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ABSTRACT 

The development of mobile payment in the country is significant each year, 

has become a trend and lifestyle among the people with a user level 

reaching 70% by the younger population and 67% by rising digital usage. 

One of the mobile payment service users that is widely used after 

transportation is as a means of payment for food delivery and on site dining. 

From the 2018 Nielsen Survey results, 41% of consumers claimed to have 

used food delivery services. Based on the JakPat Survey that 36.9% of 

consumers use mobile payment services for on site dining. Seeing the great 

opportunities and problems that are often repeated experienced by food & 

beverage businesses, with the Ideal payment platform, a new innovation 

business model that can overcome the problems that are often experienced 

by food & beverage businesses. Ideal Payment is a mobile digital platform 

application engaged in food & beverage that connects customers and 

merchants in making ordering and payment transactions using a mobile 

smartphone without going through the cashier, Ideal payment platform that 

is equipped with ordering features such as (pickup, pre order and pay at 

table ) and can help improve the productivity of queue management and 

customer engagement management. The ideal payment platform can be 

used in various business types such as (restaurants, fast food, food court, 

dessert & cakes and coffee shops). The feasibility of the Ideal payment 

platform business model shows that this business model can be run based on 

the NPV results with a positive value of NPV> 0 which is Rp. 9,162,356,129. 

Keywords: Mobile payment, food & beverage platform, business plan, 

Business model canvas, value proposition. 

 

 

I. INTRODUCTION 

 

The development of technology and information and 

communication has penetrated into various aspects of 

life in the digital age, one of which is the application 

of information technology in the field of food & 

Beverage platforms and mobile payments. The rapid 

development of technology has resulted in one of 

which is the emergence of new technologies that are 

more innovative that can encourage entrepreneurs 

http://www.ijsrst.com/
https://doi.org/10.32628/IJSRST2183102
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and startups to develop new products and services 

related to the industry. According to a Federal 

Reserve study (2016), with the rapid development of 

smartphones, mobile payments are becoming more 

and more popular among consumers and are gradually 

changing non-cash trade around the world. 

According to the People's Bank of China, the number 

of mobile transactions in the US reached 1.3 billion in 

2015, contributing 5. 6% (percent) of total non-cash 

payment transactions, in some countries, such as 

China, mobile payment has become a bank card 

balance. Mobile transactions have exceeded the total 

transactions made by physical bank cards by 43% 

(percent). In addition to the number of transactions, 

the number of different mobile payment users is also 

increasing rapidly. 

 

Mobile paymentis a non-cash transaction or can also 

be called a payment system using a mobile telephone 

device for the needs of shopping for goods and 

services supported by applications that act as cell 

phone purses. So far, mobile payment services have 

been adopted by quick service-oriented industries 

such as public transportation, service stations, retail, 

fast food, food delivery and e-commerce. Wider 

adoption has not been as fast or as wide as expected. 

(Holmes et al, 2014). The development of the mobile 

payment system has significantly evolved to provide 

new opportunities for food & beverage businesses and 

customers in providing more personalized service 

values, because it can enhance and deepen 

relationships with existing customers and is also a 

major reason for attracting new customers. The 

mobile payment system also has the potential to 

overcome problems that are often experienced by 

food & beverage business practitioners, because so far 

the mobile payment system specifically for food & 

beverage is still not integrated with the mobile point 

of sales (mPOS) application system so that customers 

when making transactions are still through cashiers 

and manual recording done by waiters. Currently the 

mobile food & beverage system is still not available in 

the country, except for mobile payment applications 

that are still utilized by food delivery players such as 

GO FOOD and GRAB FOOD. Beverage which is not 

yet integrated with the mobile point of sales (mPOS) 

application system so that customers when 

conducting transactions are still through cashiers and 

manual recording is done by waiters. Currently the 

mobile food & beverage system is still not available in 

the country, except for mobile payment applications 

that are still utilized by food delivery players such as 

GOFOOD and GRAB FOOD. beverage which is not 

yet integrated with the mobile point of sales (mPOS) 

application system so that customers when 

conducting transactions are still through cashiers and 

manual recording is done by waiters. Currently the 

mobile food & beverage system is still not available in 

the country, except for mobile payment applications 

that are still utilized by food delivery players such as 

GOFOOD and GRAB FOOD. 

 

II. PRODUCT ASPECT OF TECHNOLOGY 

INNOVATION 

 

A. PRODUCT DESCRIPTION OF INNOVATION 

iDEAL platform a new innovation business model 

that can overcome the problems that are often 

experienced by food & beverage businesses. iDEAL 

platform is a mobile digital platform application 

engaged in food & beverage that connects customers 

and merchants to make ordering and payment 

transactions using a mobile smartphone without 

going through the cashier. 

 

B. PRODUCT DEVELOPMENT BACKGROUND 

The development of mobile payment as a payment 

tool for digital transactions with increasingly varied 

services such as online transportation services, food 

delivery, on site dining, e-commerce and so on. That 

the mobile payment service system for on site dining 

payments still has several obstacles that are often 

experienced by customers despite using a digital 

wallet as a means of payment. As for the problems 
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that are often experienced by customers such as time-

consuming queuing, unable to service when the 

customer is crowded, the impractical ordering system 

still uses the recording and the level of customer 

engagement that has not been digitally implemented 

by food & beverage businesses. iDEAL platform is 

able to drive new innovations and can be a solution 

for food & business 

 

C. PRODUCT UPDATES 

IDEAL business planning platform that was 

developed as a new innovation in a mobile payment 

food & beverage system that is integrated with a 

mobile point of sales (mPOS) system to be able to 

service online booking and payment transactions 

using mobile applications with the advantageous 

features offered are order management such as (pick-

up orders, pre orders and pay at tables), customer 

engagement, search stores by utilizing GPS location 

and display more user friendly. The current mPOS 

system is still limited to the scope of operational 

activities of outlets that previously used the old model 

cashier application, whose function was limited to 

recording transactions, the development of the mPOS 

application now uses mobile for easy transaction 

recording, reporting, payment integrated with mobile 

digital, but in this case overcoming the problem of 

queuing, customer enggament is still not well 

coordinated still experiencing some obstacles such as 

having to add devices, adding tablespoons to 

overcome the queue but this is still not effective and 

efficient. Then there are still many queues when in 

the process of making an order / payment through the 

cashier and the process of inputting orders by waiters 

are also still using the manual system and consuming 

a lot of human resources that should be even more 

efficient for operational costs. When exploring this 

issue deeper, that the application that is available on 

the market there is a major difficulty is that the 

application is still not enough to support the 

productivity of the ongoing business there are still 

some obstacles. customer enggament is still not well 

coordinated still experiencing some obstacles such as 

having to add devices, adding tablespoons to 

overcome the queue but this is still not effective and 

efficient. Then there are still many queues when in 

the process of making an order / payment through the 

cashier and the process of inputting orders by waiters 

also still using the manual system and consuming a lot 

of human resources that should be even more 

efficient for operational costs. When exploring this 

issue deeper, that the application that is available on 

the market there is a major difficulty is that the 

application is still not enough to support the 

productivity of the ongoing business there are still 

some obstacles. Customer enggament is still not well 

coordinated still experiencing some obstacles such as 

having to add devices, adding tablespoons to 

overcome the queue but this is still not effective and 

efficient. Then there are still many queues when in 

the process of making an order / payment through the 

cashier and the process of inputting orders by waiters 

are also still using the manual system and consuming 

a lot of human resources that should be even more 

efficient for operational costs. When exploring this 

issue deeper, that the application that is available on 

the market there is a major difficulty is that the 

application is still not enough to support the 

productivity of the ongoing business there are still 

some obstacles. addition of tablespoons to overcome 

the queue but this is still not effective and efficient. 

Then there are still many queues when in the process 

of making an order / payment through the cashier and 

the process of inputting orders by waiters are also still 

using the manual system and consuming a lot of 

human resources that should be even more efficient 

for operational costs. When exploring this issue 

deeper, that the application that is available on the 

market there is a major difficulty is that the 

application is still not enough to support the 

productivity of the ongoing business there are still 

some obstacles. Addition of tablespoons to overcome 

the queue but this is still not effective and efficient. 

Then there are still many queues when in the process 
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of making an order / payment through the cashier and 

the process of inputting orders by waiters also still 

using the manual system and consuming a lot of 

human resources that should be even more efficient 

for operational costs. When exploring this issue 

deeper, that the application that is available on the 

market there is a major difficulty is that the 

application is still not enough to support the 

productivity of the ongoing business there are still 

some obstacles. Then there are still many queues 

when in the process of making an order / payment 

through the cashier and the process of inputting 

orders by waiters also still using the manual system 

and consuming a lot of human resources that should 

be even more efficient for operational costs. When 

exploring this issue deeper, that the application that is 

available on the market there is a major difficulty is 

that the application is still not enough to support the 

productivity of the ongoing business there are still 

some obstacles. Then there are still many queues 

when in the process of making an order / payment 

through the cashier and the process of inputting 

orders by waiters are also still using the manual 

system and consuming a lot of human resources that 

should be even more efficient for operational costs. 

When exploring this issue deeper, that the application 

that is available on the market there is a major 

difficulty is that the application is still not enough to 

support the productivity of the ongoing business 

there are still some obstacles. 

 

D. MARKET BUSINESS ANALYSIS 

The results of market business analysis using the 

Town Matrix method. The Tows Matrix, developed 

by Weihrich (1982), is used to analyze the external 

and internal environments to describe grand 

strategies and visions. Tows matrix helps identify 

systematic relationships between threats, 

opportunities, weaknesses and strengths, and offers a 

structure for generating strategies based on those 

relationships. (Weihrich, 1982). The following is the 

formulation of the results from Porter's Five Forces 

and PEST external environment analysis. 

 

Table 1.1 Town Matrix Analysis iDeal Platform 

 
 

E. PRODUCT ADVANTAGES AND WEAKNESSES 

The competition for mobile payments is increasing in 

Indonesia. The players are increasingly aggressive in 

acquiring customers, with various promotional 

strategies being carried out. Mobile payment players 

continue to aggressively offer a variety of 

convenience and collaboration services with various 

parties to optimize the use of digital wallets. The 

following are the results of the analysis of several 

indirect competitors. 

  

Table 1.2 Competitor Analysis 
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III. MARKET POTENTIAL ASPECTS 

 

A. MARKET TARGET AND MARKET POTENTIAL 

Based on Cekindo data on web pages 

https://www.cekindo.com/sectors/food- beverages, 

Indonesia, with the third fastest growing economy in 

the group of twenty (G20), the two substantive 

markets and attracting a very dynamic and highly 

demanded food & beverage market. Food & beverage 

in Indonesian companies that produce value added 

products. The growth of the food & beverage sector is 

supported by the basic needs of people to eat and 

drink, increased income and increased food 

expenditure by the middle class, consequently this is a 

relatively safe investment choice for some investors. 

The iDEAL platform target market uses a selective 

specialization pattern, which targets cashless society, 

with an age range of ≤20 -> 35 years, with social 

middle class up to level, where the average 

expenditure is Rp. 200,000 to> Rp. 500, 000 per 

month is the top user of the mobile platform for 

almost every financial transaction using digital via 

smartphone. (Jakpat Report, 2017). 

 

The Indonesian Ministry estimates that, in 2018, the 

food & beverage sector will grow by 6.7% in total to 

IDR 63.25 trillion (USD 4.6 billion). Based on Google 

trend data (2019), 1.8 x year on year the growth of 

topics related to food & beverage is increasing in the 

google search tool. Based on MDI Ventures & Mandiri 

Securities research (2018). That the use of mobile 

payment services in Indonesia is more dominated by 

the food & beverage service sector and transportation. 

In business, the food & beverage sector annually 

shows a trend of a significant increase from 2014. The 

food & beverage sector. 

 

 
Figure 1 Mobile Payment consumption services in 

Indonesia 

 

B. MARKETING STRATEGY 

The communication channels used related to 

marketing, sales and raising awareness among 

customers regarding IDEAL platform products and 

services, in conveying the value proposition to the 

customer segment are as follows; 

 

1. Mobile Application 

According to Nielsen (2014), in Indonesia, at least six 

out of ten Indonesian consumers (61%) stated that 

they use mobile phones most for online shopping. In 

addition, according to JakPat (2018), (49.01%) 

respondents also like to use mobile payments because 

it is possible for them not to carry cash at any time. 

Apart from these two main reasons, survey results 

show that female respondents prefer to use mobile 

payments because there are many promotional offers 

and whereas men feel security is the most important 

issue. 

 

2. Digital Marketing 

Digital marketing effective and efficient marketing 

methods to be applied in Indonesia because the level 

of smartphone users and large internet users gives 

ease and flexibility to increase brand awareness of 

products or services through digital channels. 

Budgeting Digital marketing is also relatively more 

affordable compared to traditional marketing. Based 

on the gather's digital marketing spend report (2013) 

survey, small and medium businesses that implement 

digital marketing can save marketing budgets up to 40% 
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(percent). And the results of performance are better 

than traditional marketing from the survey results 

showed 28% (percent) of small and medium 

businesses plan to move the allocation of traditional 

marketing to digital marketing. Based on Google's 

survey report (2013), 

 

Measuring success will also be done through tools or 

software such as Google Analytics, tracking scripts, 

pixels, hoosts and tags to get more accurate results. 

Digital marketing can build public trust in companies 

through consumer services and social media. In 

building direct interaction with consumers the 

company can implement content marketing strategies, 

content marketing is one of the most effective ways 

for you business people to interact with consumers, 

according to a study by Aberdeen group the average 

conversion rate of a website that applies content 

marketing is 2.9 % (percent). 

 

3. Event Marketing 

Based on the event marketing benchmarks and trends 

report (2019), most marketers believe that event 

marketing is the single most effective marketing 

channel to achieve business goals.  

iDEAL platform offers the concept of the Nusantara 

Food Festival event with special food from each 

region and different distinctive flavors and will also 

be enlivened by national music, comedy, sharing 

sessions and friends MABAR to attract local people, 

communities, young women in enlivening the event. 

This will be able to arouse emotional customers and 

interact directly with prospective customers to 

introduce and socialize services so as to create brand 

loyalty. 

4. Direct Selling 

According to Kotler and Keller (2012), direct 

marketing is a direct relationship with individual 

target consumers to create direct responses and build 

long-term customer relationships. According to 

Hudson (2008), direct marketing is a marketing 

system that is fully controlled by marketers, develops 

products, promotes and distributes its products 

directly to end consumers by using several media 

options, and accepts orders directly from customers. 

According to Suyanto (2007), direct marketing is a 

marketing system that uses direct channels to reach 

consumers and deliver goods and services to 

consumers without going through marketing 

intermediaries to produce responses and or 

transactions that can be measured at a location. 

According to Fandy (2008), direct marketing is an 

interactive marketing system that utilizes one or 

several advertising media to cause measurable 

responses and or transactions in any location. 

According to Djaslim (2006), there are forms of direct 

marketing namely face to face selling, direct mail 

marketing, catalog marketing, telemarketing, kiosk 

marketing, and online media. 

 

Based on the ANA / DMA response rate report (2018), 

the direct mail response rate is 4.9% for prospects in 

2018. This is significantly higher than in 2017 and the 

highest since the report began in 2003. Direct mail 

still attracts a response rate that is higher than other 

direct digital marketing media. The response rate 

ranges from about 5% (percent) to 9% (percent) times 

greater than email, paid search or social media. Email 

remains important or very important for the majority 

of 95% (percent) of marketers, but less than one in 10 

(9% Percent) thinks all emails are relevant to 

customers. More than five (42% percent) thought that 

the best. 

5. Community Marketing 

Marketing community marketing that must be the 

brand's attention is awareness and education. 

Community is the best channel for building customer 

engagement with customers. this has been done by 

"AIA Village" and "Kampung Indosat". Both of them 

do community marketing activities by plunging in 

one selected area to provide support to local residents 

for various community empowerment activities. This 

method is very effective in strengthening brand 
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awareness and is a fast way to create brand loyalty 

which ultimately affects sales. 

 

C. PRICE SCHEME 

iDEAL platformusing a subscription pricing strategy. 

Subscription pricing is a business model where 

customers must pay a subscription to have access to 

application services from the IDEAL platform. In 

applying the pricing strategy set for IDEAL platform 

services, it can be analyzed starting from the ability of 

the market to pay, market conditions, competitors 

and input costs. It is important to consider the needs 

and target audience and the company's working 

capital budget. The subscription pricing used is 

promotional strategy, which is the consideration of 

offering a free trial for 14 working days after which 

the customer will be charged a transaction fee of 2% 

(percent) for the mobile platform while for the mPOS 

outlet application will be charged 150,000 / month. 

 

D. Business Model Canvas 

 
 

IV. FINANCIAL PLANNING 

 

A. INCOME STATEMENT 

 

The projection of iDEAL platform income statement 

shows that the percentage of net profit increased 

significantly increased annually, from the calculation 

of profit and loss the investment plan iDEAL platform 

produced a fifth year net profit of Rp. 7,299,019,761 / 

year. 

Table 1.3 Projection of Income Statement 

 

 
 

PROYEKSI LAPORAN LABA RUGI UNTUK 5 

TAHUN KETERANGAN TAHUN 

 

B. CASH FLOW STATEMENT 

From the results of the iDEAL cash flow statement 

that the operating cash flow capability can pay 

current liabilities based on a stable cash flow level 

with balanced income and expenses. Then the level of 

the company's ability to meet cash obligations in the 

future can pay current liabilities well without using 

other activity cash flow or additional loan capital. 

  

Table 1.4 Projection of Cash Flow Statements 

 
C. FINANCIAL BALANCE REPORT Overall, the 

assets and equity increased significantly by Rp. 

13,750,235,697 in year 5 as 
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illustrated in the following table; 

 

Table 1.5 Projected Balance Sheet Statements 

 

 
 

V. BUSINESS WORTHED 

 

A project can be said to be financially feasible or not 

can be known from the investment criteria. (Husnan 

and Suwarsono, 1997). To conduct business feasibility 

financially the criteria include the following; 

 

A. FINANCIAL ANALYSIS 

Based on cash flow data (cash flow) with an interest 

rate of 12% and 18%. Then it can be seen the results 

of the business feasibility value by using investment 

valuation criteria namely NPV (net present value), 

IRR (internal rate of return) and PP (payback period), 

along with the results of the financial feasibility 

analysis of iDeal Platform business; 

 

Table 1.6 Investment Valuation Analysis 

 
 

 

From the results of the analysis showed a positive 

NPV with a NPV value greater than> 0 ie Rp. 

6,341,950,535, this business investment activity is 

feasible to be accepted, with the rate of business 

return on investment capital invested by IRR of 216% 

greater than the discount factor, this business can be 

run and has the potential to provide a profit with a 

payback period of payback period of 1 year 2 month. 

 

 

B. PROFITABILITY RATIO 

One of the ratios used by the iDEAL platform is to 

determine the ability of the company to get profits 

from earnings (earnings) related to sales, assets and 

equity in a certain period using the profitability ratio 

scenario. Following are the results of the profitability 

ratio scenario; 

Table 1.7 Analysis of Profitability Ratios 

 
 

VI. RECOMMENDATION 

 

From the results of the iDEAL platform's business 

plan there are a number of points to consider, as 

follows; 

1. The development of the Ideal payment platform 

application is carried out within a period of 6 

(six) months with a team requirement of 7 people 

consisting of (Business Analysis, Web 

development, UI / UX, Mobile Development, 

User Acceptance Testing, CEO and CTO). 

2. During the development process to reduce the 

budget, it is better for the office to be done in co-

working space or in their respective homes 

where to further facilitate the flexibility of the 

developers, then in 1 week there are 2 meetings 
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to discuss and monitor the development of the 

application development. 

3. The amount of deposit and registration funds 

from Bank Indonesia, an alternative iDEAL 

platform is to collaborate with third parties such 

as digital wallet and banking service providers in 

the country, hoping that in the future iDEAL 

platform can have its own payment gateways. 

4. During the development period to fulfill the 

application development process, the 

management tried to find funding through angel 

investors from various pitching proposals held in 

the country with the MVP (Minimum Availaible 

Product) maturation process from the iDEAL 

platform. 

5. During the development of iDEAL the platform 

uses the scrum development method to 

accelerate application development and makes it 

easier to review and execute when there are 

changes or additions without having to go 

through a long process. 

6. Server tools supporting the iDEAL platform is the 

cloud computing service (Google Cloud 

Platform), for managing data storage, the Google 

cloud platform with attractive offers including 

fast speed, security, reliable infrastructure, 

flexibility and analytic report services. 

7. Development of the organizational structure 

Ideal payment platform uses moderation to cut 

bureaucracy and increase organizational 

productivity and innovation, by applying cultural 

values that have integrity, innovative, autonomy, 

and collaborative. 

8. The main strategy implemented by the iDEAL 

platform is to focus on user experience, which 

can provide added value for ease of use and the 

continued development of the iDEAL Platform, 

so that the application offered as a tool is needed 

by customers in food & beverage spending. 

9. Development of the iDEAL advanced platform 

must be implemented by the API system to be 

integrated with the online cashier system that 

already exists in the country, so that the use of 

the iDEAL mobile platform can be more 

widespread. 

10. The development of the iDEAL advanced 

platform must also be used as a QRIS payment 

system and transfer funds. 
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