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Harold Nathan Tan090109
 1 Introduction
 Jollibee is the leading fast food chain in the Philippines, capturing more than 65% of the
 fast food market in the country. Jollibee prides itself in serving iconic fast-food meals such as the
 Chickenjoy, Yum burgers, Jolly Spaghetti, Jolly Hotdog and the Jollibee burger steak. Products
 are delivered in strict and committed adherence to high standards as symbolized by F.S.C., which
 refers to food (F) served to the public that meets the company’s excellence standards or it will
 not be served at all, the service (S) that is fast and courteous and cleanliness (C), kitchen to
 utensils, that must be maintained at all times. With it’s commitment to provide superior fast food
 products that adhere to excellence standards, Jollibee maintains its leadership position in the fast
 food industry in the Philippines.
 Jollibee ‘s leadership position is exemplified by its exponentially rising revenues and
 profits. In 2011, Jollibee reported that it garnered sales of P82.17 billion while net income
 increased by 1.3 percent to P3.254 billion. Sales in the Philippines grew by 17.8% while those
 abroad increased by 19% led by China with a growth of 27.5% and Southeast Asia and the
 Middle East with 23.3% sales growth. Revenue and profits continue to rise for Jollibee,
 solidifying its position as the number one fast food chain in the Philippines.
 Since its inception 37 years ago, Jollibee has steadily grown on all aspects of operation.
 From a handful of stores concentrated in Metro Manila, Jollibee now boasts of more than 2,004
 stores across the Philippines and 506 stores abroad. Aside from the Philippines, Jollibee has
 stores in the United States of America, Taiwan, Indonesia, Hong Kong, Saipan, Brunei, Saudi
 Arabia and Vietnam. Jollibee continues to expand to new territories, as it seeks to increase its
 international presence in the next five years, with the goal of generating 50% of its revenues
 from international operations.
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 Jollibee’s continued success is tied to its well-trained and motivated employees, which
 currently total 40,000 people. Jollibee maintains pride in its employees and recognizes them by
 providing the highest compensation and benefits packages in the fast food industry. Employees
 profit from modern and comprehensive training programs. Managers are consistently updated on
 the latest store operations systems and people-oriented management skills. Service crews are
 trained on various aspects of store operations and food service innovations. Jollibee recognizes
 that its employees are critical to its overall success, as it continues to provide top-notch
 compensation, training and benefits packages that recognize the value of its employees to
 successful day-to-day operations.
 Jollibee dedicates its continuous success to the Filipinos who have been there from the
 very start.
 Jollibee is so well-loved that every time a new store opens, especially overseas, Filipinos always
 form long lines to the store. Jollibee understands the Filipino taste and preference, as it puts a
 distinctly Filipino flavour to common fast food fare. For Filipinos, Jollibee is more than home
 for them. It is a stronghold of heritage and monument of Filipino victory.
 As a corporate citizen, Jollibee is committed to give back to its host communities
 through meaningful and lasting socio-civic projects. Through the establishment of the Jollibee
 Foundation, the leading fast food chain has led the way in providing feeding programs,
 scholarship grants and skills training to children and adults residing in depressed communities.
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 2 Research Design and Methodology
 The completion of this paper required collection of information obtained from public and
 private sources alike.
 Public sources of information for this paper were gathered primarily from business
 intelligence reports conducted by global market research firms. The following business reports
 served as crucial data points for this study.
 Euromonitor: Consumer Foodservice in the Philippines
 Datamonitor: Jollibee Company Profile
 Datamonitor: Fast Food in the Philippines
 RNCOS: Philippines Food and Drinks Market: Emerging Opportunities
 Correspondence with the following key persons was also done:
 Ms. Margot Aissa Tan, marketing development manager of Jollibee Foods Corporation,
 interview (2012)
 Ms. Leila Acosta, operations director of Jollibee Foods Corporation, interview (2012)
 The following websites provided additional information regarding news, updates and
 statistics relevant to this study:
 Jollibee Foods Corporation- www.jollibee.com.ph
 National Statistics Office- www.nso.gov.ph
 National Statistical Coordination Board – www.nscb.gov.ph
 Securities and Exchange Commission- www.sec.gov.ph
 Bangko Sentral ng Pilipinas- www.bsp.gov.ph
 Department of Trade and Industry – www.dti.gov.ph
 National Economic Development Authority- www.neda.gov.ph
 http://www.neda.gov.ph/
 http://www.dti.gov.ph/
 http://www.bsp.gov.ph/
 http://www.sec.gov.ph/
 http://www.nscb.gov.ph/
 http://www.nso.gov.ph/
 http://www.jollibee.com.ph/

Page 4
                        

Harold Nathan Tan090109
 Social Weather Stations- www.sws.org.ph
 Oxfam International- www.oxfam.org
 Kantar Worldpanel- www.kantarworldpanel.com
 Department of Transportation and Communications – www.dotc.gov.ph
 Citizens Disaster Response Center – www.cdrc-phil.com
 Nielsen- www.nielsen.com
 Pulse Asia- pulseasia.com.ph
 Moody’s- www.moodys.com
 Transparency International- www.transparency.org
 Institute for Development and Economic Analysis- www.idea.org.ph
 Strategic management concepts employed in this paper came from the textbook
 “Strategic Management: Concepts and Cases Thirteenth Edition” by Fred R. David (Pearson
 Education Incorporated, 2011). Supplemental data regarding application of strategic
 management concepts were obtained from lectures on Strategic Management by Professor Hilda
 Rita Teodoro of the Ateneo Graduate School of Business. Citation of references and footnotes
 followed the guidelines of “A Manual for Writers of Research Papers, Theses and Dissertations
 Seventh edition” by Kate L. Turabian (Chicago: University of Chicago Press, 2007).
 http://www.idea.org.ph/
 http://www.transparency.org/
 http://www.moodys.com/
 http://www.nielsen.com/
 http://www.cdrc-phil.com/
 http://www.dotc.gov.ph/
 http://www.kantarworldpanel.com/
 http://www.oxfam.org/
 http://www.sws.org.ph/
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 Methodology
 Table 1. Summary of Frameworks, Tools, Activities, and Outputs for this Strategic
 Management Paper
 Framework Tools Activities Output
 Ten Essential Components of a
 Mission Statement
 N/A Mission Statement Evaluation and
 Formulation
 Mission and Vision Statements
 N/A External Factor Evaluation (EFE)
 Matrix
 General Environment Analysis Opportunities and
 ThreatsPorter’s Five Forces
 ModelCompetitive Profile
 Matrix (CPM)Industry Analysis
 David’s Functional Analysis
 Internal Factor Evaluation (IFE)
 Matrix
 Company Analysis Strengths and Weaknesses
 David’s Matching Tools
 Internal-External Matrix (IE)
 TOWS Matrix SPACE Matrix Grand Strategy
 Matrix
 Strategy Formulation Objectives and Strategies
 David’s Matching Tools
 Quantitative Strategic Planning Matrix
 (QSPM)
 Prioritization of Strategies
 Recommended Strategies
 Implementing Strategies
 N/A Market Segmentation and
 Product Positioning
 Action PlansProforma
 Financial StatementsNorton and Kaplan’s Balanced Scorecard
 N/A Strategy Evaluation and Control
 Performance Measures
 Limitations
 This strategic management paper is limited to the Jollibee Business Unit of Jollibee Foods
 Corporation.
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 3 Company’s Vision and Mission
 In the midst of stiff competition, Jollibee remains committed in pursuing its desire to create
 lasting and memorable moments with family and friends as it imparts the joy of eating locally
 and around the world.
 3.1 Current Vision and Mission Statements
 3.1.1 Current VisionWe are the best tasting QSR..
 The most endearing brand…
 that has ever been…
 We will lead in product taste at all times…
 We will provide FSC excellence in every encounter…
 Happiness in every moment…
 By year 2020, with over 4,000 stores worldwide, Jollibee is truly a GLOBAL BRAND. (and the
 Filipino will be admired worldwide)
 3.1.2 Current MissionTo serve great tasting food, bringing the joy of eating to everyone.
 3.1.3 Review of the Current Vision and Mission Statements
 Jollibee’s vision is currently designed to encapsulate the aspirations of the company to
 develop an international presence, while emphasizing its distinctly Filipino character, as
 evidenced by the statement that “ Jollibee is truly a global brand and the Filipino will be admired
 worldwide.” The vision also emphasizes the key aspects of the fast food business that is
 important to Jollibee, namely product quality (“we will lead in product taste at all times”),
 customer satisfaction (“happiness in every moment”) and service excellence (“we will provide
 FSC excellence in every encounter”).
 The major weakness of the current vision is that its ideas are presented in a disconnected
 manner, lacking clarity in the way it is stated. By using ellipsis (three dots) in between
 statements, the current vision appears to be a combination of thoughts with varying purposes in
 mind. There is a need to revise the vision in such a way that the major aspirations of the
 company is clearly stated and unified in presentation.
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 Criteria EvaluationFocused concept No The vision appears to be a
 combination of varied aspirations of the company
 with lack of unity in presentation.
 Plausible chance of success Yes Jollibee has a plausible chance of achieving its vision: “By year 2020, with over 4,000 stores worldwide, Jollibee is truly a GLOBAL BRAND. (and the Filipino will be admired worldwide)
 Noble purpose Yes The purpose of Jollibee’s vision is noble as evidenced by: “Happiness in every moment…”“and the Filipino will be admired worldwide”
 Similarly, the mission manifests Jollibee’s commitment to deliver product quality (“serve great
 tasting food”) and customer satisfaction (“bringing the joy of eating to everyone”). However, it
 doesn’t quite capture what the business is about in totality. If evaluated using the criteria of
 designing a mission statement, it would not be able to satisfy the components needed in
 establishing a good mission statement.
 Criteria Evaluation
 Customers No The customers of Jollibee is not clearly specified, as “everyone” is too broad.
 Products and Services
 No The products and services of Jollibee are not clearly stated, since “great tasting food” is too broad.
 Markets No The mission statement does not indicate where the firm competes.
 Concern for Survival, Growth and Profitability
 No The mission statement does not indicate Jollibee’s commitment to growth and financial soundness.
 Technology No The mission does not indicate whether Jollibee is technologically
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 current.
 Philosophy No The mission only partially reveals the values upheld by Jollibee (“bringing the joy of eating”). It does not encapsulate the basic
 beliefs, values, aspirations and ethical priorities of the company.
 Self-Concept No The mission statement does not clearly state what the competitive advantage of the company is.
 Concern for Public Image
 No The mission statement does not mention whether the firm is responsive to social, community and environmental concerns.
 Concern for Employees
 No The mission does not state whether the employees are valuable assets of the firm.
 Nation Building No The mission statement does not indicate whether the company contributes to nation-building.
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 3.2 Revised Vision and Mission Statements
 3.2.1 Revised Vision
 By year 2020, Jollibee will establish itself as a global brand that exemplifies Filipino excellence
 by leading in product taste, customer satisfaction and service quality in the quick service
 restaurant industry.
 3.2.2. Revised Mission
 Jollibee provides its customers with superior fast food products and services that satisfy
 the taste buds of customers worldwide.
 Jollibee is committed to continued growth, as it expands its operations in the Philippines
 and international markets.
 Employing the latest advances in technology and social networking, Jollibee provides
 new avenues for consumers to gain information about the company’s products and
 services.
 Jollibee provides a family-friendly atmosphere, where respect for the individual and
 happiness of customers are of utmost importance.
 Jollibee distinguishes itself from the competition by being a distinctly Filipino fast food
 chain, one that understands the tastes and preferences of Filipinos.
 As a corporate citizen, Jollibee is also committed to give back to its host communities
 through meaningful and lasting socio-civic projects.
 Jollibee recognizes the value of its employees by providing the highest compensation
 and benefits packages in the fast food industry, while delivering modern and
 comprehensive training programs.
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 3.2.3 Review of Jollibee’s Revised Vision and Mission Statements
 VisionCriteria Evaluation
 Focused concept Yes “By year 2020, Jollibee will establish itself as a global
 brand that exemplifies Filipino excellence by leading
 in product taste, customer satisfaction and service
 quality in the quick service restaurant industry.”
 Plausible chance of success Yes “Leading in product taste, customer satisfaction and service quality in the quick service restaurant industry.”
 Noble purpose Yes “exemplifies Filipino excellence”
 MissionCriteria Evaluation
 Customers Yes Jollibee provides its customers with superior fast food products and services that satisfy the taste buds of customers worldwide.
 Products and Services Yes Jollibee provides its customers with superior fast food products and services that satisfy the taste buds of customers worldwide.
 Markets Yes Jollibee provides its customers with superior fast food products and services that satisfy the taste buds of customers worldwide.
 Concern for Survival, Growth Yes Jollibee is committed to
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 and Profitability continued growth, as it expands its operations in the Philippines and international markets.
 Technology Yes Employing the latest advances in technology and social networking, Jollibee provides new avenues for consumers to gain information about the company’s products and services.
 Philosophy Yes Jollibee provides a family-friendly atmosphere, where respect for the individual and happiness of customers are of utmost importance.
 Self-Concept Yes Jollibee distinguishes itself from the competition by being a distinctly Filipino fast food chain, one that understands the tastes and preferences of Filipinos.
 Concern for Public Image Yes As a corporate citizen, Jollibee is also committed to give back to its host communities through meaningful and lasting socio-civic projects.
 Concern for Employees Yes Jollibee recognizes the value of its employees by providing the highest compensation and benefits packages in the fast food industry, while delivering modern and comprehensive training programs.
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 Nation Building Yes As a corporate citizen, Jollibee is also committed to give back to its host communities through meaningful and lasting socio-civic projects.
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 4 External Assessment
 A thorough assessment of the external environment which affects the consumer fast food
 industry involved consideration of the following factors: a.) economic, b.) socio-cultural, c.)
 political, d.) technological, and e.) competitive forces. This strategic management paper will
 establish the present realities and apply it in terms of opportunities and threats for the brand.
 4.1 Economic Forces
 4.1.1 OPPORTUNITY: Growth of GDP in the first quarter of 2012
 Figure 1. First Quarter Philippine Gross Domestic Product Growth Rate from 2010 to 2012
 The National Statistics Coordination Board (NSCB) has released up-to-date information
 showing that Philippine Gross Domestic Product (GDP) grew by 6.4 percent in the first quarter
 of 2012 compared to an upwardly revised growth of 4.9 percent last year. The improved growth
 can be traced to benign inflation and an invigorated Services sector, with particular strong
 performance noted from Trade and Other Services. The Services sector showed accelerated
 growth of 8.5 percent in the first quarter, with the hotels and restaurants sector showing growth
 of 10.4 percent. The Industry sector also showed a positive growth rate of 4.9 percent in the first
 quarter.
 On a seasonally-adjusted basis, Gross Domestic Product increased by 2.5 percent in the
 first quarter of2012, while Gross National Income grew by a slower pace of 1.3 percent. Per
 capital Gross Domestic Product grew by 4.6 percent while per capital Gross National Income
 grew by 4.0 percent. Philippine GDP growth of 6.4 percent in the first quarter of 2012 qualifies
 the country as the second fastest growing economy in Asia, with only China (GDP growth rate:
 8.1 percent) surpassing it growth.
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 Figure 2. Gross Domestic Product Performance of ASEAN and non-ASEAN countries
 in the 1st Quarter of 2012
 Business analysts in the Philippines and around the world remain optimistic with the
 continued growth of the Philippine economy. The Philippine Institute for Development Studies
 has announced that Philippine GDP is expected to grow by 5.6% in 2012, an improvement of the
 3.7 percent growth posted in 2011. Analysis of the Asian Development Bank peg the gross
 domestic product (GDP) growth for the Philippines to be at 4.8% in 2012, while the World Bank
 estimates a 4.2 percent growth forecast for the Philippines in 2012. Overall, business analysts
 predict that the Philippine GDP performance will improve in comparison to the previous year.
 4.1.2 OPPORTUNITY: Growth of Net Primary Income and Household Final Consumption
 Expenditure
 The National Statistical Coordination Board (NSCB) has also reported that there is a rise
 in the net primary income by 4.0 percent in the first quarter of 2012, owing to the rebound in
 compensation of overseas Filipino workers. The rise in net primary income pushed the gross
 national income (GNI) growth to 5.8 percent from 3.5 percent in 2011.
 Growth of net primary income has translated into robust spending of households, with per
 capital Household Final Consumption Expenditure (HFCE) experiencing 4.9 percent growth,
 indicating that there is increased consumer spending on goods and services. Per capital
 Household Final Consumption Expenditure (HFCE) has been rising robustly since the first
 quarter of 2010.
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 Food and non-alcoholic expenditure accounted for approximately 43.6 percent of
 Household Final Consumption Expenditure (HFCE), comprising the largest proportion of HFCE.
 Food and non-alcoholic expenditure remains the number one priority for Filipino households.
 Restaurants and hotels expenditure in the first quarter of 2012 accounted for 4.39 percent of total
 HFCE, which represents a 10.4 percent growth rate from the previous year. The up-to-date
 statistics indicate that more Filipinos are spending on restaurants and hotels in the first quarter of
 2012 compared to the previous year.
 4.1.3 THREAT: Rising Inflation Rates for Consumer Goods and ServicesAccording to data gathered by the National Statistics Office (NSO), the Philippine’s
 annual average inflation rate rose by 0.7 percentage points to 4.6 percent in 2011 from 3.9
 percent in 2010. NSO data showed that the annual average inflation rate in Metro Manila rose to
 4 percent in 2011 from 3.7 percent in 2010. Outside of Metro Manila, the annual average
 inflation also increased to 4.9 percent in 2011 from 3.8 percent in 2010.
 Figure 3. Monthly Inflation Rates in the Philippines, NCR, and Areas Outside NCRAt the national level, annual average inflation for food and non-alcoholic beverages grew
 by 5.5 percent in 2011 from 4.0 percent in 2010. Restaurant and miscellaneous goods and
 services also rose from 2.6 percent to 2.8 percent, indicating that the prices of restaurant goods
 are steadily increasing.
 In the NCR, annual average inflation for food and non-alcoholic beverages index also increased
 from 2.9 perecent in 2010 to 4.6 percent in 2011. Restaurant and miscellaneous goods and
 services also picked up from 1.2 percent in 2010 to 3.1 percent in 2011. This was tied to price
 increases in meals eaten outside the home.
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 Figure 4. Average Inflation Rates of Restaurant and Miscellaneous Goods and Services by
 Region
 The effect of rising prices on fast food consumption has been analysed in a study by
 Khan, Powell, and Wada (2012) where they noted that an increase in the price of fast food was
 associated with lower frequency of weekly fast food consumption. As such, rising inflation rates
 of restaurant goods can have a negative impact on the fast food industry.
 4.1.4 THREAT: Persistently high unemployment rate
 Data gathered by the Social Weather Stations (SWS) indicate that the country’s
 unemployment rate grew by 10 points or about 4.1 million individuals in the first quarter of
 2012. SWS found 34.4 percent or an estimated 13.8 million unemployed Filipinos in the first
 quarter of 2012, which is up from 24 percent or about 9.7 million unemployed Filipinos recorded
 in the fourth quarter of 2011.
 The SWS report showed that the unemployed comprised of 13 percent retrenched, 15
 percent resigned and six percent first-time job seekers. The report noted that the number of
 unemployed has been led by workers who voluntary left their jobs and those who lost their
 positions under economic circumstances beyond their control. Outlook of Filipinos regarding the
 lack of available jobs remains bleak, with 33 percent of respondents indicating that the number
 of available jobs in the next 12 months will not change, while 26 percent anticipate more jobs
 and 25 percent expect less job vacancies.
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 SWS states that unemployment rate remains high among women, but also noted of an
 increase in jobless men. Unemployment rate among men increased from 15.2 percent in the
 fourth quarter of 2011 to 27.6 percent in the first quarter of 2012, while that of women rose from
 35.6 percent to 43 percent.
 Unemployment rate was highest among the younger sectors of society with 55.9 percent
 of respondents aged 18-24 unemployed in the first quarter of 2012, up from 49.1 percent in the
 fourth quarter of 2011. Among Filipinos aged 24-34, unemployment rate also rose from 29.9
 percent to 45.4 percent.
 4.2 Socio-Cultural, Demographic and Environmental Forces
 4.2.1 OPPORTUNITY: Filipino consumer preference towards value-for-money goods and services
 Information obtained from Euromonitor International disclosed that value-for-money
 remained as a key consideration for purchasing decisions among Filipino consumers, which is
 validated by the strengthening of brands which offer this proposition. Euromonitor cited Mang
 Inasal as an example, as it offers P99 meals of inasal (roasted chicken) and unlimited servings of
 rice. Mang Inasal continues to have a strong following, with a 92.5% customer satisfaction on
 value vis-à-vis cost noted.
 In a study conducted by Euromonitor, Filipino consumers identified value for money as
 an important goal when buying food and restaurant products. In total, 91 percent of respondents
 noted that the quality of the product was either “important” or “very important” in food purchase
 decisions. Price ranked second in importance, with 86 percent of respondents categorizing it as
 “important” or “very important.” Filipinos are inclined to purchase value-for money goods and
 services.
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 4.2.2 OPPORTUNITY: Increased development of shopping malls in provincial areas
 According to a report conducted by Datamonitor, major real estate developers are
 creating new shopping malls in provincial locations to cater to the growing demand for consumer
 goods. In Cebu, Colonnade Shopping Mall, which has 6,000 square meters of gross leasable
 area, was re-opened after undergoing major improvements amounting to P20 million. In 2012,
 SM Consolacion in Cebu is set to offer 40,000 square meters of gross leasable area. Retail
 developments in Cebu launched during the second half of 2011 included the J.Centre, which is a
 three-story mall with 70,000 square meters of gross leasable area. Meanwhile, re-development of
 Ayala Center Cebu will bring in an additional 36,000 square meters of gross leasable area upon
 its completion in 2013.
 Datamonitor also reports of increased shopping mall developments in other provinces
 that aim to meet varied consumer needs. In Baguio City, SM Prime Holdings plans to add an
 additional area of 76,000 square meters to the existing 106,000 square meters. For 2012, SM
 Prime Holdings is scheduled to open SM City Lanang in Davao City, SM City General Santos in
 Southern Mindanao, and SM City San Fernando in Pampanga.
 Other shopping mall developers, such as Robinsons Land Corporation, also plan to
 increase their presence in the provincial markets. Robinsons Place Roxas in Capiz, currently
 under construction, willoffer a total gross floor area of 40,100 square meters and more than 700
 parking slots. Meanwhile, Ayala Land plans to develop two new provincial shopping malls
 within the year which include Harbor Point in Subic and Centrino in Cagayan de Oro.
 4.2.3 OPPORTUNITY: Filipino food preference for convenience goods
 Data obtained from Kantar Worldpanel determined that convenience has become an
 important consideration for Filipinos when evaluating food choices. Products that offer
 convenience have shown rapid growth in the past five years.
 Kantar Worldpanel showed that in 2010, 78 percent of Filipinos preferred food that was
 convenient to eat or prepare, while 80 percent of respondents indicated that they prefer food
 establishments that have short cooking times.
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 In concurrence, a Datamonitor report on the Philippine fast food industry indicates that
 the convenience of fast food could encourage Filipino consumers to buy known brands instead of
 cooking at home.
 4.2.4 OPPORTUNITY: Rise of business process outsourcing (BPO) industry in the
 Philippines
 Data gathered by the Department of Transportation and Communications (DOTC)
 showed that the Philippines is now the number one call center agent provider globally,
 overtaking previous leader India. The DOTC reported that the Philippines had 350,000 call
 center agents in 2011 compared to the 300,000 agents of India. According to Euromonitor
 International, the increase of business process outsourcing (BPO) workers, who often work at
 night, has helped fuel fast food chains that thrive in areas near BPO centers.
 The business process outsourcing (BPO)-information technology industry has now
 emerged as the second biggest contributor to the local economy, surpassed only by remittances
 of Overseas Filipino Workers. The BPO industry recorded approximately $9 billion in export
 revenues in 2011, which corresponds to 4.8 percent of gross domestic product in the country.
 The DOTC has assigned a target of achieving $11 billion in export revenues from the BPO
 industry by 2016.
 The rise of business process outsourcing in the Philippines has been traced to the ample
 supply of English-speaking college graduates in the Philippines who are acquainted with
 Western culture.
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 4.2.5 THREAT: Increased health consciousness in the Philippines
 The rise of health consciousness in the Philippines was noted in a research study
 conducted by Oxfam International, where they found that the Philippines was one of two
 countries, the other being India, which were most concerned about nutrition. They survey
 showed that nutrition was among the top considerations of 63 percent of Filipino respondents in
 choosing the food that they eat. In a report conducted by the RNCOS entitled “Philippines Food
 and Drinks Market: Emerging Opportunities,” the rise in the demand for healthy food and drinks
 was traced to the growing young affluent population, rising disposable income and increasing
 consumer awareness of health and safety concerns. It noted that 54 percent of the Filipino
 population regarded themselves as conscious and their health and well-being, as Filipinos are
 starting to pay more attention regarding their food intake.
 In corroboration, information from Kantar Worldpanel showed that Filipinos were
 becoming more health conscious as 93 percent of Filipinos bought healthy foods in 2010
 compared to only 83 percent in 2005.
 4.2.6 THREAT: Increased occurrence of natural and human-induced calamities and disturbances in the Philippines
 A report published by the Citizens’ Disaster Response Center (CDRC) showed that the Philippines had the most number of natural disasters globally in 2011. Among the 302 natural disasters that transpired globally, 33 transpired in the Philippines. The report cited a total of 431 natural and human-induced disasters occurring in the Philippines in 2011, which resulted in 1,774 mortalities, with a total of3 million affected families (15.3 million people). Disasters in the Philippines resulted in over P26 billion in economic damages. The number of disasters in the Philippines during 2011 represents a greater than 50 percent increase from 2010 where 202 disaster events were noted.
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 Figure 5. The number of individuals affected by disasters in the Philippines from 2009 to 2011
 The most frequent disaster encountered was floods with 121 reported incidents,
 accounting for28.08 percent of total disaster events in 2011. The second most common disaster
 involved fires with 98 incidents, a bulk of which transpired in congested urban poor
 communities. Rounding out the top five natural disasters include earthquakes (79 times),
 landslides (66 times) and tornadoes (23 times).
 Tropical storms and cyclones, affected the most number of people in 2011 (10.3 million).
 The two most destructive storms encountered in 2011 include Sendong, which causesd 1,268
 casualties, and Pedring, which resulted in property damage amounting to P15.55 billion.
 Luzon had the greatest number of people affected, numbering 9.4 million individuals
 (translating to 2 million families).
 4.3 Technological Forces
 4.3.1 OPPORTUNITY: Rise of social networking in the Philippines
 In 2011, the Philippines has shown a rapid rise in the number of users of social
 networking sites such as Facebook. As of April 2012, the Philippines ranks eighth in the world
 with highest Facebook penetration, with a total of 28,261,300 users. This number represents
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 28.29 percent of total Philippine population, and 95.16 percent of the country’s online
 population. This implies that about one of every four Filipinos has a Facebook account.
 Ranking Country Users Change (± %) Pen.
 1. United States 155696840 +936 440 +0.61% 50.19%
 2. Brazil 51173180 +6 989 020 +15.82% 25.45%
 3. India 49805800 +3 937 680 +8.58% 4.25%
 4. Indonesia 43813140 +298 300 +0.69% 18.03%
 5. Mexico 35626600 +1 687 160 +4.97% 31.68%
 6. Turkey 31106820 -209 040 -0.67% 39.98%
 7. United Kingdom 30629440 +472 140 +1.57% 49.13%
 8. Philippines 28261300 +327 300 +1.17% 28.29%
 Table 2. Top 8 Countries with the highest number of Facebook users as of July 2012
 Source: www.socialbakers.com
 Socialbakers have also analysed the demographics of Philippine Facebook users, noting
 that the largest number of users is currently in the 18-24 age bracket, with a total of 10,739,294
 users, followed by the users in the 25-34 age group. Nielsen research showed that internet
 penetration among consumers in the 15-19 age bracket reached 65 percent, while nearly half of
 people in their 20’s went online (48 percent). Meanwhile, the Nielsen study indicated that a
 decreasing trend in internet usage was noted with increasing age, with 25 percent of people in
 their 30’s using the internet, 13 percent of consumers in their 40s and 4 percent of consumers
 aged 50 and above. In terms of gender, there are 48 percent of male users and 52 percent of
 female users of Facebook in the Philippines, indicating that more women use Facebook.
 http://www.socialbakers.com/facebook-statistics/philippines
 http://www.socialbakers.com/facebook-statistics/united-kingdom
 http://www.socialbakers.com/facebook-statistics/turkey
 http://www.socialbakers.com/facebook-statistics/mexico
 http://www.socialbakers.com/facebook-statistics/indonesia
 http://www.socialbakers.com/facebook-statistics/india
 http://www.socialbakers.com/facebook-statistics/brazil
 http://www.socialbakers.com/facebook-statistics/united-states
 http://www.socialbakers.com/facebook-statistics/?orderBy=penetration&orderDir=asc
 http://www.socialbakers.com/facebook-statistics/?orderBy=percentage_growth&orderDir=asc
 http://www.socialbakers.com/facebook-statistics/?orderBy=growth&orderDir=asc
 http://www.socialbakers.com/facebook-statistics/?orderDir=asc
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 Figure 6. Distribution of Facebook Users in the Philippines According to Age Bracket
 Source: www.socialbakers.com
 Figure 7. Distribution of Facebook Users in the Philippines According to GenderSource: www.socialbakers.com
 4.4 Political, Legal and Government Forces
 4.4.1 OPPORTUNITY: Improved food safety standards through the development of the
 2011 Consumer Food Safety Act
 Food, as it moves from production, transport, storage, processing, distribution and
 consumption in public places is subjected to various hazards that pose a risk to the health of
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 consumers. According to the Agham party list, food-borne illnesses rank within the top five
 major illnesses in the country.
 The development of the 2010 Consumer Food Safety Act rose from the high number of
 food-borne illnesses in the country, as it seeks to put in place a coordinated system for
 safeguarding food safety for local consumption and international trade. It clarifies the policy,
 delineates and coordinates the functions of involved government agencies, namely the
 Department of Health and the Department of Agriculture, with regards to food safety. It outlines
 the responsibilities of food business operators in enforcing food safety standards. It also creates
 a Food Safety Regulation Coordinating Board which will safeguard a coordinated approach to
 food safety regulation, oversee the overall effectiveness of the system and look after the research
 and training programs for food safety.
 Through the development of the Consumer Food Safety Act of 2010, restaurants and fast
 food establishments are expected to enforce standards to uphold food safety for their consumers.
 4.4.2 OPPORTUNITY: Strengthened drive against corruption
 In a study conducted by Pulse Asia in March 2012, it was noted the Aquino
 administration garnered majority approval ratings for its programs to fight corruption (60
 percent), combat criminality (57 percent), enforce the law equally on all citizens (57 percent) and
 promote peace (52 percent). An Social Weather Stations report in 2011 has also shown that the
 confidence has increased in the government in its drive against corruption, with 65 percent of
 people believing that the government can be run without corruption, compared to just 54 percent
 in September 2009.
 Transparency Internatioanl-Philippines have also released a report showing that the
 Philippines ranking among the world’s most corrupt countries has improved over the past year.
 From 134th place last year, the Philippines ranked 129th out of 183 most corrupt countries in
 2011, indicating that the country has begun implementing anti-corruption laws.
 Citing President Aquino’s anti-corruption drive, Moody ‘s Investor Services has raised its
 investor outlook for the Philippines from “stable” to “positive” which indicates that there is
 improved investor confidence in the country. Moody’s has also increased growth forecast for the
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 country secondary to the successes of the anti-corruption campaign, with growth forecast pegged
 at 4.7 percent from 4.0 percent at the beginning of 2012.
 5 Industry and Competitive Analysis
 5.1 Industry Analysis
 5.1.1 THREAT: Growth of new fast food brands that feature chicken
 Sales of chicken in fast food establishments around the Philippines experienced the
 fastest growth in the fast food industry during 2010, earning a total of P8.6 billion in current
 value sales, which represents a 23% improvement from 2009 sales.
 Reports published by Euromonitor show that the robust performance of the chicken
 category can be traced to the aggressive expansion of fast food chains such as Mang Inasal,
 which opened up 131 new stores in 2010. Mang Inasal provides value to its customers through
 inexpensive meals that offer unlimited rice. Mang Inasal has opened stores in various parts of the
 Philippines including Metro Manila, Iloilo, Cebu, and Davao.
 The success of the chicken category can also be accredited to the emergence of
 new, exciting fast food chains such as Bon Chon Chicken and Manang’s Chicken, which provide
 unique flavours to entice consumers. Bon Chon Chicken prides itself in employing a double
 frying technique to cook their chicken, which results in chicken meat with less fat. The special
 cooking technique also creates a paper thin crisp texture to the chicken skin, which has a crunchy
 texture and soy garlic flavouring. Meanwhile, Manang’s Chicken delivers crunchy fried chicken
 that has a soy garlic sauce. With the development of new fast food chains that feature chicken as
 their main food category, chicken sales have soared in the fast food industry.
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 5.1.2 THREAT: Emergence of fast casual dining alternatives in the fast food industry
 Restaurant operators have developed a new restaurant concept labelled as fast casual
 dining that does not offer provide full table service, but aims to deliver higher quality food and
 atmosphere than a typical fast food restaurant. In the Philippines, fast casual dining accounts for
 approximately 14% share of total current value sales and is dominated by international operators
 such as Oliver’s Super Sandwiches and Yellow Cab Pizza. According to Euromonitor, fast
 casual restaurants have gained traction against traditional fast food restaurants since it marries
 the need to eat on the run with the consumer demand for healthier options. Fast casual dining
 presents consumers with the benefits of improved food quality and preparation, fast service, and
 a modern upscale atmosphere. The emergence of the fast casual dining poses a threat to the fast
 food industry.
 An increased interest in fast casual dining has been observed in the country due to the
 need to cater to more upbeat young professionals. Fast casual dining restaurants such as Yellow
 Cab Pizza offer comfortable dining interiors, and food products with high quality ingredients.
 5.1.3 THREAT: McDonald’s Philippines plans to expand operations in the next five years
 McDonald’s Philippines has started ramping operations in the Philippines with plans to
 develop 150 new stores across the Philippines in the next five years. According to Euromonitor,
 McDonald’s Philippines plans to invigorate its revenues by opening up new stores in strategic
 locations across the Philippines. McDonald’s Philippines plans to develop new stores in key
 provinces such as Cebu, Iloilo, Davao and Cagayan de Oro, while new branches will also be
 developed in strategic areas of Metro Manila.
 The development of new branches coincides with McDonald’s renewed emphasis in
 improving the dining experience of their customers. The new branches of McDonald’s
 Philippines showcase comfortable, spacious dining areas with dynamic graphics and
 architectural accents. According to Euromonitor, McDonald’s has invested $1 billion worldwide
 in its efforts to redesign their stores. The new stores are projected to help customers feel
 comfortable and relaxed while dining.
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 Figure 8. Architectural design of the new branches of McDonald’s Philippines
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 5.1.4 OPPORTUNITY: Rising growth rate of the fast food industry
 The fast food industry registered continued growth in the past five years. Fast food
 restaurants that belong to Business World’s Top 1000 corporations recorded a average growth of
 10 percent in gross revenues over the past five years. Gross revenues of the fast food industry
 reached approximately 70 million in 2009, headed by Jollibee Foods Corporation.
 Source: BusinessWorld Top 1000 Corporations in the Philippines
 Figure 9. Gross Revenues of Fast Food Industry from 2005-2009
 According to a study conducted by Euromonitor, the fast food industry will continue to
 have an upward growth trajectory, with a 4% compound annual growth rate in outlets ending
 2015 with a projected 6,467 fast food branches nationwide. While Metro Manila consumers
 remain to account for the majority of fast food transactions, the development of new fast food
 branches in provincial areas has escalated in the past year, resulting in increased total revenues
 for the fast food industry. According to Euromonitor, fast food is predicted to see a constant
 value compound annual growth rate of 2 percent to expand to P109 billion by the end of 2015.
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 5.1.5 OPPORTUNITY: Trend towards development of indulgence products in the fast food market
 Apart from filling one’s nutritional needs, Filipino consumers are starting to consider food as
 a commodity that is supposed to be savoured, enjoyed, satisfying their need for indulgence. Fast
 food operators have developed strategies to offer more indulgent food options through increased
 toppings, more flavours and improved ingredients. Product offerings that reflect the novel
 interest in indulgent products include Wendy’s Baconator, which feature two 4 oz beef patties,
 two slices of American cheese and six strips of bacon; Pizza Hut’s Lechon Pizza which features
 the crispy skin and meat of roasted pig; and KFC’s Double Down which contains two strips of
 bacon and slices of Monterey Jack and pepper jack cheese sandwiched into two thick fillets of
 fried chicken. These indulgence products help create excitement to the various fast food brands,
 providing people with new reasons to come back to their favourite fast food chains.
 5.1.6 OPPORTUNITY: Growth of home delivery sales in the fast food industry
 The fast food industry has seen a boost in the share of take away sales to eat-in sales in
 the past year. In 2010, delivery sales contributed 28% of total Philippines’ consumer foodservice
 value sales, which denote a rise of 8% in comparison to 2009 actual revenues.
 McDonald’s has been very aggressive in its campaign to increase home delivery sales, as
 evidenced by the launch of entertaining television advertisements which highlight its P40 fixed
 rate charge for delivery orders. This campaign removes the minimum amount of orders for
 delivery aside from the 10% overall charge for home delivery orders. At the same time, it
 encourages consumers to order as much as they want or as little as they want. In addition,
 McDonald’s has developed an online ordering system, 24-hour delivery service, and drive-thru
 promotions to increase delivery sales.
 Aside from the aggressive campaign of McDonald’s to increase home delivery sales,
 independent full-service restaurants and fast food chains partnered with delivery service provider
 City Delivery to make home delivery more convenient for consumers. Customers of consumer
 service restaurants, such as Offbeat Café, The Original Savory, and Yoshinoya, can call the
 centralized delivery hotline 87878 to order food items from partner restaurants. Starting from
 only 29 partner consumer food service restaurants in 2009, City Delivery now features more than
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 100 brands in its fold. It also expanded its coverage from Ortigas, Fort Bonifacio, Makati City,
 Greenhills and Eastwood to include Alabang, Mandaluyong City, Manila City, Pasay City, Pasig
 City and Quezon City. The growth of home delivery sales bodes well for the fast food industry as
 it helps increase total revenues for the industry.
 5.1.6 OPPORTUNITY: Expansion of fast food chains through franchising
 The expansion of consumer food service players becomes accelerated through the
 help of franchising. Individual entrepreneurs are encouraged to invest in a fast food chain
 outlet with renewal of franchise every 3, 5 or 7 years depending on the specific
 establishment. Franchising has been used by both multinational companies and local
 players in the Philippines. The expansion of foreign brands such as Kentucky Fried
 Chicken (KFC), McDonald’s and Pizza Hut has transpired through the aggressive effort
 of encouraging investors to franchise. Meanwhile, local fast food companies also take
 advantage of the strategy by offering franchise packages to willing investors.
 Most franchises in the Philippines are owned by individual investors and
 entrepreneurs. Benefiting from the strong brand equity of food service brands,
 entrepreneurs often feel more secure in placing their money in chained brands rather than
 investing in putting up a new business concept. There are also companies which franchise
 brands such as Sewhani Hotel Enterprises, Inc. which is the largest franchisee of
 Shakey’s in the Philippines. Franchising has become a means for fast food companies to
 expand their operations.
 According to Datamonitor, franchising is prevalent in all categories of consumer
 food service restaurants, including fast food chains. Foreign operators often enter the
 Philippine market by licensing their brands to willing entrepreneurs who will then
 manage the brand and find franchisees to promote expansion. Examples of consumer
 food service chains that have used franchising to expand operations in the Philippines
 include McDonald’s and 7-Eleven.
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 The growth of franchising in the Philippines has led to the development of the
 Philippine Franchise Association, which is a voluntary self-regulating governing body for
 franchising in the country. In response to rapid rise in franchising activities in the
 Philippines, the association was formed in 1995, and has taken an active role in
 promoting Philippine franchising both locally and internationally through the Annual
 Philippine Franchise Conference and Expo. This convention promotes the establishment
 of more local franchisees and encourages more foreign brands to set up operations in the
 country through franchising.
 According to Mr. Samie Lim, Chairman of the World Franchise Council, the
 current wave of franchises are dominated by known brands from the United States of
 America. The next wave of franchises will come from Europe, owing to the strong
 demand for French, Italian and Spanish brands in the Philippines. The third wave of
 franchising will come from Asia in the next two to three years, with the gradual rise in
 maturity of consumer food service chains seen in Asia, facilitating export to the
 Philippines.
 Franchising is not only seen among foreign brands but is also utilized by local
 brands for expansion. Among local brands, franchising has allowed fast food chains to
 expand to new territories quickly. Franchising has allowed McDonald’s, Jollibee and
 KFC to enter provincial markets such as Metro Cebu, Davao and Iloilo. Through
 franchising, fast food companies are able to reach new customers.
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 5.2 Five Forces of Competition Model
 Figure 10. Five Forces of Competition Affecting Fast
 Food Industry
 Porter’s Five Forces Model of competitive analysis is a useful guide to develop strategies
 for companies since it gives an idea of the intensity of competition in a particular industry.
 In evaluating Jollibee Philippines using Porter’s five forces of competition, it can be seen
 that the biggest threats come from rivalry among existing competitors and threat of substitute
 products. As such, there is a need for Jollibee to look into ways that could address the threats
 posed by rival companies and substitute products.
 5.2.1 Threat of New Entrants: Low
 Barriers to entry into the fast food industry exist resulting in low threat of new entrants
 into the market.
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 Barriers to entry of new entrants into the fast food industry include large economies of
 scale, high brand identification, high proprietary knowledge of incumbents, and high control
 over distribution channels of incumbents. According to Ms. Margot Aissa Tan, marketing
 development manager of Jollibee Foods Corporation, the fast food industry is marked by large
 economies of scale, which refer to the increased units of a good or a service that can be produced
 on a larger scale with less average input costs. It implies that as a company in the fast food
 industry grows and production units increase, the company will have an improved chance of
 decreasing its costs. As such, a large fast food chain, which buys inputs in bulk can take
 advantage of volume discounts. Additionally, larger corporations have an advantage over new
 entrants since increased scale of production enables them to utilize specialized labour and
 equipment to improve efficiency in the company.
 Furthermore, Ms. Margot Aissa Tan points out that high brand identification exists in the
 fast food industry in the Philippines. Among the fast food players, customer loyalty to existing
 brands is high, with consumers often choosing tried-and-tested brands over new brands. Brand
 identification helps solidify the position of leaders in the market such as Jollibee and
 McDonald’s, which have developed high brand recall among Filipino consumers, as it garnered
 the top two rankings in the brand identification studies conducted by Euromonitor.
 The proprietary knowledge of incumbents is high, serving as a barrier to entry of new
 players into the fast food market. In the Philippines, established fast food chains have established
 patents and trademarks that restrict other companies from making use of specific food
 preparation techniques. For example, the gravy of Jollibee is a trade secret that cannot be
 emulated by other fast food companies. Proprietary knowledge of incumbents create a barrier
 for entry of new players.
 Furthermore, Ms. Margot Aissa Tan revealed that the control of incumbents over
 distribution channels is high, making it difficult for new players to enter the market. According
 to Ms. Tan, fast food distribution in the Philippines is hindered by poor transportation facilities,
 poor infrastructure and the high cost of power and the lack of infrastructure support. According
 to Ms. Tan, small fast food chains are more vulnerable to the inefficiencies in the distribution
 system since they have not yet established set channels of distribution. In contrast, large fast food
 chains have already established set distribution channels through partnerships with individual
 investors and entrepreneurs who are encouraged to build new franchise outlets. According to Ms.
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 Tan, entrepreneurs feel more comfortable investing in proven fast food companies such as
 Jollibee and McDonald’s compared to start-up companies since they have established a proven
 track record of succeeding in the fast food industry.
 5.2.2 Bargaining Power of Consumers: Moderate
 Bargaining power of consumers in the fast food industry exerts a medium threat. The
 major factors that pose a threat to players in the fast food industry include low switching costs,
 availability of good information for buyers, and the availability of close substitute products.
 According to Ms. Tan, there are low switching costs in the fast food industry secondary
 to the competitive prices and comparable menus offered by different fast food companies.
 Consumers are able to quickly try out the products of rival fast food chains due to the affordable
 and reasonable prices offered in the fast food industry.
 Furthermore, Ms. Tan points out that the availability of good information for consumers
 helps increase bargaining power of buyers. With the rise of social media and the internet,
 consumers have ample information about the various fast food chains available in the
 Philippines, allowing them to make informed choices regarding which restaurant they should go
 to. The availability of information about fast food chains in the internet can also lead to
 consensus building on which fast food chains provide the best food quality, service, and
 ambiance, resulting in increased sales for companies that have favourable ratings. As such, the
 availability of good information for consumers strengthens the bargaining power of buyers.
 The bargaining power of consumers is also strengthened by the availability of close
 substitute products in the Philippine market. According to Ms. Tan, consumers have the option to
 turn to food prepared at home and meals from table service. As such, Filipino buyers can quickly
 turn to substitute products whenever they lose interest in fast food. Thus, the bargaining power of
 consumers is bolstered by the availability of close substitute products in the Philippines.
 While there are factors that contribute to increased bargaining power of consumers in the
 fast food industry, there are some factors inherent in the industry that lower the bargaining power
 of consumers. These factors include small volume of purchases of buyers, and the heightened
 importance of brand identity among Philippine consumers.
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 According to Ms. Tan, Philippine consumers often purchase small volume of products in
 each fast food transaction. On average, she estimates that the typical Filipino consumer only
 spends approximately P100 per transaction in a fast food chain. Due to small volume of products
 purchased by Filipino consumers per transaction, the bargaining power of buyers decreases.
 Additionally, Filipino consumers are known for placing value into brand identity,
 resulting in reduced bargaining power of buyers. Ms. Tan points out that brand identification is
 high in the Philippines, with consumers preferring brands that they have grown up with through
 the years. This is evidenced by the continued strong performance of established brands such as
 Jollibee and McDonald’s in the Philippine market. Due to the preference of Filipino consumers
 to purchase food items from known brands, the bargaining power of buyers decreases.
 5.2.3 Bargaining Power of Suppliers: Low
 Players in the fast food industry have thousands of suppliers to choose from, with
 selection of suppliers often accomplished through a competitive bidding process. The bargaining
 power of suppliers is low due to the availability of substitute products, low differentiation of
 supplier’s products and services, and the heightened importance given to the customer by
 suppliers.
 The availability of substitute suppliers and inputs is high in the Philippine fast food
 market, resulting in reduced bargaining power of suppliers. According to Ms. Tan, fast food
 chains can easily switch suppliers whenever they feel dissatisfied with the quality of inputs
 provided by the current supplier. Since the materials needed by fast food chains, which include
 buns, meat, vegetables, ketchup are easily available from various suppliers, fast food companies
 can quickly switch suppliers in instances where the current supplier is not at par with the quality
 standards set by the fast food company. Due to large availability of suppliers and inputs in the
 market, the bargaining power of suppliers is reduced.
 Another factor that reduces the bargaining power of suppliers involves the low
 differentiation of supplier’s products and services. According to Ms. Tan, the suppliers of fast
 food chains have similar product and service offerings, resulting in little differentiation among
 suppliers. Due to the lack of differentiation among supplier’s products and services, the
 bargaining power of suppliers goes down.
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 The bargaining power of suppliers is also lowered by the heightened importance given to
 the customer (the fast food chains) by suppliers. According to Ms. Tan, suppliers rely heavily on
 the revenues gained from transactions with fast food establishments to earn a profit. Euromonitor
 estimates that suppliers derive approximately 15% of their total revenues from their transactions
 with fast food establishments. Due to large amount of revenue gained by suppliers from their
 dealings with fast food establishments, the bargaining power of suppliers becomes reduced.
 5.2.4 Threat of Substitute Products: High
 The fast food industry remains vulnerable to the threat of substitute products. Factors that
 increase the threat of substitute products include the low switching costs of buyers, the
 availability of healthier options for consumers, and the profitability shown by other industries
 that develop substitute products.
 Buyers can easily try out substitute products since the switching costs for buyers in the
 fast food industry remain low. According to Ms. Tan, consumers can decide to try out alternative
 product offerings such as canteen-style restaurants, which offer similarly low price points,
 whenever they get tired of eating from fast food restaurants. Additionally, some consumers can
 turn to food prepared at home instead of eating out in fast food establishments.
 In recent years, Ms. Tan points out that a considerable number of consumers have moved
 away from fast food restaurants due to the health hazards associated with eating fast food fare.
 As such, the availability of healthier food options poses as a threat to the profitability of fast food
 operators in the country.
 5.2.5 Rivalry Among Existing Competitors: High
 The consumer food service industry remains highly competitive. According to a study
 conducted by the Institute for Development and Econometric Analysis, In. (IDEA)
 entitled “Industry Trends,” a total of 1,469 companies fall under the classification of
 consumer food service restaurants in 2010. The consolidated gross revenues of all players
 in the consumer food service industry total P124.41 billion, with net profits amounting to
 P4.04 billion. Total reported assets of players in the consumer food service industry
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 amount to P64.12 billion. The large amount of players in the consumer food service
 industry indicates that the competition is highly intense.
 The high exit barriers in the industry result in increased rivalry among existing
 competitors. Fast food operators invest heavily in non-transferable fixed assets in
 starting up their business, resulting in higher exit barriers. An example of a non-
 transferable fixed asset used by fast food operators includes the special convection oven
 used by Jollibee to cook their newly introduced chicken barbecue. The convection oven
 costs approximately P5 million for Jollibee to procure and is specifically used to cook the
 chicken barbecue. Due to large investment in non-transferable fixed assets among fast
 food operators, barriers to entry increase in the industry.
 Another barrier to exit includes high redundancy costs among fast food operators.
 Companies in the consumer food service industry employ a large number of workers,
 with contracts of employees stipulating high redundancy payments. As such, firms that
 wish to leave the market will incur significant costs. Due to the high barriers to exit in the
 fast food industry, competitor the rivalry among existing competitors becomes
 heightened.
 5.3 Competitive Profile Matrix (CPM)
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 Critical Success
 Factors
 Weight Jollibee McDonald’s KFC
 Rating Score Rating Score Rating Score
 1. Advertising 0.20 3 0.60 3 0.60 2 0.40
 2. Product
 Quality and
 Taste
 0.15 4 0.60 3 0.45 3 0.45
 3. Price
 Competitiveness
 0.15 4 0.60 4 0.60 3 0.45
 4. Number of
 store locations
 0.15 4 0.60 3 0.45 3 0.45
 5. Speed and
 quality of
 service
 0.15 3 0.45 3 0.45 3 0.45
 6. Product
 variety and mix
 0.10 4 0.40 3 0.30 4 0.40
 7. Financial
 Position
 0.10 4 0.40 3 0.30 2 0.20
 TOTAL 1.00 3.65 3.15 2.80
 Note: weight score:0.0 (not important) to 1.0 (very important)
 Rating score: 4 = major strength , 3 = minor strength, 2 = minor weakness,
 1 = major weakness
 Table 3. Competitive Profile Matrix
 The following critical factors were identified in determining the competitive the
 superiority of the players in the quick service restaurant industry:
 1. Advertising
 Brand identification through strategic marketing campaigns plays an important role
 in the success of fast food chains in the Philippines. The use of tri-media advertising
 campaigns highlights the competitive advantage of players and helps build brand equity.
 Brand identification has become a key factor in the fast food industry for it helps customers
 identify what a company stands for. Due to the importance of developing strong brand
 marketing strategies, it garnered a significant weight of 0.15.
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 Jollibee Philippines became the market leader of quick service restaurants in the
 Philippines due to the large investment in brand marketing by the company.
 Jollibee advertising expenses in 2011 rose by 22% from the previous year, with
 heightened emphasis placed on the new products offered by Jollibee which include
 Chicken Barbecue, Grilled Pork Tenders, and Criss Cut Fries. Jollibee’s
 advertisements has proved to be successful as Euromonitor reports that Jollibee
 tops the list of the most recognized fast food brands in the Philippines.
 Nonetheless, the advertising of Jollibee in the past year, as evidenced by the type
 of advertisements delivered, have become more functional in nature and lack the
 emotional connection and Filipino values of previous advertising campaigns. While
 the advertising campaigns of Jollibee continue to be a success, as evidenced by its
 number one position in brand identification tests across the Philippines, the recent
 marketing campaigns have strayed from the core strategic advantage of Jollibee
 which is its ability to engender a strong connection with the Filipino people through
 advertisements that feature Filipino values. Due to reduced emphasis on Filipino
 values and emotional content in their marketing campaigns in the past year,
 Jollibee garnered a rating of 3 in brand marketing.
 McDonald’s Philippines has grown in brand identification through its strong
 marketing campaigns. In 2009, the advertising agency of McDonald’s, DDB
 Philippines, garnered awards for their McDonald’s campaigns. DDB won 6 Bronze
 trophies for Film with entries that include Grab and Go Breakfast “Cook,” “Hold
 This Please,” and “McDonald’s First Love.” They also won in the category of best
 use of mixed media for “Burger Burger” and Best Outdoor campaign for
 McDonald’s clock. The “Burger Burger” campaign garnered 3 silver trophies as well
 for its outstanding integrated multimedia campaign. The strong advertising
 campaign of McDonald’s has propelled it to the second spot in terms of fast food
 brand identification in the Philippines. According to Euromonitor, Filipinos continue
 to identify more with Jollibee but McDonald’s Philippines has started to make
 inroads in getting the Filipino customer’s attention through Filipino-themed
 marketing campaigns such as “Love ko ‘to.” Due to its strong advertising
 campaigns and its second-place finish in brand identification tests, McDonald’s
 Philippines garnered a rating of 3 in brand marketing.
 Kentucky Fried Chicken (KFC) Philippines remains a distant third in brand
 identification tests of fast food chains found in the Philippines. According to
 Euromonitor, KFC continues to lag behind Jollibee and McDonald’s in terms of
 brand equity. While KFC has attempted to improve its marketing campaigns
 through advertisements such as “Finger Lickin Good,” that emphasize the strength
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 of its product quality, KFC continues to struggle to resonate with the general
 masses that comprise a large proportion of fast food customers. As a result, KFC
 garnered a rating of 2 in terms of brand marketing.
 2. Product Quality and Taste
 Product quality and taste remains a key determinant in the success of a fast food
 chain since it defines the commitment of a company to deliver excellent products to its
 consumers while at the same time differentiating the company’s product from the
 competition. Product quality builds and reinforces customer confidence in a specific fast food
 brand. Due to the importance of product quality and taste, it garnered a weight of 0.15.
 Jollibee Philippines ranks first in terms of product quality and taste among Filipino
 consumers in an independent consumer food panel testing conducted by
 Datamonitor in 2011. The study conducted by Datamonitor polled consumers from
 different parts of the Philippines regarding the various products of fast food chains in
 the Philippines. In the study, Chickenjoy from Jollibee garnered the highest
 satisfaction rating of 88%. Meanwhile, the other products of Jollibee that garnered a
 favourable satisfaction rating include the Jolly Spaghetti (74% satisfaction rating) and
 the Jollibee Champ (73% satisfaction rating). Due to the high ratings awarded by
 Filipino consumers to Jollibee products, it garnered a rating of 4 in terms of product
 quality and taste.
 McDonald’s Philippines was tied for second in terms of product quality and taste in
 the consumer food panel testing conducted by Datamonitor in 2011. The results of
 the study showed that consumers had favourable ratings for McDonald’s products
 which include the Big Mac (satisfaction rating of 74%), Chicken McDo (satisfaction
 rating 71%), and Coke McFloat (satisfaction rating of 70%). Due to the favourable
 ratings garnered by McDonald’s in the consumer food panel testing, it garnered a
 rating of 3 in terms of product quality and taste.
 KFC Philippines tied for second in product quality and taste in the consumer food
 panel testing conducted by Datamonitor in 2011. The study findings revealed that
 consumers had favourable ratings for KFC products such as the Zinger (satisfaction
 rating of 75%), Hot Shots (satisfaction rating of 70%) and KFC Chicken (satisfaction
 rating of 70%). Due to the favourable scores obtained by the KFC in food panel
 testing, it garnered a rating of 3 in terms of product quality and taste.
 3. Price Competitiveness
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 The affordability of food items is a critical success factor for fast food chains in the
 Philippines. The Filipino customer, especially the general masses, prefers food items that are
 low cost. As such, price competitiveness is an important factor in the success of a fast food
 chain. With the importance of price competitiveness in the Philippine fast food market, it
 garnered a weight of 0.15
 Jollibee Philippines maintains its commitment to providing affordable food
 products to the Filipino consumer through its line of P40-P60 value meals
 which include Beef with Mushrooms (standard retail price: P53.90), 5 piece
 Shanghai rolls with rice (standard retail price of P53.90), Yum with drink
 (standard retail price of P48.40) and 1 piece burger steak with rice (standard
 retail price of P53.90). With the availability of affordable meals in its menu,
 Jollibee garnered a rating of 4 in terms of price competitiveness.
 McDonald’s Philippines offers a range of affordable products through its
 value line. The products that are featured in this line include: crispy chicken
 fillet with rice (standard retail price of P50), crispy chicken sandwich meal
 (standard retail price of P50), and McSpaghetti meal (standard retail price of
 P50).With its affordable line of food products, McDonald’s garnered a rating of
 4 in terms of price competitiveness.
 KFC Philippines also provides consumers with food options at affordable
 price points. Combo items featured in KFC include: 1-piece chicken steak with
 rice and regular drink (standard retail price: P50), spaghetti and regular drink
 (standard retail price: P50) and chicken fillet sandwich with regular drink
 (standard retail price: P50). With the featured. Inexpensive combo items, KFC
 obtained a rating of 4 in terms of price competitiveness.
 4. Number of store locations
 The number of store locations has a strong influence in the success of a fast food chain
 since a larger network of store locations would enable companies to reach new customers. Due to
 the importance of reaching out to new customer bases, the number of store locations across the
 Philippines is a important factor in the success of a fast food business. As such, it garnered a
 rating of 0.15.
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 Jollibee Philippines has a wide network of stores opened across the Philippines.
 According to the press release of Jollibee in March 2012, there are a total of 752
 Jollibee stores in the Philippines today. Jollibee stores can be found in different
 parts of the Philippines, including Metro Manila, Northern Luzon, Southern
 Luzon, Visayas and Mindanao. Jollibee has announced that it plans to increase the
 number of stores in the Philippines, with its plan to open 150 more outlets in the
 Philippines. Due to large number of store locations of Jollibee, it garnered a rating
 of 4.
 McDonald’s Philippines currently has a total of 293 stores across the
 Philippines. McDonald’s branches can be found in Metro Manila, Southern
 Luzon, Northern Luzon, Visayas and Mindanao. McDonald’s plans to open an
 additional 20 stores in the Philippines for 2012. With the availability of
 McDonald’s stores across different regions of the Philippines, it garnered a rating
 of 3 in terms of number of store locations.
 KFC Philippines presently has a total store network of 210 outlets in the
 Philippines. KFC has branches in Metro Manila, Northern Luzon, Southern
 Luzon, Visayas and Mindanao. Presently, KFC Philippines plans to invest in
 P1.13 billion to open 45 stores in the Visayas and Mindanao area in the next five
 years. Overall, KFC Philippines hopes to have a total store network of 300 stores
 by 2016. The firm intends to invest P20 million to P25 million for every store that
 it will open. KFC believes that there is strong opportunities for business success
 in provincial areas such as Cebu, Davao and Cagayan which have been noted for
 their robust economic growth. With the wide range of KFC stores seen across the
 Philippines, it garnered a rating in terms of number of store locations.
 5. Service quality and speed
 In the fast food industry, service quality and speed is valued highly by consumers. With
 the fast-paced lifestyle of today’s Filipino consumers, there is a need for fast food companies to
 deliver their products and services to the consumers as quickly as possible. Customers have a
 clear expectation to get quality food fast. According to Ms. Margot Aissa Tan, speed of service is
 in direct correlation to overall retail sales. Thus, speed of service is highly valued in the fast food
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 industry. Consumers also give importance to quality of service provided by fast food restaurants.
 Consumers expect that fast food chains would be able to respond quickly to their needs. Service
 quality and speed is tied to the success of a fast food company. As such, service quality and
 speed garnered a weight of 0.15.
 Jollibee Philippines emphasizes the need for quick and efficient service. The service
 crew is trained to be friendly with the customers, with emphasis placed on developing a
 welcoming and family-friendly atmosphere. The service crew also benefits from training
 sessions that seek to improve their ability to deliver food products at the shortest possible
 time. The service crew is challenged to provide the best service to the customers through
 monthly recognition of individual crew members who have shown excellent service.
 While Jollibee has shown great emphasis in the need to provide quality and speedy
 service, there have been some customer reports published in Euromonitor indicating that
 Jollibee service is slow due to inefficiencies of the service crew. According to Ms.
 Margot Aissa Tan, a problem with some Jollibee branches is that there is not enough
 service crew personnel manning the cashiers resulting in slower business transactions. As
 such, there is still room for improvement in the ability of Jolllibee to provide quality and
 quick service to its customers. As such, Jollibee gained a rating of 3 in terms of food
 service and quality.
 McDonald’s Philippines has espoused the importance of providing quality service to its
 customers through setting of QSC (Quality, Service and Cleanliness) standards that
 emphasize to the consumers that McDonald’s is committed in providing optimal service
 quality and speed. McDonald’s has also taken advantage of advances in technology to
 improve customer service. With the implementation of the Help Desk service outsourced
 to Fuji Philippines Incorporated, day-to-day operations in McDonald’s branches have
 become more efficient. The Help Desk allows for simplification of store level support.
 Instead of relying on an internal IT department to deal with multiple vendors, all calls are
 were directed to the Fujitsu Help Desk, allowing for solution of store concerns in real-
 time. Furthermore, the Help Desk service helped ensure that the store systems in all
 registered branches of McDonald’s are working in optimum condition. As such, the use
 of the Help Desk has proved effective in improving service quality and speed among
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 branches of McDonald’s across the Philippines. Nonetheless, there have been customer
 reports cited in Euromonitor where customers have complained about mediocre service
 provided by the service crews of McDonald’s. The reports pointed out that some service
 crew members are not able to provide courteous service to its customers. While
 McDonald’s have developed technological systems to improve customer service delivery,
 there are still areas of improvement in terms of service quality as evidenced by the
 complaints of customers regarding mediocre service provided by service crew members.
 As such, McDonald’s garnered a rating of 3 in terms of service quality and speed.
 KFC Philippines has introduced a new concept store model which introduced a new
 ordering and claiming system. The system aims to provide quicker service due to the
 separate country stations for ordering and claiming of food. The new system developed
 by KFC also features zones for every type of customer served. Through the new system
 of ordering and claiming in KFC, it is hoped that service quality and service would be
 improved. Nonetheless, consumer reports cited in Euromonitor also show that some
 branches of KFC in the Philippines suffer from slow service due to inefficient service
 crew members. While, KFC has displayed a renewed commitment to improve service
 quality and speed, the company still needs to improve efficiency of their service crew.
 Thus, KFC garnered a rating of 3 in terms of service quality and speed.
 6. Product variety
 In order to remain competitive in the fast food industry, companies develop new products
 to generate excitement and buzz about the brand. Fast food companies make use of product
 variety to help maintain their edge against the competition. Through the development of new
 products, consumers gain more options in product offerings, allowing the company to reach new
 potential consumers. Due to importance of product innovations to the success of fast food
 companies, it garnered a weight of 0.10
 Jollibee Philippines has expanded its menu with the introduction of new rice
 meals such as the grilled pork tenders, beef with mushrooms, and the sweet and
 sour meatballs. The company has also launched the hash brown burger, which is
 made up of juicy Yum patty, sliced cheese and ketchup sandwiched in two pieces
 of crispy hash browns. In its snacks category, Jollibee recently introduced the
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 Crisscut Fries. Through these new products, Jollibee has brought new excitement
 to the brand. Due to the availability of new product innovations, Jollibee obtained
 a rating of 4.
 McDonald’s Philippines has introduced a new line of deserts that aim to satisfy
 customer’s taste buds. The new products include: the Oreo Overload McFlurry,
 the Double Hot Fudge Sundae, the Double Hot Caramel Sundae, and the Hot
 Fudge Hot Caramel Duo. While McDonald’s has focused on launching new
 deserts, it continues to lag behind Jollibee in terms of available rice meals. As
 such, McDonald’s got a rating of 3 in terms of new product innovations.
 KFC Philippines has recently diversified their product line-up with the
 introduction of the Cheese Top Burger, which includes chicken patty, with garlic
 parmesan dressing and a slice of cheese melted atop the bun. The company has
 also launched the KFC Original Recipe Bites, which feature five KFC chicken
 strips in bite-sized pieces. KFC also introduced new flavours of KFC Krushers, its
 line of drinks, which include Rockin’ Road, Kookies n’ Kream and Mixed
 Berries. Due to wide variety of new offerings seen in KFC, it garnered a rating of
 4.
 7. Financial position
 The financial position of a fast food company is a critical success factor since it reflects
 how well a company is performing fiscally. A Strong financial position can also entice new
 investors into the company. Due to the importance of a strong financial position in the fast food
 industry, it garnered a weight of 0.10.
 Jollibee Philippines recorded revenues of P 41.4 billion in the fiscal year ended
 December 2011, which is an increase of 7.8% over 2010. Furthermore, the
 company’s operating profit was P3.6 billion in fiscal 2010, which translates to an
 increase of 9% over 2010. Meanwhile, net profit was recorded at P 3.2 billion in
 fiscal 2010, an increase of 20% over 2009. From the financials presented by
 Jollibee, it can be seen that their financial position is very strong. As such, they
 garnered a rating of 4.
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 McDonald’s Philippines recorded revenues of P10,649.9 billion in the fiscal
 year ended December 2011, which is an increase of 11% over 2010. The
 company’s net income was calculated at 503.7 million in fiscal 2011, an increase
 of 48% over 2010. Due to the second-leading financial position of McDonald’s
 in the fast food industry, it garnered a rating of 3.
 KFC Philippines
 5.4 Competitors
 Jollibee has two major competitors in the fast food industry, namely McDonald’s Incorporated
 from Golden Arches Development Incorporated and Kentucky Friced Chicken from Ramcar,
 Incorporated. The two competitors pose a threat to the continued success of Jollibee due to their
 strong brand identification and long presence in the industry.
 5.4.1 McDonald’s Philippines
 McDonald’s Philippines, through the able leadership of George T. Yang, began
 operations in the Philippines in 1981. Since 2005, McDonald’s Philippines has been a 100%
 Filipino-owned company. Ever since the company opened its first restaurant along Morayta St,
 Manila in 1981, McDonald’s has flourished to become one of the leading fast food chains in the
 country with a total store network of 293 outlets across the Philippines. McDonald’s
 McDonald’s Philippines aims to be a customer-oriented fast food company that strives to
 offer Filipinos a combination of great-tasting, quality food products at value prices with excellent
 service. McDonald’s attained gross revenues of P10.649 billion and net income of 503.7 million
 in 2011.
 McDonald’s renowned product line includes the Big Mac, Cheeseburger, World Famous
 French Fries, Egg Muffin, Apple Pie, Sundae and the Happy Meal. To cater to Filipino taste,
 McDonald’s also delivers local favourites such as the Chicken McDo, Burger McDo, and the
 McSpaghetti.
 McDonald’s guarantees high standards in all facets of is operations through its adherence
 to the quality, service and cleanliness standard that they have set. It states that McDonald’s
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 maintains its commitment to deliver high quality food products, supported by courteous and
 speedy service, and cleanliness in all McDonald’s branches. It is the foundation for the
 company’s drive for customer satisfaction, as it believes that taking good care of its customers is
 the first step towards effective sales building.
 In response to the changing lifestyles of Filipino customers, McDonald’s Philippines
 pioneered the development of 24/7 store branches, that allowed customers to order their food
 products during any time of day.
 Aside from delivering food products and services, McDonald’s Philippines serves the
 community through the Ronald McDonald’s House Charities that supports the Bahay Bulilit and
 Bright Minds Read programs. The Bahay Bulilit builds day care centres and provides free
 primary education to children from impoverished communities. Meanwhile, the Bright Minds
 Read program aims to improve the reading skills of public school children.
 Vision Statement:
 Una sa Pamilyang Pinoy!
 McDonald’s Philippines aims to be the first to respond to the changing needs of the Filipino
 family. It aspires to be the primary choice when it comes to food and dining experience for the
 Filipino family. It wants to be known as the best employer and the most socially responsible
 company.
 Mission Statement:
 To serve the Filipino community by providing great-tasting food and the most relevant customer
 delight experience!
 Values:
 Customer-driven
 Malasakit
 Integrity
 Teamwork
 Excellence
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 Figure 12. The official logo of McDonald’s
 5.4.2 KFC Philippines
 Kentucky Fried Chicken (KFC) Philippines is a chain of fried chicken fast food restaurants that
 originated from Louisville, Kentucky in the United States. KFC principally sells fried chicken and its
 variations such as chicken burgers and wraps. The most famous product of KFC is its Original Recipe
 Chicken, which is flavoured with 11 secret herbs and spices. In order to serve the varied tastes of
 Filipinos, KFC has developed innovative products such as the Chicken Twister and the pasta bowls.
 KFC adapts to the Philippine taste by changing the recipe of its gravy. In the Philippines, KFC
 gravy is uniquely thick and mildly spicy. To satisfy Filipino consumers’ fondness for gravy, KFC Philippines
 offers free refills for its gravy.
 KFC delivers freshly prepared food, which is achieved through use of high quality ingredients
 and proven cooking techniques. KFC uses fresh ingredients, as exemplified by the delivery of fresh
 batches of chicken to stores daily. KFC also makes use of a pressure frying technique that helps make
 their chicken tender and flavourful.
 In 2012, KFC plans to invest P1.13 billion to open 45 stores in the Visayas and
 Mindanao areas in the next 5 years. The company believes that there would be continuing
 economic growth in Visayas and Mindanao regions, especially in the provinces of Cebu,
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 Davao and Cagayan de Oro. According Chacha Calma-Juinio, Kentucky Fried Chicken (KFC)
 Philippines general manager, the company will invest approximately P20 million to P25
 million for each store it will open.
 Apart from their plans to expand store operations, KFC also developed a new concept
 store model called the “Bucket Attitude New Model Store,” which involves renovation of
 stores to fit the varied lifestyles of Filipino customers. The new system showcases zones for
 every type of customer that they serve. There is a fun and family zone for customers which
 cater to customes who are in no rush and enjoy eating with friends and family. There is a
 fast and friends area that includes a mobile charging station and a photo booth for
 customers who are in a rush and are eating out with office mates during lunch break. Finally,
 there’s a “speed and tasty” zone that caters to customers that are always on the go.
 Through the reorganization of the KFC store model, the company hopes to be able to attract
 diverse customers.
 KFC Philippines has not developed their mission and vision statements.
 Figure 13. Official logo of KFC
 6 External Factor Evaluation Matrix (EFE)
 Key External Factors Weight RatingWeighted Score
   EXTERNAL OPPORTUNITIES      
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 1-SC
 Filipino consumer preference for value-for-money goods
 0.15 4 0.60
 2-E Rise in the Net Primary Income and Household Final Consumption Expenditure
 0.10 4 0.40
 3-SC
 Increased development of shopping malls in province
 0.10 4 0.40
 4-SC Rise of the BPO industry
 0.05 4 0.20
 5-T Rise of social networking in the Philippines
 0.05 3 0.15
   EXTERNAL THREATS      
 1-C
 Expansion plans of McDonald’s Philippines
 0.15 4 0.60
 2-C
 Growth of new fast food brands featuring chicken
 0.15 1 0.15
 3-E Rising Inflation Rate for Consumer Goods and Services
 0.15 4 0.60
 4-SC
 Increased health consciousness in the Philippines
 0.05 1 0.05
 5-SC
 Rise in the number of natural and man-made calamities
 0.05 4 0.20
 Total 1.00   3.35
  E=Economic, SC=Socio-cultural, P=Political, T=Technological, C=Competitive
 The researcher conducted analysis of external factors that affect the Philippine fast food industry
 in the early section of this paper. Each external factor was given a weight that reflects its impact to the
 industry, followed by a rating that corresponds to Jollibee’s response to the said factor. The following
 section provides explanations on the rationale for the weights and ratings provided.
 OPPORTUNITIES
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 1-E Filipino consumer preference for value for money goods
 The preference of Filipinos for value-for-money goods exerts a large influence in the
 Philippine fast food industry. According to Euromonitor, fast food brands that offer value meals
 demonstrate a strengthened position in the market. For example, Mang Inasal which offers P99
 meals of inasal (roasted chicken) and unlimited servings of rice sustained strong sales as it
 recorded gross revenues of P3.64 billion, which corresponds to 40% growth from 2010 values. In
 a study conducted by Euromonitor, it was shown that value-for-money yielded the strongest
 association with fast food consumption of Filipinos. The popularity of affordable meals in the
 Philippines is evidenced by the large number of fast food chains offering value-for-money meals.
 The following table shows the value for money items seen in various fast food establishments.
 Table 3. Value for Money Food Items, July 2011
 Company Budget Food Items Price (PhP)
 Jollibee Rice Meal 39ers, Value Meals 39.00 – 55.00
 Chowking Value Kings, Combo Kings 29.00 – 87.00
 Mang Inasal Sulit Meals, Bulilit Meals 49.00
 McDonald's Value Meals, McSaver Meals,
 Everyday McSavers 25.00 – 55.00
 KFC Wow Burger, Wow Sulit Meals 30.00 – 89.00
 Goldilocks Sarapinoy Meals 49.00
 Wendy's Super Value Menu 37.00 – 62.00
 Due to the substantial impact of value-for-money goods in the fast food industry, it was
 given a rating of 0.15
 In response to the growing influence of value-for-money goods in the fast food industry,
 Jollibee has been offering affordable meals that cater to value shoppers. In 2012, Jollibee offers
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 rice meals for only P50-80, which include the beef with mushrooms (P42.90), 5 piece shanghai
 rolls with rice (P42.90), and grilled pork tenders (P71.50).
 Jollibee has also instituted price roll backs on a variety of their products through the Always
 Affordelicious promotion. A one-piece burger steak with rice is now priced at P39 from an
 original price of P43, while the value meal that includes a regular drink is now only P49 from the
 original price of P59. From P57, an order of Jollibee Spaghetti with regular drink is now only
 P49, while the Jollibee Spaghetti with regular Yum and regular soft drink is now P75 from P85.
 Jollibee also offers the Jollibee Spaghetti with 1 piece Chickenjoy and regular soft drink for
 P105 from P109. The price of a 1-piece Chickenjoy solo meal has also been reduced from P73 to
 P69, while the value meal with regular drink has been made more affordable with the recent
 price reduction from P89 to P79. Due to the price roll-backs and the introduction of new value
 meals, Jollibee maintains its commitment to provide value-for-money products to its customers.
 As such, Jollibee garnered a rating of 4.
 2-E Rise in Net Primary Income and Final Household Consumption Expenditure
 The rise in net primary income by 4 percent in the first quarter of 2012 has fuelled increased
 household consumption expenditure among Filipinos. Household spending continued to expand
 by 6.6 percent from 5.9 percent in 2011. Food expenditures which account for 40.5 percent of
 household consumption expenditure, grew by 6.3 percent from 7.3 percent registered in 2011.
 Furthermore, restaurant and hotel expenditure grew from 4.2 percent in 2011 to 10.4 percent in
 the first quarter of 2012. According to a study conducted by Euromonitor, the increased
 expenditure on food items and restaurants has helped the fast food industry, as they have noted
 that fast food accounted for the highest single component of restaurant expenditures, with the
 study indicating that 5 out of 10 Filipinos eat at fast food chains when eating outside the home.
 This points out that the increase in household expenditure has helped entice Filipino consumers
 to go to fast food chains. Due to its strong impact on the fast food industry, the increase in
 household expenditure garnered a weight of 0.15.
 In response to the rise in household income, Jollibee strove to attract consumers to go to their
 stores by engaging in innovating advertising campaigns. Jollibee launched a new tagline “Ang
 Saya ng Langhap-Sarap,” which featured a new jingle performed by brand ambassador Sarah
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 Geronimo. Jollibee has also enlisted the help of celebrities such as Enchong Dee and Xian Lim
 to advertise its products. Through the help of celebrity endorsers, Jollibee gains traction in its bid
 to fuel excitement with the Jollibee brand and attract customers.
 Jollibee also sought to attract customers by undertaking store renovation that features high
 ceilings, warm earth tones interposed by large windows with red lines. The store’s interiors are
 further enhanced by the furniture employed by its designers as demonstrated by the use of plush
 seats that come in various colours. With the store renovations, Jollibee hopes to attract Filipino
 customers to go to its various branches.
 Due to the use of celebrity endorsers and the recent store renovations, Jollibee has proven to
 be successful in encouraging Filipino consumers to go to Jollibee stores. As such, Jollibee
 garnered a rating of 4.
 3-SC Rise of the BPO industry
 The growth of the business process outsourcing (BPO) industry has boosted the eating
 out habits of workers in the country as BPO companies have a 24/7 work schedule. According to
 Euromonitor, fast food companies have set their sights on capturing business process outsourcing
 hub workers who work at night by opening some of their stores for 24 hours a day. Euromonitor
 states that outlets of fast food chains situated near business centres have flourished, due to the
 rise in the number of BPO workers. Due to the mild impact of the BPO industry’s rise to fast
 food consumption, it was given a weight of 0.05.
 In response to the rise of the BPO industry, Jollibee has opened 24/7 stores across the
 Philippines, including Metro Manila, Northern Lunzon, Southern Luzon, Visayas and Mindanao.
 Through the emergence of Jollibee stores that are open 24 hours a day, BPO workers are able to
 enjoy their Jollibee favourites even in the middle of the night. It also offers 24/7 online delivery
 in Metro Manila, Pampanga, Cavite, Rizal, Bulacan, Bataan, Batangas, and Laguna. Due to the
 availability of 24/7 stores and online delivery, Jollibee has been able to capitalize on the rise of
 BPO industry. As such, it garnered a rating of 4.
 4-SC Increased development of shopping malls in the province
 A large number of shopping centre developers plan to open up malls and supermarkets in
 new provincial locations including Cebu, Ilocos Region and Bulacan. The entry of shopping
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 malls has encouraged fast food industry players to open more outlets in untapped areas of the
 Philippines. The arrival of new malls has been advantageous to the fast food industry, as a
 Datamonitor study noted that the new malls provides space and foot traffic for the expansion of
 fast food chains. A Euromonitor study, concurred, as it stated that fast food companies which
 place outlets in shopping malls gain business and impulse purchases from customers who had no
 pre-planned patronage of the restaurant. Increased development of shopping malls in the
 province has a moderately large impact on the fast food industry, as such, it garnered a weight of
 0.10.
 5-T Rise of social networking in the Philippines
 The rise of social networking can have an impact on the fast food industry. In a study
 conducted by Nielsen entitled the “Southeast Asia Digital Consumer Report,” 64% of Filipinos
 depended on social networking sites such as Facebook when conducting purchase decisions. The
 report also indicated that 6 out of 10 Filipino internet users trusted online consumer opinions,
 which is higher than other Southeast Asian nations. Filipinos relied on online product reviews
 and discussion forums as one of the most trusted sources of recommendations when making
 purchases (45 percent). The Philippines ranked second highest when it came to the number of
 people who have “liked” or followed a brand, company or celebrity on a social networking site
 (75 percent). Nonetheless, the direct impact of social networking in the Philippine fast food
 industry continues to be modest compared to other external factors. A large proportion of
 Filipinos from the lower socioeconomic strata, which comprise a large market for fast food, still
 do not have access to the internet. Thus, the rise of social networking garnered a weight of 0.05.
 Jollibee has developed initiatives in response to the rise of social networking. Jollibee has
 a Twitter page and a Facebook page to attract more customers. In its Twitter page, Jollibee has
 1,961 tweets and 9,759 followers. Through its Twitter page, Jollibee has been able to announce
 new product announcements and services. For its Facebook page, Jollibee has 204,814 likes. The
 Facebook page allows Jollibee to promote its products and services. Nonetheless, Jollibee can
 still improve its penetration into the social networking space through development of innovative
 programs that would generate increased buzz for the brand. As such, Jollibee garnered a rating of
 4 in terms of its response to the rise of social networking.
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 THREATS
 1-C Expansion plans of McDonald’s Philippines
 McDonald’s Philippines plans to develop 30 new stores in the Philippines for 2012.
 Within the next five years, the company plans to develop 100 new stores to increase its
 penetration to new geographical markets. McDonald’s Philippines plans to spend P1 billion in
 2012 to support its expansion plans. As the second-leading fast food chain in the Philippines,
 McDonald’s planned expansion exerts a large impact on the Philippine fast food industry. As
 such, it garnered a weight of 0.15.
 In terms of its response to the expansion of McDonald’s Philippines, Jollibee has
 announced that it plans to increase the number of stores in the Philippines, as it seeks to open
 125 more outlets in the Philippines. Jollibee seeks to invest P2.9 billion for its expansion plans. It
 aims to develop new stores in strategic locations around the Philippines, as it intends to expand
 operations in Cebu, Davao and Cagayan de Oro. Due to the aggressive expansion plans instituted
 by Jollibee, it garnered a rating of 4.
 2-C Growth of new fast food brands featuring chicken
 The growth of new fast food brands that feature chicken result in strengthened competition in
 the fast food market. Sales of chicken in fast food establishments in the Philippines has
 experienced the fastest growth in the fast food industry during 2010, earning a total of P8.6
 billion in current value sales, which represent a 23% improvement from 2009 sales. The brisk
 sales of chicken fast food can be attributed to the emergence of new brands such as Chic-Boy,
 Bon Chon Chicken and Manangs Chicken.
 There has been a rapid growth in the development of new fast food chains that feature
 chicken. Since its opening in 2010, Chic-Boy has grown into a total of 108 dine-in stores, with
 an additional 37 more franchised stores under construction. Meanwhile, Bon Chon Chicken has
 opened 14 branches across Metro Manila since 2010, with a plan to develop its first provincial
 branch in Davao on December 2012. For Manang’s Chicken, it has grown to nine branches in
 different parts of Metro Manila, with a plan to develop 40-50 more branches in 2012. The rapid
 growth of new fast food players has a large impact on existing fast food chains due to the
 resultant heightened competition. As such, it garnered a weight of 0.15.
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 Jollibee has not been successful in responding to the threat posed by new competitors.
 Jollibee Chicken Barbecue, which they hoped would be able to compete with new competitors,
 have proved to be a flop in the market. The sales of the Jollibee Chicken Barbecue have been
 slow, as its sales have reduced by 20% from 2010 to 2011. Due to the poor performance of
 chicken barbecue, Jollibee has decided to discontinue selling chicken barbecue in the market. In
 2011, Jollibee has reduced its advertising campaign for Chickenjoy, its primary product for the
 chicken segment, as it sought to focus advertising efforts on its new products such as Grilled
 Pork Tenders, Beef with Mushrooms and Shanghai Rolls with Rice. Due to the poor performance
 of its Chicken Barbecue and the reduced attention given by Jollibee Philippines on its chicken
 segment, it was given a rating of 1.
 3- Rising inflation rate for consumer goods and services
 The rise of inflation rate has a significant impact on the fast food chains. Very high inflation can
 affect both input costs and prices of products in the fast food industry. Operational costs, which
 include wages, ingredients and rents, have been increasing due to inflation, resulting in higher
 expenses for the players of the fast food industry. As food service operators adjust to the higher
 costs of input, they tend to pass increases in operational costs to customers. This results in rise in
 prices of fast food, which threatens consumers’ willingness to spend in fast food chains. The rise
 of prices of fast food is evidenced by the increase in prices of fried chicken in fast food chains
 across Metro Manila. The table below shows that there is a price hike of fried chicken in two
 popular fast food establishments, with an average increase of 8.8-9.8% noted in Metro Manila.
 Based on 2009 prices, a two piece chicken meal cost P128-132 in Metro Manila. Based on
 inflation-adjusted terms, prices went up by 1.7-2.7% per year in Metro Manila, which could
 negatively affect consumers’ decision to dine in fast food establishments.
 Metro Manila
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 Table 13. Rise of fried chicken prices in fast food establishments in Metro Manila from 2005-2010
 The rise in inflation rates has a significant impact on the fast food industry. As such, it
 garnered a weight of 0.15.
 In response to the threat posed by rising inflation, Jollibee has increased the number of lower
 priced items in its menu portfolios. As previously stated, Jollibee introduced the Always
 Affordelicious promotion that reduced the prices of Jollibee’s iconic products, including the
 Chickenjoy, Jollibee Spaghetti and Burger Steak. Through these promotions, Jollibee is able to
 attract consumers to go to Jollibee. Furthermore, Jollibee decided to close 110 stores in the
 Philippines, mostly aging stores in obsolete trading areas, to reduce the expenses incurred by
 sustaining operations of poor performing stores. Jollibee has been able to weather the threat of
 inflation through provision of value meal options and closing down poorly performing Jollibee
 outlets. Due to these measures, Jollibee garnered a rating of 4.
 4-SC Rising health consciousness in the Philippines
 There has been a rise in the health consciousness of Filipinos which could impact their
 decision to purchase fast food items. In a study conducted by Euromonitor, it was revealed that
 Filipino consumers who consider themselves as health conscious choose organic foods over fast
 food items whenever they make purchasing decisions. Nonetheless, a study conducted by
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 Datamonitor showed that health consciousness does not correlate with fast food consumption,
 with 72% of health-conscious consumers in the Philippines admitting that they have given in to
 the convenience of fast food in the previous 30 days. As shown in the study, the rise of health
 consciousness does not always lead to reduced fast food consumption. Due to the mild impact of
 health consciousness on the fast food industry, it garnered a weight of 0.05.
 Jollibee has not been able to mount a response amidst the rise of health consciousness in the
 Philippines. The company remains unwilling to post nutritional facts regarding their food items.
 Furthermore, it still does not have any nutritious food items available for health conscious
 buyers. Due to lack of food options for health conscious customers, Jollibee obtained a rating of
 1.
 5-SC Rise in the number of natural and man-made calamities
 Natural and man-made disasters have a detrimental effect on the fast food industry. Typhoons
 that hit the Philippines can adversely affect agricultural output, which results in lowered income
 of Filipino farmers. The reduced disposable income obtained by farmers strongly discourages
 spending in fast food and influences business operations in provincial branches. Furthermore,
 natural disasters can directly affect the food supply by destroying crop fields, which results in
 decreased supply of raw materials (eg. vegetables) needed for production of food items.
 Nonetheless, a study conducted by Datamonitor showed that natural disasters do not have a large
 impact on the fast food industry since there are a variety of suppliers of raw materials available
 from different regions of the Philippines and the international market. As such, the impact of
 natural and man-made disasters on the fast food industry remains mild, obtaining a weight of
 0.05.
 Jollibee has responded to the increase in the number of natural and man-made disasters by
 providing assistance to families and rehabilitating public school buildings affected by Typhoon
 Sendong. Jollibee has also provided rice donations and relief packs to 6,500 families affected by
 Typhoons Ondoy, Pepeng and Santi in 2009. It also provided classroom repair, learning
 materials and school supplies to eight public elementary schools affected by Typhoon Ondoy. In
 addition, Jollibee helped 16 public elementary schools by donating water filter kits. Through the
 various disaster response efforts, Jollibee has been able to help rehabilitate the lives of Filipinos
 affected by natural disasters and calamities. As such, they garnered a rating of 4.
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 Conclusion/Strategic Issues
 In conclusion, with Jollibee’s external factor evaluation garnering a score of 3.35, it has
 demonstrated an above average ability to respond to its opportunities and threats. Jollibee has
 been able to provide affordable meals which respond to Filipino consumer preference for value
 goods and the inflation of food prices. Furthermore, they have been able to respond to increase in
 shopping malls and expansion plans of McDonald’s Philippines by aggressively expanding
 operations in the Philippines. Nonetheless, Jollibee still needs to address the threat posed by new
 fast food brands and increasing health consciousness in the Philippines.
 7 Internal Assessment
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 There are several internal factors that affect Jollibee’s position in the fast food market. The
 brand’s strengths and weakness shall be elucidated and explained to gain better insight into the
 overall performance of the brand. A comprehensive analysis of the internal environment includes
 consideration of the following factors: a.) culture, b.) management, c.) marketing, d.) finance, e.)
 operations, f.) human resources, g.) information systems, and h.) research and development
 7.1 Culture
 7.1.1 STRENGTH: Family-friendly and supportive organizational culture
 Jollibee makes it a point to develop a family-friendly organizational culture. Jollibee
 employees are encouraged to support one another, as managers and front line staff are asked to
 view each other as members of the Jollibee family. Employees can freely talk to upper
 management when they have concerns and issues that they want to raise. Meanwhile, managers
 are trained to be open to the suggestions of the staff. Through these initiatives, Jollibee develops
 a supportive work atmosphere for its employees.
 The organizational culture of Jollibee also emphasizes the need to respect each employee as a
 valuable contributor. Jollibee owners want each employee to respect one another, as they believe
 that respect lays the groundwork for positive and supportive relations in the workforce. All
 employees are addressed with courtesy and respect, with the use of the titles “Sir” or “Ma’am”
 afforded to each employee. Employees also show respect and hospitality to each customer
 encountered, as demonstrated by the warm greetings and smiles given to each customer as they
 enter a Jollibee store.
 In order to develop a family-friendly culture, Jollibee engages in team building activities to
 develop camaraderie among the workforce. They hold weekly social activities that encourage
 team members to spend time together. Through these weekly social activities, the Jollibee team
 gets to know one another better, resulting in improved coordination and fellowship. Jollibee
 makes it a point that employees are given the time to have fun and enjoy the company of other
 team members.
 Furthermore, Jollibee also holds team development activities which involve group dynamic
 games designed to help individuals learn how teams work together and help them discover better
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 methods. Jollibee uses team development activities to encourage employees to work together.
 Through these activities, Jollibee hopes to develop solidarity within the Jollibee team.
 Jollibee also demonstrates its family-friendly culture through the development of kid-centric
 mascots such as Jollibee, Yum, Twirlie, Popo and Hetty. These mascots encourage families to go
 and dine in Jollibee. Jollibee also offers catering and party services, providing a venue for
 Filipino families to come together and celebrate special occasions.
 7.1.2 STRENGTH: A work culture based on professionalism
 Jollibee values professionalism in the workplace. Rules of office professionalism are set in
 Jollibee and include proper work conduct and worker accountability. Employees are expected to
 leave their personal lives at home, which entail minimizing personal phone calls and visits and
 refraining from using the company computer for personal use. Furthermore, workers are
 expected to dress professionally and avoid wearing tight or revealing clothing.
 Jollibee also expects employees to be accountable for actions. This demands that workers be
 punctual in arriving to work and submitting deadlines, properly handling delegated responsibility
 and fulfilling occupational commitments.
 Jollibee also exemplifies the professional attitude by the use of objective statistics and
 numbers to guide the business. They refrain from relying on gut feel and impulse to make their
 business decisions. As such, Jollibee uses established metrics and professional standards to
 ensure that their business is running smoothly. Jollibee demands that an attitude of
 professionalism be adopted in each aspect of its business.
 7.2 Management
 7.2.1 STRENGTH: Efficient business planning process
 Business planning in Jollibee transpires via coordination among the different departments,
 which include Marketing, Finance, Human Resources, Research and Development, Operations,
 and Information Systems. The different departments collate data regarding the past year’s
 business results, and engage in research regarding the current state of the industry and its
 competitors. After gathering business and research results, the different departments come
 together to discuss the key issues and opportunities of the brand with senior management. From
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 there, identification of the job roles and responsibilities of each employee is specified to meet the
 issues and opportunities. Finally, objectives and activities are set to guide the departments in its
 tasks.
 Weekly activities of the different business departments are linked up together through
 interdepartmental meetings that aids in synchronizing the work. Establishment of cross-
 functional teams during key phases of the planning process aids in improving coordination
 among the different departments.
 7.2.2 Participative and hands-on leadership style of CEO
 Tony Tan Caktiong, CEO of Jollibee, maintains the importance of encouraging employees
 to give suggestions and ideas to their bosses directly. He encouraged managers to follow his
 example in allowing employees to speak out regarding the plans and objectives of the company,
 facilitating empowerment of the workforce. He believes that an engaged workforce leads to
 increased motivation, productivity and efficiency.
 Mr. Tony Tan Caktiong also maintains his entrepreneurial spirit by remaining deeply
 involved with day-to-day operational tasks. To speed up assessment of market response, he
 engages in management by walking around (MBWA) through regular visits to Jollibee stores. He
 believes in the importance of being hands-on in managing a fast food company.
 7.2.3 Strategy
 Jollibee currently employs the following 2 key strategies:
 STRENGTH: Expansion of local store network
 Jollibee continues to invest heavily in store network expansion as it opened a
 total of 40 new stores in the Philippines in 2011, bringing the overall store count to 745 by
 the end of the year. Jollibee spent P3.7 billion to finance the expansion of its store network.
 Jollibee’s total store network remains the largest in the Philippine fast food industry.
 For 2012, Jollibee announced that it plans to ramp up the number of stores in
 the Philippines, as it seeks to open 125 more outlets in the Philippines. Jollibee seeks to
 invest P5.8 billion for its expansion plans. It aims to develop new stores in strategic locations
 around the Philippines, with focus on expanding operations in emerging markets such as Metro
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 Cebu, Davao and Cagayan de Oro. Jollibee believes that its continued growth is tied to
 expansion of its store network to untapped geographical markets.
 Diversification of product line up
 Jollibee introduced a variety of new products in 2011 to bring excitement into the
 Jollibee brand. It introduced the Sweet and Sour Meatballs, which helped boost its low-priced
 rice meal business. For the teens and young adult market, it launched the Jollibee Floats and
 Flavoured crispy fries. Meanwhile, the Corned Beef Pandesal, and Chicken Sausages and
 Pancake combos helped invigorate the breakfast menu of Jollibee. The Choco Crumble Sundae
 and Strawberry Sundae, on the other hand, attracted desert lovers. Before the year ended, Jollibee
 added two exciting products, the Hash Brown Burger, which is the first ever burger sandwiched
 in between 2 crispy hash browns, and the Grilled Pork Tenders, which created buzz in the rice
 meal category. Jollibee’s diversification strategy aims to attract new customers into the Jollibee
 brand.
 7.2.4 Organization
 Jollibee Philippines is a strategic business unit of Jollibee Foods Corporation. The corporate
 management team of Jollibee comprises of the following individuals:
 TONY TAN CAKTIONGPresident and Chief Executive Officer
 ERNESTO TANMANTIONGChief Operating Officer, JFC Philippines
 JOSE A. MIÑANA, JR.President, Jollibee Philippines
 YSMAEL V. BAYSAVP - Corporate Finance and Chief Finance Officer
 JOHN VICTOR R. TENCEVP - Corporate Human Resources
 WILLIAM TAN UNTIONGVP - Real Estate
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 DANIEL Z. GOMEZVP - Corporate Marketing
 BENIGNO M. DIZONVP - Corporate Engineering
 WILLIAM S. LORENZANA, JR.VP - Corporate Supply Chain
 ANASTACIA S. MASANCAYVP - Corporate Audit
 SUSANA K. TANMANTIONGVP - Corporate Purchasing
 LAURO C. MATIASVP - Corporate Information Management and Chief Information Officer
 LIWAYWAY T. MATEOVP - Corporate Quality Management
 ERLINDA F. CASTROHead, Shared Services
 7.3 Marketing
 7.3.1 STRENGTH: Strong brand identification
 Jollibee has a strong brand recall with Filipino consumers. Jollibee was chosen as 2012
 Reader’s Digest Most Trusted Brand in the family restaurant category. Jollibee affirmed its
 standing as the leading fast food chain in the country following its conferment of The President’s
 Award, the highest recognition given during the   11th Franchise Excellence Awards (FEA) in
 2011. It was also awarded as Most Admired Company in the Philippines by Wall Street Journal
 Asia in 2009. It was also cited by the travel magazine Travel + Leisure as one of the world’s best
 fast food chains, the only Philippine company to be included in the list. Jollibee has been
 recognized around the world as a top fast food brand.
 In a study conducted by Strat Polls, it was revealed that Filipino consumers preferred
 dining in Jollibee compared to other fast food chains. 72.8% of those surveyed chose Jollibee as
 their preferred fast food chain. McDonald’s obtained the second spot, with 55.2% of those
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 surveyed indicating that McDonald’s was their preferred fast food chain. In comparing Jollibee
 with McDonald’s head to head, it was revealed that more male respondents picked Jollibee over
 McDonald’s (59.3% for Jollibee vs 43.5% for McDonald’s). Jollibee has a strong following
 among Filipinos compared to the competition.
 7.3.1 Product
 Jollibee serves a variety of fast food products, including burgers, fried chicken, noodles, rice
 meals, sandwiches, desserts and breakfast.
 The product line up of Jollibee for each food category includes:
 BURGERS
 Hash Brown Burger
 Champ
 Yum! With Tomato, Lettuce and Cheese (TLC)
 Yum! With Cheese
 Regular Yum
 CHICKEN
 Chickenjoy
 Spicy Chickenjoy
 Chickenjoy Bucket
 NOODLES
 Chicken and Mushroom Pasta
 Jollibee Spaghetti
 Palabok Fiesta
 RICE MEALS
 Grilled Pork Tenders
 Burger Steak
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 Crispy Bangus
 5-pc Shanghai Rolls
 Beef with Mushrooms
 Sweet and Sour Meatballs
 SANDWICHES AND SIDE ORDERS
 Crisscut Fries
 Peach Mango Pie
 Crunchy Chicken Burger
 Jolly Hotdog
 Jolly Crispy Fries
 Creamy Macaroni Soup
 DESSERTS
 Coffee float
 Chocolate float
 Milo blast
 Strawberry sundae
 Green apple float
 Blue bubblegum float
 Red watermelon float
 Chocolate sundae
 Choco crumble sundae
 Coke float
 Jolly Krunchy Twirl
 BREAKFAST
 Hotdog with Pancake
 Longganisa with Pancake
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 Chicken sausage with garlic rice
 Chicken sausage with Pancake
 Corned beef pandesal
 Corned beef with rice
 Beef tapa with rice
 Breakfast steak with rice
 Hotdog with rice
 Longganisa with rice
 Pancakes
 Sausage and Egg Pandesal
 7.3.2 STRENGTH: Affordable and value-oriented pricing
 Jollibee has instituted price roll backs on a variety of their products through the Always
 Affordelicious promotion. A one-piece burger steak with rice is now priced at P39 from an
 original price of P43, while the value meal that includes a regular drink is now only P49 from the
 original price of P59. From P57, an order of Jollibee Spaghetti with regular drink is now only
 P49, while the Jollibee Spaghetti with regular Yum and regular soft drink is now P75 from P85.
 Jollibee also offers the Jollibee Spaghetti with 1 piece Chickenjoy and regular soft drink for
 P105 from P109. The price of a 1-piece Chickenjoy solo meal has also been reduced from P73 to
 P69, while the value meal with regular drink has been made more affordable with the recent
 price reduction from P89 to P79. Due to the price roll-backs, Jollibee maintains its commitment
 to provide value-for-money products to its customers.
 7.3.3 Market Distribution
 In terms of geographic distribution of accounts, 80.3% of all accounts are in Luzon,
 10.1% are in Visayas and 9.6% in Mindanao. Greater Manila Area accounts for 32.2%. It is
 important to note that distribution of accounts in Visayas and Mindanao are currently low in
 comparison to Luzon, where the bulk of accounts are concentrated.
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 7.3.4 WEAKNESS: Advertising of products have become too functional
 Jollibee’s present he past year’s communication materials have become too
 functional, with advertisements emphasizing product features and facts to entice
 consumers.
 A sample of the script of a 2011 Jollibee TV commercial is presented in the following
 paragraph to emphasize the functional nature of recent Jollibee advertising campaigns.
 TV Commercial for Jollibee Hash Brown Burger:
 Announcer: Ready to taste crispy baked langhap sarap?
 Male young adult: Guys! This is different!
 Female young adult: So crispy!
 Couple: Now that it’s baked! Great combination ito!
 Announcer: It’s time you tried the new Jollibee Hash Brown Burger! A unique combination of
 two baked hash browns, your favourite langhap sarap patty, and cheese. It’s a totally
 different burger experience.
 Male teen: Crispy!
 Female teen: Baked!
 Male teen 2: Langhap sarap!
 Announcer: New Jollibee Hash Brown Burger!
 From the TV commercial presented above, it can be seen that the recent advertising
 campaigns of Jollibee emphasize the new product offerings and their features. The recent
 commercials of Jollibee do not use emotion and feelings to convey their message. Rather,
 they rely on product facts to persuade consumers to purchase the new items. The recent
 advertising campaigns have moved away from the emotional advertising model of previous
 Jollibee advertisements which has been successful in making the brand endearing to the
 Filipino people, differentiating the brand from its competitors. Previous Jollibee
 advertisements focused on Filipino family ties and the happiness of spending time with
 loved ones. The current strategy of emphasizing product features and benefits may alienate
 consumers who have been attracted to the Jollibee brand due to its ability to form an
 emotional connection with the Filipino people.
 7.3.5 Market Research
 Jollibee demonstrates a commitment to know what its customers want, as it relies on
 market research to guide brand decisions.
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 Jollibee has an internal market research team that conducts the following research
 studies:
 Brand health tracker – checks the equity of a specific brand (eg. Is Jollibee known as
 the brand with the best tasting chicken? Are you the brand that my child loves? What
 are the associations people make with the brand? What is your brand known for?)
 Media tracker – undertakes advertising diagnostics to evaluate the effectiveness of
 particular channels of advertising (eg. Was the particular advertising material
 persuasive? Did it catch the consumers’ attention? Did they associate it with the right
 brand?)
 Consumer panel testing – checks consumers’ tastes and preferences with new and
 existing products of Jollibee through taste tests
 Product benchmarking- compare existing product of Jollibee versus a comparable
 product of the competitor (eg. assess product taste of Jollibee Chickenjoy vs Chicken
 McDo)
 7.4 Finance
 The financial analysis of Jollibee for the years 2009 to 2011 was based on the parent company’s
 financial statements as submitted to the Securities and Exchange Commission.
 Table 14. Financial analysis of Jollibee Philippines for 2009, 2010 and 2011.
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 FINANCIAL RATIO 2009 2010 2011
 1 Liquidity
 Current ratio =
 Current assets /
 current
 liabilities
 Quick ratio =
 Current assets-
 Inventory /
 Current
 Liabilities
 Current ratio:
 1.16
 Quick Ratio:
 0.98
 Current ratio:
 0.57
 Quick Ratio:
 0.47
 Current ratio:
 0.73
 Quick Ratio:
 0.57
 2 Activity
 Total asset
 turnover =
 sales / total
 assets
 Fixed asset
 turnover =
 sales / net
 property, plant
 and equipment
 Accounts
 receivable
 turnover =
 credit sales /
 accounts
 receivables
 Total asset turnover:
 1.07
 Fixed asset turnover:
 14.7
 Accounts Receivable
 Turnover:
 14.0
 Average collection
 period:
 Total asset turnover:
 0.98
 Fixed asset turnover:
 14.1
 Accounts Receivable
 Turnover:
 17.5
 Average collection
 period:
 Total asset turnover:
 1.07
 Fixed asset turnover:
 12.2
 Accounts Receivable
 Turnover:
 16.3
 Average collection
 period:
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 Average
 collection
 period = 365/
 Accounts
 receivables
 turnover
 Inventory
 turnover = cost
 of goods sold /
 inventory
 Inventory days
 outstanding =
 365 / inventory
 turnover
 26
 Inventory turnover:
 33.6
 Inventory days
 outstanding:
 10.9
 20.9
 Inventory turnover:
 31.6
 Inventory days
 outstanding:
 11.6
 22.4
 Inventory turnover:
 28.3
 Inventory days
 outstanding:
 12.9
 3 Leverage
 Debt-to-Equity
 Ratio = Debt /
 Equity
 Financial
 Leverage =
 Assets / Equity
 Debt-to-Equity Ratio:
 0.54
 Financial Leverage:
 1.54
 Debt-to-Equity Ratio:
 0.67
 Financial Leverage:
 1.67
 Debt-to-Equity Ratio:
 0.43
 Financial Leverage:
 1.43
 4 Profitability
 Net margin =
 net income /
 sales
 Pre-Tax margin
 Net margin:
 10.5%
 Pre-Tax Margin:
 Net margin:
 13.3%
 Pre-Tax Margin:
 Net margin:
 12.8%
 Pre-Tax Margin:
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 = pre-tax
 income / sales
 Operating
 margin =
 operating
 income / sales
 Gross margin =
 (sales – cost of
 goods sold) /
 sales
 Return on
 Assets = net
 income / total
 assets
 Return on
 Equity = net
 income / total
 equity
 12.8%
 Operating Margin:
 8.46%
 Gross Margin:
 22.0%
 Return on Assets:
 11.2%
 Return on Equity:
 17.2%
 15.9%
 Operating Margin:
 9.72%
 Gross Margin:
 21.9%
 Return on Assets:
 13.1%
 Return on Equity:
 21.8%
 15.4%
 Operating Margin:
 9.48%
 Gross Margin:
 21.9%
 Return on Assets:
 13.7%
 Return on Equity:
 19.6%
 7.4.1 Liquidity
 Data shows that the current ratio of Jollibee Philippines has slightly increased in 2011
 (current ratio = 0.57) in comparison to 2010 (current ratio = 0.57). This implies that the company
 is marginally improving its ability to pay off its present liabilities. Nonetheless, the current ratio
 of Jollibee remains below 1 in 2011, which implies that the company continues to experience
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 difficulty paying off its current liabilities with its short-term assets. The current ratio of Jollibee
 remains low due to the increase in income tax payable that Jollibee incurred in 2011
 (P84,376,206) versus 2010 (P42,289,415). Furthermore, there was a decrease in cash and cash
 equivalents in 2011 (P1,607,423,017) vis-à-vis 2010 values (P3,264,582,533) as Jollibee spent
 on upgrading and expanding its store network as evidenced by the growth in net property, plant
 and equipment which rose in value from P1,697,396,141 in 2010 to P1,939,635,871 in 2011.
 Furthermore, the quick ratio of Jollibee Philippines slightly rose in 2011 (quick ratio = 0.57)
 from 2010 (quick ratio = 0.47). Nonetheless, this value remains low and it implies that Jollibee
 Philippines is experiencing difficulty paying off its current liabilities with the short-term assets it
 possesses. The quick ratio remained low in 2011 due to the fact that Jollibee’s current assets,
 excluding inventory and prepaid expenses, remain low compared to the short-term liabilities it
 has incurred. The low quick ratio and current ratio of Jollibee Philippines denotes a liquidity
 concern for the company.
 7.4.2 Activity
 Total asset turnover rose from 0.98 in 2010 to 1.07 in 2011, which implies that the
 company is becoming more efficient in using its assets to generate sales. For every dollar of
 assets, Jollibee generates $1.07 in sales for 2011. Over time, this metric has improved for
 Jollibee as underperforming assets and plants with low capacity utilization were sold, as
 evidenced by the closure of 110 underperforming stores in the Philippines in obsolete trading
 areas. The increase in total asset turnover can also be attributed to the continued rise in total
 revenues of Jollibee year-per-year, with a growth of 8.92% seen in total revenues from 2010 to
 2011.
 The fixed assets turnover has shown a steadily decline from 2009 to 2011, with a 13.5%
 decrease noted from 2010 to 2011. In 2011, Jollibee generated P12.2 in sales for every peso of
 fixed assets, which is lower than the fixed asset turnover garnered by Jollibee in 2010 (fixed
 asset turnover = 14.1). The decline in fixed asset turnover can be attributed to the gradual rise in
 net property, plant and equipment of Jollibee, as it sought to expand its local store network and
 renovate its existing stores.
 In assessing accounts receivable turnover, an assumption was made that all of Jollibee’s
 sales are made on credit. This metric suggests that 16.3 times a year, Jollibee collects all of its
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 accounts receivables from its customers. The performance of Jollibee in 2011 was slightly worse
 than 2010 when receivables were collected 17.5 times in a year. Nonetheless, Jollibee’s
 performance in 2011 improved over 2009 where receivables were collected 14.0 times in a year.
 Analysis of average collection period also showed that Jollibee took 22.4 days to collect
 from its customers in 2011, which is slightly later by 1.5 days compared to 2010. The average
 collection period of Jollibee is also slightly slower compared to its main competitor, McDonald’s
 Philippines which took 21.5 days to collect from its customers in 2011.
 Inventory turnover also showed a steady decline from 2009 to 2011. In 2011, Jollibee sold
 off its entire inventory 28.3 times in the year. In comparison, the inventory turned 31.6 times in
 2010 and 33.6 times in 2009. This indicates that Jollibee has been having a slightly more
 difficult time selling off its inventory in 2011 compared to the previous two years. Furthermore,
 analysis of inventory days outstanding reveals that Jollibee sells off its entire inventory every
 12.9 days in 2011, which is worse by 1.3 days over its 2010 performance. The lengthened time
 for selling of its inventory can be attributed to the rise in the number of products introduced by
 Jollibee, some of which did not prove to be successful in the market (eg. chicken barbecue,
 which has recently been discontinued due to low sales).
 7.4.3 Leverage
 In 2011, for every dollar of stockholder’s equity, Jollibee supports P0.54 worth of liabilities.
 A decreased debt-to-equity ratio in 2011 compared to 2010 indicates that the firm is using less
 total liabilities to finance its assets. In comparison, 2010 values reveal that a peso of Jollibee’s
 equity supported P0.67. Meanwhile, in 2009, a peso of Jollibee’s equity supported P0.43 in debt.
 From the values obtained it can be deduced that Jollibee is currently in a stronger position
 compared to 2010 since it is currently less reliant on using total liabilities to finance its assets.
 Nonetheless, the company’s current debt-to-equity still pales in comparison to 2009, where it
 was using less debt to finance its assets, resulting in lower risk for the company.
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 In analyzing financial leverage in Jollibee, it can be deduced that every peso of
 stockholders' equity supported 1.43 of assets in 2011. Their performance in 2011 is slightly
 lower than 2010 (1.67) and 2006 Hershey (1.54).
 7.4.5 Profitability
 Looking at the net margin, it can be observed that for every peso of sales, Jollibee
 generated 12.8 cents of net income in 2011. Meanwhile, in 2010, for ever peso of sales, Jollibee’
 net margin declined by 3.8% from its 2010 level (13.3%), as a result of increase in cost of sales
 and services, increase in general and administrative expenses and an increase in interest
 expenses. Due to the increase in expenses, the net margin of Jollibee went down compared to
 the previous year. Nonetheless, its performance in 2011 remained superior compared to 2009
 where for ever peso of sales, it was only able to generate 10.5 cents of net income. The low net
 margin noted in 2009 can be traced to the economic downturn that began in 2008, which affected
 the company’s sales.
 Jollibee had a pre-tax margin of 15.4% in 2011, which is a slight decrease of 0.5% compared
 to 2010 where the pre-tax margin was computed to be 15.9%. When compared to Jollibee’s net
 margin in 2011 (12.8%), the pre-tax margin shows that 2.6 cents (15.4%-12.8%) of every peso of
 Jollibee’s sales went to pay for income taxes. The pre-tax margin of Jollibee in 2009 (12.8%)
 was lower compared to 2011, owing to the reduced business activity that resulted due to the
 global economic recession that transpired in 200.
 For every peso of sales in 2011, Jollibee generated 9.48 cents of operating income, which is
 a slight decrease from 2010 margin, calculated at 9.72%. Nonetheless, the 2011 performance of
 Jollibee surpasses its performance in 2009 where the operating income was computed to be
 8.46%. This metric represents the profitability of the corporation before considering financing
 costs (interest) and income taxes.
 Gross margin of Jollibee remained stable for the period 2009 to 2011. In 2011, Jollibee
 made 21.9 cents for every dollar of sales after considering the cost of producing their products.
 This value equals the gross margin in 2010 and is only slightly lower compared to 2009
 performance where gross margin was 22.0%.
 Jollibee’s return on assets has been steadily increasing from 2009 to 2011.  In 2011,
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 Jollibee generated 13.7 cents on every peso of assets, which was slightly higher than the ROA
 for 2010 (13.1%) and 2009 (11.2%). Jollibee has also shown slightly decreased performance in
 terms of if its return on equity in 2011 as it was able to generate 19.6 cents on every peso of
 stockholders’ equity, which was lower compared to 2010 (21.8%). Nevertheless, the 2011
 performance of Jollibee surpassed 2009 where its return on equity was calculated to be at 17.2%.
 7.4.6 STRENGTH: Strong growth rates seen in total revenues, net income and earnings per
 share
 Jollibee Philippines generated total revenues of Php 29.8 billion in 2011 which represents a
 growth of 8.92% over 2010. Net income also grew by 5.1% over 2010, as Jollibee generated Php
 3, 821, 342, 776 in 2011. Jollibee also saw an increase in both basic earnings per common share
 and diluted earnings per share. Basic earnings per common share grew by 0.6% from 3.118 in
 2010 to 3.138 in 2011. The diluted earnings per share also increased by 0.6% in 2011 as it rose to
 3.096 in 2011 from 3.077 in 2010. Jollibee has shown strong growth rates in terms of total
 revenues, net income and earnings per share.
 7.5 Operations
 7.5.1 STRENGTH: Efficient manufacturing and distribution facilities
 The Jollibee Commissary System ensures the manufacture and distribution of safe and high
 quality food in the most cost-effective manner possible. Three major Commissary System sites
 are available: Santolan, Pasig City; Mandaue City, Cebu; and the central site in Canluban,
 Laguna. The commissary system operates 24 hours a day for 7 seven days a week, and helps
 manage the entire supply chain process.
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 The Jollibee Pasig City commissary has production lines for breads and sauces and serves as
 the distribution cetner for North Manila and North Luzon. The Vismin Foods Corporation
 (VFC) commissary in Mandaue City, Cebu, which opened in 1996, services the Visayas and
 Mindanao areas, VFC has its own bread, pie, sauce and frozen patty lines.
 The Laguna commissary is the biggest and most advanced food manufacturing and
 distribution centre in the Philippines. Operated by Zenith Foods Corporation (ZFC), a full
 subsidiary of Jollibee, the commissary makes use of custom made mechanized equipment, and
 has production lines for the marinated Chicken Joy, frozen patties, pies, breads, sauces, hotdogs,
 other meat products and dry blended goods. ZFC capacity allows it to potentially service over
 800 Jollibee stores.
 The chicken marination line can produce as many as 150,000 pieces a day while about
 480,000 hamburger patties a day is produced by the frozen patty line. The bread line is designed
 to equal the volume output of patties. The pie line can produce as much as 157,000 pocket pies in
 a 20-hour operating day. A variety of sauce products are processed in the Zenith Foods
 Corporation sauce line including sauces for spaghetti and palabok.
 A professionally staffed Technical Services Team supports the maintenance of an
 internationally accepted quality management system that ensures the quality and safety of
 commissary manufactured food products. Teams fro Engineering, Human Resources,
 Information Management, Finance and Accounting also provide support to the Manufacturing
 and Logistics operations of the commissary.
 7.6 Human Resources
 7.6.1 STRENGTH: Involvement in corporate social responsibility
 Jollibee remains committed to give back to communities through the institution of community
 development programs.
 In 2011, the Busog, lusog, Talino or BLT feeding program served 15,936 pupils from 444
 schools in 95 sites to improve their nutrition. In agriculture, the Farmer Entrepreneurship
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 Program trained over 400 farmers from Nueva Ecija, Pangasinan, Quezon, Bukidnon and
 Misamis Oriental and enabled farmer cooperatives from 5 areas to supply vegetable products to
 Jollibee and other business institutions. The company continues to support the Gawad Kalinga
 Villages in Las Pinas, Southern Leyte, and Butuan through educational programs. They have also
 engaged in reforestation effortsin 16 hectares of the Marikina and Ipo Watershes through the
 help of over 400 employees.
 In disaster relief, the company has been able to provide emotional support to families and
 rehabilitate public school buildings affected by Typhoon Sendong. In terms of educational
 development, Jollibee Philippines has aided in the construction of 26 public classrooms in
 remote provinces. It also helped produce colourful Jollibee-themed murals in 16 public hospitals
 across the country to help enliven sick patients in the pediatric wards.
 Through the Maaga ang Pasko program, Jollibee encouraged Filipino families to become Jolly
 Toy Scouts. Through the program, Jolllibee was able to collect over 300,000 toys and books
 which were donated to impoverished communities in the Philippines
 7.7 Information Systems
 7.7.1 WEAKNESS: Lack of technological capability for real-time data mining of Jollibee
 store network information
 Jollibee currently does not have an information systems capability for real-time data
 mining of Jollibee store information. As such, key data regarding the Jollibee store network,
 including the sales of key products such as Chickenjoy, are not immediately available to
 managers since there is no real-time system in place.
 The absence of a real-time data mining application in Jollibee has made it difficult for
 them to quickly detect trends and patterns about their customers’ purchasing behaviour. Data
 mining can help direct the marketing team’s attention to customer needs. Data mining can also
 help marketers predict which products their customers are interested in purchasing. Without a
 data mining suite in place, Jollibee experiences difficulty obtaining rapid information about
 customer purchasing behaviours.
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 7.8 Research and Development
 7.8.1 STRENGTH: Development of innovative new products
 Jollibee has has expanded its menu with the introduction of new rice meals such as the grilled
 pork tenders, beef with mushrooms, and the sweet and sour meatballs. The company has also
 launched the hash brown burger, which is made up of juicy Yum patty, sliced cheese and
 ketchup sandwiched in two pieces of crispy hash browns. In its snacks category, Jollibee recently
 introduced the Crisscut Fries. Through these new products, Jollibee has brought new excitement
 to the brand.
 IFE Matrix
 Key Internal Factors Weight Rating
 Weighted
 Score
   INTERNAL STRENGTHS      
 1-M Strong brand identification 0.15 4 0.60
 2- O Rapidly expanding store network 0.15 4 0.60
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 3- C Family-friendly and supportive work culture 0.10 4 0.40
 4- F Continued growth of total revenues, net
 income and earnings per share
 0.10 4 0.40
 5-
 HR Involvement in corporate social responsibility
 0.05 3 0.15
 6- O Efficient manufacturing and distribution 0.05 4 0.20
 7- R Development of innovative new products 0.05 3 0.15
   INTERNAL WEAKNESSES      
 1-
 M
 Marketing of products has become too
 functional
 0.15 2 0.30
 2- F Declining sales of Chickenjoy 0.15 1 0.15
 3- I Lack of technological capability for data
 mining of store network information
 0.05 1 0.05
 Total 1.00   3.00
 C=Culture, MT=Management, M=Marketing, F=Finance, O=Operations, HR=Human
 Resources, I= Information Systems R=Research & Development
 The following section of the paper provides the basis for the weights of each internal factor
 and explains the ratings given to Jollibee Philippines.
 STRENGTHS
 (1-M) Strong brand identification
 Strong brand identification has a large impact on the overall success of Jollibee. Brand
 identification can help provide an edge to a fast food company because it helps in differentiating
 the company from its competitors. Brand identification can also help in making consumers
 easily recall the competitive advantage of a specific fast food company over its competitors.
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 Branding can add significant value to a product in the mind of consumers, making them perceive
 that products associated with the brand are superior or preferable to comparable products.
 Moreover, brand identification can also aid in promoting loyalty. Filipinos are very loyal to
 their favorite brands, with Kanter WorldPanel noting that 79 percent of Filipino consumers
 purchased goods from their favorite brand over other products with a promotion.
 Due to the importance of brand identification in the success of Jollibee, it garnered a weight
 of 0.15.
 Jollibee continues to have a strong brand identification with Filipino consumers. In 2012, it
 was chosen as 2012 Reader’s Digest Most Trusted brand in the family restaurant category. It was
 also recognized as the Most Admired Company in the Philippines by Wall Street Journal Asia in
 2009. Additionally, it was cited by travel magazine Travel + Leisure as one of the world’s best
 fast food chains, the only Philippine company to be included in the list. Due to the strong brand
 identification of Jollibee, it garnered a rating of 4.
 (2-O) Rapidly expanding store network
 Local expansion of stores plays a large role in the success of Jollibee in the fast food industry.
 A large store network allows Jollibee to be able to tap into a variety of consumers in different
 geographic regions of the Philippines. With a large store network, consumers would be able
 quickly to locate a Jollibee store nearby, resulting in easy accessibility for its patrons.
 Furthermore, a large store network can quickly increase the sales and revenues of the company,
 especially since Jollibee has noted that there are still untapped regions in the Philippines where
 the demand for Jollibee food products is strong. Due to importance of a large store network to
 the success of Jollibee, it obtained a weight of 0.15.
 Jollibee Philippines is allotting a total P5.8 billion for its capital investment budget in 2012,
 as it aims to continue expanding operations in the Philippines. In a disclosure to the Philippine
 Stock Exchange, Jollibee disclosed that approximately half of the year’s budget will be allotted
 to increase the store count by 30 stores in the Philippines by the end of the year. In 2011, it was
 revealed that Jollibee made P6 billion in capital investments, consisting of P4 billion in fixed
 assets that account for the increase in the number of new Jollibee stores and supply chain
 facilities in the country. The firm opened a total of 40 Jollibee stores in the country. Jollibee
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 revealed that they will expand operations in booming local markets such as Metro Cebu, Metro
 Davao and Cagayan de Oro. Through these developments, it can be seen that Jollibee’s store
 network continues to grow year by year. Due to the aggressive expansion of their local store
 network, Jollibee garnered a rating of 4.
 (3-C) Family-friendly and supportive work culture
 To be able to keep employees motivated and happy, Jollibee recognizes that there is a need
 to develop a family-friendly and supportive work culture. A supportive work culture bodes well
 for a fast food company because it encourages employees to listen to one another, resulting in
 better communication and camaraderie in the work force. Furthermore, a family friendly
 atmosphere helps improve employee morale, and satisfaction, encouraging workers to stay in the
 organization. Furthermore, a family-friendly and supportive work cultivates loyalty and
 commitment to the company as workers begins to identify themselves as part of the Jollibee
 family. A family friendly and supportive work culture has a large impact in the success of
 Jollibee, as such, it obtained a weight of 0.10.
 Jollibee has emphasized the importance of a family-friendly and supportive work culture
 among its employees. Top management encourages workers during every step of the business
 process, as words of encouragement are regularly given to motivate employees. Furthermore,
 Jollibee employees have regular bonding sessions and night gatherings to encourage them to get
 to know one another. This aids in developing camaraderie among the workers of Jollibee. Also,
 Jollibee has team-building sessions in provincial locations to help employees develop teamwork
 and solidarity. Due to the strong family friendly and supportive culture of Jollibee, it garnered a
 rating of 4.
 (4-F) Continued growth of total revenues, net income, and earnings per share
 Strong financial performance is important in the success of Jollibee in the fast food industry
 since it can encourage more business entrepreneurs to invest in the company. Furthermore,
 strong financial performance can allow the company to have capital to finance its expansion into
 new territories. It could also provide the necessary funds for the development of advertising
 campaigns that could increase the company’s visibility in the country. Due to the importance of
 strong financials in the success of Jollibee, it garnered a weight of 0.10.
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 Jollibee has shown continued growth rates in terms of total revenues, net income and
 earnings per share. Jollibee Philippines generated total revenues of Php 29.8 billion in 2011
 which represents a growth of 8.92% over 2010. Net income also grew by 5.1% over 2010, as
 Jollibee generated Php 3, 821, 342, 776 in 2011. Jollibee also saw an increase in both basic
 earnings per common share and diluted earnings per share. Basic earnings per common share
 grew by 0.6% from 3.118 in 2010 to 3.138 in 2011. The diluted earnings per share also increased
 by 0.6% in 2011 as it rose to 3.096 in 2011 from 3.077 in 2010. Due to its continued strong
 performance, Jollibee garnered a rating of 4.
 (5-HR) Involvement in corporate social responsibility
 Involvement in corporate social responsibility helps in improving the image of a business
 organization such as Jollibee. It makes people aware that the company is committed to uplifting
 the lives of people through civic projects and programs. Corporate social responsibility can also
 be a means for the company to increase its visibility in the community. Due to the moderate
 importance of corporate social responsibility in the success of Jollibee, it garnered a weight of
 0.05.
 Jollibee, as previously stated, is involved in various community building activities such as the
 Busog, Lusog, Talino (BLT program) that served 15,936 pupils from 444 schools in 95 sites to
 improve their nutrition. They have also developed a Farmer Entrepreneurship Program that
 trained over 400 farmers from Nueva Ecija, Pangasinan, Quezon, Bukidnod and Misamis
 Oriental. Furthermore, they have developed the Maaga ang Pasko program that aims to provide
 toys, books and other goods to children from depressed communities. Nonetheless, there are still
 other initiatives that Jollibee can look into, including health-related programs. As such, Jollibee
 garnered a rating of 3.
 (6-O) Efficient manufacturing and distribution
 Efficiency of manufacturing and distribution operations is important to the success of
 Jollibee. Through organized manufacturing and distribution channels, Jollibee is able to quickly
 provide the needed ingredients and food items to its respective branches. Furthermore, the
 establishment of well-run manufacturing and distribution facilities can help the company in
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 maintaining the quality and freshness of its products and ingredients. Due to the moderate
 importance of efficient manufacturing and distribution facilities, it garnered a weight of 0.05.
 Jollibee has established a well-organized manufacturing and distribution system through the
 Jollibee Commissary System. It ensures the manufacture and distribution of safe and high quality
 food in the most cost-effective manner possible.
 The Commissary’s adherence to high quality standards has resulted in the attainment of
 various awards. In, 2010, The commissary in Pasig operated by Zenith Foods Corporation was
 adjudgd National Winner of Meat Processing Plant “AAA” Category for best meat establishment
 of the National Meat inspection Service. The Vismin Foods Corporation was also assessed and
 certified by the National Meat Inspection Commission of the Department of Agriculture to have
 fully met the requirements and standards of good manufacturing practice, as it garnered the AAA
 accreditation status from the same agency. Due to the high quality manufacturing and
 distribution system of Jollibee, it garnered a rating of 4.
 (7-R) Development of innovative new products
 The development of innovative new products can invigorate the Jollibee brand and
 encourage people to try out these exciting new products. Through the development of novel
 products, Jollibee can also reach out to new market segments that were previously untapped.
 Development of innovative products can also help increase the competitive advantage of the
 company. Nonetheless, development of new only exerts a moderate impact on the Jollibee
 because the main driver of business remains to be its core products, which include its burgers,
 spaghetti and fried chicken meals. As such, the development of innovative new products
 garnered a weight of 0.05.
 Jollibee has been developing new products in the past year to cater to new customers. It has
 introduced the Sweet and Sour Meatballs, which has invigorated the rice meal business of
 Jollibee. To cater to the teens, it launched the Jollibee Floats and flavoured crispy fries. To
 generate excitement with the breakfast menu, Jollibee has introduced the corned beef pandesal
 and the chicken sausages and pancake combos. Two innovative products developed by Jollibee
 include the Hash Brown Burger, the first ever burger sandwiched between 2 crispy hash browns
 and the grilled pork tenders, which serves to entice people who enjoy rice meals. While the
 development of new products has helped in enticing new customers to patronize Jollibee, over
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 diversification of products can also result in cannibalization of existing core products. As such,
 the development of innovative new products is considered as a minor strength of Jollibee, with a
 rating of 3.
 WEAKNESSES
 (1-M) Advertising of products has become too functional
 Advertising plays a huge role in the success of Jollibee in the fast food industry. Through
 advertising, consumers gain awareness of the products and services of the company.
 Additionally, advertising can influence people’s purchase decisions by making the products
 appear desirable and hip. Furthermore, advertising can also help in developing a connection
 between the consumer and the brand by emphasizing values that the consumer can identify with.
 Due to vital role played by advertising in the success of Jollibee, it garnered a weight of 0.15.
 As previously pointed out, the current advertising campaigns of Jollibee have moved away
 from the emotional model of previous Jollibee advertisements which has been successful in
 making the brand endearing to the Filipino people, differentiating the brand from its competitors.
 Previous Jollibee advertisements focused on Filipino family ties and the happiness of spending
 time with loved ones. In comparison, the current advertisements have focused on product
 specifications and features. The emphasis on facts can alienate people who have come to identify
 with the previous emotion-driven advertisements of Jollibee, with its emphasis of Filipino
 values. Due to the functional nature of current advertisements, Jollibee garnered a rating of 1.
 (2-F) Declining sales of Chickenjoy
 The sales of core products, which include the Chickenjoy, is essential to the overall success of
 Jollibee. The Chickenjoy is renowned as the flagship product of Jollibee. A decrease in the sales
 of Chickenjoy exert a large impact on the company because Jollibee derives a large proportion of
 its sales from its flagship brand. The decrease in Chickenjoy sales exerts a critical impact on the
 overall success of Jollibee. Thus, it obtained a weight of 0.15.
 The sales of Chickenjoy has been steadily declining year-per-year since 2009, which marked
 the emergence of chicken brands such as Mang Inasal, Chic-Boy, Bon Chon Chicken, and
 Manang’s Chicken. Chickenoy. The graph shows that Chickenjoy sales have been decreasing by
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 20% from 2009 to 2010. The trend of decreasing sales of Chickenjoy continued in 2011 with
 sales decreasing by 29.2% from 2010 level.
 Graph 1.Sales of Chickenjoy from 2009 to 2011 (in billions)
 Due to the decreasing sales of Chickenjoy, Jollibee garnered a rating of 1, which indicates
 that it is a major weakness.
 (3-I) Lack of technological capability for data mining of store network information
 The technological capability for real-time data mining can help speed up and improve
 decision-making process for fast food companies such as Jollibee. The use of data mining tools
 in other institutions has shown numerous benefits. It can provide key information regarding the
 number of people entering the store per day, what products are selling the most, and how fast
 consumers are served per transaction. Due to moderate impact of data mining in the success of
 Jollibee, it obtained a weight of 0.05.
 Currently, Jollibee does not have a real time data mining system in place. The absence of a
 real-time data mining application in Jollibee has made it difficult for them to quickly detect
 trends and patterns about their customers’ purchasing behaviour. The company has been relying
 on monthly collated data to make business decisions. Without a proper data mining suite set up,
 2009 2010 20110
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 Jollibee experiences difficulty obtaining rapid information about customer purchasing
 behaviours. Due to the lack of data mining options, Jollibee garnered a rating of 1.
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