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PREFACE 

 

 

Needs for innovation, entrepreneurship and growing small businesses are increasing in a constantly 

changing world and tightly competitive economy. The growth of small businesses through 

innovation and the growing number of entrepreneurs are critical in gaining prosperity of a society.  

This issue is faced by countries in the world, developing and developed countries.  Many countries 

are successful in addressing this issue, others are still struggling.  Developing countries, such as 

Indonesia, with a very limited number of growing entrepreneurs and a very large number of not-

growing small businesses, are facing a big challenge in shaping their prosperity. Efforts in creating 

new entrepreneurs and in growing small businesses are increasing.  Many educational institutions 

create new programs in entrepreneurship.  

 

The dynamic, unprecedented, and interconnected nature of today’s business has called for scholars 

to do research in producing knowledge, useful in supporting innovation, entrepreneurship, and 

small businesses.  The Indonesia International Conference on Innovation, Entrepreneurship, and 

Small Business (IICIES) was initiated in 2009 by the Center for Innovation, Entrepreneurship, and 

Leadership (CIEL), the School of Business and Management (SBM) at Institut Teknologi Bandung 

(ITB).  Throughout the years, we constantly challenge ourselves to learn, study, and create local 

knowledge with global mindset to provide some lights in the development of new entrepreneurs and 

small businesses. This Conference provides a venue for Indonesian scholars and a network with 

international experts to collaborate.  

 

This 5th IICIES has attracted more than 300 abstract submissions, about 200 papers were reviewed 

and more than 100 papers will be presented with the topics ranging from entrepreneurship theory to 

creativity and innovation, to entrepreneurship education, from social entrepreneurship to corporate 

entrepreneurship, from small business to family business, to growing business. Authors come from 

various institutions in Indonesia and from more than 10 countries. At least 300 researchers and 

participants from many universities and several countries are attending to this Conference.  Part of 

these presented papers will be included in the special issue of Procedia - Social and Behavioral 

Science (SBSPRO), published by Elsevier.  This shows the significant improvement on paper 

reviewing process. 

 

In this occasion, I am honored to thank all contributors to the Conference including all Authors and 

Reviewers. Also, I have been blessed to work with a dedicated Organizing Committee, consisting of 

Colleagues at the Center for Innovation, Entrepreneurship, and Leadership (CIEL) SBM-ITB.  

 

Thank you.  

 

Dwi Larso, Ph.D. 

Conference Chair 

 



viii 

 



ix 

 

SECTION 1 – ENTREPRENEURSHIP 1 

  

Constraints on Women’s Business: Case Study in Informal Sector 
Sauptika Kancana, M.Si 

University of Pembangunan Nasional “Veteran” Yogyakarta 

 

3 

Changes in Bio-Industry Management and Entrepreneurship Participant 

Student’s Entrepreneurship Attitudes: Before and After Course 
Sudrajati Ratnaningtyas, Evy Rachmawati 

Institut Teknologi Bandung 

 

11 

Industry Development Strategy Policy Batik Jambi and Banten Through SWOT 

Analysis 
Mutia Tri Satya dan Abdul Fidayan 

STIE Ekuitas dan USB YPKP 

 

19 

Consumer Perceptions towards Islamic Spa Approach (I.S.A) in Islamic 

Tourism 
Wan Sofira Eliza Bt Hj. Wan Yusof, Prof. Dr Mohamed Dahlan Bin Ibrahim 

University Malaysia Kelantan 

 

27 

Dimensions of Local Economic Development: Social entrepreneurship, The  

Local Community, Triple Helix Idea and the Global Value Chain: Towards a 

multi-level, multi actor model 
Dr. Bartjan Pennink 

University of Groningen 

 

35 

A Study on Entrepreneurial Sustainability on Edible Bird Nest Industry Using 

Self-Efficacy Theory As an Approach 
Wan Khairy bin Wan Ibrahim, Dr Mohd Rafi  Yaacob 

Faculty of Entrepreneurship and Business, University Malaysia Kelantan, Malaysia 

 

43 

Analysis of Family Owned Enterprise Continuity 
Anita Maharani, Arya Hadi Dharmawan, Eriyatno, Iin Mayasari 

Universitas Paramadina, Jakarta 

 

53 

Indonesian Women Visualisation In Media 
Ira Wirasari 

STISI Telkom, Bandung 

 

59 

The Application of CSR Model through Community Empowerment Program 

with Skills in The Community of Cicadas-Bandung Region, West Java 
Fajar Ciptandi 

Telkom Creative Industries School, Bandung 

 

 

65 



x 

 

Corporate Entrepreneurship Orientation and Strategic Planning in 

Performance of Company 
Agatha Rinta Suhardi 

FEB Univesitas Widyatama, Bandung 

 

71 

Women Copreneur vs Women Employee; How is Their Work Family Conflict 

Dynamic ? 
Cicilia Larasati Rembulan 

Fakultas Psikologi, Universitas Ciputra, Surabaya 

 

 

 

77 

The Effect of Attitude Entrepreneurship and Competence of Farmers Rice 

Technology Application of Organic and Utilization To Local Potential 

Implications 
Sri Hartati, Kartib Bayu 

School of Business and Management, Bandung Institute of Technology 

SAPPK, Bandung Institute of Technology 

 

87 

The Importance of Entrepreneurship Education Since Early 
Wiwin Purnomowati, Ismini, Dedy Usman Effendy 

Universitas Widyagama, Malang 

 

97 

The Social and Institutional Contex of Entrepreneurship: Revisit The Paper 

Written By A. Martinelli 
Abdul-Aziz Ab-Latif, Hamzah Dato‟ Abdul Rahman 

Universiti Malaysia Kelantan, Universiti Utara Malaysia 

 

105 

Developing Business Model for Architectural Firm Using Collective Innovation 

(Case Study: Desaindo Graha Imaji) 
Aditya Prashida 

Institut Teknologi Bandung 

 

113 

A Study n Entrepreneurial Sustainability On Edible Bird Nest Industry Using 

Self-Efficacy Theory As an Approach 
Natalia Christiani 

Universitas Ciputra 

 

133 

 

 

 

 

 

 



xi 

 

SECTION 2 – CREATIVITY AND INNOVATION 139 

  
Mapping the Research Gap: Indonesian Charitable Organizations 
Amalia E. Maulana,  Lexi Z. Hikmah 

Binus Business School, Bina Nusantara University, Indonesia  dan ETNOMARK Consulting, 

Indonesia 

 

141 

Country of Origin Among Users of Innovative Products 
Nuris Syafriyani Karima, Popy Rufaidah 

The School of Management, Faculty of Economics & Business dan Universitas Padjadjaran, 

Indonesia 

 

149 

Cluster Analysis of Growth Strategies Creative Industries in Indonesia 
Sri Herlina,  Qorri Aina 

Institut Teknologi Bandung 

 

161 

Analysis of Personal Factor that Affecting People in Purchasing and Consuming 

American Fried Chicken Fast Food  
Hengky Susanto,  Purwanto 

Faculty of Economics, President University, Indonesia 

 

167 

Spasi Artistik Interaktif untuk Anak (SAIA):  Creative Business Model Proposal 

for Children's Interactive Art Space and Art Therapy 
Elfitra Mercredi Augustin 

The School of Management, Faculty of Economics & Business dan Universitas Padjadjaran, 

Indonesia 

 

183 

Measuring Innovation Culture in Creative Organization Agate Studio  
Siska Noviaristanti 

Institut Manajemen Telkom 

 

197 

The Roles of Non/Governmental Organizations in Developing a City through 

Creative Industries 
Salfitrie R. Maryunani 

Institut Teknologi Bandung 

 

203 

Organizational Culture which Affects Growth and Succes of Small and Medium 

Enterprises (SMEs) In Several Cities in Indonesia 
Asep Darmansyah, Siti Herni Rochana, Acip Sutardi, Umi Zuraida 

Institut Teknologi Bandung 

 

215 

A  Good Learning  is  A Develop  Human Creativity and Innovation 
Nuning Y. Damayanti Adisasmito 

Institut Teknologi Bandung 

 

 

225 



xii 

 

Strengthening Agricultural Entrepreneurship through Horticulture Agribusiness 

Region Development in Grobogan District 
Ernoiz Antriyandarti, Susi Wuri Ani 

Universitas Sebelas Maret 

 

237 

Entrepreneurship Education: to Enhance Creative and Innovative Thinking in 

Higher Education 
Widjaja Hartono 

Universitas Ciputra 

 

247 

Analyzing Korean Wave as the Creative Industry Products in the Light of Media 

Psychology 
Livia Yuliawati 

Universitas Ciputra 

 

255 

Strategy Implementation of Information and Communication Technology by 

Entrepreneur in Creative Industry Group Games Interactive 
Adhi Nugroho Chandra, Yohannes Kurniawan 

Bina Nusantara University 

 

261 

Penetration Strategy of Recycled Material Business for Interior and Furniture 

Elements Related to Green Design Trend 
Raisa Benaya Ranti 

Institut Teknologi Bandung 

 

271 

 

 

 

 

 

 

 

 

 

 

 



xiii 

 

SECTION 3 – MANAGEMENTOF TECHNOLOGY 287 

  

Start-up Community as a Catalyst for Digital Industry Development in 

Indonesia 
Purnama Alamsyah, Dini Oktaviyanti 

Indonesian Institute of Sciences 

 

289 

Optimizing the Use of Internet as Global Marketing Communication Media for 

SMEs 
Gatot Prabantoro 

Sekolah Tinggi Ilmu Ekonomi Indonesia, Jakarta 

 

299 

Strategic Analysis Transportation Business in Short Sea Shipping Model 
Sri Herlina, Qorri Aina 

Insitut Teknologi Bandung 

 

311 

The Need of Study on Lightweight Steel Supply Chain to Support Earthquake 

Resistant Infrastructure in Indonesia 
Azaria Andreas, Muhamad Abduh 

Institut Teknologi Bandung 

 

323 

Technopreneurship Education in Universitas Multimedia Nusantara (UMN) 
Dr. Ir. Winarno, M.Kom. 

Universitas Multimedia Nusantara 

 

337 

Social Network Analysis Taxonomy Based on Graph Representation 
Andry Alamsyah, Budi Rahardjo, Kuspriyanto 

Institut Teknologi Bandung 

 

341 

Analysis, Design and Development of Point of Sales and Accounting Application 

for Restaurant SMEs 
Lana Sularto, Wardoyo 

Faculty of Economics, Gunadarma University, Indonesia. 

 

351 

The Impact of 3D Printing on Small Businesses and Economic Development: A 

Case Study of Southeast Asian Countries 
Christopher Smith, Karl Kluegel 

Royal Melbourne Institute of Technology (RMIT) 

 

363 

Effect of Energy Saving Technology Investment in Spasial Electricity Demand 

Projection Based on Government Target,Case Study: Southern Sumatra Region 
Sudarmono Sasmono, Ngapuli Irmea Sinisuka, Mukmin Widyanto Atmopawiro, & Edi Prio 

Pambudi 

Institut Teknologi Bandung 

 

 

373 



xiv 

 

Efforts to Provide Superior Customer Value Improving the Quality of Service is 

Retail Company 
Handry Sudiartha Athar 

Universitas Mataram 

 

379 

Assessing iTunes U on User Experience in Higher Education Using FRAME 

Model 
Yahya Peranginangin, Andry Alamsyah386 

Insitut Manajemen Telkom 

 

 

 

385 

The Social Web-Based Software Using The Concept Of Web PHP 2.0 
Awan Setiawan, M. Hendayun, Whisnu Sucitanuary 

 

391 

Strategy Formulation and Implementation at CV. Jaya Makmur 
Jessica Novia Sugandi 

Institut Teknologi Bandung 

 

397 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xv 

 

SECTION 4 – LEADERSHIP 411 

  
Human System Biology – based Knowledge Management (HSB_KM) as 

resources of Innovation factors within Entrepreneurship 
Md Santo, Luisa Dall„acqua 

Institut Teknologi Bandung 

 

413 

Developing Authentic Leaders for Contractors in Indonesia 
Caroline Maretha Sujana, Khrisna S. Pribadi 

Institut Teknologi Bandung 

 

419 

The Strategy of Cooperative in the Community Economic Development (Cases 

study in Cooperative West Java  Indonesia) 
Sri Hartati, Edwin Karim 

Institut Teknologi Bandung dan School High of Economic Science, Gema Widya Bangsa 

Bandung, Indonesia 

 

431 

The Effects of Corporate Governance on Earnings Management (Case Study of 

Indonesian Banking Industry 2007-2011) 
Ali Mutasowifin, Tutut Ida Hardiati Wibowo 

Bogor Agricultural University (IPB) 

 

443 

Mediating Effects of the Level of Risk Taking Propensity in the Relationship 

between Firm Characteristics and Takaful Demand among MSMEs in 

Malaysia: A Conceptual Framework 
Fauzilah Salleh, Mohamed Dahlan Ibrahim 

Universiti Sultan Zainal Abidin &Universiti Malaysia Kelantan, Malaysia 

 

457 

Characteristics of Leadership and Risk Management for Young Entrepreneur 

Business Start Up (Case Study on Participants of Perwira Mandiri) 
Lia Yuldinawati  ST.,MM 

Institut Manajemen Telkom 

 

469 

The Significance of Stakeholders Approach to Address Conflict of Interest—A 

Case of Study 
Kiki Sarah Amelia, Pri Hermawan 

Institut Teknologi Bandung 

 

481 

 

 

 

 

 

 

 

 



xvi 

 

SECTION 5 – MANAGING SMALL BUSINESS AND START-UP 487 

  

Dancing with the Octopus On Why MNC Partnering in SME 

Internationalization is Only the First Step 
Allya P. Koesoema, Irawan B. Koesoema 

Australian School of Business, University of New South Wales, Sydney , Australia 

 

489 

Evaluation of SMEs Product’s Packaging as an Effort to Improve Marketing 

Acceptance 
Aris Budi Setyawan, Sandy Prajaka, Ichwan Suyudi 

Gunadarma University, Jakarta 

 

497 

Small and Medium Enterprises (SMEs) Development, Accessibility to Banking 

and Bank Risk Perceptionin West Nusa Tenggara 
Nur Aida Arifah Tara, Surati, Santi Nururly, G.A Sri Oktaryani 

Faculty of Economics, University of Mataram, Indonesia 

 

501 

SME Stakeholders Perception of Networking on SMEs Internationalization in 

Indonesia 
Luciana Spica Almilia, Pepie Diptyana, Sasongko Budisusetyo and Riski Aprilia Nita 

STIE Perbanas Surabaya 

 

511 

Understanding of Gemstone Among Small and Medium Entrepreneurs in 

Kelantan, Malaysia 
Mohd Zamani Daud, Marzuki Ibrahim, Mohd Faiz Iskandah, Mohd Idzham Che Rahim 

University Technology MARA 

 

527 

Taking Advantage of Social Networking Power for Small Businesses 
Yenni Djajalaksana, Daniel J. Surjawan2 

Maranatha Christian University 

 

537 

Managing Business Growth of Stereo Desserts 
Muhammad Ilham 

Institut Teknologi Bandung 

 

547 

Assessing Service Delivery Performance of Small Business Telecomunication 

Provider in Developing The Market 
Evy Rachmawati Chaldun, Aldina Shiratina 

Institut Teknologi Bandung 

 

571 

ELSEVIER ABSTRACTS 581 

  

 



537 

 

Taking Advantage of Social Networking Power for Small Businesses 

Yenni Djajalaksana
1
, Daniel J. Surjawan

2
 

1
Information Systems Program, Maranatha Christian University, Indonesia 

2
Informatics Program, Maranatha Christian University, Indonesia 

1
yenni.md@fulbrightmail.org, 

2
daniel.js@itmaranatha.org 

 
 

Abstract 
The advance development of the internet and mobile communication provides many businesses with new 

opportunities to reach out to their potential customers. Among the many new internet tools and mobile apps, 

social networking provides a powerful and effective new way not only to spread out new product information 

but also to maintain constant contact with potential and loyal customers. Social networking tools, although 

have been heavily used by large-scale businesses and corporations, can also be utilized by small businesses in 

Indonesia. In Indonesia, the use of social networking is certainly fruitful as these generate new businesses 

and ultimately, profit from sales. There are various types of social networking tools that can provide such 

advantages, for example facebook, pinterest, twitter, blackberry messenger group, and foursquare. This paper 

discusses the new trend for small businesses in utilizing social networking tools and provides several 

important tips in utilizing these tools efficiently and successfully. Several excellent examples of existing small 

businesses utilizing social networking tools are featured and discussed. 

 

Key words: social network, marketing, small business management 

 

1. Introduction  

At this very moment, any kinds of 

business cannot deny that they live in a 

boundariless digital world. Thomas L. 

Friedman, in his book The World is Flat (2005) 

stated the 10 forces that flattened our world. 

Small businesses or any size business owners 

cannot avoid the fact that some if not all of 

these major forces really changed the business 

competition landscapes forever. Globalization 

made it possible for any company in any 

location to perform outsourcing, off-shoring, 

supply chaining, in-sourcing, informing and 

employing/utilizing what he called the 

“steroids”. These were and still are the ones 

that influenced our business world 

nowadays.Today’s competition is fiercer than 

ever, and any business that stays stagnant will 

not sustain in a shorter or longer future. 

Understanding the characteristics of small 

businesses, it is understood that small 

businesses perhaps will be among the 

mostaffected organizations by thisglobal 

competition. Being in a boundariless world, 

small businesses are no longer competing 

against their peer small businesses, but instead, 

they compete against any size of businesses.  

One of the most evident changes around 

Indonesia market is the high increase of mobile 

devices by Indonesian consumers. Internet, has 

increased its popularity due to the decrease in 

the costs of possessing mobile devices (cell 

phones, smart phones, android-based mobile 

devices, and many other kinds and brands of 

tablets), and the decrease of the cost to 

subscribe to cellular connectivity as the 

competition among the telecommunication 

providers are going fiercer than ever. It is not 

uncommon to find that an Indonesian maid 

who perhaps only earns Rp 500.000,- a month 

posseses a cell phone with internet connection, 

and conduct purchases online. Becak (rickshaw 

kind of vehicles) drivers who perhaps 

considered as a member of the lowest 

economic level also possess at least a cell 

phone. This world has completely changed, as 

Friedman (2005) stated, it has completely been 

flattened. 

Today, the utilization of the Internet to 

reach consumers is not a question. Reaching 

and increasing new and potential consumers 

can be done through social networking sites as 
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well as social groups through different kinds of 

free (and paid) mobile apps. In fact, there are 

many small  businesses in Indonesia which 

mainly earn their revenues by reaching their 

customers in the social network. 

This paper will discuss several ideas on 

how Indonesian small businesses can utilize 

the true potential of social networking tools to 

increase their revenues and to add more new 

and potential customers. 

 

2. Who are Small Businesses? 

Small businesses are defined as businesses 

that are independently owned and operated, 

oriented towards profit, but are not considered 

as dominants in their field of business (SBA, 

n.d.). Most small businesses are dynamic 

forces in numerous market niches, which 

perhaps are not considered too profitable for 

large-scale businesses. Small businesses 

normally employed a limited number of 

employees and secure a limited revenue 

amount within specific time period. In 

Indonesia, small businesses are more 

commonly called UKM or Usaha Kecil 

Menengah. Based on the Decree from the 

President of Indonesia no. 99/1998, small 

business is defined as small scale community 

business activities with the majority of small-

scale business ventures. Indonesia government 

considers that small businesses are those that 

possess assets in the value of Rp 200.000.000,- 

maximum excluding lands and buildings, 

maximum revenues of Rp 1.000.000.000,- 

annually, are owned by Indonesian citizen, 

independently operated (not affiliated with any 

large-scale companies), and solely owned.  

Small businesses in Indonesia are 

considered as the backbone of Indonesia 

economy. Based on the statistics 

(ukmkecil.com, n.d.) by 2011, there are 52 

million small businesses, which contributed 

60% of the Gross Domestic Products, and 

employed 97% of Indonesian labor workforce. 

Thus, it is highly important for Indonesian 

government to nurture and facilitate the 

existence and survival of small businesses in 

Indonesia. 

3. Networking andSocial Networking Sites 

Networking is a common practice for 

entrepreneurs, and is highly important for 

small business owners.Networking can be 

defined as connections with individuals which 

may contribute to the access of information or 

further potential connections with new 

individuals and other businesses. The benefits 

of networking for small business are proven as 

they can provide ”access to markets, ideas, 

information, advice, business opportunities, 

and other resources” (Robinson & Stubberud, 

2011). With the advent of the internet and the 

rapid advancement of the mobile 

communication, the basic social network which 

was performed traditionally through face-to-

face meetings or verbal communications, has 

now been supported with social network 

through the internet communications. 

Today’s Indonesian consumers are much 

more educated than ever before. While the use 

of mobile communication devices had 

flourished several years ago, the advancement  

and the intensity of the utilization of mobile 

connections is on its high speed. Blogging, 

micro-blogging, social networking, social 

gaming, and so on, are no longer jargons 

especially for the younger generations. 

Examples of social networking are facebook, 

pinterest, twitter, blogs, blackberry messenger 

group, and many more. 

Boyd and Ellison (2007) defined social 

networking sites as “web-based services that 

allow individuals to (1) construct a public or 

semi-public profile within a bounded system, 

(2) articulate a list of other users with whom 

they share a connection, and (3) view and 

traverse their list of connections and those 

made by others within the system.”From this 

definition, we may conclude that social 

networking sites use the power of the shared 

connection and sharing the profile of one 

individual with others. Connections then can 

be made within wider network coverage, and 

there is no longer a need to ask for the direct 

acquaintance’s help to connect with someone 

else. One can make direct connections with 

friends of friends as long as our direct 
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acquaintance allows us to view their network 

of friends.  

Although we widely accepted that social 

networking sites allow us to meet strangers, it 

is not the most unique feature of the sites. 

Instead, one of the most unique features of 

social networking sites is the ability to show 

their profiles to the network of their social 

networks (Boyd & Ellison, 2007). Someone 

who stays only in a traditional (non-

internet/digital) networking will not have the 

ability to have the kind of potential 

connections as what the social networking sites 

provide. When in the past one must request a 

personal call or personal meeting or 

acquaintance with their business acquaintance, 

it is no longer needed.  

Today, the power of social networking 

sites has become known to the small business 

owners. A survey by discover card in 2010 

revealed that the number of small business 

owners on social networking sites had tripled 

within only three years (Discover Financial, 

2010). Moo.com (2012) conducted a survey on 

small business owners in the United States who 

mainly still believed in face-to-face 

networking, and found that the 70% of the 

small business owners participated in the 

survey used online social networking although 

they have not yet found solid evidence of the 

sales coming from these tools. We believe, 

however, this is about to change, and the 

following section of the paper will discuss 

some positive trends of social networking use 

in Indonesia.  

 

4. Benefits of Social Networking 

There are a number of benefits from social 

networking that worth the time investment 

from small business owners’s limited time 

(Carter, 2013; Mershon, 2011): 

1. Generate exposure for small business 

Small business owners gain benefit from 

more exposure with the social media helps. 

Postings can quickly spread out, especially 

if the business owners post something 

either highly interesting or somewhat viral 

information for its network. Approximately 

88% marketers agreed that social media 

increased exposures (Mershon, 2011). 

2. Increase of website traffic 

When small businesses tweet or post 

messages on any kind of social media 

platform, small business owners can post a 

link for potential customers to follow up. 

Seventy two percent of small businesses 

owners stated that the social media posts 

increased traffic according to a study 

(Mershon, 2011).  

3. Easier to create marketing buzz 

Traditionally, a small business owner will 

have to pay for radio ads, flyers and 

posters printing, and community events to 

create their marketing buzz. With the 

availability of social media, marketing 

buzz can be spread quickly through the 

social media such as twitter, pinterest, and 

facebook, which are mostly free. There are 

also potentials to pay for the ads if needed 

and preferred, which is still affordable for 

small businesses.It is important to realize 

that this possibility can also give a reverse 

effect of giving bad buzz about the 

business if it’s not done correctly. 

4. Provide channel to connect with other 

businesses 

The feature which allows one to view other 

”friend’s” network is very helpful to assist 

small business owners in connecting with 

other businesses. This is certainly a big 

change as in the past one must request 

other’s help to connect with other friends 

in the network. Social media creates this 

boundariless possibilities for small 

business owners. 

5. Save marketing costs 

Related to the marketing buzz mentioned 

earlier that can be done through social 

networking sites, any social media can 

save marketing costs because there is no 

longer needs of having the ”hard copy” or 

”physical” printing costs as well as radio 

advertisement.  

6. Generate leads 

Social media has this unique possibility of 

attracting new leads from any corner of the 
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virtual world. If one piece of promotion or 

information spreads out, and especially if it 

goes viral, many will be attracted to view 

what the small business offers. It is 

common that new leads or new customers 

request answers from some questions about 

the products or services before they really 

make a purchasing decision. Social media 

provides this possibility for them to 

connect even though they have never 

consumed the products or services before.  

7. Utilizing geo location/tagging and profile 

analysis to understand your customer 

base 

Among the unique features, geo location/ 

geo tagging which for example can be 

done though ”foursquare”, is a great help 

for small business owners to target specific 

groups of customers. In another chance, 

understanding where the customers are 

coming from or where they live or where 

they are hanging out would provide great 

sales opportunity. Geo location/ tagging 

makes it possible for a friend to invite 

other friends who happen to be nearby to 

join them. This particular feature is great 

for restaurants, coffee shops, other eating 

places, or any hang out places. 

5. Utilizing the Power of Social Networking 

Tools 

In this section, some tips on utilizing the 

power of social networking tools will be 

discussed, and few example will be shown. 

These are however, not a complete list of 

social networking tools, and instead, only a 

limited list of what perhaps the most 

commonly used by small businesses at the 

moment. 

5.1 Facebook 

With an approximate of over 750 million 

unique visitors per month, Facebook is really a 

giant among all other social networking sites 

(EbizMBA.com, 2013). As the number one 

most popular social network, Facebook indeed 

offers what other sites do not offer, the high 

potential traffics for small businesses. Not only 

that Facebook offers features for small 

businesses such as Facebook page, Facebook 

groups, and targeted marketing ads with pay-

per-click marketing fee, Facebook indeed is 

one of the most valuable tools for small 

businesses. 

Fig.1 below shows an example of a 

Facebook page owned by BatagorRiri, one of 

the most popular culinary snacks in Bandung 

city – fried tofu with fish paste that can be 

enjoyed with peanut sauce. As you can view 

from the snapshots, this business manages to 

gather over 6,300 fans by now. Information to 

purchase the snacks is provided through the 

Facebook page. This business used to be a 

small business which had grown tremendously. 

Although Facebook page perhaps is definitely 

not the main reasons of the business growth, 

this channel provides more opportunities for 

“batagor” lovers to ask questions on how to 

order, and also interact with other fans for any 

kind of discussions about this snack. 

 

Figure 1. Facebook page example 

Facebook fan page allows anyone to 

“Like” the page and those who like the page 

can receive newsfeed/ updates from the page. 

This will help a small business to maintain 

contact with its loyal customers and access 

with new potential customers. 

Another type of tools which can be used 

by small business is a Facebook group. This 

group can be set up as an open group, closed 

group, or secret group. For the purpose of 

business, small businesses will want to keep it 

as an open group so anyone can join. Facebook 
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group has similar functions with the Facebook 

fan page in terms of doing business. 

One of the features that can be used by 

small business in Facebook is the admin panel 

which allows small business to view the page 

statistics (view Fig.2). When needed, small 

business can also advertise through Facebook 

by setting up pay-per-click ads through 

Facebook. Small business owners may choose 

to control the cost by setting up the caps for the 

maximum dollars to spend and set up the rate 

for the pay-per-click. This allows small 

business to remain in control while enjoying 

the Facebook marketing features. This 

advertising channel also allows targeted 

marketing as business owners are allowed to 

choose specific demographic profile as a filter 

as to who the ads will be shown. 

 

Figure 2. Facebook admin panel 

The great thing about using Facebook fan 

page and facebook group is that it is very easy 

to set up. Just by following step-by-step 

instruction, a not too tech-savvy business 

owner can have a page and group set up for the 

business. There are also many free information 

and instructions available on the internet and 

Facebook FAQ should they encounter some 

technical problems. 

5.2 Twitter 

Twitter is indeed the number two most 

popular social networking sites. With over 250 

thousands unique users per month 

(EbizMBA.com, 2013), Twitter is still far from 

passing Facebook. Regardless, twitter has its 

most useful feature, which is to create a buzz. 

Fig 3.shows an example of different kinds of 

Indonesian business tweeting about their 

products. 

 

Figure 3.Twitter 

The main challenge for small business 

owners is to be able to stand out of the sea of 

information and noises. The tweets can only be 

made in a maximum of 140 characters, thus, 

small business owners must be smart in 

determining what to pass on. A tweet about a 

current or upcoming promotion can attract 

people to visit the owners’ small business 

physical location. Since the number of 

characters is limited, some practices may be 

needed to keep the message short and focused. 

A key idea of using twitter is to 

understand that it is important to tweet “a great 

content for others to consume” (Bieller, 2011). 

Thus, the content of the tweets should be the 

main attention of the creator. If done right, the 

tweets can spread out very quickly and reach as 

many people as possible.  

There are several success stories for using 

twitter. One of those from small business is 

from I Love Dogs, Inc. (Twitter.com, n.d.). 

This small business would like to increase 

awareness about their business in the pet’s 

health business and promote their supplements 

through twitter.com. They tweeted information 

carefully, mostly information on dog care 

advice, breaking news during natural disaster, 

re-tweet of user-generated content, and 

information on sales promotions. This attempt 

produced highly positive results: 203% 
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increase in Twitter referrals to company 

website, 1068% increase in Twitter referrals to 

online store, and 52% increase in followers. 

Small business owners in Indonesia can 

certainly learn from the experience and success 

stories available of using Twitter. 

5.3 Pinterest 

Pinterest is among the newest social 

networking tools which started in 2010, but 

quickly rises to the top. Currently, Pinterest is 

gaining its popularity with approximately 

85,500,000 unique monthly users, and has 

managed to be the number four in the most 

popular social networking sites 

(EbizMBA.com, 2013).Fig 4.below shows a 

snapshot ofPinterestboard. 

 

Figure 4.Pinterest board 

Pinterest’s basic idea is having a showcase 

of anything people like. Pictures and comments 

are the kinds of items which fill up 

Pinterestboard. What is unique about Pinterest 

is that any users can re-pin an image from 

other users’ Pinterest board. Similar to other 

Web 2.0 tools, users are also allowed to pin 

anything they found in the internet to their 

Pinterest board. Any users can follow other’s 

Pinterest board, and get some updates about 

what’s new in the user’s board. Similar to the 

items on Facebook which can spread out 

quickly, images on Pinterest board can also be 

re-pinned quickly over one to other Pinterest 

board. 

Small business owners can utilize the 

features available on Pinterest to market their 

products or services, and provide a Pinterest 

button on their company website. This will 

allow loyal customers to pin it to their Board 

and allow other users to view it. 

Several tips which can be useful for small 

business owners would be to have a permalinks 

to their posts, to maintain the visual images to 

be appealing, to post tags and watermarks on 

the images, install “follow me” or “pin it” 

buttons on their company website, and finally 

utilize hashtags (#), mention (@) and likes 

other people’s pins (Taylor, 2012).  

Pinterest is definitely great for businesses 

which need online showcases, such as art and 

crafts, fashion and accessories, and food and 

culinary. Other than these, Pinterest can also be 

effective for those who sell ideas and services. 

Just be sure that the images are appealing to 

public. 

5.4 Foursquare 

Foursquare is not in the top 15 of the most 

popular social networking sites, but this tool 

cannot be underestimated. With geo location/ 

geo tagging feature, foursquare offers a unique 

tool for small business owners. This app is 

geared towards mobile devices rather than 

others. However, foursquare still have a 

website presence which matches its mobile 

apps. 

Users of foursquare use it to find some 

locations they would like to go to, for example 

best places to eat, to enjoy entertainment, and 

such. They also want to know what experts 

recommend to them. Once they arrive at the 

location, they will check in and post something 

about the location. Businesses, then, can utilize 

foursquare to be discovered by foursquare 

users. In addition, by claiming the business 

location as something that the owner’s 

possesses, it is possible to view the analytics of 

the site. The analytics tool will show how 

many check-ins the business were getting each 

week, and how many were being shared on 

Facebook and Twitter. Business owners can 

also find out the profile of the customers and 

even learn more about their top visitors. This 

updates can be set up so that it will follow 

users with recent tips and such. 
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Figure 5. Foursquare for business 

A good example is foursquare for 

restaurant or café. Fig 5.shows the foursquare 

website for Butter Lane Cupcakes. Customers 

who uses foursquare can check-in when they 

visit the store, and post comments about the 

location. Other users can follow the talk and 

ultimately the business owners hope that the 

other users can also visit the business.  

One feature from foursquare is that 

customers who are located nearby can view 

whatever the business posts at the latest. This 

will allow the business owners to post their 

current promotion. This can be another free 

marketing tool for small businesses to attract 

new customers. 

5.5 Blackberry Messenger Groups 

Blackberry is very popular in the 

Indonesian society. Almost every person 

carries more than one cellular phone, and one 

of them at least has some kind of social 

networking tools installed. Blackberry has the 

Blackberry Messenger app that allows users to 

communicate freely by text or voice as long as 

they subscribe to the Blackberry services. It 

also has the social networking feature – the 

Blackberry Messenger group.  

Through the Blackberry messenger group, 

small business owners can post the images of 

the products they sell. Fig 6. shows an example 

of such practice. The great thing about this 

feature is that people get immediate 

notification about the new products posting, 

and products can be quickly sold. 

Communication through the group is possible, 

and anyone can post questions or order by the 

images, or through messaging service.  

 

 

Figure 6.Blackberry Messenger group 

Many actually employ this Blackberry 

messenger group to accompany their e-

commerce site. The Blackberry Messenger 

group is considered as an effective and 

economic tool to use for small businesses.  

 

6. Tips to Avoid Social Jeopardy 

Although we accept the fact that social 

networking tools have a lot of benefits, we 

must avoid the potential jeopardy which may 

result from bad publicity or public complaints. 

While praises are not quickly spread in the 

digital world, bad publicity can spread real fast 

in compounding magnitude. Minter (2013) 

offered several tips in handling such potential 

jeopardy: 

1. ”Do your homework before engaging”; it 

means that before we engage in any social 

networking activities online, it is best that 

we have researched well what we will post, 

or what we will respond. Arbitrary and 

contradicting responses can hurt the image 

of your small business, and it is much 

harder to recover when the business image 

had been damaged. A good illustration is 

that any kind of negative image cannot 

really be eliminated completely in the 
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digital world and thus, it is best for us to 

avoid it. 

2. ”Deal positively with negative 

feedback”; your audience definitely 

composes of diverse people, which posses 

different kinds of personality and 

backgrounds. In most cases, negative 

feedbacks will always exist, regardless 

whatever effort we have made. However, a 

wise small business owners will try to 

avoid throwing back negative feedback 

because it will only make things to worsen. 

Positive response with light hearted 

comments are better in this case. 

3. ”Make things right”; nothing can be 

perfect. Sometimes, we and our small 

business may really make mistakes. If this 

ever happens, then the best is to 

acknowledge our mistakes, and stay 

positive throughout the process. If possible 

such as making replacement of our 

products, or re-serving our customers, then 

do this. Customers are watching how we 

handle such troubles.  

4. ”Understand you cannot make 

everybody happy all the time”; as small 

business, most likely we have limited 

numbers of customers, and there is a 

tendency to make everyone happy. This 

thought is not something right to pursue. 

Negative feedback will always exist, and 

the best is to ask the unhappy customers to 

a different channel rather than trying to fix 

it in public. 

7. How Indonesian Small Business Owners 

Utilizes Social Networking and Grow 

This section will particularly discuss 

about the results of selected interviews on a 

number of Indonesian small business owners. 

They prefered that they remained anonymous 

for the purpose of discussions in this paper.  

An interview was conducted on a fresh 

startup who is selling baby and kids items 

through Facebook profile page. She is a sole 

business owner located in Bandung city. She 

began her business approximately 3 months 

ago, and by now she already earns 

approximately Rp 500.000,- to Rp 1.000.000,- 

of sales per month on average. The Facebook 

profile page is mainly used as a showcase or 

more as online catalog for her page friends. 

The use of Facebook profile page requires 

potential customers to request friendship 

before conducting any transactions. She 

mentioned that up to now she only sells to 

local customers within her reach. 

The next interview was conducted with a 

small business owner who sold Korean-style 

fashion via Facebook page. She utilized both 

Facebook page as well as Blackberry 

Messenger Group. Mainly her business is as a 

direct reseller from a factory located in West 

Java area. She said that since its initiation 

approximately 2 years ago, from only her 

Facebook and Blackberry Messenger Group 

she managed to currently earn profits up to Rp 

3.500.000,- per month from the sales. By now 

she also has several resellers who sell 

approximately Rp 1 - 2.000.000,- per month on 

average, which contributed to additional 

commission for her. She always posts her new 

items in both her Facebook profile and 

Blackberry Messenger Group, and normally 

out of her 300 members in her social network, 

she has 30-50 regular customers. She ships to 

any city in Indonesia wherever possible. 

An interesting interview result was from 

an Indonesian Batik clothings reseller. He 

began selling 1 year ago, and mainly utilized 

his Facebook personal page, with over 2500 

friends who befriending him because they are 

interested in purchasing batik or just merely 

friends with him. In the beginning the sales 

were not too high, but at the present, he 

managed to earn Rp 25 - 30.000.000,- per 

month only from his online sales. Today his 

customers are already expanding to foreign 

customers which include Hong Kong, Taiwan, 

Singapore, Malaysia, and South Korea. Now 

he also adds a Facebook group for his store 

with over 3500 members. By now he also has a 

number of resellers with a commission system 

for them. As amazing as it is, this is among the 

proof that Facebook existence can help small 

businesses both to grow and to sell more items. 



545 

 

The last example is a home-based 

company selling household cleaners. 

Originally, he started selling his products 

through his blogs using wordpress engine, and 

then continue on using more to business 

through the business networking indonetwork 

to sell to the businesses. He started very small 

from only Rp 1.000.000,- sales per month, but 

the revenues were continuously increased, 

gradually, but sure. There were ups and downs, 

but today, after 7 years, his company had 

grown and can cash in almost Rp 

200.000.000,- per month which had practically 

converted him to large-scale business owners 

based on Indonesian definition. The sales from 

online came from all around Indonesia cities 

and rural areas and are accounted for over 75% 

of his total revenues. 

Although those interviews were somewhat 

limited, at least these provide some 

illustrations of the use of social networking 

sites for small business owners. 

 

8. Conclusion and Recommendation 

Small business owners compete against 

any size of business in the current “flat” 

globalized business world where boundaries 

are no longer existed. Small businesses have 

understood the benefits of utilizing their 

network of acquaintance to gain benefits for 

more businesses. Today is the era of digitals 

and digital social networking tools are among 

the free or low-cost marketing tools for small 

business owners. A number of small business 

owners in Indonesia had gained from the 

utilization of social networking tools to boost 

sales, reaching new leads, as well as to connect 

with their customers. This paper had provided 

brief coverage on the tools available as well as 

few tips on how small businesses can utilize it. 

It is recommended that small business 

owners should not wait any longer and engage 

in the utilization of social networking tools as 

their additional marketing tools.  With the 

increase of mobile devices users in Indonesia 

and the decreasing costs of Internet connection, 

there is nothing impossible to expand small 

businesses through the aid of the digital tools 

available.  
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