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Abstract

In recent years, new consumption concepts have emerged continuously, and new tea beverage
products have become increasingly popular. As a result, more and more entrepreneurs and in-
vestors have turned their attention to the tea beverage industry, hoping to share a cake. The mar-
ket share of new tea beverages is gradually approaching saturation, and competition has entered a
white hot stage. However, the expansion speed of its Honey Snow Ice City is getting faster and
faster, becoming the first tea beverage brand in China to break through 10000 stores. Faced with
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the dilemma of continuous growth, how does Honey Snow Ice City continue to develop while
maintaining its current situation? This article attempts to study its thinking strategy from its
marketing strategy, explain its marketing methods, and analyze them, in order to provide new
ideas for the marketing of other catering brands.
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Figure 1. Michelle city 10,000th store opens
Bl 1. ZEEKINEE 10,000 RIS F

1 Bl 3 25 UK B 3G n, L8 g Sl P R, kg RR sy, MR T
PR, 2021 % 2023 SEHT =AML, B UKIREVE W A 103.51 1478, 135.76 14 0A1 153.93 12
JG, [RIEEHETE > HIA ] T 121.18%, 31.2%F1 46.0%. Ui SR4% IR L 4RT B BOME RS, B H UK
FAEEWORZ) 200 14 7C . i 7E 2021 4238 2023 -1 =ZFFE, 2 5 vKIRT B (114 R 4351 19.12 14,76.20.13
{¢.70F1 24.53 {2.70, [FILEIEK 202.53%, 5.3%/% 51.1%.

Tk, EHUKIN 2021 %2 2023 FHT AT ERZ 578 31.3%, 28.3%F1 29.7%, EEARAIYHT
FUAT BRI XA K, BlinfFE— RSB E, 2021 4£5 2023 401 9 A H BRI 55
30.0%. 28.1%. 31%. #HLUKIRFEFERIE | ALEENMERESTAREIE, 7£ 2021 45, 2022 FLAK
2023 EFT =ANFEE W HIN 17 1270 24 1270 311270, WEIREERISRE , 2 UK 4 ) o
K RN A AR S S, R R] T 98% LA . B THEEE, 2021 EE 2023 4, EEHIK
WK FE B B e RN B (R E 23 Bl 101,55 12T, 132.99 {2 76AT 151.10 1278, & HEy51A 98.1%, 98.0%
A198.2% [3]. M UL EXHE BoRBATAT LAISEN, 28 vk £ B S BRI i 2 i, 4R,
EEHECOMA RN E R CEEMER, XA T HER %, AR T
M — BIRFER IR M R R 2 —

2.3. TR, MBOE

H b BRI B LA 45 JI5K, FESE QbR iz B, R 6 PR S A2 kg T
HAZnsi g I EENE, AR EARR B A LA A R AREEH B R o AR HLAd 1 R
Yo BT UKIECE I — & FCEAN BER S R, R R R AR R R LA T E . A« JRRHE,
PRGN BIPRSE . T UKIRAR S R, LSRRI I 26 75 i BN M, 35 NS, BAEE a2
gk, FHEMZ R, PEZEROE, B EERSE. MELRFTERR, WM EE R, A
AU, A EIAS AT, I EESUKAER R R P R R ki, R
MEF SRR m BTN A XFEORVERIZE AR, AU S T AREACTERE, WK T fr i
ZARRRE, BRI T N BRI B AR . I SR Dy S S UK A R PR A R B

DOI: 10.12677/ecl.2024.131019 156 TR 4TS


https://doi.org/10.12677/ecl.2024.131019

X

3. BEKBIREHER
3.1 FEFHHN

B E VKIS R NI TR, GG H] KOX 7E & K& Do, R, Hel DL AR 4,
FEROL AR S AR . P ROV AR LR E T UK — & (RE&R, HER) , RBA
WHIR AR AE, R s, W2EME, JifmsE BREA CESURIMMA, H2TCEE,
TR, ARBOBE BG T ARE[4]. X AR Y BLLE R T KR ] K TR, AR RS AN T Lk,
HEM OB, FREEUH O, HEHUORKENERAFE S, EHKBIH A REIX Y
e g 1 2 [ e XU R 22 B 2 A IR % (Oh!Susanna) , i ] AU I 4 T M ARER NI H 1T,
A T AR A PTER S E . QDR YE . MEEEZ 0 SRR, AR SU B RN R )
AR [S]. REE ERFAAETL 24 VIR, RS K T Ak E A, I H R T ST R,
A5 it ot PR T AR AE N AL o 3 T DRI — R Y O IR AR T I

3.2. KA

BIRMIAEET, AT BUM B2 31 8 DGR BRI ™ i, I LS A& IR AL ™ i R AU [6] - BRI
KRFRAITR “iH7 MR, RS DR, RGP IR, WM/ AERRE
&, EHRNEWEARNTE R S I, A SR S REANAMTRRAFI[7]. REE AR
MNTEACE B F T, Xl ERE R E RO, R AR R ok, (HE T SRR RENS I i
PURAN L, TR IO, SRS, ® KR 20,000 K TUEAUCA TG, ATl
A1 20,000 K @A . A RIATIAHUBERS (A FERT, T1EEZ, AEFR AL PR AR, 95 Bt
UK. WEORFATRERIAATIE, S RIEE—FIEHZ R EARR AT ARk, 228, T EDufl,
WSS, (H LT P8 RETRn 2R, HOR S VORI AR R IR AR . K, BT SR SO T 5 $E,
WImBEFR N, JLFSl 7R I HRe K2, MR M B AR, MBS = BER + AHE +
SFAFE], R, REHA, KIEIE, RVARZSCILR M, et m ™ rsiE R, HAIREALTE %
FXRA TR, BUam AN At BESZUKMBaL EEH TR, FEEdETEEKS, ME
DT, BHMESEETTH, B LR foR R A B S, 2T WA AT BT EAL .
G H IR AT M BTSRRI T TS R R NI, R T 7E 2 i KOC R,
BhHELl Lot PERH) 2 & B G AN EHIREIS, BOVE S UKy K i S R 109 & 48], A
PEF At i, BT KRS SN 2, OISR = DUl iy S s e sy, SR 5 RS 9
H I BR[9]

3.3. mhMEFEY

BT UK E BTG B A R E M LR, BRGNS S B TR A 3 NEH
s, AR EEUIRARLET, 520 WEE), THEGIEM. XJLGESIHZIE € BRI Bl ORI
SRPE F IR B, FETH R E T e Bl AR S, ORI AW RIEE — N R A IS I B
fiEo PRI T 0 R AR E AU R — 8 a, EER DR UCEREW IS A Clifis, FHEmE
TS KA BRI LLE R, HARFNSICH CHBIRER D Z ok, REEXn 5 Mgz, i
FIME LR, SRR R 4, FERISE RIS & IRy, AT AR ERITUE 7SR N E 4. 520 ¥
e, EEXRRZHEHENHSELEAY . SRR S S KA N8R H 748
R IRIE” X0, REEEIRIE P 12 oo, BRI 3RAS th & T 0KOAE R R IE— 3K, X —iFsh e

DOI: 10.12677/ecl.2024.131019 157 TR 4TS


https://doi.org/10.12677/ecl.2024.131019

X

AR TEARTE, W EEEAHEML “ —F k" BT R2%, SEREERG, T R E
B 3OS it R 1) e AT AN/ DB A

3.4. BARENLER

B UKIRIHEN SRR, BUBE A BRI D4R LURAE PR b, RN IS R 2l e A I 75 46, K
HFR) 248 X AR A S 450K B X0 35 BRI R DR i R 2 A SE 0 70, SRR A R AR SR Z0R, - BLRTBOR
AL 77 A AT 36 PP R AN RTS8 (2 VE fir b2 £ [10]

35 HRRESEURBAFBES

ERUIA A AR, 08, A, B EEs S0 H AR UK R A RN AE — ek, AEfT—
RER KA R AR CHIRE S, XA 70— 20, AT A E S MRS
PRI Blan SR % LR E AR UEE]: “20 48 7 A Bk — 3k, ICAREARE” ,  “AHELIHAR SR,
ETIGRMEN” , “HEERN 7, KIFZEOPIEER" &, BEEELRNA &A@, W
FABE IR CEORRERR, AAm” “IRAEIRTT, BABAWIRIE” DT, TRERA,
RREHEER” , AR ORRT, P TR XRBUINEE . B2 SRR S, B4
AR, BT UIRAERUR O H ISR BONIEIK, R SRS mm i, OtEE AR R, ES
VKIRENFEF WS B L BETH B8 OV RAL, B4 1M S8 A AN ™, I 3 th Rl BB AR A AR
RARAER V2B 7 > RIS
4. BEKIB R E SR
41 REESRNETSOE

H AT Tk N E BRI R EFEMRImIH P Z K b, B KAk
ZLRR, JETHBUN, A NMEREX, SFRX, BiEiE g im, Sk
FAMRZIREN S, S S A%, HEIER A I ARG 7870 L.
42, IIEEETSREM

RG9S Ao U AN [ A (R FEAE B J03UR s R I R o 4 i T2 B R G 2% I 58 7 24
SN, AR WRHESRECR G, 0 A B 2 O RUBAE S T I8 E IR BA S IR 55 N 5
Ik, TR PNEE LR AR, RS E EERIE S, PR AR AR (R, B
B, HhiRia s ReNs NG, B OR Al SERIT T R K e
43 BRREABEGRS

AR AR PUAE 2 A THT A AR AL R EE A, AT M B 2 5 EE R W B, S KR P IR A i e 4 U
WRTE A FNTTE, FHREIHS, H OB NERE AV IE 2 A M, T KA il ol 4 f
i, EL AT R B e R P LAt SR, DRI B AR AR, DR B RE 2 17 dh
SERIMAMIRE R RS, 0 G PR A £ & A R (AR G ) A
44, P RBBERHE

MRIHRBL TS, “+57 K
L, MRS TR, (#

BLHATT IO B —, JEATILATIE BN, WU AR dhid BN g, i mh s b,
AT EAE 7 S TS DT BOK ORI Oy 32, 2R RGACR 2%, B 2R DL R S5 S Rl JF R 52 3

TS AR 9% 5 SR A AN T Lk, B bt 0 B SR AR F R S Rt U5 IR Rp 3R T

DOI: 10.12677/ecl.2024.131019 158 TR 4TS


https://doi.org/10.12677/ecl.2024.131019

X

5. B Bk Bz SRR
51 SREMEMMAEER, EEmEBENE

BTV BEYRN “WOR APt AP I RN A2 AR A, R LS 2T o)
I, A LR CLEANRS4R1L, BRI T, WETTINRRIX, SR IMEX, e, ik
[V B R 55, Bl anie B ek B RE, FTIESRIUEAT RIS R, TG “BUR” B4,
TR “F R BV, KB AT 4
5.2. #IPIIERGEIEE, HARMEIZELERE

JE B ORBEEAE B R PR Gl AR A IRSS, XA BERS CRAE ™ S, [N g R A
sty MR ASE 80 8 it o R 10 AR o ST B R AN PR it 2 30 7 =43 EE A3 S 5, S PR
R G FEUR RS, R E e N4 BRI, & AT s Sar i hi e B,

TR TR S ERAERT I, AR T TR 5K, 3RTHIR AR, D3R TS BT, e ICEE S
LR S S 28 e KA o

53. INERRKE

FEBL it 22 475 T ) E A ORIBUR, 9T QSC, @ IR A A AZ T AR R/, 7= i A A A
HEAL I, DA A P AR KRR S5, 0 DR BB B R (1 AR e 4, ARG 22 IS AR ST .

5.4. itz Mmik, #HERLH

FERS I TR = B RIS 22 2 W F0RT i, U0 AT 22 KB EEGHI1E, ACRIRIRSE, AN ZORET L
RTHEhAS, BERAATSEE, FMREREARI “RORINE —MI7R 7, “SERYIHRAR " SR A
WS EAE T, MBI Z R R, DGR TIH A N2 0K, SRR LT B0 SRR, R

FAI 50 44 FE RN 5200 7
6. &iE

GV TN B, RIRTE FR/ING S AR B R 2 T R S S R g . TEO 4
RS ER R, B R UOH SR A S RE EIZHT LT, I B RANWT FT IR 98, T 9 X Uk
RS 5 75 RABAEA T LBk, SRUAT N 10 9 f SR AEANWse i b, S S UKIRA™ SR 7 1P 2
NI EAERURE B S (EIRATERNTE, T ORIRR B HEAMUAUR ROy FR HE “ AR R 40
W7, fESLIERG b, BT UKIRR S BRI A IR AL, B BN AR R P R A, [P
LA E R, BOFSESCIR P, R E T VORI AL RIS D S T, EEAWEAT R
“CUEARE SRR, KR, AR NS ST SRR IR AR . T UK T
T HCMAE Rk, s TR, ERE T A,

SE K
[1] HRMZ. BT vk 23 F i EHEN 8 [EB/OL].
https://k.sina.com.cn/article 2903002881 ad084f0101900ttkj.html, 2020-11-23.
[2] ORI 2 S5 Uk TS HUSEAE TS, 7T e REE ] 4 BR[EB/OL).
https://q.dahe.cn/2020/06-24/672693.html, 2020-06-24.

[8]1 HZRUTFFUR IPO 5a4%, B HUKIRANYE R H# 22 ¥ % B[EB/OL].
https://www.21jingji.com/article/20240104/herald/0c26f63ee8a5bel12cefe01b2dal3ca7.html, 2024-01-04.

DOI: 10.12677/ecl.2024.131019 159 TR 4TS


https://doi.org/10.12677/ecl.2024.131019
https://k.sina.com.cn/article_2903002881_ad084f0101900ttkj.html
https://q.dahe.cn/2020/06-24/672693.html
https://www.21jingji.com/article/20240104/herald/0c26f63ee8a5be112cefe01b2da13ca7.html

X

[4] BT UKl R B SO, A4 R AT RN R ? [EB/OL.
https://www.digitaling.com/articles/471169.html, 2021-06-25.

[6] WA AT IR B K S s o i —— LA 2RI ). 57k, 2023(3): 73-80.

[6] FidmAx. EICMIAEET K ACE 8 R HT L [D]: [ LAnie ], sl Il K, 2023.

[71 P2 #EEHE, REE AR ERR[]. FEZE, 2022, 44(1): 19-21.

[8] Niga. FAKE G Eas%L” [J]. FERSERE, 2022(8): 62-63.

[O] T 3%, AHETS. r A TR S RS IR 1) 2 [ 43 AT ARFAE B R 2 4 AT (3]t S b AR 5T, 2023(10): 1-12.
[10] FHA. =i A IR AR R UL, AR T 4 <5 S I ZA 3] o £, 2023(23): 69-71.

DOI: 10.12677/ecl.2024.131019 160 TR 4TS


https://doi.org/10.12677/ecl.2024.131019
https://www.digitaling.com/articles/471169.html

	新茶饮赛道的狂奔者：浅论蜜雪冰城营销战略
	摘  要
	关键词
	The Runner of the New Tea Drink Track: A Brief Discussion on the Marketing Strategy of Michelle City
	Abstract
	Keywords
	1. 引言
	2. 蜜雪冰城发展史
	2.1. 地摊起家，遍布市井
	2.2. 高速生长，蓬勃发展
	2.3. 类比竞品，优势凸显

	3. 蜜雪冰城的营销战略
	3.1. 特定音符效应
	3.2. 大众媒体化
	3.3. 品牌独特营销
	3.4. 群众定位准确
	3.5. 社会责任宣传以及群众好感度高

	4. 蜜雪冰城的潜在弊端
	4.1. 品牌形象及价值不够凸显
	4.2. 门店运营不够规范化
	4.3. 食安问题有待提高
	4.4. 产品线路有待升级

	5. 蜜雪冰城的改进策略
	5.1. 尝试重新定位品牌形象，营造品牌独有价值
	5.2. 维护门店及后勤运营，确保做到规范化管理
	5.3. 加强食安监管
	5.4. 优化产品线，推成出新

	6. 结语
	参考文献

