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ABSTRACT

The increasing awareness of consumers toward food choices, ingredients,
and lifestyle changes has created opportunities for bakery businesses to develop
products with greater consideration of ingredient selection and consumer
preferences. Puddyton is a bakery business that develops a health-conscious
bakery concept through product differentiation, alternative ingredient utilization,
and consumer-oriented marketing strategies. This final project aims to analyze
Puddyton’s business development, evaluate market acceptance, assess marketing
implementation, and formulate strategic recommendations to support sustainable

business growth.

The study applies a business design approach involving market validation
activities, consumer surveys, product testing, financial analysis, SWOT analysis,
and strategic evaluation. Puddyton’s product differentiation is implemented
through the use of alternative ingredients, including cassava flour, sorghum flour,
pumpkin flour, and potato flour, as well as selected sweeteners such as palm sugar
and stevia. These characteristics represent Puddyton’s product formulation
approach and positioning strategy rather than scientifically validated health

benefits.

The implementation results indicate positive market acceptance toward the
health-conscious bakery concept. Based on customer survey results, 70% of
respondents showed interest in healthier bakery products, while 29% considered

alternative ingredients as a unique product value. Community collaboration and



word of mouth also became important sources of brand awareness, with 75% of
consumers discovering Puddyton products through recommendations from
friends, family, or communities. In terms of financial performance, Puddyton
generated total revenue of IDR 403,851,500 and profit of IDR 187,007,665 during

the implementation period from February 2025 to June 2026.

Based on the analysis, Puddyton has potential to strengthen its position as
a health-conscious bakery brand through relationship-based marketing,
community collaboration, product innovation, and improved digital marketing
management. However, further validation is required regarding long-term
customer loyalty, digital marketing conversion effectiveness, and nutritional

performance because laboratory nutritional testing has not been conducted.
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CHAPTER1
INTRODUCTION

1.1 Background

The culinary industry is a creative economy sector experiencing rapid
growth in line with changes in people's lifestyles. This development is influenced
not only by the basic human need for food but also by increasing public awareness
of the quality of the food they consume. Today, food is no longer seen simply as
fulfilling biological needs, but also as an integral part of lifestyle, comfort,
self-identity, and efforts to maintain health. This situation encourages consumers
to be more selective in choosing food products, including bakery products, by
considering aspects of taste, raw materials, nutritional value, food safety, and the
product's suitability for a healthier lifestyle.

In Indonesia, the culinary subsector plays a significant role in the national
creative economy. According to data from the Ministry of Tourism and Creative
Economy/Bekraf published by Komdigi, the culinary subsector is the largest
contributor to the creative economy, contributing 41.69%, followed by the fashion
subsector at 18.15% and the crafts subsector at 15.70% (Badan Ekonomi Kreatif
Republik Indonesia, 2017).

This demonstrates the culinary industry's significant potential for
continued development, including the bakery business, a processed food business
closely aligned with everyday needs.

The development of the bakery business is also inseparable from consumer

behavior, which is increasingly shifting toward practical, ready-to-eat, and readily



available foods. Bakery products such as bread, cakes, cookies, and desserts are
popular choices for breakfast, snacks, and accompaniments to various activities.
Based on data from the March 2024 National Socioeconomic Survey (Susenas)
released by the Central Statistics Agency (BPS) and published by IndonesiaBaik,
the average per capita expenditure of Indonesians on prepared food and beverages
reached IDR 55,744 per week, the highest compared to other food commodities
(Badan Pusat Statistik, 2024). This indicates a strong preference among

Indonesians for prepared and processed foods and beverages.

However, the increasing consumption of processed food products also
highlights the importance of greater consumer awareness regarding food
composition and consumption patterns. The Ministry of Health emphasizes that
excessive intake of sugar, salt, and fat may contribute to increased health risks,
including non-communicable diseases (Kementerian Kesehatan Republik
Indonesia, 2022). These issues provide broader context regarding the importance
of more conscious food choices among consumers. However, the discussion of
these health statistics in this report does not indicate that Puddyton products
prevent, treat, or manage any medical condition. This report does not claim any
medical or clinical benefits from Puddyton products, as nutritional validation

through laboratory testing has not been conducted.

As health awareness increases, consumers are increasingly seeking food
alternatives that are not only enjoyable in taste but also provide greater

consideration regarding ingredient choices. In this report, the term



“health-conscious bakery” refers to bakery products that emphasize the use of
more considered ingredient choices, such as incorporating alternative raw
materials, reducing dependence on refined sugar, and avoiding certain
unnecessary additives. However, this positioning represents a marketing and
product development approach rather than a scientifically verified health benefit.
Since Puddyton has not conducted laboratory nutritional testing, this report does
not claim that Puddyton products provide specific nutritional advantages or health
outcomes. Instead, Puddyton’s concept focuses on offering bakery alternatives

that align with consumers’ increasing interest in more conscious food choices.

Beyond health aspects, sustainability is also increasingly becoming a
concern in food product development. Using local raw materials such as cassava
flour, sorghum flour, pumpkin flour, and potato starch can be an innovative way to
support food diversification. Utilizing local ingredients in bakery products
provides product differentiation and supports food diversification. These
ingredient choices may create additional value for businesses by responding to
consumers who are increasingly interested in transparency, ingredient awareness,
and more sustainable consumption preferences. However, these choices should be
viewed as part of product positioning rather than evidence of superior nutritional

quality without further testing.

Changes in consumer behavior are also influenced by developments in
digital technology. Although Puddyton does not sell its products through

e-commerce, digital platforms still play a crucial role in introducing products,



building communication with customers, and expanding the reach of information.
According to APJII data, the number of internet users in Indonesia in 2024
reached 221,563,479 out of a total population of 278,696,200, with an internet
penetration rate of 79.5% (Asosiasi Penyelenggara Jasa Internet Indonesia, 2024).

This indicates that the internet has become a vital part of people's lives,
including searching for product information, viewing reviews, interacting with
brands, and placing orders through digital communication channels.

According to GoodStats data from a 2026 Jakpat survey, the food and
beverage sector is the most popular business sector among aspiring entrepreneurs
in Indonesia, at 45%. This figure is higher than the fashion and textile sector,
which accounts for 21% (GoodStats, 2026).

GoodStats also explains that the high interest in the food and beverage
sector is related to market size and the relative ease of starting a culinary business.
This situation presents an opportunity for Puddyton, as a healthy bakery business,
to strengthen its position in the culinary industry through products that are not
only delicious and attractive, but also offer added value in terms of health, raw

materials, and sustainability.
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Figure 1.1 Business Sectors Most in Demand by the Indonesian Public in 2026

Puddyton is a bakery business established in 2019 that initially focused on
producing bakery products based on market opportunities and customer
preferences. Throughout its business journey, Puddyton developed customer

relationships through product quality, direct interactions, and purchasing



experiences. However, before the implementation period of this final project,
Puddyton still faced challenges in strengthening product differentiation,
developing a clearer brand identity, and responding to increasing consumer

interest in ingredient awareness and lifestyle-oriented food choices.

During the implementation period from February 2025 to June 2026,
Puddyton developed bakery innovations by utilizing alternative raw materials
such as cassava flour, sorghum flour, pumpkin flour, and potato starch.
Furthermore, Puddyton explored reducing the use of granulated sugar by
replacing it with alternatives such as stevia and palm sugar. Puddyton also
improved product formulation by avoiding certain additives, such as softeners,
fragrances, bleaches, and artificial leavening agents. These innovations became
the foundation for strengthening Puddyton’s positioning as a health-conscious
bakery brand that emphasizes more considered ingredient choices. The
positioning is based on product development and marketing communication

strategies rather than verified nutritional claims.

Puddyton’s innovation aligns with changes in modern consumer behavior,
where consumers are increasingly paying attention not only to taste and
appearance but also to ingredient composition, transparency, and product value. In
this context, Puddyton creates value through product innovation, consumer
education regarding ingredients, and the development of bakery alternatives that

are aligned with lifestyle-oriented consumption preferences.



In its marketing process, Puddyton doesn't focus on e-commerce; instead,
it uses communities, word-of-mouth recommendations, Instagram, and WhatsApp
as its primary communication channels. This approach aligns with the concept of
relationship marketing, a marketing strategy that emphasizes building long-term
relationships between businesses and customers through trust, communication,
satisfaction, and commitment. In the culinary industry, this approach is crucial
because customer loyalty is built not only on products but also on experiences and
emotional connections built between brands and consumers.

Besides that, word of mouth is a crucial element in Puddyton's marketing
strategy because consumers tend to trust the experiences and recommendations of
those closest to them before making a purchase. In Puddyton's context,
recommendations from loyal customers, the community, and positive customer
experiences are effective promotional tools because they are more personal and
credible. Research by Ningsih and Hurnis (2024) shows that word of mouth plays
a role in mediating the influence of social media marketing on Instagram on
culinary product purchasing decisions.

These findings reinforce the relevance of Puddyton's marketing strategy,
which relies on Instagram and WhatsApp as communication channels, as well as
customer communities and recommendations as part of its promotional strategy.
Pratiwi's (2024) research on The Bun House Malang also showed that social
media marketing and electronic word of mouth have an influence on purchasing

decisions in bakery businesses. Thus, Instagram serves not only as a visual



promotional medium but also as a means of building interactions, strengthening

trust, and educating consumers about raw materials and healthy bakery concepts.

Despite having a loyal customer base and receiving positive responses
from customers, Puddyton still faces several marketing challenges. The main
challenge is the limited understanding of Puddyton’s health-conscious value
proposition among potential consumers. Although Puddyton has developed
products using alternative ingredients and more considered formulation choices,
the communication of these values has not yet been optimized to create stronger

brand awareness and market differentiation.

Furthermore, Puddyton’s marketing activities through communities, word
of mouth, Instagram, and WhatsApp have contributed to customer engagement;
however, the effectiveness of these channels in increasing awareness, customer
acquisition, and conversion has not been measured systematically. This creates a
gap between Puddyton’s product innovation and its ability to communicate value

effectively to a wider market.

Therefore, this final project focuses on developing Puddyton’s marketing
strategy through community collaboration, word of mouth, Instagram, and
WhatsApp to strengthen brand awareness, improve consumer understanding of its
health-conscious positioning, and support sustainable business growth in the
competitive bakery industry. This study does not evaluate or claim any medical or
nutritional benefits of Puddyton products but focuses on marketing strategy

development based on consumer perception and business performance.



1.2 Problem Statement

Based on the background description, the problem formulation of this final

project can be formulated as follows:

1. What customer and market insights support Puddyton’s health-conscious
positioning based on consumer preferences, perceptions, and acceptance
toward bakery products using more considered ingredient choices?

2. How do Puddyton’s marketing channels, including community
collaboration, word of mouth, Instagram, and WhatsApp, perform based
on measurable indicators such as brand awareness, customer engagement,
and customer acquisition during the implementation period?

3. What prioritized marketing development strategies can be formulated
based on consumer insights and the performance evaluation of Puddyton’s

marketing activities to strengthen its market presence?

1.3 Objectives and Benefits

This section explains the objectives and expected benefits of this final
project based on the identified business problems and measurable outcomes. The
objectives are aligned with the problem formulation, data analysis,
implementation activities, and evaluation results to ensure consistency between

the research process and conclusions.

Puddyton i1s a bakery business that develops products using more

considered ingredient choices, including alternative raw materials such as cassava



flour, sorghum flour, pumpkin flour, and potato starch, as well as alternative
sweeteners such as stevia and palm sugar. However, this final project does not
claim that Puddyton products provide scientifically verified health benefits, as
nutritional testing has not been conducted. Therefore, Puddyton’s positioning in
this report is referred to as a health-conscious bakery, emphasizing ingredient

choices and consumer-oriented product communication.

The objectives of this final project are to assess consumer insights
regarding Puddyton’s health-conscious positioning, evaluate the performance of
marketing communication channels, including community collaboration, word of
mouth, Instagram, and WhatsApp, and formulate prioritized marketing

development strategies based on the evaluation results.

1.3.1 Main Objectives

The main objectives of this final project are:

1. To identify customer and market insights related to consumer
perceptions, preferences, and acceptance toward Puddyton’s
health-conscious bakery concept based on more considered
ingredient choices.

2. To assess the performance of Puddyton’s marketing
communication channels, including community collaboration,

word of mouth, Instagram, and WhatsApp, based on measurable
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indicators such as brand awareness, customer engagement, and
customer acquisition during the implementation period.

To formulate prioritized marketing development strategies based
on consumer insights and the evaluation of Puddyton’s marketing
activities to improve marketing effectiveness and strengthen brand

communication.
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Table 1.1 Main Object Alignment Table

1.3.2 Practical Benefits

providing

an

evaluation

of existing marketing

activities

This final project provides practical benefits for Puddyton by

and

recommendations for future marketing development. The findings can

12




support Puddyton in improving communication strategies, understanding
consumer preferences, and optimizing community collaboration, word of

mouth, Instagram, and WhatsApp as marketing channels.

Furthermore, this project helps Puddyton communicate its product
value more effectively by emphasizing ingredient choices and product

differentiation without making unsupported nutritional or medical claims.

1.3.3 Academic Benefits

Academically, this final project contributes to the understanding of
marketing strategy development in small and medium culinary businesses,
particularly regarding community-based marketing, word of mouth, and

social media communication.

This research provides insights into how non-e-commerce
marketing approaches can support consumer engagement and brand
communication in the culinary sector. Additionally, this project allows the
author to apply marketing management, entrepreneurship, and business
strategy concepts in analyzing practical business challenges and

developing evidence-based recommendations.
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1.3.4 Business Profile

Business Name
Brand Name
Date of Establishment

Business Address

Phone number
Email address
TikTok
Instagram
NIB

P-IRT

HALAL

Puddyton Bakery
Puddyton
January 1, 2019

Perum Gebang Permai Blok N no
8, Jetis, Wedomartani, Ngemplak,

Sleman, Daerah Istimewa

Yogyakarta 55584
+628-1372-1777-58
Puddyton.est2019@gmail.com
PUDDYTON.BAKERY
Puddyton

1206250038941
1206250038941000

1D34410024896760725
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Est 2019

Puddyton.

Cake & Bakery

Figure 1.2 Puddyton Logo

The name Puddyton itself has a special meaning that represents the
business owner's identity and high hopes. The word "Puddy" is taken from
the owner's name, Putri Hardi, with the letter "i" changed to "y" to sound
more unique, modern, and memorable. Furthermore, the word "Puddy"
also has a close meaning to "putty," which is a soft, malleable, and flexible
material. This meaning reflects Puddyton's character as a brand that is
adaptive, creative, and able to continuously evolve to meet consumer
needs. Meanwhile, the word "ton" means a large unit of mass. Through
this name, the owner hopes that Puddyton can grow into a large, strong

bakery brand that can generate large profits sustainably.
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1.3.5 Puddyton Customer Segment and Value Proposition Analysis

Puddyton is a bakery brand that develops bread and pastry
products by emphasizing more considered ingredient choices and
innovative product development. Puddyton was developed in response to
changing consumer preferences toward bakery products that not only
provide enjoyable taste and quality but also offer greater transparency

regarding ingredients and product composition.

During the implementation period, Puddyton focused on
developing bakery products using alternative ingredients, including
cassava flour, sorghum flour, pumpkin flour, and potato starch, as well as
alternative sweeteners such as stevia and palm sugar. These product
developments represent Puddyton’s health-conscious bakery positioning,
which focuses on offering bakery alternatives with more considered
ingredient choices. However, this positioning does not represent a
scientifically verified health benefit, as Puddyton has not conducted

laboratory nutritional testing.

Based on consumer observation, survey results, and customer
feedback collected during the implementation period, Puddyton identified

its primary and secondary customer segments.
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A. Primary Customer Segment

The primary customer segment consists of young adults
aged 20-35 years old living in urban areas, particularly
students, young professionals, and individuals with active
lifestyles who are interested in more conscious food choices.
This segment purchases bakery products for daily consumption
occasions, such as breakfast, snacks, personal consumption, and

gifts.

This segment shows willingness to consider products with
higher perceived value when the ingredients and product
differentiation are clearly communicated. Their main purchasing
considerations include taste, product quality, ingredient
transparency, and suitability with their lifestyle preferences. The
main purchase channels are direct purchasing, community

recommendations, Instagram, and WhatsApp communication.

B. Secondary Customer Segment

The secondary customer segment consists of families,
corporate customers, and consumers purchasing bakery
products for special occasions such as hampers, events, and

gifts. This segment considers product appearance, quality, trust in

17



the brand, and suitability for different occasions as important

purchasing factors.

Based on customer interactions and sales activities, these
segments represent consumers who are interested in bakery
products that combine familiar flavors with additional value

through ingredient choices and product innovation.

. Customer Evidence Supporting Value Proposition Canvas

The Value Proposition Canvas was developed based on
consumer survey results, customer feedback, purchasing behavior,
and marketing interaction data collected during the implementation
period. The analysis connects customer needs (Customer Profile)

with Puddyton’s offered value (Value Proposition).
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Customer Profile

Evidence Source

Customer
Finding

Puddyton
Response (Value
Proposition)

Customer Jobs:
Consumers seek
bakery products
that provide good
taste, quality, and
convenience for

Consumer survey
and customer
purchasing
records showing
interest in bakery
products as daily

Consumers
prioritize taste,
product quality,
practicality, and
suitability for

Puddyton develops
bakery products
that maintain
familiar flavors
while offering
differentiation
through alternative

daily colnsumptlon snacks, gifts, and dlﬁergnt ingredient choices
or special occasions.
. event products. and product
occasions. ; :
innovation.
Puddyton

Pains: Consumers
are concerned
about high sugar
content, unclear
ingredients, and
difficulty finding
bakery products
that match their

Consumer
feedback
regarding
ingredient
awareness and
preference for
products with
more transparent

Consumers are
interested in
bakery
alternatives with
clearer ingredient
communication
and reduced
dependence on

communicates the
use of alternative
ingredients such
as cassava flour,
sorghum flour,
pumpkin flour,
potato starch,
stevia, and palm

lifestyle O conventional sugar as part of its
preferences. ) ingredients. health-conscious
positioning.

- Puddyton creates
Galnz. i)onsumers Survey responses [Consumers value through
Wgétu:tls ‘E?; t and customer appreciate ingredient
Srovi de enjoyable discusls,ionls plroductl . innovation,
taste while aligning regarding interest |differentiation, customer

; in alternative ingredient education, and
with moke ingredients and transparency, clearer
ggg:ﬁ'{?}u? product and educational |communication

Prion unigueness. communication. |regarding product
preferences. Brr ik

Table 1.2 Value Proposition Canvas (VPC) Puddyton
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CHAPTERII
REFLECTION ON IMPLEMENTATION RESULTS

2.1 Implementation Performance

2.1.1 Financial Performance

A. Financial Recording System

19.13 Wed 8 Jul = 49% &

% puddyton Bakery x

‘ Hi, putrihardiutami ~ m
—

=] Logout oo .

Hallo, Puddyton Bakery !

Selamat datang di SI APIK, ayo kita mulai usaha kita hari ini!

INFORMASI PENJUALAN BEBAN USAHA

Periode : - |
50,000,000
a II_I_I_I_L
o
% S Z z 3 Z
% %, s %, % % 2
O N

Figure 2.1 Siapik Home Display

In the Puddyton business implementation process, one of
the important aspects evaluated is financial performance as an
indicator of the business's ability to maintain operational
sustainability. Financial recording has been carried out routinely
since the beginning of implementation using the application.
SIAPIK (Financial Information Recording Application

Information System) was developed by Bank Indonesia. The
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use of SIAPIK helps Puddyton record transactions in a more
structured manner, from sales revenue and production costs to
operational costs, and to calculate profits earned in each period.
Through this recording, Puddyton obtains a clearer picture of the
business's financial condition and can evaluate business
development based on actual data.

. Cash Flow Report

The cash flow report provides an overview of cash inflows
and outflows generated from Puddyton’s business activities during
the implementation period. Based on the financial records,
Puddyton’s primary cash inflows came from business activities,

particularly bakery product sales.

During the initial implementation period, Puddyton
recorded additional capital of Rp10,000,000, which was used as
initial business support. No loan acceptance, bank financing, or
external debt was recorded during the reporting period. Therefore,
Puddyton’s operational activities were primarily supported by sales

revenue and owner capital.

The cash flow report indicates that Puddyton maintained
positive cash movement throughout the implementation period.

The increase in ending cash balance reflects accumulated
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operational results after considering business expenses and

recorded cash movements.

CASH FLOW REPORT FEBUARY 2025 - JUNE 2026

MONTH February 2025 March2025 April 2025 May 2025 June 2025 July 2025

INFORMATION Rupiah Rupiah Rupiah Rupiah Rupiah Rupiah

CASH AND CASH EQUIVALENT RECEIPTS 22,640,000 8,730,000 6,482,000 10,450,000 13,350,000 6,486,000

Business Activity 12,640,000 8,730,000 6,482,000 10,450,000 13,350,000 6,486,000

Loan Acceptance 0 0 0 0 0 ]

Additional Capital 10,000,000 0 0 0 0 [

CASH AND CASH EQUIVALENTS ITS 9,992,000 5,623,520 9,566,000 7,000,000 8,250,000 4,291,500

Business Activity 9,992,000 5,623,520 9,566,000 7,000,000 8,250,000 4,291,500

Loan Payment 0 0 0 0 0 [}

Capital Withdrawal 0 0 0 0 0 [}

Increase 12.648,000 3,106,480 -3.084.000 9,750,000 5,100,000 2,194,500

b balance 0 12,648,000 15,754,480 12,670,480 22,420,480 27,520,480

ending balance 12,648,000 15,754,480 12,670,480 22,420,480 27,520,480 29,714,980
CASH FLOW REPORT FEBUARY 2025 - JUNE 2026

MONTH August 2025 |September2025| October 2025 |November 2025|December 2025/ Janary 2026

INFORMATION Rupiah Rupiah Rupiah Rupiah Rupiah Rupiah

CASH AND CASH EQUIVALENT RECEIPTS 8,172,000 27,430,000 30,760,000 35,034,000 49,300,000 25,790,000

Business Activity 8,172,000 27,430,000 30,760,000 365,034,000 49,300,000 25,780,000

Loan Acceptance 0 0 0 0 0 [

Additional Capital 0 0 0 0 0 []

CASH AND CASH EQUIVALENTS DISBURSEMENTS 4,820,000 14.065,000 16,205,000 17,955,000 24,820,000 23,200,000

Business Activity 4,820,000 14.065,000 16,205,000 17,955,000 24,820,000 13,200,000

Loan Payment 0 0 0 0 0 0

Capital Withdrawal 0 0 0 0 0 10,000,000

Increase 3,352,000 13,365,000 14,565,000 17,079,000 24,480,000 2,590,000

leginning balance 29,714,980 33,066,980 46,431,980 60,986,980 77.717,980| 102,197,980

ending balance 33,066,980 46,431,980 60,986,980 78,065,980 102,197,980 104,787,980

| CASH FLOW REPORT FEBUARY 2025 - JUNE 2026

MDNTH February 2026 March 2026 April2026 May 2026 June 2026

INFORMATION Rupiah Rupiah Rupiah Rupiah Rupiah

CASH AND CASH EQUIVALENT RECEIPTS 41,280,000 32,095,000 28,150,000 33,675,000 34,027,500

Business Activity 41,280,000 32,095,000 28,150,000 33,675,000 34,027,500

Loan Acceptance 0 0 0 0 0

Additional Capital 0 0 0 0 0

CASH AND CASH EQUIVALENTS ITS 18,580,000 17,705,000 15,780,000 19,400,000 19,687,000

Business Activity 18,580,000 17,705,000 16,780,000 19,400,000 19,687,000

Loan Payment 0 0 0 0 0

Capital Withdrawal 0 0 0 0 0

Increase 22,700,000 14,390,000 12,370,000 14,275,000 14,340,500

|beginning balance 104,787,980 127,487,980 141,877,980 154,247,980 168,522,980

Iending balance 127,487,980 141,877,980 154,247,980 168,522,980 182,863,480

Table 2.1 Puddyton Cash Flow Table

Based on the cash flow report, Puddyton’s financial

activities were mainly generated from operational transactions

rather than financing activities. This indicates that business growth

during the implementation period was primarily supported by

internal operational performance.
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C. Profit and Loss Statement

The profit and loss statement was used to evaluate

Puddyton’s profitability by comparing sales revenue with total

expenses incurred during the implementation period.

PROFIT AND LOSS REPORT FEBUARY 2025 - JUNE 2026

MONTH Fabruary 2028 | Marchatzs | ApW2oss. | Mayi028 | dune2sss | dulysias
INFORMATION | Rupiah |  Rupiah | Rupiah | Rupiah | Rupiah |  Rupiah
INCOME

Sales | Rp12,640,000] Rps.730,000] Rp6.482.000] Rp10.450.000] Rp13,350,000]  Rp6.486,000
Other Income. Rp0,00| Rp0,00 Rp0.00 | Rp0,00 | Rpo0,00| Rp0,00

Amount of Incomes

| Rp 12,sau,don|

Rp8.730,000

Rp6,482,000] Rp10,450,000| Rp13,350,000] Rp6,486,000

EXPENSES

Material Expense Rp6.879.100| Rp4.729,335| Rp3.446,000| Rp5.475000| Rp6,975,000) Rp3,480,000
Labor Expense Rp500,000] Rp58,000,000] Rp0,00 Rp500,000 Rp500,000 Rp0,00
Rental Expense. Rp0,00 Rp0,00 Rp0,00 Rpo,00 Rp0,00 Rp0,00
Expenses. Rp0.00 Rp0,00 Rp200,000 Rp0,00 Rp0,00 Rp161,500
Fuel Expenses Rp0,00 Rp0,00 Rp0,00 Rp0,00 Rp0,00 Rp0,00
Electricity Expense Rp250,000 Rp200,000 Rp0,00 Rp200,000 Rp200,000
Water Expenses Rp0.00 Rp0.,00 Rp0,00 Rp0,00 Rp100,000
Telepon Expense Rp0.00 Rp0.00 Rp0,00 Rp0,00
D Expense Rp0.00 Rp0.00 Rp0.00 | Rp0,00 Rp0,00
General and Expense Rp0.00 00,000 Rp0,00 Rp175,000 Rp550,000
Other Expenses Rp0.00 Rp0,00 Rp0,00 Rp0,00 Rp0,00 Rp0,00
Interest Expense Rp0.00 Rp0,00 Rp0,00 Rp0,00 Rp0,00 Rp0,00
Total Expenses Rp7,629,100|  Rp6,009,335) Rp4,171,000| Rp6,175,000|  Rp7,950,000|Rp4.29.15.00,00
Profit (Loss) RPp5,010,900|  Rp2,720,665| Rp2,311,000] Rp4,275,000| Rp5,400,000|Rp2.19.45.00,00
Retained Earnings (Loss) Rp0.00| Rp5,010,900| Rp7,731,565| Rp10,042,565| Rp14,317,565| Rp19,717,565
Owner’s Withdrawal Rp0.00 Rp0.00 Rp0.00 Rp0,00 Rp0,00 Rp0,00
Ending Retained Earnings (Loss) RPp5,010,900| Rp7.731,565| Rp10,042,565| Rp14,317,565| Rp19,717,565| Rp21,912,065)

MONTH | August 2025 [September2025| October 2025 |November 2025 December no£| January 2026
INFORMATION | Rupian Rupiah Rupiah Rupiah Rupiah Rupiah
INCOME

Sales | Rp8,172,000] Rp27,430,000] Rp30.760,000] Rp35034.000] Rp49,300,000] Rp25,790,000
Other Income. Rpo,00| Rpo,00| Rp0,00 | |

Amount of Incomes | Rp8,172,000] Rp27,430,000] Rp30.760,000] Rp35034.000| Rp49,300,000] Rp25,790,000

EXPENSES

Material Expense Rp4.220,000] Rp13.565,000] Rp15.555.000] Rp 15.855.000] Rp24,370,000] Rp12.800.000
Labor Expense Rp200,000 Rp300,000 Rp400,000 Rp300,000 Rp200,000 Rp150,000
Rental Expense Rp0,00 Rp0,00] Rp0,00 Rp0,00 Rpo0,00 Rp0,00
Transportation Expenses. Rp0,00) Rp0.00 Rp0.00 Rp0,00 Rp0.00 Rp0,00
Fuel Expenses Rp0.00| Rp0.00| Rp0.00 Rp0,00 Rp0.00| Rp0.00|
Electricity Expense Rp100,000 Rp200,000 Rp250,000 Rp200,000 Rp250,000 Rp250,000
Water Expenses Rp0,00 Rp0,00, Rp0,00 Rp0,00 Rpo0,00 Rp0,00
Telepon Expense Rp0,00 Rp0,00] Rp0,00 Rp0,00 Rp0,00 Rp0,00
Depreciation Expense Rp0,00) Rp0,00 Rp0,00 Rp0,00 Rp0,00 Rp0,00
General and Administrative Expense Rp300,000 Rp0,00] Rp0,00 Rp0,00 Rp0.00 Rp0,00
Other Expenses Rp0.00 Rp0.00] Rp0.00 Rp0,00 Rpo0,00 Rp0.00
Interest Expense Rp0.00 Rpo.cd Rp0.00 Rp0,00 Rpo,00 Rp0.00
Total Rp4,820,000| Rp14,065,000| Rp16.205,000| Rp16,355.000) Rp24,820,000| Rp13,200,000
Profit (Loss) Rp3,352,000| Rp13,365,000| Rp14,555,000] Rp18,679,000) Rp24,480,000 Rp12,590,000
Beginning Retained Earnings (Loss) Rp21,912,065| _Rp25.264,065, RpS3,184,065| Rp71,863,065| Rp96,343,065,
Owner's Rp0,00 Rp0,00] Rp0,00 Rp0,00 Rp0,00] Rp10,000,000
Ending Retained Earnings (Loss) Rp25,264,065| Rp38,629,065| Rp53,184,065| Rp71,863,065| Rp96,343,065 Rp98,933,065)
MONTH | February 2026 | March2026 | April2026 | May2026 | June 2026

INFORMATION | Rupiah | Rupiah | Rupiah | Rupiah |  Rupiah

INCOME

Sales | Rp41,280,000] Rp32.095,000

Other Income.

Rp0.00|

Rp0.00

Amount of Incomes

| Rpa1,280,000]

Rp32,095,000

EXPENSES

Rp28,150,000

Material Expense Rp18,230,000] Rp17.305,000] Rp15.480,000] Rp18.850,000] Rp19,287,000
Labor Expense Rp200,000 Rp200,000 Rp200,000 Rp300,000 Rp200,000
Rental Expense. Rp0,00 Rp0,00 Rp0,00 Rpo,00 Rp0,00

Expenses. Rp0.00 Rp0,00 Rp0.00 Rp0,00 Rp0,00
Fuel Expenses Rp0.00 Rp0,00 Rp0.00 Rpo,00 Rp0,00
Electricity Expense Rp150,000 Rp200,000 Rp100,000 Rp150,000 Rp200,000
Water Expenses. Rp0.00 Rp0,00 Rp0,00 Rp100,000 Rp0,00
Telepon Expense Rp0.,00 Rp0,00 Rp0,00 Rp0,00
D Expense Rp0.00 Rp0.00 | Rp0,00 Rp0,00
General and iive Expense Rp0.00 Rp0.00 Rp0,00 | RpO. @I
Other Expenses Rp0,00 Rp0.00 Rp0,00 Rp0,00
Interest Expense Rp0,00 Rp0,00 Rp0,00 Rp0,00
Total Expenses Rp 18,580,000) Rp17,705,000| Rp15,780,000] Rp19,400,000 Rp19,687,000
Profit (Loss) Rp22,700,000| Rp14,390,000| Rp12,370,000| Rp14,275,000 Rp14,340,500

Retained Earnings (Loss)

Rp98,933,065.

Owner’s Withdrawal

Rp0.00!

Rp121,633,065

Rp136,023,065 | Rp148,393,065| Rp162,668,065

Ending Retained Earnings (Loss)

Rp121,633,065

Rp136,023,065

Table 2.2 Profit and Loss
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Based on the profit and loss statement, Puddyton recorded
total sales revenue of Rp403,851,500 during the implementation
period from February 2025 to June 2026. The revenue was
generated from monthly bakery product sales recorded throughout

the implementation period.

During the same period, Puddyton recorded total expenses
of Rp216,843,835, consisting of production-related costs and
operational expenses required to support business activities. Based

on the calculation:

Financial Component Amount (IDR)
Sales Revenue Rp403,851,500
Less: Cost of Goods Sold (COGS) [Rp174,731,435
Gross Profit Rp229,120,065
Less: Operating Expenses Rp42,112,400
Operating Profit Rp187,007,665
Less: Tax and Other Non-operating
Costs Rpo
Net Profit Before Tax Rp187,007,665

Table 2.3 Puddyton Financial Calculation

Therefore, Puddyton generated a profit before tax of
Rp187,007,665 during the implementation period. This
classification is used because the financial records do not
separately identify tax expenses, interest expenses, or other

non-operating costs.
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D. Balance Sheets

The balance sheet provides an overview of Puddyton’s
financial position by presenting assets, liabilities, and equity at the

end of each reporting period.

Based on the financial position report, Puddyton’s total
assets increased from Rp105,995,065 in 2025 to Rp186,660,565
in 2026. The increase was primarily influenced by accumulated

retained earnings generated from business operations.

Puddyton did not record business liabilities, bank loans, or
outstanding payables during the reporting period. The absence of
external liabilities indicates that business activities were conducted

primarily through operational revenue and owner capital.
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BALANCE BALANCE

SHEETS 2025 | SHEETS 2025
INFORMATION Rupiah Rupiah
ASSETS
Cash Rp97,085,480| Rp177,750,980
Savings/Electronic Wallet Rp5,112,500 Rp5,112,500
Checking Account Rp0 Rp0
Deposit Rp0 RpO
Accounts Receivable Rp0 Rp0
Material Inventory Rp1,197,085 Rp1,197,085
Prepaid Expenses Rp0 RpO
Fixed Assets Rp0 Rp0
Accumulated Depreciation Rp0 RpO
Other Assets Rp2,600,000 Rp2,600,000
Total Assets Rp105,995,065( Rp186,660,565
LIABILITIES
Bank Loan Payable Rp0 Rp0
Accounts Payable Rp0 Rp0
Other Liabilities Rp0 Rp0
Accrued Expenses Rp0 Rp0
Unearned Revenue Rp0 Rp0
Non-Bank Debt Rp0 Rp0
Total Liabilities Rp0 RpO
EQUITY
Retained Earnings Rp92,795,065| Rp171,960,565
Capital Rp10,000,000| Rp10,000,000
Total Equity Rp102,795,065 |Rp181,960,565
Total Assets Rp10,000,000 |[Rp186,660,565
Total Liabilities and Equity Rp102,795,065 [Rp181,960,565

Table 2.4 Balance Sheet 2025 and 2026

Penjualan Tahun 2025-2026

"60.000.000
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Figure 2.2: Puddyton Sales Graph for 2025-2026
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This graphic illustrates Puddyton’s monthly sales revenue
and profit performance during the implementation period from
February 2025 to June 2026. The financial trend shows changes in
sales performance throughout the implementation period, reflecting
the development of business activities, market responses, and

operational adjustments.

During the initial implementation period from February to
July 2025, Puddyton experienced fluctuating sales performance,
with monthly sales ranging from approximately Rp6.4 million to
Rp13.3 million and profit ranging from approximately Rp2.1
million to Rp5.4 million. This period represented the initial
adaptation phase, where Puddyton focused on introducing products
to the market, evaluating consumer responses, adjusting product
formulations, and improving financial recording practices. The
financial records through SIAPIK provided insights into cost
structures, pricing evaluation, and product performance based on

sales contribution.

From August to December 2025, Puddyton experienced an
improvement in financial performance, with sales increasing
consistently and reaching the highest monthly sales in December
2025 at Rp49,300,000, accompanied by a profit of Rp24,480,000.

This improvement occurred alongside several business activities,
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including participation in community events, bazaars, product
promotion activities, and increased customer interactions. These
activities contributed to broader product exposure and provided

additional opportunities for consumer engagement.

From January to June 2026, Puddyton’s financial
performance showed a more stable pattern, with monthly sales
ranging from approximately Rp25 million to Rp41 million and
monthly profit remaining above Rp12 million. This indicates that
Puddyton developed a more consistent sales pattern compared with
the early implementation period. Furthermore, financial records
helped identify products that contributed significantly to revenue
generation, including chocolate sandwiches, pineapple sandwiches,

and cheese sandwiches.

Overall, the implementation of structured financial
recording using SIAPIK provided Puddyton with a more
systematic approach to evaluating business performance. Financial
data was utilized not only to monitor sales and profitability but also
to support decision-making related to product evaluation, cost
management, production planning, and future business
development strategies. However, further improvement is still

required in areas such as marketing performance measurement,
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production scalability, and financial forecasting to support

sustainable business growth.

2.1.2 Operational Performance (Production)
Based on operations management theory, the success of a food and

beverage business is heavily influenced by the consistency of production
processes, supply chain efficiency, and adaptability to market demand
(Heizer et al., 2020).

In the context of Puddyton Bakery, operational aspects have shown
gradual development since early 2025 through recipe development,
selection of healthy raw materials, and continuous increase in production
capacity.

In the initial production phase, Puddyton was still small-scale with
limited capacity and process adjustments. However, as market demand
increased, particularly towards the end of 2025, production volume
increased, reflected in increased cash flow and stable sales. This aligns
with the company's concept and production scaling in MSMEs, where
increasing demand drives production efficiency gradually (Chopra &

Meindl, 2016).
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2.1.2.1 Product Development

A. New Products Lunches

As part of Puddyton’s product innovation and
development strategy, two new products were launched on
June 10, 2026, through the Rasa Pora Bazaar activity.
The launched products consisted of two categories: Roti
Sosis Solo as a savory bun product and Brownacheese as a
cake product. The Rasa Pora Bazaar served as a platform
for direct market testing by introducing new products to
consumers, observing purchase interest, and collecting
feedback regarding product acceptance, including taste,

concept, and price.

The first product launched was Roti Sosis Solo, a
savory bun product inspired by the traditional flavor of
Solo sausage. This product combines chicken filling with
the distinctive savory characteristics of Solo sausage and
the soft texture of bakery products, creating a fusion
between traditional flavors and modern bakery concepts.
The innovation aimed to provide product differentiation
while maintaining consumer familiarity through a
recognizable taste profile. With a selling price of Rp13,000

per unit, Roti Sosis Solo received positive responses
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during the Rasa Pora Bazaar and the post-launch sales
period. Within 12 days of launch, 147 units of Roti Sosis
Solo were sold, indicating initial consumer acceptance

toward this new savory bun category.

The second product introduced was Brownacheese,
a cake product that combines banana cake, brownies, and
melted cheese. The combination creates a distinctive flavor
profile by balancing the sweetness of brownies and banana
cake with the savory -characteristics of cheese.
Brownacheese was developed as a slice cake product to
provide consumers with an alternative bakery experience
compared with conventional cake products. With a selling
price of Rp20,000 per slice, Brownacheese recorded sales

of 60 slices within 12 days after launch.

The new product launch through the Rasa Pora
Bazaar provided Puddyton with valuable insights regarding
product acceptance and market validation. Based on sales
performance and consumer responses, both products
demonstrated initial potential for further development as
part of Puddyton’s product diversification strategy. This
implementation supported Puddyton’s effort to expand

consumer choices, evaluate market preferences, and
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strengthen its positioning as a health-conscious bakery

brand that continues to adapt to consumer needs.

. Seasonal Product

As a form of adaptation to market needs, Puddyton
developed seasonal products, namely products that are
only marketed at certain times, especially when
participating in activities such as open-booth bazaars.
This strategy is implemented to tailor products to consumer
characteristics at each event, increase product variety, and
reach a broader market segment beyond the primary sweet
bakery consumer. Seasonal product development is based
on direct observation of consumer behavior, market trends,
and emerging needs during bazaar events.

Through this approach, Puddyton not only offers
core healthy bakery products but also offers more flexible
options tailored to customer needs and preferences at every
event. Some of the seasonal products Puddyton has

developed include:
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Unit

i ; Unit COGS Tt Margin Sales Initial
Ha o Erpduct =aiing Brice (HPP) ﬁca)?;:mtlon Percentage |Performance [Classification
1 |PastaCup |Rp10,000/ Rp5,000  |Rp5,000 50% Sold 60 cups | o i, praduct
asta Cup p10, cup p5, p5, b within 3 days ro roduc
Roti o Sold 30 pcs Seasonal/
2 Dumpling Rp10,000/pcs  |Rp5,000 Rp5,000 50% within 3 days Growth Product
3 EL"F;””'SS Rp20,000/cup |Rp13,000 |Rp7,000 35% Sold 252 cups  |Core Product
4 |MiniJar 290,000/ Rp45,000 |Rp45,000 50.00% Sold 45 j Sl
Nastar P2 jar P2 P32, R o jars Product
Teh Tarik Supporting
5 |Berempah |RP17.500/bottle |Rp11,000  [Rp6,500 37.14% Sold 225 bottles 5 V4>
Table 2.5 Puddyton Seasonal Products
Seasonal product development demonstrates

Puddyton's ability to adapt to market characteristics at

every bazaar event. The products developed not only serve

as sales variation but also serve as a means of market

validation to understand consumer preferences, test the

potential of new products, and expand customer segments

beyond the core sweet bakery consumer.
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Unit

Total Sales | Selling Price | Unit COGS/ R A . Product
Product Name Contribution | Margin (%) P
Qty (IDR) HPP (IDR) Margin (IDR) Classification
Roti Isi Coklat 9,641 Rp8,000 Rp5,000 Rp3,000 37.50% Core Product
Roti Isi Nanas 8,090 Rp8,145 Rp5,000 Rp3,145 38.60% Core Product
Roti Isi Keju 4,641 Rp8,056 Rp5,000 Rp3,056 37.90% Core Product
Roti Isi Cinnamon 3,158 Rp8,050 Rp5,000 Rp3,050 37.90% Core Product
E‘;tr'a'?}aca”g 2,605 Rp8,291 Rp5,000 Rp3,291 39.70%| Core Product
Roti Isi Sosis 1,880 Rp10,186 Rp5,000 Rp5,186 50.90% Core Product
Roti Srikaya 2,020 Rp8,216 Rp5,000 Rp3,216 39.10% Core Product
Brownies Box 231 Rp50,000 Rp25,000 Rp25,000 50.00% Core Product
Harvest Crunch 225 Rp90,000 Rp41,000 Rp49,000 54.40% Core Product
Nastar 272 Rp132,000 Rp60,000 Rp72,000 54.50% Core Product
g”oa;g’(')e Cake 143 Rp250,000| Rp150,000 Rp100,000 40.00%| Core Product
Palm Sugar
Chaaas 9 122 Rp130,000 Rp60,000 Rp70,000 53.80% Core Product
; Seasonal
0,
Brownies Cup 252 Rp18,635 Rp13,000 Rp5,635 30.20% Product
Teh Tarik o Seasonal
Berempah 225 Rp17,200 Rp11,000 Rp6,200 36.00% Product
Hol Gerlic. Bufter 227 Rp12,000 Rp5,500 Rp6,500 54.20%| Core Product
Cheese
Roti Sosis Solo 147 Rp13,000 Rp7,500 Rp5,500 42.30% | Growth Product
: Seasonal
Nastar Kecil 45 Rp90,000 Rp45,000 Rp45,000 50.00% Product
Banana Cake 14 Rp87,000 Rp45,000 Rp42,000 48.30% Core Product
gﬁ‘;‘gnacr‘eese 60 Rp20,000|  Rp15,000 Rp5,000 25.00% | Growth Product
Seasonal
Pasta Cup 60 Rp10,000 Rp5,000 Rp5,000 50.00% Product
A . Seasonal
Roti Isi Dumpling 30 Rp10,000 Rp5,000 Rp5,000 50.00% Product

Table 2.6 Product Sales

Based on the results of the recapitulation of

Puddyton's sales data for the period 2025 to June 2026, it

can be seen that the company's sales structure shows a

pattern dominated by core products, especially the

sandwich category. The product with the highest sales

contribution is Chocolate Filled Bread with total sales of

9.641 pcs and generating revenue of Rp77,935,000.
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Furthermore, Pineapple Filled Bread become the product
with the second largest contribution to total sales 8.090 pc
sand income of Rp65,889,500, followed by Cheese Filled
Bread with sales 4.641 pcs and income of
Rp37,385,000The high contribution of these products
indicates that Puddyton consumers have a strong preference
for bakery products with familiar taste characteristics, are
easily accepted by various consumer segments, and have
the potential for repeat purchases (repeat purchase).

In addition to its high-selling products, Puddyton
also has several products that contribute significantly to
revenue despite having lower sales volumes. Products such
as Pineapple tart with total revenue of Rp35,904,000 and
Marble Cake, as big as Rp35,750,000, show that the
product has added value (value-added product) and has an
important role in increasing transaction value and
strengthening the business revenue structure. This condition
indicates the implementation of a product portfolio
management strategy (product portfolio management),
namely a combination of products with high sales volume
as the main driver of revenue and products with higher
sales value as a profitability enhancer. According to Kotler

and Keller (2016), effective product portfolio management
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enables companies to meet diverse consumer needs while
balancing sales growth and business profits.

On the other hand, supporting products such as
Cinnamon Filled Bread, Red Bean Filled Bread, Brownies
Box, Harvest Crunch, and beverage products such as Teh
Tarik Berempah are available. This demonstrates
Puddyton's efforts to diversify its products to meet broader
consumer needs. These products play a role in
strengthening the variety of offerings, particularly in
experiential marketing activities such as bazaars, events,
and community collaborations. This diversification strategy
is relevant to the characteristics of the bakery industry,
where consumer purchasing decisions are influenced not
only by functional needs but also by consumption
experience, customer recommendations, and the appeal of
product variety (Kotler & Keller, 2016).

Overall, the analysis results show that Puddyton has
a fairly strong product structure with a balance between
core products, value-added products, and supporting
products. The dominance of sandwiches as the main
contributor indicates that there are products that have had
good market acceptance, while the existence of premium

and innovative products provides an opportunity for
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Puddyton to increase transaction value and strengthen

differentiation as a healthy bakery brand This sales

structure demonstrates that Puddyton is not relying solely

on a single product type, but is instead building a product

portfolio that is adaptive to changing consumer preferences

and supports sustainable business growth.

Parameter

February 2025

March 2025

Aprill 025

May 2025

June 2025

July 2026

Number of Product lines

6

9

10

9|

10

10

Name of Product

Roti Coklat, Roti
Nanas, Roti cinnamon,
Brownies, Roti Keju,
Marble Cake

Roti Coklat, Roti Keju,
Roti Srikaya, Roti Garlic
Butter cheese, Roti
Nanas, Roti cinnamon,

Brownies, Marble Cake, M

Roti Coklat, Roti Keju,
Roti Srikaya, Roti
Garlic Butter Cheese,
Roti Nanas, Roti
cinnamon, Roti Kacang
erah, Brownies,

Roti Coklat, Roti Keju,
Roti Srikaya, Roti Gralic
Butter cheese, Roti
Nanas, Roti cinnamon,
Roti Kacang Merah,

Roti Coklat, Roti Keju,
Roti Srikaya, Roti
Nanas, Roti Garlic
Butter Cheese, Roti
cinnamon, Roti Kacang
Merah, Roti Sosis,

Roti Coklat, Roti Keju,
Roti Nanas, Roti
cinnamon, Rori Garlic
Butter Cheese, Roti
Kacang Merah, Roti Sosis
Brownies, Marble

Teh Tarik Marble Cake Brownies, Marble Cake Brownies, Marble Cake | Cake,Banana Cake

p quantity 1,245 750 659 985 1,224 335
distribution Online WhatsApp & Instagram | WhatsApp & Instagram | WhatsApp & WhatsApp & | WhatsApp & WhatsApp & Instagram
channels Offline - Open Booth - - - -
N— Online 1,245 519 659 985 1,224 335

Offline - 231|- - - -
total units sold 1,245 750 659 985 1,224 336
Parameter August 2025 September 2025 October 2025 November 2025 December 2025 January 2026
Number of Product lines 8 11 10 12 12 "

Name of Product

Roti Coklat, Roti Keju,
Roti Nanas, Roti
cinnamon, Brownies,
Marble Cake,Banana
Cake

Roti Coklat, Roti Keju,
Roti Srikaya, Roti
Nanas, Roti garlic Butter
Cheese , Roti
cinnamon, Brownies,
Marble Cake, Palm

Roti Coklat, Roti Keju,
Roti Nanas, Roti
cinnaman, Brownies,
Marble Cake, Palm
Sugar Cheese, Nastar,

Roti Coklat, Roti Keju,
Roti Nanas, Roti
cinnamon, Roti Garlic
Butter Cheese Roti
Kacang merah, Roti
Srikaya, Brownies,
Marble Cake, Palm

Roti Coklat, Roti Keju,
Roti Nanas, Roti
cinnamon, Roti Garlic
Butter Cheese, Roti
Srikaya, Roti
Sosis,Brownies,
Marble Cake, Palm

Roti Coklat, Roti Keju,
Roti Nanas, Roti Garlic
Butter Cheese, Roti
cinnamon, Roti
Sosis,Brownies, Marble
Cake, Palm Sugar

::?\i;gﬁ:i‘mﬂan hanyesttmnGn Sugar Cheese, Nastar, |Sugar Cheese, Nastar, g?!fr?:: et Harest
Harvest Crunch Harvest Crunch

production quantity 769 2,768 3.285] 3,055 3,102 1,735
distribution Online WhatsApp & Instagram | WhatsApp & Instagram |WhatsApp & WhatsApp & WhatsApp & WhatsApp & Instagram
channels Offline - Open Booth - - Open Booth -

7 Online 769 2,592 3,285] 3,055 2,889 1,735
Units sold

Offline - 176|- - 213]-

total units sold 769 2,768 3,285] 3,055 3,102 1,735
Parameter February 2026 March 2026 | Aprill 2026 May 2026 June 2026
Number of Product lines 1 12 12 12 1

Name of Product

Roti Coklat, Roti Keju,
Roti Nanas, Roti Garlic
Butter Cheese, Roti
cinnamon, Roti
Sosis,Brownies, Marble
Cake, Palm Sugar
Cheese, Nastar,

Roti Coklat, Roti Keju,
Roti Nanas, Roti Garlic

Roti Coklat, Roti Keju,
Roti Nanas, Roti Garlic

Butter Cheese,Roti Butter Cheese Roti
cinnamon, Roti cinnamon, Roti
Sosis,B ies, Marble | Sosis, . Marble|

Cake, Palm Sugar
Cheese, Nastar,
Harvest Crunch, Teh

Cake, Palm Sugar
Cheese, Nastar,
Harvest Crunch,

Roti Coklat, Roti Keju,
Roti Nanas, Roti Garlic
Butter Cheese Roti
cinnamon, Roti
Sosis,Brownies, Marble
Cake, Palm Sugar
Cheese, Nastar, Harvest

Roti Coklat, Roti Keju,
Roti Nanas, Roti Sosis
Solo, Roti Garlic Butter
Cheese,Roti
cinnamon, Roti
Sosis,Brownies,
Marble Cake, Nastar,

Harvest Crunch Tarik Haraf Dal Crunch, Teh Tarik Teh Tarik

production quantity 4,253 2,398 2,000 3,370 2,188
distribution Online WhatsApp & Instagram | WhatsApp & Instagram | WhatsApp & WhatsApp & WhatsApp &
channels Offline - Open Booth - Open Booth Open Booth

Online 4,253 2,308 2,000 3,074 509
Units sold

Offline - 90|- 298 1,579
total units sold 4,253 2,398 2,000 3,370 2,188

Table 2.7 Operational Headline
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2.1.2.2 Product Catalogue

Puddyton Bakery develops three main product categories:
Bread, Cakes, and Pastries. These categories represent
Puddyton’s health-conscious bakery positioning by offering diverse
bakery products designed for daily consumption, healthier snack
alternatives, and special occasions such as gifts, hampers, and

family events.

The Bread category focuses on soft-textured bakery
products with various sweet and savory flavors to accommodate
different consumer preferences. The Cake category provides
dessert alternatives with richer flavors and textures while
maintaining Puddyton’s commitment to using more considered
ingredient choices. Meanwhile, the Pastry category complements
the product portfolio by offering practical snack options with

distinctive textures and longer shelf-life characteristics.

Across all categories, Puddyton utilizes selected alternative
ingredients, including cassava flour, sorghum flour, potato starch,
and pumpkin flour, combined with natural sweeteners such as
stevia and palm sugar. These ingredient choices support
Puddyton’s positioning as a health-conscious bakery that provides
bakery products with more considered ingredient selections.

However, Puddyton does not claim that its products prevent, treat,
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or manage any medical conditions, as nutritional testing has not

been conducted.

% : : Unit
g;t(:’dl::t Product Name | Sales Quantity Selll(TgRl;rlce Ul_:llltp"}%is)f Contribution Margin (%)
gory Margin (IDR)
Bread Roti Isi Coklat 9,641 Rp8,000 Rp5,000 Rp3,000 37.50%
Bread Roti Isi Nanas 8,090 Rp8,145 Rp5,000 Rp3,145 38.60%
Bread Roti Isi Keju 4,641 Rp8,056 Rp5,000 Rp3,056 37.90%
Bread Roi J 3,158 Rp8,050 Rp5,000 Rp3,050 37.90%
14 Cinnamon i PO, pa, PS; et
Roti Kacang o
Bread Merah 2,605 Rp8,291 Rp5,000 Rp3,291 39.70%
Bread Roti Isi Sosis 1,880 Rp10,186 Rp5,000 Rp5,186 50.90%
Bread Roti Srikaya 2,020 Rp8,216 Rp5,000 Rp3,216 39.10%
Roti Garlic
Bread Butter Cheese 227 Rp12,000 Rp5,500 Rp6,500 54.20%
Bread Roti Sosis Solo 147 Rp13,000 Rp7,500 Rp5,500 42.30%
Cake Brownies Box 231 Rp50,000 Rp25,000 Rp25,000 50.00%
Cake Mag’(')i%ake 143 Rp250,000 Rp150,000 Rp100,000 40.00%
Palm Sugar
Cake Clicese 122 Rp130,000 Rp60,000 Rp70,000 53.80%
Cake Banana Cake 14 Rp87,000 Rp45,000 Rp42,000 48.30%
Cake Browgﬁggeese 60 Rp20,000 Rp15,000 Rp5,000 25.00%
Pastry Harvest Crunch 225 Rp90,000 Rp41,000 Rp49,000 54.40%
Pastry Nastar 272 Rp132,000 Rp60,000 Rp72,000 54.50%
Pastry Nastar 272 Rp132,000 Rp60,000 Rp72,000 54.50%

The product portfolio evaluation shows that Puddyton’s

bread category generates the highest sales volume, while premium

products such as Nastar, Harvest Crunch, and Palm Sugar Cheese

provide stronger profitability with margins above 50%. This

indicates that Puddyton maintains a balanced portfolio between

high-volume products for market penetration and premium

products supporting business profitability.
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2.1.2.3 Analysis of Production Time and Operational Risk

Capacity /
Standard Output
Production Stage Activity Description Time Standard Risk Control Point
Bulk purchasing and preparation
of ingredients including
alternative flours, chocolate Inventory FIFO inventory
filling, eggs, sweeteners, and availability Quality system and
Raw Material supporting materials. Ingredients maintained for  |degradation due |ingredient
Procurement & are stored in internal inventory Available [production to improper condition checking
Preparation before production. from stock |requirements storage before production
Measuring ingredients according 100 pcs/batch Incorrect Ingredient
to standardized recipe with measurement |weighing
Weighing & formulation for 100 pcs per 15-30 standardized affects dough |verification before
Formulation batch. minutes formulation consistency mixing
Overmixing or
Mixing dough until required undermixing Dough texture and
Mixing & elasticity and texture are 40-60 affects dough |elasticity
Kneading achieved. minutes 100 pcs/batch structure inspection
Underproofing |Fermentation time
or overproofing [and dough
Dough Allowing dough development 60-90 affects product |expansion
Fermentation under controlled conditions. minutes 100 pcs/batch  |volume monitoring
Weight
inconsistency |Random weight
Dividing dough into equal +100 pieces/ affects product |checking during
Portioning portions of 43 grams per piece. |60 minutes |batch uniformity portioning
Filling leakage |Visual inspection
Filling chocolate into each dough +100 pieces/ or uneven of filling
Chocolate Filling |portion evenly. 60 minutes |batch distribution consistency
Dough collapse
Final dough expansion before 45-90 +100 pieces/ or insufficient Proofing condition
Final Proofing baking. minutes batch expansion monitoring
Temperature and
Baking under controlled 15-20 +100 pieces/ Overbaking or |baking time
Baking temperature until fully cooked. minutes batch underbaking monitoring
Moisture Cooling time
Cooling baked buns before 30-60 +100 pieces/ condensation control before
Cooling packaging. minutes batch affects texture |packaging
Packaging
Packing using food-grade 15-25 +100 pieces/ Contamination |inspection and
Packaging packaging materials. minutes batch or poor sealing [hygiene check

Table 2.8 Stages of Chocolate Bread Production
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A. Production Performance and Operational Control

Puddyton’s chocolate bread production process is
designed with a batch capacity of 100 pieces per
production cycle, with each product weighing
approximately 43 grams per piece. The total production
cycle requires approximately 6—8 hours, depending on
fermentation and proofing conditions. Among all
production stages, fermentation, portioning, and baking
are identified as the main bottlenecks, as these stages
directly influence product consistency, production speed,

and final product quality.

The current production capacity allows Puddyton to
produce approximately 100 pieces per batch. Production
utilization depends on customer demand and production
scheduling, with production activities conducted based on
confirmed orders and available inventory. To maintain
consistency, Puddyton applies standardized recipes,
ingredient measurement procedures, and quality inspections

at critical production points.
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B. Quality Control and Food Safety Management

Puddyton implements quality control through

several critical control points:

Control Area Standard

Ingredients are inspected before use to ensure acceptable

Ingredient Quality condition and freshness.

Raw materials are stored using FIFO (First In First Out)

Storage System principles to minimize quality degradation.

Production Equipment and production areas are cleaned before and
Hygiene after production activities.

Finished products are checked based on appearance,

Product Inspection texture, filling distribution, and packaging condition.

Products are packed using food-grade packaging

Packaging Control materials with proper sealing procedures.

Table 2.9 Puddyton implements quality critical control points

C. Inventory and Storage Management

Puddyton applies a bulk purchasing strategy for
selected raw materials to reduce production disruption
caused by supplier availability. Raw materials are stored in
internal inventory with monitoring of product condition and

stock availability. Storage requirements include:

e Dry ingredients (alternative flour, sugar,
supporting materials): stored in dry and

clean areas.
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e Perishable ingredients (eggs, dairy-based
ingredients,  fillings):  stored  under
appropriate temperature conditions.

e Inventory monitoring: conducted before
production scheduling to ensure material
availability.

D. Shelf Life and Delivery Control

The shelf life of Puddyton products depends on
product characteristics and storage conditions. Bread
products are recommended for consumption within 2-3
days under room temperature storage to maintain
optimal texture and taste, while products with specific
packaging requirements follow the designated storage
instructions. To support customer service performance,

Puddyton applies:

e Order cut-off: minimum order confirmation
before production scheduling.

e Production scheduling: adjusted based on
order quantity and product requirements.

e Delivery target: products are prepared and
delivered according to agreed customer

schedules.
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E. Production Risk Evaluation

The main operational risks identified include:

Fermentation inconsistency due to variations in

time and environmental conditions

e Product size variation caused by inaccurate
portioning.

e Quality variation during baking due to
temperature and timing differences.

e Material quality deterioration due to improper

storage.

These risks are controlled through standardized
production procedures, quality inspection points, and

inventory management practices.

2.1.2.3 Operational Security System
In its production process, Puddyton does not rely on
external vendors for production collaborations, as all key processes
are carried out internally. However, vendors still play a role in the
raw material procurement stage, particularly through a bulk
purchasing system from Intisari Cake Materials Store. In the initial

implementation phase, Puddyton did not implement formal
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contracts such as Memoranda of Understanding (MoUs) or other
written agreements. Vendor relationships were based more on
routine direct purchasing transactions, simple communication, and
trust within the context of small and medium-sized businesses.

Despite the informal nature of this approach, no operational
challenges or financial losses were encountered during the
implementation phase. This was supported by a risk mitigation
strategy involving bulk raw material purchases, ensuring stable
internal stock availability. With this system, Puddyton can maintain
smooth production without relying on formal contracts, as vendor
relationships function more as operational and transactional raw
material supply relationships.

Overall, Puddyton's operational system demonstrates an
efficient and controlled structure through the integration of raw
material management, internal production processes, and a
community-based distribution system. Puddyton implements a
demand-driven production model with a measured output of 100
pcs per batch and a grammage of 43 grams per product, which can
be completed within 8 hours. While this system is effective in
maintaining operational efficiency and consistency, it still has
limitations in terms of scalability when demand increases without
strengthening production capacity and a more structured

operational system.
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2.1.2.4 Distribution Channels and Market Expansion

During the operational implementation period, Puddyton
implemented a  distribution strategy focused on a
Business-to-Consumer (B2C) approach as the primary marketing
and sales channel. This model was chosen because it aligns with
the characteristics of a community-based business, where direct
interaction with consumers is a crucial factor in building trust,
loyalty, and brand affinity. All distribution activities are conducted
without third-party intermediaries, ensuring a direct business
relationship between Puddyton and the end consumer.

In the B2C market, Puddyton relies on social media as its
primary marketing channels, particularly Instagram and WhatsApp
Business. Instagram is used to build awareness through visual
content about products, production processes, and storytelling
related to the healthy bakery concept, which is the brand's core
value. Meanwhile, WhatsApp Business serves as the primary
channel for transactions, ordering, and customer communication,
including product variant consultations and order confirmations.
This direct interaction contributes to increased conversion rates due
to its more personal, fast, and responsive nature.

In addition, Puddyton also implements a pre-order system

as part of its B2C distribution mechanism to align production with
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consumer demand. This system allows for a more scalable
production process because each batch is created based on the
number of orders received. Based on evaluations, this B2C model
was effective in the initial implementation phase because it was
able to maintain operational efficiency while building long-term
relationships with customers, although it still presents challenges in
terms of scalability and requires ongoing strengthening of digital

marketing strategies.

2.1.3 Marketing Performance
During the business implementation phase, Puddyton implemented

marketing strategies through two primary approaches: offline and online
marketing. The offline approach was one of the initial strategies used to
build rapport with consumers, introduce products directly, and gain insight
into market response to the healthy bakery concept. Direct interactions
with consumers, communities, and potential partners, Puddyton obtains
various insights regarding consumer preferences, product acceptance, and
market perception of the value proposition. This information serves as a
critical basis for product evaluation and determining the direction of
marketing strategy development.

In addition to building relationships through offline activities,
Puddyton also develops digital marketing to expand its reach and
strengthen its brand presence. Digital channels such as Instagram and

WhatsApp Business are utilized to convey product information, build

47



brand image, and maintain more personal relationships with customers.
The use of digital media is not only directed at promotional activities but
also as a means of education about the healthy bakery concept starting
from the use of alternative raw materials, reducing sugar, to the added
value of products that differentiate Puddyton from conventional bakeries.
The combination of offline and online marketing provides a
complementary approach to building Puddyton's business growth. Offline
activities provide consumers with the opportunity to learn about and
experience the product directly, while digital channels help expand market
reach and maintain communication with customers after the interaction.
Through this integrated marketing strategy, Puddyton can build a strong
brand awareness and customer base, strengthen relationships with
consumers, and enhance market understanding of Puddyton's positioning
as a healthy bakery that offers quality products with health and

sustainability values.

2.1.3.1 Offline Marketing
A. Sponsorship Collaboration with Community
At the beginning of the implementation period, Puddyton
began to actively participate in collaborative activities through its
role as a sponsor in social events organized by Masihan.id in
March 2025. For this event, Puddyton's support was not in the form

of financial funding, but rather through product contributions, such
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as bread provided to support the event's needs. This product-based
sponsorship strategy was one of Puddyton's initial steps in
introducing its brand identity to a wider audience, while also
introducing the concept of a healthy bakery through a hands-on
consumption experience.

While the impact of these activities wasn't immediately
visible during the first month of implementation, this participation
contributed to building exposure and increasing potential consumer
trust in Puddyton. Through hands-on product experiences,
audiences learned about the quality of the flavors, product
characteristics, and the healthy bakery concept developed by
Puddyton. Through this introduction process, Puddyton began to
gain the trust of new customers, who subsequently placed larger
orders during the initial implementation period.

This increase in consumer confidence also contributed to
Puddyton's sales performance in the following period. This was
evident in the increase in profit in May 2025, reaching
Rp4,275,000 compared to Rp2,311,000 in April 2025. This
demonstrates that the product-based sponsorship strategy serves
not only as a form of support for social activities but also as a
means of promoting social inclusion, brand exposure and product

trial which helped expand market recognition of Puddyton.
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Figure 2.3 Sharing Event activities Masihan.id

B. Joining Community
In addition to sponsorships, Puddyton also leverages its
entrepreneurial community network as a marketing development
strategy. Involvement in HIPMI PT UII provides Puddyton with
the opportunity to market directly to potential customers through a

soft-selling approach. This strategy involves introducing products
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naturally within the community, engaging in conversations about
the healthy bakery concept, and building rapport with potential
customers without resorting to overly aggressive sales approaches.
In this way, Puddyton can gradually build trust and expand its
market reach through community relations.

In July 2025, Puddyton had the opportunity to participate in
an activity organized by the Supervisory Agency Financial
Services Authority (OJK) with the agenda of Meaningful
Participation Related to the Utilization of Fintech and Digital
Financial Assets in the Development of the Micro, Small, and
Medium Enterprises (MSMEs) Ecosystem. Although the main
topic of the activity was outside the main focus of Puddyton's
business, this activity was still used as a strategic opportunity to
introduce the brand to a wider network of professionals, including
several directors, CEOs, and business actors from various fields. In
this activity, Puddyton was not only present as a participant, but
also used the momentum as part of brand awareness and direct

selling activities.
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Figure 2.4 Documentation of Financial Services Authority (OJK) Participation

Puddyton's marketing model demonstrates that the results
of community and collaborative activities don't always have an
immediate impact in the same month. However, these activities
play a crucial role in building awareness, trust, and purchasing
opportunities in the following period. This is evident in Puddyton's
increased revenue in the following months. Based on Revenue
Data, Puddyton's profit increased from IDR 3,352,000 in August
2025 to IDR 13,365,000 in September 2025. This increase
indicates that the brand recognition strategy through community
engagement, direct interaction, and social media collaboration is

starting to impact sales growth.
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C. Wellness Club Collaboration

In November 2025, Puddyton again took advantage of
community collaboration opportunities through an invitation to
participate in activities. Morning Talk with Ganjar Pranowo
organized by the running community 14.5 Runner Club in
collaboration with HIPMI PT UII. This activity is one form of
community-based strategy implementation. Puddyton's marketing
efforts to expand its market reach and introduce its brand identity
to communities with relevant consumer characteristics. Through
these activities, Puddyton has the opportunity to directly introduce
its products to an audience interested in sports, health, and an
active lifestyle.

Participation in this activity also aligns with Puddyton's
positioning as a healthy bakery, because the sports community is
closely linked to awareness of healthy lifestyles and higher-quality
food choices. Through direct interaction with participants,
Puddyton can convey product values, such as the use of alternative
raw materials, the concept of reducing sugar, and its commitment
to providing more balanced bakery products. In addition to serving
as a means of increasing brand awareness, this activity is also an

opportunity for Puddyton to do direct selling, get direct responses
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from consumers, and build relationships with potential new
customers who match Puddyton's target market.

This activity demonstrates that community collaboration
strategies serve not only as a promotional tool but also as a means
to strengthen brand-consumer relationships through direct
experiences. Through this approach, Puddyton can gradually build
market trust while strengthening the perception of its products. A

healthy bakery can be part of a healthy lifestyle for modern society.
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Figure 2.5 Documenting Wellness Club Collaboration
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No The Name of Event Activity Executant Place Time
1 |Srawung Karo Jogja SporEneshipd: Masihan.id Fiyurigan, 11 March 2025
Volunteer Bantul
2 |Srawung Karo Jogja Sponsorship & Masihan.id Tk ol 14 March 2025
Volunteer Yogyakarta
Sponsorship & » " Panti Jompo
3 Vatsalya i S— Masihan.id ——— 16 March 2025
4 |Srawung Karo Jogja Sponsorship & Masihan.id Thgu 21 March 2023
Volunteer ’ Yogyakarta ;
5 Srawung Karo Jogja SpoEishiel Masihan.id Gunung Kidul |22 March2025
volunteer
Meaningful Participation Terkait
Pemanfaatan Fintech dan Aset
Keuangan Digital dalam L s Badan supervisi [ Tentrem Hotel
: 5
6 Pengembangan Ekosistem Usaha Participuting 0OJK Yogyakarta B2l
Mikro, Kecil, dan Menengah
(UMKM)
L ; Puddyton
| BISIEAN SEcangSingl Brand Collaboration |HIPMIPT UIl |Production |30 July 2025
Kewirausahaan
House
g Mormning Talk with Ganjar Brand Collaboration lfl,S Runner Mosu Cafe 28 November 20
Pranowo Club Jakal

Table 2.10 Puddyton Business Activity

D. Open Booth

Through open booth activities,

Puddyton can build

two-way communication with consumers and gain customer

insight directly. The interactions that occur during the activity

provide information on consumer preferences, most popular

products, the level of acceptance of the healthy bakery concept,

and input regarding product taste, packaging, and appearance. In

addition to being a direct sales tool (direct selling), this activity

also plays a role in building relationships with new customers as

well as strengthening relationships with customers who already

know Puddyton.
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Apart from the sales aspect, open booths are also a medium
for increasing brand awareness because of Puddyton's physical
presence in the community and consumer environment. Product
presentation, the brand's visual identity, and direct communication
from the Puddyton team help create a more powerful experience
than digital media alone. Thus, the open booth activity becomes an
offline marketing strategy that supports the market education
process, strengthening Puddyton's positioning as a leading global
brand. healthy bakery, as well as complementing the digital
marketing strategy that has been carried out through Instagram and

WhatsApp Business.
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Figure 2.6 Puddyton Open Booth at Plaza Lippo Mall Yogyakarta 2026

No The Name of Event Activity Executant Place Time
IBISMA 4 - 7 March
1 |Ramadhan Market Fest Open Booth IBISMA UIT BUILDING 2025
Management | Main Hall FBE
2 |Bizdesign Showcase Open Tenant FBE UII Ul 4 September 202,
Management | Main hall FBE
3 |Career Business Fest 2025 Open Booth FBE UII ulr 3 December 2025
Pendhapa Art | Pandhapa Art
4 |NgabubuArt Open Booth Space Space 8 March2026
Sustainability
Club MBA
5 |Sustainability Outlook 5.0 Open Booth UGM MM UGM 16 May 2026
Arts and
Entertainment
Centrum MBA
6 | Art Night 12.0 Open Booth UGM MM UGM 22 May 2026
Swarna LIPPO Plaza
Supported by Mall 10-21 June
7 |Rasa Pora Open booth HIPMI Yogyakarta 2026

Table 2.11 Open Booth Activity

After participating in several community collaboration

activities, direct marketing, and open booth activities throughout
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2025, the positive impact on Puddyton's sales growth began to
become more pronounced at the end of the year. Open booth
activities contributed to expanding direct interaction with
consumers, allowing customers to see, try, and understand the
product concept of. Healthy bakery, which is the main value of
Puddyton. In addition to functioning as a direct sales tool (direct
selling), this activity also becomes a medium to increase brand
awareness, obtain feedback from consumers, and build trust in the
quality of Puddyton products.

December 2025 will be one of the periods with the highest
sales increase because it coincides with the seasonal momentum,
such as the increasing demand for hampers, year-end gifts, and the
consumption of bakery products for family and community events.
Based on Puddyton's sales data, profits in December 2025 reached
Rp24,480,000, an increase compared to November 2025 by
Rp18.679.000. This increase shows that the combination of
strategies, community collaboration, word of mouth, open booth
activities, direct selling, as well as utilizing seasonal momentum
contributes to increasing market acceptance and strengthening
Puddyton's position as healthy bakers with close relationships with

their consumers.
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Data Penjualan Puddyton

Bulan Omset Profit
Feb-25 12.640.000 5.010.000
Mar-25 8.730.000 2.720.665
Apr-25 6.482.000 2.311.000
May-25 10.450.000 4.275.000
Jun-25 13.350.000 5.400.000
Jul-25 6.486.000 2.194.500
Aug-25 8.172.000 3.352.000
Sep-25 27.430.000 13.365.000
QOct-25 30.760.000 14.555.000
Nov-25 35.034.000 18.679.000
Dec-25 49.300.000 24.480.000
Jan-26 25.790.000 12.590.000
Feb-26 41.280.000 22.700.000
Mar-26 32.095.000 14.390.000
Apr-26 28.150.000 12.370.000
May-26 33.675.000 14.275.000
Jun-26 34.027.500 14.340.500
Total 403.851.500 187.007.665

Table 2.12 Sales Data

2.1.3.2 Online Marketing
In the business implementation process, Puddyton utilizes
digital marketing strategies as one of the main approaches in
building brand awareness, strengthening relationships with
customers, and communicating the value of the product as a
healthy bakery brand. Utilization of digital channels was carried
out through Instagram and WhatsApp Business, which have

different functions in the communication journey with consumers.

Instagram was used as the primary medium for building brand
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image (brand image), conveying product visuals, providing
education about the concept of a healthy bakery, and
communicating Puddyton's differentiated value through the use of
healthier and more natural ingredients. Meanwhile, WhatsApp
Business was used as a more personalized communication channel
to receive orders, provide product information, communicate
product availability, and maintain long-term customer relationships
that have been established since 2019.
Puddyton's digital marketing strategy not only focuses on
delivering product information but also aims to increase market
reach through collaboration with external parties.
A. Community Collaboration
One of the implementations of this strategy is
carried out through collaboration with the Indonesian
Young Entrepreneurs Association of the Islamic
University of Indonesia (HIPMI PT UII) through the
program WHISPER (Short Talk on Entrepreneurship).
In this activity, Puddyton acted as a resource person to
share his experiences in building a healthy bakery business.
The collaborative content is then published through the
HIPMI PT UII Instagram and YouTube channels, using the
featured collaboration post on Instagram so that content can

appear simultaneously on both the community and
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Puddyton accounts. This strategy provides Puddyton with
the opportunity to leverage the community's audience to

increase brand exposure to potential new consumers.

REEL INSIGHTS VIDEO COMUNITY COLLABORATION

Overview Engagement Audience
View 14,597 Profile Visits 75 : Followers 32.4%
A 7 Whoe Viewed
ccoun i our reel
Reached 4,785 Acl!on Aﬂer Follows 27 ¥ Non-followers 67,6%
Summary Viewing
Average Watch
Time 11s Bio Link Taps 0 13-17 5,4%
Follows 27, Likes 1,717 18-24 37,8%
Skip Rate 47,4% Comments 0 25-34 36,8%
Share Rate 28,2%| Interaction |Reposts 102 Age 3544 1,7%
i . Like Rate 32,0% Shares 1,511 45-55 5.2%
mpacl
b Save Rate 1,9% Savess 103 | Audience Detail 55-64 1,7%
Repost Rate 1,9% 65+ 1,4%
Comment Rate 0,0% Indonesia 52,8%
Stories 33,1% Country United Kingdom 14,0%
Profile 7,3% Singapore 6,4%
Top Sources of o o
Views Reels Tab 5,9% Gendet Women 68,2%
Feed 1,9% Men 31,8%
Explore 1,2%
Link Postingan : https://www.instagram.com/reel/DMudiA_P_ra/?igsh=NTN6bWO0xZnliNHZw

Table 2.13 Insight Video Community Collaboration

Based on the results of the analysis of Instagram
Reel Insights in the community collaboration content, the
content managed to get 14.597 views, with the number of
accounts successfully reaching 4,785. Of the total audience
who viewed the content, as many as 67.6% came from
non-followers, whereas 32.4% came from Puddyton
followers. The high proportion of non-follower audiences
indicates that community collaboration can expand
Puddyton's communication reach beyond its existing
customer base. Furthermore, the content generates 1.717
likes, 1.511 shares, 102 reposts, and 103 saves, which

indicates that the content has a fairly high level of
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interaction and is able to encourage the organic spread of
information about the brand. After viewing the content,
there are 75 profile 27 visits and it produced 27 new
followers, which indicates an increase in audience interest

in Puddyton's identity and products.
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Figure 2.7 Video Content Community Collaboration
Link

Viewed:https://www.instagram.com/reel/DMu4iA_P_ra/?igsh=NTN6bWO0xZnliNHZw
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B. Key Opinion Leader (KOL) Collaboration

In addition to collaborating with the community,

Puddyton also develops digital marketing strategies through

collaboration with Key Opinion Leaders (KOLs) on

Instagram. This strategy aims to expand market reach

through audiences who already have a level of trust in

certain figures. Unlike community collaborations, which

focus on strengthening credibility and business

relationships, KOL collaborations are more geared towards

increasing product recognition to a wider audience through

recommendations and user experiences. Through this

strategy, Puddyton seeks to build the perception that the

product is trustworthy. Healthy bakery not only has health

value, but also remains relevant to the lifestyle of modern

consumers.

REEL INSIGHTS VIDEO KOL COLLABORATION

Overview E
View 13.678 Profile Visits 109 Whoe Viewed Followers 0.9%
summary il 5,863 Af};:mge' Follows 2a| Y |\ foliowers 99,1%
Average Watch
Time 13s Bio Link Taps 34 13-17 3,5%
Follows 23 Likes 606 18-24 33.2%
Skip Rate Comments 27 25-34 42,4%
Share Rate Interaction | Reposts 56 08 35-44 13.5%
Impact Like Rate Shares 518 45-55 4.2%
Save Rate Savess 103 | Audience Detail 55-64 1,8%
Repost Rate 65+ 1,2%
Comment Rate Indonesia A7 ,7%
Stories Country United Kingdom 27,7%
Profile Singapore 5,1%
wop \S/?E:I‘Lc:s of Reels Tab Geiidlsr Women 60,5%
Feed Men 39,5%
Explore
Link Postingan : https://www.instagram.com/reel/DZrR3fVhpeu/?igsh=b TMwMG8xdnB5Y XYy

Table 2.14 Insight Video Key Opinion Leader (KOL) Collaboration
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Based on the results of Reel Insights in KOL
collaboration content, the content gets 13,678 views, with
the number of accounts successfully reaching 5,863. One of
the results that shows the effectiveness of this strategy is
the composition of the audience, where 99.1% of viewers
come from non-followers and only 0.9% come from
Puddyton followers. The data shows that KOL
collaborations can open up access to new audiences who
were previously unfamiliar with Puddyton. In terms of
engagement, the content generates 606 likes, 27
comments, 518 shares, 56 reposts, and 103 saves. In
addition, the content encourages 109 profile visits, 23 new
followers, as well as 34 bio link taps, which shows an
increase in audience curiosity about the brand and products

offered.
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Figure 2.8 Content Video Key Opinion Leader (KOL) Collaboration
Link Viewed :

https://www.instagram.com/reel/DZrR3{Vhpeu/?1gsh=bTMwMG8xdnB5Y XYy
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C. Brand Collaboration

In addition to collaborating with the community,
Puddyton also develops digital marketing strategies through
collaborations with other brands that have relevant target
markets. One implementation of this strategy is through
collaboration with CraveBayzzon on Puddyton's Instagram
channel. This collaboration was carried out by capitalizing
on the momentum of Puddyton's participation in the Rasa
Pora event, where both brands have the opportunity to
increase exposure to potential consumers interested in food
products and creative lifestyles. Through this collaboration,
Puddyton and CraveBayzz Ileverage their respective
audience bases to expand market reach and increase brand
awareness.

The collaboration strategy is carried out through an
Instagram Collaboration Post feature, so that the content
created can appear simultaneously on both Puddyton and
CraveBayzz accounts. In their implementation, Puddyton
and CraveBayzz use the concept of giveaway as a form of
marketing activity to increase audience interaction and
encourage consumer engagement with both brands. The
giveaway concept was chosen because this strategy can

generate a higher level of participation compared to
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traditional promotional content, through mechanisms such
as following accounts, interacting with content, and
providing information to other users. With this approach,
the collaboration aims not only to increase direct sales but
also to expand the reach of both brands. Brand awareness

and build relationships with potential new customers.

REEL INSIGHTS VIDEO BRAND COLLABORATION
Overview Engagement Audience
= : o
Xlew t 8,081 Profile Visits 47 Whoe Viewed Followers 42, 7%
ccoun our reel
Reached 2,115 Ai;[on Alter Follows 31 3 Non-followers 57,3%
Summary ewng:

Average Watch
Time 10s Bio Link Taps 2 13-17 4,4%
Follows 31 Likes 592 18-24 53,6%
Skip Rate 58,8% Comments 53 A 25-34 30.8%
Share Rate 174%| Interaction |Reposts 62 9e 35-44 6.5%
Like Rate 17,9% Shares 575 45-55 3,0%

Impact
Save Rate 0.0% Savess 8| Audience Detail 55-64 1.0%
Repost Rate 1.9% 65+ 0,7%
Comment Rate 1.6% Indonesia 55,9%
Stories 42,2% Country Singapore 28,9%
Profile 2,1% Australia 4,3%

Top Sources of

Vi, Reels Tab 4,5% Gender Women 53,9%
Feed 4.4% Men 46,1%
Explore 0,7%
Link Postingan : https://www.instagram.com/reel/DZr6KxrvL ay/?igsh=M3R2d2FnY3RvYWU4

Table 2.15 Insight Video Reels Brand Collaboration

Based on the results of the analysis of Instagram
Reel Insights, the collaborative content between Puddyton
and CraveBayzz has successfully obtained 8,081 views,
with the number of accounts successfully reaching 2,115
accounts. Of the total audience who viewed the content, as
many as 57.3% came from non-followers, and 42.7%
came from Puddyton followers. This demonstrates that
the brand collaboration strategy successfully expanded the
reach of content to audiences beyond customers already

familiar with Puddyton. While the proportion of
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non-followers wasn't as large as community or KOL
collaborations, these results still demonstrate that
collaboration between brands can open up opportunities for
product introduction to new markets with similar
characteristics.

From the audience interaction side, the collaborative
content produced 592 likes, 53 comments, 62 reposts, and
575 shares. The high number of shares indicates that the
giveaway content has the ability to encourage organic
information  dissemination through user networks.
Furthermore, the content also generates 47 profile visits, 31
new followers, as well as 2 bio link taps, which shows
increased audience engagement with Puddyton's account
and brand identity after viewing collaborative content.
These results demonstrate that the collaboration strategy
not only increased reach but also encouraged some

audiences to learn more about Puddyton's products and

brand.
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Figure 2.9 Content Brand Collaboration

Link : https://www.instagram.com/reel/DZr6KxrvLay/?1gsh=M3R2d2FnY3RvYWU4
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Based on an analysis of audience characteristics
from three digital collaboration activities conducted by
Puddyton the HIPMI PT UII community collaboration, the
KOL collaboration, and the CraveBayzz brand
collaboration we obtained an overview of the
characteristics of potential consumers successfully reached
through online marketing strategies. In the community
collaboration, the majority of the audience was in the age
group 18-24 years old at 37.8% and 25-34 years old at
36.8%, with a female audience dominating at 68.2%.
Meanwhile, KOL  collaboration shows audience
characteristics that are mostly from the younger age
group.25-34 years old at 42.4 and 18-24 years old at
33.2%, with a majority female audience of 60,5%. As for
the brand collaboration with CraveBayzz, the audience is
dominated by the age group 18-24 years old at 53.6% and
25-34 years old at 30.8%, with a proportion of female
audience of 53,9%.

Overall, the three collaborative activities showed a
relatively consistent audience pattern, dominated by the
productive young age group between 18 and 34 years old
and with a higher proportion of female audiences. This

indicates that Puddyton's digital marketing strategy aligns
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with the characteristics of potential consumers, especially
younger consumers who are more open to the concept of a
healthy lifestyle, food product innovation, and products
with added value in terms of health and ingredient quality.
These findings also provide insights for Puddyton in
determining the direction of future marketing
communications, particularly in developing educational
content, product storytelling, and collaborating with parties
that share the same target market.

In addition to age and gender characteristics, the
results of implementing digital collaborations also show
that external strategies can expand Puddyton's reach to new
audiences. In community collaborations, as many as 67.6%
of the audience comes from non-followers, while KOL
collaboration  reaches 99,1%  non-followers and
CraveBayzz  brand collaboration reaches 57,3%
non-followers. The high proportion of non-follower
audiences shows that collaboration strategies are effective
in increasing brand exposure beyond their existing
customer base. This demonstrates that Puddyton's digital
marketing not only maintains relationships with existing
customers but also builds brand awareness among potential

ncw Cconsumers.
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Overall, Puddyton's online marketing
implementation shows that the use of Instagram, WhatsApp
Business, community collaboration, KOL collaboration,
and inter-brand collaboration can strengthen
relationship-based  marketing strategies (relationship
marketing) and improve brand awareness. The digital
activities undertaken not only resulted in increased reach
and engagement, but also provided data on market
characteristics that can be used as a basis for subsequent
marketing decisions. With insights into audience profiles
and the effectiveness of each collaborative activity,
Puddyton has a stronger foundation for developing more
targeted communication strategies to strengthen its
positioning as a leading global brand. Healthy bakery
products that are relevant to the needs of modern

consumers.
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Crarsiat February 2025 | March 2025 Aprill 2025 May 2025 June 2025 July 2025
Online 1,245 519 659 985 1,224 335
Tolal Sales Ofline 1 231 : : - |
amount of contant in production - - - - ZJ
Faeds
Instagram &
Format postingan - - - - Vidio Tiktok
Communily Collaboration 4 - - 2
Impression i o 14,374
Reach Reach - - 763
Profile visit Profile visil 20 45 - - 248
Like - = - - 154
Comment |- = - 2 6|
Share - - - - 184
Data Intaraction Save - - - - 4
Onlina - - - - -
Tottal Marketing Spending Offline - IDR 2,200,000 - - DR 800,000,
Rrarale August 2025 | September 2025 Oclober 2025 | Novenber 2025 | December 2025| January 2026
Online 768 2,582 3.285 3,085/ 2,689 1.735]
Total Sales Offlime - 176 - 213~
amount of content in production - - - - -
Formal postingan - - - - -
Community Collaboration - - 1]- -
Imprassion |- - = » -
Heach Reach - - = = =
Profile visit Profile visit |- - 341- -
Like - - - - -
Comment |- - - - -
Share - - - - -
Data Intaraclion Save - - - - -
Onlinea - - - - -
Tattal Marketing Spendin Offline - - IDR 340,000)- -
February 2026 | March 2026 Aprill 2026 May 2025 June 2026
Parametar :
Online 4,253 #3308, 2000 3,074 609/
Total Sales Offline - L] 286 1,578
amount of content in production - - 1 4
Faeds Feads
Instagram & Instagram &
Format postingan - - ‘WhalsApp WhatsApp
Cormmunity Collaboration - - - 2|
Impression - - 4,122 33,858
Reach Reach - - 2704 15,555
Profile visit Profile visit |- - 91 77
Like - - 28 1,260
Comment |- - 3 ﬂ a1
Share - - B3 1,286
Data Intaraction Save - - 4 112/
Onlina - - - -
Tottal Markeling Spending Offline - - - IDR 70,000

Table 2.16 Marketing Headline Puddyton
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2.1.4 Human Resources Performance

Puddyton Bakery operates as a micro-scale bakery business with a
lean organizational structure. During the implementation period, the
operational activities were primarily managed by the founder and the
founder’s mother, supported by part-time workers (on-call workers) during
periods of increased production demand, bazaar activities, and sales
events. This structure enables operational flexibility; however, it also
indicates a relatively high dependency on founder involvement,
particularly in production supervision, quality assurance, and business

decision-making.

To evaluate the level of operational dependency, Puddyton
identified key roles and responsibilities within its current organizational
structure. The founder is mainly responsible for business management,
product development, marketing activities, financial decisions, and
operational coordination. Meanwhile, the founder’s mother plays a
significant role in production management, recipe consistency, quality
control, and daily production supervision. Part-time workers primarily
support production preparation, processing, packaging, and event-based

operational activities.
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A. Organizational Structure

FOUNDER / BUSINESS OWNER

Business Management Product Development Finance & Marketing
— Business strategy - Recipe improvement - Financial monitoring
— Partnership - Product innovation - Social media management
- Sales planning - Market evaluation — Customer communication

PRODUCTION SUPERVISOR
(Founder's Mother)

Production Planning Quality Control Inventory Management
— Production schedule - Product inspection - Raw material monitoring
- Recipe consistency - Process supervision - Stock availability

PART-TIME PRODUCTION WORKERS
(On—-Call Workers)

Ingredient Preparation Production Process Packaging & Event Support

Figure 2.10 Puddyton Organizational Structure

The current role allocation demonstrates that Puddyton applies a

multi-functional working system, where several responsibilities are

handled by the same individuals. This approach is common among

early-stage MSMEs because it allows efficient resource utilization with

limited labor costs. However, overlapping responsibilities may create

operational risks if key individuals are unavailable, particularly because

production quality control and operational decisions remain highly

dependent on founder and family knowledge.
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To reduce dependency risks, Puddyton applies knowledge transfer

through direct supervision, standardized recipes, production procedures,

and On-the-Job Training (OJT). Two rounds of OJT have been conducted

for production workers, covering raw material preparation, production

procedures, product handling, and packaging standards. These activities

aim to ensure that production activities can gradually be delegated without

reducing product consistency.

B. Responsibility Matrix (RACI)

Responsibility Matrix (RACI)

Activity Founder :;::;g: s 5\? ;lt_k.gr' ©
Business strategy A/R C I

Product development AR C I

Raw material preparation C A R
Production process C A R

Quality control C A/R C
Packaging | C R

Sales event support A/R C R

Daily operational coordination | A/R R C

A = Accountable, R = Responsible, C = Consulted, | = Informed

Table 2.17 Responsibility Matrix
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C. Working Hours and Labour Allocation

During the implementation period, Puddyton’s operational
hours were adjusted based on production demand and customer
orders. Production activities were generally conducted based on
batch requirements, with the founder and production supervisor
responsible for preparation, monitoring, and quality control

activities.

Estimated

Role Working Pattern Working Hours

Daily operational
coordination, business
management, product
development

Founder +40 hours/month

Production supervision

and quality control +60 hours/month

Founder’s Mother

Production support based [+20—40 hours/

Part-Time Workers PG —— F——

Table 2.18 Work Hours and Labour Allocation

D. Labour Cost Structure

Puddyton applies a flexible compensation system aligned
with its MSME operational model. Part-time workers receive
output-based compensation depending on production volume and
event requirements. Meanwhile, the founder and family members

currently do not receive fixed salaries, as business profits are
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primarily allocated toward operational continuity and business

development.
Labour Category Compensation System
Founder No fixed salary; profit allocation-based

Founder’s Mother |Family contribution; no fixed salary

Output-based payment based on
Part-Time Workers |production workload

Table 2.19 Labour Cost Structure

E. Recruitment Needs and Future Workforce Development

Although the

current structure supports

operational

flexibility, Puddyton requires a more structured workforce system

as production volume increases. Recruitment decisions should be

linked to operational indicators, including:

Recruitment Trigger

Required Action

Production demand exceeds
current batch capacity

workers

Add additional production

Founder spends excessive time
on operational tasks instead of
business development

Delegate administrative and
production responsibilities

Increased order frequency
during peak seasons

support

Establish a permanent production

role

Quality inconsistency due to
workload increase

Assign dedicated quality control
personnel

Table 2.20 Recruitment Needs and Future Workforce Development
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Overall,

Puddyton’s

current human resource

system

demonstrates operational flexibility but remains dependent on

founder and family involvement. Through clearer role allocation,

SOP documentation,

cross-training,

and gradual workforce

expansion, Puddyton can improve operational independence and

ensure scalability as business demand increases.

Parameter February 2025 March 2025 Aprill 025 May 2025 June 2025 July 2025
number of workforce recruitment 1 0 0 0 0 0
amount of training & development |- - - 1 1
T&D Material - - - sweet bun, N:t?r :gra\llresteese,
Marble cake, Crunc,:h
Banana Cake

Income 22.640.000 8.730.000 6.482.000 10.450.000 13.350.000 6.486.000
labor Labor 1 1 1 1 1 1
productivity B

worker " | 22640000 | g0 000 6.482.000 | 10450.000 | 13.350.000 6.486.000
Parameter August 2025 |September 2025 October 2025 | November 2025 | December 2025 January 2026
number of workforce recruitment 0 0 0 0 0 0
amount of training & development |- - - - -
T&D Material - - - - -

Income 8.172.000 27.430.000 30.760.000 35.034.000 49.300.000 25.790.000
labor Labor 1 1 1 1 1 1
productivity income of each

worker 8.172.000 27.430.000 30.760.000 35.034.000 49.300.000 25.790.000
Parameter February 2026 | March 2026 Aprill 2026 May 2026 June 2026
number of workforce recruitment 0 0 0 0 0
amount of training & development |- - - -
T&D Material - - - -

Income 41.280.000 32.095.000 28.150.000 33.675.000 34.027.500
labor Labor 1 1 1 1 1
productivity income of each

worker 41.280.000 32.095.000 28.150.000 33.675.000 34.027.500

Table 2.21 Conclusion of Puddyton's Labor Performa
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2.1.5. Challenges in Market Acceptance

In the process of business development, Puddyton faces various
challenges in building market acceptance as a healthy bakery brand. The
main challenge is not only related to the ability to sell the product, but also
to creating consumer understanding of the value offered by Puddyton. This
is because the concept of a healthy bakery is still classified as a product
category that requires market education, especially when compared to
conventional bakery products that are already well known to the public
through their taste, price, and ease of access.

One of the main challenges Puddyton faced was building
positioning as a healthy bakery through product differentiation. The
use of alternative raw materials such as sorghum flour, cassava flour,
pumpkin flour, potato starch, and natural sweeteners like stevia and palm
sugar is Puddyton's differentiating value. However, these advantages are
not immediately understood by all consumers because most consumers
still perceive healthy bakery products as having limitations in terms of
taste, texture, and consumption enjoyment. This condition indicates that
product innovation needs to be accompanied by a value communication
strategy (value communication) which is able to explain that Puddyton
still offers a delicious consumption experience with more attention to the
composition of ingredients.

In addition to the challenges of building product perception,

Puddyton also faces limitations in expanding its market reach through

81



marketing strategies. To date, Puddyton has relied on a more hands-on
approach. Community-based marketing, customer recommendations (word
of mouth), Instagram, and WhatsApp Business as primary communication
and sales channels. This strategy is effective in building close relationships
with customers and maintaining consumer loyalty, but it has limitations in
reaching a broader market quickly. Therefore, it is necessary to develop a
more structured marketing strategy through digital content optimization,
community collaboration, and leveraging loyal customers as part of a
brand awareness growth strategy. Another challenge relates to the
marketing communications process in educating consumers about the
concept. Healthy bakery Puddyton not only sells food products, but also
conveys values such as awareness of raw materials, reduced sugar use, and
more balanced consumption choices. However, conveying information
about the benefits of alternative ingredients and healthier production
processes still requires a communication approach that is easily
understood by consumers. Without proper education, consumers tend to
judge products solely on taste and price, thus preventing Puddyton's
differentiation value from being fully conveyed.

From a product development perspective, Puddyton also faces
challenges in maintaining consistent quality and adapting products to
consumer preferences. Customer feedback regarding taste, texture,
sweetness level, and product variations is a crucial source of information

for product evaluation and development. This presents both a challenge
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and an opportunity for Puddyton to implement a customer-based approach.
Customer insight, namely using consumer experience and input as a basis
for creating products that are more suited to market needs.

In addition to internal factors, the level of competition in the
bakery industry is also an external challenge that requires attention. The
large number of bakery businesses with diverse product concepts provides
consumers with numerous choices when making purchasing decisions.
Therefore, Puddyton needs to maintain strong differentiation through a
combination of product quality, healthier ingredients, customer experience,
and consistent brand communication to establish a distinct positioning
compared to competitors.

In response to these challenges, Puddyton has implemented several
development strategies, such as improving products through regular recipe
evaluation, strengthening marketing communications through social
media, using communities to build relationships with consumers, and
using customer testimonials as social proof. In addition, Puddyton has also
begun developing product innovations and utilizing customer feedback as
a basis for business decision-making. Through this strategy, Puddyton
hopes to improve market understanding and strengthen its presence. Brand
positioning as a healthy bakery, expanding consumer reach, and building

long-term relationships that support business sustainability
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2.2 Implementation Reflection

Based on the implementation of the Business Development Plan,
Puddyton identified several managerial learning points derived from operational
evidence, implementation outcomes, and strategic adjustments. The reflection was
prioritized based on the level of business impact, particularly in relation to
scalability, operational stability, market acceptance, and organizational readiness.
The following table summarizes the main issues, evidence, root causes, actions

taken, results achieved, lessons learned, and future improvement priorities.
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Priority Issue Evidence Root Cause Action Taken Result Lesson Learned Next Action
Puddy_tton pmducm:n Impro:ed | Operational
RApatly romams.a Limited investment | OPSrationa Production scalability requires | Evaluate
a?;: pro;(zTaft_ily d1t? Y in production :ﬁ]::lﬁncyfwr{:}.lgh consistency process production
Limited o 0‘;’0? :’ ! ‘?h uns equipment, limited ahcdplm Heren improved, raw standardization bottlenecks and
production PEL gy e S workforce Fousenng, material shortages |before large-scale |gradually investin
Lo production cycle of S standardized 2
1 scalability and availability, and , were reduced, and |expansion. equipment and
5 around 8 hours. i ) product weight (43 i MR
operational Saveral activitios priority allocation rams per piece) Puddyton was able | Improving existing | workforce
capacity includi ‘u of capital toward 9 db ﬁ( P! " |to fulfill demand processes can expansion when
mcr["il ng prepdara oM | pusiness an hu i GF while maintaining  |increase efficiency | demand exceeds
partioning,‘and continuity. PUEChas,g or.iaw product quality. before investing in |current capacity.
packaging, are still materials to ensure 2 §
P additional capacity.
performed manually. availability.
Although Puddyton | The value Strengthened Consumer
uses alternative proposition of a educational awareness Product innovation Develap a
ingredients such as | health-conscious |marketing through |increased through |must be supported ke
Limited cassava flour, bakery requires Instagram content, |direct engagement |by effective value sducational
consumer sorghum flour, consumer WhatsApp and educational communication.
A § i & L 2 & content strategy
understanding  |pumpkin flour, potato | education Business content, allowing | Differentiation
2 . oo and evaluate
of healthy flour, stevia, and palm|because the communication, customers to better |does not create SoNatirasE
bakery sugar, some differentiation is bazaars, understand market value 7
S " 3 3 ; i perception toward
positioning consumers still not immediately community Puddyton’s unless consumers Puddyton’s
evaluate products visible compared |collaboration, and |ingredient choices |understand the asiticinin
mainly based on taste | with conventional |direct consumer and product benefits offered. P 9:
and price. bakery products.  |interaction. concept.
Core activities Pudd Workers gained
including production u yt'ton Implemented role | better Human resource | Develop clearer
High supervision, quality ?ﬁ;’i:ﬁa’;‘: 2 division, baking understanding of |development and |job descriptions,
dependency on |control, product business with training, production knowledge transfer | responsibility
3 founder and development, and e et demonstrations, procedures, are required to allocation, backup
family members |operational decision- ) P d and two rounds of |although founder |reduce key-person |roles, and
in business making remain highly ?Tp oy’ees and an | on.the-Job involvement dependency and | recruitment criteria
operations dependent on the Iniarma tional Training (OJT) for |remains essential |support future based on business
founder and founder's o:'gai’tuza 10 workers. for maintaining scalability. growth.
mother. M quality standards.
Financial recording
has been
implemented through Fi .
& . inancial
Y Limited resources | . evaluation management
recorded revenue of with manual i Implement a
and greater focus |, improved, and improvement s R
Inventory Rp403,851,500 and ducti d inventory hasi hould be foll, d simple digital
management profit of 9n.procuction an monitoring and purchasing Shoule.bs. lo-owe inventory system
4 g sales activities i decisions became | by operational F
system is not Rp187,007,665 during the purchasing more structured data integration to connected with
fully integrated gg;;gfem;?ga implementation deicmims (l‘)aset:jon However, real-time |support more p;'odu_chon
H ne 2 period. 5 ?15 rtgn sap) inventory accurate decision- |P'@nNiNg:
i e T i monitoring has not | making.
material and finishe: requirements. yet been achieved.
product inventory are
still monitored
manually.
Radciylon Adjusted product
successfully
developed products development from For MSMEs,
f i research-based customer
Product such as Roti Sosis i FEh Develop a
Limited research | development validation can
davelopmat, | Solaand facilities, technical |toward customer- | \eW products were |\ o on stnictiined
validation Brownacheese, while d d Based " |developed based focti customer feedback
5 remains planned innovations res‘oiurcles, an| dasel t on actual customer e“ec 'V? database to
dependent on such as high-protein sm ‘!m t meve ";I“,“f” | preferences and aterna “ée he support future
direct market products, diabetes- e L9 L ternad market responses. ?pprola;&\g I product innovation
feedback oriented products, capacity. axpenments an orma decisions.
and a mini R&D consumer resources are
feedback from limited.
laboratory have not bazaars
been fully realized. )
Puddyton
successfully utilized
Insl.lagram, Whetsipp o i Prioritized Ma"‘e"F‘g Gradually
. Business, community | Limited marketing : expansion should |, -
Marketing : community-based |Brand awareness : implement digital
i collaboration, budget and the o 5 follow operational 2
expansion bazaars;and wordeols| nesd to ensure: marketing, KOL increased through readiness to advertising and
6 :‘emalr:‘s : mouth marketing. production coiliaborallon. community y prevent demand b;oadex; msfttr;bulion
opendant.on However, paid digital |readiness before customer exposyre an growth from cnanneis altor
organic advertising and wider | broader relationships, and | direct customer exceeding strengthening
channels marketplace expansion. edud(?aimmzl s&t)mal interaction. production ogeratiltcnai
expansion have not media.contznt capability. ApaCly.
been implemented
consistently.
IHJgPedr CDSII‘ bilt Evaluated
Thei d |rfn| e‘t Zra' Aty packaging Sustainability Sustainability Identify affordable
Sustainability : E!p ann:z H6n 6 N s‘uw _a! © d th alternatives by efforts continued | strategies must be |sustainable
7 initiatives igl[zjeme: abfm o ma :rf 5, a_nl 119 balancing gradually without | aligned with packaging
require gradual e St Ho el sustainability compromising business capability | suppliers and
s . packaging has not bakery product . . .
implementation , A objectives, product |product quality and |and operational gradually increase
been fully achieved. |quality during tocti d fi al feasibilit Joriti dooti
storage and protection, an inancial feasibility. |priorities. adoption.
operational costs.
delivery.

Table 2.22 Implementation Reflection

85



Overall, the implementation reflection shows that Puddyton’s primary
managerial challenges are related to scalability, operational system development,
and market education rather than product innovation itself. The highest-impact
priorities are strengthening production capacity, reducing founder dependency,
and improving consumer understanding of the health-conscious bakery
positioning. These findings highlight that sustainable business growth requires not
only innovative products but also structured operational systems, effective
resource allocation, and continuous evaluation based on measurable business

performance.
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CHAPTER III
DEVELOPMENT APPROACHES AND FRAMEWORK

3.1 Analysis Approach
3.1.1 Analytical Approach Used

In this final assignment, Puddyton applied a value-driven and
market-responsive development approach, focusing on creating value
through health-conscious bakery products that align with the preferences
of modern consumers. This approach was selected because Puddyton’s
development strategy does not only focus on producing bakery products
but also on establishing differentiation through selected ingredient choices

and consumer-oriented product innovation.

From a business and operational perspective, Puddyton utilized the
B2C Validation Toolset as the primary framework to evaluate
product-market alignment. This framework was applied to assess whether
product concepts were relevant to consumer needs, operationally feasible,
and suitable for sustainable business development. The validation process
involved identifying consumer preferences, developing product concepts,
testing product acceptance, and evaluating market responses through direct

market activities.

In understanding consumer behavior, Puddyton implemented a
market observation approach and customer feedback loop through

offline sales activities, bazaars, community interactions, and digital
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communication channels such as Instagram and WhatsApp Business.
These activities allowed Puddyton to gather consumer responses regarding
product preferences, taste expectations, ingredient perception, and

purchasing considerations.

Through the integration of business validation and consumer
feedback, Puddyton developed its products based on both strategic
considerations and direct market evidence, ensuring that business
decisions were not solely based on internal assumptions but also reflected

actual consumer responses.

3.1.1.1 Structured Customer Survey

A. Structured Customer Survey was conducted as a data
collection method to evaluate consumer awareness, interest,
purchase intention, and behavioral responses toward
Puddyton’s health-conscious bakery concept. Unlike
qualitative customer interviews, this method utilized
standardized questions to collect measurable consumer
responses from a broader target market. The survey was
conducted using an online questionnaire distributed to 100
respondents representing Puddyton’s target consumers.

The questionnaire was developed based on the Attention,
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Interest, Desire, and Action (AIDA) framework,
consisting of eight multiple-choice questions. Each stage
consisted of two questions designed to measure consumer
awareness, interest, purchase motivation, and post-purchase

intention toward Puddyton products.

This interview aims to explore several key aspects, namely:

e Attention
This stage aimed to identify factors that initially
attract consumers’ attention toward Puddyton and
the main sources through which consumers become

aware of the brand.

e Interest
This stage evaluated consumer interest after
understanding  Puddyton’s  product concept,
including product variety, ingredient choices, and
information considered important before

purchasing.

e Desire
This stage examined factors influencing consumers’
willingness to try Puddyton products, particularly

the relationship between product taste, ingredient
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selection, perceived value, and purchasing

preferences.

e Action
This stage analyzed factors influencing consumers’
first purchase decisions and consumers’ willingness
to recommend Puddyton after experiencing the

product.

Based on the Structured Customer Survey results,
the Attention stage showed that the health-conscious bakery
concept was the main factor attracting consumer attention,
with 70% of respondents selecting this aspect. Meanwhile,
the uniqueness of alternative ingredients, including cassava
flour, sorghum flour, pumpkin flour, and potato flour,
attracted 29% of respondents. The primary source of
awareness came from recommendations by friends, family,
or communities, accounting for 75% of respondents,
indicating that social trust plays an important role in

introducing Puddyton to new consumers.

At the Interest stage, respondents showed the
highest interest in product variety and flavor options

offered by Puddyton (44%), followed by the use of more

90



considered ingredients and reduced use of certain additives
(36%). Before purchasing, consumers primarily wanted
information regarding product taste and texture (42%),
previous consumer experiences (31%), and product

ingredients or composition (27%).

At the Desire stage, taste remained the strongest
factor influencing consumers’ willingness to try Puddyton
products, with 52% of respondents indicating that good
taste despite the health-conscious concept was an important
consideration. In addition, alternative and natural ingredient
choices influenced 42% of respondents. Furthermore, 61%
of respondents stated that they would choose Puddyton
when taste, quality, and price were considered appropriate

to their needs.

At the Action stage, recommendations from family,
friends, or communities were identified as the strongest
factor influencing first purchases, with 77% of respondents,
followed by Instagram-based product information (19%).
After experiencing the products, 95% of respondents
expressed willingness to recommend Puddyton to others,
demonstrating positive consumer acceptance and potential

for word-of-mouth marketing.
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3.1.1.2 Search Trend Analysis

Search Trend Analysis is an analytical approach that
utilizes digital search behavior data to evaluate public interest and
attention toward a specific product concept or market category.
This analysis provides insights into the development of consumer
awareness based on online search activity. However, Google
Trends data should be interpreted carefully because the index
represents relative search interest rather than actual market

demand, sales volume, or the number of potential customers.

In the development of Puddyton, Search Trend Analysis
was used as a supporting validation method to evaluate the
relevance of the health-conscious bakery concept, particularly
the healthy bread category. This analysis complements the
Structured Customer Survey by identifying whether the concept of
healthier bakery products receives attention within the digital

environment.

The analysis was conducted using Google Trends with the

following search parameters:
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Parameter Description
Keywords “Healthy Bread” and "Roti Sehat”
Search Type Web Search
Geography Indonesia
Period June 2025 - June 2026
Language All languages
Category Food & Drink
Data Measurement Relative search interest index (0—100)

Table 2.23 Google Trends with the following search parameters

The keywords “Healthy Bread” and “Roti Sehat” were
selected to compare consumer familiarity with English and
Indonesian terminology related to healthier bakery products. The
analysis aimed to identify the level of public attention toward the
healthy bread concept and determine whether this trend could

support Puddyton’s market positioning.

The analysis evaluated several aspects, including:

1. Comparison of search interest between “Healthy Bread”
and “Roti Sehat”.

2. Search interest development over the selected period.

3. Related topics and queries associated with healthy bread.

4. Geographic distribution of search interest, particularly its

relevance to Puddyton’s target market.
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Based on Google Trends results, the keyword “Healthy
Bread” showed higher search interest compared with “Roti
Sehat” during the observation period from June 2025 to June
2026. The search interest for “Healthy Bread” remained relatively
stable, with several increases during specific periods. The highest

search peak occurred in February 2026 with an index score of 100.

The Google Trends score must be interpreted as a relative
measurement. A score of 100 indicates the highest level of search
interest for the keyword within the selected period and geographic
area, while a lower score represents a proportionally lower level of
interest. Therefore, the score does not indicate the actual number of
searches, market size, or the number of consumers interested in

purchasing the product.

The trend indicates that the healthy bread concept has
gained digital attention among consumers. However, search
interest alone cannot confirm purchasing behavior, as consumer
decisions are also influenced by product taste, price, accessibility,
brand trust, and product availability. Therefore, Google Trends is
used as supporting evidence rather than the sole basis for

determining market potential.

The related topic analysis shows that searches related to

“Healthy Bread” are associated with broader food and lifestyle
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topics, including bread, whole wheat bread, food, wheat, and
eating. Several related searches identified through Google Trends

include:

Related Search Relative Interest Score
Healthy Food 100
Wheat 82
Wheat Bread 81
White Bread 47
Healthy Breakfast 46

Table 2.24 Several related searches in Google Trends

These related searches indicate that consumer attention
toward healthy bread is connected with interest in food quality,
ingredient selection, and healthier eating habits. However, these
findings represent consumer search behavior and do not directly
demonstrate nutritional preferences or changes in purchasing

decisions.

From a geographic perspective, Google Trends data shows
that interest in healthy bread-related keywords appears across
several regions in Indonesia. The highest levels of interest were
observed in North Maluku, Riau Islands, Special Region of
Yogyakarta, DKI Jakarta, and Bali. The presence of search interest

in the Special Region of Yogyakarta provides relevant market
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insight for Puddyton because Yogyakarta represents one of its

potential consumer markets.

However, this result does not imply guaranteed market
demand. Therefore, Puddyton combines search trend insights with
other validation methods, including customer surveys, direct
consumer interactions, bazaar participation, and sales performance
evaluation, to ensure that business decisions are based on both

digital trends and actual market responses.

Overall, the Search Trend Analysis supports Puddyton’s
positioning as a health-conscious bakery by showing that
healthier bakery concepts receive public attention in the digital
space. Nevertheless, the analysis highlights the importance of
integrating digital trend data with direct market validation to
develop products that align with actual consumer needs and

business capabilities.

3.1.1.3 Initial Product Trial and Sensory Test

Initial Product Trial and Sensory Test is a product
validation method used to evaluate consumer responses toward a
newly developed product concept before wider commercialization.

Unlike a Initial Product Trial and Sensory Test, this method
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involves direct consumer interaction with the actual product to
evaluate product acceptance, sensory experience, visual

appearance, and purchase intention.

In the development process of Puddyton, this method was
conducted to validate consumer responses toward the
health-conscious bakery concept and identify improvement areas
related to product presentation, packaging, product information,
and consumer experience. The test allowed Puddyton to evaluate
whether the developed products were able to deliver the intended

value proposition and meet consumer expectations.

The Initial Product Trial and Sensory Test was conducted
with 100 respondents representing Puddyton’s target consumers.
Respondents were introduced to Puddyton products and provided
with product-related information, including the product concept,
ingredient selection, packaging appearance, and product value
communication. After experiencing the product, respondents
completed a structured questionnaire to evaluate several aspects,

including:

e Product Concept Acceptance
To evaluate whether consumers understood and accepted

Puddyton’s health-conscious bakery concept.
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e Product Appearance and Packaging Evaluation
To identify consumer perceptions regarding visual
attractiveness, packaging design, and product presentation.
o Product Information Needs
To determine what additional information consumers
considered important before purchasing, such as
ingredients, product composition, and product benefits.
e Purchase Intention and Consumer Interest
To measure consumer willingness to purchase the product

after experiencing the product concept.

Based on the Initial Product Trial and Sensory Test results,
44% of respondents considered Puddyton’s product concept and
appearance highly attractive and easy to understand, while 37%
considered the concept attractive but requiring further
improvement. Meanwhile, 16% of respondents stated that the
concept was interesting, but the product differentiation was not yet

clearly communicated.

These findings indicate that consumers generally accepted
the health-conscious bakery concept; however, strengthening the
communication of Puddyton’s unique value proposition remains
necessary, particularly regarding ingredient selection and product

differentiation.
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Regarding product improvement priorities, 72% of
respondents identified visual design and packaging as the main
aspects requiring improvement. Additionally, 15% of respondents
expected clearer ingredient information, while 9% requested
stronger communication regarding product advantages and
uniqueness. This finding demonstrates that product presentation
and value communication are important factors influencing

consumer perception.

The test also measured purchase intention after consumers
experienced the product concept. Using a scale of 1-10, 32% of
respondents rated their purchase interest at level 8, 25% rated it at
level 9, and 17% rated it at level 10. These results indicate positive
consumer acceptance and suggest that Puddyton products have
potential market acceptance when supported by effective

communication and presentation.

Furthermore, respondents identified several types of
information that could improve their purchasing confidence. 55%
of respondents expected product recommendations based on their
preferences or consumption needs, while 24% wanted clearer
ingredient and composition information, and 16% expected

nutritional information or calorie details.
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In terms of product appeal, visual appearance and
packaging became the strongest attraction factor (45%), followed
by the health-conscious bakery concept (21%), low-sugar
positioning and natural ingredients (19%), and the use of local

ingredients and alternative flours (15%).

The Initial Product Trial and Sensory Test provided
important insights that consumer acceptance of Puddyton is
influenced not only by the product concept but also by how the
value proposition is communicated. Consumers showed positive
responses toward the health-conscious bakery concept; however,
clearer product information, stronger differentiation
communication, and improved packaging design are required to

strengthen purchase confidence.

Based on these findings, Puddyton decided to refine its
product presentation strategy by improving packaging design,
strengthening ingredient communication, and developing clearer
product value messaging. The results of this validation process
became a reference for further product development and marketing

communication strategies.
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Paid Market Validation is a product validation method that
evaluates consumer responses toward a functional version of a
product through direct market interaction. Unlike concept-based
validation methods, this stage involves testing the actual product
experience, including sensory acceptance, perceived value, and

purchasing response from consumers.

In the development process of Puddyton, this stage was
conducted after completing initial validation activities, including
the Structured Customer Survey, Search Trend Analysis, and Initial
Product Trial and Sensory Test. At this stage, Puddyton developed
and tested the actual product in the form of Chocolate Bread as a
functional prototype to evaluate real consumer responses toward

the product.
The Paid Market Validation aimed to evaluate:

e Consumer Acceptance of Product Quality
This aspect evaluated consumer responses toward sensory
attributes, including taste, texture, sweetness level, aroma,
and overall consumption experience of Puddyton Chocolate
Bread.
e Product Suitability with Consumer Expectations

This aspect assessed whether the product concept aligned
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with consumer expectations toward a health-conscious
bakery product, particularly regarding the use of selected
ingredients while maintaining acceptable taste and product
quality.
e Perceived Product Value and Purchase Intention

This aspect evaluated consumer perception regarding
Puddyton’s differentiation compared with conventional
bakery products, price-value suitability, and potential for

repeat purchase.

During this validation stage, consumers experienced the
actual product and provided feedback based on direct consumption
experience. The feedback obtained covered several important
aspects, including product taste acceptance, texture preference,
sweetness adjustment, product information clarity, and consumer
perception of Puddyton’s differentiation as a health-conscious

bakery brand.

The results of this validation provided more practical
market evidence compared with concept-based validation because
consumer responses were based on actual product consumption
rather than only product descriptions or visual concepts. The

findings became the basis for further product refinement, including
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sensory improvement, product communication strategy, packaging

development, and strengthening of Puddyton’s market positioning.

Through the Functional Prototype and Paid Market
Validation stage, Puddyton was able to reduce uncertainty
regarding product acceptance and ensure that product development
decisions were supported by direct consumer experience and

market feedback.

3.1.1.5 Video Explainer

Explainer videos are a visual communication medium used
to convey business concepts, product value, and characteristics in a
concise, easy-to-understand manner to consumers. During
Puddyton's development, explainer videos were created as digital
content through Instagram to visually introduce Puddyton bakery
products to potential consumers.

This video content features Puddyton products as a healthy
bakery by showcasing the product's appearance, the bread's
characteristics, and the desired consumption experience for
consumers. Through a visual approach, consumers can gain an idea
of the product's quality, final appearance, and appeal before
making a purchase.

Explainer videos are used for:
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e Increase consumer awareness of Puddyton products
through digital media.

o Showcasing product characteristics such as appearance,
texture, and healthy bakery concepts in a more attractive
way.

e Testing the effectiveness of conveying product information
through visual content and observing consumer responses
to the products displayed.

e Measuring potential consumer interest based on audience
interaction and behavior after viewing content.

Based on the results of the performance analysis of
explainer videos on Instagram Reels, Puddyton's content has
succeeded in getting 10.175 views, with the number of accounts
successfully reaching as many as 7,320 accounts. Most of the
audience came from non-followers, amounting to 74.1%, while
followers contributed 25.9%. This shows that videos have the
potential to reach new audiences beyond the community already
familiar with Puddyton.

From an engagement perspective, videos generated 93
likes, 26 comments, and 173 shares, as well as obtaining25 new
accounts that followed Puddyton's account after seeing the

content. A higher number of shares compared to other interactions
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indicates that the content has some informational value or appeal,
encouraging the audience to share it with other users

Based on audience characteristics, the majority of viewers
are in the age range 25-34 years old at 44.7%, followed by the
age group 18-24 years old, which amounted to 38.2%. In terms
of gender, the majority of the audience are women with a
percentage of 75,8%, while men are as high as 24.2%. The data
shows that Puddyton's content is able to reach the productive-age
consumer group, which has the potential to be a healthy bakery
target market.

However, the evaluation results also showed that there were
aspects that still needed improvement. The video skip rate was
79.6% with an average viewing time of 3 seconds, which
indicates that some audience members did not stay long at the
beginning of the video. This provides input for the development of
subsequent content, particularly in increasing the appeal at the
beginning of the video (first impression) to be able to retain the
audience's attention longer.

Through the explainer video stage, Puddyton gained
validation that using digital media can increase brand reach and
introduce the healthy bakery concept to potential new consumers.
Audience interaction data serves as the basis for evaluating

marketing communications strategies, particularly in creating more
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engaging, informative content that effectively conveys Puddyton's

core values.

3.1.1.6 Alternative Methods Considered

Alternative Methods Considered is a potential alternative
funding strategy that involves collecting financial support from
multiple individuals through digital platforms to support business
development activities. In this approach, businesses can obtain
external funding while simultaneously increasing brand exposure

and testing public interest toward their products.

For Puddyton, Alternative Methods Considered was
considered as a potential future strategy to support business
expansion, particularly for activities requiring additional capital,
such as increasing production capacity, investing in production

equipment, and strengthening operational infrastructure.

The potential benefits of implementing Alternative Methods

Considered for Puddyton include:

e Additional Business Funding
Alternative Methods Considered may provide additional

capital to support future business development activities,
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including production capacity expansion, operational
improvements, and product development.

e Market Exposure and Brand Awareness
A Alternative Methods Considered campaign may
introduce Puddyton to a wider audience and increase
awareness of its health-conscious bakery positioning.

e Early Market Validation
Alternative Methods Considered performance may provide
additional insight into public interest toward Puddyton
products through campaign participation and consumer

support.

However, Alternative Methods Considered was not
implemented during the business development period.
Therefore, no Alternative Methods Considered campaign data,
funding results, consumer participation data, or market validation
evidence were generated. As a result, Alternative Methods
Considered was not used as a basis for evaluating Puddyton’s
market acceptance, business performance, or strategic

decision-making.

At the current stage of development, Puddyton prioritizes
product validation, operational improvement, customer feedback

collection, and strengthening brand awareness through direct
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market activities, including customer surveys, product testing,
bazaars, and community-based marketing. Alternative Methods
Considered may be considered as a future strategic option once
Puddyton has stronger operational readiness, production capacity,

and a broader customer base.

3.1.1.7 Temporary Bazaar/Event Booth

Temporary Bazaar/Event Booth is an offline market
validation activity conducted by participating in temporary events,
bazaars, exhibitions, or community activities to introduce products,
interact directly with consumers, and evaluate real-time market

responses.

During Puddyton’s development stage, this method was
implemented through participation in various events and bazaars,
where Puddyton operated temporary booths to introduce its

health-conscious bakery products directly to consumers.

Through Temporary Bazaar/Event Booth activities, Puddyton

provided consumers with opportunities to:

e Experience the products directly through product sampling
and purchasing.
e Understand Puddyton’s product concept, including selected

ingredient choices and product differentiation.
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e Provide direct feedback regarding product quality, taste,

texture, packaging, and overall customer experience.

The objectives of this activity were:

e Consumer Product Validation
To obtain direct feedback regarding sensory aspects,
including taste, texture, appearance, portion size,
packaging, and overall product acceptance.
e Concept and Value Proposition Validation
To evaluate consumer understanding of Puddyton’s
health-conscious bakery positioning, particularly regarding
alternative  ingredients, product innovation, and
differentiation from conventional bakery products.
e Purchasing Behavior Observation
To identify consumer purchasing preferences, best-selling
products, customer responses toward new product variants,
and potential repeat purchase behavior.
e Marketing and Sales Evaluation
To evaluate the effectiveness of product presentation,
booth arrangement, communication approach, and direct

customer interaction during offline sales activities.

The Temporary Bazaar/Event Booth activities provided

Puddyton with direct market insights that could not be obtained
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solely through digital channels. Through face-to-face interaction,
Puddyton was able to understand consumer preferences, evaluate
product acceptance, and improve product development and

marketing strategies.

Compared with a Temporary Bazaar/Event Booth concept,
the Temporary Bazaar/Event Booth approach was more suitable for
Puddyton’s current business stage because it requires lower
operational resources while allowing direct market validation. This
approach supports gradual market expansion by strengthening
brand awareness, building customer relationships, and collecting
consumer feedback before implementing larger-scale retail

expansion.

3.1.2 Reasons for Selecting the Approach
The 7 Validation Tool Set B2C approach was chosen because

Puddyton is a B2C healthy bakery business. In the early development
stage, which requires gradual market validation to minimize the risk of the
product not meeting consumer needs.

This approach allows for an iterative product development process,
from identifying consumer needs to direct market validation. Each stage
serves as a baseline for evaluation to determine the product's feasibility

before moving to larger production.

110



Furthermore, this approach is relevant because Puddyton relies on
product development based on quality and consumer preferences, rather
than rapid expansion. With validation stages such as recipe testing, limited
sales, and direct interaction with consumers, Puddyton can tailor its
products more precisely to market demand.

This approach also helps maintain operational efficiency,
especially in managing raw materials, production, and distribution on an
MSME scale, so business development can run more controlled and

sustainable.

3.1.2.1 Reasons for Choosing the Customer Interview Approach

DESIRABILITY VIABILITY

Figure 3.1 Tool Set Customer Interview 1

The reason for choosing this toolset is that it can be used to
test and validate the Value Proposition Canvas (VPC) and Business
Model Canvas (BMC) that have been developed. Through this
toolset, I was able to obtain Desirability validation, which includes
value proposition (VP), customer relationships (CR), distribution

and communication channels (CH), and customer segments (CS).
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Furthermore, this toolset also helped obtain Viability validation,

which includes cost structure and revenue sources (CS &RS) to

assess the feasibility of the business being run

Next, the reason for choosing this toolset is operational

reasons in the field, namely:
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Figure 3.2 Tool Set Customer Interview 2

A.

Cost Aspect (2 of 5): Customer interviews have
relatively low costs because they can be conducted
in person or online.

Time Aspect Needed for Preparation (2 of 5):
Preparation is quite fast because it only requires
compiling questions and determining target
consumers.

Strength of Evidence Aspect (1 of 5): The data
obtained is qualitative in nature and therefore

depends on consumer opinions and experiences.
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D. Time Aspect Required for Implementation (2 of 5):
The interview process can be carried out in a
relatively short time so that consumer feedback can
be obtained quickly.

This toolset has the capability in the Research
function, because it helps Puddyton to obtain data, insights,
and input directly from consumers as a basis for developing

Healthy Bakery products that suit market needs.

3.1.2.2 Search Trend Analysis
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Figure 3.3 Tool Set Search Trend Analysis 1

Search Trend Analysis is ideal for conducting independent

market research, especially in identifying the latest trends, rather

than relying solely on market research data from third parties

Through this toolset, the researcher was able to test and

validate the Value Proposition Canvas (VPC) and Business Model

Canvas (BMC) that had been developed, specifically to obtain

Desirability validation, which includes value proposition (VP),

customer relationships (CR), distribution and communication
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channels (CH), and customer segments (CSeg). Furthermore, this
toolset also helped obtain Viability validation, which includes cost
structure (CStr) and revenue streams (RS) to assess the feasibility of
the business being run.

Next, the reasons for selecting this toolset are based on operational

reasons in the field, namely:
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Figure 3.4 Tool Set Search Trend Analysis 2

A. Cost Aspect (1 of 5): Search Trend Analysis has a
relatively low cost because it can be done using
digital platforms and free tools.

B. Time Aspect Required for Preparation (2 of 5):
Preparation of the analysis is relatively fast because
it only requires determining the keywords and the

platform used.
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C. Strength of Evidence Aspect (3 of 5): The data
obtained is quite strong because it comes from
search trends and market responses.

D. Time Aspect Required for Implementation (2 of 5):
The analysis process can be carried out in a
relatively short time.

This toolset has capabilities in Marketing, Research, and
Data functions, as it helps Puddyton understand market trends and

consumer behavior through digital data.

3.1.2.3 Reasons for Choosing FiGHiGANPIOGUCHITIANNGISCHSORIES!

Approach

DESIRABILITY : VIABILITY

Figure 3.5 Tool Set Initial Product Trial and Sensory Test 1

Initial Product Trial and Sensory Test are ideal for quickly
testing product concepts with potential customers and gaining
feedback in the early stages of development.

However, Initial Product Trial and Sensory Tests cannot
replace comprehensive usability testing because they only provide
an initial representation of the product. Through this toolset, I can

test and validate the Value Proposition Canvas (VPC) and Business
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Model Canvas (BMC) that have been prepared, specifically to
obtain Desirability validation, which includes value proposition
(VP), customer relationships (CR), distribution and communication
channels (CH), and consumer segments (CS). In addition, this
toolset also helps obtain Viability validation, which includes cost
structure and revenue sources (CS&RS) to assess the feasibility of
the business being run.

Next, the reasons for selecting this toolset are based on

operational reasons in the field, namely:
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Figure 3.6 Tool Set Initial Product Trial and Sensory Test 2

A. Cost Aspect (1 of 5): Initial Product Trial and Sensory Tests
have relatively low costs because they only use simple
sketches or designs before the product is physically made.

B. Time Aspect Required for Preparation (2 of 5): The

preparation process is relatively fast because it only
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requires the creation of an initial design and product
concept.

C. Strength of Evidence Aspect (1 of 5): The evidence
obtained is still considered weak because the prototype is
still a visual concept and cannot yet demonstrate real usage
experience.

D. Time Aspect Required for Implementation (2 of 5): The
Initial Product Trial and Sensory Test testing process can be
carried out in a relatively short time to obtain initial
feedback from consumers.

This toolset has capabilities in Design and Research
functions, because it helps Puddyton explore product designs and
obtain initial input from consumers before entering the physical

product development stage.

3.1.2.4 Paid Market Validation
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Figure 3.7 Tool Set Paid Market Validation 1

Paid Market Validation 1is ideal for testing various

interactions or rapidly developing physical solutions with
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consumers. Through the resulting physical prototypes, businesses
can gain immediate feedback on the product's design, function, and
usability before moving to the next production stage.

Through this toolset, The researcher can test and validate
the Value Proposition Canvas (VPC) and Business Model Canvas
(BMC) that have been prepared, specifically to obtain Desirability
validation, which includes value proposition (VP), consumer
relationships (CR), and distribution and communication channels
(CH). In addition, this toolset also helps obtain Feasibility
validation, which includes key activities (KA), key resources (KR),
and key partners (KP), as well as Viability validation, which
includes cost structure and revenue sources (CS&RS) to assess the
feasibility of the business being run.

Next, the reasons for selecting this toolset are based on operational

reasons in the field, namely:
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Figure 3.8 Tool Set Paid Market Validation 2

A. Cost Aspect (3 of 5): has quite high costs because it
requires materials, production processes, and making
physical product samples.

B. Time Aspect Required for Preparation (3 of 5): The
preparation process takes longer because it involves making
patterns, selecting materials, and the prototype production
process.

C. Strength of Evidence Aspect (2 of 5): Physical prototypes
provide a direct picture of product use, but validation
results are still limited to the early stages of product
development.

D. Time Aspect Required for Implementation (3 of 5): The
prototype testing process takes quite a long time because
the product needs to be tested directly by consumers to

obtain user feedback.

3.1.2.5 Explainer Video
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Figure 3.9 Tool Set Explainer Video 1

Explainer videos are ideal for quickly and broadly
explaining a value proposition to consumers. Video allows
consumers to understand a product's benefits, usage instructions,
and advantages more easily than through written explanations
alone.

Through this toolset, The researcher was able to test and
validate the Value Proposition Canvas (VPC) and Business Model
Canvas (BMC) that had been installed developed, specifically to
obtain Desirability validation, which includes value proposition
(VP), customer relationships (CR), distribution and communication
channels (CH), and consumer segments (CS). Furthermore, this
toolset also helped obtain Viability validation, which includes cost
structure and revenue sources (CS&RS) to assess the feasibility of
the business being run.

Next, the reasons for selecting this toolset are based on

operational reasons in the field, namely:
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Figure 3.10 Tool Set Explainer Video 2

. Cost Aspect (3 of 5): Explainer videos require quite high

costs because they require the process of content creation,

video shooting, and editing.

. Time Aspect Required for Preparation (3 of 5): Video

preparation takes quite a long time because it involves
content concepts, scripts, video shooting, and the editing

Process.

. Strength of Evidence Aspect (3 of 5): The explainer video

provides quite strong data through the number of views,

likes, shares, and audience response to the product.

. Time Aspect Required for Implementation (4 of 5): The

process of distributing and evaluating videos takes longer

to see the response and engagement from the target market.
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This toolset has capabilities in Design, Product, and
Technology functions, because it helps Puddyton explain product
concepts visually while measuring market interest through digital

media.

3.1.2.6 Alternative Methods Considered
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Figure 3.11 Alternative Methods Considered Tool Set 1

Alternative Methods Considered is ideal for launching and
introducing new businesses to consumers who believe in the value
proposition offered. Through crowdfunding, entrepreneurs can test
market interest and gain financial support from potential
customers. However, Alternative Methods Considered is not ideal
for determining whether a business is truly viable in terms of
operations and available resources.

Through this toolset, The researcher was able to test and
validate the Value Proposition Canvas (VPC) and Business Model
Canvas (BMC) that had been developed, specifically to obtain
Desirability validation, which includes value proposition (VP),

customer relationships (CR), distribution and communication
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channels (CH), and consumer segments (CS). Furthermore, this
toolset also helped obtain Viability validation, which includes cost
structure and revenue sources (CS&RS) to assess the feasibility of
the business being run.

Next, the reasons for selecting this toolset are based on operational

reasons in the field, namely:
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Figure 3.12 Alternative Methods Considered Tool Set 2

A. Cost Aspect (5 out of 5): Alternative Methods Considered
costs are generally used for video production, marketing,
logistics, and campaign implementation. The campaign
must be of high quality to attract potential customers.

B. Time Aspect Required for Preparation (4 out of 5):
Preparing a Alternative Methods Considered campaign can

take several weeks to several months because it requires
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creating videos, compiling content, and determining the
price and benefits offered to backers.

C. Strength of Evidence Aspect (5 of 5): Alternative Methods
Considered can show the level of market interest in a
product through the number of supporters, interactions,
comments, and responses obtained during the campaign.

D. Time Aspect Required for Implementation (4 of 5):
Alternative Methods Considered campaigns usually last for
30-60 days until they reach their target or end.

This tool can also support various business functions, such

as design, product development, marketing and finance.

3.1.2.7 Temporary Bazaar/Event Booth
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Figure 3.13 Tool Set Temporary Bazaar/Event Booth 1
Pop-up stores are ideal for testing direct interactions with
consumers and determining their genuine interest in making a

purchase. Through face-to-face interaction, businesses can obtain
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direct feedback on products, pricing, and customer experience.
However, this method is less ideal for businesses focused on
business-to-business (B2B), as exhibitions or conference booths
are generally more effective for reaching business customers.
Through this toolset,it the researcher can test and validate
the Value Proposition Canvas (VPC) and Business Model Canvas
(BMC) that have been prepared, especially to obtain Desirability
validation, which includes value proposition (VP), consumer
relationships (CR), and distribution and communication channels
(CH). In addition, this toolset also helps obtain Feasibility
validation, which includes key activities (KA), key resources (KR),
and key partners (KP), as well as Viability validation, which
includes cost structure (Cost Structure) and revenue streams (RS)
to assess the feasibility of the business being run.
Next, the reasons for selecting this toolset are based on operational reasons

in the field, namely:
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Figure 3.14 Tool Set Temporary Bazaar/Event Booth 2

A. Cost Aspect (4 out of 5) : (The store requires more costs

than a simple experiment because it includes the cost of
renting a place, promotion, and possible licensing and

insurance costs.

. Time Required for Preparation (3 out of 5): This takes

several days to several weeks, depending on location
availability. Additionally, a professional storefront layout

and promotional strategies are required to attract visitors.

. Strength of Evidence Aspect (5 of 5): Pop Up Store

provides strong evidence regarding consumer interest
through direct interaction and the conversion rate of visitors

into buyers or potential consumers.

. Time Required for Implementation (2 of 5): generally takes

place over a short period of time, ranging from a few hours
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to a few days, thus enabling the business to gain learning
and feedback quickly.

This toolset can support various business functions, such as
design, product development, legal, sales, and marketing.
To implement it, an understanding of licensing, promotions,

and the ability to serve customers directly is required.

3.2 Data Collection and Data Analysis Techniques
3.2.1 Data collection methods
To support the analysis of Puddyton's business development, the
data collection method was carried out using the 7 Validation Tool Set
B2C approach to obtain data related to consumer needs, product
development, and market response to Puddyton products.
A. Customer Interview
e Preparation
1. Develop an interview guide to dig into:
- Consumer needs (customer jobs).
- Problems faced by consumers (customer
pains).
- Benefits expected by consumers (customer
gains).
- Consumer willingness to purchase a product.
- Unmet needs between the products and

solutions offered.
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2. Prepare for the interview.

3. Determine the implementation period based on the

results of the analysis that has been carried out.

e Implementation

1.

The interviewer asks questions based on the
interview guide and digs for more in-depth
information if necessary.

The scribe records the consumer's answers in detail,
including the expressions used and the body
language shown.

The process was carried out on approximately 100

respondents.

B. Search Trend Analysis

e Preparation

1.

Determine the tools to be used, such as Google
Trends.
Determine the geographic area that is the focus of
the search.
Compile a list of topics to be analyzed, such as:

- Consumer efforts to fulfill their needs

(customer jobs).
- Consumer efforts to overcome the problems

faced (customer pains).
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- How consumers obtain the desired benefits
(customer gains).
- Consumer dissatisfaction with existing

solutions.

e Implementation

1.

2.

3.

Conduct a search using keywords that are relevant
to the specified topic.

Take a screenshot and export the search results.
Note down important findings or things that are

considered interesting during the analysis process.

C. Initial Product Trial and Sensory Test

e Preparation

1.

Determine the purpose of the Initial Product Trial
and Sensory Test experiment.

Determine the target respondents who will take part
in the test, especially those who have an
understanding of the product being offered.

Compile testing guidelines.

Make a Initial Product Trial and Sensory Test
sketch.

Conduct internal testing to ensure the usage flow is
running smoothly.

Schedule testing sessions with potential customers.
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e Implementation

1.

Explain to respondents that testing is conducted to

obtain input on the product being developed.

One person is responsible for conducting interviews

and interacting with respondents.

Another person is responsible for recording the

results of observations and respondents' responses.

4. Close the testing session and thank the respondents.

D. Paid Market Validation

e Preparation

1.

Collect evidence and findings from previous
experiments as a basis for creating a prototype.
Create a product model using three-dimensional
modeling software.

Print the prototype using a 3D printer.
Determine and schedule consumers who will

participate in the testing session.

e Implementation

1.

2.

Show the 3D printed prototype to consumers.
One team member is tasked with conducting the
interviews.

Other team members are tasked with recording

consumer opinions, consumer needs (customer

130



jobs), consumer problems (customer pains), benefits
expected by consumers (customer gains), and
consumer body language.

Close the interview session by asking for
permission to contact the consumer again for the

next test which has a higher level of detail.

E. Video Explainer

e Preparation

1.

2.

Compile an explainer video script.

Using the relationships between elements in the
Value Proposition Canvas (VPC) as a basis for
compiling video scripts and visuals.

Create an explainer video.

Upload videos to social media, video platforms,
email, or landing pages.

Ensure video analytics features and call-to-action

(CTA) links are working properly.

e Implementation

I.

2.

Publish the video to the audience.
Direct visitor traffic to the video.
If the comments feature is available, interact with
the audience by answering questions related to the

solutions offered.
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F. Crowdfunding

e Preparation

1.

Determine the funding target you want to achieve
and explain in detail how the funds will be used.
Choose an available Alternative Methods
Considered platform or create your own.

Create a high-quality Alternative Methods
Considered video that is able to attract the interest
of potential supporters.

Display the value proposition statement clearly
below the video.

Place a call-to-action to support product funding in
a prominent position.

Explain consumer problems, the solutions offered,
and the benefits consumers will receive.
Determine the nominal variation of support (pledge)

along with the benefits that supporters will receive.

e Implementation

I.

Launch a Alternative Methods Considered
campaign to the public.

Direct visitor traffic to the campaign page.
Actively interact via social media and campaign

pages by answering comments and questions from
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potential supporters.
G. Pop Up Store
e Preparation
1. Determine the location of the Pop Up Store.
2. Take care of administrative needs such as rent,
permits and necessary insurance.
3. Designing consumer experiences while visiting the
Pop Up Store.
4. Prepare operational and logistical needs.
5. Promote the Pop Up Store operational schedule to
potential consumers.
e Implementation
1. Open and operate a Pop Up Store.
2. Collect necessary data and evidence from
interactions with consumers.
3. Close the Pop Up Store activity after the testing

period is complete.

3.2.2 Data Analysis Techniques
In this study, the data analysis technique was adapted to the

approach Validation Tool Set B2C used to test and evaluate the suitability
of Puddyton's business strategy as a consumer-based healthy bakery brand.

This technique aims to process, analyze, and interpret various data

133



obtained from customer validation processes, marketing activities, and
market responses to Puddyton products.

Through this approach, data collected from community activities,
social media, collaborations, and direct sales are analyzed to determine
consumer acceptance of healthy bakery products, the effectiveness of
marketing strategies, and potential future product development.
Furthermore, this analysis was used to ensure that Puddyton's positioning
as a healthy bakery brand aligns with the needs and preferences of its
increasingly health-conscious target market.

Thus, this data analysis technique not only focuses on evaluating
business performance, but also becomes the basis for strategic decision

making for the sustainable development of Puddyton in the B2C market.
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A. Customer interview

In this study, data collection was carried out through
direct consumer surveys using Google Form as a data
collection instrument to understand consumer perceptions,
needs and preferences for Puddyton products as healthy
bakery. Data collection was carried out offline by asking
respondents to fill out a questionnaire that had been
prepared based on a descriptive approach.AIDA
(Attention, Interest, Desire, Action) as a basis for
understanding the stages of consumer response to a
product. As many as 100 respondents representing
Puddyton's target market were asked to choose
multiple-choice answers that best described their
conditions, preferences, and consumption behavior towards

healthy bakery products.
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The preparation of questions in the questionnaire is
divided into four AIDA stages with a total of 8 questions,
where each stage consists of two questions. Attention Stage
used to understand the level of consumer awareness of the
healthy bakery trend and consumer attention to products
with health value. Interest used to determine consumer
interest in product concepts, alternative raw materials, and
innovations offered by Puddyton. Desire used to identify
factors that drive consumer desire to purchase a product,
such as taste, ingredient quality, health benefits, and
product value. Meanwhile, the next stage is Action used to
understand consumer tendencies in making purchases,
including factors that influence purchasing decisions. The
results of data collection were then analyzed by grouping
them based on the main categories that correspond to
Puddyton's business development objectives, namely the

level of consumer awareness of the healthy bakery concept
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preferences for products and raw materials,
purchasing considerations, and potential market acceptance
of Puddyton products. Next, a simple analysis was
conducted using ranking analysis to determine the factors
that have the greatest influence on consumer purchasing
decisions. The analysis results show that taste remains the
primary factor in bakery product purchasing decisions, but
consumers are also starting to consider ingredient quality,
health value, and product uniqueness as supporting factors.
These findings serve as the basis for Puddyton to strengthen
its positioning strategy as a healthy bakery brand product.
Healthy bakery brand which is able to combine health
values, raw material innovation, and taste experiences that

suit consumer preferences.
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2 Occupation s : L : ko
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Waresponses
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Semarang 2%
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Bandung -
& o Solo %
esponden -
Profile More Than § times a R R e e
month 19%|
In a month, how often do 5-8 times a month 50% .
4 you buy bread, cakes, or 0
bakery snacks? 3-4 times a month 26%
1-2 times a month 5%
Apakah pernah membeli produk makanan Bakery yang diklaim lebih sehat?
yes, often BT Y, | oommsnses
Have you ever bought yes, once in a while 25% EE:%?: )
5 bakery food products that ~jovizima iy
claim to be healthier? ever but rarely 8%
not yet N
Already know about and
hava pu rCha Sad Apakan Ands sudan mengetahu) atau pernan memkell produk Fuddynon? O comtan
Puddyton product 7%
Already know about, but
Have you heard of or ever have never purchased
6 purchased a Puddyton Puddyton products 23%
product?
Have heard of Puddyton,
but have never bought it?

never heard of or bought
Puddyton products -

Table 3.1 Respondents Profile Customer Interview

Based on age characteristics, the majority of
respondents are in the age group 25-34 years old with a
percentage of 86%, then followed by the age group 35-44
years old by 7%, 18-24 years old by 6%, And 45-55
years old by 1% The dominance of respondents in the

productive age range indicates that Puddyton products have
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the potential to be accepted by adult consumers who are
starting to pay attention to food quality, healthy lifestyles,
and product selection based on the added value offered.

In terms of work, most of the respondents are
entrepreneurs with a percentage of 51%, followed by
housewives by 30%. In addition, there were 6% of
respondents who worked as teachers, 4% each as students
and private sector employees, 3% as civil servants, and 2%
as doctors. This composition indicates that respondents
came from quite diverse backgrounds, thus providing a
picture of consumer perceptions across various activity
groups and consumption needs.

Based on domicile, the majority of respondents
come from the Special Region of Yogyakarta with a
percentage of 92%, followed by Magelang at 5%,
Semarang at 2%, and DKI Jakarta at 1%. The high
prevalence of respondents from the Yogyakarta region
aligns with Puddyton's growing operational conditions in
the region. This provides a relevant picture of the local
market's perception of the healthy bakery concept
developed by Puddyton.

In terms of bakery product purchasing behavior, the

survey results show that the majority of respondents have a
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habit of regularly purchasing bread, cakes, or bakery
snacks. 50% of respondents make purchases 5-8 times
in a month, followed by 26% of respondents 3—4 times in
a month, 19% of respondents more than 8 times in one
month, and 5% of respondents 1-2 times a month The
data shows that bakery products have a fairly high
consumption rate among respondents, thus creating market
opportunities  that  support = Puddyton's  business
development.

In addition to the general frequency of bakery
purchases, the survey also showed that most respondents
had experience consuming bakery products that were
claimed to be healthier. 67% of respondents stated that
they often buy healthy bakery products., while 25% of
respondents have purchased the product occasionally and
8% of respondents rarely purchase it. This condition shows
that the concept of healthy bakery has begun to be
recognized by consumers and has the potential for market
acceptance, although it still requires communication that
can explain the product's value better.

Meanwhile, the level of recognition of the Puddyton
brand showed positive results. 77% of respondents stated

that they already knew about and had purchased
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Puddyton products. while 23% of respondents were aware
of Puddyton but had never made a purchase. There were no
respondents who were completely unaware of or had never
heard of Puddyton. These results indicate that Puddyton has
a fairly good level of awareness among the target
respondent group, but there is still an opportunity to
convert consumers who are already familiar with the brand
into customers through improved marketing
communications and the purchasing experience.

Overall, the characteristics of the respondents
indicate that the survey was dominated by productive-age
consumers, domiciled in Yogyakarta, who have a habit of
consuming bakery products, and have a level of awareness
of healthy bakery products. These findings support
Puddyton's development strategy as a healthy bakery brand,
because it shows that there is a match between market
characteristics and the values that we want to build, namely
presenting bakery products that not only prioritize taste, but
also pay attention to the quality of raw materials and a

healthy lifestyle.
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AIDA Stage

Question

Survey Result

Interpretation of Result

Relationship with Puddyton's
Research Objectives

What was the
first thing that
caught your

70% of respondents were
attracted by the concept of a
healthier bakery compared to
conventional bakery
products. Meanwhile, 29%

The healthy bakery concept has
become the main factor that
attracts consumer attention. In
addition, the use of alternative

This finding supports the research
objective regarding how Puddyton
builds its brand positioning as a

Attention aftention about |were interested in the ingredients strengthens :mthy I?alseryl:hro:gh pr;oduct_
Puddyton uniqueness of alternative Puddyton’s product differentiation |, re!'ltlatlan AsRc.on & fernative
products? ingredients such as pumpkin |by providing added value beyond Ingredients and healthier product

flour, cassava flour, sorghum |conventional bakery products. concepts.

flour, and potato flour.
Through what | 75% of respondents Personal recommendations and
media or discovered Puddyton community networks play an This supports the research objective
sources are you |through recommendations important role in creating brand  |regarding the role of community

Attenti most likely to from friends, family, or other |awareness. This indicates that collaboration and word of mouth in

ntion 2 R R 7 5
learn about and | customers. Meanwhile, 21% |trust-based communication is increasing brand awareness and
pay attention to | obtained information through | highly effective in introducing expanding Puddyton's consumer
Puddyton communities or activities products with a relatively new reach.
products? related to a healthy lifestyle. |concept, such as healthy bakery.
After learning | 44% of respondents were
gztc)l:tyton's rpt:;e:ste:nhnftl::;r::#::eﬂ Consumers do not only co_nslir_}er This supports the research objective
; health benefits but also prioritize  |regarding how Puddyton
concept as a by Puddyton. Meanwhile, tast i i itates Ne araductval
| healthy bakery, |36% were interested because | [25t€ experience and product ~ |communicates its product value
nterest s variety. Therefore, communication |through educational marketing to
what made you |the products minimize the iratig] d 1o bal heatth- | hel derstand that
most interested |use of additional ingredients SIELOFRSINE0 g Mty Tod e el s ke
i F related information with product  |healthy bakery products can still
in leamning more | such as fragrances, uality and sensory experience rovide enjoyable tast d li
about the softeners, and bleaching aualiy: REexp - P joyable taste and quality.
product? gent
A9% of respiondinits wantad Before making a purchase

What t k’ I:) t duct tast decision, consumers require

information D Xowabout proce St | information related to product This supports the research objective
and texture. Furthermore, = : 5

would you most 3% were interested In experience, quality, and regarding the use of consumer

Interest like to know ; i al hil composition. This highlights the  |insights and feedback to improve
before deciding ;;‘; ome: d"'. ;nomars, e importance of transparent Puddyton’s marketing
to try Puddyton ¢ vdv_an B ':e:':r“a por d communication regarding communication strategy.
products? reg:r Tg ng il;nts an ingredients, product benefits, and

product:composion. customer experiences.

52% of respondents were
\What factors encouraged because Consumers expect a balance

Puddyton products provide |between health benefits and This supports the research objective
would most 3 i § "
¢ good taste despite having a |product enjoyment. The healthy |regarding how Puddyton develops a

Desire Q:;s':stﬁ ;rour healthier concept. concept strengthens purchase healthy bakery positioning that

Puiddvion Ty Meanwhile, 42% were interest, but taste remains the combines health value, product
Y influenced by the use of main factor influencing consumer |quality, and consumer preferences.
products: natural ingredients and acceptance.
alternative local materials.
Under what 61% of respondents would Consumer decisions are still
circumstances | choose Puddyton when taste, | strongly influenced by product This supports the research objective
are you most quality, and price meet their |quality and affordability. The regarding how Puddyton maintains

Desire likely to choose |needs. Meanwhile, 39% healthy value acts as an competitiveness through product
Puddyton would choose Puddyton additional benefit that strengthens | differentiation while understanding
products over | because of its unique purchasing consideration rather  |consumer expectations and
regular bakery |ingredients and healthier than replacing fundamental purchasing considerations.
products? concept. product attributes.

77% of respondents were

encouraged to purchase
What factors Puddyton products due to Word of mouth becomes the
most motivated |recommendations from strongest driver of initial purchase | This supports the research objective
you to make family, friends, or decisions. This demonstrates that |regarding the effectiveness of

Action your first cc ities. M hile, customer relationships and community collaboration, word of
purchase ofa  |19% were influenced by community-based marketing are  |mouth, Instagram, and WhatsApp in
Puddyton product information through |important strengths in Puddyton’'s |encouraging purchase decisions.
product? Instagram and 4% through marketing strategy.

WhatsApp ordering

convenience.

95% of respondents stated The high willingness to
After trying and |that they would recommend |recommend indicates the Thi rts th h obiecti
being satisfied |Puddyton products to others. |potential development of I Suppai e.research onlecve

2 ; 5 . regarding the role of customer
with Puddyton | Meanwhile, 3% would customer loyalty and organic Istionshibs. feedback. and word of
Action products, what | repurchase the same promotion through word of mouth. reaLananins, AL AN wWorc

action are you
most likely to
take?

products and 2% would
follow Puddyton’s updates
through Instagram or
WhatsApp.

Satisfied customers can become
brand advocates who help
strengthen Puddyton’'s market
presence.

mouth in building long-term
consumer loyalty and sustainable
brand development.

Table 3.2 Customer Interview Survey Results
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Based on the analysis results using the AIDA
(Attention, Interest, Desire, Action) approach, it can be
seen that consumers have quite a strong interest in the
healthy bakery concept developed by Puddyton. At
majority of respondents indicated that the concept of
Attention, the majority of respondents indicated that the
concept of a healthy bakery was the main factor that
attracted their attention, with 70% of respondents being
attracted to the concept of healthier products compared to
conventional bakery products. Furthermore, the use of
alternative raw materials such as sorghum flour, cassava
flour, pumpkin flour, and potato flour also served as an
attractive differentiation factor for consumers. Interest
survey results show that consumers are not only interested
in the health value of the product, but also consider aspects
of taste, product variety, texture, as well as information
regarding raw materials and previous consumer
experiences.

At the Desire in Action level, survey results show
that Puddyton consumers' purchasing decisions are still
heavily influenced by the balance between taste quality, the
health concept, and recommendations from their

surroundings. As many as 52% of respondents stated that
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the taste remains delicious despite its healthy concept as the
main factor that increases the desire to try the product,
while 77% of respondents mentioned recommendations
from family, friends, or the community as a factor that
drives the first purchase. In addition, 95% of respondents
are willing to recommend Puddyton products to others after
having a positive experience. These findings indicate that
community-based marketing strategies, word of mouth, and
educational communication about product value are
important elements in building brand awareness, increasing
consumer trust, and strengthening Puddyton's positioning as

a healthy bakery brand.

. Search Trend Analysis

The Search Trend Analysis phase was conducted to
understand the level of market interest and awareness of
healthy lifestyle trends, particularly those related to healthy
food consumption, low-sugar bakery products, and the use
of alternative ingredients such as gluten-free flour and
natural sweeteners. This analysis aims to ensure that
Puddyton's product development is based on actual market

needs and relevant to changing consumer behavior.
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Search trend data is collected through analysis
Google Trends using primary keywords “Healthy Bread”
To understand the level of consumer interest in the healthy
bakery category, the analysis results show that the keyword
"Healthy Bread" is related to several key search topics,
namely bread, whole wheat bread, food, wheat, dan
eating, all of which have varying degrees of popularity Top
This suggests that the search for healthy bread is not only
related to bread products in general, but also related to
consumer perceptions of healthier ingredients and better
consumption patterns.

Based on regional distribution, search interest for
the keyword "Healthy Bread" shows interest from various
regions in Indonesia. The region with the highest level of
interest comes from North Maluku with an interest score
of 100, followed by the Riau Islands with 43, the Special
Region of Yogyakarta with 37, and DKI Jakarta and
Bali each with 36. In addition, based on the time trend for
the period June 2025 to June 2026, searches for “Healthy
Bread” showed a relatively stable pattern with several
significant increases, especially in February 2026 with a
score of 100, July 2025 amounting to 91, as well as

October and November 2025 amounting to 90 The data
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shows that consumer interest in healthy bread products
continued to grow during the observation period.

The results of this trend analysis indicate a market
opportunity for the development of healthy bakery products
like Puddyton. The increasing consumer attention to
keywords related to healthy bread and whole-wheat bread
indicates that health factors, raw materials, and product
added value are starting to become considerations in
consumption decisions. These findings support Puddyton's
positioning as a healthy bakery brand offering products
with an approach of using alternative ingredients, reducing
sugar, and communicating health value while maintaining

the taste and consumer experience.
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No Time Keywords Results
1 |June 2025 Roti Sehat 57
2 |July 2025 Roti Sehat 91
3 |August 2025 Roti Sehat 71
4 | September 2025 Roti Sehat 70
5 |October 2025 Roti Sehat 90
6 |November 2025 Roti Sehat 90
7 |December 2025 Roti Sehat 82
8 |January 2026 Roti Sehat 69
9 |February 2026 Roti Sehat 100
10 |March 2026 Roti Sehat 58
11 |April 2026 Roti Sehat 74
12 |May 2026 Roti Sehat 82
13 |June 2026 Roti Sehat 78

Table 3.3 Monthly Trend of Keyword (Healthy Bread) for 12 Months

No Keywords Related topic Popularity
1 Roti Sehat Bread Top

2 Roti Sehat Whole wheat bread Top

3 Roti Sehat Food Top

4 Roti Sehat Wheat Top

5 Roti Sehat Eating Top
No Region Keyword Interest Score
1 North Maluku Roti Sehat 100

2 Riau Island Roti Sehat 43

3 Special Region of Yogyakarta Roti Sehat 37

4 | Special Capital Region of Jakarta Roti Sehat 36

5 Bali Roti Sehat 36

Table 3.4 Related Topics & Interest By Region Keyword (Roti Sehat)
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C. Initial Product Trial and Sensory Test

Based on the previous validation process through
customer interviews and search trend analysis, the next
stage carried out by Puddyton is Initial Product Trial and
Sensory Test testing melalui tester product. This stage
was conducted to gain a deeper understanding of consumer
responses to the healthy bakery concept being developed,
both in terms of initial perceptions, product trial
experiences, and evaluations after experiencing the product
directly. Unlike customer interviews that focus on
consumer needs and preferences, Initial Product Trial and
Sensory Test testing provides respondents with the
opportunity to interact directly with an initial representation
of the Puddyton product, allowing the insights gained to

better illustrate the potential market acceptance.
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Figure 3.14 Initial Product Trial and Sensory Test Product Tester

At this stage, Puddyton performs testing in a
systematic manner, offline by distributing product testers
directly to respondents. After respondents tried the product
and saw the initial concept of Puddyton, the data collection
process was carried out using Google Form with the closed
question method (multiple choice). As many as 100
respondents were asked to choose the answer that best
describes their perceptions, experiences, and preferences
for Puddyton products. The respondents involved had
diverse characteristics, with the majority being in the 25-34
age range (72%), dominated by entrepreneurs (56%), and
mostly residing in the Palagan area (48%) and Jalan

Kaliurang (33%). These characteristics indicate that the
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respondents are in line with Puddyton's potential target

market as a healthy bakery.

No Question Catagory Answear Chart
1317 : Usia Responden
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Table 3.5 Data Profile Respondent Initial Product Trial and Sensory Test

The testing instruments in Initial Product Trial and
Sensory Test testing are divided into three main stages,
namely pre-test questions, during-testing questions, and
after-testing questions. Level pre-test question: The
questionnaire consisted of four questions aimed to
understand respondents' baseline conditions, such as their
experience  consuming  healthy  bakery  products,
considerations in choosing healthy bakery products, and
initial perceptions of consumer needs for healthy bakery

products. This stage was used to determine the extent to
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which consumers understood and accepted the concept of

healthy bakery products before trying Puddyton products.

No| Category QA"'::;I;" Main Finding Result
Consumer Mos;reszpondents alregdyhhat:‘slxpir\el(nce 57% of respondents frequently purchased or
1 Pre-test experience with p%u?éngu%rhcggfgmgg afa m:i:m: Oerry consumed healthy bakery products, 38% had
Question healthy bakery P dlict ! de with alt 9 i P tried them occasionally, and 5% had tried
products procue:s mace wilh emative them rarely.
ingredients.
Consumer (s
Praclast consideration in ::;?i;n;jo:f::;;:g:: iﬂm:‘:gﬁ gas i 82% of respondents considered taste and
2 Question choosing consumer decisions when choosing texture as the main cons@erahqn, followet: by
healthy bakery healthy bakery products product composition and ingredients at 11%.
products & )
Corsimer The main challenge experienced by
Pre-test challenges consumers was that healthy bakery 80% of respondents stated that the taste and
3 Question toward health products do not always provide the same |texture of healthy products were not always
bakery produgts taste and texture experience as suitable with their preferences.
conventional bakery products.
Consumer Cor;jsucznetrs expggted hzatlth{ bamry | 49% of respondents preferred easy access to
4|Pre-test expectations g;&r% Sacocgsrzrtil: %23 ma?n?o‘:n;ﬁ;so product information and ordering through
Question toward healthy d ; g 3 p l:h h diaital digital media, while 40% preferred products
bakery concept :";ﬂgrrmimg processes.nroUgh gl with good taste and health bensfits.
Initial response Resnorsdintt showed inferest in axpkiring 41% of respondents wanted to see available
During Tasting |after seeing ; ; ; product options and variants, while 31%
6 Question Puddyton g}?e ra::'tl)ab;fu%m::ﬁi chalces and varants wanted to understand product ingredients and
prototype y yion. composition.
_ Information regarding raw materials, flour 42% of respondents stated that the
6 During Tasting Crligf};?' %pr:S;)z!:%?'ur :{gr;tighsa.ggrgac’dm information was very clear and easy to
Question .pf i d iy ll Id ble. alh ! h ‘ understand, while 40% considered it clear but
information understandable, although some aspects requiring additional emphasis.
required further explanation.
RS The healthy bakery concept presented 53% of respondents stated that the concept
7 During Tasting of health 9 through the Puddyton prototype was was very clear and easy to understand, while
Question baka c;nce ¢ successfully understood by most 36% considered it clear with minor additional
vy o respondents. explanation needed.
The visual appearance and packaging 45% of respondents were attracted by the
8 During Tasting |Product became important elements that attracted |product appearance and packaging, while
Question attractiveness | consumer attention toward the Puddyton |21% were interested in the healthy bakery
prototype. concept.
o
Additional Respondents expected more 55% of resgo?dent: wagted t;:o‘duct
9 During Tasting |information personalized product recommendations rﬁ;?g”:ﬁ";igsaﬁ;lz 218; w{:;neglntnure
Question expected by based on their preferences and P 2 sl
A consumption needs. completgmformahon regarding product
composition.
Overall The oot rocdived postive 44% of respondents considered the concept
After Tasting | evaluation of B very interesting and easy to understand, while
19 Question Puddyton ;esio;;ﬁscéegizd?gelrl:"c:r?rgecl:'t ’eness 37% considered it interesting but requiring
prototype pp ! v & " |several improvements.
3 . .| Product visual design and packaging 72% of respondents selected visual design
1 gﬁz;‘tli'z:hng iﬁ%ﬁ;ﬂ:{ "8/ \yere identified as the main aspects and packaging as the most important aspect
requiring improvement. to improve.
Purchase . : : ;
After Tasting |intention toward The prototype showed potential market | The highest purchase intention scores were
12 Question Puddyton acceptance based on respondents’ scare 8 (32%), score 9 (25%), and score 10
products willingness to purchase the product. (17%).

Table 3.6 Initial Product Trial and Sensory Test Survey Results
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Based on the results of the Initial Product Trial
and Sensory Test testing, it can be seen that most
respondents already had experience with healthy bakery
products before knowing Puddyton. As many as 57% of
respondents stated that they often buy or consume bakery
products that are claimed to be healthier, while 38% of
respondents have tried these products, although not
regularly. These results indicate that the healthy bakery
concept has the potential for initial acceptance in the
market. However, in the purchasing decision process,
respondents still place taste and texture as the main factors,
with 82% of respondents choosing these two aspects as the
most important consideration. This finding indicates that
healthy product innovations need to maintain the quality of
the consumption experience to compete with conventional
bakery products.

At the level during the testing question,
respondents responded positively to the concept and
presentation of Puddyton's product value. After viewing the
prototype, 41% of respondents expressed interest in
learning about the product options and variants available,
while 31% were interested in understanding the ingredients

and composition of the product. Furthermore, 53% of
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respondents considered the healthy bakery concept
presented to be very clear and easy to understand, while
36% of respondents considered the concept clear enough
but still needed additional explanation. These results
indicate that communication regarding the wuse of
alternative ingredients, reduced sugar, and the health value
of the product are important aspects in helping consumers
understand Puddyton's differentiation compared to
conventional bakeries.

At the level after testing the question, the
evaluation results showed that the Puddyton prototype had
the potential for positive market acceptance. 44% of
respondents considered the concept and initial product
appearance to be very attractive and easy to understand,
while 37% of respondents considered the concept attractive
but still needed some improvements. In terms of purchasing
intention, the majority of respondents gave a high rating
with a purchase likelihood score of 8 at 32%, a score of 9 at
25%, and a score of 10 at 17%. However, respondents
provided primary input on the visual aspects of the design
and packaging, with 72% of respondents choosing these as
priority areas for improvement. Therefore, the results of the

Initial Product Trial and Sensory Test testing serve as a
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basis for Puddyton to refine the product appearance,
improve the quality of product information communication,
and strengthen its positioning as a healthy bakery that not
only offers health benefits but also an attractive

consumption experience for consumers.

Paid Market Validation

Based on the previous validation process through
customer interviews, search trend analysis, dan Initial
Product Trial and Sensory Test testing, the next stage
carried out by Puddyton is product validation through
3D prototype real consumption testing. This stage is
conducted to test consumer acceptance of the product under
conditions closer to the commercialization process. Unlike
the Initial Product Trial and Sensory Test testing stage,
which involves distributing the product for free to obtain
initial feedback on taste, concept, and consumer perception
of a healthy bakery, the product validation stage involves
selling the product directly to consumers. This approach is
used to determine whether consumers are willing to pay
and perceive Puddyton products as having value in line

with the price offered.

154



Figure 3.15 Chocolate Bread Products

At this stage, Puddyton conducts testing using real
products in the form of Puddyton Chocolate Filled Bread
as one of the products with a good level of market
acceptance. The product is sold directly to consumers, then
consumers who have made a purchase are asked to provide
an evaluation via Google Form using a closed-ended
question method (multiple choice). As many as 100
respondents provide assessments based on their
experiences after purchasing and consuming Puddyton
products. Through this method, Puddyton not only obtains
feedback on product quality but also measures market

acceptance based on actual purchasing behavior.
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Table 3.7 Data Profile Respondent Paid Market Validation

Based on the characteristics of the respondents, the
majority of respondents are in the age range 25-34 years
old by 55%, followed by age group 18-24 years old 44%,
and age groups 35-44 years old by 1%. From the domicile
aspect, most of the respondents came from the
regionBattlefield by 63% And Kaliurang Road by 33%,
while the rest came from Condong Catur, Seturan, and
Demangan. Based on occupation, respondents were
dominated by entrepreneurship by 54%, Then
housewives by 29%, 9% students, 3% baristas, 3%
private employees, and 1% each teachers and civil
indicate  that the

servants. These characteristics

respondents align with Puddyton's target market: consumers
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who need practical bakery products with the added value of
a healthy bakery concept.

Testing instruments at the product validation stage
are arranged based on five main categories, namely
Customer Jobs, Customer Pain, Customer Gain,
Quotes/Opinion, dan Suggestion. Category Customer
Jobs used to understand consumers' needs and consumption
habits for bakery products, including the reasons consumers
buy and consume these products. Customer Pain used to
identify consumer barriers or concerns in choosing healthy
bakery products, such as perceptions of taste, price, and
product availability.

Next, the Customer Gain category is used to
evaluate the benefits consumers feel after purchasing and
trying Puddyton products, such as taste suitability,
ingredient quality, and product suitability to healthy
lifestyle needs. Quotes/Opinion used to determine
consumer perceptions of product value and overall
consumption experience, while the Suggestion category
used to obtain feedback for improvements related to taste,
texture, product variety, and product information. The
results of this product validation stage serve as the basis for

Puddyton to evaluate the product's readiness to enter a
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wider market, as it has been tested through consumption

experiences and actual purchasing transactions.

1. Pre-Test Paid Market Validation Stage

No |Category Walcaton Key Findings Implication for Puddyton
Aspect
44% of respondents consume :
Bakery . Bakery products have potential to
1 %Jbs;omer consumption 3g?%ﬁ;ﬁ?&?ﬂf;yeﬂzfél\m:s become part of consumers’ daily
frequency 4 woeek consumption habits.
50% of respondents consume T
: Puddyton should position its
2 JC:bsslomer gtoun:tﬁ)mnptlon Ssgzﬂurtj;o;u;fa?: ?Mﬁfl‘:aggi/st products as a practical and suitable
I consume them durfng ellctivitieas SpEsTIEdalgC ot e
B signas The main consideration when
/ . . |choosing bakery products is Puddyton needs to highlight the
Customer |consideration in |. 2 s : : :
3 Jobs choosing ingredients and composition quality of ingredients and healthy
bakery products (42%), followed by taste and composition as key product values.
texture (28%).
37% of respondents perceive
o |Customer [Barters toward.|neatthy bakery productsas | ZrC LR TR SRR LS,
Pain pmdugts ry 4% gonsiderpﬁ'\e plritg:e hig}'ler maintain good taste while providing
than regular bakery products. e il
0,
Expected g;ﬁlg f r;:;f; nderr;t;uﬁg?gt Product development should
5 Customer |characteristics maint;m deligo?is tacte. whiis maintain a balance between health
Pain of healthy 29% expect natural and’high- benefits, taste, and ingredient
bakery products quality ingredients. quality.
Consumer 17% of respondents expect the Puddyton should strengthen
g |Customer |expectation price to match the product quality, |consumer education regarding
Pain toward product |while 6% expect clearer product |product composition, benefits, and
information information. value offered.

Table 3.8 Pre-Test Paid Market Validation Stage Survey Result

The pre-test phase revealed that consumers have a

need for practical bakery products for everyday
consumption, but still have concerns about taste, price, and
perceived healthy product quality. These findings serve as a
foundation for Puddyton to ensure that the products
developed not only offer a healthy bakery concept but also
meet consumer expectations in terms of taste, ingredient

quality, and perceived value.
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Test results showed that Puddyton Chocolate Bread
successfully delivered its core value as a healthy bakery
while still providing an engaging consumption experience.
Consumers appreciated the combination of flavors, the
health concept, and the use of better ingredients. However,
several aspects, such as chocolate flavor intensity,
sweetness level, and texture, still need improvement to

provide a more optimal consumption experience and

increase consumer satisfaction.

2. During Testing Paid Market Validation Stage

Validation .
No |Category Aspect Key Findings Implication for Puddyton
b :
Consumer 4rsoﬁuc::ftriifgfens?izmigsgjlsdeeirtegoxzines Fuddyion = nealiny bakary concept
1 v Ao erception after Faste with a hea]tr? concept, while 36% PESSEMET- DR ap 00 o)
Clnn FJrodu'cazt trial erceived it as deliyc'o s ar'::dr different * |consumers and can become a key
P p ; o ' value in brand communication.
from other bakery products.
54% of respondents stated that the
CriEEr Evaluation of taste and texture matched their Puddyton needs to maintain product
2 Gai taste and expectations, while 35% considered the |taste quality while improving product
ain : :
texture taste good but the texture still needed  |texture consistency.
improvement.
c 54% of respondents felt that the healthy |Consumer education regarding
onsumer : ‘ : : 2
; concept was delivered without reducing |ingredients and product benefits
Quotes/ |perception of : ; :
8 R product enjoyment, while 30% needs to be strengthened to improve
Opinion  |healthy bakery - ; ; ;
concept consldered thel concept interesting but  |understanding of the healthy bakery
required more information. concept.
Product Consumers most appreciated the Taste, high-quality ingredients, and
4 Customer |attributes chocolate flavor (29%), better ingredient | product texture should be
Gain preferred by concept (29%), and soft bread texture |maintained as the main product
consumers (28%). values of Puddyton.
Product The main weaknesses identified were  |Product formulation needs further
5 Customer |. chocolate flavor intensity (33%), improvement, particularly in
2 improvement 3
Pain sweetness adjustment (30%), and chocolate flavor, sweetness level,
areas : :
texture improvement (11%). and texture quality.
o,
Customer |Overall product Sinxﬂ:f::;ﬁt 2L2er?§:nr}|?nergsi:1%li12:ti:0 that Gansiihel [caduack shodid become
6l P 9 NgS,| 9 the basis for product iteration before
Pain acceptance most consumers still provided

improvement suggestions.

wider commercialization.

Table 3.9 During Testing Paid Market Validation

Stage Survey Result

Test results showed that Puddyton Chocolate Bread

successfully delivered its core value as a healthy bakery
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while still providing an engaging consumption experience.
Consumers appreciated the combination of flavors, the
health concept, and the use of better ingredients. However,
several aspects, such as chocolate flavor intensity,
sweetness level, and texture, still need improvement to

provide a more optimal consumption experience and

increase consumer satisfaction.

3. After Testing Paid Market Validation Stage

No | Category |Validation Aspect Key Findings Implication for Puddyton
46% of respondents considered the Puddyton’s product has potential for
1 Customer |Purchase intention |product very interesting and suitable for  |repeat purchase and can be
Jobs after product trial  |regular consumption, while 37% were developed as a regular consumption
interested in repurchasing occasionally. product.
Suitability of 58% of respondents stated that Puddyton | The healthy bakery concept
2 Customer healthy bakery provides a healthy bakery option that suits |becomes a key value that
Gain benefits their needs, while 31% appreciated the differentiates Puddyton from
use of better ingredients. conventional bakery products.
Perceived product 42% of respondents considerf_:d the price |Puddyton needs ;0 strengthgn
3 Qupt_es.' value compared to approlpr\ate _due to better quality and ‘ consumer edugat\on regarding
Opinion price benefits, while 44% stated that the price  |ingredient quality and product
still requires consideration. benefits to increase perceived value.
45% of respondents suggested increasing |Product development should focus
glodict flavor variety, followed by texture on flavor innovation, texture
4 |Suggestion |improvement 3 . i Yol % : 4
recommendation !mproyement (29 /f’) and aqmtmnal |mproven_1&n_t, and clearer
ingredient/benefit information (18%). communication of product benefits.
41% of respondents described Puddyton |Puddyton’s positioning as a healthy
5 Quotes/ Product positioning |as a bakery product with higher quality bakery with high-quality ingredients
Opinion perception ingredients, while 39% viewed itas a and good taste has started to be
healthy bakery with enjoyable taste. recognized by consumers.

Table 3.10 Survey Results After Testing Paid Market Validation Stage

After-test results showed that Puddyton Chocolate
Bread received positive consumer acceptance, particularly
regarding its healthy bakery concept, ingredient quality, and
product benefits. Consumers expressed interest in repeat
purchases and considered Puddyton to have greater value
than conventional bakeries. However, further development

needs to be directed at increasing flavor variety, improving

160



texture, and educating consumers about product advantages
to further enhance perceived value and customer loyalty.

Based on the validation results through three stages,
namely pre-test, during-test, and after-test, it can be
concluded that the Puddyton healthy bakery concept
received a positive response from consumers and has the
potential to be further developed. In the pre-test stage,
consumers indicated a need for practical bakery products
for daily consumption, with the main factor in product
selection coming from the quality of ingredients and
composition. This indicates that the concept of using
healthier ingredients is a relevant value for consumers.
Furthermore, in the during-test stage after consumers tried
Puddyton Chocolate Bread, the majority of respondents
assessed that the product was able to combine the concept
of health with good taste. However, there are still several
aspects that need to be improved, especially related to the
intensity of the chocolate flavor, the level of sweetness, and
the consistency of the product texture.

In the after-test phase, validation results indicated
potential for repeat purchases and increased acceptance of
Puddyton's positioning as a healthy bakery brand.

Consumers began to see Puddyton as a bakery product
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made with quality ingredients that still provides a pleasant
consumption experience. However, price and the need for
information about product benefits remain considerations
for some consumers. Therefore, these validation results
serve as a basis for Puddyton to improve the product,
expand product variety, increase consumer education about
the value of healthy bakery products, and strengthen brand
communication to build long-term customer trust and
loyalty.
E. Explainer video

At this stage, Puddyton performs explainer content
validation through short video content published on
Instagram Reels. While not using a formal explainer video
format like a structured product presentation, the
educational function is still implemented through a visual
approach that showcases the characteristics of Puddyton's
healthy bakery products. The content focuses on product
introduction through visual appearance, texture, and shape,
as well as conveying the product's value in a simple way to
build the audience's initial understanding of the healthy
bakery concept.

Based on the results of Instagram Reels insights, the

published content has succeeded in getting 10.175 views
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with the number of accounts successfully reached as many
as 7,320 accounts. Most of the audience who views the
content comes from non-followers amount, amounting to
74.1%, demonstrating that the content has the ability to
expand the brand's reach to potential new consumers
beyond those who already know Puddyton. In terms of
interaction, content has 93 likes, 26 comments, 173 shares,
dan 1 save, and produced 306 profile visits and 25 new
followers after the audience viewed the content. This shows
that a visual approach through Instagram Reels can help
increase exposure and drive initial brand interest.

Based on audience characteristics, the majority of
the audience comes from the age group 25-34 years old at
44.7% and 18-24 years old at 38.2%, with a female
audience dominating at 75.8%. These findings demonstrate
that Puddyton's visual communication strategy is relevant
to the younger consumer segment interested in value-added
food products, including the healthy bakery concept. These
validation results serve as a foundation for Puddyton to
continue developing its digital marketing strategy through
more informative, engaging content that effectively

conveys product differentiation.
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Overview Audience
View 10,175 ) Profile Visits 306| Whoe Viewed |Followers 25,9%
Account Reached 7,320 Act!on After Follows 25 your reel Non-followers 74,1%
Summary Viewing
Average Watch Time 3 second Bio Link Taps 4 18-24 38,2%
Follows 25 Likes 93 25-34 44,7%
Skip Rate 79,6% Comments 26 35-44 11,8%
Share Rate 2,1% Interaction Reposts - 45-55 3,9%
Like Rate 1,1% Shares 173 . _ |Age 55-64 1,3%
Impact Audience Detail -
Save Rate 0,0% Savess 1 Indonesia 96,3%
Repost Rate 0,0% United Kingdom 2,4%
Comment Rate 0,3% Country Singapore 1,2%
Stories 88,5% Women 75,8%
Profile 3:7% Gender Men 24,2%
Top Sources of
Views: Reels Tab 1,8%
Feed 1.2%
Explore 0,5%

Table 3.11 Video Reels Insight

11 After in Paris - Bossa Lounge® - ) SRR

15.07.20

Stay tune on our instagram

P Q2 QY G Al

Figure 3.16 Puddyton Reels Video Display

Link Video :

https: instagram reel/DL9zZRoR1uZ/?21gsh=MTJ4YiZ id]
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https://www.instagram.com/reel/DL9zZRoR1uZ/?igsh=MTJ4YjZ6OGN6cjdjeQ==
https://www.instagram.com/reel/DL9zZRoR1uZ/?igsh=MTJ4YjZ6OGN6cjdjeQ==

F. Crowdfunding
In this study, Puddyton did not use Alternative
Methods Considered as a market validation method.
Therefore, market validation was conducted through bazaar
activities as an alternative to test consumer interest and
acceptance of the healthy bakery products being developed.
Technique: market validation. This was done by
introducing Puddyton products directly to consumers
through participation in various bazaars and exhibitions.
Analysis was conducted based on the number of visitors
making purchases, the level of direct interaction with the
product, and consumer response to the taste, texture,
appearance, and healthy bakery concept offered.
Additionally, consumer interest in healthy bakery
products using alternative ingredients and their perception
of the product's value compared to conventional bakery
products were also observed. Direct interactions during the
bazaar also provided additional insights into consumer
preferences and repeat purchase potential (repeat order).
The results of this validation are used to identify
Puddyton's market potential, understand consumer

responses directly, and serve as a basis for developing
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marketing strategies and strengthening its positioning as a
healthy bakery brand that is relevant to the needs of today's

consumers.

G. Pop-Up Store

In this study, Puddyton did not use pop-up stores as
a direct-to-consumer sales medium. Instead, Puddyton
relied on a production house as a production center and the
primary control point for product development and testing
before wider marketing.

Through its production house, Puddyton conducts
limited market testing by observing consumer response to
its products, both through direct orders, community
activities, and small-scale distribution at various bazaar
events. This activity allows Puddyton to maintain direct
interaction with consumers even without a permanent
pop-up store.

At this stage, evaluations are conducted based on
consumer feedback regarding taste, texture, product
appearance, and acceptance of the healthy bakery concept.
Furthermore, responses to the consistency of products

produced by the production house are also observed,
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including whether production standards align with
consumer expectations.

The data obtained was then analyzed qualitatively to
assess product readiness for wider marketing. The results of
this analysis served as the basis for developing production
strategies, improving product quality, and strengthening
Puddyton's positioning as a healthy bakery brand focused

on quality, consistency, and the consumer experience.
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CHAPTER IV
ENVIRONMENTAL ANALYSIS

4.1 Internal Environmental Analysis

The internal and external environmental analysis aims to evaluate
Puddyton’s current business position by identifying internal capabilities,
operational limitations, market opportunities, and external challenges. This
analysis was conducted using the SWOT framework, where internal factors
consist of Strengths and Weaknesses, while external factors consist of

Opportunities and Threats.

Unlike a descriptive SWOT analysis, each factor was identified based on
business evidence obtained from financial performance, operational evaluation,
customer validation activities, and market analysis. The results of the SWOT
analysis were further translated into strategic alternatives using the TOWS matrix

to determine actionable strategies that support Puddyton’s future development.



4.1.1 SWOT Analysis

Category Factor Evidence

Puddyton has maintained customer relationships since 2019.
Established customer |During implementation, 75% of respondents identified
loyalty and brand recommendations from friends, family, or communities as the
relationship main source of awareness, indicating strong word-of-mouth

potential.
Product differentiation F’uddy_ton develops bakery products using alternative _
th E selastar ingredients such as cassava flour, sorghum flour, pumpkin

Strengths . rnug_ ste ecte flour, potato flour, stevia, and palm sugar, creating
Ingredients differentiation from conventional bakery products.
Proven product During February 2025—June 2026, Puddyton generated IDR
acceptance and 403,851,500 in revenue and IDR 187,007,665 in profit,
financial performance |indicating positive market acceptance and business viability.
Fissibiasmallscala Puddyton can produce approximately 100 chocolate-filled
p i buns per batch with standardized 43-gram product weight and

production capability ;

an 8-hour production cycle.
High dependency on Core activities including production supervision, quality
founder and family control, and business decision-making remain primarily
members handled by the founder and family members.

Marketing evaluation is still mainly based on customer
Limited marketing interaction and sales experience, while systematic analysis of
analytics capability customer journey, conversion, and channel performance has

Weaknesses

not been fully implemented.

Limited production
scalability

Production processes remain partially manual, limiting
capacity expansion during periods of increased demand.

Limited human
resource specialization

One team member often manages multiple functions,
including production, marketing, and operational coordination,
reducing specialization and efficiency.

Opportunities

Growing consumer
interest in health-
conscious food choices

Google Trends analysis indicates increasing digital attention
toward healthy bread concepts, with *Healthy Bread” showing
stable search interest during June 2025—-June 2026.

Expansion through
community and
partnership networks

Customer survey results show 75% of respondents
discovered Puddyton through recommendations from friends,
family, or communities, indicating the potential of community-
based growth.

Increasing demand for
product innovation

Customer feedback identified interest in product variety,
ingredient transparency, and healthier bakery alternatives,
creating opportunities for continuous innovation.

Threats

Increasing competition
in the bakery industry

Bakery businesses, including conventional bakeries and
MSME-based bakeries, continue to increase, creating
competition in product variety, pricing, and marketing
communication.

Rapid changes in
consumer preferences

Bakery trends change quickly based on taste preferences,
lifestyle trends, and product innovation, requiring continuous
adaptation.

Price sensitivity among
consumers

Although consumers appreciate healthier ingredients,
purchasing decisions remain influenced by taste and price
suitability based on customer survey results.

Table 4.1 SWOT Analysis of Puddyton
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4.1.2 TOWS Strategic Matrix

Based on the SWOT analysis, Puddyton developed strategic

alternatives by combining internal capabilities with external conditions.

Strategy

Strategic Action

Supporting Factors

Strengthen health-conscious bakery

Customer loyalty, product

SO positioning through educational it = S L
Strategy | marketing and community _d| erent;gtlon, and increasing interest
: in healthier food choices.
collaboration.
SO Develop new product variants based |Product development capability and
Strateav | °" customer feedback and selected |consumer interest in healthier bakery
9y ingredient innovation. alternatives.
Maintain competitive differentiation
ST through consistent product quality Unique ingredient choices and
Strategy |and transparent ingredient increasing bakery competition.
communication.
ST Strengthen customer retentlon_ Existing customer trust and
through word-of-mouth marketing M o
Strategy . . . competitive market conditions.
and community relationships.
WO Develop digital marketing analytics |Limited analytics capability and
Strateqy | [0 improve marketing evaluation and increasing digital marketing
9y decision-making. opportunities.
Improve production capacity
WO [gradually through process Limited scalability and potential
Strategy | optimization and equipment market growth.
investment.
WT | Develop clearer organizational roles, | Founder dependency and limited
Strategy | SOPs, and responsibility allocation. |human resource specialization.
WT  |Implement more structured inventory [ Manual operational control and
Strategy [and operational monitoring systems. |increasing business complexity.

Table 4.2 TOWS Strategic Action
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4.1.3 Strategic Priority Ranking

The strategic priorities were evaluated based on business impact,

feasibility, urgency, and resource requirements.

Priority

Strategic Focus

Rationale

1

Strengthening operational systems and reducing
founder dependency

Critical for ensuring scalability and business
continuity.

Strengthening brand communication as a health-

Important to convert product differentiation into

2 ;
conscious bakery consumer value.

3 Developing data-driven marketing and Supports more accurate strategic decision-
operational monitoring making.

4 Continuous product innovation based on Maintains product relevance and customer
consumer feedback interest.

5 Large-scale production expansion and equipment |Important for future growth but reguires stronger

investment

financial readiness.

strong

Table 4.3 Strategic Priority Ranking

Based on the SWOT and TOWS analysis, Puddyton possesses

internal  advantages

through

customer loyalty, product

differentiation, and positive business performance. However, the main

challenges relate to operational scalability, founder dependency, and

limited data-driven decision-making.

Therefore, Puddyton’s recommended strategic direction is to

prioritize strengthening internal capabilities and operational systems

before pursuing aggressive market expansion. By improving operational

readiness, strengthening consumer communication, and utilizing customer

insights

for decision-making,

Puddyton

can maximize market

opportunities while maintaining sustainable business growth.
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4.2 External Environmental Analysis
4.2.1 Porter’s Five Forces

Porter’s Five Forces analysis was conducted to evaluate
Puddyton’s competitive position within the Yogyakarta bakery and
health-conscious food market. This analysis examines five main factors
that influence business competitiveness, including the threat of new
entrants, supplier bargaining power, buyer bargaining power, threat of
substitute products, and competitive rivalry. The analysis considers the
characteristics of the local bakery industry, consumer behavior, supplier

conditions, and Puddyton’s differentiation strategy.

Unlike conventional bakery businesses that mainly compete
through taste, price, and product variety, Puddyton operates in the
health-conscious bakery segment, where competitiveness is also
influenced by ingredient selection, product credibility, consumer

education, and the ability to communicate product value.
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Porter’s Five
Forces

Puddyton Analysis

Pressure
Level

Threat of
New
Entrants

The bakery industry in Yogyakarta has relatively low entry barriers because small-
scale bakery businesses can be established with limited capital, home-based
production, and digital marketing channels. The growth of online platforms such as
Instagram, WhatsApp Business, and food delivery applications has made it easier
for new bakery businesses to reach consumers without requiring physical stores.
However, entering the health-conscious bakery segment requires additional
capabilities, including knowledge of alternative ingredient formulation, product
consistency, consumer education, and brand trust development. Puddyton has an
advantage through its business experience since 2019, established customer
relationships, and experience in developing products using alternative ingredients
such as cassava flour, sorghum flour, pumpkin flour, and potato flour.
Nevertheless, the increasing consumer interest in healthier food choices may
attract new competitors into this market segment.

Medium

Bargaining
Power of
Suppliers

Supplier power in Puddyton’s business is considered moderate because the
availability of conventional bakery ingredients is relatively high, while alternative
ingredients used by Puddyton have a more limited supplier base. Ingredients such
as sorghum flour, cassava flour, pumpkin flour, potato flour, stevia, and palm sugar
are less commonly used compared with wheat flour and refined sugar, which may
create challenges related to availability and price fluctuations. However, Puddyton
reduces supplier dependency through bulk purchasing practices and maintaining
relationships with ingredient suppliers. The availability of multiple ingredient
sources through local baking supply stores and online suppliers also reduces
switching difficulties.

Medium

Bargaining
Power of
Buyers

Buyer bargaining power in the Yogyakarta bakery market is relatively high due to
the large number of available bakery choices, ranging from conventional bakeries,
artisan bakeries, homemade products, cafés, and online bakery businesses.
Consumers can easily compare products based on taste, texture, appearance,
price, and convenience. Based on Puddyton’s Structured Customer Survey
involving 100 respondents, taste remained the most important factor influencing
consumer interest, with 52% of respondents stating that good taste despite
healthier positioning increased their willingness to try the product. Furthermore,
61% of respondents considered the combination of taste, quality, and price
suitability as important factors in purchasing decisions. Therefore, Puddyton must
continuously communicate its product value to reduce consumer sensitivity toward
price differences.

High

Threat of
Substitute
Products

The threat of substitutes is high because consumers seeking healthier
consumption options have various alternatives beyond bakery products. In
Yogyakarta, substitute products include granola products, healthy snacks,
traditional snacks, fruit-based snacks, low-sugar desserts, and conventional
bakery products with lower prices. Consumers who prioritize affordability may
switch to conventional bakery products, while consumers focusing on dietary
preferences may choose other health-oriented food products. Therefore, Puddyton
needs to maintain differentiation through product quality, ingredient innovation,
sensory experience, and clear communication of its health-conscious bakery
concept.

High

Competitive
Rivalry

Competitive rivalry in the Yogyakarta bakery market is high due to the presence of
various bakery businesses, including established bakery chains, premium artisan
bakeries, customized cake businesses, and home-based bakeries. Competitors
generally compete through product variety, pricing, branding, store accessibility,
and digital presence. In the premium bakery segment, businesses such as artisan
bakeries and customized cake providers compete through product quality and
customer experience. Meanwhile, conventional bakery brands compete through
affordability and wider distribution channels. Puddyton differentiates itself by
combining bakery products with alternative ingredients, reduced refined sugar
approach, community-based marketing, and a health-conscious positioning.
However, strengthening digital marketing and brand awareness remains
necessary to compete in a crowded market.

High

Table 4.4 Porter’s Five Forces Analysis of Puddyton
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To provide a more specific understanding of Puddyton’s

competitive position, the business was compared with several bakery

categories operating in the Yogyakarta market.

Product

Differentiation

Competitor Characteristics Ingredient / Product Claim Price Range Product Range Compared with
Puddyton
Soft sourdough
?"rl%t;usgsri\g:g \élaeréci);:ed Less gluten, naturally Soff sou_rdough itrrgﬂghd:;ﬁ;rahon
Sofdoh to provide a healthier fermented z,and egg-free Rp23,000 —Rp30,000 broad with fermentation process
Official provic ! 99 per bread various filling P
alternative to products . and sourdough
5 options P
conventional bread characteristics
products
Health-oriented bakery Bread, bakery Dlﬁerentlates_ through
. : gluten-conscious
Hikaru Bake |products focusing on Gluten-free, less gluten, and products, and e
H It = rificial additi duct Rp12,000 — Rp650,000 3 health positioning and
ouse gluten-conscious non-artificial additive products Va.I'IO;.ISd ead - ) avoidance of artificial
consumers oriented products |4t ee
Uses alternative ingredients Differentiates through
such as cassava flour, sorghum the combination of
HEEHaReEIBUS flour, pumpkin flour, potato flour, Bredd. cakes alternative ingredient
bk ircdiicts and natural sweeteners such as [Rp8,000 — Rp250,000 astriés seaéonal innovation, diverse
Puddyton y P stevia and palm sugar. depending on product P : product categories,

consisting of bread,
cakes, and pastries

Puddyton also avoids the use of
preservatives, bleaching
agents, softeners, and artificial
flavors.

category

products, and gift
products

community-based
marketing, and a
broader bakery
portfolio

Table 4.5 Competitor and Market Position Comparison

The competitive rivalry within the health-conscious bakery

segment in Yogyakarta is considered high due to the emergence of bakery

businesses that offer products with healthier positioning. Competitors such

as Sofdoh Official and Hikaru Bake House demonstrate that consumers are

increasingly interested in bakery products associated with healthier

ingredient choices, including reduced gluten, natural fermentation,

gluten-free concepts, and reduced use of artificial additives.

Sofdoh Official competes through its sourdough-based products,

emphasizing natural fermentation and egg-free formulation, while Hikaru

Bake House strengthens its positioning through gluten-free, less gluten,
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and non-artificial additive claims. These competitors show that
health-conscious consumers are not only considering taste but also paying

attention to production processes and ingredient composition.

Compared with these competitors, Puddyton has a broader product
portfolio by offering bread, cakes, pastries, and seasonal products.
Puddyton’s differentiation lies in the utilization of alternative local
ingredients, including cassava flour, sorghum flour, pumpkin flour, and
potato flour, combined with natural sweeteners such as stevia and palm
sugar. This allows Puddyton to position itself not only as a bakery with
healthier ingredient choices but also as a brand that provides various

consumption options for daily consumption, gifts, and special occasions.

However, the increasing number of health-oriented bakery
businesses indicates that Puddyton cannot rely solely on product
differentiation. Continuous improvement in product innovation,
strengthening brand communication, and increasing digital visibility are
required to maintain competitiveness in the growing health-conscious

bakery market.

4.3 STP Analysis (Segmentation, Targeting, and Positioning)

STP analysis was conducted to identify Puddyton’s target market and
determine an appropriate market positioning strategy within the health-conscious

bakery segment. This analysis includes market segmentation, target market
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selection, and positioning strategy based on consumer validation results, market

trend analysis, and Puddyton’s internal capabilities.

Unlike conventional bakery businesses that mainly compete through taste,

price, and product availability, Puddyton focuses on creating value through the

combination of alternative ingredients, product innovation, and consumer

education. Therefore, STP analysis is important to ensure that Puddyton’s

marketing strategy is directed toward consumer segments that perceive value from

healthier ingredient choices and product differentiation.

4.3.1 Market Segmentation

Puddyton’s market segmentation was developed based on four

main variables: demographic, geographic, psychographic, and behavioral

characteristics.

Variable

Seg t Description

Evidence and Relevance to Puddyton

Demographic
Segmentation

Consumers consisting of young
adults, working individuals,
students, and families with
purchasing ability for bakery
products with added value.

Puddyton offers various product categories,
including affordable daily bread products
and premium products such as cakes and
gift products, allowing the brand to serve
different consumer purchasing capacities.

Geographic
Segmentation

Consumers located in Yogyakarta
and surrounding areas, particularly
urban consumers who have
access to digital marketing
channels and community-based
activities.

Puddyton's market activities, including
bazaars, community collaborations, and
offline events, were primarily conducted in
Yogyakarta, providing direct access to local
consumers.

Psychographic
Segmentation

Consumers who are increasingly
aware of ingredient composition,
sugar consumption, food quality,
and more conscious lifestyle
choices.

Based on Structured Customer Survey
results, 70% of respondents showed
interest in healthier bakery concepts,
indicating consumer attention toward
products with better ingredient choices.

Behavioral
Segmentation

Consumers who purchase bakery
products for daily consumption,
snacks, gifts, hampers, and
special occasions.

Puddyton develops bread, cakes, pastries,
and seasonal products to accommodate
different consumption purposes, including
individual consumption and gifting
0CCasions.

Table 4.6 Market Segmentation Analysis of Puddyton
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4.3.2 Target Market Selection

Based on the segmentation analysis, Puddyton selected a primary
and secondary target market. The target selection considers market
attractiveness, consumer interest, and Puddyton’s current operational

capabilities.

A. Primary Target Market

Health-conscious young adults and families in Yogyakarta
who seek bakery products with better ingredient choices while

maintaining taste, quality, and convenience.

This segment is selected as the primary target market
because it aligns with Puddyton’s product differentiation strategy.
Consumers in this segment are more likely to appreciate the use of
alternative ingredients such as cassava flour, sorghum flour,
pumpkin flour, potato flour, and natural sweeteners such as stevia

and palm sugar.

The selection of this segment is supported by customer

validation results showing that:

e 70% of respondents were interested in healthier bakery
concepts.
e 52% of respondents stated that maintaining good taste

despite healthier positioning was the main factor
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influencing their willingness to try the product.
o 61% of respondents considered the combination of taste,
quality, and price suitability as important purchasing

factors.

These findings indicate that the primary target market does
not only seek healthier ingredient choices but also expects

enjoyable taste and acceptable product value.

. Secondary Target Market

Consumers purchase bakery products for gifting, hampers,

family events, and special occasions.

This segment is selected because Puddyton has developed a
diverse product portfolio consisting of cakes, pastries, and

premium bakery products that are suitable for gifting purposes.

The secondary target market provides opportunities for
increasing transaction value through premium products while
expanding brand exposure through customer recommendations and

community networks.
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4.3.3 Positioning Strategy

Based on the selected target market, Puddyton positions itself as a
health-conscious bakery brand that provides bakery products with
alternative ingredient choices while maintaining taste, quality, and

consumer enjoyment.

Puddyton’s positioning is supported by three main differentiation factors:

A. Alternative Ingredient Innovation

Puddyton differentiates itself through the use of alternative
ingredients such as cassava flour, sorghum flour, pumpkin flour,
and potato flour. These ingredients create a different value
proposition compared with conventional bakery products that

primarily rely on wheat flour.

B. Product Portfolio Diversity

Unlike competitors that focus primarily on specific product
categories, Puddyton offers a wider range of products, including
bread, cakes, pastries, and seasonal products. This allows Puddyton
to serve different consumer needs, from daily consumption to

gifting occasions.

C. Consumer Relationship-Based Marketing

Puddyton builds brand trust through community
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collaboration, ~word-of-mouth  marketing, direct consumer
interaction, and social media communication. This approach is
important because health-conscious bakery products require
consumer understanding and trust regarding ingredient selection

and product value.

4.4 Perceptual Map Analysis

To wvisualize Puddyton’s competitive position within the
health-conscious bakery market, a perceptual map was developed based on

two relevant dimensions:

A. Health-conscious Ingredient Differentiation

(Low — High)

This axis represents the extent to which bakery brands
communicate healthier ingredient choices, such as alternative
ingredients, reduced additives, gluten-conscious approaches, or

natural processing methods.

B. Product Portfolio Variety

(Low — High)

This axis represents the diversity of product categories
offered, including bread, cakes, pastries, seasonal products, and

other bakery variations.
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Figure 4.1 Perceptual Map of Health-Conscious Bakery Market

The perceptual map shows that competitors within the

health-conscious bakery segment have different positioning approaches.

Sofdoh Official demonstrates strong differentiation through
sourdough-based products, natural fermentation processes, less gluten
positioning, and egg-free formulations. However, its product focus is

relatively concentrated on soft sourdough bread products.

Hikaru Bake House positions itself through gluten-free, less gluten,
and non-artificial additive claims, targeting consumers who are more

concerned about ingredient composition and specific dietary preferences.

Compared with these competitors, Puddyton occupies a position

that combines high ingredient differentiation and broader product
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variety. Puddyton does not only focus on one specific bakery attribute but
integrates alternative ingredients, natural sweeteners, and various product

categories, including bread, cakes, pastries, and seasonal products.

This positioning provides Puddyton with an opportunity to attract
consumers who seek healthier bakery alternatives without sacrificing

product variety and consumption experience.

4.5 Strategic Implication of STP Analysis

The STP analysis indicates that Puddyton’s most relevant market
opportunity lies in consumers who value healthier ingredient choices while
still prioritizing taste, quality, and convenience. Therefore, Puddyton’s
marketing strategy should focus on strengthening communication of its

differentiation rather than competing through price.

The strategic implications are:

A. Strengthen education-based marketing communication
Puddyton should continuously communicate the reasons behind
ingredient selection and product development to improve consumer
understanding.

B. Maintain product innovation based on consumer feedback
Consumer preferences regarding taste, texture, and product variety
should remain the basis for future product development.

C. Expand community-based marketing activities
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Since 75% of respondents discovered Puddyton through
recommendations from friends, family, or communities,
strengthening community relationships can support sustainable
brand growth.

. Develop stronger digital visibility

Improving digital marketing capability is necessary to increase

awareness beyond existing customer networks and support future

market expansion.
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CHAPTER V
FORMULATION OF BUSINESS DEVELOPMENT
STRATEGY

5.1 Identification of Development Strategy
5.1.1 Theoretical Basis
A. Commitment-Trust Based Relationship Marketing Strategy
Commitment-Trust Theory of Relationship Marketing
developed by Morgan and Hunt (1994) explains that the success of
long-term relationships in marketing activities is not only
determined by economic transaction factors alone, but especially
by two key variables that are interrelated, namely relationship
commitment and trust. From this theoretical perspective, marketing
relationships are not viewed as short-term interactions oriented
towards the exchange of products and money, but rather as
long-term  relational processes built through consistency,
communication, and shared values between companies and
consumers. Therefore, a business's success in retaining customers
depends not only on product quality but also on its ability to build
stable and sustainable relationships.
In the model presented by Morgan and Hunt, trust and
commitment function as key mediating variables, which bridge
various antecedent factors such as effective communication, shared

values (shared values), benefits of the relationship (relationship

benefits), termination fee (termination costs), and the potential for
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opportunistic behavior. These factors do not directly create loyalty
or long-term relationship outcomes, but they primarily influence
the level of trust and commitment within the relationship. When
trust and commitment are firmly established, business relationships
will produce positive outcomes such as better cooperation,
increased  customer  loyalty, reduced uncertainty in
decision-making, and long-term stability in the relationship
between the company and its customers.

Trust in this theory is defined as consumer confidence in
the reliability, integrity, and consistency of another party in
carrying out an exchange relationship. Trust is formed when
consumers feel that a company is capable of fulfilling promises,
maintaining quality, and acting honestly and not harming the other
party in the relationship. Meanwhile, relationship commitment
reflects a strong desire on the part of one party to maintain a
relationship that is considered important and valuable over the long
term. This commitment indicates an emotional and rational
attachment that drives customers to maintain a relationship with a
brand despite the presence of other alternatives in the market.

Furthermore, trust and commitment do not exist in
isolation, but rather reinforce each other in creating sustainable
relationships. Trust is the initial foundation for building customer

confidence in a company, while commitment strengthens the
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decision to maintain that relationship long-term. In the context of
modern marketing, these two variables are crucial because
competition is not only about products but also about a brand's
ability to build meaningful relationships with consumers.
Therefore, this theory is relevant in explaining how the relationship
between a company and its customers can develop into a stable,

mutually beneficial, and sustainable long-term relationship.

The Commitment-Trust Theory of Relationship Marketing 22

Antecedents Key Mediating Variables Relationship Outcomes

Relationship Cooperation
Benefits
Relationship Functional
Termination Conflict
Decision
Uncertainty

Costs
Relationship

Shared
Values
o Dissolution
Likiihood
Opportunistic
Behavior

! T !

Calculus-Based Relational Relational
Trust Exchange Outcomes

Relationship
Commitment

Relationship
Dissolution
Costs

FIGURE 1
A Model of the Commitment-Trust Theory of Relationship Marketing
Note: Single-headad arrows represent hypothesized main effect relationships.

Figure 5.1 model of the commitment trust theory of relationship marketing

Puddyton  adopts a  hands-on  approach  to
Commitment-Trust Theory in building its business development
strategy, particularly in building long-term relationships with

consumers in the healthy bakery segment. In this context,
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consumer trust in Puddyton is built through the consistent use of
natural ingredients such as cassava flour, sorghum, pumpkin, and
potato, as well as reducing refined sugar with stevia and palm
sugar. This transparency strengthens the perception of brand safety
and honesty, which forms the basis for building trust in the
relationship between Puddyton and consumers.

Furthermore, customer commitment to Puddyton is formed
through the alignment of values between the brand and consumers
who have a healthy lifestyle and are aware of the risks of
non-communicable diseases. This commitment is reflected in
consumers' repeated purchases of Puddyton products, despite not
using aggressive discount-based promotional strategies, but rather
based on long-term value and trust.

Furthermore, communication through Instagram and
WhatsApp, along with a community approach, strengthens
two-way interactions that build ongoing trust. Meanwhile, the
brand's values, which emphasize health, sustainability, and natural
ingredients, become shared values that strengthen the emotional
bond between Puddyton and its consumers. Thus, the use of
Commitment-Trust Theory explains that Puddyton customer
loyalty is not only formed from product quality, but from long-term

relationships built through consistent trust and commitment.
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B. Startup Life Cycle
Puddyton's business development strategy can be explained
through an approach to the Startup Life Cycle as put forward by
Steve Blank (2005), which emphasizes that a startup develops
through several stages starting from the search for
problem—solution fit until it reaches product-market fit before
entering a more stable growth phase. In this context, each stage of
Puddyton's business development reflects a process of market
validation, product strengthening, and the formation of a
sustainable business model in the healthy bakery industry. In
general, the startup lifecycle consists of five main phases, namely
Idea, Start-up, Development, Growth, and Maturity.
e Idea Stage
The idea stage is the initial phase when Puddyton
begins to formulate a business concept as a healthy bakery
brand that focuses on the use of alternative raw materials
and sugar reduction. At this stage, the primary focus is
identifying changes in consumer behavior, as consumers
are increasingly aware of healthy lifestyles and the growing
demand for more natural, low-sugar food products.
The Puddyton business idea emerged from
observing healthy food consumption trends and the

growing public interest in bakery products that are still
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delicious but healthier. Based on these challenges,
Puddyton began formulating a differentiation concept by
using more diverse ingredients and a healthier product
approach without sacrificing taste.
Start-up Stage

In the start-up phase, the formulated concept is realized
in product form and tested directly in the market. Puddyton
begins small-scale production and product testing through direct
sales, repeat customer orders, and participation in various

bazaars and community events.

During this phase, Puddyton began introducing
products such as brownies, cookies, and cakes based on the
healthy bakery concept to consumers to gain initial
feedback on taste, texture, and market acceptance.
Furthermore, social media platforms like Instagram and
WhatsApp began to be used as primary communication
channels to reach customers and gather direct feedback.
Development Stage

The development phase is characterized by product
and business model strengthening based on evaluations
from the previous phase. Puddyton begins refining its
recipes, increasing product quality consistency, and
strengthening its community-based and digital marketing

strategies.
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At this stage, Puddyton also began developing a
more structured marketing approach through community
collaboration, brand collaborations, and increased digital
marketing activities to expand market reach. Furthermore,
consumer preference assessments began to be used as a
basis for developing product variants that better align with
market needs.

Growth Stage

In the growth stage, businesses begin to experience
a more stable and significant increase in market demand.
The primary focus during this phase is market expansion,
increased production capacity, and strengthening a more
structured marketing strategy. At this stage, cash flow
begins to show a positive trend along with increasing sales
volume and expanding customer reach.

Puddyton hasn't yet reached its full growth stage,
but signs of this are already visible through increased brand
awareness, customer growth from community-based
marketing, and increased engagement in various events and
collaborations. Furthermore, the growing trend of healthy
lifestyles further strengthens Puddyton's potential to enter a

more aggressive growth phase.
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At this stage, Puddyton was focused on scaling the

business without sacrificing product quality and its core
value as a healthy bakery. Key strategies that can be
implemented include:

e Strengthening brand positioning as a healthy bakery

through market education about healthier,
lower-sugar, and natural bakery products
Optimizing community-based marketing strategies
through events, bazaars, and brand collaborations to
increase brand awareness

Increasing production capacity to accommodate
consistently increasing market demand
Strengthening digital marketing strategies through
Instagram and WhatsApp to expand communication
and sales reach

Developing product based on consumer feedback to

maintain relevance to market preferences

Maturity Stage

The maturity stage is the phase in which a business

has achieved market stability, operational stability, and
consistent cash flow. At this stage, the company's focus is

no longer on aggressive expansion, but rather on efficiency,
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continuous innovation, and strengthening its brand position
within a mature industry. Businesses at this stage generally
have a strong customer base and a more structured
operational system.

Puddyton is not yet at the maturity stage, but
understanding this phase is crucial for long-term business
development. Puddyton is still in the development phase,
which means that various business foundations, such as
operations, marketing, and production capacity, are being
continuously strengthened to prepare for a more stable
phase in the future.

In the maturity stage, Puddyton's development focus
will shift to operational efficiency and long-term business
sustainability. Strategies that can be implemented include:

e Standardization of production processes to
maintain consistent product quality

e Strengthening customer loyalty through
membership or customer retention programs

e Developing brand experience to increase
consumer emotional attachment to Puddyton

e Brand protection through IPR registration

and strengthening brand identity
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e Selective product diversification according
to  healthy lifestyle trends without
eliminating the brand's core values.

e Optimizing operational efficiency to reduce

production costs and increase profit margins
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Figure 5.2 Puddyton's Position in the Startup Life Cycle

Use of theory: Commitment-Trust Relationship
Marketing combined with the approach Startup Life Cycle
serves as a relevant framework for explaining Puddyton's
business development. These two approaches complement
each other in addressing the key challenges in the early
stages and development of a business: building long-term
relationships ~ with  consumers through trust and
commitment, while ensuring gradual and structured

business growth.
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Theory: Commitment-Trust plays a role as a
foundation in building Puddyton's relationship with
consumers. In the competitive bakery industry, success is
determined not only by product quality, but also by the
brand's ability to build trust through consistent quality,
transparency of raw materials, and ongoing communication
with customers. Meanwhile, this commitment is reflected in
the customer loyalty established since 2019, as well as
consumer engagement through repeat purchases and active
interactions through communities and digital media. This
creates emotional and long-term relationships that are a key
differentiator for Puddyton compared to its competitors.

However, building relationships based on trust and
commitment alone is not enough without understanding the
stages of business development. This is where Startup Life
Cycle serves as a strategic navigation framework that helps
Puddyton understand that every business decision must be
tailored to the growth phase it is currently in. From the
initial stages through development, Puddyton's primary
focus is not on aggressive expansion, but rather on market
validation, strengthening healthy bakery products, and

operational stability and community-based marketing.
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For Puddyton, which is currently at the stage of
development or early growth, the integration of these two
approaches provides a clear direction in business
development. Puddyton needs to continue to strengthen
relationships with customers through this approach,
Trust-based marketing, while simultaneously refining
products, increasing operational capacity, and gradually
expanding markets in accordance with the business's
development stages. This ensures that the formulated
development strategy is more focused, applicable, and

aligned with Puddyton's current business conditions.

5.1.2 Formulation of Development Strategy

The formulation of Puddyton’s business development strategy was
developed based on the results of internal and external environmental
analysis, including SWOT analysis, TOWS matrix, Porter’s Five Forces
analysis, and market positioning analysis. Based on these analyses,
Puddyton is currently positioned in the early growth stage, where the
business has achieved initial market acceptance but still requires stronger

internal capabilities to support sustainable expansion.

At this stage, Puddyton’s strategic focus is not only to increase
sales volume but also to strengthen the foundation required for long-term

growth. The main challenges identified include high dependency on the
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founder and family members, limited operational scalability, the need to

strengthen brand communication, and limited utilization of data-driven

decision-making.

Therefore, Puddyton’s development strategy is prioritized based on

business impact, urgency, feasibility, resource requirements, and
implementation risk.
Priority | Strategic Focus Impact Urgency Feasibility :::3:‘:;&“‘ Strategic Rationale
Strengthening operational gpiri-?eti:?oaieﬂsas:gtuiinsss
1 systems and reducing founder |High High High Medium quired
dependency continuity ancil support
future expansion.
Product differentiation
Strengthening health- needs to be effectively
2 conscious bakery positioning | High High High Low-Medium communicated to increase
and brand communication consumer understanding
and brand value.
Developing data-driven Diate ihizelon suppoﬂs
3 marketing and operational Medium—High |Medium Medium Low more accur_ate ev.al_uallon
monitoring and ;trataglc decision-
making.
Improving production capacity Jmplcrll.?lrtlt fgrtfuture_
4 and continuous product High Medium Medium High staaulity DULTeq liros
FRauatich strong_sr oper_ahon al and
financial readiness.

Table 5.1 Strategic Priority Ranking

Based on the strategic priority ranking, Puddyton should focus first

on strengthening internal capabilities before conducting aggressive market

expansion. The

development programs as follows.

selected strategies are formulated into actionable
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5.1.2.1 Strengthening Operational Systems and Reducing Founder

Dependency

Puddyton’s first strategic priority is strengthening operational
systems to reduce excessive dependency on the founder and family
members. Currently, several critical activities, including production
supervision, quality control, and business decision-making, remain
concentrated on limited individuals. Therefore, improving
operational structure becomes essential to ensure business continuity

as demand increases.

A. Strategic Objective

To establish a structured operational system that enables
Puddyton to maintain consistent product quality and business

performance without relying excessively on the founder.

B. Target Area

Internal operational capability, including production
management, quality control, inventory monitoring, and employee

responsibility allocation.
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C. Strategic Action Plan

Component Implementation Plan

Main Optimize production scheduling, evaluate equipment investment, improve

Activities raw material planning, and develop products based on customer feedback.

PIC Founder and Production Team

Timeline Month 6—24

Ezgg::ed IDR 10,000,000-30,000,000 depending on equipment requirements

Dependency |Requires stable operational systems and sufficient financial readiness.

KP| Increased production capacity, maintained product quality consistency,
and reduced production inefficiency.

Decision Equipment investment should only be conducted when demand exceeds

Rule current production capacity consistently for three consecutive months.

Table 5.2 Strengthening Operational Systems and Reducing Founder Dependency

5.1.2.2 Strengthening Health-Conscious Bakery Positioning and

Brand Communication

Puddyton’s second strategic priority is strengthening its positioning

as a health-conscious bakery brand. Although Puddyton has differentiation

through alternative ingredients such as cassava flour, sorghum flour,

pumpkin flour,

potato flour, stevia, and palm sugar, consumer

understanding of these values still needs to be improved.

A. Strategic Objective

To increase consumer awareness and understanding of

Puddyton’s product differentiation and strengthen brand trust.
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Target Segment

The primary target segment consists of health-conscious
consumers in Yogyakarta who seek bakery products with better

ingredient choices while maintaining taste and product quality.

The secondary target segment consists of consumers

purchasing bakery products for gifts, events, and special occasions.

C. Strategic Action Plan
Component Implementation Plan
Main Develop educational marketing content, communicate ingredient selection,
n strengthen product storytelling, collaborate with relevant communities, and
Activities - - .
utilize customer testimonials.
PIC Founder and Marketing Coordinator
Timeline Month 1-12
Estimated
Budget IDR 2,000,000-5,000,000
Dependency | Requires consistent brand messaging and content planning.
Increased consumer awareness of Puddyton’s differentiation, improved
KPI engagement rate, and increased customer acquisition from digital
channels.
Decision If marketing engagement does not improve within three months,
Rule communication strategy and content approach should be evaluated.

Table 5.3 Strengthening Health-Conscious Bakery Positioning and Brand Communication

Strategic Plan
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5.1.2.3 Developing Data-Driven Marketing and Operational

Monitoring

A. Strategic Action Plan

Component Implementation Plan
Develop product sales evaluation, record customer feedback
Main systematically, analyze marketing channel performance, and build
Activities customer database.
PIC Founder and Marketing Support Team
Timeline Month 3—-12
Estimated
Budget IDR 500,000-2,000,000
Dependency | Requires consistent sales recording and customer data collection.
Monthly sales evaluation report, customer feedback database, and product
KPI decisions supported by sales evidence.
Products with low sales contribution and low profitability for three
Decision consecutive months should be evaluated for improvement or
Rule discontinuation.

Table 5.4 Developing Data-Driven Marketing and Operational Monitoring Strategic Action

Plan

5.1.2.4 Improving Production Capacity and Continuous Product

Innovation

The fourth strategic priority is improving production capacity

while maintaining product consistency. Increasing demand requires

Puddyton to gradually improve production capability without reducing

product quality and brand value.
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Strategic Objective

To increase production readiness and support future market
expansion through efficient production systems and

customer-based innovation.

B. Target Segment
Existing customers and potential consumers seeking
healthier bakery alternatives.
C. Strategic Action Plan
Component Implementation Plan
Main Optimize production scheduling, evaluate equipment investment, improve
Activities raw material planning, and develop products based on customer feedback.
PIC Founder and Production Team
Timeline Month 6-24
gzgr;:tmd IDR 10,000,000-30,000,000 depending on equipment requirements
Dependency | Requires stable operational systems and sufficient financial readiness.
KPI Increased production capacity, maintained product quality consistency,
and reduced production inefficiency.
Decision Equipment investment should only be conducted when demand exceeds
Rule current production capacity consistently for three consecutive months.

Table 5.5 Improving Production Capacity and Continuous Product Innovation Strategic

Action Plan
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5.1.2.5 Strategic Implementation Sequence

To ensure effective implementation, Puddyton’s

development strategy should be conducted in several phases.

Phase 1: Internal Foundation Strengthening (Month 1-6)

The first phase focuses on improving internal capability through:

e Development of organizational structure and SOPs.
e Improvement of production and quality control systems.

e Strengthening brand communication framework.

Phase 2: Market Capability Development (Month 6-12)

The second phase focuses on:

e Developing customer and sales data monitoring.
e Strengthening digital marketing activities.
e Expanding community collaboration and customer

relationship management.

Phase 3: Sustainable Business Scaling (Month 12-24)

The third phase focuses on:

e Increasing production capacity.
e Investing in production equipment based on demand

evidence.
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e Expanding market reach gradually while maintaining

product quality.

Through this phased strategic approach, Puddyton can
achieve sustainable growth by balancing market expansion with
operational readiness, ensuring that increased demand can be

supported by a stronger internal business foundation.

5.2 Mapping resources and needs

Puddyton’s resource mapping was developed based on the business
development strategy identified in the previous section, which focuses on
strengthening operational capability, improving brand positioning as a
health-conscious bakery, and preparing the business for sustainable

growth.

At the current stage of development, Puddyton has successfully
established basic business capabilities through internal resources, customer
relationships, and community-based marketing. However, several resource
gaps remain, particularly in human resource specialization, operational

systems, digital marketing capability, and production scalability.

Therefore, resource planning is conducted through a gap analysis
approach to identify the resources currently available, the resources
required for future development, and the acquisition strategies needed to

support business growth.
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Expected

Resource Required Current Acquisition Estimated S 3 o Operational /
Category Resource Availability ST Method Cost EEQRIVEFeaing f1er Financial
Benefit
Procustion Limited Increased
Production activities are raeE Recruit part- IDR 1,500,000- cokiotian
Fiman assistant with | mainly handled |7 Ecﬁ’:ﬁmm time production | 3,000,000/ Ecnsistenc ared
standardized by founder, pacE assistant and month High Month 6 Founder Y
Resources 3 5 and high . reduced
production founder's conduct on-the- |depending on :
bil th d dependency on |, b traini Kload operational
capability mother, and on- |, o indiviguats /oD training workloa dependency
call workers
Marketing Limited time
activities are and capability |Collaborate with Increased brand
Hiiiian Marketing and |managed by for structured freelance IDR 1,000,000— awareness and
R digital content  |founder through |content content creator 3,000,000/ Medium |Month 12 |Founder improved digital
esources : i =
support Instagram and  |planning and or marketing manth marketing
WhatsApp marketing student performance
Business analysis
Several
operational Improved
decisions and  |Business Develop role IDR 500,000- Founder and operational
Human Operational quality control  |continuity risk if |assignment and |1,000,000 for . i stability and
et e R 5 High Month 6 Production
Resources backup roles activities key individuals |cross-training  |training f reduced
L ’ Coordinator
depend on are unavailable |system materials founder
founder and dependency
family members
f Limited capital
" Current funding availability for  |Allocate profit Supports
Additional mainly comes 3 7
¥ . ¢ large-scale for reinvestment | Based on production
Financial working capital |from sales ducti d luat : Medi Month 12— Eound wth and
Resources for production  |revenue and production 4 ant eval ?a Z' expansion ) edium (5, ounder gro‘ ani
sxpansion By increase a{n ex err;a '1;" ing |requirements usiness
reinvestment | 2Auipment opportunities expansion
investment
Ma'rket!ng relies Limited ability to Allocate
mainly on conduct paid monthly Increased
i Marketing organic P marketing IDR 2,000,000- Founder and customer reach
Financial e campaigns and : i i
Fasetinog budget activities and ldar budget for 5,000,000/ Medium  |Month 6 Marketing and improved
allocation community- promotional digital month Coordinator acquisition
based et campaigns and opportunities
A activities 3
promotion collaborations
Production Risk of Develop written Maintains
Standardized already follows |inconsistency |SOPs for rodiict
Operational .. linternal when production, IDR 1,000,000~ |, ,. Founder and P 5
SOP and quality 2 . 2 High Month 6 ; consistency and
Resources practices but production packaging, 3,000,000 Production Team
control system : 2 supports
documentation |volume sanitation, and .
e , scalability
remains limited |increases quality control
Prioritize
Current et ,
adiction tises Limited pqulpment Increased
N Production Prock production investment IDR production
Operational existing 7 ¥ Month 12— 3
equipment [ + capacity during |based on 10,000,000- Medium Founder capacity and
Resources S equipment with |~ 24 ;
improvement . high-demand production 30,000,000 operational
partially manual iod bottl % fici
processes periods oftlenecl efficiency
analysis
Customer s Develop
communication lener! cala structured Enables data-
Customer and analysis for §
and sales customer Founder and driven
Technology sales data 3 customer A5tk d IDR 500,000~ Medi Month 12 |Marketi el d
Resources management fecylcaals behavior and HEatAReAr 2,000,000 edium on arketing Mmarkatng an:
maintained sales Support product
system i product : ior
through simple monitoring decisions
i performance
digital tools system
Instagram and |, ;i contant | Utillze digital
i WhatsApp % g s
Digital Busi planning, analytics tools Improves digital
;i usiness are : 5
Technology marketing performance and improve IDR 500,000- ¥ Marketing engagement
AR currently used Medium  |Month 12 i
Resources optimization i measurement, |content 2,000,000 Coordinator and marketing
tools s and campaign |management effectiveness
communication ;
evaluation workflow
channels

Table 5.6 Resources GAP Analysis

5.2.1 Human Resources Gap Analysis

Puddyton currently operates with a simple organizational structure

where the founder and family members handle most core activities,
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including  production management, quality control, customer
communication, and business decision-making. Although this structure
provides flexibility, it creates dependency risks as business activities

Increase.

The main human resource gap is therefore not the number of
workers, but the lack of role specialization and operational backup. The
priority action is developing a more structured workforce system through
role allocation, employee training, and gradual recruitment based on

operational needs.

The first recruitment priority is production support because
production capability directly affects Puddyton’s ability to fulfill
increasing demand while maintaining product consistency. Marketing
support can be developed gradually through collaboration or outsourcing

before establishing a permanent position.

5.2.2 Financial Resources Gap Analysis

Puddyton’s financial resources currently come primarily from
operational revenue and business reinvestment. Based on financial
performance during the implementation period, Puddyton generated IDR
403,851,500 in revenue and IDR 187,007,665 in profit from February

2025 to June 2026, indicating positive business performance.
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However, future development requires additional financial
allocation, particularly for production capacity improvement, marketing
activities, and operational system development. Therefore, financial
resource acquisition will prioritize reinvestment from profit allocation

before considering external funding.

The financial priority is not only increasing capital availability but
also ensuring that investment decisions are aligned with measurable

business needs and expected returns.

5.2.3 Technology Resources Gap Analysis

Puddyton currently utilizes basic digital technology, including
Instagram for marketing communication, WhatsApp Business for
customer interaction, and digital documentation tools for business
activities. These technologies have supported customer relationships and

community-based marketing strategies.

However, the current technology system has limitations in terms of
customer data management, marketing performance measurement,
inventory monitoring, and sales analysis. Therefore, future technology
development should focus on improving decision-making capability rather

than simply adopting more advanced tools.

The first priority is implementing a simple customer and sales

monitoring system because it can directly support product evaluation,
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marketing effectiveness measurement, and business planning. More
advanced systems, such as integrated inventory management, can be

developed when business complexity increases.

5.3 Product Development and Added Value
5.3.1 Product Innovation Concept

Puddyton’s product development was conducted through an incremental
innovation approach, focusing on improving existing products and strengthening
product value based on consumer feedback and market response. At the early
growth stage of the Startup Life Cycle, Puddyton had established core bakery
products and started to receive market acceptance. Therefore, the innovation
strategy was directed toward improving product consistency, expanding product

variations, and strengthening product differentiation.

Puddyton’s product innovation focuses on three main approaches. First,
product improvement, which involves refining existing products based on
consumer evaluations. Improvements are conducted through adjustments in taste,
texture, formulation, product appearance, and packaging presentation to maintain

product consistency and improve consumer experience.

Second, product diversification, which involves developing various
bakery categories to accommodate different consumer preferences and
consumption occasions. Puddyton expands its product portfolio through bread,

cakes, pastries, savory bakery products, and seasonal products. This
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diversification strategy enables Puddyton to reach broader consumer segments

while maintaining its bakery identity.

Third, product differentiation through ingredient selection. Puddyton
differentiates its products through the use of selected alternative ingredients,
including cassava flour, sorghum flour, pumpkin flour, and potato flour, as well as
the use of sweeteners such as palm sugar and stevia in selected formulations.
These ingredient choices represent Puddyton’s product characteristics and serve as

the basis for its positioning as a health-conscious bakery brand.

However, Puddyton does not claim that its products provide specific health
benefits or nutritional advantages because no laboratory nutritional testing has
been conducted. Therefore, terms such as “healthy bakery” are used as a business
positioning concept that reflects ingredient selection and production
considerations, rather than a scientifically proven health claim. Puddyton does not

claim that its products prevent, treat, or manage any medical condition.
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Figure 5.3 Puddyton Cake Product

Puddyton’s added value is created through a combination of product
characteristics, ingredient choices, product variety, and consumer experience.
Through direct interaction with customers, community-based marketing activities,
and transparent communication regarding ingredient selection, Puddyton builds

consumer understanding of the value offered by its products.

The value proposition of Puddyton is therefore based on providing bakery
products with distinctive ingredient choices, diverse product categories, and a
more considered approach to product formulation compared with conventional
bakery products. This innovation strategy supports Puddyton’s competitiveness by
strengthening brand differentiation, improving consumer perception, and

maintaining product relevance in an evolving bakery market.
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To ensure responsible product communication, Puddyton applies a product-claim
evaluation approach before using product-related statements in marketing
activities. The evaluation distinguishes between verified product attributes and

claims that require further validation.

Claim Puddyton

Category |EXample Statement Status Validation Required

Made with cassava flour, sorghum
flour, pumpkin flour, and potato Applicable
flour

Ingredient-
based claim

Supported by formulation
and ingredient records

Supported by recipe
documentation

Sweetener- |Uses palm sugar or stevia in

related claim |selected products Applicable

Applicable only

Additive- Dogs not iy _se!ectedl additives based on Ingredient verification
. such as artificial flavoring or :
related claim bleachi ¢ product required
BRLDGRGoNS formulation

Brand Used as a positioning
positioning Health-conscious bakery Applicable statement reflecting
claim ingredient consideration
Nutritional Lower sugar, high fiber, or more ; Requires laboratory
claim nutritious Notapplied nutritional analysis

: Suitable for diabetes, prevents i i z
Mecical disease, or provides health Not applied Requires dinical evidence

related claim and regulatory approval

treatment benefits

Table 5.7 Product Claim Evaluation Checklist

5.4 Performance Indicators (KPIs)
5.4.1 Financial Aspects
Puddyton's financial performance is measured through several key
indicators, namely sales turnover growth, increased profitability, product
profit margin management, and the business's ability to maintain stable
operational cash flow. Based on financial records using SIAPIK during the

period February 2025 to June 2026, Puddyton managed to record a total

turnover of IDR 403,851,500 and a total profit of IDR 187,007,665.
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Financial performance.docx These results indicate that Puddyton has a
strong financial foundation to support the sustainability of business
operations as a healthy bakery brand.

As a business with operational experience since 2019 and currently
strengthening its positioning as a healthy bakery, Puddyton's primary focus
is not only on increasing sales but also on more structured and data-driven
financial management. Improved financial performance is expected to be
achieved through strengthening marketing strategies, increasing customer
loyalty, developing products with high sales contributions, and optimizing
production cost efficiency. Furthermore, Puddyton also strives to maintain
profitability and cash flow stability to support operational needs, product
innovation, and sustainable business expansion.

The performance indicators in the financial aspect can be seen in the

following table:
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i - Measurement Data Review Corrective
KPI Definition Baseline Formula Target Period [ PIC Frequency Aetion
((Current
Percentage Revenue - SIAPIK Evaluate sales
. = Revenue Feb . Increase N .
R increase in total 2025—Jun 2026: Previous annual financial channels,
Gevz\;xe sales revenue DR un ‘|Revenue) / AU E Annual records, Founder |Annual pricing strategy,
o compared with Previous Y sales and product
. . 403,851,500 10-20% A
previous period Revenue) reports contribution
x100%
Total Maintain Review sales
annual SIAPIK
Total accumulated DR Total sales o d performance
Business revenue transaction |"€V€M€ = | Annual 2 . |Founder |Quarterly |and adjust
Revenue generated from 403,851,500 value pEevious Transaction marketing
achieveme records o
product sales nt priorities
= Maintain or x : Review
. Ability to Profit Feb (Net Profit/ [increase Financial production cost,
Business generate profit | 2025-Jun 2026: statement a
S 2 Revenue) profit Annual Founder |Quarterly raw material
Profitability | after operational | IDR x100% margin and cost efficiency, and
costs 187,007,665 annually records pricing
Profit . ((Selling Maintain Adjust
contribution Existing product Price - nimam Product formulation,
: £ E
rAmdl.Jd Profit generated by maz:ggéxsased COGS)/ :'?af’ in for rpei"ig\‘:()duc‘ costing Founder |Monthly price, or
argin each product on g Selling Price) 9 sheet discontinue low-
calculation = core i
category *x100% products margin products
Operational gl:il:{ati(r: Based on Month!y cash E::l:";t?w Er?r?:s:ssary
Cash Flow positive fcur:jerg sales- |nﬂm;\;ﬂ- h 210 Monthly CaShdﬂDW Founder |Monthly expenses and
Stability operational (;merztion g:ﬁfrllowy €ash| yonths/ focores prioritize high-
cash flow P year return activities

Table 5.8 Performance Indicators (KPIs) in Financial Aspects

5.4.2 Operational Aspects

Puddyton's operational performance is measured through several
key indicators related to product quality consistency, production process
efficiency, operational standardization, and product development
capabilities. As a healthy bakery brand that uses alternative raw
materials and focuses on product quality, Puddyton needs to ensure
that operational processes support business growth without reducing the
standard of products provided to consumers.

This operational performance indicator was used to evaluate the
effectiveness of the production process, raw material management, product
innovation, and Puddyton's readiness to meet market needs sustainably.
The performance indicators (KPIs) for Puddyton's operational aspects are

shown in the following table:
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o ¢ Measurement Data Review Corrective
KPI Definition Baseline Formula Target Period Source PIC Frequency Action
Percentage of {Eroducts
products Current_ quality | meeling o Production | Producti Identify
Product mestin evaluation standard / 285% Every checklist |on roduction
Quality g based on Total quality production . Every batch RrOCH
2 established : 4 and QC Coordina deviation and
Consistency > production products compliance | batch =
quality observation tested) record tor retrain workers
standards x100%
(Production
y activities SOP
Emd“‘s""“ Level of SOP 20" L W — checklist Update SOP
it implementation |. ocumentalion |gop /Total 2747 Monthly and Founder |Monthly and conduct
Standardizati 1 is still p compliance ; i
of compliance Havelspiri production production worker training
ping activities) monitoring
x100%
Percentage (Material ’ Review
Raw Material |reduction of Manual waste / Total e Inventory {Producti purchasing
S s waste by record and |on -
Usage unused or monitoring material 10% Monthly rodiction | Coordina Monthly quantity and
Efficiency wasted system usage) ° p production
annually report tor
materials x100% planning
Number of Product Number of  |Minimum 3 g:{g:’;tme Re-evaluate
Product successful innovation products validated t pd product concept
Innovation product through launched improveme | Annual gnlc'jecor Founder (Quarterly |based on
Performance |improvements/ |customer and nts SUSETET customer
new products feedback evaluated annually response
feedback
(Fulfilled . Adjust
Ability to fulfill  |Production orders / Total | 290% Sales Producti production
Core Product 3 record and |on 7
Availability der_nand for adjusted based orde_rs order Monthly production | Coordina Monthly _schedullng and
main products |on orders received) fulfillment inventory
o report tor .
x100% planning

Table 5.9 Performance Indicators (KPIs) in Operational Aspects

5.4.3 Marketing Aspects, Brand Awareness, and Market Education

Puddyton's marketing performance is measured through several

key

indicators,

which

include

increasing brand awareness,

the

effectiveness of marketing communications, and the brand's ability to
educate the market about the concept of healthy bakery. As a bakery
business transitioning to products with higher health value, Puddyton
focuses not only on increasing sales but also on building consumer
understanding about the use of alternative raw materials, sugar reduction,
and the benefits of the products offered.

This marketing indicator was used to evaluate the extent to which

strategies implemented through digital media, communities, external
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collaborations, and direct interactions with consumers are able to expand
market reach and build stronger relationships with customers.

The achievement indicators (KPIs) for Puddyton's marketing,
brand awareness, and market education aspects are presented in the

following table:

et & Measurement Data Review Corrective
KPI Definition Baseline Formula Target Period <hiires PIC Frequency Action
Initial survey: (Respondent
Percentage of |75% consumers |s recognizing |Increase Marketin Improve
Brand respondents discovered Puddyton/ |brand Clist communication
Awareness |who recognize |Puddyton Total recognition | Annual ustomer % di Annual strategy and
Level Puddyton as a |through respondents |by 20% SHINEY, la(rmr e strengthen
bakery brand recommendatio |surveyed) annually brand exposure
n channels x100%
" . Engagement
Ability of digital Instagram and |Rate = (Likes|Increase Instagram . .
Diai channels to 8 Marketin Adjust content
igital ia WhatsApp + Comments |engageme Insight and toess: noatin
Marketing ganera currently used |+ Saves + nt rate by |Monthly WhatsApp g ” Monthly YPe. p 9
. meaningful . o . Coordina frequency, and
Effectiveness t as main Shares) / 10-15% Business b t t audi
F‘Ljﬁs omt!er channels Reach annually data oF argarencale
interaction x100%
(Consumers
Consumer Percentage of Erevioussurvey icdoerrr:tai?li):l Improve
Understandin consume?s who showed F‘uddy):()r:J 270% Customer | Marketin edﬂcational
consumer consumer survey and (g
g of Healthy |understand = : value Annual . _|Quarterly |contentand
Bakery Puddyton’s |nleres_t in proposition / _undersland event Coordina product
Concept differentiation healthletr(;)gl‘;e)ry Total ing feedback | tor communication
Satel /" |respondents)
%x100%
Percantageiot Baseline Customers |Increase
customers ( < Customer Develop
Customer making more customer repeat |with 22 repeat ditabase telerition
Rapeat than one putchase data  purchases/ |pUrchase Quarterly and Founder |Quarterly |programs and
Fulchase urchase within tobavolledted | fotal rate by transaction customer
Rate ?neasurement during first CRM |customers) [20% FEEETHS followet
pericd implementation |%x100% annually P
75% (New
Percentage of rospondents customers Maintain
Customer B custgmers initially froh >50% Customer |Marketin Strengthen
Acquisiti - discovered i3 survey and |g referral program
cquisition acquired referral / referral Quarterly - _|Quarterly ;
Puddyton - order Coordina and community
from WOM through referral th h Total new contributio d t t
sources rez:%l;gmendatio customers) [n recaras or engagemen
= x100%

Table 5.10 Performance Indicators (KPIs) in Marketing, Brand Awareness, and

Education Aspects

The KPI evaluation system allows Puddyton to monitor business
development performance through measurable indicators. Financial KPIs
ensure profitability and sustainability, operational KPIs monitor

production readiness and quality consistency, while marketing KPIs

214




evaluate brand growth, consumer understanding, and customer retention.

If KPI achievement falls below the established target, corrective
actions will be implemented through strategy evaluation, resource
adjustment, process improvement, or marketing refinement. This approach
ensures that Puddyton’s growth strategy remains evidence-based and

adaptable to changing business conditions
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CHAPTER VI
BUSINESS DEVELOPMENT AND SUSTAINABILITY
BLUEPRINT

6.1 Short Term Development Plan (6-12)
6.1.1 Theoretical Basis

Puddyton's short-term development plan is based on the concept of
the Growth Strategy developed by Ansoft (1957), which explains that
businesses need to maximize their existing market potential before
expanding into a wider market. In this context, the relevant strategy for
Puddyton is market penetration, namely a strategy to increase business
growth through optimizing marketing activities, strengthening
relationships with consumers, and increasing distribution effectiveness in
existing markets.

In addition, this development strategy is linked to Puddyton's
position in the Startup Life Cycle, where Puddyton is currently at the
early growth stage. At this stage, the business has gone through the initial
development and validation process, so the primary focus is no longer
solely on product refinement but also on increasing operational capacity,
strengthening business systems, and gradually expanding the market.
According to Blank (2005), the early growth stage is the phase when a
business begins to build a more stable business model based on market

response and requires strengthening internal processes to enable

sustainable growth.
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In the early growth stage, business development strategies need to
be directed at maintaining a balance between increasing market demand
and the company's internal readiness. Empirically, Puddyton has
demonstrated growth through consistent sales activities, the formation of
loyal customers since 2019, increased awareness through social media and
communities, and involvement in various events and collaborations.
However, increasing business scale still requires strengthening aspects of
production, raw material management, marketing systems, and operational
controls to ensure optimal growth without compromising the quality of
products as a healthy bakery.

Therefore, Puddyton's short-term strategy is focused on optimizing
existing business processes by increasing product quality consistency,
strengthening community-based marketing, optimizing digital marketing,
and increasing operational capacity. This approach aligns with the strategic
management concept proposed by Terry (2014), which states that business
management needs to be carried out through basic management functions,
including planning, implementation, and control. Through this
approach, each Puddyton development strategy can be implemented
systematically, evaluated periodically, and adjusted to evolving market

conditions.
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Figure 6.1 Puddyton's Position in the Startup Lifecycle

Based on the strategic analysis, Puddyton’s short-term
development plan focuses on strengthening internal capabilities before
pursuing wider market expansion. As Puddyton is positioned in the early
growth stage of the Startup Life Cycle, the priority is to improve
operational readiness, strengthen customer relationships, and optimize

existing market opportunities.

Therefore, the implementation plan is structured into several
workstreams  consisting of brand awareness  strengthening,
community-based  marketing  optimization, operational  system
improvement, and digital sales enhancement. Each workstream is arranged
based on priority, dependency, available resources, and expected business

impact.
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6.1.2 Short-Term Development Roadmap

The

implementation

roadmap was

developed

using

a

six-to-twelve-month timeline to ensure that each strategic initiative can be

executed systematically. The priority of implementation follows three

main considerations: business impact, urgency, resource availability, and

operational readiness.

Budget Review
Priority| Workstream Implementation Activities Timeline PIC Allocation [Dependency KPI Period
290% production
compliance with
Develop clearer production SOP; reduced
workflow, improve production Low-Medium |Existing production
Production scheduling, standardize product Founder & |(operational production inconsistency;
System quality checklist, and improve Month 1- |Production |improvement |process stable product Monthly
1| Strengthening raw material monitoring 3 Team cost) evaluation quality review
Increase
customer
inquiries,
improved
Optimize Instagram and Brand conversion from
Digital WhatsApp Business integration, positioning digital channels,
Communication |improve product catalog, Founder & [Low (content |and product |[structured
& Sales develop educational content, and [ Month 1— | Marketing |and digital information customer Monthly
2| Optimization create customer database 4 Support management) |readiness database review
Minimum 4
community
Participate in selected bazaars, Founder & Availability of |collaborations/
MSME events, and collaborate Partnershi production events annually;
Community- with communities aligned with p Medium (event |capacity and |increased new
Based Marketing | healthy lifestyle and Month 3— | Coordinato | participation marketing customer Quarterly
3| Expansion entrepreneurship segments 8 r cost) materials acquisition review
Minimum 3
Product product
Development Conduct periodic evaluation of Founder & Customer improvements/
Based on existing products, test new Product feedback new product
Consumer variants, and collect customer Month 4- | Developme data developments Quarterly
4 |Feedback feedback from sales activities 10 nt Team Low—Medium |availability annually review
Reduced
Develop clearer task allocation, founder
identify recruitment needs, and Medium dependency;
Human establish backup roles for (additional Operational |defined
Resource Role |production and marketing Month 6— workforce cost |workload operational Quarterly
5| Development activities 12 Founder if required) evaluation responsibilities | review

Table 6.1 Short-Term Development Roadmap (6—12 Months)
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6.1.3 Implementation Sequence and First Three Priority Actions

To ensure effective implementation, Puddyton prioritizes the first

three actions that provide the highest impact with available resources

A. Strengthening Production Systems (Month 1-3)

The first priority is strengthening operational capability
because increasing market demand must be supported by consistent
product quality. Activities include developing production
checklists, improving workflow arrangement, and improving raw

material monitoring.

Expected outcome:

e More consistent product quality.
e Reduced operational dependency on individual workers.

e Improved readiness for increased demand.

B. Optimizing Digital Communication and  Customer

Management (Month 1-4)

The second priority is strengthening digital communication
through Instagram and WhatsApp Business. This strategy focuses
on improving customer education, product information delivery,

and maintaining relationships with existing customers.
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Expected outcome:

e Better consumer understanding of Puddyton’s product
differentiation.
e More structured customer communication.

e Improved effectiveness of digital marketing activities.

C. Expanding Community-Based Marketing Activities (Month

3-8)

After strengthening operational readiness, Puddyton will
expand market exposure through selected bazaars, community

collaborations, and partnership activities.

Expected outcome:

o Increased brand awareness.
® Acquisition of new customers.

e Additional market insights for product improvement.

6.1.4 Monitoring and Evaluation Mechanism

The implementation progress will be monitored through periodic
evaluation meetings. Each strategic initiative will be reviewed based on

KPI achievement, operational challenges, and resource availability.
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Evaluation Measurement : .
Aspect Method Frequency | Corrective Action
SOP compliance, 2
Operational production records, Adjust workﬂow
: Monthly and production
performance |product quality locati
evaluation sl
Improve content
Marketing v_C‘,ust_omer database, strategy and
: inquiry records, sales |Monthly sl
effectiveness h | perf communication
channel performance approach
L Select higher-
Community Event partlclpa_tlcl)p, impact
s customer acquisition, |Quarterly ;
activities | tributi collaboration
sales contribution opportunities
Customer feedback Improve formulation
Product and sales N or discontinue low-
development [performance y performing
evaluation products

6.2 Long-Term Development Plan (1-5 Years)

6.2.1 Theoretical Basis
Puddyton's long-term development plan is based on a holistic

approach. Resource-Based View (RBV)put forward by Barney (1991).

Barney (1991) explains that sustainable competitive advantage can be

achieved through the utilization of internal resources that have unique

characteristics. VRIN (valuable, rare, inimitable, irreplaceable).

The RBV approach is relevant to use in the development of

Puddyton because the main advantage of the business does not only come

from the healthy bakery products offered, but also from internal assets in

the form of customer loyalty that has been formed since 2019, the strength
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of community-based marketing, the ability to develop products based on
natural ingredients, and brand positioning as healthy bakery which is
relevant to the development of a healthy lifestyle.

Based on this approach, Puddyton's long-term development
strategy is focused on strengthening product innovation, developing brand
identity, expanding collaboration networks, and improving operational
systems so that Puddyton can develop into a more stable, competitive, and
sustainable healthy bakery brand.
6.2.1.1 Healthy Bakery Product Development and Innovation

Puddyton will continue to develop healthy bakery products
through innovations tailored to evolving consumption trends and
consumer needs. Product development is carried out in stages
based on market evaluation, customer feedback, and the potential
for increasing the product's functional value.

A. Development of Healthy Product Variations
Puddyton will develop a variety of bakery products
with added health wvalue, such as high-fiber and
high-protein products, as well as the use of alternative
ingredients and sweeteners that better align with the healthy
bakery concept. Among the planned innovations are
pumpkin-based Pumpkin Doughnut and Protein Cookies

with a high-protein formula without added sugar.
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B. Functional Bakery Product Development
Puddyton will explore functional bakery products
that not only provide a great consumption experience but
also offer additional benefits for consumers. This
development aims to strengthen Puddyton's position as a
bakery brand that offers healthy products with competitive
taste.
C. Seasonal Product Development
Puddyton will introduce seasonal products based on
specific occasions such as Ramadan, Eid al-Fitr, Christmas,
and specific ingredient trends. Products like healthy
hampers, low-sugar cookies, and seasonal cakes can be
used to increase consumer engagement and encourage

repeat purchases.

6.2.1.2 Strengthening Signature Product and Brand Identity
In the long term, Puddyton will strengthen its flagship
products, which are the brand's core identity. This strategy aims to
increase brand recall and create a stronger reason for consumers to
choose Puddyton over other bakeries.
A. Development of Nastar as a Signature Product
Puddyton will develop nastar with distinctive

characteristics through the use of a homemade pineapple
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filling, resulting in a unique flavor compared to similar
products. This product has the potential to be developed as
a flagship product because it can be consumed on various
occasions, such as daily snacks, hampers, and seasonal
products.
. Strengthening Filled Bun Bread as a Leading Product

Filled buns will continue to be strengthened as one
of Puddyton's core products due to their high sales
contribution and consistent consumer demand. The
development strategy involves improving quality
consistency, innovating filling variants, and standardizing
production processes to further cement the Puddyton
identity.
. Strengthening Brand Awareness and Strategic
Collaboration

In the long term, Puddyton will expand its market
reach by strengthening brand awareness and strategic
collaborations with parties that share similar values and
target consumers.
. Strengthening Community-Based Marketing

Puddyton will maintain its community-based
marketing approach through involvement in events,

bazaars, healthy lifestyle communities, and entrepreneurial

225



activities. This strategy is used to build closer relationships
with consumers while organically increasing awareness.
E. Collaboration with Brands and Communities in Line
Puddyton will develop collaborations with local
coffee shops, sports communities, fitness centers, and other
lifestyle brands. These collaborations can take the form of
packages.coffee and bakery pairing, wellness snack
packages, collaboration hampers, and pop-up collaboration
activities.
F. Digital Marketing Optimization
Puddyton will increase the use of Instagram and
WhatsApp Business as communication, education, and
marketing tools. Its digital marketing strategy will focus on
brand storytelling, healthy bakery education, product

content, and consumer interactions to increase engagement.

6.2.1.3 Strengthening Operational Systems and Production Capacity
To support long-term business growth, Puddyton needs to
strengthen its operational systems to increase production capacity
without compromising product quality.
A. Production System Development

Puddyton will improve the standardization of
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production processes through the preparation of SOPs,
product quality control, and work process evaluation to
maintain consistency in taste, texture, and product safety.
B. Increased Production Capacity
As market demand increases, Puddyton will
gradually increase production capacity through optimizing
production facilities, managing human resources, and more
effective raw material planning.
C. Strengthening Business Management Systems
Puddyton will improve the recording of sales,
inventory, production costs, and finances so that
decision-making can be based on data and support business

sustainability.

6.2.1.4 Strengthening Legality and Brand Sustainability
As part of its long-term strategy, Puddyton will strengthen
its legal and sustainability aspects to support business

development.
A. Brand Identity Protection

Puddyton will strengthen its brand identity through

227



legal protection such as trademark registration to safeguard

its brand assets in the long term.

B. Improved Product Compliance and Standards

Puddyton

will ensure that

production and

distribution processes meet food safety standards and

applicable regulations to increase consumer confidence.

With this long-term development strategy, Puddyton is

expected to be able to strengthen its position as a healthy bakery

brand, increasing competitiveness through product innovation and

community relations, and gradually expanding the market without

losing the brand's core values of quality, health, and closeness to

consumers.
No. | Development Strategy Main Plan Objective
Develop healthy bakery products using | Strengthen Puddyton’s
1 Huslthy Bakery . alternative ingredients, high fiber, high | differentiation as a healthy
Product Innovation ;
protein, and seasonal products bakery brand
Signature Product Develop key products such as Nastar
2 |and Brand Identity and Roti Bun Isi as brand identity i ek
i customer loyalty
Strengthening products
Brarad Kisitaness s Strengthgn digital marketing,
3 |Strategic community-based marketing, and Expand market reach and
. collaborations with relevant communities |increase brand awareness
Collaboration
and brands
4 Operational System Imptrovlfe pr(:jduitwcn SOP?{ qualrljty Maintain product consistency
Strengthening oilob s i Gl and support business growth
business recording systems
5 gzasrt‘:irl;:lgiTimy ang Strengthen brand protection and product |Build a more professional and
_ty safety standards sustainable business foundation
Strengthening

Table 6.2 Development Strategy
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6.2.2 Financial Projections and Expansion

Puddyton’s financial projection and expansion plan are
developed based on its current position as an early growth-stage
business. As a health-conscious bakery brand that has operated
since 2019, Puddyton has established customer relationships,
validated market acceptance, and achieved positive financial
performance. During the implementation period from February
2025 to June 2026, Puddyton recorded total revenue of IDR

403,851,500 and profit of IDR 187,007,665.

The five-year financial projection is designed based on a
gradual growth approach, considering Puddyton’s current
operational capacity, planned improvements in production systems,
market expansion activities, and strengthening of sales channels.
The projection does not assume rapid expansion but focuses on
sustainable growth through increased production -efficiency,
customer acquisition, product diversification, and stronger brand

awareness.

The main growth drivers include:

e Increasing sales volume through community-based
marketing, digital marketing optimization, and event

participation.
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e Expanding product contribution through bread, cakes,

pastries, and seasonal products.

e Improving operational efficiency through production

standardization and resource optimization.

e Increasing production capacity gradually through

workforce development and equipment investment.

A. Financial Projection Assumptions

The financial projection is developed using the

following assumptions:

Assumption

Description

Projection period

5 years

Growth approach

Gradual market penetration and operational strengthening

Revenue driver

Increase in sales volume and customer reach

Average selling price
growth

Increased gradually through product mix optimization

COGS assumption

Approximately 35% of revenue

Labour cost

Increased following workforce development

Marketing investment

Increased to support brand awareness and customer acquisition

Capital expenditure

Focused on production equipment, packaging improvement, and
operational systems

Working capital

Allocated for raw material availability and operational continuity

Table 6.3 Financial Projection Assumptions
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B. Five-Year Financial Projection (Base Scenario)

Average Facility &
Estimated Selling Operational Tax & Other
Year Units Sold Price COGS Gross Profit | Labour Cost | Marketing Cost Cost Depi Cost Net Profit
IDR IDR IDR IDR IDR
Year 1 18,000 units IDR 25,000 |IDR 450,000,000 157,500,000 292,500,000 60,000,000 IDR 25,000,000 |45,000,000 |IDR 10,000,000 |IDR 15,000,000 |137,500,000
IDR IDR IDR IDR IDR
Year 2 |24,000 units |IDR 27,000 |IDR 648,000,000 226,800,000 421,200,000 90,000,000 IDR 35,000,000 |[60,000,000 |IDR 15,000,000 IDR 25,000,000 | 196,200,000
IDR IDR IDR IDR IDR
Year 3 32,000 units IDR 28,000 |IDR 896,000,000 313,600,000 582,400,000 120,000,000 |IDR 50,000,000 |80,000,000 |IDR 20,000,000 |IDR 35,000,000 |277.400,000
IDR IDR IDR IDR IDR
Year4 |40,000 units |IDR 30,000 [IDR 1,200,000,000 |420,000,000 780,000,000 160,000,000 |IDR 70,000,000 |100,000,000 |IDR 30,000,000 |IDR 45,000,000 | 375,000,000
IDR IDR IDR IDR IDR
Year 5 |48,000 units |IDR 32,000 |[IDR 1,536,000,000 |537,600,000 998,400,000 |200,000,000 |IDR 90,000,000 |130,000,000 |IDR 40,000,000 |IDR 60,000,000 |478,400,000
Table 6.4 Five-Year Financial Projection (Base Scenario)
C. Scenario Analysis
To evaluate the feasibility of Puddyton’s expansion
plan, three financial scenarios are considered: pessimistic,
base, and optimistic scenarios.
Five-Year
Revenue Business
Scenario | Assumption | Projection Condition
Approximately |Slower customer
10% annual IDR acquisition and
Pessimistic |growth 650,000,000 limited expansion
Successful
Approximately [optimization of
25% annual IDR current market and
Base growth 1,500,000,000 |gradual expansion
Strong digital
growth,
Approximately |partnerships, and
35% annual IDR higher production
Optimistic growth 2,000,000,000 [capacity

Table 6.5 Scenario Analysis

231




The base scenario is selected as Puddyton’s main

projection because it represents achievable growth
considering the company’s current resources, existing

customer base, and gradual operational improvement.

Production Capacity Requirement

The projected revenue growth requires a gradual
increase in production capacity. Currently, Puddyton’s
production process can produce approximately 100
chocolate-filled buns per batch with a standardized weight

of 43 grams per product and an average production time of

eight hours.

The required production capacity is projected as follows:

Annual Monthly
Production Production Required
Year Target Target Improvement
Current +1,300 units/ Existing production
Condition |+16,000 units [month system
+1,500 units/ | Workflow
Year 1 18,000 units |month optimization
Additional
+2,700 units/ |workforce and
Year 3 32,000 units  [month equipment
+4,000 units/ | Structured
Year 5 48,000 units month production system

Table 6.6 Production Capacity Requirement
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investment in  production  equipment,

development, and operational standardization to ensure

Therefore, future expansion requires

increased volume does not reduce product quality.

E. Capital Expenditure and Working Capital Plan

I ¢ A P Estimated
nvestment Area urpose Implementation
Production
equipment Increase efficiency and production capacity |Year 1-3
improvement
Packaging Strengthen product presentation and Year 1-2
improvement customer perception ear 1-
Digital marketing Improve customer acquisition and Year 1-3
tools marketing evaluation ear 1=

- Reduce founder dependency and improve
Additional workforce operational capacity Year 2-5
Inventory Improve raw material monitoring and Year 2—4
management system |purchasing efficiency ear

Table 6.7 Capital Expenditure and Working Capital Plan

maintaining raw  material  availability,

Working capital allocation will focus

workforce

supporting

production continuity, and ensuring sufficient operational

cash flow during expansion activities.

Based on the financial model, Puddyton’s expansion
strategy requires a balance between revenue growth and
operational readiness. The projected increase in revenue is
primarily driven by higher sales volume, improved market

reach, and product diversification rather than relying solely
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on price increases.

The projection indicates that strengthening internal
capabilities, including production capacity, workforce
structure,  financial =~ monitoring, and  marketing
effectiveness, is necessary before pursuing larger-scale

expansion.

Through gradual investment and controlled growth,
Puddyton has the opportunity to achieve sustainable
business development while maintaining its differentiation

as a health-conscious bakery brand.

6.2.2.1 Market Expansion Strategy
Puddyton's market expansion strategy is carried out in
stages with a focus on expanding consumer reach, developing
distribution channels, and increasing business revenue sources.
A. Sales Area Expansion
Puddyton will expand its market reach to other
regions in Indonesia, taking into account the potential of
consumers interested in a healthy lifestyle. Expansion will
be carried out in stages through evaluations of production

capacity readiness, operational systems, and the ability to
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maintain product quality during distribution. This strategy
aims to increase the customer base without compromising
Puddyton's core quality standards.
. Development of New Distribution Channels

Puddyton will develop distribution channels through
collaborations with external parties that align with its target
market, such as health stores, coffee shops, wellness spaces,
and event catering partners. This channel development aims
to increase consumer access to Puddyton products and
create additional sales sources without relying entirely on
direct sales.
. Business Partnership Development and Corporate
Orders

Puddyton will develop partnerships with companies,
institutions, event organizers, and organizations that require
healthy bakery products for consumption, hampers, and
specific activities. This strategy aims to increase sales
volume through large-scale orders while simultaneously
introducing the Puddyton brand to new consumer segments.
Through this strategy, Puddyton can create a more stable
source of income and strengthen its position as a healthy

bakery brand.
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6.2.2.2 Financial Projections
Puddyton's financial projections are based on actual
business performance and potential growth achieved through
increased production capacity, market expansion, and product
development. Considering actual revenue of Rp403,851,500 and
profit of Rpl187,007,665 from February 2025 to June 2026,
Puddyton targets gradual financial growth while maintaining
business profitability.
A. Turnover Growth
Based on the actual turnover achievement of
Rp403,851,500 during February 2025 to June 2026,
Puddyton targets gradual turnover growth through
increasing repeat orders, expanding new customers,
optimizing products with high sales contributions, and
strengthening digital marketing. Within a five-year period,
Puddyton's turnover is projected to increase to reach the
range of Rp750,000,000-Rp1,000,000,000 through
increasing production capacity, regional market expansion,
and developing new products.
B. Increased Profitability
Puddyton will maintain and increase profitability
through production cost efficiencies, optimized raw

material management, increased operational productivity,
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and the development of products with higher sales value.

This strategy aims to ensure that business growth not only

results in increased sales but also in increased net profit.

Diversification of Income Sources

Puddyton will expand its revenue streams through

the development of premium products, seasonal products,

hampers, corporate orders, and business partnerships. This

diversification aims to reduce dependence on a single sales

channel and create a more stable source of long-term

revenue.
g G U Target/Estimation Period Basis of Assumption
omponent
S Expand market reach to new regions in i Supported by loyal customers, market
Matkat Expansion Indonesia 1=Geaes validation, and healthy lifestyle trends
New Distribution E:;:éoshgagnar:&g ::ﬂstha':::n?r:;t:\:?;t 1-5 vears To increase product accessibility and
Channels S P ' Y create additional sales channels
partners
gorporate Qrder !nctr'?atg.e STles {tjhrougl: gorp(;rate, 1-5 To increase sales volume and reach
usiness institutional, and event-base: S S e segments
Partnership partnerships
3 Based on actual revenue
Revenue Growth Achieveiintal revem'xe .Of RD?SO‘OOO‘OOO_ 5 years performance, repeat orders, market
Rp1,000,000,000 within five years ;
expansion, and product development
Profitability quﬁé?:}:cn a;: d’mpf:revgﬁgt t:‘gzﬂ%? £os! Annuall Based on actual profit performance
Improvement Y ghet P Y |and operational optimization
development
R Develop premium products, seasonal To reduce dependency on a single
evenue
products, hampers, corporate orders, and (Annually |revenue source and create more

Diversification

business collaborations

stable income streams

Table 6.8 Financial and Expansion Projections
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6.3 Risk Management
6.3.1 Risk Identification

To ensure sustainable business development, Puddyton developed
an operational risk register to systematically identify, assess, and manage
potential risks that may affect business continuity. Previously, risk
identification was conducted descriptively; therefore, this risk
management approach was improved by prioritizing risks based on their

likelihood and potential business impact.

The risk assessment considers two main parameters: likelihood
(the probability of risk occurrence) and impact (the potential effect on
operational, financial, and strategic performance). The inherent risk score

is calculated using the following formula:

Inherent Risk Score = Likelihood x Impact

Risk ownership is assigned to ensure accountability, while
early-warning indicators are established to allow preventive action before

risks significantly affect business performance.
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Inherent Lath . " Residual .
o [ < o v . Existing : Trigger / Early Warning 3 = . Review
Priority | Risk Category Risk Description Likelihood | Impact ;.::: ey Risk Owner flril Contingency Action sl:.:; Frog
Production
scheduling,
Limited production capacity z‘::: G Increasing order valume ::E:;’;‘::::s;‘u‘;‘“nmi‘
. Operational and ;‘E&"‘;‘gﬁﬁﬁﬂ’;‘;rﬂz i & 20 (High) |Pl2nning. gualiy ;‘::;‘f:;u‘n‘ :;:Z‘Z:S Z’;‘;:;‘;Tmew scheduling, increase 10 .
Production Risk Y ") | checkiist, and Y, ] workers, and
customer demand and Team or product availability belo : A
s e bt gradual ot st evaluate additional
maintain preduct availability. improvement of customer demand. Fiasbaaat
production
facilities.
Fluctuation in sales, sl
increasing operational costs, fecording Declining monthly revenus, | CMSUSt cost ewslugbon,
g through SIAPIK, | Founder & * | adjust pricing strategy.
2 Financial Risk 210 raw matarial price 4 4 16 (High) | cost monitoring, | Finance dactansing proft mangin, orl cees i | 8 (N
changes may reduce et __|significant increase in bl
profitability and limit business ant peradic on ion costs. POCaCts, AN cunin
expansion capability. B i fpanses
Product quality
standards,
Inconsistency in taste, production Increasing customer Conduct root-cause analysis,
Product Quality | ©Xture, product size, and monitoring, | Founder & improve i Every
3 ik appearance may reduce 3 5 15 (High) |SOP Production product evaluation results, | procedures, retrain workers, |8 (Medium) | production
customer satisfaction and implementation, | Team or deviation from product | and strengthen quality batch
weaken brand frust. and customer standards inspection
feadback
evaluation.
Flexible
High dependency on the i Founder invalvementin | Develop clearer job
Vitivan founder and limited workforce 3 i most operational decisions, | respansibilities, provide
4 Roomca Risk | specialization may reduce (4 ki (Mediam) et 1o | Founder i workload, or loyee training, and & (Medium) | Quarterly
operational efficiency and delays caused by limited | gradually recruit additional
s on operational e n
scalability. otk manpower. workers when needa
Supplier
Limited availability and prics ::r::q":r:ﬁm —— Raw material stock below | Ulilize alternative suppliers,
& Raw Material | fluctuations of alternative | i 12 e | Boreasing | minimum requirement, maintain safety stock, and ¢ 0Ly
Supply Risk | ingredients may disrupt (Medium) |P} o e supplier delivery delays, or | agjust purchasing schedules
production continuity. [l Ll significant price increases. | based on production needs.
raw material
monitoring.
Customer
teedback
Increasing competition in the callection, Declining customer Strengthen brand
Marketand  |healthy bakery market and i product Founder & engagement, reduced communication, develop new
6 Competition | changing consumer 3 4 innovation. Marketing repeat purchases, or products, and improve 6 (Medium) | Quarterly
Risk preferences may reduce (Medium) | ommunity Function emergence of similar customer relationship
Puddyton's competitiveness. marketing, and it
competitor
observation.

Table 6.9 Operational Risk Register of Puddyton

6.3.2 Risk Priority Evaluation

Based on the risk assessment, the risks requiring the highest

priority management are operational capacity, financial sustainability, and

product quality consistency. These risks have the greatest potential impact

because they directly influence Puddyton’s ability to fulfil customer

demand, maintain profitability, and preserve brand trust.
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Rank | Priority Risk Business Impact
1 |Qerational and | B ctomer satisfacton when
Production Risk :
demand increases.
Determines Puddyton’s ability to maintain
2 Financial Risk |operations, invest in development, and support
expansion.
3 Product Quality |Product consistency is a key factor in maintaining
Risk customer loyalty and brand credibility.
4 Human Limited workforce and founder dependency may
Resource Risk |restrict scalability and operational efficiency.
Raw Material Availability and price stability of alternative
5 SEW | aﬁ?sr;qa ingredients influence production continuity and
PRl cost management.

Table 6.10 Risk Priority Ranking

6.3.3 Risk Management Implementation

The operational risk register becomes a reference for Puddyton in
monitoring and controlling potential business disruptions. High-priority
risks, particularly production capacity, financial stability, and product
quality, require more frequent evaluation because they directly affect daily

operations and customer experience.

Risk monitoring will be conducted through periodic reviews
involving the responsible owner of each risk area. When early-warning
indicators show increasing risk exposure, corrective actions will be

implemented based on the contingency plans defined in the risk register.

Through this structured risk management system, Puddyton can

improve its ability to anticipate operational challenges, allocate resources
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effectively, and support sustainable growth as the business moves from the

early growth stage toward a more mature growth phase.

6.3.4 Business Ethics and Social Responsibility

As a health-conscious bakery business, Puddyton is committed to
implementing ethical and responsible business practices that prioritize
transparency, consumer trust, product safety, and social impact. The
implementation of business ethics is not only reflected through
communication values but also through measurable standards covering
product claims, consumer protection, supplier relationships, employee

welfare, environmental responsibility, and community contribution.

Puddyton’s ethical and social responsibility practices are

implemented through the following standards:

A. Truthful Product Claims and Consumer Transparency

Puddyton ensures that all product information
communicated to consumers is based on actual product
characteristics and does not contain misleading health claims. The
term “health-conscious bakery” is used to describe Puddyton’s
product positioning based on the use of selected ingredients and
product formulation approaches, rather than claiming proven

medical or nutritional benefits.
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Puddyton does not claim that its products prevent, treat, or
manage any health condition because nutritional validation through
laboratory testing has not been conducted. Product communication

focuses on verified attributes, including:

° the use of alternative ingredients such as cassava
flour, sorghum flour, pumpkin flour, and potato
flour;

° the use of selected sweeteners such as palm sugar
and stevia in certain products;

° the product formulation and ingredient choices

applied during production.

Annual Indicator:

° 100% of marketing materials reviewed to ensure
compliance with truthful product communication.
° Zero misleading health claims identified in

promotional content.

B. Allergen Disclosure and Product Information

Puddyton is committed to providing clearer product
information to support responsible consumer decisions. Product

descriptions will include relevant ingredient information and
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potential allergens commonly associated with bakery products,
such as wheat, eggs, dairy products, nuts, and other ingredients

when applicable.

This practice aims to improve consumer awareness,

particularly for customers with specific dietary considerations.

Annual Indicator:

° 100% of main products include ingredient information.

° Allergen information is provided for products containing
common allergenic ingredients.

° Customer inquiries regarding product composition are

responded to within operational service standards.

. Customer Complaint Handling and Product Improvement

Puddyton  applies a  customer feedback and
complaint-handling system through WhatsApp Business, social
media platforms, and direct communication during offline
activities. Customer complaints related to taste, texture, packaging,
delivery, or product quality are recorded and evaluated as inputs

for continuous improvement.

Annual Indicator:
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° 100% of customer complaints are documented and

evaluated.

° Customer complaints are responded to within a maximum
of 24-48 hours.

° Product improvement decisions are reviewed periodically

based on customer feedback trends.

D. Responsible Supplier Management

Puddyton maintains responsible relationships with suppliers
by considering product quality, ingredient consistency, availability,
and reliability. Suppliers are selected based on their ability to
provide raw materials that meet Puddyton’s production

requirements.

For alternative ingredients that support Puddyton’s product
differentiation, supplier diversification is implemented to reduce
dependency on a single source and minimize production

disruption.

Annual Indicator:

° Maintain at least two supplier alternatives for critical raw
materials.
° Conduct supplier evaluation based on quality, price
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stability, and delivery reliability.
° Monitor raw material availability to prevent production

disruption.

E. Employee Welfare and Fair Working Practices

Puddyton recognizes employees and production workers as
important stakeholders in business sustainability. Although
Puddyton currently operates with a simple organizational structure,
the company is committed to maintaining fair working practices
through appropriate task allocation, safe working conditions, and

skill development.

Employee and worker development is supported through
production guidance, baking training, and knowledge transfer

regarding product quality standards.

Annual Indicator:

° 100% of workers receive production and hygiene guidance.

° Periodic evaluation of workload distribution and
operational needs.

° Training activities conducted at least once per year

according to business needs.
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F. Employee Welfare and Fair Working Practices

Puddyton recognizes employees and production workers as
important stakeholders in business sustainability. Although
Puddyton currently operates with a simple organizational structure,
the company is committed to maintaining fair working practices
through appropriate task allocation, safe working conditions, and

skill development.

Employee and worker development is supported through
production guidance, baking training, and knowledge transfer

regarding product quality standards.

Annual Indicator:

e 100% of workers receive production and hygiene guidance.

e Periodic evaluation of workload distribution and
operational needs.

e Training activities conducted at least once per year

according to business needs.
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G. Sustainable Packaging and Waste Management

Puddyton currently still uses conventional packaging
materials that are considered suitable for maintaining bakery
product quality, durability, and operational efficiency. The use of
environmentally friendly packaging has not yet been fully
implemented due to several considerations, including packaging
cost, availability of suitable materials, and the need to ensure that
packaging alternatives can maintain product quality during storage

and distribution.

However, Puddyton recognizes the importance of reducing
environmental impact as part of responsible business development.
Therefore, sustainability efforts are currently focused on improving
production planning, reducing material waste, and evaluating
potential environmentally friendly packaging alternatives that are

compatible with bakery products.

Future packaging improvements will be evaluated based on
several criteria, including environmental impact, food safety,
product protection, availability, and cost feasibility before

implementation.

Annual Indicator:

e Monitor and record production waste generated during
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operational activities.

e Evaluate potential environmentally friendly packaging
alternatives at least once per year.

e Implement sustainable packaging gradually when

operational and financial conditions support adoption.

H. Food Waste Management and Product Return Policy

Puddyton manages unsold products by evaluating product
quality and shelf-life conditions before determining further action.
Products that no longer meet quality standards are not distributed

to consumers to maintain product safety and customer trust.

Currently, Puddyton has not implemented a formal food
donation program. However, future initiatives related to
responsible food distribution may be considered based on product
safety requirements, operational capability, and collaboration

opportunities with relevant communities.

Annual Indicator:

e Record unsold products and identify the main causes of
waste.
e Evaluate opportunities to reduce food waste through

improved production planning.
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e Maintain records of customer complaints and product

returns for quality improvement.

6.4 Business Process Blueprint

6.4.1 Blueprint Description

The business process blueprint represents Puddyton’s operational
system by illustrating the complete flow of business activities, starting
from customer order management, production planning, raw material
procurement, product manufacturing, quality control, distribution,

customer feedback management, and business performance evaluation.

Unlike a descriptive explanation of operational activities, the
business process blueprint provides a structured overview of the
relationship between customer-facing activities and internal operational
processes. This blueprint identifies responsible parties, operational control
points, required documentation, and performance indicators to ensure that
business activities remain consistent as Puddyton develops toward a larger

growth stage.

The implementation of this blueprint aims to strengthen
operational coordination, reduce process dependency on individuals,
maintain  product quality consistency, and support data-based

decision-making for future business expansion.
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6.4.1.1 Puddyton Business Process Blueprint

Customer-Faci Re e |t
Process Stage He :::t?\rrl acmg Internal Operational Activity ;‘:‘::; € | Point/ KPI1
i Record
Customer places
orders through
Instagram, Customer inquiry checking, product Founder/ Customer |Response
Order Receiving | WhatsApp availability confirmation, and order Marketin order time within
Business, recording 8 record 24 hours
marketplace, or
offline events
Order Customer confirms p t verificati d sal Founder / Sales Paymdgnt
Confirmation & order and completes : aymec? ers 'Cac';" anesaes A(caluq .ert " transaction | "8¢0raing
Payment payment ransaction recording ministration | 4 ?ggtilracy
(]
Producti Customer receives | Determine production quantity based Founder / Production Prad;c';lon
P{' pgL=lon estimated product | on pre-order, demand forecast, and Production planning schedule
anning completion schedule | available capacity Team sheet gggt:/:acy
- o . . Raw Critical raw
Raw Material Customer indirectly | Purchasing ingredients, supplier G i faal
P?::ur:n'ne::t receives product coordination, and raw material Pﬁl::h;sring m\?eiTca)w ;:;i?arﬁ” ty
quality assurance availability checking ey >90%

; Ingredient preparation, weighing, 2 . |SOP
E;gd:f:t?;n mixing, fermentation, shaping, and ?égﬁquctlon cplzggﬁlti:st;ton complianc
P baking according to SOP e =90%

Customer receives 2 Product
: Checking product appearance, texture,
Quality Control products accarding taste, size, and packaging quality Founden’ ac . areepiang
to expected Eifare deliver Quality Control |checklist |e rate
standards Y 295%
Cust i . . . . . .
. Eamereor e Product packaging and final inspection |Production Packaging |Packaging
Packaging properly packaged S : 5
before distribution Team checklist |error <5%
products
Customer receives On-time
Delivery / Product |products through Delivery coordination and customer Marketing / Delivery delivery
Collection delivery service or | confirmation Founder record >90%
direct collection =l
c laint Customer provides c laint vsi d cti Customer Complaint
ompain feedback or CIplalL analysis andiconecive Founder complaint fesponse
Handling 2 action implementation within 24—
complaints log
48 hours
Evaluation & Customer feedback |Analysis of sales, customer feedback, Monthly Monthly
Ir:arggm;?::-lenl contributes to future |production performance, and financial |Founder evaluation |review
P improvement records report completed

Table 6.11 Business Process Blueprint of Puddyton
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6.4.1.2 Operational Control Points

To ensure operational consistency, Puddyton applies several

control points throughout the business process.

Control Point

Evaluation Criteria

Corrective Action

Production

Capacity Production demand compared with Adjust production schedule or

Evaliaion available production capacity activate additional workers
Purchase from alternative

Raw Material Availability of critical ingredients . : .

Availability before production begins sHpplisrs of adpstpraduction

planning

Product Quality

Product meets taste, texture,

Product correction or rejection

Inspection appearance, and packaging standards | before distribution

Gustomer Improve production process or
Complaint Complaint frequency and root causes P P : P
Evaluation customer service procedure

Table 6.12 Operational Control Points

6.4.2 Human Resource Development Blueprint

6.4.2.1 Current Human Resource Condition

Currently, Puddyton operates with a simple organizational

structure consisting of the founder, family support, and part-time

workers based on operational requirements. The founder remains

responsible for major business activities, including product

development, production supervision, marketing decisions, and

customer relationship management.

Although this structure provides flexibility during the early
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growth stage, excessive dependency on the founder may limit
scalability when production volume and market reach increase.
Therefore, Puddyton requires gradual organizational development
through clearer role specialization, employee training, and

recruitment based on business growth indicators.

6.4.2.2 Future Organization Structure

A. Year 1 Organizational Structure

At the first year development stage, Puddyton focuses on
strengthening operational support while maintaining a flexible

workforce system.

Founder / Business Owner

Production & QC Marketing & Customer Administration &
Function Relationship Function Finance Function

Part-time Social Media Assistant Administrative

Production (Part—time) Support

Assistant

Figure 6.2 Year 1 Organizational Structure
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Position Main Responsibility Required Competency

Fourid Strategic decision-making, product Business management, product

cillo development, financial control innovation
Production Product preparation and production Baking skill, hygiene standard,
Assistant support SOP implementation
Marketing Social media management and Content creation, digital
Assistant customer communication marketing
Administration Fi D di Data recording and
Support hd. afinsaies IeLorHIng administrative skills

Table 6.13 Required Competencies Year 1

B. Year 3 Organizational Structure

As Puddyton enters a more mature growth stage, the

organizational structure needs to become more specialized.

Founder / CEO

Operations Manager Marketing Manager Finance &

Administration
Production Quality Digital Partnership Finance &
Supervisor Control Marketing & Community Administration
Staff Staff Staff Staff

Production Staff
(Bakers & Assistants)

Figure 6.3 Year 3 Organizational Structure
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6.4.2.3 Recruitment Trigger and Workforce Expansion Plan

Recruitment decisions will be based on operational needs

and measurable business conditions rather than fixed time periods.

Required
Position Recruitment Trigger Expected Benefit
Production utilization exceeds 85% for
Additional three consecutive months or delivery |Increase production capacity and

Production Worker

delays occur

reduce workload pressure

Digital Marketing
Staff

Founder capacity is insufficient to
maintain consistent content production
and campaign evaluation

Improve marketing effectiveness
and brand awareness

Administration
Staff

Transaction volume exceeds manual
recording capability

Improve financial and inventory
accuracy

Operations
Supervisor

Business scale requires daily
operational coordination beyond
founder capacity

Reduce founder dependency

Table 6.14 Recruitment Trigger plan

6.4.2.4 Training and Development Plan

Training Area Target Employee Frequency Objective
gfeﬂﬁ;tggn?rglp G Production Team Quarterly gﬂoiigitsatign;{):;oduct
gc;?:tyHygiene and All Employees Annually :)nr’g)crgt\:feesfood handling
Digital Marketing Marketing Team anﬁsg‘]ltig; asé;ed}g;{t::: E:F?;%?i‘:f;
;igsggﬁ:gand (RGN Administration Team Quarterly Ln;ﬁ{fo\fe GpRRALRTS)

Table 6.15 Training and Development Plan
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6.4.2.5 Labour Budget Allocation

Puddyton applies a gradual workforce investment approach

to maintain financial efficiency while supporting business growth.

Stage Workforce Condition Labour Allocation
Founder, family support, and on- |Based on operational
Current Stage | call workers requirements
Additional production and Approximately 5-10% of annual
Year 1 marketing support revenue
Dedicated operational, marketing, | Approximately 15-20% of
Year 3 and administrative team annual revenue

Table 6.16 Labour Budget Projection

6.4.2.6 Founder Dependency Reduction Strategy

To ensure sustainable growth, Puddyton will gradually

reduce operational dependence on the founder through several

approaches:

A. Development of Standard Operating Procedures (SOPs)

Production, quality control, customer handling, and

administrative processes will be documented to enable

knowledge transfer.

B. Role Delegation System

Responsibilities will gradually be distributed into

production, marketing, finance, and administrative

255




functions.
. Performance Evaluation System

Employee performance will be evaluated using measurable
indicators, including production accuracy, order fulfilment,
customer satisfaction, and operational efficiency.
. Development of Operational Leaders

Experienced team members will be prepared to manage
daily activities independently, allowing the founder to focus

on strategic development and business expansion.

256



CHAPTER VII
CONCLUSIONS AND RECOMMENDATIONS

7.1 Conclusion
7.1.1 Summary and Key Findings

Based on the analysis, implementation results, and validation
activities conducted during the development period, Puddyton
demonstrates potential to develop as a health-conscious bakery brand
through product differentiation, alternative ingredient utilization, and
consumer-oriented marketing approaches. However, the findings should be
interpreted based on the level of evidence obtained during the

implementation period.

The key findings are categorized into three levels:

A. Confirmed by Evidence

The following findings are directly supported by collected

data and implementation results:

e Puddyton has developed a differentiated bakery
product portfolio through the utilization of alternative
ingredients, including cassava flour, sorghum flour,
pumpkin flour, and potato flour, as well as natural
sweeteners such as stevia and palm sugar. These attributes

represent Puddyton’s product formulation approach;
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however, they do not represent clinically validated health
benefits.

Consumer interest toward the healthy bakery concept
was identified through structured customer survey
results. Among 100 respondents, 70% indicated interest in
healthier bakery products, while 29% showed interest in
alternative ingredients as a unique product value. These
results indicate consumer awareness and interest toward the
concept offered by Puddyton.

Community recommendations and word of mouth
represent an important awareness source for Puddyton.
Based on customer survey results, 75% of respondents
identified recommendations from friends, family, or
communities as their source of awareness about Puddyton
products.

Puddyton achieved positive financial performance
during the implementation period. Based on financial
records wusing SIAPIK, Puddyton generated IDR
403,851,500 in revenue and IDR 187,007,665 in profit
during February 2025 to June 2026. These results
demonstrate that Puddyton was able to generate positive

financial performance during the implementation period.
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B. Indicated but Not Proven

Several findings indicate positive potential; however,
further measurement is required before stronger conclusions can be

made:

e Puddyton’s positioning as a health-conscious bakery
shows market potential but has not been fully validated
as a strong brand position. Consumer responses indicate
interest in healthier bakery concepts; however, long-term
brand perception, customer retention, and competitive
positioning require continuous monitoring.

e Digital marketing activities contributed to brand
communication and consumer interaction; however,
their direct impact on sales conversion has not been
fully measured. Instagram and WhatsApp Business
function as important communication channels, but
conversion metrics such as customer acquisition cost,
conversion rate, and repeat purchase rate require further
tracking.

e Product innovation activities, including the launch of
Roti Sosis Solo, Brownacheese, and seasonal products,
indicate opportunities for market expansion. However,

the long-term success of these products requires continuous
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evaluation based on sales performance, customer retention,
and profitability.

e Community collaboration and word of mouth appear to
support brand exposure. However, the extent to which
these activities directly influence revenue growth cannot be
confirmed because specific attribution measurement was

not conducted.

C. Not Yet Validated

Several aspects require further validation before being

considered as established business advantages:

e Puddyton products cannot yet be claimed to provide
specific health benefits or prevent/manage health
conditions, as no laboratory nutritional testing or clinical
validation has been conducted.

o The superiority of Puddyton products compared with
conventional bakery products has not been scientifically
validated. Current differentiation is based on ingredient
selection, product formulation approach, and consumer
perception rather than nutritional performance testing.

o The effectiveness of marketing strategies in creating
long-term customer loyalty has not yet been fully

validated. Further measurement through repeat purchase
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rate, customer lifetime value, and customer retention

analysis is required.

Overall, the implementation results indicate that Puddyton has
established a foundation for further development through product
differentiation, consumer engagement, and positive financial performance.
However, future development should focus on strengthening measurable
business systems, including digital marketing analytics, customer retention
measurement, operational scalability, and evidence-based product

communication.

7.1.2 Reflections and Implemented Strategy

The implementation of Puddyton’s Business
Development Plan provided several managerial insights
regarding the development of a health-conscious bakery
business. The results demonstrate that business growth
requires alignment between product differentiation,
operational capability, consumer communication, and

evidence-based decision-making.

The healthy bakery positioning strategy became one
of Puddyton’s main development approaches through the
utilization of alternative ingredients such as cassava flour,

sorghum flour, pumpkin flour, potato flour, stevia, and palm
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sugar. This strategy successfully established product
attributes that differentiate Puddyton from conventional
bakery products. However, because nutritional laboratory
testing has not been conducted, these attributes should be
communicated as ingredient-based differentiation rather

than verified health benefits.

Community-based marketing and word-of-mouth
strategies showed positive indications in supporting brand
awareness. Customer survey results showed that
recommendations from friends, family, and communities
were the main source of consumer awareness. Nevertheless,
the direct contribution of these activities toward sales
growth has not been fully measured due to the absence of

marketing attribution analysis.

Digital communication through Instagram and
WhatsApp Business supported customer interaction and
product communication. However, future development
requires stronger digital performance measurement,
including tracking customer acquisition sources, conversion

rates, engagement quality, and repeat purchase behavior.

Product innovation activities provided opportunities

for Puddyton to respond to consumer preferences and
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expand product variety. Products such as Roti Sosis Solo,
Brownacheese, and seasonal products demonstrate
Puddyton’s ability to adapt products based on market
feedback. Further evaluation is required to determine their
long-term contribution to revenue, profitability, and

customer retention.

Financially, Puddyton achieved IDR 403,851,500 in
revenue and IDR 187,007,665 in profit during February
2025 to June 2026. This achievement indicates positive
business performance during the implementation period;
however, the relationship between specific strategies and
financial improvement cannot be confirmed without a more

detailed attribution analysis.

Therefore, future development should focus on
strengthening measurable business capabilities, including
structured marketing analytics, customer retention
measurement, operational standardization, production
scalability, and continuous validation of product claims.
These improvements will support Puddyton in developing
from an early growth-stage bakery into a more structured

and sustainable business.
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7.2 Recommendations
7.2.1 Practical Recommendations

Based on the evaluation results, Puddyton’s future development
recommendations are prioritized based on business impact, urgency,
feasibility, and resource availability. The recommended actions focus on
strengthening brand positioning, improving marketing effectiveness,
increasing operational readiness, and developing a more structured

business management system.

The following priority actions are recommended:
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Priority |Issue Identified Recommended Action Timeline  |PIC Esutc'lr;::‘ed KPI Fﬂ’:::::ed
Strengthen product Minimum 12
communication through educational Stiotiger brand
Consumer understanding of |ingredient storytelling, product Founder & IDR contents/month; differegnuation
1 Puddyton’s healthy bakery |education, packaging 0-3 months | Marketin 1,000,000 |increased SR ey
concept is not yet fully information, and transparent Taam 9 |- consumer SONSHE
established communication regarding 3,000,000 |understanding Srra
product attributes without based on peroep
making unverified health claims periodic survey
Develop structured digital Monthly content
Digital marketing activities martkeling Iplagnrng thfrough IDR performance Imprko\.t'_e digital
2 have not been fully tcrgr;:i: que'sqo?nréfzrcoa?;;igze 0-6 months Marketing {2,000,000 |report; tracking ?fi‘a»s;rcteivgr?ess
optimized into measurable monilogi,n s rc:ation PIC - of inquiry-to- P L
sales conversion 9. 9 5,000,000 |purchase puIcasIng
between Instagram and conversion rate |Gonversion
WhatsApp Business
: i 7 Minimum 3
Community collaboration Develop a partnership program :
and word-of-mouth with communities, lifestyle Founder & ISDl;-‘EJO 000 igl?;i?)lﬁations.' E:pg::r:?:g
3 activities have potential but |groups, MSMEs, and relevant 3-6 months |Partnershi |™ : e e stan fHeh
are not systematically organizations with clear p PIC 5.000.000 zc ult'sition custo?'ner trust
managed collaboration objectives T saﬂrce recaaEd
Founder dependency ;;pl:;irétﬁg:a';earrﬂﬁsiIocatmn Job descriptions |Improve
remains high because ﬂna?me and c,ustomer 9 IDR 0— implemented; |operational
4 multiple business functions relation!shi management: 3-12 months |Founder 5.000.000 reduction of efficiency and
are handled by limited e g’ele atego s i duplicated reduce founder
personnel 9 v deleg p responsibilities |dependency
responsibilities
Monthly
performance
Develop a simple business IDR review using Improve
Business decisions are not |dashboard integrating sales Founder & |4 504 gog |Pusiness data; decision-making
5 yet fully supported by records, customer feedback, 6-12 months |Administra | ' product and accuracy and
structured data analysis product performance, and tion PIC 3.000.000 marketing Busmsss contiol
marketing evaluation U decisions based
on recorded
data
Production
Strengthen production SOPs, IDR capacity Maintain
Production scalability needs |quality control systems, Production 5,000,000 |menitoring; product
6 improvement to support inventory monitoring, and 6-12 months PIC - reduction in consistency
future market expansion capacity planning before 15,000,00 |production while supporting
increasing market reach 0 errors and growth
delays
Customer
NO—— Establish customer database Marketing |IDR database m:;an?:r —
7 isdsurainant has ot been and repeat purchase mgnltorlng 6-12 months & o 1,000,000 |established; and support
systematically conducted through WhatsApp Business and Administra (— repeat purchase clistainabla
customer records tion PIC  [3,000,000 |rate measured

monthly

revenue growth

Table 7.1 Puddyton Priority Action Plan
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7.2.2 Implementation Priority Sequence

Based on feasibility and business impact, the implementation

sequence is divided into three stages:

A. Short-Term Priority (0—3 Months)

The first focus should be strengthening Puddyton’s

communication system and internal organization. Priority actions:

1. Strengthen healthy bakery brand communication.
2. Develop clearer marketing content planning.
3. Improve task allocation between founder and supporting

workers.

These actions require relatively low investment but provide
direct impact on consumer understanding and operational

efficiency.

B. Medium-Term Priority (3—6 Months)

The second stage focuses on market expansion and

customer relationship development. Priority actions:

1. Develop community partnership programs.
2. Improve digital marketing measurement.

3. Establish customer database management.
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These activities aim to increase brand exposure while

creating measurable customer acquisition and retention processes.

C. Long-Term Priority (6—12 Months)

The third stage focuses on preparing Puddyton for

sustainable growth.

Priority actions:

1. Strengthen production capacity and SOP implementation.

2. Develop data-based business management systems.

These improvements are necessary before larger market
expansion to ensure that increasing demand can be supported

without reducing product quality.

7.3 Applications of Management Theories
7.3.1 Applications of Management Theories

The management theories applied in this study were selected based
on their relevance to Puddyton’s actual business decisions and
development strategies. Rather than only explaining theoretical concepts,
each theory is connected with the intervention implemented, supporting
evidence, observed results, and limitations identified during the

implementation period.
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The application of management theories in Puddyton’s business

development is summarized as follows:

Theory

Concept Used

Business Decision /

Evidence / Result

Limitation

Intervention
The contribution of
Long-term business Puddyton implemented Based on customer survey results, |relationship marketing
H : relationship-based marketing 75% of respondents discovered toward actual sales
Commitment- relanonshlps Are through community Puddyton through growth cannot be fully
Trust Based bult theaugh collaboration, word of mouth, recommendations from friends, measured because
Relationship C“S‘O"!‘er st d direct customer communication |family, or communities. This customer acquisition
Marketing Theory ggnmlir::}?uesms an via WhatsApp Business, and indicates that trust-based attribution and customer
b : offline interaction through communication plays an important |lifetime value analysis
tiiseaion: bazaars and events. role in consumer awareness. have not yet been
implemented.
Puddyton prioritized market
Businesses can penetration by strengthening . The long-term
grow through market |existing customers through Birgibe DRy 02 JUne 2020, contribution of each
Ansoff Matrix penetration, market |digital marketing, community Zgg%’g?"sggri‘:rra;fgnﬁin d DR growth strategy to
development, relationships, and customer g ; : revenue growth has not
g.s?rr;\zg;') product retenlion._Product development ;ﬁ;g?f-ifégg:;lﬁ;gﬁ;gﬁggg' been separated throulgh
development, or was also implemented through consumer choices and supported product-level profitability
diversification new products such as Roti Sosis market testing and channel performance
strategies. Solo, Brownacheese, and 4 analysis.
seasonal products.
Puddyton used SWOT analysis :
olieriBySustge s dousitines SWOT findings supported gr\:v ac\);'glla?éygfsq:eiesnds
SWOT identifies loyalty, product differentiation), ings supp avey .
internal capabilities |weaknesses (limited resources recommen_datlons ekt Bvidenaeand
_ |and external and digital marketing strengthening brand management
SWOT Analysis | ditions to measurement), opportunities communication, improving digital |ntgrpretat|on. Further
formulate actionable |(healthy food trends), and markeu_ng measurement, . val:dallwor) using
strategies. threats (competition). The results increasing operational capability, _quantltatnre market data
were translated into TOWS and reducing founder dependency. |is requw_red tol sirenglhen
strategies. strategic decisions.
Survey results from 100 The validation was
Business decisions |Puddyton conducted structured |respondents showed consumer conducted within a limited
Customer should be validated |customer surveys, product interest in healthier bakery respondent group and
Validation through customer testing, and direct consumer concepts, with 70% expressing does not represent the
Approach (B2C |needs, preferences, |feedback activities to evaluate |interest in healthier bakery entire bakery market.
Validation and feedback before |consumer interest toward the products. Feedback was also used |Further validation with
Toolset) large-scale healthy bakery concept and for product improvement and larger and more diverse

implementation.

product attributes.

communication strategy
refinement.

customer segments is
required.

7.3.2 Strategic Implications from Management Theory Application

The application of these theories provides several implications for

Puddyton’s future development.

First, the Commitment-Trust Based Relationship Marketing
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Theory confirms that maintaining customer relationships is an important
capability for Puddyton because consumer trust has become one of the
main sources of brand awareness. Therefore, future marketing activities
should continue strengthening customer engagement while developing

measurable customer retention indicators.

Second, the Ansoff Matrix provides a strategic direction that
Puddyton should prioritize strengthening existing markets before
conducting aggressive expansion. This approach 1is aligned with
Puddyton’s current early growth stage, where operational readiness and

customer loyalty need to be strengthened before broader expansion.

Third, the SWOT Analysis provides a framework for aligning
internal capabilities with external opportunities. The results indicate that
Puddyton should focus on improving internal systems, particularly digital
marketing measurement, operational standardization, and human resource

development, before increasing business scale.

Fourth, the Customer Validation Approach emphasizes that
future product development should continue to be based on consumer
feedback rather than internal assumptions. This approach helps Puddyton
reduce product development risk and improve alignment between product

offerings and market expectations.
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7.3.3 Limitations of Theory Application

Although management theories provide useful frameworks for
strategic decision-making, their application in Puddyton still has several
limitations. Most analyses were conducted during an early growth stage
with limited historical business data. Therefore, some strategic outcomes,
such as long-term customer loyalty, marketing return on investment, and

scalability impact, require further measurement.

Future development should strengthen the use of quantitative
indicators, including customer retention rate, marketing conversion rate,
product profitability analysis, and operational efficiency measurement, to

complement the strategic insights generated from management theories.
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APPENDIX

PEMERINTAH REPUBLIK INDONESIA

PERIZINAN BERUSAHA BERBASIS RISIKO
NOMOR INDUK BERUSAHA: 1206250038941

Berdasarkan Undang-Undang Nomor 6 Tahun 2023 tentang Penetapan Peraturan Pemerintah Pengganti Undang-Undang Nomor 2
Tahun 2022 tentang Cipta Kerja Menjadi Undang-Undang, Pemerintah Republik Indonesia menerbitkan Nomor Induk Berusaha
(NIB) kepada:

1. Nama Pelaku Usaha : PUTRI HARDI UTAMI
2. Alamat : PERUM GEBANG PERMAI BLOK N NO 8, JETIS, WEDOMARTANI,
NGEMPLAK, SLEMAN, DAERAH ISTIMEWA YOGYAKARTA, DAERAH
ISTIMEWA YOGYAKARTA 55584, Desa/Kelurahan Wedomartani, Kec.
Ngemplak, Kab. Sleman, Provinsi Daerah Istimewa Yogyakarta
3. Nomor Telepon Seluler §
Email : putri.hardiutami@gmail.com

4. Kode Klasifikasi Baku Lapangan Usaha Indonesia : Lihat Lampiran
(KBLI)
5. Skala Usaha : Usaha Mikro

NIB ini berlaku di seluruh wilayah Republik Indonesia selama menjalankan kegiatan usaha dan berlaku sebagai hak akses
kepabeanan, pendaftaran kepesertaan jaminan sosial kesehatan dan jaminan sosial ketenagakerjaan, serta bukti pemenuhan
laporan pertama Waijib Lapor Ketenagakerjaan di Perusahaan (WLKP).

Pelaku Usaha dengan NIB tersebut di atas dapat melaksanakan kegiatan berusaha sebagaimana terlampir dengan tetap
memperhatikan ketentuan peraturan perundang-undangan.

NIB ini merupakan perizinan tunggal yang berlaku sebagai:

1. Persetujuan penggunaan tanda Standar Nasional Indonesia (SNI) berdasarkan pernyataan mandiri pelaku usaha dan setelah
memperoleh pembinaan dan/atau pendampingan dari Pemerintah Pusat dan Pemerintah Daerah; dan

2. Sertifikasi jaminan produk halal berdasarkan pernyataan mandiri pelaku usaha dan setelah memperoleh pembinaan dan/atau
pendampingan Proses Produk Halal (PPH) dari Pemerintah Pusat dan Pemerintah Daerah,

sesuai dengan ketentuan peraturan perundang-undangan.

Diterbitkan di Jakarta, tanggal: 12 Juni 2025

Menteri Investasi dan Hilirisasi/
Kepala Badan Koordinasi Penanaman Modal,

o
Ditandatangani secara elektronik

Dicetak tanggal: 12 Juni 2025

1. Dokumen ini diterbit sistem 0SS data dari Pelaku Usaha, tersimpan dalam sistem OSS, yang menjadi tanggung jawab

Pelaku Usaha. ' Balai
2. Dalam hal terjadi liruan isi d ini akan dilak bai bagair i ‘ Sertifikasi
3. Dokumen ini telah dit secara i sertifikat ik yang diterbitkan oleh BSrE-BSSN. N Elektronik
4. Daia lengkap Perizinan Berusaha dapat diperoleh melalui sistem OSS menggunakan hak akses.

Appendix 1 : NIB Certificate Page 1
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PEMERINTAH REPUBLIK INDONESIA

PERIZINAN BERUSAHA BERBASIS RISIKO
LAMPIRAN
NOMOR INDUK BERUSAHA: 1206250038941

Lampiran berikut ini memuat daftar bidang usaha untuk:

No| Kode KBLI Judul KBLI Lokasi Usaha Tlr.lg.kat = Perizinan Berusaha
Risiko Jenis Status Keterangan
110710 Industri Perum JI. Candi Gebang Permai Rendah NIB Terbit H

Produk Roti|Blok N no 8, Jetis, Wedomartani,
DanKue |Ngemplak, Sleman, Daerah
Istimewa Yogyakarta, Daerah
Istimewa Yogyakarta 55584,
Desa/Kelurahan Wedomartani, Kec.
Ngemplak, Kab. Sleman, Provinsi
Daerah Istimewa Yogyakarta

Kode Pos: 55584

Usaha Mikro berjalan sejak:
September 2022

-

Dengan ketentuan bahwa NIB tersebut hanya berlaku untuk Kode dan Judul KBLI yang tercantum dalam lampiran ini.

2. Pelaku Usaha wajib memenuhi persyaratan dan/atau kewajiban sesuai Norma, Standar, Prosedur, dan Kriteria (NSPK)
Kementerian/Lembaga (K/L).

3. Pengawasan pemenuhan persyaratan dan/atau kewajiban Pelaku Usaha dilakukan oleh Kementerian/Lembaga/Pemerintah
Daerah terkait.

4. Lampiran ini merupakan bagian tidak terpisahkan dari dokumen NIB tersebut.

1. Dokumen ini diterbit sistem OSS ber data dari Pelaku Usaha, tersimpan dalam sistem OSS, yang menjadi tanggung jawab
Pelaku Usaha. ' Balai

2. Dalam hal tejadi kekeli isi dok ini akan rbaif i mestinya. d Sertifikasi

3. Dokumen ini telah secara sertifikat yang di oleh BSrE-BSSN. A ) Elektronik

Dala lengkap Perizinan Berusaha dapat diperoleh melalui sistem OSS menggunakan hak akses.

Appendix 2 : NIB Certificate Page 2
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REPUBLIK INDONESIA
(REPUBLIC OF INDONESIA)
Loand 923 &) ) sgan
SERTIFIKAT HALAL
(HALAL CERTIFICATE)

Dlall salgs

Nomor Sertifikat ID34410024896760725 silesll

Certificate Number

Berdasarkan keputusan komite fatwa produk halal nomor :
Based on the decree to stipulating halal products of fatwa committee :

L g A ) gand Aol (55805 ) ) (6 Sl (alaa ) A e

KF-SD-202507273784 Tanggal 27 Juli 2025

Jenis Produk Produk bakeri c‘,', J 3
Type of Product - &}‘
Nama Produk -Terlampir / As Attached- c“, vl
Name of Product . e~
Nama Pelaku Usaha PUTRI HARDI UTAMI PEA | \
Name of Company e
Alamat Pelaku Usaha PERUM GEBANG PERMAI BLOK N NO 8, JETIS, i< ) | u|}_“-_
Company's Address WEDOMARTANI, NGEMPLAK, SLEMAN, DAERAH

ISTIMEWA YOGYAKARTA, DAERAH ISTIMEWA
YOGYAKARTA 55584Ngemplak, SLEMAN, DI

YOGYAKARTA, -,
Diterbitkan di Jakarta pada 27 Juli 2025 34l . = <A A
Issued in Jakarta on .
o U Slay
Telah memenuhi ketentuan perundang-undangan
Has complied with the provision of laws and regulations
el WSl i gl S8
KEPALA
BADAN PENYELENGGARA JAMINAN PRODUK HALAL
HEAD OF HALAL PRODUCT ASSURANCE BODY
- - - o . % .

el ladial) o Sy ash
Ahmad Haikal Hasan D ini telah dita i secara elektronik menggunakan sertifikat elektronik Balai

yang diterbitkan oleh Balai Sertifikasi Elektronik, BSSN Eartikant

Appendix 3 : HALAL Certificate Page 1
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i
REPUBLIK INDONESIA
(REPUBLIC OF INDONESIA)

Laad 92) 43 ) e
LAMPIRAN SERTIFIKAT HALAL
(THE ATTACHMENT OF HALAL CERTIFICATE)

Plal 535 43 e

Nomor Sertifikat ID34410024896760725 sl o

Certificate Number

Nama Pelaku Usaha PUTRI HARDI UTAMI is)&jl ?_H,|
Name of Company

Jenis Produk Produk bakeri it 3
Type Product C-,u""j £
Alamat Pabrik Puddyton . Jilon
Factory's Address Perum Gebang Permai Blok N No. 8 Gebang, Jetis, Kel. Wedomartani, Kec. & | ul"&

Ngemplak, SLEMAN, DI YOGYAKARTA, 55584, Indonesia

Daftar Produk / Product Name

=2
=]

Nama Produk/ Product Name
Cake Pisang

Brownies

Marble Cake

Roti Kacang Merah

Roti Garlic Butter Cheese
Roti Coklat

Nastar

Cookies Palm Sugar

N n s W N~

Roti Nanas

Cookies Oatmeal

—
<

Hal 1 / Total Produk: 10
Diterbitkan di Jakarta pada 27 Juli 2025 b UGSl saled) & ol

Issued in Jakarta on

KEPALA
BADAN PENYELENGGARA JAMINAN PRODUK HALAL
HEAD OF HALAL PRODUCT ASSURANCE BODY

Balal
Sertifikasi
Elektronik

Ahmad Haikal Hasan Dok ini telah ditand, i secara elektronik menggunakan sertifikat elektronik
yang diterbitkan oleh Balai Sertifikasi Elektronik, BSSN .

Appendix 4 : HALAL Certificate Page 2
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(REPUBLIC OF INDONESIA)
Lo 523 4y ) ggan
LAMPIRAN SERTIFIKAT HALAL
(THE ATTACHMENT OF HALAL CERTIFICATE)

Dhal skt 43k o

Nomor Sertifikat ID34410024896760725 saleddl 3

Certificate Number

Nama Pelaku Usaha PUTRI HARDI UTAMI i< )_‘;‘_“ ?__J
Name of Company

Jenis Produk Produk bakeri c‘,', A 5
Type Product - E’ -

Daftar Gerai / Outlet
No | Nama Gerai / Outlet

1 Puddyton - Perum Gebang Permai Blok N No. 8 Gebang, Jetis, Kel. Wedomartani, Kec. Ngemplak
Hal 1 / Total Outlet: 1

Diterbitkan di Jakarta pada 27 Juli 2025 31 Slas ol @ i
Issued in Jakarta on QA .)S — LG'“‘] |l

KEPALA
BADAN PENYELENGGARA JAMINAN PRODUK HALAL
HEAD OF HALAL PRODUCT ASSURANCE BODY

Dhal latigll e TS, past 5

Balai
Sertifikasi
Elektronik

Ahmad Haikal Hasan Dok ini telah di i secara ik menggunakan sertifikat elektronik
yang diterbitkan oleh Balai Sertifikasi Elektronik, BSSN

»
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Appendix 5 : HALAL Certificate Page 3

PEMERINTAH REPUBLIK INDONESIA

PERIZINAN BERUSAHA UNTUK MENUNJANG KEGIATAN USAHA
SERTIFIKAT PEMENUHAN KOMITMEN PRODUKSI PANGAN OLAHAN
INDUSTRI RUMAH TANGGA
(SPP-IRT)

PB-UMKU: 120625003894100000001

Pemerintah Republik Indonesia menerbitkan Perizinan Berusaha Untuk Menunjang Kegiatan Usaha (PB-UMKU), yang

merupakan Sertifikat Pemenuhan Komitmen Produksi Pangan Olahan Industri Rumah Tangga (SPP-IRT) kepada Pelaku Usaha
berikut ini:

1. Nama Pelaku Usaha : PUTRI HARDI UTAMI
2. Nomer Induk Berusaha (NIB) : 1206250038941
3. Alamat Kantor : PERUM GEBANG PERMAI BLOK N NO 8, JETIS, WEDOMARTANI,

NGEMPLAK, SLEMAN, DAERAH ISTIMEWA YOGYAKARTA, DAERAH
ISTIMEWA YOGYAKARTA 55584, Desa/Kelurahan Wedomartani, Kec.
Ngemplak, Kab. Sleman, Provinsi Daerah Istimewa Yogyakarta
Kode Pos:

4. Status Penanaman Modal : Penanaman Modal Dalam Negeri (PMDN)

5. Kode Klasifikasi Baku Lapangan Usaha: 10710 - Industri Produk Roti Dan Kue

Indonesia (KBLI)

6. Lokasi Usaha :Perum JI. Candi Gebang Permai Blok N no 8, Jetis, Wedomartani,
Ngemplak, Sleman, Daerah Istimewa Yogyakarta, Daerah Istimewa
Yogyakarta 55584 Desa/Kelurahan Wedomartani, Kec. Ngemplak, Kab.
Sleman, Provinsi Daerah Istimewa Yogyakarta
Kode Pos: 55584

Akan Memenuhi Komitmen/Persyaratan:
1. Mengikuti Penyuluhan Keamanan Pangan
2. Memenuhi persyaratan Cara Produksi Pangan yang Baik untuk Industri rumah Tangga (CPPB-IRT) atau higiene, sanitasi
dan dokumentasi
3. Memenuhi persyaratan keamanan, mutu, label dan iklan pangan olahan

Lampiran Perizinan Berusaha Untuk Menunjang Kegiatan Usaha ini memuat data teknis yang merupakan bagian tidak
terpisahkan dari dokumen ini. Pelaku Usaha tersebut di atas wajib menjalankan kegiatan usahanya sesuai dengan ketentuan
perundang-undangan yang berlaku.

Diterbitkan tanggal: 12 Juni 2025

a.n. Bupati Sleman
Kepala DPMPTSP Kabupaten Sleman,
BEERERE

Ditandatangani secara elektronik
Dicetak tanggal: 12 Juni 2025

1. Dokumen ini diterbitkan sistem OSS berdasarkan data dari Pelaku Usaha, tersimpan dalam sistem OSS, yang menjadi tanggung jawab Pelaku Usaha.
2. Dalam hal terfadi kekeliruan isi dokumen ini akan difakukan perbaikan sebagaimana mestinya.
3. Dala lengkap Perizinan Berusaha dapat diperoleh melalui sistem OSS menggunakan hak akses
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Appendix 6 : P-IRT Certificate

Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon
Beban Penyusutan
Beban Umum dan Administrasi
Beban Lain
Beban Bunga
Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemiilik

Saldo Laba (Rugi) Akhir

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Februari 2025

Rupiah

Rp12,640,000
Rp0
Rp12,640,000

Rp6,879,100
Rp500,000
Rp0

Rp0

Rp0
Rp250,000
Rp0

Rp0

Rp0O

Rp0

Rp0

Rp0
Rp7,629,100
Rp5,010,900
Rp0

Rp0
Rp5,010,900

Appendix 7 : Profit and Loss Report February 2025
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon

Beban Penyusutan

Beban Umum dan Administrasi

Beban Lain
BebanBunga
Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Maret 2025

Rupiah

Rp8,730,000
Rp0
Rp8,730,000

Rp4,729,335
Rp580,000
Rp0

Rp0

Rp0
Rp200,000
Rp0O

Rp0

Rp0
Rp500,000
Rp0

Rp0
Rp6,009,335
Rp2,720,665
Rp5,010,900
Rp0
Rp7,731,565

Appendix 8 : Profit and Loss Report March 2025
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon

Beban Penyusutan

Beban Umum dan Administrasi

Beban Lain

Beban Bunga

Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per April 2025

Rupiah

Rp6,482,000
Rp0
Rp6,482,000

Rp3,446,000
Rp0

Rp0O
Rp200,000
Rp0

Rp0

Rp0

Rp0

Rp0
Rp525,000
Rp0

Rp0
Rp4,171,000
Rp2,311,000
Rp7,731,565
Rp0
Rp10,042,565

Appendix 9 : Profit and Loss Report April 2025
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon
Beban Penyusutan
Beban Umum dan Administrasi
Beban Lain
Beban Bunga
Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Mei 2025

Rupiah

Rp10,450,000
Rp0O
Rp10,450,000

Rp5,475,000
Rp500,000
Rp0

Rp0O

Rp0O
Rp200,000
Rp0O

Rp0O

Rp0

Rp0O

Rp0O

Rp0O
Rp#6,175,000
Rp4,275,000
Rp10,042,565
Rp0
Rp14,317,565

Appendix 10 : Profit and Loss Report May 2025
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon

Beban Penyusutan

Beban Umum dan Administrasi

Beban Lain

Beban Bunga

Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Juni 2025

Rupiah

Rp13,350,000
Rp0
Rp13,350,000

Rp6,975,000
Rp500,000
Rp0

Rp0

Rp0
Rp200,000
Rp100,000
Rp0

Rp0
Rp175,000
Rp0

Rp0
Rp7,950,000
Rp5,400,000
Rp14,317,565
Rp0
Rp19,717,565

Appendix 11 : Profit and Loss Report June 2025
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon

Beban Penyusutan

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Juli 2025

Beban Umum dan Administrasi

Beban Lain

Beban Bunga

Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Rupiah

Rp6,486,000
Rp0
Rp6,486,000

Rp3,480,000
Rp0

Rp0
Rp161,500
Rp0
Rp100,000
Rp0

Rp0

Rp0
Rp550,000
Rp0

Rp0
Rp4,291,500
Rp2,194,500
Rp19,717,565
Rp0
Rp21,912,065

Appendix 12 : Profit and Loss Report July 2025
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Agustus 2025

Keterangan Rupiah
PENGHASILAN

Penjualan Rp8,172,000

Penghasilan Lain Rp0

Jumlah penghasilan Rp8,172,000
BEBAN

Beban Bahan Material Rp4,220,000

Beban Tenaga Kerja Rp200,000

Beban Sewa Rp0

Beban Transportasi Rp0

Beban Bahan Bakar RpO

Beban Listrik Rp100,000

Beban Air Rp0

Beban Telepon Rp0

Beban Penyusutan Rp0O

Beban Umum dan Administrasi Rp300,000

Beban Lain Rp0

Beban Bunga Rp0

Jumlah beban Rp4,820,000
Laba (Rugi) Rp3,352,000
Saldo Laba (Rugi) Awal Rp21,912,065
Penarikan Oleh Pemilik Rp0
Saldo Laba (Rugi) Akhir Rp25,264,065

Appendix 13 : Profit and Loss Report August 2025
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba

Per September 2025
Keterangan Rupiah
PENGHASILAN
Penjualan Rp27,430,000
Penghasilan Lain Rp0O
Jumlah penghasilan Rp27,430,000
BEBAN
Beban Bahan Material Rp13,565,000
Beban Tenaga Kerja Rp300,000
Beban Sewa Rp0
Beban Transportasi Rp0
Beban Bahan Bakar Rp0
Beban Listrik Rp200,000
Beban Air Rp0O
Beban Telepon Rp0
Beban Penyusutan Rp0
Beban Umum dan Administrasi Rp0
Beban Lain Rp0
Beban Bunga Rp0
Jumlah beban Rp14,065,000
Laba (Rugi) Rp13,365,000
Saldo Laba (Rugi) Awal Rp25,264,065
Penarikan Oleh Pemilik Rp0
Saldo Laba (Rugi) Akhir Rp38,629,065

Appendix 14 : Profit and Loss Report September 2025
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Oktober 2025

Keterangan Rupiah
PENGHASILAN

Penjualan Rp30,760,000

Penghasilan Lain Rp0

Jumlah penghasilan Rp30,760,000
BEBAN

Beban Bahan Material Rp15,555,000

Beban Tenaga Kerja Rp400,000

Beban Sewa Rp0

Beban Transportasi Rp0

Beban Bahan Bakar Rp0

Beban Listrik Rp250,000

Beban Air Rp0

Beban Telepon Rp0

Beban Penyusutan Rp0

Beban Umum dan Administrasi Rp0

Beban Lain Rp0O

Beban Bunga Rp0O

Jumlah beban Rp16,205,000
Laba (Rugi) Rp14,555,000
Saldo Laba (Rugi) Awal Rp38,629,065
Penarikan Oleh Pemilik Rp0
Saldo Laba (Rugi) Akhir Rp53,184,065

Appendix 15 : Profit and Loss Report October 2025
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba

Per November 2025
Keterangan Rupiah
PENGHASILAN
Penjualan Rp35,034,000
Penghasilan Lain Rp0
Jumiah penghasilan Rp35,034,000
BEBAN
Beban Bahan Material Rp15,855,000
Beban Tenaga Kerja Rp300,000
Beban Sewa Rp0
Beban Transportasi Rp0
Beban Bahan Bakar Rp0
Beban Listrik Rp200,000
Beban Air Rp0
Beban Telepon Rp0
Beban Penyusutan Rp0
Beban Umum dan Administrasi Rp0
Beban Lain Rp0
Beban Bunga Rp0
Jumlah beban Rp16,355,000
Laba (Rugi) Rp18,679,000
Saldo Laba (Rugi) Awal Rp53,184,065
Penarikan Oleh Pemilik Rp0
Saldo Laba (Rugi) Akhir Rp71,863,065

Appendix 16 : Profit and Loss Report November 2025
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Desember 2025

Keterangan Rupiah
PENGHASILAN

Penjualan Rp49,300,000

Penghasilan Lain Rp0

Jumlah penghasilan Rp49,300,000
BEBAN

Beban Bahan Material Rp24,370,000

Beban Tenaga Kerja Rp200,000

Beban Sewa Rp0O

Beban Transportasi Rp0

Beban Bahan Bakar Rp0

Beban Listrik Rp250,000

Beban Air Rp0

Beban Telepon Rp0

Beban Penyusutan Rp0

Beban Umum dan Administrasi Rp0O

Beban Lain Rp0O

Beban Bunga Rp0

Jumlah beban Rp24,820,000
Laba (Rugi) Rp24,480,000
Saldo Laba (Rugi) Awal Rp68,315,065
Penarikan Oleh Pemilik Rp0
Saldo Laba (Rugi) Akhir Rp92,795,065

Appendix 17 : Profit and Loss Report December 2025
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Januari 2026

Keterangan Rupiah
PENGHASILAN
Penjualan Rp25,790,000
Penghasilan Lain Rp0
Jumlah penghasilan Rp25,790,000
BEBAN
Beban Bahan Material Rp12,800,000
Beban Tenaga Kerja Rp150,000
Beban Sewa Rp0
Beban Transportasi Rp0
Beban Bahan Bakar Rp0
Beban Listrik Rp250,000
Beban Air Rp0
Beban Telepon Rp0
Beban Penyusutan Rp0
Beban Umum dan Administrasi Rp0
Beban Lain Rp0
Beban Bunga Rp0
Jumlah beban Rp13,200,000
Laba (Rugi) Rp12,590,000
Saldo Laba (Rugi) Awal Rp92,795,065
Penarikan Oleh Pemilik Rp10,000,000
Saldo Laba (Rugi) Akhir Rp95,385,065

Appendix 18 : Profit and Loss Report January 2026
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Februari 2026

Keterangan Rupiah
PENGHASILAN

Penjualan Rp41,280,000

Penghasilan Lain Rp0

Jumlah penghasilan Rp41,280,000
BEBAN

Beban Bahan Material Rp18,230,000

Beban Tenaga Kerja Rp200,000

Beban Sewa Rp0

Beban Transportasi Rp0O

Beban Bahan Bakar Rp0O

Beban Listrik Rp150,000

Beban Air Rp0

Beban Telepon Rp0

Beban Penyusutan Rp0

Beban Umum dan Administrasi Rp0O

Beban Lain Rp0

Beban Bunga Rp0

Jumlah beban Rp18,580,000
Laba (Rugi) Rp22,700,000
Saldo Laba (Rugi) Awal Rp95,385,065
Penarikan Oleh Pemilik Rp0
Saldo Laba (Rugi) Akhir Rp118,085,065

Appendix 19 : Profit and Loss Report February 2026
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon
Beban Penyusutan
Beban Umum dan Administrasi
Beban Lain
Beban Bunga
Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Maret 2026

Rupiah

Rp32,095,000
Rp0
Rp32,095,000

Rp17,305,000
Rp200,000

Rp0

Rp0

Rp0

Rp200,000

Rp0

Rp0

Rp0

Rp0

Rp0

Rp0
Rp17,705,000
Rp14,390,000
Rp118,085,065
Rp0
Rp132,475,065

Appendix 20 : Profit and Loss Report March 2026
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon

Beban Penyusutan

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per April 2026

Beban Umum dan Administrasi

Beban Lain

Beban Bunga

Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Rupiah

Rp28,150,000
Rp0
Rp28,150,000

Rp15,480,000
Rp200,000

Rp0

Rp0

Rp0

Rp100,000

Rp0

Rp0

Rp0

Rp0

Rp0

Rp0
Rp15,780,000
Rp12,370,000
Rp132,475,065
Rp0
Rp144,845,065

Appendix 21 : Profit and Loss Report April 2026
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Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba

Per Mei 2026
Keterangan Rupiah
PENGHASILAN
Penjualan Rp33,675,000
Penghasilan Lain Rp0
Jumlah penghasilan Rp33,675,000
BEBAN
Beban Bahan Material Rp18,850,000
Beban Tenaga Kerja Rp300,000
Beban Sewa Rp0
Beban Transportasi Rp0
Beban Bahan Bakar Rp0
Beban Listrik Rp150,000
Beban Air Rp100,000
Beban Telepon Rp0
Beban Penyusutan Rp0
Beban Umum dan Administrasi Rp0
Beban Lain Rp0
Beban Bunga Rp0
Jumlah beban Rp19,400,000
Laba (Rugi) Rp14,275,000
Saldo Laba (Rugi) Awal Rp143,345,065
Penarikan Oleh Pemilik Rp0
Saldo Laba (Rugi) Akhir Rp157,620,065

Appendix 22 : Profit and Loss Report May 2026
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Keterangan
PENGHASILAN
Penjualan
Penghasilan Lain
Jumlah penghasilan
BEBAN
Beban Bahan Material
Beban Tenaga Kerja
Beban Sewa
Beban Transportasi
Beban Bahan Bakar
Beban Listrik
Beban Air
Beban Telepon
Beban Penyusutan
Beban Umum dan Administrasi
Beban Lain
Beban Bunga
Jumlah beban
Laba (Rugi)
Saldo Laba (Rugi) Awal
Penarikan Oleh Pemilik

Saldo Laba (Rugi) Akhir

Puddyton Bakery
Laporan Laba Rugi dan Saldo Laba
Per Juni 2026

Rupiah

Rp34,027,500
Rp0
Rp34,027,500

Rp19,287,000
Rp200,000

Rp0

RpO

RpO

Rp200,000

RpO

Rp0

RpO

Rp0O

Rp0

RpO
Rp19,687,000
Rp14,340,500
Rp157,620,065
Rp0
Rp171,960,565

Appendix 23 : Profit and Loss Report Jun 2026
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CASH FLOW REPORT FEBUARY 2025 - JUNE 2026

MONTH February 2025 March2025 April 2025 May 2025 June 2025 July 2025

INFORMATION Rupiah Rupiah Rupiah Rupiah Rupiah Rupiah

CASH AND CASH EQUIVALENT RECEIPTS 22,640,000 8,730,000 6,482,000 10,450,000 13,350,000 6,486,000

Business Activity 12,640,000 8,730,000 6,482,000 10,450,000 13,350,000 6,486,000

Loan Acceptance ] 0 0 0 0 0

A Capital 10,000,000 0 0 0 0 0

CASH AND CASH EQUIVALENTS DISBURSEMENTS 9,992,000 5,623,520 9,566,000 7,000,000 8,250,000 4,291,500

Business Activity 9,992,000 5,623,520 9,566,000 7,000,000 8,250,000 4,291,500

Loan Payment 0 0 0 0 0 0

Capital Withdrawal ] 0 0 0 0 0

Increase 12.648,000 3,106,480 -3.084.000 9,750,000 5,100,000 2,194,500
] 12,648,000 15,754,480 12,670,480 22,420,480 27,520,480

ending balance 12,648,000 15,754,480 12,670,480 22,420,480 27,520,480 29,714,980

CASH FLOW REPORT FEBUARY 2025 - JUNE 2026

MONTH August 2025 |September2025| October 2025 |November 2025|December 2025, Janary 2026

INFORMATION Rupiah Rupiah Rupiah Rupiah Rupiah Rupiah

CASH AND CASH EQUIVALENT RECEIPTS 8,172,000 27,430,000 30,760,000 35,034,000 49,300,000 25,790,000

Business Activity 8,172,000 27,430,000 30,760,000 35,034,000 49,300,000 25,790,000

Loan Acceptance 0 0 0 0 0 0

Additional Capital 0 0 0 0 0 0

CASH AND CASH EQUIVALENTS DISBL TS 4,820,000 14.065,000 16,205,000 17,955,000 24,820,000 23,200,000

Business Activity 4,820,000 14.065,000 16,205,000 17,955,000 24,820,000 13,200,000

Loan Payment ] 0 0 0 0 0

Capital Withdrawal 0 0 0 0 0 10,000,000

Increase 3,352,000 13,365,000 14,555,000 17,079,000 24,480,000 2,590,000

beginning balance 29,714,980 33,066,980 46,431,980 60,986,980 77,717,980 102,197,980

ending balance 33,066,980 46,431,980 60,986,980 78,065,980 102,197,980 104,787,980

CASH FLOW REPORT FEBUARY 2025 - JUNE 2026

MONTH February 2026 March 2026 April2026 May 2026 June 2026

INFORMATION Rupiah Rupiah Rupiah Rupiah Rupiah

CASH AND CASH EQUIVALENT RECEIPTS 41,280,000 32,095,000 28,150,000 33,675,000 34,027,500

Business Activity 41,280,000 32,095,000 28,150,000 33,675,000 34,027,500

Loan Acceptance 0 0 0 0 0

Additional Capital 0 0 0 0 0

CASH AND CASH EQUIVALENTS DISBURSEMENTS 18,580,000 17,705,000 15,780,000 19,400,000 19,687,000

Business Activity 18,580,000 17,705,000 15,780,000 19,400,000 19,687,000

Loan Payment 0 0 0 0 0

Capital Withdrawal ] ] 0 0 0

Increase 22,700,000 14,390,000 12,370,000 14,275,000 14,340,500

beginning balance 104,787,980 127,487,980 141,877,980 154,247,980 168,522,980

ending balance 127,487,980 141,877,980 154,247,980 168,522,980 182,863,480

Appendix 24 : Cash Flow Report February 2025-June 2026
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Description

ASSETS
Cash
Savings / Electronic Wallet
Current Account
Time Deposit
Accounts Receivable
Inventory of Raw Materials
Prepaid Expenses
Fixed Assets
Accumulated Depreciation
Other Assets
Total Assets

LIABILITIES
Bank Loans
Business Loans
Other Payables
Accounts Payable
Unearned Revenue
Non-Bank Payables
Total Liabilities

EQUITY
Retained Earnings
Capital
Total Equity

Total Assets

Total Liabilities and Equity

Puddyton Bakery
Statement of Financial Position (Balance Sheet)
As of 2025

Amount (Rupiah)

Rp97,085,480
Rp5,112,500
Rp0

Rp0

Rp0
Rp1,197,085
Rp0

Rp0

Rp0
Rp2,600,000
Rp105,995,065

Rp0
Rp0
Rp0
Rp0
Rp0
Rp0
Rp0

Rp92,795,065

Rp10,000,000
Rp102,795,065
Rp105,995,065
Rp102,795,065

Appendix 25 :

Balance Sheets 2025
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Description

ASSETS
Cash
Savings / Electronic Wallet
Current Account
Time Deposit
Accounts Receivable
Inventory of Raw Materials
Prepaid Expenses
Fixed Assets
Accumulated Depreciation
Other Assets
Total Assets

LIABILITIES
Bank Loans
Business Loans
Other Payables
Accounts Payable
Unearned Revenue
Non-Bank Payables
Total Liabilities
EQUITY
Retained Earnings
Capital
Total Equity

Total Assets

Total Liabilities and Equity

Puddyton Bakery

Statement of Financial Position (Balance Sheet)

As of 2026

Amount (Rupiah)

Rp177,750,980
Rp5,112,500
Rp0

Rp0

Rp0
Rp1,197,085
Rp0

Rp0

Rp0
Rp2,600,000
Rp186,660,565

Rp0
Rp0
Rp0
Rp0
Rp0
Rp0
Rp0

Rp171,960,565
Rp10,000,000
Rp181,960,565
Rp186,660,565
Rp181,960,565

Appendix 26 : Balance Sheets 2026
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Appendix 27 : Puddyton social media
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Appendix 28 : Mini Demonstration of Harvest Crunch Production
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Appendix 29 : Puddyton on Ramadhan Market Fest at IBISMA UII
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Appendix 30 : Puddyton on Srawung Sponsorship Event with Masihan.Id Community
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Appendix 31 : Puddyton on Vatsalya Collaboration Event with Masihan.Id Community
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Appendix 32 : Puddyton on Meaningful Participation regarding the use of Fintech and

Digital Financial Assets in the development of the MSME ecosystem at Badan Supervisi OJK
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Cake & Bakery

B karena udah membantu mempromosikan bisnis Aku

Appendix 33 : Puddyton on BISIKAN Project With HIPMI PT UII
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Appendix 34 : Puddyton on Bizdesign at FBE UII
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Appendix 35 : Puddyton on Morning Talk with Ganjar Pranowo at 14,2 Running Club
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Puddyton

Putri Hardi Utami
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Appendix 36 : Puddyton on Career Business Fest 2025 at FBE UII
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SERTIFIKAT

Diberikan kepada:

Luddlyton

Sebagai lenant dalam Kegiatan PAS NgabubuART yang diselenggarakan
oleh Pendhapa Art Space, 8 Maret 2026.

Yogyakarta, 8 Maret 2026

e

/

Direktur Pendhapa Art Space
Ganes Satya Aji

Appendix 37 : Puddyton on Ngabubuart at Pendhapa Art Space
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Appendix 40 : Puddyton on Rasa Pora at Lippo Plaza Yogyakarta
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No Question Catagory |Answear Chart
13-17 Usia Resgongen
16-24 [ . )
25-34 86%
1
hae 3544 7%
45-55 1%
65+
Mahasiswa 4%
pekerjagn
Ibu Rumah tangga oL R Te—
Pegawai swasta 4% P
Pegawai Negri 3% o rion i
2 Occupation g _ g i
Pengajar 6%
Dokter 2%
Apoteker
Wiraswsta 51%
DI Yogyakarta Q2% | Dol Reponden D
Magelang 5% =
a Domici Semarang 2%, Simire
omiete DKI Jakarta 1%
Bandung
Respondent
Profile Solo —
Mo'e Than s times a monm 19% Ualeim snite b, sedsenin s ing Aods muindseds s, b alies arlarn bk o
In a month, how often do -5 fimes:a:mant 50% o .
4 you buy bread, cakes, or : i
bakery snacks? 3-4 times a month 26%
1-2 times a month 50
yes, Uﬂen ﬁ?% .:II‘:;I:‘..‘... e . e ——— — ]y S— i
Have you ever bought yes, once in a while 259
5 bakery food products that
claim to be healthier?
ever but rarely 8%
not yet
Already know about and have purchased
Puddyton product %) s o e [
Already know about, but have never
Have you heard of or purchased Puddyton products 23%
6 ever purchased a

Puddyton product?

Have heard of Puddyton, but have never
bought it?

never heard of or bought Puddyton
products

Appendix 41 : Structure Customer Survey Respondent Profile Survey Result
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No Question Catagory Chart
A bakery concept that is healthier than . = e i = D copvers
most bakery products 70% Pt s
) The unigueness of the raw materials
What was the first thing used (pumpkin flour, cassava flour, 29%
thbat ialglggcti:'t(:)ur attention sorghum flour, pumpkin and potato flour) Lo rir
about Pu n T o
products? often talked about by family/friends/ 1%
colleagues
. Puddyton's product display and content
Attantion presentation on social media
recommendations from friends/family/ L D e — e
; other customers PN ————
Through what media or i = —
sources are you most Information from communities or activities 21%
likely to learn about and related to a healthy lifestyle
pay attention to Puddyton product information or catalog via 49
products? WhatsApp or Instagram : .
often appears at bazaars
Products are made by minimizing the use
of additional ingredients such as 36% o 1D comyemt
i IS A fragrances, softeners and bleach. Pl Terabat Aac trta unuk rAgetats produk Wbk Tt
Puddyton's concept as a product options and flavers that puddyton 44% Tepe
healthy bakery, what offers
made you most interested Lower sugar content than regular bakery 59
in learning more about products t
the product? Interaction | Use of local and alternative raw materials
such as cassava, sorghum, pumpkin and | 15%
potatoes
testimonials or experiences of consumers 31%| ;
What information would who have already purchased CHEE
you most like to know taste and texture of the product 42%
before deciding to try A = =
Puddyton products? raw materials and product composition 27%
product price and size
The product has a good taste even 5007 | oo et s s e s P om—
though it uses a healthier concept. 0| ot oo
Products use more natural ingredients | o
What factors would most and alternative local il 42%
increase your desire to try The product h n Tt
Pudd ducts? e pi u |as a lower sugar conten
uddyton products than regular bakery products. 5%
Desi The product has a uniqueness that is 15
asires different from bakery products in general. 4
when the taste, quality and price of the 51%
Under what product are deemed to suit my needs 2
circumstances are you
; When you want to try bakery products
most likely to choose , 4 : i 39%
Puddyton products over with unique local ingredients
regular bakery products? when looking for snacks with more
natural ingredients
family/friend/community 77%
Wit faitors st recommendations
motivated you to make clear and attractive product information 19%
your first purchase of a via Instagram
Puddyton product? Ease of ordering via WhatsApp 4%
product options at appropriate prices
Action &
recommend puddyton to others 95% ey "
After trying and being repurchase the same product 3%
satisfied with Puddyton try other Puddyton product variants
products, what action are
you most likely to take? Follow Puddyton on Instagram or
WhatsApp to get the latest product 2%
information.

Appendix 42 : _Survey Results
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No Question Catagory Answear

i ity
18-24 19%

1|Age 25-34 2%
35-44 %
45-55 2%
56-64
Palagan 48% | Domisili Responden
Condongcatur A% | e
Maguwo 4% @ Palogan

2| Domicile Seturan 8% 4 \;gh:m

Data Profile Jalan Kaliurang 33% :::’i’;wm

Demangan 2% : e
Babarsari 1%
Mahasiswa 13%
Ibu Rumah Tangga 18% | pexerjaan responden
Wirausaha 56% | 190 vtwonsee
Pegawai negeri T% e

3| Occupation Pegawai Swasta 1%
Dokter ),é_ B segavnl stz
Barista 3% i
Apoteker 1% i
Pengajar 1%

Appendix 43 : Initial Product Trial and Sensory Test Respondents Profile Survey Results 1
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No Question Catagory Answear Chart
Yes, loften CONBUMB OF | 70, S s ot e
H buy it berbahan tepung alternatit?
ave you ever
purchased or yes, but only
5 oy Wi
consumed bakery occasionally 38%
4 |products marketed as P ey
healthier options, such i b-niinicrn ERY
as low-sugar or made have tried but rarely 5% 1 i it
with alternative flours?
never tried -
e |
taste and texture B2 o A el
. composition and type of o
What are your main by s T—
considerations in
5 |choosing bakery sugar content and 3%
products that are nutritional information
considered healthier? prices that match the
quality and benefits of 4%
the product
The taste and texture of
healthy products don't
always).‘ Spl.lil my 80% :::E::su\llan utama yang Anda alami ketika mencari produk bakery yang lebih
S preferences.
re-tes! 100 responses
What are the main guestions Product prices tend to >
challenges you face be higher than regular 16% [T ——
6 [when looking for bakeries. Plocsimimlinyny
healthier bakery limited selection of 5 e
products? bakery products ’ ' e A
information regarding T
ingredients and 1%
nutritional value is not
clear enough
Offering products that
taste good and still have 40%

In your opinion, what
kind of healthy bakery
concept best suits
consumer needs?

health value

Menurut Anda, konsep bakery sehat seperti apa yang paling sesuai dengan

Offering easy ordering
and product information
through digital media

49%

kebutuhan konsumen?

100 respanses

Providing a wide range
of products for different
consumption needs

8%

Provides clear
information on
ingredients, sugar
content and nutritional
value

3%

@ Menamarkan produk dengan rasa yarg

anak dan totap mamiki ks kesenatan

® Monawarian ramssdahan pemasanan
230 infoema oK malalu madia
s

® Monyortakan Sarbagai pohan produk
ok kaisunan bonsums yang
berbeda

® Membsarian informasi banan
arcungan gufe. dan s i secara |

Appendix 44 : Initial Product Trial and Sensory Test Before Testing Question Survey Results
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No Question Catagory Answear Chart
view the pmdum gmions 41% Satelah melihat prototipe awal Puddyton, hal pertama apa yang paling ingin | :
and variants available LA
After seeing the early read product information T
prototype of Puddyton, and ingredients 3% © o o

8 |what was the first thing - iz N
you most wanted to So8 piodlict pricesand 19% o
see or do? sizes [ L ——

find out how to make an 9
order ¢
the information is very |s - ST T ey
0, agaimana pendapat Anda mengenal lasan informasi bahan baku, jenis
3::9‘18;:?;“38‘85‘ to 42% tepung, kandungan gula, dan informasi produk lainnya pada protatipe
What do you think Puddymn?
about the clarity of The information is quite o ite
information on raw clear, but some parts 40%

9 materials, flour type, need more emphasis. ® ¢ s i g s
sugar content, and Information is available, 0 e com . S
other product but difficult to find or 13% ® < e s, e s
Efc;r;nallon Of: ‘the 5 difficult to understand. B e

tadlyton:prototypes The information is still ————
not enough to help me 5%
understand the product. |
very clear and easy to o Seteish mefihat tamplian prototipe Puddyton, bagaimana tingket kejelasan
understand 53%  konsep healthy bakery yanq ditampilkan?
f Pretty self explanatory,
After seeing the d 100 wsponses
B o Sk but still needs a little %
10 |how clearisthe extimoxplanation; O e oot

Itis not clear because bl icbircn d oy iprared

healthy bakery information about healthy 109 —

concept? products is not yet prominent % o ey i e
enough. 6 Tok jolas dan torihat sapars baksry
It's not clear and looks like a 29 ey
typical bakery.
view the catalog and I ; ——

questions product options 43% Jika ingin memilih salah satu produk Puddyton, tindakan apa yang paling

1

If you were to choose
one of Puddyton's
products, what would
you most likely do
next?

What part caught your
attention the most after
seeing the Puddyton
prototype?

What additional
features or information
do you most wish
Puddyton had?

during testing

available

mungkin Anda lakukan selanjutnya?

Read the ingredient

100 respanses

information and description of 25%,
each product. @ . Melihal kitaiog dan pilhan produic
yang orsedia

Compare the price, size, MO8 Aamica iy i e
and benefits of each 18%  c Membandingkan harga. wkuran, dan
product e
Contact Puddyton via SRR
WhatsApp to place an 14%
order |

i 0 copy cnd
healthier bakery product 219 Bagian apa yang paling menarik perhatian Anda setelah melihat prototipe e

concept

Puddyton?

use of local ingredients
and alternative flours

15%

100 respanses

Information about low
sugar products and
more natural ingredients

19%

product visual
appearance and
packaging

45%

@ a Konsep produk biskery yang lebih
senat

® b Perggunaan bahan okl dan tepung
aneman

®  Informasi mengeni produk rendah
‘guia dan bahan yang fetih alami

@ o Tarpilan visual produk dan kemasan

nutritional information
and calories per serving

16%

Fitur atau informasi tambahan apa yang paling Anda
Puddytan?

complete information
regarding the
composition and raw
materials of the product

24%

100 espanses

product
recommendations
based on consumption
needs or preferences

55%

Information about the
origin and benefits of
local materials used

5%

harapkan tersedia pada

@ o Infermasi Alal g dar kelap e
jan

rgsep mEngena

ek bk produk

1 = ekomerdssi produk herdasakan
ke uber au profarens kansums!

@ . Infermasi mengers 9l den manfaat
fiahan Iokal yang digunakan

Results

Appendix 45 : Initial Product Trial and Sensory Test During Testing Question Survey
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No Question Catagory Answear Chart
very interesting and the I e s e e e e i, ISR
A ocara keseluruhan, bagaimana penilaian Anda terhadap kensep dan tampilan
ﬁg‘;‘:sr’tta'rsldeaw to 44% awal prototipe Puddyton?
interesting, but still T
Overall, how would needs some 37%
14 |You rate the concept improvements .4 Vi ok s baraspe
and initial look of the quite interesting, but the ® o bror et s meiusan
Puddyton prototype? uniqueness of the 16% 2 ko b i s
product is not yet visible . g e b
quite interesting, but the o sk
uniqueness of the 3%
product is not yet visible |
visual design and 729,
packaging appearance ® Jika Anda dapat memilih satu aspek yang perlu diperbaiki dari prototipe - T
clarity of information on Puckiytor wepek hoa yong palied ey dgaetaliv

If you could pick one ingrg{_:lients and 15% 100 rasponses

aspect of the Puddyton nutritional value

< - oA 1 tarmpilan kamas

15| Prototype to improve, | egiions after |explanation of the e e
what aspect would it 4oq4ing advantages and 9% < Pantasan mergena beuroguln
be most important to uniqueness of the can keumiean o
impl‘ove? pI'DdUCt [ ] :ﬂ::‘:::nmulmnmmnanm

information flow and
ease of ordering 4%
process |
1 I
2 13. Pada skala 1 sampai 10, .
produk Puddyton setelah melihat prototipe ini?
3
Ona scale of 1o 10, 4 1
how likely are you to 5 1% “

16 | purchase a Puddyton = . -
product after seeing 6 4% -
this prototype? 7 21% » e =% -

8 32% =
:’n @M 0K 0% omw V(% ausy

9 25% ; 2 s . s s 7 s 5w

10 17% |

Appendix 46 : Initial Product Trial and Sensory Test After Testing Question Survey Results

No | Question Catagory Answear Chart
13-17 .
18-24 wan T
25-34 55%

1 |AGE 35-44 1%
45-55 -
56-64 -
65+ E
Palagan 63% octisc
Jalan kaliurang 33%

2 | Domicile F?:::gr::zlﬁt Condongcatur 2%
Seturan 1%
Demangan 1%
Mahasiswa 9% | Pekerjaan
Wirausaha 54|
Wiraswasta 3%

3 | Occupation Pengajat 1%
Barista 3%
Ibu rumah tangga 29%
Pegawai negeri 1%

Appendix 47 : Paid Market Validation

Profile Respondents Survey Results
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No | Question Catagory Answear Chart
ey ,
Every day 44% e p————
How often do you consume ==
) o
4 bakery products such as Ciistoiiar Jobs Several times a week 43%
bread, cakes, or snacks in
your daily activities? Several times in a month 1%
Rarely consume bakery products 2%%
as breakfast or a snack substitute 50%
g In what k:rdhof situation do st 6 As a snack while working or doing activities 30%
ﬂ::;u:m!;uggr CONCEINS: | RRmO S aaan accompaniment to coffee or tea. 17%
For event needs or to share with others 3%
Product taste and texture 28%
What are your main Content of ingredients and composers 42%
6 |considerations when Customer Jobs |Product price 18%
choosing bakery products? Product display and packaging 8%
Recommendations from others 4%
Healthy products often have less appealing r
37% o yang
tastes.
What are the obstacles that The product price is more expensive than regular 243, | e
5 /o
you usually experience bakeries
7 |when buying bakery Customer Pain |It's hard to find healthy bakery products that are 16%
products that are considered easy to buy. A
healthier? Information on product ingredients and Tt
composition is unclear &
No problems. 19%
It still has a delicious taste like regular bakery 379%
products. H
In your opinion, what should Using more natural and quality materials 29%
8 |healthy bakery products Customer Pain o
have to be attractive to buy? Has a lower sugar content 1%
Provide clear product information 6%
Have a price that matches the quality 17%
Appendix 48 : Paid Market Validation Before Testing Question Survey Results
No | Question Catagory Answear Chart
\lery interesting and can be a regular P ——— T m—_—
After trying Puddyton consumption choice d
14 | Chocolate Bread, are you Gustomer Jobs |Interested in buying back once in a while. 37%
interested in buying this - — - o
product again? Still considering buying back 17%
Mot interested in buying back. -
It is very suitable because it provides a very 58% e
healthy bakery option. i
Lr;y";: Opi:;wer::‘l ab'e the Suitable because it has better ingredients than 9%
1| Zeeiibator i Customer Gain |ordinary bakery i
Puddyton suitable for your & 3
Quite appropriate, but the benefits are not really
needs? 11%
falt yet
Not yet in accordance with my needs
The price is appropriate because the quality and PP e n—————
. " benefits of the product are better
After trying this product, —— - - e e
what do you think about the The price is quite appropriate but still needs to 44%
16 | value of Puddyton's product |Quotes/ Opinion be considered 4
compared to the price The price feels quite high compared to regular 14%
offered? bakery products. i
Price does not match product experience -
Increase the variety of flavors. 45% ey i
What is your main Improve the texture of the product 29% [rA—
suggestion so that Puddyton . Adding product ingredient and benefit
1z Chocolate Bread can be a Suggestion information 18%
better product? Developing packaging design 8%
Adjust the product price -
Healthy bakery with delicious taste 30% s et T
If you told Puddyton Bakery products with higher quality ingredients 41% T
18 Chocolate Bread to others, Quotes/Opinion - = -
how would you describe this P Abread fz“emallve that is more suitable for a 16%
product? healthy lifestyle
Regular bakery products with a different concept 4%

Appendix 49 : Paid Market Validation After Testing Question Survey Results
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Name of

Product

Information

Picture

1 Chocolate-fi [ Sweet chocolate-filled bread with
lled Sweet | homemade spread, made without
Bun preservatives using potato and
pumpkin flour for a healthier,
satisfying treat.
2 Pineapple Soft and flufty bread made with a
Sweet Bun | blend of pumpkin and potato flour,
filled with our homemade pineapple
jam. Crafted from natural
ingredients without artificial
additives, this product delivers a
naturally sweet and tangy flavor
while offering a healthier bakery
experience.
3 Red Bean Soft bread filled with smooth red
Filled Sweet | bean paste that offers a naturally
Bun sweet and savory flavor with a

classic taste familiar to consumers.

Made with a healthier modern
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approach using potato flour and

pumpkin flour.

Cheese Soft potato and pumpkin flour bread
Filled Sweet | filled with creamy cheese, offering a
Bun balanced savory flavor in a healthier

bakery option.

Cinnamon Soft and flufty bread made with
Roll Puddyton’s signature dough using
potato and pumpkin flour, filled with

a special cinnamon spread made

from cinnamon, palm sugar, butter,
almonds, raisins, and nutmeg. This
product offers a warm and aromatic
flavor with a balanced combination
of sweetness, spice, and richness
while maintaining Puddyton’s

healthy bakery concept.
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6 Srikaya Soft and flufty bread made with
Filled Sweet | Puddyton’s signature dough using
Bun potato and pumpkin flour, filled with
pandan srikaya spread that delivers a
sweet and aromatic traditional
flavor. This variant combines a
familiar taste with Puddyton’s
healthy bakery concept through
carefully selected ingredients and
consistent quality.
Appendix 50 : sweet bread catalogues
No | Name of Information Picture
Product
1 Garlic Savory bread made with potato and
Cheese pumpkin flour, topped with garlic
Bread butter, cheddar cheese slices, and a

sprinkle of aromatic parsley. This
product delivers a perfect
combination of rich buttery flavor,

creamy cheese, and fragrant herbs in
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every bite.

Solo Sausage

A unique fusion of Puddyton’s soft
bread and authentic Indonesian
flavors. Inspired by Sosis Solo, this
bread features savory seasoned
chicken filling wrapped in a light
and fluffy bread, creating a
delightful blend of traditional taste

and modern bakery craftsmanship.

Sausage

Bread

Soft Puddyton bread topped with
flavorful sausage, offering a
satisfying balance of fluffy texture

and savory taste.

Appendix 51 : Savory Bun Catalogues

No

Name of

Product

Information

Picture
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1| Brownies

A soft and fudgy brownie made
with sorghum and cassava flour.
Free from additives, preservatives,
and artificial sweeteners, it uses
natural palm sugar for a healthier
sweetness and distinctive aroma.
The rich chocolate center creates
an indulgent experience in every
bite. A perfect choice for a
wholesome dessert without

compromising on flavor.

Marble Cake

A gluten-free marble cake made
from a blend of sorghum and
cassava flour, with no artificial
additives. Naturally sweetened
with palm sugar, this cake offers a
soft, light texture that melts in

your mouth with every bite.
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Banana Cake

A cake that keeps you satisfied for
longer, with a rich yet soft texture.
Crafted from gluten-free sorghum,
cassava, and banana flour,
naturally sweetened with palm

sugar, and free from artificial

BrowNaCheese

Delightful combination of
brownies, naturally sweet banana
cake, and melted cheese in the
center. Based of blend of
gluten-free sorghum and cassava
flour, naturally sweetened with
palm sugar, free from artificial
additives, this cake offers a soft,
moist texture with a satisfying
balance of chocolatey,savory

cheese flavors in every bite

Appendix 52 : Cake Catalogues
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No | Name of Information Picture

Product

Pineapple Based cassava flour, this pineapple

Tart tart offers a soft texture with a rich
flavor with homemade pineapple jam
slowly cooked for 5 hours without
additives, it delivers a naturally sweet
taste with a distinctive tropical aroma.

Palm Sugar | Crispy, soft-centered cookies made

Cheese with gluten-free sorghum and cassava
flour, Edam cheese, palm sugar, and a
hint of cinnamon.

Harvest Crunchy snack made with cassava

Crunch flour, and whole oats. Enriched with

chia seeds, pumpkin seeds, sunflower
seeds, sesame, and almonds, naturally
sweetened with palm sugar and free

from artificial additives

Appendix 53 : Pastry Catalogues
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