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ABSTRACT: Rumah Ismail is a Community-Based Entrepreneurship Accelerator (CBEA) that accelerates community business 

generated from empowerment activities. The profits earned by Rumah Ismail are used for social activities such as charity programs 

and the provision of scholarships for school education for underprivileged children. This research aims to develop a sustainable 

communication model that effectively conveys Rumah Ismail's mission and social values to the stakeholders to enhance Rumah 

Ismail’s brand. This research uses brand identity by Kapferer and Integrated Marketing Communication (IMC) by Belch & Belch 

with the mixed methodology or combined approach between qualitative and quantitative methods. The results of this study indicate 

that Rumah Ismail needs to communicate its social values, namely increasing the added value of local products through empowering 

local talents as a new brand of Rumah Ismail by delivering a strong brand communication message through packaging so that the 

social values owned by Rumah Ismail can be conveyed effectively Suitable for all people stakeholders.  

 

KEYWORDS: CBEA, Empowerment, Rumah Ismail, Social Enterprise, Social Mission, Social Value.  

  

1. INTRODUCTION  

Rumah Ismail is a business activity unit that was established in 2019 and is under a social foundation called the Generasi 

Ismail Mandiri Foundation. Rumah Ismail has a mission to become a center for creative entrepreneurship as well as a center for 

community empowerment so that it can have a positive impact on others. The initial goal of establishing Rumah Ismail was to run 

community empowerment programs. One was to help duck egg breeders who experienced losses in selling their livestock products 

when the Covid-19 pandemic started. Because many of their livestock products cannot be sold to the market, causing a decrease in 

their productivity level.   

In 2022, Rumah Ismail carried out other empowerment activities. At that time, many housewives who lived under the poverty 

line could not work and had no income. Then Rumah Ismail also took the initiative to help empower them by providing skills 

training to make traditional food products, namely rengginang. The selection of this training is based on local capabilities, and 

several households already have rengginang businesses. Households with this capacity are then appointed as training facilitators 

funded by Rumah Ismail.  

Rumah Ismail acts as a Community-Based Entrepreneurship Accelerator (CBEA) or a community-based business accelerator 

in this empowerment activity. Community-based enterprises (CBEs) focus on the symbiotic relationship that different people and 

organizations are mutually dependent on and the creation of social value for the community in the long term (Pinheiro et al., 2020).. 

Therefore, the terms used to represent community-based entrepreneurship are multidimensional and diverse in approaches which 

may be viewed as routes and directions for promoting entrepreneurship in the communities (Hasan et al., 2021). In this role, Rumah 

Ismail serves as an accelerator for the business activities of empowered assisted communities and makes them strategic partners. 

The empowered community members are given skills training to produce their products. They are given loans as interest-free start-

up capital for those without capital to carry out their initial business activities. Then the products can be sold directly through Rumah 

Ismail or to other people. The role of Rumah Ismail as CBEA here will bring and accelerate their products to enter the market so 

that their products can have a need that matches their target market.  

The business problem that Rumah Ismail is currently facing is that there are still customers who view products from Rumah 

Ismail as just ordinary products, not as products of empowerment that have a social mission for the community. It surely becomes 

a challenge for Rumah Ismail to find out how to convey the values of the fostered products from the empowerment activities carried 
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out by Rumah Ismail as well as ways to communicate these values and the social mission of Rumah Ismail effectively to customers 

to market their products.  

This research aims to develop a sustainable communication model by creating clear and consistent messages, highlighting 

the impact of product purchases, tailoring messages to target customers, and using the most effective communication channels to 

reach them. So that the values of the products developed by Rumah Ismail can reach customers who can become a competitive 

advantage from products marketed by Rumah Ismail for potential customers, and customers see that Rumah Ismail's products have 

higher values than buying ordinary products. Thus, Rumah Ismail can increase sales of Rumah Ismail products and increase its 

social impact on society.  

 

2. LITERATURE REVIEW  

2.1 Social Enterprise Teasdale (2012) highlighted that “social enterprise” is a fluid and contested concept affected by three variables: 

(1) it is constructed by diverse actors promoting different discourses, (2) it is connected to different organizational forms, and (3) it 

is based on different academic theories. Social enterprises emerge as an economical alternative, having self-sufficiency as a basic 

principle (Csoba, 2020).  

Alter (2007) mentions that Social enterprises can be classified based on their mission orientation : a. Mission-Centric Social 

Enterprise  

The enterprise is central to the organization's social mission. These social enterprises are created for the express purpose of 

advancing the mission using a self-financing model. b. Mission-Related Social Enterprise  

The enterprise is related to the organization's mission or core social services. Mission-related social enterprises have synergistic 

properties, creating social value for programs and generating economic value to subsidize the organization's social programs and/or 

operating expenses.  

c. Social Enterprise Unrelated to Mission  

The enterprise is not related to the organization's mission, or intended to advance the mission other than by generating income 

for its social programs and operating costs. Business activities may have a social bent, add marketing or branding value, operate in 

an industry related to the nonprofit parent organization's services or sector, however, profit potential is the motivation for creating 

a social enterprise unrelated to mission.  

2..2 Brand Identity  

Kapferer (2012) proposed the new brand identity in a brand identity prism model. Kapferer explained that in a brand identity 

there are six dimensions which are described as follows:  

 
Figure 2.1 Brand Identity Prism Model (source: Kapferer, 2012) 
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 In the prism of brand identity, Kapferer (2012) identifies six aspects of brand identity that can be seen from two sides, namely the 

source (brand) and the recipient (consumer). An explanation of brand identity is explained as follows:  

a. Capabilities: the tangible and intangible resources a brand possesses to help it deliver its products or services.  

b. Internal culture & values: the culture and values embedded within the organization that helps shape the brand's identity.  

c. Noble purpose: a higher mission or goal a brand strives to achieve beyond profit.  

d. Personality: the unique characteristics that differentiate a brand from its competitors.  

e. Shared values & community: the values that the brand and its customers share and the community that forms around the 

brand.  

f. Aspirational self-image: the image the brand wants to project to its customers and the market.  

g. Rallying Cry: a tagline or slogan encapsulating the brand's message and purpose.  

  

2.3 Integrated Marketing Communication (IMC)  

According to Belch & Belch (2018), Integrated marketing communications or known as Integrated Marketing 

Communication (IMC), is a concept of marketing communications planning that introduces the added value of a comprehensive 

plan that evaluates the strategic role of various communication disciplines for example, general advertising, direct response, sales 

promotion, and PR and combines these disciplines to provide clarity, consistency and maximum communication impact.  

Integrated Marketing Communication (IMC) is one of the many processes available to build customer relationships. What 

sets Integrated Marketing Communication (IMC) apart from other customer-centric processes is that communication is at the heart 

of all relationships and is also a circular process (Belch & Belch : 2018).  

 

Figure 2.2 Promotional Mix as a Tools for IMC (Source: Belch & Belch, 2018) 

 

3. RESEARCH METHODOLOGY  

3.1 Research Design  

This research uses a mixed or combined approach between qualitative and quantitative methods. According to Creswell 

(2007), research using mixed methods is a research approach that combines qualitative and quantitative research. There are three 

strategies in mixed methods, namely: (1) Sequential mixed methods strategy, including (a) sequential explanatory strategy, (b) 

sequential exploratory strategy, and (c) sequential transformative strategy (2) concurrent mixed methods strategy, including (a) 

Concurrent triangulation strategy, (b) Concurrent embedded strategy, and (c) Concurrent transformative strategy (3) Transformative 

mixed methods strategy.  

3.2 Data Collection   

The sources of data in this research are divided into two types, which are:  

a. Primary Data, The primary data collection uses surveys analysis through questionnaires via google form to the target market. 

The survey will question the audience’s perceptioofut Rumah Iismail’ proposed model of IMC and a brand as a social enterprise. 

In addition, data will be collected through focus group discussion activities with the founders of Rumah Ismail to dig deeper and 

to equate perceptions of the social mission of Rumah Ismail.  

b. Secondary Data, The secondary is using desk research, where the data will be collected through books, journals, institutional 

reports, internal data from the company, and also from reliable resources on the internet such as websites, social media, and 

other channels available that correlate.  
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3.3 Population and sample  

The sample for this study is made up using The following Slovin’s equation, with a 10% error tolerance, is used to get this 

number.  

 
  

 n = Number of Samples  N = Population Size e = Margin of Error  

  

The number of samples are obtained from 218 Rumah Ismail’s costumer that occurred during 2021.  

                                                                          
                    1 + 218 (10%)2  

  

     = 99,2537  

  

The total sample for this research is 99,2537. The writer decided to complete the 100 sample respondents for the 

questionnaire. The questionnaire is then distributed using simple random sampling, a sampling technique that randomly takes 

samples from Rumah Ismail’s customers.  

3.4 Data Analysis  

The data analysis technique used in this research is data analysis using descriptive analysis. Descriptive analysis, according 

to Sugiyono (2014: 21), is a descriptive analysis method is a statistic used to analyze data by describing or describing the data that 

has been collected as it is without intending to make general conclusions or generalizations.  

  

 RESULTS AND DISCUSSION   

4.1 Internal Analysis Brand Identity of Rumah Ismail by Kapferer  

In conducting an internal analysis of the brand identity of Rumah Ismail, the research was carried out using focus group 

discussions (FGD). The FGD results contain opinions about the questions asked to the founders of Rumah Ismail to understand 

what missions and values are owned by Rumah Ismail. In addition, through the FGD method, researchers also want to dig deeper 

into the missions and values that Rumah Ismail holds today. In the future, as for each question in this FGD activity based on the 

latest theory about brand identity by Kapferer, The following is a presentation of the FGD activities' results with the four founders 

of Rumah Ismail.  
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Figure 4.1 Brand Identity Model of Rumah Ismail After Holding FGD with the Founder (Source: Author, 2023) 

   

4.2 Eksternal Analysis Brand Identity by Kapferer  

For external analysis, researchers used a survey method by distributing questionnaires to 100 respondents where respondents 

were customers of Rumah Ismail products who had purchased Rumah Ismail products. The question points of the questionnaire are 

based on the elements of the brand Identity theory by Kapferer. This survey was conducted to understand the perceptions of 

customers and potential customers about the brand identity of Rumah Ismail.  

  

Table 4.1 Demography of Survey Respondents (Source: Author, 2022)  
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 The conclusion of the results of the survey regarding Rumah Ismail's customers' perceptions of the company is as follows:  

a. The majority of the respondents (45%) strongly agree and 38% agree that Rumah Ismail's products have good quality, with 

only 17% having a neutral response.  

b. Regarding Rumah Ismail's internal culture and values, a similar number of respondents agreed (36%) and strongly agreed 

(36%) that the company has social values embodied in it. However, there were still 28% who had a neutral response. Similarly, 

46% agreed that Rumah Ismail has a family culture in running its business activities, with 28% agreed and 26% neutral.  

c. 50% of the respondents strongly agreed and 35% agreed that Rumah Ismail has a positive impact on the environment, while 

47% strongly agreed and 32% agreed that the company has a social mission to have a greater impact on others.  

d. 47% of the respondents agreed that Rumah Ismail has a personality and social image, 29% were neutral, and 22% strongly 

agreed. However, 2% disagreed, indicating an opportunity for the company to strengthen its brand image as a product of the 

community and social empowerment.  

e. 55% of the respondents agreed, and 33% strongly agreed that they feel they are helping others by purchasing Rumah Ismail's 

products.  

f. 37% of the respondents strongly agreed, and 33% agreed that they feel they are useful people by buying Rumah Ismail's 

products, with 30% being neutral.  

g. 60% of the respondents agreed, and 31% strongly agreed that the slogan "one action for three good things" conveys Rumah 

Ismail's strong social mission message.   

Overall, the results suggest that Rumah Ismail's customers have a positive perception of the company's products and its 

impact on the environment and others, as well as its social mission. However, there is still room for improvement in terms of 

customers perceiving the company's internal culture and values, as well as its personality and social image.  

4.3 Integrated Marketing Communication  

So far, the marketing strategy carried out by Rumah Ismail has mostly been carried out through online channels, especially 

on WhatsApp status. Where the strategy via WhatsApp is the most powerful strategy among the others. because in addition to 

strengthening awareness, it can also strengthen engagement with existing customers. Moreover, Rumah Ismail has not used other 

channels in marketing its products so far. Because the founders feel that marketing products and informing customers about social 

activities carried out is far more effective via WhatsApp and word of mouth than marketing through other channels.  

  

Table 4.2 Existing Marketing Strategy of Rumah Ismail (Source: Author,2023)  

 
  

 The result  of the survey analysis on the respondents' perceptions of the suggested Integrated Marketing Communication (IMC) 

model for Rumah Ismail, which consisted of marketing through social media and advertising, is as follows:  

a. Respondents showed a positive reception of the advertising done by Rumah Ismail, with 59% of respondents agreeing and 

34% strongly agreeing.  

https://doi.org/10.47191/ijcsrr/V6-i4-11
http://sjifactor.com/passport.php?id=20515
http://www.ijcsrr.org/
http://www.ijcsrr.org/
http://www.ijcsrr.org/


International Journal of Current Science Research and Review 

ISSN: 2581-8341    

Volume 06 Issue 04 April 2023 

DOI: 10.47191/ijcsrr/V6-i4-11, Impact Factor: 6.789 

IJCSRR @ 2023  

 

www.ijcsrr.org 

 

2325  *Corresponding Author: Fahmi Ilham Akbar                                                  Volume 06 Issue 04 April 2023 

               Available at: www.ijcsrr.org 

                                            Page No. 2319-2326 

b. The majority of customers (59%) agreed to the use of sales promotion where 50% of the profits are used for social activities 

such as charity and tuition assistance for dropouts.  

c. The preferred platform for customers to receive information about products with a social mission was social media, with 72% 

of respondents choosing this option and Instagram being the most preferred platform (62%).  

d. Photos of social activities were found to be the most effective media in encouraging customer interest in buying products with 

a social mission (44%), followed by campaigns (27%) and product photos (18%).  

e. If Rumah Ismail shares photos or videos of its social activities on social media, the customer's interest is expected to increase, 

as 60% of respondents strongly agreed and 39% agreed to this statement. Respondents expressed an interest in increasing their 

interaction with Rumah Ismail via social media (52% agreed, 40% strongly agreed).  

f. Uploading testimonials about Rumah Ismail's products and social mission also increased customer interest, with 65% of 

respondents fully agreeing with this statement.  

g. Rumah Ismail product packaging was found unclear in conveying information about its mission and social activities, with 30% 

of respondents reporting neutrality. However, consumers said they would be more interested if a strong message was conveyed 

through product packaging, with 59% of respondents fully agreeing with this statement.  

Based on these insights, Rumah Ismail's proposed IMC model includes advertising, merchandising, digital/internet 

marketing, and packaging. The advertising strategy should focus on communicating the brand's identity, values, mission, and social 

activism to customers via its preferred platform, Instagram. The promotional strategy should emphasize the social aspect of the 

brand, with a focus on philanthropy and community impact. Packaging should also be designed to clearly communicate the brand's 

mission and social activities to attract customers further and increase their interest in the brand. Overall, the focus of the IMC model 

is to build brand awareness, communicate brand values and social mission, and effectively use social media and other marketing 

channels to retain customers.  

  

5. CONCLUSION  

The purpose of this research is to find out how the brand identity of Rumah Ismail as a social enterprise that has a social 

mission in empowering the community and the IMC strategy used to convey its social mission to the specified target customer, 

namely customers who buy products by not only oriented to meet their basic needs but customers who are already at the level of 

transcendence or in other words customers who are oriented to the impact of the products. Based on the research results, brand 

identity and IMC strategies positively and significantly impact consumer perceptions of a company's products which can increase 

customer buying interest. One of the strategies that can be done is strengthening the message conveyed in the product packaging. 

Rumah Ismail can visually describe the mission, and social activities carried out in the packaging. So that the message conveyed 

can be conveyed well and customer interest can increase even higher as well as the empowerment activities carried out by Rumah 

Ismail can have a more significant impact on the community.  
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