Case name

Big happiness is hard to come by, but small happiness is good" - Atour and Heytea
Welcome the "small happiness day" before Mid-Autumn Festival

Theory

Social media marketing; market segmentation

Keywords

Heytea; Atour Hotels; IP co-branding; Mid-Autumn Festival

Background information

1. In 2013, Atour Hotels was founded to target the mid-to-high-end hotel market in
mainland China, where the industry is relatively blank. Since then, Atour Hotels has
grown rapidly and become a dark horse in the mid-to-high-end hotel market. The
hotel brand emphasizes IP co-branding and social media marketing. According to the
China Hotel Association, Atour Hotels ranked NO.1 in terms of brand scale and
market share among high-end hotel chains in China, surpassing the listed hotel brands
of Huazhu Group, Jinjiang Group, and Beijing Tourism Group.

2. In 2020, due to the epidemic, many hotels broke their capital chains and closed
down one after another. Atour Hotels leaned more towards the franchise model and
operated relatively stable compared to other hotels but still incurred losses.

With hotel. groups such as Huazhu Group, Jinjiang Group and Beijing

Tourism Group entering the mid-to-high-end hotel market, Atour Hotels' space for
survival was squeezed. The crisis of trust, the failure of the listing, and the
disadvantages of the franchise model have put Atour Hotels in a difficult situation on
all sides. It will take time to verify whether it can stand out and be successfully
listed.

3. As a long-time netizen of Chinese brands, Heytea is mainly inspired by everyday
life while co-branding with various brands and incorporating Heytea ideas in its
marketing based on festive features and popular events. Atour Hotels has a long
history with tea. Firstly, it has pioneered a "100% tea service" in the

industry; secondly, it has launched the "Tea in Yado Village" industry project in the
place where the brand originated to help develop the local tea industry.

Marketing Strategy

Heytea and Atour Hotels have a co-branding activity it has three levels of interaction:
1. Heytea Day-themed room. The theme room is open for three days and features
many lemon balls in the bathtub. The room intends to relax and relieve stress,
allowing the drink "lemon tea" and the hotel's relaxation to be closely combined with
the characteristics of the two brands.

2. Complimentary drink for a Little Happiness Day stay. When customers stay at a
designated Atour hotel, they will receive a total of 10,000 bottles of low-sugar lemon
tea while supplies last.

3. Gifts for free. Customers can enter to win a "Stress Relief Gift Pack" by talking
about "a recent happy event" in the comments on Atour Hotels' WeChat public
website.



Outcomes

This cross-border cooperation was held before the Mid-Autumn Festival so as not to

delay the festivities with friends and family but also to warm up for the festival,
"Little Happiness" can be interpreted as "Little Happiness Day," co-hosted by Atour
Hotels and Heytea Bottles. "Many Happinesses Day" can be interpreted as the
Mid-Autumn Festival, when family and friends gather to enjoy the bright moon
together. Atour and Heytea are breaking the standardized perceptions of the
mid-to-high-end hotel chain and the new tea industry, respectively, from a lifestyle
perspective. The consumer groups of Atour hotels and Heytea are highly overlapping,

with the young generation accounting for the most significant proportion. In the end,
the two sides formed a kind of solid combination, mutually leveraging the IP joint model,
bringing a slight surprise to customers.

Implications & Challenges

Although this is a co-branding between a hotel and a tea

brand, there is an overlap in the development philosophy of both parties, and both
parties are committed to providing differentiated and personalized services to
customers. This co-branding has given both parties a newer understanding of IP
cooperation, laying the foundation for future IP cooperation between Atour Hotels.
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