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INTRODUCTION

Food is the first need of human beings. Indeed, the global fast-food industry has experienced notable changes over the last
decade due to technological advancements, changes in consumer lifestyles, urbanization, and growing needs for convenience
and customized services. Contemporary consumers are concerned about quality foods at reasonable prices, as well as
convenient ordering processes, quick deliveries, accountability, and eco-friendly operations. These shifting demands have
forced the companies to adopt innovative approaches in addition to conventional approaches for remaining competitive. In
particular, business model innovation (BMI) has become a critical strategy for creating value and responding to market
uncertainties. Indeed, through business model innovation, businesses can redesign their value propositions, customer
interactions, operational processes, revenue streams, and networks. Consequently, the fast-food companies are using
advanced information systems and platform technologies alongside customer innovations in order to develop strong
positions in the market and foster future growth. This illustrates how BMI innovation is a crucial factor behind sustainability
and competitiveness (Foss & Saebi, 2017). The process of creating customer value is still at the core of sustainability for
fast food enterprises since customer satisfaction has a great impact on repeat business, customer loyalty and profit. In
contemporary times, customers measure value in terms of price, quality of the products, but also convenience,
personalization, speed of service, technology use, hygiene and corporate ethics. That is why enterprises are moving from
production-focused approaches to those based on the process of customer value creation and customer experience
management. Mobile applications, loyalty programs, recommendation systems based on artificial intelligence, contactless
payments and omnichannel communications are now the essential parts of the process of customer value creation. It
increases customer engagement and simultaneously improves efficiency and agility of organizations. With growing
competition, companies that innovate their value creation processes constantly have more chances to become market leaders
and maintain sustainable relations with customers (Liu et al., 2024). Innovation of technologies had changed business models
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of enterprises operating in the field of fast food business since it helped them to optimize operations, improve decision-
making and create better customer experience. The application of artificial intelligence, cloud computing, Internet of Things,
predictive analytics, robotics, and digital payment systems has completely transformed the process of inventory
management, demand forecasting, kitchen automation, and coordination in the supply chain process (Gaikwad, 2024).
Additionally, online food aggregators and cloud kitchens have disrupted the traditional business model of restaurants by
minimizing costs incurred on infrastructure and broadening the customer base. Technology together with the innovative
business model is essential in allowing firms to quickly adapt to changes in consumer demands and competitive
environments. In essence, the business intelligence that emanates from technology allows firms to tailor their marketing
approaches, pricing schemes, and service delivery in order to enhance customer satisfaction and firm performance
(Schroedel, 2024).

Sustainability has been found to be an integral part of business model innovation in fast food firms. It has become mandatory
for the governments, stakeholders and environmentally sensitive customers to ensure that businesses cut down on carbon
footprint, decrease food waste, adopt recyclable packaging and ensure sustainable procurement along the supply chain.
Therefore, many fast food firms are reconfiguring their business models by incorporating environmental, social and
economic goals at the same time. Sustainable business model innovation improves the reputation of firms as well as helps
build trust among customers and stakeholders. Green operations, circular economy activities, renewable energy use and
sustainable procurement processes have become key value-adding components in highly competitive food industries. Such
examples prove that sustainability is not seen as corporate social responsibility anymore, but as a strategy of creating shared
value and resilient organization growth (Guzman Valle et al., 2024). While there have been increased academic efforts in
terms of studying business model innovation and sustainability, there has been scarce empirical literature which has analyzed
the impacts of innovative business models on customer value creation and sustainable growth in fast food firms amid rapidly
changing digital business environments. The existing studies often investigate digital transformation, sustainability, or
customer satisfaction independently, leaving considerable scope for integrated research that connects these strategic
dimensions. The present study addresses this gap by examining the interrelationship between business model innovation,
customer value creation, and sustainable organizational growth in the fast food industry. The findings are expected to
contribute to business model theory while providing practical guidance for entrepreneurs, managers, and policymakers
seeking to develop resilient, customer-oriented, and sustainability-driven fast food enterprises capable of responding
effectively to future market challenges (Martin-Rios, 2024).

Background of Study

The fast food sector has undergone considerable transformation over the last decade due to the changes in technology,
customers' preferences, and increased competition in this sector. The traditional business models of the quick service
restaurants that focused mostly on the standardized menus and physical restaurants are being substituted by the digitally
integrated business models such as mabile apps, self-ordering kiosks, cloud kitchens, artificial intelligence, and online
deliveries. This demonstrates the transformation from product-based to customer-based value creation where companies
constantly innovate their value proposition to stay competitive. As a result, business model innovation became one of the
strategic capabilities that helps to change the value creation, value delivery, and value capturing approaches for improving
the performance of an organization (Menter et al., 2023). The focus on the customer experience increased the innovation
pace in fast food companies. The modern consumer seeks convenient, personalized, fast, digitalized, transparent, and
seamless interaction during the whole purchase process. As a result, companies are making significant investments in Omni-
channel platforms, digital loyalty programs, predictive analytics, Al-driven recommendation engines, and contactless
payment technology in order to build strong customer relationships and deliver high-quality services. Not only does this
ensure increased customer satisfaction, but this also improves the operational efficiency by managing inventory better,
demand forecasting, and resource allocation. As customer expectations keep changing, it has now become crucial for
companies to innovate their business models to offer greater customer value (Daradkeh et al., 2023).

Sustainability has emerged yet another significant catalyst that has led to the innovation of new business models for
businesses operating within the fast food industry. The increasing environmental issues, the strict regulatory framework,
and the heightened awareness of consumers have compelled businesses to adopt business models that encompass the
concepts of circular economy, waste management, sustainable packaging, energy efficiency, and sustainable supply chain.
In this way, businesses are able to achieve improvement in both economic performance and reduction in environmental
footprint and also build trust among stakeholders. It is not considered as a regulatory obligation but as an opportunity
(Martin-Rios, 2025). Recent developments in restaurant management also demonstrate that open innovation and
collaborative ecosystems significantly contribute to sustainable business model innovation. Fast food enterprises
increasingly collaborate with technology providers, delivery platforms, suppliers, and digital service partners to develop
innovative customer experiences and improve operational flexibility (Bhanot & Gaikwad, 2025). Such collaborations
facilitate continuous business model adaptation by integrating external knowledge, technological capabilities, and customer
insights into organizational decision-making. This collaborative approach enables restaurants to respond effectively to
changing market conditions while maintaining long-term sustainability and customer loyalty (Yun et al., 2025). The present
study aims to bridge this research gap by examining how innovative business models enhance customer value while
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simultaneously supporting sustainable organizational growth. The findings are expected to provide theoretical contributions
to business model innovation literature and practical guidance for managers seeking to build resilient, customer-oriented,
and sustainability-driven fast food enterprises. (Huang & Ichikohji, 2023).

Rationale of Study

The fast-food industry is undergoing unprecedented change owing to new technologies, shifting consumer lifestyles, and
sustainability expectations. Whereas competitive strategies used in the past were mainly centered around cost-effectiveness
and product standardization, modern businesses are increasingly embracing innovative business models that utilize
technology and focus on customers and sustainability (Gaikwad, 2014). With mobile ordering, Al-powered personalization,
cloud kitchens, omni-channel delivery systems, and business ecosystems based on platforms becoming a reality, how
organizations create value has changed significantly. However, despite all the progress that has been made, most fast-food
businesses still find it difficult to reconcile their customer expectations with operational efficiency and sustainability.
Understanding how innovations in business models can help organizations create value for their customers is therefore
critical (Wirtz & Daiser, 2018). In addition to food quality and food price, customer expectations have gone beyond
traditional criteria in terms of food quality and affordability to include aspects such as convenience, digitalization,
personalization, eco-friendliness, and ethical business practices. Therefore, fast food companies are now rethinking their
business models in order to foster customer engagement and organizational effectiveness. While there exists abundant
literature on digitalization, customer satisfaction, and sustainability, individually, empirical insights that explain the impact
of these strategic dimensions together on sustainable growth via business model innovation within the fast-food industry are
limited. Filling this gap is essential since an integrated approach may help managers to devise innovative business models
that create customer value, competitive advantage, and sustainability. The current study tries to shed light on the link
between business model innovation, customer value creation, and sustainable growth of fast food firms (Sjodin, Parida,
Kohtaméki, & Wincent, 2020).

Objectives of Study

e To examine the influence of business model innovation on customer value creation in fast food enterprises

e To analyze the role of digital technologies and innovative business practices in improving customer experience and
operational performance

e Toinvestigate the relationship between business model innovation and sustainable growth in the fast food industry

e To evaluate the contribution of customer-centric and sustainability-oriented business models toward enhancing
competitive advantage and long-term organizational success

e To propose strategic recommendations for fast food enterprises to strengthen customer value creation through
innovative and sustainable business model practices

REVIEW OF LITERATURE

Innovation of business model (BMI) has been established as an important area of academic investigation since BMI
facilitates creating, delivering, and capturing value in highly dynamic business landscapes. Instead of concentrating only on
innovation in products or processes, BMI involves rethinking organization's operations, customer relationship management,
revenue models, and strategic collaborations. The findings show that the firms utilizing innovative business models have
increased flexibility, organizational effectiveness, and competitiveness. The article continues by discussing how ongoing
business model experimentation helps organizations cope with disruptions in the market (Bashir & Verma, 2019).

The relationship between innovation in business models and customer value creation has been extensively researched in the
context of service industries such as food and hospitality businesses. Modern consumers want to derive value from
convenience, customization, ease of access, speed, and experience rather than just lower costs. Research has shown that
companies which use digital technology, Omni channel services, customer analytics, and personalized approaches manage
to increase customer satisfaction and loyalty. The customer-oriented business model helps in building value through
matching of organizational competencies with changing consumer needs (Matarazzo et al., 2021).

The digital transformation has turned out to be one of the most effective means of enabling business model innovation in
fast food companies. Introduction of artificial intelligence, cloud computing, mobile apps, Internet of Things, digital
payments, and predictive analytics has helped change the operations of these businesses and their engagement with
customers. According to research, technology-supported business models increase service efficiency, improve supply chain
management, lower costs, and enable data-based decision making. Such technology capabilities give the fast food companies
the possibility to provide customized services as well as become more agile and resilient (Verhoef et al., 2021).

It has been noted that sustainable innovation in the business model has been gaining much significance since the
environmental issues and stakeholder pressure play an important role in the business strategies. As per the recent researches,
it has been observed that sustainable business models take into account the environmental, economic, and social goals
through the process of responsible sourcing, circular economy, reduction of wastes, energy efficiency, and eco-packaging.
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This not only helps in improving the environmental performance, but also assists in maintaining the good reputation of the
firm (Bocken & Geradts, 2020).

Though there have been independent studies in the fields of business model innovation, digital transformation, value creation
for customers, and sustainability individually, there is scant literature that has analyzed the combined effect of these aspects
in fast food organizations. In the extant literature, there has been an emphasis on the manufacturing industry and generic
service organizations; however, there is much room left for empirical research in the field of fast-food industry. There are
not many studies that explore the relationship of how business model innovation creates customer value and sustainable
growth in an organization (Clauss et al., 2022).

DISCUSSION AND ANALYSIS

The concept of business model innovation is now becoming an important strategic tool for the fast food industry to sustain
its competitiveness in the highly dynamic environment. According to the literature, firms that employ innovative business
models perform better at adopting digital technologies, streamlining their operational processes, and reacting quickly to
changes in consumer behavior. The use of digital ordering systems, cloud kitchens, Al-powered customer analytics,
subscription services, and omnichannel deliveries has helped convert traditional fast food business models into customer-
focused service systems. Business model innovation creates organizational agility through reduced cost of operation,
increased speed of service, and better customer engagement (Ritter & Pedersen, 2020).

Table 1: Conceptual Framework on Business Model Innovation in Fast Food Enterprises
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Business Model Innovation in Fast Food Enterprises leads to sustainable value creation for customers, firms, and society.

It is evident from the conceptual framework that there are several external forces such as customer preference, technological
change, competition, environmental factors, and supply chain changes which result in business model innovation within fast
food firms. Such drivers lead to innovation along six related dimensions which are value proposition, value creation, value
delivery, value capture, value network, and organizational innovation, thus leading to redefinition of value creation, delivery,
and maintenance processes within fast food firms. It is important to recognize that digital technology, artificial intelligence,
automation, and analytics tools act as the core enablers in the process of innovation. At the same time, leadership support,
digital capability, organizational agility, strategic partnership, investment in innovation, and innovation culture act as critical
organizational supports. Finally, continuous feedback and learning loop help in performance monitoring, customer insight
building, and adaptation, thus making organizations responsive towards market changes. Overall, innovation mechanism
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enhances customer satisfaction, operational efficiency, financial performance, sustainability, and competitive advantage.

In recent times, customers have started assessing fast food companies based on their level of convenience, personalization,
digital connectivity, service quality, sustainability, and customer experience in addition to the pricing of their products.
Through innovation in business models, companies are able to leverage customer data, Al, predictive modeling, and loyalty
programs in order to offer personalized products and purchase experiences. Such innovations increase customer trust,
satisfaction, repurchase, and customer loyalty in the long run (Paiola & Gebauer, 2020). Furthermore, the insights also reveal
that the sustainable growth of fast-food firms can be achieved through integration of environmental sustainability with
technological and management innovations. Many firms now adopt such sustainability principles as recyclable packaging,
food waste reduction, energy from renewable sources usage, responsible sourcing, and circular economy within their models
while remaining operationally effective and profitable at the same time. Sustainability innovations not only increase the
positive reputation of firms but also build stronger stakeholder relationships, regulatory compliance, and sustainability of
organizational operations. Fast food firms that implement innovations in both digital sphere, customer value creation and
business sustainability will most probably attain sustained competitive advantage and sustainable growth (Geissdoerfer,
Vladimirova, & Evans, 2018).

FINDINGS OF STUDY

This paper reveals that business model innovation is increasingly becoming a core strategic factor in competitiveness of the
fast food industry. Organizations that constantly work on the re-designing of value propositions, customer experience
models, business processes, and the way revenues are generated are much more likely to react to the dynamics in the markets
and changing consumer requirements. Introduction of technologies like mobile apps, cloud kitchens, artificial intelligence,
self-service kiosks, and Omni channels delivery platforms has greatly improved the efficiency of business operations and
provided the best possible customer experience. Business model innovation goes far beyond the operational benefits and
becomes an all-round tool for transformation of organizations.

Consumers in the present day not only consider food quality and cost while making their decision about using particular
service provider but also convenience, customization, digital accessibility, speed, transparency, and environmental
consciousness. Firms operating with a customer-oriented business model have a greater potential of achieving better results
with regard to customer satisfaction, loyalty, repeat purchasing, and brand equity.

As an addition, digital transformation becomes a driving force behind business model innovation in terms of making
decisions based on data analysis, predicting demands, marketing tailored to individual customers, and optimizing inventories
and interactions with customers. Technologies such as artificial intelligence, big data, cloud technologies, the Internet of
Things, and digital payment systems allow organizations to become more flexible and responsive to changes. The above-
listed technological capabilities make it possible for fast food companies to optimize their resources.

Another conclusion from the findings is that sustainability has emerged as an essential element of business model innovation
in the fast food industry. Those firms which adopt environmentally friendly measures such as recycling of materials used
for packaging, reducing food wastage, sourcing responsibility, energy efficient practices, and circular economy would be
able to build trust with stakeholders, improve their reputation, and increase their organizational resilience.

According to the study, sustainable growth for fast food enterprises can be attained by integrating innovation in the business
models, value creation for customers, digitization, and sustainability. Businesses that can integrate innovations in
technology, service design, and sustainability would be well-positioned to enjoy sustained competitive advantage and
profitability in the highly dynamic fast-food industry. The study offers useful implications for scholars, practitioners, and
policy makers looking to drive innovation-based growth in the fast-food industry.

CONCLUSION

Innovation in the business model has now become a key strategic necessity for fast food firms that are striving to build
customer value and gain sustainable growth in the highly competitive environment characterized by technological
advancements. In particular, the current research proves that business model innovations are not only concerned with
changes in operations but also involve integration of digital transformation, customers' orientation, and sustainability into a
single organizational strategy. It is evident that the use of artificial intelligence, mobile applications, cloud kitchens, digital
payments, and Omni channel delivery has facilitated service efficiency, customer interaction, and business flexibility.
Moreover, the implementation of sustainability-focused practices like responsible sourcing, environmentally friendly
packaging, food waste management, and energy-efficient operations has contributed to organizational resilience and
confidence of stakeholders. A fast-food firm which constantly innovates its value proposition by catering to the changing
demands of the customers will find itself better placed to increase customer satisfaction, loyalty, and competitive advantage.
By combining technology and sustainability in business, a business firm is able to increase its performance level and create
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literature on business model innovation and have practical significance for managers, entrepreneurs, and policy makers.
Further research can test the relationships presented in this paper through empirical studies carried out in various
geographical locations and restaurant contexts.
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