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PERAN CHIEF EXCECUTIVE OFFICER DALAM 

PERENCANAAN STRATEGI BRAND 

DEAR UR BOX 

(Gabrielle Olivia Widya Wahyu Sahara) 

ABSTRAK 

  

Kegiatan Professional Skill Enhancement Program (Prostep) ini berfokus pada 

pengembangan dan validasi ide bisnis Dear Ur Box, sebuah usaha di bidang 

souvenir dan gift box personalisasi untuk acara spesial, khususnya pernikahan dan 

event personal. Laporan ini membahas peran Chief Executive Officer (CEO) 

dalam perencanaan strategi brand, pengambilan keputusan strategis, serta evaluasi 

kesiapan bisnis berdasarkan kondisi pasar yang sesungguhnya. 

Metode pengembangan bisnis meliputi riset pasar, wawancara konsumen, Focus 

Group Discussion (FGD), serta validasi melalui Optimistic Market, Grey Market, 

dan Huge Market. Selain itu, dilakukan evaluasi kinerja lintas divisi yang mencakup 

aspek kepemimpinan, pemasaran, operasional, dan keuangan guna menilai 

kesiapan internal bisnis sebelum memasuki tahap komersialisasi. 

Hasil pelaksanaan Prostep menunjukkan bahwa meskipun produk Dear Ur Box 

memiliki daya tarik dari sisi desain, personalisasi, dan nilai estetika, belum 

terdapat pembelian nyata atau komitmen transaksi selama proses validasi 

pasar. Oleh karena itu, bisnis Dear Ur Box belum dapat dinyatakan layak secara 

komersial dan masih berada pada fase kesiapan (readiness), bukan kelayakan 

(feasibility). 

Melalui proses ini, penulis memperoleh pembelajaran strategis mengenai 

pentingnya validasi pasar berbasis pembelian nyata, serta peran CEO dalam 

menjaga konsistensi arah brand dan pengambilan keputusan yang berorientasi pada 

efisiensi, kualitas, dan positioning jangka panjang. Hasil evaluasi ini menjadi dasar 

perencanaan perbaikan strategi dan pengujian pembelian nyata pada semester 

berikutnya. 

Kata kunci: CEO, strategi brand, validasi pasar, kelayakan usaha 
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The Role of The Executive Officer in Strategic Brand Planning at 

Dear Ur Box 

(Gabrielle Olivia Widya Wahyu Sahara) 

 

ABSTRACT (English) 

 

The Professional Skill Enhancement Program (Prostep) focuses on the development 

and validation of a business idea, Dear Ur Box, a personalized souvenir and gift 

box business designed for special occasions, particularly weddings and personal 

events. This report examines the role of the Chief Executive Officer (CEO) in 

brand strategy planning, strategic decision-making, and the evaluation of business 

readiness based on real market conditions. 

The business development process involved market research, consumer interviews, 

Focus Group Discussions (FGD), and market validation through Optimistic Market, 

Grey Market, and Huge Market. In addition, cross-divisional performance 

evaluation covering leadership, marketing, operations, and financial aspects was 

conducted to assess internal business readiness prior to commercialization. 

The results indicate that although Dear Ur Box demonstrates strong appeal in terms 

of design, personalization, and aesthetic value, no actual purchases or transaction 

commitments were obtained during the market validation process. Therefore, 

Dear Ur Box cannot yet be considered commercially feasible and remains at the 

stage of business readiness rather than business feasibility. 

Through this process, the author gained strategic insights into the importance of 

purchase-based market validation and the CEO’s role in maintaining brand 

direction and making decisions that prioritize efficiency, quality, and long-term 

positioning. These findings serve as the basis for strategic improvements and future 

testing of actual purchase transactions in the following semester. 
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