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PELAKSANAAN KEPEMIMPINAN DAN PENGAMBILAN 

KEPUTUSAN DALAM PENGEMBANGAN BRAND SERAPHÉ 

– SELAKU CHIEF EXECUTIVE OFFICER 

Jessica Tamara 

ABSTRAK 

Brand parfum Seraphé dipilih sebagai proyek Prostep karena meningkatnya 
kebutuhan konsumen, khususnya generasi muda, terhadap parfum lokal yang segar, 
tahan lama, dan sesuai dengan gaya hidup aktif. Melalui program ini, penulis 
menjalankan peran sebagai Chief Executive Officer dan bertanggung jawab dalam 
mengarahkan keseluruhan proses pengembangan bisnis, mulai dari penetapan ide, 
penyusunan brand foundation, riset pasar, proses R&D parfum, hingga perencanaan 
strategi pemasaran dan pelaksanaan test market. Selama kegiatan berlangsung, 
berbagai kendala muncul, seperti perbedaan persepsi antar anggota tim mengenai 
arah brand, keterlambatan proses R&D, kualitas packaging yang tidak konsisten, 
serta miskomunikasi dalam koordinasi lintas divisi. Untuk mengatasi kendala 
tersebut, penulis menerapkan struktur kerja yang lebih jelas, memperkuat 
komunikasi internal, meningkatkan monitoring mingguan, dan melakukan evaluasi 
berkelanjutan terhadap keputusan strategis yang memengaruhi jalannya proyek. 
Melalui pengalaman ini, penulis mempelajari pentingnya kepemimpinan yang 
adaptif, pengambilan keputusan berbasis data, pengelolaan koordinasi tim, serta 
pemahaman menyeluruh terhadap proses bisnis dari tahap konseptual hingga 
implementasi. Laporan ini memberikan gambaran komprehensif mengenai proses 
pengembangan brand Seraphé selama Prostep beserta pembelajaran profesional 
yang diperoleh. 

 

Kata kunci: kepemimpinan, pengembangan bisnis, parfum lokal, Prostep, 
manajemen proyek 
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IMPLEMENTATION OF LEADERSHIP AND DECISION-

MAKING IN THE DEVELOPMENT OF THE SERAPHÉ BRAND 

– AS CHIEF EXECUTIVE OFFICER 

Jessica Tamara 

 

ABSTRACT (English) 
 

The Seraphé perfume brand was selected as the Prostep project due to the 
increasing demand among consumers, particularly younger generations, for local 
fragrances that are fresh, long-lasting, and aligned with an active lifestyle. 
Throughout this program, the author served as Chief Executive Officer and was 
responsible for directing the entire business development process, including idea 
formulation, brand foundation development, market research, perfume R&D, 
marketing strategy planning, and test market execution. Several challenges 
emerged during the project, such as differing team perceptions regarding brand 
direction, delays in the R&D process, inconsistent packaging quality, and 
miscommunication across divisions. To address these issues, the author 
implemented clearer work structures, strengthened internal communication, 
increased weekly monitoring, and conducted ongoing evaluations of strategic 
decisions that influenced the project’s progress. Through this experience, the 
author gained insights into the importance of adaptive leadership, data-driven 
decision-making, effective team coordination, and a comprehensive understanding 
of business processes from concept to implementation. This report provides a 
thorough overview of Seraphé’s brand development throughout Prostep and the 
professional learnings obtained. 

 

Keywords: leadership, business development, local fragrance, Prostep, project 
management 
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