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Abstract. Small and medium-sized businesses (SMEs) are among the more di-
verse groups of business actors operating online. NAH Project is one of the SMEs
that use digital business as their model. The brand began to gain popularity
among consumers across the country, including Indonesian President Joko
Widodo, thanks to NAH Project's business approach and its up-to-date, fashion-
able footwear design. The company's revenues and brand recognition suffered as
a result of the president's attention. However, the sales that have been made have
been inconsistent and erratic. Thus, the purpose of this study was to identify the
factors that contribute to inconsistent sales. In-depth interviews with corporate
representatives, other business players, and customers served as the primary
sources for this study. Secondary sources included firm internal reports and liter-
ature reviews. Because of the "Jokowi effect," the investigation showed that
NAH Project has a strong brand recognition, but one of its shortcomings is that
it is rarely active on social media to promote the product. The opportunity for
NAH Project is to employ digital promotion to increase sales, but the threat that
needs to be expected is the fierce competition in the footwear market. Launching
classic model sneakers in response to customer demand is one solution strategy
that can be suggested. Others include adding complementary value for customers,
enhancing customer relationships as a competitive advantage, expanding the
online marketplace, intensifying social media promotion, providing more infor-
mation about product categorization, and using celebrity endorsements.

Keywords: marketing strategy, social media marketing, influencer marketing,
NAH Project

1 Introduction

As one of the critical mediums in the millennium period, technology plays a significant
part in a country's economic development. Today, the use of technology, particularly
the internet, is unavoidable. Innovations are rapidly replacing outdated systems, result-
ing in the phenomena known as the digital disruption age. Digital disruption has now
permeated the business domain. Digital-based businesses began to supplant traditional
company models. The ease of use of the internet for all people can spur digital business
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development by business players ranging from huge corporations to small and medium-
sized businesses.

The potential for the footwear industry and trade in Indonesia, on the other hand, has
been able to give employment possibilities for the supply of footwear items. The foot-
wear industry has also established a strong business spirit, which is predicted to evolve
into a strong entrepreneur capable of becoming a leading firm at the regional, national,
and international levels in the future [1]. Given the importance of the footwear industry
to the structure of the Indonesian economy, an integrated approach is required through
continual and sustainable empowerment of company development [2], [3].

Conversely, according to the Indonesian Footwear Association (Aprisindo), foot-
wear exports in Indonesia are expected to fall between 35 and 40% from $7.74 billion
in 2022 to $4.64 billion this year. Orders from major export destinations such as the
United States and Europe have already begun to fall sharply since early 2023. Aprisindo
executive director stated that footwear exports have been booming despite the Covid-
19 outbreak. Exports increased 8.96 percent to $4.8 billion in 2020, then increased
28.76 percent to $6.18 billion the following year. In 2022, Indonesia would export
$7.74 billion in footwear, a 25.15 percent increase over the previous year. According
o0 [4] the footwear market in Indonesia will continue to raise for the next five years as
seen on the table below.
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Fig. 1. Footwear Industry Market Revenue
(Source: [4]

Currently, the Footwear Industry in Indonesia is dominated by foreign apparels, but
indigenous apparels are produced more by large and medium industries, both in terms
of value and quantity. According to the Indonesian Footwear Association (known as
Aprisindo), in 2018, the footwear industry was centered in Java, with West Java having
the most footwear industries, with 112 enterprises [5], [6]. NAH Project is a fast-grow-
ing garment company among the various companies in the footwear sector. NAH Pro-
ject is a Bandung-based SME that operates in the footwear business, specifically shoes.
The majority of NAH Project's activities are carried out online, including promotion,
purchase, and customer service. NAH Project, as a SME industry actor, distinguishes
sales techniques centered on digital marketing. All sales activities are conducted online
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and through multiple channels, including the website and an online marketplace, some-
times known as e-commerce. The sales strategy that has been implemented is consistent
with the strategies that have been developed.

Joko Widodo (also known as Jokowi), the President of the Republic of Indonesia,
acquired three pairs of NAH Project YAS Series shoes in June 2018. The existence of
the NAH Project brand became known to the public indirectly [7]. This prompted peo-
ple to purchase NAH Project shoe products, resulting in a significant increase in NAH
Project product sales. With the phenomena of the "Jokowi effect," the NAH Project
encountered the consequences of a strong reliance on free endorsement by Jokowi. This
has resulted in a decline in NAH's branding and marketing strategy implementation
capabilities. This phenomenon has caused the NAH Project to reduce its marketing ef-
forts and the implementation of its marketing plan. Nah Project goods have been uti-
lized by several Indonesian celebrities. Najwa Shihab is one of them, who enjoys wear-
ing sneakers. Najwa frequently posts images of herself wearing sneakers on her own
Instagram account. Najwa wears a variety of local footwear in addition to well-known
global brands. In the photo taken in the storytelling studio, Najwa appears to be quite
happy of her Nah Project shoes, which appear to blend appealing hues [8]. Therefore,
a comprehensive marketing strategy is needed to achieve business effectiveness and
consistent in sales.

2 Method

The phenomenon in the NAH Project is studied via exploratory research in this study.
Exploratory research is used to comprehend the state of the industry and the company,
to seek fresh insights, and to assess novel phenomena. The qualitative approach was
used for exploratory research. This final project's study topic is important informants
and stakeholders associated with the company's business and strategic goals. The topics
are the founder, the managing director, and the creative marketing team from within
the organization. Customers, rivals, linked business partners, and governments are the
subjects from the outside. This project includes the use of primary data gathered
through in-depth interviews and focus group discussions (FGD) with research subjects.
To achieve the research objective, the interview was performed with the intent of ex-
ploring and gathering information about the business, the shoe industry, SMEs, and any
other associated field. This project also makes use of secondary data to supplement the
original data, such as the company's internal report and any other relevant literature
studies.

3 Results and Discussion

3.1 General Environment Analysis

The general environment analysis in this project is conducted with PEST analysis to
identify the external factors that will affect NAH Project’s business development. These
external factors are Political and Legal, Economic, Social, and Technological.
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Political Aspect. For a few years now, the creative economy sector in Indonesia has
evolved and is still growing. This industry played an essential part in strengthening the
country's economic base by 7.44% in 2016. President Joko Widodo formed new non-
ministerial institutions named Creative Economy Agency (Badan Ekonomi Kreatif or
known as Bekraf) on January 25th, 2015, to support this sector through Peraturan Pres-
iden Republik Indonesia Nomor 6 Tahun 2015 Tentang Badan Ekonomi Kreatif. This
agency oversees the development of Indonesia's creative economy. Bekraf is in respon-
sible of aiding the president in developing, creating, coordinating, and synchronizing
creative economy policies. Bekraf envisions Indonesia becoming one of the world's
economic powers in the creative economy by 2030.

Economic. According to Sucipto (2018), the Ministry of Industry is also accelerating
the expansion of the industrial sector of leather, leather goods, and footwear by deep-
ening the industry structure and increasing investment and exports. Indonesian foot-
wear consumption has usually increased every year over the last five years, with a tiny
drop in 2015. This signifies that the footwear market has grown, which has influenced
the increase in footwear potential customers or repurchased customers. This also im-
plies that the demand for footwear products is increasing and that they may become
economic contributors to the country. The growth of the footwear market is also re-
flected in the increase in export value. The high value of footwear exports vs low import
values suggests that, in the global footwear trade, Indonesia is more of a producer than
a consumer. [4] also projected the continuum growth of product sold.
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Fig. 2. Footwear Industry Growth
(Source: [4]

Sociocultural. In recent years, urban societies have become more cognizant of the im-
portance of adequate living conditions. Yoga, healthy food catering, and other healthy
lifestyle options are popular among city dwellers. Urban communities regularly utilize
social media to interact, trade info, and keep up with current events. A healthy living
trend has a significant impact on fashion development. The fashion industry strives to
capitalize on the possibilities of these lifestyle trends by innovating in the creation of
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sportswear that no longer prioritizes the functional features of the trend actors. Until
then, the trend of ready-to-wear sportswear appears, also known as activewear (Larissa
& Arumsari, 2017).

Technological. There were 212.9 million internet users in Indonesia in January 2023.
Indonesia’s internet penetration rate stood at 77.0 percent of the total population at the
start of 2023. Kepios analysis indicates that internet users in Indonesia increased by 10
million (+5.2 percent) between 2022 and 2023. For perspective, these user figures re-
veal that 63.51 million people in Indonesia did not use the internet at the start of 2023,
suggesting that 23.0 percent of the population remained offline at the beginning of the
year.
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Fig. 3. Internet User in Indonesia
Source: We Are Social (2023)

The number of social media users in Indonesia in the beginning of 2023 was equiv-
alent to 60.4 percent of the entire population, but it's also worth noting that social media
users may not represent unique persons (for more information, see our extensive data
comments). Meanwhile, according to data provided in the ad planning tools of main
social media platforms, there were 153.7 million people aged 18 and up using social
media in Indonesia at the start of 2023, which was like 79.5 percent of the total popu-
lation aged 18 and up at the time. In January 2023, 78.5 percent of Indonesia's overall
internet user base (regardless of age) used at least one social media site.
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Competitor Analysis. In this situation, NAH Project interacts with several similar
brands, both from the world of shoes and from different business levels. Competitor
analysis was carried out by comparing the marketing mix of different brands. NAH
Project's competitors were evaluated based on product resemblance, business size, and
product prices. The current competitors of NAH Project are 910 Shoes, Piero, League,
and GeoffMax. The table below shows a comparison of the marketing mix.

Table 1. Competitor Comparison

Brand 910 Shoes Piero League GeoffMax
Product For men and For men and For men and For men and
women women women women
Price IDR200.000 — IDR250.000 — IDR250.000 — IDR150.000 -

IDR450.000 IDR600.000 IDR600.000 IDR450.000
Place Offline website ~ Offline website Offline website Offline website
Online market- Online  market- Online  market- Online  market-
place place place place
Official store Official store Official store Official store
Marketplace Marketplace Marketplace Marketplace
Consign- Consignment/de-  Consignment/de-
ment/depart- partment store partment store
ment store
Promo-  Digital market- Digital marketing  Digital marketing  Digital marketing
tion ing Trade-in promo Price discount Bundling product
Price discount Price discount Free shipping
Giveaway Merchandise
Event booth

(Source: Author Analysis)
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Customers Insight. Customers' thoughts about the product are associated with the like-
lihood of simple color tone items in terms of brand opinion. The website's product dis-
play must include an all-angle view capability. When it came to the price, the client
thought it was reasonable for the level of local brand sneakers. In terms of location, the
client considered NAH Project should have more channel possibilities. Social media
should have been more active in terms of promotion. Customers believed that the
Jokowi impact would improve brand awareness, resulting in increased sales [9]. How-
ever, this is underutilized because social media engagement is noticeably low.

Proposed Strategy. After reviewing and studying the business issue, NAH Project
should apply numerous alternative methods to tackle the existing business challenge.
TOWS Matrix analysis can be utilized as the first step in providing the organization
with an alternate solution.

Table 2. TOWS Matrix

Strength Weakness

1. Most of the products 1. Rarely active in social
are suitable with the media
current fashion trend 2. Not have many online
and customer prefer- channels option to pur-

ences. chase the product.
2. NAH Project is al- 3. Not having offline
ways open for cus- store

tomer criticisms and 4. Financially non-inde-

suggestions. pendent (Brodo major-
3. Strong engagement ity ownership).

with sneakers com- 5. Haven’t thoroughly

munities and other lo- categorized the prod-

cal brands by actively uct.

involved in commu- . Not maximizing public

nity event. figure endorsement as

Affordable price by part of marketing strat-

keeping the price in
medium level.

The customers have
been loyal throughout
that time.

High brand awareness
because of Jokowi
purchase

cgy.

. Not maximizing future

potential customers.

. Unstable organizational

resources.
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1.Government support on
the SME industry and cre-
ative economy industry.

2.The rise of digital busi-
ness shape Indonesians to
shop more.

3.The use of digital technol-
ogy in Indonesia is high
(social media, messenger,
online shop, digital pay-

SO Strategies

SO1. Launch special clas-
sic model to answer high
demand.

SO2. Adding additional
value as complimentary
for customers

WO Strategies

WOI. Adding more online
marketplace

WO2. More intense pro-
motion on social media
WO3. More detail on cate-
gorizing products.

WO4. Conduct analysis on
maximizing potential re-
peat customers

ment)

4.High demand for classic
model sneakers.

5.Public figure endorse-
ment can effectively in-
fluence potential custom-
ers.

6.There are still potential
customers that are curious
about NAH Project.

7. Additional values are im-
portant for customer en-
gagement.

8.Strong engagement from
customers that potentially
become repeat customers.

1.The increased number of
SME actors, especially in
fashion and sneakers in-
dustry.

2.Competitors may imitate
what NAH Project does in
the future.

3.Competitors made the
best of public figure en-
dorsement.

(Source: Author Analysis)

Opportunity

WT Strategies

WT1. Use more public
figure endorser to capture
wider market

ST Strategies

ST1. Strengthen customer
relation as company’s
competitive advantage

Threats

Formulated Startegy. SO1. Launch special classic model to answer high demand. Ac-
cording to the consumer analysis, the majority of FGD participants felt that shoes with
traditional old-school models are ageless and preferred by a broader variety of custom-
ers (all ages and genders). Most firms that have classic model shoes can rely on one
model while also developing other models.

SO2. Adding additional value as complimentary for customers. Points/rewards systems
are key instruments in digital marketing strategy these days. Customers' loyalty can be
increased by using rewards. Customers were given points for their first purchase. Sales
will increase as buyers purchase more products.

In the present digital industry, online newsletters or e-mail subscriptions are used.
An online newsletter is an email that is sent out on a regular basis (weekly or monthly)
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to give readers informative content. The NAH Project's official website should have a
subscribe feature.

ST1. Strengthen customer relations as company’s competitive advantage. NAH Project
frequently interacts with customers via social media. They usually interact through
small debates, comment answers, photo tags, and private messages. Consumers' will-
ingness to connect with NAH Project's social media activities demonstrates that they
are interested in what NAH Project has done. This could be one of the advantages that
other brands lack. By utilizing a customer relationship strategy, this can potentially
create a competitive advantage for the organization.

WOI. Adding more online marketplaces. NAH Project's online marketplace is now lim-
ited to Lazada. When comparing the marketplaces of competitors, it is clear that some
have more than one marketplace. Because each marketplace has its own set of squali-
ties;ecialties, and qualities, each has its own set of advantages and disadvantages. This
means that consumers are given options for determining which marketplace is best for
them.

WO2. More intense promotion on social media. NAH Project currently has some social
media accounts on a different platform: Instagram, Facebook, and YouTube. NAH
Project uses social media as a promotion and marketing channel for their online busi-
ness platform. However, due to the extended time span of posts, low frequency of posts,
and inconsistent post schedule, NAH Project is not making the best use of social media.
As a result, a more regular post schedule with higher post frequency should be imple-
mented.

WQO3. More detail on categorizing products. Basically, there are many different types
of sneakers with various meanings. According to Larissa and Arumsari (2017), sneak-
ers are classified into three types based on the occasion and user's usage: sportswear,
athleisure, and activewear. There are misconceptions concerning product classification
based on user responses to the product. NAH Project positioned their product as Ath-
leisure sneakers, but this message was not adequately presented to customers, which
could lead to customer confusion. As a result, a campaign or unambiguous declaration
of the product's classification and positioning is required.

WO4. Conduct analysis on maximizing potential repeat customers. Up to this point, the
NAH Project has not classified the sort of clients, whether they are new or recurring
customers. As a result, they need to execute client classification in order to optimize
and sustain sales numbers. The greater the number of purchases from repeat consumers,
the easier it is for the company to sustain the sales figures. And the benefit of this point
is that they can concentrate on developing a campaign for new customers.

WTI. Use more public figure endorser to capture a wider market. Public figure endors-
ers are becoming a significant aspect of marketing strategy, particularly for fashion
products. It is commonly referred to as influencer marketing in the business world. The
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objective is to include celebrity endorsements in a modern content-driven marketing
strategy. The primary difference between this style of marketing and others is that the
campaigns are generally collaborations between brands and influencers. The strongest
predictor of brand image is the charisma of the brand ambassador. As a result, choosing
brand ambassadors must take into account a person's popularity with the general public,
familiarity with local hot topics, attractiveness, ability to draw attention, and intelli-
gence [8].

NAH Project previously used this strategy for their goods. However, they are no
longer using that. As a result, they should employ this strategy again to maximize pro-
motional activities.

4 Conclusion

The footwear industry and trade in Indonesia has been able to give employment possi-
bilities for the supply of footwear items. The footwear industry has also established a
strong business spirit, which is predicted to evolve into a strong entrepreneur capable
of becoming a leading firm at the regional, national, and international levels in the fu-
ture. NAH Project is a fast-growing garment company among the various companies in
the footwear sector. NAH Project, as a SME industry actor, distinguishes sales tech-
niques centered on digital marketing. To create a marketing effort and campaign that is
more successful, fresh STP that targets more particular markets is required. Utilizing a
new marketing mix strategy will help with the new marketing plan. From a product
perspective, it is necessary to categorize the product range more precisely in accordance
with the shoes category. Classic sneakers with an old-school aesthetic are one design
option to meet consumer desire. For both small and large size users, wider shoe sizes
are also required. This also aligned with the research conducted by [10] that NAH Pro-
ject may create items that satisfy the comfort and support, product quality, and product
design preferences of their customers through innovating. The convenience of the con-
sumer, the store's location, the staff, and the presentation are the aspects that affect
customer preferences in decision-making while purchasing sneakers from places.

In terms of pricing, Indonesia's purchasing power and the current price range are both
adequate. Maintaining a price reduction is also necessary to reach sales targets, draw in
new and returning customers, and enhance brand recognition. The NAH Project needs
to include more market channels from the location perspective, particularly from e-
commerce. Their goal should be to increase market share among Indonesia's top 10
most active users of e-commerce. From a promotion standpoint, increasing sales
through discounts and giveaways can be the method to increase consumer involvement.
Making the most of online advertisements from search engines, social media, and mes-
saging platforms is a need that must be upheld. MPR is also necessary to advance and
safeguard the brand of the business.



200 D. Rahmawati et al.
References

1. B. Lianto, R. D. Wahyudi, E. D. Rinawiyanti, and A. Herninda, “Assesment of Innovation
Process Capability-Based on Innovation Value Chain Model in East Java Footwear Indus-
try,” The Asian Journal of Technology Management (AJTM), vol. 8, no. 2, pp. 133-151,
2015, doi: 10.12695/ajtm.2015.8.2.5.

2. K. Kaniawati, “Marketing Strategy Model In Improving Marketing Performance (Case Study
Of Central Small Industry Areas Of Central Cibaduyut Footwears),” Turkish Journal of Com-
puter and Mathematics Education, vol. 12, no. 9, pp. 87-94, 2021.

3. S.Hodijah, Y. V. Amzar, and T. Ismiranda, “Indonesian Export of Footwear Product: Export
Destination Countries Analysis,” Jejak, vol. 15, no. 2, pp. 300-309, 2022, doi: 10.15294/je-
jak.v15i2.36624.

4. Statista, “Footwear - Indonesia.” [Online]. Available: https://www.statista.com/out-
look/cmo/footwear/indonesia#volume

5. A. S. Pranowo, J. Sutrisno, P. Sulastiono, and Z. M. E. Siregar, “The entrepreneurial compe-
tency, innovation capability, and business success: The case of footwear industry in Indone-
sia,” Quality - Access to Success, vol. 21, no. 178, pp. 20-25, 2020.

6. A. Abdulkadir, W. Afriana, and H. A. Azis, “Footwear Export Competitiveness of Indonesia
and Vietnam,” Signifikan: Jurnal llmu Ekonomi, vol. 9, no. 2, pp. 269-284, 2020, doi:
10.15408/sjie.v9i2.15404.

7. S. Chairunnissa and Zulfebriges, “Pengaruh Jokowi dalam # JKXWVLOG " Cerita Sneakers "
terhadap Keputusan Pembelian Produk NAH Project The Effect of Jokowi in # JKWVLOG
¢ Story of Sneakers * on Purchasing Decisions of NAH Project Products Pendahuluan sebagai
cara untuk berkomunikasi dan Pr,” Prosiding Manajemen Komunikasi, vol. 5, no. 2, pp. 830—
837,2019.

8. P. Ariani, A. Astuti, and K. Georgina, “THE INFLUENCE OF BRAND AMBASSADOR
CHARISMA ON PRODUCT IMAGE Survey on the Influence of Najwa Shihab as Brand
Ambassador on Nah Project > s Sneakers,” MERCU BUANA INTERNATIONAL
CONFERENCE ON COMMUNICATION SCIENCE 2022 THE, pp. 121-133, 2022.

9. A.N. Azis and A. Sofyan, “Hubungan antara Daya Tarik Iklan Instagram Nah Project dengan
Keputusan Pembelian Konsumen,” pp. 17-22, 2021.

10. A.R. H. Budiman, R. A. Rahadi, and D. Rahmawati, “Business Valuation for Small Medium
Enterprise in the Shoe Industry,” no. 10, pp. 450-459, 2020, doi:
10.5220/0008432404500459.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
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