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PERNYATAAN MENGENAI TESIS DAN
SUMBER INFORMASI SERTA PELIMPAHAN HAK CIPTA

Dengan ini saya menyatakan bahwa tesis dengan judul “Pengaruh
Marketing mix dan Brand Image Benih Tomat terhadap Kepuasan dan Loyalitas
Petani” adalah karya saya dengan arahan dari dosen pembimbing dan belum
diajukan dalam bentuk apa pun kepada perguruan tinggi mana pun. Sumber
informasi yang berasal atau dikutip dari karya yang diterbitkan maupun tidak
diterbitkan dari penulis lain telah disebutkan dalam teks dan dicantumkan dalam
Daftar Pustaka di bagian akhir tesis ini.

Dengan ini saya melimpahkan hak cipta dari karya tulis saya kepada Institut
Pertanian Bogor.

Bogor, Juli 2026

Muhammad Khoirudin
H2501241006
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RINGKASAN

MUHAMMAD KHOIRUDIN. Pengaruh Marketing mix dan Brand Image Benih
Tomat Terhadap Kepuasan dan Loyalitas Petani. Dibimbing oleh MIMIN
AMINAH dan IRNI RAHMAYANI JOHAN.

Industri benih hortikultura, khususnya tomat, di Indonesia menghadapi
persaingan yang ketat seiring meningkatnya tuntutan petani terhadap varietas tahan
penyakit dan berdaya hasil tinggi. PT BISI International Tbk melalui merek dagang
Cap Kapal Terbang menghadapi anomali berupa rendahnya pangsa pasar (10%) di
Kabupaten Cianjur, meskipun memiliki reputasi merek yang kuat secara nasional.
Penelitian ini bertujuan mendeskripsikan persepsi petani, menganalisis pengaruh
marketing mix (7P) dan brand image terhadap loyalitas petani melalui kepuasan
petani sebagai variabel mediasi, serta merumuskan rekomendasi perbaikan atribut
bauran pemasaran.

Penelitian dilakukan pada November 2025 sampai Januari 2026
menggunakan desain cross-sectional survey dengan pendekatan kuantitatif
eksplanatori terhadap 171 petani tomat di Kabupaten Cianjur. Sampel dipilih
menggunakan purposive sampling dengan kriteria inklusi spesifik. Data dianalisis
menggunakan Partial Least Squares Structural Equation Modeling (PLS-SEM)
dengan pendekatan second-order. Evaluasi outer model menunjukkan empat
dimensi bauran pemasaran, yaitu produk, promosi, orang, dan bukti fisik, valid
membentuk variabel marketing mix. Dimensi harga, tempat, dan proses dianalisis
menggunakan Importance-Performance Analysis (IPA) dan Customer Satisfaction
Index (CSI).

Hasil penelitian menunjukkan bahwa marketing mix dan brand image
berpengaruh positif dan signifikan terhadap kepuasan petani. Kepuasan petani
berperan sebagai mediator mutlak karena marketing mix dan brand image tidak
berpengaruh langsung terhadap loyalitas. Nilai koefisien determinasi (R?) loyalitas
sebesar 0,151 menunjukkan masih terdapat faktor lain di luar model. Analisis IPA
menunjukkan bahwa dimensi tempat dan proses menjadi prioritas utama perbaikan
karena kinerjanya berada di bawah ekspektasi petani.

Implikasi manajerial menekankan pentingnya penguatan jaringan distribusi
untuk menjamin ketersediaan produk di tingkat ritel serta optimalisasi promosi
melalui edukasi product knowledge bagi penjaga toko dan petugas lapangan. PT
BISI perlu mengintegrasikan keunggulan teknis produk dengan keandalan
manajemen rantai pasok untuk meningkatkan loyalitas petani di Kabupaten Cianjur.
Penelitian selanjutnya disarankan memasukkan variabel seperti switching cost atau
keterikatan pembiayaan input petani dengan pihak ketiga serta menggunakan
pendekatan mixed-method untuk mengeksplorasi hambatan logistik rantai pasok
benih hortikultura.

Kata kunci: Benih tomat, kepuasan petani, marketing mix, loyalitas petani, SEM-
PLS
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SUMMARY

MUHAMMAD KHOIRUDIN. The Influence of Marketing mix and Brand Image
of Tomato Seeds on Farmer Satisfaction and Loyalty. Supervised by MIMIN
AMINAH and IRNI RAHMAY ANI JOHAN.

The horticultural seed industry, particularly for tomatoes, in Indonesia faced
intense competition amid increasing demand for disease-resistant and high yielding
varieties. PT BISI International Tbk, through its "Cap Kapal Terbang" brand, faced
an anomaly of low market share (10%) in Cianjur Regency despite its strong
national brand reputation. This study aimed to describe farmers' perceptions,
analyze the effects of the marketing mix (7P) and brand image on farmer loyalty
through farmer satisfaction as a mediating variable, and formulate
recommendations for improving marketing mix attributes.

The research was conducted from November 2025 to January 2026 using a
cross-sectional survey with an explanatory quantitative approach involving 171
tomato farmers in Cianjur Regency. Samples were selected through purposive
sampling based on specific inclusion criteria. Data were analyzed using Partial
Least Squares Structural Equation Modeling (PLS-SEM) with a second-order
approach. The outer model evaluation confirmed that four marketing mix
dimensions product, promotion, people, and physical evidence were valid and
significant in forming the marketing mix construct. The price, place, and process
dimensions were evaluated descriptively using Importance-Performance Analysis
(IPA) and the Customer Satisfaction Index (CSI).

The results showed that the marketing mix and brand image positively and
significantly affected farmer satisfaction. Farmer satisfaction served as a full
mediator, as the marketing mix and brand image had no significant direct effect on
loyalty. The coefficient of determination (R? = 0.151) indicated that farmer loyalty
was also influenced by factors outside the model. IPA results identified the place
and process dimensions as the highest priorities for improvement because their
performance fell below farmers' expectations.

Managerial implications highlighted the need to strengthen distribution
networks to ensure product availability at the retail level and optimize promotional
strategies through product knowledge training for shopkeepers and field officers.
PT BISI needed to integrate product superiority with reliable supply chain
management to enhance farmer loyalty in Cianjur Regency. Future research was
suggested to incorporate variables such as switching costs or input financing
relationships between farmers and third parties and adopt a mixed-method approach
to explore logistical barriers in the horticultural seed supply chain.

Keywords: Farmer loyalty, farmer satisfaction, marketing mix, PLS-SEM, tomato
seeds.
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