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ABSTRAK 

KARTIKA KUSUMAWATI. Pengaruh Marketing Mix 4C terhadap Minat 

Beli Ternak (Studi Kasus Kandang Komunal Satria Padu). Dibimbing oleh 

HARDIANA WIDYASTUTI. 

Persaingan di sektor peternakan menuntut strategi pemasaran inovatif untuk 

meningkatkan minat beli konsumen. Marketing mix 4C yang terdiri dari customer 

need, cost, convenience, dan communication menjadi pendekatan yang relevan 

dalam memahami preferensi konsumen terhadap produk ternak. Penelitian ini 

bertujuan untuk (1) menganalisis penerapan marketing mix 4C dalam pemasaran 

ternak di Kandang Komunal Satria Padu dan (2) menguji pengaruh masing-masing 

variabel terhadap minat beli. Penelitian ini menggunakan pendekatan kuantitatif 

dengan kuesioner kepada 100 responden yang dipilih melalui purposive sampling. 

Analisis data dilakukan dengan (SEM-PLS). Hasil penelitian menunjukkan bahwa 

cost, convenience, dan communication berpengaruh signifikan terhadap minat beli, 

sedangkan customer need tidak berpengaruh signifikan. Berdasarkan hasil tersebut, 

strategi pemasaran disarankan difokuskan pada inovasi nilai, seperti peningkatan 

kualitas layanan, optimalisasi akses digital, dan penguatan komunikasi dua arah 

yang interaktif. Implikasi praktisnya, pelaku usaha ternak dan pengelola program 

CSR dapat menerapkan Blue Ocean Strategy untuk menciptakan proposisi nilai 

baru yang sulit ditiru, memperluas segmen pasar, serta meningkatkan keberlanjutan. 

Kata kunci: Customer need, cost, convenience, communication, minat beli, 

ABSTRACT 

KARTIKA KUSUMAWATI. The Influence of Marketing Mix 4C on 

Livestock Purchase Interest (Case Study of Kandang Komunal Satria Padu). 

Supervised by HARDIANA WIDYASTUTI. 

Competition in the livestock sector demands innovative marketing 

strategies to increase consumer purchasing interest. The 4C marketing mix, 

consisting of customer need, cost, convenience, and communication, is a relevant 

approach in understanding consumer preferences for livestock products. This study 

aims to (1) analyze the application of the 4C marketing mix in livestock marketing 

at the Satria Padu Communal Cages and (2) test the influence of each variable on 

purchasing interest. This study used a quantitative approach with a questionnaire to 

100 respondents selected through purposive sampling. Data analysis was conducted 

using SEM-PLS. The results showed that cost, convenience, and communication 

had a significant influence on purchasing interest, while customer need had no 

significant influence. Based on these results, it is recommended that marketing 

strategies focus on value innovation, such as improving service quality, optimizing 

digital access, and strengthening interactive two-way communication. The practical 

implication is that livestock entrepreneurs and CSR program managers can 

implement the Blue Ocean Strategy to create new, difficult-to-imitate value 

propositions, expand market segments, and improve sustainability. 

Keywords: communication, convenience, customer need, purchase interest 
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