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APPENDIX 

Appendix 1. Minutes Of Meeting (MoM) 
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Appendix 2. Event Documentation 
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Appendix 3. Google Form Survey  
 

With the existence of this Standard Operating Procedure, the survey 

process can be carried out in a more structured manner, producing more 

accurate data and assisting in the formulation of more effective marketing 

strategies. The following are the results of the audience survey: 
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Figure A.1 Result Age Diagram 

This survey’s respondents are Semarang citizens with the range of 

ages 10–64, pretty accurate to our target audience in the Millennial 

generation & Z generation. Those ages are students starting from junior high 

school until workers.  

 

Figure A.2 Respondents' last academic degree 

 

To make the age range more clarified, we can see from the last 

academic degree respondents are in. We can see that the lowest is in Junior 

High School, where the highest are in Doctorate degree in total of 1 person. 

The majority are on High school graduates, followed by bachelor's 

graduates and then junior high school graduates.  

 

Figure A.3 Respondents' Domicile 
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To strengthen the respondents' spread of domicile in Semarang, we 

need to know their geographic location to make the event. We can see that 

the majority is in Tembalang, followed by Banyumanik and West 

Semarang.  

 

Figure A.4 Respondents' Income in One Month 

With a total of 105 respondents, the majority, with a total of 33.3% 

of respondents, have an  income of less than Rp 1,000,000 per month. The 

next majority is Rp 1.500.001 - Rp 2.000.000. And followed by the third 

majority in 11.4% in the range of income in Rp 2,000,001 - Rp 3,000,000, 

Rp 3,000,001 - Rp 5,000,000, and then > Rp 7,500,000.  

 

Figure A.5 Respondents' preferred price for a dessert 

Out of a total of 105 respondents, 64.8% reported that they are 

willing to spend between Rp. 20.000 and Rp. 40.000 for a single dessert 
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purchase. The findings from this research help provide insights into 

respondents' average spending on desserts in Semarang. 

 

Figure A.6 Respondents' knowledge about dessert brand 

 

 

Figure A.7 spondents' information of getting dessert place recommendation 

In this question, we also include the logo of the brand so they could 

recognize the brand better. Based on the answer, most of the respondents 

choose gelato brands as their commonly eaten dessert, with Gelato Matteo 

at 47.6% and Elmo Gelato at 4. From this answer, we can see that there are 

some respondents that go to Etto Dessert but it is still categorized as a 

minority.  
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Almost all of the respondents, with a percentage of 96.2%, usually 

get dessert place recommendations through social media. This is legitimate 

proof of how to raise Etto Dessert awareness in the most effective way 

through social media.  

 

Figure A.8 Respondents' social media preference 

Based on our survey, most of the respondents, with a total 

percentage of 58.1%, prefer social media on Instagram. After that, TikTok 

is 33.3%.  

 
Figure A.9 Respondents’ favorite content format 

Based on the survey, there’s significant liking for content format, 

with the majority of 75.2% liking the reels/short video content, which is in 
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line with the preferred social media, which is instagram and TikTok, 

platforms that provide reels and short video content. 

 

Figure A. 10 Respondents' preference of preferred brand activation 

 
Figure A.11 Respondent preferred range of price to join a workshop 

From the 105 respondents, more than half of the total respondents, 

with a total of 51.4%, choose workshop as their preferred activity.  

 

From this response, we can see that most of the respondents choose 

the lowest range of prices to join a workshop, which is Rp 60,000 - Rp 

100,000.  

 



 

139 

As what respondents pay needs to be aligned with what output they 

want, most of the respondents, with a total of 60%, want the fun experience 

with their loved one.  

 

Figure A.12 Respondents' preferred output of joining an event with the closest 

ones 
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