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Abstract Small Business Borondong snack been there long 

enough in the District Ibun Bandung Regency has no 1960 late, 

but has not shown a good development. One problem has been 

that these products do not have a well-known brand, while 

strengthening the brand has significance for the development of 

marketing strategies, especially strategies positioning and 

marketing communications. 

The purpose of this study was to perform an internal process to 

build the brand through brand audit to brands of employers in the 

district of  borondong,  Ibun. It is observed that the unknown 

condition of the company's internal strength in an objective and 

external conditions such as market attractiveness of the borondong 

business. 

This research was conducted with descriptive method through 

surveys and data analysis using matrix mapping analysis  9 cell 

from the general electric, by mapping the results of the audit to the 

brand. 

           Results of this research generally shows the external brand 

strength is high position and medium except the brand Az-zahra, 

meaning that the traditional food business borondong brand still 

reliable, especially when calling BorondongMajalaya for internal 

positions of employers existing brand  at  medium and high levels. 

Each brand is highly recommended to make a differentiation that 

is unique and relevant to the needs of its target market so that 

products borondong not become generic. 
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1.Introduction 
 

       The resulting product is simply something 

the factory while the brand is something that is 

bought by consumers. If the product can be easily 

imitated competitors, the brand has always had a 

uniqueness that is relatively difficult to trace. 

Brand closely associated with perception, so that 

real competition between companies is not just a 

battle of perception and product competition. 

Companies that are able to build its brand with 

the well will be able to face any attack from its 

competitors so it can continue to maintain its 

customers. 

Although the brand is very much benefit for a 

product, but not all businesses realize the 

importance of brand. Most businesses, especially 

small industry, prefer to sell products without a 

brand name. It is unfortunate that efforts have 

been initiated a long time not been able to 

generate added value created from the power of 

the brand that have. The condition happens to 

many small entrepreneurs or artisans Borondong 

often called a kind of snack, whichis made from 

raw material of roasted glutinous rice mixed with 

liquid palm sugar into dough that is molded in the 

shape of a ball. Borondong used as snacks and 

has been already commercialized since 1960. 

As a result of not yet understood the importance 

of a brand most of these products have not been 

pursuing a strategy of strengthening field proven 

brand of form very simple brand plus packaging 

less attractive. One basic strategy is important; at 

this early stage of the strategy to strengthen the 

brand for small business is a traditional snack do 

the brand audit. 

This study aims to determine the objective 

conditions of health brands of small businesses 

through a traditional snack brand audit so that it 

can be made an appropriate business strategy for 

each brandbusiness strategy for each brand. 

 

2.LiteratureReview 

 

2.1 The Process of building a brand 

 

Internal process of brand building is the activity 

of the company before the brand are 

implemented. This research was carried out based 

on the perspective of the company not see the 

impact on the brand image perceived by 

consumers. The results of this study help 

practitioners how to handle the complexity of the 

business environment in brand building. 

A structured approach to building brands from the 
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internal side companies are often portrayed in a 

certain stage. Based on this study, there are three 

(3) stages to be passed, namely: 1) Brand Audit 

2) Brand Identity, and then 3) Brand Position 

Statement. As in the model developed from the 

model developed by Wallstrom, Karlsson and 

Sangari (2008), based on empirical course of a 

study on the various different companies in the 

services sector in Sweden, which explores the 

process of building a brand from the internal side 

of the company as follows: 

 

 

Figure 2.1 The  Internal corporate brand-building 

process: A conceptual frame work. 

 

1. Brand audit taking into account internal factors 

on the company's vision, culture and brand 

architecture, in an external perspective to see 

customers, distributors (resellers) other 

stakeholder. This was done to determine the 

objective conditions of the brand at the 

moment. 

2. Brand Identity (Brand Identity), after 

conducting an audit of need identified brands 

identity that are forming the core and which 

will be developed with the aim of forming 

associations that are meaningful to customers 

3. Brand Positioning, form a positioning 

statement that reflects how the brand should be 

seen by stakeholders andinternalcompany, 

through a communi- cation strategy. 

 

2.2. Brand Audit 

Internal process of brand building starts 

with an audit of the brand which includes two 

important things, namely internal and external 

conditions. Internal conditions there are three 

factors to consider: the vision or mission, 

organizational culture, and architecture of the 

brand itself. On the external side there are two 

main factors to note are customers and 

competitors, and if necessary can be considered 

other stakeholders eg local government. The data 

obtained from the results of audits brand allows 

the company to understand the context and the 

situation when the brand will be built. In this 

model the brand audit results will affect the next 

step in the series of this process is to determine 

the identity of the brand (Brand Identity). 

According to Campbell (2002) Audit brand is an 

effective tool to diagnose the brand architecture 

firm that has entered the market. Often we find 

certain situations where the company's sales 

declined, what factors make the brand become 

more powerful or conversely, what the newly 

formed association, the association difference 

what should be built and raised, to solve these 

problems required an audit of the brand. 

The mergers between the internal and external 

condition are mapped by 9 cells matrix of 

electrically general developed by Hunger an 

Wheelen as follows: 

Gambar 2.2 

9 cells matrix of GE  

Source: Wheelen,T.L and Hunger,J.D  

 

3. Methodology 

Brand Audit Analysis 

Carried out brand audit based on two 

perspectives: internal and external dimensions 

and indicators revealed to be. The total samples 

of 262 respondents as consumers and 15 

employersin the district 

borondong,Ibun,Majalaya. Sampling is done on a 

cluster random. 
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Table 3.1 Variable Operation for Brand Audit 

 

   Perspective 

Variables 

Dimension Indicators 

Internal, 

referring to 

the 

perspective of 

the company, 

such a vision, 

it is believed, 

culture, 

employee 

behavior, 

communicati

on material 

Company The message is 

quite clear and easy 

to understand 

The promise of a 

brand or company 

to the consumer 

Product 

 

Superior quality 

products 

price advantage 

Product sales 

performance 

brand 

differentiat

ion 

 

The focus of the 

uniqueness of the 

brand to make 

The uniqueness of 

the product can be 

communicated 

clearly 

Consumers 

understand the 

uniqueness of your 

product 

Brand 

Identity 

 

Identity has been 

described efforts 

borondong of 

Majalaya 

Value - value that is 

believed sublime 

businessman 

Brand 

Communic

ation 

 

Color component 

has solidified the 

brand 

The idea of the 

brand message 

Pictures and photos 

on the brand 

Appropriateness of 

materials and 

packaging design 

with the brand 

concept 

The accuracy of the 

media used 

Externally, 

referring to 

the 

perspective 

from the 

outside of the 

company 

such as 

customers, 

competitors, 

middlemen 

Brand 

Awareness 

 

Depth know brand 

Knowing the depth 

of the message 

The depth of 

understanding the 

message 

Brand 

perception 

Depth 

understanding of 

the meaning of 

borondong 

Quality of  Brand performance 

(re-seller) 

and 

stakeholders 

regarding the 

perception of 

the brand, 

the brand 

message and 

promise of 

the company 

brand compared with 

competitors from 

other brands 

 

Source:  

Amodificationfromwww.ignitiongroup.comdownloaded 

September 2014 

 

All data that has been obtained from the results of 

audits brand then divided into two groups:internal 

and external perspectives then tabulated and 

searched the average score for each – each 

dimension then on each dimension rated rating. 

The rating result is then multiplied by the 

weighting into the score. As shown in the 

following table: 
No Audit dimensions  Weig

ht 

 A. Internal Perspective   

1 Company 0.2 

2 Product 0.25 

3 Brand differentiation 0.25 

4 Brand Identity 0.1 

5 Brand Communication 0.2 

 Total 1.00 

 B. External Perpective  

1 Brand Awareness 0.3 

2 Brand perception 0.4 

3 Quality of brands 0.3 

 Total 1.00 

 

Table 4.2. 

Weights For dimensions on Brand Audit Borondong 
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Figure 4.1 

Brand and company profile strategy 

 

Source :http://www. mckinsey.com, downloaded 

on September 2014 
 

4. Research Result 

Brand Audit Borondong on Brand "Madu Rasa" 

Table  4.1.  Brand Audit "Madu Rasa". 

 Audit 

Dimension 

Weight Rati

ng 
Score 

A.    Internal Perspective 

1 company 0.2 4.9 0.97 

2 product 0.25 7.3 1.82 

3 Brand 
differentiation 

0.25 5.9 1.46 

4 Brand Identity 0.1 4.3 2.42 

5 Brand 
Communication 

0.2 2.8 2.55 

  Total 1   9.24 

B. External Perspective  

1 brand Awareness 0.3 6.4 1.92 

2 Brand 
perception 

0.4 6.1 2.44 

3 Quality brands 0.3 6.7 2 

  Total 1   6.36 

Table4.2. Brand Audit Score Recapitulation 

 

Borondong Brand Audit Audit 

Internal 

Score 

External 

Score 

Madu  Rasa 9.24 6.36 

ARS 5.32 8.9 

Sari manis 5.24 8.03 

Az Zahra 5.2 3.03 

IbuCicih 5.33 5.39 

Madu Rasa Putra     

( Unbranded) 

5.24 6.36 

Rindu Rasa 5.28 5.45 

Then the brand audit conducted for each brand in 

the plot into a matrix of nine cells that can be 

seen in the following figure: 

 

 

 

Figure 4.2. Brand profile and the Company's 

brand Audit results 

information: 1.Madu rasa.  2. ARS 3. Sari Manis.  

4. Az-zahra.  5. IbuCicih. 6. Madu Rasa Putra             

(Unbranded).7.Rindu rasa 

 

 

 

 

 

Table 4.3  Resume on Brand Audit Result and the Strategic Recommendation 
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No 

Food brands 

of 

traditional 

snacks 

 

 

Quadrant 

In Brand 

Audit 

Information Strategic Recomendation 

1 Madu Rasa IV Strong Internal perspective, the 

indicators: the purpose of the 

company, the brand promise, the 

characteristics of the product, price 

and product benefits, 

differentiation, brand identity, 

brand communication 

External perspective of medium on 

the indicators: awareness / 

recognition of the brand, the 

general perception, the quality of 

the brand. 

Expansion, with selective brand building in 

the profitable segment. 

Brand communication with the right 

positioning strategy. 

2 ARS II Internal perspective is medium, 

and strong external Perspective 

Expansion through strengthened internal 

position with more clear differentiation 

against competitors. 

Brand communication with the right 

positioning strategy 

 

3 Sari Manis II Internal perspective is  

medium,and  strong external 

Perspective 

Expansion through strengthened internal 

position with more clear differentiation 

against competitors. 

Brand communication with the right 

positioning strategy 

 

4 Az-Zahra VIII Internal perspective is medium, 

and  low external Perspective 

Surviving in the existing segment, improve 

product quality focus to match the 

expectations and interests of consumers, or 

can switch to another more appropriate 

business 

5 IbuCicih V Internal perspective is medium,and 

medium external Perspective 

Surviving onprofitable segment, improve 

product quality focus to match the 

expectations and interests of 

consumers.Communication strategy is to 

appear consumers positive desire. 

6 Madu Rasa 

Putra                

(unbranded) 

V Internal perspective medium, 

medium external Perspective 

Surviving on profitable segments, 

improvement in product quality to better 

focus on the needs of consumers, 

Communication on stage to introduce and 

understand the brand 

7 Rindu rasa V Internal perspective medium, 

medium external Perspective 

Surviving on profitable segments, 

improvement in product quality to better focus 

on the needs of consumers, 
Communication on stage to introduce and 

understand the brand 

 

5. Conclusion 

Brand Audit results  with using   9 cells 

matrix showed almost all the brands that are in 

the moderate and high external perspective except 

the brand Az-Zahra, meaning that the business 

brand can still be relied upon when the employers 

have internal perspective medium and strong 

brand being. Although there are different brands 

but borondong relatively similar products, there is 

no differentiation among the brands of products 

which stand out from one another. As a result, 

products and brands becoming generic, and 

consumers tend not to pay attention to the brand 

on the packaging. 

Recomendation 
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Genericproductknowed asMajalayaBorondong, 

that is strong enough to be used as a master brand 

for all brands in the business district Ibun. 

Employers strongly suggested to make an effort 

to differentiate the product to be more unique but 

relevant to the requirements of their customers. 

Especially for brand Zahra can diversify product 

lines into new product for a new segmen when it 

is difficult to increase market opportunities for 

thebusiness at the moment.The next research 

needs to be done to determine the conduct 

repeated customer profiles and exact positioning 

of each brand on the traditional snack “borondong 

"as the basis ofbrand communication strategies. 
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