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Background Information
1. China's performance consumption market has enormous potential. After the epidemic,
there have been many phenomenal performances and concerts, and the industry thrives.

2. The Grand Theater has always been state-owned and operated due to some special
historical reasons. It is only in recent years that private capital has squeezed into the theater
operation track. As the first large theater in Hangzhou, the Grand Theater is controlled by
state-owned capital and privately managed and operated (Dafeng Culture). Implementing
excellent management work, promoting the correct ideology, and impressing the audience
with our brand are the primary tasks of the new theater.

3. Before the opening of the "Jinsha Lake Grand Theater," there were eight theaters in
Hangzhou with more than 1,000 seats, all of which were state-owned and operated. The
pressure of the Jinsha Lake Grand Theater in such fierce competition is imaginable. As a
newly opened theater in Qiantang New District, it has a superior location adjacent to Jinsha
Lake, and it is surrounded by matured mid-to-high-end hotels and commercial complexes
such as "The Hilton Canopy Hotel" and "Longhu Paradise Walk,” all of which are within
a 10-minute walk. The average price of lakeside residences is over 40,000 yuan/square
meter, and the residents are usually local mid-to-high-end consumers.

Marketing Strategy

To quickly gain popularity as a "landmark," before the "Jinsha Lake Grand Theater" opened, it
officially announced the phenomenal performance "Phantom of the Opera - Chinese Version." To
catch the attention of the Hangzhou market, the theater conducted an overwhelming video
promotion of the show on new social media platforms, inviting the show's biggest idol "Ayunga"
and the famous American actor "Fei Xiang" who starred in the original Phantom to Promote it. At
the same time, the co-branded "Canopy by Hilton" launched an afternoon teatime with the same
theme as the show actors doing a " flashmob" and " pet flash mob" in the adjacent complex. Before
the performance, some mainstream media, opinion leaders, and VIP customers from Jiangsu,
Zhejiang, and Shanghai were invited to experience it together, and their excitement was shared
through social media such as WeChat/Weibo/Xiaohongshu/Douyin, which have many famous
influencers.

Outcomes

This marketing campaign was very successful, improving the reputation of the theater and boosting
the theater's attendance and overall revenue through word-of-mouth by the audience. Due to the
remarkable marketing response, two more performances were added to cater to the demand. In the
end, the box office of the performance exceeded 4 million, which established the popularity of
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Jinsha Lake Grand Theater in the theater circles of Jiangsu, Zhejiang, and Shanghai. Dafeng
Culture owns several theaters, and this cross-border cooperation model will continue to be carried
out within the group.

Implications & Challenges

The trend of theater development is sticking close to regional culture. Theater integrates with
regional culture and the culture of the community to which it belongs. Its ultimate standing point
is the theater's localized merging with regional and community culture. Creating a specific way of
localization and achieving both economic and social benefits can be an excellent challenge for the
theater.
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