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Executive Summary
After the initial documentation of the project was completed, we conducted a large number of secondary studies within the scope of the specified study. Regarding the characteristics of the market in Chongqing, the problems faced by Heart Milk Tea in exploring the Chongqing market and the changes in consumers' purchase of milk tea have been critically analyzed and collected.

The results show that: First, with the continuous improvement of Chongqing's economic level, the improvement of consumer consumption level and the enhancement of health concept, the awareness of milk tea brand is strengthened. However, due to fierce market competition, the homogenization of milk tea products is serious, and the quality of milk tea is difficult to guarantee. . Therefore, Heart Milk Tea needs to actively develop accurate marketing strategies to ensure the quality of the products and the loyalty of consumers to the brand of the heart-warming tea, thus making it a success in the fierce competition in the Chongqing milk tea market.

The findings are closely related to research activities and point to the need to strengthen marketing activities. In order to promote the successful entry of the heart-warming milk tea into the Chongqing market, it is necessary for the company to change the marketing concept according to the market customer demand and the requirements of the times, actively carry out network marketing and enhance the interaction with consumers.
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[bookmark: _Toc7432633]1.Introduction
Milk tea combines the advantages of milk and tea. As one of the fast-moving categories, milk tea has spread very fast from its origin to now. We can find that milk tea is widely loved by young men and women in many places in Chongqing. With the development of the market, we have found that the current milk tea market in Chongqing has gradually shown an oligarchic trend. Among them, the brand is dominated by Fragrance, Lipton and Euler, the market is extremely competitive. On the one hand, it has expanded the competition in the whole milk tea industry, on the other hand, it also shows that the milk tea market has a very broad prospect. The market competition faced by Heart Milk Tea enterprises is becoming more and more fierce. How to effectively strengthen marketing management has become an important issue facing enterprises. Therefore, research on marketing strategies for Heart Milk Tea is very important to improve the utilization efficiency of enterprise marketing resources and maximize resource efficiency.
[bookmark: _Toc7432634]2.Research significance and method
[bookmark: _Toc7432635]2.1 Research Significance
Through the analysis of the internal and external environment of Heart Milk Tea, this paper explores its advantages and disadvantages and the main problems it faces, and designs corresponding marketing strategies based on these main problems to further improve the marketing ability of Heart Milk Tea. The research in this paper can help it to apply limited resources to the ever-changing and complex market, avoiding the waste and idleness of resources such as manpower and material resources, helping enterprises to better understand the market and play a good marketing function. In turn, the success of the product in the market is obtained. When other small and medium-sized milk tea enterprises enter the milk tea market for marketing strategy combination or innovation, this paper provides a more comprehensive research ideas and marketing strategy development skills, which have certain reference value and significance.
[bookmark: _Toc7432636]2.2 Research method
[bookmark: _Toc7432637]2.2.1 Questionnaire
The questionnaire survey method is the main research method of this paper. Through the online questionnaire survey, the user's most original information about milk tea was obtained. Combined with the relevant marketing strategy theory, the Chongqing marketing strategy and the formulation and implementation of the safeguard measures were discussed. A total of 360 questionnaires were distributed and 341 valid questionnaires were collected. The questionnaires were mainly distributed through the Internet.
[bookmark: _Toc7432638]2.2.2 Inductive research method
Study the relevant marketing strategy theory, and prepare the theory and method for the analysis and marketing strategy of the heart tea market. Through the combination of PEST analysis and SWOT analysis, the combination of theory and case study makes the proposed marketing strategy practical.
[bookmark: _Toc7432639]2.2.3 Literature survey
In order to understand the current research situation in the field of milk tea drinks, the literature survey method was used to obtain papers and materials related to the research questions, and based on the analysis of relevant data, the overall research plan was designed.
[bookmark: _Toc7432640]3. PEST analysis
The PEST model is a research framework used by companies to study their external business environment, representing Politics, Economic, Society, and Technology. Political elements refer to political forces, related laws or regulations that have actual or potential impact on the business activities of enterprises. The economic factor refers to the economic system, structure, industrial layout, resources, economic development level of the country and its future economic development trend. The social element refers to the national characteristics, cultural traditions, religious beliefs, values ​​and customs of the members of the organization in the society in which they are located. The technical elements include not only the inventions that have revolutionized the changes, but also the emergence and development trends and application prospects of new technologies, new processes, new materials related to enterprise production（Zhang，Guo and Jiang，2017）.
[bookmark: _Toc7432641]3.1 Policy environment analysis
The UN Food and Agriculture Organization pointed out in its research report that “nutrition, fashion, convenience, quality and hygiene” is the main development direction of the food industry in the future. According to the data, the annual sales of global pasta has reached more than 700 billion US dollars, which is convenient for milk tea as a supplement to the product line of China's hot drinks industry, and it will become one of the hot drinks of consumers in the future (Zhang, Guo and Jiang, 2017).
[bookmark: _Toc7432642]3.2 Economic environment analysis
The modern economy has developed rapidly, people's material living standards have also been significantly improved, and their purchasing power has also increased. Therefore, consumers' investment in casual beverages has also increased significantly. The future milk tea consumer market is relatively impressive. The purchasing power of consumers determines the basis of market demand. The increase in people's income and the increase in the categories of leisure products will contribute to the rapid development of industry products (Zhang, Guo and Jiang, 2017).
[bookmark: _Toc7432643]3.3 Social environment analysis
Chongqing has a large number of young consumer groups, all of whom have strong social purchasing power. Their preference for casual beverages and food and changes in their consumption concepts have made the market opportunities for casual beverages and foods. At the same time, beverage products began to appear in restaurants, leisure, tourism and conferences, thus providing more and better market prospects for milk tea and promoting its consumption and production (Yu and Zhao, 2012).
[bookmark: _Toc7432644]3.4 Technical environment analysis
Heart Mike Tea has been developing in China for more than ten years, and its production technology has been relatively mature. In addition, it has a leading food production technician, production technology and environment, as well as a good production operation management process. Rich business management experience to attract the majority of milk tea consumers(Yu and Zhao, 2012).
[bookmark: _Toc7432645]4. Analysis of main competitors of Heart milk tea
In the process of research and development and promotion of their own products, enterprises need to understand the position of competitors' existing products in the market segments, and strive to meet the needs of target consumers more effectively than their competitors (Chen,2017). According to chart 1, 332 people have purchased milk tea during the survey. Among them, 77% have purchased You lemei Milk Tea, 74% have purchased fragrant milk tea, and Lipton milk tea has 45%. People have bought it before. It can be seen that since the fragrance is floating in the domestic milk tea market, its competitors have continued to join, and You lemei Milk Tea, Lipton Milk Tea and fragrant Milk Tea have gradually been recognized by consumers.



source：questionnaire
As can be seen from chart 2, the most important reason for consumers to choose a brand of milk tea is that the product is delicious and convenient to purchase, and secondly, the price is appropriate and the product concept is good. It can be seen that the main factors that keep consumers and increase consumer purchasing rate and loyalty are products and channels, followed by price and other factors.

source：questionnaire
As can be seen from Chart 3（Ni，2017）, these brands mainly target young people and students, mainly adopting the following marketing strategies, such as advertising promotion and celebrity endorsement, thereby increasing consumers' loyalty to the brand. But these brands ignore the need for milk tea from children and the elderly. Therefore, Heart Milk Tea needs to expand the product consumer group, combine consumption characteristics and culture to meet different consumer groups to meet their needs and expand product market share.
Chart 3：Comparison of factors related to the main competitors of Heart Milk Tea
	Mainstream brand
	Fragrance
	You Lemei
	Lipton
	Fragrant

	Target population targeting
	Young women
	student
	Young women
	Teenage girl and young man and student

	Main marketing means
	Entertainment marketing, special channel sales, TV program title
	Union with Tencent, draft event, Youlemei College, Jay Chou
	Channel marketing, maintenance of its own image
	Low-cost strategy, innovative products of iced milk tea, celebrity endorsement (Lin Xinru, SHE)

	Advantage
	Leaders, differentiated products and packaging, channel layout of the intraday disc, and mass brand image
	Fashion romantic sweet brand recognition, emotional appeal, Xizhilang jelly sales channels
	Strong company, subsidiary products and substitutes, boxed product supplement
	Price advantage, ice milk tea provides a new way to drink

	Disadvantage
	Lack of differentiation, revolutionary innovative products, declining quality, supermarket out of stock
	Taste, packaging, etc. are over-simulated and fragrant, without their own special products to achieve beyond
	The company does not pay attention to it. There is no core advantage in strategic planning and insufficient market support.
	Unclear positioning, backward ranking, and small market



[bookmark: _Toc7432646]4. SWOT analysis
The SWOT analysis method is a strategic analysis method used by enterprises. When a company formulates its future development strategy, it must first analyze it according to its internal situation, find out its own internal advantages and disadvantages, and the opportunities brought by the external environment.
[bookmark: _Toc7432647]4.1 Strength
（1）Production technology advantage
As a domestic jelly production and sales industry, Heart Milk Tea has a leading food production technician, production technology and environment, as well as a good production operation management process. Rich business management experience to attract the majority of milk tea consumers, so quickly occupy a place in the milk tea market(Hu，2012).
（2）The advantage of the entrant after the mature market
Since the fragrant fluttering, euphoria and other cups of milk tea market first enter the market, the product education for consumers has been completed, many consumers have accepted the habits of milk tea and the change of milk tea drinking environment, so the heart tea There is no longer a need for market expansion and consumer education, and resources and priorities can be directly invested in product development and channel expansion.
[bookmark: _Toc7432648]4.2Weakness
(1) Low brand awareness
Heart Milk Tea brand has low visibility and relatively few advertising campaigns. Brands such as Fragrance, You lemei, Lipton and so on have been concentrating on the promotion of products, and the slogans such as “National Sales First” and “Beer Cup Tea Market Leader” have left a market leader for consumers. The cognition and image of the tea brand that consumers love. You lemei Milk Tea focuses on the love that young people crave, and attracts the audience with a warm love image in the advertisement. The heart-warming milk tea has invested relatively little in advertising and promotion, and many tea consumers still do not know the existence of heart milk tea(David and Chang, 2012).

source：questionnaire
In this survey, we found that most consumers are unfamiliar with the brand of Heart milk tea. More than 55% of the respondents have never seen any advertisements or publicity about Heart Milk Tea. Consumer awareness is relatively low. Therefore, when consumers do not understand or even know Heart milk tea, the brand loyalty to the heart tea is even lower.
(2)Product innovation is difficult
Heart Milk Tea is simply following the market. The coconut milk tea launched by the company is not much different from the competitors' fragrance and the beauty. The products have no big innovation in taste and packaging. It is difficult to obtain a differentiated competitive advantage through the product. In this survey, we found that the main reason why customers don't like not to choose milk tea is because of its brand factor, and secondly because of its taste and inconvenience caused by inconvenient purchase.
[bookmark: _GoBack]
Source：questionnaire
[bookmark: _Toc7432649]4.3 Opportunity
(1) Milk tea market in Chongqing province has been opened
Milk tea brand companies have invested heavily in various types of advertising and promotion methods to gain consumers' favor. Fragrance advertised with its leading sales volume, followed by brands such as You lemei and, which also began to invest heavily in advertising, which greatly stimulated consumers' desire to purchase (Zhang, Guo and Jiang, 2017). As can be seen from the figure below, the frequency of consumers purchasing milk tea is much higher than the frequency of purchasing substitutes. This shows that consumers' drinking culture of milk tea has gradually formed and has a certain influence. On the whole, whether it is milk tea or substitutes, the frequency of purchase by consumers is relatively weak. More than 50% of consumers purchase less than 4 times a month, while substitutes do not purchase more than four times a month. The number of people is close to 80%. This shows that milk tea has a large market space in Chongqing, and companies need to find ways to stimulate consumers' milk tea purchase frequency.

Source：questionnaire
(2)Milk tea is popular with casual drinks
Changes in living standards and lifestyle rhythms require companies to update their products in a timely manner. Especially for consumers such as student groups, young women and young children, their interest and acceptance of the market and new products are high, so casual beverage products are also required to meet their convenient and fast lifestyle (Zhang, Guo and Jiang, 2017). Under the propaganda of the company, the milk tea market in Chongqing has been opened, and the improvement of people's material living standards has also made the leisure drinks such as milk teas popular in the market.
(3) Consumers are not loyal to the brand of milk tea
In this consumer survey, the author found that consumers are not strong in the loyalty of the milk tea brand, only 18.67% of the population said that unless the original purchased brand has quality problems, it will not replace the brand, thus it can be seen that the heart milk tea expands the market. The hope of share is still there. Of course, it is necessary to further strengthen resource investment in advertising promotion, product price, channel laying and so on.

Source：questionnaire
[bookmark: _Toc7432650]4.4 Threat
(1) Industry competition is gradually intensifying
The lack of differentiation in the milk tea industry products, the increasingly homogenized taste and quality, and the lack of innovation motivation have led many brands to grab the same market. At the same time, the barriers to entry in the tea industry are relatively low. Therefore, the competition in the tea industry is mainly reflected in the price competition in the promotion season. The price of the milk tea market is mainly between 3-5 yuan. The price war is staged, resulting in a more compressed product profit. Enterprises have less investment in product innovation and differentiation, and this cycle has made it difficult for the tea industry to break through its homogenization misunderstanding.
（2）The health of milk tea drinks is questioned
Milk tea has a high sugar content and calories, and long-term drinking can cause people to gain weight. With the change of people's dietary concept and the pursuit of healthy eating, milk tea faces a big market challenge（Ni，2017）. At the same time, the dairy crisis is still wary of people drinking milk products cautiously, further threatening the dairy industry, and it is hard to avoid the damage of milk tea . Among the many respondents, 73.11% said that the main reason why they chose not to drink milk tea is that they worry that there are too many additives in the milk tea products, which is not conducive to good health. At the same time, too much milk tea can lead to obesity and many consumptions. One of the main reasons for concern. Heart-warming milk tea should start from product development and packaging itself, develop new formulas for milk tea according to consumers' needs, and replace the raw materials that are easy to cause obesity and unhealthy with healthy grains to reduce consumers' concerns about food safety. In improving product quality and structure, we should pay more attention to the promotion and promotion of healthy raw material formulas, strengthen consumer health and product education, and enhance the awareness and status of heart-warming milk tea in consumers' minds.

Source：questionnaire
[bookmark: _Toc7432651]5. Marketing mix strategy
[bookmark: _Toc7432652]5.1 Product Strategy
（1）New packaging strategy
Heart Milk Tea should be combined with its product positioning, reflect its product characteristics in its packaging and design, and transmit product information to consumers. Expanding the target consumer group is a good choice for expanding the product line. In the packaging design, the corresponding products and packaging can be designed for children and the elderly. For the elderly group, it is possible to consider designing culturally rich or life-related patterns related to the elderly to attract them; for children, you can choose cute cartoon characters and design different sizes of drinks. Packed to make it suitable for children. For women who are more concerned about beauty and slimming, continue to develop a range of products that suit their drinking to meet their beauty and slimming needs (Philip, 2001).
（2）Guarantee product quality
The main target customers of Heart Milk Tea are college students from 15 to 30 years old. They have strong self-worth judgments and strong brand awareness. Their brand awareness is mainly derived from two parts: one is the product itself. The quality and satisfaction of use, and the second is the promotion from the surrounding media and the environment. They have a high ability to collect information, focus on green and healthy concepts, and focus on food health issues. In this survey, we found that the main reason why consumers do not like to drink milk tea is that there are too many additives in milk tea, which will affect the health of the body. Therefore, when designing and developing products, it is necessary to ensure the health of raw materials. The problem should also focus on the formulation of the product, such as the development of new healthy raw materials to replace the additives commonly used in the original industry, in order to obtain a unique product competitive advantage.
（3）Rich product taste and quality
In this interview, we found that some consumers chose the heart of milk tea because of their taste choices. Compared with the pure coconut milk tea producers such as Fragrance and Eucalyptus, there are only “strawberry” and “original flavor”. In addition to a few flavors such as "coffee" and "fragrant", in addition to the coconut milk tea series, Heart Milk Tea also has a slimming grain and ginger tea series specially designed for young women. These two products are widely used by young women. favorite. Therefore, strengthen product research and development investment, and constantly introduce new products suitable for consumers' taste, combined with the cultural characteristics and taste preferences of Chongqing locals, enhance the market competitiveness of the brand.

Source：questionnaire
[bookmark: _Toc7432653]5.2 Price Strategy
Although consumers in Chongqing are more sensitive to product price factors, because milk tea products are casual beverages, consumers are much more sensitive to product taste than price sensitivity. Therefore, in the formulation of the price strategy, heart milk tea must first ensure the quality of the product taste, and then carry out the price strategy competition on the basis of ensuring the profitability of the enterprise, so that consumers can feel the true price and good quality. Fragrance is the pioneer of domestic milk tea. Therefore, in the process of product pricing, it first refers to the market's milk tea and its price vacancies, and combined with the production cost of the enterprise, finally determines the price of 3.5 yuan per cup, and Compared with the original price of 5~10 yuan per cup, the price and cost advantage of large-scale production is obvious. In this survey, the data shows that consumers can accept a price range of 2 yuan to 4 yuan for ordinary cupped milk tea, which is similar to the current price of various brands of cupped milk tea in the market. Floating milk tea is priced at around 3.5 yuan, while relatively cheap heart-warming milk tea is priced at 2.5 to 3 yuan.

 Source：questionnaire
[bookmark: _Toc7432654]5.3 Channel strategy
（1）Strengthen the development of new channel resources
The existing sales of Heart Milk Tea are mainly limited to places such as supermarkets or stores. In order to expand its sales scene, Heart Milk Tea can increase sales by expanding OP channels (Xiong, 2007). Like many coffee shops or coffee clubs, consider selling your milk tea to a variety of leisure clubs. Many of the consumers of heart milk tea are campus users, so they can strengthen campus promotion activities, such as recruiting a group of college students to participate in the promotion and marketing of heart-warming milk tea products in various colleges and universities, and actively cooperate with the student union organizations and student organizations in the school. While providing good part-time internships, college students have further expanded their awareness and praise in the minds of college students. At the same time, strengthen the cooperation between the school commissary and the shopping mall, so that their products can be widely entered into the students' horizons, cultivate the brand awareness and recognition of the students as soon as possible, through free gift, sponsor school activities, hire students for part-time promotion, etc. The way is to bring the beverage products to the campus very well.
[bookmark: _Toc7432655]5.4 Promotion strategy
（1）Advertising promotion
Advertising is an important way to introduce and promote products to consumers. As a seasonal product, milk tea needs to be time-oriented and targeted. In order to attract consumers' curiosity and promote their purchase, advertising strategies require novel features . Heart Milk Tea can draw on other product marketing advertising models, and embed its own products into the corresponding movies, tempting fans to buy the products and tastes that idols love. Heart-shaped milk tea can resonate with many young people by portraying a humorous and casual lifestyle (Wang and Zhang, 2008). It uses fashionable and cute comics and humorous lines to stimulate the emotional resonance of young consumers (Gu, 2008). In addition, good Advertising forms can help companies establish a good brand image, such as public service advertising.
（2）Strengthen brand promotion
High brand loyalty means higher customer satisfaction and higher repeat purchase rates, which are at the heart of the company's competitive advantage in the marketplace. Enterprises need to consider two points in the process of product culture connotation construction: First, the brand culture should be consistent with the product characteristics, which is convenient for consumers to understand; Second, it is consistent with the characteristics of the target consumer group and is convenient for consumers to accept (Ni, 2017). In the construction of brand culture, Heart Milk Tea should be combined with the “leisure” lifestyle that it represents, and can use celebrity endorsements and festival promotions to enhance consumers' sense of identity and belonging to the brand.
[bookmark: _Toc7432656]6. Implementation of safeguard measures
[bookmark: _Toc7432657]6.1 Transform marketing concepts and actively expand online marketing
In the era of rapid development of Internet e-commerce, it is necessary to actively learn the marketing methods of competitors. In the process of implementing marketing strategies, it is a good choice to use low-cost but relatively good communication network marketing. Therefore, Heart Milk Tea can also follow the trend of the times and actively cooperate with group buying websites to develop its online sales model (Gu,2008).
[bookmark: _Toc7432658]6.2 Focus on user relationship marketing
In the marketing process of Heart Milk Tea, we should pay attention to communication with consumers, constantly explore and meet the potential needs of consumers, and pay attention to user experience to establish long-term and good user relationships (Zhang and Wei, 2014). Pay attention to the comprehensive use of various marketing media to help it achieve its marketing goals through multimedia promotion, and transmit its product information and brand value as much as possible. This will not only save the company's publicity and operation costs, but also encourage the company to interact more with consumers. For example, the “Youlemei Academy” established by Youlemei Milk Tea is a good user interaction platform, which not only helps it establish good user relationships, but also helps enterprises collect user information in time and reduce user demand collection. cost. In the marketing of products, heart milk tea should focus on product packaging design, advertising and public relations activities and other marketing links to increase consumer brand loyalty.
[bookmark: _Toc7432659]7. Conclusion
Through PEST and SWOT analysis, and based on the results of the questionnaire analysis, this paper puts forward the marketing strategy and implementation guarantee for heart milk tea, but the time and resources are limited. In the future, the research data of the market can be further deepened, especially from children. From the perspective of young people and the elderly, they can tap their real needs and actively cater to their consumer psychology in order to gain a large market share.
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[bookmark: _Toc7432663]Appendix 2 Industry Analysis (under the framework of Porter’s five forces)
Suppliers
As the second largest jelly producer in China, it has formed a stable purchasing channel and a stable supplier relationship in the domestic development for more than ten years. It does not need to find new suppliers. Therefore, the external threat of suppliers is low.
Buyers
With the acceleration of urbanization, the capacity of Chinese consumers has gradually strengthened, but the beverage industry is in the buyer's market. Consumers can choose any beverage choice. Therefore, the external threat of consumers is medium.
New entrants
Wahaha, Master Kong, and Uniform have all launched their own milk tea products. For those companies with more beverages, if they have demand in the market, they have the ability and motivation to enter the milk tea market. Therefore, the threat of new entrants is greater.
Substitutes
Milk tea products include milk tea shop, milk tea, small bags of milk tea, bottled or canned milk tea, and cupped milk tea. It is characterized by convenient drinking, convenient purchase, high freshness, and no difference with other drinks. In line with the needs of contemporary people seeking a healthy life. Therefore, the external threat of the alternative is small.
[bookmark: _Toc7432664]Appendix 3 SWOT Analysis
         Weakness
• Low product awareness
•Attracting consumers is not multifaceted
• Intense competition
• Product innovation is difficult
Strength
• Strong parent brand awareness and sound sales system
• Production technology advantages
• Advantages of the entrants in mature markets









             Threat
•The milk tea consumer group needs to be expanded
• Increased raw material costs
•Milk tea drinks are not healthy enough and there are many healthier alternatives
          Opportunity
•The cupped milk tea market has been opened
• Living standards improve milk tea popularity
• China has a large population and a large consumer market

chart2:Why did you choose different types of milk tea?

Bottle or can	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.1222	0.5444	0.36670000000000003	6.6699999999999995E-2	0.28889999999999999	0.32219999999999999	6.6699999999999995E-2	Cup of milk	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.16470000000000001	0.38819999999999999	0.35289999999999999	0.28239999999999998	0.35289999999999999	0.2	4.7100000000000003E-2	Freshly made milk tea	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	3.7699999999999997E-2	0.15090000000000001	0.49690000000000001	0.47170000000000001	8.1799999999999998E-2	0.20749999999999999	2.52E-2	Bagged milk tea	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.15	0.52500000000000002	0.17499999999999999	0.25	0.25	0.27500000000000002	0.15	Almost, no special preferences	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.11840000000000001	0.19739999999999999	0.1711	0.1447	0.22370000000000001	0.36840000000000001	0.13159999999999999	



Chart4:
Have you seen advertisements for heart Milk tea on TV, internet, newspapers, and magazines?

Never seen	Heart milk tea	0.55430000000000001	Not paying much attention	Heart milk tea	0.35780000000000001	Occasionally see	Heart milk tea	6.4500000000000002E-2	Occasionally see	Heart milk tea	2.35E-2	



 Chart 5:Why don't you like the heart milk tea?


Taste	package	Brand	Inconvenient to buy	The price is a bit high	Product quality is not off	0.4118	0.25	0.63239999999999996	0.3382	0.17649999999999999	0.1176	
Taste	package	Brand	Inconvenient to buy	The price is a bit high	Product quality is not off	


Chart6:How often do you buy milk tea and substitutes?

Frequency of buying milk tea	
Multiple times a day	Once a day	2-6 times a week	once a week	Once a month	Basically not buying	1.8100000000000002E-2	6.3299999999999995E-2	0.31630000000000003	0.2681	0.1867	0.14760000000000001	Frequency of purchasing alternatives	
Multiple times a day	Once a day	2-6 times a week	once a week	Once a month	Basically not buying	6.0000000000000001E-3	8.9999999999999993E-3	8.3999999999999995E-3	0.2319	0.29520000000000002	0.34939999999999999	



Chart7:If you have been buying a milk tea brand, what causes you to buy other brands?


cheap price	Novel packaging	Advertising attraction	Purchase convenience	Loyal original brand	other reasons	0.34639999999999999	0.29520000000000002	0.40060000000000001	0.33429999999999999	0.1867	0.1024	
cheap price	Novel packaging	Advertising attraction	Purchase convenience	Loyal original brand	other reasons	


Chart8:Why don't you love milk tea?


Obesity	Bad taste	Inconvenient to drink	Too many additives are not healthy	Inconvenient to buy	0.29830000000000001	0.23530000000000001	0.1008	0.73109999999999997	2.52E-2	
Obesity	Bad taste	Inconvenient to drink	Too many additives are not healthy	Inconvenient to buy	


Chart9:Which flavor of milk tea do you prefer?


Wheat scent	Sweet smell	chocolate	coffee	Strawberry	Matcha and green tea	Original taste	other	0.3795	0.30120000000000002	0.28310000000000002	0.28610000000000002	0.25600000000000001	0.23799999999999999	0.497	3.0099999999999998E-2	
Wheat scent	Sweet smell	chocolate	coffee	Strawberry	Matcha and green tea	Original taste	other	


 Chart10:What is the price range for your acceptable 80g cup of milk tea?


Less than 1 yuan	Between 1 and 2 yuan	Between 2 and 3 yuan	Between 3 and 4 yuan	Between 4 and 5 yuan	more than 5 yuan	3.0099999999999998E-2	0.16569999999999999	0.41870000000000002	0.33129999999999998	0.2349	8.7300000000000003E-2	
Less than 1 yuan	Between 1 and 2 yuan	Between 2 and 3 yuan	Between 3 and 4 yuan	Between 4 and 5 yuan	more than 5 yuan	

chart1:Which brands of milk tea have you purchased?


You Lemei	Fragrance	Fragrant	Lipton	Golden code	Heart milk tea	0.77	0.74	0.21	0.45	0.19	7.0000000000000007E-2	
You Lemei	Fragrance	Fragrant	Lipton	Golden code	Heart milk tea	

chart2:Why did you choose different types of milk tea?

Bottle or can	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.1222	0.5444	0.36670000000000003	6.6699999999999995E-2	0.28889999999999999	0.32219999999999999	6.6699999999999995E-2	Cup of milk	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.16470000000000001	0.38819999999999999	0.35289999999999999	0.28239999999999998	0.35289999999999999	0.2	4.7100000000000003E-2	Freshly made milk tea	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	3.7699999999999997E-2	0.15090000000000001	0.49690000000000001	0.47170000000000001	8.1799999999999998E-2	0.20749999999999999	2.52E-2	Bagged milk tea	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.15	0.52500000000000002	0.17499999999999999	0.25	0.25	0.27500000000000002	0.15	Almost, no special preferences	Beautifully packaged	Easy to use	Good taste	More choice of taste	Brand reputation is good	Easy to buy	More promotional offers	0.11840000000000001	0.19739999999999999	0.1711	0.1447	0.22370000000000001	0.36840000000000001	0.13159999999999999	



Chart4:
Have you seen advertisements for heart Milk tea on TV, internet, newspapers, and magazines?

Never seen	Heart milk tea	0.55430000000000001	Not paying much attention	Heart milk tea	0.35780000000000001	Occasionally see	Heart milk tea	6.4500000000000002E-2	Occasionally see	Heart milk tea	2.35E-2	



 Chart 5:Why don't you like the heart milk tea?


Taste	package	Brand	Inconvenient to buy	The price is a bit high	Product quality is not off	0.4118	0.25	0.63239999999999996	0.3382	0.17649999999999999	0.1176	
Taste	package	Brand	Inconvenient to buy	The price is a bit high	Product quality is not off	


Chart6:How often do you buy milk tea and substitutes?

Frequency of buying milk tea	
Multiple times a day	Once a day	2-6 times a week	once a week	Once a month	Basically not buying	1.8100000000000002E-2	6.3299999999999995E-2	0.31630000000000003	0.2681	0.1867	0.14760000000000001	Frequency of purchasing alternatives	
Multiple times a day	Once a day	2-6 times a week	once a week	Once a month	Basically not buying	6.0000000000000001E-3	8.9999999999999993E-3	8.3999999999999995E-3	0.2319	0.29520000000000002	0.34939999999999999	
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