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Abstract

Thisthesis, through analyzing the marketing environment of L Tea Company at
first, including environmental analysis, competitor's analysis, market / customer's
analysis, products segment, market of goal, positioning, point out the current situation,
existing problem and chance to L Tea Company, and use the marketing theory of 4Ps
and city marketing theory, analyze marketing tactics scheme of L Tea Company, carry
on the discussion to the development of L tea company.

L Tea Company should devote to strengthen tea research investment, tea deep
processing, insist characteristic tea product development, implement differential
management, enhance the product quality and optimize product structure, in order to
satisfy the market requirement, enhance the tea product competitive ability, obtain
more economic efficiency.

About price tactic, adopt product combination fixed price, changeable price, the
smallest unit fixed price; Strengthen marketing channel and the terminal price
administration and implement the wholesale, retail salesinstruction price, guide the
dealer to follow the profession pricerule.

About channel tactic, adopt cross region market wholesale; the union of region
agent and market wholesale, the alliance shop and so on. After stronger, select
provincia direct sale and city agent, branch store. Strengthen the maintenance and
development of market network, terminal sell, fully displays market circuit function,
enhance operation efficiency of business ranks, fund class, information flow.

L. Tea Company may utilize city market introduction, conduct activities, from
exposition, art festival, trade fair to folk custom activity, increase cultural propaganda,
to complete city sale or establish relation with city customer.

The study will offer reference for the development of the late coming regional tea
brand, in order to explore and promote the experience of Chinese teaindustry's

development.

Key Words. Anxi Tieguanyin; Marketing Srategy; City Marketing
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