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Abstract

This academic article presents a conceptual framework for managing restaurants
under the creative economy paradigm to achieve sustainable competitive advantage. The article
delves into the contemporary restaurant business landscape, the creative economy concept,
and seven strategies for implementing creative economy principles in restaurant operations
to foster sustainable competitive advantage: (1) environmentally friendly management;
(2) safety-centric approach; (3) creative menu development; (4) application of information
technology; (5) sustainable and high-quality service delivery; (6) fostering team creativity;

and (7) marketing and public relations communication. This study aims to provide restaurant
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entrepreneurs with actionable insights to adapt their business strategies to the current

environment and establish a sustainable competitive edge in the industry.

Keywords: Creative Economy, Restaurant Business, Management, Competitive Advantage,
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