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1. &9 v
2 E 13 29 570 3A19 ojele] A7 SAMHE sty st g A
qg o] 2TE Yo FRAA A2E Fse] A5 F HPoh
92X Dol ANE A& TW 518 59 015}1\’4&}%”9) 1999 3¥Y¥-H 20004 2
A7HA) FgRF o2 AAR Aok, 1283 1493 39& o] &3 nAFE(IY 2=
Ueld Aot} wiE e vlmE 71l tﬂﬁlﬁl?l wE sAE R JAES guidz
22l Aot
<E 1> 5339 544 ol Ao 44 wEds A A%
Comparsison of Major Hotel
Classtify/Hotel H S L I R
Name I L \% F T
Pyung 58 122 43 57 638
® 122,627,385 | 107,250,334 82,918,516 81,100,365 63,103,122
o000| Revenue ® 43,317,690 | 35,464,845 21,570,450 30,917,240 24,971,562
29 (® 165,945,075 | 142,755,179 | 104,483,966 | 112,017,605 88,074,684
Covers 3,821 r 3,156 2,826 1,838 2,003
® 126,470,855 | 118,316,000 83,125,632 77971797 62,874,834
2000 Revenue @ 42,239,884 ! 35,950,000 19,904,335 29,034,990 23,136,518
19 ® 168,710,739 [ 154,266,000 | 108,029,967 | 107,006,787 86,011,352
Covers 3,982 3,404 2,849 1,732 2,038
® 179,269,064 | 163,257,000 | 116,340952 | 116,735,354 82,495 587
1999 Revenue |® 50,424,200 | 48,319,000 217,598,500 35,742 935 28,510,064
129 1 229,693,264 | 211,576,000 | 143,939,452 | 152,478,289 | 111,005651
Covers 5,180 4,642 3,851 1,404 2,372
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Name I L v F T

® 144,069,678 | 134,941,000 91,215,116 83,717,287 57,785,002
1999| Revenue ® 54,567,630 48,565,000 30,316,229 31,016,480 23,778,709
ng ® 198,637,308 | 183,506,000 | 121,531,345 | 114,733,767 81,563,711

Covers 4,634 4,038 3,039 1,965 1,991

(® 137,364,574 | 136,786,000 92,269,984 86,497,029 61,410,404
1999| Revenue |\® 49,653,100 58,991,000 22,309,265 35,005,525 23,866,113
102 ® 187,017,674 | 195,777,000 | 114,579,249 | 121,502,554 85,276,517

Covers 4,495 3,883 3,194 2,064 2,013

® 129,180,000 | 115,455,000 80,852,357 69,356,055 62,604,422
1009| Revenue |® 28317,300| 39,641,000 19,847,200 25,606,415 22,362,555
09 ® 157,457,300 | 155,096,000 | 100,699,557 94,962,470 84,966,977

Covers 4519 3,495 3,050 1,757 2,217

(® 117,863,264 | 111,921,000 89,673,095 70,030,760 55,794,250
199! Revenue |® 38,578,456 | 44,083,000 18,086,755 23,489,940 20,141,964
8% ® 156,441,720 | 156,004,000 | 107,759,850 93,520,700 75,936,214

Covers 4,334 3,779 3,195 1,662 1,887

® 126,943,727 | 127,311,894 83,284,867 71,750,365 55,282,602
1999 Revenue |® 39,913,200 | 36,951,210 17,009,250 27,113,210 20,526,615
74 ® 166,856,927 | 164,263,104 | 100,294,117 98,863,575 75,809,217

Covers 4,415 3,801 3,094 1,694 1,901

® 130,492,402 | 132,761,000 74,285,732 64,094,022 52,167,011
1999| Revenue |® 40,723,036 | 49,383,000 17,878,175 26,341,337 19,312,442
6Y ® 171,215,438 | 182,144,000 92,163,907 90,435,359 71,479,453

Covers 4,443 4,084 2,816 1,541 1,785
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® 129,180,000i 115,455,000 80,825,357 69,356,055 62,604,422
1999| Revenue |® 28,317,300 39,641,000 19,847,200 25,606,415 22,362,555
59 ® 157,497,300 | 155,096,000 | 100,699,557 94,962,470 84,966,977
Covers 4519 3,495 3,050 1,757 2,217
® 137,512,327 | 113,507,000 79,260,669 64,387,920 53,438,232
1999| Revenue |® 50,693,677 | 45,367,000 20,201,725 26,110,905 22,111,650
49 ® 188,206,004 | 158,874,000 99,462,394 90,498,825 75,549,882
Covers 4,889 3,409 2,900 1,507 1,854
@ 138,739,116 | 131,893,000 87,048,204 72,499,554 60,731,598
1999| Revenue |® 49,408600 ! 41.599,000 21,571,150 29,090,590 22223416
39 (© 188,147,716 | 173,492,000 | 108,619,354 | 101,590,144 83,155,014
Covers 4,682 4,262 3,234 1,781 2,109
T. Covers 53,913 45,448 37,098 20,702 24,387
1| & 29.80% 25.10% 20.04% 11.50% 13.50%
2,014,823 1,281,918,79 | 1,166,555,03
W & o4 2,135,866,465 ’22 2 5 3 999,582,625
H] & 28.10% 26.52% 16.87% 15.35% 13.15%
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2. E A3 WA AT W A

ujEo ¥l £9+ HEE>SFTIU>LEAS[TE>REY £02 YelhdEd W3 3
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3. Average Check and Personal Product ¥4

FFLY B FH FRIF EAME AEAY 5F 5/5d oldg HxaEF
& EAY AdE (F 2eM 2ol 19 109 713 Bol #uigt X9 &S 29
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THEd oldge A FIdFge] A A7

19% % AAr=(Porsonal Product)& Hi@>L§%‘>I§:E‘>S§%‘>R§% ToE B

599

Average Checkﬁr Personal ProductE Z2#i==2 e

)\

ot}

<E 2> §33Y TAA oY 43 4BF MEAS AT FANA
AVERAGE CHECK & PERSONAL PRODUCT
Classify/Hotel H S L 1 R
Name I L \"% F T
Average | @ 3L760 34,757 30,932 45,018 30,851
, VA By 10,607 10,561 6,986 16763 11,352
19 ® 42367 45318 37918 61,781 42,203
i %ﬁgﬂfﬁ‘ 15,337,339 | 9,074,470 | 12,003,329 | 11,889,643 | 8,601,135
; Average | © 32083 33,995 29,341 44,220 31,504
; Chrai ® 113% 11,237 7,632 16,429 12,467
24 T © 4342 45232 36.973 60,649 43971
' %ﬁ{jgfjt‘ 15,085915 | 7,513,430 9,498 996 9,274,800 9,786,076
Average | @ 29632 30,946 26,916 40,707 28,391
1999 T8¢ 1® 10552 9,760 6,678 16,333 10,537
i Check
39 ® 40,184 40,706 33,594 57,040 39,428
Fersonal | 15678976 | 9,131,157 | 10,861,935 | 10,159,014 | 8315501
Average | © 28126 33,29 27,331 42,725 28,823
Chra}g{ ® 10,369 13,308 6,966 17,326 11,926
49 K @ 384% 46,604 34297 60,051 40,749
}ffrros(;)urﬁ‘ 15,683,833 | 8,361,789 9,946,239 9,049,882 7,554,988
Average | © 28585 33,034 26,508 39,474 28,238
Ci‘;ﬁ ® 626 11,342 6,507 14573 10,086
54 ® 34851 44,376 33,015 54,047 38.324
fersonal | 13124775 | 8,162,947 | 10,069955 | 9,496,247 | 8496697
Average |© 29370 32,507 26,379 41,592 29,225
C;zi ® 9,165 12,002 6,348 17,094 10,819
64 ® 38535 44,599 32,727 58,686 40,044
Personal
| orsonal | 14,267,953 | 9586526 | 9216390 | 9043535 | 7,147,945
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Classify/Hotel|  H S L 1 R |
Name I L v F T |
Average ® 28752 33,494 26,918 42,355 29080 |
Checi ® 9040 9,721 5,497 16,005 10797

79 ® 37792 43215 32,415 58,360 39,877
Personal
rsonal | 12,835,148 | 9,645426 | 10,029,411 | 87238631 | 7,580,921
Average |© 2209 29,616 28,066 42,136 29367
Cgraﬁ ® 7236 11,665 5,660 14,133 10,674
8d o 29332 41.281 33726 56.269 40241
1;%35;&59 13,036,810 | 8,210,736 | 10,775,985 | 9,352,070 | 7,593,621
A D 22,0% 20,647 26,785 41,402 27273
e |[® 723 7,655 6,125 16,034 9735 |
94 “* o 29332 37.302 32.910 57,436 37.008
Personal
bersonal | 13036,810 | 7,209368 | 8,741,093 | 8822319 | 7212319
v ® 30559 50,419 28,838 41,907 30506
10 Csraie ® 11,046 15,192 6.984 16,960 11855 |
" o a0 65,611 35,872 58,867 2361 |
Personal ' ;
Pl | 15,584,806 | 10304052 | 11,457,924 | 12150255 | 8,527,651 |
i
A ® 31,089 33417 30,014 42,604 29.023 |
” gﬁraie ® 11,775 12,274 9.975 15,806 11943 |
g X o 42864 45,691 39,989 58,410 40,366
Personal
Parsonal | 16,553,100 | 9,710,842 | 12,153,134 | 11,473,376 | 8,156,371
Avernge |© 34607 25,169 30,210 83,144 34,778
2| e 8¢ l® 9734 10,409 7166 25,457 12,019
a heck 15 443 45578 37,376 108,601 46,797
%?o%(iiﬁl 20,881,205 | 11,135,578 | 13,085404 | 12,706524 | 12,333,961

A 475,076 537,958 443,355 734,169 491,969

—AV e
erag (17.5%) (19.8%) (16.3%) (27.0%) (18.1%)

Personal
erson; 168,069,869 | 110,611,570 | 126,415,880 | 119,897,847 | 101,367,186

Product

A7 EF5d 5/AL olelE] dlAEY 99T vfj& s 19F 254N de
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2) Turn over ¥4

AZ IJHALES EAHEHE <2¥ O <E LM ez gl%o] Ago] 7}
A =L zde HEdEZ Hi (158A), 1 42 €7 L5d(1.43131), 13€(1.23)
A), REL(093A), SEL(083H) £o2 FAM o] HYYrh

P3| AL e AL viEd 29F B2 9ol F FHd glon, A
Anrt 2D Atejzl Qlo] 3 ¢BHEZ AT ARE Sde FAE 2Y9A A

810111 4% e AR AR EHE o AE A Hze
& 2AsD BEE =7 9 Qo

S5 ot A2EZY B4t sAgel MY we olfE 4
N a3 Az dehten ad® o2 =FANNE A9 v B
o MANE FAbdol B RAe JUNL 5 A FEYA FAA bg ge A4

ol

<E 3> 5/} olefE H=EF FAA ¥F

H S I L I R |

I L | \% F T
2000 24 119 1949 11 12% o
2000 19 119 1798 99 9 10
1999 129 ng 19% 113 123 993
1999 11€ 129 194 i 109 109 109
1999 10€ 129 194 ! 10 10 109
1999 99 129 194 ; 10 10 10
1999 8¢ 129 1949 ; 10 10 103
1999 74 139 199 : 109 123 104
1999 69 129 198 | 109 109 109
1999 59 129 19% 1103 103 103
1999 4€ 12 194 ! 109 10 10%
1999 39 129 19 | 108 103 10
z A | 142809%) | 226(31%) | 1219(17%) | 1258(17%) | 118(16%)
13 =7 113 1889 . 10443 10.4% 9.8
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<E 4> 5704 olHiE] H2ER DS HIY

H S L 1 R

I L \Y F T
2000 24 1.31% 0.68% 1.35% 1.37% 0.92%
2000 14 1.28% 0.68% 1.11% 1.21% 0.87%
1999 124 1.67% 0.93% 1.72% 0.98% 10.2%
1999 114 1.54% 0.84% 1.40% 1.42% 0.88%
1999 10 1.45% 0.78% 1.432%6 1.44% 0.86%
1999 9€ 1.45% 0.70% 1.36%6 1.23% 0.95%
1999 84 1.90% 0.81% 1.31% 1.18% 0.93%
1999 74 1.42% 0.76% 1.38% 1.18% 0.81%
1999 (j-:é 1.48% 0.85% 1.30% 1.11% 0.79%
1222 z-z i;l;: g;fli‘(f 1.43% 1.16% 0.81%
: 6 71% 1.34% 1.09% 0.82%
1-999 34 1.51% 0.85% 1.44% 1.24% 0.90%
3 A 18.1% 9.35% 16.57% 14.62% 10.56%
3 @ 1.5% 0.8% 1.4% 1.2% 0.9%

<29 8> 7+ 29 Staffing =8

23%
21%
19%
17%
15%
13%
11%

9%

7%

5%

fok
nz

fo
[

,_
fol
e

fok
124
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<I¥9 > 74 39 olefe}AF Tum over 2=

RE &
16%

sSEd
31%

1z
17%

Lz 4 ' Hi;é
17% 6

22 D EF3E 54 olHiEY dAET FAMLS 3 Hg dF

<E 5> FAA 19T Sedory nns

HEd

I

58

i1 18.8 10.1 104 9.8
1164 2444 864 1144 1364
1069 134 8.5% 114 13.9%

28 =ARA
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714N e Ade) BRE 24 —0171 Haw WA Age A8 FAse Roz
FHE BFHR Rabkn AU A Ak 24
| 7ol 3 ASHA A T QR LS GAAL o
Ut 9aglel Az @ 4 ok olAd Basn ged 5 S04 AAals um
oolo) QA 7] AHME 12 71gTe] AR F YE SEF ofolgoirte] Fusts
B7 &M opde 47 Ak .
oleld HAelH AANU WALl 7] A AFL AN 2o},

1) X478 373 (Knowledge-based environment) : olt)o]l $-217} Q3= F3 A
Bol QA QA FolEi ZFAQ olojrolg FE o dh(FuegA)N(=Y
g 743 .

2) AAAQ nlARY A A oAl AT E(Unit)d A 4o AR Ao 97
AIA= XY

3) 7149 olux 42 9% vA"Y TA MY (Marketing Porsitioning) Aeo] HQ

4) Incentive A9 A3 <FAY AFA|, 2AME Ax F>9

5) Team Party®] Tz 13 A

6) 71&2 12 (Loyal-customer) &4 wlA " (Relationship Marketing) & 316)

Kotler Bowen and Makens 7190l 243174 (Loyal Customer)S fFX|3led =
© H&L AFny FEuLY 20%9 2 BrInY FHE Y& 5%9] v

3) Macroforces driving chage into the new millennium. Michael D. Olsen, 1999. p 371~385

4) TduAH, o|3}2l, &AL 1999. p333~339.

5) Incentive travel, Peter R, Ricci and Stephen M, Holland Tourism management september
1992, p 288.

6) &9 oiAlY, olsi<l, @A}, 1999. p333~349.
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& FUbstA HW 25~125% A9 oldF/tE JMAE ¢ ¥z Fh(Reich

Heled & Sasser, 1990. pl05~111)
39 7199 AMula A4 2 wuirtd A4 S3 2L oiAR €52 A" o
AHE YFoZ ojFojHer Ty

7) YAl E(Web Sites)d] E&3Q &9

8) 1A ZEX| & (Value Satisfaction)E 3 A3 ole] HAZF(Win-Win Strategy)?)
gA437t a7dEn 9

9) oJAle M &3 FEE 7] YA Restaurant= Out Saucing FHE2 F7
& AgHgel aFdH

S8 et A1 miES 7RI 21476 E9A 30 Dol AR A4

to2 AAsA HAkA R FHQA AFA B oA A} obdr} Fe)
dAE IMF3 Z2j9 fJ2atde]l FFEEA 2AY Aelgdus FAdME

e Qs AS Aol B2 34 AAE7E vade R
aAgozA G Aolut. et FE =23 Dol WAL
AlsteA e gttt EUL FAA3

719 AA Al 2] AFER 24AH o) &F T ©F 1Y PFL F7
7] AN E B A &35 2EAY
ol T A Foj JALE AAAAE AAzde] dad F AR Ny E5F 49
ztg AFo] g7 = Mok

AEAA 29 A4 vislE 5ol 24 ¥ ARE AAAA7] A3 A oA
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Abstract

A study on Management Strategy of Italian

Hotel Restaurant in Korea

Chu, Sang-yong

In the 21st century the size of sales of food service business in Korea will be
30 trillion won which means Food service business in Koreas is a mega market,
but it is only quantitative growth and might face the limit of growth. At the
same time it is predicted that from the academic world Food service business will
develop endlessly after IMF condition. Of course I hope so as a member of
national. Al though | propose that quantitative side is important,qualitative side
must not be disregarded.

the present and future customer is needs should be met because the 1st
goal of company is to achieve a management goal and pursuit profit.

The present situation requires a peculiar and specific strategy of its
own which can not be followed by competing hotels so that value can be created
and buying intention can be occurred after buying.

Until now the goal of marketing campaign has been transacteq Mmarketing just
for closing a transaction, but it must be related marketing which is seeking
mutual interests of customer and company.

The strategies to attain these goals are :

1) to change from products and service management-focused to customer

management and relationship building—focused.

2) to establish a core strategy which needs to be changed from market

occupancy of volume expansion to customer occupancy.
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3) to change from one-way communication to two-way communication.

4) to change from large scale marketing by company dimension to small scale
marketing by sections.

If companies focus on core benefit and augmented service to be sought by
customers and make every efforts to create a value customer occupancy will
increase automatically, the reduction of marketing cost will be followed, and
marketing efforts will be much more efficient. In introducing a new product it is
still easier to diffuse through the existing customers, and also important market
information can be obtained from customers using this close relationship. If this
close relationship maintains well customers will say even a trivial inconvenience
and complaint and propose an idea of new product. Kotler divides relationship
marketing into 5 stages such as Basic, Reactive, Accountable, Proactive, and
Partnership. From the 1Ist stage to the last stage customer management is
absolutely important and also in management strategy. The last stage,
Partnership can come into the stage which is actively participated in service
development and problem solving by customers. so more loyal customers have

more successful performance the company attain.
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