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Haidilao has 466 branches worldwide, making it the fifth-largest restaurant

chain globally. Its unique experiential services in the hotpot industry have
gained significant media attention, showing that consumers value the dining
experience as well as the food. This study will analyze Haidilao's marketing
strategies and use a questionnaire to determine if consumers accept the prices
of these services, if they continue to attract customers, and whether the costs
are a marketing advantage or an operational burden.

In-store products:hot pot

Product
In-store services such as manicure, Sichuan Opera face-
changing, free cones, etc
Price Ordering is by single item, soup bases priced up to 220 NTD.
Place Physical store, vacuum bag
Promotion Holiday discounts, redeem points, add LINE to receive coupons

Recommehndations based on the research findings

(1) Maintain the main source of competitiveness

(2) Launch more preferential programs

(3) Strengthen the operation of network channels Y
(4) Expand the sales scope and promotion of additionalfprodiets
(5)

(6)

Continue to improve experiential services
Formulation of improvement strategies
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