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MOTTO 

“If you started to be scared, you are not performing anymore” 
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CHAPTER I 

INTRODUCTION 

1.1 Background 

Since it first became infected at the end of December 2019 in Wuhan City, China, 

the Covid-19 virus has spread very quickly to almost all countries in the world, 

including Indonesia. According to Amani (2020), Indonesia is in 25th place out of 215 

countries that have been exposed to Coronavirus. Apart from having a serious impact 

on health, the Covid-19 pandemic has also weakened the national and international 

economy so it has had an impact on Indonesia's employment. As stated by the Ministry 

of Manpower (2020), there were 1.4 million workers throughout Indonesia who had 

been directly affected by the Covid-19 outbreak. 41,876 formal sector companies laid 

off their workforce of 1,052,216 people and there were 36,298 informal sector 

companies that laid off their workforce of 374,851 people. This resulted in the Open 

Unemployment Rate (TPT) which had a significant increase of 1.84 percent compared 

to August 2019. 
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Figure 1.1: Number and Rate of Open Unemployment in Indonesia 

The increase in the number of unemployment is of course a concern of the 

government to strengthen the national economy, one of which is by strengthening the 

MSME sector which is the backbone of the Indonesian economy (Handayani, 2014). 

The existence of MSMEs must be supported by various programs, both from the 

government and the private sectors, including in the culinary sector. According to the 

Rusiawan (2019), the culinary sub-sector needs special attention because it was the 

largest contributor to Indonesia's tourism and creative economy sector. However, this 

sector is one of the sectors that was most affected by Covid-19. Many culinary 

businesses in the world have been forced to temporarily close their businesses or even 

go bankrupt (Gading 2020). 
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According to Ezizwita and Trisukma (2021), despite the difficulties in the 

culinary business during the pandemic, this sector also has several opportunities. 

People's current consumption behavior is starting to switch to take away and delivery 

orders to minimize direct contact (online and non-cash transactions). Consumers are 

now paying much more attention to health, including in terms of choosing food, so new 

market segments are opened for food that is packaged hygienically or frozen food. This 

is an opportunity and challenge for the culinary business during a pandemic, including 

how to establish good relationships with new customers and retain loyal customers to 

win the competition with similar businesses. 

Based on these culinary business problems and opportunities, Roti Gembong 

Gedhe exists to provide Gembong bread that is always fresh, in good quality, and 

affordable so that it is popular among people from all walks of life. This business 

focuses on buying take-away and delivery orders to align with people's consumption 

patterns during the pandemic. In addition, the business concept is easily duplicated 

through partnerships, making this business grow quickly and can absorb a large number 

of workers. It is hoped that the existence of this business can help reduce 

unemployment in Indonesia so that it can increase the economic level and welfare of 

the people. 

1.2 Problem Formulation 

Based on the background explained in the previous section, several problems 

can be drawn as follows: 
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1. The increasing number of unemployment is a concern of the government to 

strengthen the economy, especially the MSME sector which is the backbone of 

the Indonesian economy. 

2. The culinary sub-sector is the biggest contributor to the tourism sector and 

Indonesia's creative economy but is one of the sectors most affected by 

Covid-19. 

3. The Covid-19 pandemic is an opportunity and a challenge for the culinary 

business, so it needs the right strategy to create a culinary business that survives 

and is sustainable. 

1.3 Objectives 

The purpose of making this business model is as follows: 

1. Building a business model to help reduce unemployment, especially in the post-

pandemic era. 

2. Creating a local culinary business that provides quality and appropriate 

products. 

3. Designing the right business strategy for a sustainable culinary business. 

1.4 Benefits 

The benefits of making this business design are as follows: 

1. This business design will be helpful to plan a business strategy in a systematic 

manner to reduce existing risks. 

2. This business design will help formulate a business that suits consumer needs 

and help improve the economy of the Indonesian people. 
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3. This business design can be a source of information and additional knowledge 

for further research related to the culinary business. 

1.5 Scope 

The scope discussed in writing the Roti Gembong Gedhe business model is limited in 

several scopes, as follows: 

1. The Design and the Final Report are limited to the Gembong Gedhe Roti 

business in April 2022 with a total of 148 Branches spread across DIY, Central 

Java, East Java, and West Java. 

2. The problem-solving in this report addresses issues with the highest priority 

scale in four management aspects. 
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CHAPTER II 

GENERAL PLAN OF BUSINESS IMPLEMENTATION 

2.1 Business Profile 

Roti Gembong Gedhe is an old school bread typical of Kutai Kartanegara which 

is usually eaten as a breakfast menu, at banquets for important guests, or served on 

royal holidays. According to the language, "gembong" comes from the Kutai language, 

meaning bulging, expanding, or bubbling. This word is appropriate to describe the 

shape of kingbong bread that the  top layer looks "bloated". This old school bread has a 

soft texture with a fragrant buttermilk aroma. At that time, Roti Gembong Gedhe was 

modified with various kinds of fillings so that it was favored by various groups of 

people. 

Due to its delicious taste at an affordable price, a student at the Islamic 

University of Indonesia, International Management Study Program named Rifawan 

Pradipta Kusuma brought the Roti Gembong Gedhe to Yogyakarta on July 15th, 2019, 

under the name of Roti Gembong Mokoh on Jalan Gejayan, Sleman, D.I. Yogyakarta. 

The product offered is soft kingpin bread with various flavors. The business concept 

from the start has focused on take-away and delivery orders with product designs that 

are easy to carry and outlets that do not provide dine-in facilities. In February 2020, 

when the Covid-19 virus was starting to be widely discussed in the media, Roti 

Gembong Mokoh took advantage of changes in people's consumption patterns which 

had shifted to being taken away and delivering orders (especially online purchases) by 
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opening a new outlet on Jalan Godean, Sleman, DI. Yogyakarta with a new brand, 

namely Roti Gembong Gedhe. The renewal of the brand aims to strengthen 

Yogyakarta's identity and make it easier for the public to remember, so that on July 15, 

2020, Roti Gembong Mokoh (Outlet 001) changed its name to Roti Gembong Gedhe. 

Quality products, affordable prices, and a business concept that is appropriate 

during a pandemic have made people's enthusiasm for Roti Gembong Gedhe increase 

rapidly. This attracted the attention of entrepreneurs who saw this business opportunity 

so a partnership system was formed so that the business could be duplicated in other 

cities with the same good quality and service standards. Currently, as of April 2022, 

Roti Gembong Gedhe has 148 partnerships across Java. 

2.1.1 Vision and Mission 

Vision: 

To make Roti Gembong Gedhe the Number 1 Roti Gembong Brand in Indonesia. 

Mission: 

1. To provide satisfaction to customers both walking guests and partnerships with a 

measurable and targeted system. 

2. To become a bakery company that is consistent and innovative to keep up with   

developments in the culinary market. 

3. To provide maximum satisfaction to customers by maintaining consistency in the 

quality of ingredients and taste. 
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2.1.2 Business Logo 

 

Figure 2.1: Logo of Roti Gembong Gedhe 

The Roti Gembong Gedhe logo consists of an image of the product, the 

inscription Brand Roti Gembong Gedhe, and the business tagline, namely "Unparalleled 

Enjoyment". The basic color of the logo was chosen based on color psychology 

according to Monica and Luzar (2011), the combination of red and orange is a flavor 

color that is often associated with food, because it has a psychological effect that can 

stimulate joy and appetite. 

2.1.3 Business Location 

In April 2022 Roti Gembong Gedhe has already had 148 outlets which are widely 

spread in DIY, Central Java, West Java, East Java, and the Greater Pantura. The outlet is 

a sales location as well as a production site with details of the location in Appendix 1. 

The location chosen by Roti Gembong Gedhe is based on the level of crowds, road 

access, and whether there are competitors in the area. 

Roti Gembong Gedhe also has 5 warehouses for storing raw materials and 

facilitating the distribution of raw materials and marketing attributes to outlets. The 

following is a list of Gembong Gedhe Warehouses: 
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1. Yogyakarta 

2. Subang 

3. Semarang 

4. Cilacap 

5. Nganjuk 

In addition, Roti Gembong Gedhe also has a head office on Jalan Tegal Mlati, 

Jombor Lor, Sleman, D.I. Yogyakarta for the coordination of management employees. 

2.2 VALUE PROPOSITION CANVAS (VPC) & BUSINESS MODEL CANVAS 

(BMC) 

There are many considerations when establishing Roti Gembong Gedhe (RGG) 

business, such as whether it fits for business or not, whether it related to the community, 

or Yogyakarta citizens’ targets, and also buyer opportunities, and whether customers 

will continue to consume RGG every day or within a certain time frame. VPC is used as 

references, tools, and also a basic description of this business which will be moved in a 

brief direction to success as the main goal. 

A. VPC (Value Proposition Canvas) 
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Figure 2.2: Value Proposition Canvas of Gembong Gedhe Bread 

According to Osterwalder (2010), if BMC focuses on how to create value for a 

business, VPC focuses on creating value for customers. The VPC itself is divided into 3 

parts, namely the customer profile, value map, and fitting.  

After studying the VPC of Gembong Gedhe Roti, it turns out that it focuses 

more on the quality of bread at a price that is relatively affordable for the community. 

B. BMC (Business Model Canvas) 

 

Figure 2.3: Roti Gembong Gedhe Business Model Canvas 
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A business model is a model that describes how an organization creates, 

delivers, and obtains value (Chesbrough, 2002). In addition to value, the business 

model describes how the business can operate and move to a certain level. With a 

business model canvas, companies can evaluate traditional processes and provide 

innovation to existing business models [10]. 

2.2.1 Customer Interview 

1. What is the people’s mind about Roti Gembong Gedhe? 

From 50 respondents, it was agreed that the Roti Gembong Gedhe has a 
delicious taste, a smooth texture, and it has lots of variants 

2. What are the downsides/weaknesses/flaws of Roti Gembong Gedhe? 

From 50 respondents, only 7 thought that Roti Gembong Gedhe had flaws. 
These drawbacks include the jam that is too soft, too sweet, and the bread that is 
not big enough, it is not warm and the filling is not able to be mixed flavors in 
one loaf. 

3. What are the suggestions for Roti Gembong Gedhe? 

Most respondents suggest RGG to have more flavor variants, then the service 
could be improved, the prices could be lowered, the flavors could be mixed into 
one loaf, and have more advertisements & branches. 

4. What is the most favorite flavor of Roti Gembong Gedhe? 

Favorite flavor variants are dominated by chocolate with 16 respondents, 
tiramisu with 6 respondents, Oreo with 8 respondents, cheese with 6 
respondents, green tea with 6 respondents, red velvet with 2 respondents, and 
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some respondents who do not have a special preference as many as 4 
respondents. 

5. When did you know about Roti Gembong Gedhe? (old/new) 

30 customers are old customers and the remaining 20 are new customers. 

2.2.2 Prototype testing 

Table 2.1 

 Prototype Testing 

Taste From 50 interviews, most said the taste of 
the bread was delicious, soft, and the 
bread was always fresh (produced every 
day) which made the taste always fluffy. 
However, there are also complaints that 
some variants are too sweet

Texture The texture of RGG is soft, and the 
interviews yielded data that they said 
RGG was the best compared to other 
breads.

Filling There are many fillings and various 
flavors, but there is also an answer that 
besides being too soft/watery, there is also 
an uneven filling. they also suggest that 1 
Bread can be mixed with 2 flavors, in 
addition to adding new flavors
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2.2.3 Advertising 

For advertisement, RGG made an Endorsement in collaboration with Farida Nurhan, an 

influencer and food celebrity on her Instagram account. The fee paid is 10 million 

rupiah for 1x Instagram video post. As a result of the advertisement, there were as many 

as 7760 people who liked the video, and there were 101 comments submitted. Some of 

them expect standardization for the filling flavored bread. Most of the comments are 

from those who still do not know RGG but they want to try it, while the rest of the 

comments are and customers of Roti Gembong Gedhe. 

2.2.4 Pop-up store 

To hold a pop-up store as well as a sales test for a Sekaten festival, we managed to sell 

188 boxes of bread within 1 month, from 15:00-19:00. In short, per day the bread that 

can be sold is 6 boxes of bread every day. The revenue from Sekaten is IDR 3,290K. 

Most of the buyers are those who already know RGG and they happened to be present 

at the event. 

2.2.5 Time and place of conducting pop-up store 

Packaging The current plastic packaging that can 
make jam overflow is the answer from 
the interview, so the packaging should be 
replaced immediately so that it fits better 
and also matches the bread box.
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The pop-up store was operated in conjunction with Sekaten festival at Perwita Regency, 

JL. Parangtritis, Km. 3, 7, Blok A1, Randubelang, Bangunharjo, Kec. Sewon, Bantul 

Regency, Special Region of Yogyakarta. We sell the bread at the event for 30 days (16 

September-16 October) at 15-19:00 every day. 

2.3 Operational / Production Aspect 

2.3.1 Product Detail 

Roti Gembong Gedhe provides bread with various flavors with a menu list and 

prices as seen in Figure 2.4. Every day each outlet produces bread so that the products 

sold are always new and fresh from the oven. It is the company's commitment not to 

sell leftover bread produced on the day before. 

 

Figure 2.4: List of menus and prices for Roti Gembong Gedhe  
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Products that are ready to be cooked are immediately covered with food grade 

plastic, put in the packaging and smeared with filling according to the buyer's request. 

 

Figure 2.5: Packaging Design for Gembong Gedhe 

 

Figure 2.6: Packaging Design for Gembong Gedhe (2) 

2.3.2 Raw Materials 

The raw materials for producing Gembong Gedhe Bread are obtained from 

several different suppliers. Cooperation is also carried out with suppliers to get the best 
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prices, simplify operations and maintain the availability of raw material stocks. The raw 

material suppliers for Gembong Gedhe Bread can be seen in Table 2.2. 

Table 2.2 

 Raw Material Suppliers for Roti Gembong Gedhe 

The raw materials that have been ordered will be put together in advance at the 

Gembong Gedhe Warehouse which will be then packaged with a certain dosage to be 

sent to the outlet. In meeting the needs of raw material stocks every month, Roti 

Gembong Gedhe requires an average of 104 tons of flour and 23 tons of margarine. 

2.3.3 Production Facility 

Production facilities to support the production process of Roti Gembong Gedhe 

are divided into two locations, namely Outlets, and Warehouses as follows: 

1. Outlet  

No Supplier Raw Materials Delivery

1 PT. SARI JAYA Flour, Sugar All warehouses

2 Mitra Sukses Sejati Filling Collata All warehouses

3 Kusuma Jaya Masterindo Filling Mero All warehouses

4 Sinar Meadow Margarine All warehouses
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The production process of Gembong Gedhe is carried out every day at each 

outlet so that the company provides the following facilities: 

Table 2.3 

 Production Facilities of Gembong Gedhe Bakery Outlets 

2. Warehouse 

Roti Gembong Gedhe has three raw material storage warehouses to 

facilitate distribution to all outlets with the following facilities: 

Table 2.4  

Production Facilities of Gembong Gedhe Warehouse 

No Production Facility QTY

1 Mixer 1

2 Proofer 1

3 Oven 1

4 Production Table 1

5 Packaging Table 1

6 Frontline Table 1

No Production Facility QTY

1 Main Storage Room 1

2 Pre-Mix Room 1

3 Logistics Packing Room 1
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2.3.4 Production Process 

The production process carried out by Roti Gembong Gedhe consists of three 

stages, namely: 

1) Production Planning 

Before carrying out the production process, the Gembong Gedhe 

Supervisor will cross-check the availability of raw materials and fillings at the 

outlet. If there is a shortage, an order will be placed immediately at the Gembong 

Gedhe Bakery Warehouse. The Offline Marketing Division will also conduct 

market research in advance to determine the quantity of bread to be produced later. 

2) Production Core Process 

This stage is the core stage of the production process, namely the 

manufacture of products. This process is carried out by outlet employees in the 

morning shift including the process of making dough, proofing dough, baking in 

the oven, and packaging. The filling is done after the purchase according to the 

variant chosen, so that buyers can see this process firsthand. 

3) Production Quality Supervision 

The management of Roti Gembong Gedhe will periodically monitor the 

quality of bread production at each outlet. This supervision is carried out by the 

4 Research Production Room 1
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supervisor and auditor to maintain standardization of product quality at each outlet 

as well as the availability of raw materials which will affect the company's cash 

flow. The standardization of product quality is the level of ripeness and texture of 

the bread and the amount of filling that is spread. 

2.3.5 Production Capacity 

The production capacity at each Roti Gembong Gedhe outlet varies depending 

on the number of workers and market demand which will continue to be controlled by 

the Offline Marketing Division. On average, Roti Gembong Gedhe produces 30,000 pcs 

per day. 

2.4 Marketing Aspect 

2.4.1 Segmentation, Targeting, dan Positioning 

1)  Segmentation 

Segmentation is the activity of dividing the market into smaller groups with 

different needs, characteristics and behaviors (Kotler, 2012). The market 

segmentation targeted by Roti Gembong Gedhe is aged 13-55 years with middle to 

lower economic levels on the island of Java. 

2) Targeting 

Targeting is the activity of evaluating segments and then selecting one or 

more segments for the company to enter. Roti Gembong Gedhe divides the target 
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market specifically, namely all groups, both families, communities, and tourists 

who are interested in serving delicious and affordable snacks. 

3) Positioning 

Product placement (positioning) is the process of designing products and 

marketing mixes to create a certain impression in consumer memory (Lubis, 2004). 

Roti Gembong Gedhe wants to be a number 1 Roti Gembong in Indonesia, which 

produces various variants of quality and affordable bread. Roti Gembong Gedhe 

also opens business opportunities for anyone who wants to have a business but he/

she does not have much time to manage it with a partnership system. 

2.4.2 Marketing Mix (4P) 

Marketing mix or marketing mix is a marketing strategy to achieve 

organizational and consumer goals. The marketing mix model has several factors 

commonly known as the 4Ps, namely: product, price, place and promotion (product, 

price, place, promotion). The marketing mix is a set of marketing tools that can be 

controlled and integrated by the company in producing the desired response in the 

target market (Kotler & Armstrong, 2012). 

1) Product  

The product produced by Roti Gembong Gedhe is kingpin bread with 

various flavors. 

2) Price  
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Gembong Gedhe sets the same price for all outlets, starting from IDR 

12,000 to IDR 22,000. This price is obtained using a pricing policy strategy using 

the cost plus pricing method. In this method, the producer will set a selling price 

for one unit of goods from the cost of producing one unit of goods added a certain 

amount to cover the cost of production and achieve the desired selling price. 

3) Place  

Gembong Gedhe is sold offline at outlets and online through the Go Food, 

Grab Food, and Shopee Food applications. 

4) Promotion  

The promotion strategy carried out by Roti Gembong Gedhe to get new 

customers and retain old customers are divided into two, namely offline and online 

strategies, as follows: 

a) Offline 

Offline promotion is done by making billboards with attractive designs 

at the best points in certain cities. The design on the billboard is not only 

promotional material but also the identity of Roti Gembong Gedhe which is 

distinctive, vintage, and easy to remember by anyone who sees it. Apart from 

that, cooperation is also carried out with various parties such as providing 

Gembong Gedhe Roti on the PT KAI website, making Eid hampers with 

Kaktus Coffee, and sponsoring certain events. 
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b) Online 

Online media is one of the effective ways to build relationships and 

communication with the public. Kotler defined public relations and publicity as 

a program designed in various ways to promote and maintain the image of the 

company or its products (in Endang, 2013). Roti Gembong Gedhe also utilizes 

online media for promotion because it has proven to be low-cost, but it has 

high impact to increase brand awareness and maintain engagement with 

customers. The public relations that RGG has built are: First, being active on 

social media Instagram, and Facebook with regular content. The content 

created does not only contain promotions or product information but also 

giveaways, quizzes with prizes, challenges, and creative videos. This is 

intended so that followers do not get bored and build engagement between 

brands and followers. Second, Roti Gembong Gedhe also uses an endorsement 

strategy to increase customer trust in the brand and support certain campaigns. 

Endorsements are carried out regularly in collaboration with local and national 

influencers depending on the target market. Third, Roti Gembong Gedhe also 

routinely makes digital advertisements, especially Instagram and Facebook Ads 

for certain campaigns so that they are targeted at specific targets. 

2.5 Organization and HR Aspect 

2.5.1 Managerial Structure 
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The organizational structure according to Robbins (2014) is an organizational 

recognition of the need to formally coordinate the interaction patterns of organizational 

members. The following is the organizational structure chart of Roti Gembong Gedhe: 

Figure 2.7: Organizational Structure of Roti Gembong Gedhe 

2.5.2 Job Description 

A job description is a list of duties, responsibilities, report relationships, 

working conditions, concern for the responsibilities of a position, as well as the 

product of job analysis (Dessler, 2010). The followings are the job descriptions at 

Roti Gembong Gedhe, namely: 
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Table 2.5  

Job Description of Roti Gembong Gedhe 

No. Position Job Description

1 Commissioner ● Supervise each section under it as a bridge 
between the structure and the shareholders 

● Monitor every ongoing program or project 
● Provide advice before the project runs

2 Director ● Responsible for the implementation of the 
company's vision and mission 

● Monitor the business situation and develop 
strategies 

● Conduct regular company evaluations 
● Appoint people who are capable of leading 

within the company

3 Chief Marketing 
Officer

● Conduct market research to develop a marketing 
strategy 

● Supervise and manage the marketing team in 
achieving campaign or promotion targets 

● Trend and competitor analysis 
● Evaluate sales targets regularly 
● Create a marketing budget and resource 

requirements

4 Secretary ● Create and organize documents and maintain a 
filing system 

● Carry out administrative records 
● Communicate to internal and external parties 
● Maintain company schedule 
● Ensure legality and legal requirements
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5 Chief Operating 
Officer

● Implement overall company planning 
● Organize and supervise the management 
● Together with executives, evaluate the 

company's performance 
● Become a communication link between 

executives and management

6 Chief Finance 
Officer

● Make a company financial plan 
● Develop the company’s financial budget policies 
● Manage finances from outlets, management, to 

profit sharing with partners 
● Make financial reporting

7 Warehouse ● Check demand and maintain the availability of 
raw materials 

● Communicate with suppliers regarding 
shipments and invoices 

● Schedule and ensure raw materials are delivered 
on time 

● Maintain communication with warehouse staff 
to ensure proper work order 

● Review bills, invoices, and purchase orders

8 Audit Manager ● Test and evaluate the implementation of internal 
control and risk management systems by 
company policies 

● Examine and evaluate the efficiency and 
effectiveness in operations, finance, accounting, 
human resources and other activities 

● Provide suggestions for improvement and other 
objective information relating to the activities 
being examined at all levels of management as 
needed

38



9 Chief Human 
Resource

● Carry out the recruitment and selection of new 
employees 

● Manage onboarding, training, learning and 
development to maximize work performance 

● Obtain and retain potential employees 
● Manage employee compensation and benefits 
● Monitor and evaluate employee performance

10 Area Manager ● Schedule and coordinate the team in operational 
activities 

● Improve the operational effectiveness of the 
company 

● Supervise the supply of distribution goods, 
service providers, and the location of operational 
facilities 

● Represent management in construct ive 
communication with partners related to 
operational unit production and distribution 
activities

11 Chef ● Create a new product development plan 
● Create new recipes and plan production 
● Maximize capital and use of raw materials 
● Coordinate with managers for the preparation of 

new product documents and specifications 
● Create and supervise production SOP

12 Setting dan 
Maintenance

● Control the layout and function of production 
equipment in each outlet 

● Manage the availability of goods and production 
process equipment 

● Make planning distribution of raw materials and 
production equipment 

● Care and maintenance of all production 
machines and equipment
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13 Supervisor ● Bridge communicat ion between outlet 
management and employees 

● Solve daily problems at outlets with/without a 
supervisor role 

● Submit customer complaints from outlet 
employees to be submitted to the manager 

● Enforce the rules set by the company 
● Carry out work control and evaluation

14 Digital Marketing ● Make a campaign plan and company promotion 
● Maintain and increase brand awareness and 

engagement with old and new customers 
● Create concepts and design the distribution of 

content marketing campaigns on social media 
● Design strategies to increase sales online

15 Offline Marketing ● Recap the sales results in each outlet 
● Develop a sales strategy 
● Analyze market behavior and its impact on sales 

at each outlet 
● Cooperate and collaborate with external parties 

to expand the market

16 IT ● be responsible for the administration of online 
sales through the application 

● Control online data such as Google Maps 
outlets, cashier systems, company applications, 
and other external applications 

● keep facilities and infrastructure in good 
condition, especially management technology 
equipment, and outlets
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2.5.3 Selection Qualification 

The recruitment and selection process aims to get the right job candidates for 

the desired job qualifications. According to Manularang (2011), qualifications that 

can be used as the basis for the selection process include expertise, experience, age, 

gender, education, physical condition, talent, and character. 

2.5.4 Recruitment and Selection Process 

Employees are a valuable asset for the company to achieve organizational 

goals. Therefore, to find and determine employees who fit the company's needs, a 

recruitment and selection process is carried out. Recruitment is the process of 

17 Graphic Designer ● Conceptualize and communicate verbal 
information into visuals 

● Make creative and communicative designs that 
still fit the brand 

● Make all print designs and online flyers needed 
by the company 

● Together with the marketing team, make creative 
contents for promotional media

18 Photo & 
Videographer

● Make documentation of company campaigns, 
events, and promotions 

● Together with the marketing team, create 
creative content for promotional media 

● Take product photos and update them regularly 
● Create photo and video concepts to support 

company campaigns and promotions
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finding, holding, finding, and attracting applicants to be employed in the company 

(Sutrisno, 2011). Meanwhile, selection is the process of selecting individuals who 

have relevant qualifications to fill positions in an organization (Sudiro, 2011). 

Roti Gembong Gedhe conducted recruitment to find management employees 

and employees working at outlets. The management employees who go through the 

recruitment process will occupy positions as Finance Admin, Logistics Admin, HRD, 

Chef, Setting and Maintenance, Supervisor, Digital Marketing, Offline Marketing, as 

well as Graphic Designer and Photo/Videographer. Meanwhile, the outlet employees 

will occupy the positions of baker and cashier. 

The recruitment is carried out by posting job vacancy pamphlets on job 

vacancy accounts available on Facebook and Instagram social media All the job 

application files containing a job application letter, CV, and Portfolio (specifically for 

M a r k e t i n g T e a m v a c a n c i e s ) m u s t b e e m a i l e d t o 

hrd.gedhemargogandum@gmail.com. The next step is screening the CV and 

Portfolio and followed by interviews. The interviews were conducted twice, first 

with HRD and if the applicants passed to the next stage, there will be a direct 

interview with the User (Manager or other position that will work directly with the 

candidate). The final stage of selection, namely HRD will contact by telephone or 

text message to notify applicants who have passed the selection to become 

employees and are asked to sign a work contract. All management and outlet 

employees have a training period of three months before finally becoming permanent 

employees. 
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2.5.5 Performance Appraisal System 

Employee performance appraisal is a formal system for reviewing and 

evaluating the performance of individuals or teams in carrying out their duties 

(Mondy, 2008). Conducting performance appraisals with clear standards and 

procedures can have an impact on improving employee performance. 

Roti Gembong Gedhe uses the Management by Objective (MBO) method in 

assessing employee performance. This method contains a set of standards that have 

been set by each manager or coordinator of each division which is mutually agreed 

upon with employees to become achievement targets within a certain period. This 

standard is the company's assessment for measuring employee performance and 

motivating employees to achieve these standard targets. Roti Gembong Gedhe 

provides bonuses other than salary as an appreciation if the employees’ performance 

reaches or even exceeds the set target. 

2.6 Financial Aspect 

2.6.1 Capital Requirements 

In running its business, one Roti Gembong Gedhe Outlet requires capital with 

the following details: 

Table 2.6  

Capital Requirements for Purchase of Gembong Gedhe Equipment 
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No Equipment QTY Price

1 Spiral Mixer Fomac 1 Rp 23.000.000,-

2 Proofer 2 Deck Fomac 1 Rp 13.000.000,-

3 Oven 2 Deck Fomac 1 Rp 18.500.000,-

4 Production Table 2 Rp 5.000.000,-

5 Loyang Beki 32 Rp 5.600.000,-

6 Loyang Roti 320 Rp 3.200.000,-

7 Frontliner Table 1 Rp 7.500.000,-

8 Chair 6 Rp 1.800.000,-

9 Gas cylinders 1 Rp 300.000,-

10 Gas Regulator 1 Rp 100.000,-

11 Portable Gas Stove 1 Rp 400.000,-

12 Filling storage 22 Rp 2.640.000,-

13 Filling spoon 24 Rp 1.920.000,-

14 Bread Knife 2 Rp 240.000,-

15 Bread Brush 2 Rp 80.000,-

16 Grated cheese 1 Rp 25.000,-

17 Small Mixer 1 Rp 380.000,-

18 Cashier Phone 1 Rp 2.500.000,-

19 Cashier Printer 1 Rp 320.000,-

20 Freezer 1 Rp 2.900.000,-

Total Rp 89.405.000,-
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Table 2.7  

Capital Requirements for Space Rental and Operational Activities 

Table 2.7 shows that the cost required to open a Roti Gembong Gedhe 

outlet is 168 million rupiah, with each detailed allocation. These costs do not 

include other costs such as the start of marketing, other unexpected costs such 

as risk management, or reserved cash. 

2.6.2 Source of Capital 

No Requirements QTY Price

1 Space Rent 1 Year Rp 50.000.000,-

2 Bread Packaging 2500 pcs Rp 2.125.000,-

3 Filling 1 month Rp 13.500.000,-

4 Bread Pre Mix 150 pcs Rp 10.200.000,-

5 Operational opening of outlets 
fee

1 Month Rp 3.600.000,-

Total Rp 79.425.000,-
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Sources of funds were obtained from Mr. Ery Julianto Kusumo and Mrs. Fajar 

Astuti as the CEOs of Roti Gembong Gedhe. 

2.6.3 Investment Feasibility Assessment 

To assess the feasibility of a business, it can be done using the Payback Period 

(PP) method so that the writer and his family are confident to run the Gembong Gedhe 

business. 

2.6.4 Payback Period 

The technique of assessing the period of return on investment of a business 

which is by calculating the equation of estimated income per day with the total capital 

allocation that has been invested. Roti Gembong Gedhe has a target of one year and six 

months to return the investment value. The writer has an assumption that within six 

months the outlet that opens Roti Gembong Gedhe can get 150 buyers daily with an 

average order of two pieces of bread per buyer for IDR 15.000,- per piece of bread. 

Starting capital    =  Rp 168.830.000,- 

Daily cash flow  = (bread price x QTY) x number of buyers 

                                    = (15.000 x 2) x 150 
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                     = Rp 4.500.000,- 

Annual cash flow           = Rp 1.620.000.000,- 

PP = (initial capital/cash inflow per year) x 12 months 

PP = (168.830.000/1.620.000.000) x 12 months 

PP = 8 Months 15 Days 
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CHAPTER III 

BUSINESS ACTIVITIES IMPLEMENTATION REPORT 

For more than four years since Roti Gembong Gedhe opened its first outlet on 

Jalan Affandi Yogyakarta, the development of this business has been massive and fast. 

Indeed, in business practice, it takes seven months to ensure that our products are fit for 

the market, and it is proven that Roti Gembong Gedhe has been accepted and can build 

this business to the next level. In the second year (2020), RGG was able to open its 57th 

branch, in Semarang.  Yogyakarta area is the starting city since the founding of Roti 

Gembong Gedhe has had 25 branches spread across most of the popular streets in 

Yogyakarta, for example, Jalan Kusumanegara, Jalan Laksda Adisucipto, Jalan 

Kaliurang, Jalan Bantul and so on. In the second year (2021), Roti Gembong Gedhe 

opened its first outlet in Bandung, West Java, precisely on Jalan Sarijadi and Jalan 

Ujung Berung. The number of outlets in 2021 will reach 79 at the end of the year. RGG 

Management is more focused on recruiting employees who will fill Bandung and 

Semarang warehouses. The peak year for adding RGG outlets is in 2022, with the 

opening of the 100th outlet in Demak, which is surrounded by the enthusiasm of the 

people waiting for RGG to be present in their cities. With the opening of the 188th 

outlet, in Condet, East Jakarta at the end of 2022, this will be the last point for Roti 

Gembong Gedhe to temporarily pause adding outlets, because the management realizes 

that there is the lack of business fundamentals to manage 188 outlets in the 4th year 

since this business was created. In 2023, the CEO of Roti Gembong Gedhe decided to 

improve the RGG's management capabilities in preparation for even higher 

achievements in the following years. 
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3.1.1 Review of Production / Operational Aspects 

Initially, Roti Gembong Gedhe sold 20 choices of flavors or fillings to 

consumers, but after conducting research on the Pareto Theory, 80% of Gembong 

Gedhe's sales were based on Chocolate, Nucomaltine, Tiramisu and Cappuccino 

variants. This means that RGG does not have to sell other product variants which can 

increase the risk to the quality and condition of the bread sold to buyers. Some other 

fillings such as Spaghetti, Black Pepper, for example, are delicious bread fillings, but 

they have a risk of temperature resistance and storage that are more vulnerable than 

other variants. We received several complaints from buyers because the quality of the 

stuffing sold to buyers was in poor condition. In fact, this incident was a significant 

blow to the management, because they have to ensure that all the quality and condition 

of the bread sold to all people is in the best condition. 

The packaging has so far been under controlled conditions, almost all 

consumers and buyers of Gembong Gedhe Roti are satisfied with the quality and 

condition of RGG packaging. In fact, some buyers from certain areas such as East Java, 

still keep the RGG packaging after the bread has been consumed, because they feel the 

packaging is still very decent and good. The packaging that we sell as bread wrappers is 

indeed of very good quality, with a thickness of 1 mm. It is indeed very strong and 

resistant to piles as well as light to carry anywhere. 
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The raw materials that have been produced in the warehouse are in the form of Pre-Mix 

that are also very safe to control because the special Pre-Mix plastic that is used is 

hygienic and strong. There was only one obstacle faced during the operational process 

of raw material production, namely the increase in the price of flour, imported 

margarine, and filling which was quite difficult to control. This price increase is not a 

reason to lower the quality of the raw materials, but it means that the profit has 

definitely been decreased. Cooperation contracts and negotiations with vendor suppliers 

at certain times are a solution to keep getting prices that are cheaper than market prices, 

even though the difference is not as much as before the price increase. 

From the aspect of bread production at each outlet, our biggest obstacle is 

ensuring that all outlets meet the minimum standards. For example, the minimum bread 

height is 19 cm, while the shape of the loaf per piece must also be straight, the ripeness 

must also be brown according to the color that has been specified. Several outlets had 

just been opened, but the demands are much greater than the outlets in other areas, for 

example, Tegal, Brebes, and also Slawi, that could produce 720 loaves per day at each 

outlet. It was our challenge to ensure all the conditions and quality being sold meet the 

minimum standards 

3.1.2 Marketing Aspect 
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Roti Gembong Gedhe segmentation was specifically aimed at students, private 

and state employees, residents, and a few school students. Indeed, this segmentation 

design has been agreed upon by the management because the initial business location 

was on Jalan Affandi, which is fulfilled all of the market segments mentioned. Once, 

RGG was in a period of quite a lot of sales, which is 800 boxes of bread from each 

outlet per day, when this segment bought RGG products, but now the target segment is 

more specific and less than the previous market segment, namely class B-C, that is, the 

buyers are residents Housewives and the users are children. This segment corresponds 

to sales data from each outlet, which shows 80% of sales comes from that category. 

The application of 4P Marketing mix strategies (Product, Price, Place, 

Promotion), starting from the product, Roti Gembong Gedhe is a pioneer brand that was 

the first to sell bread by offering more than 20 choices of fillings. it has made the hearts 

of the people of Yogyakarta and its surroundings happy and they buy RGG every day. 

The reason why they buy RGG products is none other than the quality of the bread 

produced in contrast to the low price offered. The price set is also very acceptable, even 

bringing this business to continue to grow from time to time. Product Fit was achieved 

in the first four months after RGG opened its first outlet. The places of outlets were also 

very affordable in terms of location, wherever buyers passed through the major roads in 

Yogyakarta, there were always RGG outlets. Promotional techniques used at the 

beginning of building the RGG brand were mostly word of mouth techniques, 

especially when RGG generously distributed unsold bread of that day to the people of 

Yogyakarta. So, along with maintaining product quality, RGG also directly promotes 

products and brands to the public. 
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Apart from distributing products to the public for a certain period of time, RGG 

also carries out direct promotions with thematic themes by renting billboards in very 

attractive locations and reaching a large number of people. By using a promotional 

method by hiring a Billboard, it turns out that more and more people are familiar with 

the Roti Gembong Gedhe brand. This thematic promotion is carried out at the same 

time as a recall test or to remind the public that the RGG brand is on the rise. Not only 

direct promotion in the field, but the RGG team also advertises and disseminates 

information about the brand to the wider public on social media such as Instagram, 

Google, and Facebook Advertising or paid advertising to communicate with the public 

in online networks. By doing so, more and more people know and are starting to 

understand the RGG brand, and some of them also eventually join and order our 

products. 

3.1.3 Organizational and HR Aspects 

Organizationally, Roti Gembong Gedhe was in the form of a CV at first, but 

over time it switched to PT. At first, RGG only consisted of family members who 

jointly founded the business that grew so quickly to become a mid-sized company in 

just three years. Meanwhile, the form of organizational structure chosen and used by 

Roti Gembong Gedhe is Lean and Mean, which means it tends to widen with as few 

bosses as possible. This means that the bureaucratic process within the company can be 

carried out quickly, but the leader or manager in charge must also be qualified to 

coordinate each section. Indeed, in the early days when RGG was formed, the 

bureaucratic process felt slow and long to get to the top position. The management 

realized this after working with Biznis.id as the company's advisor. 
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Political thinking in the Roti Gembong Gedhe organization is also paternalistic, 

which means that subordinates and superiors are very different and bureaucratically 

distant. Indeed, based on data, most companies located on the island of Java, especially 

in the Special Region of Yogyakarta, the political thinking that is formed is 

paternalistic, in contrast to developed countries whose political thinking is egalitarian. 

However, currently Roti Gembong Gedhe continues to improve its organizational 

structure, filling parts of the organization with human resources who are more capable 

and have management expertise for every aspect of the organization. 

The recruitment and selection process that has been carried out so far is still 

60% of the ideal process. This happened because after the assessment process for the 

core employees of Roti Gembong Gedhe, the average score obtained was still in the 

range of 60 out of 100. It was realized that the recruitment and selection process is a 

vital part in the company, because these two processes filter or select candidates who 

deserve to work and build the company. However, this filtering process occurred and 

resulted in less than ideal results due to the reason for the fast development of the Roti 

Gembong Gedhe business. In the mid of   2021-2022, Roti Gembong Gedhe opened 

10-12 outlets in several areas each month. This means additional employees can reach 

50-70 employees per month, not including the core management team at the head 

office. 

After the assessment process was carried out in early 2023, together with an 

independent agent, the management realized that the very urgent thing that Roti 

Gembong Gedhe had to fix was the people or human resources within the organization 

which had to be updated immediately. 

3.1.4 Financial Aspect 
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In May 2019, the Founder of Roti Gembong Gedhe took the initiative to build a 

business or small business in the form of a Roti Outlet which is planned to be located 

on Jalan Affandi Gejayan Yogyakarta. At that time, it also coincided with the writer's 

initial studies at the Islamic University of Indonesia, which was entering its 2nd year. 

Discussing the initial capital or funding, of course, comes from the Founders of Roti 

Gembong Gedhe, who are the writer’s father and mother. A total of IDR 170 million 

was invested in the form of rent for a place and building, a set of standard bakery 

machines, furniture and cooking utensils, initial raw materials and other equipment. The 

turnover obtained in the first month of moving business reached IDR 41 million (15-31 

August 2019). The writer feels very convinced and confident that this business will be 

fit and able to develop properly. With an average turnover of IDR 68 million in the 3rd 

and 4th quarters of 2019, the Roti Gembong Gedhe business at that time was certain to 

be fit for the market. 

At the beginning of 2020, along with the pandemic that hit the world, the 

income from Roti Gembong Gedhe experienced a significant decline. In January 2020, 

the turnover obtained was IDR 53 million, followed by February with IDR 49 million. 

All members of the business at that time could only realize and accept the 

circumstances that occurred. Luckily, at that time RGG was still able to sell bread every 

day without any holidays as usual. A big thing happened in March, the founder decided 

to open their first branch located at Godean Street. The capital and inventory set at that 

time were relatively the same as the first outlet. At that time, the revenue of the Godean 

outlet was not as good as that of the Gejayan outlet at the start, which was IDR 38 

million in March. The surge or increase in turnover actually occurred in April, which 

reached an average of IDR 60 million for the two outlets. This happened because a 

large number of Jogja people had started to recognize RGG. 
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Entering June, the founder decided again to open a second branch which is 

located on Jalan Monjali Yogyakarta. The Monjali outlet is one of the many RGG 

outlets which, at the beginning of the opening, received a satisfactory turnover and net 

profit. Monjali outlet turnover in June reached IDR 83 million, while Gejayan and 

Godean outlets also did not differ much in turnover, around IDR 80 million. With a net 

income percentage of 27%, it was truly an exciting time for the founders and the writer, 

to feel very lucky. While most people are confused about facing a pandemic, Roti 

Gembong Gedhe is experiencing very good progress. In July 2020 or the first year after 

RGG opened its outlets, there were also other RGG branches in Jogja, namely on Jalan 

Tajem, Bantul, Gedongkuning, Jalan Kaliurang, etc. RGG branch outlets after Monjali 

outlets are outlets that were established based on a business agreement between the 

Partners and the RGG Founder. With an outlet capital of IDR 185 million, at that time 

many prospective Partners wanted to register to join the Roti Gembong Gedhe family. 

Roti Gembong Gedhe's financial performance experienced growth from the first  

to the third year. With an average growth of 6.7% for each outlet every month, the 

Gembong Gedhe Roti Business, which was originally an SME business, has now 

transformed into a medium-scale business. The founders and their families actually do 

not really believe in this situation, considering that RGG's business growth has just 

entered its 4th year. With a sizeable number of assets, starting from outlet assets, 

warehouses, material inventory, office assets, human resources, vehicles, the 

distribution channel, along with the Brand value of Roti Gembong Gedhe have made 

the founders even more confident that the RGG business can be a strong business for 

quite a long time. 

Currently, the Finance team from Roti Gembong Gedhe is focusing on 

performance to develop and improve better cash flow, management, and financial 

planning to bring the company to a better level, inseparable from the obligations of 

daily tasks. 
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CHAPTER IV 

IDENTIFICATION AND PROBLEM SOLVING 

4.1 Problem Identification 

Businesses both SMEs and large companies are never apart from problems and 

obstacles in its implementation,. Weaknesses faced by MSME entrepreneurs in 

improving business capabilities are very complex and include various indicators which 

are interrelated with one another, including; lack of capital both in quantity and sources, 

lack of managerial ability and operational skills in organizing and limited marketing 

(Rahman, 2021). Problems and obstacles occur at various levels or scales, ranging from 
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small-scale problems that can be resolved quickly and do not involve many parties, to 

large-scale problems that require a long time, a lot of money, and involve many parties 

in solving the problem. These problems are inseparable from the four aspects of the 

management function, namely: HR, Operations, Marketing, and Finance, each of which 

has its own way or solution in solving the problem. 

In carrying out its business, Roti Gembong Gedhe is also inseparable from 

business problems and obstacles. Even though Roti Gembong Gedhe faces various 

problems and obstacles in running its business, there are only a few main problems 

which are the main issues and are reviewed from the four management functions, with 

the following details: 

Table 3.1  

Problems or Barriers to the Gembong Gedhe Roti Business Based on 4 

Management Aspects 

Function Problems or Obstacles
Priority 

Scale

HRD
Some outlet employees cheated by tricking 
purchase receipts.

1

Financial
The increase in raw material prices resulted in a 
decrease in company turnover.

2
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Based on the mapping of business problems and obstacles, Roti Gembong 

Gedhe has four problems in each management function with different priority scales. 

Chapter 4 will discuss issues with the highest priority scale, namely several outlet 

employees who commit fraud by tricking purchase receipts (fraud corruption). In this 

case, the product entered in the cashier system does not match the product purchased by 

the customer, then a purchase receipt is given to the customer for various reasons. This 

price difference is used by unscrupulous employees to reduce the daily deposit and 

taking part of the money for personal purposes. 

This is certainly detrimental to the company both in the short and long term. 

Therefore, we need the right solution so that the problem is resolved immediately and 

does not recur. 

4.2 Theoretical Review 

Fraud is still an issue that often occurs in companies, with motives and methods 

that also evolve with the times. The Association of Certified Fraud Examiners (ACFE) 

classifies fraud into three types, namely fraud in financial statements, misuse of assets 

Operations
The fluctuating availability of raw materials with 
Roti Gembong Gedhe outlets that are widespread 
has hampered the production process.

3

Marketing
The weakening of Roti Gembong brand “Gedhe” 
was due to the emergence of very similar new 
competitors.

4
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and corruption (Surjandari & Martaningtyas, 2015). In the Roti Gembong Gedhe 

problem, the fraud that occurred was a corrupt practice. To solve this problem, the 

theory of the Analytical Hierarchy Process (AHP) can be applied. 

The AHP method was chosen to formulate a fraud prevention strategy in 

corporate financial management because the AHP method is easy to explain the 

decision-making process and can be described graphically. This will help the company 

to see more clear, and focused to the actors, and solutions of the fraud problem that 

occurs at Roti Gembong Gedhe. 

The AHP structure used in this discussion consists of 5 (five) levels, namely 

focus, factors, actors, constraints, and strategy. The factors used in preparing the 

hierarchy are factors that influence fraud in financial management, namely the 

effectiveness of the internal control system, organizational ethical culture, and 

individual morality. The actors used in compiling the hierarchy are those who have the 

authority to control the driving factors for fraud, namely directors, auditors, the Head of 

Store, and supervisors at each outlet or SPV. Obstacles that become a priority scale in 

the preparation of the hierarchy are obstacles that are considered to influence actors in 

efforts to prevent fraud. These constraints are individual aspects, organizational aspects, 

and regulatory aspects. The last level in preparing the strategy is the alternative 

strategies chosen to prevent fraud at Roti Gembong Gedhe. 

4.3 Troubleshooting 

a) Role of Factors in Overcoming Fraud Roti in Gembong Gedhe 
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From the AHP hierarchy, the priority for fraud prevention factors at Roti 

Gembong Gedhe is the effectiveness of the internal control system. According to 

Mulyadi (2001), the internal control system includes organization, methods, and 

measures that are coordinated to maintain organizational wealth, check the actualization 

of financial reports, and encourage efficiency and management policies. An effective 

system will eliminate opportunities for employees to commit fraud. The next priority is 

the ethical culture of the organization. Organizational culture is the values developed in 

the organization as a guide in behavior. Organizational culture can prevent fraudulent 

behavior in organizations (Wicaksono & Urumsyah 2016). An organization that has a 

high ethical culture will pressure its members not to commit deviant acts. The last 

priority is individual morality. Subagio (2016) stated that the root cause of fraud is a 

lack of individual integrity, where integration contains moral qualities and attitudes that 

are honest, wise, and fair to do the right thing in all situations. Therefore, to prevent 

fraud in an organization, it is necessary to encourage the strengthening of individual 

morale. 

b) Role of Actors in Counter against Roti Gembong Gedhe Fraud 

The results of processing using the AHP method shows comparisons between 

elements of the "Actor" fraud prevention strategy Roti Gembong Gedhe, and the 

Auditor is the priority. The auditor is considered to have the greatest priority because it 

functions as an internal supervisor of the implementation of organizational duties and to 

ensure and provide assurance that activities have been carried out in accordance with 

the established benchmarks effectively and efficiently. In addition, the Auditor also has 
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a function as a consultant in the establishment of the company's internal control system 

by providing advice to the CEO, managing director and marketing, or the subordinates 

of the managers. This allows internal auditors to design, build and develop a company's 

internal control system to be more effective and efficient. 

The second priority is the Operations Manager, this position has a function in 

policy making, oversight, and is the main actor responsible for the company's 

operational activities and internal control along with the position under it. The concept 

of operational management is a company's activities in creating goods and services that 

the company offers to consumers. With the concept of operations management, all 

company income will be integrated to produce output that has added value, be it final 

goods, semi-finished goods or services (Faiq, 2021). 

Operations Manager is a party directly related to internal control activities. The 

Operations Manager is also the party that makes policies related to the 

company's operations, such as making SOPs, operational reporting policies, and 

internal control systems and tools within the company, assisted by internal 

auditors. The Operations Manager is also the party responsible for providing a 

training platform for employees or staff of the Roti Gembong Gedhe outlet 

employees. Therefore, the Operations Manager can become the second priority 

actor in the efficiency of the company's internal control system and the 

establishment of an ethical culture within the company's organization. This 

ethical culture can be formed through the creation of a supportive corporate 

culture.  
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This can be created by designing and implementing SOPs that uphold ethical 

values and are supported by a reward and punishment system provided by HRD. 

Punishment will be given when unexpected behavior is performed by the person 

concerned or the person concerned does not respond or does not perform the 

expected behavior (Ayu, 2019). Provision of SOP materials as well as an 

introduction to the reward and punishment system can be carried out through 

employee training forums that become the policy programs created by the 

Operations Manager. 

The last priority is HRD, that is responsible for recruiting and terminating 

employment relations between companies and employees. HRD can help screen out the 

best employees with good moral standards, thereby reducing the risk of fraud at the 

outset by applying good and measurable company recruitment standards. In addition, 

HRD is also responsible for designing and implementing a reward and punishment 

system within the company, so that there are real rewards in every good and bad action 

that has been carried out by employees. This system is also able to limit the risk of 

fraud by motivating employees to contribute more to the company through a reward 

system and preventing employees from behaving badly through a punishment system. 

Enforcement of the reward and punishment system is the responsibility of HRD and this 

system will be a tool for the company to prevent and deal with acts of fraud within the 

company. 

c) Role of Constraints in Overcoming Fraud in  Roti Gembong Gedhe 
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When comparing the elements of "Constraints" it shows that the first rank is the 

individual aspect. Constraints on individual aspects, namely constraints that come from 

within or are under the control of the individual, for example limited human resources 

(incompetent and do not understand the rules), indifference, assuming fraudulent acts 

are commonplace, or not daring to report behavior and incidents of fraud that occurred 

in the work environment. The second priority is the regulatory aspect. Regulatory 

constraints are the inadequate quality of regulations, the imposition of sanctions that are 

too light, the application of inconsistent and indiscriminate sanctions, and the weak 

field of evaluation and revision of regulations. The last priority is the organizational 

aspect. Obstacles in organizational aspects, namely the absence of role models and 

commitment from leaders so that leaders have not become good role models for 

employees in their efforts to prevent fraud. 

d) The Level of Role of Strategy in the Prevention of Roti Gembong Gedhe 

Fraud 

Comparison between elements of "Strategy" shows that the priority to prevent 

fraud in financial management is improving the monitoring and control system (0.200), 

the second priority is improving organizational culture (0.171), the third priority is 

formulating anti-fraud values in the organization ( 0.166) and the application of a strict 

reward and punishment system (0.166). The next priority is anti-fraud socialization for 

employees (0.155) and finally the formation of agents of change (0.142). Respondents 

considered that the strategy that needs to be prioritized is the improvement of the 

monitoring and control system. With a good system implemented within the X1 
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Agency, it will be able to minimize and eliminate employee motivation and 

opportunities to commit fraud. 

4.   Problem Solving 

In an effort to resolve and solve the problems that are being faced, Roti 

Gembong Gedhe divides problem solving by implementing policies as explained 

below: 

4.4.1.  Improvement of Monitoring and Control System 

The concept of improving organizational control according to The Institute of 

Internal Auditors (2013) relates to the division of roles and responsibilities for 

implementing risk management and internal control into 3 (three) lines within the 

organization. 

1) First Line of Defense 

A. Head of Store 

The Head of Store has a role to communicate directly with the employees of 

the Roti Gembong Gedhe outlet and ensure that all SOPs for the outlet are 

carried out by all employees. This is then submitted to the Supervisor (SPV) 

through outlet operational reports in the form of: sales reports, incoming goods 

reports, stock taking, attendance reports, damage reports, and other reports 
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related to outlet operations to SPV. Each Gembong Gedhe Roti shop has one 

Head of Store. 

B. SPV 

Each SPV in the Roti Gembong Gedhe management structure is responsible 

for 15-18 Roti Gembong Gedhe outlets and is responsible for reading and 

analyzing each operational report provided by the Head of Store. The 

information from the report is then combined with the information from the 

operational reports of other outlets that are the responsibility of the SPV. This 

information is then submitted to the Operations Manager who will then provide 

a response in the form of a policy or decision based on that information. 

      2) Second Line of Defense 

A. Operational Manager 

The Operations Manager is responsible for monitoring and maintaining 

compliance with the implementation of internal controls and providing input to 

the first line of defense. The Operations Manager receives and processes 

information received from the SPV and then provides solutions in the form of 

decisions or company policies on the information that has been identified 

through the SPV report. 

B. Human Resource Department (HRD) 

HRD's role is to respond to reports on the actions of the employees or staff 

who violate SOPs or values upheld by the company by giving punishment based 
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on regulations or policies from the company's top management. HRD also plays 

a role in responding to reports on the performance of company staff and 

employees which, if deemed good, will be rewarded based on regulations or 

policies from the company's top management. 

     3)  Third Line of Defense 

A. Internal Auditor 

Internal auditors are responsible for providing objective monitoring, 

supervision, and evaluating the effectiveness of internal control. An efficient and 

effective system, protecting assets and data integrity can only be achieved if the 

management establishes a good internal control system. The role of internal 

audit can assist management in preventing irregularities or fraud (Ety, 2015). 

Internal auditors are also formed with the intent and purpose of controlling fraud 

within the company. Assessment and monitoring carried out by the auditor is the 

last line of defense in the company's internal control process. In addition, the 

auditor is also responsible for recording and reporting findings from data, events 

and calculations that are not in accordance with the SOP. The results of these 

findings and assessments are then reported to the Main Director who is then 

forwarded to the main management within the company. In addition, the internal 

auditor is also assigned to give advice to the Operations Manager and other 

managers so they are able to improve or strengthen the control system within the 

company. 
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4.4.2 Improvement of Organizational Culture 

There are some strategies to improve an organizational culture that is aligned 

with anti-fraud programs that can be carried out within the scope of the Gembong 

Gedhe Management, namely: 

1) Demonstrate exemplary leadership Behavior 

Subordinates are a reflection of the behavior of their leaders. If the leader 

promotes good behavior, the subordinates will imitate, and vice versa (Wicaksono & 

Urumsah 2016). Leadership commitment is needed in an effort to prevent fraud. 

Commitment can be expressed in the form of exemplary behavior supported by the 

provision of adequate human resources, funds, facilities, and infrastructure (Wiratna, 

2015). 

2) Creating a positive work environment. 

Someone will tend to adjust to what has become a habit in the work 

environment. A good work environment will increase creativity, ethical behavior, and 

performance which will be a barrier to fraud (Wicaksono & Urumsyah 2016). Efforts to 

create a positive work environment include realistic budget absorption targets, clear 

division of authority and responsibility, good communication between employees and 

superiors, and simple and unpretentious behavior. 

3) Obvious Reward and Punishment system 
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Both reward and punishment systems are needed to stimulate employees to 

improve their work quality. Rewards are applied to motivate employees to work more 

optimally in carrying out their responsibilities. Meanwhile, punishment is imposed on 

employees who make mistakes and violations so that they are motivated to stop deviant 

behavior and direct positive behavior (Suherman, 2017). In addition to rewards in the 

form of performance allowances, rewards that can be given to employees include 

providing opportunities to improve abilities according to areas of expertise through 

training, promotions, and continuing education. Strict sanctions must also be imposed 

on employee violations based on Government Regulation of the Republic of Indonesia 

Number 53 of 2010 concerning Discipline for Civil Servants and withholding 

performance allowances based on the Regulations Concerning Procedures for Providing 

Performance Allowances to Employees within Ministry X. 

4) Anti-Fraud Socialization  

Anti-fraud socialization and education aim to strengthen each individual in 

making decisions that are ethical and with integrity, as well as creating a culture of zero 

tolerance against fraud. Anti-fraud socialization for employees is not only carried out in 

the form of education and training but also through exemplary leadership (Wiratna, 

2015). Fraud-related education and training can be carried out at the time of recruitment 

of new employees (induction training) and it must be continued to carry out periodically 

after becoming an employee. Ethical seminars and training are used to reinforce values, 

guide organizations, explain acceptable and unacceptable practices, and deal with 

ethical dilemmas that may arise. Ethical training is a tool to understand and explore the 
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meaning of ethos, values, norms, ethics, integrity, and standards of behavior set out in 

the rules of conduct in the organization (codes of conduct). Anti-fraud education 

through anti-fraud promotions can be continuously carried out to increase awareness of 

fraud risks. Anti-fraud education can be through print or electronic media in the office 

environment. Apart from indirect communication, anti-fraud education can also be 

carried out through anti-fraud appeals at every opportunity to all employees, for 

example at meetings and ceremonies. 

69



CHAPTER V  

CONCLUSIONS AND RECOMMENDATIONS 

5.1 Conclusions 

The conclusions that were successfully obtained from the Gembong Gedhe 

Bakery business in this final report are: 

5.1.1 The operational aspect 

Roti Gembong Gedhe is a pretty great company from an operational 

standpoint because based on observations, there are not many businesses in 

Indonesia, especially in the FnB (Food and Beverages) category that can grow 

so quickly, reaching 188 outlets in the second year after starting their business. 

Indeed, on the way to the 188 outlets, it can be stated that the aspects of 

maintenance and supervision of product quality and qualifications as well as 

final services are quite weak. The reason for this aspect is that the RGG 

operational team only focuses on surveying locations and also setting outlets to 

hasten their opening. 

5.1.2 The Human Resources aspect 

Aspects of human resources (HR) are also considered quite weak in this 

company. The total number of RGG employees, as of February 15, 2023, was 

1187 people. This number consists of the majority of outlet employees in the 

form of bakers, cashiers, and also frontliners. Meanwhile, the rest are employees 

with warehouse management jobs, pre-mix mixers, distribution teams, and also 

managerial structures in the office. The HR aspect of Roti Gembong Gedhe is 
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also considered weak because during the three years the operation, 70% of the 

focus has been on recruitment and meeting the needs of outlet employees, so 

that process and output produced are not balanced with the inputs implemented 

by this company. 

5.1.3 The Financial aspect 

Gembong Gedhe Company is stated to be quite good in its financial 

management. There is as much as 60% of the profit from this business is 

allocated to purchase assets in the form of property and land whose value is very 

good. In addition, RGG also has no liabilities or debts to third parties such as 

raw material providers, vendors, or other parties who work with this business. 

The mechanism for distributing salaries to employees, and the company's profit 

sharing given to shareholders has also been well recorded so far. However, a 

special planning team and a more comprehensive financial examiner are needed, 

starting from the outlet to the office, so that financial effectiveness can increase, 

besides that the financial planning team is also expected to be able to increase 

the level of efficiency of each financial post carried out in this business. 

5.1.4 The Marketing aspect 

Roti Gembong Gedhe does marketing which is only necessary for this 

business to keep going. The standard for assessing the level of marketing is not 

satisfactory, because the percentage value of the allocation of funds for 

marketing this business only reaches <10% of the revenue that goes into the 

company. Maybe the value can also be stated less to guarantee better marketing 
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of RGG. Apart from that, better and more powerful marketing should be done so 

that this company is better known by the people of Indonesia. 

      5.2 Recommendations 

The culinary business is one of the many types of businesses that are highly 

recommended to be tried and implemented, especially for the younger generation and 

the Yogyakarta region. There are many FnB (Food and Beverages) business examples 

that require very little capital that does not even reach millions of rupiah, In Yogyakarta, 

people can sell instant drinks and buy raw materials easily from grocery or online 

shops. Yogyakarta is also a highly recommended area to start this business because all 

kinds of needs, snacks, salary costs, transportation, and the cost of renting a place to 

start a business are also very affordable when compared to other big cities. 

Similar to the Roti Gembong Gedhe business, which started 3 years ago on Jalan 

Affandi Gejayan Yogyakarta.  The writer is confident to start this business in that 

location because the place is very crowded and densely populated, there are many 

segments of society are mixed in this popular. Over time, because of the results of 

tenacity and hard work together, this business can achieve success very quickly and 

easily, but there are still many shortcomings and gaps in this business that needs to be 

fixed immediately. Issues around the quality of human resources, operational aspects 

ranging from assessment, monitoring, and supervision, the quality level of marketing, 

and financial planning are very complex and much need to be improved. It is 
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undeniable that RGG's business can grow so fast, with a strong business fundamental 

that is only strong enough to support the opening of new outlets, but weak enough to 

manage outlets that have already been operating and selling bread every day. 

Business fundamental improvements are still being implemented in the form of 

short-term projects in this business. RGG is also working with Business Advisor, 

Biznis.id under the leadership of Budi Isman as one of the parties observing the 

progress of this company's improvement. Managing 1000+ employees, like one of the 

problems that became the background for Gembong Gedhe, in the end, together we can 

help reduce the unemployment rate caused by the pandemic. Even though these 

employees are scattered in several areas on the island of Java, this shows the 

contribution of Gembong Gedhe. Moreover, distribution of materials, meaningful 

marketing, operational control, and management of partners at one time are things that 

are quite complex and require special skills. As a recommendation, the company should 

review the principle of organization, the company's vision and outline the mission to 

achieve it, make observations on the management cycle that moves within the company, 

and supervise all employees continuously. Suggestions for other business people, when 

carrying out a business, it is necessary to consider the fundamental strength of the 

company, the structure, and the workflow, and get to know the existing business models 

to adapt them to the business model that is suitable for the company. Maintaining a goal 

is always more difficult in the middle phase, the things that have been carried out by 

Roti Gembong Gedhe are an example.  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    APPENDICES 

Business Design Presence 

Name      : Rifawan Pradipta Kusuma 

NIM      : 18311322 

Field Supervisor Name                   : Probosini Kusumawardany 

Position                : Finance Director 

March 2022 

No Time of Attendance Activity Initials

Date Coming 
Hours

Return 
Hours

1 2/03/2022 08:30 16:31 Outlet visits 
(Hasanudin & Garuda 

Mas solo)
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2 3/03/2022 08:27 16:28 Sales updates 
(timeframe & 

comparison with 
previous months)

3 4/03/2022 08:26 16:32 Operational 
management meetings

4 5/03/2022 08:31 16:30 Maintenance of store 
conditions (Bantul & 

West Imogiri)

5 7/03/2022 08:29 16:29 Weekly briefings

6 8/03/2022 08:30 16:30 Marketing management 
meetings

7 9/03/2022 08:32 16:35 Maintenance of recipe 
grammar (with chef & 

founder)

8 10/03/2022 08:26 16:40 Waste results meeting 
with the audit team

9 11/03/2022 08:28 16:24 Meeting finance 
management

10 12/03/2022 08:29 16:27 Price and sales updates 
(review of Yogyakarta 

sales performance)

11 14/03/2022 08:28 16:32 Weekly briefings

12 15/03/2022 08:34 16:29 Salary approval 
(management & all 
outlet employees)

13 16/03/2022 08:27 16:34 Product photos for 
socmed content supply 

needs

14 17/03/2022 08:28 16:41 Warehouse visit 
(subang)
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15 18/03/2022 08:33 16:30 Majalengka outlet 
opening

16 19/03/2022 08:35 16:27 Jabar area supervisor 
meeting

17 21/03/2022 08:28 16:35 Weekly briefings

18 22/03/2022 08:31 16:26 New outlet location 
survey (East Java)

19 23/03/2022 08:30 16:45 Internal board of 
directors meeting

20 24/03/2022 08:32 16:34 Evaluation of the 
setting team (after 

opening jabar)

21 25/03/2022 08:28 16:35 Update employee SOP 
(all outlets)

22 26/03/2022 08:29 16:36 Maintenance of 
Tamansiswa Yogya 
outlet production 

machines

23 28/03/2022 08:30 16:28 Weekly briefings

24 29/03/2022 08:34 16:50 Opening of Ngawi 
outlets

25 30/03/2022 08:29 16:31 Opening outlets in 
Bojonegoro and Tuban

26 31/03/2022 08:30 16:27 Approval of profit 
sharing to cooperation 

partners
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April 2022 

No Time of Attendance Activity Initials

Date Opening 
Hours

Return 
Hours

1 1/04/2022 08:30 16:26 Cactus coffee meeting 
to plan collaboration

2 2/04/2022 08:34 16:28 Post-profit sharing 
financial reports for 
partners in March

3 4/04/2022 08:29 16:34 Weekly briefings

4 5/04/2022 08:30 16:30 Maintenance of 
Gejayan and Monjali 

outlet store

5 6/04/2022 08:33 16:24 conditions 
Planning for Gebyar 

gedhen II, all 
management

6 7/04/2022 08:35 16:31 Box vendor 
consolidation (for price 

deals)

7 8/04/2022 08:28 16:35 Prepare opening Central 
Java

8 9/04/2022 08:31 16:42 Short term marketing 
complementary 

(discussing temporary 
sales performance)

9 11/04/2022 08:30 16:28 Payroll preparation for 
all employees

10 12/04/2022 08:32 16:29 Monthly sales update 
(jabar & east java area)
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11 13/04/2022 08:28 16:31 Evaluation of setting 
and maintenance 

(preparation for Central 
Java opening)

12 14/04/2022 08:29 16:43 Enter salary in MIB (for 
all employees)

13 15/04/2022 08:30 16:33 Salary Approval

14 16/04/2022 08:34 16:41 Opening nganjuk and 
kertosono outlets

15 18/04/2022 08:29 16:38 Weekly briefings

16 19/04/2022 08:30 16:20 Maintenance of 
Kusumanegara outlets, 

proofers and ovens

17 20/04/2022 08:31 16:32 Preparation for the 
opening of the West 
Java outlet with the 

audit and setting team

18 21/04/2022 08:29 16:26 New outlet location 
survey (Jabar)

19 22/04/2022 08:30 16:41 Directors meeting to 
discuss employee 

performance

20 23/04/2022 08:32 16:32 Financial planning for 
profit sharing in April

21 24/04/2022 08:26 16:33 Opening of Sukabumi 
and Cianjur

22 25/04/2022 08:28 16:35 Opening Cikarang

23 26/04/2022 08:29 16:28 Production sharing 
planning, as well as 

consolidation of 
partners 2+ years

24 28/04/2022 08:28 16:47 Warehouse outlet bill 
settlement, payment
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May 2022 

25 29/04/2022 08:34 16:30 Yogya Warehouse 
Cleaning, routine 

checks

26 30/04/2022 08:27 16:29 Nganjuk warehouse 
lease extension

No Time of Attendance Activity Initials

Date Opening 
Hours

Return 
Hours

1 2/05/2022 08:30 16:26 Weekly briefings

2 3/05/2022 08:27 16:28 Prepare monthly all 
team to improve 

performance in April

3 4/05/2022 08:26 16:34 Evaluate the team 
opening, to prepare for 

the next opening

4 5/05/2022 08:31 16:30 Yogya shop head 
meeting, discussing 

SOP violations

5 6/05/2022 08:29 16:24 Evaluation of directors, 
addition of cooperation 
partners and renewal of 

agreements
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6 7/05/2022 08:30 16:31 Planning BAP with 
expert, Biznis.id

7 9/05/2022 08:32 16:35 Weekly Briefings

8 10/05/2022 08:26 16:42 Financial planning for 
employee salaries

9 11/05/2022 08:28 16:28 Alignment of all 
employees outside of 
Yogya, unification of 

perceptions and 
principles

10 12/05/2022 08:29 16:29 New product trial, 
Sponde with a new 

recipe measure

11 13/05/2022 08:28 16:20 Box and margarine 
vendor meeting

12 14/05/2022 08:34 16:32 MIB employee salary 
input

13 16/05/2022 08:27 16:26 Weekly briefings

14 17/05/2022 08:28 16:41 Evaluate the salary of 
the entire team, check 

the balance of each 
outlet

15 18/05/2022 08:30 16:32 Planning towards the 
end of the month all 

team, profit sharing and 
preparing for opening

16 19/05/2022 08:27 16:33 Meeting marketing, 
performance evaluation

17 20/05/2022 08:26 16:35 HRD management 
meeting

18 21/05/2022 08:31 16:28 Opening Kediri

19 23/05/2022 08:29 16:47 Opening Banjarsari
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June 2022 

20 24/05/2022 08:30 16:30 Weekly Briefings

21 25/05/2022 08:32 16:29 Evaluation of the team 
setting after the 

opening of East Java

22 26/05/2022 08:26 16:35 Maintenance of 
Anjasmoro and Slamet 

riyadi solo outlets

23 27/05/2022 08:28 16:36 Maintenance outlet 
jogja, Jakal Besi

24 28/05/2022 08:29 16:28 Dealing prices with 
suppliers, price 

agreements

25 30/05/2022 08:28 16:50 Weekly briefings

26 31/05/2022 08:34 16:31 Price contract 
agreements with 

suppliers, for 2022

No Time of Attendance Activity Initials
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Date Opening 
Hours

Return 
Hours

1
6/2/22 8:30 16:31 Ngipik and Brosot outlet 

visits

2 6/3/22 8:27 16:28 May sales update

3 6/5/22 8:29 16:29 Weekly briefings

4
6/6/22 8:30 16:30 Marketing management 

meetings

5
6/7/22 8:32 16:35

Maintenance of recipe 
grammar, to ensure 
quality standards

6
6/8/22 8:26 16:40 Meeting on waste results 

with the audit team

7
6/9/22 8:28 16:24 Meeting finance 

management

8
6/10/22 8:29 16:27 Update prices and sales 

of West Java outlets

9
6/12/22 8:27 16:34 Product photos for 

socmed content needs

10 6/13/22 8:28 16:41 Weekly Briefings

11
6/14/22 8:33 16:30 Salary approval for all 

outlet employees

12
6/15/22 8:35 16:27 Jogja area supervisor 

meeting

13
6/16/22 8:28 16:35

Advertisement 
Shooting, with 

Selebgram

14
6/17/22 8:30 16:45

Board of directors 
meeting, discussing 

business development

15
6/19/22 8:28 16:35 Update employee SOP 

for West Java area
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16
6/20/22 8:29 16:36

Maintenance of 
Wonosari outlet 

production machines

17 6/21/22 8:30 16:28 Weekly briefings

18
6/22/22 8:34 16:50 Shooting Ads for 

socmed content needs

19 6/23/22 8:30 16:27 Pantura area outlet visit

20
6/24/22 8:29 16:29 Central Java area sales 

update

21
6/26/22 8:30 16:30 Ad Shooting for West 

Java content needs

22
6/27/22 8:32 16:35 Marketing management 

meetings

23 6/28/22 8:26 16:40 Weekly briefings

24
6/29/22 8:28 16:24 Pekalongan branch 

outlet visit, hayamwuruk

25
6/30/22 8:27 16:27

Approval of profit 
sharing to cooperation 

partners
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July 2022 

No Time of Attendance Activity Initials

Date Opening 
Hours

Return 
Hours

1
7/1/22 8:29 16:30

Madiun and 
Tulungagung outlet 

visits

2 7/3/22 8:27 16:28 Weekly Briefings

3
7/4/22 8:26 16:32 Meeting operational 

management

4
7/5/22 8:31 16:30

Maintenance of store 
conditions, wates and 
kadipiro road areas

5
7/6/22 8:29 16:29 Shooting Ads for social 

media needs

6
7/7/22 8:30 16:30 Marketing management 

meetings

7
7/8/22 8:32 16:35

Maintenance of 
grammatical recipes, QC 
warehouse in Semarang

8 7/10/22 8:28 16:24 Weekly briefings

9
7/11/22 8:29 16:27 West Java new outlet 

location survey

10
7/12/22 8:28 16:32 Location survey for 

Jabodetabek new outlets

11
7/13/22 8:34 16:30 Approval of outlet 

employees' salaries

12
7/14/22 8:29 16:29 Product photos for social 

media content needs

13 7/15/22 8:30 16:30 Jabar Warehouse Visit
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14 7/17/22 8:32 16:27 Weekly Briefings

15
7/18/22 8:28 16:35

Evaluation of the 
maintenance setting team 

in handling it

16
7/19/22 8:31 16:26 Location survey for 

Jabodetabek new outlets

17

7/20/22 8:30 16:45

Board of directors 
meeting, discussing 

issues of quality 
standards

18
7/21/22 8:32 16:34

Evaluation of the setting 
team for West Java 

outlets

19
7/22/22 8:28 16:35 Planning for the results 

of July with finance

20 7/24/22 8:30 16:28 Weekly Briefings

21
7/25/22 8:32 16:50 Ad shooting with 

Jabodetabek celebrities

22
7/26/22 8:28 16:31 Marketing management 

meetings

23
7/27/22 8:29 16:26 Marketing management 

meetings

24
7/28/22 8:30 16:45 Operational management 

meetings

25 7/29/22 8:32 16:34 Weekly Briefings

26
7/31/22 8:28 16:35 Approval for the results 

of cooperation partners
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August 2022 

No Time of Attendance Activity Initials

Date Opening 
Hours

Return 
Hours

1
8/1/22 8:30 16:31 A visit to the Tlogosari 

Semarang outlet

2
8/2/22 8:27 16:28 Sales updates for all 

outlets

3
8/3/22 8:26 16:32 Operational management 

meetings

4

8/4/22 8:31 16:30

Maintenance of the 
condition of the 
Fatmawati store, 

Semarang

5
8/5/22 8:29 16:29 Meeting finance 

management

6 8/7/22 8:32 16:35 Weekly briefings

7
8/8/22 8:26 16:40 Meeting on waste results 

with the audit team

8
8/9/22 8:28 16:24 Meeting finance 

management, sales results

9
8/10/22 8:29 16:27 Jabodetabek price and 

sales updates

10
8/11/22 8:30 16:32 Shooting Ads for social 

media needs
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11
8/12/22 8:34 16:29 Salary approval for all 

outlet employees

12
8/14/22 8:29 16:41 Routine management 

briefings

13
8/15/22 8:30 16:30 Survey of Pasar Minggu 

outlets

14
8/16/22 8:29 16:27 Jabodetabek area 

supervisor meeting

15
8/17/22 8:32 16:35 Meeting finance 

management

16
8/18/22 8:26 16:40

Survey the location of 
new outlets in the East 

Java area

17

8/19/22 8:28 16:24

Board of directors 
meeting, discussion of 

West Java outlet 
performance

18
8/21/22 8:28 16:27 Routine management 

briefings

19
8/22/22 8:29 16:32

Maintenance of Jepara 
outlet production 

machines

20
8/23/22 8:30 16:29

Board of directors 
meeting, discussion of 

selling price

21
8/24/22 8:34 16:41 Shooting Ads with creator 

content

22
8/25/22 8:29 16:30 Jogja area supervisor 

meeting

23
8/26/22 8:32 16:27

Evaluation of the setting 
team after the opening of 

Jabodetabek

24
8/28/22 8:26 16:35 Routine management 

briefings
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25
8/29/22 8:28 16:26 East Java area outlet visit, 

kertosono

26
8/30/22 8:28 16:45 Visit to pantura area 

outlets, Kudus

27
8/31/22 8:29 16:35 Approval for the results 

of cooperation partners
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