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Abstract 

This research is motivated by the fierce competition of coffee shops in Bandung city. Therefore 

an appropriate comprehension is required to ensure the sustainability of the coffee shops by 

assessing the stages of the organizational cycle. This research focus-es to investigate the 

position of the small and medium business coffee shops industry in Bandung based on the 

organizational lifecycle. The research employed a descriptive method with a practical approach. 

Data is collected through a valid and reliable questionnaire. The research subjects involved 

were 86 respondents from 397 existing populations, consisting of 48 founders and 38 managers 

from variety coffee shops. The descriptive analysis shows that in lifecycle, the majority coffee 

shops in Bandung City are placed on prime stage and founder's trap stage. The coffee shops 

that placed on founder's trap stage are recommended to appease the founder's ego and 

authority in decision making to the employee whom they trusted, also to recruit professional 

employees. Meanwhile, the coffee shops in the prime trap were recommended to cut down the 

proactive steps in order to avoid safe zone, apply initiatives by the employees, develop 

supported products, and improve human resource management.  
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INTRODUCTION 

The dynamics in lifestyle and middle class of Indonesian people have encourage the 

domestic coffee processing industry to experience a significant increase. The consumption 

show growth in processed coffee products by an average of more than 7% per year 

(Sutriyanto, 2018). This affected the growth of the coffee shops, particularly in Bandung city. 

Judging from the distribution of coffee shops in Bandung city shows that business 

competition in this industry also getting more challenging (Hati, 2017). Thus, businessman 

are required to be prepared to face business competition and maintain its position in the 

market, where a company or industry is not only made for a moment's sake (Kermani, 

Nayebzadeh, & Roknabadi, 2016). 

Based on a preliminary interview conducted with several coffee shops founders and 

employees, it is revealed that although coffee shops show a positive growth, they also faced 

internal issues. The internal issues include formal structural clarity and disparity of wages 

and incentives. One coffee shop was noted to have experienced development that was 

perceived negatively due to the closing of several branches in the same period. 

Given the current condition, it is important to deal with problems and activities along with 

competitors institutions and companies. Therefore they should adopt long-term policies and 

develop a comprehensive program according to the perspective, mission, goals and conditions 

and indoor facilities as well as opportunities and threats of the external environment (Nazari, 

2012).Therefore, researchers would like to help the organization by examining the extent of the 

coffee shops organization's position in Bandung in the life cycle of the organization to develop 

and maintain the life of its organization and recommend strategy that can be applied based on 

the position by the coffee shops. 

 

LITERATURE REVIEW 

Organizational Lifecycle 

Like living organisms, growth and aging represent business units based on the controllability 

and flexibility. In young (growth) period organizations are very flexible, but in most cases are 

uncontrollable. By increasing the organization’s life, relationships change: increased control and 

de- creased flexibility. Finally, in aging (decline period) controllability will also decrease. The 

entity's controllability and flexibility shows that it involves both young and aging period benefits. 

The situation is known under the evolution stage (puberty) (Adizes, 1988). 

In economics and management, lifecycle of companies and institutions can be divided 

into stages. Models with some stages have been presented for life cycle in literature of these 

sciences. Within the framework of these models, institutions and companies follow a certain 
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policy according to the associated economic life stage. These policies are reflected in corporate 

accounting information (Ghorbani, 2006). 

 

METHODOLOGY 

The process of this research aims at examining the issues related to the organization's lifecycle 

comprise identifying the position of coffee shop organization in the industry based on 

organizational lifecycle framework (Adizes, 1988). It is assessed through 6 indicators related to 

organizational lifecycle, which are: organizational system, leadership management, human 

resources, risk-taking and innovation, liquidity and income, marketing and sales management. 

This indicator will define the each stage of life cycle through website analysis of Adizes Institute 

(Kermani, Nayebzadeh, & Roknabadi, 2016).  

This research employed quantitative descriptive approach by field studies. The 

researcher employ a questionnaire to collect data from 86 respondents in total. Respondents 

selected with non-probability sampling method, namely judgment sampling by selecting 

respondents who fulfill certain criteria (Uma & Bougie, 2017). The index and implications of this 

questionnaire formulated from the research literature mainly from Azides’ (www.adizes.com), 

that known as the pioneer of life cycle analysis. The practicality and tangibility of the 

questionnaire for the coffee shop industry were proved after series of meetings with the 

founders/owners and operations managers. To ensure reliability of research tools researchers 

used Cronbach's alpha value. A questionnaire deemed reliable if Cronbach's alpha value is 

greater than 0.7 considering that the value almost 1, the questionnaire reliability is higher 

(Sugiyono, 2018). The alpha value for the entire lifecycle analysis questionnaire was 0.746 

which was greater than 0.7, so it can be concluded that questionnaire was stable. Research 

variables including answers to questionnaire questions are presented in table 1 in terms of life 

cycle analysis with 6 indices. 

 

Table 1. The indicators that related to life cycle analysis and the calculation method 

Examined Indices Questionnaire questions Scale Measurement 

Organizational System 2,3,4,11,12,13,23,30,33 

LIKERT ORDINAL 

Leadership management 15,22,28,29,35,38,39,41,44 

Human Resources 8,9,10,16,20,21,24,27,40,43 

Risk Taking and Innovation 1,14,31,34,42 

Liquidity and Income 5,6,7,17,19,25,26,32,36 

Marketing Management 18,37 

Source: Adapted from (Kermani, Nayebzadeh, & Roknabadi, 2016) 
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Then the researcher distribute questionnaire according to the quantity of samples needed and 

convert the outcomes of the answers from ordinal data into the descriptive data section through 

the frequency distribution table. In the frequency table provided conclusions from the answers to 

the questions taken from the mode in each item.   

 

ANALYSIS AND FINDINGS 

From the analysis conducted in each coffee shop in Bandung city, the most small and medium 

micro-businesses coffee shops were at the Prime stage and founder’s trap stage in the 

organizational lifecycle. Coffee shops in the founder's trap cannot escape from the founder 

dependency. Organizations are also trapped by the founder's capabilities and innovation 

limitations. This possibly due to the organization required more advanced capabilities that it 

currently had to replace the founder's organizing ability. It was also presumed that founders 

unable to delegate authority causes the decision making to be centralized. Meanwhile in the 

coffee shop identified in prime position, the interview indicate several characteristics found 

specifically: there are a functional organizational structure and system; has a long-term vision, 

innovation and creativity; there are short to long-term goals planning; anticipated organizational 

performance; the organization shows growth in sales and profit; and the founder is able to 

delegate authority, strength, and responsibility in decisions-making to the managers. The 

organizational lifecycle graph can be seen in the figure 1.  

 

Figure 1. Positioning coffee shops in Bandung city based on the organizational lifecycle 
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CONCLUSION 

The descriptive analysis of the questionnaire including 44 questions distributed among 86 

respondents from 397 existing populations consisting of 48 founders and 38 manager come 

from variety of coffee shops, shows that top management must maintain proactive steps to 

prevent complacency and be overwhelmed by circumstances by emphasizing innovations that 

can be developed by employees and continuous product development, increasing management 

of human resources in terms of aptitude, capacity, and knowledge. 

 The leading strategy that required for the coffee shops in Bandung city based on the 

analysis of organizational lifecycle to coffee shops that placed in the founder's trap, the founder 

must try to appease his ego and authority in decision-making, and willing to assign tasks to 

competent employees with professional adequacy in the field management. Founders should 

recruit employees that are competent specially in administration. Coffee shops also need to 

establish a clear and structured system through formulating formal structure, and a clear and 

consistent division of job description, eliminating rolling work systems that can frustrate the 

employees, and apply written work system policy rules. 

 In prime positions, top management must maintain proactive steps to prevent 

complacency and be overwhelmed by circumstances by emphasizing innovations that can be 

developed by employees and continuous product development, increasing management of 

human resources in terms of aptitude, capacity, and knowledge. 

 

SUGGESTIONS 

Consistent with research analysis, the coffee shops in Bandung city that placed on founder's 

trap stage are recommended to appease the founder’s ego and authority in decision-

making, and willing to assign tasks to competent employees with professional adequacy in 

the field management. Coffee shops also need to implement a clear and structured system 

through formulating formal structure and removing rolling work system that can frustrate 

employees. To the coffee shops in Bandung city that placed on prime position should 

maintain proactive steps to prevent complacency and be overwhelmed by circumstances by 

emphasizing innovations that can be developed by employees and continuous product 

development, increasing management of human resources in terms of aptitude, capacity, 

and knowledge. 

 For upcoming research in the topic, it is recommended to use a mixed research 

approach by involving the interview process with the founders in each coffee shop. 

 



International Journal of Economics, Commerce and Management, United Kingdom 

 

Licensed under Creative Common   Page 669 

 

REFERENCES 

Adizes, I. (1988). Corporate Lifecycle: How And Why Corporations Grow and Die And What To Do About It. 
Englewood Cliffs, New Jersey: Prentice Hall. 

Hati, D. A. (2017). ANALISIS STRATEGI BISNIS KEDAI KOPI BARA BANDUNG. Telkom University, 1-6. 

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis Konvergensi Teknologi Komunikasi Dan Informasi. 
Bandung: Refika Aditama. 

Kermani, M. G., Nayebzadeh, S., & Roknabadi, A. D. (2016). The Analysis of Kian Isatis Pars Company’s position in 
The Life Cycle. International Journal of Humanities and Studies, 559-574. 

Lester, D. L., Parnell, J. A., & Carraher, S. (2003). Organizational Lifecycle. The International Journal of 
Organizational Analysis, 340-350. 

Menperin: gaya hidup dorong pertumbuhan industri kopi. (2016, February 18). Retrieved from Metrotv News: 
http://ekonomi.metrotvnews.com/mikro/zNA8VxzK-menperin-gaya-hidup-dorong-pertumbuhan-industri-kopi 

Nazari, K. (2012). The effects of marketing mixed factors on attracting customers. Journal of Banks and Economy, 
53-50. 

Sejarah first second and third wafe coffee. (2015, August 06). Retrieved from majalah otten coffee: 
https://majalah.ottencoffee.co.id/sejarah-first-second-and-third-wave-coffee 

Senja, A. M. (2016, September 30). Kopi sudah jadi kebutuhan warga bandung. Retrieved from lifestyle kompas: 
https://lifestyle.kompas.com/read/2016/09/30/061900120/kopi.sudah.jadi.kebutuhan.warga.bandung 

Siregar, S. (2013). Metode Penelitian Kuantitatif. Jakarta: Kencana Prenada Media Group. 

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: Alfabeta. 

Sujarweni, W. V. (2016). Kupas Tuntas Penelitian Akuntansi dengan SPSS. Yogyakarta: Pustaka Baru Press. 

Sutriyanto, E. (2018, March 22). Konsumsi kopi Indonesia naik 7 persen setahun. Retrieved from Tribun News: 
http://www.tribunnews.com/regional/2018/03/22/konsumsi-kopi-indonesia-naik-7-persen-setahun 

Tam, S., & Gray, D. E. (2016). Organisational learning and the organisational life cycle The differential aspects of an 
integrated relationship in SMEs. European Journal of Training and Development, 2-20. 

Uma, S., & Bougie, R. (2017). Metode Penelitian Untuk Bisnis. Jakarta: Salemba Empat. 

http://ijecm.co.uk/

