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Abstract 

The recent COVID-19 pandemic has limited many ethnic modern-style fashion brands' selling and 
promotional activities to almost a halt. Their previous primary source of income and publicity, through 

national conventions and exhibitions, became unavailable due to pandemic policies and restrictions. These 

brands must now find a way to capitalize on the usage of digital marketing as a way to promote and sell 

their product. Herviolet is one of the modern ethnic brands affected and struggling with their marketing 
efforts due to an ineffective marketing strategy. As stated by Herviolet's owner, the company does not have 

a marketing department, goal, or strategy. Therefore, this research is designed to solve Herviolet's marketing 

strategy problems that will help them increase their brand awareness and product knowledge. An internal 

and external analysis will be conducted using PESTEL and Porter's Five Forces Analysis and summarized 

with a SWOT Analysis. A qualitative methodology will also be conducted, using semi-structured interviews 
with Herviolet's owner and two regular customers, where the interview results will be analyzed using open 

coding. A monthly social media performance analysis will also be conducted, where the account insights, 

data, and performance will be analyzed to give an image of Herviolet's current social media performance. 

This research developed three solutions for Herviolet to improve its marketing strategy, brand awareness, 

and product knowledge.  

Keywords: Brand Awareness; Ethnic Modern; Herviolet; Marketing Department; Marketing 

Strategy. 

 

A. INTRODUCTION 

The COVID-19 pandemic has limited many economic activities in Indonesia, especially the fashion 

sector. In response to the growing number of infected people, the government made a  government 

regulation policy no.  21 of 2020 that implements the policy of Large-Scale Social Restrictions, Social  

Distancing,  and Work  From Home (WFH) to curb the spread of the virus. The policies resulted in 

shopping centres, exhibitions, and other face-to-face economic activities coming to a halt. Exports and local 

brands were struggling to sell their products; as data showed by East Asia Forum (2020), Indonesia's textile 

and textile product exports, which include clothing, dropped by a massive 52% compared to the same 

month in 2019 in May 2020. 

 The apparel market size in Indonesia is worth USD 4.58 billion in 2022 and is projected to grow by 

5.43% annually until 2027. However, during the COVID-19 pandemic government restrictions, the fashion 

industry was severely affected, as retailers were not allowed to open due to physical restrictions, and 

exhibitions such as INACRAFT were cancelled. Herviolet, a small ethnic-modern fashion brand, lost a 

considerable part of its sales then and had to resort to digital marketing to sell its products. According to an 

article by Appnova (2018), to be successful as a fashion brand through the digital sphere, brand awareness, 

involvement with influencers, and a clearly defined brand and marketing plan and strategy are detrimental 

to establishing a presence in the digital sphere.  

Herviolet has not capitalized on the lower number of competitors. Their marketing strategy has not 

been thoroughly optimized, as evident in a messy and unorganized Instagram feed, and they only use one 

social media to promote their products. Herviolet is also evident that they are not using influencers or key 
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opinion leaders. Therefore, it is paramount that the researcher evaluates and develops a marketing strategy 

for Herviolet to help them take advantage of the low competitor situation and gain market share, brand 

awareness, and sales. 

 

B. RESEARCH METHOD 

This research utilizes a qualitative methodology. According to Taherdoost (2022), Qualitative data 

answers the "how" and "why" of the nature of data. It is associated with feelings, perceptions, and emotions 

of the data, using unstructured approaches such as interviews for data collection. In this research, the 

researcher will employ the semi-structured interview with Herviolet's owner and two of Herviolet's regular 

customers, respectively, as this will give the researcher an external and internal perspective. 

This research will be conducted with a semi-structured interview. Semi-structured interviews allow 

the researcher flexibility in their approach to the interview. A researcher can employ various themes to 

discuss specific topics, allowing the interviewee to respond (Deterding & Waters, 2018). Paz-Soldan et al. 

(2014) noted that semi-structured interviews capture topics in their natural forms. The interviewee's inner 

voice is drawn when active participation from both parties is underway, and the data gathered provided a 

richer context and was easier to process. 

The interview data will be analyzed through the use of open coding. The researcher will start by 

finding the open codes based on the interviewee's responses, which will be input in the proof clauses column. 

Key takeaways of the interview based on the open codes will be created to uncover strengths and 

weaknesses Herviolet has. A table of axial and selective codes will then be created, and new insight will be 

uncovered and used to create a revised and updated SWOT matrix, which will be further used to create 

solutions. 

Moreover, a social media performance analysis will be conducted by the researcher. The social 

media platform will be Instagram, the only major social media Herviolet uses for marketing. The tool to 

analyze Instagram performance will be from Instagram's analytic tools. The metrics of Instagram 

performance that will be analyzed are their account engagement rates based on their likes, profile visits, 

content shared, accounts reached, and their follower count based on previous months. The target is to find 

insights regarding Herviolet's marketing problems and create strategies to combat them. 

 

C. RESULTS AND ANALYSIS 

Based on the interview with Herviolet's owner, they do not feel pressure from more prominent 

companies and are confident in their position as other competitors folded due to being unable to survive the 

pandemic. Moreover, they are also said to be known for the quality and design of the products and the 

owner's focus on customer service and after-service. This has made customers prefer Herviolet over any 

other ethnic modern bag producer. However, Herviolet also has its flaws. The owner got confused about 

Herviolet's marketing goals in the interview and said they had none. Moreover, they are not only yet to 

move to Tiktok; they have not set up a marketing team or department for this case. This is severely 

disadvantageous as the marketing activities, planning, and strategy, therefore, are not structured and 

organized, not to mention that the owner solely controls its social media without help. 

Based on the interview with two of Herviolet's regular customers, both agree that Herviolet has 

surpassed their standards with unmistakable product, material, and finishing quality. They also value the 

unique designs offered by Herviolet's traditional cloth styling. Moreover, even with the high price tag, their 

customers perceive the product to be worth the price due to the quality offered by Herviolet. Moreover, their 

customers agree and are avid users of Instagram, Herviolet's leading social media platform. They believe 
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that Tiktok is a viable choice of social media platform that can be used to promote products alternative to 

Instagram, and they agree on influencers' impact on their followers. These are all positive key insights for 

Herviolet. 

Analyzing the Instagram insights shows that Herviolet has a steady growth of followers, increasing 

by 1,657 during this research period. However, 67.5% of the new followers were gained after Herviolet 

utilized Instagram ads to boost their content and awareness. With a follower count of more than 27.500, 

Herviolet's Instagram account is considered a micro-influencer. Based on the preceding chapters, Herviolet's 

problem's root cause is an ineffective marketing strategy. The researcher proposes three new solutions to 

combat the problem. 

 

Create a Marketing Department, and Construct a Marketing and Content Plan 

The first solution is to create a marketing department, which is considerable since, as Herviolet's 

owner stated, she runs the marketing activities independently. A marketing plan, defined by Ward (2010), 

is a particular set of activities that a company will set in motion to attract potential customers and clients to 

purchase their products and services. A marketing department will help the owner regulate the marketing 

activities, strategize, and plan while allowing the owner to supervise other business activities to ensure a 

more optimal workflow. The researcher suggests restructuring the company, where a senior and a young 

employee will be assigned to be a marketing supervisor and assistant, respectively, and senior tailors, which 

are abundant, will take their place as the production supervisor and assistant. The restructuring is shown 

below. 

 

 

  

 

 

 

 

 

 

 

 

 

Figure 1. Herviolet's Old Company Structure 

  

 

 

 

 

 

 

 

 

 

 

 

Figure 2 Revised Herviolet Company Structure 
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After creating the marketing department, a marketing and content plan will be designed. The 

marketing plan will revolve around the marketing's strategy, objective, and budget. The marketing plan will 

use the Google Sheets platform,  a web-based application allowing real-time online data sharing, where 

users can create, update, and modify spreadsheets. A Google Sheets document can be modified by multiple 

users concurrently, with each user's changes being tracked (Chai, 2021). This can be useful so that 

coordination between the marketing team and the owner can be seamless and time-effective.  

Herviolet's owner will lead the marketing plan, but the marketing supervisor has the authority to give 

campaign or project ideas, of which the supervisor will do the task distribution, list, and update. The 

marketing plan allows them to strategize new ideas, campaigns, and projects in advance and directs them 

toward their marketing goals. The layout of the marketing plan is shown below. 

 

 

 

 

 

  

 

 

 

 

 

Figure 3. Marketing Plan 

Along with the marketing plan, a content plan will also be created. A content plan includes all the 

marketing materials and information-gathering activities required to accomplish the objectives specified in 

the plan (Tague, 2020). For Herviolet's Case, the content plan will refer to their Instagram and newly-built 

Tiktok content. Similarly, the plan will be using Google Sheets. The Marketing Supervisor will mostly be 

in charge of the assistant accompanying, while they will join with the owner to create the content. All three 

parties can contribute to the ideation of the content, and the information will be updated daily to ensure 

Herviolet's social media will always have activity. The design of the Google Sheets is displayed in Figure 4. 

 

 

 

 

 

 

 

 

 

 

Figure 4 Content Plan 

This solution is hoped to assist Herviolet in overcoming their lack of marketing strategy and plan, or 

budgeting, by providing Herviolet with the necessary tools in order for them to track their marketing 

progress and plan out their strategies better in the future. This tool will also help them brainstorm and create 

more promotional strategies in the future, as they can now have the objective and count the budget required. 
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Establish a presence in Tiktok. 

Herviolet primarily uses Instagram to promote its products; with over 25 thousand followers, they 

already have a considerable follower base. However, it would undoubtedly benefit them more if they had 

another social media. Taking advantage of TikTok can provide Herviolet with an extra medium to promote 

their products. TikTok is third of the five most prominent social networks in the world; where between 2019 

to 2021, it doubled its users from 291.4 million to 655.9 million and currently has  834.3 million monthly 

users worldwide in 2023. The growth rate of Tiktok is estimated to be double of Snapchat and 2.5 times 

that of Instagram. (Yuen, 2023). However, Herviolet does not have a marketing department, and only the 

owner can handle social media. With the added marketing department from the previous solution, the 

researcher proposes distributing the job description to the owner and marketing staff. The distribution is 

depicted below. 

Table 1. Job Distribution Table 

Position Job Description  

Owner 

1. Create New Campaign and Project Ideas 

2. Monitor marketing activities of the department 

3. Final quality control of finished content before posting 
4. Be a daily model and content producer for daily Instagram story posts 

5. Delegate tasks and responsibilities to marketing members for projects or campaigns 

6. Handle communication with external outsourced marketing agencies for photoshoots or 

events 

7. Give content ideas to the marketing team, which will be realized 

Marketing 
Supervisor 

1. Handle projects and campaign progress and tasks 

2. Update data regularly on the marketing plan and content plan spreadsheet 

3. Handle Tiktok direct messages, which will be forwarded to the owner 

4. Create content and the plan in advance 
5. Quality Check of content before handing it to the owner 

6. Search for potential dates for content or project/campaign 

7. Edit content 

8. Delegate tasks to an assistant and communicate directly for content arrangement. 

Marketing 

Assistant 

1. Assist the supervisor in updating the content plan 
2. Create new ideas for a content plan, search visual references, and copywriting 

3. Edit content 

4. Assist the Supervisor and/or Owner in creating content 

5. Answer the Supervisor or Owner's concerns 

Source: research data, 2023 

Collaborate with Key Opinion Leaders 

Even with being a respectable brand with multiple marketing methods in the past, Herviolet has yet 

to involve key opinion leaders in their marketing strategy. In this solution, the researcher proposes that 

Herviolet use Key Opinion Leaders as social media influencers. According to Morgan (2016), social media 

influencers are individual third-party promoters who use social media to share their daily lives, advice, and 

tips with their thousands of or more followers. Influencers in the fashion and beauty product categories have 

a special hold on consumers' spending decisions, with a high chance of swaying their followers to purchase 

their recommended products (Nafees, Stoddard, Cook, and Nikolov, 2021).  

The researcher will suggest a list of influencers in Table 2. The determining conditions for influencers 

to be included in the list are based on their follower count, suitability of fashion style, and promotion 

presentation. The influencers will be based on Instagram, owing to Herviolet's already established base in 

social media. 

Table 2. Influencer List 

No. Name Instagram ID Followers Tier 

1 Dian Sastro therealdisastr 8.8M Ultra - Macro 
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No. Name Instagram ID Followers Tier 

2 Ayla Dimitri ayladimitri 405K Macro 

3 Rania Yamin raniaayamin 204K Macro 

Source: research data, 2023 

Having to do influencer marketing, Herviolet must have the budget and people to plan and manage 

the influencer's content and communicate with them or their representative. With the reorganizing of the 

company, Herviolet could assign either the Marketing Supervisor or Assistant to be the communicator with 

the influencer's party, while the owner could delegate her responses or have the option to talk on her own 

accord. This solution will fix Herviolet's occurring avoidance of Influencer participation. Herviolet could 

also utilize the influencer's exposure as part of their exhibition promotional strategy to further boost visitors 

and awareness of Herviolet's participants, as with the pandemic lifted, offline exhibitions are starting to 

reopen and become crowded again. 

D. CONCLUSION 

Being one of the survivors of the harsh pandemic, Herviolet has the edge in its digital marketing 

presence, attributed to losing competitors and outgrowing those who could stand their ground during the 

pandemic. However, lacking a marketing department and strategy has led them to lose direction. Therefore, 

the researcher developed three solutions to help further them develop effective marketing strategies, 

optimize their efforts, and increase the company's sales and market share. The solutions are 1)  Create a 

Marketing Department and Construct Marketing and Content Plan; 2) Establish a presence in Tiktok; 3) 

Collaborate with Key Opinion Leaders. 

This study will support the industry of modern ethnic, traditional products to grow significantly when 

nationalism and pride in using local products are rising. To help a rising fashion brand, in this case, 

Herviolet, in the theme of modern ethnic products, the study analyzes the effects of the business and legal 

environment, the company environment, social media, and their competitors. This study adds to the field 

of management science by presenting a comprehensive problem-solving methodology that covers the stages 

of problem analysis, formulation of the root cause problem, and development of numerous methods for 

delivering the most effective solutions to related problems. 

 

REFERENCES 

Journal Article:  

Deterding, N. M., & Waters, M. C. (2018). Flexible Coding of In-depth Interviews. Sociological Methods & 

Research, 50(2), 708–739. https://doi.org/10.1177/0049124118799377 

 

 

Nafees, L., Stoddard, J. E., Cook, C., & Nikolov, A. N. (2021). Can social media influencer (SMI) power 

influence consumer brand attitudes? The mediating role of perceived SMI credibility. Digital Business, 

1(2), 100008. https://doi.org/10.1016/j.digbus.2021.100008  

 

Paz-Soldan, V. A., Reiner, R. C., Morrison, A. C., Stoddard, S. T., Kitron, U., Scott, T. W., … Vazquez-Prokopec, 

G. M. (2014). Strengths and Weaknesses of Global Positioning System (GPS) Data-Loggers and Semi-

structured Interviews for Capturing Fine-scale Human Mobility: Findings from Iquitos, Peru. PLoS 

Neglected Tropical Diseases, 8(6), e2888. https://doi.org/10.1371/journal.pntd.0002888 

 

Ward, S. (2009). Development of International Marketing Strategy. 

 



Developing Effective Marketing Strategies for Herviolet After COVID-19 Pandemic: A Case Study of Herviolet  
Rio Dzaki Soempeno and Fitri Aprilianty 

 

JCSAM: Journal of Consumer Studies and Applied Marketing, Volume 1 Number 2: 109-116 │ 123 

Book 

Kotler, P. (2003). Marketing Insights from A to Z: 80 Concepts Every Manager Needs to Know. John Wiley & 

Sons. 

 

Internet Source 

Appnova. (2018a, July 5). 10 Most Effective Marketing Strategies for Fashion Brand - Appnova. Retrieved from 

Appnova website: https://www.appnova.com/marketing-strategies-for-fashion-brand/ 

 

Chai, W. (2021, May). What Is Google Sheets and How Is It Used? Retrieved from WhatIs.com website: 

https://www.techtarget.com/whatis/definition/Google-Spreadsheets 

 

Pane, D. (2020, August 10). Indonesia's garment industry in crisis. Retrieved from East Asia Forum website: 

https://www.eastasiaforum.org/2020/08/10/indonesias-garment-industry-in-crisis/ 

 

Tague, A. (2020, March 19). How Do I Create a Content Plan? Three Sample Scenarios for Success. Retrieved 

July 3, 2023, from ClearVoice website: https://www.clearvoice.com/resources/what-is-a-content-plan/ 

 

Yuen, M. (Ed.). (2023, January 19). TikTok users worldwide (2020-2025). Retrieved from Insider Intelligence 

website: https://www.insiderintelligence.com/charts/global-tiktok-user-

stats/#:~:text=TikTok%20will%20have%20834.3%20million 
 

 

 


