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[bookmark: _Toc14133]Executive Summary
In order to achieve a win-win situation in the healthy competition between products and services, chain catering enterprises need not only the continuous improvement of product quality, but also the continuous improvement of service quality. Otherwise, the healthy and sustainable development of enterprises will be affected. In the process of development, chain catering enterprises have formed rich experiential marketing activities. They continuously improve their marketing strategies to achieve effective management and sustainable development.














[bookmark: _Toc27390]1.0 Introduction
Market competition is becoming increasingly fierce. If chain catering enterprises want to increase their market share, on the one hand, they need to improve the executive power of marketing planning, on the other hand, they need enterprise managers to update their marketing concepts and enrich their theoretical knowledge. As an effective marketing concept, experiential marketing has gained wide support and recognition in the development process of enterprises.

[bookmark: _Toc26562][bookmark: _Toc20974][bookmark: _Toc313486934]1.1 Specific
In order to achieve effective management and sustainable development, chain catering enterprises will continuously improve their marketing strategies (Boysen,2019) , so that the implementation of plans will be precise and specific.

[bookmark: _Toc25866][bookmark: _Toc16165][bookmark: _Toc313486935]1.2 Measurable
The second-hand information included in this report was obtained through searching on books and academic websites, and was filtered for relevance for citation. Relevant citations were combined with the article, thus measurable goals can be considered achieved (2020).

[bookmark: _Toc6634][bookmark: _Toc7843][bookmark: _Toc313486936]1.3 Achievable
In order to provide a reasonable theoretical basis for this Marketing plan, it was difficult to choose expansion research at the beginning, which led to the limited expansion information of chain catering enterprises (Fishman and Tarun,1999). After some attempts, the Marketing plan was still completed within the specified time.

[bookmark: _Toc12308][bookmark: _Toc30970][bookmark: _Toc313486937]1.4 Realistic
The information of this report was researched in the chain's official website or on other offical comment webs. And also some information come from professional books.    So the realistic objective is achieved.

[bookmark: _Toc4378][bookmark: _Toc16964]1.5 Timetable
The whole report is divided into three parts, and in each part have relevant schedule.

[bookmark: _Toc21602]2.0 Main Findings 
[bookmark: _Toc12098]2.1 Analysis of theme-based experience marketing strategy
Theme restaurants are more and more accepted and loved by consumers. Chain catering enterprises can adopt theme-based experiential marketing to carry out marketing work (Alchian,1965). With the rapid development of society and economy, people's awareness of food and beverage consumption is becoming stronger and stronger, and they pay more and more attention to the innovation and personalized service of food and beverage (Arrow,1994). Through consumption in catering enterprises, consumers not only get food needs, but also bring spiritual and emotional interaction (Coleman,1998). Many theme restaurants in the context of rendering can be said to be a big deal. It satisfies the diners' pursuit of food, and also increases the taste of food in terms of vision, touch, smell and hearing. Therefore, the "theme" makes each other fit together, opens the topic and gets close to the diners' hearts.

Thematic experiential marketing strategy can be divided into two contents, which are the same global theme and local theme. Chain catering enterprises can make specific and unified regulations on the decoration style, product style and service standards of each branch, and provide consumers with the best dining environment by using personalized themes to deepen the impression of consumers on food culture (Chen and Roger,2005). At the same time, because of the different personalized needs of consumers, chain catering enterprises can carry out local themed marketing strategies, which can avoid the risk of loss of consumer groups caused by a single and fixed style (Mcdonald,1999). Local themed marketing programs attract target customer groups from multiple angles, highlight the enterprise's comprehensive culture and style characteristics, and better reflect the consumption differences caused by geographical factors, environmental factors and human factors (Maksimovic, et al.,1991).

[bookmark: _Toc6505]2.2 The characteristic products and service experience marketing strategy of chain catering enterprises
Consumer satisfaction and support is the standard for chain catering enterprises to develop personalized catering services. The marketing model developed by traditional chain catering enterprises is popular and the catering service provided to consumers is stereotyped, which also happens to ignore the personalized needs of consumers (Myers,1997). With the increasingly fierce market economy, traditional and standardized catering services have been unable to meet the ideological and consumption needs of consumers. Modern society begins to pay attention to individual personalized development and self-cognition, consumers' self-understanding has been improved, and the consumption characteristics of target customer groups are also developing towards the direction of personalized development. In order to stand out in the fierce market competition, chain catering enterprises need to constantly innovate and subvert the traditional catering service and mode, so as to provide consumers with fresher, more interesting and more sentimental products and service mode (Nicos, et al.,1999).

Chain catering enterprises should take the experience value and emotion of consumers as the direction of development, and uphold the purpose of "product differentiation, functional flexibility, added value comfort and situational resonance" in the process of developing catering services with unique cultural atmosphere, so as to maximize the interests of both supply and demand (Ritter, 2002). Chain catering enterprises have formed a unique image and culture through long-term development and operation, which is the extension of management institutionalization and behavior standardization. The establishment of service standards for chain catering enterprises should be guided by consumer experience, fully understand the real ideas of consumers, thus understand the cultural temperament and cultural value orientation of customers, and combine with the actual operating conditions of chain catering enterprises to find common points, in order to deal with the relationship between consumers and chain catering enterprises (Reint, 2002). Cultivate more loyal consumer groups, product supporters and brand communicators for chain catering enterprises.

[bookmark: _Toc8018]3.0 SOSTAC should be used to structure the Marketing Plan: 
[bookmark: _Toc25193]3.1 Situation Analysis  
Both internal and external marketing are effective, enhancing the value of emotional experience. The employee turnover rate of catering enterprises remains high, and enterprises should care for their employees. Treating employees as family members is a prerequisite for providing high-quality service to customers. The result is that employees treat the company as a family, which means they will treat customers as family members and take care of them with care and affection (Saumitra, 2002). This kind of humane and emotional service can truly trigger customers' emotions and infect them. This is the family and culture of affection. Caring for employees means treating them as family members, trusting them like family members, and making everyone a manager. Customers are the focus of marketing, and catering enterprises should truly care for customers, surprise and move them.

[bookmark: _Toc29921]3.2 Objectives  
With the vigorous rise of the experience economy globally and the continuous improvement of people's living standards, consumers' consumption needs are no longer solely satisfied with the product itself, but more focused on the process of experiencing the product. For the catering service industry, consumers are more concerned about unique and beautiful dining experiences. Mass catering enterprises should combine their own characteristics, actively explore the application of new experiential marketing models, accelerate their transformation and upgrading, and promote the sustainable development of the mass catering industry (Dong, 2017).

[bookmark: _Toc23472]3.3 Strategy
Theme restaurant are more and more accepted and loved by consumers. Chain catering enterprises can adopt theme experience marketing methods to carry out marketing work (Hirschman, 1970). With the rapid development of society and economy, people's awareness of catering consumption is becoming stronger, and they are paying more and more attention to innovation and personalized services in catering. Through the consumption in catering enterprises, consumers not only obtain the demand for food, but also bring about spiritual and emotional interaction. Many theme restaurant play a big role in the situation.

[bookmark: _Toc30797]3.4 Tactics  
The endogenous theory of the formation mechanism of consumer experiential marketing mainly refers to the fact that consumers' sense of identity in experiential marketing originates from their own needs (Lewin, 1999). The theoretical foundation of this viewpoint is Maslow's hierarchy of needs theory, which holds that the level of satisfaction consumers experience depends on the identity between their perceived content and their expected content. Customer experience is the interaction between customers, companies, and relevant representatives of the company, which can create some reactions; If the response is positive, it will make the customer recognize the value of the product or service. Experiential marketing is an innovative business model in which enterprises develop experiential products and create experiential scenarios to attract customers to participate in interactions, thereby forming experiential value and achieving business objectives (Li, 2007). Through consumer participation in the physical design of chain catering enterprises, corresponding feelings are created; Customers also have a synchronous impact on the development process of experiential events created by chain catering enterprises through feedback on their interactive behavior, thus forming an interactive relationship between the two.

[bookmark: _Toc27720]3.5 Actions 
Chain catering enterprises should customize personalized catering services for consumers based on improving consumer satisfaction and loyalty. Conventional chain catering enterprises usually operate with the concept of providing indiscriminate standardized catering services to popular consumers (Ravasi, 2006). However, in the increasingly fierce competition in the chain catering market, standardized catering services guided by reducing the operating costs of catering business are difficult to stimulate the consumption desires of the new generation of consumers who advocate personalization. Chain catering enterprises should have a deep understanding of the consumption characteristics of the target customer group in the era of personalized promotion. By providing more participatory and exploratory catering services, they should actively design new products that reject traditional fast food consumption efficiency and emphasize consumer experience, so that consumers can deeply perceive the unique experience that can be obtained by consuming in the chain catering enterprise beyond expectations, Thus increasing their consumption satisfaction rate and desire for repeat consumption.
Specifically, chain catering enterprises should pay attention to the detailed design of personalized services and provide target customers with stable and perfect experience services by changing the catering service process; Chain catering enterprises should actively communicate with consumers throughout the process, use information technology to record the consumption information of old customers and summarize their consumption habits, and provide personalized customized services for them; Chain catering enterprises should establish a comprehensive feedback mechanism for catering service quality information and a risk control mechanism for catering business operations, promptly summarize and analyze negative marketing information feedback from customers, extract general operational risk factors that restrict business expansion, and take effective measures to improve the catering business operation management system, and prevent the recurrence of such inferior services from the institutional level.
Secondly, chain catering enterprises should enhance consumer experience value as a guide to provide consumers with unique cultural atmosphere of catering services (Liu, 2008). The cultural connotation of catering services is the ceremonial institutional norms and behavioral plans with specific cultural connotations extracted by chain catering enterprises in the long-term operation process. The target market customer groups of chain catering enterprises all have certain cultural temperament and cultural value orientation. If chain catering enterprises want to enhance the experiential value of their consumers, they need to deeply explore the cultural temperament and cultural value orientation of their target market customer group, and promote resonance and intersection between the two by transforming the cultural characteristics and cultural value orientation of chain catering enterprises, so that consumers can accept the cultural value connotation of their experiential marketing activities from a cultural perspective, Ultimately, a consumer group with high loyalty to the chain catering enterprise will be formed.

[bookmark: _Toc15379]3.6 Control 
With the changes in consumer consumption characteristics, consumers' personalized consumption demands are presenting a complex and diverse situation, and chain catering enterprises are difficult to predict the exact connotation of consumers' personalized consumption demands in advance. Chain catering enterprises can encourage consumers to participate in the design of their product content and service methods, thereby enhancing their grasp of personalized consumer information and improving their experiential marketing plans. Chain catering enterprises can guide consumers to provide valuable suggestions on improving food and beverage products and services, improving food and beverage service processes, and improving food and beverage cultural atmosphere, and ultimately form new experiential marketing plans that are conducive to enhancing the emotional and behavioral experience value of consumers (Zheng and Li, 2010).

[bookmark: _Toc28135]4.0 Recommendations 
The stickiness between enterprises and consumers directly affects the business status of enterprises. In order to win the support and love of consumers better, chain catering enterprises can use interactive experience marketing strategies with consumers. In the process of development, the fundamental purpose of experiential marketing is to enable consumers to take the initiative to participate in marketing activities. Through innovative experiential marketing programs to increase consumer interaction, improve the quality of food and beverage products and services to enhance consumer loyalty, improve the management process to enhance consumers' sense of identity of food and beverage culture, so as to adapt to the market and cater to consumers.

Food and beverage consumption environment is an important factor to attract consumers to participate in marketing activities. In the style design of each branch, chain catering enterprises generally render the decoration style of the store respectively according to the local customs, regional conditions and the personalized needs of consumers. This can not only better consolidate and attract new and old customers, open the new customer market, but also improve the comfort and sense of identity of consumers. Chain catering enterprises need to continuously improve the performance of stores to meet the needs of various consumer groups. Only by winning the support and love of consumers, can the product value and service connotation of chain catering enterprises be realized.

[bookmark: _Toc18301]5.0 Conclusions 
Chain catering enterprises can encourage consumers to actively participate in the interaction of catering consumption environment. Chain catering enterprises should abandon the neat and uniform dining table design style, and instead set up various dining table styles, so that each dining area can form a relatively unique dining consumption environment. Consumers can obtain relatively loose and free activity space from the overall environment of chain restaurants, as well as a sense of consumer satisfaction from the personalized dining environment they order. Chain catering enterprises can implement personalized dining space decoration for customized dining spaces of old customers, allowing them to design their dining environment according to their consumption desires in principle, thereby effectively helping chain catering enterprises consolidate their old customer market. In the process of operation and development, chain catering enterprises can adopt experiential marketing strategies to consolidate and attract consumer groups. In order to better meet the needs of market competition and enterprise development, chain catering enterprises should make comprehensive improvement and innovation from various aspects in the process of marketing strategy implementation, so as to better understand the individual needs and consumption value orientation of consumers. So as to improve the social and economic benefits of chain catering enterprises, in the fierce competition to achieve healthy and sustainable development.
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