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ABSTRACT 
This research aimed to identify the profile of street food vendors and the effort 

of the government of Malang city, Indonesia in empowering the street vendors to 
support Malang city as a UNESCO creative city of gastronomy. Data were collected 
through observation, interview, and documentation. The results showed that in 57 
villages of Malang city identified, 9314 street vendors sell 71 kinds of food. The food 
vendors are dominated by 24-35-year-old married males with low education. The high 
number of vendors and the various types of food sold certainly have bright prospects. 
However, the creativity of product creation, aesthetic, and quality remains very low. 
Malang government has been handling this informal sector intensively since 2014 by 
relocating the street food vendors to the designated area. There are currently nine 
street food centers; three of them are handled and guided by the local government. 
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1 INTRODUCTION 
Creative economy is a critical driver of economic development. (Richards 

2011)reports that creativity has been used to change a tradition into a greater 
culture. Furthermore, Vanolo (2013) states that creative economy is created to 
combine creativity, get knowledge, look for new idea and solution to the proper 
direction based on the potential and target. Indonesia has potential to develop 
the creative economy through culinary as one of the fifteen subsectors of the 
creative economy. Indonesia has an immense wealth of unique and various 
cultural sources. The 33 provinces in Indonesia have special traditional food 
withunique and diverse flavors. The target of culinary development in Indonesia 
for the period of 2015-2019 (Lazuardi and Triadi 2015) is creating a cultural, 
competitive, creative, dynamic and sustainable culinary industry as a firm basis to 
develop the creative economy. Indonesian society as a big nation should be 
aware that diversity of dishes becomes the uniqueness of gastronomy of 
Indonesia (Lazuardi and Triadi 2015). 

Supporting Malang city, East Java, Indonesia, to be a nominee of the 
creative city in the field of gastronomy by UNESCO is a proper action since 
Malang has high potential in culinary. The local dish of a particular area becomes 
a valuable tool to promoteits culture, and thus it can catch the foreign tourist’s 
attention (Gyimóthy, Rassing, and Wanhill 2000; Joppe, Martin, and Waalen 
2001; Kastenholz, Davis, and Paul 1999). This idea is supported by Sormaz et al. 
(2016) stating that Gastronomy Tourism has quickly escalated and has the 
attraction of tourism destination in the last recent years. The marketing 
opportunity for gastronomy tour is the reflection of daily lifestyle, religious belief, 
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habits, tradition, and customs. Shenoy (2005) and Kivela and Crotts (2006) even 
state that gastronomy today is seen as the determining factor in catching the 
tourist’s attention when they choose their travel destination. Gastronomy tourism 
can be the alternative of special tourism type, and the environment can support 
this goal as well. This in line with (Björk and Kauppinen-Räisänen 2016), stating 
that in general, tourists seek information about the uniqueness of local food 
before they decide to travel to a certain place; culinary tours are dominated by 
female tourists (Robinson and Getz 2014). The local food they eat and bring back 
as a gift has an impact on their travel satisfaction. Meler and Cerovic (2003) 
further pointed out that culinary tourism has a potential importance in national 
economic development. Nevertheless, some attributes need to be considered in 
the development of tourism, which should be based on the requirements and 
tastes of tourists including culinary products and services(Henderson 2017). In 
the resort town of Victoria Falls in Zimbabwe, for instance, hotel foods dominated 
the tourist market in 2012. However, in the past three years, fast food restaurants 
have eaten up the competition, and thus hotels almost lost their market share 
(Mkono 2012). The demand of Indonesian society for local street foods are ever-
increasing. In fact, street vendors that often promote local food characteristics 
also have the opportunity to attract the attention of local and foreign tourists. 

Data of Association of Indonesian Hotel and Restaurant (PHRI) of Malang 
shows that in 2015, there are 975 culinary businesses like cafés and restaurants, 
and street food vendorsare abundant. However, there is no accurate data related 
to the condition and potential of street food vendors especially in Malang city, 
East Java, Indonesia. Based on the analysis of Regional Tax from Income 
Department of Malang city, in 2014, the Original Regional Income of Malang is 
mostly from culinary business and the second one is from the hospitality 
industry(BPS 2014).  

The criteria to be designated as a UNESCO City of Gastronomy are: 1) 
well-developed culinary traditions representing the characteristics of the 
city/region, 2) thriving culinary community and traditional restaurants, 3) use of 
locally-sourced ingredients in traditional cooking, 4) knowledge of the local 
community about traditional cooking techniques and culinary practices that have 
survived in technological and industrial advances, 5) availability of traditional 
markets and traditional food industry, 6) tradition of organising culinary festivals, 
awards, contests, and other promotional activities, 7) environmental conservation 
efforts and sustainable use of local products, 8) efforts to nurture public 
appreciation, promotion of good nutrition in educational institutions, and efforts to 
conserve the diversity in natural resources integrated in cooking school 
curriculum (UNESCO 2017). According to Rahmawaty and Maharani (2014), a 
creative city should create sound infrastructure and sufficient public space to 
enable people to interact comfortably and explore their talent and potential. 
Based on such requirement, the food sold by the street vendors has potential to 
contribute to creating Malang as a creative city of gastronomy and becomes 
promising tourism. One characteristic of traditional food sold by the street 
vendors is the main compositions which are bought from the traditional market 
and cooked traditionally (Almerico 2014). De Chabert-Rios and Deale (2016), 
through their research in the USA, stated that food consumers have an 
understanding that local foods are safer and healthier for consumption. Finding 
Indonesian food sold by a street vendor is very easily such as pecelblitar, 
sotolamongan, tahucampur, sate madura, and so forth. This phenomenon is 
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interesting to observe since the people have accepted traditional food nationally 
even globally like rendang–a specialfood of Padang–which is now in the first rank 
of World’s 50 best Foods according to CNN (Cheung 2017). In 2010, Chengdu, 
the city in Sichuan Province, China, won the creative city of UNESCO as the 
creative city of gastronomy. It is the first creative city of gastronomy in Asia since 
it has unique and traditional culinary culture that can explore the local potential 
and maintain the culture(Lazuardi and Triadi 2015). 

There are some common weaknesses of a street vendor. Any research 
explains that almost in all Asian countries, the street vendors do not have legal 
status (Fairman and Yapp 2004; Jensen and Peppard 2003). This is supported 
by Bebasa, Musa, and Dirawan (2016) explaining that the government tends not 
to give license and recognize the informal sector. Commonly, street vendors do 
not get attention from the government with a program of regulation or city 
management. One of the reasons is that street vendors are seen as a non-profit 
activity since they do not contribute to the local or national economy through tax 
(ILO 2014b; ILO 2014a). Lack of government’s support will have a negative 
impact on the conditions of this informal sector—and thus affect urban poor 
whose livelihood depends on street vending(Muinde and Kuria 2005). The 
informal economy is an important part of the city economy. Almost in a half of 
Colombia country, the work population relies on the informal economy to get 
income; in fact, almost a half of the citizens of Columbia work in this informal 
sector (Martínez, Short, and Estrada 2017). Another research reports that most of 
the urban people in India rely on the food (McKay et al. 2016). Many street 
vendors lack food safety awareness. Also, Cortese (2016) mentions that many 
street vendors in Brazil do not follow the standardized production process of food 
starting from material storing, cooking, distribution to serving. Poor sanitation and 
hygiene among street vendors result in serious microbial and chemical 
contamination in food. This condition is similar to the situation in Sinja, Sudan 
(Elneim 2013) in which 44.44% of 20 respondents of street vendors do not have 
the knowledge of food contamination. This phenomenon is the same with the 
condition in Vietnam as well. Samapundo et al. (2016) report that 95% of street 
vendors have not followed training or got food safety education, so they have 
poor understanding of food safety. This case gives impact to the selling behavior 
(52.5% of vendors do not cover their foodproducts from pollutants; 47.5% of them 
do not have clean water, 52.5% of them do not have a trash can. Such research 
results are in line with Moir (1981), Sasono and Rofi'ie (1988), Sethuraman 
(1981) and Omemu and Aderoju (2008) identifying that many street vendors have 
such problems and characteristics mentioned before. This condition also 
happens in some developing countries especially for not innovative food industry 
(Traitler, Coleman, and Burbidge 2016).  As has been stated by Van de Vrande 
et al. (2009) and supported by Lindegaard (2010), special for small and medium 
business including street vendor operating in traditional sector must struggle for 
innovation of their product by collaborating with the others and do not stop to look 
for new idea externally and internally. According to the food consumers in Kenya, 
the most important attributes in developing culinary-gastronomic tourism are the 
input, output, and process of food service (Obonyo, Ayieko, and Kambona 2012). 
Whitworth et al. (2017) states that problems arising from food such as food 
poisoning cause consumers to worry and tend to avoid consuming more. 
Consumers’ anxiety over the impact of the food leads to economic and social 
losses (Wright et al. 2013).  
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Referring to the condition of street vendors in Malang, the government and 
the related institutions should pay attention to the existence of street vendors that 
have potential to make Malang a creative city of gastronomy. The complete and 
accurate data on the presence and potential of food sold by the street vendors in 
Malang complement the data of culinary potential in Malang comprehensively as 
the tool to meet the requirements of UNESCO.  

2 METHOD 
This research aimed to 1) identify the profile of vendors and types of 

traditional food and beverages sold by street vendors in Malang city and 2) to 
investigate the effort of the government of Malang in empowering the street food 
vendors to make Malang a creative city of gastronomy by UNESCO. This 
descriptive research applied the qualitative approach. Direct observation and 
semi-structured interviews were done to collect data from the street food vendors 
in five districts and 57 villages in Malang since the five areas can portray the 
variation of terrestrial environment involving all research areas. An analysis to the 
documents of regional government and interviews to some committees of street 
vendor organizations and the leaders of street vendor communities were 
conducted to gain insight into the effort of Malang government in developing 
culinary through street vendors. The centers of street vendors are Sentra 
Sriwijaya, Sentra Night Market, Velodrom, Taman Kuliner Raya Sulfat, Pujasera 
Sentani, Food Counter, Pulosari Street Vendors, and Simpang Balapan Area.  

 
3 RESULTS AND DISCUSSION 

3.1 Identity of Street Vendors in Malang 

The research results uncover the identity of street vendors in five districts 
and 57 villages in Malang. The results of observation and the vendors’ identity 
form are presented in Table 1. 

 
Table 1: Identity of Respondents 

No Age Gender Number % 

Male Female 

1 15-24 1246 293 1539 16.52 

2 25-34 1842 487 2329 25.01 

3 35-44 1621 423 2044 21.95 

4 45-54 1726 367 2093 22.47 

5 55-above 902 407 1309 14.05 

Total 7337 1977 9314 100.00 

Last Education 

1 Elementary 
School 

1710 478 2188 23.50 

2 Junior High 
School 

4021 889 4910 52.71 

3 Senior High 
School 

1582 591 2173 23.33 

4 University 24 19 43 0.005 

Total 7337 1977 9314 100.00 
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Marital Status 

1 Married 6489 1349 7838 84.15 

2 Single 848 628 1476 15.85 

Total 7337 1977 9314 100.00 

 
Table 1 shows that the street vendors are dominated by males (79%), and 

the age is around 25 to 34 years old (25.01%). This concurs well with Moir (1981) 
stating that the majority of street vendors are in Indonesia and males dominate 
them. Previous studies also show that most street vendors in other countries are 
dominated by females such as in Guawahati Assam city, India (Choudhury et al. 
2011), Nairobi, Kenya (Muinde and Kuria 2005), Tainan, Taiwan (Chukuezi 2010; 
Sun, Wang, and Huang 2012), Ghana (Donkor et al. 2009; Mensah et al. 2002),  
Nigeria (Omemu and Aderoju 2008), and Bahia, Brazil (da Silva et al. 2014). In 
Peru, the street vendors in urban areas are 66.5% of the total of citizens, and 
they are dominated by females (71.3%) (INEI 2015). Such phenomena are contra 
with the condition of street vendors in Indonesia, especially in Malang. One of the 
causes is that the street vendors operate more at night starting from 6 p.m. up to 
12 a.m. in which the male ones are more flexible to be outside the house at night. 

The majority of vendors are junior high schoolgraduates (52.71%). 
Regarding marriage status, 84.15% of vendors have got married. This case 
shows that the street vendors mostly are in their productive age and have a role 
as the head of the family, and hence their reliance on income in selling food. 
Such condition is similar to the situation in Nigeria where street vending is a 
standout activity done independently the society having the characteristic of low 
socio-economy and education (Roever 2014). The research results of Muinde 
and Kuria (2005) in Nairobi, Kenya report that more than 35% of street vendors 
categorized as 20-25 years old and 60% of them are male. The vendors with 
primary school background are 36.3% and only 1.3% of them who graduated 
from middle school and high education. Mitullah (2004) explains that the growth 
of street vending as the main livelihood is commonly from poor citizens and they 
are women, youngers and migrants. This statement is supported by Sulistio 
(2013) stating that the reasons for people taking street vendor as their profession 
are life survival factor, the lack of capital to take formal sector of business, 
fulfilling the need for children’s education fee, the difficulty in finding job, the 
difficulty of bureaucracy and just temporary job. Such conditions influence the 
vendors’ creativity to make innovation and develop their products. 

3.2 The Number and Variety of Food Sold by Street Vendors in Malang  

The observation results of the number and type of food sold by street 
vendors in five districts and 57 villages in Malang are presented in Table 2 and 3. 
 

Table 2. Recapitulation of the Number and Type of Food Sold by Street Vendors 
in Malang 

Food Type Kedung 
Kandang 

Klojen Lowok 
Waru 

Sukun Blimbing Total 

Main course 727 1133 643 268 402 3173 

One dish meal 1009 1246 652 458 523 3888 

Snack 575 548 618 470 474 2685 

Beverage 164 205 188 189 215 961 

Number 2475 3132 2101 1385 1614 10707 
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Table 3. Recapitulation Based on the Food Groups Mostly Sold by the 
Street Vendors in Malang 

Food Group Food Name Kedung 
Kandang 

Klojen Lowok 
Waru 

Sukun Blimbing Total 

Main course Ayam Lalapan 210 222 133 70 82 717 

One dish meal Bakso 132 129 97 84 83 525 

Snack Sempol 90 59 64 51 38 302 

Beverage Es campur 20 20 34 22 15 111 

 
Based on Table 2 and 3, the number of food group sold by the street 

vendors in Malang is 10707 foods sold by 9314 vendors.  The food group is 
dominated by one dish meal (3888). The main course is dominated by 
ayamlalapan (717 vendors). One dish meal is dominated by bakso of Malang 
(525 vendors) known as the favorite culinary of Malang, East Java. Snack is 
dominated by sempol(302 vendors). The beverage type is dominated by 
escampur (111 vendors). Besides such foods, there are many other traditional 
foods sold by the street vendors by using any types and models of selling place. 
The food types mostly sold based on their group are presented in Figure 1 to 4. 

 
 

 

Figure 1. Nasi ayamlalapan. It is rice served with fried chicken and other 
side dishes such as catfish, eel, tempe, and tofu. It is added with sambal (hot 
sauce) and served with lalapan, which is fresh vegetable salad consisting of 
cucumber, cabbage, basil, and long bean. The vendors of nasiayamlalapan 
commonly open their stalls at night. 
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Figure 2. Bakso (meatball soup) of Malang. A typical bakso in Malang 
consists of meatball, dumpling, tofu, noodle, and fried wonton. It is served with 

side condiments such as fried onions, leeks, sauce, and chilli. Bakso is the most 
popular dish in Malang sold in the morning up to the night. 

 

 

Figure 3. Sempol. It is a snack made of chicken, wheat flour, tapioca flour, 
oyster sauce and it is stabbed with a skewer, bowled, and then fried. Sempol is 
usually eaten with tomato or nut sauce. It is usually sold by travelling vendors 

using motorcycles, but some vendors are stationing themselves in one place. It 
mostly can be found near schools and campuses. 

 

 

Figure 4. Es campur. It is Indonesian cold beverage consisting of fresh 
fruits, grass jelly, syrup, and condensed milk. The vendors sell es campur at 

noon until late afternoon using a cart. 
Based on the observation and interview with some street vendors, they get 

satisfying visitors and profits. This case is experienced mainly by the vendors 
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selling at night, and their location is in the center of street vendors. The research 
of Nielsen (2016) finds that in 63 countries, 48% of the population has a habit of 
eating out. Aguilera (2017) also explains that eating out has become a popular 
option among modern food consumers. This statement is supported by Fellows 
and Hilmi and Fellows (2011) mentioning that over the world, it is assumed that 
around 2.5 billion people consume food in the street every day. Besides, the 
street food selling supports the livelihood of the million poor people in the urban 
areas and contributes much to the economy of the developing country. The food 
safety of the street food is not the primary concern up to now (FAO 2013; Muinde 
and Kuria 2005; Rheinländer et al. 2008). 

If we see the number of street food vendors in Malang, this phenomenon is 
potential enough to support Malang to be a creative city of gastronomy although 
nowadays, there are many foreign foods sold by the street vendors such as 
kebab of Turkey, burger, hot dog, and so forth. However, traditional food still 
dominates and occupies the first rank as the food mainly sold by the street 
vendors in Malang. The main materials used are from local areas and bought in 
the traditional market. This case is in line with the requirement of UNESCO 
stating that an area that wants to propose as a creative city of gastronomy must 
fulfill some requirements, for example 1) the development of culinary 
representing the characteristic of city, 2) the development of traditional culinary 
community, 3) using local material, and 4) the availability of traditional market. 

However, many street vendors are less creative. Based on the research 
reported by Rhodes (1961) and supported by Taylor (1988), creative includes 
primary fields, i.e. creative people, creative process,creative product, and 4) 
creative environment. Moreover, Hagadone and Grala (2012) explain that the 
ones included in the creative culinary industry should have the uniqueness of 
their product. They have to have proper development in creating innovations 
indicated by the creation of new products and eye-creative packing. In other 
words, not all activities related to food and beverage are included in the creative 
culinary industry. 

This statement is supported by Focus Group Discussion of culinary sub-
sector, the Ministry of Tourism and Creative Economy (May-June 2014) stating 
that culinary sub-sector of Indonesian creative economy is “the activity of 
preparation, cooking, serving the product of food and beverage becoming the 
element of creativity, aesthetic, tradition and local wisdom as the most important 
element in increasing the flavor and product value to catch the consumer’s 
interest and give experience to the consumers”. 

Street food industry like street food vendor has a major role in the 
developing country to fulfil the demand of urban citizens (Latham 1979). The 
street food feeds million people every day with any cheap and accessible foods. 
This phenomenon is supported by the statement of Njaya (2014) and Cross 
(2000). In their journal, they mention that although the street food vendors are 
illegal, they significantly help to reduce the jobless, increase the vendors’ income 
and provide the original, cheap and various foods for the urban citizens. Thereby, 
the government should be aware of the importance of the existence of the street 
vendors for the society by guiding and involving many competent elements and 
providing the available infrastructure. 

The effort of Malang government in handling the street vendors refers to 
the Regional Rules of Malang Number 15, 2013; they are giving business license 
to street vendors,providing business places, empowering vendors, and imposing 
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sanctions against street vendors in the form of oral or written reprimand.The 
business areas for street food vendors have also been provided by the 
government; the designated areas are mostly in public places, except markets 
and terminals. Nowadays, Malang has nine centers of street traditional food 
vendors spread over Malang city. Three of them are provided by the Regional 
Government of Malang. 1) Sentra Night Market started on 24th of November 
2014; the number of kiosks especially selling any kinds of traditional foods and 
beverages is 89. 2) Sentra Sriwijaya was built by the Regional Government of 
Malang city in 2014. There are 24 kiosks selling traditional foods for 24 hours 
every day. This place is complemented with adequate facilities and 
infrastructures including clean water and washstand provided without charge. 
The vendors only pay the retribution every month and must keep the cleanness 
of the environment and food they are selling. 3) Velodrome culinary centerwas 
built 15 years ago. This culinary center is open every Sunday and sells a hundred 
kinds of foods and beverages and has a community of shopping tourism vendors 
of velodrome monument of Malang city and there are always many visitors from 
Malang city and around coming to this place. The condition of the three centers of 
street food vendors is better than the ones managed by the society 
independently.   

Based on the result of an interview with the head of Street Vendor 
Association of Malang in the half of 2017, there will be a center of street vendor 
namely “Senggol Market” in Sutan Syahrir Street of Malang city. In the next three 
years, another center will be built representing five areas of Malang city. 
However, it seems that this program has not been sufficient for street vendors to 
achieve a favorable and competitive position. Thus more determined and 
sustained efforts should be initiated by all related stakeholders, e.g. by learning 
from other cities’ success in developing street vendors as an attractive tourist 
destination.For example, Bandung has "Bandung Culinary Club", a program that 
focuses on entrepreneurship coaching for street vendors and food lovers. This 
club provides excellent non-formal culinary education and training. It gives impact 
to improve the quality of food and offers innovation to the marketing model of 
street vendors like “food truck” and so forth (Kariodimedjo and Maharani 2014). 
Singapore is also one example of a country with the best Street Food in the 
world. Although the foods are served on the “street”, the taste, aesthetic and the 
cleanness are well maintained (Lazuardi and Triadi 2015). Moreover, the 
development of communication and information technology, as well as social 
media, have grown rapidly to support the exploration and promotion of ideas for 
innovation in food production (Henderson 2017).  

 
4 CONCLUSION 

The research results show that the street vendors in Malang are potential 
enough. There are 9314 street vendors spread over Malang city, East Java. From 
that number of street vendors, only 71 types of traditional food sold and handled 
by male vendors in productive age. Nowadays, Malang city has three centers of 
street vendors guided by the Malang government. For the next three years, 
besides the street vendors managed independently by the society, Malang 
government will have five centers of street food vendor located in five areas 
which are accessible to the closest society. This case can be concluded that 
although the street food vendors in Malang is potential enough in terms of 
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number to support Malang as a creative city of gastronomy, the vendors’ 
creativity to develop their products regarding the safety, aesthetic and serving of 
the food is still low. 
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