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Abstract. Increasing the number of tourist arrivals triggered the 
development of the culinary industry in the city of Bandung. Until 2016 
estimated the number of cafes & restaurants in the city of Bandung reached 
2000 companies. The more choice alternatives cause each consumer to be 
more selective in choosing restaurant & café. This condition indirectly 
increases the intensity of competition in the culinary industry. Only cafes 
and restaurants can provide the highest value that can be a priority in 
customer purchasing decisions. Past research suggests that design can be a 
tool to create and deliver value to customers. This study examines how the 
design is used in the creation of value in one of the cafes in Bandung, 
namely Serasa Salad. As the object of research in this study, Serasa Salad 
Cafe was chosen because it is one of the start-up culinary that managed to 
create value through the design strategy in its business development. This 
research uses qualitative research method with case study approach. 
Method of data collection is done through literature study, observation, and 
interview. The results of this study can be a reference to how design 
strategies are used by small and medium-sized enterprises in creating 
customer value. 
Keywords: Design Strategy, Value Creation, cullinary industry, Serasa 
Salad Cafe 

1 Introduction 

Tourism industry in the city of Bandung grew rapidly since the construction of Cipularang 
highway in 2005. Along with the increase in the number of tourists in Bandung, it also 
increases the sub-sector of the culinary industry. Based on data from the Central Bureau of 
Statistics (BPS) Bandung in 2005, the number of listed restaurants was only 247 and 
jumped dramatically to almost 2000 restaurants by 2016 [1]. The listed amount is a 
licensed restaurant business, which is estimated to be only 10 percent of the total all the 
restaurants in Bandung (source: Cafe & Restaurant Association of Bandung City). 

The increasing number of this significant culinary entrepreneurs resulted in the 
increasing intensity of competition in the culinary industry in Bandung. In order for 
culinary entrepreneurs to compete in a highly competitive industry, one way is to provide 
added value to its customers (value propositions). Design value propositions can be done 
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by innovate the value (value creation) and delivering it to the customer. A Value 
innovation will make customers willing to pay higher and will increase revenue streams 
[2]. Value proposition creates added value for the market segment through the mixing of 
elements that fit the needs of the market segment. According to Hermawan, added value 
can be quantitative such as; price and speed of service as well as qualitative like design 
and customer experience [3]. 

According to the EU Study, creativity and design in particular play an increasing role 
in creating products and services with high added value for consumers [4]. According to 
Best, design creates value through innovation, enhanced functionality, visual 
differentiation, brand reinforcement and positive energy in the customer experience [5]. 
Therefore, design plays an important role in an organization. Based on previous research 
concluded that the design can act as a tool to create a value for a product offered. The 
problem is how the value offered does not stop only on the aesthetic level alone, but to the 
strategic level of the company in order to have maximum benefit. One way to bring design 
to a strategic level is through design strategy. A design strategy is a scientific discipline 
that helps companies determined what needs to be done and is made, why and how to 
innovate as part of a long-term business decision. 

One of the successful SMEs implementing design strategy in value creation process to 
face competition is Seasa salad. The company was established in 2015 as a micro-scale 
culinary business. As a startup business, this business still has various problems: the lack of 
corporate identity, the low brand awareness, and the lack of differentiation with similar 
competitors. However, at this time Serasa Salad has grown rapidly into a culinary business 
with medium-scale economy and still growing. Based on observations and interviews, one 
of the triggers for business development is based on how they seek to understand the 
market and their customers and provide solutions to problems through design. How design 
is used at the company's strategic level is the reason the author chose Serasa Salad as the 
object of research. The authors hope this research can be a demonstration of how design 
can play a role in value creation, so that the resulting design results are judged not only 
aesthetically but also as a strategic step for business development 

1.1 Problem Identification 

The high intensity of competition in the culinary industry demands every business entity to 
deliver more value to its customers. In this regard, design can serve as a tool for creating 
value for a product / service. On this basis, the researcher tries to reveal the extent to which 
the design strategy used by the object of research in the process of value creation. 

1.2 Theoretical Reviews 

Value Propositions as a solution to the needs and desires of customers with the design 
described by Bemsen (1987), namely that the design departs from the realm of pure 
aesthetic science to create objects that meet the needs and satisfy human desires. Designers 
must accommodate the economic, aesthetic, technological and market values until they 
become the result of their own synthesis. Furthermore design has an important role for 
small and medium enterprises (SMEs) because it can improve communication and product 
development, and can be a source of support for innovation. John Heskett also looks at the 
role of the designer in the value creation process and confirms that design is incorporated 
into the corporate strategic management level [6]. 

Design becomes very important for small and medium enterprises because it can 
improve communication and product development, and can be a source of support for 
innovation [7]. This is reinforced through the results of a study conducted by Europe Union 

Advances in Social Science, Education and Humanities Research, volume 197

110



in 2009 which states that the design plays an important role in brand development for 
organizations and companies. According to Best (2006), design creates value through 
innovation, enhanced functionality, visual differentiation, brand reinforcement and positive 
energy in the customer experience, therefore design plays an important role in an 
organization.. The same opinion is also put forward by Lockwood which states that the 
design has more potential to drive business change, strengthen innovation, create customer 
experience, and add value [8]. Design in many ways has evolved with more emphasis on its 
widespread design role not only as the creation of objects, but as an important process for 
innovation and creativity (von Stamm 2008). 

Table 1. Design Strategy Process 

Phases Issues to analyze Tools 
1. Strategy formulation 
 
Competitive analysis 
External 

Industry attractiveness 
Opportunities & threats 

PEST analysis 
Porter 5 forces model 
Scenarios 
Strategic group 
Segmentation 
Matrix attractiveness/assets 

Competitive analysis 
Internal 

Strategic capacity 
Key success factors 
Strengths & weaknesses 

Value chain 
Benchmarking 
Porfolio analysis 

Organizational objectives Synthesis SWOT analysis 
 Corporate governance 

Stakeholders expectations 
Business ethics 
Culture  

 
Matrix power/interest 
Identity focalization 

 Mission vision Design management 
Strategic audit 

2. Strategy selection Balance between governance 
objectives and SWOT analysis 

Porter generic strategies 
- Volume/price 
- Differentiation 

3. Strategy 
implementation 

Strategy development routes Vertical integration 
Diversification 
Internationalization  

(Source: Brigitte, 2003) 

The design linkage at the strategic level is proposed by Brigitte Borza De Mozota, "design 
contribution in the strategy formulation process by ensuring design involvement in the 
formation of corporate culture, the search for design innovation opportunities and the 
application of corporate identity through design" [9]. The process of design strategy 
formulation involves the interaction between design and business strategy. According to 
Best [5], design strategies define how an organization decides to use design and how the 
design process is used for operational needs. According to Terry Lee Stone, design 
strategies, both as theory and practice, refer to an integrated holistic planning process to 
examine the interaction between design and business strategy [10]. 

2 Methods 

This research uses qualitative research method through case study approach. The object of 
this research is Serasa Salad Cafe, a start up in culinary industry in Bandung which 
successfully developed its business with value innovation through design strategy. Primary 
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data was obtained through interviews with stakeholders Serasa Salad and direct observation 
of each design output. Secondary data is obtained through literature reviews such as 
textbooks, journals, reports, websites and internal documentation. 

3 Discussion 

3.1 Profile of Research Object 

Serasa Salad is a company engaged in the culinary industry that focuses on offering healthy 
foods such as Salad, dressings and fruit juice. Serasa Salad was established in April 2015 in 
Bandung. Initially, Serasa Salad operates by applying a delivery-based business concept 
using Instagram and Path online media. In March 2016, Serasa Salad opened its first cafe in 
Bandung Forest Park area. In September 2016, Cafe Serasa Salad moved to Jl. Bungur No. 
37 Bandung, due to consideration of easier location to reach customer and more appropriate 
place. 

 
Fig. 1. Serasa Salad Café (Source: Serasa Salad Document) 

In early January 2017, Serasa Salad involves outhouse designers to make business process 
changes. The first thing to do is to formulate a design strategy and implement it in its 
business process. One of the outcomes of the design strategy is to reinforce the value that 
the customer perceives of the products being offered. The next step is to innovated the 
service (service design) and communicate the value of the company to the customer. 
Implementation in the visual form helps to strengthen the identity and brand awareness of 
the company. In 2017, Serasa Salad opened a Jakarta branch serving Delivery & Catering 
service and has been planned to open the next branches. 
 

 

Fig. 2. Product of Serasa Salad (Source: Serasa Salad Document) 

3.2 Strategy Design 

Design Strategies undertaken by Serasa Salad are meant to look for design opportunities 
that can create and deliver value to customers. The hope is that the value can provide more 
experience to customers who take them to be loyal customers. The process is carried out 
through three stages: strategy formulation, strategy selection, and strategy implementation. 
The process of design strategy is oriented towards the framework of design management 
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strategy released by Mozota [9]. In its application, the process of collecting data and tools 
for analyzing is simplified according to company needs and data. 

3.2.1   Strategy Formulation 

The strategy formulation process begins with data collection, data analysis and ends with 
the determination of corporate objectives as the next process of strategy selection: 
 Internal Analysis 

At this stage, an assessment of the operational, HR, marketing and financial functions 
is performed to determine the capacity to implement the strategy, key success factors 
and the strength and weakness of Serasa Salad.  

 External Analysis 
At this stage the measurement of the extent to which the attractiveness of the industry 
using PEST analysis, Porter Five Forces, and market segmentation. The results of this 
stage are the factors that can be an opportunity and a threat to the Serasa Salad.  

 Organizational Objective 
At this stage SWOT analysis is used to synthesize the results of internal and external 
analysis. Next is an assessment of the vision, mission and initial goals of Serasa Salad. 
Designs participate in developing a vision by issuing concepts that unify corporate 
communications and strategic values. At this stage, an audit of existing design outputs 
and the extent to which the strategy is selected 

The results of all data collection followed by the analysis process are summarized in the 
SWOT analysis table. Insight gained into consideration of what strategy and design 
opportunities need to be taken. What needs to be emphasized is how in each process 
through, designers understand every problem, needs and desires customers well. So the 
results of the chosen strategy generate more value for customer experience and satisfaction. 

Table 2. SWOT Analysis 

Strength 

1. The diversity of the menu and products  
2. Organic ingredients are sourced directly from local farmers 
3. Special dressing made by Serasa Salad that is not owned by competitors 
4. Take-away packaging that is heat resistant 

 
Weakness 

1. Unclear corporate identity 
2. Unclear company differentiation 
3. Low Brand Awareness 
4. Ineffective information and communication media 
5. The cafe location is less visible

Opportunity 

1. Healthy lifestyles are increasingly in demand 
2. Higher levels of consumer lifestyles 
3. Increasing the number of tourists as a potential customers 
4. Government support through Start Up and SME development programs 
5. Increased use of digital marketing by the community

Threat 

1. The volatility of the currency exchange rate that tends to increase causes 
the rising  prices of raw materials 

2. Increasing number of new players in the healthy food culinary 
industry 

3. Most of the ingredients are food that is easily expired 
4. Most of the ingredients are vegetables and fruits whose yield depends on 

season, climate, and weather 
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3.2.2  Strategy Selection 

Table 3. Strategy Selection 

Business Strategy Explanation 
Porter 
Generic 

Focus 
Strategy 

Serasa Salad focus on developing healthy foods like salads and juices 
to strengthen identity.

Ansoff 
Matrix 

Market 
Penetration 

Based on PLC analysis, salad-like products are still in the 
introduction stage. For that to be done is to focus on existing markets 
and introduce more aggressively to offer existing products 

 
Branding Strategy 

To improve brand awareness and strengthen Serasa Salad's identity as 
a healthy food producer, it is necessary to do branding strategy 
through design visualization 

Design Strategy Explanation Media 
  
Brand Identity 

To strengthen the identity of Serasa Salad as a 
business identical with health products, it takes 
visualization in the form of logo and its identity 
media derivatives 

Logo, name 
card, 
Stationary, 
packaging, sign 
system, etc 

Innovation At this stage, the design is used as a tool to create 
value through innovation. 

 
Web Site, 
Information 
sign, Brochure, 
Poster, etc 

 
Media Information 
and communication 

To communicate and provide information with 
customers about the company's activities as well 
as the value created in the need of interactive 
visual media and print media.

3.2.3 Value Creation Process 

In the formulation stage of the design strategy, the process focuses on trying to understand 
the customer, answering every opportunity identified, innovating and communicating back 
to the customer. So the resulting Innovation answers again the question in this research, that 
is how the design strategy is used to create value, so that customers feel the benefits of 
greater than the cost they spend. 

The first thing done is to visualize Serasa Salad identity as a healthy food business. This 
is shown by the logo along with the design system that gives the impression Clean, Natural, 
and Healthy. Based on the analysis, one of the advantages of Serasa Salad is the use of 
organic ingredients directly taken from local farmers. This becomes the value of how the 
product offered has the story and meaning behind it. This value is translated through a 
tagline "Handful of Local Goodness" which means that every ingredient and product 
offered in Serasa Salad is sourced from the best raw materials of local farmers. 
Furthermore, this message is communicated that every product sold means helping the 
community or farmers around us. The next step is to communicate the value of "goodness" 
through information media such as brochures, posters, web site, etc. To further reinforce the 
perceived value of the customer to Serasa Salad products, the customer is given education 
about the benefits of every ingredient used through the visual media. 

Recognizing that every customer has different tastes and understanding that the buying 
experience is part of the product offered, Serasa Salad is innovating in terms of its product 
offerings. The product initially offered only in accordance with the menu is changed with a 
custom system. Through this system, every customer can buy according to his taste. The 
system initially only applied to conventional café, but then developed through web site for 
delivery system. 
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3.2.4 Strategy Implementation 

The selected design strategy is implemented in the form of visual media. According to 
Swasty, visual branding is divided into two major groups, namely visual identity and brand 
communication [11]. Visual identity to strengthen the character Serasa Salad and brand 
communication to deliver value and other information required by customers. 

Table 4. Design Strategy Implementation  

Visual Identity 
Logo Name Card Catalogue/ Menu 

   
Packaging 

  
Brand Communication 

Brochure Poster Web Site

  
Feat Social Media Information Sign  

 

 

4 Conclusion 

Design strategy requires designers to be able to see the client's problems in a 
comprehensive perspective, like from the business side and the design itself. When the 
designer understands the business process intact, the resulting design will be more effective 
as a business solution. Conversely, when the way design thinking is used, it will create 
opportunities for innovation that can improve business performance. The resulting design 
output is not limited to the aesthetic aspect alone, but also includes the function, system, 
service, meaning, until the customer value. 
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This study discusses how the strategic design framework is used to create value in 
Serasa Salad. Value creation is expected to increase the appreciation of the products offered 
and any activities undertaken by Serasa Salad. The Innovation in business processes are 
designed to provide more experience in the buying process. Ultimately, the design is used 
as a tool for improving corporate image and customer satisfaction in the hope of achieving 
the company's goal of business development. 
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