Business Development Strategy for Calista Nata Restaurant in Balikpapan: A Qualitative SWOT Case Study
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Abstract: This study develops business strategies for Calista Nata, a Makassar specialty restaurant in Balikpapan, by relating customer feedback to the owner’s and an employee’s accounts and a SWOT analysis. The researcher was also a co-owner, enabling direct observation but creating a potential for interpretive bias. The final report contains one documented owner interview, one employee interview, and a list of 21 customer questionnaire respondents aged 21–60; it does not document individual customer interviews. Its descriptive charts report that 20 of 21 customers strongly agreed that the location was accessible and 19 of 21 strongly agreed that they would recommend the restaurant. These responses indicate favorable assessments within the surveyed group, not market-wide satisfaction or measured repeat purchases. The owner described signature dishes, cleanliness, existing catering orders, and relationships with office and community customers; the employee described largely timely service and manageable supplier-distance constraints. The analysis proposes strengthening visible signage and consistent digital communication, testing additional menu and meeting facilities against costs, and developing catering with operational controls. As a single case with researcher involvement and incomplete raw item-level responses, the study offers context-specific strategic options rather than proven performance effects.
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Introduction
Independent restaurants need to coordinate product quality, service, promotion, and cost control as customer expectations and digital channels evolve. Calista Nata Restaurant, located in Balikpapan, serves Makassar dishes including coto and sop konro and offers catering. The managerial question is how to develop the business while retaining its distinctive cuisine. Strategic management provides a way to compare internal capabilities with external conditions before choosing actions (David et al., 2020).
Recent Indonesian studies offer useful but differing approaches. Anggundari et al. (2023) combined business-model and SWOT analyses for a restaurant and recommended customer relationships, digital promotion, menu development, and clearer operating procedures. Windayani et al. (2024) examined a café using resource and external analyses and placed product-quality improvement ahead of other alternatives. Dharmawan et al. (2025) used SWOT with the analytic hierarchy process to prioritize marketing, product quality, and sustainable products for a culinary tourism restaurant. These studies demonstrate that strategy priorities depend on the particular business and on the evidence and decision tool used; their rankings cannot simply be transferred to Calista Nata.
Digital capability also matters to culinary enterprises. Nurqamarani et al. (2024) identified interaction and consistent engagement among factors shaping social media adoption in small culinary businesses. Putro et al. (2025) reported that organizational conditions were associated with digitalization in culinary SMEs, while Mahendra et al. (2024) described a storytelling approach to brand awareness. These results support examining both promotion and the capacity to maintain it. Research on restaurant marketing mix and satisfaction (Risal et al., 2025) further suggests treating customer experience as part of strategy, although its quantitative findings do not establish effects in the present case.
The specific gap addressed here is how a Makassar specialty restaurant serving early-day and office customers can connect actual service and catering practices with customer suggestions and SWOT factors. The case also illustrates the need to disclose the researcher’s managerial role. The study asks: (1) Which factors are supported by customer questionnaire records and owner–employee accounts? (2) Which strategic options follow from their combinations? This contextual contribution does not rest solely on the fact that the restaurant has not been studied before.

Methodology
Research Design and Setting
This descriptive qualitative case study combines participant observation by a researcher who served as co-owner, two documented stakeholder interviews, restaurant materials, and descriptive customer questionnaire evidence. The co-owner’s access supports operational detail but may influence interpretation; customer comments and employee accounts are therefore considered separately from the owner’s claims (Yin, 2018). The case does not estimate causal effects or generalize statistically.
The unit of analysis was Calista Nata Restaurant. Observation, stakeholder accounts, documents, and customer responses were compared before assigning factors to SWOT categories. No weighted internal-external scores, competitor benchmarking, or formal strategy-ranking procedure were reported; therefore, the SWOT matrix does not determine a quantified strategic position.

Research Site and Participants
The site was Calista Nata Restaurant in Balikpapan Baru, MT Haryono Street, Balikpapan. The report’s interview appendix documents one owner and one employee: the owner discussed menu, hygiene, sourcing, office customers, and catering; the employee discussed service, opening hours, and supplier distance. The customer appendix lists 21 questionnaire respondents, ages 21–60 (13 men and eight women), with free-text suggestions and information on how they learned of the restaurant. The report mentions customer interviews but supplies no separate identifiable customer interview transcript or count. Accordingly, the article does not count the 21 questionnaire participants as interviewees.

Data Sources and Instruments
Primary material includes direct operational observation by the researcher/co-owner, the two documented interviews, menus and promotional material, and the customer questionnaire. The appendix lists 21 named customers; the article reports them anonymously and in aggregate. Recruitment method, response rate, precise dates, and full item-level raw responses are absent. Thus percentages taken from the final-report charts are descriptive of the 21 listed respondents only and should be checked against the original forms before submission.
The owner reported daily use of fresh ingredients, attention to cleanliness, existing lunch-box and snack-box orders, and a desire for more varied dishes and an air-conditioned private meeting room. The employee reported that delays were uncommon except when tables ordered simultaneously and described supplier distance as manageable through inventory planning. These accounts are first-person perspectives, not independent measurements of quality or competitive advantage.
Secondary material included recent empirical studies and strategy and case-study books used to interpret the case. Published claims about other restaurants were not treated as direct evidence about Balikpapan or Calista Nata.

Collection and Analysis Procedure
The researcher acted as both co-owner and participant observer in service, employee management, promotion, and strategic decisions, as stated in the final report. The owner and employee accounts were recorded as question-and-answer material in its appendix; questionnaire forms used five response positions and open questions. The published report does not specify informed-consent procedures, the interview dates, or a reflexive log. The authors should confirm these details from field records before journal submission.

Data Collection
Operational observation, an interview with the owner, an interview with an employee, and a customer questionnaire were combined. The source report’s claim of customer interviews is not supported by individual customer interview records in its appendix; open questionnaire comments are therefore identified as such. The researcher’s co-owner role requires clear separation between firsthand observation, managerial interpretation, and customer feedback.
Participant observation included preparation, service, customer interaction, and promotion. The source report does not specify the observation dates or session count.
The appendix documents an interview with the owner and one with an employee. Their length and interview dates are not stated. Their accounts may be translated and paraphrased, but the source does not support reporting additional interview participants.
The customer appendix lists 21 respondents. Its form contains five ordered response positions (1–5) for food, drinks, price, service, cleanliness, social media, access, and recommendation, with duplicated items in the printed form. The report’s chart descriptions are inconsistent for several items and the raw selections by person are absent. The present article therefore restricts exact numerical claims to unambiguous counts recorded in the report and uses open-ended suggestions descriptively.
Menus, packaging, social media, photographs, and catering formats provide context. The owner says branded take-away packaging, a banner, and social promotion were already being used; recommendations concern improved visibility and consistency rather than introducing entirely new channels.

Data Analysis
The analysis first distinguished customer response summaries, questionnaire comments, owner and employee statements, and direct observations. Recurrent operational issues were then assigned to internal factors and perceived market conditions to external factors. The final report offers some charts using n = 21, but does not provide raw item-level forms; the article reproduces only the report’s explicit counts for access and recommendation and does not calculate new distributions.
Internal factors are menu, service, facilities, procurement, and communication decisions under the restaurant’s influence. Competition and ingredient-price changes are external conditions as perceived by informants; no competitor census or cost time series was supplied. SO, WO, ST, and WT combinations generate options rather than weighted ranks (Rangkuti, 2016).
The four strategy combinations were interpreted as follows:
a. SO (Strength-Opportunity) Strategies, which utilize organizational strengths to capitalize on external opportunities.
b. WO (Weakness-Opportunity) Strategies, which overcome organizational weaknesses by exploiting available opportunities.
c. ST (Strength-Threat) Strategies, which employ organizational strengths to mitigate external threats.
d. WT (Weakness-Threat) Strategies, which minimize weaknesses while reducing exposure to external threats.
Recommendations were assessed for their fit with the observed and reported conditions. Without weights, costs, feasibility ratings, or implementation outcomes, their order should be understood as an editorial recommendation for initial action, not a statistically established ranking.

Credibility and Reporting Limitations
The owner and employee interviews and open questionnaire comments offer different vantage points. The owner characterized hygiene and product freshness as strengths; a customer requested clearer visible signage, several requested menu variety, and another requested air conditioning. The researcher’s co-owner position and absence of raw item-level data limit independent verification; disagreement should be retained rather than resolved by assumption.
The 21 listed customer responses cannot represent all Balikpapan diners. Willingness to recommend is a stated intention, not observed repeat purchasing; broad claims about loyalty or profitability are therefore avoided. Interview chronology, consent, selection criteria, and item-level data remain to be verified from original records.

Results and Discussions
Results
The appendix lists 21 customers and a five-position questionnaire. Table 1 retains only the two chart statements in the report with explicit counts and denominator, alongside the report’s open comments. Other displayed percentages in the earlier manuscript used n = 22 and cannot be reconciled with the 21-person appendix.

Table 1. Selected customer responses documented in the final report (n = 21)
	Recorded item
	Strongly agree
	Other responses / interpretation

	Location is easy to reach
	20/21 (95.2%)
	1/21 agree (4.8%); surveyed customers only

	Willingness to recommend
	19/21 (90.5%)
	2/21 agree (9.5%); stated intention, not actual referrals

	Open suggestions
	Not a scaled result
	Clearer signage; menu variety; an air-conditioned room; maintain taste and service


(Source: Final research report, questionnaire appendix and reported charts, 2026)

Among the 21 named customers, 20 strongly agreed that the location is easy to reach; the remaining customer agreed. Nineteen strongly agreed they would recommend the restaurant and two agreed. These are respondent-reported judgments; they do not establish observed referrals or loyalty. The report’s taste, service, and price chart narratives contain conflicting percentages, while the appendix lacks raw individual scale responses; no exact distributions for those items are reproduced here.
Table 2 groups the interview accounts, open customer suggestions, and business observations. Owner-described external market growth and competition are treated as perceptions pending external corroboration. Existing brand packaging, signage, social activity, and catering must be distinguished from recommendations to improve their consistency and reach.

Table 2. SWOT factors and their evidence in the final research report
	Category
	Strategic Factors
	Description

	Strength
	Distinctive menu and catering
	Owner: coto Makassar and sop konro; existing snack/lunch boxes and catering.

	Strength
	Access and reported service
	20/21 strongly agreed on access; employee described usually timely service.

	Weakness
	Menu and meeting facility gaps
	Owner wants more variety and air-conditioned room; customers also suggested these.

	Weakness
	Visibility and procurement logistics
	A customer requested clearer signage; employee noted distance from the supply market.

	Opportunity
	Office and event orders
	Owner identified nearby offices and existing orders; growth remains to be tested.

	Opportunity
	More consistent digital communication
	Existing social media and branded packaging could convey menu and catering offer.

	Threat
	Nearby competition and input-cost changes
	Owner perceived intense local choice and volatile input costs; not independently measured.


(Source: Final research report: interviews, questionnaire comments, and restaurant records, 2026)

The distinctive Makassar menu and established catering formats give the restaurant a specific proposition for office and event customers. However, the owner’s view of freshness and hygiene has not been independently benchmarked. Customer comments on signage, menu choice, and air conditioning point to concrete changes that merit costing and testing. The employee’s account qualifies procurement risk: market distance is a constraint that has so far been managed, rather than evidence of frequent service disruption.
The owner identified offices, banking customers, and event orders as promising segments; this is supported by existing lunch-box and snack-box activity but not by a quantified market forecast. Raw-material and gas-price volatility were described as risks. Any proposed private room, expanded menu, or catering contract requires a margin and capacity estimate before investment.

SWOT Combinations and Strategic Interpretation
Table 3 combines the documented factors. Because the earlier matrix contained items that were not evidenced in the final report, its entries have been rewritten. The output is a set of feasible alternatives, not a scored Internal–External or QSPM position.

Table 3. SWOT Matrix of Calista Nata Restaurant
	Internal / external
	Opportunities: office and event demand; improvement of existing social channels
	Threats: local competition; volatile inputs

	Strengths: distinctive menu; catering; accessible site; service
	SO: use menu identity and existing boxes to pilot office catering; communicate access and signature dishes consistently.
	ST: preserve taste and service routines; cost signature dishes and monitor supplier terms.

	Weaknesses: menu/facility requests; signage visibility; supply distance
	WO: test a small menu extension and clearer signage; assess meeting-space costs against expected bookings.
	WT: plan purchases and alternate suppliers; monitor complaints and avoid investments without margin evidence.


(Source: Authors' analysis based on primary data, 2026)

The matrix suggests a staged approach: first improve legibility of the existing sign and consistency of the digital menu and catering information; then test a small office-order offer; finally examine facility investment if meeting demand is documented. A customer explicitly requested a more visible sign. Anggundari et al. (2023) proposed customer relationships and digital promotion in another restaurant, while Nurqamarani et al. (2024) highlighted sustained interaction in small culinary businesses. These comparisons support a disciplined pilot, not an asserted effect on revenue.
No weighted scores or longitudinal sales data establish a “growth-oriented” strategic quadrant. The owner’s concern about competitors also differs from the employee’s perception that competition had not significantly disrupted operations. That divergence suggests recording actual orders, complaints, and costs before prioritizing expensive responses. Dharmawan et al. (2025) used AHP to produce ranked priorities in a different restaurant; this case has no equivalent ranking.

Proposed Business Development Actions
Table 4 translates the SWOT combinations into actions and intended outcomes. The stated outcomes are expectations to be evaluated after implementation; they are not results already observed in this study.

Table 4. Recommended Business Development Strategies for Calista Nata Restaurant
	Strategic Priority
	Recommended Actions
	Expected Outcomes

	Digital Marketing Enhancement
	Improve existing social profiles, menu and catering information, signage, and tracked customer enquiries.
	Increased brand awareness, broader market reach, and higher customer engagement.

	Product and Service Innovation
	Pilot a few new items and assess a private meeting room only after estimating demand and cost.
	Greater customer satisfaction, stronger product differentiation, and increased repeat purchases.

	Business Partnership Expansion
	Trial nearby office and event catering with clear pricing, capacity, and margin records.
	Diversified revenue sources and expanded market opportunities.

	Customer Relationship Management
	Develop customer loyalty programs, encourage online reviews, respond actively to customer feedback, and strengthen communication through social media platforms.
	Higher customer retention, stronger customer loyalty, and positive electronic word-of-mouth.

	Human Resource Development
	Provide regular training on customer service, food handling, digital marketing, and operational efficiency. Encourage continuous learning to improve employee competencies.
	Improved service quality, higher employee productivity, and more efficient restaurant operations.

	Operational Efficiency
	Document inventory, supplier alternatives, food costs, and service complaints.
	Better cost control, reduced operational risks, and improved business sustainability.


(Source: Developed by the authors based on SWOT analysis, 2026)

The business already uses social media, logos on packaging, and a banner, according to the owner. The customer appendix identifies social media, friends, relatives, and repeat visits as discovery routes, but does not establish channel shares for the wider market. A pilot should update the existing menu and catering information, improve sign visibility, and log enquiries by channel before increasing advertising spend (Mahendra et al., 2024; Putro et al., 2025).
Customers asked for additional menu choices and an air-conditioned space, while the owner also proposed a private room. These requests are not a business case by themselves. Small menu trials can be assessed by food cost, preparation time, and customer feedback; room investment needs a budget and booking estimate. Supplier distance, raised by both the owner and employee, supports documenting inventory routines and alternatives. Agustini et al. (2024) examined supply-chain management and performance in creative-economy enterprises, offering a relevant rationale for monitoring procurement without implying that its statistical findings apply directly to this restaurant.
A monthly record of catering enquiries, conversions, food-cost percentages, service complaints, and repeat orders would test these options. Such outcomes are proposed measurements, not findings of the present report. Existing evidence from culinary SMEs connects digital marketing to performance (Asmawiyah et al., 2025; Aryani & Tuti, 2023), but the observational design here cannot identify a causal effect.

Discussion
A resource-based interpretation asks whether distinctive dishes and preparation routines can retain value through consistency, sourcing, and service (Barney, 1991). The owner emphasized fresh preparation, while the employee described inventory planning. The link between supplier management and performance is also examined by Agustini et al. (2024) in the wider creative economy; that separate quantitative association supports considering supplier routines, but does not measure effects at Calista Nata. Restaurant studies by Windayani et al. (2024) and Risal et al. (2025) provide comparisons on quality and customer experience, not proof of this restaurant’s superiority.
	The matrix suggests a staged approach: first improve legibility of the existing sign and consistency of the digital menu and catering information; then test a small office-order offer; finally examine facility investment if meeting demand is documented. A customer explicitly requested a more visible sign. Anggundari et al. (2023) proposed customer relationships and digital promotion in another restaurant, while Nurqamarani et al. (2024) highlighted sustained interaction in small culinary businesses. These comparisons support a disciplined pilot, not an asserted effect on revenue.
No weighted scores or longitudinal sales data establish a “growth-oriented” strategic quadrant. The owner’s concern about competitors also differs from the employee’s perception that competition had not significantly disrupted operations. That divergence suggests recording actual orders, complaints, and costs before prioritizing expensive responses. Dharmawan et al. (2025) used AHP to produce ranked priorities in a different restaurant; this case has no equivalent ranking.
The business already uses social media, logos on packaging, and a banner, according to the owner. The customer appendix identifies social media, friends, relatives, and repeat visits as discovery routes, but does not establish channel shares for the wider market. A pilot should update the existing menu and catering information, improve sign visibility, and log enquiries by channel before increasing advertising spend (Mahendra et al., 2024; Putro et al., 2025).
Customers asked for additional menu choices and an air-conditioned space, while the owner also proposed a private room. These requests are not a business case by themselves. Small menu trials can be assessed by food cost, preparation time, and customer feedback; room investment needs a budget and booking estimate. Supplier distance, raised by both the owner and employee, supports documenting inventory routines and alternatives. Agustini et al. (2024) examined supply-chain management and performance in creative-economy enterprises, offering a relevant rationale for monitoring procurement without implying that its statistical findings apply directly to this restaurant.
A monthly record of catering enquiries, conversions, food-cost percentages, service complaints, and repeat orders would test these options. Such outcomes are proposed measurements, not findings of the present report. Existing evidence from culinary SMEs connects digital marketing to performance (Asmawiyah et al., 2025; Aryani & Tuti, 2023), but the observational design here cannot identify a causal effect.

Conclusions
The report documents one owner interview, one employee interview, and 21 customer questionnaire entries. Twenty of 21 strongly agreed that the location was accessible; 19 of 21 strongly agreed they would recommend the restaurant. Owner and employee accounts support a differentiated menu and existing catering, while customer suggestions identify signage, variety, and facility needs. These are perceptions and proposed improvements, not tested competitive effects.
The revised SWOT suggests improving existing digital and physical visibility, piloting office catering, testing menu extensions, and monitoring sourcing and service costs. Each action requires an implementation record and performance comparison before its effectiveness can be claimed.
The case shows how a co-owner’s operational access, two stakeholder interviews, and 21 customer questionnaires can inform a source-aware SWOT. Its limitations include researcher positionality, one site, missing item-level responses, contradictory chart narratives, no documented customer interview count, and no formal priority scores. Before submission, the authors should verify questionnaire totals against forms, interview and collection dates, consent procedures, and any available sales and cost records. Future work could evaluate the proposed actions prospectively and compare restaurants.
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