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Abstract

With the popularity of the internet, internet maikg, direct transactions or other business adtisjtis becoming
increasingly. Along with the development of intaraed the rapid growth of e-commerce, internet rating) has become
in a hot topic of business in recent years. Zapses customer relationship marketing (CRM) andyally business model
in its internet business. The primary sources efdbmpany's rapid growth have been repeat custaandraumerous word
of mouth recommendations. In 2005, the chairmanntefd that 60% of customers were repeat buyerd008, they ended
their 110% price protection policy and free ovemighipping. The company promises 4-day shippieg frith all orders
but often delivers next-day anyway, so as to ssepdustomers jovially. The culture of customerssatiion is the
company's core values and factors of success.

Franchise services, which in Taiwan, services ntbae 1,400 chain headquarters. The density rari&kshar first
place in the world, has leapt to the leading grofithe franchise industry in Asia. Wang Group candescribed as the
representative of this industry. The stock of comypwas listed on the first day on March 6, 2012 amoh the highest
share price of “Tourist Class” in Taiwan. Viewingrporate culture of Wang Group, we investigate thaw it uses of
marketing strategies and the key to its succetssrdiscussion too.

In this paper, we examine the influence of entegai culture on ethical behavior (a kind of serviagovation) by
considering two separate corporate case studiesg\V@aoup and Zappos. In this study, we show thegrpriseal culture is
a primary driver in employee behavior and that égadshape this behavior. Wang Group and Zappos hegeme
renowned for their ethical culture. We will leatmretimportance of alignment between culture and vatees as well as

how to assess whether an enterpriseal cultureswjiport its statement of core values.
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1. Introduction

The concept of customer-oriented marketing is pseddn the 1950’s by Peter F. Drucke(1954), Theodore Levitt
2 (1960), and other scholars. It is viewed that ingethe needs of customers is the basic busingestokes, corporate
profits and shareholder wealth which is to provig®d customer service remuneration, rather thamdlaé of enterprise.
These statements include total quality managenie®M),® customer satisfaction degree and the recent cormep
customer loyalty; The profits of the enterprisetlas role play rules, and to reward the enterpristh® achievements in
customer service, but the pursuit of profit behgvinake enterprises stagnated as the true rolbeottistomer service,
make the pursuit of maximum profit and short-sighguick success and equate (Wayland and Cole,)1997

Reichheld (1996) proposed the point of view of twealue. In his book, he mentioned that profihis results in the
creation of value, profit should be a method ratthem the end results instead of the target; MicRaeter 4(1980),
competitive advantages: low cost leadership, difféation and focus centralized Focus, positiordagipanies to obtain
the maximum possible value of the status; PrahatetiHamel (1990), Stalk, Evans, & Shulman, (199%) ather people
also from the internal point of view to use of neszes and competitiveness of the enterprise imimduct market; these
market-based and resource-based view, ignore #teroer is to create value for the participatiopefsons. Wayland and
Cole (1997) demand-side strategy view, is a buailtustomer base, rather than "customer-driven"castomer-led" the
concept of cognition to the client the origin ofiskholder value, to establish a good customerioaktiip is not the end,
but to construct a cornerstone of the real valuertérprises. Customers are other than an assetrdlationship” is the
asset value basis of the relationship is basedherbtiyers and sellers alike, knowledge, experierat each other’s
feelings. In pursuit of developing and maintainprgfitable customer relationships, the value wéldreated; the value of
the enterprise will eventually be equal to the ltetdue of the customer relationship. The custonedationship is the
cornerstone of a strategic framework, a clear firdm the enterprise all the various actions takercreate value for
customers and shareholders.

Under the influence of global competition, manufiaicty and service industry boundaries blur, to besed by
long-term competitive advantage, many manufactuhenge crossed over to the service areas of thinkingrder to
differentiate the service, create to meet the cimgngeeds of customers’ additional value. Domestiovice providers
continue to take service in innovative ways to neeetsumer demand, but also enhance their competéss, the period to
come to the fore in the competitive service indus®n the right path with the appropriate time, yide the most
appropriate services and the needs of the cust@mérgaring personal service, creating value fstauers, and its length
of customer loyalty for the business, the formatadncompetitors difficult place competitivenessughcreating profits
(Press et al., 1997). Customer relationship managéim not a tool, but it is ideas and stratediesstomer doctrine” is an
extraordinary ability and mission to change theédabvalue of the enterprise, corporate philosgpiusiness strategy and
customer to define, which cannot provide all oustomers the highest quality and services, custafaess, group, and
adjust expectations, thus expand the minds of elstomer. On the relationship between the custom@ttze organization,

the establishments of mutual nurturing cares arspewt the structure of mutual nurturing care argpeet loyalty.

! Peter Ferdinand Drucker (November 19, 1909 — Ndeznm 1, 2005) was an influential writer, manageneamisultant,
and self-described “social ecologist.

2 Theodore Levitt, 1925 - 2006) was a Harvard Busirgshool senior professor, and is thought to beodtiee founders
of modern marketing.

® TQM is a management approach to long—term suthessgh customer satisfaction.

* Michael E. Porter, (1947 - ) the authority of thell-known scientists, economists, competitive teggt and the
development of the national economy competitivenesdecame Harvard Business School professoradfa?p. He is
the youngest professor in Harvard history.



Customer relationship management is not in infolmmasystems or information technology, must be tmsed in the
business of marketing strategies (Chen, and Popod@03) to understand and influence customer hehahrough
meaningful communication, in order to achieve tiheréase of new customers, to prevent existing meste loss, increase
customer loyalty and improve customer profitabibifya means (Swift, 2000).

Which it is called customer relationship managem@RM), department of internal recycling throughe th
organization, integrated marketing, sales, seraitg other departments of the window to listen @@ and then know
the customer to determine the relationship betwesdne orientation, the data libraries to the Infatibn Technology,
Enterprise Resource Planning (ERM)ata Mining of tools, according to the differestages of the customer life cycle,
take a different strategy of customer integrationto provide customers tailor-made personal sertécmeet customer
psychological, social values and needs, practicgtoouer doctrine, increase switching costs degrediffitulty and
obstacles, customer loyalty, and reduce the mamdetosts for long-term reliable and stable turnomed profit of the
strategy process (Winer, 2001).

Customer relationship management is with custoraadsother interest groups to create, maintain,eanfthnce the
value of the relationship with each other. The ge&b pass customer long-term value and succegsators are long-term
customer satisfaction and loyalty by creating Wetteastomer value, satisfaction and loyalty in ord®rmaintain the
long-term profitable relationships with customefgnistrong and Kolter, 2003). Customer relationstipnagement is
through the integration of technology and knowledlgeereate loyalty to the huge customer base, cexnpét delicate
active marketing and cross-selling process. Scadtarthe definition of customer relationship masagnt roughly can be
divided into two major categories, the strategitpof view and continuity of the relationship be®n marketing point of
view, emphasized that CRM is assisted through iédion technology, integration of business fundionustomer
interaction channels, and even advanced in thé dategory database technology to explore custameds, enhance
customer loyalty and satisfaction (Payne et al99] Kalakota and Robinson, 1999).

The second category of CRM is interpreted as thwirogity of relationship marketing, focusing on kg for the
enterprise's most valuable customers, and be cesteegmentation, different products, channels tanké in order to
enhance its contribution (Peppers and Rogers, 1@8&tomer relationship management is for the fisetegrated sales,
marketing and after-sales service strategy, deeeldyy the consistency of actions of the organimafidhe combination of
process and technology basis are to identify tlaé meeds of the customer, internal product andiczimprovements,
integrated customer relationship management apijglica
Their commercial purpose is as following:

(1)  Existing relationships to improve performance.

(2) Integrated system to provide the best service.

(3) To establish more suitable for the customer salesgss.
(4)  To create new value and build loyalty.

(5) Implement a more proactive solution.

The goal of customer relationship management enture that all contact with the enterprise custenseable to get
the required information or services to meet thedseof the customers. On the other hand, all stafft be determined to
deal with customer needs can be made with the mgstoelated information within the enterprise, anse of
telecommunications and database information foreneffective implementation of customer relationshipnagement

(Peppard, 2000). Customer relationship managememtombination of computer software, using infdfomatechnology

® ERP is a way allowing the company to integrate dpéimized structure of the internal value systehmpugh the
integration of information transmission to conniigt various departments.



to integrate planning, marketing and customer servnhance customer tailor-made services to ingpcogtomer loyalty
and operational efficiency, a series of procesglfiRiReichheld, & Schefter, 2002).

The framework of customer relationship managentauitthe customer life cycle (acquisition, promatgintain) as
the basis, with the different stages under differamctional solutions, integrated customer relagitip management
applications:

(1)  Access to customers who might purchase: For engesrto attract customers the first step, but pomotion
and get by with the convenience and innovative petsland services, one of the customers the waye Siane,
enterprises must be further through superior prizdacd services, to provide a higher value withamsrs.

(2)  Enhance the profitability of existing customers #ffective use of cross-selling and increasingssanterprises
will be more to consolidate the relationship witlstomers and create more profit. The customertrémsaction
convenience and cost reduction, is value enhancing.

(3) Maintain the value of customer: the customer, valteation from corporate initiative to provide conwers
interested in the product. Through the establishroéithe relationship between effective aware oftomers'
needs be met, thereby maintaining more profitab&amers. The so-called customer retention is apj@te, in
other words, is to customer demand for the servibessubject of non-market demand for the servibes
subject (Kalakota and Robinson, 1999).

According to the proposed conceptualization, CRMascerned with the creation of market intelligeticat firms
can leverage to build and sustain a profit-maxingzportfolio of customer relationships. Thus, to@lep a more refined
understanding of CRM, it is imperative to considet only the specific set of activities that firmsdertake to create that
intelligence but also how they utilize it to achéethe intended process objecti%eBroadly speaking, the CRM literature
suggests that the requisite market intelligencgeiserated through the effective execution of a Kedge management
process (Campbell, 2003; Crosby and Johnson, 20&t®y et al., 2001; Massey et al., 2001; Plakoyknand Tzokas,
2002; Stefanou and Sarmaniotis, 2003) and thatethdting intelligence is utilized to build the fitanaximizing portfolio
of customer relationships by enabling firms to sethe right customers, prioritize relationshipsd goroductively manage
interactions with them (Hansotia, 2002; Hirschowi2001; Reinartz et al., 2003; Rigby et al., 200&)owledge and
interaction management are posited as the majqreabsses of the CRM macro level process. The reteaiof this
section will be devoted to discussing and explajrihre interrelationship between these key sub gs&Ee

The customer is willing to money, services, orgations or enterprises provided financial goods ewises are
exchanged, the exchange of this is not continubmeugh the accumulation of time or the combinatérthe interactive
process, and gradually become a continuous excharujerocity and, therefore, exchange or recipyotit obtain the
desired value and satisfaction. Griffin (1995) dimss that the customer is habitual to you puratwasrhe real customer is
the time to cultivate. This to establish the paagm of the way must be through a period betweerintieeaction and
regular contact. A person if there is no recordagfular contact or repetitive purchase, not thdosuer, can only be

regarded as general buyers.

2. Internet Marketing

2.1 Company’s Culture of Zappos

Talk about mass marketing in the marketing fieldhi@ past business (Mass Marketing) concept haketeto decline

® A profit-maximizing is a portfolio of customer egionships.



continuation from the arrival of the interactiveaaf customer relationship management era (PemmaldRogers, 1999).
Traditional marketing success of the key pointspleasizing the benchmark as a measure of markeg,skay to the
success of customer relationship management, cestehare, based on the customer as a basis fouragamditional

marketing will find more and more of the customérsbuy products, customer relationship managen®i iprovide

customers with more products and services; trasitionarketing management product, the executoespansible for
product sales, customer relationship managemenisi®mer requirements execution with the pacenad tresponsible for
the increase of the expected value of existingocusts.

In 1995, the United States and Europe thanks tdotimm of e-commerce booming, the rise of anothdustrial
revolution; go to a lot of marketing oriented orrket-oriented sales (Mass Marketing, after the &tdal Revolution
"production oriented"), further into the customafstomer relationship management" period. The oustaelationship
management, in short, is the use of high technolmyg tool for the conversion of all customer infation to customer
knowledge, in-depth analysis of customer psychaklgiand explore the real needs of the customeduat or service to
meet the customer's personal needs to meet to witltkustomers, making it a high degree of loyaltghe customer.

Zappos.com’ is an electronic commerce company specializingotwear and is currently based in Henderson,
Nevada, USA. The company warehouse is located eplsdrdsville, Kentucky, along with an outlet stdre.addition,
Zappos has two outlets stores in Las Vegas, NeagadaHenderson, Nevada. Zappos was founded in 1888s since
expanded its product offerings to clothing, acceespand even various overstocked merchandiseighrits subsidiary
companies. Zappos started as a shoe retailerpdag their daily customer interaction is around®,bound calls, 1,500
online chats, 1,300 emails and 300 tweets. Dedgitgoung age, online shoe retailer Zappas received a seemingly
disproportionate amount of media attention regardits unique corporate culture (O‘Brien, 2009; Reed, 2010).
However, this attention is well deserved, as Zapgpamnsidered by many to be a shining exampleusfamer service,
culture, and ethics (Chafkin, 2009). Zappos dodgust differ in size; it differs drastically instbusiness paradigm as well
(Hsieh, 2010a). Zappos uses a loyalty business haoderelationship marketing. The primary sourcéghe company's
rapid growth have been repeat customers and nusmevord of mouth recommendations. In 2010, the ateair reported
that 75% of customers were repeat buyers.

The company places its emphasis on developing uttire and core values around the happiness of hsth
employees and its customers. Zappos has becomemeddor its culture and customer service. The ¢ataes at Zappos
were drawn from this culture and the actions ofi&za at all levels have strengthened it. Even witelenged by a $1.6
million mistake, Zappos remained committed to daiivg on its promises and its core values. Thowghpablicly cited by
Hsieh or anyone in the Zappos leadership teamptisiness philosophy of the company appears greditiped with
Heskett, Sasser, and Schlesinger's (1997) servioét ghain; the concept that when a company putgplasis on
employee and customer satisfaction, profit folldmegariably (Heskett, et. al, 1994). Zappos CEO, yétsieh, believed
that writing out core values was too corporate areffective. Hsieh was familiar with the offsitetreat homework
assignment used by most corporations and did nat wadraft a document that failed to reflect thgetculture of his
employees. Instead, Hsieh focused first on creadimignified company culture: one that was commiiti@ exceptional
customer experiences (Hsieh, 2010a). Hsieh everioreed this culture by drafting a book of essasua company
cultures comprised entirely of employee contribngi¢Chafkin, 2009).

Zappos leadership did not lead with a statememiooé values. Instead, Hsieh created and reinfoacediture that

held these values, and let employees themselvdardét In this way, Zappos leaderships not ombated a list of values

" The company is small, employing approximately B,@@ople at its headquarters in Las Vegas, Nevadaira its
warehouse in Kentucky.



that employees believed in, but also leveragedpthwer of social proof to ensure that employeesdacte what they
believe. The strength of their beliefs would be puthe test on May 21, 2010, when a computer edemeloped on
6pm.com, a Zappos-owned bargain retailer. A flathaswebsite caused the price of every produchersite to be reset to
$49.95. Within six hours of discovering the eridappos employees had fixed the mistake. Then Z&ppestor of Brand
Marketing and Business Development made the anmmoeict on the company's blog: Zappos would honomyeve
transaction. This decision would cost Zappos ove6 $nillion (Burkus, 2011). However, it would alserve as another
example of how Zappos sought to stay true to iteie and core values and delivetWOW through customer service
(Hsieh, 2010a).
Zappos has a stated goal to offer "best servitieaiindustry". Their service promotes such beneafts

(1)  Free shipping both ways

(2) A 365-day return policy

(3)  Acall center that is always open

They ended their 100% price protection policy arek fovernight shipping. The company promises 4stapping
free with all orders but often delivers next-dayway, so as to pleasantly surprise customers. Zappe@ntually
developed training programs designed to reinfohi® internal framework. Hsieh has even gone s@$ato offer to pay
employees to quit if they are not a cultural figlor, 2008). It was Zappos employees who eventymtsuaded Hsieh
that they needed a statement of values to repréiserfappos environment (Hseih, 2010a). Insteathlahg his senior
executives off-site to prepare such a statemenghHsorrowed the strategy used to create the euliook. Hsieh emailed
everyone in the company, asking for their inputvdrat they believed were the core values of Zap@sfkin, 2009).
Zappos settled on ten core values as followfhg:

(1) Deliver WOW Through Service.

(2) Embrace and Drive Change.

(3) Create Fun and a Little Weirdness.

(4) Be Adventurous, Creative, and Open-Minded.

(5) Pursue Growth and Learning.

(6) Build Open and Honest Relationships With Commuincat
(7)  Build a Positive Team and Family Spirit.

(8) Do More With Less.

(9) Be Passionate and Determined.

(10) Be Humble.

Once these foundational values were identifiedehdinew they had to take root within the organarai{Chafkin,
2009). The human resources department eventuallydaareate interview questions to examine candigatesitions on
each of these principles (Hsieh, 2010a). Once hiregv employees are required to read and sign tenstat of
acknowledgement, indicating their understandingaswptance of the company‘s core values.

Accounting to Hsieh (20108) he thinks there are “Seven Ways to Achieve Exoept Customer Service” as
following:

(1) Make customer service a priority for the whole camy It's not just a department.
(2) Empower your customer service reps. rarely shdwdgl have to escalate a customer’s issue to a saperv

(3)  Fire customers who are insatiable or abuse youtammees.

8 See Hsieh, T. (2010). Delivering happiness: A patprofits, passion and purpose. New York: Busirelsis.
° Hsieh, T. (2010). Zappos's CEO on Going to Extrefiee Customers. Harvard Business Review, July—Atgtb.



(4) Don't measure call times, don't up sell, and darsé scripts.
(5) Don't hide your phone number. You want to talk tstomers.
(6) View the cost of handling customers’ calls as aegtment in marketing, not an expense.
(7)  Celebrate great service by telling exceptionalistoto the entire company.
Looking back, Zappos attribute most of its growtleiothe past few years to the fact that they irag$ime, money,
and resources in three key areas: customer serea@pany culture, and employee training and devetoy. For
customers to obtain the greatest satisfactionaspifiority goal of company's operation. Zappos hess$ strategy is so

innovative, execution is so determined, and degisiaking is so transparent (Chafkin, 2009).

Annual Revenue
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Graph 1: Zappos’ Annual Revenue from 2000 ~ 2009 (it per Million USD) *°

3. Substance Marketing

3.1 Marketing Strategy of Wang Group

Accommodation and catering are belonging in theiserindustry in Taiwan. The service industry isobng in
recent years, and it accounts for the proportionhef national gross product (GNP) over 70%. Besidespopulation
accounts for total ratio of employment populatidasing 60%. With the progress of Taiwan's econogrnigironment,
income and standard of living of the people incedagradually, people pay more and more attentiaqutdity of life. The
domestic service industry provides continuing tketaervice in innovative ways to meet consumer aeimalso it
enhances its competitiveness, expecting standnoathighly competition. As the amount of investmant technology,
food and beverage industry are with low barriersritry. There are 110,000 restaurants in Taiwaly, 20 of all can break

1 billion turnovers "natural barrier" of SMEs, Wa@goup **

is only 15 years to reach 5 billion turnovers,waai's largest
restaurant group. Franchise to establish a competilvantage to create wealth, to stand out irséimee industry, largely
in the hands of its intangible knowledge and ahitind cumulative process through in-depth obsemvatnd analysis of
domestic chain industry catering chain industry'the wisdom of capital why our chain services, duahd manage the

key to competitive advantage, intellectual capitainagement and planning reference point of viewmteflectual capital.

19 Data Source: Rearrangement from “Hsieh, T. (201@hppos’s CEO on Going to Extremes for Customidesvard
Business Review, 88(July—August), page 45"
1 “wang Group” changed its name to “Wow Prime” irD20and Dai, Sheng-Yi is president of group.



The intangibility of services, making the new seevcannot be precise dismantling of its compositguth as physical
products; new services usually do not involve campkchnology or high investment, often launchedrtbh after the
competitors can easily imitate, difficult to patenay face more difficulties and obstacles thandieelopment of product
innovation under the protection of the service watmn. According to 2007 statistics of the Minystf Economic Affairs,
Taiwan about 110,000 restaurants, 99.75% annuabver of 100 million Yuan in turnover of more tha®0 million Yuan,
only 271, of which there is only about 20 food amlerage companies, to break throughl billion twendn SMEs
"threshold" (Chen, 2008).

3.1.1 Sturdy of Operating system and prudent expagion

As the amount of investment and technology, food beverage industry are with low barriers to enWith low
barriers to entry, making the competitors is a# thispersed consumers, but also shows the WangpGntw its large
commendable. 104 Job Barlk survey found that, to entrepreneurship, 60 pertei0d percent of workers would choose
the food and beverage services, it seems to preparef hundreds of thousands, they cook and opamestaurant equate
been neglected. Running a business required todiabsystems, capital allocation, personnel trajrand core technology
dimension. This is not psychologically prepareditobusiness in the restaurant industry, naturadigiicantly reduce the
profit. Tax data for 2005 showed that only 77%asfje-scale catering enterprises profitable andniallsand medium scale
food and beverage industry who make money ratiesis than half.

Food and beverage industry to do a little anotbason is the "people”. Food and beverage industngti just selling
food, but an "experience." Food and service arelhlikdue to the cooks and waiters change; even dhge gerson, a
different mood and environment, will have a gapsitifficult to reach consensus; coupled with agner preferences,
tastes different, and add more dine in the procasables to improve the management of the difficldnd manufacturing
development of the product can be mass-producectimeery different. Therefore, the common sporadigeral unique
style of "brand" of the restaurant industry, ihard to service and meals normalized copy, reguitireconomies of scale
(Guo, 2009).

Most of the local restaurant franchise, often notdone in the turnover of 1 billion Yuan, beganhatized to join,
collect huge royalties, eventually because of legiployee turnover, gain experience, simply caneat @ith operational
problems encountered by the franchise. Since t®g,9McDonald's entrance in Taiwan, with startinggstaurant chain
wave, the majority of the local chain does not emter a problem, cannot continue to show, is joioetof control gives
rise to a "tart effect, resulting in atrophy of tbase immediately after the rushed to the pinnatlshort-term, non-to

count.

3.1.2 Standardization of Services, Copy Success

Regardless of the number of employees is 500 pempi000 people, is a store or 100 stores, a notebtandard
operating procedures, can not only ensure thdothet and maintain a consistent quality of servit#,out of tune, you can
also quickly copy, quick to show; As for packagégpractice to help control food costs, facilitates tcalculation of the

number of visitors.

12104 Job Bank is a human resources intermediaraiwdn. It assists the matching work for job seelwat the

companies which want to recruit.



3.1.3 Business philosophy

The honest honest is as the top priority. To be the compaojleagues, vendors, customers, government, family,
honesty, and sincere attitude: both integrity yeall

The group power team work, team spirit. Sure that 1 +1 +1 = 9 fdasichain reaction. | believe that under the
group incentive, everyone's potential can givepldly to the extreme.

Innovation - the creative act mature but not okhfaned. To courage the traditional challenges saperstitious, or
not stale. Any decision is of the scientific digi@nalysis. Satisfactior- everything to make customer satisfaction,
company satisfaction, so that all around are satisbf course, Also self-satisfaction. Howevesttd non-complacency,
but modestly.

First, the education and training:

Want from staff in the education and training, WaBgpup, rose to the manager must complete 206 teredi
in-house training, including store training, classn training and corporate training in three pabtsparture from the
cultural core of the "seven circles", career tragriior colleagues planning - design 206 educatredits:

(1) Trainer courses
(2) Receptionist courses
(3) Management of curriculum: basic, advanced and ambgnlasses

(4) Severe Training

Table 1: Five steps in the development of innovativservices™®

Name Interpretation
Step 1 Standardized general servicesincluding the terms of the service personnel, usher
delivered meals, desktop decoration, and other
standards.
Step 2 Special service to dine Colleagues presented a cake or light snacks sevice
purpose those customers who are birthday.
Step 3 Personalized services Not just people's differences and even a single
customer at different times will have different dee
Step 4 Critical moment touching The guests who come first came are hungry, sending
service food quickly, then guests eat, you can begin tottal
him to chat.
Step 5 Creativity and innovation Through brainstorming, constantly drawn to the
impression embedded servicesnovie plot or nature, research updates, a more
appropriate service rules, so that customers amazin

Second, the reward system:

The reward system is Wang Group successful reterfiotors, including employee stock ownership (fbe
managers and chiefs) and dividends (for all emmeyén two parts, published monthly in the finahstatements of each
store, cohesion centripetal force. The turnover vathin the Wang Group each year is less than 5%.

Third, Manpower pool plan:

Response to the manpower needs of the fast to #f@king products Formosa Plastics addition totthesferred to
a new brand of business manager and chef of tramédlso invented the "manpower pool plan, atjpirblic recruitment,
selection of practical experience manager and vesgadres. These various systems and practicesy Waoup in a brand

can maintain a certain balance of power and stanafaguality to maintain and to show the speed.

13 See http://www.hiretail.hinet.net/NEWS/News20030@12-02. html.



Fourth, the Central Standing Committee system:
Department of Wang Group to take collective deaisitaking, by the Associate executives composedhef t

so-called “Central Standing Committee decisiot".

Implementation mode

External Marketing Internal marketing

- = g ——

In honor of the Business philosophy
hearts of the Strict Regulation

most important Fastidious Framework
person Severe Training
Ironman Triathlon
Three hundred plans

Company

(Wang Group

A lifetime Enterprise

Commitment Culture

DU R WN R

Customers Colleagues

True Feelings interaict

Five Steps of the Development <::< efiattive Marketing

Graph 2: Market Strategy of Wang Group

Standardized job specification is important in hess management, standardization of service spataifin service
workers learn how to service the impact research rfasely been explored. Standard operating spatifics for the
manufacturing sector is considered as a matteowfse, the standardization of service specificatibtine service industry
is not being taken seriously. The services sectaa iot of details, service of process is importdingé services need
sensitivity, during which a good experience, bsoaheed to leave it passed down. Should pass gquatience to stay
down, need to transforming the experience intoaadsrdized operation, will be efficient. Of courgeod service and
cannot rely on service standardization and spedtifin of other factors with.

Standardization'® of service specification for employees to learnvise actions and processes, has a significant of;
standardized service specification and thus foethployees learn the intangible service experienoeept, attitude of the
heritage study, a significant impact; even, statidad service specification to the learning of faene time of their life
values, have a clear impact.

From the beginning of the implementation of staddasd since 2003, seven years, Wang Group work ffepast
two manuals, development of 38 of this manual aperating rules, these rules are sometimes fine eranio require
employees to service the guests must be usingtherntology and movements of the "common servicégiployees more

close to human nature in the Wang product of mgresffand harvest is proportional to the "rewardesys the higher the

14 See http://www.wangsteak.com.tw/cultural_familynht (Website of Wang Group).

15 See: http://www.kesum.com/sql/jygl/200802/41134ItmChinese).

16 A process in which the value of a potential stadds fixed by a measurement made with respectdmadard whose
value is known.



incentive, which also makes the principal officathin the Wang Group turnover rate in less than peocent per year,

time the turnover rate of four percent, a numbaetifiérences in the catering industry (Wang andrC12904).

4. Conclusion

The purpose of this study is hoping to service ation through cross-industry case studies to egploe nature of
service innovation and enterprise use of the camskeimpact of service innovation to identify thergsoonality of the
cross-industry innovation. Zappos is through cartstaal and error, and understand that what realbke the company
unique. When other companies compete lower pricestttact customers, and fulfill orders and exhedisZappos is to
show its true competitive advantage: provide nmref@ble service. Zappos has set a criterion fdtebeservice: let the
customer on the Internet easier, more rapid selecif shoes, but also delivery reliable, and wdreg return, which are
part of these services. Zappos has unique recipsuftcess. (1) Free shipping and free return. (#yjué telemarketing
staff to fully show of personality. (3) The compawoypay $ 1,000 in prize of money to encourage employees to resign.

Wang Group and internal to the disclosure of all3Tperformance and cost, 20% camp | dividendg gimployees
a voluntary monitoring costs, and create profig aat a charge of self-regulation provisions, stiplementation; king of
product turnover rate of less than 5%monthly recalie 300,000 customer feedback form, which iskdhweto the success
of Taiwan's largest food and beverage industry. §¥@noup's personnel system, unique in many waysnthon and a
break for nine days, more than 20% dividend in nienth camp manager chef shares, salary higherttf@mdustry
average of 20% and so on, these practices thak biheaservice industry practices, not only helpaspire the first-line
officers, but also makes its principal staff turapvate below 5%, part-time staff turnover rateds more than 8%.

Catering services-intensive industries "physicall &motional” first-line personnel at work, in ditth to the patrol
to move around, have to directly face the custodissatisfaction and complaints, and therefore rieedntives and
feedback have the power to comply with standardaiey procedures, will be very easy it will caaskigh turnover rate,
or to vent their emotions in their clients, or aaashigh turnover rate. The turnover rate incredsssl personnel training,
service quality will be reduced, creating a vicianyle, directly impact the willingness of customéo patronize. The
company to the customer oversight, the financiatht® colleagues in management, "When the customegflect their
views, the competent for the abnormal phenomenomagement, without having to regularly inspect thranbhes,
worried that employees are not honest. When empkymecome shareholders of the Company will be qudatly
concerned about the costs and profitability. Firgrdisclosure, the staff helped a dime to keefpaeceye cost to identify
the method of profit. Managers do not have to amtst worry about lazy employees or make a mistakeemployees
also from tangible feedback and invisible respegbb satisfaction. Performed according to standgetating procedures,
it is possible to reach the performance KPIs (kesfgymance indicators); reached performance, thadires will be able
to immediately share the surplus, resulting in ploaver of the next executed in accordance with stahaperating
procedures. Branches profit sharing is standardatipg procedures and clear KPls, forming a pasitiycle of profit.
Enterprises have three keys to the formation ofirluaus cycle of a natural operation, to sustaieaptowth and

prosperous.
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