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ABSTRACT

It is not the time when foodservice operations in Korea envy worldwide foodservice
operations. For our foodservice operations to survive unlimited competition we do not
wait for strong brand to be made, but make a worldwide brand through systematic
tactics and strategy. To be a worldwide first-class foodservice operation we have to make
first-class food products and a first-class brand accordingly.

Brand has a power to lighten the future of a company and is in the limelight as a
being to be attracted an attention from an invisible being. Brand is considered as a
means to all the foodservice operations which invests enormous fund and time, and is
appeared as a powerful weapon.

It is not too much to say that 21st century is a marketing era centering on a brand.
But this brand may be changed its property by various environment and changes. On
the other hand it may be disappeared. Therefore more attention must be paid
continuously about strategic actions to manage the brand.

Now all companies can't promise to succeed without a powerful brand. The fact is
that a worldwide brand to be made and developed is necessary. Also If not to do so it
is very difficult to survive permanently.
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