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EXECUTIVESUMMARY 

ix 

Sus Bercerita is a pastry business based in Cimahi that specializes in crafting choux

pastries (kue sus) that carry emotional and cultural meaning. The concept centers on

the idea that food can serve as a form of storytelling, where each flavor represents a

memory, feeling, or personal moment. This perspective shapes Sus Bercerita as not

just a culinary product, but a medium through which warmth, nostalgia, and shared

experience are conveyed. The brand’s tagline, “Every choux, a taste of home,” reflects

this philosophy, emphasizing comfort, familiarity, and heartfelt connection in every

bite. 

The business draws inspiration from the author’s professional training experience at

Hotel Tentrem Yogyakarta, where Indonesian ingredients and cultural nuances were

thoughtfully integrated into modern hospitality and culinary practices. This influence is

reflected in the product development of Sus Bercerita, which features both classic and

fusion variations that reinterpret traditional Indonesian flavor notes into contemporary

choux pastry forms. Seasonal and thematic menu releases further enhance the brand’s

narrative identity and foster emotional resonance with customers. 

Sus Bercerita operates primarily through a ghost kitchen model, allowing

efficient production and online customer fulfillment. This structure ensures

consistency, cost efficiency, and controlled quality during the production process. On

Sundays, the business shifts to an on-site sales model through participation in local 



x 

market events, using a flexible booth setup that adapts to changing space availability

and customer traffic. This hybrid operational approach allows the business to reach

customers both digitally and in person, balancing convenience with a tangible brand

experience. 

The organizational structure is streamlined and collaborative, with clearly defined roles

for production, operations, and marketing functions. Quality control, hygiene standards,

and customer service etiquette are integrated into daily routines to ensure the brand’s

promise is consistently delivered. 

Overall, Sus Bercerita aims to establish itself as a distinctive local pastry brand that

offers more than flavor, one that evokes emotion, preserves cultural essence, and brings

people closer to the feeling of home. Through thoughtful product storytelling and warm

customer engagement, Sus Bercerita seeks to build a meaningful and loyal community. 



BIBLIOGRAPHY 

110 

Aaker, D. A. (1996). Building Strong Brands. The Free Press. New York, 

United States. 

Alim, R., Whidya Utami, C., & Bungin, B. (2023). Authentic TikTok 

Storytelling Builds Personal Brands for Indonesian Food and Beverage

SMEs. Jurnal Ilmiah Manajemen Kesatuan, 13(5). Surabaya,

Indonesia. 

Armstrong, M., & Taylor, S. (2020). Armstrong’s Handbook of Human 

Resource Management Practice (15th ed.). Kogan Page. London,

United Kingdom. 

Atrill, P., & McLaney, E. (2019). Accounting and finance for non-specialists 

(11th ed.). Pearson Education, London, United Kingdom. 

Badan Ekonomi Kreatif Indonesia (2018). Laporan Ekonomi Kreatif 

Indonesia 2018. Badan Ekonomi Kreatif Indonesia. Jakarta, Indonesia. 

Badan Pusat Statistik Kota Cimahi. (2023). Statistik Daerah Kota Cimahi 

2023. Badan Pusat Statistik Kota Cimahi. Cimahi, Indonesia.

Baker, M. J. (2014). Marketing Strategy and Management. Palgrave 

Macmillan. London, United Kingdom. 

Blank, S. & Dorf, B. (2012) The Startup Owner’s Manual: The Step-by-step 

Guide for Building a Great Company, Vol. 1. K & S Ranch. California,

United States. 

Brigham, E. F., & Ehrhardt, M. C. (2017). Financial management: Theory & 

practice (15th ed.). Cengage Learning. Boston, United States 

Burns, P. (2016). Entrepreneurship and small business: Start-up, growth and 

maturity. Palgrave Macmillan. London, United Kingdom 



111 

Daft, R. L. (2021). Management (14th ed.). Cengage Learning. Boston, 

United States. 

David, F. R. & David, F. R., (2017). Strategic Management: Concept and 

Cases: A Competitive Advantage Approach (16th ed.). Pearson

Education, London, United Kingdom. 

Deming, W. E. (2000). Out of the Crisis. MIT Press. Massachusetts, United 

States. 

Dessler, G. (2020). Human Resource Management (16th ed.). Pearson 

Education, London, United Kingdom. 

Djazuli, R. A., et al. (2024) Pengembangan Produk Pangan. UMG Press. 

Gresik, Indonesia. 

Euromonitor International. (2024). Bakery and Patisserie in Indonesia: 

Industry Overview and Consumer Trends. Euromonitor Database.

London, United Kingdom. 

Evans, J. R., & Lindsay, W. M. (2020). Managing for Quality and 

Performance Excellence (12th ed.). Cengage Learning. Boston, United

States. 

Feld, B. (2016). Startup communities: Building an entrepreneurial ecosystem 

in your city. John Wiley & Sons. New Jersey, United States. 

Fog, K., et al. (2005) Storytelling: Branding in Practice. Springer. New York, 

United States. 

Garrison, R. H., Noreen, E. W., & Brewer, P. C. (2021). Managerial 

Accounting (17th ed.). McGraw-Hill Education. Ohio, United States.

Geertz, C. (1978). The Bazaar Economy: Information and Search in Peasant

Marketing. The American Economic Review, 68(2), p. 28–32.

http://www.jstor.org/stable/1816656. Accessed 26 Sept. 2025. 



112 

Gobé, M. (2010). Emotional Branding: The New Paradigm for Connecting 

Brands to People (Updated ed.). Allworth Press. New York, United

States. 

Grant, R. M. (2019). Contemporary Strategy Analysis (10th ed.). John Wiley 

& Sons. New Jersey, United States. 

Heizer, J., Render, B., & Munson, C. (2020). Operations Management: 

Sustainability and Supply Chain Management (13th ed.). Pearson

Education, London, United Kingdom. 

Hill, C. W. L., Jones, G. R., & Schilling, M. A. (2014). Strategic 

management: Theory: An integrated approach (11th ed.). Cengage

Learning. Boston, United States. 

Hisrich, R., et al. (2017). Entrepreneurship. McGraw Hill. Ohio, United 

States. 

Horngren, C. T., Datar, S. M., & Rajan, M. (2021). Cost Accounting: A 

Managerial Emphasis (17th ed.). Pearson Prentice Hall. New Jersey,

United States. 

Horngren, C. T., Harrison, W. T., & Oliver, M. S. (2019). Financial 

accounting (12th ed.). Pearson Prentice Hall. New Jersey, United

States. 

Huddleston, P. & Minahan, S. (2011). Consumer Behaviour: Women & 

Shopping. Business Expert Press. New York, United States. 

Jones, G. R., & George, J. M. (2020). Contemporary Management (11th ed.). 

McGraw-Hill Education. Ohio, United States. 

Keller, K. L. (2008). Strategic Brand Management: Building, Measuring, and 

Managing Brand Equity (3rd ed.). Pearson Prentice Hall. New Jersey,

United States. 

Kementrian Koperasi dan UKM. (2022). Peraturan Menteri Koperasi dan 

Usaha Kecil dan Menengah Republik Indonesia Nomor 2 Tahun 2022 



113 

tentang Pedoman Umum Pelaksanaan Pemberdayaan Koperasi dan

Usaha Mikro, Kecil, dan Menengah. Kementerian Koperasi dan Usaha

Kecil dan Menengah. Jakarta, Indonesia. 

Kotler, P. & Keller, K. L. (2016) Marketing Management. Pearson Education. 

London, United Kingdom. 

Kotler, P., & Armstrong, G. (2020). Principles of Marketing (18th ed.). 

Pearson Education. London, United Kingdom. 

Labrecque, L. I., & Milne, G. R. (2012). Exciting red and competent blue: 

The importance of color in marketing. Journal of the Academy of

Marketing Science, 40(5), 711–727.

https://doi.org/10.1007/s11747-010-0245-y. Accessed on 20 Oct. 2025 

Lamb, C. W., Hair, J. F., & McDaniel, C. (2018). Marketing (13th ed.). 

Cengage Learning. Boston, United States. 

Lamb, C. W., Hair, J. F., & McDaniel, C. (2019). Marketing (14th ed.). 

Cengage Learning. Boston, United States. 

Laudon, K. & Traver, C. (2020). E-Commerce 2020-2021: Business, 

Technology, and Society, Global Edition. Pearson Education. London,

United Kingdom. 

Levy, M. & Weitz, B. (2012). Retailing Management (8th ed.). McGraw Hill. 

Ohio, United States. 

Liu,S. (2023). A Study Based on Contemporary Consumer Behavior of 

Women of Different Age Groups. Advances in Economics,

Management and Political Sciences, p. 52,37-43. 

Luthfi, T. F., et al. (2024). Persepsi dan faktor penentu pemilihan produk 

pastry dan bakery sehat pada generasi Z di Indonesia. Jurnal SAGO

Gizi dan Kesehatan. 



114 

Mathis, R. L., Jackson, J. H., Valentine, S. R., & Meglich, P. A. (2017). 

Human Resource Management (15th ed.). Cengage Learning. Boston,

United States. 

Media Boga Utama. (2008) Sedap: Cantiknya kue-kue mungil. Gramedia. 

Jakarta, Indonesia. 

Milkovich, G. T., Newman, J. M., & Gerhart, B. (2014). Compensation (11th 

ed.). McGraw-Hill Education. Ohio, United States. 

Noble, S. M., Haytko, D. L., & Phillips, J. (2009). What drives college-age 

Generation Y consumers? Journal of Business Research, 62(6),

617–628. 

Orth, U. R., & Malkewitz, K. (2008). Holistic package design and consumer 

brand impressions. Journal of Marketing, 72(3), 64–81.

https://doi.org/10.1509/jmkg.72.3.64. Accessed 25 Oct. 2025. 

Patria, L. (2022). Storytelling as a Marketing Communication Strategy for 

“Primadona-Food” Bekasi. Social Economics & Ecology International

Journal (SEEIJ), 6(1). Bekasi, Indonesia. 

Pemerintah Indonesia. (1847). Kitab Undang-Undang Hukum Dagang 

(Wetboek van Koophandel / KUHD). Staatsblad 1847 No. 23.

Pemerintah Republik Indonesia. Jakarta, Indonesia. 

Pemerintah Indonesia. (1847). Kitab Undang-Undang Hukum Perdata 

(Burgerlijk Wetboek / KUHPerdata). Staatsblad 1847 No. 23.

Pemerintah Republik Indonesia. Jakarta, Indonesia. 

Pemerintah Indonesia. (2003). Undang-Undang Nomor 13 Tahun 2003 

tentang Ketenagakerjaan.Sekretariat Negara Republik Indonesia.

Jakarta, Indonesia. 

Pemerintah Indonesia. (2007). Undang-Undang Nomor 40 Tahun 2007 

tentang Perseroan Terbatas. Sekretariat Negara Republik Indonesia.

Jakarta, Indonesia. 



115 

Pemerintah Indonesia. (2008). Undang-Undang Nomor 20 Tahun 2008

tentang Usaha Mikro, Kecil, dan Menengah. Sekretariat Negara

Republik Indonesia. Jakarta, Indonesia. 

Pemerintah Indonesia. (2018). Peraturan Pemerintah Nomor 23 Tahun 2018 

tentang Pajak Penghasilan atas Usaha Mikro, Kecil, dan Menengah.

Sekretariat Negara Republik Indonesia. Jakarta, Indonesia. 

Pemerintah Indonesia. (2020). Undang-Undang Nomor 11 Tahun 2020 

tentang Cipta Kerja. Sekretariat Negara Republik Indonesia. Jakarta,

Indonesia. 

Pemerintah Indonesia. (2020). Undang-Undang Nomor 11 Tahun 2020 

tentang Cipta Kerja. Sekretariat Negara Republik Indonesia. Jakarta,

Indonesia. 

Pemerintah Indonesia. (2021). Peraturan Pemerintah Nomor 7 Tahun 2021 

tentang Kemudahan, Perlindungan, dan Pemberdayaan Koperasi dan

UMKM. Sekretariat Negara Republik Indonesia. Jakarta, Indonesia. 

Pemerintah Indonesia. (2021). Peraturan Pemerintah Nomor 36 Tahun 2021 

tentang Pengupahan. Sekretariat Negara Republik Indonesia. Jakarta,

Indonesia. 

Pemerintah Indonesia. (2021). Peraturan Pemerintah Republik Indonesia

Nomor 8 Tahun 2021 tentang Modal Dasar Perseroan serta

Pendaftaran Pendirian, Perubahan, dan Pembubaran Perseroan yang

Memenuhi Kriteria untuk Usaha Mikro dan Kecil. Sekretariat Negara

Republik Indonesia. Jakarta, Indonesia. 

Pindyck, R. S., & Rubinfeld, D. L. (2018). Microeconomics (9th ed.). Pearson 

Education. London, United Kingdom. 

Pine, B. J. & Gilmore, J. H. (2011) The Experience Economy. Harvard 

Business Review Press. Boston, Massachusetts, United States. 



116 

Porter, M. E. (2008). The Five Competitive Forces That Shape Strategy. 

Harvard Business Review, 86(1), 78–93. Massachusetts, United States. 

Primarasa. (2007) Makanan Kecil Terlezat. Gaya Favorit Press. Jakarta, 

Indonesia. 

Puratos. (2024). Taste Tomorrow: Global and Indonesian Bakery Trends. 

https://www.tastetomorrow.com/inspiration?tags=taste-tomorrow:latest

-insights/category/bakery&type=news&root=/content/corporate-taste-t

omorrow/en/inspiration&limit=15.0&. Accessed on 15 Oct. 2025. 

Ramprabha, K. (2017). Consumer Shopping Behaviour And The Role Of 

Women In Shopping — A Literature Review. Research journal of

social science and management. The International Journal Research

Publication. Telengana, India. 

Robbins, S. P., & Coulter, M. (2018). Management (14th ed.). Pearson 

Education, London, United Kingdom. 

Ross, S. A., Westerfield, R. W., & Jordan, B. D. (2022). Corporate finance 

(13th ed.). McGraw-Hill Education. Ohio, United States. 

Santosa, G. N. R., Liu, J. P., & Pakasi, D. A. (2024). The Effect of Food 

Authenticity, Trend Awareness and Social Influence on Purchase

Decision at Seroja Bake Café. Jurnal Ilmiah Global Education, 5(4).

Tangerang, Indonesia. 

Schieving, B. (2017). Simply Sweet Dreampuffs: Shockingly Easy Fun-Filled 

Treats. Oxmoor House. Birmingham, United Kingdom. 

Schiffman, L. G. & Kanuk L. L. (2010) Consumer Behaviour. Pearson 

Prentice Hall. New Jersey, United States. 

Schmitt, B. (2012). The Consumer Psychology of Brands. Journal of 

Consumer Psychology, 22(1), 7–17.

https://doi.org/10.1016/j.jcps.2011.09.005. Accessed 16 Oct. 2025. 



117 

Silayoi, P., & Speece, M. (2007). The importance of packaging attributes: A 

conjoint analysis approach. European Journal of Marketing, 41(11/12),

1495–1517. https://doi.org/10.1108/03090560710821279. Accessed 13

Oct. 2025. 

Slack, N., Brandon-Jones, A., & Burgess, N. (2022). Operations Management 

(10th ed.). Pearson Education, London, United Kingdom. 

S M A Moin. (2020). Brand Storytelling in the Digital Age: Theories, 

Practice and Application. Springer. New York, United States. 

Solomon, M. R. (2018). Consumer Behavior: Buying, Having, and Being 

(12th ed.). Pearson Education, London, United Kingdom.

Spence, C. & Fiszman, B. (2016). Multisensory Flavor Perception: The 

Fundamental Neuroscience Through to the Marketplace. Woodhead

Publishing. Cambridge, United Kingdom. 

Stevenson, W. J. (2021). Operations Management (14th ed.). McGraw-Hill 

Education. Ohio, United States. 

Teece, D. J. (2018). Business models and dynamic capabilities. Long Range 

Planning, 51(1), 40-49. https://doi.org/10.1016/j.lrp.2017.06.007.

Accessed 10 Oct. 2025. 

Tjahjawulan, I., & Syahnureza, T. (2024). Analysis of Promotional Content

on Marketplace Tokopedia and Bukalapak to Improve the Culture of

Online Shopping. Mudra Jurnal Seni Budaya, 39(3), p. 385–403.

Denpasar, Indonesia. 

Turban, E., et al. (2018) Electronic Commerce 2018: A Managerial and 

Social Networks Perspective (9th ed.). Springer. New York, United

States. 

Underwood, R. L., & Klein, N. M. (2002). Packaging as brand 

communication: Effects of product pictures on consumer responses to 



118 

the package and brand. Journal of Marketing Theory and Practice,

10(4), 58–68. Oxfordshire, United Kingdom. 

Wallace, C. A., Sperber, W. H., & Mortimore, S. E. (2018). Food Safety for 

the 21st Century: Managing HACCP and Food Safety Throughout the

Global Supply Chain (2nd ed.). Wiley-Blackwell. New Jersey, United

States. 

Warren, C. S., Reeve, J. M., & Fess, P. E. (2020). Financial & managerial 

accounting (15th ed.). Cengage Learning. Boston, United States. 

Wheeler, A. (2017) Designing Brand Identity: An Essential Guide for the 

Whole Branding Team. John Wiley & Sons. New Jersey, United

States. 

World Health Organization (WHO). (2020). Five Keys to Safer Food Manual. 

WHO Press. Geneva, Switzerland. 


	bf96a7b64a90366777fd917fe5db7c2cafbb064d4db60ea3fdea5b73ce5f6c14.pdf
	852ca5868328c3f02ba036ccbea6abfd12910b67ff6bde0bd4b662df611f3814.pdf
	eff255411199dae5ba532f53a4c91dc7a08c2d46636665e3fbadbd711e52272a.pdf


	05d63c32bcb3ba24542f3f62729e63a9febc578fb61b7100ea407ea76d7f562f.pdf
	bf96a7b64a90366777fd917fe5db7c2cafbb064d4db60ea3fdea5b73ce5f6c14.pdf
	852ca5868328c3f02ba036ccbea6abfd12910b67ff6bde0bd4b662df611f3814.pdf
	Untitled document
	PREFACE 


	852ca5868328c3f02ba036ccbea6abfd12910b67ff6bde0bd4b662df611f3814.pdf
	852ca5868328c3f02ba036ccbea6abfd12910b67ff6bde0bd4b662df611f3814.pdf
	Draft TA Helena Darien Amanda_BUSINESS PLAN -SUS BERCERITA-.pdf



