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ABSTRACT

The study mainly captures on the positioning strategy of My Kampong < Com and
Wyne kiosks at Kuching Waterfront based on their process and products
attributes whereby the customers has to make perception and evaluation by
comparing the attributes of both kiosks. At same time appropriate suggestion and
recommendation are given to improve the present p;ositioning strategy based on

the attributes.

My Kampong « Com and Wyne kiosks customers generally have a perception on
the kiosks positioning base on the product and process attributes, and it is
important for the operators in establishing and maintaining their distinctive place
in the market. Therefore, an innovative positioning is important in order to be

effective.

The data and information were collected via primary data and secondary data.
About 56 questionnaires were distributed to the customers. However, only 42

questionnaires has been responded by the customers.

The overall findings indicated that the existing process attributes that are; (i) On
the waiting time and speed of completing transaction are longer for Wyne kiosks
due to short of waiters, lack of training and supervision and therefore proper
training were important. (ii) In term of employees interaction with customers for

both kiosk were weak and it is important training and supervision to be given to



Chapter 1:

Introduction

The topic of interest mainly captures on the positioning strategy of food
service outlets in Kuching City whereby it focus on the components of the
process and product attributes and how does positioning strategy through
the process and product attributes could benefits the food service outlets
business.

Food service industry is fast growing and ever changing. Many factors
affect its growth and status, includir{g socio-economic conditions,
demographic shifts, and the changing food habits and desires of the
Malaysian people. Being alert to these changes will help food service
operators adapt their operations to meet the demands of the times.

Food service ranked number one among retail employers and it's directly
employs more than 9 million peoples. This number is expected to reach
12.4 million by 2005. Foodservice expenditures account for 42 percent of
every food dollar. Foodservice is the largest employer of ethnic groups,
minorities, women, workers with disabilities, and entry-level workers.

Today the food service industry is defined in its broadest sense to mean all
establishments where food is regularly served outside the home. Such
establishments include formal restaurants, hotel or motel and department
store dining rooms, coffee shops, fast-food restaurants and food stall
outlets.

Over the past years, there are many types of food stall outlets have been
developed to overcome the increase of eating outside trend in Malaysia.
The growth was driven by higher consumer spending amidst of rising

disposable income, higher tourist arrivals and trade related activities.



