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ABSTRACT 

This particular assignment titled “RECIPE’ RESTAURANT: MARKET 

PROJECT ANALYSIS” was done to evaluate the role of a Marketing 

Manager, who is part of the strategic team to analyze the restaurant start up 

in one of the local areas of Malaysia. The observations was undertaken in 

the Nilai, region of Negeri Sembilan state of Malaysia, looking ahead the 

probability of the restaurant business considering the wider scope of food 

and beverages business. Inorder to evaluate the restaurant business this 

particular assignment looked into the internal organizational environment 

and the external market environment, Segmentation, Targeting and 

Positioning analysis for food and beverages business, Marketing 

Performance targets for each of the next 3 years for sales volume, sales value 

and organizational profit, marketing performance targets analysis based on 

Ansoff Matrix as a framework, Marketing Mix Analysis and Develop Action 

Plans to deliver Ansoff based strategies over the next 3 years and cross-

functional dependencies which are critical for achieving the stated 

performance targets for sales and profit contribution. The extend excellent 

insight into the role of marketing managers, thinking as strategic partners 

to the restaurant business detailing the projected tasks and responsibilities 

and implementation of the project with the support of people, structure, 

process, effective promotion strategies in a suitable geographical areas 

considering the SWOT analysis with the footing of on Ansoff Matrix as a 

framework.  

Key words: Market, Marketing management, Marketing Performance, 

Segmentation, Targeting and Positioning, Ansoff Matrix, Sales and Profit 

Analysis 
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INTRODUCTION 

The success of any business lies with the sound marketing and environment 

analysis. Modern business managers need to be more market oriented by 

forecasting the return of investment through appropriate market 

environment analysis. Market environment analysis is part of the market 

intelligence. Every start up firm has to look into the possible strength and 

weakness of the proposed business and fine tune the firm with operational 

strategic decisions. In the initial level the proposed business and marketing 

plan has to go with SWOT Analysis, which is a useful technique that explore 

the strengths and weaknesses, and for identifying both the opportunities 

open and the threats one start up owner or the marketing manager has to 

face. It is very important to look at the internal and external environmental 

factors that challenges contribute to the business success. Especially into 

small firm surviving adjacent to several competitors would be a herculean 

task. This particular study was done on a start-up restaurant food and 

beverages business, ‘Recipe’ which is a small restaurant, considering all the 

theoretical footing of sales forecast, marketing performance targets, 

effective promotion strategies, with due concerns on Segmentation, 

Targeting and Positioning analysis by integrating Ansoff Matrix. The study 

paves better insight into the strategic marketing role of a marketing 

manager as strategic partner in this short assignment,  

THE SCENARIO 

‘Recipe’ is a restaurant, is a start-up restaurant owned by a local Chinese 

entrepreneur, Ms. Goe. The restaurant is located in Nilai, one of the 

educational hubs, where several educational institutions are located. Nilai 

is a hub of several educational institutions. Students from US, UK, 

Australia, Middle East, India, Pakistan, Srilanka, China, Philippines, 

Thailand etc, are studying in the educational institutions. Hence the 

restaurants businesses are running well catering the needs and tastes of 

international as well as national students. Ms. Goe is well aware of the 

competitive environment for a restaurant business in the Nilai, region of 

Malaysia. Nevertheless, she decided to move ahead with this small 

restaurant in the prime location of Nilai, with the hope of better business 

opportunities. She appointed Mr. Richard as the Managing Director of this 

small restaurant and has given full control of business operations to 

Richard, since she seldom get time to supervise the entire operations. Mr. 

Richard started up this restaurant with limited capacity of seats six tables of 
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four people each as a starting point. Inorder to make an effective marketing 

and business analysis Richard appointed Ms. Wan as the Marketing 

Manager. Wan directly reports to Richard. Recipe restaurant have to do too 

much of marketing effort though it located in the prime location and their 

business is more less visible to international as well as national students due 

to several competitors. Though it is very small restaurant, the viability 

makes it viable to engage in restaurant business. A restaurant’s location in 

its market and its ability to differentiate itself from its competition also help 

determine whether it will survive (Kottler, Bowen, Makens, 1996). While a 

restaurant can benefit from close proximity to competition and restaurants 

are often located in clusters to attract more traffic, as in a “restaurant row,” 

an operation could find itself in a cluster of restaurants within which it 

cannot compete effectively. In that regard, Recipe restaurant’s future 

inability to differentiate itself from its competition can be fatal. Being a 

startup restaurant and to engage in better marketing campaign Richard 

appointed Ms. Wan as the Marketing manager. Ms. Wan considered Recipe’ 

restaurant marketing at local level local in every form of mass media - 

including television ads, print ads, and online marketing. She mainly 

segments Recipe’ restaurant market demographically assuming age, 

income and family size. Recipe’s behavioural segmentation has been a key 

to the restaurant’s success. Looking ahead better business and marketing 

operations. Wan, conveyed her basic analysis related to internal and 

external factors to the managing director in order to run this restaurant 

effectively. The newly appointed Marketing manager Ms. Wan is well 

aware of the international factors which affect the small and medium start 

up restaurants. Before she took up this venture, she was working as 

manager in one the restaurants in Kuala Lumpur, Malaysia. She pointed out 

that several internal factors may contribute to restaurant failures. She 

conveyed to the Managing Director that management capabilities are of 

primary concern in preventing restaurant failure.  

She intimated to the Managing Director indicating observation from 

various sources that 

• “managerial inadequacy, incompetence, inefficiency, and inexperience 

to be a consistent theme [in] explaining small business failures (Stephen 

Haswell & Scott Holmes, 1989).   
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• Poor management can be connected to “poor financial conditions, 

inadequate accounting records, limited access to necessary information, 

and lack of good managerial advice.” (Gaskill, Auken, & Manning, 1986)  

• Other internal factors affecting failure rates of restaurants include poor 

product, internal relationships, financial volatility, organizational 

culture, internal and external marketing, and the physical structure and 

organization of the business.  

• Managers’ “inability to manage rapid growth and change” can lead to 

business failure, concluded (Hambrick and Lynn Crozier, 1985)  

• “The root causes of many business problems and failures lie in the 

executives’ own personality traits,” (Sharlit, 1990) while it is commented 

that managers may suffer from “active inertia” (Donald Sull, 1999).  

• Five strategic factors used to determine the grand strategy of a firm. 

(West & Olsen, 1990). 

• In agreement, the Managing Director stated that “The most important 

criterion for success is management. Managers direct the marketing; 

oversee product quality and standardization, and decide when and how 

to adapt.” 

She has intimated to Richard that several environmental factors need to take 

into consideration to engage in business. 

• Demographic environment: Recipe must be aware of population growth; 

country of origin, changing mixes of age; ethnic composition, and 

educational levels; the rise of non-traditional families; large geographic 

shifts in population; and the move to micromarketing and away from 

mass marketing. Recipe’ restaurant entertains the food items which 

makes a balance demographic environment.   

• Economic Environment: Recipe require purchasing power as well as 

people. Wans restaurant is always aware of economic environment, 

which pay careful attention to major changes in incomes, cost of living, 

interest rates, savings, and borrowing patterns because they have a 

strong impact on business. Further the slowing down of economy and 

currency value also a concern to Recipe’.  

• Natural Environment: In the natural environment, what possible to 

Recipe is aware of food raw materials shortages, increased energy costs 

and pollution levels, and the changing role of governments in 

environmental protection.  
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• Technological Environment: Though innovation level is not so high but 

it is possible to make new innovations in Recipe food and beverages.  

• Political-Legal Environment: Recipe Restaurant business must work 

within the many laws regulating business practices and with various 

special-interests 

Further, Ms. Wan proposed a SWOT analysis framework which identifies 

the strengths and opportunities that Recipe’ can tap to address its 

weaknesses and business threats. She differentiated the SWOT analysis into 

two distinct parts. The strengths and weaknesses are based on internal 

environmental factors and opportunities and threats which are based on 

external environmental factors. Richard and Wan thus understood one 

thing that as a local company, Recipe’ must address the issues shown in this 

SWOT analysis to minimize barriers to its global performance. 

Table 1. Recipe’s SWOT Analysis  

 

 

 

Strength 

Managers experience 

Strong image as multi-

cuisine restaurant 

Good product mix 

Good location 

New take away 

Weakness 

Weak marketing to health-

conscious consumers 

Limited seat capacity 

Limited labourers 

Limited business portfolio 

Cluster restaurants 

Opportunities 

International customers 

Offering repeat purchase 

intensives for customers 

Expand menu 

Business diversification 

Market penetration in 

other educational hubs 

Local alliances with 

complementary businesses 

Threats 

Aggressive competition 

Locality where other small 

restaurants 

Healthy lifestyles trend 

Environmentalism 

Economic factors 
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Table 3: Sales performance 2016 

 
 Sales Forecast 2016 

Unit Sales Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 119 227 302 315 325 335 345 365 390 400 415 425 

Lunch Bvg 119 227 302 315 325 335 345 365 390 400 415 425 

Dinner 500 600 728 735 745 760 775 790 800 815 835 850 

Dinner Beverages 500 600 728 735 745 760 775 790 800 815 835 850 

Others 68 40 50 58 81 89 89 72 66 80 83 60 

Unit Prices Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 11.9 12 12 12 12.1 12.1 12.1 12.1 12.2 12.2 12.2 12.3 

Lunch Bvg 2.59 2.75 2.75 2.8 2.8 2.8 2.85 2.85 2.85 2.85 2.85 2.9 

Dinner 19.85 20 20 20 20.85 20.85 20.85 20.85 21 21 21 21.45 

Dinner Beverages 7.17 7 7 7.2 7.2 7.2 7.2 7.3 7.3 7.3 7.3 7.4 

Others 2 2 2 3 3 3 3 3 3 4 4 4 

Sales Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 1416.1 2724 3624 3780 3932.5 4053.5 4174.5 4416.5 4758 4880 5063 5227.5 

Lunch Bvg 308.21 624.25 830.5 882 910 938 983.25 1040.25 1111.5 1140 1182.75 1232.5 

Dinner 9925 12000 14560 14700 15533.25 15846 16158.75 16471.5 16800 17115 17535 18232.5 

Dinner Beverages 3585 4200 5096 5292 5364 5472 5580 5767 5840 5949.5 6095.5 6290 

Others 136 80 100 174 243 267 267 216 198 320 332 240 

Total sales 15,370  19,628  24,211  24,828  25,983  26,577  27,164  27,911  28,708  29,405  30,208  31,223  
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Table 4: Sales performance 2017 

             
Sales Forecast 2017 

Unit Sales Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 430 440 450 460 470 480 490 500 510 520 530 540 

Lunch Bvg 430 440 450 460 470 480 490 500 510 520 530 540 

Dinner 860 870 890 900 910 920 930 940 950 960 970 980 

Dinner Beverages 860 870 890 900 910 920 930 940 950 960 970 980 

Others 67 45 52 56 83 87 88 82 75 77 81 77 

Unit Prices Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 12.4 12.5 12.6 12.6 12.8 12.8 12.9 12.9 12.9 13 13 13 

Lunch Bvg 3 3 3.1 3.1 3.1 3.1 3.2 3.2 3.3 3.4 3.5 3.5 

Dinner 21.5 21.55 21.55 21.6 21.6 21.6 20.7 20.7 20.7 20.7 20.8 20.8 

Dinner Beverages 7.5 7.5 7.6 7.6 7.7 7.7 7.8 7.8 7.8 7.9 7.9 8 

Others 2 2 2 3 3 3 3 3 3 4 4 4 

Sales Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 5332 5500 5670 5796 6016 6144 6321 6450 6579 6760 6890 7020 

Lunch Bvg 1290 1320 1395 1426 1457 1488 1568 1600 1683 1768 1855 1890 

Dinner 18490 18748.5 19179.5 19440 19656 19872 19251 19458 19665 19872 20176 20384 

Dinner Beverages 6450 6525 6764 6840 7007 7084 7254 7332 7410 7584 7663 7840 

Others 134 90 104 168 249 261 264 246 225 308 324 308 

Total sales 31696 32183.5 33112.5 33670 34385 34849 34658 35086 35562 36292 36908 37442 
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Table 5: Sales performance 2016 

             
Sales Forecast 2018 

Unit Sales Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 545 550 555 560 570 575 580 585 590 595 600 610 

Lunch Bvg 545 550 555 560 570 575 580 585 590 595 600 610 

Dinner 860 870 890 900 910 920 930 940 950 960 970 980 

Dinner Beverages 980 990 1000 1010 1020 1030 1040 1050 1060 1070 1080 1090 

Others 65 49 55 58 89 77 75 68 77 80 83 89 

Unit Prices Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 13.1 13.2 1330 13.4 1350 13.6 13.7 13.8 13.9 14 14.1 14.2 

Lunch Bvg 3.6 3.65 3.7 3.8 3.85 3.9 3.95 4 4.1 4.2 4.25 4.3 

Dinner 22.5 22.5 22.6 22.7 22.8 22.6 22.7 22.5 22.8 22.9 22.9 22.8 

Dinner Beverages 8.3 8.5 8.6 8.6 8.7 8.7 8.8 8.8 8.8 8.9 8.9 9 

Others 2 2 3 3 3 4 3 3 4 4 4 4 

Sales Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec 

Lunches 7139.5 7260 738150 7504 769500 7820 7946 8073 8201 8330 8460 8662 

Lunch Bvg 1962 2007.5 2053.5 2128 2194.5 2242.5 2291 2340 2419 2499 2550 2623 

Dinner 19350 19575 20114 20430 20748 20792 21111 21150 21660 21984 22213 22344 

Dinner Beverages 8134 8415 8600 8686 8874 8961 9152 9240 9328 9523 9612 9810 

Others 130 98 165 174 267 308 225 204 308 320 332 356 

Total sales 36715.5 37355.5 769083 38922 801584 40123.5 40725 41007 41916 42656 43167 43795 
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ANSOFF MATRIX AND MARKETING PERFORMANCE TARGETS 

It has been intimated by the Marketing manager Ms. Wan to the Managing 

Director that sales forecasting, budgeting and business planning are 

indispensable to the survival and continuing success of Recipe restaurant 

business, regardless of the small or big business volume and the level of 

uncertainty. The structure and the strategies of Recipe restaurant growth 

should be related to Ansoff matrix market penetration strategies, market 

development analysis, and products development growth and 

diversification series. 

Recipe restaurant Market penetration strategies: This attracts Recipe 

restaurant customers through competing regardless of the business volume 

and the level of uncertainty. The structure and the products and service 

without moving outside the organisation present scope but continue with 

active customers in the market by selling more to existing restaurant 

customers. But greedily, a challenge customer on products or services are 

not directly attack, this if done without caution, can reduce business profit 

margin. Though, it’s cheaper in retaining existing Recipe restaurant 

customers on consumers’ goods, ‘market penetration in existing market’ is 

effective only if improvement in restaurant quality of products and services. 

It would be is in the form of the food achieve mostly embarking on intense 

promotional appeal strategies and increase market share, are among 

restaurant business strategy. That determines the sales performance. 

Product/service Development Growth: Recipe restaurant business 

formation and sustenance necessitate the enormous value of positive 

customer relationship and goodwill trust that flows within it. Developing 

new food and beverages for existing market (international and national 

students) or adopting new product/services for new market. Business 

sometimes re-modifies, improve, brand and extend to strategic means of 

appealing to customers. It is envisaged by Ms Wan that the Recipe 

restaurant business should focus beyond its existing customer’s niche by 

attracting and drawing new customers into the services loyalties of the food 

restaurant and the market penetration within the existing customers 

groups, the effort to prolong the life cycle of restaurant business now and 

into the future which determines the sales performance. 
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Market Development Analysis: The value of Recipe restaurant products 

and life cycle are extended into a new market to enlarge its life span, with 

improvement, and allow growing in a new market. Recipe restaurant 

business low risk strategy with development and growth strategies of 

adding value, repackaging, promotion, new segment market and selling 

same products/services in an improved new market. The assessment of 

present scenario and identification of untapped Recipe restaurant markets 

and seeking opportunities for revenue, growth either by a new market 

opportunity.  

Market development; Recipe restaurant should explore strategy in delivery 

of new capabilities, to current market potentials and for existing of the food 

restaurant products and services in the geographical area. The outlook of 

Recipe restaurant sales for future year’s option need to look into the 

adoption of the market penetration strategy of selling more to existing and 

to improve existing of the restaurant customer by selling more. The 

restaurant business opportunities is to sale and generate more revenue, 

improve products/services and strategic planning on market growth and 

development. Recipe restaurant competitive advantages are strategies 

based on information gathered and analyse in relation to of the food 

restaurant business segment and plan toward competitive appeals as 

promotion, distribution, and price, while still sustaining the of the food 

restaurant business with high anticipated profit.  

Diversification Series. An attempt to invest and most challenging, costly 

and risky of the options, Recipe restaurant’s new skills and relationship 

need to be developed in the of the food restaurant chain. Though, risky but 

can form business synergy of two to generate more profit and burst 

strategies. While, the food restaurant business has not yet thought of this 

option. 

MARKETING MIX ANALYSIS AND ACTION PLANS TO DELIVER 

ANSOFF BASED STRATEGIES  

1. Product 

It has been conveyed by Ms. Wan to the Recipe restaurant Managing 

Director Richard that most important thing to remember when offering 

menu items to customers are that they have a choice. They have a huge 

http://www.cleverism.com/product-four-ps-marketing-mix/
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number of ways of spending their money and places to spend it. Therefore, 

Recipe restaurant food and restaurant service should place considerable 

emphasis on developing a menu which customers want. Market research 

establishes exactly what this is. However, customers' requirements change 

over time. What is fashionable and attractive today may be discarded 

tomorrow. Recipe restaurant marketing continuously should monitor 

customers' preferences. In the food and restaurant service industry, the 

production and consumption of the products are simultaneous and the 

product is intangible, diverse and perishable. The nature of Recipe 

restaurant ‘product’ allows for on the spot customization. This also means 

that the point at which this activity is occurring becomes very important. 

Ideally, to ensure repeat experiences of similar quality and a consistently 

good food experience, Recipe restaurant should aim to give some 

customization within an overall standardized mode of delivery. In order to 

meet changes, the Recipe restaurant should introduce new products and 

phased out old ones, and will continue to do so. Care is taken not to 

adversely affect the sales of one choice by introducing a new choice, which 

will cannibalize sales from the existing one (trade off). 

2. Pricing 

 

The Recipe restaurant customer's perception of value is an important 

determinant of the price charged. Customers draw their own mental picture 

of what a product is worth. Ms. Wan briefed to the managing Director that 

a product is more than a physical item; it also has psychological 

connotations for the customer. The danger of using low price as a marketing 

tool is that the customer may feel that quality is being compromised. It is 

important when deciding on price to be fully aware of the brand and its 

integrity. A further consequence of price reduction is that competitors 

match prices resulting in no extra demand. This means the profit margin 

has been reduced without increasing sales. Since Recipe restaurant food and 

restaurant service cannot be measured by what material goes into its 

creation nor is the actual tangible cost of production measurable, it can be 

challenging to put a price tag on it. There are some tangibles of course, such 

as the labour costs and overheads. But additionally, the ambiance, the 

experience also factor into the final price offering.  

  

http://www.cleverism.com/pricing-four-ps-marketing-mix/
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3. Place 

 

Wan reported that place in the marketing mix, is not just about the physical 

location or distribution points for products. It encompasses the 

management of a range of processes involved in bringing products to the 

end consumer. As mentioned, the food and restaurant service is produced 

and consumed in the same place. It cannot be owned and taken away from 

the location. This is why the place at which this transaction occurs is of vital 

importance. The Recipe restaurant location of the service provision should 

be carefully analyzed to allow ease of access and the desire to make the 

effort to reach it. Fast food restaurants and sales and service centres may be 

located in such areas to allow walk in customers, while a fine dining 

restaurant may be located in a quiet street to maintain exclusivity and 

privacy. 
 

4. Promotion 
 

The purpose of Recipe restaurant marketing communications is to move the 

target audience to some type of action. This may be to: buy the product, 

visit Recipe restaurant, recommend the choice to a friend or increase 

purchase of the menu item. Key objectives of Recipe restaurant advertising 

are to make people aware of an item, feel positive about it and remember 

it. Recipe restaurant Food and restaurant service promotion fulfils the same 

role as it does in any other marketing context. A service may be more easily 

replicated than a physical product. To prevent a service becoming 

interchangeable with its competitors, it becomes vital to create a desirable 

Recipe restaurant brand image and name in the market. Food and service 

differentiation becomes a key goal in order to attract both new and repeat 

customers. 
 

5. People 

 

People are the most important element of any service or experience. Recipe 

restaurant services tend to be produced and consumed at the same moment, 

and aspects of the customer experience are altered to meet the individual 

needs of the person consuming it.  This is a vitally important element of the 

Recipe restaurant service marketing mix.  People define a service. If one has 

a restaurant, the chef and service staff defines the restaurant credible 

services and deliveries.  When a food service is being delivered, in Recipe 

http://www.cleverism.com/place-four-ps-marketing-mix/
http://www.cleverism.com/promotion-four-ps-marketing-mix/
http://www.marketingteacher.com/introduction-to-services-marketing/
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restaurant, the person delivering it is not unique from the service itself. 

When dining at a restaurant, if a rude waiter is encountered, the entire 

experience will be labelled as bad service. This is why many businesses 

invest in defining the right kind of person to fill their service role and then 

making efforts to find or train people to fit this definition. Thus many 

Recipe restaurant food and restaurant nowadays should involve into 

specially getting the staff trained in interpersonal skills and customer 

service with a focus towards customer satisfaction. 
 

6. Process 
 

Since Recipe restaurant food and restaurant service provision needs to 

strike a balance between customization and standardization, the processes 

involved in the activity require special mention and attention. A process 

needs to be clearly defined for the service provider. This basic process 

should ensure the same level of service delivery to every customer, at any 

time of day, on any day. Within this process, there should be defined areas 

where a customer preference can be accommodated to provide a unique 

experience. An example of everyday intangible customer service is the 

restaurant that acts proactively to provide fresh water, a basket of warm 

tortilla chips and salsa to its customers upon arrival. A server keeps close 

watch and springs into action to fill water glasses and replenish tortilla 

chips without being asked. The restaurant also prepares and serves orders 

quickly. The intangible value on display is meeting customer expectations 

of good service. Customer service is an integral part of a restaurant, and it 

plays an important role in daily operations. Intangible service is defined by 

the overall customer experience. The Recipe restaurant should thrive on 

quick service and the reason they can do, is their confidence on their 

processes. On top of it, the demand of these services is such that they have 

to deliver optimally without a loss in quality. Thus the process of Recipe 

restaurant service in delivering its food and services is of utmost 

importance. 

 

7. Physical Evidence 

 

The marketing mix is always made after segmentation, targeting and 

positioning. The objective of the marketing mix is to incorporate the right 

elements which attract the desired customer profile. Thus, in services, to 
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attract the right segment and target, and to achieve the right positioning, 

Recipe restaurant physical evidence should be used. Off course, physical 

evidence in marketing is not used for services only but also for products 

nowadays. This is because products are nowadays sold through mainly 

retail and e commerce. A restaurant should attract the customers to sit and 

relax and have food with taste.  The location of the service delivery also 

takes on significance in generating better appeal to the customers. The level 

of comfort and attractiveness of a Recipe restaurant service location may 

make a lot of difference to the user experience. A calm and soothing Recipe 

restaurant environment with thoughtful comfort measures may provide a 

sense of security to a new customer which will make them return.  

The cross-functional dependencies: Sales and profit contribution.  

Recipe restaurant should facilitate cross-functional dependencies that have 

become more popular in recent years for three primary reasons: they 

improve coordination and integration, span organizational boundaries, and 

reduce the production cycle time in new product development. Bringing 

people together from different disciplines can improve problem solving and 

lead to more thorough decision making. The teams foster a spirit of 

cooperation that can make it easier to achieve customer satisfaction and 

corporate goals at the same time (Anne, 1993). Sales are shifting from a 20th 

century “selling products and services” model to a 21st century model in 

which salespeople focus on increasing customer productivity (Leigh and 

Marshall, 2001).  Piercy (2006) categorizes this change as the emergence of 

the strategic sales organization, where sales converges with marketing to 

take on greater strategic significance to the organization. This scenario is 

not much different in the restaurant industry.  The sales function is 

increasingly taking on a relationship management role in restaurant 

business. Perhaps the most noticeable manifestation of this in restaurant 

business (Recipe) is in the emergence of Key Account Management as a 

strategic sales activity, driven by issues such as increasingly sophisticated 

customers (McDonald et al., 2000), and profit failures (Wise and 

Baumgartner, 1999). The role of Recipe restaurant key account manager has 

become custodian of the customer relationship, pursuing consultative and 

solution selling activities. Recipe’s key account manager is not just to sell or 

proper environment to the customers in the restaurant setting, but also to 

manage the ongoing relationship, to co-ordinate delivery and customer 
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service, and to oversee the profitability (not just the revenues) of the 

relationship (McDonald et al.,2000). With the growth of restaurant business, 

many transactions are now effectively managed with the support of the 

marketing or IT function. Thus, order-taking – traditionally a sales preserve 

– has effectively become a marketing or operational task. The number of 

customers placing orders over the internet is dwarfed, however, by those 

who search for product information online before placing orders through 

other channels. In this way, the role of product knowledge and information 

specialist, formerly part of the salesperson’s role in restaurant business, has 

been transferred to marketing or customer service.  Recipe restaurant 

should aware of these changes and take appropriate steps in its integration. 

Inorder to reap the profit it is necessary to develop groups in restaurant 

business that are made up of people from different functional areas within 

a company—marketing, finance, production, sales and people 

management. These dependencies take many forms, but they are most often 

set up as working groups that are designed to make decisions at a lower 

level than is customary in a given restaurant. They can be either a 

restaurant’s primary form of organizational makeup, or they can exist in 

addition to the restaurant’s main hierarchical arrangement. Recipe 

restaurant management should try to ensure that there is cross functional 

cooperation between the service, sales, marketing and financial control 

measure, in recipe operations. 

CONCLUSION 

The role of marketing manager in providing proper market intelligence and 

designing appropriate marketing plan is well ascertained through this short 

assignment. A marketing manager should be intelligent and through with 

the market analysis and decision making. Integration of proper theoretical 

frame work is essential to get proper feedback about the market condition.  

SWOT, Ansoff matrix, Market segmentation, targeting and positioning 

required better skill and expertise in market analysis and decision making. 

Through Ms. Wan the restaurant business in this case thus ensure that 

within a period of 3 years Recipe will be one the best and popular restaurant 

in the Nilai region of Malaysia catering the needs of international as well as 

local customers. The sales forecast and sale management effort provide 

better insight into the Recipe restaurants progress in the coming days with 

the support of efficient market managers. 


