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ABSTRAK 

 

 

 Mark As Cookie Shots adalah perusahaan perorangan yang bergerak dalam industri 

kuliner makanan dan minuman yang berlokasi di Paris Van Java, Bandung, Jawa 

Barat. Mark As Cookie Shots menawarkan konsep bisnis: konsumen dapat meminum 

susu dan memakan kue dalam waktu yang bersamaan dengan rasa susu dan topping 

yang beragam. Perkembangan bisnis kuliner di Bandung yang menjanjikan walaupun 

terdapat banyak pesaing akan tetapi belum jenuh apabila terdapat produk yang unik 

dan kreatif, brand kota Bandung sebagai kota kuliner dan dukungan Kementerian 

Pariwisata (Kemenpar) menetapkan Bandung menjadi tiga destinasi kuliner. Target 

konsumen dari Mark As Cookie Shots adalah usia 6 – 45 tahun dan tidak menutup 

kemungkinan di luar range akan menjadi konsumen cookie shots dan wisatawan yang 

berkunjung ke Bandung pada saat libur dan weekend. Alasan penulis memilih menu 

Cookie Shots karena ingin mengenalkan produk Cookie Shots yang umumnya hanya 

di produksi di Amerika dan ingin menawarkan produk makanan dan minuman yang 

berbeda dengan pesaing lainnya. Mark As Cookie Shots melakukan pemasaran 

dengan memanfaatkan media sosial seperti: Instagram, Facebook dan Twitter dan 

bekerja sama dengan aplikasi ojek online: Gojek dan Grab, Line, WhatsApp, maupun 

SMS dan promosi melalui radio Prambors untuk momen tertentu. Investasi Mark As 

Cookie Shots layak karena Net Present Value Rp. 882.606.557 > 0, layak karena 

Profitability Index 10,13 > 1, layak karena Pay Back Period 1 tahun 1 bulan < Pay 

Back Period yang telah di syaratkan 3 tahun, layak karena Internal Rate of Return 

200,60% > Internal Rate of Return yang telah di syaratkan 7%.  

 

 

Kata kunci: industri kuliner, Cookie Shots, Mark As Cookie Shots, kota Bandung 
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ABSTRACT 

 

 

Mark As Cookie Shots is an individual company engaged in the food and beverage 

culinary industry located in Paris Van Java, Bandung, West Java. Mark As Cookie 

Shots offers a business concept: consumers can drink milk and eat cakes at the same 

time as a variety of milk and toppings. The development of the culinary business in 

Bandung is promising even though there are many competitors but it is not saturated 

if there are unique and creative products, the Bandung city brand as a culinary city 

and support of the Ministry of Tourism (Kemenpar) sets Bandung into three culinary 

destinations. The target consumers of Mark As Cookie Shots are ages 6 - 45 years 

and do not rule out the possibility of being consumers of cookie shots and tourists 

visiting Bandung on holidays and weekends. The reason the author chose the Cookie 

Shots menu was because he wanted to introduce Cookie Shots products which are 

generally only produced in America and want to offer food and beverage products 

that are different from other competitors. Mark As Cookie Shots conducts marketing 

by utilizing social media such as: Instagram, Facebook and Twitter and cooperates 

with online motorcycle taxi applications: Gojek and Grab, Line, WhatsApp, and SMS 

and promotions via Prambors radio for certain moments. The Mark As Cookie Shots 

investment is feasible because of the Net Present Value of Rp. 882.606.557 > 0, 

feasible because the Profitability Index 10.13 > 1 is feasible because the Pay Back 

Period 1 year 1 month < Pay Back Period which has been required 3 years, is 

feasible because of the Internal Rate of Return 200.60% > Internal Rate of Returns 

that are already set at 7%. 
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