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course, we need the right marketing strategy to be able to meet
market needs and demands. Therefore, this study aims to analyze
consumer preferences in choosing mix cereals with the
convenience sampling method which was distributed in the form
of an online questionnaire to 100 women aged 25-45 years. Then
the results were analyzed using the conjoint analysis method. In
this study, it was found that the producer's attributes became the
most important factor in consumers' consideration of choosing
mix cereals, followed by taste, price, and nutrition. Higher
consumer preferences are found in the combination of mixed
cereal products with chocolate flavor and there are fiber claims
on the packaging which are sold with a price range of Rp. 1,200,
- up to Rp. 1.850,- produced by Wingsfood. This can be a
reference for FMCG companies to apply and develop a mix
cereal product that can be launched to enter the cereal business
in Indonesia.

l. Introduction

The increasing popularity of Western culture and the trend of healthy lifestyles have a
positive impact on increasing the growth of the Fast-Moving Consumer Goods (FMCG)
market in the food and beverage industry sector, one of which is the cereal category product
which is considered a healthy product and provides many health benefits to consumers.
(Euromonitor, 2016). The cereal market category continues to grow (5.4%) as of the
September 2016 update. Cereals are categorized into three sub-categories; Sub-category Mix
Cereal (cereal drink), Ready to Eat (RTE), and Hot Cereal. All sub-categories still showed an
increasing trend in 2016. The growth of the cereal category was driven by the growth of the
Mix Cereals sub-category (6.2%) with the largest volume contribution (78% share) (Nielsen,
2016). Followed by the Ready to Eat sub-category (16% share) with 4.2% growth and Hot
Cereal (8% share) which only grew 1.2% as shown in Figure 1.
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Figure 1. Volume Contribution and Growth of Cereals Sub-Category in Indonesia
Source: (Nielsen, 2016)

Mix Cereal is a sub-category of cereal products containing milk, sugar, and cereal,
commonly known as mix cereal. Currently, the mixed cereal market has a value of around 1.3
trillion, with a growth of 6.8%. There are several brand variants in this sub-category, such as
Energen, Ceremix, and so on. Another sub-category, namely Ready to Eat (RTE) is currently
dominated by cereals from the Nestle company, followed by Simba, and another competitor
is Gery from Garudafood. In addition, the Hot Cereal sub-category is almost wholly owned
by Quacker Oat (87% share) and Energen has also begun to penetrate into this sub-category
(4.2% share) (Nielsen, 2015).

The biggest business opportunity is to enter the mixed cereal market which is very
potential because this market has a large scope of value and growth, but is occupied by only a
few players. Energen is the pioneer and market leader in this cereal mix sub-category where
98% dominates the market as shown in Figure 1.2 (Nielsen, 2015).
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® Energen
W Provita

= Others

Figure 2. Contribution of Mix Cereal Market Value
Source: (Nielsen, 2015)

Several previous studies reveal the preliminary information on cereal foods that are
considered when buying, its is nutrition, taste, and health (Kraus, 2015; Kaur and Singh,
2014). In addition, consumers are also sensitive to price when buying a food product (Mamun
et al., 2010). This information was also obtained from the results of exploration that has been
carried out on 10 people in Jakarta who routinely buy and consume mixed cereal, things that
are taken into consideration when buying are taste, price, nutrition, as well as the brand or
production company. Flavor variants play an important role in the selection of cereal mixes,
of course, which can be accepted and liked by consumers, because the aroma and taste of the
cereal mix are what inspire consumers to be interested in trying to buy or repurchase. In
terms of price, consumer are also very sensitive to significant price differences between
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products of similar categories. Consumers will consider whether the price is appropriate or in
accordance with the products offered. In addition, consumers also tend to see the cereal mix
from the credibility of the brand or company that produces the cereal mix, when consumers
do not believe in the credibility of the brand or production company, they tend to look for
other product alternatives. Some consumers also consider aspects of nutritional content when
buying cereal mixes, such as the content of milk and vitamins and minerals. Based on the
explanation above, this study aims to analyze the level of consumer preference when
choosing mix cereals.

According to Kozup et al. (2003), consumers tend to prefer packaging with nutritional
claims and information compared to those without nutritional claims. Drewnowski et al.
(2010) found that consumer perceptions of healthy food products are influenced by protein
and fiber claims. One of the fiber produced by carbohydrates can be obtained from cereals.
Consumers believe that cereal products contain lots of fiber which is good for digestive
health.

H1. Consumer preferences for mixed cereals were higher in products that claimed
to have a lot of fiber than those that did not.

Giving flavor or taste to food products is a stimulant in fulfilling human needs to
increase pleasure and enjoyment. In dairy products and their analogues, the most common
flavor trends are chocolate, strawberry, and vanilla with chocolate as the highest flavor
contribution (Sjahwil et al., 2014).

H2. Consumer preferences for mixed cereals are higher in the flavor variant,
which is chocolate compared to vanilla.

According to Mamun et al. (2014), consumers are susceptible to price because they
want to get the maximum benefit from the money they spend; they will have a price range
that is considered appropriate compared to the amount of value or benefits offered. In a study
conducted by Larosa (2011), it was found that there is a positive influence of the price
variable on consumer decisions to buy a food product. Consumers do not always buy
products at low prices. A product in the market has a price range that is considered
appropriate by consumers (Rahardjo, 2016). Several mixed cereal products in Jakarta, such as
Energen, Quacker, Ceremix, and Provita have quite a variety of prices with prices ranging
from Rp. 1,200, - up to Rp. 2.500,- per sachet. In general, consumers prefer to buy products
at retail stores that offer a variety of products at competitive prices (Shabastian and Samuel,
2013). Based on the results of exploration carried out, consumers provide an appropriate
price range for mixed cereal at a price of Rp. 1,200, - up to Rp. 1.500,-.

H3. Consumer preferences for mixed cereals are higher in the lower price range
than at the higher price range.

According to Sugiarto (2007), producer credibility or reputation is a source of
credibility that can influence consumer attitudes towards a brand or product. Consumers will
more readily accept products or services produced by producers with a good reputation.
Products with a known manufacturer's name provide more value to the physical features of a
product (Lantos, 2011).

In this study, researchers will take the example of Indofood, Wingsfood, and Mayora as
food production companies that are well known in Indonesia. PT. Indofood Sukses Makmur
Tbk. in the past few decades it has developed its business into a company that provides total

12658



food solutions with operational activities ranging from processing raw materials into finished
goods. Products from PT. Indofood is very easy to find, from retail traders on the street to
supermarkets. PT. Mayora Indah Tbk. is also one of the companies engaged in the FMCG
industry which is widely known by the people of Indonesia with its commitment to always
produce quality products. PT. Wingsfood is also an FMCG producer committed to producing
international quality products at economical prices that are well known by consumers. Based
on the exploration conducted to 10 people in Jakarta, PT. Indofood is a producer that has
become a "top of mind" producer of food products, which Wingsfood then followed, and
Mayora.

H4. Consumer preferences for mixed cereals were higher for products with well-
known producers, namely Indofood, compared to lesser-known producers.

Il. Research Methods

The location of this research is Jakarta. The area to be researched is the city of Jakarta.
This selection was based on the area with the largest contribution to the mix cereal market,
namely in the Jakarta area (23%) (Nielsen, 2015). The object of this research is nutrition,
price, taste, and producer and the subjects in this study are housewives (25 - 45 years) who
are consumers who have bought mixed cereal (at least once in the last 3 months) and live in
the Greater Jakarta area. In this study, the data obtained directly (primary data) in the form of
distributing questionnaires to respondents who had bought and consumed mixed cereal in
Greater Jakarta and secondary data were data obtained by researchers indirectly, but through
media intermediaries, such as other people or documents. The description of the
operationalization of this research variable can be seen in Table 1.

Table 1. Research Variables and Variable Measurement Scale

Variable Operational Definition Operasional Variable Measurement
Flavor/Taste ;I/arlants in mixed cereal e Chocolate
avors e Vanilla
Nutrition Nutrition claims for mixed e Fiber Claim
cereal products e No Eiber Claim
Ordinal (Ranking)
Price Mix cereal price range e Rp1.200 - Rp 1.850
e Rp1.900 - Rp 2.500
Prod The Cereal Mix Producer e Indofood
roducer Company e Wingsfood
e Mayora

Source: Author's Results (2016)

The questionnaire was designed to include three parts in this study, namely screening,
close-ended questions, and preferences. The first part is used to select the respondent'’s profile
according to the criteria, including gender, age, marital status, domicile, and history of
purchasing mix cereal. The second part explores information about the place of purchase and
the media sources that are most often used by consumers in finding information about mixed
cereals. In the third part, there are questions regarding the preferences of respondents
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(conjoint analysis) in making decisions to purchase mix cereals which are assessed based on
ratings.

In accordance with the exploration results at the beginning of the study, the
consumption of mixed cereals has been habituated from an early age which has been prepared
by the mother in the morning to be eaten together by the family. Some of this additional
information can be used as consideration for developing various effective marketing
strategies for launching a mixed cereal product. Respondents must provide an order or
ranking on the available options such as the preferences in Figure 2.1

Price: Rp. 1.500,-
Flavor: Chocolate
Claim: Fiber Claim
Producer: Indofood
Rating
Figure 2. EExampIe\é?glgiSijoein]t E’?oz*i?eG 789 10Realy like

2.1 Measurement Scale

The scale is an instrument used to distinguish individuals related to the variables
studied. There are four basic types of measurement scales, namely nominal, ordinal, interval,
and ratio. The nominal scale is a scale that allows researchers to be able to place research
subjects in certain categories or groups (Sekaran, 2006). According to Indriantoro (2002), the
nominal scale is a measurement scale that states a category, group, or classification which is
measured in the form of variables, for example the division of categories based on gender.
The ordinal scale is a measurement scale that not only states the category, but also states the
ranking of the variables being measured. This scale is commonly used to rank the preferences
or uses of various types of products by consumers, for example, ranking products from poor
to good categories. The interval scale is a measurement scale that states the category, rank,
and also the variable distance. The scale determines the difference in the order and magnitude
of the difference in the variables, so that the interval scale is stronger than the nominal or
ordinal scale, usually used in the form of a Likert scale, liking in five or seven-point intervals.
In addition, there is a ratio scale which is a measurement scale that shows categories, ratings,
distances, and also the comparison of variables measured using an absolute value of 0. This
study uses an ordinal scale as a measurement scale because the ordinal scale is commonly
used to rank preferences for a product by respondents which is commonly used in
questionnaires for determining preferences. Respondents will be given a choice of levels of
the attributes studied to be given a sequence according to their respective preferences.

2.2 Data Analysis Techniques

The data obtained from the survey results on the distribution of questionnaires by
consumers can be analyzed using conjoint analysis to provide a ranking order of consumer
preferences in buying mix cereals. Kotler (2012) defines conjoint analysis as a method to
reduce the utility value given by consumers in distinguishing each sequence or attribute level
under study. Hair et al. (2009) define conjoint analysis as a modern technique to evaluate the
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development of a product or service. The analysis is a multivariate technique that was
developed specifically to understand how respondents develop their preferences for each type
of object with the assumption that consumers evaluate the value of an object by combining
the values given by each attribute.

I11. Discussion

In this study, questionnaires were distributed online to 276 respondents, and 175
questionnaires were returned. Questionnaires that fit the criteria and deserve to be analyzed in
this study were 100 questionnaires. Filling out this questionnaire has been screened according
to the criteria, namely women aged 25-45 years, married, living in Greater Jakarta, and have
bought mixed cereal in the last 3 months. From Table 2.2 it is found that the characteristics of
the respondents are mostly aged 25-30 years (55%) with an average purchase frequency of 1-
2 times a month (68%). Meanwhile, information about mixed cereals that respondents usually
get apart from television and social media is from friends/neighbors, and family. This is in
accordance with the literature which states that the main media most frequently used by
consumers today is television (44%), followed by online platforms (15%), news publications
(15%), in-store displays (10%), posters (10%), and others (6%) (Hootsuite, 2018).

Usually, consumers of the use of mixed cereals are families (60%). In accordance with
the exploration results at the beginning of the study, the consumption of mixed cereals has
been habituated from an early age which has been prepared by the mother in the morning to
be eaten together by the family. Some of this additional information can be used as
consideration for developing various effective marketing strategies for launching a mixed
cereal product.

Table 2. Profile of Respondents

Precentage
Classification Type @0)
Age 25-30 55
31-35 18
36 - 40 14
41 - 45 13
Frequency 1-2 times in a month 68
3-4 times in a month 23
Etc. 9
Place to Buy Minimarket 40
Supermarket/Hypermarket 56
Store 2
Etc. 2
Information Source Website/Search Engine
(General) 37
TV 28
Social Media 28
Billboard 2
Banner/Poster 1
Radio 1
Etc 3
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Information Sourceof Mix | TV

Cereal . . 26
Social Media 23
Teman/Tetangga 23
Keluarga 14
Website/Search Engine 4
Billboard 3
Radio 1
Etc 6

User Family 60
Both 21
Themselves 19

Source: Author's Results (2016)

Table 3. shows that producers are the most important attribute for consumers in
Jabodetabek in considering buying mixed cereal (44.3%). They were then followed by taste
attributes (35.6%) and price (13.2%). Nutritional attributes give the least influence in
consideration with 6.8%. Consumers see producer and taste as the most important attributes
which when combined make up 79.9%.

Table 3. Relative Importance of Product Attributes

Attributes| Relative importance (o) Contrast
Flavor 35.6)) producer > Flavor> Price> Nutrition
Nutrition 6.831

Price 13.227

Producer 44.331

Source: Author's Results (2016)

In buying mixed cereals, a higher preference was found for products with chocolate
flavor variants and the presence of fiber claims. Consumers prefer mixed cereal products with
lower prices, namely Rp. 1,200, - up to Rp. 1850, - which is considered appropriate and has
no doubt about its quality. In terms of producers, consumer preferences are higher for the
output products of Wingsfood companies compared to Mayora and Indofood, as can be seen
in Table 3.3 and summarized in Table 4.

Table 4. Utility Value of Conjoint Profile

Attributes Attributes Level Utility Score Contrast
Flavor Chocolate 0.337 Chocolate t > Vanilla
Vanilla -0.337
Nutrition Fiber Claim 0.065 Fiber Claim > No Fiber Claim
No Fiber Claim -0.065
Price Rp. 1.200 - Rp. 0.125 Rp. 1.200 - Rp. 1.850 > Rp. 1.900 -
1.850 Rp. 2.500
Rp. 1.900 - Rp. -0.125
2.500
Producer Indofood -0.507 Wingsfood > Mayora > Indofood
Wings 0.331
Mayora 0.177

Source: Author's Results (2016)
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Table 5. Results of Consumer Preference in choosing Cereal Mix

Attributes Attributes Level
Flavor Chocolate
Nutrition Fiber Claim
Price Rp. 1.200 - Rp. 1.850
Producer Indofood

Source: Author's Results (2016)

Based on the research results, in their consideration of choosing mixed cereal products,
consumers prefer fiber claims compared to no claims. This supports H1 which states that
consumer preferences for mixed cereals are higher for products that claim a lot of fiber than
those that do not. In terms of taste, chocolate is preferred over vanilla, supporting H2 which
states that consumer preference for mixed cereal is higher in the chocolate flavored variant
than vanilla. The potential of this chocolate variant is very large because Indonesia is the
third largest country that produces chocolate, so chocolate can be obtained at a cheaper price
compared to other countries. It is predicted that the demand for chocolate will increase by
around 25% over the next five years (Indonesia- Investments.com, 2017). In terms of age,
consumers aged 25 - 34 years are the largest chocolate consumers (45%) in Indonesia
(Snapcart, 2017). This is in accordance with the profile of respondents who give a higher
preference value to the chocolate flavor variant compared to vanilla. The largest contribution
of flavor variants to mixed cereal products can be seen from the largest sales volume which
has occupied 98% market share. The chocolate flavor variant occupied the largest
contribution (28%) which was then followed by vanilla, green bean, and other flavor variants
(Nielsen, 2016).

Consumers prefer lower prices (Rp. 1,200,- to Rp. 1,850,-) compared to higher prices
for buying mixed cereals. This supports H3 which postulates that consumer preferences for
mixed cereals are higher at a lower price range than at a higher price range. The target
calculation in this study is the financial statement data of manufacturing companies in the
consumer goods industry sector which are listed (Sitanggang, 2020). Consumer
consciousness (whether consciously or unconsciously) precedes control, modification,
elimination and changes in human behavior and decisions (Hasibuan, 2019). As stated by
Okeke et.al., in Sukaesi (2018) that lower price paid by consumerscan positively affect the
consumers’ customer satisfaction. Consumers are very sensitive to price because they want to
get the maximum benefit from the money to be spent, they will determine whether the price
is appropriate or in accordance with the value offered from a product (Mamun et al., 2014).
For mixed cereal products, the price range is Rp. 1,200,- is still considered appropriate, not
too cheap, so that consumers like the product without doubting the quality of the products
offered. While the price of Rp. 2,500,- is considered too expensive by consumers for a mixed
cereal product. Reporting from research conducted by Nielsen (2017), the purchasing power
of middle and lower class consumers decreased slightly due to a decrease in take home pay
salaries, while expenses for daily life increased. However, there are indications that spending
on food and beverages continues to increase, especially among high-end consumers. This also
affects consumer preferences higher at a lower price range by taking into account the costs of
daily necessities that need to be spent. Consumer purchases are most often made at
Supermarkets/Hypermarkets, which have units selling 5-10 sachets, so they are in the price
range of Rp. 6.000, - up to Rp. 9.250, - with the contents of 5 sachets and Rp. 12,000, - up to
Rp. 18,500, - for 10 sachets that still have to be totaled with the cost of daily necessities such
as oil, rice, and so on. In choosing mixed cereals, Indofood is not a consumer preference, thus
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rejecting H4 that consumer preferences for mixed cereals are higher for products with well-
known producers, namely Indofood, compared to lesser-known producers. Consumers prefer
mixed cereal products from the Wingsfood company, followed by Mayora and Indofood.

This may be because Wingsfood is more well known for producing beverage products
such as JasJus, Ale-Ale, Floridina, TOP Coffee, Fresh Cold, and Javana Tea. Consumers
prefer Wingsfood as a more credible producer to produce mixed cereal, a beverage product,
compared to other beverage products. Indofood. Wingsfood is also known as one of the
producers who are very active in conducting product campaigns through television and
billboards, after Unilever, to increase awareness. In addition, Wingsfood is known as a
manufacturer that offers quality products at affordable prices. For example, Floridina is sold
at a price of Rp. 2,500,- compared to its competitor Pulpy Orange Minute Maid which is sold
at a price range of Rp. 8.700,-. Floridina also offers beverage products with orange pulp such
as Pulpy Orange. Likewise with TOP Coffee which is sold at a price of Rp. 700,- per package
with a pretty big promotion Buy 2 Get 1 Free, compared to its competitor, Kapal Api, which
is sold at a price of Rp. 965,- per pack. Indofood is a food solution company known by
consumers for its Indomie products, oil, and light snacks, which are more in the basic food
product category or daily necessities. Likewise with Mayora is also better known as a producer of
light snacks, such as Beng - Beng, Choki - Choki, Roma Biscuits, and others. Consumer
preference for Mayora which is higher than Indofood can be influenced by consumer perceptions
of the products offered by related manufacturers, where Indofood is better known for selling
Indomie which is considered unhealthy, compared to Mayora which sells snack products. In
addition, Mayora is very aggressive in marketing her new products. For example, Teh Pucuk
Harum, which spent Rp. 2.6 T (Ribka, 2017).

Respondents who participated in filling out the questionnaire were consumers who had
bought mixed cereals in the last three months, should have been familiar with the Energen cereal
mix products with a market share of 98% produced by Mayora. But uniquely, consumer
preference is higher for Wingsfood producers compared to Mayora. Energi does not favor the
manufacturer's logo on its packaging design, so it is necessary to pay more attention to consumer
preferences for the brand of a product which is also an important factor in product selection. This
condition is caused by the equity and brand associations owned by the Energen brand, which
consumers perceive. Brand equity is the added value provided by a product or service to the
company. This value is seen from the way a consumer thinks and acts towards a brand owned by
the company (Kotler & Keller, 2007). Brand equity is also an asset and liability related to brand
attributes, logos or symbols, which add to the share of product value (Aaker, 1997). Brand equity
is the totality of brand perceptions that include product relative quality, financial performance,
customer loyalty, satisfaction, and respect for a brand (Knapp, 2001). Brand association is
everything related to the brand in the memory of consumers.

In this case, Energen as the largest market share managed to have a high brand
association, which consumers remember when choosing a cereal mix product (Aaker, 2005).
Usually, this brand association is the basis for consumers to buy and become loyal to a
product. However, it is still necessary to do further research on the brand equity of the brand.
It might happen, consumers don't see any alternative to other mixed cereal products on the
market, so Energen's products are able to cover 98% of the market share. When there are
other product alternatives, consumers are open to consider their decision to buy. Judging
from the results of this study, producers are the highest attribute preference, so it becomes
very potential to display the manufacturer's logo on the packaging to increase consumer
preferences in buying mixed cereals. Consumers tend to choose new products produced by
producers who are better known and are considered credible to produce quality cereal mix
products. Producers who have higher equity in consumer perceptions can be an advantage of
mixed cereal products that can be developed. In addition, creative marketing can also be done
to create better brand equity compared to existing products.
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1VV. Conclusion

Research conducted on married female respondents (25-45 years) aims to determine the
most important attributes when buying mixed cereal products. In addition, this study aims to
analyze the relative importance of price, taste, nutrition, and producer attributes for
consumers in their preferences when buying mixed cereals.

The producer's attributes are the most important attributes for consideration in selecting
the mixed cereal product, followed by taste, price, and nutrition. The importance of this
attribute can be used as a reference for developing attractive product designs for consumers to
be able to choose the desired cereal mix. In choosing mix cereal products, respondents prefer
Wingsfood products with chocolate flavor variants and fiber claims. The consumer's
preference for the price attribute is higher at the price of Rp. 1,200, - up to Rp. 1.850,- where
the price is included in the cheap category but is still considered appropriate for food and
beverage products. With this research, the company can develop a mix cereal product to be
launched with the right marketing strategy in accordance with the interests of consumer
preferences in the selection of mix cereals.

Along with the growing economy and healthy lifestyle trends in Indonesia, the
company has the potential to launch mixed cereal products. The cereal category continued to
grow until 2017 where the largest contribution was in the mix cereal market share, which
currently has not many players.

In this competitive industrial era, an appropriate marketing strategy is needed to survive
in this cereal category market. From the research, it is known that respondents usually buy
mixed cereals within 1-2 weeks. It is necessary to be educated or given excitement for
respondents to increase their consumption, for example, a fun way to drink mixed cereal.
Respondents usually buy mixed cereals in supermarkets and minimarkets. This channel
should be used as an investment for discount and awareness programs such as poster
material, wobblers, and other displays which are of course very important for visibility that
increases awareness. In this study, the main information media that are often used by
respondents are television and online platforms, so to increase product awareness, you can
create unique and memorable television material, as well as online/digital education such as
Facebook and Instagram.

Consumer preference in choosing mix cereal is higher for products with chocolate
flavor variants that have claims with fiber. This can be a reference for companies to be able to
develop a mixed cereal product with a delicious chocolate taste, compared to existing
competitor products with advertising materials that educate about the advantages of high-
fiber mix cereal products. Mixed cereals are cereal-based products that contain high fiber
(Rusilanti & Kusharto, 2007). Therefore, the message conveyed in the marketing strategy
needs to be appropriately obtained to create brand awareness, make a brand association, and
build brand equity. The advertising material must be different and easy to remember
compared to current competitors which certainly answers the needs and demands of the
market.

In choosing mixed cereals, consumers tend to choose products with a price range of Rp.
1,200, - up to Rp. 1.850,-. In developing a product, the pricing structure plays an important
role that must be able to cover the cost of raw materials to finished materials, including
operational costs and so on, to create a net margin. In this pricing, mix cereal is suggested to
be for Rp. 1.500, - because when we give the price of Rp. 1,200, - usually will be
automatically marked up by the store to Rp. 1.500, - or even up to Rp. 2,000, - because there
are multiples of Rp. 500,- on the market. Usually new products really need to create
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consumer interest to buy so it is better to give cheap prices to consumers, and of course they
must be lower or at least the same as existing competitors.

The role of producers is the most important attribute for consumers in choosing mix
cereals, it is very necessary to display the logo of the manufacturer or company on the front
of the package. In this case, Wingsfood is considered the most credible to sell mixed cereal
products, but for other companies it can build equity and brand association to consumers of
the brand. It can also be done this way, Indofood companies that are well-known for selling
basic food products, such as Indomie, and others, can be more credible in selling mixed
cereal products if they are developed in the Nutrition division, so that it can be emphasized
on the packaging that these products are Indofood Nutrition's products whose quality is
believed to be healthy.
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