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Abstract – The purpose of this research is to focus on implementation of promotion through social media in increasing consumer awareness 
and purchase intention. A series of business coaching session were conducted with the owner of Lauren Collection in Tangerang, Indonesia, to 
see the main problem inside the MSMEs. The result from each coaching sessions were discussed and analyzed using Business Model Canvas, 
SWOT analysis, PESTEL analysis, Marketing mix, GAP analysis, Porter’s five forces analysis and Pareto analysis. It showed that there are two 
main problems that need to be solved during the coaching session by managing the brand’s consumer path and using social media. From the 
research can be found that consumer path and social media can improve consumer awareness and purchase intention 
 
Index Terms – brand awareness, business coaching, consumer path, social media, purchase intention 
 
 

 
  

1. Introduction  
  

n recent years, MSMEs (Micro, Small and Medium 
Enterprises) in Indonesia have experienced a steady 
rapid growth. In 2012 there were only 56.5 million 
MSMEs in Indonesia and this number continued to 

grow until 2018 to 58.9 million MSMEs. The growth of 
MSMEs provides an important role in economic growth , 
therefore they must be able to keep up with the existing 
market development in order to survive the competition. 

The current market situation is very different compared 
to the previous years, it can be seen from the differences in 
the existing behavior, opportunities and challenges. This 
difference occurs because of the existence of three 
transformative power, namely: technological development, 
globalization, and social responsibility [1]. The 
development of existing technologies, such as growth in e-
commerce, internet usage and website penetration, is able 
to provide convenience and opportunities for the 
consumer to get the information as many as possible and 
to the company in reaching their consumer broadly. Even 
it says the digital revolution can change strategy in 
business, where consumer will become more comfortable 
in making purchases directly from online [1]. 

Research conducted in 2018 in Indonesia revealed that 
out of 3,012 social media users, 90% were proven to have 
used social media to communicate with a business and 
76% acknowledged buying a product when they found the 
brand on social media [2]. This is in line with other 
research, which states that the use of social media for 
MSMEs is not only an effective means of communication 
and helps in making business decisions [3], but can also 
help in building brand awareness and creating an image 
for the brand [4], and encourages consumer to make 
purchasing decisions [5]. In the research conducted in 
2017, found that interactivity , compatibility , and cost 
effectiveness were motivations for MSMEs in using social 
media to introduce their brands [6]. 

 Lauren Collection is a footwear manufacturing SME 
that has been established since 2009. Initially Lauren 
Collection only served the manufacture of custom 
footwear , but in 2012 created Rewards as the brand it 
manages. Reward was created as a footwear product with 
a target market for middle-class women. Joko, as the 
owner of Lauren Collection, then realized that the sales 
will able to increase when consumer aware and know 
about them. Reward when selling  the products from year 
to year only experienced increasing in sales before the 
national holiday month, especially between May - July . 
Joko hopes when  consumer know about Reward as a 
footwear brand can encourage them to buy Reward 
products.  
  

Fig 1. Reward Product Sales in 2012-2018  
 

 
  

As explained earlier, with the development of the 
technology, the market condition continues to change. 
Today, consumer can easily find the information about 
brand and product just by accessing the internet from a 
smartphone . The ease of accessing information can 
encourage consumer to buy the product. Two local brands 
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who are the competitor to Reward and has effectively 
using social media as their media promotion, namely, 
Connec and Gopro Adventure .  

 The two brands already have several social media 
which they use to build relationship with their consumer . 
With those accounts, it can help Connec and Gopro 
Adventure which are local brand in reaching consumer  
broadly. It is hoped that by implementing a promotion 
using social media can help Reward in increasing 
consumer awareness and purchase intention for their 
product.  
  
2. Literature Review  
  
Customer path  
  

With increasing consumer mobility and the 
development of technology, consumer often have limited 
time in considering a brand and become more difficult to 
focus on something. Therefore, company need to be able to 
stand out from other competitors by focusing on crucial 
touchpoints in building a strong relationship with 
consumer [7]. To be able to do this, MSMEs need to 
understand and create a strong customer path when 
buying a product.  

 Dereck Rucker created the consumer buying 
framework, there are awareness, attitude , act, and act 
again , known as the four A's , then as consumer get easier 
in getting information, the four A’s framework modified 
into the five A's , which consists of, aware, appeal, ask, act, 
and advocate [7]. 
  
Social media  
  

Social media, known as web 2.0 is an online form of 
how communication, collaboration, delivery, and 
cultivation between communities, individuals, and 
organizations that are interconnected and dependent are 
enhanced by technological capabilities and mobility. This 
media can make consumer and company more involve in 
receiving information about a brand. Even company can 
build brand awareness to influence the behavior of these 
consumer [4].  

 Those use from social media is considered to be very 
helpful for small company that have limited fundsto be 
able to reach the objectives that the company generally 
wants to achieve, such as: create awareness, generate 
interest, disseminate information, create an image, create a 
strong brand, stimulate trial, create buzz, gain 
consideration  
  
E-commerce  
  

E-commerce uses website to make transaction or 
facilitate the sale of a product or service online [1]. From 
year to year, e-commerce has experienced significant 
development, this is because company realize e-commerce 

can easily facilitate convenience, experience and 
information to consumer at inexpensive costs. To increase 
that convenience, the company need to provide a website 
which is fast, simple, and easy to use.  

 Several method that can be done by the company to 
encourage consumer to conduct transactions are, using 
high quality images, offering fast delivery, the existence of 
regulations regarding goods return, and the presence of 
online chat . Online chat is one of the most important 
aspects because it can help consumer to get answer from 
questions about the product that they want to buy quickly 
and accurately.  
  
 
 
 
  
3. Methods  
  

To get maximum result in the business coaching 
process and expected to achieve the expected goals, eight 
meetings were held between Lauren Collection owners 
and the author. In the meeting, direct and indirect 
qualitative data collection will be conducted. Data retrieval 
is done by using of depth interview with the owner and 
then will produce internal and external analysis using STP 
analysis, SWOT analysis, VRIO analysis, business canvas 
model, marketing mix, Porter’s five forces analysis , GAP 
analysis, fishbone , and pareto analysis.  
  
4. Analysis  
  
From the two analyzes conducted, there are several things 
that become obstacles for Lauren Collection in increasing 
Reward consumer awareness and purchase intention. All 
analyzes are processed into GAP analysis, by comparing 
actual conditions and ideal rewards before doing business 
coaching activity . From the analysis, it can be seen that 
there are several GAPs that have emerged, including: (1) 
sales of products that have not increased, (2) not 

conducting marketing activities, (3) not following 
technological developments, (4) consumer' ignorance of 
Reward, and (5 ) have not maximized the target market. 
The problems that arise are then codified, namely (1) 
increasing the number of resellers, (2) digital promotion, 
and (3) identifying customer path.  

No GAP  Value  Weight  Value x 
Weight  %  

Cumu
lative

%  
1.  Brand awareness 

of Reward 
100  4  400  39.4  39.4  

2.  Only have few 
resellers 

90  3  270  26.6  66  

3.  Non-routine 
financial records  

60  3  180  17.7  83.7  

4.  Administration 
carried out by the 
owner himself  

55  3  165  16.3  100  

Total  1015  100    
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Table 1. Analysis of Pareto Lauren Collection  

  
From the results from the GAP analysis, it was 

concluded that there were several problems that arose, 
among others, (1) consumer brand awareness of Reward, 
(2) fewer resellers , (3) non-routine financial records, and 
(4) self-administered by the owner. These problems are 
then converted into Pareto diagrams, so that it appears 
that the main problem to solve is consumer brand 
awareness and a small number of resellers.  
  
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

Both of these problems are expected to be done by 
using strategies that are processed using SWOT analysis. 
The analysis will then use the strengths and opportunities 

which are exist that will be able to help Reward in 
overcoming the above problems, by carrying out activities 
as follows:  

1. Evaluate Reward logo  
2. Identify costumer path in buying product of 

Reward   
3. Choose promotional media that are in accordance 

with the target market Reward  Table 2. GAP Analysis  
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4. Determining price arrangement that can attract 
potential resellers  
  

Table 3 . TOWS Analysis of Lauren Collection  
  
  
5 Discussion  
  

 The logo can add personality to the brand and 
promote it and involve relationship with consumer [8]. 
With the development of technology, making logos has 
also undergone significant changes, many company have 
modified their logos to be simpler, brighter, more modern, 
so they can be used on many platforms [9] 

 Changes in the shape of letters using baloo letters , 
where the shape of the letters means carefree, confident, 

and entertaining and uses red and black colors in 
accordance with the colors of the existing logos to make it 
easier for consumer to remember the new Reward logo, 
where red according to research is often associated with 
excitement and passion , and black is related to elegance 
and sophistication , the nature is in line with the target 
market of Reward, middle-class women with ages 18-34 
years.  
  

Fig 2. New Reward Logo  
  

  
After making changes to the Reward logo, the next 

activity is the stage in making Reward promotional media. 
The 3 stages previously explained are determining 
touchpoints and channels in the customer path, identifying 
the most important touchpoints and channels , and fixing 
and integrating predetermined important points [7].  

  
Fig 3. Customer Path Reward  

 

 
 

 The use of customer path is then processed into 
promotional media by paying attention to the following 
elements:  

1. High-quality visuals  
The quality of the images given is very important to be 

able to stand out and attract attention. This photo taking is 
done using a mini photo studio. By using this photo 
studio, it is expected that it will be easily understood by 
admin rewards when taking photos for upcoming 
products. In addition, after taking photos, training was 
also conducted on how to edit these photos so that they 
were more interesting.  

2. A compelling caption  
Selection of words must contain an invitation to see the 

products offered voluntarily. In Instagram, because the 
target market is women with an age range of 18-34 years 
old, then in some pictures the caption will be given using 
English, with the aim of being a universal language. 

3. Relevant hashtags  
With the hashtags make Reward content easier to find, 

so you can add new followers. The use of hashtags is 
adjusted to the Reward profile , it is decided to use 
hashtags , including: #rewardfootwear, #sandal, 
#sandalgunung, #sandalwanita, #madeinIndonesia.. 

4. Community engagement  
This is done by giving questions on the content 

provided and installing the Instagram story that can be 
easily seen by followers of the Rewards account and other 
accounts. In the content, a link can also be installed that 
will be connected directly to other Reward promotional 
media, so that it will be easier for them when they want to 
find out more about Reward products.  

 
5. Follow recommended specs and dimensions  

In installing effective content on Instagram, Reward 
need to pay attention to the conditions that have been 
given, so that when the content has been installed, it will 
not cause problems or attract attention from other 

  Strength  
- Strong cooperation 
with suppliers  
-The ability and 
experience possessed by 
employees  
- 3 workshop sites that 
support production 
activities  
- Cooperation between 
employees and owners 
in product innovation  

Weakness  
- Does not have 
marketing 
activities  
-Does not have 
self-managed 
offline and 
online stores  

Opportunites  
-Search potential 
resellers  
- There is an 
opportunity to 
promote through 
social media and e-
commerce to reach 
a wider target 
market.  
  

SO strategy  
-Promotion carried out 
in accordance with a 
predetermined target 
market.  

WO Strategy  
-Identify 
customer path  
- Reward 
brand 
management 
so that it 
matches the 
target market  
-The use of 
promotional 
media is right 
to be able to 
build 
communication 
from consumer  

Threats  
-Consumer who are 
sensitive to selling 
prices  
- Local competitors 
offering similar 
products  

ST strategy  
- Establish cooperation 
with suppliers so as to 
reduce the price of 
production  

WT Strategy  
-Additional 
resellers  
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accounts. Content that complies with these provisions will 
make it easier for consumer to view the contents of the 
Reward account. In this element, Rewards will install 
content with a predetermined size of 1080 px x 1080 px or 
video range with a maximum of 15 seconds playback.  

The use of promotional media through Instagram then 
encourages consumer to be able to find out Reward 
products, seen from profile accounts that visit shopee 
websites and Instagram Reward profile.  
  

Fig 4. Results of promotion through Instagram  
  

 
 

The promotion then pushes those Instagram account to 
visit Reward’s Shopee account. After continuous 
promotion through Instagram and Shopee, starting from 
Instagram content to Instagram story, consumer who like 
Reward product are increasing in the period of February - 
May 2019. This is in accordance with the results of 
previous studies that say that social media can help 
MSMEs in build consumer awareness and become an 
effective communication [3].  
  

Table 4 Number of Consumer Rewards  
Month  Number of consumer  

Like Reward 
products  

Buy Rewards 
products  

February 
2019  

2  1  

March 2019  31  15  
April 2019  55  49  
May 2019  69  115  

  
  
6. Conclusion and recommendation  
  

Logo is one of the elements that can help company to 
distinguish their brands from other competitors. In 
addition, logos can also increase consumer awareness of 
rewards, therefore it is decided that changes to the old 
Reward logo are needed. These changes aim to make the 
new logo easier to remember, simple and relevant.  

 The logo is then used in the Reward consumer flow 
plan and adjusted to the touchpoints that have been 
determined together with the owner . The media used to 
be able to realize touchpoints consists of Instagram and 
Shopee, the use of these two media is based on the target 
market who are familiar with the use of these technologies. 
To be able to attract attention, then learning techniques of 
product photo taking, understanding of Instagram starting 
from installing content to advertising, and how to be able 
to serve consumer to finally have the desire to buy Reward 
products. The results of this activity can be seen from the 
increasing number of accounts that see and follow 
Instagram Reward accounts and want to open a shopee 
account and find information about Rewards by asking 
questions and answers about products with the admin.  

 The activity of determining touc hpoints and the 
media used to support each stage of the consumer flow, 
helps reward to increase awareness of Instagram account 
users on product rewards and the number of followers of 
reward intagram accounts. This is in line with previous 
research, where the use of social media for MSMEs can 
build consumer awareness [4] and become an effective 
means of communication [3]. The media also encouraged 
consumer to make purchasing decisions by convincing 
them at the ask and act stage in the Reward consumer 
flow, in accordance with the research conducted in 2015 
[5].  

 The limited time for this research can be an 
opportunity for follow-up that can be done by Reward and 
other students in conducting business coaching activities, 
among others: using a celebrity endorsement that is in line 
with the target market Reward on social media, adding e-
commerce media so that can reach consumer more widely, 
and improve relationship management with existing and 
future resellers .  
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