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ABSTRACT 

 

The fast-food industry is facing increasing challenges in maintaining long-term 

sustainability due to fluctuating raw material prices, evolving consumer preferences, 

and intense competition from both local and international brands. This study aims to 

analyze efficient raw material management solutions, the adoption of a sustainable 

supply chain, appropriate marketing strategies, and effective human resource 

management practices to support the long-term sustainability of XYZ Restaurant. A 

mixed-method approach was employed, integrating qualitative and quantitative data 

collection through surveys and interviews. Analytical tools such as VRIO, PESTLE, 

Porter’s Five Forces, IE analysis, SWOT, and TOWS analysis were utilized to develop 

comprehensive strategic recommendations. The findings highlight that reducing 

supplier dependency through diversification, leveraging brand recognition for market 

expansion, enhancing production efficiency to counter cost fluctuations, and 

improving employee training and development programs are crucial for long-term 

success. The study concludes that XYZ Restaurant must integrate raw material 

management, supply chain optimization, marketing strategy, and human resource 

management to secure its position as a leading fast-food chain in Indonesia and 

beyond. Raw material management such as cloud kitchen expansion with AI-Base 

central kitchen, hyperlocal sourcing for sustainable cost control, food safety and food 

hygiene certification, and enterprise resource planning. Supply chain optimization 

such as enterprise resource planning, AI-Powered smart inventory, circular economy 

in supply chain, and transport management system. Marketing strategy such as 

collaboration with online shop in new location, create brand activation program, create 

“Spicy Challenge” marketing, and build R&D department to create new menus. 

Human resource management such as create green employee certification program, 

hiring for sustainability mindset, and human resource information system. 

 

Keywords: Fast-food industry, human resource development, marketing strategy, 

strategic management, supply chain, sustainability 
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CHAPTER 1  

INTRODUCTION 

 

1.1 Background of the Study 

The food and beverage (F&B) industry in Indonesia showed a fluctuating growth 

trend between 2011 and 2024. While the sector experienced significant gains in some 

years, it also faced declines in certain periods due to various external factors, such as 

economic conditions and market changes. This uncertainty reflects the dynamics of 

Indonesia's F&B industry, which creates challenges for companies to maintain 

consistent and sustainable performance (DataIndustry Research, 2024). This situation 

requires companies to be more adaptive to market changes and balance growth with 

operational sustainability. 

 

Figure 1. 1 Growth of the Food Industry in Indonesia 

Source: DataIndustri Research, 2024 

 

Supply chain resilience is an important issue in maintaining sustainability in the 

F&B sector. As an industry that relies heavily on a global network of suppliers, the 

sector is vulnerable to disruptions such as natural disasters, price fluctuations, and 

geopolitical uncertainty. Such dependence has become even more pronounced during 

the COVID-19 pandemic, when there have been delivery delays, rising raw material 

prices, and cost pressures for many F&B companies (McKinsey, 2021). This highlights 

the importance of effective risk management strategies to maintain supply chain 

stability. According to the World Economic Forum (2020), companies that have supply 

chain resilience tend to be better able to adapt to market changes and maintain long- 

term sustainability. 

In addition, risk management also plays an important role in addressing external 
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challenges such as climate change and raw material price fluctuations. For example, 

extreme weather such as droughts or floods can affect the availability of raw materials 

such as wheat and soybeans, impacting production costs. Accenture (2023) reported 

that around 70% of F&B companies face difficulties in managing these risks, 

potentially disrupting their operational stability and business sustainability. Therefore, 

good risk management is an important foundation for F&B companies in achieving 

long-term goals. 

The marketing aspect is also a big challenge in the F&B industry. Research from 

Nielsen (2019) shows that around 81% of global consumers demand greater 

transparency regarding the environmental impact of the products they consume. 

However, many F&B companies still struggle to meet these expectations due to limited 

understanding of changing customer preferences. For example, demand for plant-based 

products shows an annual growth of 27% (Good Food Institute, 2021), but the 

development of new products in this category faces major obstacles due to high 

research and development (R&D) costs. On the other hand, product pricing is a 

significant challenge. Many companies strive to create sustainable yet affordable 

products, but are often caught in the gap between price and sustainability (Accenture, 

202). This challenge is compounded by the high cost of raw materials and greener 

production processes. In addition, distribution is also an issue, where conventional 

logistics networks not only reduce efficiency but also account for more than 30% of 

carbon emissions in the F&B sector (McKinsey, 2021). These inefficiencies make it 

difficult for companies to integrate sustainability into their marketing operations. 

Despite a growing awareness of the importance of sustainability, F&B companies are 

often hampered in implementing effective marketing strategies. Balancing consumer 

demand for sustainable products with the realities of operational costs is a key 

challenge that requires innovative and strategic approaches. 

In the food and beverage (F&B) industry, human resource management is one of 

the key factors to achieving sustainability, especially as the sector relies heavily on a 

large workforce and specialized skills in areas ranging from production to customer 

service. The high turnover rate is one of the main challenges, with the employee 
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turnover rate in the F&B sector reaching more than 70% according to the Bureau of 

Labor Statistics (2021). This high turnover can disrupt operational consistency and 

increase training costs for companies. In addition, the need for ongoing training and 

upskilling to keep up with technological developments and sustainability standards is 

also a significant challenge. Research from Cornell University (2020) shows that 

companies without a sustainable human resource development strategy tend to 

experience a decline in employee productivity and job satisfaction. As a result, this 

impacts service quality and operational efficiency. Therefore, investment in human 

capital development is an urgent need for F&B companies that want to maintain 

competitiveness and achieve long-term sustainability. 

Amidst these dynamics, the food and beverage sector in Indonesia shows great 

potential. Data from GoodStats (2024) reveals that the industry is dominated by local 

brands such as Kopi Janji Jiwa and Kopi Kenangan, each with more than 900 outlets. 

Consumer preference for local innovation, along with trust in global brands such as 

KFC and McDonald's, creates strategic opportunities for businesses to innovate in local 

adaptation and product diversification. 

 

 

Figure 1. 2 Top 10 Restaurant in Indonesia 

Source: GoodStats, 2023 
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Furthermore, according to Mordor Intelligence (2024), the foodservice industry 

market in Indonesia is projected to increase from USD 55.25 billion in 2024 to USD 

103.76 billion in 2029, at a CAGR of 13.43%. This growth is fueled by urbanization, 

rising incomes, and changing lifestyles, which strengthen the attractiveness of the 

sector to local and global players. This huge opportunity provides a strong foundation 

for expanding operations in emerging segments, such as full-service restaurants and 

cafes. 

 

 
 

Figure 1. 3 Indonesia Foodservice Market Size Up – Growth Trends & Forecast 

Up To 2029 

Source: Mordor Intelligence, 2024 

 

More specifically, the instant noodle segment has a strategic position in the 

Indonesian food market. Based on data from the World Instant Noodles Association 

(2024), Indonesia is the second largest consumer of instant noodles in the world with 

consumption reaching 14,540 million servings in 2023. This figure shows consistent 

growth from previous years, indicating people's preference for affordable and 

accessible fast food. This trend opens up great opportunities for product innovation, 

flavor diversification, and the development of a wider distribution network. In this 
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context, fast food noodle restaurants have significant potential for growth, both through 

adaptation to consumer trends and strategic management focused on long-term 

sustainability. 

 

 

Figure 1. 4 Top 10 Countries with Instant Noodle Consumption in the World 

Source: World Instant Noodles Association, 2024 

 

One of the fast-food restaurants in Indonesia with noodles as its main menu is 

Bakmi GM. Bakmi GM was previously known as Bakmi Gajah Mada, founded in 1959 

by the husband-and-wife duo Tjhai Sioe and Loei Kwai Fong. Its first restaurant was 

located at Jalan Gajah Mada No. 77, Jakarta, with only five tables that could 

accommodate 20 people (Wikipedia, 2024). Over time, Bakmi GM grew rapidly. The 

second location opened in Melawai in 1971. As of September 2022, Bakmi GM has 

more than 50 branches spread across Jabodetabek, Bandung, Surabaya, and Denpasar, 

with around 1,200 employees. This restaurant serves around 30,000 customers per day 

(Wikipedia, 2024). In December 2024, the Djarum Group acquired 85 percent of 

Bakmi GM's shares for a value between Rp 2 trillion and Rp 2.4 trillion (Liputan6, 

2024). Several sources report that the company's annual revenue reaches around Rp 

700 billion, with an average daily revenue of around Rp 2 billion (Bacaini, 2024). With 
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a long history and consistent growth, Bakmi GM remains a popular culinary icon in 

Indonesian society. 

 

1.2 PT XYZ Company Background 

 Restaurant XYZ is a fast-food noodle restaurant in Indonesia. Established in 

2018, the XYZ Restaurant label has evolved into a dominant force, particularly in Bali, 

Sumatra, NTT, and NTB. By the end of 2023, XYZ Restaurant has employee more 

than 3,000 people. XYZ Restaurant has opened many outlets spread across many major 

cities in Indonesia, such as Medan, Palembang, Padang, Lampung, Bali, Lombok, 

Kupang, and many other cities. Embracing the concept of contemporary dining at 

affordable rates, XYZ Restaurants has garnered widespread acclaim in every market it 

serves, catering to tens of thousands of customers monthly. To maintain its prominence 

and appeal to dedicated customers, XYZ Restaurant places a premium on innovation. 

 

1.3 Problem Statement 

The food and beverage (F&B) industry faces major challenges in maintaining 

business sustainability amidst market dynamics and evolving consumer demands. In 

the context of a restaurant like XYZ, there are several key issues that need attention. 

First, non-optimal raw material management can lead to cost inefficiencies and 

potential loss of product quality, which ultimately reduces competitiveness in the 

market. Second, inefficient supply chain processes can lead to distribution disruptions, 

increased logistics costs, and dependence on certain supplier networks, posing risks to 

operational stability. 

In addition, changing consumer preferences that demand more sustainable and 

innovative products are putting pressure on restaurants to adjust their marketing 

strategies. However, challenges such as high product development costs and limited 

understanding of customer needs hinder restaurants' ability to effectively respond to 

market demands. 

Equally important, high labor turnover rates and the lack of a structured human 

resource development strategy result in disruptions to restaurants' operational 
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efficiency and productivity. This combination of challenges reflects the complexity that 

XYZ restaurant faces in maintaining operational stability while responding to the 

dynamics of the competitive F&B industry. 

 

1.4 Research Question 

Based on some information provided in background section, the research question 

of this research are as follow: 

1. How can the sustainability of the XYZ restaurant be supported by an efficient raw 

material management strategy? 

2. How can the sustainability of the XYZ restaurant be enhanced by supply chain 

implementation optimization? 

3. Which marketing strategies are most suitable to support the sustainability of XYZ 

restaurant business? 

4. How can the sustainability of the XYZ restaurant be supported by an efficient 

human resource management plan? 

 

1.5 Research Objectives 

Based on some information provided in research question, the objectives of this 

research are as follows: 

1. Analyze the sustainable raw material management strategies for XYZ restaurant. 

2. Analyze the sustainable supply chain implementation for XYZ restaurant. 

3. Analyze the sustainable marketing strategies for XYZ restaurant. 

4. Analyze the sustainable human resource management strategies for XYZ 

restaurant.  

 

1.6 Significance of the Study 

This study offers both academic and practical significance, contributing to the 

body of knowledge in strategic management while also providing actionable insights 

for businesses in the food and beverage (F&B) industry, particularly fast-food noodle 

restaurants like PT XYZ. 
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1.6.1 Academic Significance 

This study makes an important contribution to the existing literature in the field 

of sustainability management, particularly in the food and beverage (F&B) industry. 

By analyzing various aspects that affect business sustainability, such as raw material 

management, supply chain, marketing, and human resources, this study adds insight 

into the challenges faced by F&B companies, especially in developing countries 

such as Indonesia. It also enriches the understanding of the integration between 

internal and external factors in achieving sustainability, and provides practical 

recommendations that can be applied by restaurants in the local context. In addition, 

the results of this study are expected to serve as a reference for further research on 

risk management, product innovation, and human resource strategies in this growing 

sector. 

 

1.6.2 Practical Significance 

From the practical side, this research provides added value for XYZ restaurant 

and F&B industry players in general. For XYZ restaurant, the results of this study 

can provide deeper insights into how to manage operational challenges, especially 

related to efficient raw material and supply chain management, which can reduce 

operational costs and improve product quality. In addition, this research can also 

help the company formulate marketing strategies that are more in line with evolving 

consumer trends, thereby increasing the company's competitiveness in an 

increasingly competitive market. On the human resources side, the study provides 

guidance for improving labor management strategies, which will reduce turnover 

rates and increase operational efficiency. Therefore, the findings of this study can 

be used as a basis for better strategic decision-making, and support the company's 

efforts to achieve long-term sustainability in the F&B industry. 

 

1.7 Systematic Presentation 

The structure of this thesis is organized into five main chapters, each focusing on key 
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aspects necessary to explore and analyze the sustainability of XYZ Restaurant in the 

Indonesian food and beverage industry. The following is an overview of the thesis 

structure: 

1. Chapter 1: Introduction 

This chapter provides an overview of the research background, highlighting the 

trends, challenges, and opportunities within the F&B industry in Indonesia, with a 

specific focus on XYZ Restaurant. The research problem, objectives, and 

significance of the study (both academic and practical) are also discussed. This 

chapter sets the foundation for understanding the need for sustainability strategies 

within the industry. 

2. Chapter 2: Literature Review 

The second chapter presents a comprehensive review of the existing literature 

on key topics related to the study. It covers theories and models on sustainability, 

supply chain management, marketing strategies, human resource management, and 

risk management, with a focus on the F&B industry. This chapter also discusses the 

importance of raw material management, optimizing supply chain implementation, 

and human resource strategies in sustaining a business, drawing on both global and 

local case studies.  

3. Chapter 3: Research Methodology 

This chapter outlines the research approach and methodology used to gather and 

analyze data. It explains the research design, including the selection of qualitative 

and/or quantitative methods, data collection techniques (such as surveys, interviews, 

or case studies), data analysis procedure and the rationale for choosing XYZ 

Restaurant as the study subject. 

4. Chapter 4: Results and Discussion 

Chapter 4 presents the findings from the research, including the analysis of raw 

material management, supply chain implementation, marketing strategies, and 

human resource management strategies. The results are analyzed and compared to 

the theoretical frameworks discussed in Chapter 2. This chapter provides insights 

into how XYZ Restaurant can enhance its sustainability practices based on the 
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findings. 

5. Chapter 5: Conclusion and Recommendations 

The final chapter summarizes the key findings of the study and offers practical 

recommendations for XYZ Restaurant to improve its sustainability strategies. It also 

reflects on the limitations of the research and suggests areas for further study. The 

chapter concludes with an emphasis on the importance of integrating sustainability 

into business operations and the potential long-term benefits for XYZ Restaurant in 

the competitive F&B industry.
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CHAPTER 2  

LITERATURE REVIEW 

 

2.1 Sustainability in the Food and Beverage Industry 

Sustainability has become a critical focus in the Food and Beverage (F&B) 

industry, driven by the need to balance economic growth with environmental and social 

responsibility. The concept of sustainability in the F&B sector encompasses the long- 

term viability of businesses by integrating environmental, social, and economic 

considerations into their operations. According to Elkington (1997), the "Triple Bottom 

Line" approach to sustainability focuses on people, planet, and profit, emphasizing that 

businesses must create value not only for shareholders but also for society and the 

environment. 

In the F&B industry, environmental sustainability involves minimizing the 

ecological footprint by reducing resource consumption, managing waste, and ensuring 

the responsible sourcing of ingredients. The industry's impact on the environment is 

significant, with agriculture and food production responsible for a large proportion of 

global greenhouse gas emissions (FAO, 2018). As a result, companies in the F&B 

sector are increasingly adopting sustainable practices such as sourcing organic 

ingredients, using energy-efficient technologies, and reducing water usage throughout 

their supply chains (McKinsey, 2021). For instance, McDonald's has committed to 

sourcing all of its packaging from renewable or recycled sources by 2025, a strategy 

aimed at reducing waste and promoting circular economies (McDonald's, 2020). 

Social sustainability within the F&B industry revolves around the welfare of 

workers, communities, and consumers. Businesses must prioritize fair labor practices, 

ensure that workers are paid fairly, and improve working conditions across their supply 

chains. Companies also face growing consumer demand for ethically produced food, 

which includes concerns about animal welfare, fair trade practices, and the health 

impact of the products offered. In this regard, companies like Starbucks have made 

significant strides in implementing fair trade coffee sourcing and other social initiatives 

to foster a positive impact on farming communities and improve the livelihoods of their 
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suppliers (Starbucks, 2020). 

Economic sustainability focuses on maintaining profitability while adhering to 

sustainable practices. For F&B businesses, this means navigating the challenge of 

rising raw material costs, particularly due to climate change and resource scarcity. 

Companies must balance the higher cost of sustainable sourcing with the need to remain 

competitive in an increasingly cost-conscious market. Research by Accenture (2021) 

suggests that integrating sustainability into business models can drive innovation, 

customer loyalty, and brand differentiation, which in turn can lead to financial success. 

A good example of this is Unilever’s commitment to sustainability, where its 

sustainable brands grew 69% faster than its other brands in 2019, demonstrating that 

sustainability can be a driver of business growth (Unilever, 2020). 

While there are clear benefits to adopting sustainability, the F&B industry faces 

several challenges. A key barrier is the complexity of supply chains, which can span 

across multiple regions and involve various stakeholders. Ensuring traceability and 

transparency throughout these networks is a significant challenge, especially in 

countries with weak governance structures or limited access to technology (Ahi & 

Searcy, 2013). Moreover, the high upfront costs associated with adopting sustainable 

technologies and practices often deter small and medium-sized enterprises (SMEs) 

from pursuing sustainability initiatives (Gartner, 2019). 

Additionally, changing consumer preferences and behaviors also pose challenges. 

While there is growing awareness and demand for sustainable products, many 

consumers still prioritize cost and convenience over sustainability (Nielsen, 2019). This 

creates tension for businesses looking to balance product quality, price 

competitiveness, and sustainability efforts. 

In summary, sustainability in the F&B industry is not just a trend but a necessity 

for long-term business success. By addressing environmental, social, and economic 

dimensions, F&B companies can not only contribute to global sustainability goals but 

also position themselves to thrive in an increasingly conscious consumer market. 

However, overcoming the challenges of supply chain complexity, cost pressures, and 

consumer behavior remains a crucial aspect of this journey. 
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2.2 Raw Material Management and Sustainability 

Raw material management is a critical component in achieving sustainability in the 

food and beverage (F&B) industry. Effective raw material management supports not 

only economic sustainability but also environmental and social sustainability. In this 

context, raw materials refer to not only food ingredients but also packaging and other 

resources involved in the production process. Therefore, sustainability in raw material 

management includes sourcing environmentally friendly ingredients, reducing waste, 

and applying circular economy principles. 

The first step in sustainable raw material management is the responsible sourcing 

of ingredients. F&B companies are increasingly turning to sustainable sources, such as 

organic ingredients, fair-trade certified products, or raw materials produced with 

minimal environmental impact (Bastian et al., 2020). For example, large companies 

like Nestlé and Unilever have committed to sourcing ingredients from renewable 

sources and ensuring their supply chains meet sustainability certifications (Nestlé, 

2020). Additionally, sustainable sourcing can reduce dependence on scarce resources, 

such as palm oil produced unsustainably. 

Managing waste from raw materials is another crucial aspect of sustainability. The 

F&B industry generates waste in the form of unused ingredients, packaging, and 

damaged products during production. One increasingly popular approach is the 

application of circular economy principles, which focus on reducing, reusing, and 

recycling raw materials. For example, companies can repurpose food waste into animal 

feed or recycle packaging materials into new products (Gartner, 2021). Technologies 

for efficient waste processing have also been developed to reduce the environmental 

impact of industrial waste, such as converting organic waste into renewable energy 

(Sahoo et al., 2020). 

In addition to environmental concerns, raw material management also involves 

social sustainability, particularly in regard to the conditions of workers and farmers 

involved in raw material supply chains. Many raw materials in the F&B industry, such 

as coffee, cocoa, and sugar, come from developing countries where workers often face 
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poor working conditions and low wages. Therefore, social sustainability in raw material 

management involves adopting fair trade standards and ensuring the welfare of workers 

across the supply chain (Fair Trade International, 2019). Certification programs such 

as Fair Trade and Rainforest Alliance aim to ensure that raw materials are sourced in a 

way that benefits local communities and farmers. 

While important, implementing sustainable raw material management is not 

without its challenges. One significant obstacle is the price volatility of raw materials, 

which can influence sourcing decisions, particularly when sustainable ingredients are 

more expensive than conventional alternatives (Accenture, 2021). Furthermore, 

transparency issues in supply chains remain a challenge, as it is difficult to ensure that 

all stages of raw material procurement meet sustainability standards (KPMG, 2021). 

Better tracking systems and technologies can help address this issue, but the cost of 

implementing these systems remains a barrier, particularly for small and medium-sized 

enterprises. 

Innovation also plays a significant role in sustainable raw material management. 

New agricultural technologies, such as vertical farming and digital solutions to 

optimize water and energy use, offer potential solutions to make raw material 

production more sustainable (FAO, 2020). Furthermore, advancements in eco-friendly 

packaging materials, such as biodegradable packaging or recyclable materials, are 

increasingly integrated into sustainable raw material management strategies in the F&B 

sector. 

In conclusion, sustainable raw material management not only provides long-term 

cost benefits for companies but also supports environmental and social sustainability. 

F&B companies need to develop and implement responsible sourcing policies and 

leverage technology and innovation to reduce the negative impacts of their production 

processes. 

 

2.3 Supply Chain Optimization for Sustainable Practices 

Optimizing the supply chain for sustainable practices is critical in ensuring long- 

term sustainability in the Food and Beverage (F&B) industry. An efficient supply chain 
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focuses not only on reducing costs and delivery times but also on minimizing 

environmental and social impacts across the production and distribution processes. In 

this context, supply chain optimization aims to balance operational efficiency with 

environmental and social sustainability. 

One of the first steps in optimizing the supply chain is efficient resource 

management. For example, reducing energy waste, improving water management, and 

using more environmentally friendly fuels in transportation can decrease the carbon 

footprint of the entire supply chain. A study by McKinsey (2021) highlights that 

efficient energy management in distribution operations can reduce greenhouse gas 

emissions by up to 20%, especially when supported by the use of more efficient 

transportation technologies, such as electric vehicles or alternative fuels. Therefore, 

better resource management not only cuts operational costs but also contributes to 

sustainability goals. 

Technology plays a pivotal role in optimizing sustainable supply chains. The use 

of cloud-based Supply Chain Management (SCM) systems improves transparency in 

monitoring the flow of raw materials and finished goods, allowing companies to 

respond quickly to market demand changes and potential disruptions in the supply 

chain. Technologies like the Internet of Things (IoT) enable real-time tracking of raw 

materials and products, reducing waste and improving inventory and distribution 

management (DHL, 2020). Furthermore, the implementation of advanced 

transportation management systems can optimize delivery routes, reduce fuel 

consumption, and improve shipping efficiency (Baker, 2020). 

Reducing environmental impact in supply chain optimization also involves 

selecting sustainable sourcing practices and eco-friendly logistics solutions. 

Companies in the F&B sector tend to choose suppliers who are committed to 

sustainability in both product and operational processes. For instance, companies like 

Starbucks and Coca-Cola have committed to sourcing sustainably produced materials, 

such as reducing their reliance on single-use plastics and opting for recyclable 

packaging (Coca-Cola, 2021). Additionally, these companies collaborate with 

suppliers who adhere to stringent environmental standards and waste management 
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policies. 

Sustainable logistics management also includes reducing fossil fuel consumption 

in transportation by using more fuel-efficient and eco-friendly vehicle fleets. A report 

by Accenture (2023) states that over 60% of global F&B companies have invested in 

electric or low-emission vehicle fleets, contributing to the reduction of the overall 

emissions from their transportation supply chain. 

Collaboration between F&B companies, suppliers, and other stakeholders is crucial 

in optimizing sustainable supply chains. Partnerships with suppliers who share 

sustainability values ensure that the entire supply chain adheres to sustainability 

principles. This includes using responsibly sourced raw materials, implementing 

efficient production practices, and adopting effective waste management systems. 

According to the World Economic Forum (2021), companies that collaborate with 

suppliers to enforce strict sustainability standards tend to be more resilient in managing 

supply chain risks and maintaining long-term supply chain stability. 

While there are many benefits to optimizing sustainable supply chains, companies 

face several challenges in implementing these practices. One of the main challenges is 

the high initial investment required to adopt eco-friendly technologies, such as electric 

vehicles or advanced cloud-based management systems. While operational costs may 

decrease in the long run, the upfront investment often presents a barrier for many 

companies, particularly small and medium-sized enterprises (Hugos, 2018). 

Furthermore, limitations in infrastructure, such as insufficient charging stations for 

electric vehicles or the inability of some suppliers to meet sustainability standards, can 

also slow down the implementation of sustainable supply chain optimization. 

Overall, optimizing supply chains for sustainable practices not only provides 

benefits in terms of operational efficiency and cost reduction but also supports the 

achievement of broader sustainability goals. By leveraging technology, collaborating 

with responsible suppliers, and reducing the environmental impact of logistics, F&B 

companies can strengthen their position in an increasingly sustainability-conscious 

market. Overcoming challenges such as initial costs and infrastructure limitations will 

be key to successfully implementing sustainable supply chain practices. 
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2.4 Marketing Strategies for Sustainability in the F&B Industry 

The food and beverage (F&B) industry faces significant challenges in balancing 

marketing objectives with sustainability goals. In an era where consumers are 

increasingly aware of environmental issues, they are no longer just concerned with 

product quality but also with the environmental impact of the products they consume. 

As such, F&B companies must adopt marketing strategies that not only appeal to 

consumer preferences but also support sustainability principles. Several marketing 

strategies focusing on sustainability are key to achieving competitive advantage and 

meeting consumer expectations. 

A core approach to sustainability marketing is transparency. Consumers today 

demand clear information about the origins of raw materials, production processes, and 

the environmental impacts of the products they purchase. According to Nielsen (2019), 

around 81% of global consumers say they prefer to buy products from brands that are 

transparent about their sustainability efforts. Therefore, F&B companies must make 

information about their sustainability efforts easily accessible, such as the use of 

organic ingredients, reducing carbon footprints, and eco-friendly production practices. 

For instance, companies like Patagonia and Starbucks actively communicate their 

sustainability practices through packaging and marketing campaigns, which 

strengthens consumer loyalty to these brands (Accenture, 2021). 

Marketing sustainable products involves highlighting the environmentally friendly 

attributes of a product, such as renewable raw materials, eco-friendly packaging, or 

products made with reduced carbon emissions. For example, large companies like 

Unilever and Nestlé have launched lines of sustainable products, including organic, 

gluten-free, and plant-based options, which appeal not only to health-conscious 

consumers but also to those concerned with environmental impacts (Good Food 

Institute, 2021). Promoting the sustainability benefits of such products through 

advertisements or social media can boost the brand's appeal and strengthen its market 

position. 

In addition to focusing on product sustainability, companies can run marketing 

campaigns that highlight the social and environmental impacts of their operations. 
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These campaigns may include stories about how the company reduces waste, or 

improves the well-being of farmers and workers in its supply chain. For example, many 

F&B companies have partnered with local communities to develop sustainable 

products, such as Fair-Trade certification programs or ethical trade practices. In this 

context, marketing can share inspirational stories about farmers benefiting from fair 

trade or about waste reduction practices that help minimize pollution (McKinsey, 

2021). 

F&B companies can use technology to support and promote sustainability through 

digital marketing. For instance, mobile applications and online platforms can be used 

to track and convey the environmental impact of products, helping consumers make 

more informed purchasing decisions. Some companies have launched mobile apps that 

allow consumers to scan product barcodes and view information about their 

environmental footprint, such as carbon emissions, water usage, and the raw materials 

used. This adds value for consumers and enhances their trust in the brand. Furthermore, 

F&B companies can utilize social media to educate consumers about the importance of 

sustainability and how they can contribute by choosing environmentally friendly 

products (DHL, 2020). 

Packaging innovation is also an increasingly popular sustainability marketing 

strategy. Consumers are becoming more aware of the environmental impact of 

packaging, especially single-use plastics. Therefore, F&B companies can highlight 

their efforts to reduce plastic use by utilizing recyclable or biodegradable packaging. 

For example, Coca-Cola has launched recycled packaging for some of its products, 

which it actively promotes in its marketing campaigns (Coca-Cola, 2021).\ 

To enhance the appeal of sustainable products, F&B companies can adopt 

experience-based marketing. This involves creating experiences that connect 

consumers with the sustainability values of the brand, such as inviting consumers to 

visit factories or farms where their raw materials are produced, or hosting events that 

promote sustainable lifestyles. This approach strengthens the bond between consumers 

and the brand and fosters greater loyalty to brands that support sustainability (Good 

Food Institute, 2021). 
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Marketing strategies that focus on sustainability offer double benefits for F&B 

companies. They not only meet the expectations of consumers who are increasingly 

concerned with environmental impact but also enhance brand image, strengthen 

consumer loyalty, and boost sales. Therefore, companies must integrate sustainability 

principles into all aspects of their marketing strategy, from product development to 

packaging and marketing campaigns. 

 

2.5 Human Resource Management for Sustainability in the F&B Industry 

Human Resource Management (HRM) plays a pivotal role in achieving 

sustainability in the food and beverage (F&B) industry. Given that the sector relies 

heavily on a large workforce with specialized skills in areas ranging from production 

to supply chain management and customer service, effective HRM strategies are crucial 

for operational efficiency and supporting sustainability initiatives. 

Recruiting a workforce that is aware of sustainability issues and training them on 

environmentally friendly and socially responsible practices is a key HR strategy. 

Employees trained in sustainability practices, such as energy efficiency, waste 

management, and resource conservation, can significantly contribute to a company's 

long-term sustainability goals. Large companies like Unilever and Starbucks have 

integrated sustainability training into their onboarding and development programs, 

aiming to foster awareness and skills related to sustainable practices across their 

operations (Accenture, 2021). 

In addition to training, developing a corporate culture that emphasizes 

sustainability is crucial. Companies need to ensure that sustainability values are 

embedded in the company's vision and mission, which in turn should be reflected in 

employee behavior. McKinsey (2021) reports that companies that successfully 

integrate sustainability into their organizational culture tend to have higher employee 

retention rates and better productivity. Building a sustainability culture involves not 

only internal policies but also effective communication and rewarding employees who 

contribute to sustainable initiatives. 

The F&B industry is notorious for high employee turnover rates, which can pose 
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challenges in achieving sustainability. High turnover leads to additional costs related 

to recruitment and training and disrupts operational continuity. According to the U.S. 

Bureau of Labor Statistics (2021), the food and beverage sector experiences turnover 

rates exceeding 70% annually. As a result, managing turnover through career 

development opportunities and providing employee benefits that promote well-being 

is vital. Offering sustainability-related benefits, such as wellness programs, flexible 

work options, and involvement in green initiatives, can also reduce turnover and 

enhance job satisfaction. 

Leadership that prioritizes sustainability is essential for fostering sustainable 

practices across the organization. Leaders who deeply understand sustainability and 

can effectively communicate this vision tend to drive positive changes in all areas of 

operation, from production to distribution. According to Harvard Business Review 

(2020), companies with leaders focused on sustainability are more successful in 

integrating sustainability into every aspect of their business operations, whether in 

production, logistics, or customer service. 

Engaging employees in sustainability programs can also contribute to greater 

sustainability outcomes. Initiatives such as waste reduction, renewable energy use, or 

tree planting can be carried out through volunteer programs that directly involve 

employees. McKinsey (2021) found that companies with higher employee engagement 

in sustainability initiatives have better job satisfaction and stronger employee 

commitment. These programs foster a sense of pride and ownership among employees, 

leading to increased productivity and alignment with corporate sustainability goals. 

Innovation in HRM practices is also essential to support sustainability. The use of 

technology in HRM, such as online training platforms focused on sustainability or apps 

that allow employees to track their contributions to green initiatives, can improve 

efficiency and extend the reach of sustainability programs. McKinsey (2021) highlights 

that companies adopting digital HR technologies are better equipped to streamline HR 

processes and accelerate sustainability efforts within their organizations. 

Effective HRM is a critical factor in supporting sustainability in the F&B industry. 

By focusing on recruitment and training, fostering a culture of sustainability, managing 
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turnover, and ensuring leadership is aligned with sustainability goals, companies can 

enhance their operational efficiency and long-term viability. Additionally, innovations 

in HRM practices and increasing employee engagement in sustainability initiatives will 

further advance a company’s sustainability agenda. As such, integrating sustainable 

practices into HR strategies is essential for achieving long-term success in the F&B 

industry. 

 

Table 2.1 Sustainable in the F&B Industry 
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2.6 Integrating Sustainability into Business Strategy in the F&B Industry 

Integrating sustainability into business strategy has become a critical priority for 

companies in the food and beverage (F&B) industry. The sector, which is highly 

resource-intensive and impacts both the environment and society, faces increasing 

pressure to balance profitability with sustainable practices. Companies that effectively 

integrate sustainability into their business strategy are more likely to achieve long-term 

growth, improve stakeholder relationships, and enhance their competitive advantage. 
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Sustainability should not be viewed as a separate initiative but as an integral part 

of a company's core business strategy. This alignment ensures that sustainability is 

embedded into the company’s vision, mission, and values, allowing it to drive decisions 

at every level of the organization. According to Porter and Kramer (2011), companies 

that integrate sustainability into their business models tend to outperform competitors 

because they focus on long-term value creation rather than short-term profit 

maximization. In the F&B industry, this might involve considering environmental 

impact, resource efficiency, and social responsibility in product development, sourcing, 

and operations. For instance, Nestlé has incorporated sustainability as a key pillar of its 

business strategy, focusing on areas such as responsible sourcing, reducing 

environmental impact, and improving nutrition (Nestlé, 2020).  

One of the primary areas where sustainability can be integrated is in sourcing raw 

materials. Sustainable sourcing ensures that the company’s supply chain is ethical, 

transparent, and minimizes environmental impact. According to the Food and 

Agriculture Organization (FAO, 2020), sustainable sourcing practices can include 

using certified sustainable materials, supporting fair trade initiatives, and ensuring that 

supply chains reduce waste and emissions. For example, companies like Starbucks have 

committed to sourcing coffee beans from certified sustainable farms, ensuring not only 

high-quality products but also supporting local communities and minimizing 

environmental degradation (Starbucks, 2020). 

Resource efficiency plays a central role in integrating sustainability into business 

strategy. The F&B industry can benefit from adopting circular economy principles, 

which emphasize reducing waste and reusing resources. Companies can focus on 

improving production processes to minimize waste and energy consumption, as well as 

implementing systems to recycle or repurpose materials. McKinsey (2021) highlights 

that implementing circular economy practices can not only help companies reduce costs 

but also reduce their environmental footprint, which is becoming increasingly 

important to consumers. For example, Coca-Cola has committed to using more 

recycled plastic in its bottles and has set ambitious goals for water conservation and 

waste reduction. 
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Integrating sustainability into business strategy also means fostering innovation in 

product development. Consumers are increasingly demanding products that are not 

only high in quality but also environmentally friendly. According to Nielsen (2019), 

73% of global consumers are willing to pay more for sustainable products. This trend 

presents opportunities for companies in the F&B sector to innovate and develop 

products that are healthier, more sustainable, and have lower environmental impact. 

For example, plant-based food products have gained significant market share due to 

growing consumer interest in sustainability. Companies like Beyond Meat and 

Impossible Foods have capitalized on this trend, offering plant-based alternatives to 

traditional meat products that have a smaller carbon footprint. Engaging stakeholders 

and ensuring transparency in sustainability efforts are critical aspects of integrating 

sustainability into business strategy. Consumers, investors, and regulatory bodies are 

increasingly demanding greater transparency regarding companies’ environmental, 

social, and governance (ESG) practices. As reported by Accenture (2020), companies 

that are transparent about their sustainability goals and progress are more likely to build 

trust and strengthen their relationships with stakeholders. In the F&B sector, this can 

involve publishing sustainability reports, setting clear and measurable goals, and 

providing updates on progress. Companies like Danone regularly publish sustainability 

reports that outline their goals and achievements in areas such as sustainable sourcing, 

waste reduction, and carbon emissions. 

Long-term strategic planning is essential for ensuring that sustainability efforts are 

sustained and integrated into every aspect of the business. This includes setting 

measurable sustainability targets and regularly reviewing and adjusting strategies to 

meet these goals. For example, Unilever has set ambitious targets to become carbon 

neutral by 2039 and has aligned its business strategy to achieve these goals through 

sustainable sourcing, energy-efficient operations, and innovations in product 

development (Unilever, 2020). Long-term planning allows companies to stay ahead of 

regulatory changes and market shifts while building resilience against environmental 

and social risks. 

Integrating sustainability into business strategy is not only a moral imperative but 
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also a business opportunity for companies in the F&B industry. By aligning 

sustainability with core business goals, focusing on sustainable sourcing, adopting 

resource-efficient practices, fostering innovation, engaging stakeholders, and planning 

for the long term, companies can ensure that they remain competitive, resilient, and 

successful in the evolving marketplace. As the demand for sustainable products and 

practices continues to grow, companies that embrace sustainability will be well- 

positioned for long-term success. 

 

2.7 Sustainability Development Goals (SDGs) in the Fast-Food Restaurant 

Industry 

Sustainable Development Goals (SDGs) are a global agenda established by the 

United Nations (UN) to achieve sustainable development that encompasses economic, 

social, and environmental aspects (United Nations, 2015). In the context of the fast-

food restaurant industry, the implementation of the SDGs becomes crucial to ensure 

business sustainability while reducing negative impacts on the environment and 

society. Several SDGs relevant to this industry include SDG 2 (Zero Hunger), SDG 8 

(Decent Work and Economic Growth), SDG 12 (Responsible Consumption and 

Production), and SDG 13 (Climate Action). 

For example, fast food restaurants can contribute to SDG 12 by implementing 

more efficient food waste management strategies, such as donating surplus food to 

social organizations or adopting composting systems to reduce organic waste 

(Filimonau & Gherbin, 2017). Additionally, SDG 13 can be supported by reducing the 

carbon footprint through the use of biodegradable packaging and optimizing the supply 

chain to reduce greenhouse gas emissions (Jones et al., 2020). 

On the economic and social side, fast food restaurants can also play a role in 

SDG 8 by providing skill training to workers, creating an inclusive work environment, 

and ensuring employee welfare through fair wage policies and flexible working hours 

(De Grosbois, 2020). The implementation of SDGs in the fast-food restaurant business 

not only strengthens competitiveness but also builds a more responsible and 

sustainable brand image (Kim, 2021). Therefore, XYZ Restaurant can leverage the 
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principles of the SDGs to develop business strategies that not only focus on 

profitability but also have a positive impact on society and the environment. 

 

Figure 2.1 Sustainable Development Goals 

 

2.8 Case Studies of Sustainability in F&B Industry 

The food and beverage (F&B) industry has seen significant sustainability initiatives 

implemented by major corporations that aim not only to improve profitability but also 

to reduce negative environmental and social impacts. Several leading companies in this 

industry have successfully implemented sustainability strategies, focusing on 

operations, products, and resource management. These case studies provide valuable 

insights into how sustainability can be integrated into the core business operations of 

F&B companies. 

1. Nestlé: Sustainable Sourcing of Raw Materials 

Nestlé is one of the largest food and beverage companies in the world, has 

implemented various sustainability initiatives that involve its entire supply chain. 

A key focus of the company is the sustainable sourcing of raw materials. Nestlé is 

committed to ensuring that 100% of the raw materials it uses, such as cocoa, coffee, 
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and milk, come from sustainable sources (Nestlé, 2020). The company collaborates 

with sustainability certification organizations like Rainforest Alliance and Fair 

Trade to ensure that farmers and workers involved in their supply chains are treated 

fairly and meet environmental sustainability standards. Nestlé has also invested in 

technology to improve resource efficiency in its production processes, such as 

reducing water and energy usage. Nestlé’s success in implementing sustainability 

not only enhances its brand image but also provides long-term benefits through 

increased consumer loyalty, as consumers become more concerned with sustainable 

practices. 

2. Starbucks: Carbon Footprint Reduction and Waste Management 

Starbucks is another example of a company that has actively integrated 

sustainability into its operations and strategy. The company has several initiatives 

aimed at reducing its carbon footprint, one of which includes using renewable 

energy in the majority of its stores. Since 2015, Starbucks has committed to 

becoming carbon neutral by 2050, with the goal of reducing carbon emissions by 

50% by 2030 (Starbucks, 2020). Additionally, Starbucks focuses on waste 

management, striving to reduce single-use plastic and increase the use of recyclable 

packaging. These initiatives have been well received by consumers, who 

increasingly prefer brands with clear environmental and social responsibilities. 

Starbucks' efforts to balance its sustainability goals with operational efficiency help 

the company build a stronger connection with eco-conscious customers. 

3. Unilever: Zero Waste Program and Water Management 

Unilever is a multinational company known for consumer goods including 

food, beverages, and home products, has made significant strides toward 

sustainability through its waste reduction and water management programs. One of 

Unilever’s main programs is Zero Waste to Landfill, where the company aims to 

eliminate waste from all of its factories by recycling or converting waste into useful 

products. Since 2017, Unilever has successfully reduced over 90% of its factory 

waste worldwide (Unilever, 2020). Moreover, Unilever has worked on reducing 

water consumption through innovations in production processes that use water 
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more efficiently. Water management is especially critical in the F&B industry, as 

water is a primary resource in production. Unilever’s sustainability initiatives not 

only reduce costs but also help the company build a positive image as a company 

that is socially and environmentally responsible. 

4. Coca-Cola: Resource Management and Packaging Innovation 

Coca-Cola, one of the global leaders in the beverage industry, has also 

demonstrated its commitment to sustainability through resource management and 

packaging innovation. One of the company's major initiatives is reducing plastic 

usage by shifting to recyclable materials for its bottles (Coca-Cola, 2020). By 2025, 

Coca-Cola aims to use 50% recycled plastic in its packaging, a goal designed to 

minimize the environmental impact of its products. Additionally, Coca-Cola has 

focused on improving water efficiency in its production processes, recognizing the 

significant reliance the beverage industry has on water as a raw material. The 

company has also invested in water conservation programs in various countries to 

help reduce pressure on local water supplies. These efforts benefit both the 

environment and Coca-Cola’s long-term business sustainability by enhancing 

resource security and consumer trust. 

5. Kopi Kenangan: Local Innovation and Sustainability Practices 

In Indonesia, Kopi Kenangan has successfully integrated sustainability into 

its business model, despite being a relatively young player in the F&B sector. The 

company focuses on using locally sourced coffee beans from farmers who 

implement sustainable agricultural practices. Additionally, Kopi Kenangan has 

reduced single-use plastic by replacing it with eco-friendly packaging and is 

committed to providing training to coffee farmers on environmentally friendly and 

sustainable farming practices (Kopi Kenangan, 2020). Through these efforts, Kopi 

Kenangan not only supports environmental sustainability but also strengthens its 

relationships with local communities and supports economic growth in the regions 

where its coffee beans are sourced. 

The case studies above highlight that major companies in the food and beverage 

industry have successfully implemented a wide range of sustainability initiatives, 
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covering various aspects of operations from raw material sourcing to product 

innovation and resource management. These efforts not only provide environmental 

benefits but also strengthen consumer relationships and brand image. These best 

practices offer valuable lessons for other F&B companies, including restaurants like 

XYZ, on how to integrate sustainability into their business strategies to achieve long- 

term success in a competitive and increasingly eco-conscious marketplace. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

3.1 Research Location 

This research was conducted at the Head Office of PT XYZ in Tangerang, Banten, 

and at XYZ Restaurants spread across Nusa Tenggara, Bali, and Sumatra. The selection 

of the XYZ brand as the research object is based on the company's rapid growth over 

the years. According to internal company data, within a six-year period, from 2018 to 

2024, the company successfully opened 65 branches. This achievement reflects 

significant and positive business growth. Furthermore, the company’s business 

processes exhibit high complexity and considerable challenges, making it a compelling 

subject for research in the context of strategic and operational management. 

 

3.2 Operational Definition of Variables 

The operational definition of variables serves to clarify the boundaries of the 

research used in the study. In this research, the variables used are Strategic 

Management Planning and Long-term Sustainability. The operational definitions of 

these variables can be explained in detail through the following description: 

 

3.2.1 Strategic Management Planning 

Strategic management is the art and science of formulating, implementing, 

and evaluating cross-functional decisions that enable an organization to achieve its 

objectives. Strategic management focuses on the integration of management, 

marketing, finance and accounting, production and operations, research and 

development (R&D), and information systems to achieve organizational success. 

The strategic management process consists of three stages: strategy formulation, 

strategy implementation, and strategy evaluation. In this context, the research 

focuses on strategy formulation, which includes identifying the external 

opportunities and threats to the organization, as well as determining internal 

strengths and weaknesses. (David and David 2017:33). 
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Table 3. 1 Strategic Management Planning 
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Source: Author's modification based on (David and David, 2017) 

 

3.2.2 Long-term Sustainability 

According to Fred R. David, long-term sustainability refers to a company's 

ability to maintain its competitive edge, survive in a dynamic business 

environment, and achieve sustainable growth through the effective application of 

strategic management. In the context of strategic management, Fred R. David 

emphasizes that long-term sustainability must be supported by the process of 

strategy formulation, implementation, and evaluation, which should identify and 
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capitalize on external opportunities, manage internal strengths, and address threats 

and weaknesses. (David and David 2017:38). 

 

3.3 Conceptual Framework 

A conceptual framework is a diagram that illustrates the flow of the research. In 

this case, the conceptual framework is used to make it easier for the reader to 

understand the research. 

 

Figure 3. 1 Conceptual Framework 

Source: Researcher's thoughts, 2024 

 

This conceptual framework is designed to guide the strategic management 

planning process to achieve long-term sustainability for XYZ Restaurant, employing 

an in-depth analysis of the company’s internal and external factors. The initial stage of 

this framework involves identifying internal factors through VRIO Analysis (Value, 
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Rarity, Imitability, Organization) to evaluate the company’s competitive advantages, 

and identifying external factors using PESTLE Analysis and Porter’s Five Forces to 

understand the macroeconomic environment and industry dynamics. 

Subsequently, the information gathered from these analyses is used to construct 

a SWOT Analysis, which integrates strengths, weaknesses, opportunities, and threats 

as the foundation for strategy formulation. The results of the SWOT Analysis are then 

categorized into two matrices: Internal Factor Evaluation (IFE) for internal factors and 

External Factor Evaluation (EFE) for external factors. These matrices serve as inputs 

for the IE (Internal-External) Matrix Analysis, which identifies the company’s strategic 

position to determine the next steps. 

Based on the output of the IE analysis, the company will map its strategic 

position into a SWOT Quadrant Matrix to generate strategic recommendations 

according to the relevant quadrant. These strategies are then optimized through TOWS 

Analysis, aimed at strategically linking strengths and opportunities with threats and 

weaknesses to maximize the company’s potential. 

The final stage of this framework involves formulating a Grand Strategy and a 

Sustainable Strategy. These strategies focus on ensuring the sustainability of XYZ 

Restaurant by addressing raw material availability, supply chain efficiency, sustainable 

marketing implementation, and human resource management. Throughout this process, 

the involvement of various stakeholders—both internal departments such as operations, 

finance, and business development, and external entities such as industry associations 

(PHRI Bali) and customers—plays a critical role in ensuring success. This framework 

not only provides a systematic approach but also integrates diverse perspectives to 

ensure that XYZ Restaurant can adapt to changes in the business environment while 

maintaining its long-term sustainability. 

 

3.4 Types and Source of Data 

3.4.1 Types of Data 

In this research, the types of data used by the researcher are intended to 

formulate the research findings as follows: 
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1) Qualitative Data (Phase 1) 

 Qualitative data consists of written information regarding opinions and observable 

human behaviors. Qualitative data typically includes detailed descriptions, direct quotes, 

and case documentation. It may include the company's brief history and its 

organizational structure. In this study, data from respondents obtained from interviews 

was used to find the key factors. 

2) Quantitative Data (Phase 2) 

If a series of observations or measurements can be expressed in numbers, the 

collection of numerical results from such observations or measurements is referred 

to as quantitative data (Utama and Mahadewi, 201). In this study, the key factors 

that have been determined are weighted and scored by each BOD and HOD. This 

data is used to draw conclusions, such as understanding the company's strategies 

in maintaining its business continuity. 

 

3.4.2 Sources of Data 

Based on the source, the data used in this research is classified into two 

types, as follows: 

1) Primary Data is data collected and processed by the researcher themselves 

(Utama and Mahadewi, 2012). Primary data can be obtained through direct 

interviews with company management. 

2) Secondary Data is data that has been published by other parties (Utama and 

Mahadewi, 2012). Secondary data may include documentation and other relevant 

data to support the research. 

 

3.5 Data Collection Techniques 

The data in this research is obtained through several data collection techniques as 

follows: 

1) Interview 

 An interview is a data collection technique conducted through question-and 

answer sessions with individuals considered to have clear knowledge related to the 
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research object, in accordance with the prepared interview guidelines. Those who 

can be interviewed include Heads of Department (HOD), Board of Directors 

(BOD), and other relevant parties. 

2) Questionnaire 

A questionnaire is a data collection technique performed by presenting a list of 

pre-prepared questions to respondents to obtain data that reflects the reality in the 

field. The data will then be processed to obtain the expected research results. 

3) Literature Review 

 A literature review is a data collection technique conducted by analyzing 

previous research that is related to the current research problem. This can be 

sourced from various papers, final reports, articles, or reference books related to the 

concepts needed to support the research. 

 

3.6 Informant Selection Technique 

Informants are determined using the purposive sampling method, where 

informants are selected based on their roles and knowledge related to sustainability 

strategies at XYZ. The main informants include top management such as the Board of 

Directors (BOD), Heads of Departments (HOD), and operational managerial levels 

directly involved in strategy implementation. 

 

3.7 Sampling Technique 

Purposive sampling is a sampling method in which the researcher deliberately 

selects specific individuals or groups based on criteria or considerations relevant to the 

research objectives (Sugiyono, 2018). In this method, not everyone has an equal 

chance of being selected; the researcher chooses respondents who are deemed the most 

appropriate or have the most relevant knowledge about the topic being studied. The 

respondents in this research have been determined based on criteria that are relevant to 

the study. The criterion is individuals who hold managerial positions within the 

departments of the company. The data of the respondents can be presented through the 

table below: 
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Table 3. 2 Data and Number of Respondents 

Division Sub-Division Number of 

Respondents 

Board Of Directors Chief Executive Officer 1 

 Chief Operating Officer 1 

 Chief Supply Chain Officer 1 

 Chief Human Capital Officer 1 

Head of Departments Head of Store Development 1 

 Head of Operational 1 

 Head of Information & Technology 1 

 Head of Tax, Accounting, and Tax 1 

Operation Learning and Development Center 1 

 Store Pre-Opening Team 1 

 Marketing 1 

Store Development Real Estate 1 

 Project 1 

 Legal 1 

Information & Technology Development 1 

Tax, Accounting, and Finance Financial Data Scientist 1 

 Financial Controller 1 

Supply Chain Management Purchasing 1 

 Production Planning and Inventory Control 1 

 Continuous Improvement 1 

 Manufacture 1 

Business Development Business Development 1 

 Halal Regulatory 1 

 Research and Development 1 

Human Capital and General 

Affairs 

Human Capital Business Process 1 

 Human Capital Services 1 

 Organization Development 1 

 General Affairs 1 

Perhimpunan Hotel dan Restaurant Indonesia (PHRI) Bali 1 

Customers XYZ Restaurants 5 

Total Respondents 34 

Source: Researcher's thoughts, 2024 

 

3.8 Data Analysis Techniques 

3.8.1 Descriptive Analysis 

The approach used in this research combines quantitative and qualitative 

methods, categorizing it as mixed-methods research. This is evident in the analytical 

stages that involve quantitative tools such as Internal Factor Evaluation (IFE) and 

External Factor Evaluation (EFE), which assign numerical scores to evaluated 
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factors to measure internal strengths and weaknesses as well as external 

opportunities and threats. The results of this quantitative analysis are then mapped 

into the IE (Internal-External) Analysis to determine the strategic position of XYZ 

Restaurant based on structured evaluation results. 

Additionally, a qualitative approach is applied through the use of VRIO, 

Porter’s Five Forces, PESTLE, SWOT, and TOWS analyses, which emphasize an 

in-depth exploration of the context and interpretation of business environment 

factors. These qualitative tools aim to provide a more comprehensive 

understanding of the organization’s internal and external dynamics. 

The Figure 3.2 adapted from David, F. R., & David, F. R. (2017) illustrates 

the relationships between key external forces and an organization’s opportunities 

and threats. It highlights how external factors such as economic, social, cultural, 

demographic, natural environment, political, legal, governmental, technological, 

and competitive forces directly affect the organization’s stakeholders, including 

competitors, suppliers, distributors, customers, and employees. These interactions 

serve as critical inputs for identifying opportunities and threats, which are then used 

to construct EFE matrices and subsequent strategic analyses. This framework 

ensures a systematic and contextual analysis of external forces by considering the 

dynamic interplay between macro-level trends and their micro-level impacts on the 

organization. 

 

 

Figure 3. 2 Relationships Between Key External Forces and an Organization 

Source: David and David, 2017 
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This approach aligns with Creswell’s (2014) assertion that mixed-methods 

research combines the strengths of numerical analysis with qualitative 

descriptions to provide a holistic understanding of the phenomenon under study. 

By integrating the analysis of external forces through this framework, this research 

establishes a robust foundation for formulating balanced, relevant, and sustainable 

strategies. 

 

3.8.2 VRIO Analysis 

VRIO Analysis is a strategic analysis tool that focuses on evaluating the 

resources and capabilities owned by XYZ Restaurant to identify sustainable 

competitive advantages. Resources that meet these four criteria are considered 

capable of providing added value to customers and creating advantages that are 

difficult for competitors to replicate. The steps in conducting VRIO Analysis begin 

with identifying the company's resources and capabilities which can include 

physical assets, human resources, and intangible assets such as brand reputation 

(Barney, 1991). After that, each resource is evaluated based on four main criteria: 

Value, Rarity, Imitability, and Organization. Resources that meet all these criteria 

will be grouped based on their potential to deliver sustainable competitive advantage 

(Wheelen & Hunger, 2005; David, 2011). 

 

Table 3. 3 VRIO Analysis 

 

Strength 

VRIO 

(Analysis) 

Valuable? Rare? In- 

imitable? 

Organized 

to Capture 

Value? 

Competitive 

Advantage? 

S1  

Yes/No 

Answer 

 

Yes/No 

Answer 

 

Yes/No 

Answer 

 

Yes/No 

Answer 

Competitive/Temporary 

competitive/Unused 

competitive/Long-term 

competitive advantage 

S2 

S3 

Sn. 

Source: Researcher's thoughts, 2024 
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3.8.3 Porter’s 5 Force Analysis 

Porter’s Five Forces is a framework designed to analyze the level of 

competition within an industry and help organizations understand their strategic 

position. According to David & David (2017), the five key forces include the 

threat of new entrants, bargaining power of suppliers, bargaining power of 

buyers, threat of substitute products or services, and the intensity of rivalry among 

competitors. Each force provides insights into factors that can affect profitability, 

such as how new entrants increase competition or how substitute products can 

limit pricing strategies. Porter’s Five Forces helps organizations identify external 

threats and opportunities to develop relevant and sustainable competitive 

strategies. 

The primary objective of this analysis, as explained by David & David (2017), 

is to help companies leverage market dynamics effectively and build competitive 

advantages. By understanding the pressures exerted by each force, companies 

can formulate strategies to mitigate threats and capitalize on available 

opportunities. For instance, a company may invest in product innovation to 

counter the threat of substitutes or strengthen relationships with suppliers to 

reduce their bargaining power. When systematically applied, Porter’s Five 

Forces provides a solid foundation for companies to navigate industry 

competition and ensure sustainability in a dynamic business environment. 

 

 

Figure 3. 3 Porter’s Five-Force Model 

Source: David and David, 2017 
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Table 3. 4 External Analysis – Porter’s 5 Forces 

Key Forces Category 

1. Threat of New Entrans 

• Factor1 

• Factor2 

• Factorn 

 

 

 

 

 

 

 

 

Low/ 

Moderate/ 

High 

 

Low / 

 

2. Supplier Power 

• Factor1 

• Factor2 

• Factorn 

3. Buyer Power 

• Factor1 

• Factor2 

• Factorn 

4. Threats of Susbtitutes 

• Factor1 

• Factor2 

• Factorn 

5. Competitive Rivalry 

• Factor1 

• Factor2 

• Factorn 

Source: Researcher's thoughts, 2024 

 

3.8.4 PESTLE Analysis 

PESTLE Analysis is an analytical tool used to identify and evaluate external 

factors that can affect XYZ Restaurant's business operations and strategies. By 

using PESTLE analysis, companies can understand how changes in the external 

environment can affect the sustainability and growth of XYZ Restaurant. The steps 

of conducting PESTLE Analysis begin with identifying external factors that affect 

the business, namely political, economic, social, technological, legal, and 

environmental aspects (Gupta, 2013). Next, each factor is analyzed to understand 

its impact on the company's strategy and operations. The data collected is evaluated 

to determine how these external factors create opportunities or threats for the 
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business (Cadle et al., 2014). The results of the PESTLE Analysis help companies 

design strategies that are responsive to changes in the external environment and 

strengthen their competitiveness in the market. 

 

Table 3. 5 PESTLE Analysis 

Political Economic Social Technological Legal Environmental 

P1 E1 S1 T1 L1 En1 

P2 E2 S2 T2 L2 En2 

P3 E3 S3 T3 L3 En3 

Pn En Sn. Tn Ln En 

Source: Researcher's thoughts, 2024 

 

3.8.5 SWOT Analysis 

To determine the company's strategy for maintaining business 

sustainability, an analysis is conducted using SWOT analysis. This analysis uses 

both an internal and external approach. Internal analysis is used to identify 

strengths and weaknesses from the company's perspective. Meanwhile, external 

analysis is employed to identify opportunities and threats arising from outside the 

company (Ardiansyah, 2020). 

In this research, to formulate strategies for maintaining the company's 

business sustainability, tasks will first be assigned to the Heads of Departments 

(HOD) to gather as many SWOT indicators as possible according to the 

perspective of their respective departments. This determination is also based on 

the previously established operational definitions of the variables. The collected 

indicators will then be classified according to their categories as outlined in the 

table below. 
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Table 3. 6 SWOT Analysis 

Strengths Weaknesses Opportunities Threats 

S1. 

S2. 

S3. 

S4. 

Sn. 

W1. 

W2. 

W3. 

W4. 

Wn. 

O1. 

O2. 

O3. 

O4. 

On. 

T1. 

T2. 

T3. 

T4. 

Tn 

Source: Researcher's thoughts, 2024 

 

3.8.6 TOWS Analysis 

After organizing the indicators derived from the analysis conducted by the 

HOD and BOD, these indicators are then arranged into the TOWS Matrix. 

According to Fred R. David (David, 2011), the TOWS Matrix is a tool used to 

integrate SWOT factors in order to identify various strategic alternatives. David 

explains that the TOWS Matrix helps visualize strategies from four perspectives. 

The explanation related to the TOWS Matrix will be illustrated below: 

 

Table 3. 7 TOWS Matrix 

EFE 

IFE 

Strengths 

Internal strengths factors 

Weaknesses 

Internal weaknesses factors 

Opportunities 

Factor - External 

Opportunities 

Strategi SO 

Create strategies that use strengths 

to leverage 

opportunities. 

Strategi WO 

Create strategies that minimize 

weaknesses to take advantage of 

opportunities. 

Threats 

Factor - External 

Threats 

Strategi ST 

Create strategies that use 

strengths to minimize threats. 

Strategi WT 

Create strategies that minimize 

weaknesses and avoid threats. 

Source: Researcher's thoughts, 2024 

 

This stage is to generate reasonable alternative strategies, not to choose or 

determine which strategy is the best. Therefore, not all strategies developed in 

the SWOT Matrix will be selected for implementation (David, 2011). 
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1) SO Strategy 

This strategy is based on the company's mindset, which is to utilize all 

strengths to capture and take full advantage of opportunities. 

2) ST Strategy 

A strategy that uses the company's strengths to overcome threats. 

3) WO Strategy 

This strategy is applied by taking advantage of opportunities while 

minimizing existing weaknesses. 

4) WT Strategy 

This strategy is based on defensive actions and seeks to minimize existing 

weaknesses while avoiding threats. 

 

3.8.7 IE Matrix (Internal-External Matrix) 

According to Fred R. David, the IE Matrix is a tool used to assess an 

organization’s strategic position and help formulate appropriate strategic 

actions. 

The main function of the IE Matrix is to group divisions or strategic 

business units (SBU) based on their internal and external conditions. This 

enables companies to determine whether they should develop, maintain, or 

discontinue business in certain areas. The position within the matrix provides 

guidance on whether the company should focus on growth, maintenance, or 

divestment strategies. 

After identifying several indicators based on the SWOT analysis above, 

the next step is to assign scores to each indicator. Each identified indicator is 

weighted according to its importance to the company. These weights range from 

0.0 to 1.0, where the total weight of all internal factors (strengths and weaknesses) 

must equal 1.0, and the total weight of external factors (opportunities and threats) 

must also equal 1.0. After assigning weights, the next step is to assign a score 

for each factor based on the company’s current condition. These scores typically 

range from 1 to 4, where: 
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1: Poor condition (significant weakness or major threat)  

2: Below average condition 

3: Good condition (minor strength or reasonably good opportunity)  

4: Very good condition (significant strength or major opportunity) 

After scoring all the indicators, the next step is to calculate the weighted 

score. To calculate the weighted score, multiply the weight of each factor by the 

assigned score. The result will provide the contribution of each factor to the total 

score, using the formula below: 

Weighted Score = Weight × Score 

Do this for each factor, both internal and external. 

 

Table 3. 8 IE Analysis 

Strengths Weight Rating Weighted 

Score 

1.   

3 or 4 

 

Weight x 

Rating 

2.  

3.  

Etc.  

Weaknesses Weight Rating Weighted 

Score 

1.   

1 or 2 

 

Weight x 

Rating 

2.  

3.  

Etc.  

Total IFE 

Score 

1.00   

 

Remarks: 

1 = Major Weaknesses 

2 = Minor Weaknesses 

3 = Minor Strength 

4 = Major Strength 
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Opportunities Weight Rating Weighted 

Score 

1.   

1 – 4 

 

Weight x 

Rating 

2.  

3.  

Etc.  

Threats Weight Rating Weighted 

Score 

1.   

1 – 4 

 

Weight x 

Rating 

2.  

3.  

Etc.  

Total EFE 

Score 

1.00   

 

Remarks: 

1 = Company’s response to the external factor is poor 

2 = Company’s response to the external factor is average 

3 = Company’s response to the external factor is above average 

4 = Company’s response to the external factor is superior 

Source: Researcher's thoughts, 2024 
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Figure 3. 4 IE Analysis 

Source: David & David, 2017 

 

To create a quadrant diagram, it is necessary to calculate the Total Score 

for both Internal and External Factors. The calculation scheme is as follows: 

• The total internal score is calculated by adding up all the weighted scores 

from the strengths and weaknesses. 

• The total external score is calculated by adding up all the weighted scores 

from the opportunities and threats. 

For example, the total score for internal factors may range from 1.0 (very 

weak condition) to 4.0 (very strong condition), and the total score for external 

factors also ranges from 1.0 (high threats, few opportunities) to 4.0 (great 

opportunities, few threats). 

The next step is to determine the quadrant position based on the diagram 

below: 
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Figure 3. 5 SWOT Quadrant Matrix 

Source: David & David, 2017 
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CHAPTER 4 

FINDINGS, ANALYSIS, AND DISCUSSION 

 

4.1 Result of the Research 

4.1.1 PESTLE Analysis Result 

PESTLE analysis of Restaurant XYZ reveals various opportunities and 

threats that reflect the dynamics of the fast-food industry environment. From a 

political aspect, government support for sustainable agriculture and SMEs 

provides significant opportunities for businesses aligned with sustainability 

goals (Jahanshahi et al., 2011). However, changes in policies related to licensing 

and taxation, as well as political instability, can pose risks to operational stability 

(Ahmad et al., 2020). Economically, the increase in consumer spending on 

ready-to-eat food and the potential to support local farmers indicate growth 

opportunities. However, challenges such as inflation, fluctuations in raw 

material prices, and intense competition are the main weaknesses of this sector 

(Yücel, 2021). 

From a social perspective, the dominance of the Millennial and Gen Z 

populations, who prioritize fast food and dining experiences, indicates a 

potential market segment (Statista, 2023). On the other hand, health concerns 

and the impact of negative reviews on social media necessitate a more proactive 

reputation management strategy (Kumar & Sharma, 2022). Technological 

advancements such as the growth of e-commerce and the digitalization of food 

ordering provide opportunities for operational efficiency. However, the high cost 

of investing in new technology and the lack of employee skills in advanced 

technology are obstacles that need to be addressed (Ramesh et al., 2021). 

Legally, regulations related to food labeling, halal certification, and 

building standards create opportunities for businesses that prioritize compliance, 

thereby increasing consumer trust. However, increasingly stringent food safety 

standards and complex licensing processes can hinder operational agility (Ali et 

al., 2019). From an environmental perspective, the increasing consumer demand 
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for eco-friendly practices and sustainable waste management offers a 

competitive advantage for businesses oriented towards "green practices." On the 

other hand, challenges such as climate change affecting the availability of raw 

materials and negative perceptions towards packaging waste require strategic 

responses to remain sustainable (Porter et al., 2016). 

 

Table 4. 1 PESTLE Analysis Result 

Political Economic Social Techno-

logical 

Legal Environ-

mental 

Government 

regulations 

on food 

safety and 

sustainability 

Consumer 

spending 

patterns: 

increased 

spending on 

ready-to-eat food 

and beverages 

The 

Millennials 

and Gen Z 

are more 

than 50% of 

population. 

E-commerce 

growth. 

Food 

labelling 

regulation. 

Sustainable 

waste 

treatment. 

Support for 

sustainable 

agriculture 

Help the local 

economy: local 

farmers/suppliers 

of fresh 

ingredients, 

employment for 

local residents. 

 

 

Changes in 

consumer 

preferences. 

Advancement 

in food 

processing 

technology. 

Regulation 

and licensing 

in building 

standards and 

food safety. 

Demand 

for 

ecofriendly 

processing 

product. 

Indonesia has 

very good 

foreign 

relations 

Inflation and 

fluctuation in 

raw material 

price. 

The trend 

of eating 

out, 

hanging 

out, and 

fast food. 

Digitalization 

of ordering & 

delivery 

(self-order or 

online). 

MUI Halal 

Certification. 

Climate 

change 

affects raw 

material 

availability. 

Government 

support for 

MSMEs and 

local 

entrepreneurs 

Economic 

instability: a 

decline in 

people's 

purchasing 

Existing 

perceptions 

of health 

problems 

caused by 

High 

investment 

price of new 

technology. 

Stricter food 

safety 

standards. 

Packaging 

waste. 
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power products. 

Changes in 

government 

policy 

regulations 

related to 

business 

licenses & 

taxes 

Competition 

with other local 

or national 

players in the 

fast-food 

industry 

Social 

media 

influence 

and bad 

reviews 

from the 

public. 

Employees 

lack skill in 

the advanced 

technology 

used. 

Government 

regulations 

and licenses 

that have not 

been fully 

executed can 

be a common 

thread for 

sustainability. 

 

Political 

instability 

affects the 

stability of 

the economy 

and business 

environment 

     

 

4.1.2 Porter’s 5 Forces Analysis Result 

Based on the analysis of Porter's Five Forces, XYZ Restaurant operates in 

a highly competitive industry, with various external factors affecting its 

competitiveness. The threat of new entrants is considered moderate, because 

although XYZ has advantages in brand recognition and distribution networks, 

newcomers offering more varied menus and the use of modern technology could 

pose a significant threat (Porter, 2008). Supplier Power is at a high level due to 

reliance on a large number of key suppliers who influence raw material prices 

and the high costs of switching to other suppliers (Grant, 2016). This gives 

suppliers the power to set prices, which in turn affects XYZ's operational costs. 

Buyer Power is at a moderate level, where consumers can easily switch to 

competing products with better prices or higher quality. However, this influence 

is somewhat limited by consumer loyalty to the XYZ brand and the competitive 

pricing strategy implemented. Additionally, the threat of substitutes is high, as 

consumers have many alternative choices, including the rapidly growing trend 
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of healthy food. Other restaurants with similar menus but better service can 

quickly attract health and convenience-focused consumers. Competition among 

companies (Competitive Rivalry) in the fast-food restaurant industry is also very 

intense. Although product differentiation is still relatively low, many 

competitors rely on more attractive marketing strategies or introduce new 

concepts, making price competition and product innovation very important to 

maintain competitiveness (Johnson et al., 2017). 

 

Table 4. 2 Porter’s 5 Forces Analysis Result 

Threat of New Entrants 

• Distribution network, brand recognition, and raw material 

access.  

• A newcomer with a more varied menu.  

• More modern venues, services, and technology. 

 

 

MODERATE 

Supplier Power 

• Concentration of suppliers for key ingredients  

• Dependence on large suppliers with strong influence gives 

suppliers the power to determine prices.  

• High cost of changing suppliers 

 

 

HIGH 

Buyer Power  

• Price sensitivity and availability of substitutes.  

• Buyer complaints/reviews on service satisfaction and product 

quality. 

 

MODERATE 

 

Threats of Substitutes  

• Easy buyer switching to substitutes.  

• Healthy food trends.  

• Fast food restaurant with similar products but better service 

 

HIGH 

Competitive Rivalry  

• Low of product differentiation but cost competitiveness.  

• Fast-food restaurants with more attractive marketing strategies.  

• A newcomer with a new concept but a similar menu. 

 

HIGH 
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4.1.3 VRIO Analysis Result 

Based on the results of the VRIO analysis, PT XYZ has several factors that 

provide competitive parity as well as three main elements that constitute a long-

term competitive advantage. Factors such as production efficiency, consistency 

across product lines & services, equipment with good standards, large 

distribution network, supportive work environment, commitment to maintaining 

quality, and unique and distinctive menus are considered valuable, but do not 

possess the characteristics of rarity or inimitability. This indicates that although 

these factors are important in operations, the advantages gained are only 

competitively on par with competitors (competitive parity), not as a sustainable 

advantage (Barney, 1991). 

However, three factors namely brand recognition & reputation, competitive 

price, and commitment to sustainability meet all the VRIO criteria, including 

value, rarity, inimitability, and being organized to capture value. These factors 

provide a long-term competitive advantage for PT XYZ. This advantage reflects 

how the company can build long-term competitiveness with strong 

differentiation and competitive pricing strategies (Rothaermel, 2021). 

In the fast-food industry, brand recognition and reputation are very 

important in attracting and retaining customers. Case studies of McDonald's and 

KFC show that brands with a strong reputation can maintain a significant market 

share, even amidst changing consumer trends (Johnson et al., 2018). PT XYZ, 

which has already established a strong position in several regions of Indonesia, 

can continue to strengthen its brand image through appropriate marketing 

strategies and continuous innovation in products and services. 

Excellence in competitive pricing is also an important factor in ensuring 

competitiveness, especially in the price-sensitive fast-food industry. The 

company's success in offering competitive prices while maintaining profitability 

demonstrates operational efficiency and good supply chain management. A 

study by Porter (2008) emphasizes that a cost leadership strategy allows 

companies to win the market, especially in highly competitive industries like 
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F&B. 

In addition, commitment to sustainability has become an increasingly 

important differentiating factor in the food and beverage industry. Consumers 

today pay more attention to sustainability aspects when choosing products, such 

as the use of environmentally friendly raw materials and business policies that 

support sustainable practices (Kotler & Keller, 2020). Starbucks, for example, 

has built its competitive advantage with a commitment to sustainability, which 

enhances customer loyalty as well as attractiveness to investors concerned with 

ESG (Environmental, Social, and Governance) (Hill et al., 2015). 

 

Table 4. 3 VRIO Analysis Result 

Strength VRIO 

(Analysis) 

Valuable? Rare? In-

imitable? 

Organized 

to 

Capture 

Value? 

Competitive 

Advantage? 

Production 

efficiency 

Yes No   Competitive 

parity 

Consistency across 

product lines & 

services 

Yes No   Competitive 

parity 

Equipment with 

good standard 

Yes No   Competitive 

parity 

Large distribution 

network 

Yes No   Competitive 

parity 

Supportive work 

environment 

Yes No   Competitive 

parity 

Commitment to 

maintaining quality 

Yes No   Competitive 

parity 

Unique and 

distinctive menu 

Yes No   Competitive 

parity 

Brand Recognition 

& reputation 

Yes Yes Yes Yes Long-term 

competitive 

advantage 
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Competitive price Yes Yes Yes Yes Long-term 

competitive 

advantage 

Commitment to 

sustainability 

Yes Yes Yes Yes Long-term 

competitive 

advantage 

 

4.1.4 SWOT Analysis Result 

The results of the SWOT analysis show that XYZ Restaurant has key 

strengths in production efficiency, strong brand recognition, and consistency in 

products and services. These advantages enable the company to maintain 

competitiveness in the competitive market (Grant, 2016). In addition, the 

extensive network distribution and commitment to quality and sustainability add 

significant differentiation value, which according to Porter (2008), is an 

important element in building sustainable competitive advantage. 

However, weaknesses such as high dependence on suppliers, outdated 

infrastructure, and lack of employee training indicate the presence of internal 

challenges that could hinder long-term growth. Dependence on suppliers, for 

example, increases the risk of fluctuations in raw material prices, which can 

significantly impact the company's cost structure and competitiveness (Johnson 

et al., 2017). Additionally, weaknesses in inter-departmental collaboration and 

technological limitations in data management indicate that improving internal 

management systems has become an urgent necessity. 

In terms of opportunities, the growth of the fast-food industry and the 

increasing demand for healthy food pave the way for XYZ to expand its product 

portfolio and capture new market segments. The trend of digitalization and 

marketing through social media also provides an effective platform to enhance 

reach and brand awareness (Kotler et al., 2017). However, the threat from 

increasingly intense competition, stricter government regulations, and changing 

consumer preferences underscores the importance of continuous innovation and 

strategy adaptation. A similar case is found in McDonald's strategy, which 
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leverages healthy food trends and digital technology to face challenges in the 

global market (Yuece, 2012). McDonald's utilizes automation systems to 

enhance operational efficiency, which is relevant to the identified opportunities 

for process automation improvement at XYZ Restaurant. 

 

Table 4. 4 SWOT Analysis Result 

STRENGTHS WEAKNESSES OPPORTUNITIES THREATHS 

S1. Competitive 

price  

S2. Production 

efficiency  

S3. Commitment 

to maintaining 

quality  

S4. Commitment 

to sustainability  

S5. Brand 

recognition & 

reputation  

S6. Using 

equipment with 

good standards  

S7. Consistency 

across product 

lines & services  

S8. Unique and 

distinctive menu 

S9. Large 

distribution 

network 

S10. Supportive 

work 

environment  

 

W1. Employee training 

and development is not 

yet appropriate  

W2. Poorly optimized 

central kitchen 

W3. Dependence on the 

lower middle market 

segment  

W4. Technology 

limitations in data 

management and 

operational processes 

W5. Limited product 

range  

W6. Internal 

competition/cannibalism 

W7. Aging 

infrastructure  

W8. Lack of 

cooperation between 

departments  

W9. Low employee 

capability and quality 

W10. High dependence 

on suppliers  

 

 

O1. Growing fast-

food industry 

O2. Public interest in 

spicy food 

O3. Online food 

market growth 

O4. Enhanced process 

automation 

O5. Expansion to 

National and 

International markets 

O6. Partnership 

strategy 

O7. Digital marketing 

and social media 

O8. Government 

regulation on food 

safety 

O9. Innovation and 

new product 

development 

O10. Rising demand 

for healthy foods 

 

T1. Fluctuation 

on raw materials 

price  

T2. Increasing 

competition from 

international and 

local brand  

T3. Economy 

downturn  

T4. Food safety 

concern  

T5. Social media 

bad influence  

T6. Stricter 

Government 

regulations  

T7. Raw Material 

Supply Crisis  

T8. Lack of 

Manpower 

T9. Logistics 

challenges in 

isolated areas  

T10. Changes in 

consumer 

preferences  
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4.1.5 Internal-External (IE) Analysis Result 

Based on the results of the Internal-External Analysis, PT XYZ is in 

Quadrant V, which indicates that the recommended strategy is to hold & 

maintain. This position indicates that the company is in a relatively stable 

condition, with moderate internal and external strengths, so the appropriate 

strategy is to maintain the existing market, improve operational efficiency, and 

optimize the resources it possesses (David & David, 2017). 

The hold & maintain strategy is usually implemented with approaches 

such as market penetration and product development (Pearce & Robinson, 

2013). In the context of PT XYZ, market penetration can be achieved by 

strengthening the loyalty of existing customers through promotional programs, 

improving service quality, and optimizing distribution. Meanwhile, product 

development strategies can include menu innovations tailored to market trends, 

such as adding healthy food options or new flavor variants that appeal to 

consumers. 

Research by Hill et al. (2015) emphasizes that companies in quadrant V 

should avoid high-risk aggressive expansion, but continue to innovate and 

improve operational efficiency to maintain competitiveness. In the fast-food 

industry, intense competition from global and local brands requires companies 

to be more flexible in adjusting their marketing strategies and improving supply 

chain efficiency to maintain profitability. 

Furthermore, the hold & maintain strategy is also in line with PT XYZ's 

long-term goals for business sustainability. By implementing better production 

and supply chain efficiencies, the company can reduce dependence on certain 

suppliers and manage raw material price fluctuations more effectively (Kotler & 

Keller, 2020). Furthermore, improvements in human resource management, 

including more structured employee training, can enhance productivity and 

service quality, thereby strengthening PT XYZ's market position in the fast-food 

industry in Indonesia. 
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Table 4.5 IFE Score 

Strengths CEO COO CHCO 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Competitive 

price 
        0,07  4 0,28 0,04 4 0,16 0,075 3 0,225 

Production 

efficiency 
        0,05  3 0,15 0,05 3 0,15 0,025 3 0,075 

Commitment to 

maintaining 

quality 

        0,07  4 0,28 0,06 3 0,18 0,0250 3 0,075 

Commitment to 

sustainability 
        0,05  3 0,15 0,05 4 0,2 0,075 3 0,225 

Brand 

recognition & 

reputation 

        0,05  3 0,15 0,05 4 0,2 0,025 4 0,1 

Using 

equipment with 

good standards 

        0,07  4 0,28 0,07 4 0,28 0,075 4 0,3 

Consistency 

across product 

lines & services 

        0,05  3 0,15 0,04 3 0,12 0,025 3 0,075 

Unique and 

distinctive 

menu 

        0,07  3 0,21 0,04 4 0,16 0,075 4 0,3 

Large 

distribution 

network 

        0,05  3 0,15 0,03 3 0,09 0,05 4 0,2 

Supportive 

work 

environment 

        0,05  3 0,15 0,05 4 0,2 0,05 4 0,2 

TOTAL 1  1,95 1  1,74 1  1,775 
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Strengths CSCO HOD IT HOD Store Development 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Competitive 

price 

          

0,06  
4 0,24 

        

0,07  
4 0,28 

        

0,08  
4 0,32 

Production 

efficiency 

          

0,05  
3 0,15 

        

0,04  
4 0,16 

        

0,08  
4 0,32 

Commitment to 

maintaining 

quality 

          

0,05  
4 0,2 

        

0,05  
4 0,2 

        

0,08  
4 0,32 

Commitment to 

sustainability 

          

0,05  
4 0,2 

        

0,07  
4 0,28 

        

0,08  
4 0,32 

Brand 

recognition & 

reputation 

          

0,05  
4 0,2 

        

0,04  
3 0,12 

        

0,06  
3 0,18 

Using 

equipment with 

good standards 

          

0,06  
4 0,24 

        

0,07  
4 0,28 

        

0,08  
4 0,32 

Consistency 

across product 

lines & services 

          

0,04  
3 0,12 

        

0,02  
3 0,06 

        

0,06  
3 0,18 

Unique and 

distinctive 

menu 

          

0,05  
3 0,15 

        

0,06  
4 0,24 

        

0,08  
4 0,32 

Large 

distribution 

network 

          

0,04  
3 0,12 

        

0,06  
4 0,24 

        

0,08  
4 0,32 

Supportive 

work 

environment 

          

0,04  
3 0,12 

        

0,04  
3 0,12 

        

0,06  
3 0,18 

TOTAL 1  1,74 1  1,98 1  2,78 
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Strengths HOD Operational HOD Finance 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Competitive 

price 
        0,06  4 0,24 

        

0,07  
4 0,28 

Production 

efficiency 
        0,07  4 0,28 

        

0,05  
4 0,2 

Commitment to 

maintaining 

quality 

        0,05  4 0,2 
        

0,05  
4 0,2 

Commitment to 

sustainability 
        0,07  4 0,28 

        

0,06  
4 0,24 

Brand 

recognition & 

reputation 

        0,05  3 0,15 
        

0,04  
3 0,12 

Using 

equipment with 

good standards 

        0,06  4 0,24 
        

0,05  
4 0,2 

Consistency 

across product 

lines & 

services 

        0,04  3 0,12 
        

0,04  
3 0,12 

Unique and 

distinctive 

menu 

        0,07  4 0,28 
        

0,06  
4 0,24 

Large 

distribution 

network 

        0,06  4 0,24 
        

0,06  
4 0,24 

Supportive 

work 

environment 

        0,04  4 0,16 
        

0,05  
4 0,2 

TOTAL   2,19   2,04 
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Weaknesses CEO COO CHCO 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Aging 

infrastructure 
        0,03  1 0,03 0,06 1 0,06 0,05 1 0,05 

High dependence 

on suppliers 
        0,05  1 0,05 0,05 1 0,05 0,05 1 0,05 

Internal 

competition/ 

cannibalism 

        0,05  1 0,05 0,05 2 0,1 0,025 2 0,05 

Limited product 

range 
        0,03  1 0,03 0,06 2 0,12 0,025 2 0,05 

Employee training 

and development is 

not yet appropriate 

        0,05  2 0,1 0,03 2 0,06 0,075 2 0,15 

Poorly optimized 

central kitchen 
        0,05  2 0,1 0,06 1 0,06 0,075 1 0,075 

Lack of 

cooperation 

between 

departments 

        0,03  2 0,06 0,06 1 0,06 0,025 2 0,05 

Dependence on the 

lower middle 

market segment 

        0,05  1 0,05 0,05 2 0,1 0,025 2 0,05 

Technology 

limitations in data 

management and 

operational 

processes 

        0,03  1 0,03 0,05 2 0,1 0,075 1 0,075 

Low employee 

capability and 

quality 

        0,05  1 0,05 0,05 2 0,1 0,075 1 0,075 

TOTAL   0,55   0,71   0,675 
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Weaknesses CSCO HOD IT HOD Store Development 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Aging 

infrastructure 

          

0,05  
1 0,05 

        

0,03  
2 0,06 

        

0,04  
2 0,08 

High dependence 

on suppliers 

          

0,05  
1 0,05 

        

0,06  
1 0,06 

        

0,02  
1 0,02 

Internal 

competition/ 

cannibalism 

          

0,05  
2 0,1 

        

0,03  
2 0,06 

        

0,02  
1 0,02 

Limited product 

range 

          

0,05  
1 0,05 

        

0,05  
2 0,1 

        

0,02  
1 0,02 

Employee 

training and 

development is 

not yet 

appropriate 

          

0,05  
2 0,1 

        

0,03  
2 0,06 

        

0,02  
1 0,02 

Poorly optimized 

central kitchen 

          

0,06  
2 0,12 

        

0,05  
2 0,1 

        

0,02  
1 0,02 

Lack of 

cooperation 

between 

departments 

          

0,05  
2 0,1 

        

0,05  
1 0,05 

        

0,02  
1 0,02 

Dependence on 

the lower middle 

market segment 

          

0,06  
2 0,12 

        

0,05  
1 0,05 

        

0,04  
2 0,08 

Technology 

limitations in 

data management 

and operational 

processes 

          

0,05  
1 0,05 

        

0,07  
2 0,14 

        

0,04  
2 0,08 

Low employee 

capability and 

quality 

          

0,04  
1 0,04 

        

0,06  
1 0,06 

        

0,02  
1 0,02 

TOTAL   0,78   0,74   0,38 
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Weaknesses HOD Operational HOD Finance 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Aging 

infrastructure 
        0,05  1 0,05 

        

0,05  
1 0,05 

High dependence 

on suppliers 
        0,05  1 0,05 

        

0,06  
1 0,06 

Internal 

competition/ 

cannibalism 

        0,04  1 0,04 
        

0,05  
1 0,05 

Limited product 

range 
        0,05  2 0,1 

        

0,03  
2 0,06 

Employee 

training and 

development is 

not yet 

appropriate 

        0,03  2 0,06 
        

0,04  
2 0,08 

Poorly optimized 

central kitchen 
        0,06  1 0,06 

        

0,06  
1 0,06 

Lack of 

cooperation 

between 

departments 

        0,04  1 0,04 
        

0,05  
1 0,05 

Dependence on 

the lower middle 

market segment 

        0,03  2 0,06 
        

0,04  
2 0,08 

Technology 

limitations in 

data management 

and operational 

processes 

        0,04  1 0,04 
        

0,05  
1 0,05 

Low employee 

capability and 

quality 

        0,04  1 0,04 
        

0,04  
1 0,04 

TOTAL   0,54   0,58 
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Strengths Weighted Score 
Competitive price 0,268 

Production efficiency 0,253 
Commitment to maintaining quality 0,238 
Commitment to sustainability 0,237 
Brand recognition & reputation 0,207 
Using equipment with good standards 0,200 
Consistency across product lines & services 0,186 
Unique and distinctive menu 0,166 

Large distribution network 0,153 

Supportive work environment 0,118 

TOTAL 2,024 

Weaknesses Weighted Score 

Employee training and development is not yet 

appropriate 0,079 

Poorly optimized central kitchen: limited production 

scale 0,074 

Dependence on the lower middle market segment 0,074 

Technology limitations in data management and 

operational processes 0,071 

Limited product range 0,066 

Internal competition/cannibalism: the distance between 

stores too closed in one city 0,059 

Aging infrastructure 0,054 

Lack of cooperation between departments 0,054 

Low employee capability and quality 0,053 

High dependence on suppliers 0,049 

TOTAL 0,632 

TOTAL IFE SCORE 2,656 
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Table 4.6 EFE Score 

Opportunities CEO COO CHCO 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Rising demand for 

healthy foods 
       0,05  2 0,1 0,06 2 0,12 0,025 3 0,075 

Government 

regulation on food 

safety 

       0,05  2 0,1 0,05 1 0,05 0,05 3 0,15 

Growing fast food 

industry 
       0,07  4 0,28 0,05 4 0,2 0,075 4 0,3 

Public interest in 

spicy food 
       0,07  4 0,28 0,05 4 0,2 0,025 2 0,05 

Expansion to 

National and 

International 

Markets 

       0,05  1 0,05 0,05 3 0,15 0,05 2 0,1 

Digital marketing 

and social media 
       0,03  2 0,06 0,05 3 0,15 0,025 2 0,05 

Partnership 

strategy 
       0,03  1 0,03 0,04 3 0,12 0,025 2 0,05 

Innovation and new 

product 

development 

       0,03  2 0,06 0,03 2 0,06 0,075 3 0,225 

Online food market 

growth 
       0,07  4 0,28 0,06 4 0,24 0,075 2 0,15 

Enhanced Process 

Automation 
       0,05  2 0,1 0,05 3 0,15 0,075 3 0,225 

TOTAL   1,34   1,44   1,375 
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Opportunities CSCO HOD IT HOD Store Development 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Rising demand for 

healthy foods 
        0,04  1 0,04 

       

0,05  
1 0,05 

       

0,05  

 

1 0,05 

Government 

regulation on food 

safety 

        0,05  2 0,1 
       

0,05  
1 0,05 

       

0,05  
1 0,05 

Growing fast food 

industry 
        0,05  3 0,15 

       

0,05  
4 0,2 

       

0,05  
4 0,2 

Public interest in 

spicy food 
        0,05  3 0,15 

       

0,05  
3 0,15 

       

0,05  
3 0,15 

Expansion to 

National and 

International 

Markets 

        0,06  3 0,18 
       

0,05  
2 0,1 

       

0,05  
2 0,1 

Digital marketing 

and social media 
        0,04  2 0,08 

       

0,05  
1 0,05 

       

0,05  
1 0,05 

Partnership 

strategy 
        0,05  2 0,1 

       

0,07  
1 0,07 

       

0,07  
1 0,07 

Innovation and new 

product 

development 

        0,06  1 0,06 
       

0,03  
1 0,03 

       

0,03  
1 0,03 

Online food market 

growth 
        0,05  2 0,1 

       

0,03  
4 0,12 

       

0,03  
4 0,12 

Enhanced Process 

Automation 
        0,06  2 0,12 

       

0,07  
2 0,14 

       

0,07  
2 0,14 

TOTAL   1,08   0,96   0,96 
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Opportunities HOD Operational HOD Finance 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Rising demand for 

healthy foods 
       0,03  1 0,03 

       

0,03  
1 0,03 

Government 

regulation on food 

safety 

       0,06  2 0,12 
       

0,05  
1 0,05 

Growing fast food 

industry 
       0,05  3 0,15 

       

0,05  
3 0,15 

Public interest in 

spicy food 
       0,05  4 0,2 

       

0,05  
4 0,2 

Expansion to 

National and 

International 

Markets 

       0,06  3 0,18 
       

0,06  
2 0,12 

Digital marketing 

and social media 
       0,06  2 0,12 

       

0,06  
2 0,12 

Partnership 

strategy 
       0,07  2 0,14 

       

0,07  
3 0,21 

Innovation and new 

product 

development 

       0,03  1 0,03 
       

0,03  
2 0,06 

Online food market 

growth 
       0,05  3 0,15 

       

0,05  
3 0,15 

Enhanced Process 

Automation 
       0,06  3 0,18 

       

0,07  
3 0,21 

TOTAL   1,3   1,3 
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Threats CEO COO CHCO 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Fluctuation on raw 

materials price 
       0,07  2 0,14 0,04 4 0,16 0,075 2 0,15 

Increasing 

competition from 

international dan 

local brand 

       0,03  3 0,09 0,05 3 0,15 0,05 2 0,1 

Stricker 

Government 

regulations 

       0,07  2 0,14 0,05 1 0,05 0,075 2 0,15 

Food safety 

concern 
       0,07  2 0,14 0,06 1 0,06 0,05 3 0,15 

Social media bad 

influence 
       0,05  2 0,1 0,04 3 0,12 0,05 3 0,15 

Economy downturn        0,05  3 0,15 0,03 3 0,09 0,05 2 0,1 

Logistics 

challenges in 

isolated areas 

       0,05  2 0,1 0,06 2 0,12 0,025 2 0,05 

Changes in 

consumer 

preferences 

       0,03  2 0,06 0,05 3 0,15 0,025 2 0,05 

Raw Material 

Supply Crisis 
       0,05  2 0,1 0,06 4 0,24 0,05 2 0,1 

Lack of Manpower        0,03  3 0,09 0,07 2 0,14 0,05 2 0,1 

TOTAL   1,11   1,28   1,1 
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Threats CSCO HOD IT HOD Store Development 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Fluctuation on raw 

materials price 
        0,06  4 0,24 

       

0,06  
4 0,24 

       

0,06  
4 0,24 

Increasing 

competition from 

international dan 

local brand 

        0,04  4 0,16 
       

0,07  
3 0,21 

       

0,07  
3 0,21 

Stricker 

Government 

regulations 

        0,05  2 0,1 
       

0,05  
2 0,1 

       

0,05  
2 0,1 

Food safety 

concern 
        0,06  2 0,12 

       

0,07  
2 0,14 

       

0,07  
2 0,14 

Social media bad 

influence 
        0,05  2 0,1 

       

0,06  
2 0,12 

       

0,06  
2 0,12 

Economy downturn         0,04  2 0,08 
       

0,04  
4 0,16 

       

0,04  
4 0,16 

Logistics 

challenges in 

isolated areas 

        0,05  2 0,1 
       

0,04  
2 0,08 

       

0,04  
2 0,08 

Changes in 

consumer 

preferences 

        0,04  2 0,08 
       

0,03  
2 0,06 

       

0,03  
2 0,06 

Raw Material 

Supply Crisis 
        0,05  2 0,1 

       

0,03  
2 0,06 

       

0,03  
2 0,06 

Lack of Manpower         0,05  2 0,1 
       

0,05  
2 0,1 

       

0,05  
2 0,1 

TOTAL   1,18   1,27   1,27 
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Threats HOD Operational HOD Finance 

Weight Rating Weighted 

Score 

Weight Rating Weighted 

Score 

Fluctuation on raw 

materials price 
       0,06  3 0,18 

       

0,06  
2 0,12 

Increasing 

competition from 

international dan 

local brand 

       0,06  3 0,18 
       

0,05  
3 0,15 

Stricker 

Government 

regulations 

       0,05  2 0,1 
       

0,05  
2 0,1 

Food safety 

concern 
       0,07  2 0,14 

       

0,06  
2 0,12 

Social media bad 

influence 
       0,05  2 0,1 

       

0,05  
2 0,1 

Economy downturn        0,04  4 0,16 
       

0,04  
4 0,16 

Logistics 

challenges in 

isolated areas 

       0,04  2 0,08 
       

0,05  
2 0,1 

Changes in 

consumer 

preferences 

       0,03  2 0,06 
       

0,03  
2 0,06 

Raw Material 

Supply Crisis 
       0,04  2 0,08 

       

0,04  
2 0,08 

Lack of Manpower        0,04  2 0,08 
       

0,05  
2 0,1 

TOTAL   1,16   1,09 
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Opportunities Weighted Score 
Growing fast food industry 0,204 

Public interest in spicy food 0,173 
Online food market growth 0,164 
Enhanced Process Automation 0,158 
Expansion to National and International Markets 0,123 
Partnership strategy 0,099 
Digital marketing and social media 0,085 
Government regulation on food safety 0,084 

Innovation and new product development 0,069 

Rising demand for healthy foods 0,062 

TOTAL 1,219 

Threats Weighted Score 

Fluctuation on raw materials price 0,184 
Increasing competition from international dan local brand 0,156 
Economy downturn 0,133 
Food safety concern 0,126 
Social media bad influence 0,114 
Stricker Government regulations 0,105 
Raw Material Supply Crisis 0,103 
Lack of Manpower 0,101 
Logistics challenges in isolated areas 0,089 
Changes in consumer preferences 0,073 

TOTAL 1,183 

TOTAL EFE SCORE 2,402 

 

 

Figure 4. 1 IE Analysis Result 
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4.1.6 SWOT Quadrant Matrix 

Based on the results of the SWOT Quadrant Matrix, PT XYZ is in 

Quadrant I, which supports an aggressive strategy. This position indicates that 

the company has strong internal strengths and significant external opportunities 

for development. The appropriate strategy in this situation is market expansion, 

product innovation, and strengthening the supply chain to optimize the existing 

potential (David & David, 2017). An aggressive strategy is very suitable for 

companies with high competitiveness in their industry and the ability to seize 

market opportunities more quickly than their competitors. 

However, when linked to the results of the Internal-External (IE) 

Analysis, PT XYZ is in Quadrant V (hold & maintain), which indicates that 

although the company has good competitiveness, the recommended strategy 

focuses more on maintaining position and stability, rather than aggressive 

expansion (Pearce & Robinson, 2013). Thus, there is a challenge in balancing 

the aggressive strategy supported by SWOT with the more conservative strategy 

from the IE analysis. 

To align these two outcomes, PT XYZ can adopt a combination strategy, 

where the aggressive aspect is applied in the form of product innovation and 

market competitiveness enhancement, but still within the corridors of 

sustainability and efficiency emphasized in the hold & maintain strategy (Hill et 

al., 2015). For example, the company can gradually expand into areas with high 

market potential while ensuring that operations remain efficient. In addition, 

investment in improving production technology and supply chain efficiency will 

support long-term sustainability while maintaining competitiveness in the 

competitive market. 

In the fast-food industry, poorly managed aggressive strategies can 

increase operational risks, especially in terms of raw material management and 

logistics costs. Therefore, PT XYZ must adopt a measured expansion strategy 

with a focus on increasing profitability and supply chain efficiency (Kotler & 

Keller, 2020). One relevant example of implementation is the strategy used by 
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McDonald's in expanding its market in Southeast Asia. McDonald's remains 

focused on operational efficiency and a strong supply chain before undertaking 

massive expansion, thereby maintaining long-term financial stability (Johnson 

et al., 2018). 

Thus, although PT XYZ has the potential to implement an aggressive 

strategy based on SWOT, the results of the IE Analysis indicate the need for a 

more controlled approach. The company can optimize the hold & maintain 

strategy by implementing continuous innovation, strengthening the existing 

customer base, and optimizing the supply chain to ensure stable and sustainable 

growth. 

 

Figure 4. 2 SWOT Quadrant Matrix Result 

 

4.1.7 TOWS Matrix Result 

The strategic planning of XYZ Restaurant, based on the TOWS Matrix 

analysis, aligns with the company's goal of ensuring long-term sustainability. The 

S-O strategies emphasize utilizing internal strengths to seize market 

opportunities. For instance, leveraging competitive pricing (S1) in the growing 

fast-food industry (O1) can enhance market penetration, as seen in McDonald’s 

aggressive pricing strategy in emerging markets (Kotler & Keller, 2016). 



73  

Similarly, maintaining high food quality (S3) while expanding online food 

services (O3) is crucial, given that digital transformation significantly influences 

customer satisfaction in the restaurant industry (Grewal et al., 2021). 

The S-T strategies focus on mitigating external threats using internal 

strengths. Establishing long-term supplier partnerships (S1 + T1) can reduce raw 

material cost fluctuations, a strategy successfully implemented by Starbucks 

through direct sourcing (Ganesan et al., 2009). Additionally, strengthening food 

safety protocols (S3 + T4) is vital, as foodborne illness outbreaks have previously 

damaged global brands, such as Chipotle in 2015 (Reilly, 2016). 

The W-O strategies seek to overcome weaknesses by utilizing opportunities. 

Enhancing employee training and development (W1) to support business 

expansion (O5) is critical, as skilled labor directly impacts service quality and 

operational efficiency (Noe et al., 2021). Furthermore, optimizing the central 

kitchen (W2) through automation (O4) aligns with successful models like 

Domino’s Pizza, which improved operational efficiency through AI-driven 

supply chain management (Pantano et al., 2019). 

Lastly, the W-T strategies aim to minimize internal weaknesses to counteract 

threats. Improving employee training (W1) to enhance competitiveness (T2) is 

vital, as high employee turnover in F&B negatively impacts customer satisfaction 

(Yang, 2020). Additionally, addressing food safety concerns (T4) by diversifying 

product offerings (W5) follows the approach of Nestlé, which continuously 

adapts its portfolio to meet evolving safety standards (Nestlé, 2022). 
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Table 4.7 TOWS Matrix 

 

 

 

 

 

TOWS 

MATRIX 

STRENGTH 

S1. Competitive price  

S2. Production efficiency  

S3. Commitment to 

maintaining quality  

S4. Commitment to 

sustainability  

S5. Brand recognition & 

reputation 

WEAKNESSES 

W1. Employee training and 

development is not yet 

appropriate  

W2. Poorly optimized central 

kitchen 

W3. Dependence on the lower 

middle market segment  

W4. Technology limitations in 

data management and 

operational processes 

W5. Limited product range  

OPPORTUNITIES 

O1. Growing fast-food 

industry 

O2. Public interest in 

spicy food 

O3. Online food market 

growth 

O4. Enhanced process 

automation 

O5. Expansion to 

National and 

International markets 

S-O Strategy 

(S1.O1) Expand market 

share by leveraging 

competitive pricing in the 

growing fast-food industry. 

(S3.O3) Strengthen online 

food delivery services while 

maintaining high food 

quality. 

(S5.O5) Leverage strong 

brand recognition to support 

national and international 

expansion. 

 

W-O Strategy 

(W1.O5) Implement structured 

employee training programs to 

support business expansion. 

(W2.O4) Improve central 

kitchen efficiency through 

automation and advanced 

technology. 

(W5.O2) Expand menu variety 

by introducing more spicy food 

options to attract customers. 

 

THREAT 

T1. Fluctuation on raw 

materials price  

T2. Increasing 

competition from 

international and local 

brand  

T3. Economy downturn  

T4. Food safety concern  

T5. Social media bad 

influence  

S-T Strategy 

(S1.T1) Establish long-term 

supplier partnerships to 

stabilize raw material costs. 

(S3.T4) Enhance food 

safety protocols and 

certification to address 

consumer concerns 

(S5.T5) Develop proactive 

social media engagement to 

protect brand reputation. 

W-T Strategy 

(W1.T2) Enhance employee 

development programs to 

improve service quality and 

competitiveness. 

(W2.T1) Optimize inventory 

and supply chain management 

to reduce the impact of 

fluctuating raw material prices. 

(W5.T4) Develop innovative 

and safer food product 

variations to meet food safety 

standards. 
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4.2 Discussion of the Result 

4.2.1 Raw Material Management Efficiency Strategies in Achieving 

Sustainability at XYZ Restaurant 

Efficiency in raw material management is a key factor in ensuring the 

operational sustainability of fast-food restaurants like XYZ Restaurant. Based 

on the results of the VRIO analysis, competitive price has become one of the 

long-term competitive advantages held by XYZ Restaurant. This indicates that 

an efficient raw material procurement strategy is crucial for maintaining the 

company's competitiveness. Additionally, the SWOT and IE analyses also 

indicate that the company is in a Hold and Maintain position, which means there 

is a need to optimize internal processes to improve profitability and business 

sustainability. In the context of the food and beverage industry, poor raw 

material management can lead to cost inefficiencies, a decline in product quality, 

and potentially reduce customer loyalty (Christopher, 2016). 

One of the strategies that can be implemented by XYZ Restaurant is the 

optimization of the raw material supply chain using the lean supply chain 

management model. This approach aims to reduce waste at every stage of raw 

material management, from procurement, storage, to distribution to the 

restaurant outlets. A study by Johnson et al. (2018) on McDonald's supply chain 

management shows that the implementation of this strategy can improve 

operational efficiency and reduce production costs without compromising 

quality. XYZ Restaurant can also adopt a technology-based procurement system 

such as just-in-time inventory management, which allows the restaurant to 

maintain the availability of raw materials without excess stock that could 

increase the risk of waste. 

In addition, diversifying raw material suppliers is a strategic step to 

reduce dependence on a single supplier source. By having several alternative 

suppliers, XYZ Restaurant can maintain supply stability and mitigate the risk of 

operational disruptions due to delays or fluctuations in raw material prices 

(Seuring & Müller, 2008). This approach aligns with the green supply chain 
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trend, where restaurants are beginning to prioritize suppliers who implement 

sustainable practices, such as using local and organic raw materials to reduce 

environmental impact while simultaneously increasing the product's market 

value in the eyes of consumers (Hill et al., 2015). 

Sustainability in raw material management must also consider energy 

efficiency and waste reduction. XYZ Restaurant can implement a zero-waste 

policy by recycling unused raw material leftovers or processing them into new 

products that can be resold. A study by Kotler and Keller (2020) emphasizes that 

restaurants implementing sustainability strategies in their operations tend to be 

more favored by customers, especially in an era where consumers are 

increasingly concerned about the environmental impact of the products they 

consume. Thus, efficiency in raw material management not only enhances 

operational sustainability but also contributes to the positive image of the 

company in an increasingly competitive market. 

 

4.2.2 Sustainable Supply Chain Adoption Strategy to Improve Efficiency 

and Sustainability at XYZ Restaurant 

The adoption of a sustainable supply chain has become a crucial aspect 

in ensuring the long-term sustainability of XYZ Restaurant. Based on the SWOT 

analysis results, XYZ Restaurant's position is in the aggressive strategy quadrant, 

indicating that the company has significant internal strengths to develop and 

expand a more efficient and sustainable supply chain strategy. The results of the 

IE analysis also indicate that XYZ falls into the Hold and Maintain category, so 

the optimal strategy that can be applied is to strengthen efficiency in the supply 

chain with a sustainable approach. A study by Christopher (2016) shows that a 

poorly managed supply chain can lead to increased logistics costs, supply 

imbalances, and excessive reliance on certain suppliers, which can threaten the 

operational stability of the restaurant. 

One of the strategies that XYZ Restaurant can implement is green supply 

chain management (GSCM), which is an approach that integrates sustainability 
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principles into every aspect of the supply chain, from raw material procurement, 

distribution, to waste management. Seuring and Müller (2008) explain that the 

implementation of GSCM allows companies to reduce environmental impact 

while simultaneously improving operational efficiency. In the context of fast-

food restaurants, the use of raw materials from suppliers who implement 

sustainable practices, such as organic farming or environmentally friendly 

cultivation methods, can help reduce the carbon footprint and enhance brand 

value in the eyes of consumers. 

In addition, XYZ Restaurant can adopt a supplier diversification model 

to reduce dependence on a single supplier source and avoid supply disruptions. 

A study by Chopra and Meindl (2019) emphasizes that supplier diversification 

not only enhances operational flexibility but also gives the company greater 

bargaining power in negotiating prices and the quality of raw materials. With 

this diversification, XYZ can ensure that raw materials are always available in 

optimal conditions without having to rely on a single main supplier, which could 

be at risk of market fluctuations. 

The application of technology in the supply chain is also a factor that 

needs to be considered. XYZ Restaurant can utilize real-time inventory tracking 

and block chain-based supply chain management to enhance transparency and 

efficiency in supply chain management. Research by Ivanov et al. (2019) shows 

that block chain-based technology in the supply chain can help improve data 

reliability, reduce inefficiencies, and enhance trust between restaurants and 

suppliers. Thus, XYZ Restaurant can ensure that every raw material used is not 

only of high quality but also obtained through responsible and sustainable 

processes. 

Finally, waste management in the supply chain should also be a priority 

in XYZ Restaurant's sustainability strategy. The circular economy approach, 

which emphasizes waste reduction and resource reuse, can be applied to improve 

operational efficiency while also reducing environmental impact (Geissdoerfer 

et al., 2017). For example, McDonald's has implemented a strategy of recycling 
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cooking oil into biodiesel for its distribution vehicles, which not only reduces 

waste but also cuts operational costs in the long run (Johnson et al., 2018). XYZ 

Restaurant can adopt a similar strategy to ensure that its supply chain is not only 

efficient but also contributes to long-term sustainability goals. 

 

4.2.3 Optimization of Marketing Strategies for Long-Term 

Sustainability of XYZ Restaurant 

In ensuring long-term sustainability, marketing strategy plays a crucial 

role in maintaining XYZ Restaurant's competitiveness in the fast-food industry. 

Based on the SWOT analysis, the company is in the aggressive strategy 

quadrant, which means XYZ Restaurant has internal strengths that can be 

leveraged to maximize external opportunities. On the other hand, the results of 

the IE Matrix analysis place the company in the Hold and Maintain category, 

indicating that the marketing strategy should focus on market penetration and 

product development to maintain its competitive position. In this context, the 

marketing mix (7P) becomes a relevant approach to optimizing the marketing 

mix, including product, price, promotion, place, people, process, and physical 

evidence (Kotler & Keller, 2016). 

The results of the VRIO Analysis show that brand recognition & 

reputation, competitive price, and commitment to sustainability are sources of 

long-term competitive advantage for XYZ Restaurant. Therefore, the marketing 

strategy should emphasize brand differentiation, customer loyalty programs, and 

effective marketing communication to strengthen brand positioning (Aaker, 

2011). Additionally, competitive pricing strategies can be used to attract new 

customer segments while also increasing the retention of existing customers, as 

implemented by various global brands in the fast-food industry such as 

McDonald’s and KFC (Cheng et al., 2020). 

Furthermore, the commitment to sustainability can be an added value in 

the marketing of XYZ Restaurant by adopting the concept of green marketing. 

Research by Ottman (2011) shows that modern customers are increasingly 



79  

concerned about sustainability aspects and are more likely to choose brands that 

demonstrate a commitment to environmentally friendly business practices. The 

implementation of this strategy can include the use of eco-friendly packaging, 

communication about sustainability in marketing campaigns, as well as CSR 

(Corporate Social Responsibility) programs that support social and 

environmental initiatives. By implementing appropriate marketing strategies, 

XYZ Restaurant can maintain its competitiveness and enhance customer loyalty 

to ensure the long-term sustainability of its business. 

 

4.2.4 Human Resource Management Strategy for the Sustainability of 

XYZ Restaurant 

The long-term sustainability of XYZ Restaurant heavily depends on the 

effectiveness of its human resource management (HRM) strategy. The analysis 

results show that XYZ Restaurant faces challenges with a high employee 

turnover rate and a lack of structured HR development strategies. This can 

impact the operational efficiency and productivity of the company (Dessler, 

2020). Based on the VRIO analysis, a supportive work environment is one of the 

valuable factors for the company, but it still falls into the category of competitive 

parity, which means this aspect has not yet provided a sustainable competitive 

advantage. Therefore, the company needs to enhance its human resource 

management strategies, such as continuous training programs, employee 

incentives, and better workforce retention policies (Armstrong & Taylor, 2020). 

From a strategic perspective, the SWOT results show that XYZ 

Restaurant is in quadrant I (aggressive strategy), which means the company has 

internal strengths that allow for further expansion. However, in the context of 

HR, this aggressive approach needs to be balanced with effective workforce 

management so that business expansion is not disrupted by workforce instability 

(Barney & Wright, 1998). Furthermore, the results of the IE Matrix analysis, 

which places XYZ Restaurant in quadrant V (Hold & Maintain), indicate that 

although aggressive strategies can be applied in other aspects, in terms of HR, 
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the company should focus more on maintaining and strengthening the existing 

foundation. 

The adoption of sustainable HR practices, such as the implementation of 

a strong Employee Value Proposition (EVP) and the development of clear career 

paths, can enhance employee retention and foster their loyalty to the company 

(Ulrich et al., 2017). Case studies from other F&B companies show that fast-

food restaurants that successfully retain their workforce in the long term tend to 

have a competency-based training system and an inclusive work culture (Koys, 

2001). Therefore, XYZ Restaurant needs to integrate more strategic HR 

practices to support its business growth and sustainability in the future. 

 

4.2.5 Grand Strategies Recommendation for Long-Term Sustainability of 

XYZ Restaurant 

4.2.5.1 Efficiency of Raw Material Management through Backward 

Integration Strategy 

Efficiency in raw material management is a crucial aspect in 

maintaining the sustainability of fast-food restaurants like XYZ. Based on 

the research findings, one of the strategies that can be implemented is 

backward integration, where the company increases control over its supply 

chain by establishing direct partnerships with suppliers or even owning its 

own sources of raw materials. This strategy allows XYZ to reduce 

dependence on third-party suppliers, control raw material prices, and 

improve product quality more consistently (Porter, 1985). In the food and 

beverage industry, backward integration has proven effective in reducing 

price volatility and enhancing supply chain resilience (Christopher, 2016). 

In addition, optimizing technology-based inventory management 

systems can also improve raw material efficiency. The use of just-in-time 

(JIT) systems allows XYZ restaurant to reduce waste and optimize 

inventory cycles (Heizer & Render, 2014). A case study on McDonald's 

shows that the JIT strategy helps the company reduce storage costs and 
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ensure raw materials remain fresh, which ultimately increases customer 

satisfaction and business profitability (Hitt, Ireland, & Hoskisson, 2017). 

By implementing this strategy, XYZ can strengthen its competitive 

position in the fast-food restaurant industry, increase profitability, and 

ensure long-term sustainability. Furthermore, this strategy is also in line 

with the results of the IE analysis, which places XYZ in the "Hold and 

Maintain" quadrant, indicating that the company needs to maintain its 

existing advantages by optimizing operations (David & David, 2017). 

 

4.2.5.2 Adoption of Sustainable Supply Chains through Green Supply 

Chain Management (GSCM) Strategy 

To ensure long-term sustainability, XYZ Restaurant needs to adopt a 

Green Supply Chain Management (GSCM) strategy, which focuses on 

operational efficiency while reducing environmental impact throughout the 

entire supply chain process. This strategy includes practices such as 

selecting suppliers who implement sustainability principles, using 

environmentally friendly raw materials, and optimizing logistics to reduce 

carbon emissions (Sarkis, 2012). In the context of the fast-food industry, 

McDonald's and Starbucks have successfully implemented the GSCM 

concept by investing in greener supply chains and reducing their carbon 

footprints (Dubey et al., 2017). 

Furthermore, the digitalization of the supply chain through 

technology-based management systems, such as blockchain and the Internet 

of Things (IoT), can enhance transparency and the efficiency of raw material 

distribution. A study conducted by Kouhizadeh and Sarkis (2018) shows 

that the implementation of this technology can help companies identify 

areas of inefficiency in the supply chain and improve responsiveness to 

market changes. XYZ Restaurant can adopt this model to ensure that the 

raw materials used meet quality standards while maintaining better 

relationships with its strategic suppliers. 
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This strategy also supports the findings of the IE analysis, which 

indicate that XYZ is in a "Hold and Maintain" position, meaning the 

company needs to focus on stabilizing and improving efficiency in its supply 

chain to remain competitive in the industry. By implementing GSCM, XYZ 

can not only improve cost and operational efficiency but also strengthen its 

brand image as a restaurant that cares about sustainability. 

 

4.2.5.3 Innovation and Sustainability-Based Marketing Strategy for 

Long-Term Sustainability of XYZ Restaurant 

 To ensure long-term sustainability, XYZ Restaurant needs to implement 

innovative and data-driven marketing strategies to strengthen its competitiveness 

in the fast-food industry. One effective approach is the implementation of the 

marketing mix strategy (7P), namely product, price, place, promotion, people, 

process, and physical evidence (Kotler & Keller, 2016). With this strategy, XYZ 

can focus on developing a more diverse range of products that align with market 

trends, such as healthy menus and flavor innovations to attract a broader customer 

segment (Cheng et al., 2020). 

Moreover, digital marketing has become a crucial aspect in facing 

increasingly fierce competition. The use of social media, content-based marketing, 

and customer behavior analysis through big data analytics can enhance the 

effectiveness of marketing campaigns and build customer loyalty (Tiago & 

Veríssimo, 2014). Companies like KFC and McDonald's have successfully adopted 

aggressive digital marketing strategies, including the use of programmatic 

advertising and personalized promotions tailored to consumer preferences (Kannan 

& Li, 2017). 

Furthermore, XYZ Restaurant can also integrate sustainable marketing 

strategies by highlighting its commitment to quality raw materials, 

environmentally friendly practices, and engagement with the local community. 

According to a study by Kumar et al. (2013), modern consumers increasingly 

consider sustainability factors when choosing food products and restaurants, so this 

approach not only enhances competitiveness but also strengthens brand image. 

With the right marketing strategy, XYZ Restaurant can maintain its market appeal 
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while also increasing customer loyalty in the long term. 

 

4.2.5.4 Human Resource Management Strategies for Long-Term 

Sustainability of XYZ Restaurant 

Effective human resource management (HRM) is a key factor in 

maintaining business sustainability, especially in the fast-food restaurant industry, 

which has a high employee turnover rate (Huselid, 1995). XYZ Restaurant faces 

challenges in terms of limited employee training, low workforce quality, and high 

employee turnover rates. To address this, strategies that can be implemented 

include the development of continuous training programs, the enhancement of a 

competency-based recruitment system, and the implementation of performance-

based incentives. According to Pfeffer (1998), companies that implement good 

training and incentive-based HR practices can increase employee productivity and 

satisfaction, which ultimately has a positive impact on service quality and customer 

loyalty. 

Moreover, internal career development strategies are also important so that 

employees have long-term motivation in their work. Research by Becker and 

Gerhart (1996) shows that organizations with clear career development paths tend 

to have higher employee retention rates. XYZ Restaurant can implement this 

approach by providing competency-based training and offering a more structured 

career path. Thus, through an integrated HR strategy, XYZ Restaurant can improve 

operational efficiency, retain a quality workforce, and support long-term business 

sustainability. 
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CHAPTER 5 

CONCLUSIONS AND RECOMMENDATIONS 

 

5.1 CONCLUSIONS 

1) An efficient raw material management strategy contributes to the sustainability of 

XYZ Restaurant through optimizing raw material requirement planning, 

diversifying suppliers, as well as implementing lean management to reduce waste 

and improve cost efficiency. 

2) Adopting a sustainable supply chain can improve XYZ Restaurant's operational 

stability by integrating digital systems in supply management, strengthening 

relationships with suppliers, and implementing efficient and environmentally 

friendly distribution strategies. 

3) The right marketing strategy for XYZ Restaurant for long-term sustainability 

involves the application of marketing mix (7Ps), utilization of digital and 

omnichannel platforms, and product innovation tailored to consumer trends and 

preferences. 

4) Effective human resource management in ensuring the sustainability of XYZ 

Restaurant includes continuous development of employee training, incentive-

based workforce retention strategies and a supportive work environment, as well 

as strengthening the culture of innovation and customer service. 

 

5.2 RECOMMENDATION 

5.2.1 Grand Strategies 

1. Aggressive Strategies: 

• Expand market share by leveraging competitive pricing in the growing 

fast-food industry. 

• Strengthen online food delivery services while maintaining high food 

quality. 

2. Diversification Strategies: 

• Establish long-term supplier partnerships to stabilize raw material costs. 



85  

• Develop proactive social media engagement to protect brand reputation. 

3. Turn Around Strategies: 

• Implement structured employee training programs to support business 

expansion. 

• Expand menu variety by introducing more spicy food options to attract 

customers. 

4. Defensive Strategies: 

• Optimize inventory and supply chain management to reduce the impact of 

fluctuating raw material prices. 

• Enhance employee development programs to improve service quality and 

competitiveness. 

 

 

Figure 5.1 Recommendation – Grand Strategies 

 

5.2.2 Sustainable Strategies 

1) Recommendations for Raw Material Management: 

• Cloud Kitchen Expansion with AI-Based Central Kitchen (S3.O3, 

W2.O4; SDG No. 9): XYZ Restaurant can implement an AI-based cloud 
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kitchen, where all online orders are processed in a centralized kitchen 

controlled by an automation system. This addresses the weaknesses of a 

less-than-optimal central kitchen and leverages the growth of online 

orders. AI can optimize raw material stock, predict demand, and manage 

production to be more efficient. 

• Hyperlocal Sourcing for Sustainable Cost Control (S1.T1; SDG No. 1, 8 

& 11): Adopting a hyperlocal sourcing strategy for raw materials, by 

directly collaborating with local farmers or producers for key ingredients 

such as chili, onions, and noodles. This reduces dependence on large 

suppliers whose raw material prices fluctuate, while also enhancing the 

restaurant's sustainability with fresher ingredients and more stable prices. 

• School Kitchen Program (S1.T1, SDG No. 4): Collaborating with 

vocational schools in the culinary field to provide raw materials produced 

by students, such as hydroponic vegetables or local processed products. 

This program not only ensures a sustainable supply of raw materials at 

more stable prices but also empowers the younger generation with 

entrepreneurial skills and real industry experience. 

• Partnership with Local Cooperatives and MSMEs (S1.T1, SDG No. 8 & 

9): Partnering with local cooperatives and SMEs in raw material 

management can enhance supply stability while supporting the economic 

empowerment of the local community. This strategy allows XYZ 

Restaurant to obtain fresher and higher-quality raw materials at more 

competitive prices, while also reducing dependence on large suppliers. 

• Food Safety and Food Hygiene Certification (ISO 22000) (S3.T4, W5.T4; 

SDG No. 3 & 12): International standards that ensure food safety 

management systems are effectively implemented throughout the entire 

food supply chain. This certification helps Restaurant XYZ maintain the 

quality and safety of its products, reduce the risk of contamination, and 

increase customer trust. By adopting ISO 22000, the restaurant can ensure 

compliance with food regulations, strengthen its competitiveness in the 
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fast-food industry, and support long-term business sustainability. 

• Enterprise Resource Planning (W2.O4, W2.T1; SDG No. 9): Using an 

integrated system that manages various aspects of business operations, 

such as finance, supply chain, and inventory on a single platform. The 

implementation of ERP at Restaurant XYZ will enhance operational 

efficiency through process automation, real-time data monitoring, and the 

reduction of manual errors. With a more structured system, the restaurant 

can optimize raw material management, accelerate decision-making, and 

strengthen its competitiveness in the fast-food industry. 

2) Recommendations for Supply Chain Optimization: 

• Enterprise Resource Planning (W2.O4, W2.T1; SDG No. 9): Using an 

integrated system that manages various aspects of business operations, 

such as finance, supply chain, and inventory on a single platform. The 

implementation of ERP at Restaurant XYZ will enhance operational 

efficiency through process automation, real-time data monitoring, and the 

reduction of manual errors. With a more structured system, the restaurant 

can optimize raw material management, accelerate decision-making, and 

strengthen its competitiveness in the fast-food industry. 

• AI-Powered Smart Inventory (W2.T1; SDG No. 9): Using artificial 

intelligence to analyze demand trends and automate raw material 

purchasing, thereby reducing overstocking and understocking that result 

in wastage and additional costs. 

• Circular Economy in Supply Chain (W2.T1; SDG No. 9): Collaborate 

with third parties to recycle used cooking oil into biodiesel or process food 

waste into organic fertilizer for local farming communities. 

• Transport Management System (W2.T1; SDG No. 9): Digital solutions 

that help optimize the planning, execution, and monitoring of goods 

distribution in the supply chain. By implementing TMS, Restaurant XYZ 

can improve logistics efficiency, reduce shipping costs, and ensure the 

timely availability of raw materials at each outlet. This system also enables 
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real-time tracking, transportation data analysis, and reduces the risk of 

delays that can disrupt restaurant operations. 

3) Recommendations for Marketing Strategy: 

• Collaboration with Online Shop (i.e. Gojek, Grab, and Shopee) in new 

location (S1.O1, S3.O3; SDG No. 8 & 17): Strategy to improve 

accessibility and sales through digital delivery services. By partnering 

with that platform, Restaurant XYZ can reach more customers, especially 

in new areas, without needing a large investment in physical infrastructure. 

In addition, this strategy allows the restaurant to analyze sales data in real-

time, optimize marketing strategies, and enhance competitiveness in the 

increasingly competitive fast-food industry. 

• Create Brand Activation Program (i.e. Website, Social Media, SEO, 

Ambassador, and Sponsorship) (S5.O5, S5.T5; SDG No. 9 & 17): 

Increasing brand awareness and customer engagement through various 

digital and offline channels. By implementing this program, Restaurant 

XYZ can strengthen its brand identity, reach a wider audience, and 

increase customer loyalty through active interactions and relevant 

campaigns. In addition, SEO optimization and collaboration with brand 

ambassadors or sponsorships can help the restaurant gain higher visibility 

in the competitive market, thereby supporting long-term growth. 

• Spicy Challenge Marketing (W5.O2; SDG No. 9): Create culinary 

challenge trends like "Extreme Spicy Level," where customers who can 

finish noodles at a certain spice level will receive discounts, merchandise, 

or exposure on the restaurant's social media. This strategy not only 

enhances brand appeal but also leverages the trend of people who enjoy 

spicy food and viral marketing. 

• Build R&D Department to create new menus (i.e.Udon) (W5.O2, W5T4; 

SDG No. 9): Developing new menus that aligns with market trends and 

customer preferences.  With the presence of an R&D department, 

restaurants can conduct in-depth research on raw materials, cooking 



89  

techniques, and unique flavors to create flagship products that distinguish 

them from competitors.  In addition, continuous menu innovation will 

enhance the restaurant's competitiveness, attract new customers, and 

strengthen the loyalty of existing customers, thereby supporting long-term 

business sustainability. 

4) Recommendations for Human Resource Management: 

• "Green Employee Certification Program" (W1.O5, W1.T2; SDG No. 4): 

Training employees in sustainability principles, such as waste 

management, energy efficiency, and ESG-based customer service 

strategies. 

• Hiring for Sustainability Mindset (W1.O5, W1.T2; SDG No. 4): 

Implementing ESG-based recruitment policies, where candidates are 

assessed not only on technical skills but also on their concern for 

environmental and social issues. 

• Human Resource Information System (W1.T2; SDG No. 9): Technology-

based system that helps Restaurant XYZ manage employee data, 

administration, payroll, as well as recruitment and training processes 

efficiently. By implementing HRIS, the restaurant can enhance 

productivity and the effectiveness of human resource management through 

process automation, reduction of administrative errors, and real-time 

monitoring of employee performance. Additionally, this system enables 

data-driven decision-making, which supports HR development strategies 

for the long-term sustainability of the restaurant. 
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Figure 5.2 Recommedation – Sustainable Strategies 

 

 

Figure 5.3 Sustainable Development Goals ((SDGs) 
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