AL IR K 28 7 R 35 2 4 SRS AR AL BT 5
w B

[

HEBR AT 2 LR L E KRR 2 )5, BUE IR % — i, &k
[ERZ IR iyl 2 I mA ALY, € SN NG L A = =P =P R L N7 e G P R L B =
MR 3E AR e 1) BB AR 55 DX 0k, BETEREAT R SRR 4 A 55 T B 51 O B AR T 9%
& AR E AT TR E R RSTARLR, AT H 2R K, ROk RE
BIETEFTT, REFRIIR R i

ASCHTFEAC TR R W R 55 8 A S, A2 — ST U BB AT I,
fif R m TR I R IR S E B 1, B A mIE T R SE S .

55 S %o M/ B AR, A — A A RT B 1 i 4
Ao XL, Ak 2 T8I AR S5 1 38 S i A b Al R A S 4o REABT IR AL BIOK
— KT MRS RONETT bR %s, RO 28 R T I 5 eI &, K
N T AR B R 7y o AEAE TR IR A R R I LA AR, 72 e 5575 8 U i
WA 7 — e By ont, (ERAKIR T I 2 Qo ep x4 17 (0 AR 55 & b AT 2ot BARE A A
FEAREAT MPAHORS —WRU st 350 171 ) 55 ] il

AR KB SR 7T, HE T A AT TE IR DA KA SR R S5 A B R R
WEFLITiE, NASCHT T BRI . AN BAR B A T Se PR A Ok, X B AT
MR 22w (38 PR BEREAT 1 At B AN A B A B o0 A, il SWOT 3 ik ®
FI AL SRR IR A F AR SE RS, 5995, IR BU LR R ROZ R IINL 2
HetE B G A, BT 7 AR A A FIAE AR S5 S TP AR AR DR [ AL, MR
AR ST IRST N, AR AL e A I AR S S AR A TR,
EAR AR S5 RS T LA 5 T B LA SRS

R BT, IRBE B, ik



ABSTRACT

Afterseveralmajorchanges,thecateringindustryinChinaisnowexperiencinganewera,and
thecompetitionpatternofthecateringmarkethaschangedgreatly.Itispreciselythechangeofmark
etcompetitionthatmakesthecompetitionofcateringenterprisesbegintoturntothemarketingserv
icearea.Howtoeffectivelyadoptmarketingservicemeanstoattractandretainconsumers,letcons
umersenjoytheserviceexperiencetheyneed,andmeettheirchangingneedsbecomesthekeytowh
etherenterprisescanimprovetheircompetitivenessandmaintainlong-termdevelopment.

ThispaperstudiestheservicemarketingstrategyofChangshacookingtobaccocateringcom
pany,aimingtosolvetheexistingservicemarketingproblemsandimprovethecompetitivenessof
thecompanyinthemarketthroughsomeeffectivetheoriesandmethods.

Firstofall,serviceshouldbebasedonpeople'sneeds. Thereisnofixedmodelthatcanbeapplie
dtoallenterprises.Forthecateringindustry,theservicecompetitionamongenterprisesisalsotheb
randcompetitionamongenterprises.Sincethebeginningofthenewcentury,theserviceofarestaur
anthasbecometheinvisiblelabelofarestaurant,theconsiderationofconsumerswhenchoosingar
estaurant,andanimportantpartofabrand.Inthepastfewyears,thecompanyhasmadesomeachiev
ementsinservicemarketing,butitstillfacestheproblemsothowtoimprovetheservicemarketingo
ftherestaurantandhowtomakethecompanystandoutinthecateringindustry.

Throughalargenumberofliteratureresearch,thispapersummarizestheresearchstatusatho
meandabroadaswellastheknowledgeandresearchmethodsrelatedtoservicemarketing,layinga
theoreticalfoundationforthefulltext. Fromtheperspectiveofapplyingtheorytopractice,thispap
ermakesacomprehensiveexternalandinternalenvironmentanalysisonthecompetitiveenviron
mentofChangshakitchentobaccocateringcompany,andthenliststhecurrentcompetitiveadvant
ages,disadvantages,potentialthreatsandfutureopportunitiesofChangshakitchentobaccocateri
ngcompanythroughSWOTanalysisfarrow. Withthehelpofquestionnaire,thispaperanalyzesth
erelatedproblemsexistingintheservicemarketingofChangshacookingtobaccocateringcompa
ny,andputsforwardtheoptimizationstrategiesfromtheaspectsofimprovingtheoverallservicele
vel,thequalityofservicepersonnel,optimizingtheproductmix,formulatingappropriatepricestr

ategiesandpromotionmethods,andpayingattentiontotheserviceenvironment.
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