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Abstract

The purposes of the market and consumer research on Halal foods in
Indonesian market were to understand the target consumer’s demographic, buying
behavior, lifestyle, product perception and sensory preference, as well as benchmark in
the perceived quality of halal foods made in Indonesia, Thailand and Malaysia, in order
to estimating the demand size of the target consumers for Thai halal foods exporting

to Indonesian market.

The preliminary methodology of this study was an in-depth interview and focus
group interview with Indonesian consumers in Thailand. This qualitative research was
conducted to find out the guideline for questionnaire development and product
champion for sensory test.  Later, the survey research by questionnaire interview was
conducted with Indonesian consumers who were experienced imported halal foods.
The respondents were residing in Jakarta and Surabaya, with an average of 500
respondents from each city. For sensory on halal foods testing, 50 panels from each
city were recruited.  Four Thai halal products were used for sensory testing; fried

durian, durian chip, shrimp cracker and chili paste (tuna).

The target consumers for halal foods could be identified in two groups; major
and minor targets.  The major target group for Jakarta and Surabaya had similar
demographics; early working till end of working period, medium to high income level,
married and had young children. They were health-concerned and focused on quality
and nutrition of food intakes. On the contrary, the minor target group was youth and
university student who preferred social life and trying on innovative product.  The
potential demand for halal foods could be estimated by using the number of target
consumers living in 2 cities; that were around 0.6 to 1.6 million in Jakarta and 0.04 to
0.17 million in Surabaya. In order to estimating for production plan, such number of
target consumers in each city can be used to calculate upon the types of halal food

items.

According to the marketing factors affecting decision to buy halal foods, the
target consumers in both cities agreed that price was the most significant factor. They

concerned for the perceived value pricing of product.  For product attribute, the
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target consumers indicated that nutrition, g¢ood taste and halal label were the most
important factors. For distribution channel, the target consumers needed the
cleanness, product category management and the reputation of the venue. They also
favored of modern trade particularly hypermarket and supermarket as well as
convenient store which was popular among the young consumers. Regarding
promotion, price discount, providing a premium product and product testing were
impacted to target consumers because of the price sensitivity of consumption
behaviors. Finally, the potential Thai halal products which were suitable for

consumers in Jakarta and Surabaya were recommended.

The benchmarking on halal foods from different country of origin among
Indonesian, Thai, and Malaysian products showed that the target consumers in both
cities accepted in taste and quality of Thai halal foods. The advantage of Thai halal
product was strong production technology and adorable product design and packagins.
However, Thai product still needed to enhance its image on halal standard and provide
more communication on the strong position of product in terms of quality and reliable
manufacturing standard, especially for consumers in Surabaya who were less familiar
with Thai halal foods than Jakarta. As a result, Thai halal product could be

significantly differentiated from other competitors.

According to the taste preference among four halal products, all panels in
Jakarta and Surabaya accepted all product tastes. However, panels in Jakarta
presented the higher level of acceptance than panels in Surabaya due to the reason
that consumers in Jakarta were likely to be more open for innovation than Surabaya.
Overall, the taste of Thai halal foods should be adjusted according to the different
preferences of Indonesian consumers, for example, increase sweetness level and

decrease salty level.

This marketing and consumer research revealed the opportunity for expanding
Thai halal products to Indonesian market. The Indonesian market would be
developed since nowadays Indonesian consumers concerned not only product taste
but also product quality and safety. Moreover, the purchasing power of middle class
consumers who become more open to accept new product from other countries was
increasing.  Therefore, Thai halal foods should be developed to comply with the
demand of each target group. Thai halal foods should put the position at the

reliability on technology and processing standard as well as the high product quality
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and safety. The adorable product design and packaging also become significant factors.
Importantly, the government should pay attention to communicate the position and

reliability of Thai halal foods. All information from this study can be used for demand

chain management in order to enhance a value creation in the supply chain of Thai
halal products to Indonesia.
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