ATLANTIS

PRESS Advances in Economics, Business and Management Resear ch, volume 187

Proceedings of the 5th Global Conference on Business, Management and Entrepreneur ship (GCBM E 2020)

Implementation of Customer-based Brand Equity
Strategy and Integrated Marketing Communication in
Micro, Small and Medium Enterprises
Tedi Setiawan®”

! Universitas Pendidikan Indonesia
*Corresponding author.Email: tediate9@gmail.com

ABSTRACT

The majority of Micro, Small, and Medium Enterprises (MSMES) do not have a brand to get customers as a means of
marketing. A good product without the power of an effective brand and marketing strategy will end and be
unsustainable. MSMEs will run stagnant and may experience setbacks if the Customer-Based Brand Equity Strategy
and Integrated Marketing Communication are not implemented. Especially amid the conditions of the Covid-19
Pandemic and digital transformation, which requires adaptive and agile MSME players to face fast-paced changes. The
research will be studied with a qualitative descriptive method approach through in-depth interviews with each source as
many as 20 MSME actors who are developing in Bandung. The development of MSMESs requires a combination of the
role of branding strategies in the organization as an internal factor and brand recognition through marketing
communication as an external factor. The process of building a strong brand and marketing communication can
transform the business of MSME players into large, successful brands.

Keywords: Customer Based Brand Equity, Integrated Marketing Communication, Micro Small Medium

Enterprises.

1. INTRODUCTION

Micro, Small, and Medium Enterprises have a very
significant role in the Indonesian economy, both in terms
of the number of business units, employment, and
contribution to Gross Domestic Product. In 2011, the
number of MSMEs reached 55.2 million units. With this
amount, MSMEs absorb 101 million workers and
generate IDR 4,303 trillion or 57.9% of Indonesia’s total
Gross Domestic Income of IDR 7,427 trillion [1].

Currently, most of the Micro, Small, and Medium
Enterprises Units do not have a brand to get customers
such as business cards, brochures, catalogs, product
designs, and eye-app-peal packaging as a means of
marketing. Some of the Micro, Small, and Medium
Enterprises Units question the benefits of branding if
even with the current conditions their businesses can
meet their daily needs. The attitude of the Micro, Small,
and Medium Enterprises actors can be caused by several
things, including because they do not understand the
science of branding, do not have a positive

entrepreneurial character, and have never received
assistance[2]

A good product without the power of a brand and an
effective marketing strategy will be useless and will not
stay in the minds of consumers. If consumers are
compatible with a product, they will not easily turn to
other brands [3]. Brand strategy is a communication
system that regulates all contact points with a product or
service with stakeholders and directly supports the
overall business strategy [4-5]. According to [6], what is
included in the brand strategy includes brand positioning,
brand identity, and brand personality. According to [7],
which is also included in the brand strategy, namely
brand communication.

Brand and brand management have become a well-
known management strategy and priority that has been
the target of companies for many years [8]-[9]. Studies
on brand strategies for micro, small and medium
enterprises are still very minimal. Most studies on brands
in large-scale businesses seem to ignore the fact that 95
percent of businesses in the world are micro, small, and
medium enterprises [10]. The UMKM unit has become a
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starting point for becoming a large and global company
[11].

In addition to the brand, consumers value a product
or service based on the brand equity it has. Lassar et al.
1995 in [12] state brand equity as the consumer's
perception of the superiority of the product that the brand
has when compared to other brands. The stronger the
brand equity that is owned, the more satisfied consumers
will be in meeting their needs. On the other hand, the
weaker the brand equity that is owned by a product or
service, the less satisfied consumers are in meeting their
needs so that this will encourage consumers to choose or
switch to other products or services [13].

Consumer-based brand equity assessment (Customer-
Based Brand Equity) is a different effect of consumer
response to brand marketing [14] In the MSME Unit,
both in the types of production, retail, and service
businesses, brand equity is very important to be used as a
strength in identifying and differentiating their products
and services from other MSME players in the minds of
consumers (Baily and Ball, 2006; Kim and Kim, 2005;
Kayaman and Arasli, 2007; Prasad and Dev, 2000) [15]-
[18].

A brand also has the benefit of providing legal
protection for all features and aspects of the product,
providing intellectual assets or ownership rights, as well
as legal protection to brand owners and consumers,
brands can greatly influence the decision to buy [19]. In
limited financial conditions, MSME players need to find
creative solutions, for example by utilizing Word of
Mouth Marketing, Social Media, and mentoring activities
optimally so that MSME players can make good product
branding [20].

Operational risk is one of the risks that must be
managed by MSME actors that occur due to negligence
of human errors, internal process errors, system failures,
and/or external events that affect business activities
resulting in operational losses. [21]. Micro, Small &
Medium Enterprises will run stagnant and may
experience setbacks if the Customer-Based Brand Equity
Strategy and Integrated Marketing Communication are
not implemented. Especially amid the conditions of the
Covid-19 Pandemic and digital transformation, which
requires adaptive and agile MSME players to face fast-
paced changes.

2. METHODS

The type of research used by researchers is
descriptive qualitative. According to [22], qualitative
research methods are research methods used to examine
the conditions of natural objects where the researcher is
the key instrument.

Descriptive research is a research method that
describes and interprets objects accordingly and as they
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are. Descriptive research is also called non-experimental
research because, in descriptive research, the researcher
does not manipulate the variables and also does not
control the research variables.

In this study, the stages were carried out, namely by
conducting in-depth interviews with 20 MSME actors,
then reducing data to classify which data were used in
uncovering the stages of the branding strategy so that a
strategy formulation was obtained. branding and
appropriate marketing communication strategies.

3. RESULTS AND DISCUSSION
3.1 Discussion

3.1.1 The Role of Brand Management in
Micro, Small & Medium Enterprises

The study discipline of Micro, Small, and Medium
Enterprises is broadly based on studies in the fields of
management, marketing, and entrepreneurship. It is
argued that the three things that Micro, Small, and
Medium Enterprises are unique enterprises that differ in
their strategic, management, and marketing aspects
compared to large companies [23]. Several other studies
encourage the integration of strategic and marketing
management in the context of Micro, Small, and Medium
Enterprises [24].

Research conducted by Cohen and Stretch in [25]
reveals that most of the problems faced by Micro, Small
and Medium Enterprises actors are marketing problems.
This confirms the research conducted by [26] regarding
the key factors of effective marketing confirming that a
good sales orientation broadly determines its marketing
character. As a result, promotions that are driven to build
brands are becoming more difficult for Micro, Small and
Medium Enterprises to implement due to some funding
limitations. In line with the research conducted by [25],
it is found that in Micro, Small and Medium Enterprises,
brand management has not received or a little attention in
carrying out its business activities.

Based on the results of interviews with MSME actors,
it is found that brand management is not yet a top priority
in business activities. Business owners who are at the
forefront of Micro, Small, and MediumEnterprises's
activities rarely carry out brand management on their
products and do not realize that brand management is an
important concept in the success of their business. The
concept of brand management is not deeply embedded in
the activities of Micro, Small, and Medium Enterprises
so that no worker is willing to pay sufficient attention to
brand management/development activities.

This reality is a challenge in itself for owners or
managers of Micro, Small, and Medium Enterprises to
make brand management a priority in their business
activities so that the sustainability of their business is
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maintained. [25] found that the company name is often
not the same as the product brand name. In many cases,
entrepreneurs of Micro, Small, and Medium Enterprises
only issue one or two brands. And even then done
individually without co-branding and collaborating with
other Micro, Small, and Medium Enterprises actors.

This condition resulted in reduced opportunities for
brands from Micro, Small, and Medium Enterprises
players that we studied to get the attention of consumers.
The role of business owners, in this case, is very
important both internally and externally to prioritize
brand management in their business activities. Micro,
Small, and Medium Enterprises can explore the
possibility of a co-branding or promotional cooperation
with well-known brands while still paying attention to
their budget and its suitability.

3.1.1 Penentuan Branding Strategy Pada Jenis
Usaha Mikro, Kecil & Menengah

Based on the results of interviews with MSME
business owners, another problem faced in developing a
branding strategy for Micro, Small & Medium
Enterprises is adjusting the type of business being
undertaken with the branding strategy taken. In this
study, brand development in Micro, Small & Medium
Enterprises based on the type of business of the
interviewed respondents can be seen in Table 1.

Table 1. Strategy Branding Based on Types of Micro,
Small and Medium Enterprises

Brand Package Type | Component Customer
Type Type Interface Type
Product Consumers are | Capital goods | Products  that
Category | free to choose | that require services

through consumers do | such as airlines,

comparisons not directly | hotels, and

with other | buy are for | restaurants.

products example

Distribution industrial

through goods.

independent

companies.

Example:

food, cleaning.
Strategy | Emphasize Understand Implementation
Topic emotional the interests | of internal

values and | of marketing to

differentiation | Stakeholders. | increase

in which the customer

role of satisfaction

advertising is through

dominant. communication.
Main End Purchasing Purchasing
Target Consumers. Agent. Agent & Clerk.

Consumer.
Public.
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compare product features with one another so that the
role of the brand becomes important. Consumers will
associate a name with a certain category, to enable the
achievement of top-of-mind positions. How to make our
brand easy to remember and recognize, communication
strategy becomes important. This can take the form of
advertising, sales promotion, publications, sales force,
and direct marketing. Wong and [23] put forward several
suggestions to support marketing activities in Micro,
Small & Medium Enterprises, namely :

1. Invest in brands for the long term.
2. Develop a unique brand.

3. Develop awareness to employees of the
importance of the company brand.

4. Communicate the brand consistently and clearly
through all its marketing activities.

In the Component Type business, Micro, Small &
Medium Enterprises players sell goods needed by the
industry. In this case, the role of the brand is less
important, compared to consumer goods. The price of
capital goods is relatively more expensive than the price
of consumer goods, so the buying process is usually long
and involves many parties.

In this type of business, the Customer Interface Type
produces products that must be accompanied by
service/services, for example, a car salesman
accompanied by after-sales service. In managing this
business, internal marketing plays an important role,
namely the company trains and motivates its employees
to serve customers well.

3.2 Results

3.2.1 Model Management & Brand
Development for Micro, Small & Medium
Enterprises Based on Customer-Based
Brand Equity

Based on the results of interviews with respondents,
we propose a model developed by [25] for the role of
brand management in Micro, Small & Medium
Enterprises, which can be seen in fig. 1.

In the Package Type business, Micro, Small &
Medium Enterprises sell products that run out quickly or
including Fast Moving Consumer Good (FMCG) such as
food, cleaning products, candy, cakes, and others.
Consumer behavior in purchasing FMCG is to always
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Influence of the entrepreneur
- Passion
- Logic
- Personification of the brand
Influence of the
Influence of markets )
the company structure L - Type of product
- Market personnel - - State of the
- Objectives L Rol.c of the brand management competition
- Awareness of brand in SMEs - Marketing
management l Orientation

Marketing activities and
MEessage ¢ icated

(Marketing)
Creativity

Available budget

Brand
recognition

Desired associations:
sympathetic
quality
attractive, chic,
noticeable

Figure 1 Brand management model in micro, small &
medium enterprises

In the model in fig. 1. it can be explained that Micro,
Small & Medium Enterprises actors play a dual role in
this model. The first role, namely as a director and
manager who must pay a lot of attention to brand
management. The second role is as an entrepreneur,
being the personification of the brand and playing an
important role in communicating the brand in the
business environment.

Furthermore, the proposed model for Micro, Small &
Medium Enterprise brand development combining the
role of brand management in the organization (internal
factors) with brand recognition (external factors) can be
seen in fig. 2 below.

II 11
Large Emerging Brand | Accepted Brands
| AY
Small Beginning & Historic Brands
Underprivileged
brands
Low High

Figure 2 Brand development model in micro, small &
medium enterprises
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In measuring brand recognition, there are no
objective measurement criteria so a quadrant model for
brand development is needed as a reference. The
quadrant of the brand development model can be
described as follows :

a. Quadrant I, Beginning and Underprivileged Brands.
This stage is the initial stage of a brand. This
quadrant is very important for creating added value
for brands that have been created but have not been
managed to create awareness among consumers.
The role of brand management is needed to make a
brand big and famous.

b. Quadrant Il, Emerging Brand. Building a brand
takes time. Brand recognition to consumers is not
something that happens by itself and requires
planned steps. In this quadrant, Micro, Small &
Medium Enterprises actors must make every
employee in the organization aware of and support
the importance of brand recognition and are willing
to allocate company budgets for brand recognition.

c. Quadrant Ill, Accepted Brands. In this stage, the
brands owned by Micro, Small & Medium
Enterprises have been accepted by some consumers.
The company has achieved a high level of brand
recognition. The company allows the benefits of
success to be developed in the future.

d. Quadrant IV, Historic Brands. In this quadrant,
some brands have been managed and are eligible to
achieve a greater level of brand recognition.

3.2.2 Brand Image Development as Media
Integrated Marketing Communication

In Micro, Small & Medium Enterprises, increasing
brand awareness of the products being marketed is not a
top priority when a company determines its marketing
budget. This causes the brand that is owned is not widely
known by consumers. Micro, Small & Medium
Enterprises actors focus more on the sales aspect than the
marketing aspect. Peterson in [27] found that product and
sales orientation is more blinded than marketing
orientation is related to brand management. Brands that
are well known to consumers are one of the many
important goals that every Micro, Small & Medium
Enterprise actor wants to achieve with the marketing
budget they have.

The product brand is a representation of the owner,
for that every Micro, Small & Medium Business actor
must try to introduce and communicate the brand they
have to their consumers through the performance and
good image inherent in the entrepreneur. Besides,
entrepreneurs can use several communication media to
introduce their products, through business cards, walls in
front  of  buildings/houses/shops, and  public
transportation facilities. Another effective way for Micro,
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Small & Medium Enterprises entrepreneurs to
communicate their brand is through word of mouth,
newspapers, and brochures. Word of mouth
communication or word of mouth strategy is not only
costly and costly but also very effective.

Reference [2] provides eight steps in communicating
a strong brand for a company as an integrated marketing
communication media, including:

a. Create a logo design that fits your business character
and products. This logo can help brands that are
created to appear more luxurious and special and
shape customer communication

b. Determine the right target market. The target market
is the main target of Micro, Small & Medium
Enterprises

c. Use Partnerships to Build Brand Awareness.
Collaborating with influencer partners can increase
brand awareness.

d. Be Consistent! Micro, Small & Medium Enterprises
must be consistent in using every logo and design
equipment for their business so that they can increase
brand awareness of their products.

e. Brand Positioning, which is a company activity to
design offers and images to provide different values
in the minds of consumers [28]

f.  Brand Identity, according to [6], Brand identity is a
set of aspects that convey what a brand stands for its
background, its principles, its purpose, and ambitions.

g. Brand personality is a human trait found in a brand.
Some say that brand personality is the way a brand
communicates and behaves.

Brand Communication, which is the evaluation of a
consumer's overall brand whether it is good or bad. Brand
communication consists of packing, ad-advertising,
surround (event), and direct marketing [29]. Brand
communication summarizes the whole meaning of the
effects of consumer behavior on their purchases [30].
Positive brand communication such as trust and brand
loyalty is essential for long-term success and brand
sustainability [31].

4. CONCLUSIONS

Based on the results and discussion above, the
conclusions that can be drawn from this research include:

a. The role of a brand for a product is very important so
that consumers can differentiate one product from
another. To build a brand owned by Micro, Small &
Medium Enterprises so that it grows big and creates a
strong relationship with the target market, good brand
management is needed.
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b. Brand management is one of the answers to the
problems faced by Micro, Small & Medium
Enterprises actors in the marketing aspect. Brand
management has not become a priority in business
activities so that the role of the owner is very
important both internally and externally to prioritize
brand management in business activities. For the
application of brand management to be effective and
as expected, Micro, Small & Medium Enterprises
actors must consider the types and strategies of their
business.

c. Indeveloping brands for Micro, Small & Medium
Enterprises, it is necessary to combine the roles of
brand management in the organization as an internal
factor and brand recognition as an external factor. In
developing a brand, there are four stages which
include Be-ginning and Underprivileged Brand,
Emerging Brand, Accepted Brand, and Historic
Brand.

d. The process of building a strong brand can transform
a business from a small player to a successful big
brand. As consumer trust in the brand increases, sales
will also increase.
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