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Abstract

As the fastest-growing coffee brand in China, Luckin Coffee has attracted much attention since its
listing. It was listed on the NASDAQ Exchange in less than two years, with broad prospects for de-
velopment. In just a few years, it can compete with Starbucks and other established coffee indus-
tries. Its rapid development is mainly due to its excellent marketing strategy. In 2020, Luckin Cof-
fee experienced financial fraud, and its share price plummeted and was delisted. But with its ex-
cellent marketing strategy, it has fought a turnaround battle, and its marketing strategy and means
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can be used for reference by other enterprises. This paper analyzes the success of Luckin Coffee in
the development process through 4C marketing theory, and analyzes the reasons for Luckin Cof-
fee’s early success from four aspects: customer, cost, convenience and communication. Then ana-
lyze how Luckin Coffee can turn the tide through marketing after financial fraud. This paper ex-
plores and analyzes Luckin Coffee’s marketing strategy, and puts forward reasonable suggestions
according to the actual situation to strengthen its existing market.
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