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Background Information

1.

JJ Lin JJ20 World Tour

To commemorate the 20th anniversary of his debut, Singaporean singer JJ Lin launched a
world concert tour starting in November 2022, covering more than 30 cities in Asia, North
America, and Europe. At the concert, each audience member received a gift kit, including
a light stick and a drink voucher for the Miracle Coffee flagship store in Singapore.

Miracle Coffee

JJ Lin started a coffee brand in 2017, headquartered in Taiwan, China. It focuses on high-
quality coffee, tea, and desserts. Its flagship stores are located in Singapore and Taipei. JJ
Lin is a "coffee stall" in cities of mainland China where it is touring, such as Guangzhou,
Beijing, Nanjing, Chengdu, Hangzhou, etc. The coffee is priced from 28-38 yuan.

Marketing Strategy

1.

Branding strategy - celebrity effect

On March 16 and 17, 2024, JJ Lin held a concert in Hangzhou and selected the famous
atrium on the first floor of the Longhu Tianjie Shopping Mall in Binjiang District for a
four-day flash mob event. On the first day of the event, within 15 minutes after the opening
of the online reservation, 2,100 downtown-only special orders were sold, 38 yuan for each
cup. In the afternoon of the 16th, JJ Lin went to buy coffee to advertise for the flashmob
event. Due to the influence of the idol, even though Miracle Coffee is not cheap, the
flashmob quickly attracted an enormous amount of fans to order coffee from the coffee
shops and share the moment like what their idol did on social media platforms. On the 17th,
3,500 cups were sold within 3 minutes after the mini APP had been put online. The total
revenue during the event was expected to exceed 1 million yuan.

Joint marketing - expand brand influence

The flagship store in Singapore is located on the first floor of the Marina Bay Sands Art
Museum. Fans with “special offer” cards can go to the service center on the B1 floor of the
Mall to apply for a real-name membership card and recharge their account with coffee
coupons. Then, they can use the electronic coupon and enjoy a free drink.

In coffee shops in mainland China, the flashmob coffee stall gives away a miracle souvenir
passport. The idea is that you can not only stamp the passport with the peculiar stamp of
each city but also follow the mall's social media account and enjoy discounts on other stores
by showing the souvenir passport.

Outcomes

1.

Miracle Coffee increases the number of users and store revenue
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For the Singapore flagship store, fans who go there to exchange free drinks can become
potential customers. Therefore, desserts in the store can be sold to customers as well

For domestic flashmob coffee stalls, customers can make online reservations through the
WeChat mini-app, which increases the number of active users. In addition, an online virtual
city stamp campaign was launched. Users can light up that city’s stamp by uploading the
city's coffee receipt. By collecting a certain number of stamps, they can exchange coffee
coupons, imperceptibly enhancing customer loyalty.

Increased mall membership and popularity

In Singapore, you must register first as a member of the Sands Mall with a real identity to
exchange coffee since your email and mobile information will allow the shop to promote
its products.

In China, it is convenient for the mall where the flashmob coffee stall is located to do other
relevant promotions, which can increase its popularity for checking in.

Implications & Challenges

1.

Coffee quality assurance and new product promotion
Consumers are willing to pay for over-priced coffee, but that doesn’t mean they are dumb.
Miracle Coffee still needs to maintain coffee quality and constantly release new products.

The idols themselves need to maintain positive image

Now most customers are fans of JJ Lin, So the idol must have a positive influence to keep
up continuing consumption. Once the idol gets a poor reputation for some reason, the
coffee shop business will collapse instantly because it has no other core competence.
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