Cinco Across Cities: Cinco de Mayo at Blanco
Cocina + Cantina

Cinco de Mayo is the Super Bowl of Mexican-
inspired dining. Every Blanco Cocina + Cantina
location knows months in advance that May 5th will
be one of the biggest days on the calendar. This
means packed patios, extended waits, and guests
who chose Blanco specifically because they
wanted the holiday done right.

"‘Done right” was the brief. Not a Spotify playlist and
not whatever act happened to be available.
Authentic mariachi: real ensembles, traditional
repertoire - the music the holiday actually belongs
to - performed live, at every location, on the same
day and the same time.

That's 12 bands across 12 locations, drawn from one
of the most specialized talent pools in live music. All
booked for the single date when every mariachi
ensemble in America is already the most in-
demand act in town.

Here's why that's harder than it sounds, and how it
came together.

The problem with booking specialists
at scale

Mariachi isn't a genre tag you filter for and hope. A
proper ensemble is a specific instrumentation:
violins, trumpets, vihuela, guitarrén. Deep traditional
repertoire and, for a brand like Blanco, a bar for
authenticity that guests can hear instantly. The
Mexican and Mexican-American communities in
every one of those 12 cities know the difference
between the real thing and a costume. So does the
brand.
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Now add the calendar problem. On Cinco de Mayo,
demand for mariachi outstrips supply in every
market in the country, simultaneously. The best
ensembles are booked months out. A GM starting
their search in April isn't choosing between
ensembles; they are scrambling to fill the date.
Honestly, by that point, no music at all might serve
the room better than whatever's still left.

And then the brand problem: twelve locations,
twelve local markets, one standard. If Phoenix gets
a phenomenal eight-piece band and Denver gets a
duo playing to a backing track, that is not just a
programming inconsistency. It is a public display of
an inconsistent guest experience

GigFinesse builds and runs live music programs for hotels and hospitality groups nationwide, from single-outlet
lounges to full-property curation. If your space has a story worth soundtracking, let’s get started!



https://form.typeform.com/to/q2e98uEj

How a synchronized activation
actually gets done

The key is treating the holiday as one project, not
twelve separate bookings.

It starts early. Sourcing began in February,
because in specialist talent pools, the calendar
advantage is the quality advantage. Booking in
February means choosing from the best ensembles
in each market. Booking in April means apologizing.

Local authenticity, central standard. Each market's
ensemble came from that market — we pulled from
a deep bench in each market, based on that year's
brand goals. The vetting bar (instrumentation,
repertoire, professionalism, experience in hospitality
settings) was identical everywhere. Same trick as
every multi-location program we run: standardize
the bar, not the band.

One coordination layer. Confirmations, set times
staggered around each location’s service peaks,
day-of contingency coverage, and payments ran
through a single operation rather than twelve GMs'
personal phones and venmos. On the busiest patio
day of the year, the location teams’ only music-
related job was to enjoy it.

entertainment programs for hospitality brands nationwide — including the specialist talent
that books out first. Talk to our team before the calendar wins.

Why synchronized beats
simultaneous

Plenty of brands have music at multiple locations
on a holiday. The difference between simultaneous
(everyone booked something) and synchronized
(one standard, executed everywhere, on purpose)
is the difference between a coincidence and a
brand moment.

A synchronized activation gives marketing one
story to tell instead of twelve. It gives guests the
same signature experience whether they walked
into the Scottsdale patio or the Nashville one. And it
compounds: the ensembles, the timing playbook,
and the performance data from this Cinco de Mayo
become the starting point for the next year, for Dia
de los Muertos, and every other date where the
calendar does the marketing for you.

That last point is the real takeaway for hospitality
operators. Holidays are the highest-leverage
entertainment dates of the year precisely because
guest intent is already there-people are looking for
somewhere to celebrate. The brands that win those
nights aren't the ones that spend the most. They're
the ones that started planning when everyone else
hadn't opened the calendar yet. If you are looking
to strategize your holidays check out our Holiday,

Playbook.
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https://www.gigfinesse.com/blog/holiday-live-music-playbook
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