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Abstract:  Obsolete fashion is a potential market in Indonesia. The increasing trend of public 
consumption is utilized by Shukufukuu.Id to sell used fashion clothes. However, Shukufukuu.
Id's revenue has stagnated. This research is designed to create alternative marketing strategies 
as a solution to the problem. The method of determining respondents in this study uses non-
probability sampling with a convenience sampling technique. Research respondents were 
taken from potential consumer respondents totaling 33 people and Shukufukuu.Id respondents 
totaling 30 people. The analytical tool used in this research is the product elements (product), 
price, promotion, distribution channels (place), personalization, privacy, customer service, 
community, security, site, and sales promotion (4P+P2C2S3) marketing mix. The data in 
this study were analyzed using descriptive analysis and importance-performance analysis 
(IPA). The results showed that there are five variables with high expectations but have not 
met customer satisfaction, namely the diversity of clothing types, unique clothing models, 
clothing designs, free shipping promos on first purchases, and promos at the end of the month. 
Based on IPA calculations and the owner's view of the problems faced and solutions, alternative 
marketing strategies are designed in the form of increasing the variety of clothes sold, sales 
promotions that can increase customer satisfaction and brand awareness, and sales promotions 
that can change consumer behavior.

Keywords:  marketing mix 4P+P2C2S3, importance performance analysis, obsolete fashion, 
alternative marketing strategies, fashion trend

Abstrak: Pakaian bekas menjadi pasar yang potensial di Indonesia. Tren konsumsi masyarakat 
yang semakin meningkat dimanfaatkan oleh Shukufukuu.Id untuk menjual pakaian-pakaian 
fashion yang sudah bekas. Namun demikian, pendapatan Shukufukuu.Id mengalami stagnasi. 
Penelitian ini dirancang untuk membuat alternatif strategi pemasaran sebagai solusi dari 
permasalahan tersebut. Metode penentuan responden dalam penelitian ini menggunakan non-
probability sampling dengan teknik convenience sampling. Responden penelitian diambil dari 
responden konsumen potensial berjumlah 33 orang dan responden Shukufukuu.Id berjumlah 
30 orang. Alat analisis yang digunakan dalam penelitian ini adalah bauran pemasaran elemen 
produk (product), harga, promosi, saluran distribusi (tempat), personalisasi, privasi, layanan 
pelanggan, komunitas, keamanan, situs, dan promosi penjualan (4P+P2C2S3).. Pengolahan 
data pada penelitian ini menggunakan analisis deskriptif dan importance performance analysis 
(IPA). Hasil penelitian menunjukkan terdapat lima variabel dengan ekspektasi tinggi namun 
belum memenuhi kepuasan pelanggan, yaitu keragaman jenis pakaian, model pakaian yang 
unik, desain pakaian, promo gratis ongkos kirim pada pembelian pertama, dan promo di akhir 
bulan. Berdasarkan perhitungan IPA dan pandangan pemilik terhadap masalah yang dihadapi 
serta solusinya, maka dirancang alternatif strategi pemasaran berupa penambahan variasi 
pakaian yang dijual, promosi penjualan yang dapat meningkatkan kepuasan konsumen dan 
brand awareness, serta promosi penjualan yang dapat mengubah perilaku konsumen.

Kata kunci: bauran pemasaran 4P+P2C2S3, importance performance analysis, obsolete 
fashion, strategi pemasaran alternatif, tren gaya berpakaian
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INTRODUCTION

Nowadays, clothing consumption is no longer seen from 
its functional factors alone but is also influenced by 
other factors, one of which is fashion or dressing style. 
The style of dressing continues to develop and give rise 
to dressing trends in society. According to Tambulana 
(2013), the style of dress becomes an ideology that has 
great power in colonizing society, encouraging them to 
happily consume objects that are considered capable 
of showing their fashionable identity. This means that 
people believe that dressing style can be a way to be 
able to show their identity in certain social groups.
 
One of the trending clothing styles is obsolete fashion. 
Obsolete fashion is a style of dressing that uses clothing 
that has passed its season, giving the impression of 
retro or antique. According to Rizky (2012), obsolete 
fashion clothes are sales clothes imported from 
garment factories and department stores in various 
countries with four seasons and have been stored in 
warehouses for years. Obsolete fashion clothing can 
come from various well-known brands such as Gucci, 
Nike, Ralph Lauren, Champion, Dior, GAP, Uniqlo, 
New Balance, and Dr. Martens. These clothes are sold 
in stores called thrift stores. Thrift stores are stores 
that sell obsolete fashion clothing with unique models 
that have exclusivity value and have been neatly and 
cleanly packaged. 

In Indonesia, obsolete fashion clothing is a lucrative 
market. Public consumption of this style of clothing 
is reflected in the research of Mubarak and Sanawiri 
(2018) which states that data from the Ministry of 
Trade shows that imports of this clothing in 2013 
reached a trade value of USD 3.3 million and in 2014 
the import volume reached 189.8 tons. Consumption of 
this clothing is predicted to continue to increase. This 
follows Sri Mulyani’s statement (Mubarak & Sanawiri 
2018) that the need for clothing in the regions is still 
high and should be a potential market for local players 
to work on.

Seeing the large public consumption of this type of 
clothing, many online stores sell obsolete fashion 
clothing in Indonesia. One of them is Shukufukuu.Id, 
which has been established since 2019 and has 11.000 
followers on Instagram. Currently, Shukufukuu.Id only 
sells one type of clothing, the crewneck. Crewneck is a 
collarless sweater with an ‘o’ shaped neck. The market 
segmentation of Shukufukuu.Id is women and the sales 

channels used are Instagram and Shopee. Instagram is 
used as a product catalog and means of communication 
with consumers, while Shopee is used as an ordering 
platform.

The marketing activities carried out by Shukufukuu.
Id are paid promotion by celebgrams (Instagram 
artists) and other online stores, promote-for-promote, 
and Instagram Ads. According to Firmansyah (2018), 
the existence of a marketing strategy created by 
marketers will affect a person’s feelings and thoughts 
and stimulate a person’s affection and cognition 
through their environment which then causes an action 
called consumer behavior. However, the results of 
pre-research on Shukufukuu.Id’s customer journey 
mapping showed that consumers’ shopping experience 
at Shukufukuu.Id still does not meet their expectations. 
According to Mulyawan (2010), customer expectation 
is what consumers want or expect from a product to 
satisfy or fulfill their needs. Meanwhile, consumer 
satisfaction is the level of a person’s feelings after 
comparing the product performance he feels with his 
expectations (Indrasari, 2019). Consumers feel that 
Shukufukuu.Id sells clothes that are similar to products 
sold by other online stores.

It is known that the average income of Shukufukuu.
Id in 2020 was 2,300,000 IDR per month. According 
to Muhammad Rizal, as the owner of Shukufukuu.
Id, this income is stagnant and tends to decrease. The 
owner is also targeting an increase in turnover from 
the sale of obsolete fashion clothing. Sales problems 
faced by Shukufukuu.Id can occur due to various 
factors. The factors causing the problem are not yet 
known for certain. Shukukufukuu.Id needs to evaluate 
consumer expectations and satisfaction with the 
4P+P2C2S3 marketing mix that has been implemented 
to date. According to Sam and Chatwin (2013), the 
4P+P2C2S3 model is the development of the 4P model 
with additional components tailored to the e-commerce 
environment. The marketing mix in this study consists 
of product elements (product), price, promotion, 
distribution channels (place), personalization, privacy, 
customer service, community, security, site, and sales 
promotion (4P+P2C2S3).

Previous research entitled Marketing Strategy 
Development at Kedai Teh Laresolo (Aziz, 2019) using 
the 7P marketing mix concept and IPA resulted in five 
variables that are considered important in consumer 
purchases. Likewise, research by Rahayu et al. (2015) 
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determining research variables is Falentina’s research 
(2017). Other variables in the questionnaire come 
from the results of observations and literature studies. 
Furthermore, the types and sources of data are presented 
in Table 1.

The analytical tool used in this research is 4P+P2C2S3 
marketing mix. This marketing mix is used because it 
consists of 11 elements so that more variables can be 
analyzed and the results obtained can be more accurate. 
In addition, this marketing mix is used because its 
elements can cover business operations in the digital 
era, making it relevant to Shukufukuu.Id which runs its 
business online.

Data processing in this study uses descriptive analysis 
and Importance Performance Analysis (IPA). The 
descriptive analysis method is used to describe the 
characteristics of respondents which include domicile, 
gender, age, latest education, occupation, and income/
pocket money per month. According to Feng et al. 
(2014), importance-performance analysis (IPA) is a 
method that provides a two-dimensional coordinate 
graph between importance and performance, where 
the average value of all interests and performance of 
different variables is calculated, and the results are 
mapped into four quadrants. The IPA method in this 
study is used in measuring the level of expectations and 
satisfaction of potential consumers and Shukufukuu.
Id. The marketing mix variables analyzed were 28. 
The marketing mix variables were assessed through a 
Likert scale with the lowest value of 1 and the highest 
value of 5. The results of the IPA calculation were used 
to identify the performance of each variable and design 
alternative marketing mix strategies offered. The IPA 
calculation used a statistical package for the social 
sciences (SPSS) software to facilitate the mapping of 
variables into the IPA quadrant.

also found the influence of place, product, promotion, 
price, and human components on consumer decisions. 
Another research was conducted by Falentina (2017) 
with the title E-Marketing Mix Proposal Online Shop 
Come Come Based on Consumer Profiles to Increase 
Sales. The research uses the concept of e-marketing 
mix 4P + P2C2S3 and produces business development 
suggestions. Based on the background and concepts 
of previous research, this research was conducted to 
identify the marketing mix that has been implemented 
by Shukufukuu.Id, analyze the level of consumer 
expectations and satisfaction with the Shukufukuu.
Id marketing mix, and develop alternative marketing 
strategies to increase sales of Shukufukuu.Id.

METHODS

The location of Shukufukuu.Id which is used as 
the object of research is in Bogor, while potential 
consumer respondents who have bought clothes online 
are taken using the Google Form facility. The method 
of determining respondents in this study uses non-
probability sampling with a convenience sampling 
technique. Shukufukuu.Id consumer respondents were 
taken from the population of Instagram users who 
have shopped at Shukufukuu.Id. Meanwhile, potential 
respondents are taken from the population of Instagram 
users who have bought clothes online. The number of 
potential consumer respondents totaled 33 people and 
Shukufukuu.Id respondents totaled 30 people.

The data used in this study are primary data and 
secondary data. The questionnaire in this study uses 
variables in the 4P + P2C2S3 marketing mix concept. 
The research variables in the questionnaire were 
obtained based on the results of the development of 
previous research. The research used as a reference in 

Table 1. Data types and sources
Data Type Metode Data Source
Marketing mix Interview Owner of Shukufukuu.Id

Interview The owner's views on the problems faced by Shukufukuu.Id and their 
solutions

Consumer characteristics Survey Potential customers and consumers of Shukufukuu.Id
Expectations and satisfaction Survey Potential consumers of the 4P+P2C2S3 marketing mix

The level of expectation of Shukufukuu.Id consumers on the 4P+P2C2S3 
Shukufukuu.Id marketing mix

Secondary data Data source Literature study results
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to buy the product or service. By doing promotions, 
consumers can be attracted to buy. According to Thabit 
and Raewf (2018), promotions help sellers or sales 
convey products to consumers in an effective way and 
encourage consumers to buy. Pogorelova et al. (2016) 
stated that the place of sale in e-commerce is a site or 
marketplace in social networks. In the e-commerce 
business, the place element does not only function as 
a place for transactions to take place. Furthermore, 
Chaffey and Smith (2008) stated that a place is a 
place of purchase, distribution, and, in some cases, 
consumption. Table 2 is a description of the results of 
the identification of the marketing mix that has been 
carried out by Shukufukuu.Id.

Consumer Characteristics

In this study, the characteristics of potential consumers 
and Shukufukuu.Id consumers include the distribution 
of potential consumers based on gender is 67 
percent female and 33 percent male. Meanwhile, the 
distribution of Shukufukuu.Id consumers is dominated 
by women with a percentage of 93 percent. Research 
by Hariningsih et al. (2022) shows that gender is a 
moderating factor in the relationship between price 
perceptions and consumer buying interest in clothing 
products. The distribution of potential consumers based 
on age is dominated by 21 years old at 46 percent and 
22 years old at 33 percent. Meanwhile, the distribution 
of Shukufukuu.Id consumers is dominated by 21 years 
old by 37 percent, 22 years old by 23 percent, and 20 
years old by 20 percent. The research of Hasbi et al. 
(2022) shows age as a personal factor influencing a 
person’s purchase intention. 

Based on the results of IPA calculations and the shop 
owner’s views on the problems faced by Shukufukuu.
Id and their solutions, an alternative marketing strategy 
is designed that considers Shukufukuu.Id’s capabilities 
in carrying out solutions and can meet customer 
satisfaction. The alternative marketing strategy design 
is validated to Shukufukuu.Id and declared appropriate 
if the party concerned agrees to the solution provided. 
The research framework is shown in Figure 1.

RESULTS

Identification of Shukufukuu.Id’s Marketing Mix

Based on the results of interviews and observations 
of Shukufukuu.Id, it is known that the marketing 
mix that has been used is the 4P marketing mix 
concept.  According to Thabit and Raewf (2018), the 
marketing mix is a tool that can be used to promote 
company products and services through the fulfillment 
of consumer satisfaction. The 4P marketing mix was 
created by E. Jerome McCarthy in 1960. This marketing 
mix element consists of product, price, place, and 
promotion. 

Kotler and Armstrong (2012) explain that a product 
is anything that can be offered to the market to attract 
attention, acquisition, use, or consumption that fulfills 
someone’s wants or needs. According to Waterschoot 
and Bulte (1992), there are product instruments that 
aim to meet consumer needs, for example, product 
character options and product diversity. Kotler and 
Armstrong (2012) define price as the amount of money 
charged for a product or service or the amount of 
value that consumers provide to benefit from owning 
or using a product or service. According to Thabit and 
Raewf (2018), a marketer must know that in the pricing 
process, there are factors to consider, such as the 
need for products, capital, consumers’ ability to pay, 
government restrictions, and prices set by competitors 
for similar products. Furthermore, Kalyanam and 
McIntyre (2002) stated that prices set in e-commerce 
are more sensitive to market conditions.  

According to Kotler and Armstrong (2012), promotion 
is an activity that communicates a product or service 
and its advantages to customers and persuades them 

Figure 1. Research framework

Manufacturer
4P + P2C2S3 

marketing strategy

Consumer 
behavior
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Table 2. The results of identifying the marketing mix of Shukufukuu.Id
Marketing mix Result
Product The strategy made by Shukufukuu.Id is considered not optimal in meeting consumer needs and satisfaction 

because the products they sell still consist of one type. There are various types of obsolete fashion clothes, 
but Shukufukuu.Id only sells crewneck clothes. The criteria for the crewnecks sold are that the stains on 
the clothes can be removed, the chest circumference is above 120, and it has balloon hands. Before the 
clothes are ready to be sold, the products will go through a series of processes, namely dent detailing, 
laundry, and product photos.

Price The strategy set by Shukufukuu.Id is quite good because the prices set for the clothes sold are quite 
varied. The prices offered by Shukufukuu.Id are in the price range of 60.000 IDR to 190.000 IDR. Pricing 
is adjusted to operational costs and Shukufukuu.Id's profit margin.

Place Shukufukuu.Id uses the Instagram and Shopee platforms to market and sell clothing. Both platforms 
are the most widely used by consumers to buy products. The name used on the Instagram platform is 
Shukufukuu.Id and on the Shopee platform is Shukufukuu.Id.

Promotion The promotional strategies that have been carried out by Shukufukuu.Id to increase sales and expand the 
consumer community are by doing paid promote celebgrams, paid promote fellow online stores, promote 
for promote, Instagram Ads, and purchase promos such as big day promos and promos with certain 
purchase amounts.

Furthermore, the distribution of potential consumers 
based on occupation is dominated by students at 88 
percent, freelancers at 6 percent, and entrepreneurs at 
6 percent. Meanwhile, the distribution of Shukufukuu.
Id consumers is dominated by students at 85 percent, 
private employees at 11 percent, and freelancers at 4 
percent. The distribution of potential consumers based 
on income or pocket money is dominated by consumers 
with an income of 2,000,000 IDR by 28 percent, an 
income of 2,500,000 IDR by 15 percent, and an opinion 
of 1,500,000 IDR by 15 percent. Meanwhile, the 
distribution of Shukufukuu.Id consumers is dominated 
by consumers with an income of 1,500,000 IDR by 42 
percent, income of 2,000,000 IDR by 15 percent, and 
income of 2,500,000 IDR by 15 percent. Employment 
and economic conditions are personal factors that can 
affect a person’s interest in buying a product (Hasbi et 
al. 2022).

Analysis of the Level of Expectations and Consumer 
Satisfaction with the Marketing Mix of the Obsolete 
Fashion Online Store Shukufukuu.Id

The importance-performance analysis (IPA) calculation 
method helps determine the current condition of each 
marketing mix variable. This condition can be seen from 
the average consumer expectations and satisfaction 
with the marketing mix variables. The results of the 
IPA calculation show the highest and lowest consumer 
expectations of the marketing mix variables as well 
as which variables have met consumer satisfaction or 
need to be improved.

Based on the level of expectations, there are five 
variables with the highest average value that 
Shukufukuu.Id consumers expect to receive or feel 
when purchasing clothes. The marketing mix variables 
with the highest values in a row include: promos at the 
end of the month, a large number of followers, admin 
takes providing clear, fast, and friendly responses 
to consumers, handling complaints and presenting 
consumer testimonials, and providing purchase promos 
for a certain amount. Meanwhile, based on the level 
of satisfaction, there are five variables with the highest 
average value of satisfaction that Shukufukuu.Id has 
been fulfilled. The five variables include the availability 
of product photos from various sides, the provision of 
various payment methods, providing a safe delivery 
guarantee, having a large number of followers, and 
providing a safe transaction guarantee.

The results of IPA calculation of Shukufukuu.Id 
are then entered into the IPA matrix. In making it, it 
takes the average value of the level of expectation 
and satisfaction of all marketing mix variables. The 
average value of the expectation level of the entire 
Shukufukuu.Id marketing mix is 4.12. Meanwhile, the 
average value of the satisfaction level is 3.46. These 
results generally indicate that there is a gap between 
consumer satisfaction and expectations of Shukufukuu.
Id. This average value is used as the X and Y axis lines 
in the IPA matrix. The average value on the X axis 
uses the average value of the satisfaction level and on 
the Y axis uses the average value of the expectation 
level. Each marketing mix variable is mapped into 
four quadrants, namely quadrants 1, 2, 3, and 4. These 
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words, these variables are influential when consumers 
make online clothing purchases, but these marketing mix 
variables have not worked optimally at Shukufukuu.Id, 
so they do not meet the level of consumer satisfaction. 
These variables include the diversity of clothing types, 
uniqueness of clothing models, clothing designs, first 
purchase postage promos, and promos at the end of the 
month. These five variables will be used as references 
in the creation of alternative marketing strategies 
for Shukufukuu.Id. Previous research also utilizes 
advertising and sales promotion strategies to increase 
consumer buying interest (Adiba et al. 2021).

Alternative Marketing Strategy for Shukufukuu.Id

The results of IPA calculations regarding the level of 
expectations and satisfaction with the marketing mix 
of Shukufukuu.Id were matched with the results of 
interviews with the owners of Shukufukuu.Id regarding 
their views on the problems faced and their solutions. 
Furthermore, the data is processed into an alternative 
marketing strategy design for Shukufukuu.Id to solve 
the sales problem. The strategy designed is adjusted to 
the behavior of potential consumers and Shukufukuu.
Id consumers as well as the capabilities of Shukufukuu.
Id in solving problems so that the strategy created 
is expected to be effective in solving the problems 
experienced by Shukufukuu.Id. Based on the results 
of processing the two data, it is concluded that there 
are 3 factors that cause problems in sales along with 
alternative marketing strategies. An explanation of the 
causal factors and solutions provided can be seen in 
Table 4.

quadrants represent the relationship between the level 
of expectations and consumer satisfaction with each 
marketing mix variable. The results of the analysis are 
shown in Figure 2.

Quadrant 1 represents a mismatch between consumer 
expectations of marketing mix variables and their actual 
performance. Quadrant 1 is an area that is a priority 
for improvement. Variables in quadrant 1 are variables 
that have a satisfaction level below the average and 
an expectation level above the average. This means 
that consumers have high expectations to get or feel 
this when shopping at Shukufukuu.Id. Quadrant 2 
represents the suitability of consumer expectations for 
marketing mix variables and their actual performance. 
So that quadrant 2 is an area that must maintain its 
achievements. Quadrant 3 represents low consumer 
expectations and actual performance of marketing 
mix variables. Marketing mix variables in this area do 
not meet the level of consumer satisfaction and have 
little effect on Shukufukuu.Id’s consumer shopping 
activities. Quadrant 4 represents low consumer 
expectations of marketing mix variables and high actual 
performance of marketing mix variables. Quadrant 4 is 
an area that is considered excessive, where the actual 
performance of the marketing mix variables in this 
area is satisfactory but has less effect on consumers. 
Furthermore, the marketing mix variables in the matrix 
are described in Table 3.

Based on the calculation of the Shukufukuu.Id IPA 
matrix, there are 5 variables of the Shukufukuu.Id 
marketing mix that are included in quadrant 1. In other 

Figure 2. Importance performance analysis (IPA) matrix of Shukufukuu.Id
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Table 3. Marketing mix variables in each IPA quadrant
Quadrant Code Variables

1 1 Diversity of clothing types
2 Clothing design
3 Clothing model
13 First purchase free shipping promo
28 Month-end promo

2 6 Price is comparable to quality
10 Has a large number of followers
11 Big day promo
12 Promo with certain purchase amount
14 Promotional information in accordance with consumer desires
18 Clear, fast and friendly response
19 Handling customer complaints
20 Provision of various payment methods
21 Providing warranty on clothing damage
22 Provision of various expedition services
23 Provision of product photos from various sides
24 Appearance of testimonials of consumers who have bought before
26 Providing a safe delivery guarantee

3 4 Clothing quality
5 Origin of clothing brand
7 Competitive price
8 Prices vary
9 Available in various e-commerce
16 Size adjustment with consumers
17 Customer data security guarantee
27 Having your own website

4 25 Provides assurance of secure transactions
15 Provision of outfit inspiration content

Table 4. Summary of causal factors and solutions
Causal Factors Strategy Design Solution Source
Lack of variety of clothes sold Increase the range of clothing according to 

consumer preferences
IPA and survey calculation results

Adding reworked clothing designs and models Owner's view and trend observation
Not yet achieved promotions 
that can increase customer 
satisfaction and brand 
awareness

Changing the brand name with a name that is 
easier for consumers to remember

Survey results and owner views

Participate in events held by communities 
that accommodate cultural, fashion, and art 
phenomena

Owner's view

Creating informative, relevant and consistent 
content on social media

Observation result

Free shipping on first purchase IPA calculation results
Sales promotion that can 
change consumer behavior has 
not been achieved.

Providing month-end promos IPA calculation results and owner's 
view
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The upcycle design model is also known as rework. 
This model is made by combining several pieces of 
clothing into one unit that has its own aesthetic value 
and uniqueness. Upcycling is a solution to turn out-
of-date clothing into up-to-date clothing (Putri and 
Suhartini, 2018). On the Instagram platform, there are 
many high-value reworked clothes. Some of them are 
online shops @burustudio and @rclmd.la. Examples of 
the reworked clothes sold can be seen in Figure 3.

Promotion as an Effort to Increase Consumer 
Satisfaction and Brand Awareness

According to Kotler and Armstrong (2012), promotion 
is an activity that communicates products or services 
and their advantages to customers and persuades them 
to buy these products or services. The promotion has 
three functions, including attracting consumers who 
have never bought to be interested in buying, so that 
consumers who have already bought make repeat 
purchases, and so that consumers buy additional 
purchases (Falentina, 2017). Based on the results of the 
IPA calculation of the free shipping promo variable, the 
level of expectation reaches a value of 4.27. The high 
consumer expectations of this promotional variable 
affect the purchasing decisions that consumers make. 
This statement is supported by Daryani’s statement 
(Made et al. 2015), which states that promotion affects 
purchasing decisions. Promotion and product diversity 
affect repurchases through consumer satisfaction factors 
(Alvian & Prabawani, 2020). However, Shukufukuu.Id 
has not met consumer expectations because the level 
of satisfaction with this variable only reaches a value 
of 3.10.

Efforts to increase customer satisfaction through 
sales promotion can be made through providing free 
shipping promos for the first purchase. Based on the 
IPA matrix results, this variable has not been carried 
out optimally by Shukufukuu.Id, so it has not met the 
level of consumer satisfaction. Therefore, providing 
free shipping promos can be an attractive promo for 
consumers. The more attractive the promotion carried 
out by the company, the higher the consumer’s decision 
to purchase and subscribe to the products and services 
(Made et al. 2015).

Variety of Clothes on Sale

The variety of types of clothing sold, models, and 
designs of clothing are important factors for consumers 
when making clothing purchases, but this element 
is still considered not optimal in meeting consumer 
satisfaction. Based on IPA calculations, the level 
of consumer expectations for the diversity of types 
of clothing reaches a value of 4.27, while the level 
of satisfaction is only 1.77. These results indicate 
consumer dissatisfaction with the variety of clothes 
Shukufukuu.Id sells. The gap between consumer 
expectations and satisfaction can trigger a negative 
image and not build consumer loyalty to make repeat 
purchases. Previous research found the effect of 
product diversity and consumer confidence on interest 
in buying products online (Putri & Gunawan, 2021). 
In addition, Kiswuryanto and Ferdinand (2016) stated 
that product diversity has a positive and significant 
effect on purchasing decisions. According to Sam 
and Chatwin (2013), the element of providing a 
wide variety of product categories is one of the most 
important marketing mix tools in the product category.  
This statement is also justified by the statement of the 
online shop owner who said that Shukufukuu.Id sells a 
less varied clothing model.

Based on these problems, an alternative marketing 
strategy is formulated for Shukufukuu.Id. The online 
store can increase the variety of types of clothing sold by 
adjusting consumer preferences. This is done so that the 
additional types of clothing sold by Shukufukuu.Id are 
in accordance with the wants and needs of consumers. 
In order to meet the needs and desires of consumers, 
a marketer must be able to know the characteristics 
or behavior of people, groups, and organizations that 
will use their products or services (Falentina, 2017). 
In addition, Shukufukuu.Id can also add models and 
designs of clothes that are sold to make them more 
attractive. One of the trending clothing models and 
designs among obsolete fashion is upcycling. Upcycling 
is defined as the reuse of (unused objects or materials) 
in such a way as to create a product of higher quality 
than its original value (Putri and Suhartini, 2018). This 
model is also known as rework. This model is made by 
combining several pieces of clothing into one unit that 
has its own aesthetic value and uniqueness. Upcycling 
is a solution to turn out-of-date clothing into up-to-date 
clothing (Putri and Suhartini, 2018).



Indonesian Journal of Business and Entrepreneurship, Vol. 3 No. 2, May 2017 127

P-ISSN: 2407-5434  E-ISSN: 2407-7321

Accredited by Ministry of RTHE Number 32a/E/KPT/2017

Indonesian Journal of Business and Entrepreneurship, 
Vol. 10 No. 1, January 2024

Figure 3. Example of a garment with a rework concept

According to Aaker (2013), brand awareness is a 
person’s ability to remember and recognize brands 
against products that have reached a dominant level 
of awareness. Dwiyanti et al. (2018) added that 
brand awareness includes the name, image, or logo, 
and certain slogans used by sellers to promote their 
products. Having strong brand awareness can make 
consumers remember the brand of the product category 
they want to buy. In addition, in an interview with 
the owner of Shukufukuu.Id, he mentioned that they 
have difficulty competing with competitors with strong 
brand awareness. This factor is one of the causes of 
the revenue problems experienced by Shukufukuu.Id. 
This statement is supported by Dwiyanti et al. (2018) 
who stated that brand awareness has a significant 
influence on purchasing decisions. Based on these 
results, a promotional strategy is formulated that can 
increase brand awareness. This statement is supported 
by Bahrunsyah and Iskandar’s research (2018) that the 
promotion mix and brand awareness together have a 
close relationship with purchase intention. 

As an effort to increase brand awareness, Shukufukuu.
Id can consider changing the brand name to a name that 
is easier to remember. The pronunciation of the brand 
name used today tends to make it difficult for consumers 
to remember and search for brands online. This is 
evidenced by the results of the questionnaire which 
states that 83 percent of Shukufukuu.Id consumers 
have difficulty when remembering and searching for 
online stores. Whereas according to Aribowo (2017), 
the brand name becomes an identity as well as a 
differentiator from competitors so that it is easier for 
consumers to remember and recognize. In addition, 
Shukufukuu.Id can participate in various events held 
by communities that accommodate cultural, fashion, 
and art phenomena. Some events that Shukufukuu.Id 
can participate in are Jakarta Sneakers Day, Jakarta 
Thrift Day, and Brightspot Market. Shukufukuu.
Id’s participation in events held by communities that 
already have a mass will indirectly expand the scope of 

its potential consumers. This solution is supported by 
the results of research by Ramanda et al. (2017) which 
states that there is a strong relationship between event 
marketing and brand awareness.

The creation of informative, relevant, and consistent 
content on a brand’s social media also affects brand 
awareness. Quoting IMarketology (2020), content 
marketing is a strategy in marketing activities that 
focuses on creating and distributing valuable, relevant, 
and consistent content, to attract and retain the interest 
of targeted audiences and encourage customer actions 
that can generate profits for companies that carry out 
this marketing tactic. The content created must be 
interesting and in accordance with the character of the 
audience, so as to increase consumer awareness of the 
existence of the brand and tend to make the audience 
more easily remember the brand when they need certain 
products or services. 

Building and increasing brand awareness can be done 
by getting the mind share of potential customers or 
customers as much as possible, so content marketing 
is a very effective marketing strategy for building and 
increasing brand awareness (IMarketology 2020). 
The selection of this strategy is also based on the 
researcher’s findings on Shukufukuu.Id. Based on 
the researcher’s observations, Shukufukuu.Id has 
not done content marketing optimally because some 
of the content shared via Instagram tends to have no 
relevance to the products being sold. The results of the 
researcher’s observation of Shukufukuu.Id’s content 
marketing can be seen in Figure 4. Furthermore, some 
of the important types of content and objectives to be 
developed are described in Table 5.

Sales Promotions that Can Change Consumer 
Behavior

Based on the online shop owner’s statement, 
Shukufukuu.Id has difficulty finding sales promotions 
that make consumers decide to make a purchase. 
In other words, the sales promotions carried out by 
Shukufukuu.Id have not been able to make consumers 
change their behavior. According to Firmansyah 
(2018), consumer behavior is something that underlies 
consumers’ purchasing decisions.  Consumer behavior, 
apart from product quality, also includes product 
prices, promotions as well as the place where goods 
are sold (Firmansyah, 2018). Choosing the right type 
of promotion plays an important role in determining its 
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the research of Parmana et al. (2019) that the most 
influential components of the mix components on 
purchasing decisions are price and promotion. 

effectiveness on sales. This statement is supported by 
Tambunan’s research (2016) that promotional activities 
have a significant effect on consumer decisions in 
buying a product. Similar results were also found in 

Figure 4. Researcher observation of Shukufukuu.Id content marketing

Table 5. Content types and objectives
Types of Content Objectives
Product 
launch 
content

Soft 
launching 
product

The purpose of this content is to build and increase consumer excitement for the product 
to be launched, increasing the power of word-of-mouth among consumers and potential 
consumers. The medium used for this content creation is Instagram. Brands can work with 
influencers in content creation.

The drop The purpose of this content is to create a memorable experience in the minds of consumers 
and create hype among consumers leading to increased word-of-mouth power. The medium 
used in the creation of this content was Instagram which was used during the product launch. 
The target of this content is consumers.

Daily 
content

Interactive 
games

The purpose of this content is to maintain relationships with consumers and increase consumer 
excitement when games provide giveaways. The media used is Instagram with the target 
content, namely consumers.

Promo The purpose of this content is to increase sales conversions, increase brand awareness through 
one of the conditions for giving promos is to share brand content on consumers' Instagram, 
and increase social media engagement. The media used is Instagram with consumers and 
potential consumers as content targets.

Brand’s 
journey

The purpose of the content is to improve the quality of consumer and brand relationships. The 
media used is Instagram. The target of the content is consumers.

Informative 
content

The purpose of the content is to increase social media engagement and brand awareness. 
The media used in content publication is Instagram. The target of the content is consumers. 
Examples of content that can be created by Shukufukuu.Id include mix & match products 
sold, descriptive content about the brand's industry, and descriptive content about the products 
sold by the brand.

Engaging 
content

The purpose of creating this content is to attract consumers to know more about the brand 
and create a positive brand image. The media used is Instagram. The target of the content is 
consumers. Examples of content that can be created are good and interesting product photos, 
interesting content design, and the creation of a visual identity that can create positioning in 
the minds of consumers.
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level of consumer expectations and satisfaction with 
the Shukufukuu.Id marketing mix as well as the online 
shop owner’s point of view on the problems faced and 
their solutions and then validated through previous 
research literature studies. The solutions provided 
include increasing the variety of clothes sold, sales 
promotions that can increase brand awareness and 
consumer satisfaction, and sales promotions that can 
change consumer behavior.

Recommendations

Shukufukuu.Id needs to make new breakthroughs in 
the products sold, solve its brand identity problems 
by rebranding the brand name to make it easier to 
remember and read, educate consumers through various 
informative and interesting content, and provide 
purchase promos that suit consumers and are effective 
in increasing sales. In the future, Shukufukuu.Id can 
regularly evaluate the performance of the marketing 
mix that has been carried out through simple surveys 
to consumers and consider the reseller method as a 
solution to additional sources of income.
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