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In modern times where information is absorbed and moved as fast as it is 
today, every effort needs to keep up with the development of technology, so 
as not to sink because it is buried by competitors who first follow the 
development, one of the ways that can be done is to follow the online go 
system, or make our business available online through internet technology. 
This program can help existing efforts to help build brand awareness in the 
eyes of the public, find new markets or customers, and increase sales. GAIA 
Daily and Zuist Leather as one of the MSMEs in Bandung need this program 
to increase brand awareness and find new markets. This optimization activity 
by (1) Providing training on the Internet and its benefits for marketing 
purposes by making marketing planning; (2) Provide social media 
management training such as Instagram and Facebook; (3) Provide training 
on advertising on social media through Instagram Ads and Facebook Ads. 
GAIA Daily and Zuist Leather Genuine Leather have been proven by the Go 
Online System that has been done through Social Media the results are very 
good, where gaia Daily and Zuist Leather Genuine Leather social media has 
gained market reach and new potential consumers as many as 1,157,119 
people from the online platforms used today. This can help MSMEs GAIA 
Daily and Zuist Leather Genuine Leather increase sales turnover while raising 
brand awareness in the eyes of its regular consumers.  
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2. Method  

Fig. 1.  Implementation of Methods and Stages 
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3. Results and Discussion 

3.1. Social Media 

3.2. Creating an attractive photo display for Social Media 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 2.  Display Photos on Social Media 
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3.3. Interesting content creation for Social Media. 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 3.  Facebook Cover of GAIA Daily 

 

  

 

 

 

 

 

 

 

 
 

 

 

 

Fig. 4.  Facebook Cover Zuist Leather 
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Fig. 5.  Information Content on Instagram GAIA Daily 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 6.  Information Content on Zuist Leather's Instagram 

3.4. Making Marketing dan Sales Planning 
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3.5. Social Media Ads 

 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 7.  Ads on Instagram Social Media 

3.6. Monitoring dan Evaluation  
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4. Conclusion 
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