Case Name

Xixi Banquet-Hangzhou Xixi Sheraton Hotel

Theory

Experiential Marketing; Gen Z consumption preference

Keywords

Catering + and Immersive Theater Experiences

Background

The stereotypical image of traditional dining in Western restaurants is that guests dine
elegantly in suits with etiquette. The experience of "Dining +" Immersive Theatre is
that the audience could watch the show up close and enjoy a fine meal while even
performing in the story's following plot. The leading performers act with the audience,
and their performance can lead the audience into the show in a second. At the same
time, the performers' perfect improvisation, singing, dancing, and interaction with the
audience will make so much fun for the audience throughout the performance. The
audience will never forget the experience even after they leave the restaurant. The
Sheraton Xixi Paradise Hotel has made rapid adjustments to suit the dramatic changes
in the dining environment and consumer trends by strengthening product innovation. It
indeed meets the higher demand for dining experiences in the post-epidemic era.
Marketing strategy

On its 11th anniversary, Xixi Paradise, by the Xixi Wetland, launched a new dining
experience called "Dining + X". Having the exquisite French cuisine, suspense drama,
NPC interaction and immersive singing and dancing all together, dressed in traditional
Chinese costumes, the audience time traveled to the Welcome Banquet for the French
envoy in the Song Dynasty. Customers could watch the performance while enjoying a
fine French meal and participating in the show.

Outcomes

The dining experience of Western food + immersive theatre is a refreshing change from
the stereotypical dining experience in Western restaurants and a significant
enhancement of the dining experience. The campaign made Sheraton Xixi Hotel's
Western restaurant a publicity hotspot and expanded the target customer base,
especially young people keen to catch up with the trendy Generation Z. The campaign
was promoted on both online and offline channels, with distribution rewards to
stimulate consumer fission and live streaming on the online platforms, resulting in a
nearly 12-fold increase in sales on the Sheraton Xixi's integrated microsite marketing
platform compared to last year.

Implications & Challenges

The cost of offering an immersive experience is much higher than that of standard
restaurants. The costs of costumes, event setups, dressers, and professional performers
are on the high side of labor costs. To make profits, it is also an additional costume and
make-up fee charged to customers—all the above results in a high unit cost that deters
a large portion of the consumer base.
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