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Background information

1.Xi Bei Oat Noodle Village is a leading catering enterprise of Northwestern Chinese cuisine
that started as a street-side snack shop in Inner Mongolia. From its humble beginnings, it has
evolved into a chain of large-scale restaurants located in malls, with a decor style transitioning
from traditional Northwest mud-brick architecture to a bright and relaxed layout that highlights
its leisurely and trendy characteristics.

2.0ne of Xi Bei's signature dishes is oat noodles, or "You Mian" in Chinese. As an UN-
recommended top ten healthy food, oat noodles are made from oat flour and provide ten times
the dietary fiber of rice, enjoying high market recognition. However, due to the relative
obscurity of Northwestern cuisine, the word "you," meaning oat, is frequently mispronounced
as "xiao". In 2013, Xi Bei Oat Noodle Village faced stagnant growth, needed a clear brand
image and market positioning, and urgently needed to establish a foothold in the fiercely
competitive catering industry. To make the brand more stable and enduring, Xi Bei must use
language that the market could easily understand, creating a foundation for acceptance and
popularity.

Marketing strategy

Xi Bei plays on the word "You" in English to match the pronunciation of the Chinese character
"fi" in its signature product, buckwheat noodles. This clever use of wordplay turns Valentine's
Day, a holiday originating from Western culture and now a global cultural phenomenon, into
Xi Bei's exclusive celebration. Xi Bei creates a scene within this cultural context, planning the
"I Love Buckwheat Noodles - Kiss for Discount" promotion at the Xi Bei Buckwheat Noodle
Village. For every couple who dines at Xi Bei and kisses each other, the restaurant will offer a
discount on their bill. The deeper the kiss, the greater the discount, with the most challenging
moves earning up to 34% off.

Outcomes

This marketing campaign has dramatically increased customer satisfaction and boosted hotel
occupancy rates and overall revenue through guest word-of-mouth promotion. Taking
advantage of this opportunity, Marriott International has expanded this model to China and
other Asian countries, as seen with the launch of the "Beautiful Mountains, Luxurious Travels
in China" campaign in 2019 in the Central and Western regions of Marriott International, and
activities such as combining local cuisine culture with bike tours at JW Marriott Phu Quoc
Emerald Bay Resort & Spa in Vietnam. This approach is continuing to be implemented across
the Marriott International brand.

Implications & Challenges
A brand is a parasite on top of a super cultural mother organism. Creating super symbols is
based on the inherent dramatics of the brand, which is the cultural mother organism. The longer



the lifespan of the cultural mother organism, the longer the brand ritual that parasitizes it can
last. What Xi Bei should do next is to persist and repeat. The value of creativity lies in repetition;
repeating for 50 years can make it an immortal brand asset.
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Xi Bei Oat Noodle Villag

gure 1. Xi Bei Oat Noodle Village
(https://baijiahao.baidu.com/s?1d=1758343853006952286 & wir=spider&for=pc)
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Figure 2. "I Love Buckwheat Noodles - Kiss for Discount" promotion post
(https://baijiahao.baidu.com/s?id=1691205145818836644&wir=spider&for=pc)
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