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Abstract

Tea has always been a favorite of Chinese people. Tea is indispensable for both literati and
ordinary people. For Chinese people, tea is a kind of beverage and a kind of cultural
accumulation. Drinking tea, drinking is the taste, the product is the heritage of the Millennium
civilization. As a major tea producer, our tea market is very competitive. In this era of developed
information dissemination, the brand awareness of Mengding Mountain tea is not high, and the
weakness of the brand is even more prominent. In order to win a seat in the tea market, the
importance of tea brand is self-evident. This article hopes to find out the defects of tea brand
strategy in mountain areas by comparing the current situation of tea industry and the
development of tea brand in mountain areas. Establish regional brands of local governments and
enterprises, promote the development of local tea industry, put forward suggestions, make local
agriculture face poverty reduction, and fully support poverty reduction at the national level. In
recent years, the number of people engaged in agricultural development has increased. Tea
industry is an important part of the agricultural industry, which has received considerable
attention. The research and practical operation of regional brand of tea have also achieved
fruitful results. Based on the systematic summary of these services, this article begins from the
current situation of the Mengdingshan tea brand, discovers its existing problems, presents

solutions and analyses its future development direction.
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