, consumers often decide to buy based on the taste preference of the day, store distance
or price promotion, and brand loyalty is difficult to build on the basis of a single consumption
experience. This makes it particularly difficult to maintain a stable user group in a market
with high competition density. In addition, leading brands have launched price reduction
strategies, product expansion strategies and sinking market strategies, further intensifying the
market competition intensity. Nayuki is facing the dual competitive pressure of "blocking by
leading competitors in the front and chasing by small and medium-sized brands in the back",
and its market survival and development are facing severe challenges.

3.4.2 Product tastes failing to cater to the public

Product taste is the core factor to attract and retain consumers, while Nayuki's product taste
innovation is biased towards high-end and niche orientation, failing to fully cater to the
mainstream taste preferences of the public consumers in China, which has become an
important threat to the brand's development. Some of the brand’ s new products place
excessive emphasis on ingredient combinations and appearance design, ignoring the public's
basic demand for taste, with tastes that are too light, sour or astringent, which are not in line
with the rich and sweet tea beverage tastes that the public consumers are used to, leading to
low acceptance of new products. At the same time, Nayuki's product taste iteration speed is
too fast, and existing products are often replaced by new ones before consumers can develop
stable recognition of them and habitual purchasing patterns. From the perspective of brand
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asset construction, the continuous accumulation of classic tastes is an important foundation
for building emotional connection and word-of-mouth communication with consumers. An
excessively fast iteration rhythm may weaken the taste anchor of the brand in consumers'
memory. Compared with tea beverage brands that fit the public taste and have a high degree
of product taste standardization, Nayuki's taste adaptability is insufficient, leading to the loss
of some public consumers and the differentiation of market word-of-mouth. When product
tastes fail to cater to the public, even if the brand invests a lot of resources in raw materials,
supply chain and marketing, it is difficult to achieve effective expansion of user scale, which
will affect the brand's market position and sustainable development capacity in the long run.

4 Problems and suggestions for Nayuki

4.1 Problems

Based on the systematic combing of Nayuki's marketing strategy in this paper, it can be seen
that although the brand hasalthough the brand has established strong competitive advantages
in health-oriented positioning, raw material quality, and supply chain construction in health
concept, raw material quality and supply chain construction, and its accurate STP positioning
has won a differentiated market space for it, under the background of intensified industry
stock competition, consumer rationality and diversified competition in China, Nayuki still
faces multiple strategic dilemmas. The problems are concentrated in the following aspects:
First, the high-end positioning pushes up the customer unit price, making the brand less
attractive to lower-tier cities with limited consumption capacity and price-sensitive consumer
groups in China. There is an obvious gap between product prices and the consumption
capacity of the target market, thus restricting the speed of store expansion and the growth of
user scale. Second, the long-term lack of flagship products with market dominance, the
scattered product matrix and the vague brand recognition anchor. Third, the brand
transformation rhythm is relatively lagging, with slow progress in both the promotion of
franchise model and the iteration of brand youthfulness compared with major competitors.
The brand failed to complete channel sinking and consumer structure optimization in a timely
manner at the critical stage when the market pattern was not yet fully solidified, leading to
greater catching-up pressure for the brand after the intensification of competition. Fourth, the
product taste is biased towards niche and innovation, deviating from the mainstream public
preferences in China, which affects the repurchase foundation. Fifth, in a highly saturated
competitive market environment, the convergence of various brands in product categories,
raw material selection and marketing methods is becoming increasingly significant, and
consumers' perception of the differences between various brands is weakening day by day.
For Nayuki, which relies on quality premium to maintain high pricing, the risk of dilution of
brand loyalty and differentiated cognition is particularly worthy of vigilance.

4.2 Suggestions

In response to the above problems, Nayuki should promote the transformation of its strategy
from "single-point advantage" to "systematic resilience" on the premise of adhering to the
brand's core values. Optimization of the combination of price range and store formats, and
the smoothing of tension between high-end and sinking markets through flexible franchise
and regional differentiated strategies are recommended [4-6]; Concentration of resources to
create core hit single products with high recognition and long life cycle, and the strengthening
of the focus of the product matrix are suggested [5, 6]; Acceleration of the substantive
implementation of brand rejuvenation and health concept, and the transformation of the
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"natural nutrition +" strategy from marketing narrative into perceivable product standards
and consumption habits are advised [9, 11, 12]. At the same time, a moderate return to public
preferences in taste innovation, and a balance between the relationship of "leading" and
"universal" are needed, with a more robust product logic to support the customer base and
repurchase efficiency. Only by achieving a dynamic balance between maintaining brand tone
and market breadth can Nayuki reshape a sustainable growth path in the critical stage when
the industry moves from efficiency competition to value competition [2, 3].

5 Conclusion

Taking Nayuki as a sample, this paper focuses on the evolution of marketing strategies of
high-end brands in China's new-style tea beverage industry against the background of the
shift from rapid expansion to stock competition. By applying the STP and SWOT models, it
systematically analyzes the adjustment and adaptation mechanism of its marketing strategies
during the industry transition period. The research finds that through the differentiated
positioning of "high quality + third space + emotional resonance", Nayuki has successfully
locked in urban young women as its core customer group, and built competitive barriers
based on health-oriented development, in-depth supply chain construction and digital
operation, forming a benchmark advantage in the high-end freshly made tea beverage market.
However, the high customer unit price and heavy-asset direct operation model have become
the main bottlenecks restricting its expansion in sinking markets. Nayuki's problems such as
the lack of hit single products with long life cycle, lagging brand youthfulness transformation
and niche product tastes have further intensified the growth pressure. Faced with fierce
competition and consumer rationality in China, the opening of franchise stores, optimization
of store formats, promotion of the implementation of the "natural nutrition +" strategy and
acceleration of localized global layout have become the key paths for Nayuki to break
through the stock dilemma and reshape the growth curve.

This paper proposes that high-end tea beverage brands in China should shift from "scale
competition" to "value competition", establish consumer trust with transparent health
standards, improve operational efficiency with a supply chain platform, realize light-asset
expansion with a hybrid model of "direct operation + franchise", and enter overseas markets
with localized product innovation. Nayuki's experience shows that only by achieving a
dynamic balance between the combination of price range and store formats while maintaining
the brand tone can high-end tea beverage brands redefine the foundations of sustainable
growth in the period of in-depth industry adjustment.

To a certain extent, this study enriches the theoretical discussion on the strategic
adaptation mechanism of high-end tea beverage brands in the stage of stock competition,
provides a replicable paradigm for high-end retail brands to balance premium capacity and
scale expansion under the background of China's consumption upgrading, and also offers
decision-making reference and theoretical support for the new-style tea beverage industry in
China to move from "efficiency competition” to "value competition".
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