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Beras sebagai komoditas pangan pokok dikonsumsi oleh sebagian besar
masyarakat. Banyaknya produksi beras bermerek yang beredar di kabupaten
Jember menyebabkan konsumen mempunyai banyak pilihan dalam membeli
beras. Sebelum melakukan keputusan pembelian konsumen mengenali dengan
benar kebutuhan dan keinginannya. Pembelian beras bermerek di awali dengan
berbagai pertimbangan atas manfaat yang di peroleh dari beras bermerek tersebut.
Pertimbangan tersebut bisa dari harga beras bermerek, beras bermerek yang
menurut konsumen sesuai dengan keinginannya, promosi beras bermerek yang
gencar dan mampu membujuk konsumen untuk membelinya, ditribusi yang tepat
sehingga konsumen mudah untuk mendapatkannya. Penelitian dilaksanakan di
Kabupaten Jember pada bulan Mei 2011 hingga Agustus 2011.

Tujuan penelitian adalah mengetahui (1) Volume penjualan berbagai
merek beras di Kabupaten Jember (2) Persepsi konsumen terhadap strategi bauran
pemasaran beras bermerek dan (3) Hubungan antara persepsi konsumen terhadap
strategi bauran pemasaran berbagai merek beras dengan keputusan konsumen
untuk membeli beras bermerek di Kabupaten Jember. Penentuan daerah penelitian
dilakukan dengan sengaja di Kabupaten Jember. Metode yang digunakan dalam
penelitian adalah metode diskriptif dan korelasional. Metode pengambilan contoh
dilakukan dengan cara convenience sampling. Jumlah sampel ditetapkan sebanyak
150 responden total dari wilayah penelitian dan 30 toko beras bermerek. Alat
analisis yang digunakan adalah deskriptif dan analisis Rank Spearman.

Hasil penelitian menunjukkan bahwa (1) Dari 28 beras yang banyak
dikonsumsi masyarakat di Kabupaten Jember, tiga merek beras yang banyak di
konsumsi masyarakat di Kabupeten Jember adalah Du’anak, Cobra, dan Macan.
(2) Penilaian persepsi konsumen beras bermerek di Kabupaten Jember

menunjukkan bahwa variabel produk memiliki mayoritas skor 5 yang berarti
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bahwa variabel produk secara keseluruhan sangat penting. Variabel harga
memiliki mayoritas skor 4 yang berarti bahwa variabel harga secara keseluruhan
penting. Variabel tempat memiliki mayoritas skor 3 yang berarti bahwa variabel
tempat secara keseluruhan cukup penting. Sedangkan untuk variabel promosi
memiliki mayoritas skor 1 yang berarti bahwa variabel promosi secara
keseluruhan kurang penting (3) Terdapat hubungan yang signifikan antara
persepsi konsumen terhadap masing-masing variabel bauran pemasaran berbagai
merek beras dengan keputusan konsumen untuk membeli beras bermerek di
Kabupaten Jember. Keputusan konsumen dalam membeli beras dipengaruhi oleh
variabel produk mempunyai nilai signifikansi sebesar 0, 802 atau 80,2% dengan
tingkat kekuatan pengaruh sangat kuat. Keputusan konsumen dalam membeli
beras dipengaruhi oleh variabel harga mempunyai nilai signifikansi sebesar 0,502
atau 50,2% dengan tingkat kekuatan pengaruh kuat. Keputusan konsumen dalam
membeli beras dipengaruhi oleh variabel tempat distribusi mempunyai nilai
signifikansi sebesar 00,501 atau 50,1% dengan tingkat kekuatan pengaruh kuat.
Keputusan konsumen dalam membeli beras dipengaruhi oleh variabel promosi
mempunyai nilai signifikansi sebesar 0,192 atau 19,2% dengan tingkat kekuatan

pengaruh sangat lemah.
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SUMMARY

Consumer Perceptions of Marketing Mix Strategy and Its Correlation with
Purchase Decision of Branded Rice in Jember Regency; Yeny Citra Sa’ada,
061510291001; 96 Page; the Social Economics Department, the Faculty of
Agriculture, Jember University.

Rice as the main food commodity is consumed by most people. The large
amount of branded rice production in Jember Regency causes consumers to have
many choices in buying rice. Before making a purchase decision, consumers
identify properly their needs and wants. Purchase of branded rice begins with
various considerations of the benefits obtained from the branded rice. The
considerations can be from the price of the branded rice, type of the branded rice
according to the consumer wants, a vigorous promotion of branded rices that can
persuade consumers to buy them, the proper distribution which makes consumers
find it easy to get them. The research was conducted in Jember Regency in May
2011 to August 2011.

The research objectives were to determine (1) The volume of sales of
various brands of rice in Jember Regency (2) The consumer perception of
marketing mix strategies of branded rice, and (3) The relationship between
consumer perceptions of marketing mix strategy of various rice brands with the
consumer decisions to buy branded rice in Jember Regency. Determination of
research area was purposively in Jember. The methods used in the research were
descriptive and correlational methods. Sampling method was conducted by
convenience sampling. The number of samples was determined as many as 150
respondents of the research area and 30 stores of branded rice. The analysis tools
used were descriptive and Rank Spearman analyses.

The results showed that (1) Of the 28 types of rice widely consumed by
people in Jember, three brands of rice mostly consumed by community members
in Jember Regency were Du'anak, Cobra, and Macan. (2) Assessment of
consumer perceptions of branded rice in Jember indicated that the variable of

products had a majority of score of 5 which means that the variable of product
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was in general very important. The variable of price had a majority of score of 4
which means that the variable of price was in general important. The variable of
place had a majority of score of 3 which means that the variable of place was
ovrall quite important. Meanwhile, the variable of promotion had a majority of
score of 1 which means that the variable of promotion was overall less important
(3) There was a significant correlation between consumer perceptions of each
variable of the marketing mix of various brands of rice and the consumer
decisions to buy branded rice in Jember Regency. Consumer decisions in purchase
of rice were influenced by variable of product with a significance value of 0.802
or 80.2% with a very strong significance level of influence. Consumer decisions
in buying rice were influenced by the variable of price of rice which had a
significance value of 0.502 or 50.2% with a strong significance level of influence.
Consumer decisions in purchasing rice were influenced by the variable of place of
distribution which had a significance value of 0.501 or 50.1% with a strong
significance level of influence. Consumer decisions in buying rice were
influenced by the variable of promotion had a significance value of 0.192 or

19.2% with a very weak significance level of influence.
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