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The statement of CEO of the Martha Tilaar Group 
 
 
We, the Martha Tilaar Group of Companies, always believe in the business sustainability through integration of our industrial 
operation, environmental protection, social responsibility and corporate governance. 

The Martha Tilaar Group has been member of the Global Compact since 2000. Everyone in our Group has taken the pride 
to be part of the Global Compact movement together with other world class companies in making the world a better place to 
stay and work by implementing the 10 principles of the Global Compact in our work place, environment and society. 

Our corporate vision has also been rephrased into “Local Wisdom, Go Global” to strengthen our commitment to the Global 
Compact mission and sustainability. We have made a lot of effort to preserve our local culture and biodiversity and convert 
them into innovative and value-adding-products for human health, beauty and wellness.  

We feel honored to be given a chance as a member of Global Compact LEAD and would take this as a tool to promote the 
Global Compact initiatives and share our experience with peers in Indonesia as well as overseas. 

 

Jakarta, 9 January 2011 

                                     
 
Hartanto Santosa    Dr. (HC) Martha Tilaar 
Chief Executive Officer     Board of Commissioners 
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Strategy, Governance and Engagement 
 
Company overview 
PT Martina Berto has manufactured and sold beauty & personal care, jamu (herbal medicines) and spa products for over 
thirty years. It operates as a manufacturing and marketing subsidiary of the Martha Tilaar Group, a leader in the Indonesian 
cosmetics market. 
 
The company provides a wide range of cosmetic products in all beauty and personal care sub-segments with strong market 
shares in skin care and colour cosmetics. The company operates three manufacturing facilities together with a wide 
distribution network. It exports its products internationally in Singapore, Malaysia, Brunei, the Middle East and the US. The 
company employs around 1,000 personnel as of June 30, 2010. 
 
Background and History 
PT Martina Berto was established in 1977 by Dr. HC Martha Tilaar, widely regarded in Indonesia as the ‘mother’ of beauty 
and personal care. Initially, the company commenced operations as a small unit, launching the ‘Sari Ayu’ cosmetics brand. 
However, in response to growing demand for its cosmetic products it opened two factories in the Pulogadung industrial area 
in 1981 and 1986 respectively. Between 1988 and 1990, the company launched five brands: ‘Cempaka’, ‘Jamu Martina’, 
‘Biokos’, ‘Caring Colours’ and ‘Belia’. 
 
In 1994 the company further opened a factory in Gunung Putri for jamu production. In 1996, PT Martina Berto became the 
first Indonesian cosmetics company to be awarded an ISO 9001 certificate for its quality management system. In 1999, the 
company acquired Kalbe Group, consolidating its position in the Indonesian market. In 2008, the company began exports to 
new markets in Asia and Europe. In 2010, it was also awarded an ISO 14001 certificate for quality management systems. 
 
Company Evolution Timeline 

 
Picture 1:  The company evolution period 

 
Product portfolio 
PT Martina Berto offers a very wide range of beauty and personal care products in all areas, particularly in skin care, colour 
cosmetics, bath and shower products and fragrances. Cumulatively, it has strengthened its product line with multiple product 
launches. 
The Company’s products are provided through a portfolio of brands, most of which are licensed from its parent, Martha 
Tilaar Group. The following table identifies these brands and provides a description of their characteristics, ownership and 
socio-economic positioning. 
 
Segment Overview 
The company operates in three business segments: Beauty and Personal Care, Jamu (herbal medicines), and Spa 
products. The beauty and personal care segment is the main revenue driver of the company. In 2009 the company had a 
market share of 13.6% in colour cosmetics, 5.7% in skin care products and 2.5% in beauty & personal care products in 
Indonesia. 



     

 

Communication on Progress PT. Martina Berto 2010  Page 6 

 

Criterion 1:   

Strategic Aspect of Global Compact Implementation 

PT Martina Berto is the manufacturing and marketing arm of the Martha Tilaar Group, the leader in Indonesian colour 
cosmetics business segment and an aggressive fighter in the skin care business segment. The 3 core reasons that have 
ensured its survival in this highly competitive & fragmented Personal Beauty & Care industry have been  
• its capability to successfully nurture a complete range of highly recognizable brands, which covers all the economic 

segments across different industry segments in Indonesia;  
• its ability to bring its products to 230mn cosmetics users (yes, including men) across the 5,200 km wide 17.500-island 

Indonesian archipelago;  
• Lastly, its ability to create its blue ocean, by investing extensively in herbal & jamu research in the past 30 years. We 

have successfully monetized their intellectual assets through products such as the Sari Ayu Putih Langsat whitening 
cream, and Sari Ayu Lancar Datang Bulan Herbal drink. 

 
There are still more products to come, more geographic reach to cover, and obviously a lot more money to be made through 
this truly unique, difficult to replicate competitive advantage. 
 
With 1.2% annual population growth, 10% nominal wage income growth and increasing per capita osmetics spending in 
Indonesia, it is not difficult to imagine the industry growing at 10% CAGR in the past, as well as into the next 5 years. The 
amazing fact is that this company has been grabbing market share, outgrowing the industry 2 to 1 at 24% CAGR in the past 
3 years. The company aims to maintain this spectacular record, by maintaining this 2 to 1 industry outgrowing ratio into the 
next 5 years. Clearly, it is focused to be the no 1 in colour cosmetics (currently no 2), no 3 in skin care (currently no 4), no 5 
in hair care (currently no 18), and establish a presence in the bath and shower, fragrance segments. Through its Martha 
Tilaar Shop expansion, the company will attack the high margin A segment Indonesia consumers. The shop is also the key 
for the company’s global expansion.. 
 
a. The key principles of our sustainable development are 

Since 1970 our company has been grown significantly, from local player go globally bringing local wisdom in every 
single product. By the time being, competition among national companies as well as global companies become more 
and more tight. However, we can enter global market with high commitment in exposing our local wisdom and touching 
it with technology as market preference in this modern era.  

 
The key principles of our sustainable development are 
• LOCAL WISDOM, GO GLOBAL                                      
  “Think Global, Act Local “, where we transform and explore the richness of Indonesian biodiversity, our indigenous 

principle and our beautiful culture to meet global demand.  
• BUSINESS WITH THE HEART 
 Balance in business and social entrepreneurships.   
• TRI HITA KARANA  
 The word is come from Sanskit that has meaning that we should fulfil the harmony and balance between the 

relations of human to God, human-to-human, and human to environment. 

b. Major Players in Indonesia 

 

 
 
 
Picture 2:  
The major players of cosmetic producers in  
Indonesia, Euromonitor May 2010. 
   
 



     

 

Communication on Progress PT. Martina Berto 2010  Page 7 

 

c. The strength of PT Martina Berto  

                                                                           Picture 3: the strength circle of PT. Martina Berto 

 d. The brands positioning pyramid  
  

 
 

Picture 4: The pyramid of PT. Martina Berto’s brands 
 

e. Major sustainability risks and opportunities in the near to medium term (3-5 years)  
• Macro-economic risks 

 Indonesia accounts for 98% of company revenues. Any threat to / deterioration in economic growth in 
Indonesia may undermine the company’s business growth. 

 Any change in macro-economic factors including employment, income and inflation, which impact consumer 
markets, may adversely affect the company’s business. 

Revenue Contribution by Brands (2009): 
• Sari Ayu   43.0  % 
• Caring Colours  15.2  % 
• Mirrabella  10.1  % 
• PAC  06.1 %  
 
Target Age Segmentation: 
• Teenagers (15 years) to Mature ( > 40 years) 
 
Target Gender Segmentation 
• Male and Female 
• A (premium), B (Upper middle) 
• C (middle), D (lower middle) 
 
Target Psychology Segmentation 
• Nuture & Eastern image 
• Modern image 
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 ASEAN harmonization in cosmetic regulation may give an impact of threat from imported cosmetics in the 
market.  

• Industry risks 
 A successful cosmetics business largely depends on consumption patterns, any adverse change in which 

could jeopardise cosmetics industry growth. 
 The cosmetics industry is characterised by the presence of major global players with deep market 

penetration, which may in turn result in industry consolidation, in turn posing business risk to smaller players. 
 

• Environment specific risks 
 Based on global warming impact, Inbdonesia have too many possibilities to get catastrophes or environment 

disasters, such as flood, land sliding, mountain eruption, tsunami, etc.  . 
 
• Company specific risks 

 The company’s current saturated manufacturing capacity could result in a future supply / demand imbalance. 
 Lack of sufficient information technology infrastructure might limit the efficiency of the company’s operations 

and increase costs. 
 The company’s business is highly dependent on the Martha Tilaar Group with most distribution based on 

channels created by the parent company. 
 The company procures most of its raw materials and packaging components internationally. Any currency or 

business fluctuations in sourcing countries may cause sourcing bottlenecks and increase costs. 
 CSR budget should be managed well for disaster victims, revitalization of greener areas to preserve the 

nature, and also for capacity building, especially in the disaster area dan for rural and forest communities.     
 
f. Growth strategies 

• Product innovation:  
The Company maintains a constant focus on R&D (research and development) to develop beauty products that 
are ahead of market and competition. Constant innovation and research led to development of 405 products and 
approximately 1,000 cosmetic formulations between 2007 and 2010. The company invested IDR17.5bn over the 
last three years in R&D (this figure grew at 5% CAGR between 2007 and 2009). 
 

• Strategic brand positioning:  
The company’s brand portfolio targets all socio-economic classes, though they also address all demographic and 
psychographic sections based on age, gender and consumer behaviour. Of its brands, around 66% target the 26-
54 age group, which represents approximately 50% of the Indonesian population. Overall, these brands contribute 
around 75% of the Company’s total revenues. This strategic brand positioning enables it to minimise concentration 
risks and competition simultaneously. 
 

• Harnessing PT Martha Tilaar shops for customer interface:  
PT Martina Berto has always attached considerable importance to understanding customer requirements and 
product feedback. Consequently, the company uses Martha Tilaar shops as a ‘customer service centre’ for its own 
products. These are important in helping the company to interact with customers and for accumulating insights on 
consumer behaviour and products. This process confers on the company a strategic advantage over other 
cosmetics manufacturers unable to directly assimilate both retail and customer feedback. 
 

• Distribution network 
PT Martina Berto is strongly positioned in all marketing channels in Indonesia, ensuring superior nationwide 
distribution. This process is managed by its Trade Marketing business which operates the company’s distribution 
channels and conducts its trade relationships with channel partners. In doing so, it utilises modern trade (e.g. 
online stores, chain stores and supermarkets) and conventional (e.g. wholesalers, cosmetic retailers, beauty 
salons and spa) channels to distribute its products. 
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Picture 5: manufacturing facilities and distribution network 

 
 

• CSR main activities 
We will strengthen our collaboration and cooperation activities with members of Indonesia Global Compact 
Network and several good NGO’s.  
 
 

g. Key performance indicators to measure progress 
• Established player with a large and diverse product mix with strong presence in the Indonesian market 

       

                                   Picture 6:        Picture 7: 
The sale growth of PT. Martina Berto’s brands                         The growth of Indonesia cosmetic market, October 2010 

 
 

• Diverse product mix from continuous R&D activity 
The Company offers a diverse range of products across the entire beauty and skin care spectrum. It is strongly 
positioned in skin care and colour cosmetics market in Indonesia with corresponding market shares of 5.7% 
(ranked 4th) and 13.6% (ranked 2nd). Further, the Company has improved its market position in bath & shower, 
hair care, fragrances and spa care products. Concurrently, the Company invested IDR17.5bn in R&D (which 
increased at a CAGR of 5% between 2007 and 2009) with expenditure consistently around 1% of revenues, 
significantly higher than its peers. 
The commitment of PT Marina Berto towards R&D is well depicted in increasing number of research conducted in 
Martha Tilaar Innovation Center (MTIC) and increasing number of project collaboration with universities and 
research institutions 
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      Picture 8: The output and overall activities of R&D Department 
 
 
 

 
 

Collaboration proyects Research presentation and journal publications 

Own Plants Research by MTIC* Overall R&D Activities 
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Criterion 2:  
 
Description of effective decision-making processes and systems of governance for corporate sustainability 
 
a. Strategy in corporate sustainability and implementing in line with the Global Compact Principles. 
 
As founder member of the Global Compact Initiative, which is launched by former the Secretary General of the United 
Nations Mr. Kofi Annan in year 2000, since beginning we are promoting the 10 principles of Global Compact continuously. 
New trend in business has been introduced by the United Nations in 2006 following the success of Unleashing 
Entrepreneurship: Making Business Work for the Poor is “Growing Inclusive Market: How to Create Business with the 
Poor”. Prior to this UN new proposal, our company has involved the Indonesian farmers and small jamu gendong 
producers to be part of our supply chain since year 1991.  

Asean Economic Community blueprint which had been declared in Kuala Lumpur, December 1997 as the Asean vision. in 
2003 where the Asean Leader had decided to transform Asean into a stable, properous, and highly competitive region with 
equitable economic development reduce property and sosio economic disparity as Asean vision in year 2020. By the time, 
this vission had been speedup into year 2015 instead of 2020, and Indonesia will join for the implementation of 
harmonization of cosmetic regulation in 1 January 2011, where then the competition will be so tight especially for cosmetic 
industries in local, regional, and global scale.  

Through our strategy “Local Wisdom Go Global” we try to win the competition by exploring wisely our local wisdom, then 
touching with technology to meet global requirements. It is therefore, we declare our strategy in Corporate Social 
Responsibility by implementing four pillars as our thanks for 40 year anniversary of Martha Tilaar Group as below: 
 

• Beauty Education, that focuses mainly to train and educate our employees and related stakeholders, so they can 
have better hard and soft skills to become the agent of change in the near future.    

• Beauty Green, with main target on reducing emission and environment conservation through collaborative 
actions.  

• Beauty Culture, which focus in the conservation of Indonesian indigenous knowledge.  
• Beauty in Women, where the activities will focus on how we can improve the skill and knowledge of women, 

especially in the remote and forest area, so they can improve the family welfare. 

Furthermore, in running business we stand in commitment to implement Global Compact principles inline with MDGs 
(Millenium Development Goals) which every criterion of those initiatives could be run in sinergis and support each other.  
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Picture 9: The 4 pillars of CSR activities 

b. The policy of our CSR activity 

 To support our 4 pillars of CSR strategy, we have CSR policy as describe below: 

• We will integrate our business values and operations to meet the expectations of our stakeholders, include 
customers, employees, regulators, investors, suppliers, the community and the environment.  

• We merge our social, economic and environmental responsibilities to our stakeholders through our actions and 
within our corporate policies. 

• We will transparently communicate our strategies, targets, performance and governance to our stakeholders in our 
continual commitment to sustainable development   

• We will measure the implementation and the outcome of our CSR activities, then being improved continuously to 
meet the short and long term of company objectives.   

d. Self assessment on the achievement of CSR Goals 

 The measurement indicators based on 4 pillars implementation: 

• Beauty Education,  
 The total amount of green trainees  
 The amount of agent of change that distributed in urban area    
 The amount of farmers to be trained regarding to organic farming system 
 The amount of community’s libraries 
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Table 1: The self assessment of Beauty Education activities   
 

• Beauty Green,  
 The amount of farmers implementing organic farming system 
 The amount of green libraries in universities and schools 
 The number of plants conserved in our Kampoeng Djamoe Organik Martha Tilaar 

 

 
 

Table 2: The self assessment of Beauty Green activities 
 
 

• Beauty Culture,   
 The amount of publishing books 
 The amount of cultural performances that initiated and/or sponsored by the company 

 

 
 

Table 3: The self assessment of Beauty Culture activities 
 

• Beauty in Women 
 The amount of women that got special skilled training 
 The output quality of trainees (in %) 
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 The amount of new entrepreneurs  
 

 

Table 4: The self assessment of Beauty in Women activities 
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Criterion 3:  
 
The description on engagement with all important stakeholders 
 
a. List of stakeholder group engaged by the organization 

• Indonesia government authorities 
 Agriculture ministry, especially with Directorate General of Horticulture, Directorate General of Estate Crops, 

Directorate General of Processing and Marketing for Agricultural Product, and The Indonesian Agency for 
Agricultural Research and Development (mainly with two research center institutions: research center for 
medicinal and aromatic plants and research center for spices). 

 Forestry ministry, especially with Research and Development Forestry Agency and Directorate General 
Forest Enterprises. 

 Health ministry, especially with Directorate General Pharmaceutical Services and Medical Devices and the 
National Agency of Drug and Food Control. 

 Industrial ministry, especially with Directorate General Manufacturing Industrial Base. 
 Trade ministry, especially with Directorate General Foreign Trade 
 Coordinating ministry for economic affair 
 Ministry of justice and human rights 
 National standardization body 

 
• Non government organizations 

 World Wildlife Fund Indonesia 
 Yayasan Kehati (The Indonesia Biodiversity Foundation)  
 Setara Foundation 
 Indonesia Non Timber Forest Product 
 Wahana Lingkungan Hidup Indonesia (Walhi – Indonesia Forum for Environment) 
 Indonesian Conservation Community Foundation (Warsi)  
 Aliansi Masyarakat Adat Nusantara (Indigenous Peoples Alliance of the Archipelago). 
 Perkumpulan Telapak 
 Dewan Rempah Indonesia (Indonesia Spice Council) 
 Indonesia Global Compact Network 
 Swisscontact Indonesia 
 Perkosmi (Indonesia Cosmetic Association) 
 Gabungan Pengusaha Jamu dan Obat Tradisional (Association of Jamu and Traditional Medicine Producers)  
 Yayasan Bina Swadaya (Self reliance development foundation) 
 Yayasan Bina Usaha Lingkungan  

 
• United Nations Institutions   

 International Labour Organization 
 United Nations Conference on Trade and Development 
 United Nations Development Program Indonesia 

 
• Global partners   

 ProFound – Adviser in Development 
 SIPPO - the Swiss Import Promotion Programme 

 
• Local and global universities   

 The Leiden University in the Netherlands 
 Mediterranean Agriculture Institute of Chania, Greece 
 Indonesia University 
 Padjadjaran University 
 Surabaya University 
 Airlangga University 
 Institute Technology Bandung 
 Institure Technology Bogor 

 
• Several Suppliers and Farmers cooperation   
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b. Outcome of stakeholder involvement 
• Product and service selection matrix for sustainable Biotrade program of Indonesian native species: collaboration 

with UNCTAD and Setara Foundation.  
• New master degree program of Integrated Microfinance Management in Padjadjaran University in Bandung that 

will start next September 2011: collaboration between the Leiden University (the Netherlands), the Mediterranean 
Agriculture Institute of Chania (Greece), Padjadjaran University, Yayasan Bina Swadaya and Martha Tilaar Group.  

• New master degree  program of Jamu in Indonesia University in Jakarta that started last June 2010 : collaborative 
program between Martha Tilaar Group and University of Indonesia  

• Special women empowerment program in women jails in Tanggerang and Jakarta : collaborative program with 
Ministry of Justice and Human Rights. 

• Living library (garden of medicinal, aromatic and cosmetic plants) in campus of Indonesia University and Institute 
Technology Bandung.  

• Education program, training facilitation and coaching clinic for small and medium enterprices of Indonesian 
cosmetic producers and related health authorities: collaboration between  PT. Martina Berto, the Indonesia 
University, the National Agency of Drug and Food Control, the Health Ministry and the Industrial Ministry.  

• ASEAN Cosmetic Good Manufacturing Practices, ASEAN cosmetic standard and related method of analysis for 
cosmetic ingredients and finished products : collaboration between PT. Martina Berto, Indonesian Cosmetic 
Association, the Health Ministry, the Nasional Agency of Drug and Food Control, the National Standardization 
Body, the Industrial Ministry, ASEAN Cosmetic Association, and the International Standardization Organization.  

• Publication of Indonesia cases, Growing Inclusive Market : collaboration between Indonesia Global Compact 
Network, Surabaya University and Martha Tilaar Group. 

• Green car program: training facilitation for new agents for change: collaboration program between PT. Martina 
Berto and SIKIP (Solidaritas Istri Kabinet Indonesia Bersatu ~ Solidarity association of wifes of Indonesian 
cabinet).   

• Progress in innovation and product development 
The commitment of PT Marina Berto towards R&D is well depicted in increasing number of research conducted in 
Martha Tilaar Innovation Center (MTIC) and increasing number of project collaboration with the local universities 
and several research institutions. The company takes nearly 45 weeks to develop a new product. This includes 
R&D, marketing, packaging, trial production and product launching.  
 

 

Picture 10: The outcome of collaboration with universities and research institutions 
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UN Goals and Issues 
 
Criterion 4:  
 
The description of actions taken in support of broader UN goals and issues 
 
a. BEAUTY IN WOMEN 

Several women empowering programs have been conducted in line with MDG’s goals 
 

• Balisari spa therapist training program 
This program is dedicated as example of Growing Inclusive Market, how we create business with the poor. 
Through the scholarship program granted to the teenage girls from poor families in rural areas of Indonesia, 
Martha Tilaar Group has created a business model that is beneficial for both parties. Those teenage girls are given 
opportunities and facilities to train as professional spa therapists. Next, the grantees are employed as spa 
therapists. As such, they receive both appropriate financial and non-financial facilities. The benefits enable the 
women to raise their level of dignity, as indicated by the improvement of their living standards and economic 
conditions of their families and by their personal pride as employees of a big company whose professionalism is 
well acknowledged. 

At the same time, the benefits of this program have guarantee Martha Tilaar Group with a supply of professional 
employees, so this company can improve its brand image as the provider of international quality products and 
services. In the end, all of these efforts contribute profits for the company. 

Having been officially accepted as the grantees of the scholarship program, all of them are going to engage in the 
training program, within which they are educated to be a good quality spa therapist. Early on the implementation of 
the training program in 1989, the trainees were sent to Puspita Martha International Beauty School for learning the 
basic knowledge of spa service and other beauty treatments from head to toe.  

 
 

Picture 11: Special spa therapist training program, both hard and soft skill, take at least 6 -  8 month duration. 
 
As the performance of MTG graduate spa therapists is positively responded by the consumers and the increasing 
demands over good quality spa services that MTG spa therapists offer, the management decided to run the 
training program more professionally for the grantees by establishing Balisari Training Centre in the beginning of 
2005.  

After finishing the 6 – 8 months training program in Balisari, the trainees are asked to sign an employment contract 
that lasts for five years and mentions that they are ready to be placed anywhere according to CPP management 
decision, based on the demand for spa therapists from spa outlets in several areas, trainees’ evaluation reports at 
the end of the training term, and direct evaluations from the teachers. Then those trainees will be placed as spa 
therapists in MTG salon and day spa outlets and franchised MTG spa outlets spread throughout some cities in 
Indonesia, Malaysia, Brunei Darussalam, America and Europe continents, and many more.  
 



     

 

Communication on Progress PT. Martina Berto 2010  Page 18 

 

The spa therapist scholarship program that runs for 20 years has encountered a variety of challenges and 
problems that hampered its success. Around 3.695 women from marginal families have followed this program 
since 1998. 

 
 

Picture 12: The Balisari Training Center in Bali. 
 

Some of the chalange is the management’s considerations which are based on the business aspects appear to 
stand against the social mission of Dr. Martha Tilaar to empower teenage girls through skills training and job 
opportunity. Strong culture and values that MTG holds, however, lead to a way out that promotes win-win solution.  
 
Several risks in this program include the losing of spa therapists that have been professionally educated for free 
because they are hijacked by other competitors. Then our Balisari Training Center also need the large investment 
funds to run all activities since accommodates hundreds of grantees and professional teachers. On top of the 
business calculation, the societies tend to perceive spa business negatively. They often associate the spa 
therapist with hidden prostitution. Such a negative belief will eventually degrade the brand image of Martha Tilaar 
Group companies and its products whose good image has been established through hard work. But, through our 
great commitment and motto that “equip the poor with autonomy is a great success” has promoted the success of 
the empowerment program.  
 

 
 

Picture 13: The successful profile of alumni of Martha Tilaar Beauty and Spa Therapist Training Program 
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• Betawi hair bun training program 
In cooperation with the leaders of National Crafts Council of Jakarta, Mrs. Tuti Fauzi Bowo, the Martha Tilaar 
Group has conducted 3 days workshop training for members of Dekranas (Dewan Kerajinan Nasional ~ National 
Handycraft Council) to make the creation of several Betawi hair bun styles with the aim to improve the skills of 
young women and mothers and preserving the wealth of Betawi culture. 

 
 

Picture 14: The workshop to make several traditional Betawi hair bun style in Jakarta, July 2010 
 

• Beauty class program with target 10.000 women participants in 4 cities in Indonesia 
Special empowering women program to explore the potential of women to increase their self confidence has been 
held simultaneously in 4 cities (Jakarta, Bandung, Surabaya, and Gombong) with a target of 10,000 women 
participants and a record-breaking MURI  (Museum Rekor Indonesia ~ Indonesian Record Museum) on 17 July 
2010. Martha Tilaar Group, as a makeup organizer can finally break the Indonesia record with total 11.563 
participants. 
 

 
 

Picture 15: Beauty class in 4 Indonesian cities 
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• Beauty Redemption Program 
This program was dedicated for our loyal costumers and also as reward in our 40th year anniversary of Martha 
Tilaar Group, where we 40 consumers have been choosen through “Redemption Program Cosmetik Fair” in 40 
area in all Indonesia provinces. The winners have received special tour tickets to Paris, Turkey, Bali, and 

Yogyakarta.

 
                                                                                        Picture 17: Redumtion Program in Cosmetic Fair 

 
 

b. BEAUTY EDUCATION 
 Several beauty educations program have been conducted to improve ability and knowledge of the communities and 

students in health and beauty self treatment.  
 

• Beautifying Indonesia Conference 
As final ceremonies of 40 years anniversary of the birth of Martha Tilaar Group, we conducted the Beautifying 
Indonesia Conference at the Jakarta Convention Center, Tuesday, 28 September 2010, as a the first great event  
and largest beauty conference in Indonesia, where it have gathered the local and overseas experts in fashion and 
beauty. The goal was to enrich both the science and technology with the development of existing trends, sharing 
sessions from experts, and also opened the horizons for everyone who is interested in becoming an entrepreneur 
in the field of beauty. 
Fashion and beauty industry are not just about being glamorous and spending money, this fields have opened 
opportunities and provided jobs for so many Indonesian women,” Martha Tilaar stated firmly during the press 
conference of Beautifying Indonesia Conference, a full-day seminar and workshop, covering 4 aspects of beauty 
industry: makeup, skincare, hair, then salon and spa.  
 
In this event, have presented five international speakers such as: 

 Gregoris Stravou - Skin Care Specialist of Cyprus who talk about "Intelligence Rejuvenation Anti Aging 
System by Using Radio Frequency),  

Picture 16:   
Dr. Martha Tilaar and the government officers 

of Wonosobo upon delivery of MURI record 
certificate in “The Beauty Class with Most 

Participants in Indonesia”, 19 July 2010 

Picture 18:  
Backdrop Beautifying Indonesia Conference 
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 Two-person experts from Singapore namely 
Theresa Chew Tan - Asia Spa Institite 
Board of Advisors who have told about the 
Asia Spa and Wellness Trends 2010 and 
Beyond and leading Singapore Make Up 
Artist Yuan demonstrating on stage make-
up run away.  

  DR Michelle Delac from USA has informed 
on "The Latest Trend In Skin Care & Anti 
Aging" and Joao Cabral, Head of Google 
Business Solutions, Southeast Asia sharing 
the topic of 'How to build your brand online 
and drive in-store sales' 

 
Four main seminars featured on today is: 
"Developing Business with Customer Being a 
friend" services delivered by expert consultants 
Cyltamia Irawan. Next for those who want to 
create their own beauty products to gain knowledge from sources Mr. Kunto Widarto from PT. Cedefindo, who 
give service for toll manufaturing in cosmetic and spa products. For those who have a spa and salon business, 
can get more know-how from Jeny Kartika (Iconic) about how to make over your salon & spa in terms of interior 
design that looks attractive and selling.ALL IN ONE: AZ business start beauty, fashion and lifestyle.While for Bridal 
material, there are several workshops to choose from such as: special makeup pre wedding photoshoot by 
Chenny Han or Lucia Tan, special makeup Muslim bride by M Dedi, Aryani or Aju Isni Kari, and trends regarding 
the pre-wedding photos are the most popular from Diany Pranata - Belladonna Wedding Organizer. Of 
photographic techniques, there are Darwis Triadi 
who share knowledge about Photographic 
Techniques Make Up Against outcome. For 
participants who want to learn about the 
traditional wedding finery Keraton Jogjakarta style 
can be directly met with Tinuk Rifki, whereas the 
more modern bridal makeup can learn with Sake. 
Workshop on skin care has been presented by 
Wong Lip wih, B Pham PhD for those who want to 
know more about Brightening Concept. Hair 
Maestro Rudy Hadisuwarno, Diana Hadisuwarno 
and Sonny Susanto fill the session by sharing 
knowledge face a correction in accordance with 
the right haircut. 
Still confused with arranging techniques elegant 
bun? There are 5 Hair experts are: Sugimartono, 
Andyanto, Uqee, Sandra Ling who practice the 
knowledge directly in front of you. Audiences can 
also learn about managing a spa business and learn more about spa products from Cantika Puspa Enchantment, 

which has developed more than 40 branches Salon & 
Day Spa Martha Tilaar across Indonesia and overseas.  
Tilaar Wulan Bali was presented Pani Amarta Shui: The 
Secret of Holistic Spa on The Island of God and birds 
Riyadi gives tips Beauty Franchise Business Memilh 
Strategy. Lovers of the fashion world that Indonesia can 
learn a lot from Tedy Lim on demo fashion makeup and 
hair do, also Ali Charisma and Yudin. 

 
Finally, the event also get a lot of support from sponsors 
including the Make Up Artist, speaker and entrepreneur 
desainger of Indonesian Fashion Designers Association 
(APPMI) and the Indonesian Fashion Designers 
Association (IPMI). We express our gratitude to all 
concerned and also the media partners for this continued Picture 21: The atmosphere of Beautifying Conference 

Picture 20: Several performances during the Conference 

Picture 19: The local and global beauty expert in the Beatifying Conference 
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support us to preach the positive things. 
 

• Multi universities collaboration for developing master degree program in Integrated Micro Finance 
Management in Indonesia. 
This special program has been innitiated by the Leiden University in the Netherlands, where we are working 
together to development master degree programs of Integrated Micro Finance Management in Padjadjaran 
University in Bandung (West java) that contribute to deliver better know-how for Manager who will lead  
Microfinance institution, so they can manage better programs for the poverty reduction in Indonesia. 
 

  
 

  
 

Picture 22: The preparation process for establish master degree program in Integrated Microfinance Management  
in the Leiden University, the Chania University and the Padjadjaran University.  

 

• New program on master degree of the Herbal Jamu in the university.  
This program has been developed by the collaboration between Martha Tilaar Group and the Indonesia University, 
where the study will be started in June 2011.  
 

 
Picture 23: The MoU for MSc. Program in Herbal Jamu,  

between the President of Indonesia University and the Board Commission of Martha Tilaar Group.  
 

• Development “Martha Tilaar Green Science Garden” as the living library in universities and schools 
Special green education graden or be called “Martha Tilaar Green Science Garden”, that consist of medicinal, 
aromatic and cosmetic (MAC) plants as the living library, has been developed in the Institute Technology Bandung 
(in Bandung, West Java), then continued in the University of Indonesia (in Jakarta), and also in several schools in 
Jakarta and Cikarang, West Java. 
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Picture 24: The Martha Tilaar Green Science Garden in the Institute Technology Bandung 
 

 

 
 

Picture 25: The Martha Tilaar Green Science Garden in the Indonesia University 
 

The inaguration ceremony of MAC plants garden in the campus of Institute 
Technology Bandung (ITB), which has been held last June 2010. Dr. 
Martha Tilaar gave her signature on the granite placard, then given to the 
president of ITB and witnessed by the board of trustee of ITB. While the 
inauguration ceremony of MAC plants garden in the campus of University 
of Indonesia (UI) has been held last July 2010 in Depok, Jakarta. We hope 
the pupils and students can learn the benefit of MAC plant in beauty and 
health care for daily life. 

Picture 26 (left):  
Publication on Pikiran Rakyat newspaper, 10th June 2010,  
regarding the inauguration of MAC plants garden in campus of ITB 

 
 
 

• Collecting 4.000 books for the school and rural libraries 

 One of the programs of 40 years Martha Tilaar Group Beautifying Indonesia, include 40 000 Book collecting 
movement, where we have 
invited Kick Andy 
Foundations to distribute the 
books to the community’s, 
schools and rural libraries, as 
well as libraries in prison 
institutions. 

 
Picture 27: Signing of MOU 
between Martha Tilaar Group &  
Kick Andy Foundation for 
Movement of 40,000 Books 

Top pictures: Before revitalisation                              Below pictures: After revitalisation 

Top pictures: Before revitalisation                              Below pictures: After revitalisation 
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c. BEAUTY GREEN 
 

• The Green Car program 
 
We have collaborated with SIKIB (Solidaritas Istri 
Kabinet Indonesia Bersatu ~ Solidarity Wife of United 
Indonesia Cabinet), NGOs Matoa Albarits, as well as 
various companies and other related institutions, where 
we conduct Training of Trainers (TOT) of "Green Car" in 
Kampoeng Djamoe Organic Martha Tilaar.  

                                                                                                                                                          
The TOT program of 2 full weeks in the Kampoeng 
Djamoe Organic in Cikarang, West Java, was attended 
by 39 participants from various regions in Indonesia, and 
is managed directly by Ms. Ir. Hj. Mrs. Violet Gusti Hatta, 
the wife of the Minister of Environment. Hopefully, 
through this program, the younger generation can 
become the credible "Agents of Change".                                   Picture 28: The training season of TOT “Green Car”. 
 
 
 
 
 
 
 
 
 
 
            
 
 
 
 
 
 
 
 
 

• One Billion Indonesia Trees green campaign program (OBIT program) 
The Indonesian government has committed for the planting of one billion trees in Indonesia until 2013 to reduce 
green house gases emissions by 26% resulting from clearing and degradation.  
 

President Susilo Bambang Yudhoyono pledged a one-billion 
tree planting movement at the Jati Luhur dam, West Java on 
Sunday. The ceremony took place at the Jati Luhur dam at 9 
a.m, 28th November 2010, which have been attended by 
legislators, party leaders, ministers and politic figures, Antara 
news agency reported, as well as the team of Martha Tilaar 
Group, who will support and implement part of this one-
billion tree planting movement. 
The president is also scheduled to hold a video conference 
with governors from East Java, South Sumatera and South 
Sulawesi and sign an agreement with nine political party 
leaders to make the program successful. 

 
 

Picture 31: Join the pledge event of OBIT green campaign movement 
by Presiden SBY 

 
 

Picture 29:  
The GREEN CAR, as part of our partnership 

projects in supporting the UN’s goals 

Picture 30: Dr. Martha Tilaar also gave special presentation for the TOT 
of Green Car. The participants with Dr. Martha Tilaar 
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• Education to our customers how to reduce 
the impact of global warming and preserve 
the environment 
Around 500 customers of Alfamart (the mini 
market chain) and its management have visited 
our Kampoeng Djamoe Organik (KaDO) garden 
last May - June 2010. 
 
During this visit, we explained 
a. The Global Warming issue and how we can 

take the needed daily actions, at home or at 
the office, to reduce the impacts of global 
warming. 

b. The usage of MAC plants for health and 
beauty care treatment. 

Picture 32: The visit of Alfamart customers to  
Kampoeng Djamoe Organik Martha Tilaar. 

 
 

     
 

        Picture 33 (left): The visit of Alfamart customers to KaDO           Picture 34 (right): The visit of Alfamart management team to KaDO 
 

  
• Education to young children, pupils and students how to reduce the impact of global warming and 

preserve the environment 
We provide education for the public of all ages and professions regarding efforts to address global warming, and 
utilization of medicinal, cosmetic and aromatic (MAC) plants in health care, beauty and environmental 
preservation. 
Several visits have been held by young children, the pupils from elementary to high schools, as well as the 
students from universities and companies to our MAC plants organic garden of Kampoeng Djamoe Organik 
(KaDO), where they learn how to preserve the food, the environment and daily activities to reduce the impacts of 
global warming. 

   

Picture 35: the graduation ceremony of Little Bee Preschool in KaDO 
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Picture 36: the visit of the Dian Harapan elementary school to our organic garden KaDO 
 
 

 
 

Picture 37: the visit of the Anglo high school pupils to our KaDO 
 
 

 
 

Picture 38: the students from Jogjakarta university visited KaDO 
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Picture 39: Several foreigners have visited our organic graden KaDO to learn the usage of Indonesia MAC plants 
for beauty and health care, as well for environment preservation 

 
 

 
 

Picture 40: the government officers from Central Java visited our organic graden KaDO 
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Human Rights Implementation 
 
Criterion 5:  
 
The description of our commitments, strategies or policies in the area of human rights 
 
a. Reflection on the relevance of human rights for the company 

• Health and safety system. 
 Since the company has the Good Manufacturing Practices certificate, as well as the international certificates 

of  ISO 9000 and ISO 14001, the company provides safe and healthy working facilities and take appropriate 
precautionary measures to protect employees from work-related hazards and anticipated dangers in the 
workplace.  

 Then health and safety incidents are reported and investigated, and a confidential procedure is in place for 
receiving and handling health and safety complaints from employees, then routinely monitors its production 
processes, machinery and equipment to ensure that they are safe and in good working order. 

 Workers, supervisors and managers are trained to respond to workplace emergencies; first aid kits and fire 
extinguishers are readily available; and escape exits are clearly marked and free from obstruction. 

 The workplace is maintained to ensure clean and comfortable conditions including a suitable temperature, 
ventilation and lighting; suitable washing and sanitation areas appropriate for both genders. 

 The company also provides safe drinking water and lunch or dinner for all employees and facilities for clean 
and sanitary food storage and eating.  

 
• Protective equipment and training 

The company supplies its employees with the protective equipment, especially in danger tasks and provides 
training necessary to perform their tasks safely 
 

• Free for all religions and ethnic group  
Company have supported and respected the protection of human that was proclaimed internationally in term of 
treating our man power in running business. Our employees are coming from many parts of Indonesia with 
different culture and have different beliefs in religion and culture. Therefore, we have to facilitate them all living 
together in differences and give them similar job description and right without any discrimination among them. 

 

RELIGION 2009 
TOTAL 

2010 
TOTAL MGT NON MGT MGT NON MGT 

Moslem 65 539 604 65 545 610 
Christian 53 45 98 53 51 104 
Buddhist    0 0   0 0 
Total 118 584 702 118 596 714 

Tabel 5: The description of employee’s religion  

  
ETHNIC GROUP 2009 

TOTAL 
2010 

TOTAL MGT NON MGT MGT NON MGT 
 Javaness 64 498 562 66 503 569 
 Sundaness 14 57 71 14 60 74 
 Sumatraness 9 20 29 9 20 29 
 Kalimantaness 1 1 2 1 1 2 
 Sulawesiness 3 2 5 3 2 5 
 Malukuness 2 4 6 2 4 6 
 Baliness 1 0 1 1 1 2 
 Nusa Tengggaraness 0 1 1 0 1 1 
 Chinese 24 1 25 24 2 26 
Total 118 584   120 594 714 

Tabel 6: The description of employee’s ethnic group 
 
 

 
 



     

 

Communication on Progress PT. Martina Berto 2010  Page 29 

 

Criterion 6:  
 
The description of effective management systems to integrate the human rights principles 
 
a. Regular stakeholder consultations in the area of human rights 
 

• Empowering program for women in jail  
Our external program for empowering women who stay in jails to support the women rights to prepare their future 
and improve their welfare. 

 

   
 

Picture 41: Several trainings have been held to improve the skills for women prisoners, including the training results. 
 

Several training program for women who are in prison institutions has been held in Tanggerang (West Java) so 
that their human rights are recognized and appreciated. The training includes making pot plants, sewing, drawing, 
and making card decorations. It is expected that when they are free and join the society, they already have the 
skills and expertise sufficient to support their life.  
We help also to market their products so that they earn revenue for the saving for its future. 
 

    
 

Picture 42: Empowering women prisoners with intensive skilled trainings 
 

 
b. Training and job enrichments  

• Several training programs have been conducted internally, as well as sending the employees to join the 
external training and capacity building programs 
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Picture 43: the internal team building training for our employees has been held in our organic graden KaDO 
 
 
c. The outcome of our commitment in human rights principle  
 

Dr. Martha Tilaar has been chosen by the Ministry of Law and 
Human Rights as the Ambassador of Education and Training in 
Human Rights, periode 2010 – 1014. 

 
 
 
 
Picture 44:  
Dr. Martha Tilaar with the Minister of Law and Human Rights Mr. Patrialis Akbar, 
20 May 2010. 
 

 

Picture 45: Dr. Martha Tilaar with the Minister of Law and Human Rights and MTG management 
 

     
 

Picture 46: Dr. Martha Tilaar gave a speech and signatures on the Human Rights posters. 
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Criterion 7:  
 
The description of effective monitoring and evaluation mechanisms of human rights integration 
 
a. Performance objectives for each supervisor and manager 
 The company implements Management by Objective method for employee assessment, where each employee is fully 

aware of his/her role in making contribution toward the performanceobajective of the company. This method is 
supported by 360 degree feedback method which is useful for qualitative assessment to show the employees strength 
and areas for improvement. Employees are expected to assess themselves (self assessment) for upgrading 
themselves, in conjunction with Training and Development Needs Analysis resulting in positive synergy. 
All supervisors and managers, including the directors, should set-up the performance objectives, based on their job 
description every year as working plan, and then will be evaluated in the end of year. The result of this evaluation of 
performance objectives will be used to set-up the career plan and the new amount of their salary compensation and 
other company benefits. 

 
b. Process to deal with incidents 
 Every employee becomes the member of workers social security insurance (Jamsostek ~ Jaminan Sosial Tenaga 

Kerja) as it is based on Indonesian Law No. 3 of 1992, in principle, a system of social insurance for workers and their 
families. Social security scheme covers programs associated with risk, such as occupational accident insurance, death 
insurance, health insurance, and retirement program. 

  
d. Product stewardship 

• The company take steps to prevent risks to human rights arising from product defects or improper use or misuse 
of company products 

• Every product complaint, both comes from internal staffs or our customers, will be managed according to our 
standard operation procedure by the customer relation managers and follow up by Quality Assurance Department, 
to ensure that product stewardship with regard to human rights entails that the company protects consumers, 
users and others against hazards to human rights, including health, life, privacy and other impacts, which may 
result from the manufacturing, marketing, usage and disposal of a given product. 

• Product stewardship reports and procedures will be evaluated periodically to prevent and monitor such improper 
use or misuse. 

• We also give a reward for the customer who give a product or service complaint(s) to us. 
 
 
e. Human rights standards in suppliers 

The company has promoted the international human rights standard in its interactions with suppliers and business 
partmers. Although the the human rights standards of suppliers and other business partners are beyond the direct 
control of the company, however, the company tries to avoid complicity in human rights abuses by its suppliers and 
business partners by taking human rights standards into account when selecting and developing business 
relationships. 
 

f. Donation for victims in several disaster locations in Indonesia 

   

Picture 47: Donation for flood victims in several places of rural area in West Java 
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Criterion 8:  
 
Standardized performance indicators on human rights 
 
a. Outcomes of internal awareness-raising and training efforts 
 The career path and promotion will be given to every employee by our Human Resources Management Department, 

which based on the achievement of their overall performance objectives, the improvement of their personal characters, 
as well as the effectiveness of implementation of training program that has been given for every employee. 
 

b. Our human resources management has six dimensions:  
• Job analysis;  

Regarding job analysis, manager in any organization can understand and determine duties and responsibilities of 
each job that in turn will be beneficial in finding out the right person to occupy the positions. Every job has different 
scale of responsibilities, from the simple one to the complex duties. Consequently, certain job types may need 
simple skill while another one requires more complete skills. 

• Recruitment process;  
Recruitment process is a process in which organization choose applicant to fulfil a certain job. Selection refers to 
the process to identify potential applicants who have education, skills, ability and characteristics needed by 
organization to attain its goals. 

• Competence development;  
In this stage, there are two interrelated activities: training and development process. Training refers to efforts to 
facilitating learning of particular sciences and skill that is suitable for creating more professional staff. Meanwhile 
development opportunitines consist of efforts to improve staffs’ education, skills and attitude in order to enlarge 
staff capability in coping job challenges. 

• Performance management;  
Performance management is used to ensure that staffs and managers’ activities and their results are relevant with 
organization’s goals. It requires specified activities and results as a guidance to attain organization goals. 

• Reward and punishment system;  
Salary structure is also play important role in managing human resources. By determining salary level of staff 
performance, organization can decide activities and performances demanded from the staff.   
The salary structure also will be evaluated and compared by the same business structure and segmentation, to 
avoid the hijack of our good people. 

• Working relation. 
Working relation is a manner in which organization finds out capable staff to participate in decision making 
process, their rights and responsibilities. If so, every organization member can perform their jobs well. Moreover, 
there will be transparency in measuring staff performance since all of organization member understand their rights 
and responsibilities. As consequence, manager and organization in general will be more equal in giving reward 
and punishment. 
In relation to staff promotion, carrier path is an important tool to guide staff and organization in placing person in 
higher position. This path will be beneficial for organization to find competent staff and also for staff to plan their 
carrier in the future. It means that organization may take policies to promote staff in higher position without waiting 
enough service age as stated in regulation, but manager may appoint potential staff due to their achievements. 
Further, staff may plan their carrier - for example, after ten years from recruitment, they want to sit in the middle 
level manager – based on carrier path guidance. 
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Labour Principles Implementation 
 
Criterion 9:  
The description on commitments, strategies or policies in the area of labour 
 
a.  Reflection on the relevance of the labour principles for the company 

The   Company   provides   freedom   to   employees   in implementing their aspiration in various activities, such as: 
• Puspa Karya Employee Cooperatives 

The Employee Cooperatives, which have become a legal entity, were founded as an employee forum to 
sharpen their enterpreneurship skill through mini market operation, soft loan program and other business 
ventures that give financial as well as non financial benefits to the members. The cooperative income has 
increased by average 10% every year. 

• Religious Activities 
Mambaul Barokah, Choirunnisa, and Prayers Meeting are carried out periodically, intended to strengthen 
employees’ faith that would have effect on their spiritual values. Several inter-religion celebrations are carried out to 
develop religious tolerance among the employees. The company also provides the religion weekly ceremonies for 
both Moslem and Christian. 

• Sporting Activities 
Sporting Events are conducted to build sportsmanship and develop close relationships among departments 

 
b. Written company policy on labour 

 
The company has the written on labourship which is distributed to all 
employees, so they can learn the labour’s code of conduct to find out their duty 
and rights. 
 
 

Picture 48:  
The book of company policy on labour of PT. Martina Berto. 

 
 
 
 

c. Human asset composition 
 

• Human asset based on education and ages in year 2010 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                      Picture 49: Employee Composition based on Education                      Picture 50: Employee Composition based on Ages 
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• Composition comparation of human asset in year 2009 and 2010 
 

AGES 2009 
TOTAL 

2010 
TOTAL MGT NON MGT MGT NON MGT 

Less than 18 years old 0 0 0 0 0 0 
18 - 20 years old 0 0 0 0 0 0 
21 - 30 years old 5 99 104 4 52 56 
31 - 40 years old 60 300 360 47 270 317 
41 - 50 years old 37 173 210 45 243 288 
51 - 55 years old 9 11 20 5 37 42 
above 55 years old 7 1 8 10 1 11 
Total 118 584 702 111 603 714 

 
Tabel 7: Composition of human asset based on ages 

There is no child labour under 18 years old work as company employees but more in productive period at the 
range 31-40 years old. There is also no discrimanation in beliefs, culture, and gender, which are our value in 
achieving high productivity of this company. Our commitment in treating our man power as the asset of company 
instead of just workers, they have contributed a lot in target achievement both for sales target and other company 
performance targets. 

 

GENDER 2009 TOTAL 2010 TOTAL MGT NON MGT MGT NON MGT 
Women 65 279 344 64 280 344 
Men 53 305 358 54 316 370 
Total 118 584 702 118 596 714 

 
Tabel 8: Composition of human asset based on genders 

 

Moreover, there is no such descrimination in culture, beliefs and gender. It means that every person has similar 
treatment as company members. We gave opportunity to employee to develop and improve their skill by giving 
external training and courses. We gave also scholarship to potential employee to take higher degree for special 
subject. Facilities and benefits are given to employee as their achievement of target setup annually. 

 
d. Specific commitments and goals for specified years 

• Every supervisor and manager will set up their yearly goals based on the company’s obajectives. The 
achievement of the target will be evaluated in the end of the year. 

• The new salary will be adjusted based on the goal achievement and job position. 
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Criterion 10:  
The description on effective management systems to integrate the labour principles 
 
a. Training and Development Needs Analysis 

Internal awareness-raising and training on the labour principles for management and employees are based on training 
and development analysis. 
• Training and Development Needs Analysis is conducted carefully as a key process in selecting the right 

training programs. Therefore it is very important to understand the requirements of each department and design 
taylor-made programs. This is intended to equip the employees with specific horizon and values necessary for 
their jobs. 

• The company provides its employees with 2 (two) categories of trainings, intended to enhance their knowledge, 
skills and working attitude.  

 The first category is training for improving employee character, intended to improve the value of work, 
namely leadership, goal achievement, responsibility, integrity, risk taking and endurance. Moduls used 
among others are: Personal Effectiveness, Team in Action, Continuous Improvement.  

 The second category is technical training related to the job so the employees may sharpen their knowledge 
and skills in order to respond quickly to change in technology and working methods in each field.  This 
training focuses on the employees' competency. The training modules include among others: Certified 
Professional Marketer, Assessment Center Assessor Certification, Advanced Course on Safety Assessment 
of Cosmetics, and Annual Process Improvement Symposium. 

• Especially front liners across Indonesia have been trained continuously on monthly basis to maintain their skills 
in beauty care and salesmanship.  

 

 
 

Picture 51: Training for front liners of Beauty Advisors and Beauty Consultants   
 
 
b Employee grievance mechanisms 

The company has a mechanism for hearing, processing, and settling grievances of employees which are managed by 
their direct superior and the Human Resources Management Department. 

.  
c. Employee Scholarships and Awards 

• In order to create positive environment for excellent performance and sense of belonging of the employee, the 
management provide scholarship for the employee children who are best ranked in Primary School, Junior High 
School, and Senior High School. This program is a form of the company support on education, which has 
been carried out in the last 20 years. 

• Rewards are given regularly to those employees with certain periods of service, and also employees with good 
performance. Employees with outstanding achievements will receive Employee Awards and opportunity for 
overseas vacation. 

 
f.    Employee Gathering  

• The management realizes that there should be refreshing and balancing activities after the hardwork, so every 
body feels fresh and focused to return to work. One of the programs in 2010 was the Employee Gathering 
at Ancol Fantasy World for all employees, including permanent and contract employees. 

• Enthusiasm and employee satisfaction in following the event indicated the quality of harmonious relationship between 
the company and the employees. 
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Picture 52:  
Employee gathering at Dunia 
Fantasi Ancol, Jakarta 

Picture 53: 
Employee Holiday Award in Kuala 

Lumpur, Malaysia. 
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Criterion 11:  
 
The description on effective monitoring and evaluation mechanisms of labour principles integration 
 
a. System to track and measure performance based on standardized performance metrics 

The company has a mechanism for standard wages, salary, yearly increasement and additional benefits based on the 
grade and position of each employee, then periodically will be compared by the standard salaries of relevant industries.   

 
b. Employee performance evaluation 

The company implements “Management by Objective” method for employee assessment, where each employee is 
fully aware of his/her role in making contribution toward the performance of the Company. This method is supported by 
360 Degree Feedback method which is useful for qualitative assessment to show the employees strength and areas for 
improvement. Employees are expected to assess themselves (self assessment) for upgrading themselves, in conjunction 
with Training and Development Needs Analysis resulting in positive synergy. 

 
c. Process to deal with accidents 

• The management guidelines state our top priority of ensuring a safe, healthy workplace where employees can 
work in peace of mind. To achieve this, we constantly strive to create a "zero accident" workplace where our 
employees and subcontract employees work safely, both for their own sake and to instill a feeling of safety in the 
minds of residents around our factories.  

• Occupational Safety and Health Committee at each company site leads Safety and Accident-Prevention Efforts. 
The committee also ensures the safety of facilities and prevent accidents through risk assesments, conduct site 
patrols to make sure rules are being followed, and raise employee safety awareness through hand-on workshops. 
The committee also send members to other sites to exchange safety information with committee members there.  

 
g. Disclosure of main incidents involving the company 

We set-up incident management in our customer relation department to respond quickly and effectively to a customer 
problem enables a company to deliver the highest standards of customer care at a time when the customer most needs 
it. Based on Good Manufacturing Practices, we have a standard operation procedure to deal with customer 
complaint(s). We also have dedicated manager and his team who will have closed relationship with our Quality 
Assurance Manager to handle this matter, so we can give a quick and right response to our customers.  
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Criterion 12:  
 
The standardized performance indicators on labour principles integration 
 
a. Outcomes of internal awareness-raising and labour principle integration 

 
This book has been written by Dr. Theresa C.Y. Liong for her deseration for her 
PhD degree in Australia University. 

This book describes how the business of Dr. Martha Tilaar was started from her 
parents’ garage to be great, as Martina Tilaar Group flagged, where her products of 
cosmetic and herbal are widely used by women. 

The key to success is to obtain sufficient capital business and get employees to 
build management skills so as to create motivated workforce stability. Willingness 
to transform a regular local material into innovative products that suitable for life 
style and favored a strong brand in the marketplace, while serving a reliable market 
segmentation. Most important is to maintain good relationships among the 
stakeholders, for example between the CEO and management, employees, 
suppliers, distributors, media, and government agencies. 

          Picture 54: The Martha Tilaar Way 

b. Outcome from our loyal customers to our credible capacilty building to make-up professional artists.  
 
Professional Artist Cosmetic (PAC) Martha Tilaar has published new 64 
pages free magazine named inaugural issue PAC Chronicles. This was the 
present of 13th birthday and also as our appreciation PAC Martha Tilaar to 
get closer with the community and loyal customers, which are called as 
PACers. It is also become a forum for the Professional Make Up to appear 
and be creative in it. 

For the inaugural issue, PAC Chronicles Beautiful theme featuring Art-
Traction Maestro Profiling Make up is for 13 years has contributed 
substantially to the development of Martha Tilaar PAC. Among them are 
William Sanityasa as Creative Director talked about the history of the PAC 

as a Local Professional Cosmetics is the first born in Indonesia and the concepts of 
the initial formation of PAC. Sake, Gusnaldi and Derry as a Professional Make Up Artist. This magazine  content works 
across multiple Maestro PAC that has not been publicized earlier in this magazine that is Sake & Yudin in the "Maestro 
of the Art", Yuan (Singaporean Make Up Artist) in a fashion make-upnya theme "Center Piece", Lucia Tan in "Step Into 
Colors "and Teddy Lim in" Popping Beauty ". Readers can learn better the profile of the first model of the PAC, which at 
that time was 14 years old and well into the first edition of this Cover Model of Laura Antonietta. 

Launching PAC Chronicles have been held in Senayan City in a series of events Beauty Show on October 15, 2010 
Case ago. 20 Pacers alumni have joined in Ivory Beauty Award by participate of each displaying their using of PAC 
creativity.

 
 

Picture 56: The launching of PAC Chronicles magazine for our loyal customers 

Pictures 55: PACers profiles 
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c. Reward for our loyal customers 
 

 
Several reward programs have been given 
to our loyal and creative customers. 
 
Picture 57 (left):  
The award for Sari Ayu customers 
 
 
 
 
Picture 58 (below):  
The trip award to Herbal Organic garden also  
for Sari Ayu customers, where we collaborated 
with  CHIC magazine.  
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Environmental Stewardship Implementation 
 
Criterion 13:  
 
The description on our commitments, strategies or policies in the area of environmental stewardship 

We setup our environmental programme to be implemented both as internally and external activities. 

a. For internal program,  
We are focusing in the area of manufacturing process. This programme will be monitored and evaluated periodically to 
meet our commitment in preserving evergy and implementing green production. Some internal programme has been 
implemented as follow: 

• Saving natural resources by reuse waste water after being treated in the waste water treatment plant (WWTP) to 
be normal water without any harmful material. We have used for about 40 tonne/month along year 2010. 
Moreover, we do saving on energy use for manufacturing including electricity and water that was monitored 
periodically. 

• Good environment by controling impact that may release such as treating sewage before reused as garden 
irrigation, absorption well, and changing ozon material more friendly to environment. In year 2010 we have treated 
waste water 100% before reusing it. We have made biopores in some places around the factory to absorp more 
water inside the soil. We have also changing ozon destructive material of central air condition into 100% safe with 
environment friendly material. 

• Together with all stakeholders we try to perform clean environment around the factory by continuing clean emition 
programme that have been started view years ago, and also make a code with recycle logo/environment friendly in 
every plastic packaging we use. By the end of 2010 about 99% vehicles entering factory area have met standard 
emition. This was applied not only for company vehicles but also visitor’s vehicles and all vehicles entering factory 
area without any exception. 

• Sustainable program on environment conservation have been centralized in the area of conservation “Kampoeng 
Djamoe Organik” where we have collected more than 600 species of Indonesia original MAC (medicinal, aromatic, 
and cosmetical) plants. In this area we conduct some training in preserving environment for students and 
communities.       

 

b. External program  

• We actively involve in green programme conducted by other parties 
(GO and NGOs) or self innitiatives implementing our own programme. 
Colaborative action under coordinator of IGCN (Global Compact 
Network for Indonesia) together with other members we do implement 
program in tree planting and disaster recovery program in villages. 

• In celebrating 40th anniversary of company we did some activities 
related to the promotion of environment conservation program 
involving schools and university as well as communities in the program 
of tree planting movement and daily communities efforts to reduce 
global warming. 

 

 

 
 

                 
 
 
 
 

Picture 60:  
Preparing telivision program in Indonesian TV  
for preserving the environment actions 

Pictures 59: Kampoeng Djamoe Oragnik 
Martha Tilaar Garden 
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Picture 61: Green activities for children and teenagers       Picture 62: Attend seminar & exhibition of herbal in Padjadjaran University 
 
 

• We set up MAC (medicinal, aromatic, and cosmetical) plant garden in two universities, Institute Technology 
Bandung (ITB) and University of Indonesia (UI) and also in some schools. 

 

`     
                      Picture 63: Martha Tilaar Green Science Garden                       Picture 64: Martha Tilaar Green Science Garden 
                               handed over to the President of ITB                                         handed over to the President of UI 

 
 



     

 

Communication on Progress PT. Martina Berto 2010  Page 42 

 

Criterion 14: 
 
The description of effective management systems to integrate the environmental principles 
 
Having ISO-14000 certificate brings us to the effective management systems integrated to the environmental principles. 
There is environmental program that is evaluated annually and monitored the progress. The environmental program can be 
seen as follow: 
1. Creating environmental friendly company through programs in saving natural resources by: 

a. Reuse of WWTP (waste water treatment plant) output for our other needs 
b. Saving natural resources (electricity, water) 

 
2. Performing environment with controlable impacts 

a. Program in implementing domestic sewage based on rule PerGub.No.122/2005 
b. Program in conducting bio-pores surrounding company building 
c. Program in replacing ozon destructive materials 
d. Setting up main master/document of environmental management 

 
3. Together with all stakeholders performing green & clean company 

a. Continuing program on clean emition with the target of 99% for vehicles in the area of company up to teh year 
2013 

b. Labeling plastic packaging with recycle logo (for own mould) and with environmental friendly (for free mould) 
 
4. We are promoted and assist other stakeholders to implement the environment friendly program. 

a. Media Gathering Beautifying Indonesia and Beauty Heritage Tour in Gombong  
As part of 40 year anniversary of Martha Tilaar Group, several jusnalists from printing and electronic media for a 
flashback to the past and visit the hometown of Dr. Martha Tilaar namely Gombong. Also to the city of Solo and 
Yogyakarta, the second city in the beginning this is Martha Tilaar DR studying traditional ingredients such as 
herbal medicine for treatment of the body, where she studied from the traditional cosmetics and herbal medicine 
experts, among them the late Princess and Gusti Gusti Nurul from Puri Mangkunegaran Surakakarta, the late Sri 
Sultan Hamengkubowono IX through B.R.A Dra. Ny. Muryuwati Suyono of the Sultan's Palace.  
That was the beginning of DR Martha Tilaar Sariayu product delivery in the era of the seventies and also has the 
mission to campaign the traditional cosmetic and jamu herbal for beauty and health treatment 
During this event, Martha Tilaar Group also has received MURI record award on the performance of Martha Tilaar 
Group as the largest parade makeup beauty Martha Tilaar class ever with a total of 4,000 participants in 
Gombong, Wonosobo, Jakarta, Bandung and Surabaya to empowering women in the family economy. 
In this event also attended by the Minister of Women and Child Protection, Dr. Linda Agum Gumalar, where she 
said: ”It would be better sooner teach positive activities for children so they can become a person who are not 
consumptive but competitive”. 

   
 

Picture 65: Gombong anniversary event with MURI record for the highest participants in Beauty Class of more than 4.000 women. 
 

b. Book Launching Program 40thn "Womanology - The Art of Beauty Marketing":  
This book about the success stories of 40 years Martha Tilaar Group from marketing side, written by the reliable 

Marketing Consultants, and is expected to be an 
inspiration for the readers and local industrial 
development in Indonesia.  
Also there are 3 other books to preserve the 
traditional culture: Rias Pengantin Solo, Sanggul 
Beautiful, and brief Easy Marketing for Entrepreneur. 

 
                               Picture 66: The launching of Womanology book 
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Criterion 15:  
 
The description on effective monitoring and evaluation mechanisms for environmental stewardship 
 
a. Effective monitoring and evaluation for company internal green program 

Effective monitoring and evaluation has been done periodically to all our environmental program wich had been set up 
in the beginning. Document of monitor and evaluation will be reported to stakeholders and company management to 
set up policy in the next run. 

 

Jan to June July to Dec Jan to June July to Dec
1. Reuse of the Waste Water Treatment Plant's output for daily  needs, by: Target  = 40 T = 40 T = 40 T = 40
a. Build sewage chamber Achievement = 36 A = 39*) A = 38 A = 42
b. Install water pump for watering garden 2007 4/Mar'07   
c. Watering garden activities 2007 4/Mar'07   

Dec 2010 3/June'09 3/Dec'09 3/June'10 3/Agt'10
2. saving natural resources through : Dec 2010
    - Recording and monitoring electricity consupmtion :
     a. Elictricity consupmtion (KwH / month) 118.65 120.91 113.35 114.18
     b. Ratio  (product amount / KwH) T = N/A T = 27000 T = 27000 T = 27000

A = 26119 A = 29211 A = 24405 A = 23262
    - Recording and monitoring water consupmtion :
     a. Water consupmtion  (m3 / month) 5100 4170 4028 4028
     b. Ratio  (kG product / m3) T = N/A T = 40 T = 40 T = 40

A = 28 A = 40 *) A = 31 A = 31
3. Program to reuse the domectic waste water based on local government
     regulation of Per. Gub. No 122/year 2005  --> by establish Waste 
     Water
    Treatment Plant by year 2010
    a. information collection 2007
    b. working plan 2007
    c. implementation phase I of WWTP Dec 2007
    d. Monitoring & evaluation the result of phase I : 3/ Jun'09 3/ Nov'09 4/April'10 4/April'10
        - the quality of domestic waste water should fulfil standard quality Dec 2009 A = NH3 > A = NH3 >   
    e. implementation phase II of WWTP July 2010 1/ June'09 1/ Dec'09 2/ June'10 5/ Dec'10
    f. Monitoring and evaluation.  
        - the quality of domestic waste water should fulfil standard quality Dec 2010 ok ok
2. The construction of absorption well should fulfil the current regulation 
    a. Information collection Feb 2009 4/ Feb'09  
    b. planning March 2009 4/ Mar'09  
    c. the construction of absoprtion well phase I (20%) Dec 2009 1/ June'09 3 / Dec'09 3/ June'10 3/ Dec'10
    d. the construction of absoprtion well phase II (20%) Dec 2010
    e. the construction of absoprtion well phase III (20%) Dec 2011
    f. the construction of absoprtion well phase IV (20%) Dec 2012
    g. the construction of absoprtion well phase V (20%) Dec 2013
3. The program is gradually replacing ozone depleting substances 
     are used -> through
    a. make the list of equipment that used ozone depleting material Maret 2009 4/Mar'09  
    b. find alternative material or equipment that used non ozone depleting agent Juni 2009 4/Mar'09  
    c. do the needed trial Juli 2009 2/June'09 3/Nov'09 4/Jan'10 4/Jan'10
    d. evaluate and take needed corrective action(s) Des 2009 3/Nov'09 4/Jan'10 4/Jan'10
    e. change with environmentally safe equipment, phase I Des 2009 3/Nov'09 1/Jun'10 4/Dec'10
    f. change with environmentally safe equipment, phase II Des 2010
    g. change with environmentally safe equipment, phase III Des 2011
4. Set-up  the revision of Master Environment Management Document 
    a. Look for the right and credible consultant June 2009 4/June'09  
    b. Choose and decide the best consultant July 2009 1/June'09 4/Nov'09   
    c. Produce the new Master Environment Management Document July 2010 2/Nov'09 4/May'10  
1. Continue Clean Emission Program with the target achievement until year
    to reach 99% cars in the MB's factory area territory that meet standard 2010
    environment requirement through the following actions
    a. working together with General Affair Department to implement 3/Mar'09 4/Nov'09 1/Jun'10 4/Nov-Dec'10
        clean emission program for cars
    b. monitoring & evaluation 3/Jun'09 4/Nov'09   
2. Inclusion of recycle / environmentally friendly logo for plastick containers
    this green logo should be printed on own mould plastick container
    while for free mould containers, should use the green plastick  A: 2 new items  A: 3 new items A: 3 new items
    material (s)
    a. give new product information to the chosen supplier
    b. production trial of plastick containers at supplier factory
    c. approval from quality control and R&D department
    d. delivery 4/Jun'09 - 3/May'10 4/Dec'10

Together with all 
stakeholders 
performing 
green and clean 
company

Performing 
environment 
with controlable 
impacts

To be the 
company  that 
save natural 
resources 

Description
2009 2010

Objectives, Target & Program of Environment (Clausa 4.3.3) 

until year 
2010

Target: for all new 
container

Target: for all 
new container

Target: for all 
new container 

until year  
2010

Time 
Estimation 

Implementation & Program Monitoring
(Status & Achievement)

 
 

 Tabel 9: The internal environment programs and its target and achievement indicators in year 2009 and 2010. 
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b. Green program objectives in year 2010 
 

Objectives Targets 
Target Description Achievement 

I. To be the company that  1. Reuse of output of Waste Water   Up to Dec 2010 we use at least 

   save the natural resources 
      Treatment Plant (WWTP) for watering 

gardens.minimal 40 ton/month  42 ton/month WWTP output 

  2. Saving natural resources  Up to 2009 we reach 
      By recording the reduction usage of Use ratio : 
  a. Electricity consumption:  a. Electricity consumption from 

• usage reduction (product/KwH) • 120,91 to 114,18 pcs / KwH 
• reduction ratio (product/KwH) • 29.211 to 23.262 pcs/KwH 

  b. Water consumption  b. water consumption from  
  • consumption reduction (m3/month) • 5.100 to 4.028 m3.month 

• Increase ratio (kG product/m3 water) • from  28 to 31 kG product/m3 
II. Performing environment  1. Install Waste Water Treatmnent Plant   WWTP phase 1 has been built Dec  
    with controlable impacts     by 2010 as mentioned by Per.Gub no 122 2007 and phase 2 Dec 2010  
  2. The quality of waste water treatment From high NH3 to OK quality 
  3. Program of bio-pores Up to Des 2013 we have bio-pores 
      as mentioned by. Per.Gub.No.68/2005 (step by step) as suggested 
  4. Program replacement of ozon destructive  Up to Dec 2010 100% of central  
      materials in year 2011 with environment airconditions have replaced with  
      friendly materials  environment friendly materials 
  5. Setting up master environment  in May 2010 we have revised 
      management document by July 2010  the  master document of 
       Environmental management 
III. Together with all  1. Continuing program of clean Up to Des 2010, reach 99% of 
     stakeholders performing      Emition up to year 2010 car vehicles entered in the area of 
     green & clean company   the company meet requirements 
  2. labeling logo of recycle/environment  Up to 2010 all items use 
      friendly for plastic packaging materials  New packaging materials : 
       a. recycle logo for own mould 
    b. environmental friendly logo 
        for free mould 

 
Tabel 10: The internal environment programs and its target and achievement indicators in year 2010. 
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Criterion 16:  
 
The outcome of standardized performance indicators on environmental stewardship 
 
a. Outcomes of internal awareness-raising and training efforts 

Report document as mention in the criteria 15 will be followed up by company management in setting up planning of 
the next step. The goal had been achieved will also be recorded and being replicated to other program and partners as 
well as stakeholders. Scaling up the program by involving other partners in the form of colaborative action through GC 
local network.  

 
b. We have appointed to be the lead of several green Biotrade action program such as:  

• The local expert of SIPPO (Swiss Importer Promotion Program Organization)  
 

   
 
                    Picture 67: The SIPPO workshop in Jakarta                       Picture 68: Visit the farmer candidate for next SIPPO program 
 
As local expert, we give the facilitation for SME’s from natural and organic products producers in Indonesia to 
improve the quality of their products and also give the market access to European natural and organic markets.   
 

• The lead coordinator of BioTrade program from UNCTAD for sustainable trade of native species by 
Indonesia communities.  

 The first task was rapid-national assessment of the BioTrade potential for Indonesia and selection of potential 
sectors or value chains. The vision is to enhance the sustainable trade of native biodiversity-derived products and 
services in a fair way that improves the welfare of local communities  

The purpose of the Indonesian BioTrade programme is for the conservation and sustainable use of biodiversity 
and contributes to poverty alleviation, through trade. This will be achieved by empowering local communities as 
the main point of departure, and giving the added value of the current assets of natural resources.  

This BioTrade program will be the national and international collaboration project in year 2011. 

• The leader of several council bodies in Indonesia, such as Indonesia Spice Council and Indonesian Global 
Compact Network, as well as the president of Perkosmi (Indonesian Cosmetic Association). 

 

 
                     
                         Picture 69: Visit cinnamon farmers in Kerinci, West Sumatera 
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           Picture 70: Giving Capacity Building for government officials regarding GMP in cosmetic 

• Invited by International committees or university to share our know-how in herbal and eastern culture 
 

    
Picture 71: Giving persentation in Bali International Neutraceutical   Picture 72: Teaching the organic farming and Indonesia culture 
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Anti-Corruption Implementation 
 
Criterion 17:  
 
The COP describes robust commitments, strategies or policies in the area of anti-corruption 
 
a. Reflection on the relevance of anti-corruption for the company 

• Since beginning our company top management has always committed in operating business in such a way to 
engage with all stakeholders to manage ethical impact of our activities as well as social and environmental matter. 
Our principle in corporate conduct ‘clean and transparent for corporate business ethic’ states that we do not 
engage in every form of corruption including bribery and any form of unethical business practices. 

• Employees as company member should uphold understanding about any kind of corruption and bribery even in 
the very soft practices such as receiving gifts and gratification that should be declaired and recorded as a report 
material to management. Moreover, we do not engage direct or undirect to political parties that may creat conflict 
of interest in the long run.  

• We will uphold laws relevant to countering bribery and corruption in all the jurisdictions in which we operate, 
particularly laws that are directly relevant to specific business practices and business code of conduct.  

 
b. Written company policy on anti-corruption  

Martha Tilaar Group creates anti-corruption Code of Conduct consist of several principles: 
• Avoiding any conflict of interest for company members between self and company interests. 
• Misused of official position influencing company for self purposes 
• Respecting law related to company activities. 
• All staff have to actively supported in avoiding any forms of bribery excluding forms of gift for hospitality 
• Zero tolerant for corruption in any forms 
• All staff oblige to inform such things related to corruption matter in their area whenever detected 
• We do not discriminate in respect to gender, culture, education, and ethnic origin in term of anti-corruption 

implementation 
• Open and transparent business communication with others includes media except confidential matter of company. 

 
c. Charitable donations 

The company only makes charitable donations that are legal the applicable local laws. Any charitable contribution 
made by or on behalf of the cCompany must be made in accordance with the procedures set forth by the Corporate 
Ethics Officer. 
 

d. Political Contributions.  
Contributions of company funds to government officials or other covered parties to promote the company’s political or 
commercial interests are prohibited unless the contribution has been approved in accordance with the procedures set 
forth by the Corporate Ethics Officer. The company will not reimburse personal political contributions. 

 
e. Gifts, Hospitality and Entertainment. 

• Gifts, hospitality and entertainment shall not be given, directly or indirectly, to government officials or other 
covered parties to improperly influence or reward an official act or decision or as an actual or intended quid pro 
quo for any benefit to the company. 

• Gifts, hospitality and entertainment promised, offered or provided on behalf of the company or any affiliate to a 
government official or other covered party must be reasonable, in accordance with customary courtesies, related 
to a legitimate business purpose and lawful under applicable laws, including the local law. 

• No payment or promise of payment for gifts, hospitality, or entertainment to any government official or other 
covered party may be made by or on behalf of the company or any affiliate on the basis that it is permitted as 
provided above unless such payment or promise has been approved in accordance with theprocedures set forth 
by the Corporate Ethics Officer. 

 
f. Communication channel for bribery expectation  

The prevention, detection and reporting of bribery and corruption is the responsibility of all employees of Martha Tilaar 
Group. Suitable channels of communication by which employees or others can report confidentially any suspicion of 
bribery will be maintained and employees may use the confidential hotline to their superior manager, as well as to Audit 
Department or Human Resources Management. 
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Criterion 18:  
 
The description of effective management systems to integrate the anti-corruption principle 
 
a. Risk and impact assessments in the area of anti-corruption 

• We have policies in Internal audit to make sure that there is no corruption practices in the organization 
• We also have policy in avoiding receiving gift personally related to the job in the organization 
• Policy in anti-bribery practices in any forms to the government officers or other institutions related to the company 

business area 
 
b. Internal awareness-raising and training on anti-corruption efforts for management and employees 

In any chance we do inhouse training and also outside training for all our employees in order to improve awareness 
and commitment of working atitute regarding to anti-corruption. 

 
c. Audits or other steps to monitor corruption and improve the performance of companies in the supply chain 

Implementation of anti-corruption has been reported regularly to Board of Director (BOD) to be communicated to our 
stakeholders as well as shareholders and made it as references for making policy in the top level to down that all of us 
to be aware in implementing business ethic in all sectors. 

 
d. Regular stakeholder consultations in the area of anti-corruption 

Together with IBL (Indonesian Business Link) and IGCN (Indonesia Global Compact Network) we promote Code of 
Conduct to all corporate members.  
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Criterion 19:  
 
The description on effective monitoring and evaluation mechanisms for the integration of anti-corruption 
 
a. Monitoring and evaluation mechanism 

• Monitoring and evaluation for the integration of anti-corruption is done and implemented in all layers of position in 
all departments by involving third parties in giving such training and motivations. 

 
• The Corporate Ethics Officer will monitor business unit implementation of policies and procedures to implement 

this policy. 
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Criterion 20: 
 
The standardized performance indicators (including GRI) on anti-corruption 
 
a. Outcomes of risk and impact assessments 
 The result of internal audit, both in product quality and finding issues in other relevant departments, including 

warehouses, production, R&D department, sales and distribution, marketing and financial department, will be reported 
to the senior manager level, and if needed to the board directors for further needed action to avoid loses in financial or 
the company credibility. 

    
b. Outcomes of internal awareness-raising efforts and training for management and employees 

Our commitment in anti-corruption is shown in our daily activities for not tolerate any kind of corruption in our personal 
life as well as in business activity. We do not practice the bribery as well as corruption which do not allow in our 
business and personal life activities. 

 
c. Outcomes of mechanisms for reporting concerns or seeking advice 

Anti-corruption commitment is stated by company management and is supported and implemented in all level of 
employee as well as suppliers and other stakeholders. 
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Value Chain Implementation 
 
Criterion 21:  
 
The implementation of the Global Compact principles in the value chain 
 
a. Description of raw materials and (semi-) finished products used, by country or region of origin 

• Our company uses natural ingredients as well as chemical ingredients for our cosmetic and herbal products. The 
company purchases its raw materials from internal and external suppliers. Some of the natural materials are 
obtained from plants cultivation in Kampoeng Djamoe Organik (KaDO). 

• The composition of raw materials supplied domestically and imported based on materials category as follows: 
 Natural materials : 100 % purchased from domestic suppliers 
 Chemical based materials : around 75% imported and 25% purchased from domestic suppliers 
 Packaging materials: around 5% imported and 95% purchased from domestic suppliers. Some of the 

imported packaging materials are imported directly by the company, and some imported through the local 
agents. 

• The company is not dependent on certain material supplier(s) 
   
b. Strong supply and distribution relationships 

The company maintains strong relationships with its suppliers and distributors. Its distributor network enables widescale 
distribution and also serves as a channel for promotional activities, consumer education and awareness programmes. 
In addition, Martha Tilaar shop support brand-building initiatives, acting as company customer support centres 
alongside its retail hub. The Company’s spa products are separately promoted and distributed through spa chains 
operated by the PT Cantika Puspa Pesona. A different subsidiary of the company also provides outsourced labour for 
Company manufacturing facilities. 

 
c. Strategically located manufacturing facilities well supported by distribution network and marketing activities 

The Company operates three strategically-located manufacturing facilities in Indonesia. Seamless logistics support, 
excellent distribution system, proximity to major sea and air ports make these locations elements of paramount 
strategic advantage to the Company. It has an extensive presence across marketing channels, with multiple agents, 
branches and depots located across Indonesia that ensure superior distribution. Additionally, the Company has a 
strong relationship with its suppliers and distributors that support the Company in various promotional activities. 

 
d. Internal audit which involved in our business: 

Internal audit is done annually for the evaluation of our suppliers and material principles is done by our own audit team, 
both audits for ISO 9000, ISO 140001, and also internal audit based on GMP of cosmetic and herbal p;roducts.  We 
have run ISO-2000 and ISO-14000 simultaneously since year 2000. So, regular audit is done to meet the requirements 
by independent surveilance bodies. 

 
e. Policy on value chain, including a policy for suppliers and subcontractors 

We have several standard operation procedures to evaluate and monitor the performance of our suppliers and 
principles, which is based on the 
supplier/principle assessment policy that will 
be evaluated every year. 
In this policy, it is also including the allocation 
of responsibility in the value chain and 
procedures to remedy any non-compliance 
issues, audits / screenings for compliance in 
the value chain, and also value chain risk 
assessment to identify potential issues with 
suppliers and other business partners 
 

Picture 73 (left):  
Visit Java Plant, the producer of herbal extracts in 

Solo, Central Java for assessment in next the 
facilitation export promotion program 
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f. Facilitation that given to our farmers 
 

         
 

           
 

 
 

 
             Picture 75: Assessment ri farmers be facilitated for organic certificate 

Picture 74 (below): 
Visit farmers in Central Java for post harvest 
treatment assessment for further next 
facilitation program as chosen supplier 
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 Transparency and Verification 
 
Criterion 22:  
 
The information on the company's profile and context of operation 
 
a. Legal structure, including any group structure and ownership 

 
   
 

 
                          Picture 77: The commissioners and directors board 
 
 
b. Organization Structure  

 
 

Picture 78: Organization Chart of Martha Tilaar Group 
 
 
c. Countries where the organisation operates, with either major operations or operations that are specifically 

relevant to sustainability 
PT Martina Berto is the manufacturing and marketing arm of the Martha Tilaar group, the leader in Indonesian colour 
cosmetics business segment and an aggressive fighter in the skin care business segment. The 3 core reasons that 
have ensured its survival in this highly competitive & fragmented Personal Beauty & Care industry have been 

Picture 76 (below): 
The organization structure of Martha Tilaar 
Group 



     

 

Communication on Progress PT. Martina Berto 2010  Page 54 

 

• its capability to successfully nurture a complete range of highly recognizable brands, which covers all the 
economic segments across different industry segments in Indonesia; 

• its ability to bring its products to 230mn cosmetics users (yes, including men) across the 5,200 km wide 17.500-
island Indonesian archipelago; 

• and lastly, its ability to create its blue ocean, by investing extensively in herbal & Jamu research in the past 30 
years. They have successfully monetized their intellectual assets through products such as the Sari Ayu Putih 
Langsat whitening cream, and Sari Ayu Lancar Datang Bulan Herbal drink. 

There are still more products to come, more geographic reach to cover, and obviously a lot more money to be made 
through this truly unique, difficult to replicate competitive advantage. 

 
d. Consistent Market Share & Top Line Grabber Markets served (including geographic breakdown, sectors 

served, and types of customers/beneficiaries) 
With 1.2% annual population growth, 10% nominal wage 
income growth and increasing per capita cosmetics spending 
in Indonesia, it is not difficult to imagine the industry growing 
at 10% CAGR in the past, as well as into the next 5 years. 
The amazing fact is that this company has been grabbing 
market share, outgrowing the industry 2 to 1 at 24% CAGR in 
the past 3 years. The company aims to maintain this 
spectacular record, by maintaining this 2 to 1 industry 
outgrowing ratio into the next 5 years. Clearly, it is focused to 
be the no 1 in colour cosmetics (currently no 2), no 3 in skin 
care (currently no 4), no 5 in hair care (currently no 18), and 
establish a presence in the bath and shower, fragrance 
segments. Through its Martha Tilaar Shop expansion, the 
company will attack the high margin A segment Indonesia 
consumers. The shop is also the key for the company’s 
global expansion. 
 

 
                       Picture 79: Comprehensive product line 
 
 
e. Primary brands, products, and/or services 

PT Martina Berto: Product Mixture 

 
Picture 80: Brands of Martha Tilaar Group 
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f. Direct and indirect economic value generated for various stakeholders (employees, owners, government, 
lenders, etc.) 

 
• Product Type Value Share Rank 

 

 
 

Table 7: Product value share ranks of Martha Tilaar Group’s products 
 

 
 

Picture 81: Products of Martha Tilaar Group 
 
 

• Revenue Generated by Product Categories (YTD June 2010) 
 

 
 

Picture 82: Revenue generation by products catagories of Martha Tilaar Group 
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Criterion 23:  
 
The description of high standards of transparency and disclosure report 
 
Suggested best practices: 
 
a. Indonesia cosmetics industry: Indonesian Market Size and Growth with potential to sustain momentum to 2012 

The Indonesian cosmetics market reported total sales of around US$1.9bn in 2009. In 2008-09, adverse global 
macroeconomic conditions impacted per capita spending on cosmetics and undermined consumer sentiment. Despite 
these global macro-industry trends, total sales of cosmetics products in Indonesia increased by 16% between 2008 and 
2009. As market conditions improve we expect acceleration in Indonesia’s requirement for cosmetics, mainly due to 
higher demand from the country’s increasingly affluent middle-class which comprises around 50% of the country’s 
population. Their expansion, currently running at a CAGR of 35%, together with increasing affluence is likely to focus 
interest on health, lifestyle and luxury status products, resulting in higher spending on discretionary items including 
cosmetics and personal care. 
 

b. Major players in the Indonesian market 
Indonesia is home to around 350 cosmetic product manufacturers, many of which are very small-scale boutique 
companies producing low price cosmetics. Multinational firms including Unilever Indonesia PT and P&G Home 
Products Indonesia PT remain market leaders due to their strong product lines, superior brand images and substantial 
marketing budgets. Their market position is supported by Indonesian consumer preference for foreign rather than 
domestic brands, which are regarded as more reliable and better quality. 
However, more recently domestic producers such as PT Martha Tilaar Group and PT Mustika Ratu have reported 
significant growth in sales and market share. This has been largely attributed to their focus on utilising natural 
ingredients to produce herbal and chemical free beauty products. Since Indonesia is a natural source for around 75% 
of all herbs used as raw materials in natural cosmetics, they have been long and widely accepted both locally and 
internationally. 

 
 
c. Comparison of key performance indicators for the previous 2-3 years 

• Company income statement 
 

 
 

Table 11: The historical income statement of PT. Martina Berto 
 
 



     

 

Communication on Progress PT. Martina Berto 2010  Page 57 

 

 
• The highlight of financial statements 

 

 
 

Picture 83: The progress of financial statement of PT. Martina Berto 
 

 
d. The comparison of key performance indicators with peer companies 

• Martina Berto has consistently outperformed Indonesian cosmetics market 
Martina Berto has been able to consistently maintain its market share in the growing Indonesian cosmetics market. 
The Company has outperformed local cosmetics peers’ as well Indonesian cosmetics industry during FY 2007-09. 
Martina Berto registered a growth of 24.2% during FY 2007-09 as compared to 10.6% growth of the Indonesian 
cosmetics industry during the same period. Mandom Indonesia, Mustika Ratu & Unilever Indonesia (Indonesian 
peers) grew at a CAGR of 16.8%, 17.1% and 20.6% respectively during FY 2007-09. Martina Berto’s growth was 
driven by new product launches, heavy marketing and sales promotion and distribution network expansion to 
remote areas. 

 

 
Table 12: The major players of cosmetic producers in Indonesia, Euromonitor May 2010. 

 
 
 
 

Low Trend of Debt to Equity Ratio  High Trend of Return on Equity 

Financial Highlight  Increasement Revenue and Operating Margin Equity 

Healthy Financial Condition 
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• Beauty and Personal Care Sub Segment overview 
 

 
 

Picture 84: The overview of beauty and personal care product in Indonesia 
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Criterion 24:  
 
The COP is independently verified by a credible third party 
 
a. Reviewed by a multi-stakeholder panel 

• Sari Ayu got “Top Brand Award 2010” from Marketing and 
Frontier magazine last 10 february 2010 for the following 
catagories: 

 Face Powder “ In Recognition of Outstanding 
Achievement in Building the Top Brand ” 

 Lipstick “ In Recognition of Outstanding Achievement 
in Building the Top Brand ” 

 Facial Moisturizer “ In Recognition of Outstanding 
Achievement in Building the Top Brand ” 

 
Picture 85 (left):  

The overview of beauty and  
personal care product in Indonesia 

 
 
 

• Sari Ayu Herbal Products got Award for “Indonesia Original Products” from Bisnis Indonesia Magazine 
 
 
 
 
 
 
 
 

 
 

          Picture 86: Sari Ayu Jamu Herbal Products got 
“Indonesia Original Products” Award.  

 
 
 
 
 
 

• Mirabella brand and Anti Acne Sari Ayu got Award as Outstanding Acievement in Building the Top Brand 
 

          
  
                                              Picture 87: Top Brand Awards for Mirabella and Sari Ayu Anti Acne  
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• Martha Tilaar Group got Bazaar Beauty Awards 2010 

Martha Tilaar Group berjaya di Bazaar Beauty Awards 2010, which has been held in Four Seasons Hotel 12th March 
2010 for the following products:  

• Dewi Sri Spa – Virgin Coconut Oil Body Scrub 
as Best of the Best Readers Choice Body 
Scrub   

• Biokos Anti Wrinkle Night Treatment as One of 
The Best Five Readers Choice NIGHT 
TREATMENT 

• Biokos Scrub Gel asi One of The Best Five 
Readers Choice Facial Scrub  

• Rudy Hadisuwarno Cosmetic Wax asi One of 
The Best Five Readers Choice Hair Styling  

• PAC - MASCARA as One of The Best Five 
Readers Choice Mascara 

 
 

 
Picture 88:  
Bazaar Beuaty Awards 2010 for PT. Martina Berto Products  
 
 
 

 
b. Reviewed by peers (e.g., Global Compact Local Network) 
 

Dr. Martha Tilaar got the Global Compact Network Award for our 10 years continuous support for the promotion and 
implementation of Global Compact principles. 

 
 
    
 
 
 
 
 
 
 
Picture 89: 
Dr. Martha Tilaar has received a Global 
Compact Award in June 2010  
 

 

 

 

Jakarta, 19 May 2011 

 
 
Nuning S. Barwa      Heru Data Wardana 
CSR Director Martha Tilaar Group    Community Development Manager PT. Martina Berto 


