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ABSTRACT

ue to the changes in customers’ lifestyles, people tend to spend more time outside their home
and living in a hurry, yet still, demand unique and memorable experiences. This trend causes
new service emergence to suit their needs. Grocerants (Grocery + Restaurants) combine the
pros of supermarket and restaurants together. Grocerants offer fresh-cooked meals with restaurant-
quality experiences at supermarket prices for time-strapped customers. The customer experiences from

grocerants become the competitive advantage for supermarket business nowadays.

This research intends to explore customer experiences, perceived values and repeated purchases
among grocerant customers in Bangkok. The data was collected through in-depth interview conducting
from the respondents who had visited Grocerants under the brand ‘You Hunt We Cook’ or ‘Nippon Kai’

at least twice in the past 4-5 months.

The results identified sight and taste as sub-elements of customer experiences for grocerant
customers. The quality of raw materials, convenience, and value for money were the value perceived
by the customers. In addition, experiences about food quality and deliciousness and perceived value of
reasonable prices were what drawn the customers back. Customers with good experiences and high
perceived value tended to have repeated purchases and spread positive word-of-mouth (WOM) to their

associates.

The findings in this research can be useful for supermarket operators as one of the marketing
tools by offering effective and efficient service design and payment system with the appropriate number

of staff. These can help create customer loyalty.

Keywords: Customer Experiences, Perceived Values, Repeated Purchases, Grocerants
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Mauluagaguilanazdiglilaoumiegues annmsudnisuslaaduduuunsideounguslandiuiuun
gandneduunTuiieliliduduazseaunisalfin (Ratirita, 2017) dewaligsiavsznngdasunsitauuuniiden
finsivlaunfigaliedisudugsiafvanianun Tnsluln.a. 2561 aaind1UdnUszinngilesunsinaiions

N1sAulaeg 5.1% uazilyarnainegf 192.7 Wud1uum (Euromonitor International, 2019)
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Market giuafunsifinluiae The Mall Group AfiU3ns Grocerants 81M15MANNMANBUsELAYM 19U The Dock
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N1SNUNJUJSSIUNSSU (Literature Review)

n1s3o81

N15%0%1 (Repeated Purchase) vanefis anumsaififuilnaiinsdodudvdouinmainndt 1 afs 910
Uszaunsaflunislduinisiladunisienlaldangliuininilugmnuiianslavesguilaauazainuasining
vosfuslaadifidelliuinis SedamaliAnnsnduulduinisdnlusuian (Oliver, 1997) Fsaenndasifu Ehrenberg
(2000) findrrinisdndulatesvesiuilaafiniunisdastulszaunmsaiainnisaaeddndsiou uazdvina
aguen wu nrslawan msdnadunise winaouglivinng Wudu Teetefewmdrdazdmaianufionela

naan13M15lY Fadludngdnssunisdeluniends
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n1suinumluduAuazuinig dwaliiinn1sdedivesiuslana (Ting and Thurasamy (2016) Kim et al. (2019)
wag Kim et al. (2013))
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Uszaumsalfjuilaafimiawduiiiandazanunsavisaiissslonilumansvgmansliiuosdng nisaisassd
ufnnssumesulszaunisaifuilandudsiddyniinisudsiunsiuuinnssuvesdudmionisuinig
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lugpamnssugsnad1uansiulufegsfianisusnisdneie (Pine and Gilmore, 1998) Uszaunisalguslaalanaie
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Pine and Gilmore (1998) lsinausuulAnsuuszaunsaifuilaaiiduiisdnluyuves Experience
Economy fia n1sutstugsialundveanisudeiuadiauszaunisalfuilan nsadedszaunisalildunisadrennen
Funougadine 1Hudsiidroiatuaiislfaunimeesdudiuasuinislassuiianuanysaivuudety venaini
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n1390aUA13NGIE (Chen and Chen, 2010) uLAAAYDY Pine and Gilmore (1998) &sldgninludszgndldly
9AANMNITUNTIDUT2T9913 (Food Tourism) wagdszaunisalfafeidutiadoiinsnuideegisunsvans
Tugnanvnssuiiue s wu Srusmnsiinnusadudy wWu Hard Rock Cafe $1up1vnsiildiuyuuy E-Tablet waz
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Experiential Modules (SEMs) luyuuasvasnisnaiadauszaunisal (Experiential Marketing) Failunisvin
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1) dsraunsalfuslananussamduda (Sensory Experiences: SENSE) 9anssuutszamita 5 Usgnay
LU nrsueatiu (Sight) nslédy (Hearing) nsléndu (Smell) saw@ (Taste) wazni1sduifa (Touch) Tneidu
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4) Usvaunsalduslnaannisnseyin (Physical Experiences, Behaviors and Lifestyles: ACT) tgntas
Y] a yaa v a & v DEYIPN a ° a aa o a aa
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5) Yszaunisalfuslaaainainudienles (RELATE) iuuszaunisalfiinainnisnsedulininensualidn
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Feuszaunsalguslannuszamdudans 5 ¥es Schmitt (1999) @eaanesiu Pine and Gilmore (1998)
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W lidiuuTunveegsAaAIUanA1uN15UIANS Sweeney and Soutar (2001) Fedinsufuninsin
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n1ssuiamA19n 5 Yadewmdeiiies 3 Uade laun AauAmisiunsidau audmisesual uazamaImsdiay

Y 9
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Faaenadeiuauideves Budreviciute, A. et al. (2019) Rasoolimanesh, S.M. et al. (2020) uag Xie, W. et al.
(2019) #lhdadnsiuamaniios 3 fFudl lliluaAdemuiu

Grocerants
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=1

Grocerants ¥1eid N13dnassiuidumilivesgvasunsiin hduiunsulszmueims lae Grocerants
Wunisnaunauvesdnin Grocery wag Restaurants wazfiusuunisuinisiilunuunan (Hybrid) sewdng
s ¢ v o o A ° 1 ¢ s ¢ & Yo 14
gilosunsnawaziuems Ineguuuuiiluves Grocerants dnfliwndsednegNianiimesunsidugSeassdiuyens
ndngavanindlugilesunsifinfiduilaamdon wioudniussudsznuliuinisungndn (WP, 2017) 1lunis
81830k UUNITUTNISHazas1sUsraunisalfuslaauuulndnlddlugiesunsiinuuudaiu (Traditional

Supermarkets) lnganadidnvazuanaeiudntosauudas glinawazy Fu3nis

Grocerants azviouliifiufeunosiiuasuluvesiuilaadililduesmiuosinfifadufissiidmingoims
winesgwesunsiiaduganunevatenislunismusyaunisalnisuslnaems (Experiential Food Destinations)
wuulval thiaueyszaunisaliiladifunmanisuaziininusiniga (Fast-Casual) Tuussenmaiidindanuazamam
Weuwihiuerms emsianuanty dun1suseanaml wu Mariano Tu Chicago tnauauszaunisalwuulma
Tualnaildiugan Snsawdely Teudadng mamaaesdalnd yuleanduaail uazdu q (Dixon, 2017)
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N A ¢ s & d = [ X2 Y I e A DR a 14 a
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wuulmifiendn Grocerants lngluuszinealveddliuinis Grocerants waneg 2 518 laun Wunsafageaduas
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Wuniafnseadidunisgsfafiegmelduisniduniansy Jegluiduniafnseadil 8 a1v Wunsa
ilnsoadldvivgnsmaninfousfusshadesndsnisusuisduamdnvaiuaznisuinig lneidu Grocerants
avusniianudnay wasddladnisanudadualadiandmesunsliuuan dndaslaaladlads Aldsuuseduniala
nseenuuuInaInasswdudanaluesull lnoduniainsoad dnau 1uarvusniignaaansaiden
wiyonsTnuiiude winewaziemsndilizwulifeuing uasannsndeemnsanlsugesindiin

Wisnsuusenulaeie (Brand Buffet, 2017)
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giwdunsiiadundifleuglesunsitafiogneldnsanivnuveunezueadniy Jagduidivau 9 awn
= v a 1 | = e 4 A = = D=
i1 Grocerants lu3n1seganeUszian Wi The Dock #ffauninduliomesemisngia dvegunesulugideslinden
171 10 ¥ia Nippon Kai #l¥uin1semsguuwuugduis lneguslanaiuisadendeeimslaanuyviedion
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Usznadu wazdeliodnivsuiandu Ssgniannsaidenldinasieussmuiiiantinesnioufiandutiu uas
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LUUNIAI (Customization) YaqUu You Hunt We Cook fn1sliuinis 6 a1 laun aenumisineu  dulniSey
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'
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wozneadunzlnTiusiaaidurniyaduendeegiduduiunin finsesnwuyemsenatadin Wudu laenswd

Y

wifndadifngRugunindainialan uazsiAIReuyes You Hunt We Cook §idisnaignnindiueimisuuu

9 Y

WawesIa vl You Hunt We Cook lasuanuieslunydusinanayilneuasuiseunanesinunasslszaunisal

wuulniveanisfudsemuemsuentiu (Wedad nysaiga, 2017)

A 1: You Hunt We Cook @191 Siam Paragon

‘ﬁa.l’l : Brandbuffet

A ? 2: e sy Nippon Kai @191 Siam Paragon
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NN ;- Uauniws Aedeniu
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JudYunInuovol

n1sSu§nruAtRdIwarion1stosn

Ting and Thurasamy (2016) "Lé’ﬁwmiﬁﬂmL%'aq‘i’]ﬂ’%ﬁ’sﬁﬁmmﬁﬁﬁ’mumﬂﬁﬂa‘”wﬂ%’u'%ﬂﬁmm;:JU'%Im
lailignéuszdmasiununasioln ieAnwfedafefifnadensnduuliuinistwesiuilaailaldgndnyses
vosunuladelu wazifiednunisanuduiusvesnisiuianavesiuilaaiinadonisnduunliuinng Tagld
FBnrsiiudeyauuunay (Mixed-Method) Hiutuuasuauuaznisdunvalfuslaaililigniusssrves
$runuradelnd wanisdnwmuindadets 3 6 s auniwwesdud (Perceived Product Quality) AmnTw
Y8IN15U3NT (Perceived Service Quality) AN NvaUsEAUNTTal (Perceived Experience Quality) Anasia
mMssudnaAnaznsndualtuinisvesiuilaadililigniussdrwesiunuasiolnl Tneaunmaesdszaunisal
(Perceived Experience Quality) iflutladefifnasionsnduanliuinisunniian uazannsduniuainuin Uszaunisal
afadnanludrununinadenisnduanlduinisiuniunaiolnl lusaedauanduduasuinisldléinalmin
nsnduanluinisen

¥ '

Chen and Chen (2010) lavihnis@nwluiiteaunimdssaunisel n1sfuiamat auiianela way
arudslaludmginssuvesinvioniierfeusan (Heritage Tourists) iileAnunfannuduiusuesamninuszaunisal
fifnadon1ssuiamat anufenels wagaruddlaluBaginssuvesinveaiiondasan 1435350 @ Ui
H1un1siudeyasisuuudeunIuiiedsnisgunauiegauuuazain (Convenience Sampling) $1uu 447 Yn
Mnnguiegeidutnieniivluaniuivionfivndausaniidrdey 4 wiswesldniu nan1s@nwimudn quam
JsraunsaldsualuBsuandemsiuianat InsUssaumsniuaznisiuianedidamaronufioelauazaudila

Tuwangfinssu (Behavioral Intention) 8neae

£ '

Kim et al. (2019) levinn1sfinwiSesdsvaunisal Yeidesveauusus nssuinma (AuA1aunslday

Y

ANAPUFUVSEATN AMAIAIUFIAN AMAIAIUNTTIEY) LarANResNANATeIUSIAA Grocerant TneilTngUszas

q

Wefnwiteuszaunisalfuslaalu Grocerants NildnwaugiangiNiiAwuazi1andl {1y Experience Economy

o A

Model uagiitofnuifsnnuduiusfuiadeduiisddosie Joidvavosuususd (Brand Prestige) nsuinaan
(Perceived Value) uazA11ua93nsing (Loyalty) Ineld3Binudayauuy Mall-intercept i Grocerants luussina
WA KAN1TIENUIN UszaunisalguslaaiinasianisSuinuel wazuszaunisalaiuauduie (Entertainment
Experience) warUszaunisaidunisnaundnainlaniiiuninuads (Escapist Experience) fnasofoidsaves
WusuA (Brand Prestige) uazAMAINIUNITITNY AMAIAIUAUNTEAIN AUAIAIUNNTRUIRaADAIINITNANG

RRAIRET

v ' v '

INNINUMIUITTUNTIUABIRUAS U AAAT arunsaaguliin nsduiauaninannisiuisuiioy
sewinanuUstlowdiild3u (Perceived Benefits) fudisiidionduaazly (Sacrifices) vosifuslaa lngn1ssusnmen
veeuTlaaluviungsianisuinisusenaulumig AuA1d1un1sidu (Functional Value) AuA1d 1ue Ul
(Emotional Value) uagAmAIA1udIAU (Social Value) (Sweeney & Soutar, 2001) lagn133uinuaiinase
arwienala manduanliuiniswazenudslalubginssuvesiuilan (Ting and Thurasamy, 2016; Chen and

Chen, 2010)
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Jszdunisnina:n1ssu§aruAnduuasionnséodn

[ '

Kim et al. (2013) #AnwsesauduiusvenisfuitnufnequnImeede1ms n1ssuinma Ay

Y 9

fanela uaznisnduanlduinistwesiuilon lnenguinegadufuilaavesiuemssedunansdaglutsene
nal $1uau 450 Au kiunsinuteyalaeuuuaauain nan1sfinwinudn nssusiemnufdeauninuese1nns
(Perceived Food Healthiness) finasenissunmauazanufsnelafifisturesuilan Tasarudfianelady
Hadviidsnadonisndunlisivesiuilan ueniniaudnvuzvesnnuideguamuesemns tiun dayalasuinig
ANAAlud HAAAUYIINGITUVIA UazAnAIMILAYUINT Tnadan1siuiamal Auianela wagn13naun
ddvasgfuilnadniae

¥ '

Kim et al. (2019) lgvihnsfnwisestszaunisal veidesvauusun n1ssuiamel (aA1aunsldanu

Y 9

v

ANAIIUFUVSEAIN AMAIAIUFIAY AMAIAIUNTTEY) lasauRssninAvesusina Grocerant lnedinguseasd
ilefnunfeuszaunisalfuilaalu Grocerants AfdnwazIaNEMITifilAvILaziN9nT1 K1 Experience Economy
Model uaztite@nuifsnnnudusiudivdadoduilifsidesiie To1duewosuusus (Brand Prestige) n1s¥uinmen
(Perceived Value) wagA11ua35nana (Loyalty) Imawagﬁltﬁu%uummu Mall-Intercept §i Grocerants luussing
A wan1Ienudn Ussaunsalguslaaiinarenisiuiaman wasussaunisalauaiuduiiis (Entertainment
Experience) wazUszaunisalsnunisnaunanainlaniiduninuade (Escapist Experience) finasodoidanos

WUTUA (Brand Prestige) LazAMAIAIUNITITIIY AMAIAIUZUNTEAIN AMAIAIUNITRUINARBANIITNANG

vaaguUslnn

(% '

Chen and Lin (2015) lavin1sAinwisesdnsnavesissaunisalfuslaawasnissuinua1ninadoniny

LV
Y

Fafuvesauduiusnadianlunisld Blog weAnwdennuduiusseninnnudduvesnnuduiusnisdeny
(Social Relationships) 31nUszaunisalfuslaa (15503 Aufdn Amnudn n1snsevih anudenles) Ailse
audslalunisldsiones Blog luyuuesvesnisnann drunisiiudoyadisuuuaauniu (Questionnaires) fu
ngufieg1adIuIL 452 Y0 wanisAnwInudn Yszaunsaifuilaauaznisiuinueniinalaenseieninudaduves
auduiusvnadany Taefiaufisnelawasanudslalunsliveidufuysdunany

awnsnazuliin Uszaunsaliuilaadudsiiinanmsufiuiussevnineuilnafuesdnsvieuusud
runnsteduduienisliiaafun1suinis (Pine and Gilmore, 1998) Tnsuszaunisalfuilnadsuaranissuy
A Sedsualaonssdsanufionelauazarmdslalunislden (Kim, Ham, Moon, Chua & Han, 2019: Chen and
Lin, 2015)

MAMsUMuIUATeiisades nuirddifouidelafifinunieadiu Grocerants Tnonss wazlsifing
Anwluuiunvesusznalng 1oswn Grocerants \ugsAauurlmifAnuliuiuiin fadu fidedeihdauusan
sAteluedin wdesoanazyszgndldlimusautunuifed venand Adulildifuusanufianelamnld
Tun93ds 1esnnilfAnviferfuanuianeladudwiuinnuds wazlunate @ muAdedlilfihanufimels

I Jusndsaursadinusiunatsluns@nenelfun1soem
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NSOUIUOAMIIUDVY

nsoULIANYRIWITETlAUsYENAa1NIIWIT Aell Schmitt (1999) AinanafiaUszaunisalfuslaafiingin
Usgamduianain (nmsueaiiu n1sladu n1slanau savd uagnsduea) uag Sweeney & Soutar (2001) LAgafU

£ {

n135usAuAlugsianIsuInsiivseneuludmeamaAImanunsidy AuaAmeesual wazAuAmediay ned

Y 9

WRARIUTEAUNIAING warn1TTuIANAIYRAUAILAZUSNIS FvdaNalinn15¥eTilu Grocerants Y095 UILAA

Useaunisel

Experience

. MsUBLIU (Sight)
« N5LABU (Hearing)
. nslendu (Smel)
« N137Usa (Taste)

o NNSFUEE (Touch) -~
~.. AsFeTly Grocerants

- (Repeat Purchase)

QRERTIGE -
Perceived Value
. AuAIIUNTIEII
(Functional Value)
. AMAPILDITU]
(Emotional Value)
. AuAUEIAY

(Social Value)

AN 3: NTOULUIANNUIIY

55n1s939¢ (Research Methodology)

Uszwnsveanguiiegis laun fuilaafiendeeglunsammuniuasiiaglduinig Grocerants a4
Gourmet Market Wusust You Hunt We Cook %38 Nippon Kai {18437 Grocerants 1usunuugsialmiluiiesine
figslairoedflviuinauasgny 8nvis You Hunt We Cook uae Nippon Kai Saifunusudiiduiidndlumguilaa
Haralneuazsninaafiesinunasslsraunisaluutnduesnisfuusemuemsuendu (Fedmi inwsaiga,
2017)

TnganAdeduilldngudiegnediuau 30 au 910 wiaduduilaa 2 nquAe naudiegeilduinis You Hunt
We Cook §113U 15 AU kagnausiag19iduinis Nippon Kai 91u7u 15 AU §3971u3u 30 ALE198911970 Dworkin

(2012) NiN@1I9191UIUNGUADE19Y09UITBTIRUANAMINZ AL BYT¥NIN 25-30 AU
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lun1sfnwinsadaziionngudiagne lnen15.8enA39819uUULA1239 (Purposive Sampling) tiiaiag

' v

Andendlidunivalnfinaauifimuirauivauide lnedudimelulduinisednales 2 asiluseu 4-5 feu

o

Wesnnidudasszeznafingudiededaunsasndiseazidenlavazidudiauisalideyaindulselev

e

Tneddunvalldvhnsivieyalutinfouiiuiaufufousiou wa. 2562 ndesdiofliluniaifvteyaluaded
Wunsldmaiulunisduniwallui@edn (In-Depth Interview) amed1a1uvataide (Open-Ended Question)
wuuslassaine (Semi-Structure) AifaudasnanuuaAnuasvguiiineates Insuszgndainauideves Schmitt
(1999) findmfsuszaunisalijuslnafiinanuszamduila wag Sweeney & Soutar (2001) AeafuNTFUSAAAT
iuﬁjﬁﬁ]mw%mﬁﬁmmaﬂm%}m Theory of Consumption Value n1sdunwalitednagly Experience/Behavior

[

Questions Aa N1saNgITUUsEAUNTaInTBIMANITal lnenseuday sl

1. viuaeldusnis Nippon Kai Aasswdinisluszezingl 4-5 nouiiniuun

2. Tudagtuiiswemvangsuuuuliiden viluvinutiadeniiazlduinigi Nippon Kai

' V.

3. uidnednalslialdu3nis Nippon Kai

| a 1

4. vinuanIvulaUssaunisaleglsannnisunlguinig Nippon Kai
5. inuAAuRlduIn1s Nippon Kai luauussinnla ognsls
6. aylalutadenvilivinunildusnsdri Nippon Kai

7. dlivinuruiieuilaiaglduinisi Nippon Kai Tunass nuagueniiieuinegnsls

mafiusivTindeyaldisnisdunivaluuuaizdn (in-Depth Interview) annngusiegeiiiduduilaaiiay
19U3n15 You Hunt We Cook 3@ Nippon Kai agsties 2 asanglusseziign 4-5 wauiliiuun wazidenguilag
I1NNFABUANLAZYFUN1EAINTIS1U You Hunt We Cook Uag Nippon Kai n13finwiasati@nwnaziiasigs
Joyamugiunisiiudeyaniundnnisidedananin (Qualitative Research) &slaainnisdunival dunm aaduiin
LAZINLBNAITAN 9 NNgITes udnhdoyauiiaTies AnunIunsauLIAANITITe ualuEesagunalagly
- . & .
A159ATIENLUDNN (Content Analysis)

wan1sAnNuw (Research Findings)

NNSANITIUTEAUNITA! N135U3ANAT Wazn15TeT1veEUSLAA Grocerants §3TeladAT1nilsusseny

v
o w o

wazagUidudszinuddyy dadl

)

voyalUouAuvounaunodoey

ngusetnsie fuilaafiaelduinig Grocerants #1571 You Hunt We Cook %39 Nippon Kai agnstfoe
2 afslusou 4-5 ifeufiiuun orduoglunsummumiuas Sanareuaznds ogsening 20-36 9 flseld
98581319 10,000-50,000 U tAglduIn1suIuas 3-40 ads wazilalddrorontslunisdulseniue s
300-1,000 U
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Us:=aunsni

v
Y v A

nnsiuteyaannduslaaiu You Hunt We Cook anunsaszyuszaunisaliuilnale fadl

n1sueaiy « §uilaAna1adn You Hunt We Cook THuszaunisaldunisusadiu a1nnsdadidels
Auslaauiuidondudnase vliiunnlduinniinisidensmisanuysssun, wazn157$1u You Hunt We
Cook ffnuazduniauda vilvannsoveadudunounisusznovemsvonwsily FaenszduliAnainuesin
9115 uazgreLduiuUsraunisallunisfudsemiuenmsuiniy Tneussinnisisiuemsuanslidiuiznisei

I3 a i P Yo v a & °
anidunsiunaawazassUszaunsalliiuduslaauiniu (Sruau 6 au)

a v

SAYIA : HUSIAANBII15E¥1HD1915V89 You Hunt We Cook 8598 naunaey wazdsas1fnniiwile

Y

= = Y] v A A & @ °
WIULNBUNUSIUDIMITIIUDUNVYALA N UNY (ATUIU 3 AL)

Auutanlyy - Usvaunisalnudanludlundae adnuliglas wagliweiistuenmsluiiaalnesula
nligvuvunisliuinsuuuilfie msiliguilaadudeningauiidesnisiateswdidnlvwnlsznauamis (31w

3 AY)

a 14 o/ [

nslaideningiunsgdiasuazarnsonmuaUsuainednisld : You Hunt We Cook lvdaszgndnlu
A5LaBNIMNSEALRalUSEAUTNAaZLDEANI151Ue NS Tnea sl anlanwAIiaAKAR M9 aNYMY LASDILALY
9@ USU1ad hagsIafianiglagadnin (Customization) (371434 4 AL)

[

ludruveduslaaiiu Nippon Kai @1nsassyuszaunisalfusinale dadl

mslaideningauuasmmunusuiuideinislales : $1u Nippon Kai ddutingaulvguslanaiunsaiden

Y a

deingAuidesnisiiwnunusenevemisiiuenmiieanuuninausluiay gnAtaiunsaiieningiuifednis

q

SuUsemule waraunsanvuadsualales (31w 7 aw)

<& 1 o ] 1 1 v . =K [ I3 1 & a 1 o v <@
NITUEWAY : NGUAIBEINATITT $7U Nippon Kai anwaeilumndwesuiiilalas vivldaiunsoueaiiu
JupaunIsUszNeURIMIsTeYl WiuauRdfidu Yefivessosauazamuailun1siulsenuemisuniu (1w

4 Aw)

53979 : NGUAIBE19NA1II181M15V8e Nippon Kai isavifieses fondnualaniziinmieainiiue s

v oA

PUuiudu (w4 au)

n1sSugAruA

y1nnsiivdeyanudn §uilnavesitu You Hunt We Cook waz Nippon Kai fi5u3fsamaimisinu

A151997u (Functional Value) igesuLien fanaluil

= o 3 Y v

nn1sAuteyaanduslaaiiu You Hunt We Cook anunsaszyiianissuinauaiaunisidanle fad

'
a

AANINTAGAY : Ya You Hunt We Cook Hamunnd vidlundvesiusuduazunasnunvesingfunidetiola
9

9

launsgiu dn15ARaTIHUIUANIZIIIN1I199 MUY wasingAuliniiuaniuid Tnen1ssiu You Hunt We Cook
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mveglugiesunsifinduduaniuiisimineemsandadieduasunmdnuwailunyduilaadtemisaindiu You

Hunt We Cook flanuantvial (371471 5 Aw)

AIUVAINYAIEYENTAgAY : You Hunt We Cook Sifngauliidenvainvate esainiduuinisves
gasuriiin ilddianunainvatevesndnduet (Product Variety) ge @a1u1saiiuiusznauaye1nista
wanvane Lig1endne inlignandlenialaasseslsln q (@ 4 aw)

AIINANAIANTIAT : gNAINBII1 You Hunt We Cook fauduaAmissinusian aglddnisiiuaiuinig
(service charges) 10% iy wazA1UsN15%1019115 100 vindeidusiafiauivgauna s1a1laesIudegnnii

$uemsduluvinagudnisdnfeniu wandusnaiiifedigndmsuiuemsuinuasiumnsineu (S 2 Au)

Customization : 81113910314 You Hunt We Cook wiiazatuiiiendnualianizdd iesanguslaa
ausaidanieslannegne Awsdssaningiu nsduaiaseufsuavged inliemseenunlugilas wagnss
MUANMUABINITVRIRUTIAAUGATAY (T1UIU 3 AL)

AIUFEAINTINGT - §1U You Hunt We Cook tdufufieglugivesunsifia vilildanliuiulunis

Fudsgniue s Sanuazainsing wagligein (1w 2 au)

lAsunsusnIsuaznIsuNz197919mdn911 : 1ag You Hunt We Cook fnsusnisia winauidiaiug
ANWEIYIQYATAILTOL U IMAZUBNANLANA TR HBNaz Ussian it uslaale (31uiu 1 Aw)

Y v

ludiuveduslaai1u Nippon Kai @13130syn155usaaaunsidanule dedl

iWusruimnzdunmsumivemisaudealdlnelusdoutanuen : \eswingnafinniutauuindugnen
MunsuUsemueImsauie vibilisanudanuen wailtunisnduiu dmndesnisunduiiieungulne o Nippon
Kai faglilysrundududoniinuneian (313w 6 aw)

I~ 1 a . . [ v o v 1Y) 1 d’f 1 1 Y]
azman 529157 lsFear - lag Nippon Kai lusuiildiianlunissuusemuemseeialiuiu aaoesn

wangAuguslaailiresiing viedessuluvingsede (3w 4 aw)

a =] . ' o 1 | ' i . .o (% | [
gnuazd [l Service Charges : nqufAI8819na1791 $1u Nippon Kai fin1uduAIni191an lae1mis
a o A T & 1 a . a ° = -:1'
AuAMARWINzaNiuTIAMTely wagldinisiiuA1uIng (Service Charges) 10% ity uaza1u13aL1LATOIAN
s § @ v tﬂl v o
vaagiUasansiandunauld (31w 3 aw)

AQLNINEIMIT : ©115T5U Nippon Kai aalnil amnind Fanisidudseglugilesinditatisdaasy

AMNanwaANNEAATNLYB991SUINTU (F1UU 4 AL)

N1sBoE

a

Auslaasaesnguiivuiliufisgndvunlduinisguledanudseiivladuiiu waglaassuylni q Nds
Ldwngass saunsinsuuztiideliiiounsenuidniiliimennliuiassiulseniu Inelidadeninungnisdedives

NANAIBEN Al

ANU:WICUBYANEASIA:NISUNT UK1DNYU1agsSSSUA1Ians

61



62

Us:auniasni n1ssugaruA na:n1sgos
vouwusIna Grocerants

¥

HUSLNASIY You Hunt We Cook

Y

anuUsyaunisal

SAVIFUAYANNINYDI0IMIT : HUILNANE1IT1 81M115U84 You Hunt We Cook Hisayidateslunn
asrusznavluaiu Tagavlinuaind winunasiiundede wazdiaauanlmi esarndusimsfisiniielu

MUasusiie (S 7 Aw)

[ Iy

ANUNITSUSAAIAIUNNT T

Y 9

Customization : A37 You Hunt We Cook MiBaszgnamanunsaidendiuusenauvesemisiuaiulaies

ibnguslaalafenilleninssiuanudenisvesmuies wagemsilauwdazaudiiendnvalianiegss (1w 6 aw)

AIINANAIAIUTIAT : HUTLNANBIIT You Hunt We Cook H51A1019sNaumnauna IAUANAT Lay
siagnidiailssuiisuiuiuadinidaunimeglussaufediu waraiu1sanmunsIn1e1msnaenisld (Fruiu
2 Au)

Au3lnA3IU Nippon Kai

auUsyaunisal

a o

5a¥79 : NqUFAI0819Na1337 Nippon Kai fisa¥ifiemsfiesey fngauiiainuanlv uagsawifenmis

q

fimnuangdiniuemsgiuiuauldaimnsavila (§wiu 4 aw)

£ Y

ANUNITSUSAAIAIUNNT T

Y 9

520457 - wingAunsEIALLAEl $7U Nippon Kai danuazainsias Wnailun1ssuuseniue s
piladloliuy Wesanduddnvusiduaidwasuns wmanzdunisuiauien danueassdi wazludaaduian

saldivuru (I 5 Aw)

l3/d] Service Charges : nqusieg19184I159u Nippon Kai fiaudua1viasan waglddnisiivaiusnig
(Service Charges) 10% iyl (31131 4 Av)
volauonu=d1mSussine Grocerants

nausegediteiauauuy fail

YatauaiurdmIuIII You Hunt We Cook

5YUUIANITAT : gNA1 You Hunt We Cook 18431 You Hunt We Cook A13ilszuudnnisAifianinil

lngtanizgasafidgnArsiuiuann ilidesdinisuandnsds arsinisdeiideseiduinsdnuuy wavadsiinig

LALADULLDDIAILE

FPUUNITFITEIY : JUStnAYes You Hunt We Cook ua33nasiinisiiugadnseiuainiuiiieglilylng
1IN UBIISUINNBANNALZAIN LA MALELASINUNIYILBIUIEANNALAIN WU STUUSURUEIY QR Code
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v v

Loyalty Program : §uslaaLiiuinaisiinsdmsin Loyalty Program Jusnuesiiu You Hunt We Cook

Y

a

lagianiz insizgnAnduuinfinimuemisisudugndidsedr Jeenailugnivansfiviveeadns M Card

nilegualuinIainezuead
JolauotuzaIsuiu Nippon Kai

nsvanTiudaluaauyesgna : \Weawniu Nippon Kai fdnvasiduaninesund vililidainswes

dmiugnAnidunisy vilvideansweliniadne 4 viendinnu aisinsiaassiufidmiunediiiivme

UAINABINITVRIGNAN

Fvauwineu : guslaana1iindnuiuntneiueesiiu Nippon Kai d9uiuliiieans Insianigly
YandanandiFudiwiuen wesnndndnanuaseuinistisueniiiesaungl a1aviliinnisseainingu
AnuINITgNAIALAULE

Ingausoagunaeuiisuseninsaainguiegeiduuilaavesiiu You Hunt We Cook wazfuslan

v
v

¥99511 Nippon Kai tJumssle il

A13197 1: asuraIeuliisuguslaavesiiu You Hunt We Cook waziuslaavassiu Nippon Kai

Jaje avAUs:nou You Hunt We Cook Nippon Kai

nsiduiileliduilaaiudeningfvess vilidunmuinnd
nsidenannsienisemnshuay wagannisiduasudawuy
Open Kitchen vilWaunsaiunssuisnsusenavenmsvesnle

TR AanusUanlug 910 Concept
Grocery Alignénanunsaiiuiden
TngRuiidesnisudaniunliiaon
Usaemsii

. FEYIA 91150308 TngAvantu lanmnn
Uszaunial

auudaning 910 Concept
ya Yy a e v % a A
nslagu n1sldndu | Grocery MilignAtanunsaiiuieon
wazNISAUNE TagAundesnisuatiun i
Uy mnstv

Y A s a ;72
nsladeningiuaie
AL09 KAZHINITONINUA

£

HuslnaanunsarinuarinvesinghuwasUsunalauuy Customization

U

YSurundanasle
(GRPRTFEERE)]
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A15199 1 asunalIeuiisuusinavesstu You Hunt We Cook wagguslaavesstu Nippon Kai (#18)

U9e avyAUsznau You Hunt We Cook Nippon Kai
aunmnghv : Taghufinannd siluidvesuusud nsuen
uwasiinesingiu waranuanlual damsfidudseglugosingife
Prgduaunmanyalsuauant
AMARAIRILIIAT ; lidnsfiu | gnuazd Ll Service Charges
AU3N"T (Service Charges) i | $1u Nippon Kai iaasdue1nis
WazAIUINIYI0IMNS 100 UM | 5187 ©WMIAMANERWITNZANTU
forfusaitaumgauna $107 safiely uagldfinisfuan
Tagsaugnniniuiidmiteemns | U3n1s (Service Charges) 10%
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