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Analysis of the Behaviour and Strategies of Chinese Fashion Beverage Brands
Entering the Thai Market

Song Lin!, Zhang Yiping!

"Yunnan Economics Trade and Foreign Affairs College, Kunming, China

Abstract: With the acceleration of globalisation and the intensification of domestic market
competition, Chinese fashion beverage brands—such as HEYTEA, Nayuki, and CHAGEE—have
been actively expanding into Southeast Asian markets. Among these, the Thai market has emerged
as a key target due to its unique consumer environment and significant market potential. This paper
provides a systematic analysis of the entry behaviour and strategies employed by Chinese fashion
beverage brands in the Thai market, with a focus on market conditions, consumer preferences,
competitive landscape, and marketing models. The study finds that the success of Chinese brands in
Thailand is influenced by multiple factors, including precise market positioning, effective social
media marketing, localised product innovation, and optimised supply chain management.
Furthermore, the paper identifies key challenges faced by Chinese brands in the Thai market, such as
low brand awareness, cultural adaptation difficulties, and supply chain management issues. In
response, it proposes targeted optimisation strategies, including strengthening local R&D, expanding
channel networks, enhancing brand influence, and improving operational cost efficiency. The
findings offer valuable insights for the internationalisation of Chinese fashion beverage brands and
serve as a useful reference for other industries seeking to expand into overseas markets.

Keywords: Fashion Beverages; Thai Market; Behaviour and Strategy Analysis

28



	中国时尚饮品品牌进入泰国市场的行为与策略分析
	摘要：随着全球化的加速和国内市场竞争的加剧，中国时尚饮品品牌（如喜茶、奈雪的茶、霸王茶姬等）纷纷进入
	本地供应链布局是降低运营成本的关键，可通过建立原料采购中心、与泰国本地奶制品/水果供应商合作等方式降


