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This study aims to analyze the product bundling marketing
strategy in increasing sales of food and beverage retail products
at Chicken Bim in Palu City. The study employed a descriptive
quantitative approach using SWOT analysis, including the IFAS
matrix, EFAS matrix, SWOT quadrant matrix, and Quantitative
Strategic Planning Matrix (QSPM). Data were collected through
interviews and assessment instruments involving 15 respondents
consisting of the manager, marketing staff, and employees of
Chicken Bim, selected using purposive sampling. The results
showed an IFAS score of 3.05 and an EFAS score of 3.06. The
SWOT coordinates of (1.01; 0.34) positioned Chicken Bim in
Quadrant I, indicating an SO strategy (Growth-Aggressive
Strategy). Six alternative strategies were formulated, with the
priority strategy based on the QSPM being to consistently
maintain product and service quality, with a Total Attractiveness
Score (TAS) of 8.00. The findings indicate that the success of
product bundling needs to be supported by consistent product
and service quality, digital marketing, package innovation, and
the utilization of online ordering platforms.
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INTRODUCTION

In the increasingly tight competition in the food and beverage retail business (Rahmat et al.,
2023)Companies need to formulate marketing strategies that are appropriate to internal
conditions and the external environment. (Putra et al., 2024) Product bundling is a marketing
approach that combines two or more products in one package offering to provide value and
convenience to consumers. (Irfan et al., 2021) In the context of the food and beverage business,
this strategy needs to be adjusted to product characteristics, price, service, distribution channels,
promotions, and changing consumer needs. (Wicaksono et al., 2025) Therefore, an analysis of
internal and external conditions is necessary so that the bundling strategy formulated is in
accordance with the company's conditions. (Harahap et al., 2024).

Bundling strategies have been used in various sectors and previous research has shown their
benefits in encouraging the purchase of complementary products, providing perceived value,
and supporting marketing performance. (Mastika et al., 2021) However, previous research has
mostly discussed purchasing decisions, loyalty, or product combination recommendations,
while studies that specifically formulate product bundling strategies through the integration of
SWOT and QSPM in local food and beverage retail businesses are still limited. (Puspitasari and
Riofita, 2024).

Chicken Bim Palu City has implemented product bundling by combining food and beverages
in one package. This situation makes Chicken Bim a relevant context for identifying strengths,
weaknesses, opportunities, and threats related to bundling management. This study was not
designed to statistically test sales changes or compare sales data before and after the
implementation of bundling. (Prasetyo et al., 2026) Therefore, the research contribution is
directed at formulating strategies based on the assessment of internal parties who understand
the implementation of product bundling marketing. (Sulistiyowati, 2024).

Based on these gaps, this study aims to: (1) identify internal and external factors related to the
marketing of Chicken Bim product bundling; (2) determine the strategic position of Chicken
Bim using IFAS, EFAS, and the SWOT quadrant matrix; (3) formulate alternative strategies
using the SWOT matrix; and (4) determine strategic priorities using QSPM. Theoretically, this
study contributes to the application of the product bundling concept within a strategic
management framework by linking bundling marketing factors with SWOT-QSPM-based
strategy formulation in the context of local food and beverage retail businesses. (Wibowo and
Kristiningsih, 2026) . Practically, the results can serve as a basis for Chicken Bim managers in
setting strategic priorities. (Parani et al., 2025) In a study on the competitiveness model of
cooperatives based on business types in Palu City, a SWOT analysis was used to identify
strengths, weaknesses, opportunities, and threats as a basis for strategic development. The study
showed that the conditions and characteristics of businesses in Palu City can produce different



Volume 17, Issue 3 Product Bundling Marketing Strategy. .. |881

strategic needs, so business strategies need to be adjusted to the internal conditions and external
environment of each business. These findings strengthen the relevance of using a SWOT
analysis in this study to identify the strategic position of Chicken Bim Palu City in
implementing a product bundling strategy.

Product Bundling. Product bundling is a marketing strategy that combines two or more
products into one offering package with a price and composition designed to provide value and
convenience for consumers. (Sari et al., 2023). The form of bundling can be pure bundling,
mixed bundling, new product bundling, cross-sell bundling, seasonal bundling, and BOGO
bundling. (Ummah and Fikriyah, 2024). In this study, product bundling is understood as a
Chicken Bim food and beverage package offered together as a purchasing alternative for
consumers.

The objectives of bundling include increasing transaction value, providing ease of purchase,
introducing product combinations, and creating economic value for consumers. (Irfan and
Atmosphere, 2021) However, the success of bundling depends heavily on the appropriate
combination of products, pricing, menu availability, service quality, and the company's ability
to tailor packages to consumer needs. Therefore, the benefits of bundling in this study are
positioned as a conceptual basis, not as evidence that Chicken Bim sales have objectively
increased.

Marketing strategy. A marketing strategy is an effort to market a product, whether goods or
services, using specific plans and tactics to increase sales. A marketing strategy can also be
defined as a series of efforts undertaken by a company to achieve specific goals, as the potential
to sell a proposition is limited to the number of people who know about it. Marketing strategy
plays a crucial role in a company or business because it determines the company's economic
value, whether it be the price of goods or services. (Mason et al., 2023) There are three factors
that determine the price of goods and services: production, marketing, and consumption. In this
case, marketing is the link between production and consumption activities.

The marketing mix is a set of marketing tools used by companies to achieve marketing
objectives and meet consumer needs. In the marketing of services and products, the marketing
mix consists of seven elements: product, price, promotion, place, people, physical evidence,
and process.

Product. It is everything offered to the market to meet consumer needs and wants, including
quality, features, design, variety, branding, packaging, sizes, service, and return policies.
Product quality and variety are important factors in providing value and differentiating a
product from competitors.

Price. It is the amount of money consumers must pay to obtain a product and its benefits. Pricing
must consider affordability, the appropriateness of price to quality and benefits, and price
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competitiveness to create value that aligns with consumer perceptions.(Prakash and Ahmad,
2023).

Promotion. It is a marketing communication activity that aims to introduce, inform and
persuade consumers to buy a product. (Busalim et al., 2024). According to (Kotler & Keller,
2022), promotion can be done through advertising, sales promotions, activities and experiences,
public relations and publicity, online marketing and social media, mobile marketing, and
personal selling.

Place. This relates to a company's activities in distributing products to consumers through
appropriate distribution channels. This element encompasses the distribution channel system,
market reach, location, inventory, and transportation, ensuring that products are available and
easily accessible to consumers at the right time and place.

People. These are the individuals involved in delivering products or services to consumers.
Employee competencies, attitudes, skills, training, and motivation play a role in creating quality
service and influence customer experience and satisfaction.

Physical Evidence. Physical evidence that supports the delivery of a product or service, such
as the design of the premises, layout, cleanliness, equipment, logo, packaging, uniforms, and
supporting facilities. Good physical evidence can enhance comfort, trust, and a company's
image.

Process. It encompasses all the procedures, mechanisms, and activities a company uses to
deliver products or services to consumers. Effective, efficient, and consistent processes can
make it easier for consumers to obtain products, reduce service errors, and increase satisfaction.

Previous Research. Study (Puspitasari and Riofita, 2024) discusses the product bundling
marketing strategy for Wardah cosmetic products. The research shows that bundling can be
used as a marketing strategy to provide added value and support sales performance. (Mandiri
et al., 2024) tested product bundling and discounts on purchasing decisions among The
Originote users in Gorontalo City. Both studies demonstrate that bundling research can be
directed at consumer behavior and marketing performance outcomes, but the context and
objectives of their analyses differ from this study.

Study (Rabbil et al., 2025) This study discusses the product bundling strategy for Sattka hijab
products and demonstrates the use of bundling as an approach to support sales and customer
satisfaction. (Parani et al., 2025) using SWOT in the business context in Palu City and
demonstrating the usefulness of internal-external analysis for strategy formulation. Based on
previous research, the research gap lies in the limitations of studies that integrate product
bundling characteristics with SWOT and QSPM to formulate strategic priorities in local food
and beverage retail businesses, particularly Chicken Bim in Palu City.

This study expands the use of this approach by placing product bundling as an object of
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marketing strategy and integrating the identification of internal-external factors, SWOT
positions, and QSPM priorities.(Miguel et al., 2022). Thus, (Appoloni et al., 2023) The
contribution of this research is not to measure the magnitude of the influence of bundling on
sales, but rather to produce strategic formulations and priorities that can be used as a basis for
managerial decision-making in the context of Chicken Bim, Palu City.

RESEARCH METHODS

Types and Approaches of Research. This study uses a descriptive quantitative approach with
a quantitative SWOT analysis method. The quantitative approach was used to process
respondents' assessments of internal and external factors influencing the product bundling
marketing strategy at Chicken Bim, Palu City.(Sugiyono, 2023)Descriptive analysis is used to
describe the strengths, weaknesses, opportunities, and threats faced by Chicken Bim in
implementing its product bundling strategy. SWOT analysis is used to identify internal factors
in the form of Strengths and Weaknesses, as well as external factors in the form of Opportunities
and Threats. The results of this identification are then used to determine Chicken Bim's strategic
position through the IFAS, EFAS, and SWOT quadrant matrices. The obtained strategic
alternatives are then prioritized using the Quantitative Strategic Planning Matrix (QSPM).
(Wahyuningsih et al., 2026).

Location and Object of Research. The research was conducted at Chicken Bim in Palu City.
The research object was the formulation of a product bundling marketing strategy for retail food
and beverage products. The object was selected based on the application of bundling packages
and the company's need to develop a strategy that aligns with its internal and external conditions.

Population and Sample. The population in this study were managers, marketing staff, and
employees who knew and understood the marketing conditions of product bundling at Chicken
Bim in Palu City. The research sample consisted of 15 respondents, consisting of managers,
marketing staff, and Chicken Bim employees. Respondents were selected because they were
considered to have knowledge of the company's internal conditions, the implementation of the
bundling program, customer responses, promotional activities, and the competitive conditions
faced by the company. The sampling technique used was purposive sampling, namely the
selection of respondents based on the consideration that respondents had knowledge and
experience relevant to the research object.

Data collection technique. Data were obtained through interviews and assessment instruments
with 15 respondents. Internal and external factors were compiled from the interview results and
supported by the product bundling concept, marketing strategy, and previous research used in
the study. These factors were then assessed using a scale of 1-4: 1 = irrelevant, 2 = somewhat
relevant, 3 = relevant, and 4 = very relevant. The score for each factor was obtained from the
average assessment of 15 respondents. Internal factors consist of eight strengths and five
weaknesses, while external factors consist of seven opportunities and six threats.

Data Analysis Techniques. Data analysis was carried out in stages: (1). Identification of
internal and external factors; (2). Preparation of IFAS and EFAS; (3). Determination of SWOT
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quadrant matrix coordinates; (4). Formulation of SO, WO, ST, and WT strategies; and (5).
Determination of strategic priorities using QSPM. The IFAS/EFAS weight is calculated from
the average value of each factor compared to the total average value of the factors in the group
being analyzed. The weighted score is obtained by multiplying the weight by the factor value.
In QSPM, the Attractiveness Score (AS) is given on a scale of 14 based on the relative level
of association of each strategic alternative with the factors being analyzed: 4 is very attractive,
3 is attractive, 2 is quite attractive, and 1 is less attractive. The TAS value is obtained from
multiplication of weights by AS and summation of all TAS for each alternative
strategy(Wahdah and Hapsari, 2022).

Identification of Internal and External Factors. Based on the results of interviews and
assessments with 15 respondents, internal and external factors related to the marketing of
Chicken Bim product bundling were identified and grouped into Strengths (S), Weaknesses
(W), Opportunities (O), and Threats (T). The identification results are presented in Table 1,
which contains eight strength factors, five weakness factors, seven opportunity factors, and six
threat factors along with the value, weight, and score of each factor.

Table 1. Internal and External Factors

INTERNAL FACTORS VALUEI WEIGHT SCORE
Bundling packages provide price savings compared to purchasing menus 32 0.08 0.25
separately (S)
Buqdllng packages make it easier for customers to determine menu 32 0.08 0.25
choices (S)
There are attractive discounts for consumers (S) 3.33 0.08 0.26
Product bundlingable to increase sales turnover (S) 3.33 0.08 0.26
Bundling packages have high appeal to consumers (S) 3.06 0.08 0.24
Chicken Bim offers affordable prices with good product quality (S) 3.26 0.08 0.26
Good product quality and service encourage customers to make repeat 333 0.08 026
purchases (Repeat Order) (S)
Customer response to the bundling program was very positive (S) 3.2 0.08 0.25
Determining the price of bundling packages is still an obstacle (W) 2.8 0.07 0.19
Some customers do not choose the bundling package because the desired

) . . 3 0.07 0.21
menu is not available in the package (W)
The effectiveness of previous bundling promotions was not optimal (W)  2.93 0.07 0.20
;[\};\1/6) success of bundling still depends on active bidding from employees 286 0.07 0.20
Risk of reduced profits if package pricing is incorrect (W) 2.8 0.08 0.22

TOTAL 1 3.05
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EXTERNAL FACTORS VALUEI WEIGHT SCORE
Branding strengthening can increase sales (O) 3.06 0.08 0.24
Social med1a (lns.tagram and TikTok) can be used as an effective 326 0.08 0.26
promotional media (O)
Collaboration with GooFood, GrabFood, and ShopeeFood still has the

. 3.13 0.08 0.25
potential to be developed (O)
Potential target markets are Generation Z, students, and families (O) 3.26 0.08 0.26
Bundhng 1nn0V.at10n by combining low and high-priced products can 3.02 0.08 0.24
increase attractiveness (O)
Followlng consumer trends and needs can create new, sought-after 203 0.07 0.20
bundling packages (O)
f(r)(;motlon through social media is an effective strategy to increase sales 39 0.08 0.25
Competition with other fast-food restaurants in Palu City (T) 3.13 0.08 0.25
Changes in raw material prices can affect sales strategy (T) 2.93 0.07 0.20
Rising food prices can reduce consumer purchasing interest (T) 2.8 0.07 0.22
Taxes or service charges on online booking platforms are quite high (T) 2.86 0.07 0.22
Human resource (HR) management is a challenge in maintaining service 3.06 0.08 0.24
quality (T)
?lf))nsumer changes and preferences can influence the success of bundling 203 0.08 023
TOTAL 1 3.06

Source: Research Data (processed), 2026.

The first step was to identify internal and external factors based on interviews and respondent
assessments. Internal factors were grouped into Strengths and Weaknesses, while external
factors were grouped into Opportunities and Threats. This identification yielded eight strengths,
five weaknesses, seven opportunities, and six threats. Because the respondents were internal,
the factor results reflect internal perceptions and knowledge regarding Chicken Bim's bundling
situation. Therefore, terms such as "product bundling can increase sales turnover" are
understood as respondents' assessments and should not be used as objective evidence of
increased sales.

IFAS and EFAS Matrix. The Internal Factor Analysis Summary (IFAS) matrix is used to
determine the internal conditions of a company by giving weights and scores to each strength
and weakness factor.(Novitasari and Samanhudi, 2021). The weight is obtained from the
average value of each factor compared to the total average value of the factors analyzed. Next,
the weighted score is obtained by multiplying the weight by the factor value. The External
Factor Analysis Summary (EFAS) matrix is conducted with the same procedure to measure the
company's external conditions based on opportunity and threat factors. Based on research data,
the total IFAS score obtained was 3.05, consisting of a Strength score of 2.03 and a Weakness
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score of 1.02. Meanwhile, the total EFAS score was 3.06, consisting of an Opportunity score
of 1.70 and a Threat score of 1.36. (Rahmawati et al., 2025).

Table 2. Results of IFAS and EFAS Analysis

Internal Factors Weighted Score
Strength 2.03
Weakness 1.02
Total IFAS 3.05
External Factors Weighted Score
Opportunity 1.70
Threat 1.36
Total EFAS 3.06

Source: Research Data (processed), 2026.

SWOT Quadrant Matrix. Chicken Bim's strategic position is determined by calculating the
difference between strengths and weaknesses as the X-axis and the difference between
opportunities and threats as the Y-axis.

The formula used is:

X = Strength — Weakness
X=2.03-1.02=1.01

Furthermore:

Y = Opportunity — Threat
Y=170-1.36=0.34

Thus, the strategic position coordinates of Chicken Bim are (1.01; 0.34).

A positive X value indicates that internal strengths outweigh weaknesses. A positive Y value
indicates that external opportunities outweigh threats. Therefore, Chicken Bim is in Quadrant

I, indicating an SO (Strength-Opportunity) or Growth-Aggressive Strategy. (Juliana et al.,
2025).



Volume 17, Issue 3 Product Bundling Marketing Strategy. .. |887

OPPORTUNITY (O)
Peluang Eksternal Lebih Besar
Daripada Ancaman

A
(COI o
KUADRAN Il KUADRAN |
WO (Weakness—-Opportunity) SO (Strength-Opportunity)
Strategi Turnaround Strategi Growth-Aggressive
Memanfaatkan peluang eksternal 0.5 1 Memanfaatkan kekuatan internal
untuk mengatasi kelemahan internal. untuk meraih peluang eksternal
secara maksimal.
R e @ (1,01;0,34)
1
|
WEAKNESS (W) } STRENGTH (S)
Internal <@ - ~ - ~ ~ - ~ k Internal
Lebih Besar -1,5 <3 -0,5 o 0,5 1 1,01 1,5 Lebih Besar
Daripada Kekuatan Daripada Kelemahan
KUADRAN 11l KUADRAN IV
-0,5 +
WT (Weakness-Threat) ST (Strength-Threat)
Strategi Defensif Strategi Diversifikasi
Meminimalkan kelemahan internal Menggunakan kekuatan internal
dan menghindari ancaman eksternal. untuk menghadapi ancaman eksternal.
-1+
v
THREAT (T)

Ancaman Eksternal Lebih Besar
Daripada Peluang

Figure 1. SWOT Quadrant Matrix of Chicken Bim, Palu City
Source: Research Data (processed), 2026.

From the process of identifying factors and compiling a SWOT matrix, six alternative strategies
were obtained, which were then used in the QSPM analysis. These strategies were formulated
to respond to internal and external conditions, not to claim measurable sales changes: (1)
strengthening digital promotions through social media and online ordering platforms to increase
sales of bundled products, expand market reach, and face competition from fast food restaurants
(2) maintaining product and service quality consistently to increase customer satisfaction and
maintain the company's competitiveness, (3) setting and evaluating pricesbundlingperiodically
to remain competitive, provide economic value to consumers, and maintain company profits.
(4) maintain competitive prices by controlling operational costs and adjusting strategies when
there are increases in raw materials or online platform service costs, (5) increase product
appealbundlingthrough a combination of menus that are valuable, economical, and meet the
needs of target markets such as Generation Z, students, and families, (6) optimizing customer-
based marketing strategies by leveraging increased turnover, product quality, and positive
customer responses to drive sustainable sales growth.

Quantitative Strategic Planning Matrix (QSPM). The final stage is to determine priority
strategies using the Quantitative Strategic Planning Matrix (QSPM). The QSPM is used to
compare the relative attractiveness of each strategic alternative based on identified internal and
external factors. (Elezaj and Kuqi., 2023). In this study, the Attractiveness Score (AS) was used
with a scale: 4 = Very attractive, 3 = Attractive, 2 = Quite attractive, 1 = Less attractive. The
Total Attractiveness Score (TAS) value was obtained by multiplying the weight of each factor
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by the Attractiveness Score value, then all the values were added up. Based on the calculation
results, the TAS value was obtained in Table 3:

Table 3. QSPM Analysis Results and Strategic Priorities
STRATEGY US BAG

Strategy 1. Strengthen digital promotions through social media and online ordering
platforms to increase sales of bundled products, expand market reach, and face competition 3 6.00
from fast food restaurants.

Strategy 2. Maintain product and service quality consistently to increase customer

satisfaction and maintain the company's competitiveness. 8.00
Strategy 3. Set and evaluate bundling prices periodically to remain competitive, provide ) 400
economic value to consumers, and maintain company profits. '

Strategy 4. Maintain competitive prices by controlling operational costs and adjusting ) 400

strategies when there is an increase in raw material prices or online platform service fees.

Strategy 5. Increase the attractiveness of bundled products through a combination of menus
that are valuable, economical, and meet the needs of target markets such as generation z, 3 6.00
students, and families.

Strategy 6. Optimize customer-based marketing strategies by leveraging increased turnover,
product quality, and positive customer responses to drive sustainable sales growth.
Source: Research Data (processed), 2026.

3 6.00

The highest TAS value is 8.00, which is obtained by Strategy 2. Thus, the strategy of
maintaining product quality and service consistently is a priority strategy in marketing Chicken
Bim product bundling in Palu City.

RESULTS AND DISCUSSION

Identification of Internal and External Factors. The results of the study indicate that Chicken
Bim's product bundling marketing strategy is influenced by internal and external factors. Eight
strengths and five weaknesses were identified from the internal factors. These strengths indicate
that the product bundling program has several advantages, particularly in terms of price, ease
of menu selection, product appeal, quality, service, turnover, and customer response. The
highest average value for the strength factor was found in the statement that good product
quality and service encourage customers to make repeat purchases and the statement that
product bundling can increase sales turnover, each of which had an average value of 3.33. This
indicates that service quality and perceptions of bundling's contribution to turnover are
important aspects of Chicken Bim's marketing strategy. (Yosephus et al., 2025).

On the other hand, weaknesses identified relate to pricing, package menu availability,
promotional effectiveness, reliance on employee offerings, and profit risk. These conditions
indicate that developing product bundling requires not only broader promotion but also more
precise pricing and package management. (Iskandar et al., 2024). In terms of external factors,
the biggest opportunities come from the use of social media, the target market of Generation Z,
students and families, the development of online ordering platforms, strengthening branding,
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and package innovation. (Nurcahyani et al., 2025)Meanwhile, threats primarily come from
competition from fast food restaurants, changes in raw material prices, online platform service
fees, human resource management, and changing consumer preferences.

IFAS and EFAS analysis. The IFAS analysis obtained a total score of 3.05, with a strength
score of 2.03 and a weakness score of 1.02. This value indicates that Chicken Bim's internal
strengths outweigh its weaknesses. These strengths provide a strong foundation for Chicken
Bim to develop product bundling marketing. The advantages of affordable prices, product and
service quality, attractive packages, and positive customer responses can be used as a basis for
developing a marketing strategy. Meanwhile, the EFAS results obtained a total score of 3.06,
with an opportunity score of 1.70 and a threat score of 1.36. A higher opportunity score indicates
that the external environment provides a relatively greater opportunity for Chicken Bim to
develop a product bundling strategy. These opportunities can be primarily utilized through
digital marketing, strengthening branding, developing collaborations with food ordering
platforms, package innovation, and approaching the target market of Generation Z, students,
and families. (Rubihanto et al., 2022).

Chicken Bim's Strategic Position. Based on the SWOT coordinate calculation results, Chicken
Bim obtained coordinates (1.01; 0.34). This position is in Quadrant I, so the appropriate strategy
is an SO strategy or aggressive growth strategy. This position indicates that Chicken Bim has
greater internal strengths than weaknesses and greater external opportunities than threats. Thus,
the company has a relatively favorable condition for developing a marketing strategy. Strategies
that can be implemented include utilizing the advantages of product bundling, product quality,
service, price, and positive customer response to capture digital marketing opportunities,
market development, package innovation, and expanding the use of online ordering platforms.
(Budiarso et al., 2025).

Strategic Priorities Based on QSPM. The QSPM results show that of the six alternative
strategies analyzed, Strategy 2 obtained the highest TAS score of 8.00. This strategy is,
"Maintaining product and service quality consistently to increase customer satisfaction and
maintain the company's competitiveness." This strategy is a priority because product and
service quality are internal strengths that are directly related to customer experience and the
tendency to make repeat purchases.(Rubihanto et al., 2022). Thus, the development of
promotions and product bundling needs to be supported by Chicken Bim's ability to maintain
product and service quality. Digital marketing strategies and increasing bundling appeal each
received a TAS of 6.00, while customer-based marketing strategies also received a TAS of 6.00.
Bundling pricing evaluation strategies and maintaining competitive prices each received a TAS
of 4.00. Therefore, based on the QSPM, the first priority is maintaining product and service
quality, followed by strengthening digital marketing, increasing bundling appeal, and customer-
based marketing. These results show that a product bundling marketing strategy is not simply
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oriented towards price or promotion. The strategy's success also depends heavily on the
consistency of product quality and service received by customers. (Damayanti et al., 2023).

CONCLUSION AND SUGGESTION

This study formulated a product bundling marketing strategy at Chicken Bim in Palu City based
on SWOT and QSPM analysis. The IFAS results of 3.05 and EFAS of 3.06 resulted in SWOT
coordinates (1.01; 0.34) which placed Chicken Bim in Quadrant I. Six alternative strategies
were successfully formulated. QSPM showed the highest TAS of 8.00 for the strategy of
maintaining product quality and service consistently. These findings indicate the relative
priority of strategies based on the assessment of internal and external factors. This study did not
measure sales changes directly, so the results are not intended as evidence that the formulated
strategies have led to increased sales.

The research contribution lies in the formulation of a product bundling strategy that integrates
the identification of internal and external factors, SWOT position, and QSPM priorities in the
context of a local food and beverage retail business. Managerially, Chicken Bim can use these
results as a basis for maintaining product and service quality, strengthening digital promotions,
developing package combinations, evaluating prices, and utilizing online ordering platforms.
For further research, testing the strategy's impact on sales can be conducted using actual sales
data, for example, data before and after strategy implementation or periodic sales data.

Chicken Bim Kota Palu is advised to consistently maintain and improve product quality and
service as the basis for developing a product bundling strategy. The company also needs to
regularly evaluate menu combinations and package prices, optimize social media and online
ordering platforms, and adapt packages to trends and target consumer characteristics.
Operational cost management, raw material price fluctuations, and employee competency are
essential for consistent strategy implementation.

For future research, it is recommended to add actual sales data and marketing performance
indicators so that the relationship between product bundling strategy implementation and sales
changes can be empirically tested. Future research could also expand the sample by involving
consumers and using an adequate observation period so that strategy formulation results can be
compared with changes in sales performance.
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