


Vision
•Unite every existing culture that 

exists and keep culture alive in an 
increasingly advanced era.

Mission
•Create a place to eat that can 

provide and contain various kinds 
of culture in it





The more advanced the 
road, culture is 

increasingly 
disappearing and being 

ignored

The natural beauty of 
culture is increasingly 
disappearing and will 

eventually become 
extinct



Solution

facilitate a place that can remind about the 
existence of culture

Impact

People remember the culture that existed 
when they stopped at our place

Solution

preserving culture in an increasingly advanced 
era.

Impact

Culture is increasingly being preserved and 
ultimately not left behind by the times







Tourist
•more and more tourists are coming, whether to visit or stay

Unique
•Our cultures theme seems unique because it has 4 types



Market Strength Weakness

Sushi Tei • Easy to find anywhere
• Has a fairly well-known name
• The place has a famous Japanese 

theme

• The price is expensive
• Only has 1 theme

Dunkin’s Donuts • Easy to find anywhere
• Has a fairly well-known name

• Just focus on donuts
• Does not have a specific theme



Tourists who 

live around Cikarang

Families who live 
around Cikarang

Young people who are around 
Cikarang



Jakarta 
International 

University
Traditional 

Market
Mini Market
Super Market

Sell the food
Interaction with 

customer
Daily meeting

Self-service
Personal approach

Instagram
TikTok

WhatsApp
Facebook

convenient service
Provide food on 
time

Young people 
around Cikarang
Families around 
Cikarang
Tourists who live 
around CIkarang

20% Owner
40% business development
15% Partnership
20% Employee salary
5% unexpected funds

Own Capital
Grant
Partnership
Revenue from goods sold

Four themes
Four types of 
main menu
Language 
used
Good service



Four themes

Four types of main menu

Language used

Good service

Own Capital

Grant

Partnership

Revenue from goods sold









Instagram

Facebook

TiktokWhatsApp

people 
around



Our 
capital

40%

Grant

10%

Parnership

30%

Venture 
Capital

20%



Indonesian Korean Japan Western



Satay Gorengan Kripik



Toppoki Hweri Gamja Gimbab



Sushi Takoyaki Onigiri



Sanwich Hotdog Truffle French Fries



Primary

Vitamin 
C

Vitamin 
B

Vitamin 
E

Irone

Vitamin 
D

Vitamin 
A
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