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Abstract

In recent years, China's catering industry and new tea industry have ushered in rapid development,
and the new tea industry has attracted a large number of entrepreneurs to enter the industry because of its
special advantages. Now, consumers' demand for new tea is no longer simply satisfied with the taste, but
the pursuit of high-quality quality of life. Many products lack significant differences in product quality,
leading to increasingly fierce competition between brands. At present, Misue Ice City company is in a
critical period of rapid development, and there are many deficiencies between the company departments.
Only by developing scientific and reasonable marketing strategies can we further expand the market
share on the basis of consolidating the current market share. In this context, to explore the marketing
strategy of Misue Ice City Company in Anyang market, not only has practical significance for the
company itself, but also has certain reference significance for small and medium-sized beverage
companies represented by Misue Ice City.

Based on marketing theory, combined with the development of new tea beverage industry, this paper
takes Misue Ice City Company as a case study, analyzes its marketing situation and market share in
Anyang market, and studies some existing problems of Misue Ice City Company in Anyang market in the
form of questionnaire. By using PEST analysis and Porter's Five Forces model theory, this paper analyzes
the macro environment and industry competition of Misxue Ice City in Anyang market, uses SWOT
analysis to summarize the company's strengths, weaknesses, opportunities and threats, and finally uses
7Ps marketing mix strategy to analyze its existing problems. This paper puts forward targeted
optimization strategies from seven aspects: product, price, channel, promotion, personnel, visible display
and process. At the same time, in order to ensure the marketing strategy can be implemented more
effectively, and puts forward appropriate safeguard measures.

Finally, it is hoped that the conclusions drawn from the research can help Misue Ice City further
expand its market share in Anyang, improve its competitiveness in the new tea market, and promote the
company's development in a benign direction. This paper summarizes the experience and lessons of
Misue Ice City Company in Anyang's marketing strategy, and provides certain reference significance for
those who are ready to choose new tea industry and those who are already in Anyang's market.

Key words: New tea beverage industry; Honey Snow Ice City; Marketing management; Strategy

optimization
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