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Abstract: This paper is the first to investigate and measure the transient 
competitive advantage readiness among hotels, cafes, and fashion retail 
industry in Bandung, Indonesia. From a total of 60 managers of hotels, cafes, 
and fashion retails in Bandung, this study found that the transient competitive 
advantage readiness among three different businesses is identical and all 
acquired low score. The result from the Levene’s test for equality of variances 
and the Kruskal-Wallis measurement together with descriptive analysis 
supported previous observation that most managers of hotels, cafes, and fashion 
retails in Bandung do not have enough readiness and proper strategy to create 
the transient competitive advantage. 
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1 Introduction 

Bandung, the capital city of West Java Province, is widely known as one of the tourist 
destination cities in Indonesia beside Jakarta, Yogyakarta, Malang, Lombok, and Bali. 
Bandung is also renowned as a city of education. Bandung is home for several famous 
universities in Indonesia, where thousands of young people tried to enter those 
universities every year. Bandung is gifted by astonishing natural landscape, relatively 
nice weather, and especially vast culinary options, comprises traditional and  
non-traditional foods. Culinary industry in Bandung which covers hundreds of 
restaurants, food and beverage shops and street vended foods, are probably the best 
culinary destination in Indonesia. The second industry that grows very fast in Bandung is 
fashion industry, ranging from kids to adult apparels with unique design. The 
contribution of culinary and fashion sectors for the city development and local economy 
is huge. Data from Bandung Government revealed that both industries contribute roughly 
316 million USD in year 2013 to regional gross domestic product (Bandung Statistical 
Office, 2013). 

The food and fashion industry in Bandung has growing since year 2000, and it’s 
followed by the hotel industry. Since that time, hotel, food, and fashion industry in 
Bandung was becoming the main attraction for tourists, both local and overseas. Some of 
the restaurants, food shops, hotels, and clothing outlets relatively can create competitive 
advantage, mainly because of excellent hospitality, delicious food, or unique clothes 
design, and they are continuously sustaining those advantages. Many hotels, restaurants, 
food shops, cafes, and fashion retails have run their business for more than ten years, but 
apparently they don’t have a plan to create the transient competitive advantage, a theory 
that is relatively new in strategic management study. In a broader view, since the fall and 
decline of many famous firms such as Motorola, BlackBerry, Kodak, Ericsson, and the 
giant Nokia, many scholars were questioning the sustainable competitive advantage 
theory. The decline of those firms mainly because they’re not quick enough to adapt in a 
high uncertainty business environment, or in another word, they fail to create transient 
competitive advantage, which is more suitable to develop in a high uncertainty business 
arena (McGrath and MacMillan, 2009). In a smaller scope, hotels, cafes, and fashion 
retails in Bandung are also competing in a high uncertainty business environment, which 
is relatively similar with previous examples, and they are also seem to ignoring the 
importance of creating transient competitive advantage. This assumption is stand upon 
several facts; first, most of the firms is neglecting product and service innovation, and 
concentrate more on exploiting their existing advantage without adequate environmental 
scanning to seek other opportunities, and second, competitors could easily imitate the 
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product and service delivered by the firms, which can obviously detected from product 
and service similarities offered to consumers. The tendency of hotels, cafes, and fashion 
retails in Bandung to neglect transient advantage creation resulted in low firm 
performance. Many hotels, cafes, and fashion retails in Bandung were closed or sold. 

Although this condition happened continuously, there is no specific investigation on 
transient competitive advantage of hotels, cafes, and fashion retails especially in growing 
market environment like Bandung. Therefore this paper will investigate the transient 
competitive advantage among those retails specifically on their readiness. The 
importance of having transient competitive advantage rather than just sustainable 
competitive advantage is crucial, because sustainable competitive advantage is more 
difficult to achieve since competitors could imitate a firm’s products and services 
(McGrath, 2014). 

2 Research problems 

1 Is there any difference in the transient competitive advantage readiness between 
hotel and food industry at Bandung, West Java? 

2 Is there any difference in the transient competitive advantage readiness between 
hotel and fashion industry at Bandung, West Java? 

3 Is there any difference in the transient competitive advantage readiness between 
fashion and food industry at Bandung, West Java? 

4 Is there any difference in the transient competitive advantage readiness among 
fashion, hotel and food industries at Bandung, West Java? 

5 Among three industries, which one is the best in term of the transient competitive 
advantage readiness? 

3 Literature review 

3.1 Customer value 

Most of authors and researchers in strategic management studies had mentioned the 
importance of high customer value creation to achieve firm’s competitive advantage and 
performance (Treacy, 1995; Khalifa, 2004; Treacy and Wiersema, 1995; Bick et al., 
2004; Hindin, 2006; Drago, 1999). Findings from customer value studies revealed that 
creating customer value is the main concern or firm’s operation, and all of firm’s 
business strategies are developed to deliver high customer value (Bick et al., 2004; 
Treacy, 1995). In general there are three types of value: shareholder value, marketer 
advance type of customer value, and the last, stakeholder value cited in Khalifa, 2004), 
meanwhile there are three groups of customer value definition: benefit/cost ratio model, 
value components model, and means-ends model (Khalifa, 2004). One major theory 
related with value creation is based on Michael Treacy and Fred Wiersema’s value 
discipline, which clearly stated that in order to win the competition, a firm must create at 
least one customer value generated from customer intimacy, operational excellence, or 
product leadership. 
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3.2 Competitive advantage 

When a firm has a strong position among competitors in an industry, then it has a 
competitive advantage (Cater and Pucko, 2005; Singh, 2012). The concept of competitive 
advantage is widely discussed because it fuels a firm’s business performance (Mahmood 
and Hanafi, 2013). Some expert agreed that firm’s advantages concept can be seen in 
Hoover and Schendel back in 1978 (O Farrell et al., 1993). They affirmed that 
competitive power of a firm is unique position compared to its competitors, and the 
competitive advantage will help a firm to gain its objectives. Similar with Hoover and 
Schendel, many authors agreed that competitive advantage is crucial to help a firm 
achieve its goals, which can be associated with firm’s financial performance (Mahmood 
and Hanafi, 2013; Cater and Pucko, 2005; Davis et al., 2000). To create a competitive 
advantage, a firm must have distinctive competency which is produced by utilises its 
resources and skills (Hoover and Schendel, cited in O Farrell et al., 1993; Agha et al., 
2012), which comprises two main forms; differentiation and lower price (Cater and 
Pucko, 2005). At the end, a firm’s attempt to achieve competitive advantage is to win the 
competition (Treacy, 1995) 

3.3 Sustainable competitive advantage 

To maintain its competitive advantage a firm must take several action plans as many 
authors have mentioned that the firm must innovate its product and service (David, 2012; 
Barney and Hesterly, 2013; Wheelen and Hunger, 2012). Similar with that, innovation is 
now becoming the heart of every business and it plays an important role to keep the 
sustainability of firm’s competitive advantage (He and Nie, 2008). Technology 
development and implementation in order to sustain a firm’s competitive advantage is 
also crucial (Ghingold and Johnson, 2014). Some authors mentioned the important role of 
firm’s reputation and corporate culture to sustain its competitive advantage because they 
believe that firm’s reputation and culture are difficult to imitate (O Farrell et al., 1993; 
Flamholtz and Randle, 2012) 

3.4 Transient advantage 

Literature of the transient competitive advantage is relatively rare especially in Indonesia 
firm’s context. Only few literatures specifically discussed about the transient advantage 
such as the work of McGrath and Macmillan (2009), McGrath (2013, 2014). One critical 
point that related with transient advantage economy is the central role of financial 
executives (McGrath, 2014). The concept of transient competitive advantage is quite 
different from sustainable competitive advantage concept in terms of how it viewed the 
strategy formulation in volatile business environment. Since the business environment 
become more uncertain and unpredictable, a firm should start a new strategy by 
developing and building many transient advantages (McGrath, 2013). McGrath (2009) 
also mentioned that managers who tried to create sustainable competitive advantage may 
put the firm into a dangerous condition because today’s business environment is more 
volatile and many advantages are only temporary. In simpler definition, the transient 
advantage is how to make a firm become ‘discovery-driven’ organisation that can quickly 
adapt to volatile business environment (McGrath, 2009). 
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4 Research method 

4.1 Sample and data 

The samples for this study are 60 managers collected from three industries (hotel, 
fashion, and food) in Bandung, the capital city of West Java Province, Indonesia. All 
managers in this research represent firms that are relatively well-known by the local 
tourists. The hotel rating is three and two stars hotels from various locations in Bandung. 
The cafés and restaurants in this research mainly served traditional and non-traditional 
foods including western foods, and combination of both. The fashion retails used in this 
research consist of medium size retails especially for middle to upper segment. The data 
from all managers collected from questionnaires and interviews, including intensive e-
mail communication. Research questionnaire were adopted with appropriate modification 
from article written by McGrath (2013), published by The Harvard Business Review. The 
questionnaire measurement used seven-point scales that were anchored by 1 = ‘focus on 
extending existing advantages’ to 7 = ‘capable of coping with transient advantage’ to 
express the level of judgment. 

4.2 Hypothesis testing and analysis 

Using the SPSS, this study will undergo several tests including Group Statistic check, 
Levene’s measurement between two industries, and Kruskal-Wallis test for several 
independent samples which are the three industries. Consecutively, first, equality of 
means of hotel industry will be compared with fashion industry; second, hotel industry 
with food industry, and third, fashion industry with food industry. After that, all three 
industries will be measured by the Kruskal-Wallis test for several independent samples to 
figure out whether there is a significant variation of the transient competitive advantage 
readiness among them. 

4.3 Hypothesis development 

The hotel, food, and fashion retail industries in Bandung, relatively have achieved 
competitive advantage based on financial performance. Meanwhile the business 
environment is becoming very dynamic and unpredictable, some new entrants shadowing 
the competition, and firm’s remote environment is getting uncontrollable. This condition 
should be a warning for the hotel, food, and fashion retails managers to develop transient 
advantage in spite of sustaining existing advantages. Based on interviews and close 
observation, most of managers from three industries in this study did not realised that 
their advantages have been copied by competitors, and less focus on creating other new 
advantages, something that very important to do in a high uncertainty business era 
(McGrath, 2009, 2013). Based on real condition analysis and theoretical view, some 
hypotheses’ were developed: 

H1 The capability of hotel industry to cope with transient advantage is different from 
fashion retail industry. 

H2 The capability of hotel industry to cope with transient advantage is different from 
food industry. 
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H3 The capability of fashion retail industry to cope with transient advantage is different 
from food industry. 

H4 The capability of three industries to cope with transient competitive advantage is 
different. 

5 Result and discussion 

5.1 Industry information 

Some important information gathered from three industries (Table 1) revealed that most 
of hotels have more than 15 years of service, fashion retails and food stalls mostly 6 to 10 
years. Only few hotels and food retails can get more than 5,000 USD per month; some of 
hotels, fashion retails, and food stalls are struggling with profit less than 500 USD per 
month. Three industries are fully owned by local investor with relatively lack of concern 
on research and development aspect. Some of fashion retails and food stalls don’t have 
organisation chart and highly controlled by the owners. 
Table 1 Industry information 

Summarised information Hotels Fashion retails Food stalls 
1 Years of service    
 1–5 Five hotels/8.3% Five retails/8.3% Nine cafes/15% 
 6–10 19 hotels/31.7% 25 retails/41.6% 21 cafes/35% 
 11–15 12 hotel/20% 20 retails/33.3% 20 cafes/33.3% 
 >15 24 hotels/40% Ten retails/16.7% Ten cafes/16.7% 
2 Gross profit/month (USD)    
 <500 2/3.3% 23/38.3% 22/36.7% 
 500–2000 7/11.7% 26/43.3% 31/51.7% 
 2000–3500 18/30% 3/5% 5/8.3% 
 3500–5000 26/43.3% 2/3.3% 2/3.3% 
 >5000 7/11.7% 6/10% – 
3 Ownership:     
 Local 20/100% 20/100% 20/100% 
 Foreign investment    
 Combination    
4 Own R&D division:    
 Yes 5/8.3% 18/30% 8/13.3% 
 No 55/91.7% 42/70% 52/86.7% 
5 Innovation plan    
 Systematically  12/20% 15/25% 4/6.7% 
 On-off 48/80% 45/75% 56/93.3% 
6 Organization chart    
 Rigid and bureaucratic  51/85% 5/83.3% 12/20% 
 Flat and flexible 9/15% – – 
 No chart – 55/91.7% 48/80% 
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5.2 Hypothesis testing 

5.2.1 Comparison between hotel and fashion industry 

Result from group statistic and Levene’s test (Tables 2 and 3) explain that the capability 
of hotel industry to cope with transient advantage is identical with fashion retail industry. 
The sig score (two-tailed) is 0.593, it surpasses the critical point of 0.05, therefore null 
hypothesis is accepted. 

Table 2 Hotels-fashion retails 

 Types N Group mean Stdr. dev. Stdr. err. mean 

Transient Hotel 20 59.3000 9.82532 2.19701 

Fashion 20 61.9000 19.11709 4.27471 

Table 3 Independent measurement (hotels-fashion retails) 

 

Levene's test 
(equality of 
variances) 

t-test (equality of means) 

F Sig. t df 
Sig 

two-
tailed

Mean diff
Stdr. 
error 
diff. 

95% confidence of 
the difference 

Lower 
level 

Upper 
level 

Transient Equal 
variance 
assumed 

19.200 .000 –.541 38 .592 –2.60000 4.80625 –12.32974 7.12974 

Equal 
variance 

not 
assumed 

  –.541 28.383 .593 –2.60000 4.80625 –12.43917 7.23917 

5.2.2 Comparison between hotel and food industry 

Result from group statistic and Levene’s test (Tables 4 and 5) explain that the capability 
of hotel industry to cope with transient advantage is identical with food industry. The sig 
score (two-tailed) is 0.233, it surpasses the critical point of 0.05, therefore null hypothesis 
is accepted. 

Table 4 Hotels-food stalls  

 Industry N Group mean Stdr. dev Stdr. err mean 

Transient Hotel 20 59.3000 9.82532 2.19701 

Food 20 54.7500 13.61452 3.04430 
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Table 5 Independent measurement (hotels-food stalls) 

 

Levene's 
test 

(equality of 
variances) 

 

t-test (equality of means) 

F Sig. t df 
Sig 

two-
tailed

Mean diff
Stdr. 
error 
diff. 

95% confidence of 
the difference 

Lower 
level 

Upper 
level 

Transient Equal 
variance 
assumed 

.827 .369  1.212 38 .233 4.55000 3.75428 –3.05014 12.15014 

Equal 
variance 

not 
assumed 

   1.212 34.568 .234 4.55000 3.75428 –3.07499 12.17499 

5.2.3 Comparison between fashion and food industry 

Result from group statistic and Levene’s test (Tables 6 and 7) explain that the capability 
of fashion retail industry to cope with transient advantage is identical with food industry. 
The sig score (two-tailed) is 0.182, it surpasses the critical point of 0.05, therefore null 
hypothesis is accepted. 
Table 6 Fashion retails-food stalls 

 Industry N Group mean Stdr. dev Stdr. err mean 
Transient Fashion 20 61.9000 19.11709 4.27471 

Food 20 54.7500 13.61452 3.04430 

Table 7 Independent measurement (fashion retails-food stalls) 

 

Levene's test 
(equality of 
variances) 

t-test (equality of means) 

F Sig. t df 
Sig 
two-

tailed

Mean 
diff 

Stdr. 
error 
diff. 

95% confidence of 
the difference 

Lower 
level 

Upper 
level 

Transient Equal 
variance 
assumed 

7.054 .011 1.362 38 .181 7.15000 5.24794 –3.47391 17.77391 

Equal 
variance 

not 
assumed 

  1.362 34.330 .182 7.15000 5.24794 –3.51134 17.81134 
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5.2.4 Comparison among three industries 

The Kruskal-Wallis test result (Table 9) explains that the capability of three industries to 
cope with transient competitive advantage is equal. Asymp sig score is 0.286, surpasses 
critical score of 0.05, thus null hypothesis must be accepted. 
Table 8 Group ranks 

 Industry N Mean rank 

Transient Fashion 20 34.75 
Food 20 26.03 
Hotel 20 30.73 
Total 60  

Table 9 Kruskal Wallis test result 

Test statisticsa,b 
 Transient 

Chi-square 2.505 
df 2 
Asymp. sig. .286 

Notes: aKruskal Wallis test 
bGrouping variable: industry 

6 Discussion 

All three growing industries in Bandung suffer low score in terms of their capability to 
cope with transient advantage and this result supported prior assumption retrieved from 
real condition. Some reasons can be associated to this condition; first, based on industry 
information, most of industries do not have research and development division to deal 
with volatile and turbulence business environment. Coping with transient advantage 
means that a firm must constantly innovate themselves, including their products and 
services, and these activities require a specific unit or division. This finding consistent 
with the fact that innovation is only an on-off activity among three industries. In fact, 
most of industries only apply relatively low technology, one factor that unsupported the 
transient advantage creation. Second, many industries also have unclear organisation 
chart in terms of who is really accountable for product and service innovation. Since most 
of the firms are individually owned, all activities are relatively centralised. Most of 
decisions are top-down, weakening ideas development from potential employees. Third, 
the year of service of many firms is relatively new (compare to giant global firms). It 
means that most of the firms are in introduction and growth stage, which is quite difficult 
to make expensive innovation due to financial limitation. Fourth, influence of culture. 
Different from western culture which is highly value competition, West Java culture 
emphasises more ‘calm’ business mindset, retrieved from simple life principle. It makes 
local business people are less aggressive to deal with competition thus indirectly lowers 
the innovation spirit. 
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7 Conclusions and recommendations 

Transient competitive advantage readiness between hotel and food industry is identical. 
This result repeated as the transient competitive advantage readiness between hotel and 
fashion industry is also identical. The third result also revealed that the transient 
competitive advantage readiness between fashion and food industry is equal. Fourth, 
transient competitive advantage readiness among three industries is indistinguishable, and 
fifth, the best transient competitive advantage readiness among three industries obtained 
by fashion industry. Recommendation for the owners mainly focused on how to create 
transient competitive advantage for each industry. Hotels should create unique service 
that no other hotel has it. Hotels must focus on creating ‘wow’ experience of guests. 
Great experience of guests may come from outstanding staff service, attractive and 
‘green’ hotel architecture, or very delicious food. Fashion retails should focus on design, 
unique retail appearance and price. Food stalls must focus on taste, unique stalls design 
and price. Some customers may like ‘innovative’ food, which usually combine traditional 
and international taste, but some of them prefer original and traditional food taste. Again, 
the key to gain transient competitive advantage is how the business can adapt volatile 
business environment and make necessary plans to keep up with fast changes. Further 
research in transient advantage study should involved more managers from various 
industries especially those who relatively succeed in the competition to get better 
understanding and distinguishing this concept from sustainable competitive advantage. 
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