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ABSTRACT: Schouten.id is a local men's fashion brand that sells basic wear products and was founded in 2017. Schouten currently
has five product categories: outerwear, shirts, pants, and hats. Every year, the number of MSMEs in the fashion sector grows,
resulting in the emergence of many new competitors; however, some old competitors have also become obstacles. According to
Schouten's sales data from 2020 to 2022, sales have fluctuated. The author conducted preliminary interviews with fifteen random
people, only two of whom were familiar with the Schouten brand. With these findings, it is possible to conclude that Schouten's use
of social media and promotional methods is still not optimal, resulting in a lack of brand awareness. According to the fishbone
diagram's description of the problem, the fluctuations that occur in Schouten are also influenced by product and place factors. The
purpose of this research is to determine what factors cause sales fluctuations at Schouten, what factors influence purchase intention,
and what marketing strategy suggestions are appropriate to increase brand awareness at Schouten. To achieve the research objectives,
the authors will conduct external and internal analysis, resulting in TOWS as a solution. PEST analysis, Porter's Five Forces
Analysis, competitor analysis, and customer analysis were used for external analysis. Customer analysis was conducted by
distributing questionnaires at random to 200 respondents, including potential customers. SmartPLS 4 is then used to process the data
using the PLS-SEM approach. Then, for internal analysis, VRIO analysis, marketing mix, and STP are used. The TOWS matrix
produced 11 strategies, and as many as six of them were chosen to formulate new marketing strategy proposals, which Schouten
could then implement based on the implementation plans that had been created.
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1. INTRODUCTION

In terms of the contribution of the creative economy to GDP, Indonesia is the third largest country in the world, trailing only the
United States and South Korea [1]. Fashion is one of the main focus areas in this creative industry, as well as one of the largest
contributors to GDP and exports. Fashion is a key component of the creative economy's industry sector. It contributes nearly 20%
to the creative economy industry sector [2]. The fashion industry has been identified as one of the most vital industries, accounting
for a significant portion of the global economy. The fashion industry has been identified as one of the most vital industries,
accounting for a significant portion of the global economy. One of the important factors that contribute to the fashion industry's
positioning is that the clothes a person wears are a statement of their social status and a status symbol. Clothing is a known and
required necessity all over the world [3]. This fashion-related company is also an MSME that has grown year after year. The number
of micro, small, and medium enterprises (MSMEs) in 2019 reached 65.47 million units, according to the Ministry of Cooperatives
and SMEs [4]. Schouten is one of the MSMEs involved in online fashion. Schouten is a local men's fashion brand that debuted in
2017 with five product categories. Schouten's 32 product types include outerwear, shirts, t-shirts, pants, and hats. Schouten
communicates via Instagram and markets its products through marketplaces such as Shopee, Tokopedia, and TikTok Shop. With a
total of 626 posts, the number of Schouten followers has now reached 21,000 people. However, the general public is unfamiliar
with Schouten. As a result, the purpose of this research is to identify the root causes of Schouten's problems in order to develop a
marketing strategy to increase brand awareness, which can lead to increased sales

2. LITERATURE REVIEW

To boost Schouten sales, we first need to understand the factors that influence product purchase intentions. This study will also look
at six different variables. Content quality can be defined by consumer perceptions of the accuracy, completeness, relevance, and
timeliness of brand-related information on the brand's social media pages [5]. Social media interactions fundamentally alter brand-
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customer communication [6]. Brand and product awareness is important for assisting with product comparisons and can lead to
future purchase intentions [7]. Consumer online engagement represents individuals' interaction and participation in the social media
environment [8]. The theory of planned behavior's (TPB) component, perceived behavioral control (PBC), has been identified as a
significant moderating variable in the intention-behavior relationship [9]. When consumers form brand ratings and preferences
between the evaluation and purchase decision stages, purchase intention develops [10].

3. RESEARCH METHODOLOGY

Mixed-methods studies can gain knowledge or insights that independent qualitative and quantitative studies cannot. [11]. In this
study, the author conducted interviews with Rizaldi, the founder of Schouten, using a qualitative research method. This interview
was conducted to learn more about Schouten's business as well as the situation and business issues that Schouten is dealing with.
Furthermore, the preliminary interview is classified as a qualitative method in this study about the Schouten brand. A questionnaire
was distributed using the quantitative method beginning on November 1, 2022, and ending on December 4, 2022. The author uses
the PLS-SEM method to process data for consumer analysis. A questionnaire was distributed using the quantitative method,
beginning November 1, 2022, and ending December 4, 2022. The author uses the PLS-SEM method to process data for consumer
analysis. Furthermore, this study takes two perspectives, namely on the company's external and internal conditions. PEST analysis,
Porter's Five Forces, competitor analysis, and consumer analysis are all used in external analysis. The internal analysis then employs
VRIO, STP, and marketing mix. It generates a SWOT analysis based on internal and external analysis, which then becomes the
TOWS matrix as a business solution.

4. RESULT AND DISCUSSION
Figure 1 below shows that the conceptual framework can be used without variable reduction. Based on the PLS-SEM results obtained
with SmartPLS 4, all variables produce valid and reliable results.
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Figure 1. Conceptual Path Model

According to the significance analysis results, because the p value is less than the 0.05 significance level, content quality, brand
interactivity, brand awareness, and perceived control have a significant effect on purchase intention. One variable, however,
consumer online involvement, has a p value of 0.137 and is therefore not significant.
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Table I. Significance Result

Original Sample Standard deviation | T statistics b values

sample (O) | mean (M) (STDEV) (JO/ISTDEV))
Brand Awareness -> Purchase Intention | 0,454 0,458 0,077 5,902 0,000
Brand Interactivity -> Brand Awareness | 0,604 0,605 0,062 9,733 0,000
Consumer Online
Engagement -> Purchase Intention 0,138 0,134 0,093 1,488 0,137
Content Quality -> Brand Awareness 0,174 0,178 0,068 2,544 0,011
Perceived Control -> Purchase Intention | 0,298 0,302 0,074 4,035 0,000

Based on the external and internal analysis that has been carried out, a SWOT analysis is produced, which is then used to formulate

the TOWS matrix.

Table Il1. TOWS Matrix

Strength Weakness
S1. Design  of W1. Common product quality
Limited  Products W?2. Lack of product innovation
S2. Competitive Wa3. Lack of employee experience
Price WA4. The use of social media is not optimal
W5. Providing the same customer relationship
services as competitors
Opportunity S-O Strategies W-O Strategies
Ol1. There is a Government Policy in the| SO1. Making special-| WOL. Create products for women only (W2, 02,
Creative Industry Sector edition products  for| O3, O5)

02. Indonesia's Economic Growth is Increasing
03. TikTok is Becoming Increasingly Popular
O4. Trends Environmentalists are in

High Demand

O5. Technological Advancement (Ecommerce)
06. Technological Advancement (3D body
scanner)

environmentalists (S1, O2,
03, 04,
05)

WO?2. Producing extra items such as bags, wallets,
accessories, socks, and belts (W2, 02, 03, O5)
WO3. Create video content with a variety of
themes (W4, 03)

Threat

S-T Strategies

W-T Strategies

T1. Threat of New Entrants
T2. Rivalry Among Existing
Competitors

ST1. Influencers are being
used to promote Schouten's
limited product designs
(51, T1,T2)

ST2.  Participating in
marketing events such as

exhibitions or business
talk to raise brand
awareness for Schouten
(S1,T1, T2

WTL. Create products for women only (W2, T1,
T2)

WT2. Producing extra items such as bags, wallets,
accessories, socks, and belts (W2, T1, T2)

WT3. Create video or post Instagram story
content with a variety of themes (W4, T1, T2)
WT4. Improving the quality of human resources
by taking courses on entrepreneurship and
implementing rewards (W3, T1, T2)

WTS5. Improving Customer Relationship
Management Services (W4, T1, T2)

Based on the TOWS matrix table above, the results show a number of strategies that are thought to be appropriate for use in Schouten
and are analyzed based on their external and internal conditions. However, because not all strategies apply to Schouten, the best
strategy is chosen to create a new marketing strategy.
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5. CONCLUSION
Schouten, on the other hand, uses social media ineffectively, as evidenced by a 0.33% engagement rate on Instagram. As a result of
this study's proposal, the following conclusions can be drawn:

1. Several factors, such as promotions, products, and locations, have been shown to cause fluctuations in Schouten's sales when
determining the causes of fluctuating Schouten sales. Ineffective marketing communication programs, limited product
variations, common designs, limited budgets, and limited sales channels are some of the main causes of problems at
Schouten.

2. Factors influencing purchase intention, namely brand awareness, have a positive and significant effect on purchase
intention with a p value of 0.000. Perceived control has a positive and significant effect on purchase intention with a p
value of 0.000.

3. Propose the best marketing strategy for Schouten to increase brand awareness by implementing the following strategies:
making products for women only; producing additional items such as bags, wallets, accessories, socks, and belts; creating
video content with various themes; using influencers to promote limited Schouten product design; improving the quality
of human resources by taking entrepreneurship courses and implementing rewards; improving the quality of human
resources by taking entrepreneurship courses and implementing rewards.
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