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[bookmark: _Toc129259177]Executive Summary
Haidilao originated in China. With the enhancement of the economic capacity of the Chinese people, people's investment in catering consumption has gradually increased. At the same time, Haidilao also enjoys the dividend of population. However, due to the impact of the epidemic situation, the expansion of Haihailao has problems. The contradiction between the capital market's demand for market value and the ceiling of enterprise growth rate. In 2019, the peak market value of Haidilao will reach 200 billion Hong Kong dollars. After the P/E ratio is nearly 100 times, it will be extremely difficult to continue to maintain such a high P/E ratio (Xie, 2021). In addition, in order to maintain the growth rate required by the capital market, Haidilao is very likely to change its behavior, which is the biggest risk. Haidilao should return to the customer centered goal and seek further development.
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[bookmark: _Toc129258250][bookmark: _Toc129259178]1 Introduction
The catering industry is the original ecological combination of human farming civilization and industrial and commercial civilization, and its subject and object are still in the category of meeting human survival needs at present (Anyushenkova, 2022). Under the restriction of such primitive culture, "human" has always been a major subject in the catering industry. Whether it is the core subject of operation, service and being served, satisfaction and being satisfied, it cannot be separated from the dependence on "human". For example, will unmanned restaurants become a major path for information civilization to reconstruct catering costs? This business may always be one of the ways to explore and develop new catering.
Since its establishment in 1994, Haidilao Hot Pot has always been a catering organization with Sichuan hot pot as the leading dish and hot pot characteristics from all over the country. Haidilao was started by Zhang Yong in Jianyang, a county-level city in Sichuan Province. As it is a Sichuan style hot pot, with a little care, the taste and dishes of various hot pot restaurants cannot be separated. However, Sichuan hot pot is characterized by its strong taste (Wang, 2016). Generally, it is more insensitive to the taste of food materials and other tastes in the middle and late stages of eating. Haidilao provides customers with a very comfortable experience from the beginning to the end of the meal through its high standard of service.
Strategic analysis
The loss rate of waiters in Haidilao is very high. Only those who can bear hardships, are strong and optimistic can persist. The working intensity of benthos is large, which also plays a role of natural selection. After Haidilao became famous, there were many imitations and imitations. Nonetheless, a lot of people thought Haidilao's firm was successful and well-known because of the excellent service (Xie, 2021). They just duplicated the surface, failing to understand the fundamental reasoning. Several of them were palpable and dead, and ultimately they were unable to travel very far. Although Haidilao offers good service, it goes beyond that. It offers good food, a great selection of locations, and superb hot pot components.
Everyone can do well in these aspects, but no one can compete with Haidilao if it makes a differentiated "service brand" on this basis. In Haidilao, from the management to the waiter, the fundamental problem of the survival and development of Haidilao is very clear: all the work is for one purpose, "to satisfy customers". Anything that conflicts with the whole goal should make way for it (Kwon, 2022).
[bookmark: _Toc129258251][bookmark: _Toc129259179]2 Comprehensive strategic analysis
In the aspect of hot pot taste, it focuses on the development of new taste, bringing more choices to consumers; The food raw materials are convenient, and unified distribution is adopted to ensure efficient operation;In terms of service, we provide meticulous service to let customers experience warm service (Kwon, 2022). The contemporary era belongs to information civilization. In the context of information civilization, although the attribute of people as the served object of business economy has not been changed, the traditional subject of "people serving people" has been challenged.
The comprehensive service marketing concept makes Haidilao attract medium and high-end consumer groups (Geraci, 2017).
According to the data, Haidilao went public last year, and the prospectus said:
1. High brand loyalty. According to the prospectus, 68.3% of the respondents who had dined in Haidilao said they would visit Haidilao at least once a month, and 98.2% of the respondents who had dined in Haidilao said they would like to visit again (Kwon, 2022).
2. High brand reputation. According to the prospectus, 99.3% of the respondents who had dined in Haidilao were satisfied with the dining experience of Haidilao, of which more than 50% were very satisfied; In addition, among the major Chinese catering brands, Haidilao is considered to have the best service attitude (Pramesti, 2022).
[bookmark: _Toc129259180]2.1 Service personnel
From the perspective of the main body of "people" in the core of catering industry, it can be divided into three parts: the kitchen part and the lobby part are the main body of service, and the last part is the customer, which belongs to the main body of service (Chiu, and Hsieh, 2016). The care relationship between these different subjects constitutes the logical relationship between the unity of subject and guest and the transformation of subject and guest in the catering business and consumption.
From the perspective of the development of the catering industry in recent years, customers, as the main body to be served, have been very stable. The entire catering industry is almost set up for this part, and customers are the core source of the catering industry economy (Kwansa and Parsa, 2014). On the contrary, as the main body of catering services, the role of catering staff continues to be challenged.
For example, in the early days, from the fixed post system to the open post system, and then to flexible employment, including recently, with the empowerment of various food delivery robots, cooking robots, and machine moving lines, a number of restaurants with no one's gimmicks have also gradually landed. At present, the industry is divided into two schools (Oman-Reagan, 2017). Some catering brands are gradually eliminating labor, but some stores are continuously increasing service.
On the surface, the directions of the above two are different. More high-precision labor is required to enhance services, and high-precision intelligent equipment is required to remove labor. Interestingly, these two different roads have basically reached a consensus under the Haihailao and Haihailao sub brands (Wang et al., 2016).
Haidilao has always been a synonym for service, and its high labor costs can also be seen in its financial reports. In 2018, Haidilao's first smart restaurant was launched in Beijing, covering smart ordering, personalized pot bottoms, semi-automatic food conveyors (Oman-Reagan, 2017). In 2019, Haidilao's sub brands, such as Shibaobao, were gradually launched, and its specific fast food service opened the prelude to Haidilao's new service in the form of simplified labor and semi self-service for customers. This is the direct independence of Haidilao's service and waiter, which is also a new beginning.
In 2021, Haidilao opened a new technology restaurant with automatic food delivery in Shanghai (Wang et al., 2016). The robot arm in the back kitchen of its store can automatically supplement and serve food, and the whole process from the back kitchen to the table can be basically automated; In addition, there are self-service pan matching machines to meet customers' independent customization of pot bottoms, and private customized seasoners in the store to give customers suggestions (Oman-Reagan, 2017).
The staff of Haidilao's new store in Shanghai said, "At present, we are not unmanned kitchen, but we have streamlined the labor force in some aspects of the kitchen, such as the use of intelligent food library to realize the automatic food line, and we are not in the state of" unmanned kitchen "." (Anyushenkova, 2022).
The brand side of Haidilao pointed out that the upgrading of this smart restaurant is to improve food safety, and to liberate the kitchen staff from the heavy and repetitive work, so that human services can be gathered at the front (Hu, 2021) .
New restaurants no longer follow the path of unmanned restaurants? The catering industry has been hovering between focusing on service and reducing cost and improving efficiency (Huisi Chen and Yuran Zeng 2018).
The service label of Haidilao still exists today, and the catering industry cannot escape from the imprisonment of the service industry from beginning to end (McFarlan et al., 2011).
The direction of the problem has not changed. It is simply a question of whether services need to be completed by people or through technology. This issue has always been the starting point for some new catering brands to continue to explore (Song, 2022).
Its deep point is: as one of the main bodies of the catering industry, how should people realize the actual value of the service itself? As the core of catering industry, how should service establish or break away from relationships with people? (Huisi Chen and Yuran Zeng 2018).
As early as 2012 or so, there have been sporadic development of robot restaurants in China. These restaurants use intelligent devices to replace some kitchen staff and food delivery manpower, and rely on novel play methods to make the restaurants become popular quickly. Even in 2018, most unmanned restaurants will become popular once they are landed, but most of these new robot restaurants will disappear in only a year or two (Wang and Zhu 2020) .
[bookmark: _Toc129259181]2.2 Target customers
The target customers of Haidilao are very clear. First of all, the age group tends to be young people, aged between 20 and 50. The frequency and consumption ability of these people can meet the needs of Haidilao (Wang and Zhu 2020). In terms of income, Haidilao's target group is the middle-income group. In terms of consumer pricing, Haidilao is positioned at the middle high level in the hot pot industry and the middle price in the entire catering industry. The first and second tier cities, which have the most potential customers for Haidilao, dominate the city's urban structure (Wang, 2021). The thoughtful service provided by Haidilao also draws in more groups that are concerned with the quality of the services they receive, and members of these groups are therefore more likely to develop strong brand loyalty.
To sum up, Haidilao's target customer group is a medium and high-end customer group, among which the leading customer is a mid end customer. With the development of economy, consumers' consumption psychology has been threatened by the torrent of consumption upgrading, and the dining experience is also increasingly concerned about the service of enterprises (Wu, 2018). Haidilao brings consumers a good dining experience through high-quality and appropriate services, which can effectively hold consumers' hearts and form a brand loyalty effect.
[bookmark: _Toc129259182]2.3 Marketing Strategy
The marketing mix includes the theory of five elements, namely, product, service, price, channel and promotion information (hereinafter referred to as 4P+1S). In addition to providing customers with high-quality and distinctive dishes, catering enterprises also need to provide a beautiful and elegant dining environment. The environmental design is required to reflect the business philosophy of catering enterprises and meet the needs of customers (Wu, J. (2018). Only in this way can we leave a good first impression on customers and attract them to eat in the restaurant.
The marketing mix model of Haidilao is a "1+1+3" model, that is, one element is excellent (the main positioning point), one element is excellent (the secondary positioning point), and the other three elements reach the industry average or the level acceptable to customers, and excellent elements (the positioning point) are reflected in the service, excellent elements are reflected in the product (service), price Channels and information have reached the industry average level or the level acceptable to customers (Wu, 2018).
2.3.1 Pay attention to the whole process service.
1) The independent value of the two essential elements, service and people, determines a restaurant's new competitive advantage (Zahidah and Sitio 2022).
The value of manual service in traditional restaurants is not great. Although it is essential, it is often criticized. The problem is that the two elements of service and people in traditional restaurants are usually mixed together, resulting in that service is not service and people are not people.
Under the new catering mode, if the service is to realize the inevitable value of service, the person serving must also realize the value of human existence (DENİZ, and ABBASALİYEVA, 2022).
Take the dining room model such as Mr. Rice as an example. When customers enter the door to choose their own dishes, the waiter will deliver and supplement the dishes to the customer, and at the same time notify the actual trend of the back-end dishes. When the customer reaches the end of the food line, the waiter will input the dishes and the customer will show the payment code (Geraci, 2017).
In brands such as Shiba Bain, it even saves manual input of dishes. After customers take their own dishes, the system directly identifies them. From choosing meals to eating, customers can basically have zero contact with the waiter. The value of waiters is that they can act as an indicator when customers are unclear, which is equivalent to 10086 manual seats (Kjørstad, 2017). As long as customers need, they are always available.
In this mode, service has the value of autonomy of service, and people also have the value of autonomy of people. People and service are relatively independent (Kwon, 2022).
2) The two essential elements of service and people complement each other, forming a major competitive advantage of restaurant experience (Kjørstad, 2017)
In high-end restaurants such as Wangpin, there is a service charge of 1% - 15% (Pramesti, 2022). In such restaurants, the service is almost completed by professional waiters, which realizes the link between the host and guest needs from heart to heart, from eye to eye, and from art to art.
The same is true for Haidilao. For such restaurants, people and services are the same, and they are realized by people and named by services. People and services are essential elements. This model emphasizes the complementarity between people and services (Pramesti, N.W. (2022). Take Haidilao as an example. If the customer just said that they wanted to eat watermelon, even if the watermelon in the restaurant has been sold out, if the waiter is not busy, they will even go out to buy a watermelon for the customer.
However, in other restaurants, customers say they want to eat watermelons, and the answer may be "Sorry, we didn't sell them" (Pugra et al., 2016).
For another example, if a customer drinks wine, a high-quality restaurant will even remind the customer to contact or help contact a valet, instead of saying, "Sorry, we don't have this training".
This ability to break the fundamentals constitutes a major competitive advantage of restaurant services (Yu et al., 2021).
3) On the Three Times Leaps of Service and People
So far, today's article on Chopstick Play Thinking can be summarized. The word "waiter" and "service" are modern words. 200 years ago, "waiter" was called a waiter, and behind the waiter was the boss (shopkeeper/boss) (Yu et al., 2021).
The waiter is a unified call, because most ordinary people in the early days were unable to read, and if they did not read, they would have no name, so the service people used waiters to replace those (Pugra et al., 2016).
In the contemporary era, since the terms "service" and "waiter" have been defined, they mean the freedom of people. What stands behind the waiter is no longer the boss of the shop, but the manager who belongs to the same migrant workers. The waiter has no chance to refuse or resign, but the waiter has this freedom (Hiramitsu et al. (2022). Because the freedom of the object of serving people and the background of the times have changed substantially, This has led to the establishment of the word "service" in the catering industry and other service industries in the near future, which is one of the service categories related to the changes of the times.
A series of service standards were gradually established in the later period, which is the second aspect of the service category in the changing times, from the establishment of the concept of service, combined with modern management (a product of the 19th century, which originated from the landing of the concept of scientific management) (Hiramitsu et al (2022). The third component of the service category—the changing of the times—can be seen from the combination of service standards and a number of service tools (Fang et al., 2022).
The summary of the above three changes is also the profound meaning of the first part of this article, and is also a major source of the development and exploration of the catering industry in recent years. Then, can the catering industry realize unmanned restaurants? The answer must be yes, but the fact that it can be realized does not mean that it has landing value, at least it is not compatible with the current cultural reality (Fang et al., 2022).
In the process of service marketing, we must pay attention to the whole process service, which not only refers to the time when customers eat, but also refers to the time from before customers enter the door to after customers leave the store.
User experience design before dining - happiness. Haidilao displays the queuing information of customers through visual means, so that customers can know the queuing details at any time. In addition, Haidilao provides free fruits and drinks to all customers, so that they will not be hungry and thirsty during the waiting process (Fang et al., 2022). During the waiting process, customers can also use the chess provided by Haidilao for entertainment. Haidilao turns the long wait into a fun time for customers to promote relationships, effectively reducing customers' queuing anxiety.
For example, Comfortable user experience design for dining. First of all, the entire dining room is extremely well-organized, the dining space is kept immaculately clean by special staff, and there are special service attendants stationed in each location so that patrons can request assistance from the attendants whenever they need it. To improve diners' eating experiences, waitstaff can also instruct them on how to match online celebrities and assist diners in making their own dishes (Fang et al., 2022).
After dinner user experience design - considerate. The waiters of Haidilao will prepare snacks as gifts for customers after their meals, and provide chewing gum with fresh breath to help customers solve the problem of taste in their mouth after eating hot pot (Hiramitsu et al., 2022).
The division of labor and coordination among many departments within the company are essential to Haidilao's entire process service. Each link's arrival serves as the foundation for Haidilao's assurance that it will offer clients high-quality services (Hiramitsu et al., 2022).
2.3.2 Careful service content
Even if you don't come to eat, I just want to enjoy it. It's worth it. It's a free VIP service. The service concept of Haidilao is summarized as warm, efficient, meticulous and considerate.
For example, when waiting in line, Haidilao can enjoy its unique value-added services. For those services that competitors can also provide, Haidilao will do more carefully.
For example, Xiaofeiyang and Donglaishun will help customers cover their coats when they have dinner. But in Haihailao, they will not only provide aprons and sleeves for customers, but also provide glasses cloth, hair ropes, etc. for customers to have dinner.
Although Haihailao's competitors will also provide some special services that Haihailao does not have, on the whole, Haihailao's services are more comprehensive and detailed.
However, these differences in details often give customers more than expected service feelings. Customers feel the unique value brought by this and are willing to buy at a premium (Fang et al., 2022).
The industry has created the crazy term "abnormal service" which belongs to Haidilao. Public praise is accumulated and amplified in this way (Fang et al., 2022).
2.3.3 Price Strategy
The price structure at Haidilao is based on a membership system that is expanding. In a sense, the greater a member's level, the more committed they are to Haidilao, and the better pricing Haidilao offers (Hiramitsu et al., 2022).
However, under the attack of the epidemic, sticking to the original price strategy is tantamount to standing still. There are so few customers. In order to seize the only customer resources, catering brands are trying all kinds of ways to restore the previous hot scene. But today is different from the past. In the past, catering brands could attract customers to the store through brand updating, holiday marketing and other ways (Hiramitsu et al., 2022). Large brands have the right to premium without discounts, but there is still no shortage of customers. But now these strategies have been impractical. The young people in the post epidemic era are becoming more and more "stingy". They are overwhelmed with mortgage and car loans. Everyone is tightening their belts and dare not spend in advance. Many people even start saving money to cope with the uncertainty of the future.
2.3.4 Brand strategy
Brand is the soft value of enterprises and the magic weapon for enterprises to improve profits. Constantly establishing and consolidating the corporate image through corporate level activities can effectively shape the corporate brand. The brand building comes down to four ways: no one has it. Add new functions, or significantly upgrade the performance, or preemptively find a traffic star to be the spokesperson; People want me first. I can launch new products and release them first by optimizing the supply chain and manufacturing process; People ring first (Hiramitsu et al., 2022). When everyone's operation speed is accelerated, it depends on who has the greater propagation volume; I will react to the noise of others. What everyone can think of, enterprises should think in reverse. The ability to understand the need of the potential customers is the core to the improvement of the brand of the company. 
There are only two kinds of brands: practical brands and impractical brands. The price of an impractical brand should be set high, because high prices are the moat. It makes people feel that money is humble. The brand that is not practical is to let consumers reach out and pick stars without being full of mud. Practical brand, two words - "low price". Manage consumers' expectations to make them feel they can spend money and are smart (Pugra et al., 2016).
There is a bottom line for price reduction, because enterprises must ensure a certain profit, otherwise they are doing charity. The unique management method and system of Haidilao have shaped the brand of Haidilao into a magic weapon that has fatal appeal to customers (Pugra et al., 2016). Customers have become an effective force for Haidilao to spread, and continue to improve Haidilao to attract customers. The high-quality service of Haidilao can also make customers who experience Haidilao for the first time feel its charm.
[bookmark: _Toc129258252][bookmark: _Toc129259183]3 Assessment of strategic options
[bookmark: _Toc129259184]3.1 The neglect of users of the second curve
For Haidilao, the second curve of reasonable growth of enterprises should not be found in business, but in brands and users of the second curve, rather than the business direction of the second curve (Pugra et al., 2016). Among them, the most important is to grasp the new generation of users.
[bookmark: _Toc129259185]3.2 Mastery of young people
[bookmark: _GoBack]It can be said that the whole business chain of Haidilao is very solid. After so many years of influence, it is also attractive to customers. However, for the new generation of consumers around the 00's, there is a question mark about their perception of Haidilao and whether they are still closely surrounding it. Therefore, how to deal with and obtain the recognition of the new generation of consumer groups requires a lot of effort. In this regard, Haidilao can learn from the world's top consumer brands and luxury brands how to interact with the new generation of consumers (Pugra et al., 2016). For example, Adidas, Samsung, Coca Cola, LV, the world's top consumer brands and luxury brands have all built their headquarters in the universe. This is a place where world-class young children gather. On the world-class Meta universe platform, enterprises cannot consider consumption scenarios, but only display, proximity, interaction, especially game based interaction, so that the new generation can see you in their favorite places, thus shaping the emerging brand image of the enterprise.
[bookmark: _Toc129259186]3.3 Insufficient attention to brand
For Haidilao, the market value should also focus on the brand, because the core of Haidilao's market value is the brand. Previously, the whole mainstream capital market still used the PE algorithm of the industrial era for pricing an enterprise, and even the financial personnel employed by Haidilao believed it. With this algorithm, a logic of using business expansion to maintain high valuation was derived. The above practices are wrong from beginning to end. The high valuation of Haidilao that has been maintained for so long since its listing is basically due to its brand, because most listed companies are not consumer enterprises as deeply rooted as Haidilao (Fang et al., 2022). No matter individual investors or institutional traders, when buying Haidilao, in addition to using financial methods to calculate, there is also a strong motivation to believe that Haidilao will be good, because everyone in Haidilao has eaten it, there is brand value in it emotionally.
[bookmark: _Toc129258253][bookmark: _Toc129259187]4 Influence and Strategy of Strategic Organization
[bookmark: _Toc129259188]4.1 Cost reduction (throttling)
Pay attention to local policies, see if you can apply for rent reduction, policy subsidies or tax reduction, and try your best to fight for the policies that can be used (Fang et al., 2022). Discuss with the property owner whether rent can be exempted or rent can be reduced for a certain period, or discuss ways to mitigate current costs or cash flow such as delaying payment.
The catering brands such as Baheli Beef Hotpot and Nonggengji in Shenzhen have obtained good relief policies through negotiation with the property management party, which can be referred to by other catering enterprises (Pugra et al., 2016). The two companies has the higher competitive advantage for their differentiated and modified mode of their services.
Reduce personnel costs. During the epidemic, some restaurants closed and closed, some restaurants could only do takeout, and the flow of diners was far less than before. Therefore, it is necessary to reduce personnel costs. Due to the small business volume, the staff were idle, and negotiated with employees to stay on duty and reduce their salaries, so that employees can do their own things, or adjust the salary calculation method, daily salary or hourly salary, or help employees find employment in other industries, such as express delivery, Take out, etc.
[bookmark: _Toc129259189]4.2 Open source business
Carry out takeout and take out business. Although the restaurant is limited, take out and take out can be carried out, making full use of the takeout platform or its own platform. To carry out takeout or delivery business, the menu should also be adjusted according to the characteristics of the business, and the work content of employees should be adjusted (Pugra et al., 2016). For example, restaurants that eat dinner must be adjusted to one person or two person meals according to the takeout, and the big meal should be miniaturized. At the same time, it should be considered that some dishes should not be left for too long during delivery, and the combination of dishes should be considered, such as staple food and dishes, plus drinks, to meet the different needs of different people.
For brands that have accumulated awareness and potential, it is a good choice to accelerate the opening of takeout stores under the epidemic. On the one hand, it can expand the scene, improve performance, and at the same time, it can further realize and activate the brand with the help of efforts in takeout. In 2021 and 2022, Shenzhen Farming opened 60 or 70 takeout stores in the Shenzhen market alone, and the business was good (Oman-Reagan, 2017). However, it needs to be reminded again that this method is more suitable for catering brands that have already established awareness and potential, and new brands or mom and pop stores that have not yet entered the user's mind should carefully adopt this "self-rescue method".
To develop B2B business, for example, many catering enterprises around the office buildings can sign group meal business with enterprises, or sign a price agreement with enterprises (Oman-Reagan, 2017). For example, some enterprises give benefits to employees, and then give them the enterprise benefits of certain catering. When employees go to their homes to eat, the enterprise nominally compensates how much benefits, but in fact, the price signed by enterprises and catering enterprises is less than the nominal subsidy benefits.
To carry out the business of prefabricated dishes, affected by the epidemic situation, the capacity of catering enterprises to produce cooked food is limited. Catering enterprises can make them into semi-finished products or sell prefabricated dishes through retail (Anyushenkova, 2022). Especially with the support of private traffic, they can explore the business of prefabricated dishes. Even when the time is ripe, they can consider using new brands to do the retail business of pure prefabricated dishes.
[bookmark: _Toc129259190]4.3 Open source traffic
Live, with the rise of short videos, more and more people spend time on short videos. When the epidemic comes, catering enterprises can just expand their business with the help of live broadcast exposure of the brand, such as live broadcast of chef cooking, live broadcast of various kitchen operations, live broadcast of special food to increase brand exposure, and at the same time, they can also follow the trend to launch coupons, group purchase, prefabricated food products, and even recommend kitchen utensils.
Private domain creates the better connectivity with the customers globally, hence the ability to understand their taste and preferences is equivalent. Private domain, now not only WeChat and can establish a private domain, but also short video product platforms can establish a private domain, and can also obtain fans of short videos to WeChat groups, and continuously accumulate their own private domain traffic, which can promote brands very frequently, and maintain a relatively dynamic connection with customers (Anyushenkova, 2022). Enterprises can use the private domain to launch a variety of businesses, such as prefabricated dishes, New Year's Eve dinner, members, group buying, etc, Shenzhen Hunan cuisine brand Nongguangji's New Year's dinner has been promoted very well.
[bookmark: _Toc129259191]4.4 Improve customer experience
The continuous upgrading from the catering consumption demand side, in addition to forcing catering brands to continue to be vertical and refined, will also put forward higher requirements for catering services (Anyushenkova, 2022).
For example, we can see in this epidemic that some catering brands can quickly provide diversified service scenarios such as one person fast food, home dining, delivery of work meals, and delivery of prefabricated dishes when their daily business scenarios are blocked, thus obtaining a rare increase.
The effective way to improve branding in the catering industry is through the evaluation of the customer’s needs. In addition, it can also be predicted that in the future, the emotional premium, brand premium and other experiential consumption characteristics will become more obvious. Catering enterprises need to start from the whole journey of customers' dining experience, seek opportunities to improve innovative services, strengthen the cultivation of basic skills, and constantly create new experiences based on consumption scenarios, so as to grasp the long-term trend of consumers' improving catering experience and strong demand (Anyushenkova, 2022).
[bookmark: _Toc129258254][bookmark: _Toc129259192]5 Conclusions 
Looking at the development of the catering industry in the past 30 years, it seems that it is the actual experience of explorers who have given high tuition and left the scene heroically that Haidilao has clearly defined their own path. Even though they can achieve unmanned, they still adhere to the core setting of "people as service", and continue to explore how to achieve more personalized experiential services for customers.
For example, Haidilao New Technology Store uses technology tools to reduce the heavy and repetitive work of manual workers in the kitchen, so that more employees can go to the front office, focus on the front office service, and pay more attention to customer needs.
We can be clear that the development of the industry will never end, and the times are changing constantly. The changes in the catering industry's category of people and service will not stop here. The ripple of the times continues to move forward. It is calm on the surface, but in fact, the undercurrent is surging. How will the fourth category of service change be presented? This is also something that brands such as Haidilao should continue to explore.
At present, the catering industry still needs manual service, and the main body of service still needs people to come to the town. But it is clear that the value of "people" as the main body of service has been quietly marginalized. McDonald's is an obvious case. When it will take the most bold and cutting-edge step, it is not determined by the restaurant, nor by technology, but by the market cultural needs and background.
We look forward to and look forward to this moment. But at the moment, catering staff still need to remember that nobody is still a red line that the restaurant cannot touch.
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