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Background Information

1.

2.

Luckin Coffee has increased its market share in recent years by taking advantage of its
small store model with convenience, fast speed, and high cost-effectiveness. It has also
invited celebrities such as Chang Chen, Tang Wei, Liu Haoran, Xiao Zhan, Jackson
Yee, and Eileen Feng Gu as brand ambassadors and has gained many loyal young
consumers. It plans to expand to 15,000 stores by the end of 2023.\

New brands such as COTTI COFFEE, Manner Coffee, NOWWA, and Xingyunka are
lined up one after another. COTTI COFFEE, created by members of the founding team
of Luckin Coffee, has increased and is competing fiercely with Luckin Coffee in site
selection, products, and marketing. They launched a price war of 9.9 yuan for coffee,
which not only raised the threshold for new entrants but also caused a significant
reduction in the profit margins of both brands.

Marketing Strategy

1.

2.

Keen user insight, innovative taste and flavor

Luckin Coffee accurately targets young customers, and its innovative products, such as
Creamy Dreamy Latte, Velvet Latte, Brown Sugar BoBo Latte, Coconut Latte, and Big
Cheese Latte, are widely praised by consumers. The Sauce-flavored Latte combines
sauce-flavored liquor with coffee, which not only meets consumers' demand for novel
flavors but also broadens the boundaries of the coffee market.

Use the influence of the leading brands of both industries for cross-border cooperation
Kweichow Moutai holds the highest level of the liquor industry and is known for its
"sky-high prices," which keep many young people away. Through cooperation with
Luckin, Kweichow Moutai has achieved brand rejuvenation, improved its tonality, and
eliminated the price war with COTTI COFFEE. The co-branding has a good blessing
effect on both parties' traffic, sales, brand, and channels.

Multi-channel collaboration to maximize brand exposure

Luckin Coffee has made "Sauce-flavored Latte" a hot topic in the market through large-
scale advertising, social media promotion, cooperation with celebrities, and inviting
Online celebrities and bloggers to taste the product. Related issues have been raised one
after another. Traditional media, social platforms, KOLs, and consumers participated
in a lively discussion; even professional testing agencies and public security law
enforcement departments participated. Whether positive or negative public opinion,
Luckin Coffee has made complete preparations and plans and has become a cheerful
voice for the brand through rapid public relations guidance.

Outcomes

1.

From August 6 to September 5, 2023, at 4:00 p.m., the public opinion related to Moutai
and Luckin Coffee's co-branded "Sauce-flavored Latte" accumulated 512,000 articles,
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and short video platforms became the leading public opinion field, with 23,000 related
articles.

2. The first-day sales of the Sauce-flavored Latte exceeded 5.42 million cups, and the first-
day sales of the single product exceeded 100 million yuan. By the end of 2023, 45.83
million cups of Sauce-flavored Latte were sold, bringing more than 900 million yuan
in revenue to Luckin Coffee.

3. Luckin Coffee will open 8,034 new stores in 2023, and domestic stores will reach
16,218 by the end of 2023.

Implications & Challenges

Products and services are marketing. Innovative design can create products that bring their
topic traffic. Brand cross-border cooperation is also an effective means of innovation. Both
parties can share resources, advantages, and values to win consumers' attention. Social media
has become an important marketing channel in the current market environment. The timely
interaction and guidance of brands are particularly critical.
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