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Analysis of the efficacy of Haidilao's Marketing Mix in the UK

Executive Summary 

The marketing mix has been taunted as a crucial marketing tool for any business. This tool has become an important method commonly used to study marketing issues. This report presents findings of the analysis of the marketing mix of Haidilao Hotpot Restaurant in the United Kingdom. The evaluation goes forth to identify the shortcomings of Haidilao Hotpot restaurant's marketing mix, and explore the room for improvement in its marketing mix combination. The analysis utilizes the 7ps analysis model for Haidilao Hotpot Restaurant. Finally, the author has provided suggestions for improvement in marketing mix. 

The analysis makes it evident that Haidilao’s marketing approaches and product offerings have made it a successful food dealer in the UK market. Its aggressive marketing and adverting approaches on both traditional and digital media alongside provision of unique product categories has seen this firm create a loyal base of customers that have propelled its growth. 

However, there are still areas that this company needs to work on in order to enhance its services. As provided in the suggestion areas, it is still possible for this company to streamline its operations through the use of technology with a focus of creating efficiency and cost reduction. This will enable it reduce its pricing to favorite rates for poor members of the society. 

It is also important for the company to consider diversifying its product portfolio to consider even the local cuisines instead of relying on its Chinese designs. Introduction of the variety product categories will help attracting a variety of customers thus increase its revenue pool. 

Moreover, it would also be helpful for this firm to study its UK rivals and the trends in the food industry and apply measures to help it transcend this trend. If it fails to monitor the trajectory appropriately, then the company will find itself overtaken by the rivals and events. 

It is hoped that marketers especially those in the food chain business will learn from Hadilao’s strategies and success and work on improving their own. At the same time, the recommendations that have been designed for Haidilao are deemed to be critical for the company in moving it to even a higher success level. 
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1.0 Introduction
This project focuses on Haidilao Hotpot restaurant, which is a popular Chinese hotpot chains with branches not only in China but also in other parts of the world. In 2018, the company opened its first branch in London, as part of its global expansion strategy. The company has currently a plan to increase its eateries to other parts of UK. The chain is popular for its unique customer service. Customers waiting to be served are offered free shoe polishing, free manicures, video games and free massages to pass time. A Chinese-style hotpot meal entails a group of diners who sit around a hot pot which is bubbling with flavored soup where diners place food such as noodles, vegetables and meats which cook in the soup (Haidilao.com, 2019). 
This report firstly presents findings and critical analysis, and then offers the discussion and recommendations, which is followed by the project implementation plan and finally the conclusion.

2.0 Project Aim and objectives 
The core aim of this project is to analyse the efficacy of Haidilao's marketing mix in the UK. Specific objectives that will be addressed include;
1. To analyse the marketing mix of Haidilao Hotpot Restaurant in the United Kingdom

2. To identify the shortcomings of Haidilao Hotpot restaurant's marketing mix

3. To provides suggestions for improvement in marketing mix.
3.0 Research Methods and Data Collection
To collect data, the author will mainly rely on secondary data. Pertinent information regarding the subject of the study is retrieved from the internet particularly Google from the company websites, annual reports, performances and even reviews about the business. Core keywords to be deployed include Haidilao marketing mix, Haidilao marketing operations, and marketing approaches of restaurant industry. To analyse the secondary data collected, the researcher will then embark on thematic analysis of the research results to identify the key themes arising from the secondary data including Haidilao’s product aspects, pricing strategy and promotion activities of Haidilao among aspects of marketing mix. Inclusion criteria will be for articles published within the ten year period, retrieved from credible and official company, organisational or government websites and credible journals or books for other information. 
4.0 Findings and Critical Analysis
4.1 Haidilao Hotpot restaurant's SWOT Analysis 
The SWOT analysis for Haidilao is as summarised in the figure 1 below, detailed information about the strengths, weaknesses, opportunities and threats of Haidilao can be found in the appendix  
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Figure 1; SWOT analysis summary (author)

4.2 7Ps Marketing mix of Haidilao Hotpot Restaurant in the United Kingdom

Product
Haidilao is a Hotpot Restaurant operating under the brand name of Haidilao. In other words, this company has products with different varieties, making it possible for customers to choose a preferred product variety and which serves his or her needs (Ya-ming, 2016). Haidilao’s products are also highly differentiated with unique features comprising of free and personalised services (Liu, 2018). Many customers also prefer Haidilao services because of the additional personalised and free services it offers to customers. Besides the free drinks, games, fruits and snacks, the brand also offers manicures to its clients while they are waiting for the services. Customers also enjoy free leather shoe cleaning, free message services, free photo printing and even children’s play rooms (Gabriel, 2018).
What is more, Haidilao is also popular for its traditional touch and design while also being practical for the consumer’s normal life (Coghlan and Hansen, 2018). Basically, Haidilao Hot Pot Restaurant offers ‘hotpot’ meals to its clientele. In these hot pots is a chemical reaction which is activated by pouring hot water over a heater pad which subsequently releases enough heat to warm a pre-cooked meal within a short time (about 10 minutes) (McFarlan et al, 2018). Besides, Haidilao’s product line also includes sauces and broths and the most recent product named “hotpot for lazy people” which is essentially a self-heating hotpot. Only cold water is needed to prepare this hot pot, making it popular among office workers, students and even travelers. With Haidilao hot pot, one will have a warm meal wherever he or she is. The package contains a variety of packaged ingredients, spoons, heating pad, chopsticks, and bowls (Koetse, 2018). 

Price
Currently, Haidilao’s pricing strategy is based on a competitive pricing model drawn from the competitors pricing analysis. A part from competitor analysis, the company also takes into consideration the cost of operation and services in setting its prices as well as on products where information on competitor’s price is unavailable. However, it should be generally known that Haidilao’s pricing is a bit higher compared to its competitors (Tie-ying, 2011). The higher price is used to make up for the free and personalised features accorded to its customers. Furthermore, the higher costs of its products on the online platform are attributed to free delivery services which are incorporated in the products final price (Liew, 2020). The company also utilises a bundle pricing which entails bundling products together and selling them at lower prices than if the items were sold individually. Among the products sold using this strategy include bean and flour products, meatballs and smashed pastes, classic hot pot dishes and vegetables (Coghlan and Hansen, 2018). 
Place 
There are two main marketing channels followed by Haidilao in reaching its customers. The first one is selling its products on its designated restaurants where customers come directly to have the services and leave when done.  The second strategy is selling through its online platform whereby; customers can order the products directly which get delivered to them (Thabit and Raewf, 2018). 
To provide timely deliveries to its customers, Haidilao has created a department that is solely mandated to manage and deliver orders made partnered with diverse service providers to manage its online operations. There is also in place an omni-channel distribution system where its physical restaurants are integrated with its online stores to further enable customers access the products in an easy way. Considering the high and frequent traffic on its website, there is no doubt that Haidilao makes a substantial amount of sales (Cai, 2015). 

Promotions 

To promote and advertise its products, Haidilao employs a diversity of media channels. In particular, both traditional and digital media is incorporated in its promotion strategy. The channels where it has created its presence include Facebook, YouTube and Twitter which are considered cheaper and with high usage. These platforms are updated regularly and this has helped the company in generating many followers (Labrand, 2017). For instance, a simple search of this company on UK social media using the search term, UK Haidilao will generate the results, alongside the latest updates on the restaurants. 
Personal selling is also an approach that Haidilao considers in increasing its presence and driving sales especially in its retail stores. This entails training its sales force in dealing with customers and providing exemplary and satisfactory services that will influence customer repurchase intentions. In determining a yearly promotional budget, Haidilao employs between 5-10 % of its revenue in making determination of its marketing budget (Pasto, 2018).
People 

Haidilao values all the people including employees, suppliers, and customers in its operations. The individual sales personnel, and those workers are adequately trained to execute their role, how to persuade customers and addressing their needs accordingly (Yiahan, 2019). Suppliers are also valued, which has helped to create a strong relationship. Furthermore, the restaurant attendants are well trained to interact and deal with customers and their issues (Czinkota, 2018). To keep them motivated, employees are given favorable wages and incentives for exemplary performance. 
Process 
To ensure that customers can enjoy favourite meals at the restaurants, Haidilao has installed systems that enable the restaurants to notify the central team whenever the ingredients get low. Once they receive the notifications, the management works by replenishing the restaurants with more products to continue serving customers. This has streamlined ordering and delivering systems, making them timely (Khor, 2019). Besides, Haidilao regularly undertakes market research as well as available opportunities so as to better serve the customer needs. Furthermore, the feedback gained from social media pages and through its helpline is acted upon to enhance customer’s experience (Yiahan, 2019).
Haidilao’s restaurant has also partnered with food deliver apps such as Deliveroo and Uber Eats (Dunlop, 2019). Through these platforms, customers are able to order their Haidilao hot pot and have them delivered right to their homes. A customer will simply need to place an order and then somebody will deliver the ordered food alongside other required tableware including hot pot to the home of the customer at the designated time. This has created convenience and appeal to customers who are happy about Haidilao’s exemplary services (Yao, 2015).
Physical Evidence 

Most of Haidilao’s products are of high quality, to meet or exceed customer expectations. Furthermore, the company designs its restaurants with distinct designs and colors to create appeal for existing and potential customers. Haidilao has also endeavored to open smaller restaurants that serve around 60 tables in proximity to major residential homes and communities (Czinkota, 2018). This way, it is able to reach more customers and access a wider market base in UK. Apart from the free services that Haidilao accords its customers while waiting for the table to be set, the company has strived to ensure that the first thing that comes to the customer’s mind when thinking about Haidilao is great table service. Indeed, this is the company’s culture across all its restaurants and delivery systems. This is exhibited by the exemplary customer service depicted by caring, respectful, concerned and friendly employees who serve its customers (Etiembe, 2017). 

4.3 The shortcomings of Haidilao Hotpot restaurant's marketing mix

Products
The main weakness of Haidilao is that it sticks with its traditional line of products without making use of innovations. In other words, the restaurant does not exploit opportunities in its current market and tailor its product offerings according to the local context, culture and preferences in UK (Liu, 2018). For instance, since its products in the UK market are those of Chinese origin, it would mean most of its customers in the UK market would be the Chinese and a few British customers who may want to taste the Chinese cuisines (Fioretti and Zhu, 2020). 
Pricing 

The high pricing and charges at Haidilao would not only make most of the products out of reach for customers in the lower economic level but will also make many others to be skeptical on purchasing their food (Rui, 2020). Despite provision of free personalised services, some customers feel that Haidilao’s restaurants are overrated and that their services do not meet the expectations as illustrated in the review below; 
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Figure 2: Customer reviews. Source: TripAdvisor (2019a)

Place

As much as this restaurant harbors an online website and ordering system, its social media presence needs to be scaled up.  In particular, the company’s pages on Facebook, Instagram and Twitter are not as much active. Furthermore, according to Trivadvisor (2019), the company’s “great” services are tainted by the long waiting time at the restaurants as evidenced in the below review;
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Figure 3: Customer review about waiting time. Source: TripAdvisor (2019b)

What is more, most of Haidilao’s restaurants are not spacious enough, thus limiting the number of customers who can be served per a particular time. 
Promotions 

As earlier noted, Haidilao’s social media marketing in the UK market is weak as compared to its rivals. Unlike its competitors, the company is yet to hire influences such as movie/TV stars, socialites, artists, or comedians to create awareness of the brand and its offering on social media. This restaurant is further yet to exploit the diverse digital media marketing techniques including the use of blogs, search engine optimisation and banner advertisements (Fioretti and Zhu, 2020).
Furthermore, Haidilao has a weak PR system as depicted by events of the last five years. Specifically, when the food security problem emerged at Haidilao, social media went a buzz with the news which spread amazingly quickly, ruining the company’s reputation in the process (Digital Marketing China, 2014). Although the company was able to restore the reputation after some time, its prevalence for a longer time implied a lack of strong PR system to deal with negative information from social media and even the mainstream media. 
People

Despite provision of training programs for its staff, Haidilao does not yet have a clear strategy of motivating its workforce. This means that many of the staff has no morale to improve performance or exceed target. Additionally, most of the employees do not have adequate training on the basic safety practices both on the stores, company premises and for personal safety welfare. This could have contributed to the food safety issues that had tarnished the company image on some occasions (Pauluzz, & Shen, 2018).
Furthermore, this company has been accused of being insensitive to cultural diversity of employees. On this note, Chinese employees may not adequately understand the culture of other people and therefore could present behavior, services or features that do not quite align with the culture of the UK. This could well explain why the company’s performance is significantly lower compared to the Chinese market (Pauluzz, & Shen, 2018).
Process 

Much of the processes at Haidilao are still carried on a manual level. This is despite the current technological developments that have made it possible for processes to be computerised and automated. This also means that the firm is incurring unnecessary cost in operations. In other words, the company’s innovative capability can be said to be low, thus contributing to high cost and pricing of its services. Additionally, Haidilao’s business model is easily replicable despite the high number of copyrights and patents that the firm harbors (Blogspot.com, 2014). For the industry which this firm operates in, the intellectual property rights are difficult to be implemented. Though effective in thwarting same size competition, it is not easy to stop start-ups from disrupting the markets at different levels (Xie-lin and Xiao-dan, 2014). 
Physical Evidence  
Haidilao does not undertake a regular survey of its customers on what the customers feel about its packaging, restaurant system and goods in general. This makes it hard for the management to understand where or what they need to improve as it regards to packaging and service provision. This makes it impossible for the restaurant to tailor these services and products to the customer’s tastes, preferences or in a way that creates appeal for customers (Blogspot.com, 2014). 
Ambler (2018) also finds the restaurant as being too focused on internal delivery rather than taking into consideration the interests and concerns of external stakeholders. This approach has a potential of leading to customer backlash and negative public relations. Threats of new entrants owing to increased efficiencies and reduced costs are also creating high competition for this company. As much as Haidilao is able to exploit the use of e-commerce and social media to reach its customers at a low cost, most of its competitors in UK are also able to do so (Ya-ming, 2016). Additionally, the industry in which Haidilao operates in is largely dictated by standard pricing.  This could jepopardize Haidilao’s setting of its own prices. Accordingly, the company is unable to raise its prices even when its premium services deserve so (McFarlan et al, 2018). 
5.0 Discussion and recommendations 

5.1 Discussion of the findings 

From Haidilao’s 7P marketing mix analysis, it is evident that Haidlao strives to provide products with superior quality and excellent service. These features have worked to enhance customer loyalty as well as the ability to compete successful in the UK market (McFarlan et al, 2018). Specially, it can be said that the free and personalised services including manicure, body massage, nail cuts, children care services etc have worked by drawing customers closer and creating appeal to its services. However, the free services are catered for by the premium charges that Haidilao charges its customers, thus cushioning the company from a big loss. It should also be noted that Haidlao is performing ideally well in its domestic market. This gives the company the financial muscle necessary in pursuing international markets that could appear risky (Fioretti and Zhu, 2020).  Nonetheless, the flexibility of Haidilao’s business model means that it can be replicated and copied by its rivals. This creates a business risk of the company losing its value to its competitors (Xie-lin and Xiao-dan, 2014). 
It is also noted that the premium prices charged by the company is locking out some category of consumers, especially those in the lower economic situation. Such people would not afford to buy the services from this particular provider and hence; they will look out for food dealers with prices that range within its budget (Manthei, 2017). 
Regarding promotion, it is evident that Haidilao employs a diversity of marketing approaches including the use of digital media and outside advertisements such as the use of posters, and exhibitions. Išoraitė (2016) explains that the use of diverse marketing approaches could contribute to high exposure and expansion of the market base and fans as well as the high sales volumes translating to high returns. 

Much of the processes at Haidilao are still carried on a manual level. This is despite the current technological developments in UK that have made it possible for processes to be computerised and automated. As observed by Joan (2011) this also means that the firm is incurring unnecessary cost in operations. In other words, the company’s innovative capability can be said to be low, thus contributing to high cost and pricing of its services. Comparing the Haidilao’s marketing mix with that of other food restaurants in the UK, a significant difference is noticeable. For instance, most of the restaurants attach a greater importance to corporate social responsibilities, value its people, and care for the environment and use of alternative energy (Howard, 2015). These aspects are ignored or rather missing from Haidilao’s programs and operations. 

5.2 Suggestions for improvement in marketing mix of Haidilao Hotpot restaurant in UK

Firstly, Haidilao needs to extend its current offering and include varieties that are synonymous with the local tastes in UK. As such, Haidilao should consider adding more of British food in their menu including fish and chips, English breakfast, Sunday roast and range of puddings among other favorite food among the locals. In addition to menu expansion, Haidilao needs to adopt innovations to help enhance customer experience. Specifically, the restaurant can adopt the use of online table booking so that customers can be certain that they will get a free space at a particular time. In this, customers only need to click on a specific table on the restaurant’s online site and reserve the table for a specific time that is convenient to them. Other innovative services include contactless payment to allow convenience for customers when making payments.  
Secondly, Haidilao needs to reduce its prices in a way that accommodate all customers in the economic circle. The best way this can be achieved is through diversifying its product portfolio to consider even products that can be afforded by customers in the lower economic segment (McFarlan et al, 2018). Haidilao can also reduce the cost of operations, by automating the necessary functions, liaising and sourcing from lower priced suppliers (Joan, 2011). As observed by Liu and Jie (2017) it is also possible for Haidilao to introduce some little fee for the current free personalised services so that it covers for the hidden charges inherent in the regular services. This will help to reduce the cost of production, and hence the restaurant will be in a position to lower its pricing. 
Thirdly, Haidilao needs to enhance their social media presence. According to Kim, Li and Brymer (2016), social media facilitates keeping in touch and building of personal connection with customers. As such, Haidilao need to adopt various social media platform commonly used in the UK including Instagram, Twitter, Google+ and Facebook. This will entail hiring social media personnel to steer the social media compare for the restaurants. The updates about various offers and promotions can also be placed on the social media sites of Haidilao in order to reach large audience. Besides, the company can adopt social media influencers, artists and influential persons in UK to create awareness of the brand in the UK (Ashill and Jobbe, 2014).

Furthermore, Haidilao needs to offer attractive pay package for it staff including financial and non-financial benefits. It also needs to offer training to enhance their skill in serving the customers and cultural skills to increase their responsiveness to customer needs in the UK. Additionally, the processes at Haidilao need to be automated through technology to minimise human interventions and enable cost reduction. Last but not least, Haidilao needs to undertake a regular customer satisfaction surveys through online and even suggestions boxes stationed in restaurants.         
6.0 Cost Effective and Time Efficient Plan for Implementation of this Project 
	Category 
	Description 
	Projected Time frame
	Projected cost of operation 

	1. Product 

	Introducing new food varieties that are synonymous with the local tastes in UK. These include fish and chips, English breakfast, Sunday roast and range of puddings among other favorite food among the locals.
	2 Months 

(May and June)
	$20000

	2. Pricing 
	Prices reduction to accommodate all customers in the economic circle, and introduce through diversifying its product portfolio and  automating the necessary functions
	2 month 

(May -June  2020)
	$60000

	3. Place  
	Adopt various social media platform commonly used in the UK including Instagram, Twitter, Google+ and Facebook
	Six Months

(May 2020 Nov 2020)
	$80000

	4. Promotion
	Updating about various offers and promotions on the social media sites and adopting social media influencers, artists and influential persons in UK to create awareness of the brand in the UK
	One Month 

(June, 2020)
	$20000

	5. People 
	offer attractive pay package for it staff and training
	One Year 

(2020)
	$60000

	Process 
	Processes automation
	One Year 

(2020)
	$80000

	Physical evidence 
	Regular customer satisfaction surveys through online and suggestions boxes 
	2 month 

(May -June  2020)
	$20000


7.0 Conclusion 

In summary, Haidilao’s marketing approaches and product offerings have made it a successful food dealer in the UK market. Its aggressive marketing and adverting approaches on both traditional and digital media alongside provision of unique product categories has seen this firm create a loyal base of customers that have propelled its growth. However, there are still areas that this company needs to work on in order to enhance its services. As provided in the suggestion areas, it is still possible for this company to streamline its operations through the use of technology with a focus of creating efficiency and cost reduction. This will enable it reduce its pricing to favorite rates for poor members of the society. It is also important for the company to consider diversifying its product portfolio to consider even the local cuisines. Introduction of the variety product categories will help attracting a variety of customers thus increase its revenue pool. Moreover, it would also be helpful for the company to conduct regular customer satisfaction surveys to know level of satisfaction among the customers in the UK 
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Appendix:  Haidilao’s SWOT ANALYSIS 
Strengths

Among Haidilao’s Strengths is its superior service and product quality. This is among the features that have enhanced customer loyalty towards the company. According to Platform Executive (2020) Haidilao emphasis on providing quality of services and products has worked for its own good. Accordingly, Haidilao is able to compete successfully on the international market. 

This restaurant has also so far shown a successful track record in market performance. This pertains to launching new products both in the local market and also in its international presence. Ambler (2018) confirms that Haidilao has launched and tested different concepts in a diversity of markets most of which have been successful. 

The domestic market in which Haidilao operates is a robust one. This provides both roadblock and strength to the innovation and growth of the company. The high potential in the local market reinforces its capability to pursue international markets since its already cushioned from extreme risks (Ambler, 2018).  

Haidilao’s intellectual property has also been its source of strength which has propelled it to a higher competitive position. Currently, this company boasts of proprietary recipes and kitchen processes which are both from creators while others are gained through innovation. This has helped in motivating its people, improving its customer service as well as leverage on its competitive strategy (Liu and Jie, 2017). 

Haidilaos premium charges as compared to its competitors have helped in creating high margins. The high margins have helped the company in thwarting competitive pressures as well as in investing in market expansions, developments, research and innovation (Liu and Jie, 2017). 

Haidilao also enjoys a first mover advantage. Experimentation in a diversity of segments has helped this company in finding unique solutions for exploiting the potential market (Cheng, and Wang, 2013).

Lastly, this company enjoys a strong relationship with its suppliers, as well as other members of the supply chain. Through leveraging the skills of its supply chain partners, Haidilao can be able to increase its services and products. 

Weaknesses 

Despite the stability of its balance sheet, the company is experiencing low return on investment. According to Xie-lin and Xiao-dan (2014), the “Return on Invested Capital” is a metric that requires a serious consideration.  Additionally, Haidilao’s business model is easily replicable despite the high number of copyrights and patents that the firm harbors. With the industry which this firm operates it, the intellectual property rights are difficult to be implemented. Though effective in thwarting same size competition, it is not easy to stop start-ups from disrupting the markets at different levels. Haidilao has also not reached a level where it is able to harness the power of technology particularly I the front end processes. This is despite the fact that company has an integrated technology within its backend processes. 

Haidilaos organisation culture has also proved to be its source of weakness. In particular, the culture has fueled turf wars within its different departments, making some managers unwilling to share some crucial information. This could subsequently lead to limitations on future development since the withheld information could reduce opportunities in the market base (Tricon Foodservice Consultants Ltd, 2018). Further, the company does not have a good track record especially in environmental considerations. This has a potential of leading to consumer backlash since most consumers regard environmental protection as crucial in business practices. 

Ambler (2018) also finds the restaurant’s project management as being too focused on internal delivery rather than taking into consideration the interests and concerns of external stakeholders. This approach has a potential of leading to customer backlash and negative public relations.

Opportunities

The first opportunity for Haidilao is developments in Artificial Intelligence. The restaurant can exploit its developments in artificial intelligence in better predicting consumer demand, improving its strategies and addressing its niche market segments. What is more, the boom in artificial intelligence and machine learning has significantly transformed the technological landscape that this firm operates in. Accordingly, this firm can use these developments in enhancing its efficiencies, transforming processes and reducing costs (McFarlan et al, 2018). 

Haidilao can choose to reduce the number of products or offerings in the market and place focus on only the most successful ones. This way, the company can be able to achieve growth and competitive advantage. Furthermore, Haidilao’s expansion in the international market gives the company an opportunity to access diverse and high level talent. This will give it a competitive edge over domestic and international markets. It is also possible for Haidilao to exploit opportunities in the adjacent markets to expand its market base and growth through its products and services. 

Threats

The issue of bureaucracy and government regulations is a matter of concern for restaurants such as Haidilao (McFarlan et al, 2018).  The fast changing government regulations especially those related to labor safety, and environmental concerns warrants operational and management changes that could be costly to the firm (Ya-ming, 2016).
There are also threats of new entrants owing to increased efficiencies and reduced costs. As much as Haidilao is able to exploit the use of e-commerce and social media to reach its customers at a low cost, most of its competitors both international and local are also able to do so (Ya-ming, 2016). Additionally, the culture of standard prices in the industry where Haidilao operates has also acted as an impediment to its growth. Accordingly, the restaurant is unable to raise its prices even when its premium services deserve so (McFarlan et al, 2018). 


