
 

 
31018 

______________________________________________________________ 
DOI: https://doi.org/10.33258/birci.v5i4.7288  

Food and Beverage Business Prospects during Covid-19 

Pandemic 
 

Helmi Azahari¹, Endah Fantini², Samsudin³, Rudianto Hermawan4, Imam Susanto5 
1Communication Faculty, Institut Bisnis Nusantara, Jakarta, Indonesia 
2,3,4,5Institut Ilmu Sosial dan Manajemen STIAMI, Jakarta, Indonesia 

helmi@ibn.ac.id, endah_fantini@yahoo.com, samsudin.stiami@gmail.com, rudi.stiami@gmail.com, 

imamsusanto07@gmail.com 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

I. Introduction 
 

One of the businesses that the crisis has hit the hardest due to the Covid-19 pandemic 

is food and beverage, one of which is restaurants. Cnbc.com in June 2020 noted that the 

value of restaurant business losses due to the Large-Scale Social Restrictions (PSBB) 

policy reached more than IDR 1 trillion. According to the Deputy Chairperson of the 

Indonesian Hotel and Restaurant Association (PHRI), Emil Arifin, the data assumes that 

there are around 21 thousand restaurants in Java, assuming a monthly turnover of IDR 300 

million for each restaurant. Not to mention restaurants on Bali, Lombok, and Sumatra 

islands, and others (on cnbc.com 5 June 2020). 

The survey on the impact of Covid-19 on business actors conducted by the Central 

Statistics Agency (BPS) from 10 to 26 July 2020 showed that two sectors experienced a 

profound decline during the pandemic, namely accommodation and food and drink, as well 

as transportation and warehousing. In terms of operations, most micro and small businesses 

and medium and large businesses still operate generally, with 49.4 percent and 59.8 

percent, respectively. Around 5 percent of MSEs and 10.1 percent of UMBs are reported to 

have stopped operating due to the Covid-19 pandemic. 
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The condition of the food and beverage business is growing in line with Indonesia's 

economic growth. Kontan.com noted that economic growth in the second quarter of 2020 

contracted minus 4.19 percent. From these data, it can be seen that restaurant businesses 

that rely on face-to-face contact between customers and restaurant waiters have been hit 

hard by the Covid-19 pandemic. 

Entering 2021, the restaurant business is already better than in 2020. One of the 

reasons is the improving economic growth. BPS data shows that Indonesia's economic 

growth in the first quarter of 2021, although still experiencing a contraction, was better 

than before, minus 0.74 percent. 

Indonesia's economic growth in the second quarter of 2021 is also expected to return 

to positive. Coordinating Minister for Economic Affairs Airlangga Hartarto estimates that 

Indonesia's economic growth in the second quarter of 2021 will reach 6.7 percent to 7 

percent. 

Improved economic growth has made the restaurant business condition better. One of 

the reasons is the use of information technology in the promotion and marketing of 

restaurant products. Restaurant entrepreneurs have now found a way to serve customers 

during the Covid-19 pandemic through internet services. Customers order goods through 

the GoFood and Grab Food applications on the internet, restaurants prepare and pack 

orders, and motorcycle taxi drivers deliver food and drinks to customers. The outbreak of 

this virus has an impact of a nation and Globally (Ningrum et al, 2020). The presence of 

Covid-19 as a pandemic certainly has an economic, social and psychological impact on 

society (Saleh and Mujahiddin, 2020). Covid 19 pandemic caused all efforts not to be as 

maximal as expected (Sihombing and Nasib, 2020). 

The internet era has had a tremendous impact during the Covid-19 pandemic. The 

inability to meet industry and customers can be bridged by internet media. Nasrullah 

(2014, 23) states that the presence of this internet media is a new form of communication 

that has changed how restaurant business services customers. So that people's behavior in 

buying food and drinks also shifts from buying directly to buying via the internet. 

This research was conducted with a case study of Landscape Cafe on Jalan Benda, 

Panjang, Benda, Tangerang City, Banten. This cafe is an example of a restaurant business 

opening during the Covid-19 pandemic. The location is not far from Soekarno-Hatta 

Airport. Landscape Cafe will start operating on March 28, 2021. 

Several previous studies have highlighted the impact of the Covid-19 pandemic on 

the restaurant business in Indonesia. Among them by Niko Al-Hakim (2021) and Liliyana 

(2020). Other research that is used as a reference for this research is the use of online 

media for product marketing, such as that conducted by Rotumiar Pasaribu (2020) and Siti 

Ngainnur Rohmah (2020). 

This research was conducted to determine the restaurant business prospects during 

the Covid-19 pandemic in Indonesia. Observations were made using the descriptive 

qualitative method with a case study approach. The unit of analysis is Landscape Cafe 

which operates near Soekarno Hatta Airport, Tangerang, Banten. 

There are two research questions (question research) in this study: how can 

marketing communication strategies support restaurant business marketing during the 

Covid-19 pandemic and how is the restaurant business marketing communication strategy 

managed during the Covid-19 pandemic? 
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II. Review of Literature 
 

2.1. Marketing Communication 

According to Morissan (2014, 1), advertising and promotion are an inseparable part 

of modern society's economic and social system. The ability of advertising and other 

promotional methods to convey messages to consumers makes these two fields very 

important for the company's success. 

To understand the role of advertising and promotion in marketing, it is necessary first 

to know what marketing is. Kotler and Keller (2016: 51) define marketing as an 

organizational function and a set of processes for creating, communicating, and delivering 

value to customers to manage customer relationships that benefit the organization and its 

stakeholders. Marketing activities are often interpreted as activities in marketing a product 

or service that is traded by the company and is aimed at consumers. 

Marketing a product or service requires a strategy. One of them is a marketing 

communication strategy. Kennedy and Soemanagara (2009: 5) explain that marketing 

activities use communication techniques that provide information to many people so that 

company goals are achieved. There is increased income from using the services or 

purchasing the products offered. 

According to Kotler and Keller (2016), marketing communication is a means 

companies use to inform, persuade, and remind consumers, directly or indirectly, about the 

products and brands they sell. Meanwhile, Kusniadji (2016) explains that marketing 

communication activities aim to introduce, establish and create interactions between 

companies and business partners and consumers with these activities or are an effort to 

communicate companies, products, or services to outside parties (business partners, 

suppliers). 

According to Tjiptono (2016, 278), marketing communication is one of the 

determining factors for the success of marketing strategies and programs. Regardless of the 

quality of a product, if consumers have never heard of it or are not sure that the product 

will be helpful, they will not be interested in buying it. 

Tull and Kahle (in Tjiptono, 2016, 3) state that a marketing communication strategy 

is a fundamental tool that is planned to achieve the company's goals in developing a 

sustainable competitive advantage through the market entered and marketing programs 

used to serve the target market. 

So it can be concluded that the marketing communication strategy is a tool to provide 

information, influence, and promote a marketing activity to achieve the company's success. 

Marketing communication has three main objectives, namely: 

1. Informing (providing the information). 

2. Persuading (persuade) 

3. Reminding 

 

2.2. Promotion and Publicity 
Michael Ray (1982) defines promotion as the coordination of all efforts initiated by 

the seller to establish various channels of information and persuasion to sell goods and 

services or introduce an idea (Morissan, 2014, 16). 

The primary instrument used to achieve the company's communication goals, said 

Belch (2009, 14), is the promotion mix. The promotion mix includes six essential 

elements: advertising, sales promotion, publication/PR, personal selling, direct marketing, 

and interactive media. 
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One way of promotion is through advertising. Ralph (1965) defines advertising as 

any non-personal communication about an organization, product, service, or idea paid for 

by a known sponsor (Morissan, 2014, 17). 

Another promotional tool is publication or publicity. According to Morissan (2014, 

29), publicity is the activity of placing news about a person, organization, or company in 

the mass media. At present, the media used is social media. 

Publicity places more emphasis on the one-way communication process. The word 

publicity comes from English publicity which means information from outside sources 

used by the mass media because the information has news value. Publicity is information 

that Public Relations cannot control regarding placing messages in the mass media because 

the source does not pay the media to load the news in question. 

 

2.3. Word of Mouth   
Hasan (2010, 24) states that word of mouth (WoM) has been used for a long time in 

society. For example, when we hear the phrase method titular in Javanese, the principle is 

that news, notifications, invitations, and information are conveyed widely by word of 

mouth orally. 

In the business world, the WoM marketing model is part of an effort to 

deliver/deliver business messages to consumers, especially their target market, so that they 

can find out the advantages of products amid increasingly diverse competing product 

offerings. 

Conceptually, the WoM marketing model starts from the perception of a good image 

in the eyes of consumers. Therefore, WoM marketing, both conventionally (verbally) and 

with the help of information technology such as e-marketing, will never be optimal both in 

seeking new customers and in creating repeat purchases in the long term. 

According to Hasan (2010, 25), several reasons make WOM a vital source of 

information in influencing purchasing decisions, namely: 

1. WoM is an independent and open source of information. 

2. WoM is very powerful because it provides benefits to those who ask with direct 

experience about the product through the experiences of friends and relatives. 

3. WoM is tailored to people interested in it; one will not join the conversation unless they 

are interested in the topic. 

4. WoM produces informal advertising media. 

5. WoM can start from one source depending on how the power of influencers and social 

networks spreads quickly and widely to others. 

6. WoM is not limited by space or other constraints, such as social ties, time, family, or 

other physical barriers. Internet reduces or even exceeds the boundaries of 

communication between people. 

The results of Nielsen's research in the United States on companies that use WoM 

marketing concluded that consumer trust formed from the recommendations of other 

consumers (family, friends, neighbors, and relatives) is the most effective form of 

advertising for purchasing decisions (in Hasan, 2010, 26). 

One way to disseminate information to create WoM is through social media, in this 

case, Instagram. The advantage of spreading messages through the internet, according to 

John Vivian (2008), is that the internet can go beyond the pattern of spreading traditional 

media messages. The nature of the internet that can interact blurs geographical boundaries, 

interaction capacity, and most importantly, it can be done in real-time (Nasrullah, 2014, 

13). 
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Nasrullah (2014, 15), quoting Jan Van Dijk (2006), states that the era of internet 

media is marked by media convergence. Structurally, media convergence means the 

integration of three aspects, namely telecommunications, data communication, and mass 

communication, into one medium. 

 

III. Research Method 

 
Preliminary analysis by conducting a literature study of this research is used to 

perform bibliometric analysis. Bibliometrics can be divided into two aspects: construction 

of bibliometric maps and graphical representation of maps. However, the main concern in 

the bibliometric literature is the construction of bibliometric maps. Research on the effect 

of differences on size similarity (Ahlgren et al., 2003), and tested with different mapping 

techniques (Boyack et al., 2005). 

Several articles rely on simple graphical representations via computer programs in 

the bibliometric literature. This study uses publication data from various scientific journals 

and other sources obtained by examining 1,000 articles on Google Scholar. Reports were 

obtained using the help of publishing and perish software with the keywords Food and 

Beverage Business in Indonesia during the Covid-19 pandemic. 

Furthermore, qualitative research was conducted on the research results. Kriyantono 

(2006, 56) states that qualitative research aims to explain the phenomenon as profoundly as 

possible through collecting in-depth data. According to Kirk and Miller (in Moleong, 2011, 

2), this qualitative research is based on qualitative observations. 

Data may come from interviews, field notes, photos, videos, personal documents, 

notes or memos, and other official documents. In research using descriptive qualitative 

methods, said Moleong (2011, 11), data were collected in words and pictures, not numbers. 

Thus, the research report will contain data excerpts to illustrate the presentation of the 

report. 

This research uses a case study approach. Yin (2008, 1) states that case studies are a 

more suitable strategy when the central questions of research are related to how and why, 

when the researcher has little opportunity to control the events to be investigated, and 

when the focus of the research lies on contemporary phenomena in the world. In real life. 

Data collection was carried out in two stages. The first is observation, by observing 

the service in the restaurant. While the second is interviews with key informants. In this 

case, there are three informants; the 1st informant is Naufal Fauzan, the restaurant 

manager. The second informant is Yaser, a resident of Tangerang, Banten, a customer who 

comes to the restaurant. And the third informant the Go Car driver. In-depth interviews 

were conducted on May 4 and 5, 2021, to find out how the marketing communication 

strategy supports the marketing of the restaurant business during the Covid-19 pandemic. 

And how is the restaurant business marketing communication strategy management during 

the Covid-19 pandemic? 

 

IV. Result and Discussion 

 
Analysis of previous studies on Indonesia's Food and Beverage business during 

Covid-19 shows 3 to 5 articles in data. The complete data can be seen in the following 

table: 
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Table 1. Articles in journals related to the Food and  Beverage business in Indonesia 

during the Covid-19 pandemic 

Authors Articles Articles Fractionalized 

J JULIANA 5 1,75 

R SITUMORANG 4 1,67 

SF CHOIRISA 4 2,33 

D CHIKODZI 3 1,00 

D SUHARTANTO 3 1,00 

DI PURNAMASARI 3 1,33 

F TJIPTONO 3 0,83 

G GENOVEVA 3 1,33 

G NHAMO 3 1,00 

J HWANG 3 1,17 

 

From the bibliometric analysis using VOSviewer on research that has been done 

previously on the food and beverage business in Indonesia, it shows the network 

visualization as follows: 

 
Figure 1. Bibliometric keywords related to Food and Beverage research in Indonesia 

during Covid-19 

 

From the bibliometric data obtained using the keywords Food and Beverage Business 

in Indonesia during Covid-19, there were 84 items of 6 clusters. Red cluster 1 consists of 

22 items, including business actors, fast food and the restaurant sector. Cluster 2 is yellow 

and consists of 16 items, including F&B and Food & Beverage. Blue Cluster 3 consists of 

14 items, including beverage companies, fast food restaurants and halal food. Cluster 4, 

yellow in colour, consists of 13 items, including beverage business, beverage service and 

coffee shop. Cluster 5, purple, consists of 13 items, including healthy food and restaurant 

association. And Cluster 6, which is aqua colour, consists of 6 items, including food and 

Jakarta. 
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Opening a restaurant business during a pandemic is a tricky thing. The biggest 

challenge is that consumers can't come to the restaurant because of government restrictions 

on people-to-people contact. However, Landscape Cafe has its strategy to overcome these 

obstacles. 

From observations on Landscape Cafe obtained data, the key is selecting restaurant 

locations. The location of the Landscape Cafe, which is on Jalan Benda, not far from 

Soekarno-Hatta Airport, is the right choice as a place to "hang out" for airport employees 

and visitors. They can come to the restaurant to chat with friends or business associates. 

In addition, in the vicinity, there are no restaurants that can be called decent with the 

price of food and drinks offered is not too expensive. Around the location, there are several 

transit hotels. So far, the residents have to go further afield to eat and drink, so the 

Landscape Cafe, managed by a group of young people, can be a solution for eating and 

"hanging out" around Soekarno-Hatta Airport. 

"This restaurant was opened on the basis of a need calculation. There are no proper 

restaurants around the cafe location, so the guest is finding it difficult to eat there. You 

have to go outside, look in the villages. With this cafe, guests are helped and the prices are 

also competitive," said informant 1. 

From observations obtained data, restaurant visitors are employees and visitors of 

Soekarno-Hatta Airport, hotel guests around the location, airport project workers, and 

online transportation drivers waiting for customers. 

"Those who eat at the cafe are people who work at the airport, such as flight 

attendants, airport customers or project workers around the airport, hotel guests and online 

transportation drivers who are waiting for customers," said informant 1. 

Opening a restaurant during a pandemic is a challenge. This choice was made 

considering that eating and drinking are basic needs. 

"From economic calculations, it is not too difficult to open a restaurant business 

during a pandemic, because these are basic needs. Everyone needs to eat, unlike clothes. 

People can not buy clothes at the mall because of the pandemic, but people can't stop 

eating. People who don't eat can get sick. With our cafe, we can help people around us, so 

eating is simple, you don't have to go far. For people at the airport, while waiting for the 

time to go home, they can also hang out at our place. At the airport the restaurants are 

generally standard. People are only offered fast food, they don't have a place to hang out 

like in our cafe", said informant 1. 

The visitor's favorite menu is food. Due to the limited number of restaurants around 

the location, making a food menu that is most sought after by visitors. 

"The visitor's favorite menu is fried rice, chicken penyet, burgers. The price is still 

promo, everything is under 30 thousand. But if there is no promo, fried rice and chicken 

penyet the price is indeed under 30 thousand, but if the burger is above 30 thousand. As for 

drinks, the best-selling ones are coffee and milk shakes. But when it comes to the best 

selling, yes, food," said informant 1. 

The restaurant turnover has not yet reached the target. However, the turnover is quite 

good for a restaurant that has just opened, especially during the pandemic. 

"For the target, yes, it is not appropriate. But at least, until now the operational costs 

are met. Hopefully the turnover will be better later. But we also can't expect much", said 

informant 1. 

How about using an application to shop for food and beverages on the 

InternetInternet? Does it help the level of sales? 

"The location of the cafe which is far from settlements makes not many consumers 

order through applications on the InternetInternet. There are only one or two orders that 
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come in via Grab Food a day. Generally from hotel guests and from employees at the 

airport", said informant 1. 

Then, what is the marketing communication strategy? Promotion is carried out using 

the concept of publication through social media, in this case using a celebgram. 

"The promotion is through social media, inviting celebrities. Nobody pays, all of our 

friends. So there is no need to spend a budget. Promotion using celebgram is very 

effective. At the beginning of the fasting month, it was rather quiet, we boosted promotions 

with the help of celebgrams, sales rose again," said informant 1. 

The concept of promotion using social media at no cost is a publicity or public 

relations activity. In contrast to promotions using paid influencers who fall into the 

advertising category. 

Jefkins (1997, 261) distinguishes between publicity activities which are part of 

Public Relations activities, and advertising activities. The main difference lies in: 

1. Publicity writings must be factual and informative, not exaggerated as we often find in 

advertising. 

2. Advertising is usually addressed to specific market segments and social strata, while 

publicity addresses all groups or people with whom an organization must communicate. 

3. The main costs in advertising are space rent, broadcast, and production, while publicity 

is time. 

In addition, promotion is also carried out through advertising with a selective target 

audience to invite young people to "hang out" at the Landscape Café and invite employees 

and airport visitors to the cafe. 

"We also advertise in collaboration with Grab Car and Go Car. We put an ad in the 

car," said informant 1. 

Jefkins (1997, 5) states that advertising is the most persuasive sales message directed 

to the most potential buyers of specific products or services at the lowest possible cost. The 

advertisement for Landscape Kafe is directed to specific prospective buyers, namely 

passengers and drivers of Grab Cars and Go Cars. 

From interviews with cafe managers, it is known that the marketing communication 

strategy used by Landscape Kafe is publication using social media and placing 

advertisements. More details can be seen in the following table: 

 

Table 2. Landscape Cafe Marketing Communication Strategy 

Marketing Communication 

Strategy 

Action To Achieve Goals Tool 

Publication using social media Inviting celebrities to come to 

the restaurant 
 Instagram celebrity 

Placing Ads Place ads with specific target 

audience 
 Advertising on Grab Car 

 Advertising on Go Car 

 

Is the marketing communication strategy used effectively to keep visitors coming? 

Informant 2 stated that his arrival at the restaurant was due to the influence of the insta 

story created by the celebrity on his Instagram social media. 

"I saw the post on the Instagram celebgram. It seems fun to hang out at a cafe not far 

from the airport. At first, when I was passing through here, I happened to want to pick up 

my brother at the airport, so I came to this cafe. After I felt the place was comfortable to 

"hang out," and the prices for food and drinks were not too high, I came again with my 

friends," said informant 2. 
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How effective is the advertisement in Grab Car and Go Car online transportation? 

Informant 3 admitted that he came to Landscape Kafe because of the influence of 

advertisements in his fleet. 

"Incidentally, the location of the restaurant is adjacent to the parking lot. While 

waiting for passenger orders from the airport to come in, I hung out at this cafe with my 

fellow online transport drivers," said informant 3. 

From interviews with restaurant visitors, it is known that the delivery of marketing 

communication messages through Instagram social media programs and advertisements in 

online transportation fleets effectively brings visitors to restaurants. This means that the 

steps taken by restaurant managers are to publish using a program and place 

advertisements on online transportation to reach the target. 

Opening a restaurant business during a pandemic is a challenge because, according to 

records, one of the businesses hardest hit by the crisis due to the Covid-19 pandemic is the 

food and beverage business, one of which is restaurants. 

The Indonesian Hotel and Restaurant Association (PHRI) for Restaurant Sector 

noted that on the island of Java, there are about 21 thousand restaurants. Not to mention the 

restaurants on Bali, Lombok, and Sumatra islands. 

The restaurant is close to Soekarno-Hatta Airport, and in the vicinity of the location, 

there are no restaurants that provide food, drinks, and proper places, which are the 

strengths of Landscape Kafe. But with good business calculations, the obstacles that stand 

in the way can be overcome. The strategy is the selection of restaurant locations. 

According to Argenti (2010, 4), compiling a corporate strategy includes three things, 

namely (1) setting goals; (2) the resources available to achieve the objectives; (3) 

diagnosing the reputation of the organization. 

Opening a restaurant business aims to get as much profit as possible. Availability of 

resources is the manager of a restaurant consisting of young people by offering food and 

drinks at competitive prices and a decent place to hang out, in addition to maintaining the 

credibility of the organization's image. Maintaining the image's credibility is done using a 

marketing communication strategy: using publications on social media and placing 

advertisements. 

One of the strengths of promotion by using publications from public figures is the 

creation of "word of mouth marketing." According to Szabo (2009), word-of-mouth 

marketing is an effort to give reasons for people to talk about brands, products, and 

services and to make the conversation more accessible (Hasan, 2010, 32). Hasan (2010, 4) 

states that in the business world, word of mouth is the act of consumers providing 

information to other consumers from one person to another. 

The arrival of the celebrity to Landscape Kafe is expected to inform their followers 

of the cafe's existence as a recommended "hangout place" so that their followers also want 

to come to the cafe after word of mouth marketing is created. 

In addition, promotion is also carried out by placing advertisements. This kind of 

advertisement effectively informs drivers and passengers of Grab Car and Go Car that 

there is a cafe that can be a place for them to "hang out" around Soekarno-Hatta Airport. 

The target audience is particular, namely passengers and drivers of Grab Cars and Go Cars, 

so they have a choice of "hanging out" places when they come to the airport. 
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IV. Conclusion 
 

From this research, several conclusions can be drawn that can be used as 

recommendations for anyone who will open a restaurant business during the Covid-19 

pandemic: 

1. The choice of restaurant location is number one. The right location will make it easier 

for managers to bring visitors to the restaurant. 

2. Use the right marketing communication strategy, in this study used publications from 

celebrities on Instagram social media and advertising with specific target audiences. The 

results obtained are very effective in bringing visitors to the restaurant. 

3. In the Covid-19 pandemic, no one knows when it will end, creative steps are needed to 

keep trying during a pandemic. Of course, with sharp business calculations and the use 

of effective marketing communication strategies and can achieve targets. 
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