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CHAPTER I 

INTRODUCTION 

 

 

A. The Initial Idea 

 

   Indonesia is the world’s largest island country with more than 17,000 

islands. Populations in Indonesia reaches 261,9 million in 2017 and it is the 

world's fourth most populous country. Java is the world's most populous 

island, contains more than half of the country's population (Badan Pusat 

Statistik Indonesia, 2018, p. 14). From the provided data, it could be 

deduced Indonesia vastly diverse country with large prospective to develop 

in many diverse fields, including tourism. As stated in Skripak (2016, p. 

330), tourism is 

A social, cultural and economic phenomenon which entails the movement 

of people to countries or places outside their usual environment for personal or 

business/professional purposes. These people are called visitors (which may be 

either tourists or excursionists; residents or non-residents) and tourism has to 

do with their activities, some of which imply tourism expenditure. 

 

        The capital city of Indonesia is DKI Jakarta, which is the densest 

province in Indonesia. Status of DKI Jakarta province as the country's 

capital and economic center Indonesia is an attraction for many people to 

move and settle in. The population of DKI Jakarta each year increase, both 

due from population movements to DKI Jakarta and natural growth. 

According to the projections population from the results of the 2010 

population census, the total amount of DKI Jakarta residents in 2018 is  
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10.46 million people. There is an increase in population as much as 0.9 

percent of the population in 2017 (Badan Pusat Statistik Indonesia, 2017, 

p. 6). 

        Population in Jakarta is persistently rising, luring migrants around 

Indonesia to reside in the capital city, for its high job and business 

opportunities, and achievable on high standard of living. Since the 

consistent increasing rate of population, Jakarta is forecasted to 

accommodate a total of 36,500,000 population by the year of 2030, 

ensuring business opportunities and the amount of consumer will rise. The 

city hosted a very high population density of 14,464 people per square 

kilometer, with the metro area has the population density of 4,383 people 

per square kilometer (Badan Pusat Statistik Indonesia, 2017, p. 6). 

TABLE 1 

     Surface Area, Total Population and Population Density DKI Jakarta 

Province residents according to District / City 

City Land Area (Km2) Population 
Population Density 

(People/ Km2) 

South Jakarta 141.27 2,227,390 15,767 

East Jakarta 188.03 2,871,660 15,272 

Central Jakarta 48.13 914,283 18,996 

West Jakarta 129.54 2,529,126 19,524 

North Jakarta 146.66 1,781,734 12,149 

DKI Jakarta 653.63 10,324,193 12,848 

Source: (Badan Pusat Statistik Indonesia, 2018, p. 21) 

 

      As seen in table 1, Central Jakarta has the second highet population 

density of 18,996 people/km2, following after West Jakarta with 19,524 

people/km2 population density. (Badan Pusat Statistik Indonesia, 2018a, p. 

21). 
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        According to Lexico (2018), high-end is 

   “Denoting the most expensive of a range of products.” 

According to Lexico (2018), upscale is 

         “Relatively expensive and designed to appeal to affluent consumers.” 

Flodex offers high-end sugar flower products that are aimed to be sold in 

the high-end market of five star hotels, high-end bakeries, and high-end 

cake shops. The foremost location to open the Flodex store will be located 

in the upscale area of Jakarta. The upscale administered city in Jakarta 

could be identified based on it’s land price, as shown below . 

TABLE 2 

 Price of Upscale Land in Jakarta 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Data Analysis (2019) 

       As shown in table 2, Jalan M.H. Thamrin in Menteng, Central Jakarta, 

has the most expensive price of land of Rp. 450.000.000 per m2.  Thus, 

Jalan M.H. Thamrin will be the designated location of Flodex store, 

consisting of Flodex’s showroom, office, and production area. 

    Table 3 below shows the total are in Central Jakarta by subdistrict, and 

table 4 below shows the total area in Central Jakarta by the administered 

village.  

  

City Subdistrict Street Price / m2 (Rp.) 

Central Jakarta Menteng Jalan M.H. Thamrin 150,000,000 

South Jakarta Kebayoran Baru Jalan Jendral 

Sudirman 

130,000,000 

South Jakarta Kebayoran Baru Jalan Gatot Subroto 90,000,000 

South Jakarta Kuningan Mega Kuningan 80,000,000 

South Jakarta Pondok Indah Jalan Metro 70,000,000 

South Jakarta Tebet Jalan Mt. Haryono 50,000,000 

South Jakarta Cilandak Jalan Simatupang 45,000,000 

North Jakarta Kelapa Gading Jalan Boulevard Raya 40,000,000 

South Jakarta Kebayoran Lama Jalan Arteri Permata 

Hijau 

35,000,000 

Central Jakarta Cempaka Putih Jalan Salemba 30,000,000 
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TABLE 3 

Total Area by Subdistrict in Central Jakarta 
Subdistrict Land Area (Km2) 

Tanah Abang 9.30 

Kemayoran 7.25 

Gambir 7.59 

Johar 2.37 

Menteng 6.53 

Senen 4.22 

Cempaka Putih 4.69 

Sawah Besar 6.18 

Total 48.13 

Source: (Badan Pusat Statistik Kota Administrasi Jakarta Pusat, 2018, p. 11) 

 

TABLE 4 

Total Area by Village in Central Jakarta 
Village Land Area (Km2) 

Menteng 2.44 

Pegangsaan 0.98 

Cikini 0.82 

Gondangdia 1.46 

Kebon Sirih 0.83 

Total 6.53 

Source: (Badan Pusat Statistik Kota Administrasi Jakarta Pusat, 2018, p. 13) 

       According to Gabungan Pengusaha Makanan dan Minuman Indonesia 

(GAPMMI) (2018, p. 4), the development of cake shops in Indonesia, especially 

in Jakarta, has developed quite rapidly. Bread had finished third after rice and 

noodles as the staple food of the Indonesian people whereas in all classes and 

segments, bread sales are increasing. The 2010-2014 period average growth 

(CAGR), Indonesia's bread and cake business rose 14%. While the CAGR 

growth projection for the 2014-2020 period is for the 10% bread and cake 

business. Until 2020, the target for the bread and cake business potential will 

reach Rp. 20.5 trillion. 

Since there is a stable increase in the bread and cake market, this indicates that 

the bread and cake market has a high chance of high demand, resulting in 

generating high profits and high survival rate for Flodex to enter. 
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       Below shows the types of cake sold, wedding cake frosting and wedding 

cake decoration used by each cake shops in Jakarta. 

TABLE 5 

Types of Cake Sold, Wedding Cake Frosting and Wedding Cake Decoration 

Used by each High- End Cake Shops in Jakarta 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Data Analysis (2019) 

Table 5 shows that the type of high-end cake sold by each cake shops are 

wedding cakes, for as wedding cakes are expensives due to its enormous 

size and the numerous amount of cake decoration required. One of the main 

ingredient of the cake frosting is fondant, which confectioners’ sugar is the 

No. Cake Shop 
Type of High-

End Cake Sold 

Type of Wedding 

Cake Frosting 

Wedding Cake 

Decoration 

1 LeNovelle Cake Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

2 Gordon Blue 

Cake 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

3 Cake Et Cetera Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

4 Ellicious 

Cakery 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

5 KAIA Cakes & 

Co. 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

6 Choco Haus Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

7 Ivoire Cake 

Design 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

8 Lareia Cake & 

Co. 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

9 Biliechick 

Indonesia 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

10 Sweetsalt Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

11 Cloud Nine 

Cakery 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

12 Ame Cakery Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

13 Eiffel Cake Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

14 Twenty Two 

Cakes 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

15 Mycakehouse 

Jakarta 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

16 Cakes ‘n’ Bakes Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 

17 Kaylakaylle 

Cake & Bakery 

Wedding Cake Fondant and 

buttercream 

Flower, figurine, 

and cake topper 
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main component, which indicates that the main ingredient of the wedding 

cake frosting is based on sugar. Flower is one of the main cake ornaments 

utilized to decorate the wedding cake, thus combined with sugar as the main 

component of the cake frosting, sugar cake decoration could be concluded 

to be the suitable product to be sold by Flodex, supported by the data on 

table 6 below which indicates the increasing development of sugar 

consumption rate in households of Jakarta that keeps increasing year by year 

from 2013 to 2016, unlike the other province that does not have a steady 

increase or may decrease. 

TABLE 6 

Development of Sugar Consumption in Households per Province, 2013-2016 
 

No. 

 

Province 

Consumptions 

(ons/capita/week) (kg/capita/year) 

2013 2014 2015 2016 2013 2014 2015 2016 

1 Aceh 1.692 1.545 1.597 1.793 8.823 8.058 8.329 9.347 

2 
North 

Sumatera 
1.557 1.550 1.550 1.732 8.116 8.080 8.082 9.029 

3 
West 

Sumatera 
1.360 1.297 1.356 1.492 7.092 6.765 7.069 7.778 

4 Riau 1.850 1.665 1.925 1.778 9.647 8.681 10.037 9.271 

5 Jambi 1.769 1.575 1.560 1.753 9.226 8.211 8.136 9.141 

6 
South 

Sumatera 
1.987 1.862 1.830 1.866 10.362 9.708 9.541 9.731 

7 Bengkulu 1.419 1.452 1.334 1.580 7.400 7.570 6.958 8.238 

8 Lampung 1.478 1.323 1.359 1.480 7.706 6.898 7.086 7.718 

 

9 

Bangka 

Belitung 

Island 

 

1.828 

 

1.754 

 

1.670 

 

1.859 

 

9.533 

 

9.148 

 

8.709 

 

9.691 

10 
Riau 

Islands 
1.826 1.747 1.940 1.918 9.521 9.110 10.116 9.999 

11 
DKI 

Jakarta 
0.844 0.821 0.876 1.061 4.401 4.282 4.565 5.533 

12 West Java 0.617 0.527 0.608 0.764 3.215 2.748 3.172 3.985 

13 
Central 

Java 
1.212 1.231 1.328 1.492 6.318 6.420 6.926 7.779 

14 Special 

Region of 

Yogyakarta 

 

1.334 

 

1.285 

 

1.450 

 

1.553 

 

6.958 

 

6.700 

 

7.562 

 

8.100 

15 East Java 1.469 1.551 1.567 1.767 7.659 8.086 8.171 9.213 

16 Banten 0.904 0.714 0.939 0.987 4.713 3.722 4.869 5.144 
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TABLE 6 

Development of Sugar Consumption in Households per Province, 2013-2017 (Cont.) 

 

       

 

 

 

 

 

 

 

 

 

 

 

 

No. 

 

Province 

Consumptions 

(ons/capita/week) (kg/capita/year) 

2013 2014 2015 2016 2013 2014 2015 2016 

17 Bali 
0.846 0.885 0.939 0.995 4.409 4.616 4.898 5.189 

18 Nusa 

Tenggara 
1.007 0.924 1.155 1.129 5.253 4.818 6.022 5.887 

19 Nusa 

Tenggara 
1.214 1.108 1.285 1.451 6.329 5.778 6.700 7.567 

20 West 

Kalimantan 
2.194 1.911 2.113 2.097 11.440 9.965 11.016 10.934 

21 Central 

Kalimantan 
2.048 2.115 2.010 2.178 10.679 11.027 10.479 11.359 

22 South 

Kalimantan 
2.070 2.007 2.240 2.177 10.793 10.463 11.679 11.350 

23 East 

Kalimantan 
1.708 1.557 1.417 1.592 8.907 8.117 7.387 8.301 

24 North 

Kalimantan 
- - 1.896 1.952 - - 9.884 10.176 

25 North 

Sulawesi 
1.705 1.706 1.627 1.814 8.889 8.897 8.484 9.457 

26 Central 

Sulawesi 
1.695 1.576 1.631 1.738 8.841 8.220 8.506 9.060 

27 North 

Sulawesi 
1.442 1.438 1.489 1.629 7.518 7.497 7.764 8.492 

28 Southeast 

Sulawesi 
1.378 1.357 1.409 1.402 7.186 7.073 7.349 7.310 

29 Gorontalo 1.502 1.612 1.710 1.734 7.833 8.405 8.916 9.040 

30 West 

Sulawesi 
1.462 1.548 1.566 1.633 7.62 8.073 8.163 8.514 

31 Maluku 1.456 1.553 1.548 1.610 7.593 8.100 8.070 8.395 

32 North 

Maluku 
1.811 1.807 1.822 1.700 9.445 9.421 9.499 8.866 

33 West Papua 1.575 1.506 1.555 1.591 8.210 7.853 8.109 8.293 

34 Papua 1.128 0.909 1.315 1.139 5.880 4.739 6.858 5.942 

Indonesia 1.275 1.229 1.305 1.432 6.649 6.409 6.805 7.466 
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Source: Buletin Konsumsi Pangan (2018, p. 80) 

        As seen in table 6, DKI Jakarta’s development of sugar consumption 

in households from the year 2015 to 2016 increases for 17,4% in every 

ounce per capita per week and 17.5% in kilogram per capita per year 

(Buletin Konsumsi Pangan. 2018, p. 81). This indicates that the demand of 

sugar in Jakarta’s household is increasing steadily, thus gum paste flower, 

cake decoration supplier is a good business opportunity to be operated. 

    Gross Regional Domestic Product (GRDP) is an added value gross of 

all goods and services created or produced in the region domestic country 

that arises, due to various economic activities within a certain period 

regardless of whether the production factor is owned by resident or non-

resident. GRDP compilation can be done through three approaches, namely 

the production, expenditure and income presented on the basis of current 

prices and constant real prices. GRDP on the basis of current prices or 
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known as nominal GDP arranged based on prices that apply to the 

calculation period and aims to see the structure of the economy. While the 

upper GRDP the basis of constant prices real is based on prices in the base 

year and aims to measure economic growth. 

GDRP has the capability of prevailing GRDP (nominal) indicates the ability 

of the resource economy produced by a region. Large GRDP value showing 

great economic resource capabilities, and vice versa. The constant  

(real) GRDP can be used to indicate the rate overall economic growth or 

every business field from year to year. Distribution of GRDP prices apply 

according to the business field shows economic structure or the role of each 

economic business field in a region. Field of economic business that has a 

role large shows the economic base of a region. GDP per capita at current 

prices shows the value of GDP per one resident. Per capita GRDP at 

constant prices is useful for knowing real economic growth per capita 

population of a province (Badan Pusat Statistik Kota Administrasi Jakarta 

Pusat, 2018, p. 4-5). 

TABLE 7 

The Growth Rate of Gross Regional Domestic Product at 2010 Constant 

Prices by Industrial Origin 2013 – 2017 

Industrial Origin 2013 2014 2015 2016 2017 

Agriculture, Forestry and 

Fishing 
36.4 38.1 40.7 42.9 45.1 

Mining and Quarrying 0 0 0 0 0 

Manufacturing 3,530.3 3,948.8 4,461.4 4,874.8 5,540 

Electricity and Gas Supply 1,351.8 1,481.7 1,567.7 1,588.8 1,881.8 

Water Supply, Sewerage, 

Waste Management, and 

Remediation Activities 

 

61.8 

 

66.3 

 

71.3 

 

75.2 

 

79 
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Source: Badan Pusat Statistik Kota Administrasi Jakarta Pusat (2018, p. 46) 

      Table 7 above provides the growth rate of GDRP on the constant prices 

Construction 40,155.8 45,11.6 50,325.3 53,867.1 55,570.2 

Wholesale and Retail 

Trade; Repair of Motor 

Vehicles and Motorcycles 

 

61,558.1 

 

72,091.8 

 

78,936.2 

 

86,086.2 

 

98,549.3 

Transport and Storage 6,562.7 7,748.7 9,030.8 10,038.6 11,246.4 

Accommodation and Food 

Service Activities 

 

22,805 

 

26,276.3 

 

29,308.4 

 

31,186.6 

 

33,483.9 

Information and 

Communication 
25,401.1 28,330.4 31,218.4 34,578.3 40,157.7 

Financial and Insurance 

Activities 
87,662.4 95,545.9 110,361.8 122,106.9 134,635.8 

Real Estate Activities 23,012.9 26,223 29,394.3 31,538 34,743.9 

Business Activities 29,718.4 34,867.5 40,257.5 45,246.8 52,159.3 

Public Administration and 

Defence; Compulsory 

Social Security 

 

37,367.2 

 

42,458.9 

 

48,048.8 

 

51,879.7 

 

53,187.3 

Education 21,085.5 24,390.4 29,015.1 32,739.5 34,776.6 

Human Health and Social 

Work Activities 
5,925.9 6,799.1 7,717.5 8,685.5 9,607.7 

Other Services Activities 11.837.5 13,897.8 16,191.1 18,307 20,991 

GRDP 378,108.9 429,282.2 485,946.5 532,842.2 590,655 
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on the accommodation and food service activities, which constantly 

increasing from 2013 until 2017. Compared to the last five years, there are 

an immense increase in the food service activities sector with 31.89% 

between the year of 2013 and 2017. It shows that in the city of Central 

Jakarta, the trend in the accommodation and food service activities sector 

has a positive trend in the recent year (Badan Pusat Statistik Kota 

Administrasi Jakarta Pusat, 2018, p. 46). 

Cake shops are included in the good service industru, thus if the food 

service sectors’s GDRP increase, it indicates that the pastry departments 

has a market that will generate profits, since organization would not open 

a business in the food service industry if there are no market and profits. 

TABLE 8 

Indirect Competitors of Flodex 
Company Name Location 

 

Libra Cake 

Jalan Mangga Besar Raya No.98, 

RT.5/RW.10, Karang Anyar, Kecamatan 

Sawah Besar, Kota Jakarta Pusat, Daerah 

Khusus Ibukota Jakarta 10740 

 

 

Capital Bakery and 

Cake 

Jl. Tanjung Duren Barat 1 Blok G2 No.20 

RT.14/RW.5 RT.6, RT.6/RW.3, Tj. 

Duren Utara, Kec. Grogol petamburan, 

Kota Jakarta Barat, Daerah Khusus 

Ibukota Jakarta 11470 
Source: Data Analysis (2019) 

There are only two gum paste flower production in Jakarta with poor 

quality, targeted to the lower-class market, called as Libra Cake and Capital 

Bakery and Cake. The absence of premium sugar flower, cake decoration 

supplier is an opportunity to enter the upper-class market to provide high 

quality, premier flower cake decoration. 
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    B. The Objectives 

       The main purpose of this business feasibility study is to analyze every 

aspect to determine its feasibility. for the purpose of knowing whether 

Flodex, cake decoration supplier is feasible or not. The purposes are 

diverged in two, which are the major objectives and minor objectives. 

  1. Major Objectives 

 

a. The purpose of the feasibility study is to indicate the ensure long 

term viability of the sugar flower business, to prevent the risk of 

failure, inducing sufficient amount of cash flow and profits, and to 

make certain in attaining the specified objective. The feasibility of 

the business could be established from the market, technical, 

financial, and managerial aspects. 

b. To analyze business feasibility studies of each aspects as follows: 

 

1)   Market and Marketing Aspect 

 

To analyze the business feasibility study of the demand, 

supply, segmentation, target, and positioning of business in the 

market, marketing mix, economic, social, legal, politic, law, 

environment, and technology used. 

2) Operational Aspect 

 

To analyze the technical and operational implementation of the 

business such as activities and facilities, the needed amount of 

facilities for business operational, location selection, and 

technology of the sugar flower, cake decoration supplier. 

3) Management and Human Resource Aspect 
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To analyze the organizational structure of the company, the job 

analysis, human resource, training, and juridical matter of 

Flodex. 

4) Financial Aspect 

 

To analyze the required funding and the source of funding, 

projection of the operational costs, operation revenues, 

profitability, cash flow, break-even point analysis, investment 

assessment and risks management of the cake decoration 

supplier. 

2. Minor Objectives 

 

a. To increase the economic growth of the country in the field of 

hospitality and tourism, peculiarly in the accommodation and food 

service activities sector. 

b. To assist in decreasing the unemployment rate by providing new 

job employment around the area. 

c. Paying tax contribution to the government for the country’s further 

development. 

d. To identify the consumers preference to fulfill and satisfy their needs. 

 

     C. Research Method 

 

       Research is the process of finding solutions to a problem after a 

thorough study and analysis of the situational factors (Sekaran and Bougie, 

2016, p. 13). Managers with knowledge of research have an advantage over 

those without. A grasp of research method enables managers to understand, 

predict, and control their environment and/or to effectively communicate 
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with external researchers or consultants. Knowledge of research also 

greatly enhances the decision- making skills of the manager (Sekaran and 

Bougie, 2016, p. 14). Therefore, it is important to do real preliminary 

research before opening up a business; Flodex will use descriptive method. 

        According to Sekaran and Bougie (2016, p. 43), the objective of a 

descriptive study is to obtain data that describes the topic of interest. 

Descriptive studies are often designed to collect characteristics of objects 

(such as persons, organizations, products, or brands), events, or situations. 

Descriptive research is either quantitative or qualitative in nature. This 

business feasibility study proposal emphasizes on quantitative research, 

encompasses the collection of ratings, figures, and demographic data. The 

research utilizing the primary and secondary data collection for the 

assembling process of statistics of consumer’s behaviors. 

1. Primary Data 

 

According to Sekaran & Bougie (2016, p. 38), 

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

of the study are called primary data. 

Primary data is collecting or observing data directly through 

questionnaire, experimental, surveys and many varieties of methods. 

Primary data on Flodex will be collected only from questionnaires. 
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a. Observation 

 

According to Sekaran & Bougie (2016, 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. 

 

One of the main advantages of observation is its directness. 

Another advantage of observation is that it is possible to observe 

certain groups of individuals from whom it may be otherwise be 

difficult to obtain information (Sekaran & Bougie, 2016, p. 139). 

There are four key dimensions that characterize the type of 

observation of Flodex: 

1) Uncontrolled observational studies 

 

Uncontrolled observation is an observational technique that 

makes no attempt to control, manipulate, or influence the 

situation (Sekaran & Bougie, 2016, p. 128). 

2) Participant observation 

 

In participant observation the researcher gathers data by 

participating in the daily life of the group or organization under 

study (Sekaran & Bougie, 2016, p. 128). 

3) Structured observational studies 

 

Structured observational study is where the observer has a 

predetermined set of categories of activities or phenomena 

planned to be studied (Sekaran & Bougie, 2016, p. 128). 
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4) Concealed observation 

 

Concealment of observation relates to whether the members of 

the social group under study are told that they are 

being investigated (Sekaran & Bougie, 2016, p. 

129). 

There are several things to observe in the descriptive 

observation stage (Sekaran & Bougie, 2016, p. 133): 

1) Space layout of the physical setting such as the factory floor 

layout. 

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. 

b. Questionnaire 

 

According to Sekaran & Bougie (2016, p. 142), questionnaire is: 

 
         A preformulated written set of questions to which respondents 

record their answers, usually within rather closely defined alternatives. 

 

Flodex will only use the personally administered questionnaire 

which will be used in gathering data for the feasibility study of 

Flodex. 

1) Personally administered questionnaire 

 

When the survey is confined to a local area a good way to collect 

data is to personally administer the questionnaires. The main 
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advantage of this is that the researcher or a member of the 

research team can collect all the completed responses within a 

short period of time. Other advantages of using personally 

administered questionnaire are; can establish rapport and 

motivate respondent, doubts can be clarified, less expensive, and 

almost 

100% response rate ensured (Sekaran & Bougie, 2016, pp. 143- 

144). 

The personally administered questionnaire used in this study is 

in the form of booklets and were being distributed in hotel’s 

pastry department, bakery and cake shop in Jakarta for two weeks 

period during the mid-week of April 2019. 

2) Electronic questionnaire 

 

The distribution of electronic or online questionnaires is easy 

and fast. Online questionnaires are usually created as “web 

forms” with a database to store the answers and statistical 

software to provide statistical analysis (Sekaran & Bougie, 

2016, p. 143). The advantages of using online questionnaires 

are that it is easy to administer, can reach globally, very 

inexpensive, fast delivery, and respondents can answer at their 

convenience of time and place (Sekaran & Bougie, 2016, p. 

144). 

In this study, Flodex will not use electronic questionnaire 

According to Sekaran & Bougie (2016, p. 239), 
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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. 

 

The major steps in sampling include (Sekaran & Bougie, 2016, pp. 

239- 241): 

1) Define the population 

 

Sampling begins with precisely defining the target population. The 

target population must be defined in terms of elements, 

geographical boundaries, and time. The appropriate population for 

this feasibility study is the whole inhabitants of Indonesia and its 

surrounding. According to Badan Pusat Statistik Indonesia (2019, 

p. 11), the total population of Indonesia reached over 265,015 

million people on 2018. 

2) Determine the sample frame 

 

The sampling frame is a (physical) representation of all the 

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

Flodex applies business to business selling method, the sample 

frame for this feasibility study is business of five hotel’s pastry 

department, upscale bakery and cake shop. The total sample 

frame for this study according to Badan Pusat Statistik Indonesia 

(2019, p. 12) is 63,476.8 million people. 

3) Determine the sampling design 

 

The technique that will be used in this feasibility study is 

nonprobability sampling, specifically the convenience sampling. 

According to Sekaran & Bougie (2016, p. 247), in nonprobability 
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sampling the elements do not have a known or predetermined 

chance of being selected as subjects. As its name implies, 

convenience sampling refers to the collection of information from 

members of the population who are conveniently available to 

provide it. Convenience sampling is chosen because of the 

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

expensive (Sekaran & Bougie, 2016, p. 250). 

4) Determine the appropriate sample size 

 

According to Sekaran & Bougie (2016, p. 264), in 1975 Roscoe 

proposed the following rules of thumb for determining sample 

size: 

a) Sample sizes   larger   than   30   and   less   than 500 are  

appropriate for most research. 

b) In  multivariate  research  (including   multiple   regression  

analyses), the sample size should be several times 

(preferably ten times or more) as large as the number of 

variables in the study. 

c) For simple experimental research with  tight  experimental  

controls (matched pairs, etc.), successful research is 

possible with samples as small as 10 to 20 in size 

Furthermore, Hair, Joseph, Black, Babin, & Anderson (2014, p. 

176) claimed that: 

         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. 

 

In accordance with the statement above, the minimum sample size 
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required for Flodex feasibility study is 240 respondents, as the 

distributed questionnaires contain 48 questions on the marketing 

mix section (48 questions times five equals 240). 

This calculation also complies to rule (a) by Sekaran & Bougie, 

as the appropriate sample size required is between 30 to 500 

respondents. 

For this study, Flodex utilized personally administered 

questionnaire and electronic questionnaire. The number of 

distributed booklet questionnaire (personally administered 

questionnaire) are 300 copies. Out of 300 copies of the booklet 

questionnaire, 290 copies are valid, and 10 copies are invalid, du 

to damage on the questionnaire and it was answered incompletely. 

Therefore, the total valid responses from the questionnaire 

booklet is 290 responses. 

The writer determines to increase the number of respondents from 

what it requires (240 respondents) to 290 respondents with the aim 

of making this research more reliable as the sample size is bigger 

in number, but also still in accordance with Sekaran & Bougie’s 

rules. 

5) Execute the sampling process 

 

Sekaran & Bougie (2016, p. 207) defined scale as: 

 
       Scale is a tool or mechanism by which individuals are 

distinguished as to how they differ from one another on the variables 

of interest to our study. 

 

The scale that will be used is Likert scale. The Likert scale is a 

scale designed to examine how strongly respondents agree with a 
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statement on a six-point scale with the following anchors: 1 = 

Strongly Disagree, 2 = Disagree, 3 = Slightly Disagree, 4 = 

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

The Likert scale that will be used are Nominal scale  and  Interval 

scale. According to Sekaran & Bougie (2016, p. 207), nominal 

scale is one that allows the researcher to assign subjects to certain 

categories of groups. For example, with respect to the variable of 

gender respondents can be grouped into two categories – male and 

female. In an interval scale, or equal interval scale, numerically 

equal distances on the scale represent equal values in the 

characteristics being measured. 

According to Sekaran & Bougie (2016, p. 220), validity is a test 

of how well an instrument that is developed measures the 

particular concept it is intended to measure. Several types of 

validity test are used to test the goodness of measures (Sekaran & 

Bougie, 2016, p. 227): 

a) Content validity 

 

It ensures that the measure includes an adequate and 

representative set of items that tap the concept. 

b) Criterion-related validity 

 

It is established when the measure differentiates individuals on 

a criterion it is expected to predict. 

c) Construct validity 

 

It testifies to how well the results obtained from the use of the 
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measure fit the theories around which the test is designed. 

Reliability is a test of how consistently a measuring instrument 

measures whatever concept it is measuring (Sekaran & Bougie, 

2016, p. 220). In almost every case, Cronbach’s alpha is an 

adequate test of internal consistency reliability. In general, 

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

the 0,70 range, acceptable, and those over 0,80 good (Sekaran 

& Bougie, 2016, p. 290). 

In other words, validity is concerned with whether one 

measures the right concept, and reliability with stability and 

consistency of measurement (Sekaran & Bougie, 2016, p. 220). 

The questionnaire results which will be described more on 

Chapter II is quantitative and qualitative in nature. 

c. Interview 

 

According to Sekaran & Bougie (2016, p. 113), 

 
         An interview is a guided, purposeful  conversation  between  two 

or more people. 

Individual or group interviews may be unstructured or structured, 

and conducted face-to-face, by telephone, or online. Unstructured 

interviews are so labeled because the interviewer does not enter 

the interview setting with a planned sequence of questions to be 

asked of the respondent (Sekaran & Bougie, 2016, p. 113). 

Structured interviews are those conducted when it is known at the 

outset what information is needed (Sekaran & Bougie, 2016, p. 

115). The content of a structured interview can be prepared in 
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advance, and usually consists of: 

1) An introduction 

 

The interviewer introduces him‐ or herself, the purpose of the 

interview, assures confidentiality, and asks permission to A set 

of questions in a logical order 

First “warm‐up” questions (which are easy to answer and non‐ 

threatening) and then the main questions covering the purpose 

of the interview (Sekaran & Bougie, 2016, p. 115). 

2) Suggestions for probing questions 

 

Follow‐up questions that are used when the first answer is 

unclear or incomplete, the interviewer does not fully 

understand the answer, or in any other case where the 

interviewer requires more specific or in‐depth information 

(Sekaran & Bougie, 2016, p. 115). 

For this feasibility study of Flodex will not use the interview 

method. However, organization often use the method of face-to-

face or direct interview is chosen because it has several advantages: 

the researcher can adapt the questions as necessary, clarify doubts, 

and ensure that the responses are properly understood, by repeating 

or rephrasing the questions; the researcher can also pick up 

nonverbal cues from the respondent; any discomfort, stress, or 

problem that the respondent experiences can be detected through 

frowns, nervous tapping, and other body   language   unconsciously  

exhibited,   which   would   be impossible to detect in a telephone 
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interview (Sekaran & Bougie, 2016, p. 120). 

2. Secondary Data 

 

According to Sekaran & Bougie (2016, 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 nature and the value of secondary data should be carefully evaluated 

before it is used. The key criteria for evaluating secondary data are: 

timeliness of the data, accuracy of the data, relevance of the data, and 

costs of the data (Sekaran & Bougie, 2016, p. 38). 

The researcher will be using several sources of secondary data to support 

the research, such as data from Badan Pusat Statistik (BPS) and other 

government institutions, a number of printed books, e-books, articles, 

journals, and websites or internet. The technical analysis used to analyze 

the secondary data on this feasibility study is qualitative in nature. 

D. Theoretical Conceptual Review 

     There are several theories supporting the feasibility study for Flodex, 

such as the following 
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1. Tourism 

According to Walker (2017, p. 399), 

 
    Tourism is a dynamic, evolving, consumer-driven force and is the 

world’s largest industry, or collection of industries, when all its 

interrelated components are placed under one umbrella: tourism and 

travel; lodging; conventions, expositions, meetings, and events; 

restaurants and managed services; assembly, destination, and event 

management; and recreation. Tourism plays a foundational role in 

framing the various services that hospitality companies perform. 

 

      Based on the definition, it could be stated that tourism is consumer 

travel to their uncommon day-to-day destination with the purpose of 

business or leisure activities. A tourism destination area could be indicated 

by the present of the tourism attraction and facilities in the region. 

       As stated by Kementerian Pariwisata Republik Indonesia (2010) 

through Undang-Undang RI no. 10 tahun 2009 pasal 1, tourism could be 

defined as, 

         Pariwisata adalah berbagai macam kegiatan wisata yang didukung oleh 

berbagai fasilitas serta layanan yang disediakan masyarakat, pengusaha, 

pemerintah, dan pemerintah daerah. – (Tourism includes a variety of activities 

which are supported by various facilities as well as services provided for the 

community, entrepreneurs, government, and local authorities.) 

 

2. Definition of Hospitality Industry 

The hospitality product consists of the elements of food, drink, and 

accommodation, together with the service, atmosphere, and image that 

surround and contribute to the product. The hospitality industry contains 

many of the characteristics of service industries, with the added 

complications of the production process. It is the production process that 

is the complicated element as it focuses on production and delivery, often 

within a set period of time (Foskett, D., Paskins, P., Pennington, A., and 

Rippington, N., 2016, p. 1). 
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3. Types and Roles of Hospitality and Travel Industry Organizations 

Morrison (2010, pp. 323-344) identifies and describes four groups of 

organizations in the industry based on the functions they perform: 

a. Suppliers 

 

Suppliers provide the services that travel trade intermediaries 

wholesale (or package) and retail, and that customers can also buy 

directly. Suppliers comprise lodging, restaurant and food service, 

cruise line, car rental, attraction and event, and casino and gaming. 

For example, Japan imports virtually all of its oil and gas. Japan’s 

largest oil supplier is Saudi Arabia, followed by the United Arab 

Emirates, and then Qatar. Kuwait, Russia, Iraq, Mexico, and 

Kazakhstan are also Japan’s suppliers. 

b. Carrier Sectors 

 

Carriers provide transportation from the customers’ origins to their 

destinations. For example, carriers consist of airline, railway, ferry, 

bus and motor coach, and canal. 

c. Travel Trade Intermediary Sectors 

 

Travel trade intermediaries’ package and retail supplier and carrier 

services to travelers, both offline and online. For example, travel 

trade intermediaries include retail travel agency, tour operator and 

wholesaler, corporate travel, incentive travel planning, 

convention/meeting planning, online travel company, and global 

distribution system (GDS). 

d. Destionation Marketing Organization Sectors 
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DMOs promote their cities, counties, regions, states, and countries to 

travel trade intermediaries and individual travelers. For example, 

DMOs consist of city, county, national, state, provincial, and 

territorial DMO. 

In this feasibility studies, Flodex operates as a supplier of gum paste 

flower, cake decoration producer and supplier for pastry departments in 

hotel, bakery, and cake shop. 

4. Definition of Restaurant 

According to Barrows, Powers, and Reynolds (2012, p. 68), 

 
            Restaurant is any public place that specializes in the sale of prepared 

food for consumption on- or off- premise. 

Restaurant comes from French word, restaurant, which means restorer 

energy. This term was first used in the early 18th centuries to describe 

public places that serve soup and bread (Barrows, Powers, & Reynolds, 

2012, p. 68). 

5. History of Restaurant 

Walker (2014, p. 5) stated that eating out has a long story. Taverns 

existed as early as 1700 B.C.E. The record of a public dining place in 

Ancient Egypt in 512 B.C.E. shows a limited menu only one dish was 

served, consisting of cereal, wild fowl, and onion. The ancient Romans 

were great eaters out. Evidence can be seen until today in Herculaneum, 

a Roman town near Naples which was buried under 65 feet of mud and 

lava by the eruption of Mount Vesuvius in 70 A.D. (Walker, 2014, p. 5). 

In the eighteenth century, food away from home could be purchased in 

places where alcoholic beverages were sold. Such places served 
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simple, inexpensive dishes either cooked on the premises or ordered 

from a nearby inn or food shop (Walker, 2014, p. 5). 

The first restaurant, called Grand Taverne de Londres, consisted of 

patrons sitting at a table and being served individual portions, which 

they selected from menus, founded in 1782 by Beauvilliers. The true 

proprietor of restaurant however, is believed to have been A. 

Boulanger, a soup vendor, who opened business in  Paris  in  1765. 

At his all-night tavern on the Rue Bailleul, he sold soups which he 

called restorantes (restoratives), the origin of the word restaurant. 

Boulanger was not content to let his culinary repertoire rest with only 

a soup kitchen. By law at the time, only hotels could serve “food” (soup 

did not fit into this category). Therefore, in 1767 he challenged the 

traiteurs’ (hotel restaurateurs’) monopoly and created a soup that 

consisted of sheep’s feet in a white sauce. The traiteurs’ guild filed a 

lawsuit against Boulanger, and the case went before the French 

Parliament. Boulanger won the suit and soon opened his restaurant, Le 

Champ d’Oiseau (Walker, 2014, p. 5). 

Grand Tavern de Londres opened on the Rue de Richelieu in 1782 as 

a true restaurant. Three years later, Aux Trois Frères Provençaux 

opened near the Palais-Royal. Unfortunately, the French Revolution in 

1794 caused the chefs to the former nobility unemployed. Some of 

them remained in France to open restaurants, some went to the other 

parts of Europe, and many crossed the Atlantic to America, especially 

to New Orleans (Walker, 2014, p. 5). 
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6. Classification of Restaurant 

 

The objective in planning a restaurant is to assemble, on paper, the 

ideas for a restaurant that will be profitable and satisfying to the guest 

and the owner/operator. The formulation of these ideas is called the 

restaurant concept, the matrix of ideas that constitutes what will be 

perceived as the restaurant’s image. (Walker, 2014, p. 61). 

Based on Walker (2014, p. 25), restaurants can be segmented into a 

number of categories: 

a. Chain or Independent Restaurants 

 

Chain restaurants have some advantages, including recognition in 

the marketplace, greater advertising clout, sophisticated systems 

development, and discounted purchasing. Independent restaurants 

are quite easy to open and have the advantage where the owners 

can do their own thing in terms of concept development, menus, 

décor, and so on. 

Example of chain or independent restaurant: Union Square. 

b. Franchised Restaurants 

Franchised restaurant occurs when an investor, or franchisee, has 

bought the right to use the restaurant. The franchisee is responsible 

for the day- to-day running and management of the restaurant. On 

the other hand, the company, or franchisor, is responsible for 

granting the license, providing support, marketing and proven 

restaurant concept. 

Example of franchise restaurants: McDonald’s and KFC. 
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c. Sandwich Shops 

Sandwich and sub shops are comparatively simple to open and 

operate compared to a full-service restaurant. The menu consists of 

various kinds of hot and cold sandwiches made with a selection of 

bread/buns and toppings or fillings of different meats and 

vegetables/salad and pickle items. Little or no cooking is required. 

Hot and cold soups and pastries may also be offered along with a 

selection of hot and cold beverages. 

Example of sandwich shops: Jimmy John’s. 

d. Quick-Service Restaurant 

The first QSR (quick-service restaurant) dates back to the 1870s in 

New York City, when Plate House served a quick lunch in about 

10 minutes. Nowadays, many QSR operators are to have the staff 

and product ready to serve the maximum number of customers in 

the least amount of time. The QSRs offer limited menus such as 

burgers, chicken, tacos, burritos, and also it requires the guests paid 

for before service. 

Example of quick-service restaurants: McDonald’s, KFC. 
 

e. Quick Casual Restaurants 

 

This type of restaurant is a niche between quick service and casual 

dining. The defining traits of quick casual restaurants are: the use 

of high-quality ingredients; fresh, made-to-order menu items; 

healthful options; limited or self-serving formats; upscale décor, 

and carry-out meals. 

Example of fast casual   restaurants:   Atlanta   Bread   Company, 
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Panera Bread, and Au Bon Pain. 

f. Family Restaurants 

 

Family restaurants grew out of the coffee shop – style restaurant. 

Oftentimes, family style restaurants are located in or within easy 

reach of the suburbs or Interstate roads. They are informal with a 

simple menu and service designed to appeal to families. Most 

family restaurants do not serve alcoholic beverages, but some offer 

wine and beer. 

Example of family restaurants: Bob Evans, Perkins, Steak ‘n 

Shake, Waffle House, and Friendly’s. 

g. Casual Restaurants 

 

It is one of the popular type restaurants because it fits the societal 

trend of more relaxed lifestyle. Defining factors evolve signature 

food items, creative bar menus or enhanced wine service, and 

comfortable, homey décor. 

Example of casual restaurants: Applebee’s, Hard Rock Cafe, 

Chili’s, and T.G.I.Friday’s. 

h. Fine-Dining Restaurants 

 

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

restaurants where food, drink, and service are expensive and 

usually enjoyed leisurely. Oftentimes, the customers are there to 

celebrate a special occasion, such as wedding or birthday. 

Additionally, many customers bring business guests and write off 

the meal cost as business expense. Fine dining is usually found in 
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enclaves of wealth and where business is conducted-cities such as 

New York and San Francisco. 

Example of fine dining restaurants: The French Laundry, Four 

Seasons, Fleming’s, Morton’s The Steakhouse, and The Palm. 

i. Hotel Restaurants 

 

Luxury hotels, such as the Four Seasons and the Ritz-Carlton 

chains, can be counted on to have restaurants boasting a highly paid 

chef who understands French, Asian, and American food, who 

likely attended an American culinary school or trained at a prestige 

restaurant, and who has mastered French cuisine. Luxury hotels, 

for example, have used their popular restaurants to help market 

their hotel brand. 

Example of hotel restaurants: Picasso, Prime Steakhouse, Le 

Cirque, and Michael Mina at The Bellagio Hotel in Las Vegas. 

j. Steakhouses 

 

Steakhouse is a business that is simplified by a limited menu and 

that caters to a well-identified market: steak eaters. All steakhouse 

concepts feature steak, but the range in service offered is wide – 

from walk-up to high-end service. 

Example of steakhouses: The Peter Luger Steakhouse in Brooklyn, 

New York and Outback Steakhouse. 

k. Seafood Restaurants 

 

Seafood restaurant is a restaurant that specializes in seafood cuisine 

and seafood dishes, such as fish and shellfish. Dishes may include 
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freshwater fish. The concept may focus upon the preparation and 

service of fresh seafood (as opposed to frozen products). Many 

seafood restaurants are owned and operated by independent 

restaurant owners. 

Example of seafood restaurant: Captain D’s. 

 

l. Ethnic Restaurants 

 

Ethnic restaurant is a restaurant that serves ethnic food from a certain 

region, supported by the region’s style menu, decoration, and others. 

Example of ethnic restaurants: Mexican restaurant, Italian restaurant, 

and Asian restaurant. 

m. Theme Restaurants 

 

Theme restaurants are built around an idea, usually emphasizing fun 

and fantasy, glamorizing and romanticizing an activity such as sports, 

travel, an era in time (the good old days), the Hollywood of yesterday 

– almost anything. Celebrities are central to many theme restaurants. 

Much or most of the profit in many theme restaurants comes from the 

sale of high- priced merchandise. Large theme restaurants involve 

large investments and employ consultants, such as architects, 

colorists, lighting, and sound experts. The cost of most of the large 

theme restaurants is high, both in capital costs and in operation. 

Example of theme restaurants: Justin Timberlake’s Southern 

Hospitality BBQ in New York City, Bon Jovie’s Sole Kitchen, and 

Ashton Kutcher and Wilmer Valderrama’s Dolce Enoteca e 

Ristorante. 
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n. Coffee Shops 

 

Coffeehouses or coffee shops originally were created based on the 

model of Italian bars, which reflected the deeply rooted espresso 

tradition in Italy. The original concept was modified, however, to 

include a much wider variety of beverages and styles of coffee to 

meet the tastes of consumers, who have a tendency to prefer a greater 

selection of products. 

Example of coffee shop: Starbucks. 

 

o. Chef-Owned Restaurants 

 

Chefs who own restaurants have the advantage of having an 

experienced, highly motivated person in charge, often helped by a 

spouse or partner equally interested in the restaurant’s success. 

However, hundreds of chefs are less knowledgeable about costs, 

marketing, and “the numbers” that are requisite for a restaurant’s 

success. 

Example of chef-owned restaurants: Per Se, New York City, owned 

by Chef Daniel Boulud. 
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p. Centralized Home Delivery Restaurant 

Meals are being ordered and delivered via the Internet in the same 

way as fresh flowers. Home delivery has been well established by 

individual pizza parlors and pizza chains. Much of the delivery cost 

is shifted from the pizza producer to the delivery person, whose 

income partly from customer tips. Centralization reduces the costs of 

order taking, food preparation, and accounting. Marketing costs, 

however, may not decrease. Competition will continue to force most 

players to advertise heavily. Economy of scale (efficiency resulting 

from high volume, automation, staffing efficiency, buying power, and 

specialized equipment) can reduce food, labor, and overhead costs. 

7. Classification of Service 

 

All modern food and beverage service methods can be grouped under 

the five customer processes as follows (Cousins, Lillicrap, and 

Weekes, 2014, pp. 16-20): 

a.  table Service 

 

Table service is where the customer is served at a laid table. This 

type of service, which includes plated service or silver service, is 

found in many types of restaurant, cafés and in banqueting. table 

service consists of: 

1) Silver/English Service 

    Presentation and service of food by waiting staff, using a spoon   

    a fork, onto a customer’s plate, from food flats or dishes. 

    Example: commonly used at the house of English nobles. 
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2) Family Service 

 

    Main courses plated (but may be silver served) with vegetables  

    placed in multi-portion dishes on tables for customers to help   

    themselves; sauces offered separately. Example: Red Bean. 

3) Plate/American Service 

 

    Service of pre-plated foods to customers. Now also widely used  

    for banqueting. Example: Eaton. 

4) Butler/French Service 

 

    Presentation of food individually to customers by food service  

    staff for customers to serve themselves. Example: Cassis. 

5) Guéridon Service 

 

    Food served onto customer’s  plate  at  a  side  table  or  trolley;  

    may also includee carving,  jointing    and    fish    filleting,  the  

    preparation of foods such as salads and dressings and flambage.  

    Example: Le Continental, Canada. 

6) Bar Counter Service 

 

    Service to customers seated at a bar counter (often  U-  shaped)  

    on stools; also  found  in  sushi  operations  with  conveyor  belt  

    delivering food. Example: Sushi Tei. 

b. Assisted Service 

 

Assisted  service   is   where   the   customer   is  served   part    of  

the meal at a table and is required to obtain part through self-service 

from some form of display or buffet. This type of service is found 

in carvery type operations and is often used for meals such as 
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breakfast in hotels. It may also be used for functions. 

Example of assisted service is carvery service, where some parts of 

the meat are served to seated customers; other parts are collected 

by customers. Example: used for breakfast service and for 

banqueting. 

c. Self-Service 

 

Self-service is where the customer is required to help him or herself 

from a buffet or counter. This type of service can be found in 

cafeterias and canteens. 

1) Counter 

    Customers queue in line formation past  a  service  counter  and 

   choose their menu requirements in stages  before  loading  them 

   onto  a  tray  (may  include  a “carousel” – a  revolving  stacked 

   counter, saving space). Example: food court at IKEA. 

2) Free-flow 

    Selection as in counter (above) but  in ood  service  area  where  

    customers move at will  to  random  service  points;  customers  

    usually exit area via a till point. Example: The Buffet. 

d. Single Point Service 

Single point service is where the customer orders, pays and receives 

the food and beverages, for instance at a counter, at a bar in licensed 

premises, in a fast-food operation or at a vending machine. 

1) Takeaway 

 

Customer orders and is served from a single point, at a counter, 
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hatch or snack stand; customer consumes off the premises; 

some takeaway establishments provide dining areas. Example: 

Pizza Hut takeaway. 

       2) Drive-thru 

 

Form of takeaway where customer drives vehicle past order, 

payment and collection points. Example: Burger King drive-

thru. 

       3) Fast Food       

Term originally used to describe service at a counter or hatch 

where customers receive a complete meat or dish in exchange 

for cash or ticket; commonly used nowadays to describe type 

of establishment offering limited range menu, fast service with 

dining area, and takeaway facility. Example: Wendy’s. 

        4) Vending 

Provision of food service and beverage service by means of  

automatic retailing. 

Example: food and beverage vending machine in Japan. 

        5) Kiosks 

Outstation  used  to  provide  service  for  peak  demand  or  in 

specific location; may be open for customers to order and be be 

served, or used for dispensing to staff only. Example: Sushi 

Kiosk. 

       6) Food court 

 

Series of autonomous counters where customers may either order 
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and eat (as in a Bar counter, see above) or buy from a number of 

counters and eat in separate eating area, or takeaway. Example: Eat 

and Eat. 

e. Specialized Service 

 

Specialized service is where the food and drink are taken to where the 

customer is. This includes tray service in hospitals or aircraft, trolley 

service, home delivery, lounge and room service. 

1)  Tray 

 

Method of service of whole or part of meat on tray to customer in 

situ. Example: service at hospital beds and at aircraft seats. 

       2) Trolley 

 

Service of food and beverages from a trolley, away from dining 

areas, Example: service for office workers at their desks, for 

customers at aircraft seats, and at train seats. 

       3) Home Delivery 

 

Food delivered to customer’s home or place of work. Example: 

“meals on wheels”, pizza home delivery, and sandwiches to 

offices. 

       4) Lounge 

Service of variety of foods and beverages in lounge area. 

 

Example: hotel lounge. 

 

        5) Room 

 

Service of variety of foods and beverages in guest bedrooms or in 

meeting rooms. Example: service in meeting rooms for exhibition. 
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       6) Drive-in 

 

Customers park their motor vehicle and are served at their 

vehicle. Example: Circus drive-in, New Jersey. 

8. Classification of Menu 

 

Walker (2014, p. 126) categorized six types of menu, as followed: 

a. À la Carte Menu 

 

À la Carte Menu offer items that are individually priced. Most 

restaurants use this type of menu. Example: Solaria. 

b. Table d'hôte Menu 

 

Table d'hôte menu offers a selection of several dishes from which 

patrons choose to make a complete meal at a fixed price. There 

might be a choice of items for appetizers, soups and salads, entrées, 

and desserts. With the price fixed, guest is assured of a meal at a 

guaranteed price. For the restaurateur, the number of menu items is 

limited. Example: Gaia restaurant by Oso ristorante. 

c. Du Jour Menu 

Du Jour (“of the day”) menus list items that are available on a 

particular day. In the USA, it is often presented as a Daily Special 

menu. Example: Dujour, Philly. 
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d. Tourist Menu 

 

The tourist menu is used to attract tourists’ attention. They 

frequently stress value and food that is acceptable to the tourists. 

Example: Restaurante Casa Diego, Spain. 

e. California Menu 

 

California menus are so named because in some California 

restaurants, guests may order any item on the menu at any time of 

the day.Example: Bardot Restaurant, California. 

f. Cyclical Menu 

 

Cyclical menu repeats themselves over a period of time. Menu can 

change on a daily, weekly, or monthly basis. 

Example: staff cafeteria. 

9. Definition of Sugar 

 

According to Akkor (2014, p. 1), sugar is an organic chemical 

substance in the carbohydrate group. Commercially, it can be obtained 

from plant sources. Since sugar is produced from carbon dioxide and 

photosynthesis from water, it can be made from all green plants. Sugar 

is naturally found in honey, milk, fruit, and various vegetables. Purified 

carbon hydrate consumed under the name of sugar is from molasses, 

sugar cane, and sugar beet, the major sources of refined sucrose. 

10. Stevia 

According to Thompson (2014, p. 73), Stevia is the best natural 

sweetener if one has diabetes, high cholesterol, or is trying to lose 

weight. Stevia is a plant native to South America with leaves that 

contain a naturally sweet compound called steviol glycosides. In fact, 
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stevia leaves are so sweet that they are 30 to 50 times sweeter than 

sucrose (table sugar). Unlike synthetic sweeteners, stevia has no side 

effects. Even better, stevia has a glycemic index of 0 and is a low-

calorie, noncarcinogenic sweetening option that helps stabilize blood 

sugar levels, reduce blood pressure, and treat sunburn and indigestion 

(Thompson, 2014, p. 73). 

11. Food Additives and Preservatives 

 

The incorporation of additives in food preparations has been in practice 

since time immemorial (Msagati, 2013, p. ix). Additives are used to 

perform various functions, for example, to impart or enhance flavor 

(taste) where it is not sharp enough to meet consumer’s demand, to 

give foodstuffs a desired color (look/appearance) or to increase the 

shelf life of the food (preservative role). Some additives perform as 

essential elements or nutritious supplements to cater for the diet 

deficiencies of specific groups of people; without such additives these 

individuals would suffer from some specific nutrient deficiency 

syndrome or malnutrition (Msagati, 2013, p. ix). The tendency to 

incorporate additives in food products has increased lately, with the 

advent of many new types of additives on the market. However, there 

has recently been concern about the possible toxicity of some food 

additives and food processes (Msagati, 2013, p. ix). This has led to 

either a total ban of some additives or maximum limits have been 

set and strict rules have been enforced to safeguard the health of 

consumer. The classes of food additives include: antioxidants and 
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radical scavengers; emulsifiers; stabilizers, thickeners and vegetable 

gums; sweeteners; fragrances, flavorings and flavor enhancers; food 

acids and acidity regulators; colorings and color retention agents; flour 

treatment/improving agents; anticaking agents; humectants; 

antifoaming agents; minerals and mineral salts; glazers; preservatives; 

nutraceuticals, nutrigenomics and nutrigenetics; probiotics; prebiotics; 

synbiotics and micro (bio) capsules (Msagati, 2013, p. ix). 

12. Dessert 

 

According to Mintz (2015, p. 211), the term “dessert” comes from the 

French verb desservir, meaning “to clear the table”. It is mentioned as 

the penultimate course in two menus from the fourteenth-century 

Ménagier de Paris, in one case consisting of venison and frumenty (a 

sort of pudding), and in the other of a preserve (presumably made with 

honey), candied almonds, fritters, tarts, and dried fruit. The most 

common final course at elite medieval meals – referred to in France as 

issue – consisted of a sort  of digestif or hippocras (spiced wine) and 

whole sweet spices, often candied. It was only in seventeenth-century 

France that the final course in a multicourse meal came reliably to be 

called “dessert”. 

Dessert, in the sense of a sweet, concluding course, is a French custom 

that developed slowly over several hundred years, reaching its current 

form only in the twentieth century. Even now, the practice of serving 

a final pastry or confectionary course is neither ubiquitous nor 

universal, even in France. Most cultures do not finish their meals on a 



44 

 

 

sweet note, even when they do; it is often no more than with a piece of 

fruit. 

In Renaissance Italy, sweet dishes were commonly interspersed with 

savory, as they were in Ottoman Turkey. Even the French make 

exceptions, occasionally starting a meal with melon or inserting a 

sorbet course between two savory dishes. Many cultures eat certain 

meals where sweets predominate. Nonetheless, with the growth of a 

globalized restaurant culture, the habit of finishing lunch or dinner with 

a sweet prepared dish is now familiar to everyone who can afford the 

bill (Mintz, 2015, p. 211). 

13. Definition of Cake 

 

According to Morton (2015), cake can describe many similar but 

distinct objects. The first is finished centerpiece made up of single or 

multiple baked layers that is then assembled or decorated using sugar, 

jam, icings, cream fruit and other confectionery. It can be small or large 

or any shape one likes. Cake can also be defined as a sponge-like base 

made with eggs, sugar, butter (or margarine) and flour of roughly equal 

quantities, with a pinch of raising agent (Morton, 2015). 

14. Definition of Pastry 

 

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

word paste, meaning, in this case, a mixture of flour, liquid, and fat. In 

the bakeshop, pastry refers both to various pastes and doughs and to 

the many products made from them. Two fundamental types of pastry 

are yeast- raised pastry (such as Danish dough) and pie doughs. 
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Besides these two, most important types of pastry are short doughs of 

various types, puff pastry (also known as pâte feuilletée), and éclair 

paste (also known as pâte à choux). 

15. Classification of Pastry 

 

There are two main types of pastry, which are distinguished by 

whether the fat ingredient is (Brown, 2014, pp. 498-500): 

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 (pâte à choux), and brioche. 

b. Laminated Pastry 

 

Laminated pastry is when the fat ingredient is repeatedly folded 

into the dough through lamination. Technically, all pastry is 

“laminated” or arranged in layers (and thus flaky) to some degree. 

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, folder over, turned, and rolled out 

again repeatedly. Each time the dough is folded (a “turn”), 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. 

16. Cake Decor 
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According to Baking and Pastry: Mastering the Art and Craft (2004, 

p.757), 

        “Décor is the finishing touch given to any pastry or cake. The pastry chef 

employs a variety of techniques and materials to craft a look that not only 

displays creativity and skill but also sets his or her pastries, cakes, and other 

dessert apart.” 

 

From the statement above, cake decorating is art of decorative foods 

to enhance appearance, flavor and richness of the cake and pastry. 

According to Baking and Pastry: Mastering the Art and Craft (2004, 

pp. 757-801), cake decorations are segmented into several category: 

a. Buttercream 

 

A mixture of confectioners’ sugar, butter, colored and flavoring (if 

required), utilize as the creation of cake decoration in the form of 

piping in various form of shell border, leaf, and flowers. 

b. Tempered Chocolate 

 

Tempered chocolate has the gloss and snap of an excellent 

chocolate and able to be stored in a longer duration. Tempering is 

attained through the cooling and agitation process. Chocolate is 

purchased in temper, ought to be melted and tempered again to 

work with, in result to cool down and sets it will be returned to its 

original state. Tempered chocolate could produce using the spread-

and-cut method, stencils and cutouts, and piping method, and 

sprayed. 

c. Royal Icing 

Hard white icing decor, assembled with egg whites and confectioners’ 

sugar. It is utilized to construct elaborated designs that are secured 
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onto cake and decor pieces, or then dried and fitted. For piping 

royal icing, it is piped on plastic sheets or parchment paper, allowed 

to dry and stored in airtight containers for future use. The icing is 

easily colored with food coloring or airbrush. 

d. Marzipan 

 

A firm paste made of ground almond and sugar. Marzipan could 

be converted into variety designated designs. 

e. Modeling Chocolate 

 

Chocolate is the extraction and processing of cocoa beans in a 

comply and lengthy process. Modeling chocolate is the fusion 

process of melted chocolate and corn or simple syrup, resulting a 

still and pliable dough, that could be shaped like clay. White 

Modeling Chocolate 

Integration of melted cocoa butter, confectioners’ sugar, gum 

tragacanth, and corn syrup that is kneaded until smooth and pliable. 

f. Sugar Décor 

 

Sugar decor are made from granulated of syrup form of sugar, 

converted into various shapes, applying diverse techniques for the 

decor creation. 

g. Poured Sugar 

 

Combination of boiled sugar, water and glucose syrup until the 

sugar dissolves and is poured into mold. 

h. Rock Sugar 

The fusion of sugar, water, and royal icing that is cooked and 
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crystalized. 

i. Spun Sugar 

 

Sugar, water and syrup are cooked together, drizzled over template 

after sugar syrup has cooled down. 

j. Pulled Sugar 

 

Boiled sugar, poured into a template and pulled to be sculpted into 

various shapes. 

k. Pulled and Blown Sugar 

 

Cooked sugar in the form of liquid is placed on a pump to inflate 

air into the sugar to be sculpted into desired shape, using fan to cool 

the blown sugar. 

l. Pastillage 

 

A pure white sugar paste that is categorized as edible cake and 

pastry décor feasible to be formed in advance and stored 

indefinitely controlled state of humidity and conditions. 

m. Gum Paste 

 

Gum paste is a white sugar paste supple décor medium with the 

present of gelatin, making it more elastic compared to pastillage, 

resulting easier to sculpt with the absence of fracture throughout 

the creation procedure. 

n. Rolled Fondant 

 

Combination of confectioners’ sugar and water main ingredient, 

with the following of gelatin, water, and glycerin, to produce a 

thick white paste that could be colored and flavored. 
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o. Gum Glue 

 

Fusion of gum Arabic that is dissolved into water. 

17. Tools for Confectionery and Decor Work 

As stated in The Culinary State of America (2004, pp. 63-66), decor 

work tools are used for decor work to apply, portion, and shape 

meringues, jams, icings, doughs, and soft batters. 

a. Pastry Bags 

 

Available in various size. Many bakeshops and pastry kitchen have 

turned to disposable bags to prevent cross contamination or food-

bourne illness. Wash reusable bags, which are usually made of 

nylon, or plastic-coated fabric, with plenty of hot water and enough 

soap to thoroughly degrease them. Rinse them well and dry 

completely before using again or storing. 

b. Piping Tips 

 

Are generally made of nickel-plated metal and are stamped with a 

numerical identification code. Parchment paper cones may be used 

in the same ways as pastry bags and tips. Parchment paper can be 

purchased in ready-cut triangles for rolling into cones, or pastry 

chefs may cut their own from sheets of parchment. 

         

       c. Cake and decorating combs 

Are used to make designs by creating a pattern of lines in the icing 

coating a cake and pastry. They have teeth with different shapes 

and sizes. A cake combo a thin triangle of stainless steel with 
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different size tooth grooves on each side. Rubber decorating combs 

have stainless-steel frames to which the combs are attached for use. 

        d. Wire Cooling Racks 

 

Are grates made of heavy-gauge chrome-plated steel wire. They 

have feet that raise them above the counter so that moisture does 

not collect under cooling baked goods. These racks can also be used 

for glazing and confectionary work, as they allow the excess glaze 

or chocolate to run off freely rather than pooling around the base 

of the confection, pastry, or cake. 

        e. Turntables 

 

For cake decorating consist of a pedestal topped with a round 

platform 12in/30cm in diameter to hold the cake or pastry as you 

work. The turntable can be rotated around the rod in the center of 

the pedestal. 

         f. Heavy Copper Pot 

 

With a pour spout is very useful for sugar cooking. These pots are 

available in several diameters: 5 in/13 cm (holding 24 fl oz / 720 

ml). 6 ½ in/ 16 cm (holding 50 fl oz/ 1,50 L), and 8 in / 20 cm 

(holding 3 qt /2.88 L). Copper is preferred for sugar cooking 

because it conducts great evenly. 

        g. Fondant Tunnel 

 

Is a metal or plastic funnel with a manually operated valve at the 

small opening. These funnels generally have capacity of 1 or 2 

qt/960 mL or 1.92 L. They are useful for filling chocolates making 
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candies, and portioning sauces. 

        h. Chocolate Molds 

 

Are used for making figures, such as an Easter bunny, and for 

making filled chocolates. 

        i. Dipping Tools 

 

Include a variety of hand tools consisting of stainless- or nickel- 

plated steel prongs or loops fastened into wooden or plastic 

handles. They are designed for dipping any nut, fruit, or ganache 

or candy into a chocolate, syrup, or fondant coating. 

        j. Chocolate Cutters 

 

Are made of strong tinned steel or a fiberglass and plastic 

composite. They range from ¼ to 1 ½ in/6 mm to 4 cm in diameter 

and up to 1 in/3 cm in height. The cutting edges are very sharp. 

Cutters are often crafted into animal, geometric, and floral shapes, 

and more. 

        k. Caramel Rulers 

 

Also called confectioners’ bars, are metal bars used for framing 

ganache and caramel while it is in “liquid” form so that it sets to a 

specific thickness and dimensions for cutting into individual 

pieces. They are made of nickel-plated steel and are available in 

lengths of 20 or 30 in/51 or 76 cm. The bars weigh 6 lb/2.72 kg 

each, giving them enough weight to contain the liquid confection, 

and range in height. 

        l. Guitar 

A stainless-steel cutter that is used to precisely cut multiple 
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squares, rectangles, triangles, or diamond s out of slabs of a number 

of different semisoft confections such as ganache, caramel, and 

gelées. 

       m. Transfer Sheet 

 

Are acetate sheets with designs imprinted on them in plain or 

colored cocoa butter. They are used to imprint designs on 

chocolate. 

        n. Marzipan and Gum Paste Modelling Tools 

 

Are small hand tools with tips made from high quality plastic od 

stainless steel so they maintain their fine detailing. They come in a 

variety of shapes for crafting decorations and textures. They are 

sold individually or in sets of up to twelve. 

       o. Airbrush 

 

Are used to spray food colors onto confections and cakes. It enables 

the decorator to create a wide range of shades and patterns, as well 

as blend colors to produce special effect. 
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        p. Acetate Sheets 

 

Are shiny, flexible nonstick sheets used for chocolate work, as well 

as for molding various pastries and cakes. There are sold ten sheets 

to a box, 15 1/8 by 24 in/ 40 by 61 cm each, as well as in rolls of 

varying lengths and widths. 

       q. Sugar Lamps 

 

Have a 24-in/61 cm neck on a weighted base, with an infrared heat 

bulb. 

        r. Blow Dryer 

 

Can also be used to heat sugar and keep it soft. The best ones 

come with a stand so that they can be operated hands-free. 

        s. Blown Sugar Pump 

 

Is a rubber squeeze ball that fits in the palm of your hand attached 

to an aluminum tip. 

18. Handicraft 

 

Based on Chancal (2011, p. 2), handicraft is referred as artisanry, 

which mean a work creation produced entirely by hand or using simple 

tools and decorative devices. 

19. Craft Production 

 

According to Tacoma Municipal Code (2015, p. 1), craft production is 

a small-scale-on-site production with the use of hand tools or small-

scale equipment to assembly crafts, arts, foods, beverages or other type 

of products. 
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20. Business Concept 

 

As the type and roles of hospitality and travel industry 

organization, Flodex operates as a supplier of gum paste flower, cake 

decoration producer and supplier for pastry departments in five star 

hotels, high-end bakery and cake shop. 

Sugar decoration falls under the pastry sector, for as gum paste as 

the main medium is classified as a type of cake decoration. The sugar 

decoration is an edible decoration, features consumable components 

for as the organization provides decoration specialized, for cakes. 

Based on the provided theoretical conceptual review, Flodex falls into 

the classification of craft production, being the cake decoration are 

created by hand with the aid of confectionery and cake decor tools, 

characterized as a high-quality product, targeted to middle-upper class 

market, custom- ordered type of flowers and leaves, color, and size, 

and prized according to the order. 

a) Cake Decoration 

 

A product that the organization will produce, to supply flower cake 

decoration goods to enhance the visual of the cake sold by the 

bakeries and cake shops. Flodex offers premium gum paste flower 

product, seen as the product utilize imported raw materials and are 

all hand-made based, solely manpower with the aid of decor and 

confectionery tools to create a realistic sugar flower. The owner 

and the head production team will be sent to Australia to be trained 

by a professional gum paste creator. Flodex is a niche market, since 
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Flodex only concentrates to a specific market, which is the upscale 

market, and produce a specific product of the first premium gum 

paste flower  available in Jakarta. 

1) Gum Paste 

 

Gum paste is the medium utilize to create the sugar cake 

decoration, being as gum paste is convenient to be sculpted 

flawlessly without presence of fracture. Gum paste is a type of 

sugar paste consisting of granulated sugar as the main 

ingredient, gelatin, and water. 

b) Tools for Confectionary and Decor Work 

 

1) Chocolate Cutters 

 

Floral and leaf shapes cutters will be utilized in cutting the gum 

paste into the designated shape of variety of flowers and 

leaves. 

2) Marzipan and Gum Paste Modelling Tools 

 

The tools come with 12 different sets that will assist in shaping 

the gum paste into different shapes and textures. 

3) Airbrush 

 

Assist in coloring the gum paste flowers and leaves into 

variety of colors, patterns, shades, gradation of colors as 

requested by the customer. 

       The business target customers are bakeries, cake shops, and 

five star hotels’ pastry departments where the sugar cake 

decoration, should be pre-ordered a week in advanced, being 
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handmade products consumes longer time to be produced, with the 

additional of 3 hours hardening process of the sugar paste after the 

dough making process, and the drying process of the slower-shaped 

decoration consumes 12 hours before colored, and ought to be dried 

again subsequently after airbrushed for another 12-48 hours. 

       Menteng, Central Jakarta is the selected location, seen as the 

administered village is the most upscale location in Jakarta based 

on it’s land price of Rp. 150,000,000 / m2, seen as Flodex is a 

premium gum paste flower producer, so Flodex’s store shall be 

located in an upscale area. The store will consist of showcase for 

the customer to visit and see the gum paste flower product, the 

office and the production location of the sugar cake decoration.  

Finished sugar goods will be delivered to the designated delivery 

location by Flodex’s personal driver driving a Toyota All New 

Alphard 2019, since Alphard is a luxury car that can be seen from 

its price from Rp. 961,350,000 – Rp. 1,826,250,000, and the car is 

spacious and able to load many products inside the car, ideal as a 

luxury delivery car. 


