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A Case Study on the Marketing Strategy for a Take-Out Specialty
Store through Analysis of Custorner Informations
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IResearch Institute of Food & Nutritional Sciences, Yonsei University, “Dept. of Food & Nutrition, Yonsei University, *Cafe Amoje

Abstract

The purpose of this research is to develop the management strategy for a take-out specialty sore on the basis of SWOT
analysis which requires analysis of internal and external environmental informations.

The survey was performed in order to gather the internal and external customer informations for a take-out specialty store. The
questionnaires developed were distributed to customers (N=188) and employees (N=23) at 5 take-out specialty store branches
from April 25, 2002 to April 29, 2002. The statistical data analysis was completed by SPSS WIN 10.0 for descriptive analysis,

factor nalaysis, and Pearson's correlation.

IPA(Importance-Performance Analysis) was applied in order to identify the critical management issues which would be
explained with the organization’s weakness or strength. SWOT analysis was performed through identifying the organizational
strength and weakness as internal environment factors and external environmental opportunity and threat as uncontrollable

external factors.

Key Words : take-out specialty store, customer information, SWOT analysis, customer satisfaction, IPA (Importance-

Performance Analysis)
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<Table 1> Domestic Take-out Specialty Stores

In the Kichen Western menu 4 8,000 ~ 10,000 The Chosun Hotel
~ Beer Togo liquors(beer) 1 Dasooldotcom
Togo Express Western menu 1 3,800 ~ 4,000
Shinsun - Sulnongtang ~ Korean menu 9 5,000 KOOD
Sonchoo - Gamagol Korean menu 4 10,000 Sonchoo Gamagoll
El Motrei Mexican menu 2 - Baronze International Co. Ltd
Cafe Amoje Western menu 5 5,000 ~ 10,000 Amoje Co, Ltd.
Comer French/Italian/fusion 2 - Comer Co, Ltd.
Deligen Japanese menu 4 4,500 ~ 7,500 Bon Foodsystem Co, Ltd.
Bibims Korean menu (Bibimbob) 1 3,500 ~ 4,000 Cham Foodsystem
Pui Express Chinese menu 5 5,000 ~ 6,000 Ewha Distribution Co, Ltd.
Chinese Togo Chinese menu 1 3,500 ~ 5,000 Yantex Industry Co, Ltd.
Bison Korean/Japanese/Chinese/Western menu 1 5,000 ~ 10,000 Bison Co. Ltd.
Pendalia Fast Food 1 3,000 - 15,000 Pandalia.Co.Kr
Source : Y74t 2002
<Table 2> The customers’ using state of the take out specialty stores (N=188)
" Questions : '
less than once 42(22.3)
The using frequency of a take-out specialty store per month i:g Eﬁ: iggfg
more than 6 times 26(13.8)
lack of time 63(33.5)
The reason why customers use a take-out specialty store Fonvenient to deliver 74G9D
) . in order to try a new concept of food 55(29.3)
(multiple choices allowed) in order to have delicious food 76(40.4)
just follow up to date trend 3( 1.6
for a breakfast 6( 3.2)
The uses for food purchased in a take-out specialty store for a lunch 93(49.5)
(multiple choices allowed) for a dinner 32(17.0)
for a snack 117(62.2)
less than 10,000(won) 67(35.6)
10,000~20,000 87(46.3)
Average cost per purchase 20,000~30,000 18 9.6)
more than 30,000 16( 8.5)
less than once 14(C 7.9
- 2 ~ 3 times 62(33.0)
Visiting frequency a department store per month 4~ 5 times 58(30.9)

more than 6 times 54(28.7)
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<Table 3> Factor analysis on the attributes which are considered in case of selection a take-out specialty store

Facorl Factor2 Factor3 Factor4  Factor5. . Engene % of
ER AR ki 1 LI Sanitation  Service Convenience  Food Value value ~  Variance
Sanitary condition of food 839
Sanitary condition of the entire store 792 4.26 412
Cleanliness of employees 775
Rapidity(from order to service) 822
Interior decoration of a store 718 3.67 30.5
Kindness of employees 555
Convenience of ordering system 837 o
Convenience of carriage for the packaging utensils 706 292 29.3
Convenience of location of a store 604
Nutritional superiority T77
Appearance of food 754 2.81 21.8
Taste of food 583
Reasonable amount of food compared with price 867
Reasonable price 645 292 23.1
Diversity of menu .500

<Table 4> The Importance and Satisfaction for the attributes considered in the selection of a take-out specialty store

M=+SD
Factor’ - . o Attributes Importance L Satisfaction
Sanitary condition of food 2.80£0.44 3.84+0.77
Sanitation Sanitary condition of the entire store 2.81+0.43 3.85+0.80
Cleanliness of employees 2.80+0.42 . 3.93£0.76
Rapidity 256+0.60 409+084
Service Interior decoration of a store 2.39%£0.57 3.47+0.85
Kindness of employees 2.70+0.50 4124078
Convenience of ordering system 2.69+0.53 3.931+0.94
Convenience Convenience of carriage for the packaging utensils 2.71+0.51 4.001:0.95
Convenience of location of a store 2.64£0.54 3.58+1.00
Appearance of food 251+0.60 3.83+0.76
Food Taste of food 2.86%0.36 3.7240.69
Nutritional superiority 2.40+0.60 3274076
Diversity of menu 2.6240.54 3.55+0.85
Value Reasonable price 2.34+0.63 3.06+0.93

Reasonable amount of food compared with price 2.38+0.65 3.31+0.84
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<Figure 1> IPA of Atiributes considered in the selection of a take-
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1. Sanitary condition of food

2. Cleanliness of employees

3. Taste of food

4. Appearance of food

5. Kindness of employees

6. Nutritional superiority

7. Convenience of ordering system

8. Rapidity(from order to service)

9. Convenience of the packaging utensils

- 10. Convenience of location of a store

11. Reasonable price

12. Reasonable amount of food compared with price
13. Diversity of menu

14. Interior decoration of a store

15. Sanitary condition of the entire store
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<Table 5> The correlation among overall satisfaction, revisit, and other factors

Overall Satisfaction  Revisit

S “Sanitation Service Convemence F@Od ' Value
Overall Satis action ) 1.000

Revisit 0.551** 1.000

Sanitation 0.339** 0.468**

Service 0.406** 0.478* 0.497* 1.000

Convenience 0.419* 0.412%* 0.452% 0.481* 1.000

Food 0.548* 0.403** 0.344** 0.367* 0.400* 1.000

Value 0.355** 0.294* 0.334* 0.312* 0.364** 0.425** 1.000
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<Table 6> The importance and performance score of the organization’s performance factors of the organization evaluated by

employees M=*STD
1. well recognized by the population 2.8310.39 2.96+0.64
2. High market share . 270£056 3.13140.82
3. Superiority of product quality 2.83+0.39 3.65+0.57
4. Good service 2.78+0.42 3.83+£0.65
5. Reasonability of product price 2.39£0.50 3.30+£0.77
6. Good distribution system 230+0.64 3.35140.94
7. Good promotion for the product 23940.59 3132076
8. Good sales strategy. 2.52+0.59 3.26+0.62
9. New skill and techniques developing in the organization 2.65+£0.49 3.43+0.90
10. Good location 274054 3.48%£0.99
11. Steady financial status 252+0.67 3.65+£0.94
12. Well organized utilities, utensils and machines in the product system 2.351£0.57 3.74+0.75
13. - Sufficient productive power 2351057 3.83+£0.78
14. Sufficient employees for smooth production 257+0.73 291+1.04
15. Timely production 243+051 3.65+0.65
16. Professional production skill 2.48+0.59 3.48+0.99
17. Leadership with good vision 248+0.66 3.74+0.81
18. Devotional employees in the organization 261058 "~ 3484099
19. Good reflection of the goal of organization 2.52+£0.59 3.39+0.94
20. Flexible and immediate opinion reflection . 2.43+0.59 3.39+0.78
4 3. SWOT 242 S5t 4 Mol =&

38 QoA AN U D 93 Anja Ay B4 ANE 7|22
934 ste] 29 78 1 oFd, 49 713 U 9 RAES 25}
§3-§ L SWOT B4& Axjslar Jof wh A% ek (Table 1ol
228 AR st
P26 4Bz} BEE - FQT 0] TPA £4 A3t 419 A,

gg Yol AR 9 HAY, FEY WA, =4 8719

by A’ Z 24 AT A} 2ol AA Lo
22 5o o4 6 28 3 Hel A “iﬂ }HXHEXM J:IEH, ”H:o 712 AE 52
\mportance BEE 3 $257 BE 7 QAH RA524 & 47 el
<Figure 2> IPA (Importance-Performance Analysis) of the 7hAlotA 2] 3 (Srength) 02 A4 5= gL, o5 2k
organizational performance factors E2 A&H R gAY FHolof 8l o]§ 34ES FHEE

1. well recognized by the public 3 3A A uiAY Aehg Fska Aol At Almdr.
2. High market share oxo] uf 7} wio] thobA B9 a4l Z2awTl &4 3
s oy Aui v SR B ollE Ul e 52
5. Reasonability of product price 0|58 zZ 9| ok (Weakness)O.Z 2l4]E oo} 3t ESH A
6. Good distribution system 23] 7jAIE]ofof 3 Hekd @A g QALY 1 Fa]g|ojHof & A

7. Good promotion for the product

8. Good sales strategy. ol

9. New skill and techniques developing in the organization 240 mekut A 5] o3 I HUEKA 59 K4 TR

| Soodloction b ool AjEoR wEEsl e a4ERN 279 Y
. Steady financial status ~ o] - - o

12. Well organized utilities, utensils in the product system (Strength) 22 <142 4= ot o5 84F% HolZ okx &

13. Sufficient productive power B8 THEM= nlA g 3 Ho| Zgrojof & Foju}

14. Sufficient employees for smooth production ‘QJoFR oA JhAo] HAA . WA gl ‘7}73

15. Timely production :_ - - =

16. Professional production skill el F §Y 84 FLEY E'_]'“iTE HE A vehd a4

17. Leadership with good vision - 2A oFH(Weakness) 22 Q14 4 9lom o5 245w @

18. Devotional employees in the organization SA A QAEA QlAEolo} & Aol}, HZ o]S QAT

19. Good reflection of the goal of organization
20. Flexible and immediate opinion reflection
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<Table 7> Management strategy established through SWOT analysis

nvironment

~ Strength  Weakness

+ thorough sanitation management

« high service quality by employee education
« devotional employee

» steady financial structure

« sufficient product facility

+ timely production

» leadership with good vision

* low satisfaction for the taste of food
* limited menu

« interior decoration of a store

* lack of PR

» market share

« price competitive power

« vulnerability of distribution system

« lack of sales strategy

Opportunity

SO(Strength-Opportunity) Strategy

OW(Opportunity-Weakness) Strategy

1. Maintaining of superiority for the service
quality and sanitation management

2. Investment in the development of
specialized techniques

3. Building up offensive marketing strategies
focusing on the strength of the organization

» growing up in the foodservice industry
* business recovery
« expansion of market of take-out

1. Menu development and PR in the basis of
customers’ needs

2.Growing up market share through
effective PR

3. Reformation of distribution system

4. Applying MBO in the organizational
management strategy

5. Long-range plan for the interior deco
reformation

Threats ST(Strength-Threats) Strategy WT(Weakness-Threats) Strategy
1. Development of specialized menu for the
+ emergence of a lot of take-out brands 1. Differentiated production and service  segmented market

» overcompetition in take-out market development

expected due to emergence of imported 2. Developing and Searching a niche market

or domestic brands

2. Differentiated taste of food though hiring
of professional culinary chefs

through market segmentation 6. Attainment of the price competitive power

through productivity improvement strategy
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