Case Name

More than Just Green Tea- West Lake State Guesthouse

Theory

Starvation marketing, Branding

Keywords

Brand rebuilding; VI* design; Cross-border cooperation; Social media promotion
Background information

As a time-honored local luxury hotel Hangzhou West Lake State Guest House is well-
known for its lakeside garden scenery that has accommodated V.I.P guests from both
home and abroad. Being a state-owned hotel, it has got many great opportunities in
hosting diplomatic events and witnessing historical moments. Like other local hotels,
West Lake State Guesthouse has its own Longjing tea brand, unfortunately not widely
acknowledged. Facing fierce competition in the market, the guesthouse is considering
rebranding its image and generating more revenue.

Marketing Strategy

1.Brand Remodeling. Integrated the significant developing stages of the West Lake
State Guesthouse into the historical process of Longjing tea, reflecting the connection
between the two and creating a unique storyline for this particular brand.

2.VI* design. It Included the re-design of logo and packaging, which could highlight
the uniqueness and rareness of the product.

3.Intensified Quality Control. A private tea garden had been launched at the core of the
Longjing planting area to ensure its quality was as great as always.

4Cross-border cooperation. Through cooperating with designer brands, we customized
our "tea+Longquan celadon" products; Excellent innovation on silk brands was made
to launch "tea + silk" products. In addition, one of the most popular programs was the
" Spring water + Longjing tea" combination, “buy Longjing tea, get Hupao spring water
as freebie tea mate” and won the favor of our customers.

5.Narrowing its sales channels on purpose before the tea harvesting season, the
guesthouse had done limited pre-sales which not only reduced its inventory, but also
underscored Longjing tea’s scarcity.

6.Social media promotion. While loading advertisements on social media platforms, we
implemented an adoption program for Longjing tea trees. The adapter's name tags
would be hung on the trees and the annual growth status would be sent to the adopter
as well, which would enhance the stickiness, connection and loyalty between the brand
and the guests.

Outcomes

The comprehensive marketing strategy made the Westlake State Guesthouse Longjing
tea brand stand out among star-hotels of its kind. The tea was only reserved in advance
and sold online, so it greatly stimulated consumers' desire to purchase. Although the
price was much higher than the others’, it was still in high demand. The tea revenue had
been folded five times to millions of dollars.

Implications & Challenges

The starvation marketing would reflect on the high-quality image of the brand if used
properly. While we need to find out whether this method was suitable for remodeling



Longjing tea brand and whether there are more applicable ways that can stress on the
uniqueness of the product.

VI Is visual identity, which is the visual identity system of a company and part

of its brand management system. It is also part of a company’s brand management
system, such as a logo design.
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