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CHAPTER I 

INTRODUCTION 

A. The Initial Idea 

The tourism industry has faced immense growth and development 

for decades. Tourism itself has no specific definition because of its complex 

nature. Walker (2014a, p. 535) defines tourism as: 

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

events; restaurants and managed services; assembly, destination, and event 

management; and recreation. 
 

In Indonesia, tourism has significantly improved the country. The 

World Travel and Tourism Council (WTTC) (2019) recorded that in 2018, 

the Indonesian travel and tourism industry itself grew by 7.8%, compared to 

its overall economy which only grew by 5.1%. The industry created 13 

million job vacancies (10.3% of Indonesia’s employment), one third of 

travel and tourism jobs across South East Asia. It contributed to 6.0% of 

Indonesia’s GDP in 2018, and is forecasted to increase by 5.2% in 2019. 

Indonesia has also faced significant growth in foreign tourist arrivals, a 

12.6% increase in 2018, as shown in the Figure 1. 
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FIGURE 1 

Arrivals of International Visitors to Indonesia 

2017-2018 

 
                 

 

 

 

 

 

Source: Badan Pusat Statistik (2019) 

As seen from the previous definitions, tourism is comprised of 

numerous parties and factors; business suppliers, transportation, 

accommodation, entertainment businesses, and significantly, eating and 

drinking establishments. Long (2004, p. 1) describes food as a huge 

influence in a tourist experience, reflecting the culture and national identity 

of its country:  

The tourism industry thrives on providing food experiences – of new and exotic 

foods, of foods authentic to a particular culture, of foods familiar and safe to a 

traveller. Food is central to traveling, and it is a vivid entryway into another 

culture, but we do not have to literally leave home to “travel”.  

 

The National Restaurant Association (2019, p. 1) released their 2018 

Restaurant Industry Outlook that describes how the restaurant industry will 

continue to grow and expand in the future.  
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FIGURE 2 

Current Situation Index and Expectations Index of the Restaurant Industry 

2018 

Source: National Restaurant Association (2019) 

The Current Situation Index is defined as the current trends in the 

industry, taking into account four factors: same-store sales, traffic, labor, 

and capital expenditures. The Expectations Index measures these same four 

factors for the next six months.  Values greater than 100 is considered an 

expansion for the industry.  

As seen from Figure 2, the Current Situation Index is 102.3, meaning 

that as of the year 2017, the restaurant industry is expanding. The 

Expectations Index is 101.7, meaning that the restaurant industry is 

forecasted to keep developing in the next six months. The data is further 

supported by its respective factors that shows positive statistics; a 43% 

increase in customer traffic, 66% reported investments and another 63% 

planned in the next six months, and a forecasted 38% increase in sales. 

The restaurant and food service industry is also facing huge 

development in Indonesia, as well as the overall economy. Table 2 shows 

the distribution of GDP among all sectors in DKI Jakarta, highlighting 

accommodation and food service activities, from Badan Pusat Statistik.  
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TABLE 1 

Gross Domestic Regional Bruto at Current Market Prices by Industry  

(million rupiahs) 

2016-2018  
Industry 2016 2017 2018 

Agriculture, Forestry, and Fishing 1,985,829.60 2,051,396.79 2,125,460.94 

Mining and Quarrying 5,181,433.52 5,746,495.71 6,591,828.15 

Manufacturing 290,775,891.71 317,549,426.17 341,719,791.14 

Electricity and Gas 6,345,691.05 7,449,251.17 9,119,705.43 

Water Supply; Sewerage, Waste 

Management, and Remediation Activities 
798,273.33 838,065.89 923,923.18 

Construction 270,388,054.79 291,528,361.81 314,631,038.96 

Wholesale and Retail Trade; Repair of 

Motor Vehicles and Motorcycles 
358,462,736.40 85,669,282.76 94,142,442.33 

Transportation and Storage 108,895,785.76 116,568,312.30 124,334,941.29 

Accommodation and Food Service 

Activities 
108,895,785.76 116,568,312.30 124,334,941.29 

Information and Communication 156,864,250.55 180,743,710.77 204,640,319.42 

Financial and Insurance Activities 228,374,140.64 251,595,022.92 266,702,563.57 

Real Estate Activities 133,854,878.27 145,709,476.96 157,411,862.71 

Business Activities 160,303,458.56 187,465,869.74 214,597,419.57 

Public Administration and Defense; 

Compulsory Social Security 
123,168,684.85 122,371,391.02 143,324,062.42 

Education 120,598,759.53  124,011,878.56  132,950,587.80 

Human Health and Social Work Activities 36,606,201.27  39,956,267.15  44,195,410.70 

Other Services Activities 79,870,951.09  91,545,586.87  101,689,802.66 

Gross Domestic Regional Product 2,159,073,617.96  2,365,363,303.98  2,599,173,748.68 

Source: Badan Pusat Statistik DKI Jakarta (2019) 

As seen from Table 1, the industry expands and develops every year 

alongside the overall DKI Jakarta GDP. This is an indication that the food 

and beverage industry is promising in the DKI Jakarta economy. A more 

visual representation of the food and beverage industry’s growth can be seen 

in Figure 3 below. 
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FIGURE 3 

Growth of the Accommodation and Food Service Activities Industry in DKI 

Jakarta 

2016-2018 

Source: Badan Pusat Statistik DKI Jakarta (2019) 
 

Indonesian millennials, one of the age groups that dominate the 

Indonesian population, are increasingly becoming more interested in eating 

out in restaurants, and trying new cuisines. A study on eating out of home 

conducted by Nielsen (2016) showed that on global average, only 9% eat 

out of home once a day or more frequently; Indonesia scored 11%.  

FIGURE 4 

Percentage of Medium and Large-Scale Restaurant Establishments in DKI Jakarta 

Serving American & European Cuisine 

2013-2015 

 
           

 

 

 

 

 

 

Source: Badan Pusat Statistik (2013, 2014, 2015) 
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Figure 4 shows the progression of American and European cuisine 

recorded in Badan Pusat Statistik, in the years 2013-2015. To clarify, according 

to European Cuisine (2019), Western cuisine is a general term for all cuisines 

in all Western countries and Europe. This includes English, Italian, German, 

French, Austrian, Swiss, etc.  

A reason why Western food can be second most popular cuisine in 

Jakarta is due to the increasing Western influences. Sihombing (2014, p. 12) 

remarks that with the presence of the Internet, the people are more exposed to 

Western culture, brands, music, food; lifestyle overall. Sihombing (2014, p. 12) 

also goes on to say that Western culture has become a part of Indonesian youth 

values. The top 10 restaurants that serve Western food as their main cuisine in 

Jakarta, plus the average cost of two people dining there, according to 

TripAdvisor (2019), are: 

TABLE 2 

Top 10 Western Restaurants 

2019 

No. Name Cuisine Location 
Average Cost 

(two diners) 

1. La Brasserie European, Asian Central Jakarta Rp. 610,000 

2. Paulaner Brauhaus 
German, 

European 
Central Jakarta Rp. 450,000 

3. Pizzeria Cavalese Italian, European North Jakarta Rp. 250,000 

4. Arts Café by Raffles European, Asian South Jakarta Rp. 600,000 

5. Plan B 

European, 

Spanish, 

Mediterranean 

South Jakarta Rp. 300,000 

6. Pasola Restaurant European, Asian South Jakarta Rp. 700,000 

7. 
Open} DoubleTree  

By Hilton 
European, Asian Central Jakarta Rp. 700,000 

8. OSO Ristorante Italian, European Central Jakarta Rp. 600,000 

9. il Mare 
European, Italian, 

Mediterranean 
Central Jakarta Rp. 1,000,000 

10. Pal8 European, Asian South Jakarta Rp. 350,000 
     Source: Data Processing (2019) 
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As seen from Table 2, five out of the 10 restaurants are located in 

Central Jakarta. Central Jakarta is known to be a high-end city. Menteng, 

one of Central Jakarta’s districts, according to Ramadhan (2018), is 

considered one of the oldest and most prestigious neighbourhoods in 

Jakarta. There is also the National Monument “Monas”, and two premium 

shopping malls, Grand Indonesia Shopping Town and Plaza Indonesia. Six 

of the 14 best luxury hotels, according to The Five Star Alliance (2019), are 

also located in Central Jakarta, namely Grand Hyatt Jakarta, Hotel Indonesia 

Kempinski Jakarta, Keraton at The Plaza, and Mandarin Oriental Jakarta. 

Jakarta 100 Bars (2019) has also ranked Central Jakarta as the best place for 

tourists to stay. 

Central Jakarta was also the highest GDP contributor to DKI Jakarta 

in 2018, as Kusnandar (2019) stated, including the restaurant and food 

service industry. Figure 5 shows how this industry contributes a gradually 

increasing GDP every year to Central Jakarta. 

FIGURE 5 

Gross Domestic Regional Bruto of Accommodation and Food Service Activities 

Industry in Central Jakarta at Current Market Prices by Industry (million rupiahs) 

2016-2018 

 
Source: Badan Pusat Statistik Kota Administrasi Jakarta Pusat (2019) 
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The potential growth of Western restaurants, the prospects of food 

and beverage industry both worldwide and in Indonesia, the diversity of 

Western cuisine, and its growing influence to Indonesia, is the reason behind 

the casual restaurant Illuminated Western Restaurant. According to Hornby 

(2005), the word “illuminate”, means: 

“To shine light on something.” 

The second meaning of the word being: 

“To decorate a street, building, etc. with bright lights for a special 

occasion.” 

This aims to “shine light”, to showcase the diversity of Western 

cuisine, and how significantly Western culture has influenced Indonesia. 

Illuminated Western Restaurant is proposed to open in Grand Indonesia 

Shopping Town, Central Jakarta. The target market is middle to high income 

earners, and the young people as they are the current trendsetters of this era, 

and the previous explanation of the trend of young adults eating out more 

often.  

 The menus offered will feature Western cuisine, an array of 

alcoholic beverages, such as beer and cocktails, as well as non-alcoholic 

beverages, like coffee, tea, water, sparkling water, and juices. 

B. The Objectives 

There are two objectives in this business feasibility study, which are 

the major objective and minor objectives 
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1. Major Objective 

The major objective of this study is to determine whether 

Illuminated Western Restaurant is a feasible enough idea to be pursued, 

through offering a new dining experience that Indonesians are not 

entirely familiar with. All operations, marketing, financial, and human 

resources, innovation, restaurant and service management, strategies 

management, and specific food production aspects will be taken into 

consideration, in the hopes that this business can be pursued and be 

successful, or stop and save up time, costs, and energy. 

2. Minor Objectives 

a. To offer and showcase the diversity of Western cuisine 

b. To create new job offerings 

c. To inspire other entrepreneurs to possibly innovate more 

d. To research and analyse the needs and wants of the target market 

e. To determine strategies that can enable the business to compete in 

the market 

In conclusion, this study wishes to find whether the Illuminated 

Western Restaurant is feasible to be pursued. 

C. Research Methodology 

The type of research which will be undergone is a business research. 

According to Sekaran & Bougie (2016, p. 2), a business research is: 

“An organized, systematic, data-based, critical, objective, inquiry or investigation 

into a specific problem, undertaken with the purpose of finding answers or solutions to it.” 

Taken into context, the current problem to solve is whether the 

Illuminated Western Restaurant business is feasible or not to be pursued. In 
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line with that, is Yulianto, Maskan & Utaminingsih’s (2018, p. 2) 

explanation: 

Sebelum produk baru diluncurkan atau dikembangkan terlebih dahulu harus 

diadakan penelitian tentang apakah produk yang akan diproduksi ini akan laku 

atau tidak. Membuat sebuah produk baru tidak mungkin tanpa ada riset 

pemasaran sebelumnya … Apabila perusahaan telah mengetahui hal-hal tersebut 

dengan telah melakukan riset pemasaran, makan perusahaan mempunyai 

gambaran tentang pemasaran sebuah produk sehingga dapat dengan mudah 

untuk melaksanakan pemasaran agar menghasilkan keuntungan yang optimal. 

 

When translated to English, Yulianto, Maskan & Utaminingsih 

(2018, p. 2) states that a new product should undergo research first prior to 

being launched, to know whether it will be profitable or not. Creating a new 

product is not possible without any market research beforehand. When all 

market research has been done, then the business or the entrepreneur can 

start launching the product to gain optimal results. 

1. Type of Research 

It will be both a quantitative and a qualitative research, in other 

words, a mixed methods research. Creswell (2014, p. 4) explains mixed 

methods research as combining both quantitative and qualitative data to 

provide a more complete understanding of the research compared to using 

one method alone. According to Sugiyono (2017, p. 13), quantitative 

research is: 

“Metode penelitian yang … digunakan untuk meneliti pada populasi atau sampel 

tertentu, teknik pengambilan sampel pada umumnya dilakukan secara random, 

pengumpulan data menggunakan instrumen penelitian, analisis data bersifat 

kuantitatif/statistic dengan tujuan untuk menguji hipotesis yang telah ditetapkan”. 

 

In English, Sugiyono (2017, p. 13) states that the quantitative 

research method is a method that … is used to analyse the specified 
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population and sample, data collection is done using research instruments, 

the analysis of quantitative data/statistics with the purpose of testing a set 

hypothesis. Quantitative data is used to gather information on the market 

demographics, market interest, the proposed business’s location and 

facilities, and the marketing mix. 

Based on Sekaran & Bougie (2016, p. 332), qualitative data is: 

“Data in the form of words. Examples of qualitative data are interview notes, 

transcripts of focus groups, answers to open-ended questions, transcriptions of video 

recordings, accounts of experiences with a product on the Internet, news articles and the 

like.”  

Qualitative data is used to gather information to support quantitative 

data, such as through participant observation to know how the operations, 

product and service quality, and decoration and ambience in a fine dining 

restaurant should be like. 

2. Location and Time of Research 

This study will be conducted around DKI Jakarta from September to 

October. 

3. Population 

The population of this study will be the people in DKI Jakarta. 

According to Sekaran & Bougie (2016, p. 236): 

“The population refers to the entire group of people, events, or things of interest 

that the researcher wishes to investigate. It is the group of people, events, or things of 

interest for which the researcher wants to make inferences.” 

4. Sample and Sampling Process 

It is acknowledged that it is not possible to study the whole 

population, so a sample and sampling process will be determined. The 
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sample will be the people who comes to Grand Indonesia Shopping Town. 

To determine this, according to Hair, Black, Babin, & Anderson (2014, p. 

100), there should be at least five times as many respondents as the number 

of variables in the questionnaire. There are 37 variables in the questionnaire, 

hence the appropriate sample size would be 185 respondents. The sampling 

process chosen for this study is the nonprobability sampling. According to 

Sekaran & Bougie (2016, p. 247): 

“In nonprobability sampling designs, the elements in the population do not have 

any probabilities attached to their being chosen as sample subjects”. 

More specifically, the study will use convenience sampling. Based 

on Sekaran and Bougie (2016, p. 247): 

“Convenience sampling refers to the collection of information from members of 

the population who are conveniently available to provide it” 

This is because due to time and resources constraint, convenience 

sampling is the quickest and most efficient way of obtaining necessary 

information. Plus, it is necessary to study the general public so as to know 

whether there will be interest in this proposed restaurant; hence why anyone 

who the researcher comes across can be part of the sample. 

5. Types of Data 

The type of data that will be used for this business feasibility study 

are: 

a. Primary Data 

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

data gathered by the researcher themselves specifically for the study. 

Primary data can be obtained from observations, interviews, 
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questionnaires etc. An example of necessary primary data for this study 

is the marketing mix, and whether there is market interest for the 

proposed business. 

b. Secondary Data 

According to Sekaran & Bougie (2016, p. 37), secondary data 

is data that is already available, that have been previously collected by 

other sources or researchers for other reasons than the study. 

Secondary data can assist by providing background information 

and theory on the proposed business. This can be obtained from the 

Internet, published books in the library, online journals, government 

and governmental organizations publications, and the national Badan 

Pusat Statistik (BPS). 

Examples of necessary secondary data is information on the 

initial idea, the theoretical conceptual review, the supply analysis, the 

PEST analysis, the location selection and its population etc. 

6. Data Collection Instruments 

Both primary and secondary data would need to be collected, by 

their respective instruments. 

a. Primary Data Collection Instruments 

Primary data collection instruments, according to Sekaran & 

Bougie (2016, p. 38) are usually interviews, observation, questionnaires, 

and experiments. Specifically, for this study, the research instrument 

that will be used for obtaining primary data is questionnaires, 

observation, and interviews. 
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1) Questionnaires 

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

questionnaires are: 

 “A preformulated written set of questions to which respondents record 

their answers, usually within rather closely defined alternatives.” 

The questionnaire will be a mix of structured and 

unstructured. According to Nugroho (2016, p. 19), the questions are 

already structured that the respondents would only have to answer 

the questions accordingly. In this context, the respondents would 

only need to check the boxes.  

An unstructured questionnaire, according to Nugroho (2018, 

p. 63): 

“Tidak terstruktur atau jawaban bebas.” 

In other words, there could be a few questions that the 

respondent would have to fill in with their own answers, not from 

the choices provided. 

 The questionnaires will use the six-point Likert scale. 

According to Sekaran & Bougie (2016, p. 207), a Likert scale is: 

 “A scale designed to examine how strongly respondents agree with a 

statement.” 

 The scales used would be nominal and interval. A nominal 

scale, according to Sekaran & Bougie (2016, p. 207), is: 

 “One that allows the researcher to assign subjects to certain categories 

or groups.” 

 The ordinal scale will group the respondents based on factors 

such as their gender, age, work, educational background, income 
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level, how much they usually spend in a restaurant etc. An interval 

scale, according to Sekaran & Bougie (2016, p. 209), is: 

 “Numerically equal distances on the scale represent equal values in the 

characteristics being measured” 

 The interval scale will consist of the numbers one to six. 

Number one (1) being Completely Disagree, number two (2) is 

Disagree, number three (3) is Slightly Disagree, number four (4) is 

Slightly Agree, number five (5) is Agree, and number six (6) is 

Completely Agree. Statistical analysis of the results from the interval 

scale will provide information on market interest and the overall 

marketing mix of the proposed business. 

 Questionnaires are less expensive, and due to the limited 

amount of time, can also gather data quickly. The questionnaire will 

be used to collect data on demand analysis, market conditions, and 

the marketing mix. 

2) Observation 

An observation, according to Sekaran & Bougie (2016, p. 

127), is: 

“The planned watching, recording, analysis, and interpretation of 

behaviour, actions, or events”  

In this case, the researcher will observe an established fine 

dining restaurant to know how it operates, one of the many examples 

being their standard operational procedures (SOP). 
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b. Secondary Data Collection Instruments 

Secondary research can be found in the Internet, published books 

and journals in the library, government publications, Badan Pusat 

Statistik (BPS) etc. 

7.  Validity and Reliability Tests 

After the data collection instruments have been determined, they 

need to undergo the reliability and validity tests.  

A validity test, according to Sekaran & Bougie (2016, p. 220) is: 

“A test of how well an instrument is developed measures the particular concept it 

is measuring” 

Based on Sekaran & Bougie (2016, p. 223), a reliability test is: 

“The reliability of a measure indicates the extent to which it is without bias (error 

free) and hence ensures consistent measurement across time and across the various items 

in the instrument.” 

The reliability test will be done with Cronbach’s Alpha. A 

Cronbach’s Alpha, according to Sekaran & Bougie (2016, p. 289) is: 

“A reliability coefficient that indicates how well the items in a set are positively 

correlated to one another.” 

Cronbach’s Alpha reliability results that are less than 0.60 are poor, 

acceptable for results around 0.70, and good for results above 0.80, as 

explained by Sekaran & Bougie (2016, p. 290). 

8. Data Collection Technique 

After determining the data collection instruments, there are the 

technique of collecting the data. 
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a. Primary Data Collection 

1) Personally Administered Questionnaires 

According to Sekaran & Bougie (2016, p. 143), this type of 

questionnaire is physically distributed by the researcher. The 

minimum amount of respondents needed is 185. 185 is derived from 

Hair, Black, Babin, & Anderson’s theory. According to Hair, Black, 

Babin, & Anderson (2014, p. 100), the appropriate amount of 

respondents needed is five times the number of variables in the 

questionnaire distributed. The questionnaire has 37 variables, 

henceforth 185 respondents are needed.  

2) Participant Observation 

Participant observation, according to Sekaran & Bougie 

(2016, p. 128)  is when the researcher participates in the subject 

being studied. In this case, the researcher observes a fine dining 

restaurant by participating as a customer. Participant observation 

will give the researcher ideas on menu items, decoration, ambience, 

staffing, service standard, etc. 

b. Secondary Data Collection 

1) Literature reviews 

The researcher will research secondary data in published 

books and journals in the library, mainly books on tourism, hotel 

operations, restaurant operations etc. 
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2) Internet browsing 

Should the researcher find information from published books 

still insufficient, the researcher will browse the Internet for 

additional information. This includes e-books, governmental and 

non-governmental publications on the official website, statistical 

publications from Badan Pusat Statistik (BPS) etc. 

9. Data Processing Technique 

After the data has been collected, it needs to be analysed. Sekaran & 

Bougie (2016, p. 24) explains: 

“In the Data Processing step, the data gathered are statistically analysed to see 

if the hypotheses that were generated have been supported.” 

a. Quantitative Data Processing 

Gathered quantitative data will be analysed using SPSS 

(Statistical Package for the Social Sciences). 

b. Qualitative Data Processing 

Qualitative data will be further analysed, and according to 

Sekaran & Bougie (2016, p. 333), there are three steps, data reduction, 

data display, and data coding: 

Data reduction refers to the process of selecting, coding, and categorizing the 

data. Data display refers to ways of presenting the data. A selection of quotes, 

a matrix, a graph, or a chart illustrating patterns in the data may help the 

researcher to understand the data … Data coding may help you 

simultaneously to develop ideas on how the data may be displayed, as well as 

to draw preliminary conclusions.  

 

In conclusion, Data Processing is aimed to answer the question 

whether Illuminated Western Restaurant is feasible or not to be pursued. 
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D. Theoretical Conceptual Review 

1. Definition of Tourism 

Walker (2014, p. 535) defines tourism as: 

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, travel; lodging; conventions, 

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

assembly, destination, and event management; and recreation. 

 

2. Definition of Restaurant 

Walker (2014, p. 7) states that the term “restaurant” was derived 

from the French word restorantes or “restoratives”, meaning “to 

restore”, “food that restores”, or “that which restores”. 

3. History of Restaurants 

Before the term “restaurant” was found, people have already 

been eating out, dating back to the ancient Egyptians and Romans. 

Walker (2014, p. 5–6) explains how the Egyptians, at that time, only 

had one menu item, and how the Romans already had street food 

vendors and bakeries.  

After Rome fell, cooking houses started to emerge in London 

and Europe, but seating was not available yet. Walker (2014, p. 6) stated 

that the first ever café was opened in Constantinople, derived from the 

French word for coffee.  The term “cafeteria” was derived from “café”. 

Walker (2014, p. 6) describes the first ever restaurant was 

opened in France. The establishment has already adapted the restaurant 

concept, with seating, menus, and food served in individual portions. 

The restaurant was called the Grand Taverne de Londres. 
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The first dining establishment to open in America was a tavern, 

Coles Ordinary, as Walker (2014, p. 6) describes. Back then, 

establishments who offered food, drinks, and accommodations were 

called “ordinaries, taverns, or inns”, and the innkeepers were highly 

looked up to in the community. Currently, the oldest operating tavern 

in America, dating to before the time of George Washington, is the 

Fraunces Tavern. It is still open to this day. 

4. Types of Restaurants 

Walker (2014, p. 25–55) describes the type of restaurants: 

a. Sandwich Shops 

  A sandwich shop typically offers both hot and cold 

sandwiches. Customers can select their own bread/bun type, fillings 

and toppings. Sandwich shops usually offer salads, soups, and 

pastries too. There is little to no cooking. An example of this type 

of establishment is the Liang Sandwich Bar. 

b. Quick Service Restaurants (QSR) 

  Quick service restaurants are also known as fast food 

restaurants. Food options are usually burgers, tacos, teriyaki bowls, 

burritos etc. Guests pay before receiving their food, and self-serve 

the drinks and condiments in another counter. Examples are 

McDonald’s, Yoshinoya, Marugame Udon, Flip Burger etc. 

c. Pop-Up Restaurants 

  Pop-up restaurants are those that only appear for a few days, 

coming with a ticket price. These restaurants are usually marketed 
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through social media; the loyal customers would keep track of 

where the restaurant would pop up next.  

d. Food Trucks 

  Food trucks are seen as an “upgrade” from the classic street 

food cart. Food trucks usually offer fast food like burgers, tacos, 

sandwiches, ice cream etc. Some food trucks have their own kitchen 

to prepare the food from scratch, some don’t take a lot of 

preparation. The Coffee Walk in Lippo Mall Puri has food trucks. 

e. Fast Casual 

  Fast casual dining is between QSR and casual dining. They 

use fresher, healthier, and higher-quality ingredients, and their food 

is made by order. The restaurant’s decoration is also more upscale. 

An example is Fedwell. 

f. Family 

  Family restaurants are more informal, to appeal to families. 

Most of these restaurants do not offer alcoholic beverages. Rumah 

Makan Pagi Sore is an example of a family restaurant. 

g. Casual 

  Casual restaurants are designed to fit into the current trends 

and lifestyles. These restaurants have signature food and drink 

items, and a comfortable décor. T. G. I. Friday’s, Outback 

Steakhouse, and Applebee’s are examples of casual restaurants. 
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h. Fine Dining 

  Fine dining restaurants offer expensive food, drinks, and 

service. Table turnover could be one or less in an evening. The 

restaurant’s decorations and dining equipment (plates, cutleries, 

napkins) are also high-class to add to the ambience. The flavour and 

preparation of the food, and everything else mentioned, is tailored 

to wow the guest’s dining experience. Skye, Bunga Rampai, and 

The Café are examples. 

i. Steakhouses 

  Steakhouses feature a variety of steak cuts and sauces to 

choose from. They aim to appeal to the steak eaters niche market. 

Steakhouse examples are Holycow! Steakhouse and Abuba Steak. 

j. Seafood Restaurants 

  Seafood restaurants feature marine life as their main item; 

fishes, squids, stingrays, lobsters, shrimps etc. An example is 

Sentosa Seafood Market and Pondok Pangandaran. 

k. Ethnic Restaurants 

  Ethnic restaurants represent a specific country or region’s 

cuisine. It’s decoration, service, ambience, and food preparation all 

correlates to the choice of country or region. Examples are Sarang 

Oci, Angke Restaurant, Edogin Restaurant. 
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l. Theme Restaurants 

  Walker (2014, p. 43) describes theme restaurants as: 

  “Built around an idea, usually emphasizing fun and fantasy, glamorizing 

or romanticizing an activity such as sports, travel, an era in time … almost 

anything.” 

  All aspects of the restaurant; decoration, service, uniform, 

menu items, beverages match to the restaurant’s themes. Examples 

of theme restaurants are Ninja New York, Alcatraz, and Madeline’s 

Madteater. 

m. Coffee Shops 

  Coffee shops, although feature coffee drinks as their main 

item, also offers alternatives such as teas. They also often have light 

food items such as sandwiches and pastries. Examples are 

Starbucks Coffee and Maxx Coffee.  

n. Chef-Owned Restaurants 

  Chef-owned restaurants are restaurants founded by a chef, 

hence meaning that the chef themselves decide on the menu, 

decoration, staffing, service etc. The chef can also cooperate with 

publicists to promote the restaurant, such as creating back stories 

about the restaurant, or publicizing whenever a celebrity comes to 

dine. An example of a chef-owned restaurant is The Maze Grill by 

Gordon Ramsay. 
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o. Centralized Home Delivery Restaurants 

  The meals are ordered via the Internet, prepared, then 

delivered right to the person’s door. Examples of these are GoFood 

and GrabFood. 

5. Types of Service 

 Set Up My Hotel (2019) lists out the types of food and beverage 

service: 

a. English Service 

The food is placed on large platters or bowls and brought to 

the guests on the table. The guests then help themselves then pass 

the platter around. Sometimes the host would ask the wait staff to 

serve the food. 

b. Family Service 

The food is cooked and prepared in large portions, placed 

on the table, and the guests help themselves. There is a high 

turnover rate for this service. 

c. French Service 

This type of service is more detailed, elaborate, and requires 

a much higher level of skill. Chefs usually cook the meals live in 

front of the guests, and there are certain sets of rules on the service. 

d. Silver Service 

Silverware is used for the service, and because it is 

expensive, this type of service can only be found in fine dining 

restaurants. The kitchen portions the food into the silverware, 
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brought out to the host for approval, then served to the guests. The 

food is served using a service spoon and fork. 

e. American Service 

American service is when the wait staff takes orders in the 

dining room, the order is sent to the kitchen through a ticket, the 

food is prepared and plated by the kitchen, then brought out to the 

guests.  

f. Russian Service 

Russian service is when a big dish, usually poultry or fish, 

is brought out to the guests. After showing it to them, the dish is 

then carved and served. This type of service is often found in 

banquets. 

g. Cart or Gueridon Service 

The food is partially cooked in the kitchen and brought out 

on a trolley with a portable heating unit to complete the cooking 

process in front of the guests. The food is usually flambeed on the 

trolley, then garnished, and served; all by the chef. 

h. Snack Bar Service 

This type of service can be found in bars and pubs, where 

guests sit on tall stools behind a counter and order directly from a 

menu card placed on the counter, or from a display board from 

behind the counter. 
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i. Self Service 

The guests are required to help themselves to the food, 

where it’s usually displayed on a counter or buffet. The guests pay 

after picking the food. 

j. Buffet Service 

Food is displayed on chafing dishes, placed on tables. 

Guests can take as much food as they want, as it is required for 

chafing dishes to always be filled anyway. There could be wait staff 

or chefs behind the buffet ladling the food for the guests. 

Sometimes the food is cooked or prepared on the spot, such as 

noodles or meat. 

k. Cafeteria Service 

This type of service can be found in canteens and staff 

cafeterias, with basic facilities and limited menu items. The guests 

pick up their food and clear it up themselves after. 

l. Single Point Service 

The guest pick the food over the counter and pay over the 

same counter. 

m. Room Service 

Room service can be found in hotels, provided in the 

guest’s room. Orders are taken over the phone, then delivered to 

the room. Service standards depend on the hotel’s standard 

operating procedures. 
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n. Take Away Service 

Take away orders are done over the counter, through mobile 

applications, websites, or drive-thrus. This can usually be found in 

fast food chains. Vending machines are also a form of take away 

service. 

o. Automatic or Conveyor Belt Service 

The meals are delivered to the guests through a conveyor 

belt that connects to the guest’s table. In Japanese restaurants, there 

would often be sushi chefs preparing sushi from behind the 

conveyor belts. 

6. Definition of Illuminated 

According to Hornby (2005), the word “illumine”, derived from 

“illuminate”, means: 

“To shine light on something.” 

The second meaning of the word being: 

“To decorate a street, building, etc. with bright lights for a 

special occasion.” 

7. Definition of Service 

Rey & Wieland (1985, p. 7) defines service as: 

“an act of helping or benefiting; an instance of beneficial or friendly 

action… conduct tending to the welfare or advantage of others” 

8. Styles of Menus 

McVety, Ware, & Ware (2009, p. 61) defines a menu as: 

“A list of food and beverage items”  
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McVety, Ware, & Ware (2009, p. 62) lists out menu styles 

as: 

a. À la Carte Menu 

  An à la carte menu usually consists of foods from appetizers 

to desserts, all with its own individual prices. 

b. Semi À la Carte Menu 

  A semi à la carte menu is when a dish, with side dishes, is 

priced as one, whereas the appetizers and beverages are priced 

separately. An example where a semi à la carte menu can be found 

is a steakhouse, where the steak and side dishes are combined to be 

one price, but the drinks are priced à la carte. 

c. Prix Fixe Menu 

A prix fixe menu consists of a complete meal, with one set 

price. Another name for the prix fixe menu is the set menu or the 

table d’hote menu. 

9. Explanation on Casual Restaurants 

Casual restaurants, according to Dixon, Miscuraca, & 

Koutroumanis, (2018, p. 107) offer full food services to guests who are 

seated at tables. Alcoholic and non-alcoholic beverages are also served. 

There is also live but nontheatrical entertainment along with take away 

services. 

10. Explanation on Western Cuisine 

According to Unilever Food Solutions (2019), Western cuisine 

originates from French cuisine. A popular example is the 5 Mother 
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Sauces that are often used today: Béchamel, Espagnola, Velouté, 

Hollandaise, and Tomate.  

Western food has a few rules. Salads and soups are considered 

starters, main courses have to have a specific plating: a combination of 

carbohydrates (ex. Rice, pasta, potatoes), protein (ex. Meat, fish), and 

vegetables. The meal is then ended with a dessert. 

E. Operational Conceptual Review (Business Concept) 

For operational aspects, Illuminated Western Restaurant will be a 

casual dining restaurant, with American service, serving an à la carte menu. 

The restaurant will open at 11.00AM to 11.00PM. The menus offered will 

be featuring Western cuisine. As Western cuisine is very diverse, the menu 

will have a blend of dishes from various Western countries. For example, 

there will be steak dishes for American, pasta dishes for Italian, fish and 

chips for English etc. There will also be pork dishes, and vegetarian dishes. 

For drinks, there will be an array of choices for alcoholic beverages, such as 

beer, and cocktails, as well as non-alcoholic beverages, like coffee, tea, 

water, sparkling water, and juices. 

The restaurant’s pride and signature dish would the Dirty Burger, 

one of the most classic takes on Western dishes. The restaurant also offers 

packages with various main dishes to appeal to a wide set of diners. 

Besides food, service will be one of the focal points of the restaurant. 

The wait staff are highly expected to be passionate and welcoming to the 

guests. They are expected to be able to build strong relationships with them, 

to make them loyal guests to the restaurant. 
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As the second definition of the word “illuminate” says, it is to light 

up a street with lights for a special occasion. Hence, the restaurant’s 

decoration will be inspired from cobblestone streets with lampposts that can 

be found in various Western countries. Hanging lights will be strung up 

between those lampposts, creating an ambience of a special outdoor 

occasion, though still located inside. 

 


