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[bookmark: _Toc19572]Executive Summary 
With the people's living standard increasing year by year, the disposable funds is steadily increasing, leading to the prosperity of the consumer products market. The catering market is more and more active, in recent years, there are many international fast food chains such as McDonald' s, KFC in China and, at the sam e time, many domestic well-known fast-food chains such as Yonghe soybean milk, Hehegu,etc are welcomed in China.
As the bright younger generation, Clay pot king company, since its establishment in 2012, already has several stores, get a lot of customers.  
In this essay, I analysis the characteristics of Clay pot king company, the company's market position; according to the market segmentation, determining its target market; in the end, through the study of Clay pot king marketing strategy, more in-depth studies were done at the product level, price level, channel level and promotion level; which is m ore important, according to the characteristics of the catering industry, I also put forward the fifth service level, highlighting the company out of the ordinary in the particular trade marketing. In addition, the company is now very popular with the Internet thinking, and established a number of new ideas and new ideas. On the basis of the above research results, this essay also puts forward some suggestions and security solutions of the marketing strategy.



[bookmark: _Toc23440]1.0 Introduction
Fast food is the product of social economy and culture development to a certain stage. There are several main factors contributing to the emergence and prosperity of the fast food industry, including the increasing pace of people's lives, the increasing number of working women, the decreasing size of families and the increasing discretionary income. Modern fast food originated in the 2020s in the United States. In 1921, E.W. Gram opened the first fast food restaurant called White Castle in Kansas. In the 1960s, American fast food began to expand to Europe and Asia, setting off a whirlwind of fast food industry in the world.
China's fast food industry was a late starter. KFC opened its first branch in Beijing in 1987, thus introducing the concept of modern fast food to China. Since then, Western fast food such as McDonald's, Decos and Pizza Hut have arrived in China and expanded to major cities in just 20 years. Fast food enterprises in the whole catering industry has taken a place, with the development of market economy, fast food will still maintain a high speed of development. Many Chinese fast food enterprises, with the help of flexible management methods, quickly incorporated peer enterprises, quickly occupied new market territory, and formed market barriers.
Clay pot king is the only Baoza rice chain in Beijing market, and it is the first company to propose the management concept of "slow fast food". The company was founded in 2012, has more than 50 formal employees, the whole company operation staff more than 200 people, in Beijing has 19 directly operated chain stores, distributed in various urban areas of Beijing. The company is made in Clay Pot rice, supplemented by purple clay stew cup, and with durian crisp, roasted wings and other snacks as characteristics of Chinese fast food chain enterprises. In recent years, with delicious dishes, quality professional service, comfortable and elegant dining environment famous.
[bookmark: _Toc12979]2.0 Main Findings
PEST analysis is a basic tool for analyzing the external strategic macro environment. It grasps the macro environment on the whole and evaluates the influence of these factors on the strategic objectives and strategy formulation of enterprises through the analysis of political, economic, social and technical factors or factors from four aspects.
[bookmark: _Toc26008]2.1 Political environment
Since the reform and opening up, our political environment has been stable. Although the South China Sea issue has become increasingly tense recently, it has little impact on domestic people's lives. On the whole, the catering industry is in a very good political environment, and during the two sessions in 2016, the Ministry of Commerce officially issued the "Guidance on Promoting the Transformation and Development of the Catering Industry".
"Opinions" clearly put forward, will further optimize the catering industry development environment, effectively reduce the burden of catering enterprises, promote the catering industry to accelerate the transformation and development; Within five years, it will cultivate a group of chain and brand catering enterprises, and basically form a development pattern with popular catering as the main body, reasonable regional layout, coordination between urban and rural areas, and coordination of various business forms, so as to meet multi-level and diversified consumption needs of the catering service system.
[bookmark: _Toc4845]2.2 Economic environment
China's catering industry earned 3.231 billion yuan in 2015, up 11.7 percent year on year, surpassing the 3 trillion yuan mark for the first time, according to data released by the National Bureau of Statistics. From January to February 2016, the national catering revenue was 565.1 billion yuan, with a year-on-year growth of 11.3%, achieving a stable start with a fast development speed. Under the new normal of economic development, the catering industry has also entered the new normal of rational return, meeting public demand, adapting to market changes, and focusing on improving quality and efficiency. Due to the rigid demand, the growth of popular catering is relatively stable, which has become the big driving force to promote the stability and recovery of the whole industry. The segmentation of organic catering, fast food group meal, specialty catering, farmhouse and other business forms develop rapidly, but also has a large space for development.
[bookmark: _Toc11285]2.3 Technical environment
After 30 years of development since reform and opening up, the situation of brand competition and quality management in catering industry of our country has been formed and the industry development has entered a new stage. In the catering industry, the application of scientific and technological means is more prominent, technological innovation and scientific management are paid attention to, the level of education and training and personnel quality are generally improved, the concept of modern operation and management is constantly strengthened, the marketing measures are widely implemented, and the content of brand culture is increasingly enhanced. Centralized catering distribution is widely used, the basic conditions for development are getting better and better, and the process of standardization, industrialization, scale and science is constantly advancing, which accelerates the development of catering industry from traditional catering industry to modern catering industry.
[bookmark: _Toc25497]2.4 Social environment
The overall social environment of China is good, and Clay pot king chooses to develop in Beijing area, mainly because the social environment in this area is more sound and stable, there are fewer constraints on industrial development, and the overall income of residents is higher. Most of them are concentrated in the "well-off" level, and the overall quality of personnel is higher, the consumption power is strong. In the development layout of Beijing, various industries are relatively concentrated, so it is easy to form a scale of people in the region, these people are mostly white-collar and other high-end talents, to provide considerable passenger flow for the catering industry.
[bookmark: _Toc16586]3.0 Customers
Since the reform and opening up, with the continuous increase of income, people's demand for material consumption has become increasingly strong. The location of Clay pot king is also targeted at the characteristics of population distribution in Beijing, and stores are arranged near office buildings and in large shopping malls. Generally speaking, these target groups have higher consumption power, and they are no longer in the stage of good taste, cheap and full. They all have higher requirements on the dining environment, service and food safety, especially in the aspect of food safety. Various incidents reported in recent years make people have further requirements on the quality of catering. Clay pot king also captures the psychology of these customers. In the selection of ingredients, he always uses big-name suppliers and chooses excellent ingredients. Although Clay pot king Company does not have as high brand power as other well-known chain stores, it still owes to its accurate product positioning and crowd positioning, so that it performs well in bargaining power with buyers. The overall price of its meals can be equal to that of well-known brands such as Hehe Valley and Zhengyi.

[bookmark: _Toc14316]4.0 Competitors
Western fast food, its obvious advantage lies in scale, standardization, fast and entertainment. Its scale requires the accumulation of capital and time; Standardization includes supply chain, production process and other aspects; Rapid benefit from personnel training and management; The key is its entertainment, Western fast food is very timeliness and the combination of global entertainment events, for example, with the release of a certain movie, there are a variety of movie figures in the restaurant package sales, or the product itself into the packaging design; In addition, with the progress of a certain sports event, the soft decoration of the whole store will be combined with it, which can cater to the hot consumption spots to a large extent, and also conforms to the preferences of the target group of the brand. In the process of competition with Clay pot king, Clay Pot King can only be compared in the standardization and speedization, but still lags far behind in the other two aspects. In fact, this can be said to be the gap between Chinese fast food and Western fast food on the whole.
The obvious advantage of Chinese fast food lies in its regional characteristics and food material characteristics. For example, "Mian Xiang Bafang" is based on Shanxi pasta, heavy oil, heavy spicy, heavy acid local characteristics; Another example is "Jeongyi", which is based on Korean bibimbap and miso soup, and also reflects obvious regional characteristics. In competition with it, Clay pot king avoids all kinds of chain enterprises with regional characteristics and food ingredients in the market at present. Instead, it chooses Baoza rice unique in Guangdong and promotes the strategy of "eat from the south and go to the north", thus gaining its own market share.
[bookmark: _Toc6291]4.1 Clay pot king price positioning
The price of products is closely related to consumers. The determination of product price, not only related to the cost of the product itself, but also fully combined with the market. The product price is set high, consumers do not buy, can not achieve sales, enterprises can not long-term stable development; The product price is set low, affecting the image of the company, unable to achieve considerable profits.
In a sense, Clay pot king Company has completed its product price positioning after determining the choice of target market and clarifying the company's products. Through the above analysis, it is not difficult to see that the company chooses white-collar workers and other middle and high-end income groups, and the general consumption range of these people has been clearly explained. It can be seen that market segmentation and positioning is a systematic project. Clay pot king uses different pricing strategies through the combination of theory and practice and cost accounting in the later stage, so as to fit the target market.
In general, Clay pot king Company's price positioning is in the middle and high-end chain, which can support each other in terms of location, store design, and customer experience of the ingredients themselves. Of course, with the price fluctuation of raw materials in the market and the increasing labor cost, the company will also adjust the price according to the situation to ensure that the price system is in a stable range.
[bookmark: _Toc3563]4.2 Clay pot king advantage
At the beginning of the establishment of Clay pot king Company, after various studies, the operation direction was determined, which has the following advantages.
First, the choice of food is unique. It is a very big challenge to introduce Baozi rice to the northern market. At the same time, it also lays an absolute time advantage for the vigorous development of the company. On the one hand, it avoids the direct competition from the existing Chinese fast food enterprises. On the other hand, it launches the concept of cooking once, grasping the psychology of the customers' preference for healthy diet in the Beijing market.
Second, the dining environment is comfortable, close to the main meal. Chinese food is all about color, flavor, and taste, but fast food chains sacrifice some things in order to achieve speed or standardization. Clay pot king is well aware of this drawback. Therefore, in order to make customers enjoy fast food better, he has conducted in-depth research on the dining environment, so that consumers can have better dining experience, and put forward the concept of "slow fast food", which is "fast food, slow food". The decoration style of the restaurant is simple and generous, using wooden tables and comfortable sofa sitting chair, with soft lighting, different from other fast food bright and cold environment, so that customers are willing to sit in the restaurant, slowly enjoy the hot delicious. In addition, the restaurant is fully covered with wifi and equipped with power outlets under the tables and chairs, providing convenience for the needs of contemporary customers.
Thirdly, the site selection focuses on large shopping centers and crowded areas. As the old saying goes, good wine needs no deep lane, but in today's fast-moving social pace, it does not apply to fast food chains. If fast food enterprises want to increase turnover and increase passenger flow, the "capture rate" of target population is very important. Clay pot king made a full preliminary survey when selecting the location through the determination of the target group, and finally chose the location close to the subway and large shopping center, where the storefront had a high exposure rate and was very easy to find, thus increasing the customer flow of the storefront.
Fourth, strict quality control. In recent years, all kinds of food safety incidents occur frequently, including some well-known large chain catering enterprises, the public's confidence in food safety is getting lower and lower. Clay pot king has always believed in the concept of "food is the priority of the people and food is the priority of safety", and has made great efforts in this aspect. He selects the original ingredients such as Thai jasmine rice and Guangdong Emperor Emperor sausage, etc. At the same time, he coexists with many well-known suppliers to develop exclusive products, such as Fu Cheng and Lee Kum Kee, etc., to ensure the quality of raw materials is stable. On this basis, equipped with professional quality control personnel to carry out strict internal control of the food safety and hygiene of the restaurant, the ultimate purpose is to ensure that the food from both taste and quality have a good and stable performance.
[bookmark: _Toc27565]4.3 Clay pot king is weak
The establishment of the new company also faces several major problems. The following is the major disadvantage of Clay pot king Company at present.
First, the company is not adequately funded. Clay pot king is a start-up enterprise and a latecomer in the huge catering industry. The founder of the company has limited starting capital, which leads to the slow opening of chain stores, thus affecting the enterprise's rapid and comprehensive occupation of the market. In addition, the founder also lobbied in front of several investors, hoping to obtain more funds. Although some results were achieved, investors also need to evaluate, and the cycle is long.
Second, the management level and experience of the staff is insufficient. As we all know, the development of enterprises cannot do without management, management directly determines the development trend of enterprises. On the one hand, the company's management personnel are many years of old employees, with a certain degree of professional technology, but lack of management experience, staff quality is uneven. On the other hand, it is difficult for new companies to attract mid - and high-end talents due to the limited salary level.
Thirdly, the standardization of food production process is difficult. The low level of standardization in Chinese food has been a problem that has plagued Chinese fast food for many years. Clay pot king Company is the same. The standardization and unification of food materials have been gradually solved. However, the standardization of food production and preservation cannot be fully guaranteed. The main difficulty lies in the establishment of standardization process of production and the control of indicators of product preservation.
[bookmark: _Toc19965]5.0 Recommendations
First, Clay pot king needs to strengthen the quality assurance of raw materials, select high-quality ingredients, and strictly formulate admission and elimination standards, and monitor and destroy expired and substandard ingredients.
Second, Clay pot king needs to establish a guarantee mechanism of raw material supply chain to achieve a win-win situation with suppliers. In addition to the publicity of food materials in the store itself, the company also joins the publicity of suppliers, so that the two sides are more closely bound to avoid or reduce the possibility of food materials out of stock. In addition, alternative suppliers should be introduced to realize dual supply of raw materials, which not only enters the competitive mechanism, but also prepares for some emergencies.
Third, Clay pot king needs to strictly control product processing and finished product preservation. Due to the particularity of Clay Pot rice, on the one hand, there are strict requirements on cooking time to ensure the standardization of product processing process. On the other hand, the freshness of the ingredients also directly affects the taste of the finished products, so it must be preserved in good conditions.
The maturity of enterprise management directly determines the stability of enterprise operation. Clay pot king needs to establish a sound enterprise management system, which involves all aspects of the enterprise, including procurement, product research and development, store development, market promotion and delivery service. Responsible departments should take responsibility for each link, clarify the responsibilities of departments, coordinate the cooperation process between departments, and reduce unnecessary buck-passing and wring.
[bookmark: _Toc21880]6.0 Conclusions
In recent years, the sustained growth of Chinese economy and the steady rise of people's income, as well as the general warming of the food and beverage industry and the booming development of consumption power, bring unlimited business opportunities to the food and beverage industry. Driven by the emphasis on natural, green, low-carbon and environmental protection, Clay Pot rice with natural, organic, pollution-free and high grade is welcomed by more and more consumers. The huge market demand has accelerated the turnover of the catering industry in the field of social consumer goods has a higher and higher proportion, and in large and medium-sized cities accounted for a larger proportion. The sales volume of food and beverage market in China has jumped to the top in the world. At the same time, behind the prosperous market also put forward higher requirements for catering enterprises.
At the level of enterprise service, it puts forward high requirements for Chinese food enterprises which are difficult to standardize. It is similar to western fast food enterprises, and puts forward level evaluation and improvement strategies with The Times, forming a complete and perfect mechanism. Through the research of marketing strategy, many suggestions are put forward in all aspects. On this basis, this paper also puts forward some guarantee methods for these strategies, so that enterprises can have more references in the method. In a word, customer-oriented, to meet consumer demand for the purpose, based on the target market, improve the marketing level of catering enterprises, through the implementation of new marketing strategies, gain advantages in the competition, so as to achieve stability or expand product market share, win good economic benefits, so that catering enterprises get sustainable development.
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