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1. INTRODUCTION 
The phenomenon of increasing the use of social media as a means in digital marketing, especially in the culinary sector, has become an inevitable trend. Use of social media platforms such as Instagram, Facebook, and TikTok not only as a medium of communication, but as an active medium in shaping brand awareness, and increase consumer loyalty. Studies from Leni et al. (2022); Love & Promise (2018) Examining this phenomenon by analyzing changes in consumer behavior who access a lot of information through digital devices and the development of technology that supports the use of social media in building brand awareness and customer loyalty. Next Hardini et al. (2023); Susanti & Soebiantoro (2024) Adding with the results of analysis how to design interactive content and direct interaction with consumers through social media, along with implementing paid or unpaid promotional strategies that are key factors for the success of a business in the modern culinary aspect.
	Previous research has shown the effectiveness of the use of social media in the culinary business. More specific studies conducted by Stuart & Rashid (2025) that analyzes the effectiveness in the use of the feature Instagram like Stories, Reelsand Feed with a quantitative approach to increasing brand awareness and customer loyalty. Research in Facebook and Instagram shows that choosing the right type of content can be very influential on the effectiveness of the promotion. Research by (Setiawan and Taufiq 2025) also conduct an analysis of the role of the platform TikTok with authentic and engaging content that can significantly influence purchasing decision-making, especially for younger generations using the case study and survey approach. 
In the implementation of culinary digital marketing, Manah & Yudhawasthi (2024) Analyze the differences in the effectiveness of digital culinary marketing using paid advertising such as Instagram Ads and Facebook Ads that can reach a wider and more specific target market, as opposed to unpaid marketing that relies on word of mouth, combining the analysis of advertising data and consumer behavior. However, from some of these studies, there has been no related research that analyzes the feasibility of the culinary business from an overall point of view, especially those that combine financial, technical & operational, human resources, market, and legality analysis.
This research focuses on Amplang's business in Samarinda, East Kalimantan. The venture has been running for several years with traditional production systems and marketing through direct sales as well as informal digital (WhatsApp dan word of mouth). The current business condition displays market potential and good product quality, but still faces challenges in terms of efficiency and business development (Hartanto Ismail and Rahmat 2023).
2. LITERATURE REVIEW 
A feasibility study is a thorough evaluation that aims to assess whether or not a venture is feasible to carry out (Johan 2011)A business feasibility study is an evaluation of a business plan that not only considers whether a business is feasible to establish, but also how the business will run regularly with the goal of achieving what is targeted without any set time limit (Riantisari, Nurrokhmini, and Tamtama 2024). The feasibility of a business can be assessed from several perspectives. From each aspect, namely; Market, financial, technical & operational, human resources, and legality aspects must meet certain standards to be considered feasible, but assessment decision-making does not depend on just one aspect, it requires an evaluation of business feasibility based on all interrelated aspects. The feasibility of a business indicates that the business carried out will provide financial and non-financial benefits according to the initial desired goal. The definition of success is to provide benefits to the company that is already running, but also to investors, creditors, governments, and the general public (Riantisari et al. 2024).
Marketing activities that utilize digital technology and the internet as the main medium in conveying messages and product promotions to consumers are commonly called digital marketing. According to Rifaldi et al. (2024) The goal of digital marketing is to increase targeted sales and understand customer profiles and customer behavior through media such as websites, emails, social media, and databases. Digital marketing not only increases sales but also provides an opportunity to understand customer behavior through data obtained from online interactions (Rahmidilla et al. 2024). Today, digital marketing is an important strategy to achieve efficiency and effectiveness in product marketing, especially for small and medium-sized businesses that want to expand their market reach at an affordable cost. This can be applied to amplang businesses by building creative marketing content so that they can compete in the local and international markets.
Digital marketing can be interpreted as a marketing effort where messages are conveyed through media that rely on digital technology. However, until now, the internet has become the most significant means of digital technology (Bird 2007). Digital marketing is chosen by many people as a business improvement strategy because it is low and efficient, and can be accessed by anyone and anywhere as long as it is connected to the internet (Arumsari, Lailyah, and Rahayu 2022). Business actors will more easily get information about the state of the market and can communicate easily with relationships to increase networks anywhere with the ease of internet technology. In the context of a snack business such as amplang, marketing strategies need to think about aspects of product innovation, quality differentiation, and the use of conventional and digital channels in order to be able to compete in the local or international market (Safitri et al. 2024; Sanjaya, Abdusysyahid, and Ningsih 2025). This approach includes market segmentation, the positioning of amplang food products as typical regional souvenirs, and an emphasis on halal certification and guaranteed quality.
Previous research has examined the aspects of market opportunities and business feasibility of fish processing businesses that become snacks, namely amplang as a typical food product that has great potential in the local or international market. Research conducted by (Setiawati 2018) stating that the market demand for amplang products is quite stable and there is an opportunity to develop significant production capacity. A business feasibility study based on various financial indicators such as NPV (Net Present Value), IRR (Internal Rate of Return), and Payback Period which shows that the amplang business is feasible to continue and provides great profits (Putri et al., 2025). By improving performance in financial indicators, it will strengthen the overall financial health of the business and can increase business competitiveness (Asari and Solekah 2025).
Other research by (Arumsari et al. 2022) also highlighted the importance of using digital marketing aspects and communication strategies through social media in order to increase customer loyalty and market penetration for MSMEs. The survey results show that amplang consumers prefer products with consistent taste quality and have valid halal certifications, and make repeat purchases if there are attractive promotions and satisfactory service (Kusumaningrum et al., 2020). Compared to research by Putri et al. (2025) which focuses on financial feasibility methods that can be concluded that the business is feasible to run because it meets the investment feasibility criteria of the research method reviewed from the financial aspect. In our research, we emphasize the integration of digital marketing strategies combined with clear market segmentation and promotional approaches as a typical snack that is hygienic and halal. Meanwhile, our research combines market, financial, technical & operational, human resources, and legality aspects so as to provide a more comprehensive picture in the study of the business feasibility of the amplang business.
In addition, our research highlights the importance of the role of halal certification that can increase selling value so that it becomes a strategic added value in embracing the local consumer market which is majority Muslim. Therefore, amplang businesses that have received halal certification have higher competitiveness in the local market or in the national and international markets (Rahmidilla et al. 2024). In addition, the use of conventional media channels is more dominant and has not maximized the optimal use of digital marketing. It can be concluded that strengthening halal certification as well as improving digital marketing strategies is needed to expand market penetration.
	The research we conducted provides an involvement in the business feasibility study approach of amplang businesses that not only assesses financial and operational potential, but also by utilizing the use of digital marketing strategies and the management of halal certification legality as determinants of business success. Therefore, the amplang business has a strong foundation in facing the challenges of the modern market as well as opportunities to expand the market to the national and international levels. Another contribution is the preparation of a marketing strategy that focuses on segmenting the young to medium market that cares about the quality of the amplang and its safety, which is the main key to gaining long-term customer loyalty.
3. METHOD, DATA, AND ANALYSIS 
[bookmark: _Hlk212626197]This study uses the mixed method which combines qualitative and quantitative methods in a single study. Qualitative methods were used to analyze non-financial aspects such as management, marketing, production techniques, and operational conditions of the Sinar Baru amplang business descriptively with interviews and field observations (Candra Susanto et al. 2024; Hartanto Ismail and Rahmat 2023; Moeller, Creswell, and Saville 2016). The quantitative method is applied to the financial aspect by calculating investment metrics using NPV, IRR, Payback Period, and BEP on business financial data. This mixed method approach allows for a more complete and valid understanding of the feasibility of the business by integrating narrative data and numerical data to produce more reliable and comprehensive conclusions (Candra Susanto et al. 2024; Hartanto Ismail and Rahmat 2023; Moeller et al. 2016).
In the feasibility study of the Sinar Baru amplang business, there are several investment formulas used and explained as follows:
Net Present Value (NPV) is one of the investment analysis tools used to assess the feasibility of a project by calculating the difference between the present value of the cash flow and the present value of the initial investment (Pusvita 2024).
The concept of NPV is based on the principle of the time value of money (time value of money) which states that the money received today has a higher value than the money received in the future because it can be reinvested (Pusvita 2024).
In the context of culinary businesses such as amplang Sinar Baru, NPV calculation is used to find out whether a project can generate profits after taking into account capital costs, production costs, and revenue from sales. If the NPV is positive, it means that the effort provides additional value (value creation) to the invested capital, so that it is feasible to run (Pusvita 2024).
Formula:

Information:
CFt 	= net cash flow in year t
r	= discount rate or cost of capital
I0	= initial investment
n	= project life
The interpretation is that if the NPV value is greater than zero (NPV > 0), then the business is declared viable because it generates a net profit after taking into account the cost of capital. Conversely, if the NPV is negative (NPV < 0), then the venture is considered unfeasible because the cash flow value received is not able to cover the initial investment.
Internal Rate of Return (IRR) is an indicator used to measure the rate of return internal of a business project (Asmarawati and Ginting 2024). IRR indicates the discount rate where the NPV value is equal to zero. Thus, the IRR describes the level of investment efficiency and becomes the main reference for investors in assessing whether the project is feasible to proceed or not.
In culinary businesses such as the Sinar Baru amplang, IRR is used to find out how much return on capital is obtained from production and sales activities. If the IRR is greater than the applicable capital cost or interest rate, then the project is declared efficient and profitable (Oey and Juliana 2022). 
Formula:

Information:
 R1, R2		= two discount levels that result in positive and negative NPVs
NPV1, NPV2	= NPV value at each discount level
	The interpretation is that if the value of IRR is greater than the cost of capital, then the business is declared viable because the rate of return on investment exceeds the cost incurred to obtain the capital. Conversely, if the IRR is smaller than the cost of capital, then the venture is considered unfeasible because the rate of return is not enough to cover the cost of capital used.
Payback Period (PP) used to determine the period of time required for the initial investment to be returned through net cash flow. This method is widely used in small-medium scale culinary businesses because it is simple and easy to understand, and is able to describe business liquidity risks (Pusvita 2024). 
In the context of the Sinar Baru amplang business, Payback Period (PP) Help business owners determine the speed of return on capital spent to purchase equipment, raw materials, and initial promotional costs. The shorter the payback period, the faster the capital can be recovered and the less financial risk the investor bears (Pusvita 2024).
Formula:

The interpretation is that if the payback period (PP) is shorter than the business life, then the investment is considered feasible.
Break-Even Point (BEP) is a break-even point where total revenue is equal to total costs incurred (Brastoro 2020). BEP analysis is important for culinary business actors because it helps in determining the minimum number of products that must be sold or the turnover that must be achieved so as not to suffer losses (Taufik 2023).
In the Sinar Baru amplang business, BEP is used to determine the sales volume needed so that costs remain (fixed cost) and variable costs (variable cost) can be covered. By calculating BEP, business actors can realistically plan price strategies and sales targets (Brastoro 2020).
Formula:


Information:
FC	= fixed costs
VC	= variable cost per unit
P	= selling price per unit
The interpretation is that if the actual sales are greater than the value of BEP, then the business is declared profitable, because the income obtained is able to cover all fixed costs and variable costs, and even generate profits. On the other hand, if the actual sales are smaller than the BEP, then the business is considered a loss, because the income received is not enough to cover all operational costs that have been incurred.
Research data was collected through in-depth interviews (interview) with the owners and employees of the Amplang business to obtain in-depth information on management, marketing, and technical aspects of production. Interviews are conducted in a structured manner and recorded to ensure data accuracy (Hartanto Ismail and Rahmat 2023; Sekaran and Bougie 2016). In addition, direct observation is carried out at the production site to document the production process of amplang from raw materials to packaging, as well as observation of the condition of the production site and its supporting facilities (Putri and Murhayati 2022).
4. RESULT AND DISCUSSION 
The production of amplang of Sinar Baru still uses the traditional method with a production capacity of 10-20 kg each time the production is carried out in a rented house as well as being the residence of the business owner. The production process includes the extraction of fresh fish, flour, eggs, and spices, dough formation, frying in hot oil, and packaging using machines hand sealer. The availability of fish raw materials is supported by subscription suppliers who help maintain price stability and raw material quality. The production house has a simple division of areas for frying, printing, and packaging, but the production equipment is partially in need of updates to support product efficiency and quality (Bambang and Nur 2009).
This business targets the young to medium consumer market who care about the quality, taste, and halal certification of products. Consumer surveys show that there is loyalty and repeat purchases, the majority of which are made directly through the owner, both offline and via WhatsApp and influence word of mouth (WOM). Consumers appreciate the quality of distinctive tastes, the safety of halal-certified products, and BPOM so as to increase trust and potential for wider product recommendations (Hn & Solekah 2024).
Marketing strategies rely on social media and discounts as drivers of repeat purchases. However, similar business competition with a more digitally aggressive marketing system is a major challenge. Therefore, the development of more professional online marketing and distribution channels needs to be considered to expand market share. The products are positioned as high-quality typical souvenirs with attractive and halal packaging, so they have the potential for stable demand in the regional snack market where production and distribution are relatively concentrated (Nurul Beauty et al. 2023).
The production process is carried out traditionally and carried out manually with simple equipment such as an 84 cm diameter pan, gas stove, and machine hand sealer. Each production costs around IDR 5,883,500 and produces 10-20 kg of amplang, depending on the fluctuation factor of raw material prices. The process includes the preparation of fresh raw materials, mixing, forming, frying by controlling the oil temperature, slicing, cooling, and packaging with simple SOPs (Company Operational Standards) that are simple but consistent so that the product is always of high quality (Bambang and Nur 2009).
To ensure the availability of raw materials and the continuity of production, the owner plans a long-term cooperation strategy with suppliers and the management of limited stock. However, it is necessary to update production equipment and facilities as a priority so that efficiency increases and the risk of quality decline can be minimized. Production is carried out in rental homes, which provides the advantage of flexibility but limits the expansion of production capacity (Melani et al. 2024).
The operational team consists of business owners as decision-makers and two production employees who are in charge from the dough making process to packaging. All major functions such as production, quality assurance, marketing, finance, and logistics are still running simply and manually. The owner also acts as the main marketing officer, managing promotional strategies and direct sales (Hn & Solekah 2024).
The organizational structure is relatively flat and flexible, allowing for quick communication but potentially limiting the development of professionalism and structured management if the business grows larger. The financial system still uses manual recording so it is recommended to use a simple accounting system to improve financial management and analysis (Hn & Solekah 2024).
The company has already a Business Identification Number (NIB) through the OSS system and a valid PIRT distribution permit as the basic legality of micro businesses. Amplang products also have halal certificates from BPJPH, which is a competitive advantage in the consumer market who are increasingly concerned about halal assurance and food safety (Pusvita 2024).
However, businesses have not yet developed trademarks that are at risk of claims or imitation of products by competitors. It is recommended to register the trademark immediately to protect intellectual property rights. Environmental management with the ISO 14001 lite approach has begun to be carried out through the separation of organic and inorganic waste and energy efficiency, for example the reduction of used cooking oil waste and the use of LED lights (Hn & Solekah 2024).
The development of mass legality such as BPOM MD licensing needs to be prepared if production capacity or distribution network is expanded. These steps are important for businesses to meet stricter regulatory standards and open up opportunities for wider access to capital and partnerships (Hn & Solekah 2024).
Before the feasibility analysis is carried out using financial indicators, the details of production costs are first prepared consisting of fixed costs and variable costs. The preparation of this table aims to provide a clearer picture of the structure of business expenses in each production period. Fixed costs include expenses that remain unchanged even if the amount of production differs, such as venue rental costs, and equipment depreciation.
[image: ]Tabel 1. Fixed Cost Amplang Sinar Baru

Meanwhile, variable costs include the cost of raw materials, gas, cooking oil, and packaging that changes according to production volume.
The financial analysis shows an initial investment of IDR 5,000,000 with an average production cost of IDR 5,883,500 per production which produces 10-20 kg of amplang. The main purpose of this analysis is to assess whether Ampang Sinar Baru's business is financially feasible and profitable to run in the medium term (5 years). The assessment is carried out using four main indicators, namely Net Present Value (NPV), Internal Rate of Return (IRR), Payback Period (PP), dan Break-Even Point (BEP). These four indicators complement each other in providing an overview of potential profits, return on capital, and the level of financial efficiency of the business (Hn & Solekah 2024; Lorenzo 2024).
[image: ]Tabel 2. Variable Cost Amplang Sinar Baru

Net Present Value (NPV)
Known:
CFt 	= IDR 24,000,000
r	= 10%
I0	= IDR 5,000,000
n	= 5 years
Calculation PV
Year 1:
 = Rp21.818.182
Year 2:
 = Rp19.834.711

Year 3:
 = Rp18.031.556

Year 4:
 = Rp16.392.323

Year 5:
 = Rp14.902.112

The calculation results show NPV = IDR 90,978,884 – IDR 5,000,000 = IDR 85,978,884 (Positive). Because the NPV is > 0, the investment is feasible and has the potential to provide significant profits over the next 5 years. Research Lorenzo (2024) supported this result by stating that MSMEs with positive NPV tend to have stronger financial resilience to raw material fluctuations.
With Net Present Value (NPV) calculation table
Tabel 3. Calculation Net Present Value
	Year
	Cash Flow (CFt)
	Discount (10%)
	Value Now

	1
	IDR 24,000,000
	0,9091
	IDR 21,818,182

	2
	IDR 24,000,000
	0,8264
	IDR 19,834,711

	3
	IDR 24,000,000
	0,7513
	IDR 18,031,556

	4
	IDR 24,000,000
	0,6830
	IDR 16,392,323

	5
	IDR 24,000,000
	0,6209
	IDR14.902.112

	Total HP (∑)
	IDR 90,978,884



Internal Rate of Return (IRR)
IRR is calculated as a discount rate that makes NPV = 0.
Known:
I0 	= IDR 5,000,000
CF 	= IDR 24,000,000
Business age = 5 years
r1 = 400%, NPV1 = 998.080
r2 = 500%, NPV2 = -200.617




The calculation results show that IRR = 483.25%, well above the 10% discount rate. This business has a very high rate of return on investment and is very feasible to run.
Internal Rate of Return (IRR) calculation table with an interest rate of 400%
Tabel 4. Calculation Internal Rate of Return (IRR) 400%
	Year
	Cash Flow (CFt)
	Discount (400%)
	Current Value (Rp)

	1
	IDR 24,000,000
	0,20000
	4.800.000

	2
	IDR 24,000,000
	0,04000
	960.000

	3
	IDR 24,000,000
	0.00800
	192.000

	4
	IDR 24,000,000
	0,00160
	38.400

	5
	IDR 24,000,000
	0,00032
	7.680

	Total PV
	5.998.080



NPV (400%) = Total Present Value – Total Investment
= IDR 5,998,080 – IDR 5,000,000
= IDR 998.080

Internal Rate of Return (IRR) calculation table with an interest rate of 500%
Tabel 5. Calculation Internal Rate of Return (IRR) 500%
	Year
	Cash Flow (CFt)
	Discount (500%)
	Current Value (Rp)

	1
	IDR 24,000,000
	0,1666667
	4.000.000

	2
	IDR 24,000,000
	0,0277778
	666.667

	3
	IDR 24,000,000
	0.0046296
	111.111

	4
	IDR 24,000,000
	0,0007716
	18.519

	5
	IDR 24,000,000
	0,0001286
	3.086

	Total HP
	4.799.383



NPV (500%) = Total Present Value – Total Investment
= IDR 4,799,383 – IDR 5,000,000
= -Rp200.617

Payback Period (PP)
Known:
Initial investment 	= IDR 5,000,000
Net profit per month 	= IDR 2,000,000

The calculation results show that PP = 2.5 months, where capital returns in less than 3 months, which is very fast for micro business scale. These findings are in line with Melani et al. (2024) in journals Dynamic Management Journal, which states that micro enterprises with a return period of less than 6 months have a very low investment risk profile.

Break-Even Point (BEP)
Known:
FC 	= IDR 3,763,281.45
VC 	= IDR 8,362.85
P 	= IDR 20,000
BEP in Unit



So the BEP of business unit is 323.39 rounded up to 324 packages.
BEP in Rupiah



So the rupiah BEP of business is IDR 6,467,230.54 rounded up to IDR 6,467,000. 
The calculation results show BEPUnit = 324 packs, and BEPrupiah = IDR 6,467,000, thus the business has reached a break-even point in sales of 324 packages per period. This means that production above this amount generates a net profit. These results are supported by Samanta et al. (2023) in journals East Asian Journal of Multidisciplinary Research (EAJMR) which explains that BEP is important for profit margin planning and production cost control in home businesses.
A good financial management strategy needs to be optimized with electronic financial recording and long-term financial planning. Projected cash flow and risk management of raw material prices are necessary to maintain business stability in market fluctuations. (Kesumanegara, Ogari, and Pusvita 2024).

Comparison with Previous Research
The results business feasibility study show strong financial indicators, with an NPV of IDR 85,978,884, an IRR of 483%, a short PP of about 2.5 months, and a realistic BEP. These findings are consistent with Haqiqiansyah et al. (2022) who reported a positive NPV, IRR of 40%, and a PP of 2.9 years in a similar amplang business in Kalimantan. This financial feasibility strengthens the assumption that amplang is a profitable business if managed properly.
In addition, brevity Payback Period (PP) also affirms good business liquidity. Melani et al. (2024) revealed that micro businesses with a Payback Period (PP) of less than 6 months have low investment risk and good growth potential. However, it is different from the findings Hn & Solekah (2024) which identifies efficiency and legality issues in the traditional amplang business obtains a competitive advantage from halal certificates and complete PIRT permits, facilitating market penetration.
This difference is due to the modernization of business management in Amplang Sinar Baru, while many MSMEs are still limited to traditional processing and incomplete licensing. The simple digital marketing strategy that has been used, although not optimal, also opens up wider opportunities than national research which mostly notes conventional marketing constraints (Rahmawati et al. 2023; Sabahannur and Rasyid 2023).
The main difference lies in the level of technology adoption and human resources (HR). Even though Sinar Baru is still on a micro scale, it has started to integrate digital marketing through WhatsApp and Word of Mouth (WOM), in contrast to MSMEs that still rely on traditional methods that have limited reach (Rifaldi et al. 2024).
Geographical conditions affect the difference in results, the business location in Samarinda faces the challenge of local competition that is different from large production centers such as Pamekasan or Sumenep, which are already more advanced in terms of distribution and marketing. Variations in production management and resource utilization contribute to differences in cost efficiency and final product quality, as Aldi Anjayani et al. (2023) Find out about the close relationship between efficient production and profitability of the amplang business.
Legality has become an important differentiating factor. Many MSMEs face licensing and certification issues, while Amplang Sinar Baru already has halal certificates and PIRT permits, making it better prepared to face the domestic and export markets (Kusumaningrum et al. 2024). This factor affects consumer confidence and access to a wider market segment.
External factors such as increasing consumer awareness of halal products and marketing digitalization in the post-pandemic era strengthen the success of more adaptive and modern businesses in managing them (Nurul Beauty et al. 2023). This difference shows that internal innovation and response to market trends greatly determine the performance of the amplang business.

Practical Implications
The results of this research show that amplang business management that is integrated between raw material quality, taste consistency, and digital marketing, even though it is simple, can strengthen market position and customer loyalty (Arumsari et al. 2022). The promotional methods through WhatsApp and WOM that are currently used need to be continued and developed with more structured digital marketing such as e-commerce and the use of influencers to expand sales networks, including export opportunities.
The update of production equipment and the implementation of Standard Operating Procedures (SOPs) are very important to increase production efficiency and capacity to meet greater demand. HR (Human Resources) training, especially in the field of digital marketing and production management, has great potential to increase competitiveness and long-term business sustainability (Rifaldi et al. 2024).
Cooperation with raw material suppliers and technical assistance must be strengthened to ensure the stability of supply and quality of raw materials. Packaging standardization also plays a role in increasing the selling value of products in national and global markets. In addition, transparent and regular financial management will strengthen the business foundation and increase investment opportunities (Ariani et al. 2023). The application of digital technology adapted to the scale of the business can increase the effectiveness of marketing and business administration, while facilitating real-time performance monitoring as a capital for continuous improvement (Lorenzo 2024).

Policy Implications
The existence of Amplang Sinar Baru, which is fully licensed, illustrates the importance of government policy support, especially in facilitating halal certification and PIRT as an added value for micro and small businesses (Pusvita 2024). The government needs to provide access to digital marketing training and funding for the development of production equipment so that small businesses can adapt optimally to the modern market.
 that encourage environmentally friendly waste management in accordance with the ISO 14001 lite standard must be implemented immediately to ensure environmental sustainability while supporting the sustainability of long-term oriented businesses (Hn & Solekah 2024). Incentives for MSMEs that carry out responsible environmental management can be an additional motivation.
The policy of strengthening the collaboration network between MSMEs and strategic raw material suppliers will increase price stability and supply availability, which has a direct effect on production efficiency (Hn & Solekah 2024). Legal assistance for trademark protection is absolutely necessary so that MSMEs avoid counterfeiting practices and unfair competition (Pertiwi and Tarina 2023).  Policies that make it easier for business actors to access the market through digital platforms and marketplaces can open up greater business opportunities, especially for local products such as amplang that already have halal certificates and international quality standards.

Research Limitations
This research has several limitations, small scale businesses with simple digital marketing capabilities make the potential of online sales and exports not fully utilized (Kusumaningrum et al. 2024). The financial data used is still based on estimates and has not been officially audited, so the results of the analysis may be less accurate. This research was also only conducted in Samarinda, so the results cannot be representative of conditions in other areas. In addition, human resource factors, business management methods, and competitor analysis have not been discussed in depth (Arniyasa and Karmini 2023; Surahman et al. 2025). Brand protection and production waste management are also still limited and not in accordance with environmentally friendly standards (Hn & Solekah 2024; Pusvita 2024).

Advanced Research
Further research needs to be conducted to develop a more effective digital marketing strategy through the use of big data, SEO, and influencers to expand national and international markets (Rifaldi et al. 2024). Comparative studies between traditional and digital business models are important to find efficient and sustainable business patterns. Strengthening financial audits, human resource training, and waste management with ISO 14001 standards are also needed to increase competitiveness (Hn & Solekah 2024; Surahman et al. 2025; Tanjung and Husna 2025). Further research needs to be carried out as market dynamics, digital technology, and environmental sustainability demands continue to change rapidly. Without research-based innovation, amplang business actors risk falling behind in competition, losing operational efficiency, and failing to adapt to global market trends and green economy policies that are now the standard of modern industry.


5. CONCLUSION AND SUGGESTION 
Amplang Sinar Baru in Samarinda shows strong business feasibility, especially from the financial side with positive NPV, high IRR, a short payback period, and a realistic BEP. These indicators prove the business can provide fast and stable capital returns. Its competitive advantage is supported by halal certification and PIRT permits, adding consumer trust in quality and safety. However, challenges remain in production efficiency that still uses traditional methods, limited human resources, and manual financial management. To grow, the business must modernize production, improve HR capacity, and strengthen supplier partnerships. Government support in digital marketing training, licensing ease, and trademark protection will help micro business like Amplang Sinar Baru compete better. With innovation, better financial systems, and professional digital marketing through e-commerce and influencers, this business can expand nationally and internationally. Overall, the business has a solid foundation to grow sustainability if adapts to market trends and applies integrated management across financial, operational, and legal aspects. The sustainability and growth of the business is highly dependent on adapting to market and technological trends as well as optimal resource management to face the increasingly fierce competition in the snack industry.
This conclusion illustrates the importance of a holistic approach in business feasibility studies that not only assesses financial aspects but also technical, operational, marketing, human resources, and legality aspects in an integrated manner so that micro businesses can survive and thrive in the dynamic digital era.
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Cost

No. Description Sum Unit Price  Lifespan PerDay _ Per Month PerYear

1 Hand Sealer 20Cm 1 Pieces 500,000 5 Years 1,041.67 8,333.33 100,000
2 Hand Sealer 30 Cm 1 Pieces 600,000 5 Years 1,250.00 10,000.00 120,000
3 Stove 1 Pieces 550,000 7 Years 818.45 6,547.62 78,571
4 Wajan 84 Cm 2 Pieces 440,000 10 Years 458.33 3,666.67 44,000
5 Sodet 2 Pieces 96,000 3 Years 333.33 2,666.67 32,000
6 Strainer 42 Cm 2 Pieces 92,000 5Years 191.67 1,533.33 18,400
7 Washbasin 3 Pieces 105,000 5 Years 218.75 1,750.00 21,000
8 Cleaning Cloth 3 Pieces 45,000 3 Years 156.25 1,250.00 15,000

Total 4,468.45 35,747.62 428,971
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Cost

No  Raw Material Cost Sum Unit Price  Lifespan PerDay _ Per Month PerYear
1 Fish 25 Kg 70,000 1Day 1,750,000 14,000,000 168,000,000
2 Tapioca Flour 5 Kg 22,000 1Day 110,000 880,000 10,560,000
3 Chicken Eggs 9 Tray 70,000 1Day 630,000 5,040,000 60,480,000
4 Garlic 075 Kg 22,250 1Day 16,688 133,500 1,602,000
5 Sugar 025 Kg 8,500 1Day 2,125 17,000 204,000
6 Salt 0.5 Kg 5,000 1Day 2,500 20,000 240,000
7 Rose Oil Brand 10 Liter 9,500 1Day 95,000 760,000 9,120,000
8 Air Mineral 1 Liter 5,000 1Day 5,000 40,000 480,000
9 Packaging 20 gram 50  Pieces 1,400 1Day 70,000 560,000 6,720,000
10 Packaging 60 gram 100 Pieces 800 1Day 80,000 640,000 7,680,000
11 Packaging100 gram 80 Pieces 1,125 1Day 90,000 720,000 8,640,000
12 Gas Fuel 2 Cylinder 235,000 1Week 470,000 3,760,000 45,120,000
13 Production Workforce 2 People 150,000 1Day 300,000 2,400,000 28,800,000
14 Water and Electricity 500,000 1Month 62,500 500,000 6,000,000
15 Building 600,000 1Month 75,000 600,000 7,200,000
Total 3,758,813 30,070,500 360,846,000





