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Abstract. With the development of the experience economy, new Chinese-
style tea brands have gradually moved away from only releasing new
products and started to build a system of experiences. In terms of the three-
tier analysis system of "strategy - design - touchpoint", this paper will
explore how to build a complete brand experience system based on the
cultural strategy of a certain brand. Bawang Chaji serves as the research case,
and it has been found that the brand's strategic direction is to pursue "modern
oriental tea", and through multi-dimensional translation at the level of design,
precise execution at the touchpoint level, and experience coordination, the
brand culture has been systematically constructed. Research has shown that
the integrity of the experience system is a closed-loop system at three levels:
Culturally empowered, it provides the direction for the brand; At the level
of Design, Design dimensions such as space and service are used to translate
cultural symbols; And at the touchpoint level, consistency and perceptibility
are ensured for all senses and at various stages of consumption. Some
theoretical and practical ideas for similar domestic trend brands to switch
from "single-point marketing" to "systematic construction" will be put
forward in this paper, and how to transform abstract cultural strategies into
reproducible and scalable consumer value through design management to
achieve continuous competitive advantage will be examined.

1 Introduction

With the rise of the experience economy, the foundation of brand competition has also
changed [1]. Today, people come to milk tea stores not only for the product but also to seek
a pleasant mood. It is especially so for new Chinese-style tea brands. Now, since it is not the
primary reason for purchase, brands must spread the unique cultural ideas of the products
more broadly across all parts of consumer contact [2].

Bawang Chaji is a typical representative of the rising phenomenon. Since its
establishment in 2017, the brand has positioned itself as a "new Chinese tea drink" and has
opened over 4,500 stores across the country in just a few years. Its success is not only due to
product innovation but also to the construction of an entire brand experience system; that is,
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there are culturally rich product names such as "Boya Juexian", a visual identity system
centered on "Pink Daiqing", store spaces made of wood, grilles and warm light, and the
cultural interpretation of online and offline marketing materials, and all these touchpoints
convey the same "new Chinese" cultural narrative.

The above studies have provided some foundation for the research on the Brand
Experience System of Bawang Chaji. Design Management Theory offers a basis for
"semantic transformation" and Design Management [3, 4]. The construction logic of cultural
brand strategy is explained by the theory of brand culture strategy [5]. Research on symbolic
transformation has found the spatial translation mechanism of cultural symbols [6]. And tools
for touchpoint analysis have been provided by Design Theory and Service Design Theory [7,
8]. The theory of the experience economy and experience marketing explain the logic of
generating experience value [1, 2].

However, the current research still has the following deficiencies: First, the Design
Management theory has focused more on durable consumer goods and paid little attention to
the experience-oriented catering brands of Fast-Moving Consumer Goods (FMCG); Second,
cultural brand studies generally concentrate on fashion, luxury goods or traditional brands
and do not study the new generation of local brands [9]. Third, touchpoint studies are often
carried out separately for each Design element and lack a top-level integrated view.

Bawang Chaji will serve as the case study in this study, and using the three-tier framework
of "strategy-design-touchpoint”, it will be explored how to build a unified and consistent
brand experience system through the combination of spatial Design and service Design to
achieve the effective transformation of cultural value and commercial results.

The importance of this study can be divided into two parts. Theoretically, the "strategy -
Design - touchpoint" framework can expand the range of application for design management
theory and explore the mechanism of experience construction of design synergy under the
guidance of cultural strategy in fast-moving consumer goods (FMCGQG) experience-oriented
brands; practically, it provides an idea for domestic trend brands to change from "single-point
marketing" to "system construction" and achieve differentiation through culture [10].

2 Research methods

Only one case exploratory study was employed in this paper, and Bawang Chaji served as
the subject. The reason for choosing this case is that since its founding in 2017, Bawang Chaji
has been regarded as a "new Chinese tea drink" and has become a leading enterprise in the
new Chinese tea-drink sector in a short period. Given the quality and stability of the
consumption process, it has been influenced by the industry and is therefore suitable for such
research.

The three parts of the data collection are as follows. First, consumer-generated content.
Scrape the valid user reviews of Bawang Chaji from Xiaohongshu and Dianping in 2023-
2026, and the screening criteria should be specific experience descriptions and more than 100
likes. Finally, more than 800 texts were included in the analysis. Second, brand official
materials such as information on the official website of Bawang Chaji, public interviews with
the founder, brand promotional videos and posts on the official social media account. Thirdly,
store information, which includes pictures of the storefront and store design profiles.

The data analysis is in the form of thematic analysis, and according to the three-level
framework of "strategy-design-touchpoint", systematic coding will be carried out. In the
"Design Layer", the two sub-dimensions of "Spatial Design" and "Service Design" are further
divided. The three stages of the coding process are as follows: First, extract the keywords
from the raw data to obtain some basic ideas, such as "wooden style", "warm light",
"movement line design", "open bar counter”, "membership system" and "tea art display".
Next, through axis coding, these ideas are grouped into sub-themes, such as "material
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language", "color system", "movement rhythm", "order interaction", "production display"
and "service script". Finally, the sub-themes are associated with the "strategic layer", "design
layer (space/service)" and "touchpoint layer" to form a complete picture of the Bawang Chaji
brand experience system.

Only one case study method will be used because of the nature of the research problem.
This paper hopes to solve the problem: How does Bawang Chaji construct a brand experience
system by means of space and service Design? Instead of listing many cases, a single case
will have more details and context to explore the underlying reasons for the synergy of
touchpoints. The official website of the brand provides primary data; consumer reports are
all kinds of indicators that confirm this; therefore, it can be used to draw a reasonable
conclusion.

3 Research results

3.1 Strategy level: consumer perception of the position of "modern oriental
tea"

According to the analysis of consumer feedback, the position of "Modern Oriental Tea" in
the minds of consumers has formed a certain cultural image. Of the more than 800 valid
reviews, 67.3% mentioned cultural-related expressions such as "cultured", "stylish", and "not
like an ordinary milk tea shop". Among them, "cultural" was mentioned the most often at
203 times, and was mainly used in conjunction with product names and spatial atmospheres.
One of the typical reviews is that the name is very cultural. Hearing Boya Juexian has made
people want to know its story, and it feels different as soon as people step into the store. It is
not a typical milk tea store. It is more like a fashionable tea house", and another consumer
said that he was first drawn to it by the packaging when he drank it. That Chinese-style sense
is very good.

3.2 Design layer: a two-dimensional presentation of space design and service
design

3.2.1 Dimensions of spatial design

In terms of Spatial Design, it can be seen that Bawang Chaji has a high level of unity in the
six aspects of display, colour, sound, scene, movement and scenery.

Most stores at the display level are made of wood and grilles, and they have added some
Zen-style green plant decorations and wall art installations. Wood and nature are close
companions; therefore, the symbols or calligraphy for facial makeup and other works on the
wall are also traditional. The overall style of the display is still simple and in the spirit of
Eastern aesthetics, but by using contemporary materials and simple lines, it has a fresh new
Chinese style that can bring people a sense of tranquility and elegance immediately after
entering the store.

In terms of colour, "pastel blue" will be the main colour for all the stores. The walls,
furniture and brand logo are all in this colour. The colour temperature of the lights was
uniformly set to about 3000K, and the measured colour temperatures of the five stores were
all between 2900K and 3100K. According to consumer feedback, 79 people found the light
comfortable and 63 did not need to use filters for photos.

Bawang Chaji arranged several areas with various functions at the site. The area near the
window is for people who wish to be alone or read, and there is soft light; the social bar area
is where a small group of friends can gather for the gentle sound of tea and conversation;
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there are many tables and chairs, soft cushions, and green plants scattered around outside for
relaxation. The flagship store is also equipped with a mini exhibition of tea culture and a
small island table for peripheral products to combine the dissemination of brand culture with
product display in the space; consumers can experience the brand culture naturally while
waiting or resting, and among the frequently used words in consumer reviews, "atmospheric",
"suitable for chatting", "sit for an afternoon" and "the small exhibition is interesting" were
the most popular. The creation of these various scenes is in line with the main attribute
mentioned in Oldenburg's theory of the "Third Space", which is a place outside of home and
office where people are free to relax and talk.

In terms of flow, the space is arranged in the standard rhythm of "entrance-order-wait-
tea-exit". At the entrance, there will be a brand logo and a landscape installation; the ordering
area will be an open-bar counter style, and the waiting area will have a brand culture display
wall or a photo background. Some busy stores have set up separate take-out pick-up areas or
take-out windows to divide the lines for take-out riders and dine-in customers, thus
maintaining a good dining environment for dine-in customers and keeping the store quiet and
comfortable, which is to be expected of a "third space".

Bawang Chaji has chosen to keep the "new Chinese" aesthetic tone for the background
music in its stores as well, in terms of soundscape. Light music with traditional instruments
(guzheng, pipa, flute) or modern arrangements of Chinese-style music is played; it should be
calm and pleasant, at a low volume (around 50-60 dB), and should not interfere with
customers' conversations but rather provide a sense of cultural immersion through sound.
Some consumers have mentioned in their comments that "the music is pleasant" and "the
background music is comfortable", showing that the soundscape design has been felt by
consumers and, along with the visual and tactile experience, forms a whole spatial
atmosphere.

3.2.2 Dimensions of service design

Regarding service design, it was found that the service process of Bawang Chaji has six
stages in the user journey, and standard designs have been formed at the core touchpoints;
cultural narratives have been added at the operational end, such as the membership system.

In the stage of cognition, Bawang Chaji has built brand awareness via social media posts
and product packaging. The first time consumers come into contact with the brand on
platforms such as Xiaohongshu and Dianping, "cultural" and "pleasant name" are frequent
keywords. The brand logo and landscape installation at the entrance of the store complete the
brand identity presentation in the first second after entering the store.

Product Naming is a typical way of the Interest stage. Boya Juexian and Guifu Lanxiang
are typical names that have been inspired by traditional culture to attract people's attention.
Observation records show that, on average, 30 per cent of consumers will look up at the
product names on the menu in front of the ordering area at the five stores, and some
consumers will ask the staff, "What kind of tea is Boya Juexian?"

During the consideration stage, the production display of the open counter helped people
make a choice. From the Design, it can be seen that the products are "newly made", and
consumers can observe the entire process of extraction and capping while waiting; therefore,
the decision-making risk for consumers is reduced. In 2023, Bawang Chaji added a "calorie
calculator" function that shows consumers the calorie information of different sweetness and
temperature levels in the mini-program; In 2024, it will be directly labelled on the order page
that amount of calories per cup (cal/cup), making it the first new tea-drink brand in the
industry to disclose calories fully, and health transparency will become another factor
influencing people's choices.
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During the purchase stage, the ordering and payment process need to be both convenient
and comfortable. The store has a small program for pre-order and on-site scanning-order, and
the ordering scripts are very standardised. After payment is made, the cashier will lead the
customer to the waiting area for the process of handover.

In 2025, Bawang Chaji will completely change the membership system during the
retention stage and extend the cultural story to the operating end. The levels of membership
are 1 to 6, and each is named after a type of Chinese ceramic craft: plain body, initial glaze
colour, sky blue, moon white, blue and white porcelain, and Doucai. Design Levels of
Cultural Logic: First, the ceramic tea set is a "life accessory" for tea, and by using the
relationship between cultural objects, it makes people think about the relationship between
the brand and their own lives; Second, by spreading Chinese culture from the product end to
the operational end of the enterprise, it can create a sense of value for users and also carry
out cultural education within the company. The appearance of "member names are
interesting" and "want to upgrade to blue and white porcelain" in consumer reviews shows
that cultural narratives are still being passed down in the retention stage.

In the stage of sharing, Space Design and service rituals will work together to motivate
people to want to share spontaneously. The check-in area, tea culture miniature exhibition
and peripheral product island stand of the store are all suitable places for consumers to take
photos and share. "Take pictures and get pictures", "the staff will tell us", etc., are often used
in consumer reviews, and user-generated content (UGC) about Bawang Chaji on
Xiaohongshu has been increasing continuously.

3.3 Touchpoint layer: consumer perception of design language synergy

According to the text analysis of consumer reviews, the synergy of space and service
constitutes the general impression in consumer experience. Most of the reviews are more
explicit about the cultural confidence when referring to the brand; out of 337 total reviews,
184 mentioned "environment" alone and 156 mentioned either "environment" or "service",
with a combined total of 19.1% and a significant difference from the other groups.

Some of the consumers in the reviews said that it has a good atmosphere. The staff will
tell the story of this tea when serving it, and it is no longer just a cup of milk tea; other people
said that the decoration is high-quality, the staff explain professionally, and the overall
experience is very good; some others said it was their first time here. It is a very quiet
environment, the staff introduce things very attentively, and they will come back again. These
sentences show the entire chain of experience created by cultural strategy at the core, design
theory translation, and the synergy of all touchpoints.

4 Extended suggestions

First, brands should be able to measure the value of cultural assets in figures. Bawang Chaji
has built a whole-brand experience system based on the core asset of "Tea Horse Road"
culture. It is proposed that the brand should explore the path of quantification for cultural
assets and transform cultural identity into quantifiable indicators of brand value. For example,
a "cultural perception index" can be established by collecting consumer data to understand
how the cultural traits of a brand have changed over time; by comparing this index with the
corresponding indices of its competitors, a "cultural premium" can be determined through
analysis of different amounts of spending on Bawang Chaji and those of the competitors, and
after ruling out other reasons such as the products themselves and their locations, it may be
found that stronger cultural cultivation has stimulated additional consumption power and thus
expanded the market for culturally themed goods. The amount of cultural values can help
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researchers better understand how much the cultural plan will help the brand grow in the long
run.

Second, a brand should have established a quantitative correlation mechanism between
Design Management Strategy and Business Performance. Bawang Chaji has formed a
distinct cultural system and an organised Design language, but there is no quantitative
indicator to evaluate the efficiency with which investment in Design can be used to drive
commercial results. In the Brand Department, a "Design Value Assessment Model" should
be established to link all types of Design (Space Design, Service Design, Visual Identity, etc.)
with significant business indicators. For example, it can monitor changes in the efficiency of
different types of stores before and after space design renovation, analyze the correlation
between customer stay duration and average purchase amount, determine how cultural
naming for the membership system affects membership activity and repurchase rates, see
how much the conversion rate increases after using heat-labeling functions, etc. Based on the
collection of data, a quantitative correlation between Design Investment and commercial
return can be established to provide data support for the next Design decision and enable the
measurement and verification of the value of Design management.

5 Conclusion

Based on the framework of "strategy-design-touchpoint", this paper will present the
construction logic of the Bawang Chaji brand experience system. At the level of strategy,
culture is used to build a brand strategy, and this cultural strategy is incorporated into the
design language to make the abstract culture an actual plan for achieving unity in experience.
In the design stage, the brand will use spaces and services to embody and spread culture so
as to turn abstract ideas of culture into concrete forms that can be sensed; thus, it is no longer
merely a slogan but an experience that people can feel. At the level of touchpoints, integrate
cultural strategies based on design theory at all these places to create an integrated design
language; thus, consumers can experience the brand culture more deeply and be moved by
the brand.

This paper will also establish the theoretical framework of the "strategy - design -
touchpoint" system and present how the experience-building mechanism of design synergy
under the guidance of cultural strategy works; at the same time, it will provide an application
path for the transformation of domestic trend brands from single-point marketing to system
construction in practice. This paper is mainly qualitative in nature. In the future, quantitative
methods will be added to verify the generalizability of the research results and the
cooperation of the factors more thoroughly.
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