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CHAPTER I

INTRODUCTION
This ILP, presents a business plan for a beauty salon spa to be located in Jakarta, Indonesia. Indonesia is a developing country. Economic growth has been slow for the past several years, although trade and small business, especially in the larger cities such as Jakarta, show progression and growth. Jakarta is the perfect place to open a beauty salon and day spa, because it is a center of Indonesia’s business and economy, and it is a cosmopolitan city where many women are concerned about their appearance. This includes both the working women and the women who don’t work. In addition they need a place where they can relax and release all the problems of their everyday lives, thus they will come not only for body treatment but also to socialize and enjoy themselves. The problem is that in order to go to a salon spa, they need to spend a lot of money, and the products and services are more expensive in Indonesia than in the U.S. cost 

Salon and spas are not a new business in Indonesia, but they are very rare. As a result of the high prices, business is slow and some have had to close, because of few customers and high overhead. Indonesia does have a variety of natural resources that could be used to make cheaper products rather than the more expensive American versions, as well as talented human capital to provide the services. I believe the problem is the lack of knowledge and management skills needed to make this industry more effective and efficient. My goal is to create a business not only to solve these problems, but also to satisfy the customer’s needs less expensively.

 This business would be a start-up company. It would be a full service body treatment and beauty salon. It will provide excellent services and products, competitive prices an enjoyable atmosphere, a friendly and creative work environment.


Two reasons I want to do this are because I believe that it will have a chance to succeed and because I want to run my own business. My mission will be to provide quality services and products for the physical treatment and appearance of the clients and for the relaxation of body and soul. I believe the keys to success for this business will be:

1. Convenient location for customers. 

2. Service and products performed and applied by experienced and talented staff. 

3. Relaxing and professional atmosphere.

4. Positive reputation.

5. Acceptable price

I believe a successful entrepreneur is a risk taker who knows their target market and does research before opening a business. An informal survey I did of Indonesian salon spa owners revealed to me that many don’t want to take a risk and do little preparation. For example, they didn’t write a business plan, and they don’t know how to develop a good one. As a result, they don’t know enough about their target market, competitors, environment, and so on. As a result I believe they don’t have a strong foundation for their business.

I believe that all the information that I will gather in this ILP will help others to become successful entrepreneurs as well as helping me to start my own business. This business plan model will not just help people who are interested in this kind of business, but could also be used for other types of business. I hope to bring American business practices to Indonesia, because I believe they will be good for Indonesian business.

CHAPTER II

LITERATURE REVIEW

My literature review will explain why a business plan is needed and what the elements of a good business plan are. In my research, I have used studies by Ricky W. Griffin, Linda Pinson and Jerry Jinnet, Garry Amstrong and Philip Kotler, as well as the U.S. Small Business Administration at http://www.sba.gov, which provided an outline as a guide for developing a business plan.

Before explaining the reasons to write a business plan and the elements of a good business plan, it is useful to review the first steps for entering the business world. As R.W Griffin stated, “Entrepreneurship is the process of planning, organizing, operating, and assuming the risk of a business venture” (1999, p. 292). In his book Management, Griffin presented the process of starting a new business. He began by exploring the nature of entrepreneurship in the business world and examined and discussed the strategies for entrepreneurial organizations. Griffin explained what is needed to be considered as a successful entrepreneur  He also explained how to choose an industry for a small business likely to do well and be strong. Third, in understanding the basic method for starting a new business, as Griffin stated, “ a business plan is a document that summarizes the business strategy and structure” (1999, p. 301). 

Griffin (1999) described the forms of ownership and sources of the financing. The forms of ownership are sole proprietorship, partnership, corporation, and venture capitalist. He provides set of questions that an entrepreneur must address when organizing a business, such as whether to buy an existing business, start a new one, or seek a franchising agreement as methods for starting a new business. 

A significant source of information on business plan is the U.S Small Business Administration. SBA (2000) recommended that the elements of a business plan are a cover sheet, statement of purpose, table of contents, the business plan (including company summary, marketing, competition, personnel), financial data (including loan application, balance sheet, break-even analysis, income projection), and supporting documents. A tutorial and self-paced activity to help develop a business plan is included in this article, as well as a list for financial projection with tips, tricks, and traps. I intend to use this to develop my business plan for a beauty salon and day spa.


Linda Pinson and Jerry Jinnett, who wrote the SBA publication, give a significant source, from the book titled Anatomy Of A Business Plan by Kaplan, published in 1986, 1993, 1996, and 1999. L. Pinson, (1999) suggested that in the business plan should include cover sheet, executive summary or statement of purpose, the organizational plan, the marketing plan, financial documents, and supporting documents. The book is designed to help an entrepreneur write a complete, concise, and well-organized plan that will guide one and toward a profitable future. 


Pinson and Jinnett (1999) explained the three main purposes for writing a business plan. First, the plan is a blue print of the business and will serve as a guide during the lifetime of the business. Second, it is a requirement if the entrepreneur plans to seek financing, and for a new company, this will give the lender/investor insight into ways in which the business will be conducted. Finally, if the business will be conducted internationally, the business plan provides a standard means of evaluating the business potential in a foreign marketplace. I really like this book because it explains that the necessity of a business plan will demonstrate ways in which I believe the business plan failure is lack of planning. L. Pinson very clearly argued, “The business that fails to plan plans to fail” (1999, p.3). Taking the time to write a clear, concise business plan is critical. The success of the business could depend on it.

Armstrong and Kotler described the strategic planning and the marketing process in their book called Marketing, especially in chapter 2.  They detailed the “four Ps” of the marketing mix as a tool to create a marketing process that is vital in an organization. They also developed a marketing plan and the statement of purpose, which is similar to a business plan.  How to develop a research plan was described in this book. The problem statement is defined, and then the research method to be used to gather the data is developed. There are two types of data used for collecting information for research. The first, is “primary data, which is information collected for the specific purpose at hand”. Second, there is “Secondary data, which consists of information that already exists somewhere, and have been collected for another purpose” (2000, p.144).

CHAPTER III

METHODOLOGY

For the research in this Independent Learning Project, two primary methods were used. The first is a questionnaire, the second an informal interview with an expert who works in the salon spa business. 

Questionnaire


I prepared 12 questions in my questionnaire for people in the location where I plan to open my salon spa. The forms of the questions were multiple choice, scaled responses, and open questions. I also used a combination of all in one question to allow flexibility and to get more information. There were only 12 questions because most people don’t have much time. 

In the first three questions, I asked what they do for a living, what age group they are in, and their household income per month. Those questions are important to give me an idea of the target market for my salon spa. I also asked whether they have ever been to a salon spa before, and if so how often, following with which spa have they been to and why they went there. I asked them how much money they can afford to spend to go to a salon spa, the reason they go there, and what they like the most about a salon spa. In my questionnaire, I also asked people to define the least important and the most important qualities of salon spa, in terms of the size of the salon spa, the location, the quality, the products that they’ve been using, the costs, and the hours of operation which are good for them. I asked them about the level of satisfaction that they get from their previous salon spa experiences, including the services and products that the other salon spa provides, which products that they would prefer to use, and whether the products are made in Indonesia, the USA or another country. The last question on the questionnaire is very important because their response is going to help me to create the salon spa that is most suitable for my customers. That question asked what they suggest the salon spa should be in the future. 


The target market for my salon spa will be women in Indonesia, so the questionnaire focused on a female audience. All the interviews were conducted in Indonesia, and I had another person help me. She went to the area where the spa would be located, the various mall areas, a health club in the area, a cafe, and office buildings in the area such as banks and other various companies.  The locations of the interviews were strategic because the salon spa will be located close to office buildings, restaurants and health clubs.

 We collected 30 answers within three weeks, including mailing time. It took about one and a half months to gather all the information I needed.

Informal Interview


The second method that I used to carry out my research was to conduct an informal interview with an expert in the field. I had an interview with Deborah Smith over email and phone. She is the founder of Smith, Club and Spa. She is a specialist who designs, develops, and consults with leading club and hotel resort properties in North America. She is recognized as an industry leader, and has twenty years top management experience in operation and development. Smith holds a Masters degree in Business Administration, and her expertise includes market feasibility studies, business plans, design development, and direct management. 


The weakness in this method was that in order to get the information that I needed it cost me a lot of money to pay for her time. Unfortunately, I have a limited budget for that. However, she was still available for a few questions regarding how to start a business and get help to write a business plan. But this amount did not satisfy me.

Conclusion

By using these two methods (questionnaire and informal interview) I learned that there are some strengths and weaknesses. Getting honest and useful information is not easy, and it’s very time consuming. People don’t want to volunteer their time to answer questions. In my informal interview with Deborah Smith, I found it difficult to keep up with her. She is a very busy woman, and had little to no time to talk to me. In her world, time is money. I didn’t pay her for her advice, and so it was a challenge. 

Overall, four main obstacles can arise using these two methods. They are the possibility of misunderstanding of questions and/or answers, which I found mostly in my questionnaire. Second, with an informal interview, there is a chance of poor quality recording or note taking. Third, the respondents at times were unable or unwilling to discuss some subjects. Fourth, in a questionnaire sometimes respondents write they think you want to hear or accidentally or deliberately lie or forget their answers. However, despite these occurrences research still provide an idea of what all parties think about a certain topic, and how to correct a problem in the future.
CHAPTER IV

DATA ANALYSIS
Questionnaire results

The results from the questionnaire were different than what I expected. However, it was not easy to construct questions and ask them in such a way that encourages the respondents to answer openly and honestly, especially during a busy time of the day. The first questions, Out of 30 respondents, 13 were employees, 6 were students, 6 were unemployed or housewives, and 5 were executives. 

Question 2 asked about ages, Out of 30 respondents, 17 were between 25 and 35 years old, 7 were between 45 and 55 years old, and 6 were between 18 and 25. 

13 out of 30 respondents said that their household income was between 3,000,000 rupiahs (Rp) and 5,000,000 rupiahs per month, which means that they were in the middle to upper scale.  7 out of 30 respondents reported a household income above Rp.5,000,000 per month, so they would be categorized as in the upper scale. 8 respondents had an income between Rp.1,000,000 to Rp.3,000,000 per month and just 2 out of 30 people had an income of less than Rp.1,000,000 per month. 

The fifth question asked which spa they go to and why they go there. Some did not answer this question. However, 8 out of 30 respondents chose Martha Tilaar Spa as their favorite place, 2 out of 30 respondents chose Kemang Day Spa, 2 respondents choose Gaya Spa, 2 respondents choose Javana Spa, and 2 respondents choose Bale-Bale as their favorite place. 4 out of 30 people did not respond to that question because they had never been to a salon spa, and the rest didn’t give an answer because as they told me, they wanted to keep it a secret.


From the 30 respondents, 13 could afford to spend money between Rp.150,000 to Rp.250,000 on a spa.  9 could spend less then Rp.150,000, 3 out of 30 respondents could spend between Rp.250,000 and Rp.350,000, and 5 out of 30 respondents could afford to spend more than Rp.350,000.  

When I asked what their purpose for going to a salon spa was and what they liked most, 14 out of 30 respondents choose answer D, which was to get the complete treatment from head to toe. 12 out of 30 respondents chose body treatment packages, 2 out of 30 chose hair treatment. 1 respondent didn’t answer that question. No respondent chose manicure and pedicure. 

The next question asked them to rate with as least important to the most important the size, location, quality of services, products, cost, and hours of operation. The result was surprising because 10 respondents didn’t answer that question and probably were confused on how to answer. The overall, size and the hours of operation were the least important according to the remaining answers, and the most important were the cost, quality of services, and the products. The location wasn’t really a concern. As long as the spa provides good quality and service, people said they didn’t mind driving far. 

On the ninth question, I asked them to grade on a scale, 1 from poor and 10 to very satisfied, the service that their favorite salon offered. The result was unsatisfactory, because 8 out of 30 respondents did not answer this question.  1 out of 30 respondents gave a grade 0f 4, which means that she wasn’t satisfied with her salon spa. 1 person gave a grade of 6, which means she was satisfied.  7 out of 30 respondents gave a 9 for satisfaction with the low price and the service. 6 people gave an 8 with no further details. 7 out of 30 gave a grade of 7, which means fair. 

The next question asked about the products that they had used and how much they like the products. 21 out of 30 respondents answered yes that they do like and enjoy the products for the following reasons: the results that they got satisfied them, they felt the product was of good quality, that it was made for tropical skin, that it made their skin softer. 6 out of 30 respondents did not answer the question, and 4 out of 30 did not enjoy or like the product, because according to them the price of the product was too high, and it was not made from natural resources. 

 Asked if they prefer to use a product made in locally or made in the USA or another country, 18 out of 30 respondents wanted products made in Indonesia, because products made in Indonesia are affordable and made from natural ingredients safe for the skin. 8 out of 30 respondents answered both made in Indonesia or in other country. The reason was because they didn’t care where the product was made, as long as it was good and affordable. 1 out of 30 respondents answered made in USA.  3 out of 30 respondents didn’t answer the question.

The last question on my questionnaire was very critical for my research on how I build my own business in this type of industry for the future. I asked for their input/suggestions on how I would build my salon spa as their second home.  9 out of 30 respondents didn’t answer the question, but 21 gave the following suggestion. First, in order to make salon spa as their second home, it must provide one stop service, which means complete service from head to toe and all the facilities, so they will not need to go anywhere else as we have all the services they need. Second, they suggested that Salon spa should be clean with comfortable beds with AC, remote-control television, and pay-per-view movies. Third, it should have good prices, excellent services and combine modern technology with traditional products. Fourth, it needs to consider the location that is accessible to their customers.  Finally, retainment of professional beauticians and therapists is necessary.

Interview results


I asked few questions that were significant for my business plan. First I asked is could she could give me some information on how to write a business plan, and where to find the resources for this plan.  In response to that question, she gave me some options to consider for efficiently putting together my business plan. First option, hire a professional spa consultant who can assist me with assembling the background and research info for the plan, as well as realistic income and expense expectation. Second, Contact ISPA (the international Spa Association) to see if there are any research reports they offer for sale that would help me. Third, contact “Day Spa Magazine”, which she thinks that is, an excellent source of info about all kinds of business concerns, including financing and buying spas. 

Second, I asked about the industry trends that are making new spas successful, such as treatments, service. She said that if  she had to point to one factor that would make my spa successful, it would be to make sure my treatment programs and the services that I offer answer the need and expectations of the market. I must find out what I want or what my competition fails to deliver and incorporate them into my treatment program and spa concept. Apart from that, she also mentioned that having a great staff and consistently delivering five star services will help build a loyal clientele and encourage new client referrals. This is what any spa needs in the long term to be successful. In terms of successful trends, she mentioned that some day spas are using the  “Medi-spa” concept, i.e., offering the traditional beauty service along with medical dermatology consultation, laser resurfacing, and preventive annual wellness check-ups.

 
I asked Smith what was the best way to assess the financial aspect of the business plan for my salon spa, for example the pro forma income statement, cash flow analysis, and the standard formula used for revenues and profits. In response she gave me the calculation for revenue potential. It is to multiply the average ticket price (average sales run through the cash register) x number of treatment rooms x hours of operation x number of days open per year. She also suggested that to have a separate line for treatment rooms, salon, retail sales, consultation or packages for a large spa. She mentioned that revenues are easy to calculate, and the operating assumptions are key.

CHAPTER V

BUSINESS ENVIRONMENT OF INDONESIA

This background profile of the demographic, social and economic conditions in the region of South Jakarta, 1999-2000, is presented to indicate the external business environment in which I hope to open my salon spa. All the information is from  “The Profile Of South Jakarta”, by BPS South Jakarta (1999/2000).

Geographical and Climate

The size of the administrative region for South Jakarta is about 145.73 squares kilometers. It is on the average 26.2 meters above sea level. South Jakarta is a specific tropical region with high temperatures about 27.1 degree Celsius and 80% humidity rate. 

Government


South Jakarta is administratively divided into ten districts, covering sixty five villages.


The use of land in South Jakarta is 69.57% percent for housing, 10.74% percent for office, 1.46% manufacturing, 0.65% for yard and garden, 0.67% sleeping land, and 16.91% for other usages. Land usage influences to the availability and the quality of ground water, especially for drinking. In order to keep peace in South Jakarta, the society organizes the self security guard in 1.492 places surrounding the region. 11.796 people are registered as the members of the guards.

Population and Labor Force


The impact of social and economic conditions is in part the result of job opportunities. A greater number in the labor force will have a positive impact on the society’s social and economic condition. The total population in South Jakarta is about 1.966.411 people consisting of 1.034.470 males and 931.941 females. The total number of the households is 422.177, with 10.494 households classified as the poor people who need some supports.


The population density us about 13.494 people per km2 and the sex ratio is 1.11. The district of Tebet is the most populated with 31.841 people per km2. Based on their marital status, people who are ten years old and over are 46.13% single, 48.38% married, 1.52% divorce, and 3.97% widowed. The level of the educated labors in South Jakarta is still low, which is most o them are only high school graduated. There are 10.147 registered companies with the total 323.678 workers, consisting of 65% males and 35% females. The impact of the economic crisis causes some closed companies which are 242 companies, yielding 14.661 people have no job any more or disguise unemployment.

Regional Income


Regional tax revenue was targeted as much as 28.275 millions rupiah while the real revenue is 30.301.5 millions rupiah. The value of the gross domestic regional product based on the current price, while based on the constant price is 10.455.106,99 millions rupiah.


Based on the current price, the highest contribution for GDRP comes from the economic sector of trade, hotel, restaurant which is as much as 28.2% of the GDRP. The economic sector of the building is the highest contribution for the GDRP, that is 28.6% of the GDRP based on the constant price.


Income per capita for the people of South Jakarta based on the current price is 11.000.924 rupiah and based on the constant price is 4.804.405 rupiah.

CHAPTER VI

Business Plan

Paras Salon Spa

September, 2001

This document Contains confidentiality and proprietary information belonging exclusively to Paras salon spa

Name
The Owner/ President

Jl. Metro Pondok Indah Kav B5

Jakarta Selatan, Jawa Barat 12620

Indonesia

(021) 787-5282

Executive Summary

Paras salon spa is a full service beauty salon and day spa dedicated to consistently providing high customer satisfaction rendering excellent service, quality products, furnishing and enjoyable atmosphere at an acceptable price. We will also maintain a friendly, fair, and creative work environment, which respects diversity, ideas, and hard work.

Paras Salon spa is located at Jl. Metro Pondok Indah, Kav. B5 Jakarta Selatan, Indonesia 12620. Our mission: To provide services and products that enhance our physical appearance and relaxation of body and soul.

The timing is right for starting this new venture. The ambitions of the owner to start her own salon spa, and the procurement of highly professional and qualified beauticians and therapists to support the salon spa, has made this business one of the great potential.

Our management team consists of 2 women:

1. Yulieta Syamsu (The owner/President)

2. Chintami Atmanegara (Co-owner/Spa Director)

Yulieta Syamsu, the owner of Paras Salon spa incooperation with Chintami Atmanegara, has extensive experience managing people and business. Yulieta has quickly developed the trade and skills that have led to her success. Yulieta loves dealing with people and has drive, ambition, and discipline to manage business and its employee.

Chintami Atmanagera has worked in a prestigious, upscale salon and health club Jakarta, Indonesia for the past 7 years. Chintami has created a large client following through hard work and dedication. Chintami, and her talented team of therapists, and beauticians, has what it takes to make this venture an extremely successful one. 

Additionally, our outside management advisors provide tremendous support for management decision and creativity. 

We expect our growing reputation to lead to new clients and beauticians to support our anticipated growth. 

1.0 Key to Success
The keys to success in our business are:

1. Location: providing an easily accessible location for customers.

2. Service and product: performed and applied by experienced and talented staff.

3. Relaxing and professional atmosphere.

4. Reputation:  positive reputation of the owner and other “beauticians and therapists” as providing superior services.

5. Acceptable price.

Paras Salon spa enjoys an established track record of excellence with our customers. Their expressions to the satisfaction and encouragement are numerous, and we intend to continue our advance and growth in the marketplace with more unique and effective services.

Company Overview

Paras Salon Spa will, upon commencement of operations, sell a wide range of beauty and relaxation services. We will provide quality skin services, nail, massaging, hair and nail along with top quality products. What will set Paras Salon Spa apart from the competition is our commitment to providing all of these services in one convenient location.

2.0 Legal Business Description
The legal form of Paras salon spa is limited partnership. We choose limited partnership form because the owner is qualified with all the cash and assets to start up company, and it’s easy to control, and can dissolve or close the business anytime

2.1 Business Locations and Facilities

Paras’s salon spa will be located at Jl. Metro Pondok Indah, Kav B5. Jakarta Selatan, Jawa Barat, Indonesia 12620. The salon spa will utilize 400 m2. The location is strategically situated on one of the busiest streets in Jakarta Selatan. It is a high profile area, with easy access from all parts of town
2.3 Management Summary
Paras Salon Spa will be organized and managed in a creative and innovative way to generate very levels of customer satisfaction, and to a create a working climate conductive to a high degree of personal development and economic satisfaction for the employees.

Training classes to help improve employee product knowledge and skills will be conducted on a regular basis. As the business grows, the company will consider offering an employee benefits package to include health and vacation benefits for everyone.

2.4 Management Team
Our management team consists of 2 women. Their background consist of more than 10 years experience.  

Yulieta Syamsu: Owner/ president. Yulieta has a bachelor degree in Accounting from Trisaki University, Jakarta and she has a Master degree in Business Management from Cambridge College, Boston, MA. She has extensive experience managing people and business. She has quickly develop the trade skills that have led to her success. She loves dealing with people and has the drive, ambition, and discipline to manage business and its employees. 

Chintami Atmanegara: Co-owner and spa director.  Chintami has been a beautician, and therapists for over 7 years. She has been an entertainer for over 25 years. She loves dealing with people and famous in Jakarta as an actress since she was 15 years old. She currently the owner of Primadona Salon and health club and succeed in her business. She has the ambition to bring Paras salon spa to its success.

The strength of Paras salon spa’s management team stems from combined expertise in both management and technical areas. In addition, the leadership and alignment characteristic of Paras salon spa’s management has resulted in the establishment of broad and flexible goals designed to meet the ever changing demands of the quickly moving marketplace requiring our service. This is evident when the team responds to situations requiring new and innovative capabilities. 

2.5 Staffing
Paras salon spa recognize that additional staff is required to properly support marketing, sales, and support functions. 

Currently, Paras salon spa is composed of 15 people. An additional 10 people employee will be required to meet the demands of the projected market over the next 3 years in the areas of marketing, customer relation, hair stylist, massage and face therapists, nail technicians, spa attendant, and administrative assisstant.

Services 

Paras salon spa is considered an upscale full service salon and day spa. We will offer a variety of professionally administered spa service and salon to clients on a day use basis that categorized into four different areas: therapeutic, rejuvenating, skincare, beautifying. That include:

1. Spa Packages: the shooting paras, easy paras, essential treatment, luxury treatment paras, lullaby paras, styling paras, Detox paras, Spa Paras, smooth skin paras, relax paras. 

2. Body treatments: aromatherapy body wrap, face lift massage, body scrub, Asian ginger wrap, tropical scrub, dead sea salt scrub, jasmine scrub, foot reflexology, body wrap, body mask, body massage (Traditional Indonesian, France, Hawaiian, Japanese)

3. Hair: scalp treatment includes; dandruff/itchy, loss, early gray hair, damage/sunburned, dry, oily; we offer cut, relaxer, perms, colors, shampoo, conditioning, curling, weaving.

4. Facial treatments: face massage, face scrub, deep cleansing, sensitive, oily, dry, dull/tired, combination, acne treatment, and dehydration.

5. Nails: manicure, pedicure, polish, full set, fill in, repairs.

3.0  Competitive Comparison

Paras Salon spa wants to set itself apart from other salon spa that may offer only one of the two types of service. Having come from a such a salon spa, Yulieta has realized, from talking to customers, that they desired all of the service that we are proposing but they remain frustrated because they must get their body treatment and massage done in one place, and hair and nails done at another, although the focus of Paras salon spa is spa and body treatment. We do wish to offer our clients the convenient of these other service in one location.

There are numbers of salon spa like ours, but they are mainly in the very high-income parts of Jakarta and surrounding areas. We not intend to compete with them. We wish to offer a middle ground for those clients who can’t quite afford those high and luxury spas.

Our business atmosphere will be a relaxing one where clients can kick back and be pampered. Soft drink will be offered to clients as they enter for the service. Television will be located in the waiting area.

3.1 Product Trends
Traditional product the “tried and true” therapies like hydrotherapy and mud baths- continue to be highly popular. Non-traditional products such as “eastern” treatments and products with fitness components are gaining popularity.

Keeping a healthy body and mind and using natural and organic materials are a focus of new product and service offering in out salon spa. Service for couples such as dual massages and hydrotherapy are being requested more frequently.
Market Analysis

4.0 Industry Analysis

The overall salon spa and beauty salon industry is growing at a rapid change. Statistically for total industry in 1999, there are 3,728 salon spas and beauty salon with total revenues to 31,616,71 billions rupiah. The number of salon spa’s industry has grown at annual rate of 18% in the past 5 years. Source: Indonesian Resort Development Association. 
The factors behind this are the booming economy, consumer trends in the spa industry. Also there is a trend toward larger spa establishments. The echo boomers and Generation Xers are a growing market for the spa industry, particularly for the day spa segment, as the younger generation seeks escape from work related stress. 

Consumers are increasingly seeking the spa experience as an alternative or complement to other leisure activities. Salon spas are increasingly being built or added to hotels and resorts. Day spas will increasingly be located in malls. More mega spas are being built and the average spa will be larger.

4.1 Market Segment
Key points in defining the market segment are age and income. The major market segments are people from middle class and higher, and future consumer.

The young population segment of the market is generally based on services and products with price in the range 150,000 rupiahs and 250,000 rupiahs.

Over the past several years, similar salon spas have proven meaningful features can be develop for this class of service.  Taman Sari Royal Heritage spa, Javana spa, and Gaya spa wellness center provide competitive service and products in this market.

In the next three years it is estimated that there will be more than double of services distributed by Paras salon spa.

4.2 Strengths
In terms of the product strength, Paras salon spa has several distinct over the competition. First is its market advancement in material resources. Other products strength includes its quality over the other brand.

In terms of the service strength, Paras salon spa performed and applied by experienced and talented staff and excellent service.

In marketing, our most powerful assets are image, pricing, and promotion. In the corporate arena, Paras salon spa is supported by business relationship and extent known of the target market.

4.3 Weaknesses

While there are some weaknesses inherent, the only notable disadvantage are our lack of work experience in this new field incurring in high cost because our entrepreneurship. Those are because we are just introducing some our new services in Indonesia market. By 2004 we should be able to position ourselves as managing our costs in an effective and efficient way and there by reduce this weaknesses considerably. 

Environmental threats include changing or new proprietary new technology, consumer trends, and changing economies.

4.4 Opportunities
The upside potential for our service in each of the currently addressed markets over the next few years is the unexploited potential of younger generation.

Based on the condition introduced in the above analysis, the echo boomers and generation Xers are a growing market for the salon spa industry, particularly for the day spa segment, as the younger generation seeks escape from work-related stress.

4.5 Customer Profile/ Target Market

The most typical customer for our services is younger female generation who works as an employee or professionals. It is likely that potential customers are going to familiar with similar services/products, and that they will readily accepted our service provided that we market effectively. People are motivated to try our services and products because of pricing differently and motivation. Our customers would be female who age between 20-45 years with household income 3,000,000 rupiahs and above.

This market has pretty high life styles, which usually spend time going out after work and weekends. Their visiting on salon spa have seen increased during the last two years showing a preference for this industry.

4.6 Competition
Salon spas that compete in this market are Taman Sari Royal Heritage spa, Bale-Bale salon and body treatment. The major strength of our competitors is years of experience. The major of weaknesses of our competitors are price, promotion and location. Our services are positioned relative to our major competitors by quality and promotional events. Key factor they have resulted in the present competitive position in this industry are price and promotion. 

- Competitive round up 
The following charts illustrate how Paras salon spa’s service compares to the competition in several key difference areas. Competitors are rated on a scale 1 to 5 with 1 being weak, and 5 being strong.

Competitive round up company:

Company:



Taman Sari Royal Heritage spa
Bale-Bale 

Quality:



4




3

Advertising:



3




2

Sales force excellent:

2




2

Standing in industry:

4




3

Future potential:


4




4

Seriousness of competition:
4




2


Employees:



4




2

Greatest strength:


3




3



Key weakness:


3




4

Competitive round up Service

Price:




2




3

Size:




4




3

Appearance:



4




3

Quality:



3




2



Design:



4




3



Responsiveness:


2




3

Efficiency:



3




3

It appears from the above information, that exist a niche can be fill out with our new salon spa.

4.7 Risks

Competition
Paras salon spa compete with body treatment and salon spas, several of whom dominate the market, and are based primarily in Kebayoran Baru, and Mampang Prapatan. Taman Sari Royal Heritage spa and Bale-Bale have greater financial, sales, and experience than Paras salon spa. Although we believe that the most of our service that we will provide would be the greatest, there can be no assurance that the competition in the future will not increase from other spas, many of which, have recently completed or are planning significant expansions. Further more, if the market continuous grows, the major spas will likely to devote greater resources to this segment.

Economic
The crisis economy, or lay offs are economic risks that affecting Paras salon spa. The best strategy for Paras salon spa is to keep satisfied the customers by keeping the acceptable price and good quality. 
Marketing Plan

5.0 Marketing Strategy

Advertising and Promotion 
Paras salon spa recognizes the key to success at this time requires extensive promotion. This must be done aggressively on a wide scale no matter what type of business are we in. Paras salon spa plans to advertise in radios and mouth-to-mouth advertising strategy.

Objectives:

Paras salon spa’s overall advertising and promotion objectives are:

1. Increase company awareness and salon name recognition among business management, and customers.

2. Position Paras salon spa as the leader in the market.

3. Develop, through market research, significant information to create immediate and long-term marketing plans.

Radio.

The best way to reach our potential customer is to develop an intense advertising in national radio to establish and maintain our business image.  

Research indicates that radio advertising hasn’t been yet used by any of our competitor. This is a good opportunity for our business to become a leader in this industry. Ideally, after becoming familiar with our salon spa, the customer will call us and come to our salon spa.

Mouth-to-mouth.
Our marketing strategy is a simple one: satisfied clients are our best marketing tools. When a client leaves our business with a nice and fresh look, she is broadcasting our name and quality to the public. Most clients will be referrals from new and existing clients. Our research shown that word of mouth is one of the best advertising for this type of business. We will, however run specials throughout the week.

 We will also ask clients for referrals, and reward them with discounted or free services depending on the number of clients they bring.

 We will also offer discounts to the new clients who have been referred. There are plans for the lottery that will offer free trip to, say, Bali. A client would simply refer new client to us, and we will place a card in a box for each client she brings. The more they bring, the more chances they have of winning trip.

5.1 Advertising Budget
For the next years, advertising and promotion will require 10 millions rupiah. On an ongoing basis we will budget our advertising investment as 10% of total sales. This figure is necessary because allow us to keep our presence in the market and also the customer awareness about our service.

5.2 Personnel Plan
The personnel plan calls for a receptionist who will greet customers and receive payments for services. There will be 5 massage therapists, 3 face therapists, 2 hair stylists, 2 nail technicians, 2 spa attendants, and a receptionist.  Everyone but the receptionist will be contract workers, and will be paid a sliding commission scale based on the amount of revenue created. 

In the first year, assumptions are that there will be 10 employees until the business can build a reputation that will attract others to work there. 

Personnel Plan 
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 Year 1

Year 2

Year 3

Receptionist

Rp. 6,000,000

Rp 6,500,000

Rp. 7,000,000

Other

Rp. 78,000,000

Rp. 83,000,000

Rp. 88,000,000

Other

Rp. 0

Rp. 0

Rp. 0

Total Payroll Expenditures

Rp. 84,000,000

Rp. 89,500,000

Rp. 95,000,000




Financial Plan

6.0 Start-up Summary

After spending several months searching for a salon spa to purchase, the owners decided to start a salon spa from the ground up. The start-up capital will be used for the design, and equipment of the spa.  The owners are investing 950 millions rupiah of their own money. Spa equipment will cost about 150 millions rupiah.

Start-up Plan


[image: image1.wmf]Rent deposit

Rp.35,000,000

other
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Cash Requirement
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Short-term Assets

Rp. 95,000,000

Long-term Assets

Rp. 1.050,000,000

Total Assets

Rp. 1,145,000,000

Total Start-up Requirements

Rp. 1,180,000,000

Left to finance

Rp. 0

Invesment

Investor 1

Rp. 800,000,000

Investor 2

Rp. 150,000,000

Total Investment

Rp. 950,000,000

Unpaid expenses

Rp. 0

Short-term loans

Rp. 0

Interest- free

Rp. 0

Subtotal Short term Liabilites

Rp. 0

Long-term liabilities

Rp. 1,180,000,000

Total Liabilities

Rp. 1,180,000,000

Loss at Start-up

Rp. 985,000,000

Total Capital

Rp. 35,000,000
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6.1 Financial Plan

Our goal is to be a profitable business beginning in the first month. The business will not have to wait long for clients to learn about it since the stylists, and therapists will already have an existing client base.

The financial that are enclosed have a number of assumptions. Revenues will grow at annual rate of 15%

Revenue will increase 20% in November and December due to a historical jump in revenues at this time of year. We anticipate this increase to stay steady throughout the following year to account for the normal flow of new clients coming into the salon spa.

Estimates for sales revenue and growth are intentionally low, while anticipated expenses are exaggerated to the high side to illustrate a worst-case scenario.

We did not use cost of goods sold in our calculation of net sales because most sales are coming from services. We included all costs, however, in the operating expenses area of the profit and loss table.

Product sales are minimal part of our market. We are not quit sure how much revenue will be derived from products so we took a low ball approach and estimated sales of Rp. 800,000 a month. This figure is included under the title “other” on the profit and loss table. Also under “other” in the sales projections table are services such as nails and hair. We are not quite sure how much revenues these two services will generate. We are certain that in time these services will be a large part of our revenue. We estimate revenues from these services to be only Rp. 2,400,000 a month for the first year.

6.2 Break-even Analysis
The break-even analysis shows that Paras salon spa has a good balance of fixed costs and sufficient sales strength to remain healthy. Our break-even point is only 126 clients a month. This was derived by using average revenue of Rp. 200,000 per client, and fixed costs of Rp. 25,200,000. Product sales were not included in this figure, but it does include an owner withdrawal of Rp. 5,000,000 a month.
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6.3 Projected Profit and Loss

We expect income to hit Rp. 259,800,000 at the end of the first year of the business. It should increase to more than Rp. 418,735,000 by third year, as the reputation of the salon spa, its services become apparent to the general public. 
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Year 2

Year 3

Sales

Rp. 259,800,000

Rp. 377,570,000

Rp. 418,735,000

Direct Cost of Sales

Rp.0

Rp.0

Rp.0

Other

Rp.0

Rp.0

Rp.0

Total Cost of sales

Rp.0

Rp.0

Rp.0

Gross Margin

Rp. 294,800,000

Rp.377,570,000

Rp. 418,735,000

Gross Margin %

100%

100%

100%

Operating Expenses:

Advertising/Promotion

Rp. 10,000,000

Rp.8,000,000

Rp. 8.000,000

Supplies

Rp. 15,000,000

Rp. 18,000,000

Rp. 22,000,000

Others 

Rp.8,400,000

Rp. 8,400,000

Rp. 8,400,000

Payroll Expense

Rp. 84,000,000

Rp. 89,500,000

Rp. 95,000,000

Depreciation

Rp. 8,400,000

Rp.8,400,000

Rp. 8,400,000

Leased equipment

Rp.0

Rp.0

Rp.0

Utilities

Rp. 22,000,000

Rp. 22,000,000

Rp. 22,000,000

Rent

Rp. 35,000,000

Rp. 35,000,000

Rp. 35,000,000

Insurance

Rp. 12,000,000

Rp. 12,000,000

Rp. 12,000,000

Others 

Rp.0

Rp.0

Rp.0

Owner withdrawals

Rp. 60,000,000

Rp.80,000,000

Rp. 100,000,000

Total Operating Expenses

Rp. 254,800,000

Rp. 281,300,000

Rp. 310,800,000

Profit Before Interest Taxes

Rp. 40,000,000

Rp. 96,270,000

Rp. 107,935,000

Interest Expense Short-term

Rp. 0

Rp. 0

Rp. 0

Interest Expense Long-term

Rp. 0

Rp. 0

Rp. 0

Taxes Accured

Rp. 6,000,000

Rp. 14,440,500

Rp. 16,190,250

Net Profit

Rp. 34,000,000

Rp. 81,829,500

Rp. 91,744,750

Income Statement

Paras Salon Spa
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6.2 Projected Cash flow
We expect to manage cash flow over the next three years simply by the growth of the cash flow of the business. The business we generate more than enough cash flow to cover all of its expenses.
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Rp. 0

Rp. 0
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Rp. 0
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Rp. 0
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Rp. 0

Rp. 0

Rp. 0

Subtotal

Rp. 0

Rp. 0

Rp. 0

Net cash Flow
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Rp. 103,700,000
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6.4 Projected Balance Sheet

As shown in the balance sheet, we expect a healthy growth from approximately Rp. In year one to Rp. Bye the end of the year
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Year 1

Year 2

Year 3

Short-term Assets

Cash

Rp. 0

Rp. 103,700,000

Rp. 205,219,500

Rp. 313,864,250

Other Short-term asset

Rp. 95,000,000

Rp. 95,000,000

Rp. 95,000,000

Rp. 95,000,000

Total Short-term asset

Rp. 95,000,000

Rp. 198,700,000

Rp. 300,219,500

Rp. 408,864,250

Long-term Assets

Capital Assets

Rp. 1,050,000,000

Rp. 1,050,000,000

Rp. 1,050,000,000

Rp. 1,050,000,000

Acc. Depreciation

Rp. 0

Rp. 8,400,000

Rp. 16,800,000

Rp. 25,200,000

Total Long-term asset

Rp. 1,050,000,000

Rp. 1,041,600,000

Rp. 1,033,200,000

Rp. 1,024,800,000
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Rp. 1,145,000,000

Rp. 1,240,300,000
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Account Payable
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Rp. 72,590,000
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Rp. 0
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Rp. 0
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Rp. 940,000,000

Rp.820,000,000

Total Liabilities

Rp. 1,180,000,000

Rp. 1,121,300,000

Rp. 1,012,590,000

Rp. 901,090,000

Paid in Capital

Rp. 950,000,000

Rp. 950,000,000

Rp. 950,000,000

Rp. 950,000,000

Retain Earning

(Rp. 985,000,000)

(Rp. 985,000,000)

(Rp.1,069,000,000)

(Rp.1,270,829,500)

Earning

Rp. 0

Rp. 34,000,000

Rp. 81,829,500

Rp. 91,744,750
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(Rp. 35,000,000)

Rp. 119,000,000

Rp. 320,829,500

Rp. 532,574,250

Total L & C
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(Rp. 35,000,000)
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Balance Sheet
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CHAPTER VII

CONCLUSION


After spending several months doing research, reading articles, to create an outline for the questionnaire and interview with an expert, and analyze the data, and yet realized that this ILP is still need a lot of improvement. Finally, with patient, dedication, and faith this paper will help me to become an entrepreneur, I got to the point that to build a business plan for my salon spa and develop this business in Jakarta, Indonesia is a good idea. Although there are some exist salon spas in Jakarta, and my research is not 100% confirm my argument, I realized that I have to be ready for the consequences that might happen in the first year of my business, I have a faith that this business will be successful in the future, and perhaps one day I will be able to expand my business into other location offering more services. 


From doing this ILP, I have learned that before opening salon spa or some other type business, I need to take a deep breath, get control of my excitement and do a comprehensive pre-light check. The decisions I make in the early stages of developing my business will likely determine both whether my dreams comes to fruition and how successful it will be. While many factor go into developing a successful business, I have learned that the most distinguish aspect of a salon spa plan is target population.


I began by checking the demographics of the area and asking my self:

1. What kinds of business exist in the area surrounding? 

2. How strong is the local economy?

3. Is the population generally sophisticated and well educated?

4. Does a significant portion of the population have disposable income that can be used for luxuries?

5. Is the area experiencing a growth spurt or it is stagnant?

The information that I gather about the general characteristic of the South Jakarta area may seem trivial in the short term, but they will serve me well in the next phases of business development. 


After analysis the questionnaire, even though is not 100% accurate, I still can determine the specific target market, their household income, etc. to find a significant number in the group whose current needs are not being adequately met, and they must have and income sufficient to pay for the service. 


I realized that from questionnaire and informal interview that I did are not enough to support my findings so I spent time research to find out if there are already spas in my area, are they successful or not. Find out what are their strengths and weaknesses, visit the salon spa that I most admire is the answer. The interesting key point that I found in doing this research is competition. Their weaknesses can be my strength. Get a feel for the things that I would do that would be dramatically different from the other spas, I asked my self is there any room for another salon spa of the type I’m prepared to offer in this market?  Becoming educated is very important in this competitive industry, know what you are doing before you open. Joint industry organizations, and reading trade magazines are among some of the key ways to become a success in this type of business. 

The things that I might have done differently in this ILP, perhaps I could  have spent more time, and I still have to learn more on developing a professional business plan in the future. I could be more careful in selecting the people that I would ask to complete questionnaire. I could be more patient in researching the data. Hiring a consultant to help with early market research may seems like an unwarranted cost, but these professionals could have save time, and frustration. Perhaps in the years to come, I will hire one, but for me now, it is nice to know if necessary I can do it myself. 
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		Start-up Expenses

		Rent deposit		Rp.35,000,000

		other		Rp. 0

		Total Start-up Expense		Rp. 35,000,000

		Start-up Assets Needed

		Cash Requirement		Rp. 0

		Short-term Assets		Rp. 95,000,000

		Long-term Assets		Rp. 1.050,000,000

		Total Assets		Rp. 1,145,000,000

		Total Start-up Requirements		Rp. 1,180,000,000

		Left to finance		Rp. 0

		Start-up Funding Plan

		Invesment

		Investor 1		Rp. 800,000,000

		Investor 2		Rp. 150,000,000

		Total Investment		Rp. 950,000,000

		Short-term liabilities

		Unpaid expenses		Rp. 0

		Short-term loans		Rp. 0

		Interest- free		Rp. 0

		Subtotal Short term Liabilites		Rp. 0

		Long-term liabilities		Rp. 1,180,000,000

		Total Liabilities		Rp. 1,180,000,000

		Loss at Start-up		Rp. 985,000,000

		Total Capital		Rp. 35,000,000

		Total Capital & Liabilities		Rp. 1,145,000,000
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		Cash Flow

		Paras Salon Spa

				Year 1		Year 2		Year 3

		Net Profit		Rp. 34,000,000		Rp. 81,829,500		Rp. 91,744,750

		Deprecitation		Rp. 8,400,000		Rp. 8,400,000		Rp. 8,400,000

		Account Payable		Rp. 61,300,000		Rp.11,290,000		Rp.8,500,000

		Current Borrowing (repayment)		Rp.0		Rp.0		Rp. 0

		Sub total		Rp. 103,700,000		Rp. 101,519,500		Rp. 108,644,750

		Change in other ST Assets		Rp. 0		Rp. 0		Rp. 0

		Capital Expenditure		Rp. 0		Rp. 0		Rp. 0

		Devidens		Rp. 0		Rp. 0		Rp. 0

		Subtotal		Rp. 0		Rp. 0		Rp. 0

		Net cash Flow		Rp. 103,700,000		Rp. 101,519,500		Rp. 108,644,750

		Cash Balance		Rp. 103,700,000		Rp. 205,219,500		Rp. 313,864,250
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		Balance Sheet

		Paras Salon Spa

				Starting Balance		Year 1		Year 2		Year 3

		Short-term Assets

		Cash		Rp. 0		Rp. 103,700,000		Rp. 205,219,500		Rp. 313,864,250

		Other Short-term asset		Rp. 95,000,000		Rp. 95,000,000		Rp. 95,000,000		Rp. 95,000,000

		Total Short-term asset		Rp. 95,000,000		Rp. 198,700,000		Rp. 300,219,500		Rp. 408,864,250

		Long-term Assets

		Capital Assets		Rp. 1,050,000,000		Rp. 1,050,000,000		Rp. 1,050,000,000		Rp. 1,050,000,000

		Acc. Depreciation		Rp. 0		Rp. 8,400,000		Rp. 16,800,000		Rp. 25,200,000

		Total Long-term asset		Rp. 1,050,000,000		Rp. 1,041,600,000		Rp. 1,033,200,000		Rp. 1,024,800,000

		Total Assets		Rp. 1,145,000,000		Rp. 1,240,300,000		Rp. 1,333,419,500		Rp. 1,433,664,250

		Liabilites and Capital

		Account Payable		Rp. 0		Rp. 61,300,000		Rp. 72,590,000		Rp. 81,090,000

		Short-term Liabilities		Rp. 0		Rp. 0		Rp. 0		Rp. 0

		Long-term Liabilities		Rp. 1,180,000,000		Rp. 1,060,000,000		Rp. 940,000,000		Rp.820,000,000

		Total Liabilities		Rp. 1,180,000,000		Rp. 1,121,300,000		Rp. 1,012,590,000		Rp. 901,090,000

		Paid in Capital		Rp. 950,000,000		Rp. 950,000,000		Rp. 950,000,000		Rp. 950,000,000

		Retain Earning		(Rp. 985,000,000)		(Rp. 985,000,000)		(Rp.1,069,000,000)		(Rp.1,270,829,500)

		Earning		Rp. 0		Rp. 34,000,000		Rp. 81,829,500		Rp. 91,744,750

		Total Capital		(Rp. 35,000,000)		Rp. 119,000,000		Rp. 320,829,500		Rp. 532,574,250

		Total L & C		Rp. 1,145,000,000		Rp. 1,240.300,000		Rp. 1,333,419,500		Rp. 1,433,664,250

		Net Worth		(Rp. 35,000,000)		Rp. 119,000,000		Rp. 320,829,500		Rp. 532,574,250
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		Income Statement

		Paras Salon Spa

				Year 1		Year 2		Year 3

		Sales		Rp. 259,800,000		Rp. 377,570,000		Rp. 418,735,000

		Direct Cost of Sales		Rp.0		Rp.0		Rp.0

		Other		Rp.0		Rp.0		Rp.0

		Total Cost of sales		Rp.0		Rp.0		Rp.0

		Gross Margin		Rp. 294,800,000		Rp.377,570,000		Rp. 418,735,000

		Gross Margin %		100%		100%		100%

		Operating Expenses:

		Advertising/Promotion		Rp. 10,000,000		Rp.8,000,000		Rp. 8.000,000

		Supplies		Rp. 15,000,000		Rp. 18,000,000		Rp. 22,000,000

		Others		Rp.8,400,000		Rp. 8,400,000		Rp. 8,400,000

		Payroll Expense		Rp. 84,000,000		Rp. 89,500,000		Rp. 95,000,000

		Depreciation		Rp. 8,400,000		Rp.8,400,000		Rp. 8,400,000

		Leased equipment		Rp.0		Rp.0		Rp.0

		Utilities		Rp. 22,000,000		Rp. 22,000,000		Rp. 22,000,000

		Rent		Rp. 35,000,000		Rp. 35,000,000		Rp. 35,000,000

		Insurance		Rp. 12,000,000		Rp. 12,000,000		Rp. 12,000,000

		Others		Rp.0		Rp.0		Rp.0

		Owner withdrawals		Rp. 60,000,000		Rp.80,000,000		Rp. 100,000,000

		Total Operating Expenses		Rp. 254,800,000		Rp. 281,300,000		Rp. 310,800,000

		Profit Before Interest Taxes		Rp. 40,000,000		Rp. 96,270,000		Rp. 107,935,000

		Interest Expense Short-term		Rp. 0		Rp. 0		Rp. 0

		Interest Expense Long-term		Rp. 0		Rp. 0		Rp. 0

		Taxes Accured		Rp. 6,000,000		Rp. 14,440,500		Rp. 16,190,250

		Net Profit		Rp. 34,000,000		Rp. 81,829,500		Rp. 91,744,750
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		Start-up Expenses

		Rent deposit		Rp.35,000,000

		other		Rp. 0

		Total Start-up Expense		35,000,000

		Start-up Assets Needed

		Cash Requirement		Rp. 0

		Short-term Assets		Rp. 95,000,000

		Long-term Assets		1,050,000,000

		Total Assets		Rp. 1,145,000,000

		Total Start-up Requirements		Rp. 1,180,000,000

		Left to finance		Rp. 0

		Start-up Funding Plan

		Invesment

		Investor 1		Rp. 800,000,000

		Investor 2		Rp. 150,000,000

		Total Investment		950,000,000

		Short-term liabilities

		Unpaid expenses		Rp. 0

		Short-term loans		Rp. 0

		Interest- free		Rp. 0

		Subtotal Short term Liabilites		Rp. 0

		Long-term liabilities		Rp. 1,180,000,000

		Total Liabilities		1,180,000,000

		Loss at Start-up		Rp. 985,000,000

		Total Capital		Rp. 35,000,000

		Total Capital & Liabilities		1,145,000,000
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		Break-even Analysis

		Monthly Units Break-even		126

		Monthly Sales Break-even		Rp. 25,200,000

		Assumptions

		Average per-Unit Revenue		Rp. 200,000

		Average per-Unit Variable costs		Rp. 0

		Estimated Monthly Fixed Costs		Rp. 25,200,000






_1063717689.xls
Sheet1

		Personnel		Year 1		Year 2		Year 3

		Receptionist		Rp. 6,000,000		Rp 6,500,000		Rp. 7,000,000

		Other		Rp. 78,000,000		Rp. 83,000,000		Rp. 88,000,000

		Other		Rp. 0		Rp. 0		Rp. 0

		Total Payroll Expenditures		Rp. 84,000,000		Rp. 89,500,000		Rp. 95,000,000






