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CHAPTER I 

INTRODUCTION 

A. The Initial Idea 

Tourism has undergone continuous growth, including strengthening 

heterogeneity in order to be transformed into one of the quickest developing 

economic sectors in the world, and in fact, tourism is one of the major 

income generator for numerous developing countries (UNWTO, 2019).  

The tourism heterogeneity has made the industry the world’s broadest 

industry that is irrepressible, developing, and consumer-driven force, made 

up of other collection of industries where every interrelated components are 

gathered in one place, including tourism and travel; lodging; meetings, 

conventions, events, and expositions; managed services and restaurants; 

destination, assembly, and event management; and recreation. Hence, 

tourism is implied as the infrastructure in organizing the diverse services 

which hospitality companies offer (Walker, 2017, p. 399). 

The same opinion has been perceived by Indonesia, as it is written in 

the Undang-Undang Republik Indonesia Nomor 10 Tahun 2009 Tentang 

Kepariwisataan, tourism is a crucial component of national development 

that is planned, sustainable, integrated, executed on a systematic procedure, 

and subjected by the rest in order to conserve the religious and the ethical 

practices of the society, the capability to sustain, the quality of the 

environment, and the public interests. As for tourism affairs, the objectives 

must improve or advance the economic development, improve the people’s 

well-being, eliminate poverty, surpass unemployment, conserve the nature, 
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environment, and resources, introduce the culture, lift up the image of the 

nation, growing patriotism perception, reinforce the national identity and 

unity, and tightening the relationship between countries. As the world’s 

largest industry, hospitality and tourism has become extremely helpful in 

terms of global economic advancement (Walker, 2017, p. 47). 

Indonesia as a country which is populated by approximately 267 

million people, is the largest market in the food service industry among 

other countries in Southeast Asia, and in addition, with the ascended 

revenues within the growing middle class and lifestyle changes, Indonesia’s 

food service industry is foreseen to establish the annual growth rate of 7,06 

percent between 2018 and 2023 (Przybylski, 2018). Pertinent to a business, 

the population growth rate in an area will also directly affect the needs and 

demands of the sector of accommodation and food and beverage; as the 

population increases, the number of needs and demands will also intensify. 

As a part of Indonesia, Malang City, in East Java with no exception, 

has also experienced steady population growth for the past couple of years. 

As it is shown in Table 1 below, Malang City, with the total area of 110,06 

km² is divided into 5 districts; Blimbing, Kedungkandang, Klojen, 

Lowokwaru, and Sukun, and the total population in Malang keeps on 

increasing every year which reached to 870.682 in the year of 2019. Table 

1 below shows the population of Malang by district from 2015 to 2019. 
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TABLE 1 
Population of Malang by District, 2015–2019 

No. District 
Population 

2015 2016 2017 2018 2019 

1. Blimbing 177 729 178 564 179 368 180 104 180 805 

2. Kedungkandang 186 068 188 175 190 274 192 316 194 341 

3. Klojen 104 127 103 637 103 129 102 584 102 018 

4. Lowokwaru 193 321 194 521 195 692 196 793 197 859 

5. Sukun 190 053 191 513 192 951 194 321 195 659 

Malang 851 298 856 410 861 414 866 118 870 682 

Source: Badan Pusat Statistik Kota Malang (2019) 

According to Walker (2017, p. 68), these days restaurants are 

considered as a major role in partaking the society life of mankind, where 

people will socialize, eat, and drink together several times a week. Besides, 

human need food and drinks to maintain their body health as well as to 

supply the key biological functions of life (Siegert, 2014, p. 1). Moreover, 

as it is stated by Robbins and Judge (2016, p. 128), physiological, safety, 

social, self-esteem, and self-actualization is the five need theory of Abraham 

Maslow’s hierarchy, and physiological needs for instance, food to relieve 

hunger, beverages to relieve thirst, and shelter is human’s primary need. 

Consequently, to establish a business in the food and beverage sector, such 

as restaurant might be a viable choice. 

The demand and needs in the accommodation and food service sector 

may impact the nation’s economy given the fact that everybody need to 

fulfill their primary needs of eating, drinking, and socializing. One 

important indicator to determine the financial status of a country or an area 

is through the Gross Domestic Product (GDP) or Gross Regional Domestic 
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Product (GRDP), which is the sum of the final goods and services value that 

is produced by all business or economic units in a particular country or area. 

There are two types of Gross Domestic Product (GDP), GDP at current 

prices illustrates the added value of goods and services calculated using the 

prices, which applies each year, and GDP at constant prices, which shows 

the value added of those goods and services that are calculated using prices 

which applies at a certain year as a basis (Badan Pusat Statistik Kota Malang, 

2019). Hereby, the information regarding the gross regional domestic 

product (GRDP) from the year of 2015 to 2018 based on constant basic price 

2010 according to each of the business fields in Malang City is unveiled on 

the following table. 

TABLE 2 
Gross Regional Domestic Product (GRDP) of Malang City Based on Constant 

Basic Price 2010 in Accordance with Business Fields 

Business Fields 
GRDP Value (Million Rupiah) 

2015 2016 2017 2018 

Agriculture, Forestry, 

and Fisheries 
107427,4 107515,2 107471,3 108736,77 

Mining and Excavation 38367 36225,2 36098,4 36445,62 

Processing Industry 10263381,3 10463340,7 10846904,95 11407487,59 

Electricity and Gas 

Procurement 
16076,5 16836,2 17482,82 18657,96 

Water Supply, Waste 

Management, Waste and 

Recycling 

87012,8 91297,2 97707,52 103684,42 

Construction 5257447,8 5612051,6 6018458,93 6364580,5 

Wholesale and Retail 

Trade, Car and 

Motorcycle Repair 

13022699 13844817,3 14620685,06 15526998,77 

Transportation and 

Warehousing 
1044323 1122291,3 1226121,07 1279602,02 

Provision of 

Accommodation and 

Food and Drink 

1850982 1997080,7 2163572,48 2287158,74 

Information and 

Communication 
1993053,2 2174187,9 2348596,92 2500932,84 

Financial Services and 

Insurance 
116992,7 1205068,2 1238395,52 1292608,98 

Real Estate 627783,5 674328,3 701395,88 750581,27 

Company Services 310845,6 333005,9 349762,75 377183,07 
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TABLE 2 
Gross Regional Domestic Product (GRDP) of Malang City Based on Constant 

Basic Price 2010 in Accordance with Business Fields (Cont.) 

Business Fields 
GRDP Value (Million Rupiah) 

2015 2016 2017 2018 

Government 

Administration, Defense 

and Social Security 

625810,4 636494,3 657116,71 686359,58 

Educational Services 3203129,9 3456841,4 3716187,48 3932856,44 

Health Services and 

Social Activities 
1064148,1 1152126,5 1239377 1330085,03 

Other Services 1322646,1 1380393,6 1439416,15 1498515,61 

GRDP 41952126,2 44303901 46824750,93 49502475,23 

Source: Badan Pusat Statistik Kota Malang (2019) 

The table above shows that the business field in the provision of 

accommodation and food and drink has experienced a steady increase every 

year. The growth in the food and beverages business sector for the year of 

2015 to 2016 is 7,9% and from the year of 2017 to 2018 is 5,7%. The 

increasing sales shows there is a positive tendency of growth on the 

accommodation and food service activities sector in Malang for the past 

couple of years. 

Walker (2014, p. 4) also mentions that millions of people start to take 

an interest in the food and beverage industry, and there are eight reasons 

why which are, money, potential for a buyout, a place to socialize, love of 

a changing work environment, challenge, habit, a fun lifestyle, too much 

time on your hands, and opportunity to express yourself. Therefore, 

restaurants and food service operations continue to improve and develop 

together with advances in quality (Cousins, Lilicrap, and Weekes, 2014). 

To take a look more closely, Table 3 below illustrates the direct investment 

in Indonesia’s food and beverage industry also keeps on increasing every 

year which indicates the fertility and development of the industry. 
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TABLE 3 

Direct Investment in Indonesia’s Food and Beverage Industry 
 2014 2015 2016 2017 2018 

Total Investment 

(in IDR trillion) 
46,36 39,34 58,59 59,17 63,25 

Source: Lukman (2018) 

In relation with the food service activities sector, Table 4 below 

shows the growth percentage of restaurant in Malang by district from 2016 

to 2018. From 706 restaurants in 2016, the number increased on a 

substantial amount to 1.145 restaurants with the total growth percentage of 

62.2%. In relation with the growth of restaurant businesses, this supports 

entrepreneurs to establish food and beverage businesses in order to meet the 

needs and demands of the residents. 

TABLE 4 

Growth Percentage of Restaurant in Malang by District, 2016-2018 

No. District 
Total 

Area 

Restaurant Growth 

Percentage 2016 2017 2018 

1. Blimbing 17,76 km² 101 - 130 28.7% 

2. Kedungkandang 39,89 km² 39 - 97 148.7% 

3. Klojen 8,83 km² 387 - 387 - 

4. Lowokwaru 22,60 km² 149 - 397 166.4% 

5. Sukun 20,97 km² 30 - 134 346.7% 

Total 706 - 1.145 62.2% 

Source: Badan Pusat Statistik Kota Malang (2019) 

Based on all the facts above, Sukun Area in Malang has shown the 

biggest potential compared to other areas. Besides being easy to be accessed 

and is surrounded by residences, offices, schools, and universities, the area 

has the highest restaurant growth percentage which reached to 346.7% from 

2016 to 2018. The area is perfect for a restaurant business entrance is also 

reinforced by the fact that its 20,97 km² area is the second most populated 

area with the total of 195.659 people, which results a less competitors yet a 

higher market demand. Therefore, Sukun Area was specifically chosen as 

the location of this business feasibility study. 
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This business feasibility study is made to establish a food and 

beverage business in Malang, specifically at Sukun Area which features one 

of the most well-known pastry, which is Croissant.  According to Przybylski 

(2018), based on recent food consumption reported by Nielsen Company 

Indonesia, 11% of Indonesian citizens eat out at least once a day, which is 

higher than the global average of 9%, in addition, Indonesian are becoming 

more aware of the food quality and ease of purchase factors, resulting in a 

demand for safely prepared food and fast delivery options. In relation to the 

business, the table below describes the monthly average expenditure per 

capita by food commodity on the year of 2015 to 2018 in Malang in order 

to measure the society’s interest in the product. 

TABLE 5 

Average per Capita Food Expenditure in Malang 

Municipality and Expenditure Type 

Food Goods 

Category 

Average Expenditure per Month (Rp) Growth 

Percentage 

(2015-

2018) 
2015 2016 2017 2018 

Grains 58.923 47.491 51.818 53.220 -9,7% 

Tubers 6.304 5.819 4.634 5.608 -11% 

Fishes 27.895 23.792 32.188 31.001 11,1% 

Meats 32.286 29.895 39.671 29.563 -8,4% 

Eggs and Milks 43.229 39.460 45.053 43.451 0,5% 

Vegetables 29.078 32.245 46.338 36.999 27,2% 

Nuts 19.995 18.226 18.856 17.596 -12% 

Fruits 29.114 25.226 33.579 35.911 23,4% 

Oil and Fats 14.326 11.979 14.972 13.386 -6,6% 

Beverage Ingredients 16.842 17.749 18.862 17.882 6,2% 

Spices 9.146 8.760 9.952 10.290 12,5% 

Other Consumption 9.741 8.786 11.031 10.072 3,4% 

Food and Beverages 158.136 195.601 256.378 237.388 50,1% 

Tobacco and Betel 39.062 58.548 49.198 54.653 39,9% 

Total 494.076 523.578 632.530 597.020 20,8% 
Source: Badan Pusat Statistik Kota Malang (2019) 
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TABLE 6 

Average Weekly Consumption and Expenditure per Capita (Rupiahs) by 

Type of Food in Urban Areas, 2018-2019 

Food Items 
Unit of 

Quantity 

March 2018 March 2019 

Quantity Value (Rp) Quantity Value (Rp) 

Bread Piece 0,515 636 0,359 429 

Other Bread Piece 1,103 1.794 1,156 1.713 

Cookies Ons 0,495 1.392 0,443 1.251 

Boil or Steam Cake Piece 1,503 1.749 1,512 1.691 

Source: Badan Pusat Statistik Indonesia (2019) 

Through the tables above, there are three things which can be 

concluded. First, based on Table 5, the average monthly expenditure for 

food commodity increased Rp 102.944 or 20.8% between 2015 and 2018. 

Second, in relation to the proposed business, the average expenditure on 

eggs and milks increased by 0.5%, and the consumption of food and 

beverages increased by 50.1% from 2015 to 2018, which shows that there 

is already an interest on pastry and bakery product in Malang as there are 

an incline on the consumption of eggs and milk and prepared food and 

beverages products. Third, despite the insignificant incline in the category 

of other bread according to Table 6, it still shows that there is a stability in 

numbers. Therefore, based on those facts, it can be concluded that 

Indonesians are interested and still up for pastry products. 

Pastry and bakery in Indonesia shows a potential to maintain positive 

volume growth over the review period. According to EIBN (2016), the 

income development, urbanization, and Westernization have shifted 

Indonesians’ lifestyle and habits from eating bakery products as snacks to 

eating bakery products as meals. Indonesian start to appreciate the 

convenient and practical way to eat baked goods as a substitute to noodles 

or steamed rice, as sometimes people also get bored eating rice and other 



 

9 

 

regular Indonesian dishes. Indonesian consumers continues to perceive 

baked goods that are fresh and of better quality, and the on trend baked 

products has lead the consumption of bread, cakes, and pastries in Indonesia 

spiked almost 60%. 

There are two Indonesia’s main population groups which is considered 

as an excellent target consumer for the food service industry, which is the 

middle-income group and Millennials due to their large number and unique 

consumption behavior (Przybylski, 2018). Besides its large size, what 

makes the country’s middle class so full of potential is the fact that middle 

class purchasing power in Indonesia is set to rise strongly, which will give 

Indonesian middle class households considerably more room for 

discretionary spending and a reason to be optimistic about the future. 

In addition, EIBN (2016) stated that middle-to-upper income 

consumers tend to be more interested and eager to try new cuisines with 

different flavors or variety of toppings and fillings. Globalization has 

initiated the market for foreign foods and flavors in Indonesia, and based on 

recent studies, despite the fact that Indonesian prefer to try new cuisines, 

they still favor Asian foods, therefore, customizing the menu of 

international food to suit Indonesian taste buds have experienced greater 

success (Przybylski, 2018). 

Based on these facts, the initial idea of this business feasibility study 

is to establish a pioneer restaurant in Malang with the concept of prepared 

to order croissant sandwiches. The restaurant will specifically located in 

Sukun Area, targeting mainly middle to upper social class people in the age 
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of 15 to 39 years old. The name of the restaurant will be Little Crescent, 

derived from the fact that croissant shaped exactly the same yet smaller than 

the actual moon’s shape of concave and convex edges terminating in point 

during the first or last quarter. Additionally, to accurately best-portray the 

idea of the business, Croissant Sandwich Bar was added as the description 

of the restaurant showing the serving process of the prepared by order 

croissant that is prepared and served directly from the sandwich bar (the 

area where sandwiches are prepared). 

Conversely, the players in this industry are numerous and diverse, 

consisting individual stores, franchise stores, retail bakeries, and other 

outlets such as cafés, restaurants, street vendors, and catering services. 

Below is the table of brands with croissant menu in Sukun Area. 

TABLE 7 

 Brands with Croissant Menu in Sukun Area 
No. Brand Menu Address 

1. Jardin  

Cheesy Bolognese Croissant Sandwich, 

Beef & Mushroom Carbonara Sandwich, 

Spicy Tuna & Egg Sandwich 

Jl. Puncak Esberg VE 2. 

2. Starbucks 

Butter Croissant, Almond Croissant, 

Chocolate Croissant, Beef Sausage & 

Cheese Croissant 

Malang City Point, Jl. 

Terusan Dieng No.31-32 

Source: Data Analysis (2019) 

As it is shown in Table 7, in Sukun Area, there are only two brands 

that incorporate croissant or croissant sandwiches on their menu, and none 

of them has the same concept or same product as the proposed business. 

Therefore, opening a restaurant featuring croissant as the main product in 

Malang will become a good opportunity to fulfill food service activities 

demand, and also to add the range of food choices further. This 

establishment also aims to introduce the new type and product variant of 
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croissant based sandwich that is prepared by order cooperating flavors that 

suit Indonesian taste buds as the fillings. In a simpler way, this 

establishment adapts the ready to go croissant sandwiches, which usually 

relates to Western fillings and upgraded or transform it to a prepared by 

order croissant sandwiches with new various unique fillings. 

B. The Objectives 

In order to develop an excellent business feasibility study on the food 

and beverage industry, there is a lot of opportunities which are able to be 

seized. Therefore, there are some objectives which the writer would like to 

achieve through this business feasibility study, listed as follows: 

1. Major Objectives 

a. To analyze the establishment’s business feasibility study through the 

market and marketing aspect by identifying the demand and supply, 

targeting, segmenting, and the marketing mix which includes the 

strategies to make the proposed business competitive enough against 

its competitors and future new entrants. 

b. To analyze the establishment’s business feasibility study through the 

operational aspect by identifying the type of activities, relationship 

between functional activities and facilities, the space needed, the site 

selection, the facilities provided as well as the technology needed. 

c. To analyze the establishment’s business feasibility study through the 

management aspect by considering the business organization chart, 

the human resource management, job analysis, description, and 

specification, as well as the legality.  
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d. To examine the overall establishment’s business feasibility through 

the financial aspect, and decide whether it is achievable and reliable 

to be implemented in the near future or not, and plan the business’ 

short term and long term performance, as well as anticipate and 

minimize the establishment’s risk of loss during the operation. 

2. Minor objectives 

a. To develop a different business opportunity in food and beverage 

sector as a source of expansion. 

b. To provide the society with job opportunities, and increase the 

community’s knowledge and insights about restaurant management. 

c. To fulfill the demand of food service activities by introducing and 

appealing the Indonesian with the new variety of the prepared by 

order croissant sandwiches with its unique filling choices. 

d. To increase the awareness in the ability of turning fusion food into 

fast food while evolving the new taste for Indonesian through the 

unique pairing of sandwich buns and Asian flavor. 

C. Research Method 

As the facility in executing the business plan, the writer decided to 

gather data in order to avoid mistakes regarding the target market of the 

business. The availability of data plays a crucial role in providing an 

accurate, reliable and trustworthy conclusion. The data for this business 

feasibility study is collected through two categories of data collection 

techniques which are the primary and secondary data, explained as follows: 
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1. Primary Data 

According to Sekaran and Bougie (2018, p. 38), 

Such data that the researcher gathers first hand for the specific purpose of 

the study are called primary data. 

Primary data in this Feasibility Study will be collected through 

observation and questionnaire. 

a. Questionnaire 

According to Sekaran and Bougie (2018, p. 142), 

Questionnaire is a preformulated written set of questions to which 

respondents record their answers, usually within rather closely defined 

alternatives. 

There are two methods of administering questionnaires: 

1) Personally administered questionnaires 

According to Sekaran and Bougie (2018, p. 143), a personally 

administered questionnaire is a survey which is restricted or 

focused only to a certain local area. The main advantages of this 

personally administered questionnaire are that the researcher 

will be able to collect the data and completed the responses with 

a less expensive cost and within a short period of time rather than 

conducting an interview (Sekaran and Bougie, 2016, p. 143). 

Furthermore, if there are any questions which arises from the 

respondents, the researcher would be able to answer the question 

directly on the spot. 
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2) Electronic and online questionnaires 

According to Sekaran and Bougie (2018, p. 143), electronic and 

online questionnaires are usually generated in a form of web 

with a database to store the answers and statistical software with 

the purpose of providing statistical analysis. The main advantage 

of this electronic and online questionnaire is the capability in 

reaching a wider geographical area of correspondents, which 

allows everyone to access the questionnaire whenever they 

wanted to. However, electronic and online questionnaires have 

low percentage of responding since the researcher is not able to 

monitor the process directly (Sekaran and Bougie, 2018, p. 143). 

This business feasibility study will only use personally administered 

questionnaires, and the questionnaire will be divided into two parts; 

respondents’ profile and consumer behavior, as well as marketing 

mix. In September 2019, the booklet questionnaires were personally 

administered to people in Malang, which covers the locations of 

restaurants, churches, universities, schools, and shopping malls. 

According to Sekaran and Bougie (2018, p. 239), 

Sampling is the process of selecting a sufficient number of the right 

elements from the population, so that a study of the sample and an 

understanding of its properties or characteristics make it possible for us to 

generalize such properties or characteristics to the population elements. 

Based on Sekaran and Bougie (2018, pp. 239-241), there are major 

steps in sampling, such as: 
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1) Defining the population 

Defining the target population which covers the elements, 

geographical boundaries, and time, is the first step in sampling. 

By defining the population, the researcher would be able to 

decide which group of people, events, or things of interest that 

are appropriate for the feasibility study. The target population of 

this feasibility study is everyone who reside in Malang. 

2) Determine the sample frame 

The sampling frame is the actual figure based on each and every 

elements in the population from which the sample is drawn. The 

sample frame of this feasibility study is male and female 

respondents in the range of 15 to 39 years old who reside in 

Sukun and its surrounding areas with various occupations. 

3) Determine the sampling design 

There are two types of sampling design; the probability sampling 

and the non-probability sampling. This feasibility study will 

apply the non-probability sampling specifically the convenience 

sampling, where the individuals in the population does not get 

the equal chances of being selected, the information is collected 

from members of the population who are conveniently available 

to provide it. This technique is chosen because of the advantages 

it possesses, such as quick, convenient, and less expensive 

which. (Sekaran and Bougie, 2018, p. 250). 
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4) Determine the appropriate sample size 

In 1975, Roscoe proposed the following rules of thumb for 

determining sample size (Sekaran & Bougie, 2018, p. 264): 

a) The appropriate sample size for most research is more than 

30 and less than 500. 

b) It is necessary to have a minimum sample size of 30 for each 

category if the sample size was broken into subsamples such 

as males or females, juniors or seniors. etc. 

c) For multivariate research which includes the multiple 

regression analyses, the sample size should be several times 

larger than the number of variables in the study (preferred to 

be ten times or more). 

d) Samples which are 10 to 20 in size could be successful for 

simple experimental research with tight experimental 

controls. 

According to Hair, Black, Babin, and Anderson (2014, p. 176) 

stated: 

A general rule is that the ratio should never fall below 5:1, meaning 

that five observations are made for each independent variable in the 

variate. 

As the distributed questionnaires for Little Crescent feasibility 

study contains 31 questions or independent variables on the 

marketing mix section, the minimum sample size that must be 

fulfilled is 155 respondents (30 questions multiplied by five). 
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5) Execute the sampling process 

After implementing each steps, the final step of the sampling 

process is deciding the scale for the questionnaire. The scale will 

be used as a tool to perceive how different the respondents on 

the variables of interest to the research. This feasibility study 

will use Likert scale with a six-point scale as the interval scale, 

to show how strongly respondents agree with a statement, as the 

following: 1 = Strongly Disagree, 2 = Disagree, 3 = Slightly 

Disagree, 4 = Slightly Agree, 5 = Agree, 6 = Strongly Agree. 

Sekaran and Bougie (2018, pp. 220-223) mentions two ways to 

measure the scientific accuracy of the research variables, those are: 

1) Validity Test 

The test is used to prove the instruments’ ability to measure a 

particular concept that has been aimed to be measured without 

any bias or error free, and consequently guarantee its consistent 

measurement of various items in the instruments across time, it 

focuses more on the instruments’ ability in measuring the right 

concept. In order to decide whether each of the indicators is valid 

or invalid, the validity test is done by measuring each of the 

instruments’ Pearson Correlation Coefficient (r), where its value 

needs to be bigger than the r Critical Value to be claimed as a 

valid instrument. With the total number of the distributed 

questionnaires is 175 (n) and the level of significance 95%, each 
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of the indicators is valid if the Pearson Correlation Coefficient 

is more than the r critical value of 0,1484. 

2) Reliability Test 

Reliability tests used to know the consistency of the instruments 

in measuring the particular concept, which focuses more on the 

instruments’ stability and consistency of measurement. To 

measure the reliability of the gathered data, Cronbach’s alpha is 

used. According to Sekaran and Bougie (2018, p. 290), 

reliabilities less than 0,60 are considered to be poor, in the 0,70 

range are acceptable, and over 0,80 are good, which simply 

means, the closer the score to one, the more consistent and 

reliable the data is. IBM’s SPSS (Statistical Package for the 

Social Sciences) Statistics is used in the automatic calculation 

for Cronbach’s Alpha.  

b. Observation 

According to Sekaran and Bougie (2018, p. 139), 

Actions and behavior of people may play an important role in business 

research. A useful and natural technique to collect data on actions and 

behavior is observation. Observation concerns the planned watching, 

recording, analysis, and interpretation of behavior, actions, or events. 

The main advantages of observation are its straightforward method 

which may also be done by observing certain groups of individuals 

who may be a difficult respondents to obtain information (Sekaran 

and Bougie, 2018, p. 139). There are several things to observe in the 

descriptive observation stage (Sekaran & Bougie, 2018, p. 133): 

1) Space layout of the physical setting such as the floor layout. 
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2) Objects physical elements such as office equipment. 

3) Actors relevant details of the persons involved. 

4) Feelings, emotions, activities, actions, and goals of the actors. 

5) Events for instance meetings. 

6) Time or the time sequence of events, feelings, actions, and the 

like. 

This feasibility study uses observation to know the layout, design, 

equipment, and the service sequence of a restaurant. 

2. Secondary Data 

According to Sekaran and Bougie (2018, p. 37), 

Secondary data are data that have been collected by others for another 

purpose than the purpose of the current study. Some secondary sources of data 

are statistical bulletins, government publications, published or unpublished 

information available from either within or outside the organization, company 

websites, and the Internet. 

The examples include statistical bulletins, government publications, 

published or unpublished information, which are obtainable from the 

internal and external boundaries of organization, library records, and 

online data (Sekaran and Bougie, 2018, p. 37). According to Sekaran 

and Bougie (2018, p. 38), are the timelines of the data, accuracy of the 

data, relevance of the data, and costs of the data are some main criteria 

in evaluating a secondary data. The secondary information sources that 

the researcher is using to support this feasibility study are obtained 

through: 

a. Textbooks, e-books, journals, from libraries or networks. Textbooks 

are the practical and convenient source of theory in a certain part, 

according to Sekaran and Bougie (2018, p. 54). 
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b. Online government publicity reports used to obtain official statistics 

that are relevant to the business feasibility study, such as Indonesia 

Statistics (BPS), according to Sekaran and Bougie (2018, p. 55),  

 Government departments and corporations commission or carry out a 

large amount of research. 

It provides the population data or business growth, as well as other 

official information in the form of numerical data or graphic data. 

c. Credible online sources, such as websites from official organization 

and electronic journals from reputable institutions. The number of 

information that is obtained through the World Wide Web is 

boundless according to Sekaran and Bougie (2018, p. 55). 

D. Theoretical Conceptual Overview 

There are several theoretical concepts that are used in order to support 

this business feasibility study, which are: 

1. Definition of Restaurant 

Barrows, Powers, and Reynolds (2012, p. 68) stated the word restaurant 

came from the French word of restaurant with the meaning of 

recharging energy. The term itself does not only mean a public place for 

purchase food and beverages, but also a place for people to socialize and 

take their time to enjoy some leisure activities. Since the term of 

restaurant is broad, Walker (2017, p. 268), described the concept of 

restaurant as one of the essential elements in people’s daily lifestyle, the 

reason is because human are social beings who need to socialize 

frequently which includes eating and drinking. Restaurant provides a 
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space for people to chill out and appreciate the presence of their loved 

ones at the same time restoring their energy before they go back to their 

daily routines. 

2. Classification of Restaurant 

Restaurant can be classified into different categories based on the food 

and beverages that is sold, the style of its service, the ambience of the 

restaurant, and more. There are two main categories of restaurants, 

independent and chain restaurant, which then becomes more specific to 

other restaurant categories, as follows: 

a. Independent Restaurant 

Walker (2017, p. 277) defines independent restaurants as a 

restaurant which is usually owned by a single owner or more that is 

not attached with any national brand or label. Mostly, the owners are 

involved in the business operation process where they empower the 

owner independence, creativity, and flexibility to run the business, 

including the restaurant concept, menus, décor, and so on. Even 

though independent restaurant is easier to be opened, it has more risk 

than the other types of restaurant. As the advantage, independent 

restaurant will gain more recognition in the marketplace as there are 

massive advertising blow, advanced systems development, and 

discounted purchasing. As an example: Joe’s Stone Crab. 
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b. Franchise Restaurant 

According to Walker (2017, p. 277), 

Franchise restaurant are a group of restaurants, each identical in market, 

concept, design, service, food, and name. 

Franchise restaurants emerge when a franchisee bought the rights 

from the franchisor to use the restaurant’s brand. The franchisee then 

is in charge of the restaurants’ long run and management, while the 

franchisor is responsible for granting the license, giving support, 

advertise and proven the restaurant concept. Different from 

independent restaurants, every chain restaurants will have the same 

menu, same food quality, uniform service, as well as identical 

atmosphere regardless of its locations. As an example: KFC. 

c. Fine Dining Restaurant 

Fine dining restaurant is a restaurant which offers high quality 

choices of foods, mostly fifteen entrees as the minimum number of 

dishes that can be cooked by order, yet everything is usually made 

from scratch using fresh or raw ingredients. Most of the fine dining 

restaurants are owned and operated by a single owner or partners. 

The term fine dining itself refers to the cuisine and service offered 

in restaurants where food, drink, and service are expensive and 

usually enjoyed leisurely. It is usually known as a restaurant with 

the concept of elegant and luxurious, seen through its ambience and 

food, it tends to be more formal, without the exception of costumes 

and usually found in enclaves of wealth, cities where business is 
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conducted, because it is considered as an expensive restaurant which 

serves haute cuisine, which is usually known as elegant dining or 

high food (Walker, 2017, p. 283). As an example: Sriwijaya, Jakarta. 

d. Celebrity or Chef-owned Restaurant 

Celebrity or chef-owned owned restaurant starts to attract people’s 

attention these days, the restaurant is more attractive because of its 

design, atmosphere, menus, and it is basically a restaurant which is 

owned by a well-known celebrity opened with each chef’s 

experience, and popularity (Walker, 2017, p. 285). As an example: 

The Nest Grill, Jakarta. 

e. Theme Restaurant 

As it is stated by Walker (2017, p. 291), 

Theme restaurant are a combination of a sophisticated specialty and 

several other types of restaurant. 

Theme restaurants usually serve limited menu, because it focuses 

more on the total unique experiences created for the guests that can 

be achieved through the ambience and the design of the restaurant 

that is in accordance with the main theme. This type of restaurant is 

usually built from the imagination of the owner which mainly 

emphasizes more in the unique, fun, and fantasy side of the idea. The 

bigger the size of the theme restaurants, the larger the investments 

will be. Theme restaurants usually gain profit from its high-priced 

merchandise sales, but theme restaurant’s capital costs and 

operations are apparently high. As an example: Take a Bite, Jakarta. 
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f. Steak Houses 

Based on Walker (2017, p. 287), 

The steak restaurant segment is quite buoyant despite nutritional 

content about red meat. 

Typically, steak houses have a simplified menu which only sell a 

variety of processed meat, such as chicken, beef, lamb, and mutton. 

This type of restaurant usually allowed the guest to choose how they 

want the meat to be processed, from the level of doneness, the spices, 

the sauces and also the side dishes. The steak house target market is 

clearly steak eaters because it specializes in steak dishes, the only 

main difference between steak houses is the service that is offered. 

As an example: AB Steakhouse by Chef Akira Back. 

g. Family Restaurant 

Family restaurant provides an informal setting, including its simple 

service and menu designed to appeal group customers such as 

families. This type of restaurant typically operated by a family or 

individually, relatively affordable, and nearly all family restaurants 

do not serve alcoholic beverages, instead they offer some wine and 

beer (Walker, 2017, p. 290). As an example: Applebee’s. 

h. Ethnic Restaurant 

Majority of ethnic restaurants is owned and operated individually, 

the space is designed according to the culture, and it offers unique 

foods for their customers or comfort home food for their customers 

that has the same ethnic background, mainly specific dishes from a 
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certain region or country. The. This type of restaurant is unique 

because it is based on the ethnic concept of the restaurant supported 

by the origin’s menu, raw materials or ingredients (Walker, 2017, p. 

290). As an example: Restoran Sederhana. 

i. Quick-Service or Fast-Food Restaurant 

As stated by Walker (2017, p. 291), fast food or quick-service 

restaurants has limited choices of food that are easy for people on 

the go, such as tacos, hot dogs, various models of chicken, fries, 

teriyaki bowls, gyros, hamburgers, burritos, and other types of finger 

foods. A quick service restaurant is a restaurant which emphasizes 

more on the duration or speed of service given to its customers. It 

usually consist of diverse operating facilities and limited menus. 

Typically, the food is ordered in the cashier or the counter not on the 

table, which sometimes requires the customers to pay before eating. 

The differentiation of this type of restaurant is in the service itself 

where customers need to bring their own food to their own tables, 

and sometimes drive-through or take outs are available as well. 

Therefore, in order to be quick, the employees and the products need 

to be prepared and arranged as efficient as possible to be able to 

serve the maximum number of customers in the least amount of time. 

As an example: McDonalds. 

j. Casual Dining 

Meyer and Vann (2013, p. 5) define casual dining as the majority of 

the “sit down” restaurants where the orders are made on the table by 
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the employees and delivered directly to the table, belongs to this 

category. This type of restaurant is usually a restaurant which keeps 

on following trends or people’s lifestyle, offers a more familiar 

dishes as its signature dish which is made from basic ingredients that 

are not particularly exotic or expensive. The dining experience is 

more casual as the table cloths are optional, and the flatwares are 

more utilitarian rather than stylish. The customers’ expectations are 

lower than fine dining restaurants. As an example: Chili’s. 

k. Quick or Fast Casual Restaurant 

This type of restaurant defined by Walker (2014, p. 32), as a niche 

between quick service and casual dining, the main differences are 

the use of high quality ingredients which is fresh, the foods are made 

by order, the menu has healthier options, it has a limited or self-

serving format, the restaurant has an upscale décor, and it offers 

carry-out meals. Typically, quick or fast casual restaurant serves 

their food in a fancier way, despite the fact that they usually use one 

time use of plates and utensils, such as having an open kitchen as its 

unique point, so that the consumer are able to see the whole making 

process. One of the categories which falls into this type of restaurant 

is Bakery-Cafes that usually offer diverse settings and products in 

their restaurant. Nowadays, fast casual restaurants keep on emerging 

with its creative and different concepts, typically the takeout concept, 

which favors them in increasing their sales and profit. As an example: 

Au Bon Pain. 
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l. Coffee Shop 

Andrews (2013, p. 39) defines coffee shop as a concept borrowed 

from the US which shifts the former dining room of old hotels to the 

all-purpose restaurant. The main difference is in its simple food 

items, the style of food which is pre-plated from the kitchen, and its 

quick service. Typically, coffee shops have a casual atmosphere, 

counters to sit, and tables equipped with simple condiments for 

coffee or tea and snacks, it focuses more on coffee as its signature 

menu. As an example: Old Town White Coffee. 

m. Sandwich shop 

Walker (2014, p. 29) mentions that every sandwich shops typically 

has menu consists of various kinds of sandwiches, both hot and cold 

sandwiches which are made with a selection of bread or buns also 

toppings or fillings of different meats, vegetables, and other items. 

It usually requires little or even no cooking, the operation is simpler 

and easier than other full service restaurant, nevertheless, some of 

the sandwich shops, involves the customers’ preferences of cooking 

into their sandwiches, while some have soup and beverages on the 

menu (Walker, 2014, p. 29). As an example: Jimmy John’s. 

n. Hotel Restaurant 

Hotel restaurant is a restaurant which apparently inside or a part of 

a hotel. It is usually enhanced with Michelin stars, luxurious 

ambiences, and well-known chefs based on their specialties (Walker, 

2014, p. 36). As an example: The Café Hotel Mulia. 
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o. Seafood Restaurants 

Seafood restaurants which are usually owned and operated by 

independent restaurant owners, are restaurants that specialize in 

seafood cuisine and dishes. The concept of the restaurant mainly 

focuses on the preparation and service of fresh seafood with a 

complete range of seafood varieties (Walker, 2014, p. 40). As an 

example: Bandar Jakarta. 

p. Centralized Home Delivery Restaurants 

Centralized home delivery restaurants are restaurants which focuses 

more on food or meals that is ordered through the internet, 

consumer’s cell phone or applications. This type of restaurant serves 

their dishes at the exact time to retain its freshness, on the other hand, 

the centralized system of these restaurants reduces the costs of order 

taking, food preparation, and accounting. (Walker, 2014, p. 54). As 

an example: Pizza Hut Delivery. 

3. Types of Services 

According to Cousins, Lillicrap, and Weekes (2014, pp. 17-20), services 

can be divided into several categories, which are: 

a. Self Service 

Self-service is the type of service which allows the customers to take 

and bring their own foods and drinks from either the buffet or the 

counter. As an example: Food Junction Universitas Pelita Harapan. 
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b. Assisted Service 

Assisted service is a type of service which allows the customers to 

choose their own dishes from the buffet menu. As an example: Asia 

Restaurant Ritz Carlton. 

c. Table Service 

Table service is a type of service which allows the customers to sit 

on their own tables and served by the waiter or waitress at the table. 

There are four types of table services, which are: 

1) American Service (Plate Service) 

This type of service is simple, practical, and efficient, as the 

dishes came out from the kitchen plated nicely and ready to be 

delivered by the waiter or waitress to the customers’ table using 

trays. As an example: Coffee Shops. 

2) English Service (Silver Service) 

English service or sometimes called as silver service is a type of 

service which is executed by presenting and serving the orders 

directly to the customers’ plates. As an example: commonly used 

at the house of English nobles. 

3) Family-Style Service 

This family-style type of service is common in every family 

restaurant. Appropriate amount of various big quantity dishes 

based on the number of customers is served on a big table, so the 

customers are able to share the foods among them. As an 

example: Angke Restaurant Jakarta. 
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4) French Service (Butler Service) 

French service or butler service is the type of service which 

needs at least two waiters or waitresses on each table, one person 

will cook, and the other will serve. The dishes are cooked in front 

of the guest using the cooking trolley, known as Gueridon, so 

the customers may observe and involve in the cooking process. 

As an example: Cassis 

d. Specialized Service 

Specialized service is a service that requires the deliverance of the 

food directly to the location of the customer. There are four types of 

specialized services, those are: 

1) Room Service 

The customer order their food from their room, and the food will 

be delivered to their room. This type of service is mostly known 

as the room service of the hotel. As an example: Sheraton Hotel. 

2) Delivery Service 

This type of service requires the customers to order their chosen 

dishes by calling the restaurant directly. The food will be 

delivered directly to the location from where it is ordered. As an 

example: Pizza Hut Delivery. 

3) Trolley Service 

This type of service requires the waiter or waitress bringing and 

serving the dishes using a trolley. As an example: flight 

attendant delivering food and drinks in cabin during flight. 
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4) Tray Service 

This service type require the waiter or waitress brings the food 

using a tray, and directly give both the dish and the tray to the 

customer. As an example: food deliverance in hospitals. 

e. Single Point Service 

This type of service requires the customers to order, pay, and receive 

their orders directly from the counter, bar, as it is in a fast food 

restaurant. There are two types of single point services, which are: 

1) Take Away Service 

This type of service is commonly applied for customers who 

would like to take their food home. The customer will not be 

seated at the regular customer table. In some restaurants, they 

will provide another space or chairs for the customers to wait for 

their food being processed. As an example: Pizza Hut Delivery. 

2) Drive Through Service 

This type of service allows the drive-in customers to buy food 

through the drive through system where they can order, pay, and 

take their food directly from the counter. As an example: 

McDonalds. 

4. Types of Menus 

According to the book of The Complete Restaurant Management Guide, 

written by Gordon and Brezinski (2015, p. 18), menu is a useful tool to 

create the public perceptions regarding the restaurant. There are six 

types of menu based on Walker (2014, p. 213), those are: 
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a. Du Jour Menu 

Du Jour menu is usually known as menu of the day, a special menu 

that only available in certain time, day, events or seasons. Example: 

Dujour, Philly 

b. A’la Carte Menu 

This type of menu has a variety choices of dishes, from starters to 

desserts where each foods has their own prices. The customers are 

allowed to choose their own dishes according to their preference, 

and financial capability. Example: Solaria 

c. California Menu 

California menu is divided based on the time of the day, such as 

breakfast, brunch, lunch, and dinner, yet the customers are still able 

to choose any dishes that they want without time restrictions. 

Example: Bardot Restaurant, California. 

d. Cyclical Menu 

Cyclical menu is the type of dish which is served continuously in a 

certain period of time, such as the season or events’ signature dish. 

Example: staff cafetaria. 

e. Tourist Menu 

This type of menu is made to catch the tourists’ attention to come 

and attempt to taste the dishes in the restaurant. Example: 

Restaurante Casa Diego, Spain. 
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f. Table D’hote Menu 

Table D’hote menu is a fixed price package menu which consists of 

some dishes, limited to the number of courses. In some cases, there 

are more than one option in each course so that the customers may 

choose the one that they prefer for each course. Example: Gaia 

restaurant by Oso ristorante. 

5. Understanding Pastry 

According to Gisslen (2017, p. 311), the term pastry comes from the 

word paste, which means a mixture of flour, liquid, and fat. Pastry refers 

to various pastes, doughs and baked products. Two fundamental types 

of pastry are yeast-raised pastry such as Danish dough and pie doughs. 

Besides these two, the most important types of pastry are short doughs 

of various types, which is puff pastry that is also known as pâte feuilletée, 

and éclair paste which is also known as pâte à choux. According to 

Brown (2014, pp. 498-500), there are two main types of pastry, which 

are distinguished by whether the fat ingredient, those are: 

a. Nonlaminated Pastry 

Nonlaminated pastry is when the fat ingredient is cut into the flour 

mixture. Nonlaminated or plain pastry dough products include 

piecrusts, tarts, tartlets, galettes, choux, and brioche. 

b. Laminated Pastry 

Laminated pastry is when the fat ingredient is repeatedly folded into 

dough through lamination. Technically, all pastry is “laminated” or 

arranged in layers resulting a flaky product to some degree. 
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However, the term laminated pastry refers to pastry produced 

through the process of lamination, in which alternating layers of 

dough and butter are rolled out, folded over, turned, and rolled out 

again repeatedly. Each time the dough is folded, the number of layer 

doubles, and these manipulations can create up to as many as 1.000 

alternating layers of fat and a non-yeast dough. The more layers of 

lamination, the flakier the pastry. Laminated doughs are used to 

make puff, quick (blitz; strudel), phyllo (filo), croissant, and Danish 

pastries. 

6. Understanding Croissant 

Croissant is a crescent-shaped pastry that belongs to the category of 

Viennoiserie or Viennese pastries, the general term given to sweet yeast-

raised dough goods, both laminated and non-laminated (Gisslen, 2017, 

p. 188). Hopkin (2016, p. 11) and Gisslen (2017, p. 1065) define 

croissant as a flaky, laminated, and buttery baked pastry in the crescent 

or half-moon shape. Typically known as France’ classic breakfast bite, 

this golden brown pastry has a rich taste with its crispy yet soft texture, 

which makes it suitable to be eaten with either butter or jam (Rinsky and 

Rinsky, 2009, p. 87). 

In addition, Chiron (2018, p. 29) believed that a croissant must be crispy 

on the outside and melt in the mouth. In order to taste the enhanced 

experience of a perfect croissant that have a balanced, lingering flavors 

of butter and sugar, a croissant must be eaten within three hours after 

being baked, otherwise it dries out, loses crispness from the absorption 
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of external moisture, loses its lovely smell of butter, and loses its shine 

and the great visual aspect that creates such desire for the product. 

The making process of croissant requires flour, sugar, yeast, eggs, salt, 

water, and butter or margarine, and it is done by continuous rolling and 

folding of a triangular flattened white wheat flour, and the incorporation 

of fat, such as butter or margarine in the yeasted dough to add the layered 

structure of thin dough layers. The layered structure itself is the one 

which produces the flaky texture that is crispy and soft at the same time, 

so the pastry may crack after a soft gentle touch (Gisslen, 2017, p. 104).  

To this day, the French are still devoted to the plain croissant, which is 

mainly eaten at breakfast with butter or jam, meanwhile in other 

countries, all kinds of recipes derived from the croissant dough can be 

found in all forms, colors, and flavors; it has been served as a sandwich 

base, filled and decorated, mixed with seeds and has a brown crumb or 

even herbs such as Zaatar (Chiron, 2018, p. 29). 

7. History of Croissant 

According to Gisslen (2017, p. 192), croissants are believed to be 

invented in 1683, after the Siege of Vienna in Austria. This pastry was 

made to commemorate the Viennese victory against Turks after the 

siege. That time, the Viennese bakers were given the privilege to make 

a pastry in the shape of the crescent (the Turks’ flag symbol) by the 

authorities, after playing an important role in the war. They were 

considered to be the first to alert the Viennese army regarding the Turks’ 
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surprise attack in the tunnel at night. That night, the Viennese bakers 

were still working while everyone else was sleeping. 

After the siege, the pastry was being well-known all over Europe. Later, 

the French transformed the pastry by adding laminated layers using 

French method. It was Marie Antoinette, the Archduchess of Austria 

that became the rightful queen of France in the late 1700s, who 

introduced the laminated-crescent-pastry as croissant, the French word 

for crescent. Nowadays, croissant has paved its way to a larger number 

of variations by using a sweet or savory filling which produces the most 

spectacular products in international bakery, making it one of the most 

popular creations to be made (Chiron, 2018, pp. 4-5). 

8. Understanding Sandwich  

Wilson (2010, p. 7) defines sandwich as the international fast food 

which is affordable, practical, fulfilling, and easy to carry. Sandwich is 

the perfect nourishment for everyone including kids, soldiers, busy 

workers, travelers, since it is possible to be enjoyed everywhere without 

any tableware or utensils. In addition, sandwich contains essential 

ingredients for human such as, carbohydrate, protein, vitamin, and 

calcium, which is the energy sources for people to start their everyday 

activities (Cumo, 2015, p. 340). Both Wilson (2010, p. 10) and Cumo 

(2015, p. 340) agreed that sandwich, usually eaten as a snack or light 

meal which consists of bread either plain or buttered and fillings. 

Sandwich fillings may be differ and iconic at the same time. Wilson 

(2010, p. 38) stated that throughout the nineteenth century, the existing 
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sandwich fillings grow to acquire numerous other ingredients such as 

cheese, watercress, poultry, oysters, potted meats, nasturtium leaves, 

lobster, chervil and mayonnaise, salsify, pâté de foie gras, caviar, 

asparagus, egg and gherkin. Apparently, no country is completely 

resistant to the charms of sandwiches, partly because the form is so 

adaptable. Time evolution has brought many changes to people’s view, 

the truth dawned that a sandwich could be made with any baked goods 

and contain anything one’s heart desired, any food imaginable that looks 

impossible to be incorporated could be put between two slices of bread 

and called a sandwich and accepted by the public. 

According to Garlough and Campbell (2012, p. 295), the perfect 

sandwich must include these three particular elements which are the 

structure or base, moistening agent, and filling. The first component is 

usually bread or other solid products that are strong enough to be the 

sandwiches’ foundation where every ingredient are stacked on or 

wrapped in it. The second component is the moistening dressings that 

use to moisturize, enhance and unite the taste of the sandwich fillings 

which may be in different form such as mayonnaise or pickled 

vegetables. The third component is the highlight of sandwiches, it is the 

filling of the sandwich, and it creates the distinct and complex taste of 

the dish. There is no amount limitation for sandwich fillings, moreover 

the fillings may be vary from meats, green goods, seafood, or 

combinations of them.  



 

38 

 

In addition, Graves (2013, p. 1) mentioned a few things that need to be 

considered during the preparation of making a sandwich is the bread 

itself. The bread that is used must be fresh and good quality, if butter is 

used as a spreading then it always need to be at room temperature. 

Moreover, if the sandwich consists of meat, the meat that is used needs 

to be cooked perfectly, and sliced into the right size of the bread. Listed 

in a book written by Garlough and Campbell (2012, pp. 301-302), based 

on its appearance, sandwiches are divided into two types: 

a. Open-faced Sandwich 

This type of sandwich typically considered as a main dish on every 

mealtime. It uses one slice of toasted bread that is firm enough to be 

the foundation of the sandwich smeared with the dressings then 

covered by the fillings of the sandwich. The sandwich is served 

openly without any other slices of bread covering it, which makes 

the filling visible to the consumers.  

b. Closed Sandwich 

Closed sandwich is served using two or more slices of bread 

typically the soft type, which has been buttered and smeared with 

dressings, and laid the fillings between each breads according to the 

amount of layers. The filling of the sandwich is not visible, however 

the sandwich is usually sliced into half or a quarter as triangular 

shaped sandwiches to make the sandwich more attractive. In fine 

dining restaurants, this type of sandwich is garnished and has its 

bread crusts removed to make it look fancier. 
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Based on the recipe book, namely 101 Sandwich: A Collection of The 

Finest Recipes From Around The World, written by Graves (2013, p. 1), 

bread is the only main differences of wrap, kebab, burger, hot dog, 

sandwiches, or any types of food which involves meat that is wrapped 

between breads. There are some types of breads that are usually used to 

make sandwiches, those are: White Bread, Whole Wheat, Burger Bun, 

Focaccia, Pita, Ciabatta, Flatbread, Baguette, Bagel, Nordländer, 

Sourdough, Rye, Challah, and Brioche. 

9. Business Concept 

Based on the theoretical conceptual overview that has been shown above, 

the proposed restaurant falls into the classification of quick or fast casual 

restaurant which is a niche between quick service and casual dining with 

the following characteristics: the use of high-quality ingredients; fresh; 

made-to-order menu items; limited or self-serving formats; upscale 

décor; and carry out meals. The concept of the restaurant’s decor will be 

modern minimalism with an open kitchen and a sandwich bar in the 

middle of the establishment enables the customers to watch the entire 

cooking and packaging process. 

Little Crescent opens from 8AM to 9PM daily and accepts various types 

of payments, such as cash, debit cards, credit cards, OVO, and Go-Pay.  

The à la carte menu type is adopted as Little Crescent’s type of menu, 

where each item in the menu is priced individually. The type of service 

employed in the restaurant will be the single point service where the 

customers requires to order and pay at the cashier next to the sandwich 
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display counter, before getting their orders. Little Crescent will be 

serving dine-in customers, take-away, as well as delivery service using 

third party applications such as Go-Food and GrabFood.  

In accordance with the name of the business, Little Crescent – Croissant 

Sandwich Bar, is a restaurant that specialize in selling the new elevated 

product variant of croissant based closed sandwich that is prepared and 

served directly from the sandwich bar (the area where sandwiches be 

prepared). Little Crescent offers prepared by order savory and sweet 

croissant sandwiches that are freshly made and filled with various 

choices of fresh fillings cooperating unique flavors which suit more to 

Indonesian taste buds. 

The menu is divided into three categories, the Classic Croissant, 

Premium Sandwiches, and Sweet Sandwiches and five choices of 

beverages. The Premium Sandwiches and the Sweet Sandwiches each 

have four choices of savory and sweet fillings, from the basic chocolate 

frangipane fillings to the most popular boba and cheese fillings inside 

the croissant sandwich. In the meantime, Little Crescent will also offer 

special, limited time food and beverage menu throughout the year. 

The Sukun Area in Malang was specifically selected as the restaurant’s 

location due to its strategic location, high accessibility, and number of 

competitors. As the players in this industry is still low, Little Crescent 

will gain a strong point by being the pioneer of a quick casual restaurant 

that offers prepared by order croissant sandwiches. Unlike Little 

Crescent’s croissant sandwiches, most of the existing direct and indirect 
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competitors only offers typical ready-to-go croissant sandwiches or fast 

food burgers and sandwiches that usually relates to Western fillings.  

Surrounded by nearby schools, universities, offices, business centers, as 

well as housing areas, Sukun Area provides the suitable potential 

customer for Little Crescent who are people in the age of 15 to 39 years 

old that categorized into middle to upper social class. Besides, if the 

number of the whole population in Sukun District is equal to the demand, 

the market in this restaurant business can be considered high. Therefore, 

considering its own allure, no existing supplier, and the possible demand 

of prepared by order croissant sandwiches, there is a potential market at 

Malang. 


