










































































In  2015,  a  few innovat ive  luxury  fash ion and des ign labels , 

that  rea l i zed the hunger  for  exper iences of  Ch inese consumers , 

began to  open restaurants  and cafés  in  major  c i t ies  of  the 

Middle  K ingdom.  Viv ienne Westwood was among the f i rs t  wi th 

i ts  Br i t i sh  her i tage tea house concept  Viv ienne Westwood 

Café .  Based on the many rev iews that  can be found onl ine  on 

p lat forms l ike  Dazhong D ianp ing ,  the  brand has got ten th ings 

r ight .  The concept  is  t ight ly  l inked to  and thereby a  per fect 

ex tens ion of  the  brand in to  the exper ience economy. 

Real is ing the potent ia l  o f  such hor izonta l  d ivers i f icat ions in to 

new revenue s t reams,  fash ion powerhouse Chanel  dec ided to 

fo l low su i t ,  though in  a  more temporary  fash ion .  In  2017,  i t  put 

Shanghai ’s  mi l lenn ia l  fash ion is tas  and food ies  under  i ts  spel l 

through a  pop-up café  in  co l laborat ion wi th  popular  Aunn Café 

in  the hear t  o f  the  c i ty ’s  downtown J ing An d is t r ic t .  Long l ines 

and vast  soc ia l  media  coverage are  proof  for  the popular i ty 

boost  Chanel  ach ieved through th is  d ivers i f icat ion in i t ia t i ve . 



China ’s  innovat ive  e lect r ic  veh ic le  s tar t-up NIO – of ten a lso 

referred to  as  Ch ina ’s  answer  to  Tes la  – is  another  great 

example for  a  brand that  o f fers  a  re ta i l  exper ience that  is  so 

d i f ferent  that  i t  may actual ly  be seen,  a t  least  in  par ts ,  as  a 

d ivers i f icat ion ef for t .  In  2017,  the  brand opened i ts  f i rs t  N IO 

House in  Ch ina ’s  tech cap i ta l  Shenzhen on the border  to  Hong 

Kong.  Under  the le i tmot iv  “ joyfu l  l i festy le  beyond the car” ,  N IO 

inv i tes  users  and f r iends ( i .e .  non-owners)  to  v is i t  the  space 

and en joy  any of  7  spec ia l ly  des igned areas :  In  the L iv ing 

Room,  v is i tors  are  inv i ted to  soc ia l i ze  and just  “hang out” ; 

in  the Forum they may at tend presentat ions and share ideas ; 

through Labs NIO of fers  the oppor tun i ty  to  book in teract ive 

meet ing rooms and workspaces for  anyone who needs to  get 

the i r  creat ive  ju ices  f lowing ;  the  L ibrary  is  a  space to  focus 

and spend some qu i te  t ime on th ink ing ,  learn ing and expanding 

hor izons ;  in  the Open K i tchen v is i tors  may taste  NIO ’s  s ignature 

cof fee ;  Joy  Camps are  spaces for  the youngest  among us 

to  explore ,  create  and grow;  and f ina l ly  the Gal lery  is  an 

in teract ive  and engaging way to  learn about  the brand and i ts 

products .




















