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ABSTRACT

A Study on the Strategy Management

in the Foodservice Industry

chan-hee, Chung cheul-hee, Hong hye-kyeong, Choi

In order to meet competitive power, foodservice should aim to satisfy
customers through distinguished quality and service as well as speciality and
know—-how.

Especially, in coming 2000 year will be openned ASEM, 2001 will be the
"Year to visit Korea”, 2002 will be openned Korea-Japan Soccor World Cup,
with these event as a momentum the domestic foodservice industry would be
continuously increased and improved.

Foodservice industry is the tertiary industry with the potentiality, tremendous
popularity, premanancy and future-orient, it is gradually taking root as a basic
industry after going through the industrialization.

Furthermore, foodservice industry aim to satisfy customer based on quality,
services, cleanliness, atmosphere, timing and value, besides, it is customer
closeby service which to supply value and satisfaction through systemization,
being manual, being technological renovation. .

Strategic management of foodservice industry is as following:

Firstly, marketing strategy requires positing strategy to recongnize
self-brand to the customer, thus requires to get hold how to take firm in
customers’ mind. And then distingushed strategy requires. So somehow it is
important to secure competitive in customers’ mind.

Secondaryly, it requires strategy of competive advantegy. It is not to
improve unique core competence of industry which is developed and studies for
a long time but to pursuit diversfication based on core of industry.

Thirdly, it requires strategy of customer satisfaction. I n these modern days
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it 1s important how much to satisfy customer, as it could be not expect
continuous frowth and development without strategy of customer satisfaction.

Therefore strategy of customer satisfaction is a necessary condition for the
foodservice industry.
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