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On the culture mar keting stratagem of competitive

superiority to food service business
CHEN De-chao
( Tourism and Chinese Cuisine College, Yangzhou University, Yangzhou 225001, China)
Abstract : The culture marketing isa new marketing stratagem, witch bring about busness target with culture efficacy. Today, many
food service enterprises mix the beautiful cultureinto their busness to get competitive superiority. Culture increases consume vaue chain
of the products, and cultureis < easy to st up a new style bendfit reationship between the enterprise and custom or publicpeople.

The success of culture marketingin food service bud ness degpend on thatispossessed of distinguishing culturefeature aswdl as quality ser-
vice fashion.
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