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ABSTRACT e Wiage Keutuhwnny:

In Indonesia, generally cooking activities to prepare some dishes for whole family
is responsible of house wives. The presence of instant seasoning mixes can help as
one of solution for moms on daily cooking activities at their home. Business
growth of instant seasoning mixes in Indonesia during 2004-2006 reach to 20%
per year (AC Nielson, 2006), in step with increasing career women and house wife
activities. Market competition was more and tighter by emerging a lot of player,
not only home industry and national scale, even international company involved.
By the end 2006, joint venture company PT Nestle Indofood Citarasa Indonesia
Jaunched new instant seasoning mixes under Racik brand. Although the market
condition was full competition, but instant seasoning mixes under Racik brand
was successfully launched to contribute 4% company increasing revenue with
82% internal growth in this category.

These studies was conducted at 10 traditional markets in Jakarta arca for 4 weeks
(Nov 22, - Dec 21, 2008) with total 200 respondents of house wives whose users
of instant seasoning mixes under Racik brand (using screening during the field).
These studies proposed to analyze a marketing mixes factor which influence to
consumers and triggering them to buy Racik products, also to get some ideas
which give benefits for developing and making product strategy in the future.

Based on these studies, we found consumer profile of instant seasoning under
Racik brand was dominated by young mothers with 30.8% around 20-30 years old
and 37.0% around 31-40 years old. The measurement of marketing mix indicators
shown all those indicators were valid and reliable except one price indicator ‘can
save the money’. There is no uniformity from price perspective until end users
level. The key successful of instant seasoning Racik was contributed by marketing
mix factors as well which influenced to consumer behavior of product users its
self (factor analysis shown high loading factor value and KM0O>0.50). Marketing
mixes dimension which contribute intensely for decision making to buy the
product was influenced by interesting nice packaging with practical product usage
and good quality perception, affordable price equal to its benefit and cheaper
compared to competitors, good perception of advertising means easy to
understand and appropriate to product its self, and easy to find mainly at mohflle
vegetable grocery and stall. Price and advertising have coeijﬁcient correlation
0.405 with significant level 0.000 and R Square 0.1 64 Both price and advertising
is very important for company, where as price will generate company revenue
while advertising will trigger consumer trial ship and buying process.
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ABSTRAK

Di Indonesia kegiatan masak untuk menghadirkan makanan bagi keluarga secara
umum menjadi tanggung jawab ibu rumah tangga. Kehadiran produk-produk
bumbu masak instan dirasakan sangat membantu untuk meringankan aktivitas
masak bagi para ibu di rumah. Pertumbuhan bisnis bumbu masak instan di
Indonesia dari 2004-2006 terus mengalami peningkatan rata-rata 20% per tahun
(AC Nielson, 2006), sejalan dengan semakin meningkatmya wanita karir dan
banyaknya aktivitas ibu rumah tangga. Persaingan pasar semakin ketat dengan
banyaknya pemain pasar mulai dari home industry hingga perusahaan berskala
nasional bahkan internasional. Pada akhir tahun 2006, perusahaan joint venture
PT Nestle Indofood Citarasa Indonesia memasarkan produk baru bumbu masak
instan merck Racik. Meskipun kondisi persaingan di kategori bumbu ini cukup
ketat, produk bumbu masak merek Racik mampu meraih sukses di pasar dengan
peningkatan kontribusi 4% dari revenue perusahaan dengan tingkat pertumbuhan
82% di kategorinya.

Penelitian ini dilakukan terhadap pengguna produk bumbu instan merek Racik di
10 pasar tradisional area Jakarta selama 4 minggu (22 Nov — 21 Des 2008),
dengan total responden sebanyak 200 orang (terdiri dari ibu-ibu rumah tangga).
Penelitian dimaksudkan untuk menganalisis persepsi konsumen terhadap bauran
pemasaran Racik dan faktor-faktor yang mempengaruhi konsumen terhadap minat
pembelian produk bumbu masak merek Racik dan akan bermanfaat sebagai input
bagi strategi dan pengembangan produk di masa yang akan datang.

Berdasarkan hasil penelitian diperoleh data tentang profil dari konsumen bumbu
masak merek Racik yaitu mayoritas ibu rumah tangga berusia muda antara 20-30
tahun (30,8%) dan 31-40 tahun (37,0%). Pengukuran terhadap indikator bauran
menunjukkan bahwa semua indikator valid dan reliable kecuali satu

indikator harga ‘dapat menghemat uang’. Hal ini disebabkan karena tidak adanya
keseragaman harga di tingkat pengguna akhir. Keberhasilan pemasaran produk
bumbu masak merek Racik sangat dipengaruhi adanya faktor bauran pemasaran
yang sangat baik dan memberikan pengaruh yang besar terhadap tingkah laku
ionsumen bumbu masak tersebut (analisis faktor menunjukkan nilai loading
factor tinggi dan KMO>0,50). Dimensi bauran pemasaran yang sangat
mempengaruhi tingkah laku konsumen dalam pembelian produk l_)umbu masak
merek Racik yaitu adanya kemasan yang menarik, persepsi kepraktisan
dan kualitas produk, harga wajar sebanding manfaamya dan lebih

murah dibanding produk sejenis, persepsi iklan yang baik dimana mudah
dipahami dan sesuai produk sesunggubnya, serta keterw?iaan produk yang muc!ah
terutama di tukang sayur dan warungan. Harga dan iklan memiliki koefisien
korelasi 0,405, tingkat signifikan 0,000 dan nilai R Square 0,!64. Keduanya baik
hargamaupuniklansangatpenﬁngbagiperuSah?an,dmanahargaakaq
mendatangkan revenue bagi sedangkan iklan akan mempengaruhi

konsumen dalam proses pembelian dan trial ship dari produk.
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