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Abstract

The research aimed to analyze consumer behavior and supply chain, design brand and packaging
and create business model and marketing mix of Makiang products. The research instruments consisted of
data collection, community context survey, focus group and In-depth interviews. The key informant selection
used purposive sampling and the data was analyzed by content analysis. The study of consumer behavior
found that the community consumer mostly bought fresh and pickled Makiang from local market for
consumption in their house, while urban consumer group bought processed products from Makiang from
modern trades and great attention to brand and quality. The study of supply chain indicated that the
upstream, most of factors of production were from member group, the midstream, the group created added
value by processing into Makiang juice, Makiang dishwashing and Makiang jam and the downstream,
the group sold their products to fresh market to the customers in the community or nearby. The brand and
package building showed that the group used a family brand with the logo in a shape of Makati fruit,
surrounded by Makiang leaves with the slogan of 100% natural Makiang. The packaging was classified by
product types and the competitive positioning was naturally growth fruit and safe. The marketing mix
strategies study found that the product strategy focused on the use of family brand and built the trust in safe
and standard product. The price strategy for community market set penetrate pricing, in modern trade set
market pricing and online shop set penetrate pricing. The place strategy was used direct channel through
community store, fresh market and online shop and indirect channels were sold through modern trades.
The promotion strategy to create new awareness of brand and product used integrated marketing

communications tools to reach the customers in every touch point of communication.

Keywords:  Supply Chain, Brand, Business Model, Marketing Mix Strategy, Makiang
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