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Abstract: This study aims to analyze how brand identity and digital marketing 
capabilities expand market reach and increase the competitiveness of organic rice in 
Kediri Regency through brand awareness and image. The study uses a mixed-method 
explanatory sequential design: a survey of 100 consumers was analyzed using SEM-PLS 
to test the relationships between constructs, followed by in-depth interviews with 
business actors that were processed in a SWOT analysis. The measurement model meets 
the criteria of validity and reliability, while the structural model shows that brand 
identity significantly increases brand awareness, which in turn strengthens image and 
competitiveness. Digital marketing capabilities have a direct effect on competitiveness as 
well as an indirect effect through increased brand awareness and image, particularly 
through the use of social media, marketplaces, and direct-to-consumer channels. The 
SWOT results emphasize the importance of strengthening the narrative of identity and 
product origin, standardizing packaging and digital content, ensuring quality and 
certification, and managing advertising costs and price-packaging structures. It is 
concluded that the integration of branding and digital marketing strategies is key to 
expanding the market reach and sustaining the competitiveness of Kediri organic rice. 
 
Keywords: Brand Awareness; Brand Identity; Brand Image; Competitiveness; Digital 
Marketing Capabilities; Kediri Organic Rice. 

  

Introduction  
 

Organic agriculture is a part of sustainable 
agriculture. The demands on organic agricultural 
products have increased over the last decade (David et 
al., 2023). This is supported by increasing consumer 
awareness regarding health and food safety issues. 
Organic rice is one of the leading commodities in 
Indonesia and is a sector that has potential to be 
developed (Laely & Widianto, 2024). The success of the 
organic rice market not only depends on the product 
quality but also on a good marketing strategy (Tri 
Wahyudi, n.d.). In the context of organic rice marketing, 
it is greatly influenced by several factors, including 
brand, label, and the quality of information, which can 
also have an impact on consumers' preferences and 
purchase decisions. 

Branding is an important element in creating a 
positive image and differentiates a product in the global 

market (Rozaki et al., 2025). In organic rice products, the 
organic label, certification, and brand image have an 
impact on consumers' purchase decisions. The 
implementation of a branding strategy has an impact on 
the increased added value and enhancing customer 
loyalty (David, 2020). The previous study by Putra et al. 
(2020) stated that discussions on branding and digital 
marketing in the agriculture-food sector are still limited 
to the discussion of the integration of organic rice 
products. Moreover, a study conducted by Rizki et al. 
(2023) found that strong branding will certainly have an 
impact on misinformation between consumers and 
producers, particularly related to products that are 
difficult to evaluate directly.  

Technological development in digitalization has 
transformed how consumers and producers interact, 
especially in the food industry. Producers are expected 
to be able to reach consumers more broadly through 
digital marketing platforms (Tsalitsa Fadhila & Heru, 
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2021). On the other hand, digital marketing is also able 
to minimize costs rather than conventional methods, 
such as advertising using billboards, television, radio, 
and others. In the agriculture-food sector, e-commerce 
and social media are the primary platforms for 
introducing products, enhancing consumer reach, and 
increasing sales. Digital marketing comprehensively can 
strengthen positive product image and bring market 
opportunity (Octovanny Mahmud et al., 2024). Digital 
marketing is an important tool for developing the 
organic rice market.  

Kediri Regency is known as an organic rice 
production center and has the potential to be developed. 
However, business actors have limitations in utilizing 
digital platforms, such as e-commerce and social media, 
for optimal branding and digital marketing strategies 
(Diartho, 2024). Limited use of technology in digital 
marketing also has an impact on the limitation of 
farmers and business actors to compete with non-
organic products in the global market (Mardalisa et al., 
2023). Strengthening marketing strategies in an 
integrated manner can be an alternative solution to 
enhance the competitiveness and market reach of 
organic rice in Kediri Regency on a national scale.  

This research is urgently needed because there is a 
knowledge gap regarding the impact of integrating 
branding and digital marketing on expanding the 
market reach of organic rice, particularly in Kediri 
Regency. Businesses in Kediri Regency produce organic 
rice, but the use of digital platforms and brand 
management is still limited, causing market growth to 
slow down. This situation will certainly have an impact 
on holding back the potential for increased income for 
business actors and weakening competitiveness against 
non-organic products that are more aggressive in 
marketing.  

 

Method  
 

This study used an explanatory sequential mixed-
method using 2 approaches, SEM-PLS and SWOT. The 
first analysis was carried out quantitatively to determine 
the relationship between brand identity, brand image, 
brand awareness, digital marketing capability, and 
competitiveness. The second analysis was carried out 
qualitatively through in-depth interviews with business 
actors of organic rice in Kediri Regency and was used to 
formulate comprehensive marketing strategies 
according to SWOT analysis.  

The population of the study was business actors, 
producers, and rice consumers in Kediri Regency. The 
sampling technique used was purposive sampling with 
100 respondents, which was to ensure the validity of 
statistical data in SEM-PLS analysis (Kock & Hadaya, 
2018). The instruments used in this study were 1-5 Likert 

scale to measure brand identity, brand awareness, 
digital marketing capability, market reach, and brand 
image (Hair et al., 2020).  

The data collection was carried out online and 
offline with both consumers and business actors. SEM-
PLS analysis included the evaluation of reliability, 
construct validity, structural model test, and out-of-
sample prediction using PLSPredict (Franke & Sarstedt, 
2019). The hypotheses in this study focused on how the 
role of brand identity and brand image enhances brand 
awareness, expands market reach, and contributes to 
digital marketing capability.  

SWOT analysis was carried out based on the results 
of the survey and interviews. The factors in the SWOT 
analysis consisted of Internal Factors and External 
Factors, which were analyzed using IFAS and EFAS 
matrix by determining weights, scores, and more valid 
and sustainable marketing (Ji et al., 2021). The internal 
factors (strengths and weaknesses) included brand 
identity, the ability to use and access online media for 
consumers and business actors, and the quality of 
certification. Moreover, the external factors 
(opportunities and threats) included the increase in 
consumer awareness of organic production, non-organic 
rice competition, and government policy supporting 
organic products (Shmueli, Sarstedt, & Hair, 2019).  

 

 
Figure 1. Research Flowchart 
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Result and Discussion 
 
Consumer Characteristics Based on Age 

Consumer characteristics must be able to explain 
the general identities, including age, gender, education, 
and income level. These characteristics were based on 
the influence of consumers' willingness to purchase 
organic rice products. Consumers' characteristics based 
on gender can be seen in Table 1.  

 
Table  1. Consumer Characteristics Based on Age 
Category Frequency Percentage 

18–24 12 12 
25–34 28 28 
35–44 30 30 
45–54 20 20 
≥55 10 10 
Total 100 100 

 
Based on the table above, the age distribution of 

respondents is dominated by 25-44 years. This pattern 
indicates that younger adult consumers in Indonesia 
have product knowledge and a positive attitude toward 
organic rice, thereby having the willingness and 
capability to pay. On the other hand, consumers under 
25 years old tend to pay for organic rice at a lower price 
(price consciousness), which becomes an inhibiting 
factor. Another finding by Luthfiana et al. (2024) found 
that the productive age has a more stable economic 
capacity and is more ready for the transformation of 
health values, which was previously oriented towards a 
large portion but is now shifting to a healthier product. 
This is also in line with Saberina (2021), who 
demonstrated that knowledge of organic products and 
consumer attitude are drivers of consumers' willingness 
to pay.  
 
Respondents’ Characteristics Based on Gender 
Table  2. Respondent Characteristics Based on Gender 
Category Quantity Percentage 

Male 44 44 
Female 56 56 
Total  100 100 

 
The composition of respondents based on gender 

demonstrated that food purchasing decision-making, 
emphasizing information exposure to brand 
information, including food safety, product certification, 
and health information, is important. In this study, this 
pattern is beneficial for examining and observing how 
the perception of brand image and brand awareness 
influences the purchasing decision-making of organic 
rice. Moreover, this study examined the extent to which 
Digital Marketing Capability (DMC) is able to reach the 
segments that interact most frequently with the product. 

Another finding by Saberina (2021) showed that gender 
can be a middle ground in the relationship between 
attitudes and purchase intention of organic products, 
thereby highlighting health, quality, and food safety 
aspects.  

 
Respondents’ Characteristics Based on Education 
Table  3. Respondent Characteristics Based on Education 
Category Quantity Percentage 

Junior High 
School/equivalent 

12 12 

Senior High 
School/equivalent 

30 30 

Diploma 12 12 
Bachelor’s Degree 46 46 
Total 100 100 

 
Table 3 shows that the highest level of consumption 

is Senior High School/Equivalent. This is relevant for 
organic rice marketing because several studies stated 
that the higher the education level, the greater the 
correlation with knowledge, perception, and interest in 
organic food, which absolutely will have an impact on 
the willingness to pay. This is proven by Slamet et al. 
(2016a) that education and urbanization will encourage 
the development of the organic food market, thereby 
becoming a new model in purchase behavior.  

 
Respondents’ Characteristics Based on the Income Level 
Table  4. Respondent Characteristics Based on the 
Income Level 
Category Amount Percentage 

<2.5 M 22 22 
2.5–4 M 28 28 
4–6 M 24 24 
6–10 M 16 16 
>10 M 10 10 
Total 100 100 

 
Table 4 showed that respondents with a middle 

income level dominated the interest and purchase of 
organic rice. This proves the positive influence of income 
level on willingness to pay. Besides the field findings 
above, this is also proven by the statement by Trixie 
Riana (2019) that monthly income, price, and brand are 
the main indicators of consumers' willingness to pay. 
This also indicates that the high-income group is more 
interested in making organic rice purchases than 
individuals with lower incomes.  

 
Respondents’ Characteristics Based on Job Distribution 

Table 5 showed that employee and entrepreneurs 
dominates in purchasing organic rice products. This 
group indicates having a stable income and faster access 
to the digital world.  
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Table  5. Respondent Characteristics Based on Job 
Distribution 
Category Quantity Percentage 

Civil Servant/Teacher 12 12 
Employee 30 30 
Entrepreneur 22 22 
House Wife 15 15 
Student 10 10 
Others 11 11 
Total  100 100 

This contrasts with the study by Slamet et al. 
(2016b), which found that employment level is an 
important factor in sociodemographic, but employment 
status does not directly correspond to purchasing power 
and the community consumption level of organic rice. 
What ultimately drives purchase intention with a more 
effective strategy is by emphasizing the health benefits, 
organic certification, and the ease of access to organic 
rice products.  

 
Table  6. Characteristics of Organic Rice Business Actors 

Name of 
Business 

Type of 
Business 

Product 
Variant 

Production 
Scale/Month 

Dominant Platform Main Digital 
Platform 

Main Constraint 

Tani Mulur Farmers 
Group 

White–Red 3–4 tons Marketplace + D2C WA Business,  Certification & 
promotional costs 

Sekar Putih Farmers 
Group 

White 1–2 tons D2C (regular 
consumers) 

WA Business + 
Instagram 

Promotion media 

Ungkal Jaya  Farmers 
Group 

White–Red–
Black 

>5 tons Marketplace + Retail IG, Shopee Promotion media 

Cahyo Mulyo Farmers 
Group 

White–Red 2–3 tons Distributor/Agent WA Business, FB Brand awareness 

Tawang Jaya 
Mulya 

Farmers 
Group 

White 2–5 tons Retail + D2C WA Business, 
Shopee 

Digital marketing 
costs 

 
The type of marketing carried out by 5 business 

actors or farmer groups is a combination of multi-
channel strategy, allowing integration among them, 
such as: Direct to Consumer is combined with online 
market and retail network. This pattern is in accordance 
with the empirical findings that the ability in digital 
marketing, such as content management and interaction 
with the audience, has a positive relationship with 
marketing performance of micro, small, and medium 
enterprises (MSMEs) in Indonesia, particularly related 
to expanding market reach (Purwanti et al., 2022a; 
Sultoni et al., 2022). 

 From the aspect of organic rice quality 
assurance, business actors implement various stages, 
such as the Participatory Guarantee System or 
Indonesian National Standard (SNI) No. 6729 of 2016 
concerning Organic Farming System. Internal quality 
control is the middle ground in improving the 
inclusivity at lower costs.   In the practice of digital 
marketing, quality assurance is a strong reason that 
organic rice cultivation is carried out in accordance with 
the principles, thereby reducing customers' hesitation in 
making organic rice purchases (Sacchi et al., 2024).  

From the perspective of demand, the Indonesian 
market shows that consumers are willing to pay for 
organic rice. Relevant information regarding the 
advantages of organic food can enhance the willingness 
to pay. Implication for digital marketing management is 
the importance of highlighting health value, food safety, 
and proof of quality assurance in concise and 

understandable messages, so that exposure through 
online platforms is transformed into a purchasing 
decision(Grimm et al., 2023). 

Persuasive marketing is not constrained by logistic 
or raw materials availability(Puwandoko, 2018). 
However, what must be considered is strengthening 
downstream coordination and improving supply chain 
flows. A study of the organic rice supply chain in 
Indonesia emphasizes the importance of aligning the 
process from upstream to downstream, including 
volume stability, quality standards, and distribution 
effectiveness. When the coordination is running, a 
consistent offer will support the brand promise 
communicated digitally, thus customer experience 
remains positive and repurchase can be sustained. 

Besides strengthening trust and the supply chain, 
channel strategies should be aligned with growth 
objectives. Direct-to-consumer sales are effective for 
establishing the relationship, regular customer program, 
and retention; online marketplaces and social media are 
effective for acquisition; and retail or agents are useful 
for distribution equity and physical visibility. A study 
on organic food consumer behavior in Indonesia also 
demonstrates that attitudes, norms, and perceived 
behavioral control influence purchase intention, so that 
educative content, user guides, and customer reviews 
are important complements for price 
promotion(Kaufmann et al., 2023). 
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Evaluation of Measurement Model 
Evaluation of the measurement model used the 

outer model to observe and assess the extent of the 
relationship between indicators and their latent 
variables, including validity and reliability tests. 
Validity test aims to measure the validity of the research 
instrument (questionnaire) in measuring data accuracy. 
Meanwhile, a reliability test aims to examine the extent 
to which the research instrument can be relied upon in 
presenting data.  

The validity test consisted of 2: convergent validity 
and discriminant validity. To examine the convergent 
validity, it can be carried out by examining the outer 
loading values and the average variance extracted 
(AVE). Discriminant validity can be seen from the cross-
loading and the square root of AVE.  

 
Table  7. The Results of Outer Loading 
Construct Indicator Loading p 

BI (X) BI1 0.81 <0.001 
 BI2 0.85 <0.001 
 BI3 0.78 <0.001 
 BI4 0.83 <0.001 
BAW (Z2) BAW1 0.84 <0.001 
 BAW2 0.87 <0.001 
 BAW3 0.79 <0.001 
BIM (Z1) BIM1 0.82 <0.001 
 BIM2 0.85 <0.001 
 BIM3 0.8 <0.001 
 BIM4 0.83 <0.001 
DMC (X2) DMC1 0.77 <0.001 
 DMC2 0.82 <0.001 
 DMC3 0.84 <0.001 
 DMC4 0.8 <0.001 
COMP (Y) COMP1 0.86 <0.001 
 COMP2 0.83 <0.001 
 COMP3 0.79 <0.001 

  
The results of the measurement above indicate that 

all indicators in each construct have outer loading values 
of ≥ 0.70, thus meeting the convergent validity and are 
feasible to be retained in the measurement model. In the 
SEM-PL framework, a minimum threshold of 0.708 is 
used to indicate ≥ 50% of construct variance (outer 
loading2 ≥ 0.50) and still pays attention to AVE ≥ 0,50 and 
reliability composite ≥ 0.70 at the construct level.  

Substantially, the results show that the outer 
loading is stronger in terms of brand identity, digital 
marketing capability, brand awareness, brand image, 
and competitiveness. This aligns with the field of brand 
strategy, where strengthening brand value is proven to 
be able to encourage brand competitiveness, both 
directly (through product differentiation) and indirectly 
(through strengthening digital marketing). It is 
reasonable for brand identity and brand image to show 
a high contribution to the measurement. On the other 

hand, digital marketing capability has a positive 
relationship with consumer interest and business actor 
performance(Gupta et al., 2020).  
 
Table  8. The Results of Average Variance Extracted 
(AVE) Value 

Construct AVE 
Rule of 
Thumb 

Description 

BI (X1) 0.66 0.50 Valid 
BAW (Z2) 0.67 0.50 Valid 
BIM (Z1) 0.68 0.50 Valid 
DMC (X2) 0.64 0.50 Valid 
COMP (Y) 0.67 0.50 Valid 

 
The results of the data analysis above demonstrate 

that all variables have an AVE value of > 0.50, thus 
meeting the principle of the rule of thumb. The 
conclusion is that all research variables can describe 
more than 50% of indicator variance in a valid and 
convergent manner. Convergent validity is based on 
Average Variance Extracted (AVE) of the reflective 
construct. This study attempts to examine the digital 
marketing capability and performance of micro, small, 
and medium enterprises. Moreover, brand awareness 
and brand image on consumer behavior are 
requirements before assessing the media effects between 
constructs(Hair et al., 2019a). In general, these values 
support the use of AVE ≥ 0.50 as the standard for 
convergent validity in the study.  

 
Table  9. The Results of Squared Root AVE 

Construct √AVE 

Brand Identity (BI) 0.812 

Brand Awareness (BAW) 0.819 

Brand Image (BIM) 0.825 

Digital Marketing Capability (DMC) 0.800 

Competitiveness (COMP) 0.819 

Source: Primary Data, Processed (2025) 
 Based on the results of the squared root AVE 
analysis, all constructs have values ranging from 0.800 to 
0.825. Theoretically, the squared root AVE value 
indicates that a construct has strength in its construct, 
and the Fornell-Larcker test is met if each construct 
exceeds all correlations between related constructs. 
According to Hair et al. (2020), if the square root AVE 
value for a variable is greater than that of another 
variable, it indicates that the variables share more 
variance. Thus, it can be concluded that all variables 
have met the discriminant validity.  
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Table  10. The Results of Composite Reliability 
Construct CR Cronbach Alpha 

BI (X1) 0.88 0.85 
BAW (Z2) 0.86 0.81 
BIM (Z1) 0.89 0.86 
DMC (X2) 0.87 0.83 
COMP (Y) 0.86 0.79 

 
Based on the results of the table above, it can be 

concluded that all latent variables used have been 
declared to meet the requirements of the reliability test. 
Moreover, based on the Cronbach's Alpha values, all 
values of latent variables have greater values than 0.6. 
According to Cheung et al. (2024), it is suggested that 
composite reliability should be constructed relatively 
and absorb more than 50% of the variance of its 
indicators. Some previous studies emphasized that AVE 
consistently meets the minimal threshold of 0.50 and 
serves as the instrument of convergent validity before 
the structural model testing(Purwanti et al., 2022b).  

 
Evaluation of Structural Model 

Inner model is a structural model that aims to 
describe the causal relationship between latent 
constructs, which influence, how strongly they 
influence, and what the consequences are. Inner model 
focuses on the path coefficients used to test theoretical 
hypotheses(Guenther et al., 2023).  

 
Collinearity Assessment 

Collinearity testing in SEM-PLS involves 
examining redundancies among predictors and among 
indicators, which can distort the ability of the path 
coefficient and make the results easy to interpret. The 
results of the collinearity test are as follows.  

 
Table  11. The Results of Collinearity Assessment 

Endogenous Predictor VIF 

Brand Awareness 
(Z1) 

Brand Identity (X1) 1.48 

 Digital Marketing Capability (X2) 1.52 

Brand Image (Z2) Brand Identity (X1) 1.85 
 Brand Awareness (Z1) 2.02 
 Digital Marketing Capability (X2) 1.67 

Competitiveness (Y) Digital Marketing Capability (X2) 1.74 
 Brand Awareness (Z1) 1.52 
 Brand Image (Z2) 1.96 

 
From the results of inner VIF, it can be interpreted 

that there is no multicollinearity among predictors in 
each endogenous construct. Methodologically, SEM-PLS 
guidelines consider that collinearity is still acceptable if 
VIF < 5. The estimated path coefficient can be interpreted 
without concern for distortion due to predictor 

redundancy, and the next evaluation will be more 
reliable(Hair et al., 2019b). The results of the study above 
are in line with the practice and findings in the study 
regarding marketing capability and MSME 
performance: before examining the structural 
relationship, the researcher examined and reported that 
VIF was under the recommended threshold by 
following the evaluation of the inner model according to 
the latest SEM-PLS guidelines (Shmueli, Sarstedt, Hair, 
et al., 2019a).  

 
Path Coefficient 

Path coefficient becomes a standardized regression 
coefficient that indicates the direction and strength of the 
influence between the latent construct in the structural 
model. In general, the value is between -1 and +1.  

 

 
Figure 2. The Results of the Path Coefficient Test 
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The path coefficient model above shows overall 
significance: X1→Z1 = 0.58 (p<0.001); Z1→Y = 0.35 
(p<0.001); Z1→Z2 = 0.42 (p<0.001); Z2→Y = 0.18 
(p=0.028); X2→Z1 = 0.27 (p=0.004); X2→Z2 = 0.22 
(p=0.011); dan X2→Y = 0.29 (p=0.003). Branding works 
strongly upstream in establishing brand equity and 
encourages digital awareness to expand market reach. 
Moreover, digital marketing has more emphasis on the 
impact of market reach and provides reinforcement on 
the equity.  

This finding is in line with Shmueli, Sarstedt, Hair, 
et al. (2019b), who found that social media marketing 
enhances brand equity, which encourages repurchase. 
This reflects X2-> Z1 and Z1-> Y in the model. The 
evidence of attractiveness is from the quality and 
credibility of e-WOM on how it enhances the purchase 
intensity online. In the context of organic products, 
social media influences confirmation and satisfaction in 
order to enhance information about organic products 
and the role of social media in organic market behavior 
(Rahaman et al., 2022).  

 
R-Squared (R2) 
Tabel  12. R-Squarred Result 
Variable R Squared Category Description 

Y 0.7 0.71 Substantial 

 
As shown in Table 12, the R-squared value of 0.7 

indicates that 70% of the Y variation in the model can be 
explained by the predictors (Digital Marketing 
Capability/X2, Brand Awareness/Z1, and Brand 
Image/Z2). In the SEM-PLS structural model, the 
explanatory power of the endogenous construct 
demonstrates high validity power for the marketing 
concept.  

Based on Table 13, the results of the Goodness of Fit 
Model showed that the average path coefficient in the 
structural model with ARS of 0.690 (p<0.001) and AARS 
of 0.670 (p<0.001) indicates that the endogenous 
construct was within a moderate-high range. According 
to the Warp-PLS book, it meets if p≤0.05, so that the 
combination between value and its significance suggests 
a stable and informative model in describing the 
outcome variable(Hair et al., 2020). The AVIF value of 
2.14 and AFVIF value of 2.21 were below the threshold 
of 5, indicating the low multicollinearity between 
predictors. The results above indicate that the common 
method bias is not a problem.  

Moreover, the GoF result of 0.677 was considered 
large according to the classical threshold for small, 
medium, and large (0.10, 0.25, 0.36). However, GoF is not 
recommended as a measure of SEM-PLS validity for 
assessing model suitability, and it is used descriptively 
compared to a fit test, such as CB-SEM.  
 

Table  13. The Results of the Goodness of Fit Model 
Indicator Result Criteria Decision 

APC 
(Average 
Path 
Coefficient) 

0.328; 
p < 
0.001 

Significant if p ≤ 0.05 
(resampling/Bonferr
oni test) 

Meet 

ARS 
(Average R²) 

0.690; 
p < 
0.001 

Significant if p ≤ 0.05 Meet 

AARS 
(Average 
Adjusted R²) 

0.670; 
p < 
0.001 

Significant if p ≤ 0.05 Meet 

AVIF 
(Average 
Block VIF) 

2.14 
Accepted ≤ 5, ideal ≤ 
3.3 

Meet 

AFVIF 
(Average 
Full 
Collinearity 
VIF) 

≈2.21 
Accepted ≤ 5, ideal ≤ 
3,3 (also CMB test) 

Meet 

GoF 
(Tenenhaus 
GoF) 

0.677 
Classic: small ≥0.10; 
medium ≥0.25; large 
≥0.36 

Large (see 
notes) 

SPR 
(Simpson’s 
Paradox 
Ratio) 

1 ≥ 0.70 (ideal = 1) 
Meet 

(ideal) 

RSCR (R² 
Contribution 
Ratio) 

0.99 ≥ 0.90 (ideal = 1) 
Meet 

(ideal) 

SSR 
(Statistical 
Suppression 
Ratio) 

1 ≥ 0.70 
Meet 

(ideal) 

NLBCDR 
(Nonlinear 
Bivariate 
Causality 
Direction 
Ratio) 

0.86 ≥ 0.70 Meet 

 
The causality index with SPR of 1.00, RSCR of 0.99, 

SSR of 1.00, and NLBCDR of 0.86 was above the 
threshold. This indicates that there was no Simpson's 
paradox, the R-squared contribution was positive, there 
was no suppression, and hypothesized causal directions 
were supported by bivariate associations. In practice, 
these patterns indicate that social media marketing 
activities enhance brand equity, leading to repurchase 
by consumers. This also aligns with the study by 
Shmueli, Sarstedt, & Hair (2019).  

 
SWOT Analysis 

Strategic planning focuses on strengths, 
weaknesses, opportunities, and threats from the external 
environment so that the company's or business's goals 
and priorities are more directed. To be able to access the 
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market expansion, a SWOT analysis is required as 
follows.  
 
Table  14. SWOT Matrix Analysis 

Strengths (S) Weaknesses 
(W) 

Opportunities 
(O) 

Threats (T) 

Strong branding 
→ Brand 
Awareness (β 
X1→Z1 = 0.58) 

40% of the 
variance in 
awareness 

remains 
unexplained 

(R² Z1 = 
0.60) 

The growth of 
e-commerce & 

social 
commerce 

Price 
competitio

n with non-
organic 

rice/other 
organic 
brands 

Awareness 
encourages 
Market 
Reach/Competit
iveness (β Z1→Y 
= 0.35) 

The effect of 
Z2→Y is still 
moderate (β 

= 0.18) 

Consumer 
interest in 

healthy/organic 
products 
increases 

Changes in 
platform 

algorithm 
& ad costs 

Digital 
marketing has 
direct (β X2→Y 
= 0.29) & 
indirect (via 
Z1/Z2) impact 

Limited 
content/CR

M capability 
& digital 

literacy 

KOL/UGC 
collaboration, 

referral 
program, 
thematic 

campaign 

Greenwash
ing risk & 

organic 
authenticit

y issue 
(brand 

trust) 

High 
explanatory 
power: 
R²(Y)=0.70, 
R²(Z2) =0.70; 
model fit quality 
& collinearity 

The 
consistency 

of 
supply/pack
aging & data 
analytics has 

not been 
optimal 

Traceability (QR 
code of origin 

story) & B2B 
opportunities 

(HORECA/insti
tution) 

Fluctuation 
of 

supply/log
istics and 

price 
sensitivity 

 
Strengths. It becomes the strongest path for the 

upstream to the downstream of a product in a business. 
Branding by enhancing equity will drive market reach 
through digital marketing. This is in line with the study 
by Shmueli, Sarstedt, Hair, et al. (2019a) that increasing 
social media activities will automatically enhance brand 
image and brand awareness, as well as encourage 
repurchase (according to the mechanism of X2 → Z1 → 
Y) in the model. On the other hand, Sharabati et al. (2024) 
stated that digital marketing will improve business 
performance.  

Weaknesses. This is not a wrong strategy, but it 
requires improvement in the model. This indicates that 
40% of the variance in awareness remains unexplained, 
so that offline purchase experience, physical distribution 
platforms, and partnership with big retailers still play 
important roles. At this point, a marketing mix plays a 
role in shaping brand equity and purchase decisions. 
This aligns with the evidence from Gupta et al. (2020) 
that credibility and quality of e-WOM determine the 
online purchase intensity.  

Opportunities. The greatest opportunity lies in 
strengthening e-commerce. This study demonstrates 
that a blockchain-based approach enhances trust in 
organic product purchases. This provides strong 
justification in digital marketing strategies to enhance 
awareness (Z1) and attract consumer interest (Z2). In the 
organic rice commodity, this aligns with expanding 
online-offline market reach.  

Threats. There is a sensitivity on price, ad costs, and 
fluctuation of raw materials. This is correlated with 
consumer trust in organic products, highlighting the key 
role of the product certification institution. National 
research also mentioned that price and label are factors 
influencing perceived value to reduce price and 
premium positioning.  

 
SWOT Strategies 

The development of systematic SWOT integrates 
internal factors (Strengths/Weaknesses) with external 
factors (Opportunities/Threats), resulting in 4 
strategies: SO, WO, ST, and WT. Through SWOT 
strategies, the research can directly interpret the findings 
of the analysis to improve strategies for increasing sales. 

 
Table  15. The Results of SWOT Strategies 

Quadrant Purpose Core Strategy (concrete 
examples) 

S–O (use 
strengths to 
achieve 
opportunities) 

Rapid reach 
scale on 

digital 
platforms 

1) Official store + always-on 
ads; 2) UGC/e-WOM 

program by the theme farmer 
story; 3) Healthy product 

bundle; 4) QR traceability on 
packaging to strengthen 

Z1→Z2 

W–O (cover 
weaknesses 
through 
opportunities) 

Improving 
the 

effectiveness 
of content & 

conversion 

1) Digital training & content 
calendar template; 2) 

Implementation of simple 
CRM (WhatsApp/Email 

remarketing); 3) 
Standardization of product 

packaging & photos 

S–T (use 
strengths to 
face threats) 

Maintain 
credibility & 

ROI 

1) Certification/third-party 
endorsement; 2) Platform 
diversification (different 

marketplaces + offline); 3) 
Narrative & positioning 

differentiation 

W–T minimize 
risk) 

Stabilize 
services & 

costs 

1) Production & stock 
planning; 2) Price-pack 

architecture (size/variant); 3) 
ROAS & cost cap-based ad 

budgeting 

 
S-O strategy focuses on strengths to reach broader 

opportunities. Branding and abilities in managing social 
media encourage market interests and market reach. The 
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main purpose is to campaign for organic products on 
social media, ultimately leading to purchase. In organic 
commodities, it will drive satisfaction and sustainability 
in the ecosystem. Affordability will enhance customer 
trust and additional purchases.  

W-O strategy focuses on utilizing weaknesses 
through opportunities by maintaining the consistency of 
social media content and maintaining good 
relationships with consumers. This can be carried out by 
digital content training and packaging standardization. 
This practice is supported by Hanani et al. (2020) who 
state that investment in social media and consumer 
management has a significant impact on increasing sales 
made by consumers.  

S-T strategy represents major threats in 
greenwashing, ad costs, and price competition. Another 
evidence demonstrates that increasing trust must begin 
with maintaining good credibility. The distribution side 
must also be maintained by selecting several social 
media platforms to avoid platform dependency. 
Selecting social media platforms also has an impact on 
market efficiency and market reach.  

W-T strategy focuses on how to manage stocks and 
ads effectively and efficiently. This emphasizes the 
concept that the marketing mix influences brand equity 
and purchase decisions. Moreover, trusted e-WOM also 
reduces negative perception from consumers to 
purchase organic rice products.  
 

Conclusion  
 

This study shows that strengthening brand identity 
drives an increase in brand awareness, which in turn 
shapes a more positive brand image. Digital marketing 
capabilities have been proven to have a direct impact on 
increasing competitiveness, while also strengthening 
brand awareness and image as an indirect path to better 
market performance. The quality of the measurements 
meets the threshold of feasibility—the indicators contain 
adequate variance and discriminant validity is 
fulfilled—so that structural equation modeling based on 
partial least squares provides a reliable basis for 
inference. Conceptually, these findings confirm a 
consistent flow: identity → awareness → image → 
competitiveness, with digital marketing capabilities 
acting as a reinforcer throughout this flow. In other 
words, when the brand story is refined and presented 
consistently across digital channels, the market finds it 
easier to recognize, trust, and then choose organic rice 
from Kediri. 

The practical implications are clear and measurable. 
First, strengthen the identity narrative uniqueness, 
origins, and cultivation process and display easily 
verifiable proof of quality (certification, scanning codes, 
and testimonials). Second, manage channels in an 

integrated manner: direct channels to customers to build 
relationships and retention; online markets and social 
media for acquisition; and retail or agents for 
distribution and physical visibility. Third, use a strategy 
map from a strength-weakness-opportunity-threat 
analysis: leverage the strength of local stories to seize 
opportunities, address weaknesses through content 
training and standardization of packaging and photos, 
maintain credibility with third-party quality assurance, 
and control advertising costs and price competition 
through stock planning and size-variant architecture. 
This series of steps translates quantitative findings into 
daily practices that can be immediately implemented by 
businesses in Kediri. 
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