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Background information

1.Cirque du Soleil originated in Quebec, Canada in 1984. Since it was established,
Cirque du Solei has created gorgeous performances in more than 300 cities across six
continents in the world. It has brought surprising and joyful expectations more than
imagination to the audience. With the improvement of consumption level of domestic
residents, the overall consumer market has been upgraded, making "physical
consumption + service experience" orienting spiritual consumption a major trend.
Cirque du Soleil just suits such a trend of cultural consumption.

2.Cirque du Soleil "X" is an innovative work of intensive integration of art and
technology. As a benchmark in the global live entertainment industry, Cirque du Soleil
has the persistent belief in pursuing perfection in its performance and presenting a stage
beyond perfection to the audience. As the first stop of the premiere performance,
Hangzhou Xintiandi Sun Theater can accommodate nearly 1,500 audience members
per show. According to the plot, audiences representing the two countries of the East
and West sit in two sitting areas and rotate their positions with the progress of the play.
The 360-degree rotating seats bring the audience a unique experience.

Marketing Strategy

In August 2019, Cirque du Soleil X Yeezy Realm became the Hangzhou performance
in residence created by Hangzhou Xintiandi Group and Cirque du Soleil Entertainment
Group. Unlike previous sales of shows, “the X Fantasy Land” was pre-sold nine months
in advance and gave gifts to ticket buyers on New Year's Day and the Spring Festival,
respectively to raise the audience's anticipation and increase the stickiness of the
audience. Meanwhile, the cultural travel package of "Show + 5-star Hotel + Buftet",
themed “the X Fantasy Land”, was unique in the market of Jiangsu, Zhejiang and
Shanghai. It was mainly for vacation and short-distance travel and received great praise
from consumers and sold out in a short time.

Outcomes

October 23, 2018, the brand was launched, parallelly broadcasted was live on the
official website and online pre-sale of tickets simultaneously started. In 8 minutes, the
seats of 1,680 yuan/p were sold out and added two more sales. Finally, it resulted in the
average unit price being 1,000 yuan/p. It created a historical record of unit price in the
domestic industry when its average unit price was less than 280 yuan/p in the market.
By the beginning of the show, there was not a single case of ticket refunds from the pre-
sales which achieved the marketing goal of unity of quality and effectiveness. The
audience's word of mouth gave confidence to the investors. It has become a famous
cultural tourism product in Hangzhou.

Implications & Challenges

Unlike traditional Chinese acrobatics that emphasize skill, Cirque du Soleil is very



different in terms of content of performance and interaction methods with the audience.
In terms of marketing, what does the vigorous Cirque du Soleil inspire China's offline
performance market? How to innovate the development of cultural tourism products?
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