ePaper

EP AL HE ePaper

FRaiRwedd

CHARAN business plan

e D HRRE ALEF  f e BRI EER

5 5. 1 D0941823 ~ D0986378 ~ D0978079 ~ D0941424
D0942115 ~ D1104283

BikXfF o AN R

WAT AL BB R EL (D)

Bk ior: BERFLT

Baeg & 1112

s s~ H Lk

~ D0941782 ~



¥ ¥

i%é5@ﬁwfwﬁiﬁﬁﬁﬁ“iﬁm’N“i%%ﬂﬁiﬁi‘
FHRa L a0 FEAFERSRAIZ L P B E s R B R Y
Bl AT P mAARE S RRNEE LR c B R 0 A IPH‘% EEL]
FEATR| SR BB S b ane i M E BRad 2 A TG TRt R ol € o

She
4
\»Y
el
== )

%’ﬁ“v} i I»\%fr ~ STP ( Segmentation, Targeting, Positioning) it ~ 4Ps &
19oFEE T ERIRE s B Lo e NPT P RT %;f:fiié‘%‘i
BEAE i PR E 2 LB RE T2 e E R A B ERE o b

RIS e AL E A e EIIARE K R «ﬁﬁ%ﬁr‘%@mj&’*}*}k oo
FWTE R F O APFF AP EEENEE R E AR ROk FER
HEREEY ELI TR

B dm & M e b iy B e S AAESR Slicfosl BB SR MR

HE A - KA o m%?rzéyl L &‘r* Bt L R{es s kg '1# ai%—?
T4 EE o Ak A PRSI SR R - B ARABERE
#H A KD H G

1 B RERERA: iy ePaper(2024 £F)



Abstract
This thesis aims to describe the establishment and early operation of a brand, using
the newly created tea brand, % % # # as an example. It delves into the purposes and
motivations behind brand creation, brand structure, operational methods, revenue
models, and analyzes the current status of social media management and sales. Through
this research, we hope to understand the positioning of a new brand in the market, as
well as the challenges and opportunities faced in the initial stages of brand

establishment.

By conducting competitor analysis, STP (Segmentation, Targeting, Positioning)
strategy, and 4Ps analysis, we have defined the brand philosophy, personality, and
positioning. Simultaneously, we have identified the target audience, focusing on
individuals interested in tea, seeking refinement, identifying with culture and art, and
pursuing a quality and aesthetic lifestyle experience. In terms of brand design, we
emphasize originality, striving to highlight the brand's unique style from packaging to
visual design. Through these design elements, we aim to resonate with the target

audience, providing them with an aesthetic pleasure while enjoying tea.

The initial operation of the % % @ # brand has achieved certain results, with
both social media fan base and sales showing a stable growth trend. However, attention
still needs to be paid to the brand's visibility in the market and the competitive
environment to formulate more precise marketing strategies. In the future, we will
continue to focus on highlighting the brand's characteristics, further expanding social

media influence, and increasing the market share of our products.
Keyword -

Brand Management, Entrepreneurship, Brand Marketing, Tea, Tea Leaves, Aesthetics
of Life
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