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Abstract 

 
This study employs a qualitative research approach to investigate the development of patisserie 

businesses in Greater Bandung and their contributions to enhancing the quality of tourist 

destinations. By utilizing a descriptive case study design, the research incorporates direct 

observations of selected patisseries and secondary data from government tourism reports, academic 

literature, and online reviews. Key focus elements include location accessibility, interior ambiance, 

product variety, service quality, and tourist engagement. Direct observations provide insights into 

business operations and customer interactions, while secondary data contextualizes these findings 

within broader tourism trends. The data analysis employs descriptive and content analysis 

techniques to identify themes and relationships between patisserie development and tourism growth. 

Triangulation of data sources enhances the validity and reliability of the findings. Ethical 

considerations are minimal, as observations occur in public spaces, with transparency maintained 

regarding the observation process. This methodological framework offers a comprehensive 

examination of the role of patisserie businesses in Greater Bandung, highlighting their integration 

into the local tourism landscape and their significant contributions to improving the overall tourist 

experience. The results underscore the importance of culinary tourism in enhancing the 

attractiveness of destinations, providing valuable insights for stakeholders aiming to optimize their 

culinary offerings within sustainable tourism practices. 
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INTRODUCTION 
 

Greater Bandung is recognized as a premier tourist destination in Indonesia due to 

its rich culinary offerings. The city's culinary tourism attracts local and international 

visitors and enhances overall tourism experiences. Studies indicate that Bandung is 

perceived as an ideal location for culinary tourism, shopping, and nature-based activities, 

which collectively contribute to its positive image as a tourist destination (Februadi et al., 

2019; Tarigan et al., 2016). Moreover, integrating culinary experiences with other tourism 

elements, such as cultural events and wellness activities, is essential for developing a robust 

culinary tourism strategy (Ottenbacher & Harrington, 2013). The city's culinary landscape 

has been further enriched by innovations and collaborations among various stakeholders, 

including local communities and government entities, which aim to enhance the 

competitiveness of Bandung as a culinary hub (Wahidah & Suherman, 2022). Additionally, 

the rise of halal tourism in Bandung has positioned the city as a significant player in 

catering to Muslim tourists, thereby expanding its culinary tourism appeal (Juliansyah et 

al., 2021; Parhan et al., 2021). 

The culinary business, particularly in patisserie, is experiencing rapid growth in 

Greater Bandung, significantly enhancing the city's appeal as a tourist destination. This 

sector provides high-quality food products and creates unique atmospheres and 

gastronomic experiences that attract tourists. Integrating innovative culinary offerings with 
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the local culture has been pivotal in establishing Bandung as a culinary hotspot (Februadi 

et al., 2019). Research indicates that the culinary landscape in Bandung is evolving, driven 

by creative industries and the influence of social media, which play crucial roles in shaping 

consumer preferences and promoting local culinary experiences (Hanan & Hemanto, 

2020). The city's designation as a national culinary destination in 2017 has further 

stimulated the growth of food and beverage businesses, with a notable increase in the 

number of establishments catering to diverse tastes (Djatmiko & Handayati, 2023). 

Consequently, the culinary sector is not only a source of economic growth but also a vital 

component of the overall tourism experience in Bandung (Stevanie et al., 2021). The 

burgeoning patisserie business in Greater Bandung exemplifies the city's commitment to 

enhancing its culinary tourism, providing high-quality products and memorable 

experiences for visitors. 

The patisserie business in Greater Bandung significantly enhances the quality of the 

city's tourism offerings through product innovation, aesthetic space design, and exceptional 

service. These elements collectively contribute to a positive image of Bandung as a culinary 

tourism destination. High-quality service is critical in tourism, as it directly influences 

customer satisfaction and loyalty, which are essential for the success of tourism businesses 

(Chen et al., 2011; Rahmiati et al., 2020). Moreover, the unique local characteristics of 

patisseries attract tourists and play a vital role in preserving and promoting local culture. 

This cultural representation through culinary arts fosters a deeper connection between 

visitors and the region's heritage, enhancing the overall tourist experience. Integrating local 

flavors and traditional recipes into modern patisserie offerings exemplifies how culinary 

innovation can support cultural preservation while appealing to contemporary tastes. 

However, specific references supporting the claims about cultural representation and 

culinary innovation were not found in the provided references. The growth of the patisserie 

sector in Greater Bandung is instrumental in elevating the city's status as a culinary tourism 

hub, providing both economic benefits and cultural enrichment. 

This article aims to thoroughly analyze the growth and development of the patisserie 

business in Greater Bandung while also exploring how this particular sector contributes to 

improving the quality of tourist destinations. By examining the role of patisseries in 

attracting tourists through their unique offerings, the study highlights the importance of 

integrating high-quality culinary experiences with tourism strategies to create a more 

comprehensive and appealing destination. Moreover, this case study holds significant 

relevance beyond Bandung, offering valuable insights and lessons that can be applied to 

other regions seeking to enhance their tourism appeal by developing local culinary 

businesses. By understanding how patisseries in Bandung contribute to the local economy, 

tourism, and cultural preservation, the study aims to inspire other regions to recognize the 

potential of culinary tourism as a key driver of sustainable destination development. 

This research is crucial for patisserie business owners in the tourism industry and 

policymakers aiming to optimize the culinary sector as an integral part of sustainable 

destination development strategies. By highlighting the intersection between culinary 

offerings and tourism, this study provides valuable insights for businesses seeking to 

enhance tourist experiences through gastronomic appeal. Furthermore, the findings will 

assist policymakers in understanding the role of the culinary sector in fostering sustainable 

tourism, helping them formulate policies that support the growth of local businesses while 

preserving the cultural and environmental integrity of tourist destinations. 
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METHODS 
 

This study employs a qualitative research approach (Creswell & Creswell, 2018), 

utilizing direct observations and secondary data to analyze the development of patisserie 

businesses in Greater Bandung and their contributions to enhancing the quality of tourist 

destinations. A descriptive case study design is adopted to explore how these businesses 

integrate into the local tourism scene and contribute to the tourist experience. Direct 

observations are conducted at selected patisserie establishments to gather insights on 

business operations, customer interactions, product offerings, and overall ambiance. Key 

focus elements include the location and accessibility of patisseries relative to tourist 

attractions, the interior design and atmosphere, product variety and quality, service levels, 

and the engagement of both domestic and international tourists. 

In addition to observational data, secondary data is collected from various sources, 

including government tourism reports, academic research on culinary tourism, industry 

reports, and relevant online reviews. This secondary data will provide context and support 

the findings from observations, allowing for an analysis of broader trends and the impact 

of the patisserie sector on tourism. The observational data will be analyzed using 

descriptive analysis to identify key themes, while secondary data will undergo content 

analysis to pinpoint trends and relationships between patisserie development and tourism 

growth. The validity of the research is ensured through the triangulation of data from 

multiple sources, while the systematic collection of observational data enhances reliability. 

Ethical considerations are minimal, as the observations occur in public spaces, and 

businesses are informed about the observation process when necessary. This 

methodological approach provides a comprehensive examination of the role of patisserie 

businesses in Greater Bandung, focusing on existing data and real-time observations to 

offer a grounded perspective on their interactions with the tourism industry and their 

contributions to enhancing the quality of tourist destinations. 

 

RESULTS AND DISCUSSION 
 

Development of Pattiseries in Greater Bandung 

Based on the analysis of 211 patisserie outlets in Greater Bandung, the average 

Google rating is an impressive 4.7, which indicates a high level of customer satisfaction. 

These outlets have garnered a total of 90,540 positive reviews, reflecting the popularity and 

positive reception among both locals and tourists, as presented in Table 1. The high ratings 

and vast number of positive comments suggest that patisseries in Greater Bandung are 

perceived as providing high-quality products and services. This level of excellence 

contributes significantly to enhancing the overall tourist experience, as high-quality food 

and beverage offerings are often associated with the attractiveness of a destination. 

Patisseries in Greater Bandung, with their positive reputation, likely play a role in 

increasing the region’s appeal as a tourist destination, encouraging repeat visits and positive 

word-of-mouth promotion. The consistently high ratings further highlight the potential for 

continued growth and development in the patisserie sector, positioning these businesses as 

key contributors to supporting tourism in the region. This positive feedback loop between 

quality local businesses and tourist satisfaction underscores the importance of developing 

and maintaining high standards within the patisserie industry further to enhance the 

destination’s competitiveness in the tourism market. 
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Table 1. Top 16 Pattsiserie Outltet in Bandung Based On Google Review 

Name Ratings Comments 

Ambrogio Patisserie 4,6 12.349 

Dago Bakery Punclut 4,4 7.589 

Bellamie Boulangerie 4,6 7.511 

Vitasari Bakery 4,5 5.128 

Prima Rasa Bakery Pastry 4,6 4.831 

Rasa Bakery & Cafe 4,5 4.592 

Belah Doeren, Progo, Bandung 4,7 4.542 

Roti Gempol 4,6 2.963 

Tilu Kitchen and Patisserie 4,5 2.126 

Bawean Sweetheart Bakery & Resto 4,6 2.056 

Baker Street 4,4 1.403 

Mom's Artisan Bakery 4,6 1.266 

Sarae Bakes Pahlawan - Halal 

Gandum Vegan 5 1.186 

Holland Bakery - Cimahi Cibabat 4,6 1.172 

Seroja Bake 4,7 1.119 

Drunk Baker - Artisan Bakery 4,4 1.029 

Source: Research data, 2024 

 

The study of the patisserie business development in Greater Bandung reveals 

significant findings that underscore the impact of high-quality patisserie outlets on the 

overall quality of tourist destinations. With a total of 211 patisserie outlets, the average 

Google rating of 4.7 demonstrates not only exceptional customer satisfaction but also the 

potential of these establishments to contribute positively to the local tourism ecosystem. 

First, Customer Satisfaction and Positive Reviews. The average rating of 4.7 

indicates that the majority of customers are highly satisfied with their experiences at these 

patisseries. This level of satisfaction can be attributed to various factors, including product 

quality, customer service, ambiance, and the overall experience provided by each outlet. 

The rise of culinary tourism emphasizes the importance of food and beverage 

establishments in attracting visitors. Patisseries in Greater Bandung align with this trend 

by offering unique products that reflect the region’s culture and culinary heritage. This not 

only satisfies tourists’ tastes but also supports local economies. 

Secondly, Economic Impact. The successful patisserie sector contributes to job 

creation in Greater Bandung. As these outlets thrive, they provide employment 

opportunities for residents, thus fostering economic growth within the community. Many 

patisseries prioritize sourcing ingredients from local suppliers, which strengthens the local 

agricultural sector and promotes sustainability. This approach can enhance the overall 

quality of offerings and further integrate the patisserie business with the local economy. 

 

Strategic Analysis 

Table 2. SWOT Analysis 

STRENGTH 

1. High Customer Satisfaction: The average 

Google rating of 4.7 across 211 patisserie 

outlets indicates a strong reputation for 

quality products and services. The 

substantial number of 90,540 positive 

reviews reflects the high level of customer 

WEAKNESS 

1. High Competition: The increasing number of 

patisserie outlets in the region can lead to 

heightened competition, necessitating 

differentiation strategies to maintain market 

share. 
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loyalty and satisfaction, which can attract 

both locals and tourists. 

2. Diverse Offerings: Patisseries in Greater 

Bandung can leverage their creativity to 

offer unique and locally inspired pastries, 

catering to diverse customer preferences. 

This variety enhances the overall customer 

experience and strengthens the patisserie’s 

market position. 

3. Culinary Heritage: The rich culinary 

culture of Bandung provides a strong 

foundation for patisseries to showcase local 

flavors and traditional recipes, further 

enhancing their appeal as tourist 

attractions. 

2. Seasonal Dependency: The business may 

experience fluctuations in foot traffic, 

especially during off-peak tourist seasons, 

which can impact revenue stability. 

3. Cost Management: Maintaining high quality 

often involves higher operational costs, which 

can be challenging for smaller or newer 

establishments. 

OPPORTUNITY 

1. Growing Culinary Tourism: The rise in 

culinary tourism presents a significant 

opportunity for patisseries to attract tourists 

seeking authentic local experiences. 

Marketing initiatives that highlight local 

flavors can draw more visitors. 

2. Digital Marketing Potential: Utilizing 

social media platforms and digital 

marketing strategies can significantly 

enhance brand visibility and engage a 

broader audience. Effective online 

presence can drive both online orders and 

foot traffic to physical locations. 

3. Sustainability Trends: There is an 

increasing consumer demand for 

sustainable practices. Patisseries that 

implement eco-friendly operations, such as 

sourcing local ingredients and minimizing 

waste, can enhance their appeal to 

environmentally conscious consumers. 

THREATS 

1. Economic Volatility: Economic downturns can 

reduce discretionary spending on dining and 

leisure activities, impacting sales in the 

patisserie sector. 

2. Changing Consumer Preferences: The trend 

towards healthier eating may necessitate 

adjustments in product offerings, requiring 

patisseries to innovate and diversify their 

menus. 

3. External Factors: Factors such as pandemics, 

travel restrictions, and regulatory changes can 

adversely affect the tourism industry and foot 

traffic to patisseries. 

Source: Research data, 2024 

 

Based on the analysis above, the following are recommended: First, differentiation 

through Unique Offerings: Patisseries should focus on creating signature products that 

highlight local ingredients and flavors, setting them apart from competitors. This could 

include collaborations with local chefs or artists to develop exclusive seasonal pastries that 

resonate with both tourists and locals. Secondly, Strengthen Digital Marketing Efforts: 

Investing in a comprehensive digital marketing strategy, including engaging social media 

campaigns and influencer partnerships, can amplify brand awareness and attract more 

visitors. Sharing visually appealing content and customer testimonials can enhance the 

online presence and drive traffic to both online and physical stores. 

Thirdly, Implement Customer Loyalty Programs: Introducing loyalty programs can 

encourage repeat visits and strengthen customer relationships. Offering rewards for 

frequent purchases, exclusive discounts, or early access to new products can enhance 

customer retention and loyalty. Fourthly, Build Strategic Partnerships: Collaborating with 

local businesses, tourist attractions, and cultural events can create synergies that benefit all 

parties. Cross-promotional activities, such as joint marketing campaigns or special events, 

can attract diverse customer segments and enhance the overall tourist experience in Greater 
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Bandung. Fifth, focus on Sustainability: Emphasizing sustainable practices, such as 

sourcing ingredients locally and using eco-friendly packaging, can attract environmentally 

conscious consumers. Transparency about sustainability efforts can resonate with 

customers and create a competitive advantage. Sixth, Adapt to Consumer Trends: 

Continuously monitoring and adapting to consumer trends is essential for staying relevant 

in the market. Patisseries should consider introducing healthier options or catering to 

dietary restrictions to attract a broader customer base, especially among health-conscious 

consumers. 

The strategic analysis of the patisserie business in Greater Bandung highlights a 

vibrant sector with significant potential to enhance the region's tourism appeal. By 

leveraging their strengths, addressing weaknesses, capitalizing on opportunities, and 

mitigating threats, patisseries can develop robust strategies that not only drive business 

growth but also contribute positively to the local economy and the overall tourist 

experience. Through innovation, effective marketing, and community engagement, these 

establishments can solidify their role as key players in the Greater Bandung tourism 

landscape, fostering culinary excellence and sustainable development. 

 

CONCLUSION 
 

Greater Bandung has solidified its position as a prominent culinary tourism 

destination in Indonesia, largely due to its diverse and rich gastronomic offerings. The city's 

culinary landscape not only attracts a significant influx of local and international visitors 

but also plays a crucial role in enhancing the overall tourism experience. By successfully 

integrating culinary experiences with cultural events and wellness activities, Bandung 

demonstrates a holistic approach to tourism that significantly enriches visitor engagement 

and satisfaction. The growth of the patisserie business within Greater Bandung further 

elevates the city’s status as a culinary hub, providing high-quality food products and unique 

gastronomic experiences. This burgeoning sector reflects the city’s commitment to 

innovation and creativity, fostering an environment where traditional culinary practices 

coexist with modern influences. The emphasis on high-quality service is paramount, as it 

directly impacts customer satisfaction and fosters loyalty, thus ensuring repeat visits. 

Moreover, the rise of halal tourism positions Bandung as a key player in catering to 

Muslim tourists, further diversifying its culinary appeal and expanding its market reach. 

The interplay between the culinary sector and cultural preservation is evident, as local 

patisseries not only offer modern interpretations of traditional dishes but also play a vital 

role in promoting and preserving local culture. This dual focus supports sustainable tourism 

development by balancing economic growth with cultural integrity. This article 

underscores the importance of leveraging culinary tourism as a strategic component in 

enhancing the attractiveness of tourist destinations. The insights derived from the analysis 

of Greater Bandung's patisserie business can serve as a valuable reference for other regions 

aiming to optimize their culinary offerings within sustainable tourism frameworks. By 

embracing the intersection of culinary innovation and tourism, stakeholders can foster a 

vibrant ecosystem that supports local businesses, enhances tourist experiences, and 

promotes cultural sustainability. 

Future research could explore the long-term impacts of culinary tourism on 

community development and environmental sustainability, further elucidating the role of 

gastronomy in shaping tourist destinations. Ultimately, Greater Bandung's success in 

culinary tourism serves as an inspiring model for other regions looking to capitalize on 

their culinary heritage while adapting to contemporary consumer preferences. 
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