
CHAPTER 5

CONCLUSION & RECOMMENDATION

5.1 Summary of Findings

The analysis of consumer behavior towards Social Enterprise (SE)

products in Indonesia reveals a diverse market landscape with varied engagement

levels and complex social influence dynamics. While a majority actively explores

and gathers information about SE products, social circles exert mixed influence on

purchasing decisions. Consumer alignment with ethical and sustainable values is

evident, emphasizing the importance of transparently communicating a company's

social mission. Demographic factors play a significant role, indicating the need

for targeted approaches based on age, gender, income, education, and household

size. The integration of the Theory of Planned Behavior and Jobs-to-be-Done

framework provides a robust foundation for understanding consumer motivations.

For SEs, adaptability and continual refinement of strategies are crucial to navigate

the nuanced landscape and contribute to the promotion of socially responsible

consumption in Indonesia. Practical recommendations include tailored marketing,

influencer partnerships, clear mission communication, attention to product design,

and educational initiatives as outlined below.

1. Tailored Marketing Campaigns: Social Enterprises (SEs) are encouraged to

craft marketing campaigns tailored to resonate with the diverse values and

interests of Indonesian consumers. By highlighting the unique cultural

significance of their products and aligning with local wisdom, SEs can

elevate the appeal of their offerings. Tailored marketing strategies have the
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potential to establish stronger connections with the Indonesian consumer

base, fostering a sense of cultural affinity and relevance. Emphasizing the

cultural context in marketing efforts not only enhances the attractiveness of

SE products but also establishes a deeper connection with the target audience,

reflecting an understanding and appreciation of the local ethos.

2. Collaborative Influencer Partnerships: Engaging with local influencers and

opinion leaders can significantly impact consumer perceptions. Collaborative

efforts to promote SE products through influential figures can enhance

credibility and reach a wider audience.

3. Enhance Communication of Social Mission: Capitalizing on the favorable

predisposition towards products rooted in a robust social mission, Social

Enterprises (SEs) ought to ensure transparent communication of their impact.

Participants express trust founded on a confluence of service quality, ethical

considerations, and positive personal interactions with brands aligning with

their values. By transparently showcasing the positive environmental and

social outcomes resulting from purchases, SEs can fortify consumer trust.

Clear communication acts as a pivotal element in reinforcing the perceived

alignment between consumer values and the mission of SEs, thereby fostering

stronger connections with the target audience.

4. Product Design and Aesthetics: Respondents have articulated a preference for

contemporary and visually appealing designs. Social Enterprises (SEs) are

advised to allocate resources towards enhancing product aesthetics while

upholding cultural relevance. Striking a balance between modernity and

cultural resonance can significantly augment the overall attractiveness of
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products, particularly catering to the urban demographic. By incorporating

design elements that resonate with modern aesthetics and align with cultural

contexts, SEs can effectively capture the interest and preference of the target

audience, thereby potentially expanding their market reach.

5. Education and Awareness Programs: These programs hold the potential to

bridge the diverse gaps in engagement and comprehension of Social

Enterprises (SEs). These initiatives play a crucial role in elucidating the

ethical and sustainable dimensions inherent in SE products. For instance,

certifications prominently featured on product packaging, including symbols

denoting cruelty-free, vegan, BPOM (Indonesian National Agency of Drug

and Food Control) compliance, and not tested on animals, serve as

informative indicators. These visual cues offer a streamlined approach to

convey the ethical characteristics of SE products, catering to individuals who

may not be inclined to conduct in-depth research on such attributes. As a

result, educational efforts and clearly communicated certifications contribute

to a broader understanding and appreciation of the ethical considerations

associated with SEs, fostering a more informed and engaged consumer base.

5.2 Recommendation for Further Research:

Given the positive relationships established in this study, further research

could delve deeper into the specific factors within attitude, perceived behavioral

control, and subjective norms that exert influence on behavioral intentions. This

may involve examining the interplay of emotions, cultural influences, and social

contexts in shaping consumer preferences for SE offerings. Investigating

innovative approaches to product development and how these innovations
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resonate with consumers can be a valuable area of research. Understanding the

role of innovation in enhancing the attractiveness of SE products and addressing

consumer needs would provide insights for both SEs and policymakers.

5.3 Implication

The research findings imply that SEs in Indonesia have an opportunity to

thrive by strategically aligning their products with the values and preferences of

the local consumer base especially in Java and Bali. The positive inclination

towards ethical and sustainable products creates a favorable environment for SEs

to make a meaningful impact. However, it's crucial to address diverse consumer

needs and preferences through targeted and culturally sensitive approaches. For

SEs operating in Indonesia, the research findings might serve as a roadmap for

navigating the complex landscape of consumer behavior. By recognizing and

responding to the nuanced preferences and influences identified in the study, SEs

can not only enhance their market presence but also contribute meaningfully to

the promotion of socially responsible consumption in Indonesia. The multifaceted

nature of the findings highlights the importance of adaptability and continual

refinement of strategies to align with the ever-evolving dynamics of the

Indonesian market.
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