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Abstract - With the growth of Indonesia’s economy, there 

has been a rise in demand for competency in Indonesia’s 

enterprises (MSME) to deliver the best products and 

services. The recent COVID-19 pandemic has increased the 

challenges to the MSME’s sustainability. PT. Gemilang 

Karya Bersama Lestari is one of the B2B MSME located in 

Jakarta, which is also greatly affected by the pandemic. The 

current study used a business coaching method to develop a 

corrective action to solve the problem. Several internal 

analyses such as business process, business model canvas, 

STP, and marketing mix were combined with external 

analysis such as Porter’s five forces, and PESTEL to create 

the SWOT analysis and establish the TOWS strategy. This 

article’s output is to help this MSME to create a marketing 

strategy through personal selling and digital marketing by 

creating SOP for personal selling activities and developing 

the business’ website. This article highlights the MSME 

efforts to combat the weakening in the demand caused by 

both the pandemic and the lack of strategic management in 

the first place. 
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I. INTRODUCTION 

The term MSMEs which means Micro, Small, and 

Medium Enterprises is well known throughout Indonesia. 

By total, these MSMEs have contributed higher GDP 

compared to the large enterprises. In 2018, MSMEs had a 

share of 60.9% of the total GDP of companies in 

Indonesia and its workforce was the highest proportion 

with 96.8% of all workers in Indonesia working at 

MSMEs. From 2015 throughout 2019, there has been a 

consistent growth of the number of MSMEs in Indonesia 

by at least 2% per year
[1]

. This increased competition 

means that companies must be able to provide effective 

steps and decisions to maintain the development of their 

companies. This can be done in terms of how the 

company can maintain the market, keeping consumers 

from moving to other competitors while it tries to reach or 

generate new customers 
[2]

. 

From the various industries these MSMEs are in, 

there is an industry that has specific activities to 

repackage materials or products into smaller packages for 

individual consumption. This industry is called the 

repackaging industry which produces sachet products 

such as sachet sugar, brown sugar sachets, palm sugar, 

creamer, and others. This repackaging industry tends to 

cater to the needs of hospitality businesses (hotels, 

restaurants, and cafes), thus the high dependency on the 

tourism industry in Indonesia. But with the Covid-19 

pandemic that happened in Indonesia, the tourism sector 

is one of the sectors that has been hit the most compared 

to other sectors. This is also caused by government 

policies implementing PSBB regulations which prevented 

tourism activities. 

One of the repackaging industries is PT. Gemilang 

Karya Bersama Lestari. Located in Jakarta, this MSME 

was founded in 2009 and has been operating ever since. 

This MSME main product consists of white sugar sachet, 

brown sugar sachet, creamer sachet, coffee sachet, as well 

as other condiments needed by hospitality industries. 

Their main customers usually are hotels, restaurants, 

cafes, and also their distributors to distribute and extend 

the reach of their product. The MSME has enjoyed its 

rapid growth as the new company in the early 2010s. 

However, the company eventually experienced stagnation 

for the past 3 years. This was caused by poor strategic 

management or lack thereof. One of the core weaknesses 

was there was no activity in their marketing department 

whatsoever. Almost all their sales were the result from 

their distributors or customer that contacted the company 

through passive WoM (Word-of-Mouth) marketing. 

The Covid-19 pandemic proved to be a serious blow 

to the MSME as it reduced the demand for their product 

significantly. Although over time the demand has started 

to recover, it triggered a distress call for introspection that 

they need better marketing practices to improve their 

condition short and long term. Thus, this paper will 

explain the improvement in their marketing activities 

through the business coaching program. 

 

II. METHODOLOGY 

Business Coaching is qualitative research from a 

case study. In implementing this Business Coaching, the 

author used several stages that started from data collection 

that is composed by primary data and secondary data, 

then continued to the analysis with the owner and the 

manager of the MSME to confirm the gaps along with the 

proposed solutions to solve the problems. 

The Primary data is used as the main reference in 

analyzing the gaps or problems that exist in the MSMEs. 

These data were obtained from interviews with the owner 

of the MSME and its employees, along with direct 

observation by the researchers to the activities of the 
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MSME. The interview methods used unstructured 

interview which consists of multiple questions about the 

business processes such as the production, marketing, 

purchasing, and general departments. 

The Secondary data is obtained from MSMEs 

documentation along with the external literature studies, 

articles, journal, textbooks, and other source of material to 

add further insights and information related to the 

business process of MSME. This data is helpful to obtain 

the best practice methods that has the potential to be used 

in solving MSME’s problems.  

The next stage is continued by doing data analysis 

which consisted of business model canvas (BMC), 

SWOT, and TOWS to create the gap analysis through 

pareto table. From there problems were identified and the 

solutions were proposed. Those solutions then 

implemented and evaluated. Based on previous research, 

2 main focuses will be implemented, to create the 

Standard Operating Procedure (SOP) for Personal Selling 

and the development of company’s website. 

 

III. RESULTS 

A.  Business Model Canvas  

Business Model Canvas or BMC can describe the 

entirety of business processes and activities by identifying 

the product or service the company is planning to sell, 

what the target market is, and any anticipated costs to 

create the product or service. BMC helps growing 

companies to attract investors' attention and recruitment 

process. It can also inform the management and staff 

about the business processes. The BMC itself is composed 

of 9 blocks that list the key businesses as presented in Fig. 

1. 

 Some of the notable points are that marketing and 

product introduction were listed in the BMC but those 2 

activities were never implemented, nor it has any guide, 

not even the manpower. Second is that the customer 

segments listed both companies in need of sachet product 

and the distributor, while in the reality that the proportion 

of the sales were weighted heavily towards sales to 

distributor. This caused high dependency towards these 

distributors.  

 

 
Fig. 2. SWOT PT. Gemilang Karya Bersama Lestari 

 
Fig. 1. Business Model Canvas PT. Gemilang Karya Bersama Lestari 
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B.  SWOT Analysis 

 

SWOT analysis (Strengths, Weaknesses, 

Opportunities, and Threats) is a procedure for evaluating 

the competitive position of the company and for making 

strategic plans. SWOT analysis assesses internal and 

external factors, as well as the future potential of the 

company. Based on previous analysis, the SWOT can be 

obtained as presented in Fig. 2. 

 

C.  TOWS Matrix Analysis 

 

TOWS Matrix is a tool that can be used to analyze, 

create, compare, and select business strategies to achieve 

company goals and targets. There are 4 kinds of strategies 

that can be developed in this case, namely SO (Strengths - 

Opportunities), ST (Strengths - Threats), WO 

(Weaknesses - Opportunities), and WT (Weaknesses - 

Threats). These strategies are described in the table below 

with the bold points were the focus of this business 

coaching program. 

 

D.  Pareto Analysis 

 

Ideally, the company would like to do all the solutions 

mentioned in TOWS Matrix. But due to limited resources, 

it is necessary to make a priority scale using Pareto 

analysis. This analysis can sort problems based on the 

level of urgency and difficulty of the solution to the 

problem.  

 

 
Fig. 4. Pareto Chart Analysis 

 

IV.  DISCUSSION 

 

A.  Developing SOP Personal Selling  

 

To improve the marketing effort and activities, it is 

decided that the best way to solve this problem is to create 

a thorough and detailed procedure to help salesperson in 

doing their marketing activities called as SOP Personal 

Selling. This SOP also functions as a basic method of 

doing personal selling, thus making the learning process 

for the new sales to be more efficient and might be done 

without direct mentorship. 

The Personal Selling procedure itself is divided to 7 

steps, which is an expansion from the 6 steps of Personal 

Selling
[3]

. These 7 steps are (1) Prospecting and 

Qualifying, (2) Pre-approach, (3) Approach, (4) 

Presentation and Demonstration, (5) Overcoming 

 
Fig. 3. TOWS Matrix PT. Gemilang Karya Bersama Lestari 
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Objections, (6) Closing, and (7) Follow-up and 

Maintenance. The content and the procedures in this SOP 

are also adapted to the condition of the business 

environment in the industry by the experiences and 

insights from the owner of the MSME to better suit the 

real-world application. As such the preparation of the 

Personal Selling SOP, references from theories are used 

and combined with what has been done by PT. Gemilang 

Karya Bersama Lestari in its past personal selling 

activities. The writing of the SOP also used the SOP 

format according to the SNI ISO 9001: 2015 format 

because there was already an SOP in company 

management with this format. 

 

B.  Developing Company’s Website  

 

Website is one of the elements that can be used to give 

information without the needs of direct interaction 

between the company and the customers and to spread 

awareness about the company itself. This is what PT. 

Gemilang Karya Bersama Lestari needs as this MSME 

previously had no marketing activities in the digital area. 

By making its own dedicated website, this MSME can 

properly forward its customer to the website for further 

details, while also using SEO (Search Engine 

Optimization) can also spread its brand awareness to 

increase its demand. 

Due to limited budget, the website had to be created 

without the help from web developer consultants and had 

to be built alone. For that reason, the coach recommended 

the MSME to use Wix.com to easily create and design 

their website. The website is divided into 4 main pages, 

first page is the home page as shown in figure 4, which 

includes general information about the company and the 

activities. Second page is About us, which explains with 

detail about the company and the certifications the 

company has. Third page is Product list, which lists with 

detail about the range of products that the company offers. 

Last page is Contact us, which gives the user a form to 

contact the company for further interaction. This can also 

be used as an order quotation. 

To create an effective website design, 7C Website 

Design Framework were used. That 7C factors are 

context, commerce, content, community, customization, 

communication, and connection
[4]

. It is then expanded 

again by website elements in B2B online communication 

to 14 elements, those are structural elements, corporate 

elements, atmospheric, aesthetic, graphic imagery, and 

multimedia, ergonomics, navigation, and usability, 

contact, access, and interaction, customizable elements, 

links, community, marketing communications integration, 

online demonstration, online price quoting, integration 

platforms, value adding elements, and online data 

collection
[5]

. After that, SEO (Search Engine 

Optimization) methods were used to increase the 

effectiveness of the website appearing in user’s search 

results in the search engine
[6]

. 

 

Fig. 4. Website of PT. Gemilang Karya Bersama Lestari 

 

V.  CONCLUSION 

 

According to the analysis that has been carried out to 

PT. Gemilang Karya Bersama Lestari and along with the 

identification of the problems, several solutions were 

applied to fix those problems.  

First, about creating the SOP Personal Selling. From 

the earlier analysis it has been known that the company 

has never done any kind of marketing activities and 

heavily relies on its distributors to contact the company 

first to sell their products to the consumer. This caused a 

stagnation for the past 2 years and worsened by the 

pandemic. To mend this problem, a SOP for Personal 

Selling was made to give guidance for marketing 

activities in personal selling. Several theories were used 

and combined with the experience the owner had from 

previous marketing activities. This SOP explains several 

stages in doing personal selling, they are prospecting and 

qualifying, pre-approach, approach, presentation and 

demonstration, overcoming objections, closing, then the 

last will be follow-up and maintenance. Along with the 

written SOP, the sales will also be equipped with the 

newly designed brochure and business card to help 

present themselves and the company to the potential 

customer. Some of the hurdles in the overcoming 

objections phase like the duration to create a production 

permit for customer products were also sped-up with the 

new method to give another competitive advantage. This 

SOP and the supporting equipment should be able to help 

PT. Gemilang Karya Bersama Lestari in doing their 

marketing activities and also to give training guidance to 

new salesforce. 

Second, about developing Company’s Website. With 

the fast development of digital marketing in the world, 

especially in the developing countries like Indonesia, it is 

very important for companies to have their own website. 

As such, the development of a website has been done to 

give information about PT. Gemilang Karya Bersama 

Lestari and also as a way to communicate with their 
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customers. To create an optimal and informative website, 

several theories are used. The website was designed with 

a design element framework called 7C. Those are context, 

commerce, content, community, customization, 

communication, and connection. Those elements then 

expanded and combined to further detailed elements. 

Some of the elements were picked according to the needs 

of the company in its objective of creating its website. 

With this newly built website, there should be 

improvement in brand awareness of the company, along 

with information communication capability from the 

company to its customers. 
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