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Summary
The catering industry as a basic consumer industry in the national economy related to people's livelihood in recent years, the Internet + catering, mobile Internet + catering, retail + catering concept put forward, so that the mode of operation and management of the catering industry has been a huge change. With the change in the way of dining, more and more customers are choosing to order takeaway, which has changed the entire catering market from providing dine-in to combining offline physical shop operations with online takeaway marketing, creating a closed-loop system of online and offline operations. According to statistics from the Culinary Association, China's catering market revenue rose from 5.48 billion yuan in 1978 to 396.44 billion yuan in 2017, an increase of 722 times. Starting from 2015, the revenue growth rate of China's catering market exceeded 10% for three consecutive years.
Although Yoshinoya Fast Food Co., Ltd. occupies a leading position in the Japanese fast-food market in China, there is a gap with the development of McDonald's, KFC, and other restaurant chains. Meanwhile, more and more convenience stores, such as 7-11, have also opened a retail + food and beverage marketing model, diverting some customers, making Yoshinoya Fast Food Co., Ltd. face a series of problems such as customer loss and slow growth in turnover. 
This paper analyses the marketing environment of Beijing Yoshinoya Fast Food Co., Ltd. using the PEST analysis and the five forces SWOT analysis, and comprehensively analyses the development of the industry, the current situation of the main competition and the competitive situation of the industry, as well as the problems in the marketing of Beijing Yoshinoya. Finally, the marketing strategy is proposed based on the problems of lack of clarity in product type, overpricing, single form of promotion and lack of talents. The marketing strategy design includes product strategy, price strategy, channel strategy, promotion strategy, personnel strategy, process strategy and tangible display strategy.
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[bookmark: _Toc131196673]1.0Introduction
Beijing Yoshinoya Fast Food Co., Ltd (hereinafter referred to as Beijing Yoshinoya) is part of the Hop Hing Restaurant Group, a Taiwanese, Hong Kong and Macau restaurant chain founded by Hong Kong Hop Hing Group Holdings Limited in 1997. At present, Beijing Yoshinoya has a total of 183 shops in Beijing, covering 16 districts in Beijing, and the general manager has a number of departments under his supervision, including the purchasing department, development department, engineering department, information department, finance department, human resources department, marketing department, operation department, legal department, quality control department and logistics department, and the general manager has direct authority over the operation of each region.

In terms of consumer group characteristics, Beijing Yoshinoya's target customer group ranges from 3 to 35 years old, with the primary customer group being white-collar workers aged 23-35. This segment of consumers has a high level of education and a stable income and chooses to eat at nearby fast food restaurants mainly during weekdays. They attach more importance to the convenience of the restaurant, the taste of the dishes, the quality of service, the speed of delivery, the healthiness of the products and the availability of delivery services. The second tier of customers is students aged 13-22. Over 60% of students prefer to visit fast food restaurants during holidays and weekends. These consumers have no or low income but have a certain degree of consumer independence. This customer segment appreciates the variety of products, whether new products are constantly introduced, whether promotions are innovative, whether promotional gifts are fashionable, etc. At the same time, they pay more attention to whether the products are reasonably priced and whether there are more special offers. The third tier of customers is children aged 3 to 12. In recent years, with the growing popularity of nutritious meals, Yoshinoya Beijing restaurants have also introduced children's food for family consumption, and because of the lack of income and self-consumption ability of this segment, the willingness of this group to buy depends on the decision of their parents, who are more concerned about food safety.
[bookmark: _Toc131196674]2.0 Main Findings
[bookmark: _Toc131196675]2.1 Beijing Yoshinoya Marketing Environment Analysis
This section focuses on the marketing environment analysis of Beijing Yoshinoya Fast Food Co., Ltd. Through the PEST analysis model, the macro environment of enterprises is analyzed from four aspects: politics, economy, society and technology. At the same time, using the Five Forces Analysis Model, five aspects faced by Beijing Yoshinoya Fast Food Company were analyzed: existing competitors, potential entrants, bargaining power of buyers, and bargaining power of suppliers and substitutes. In the appendix, the first chapter uses SWOT to summarize the advantages, disadvantages, opportunities, and threats of Beijing Yoshinoya Fast Food Co., Ltd.

Political environment,In 2014, the Ministry of Commerce issued the "Guidance on Accelerating the Development of Mass Catering", pointing out that mass catering is an important service industry that meets the daily needs of the masses and supports the development of catering services. By 2022, China's annual catering revenue will reach 396.44 billion yuan, close to the 4 trillion yuan mark, with a year-on-year growth of 10.7%.

Economic environment Since 2014, the value added of the catering industry has continued to accelerate growth, and in 2015, the growth rate of the catering industry exceeded 11%, a new high growth rate in recent years, indicating that the catering industry has brought a good market environment and huge market potential for the development of fast food enterprises driven by institutional changes and consumer upgrades. However, at the same time, the development of catering enterprises is also facing certain challenges due to the rising cost of raw materials and labour costs, as well as the new crown epidemic which has compressed some of the profit margins of catering enterprises

From a socio-cultural perspective - Beijing, as a world-famous ancient capital and modern international city, is one of the more inclusive cities in the country's food and beverage market. The Beijing market can accommodate almost all tastes of food and drink, serving customers from all over the world, but it is also this blossoming that makes the whole restaurant market a highly competitive environment.

In terms of the technological environment, along with the development and widespread use of information technology and other technologies, online ordering platforms, internet catering evaluation platforms, internet catering supply chain platforms and internet catering information platforms have gradually replaced the traditional catering network model, greatly improving service efficiency and industry service levels. Currently, Yoshinoya has focused on online marketing. Yoshinoya's online push content is based on popular online food texts containing key food information, marketing advertisements and promotional information. It is also effective on WeChat, but suffers from slow push frequency, untargeted content and other issues that need improvement.

In terms of the industry environment, Chinese fast food enterprises have made leaps and bounds in the past two decades. Every fast-food enterprise in the process of business development will encounter a variety of competitors, including its own industry and cross-industry business competitors. In the Beijing catering market, as a well-known fast food chain, Beijing Yoshinoya mainly faces competitors such as McDonald's, KFC and other fast food chain catering enterprises. It also faces the threat of substitutes from various snack food, convenience stores, takeaways and other types of businesses.

For Beijing Yoshinoya, potential entrants include many mid-range and high-end restaurants that used to offer only dine-in food, which have started delivery services, and many catering companies that have created more delivery-friendly set menus to attract customers, by lowering the price of dishes and reducing the quantity of dishes to create individual set menus to attract many urban white-collar workers. In addition to catering companies, many retail companies have also started to cross over, moving from a retail model to a "retail + fast food" model, such as 7-11 and All Time convenience stores, which are concentrated in commercial areas and sell a wide range of fast food dishes.

Since 2017, convenience stores such as 7-11, All Time and others have been located in popular shopping areas and near communities, with denser distribution and wider coverage, offering a wide range of dishes at cheaper prices than Yoshinoya's restaurants, attracting a large number of consumers.

In terms of bargaining power of suppliers, Beijing Yoshinoya specialises in sourcing quality beef from Australia, rice from the Northeast and has entered into a partnership with Shounong Group as its vegetable supplier. Due to the high quality of Beijing Yoshinoya's suppliers' products and their position as market leaders, its suppliers not only have a greater brand effect and higher brand gold, but also have several large customers, giving Beijing Yoshinoya's suppliers a strong bargaining power

The bargaining power of buyers is generally lower in the fast food industry than in other food service sectors, and the prices of meals from the major fast food companies in the Beijing market are relatively consistent.
[bookmark: _Toc131196676]2.2 Problems and causes in Beijing Yoshinoya's marketing strategy.
According to the results of the analysis in Chapter 2, combined with the 7P theory of marketing, the 7 aspects of product, price, channel, promotion, personnel, process management and tangible display are used to explore the actual problems and causes of the company's marketing strategy

From the product strategy, Beijing Yoshinoya's products include beef rice set meal, chicken rice set meal, pork rice set meal, other set meal, a la carte main course, snack, dessert, skewer, soup drink, sunshine breakfast, light food wild leaf salad, Japanese cooking pot, cold noodles 13 product series, with more than 60 kinds of products, as the "beef rice special shop" of Although Yoshinoya has been introducing new products in recent years, when consumers think of Yoshinoya, the first thing that comes to mind is the image of its signature beef rice from 20 years ago. Although Yoshinoya specialises in beef rice, the only two types of beef rice currently available at Yoshinoya are signature beef rice and mushroom beef rice, which is too homogeneous and lacking in innovation compared to KFC. Looking at Yoshinoya's other product lines, which involve a number of series such as kanto, hotpot, light meals, noodles and rice with a topping, although the products are abundant, the product positioning is unclear and the product line lacks relevance, and the taste of these products lacks characteristics and does not have a unique competitive advantage.

In terms of pricing strategy according to the data of the 2019 China White-collar Workplace Life Status Research Report, the price of lunch for white-collar workers is within 20 yuan, followed by 21 to 30 yuan accounting for 27.6%. In terms of Yoshinoya's pricing, its set menu products are priced between RMB16 and RMB43, mainly concentrated in the RMB25-35 range, while its signature beef rice is priced at the highest level, much higher than the level of white-collar lunch consumption, and its takeaway products are priced at an average of RMB5 higher than dine-in, while the prices of hot dish set meals sold in convenience stores such as 7-11 and Convenience Bee are around RMB20, compared to which Yoshinoya does not have a price advantage Yoshinoya has no price advantage. Compared to fast food such as KFC and Zen Kung Fu, Yoshinoya's restaurant offerings are similarly priced, but the deals are considerably less favourable than the former. KFC not only offers a convenient e-coupon, but also offers discounts of 60% to 20% on hot sets. Beijing Yoshinoya's pricing of products and services is mainly based on a cost-plus method, with reference to the price levels of competitors, but the pricing of some dishes is still highly subjective. With all costs such as raw materials, labour, rent and transport increasing in recent years, and with this state of affairs set to continue for a short period of time, Beijing Yoshinoya is facing a threat in terms of pricing.

In terms of channel strategy, Yoshinoya Beijing sells its products through 183 Yoshinoya shops located in 16 districts in Beijing. Currently, the sales channel of Yoshinoya Beijing is mainly dine-in, supplemented by delivery. The number of Yoshinoya restaurant shops in the Beijing market is relatively slow, increasing at a rate of just over a dozen per year, compared to the 406 McDonald's and 530 KFC shops. In addition, in terms of restaurant layout, 60% of Yoshinoya's restaurants in Beijing are concentrated in Chaoyang District, Haidian District and Fengtai District, with only five restaurants in Dongcheng District and Xicheng District, which are central areas, and only one restaurant in remote suburbs such as Pinggu District, Miyun District, Fangshan District and Huairou District, respectively. At present, with the steady development of Beijing's economy, not only are the eight districts of the city more developed and densely populated, but the development of Yizhuang New District, the construction of Beijing's administrative sub-centre and the formation of the Shunyi business district have all gathered a large number of potential consumers, providing a new market for mass-market fast food companies. Beijing Yoshinoya should reconstruct the layout network and accelerate the construction of new shops

At present, due to financial constraints, Beijing Yoshinoya mainly advertises through in-store leaflets, official WeChat platforms and some non-mainstream online media. In contrast, its competitor, KFC, has invested heavily in inviting popular celebrities to be its spokespersons and live webcasters to launch an overwhelming advertising campaign. In addition, sports events marketing, cross-border marketing with Huawei and make-up companies, co-branded marketing with popular movies, mobile internet marketing, topical marketing, etc. have also been used to create a storm of communication.

At present, although Beijing Yoshinoya has a unified training system and strict work standards for its front-line staff, the service of the staff mostly remains at the basic level of providing meals, and they do not show enough enthusiasm and concern for customers, which is a big gap compared to the service level of its competitors. The results of a survey on service satisfaction at Beijing Yoshinoya show that customers are less satisfied with the service provided by the staff at Yoshinoya restaurants, with 46.36% of customers not very satisfied with the service provided at Beijing Yoshinoya restaurants and even 2.73% of customers very dissatisfied with the service provided at Beijing Yoshinoya restaurants. The main reason for this is that the management chain at Yoshinoya Beijing is still a "positive triangle structure", i.e. a hierarchy of shop general manager - shop duty manager - senior staff - staff, with the shop general manager at the top of the management chain giving orders and the staff At the top of the chain, the general manager gives orders and the staff are at the lowest end of the "positive triangle" structure, taking orders from one level to the next, and the frontline staff not only find their work demanding, standardised and stressful, but also generally lack a sense of respect and are not in the mood to provide better service.

In terms of product standardisation and control, Beijing Yoshinoya strictly enforces standardisation and process, which is the fundamental guarantee of its position in the fast-food market. However, in the process of service quality management, although it has set corresponding service standards, the service quality of staff in different restaurants is not consistent, which affects the dining experience of customers. In particular, at Yoshinoya restaurants in the suburbs, some customers report that some staff are not enthusiastic enough, not only do they not smile and are not polite enough, sometimes they even show impatience, and their service usually stops at ordering food, and they do not have insight into the needs of consumers and take the initiative to provide service or help. Beijing Yoshinoya's service quality monitoring is not in place, the service quality management system is not perfect, and there is no sound service performance assessment system, while its competitor KFC's staff can provide a more uniform and accurate service, whether in the city or suburban restaurants, the service staff can maintain a smile, service enthusiasm, take the initiative to provide service, take the initiative to explore customer needs, and introduce the products to customers, and help customers choose a reasonable combination of set meals. Help customers choose a reasonable combination of set menus.

The Yoshinoya restaurant was born in Nihonbashi fish market, Chuo-ku, Tokyo. It has been in existence for 120 years since 1899, during which time it has experienced several difficulties but has come back from the dead, with a rich and twisted brand story and a unique and deep corporate culture. The Yoshinoya restaurants in Beijing, on the other hand, do not convey Yoshinoya's corporate culture and brand story well to their customers. When customers walk into a Yoshinoya restaurant, they cannot clearly feel the unique culture of this restaurant brand with 120 years of development. If the brand story is fully told and the essence of the corporate culture is integrated into the tangible displays of Yoshinoya's restaurants, it will give customers a refreshing and unique dining experience. At present, Yoshinoya restaurants are only producing wall paintings in some of their shops to introduce the brand story, which is not very effective.
[bookmark: _Toc131196677]2.3 Beijing Yoshinoya Marketing Improvement Strategy
Based on the 7P theory, we propose countermeasures to improve the marketing strategy of Beijing Yoshinoya Fast Food Co. at the levels of product, price, channel, promotion, people, process management and tangible display. See Appendix II
[bookmark: _Toc131196678]3.0Conclusion 
Mass catering is the main market for China's catering industry and the biggest driving force for its development. In recent years, mass catering has shown rapid development, with a market share of over 85%, leading the transformation and upgrading of China's catering industry and the industry's rebound, playing its social and economic role as a basic consumer industry and meeting people's dietary consumption needs for a better life. This paper takes Beijing Yoshinoya, a well-known fast-food chain, as an example, and analyses the internal and external environment of the enterprise with the help of PEST and Michael Porter's five forces analysis model, then analyses the problems and causes of the enterprise's marketing strategy, and finally formulates a 7P marketing mix strategy for marketing optimisation of Beijing Yoshinoya.

The following conclusions were drawn Beijing Yoshinoya's strengths and weaknesses are obvious, and it faces both good opportunities and threats. A good industry environment provides opportunities for growth, while fierce competitors and rising costs pose a threat.
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Appendix I
S
(1) High brand recognition. Beijing Yoshinoya has been operating Yoshinoya restaurants since 1997. After more than 20 years of development, Beijing Yoshinoya has developed into the largest Japanese covered rice chain in the Beijing market, with strong brand recognition and a leading position among Japanese fast food chains, and has a huge brand advantage over the emerging restaurant companies in recent years. Consumers have a strong recognition of the brand and its products.
(2) Safe and healthy products. Yoshinoya Beijing Restaurant mainly deals with Japanese dishes combined with Chinese dishes. Yoshinoya's frying process is more nutritious and healthy than that of KFC and McDonald's, which makes it more in line with Chinese consumers' eating habits than Western fast food in terms of product positioning. In addition, the product standards of Yoshinoya Beijing restaurants are strictly in accordance with the product standards of Japanese Yoshinoya restaurants, from the selection of ingredients, the production process, food safety control, there are strict standards, compared with some small catering enterprises, Netflix restaurants have a more sound and mature food safety control system, so that customers can eat healthy, eat at ease.
(3) Good location. Yoshinoya's Beijing restaurants are mainly located in large residential areas, commercial areas, schools, hospitals, airports, railway stations and other large transportation hubs. Whether it is for workday meals and business dinners, or regular dinners on holidays, consumers' needs can be met. The surrounding area is rich in customer resources, with corresponding customer groups at different times of the day.
(4) Catering services are standardised. The company regularly involves its staff in various training and career development competitions, linking them to the company's immediate interests and ultimately creating a positive corporate atmosphere that helps employees to improve their knowledge and skills. In addition, the internal quality management system is being actively improved and the greatest benefit of taking these measures is that they have improved the quality of the products and services offered by Beijing Yoshinoya Fast Food Co. The company is actively promoting new products on top of its core offerings and expects to launch two new dishes per month. In addition, the company organises weekly customer satisfaction surveys, analyses individual data and promptly assesses customer opinions and suggestions on the company's products and services, with satisfaction levels remaining above 90% for the latest surveys.
W
(1) Ageing brands and poor research and development capabilities. Compared to foreign fast food such as McDonald's and KFC, Yoshinoya faces a more serious problem of ageing brands. For many consumers, Yoshinoya's image is still that of a few classic topped rice dishes from the past. Although new products are constantly being introduced, there are few new products that are as attractive to consumers as McDonald's and KFC in terms of research and development.
(2) Single promotion method. In terms of promotional strategies, this is a major disadvantage for Beijing Yoshinoya. In terms of promotional strategy, Yoshinoya lacks strong publicity and promotion means, and most of its promotions are conducted through in-store publicity rather than through powerful media platforms such as underground ads, bus ads, TV ads and internet ads, resulting in a situation where potential consumers do not get information about the restaurant despite the launch of many new products. In terms of promotional planning, Yoshinoya lacks innovative and influential promotional activities.
(3) Yoshinoya's brand promotion is inadequate. There is no regular and effective advertising team, relying only on public micro-signals, micro-blogs and group-buying platforms to deliver information, without forming a systematic and effective brand promotion.
(4) Unsatisfactory customer management. Yoshinoya's customer management is in a fragmented state and effective customer tracking is not possible. Although problems raised by customers can be solved in a timely manner, continuous improvement of problems is still lacking.
(5) Lack of senior personnel. Beijing Yoshinoya has a large number of staff, but in terms of human resources, Restaurant 24 staff and the delivery team are the majority, the number of functional department managers is relatively small, the overall education of front-line staff is mainly junior high school education or above, and most of the managers are specialist education or above, and the company's relative lack of R & D personnel is not conducive to product innovation and research and development, Yoshinoya senior personnel related to various professional fields need to be improved.
O
(1) Policy area support. The biggest opportunity for the development of fast-food enterprises is the support of national and regional policies. 2014, the Ministry of Commerce issued the "Guidance on Accelerating the Development of Mass Catering", pointing out that mass catering is an important service mode to meet the daily needs of the masses for catering services and proposing to accelerate the development of mass catering, which undoubtedly provides a favourable development environment for the operation of Beijing Yoshinoya and brings a good opportunity for its development. On 15 July 2019, the Beijing Municipal Bureau of Commerce, together with 14 departments including the Beijing Municipal Commission of Transportation and the Beijing Municipal Public Security Bureau, jointly issued the Measures on Further Prosperity of the Night-time Economy to Promote Consumption Growth in Beijing and gave corresponding policy support, which accelerated the development of the night-time economy in Beijing and the construction of late-night eateries in Beijing, which is a good opportunity for Beijing Yoshinoya has opened up the night-time snack market as a new
consumption growth point and provides a new opportunity for the development of the business.
T
(1) High costs and rising pressure of staff turnover. A major threat to fast food enterprises is the rising costs of all kinds of costs, rent costs, labour costs, raw material costs, energy costs and other costs continue to rise, the level of corporate profits at a low level. Currently, Beijing Yoshinoya is facing the threat of rising costs, not only recruitment difficulties, but also the instability of front-line staff, a high turnover rate. Compression, cost reduction has become a prominent issue affecting the development of fast food enterprises.
(2) Increased competition in the restaurant industry. As an industry with a high degree of complete competition, the catering industry is an industry where the market mechanism plays a fuller role. In the industry competition, the concentration of the industry is decreasing, and there are many new players in the market and market players every year, many traditional catering enterprises providing dine-in food, such as Golden Million, Big Duck Pear, Purple Garden and other restaurants have also started to reduce meal times and provide convenient takeaway services, which have captured part of the takeaway market With consumers having more choice and lower costs than ever before, traditional caterers have entered the fast food market, posing a certain threat to Beijing Yoshinoya

The SWOT matrix analysis of Beijing Yoshinoya shows that the strengths and weaknesses of Beijing Yoshinoya are obvious, with both good opportunities and threats, with its strengths being its high brand awareness, nutritional balance and high quality dishes, and its weaknesses being the lack of promotional tools and serious brand ageing. The good industrial environment provides opportunities for development, but the fierce competition and rising costs also pose a threat. To sum up, Beijing Yoshinoya should continue to play to its strengths, improve its weaknesses, make up for its shortcomings, fully grasp the opportunities and constantly improve its competitiveness to meet the external threats.

Appendix II
In terms of product design, it is suggested that Beijing Yoshinoya should adhere to a product design structure that focuses on beef rice, supplemented by diversification, and reduce the product line to win with precision. On the one hand, the products can be based on beef rice, drawing on elements of Chinese and foreign cuisines and local specialties, and constantly experimenting with new taste combinations to find new ways of eating beef rice, such as introducing spicy beef rice, cumin beef rice, and making old products constantly new, so as to integrate more fresh elements into the single beef rice.

In terms of pricing strategy Yoshinoya can adjust the price of its food and beverage products according to the price changes of its competitors, give limited-time discounts and give some space in the price to meet consumers' desire for good value for money, creating a unique brand and price management style from the price. Therefore, Beijing Yoshinoya should increase its discounts and concessions and introduce some timely incentives, such as: half-price membership days, half-price packages, etc., as a way to attract consumers to buy such products intended to attract attention and enhance the willingness to buy for the main purpose. The pricing principle for these products is cost-neutral, the only thing that needs attention is loss control.

With the steady development of Beijing's economy, not only are the eight districts of the city more developed and densely populated, but the Yizhuang New District, the Beijing Administrative Vice Centre and the Shunyi business district are all developing at a fast pace, gathering a large number of potential consumers. For this reason, Beijing Yoshinoya should increase the density of its layout, speed up the selection and construction of new shops in Dongcheng, Xicheng, Tongzhou, Shunyi and Yizhuang New District, and increase the layout of its restaurant network in shopping centres, around schools, large communities and near large transport hubs

Due to financial constraints, Beijing Yoshinoya may not be able to invest as much as its competitors KFC and McDonald's to launch a three-dimensional promotion, but it should broaden its promotion channels and cooperate with some influential and cost-effective media to carry out three-dimensional and fancy promotions. For example, it should place underground advertisements, building lift advertisements, bus shelter advertisements, bus mobile TV advertisements, cooperate with Tencent and Akiyo for video advertisements, and cooperate with large commercial complexes such as Wanda and Joy City for promotion.

In order to solve the problem of positive triangle structure, we can adjust the "positive triangle structure" to "inverted triangle structure" in the future, i.e. the front-line service employees face the customers at the top of the inverted triangle, and the managers are at the bottom of the "inverted triangle". "Instead of giving orders to the staff, they will serve the customers together with the staff, and solve problems in front of the staff.

The process management strategy of Beijing Yoshinoya can be based on the characteristics of the staff and the specific situation to take different ways to motivate. The quality of service is ensured through a three-dimensional monitoring mechanism, such as mutual inspection by staff in the shop, inspection by staff of the company's quality control department and remote monitoring of the shop by the headquarters. Employees who perform well are rewarded by increasing performance pay or providing various benefits, while those who do not perform as well are punished by deducting performance bonuses.

Tangible display strategies Yoshinoya restaurants can serve the growing group of young parents by changing the layout, adjusting the lighting and upgrading the shop design to create a scene suitable for family members to consume. For customers who like freshness and fashion, Beijing Yoshinoya can launch a new mid-to-high-end brand under the existing Yoshinoya brand, upgrading its product positioning, decoration style and service approach to create a new light luxury brand for middle and higher income groups, and differentiate itself from other similarly positioned fast food restaurants by implementing brand diversification, such as launching concept shops that offer higher quality and higher priced products. Or launching a few smart restaurants with special features to bring a new dining experience to customers.
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