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ABSTRACT

The Covid-19 pandemic has a major impact on all aspects and sectors of public life, especially
business actors. The impact of the Covid-19 Pandemic was also experienced by welding workshops, one
of which was the Barakka Las workshop. This study aims to determine the implementation of marketing
strategies in the welding workshop business "Barakka Las™" in the New Normal Era after the Covid-19
Pandemic through the creation and design of social media and websites. This research uses a qualitative
approach with a case study research method. The data were obtained through collecting supporting
theories and conducting in-depth interviews with the owner of the "Barakka Las" welding workshop.
From the results obtained, in increasing brand loyalty and reaching wider consumers, Barakka Las
implemented a digital marketing strategy through social media such as Instagram, Facebook, Twitter and
Youtube and through websites with various interesting promotional content and additional information
about the Covid-19 prevention protocol. .
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INTRODUCTION

New era normal or a new life order with new habits is the government's design in
overcoming the problems resulting from the outbreak of the Covid-19 Pandemic (Artajaya,
2020; Aryawati, 2020; Bahri & Arafah, 2020; Irawan, 2020; Putra, 2020). The Covid-19
pandemic has a major impact on all aspects and sectors in people's lives, especially in the
economic sector (Hanoatubun, 2020; Kurniawansyah et al., 2020; Laura Hardilawati, 2020;
Nasution et al., 2020; Nicola et al., 2020; Soetjipto, 2020). This occurs because of the decline in
community activities outside the home due to the implementation of Large-Scale Social
Restrictions (PSBB), which automatically causes a decrease in the amount of income or income
in a business or business activity. This impact is not only felt by large industries.

The impact of the Covid-19 Pandemic on business actors was also experienced by the
Welding Workshop business. The Welding Workshop business or business during the Covid-19
Pandemic experienced various problems that must be faced. The Large-Scale Social Restriction
Regulation (PSBB) is one of the problems faced because it has an impact on reducing
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community or business activities outside the home and giving or reducing operational hours for
various business activities (Damuri et al., 2020; Mungkasa, 2020; Silalahi & Ginting , 2020).
Apart from PSBB, competition for consumers during the Covid-19 Pandemic is also a problem
that must be faced by Welding Workshop players because of the reduced demand for products
or services from Welding Workshops. Such archives and documentation are stored as physical
evidence of activity, both stored physically and digitally on the computer (Henni Zainal, Andi
Idham Ashar, Darmawati Manda, Andi Tenry Sose, 2020).

In this New normal era, welding workshop actors slowly tried to get up and began to
aggressively look for new strategies in an effort to survive and rise from adversity. One of the
strategies considered to be able to overcome this problem is by implementing a marketing
strategy. The right marketing strategy is needed by business actors, especially the Welding
Workshop business to communicate their products or services to attract potential customers so
that consumers have the confidence to use the services of the Welding Workshop in this New
Nomral period.

Marketing strategy is a series of goals and objectives (Untari & Fajariana, 2018), policies
and rules that give direction to the company's marketing efforts from time to time (Nas, 2019;
Wulandari & Setyawati, 2018), at each level and reference and its applications, particularly as a
company's response to the ever-changing competitive environment and conditions. Marketing
strategy is an important thing in running a business because it is used in promotional activities
to market products or services (Setiawati & Widyartati, 2017). Meanwhile, promotion is also
very important in running a business because promotion can increase consumer loyalty or to
maintain trends in the existence of products or services in the market (Novianti et al., 2018;
Sulistiani, 2017; Tjahjaningsih,

In line with the development of technology and information today, strategies in marketing
have also begun to change to a more modern direction (Pranoto et al., 2019). In the past, only
using promotional media such as newspapers, magazines, radio, or television, now marketing
has been done with technology, via the internet, or what has become known as Digital
Marketing (Pradiani, 2017). There are at least four benefits of digital marketing in maximizing a
business, including saving promotional costs, reaching a wider market, as a means of increasing
sales, and being a good means of connecting with consumers (Tresnawati & Prasetyo, 2018).

Digital marketing is a marketing activity or promotion of a product or service using
digital media or the internet (Atshaya & Rungta, 2016; Bala & Verma, 2018; Tresnawati &
Prasetyo, 2018). The purpose of digital marketing is to attract consumers and potential
consumers quickly (Febriyantoro & Arisandi, 2018; Purwana et al., 2017). As we know, the
acceptance of technology and the internet in society is very broad, so it's no wonder digital
marketing activities are the main choice by various business people or businesses.

One form of digital marketing is using social media (Febriyantoro & Arisandi, 2018;
Tresnawati & Prasetyo, 2018). Social media is one of the media that can be used to carry out
marketing activities to consumers because it is the form of interaction media most commonly
used by people around the world today. In order to attract consumers, various ways can be done,
one of which is through interesting content that can be conveyed through various types of social
media such as instagam, facebook, twitter and Whatsapp (Tresnawati & Prasetyo, 2018).

Conducting marketing activities through social media is the main choice for business
actors today, especially at Welding Workshops, because the use of social media has become the
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main pillar in delivering information (Suharyanto, 2016; Suryani, 2014). Social media can be
used to communicate in business, help with marketing of products and services offered,
communicate with customers and suppliers, complement brands, reduce costs and for online
sales (Priambada, 2015).

In addition to social media, the use of websites is also a form of digital marketing that is
suitable for use in welding workshops. The website is a method for displaying information on
the internet, in the form of interactive text, images, sound and video and has the advantage of
linking one document to another (hypertext) which can be accessed via a browser (Fatmawati et
al., 2016 ). With a website, business actors can provide various information needed by
customers or consumers related to products or services owned by a business because the website
is very easy to access anywhere and anytime so that it provides many benefits for business
people. Management of the strategic assets of the famly business is oriented towards increasing
competitiveness and business performance (Henni Zainal, Muhammad Rakib, Andi ldham
Ashar, Darmawati Manda, Andi Tenry Sose, Ignasius Setitit, 2020; Henni Zainal, Parinsi,
Indonesia, Hasan, & Makassar, 2018).

Most of the business people have started to switch to using digital systems. Actually, this
digital system has long been known and entered Indonesia. However, after the arrival of the
Covid-19 Pandemic, only business people started to become aware. In fact, they seemed to have
snapped up from their long sleep so far. They just realized that the use of digital systems is a
necessity that must be owned.

The use of social media and websites can indeed provide convenience in the process of
promotion and buying and selling carried out by business people or at welding shops to market
products and can minimize costs. However, there are still many business actors who do not
understand the use of social media to market their business, they are still doing traditional
marketing, namely by marketing products directly to consumers who only have a small area
coverage. Usually, business actors, including the Welding Workshop, do not know about
marketing using social media and websites.

The purpose of this study was to determine the implementation of marketing strategies in
the welding workshop business in the New Normal Era after the Covid-19 Pandemic at Barakka
Las . While the benefits of the results of this study are being able to design or own social media
and websites that can be used to develop a business, can provide advantages in marketing
products, become a means of promotion and efficient delivery of information to the wider
community and increase knowledge about manufacture, design, use and learning related to

social media and websites.

METHOD

This study uses a qualitative research approach. This research was conducted to
determine the implications of the marketing strategies used by the welding shop business to
increase consumer loyalty to the product or service brands provided. The research method used
by researchers is to use the case study method. Researchers use case studies as a research
method because researchers want to find and know and get accurate information about the
themes that researchers take in this study.
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This study uses several data collection techniques such as interviews, observation,
documentation, literature study and online data search. This data collection technique is
intended to obtain the information and data needed in this study.

The subject of this research is Barakka Las, which is one of the welding shops in South
Sulawesi which operates and serves various metal-based construction products, such as sliding
doors, iron fences, canopies, window trellises, stair railings, water towers, steel construction.
and so forth. Barakka Las is one of the Welding Workshop businesses that was affected by
Covid-19. Direct interviews were conducted with company owners as key informants.

The object of this research is the marketing strategy. From the subject and object of the

study, this study aims to determine the implications of the applied marketing strategy in
increasing brand loyalty in the Welding Workshop business.

RESULTS AND DISCUSSION

Barakka Las was established on August 20, 2019, is one of the Welding Workshop
businesses which is located at Jalan Dr. Samratulangi No.70 Pinrang RT.001 RW.001 Pinrang
Village, Watang Sawitto District, Pinrang Regency, South Sulawesi. At first, Barakka Las was
only an assignment or requirement of the owner's entrepreneurship course. However, after the
owner completed his studies at a state university in Makassar City, the Welding Workshop
business was finally continued to this day.

Currently, Barakka Las operates and serves various metal-based construction products,
such as sliding doors, iron fences, canopies, window trellises, stair railings, water towers, steel
construction and so on. Barakka Las has a fairly wide target market, ranging from housing areas
that are still new to old housing that requires construction services.

The Covid-19 pandemic which has a wide impact on the world, especially the Welding
Workshop business, has made business people pay more attention to their marketing strategies
so that or can continue to operate and get customers. The marketing strategy implemented by
Barakka Las is to use digital marketing. Digital marketing is considered to be more effective
and efficient in communicating or marketing Welding Workshop services, especially in the New
Normal era after the Covid-19 Pandemic. The application of digital marketing in the Las
Barakka Las workshop business is carried out by utilizing social media and websites.

Utilization of Social Media as Media Marketing of Barakka Las Products and Services in
the Post-Covid-19 New Normal Era

The internet has a role as a means or media to communicate the products that will be
offered by business actors. Communication via the Internet is different from traditional media
marketing communication, where there is a two way interaction between the seller and the
buyer, the time for sending and receiving information by both of them can be measured in
seconds so that there is communication harmony. This means that this digital marketing strategy
through the internet can further speed up getting feedback or results from this marketing. One of
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the media on the internet that is used for marketing activities is social media. Some of the social
media commonly used by many people today include Instagram, Facebook, Twitter, Whatsapp
and Youtube (Tutiasri et al., 2020). In developing a marketing strategy using social media,

The first step taken by Barakka Las is to analyze the market and consumer behavior, in
this pandemic era where people limit their activities outside the home and prefer to search for
information on the internet or social media and the current tendency of people to prefer
something instant and practical. The fact is that only with smartphones or cellphones and the
internet, people can access and get all the information they want without the hassle.

The second step is to formulate goals. The purpose of creating social media is to increase
sales, in this case, to increase the number of customers and get loyalty from customers to
continue using the services of Barakka Las.

The third step is choosing the right social media. There are many types of social media
that can be used to carry out marketing activities, but they need to be adjusted to the target
market first, which media is most appropriate to be able to better reach potential consumers. The
social media chosen by Barakka Las are Instagram, Facebook, Twitter, Whatsapp and Youtube.

Instagram, Facebook, Twitter, Whatsapp and Youtube are social media networks that are
widely used by businesses and companies to help promote their products and services. On
Instagram, Facebook, Twitter, Whatsapp and Youtube can post information to be shared. In the
social media creation stage, researchers take advantage of the features available on social media
to assist in marketing. Barakka Las uses a digital poster which is then given a caption or detailed
information about the products or services offered on the poster. Unlike Youtube, marketing
communication is not only in the form of digital posters but can also be in the form of videos.
Following are the results of making social media for Barakka Las:
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Figure 1. Barakka Las's Social Media

The fourth step is that social media has a feature that can create two-way communication
quickly, directly reply to or comment on digital posters / videos that have been uploaded or
posted. The content / message content of digital posters uploaded on every social media used
includes facilities, photos or images of the products offered, contact persons, and in the caption
of each post it is written that each product or service has been completed.

Social media as a digital marketing media carried out by Barakka Las before being
applied, first carried out a problem analysis, by finding the problems being faced and also
analyzing the audience in order to get the right target, then formulating or determining goals,
namely in the form of increasing audience loyalty to the travel service, and then the selection of
the use of digital posters and videos as the right media and communication channels to assist in
the marketing communication process and additional information on the appeal to follow health
protocols to prevent Covid-19 transmission.

Utilization of the Website as a Marketing Media for Barakka Las Products and Services in
the Post-Covid-19 New Normal Era

In the current digital era, the role of information technology is important and is one of the
supports for human needs and life. Information technology has now spread to become a medium
used by people to carry out activities such as communication, discussion, transactions,
information providers and their use in the business or business world. With the help of
Information Technology, information delivery and marketing activities are easier to do, without
being limited by time or place. Information technology delivery and marketing activities with
the help of information technology can save costs and time in implementation.

Information technology is a supporting factor that is very effective today, especially after
the Covid-19 Pandemic and allows the public to enjoy the various conveniences produced by
technology. Technology is widely used as a means of promotion and information, one of which
is the use of the website which currently plays a very important role in delivering information.
The website is able to provide information to be more efficient and up to date. Websites are
more easily accessible to people in various places using only the internet. Website is also a
medium that is very suitable to introduce to the wider community the various potentials and
advantages of a product or service that you want to market. Barakka Las is a Welding
Workshop located in South Sulawesi.

In promoting its products, Barakka Las still uses less efficient methods. With the
existence of a website as a promotional and information media, it can assist in the marketing of
products and services at Barakka Las which is more efficient in terms of cost, energy and time,
so that it is effective in achieving the goal of developing the Barakka Las business.

The creation of the Barakka Las Website began around October 2020 with the process
starting with collecting data first and information about what needs Barakka Las requires in
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developing its business. After the information is collected, then the next process is to create a
prototype of the website that will be made. Furthermore, from the prototype that has been
produced, a High Fidelity concept is created which is applied to the creation of a website for
Barakka Las. The website created is built using the PHP programming language with the
framework used is Codeigniter. The database used in making this website is MySQL. The
website creation took about 3 weeks beyond testing and implementation. The website can be
accessed via a linkwww.barakkalas.com with a display as shown below.

R Vi BERANDA | TENTANG KAMI PRODUK  HARGA PORTOFOLIO KONTAK  Q
LAS

@b‘ BERANDA | TENTANG KAMI PRODUK  HARGA PORTOFOLIO KONTAK  Q
LAS

BARAKKA LAS

Sebuah bisnis yang bergerak di bidang Jasa Bengkel Las untuk melayani segala jenis permintaan dan kebutuhan

konsumen.

Figure 2. Barakka Las Website Homepage

Figure 2 above is general information of all information that can be accessed by visitors
such as brief information about Berakka Las, Vision and Mission, advantages, aims and
objectives of business establishment, target and market segmentation, and various other
information related to Barakka Las.
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Figure 3. Barakka Las Products and Services List page

Figure 3 above is information regarding various products and services offered by Barakka
Las. Some of Barakka's products and services include minimalist window trellis, minimalist
iron doors, minimalist gate, minimalist canopy, minimalist rotary staircase, minimalist balcony
railing, minimalist stair railing, minimalist iron fence, iron staircase, and various other products.
On this product page, there is general information regarding the products offered such as an
overview of the product, model, type of raw material, paint selection and various other
information.
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Figure 4 above is information regarding the prices of various products and services
offered by Barakka Las. On this product page, contains information such as things that you will
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not get in most other welding workshops, size, raw material, anti-rust coating, paint used, choice
of service types from small, medium to large sizes and various other information. including the

ordering process.
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Flgure 5. Barakk Las Portfolio Page

Figure 5 above is information related to the work or products and services that have been
completed by Barakka Las.

CONCLUSION

Understanding the needs, wants and expectations of customers is very important and
guides in making marketing strategies and policies. Creating value through the right marketing
strategies and policies will cause consumers to become highly loyal customers.

The marketing strategy of the "Barakka Las" welding workshop business has been very
appropriate to be applied given the changing patterns and life cycle of the people in the New
Normal Era after the Covid-19 Pandemic which limited seeking information directly outside but
preferring to use smartphones.

The use of social media such as Instagram, Facebook, Twitter and Youtube and through
websites with messages and information that are disseminated using digital posters which are
the main attraction for potential customers or consumers to get information and services easily
through the internet and make customers continue to believe in using products and services
offered.
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