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Abstract: The purpose of this study is to identify the marketing strategies applied by 

culinary companies in Bandung through one of the online media. The research method used 

in this study is a qualitative approach using case study method, data collection techniques 

that were used are literature study and online data search which would be analyzed 

according to the method of the case study. The results of this study indicate that the 

marketing strategy through online media has a good promotional strategy that can compete 

with other promotional strategies that have different bases. Along with technological 

advancements, this marketing strategy not only improves the quality of sales and purchases 

financially but also can build images that are good in the eyes of the public or consumers. 

This research was conducted by discussing promotional strategies by culinary business 

companies because a good promotion strategy can affect the increase in company income 

both in terms of effectiveness and profitability. 
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1 Introduction 

Observing the expanding of public curiosity in the culinary business that occurred in this 

millennial era, many people in business began to open their businesses in the culinary field. 

They do numerous ways and make various innovations to withstand competitions, especially in 

their marketing strategy which are made to sell or promote their products. In this modern world, 

online media can be used as one of the tools to execute a business strategy. For example, the 

usage of the website as a medium to promote their products and attract consumers. Marketing 

is the first attempt to introduce products to consumers, this is very important because it will be 

related to the profits that will be gained by the investor. As such, the internet is the right 

marketing strategy in order to get closer to the public. Lots of product sales are provided by 

online shops throughout the internet both local and international and from expensive to cheap 

prices [1]. Magdalena and Sridharan explained that the media campaign is currently being used 

on the Internet by the company because it is regarded as the main concern that customers will 

notice its products and is being considered far more effective than advertising using print media 

[2]. Rendy Indra Susanto stated in Business Development Strategy Analysis at PT. 

PATRINSAKA that the proper business development strategy that should be implemented in 

the company is intensity. In the intensive strategy, the company can implement its market 

development strategy by expanding its marketing area to untouchable areas. Companies can use 

market penetration strategies by maintaining and improving service quality to customers so that 

customers are not easily switched to competitor companies [3]. Marketing strategy is one of the 

main methods to introduce products to the consumers, this is very important because it will be 

related to the benefits that will be acquired by the company. Marketing strategies will optimally 

be useful if supported by a plan that is structured internally and externally. Essentially, humans 
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as consumers of goods and services aim to fulfill the wishes and necessities of life. This means 

that consumers are not only buying products or goods in vain but also buying the benefits and 

usefulness of the product.  

 

Marketing is an organizational function and a series of processes for creating, 

communicating, and delivering value to customers and also managing relationships in a way 

that benefits the organization and its stakeholders [4]. Marketing strategy is a mindset that will 

be used to achieve the goal of marketing itself. The marketing strategy contains specific 

strategies for the target market which are positioning, marketing mix, and amount of marketing 

costs. In building a business, this marketing strategy can be organized according to the 

company's objectives. Mackay and Zundel explain that strategy and tactics are a concept that is 

often used in business and management [5]. According to Hammouri and Abu, the process of 

creating a marketing strategy should consider several factors such as products, business 

locations, and promotions [6]. In order to get maximum marketing results, the process should 

be planned through a good marketing strategy; There are three stages of planning: testing the 

current marketing situation including its chances, setting goals, and developing the marketing 

strategies [7]. 

The Internet has changed the traditional paradigm from business marketers to business 

operators. Marketers utilize operational efficiency and effectiveness from internet transactions 

which can outperform companies that are still using traditional transaction process [8]. The 

smoothness and ease of conducting mechanical transactions in online business can provide an 

opportunity to achieve the global market [9]. Online business also facilitates the effort in 

establishing a cooperative relationship between business partners in the procurement and 

distribution also in services and goods directly without a broker. This fact will reduce 

operational costs and increase business margins [10]. Patrutiu Baltes shows that digital 

marketing has a great interest in the marketing strategies of any company regardless of the 

sector, size, or country. To remain competitive, companies are forced to exploit the form of 

marketing that can essentially bring huge profits at low cost [11]. The method used for this 

research is a qualitative approach to using case study methods, the data collection techniques 

used in this study are literature studies and online data search, which are then analyzed according 

to the case study method. The importance of marketing strategies for companies is to help 

companies explain in detail all marketing-related activities to consumers. This research is done 

by discussing the advertisement strategy conducted by the culinary business company because 

it can affect the company's income both in terms of effectiveness and profitability.  
 

2 Material and Methods 

The method used for this research is a qualitative approach to the case study method by 

interviewing three peoples who were actively using online media. The data collection techniques 

used were literature studies and online data search, then analyzed according to the case study 

method. A case study was a series of scientific activities that were carried out intensively, in 

detail, and in-depth from an event, program, and activity whether at individual level, group of 

people, institutions, or organizations whose function is to obtain in-depth knowledge of the 

event. 

3 Results and Discussion 

The increasingly sophisticated technological developments in this era are making business 

competition create innovations and marketing strategies to further attract consumers interest 

[12]. One of the most used marketing strategies in promoting a restaurant is by using social 

media. Social media marketing like Instagram, Facebook, Twitter, and YouTube has been much 

choice because of its many users. Besides being able to reach many audiences, social media is 

also a cheap and effective promotional tool [13]. 

 

 

 

 



 

 

As one of the companies in the culinary business, Justus Steak House is a small business 

founded by Yudi Boim. Boim is a graduate of STPB 1999, originally selling juice drinks at 

Bandung Trade Center in August 2005 under the name Justus. By orienting to customer 

satisfaction and quality of materials, in 2006, Justus tried to sell various kinds of burgers and 

steaks in Bandung. The new concept to sell burgers and steaks done by Yudi Boim appears to 

make a positive response from the customer which can be seen by how many outlets of Justus 

Steak House in Bandung. Until the year 2017, Justus Steak House has 17 outlets consisting of 

The three brands which are Justus Burger and Steak, Asian Grill, and Justus Steakhouse. 

To get more customers and profits, Justus Steak House created a promotional strategy by 

creating websites and Instagram as a media campaign and attracting more customers. Besides, 

Justus Steak House also makes promotions so that consumers are interested. In this research, the 

author will analyze the marketing strategy of Justus Steak House that uses online media, i.e. the 

website www.justusku.co.id. 

The main web displays the latest menu provided by the company to prospective customers 

which includes food menus, promo, and food locations (Fig. 1). 

 

 
Fig 1. Main menu. This Figure was adapted from www.justusku.com on December 14, 2018. 

 

In the selection menu, the company's food Menu is displayed along with photos of the foods 

so that consumers can choose the food according to their interests (Fig. 2). 



 
Fig 2. Display of the Food Menu. This Figure was adapted from www.justusku.com on December 14, 

2018. 

 
In the promo menu, some of the promos can be obtained by buyers with various terms and 

conditions in hopes of making consumers interested to come and buy the food (Fig. 3). 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Fig 3. Display of Food Promo. This Figure was adapted from www.justusku.com on December 14, 2018. 

 
Every prospective buyer who wants to know the company's background, including the vision 

and mission of the company can see on the menu about us. Also, consumers can also see the 
number of employees owned by the company (Fig. 4).



 
Fig 4. Display of Company Overview. This Figure was adapted from www.justusku.com on December 

14, 2018. 

 

 

Justus Steak House makes a display of the location of its shops with the purpose to makes it 

easier for potential customers to find the closest food places to their location (Fig. 5). 

 

 
Fig 5. Location Display. This Figure was adapted from www.justusku.com on December 14, 2018. 

After enjoying the meal, the buyer may leave comments and suggestions for the company 

both in terms of food and service. The comment is expected to help the company to improve its 

services (Fig. 6). 

 

 

 

 

 

 

 

 

 



 

 

 

 

Fig 6. Display of comment form. This Figure was adapted from www.justusku.com on December 14, 

2018. 

 

4 Conclusion 

The development of today's technology has been greatly improved, and one of the Indonesian 

people's habits since the era of social media is to find a place that offers delicious and 

inexpensive culinary. This reason is what drives many restaurants including Justus Steakhouse 

to be passionate about creating the latest ideas, concepts, and innovations by providing 

promotional strategies in online media such as websites, Instagram, Facebook, and others in 

order to be easily recognized by the public. In addition to financial benefits, the culinary business 

companies do not have to bother promoting because buyers have helped indirectly. 
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