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Introduction 
Launching new products, especially those that diverge from a company's traditional strongholds, can be risky. Companies venturing into new fields must ensure they draw new clients into their fold while maintaining their traditional products to their existing customers. Recently, Chanel, a fashion powerhouse for decades, launched into the wine business, specifically Rose wine. For an undisclosed amount, the company acquired the Vineyards of Domaine d'ile in southern France. The company aimed to venture into the hospitality industry with the production of this iconic wine.  Since then, the company has produced its first batch and wants to launch it in a stylish exquisite way. Also, the company plans to have an annual wine tasting and launch event, which will run through the summer, as a money-making venture. As such, the company wants to critically examine the viability of this proposed new business venture, accessing the dynamics of event planning, making it customer-oriented, and making money. Therefore, this case study will explore the critical aspects of this new venture and, by so doing, offer valuable insights into advertising and the launch of products.
The Bourgogne wine event
Setting the stage for this study demands a comparative study with other famous global wine events from which Chanel can borrow a leaf.  The once in two years Bourgogne annual open-air wine event offers a unique opportunity for wine lovers, customers, journalists, and wine producers to interact and talk about wine. The event also presents an opportunity for wine sellers to launch wines and sell their vintages to the tens of thousands of people attending the event. The event takes place in Burgundy and its surrounding villages. Winemakers from the region, including Chablis, Cote de Beaune, Maconnais, and Cote de Nuits, get to sample their wine at this event and make sales. The week-long event presents more than just wine tasting and launch parties. The visitors experience the beauty of the wine-making villages, the local culture, and sample local delicacies. In essence, the event provides visitors with a memorable experience based on the sense of place and gaining a first-hand experience of the region's economy and culture.
Customer experience and demographics
Chanel must center its new wine launch event on customer satisfaction and creating memorable experiences. Furthermore, since the company plans on having an annual summer-long event, it must critically evaluate its target client base and create a loyal customer base. One way of correctly capturing the target market segment is to carry out an exhaustive and extensive customer demographic analysis. According to Victorino et al. (2005), the hospitality industry is particularly sensitive about customer demographics, as the customers' choices and preferences affect the choice of hospitality services and structural organization.  Targeting a specific customer demographic will allow Chanel to design tailored market products that will enable the company to cut out a niche in the wine business. To this extent, Chanel will define its target population based on the following demographical factors, the product to be launched, the brand, and the destination.
Chanel has tremendously grown in the 100 years it has existed. The company has established itself as a luxury brand targeting the upper middle class and upper social class customers. The company prides itself as a manufacturer of sophisticated jewelry, bags and clothes, and perfumes. In essence, Chanel targets customers who can afford to spend on luxuries and indulgences. Therefore, the new Rose wine launch must conform to these existing customer demographics that have proven profitable for the company in the past. 
True to its traditional elegance and sophistication, the company should launch an exquisite Rose wine that will allow the company to keep up with its traditional elegance culture. Also, the company should target to launch premium wine which will agree with its target customer segment, the upper-middle, and upper social class. In addition to the wine, Chanel aims to launch an annual event that will attract customers and culminate into wine tasting and launch. Therefore, the company should start a rounded tour experience in Marseille, attracting customers seeking a getaway experience in the vibrant city. In addition to that, the company should also target couples, especially people going on honeymoon and taking romantic vacations.
In addition to the product, the company should also critically consider the brand they want to sell themselves to their target customers. A brand is critical in the success or failure of any business venture. And as such, Chanel should maintain its original brand, promising the target customers the same old quality. One effective way of utilizing the Chanel brand as a demographic consideration would be to carry out an extensive campaign among its existing customers. They have grown to love the company's products over the years. Chanel can capitalize on its well-defined and structured global presence to cut out a profitable niche within its loyal brand customers. 
Chanel plans to base its new wine experience and launch parties in Marseille, France's historic and tourist city. The town is picturesque, romantic and has a great climate suitable for holidaymakers, especially in summer. Therefore, Chanel has to target potential customers who enjoy traveling and experiencing rich historical places and events. Also, the planned location for the event has a rich history, which strengthens the importance of this customer demographical criteria.
Past notable events in Marseille
The Marseille Resonance
Every year, the city holds an elaborate cultural event where the residents look back at their mythological past. In a festival lasting several nights, the town residents and tourists engage in music festivals, and several parties culminate into the Marseille resonance, where the attendees get to talk about pressing social matters and trends.
The Marseille International Fair
The fair founded in 1934 brings together traders from across the globe, providing an avenue for cultural showcase, business, and ideas. The annual event is highly publicized and attracts thousands of buyers and customers. The show has attracted more than two hundred international exhibitors and another thirteen hundred local traders in the past. The event, which lasts for eleven days, attracts exhibitors from all production lines and happens indoors and outdoors. 
The venue: Palais du Pharo
The Palais du Pharo is one of the largest and oldest convention centers in Marseille. With its eight hundred seating capacity, the center covers seven hundred meters squared and is divided into two architectural sections. The hotel's conference centers open towards a picturesque view of the open sea and transport the visitors offers the visitors a panoramic view of the surrounding areas. Recently, the hotel has had some contemporary extension, with an eighteen-hundred square meter exhibition area set up.
Why Palais du Pharo?
The hotel meets all the criteria established earlier in this paper. Palais du Pharo is spacious, has enough sitting capacity, deluxe hotel rooms, is easily accessible, and is near the sea. Also, given its long history and intricate connection to Marseille's culture and traditions, the site perfectly meets the criteria for hosting a memorable wine launch event.
The experience design concept
The proposed experience concept centers on providing the customers with an extensive experience of all that the city of Marseille has to offer. The town is historically rich, with many tourists’ attraction sites, and as such, the experience will revolve around exploring the town's attraction centers. Since the preferred conference center is next to the sea, the customers will also be taken on several cruise ships around the surroundings. Later on, the guest will tour Domaine d'ile's vineyards and get a first-hand experience of the wine-making process, ranging from growing the grapes to the final processing and packaging. Here, the guests will also have an exclusive pre-release taste of the wine. In a week-long experience, Chanel's customers will have an experience of a lifetime, touring, exploring, and interacting with the town's culture and attraction sites. At the end of the experience, the company will launch its iconic Rose wine. The event will be highly publicized, with the local and international press invited to cover the event.
Justification of the experience design
Choosing a suitable location to launch an event is a multi-dynamic process that requires an accurate appreciation of all factors that make a location suitable and appropriate. One central tenet of picking a location is the concept of service scaping. Service Scaping capitalizes on the effect a physical environment creates in people or the "wow" factor of an environment. In essence, when a customer visits a place for specific functions or services, the surrounding often affects their first impressions and influence their decision to follow the set programs or find other alternatives. Also, service Scape involves both interior and exterior elements.  The planned experience meets all the above criteria. For the exterior factors, the town has attractive sites, tourist attraction activities, among others. Also, the Palace du Pharo meets all the criteria, having executive rooms, music, ambient lighting, and ample parking. The concept of service scaping will link closely with the sense of place, which will be strengthened by creating a plan that gives the customers an authentic experience into the production of Rose wine and the history of Marseille. 
In addition to service scaping, the proposed event design also integrates aspects of service design thinking. Here, the design appreciates that the whole experience is not an isolated event but a holistic process involving many stakeholders working together to make the experience a success. Therefore, the proposed process centers on the human experience and emotions in this process, emphasizing emotional gratification for the customers and ensuring their peace of mind during the trip. Lastly, the plan also appreciates the service economy of hospitality, which centers on customers spending on an experience as opposed to materials and goods. Therefore, the plan will ensure the customers have a memorable experience and stay in the city by integrating cultural and winery experiences.
Justification of the service experience.
Chanel is a worldwide brand, and therefore, having the event at the Palais du Pharo will give the hotel exposure and media coverage which is critical for global recognition and marketing. Also, since the company will widely market the experience, the new Rose wine brand will enjoy popularity and increase sales and income to the parent company. Finally, the experience is justifiable as it will offer the customers who attend the launch a memorable experience premised on appreciating the city's culture, food, and wine. 
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