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The frozen food business is one of the most desirable businesses and has a good prospect. There have been many businesses 

that have made a huge profit from the frozen food business. This is evidenced by the increasing number of frozen food 

businesses that stand from day to days with a product offering each of them. But there are also frozen food businesses that go 

to a bankrupt due to the marketing strategies does not right and the quality of service is less than optimal. It means that the 

success of a frozen food business in winning competition is determined by the application of an appropriate marketing 

strategy. The strategy of maturity to support competitive advantage products that have a competitors. Basically, almost for all 

successful businesses they are really understand the 4P concept (Product, Place, Price, Promotion) marketing mix, how to 

run, where a business will go, and who should be involved. The implementing a marketing strategy begins by analyzing the 

overall situation of the company. Marketers must conduct a SWOT analysis (Strengths, Weaknesses, Opportunities, Threats) 

in company as a whole seller. Besides SWOT, Segmenting, Targeting Positioning is also needed to classify the market that 

will be targeted. Here, SWOT analysis can be used to understand a company business mechanism to be a better condition 

also competitive for company strength and deter threats. 
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1. INTRODUCTION 

The entry of the fast food industry in Indonesia makes the 

frozen food business ventures competing in creating 

innovation. Fast food also has other types such as those 

currently available in the form of a medium-cooked 

package such as nuggets, sausages, potatoes and others 

[1]. The consumers need a few minutes to serve process 

until these foods can be consumed. The packaged fast 

food can be found in shopping centers such as 

supermarkets or minimarkets who have being easy to buy 

half-cooked food in packets. The nutritious food needed 

by families for children and teenagers who like favorite 

fast food choices to meet their daily nutritional needs. The 

improvement of food & beverage industry in Indonesia is 

underlies PT. BEFINDO FOOD who takes the food 

industry as a business focus, specifically the frozen food 

business [2, 3]. 
*
Email Address: riskungkarim@gmail.com 

 

The various types of fast food in Indonesia are commonly 

chosen by the public ranging from potatoes, sausages, and 

nuggets. Sausages or nuggets are generally each of these 

types using basic ingredients of processed meat, 

consisting of chicken, beef, or fish. Here, Duck meat it’s 

one of source that has a nutritional value. Here, nuggets 

has made from duck meat it’s like different like chicken-

based nuggets [4]. Thus, in this study the rationale for 

implementing the 4P marketing mix are introduced by 

selling nugget Duck-Duckan over PT. BEFINDO FOOD. 

The opportunities arising from this problem is PT. 

BEFINDO FOOD producing nuggets made from duck 

meat with other ingredients also producing delicious 

flavors and have nutritional value. Then implements for 

4P marketing mix based on its strengths to compete with 

chicken nuggets on the markets.  
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2. METHODOLOGY 

2.1 SWOT Analysis 

SWOT refers to strengths, weaknesses, opportunities 

and threats. SWOT analysis is a process where the 

management team identifies the internal and external 

factors that will affect the company’s future performance 

over nugget Duck-Duckan business. The company’s 

strengths and weaknesses are the internal factors [5, 6]. 

Opportunities and threats deal with factors external to the 

company – environmental factors (see Table I). 

 

Table I. SWOT Analysis over nugget Duck-Duckan 

business 

SWOT 

Strength 1. Innovative products 

2. Using digital marketing 

3. Quality production processes  

4. Companies registered with the 

Ministry of Industry and the 

Ministry of Trade 

5. Have a plan for developing 

human resources  

6. Has a corporate accounting 

software  

Weakness 1. Befindo Store distribution range 

is still limited 

2. Production capacity is still 

limited  

3. Products depend on a certain 

temperature  

4. The lack of knowledge about the 

processed meat industry in 

production employees  

5. High initial investment  

Opportunity 1. Consumption of duck meat 

increases  

2. Food and beverage industry has 

increased  

3. Building the existence of local 

products to the community  

4. Large government support for 

small and medium businesses  

Threats 1. Inflation affects the increase in 

raw material prices  

2. The image of duck meat in the 

community is still not good in 

terms of health  

3. Natural disasters 

4. Political conditions that are not 

conducive  

5. The bad impact of electronic 

media that can cause a bad 

image of the product 

 

   
 

 

2.2 Advance Analysis Competitive   

To understanding market situation we must learn 

important factors to make a starting point such as 

collecting data and information related to the frozen food 

business (see table II).  

 

Table II. Indonesian duck meat consumption data 2010-

2016 in Java Province 

 
 Source: Badan Pusat Statistik (BPS) 

 

The increase in consumption of duck meat in Indonesia is 

an important point as a duck meat in the main menu in the 

nugget Duck-Duckan business [7, 8]. In addition, Table 

III shows the interest of Indonesian people in fast food or 

processed meat. This increase is proof that nuggets are a 

trend of public consumption in the current era. 

 

Table III. Consumption Indonesian citizens on March 

2017-March 2018 

 
Source: Badan Pusat Statistik (BPS) 

 

3. RESULTS AND DISCUSSION 

3.1 Segmenting  

Market segmentation divides a market into well-

defined slices. A market segment consists of a group of 

customers who share a similar set of needs and wants. 

The marketer’s task is to identify the appropriate number 

and nature of market segments and decide which one(s) to 

target. The division of market segments can be done 

based on geographic, demographic, psychographic and 

protection among buyers. Following is the segmentation 

of PT. Befindo Food (see Table IV) 
 

Table IV. Segmenting over PT. Befindo Food 
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3.2 Targeting  

Market segment opportunities, it must decide how 

many and which ones to target. Marketers are 

increasingly combining several variables in an effort to 

identify smaller, better-defined target groups. This 

targeting aims to make it easier to reach the segments you 

want to achieve and provide more satisfaction to 

consumers. From the results of segmentation analysis, the 

following are the targets of PT. Befindo Food (see Figure 

1). 

 

 
Figure 1. Targeting over PT. Befindo Food 

 

The convergent validity calculation aims to find out the 

instrument items that can be used as indicators of all 

latent variables. Convergent validity test results are 

measured based on the value of the factor loading (outer 

loading) of the construct indicator. The test results show 

that all convergent values of construct indicator validity 

have values above 0.5. Thus, the conclusion in this 

measurement with validity requirements showed in Table 

1 while AVE roots in the study variables have values 

greater than AVE values. In Table 5 determining potential 

target market chosen by the company, career woman and 

housewife as a decision maker to buy the product Nugget 

Duck-Duckan.  

 

Table V. Targeting market over PT. Befindo Food 

 
 

The growth of career women and housewives can be seen 

in Figure 1 and Table 6. This amount will be the target of 

marketing Nugget Duck-Duckan. 

 

 

Table VI. Data of Indonesian Housewife 2017-2018 

Main Types of 

Activities 

February 

2017 

August 

2017 

February 

2018 

Million People 

Housewife 36,08 39,92 36,01 
Source: Badan Pusat Statistik (BPS) 

 

3.3 Positioning  

Positioning is a communication strategy to engage the 

windows of the consumer's brain so that products, brands, 

names or businesses are made using certain meanings. 

Positioning reflects the superiority of the product, brand, 

name or business in the form of associative relationships 

or relationships with one another. Positioning is one of the 

dynamic communication strategies and is related to 

marketing events and product attributes. The product 

attributes chosen must be unique and different from other 

products that are already on the market. Product 

placement or positioning is intended to position the 

product in order to be the customer's attention and 

continue to cling to consumers' minds so finally 

determine the product. PT. Befindo Food presents 

differentiation through social media marketing this 

follows the development of the habits of people who see 

more promotion through digital marketing. Innovations 

that are the basic strength of marketing will continue to be 

made to position the brand in the minds of potential 

consumers. 

 

Table VII. Positioning PT. BEFINDO FOOD 

Position Requirement 

Target Market Career women (20-45 Years 

old). Housewife (23-58 Years 

old). 

Influence Buyer Child and head of house hold. 

Brand Name Nugget Duckan-Duckan. 

Frame Of Reference Frozen food. 

Point of 

Differentiation 

Nugget made from duck meat 

with a mixture of natural 

ingredients and quality. Produce 

good taste and affordable 

prices. 

Competitive 

Advantage 

a) Nugget made from duck 

meat with a delicious taste. 

b) Packaging that uses a zip 

lock. 

c) Practical food that has 

nutritional value. 

 

Promoting through digital marketing and public relations 

conducted at certain events. Innovations that are the basic 

strength of marketing will continue to be made to position 

the brand in the minds of potential consumers. 
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3.4 Marketing Mix B2C 

Business to customers is a business that sells goods or 

services to individual customers or groups directly. In 

other words, the business conducted is directly related to 

consumers not companies or other businesses. Business to 

customer has that which is owned by the marketing mix 

or marketing mix. The marketing mix used by PT. 

Befindo Food [9, 10].  

 

3.5 Product  

In the discussion of product offerings to customers 

helped him have five ratings that provide more value to 

customers. The Five Levels are the core benefits of the 

product, basic products, expected products, additional 

products and potential products (see Figure 2). 

 

 
Figure 2. Five Product Levels 

 

The five product levels of the nuggets Duck-Duckan as 

follows: 

a) Core Benefit: Quality and nutritious Duck Nuggets 

b) Basic Product: Original and halal duck meat 

c) Expected Product: Good taste liked by the people of 

Indonesia 

d) Augmented Product: Attractive packaging 

e) Product Potential: Variant of nuggets based on 

weight in the package 

 

3.6 Price  

There are six steps that must be taken in determining 

the price of the product. These stages will help the 

company to offer the right price to consumers [11].  

 

 
 

Figure 3 Pricing Strategy  

 

 

 

 

The first is selecting pricing objective. The company's 

objective is product quality leadership, where the 

company tries to be superior compared to competitors. 

Second, is determining demand by company identifies 

that its products have an elastic tendency, if the price 

offered by the company is high or low it will affect the 

demand for the product. Third, is estimating cost in 

determining the selling price, the company considers the 

costs incurred. The company must estimate the cost of 

goods manufactured and the cost of goods sold, after that, 

the company can determine the selling price of the 

product. The fourth, is analyzing competitor costs, prices 

and offers. Before determining the price, PT. BEFINDO 

FOOD made observations of competitors' products, in 

order to provide information for determining market 

prices so that products can remain competitive. The fifth, 

is selecting a pricing method. The company offers a 

variety of advantages compared to similar competitors 

with markup pricing method in determining the price 

offered to its users. The sixth, is selecting the final price. 

Based on the analysis of determining product selling 

prices, PT. Befindo Food has made decisions based on 

cost of goods manufactured, cost of goods sold and 

competitor prices. 

 

3.7 Location 

In this study, we choose PT. Befindo Food as location 

to get the observation data. This company located in Jalan 

Raya Narogong Blok PV. Timur RT.3 / RW.1, Ciketing 

Udik, Bantargebang, Bekasi City, West Java 17153. It is 

very suitable in the food industry, besides the suppliers 

who work with PT. Befindo Food not too far from the 

JABODETABEK area with adequate access to the Toll 

road will smoothen the distribution activities that will be 

carried out by the company. 

 

3.8 Distribution 

PT. Befindo Food has three distribution methods. 

Direct distribution, is the distribution of goods from 

consumers directly without going through intermediaries. 

For direct distribution, PT. Befindo Food sells products 

directly to consumers, like doing promotions and sales on 

car free day event, and the center of the residential crowd 

(see Figure 4). 

 

 
 

Figure 4 Direct Distribution PT. BEFINDO FOOD  
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Semi-direct distribution is the distribution of goods from 

producers to consumers through the company's own 

channel. For semi-direct distribution, PT. Befindo Food 

distributes products at Befindo Store. Befindo Store is a 

distributor owned by PT. Befindo Food.  

 

 
 

Figure 5. Semi-direct Distribution PT. Befindo Food 

 

The indirect distribution is the distribution of goods from 

producers to consumers through intermediaries.  

 

 
 

Figure 6. The indirect Distribution  over  

PT. Befindo Food  

 

For indirect distribution, PT. BEFINDO FOOD 

distributes products to supermarkets and hypermarkets 

such as Carefour, Giant, Alfamart and Indomaret. 

 

3.9 Promotion 

Promotion is a very important effort to do marketing 

or product offerings with the aim of attracting consumers 

to buy or consume them [12]. First is creating a website. 

Website is a document in the form of a collection of web 

pages that are interconnected and their contents is consist 

various information in the form of text, sound, images, 

video, etc. While all the data is stored on the hosting 

server. The website is interpreted as an office that is open 

7 x 24 hours. Second, is Google AdWords. Google 

AdWords is an advertising platform from Google where 

companies can subscribe to advertisements. The purpose 

of PT. Befindo Food uses the platform so that the 

company's website is on the page and ranks first in 

Google search. Third, Social media is an online media 

that can be used by anyone, anytime and anywhere 

(online Advertising). Offline advertising is a promotional 

medium that is not via the internet network. PT. Befindo 

Food still uses offline advertising because it is still 

effective in carrying out marketing activities. Business 

card, card is a card that conveys information about a 

company that is conveyed only as a reminder in a formal 

introduction. In general, business cards contain company 

names, logos, addresses, telephone numbers, cellphone 

numbers and e-mail. One of the business cards used is 

when the management and employees of PT. Befindo 

Food meets with clients or consumers. Banner, is one of 

the promotional media that is printed with digital printing 

that is made specifically in the form of portrait or vertical. 

Banners are used incorrectly by companies only when 

promoting at certain events. Brochure is a sheet of paper 

containing small messages that are provided to be 

distributed to the public as information about an event or 

event. The brochure is used by companies, one of which 

is the compilation of marketing and sales teams doing 

product promotions and sales. Neon box is a form of 

promotion media in the form of boxes or other forms in 

fluorescent lighting. Neon boxes are installed in the front 

position at the company location and Befindo Store. 

 

4. CONCLUSION 

The Understanding market conditions is important before 

designing a marketing strategy. Using SWOT as a tool to 

analyze strengths and weaknesses and look at 

opportunities and threats that exist, the goal is that the 

marketing strategy has a clear direction. STP for market 

classification is the next important thing to obtain target 

market share and positioning over products. 
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