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Background Information

Chinese tea is divided into six categories: green tea, white tea, yellow tea, oolong tea, black tea,
and dark tea. Wuyi Mountain Rock Tea is a traditional Chinese tea belonging to the oolong tea
category, especially the Dahongpao category, the best of the four famous Wuyi Mountain Rock
Teas.

There are many types of tea together with tea farmers and tea factories on Wuyi Mountain. To
stand out in the complex market, tea companies need to first accurately position themselves in the
market according to the quality of their tea, then find potential consumer groups with
corresponding consumption capacity through various effective channels, and use the most
effective methods and costs to increase the revenue of tea companies.

This case concerns a friend's tea company, Xiangyan Rock Tea. It is located in the Wuyi Mountain
Scenic Area, and the scenic area's high-net-worth customer resources have been used to promote
its tea.

Marketing Strategy

Xiangyan Rock Tea is a core ecological tea garden because the original tea leaves are produced in
the mountainous area with excellent water, soil, and climate in the Wuyi Mountain Scenic Area.
Its average temperature is 12-13 Celcius, annual rainfall is 2000mm, average altitude is over 700
meters, and relative humidity is >85%. Therefore, its tea quality is superior, so the product is
positioned as medium to high-end, and the price is pretty high.

The management team of Xiangyan Rock Tea knows that its products are of supreme quality, so
they need to find targeted customers with purchasing power and tea-drinking demand. They use
their relationship with the senior management of the local commercial real estate and cultural
tourism circles to connect with them. The real estate and cultural tourism businesses are heavy
asset industries, so the middle and high personnel's consumption power is good. These two
industries are particularly rich in brainstorming, and their demand for tea is high. Therefore, tea
companies have put much effort into channeling and penetrating the relationship between these
two industries for a profitable transformation. Not only do they obtain potential customers' contact
information through WeChat, but they also send high-quality complimentary tea for their tasting
after contact. Through constant and polite delivery of greetings during holidays, the tea company
has gained customers' trust with purchasing power and a demand for tea, thus converting potential
customers into actual buyers.

Outcomes
After entering the middle and high-level circles of tea consumers, Xiangyan Rock Tea Company
has dramatically increased its revenue by demonstrating its quality through small samples and
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timely follow-up with customers. Moreover, the real estate and tour businesses correspond often,
and the revenue increased exponentially through word-of-mouth after the settlement on product
quality and customer relations.

Implications & Challenges
Since the marketing channel has been established on people-to-people relations, predicting
potential sales and planning for long-term production would require extensive work.

In the next two to three years, a stable group of repeat customers can be achieved. In this case,
sales plan can be made prior to the production to consume excessive inventory.
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