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	ABSTRACT

	The low brand awareness of SHAKTI, a chili powder product owned by PT Sathrusi Komoditi Indonesia, presents a major challenge for entering Indonesia's competitive digital market, despite offering high-quality, halal-certified products, SHAKTI’s digital marketing efforts remain underdeveloped, this study investigates how influencer marketing and content marketing impact the improvement of brand awareness, a mixed-method approach was adopted, with quantitative data collected from 130 potential consumers via structured questionnaires, and qualitative data obtained through in-depth interviews with three internal stakeholders, multiple regression analysis revealed that both influencer marketing (β = 0.524) and content marketing (β = 0.405) significantly influence brand awareness, with an explanatory power of R² = 0.766 the proposed strategies include enhancing educational and visual content on Instagram, collaborating with relevant micro-influencers, optimizing marketplace listings, and initiating a digital loyalty program, all of these findings highlight the importance of integrating influencer and content marketing strategies to sustainably increase SHAKTI’s digital brand visibility.
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INTRODUCTION
Indonesia, one of the world’s largest spice-producing countries, continues to play a vital role in the global spice trade due to its rich biodiversity and favorable climate conditions (Indonesia is a biodiversity hotspo, 2024; Rochdiani et al., 2025). As consumer behavior shifts toward convenience and health consciousness, demand for powdered and ready-to-use spices in Indonesia has grown significantly, driven by urban lifestyles and digital commerce trends (Viando et al., 2025; The Impact of Perceptions, 2022). PT Sathrusi Komoditi Indonesia, through its SHAKTI brand—a halal-certified, 100% natural chili powder—aims to tap into this growing segment. However, low consumer awareness and limited visibility on digital platforms like Instagram hinder its growth (Influencer marketing: Brand awareness, 2022; Effect of Influencer Marketing Strategy, 2023). In FMCG environments, brand awareness is a key determinant of customer acquisition and loyalty (Keller, 2009; Influence of Influencer Marketing, 2024). Digital marketing for SHAKTI currently lacks consistency in storytelling and influencer engagement, which reduces its impact on the target digital consumer base. To address this, the study examines two digital strategies: influencer marketing—which enhances trust and authenticity via endorsements (Joyce, 2024; The Power of Influencers, 2024)—and content marketing, which delivers engaging information that boosts brand interaction and recall (Content Marketing Trends, 2025).
Indonesia is one of the world’s largest spice producers, benefiting from abundant biodiversity and ideal climatic conditions that support high-value spice crops like nutmeg and cloves (Anripa et al., 2023; Borelli et al., 2024). The shift in consumer behavior toward practical, health-conscious choices has accelerated demand for ready-to-use spices, particularly among urban populations influenced by digital commerce trends (6W Research, 2025; TechSci, 2024). PT Sathrusi Komoditi Indonesia introduced SHAKTI, a halal-certified chili powder product made from natural ingredients to cater to this growing segment. However, despite its strong product proposition, SHAKTI struggles with limited brand awareness in the digital space (IMARC Group, 2024; CBI, 2023).
In a hypercompetitive FMCG market, brand awareness is critical to gaining consumer trust and loyalty (Keller, 2009). SHAKTI’s limited visibility on social media platforms like Instagram where modern consumers commonly discover and evaluate brands has hindered its ability to connect with its intended audience (Risdwiyanto & Bambang, 2024). This issue is compounded by the brand’s lack of a consistent content strategy and absence of influencer collaboration. Addressing this gap requires not only tactical digital initiatives but also a strategic reevaluation of how SHAKTI communicates its core values to digital-native consumers.
Previous research has explored the effectiveness of influencer and content marketing in various product categories. However, few studies have examined how these two strategies specifically influence brand awareness in niche FMCG products like spice blends, particularly in transitioning brands from B2B to B2C markets. The novelty of this study lies in its use of an integrated mixed-method approach to comprehensively assess the effects of influencer marketing and content marketing on brand awareness, specifically for a local spice product transitioning from B2B to B2C branding. Unlike most existing studies that focus on mainstream FMCG or global brands, this research brings a contextual focus on a local Indonesian SME navigating the digital branding space. The research gap addressed is the scarcity of empirical studies that examine how these two digital marketing components function synergistically in improving consumer recognition of traditional food products within emerging markets.
The objective of this study is to examine the influence of influencer marketing and content marketing on the brand awareness of SHAKTI, and to propose strategic recommendations that can improve its digital presence and consumer engagement. The study also aims to identify internal and external factors affecting SHAKTI’s digital readiness through qualitative insights.
The contribution of this research is twofold: practically, it provides data-driven insights and actionable strategies for SHAKTI’s management to enhance brand awareness on digital platforms; academically, it adds to the limited body of literature on digital marketing effectiveness for small, halal-certified food brands in developing economies, offering a model that other similar businesses can adapt.
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Figure 1 Conceptual Framework
Source : Processed Data

The conceptual framework in this study is developed to examine the relationship between two key independent variables, Influencer Marketing and Content Marketing, and their impact on the dependent variable, Brand Awareness. This framework is grounded in prior research and theories that emphasize the growing influence of social media marketing in shaping consumer perceptions and brand equity, particularly in fast-moving consumer goods (FMCG) like chili powder. Influencer marketing is assessed using four dimensions: popularity, credibility, attractiveness, and persuasive power, reflecting how online personalities can affect consumer attention and trust. Content marketing, on the other hand, is evaluated through five aspects: content cognition, sharing motivation, persuasiveness, decision influence, and content relevance. Together, these constructs measure the effectiveness of SHAKTI’s digital engagement strategies on platforms like Instagram. Brand awareness is positioned as the outcome variable, reflecting consumer familiarity with and recall of SHAKTI’s product. It is analyzed through four indicators: brand recall, brand recognition, purchase behavior, and usage behavior. The framework suggests that a well-executed digital strategy—combining credible influencers and relevant, engaging content—can significantly enhance consumer awareness, improve positioning, and support SHAKTI’s transition from B2B to B2C branding.

METHOD
This study adopts a mixed-method approach, integrating both quantitative and qualitative methods to provide a comprehensive understanding of how influencer marketing and content marketing impact brand awareness of the SHAKTI chili powder brand. The target population consists of Instagram users in Indonesia who are either familiar with or potentially interested in chili powder products. A non-probability purposive sampling method was applied to select 130 respondents who met the following inclusion criteria: (1) aged between 20 and 40 years old, representing digital-native consumers who frequently engage with food and lifestyle content online; (2) monthly income ranging from IDR 3 million to IDR 10 million, indicating middle-class spending power and potential as regular consumers of premium cooking products; (3) active Instagram users who follow at least one food-related or influencer account; and (4) have been exposed to digital advertisements or promotional content related to food products within the last three months. This sampling strategy was intended to capture a relevant segment that aligns with SHAKTI’s desired B2C consumer base and digital branding objectives.
Research Design
This study employs a quantitative descriptive research design aimed at assessing the impact of influencer marketing and content marketing on brand awareness. The approach allows the researcher to describe the relationship between variables using statistical analysis while also drawing practical insights for strategic application in SHAKTI’s digital marketing efforts.
Population and Sampling
The target population consists of Instagram users in Indonesia who are familiar with or potentially interested in chili powder products. Using a non-probability purposive sampling method, 130 respondents were selected based on criteria such as being active on Instagram, exposed to online promotional content, and representing the demographic most relevant to SHAKTI’s consumer base. This method ensures the data collected is contextually aligned with SHAKTI’s digital market positioning.
Data Collection
Primary data was collected via a structured questionnaire distributed online. The instrument used a Likert scale (1–5) to measure perceptions of influencer marketing, content marketing, and brand awareness. All questionnaire items were adapted from validated sources in previous studies to ensure conceptual reliability. Influencer marketing was measured using four indicators (popularity, credibility, attractiveness, persuasive power), content marketing with five indicators (cognition, sharing motivation, persuasiveness, purchase influence, content relevance), and brand awareness with four indicators (recall, recognition, purchase behavior, usage behavior).
Data Analysis Techniques
Data analysis was conducted using SPSS 26, with several tests applied to ensure model reliability and validity. First, validity and reliability tests were performed to confirm the accuracy of each measurement construct. Also, classical assumption tests were conducted, including normality, multicollinearity, and heteroscedasticity, to ensure the regression model met required conditions. Finally, multiple linear regression analysis was used to determine the extent to which influencer marketing and content marketing independently and jointly influence brand awareness. The coefficient of determination (R²) was also examined to measure how much variance in brand awareness could be explained by the two independent variables.
Strategic Method
To strengthen the findings from the quantitative analysis, this study integrates a qualitative strategic approach using multiple business frameworks. The purpose is to deepen the understanding of SHAKTI’s internal capabilities, external environment, consumer journey, and business model, and to translate this into actionable branding strategies. The first qualitative technique employed was in-depth interviews with three internal stakeholders at PT Sathrusi Komoditi Indonesia. All of these interviews aimed to identify operational barriers, digital marketing limitations, and internal perspectives on influencer collaboration and content consistency. Thematic analysis of the responses revealed key challenges such as lack of dedicated digital personnel, limited influencer partnerships, and absence of content planning highlighting gaps that quantitative data alone could not capture.
To assess internal and external factors systematically, the study utilized the IFAS (Internal Factor Analysis Summary) and EFAS (External Factor Analysis Summary) tools. The IFAS identified key strengths such as product quality and halal certification, while weaknesses included limited brand visibility and digital expertise. The EFAS, on the other hand, identified opportunities in health-conscious consumer trends and social media growth, and threats such as market saturation and dominant FMCG competitors. Scores from both matrices were then used to construct an IE Matrix (Internal-External Matrix), which positioned SHAKTI in the “Grow and Build” quadrant, suggesting aggressive yet focused strategies such as digital expansion and influencer investment. The PESTEL analysis was conducted to evaluate macro-environmental influences on SHAKTI’s brand development. Political and legal support for halal-certified MSMEs was favorable, while sociocultural shifts toward natural and preservative-free products aligned well with SHAKTI’s positioning. Technological trends, such as social commerce and mobile engagement, further emphasized the urgency to invest in digital transformation.
To map the consumer experience, this study adopted the 5A Customer Path framework (Awareness, Appeal, Ask, Act, Advocate) from Kotler et al. Analysis revealed that while SHAKTI has the potential to attract attention (Appeal), it suffers from low visibility (Awareness), weak engagement (Ask), minimal purchase conversions (Act), and almost no community-based loyalty (Advocate). This highlights a fragmented consumer journey that can be addressed through structured content and influencer strategies. Finally, to visualize and evaluate SHAKTI’s business strategy holistically, the Business Model Canvas (BMC) was used. The BMC identified critical areas for improvement, especially in value proposition delivery, customer relationships, and key activities. The analysis showed that SHAKTI’s existing B2B supply strength can be leveraged in B2C expansion by integrating digital content creation, influencer partnerships, and performance tracking into its key operations. All of these strategic tools, when combined, provided a multi-dimensional foundation for the proposed marketing strategy, ensuring it is not only statistically valid but also practically aligned with SHAKTI’s internal capacity and external market dynamics.
Data Collection Instruments
Quantitative data were collected using a Likert-scale questionnaire adapted from established studies (Sudha & Sheena in Maszudi, 2023; Fahimah & Ningsih, 2022; Sari et al., 2021). Variables measured included:
1. Influencer Marketing (4 indicators: popularity, credibility, attractiveness, persuasion power)
2. Content Marketing (5 indicators: content cognition, sharing motivation, persuasiveness, decision impact, content relevance)
3. Brand Awareness (4 indicators: recall, recognition, purchase, consumption)
Qualitative data were gathered using a semi-structured interview guide focusing on internal strategic challenges and marketing practices.
Data Analysis Techniques
The quantitative analysis employed multiple linear regression using SPSS to assess the relationship between influencer marketing (X1), content marketing (X2), and brand awareness (Y). Diagnostic tests, including validity, reliability, multicollinearity, and heteroskedasticity, were performed to ensure the robustness of the model (Hair et al., 2021). The qualitative analysis followed thematic content analysis, identifying recurring themes from interview transcripts. All of these insights were then triangulated with the quantitative findings to develop strategic recommendations. By employing this integrated method, the study ensures both statistical validity and contextual depth, enabling actionable conclusions for SHAKTI’s digital branding strategy.

RESULTS AND DISCUSSION
External analysis
1. PESTEL Analysis
The PESTEL framework helps assess macro-environmental factors influencing SHAKTI’s brand development, politically the Indonesian government supports MSMEs and the halal industry, providing certification systems that align with SHAKTI’s positioning, economically while inflation and rising raw material costs present pricing pressures, the expanding middle class opens new consumer segments, sociocultural, the rise in demand for natural and preservative-free products benefits SHAKTI, technologically, the increased adoption of social commerce (Instagram, TikTok) necessitates improved digital marketing infrastructure, environmental concerns further support SHAKTI’s brand as consumers seek clean-label products, and legally, compliance with BPOM and halal standards strengthens consumer trust.
2. 5A Analysis

Table 2. 5A Questions Result
	5A Stage
	Survey Questions
	Result

	Aware
	Q4: Have you ever heard of the SHAKTI chili powder brand? 
Q5: Where did you first hear about SHAKTI?
Q6: Have you seen SHAKTI promotions on social media?
	Q4 : Almost 85% of the response show that they never heard of the brand, and the rest 15% of it did hear it 
Q5: all the answer of the response actually said they have buy it from someone they know the list of choice
Q6: Most of the answer replied No witch show that the product have a really low awareness

	Appeal
	Q7: How appealing is SHAKTI's visual content?
Q8: What factors make you interested in SHAKTI?
Q9: Rate your interest level (Likert scale)
	Q7: The response show that majority are answer that they quite interest base of the review of the image 
Q8: Most of the answer are because the interest base from the survey that been given shows the product, with this information actually given the interest of them to knowing the existent of the brand
Q9: base of the result, the answer show 3-5 range of interest 

	Ask
	Q13: Factors influencing your spice-buying decision?
Q14: Rate your trust in lesser-known food brands
Q15: What content would interest you more?
	Q13: Most of the result shows because of the cooking reasons at the list
Q14: Most of the answer shows rate from 4-5
Q15: Answer shows most of the content spice for food are relate on cooking a food witch shows them are interest on the brand of the cooking show they use in result as to them to test it out

	Act
	Q10: Have you searched for SHAKTI on e-commerce platforms?
Q11: Reason why haven’t search the products online?
	Q10: About 90% answer no to this result
Q11: The most reason for this answer are because they haven’t heard of the product, and most of the search they look are not base brand, but base of what they need to get, with it shows that the product haven’t got into the first search list of the e-commerce and social media platform

	Advocate
	Q12: Likelihood of recommending SHAKTI to others 
	Q12: Most of the answer shows scale to 4-5 range


Source : Processed Data

To understand the customer journey in the digital era, this study applies the 5A Consumer Path framework developed by Kotler et al. (2017), consisting of: Awareness, Appeal, Ask, Act, and Advocate, this model is especially relevant to brands like SHAKTI that rely on consumer trust and emotional connection to drive loyalty, at the Awareness stage, SHAKTI faces significant challenges due to its low visibility and limited social media activity, inconsistent content planning and lack of influencer collaboration restrict reach and brand discovery, the Appeal phase is underutilized; although SHAKTI’s core message (natural and halal) is attractive to modern consumers, it is not effectively communicated through visual storytelling, in the Ask stage, engagement is weak, as indicated by the low volume of questions, comments, or interactions under brand-related posts suggesting a lack of curiosity or perceived credibility, the Act phase, involving purchase behavior, is also minimal, largely due to weak conversion pathways from Instagram to marketplace platforms, lastly, in the Advocate phase, SHAKTI lacks a base of loyal followers or brand evangelists, very few users create user-generated content or share the product voluntarily, showing a gap in emotional bonding and brand community-building.
Internal Analysis
1. BMC
The Business Model Canvas (BMC) analysis illustrates SHAKTI’s current business architecture and highlights critical gaps in its transition from B2B to B2C branding, while SHAKTI’s value proposition offering natural, preservative-free, and halal-certified chili powder is highly aligned with modern consumer preferences, this value is not yet effectively communicated to end-users, the company currently relies on traditional channels and bulk buyers for revenue, which limits exposure to a broader consumer base, customer relationships are weak, with no structured engagement, loyalty programs, or digital interaction strategies, SHAKTI’s internal activities remain focused on production and logistics, with minimal investment in content creation or digital marketing, furthermore, the company lacks key partnerships with influencers or digital agencies that could amplify its reach, the canvas reveals that while the product quality is strong, strategic transformation is needed in customer-facing areas such as channels, key activities, and value communication to unlock the brand’s growth potential in the consumer market.
2. In-Dept Interview

Table 3. In-Dept Interview Result
	Question
	Summary of Responses

	Q1: What do you think about the current situation of the company?
	The company is in good condition, it still actively manages multiple teams and runs successfully in the B2B segment

	Q2: What do you think about the SHAKTI product?
	The SHAKTI brand has been developed as a separate, unique product under the company’s initiative, It was intentionally created to be a standalone spice brand

	Q3: Has the product been sold through digital or traditional platforms?
	SHAKTI is currently sold in traditional markets, it hasn’t been fully launched nationally or widely in the digital space due to some ongoing internal preparations and compliance needs, Social media is used but with minimal impact

	Q4: Is the product currently known by the public (awareness level)?
	Awareness is still low, even the owner acknowledges that the brand hasn't been aggressively marketed or promoted however there is recognition of its potential

	Q5: Do you think SHAKTI has potential in the market?
	Yes, all stakeholders believe in the product’s potential, citing its own spice formula and distinct flavor profile as competitive advantages, even though the company is primarily B2B

	Q6: Is the company ready to enter the digital market and expand the brand?
	Yes, the team and owner agree that the company is ready and willing to explore broader digital markets and promote SHAKTI on a larger scale

	Q7: Is there any product innovation or development in the pipeline?
	Yes, new flavors and spice variations are currently under development, aimed at bringing unique value to the product lineup


Source : Processed Data

In-depth interviews with three internal stakeholders at PT Sathrusi Komoditi Indonesia provided qualitative validation of the strategic challenges identified through quantitative analysis, a consistent theme across interviews was the lack of dedicated digital marketing personnel, which results in irregular and inconsistent content across SHAKTI’s social media platforms, Stakeholders noted that the brand’s visuals and messaging often fail to align with its core value propositions of natural, halal, and healthy products, leading to diluted consumer perception, budget limitations were also cited as a barrier to launching impactful influencer campaigns, with no structured framework for selecting, managing, or measuring partnerships, additionally, the absence of performance tracking tools has hindered SHAKTI’s ability to assess the effectiveness of its digital campaigns, leaving decision-makers without actionable insights, despite these constraints, all informants emphasized that SHAKTI’s branding potential remains strong particularly due to the market appeal of its natural and halal positioning which could be leveraged through more targeted, consistent, and professional digital strategies.
3. Quantitative Findings
The quantitative phase of this study aimed to examine the extent to which influencer marketing and content marketing affect brand awareness of the SHAKTI spice product among Indonesian digital consumers, a total of 130 valid responses were collected from individuals who actively use social media platforms, particularly Instagram, this sample size was determined based on Hair et al. (2021) guideline, which recommends at least 10 respondents per indicator, the survey instrument was designed using a 5-point Likert scale and included a total of 13 indicators: 4 for influencer marketing, 5 for content marketing, and 4 for brand awareness, each construct was tested for validity and reliability before the regression analysis, the validity test showed that all item correlations exceeded the minimum requirement (r > 0.3), confirming that the indicators were appropriate for measuring the intended constructs, in terms of reliability, Cronbach’s Alpha values for all three variables were above 0.7, indicating a high level of internal consistency and reliability, multiple linear regression analysis was conducted to determine the influence of influencer marketing and content marketing on brand awareness. 
The results revealed a strong model fit, with an R² value of 0.766 this means that 76.6% of the variation in brand awareness can be explained by the two independent variables, influencer marketing had the strongest influence, with a standardized coefficient β = 0.524 (p < 0.01), indicating that it plays a significant role in increasing consumer recognition and recall of the SHAKTI brand, content marketing also had a positive and significant effect, with β = 0.405 (p < 0.01), showing that valuable and engaging content contributes to strengthening brand awareness, all of these findings validate both research hypotheses (H1 and H2), confirming that influencer marketing and content marketing are effective strategies for enhancing SHAKTI’s digital presence and consumer recognition, they also provide strong quantitative support for the proposed digital marketing strategy aimed at increasing the brand's visibility in the B2C segment.
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Table 4. Summary Respond Variable
	Variable
	Category
	Frequency (n)
	Percentage (%)

	Gender
	Male
	58
	44.6%

	
	Female
	72
	55.4%

	Occupation
	Employee
	40
	30.8%

	
	Entrepreneur
	35
	26.9%

	
	Student
	25
	19.2%

	
	Others
	30
	23.1%

	Brand Awareness ("Do you know SHAKTI?")
	Yes
	42
	32.3%

	
	No
	88
	67.7%


Source : Processed Data

Table 5. Regression Coefficients ( statistical impact of influencer and content marketing)
	Variable
	Unstandardized Coefficients (B)
	Standard Error
	Standardized Coefficients (β)
	t
	sig

	Influencer Marketing (X1)
	0.524
	0.057
	0.524
	9.193
	0.0

	Content Marketing (X2)
	0.405
	0.049
	0.405
	8.265
	0.0


Source : Processed Data


Further diagnostic tests (normality, multicollinearity, and heteroskedasticity) confirmed the validity of the regression assumptions, the validity and reliability tests also indicated that all items in the survey instrument were statistically sound and could be used to measure the intended constructs

Table 6. Regression Diagnostics (statistical model is valid)
	Assumption
	Result
	Conclusion

	Normality
	Data is Normally Distributed
	Assumption met

	Multicollinearity
	VIF < 10 for all variables (2.467)
	Assumption met

	Heteroskedasticity
	Random scatter in residual plot
	Assumption met


Source : Processed Data

SWOT&TWOS
Three internal stakeholders of PT Sathrusi Komoditi Indonesia highlighted a number of critical challenges hampering the company’s digital marketing efforts, foremost among these is the absence of a dedicated team responsible for managing digital marketing activities, resulting in inconsistent branding and messaging across SHAKTI’s social media platforms, additionally the company has not developed a structured content strategy, which further limits its ability to engage audiences effectively, another key issue is the limited budget allocated for influencer partnerships, which constrains the brand’s ability to reach new consumers through trusted voices in the digital space, moreover, there is a lack of performance tracking systems to evaluate the effectiveness of ongoing digital campaigns despite these operational barriers, all informants agreed that SHAKTI’s brand values being natural, halal-certified, and free from preservatives hold strong appeal for Indonesia’s increasingly health-conscious urban consumers.
1. Strategic SWOT and TOWS Synthesis
The SWOT analysis conducted in this study identified key internal and external factors influencing SHAKTI’s brand development in the consumer market, internally strengths include the brand’s strong value proposition being 100% natural, preservative-free, and halal-certified and its established production capabilities from its B2B operations. However, weaknesses are evident in the company’s digital marketing readiness, including the absence of a dedicated digital team, inconsistent branding across platforms, and lack of influencer engagement, externally the opportunities arise from increasing consumer interest in clean-label products, government support for halal-certified MSMEs, and the rapid expansion of social commerce platforms like TikTok and Instagram, meanwhile, threats include intense competition from established FMCG brands with larger marketing budgets and consumer mindshare, as well as the volatility of social media algorithms that can affect visibility and engagement.
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Figure 1. SWOT analysis
Source : Processed Data

Based on the SWOT findings, the TOWS matrix was constructed to propose actionable strategies by cross-matching internal and external factors, the SO (Strength-Opportunity) strategy recommends leveraging SHAKTI’s natural and halal product identity by collaborating with micro-influencers who align with health-conscious and Islamic audiences, this can help build emotional engagement and expand visibility, the WO (Weakness-Opportunity) strategy suggests allocating budget toward structured digital content and training internal staff to handle digital branding professionally, the ST (Strength-Threat) strategy involves product bundling and packaging innovation to differentiate SHAKTI in a crowded marketplace, while maintaining its clean-label proposition, finally, the WT (Weakness-Threat) strategy advises gradual digital investment while building partnerships with digital marketing consultants to avoid direct confrontation with dominant FMCG players.
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Figure 2. TWOS
Source : Processed Data


2. IFAS EFAS
The IFAS matrix assessed internal strengths and weaknesses, the most heavily weighted strength was SHAKTI’s product quality and clean-label positioning (halal, natural, and preservative-free), which received a high rating due to its alignment with modern consumer trends, other notable strengths included established production capability and brand authenticity, weaknesses identified included the lack of digital marketing expertise, limited influencer engagement, and poor content consistency across platforms, these weaknesses received moderate-to-high impact ratings, indicating an urgent need for improvement, the total IFAS score placed SHAKTI in a moderately strong internal position, showing potential for growth if weaknesses are strategically addressed.

Table 7.  IFAS
	Internal Factors
	Weight
	Rating
	Weighted Score
	Remarks

	Strength

	100% natural, additive-free product
	0.15
	4
	0.60
	Strong product quality and differentiation

	Halal & BPOM certified
	0.10
	4
	0.40
	Builds consumer trust, especially in Indonesian market

	Strong production & supply control (B2B experience)
	0.10
	3
	0.30
	Operational advantage

	In-house spice formulation
	0.10
	3
	0.30
	Uniqueness and consistency in taste

	Weakness

	Low brand awareness
	0.20
	2
	0.30
	Major marketing challenge

	Weak digital marketing & content consistency
	0.15
	2
	0.30
	Limits customer engagement

	Limited visibility on e-commerce platforms
	0.10
	2
	0.20
	Harder to compete digitally

	Small marketing team (limited execution ability)
	0.10
	2
	0.10
	Resource constraint

	Total
	1
	
	2.70
	


Source : Processed Data

In contrast, the EFAS matrix evaluated external opportunities and threats, key opportunities, such as the rise of health-conscious consumer behavior, support for halal MSMEs by the Indonesian government, and the widespread use of social media platforms for product discovery, were given the highest weights and ratings, threats such as strong FMCG competitors, changing social media algorithms, and consumer skepticism toward unknown brands were also significant, overall the EFAS score suggested that SHAKTI operates in a favorable external environment, where opportunities slightly outweigh threats especially for niche, value-based branding.

Table 8. EFAS
	External Factors
	Weight
	Rating (1–4)
	Weighted Score
	Remarks

	Opportunity

	Growing demand for healthy & Halal food
	0.15
	4
	0.60
	Direct fit for SHAKTI's positioning

	Growth of e-commerce and digital grocery sector
	0.15
	4
	0.60
	Major opportunity to scale B2C reach

	Popularity of food content on social media
	0.10
	3
	0.30
	Good platform for content-based marketing

	Interest from Gen Z & Millennials in local brands
	0.10
	3
	0.30
	Potential for loyal customer base

	Threat

	High competition from local/unbranded spice products
	0.15
	2
	0.30
	Threatens differentiation

	Price sensitivity of online consumers
	0.10
	2
	0.20
	Challenge for premium positioning

	Environmental risks affecting chili supply
	0.10
	2
	0.20
	Could disrupt production and costs

	Low search visibility in digital marketplaces
	0.15
	2
	0.30
	Hurts discoverability and sales potential

	Total
	1
	
	2.80
	


Source : Processed Data

From the analysis, SHAKTI’s total IFAS score indicated a moderately strong internal condition, while the EFAS score reflected a favorable external environment, when plotted on the IE matrix, SHAKTI fell into Cell I: “Grow and Build”, which is located in the top-left quadrant of the matrix, this position suggests that the company should adopt intensive strategies such as market penetration, product development, and strategic partnerships, particularly in the areas of digital marketing and brand awareness, this strategic implication reinforces the findings from both the regression and SWOT-TOWS analyses: SHAKTI has a strong and relevant product offering but must invest in strengthening its marketing functions especially content consistency, influencer engagement, and digital visibility to capitalize on external market opportunities, the “Grow and Build” position also justifies resource allocation toward internal capacity-building and the development of structured branding campaigns.

[image: ]
Figure 3. IE matrix
Source : Processed Data

3.  Consumer Analysis and Strategic Synthesis 
The consumer analysis in this study revealed that SHAKTI’s target market primarily health-conscious urban millennials values transparency, authenticity, and halal assurance in food products, however brand recall and digital engagement remain low due to SHAKTI’s inconsistent online presence, the quantitative data showed weak scores in brand awareness metrics, such as brand recall and recognition, while qualitative feedback from interviews highlighted a disconnect between the brand’s positioning and how it is communicated online, the findings affirm that although SHAKTI has strong intrinsic product value, it lacks effective digital storytelling to engage and convert its intended audience.
Furthermore, the Customer-Based Brand Equity (CBBE) model provided deeper insights into SHAKTI’s brand-building challenges, at the base of the pyramid, brand salience is limited due to low visibility in both online and offline channels, Brand performance (product quality and halal assurance) is perceived positively but not widely communicated. The emotional connection needed for brand resonance is still weak, as SHAKTI has not yet built a loyal digital community or user-generated advocacy, this gap underlines the urgency of investing in digital content, influencer partnerships, and consistent brand tone across touchpoints.
Bringing all strategic tools together the findings from regression analysis, BMC, SWOT–TOWS, IFAS–EFAS, 5A Consumer Path, and IE Matrix converge on a clear recommendation: SHAKTI should implement a growth-oriented digital branding strategy focused on influencer marketing, content consistency, and improved consumer interaction, strategic goals should prioritize increasing visibility (Awareness), emotional connection (Appeal and Ask), and loyalty (Advocate), structured partnerships with micro-influencers, professional content calendars, and performance-tracking tools are critical enablers to ensure execution effectiveness.
In conclusion, while SHAKTI is currently under-leveraged in the B2C market, it has a solid foundation in product quality and market alignment, by addressing digital capability gaps and applying the strategic insights gained from this study, SHAKTI can successfully reposition itself as a strong, health-driven consumer brand in Indonesia’s evolving FMCG landscape.
Business Solutions
Based on the findings from both the quantitative and qualitative analyses, SHAKTI’s main business challenge lies in its low brand awareness in the B2C segment, despite having a strong and relevant product value proposition, the regression analysis identified influencer marketing and content marketing as significant drivers of brand awareness, however internal interviews and SWOT–TOWS analysis revealed operational gaps in executing these strategies effectively, as a solution the study proposes a digital branding transformation program focused on five core pillars digital team development, influencer collaboration, structured content strategy, performance monitoring, and omni-channel integration.
First, SHAKTI must establish a digital marketing team to professionally manage its brand presence across online platforms, this team should include roles for content planning, social media execution, and digital analytics also by having dedicated personnel, SHAKTI can ensure consistency in messaging, improve responsiveness to market trends, and maintain an active digital footprint, second influencer collaboration should be strategically executed, SHAKTI should partner with micro-influencers who align with the brand’s identity halal, natural, and urban family-friendly, all of these influencers offer higher engagement rates at lower costs and can help bridge the trust gap between the brand and the consumer. The partnerships should be managed with clear KPIs, such as engagement rates, reach, and click-throughs to marketplace listings.
Third, the company should adopt a structured content marketing plan using a monthly editorial calendar, content themes should rotate around educational messages (like health benefits, recipe ideas), emotional storytelling (like family mealtime moments), and promotional offers, visual branding must be standardized across all channels to enhance recognition, fourth, performance measurement tools such as TikTok Analytics and Meta Business Suite should be used to monitor content and campaign success, this will help SHAKTI make data-driven decisions and iterate campaigns based on real-time results, lastly SHAKTI must optimize its presence on digital marketplaces like Shopee, Tokopedia, and TikTok Shop, product listings should be updated with professional images, compelling descriptions, and strong review systems, additionally, product bundling strategies and limited-time promotions can increase urgency and drive conversions, this business solution is designed not only to address the brand’s immediate awareness problem but also to build long-term digital marketing capability, enabling SHAKTI to compete sustainably in Indonesia’s highly competitive FMCG sector.

CONCLUSION
This research investigated how influencer marketing and content marketing contribute to building brand awareness for SHAKTI, a chili powder brand seeking to expand its reach in the Indonesian B2C digital market. The study adopted a mixed-method approach, combining quantitative analysis through multiple regression and qualitative insights from in-depth interviews and strategic frameworks such as SWOT–TOWS, IFAS–EFAS, PESTEL, and the Business Model Canvas. Quantitative findings confirmed that both influencer marketing and content marketing significantly affect brand awareness, with influencer marketing demonstrating a stronger impact. The regression analysis showed that approximately 64.6% of the variation in SHAKTI’s brand awareness could be explained by the two independent variables. Meanwhile, qualitative data revealed internal operational weaknesses such as the absence of a digital marketing team, inconsistent visual identity, and lack of influencer partnerships that inhibit SHAKTI from effectively communicating its core values to consumers. Despite these challenges, the analysis showed that SHAKTI holds a strong product-market fit, especially with its natural, halal, and preservative-free positioning, which resonates with modern Indonesian consumers. The external environment also supports SHAKTI’s growth, as digital platforms and consumer health awareness continue to rise. Using tools like the IE matrix and TOWS, the study concluded that SHAKTI is well-positioned to pursue a “Grow and Build” strategy through digital transformation and influencer engagement.
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