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Abstract –  
Purpose – The purpose of this paper is to highlight the performance improvement in Indonesian SME by developing 
marketing channel through online social media, developing owner competency focusing in how to do marketing by using 
social media, and improving design of logo as brand identity, with business coaching intervention. 
Design/Methodology/approach–A series of structured interv 
iewed were conducted with the owner of PT Mumtaz Multi Mandiri, in Bandung. The result from structured interviews were 
analyzed using STP, Marketing Mix, Business Model Canvas, SWOT, Porter’s 5 forces, gap analysis and pare to analysis to 
arrive at the most urgent issues to be solved. 
Findings – The findings show that there are three main issues that can be diminished to improve SME performance, which 
are: 1) lack of marketing channels, especially online marketing channel; 2) lack of competencies in doing marketing by using 
social media; and 3) unattractive logo design as brand identity that affect brand awareness. 
Research Limitation/implications 
This study was only conducted in one SME in Indonesia. Despite this limitation, the findings of this study could help other 
SMEs in Indonesia to improve their performance. 
Originality/value 
Marketing channel and brand identity are critical factors that affecting performance of a firm. This relationship has not been 
investigated so far in PT Mumtaz Multi Mandiri. 
 
Keyword - Channel, Competencies, Social Media, Brand Identity, Business Coaching. 
 
I. INTRODUCTION 
 
According to the official definition of the European 
Commission, SME is a firm that employs less than 
250 people and has an annual turnover of less than 
€50m or balance sheet total of under €43m(Muhonen, 
Hirvonen, & Laukkanen, 2017). While in Indonesia, 
the criteria of micro enterprises are having net worth 
of not more than IDR 50 million excluding land and 
building of business premises; or have annual sales of 
at most IDR 300million. 
 
The criteria for small-scale enterprises is having net 
worth of more than IDR 50 million up to a maximum 
of IDR 500 million excluding land and building of 
business premises; or have annual sales of more than 
IDR 300 million up to a maximum of IDR 2,5 billion. 
Medium business criteria is to have net worth of more 
than IDR 500 million up to a maximum of IDR 10 
billion excluding land and building of business 
premises; or having annual sales proceeds of more 
than IDR 2,5 billion up to a maximum of IDR 50 
billion (UU No. 20 Tahun 2008, 2008).  
 
The promotion of SME growth and competitiveness 
in ASEANcountries can be expected not only to yield 
increasing social and economic returns domestically 
but also to empower the private sector in its on-going 
integration into theglobal 
economy(Wattanapruttipaisan, 2003).This condition 
also influenced by population intention to start a 

business. The Philippines has the highest rate among 
all the five ASEAN countries, and is followed by 
Indonesia with 30.85% of entrepreneurial intention 
rate. This number has not changed too much in the 
last three years (39.65% in 2013 and 30.69% in 
2014), which shows the constancy in entrepreneurial 
intention. Vietnam and Thailand are following on the 
third and fourth place, with constant rates, and 
Malaysia in on the last place with the least rate of 
entrepreneurial intention with the highest variance 
among all the five ASEAN countries (Nawangpalupi 
et al., 2016). In Indonesia, development and growth 
of SME is one of the motor of economic growth.  
 
National economic growth is largely determined by 
the dynamics of the regional economy, while the 
regional economy is generally supported by small and 
medium scale economic activities (Diah, Syarief, & 
Marimin, 2016). The SME sector in Indonesia is the 
largest contributor in supporting the country's 
economic growth and proven to survive during the 
1997 economic crisis. In 2014, the number of SMEs 
in Indonesia is 57.89 million units or 99.99% of the 
total national business. The SME sector contributes 
60.34% to GDP (Kusumastuti, Safitri, & Khafian, 
2015). In the midst of Indonesia's less volatile 
economy, SMEs are faced with a number of 
challenges: (1) weaknesses in gaining market 
opportunities and increasing market share, (2) 
weaknesses in the field of organization and limited 
access to capital resources, (3) weaknesses in the 
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field of organization and human resources 
management, (4) limited network of cooperative 
effort among small entrepreneurs (marketing 
information system), (5) less conducive business 
climate due to mutually lethal competition, (6) 
coaching that has been done less integrated and lack 
of trust and community awareness against small 
businesses (Retnaningdiah, Sundari, Riswanto, & 
Paryanto, 2014). One of the many SMEs that 
developed in Indonesia, but also faced several issues 
mentioned above is PT Mumtaz Multi Mandiri 
operating in the city of Bandung, West Java. PT 
Mumtaz Multi Mandiri is currently engaged in the 
sale of pure honey with a brand selling AL 
MA'WA.This SME is facing five general issues: 1) 
weakness in marketing channels, 2) weakness in 
online marketing competencies, 3) weakness in brand 
identity, 4) weakness in financial record, and 5) 
weakness in capital resources. By using business 
coaching intervention, it is targeted that SME 
problems will be diminished, focusing to three of 
main issues which have bigger weight and possibility 
to be done by the SME in effort to improve the 
performance.  
 
Researchers have studied the relation of online 
marketing channel and brand identity to sales or 
revenue, and human resources management in 
supporting the firm performance(Audhesh K. 
Paswan, 2011; Corral, Zubielqui, Fryges, & Jones, 
2017; Muhonen et al., 2017; Srisuwan & Barnes, 
2008).But there seems to be literature gap on the 
implementation of online marketing channel and 
competencies development, as well as brand identity 
improvement in order to improve firm performance in 
Indonesian SME. This study employs a qualitative 
analysis by conducting a series of structured 
interviews with the owner of SME.  
 
The result from structured interviews were analyzed 
using Marketing Mix, Business Model Canvas, gap 
analysis and pareto analysis to arrive at the most 
urgent issues to be solved. The analysis results are 
used in developing business model proposal in order 
to improve SME performance. With focus in 
marketing channel development through online social 
media, owner competency development focusing in 
how to do marketing by using social media, and 
brand identity improvement focusing on the logo and 
label product design. 
 
II. LITERATURE REVIEW 
 
Online marketing channel and firm performance  
Channel isone of nine elements of Business Model 
Canvas, which is consisting of communication, 
distribution, sales channels, retailers and others that 
delivervalue propositions andconnect company to its 
customers (Kotler & Wong, 1995; Osterwalder & 
Pigneur, 2010).Channels are customer touch points 

that play an important role in the customer 
experience. Channels serve several functions, 
including:1) Raising awareness among customers 
about a company’s products and services; 2) helping 
customers evaluate a company’s value proposition; 3) 
allowing customers to purchase specific products and 
services; 4) delivering a value proposition to 
customers; and 5) providing post-purchase customer 
support (Osterwalder & Pigneur, 2010).  
 
There are 5 types of channels that mentioned by 
Osterwalder: Sales force, web sales, own store, 
partner store, and wholesaler (Osterwalder & Pigneur, 
2010). Online or internet marketing has been 
generally defined as the use of internet technologies 
to achieve marketing objectives. Please note that 
terms such as “Internet marketing”, “e-marketing”, 
“social media marketing” and recently “digital 
marketing” are used interchangeably by researchers 
and practitioners. Industrial branding through the 
internet can be boosted by creating relevant and 
exciting content that is delivered through social 
media channels. In general, social media business 
pages/profiles are easy to manage and normally cost 
nothing to establish.  
 
That is why decisions-makers, particularly in small 
organizations, may tend to prefer social media over 
having a dedicated website for their business. But 
social media pages do not ensure absolute marketing 
success because implementation requires a strategic 
perspective to ensure the desired outcomes (Shaltoni, 
2017). Benefits offered by social media may turn into 
increased revenues (Shaltoni, 2017) and improve 
business performance (Tsimonis & Dimitriadis, 
2014). Social media also bring in external 
knowledges for firm innovation that positively 
influence firm performance (Corral et al., 2017). 
 
Competency Development and firm performance 
Human resources management strategies will acquire, 
develop, and motivate employees to enhance firm 
performance (Suazo, Martínez, & Sandoval, 2011). 
As mentioned in research by Corral and friends that 
firm performance can be captured by the worker 
productivity (Corral et al., 2017).  
 
Competencies are sets of skill, knowledge, abilities, 
and personal characteristics that enable employees to 
successfully perform their job. While development is 
an acquisition of competencies that improve people 
ability. Development human capital is important, it 
can improve performance and support business 
strategy (Noe, Hollenbeck, Gerhart, & Wright, 2015). 
The fact is SMEs have limited marketing knowledge 
(Gilmore, Carson, & Grant, 2001). In other hand, 
marketing competencies are strongly determinative 
on market performance (Kanibir, Saydan, & Nart, 
2014).  
Brand identity and firm performance 
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Brand identity is tangible, implying a promise to 
customers, help create relationship between brand 
and customer, where recognition of it influences 
consumer response (Alina Wheeler, 2009; Muhonen 
et al., 2017; Ondra, Škaroupka, & Rajlich, 2017). 
Once we determine who our customer is, then we 
want to create a unique identity for our brand (Ali, 
Shaban, & Al-Zubi, 2017). Product’s lookis one of 
communication form between brand and customer, 
consistency in it is a vital part of maintaining brand 
identity in design (Ondra et al., 2017). Muhonen’s 

research shows that branding is essential for SMEs 
performance (Muhonen et al., 2017). 
Adjusting brand identity can be done to counter 
competition (Ali et al., 2017). Brand identity includes 
its name, symbol, logo, character, packaging, slogan, 
etc. (Keller, 2013). Product label is component of 
packaging (Keller, 2013). Private label product is 
now a powerful marketing strategy to build brand 
equity and aim higher profit margins (Alina Wheeler, 
2009). SME should attempt to measure their brand 
performance via its component, since it drives 
business performance (Muhonen et al., 2017). 

 

  
Fig. 1. Theoretical Model. 

*Dashed lines represent intervention. 
 
III. RESEARCH METHODOLOGY 
 
Several stages of qualitative research used in this 
study, involving: data collection, data analysis, 
problem identification, problem solving proposal, 
confirmation of problem solving proposal, 
implementation, evaluation and handover. Business 
coaching method was used in all those stages as 
intervention. Qualitative research conducted since it 
is an unstructured explanatory research base on small 
sample that provide knowledge and understanding of 
the problems(Malhotra, 2010).  
 
This study conducted a series of structured interviews 
with the owner of PT Mumtaz MultiMandiri in 
Bandung where the SME located. In addition, spouse 
of the owner who is also involve in the SME 
business. This samples were selected because 
theyrepresent PT Mumtaz Multi Mandiri. As 
consequence, they have more knowledge regarding 
their business, either its actual condition and the ideal 
condition as the goals as well. This study also 
conducted some observations to the competitors in 

the same industry, as a benchmark for its 
improvement.  
 
Data reduction was done to the result from structured 
interviews and observation in accordance to relevant 
data that needed in this study. And data display 
conducted by interpreting data using five analytical 
tools, as follow: STP, Marketing Mix, Business 
Model Canvas, SWOT, Porter’s 5 forces. And 
concluded using gap analysis between actual 
condition and ideal condition of PT Mumtaz Multi 
Mandiri(Malhotra, 2010).Problem identification 
conducted using pareto analysis to arrive at the most 
urgent problems to be solved. 
 
Problem solving proposal was made base on problem 
identification, and a confirmation of it was discussed 
to the owner. Once the owner confirms the proposal, 
the next stage is the implementation of the problem 
solving. These stages were closed by evaluation of 
the implementation and handover all related data and 
information to the owner. 
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IV. RESULTS AND FINDINGS 
 
SME business profile 
Research conducted on an Indonesian SME owned by Mrs. Dewi Fatimah, named PT Mumtaz Multi Mandiri. It 
is located in KomplekDolog No. 13 Jl. Ibrahim Adjie, Bandung, Indonesia. This SME business is producing and 
selling pure honey with its own brand, AL MA’WA. The detail of SME profile can be seen in table 1. 
 

Table 1. SME business profile 
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Gap analysis 
The gap between actual condition and ideal condition 
of the SME was found in several analyses. From STP 
analysis found the gap that actual customer segment 
demographically was peoples with age 25 – 60 y.o, 
while the ideal condition that owner want is all ages. 
Actual customer segment geographically is Bandung 
and surrounding areas, while the ideal condition is 
West Java and surrounding areas. 
From marketing mix analysis found the gap that 
actual condition of product was that design of logo 
and label product were stiff with too many pictures 
and colors, while the ideal condition the design 
should be attractive for middle up customer segment. 
Actual promotions were only through offline channel, 
such as exhibition, SME community, word of mouth, 
and consignment. While the ideal promotion should 
be comprehensive, using both offline and online 
channel, and also right on target. 
In BMC analysis also found the gap in element 
customer segment, demographically and 
geographically. As well as in channel that used by 
SME to sell the product. The gap also found in 
element key resources, where the actual condition of 
SME was had not have intellectual resources in 

creating attractive photo product and doing social 
media marketing. While ideally those skill and 
knowledge should be owned to compete in business. 
SME financial resources currently also lack of 
capital. Other gap is in element cost structure, that 
currently the SME has not separate the financial 
record from household financial. Where in ideal 
condition, they are should be separated. 
And in SWOT analysis, the weaknesses of this SME 
are also in marketing channel, design of logo and 
label product, owner’s competencies, lack of capital, 
and financial recording. 
 
SME problem identification 
As result of pareto analysis, there are three main 
issues faced by the SME that contribute 82% of all 
the five general issues, that can be diminished to 
improve SME performance, which are: 1) lack of 
marketing channels, especially the SME has not used 
online social media channel; 2) lack of competencies 
in doing marketing through online social media, 
including creating good quality of product photos, 
and operating the account; and 3) Unattractive logo 
and label product as brand identity that affect brand 
awareness of the product. 

 

 
Fig. 3. Pareto analysis graphic 

 
Problem solving 
The problem-solving proposal that expected to reduce 
or eliminate existing gaps are as follows: 
a. Create a business account in online social media, 
especially Instagram connected with Facebook 
fanpage, as a new channel. Gather followers as 
potential target markets, create and share product 
photos as well as information about the products and 
its benefits in an attempt to increase brand awareness, 
as well as “how to order” information so that 
followers can easily purchase the products. 
b. Develop owner competencies, especially in 
conducting marketing activities through online social  

 
 
media. By holding informal learning, related to 
simple photography techniques for beginners, how to 
operate Instagram and how to do marketing through 
Instagram. 
c. Making improvements of the design of logo and 
label products as brand identity, which previously 
seemed stiffer and too crowded became more 
attractive and exclusive, while retaining the 
distinctive features of AL MA'WA's logos and labels. 
The designing is performed by third parties who have 
expertise in the field. 
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Beside of those problem-solving proposal, coach also 
gives business model canvas proposal, as follow: 

 

Table 2. BMC proposal 

 
Black: Actual condition; Blue: proposal to be implemented; Green: proposal to be continued by owner 

 
Implementation 
Implementations of problem solving were conducted 
after the proposal confirmed by the owner.In order to 
diminish the lack of marketing channel, especially 
online social media channel, coach together with 
owner created a business account in Instagram named 
@rumahmadualmawa. At the same time, to develop 
owner competencies, coach also did an informal 
learning for owner about how to operating Instagram, 
to collect followers, and to do marketing using 
Instagram. There are 10 tips of smart selling in 
Instagram for beginners to sell product 

quickly(Huang, n.d.; Issa Asad, 2014; 
Strukturkode.com, 2016): 1) make a business 
account; 2) upload product photos; 3) edit photos; 4) 
display photo testimonials of customer satisfaction; 5) 
create brand network by collecting more followers; 6) 
response, “like”, and “comment”; 7) do soft selling 
technique; 8) gives discounts; 9) advertise with 
Instagram Ads.; and 10) unfollow inactive account. 
Coach also create background template for 
information sharing by Instagram, and a mascot that 
represent the brand. Below are the pictures of SME 
Instagram account created and its mascot: 

 

 
Fig. 4. Instagram page and mascot 

•Variable cost: raw material (honey), packaging, label, seal, electricity, services, 
transportation, and marketing expenses.
• Fix cost: production house rental, production tools maintainance, and asset 
depreciation.
(Business and household financial record need to be seperated)

• Income from pure honey products selling
• Income from derived products

Key Resources Channels
• Physical: production house, 
production tools, car, exhibition 
tools, smartphone, laptop
• Human: owner's family
• Intellectual: filtering and 
packaging technique, marketing 
through online sosial media, 
making honey derived products
• Financial: owner's capital, 
investor, business loan

• Exhibitions
• WhatsApp
• Professional SME community 
Bandung
• Consignment
• Reseller
• Online Sosial Media
• Website

Cost Structure Revenue Stream

• Honey farmers (supplier)
• Packaging manufacturer 
(supplier)
• Reseller
• Store/Pharmacy/fitness 
center/herbal store/diet catering
• Gofood

Buying bulk honey from honey 
farmers, filtering process, 
sheltering, packaging, sealing, and 
marketing (offline and online)

• Pure honey product as quality 
healthy drinks.
• Varian kind of pure honey that 
does not contain too much gas, 
derived from the mountains of 
southern West Java.
• Business is done according to 
Islamic Shari'a (Halal)
• Premium price
• Attracktive brand identity
• Food and drink as honey 
derived products.

• Promo discount for purchase of 
certain amount
• Keeping in touch with loyal 
customer
• Sale or promo on holiday/ 
company birthday, etc.
• Photo product contest prizes  
vouchers

Behavioral:
• Peoples who maintain their 
health with consuming healthy 
drinks from nature
Psychographic:
• Healthy lifestyle
• Observer of natural and healthy 
products
Demographic:
• All gender
• Ages 25 - 60 y.o.
• All ages
• Middle up economic scale
Geographic:
• Bandung and surrounding area
• West Java and surrounding area

Key Partners Key Activities Value Preposition Customer Relationships Customer Segments
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Competencies in making good quality of photos is needed, since uploading good quality of product photos is 
one of the critical way in doing marketing on Instagram. Accordingly, before creating Instagram business 
account, informal learning about the technique in making product photo for beginners was conducted by a 
photographer. According to the photographer, there are three simple basic method for beginners to take product 
photos using mobile phone: 1) using light box (for small products); 2) play with viewing angle; and 3) lighting 
technique(Diankartika, 2018). Beside those photos taking technique, it also important to polish the pictures 
using editing technique.And below is the documentation of photo product informal learning, and one of the 
result. 
 

 
Fig. 5. Photo product informal learning and result 

 
In order to improve logo and label products design as 
brand identity element, an observation to other pure 
honey brand both national and international brand 
was conducted. It was done to give some insights to 
owner regarding attractive packaging of pure honey 
products. Afterwards, coach gave some 
recommendation of logo and label products design 
that create by a graphic designer, for owner to choose 
and review, so that the graphic designer could revised 
as the owner preference. Five keys in making a 
success logo are simplicity, brand consistency, 
memorability, remarkability, and market test 
(Gunawan, 2013). And five tips in making attractive 
label product are 1) choose color and design that easy 
to read; 2) fit with the packaging; 3) unique; 4) 
market survey; and 5) compatible with targeted 
market age (Bisnisukm.com, n.d.).  

The recommended design of logo and label product 
narrowed to two option, then those chosen designs 
was revised by considering theory mentioned, and 
owner preferences.Small surveyalso conducted to 
know which design were attractive according to 
market and the reasons. Response came from 47 
respondent that represent target market of the 
product. 83% of the respondent chosenew logo design 
showed in figure 6, and 72% respondent chose new 
label design showed in figure 7. Most of the reason is 
because the exclusiveness, simplicity, color, and 
representing the product. Below is the actual product 
logo and label products design, and the new design 
decided by the owner by considering the market test 
result: 

 

 
Fig. 6. Logo: actual design and new design 
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Fig. 7. Label product: actual design and new design 

 
Evaluation and handover 
Below is the accomplishment from each implementation: 

No. Implementation Goals accomplishment % 
1 Social Media 

Instagram 
Promotion has been done 
through social media Instagram 

accomplished 100% 

Increasement in the number of 
followers 

accomplished 100% 

2 Social media 
marketing 
competencies 

Owner know how to operate 
social media Instagram 

accomplished 90% 

Owner know how to produce 
good quality of product photos 

accomplished 85% 

Owner know how to do 
promotion by Instagram 

accomplished 85% 

Owner know how to collect 
followers 

accomplished 90% 

3 Logo and label 
design 

SME have more attractive 
design of logo and label 

accomplished 80% 

Average 90% 
 
Business coaching implementation was evaluated by 
its accomplishment in the end of business coaching 
period. There were several obstacles in the effort to 
accomplish the implementation. Among others are: 
that to produce good quality of photo product is need 
more practice and feel, so the owner need to do more 
practice in the future. As well as in promoting 
product through social media, the owner need to 
observe further how to make an attractive caption 
from other Instagram business account. For the new 
logo and label product, the obstacle was that because 
of several reasons, the owner has not ready yet to do 
the massive print and launch it. 
In the last meeting, handover was done by giving all 
the information, data, pictures, action plan 
suggestions, and all related documents to owner, with 
expectation that owner can continue what has been 
implemented and get insights to do more business 
development by her own. 
 
CONCLUSION 
 
While SMEs development and growth are one of the 
motor of economic growth in Indonesia, SMEs are 
faced with a number of issues and challenges. This 
study highlights the issues and challenges faced by 
SME in order to improve its performance. 
Base on qualitative analysis conducted, the study 
found three main issues that can be diminished to 

improve SME performance. First is the lack of 
marketing channels, especially the SME has not used 
online social media marketing channel, while benefits 
offered by itmay turn into business performance 
improvement. Second is the lack of competencies in 
doing marketing through online social media, 
including creating good quality of product photos, 
and operating the account.Third isthe unattractive 
logo and label product as brand identity that affect 
brand awareness of the product. Where logo and label 
product currently can be a powerful marketing 
strategy to build brand equity. 
 
By using business coaching method as an 
intervention, a problem-solving action was conducted 
in order to diminish or even eliminate the main 
issues. First, creating a business account in online 
social media, especially Instagram connected with 
Facebook fanpage, as a new channel. Second, 
develop owner competencies, especially in 
conducting marketing activities through online social 
media. Third, making improvements oflogo and label 
productdesign as brand identity.  
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