KOREAN J. FOOD CULTURE 232
Vol. 20, No. 2(2005) pp. 232-242
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Abstract

It is the aim of this study to identify and develop improved management practice and competitive
edge through co-branding which has been adopted extensively in the States. There is no universally
accepted definition of co-branding. The term has been used interchangeably with labels such as brand
alliance and composite branding. This study is exploratory in nature and at best a pilot study as few
academic research are found dealing with actual cases between hotels and restaurant companies in
Korea. Through related literatures reviews and research findings, this study will provide valuable insight
as to the methods and activities of co-branding and a framework to help industry professions identify
co-branding opportunities to enhance the productivity.
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<Table 1> Pros and Cons of Co-Branding
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<Table 2> Summary of Co-Branding’s Short Term
Financial impact
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<Table 3> Profit Loss Comparison - Before and After the Co-Branding
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<Table 4> Operation Result Before and After the Co-

Branding
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<Table 5> Hotel and Restaurant Company Strategic Alliances

SEA

HEEF7]Y

Holiday Inn Worldwide
Doubletree Hotel Corp.
Marriott Hotels
Hilton Hotels
Four Seasons
Choice Hotels
Promus Corporation

Damon's, Denny’s Ruth’s Chris Steakhouse, TGI Friday’s, Convenience Courts
New York Restaurant Group

Ruth’s Chris Steakhouse, Benihana, Pizza Hut Trader Vic’s

Trader Vic’s, Benihana, Ruth’s Chris Steakhouse, Damon’s

Bice Ristorante

Picks Food Courts, Pizza Hut

Grace Services, TGI Friday's, Olive Garden, Pizza Huts

Sheraton Starbucks, Vie de France

Hospitality Franchise System(HFS}

Pizza Hut, Country Kitchen

AR AT B A
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<Table 6> Hotel Companies’ Proprietary Restaurant Brands

= 2A< s EAn
Holiday Inn Worldwide HI Convenience Court
Hyatt Ciao Mein(ltalian/Chinese theme), Stetson’s(Steak) Hemmingways(Seafood), Sarah’s
Pantry(Coffee shop)
Marriott Hotels JW Steakhouse, Allies All American Grill gourmet Bean, Courtyard After 5 Quick Bites
Hilton Hotels Intermezzo(Self service restaurant - light menu)

Westin Hotels Prego Intalian(Cafe restaurant), Compass Rose(Coffee shop)
Choice Hotels Choice Pick Fod Courts

Sheraton Sheraton Cuisine
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