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“WE MAKE
ENJOYABLE
MEALS,

ANY DAY "
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SANTA FE

STEAMS OFF INTO THE NEW MARKET
GOES INTER WITH ITS FIRSTBRANCH
IN CAMBODIA

After KT Restaurant Co., Ltd., a professional restaurant
entrepreneur, successfully launches its ‘Santa Fe Steak’ brand
in Thailand, the company now expands its territory into foreign
market in November 2018, in order to prepare for ASEAN
Economic Community (AEC) initiative. The Company expands
its franchise and places its flag in Cambodia, after a lengthy
research of the neighbor country’s market. With the
determination of KT Restaurant Co., Ltd.” executives, the
Company progress firmly and develops the restaurants under

its brands continuously. How did this success occur? Let's

take a closer look.

‘Santa Fé Steak’ is a brand of Thai steakhouse found
and operated by ‘Mr. Surachai Chananudej’, the CEO of KT
Restaurant Co., Ltd., the company that pioneered and
popularized this brand in Thai market for over 14 years, after
the company launched its first steakhouse in Fashion Island

Mallin 2003. Nowadays, the company has over 111 branches
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and continues to grow, with the targeted goal of 115 branches
at the end of this year, and the targeted income of 1,900 million
Baht, a growth of approximately 15 percents from the annual
income of 1,650 million Baht of the previous year. Therefore,
itis safe to say that Santa Fé is one of the leaders in Thai steak
market, as the company has the highest number of branches
among other players in the market. The company engages it
business with a simple but practical concept, namely,
simplifying steak into an easy and fun meal, as described by
the company’s motto — Happiness Well Done. The company
is confidence that it is a true professional in the business of
steakhouse, who produces delicious steak on a daily basis
with constant good taste of every dish served. The company
maintains both the quality of its products, and the affordable
prices for Thai people, as well as spreads its branches all
over the major areas, so its customers may conveniently
access its steakhouses. The company also provides several
cost saving promotions that in turn facilitate the customers’
decision making, in order to win their hearts and minds;
because the company believes that the customers are the

best person for brand building. After experiencing the brand,

and its high quality products and services which are presented

at the affordable prices, the customers will ultimately help
spreading and advertising the brand, and come back for
more. This is the best and most sustainable method for brand
building.
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Santa Fé strategy for building its sustainable business is
to position its brand and business as a restaurant that the
people can eat on a daily basis, instead of being a restaurant
that the people will only reserve for special occasions or
celebrations; in order to increase the frequency of the
customers’ visitation. This also means positioning its brand in
the customers’ mind as a restaurant that is easy to access
everyday or more frequently, as well as setting its prices
affordable for the customers. To do so, the company requires

allied suppliers to work with.

In 2018, Sata Fé Steam aims to branch out into foreign
market by entering into a franchise agreement with Sopheavorn
Investment Co., Ltd., a company owed by a group of investors

from Cambodia. Sopheavorn is one of the leading companies

in Cambodian real estate business and the first franchisee of
Santa Fe Steak brand in Cambodia. The first Cambodian
branch was officially opened on November 10th 2018 in Phnom
Penh.

For Santa Fe Steak first branch in Cambodia, the company
launched this branch as a stand alone steakhouse, on the
area of 400 square meters, in the heart of Phnom Penh. The
company’s mode of investment in Cambodia is somewhat
different from what it does in Thailand, where the company
mainly focuses on opening new branch in the department
store. This is because the targeted customers of Santa Fé in
Thailand are the same group of customers who visit the
department store. Also, as Thai customers love visiting
department store, setting up branch in these department




stores is therefore the easiest way to access this targeted
group. Moreover, each developer did his homework
thoroughly, in order to choose a location with high potential
for investment. On the contrary, behavior and lifestyle of
Cambodian consumers are drastically different and over 10-
20 years from Thai consumers. Most Cambodian consumers
enjoy eating the meal in their homes, and there are only 10
percents of customers who have high buying power and enjoy
occasional meal outside. Most of these consumers travel
directly to their desired stores. Moreover, there are only few
department stores in Phnom Penh, namely, only 2 department
stores in the city at the present. Expanding its branch in the
form of a stand alone business is therefore a more appropriate
strategy. Also, it is expected that in the next 5-10 years, we
may see the same model of expanding branch in department
store in Cambodia, as we see the company does in Thailand.
Launching its steakhouse in Cambodian market is also
considered as a venture into a Blue Ocean, where there is no
other steakhouse brand has ever gone before. Santa Fe
becomes the first brand that pioneers this new market, and
makes steak as one of the top choices for Cambodian people,

when they think about eating out. If the company successfully
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penetrates this market, Santa Fé may even become the owner
of steak market of Cambodia. Since cultivating a brand
requires sometimes, by launching its steakhouse in Cambodia,
when the Cambodian people think about steak, the first name
that will surely come into mind, of course, is Santa Fé. Santa
Fé will become the Top of Mind brand for the Cambodian
market, where consumer will recognize that ‘Steak = Santa
Fé Steak.’

Giving the people the experience of steak consumption
and stimulating more steak consumption in Cambodian market
are nothing to be worried about. This is because nowadays
Cambodian consumers also receive news and information
from Thai media. Therefore, most of them know and recognize
Santa Fé brand. Steak itself is an international dish that
everyone is family with, and it is easy to eat. The only obstacle
is no one has ever invested in this sector before. After
Santa Fé pioneers this market, the company expects a good
welcome and growth during the first year of service. Meanwhile,
the company’s next target of expanding its brand in Cambodia
will also mainly focus on Phnom Penh; as this is a city where
the people have good buying power. And for this, Sopheavorn
Investment aims to expand 5 more new branches within
the next 3 years; as the company estimates that the market
in Phnom Penh is able to support expansion of not les than
10 — 20 branches during the next 10 years (”m
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