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ë¬èÚØöć Ƙ ÿÚøĈîìó/îÈÅ°Åèóâäú­ÉóÂÂóäÿÃ­óä¬èâāÅäÈÂóä 
2.1 ØöćâóìäøîèòÖ×ùÜäñëÈÅ°ÃîÈāÅäÈÂóä :  
áóÅÛäõÂóä ÉòÕÿÜĆÚáóÅØöćâöÅèóâëČóÅòÎØóÈÿéäêÑÂõÉÃîÈÜäñÿØéĂÚáúâõáóÅÿîÿÌöãĀÜÌõàõÂ ÕòÈÚòĈÚÂóäë¬Èÿëäõâ

ÝæõÖáóß (Productivity) ĀæñÂóäÛäõÂóäØöćÿÜĆÚÿæõé (Service Excellence) ĂÚ SMEs áóÅÛäõÂóä É÷ÈÿÜĆÚÿäøćîÈëČóÅòÎ ÿßäóñ
ÿÜĆÚÜòÉÉòãØöćÉñË¬èãĂì­äóãăÕ­Ö¬îìòèÃîÈßæÿâøîÈ äóãăÕ­ÜäñËóËóÖõ ĀæñÿéäêÑÂõÉÃãóãÖòèÿßõćâÃ÷ĈÚ ÚČóâóÌ÷ćÈÅèóâîãú¬ÕöÂõÚÕö
ÃîÈÜäñËóËÚĂÚáúâõáóÅ  



ëČóìäòÛÜäñÿØéăØã áóÅÛäõÂóäÿÜĆÚëóÃóØöćâöÅèóâëČóÅòÎÖ¬îäñÛÛÿéäêÑÂõÉëúÈ âöÂóäÃãóãÖòèîã¬óÈÖ¬îÿÚøćîÈ Āæñ
ØèöÅèóâëČóÅòÎâóÖæîÕ ƗƖ ÜöØöćÝ¬óÚâó āÕãÃ­îâúææ¬óëùÕÃîÈëČóÚòÂÈóÚë¬ÈÿëäõâèõëóìÂõÉÃÚóÕÂæóÈĀæñÃÚóÕã¬îâ ßÛè¬ó
ĂÚÜö Ƙƛƛƚ  

- áóÅÛäõÂóäăØãâöëòÕë¬èÚÖ¬îâúæÅ¬ó GDP ƙƖ.Ɵ% ëúÈÿÜĆÚîòÚÕòÛëîÈ äîÈÉóÂáóÅÂóäÝæõÖØöćâöëòÕë¬èÚ 
ƙƚ.Ɩ%  ĀÖ¬ëČóìäòÛ SMEs Āæ­è áóÅÛäõÂóäâöëòÕë¬èÚëúÈØöćëùÕĂÚ GDP SMEs ÅõÕÿÜĆÚëòÕë¬èÚ ƙƙ.Ɩ% 
ÃÔñØöćáóÅÂóäÝæõÖÃîÈ SMEs âöëòÕë¬èÚä­îãæñ ƙƗ.Ƙ 

- ÉČóÚèÚèõëóìÂõÉĂÚáóÅÛäõÂóäâö×÷È 999,599 äóã ÉóÂèõëóìÂõÉÃîÈăØãØòĈÈëõĈÚ Ƙ,ƜƛƘ,ƞƛƚ äóã âóÂ
ØöćëùÕÿâøîÿØöãÛÂòÛáóÅÂóäÝæõÖĀæñÂóäÅ­óÃîÈÜäñÿØé ĀæñÅõÕÿÜĆÚÉČóÚèÚ SMEs ĂÚáóÅÛäõÂóä×÷È 
ƟƟƝ,ƜƜƚ ìäøî ƟƟ.ƞƗ% 

- ÉČóÚèÚÂóäÉ­óÈÈóÚĂÚáóÅÛäõÂóäâö ƚ,ƗƖƟ,ƗƟƟ ÅÚ ÉóÂÉČóÚèÚÂóäÉ­óÈÈóÚÃîÈÜäñÿØé Ɨƙ,ƗƖƝ,ƘƜƙ 
ÅÚ āÕãÿÜĆÚÂóäÉ­óÈÈóÚĂÚáóÅÛäõÂóäØöćÿÜĆÚ SMEs ƙ,ƟƘƖ,ƗƗƞ ÅÚ ìäøî Ɵƛ.ƚƖ % ëúÈëùÕÿâøćîÿØöãÛÂòÛ
áóÅÂóäÝæõÖĀæñáóÅÂóäÅ­óÃîÈ SMEs  

îã¬óÈăäÂĆÖóâĀâ­áóÅÛäõÂóäăØãÉñâöÉùÕĀÃĆÈìæóãÜäñÂóä ĀæñâöìæóãëóÃóØöćâöËøćîÿëöãÈäñÕòÛÜäñÿØéĀæñäú­ÉòÂăÜ
ØòćèāæÂ ÿË¬Ú ä­óÚîóìóä āäÈĀäâ ÛäõÂóäëùÃáóß ëÜó ÂóäØ¬îÈÿØöćãè ĀÖ¬ÉČóÚèÚ SMEs ĂÚáóÅÛäõÂóäØöćâöîãú¬âóÂ ë¬èÚĂìÎ¬
ãòÈâöÃ­îÉČóÂòÕìæóãÕ­óÚØòĈÈÿäøćîÈâóÖäÑóÚ ÃóÕĀÅæÚĀäÈÈóÚØöćâöÅèóâäú­ Åèóâëóâóä× Ýú­ÜäñÂîÛÂóäãòÈâöÜòÎìóÂóä
Ûäõìóä ÉòÕÂóä îöÂØòĈÈáóÅäòÑãòÈÃóÕäñÛÛĀæñÂóäØČóÈóÚØöćë¬ÈÿëäõâÂóäÕČóÿÚõÚÙùäÂõÉØöćËòÕÿÉÚĀæñÿÜĆÚÿîÂáóß 

āÅäÈÂóä Multicountry Observational Study Mission on SME Best Practices in Service Excellence âö
èòÖ×ùÜäñëÈÅ°ìæòÂ Åøî Âóäé÷Âêó ÿÜäöãÛÿØöãÛ ĀæñĀæÂÿÜæöćãÚ Best Practices ĂÚáóÅÛäõÂóäÃîÈÜäñÿØéÿÉ­óáóß ÿßøćî
ÚČóăÜÜäñãùÂÖ°ĂË­ÿäøćîÈÂóäÛäõÂóäØöćÿÜĆÚÿæõé ìäøî Service Excellence ĂÚÜäñÿØéØòćèÿîÿÌöã Ì÷ćÈÉñØČóĂì­ SMEs áóÅÛäõÂóä 
ëóâóä×ÿÖõÛāÖăÕ­îã¬óÈâöÜäñëõØÙõáóß âöÝæõÖáóß ĀæñÃãóãÖòèăÕ­îã¬óÈãòćÈãøÚ  

 
2.2 ÿÚøĈîìó/îÈÅ°Åèóâäú­ØöćăÕ­ÉóÂÂóäàòÈÛääãóã  

èòÚÉòÚØä°Øöć Ƙ ÂòÚãóãÚ ƘƛƛƜ  
ìòèÃ­îÿäøćîÈ ´Overview of Service Excellence in ROCµ āÕã Dr. Wun-Hwa Chen 
èõØãóÂäăÖ­ìèòÚăÕ­ãÂÖòèîã¬óÈÙùäÂõÉ Retail ØöćÜäñëÛÅèóâëČóÿäĆÉĂÚăÖ­ìèòÚ  
1. Eslite Bookstore ä­óÚìÚòÈëøîØöćâöëóÃóØòćèÜäñÿØé ÚîÂÉóÂÉñÃóãìÚòÈëøîĀæ­è ãòÈâöä­óÚÂóĀà îùÜÂäÔ°ÿÅäøćîÈ
ÿÃöãÚ ÿÅäøćîÈÿëöãÈ ÿßæÈ ìÚòÈ ÃîÈÖÂĀÖ¬ÈÛ­óÚ ä­óÚîóìóä ĀÂæîäöć Key success factor (KSF) ÃîÈÙùäÂõÉ Åøî 
ÅèóâÅõÕëä­óÈëääÅ°ĀæñèòÓÚÙääâ 

2. Shin Kong Mitsukoshi Āæñ Pacific Sogo ì­óÈëääßëõÚÅ­óËøćîÕòÈ ÖòĈÈîãú¬ĂÉÂæóÈÿâøîÈ āÕÕÿÕ¬ÚÿäøćîÈÃîÈÂóä
îîÂĀÛÛÖÂĀÖ¬È ĀæñëõÚÅ­óØöćìæóÂìæóã 

3. Everich Duty Free ÿÜĆÚä­óÚÅ­óÃóãÃîÈÜæîÕáóêöÃÚóÕĂìÎ¬ÃîÈăÖ­ìèòÚ ÉùÕĀÃĆÈ Åøî ÂóäâöëõÚÅ­óìæóÂìæóã  
4. ä­óÚëñÕèÂÌøĈî Ɲ-ƗƗ ÉùÕĀÃĆÈ Åøî ÂóäÿÜĆÚ One stop service ĀÂ¬æúÂÅ­ó 
5. Pxmart ÿÜĆÚÌúÜÿÜîä°âóÿÂĆÖËøćîÕòÈ ÃóãØòĈÈîóìóä ÃîÈëÕ ÃîÈĂË­ ÃîÈÖÂĀÖ¬ÈÛ­óÚ Āæñâöë¬èÚØöćÿÜĆÚ Outlet āÕÕ
ÿÕ¬Ú ÿßäóñäóÅóã¬îâÿãó ÅùÔáóßÕö ĀæñâöëóÃóÂäñÉóãØòćèÜäñÿØé  



6. Tutor ABC Åøî ÙùäÂõÉëîÚáóêóîòÈÂåêĀÛÛ E-learning āÕã KSF Åøî ÂóäĂË­äñÛÛ IT âóË¬èãÛäõìóäÉòÕÂóä ÿË¬Ú 
Match Ýú­ÿäöãÚÂòÛÅäúĂì­ÖäÈÖóâÅèóâÖ­îÈÂóäĀæñÿèæóÃîÈÚòÂÿäöãÚ ĂË­ÅäúëîÚáóêóÉóÂØòćèāæÂ ĀÖ¬ăâ¬âöÂóäÉ­óÈ
ÜäñÉČóÿæã Ì÷ćÈÅ¬óÖîÛĀØÚÃîÈÅäúÉñâóÂìäøîÚ­îãÃ÷ĈÚîãú¬ÂòÛ Ranking ØöćÚòÂÿäöãÚĂì­ÅñĀÚÚĂÚ Internet  

7. Din Tai Fung Åøî ä­óÚÿëöćãè ìæÈ ÿÜó ĀæñîóìóäăÖ­ìèòÚØöćâöëóÃóîãú¬ØòćèÜäñÿØé âöäëËóÖõÕö ÉÚÝú­ÅÚÖ­îÈÿÃ­óÅõè
ÂòÚĀØÛØùÂä­óÚ KSF Åøî îóìóäØöćîä¬îãĀæñâöÅùÔáóß âöÂóäÚČó IT âóË¬èãÛäõÂóä  

8. CoCo Fruit Drinks ÿÜĆÚä­óÚÃóãËóăÃ¬âùÂ âöæòÂêÔñÿÜĆÚ Chain stores ÉùÕÿÕ¬Ú Åøî âöëõÚÅ­óØöćÿÂöćãèÂòÛËóØùÂ
ÜäñÿáØ  

9. Eye Clinics Pineapple Cake Store Åøî ä­óÚÃóãĀè¬Ú ØöćāÕÕÿÕ¬Ú ÿäøćîÈ ÂóäîîÂĀÛÛä­óÚÅ­óØöćâöÿîÂæòÂêÔ° ăÕ­
ÛääãóÂóéĀÛÛëèÚëÚùÂ 

ëäùÜæòÂêÔñĀæñÉùÕĀÃĆÈÃîÈ SMEs ăÖ­ìèòÚ Åøî  
Ɨ. ÿÚ­Ú Localize Āæñ Niche Market  
2. âöÂóäæÈØùÚ ĀæñĂË­ IT âóË¬èãÛäõìóäÉòÕÂóäĂÚÿäøćîÈÖ¬óÈą  
ƙ. ÅÚăÖ­ìèòÚâö Service Mind ëúÈ É÷ÈâöÂóäÛäõÂóäØöćāÕÕÿÕ¬Ú  
ƚ. Ăì­ÅèóâëČóÅòÎÂòÛÂóäßòÓÚóÅÚØòĈÈÕ­óÚÂóäé÷Âêó ĀæñîÛäâ  

ìòèÃ­îÿäøćîÈ µImproving Customer Satisfaction in the Service Industry of SMEsµ āÕã Mr. Matao Ishii 
 èõØãóÂäÎöćÜù¬ÚăÕ­Ûääãóã×÷È Japan Quality Award (JQA) è¬óÿÂõÕÃ÷ĈÚÅäòĈÈĀäÂĂÚÎöćÜù¬ÚÜö ƗƟƟƛ ÿßøćîÿÜĆÚĀÚè
ØóÈÂóäßòÓÚóÅùÔáóßĀæñÿßõćâÃöÕÅèóâëóâóä×ĂÚÂóäĀÃ¬ÈÃòÚĂÚáóÅÙùäÂõÉ āÕãÿÊßóñáóÅîùÖëóÂääâ  
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Japan Quality Award

Unique

Capability

Public

Responsibility

Customer

Focus

Employee

Oriented

<Concept>

<Framework>

<Core Values>

Customer-driven Quality

Leadership

Process-oriented

Creating óKnowledgeô

Agility

Partnership

Fairness

(Relationship between Categories)

<Criteria>

3. Understanding and Interaction with Customers and Markets

7. Information Management

1. Leadership

4. Strategic Planning 

& Deployment

6. Value Creation Process

5. Individual and

Organizational Ability

to Improve

8. Activity Results

Organizational Profile

2. Social Responsibilities

of Management

(110)

(60)

(100)

(100)

(400)

(50)

(120)

(60)

3. Understanding and Interaction with Customers and Markets

7. Information Management

1. Leadership

4. Strategic Planning 

& Deployment

6. Value Creation Process

5. Individual and

Organizational Ability

to Improve

8. Activity Results

Organizational Profile

2. Social Responsibilities

of Management

(110)

(60)

(100)

(100)

(400)

(50)

(120)

(60)

3. Understanding and Responding to Customer and Market Needs (100)  

1.Leadership of 

Senior Leaders (120)  
5.Improving Employee 

and Organizational 

Capacities (100)  

6.Customer Value 

Creating Process (120)

(50)

<Direction & Driving Force> <Systems Operations>  
<Results>  

 
 āÕãÿÂÔÒ° ĀæñÃòĈÚÖîÚÂóäÜäñÿâõÚîÈÅ°ÂäØöćëâòÅäÿÃ­óäòÛäóÈèòæÕòÈÂæ¬óè âöØòĈÈëõĈÚ ƞ Õ­óÚ Åøî Ɨ.Leadership 2. 
Social Responsibility 3. Customer and Market 4. Strategic Planning 5. Human Resource 6. Process 
Management 7. Information Management Āæñ 8. Result  



 èõØãóÂäăÕ­ãÂÂäÔöé÷ÂêóÃîÈāäÈßãóÛóæ Kawagoe Gastrointestinal Hospital Ì÷ćÈÿÜĆÚāäÈßãóÛóæØöćăÕ­äòÛäóÈèòæ 
JQA ĂÚÜö ƘƖƗƗ ÃîÈÎöćÜù¬Ú āÕãĀÚèØóÈÂóäßòÓÚóÃîÈāäÈßãóÛóæĀì¬ÈÚöĈâù¬ÈÿÚ­ÚØöćÂóäÛäõÂóäØöćÿÜĆÚÿæõé, Åèóâß÷ÈßîĂÉÃîÈ
ßÚòÂÈÈóÚ ĀæñÂóäÚČóÚèòÖÂääââóĂË­  
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Operational Basic Policy

Follow through ñhigh level Special 

Medical Technologyò and ñMedical 

Service standing point of Patientò and 

aspire becoming ñDo a medical service 

based on Respect Humanity ñ

Pursuit of Patientsô Satisfaction and Happiness

Pursuit of the Hospital Staffôs Satisfaction and Happiness

Pursuit of Hospital Prosperity

Do heart-full medical service

Burn vitality

Brighten heart and knowledge

Action Guide Line

HR Basic Policy

Aspire becoming ñBuilt up Respect 

humanity workplace ñ under the concept 

of ñgood people is bedrock of good 

medical serviceò

Basic Policy

Philosophy

 
 
èòÚîòÈÅóäØöć ƙ ÂòÚãóãÚ ƘƛƛƜ  
ìòèÃ­îÿäøćîÈ Q́uality in Service Industry: Japan Perspectiveµ āÕã Mr. Noriharu Kaneko 
 èõØãóÂäÎöćÜù¬ÚăÕ­ÿäõćâÖ­ÚÂóäÛääãóãāÕãÂóäÖòĈÈÅČó×óâè¬ó ØČóîã¬óÈăäÉ÷ÈÉñâöÛäõÂóäØöćâöÅùÔáóßãîÕÿãöćãâ  (Service 
Excellence) āÕã Service Excellence ìäøî ÅùÔáóßÂóäÛäõÂóäØöćãîÕÿãöćãâ âóÉóÂìæòÂÅõÕè¬ó Ɨ. ØČóĂÚëõćÈØöćÅèäØČó Ƙ. ăâ¬
ØČóĂÚëõćÈØöćăâ¬ÅèäØČó ÿË¬Ú ÿâõÚÿÊãÖ¬îæúÂÅ­ó âîÈæúÂÅ­óìòèÉäÕÿØ­ó ØñÿæóñÂòÛæúÂÅ­ó 
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4) What is service quality?

Delicious, fresh,

Selectable, sufficient,

Wide variety of menu

noodle ה
Foodה
drink

Fast, with good manner, 
Cute shop, in clean dishes,

Spacious seat, spacious 

parking, clean toilet, quick

Serve

deliver

Ex. Quality of 

noodle shop

What kind How to be
Like how Feature/

performance
service quality

What kind, How to be, Like how are service quality

 



 æòÂêÔñÃîÈ Service Quality Åøî Ɨ. îãú¬ØöćâùââîÈÃîÈÅÚ Ƙ. èòÕìäøîäñÛùÅùÔæòÂêÔñØöćÖ­îÈÂóäăÕ­ãóÂ ƙ. Ã÷ĈÚîãú¬ÂòÛ
ÿèæóÅ¬îÚÃ­óÈâóÂ ƚ. Ö­îÈÂóäÂóäÖîÛëÚîÈØöćäèÕÿäĆèĀæñãøÕìãù¬Ú ƛ. Ã÷ĈÚîãú¬ÂòÛÛùÅæõÂ æòÂêÔñÃîÈÝú­Ăì­ÛäõÂóä ÿË¬Ú 
ÛùÅæõÂæòÂêÔñáóãÚîÂ Åèóâëóâóä× ÂóäĂË­ÅČóßúÕ 
 ÂóäÉñØČóĂì­ØùÂÅÚØöćÿÂöćãèÃ­îÈĂÚîÈÅ°ÂäÿÃ­óĂÉÖäÈÂòÚĂÚÿäøćîÈ Service Quality ØöćÿÜĆÚâóÖäÑóÚÿÕöãèÂòÚÿÜĆÚëõćÈØöćãóÂ 
îã¬óÈăäÂĆÖóâĀÚèØóÈÂóäëøćîëóäÿäøćîÈÚöĈ âö ƙ èõÙö Åøî Ɨ. ÂóäîÙõÛóã ĀæñÛääãóãÿÜĆÚÅČóßúÕ Ƙ. ÂóäîÙõÛóãÕ­èãÂäóà ÖòèÿæÃ 
Flowchart Āæñ ƙ. ÂóäîÙõÛóãāÕãĂË­ Visualization ăÕ­ĀÂ¬ èöÕöāî äúÜáóß Ì÷ćÈÿÜĆÚèõÙöØöćăÕ­ÝæÕö ÿßäóñëä­óÈÅèóâÿÃ­óĂÉăÕ­ÿäĆè 
ĂË­ÿèæóÚ­îã   

22

Work at high places5-2

5 Dangerous movement and work of regular cleaning

Be sure to put 

stoppers on

What should be done What should not be done

Do not go on top 

board (forbidden by 

the labor authorities)

Do not go on swivel  

chairs

S015 Workplace safety and health

Copy right reserved CBM Co. Ltd. 2007.02

Sample

 
 

ìòèÃ­îÿäøćîÈ: ́Quality Assurance in Service Industryµ āÕã Mr. Noriharu Kaneko 
 èõØãóÂäÎöćÜù¬ÚăÕ­Ûääãóã×÷È ƛ ÃòĈÚÖîÚĂÚÂóäÜäñÂòÚÅùÔáóßÂóäÛäõÂóä (Quality Assurance) ÕòÈÚöĈ  
ÃòĈÚÖîÚØöć Ɨ Åøî ÂóääñÛùæúÂÅ­ó ìäøîÂæù¬âÿÜ­óìâóãìæòÂ 
ÃòĈÚÖîÚØöć Ƙ Åøî ÂóääñÛùÛäõÂóäØöćæúÂÅ­óÖ­îÈăÕ­äòÛ āÕãÂóäÿäöãÈæČóÕòÛÅèóâëČóÅòÎ  
ÃòĈÚÖîÚØöć ƙ Åøî ÂóääñÛùäóãæñÿîöãÕÂóäÛäõÂóäØöćæúÂÅ­óÅóÕìèòÈ Ì÷ćÈÿÜĆÚÅèóâÖ­îÈÂóäØöćâóÂÂè¬óÃòĈÚÖîÚØöć Ƙ  
ÃòĈÚÖîÚØöć ƚ Åøî ÉòÕìóÛäõÂóäÖ¬óÈąÖóâØöćăÕ­äñÛùĂÚÃòĈÚÖîÚØöć Ƙ Āæñ ƙ äèâØòĈÈÉòÕîÛäâĂì­Åèóâäú­ĀÂ¬ßÚòÂÈóÚ 
ÃòĈÚÖîÚØöć ƛ Åøî ÂóäÖäèÉëîÛĀæñÜäñÿâõÚÝæ  
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If Q delivered meet Q designed and meet Q required = QA

Education

(Quality)(Function)

Cuisine Quality required 
Target 

Customer

Quality designed Management

Facilities EmployeeQuality delivered

Attendance

Market Survey

Planning

Specification

Service Provision

Training

Standardization

(Criteria)

Demand
Request

Claims

(Subjective)

Quality element

Quality element

Management
Policy

3) Quality Assurance Concept in hotel business

VM

If do not meet Q required, need improvement  
 Ö¬îâóÿÜĆÚÂóäÛääãóãÿäøćîÈ ÂóäÜäòÛÜäùÈÅùÔáóßÛäõÂóä āÕãÂæ¬óè×÷ÈÅèóâÉČóÿÜĆÚØöćÖ­îÈâöÂóäÜäòÛÜäùÈ ÃòĈÚÖîÚÂóä
äñÛùÜòÎìó ĀæñĀÚèØóÈÂóäÜäòÛÜäùÈÅùÔáóß āÕãĂË­ìæòÂ P C D A ĀæñÿØÅÚõÅÖ¬óÈą ÿË¬Ú ÂóääñÛùÃòĈÚÖîÚÂóäĀÂ­ÜòÎìó, 
ÂóäĂË­èõÙöĀÛÛ QC, ÂóäĂË­âóÖäÂóäÜ­îÈÂòÚ ĀæñÂóäĂË­ Visual Manual ÿßøćîĂì­ÿÂõÕÅèóâÿÃ­óĂÉÃîÈßÚòÂÈÈóÚ     
ìòèÃ­îÿäøćîÈ ´Business Excellence and Service Innovationµ āÕã Mr. Matao Ishii 

èõØãóÂäÎöćÜù¬ÚăÕ­ãÂÖòèîã¬óÈÙùäÂõÉä­óÚîóìóäØöćÜäñëÛÅèóâëČóÿäĆÉÃîÈÎöćÜù¬Ú Åøî Negishi Food Service Ì÷ćÈÿÜĆÚ
ä­óÚîóìóäÃóãÿâÚúÿÚøĈîë¬èÚÖ¬óÈąÃîÈÎöćÜù¬Ú âö ƘƟ ëóÃóØòćèÜäñÿØé âöãîÕÃóã ƙ.ƛ ßòÚæ­óÚÿãÚĂÚÜö ƘƖƗƗ âößÚòÂÈóÚ
ÜäñÉČó ƟƖ ÅÚ ĀæñßÚòÂÈóÚËòćèÅäóè ƜƖƖ ÅÚ  

20Multicountry Observational Study Mission on SME Best Practices in Service Excellence

JQA Concept

Customer focus

Public
Responsibility

Unique

Capability

Employee

Oriented

Negishiôs Values

Unique capability

Negishiôs

5 Major products

Employee 

oriented

Happiness of

working mate

Customer

focus

Organization 

Culture of  

ñKindnessò

Philosophy

 
Negishi Food Service âöÚāãÛóãâù¬ÈÿÚ­ÚØöć Service Excellence îòÚâöîÈÅ°ÜäñÂîÛ ƛ Õ­óÚáóãĂÚä­óÚîóìóä Åøî  

Ɨ. Quality 2. Service 3. Cleanliness 4. Hospitality 5. Atmosphere  
ëäùÜæòÂêÔñĀæñÉùÕĀÃĆÈÃîÈ Negishi Food Service Åøî  



1. Clear Philosophy  
2. Strong Leadership  
3. Communication with Staff  
4. Employee Satisfaction  
5. Communication with Customer  
6 Customer Satisfaction  
7. Learning from the Site  
8. Continuation 

ìòèÃ­îÿäøćîÈ ́Case Study Sharing: Best Practices of Service Industry around the Globeµ āÕã Mr. Simon Chen 
èõØãóÂäăÖ­ìèòÚăÕ­ãÂÖòèîã¬óÈÙùäÂõÉä­óÚîóìóä Wowprime Ì÷ćÈÿÜĆÚÙùäÂõÉ Øöćâöä­óÚîóìóäĂÚÿÅäøîâóÂâóã ìæóÂìæóã

ÜäñÿáØ ĀæñÿÜĆÚ Best practice ÃîÈăÖ­ìèòÚ  
Wow prime ÜòÉÉùÛòÚâöä­óÚîóìóäĂÚÿÅäøî ƘƘƖ Āì¬È ÿÜĆÚëóÃóĂÚÖ¬óÈÜäñÿØé Åøî ÉöÚĀÝ¬ÚÕõÚĂìÎ¬ ƚƛ ëóÃó Āæñâö

ÿÜ­óìâóãè¬óáóãĂÚÜö ƘƖƙƖ ÉñÃãóãëóÃóä­óÚîóìóäĂÚÿÅäøîăÜØòćèāæÂĂì­ăÕ­ ƗƖ,ƖƖƖ ëóÃó   
Brand ØòĈÈìâÕÃîÈ Wow prime âö Positioning ìæòÂą ƙ Âæù¬â ăÕ­ĀÂ¬ ä­óÚîóìóääóÅóëúÈ äóÅóÜóÚÂæóÈ ĀæñäóÅóÖČćó 

âöÂóäÿÖõÛāÖĀæñÝæÂČóăäØöćāÖÖ¬îÿÚøćîÈâóÖæîÕ Ɯ ÜöØöćÝ¬óÚâó 
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Taiwan: 220 restaurants (end of Nov. 2012 )
Type: Directly Managed

 
KSF ÃîÈ Wow prime Åøî Ɨ. ÅùÔáóßĀæñâóÖäÑóÚÃîÈîóìóä Ƙ. ÅèÛÅùâÖ­ÚØùÚèòÖ×ùÕõÛăÕ­Õö ÿßäóñ ĂË­èòÖ×ùÕõÛ

ÖóâåÕúÂóæ ƙ. ÅùÔáóßÕ­óÚÛäõÂóäÿÜĆÚÿæõé ƚ. ĂË­ IT Ë¬èãĂÚÂóäÛäõìóäÉòÕÂóä ÿßøćîæÕÖ­ÚØùÚÕ­óÚÿèæó ƛ. âöÂóäÛäõìóä
ÉòÕÂóäØöćăÕ­âóÖäÑóÚ Āæñ Ɯ. ÂóäßòÓÚóÖäóëõÚÅ­óÃîÈä­óÚîóìóäĀÖ¬æñØöćÃ÷ĈÚîãú¬ÂòÛæòÂêÔñÃîÈæúÂÅ­ó 

 
2.3 ÿÚøĈîìó/îÈÅ°Åèóâäú­ØöćăÕ­ÉóÂÂäÔöé÷ÂêóÃîÈÜäñÿØéëâóËõÂ (Country Paper) : äóãæñÿîöãÕîãú¬ĂÚë¬èÚØöć ƚ 
ÿîÂëóäĀÚÛ  



 
2.4 ÿÚøĈîìó/îÈÅ°Åèóâäú­ØöćăÕ­ÉóÂÂóäé÷ÂêóÕúÈóÚÛäõêòØØöćÿÜĆÚ Best Practice ÃîÈăÖ­ìèòÚ ÉČóÚèÚ ƚ Āì¬È ăÕ­ĀÂ¬  

1. White Wood House ÿÜĆÚ Best Practice Õ­óÚ ´In pursuit of Service Excellence in Food Service Industryµ 
Ɨ.Ɨ ÜäñèòÖõ ÅèóâÿÜĆÚâó  

I�v���‰���•�š�Œ�Ç���]�v���µ�•�š�Œ�Ç�U���š�Z�����t�Z�]�š�����t�}�}�����,�}�µ�•���������o�]���À���•���š�Z���š���^�‹�µ���o�]�š�Ç���]�•���š�Z�����Á�]�v�v���Œ�X�_���/�v��
the end of 1997 when the White Wood House was launched, Taiwan pastry industry 
was thrilling. Since the House was founded, it has insisted to sell the self-made 
products, so that quality is fully controlled. The idea had once shocked the industry. 
Over three thousand and more days, creativity and taste of the products establish 
�d���]�Á���v�[�•���o���Œ�P���•�š�������l�����u���v�µ�(�����š�µ�Œ�]�v�P���l�]�v�P���}�u�X��

The House never negotiates in the quality of product. It imported the 
innovative machines and manufacturing methods from Japan and Europe, so 
appearances and tastes of the product reach the same level of the two regions. 

W�Z�]�š�����t�}�}�����,�}�µ�•�����o���µ�v���Z���•���š�Z�����^���o�µ�����^�l�Ç���W�o���v�_���]�v���}�Œ�����Œ���š�}���������}�u�����š�Z�����o�������]�v�P��
�Œ�}�o�����}�(���^�(�}�}�����•���Œ�À�]�������•�����š�}�Œ�_�X�����Ç�����Œ�����š�]�v�P�������Z�]�P�Z���Œ���o���À���o���•���š�]�•�(�����š�]�}�v�������o�o�������^�š�}�µ���Z������
�•�Z���Œ�]�v�P�_���}�v�����µ�•�š�}�u���Œ�•�U���t�Z�]�š�����t�}�}�����,�}�µ�•�������v�Z���v�������š�Z���]�Œ�����Œ���v�����o�}�Ç���o�š�Ç�X

 
Ɨ.Ƙ Ã­îÅ­ÚßÛØöćăÕ­ÉóÂ White Wood House (WWH)  
1. ÿÉ­óÃîÈÛäõêòØâöæòÂêÔñØöćāÕÕÿÕ¬Ú Åøî âöÅèóâäòÂĂÚîÈÅ°ÂäĀæñÝæõÖáòÔÒ° (Passion) äòÂÅèóâØ­óØóã (Challenge) äòÂ
ÅèóâÿÜĆÚÿæõé (Improvement) Āæñăâ¬ÂæòèÖ¬îÜòÎìóîùÜëääÅÖ¬óÈą (Fearless) âöØòéÚÅÖõØöćÕöÖ¬îæúÂÅ­ó ßÚòÂÈóÚ 
ÝæõÖáòÔÒ° îÈÅ°Âä ĀæñëòÈÅâ  
Ƙ. ÝæõÖáòÔÒ°ÃîÈ WWH ăÕ­ĀÂ¬ ÿÅ­Â ăîéÅäöâ ËĆîÂāÂÿæÖ ÃÚâ ÿÜĆÚÂæù¬âëõÚÅ­óäñÕòÛÛÚ äóÅóëúÈ âöÅùÔáóßÕö ÿÚøćîÈÉóÂĂË­
èòÖ×ùÕõÛØöćâöÅùÔáóßÕöÉóÂØòćèāæÂ âöÂäñÛèÚÂóäÝæõÖØöćăÕ­âóÖäÑóÚ ÂóäÅõÕÅ­ÚëúÖäĂìâ¬ąÉ­óÈÝú­ÿËöćãèËóÎäñÕòÛāæÂÉóÂ
ÎöćÜù¬Ú ĀæñÞäòćÈÿéëÿÜĆÚØöćÜä÷Âêó  
ƙ. âöÚèòÖÂääâĂìâ¬ąîãú¬ÿëâî ÿìĆÚăÕ­ÉóÂ Product Line ØöćâöÉČóÚèÚâóÂ âöÂóäîîÂĀÛÛÝæõÖáòÔÒ°ØöćëèãÈóâ (Packaging) 
āäÈÈóÚĀì¬ÈØöć Ƙ ÃîÈ WWH ëä­óÈÿÜĆÚßõßõÙáòÔÒ°Āæñä­óÚîóìóä Ì÷ćÈÖÂĀÖ¬Èîã¬óÈëèãÈóâ Ăì­ÅäîÛÅäòèĀæñìÚù¬âëóèËóè
ăÖ­ìèòÚÿÃ­óâóØČóÂõÉÂääâ ÌøĈîÃÚâ ĀæñäòÛÜäñØóÚîóìóä  
ƚ. ÛäõêòØâöèõëòãØòéÚ° ÿÜ­óìâóã ĀæñÚāãÛóãĂÚÂóäÕČóÿÚõÚÈóÚØöćËòÕÿÉÚ āÕãĂÚÜö ƘƖƗƞ ÉñßòÓÚóăÜëú¬ ´Village of Hope�w��
Ì÷ćÈÉñĂì­ÅèóâëČóÅòÎÂòÛÝú­ëúÈîóãù 
2. I-MEI Foods Co., Ltd. ÿÜĆÚ Best Practice Õ­óÚ ́Productivity Enhancement by Kaizen on Service Processµ 
2.1  ÜäñèòÖõ ĀæñÅèóâÿÜĆÚâó 


