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The Conceptual Difference between Traditional and Modern Brands from
the Perspective of Herbal Tea Brand Innovation

YANG Min
(Guangdong University of Technology, Guangzhou 510090, China)

ABSTRACT: Purpose This article focuses on the differences between the development of herbal tea brands in Guang-
dong, Hong Kong and Macao based on traditional and modern brand concepts. Methods Through comparative analysis,
the article conducts an in-depth comparative analysis from the heritage concepts, packaging styles of traditional herbal tea
brands in Guangdong, Hong Kong and Macao, and the subversive product innovation of Wanglaoji herbal tea brands for
young people. And then expounds the causes of the differences from four aspects of positioning, crowd, style, and mar-
keting. Conclusion The difference between brands is the contradictory difference between the old and new concepts of the
company's main body and the development of the times. One is that the old ideas restrict the development; the other is that
the innovation drives the brand to be younger. The rapid development of society is accelerating the iteration of the old
ideas. Only by keeping up with the times and culture and constantly innovating, can the traditional old brand maintain its
strong brand vitality and competitiveness. The purpose of this study is to provide innovative paths and methods for the
upgrading and development of traditional herbal tea brands.
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Fig.1 Advertisement of black can herbal tea
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packaging visual styles of herbal tea brands
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Fig.2 Bottled Hong Kong oolong tea
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