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Study on the Quality Improvement Method of Tea Brands
—From the Perspective Brand Personality
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Abstract: Brand feature is the core characteristic of a brand, which can distinguish it from other competitors and enhance its
competitiveness. However, the homogenization of Chinese tea brands seriously restricts the development of the tea industry,
and shaping personalized brands is an urgent need for tea enterprises. From the perspective of consumer engagement, this
paper conducts multiple case studies on CHALI, Zhuyeqing, Bama, and Lipton, and constructs an internal mechanism
model for brand feature formation through content encoding analysis. It is found that the formation of brand characteristic is
influenced by the brand concept, product quality value, symbolic value, and emotional value. Advanced brand concepts help
guide tea enterprises to produce stable and high-quality products through standardized operation and management. Symbolic
value dissemination and emotional value transmission work together to shape unique brand characteristics through interaction
with consumers. This study also provides reference for improving the quality of tea brands based on case analysis results.
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