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ABSTRAK 

Pemasaran merupakan proses mengidentifikasi barang atau jasa yang 
dibutuhkan dan diinginkan oleh konsumen serta memiliki tujuan untuk 
memaksimalkan keuntungan, memaksimalkan penjualan, memaksimalkan 
pangsa pasar, meningkatkan citra merek dan meningkatkan kepuasan 
konsumen. Keinginan dan kebutuhan konsumen berbeda antara satu konsumen 
dengan yang lainnya, oleh karena itu diperlukan pengelompokkan konsumen 
yang mempunyai keinginan yang sama dengan cara menganalisa segmenting, 
targeting dan positioning sawi pakcoy organik Brenjonk. Penelitian ini bertujuan 
untuk 1) Menganalisis segmenting, targeting dan positioning sawi pakcoy organik 
Brenjonk dan 2) Menganalisis pengaruh segmenting, targeting dan positioning 

terhadap volume penjualan sawi pakcoy organik Brenjonk. Metode pengumpulan 
data yang dilakukan dalam penelitian dengan observasi, wawancara dan 
kuesioner. Sampel penelitian terdiri dari konsumen yang diambil secara 
purposive sampling berjumlah 50 orang. Sedangkan sampel Komunitas Organik 

Brenjonk selaku prosuden dan pemasar sawi pakcoy organik Brenjonk diambil 
secara sensus berjumlah 55 orang. Analisis data yang digunakan yakni cluster 
analysis, crosstab, Correspondence Analysis (CA) dan SEM-PLS. Hasil 

penelitian menunjukkan bahwa 1) Terdapat 3 segmen dengan presentase dari 
segmen 1 (44%), segmen 2 (20%) dan segmen 3 (36%), berdasarkan daya tarik 
pasar, target pasar utama sawi pakcoy organik Brenjonk adalah segmen 1 (44%) 
dan positioning produk berdasarkan correspondence analysis sawi pakcoy 

organik Brenjonk memiliki keunggulan pada atribut harga, kesegaran, tekstur dan 
rasa; 2) Terdapat pengaruh positif dan signifikan segmenting, targeting dan 
positioning terhadap volume penjualan sawi pakcoy organik Brenjonk yang 
ditunjukkan dengan nilai path coefficients segmenting 0,32 dan p-value <0,001; 
nilai path coefficients  targeting 0,22 dan p-value 0,04; nilai path coefficients 
positioning 0,35 dan p-value <0,001. 

Kata kunci : Segmenting, targeting, positioning, volume penjualan, sawi pakcoy  
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ABSTRACT 
 

Marketing is the process of identifying goods or services needed and desired 
by consumers and has the goal of maximizing profits, maximizing sales, 
maximizing market share, improving brand image and increasing customer 
satisfaction. The wants and needs of consumers differ from one consumer to 
another, therefore it is necessary to group consumers who have the same desire 
by analyzing the segmenting, targeting and positioning of Brenjonk organic 
mustard greens. This study aims to 1) analyze segmenting, targeting and 
positioning of Brenjonk organic pakcoy mustard and 2) to analyze the effect of 
segmenting, targeting and positioning on the sales volume of Brenjonk organic 
pakcoy mustard. Data collection methods used in research by observation, 
interviews and questionnaires. The research sample consisted of consumers who 
were taken by purposive sampling amounting to 50 people. Meanwhile, samples 
of the Brenjonk Organic Community as prosudents and marketers of Brenjonk 
organic mustard greens were taken by census totaling 55 people. The data 
analysis used was cluster analysis, crosstab, Correspondence Analysis (CA) and 
SEM-PLS. The results showed that 1) There are 3 segments with a percentage of 
segment 1 (44%), segment 2 (20%) and segment 3 (36%), based on market 
attractiveness, the main target market for Brenjonk organic pakcoy mustard is 
segment 1 (44 %) and product positioning based on correspondence analysis 
Brenjonk organic pakcoy mustard has advantages in the attributes of price, 
freshness, texture and taste; 2) There is a positive and significant effect of 
segmenting, targeting and positioning on the sales volume of Brenjonk organic 
pakcoy mustard as indicated by the value of path coefficients segmenting 0.32 
and p-value <0.001; the path coefficients targeting value was 0.22 and the p-
value was 0.04; the value of the path coefficients positioning was 0.35 and the p-
value was <0.001. 
 
Keywords: Segmenting, targeting, positioning, sales volume, mustard pakcoy 
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