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Business Process Re-engineering is usually carried out to increase satisfaction 
with goods or services so that customers tend to choose goods or services from 

certain companies rather than choosing goods or services from competing 

companies. This cake shop has been around since 2000, but previously in 1999 

they had tried to process the cake shop's recipe so that they found a concoction 
that suited the local people's tongue. However, this business did not last long 

because the shop they owned had experienced a fire incident which caused the 

cake shop business to be evicted and eventually moved to another place so that 

they also received business threats, namely the emergence of many 
competitors selling similar products. The purpose of our research is that we 

will conduct a re-engineering analysis to optimize the business processes in 

the cake shop. The research method used in our research is descriptive. The 

descriptive research method is carried out by seeking information related to 
existing symptoms, clearly explaining what goals will be achieved in the 

research conducted. In this new model, we add a promotion method, namely 

by using advertising services on social media so that it can reach people who 

are still not familiar with the product. In the new model, we also added a 
process, namely a research process to add innovation to new product cake 

variants that will give a new impression to the shop's customers. 
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1. INTRODUCTION  

Re-engineering is the fundamental re-engineering and radical redesign of an organization's business 

processes that leads an organization to achieve dramatic improvements in its business performance [1]. While 

what is meant by Business Process Re-engineering is a philosophy that leads to the achievement of steps in 

developing company performance by redesigning existing processes throughout the organization [2]. 

Business Process Re-engineering is usually carried out to increase satisfaction with goods or services 

so that customers tend to choose goods or services from certain companies rather than choosing goods or 

services from competing companies. or specialized services and maintain the mass production of the company's 

products. Business process re-engineering can improve the flow of business processes so that they can become 

more effective and efficient [3]. The existence of improvement or additional optimization of business processes 

also allows the addition of company profits [4]. 

In the era of rapid development of the food business world as it is today. As evidenced by the 

increasing number of food companies that have sprung up, various food companies are growing rapidly in big 

cities, be it main dishes, desserts, snacks, and even souvenir snacks. Bantu City is one of the culinary tourism 

https://shmpublisher.com/index.php/joscex
https://creativecommons.org/licenses/by-sa/4.0/


J Soft Comp. Exp ISSN: 2746-7686  

Business process re-engineering to support cake shop business sustainability (Kharis Rahmat Hidayat) 

 

 

 

 

71 

destinations that have a food company that is well known by the public, one of their superior products is 

brownie cake. 

Brownies are chocolate-based cakes that have been widely circulated and sold in various cake shops 

and bakeries because they are loved by many people [5]. This cake has become a tradition at various events as 

a treat or gift for close relatives. Because of the many types and shapes, they are very diverse and interesting 

so that they are liked by many people. This cake is getting more and more famous with the emergence of 

various new flavors and variations that are increasingly interesting to try. Even now the processing technique 

is not only baked but also steamed. In their company, they also have many flavor innovations from the cakes 

they produce, such as Cheese Cream, Tiramisu, Choco Marble, and Banana Fizz flavors. In addition to 

innovating in terms of flavor variants, they also took pictures of the brownies they produce, namely dry 

brownies, grilled brownies, and several other product innovations. 

Competition in the food industry, especially brownies, has become a food that many consumers are 

looking at. Based on 2015 Food Consumption Statistics data, cake consumption in 2015 reached 1,245 

kg/capita/week [6]. This company has been established since 2000, but before that, in 1999 they had tried to 

process the recipe so that they found a concoction that suited the tongue of the local community. Then in 2000, 

they built an office. This company is one of the companies that run the culinary business and focuses more on 

brownies production, with their superior product, steamed brownies. 

Along with market developments, this cake business has become a market leader by maintaining, 

improving, and continuing to innovate to develop the quality and variants of the products they have. Then in 

2000, the business owner opened a street stall. However, this business did not last long because the shop they 

owned had experienced a fire incident which caused the business to be evicted and eventually moved to another 

place. 

Amid their journey to start a business, new competitors emerged, they had an impact on the decline 

in the number of consumers and sales transactions. The decrease in customer interest in the products owned by 

the cake shop is because basically, consumers have their own decisions to buy the products or services offered 

by the cake shop competitors. 

The decisions taken by each consumer are usually influenced by many factors and situations such as 

sales locations, product differentiation, product prices, promotions, and so on. The purchase decision is to buy 

the most preferred brand from various alternatives, but two factors can be between purchase intention and 

purchase decision [7]. 

Customer satisfaction and the company's sales volume can be influenced by the purchasing decisions 

of each consumer so that it can be the main determinant of a company to win the trade competition. Over time, 

competition between companies that produce food, especially cakes and souvenirs, is getting tougher. 

Currently, the product of this cake shop is one of the popular food businesses among the public. It has 

penetrated the sales market in other cities, has tempted the taste of the wider community to try the delicacy of 

the products they offer, and enliven the food business competition in several cities in Indonesia. 

One solution that can be used to attract consumers to buy the products we offer is to carry out effective 

promotions, we must also offer lower prices compared to products offered by competing companies. The 

attractive promotions we offer can also have a persuasive impact on consumers and ultimately encourage them 

to consume the products we offer. Thus, the producers of companies engaged in the food sector will continue 

to be attractive to make attractive advertisements and promotions to influence consumers to buy after seeing 

interesting promotions and advertisements, consumers will offer the products that we offer by themselves. But 

what you need to remember is that consumers will always compare the prices we offer with the prices offered 

by competing companies for our products. 

Promotion is a way to attract prospective buyers to make transactions with sellers so that the 

company's goal of making profits can be achieved [8]. 

The disadvantage is that they are less active in conducting sales promotions compared to promotions 

carried out by other food producers. The lack of promotion is a crucial problem considering that it can be the 

cause of a decrease in sales or the number of visitors who experience a decrease every month. As an effort to 

support the business process, one of the culinary businesses known by the public is a cake shop. We will 

perform a reengineering analysis to optimize the business processes carried out by the cake shop. 

 

2. METHOD 

The method used in our research is the descriptive research method. Descriptive research is research 

that aims to collect information about the status of existing symptoms, namely the symptoms that existed at the 

time the research was conducted [9].  
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Based on this understanding, we can conclude that the descriptive research method is carried out by 

seeking information related to the existing symptoms, clearly explaining what goals will be achieved in the 

research conducted. In addition, a plan must be made regarding the approach to be taken and collect various 

kinds of data as material for making a report or an article. 

In this study, we want to see how big the gaps and weaknesses are that the cake shop has after that we 

will carry out a re-engineering process that is useful for improving the business processes carried out by the 

cake shop. 

The type of descriptive research method used in this study is intended so that we can obtain in-depth 

and comprehensive information about the gaps and weaknesses in the company's business processes. 

 

3. RESULTS AND DISCUSSIONS  

In our business, we found a weakness in the promotion process where business promotion on social 

media was less effective. This is evidenced by the lack of likes and comments or responses from 

buyers/potential buyers on social media posts. 

So, it can be said that business promotion is too dependent on word-of-mouth promotion and only 

sells and promotes goods face-to-face and does not do sales promotion through online media. According to 

Basu Swastha [10] face-to-face sales are interactions between individuals, meeting each other face-to-face to 

create, improve, control, or maintain mutually beneficial exchange relationships with other parties. However, 

over time they began to expand into promotions through online media and social media. The description of 

cake promotion trough social media can be seen in Table 1. 

 

Table 1. Cake promotion through social media 

Social Media Description 

Facebook Fanpage - Followers, likes, and comments on his Facebook 

fan page is still very small. 

Blog 

 

- Activities posted on the blog 

official lack of updates. 

Twitter 

 

- Still at least followers and comments 

on Twitter and lack of updates. 

Instagram - At least people like dan comment. 

Website - Not everyone knows the website. 

Source: Data processed by researchers (2018) 

 

 In addition to changing human behavior, in communicating, the internet also provides significant 

changes in marketing efforts [11]. One marketing method that is very popular today is promotion through 

online media as a channel to convey the message content to the wider community simultaneously. For the 

current type of social media, there are also many categories of social media, according to Nasrullah [12] there 

are 6 categories of social media, namely: 

1. Social networks 

2. Blogs 

3. Microblogging 

4. Media sharing 

5. Social bookmarks 

6. Wiki 

Thanks to the huge development of advertising tools on social networks (especially on Facebook and 

Twitter), there is greater flexibility to launch various campaigns tailored to a segmented target population. 
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These characteristics allow for further promotion and diffusion among potential users, which would be difficult 

to reach using traditional media [13]. 

Therefore, we have a solution, namely increasing the promotional power of the business by using 

advertisements or advertising services on social media. With advertising or advertising services, buyers or 

potential buyers can see promotional ads when accessing social media. Dunn and Barban [14] wrote that 

advertising is a form of non-personal communication activity that is conveyed through the media by paying 

for the space it uses to convey persuasive messages to consumers, by companies, non-commercial institutions, 

and interested individuals. This will certainly increase the possibility of potential buyers seeing promotions 

and introducing their products to potential buyers and attracting new potential buyers. The problem that can be 

taken from MSME business actors is a marketing strategy that does not utilize social media. The lack of 

marketing aspects can lead to a decline in the sustainability of MSME business actors [15]. 

Indeed, if we look at the promotion at a glance, it will be seen that the promotional activities carried 

out by this cake shop are quite interesting from month to month. However, there will be many people who do 

not know about the promotion that is being carried out. In practice, the company is good at promoting it on 

social media fan pages Facebook, Blog, Twitter, and Instagram and rarely updates its promotional content. 

We can see that when uploading posts on their social media, most of them have quite a long upload 

time. The information they provide about the promotion of their product offerings is also considered less 

desirable by many people because the information they provide is only monotonous about product information, 

outlets and the promotions they do are less than optimal. 

No wonder many people think that the company has very few promotional offers compared to other 

companies because on social media they only have a few followers when compared to social media from other 

food and beverage industries which are competitors from companies from Indonesia. company. Likewise, 

based on the information above, we can conclude that even though they use several social media platforms, the 

Company has not been able to manage promotions on their social media properly. Table 2, present price list of 

steamed brownies products november 2017. 

 

Table 2. Price list of steamed brownies products november 2017 

No Cakeshop Products Price Competitor's Cake Shop Products Price 

1 Steamed Original 36000 Steamed Original 33000 

2 
Steamed Cheese Cream 

64000 Steamed Cheese Cream 35000 

3 
Sarikaya Steamed 

Pandan 
42000 

Sarikaya Steamed Pandan 
35000 

4 Steamed Blueberry 44000 Steamed Blueberry 35000 

5 Steamed Tiramisu 52000 Steamed Tiramisu 35000 

6 
Steamed Banana 

Bizz 
42000 

Steamed Banana Bizz 
35000 

7 Strawberry Steamed 44000 Strawberry Steamed 33000 

8 Steamed Choco 

Marble 

44000 Steamed 3 Flavors 

(Banana, Cheese, Pandan) 

33000 

9 Steamed Tiramisu 

Marble 

44000 Steamed Black Glutinous 30000 

10 Mint Green Tea 42000  Zebra Steamed 32000 

Source: Data processed by researchers (2018) 

 

Based on the table above, there are also weaknesses where if the price of one product, namely brownie 

cake, is compared to other brand products, it can be seen that the price of this brownie product is relatively 

more expensive compared to competing company brand products. 
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However, with new buyers who are interested in the promotion above, it can increase the number of 

product sales. So that a price reduction strategy can be used by adding a promo label to each product. We 

consider this method quite effective to attract buyers. Not only new buyers but buyers who have been 

subscribed for a long time though. So that in the end the profit from selling the product will be emphasized 

more on the variable number of products sold in the market and not emphasize the profit on the price per unit 

of the product. Profit is one measure of operating activity. Profit figures are usually reported on the income 

statement for a period along with other components such as revenues, expenses, gains, and losses. 

In our promotional business process modeling, we change it as follows, shown in Figure 1. 

 

 
Figure 1. Business process re-engineering 
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Table 3. Differentiation of Cake Products in 2017 

No. Cake Shop Products Competitor's Cake Shop Products 

1 Steamed Brownies Steamed Brownies 

2 Pastry dan Cookies Cakes 

3 Baked Brownies Butter Cookies 

4 Assorted Layers Snacks 

5 Snacks Candies 

6 Assorted Raffle Pies Special Gift 

7  Bagelen and Toast Bread 

8  Bolen and Pastry 

9  Baked Brownies 

10  Assorted Layers 

Source: Data processed by researchers (2018) 

In the re-engineering process that we made above, we added one additional business process, namely 

the research process to add product variants because in BPM their business processes do not yet have a business 

process to increase their product variants. In addition, the products they have in terms of the number of variants 

are still inferior to the many product variants and flavors offered by competing companies. 

  There are at least 2 alternative evaluation criteria. First, are the benefits obtained by buying the 

product. Second, the expected satisfaction [16]. Using combined sources to fund activities and increase debt to 

a certain level that does not affect the financial autonomy of the company is another way designed to increase 

the ability of assets to generate profits [17]. We created this new business process so that companies can 

increase innovation from their product variants so that they can give consumers more flexibility to choose more 

products offered by the company so that when old customers want to buy their products again, consumers get 

the impression of something new because of the many variants. newly offered by the company. According to 

research by Efinita and Titik [18], there is a positive and significant effect between product variations on 

consumer satisfaction. 

 

4. CONCLUSION 

There is always a fee for every win. We decided to evaluate our re-engineered model by comparing it 

with the old model. The following is the result of our evaluation of the advantages and disadvantages of our 

modeling. Excess, our business process reengineering model has the potential to attract more customers than 

the old model. This is because in our model we add a promotion method, namely by using the services of ads 

on social media so that it can reach people who are still not familiar with the product with the brand. With 

many new customers, business profits will increase. In our model, we also added a process, namely the research 

process to add innovations to new variants of products that will give the impression of something new to the 

customers of the cake shop. Lack, the weakness or deficiency of our re-engineering model, when compared to 

the old model, is the increase in costs for running research, production, and promotion business processes. In 

the research business process to add innovations to new product variants, of course, will add to the cost burden 

which is not small if the results of this research fail. The production process will also experience additional 

costs because in this model the number of product production will be increased in anticipation of additional 

customers. Significant additional costs are in the promotion process where this process is added to promotions 

using the services of ads on social media. Despite its weaknesses, our re-engineered model is superior in terms 

of long-term benefits when compared to the old model. Therefore, we think that our re-engineering results 

model is successful. 
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