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STRATEGI PENGEMBANGAN LOULOUDI MELALUI DIGITAL MARKETING
SEBAGAI PERAN DAN AKTIVITAS CHIEF MARKETING OFFICER (CMO)

(Annisa Rahmawati)

ABSTRAK

Louloudi adalah brand fashion lokal yang dikembangkan untuk memenuhi kebutuhan pasar
perempuan muda di Indonesia, khususnya mereka yang menginginkan pakaian feminin, lucu,
dan bergaya coquette dengan harga terjangkau. Alasan pemilihan bisnis ini didasari oleh
tingginya permintaan terhadap produk fashion dengan gaya tersebut, yang seringkali sulit
ditemukan pada brand lokal dengan kualitas dan harga yang sesuai. Selama kegiatan Prostep,
tim Louloudi menghadapi beberapa kendala, seperti menemukan target pasar yang tepat,
menentukan desain yang sesuai dengan tren, serta memilih konveksi yang dapat menghasilkan
produk dengan kualitas yang diinginkan. Solusi yang diterapkan untuk mengatasi kendala
tersebut antara lain dengan melakukan riset pasar lebih mendalam, menggunakan feedback dari
focus group discussion (FGD), dan bekerja sama dengan konveksi yang memenuhi standar
kualitas. Dari kegiatan ini, banyak hal yang dipelajari, termasuk pentingnya riset pasar yang
komprehensif, pengelolaan brand yang konsisten, serta strategi pemasaran yang efektif melalui
media sosial. Louloudi diharapkan dapat menjadi brand fashion lokal yang berkembang dan
memberikan dampak positif di industri fashion Indonesia.

Kata kunci: Fashion, Coquette, Brand, Prostep
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LOULOUDI DEVELOPMENT STRATEGY THROUGH DIGITAL
MARKETING AS THE ROLE AND ACTIVITIES OF THE CHIEF
MARKETING OFFICER (CMO)

(Annisa Rahmawati)

ABSTRACT (English)

Louloudi is a local fashion brand developed to meet the needs of the young Indonesian
women's market, particularly those seeking feminine, cute, and coquettish clothing at
affordable prices. This business model was chosen due to the high demand for fashion
products in this style, which is often difficult to find with local brands at the appropriate
quality and price. During the Prostep activity, the Louloudi team faced several obstacles,
such as finding the right target market, determining designs that are in line with trends,
and selecting a garment factory that can produce products with the desired quality.
Solutions implemented to overcome these obstacles included conducting in-depth market
research, utilizing feedback from focus group discussions (FGDs), and collaborating
with garment factories that meet quality standards. From this activity, many lessons were
learned, including the importance of comprehensive market research, consistent brand
management, and effective marketing strategies through social media. Louloudi is
expected to become a growing local fashion brand and have a positive impact on the
Indonesian fashion industry.

Keywords: Fashion ,Coquette, Brand, Prostep
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