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1. Introduction  

The packaging is an integral part of the marketing communication of a product (Knowledge, 
2020). Even for certain types of products, the packaging is the main trigger for purchasing (Choi et 
al., 2017). The packaging is one of the George & Belch (2017) elements that spearhead the 
marketing process (Tresa Sebastian et al., 2021). Therefore packaging design is a crucial part to 
consider (Fred R. David, 2015). Through an effective packaging design, consumers are expected to 
react at the point of sale positively (Sumarwan et al., 2008). 

Increasing competition in the marketing of products (traditional foods) (Hinterberger et al., 
2020), the emergence of self-service systems in modern shops, and demands for services to 
consumers that increase in line with the level of consumer prosperity and the changing orientation of 
the marketing system, from the "Seller's market" system (buyers looking for goods) become a 
system "Buyers market" (interests looking for buyers) requires strategic tips (Petrescu-Mag et al., 
2020). 

Situations like this become a significant factor and increasingly play a role in winning the 
competition (Deaconu et al., 2021). The packaging role is no longer merely a container but must 
function (Fibri & Frøst, 2019), even more, packaging must attract attention, convince consumers, 
and provide a clear identity (Cagri-Mehmetoglu, 2018). Packaging must be able to "talk" about 
product quality (Manjurul Hossain Reza, 2020), price, tastes, image, taste, and product positioning 
that it wraps to motivate consumers' brand choices (Lise Tiasanty & Sitio, 2020). For this reason, an 
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effective packaging design is needed, that is, packaging that can not only "talk" to the consumer but 
can also sell the product itself (Vanhonacker et al., 2013). 

Marketing bakpia products are also limited in Indonesia's domestic area, especially in the 
Yogyakarta and Central Java regions (R. A. Wulandari & Hadi, 2013), and a small portion of Java's 
other regions (Haque, 2020). This is because of the nature and characteristics of the bakpia that last 
the longest-lasting only about three days so that their products' marketing is relatively limited 
(Nurendah, 2015). Bakpia producers rarely do promotions because they believe that tourists and the 
public already know bakpia products (Morgan et al., 2019). Out of (100%) respondents, only (10%) 
or three respondents have ever promoted through print media, exhibitions, tour guides, and pedicab 
drivers (Li et al., 2021). 

The lack of marketing done by bakpia producers confuses by consumers so that in the mindset of 
consumers generalize the thought that bakpia sold anywhere has the same taste and characteristics 
(Dharmayanti & Darma, 2020), so consumers do not focus on the choice of one bakpia brand and 
most bakpia purchases are based on on the reference to a pedicab driver (Dolan et al., 2017), tour 
guide or what is found by consumers along the road (Srivastava et al., 2020). This is seen differently 
in Bakpiapia Djogja, as one of the bakpia producers in Yogyakarta (Asih et al., 2021), Bakpiapia 
Djogja does not focus on the taste and flavor variants of the bakpia itself but also innovates different 
packaging designs from competitors as one of the strategies to increase buying interest ( awareness) 
consumers of Bakpia products from Bakpiapia Djogja (Putri & Ismoyowati, 2020). This makes 
Bakpiapia Djogja have a creative and different image compared to other competitors (Haque, 2020). 

Until now, Bakpiapia Djogja has become a well-known Bakpia brand in the broader community 
with seven branch locations spread across Yogyakarta. Consistency in building a creative bakpia 
image using Bakpiapia Djogja's product packaging design makes the writer interested in 
researching, Is the Bakpiapia packaging design ideal?. Is the marketing of Bakpiapia products 
packaging design a dominant factor to win the competition? Or there are other factors beyond that. 
This research is essential to do as an effort to map visual communication strategies and effective 
marketing communication on traditional food products. 

2. Theoretical Framework 

2.1.  Segmenting 

Market segmentation is the process of dividing the overall market of a heterogeneous product or 
service into several segments (Kotler & Keller, 2009), where each piece tends to be homogeneous in 
all aspects (Siemon et al., 2021). Marketers view a particular market as consisting of many smaller 
parts, each of which has specific characteristics in common (in that section) (Horng et al., 2013). 
Based on this segmentation (Rachmawati & Afifi, 2022), the company then tries to develop separate 
marketing programs (generally with different products) to meet each segment's specific needs 
(Kavak & Gumusluoglu, 2007). 

Ilham Prisgunarto in Holm (2006), in his book "Marketing Communication, Strategy and 
Tactics," explains that segmentation is the stage of how it should categorize the market to be 
addressed in the marketing strategy (Muhariani, 2021). 

2.2.  Targeting 

Targeting is a decision regarding the target market segment to be served. This targeting will have 
the ability to spread information messages that have been given by the company to the public 
Rachmawati & Afifi (2022). This targeting can be in the form of five patterns, namely: 

1) The concentration of Single Segments 

The company chose to concentrate on one particular segment (Soedarsono et al., 2020). Through 
the concentration and specialization of production, distribution, and promotion in just one piece, the 
company can obtain a strong market position in the chosen segment. 
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2) Selective Specialization 

The company chooses several attractive market segments and is by its objectives and resources. 
The advantage of this decision is the spread of risk, where if there is a decline in one piece, the 
company's sales are not too affected because it still receives revenue from other segments 
(Kusumasondjaja & Tjiptono, 2019). 

3) Market Specialization 

Market specialization, companies focus on serving the various needs of a particular group. 

4) Product Specialization 

In the product specialization pattern, companies focus on making sure products are sold to 
various market segments. 

5) Full Service (Full Market Coverage) 

Full-service pattern, the company tries to serve all groups of customers with all the products that 
might be needed. Only large companies can implement this strategy because it requires considerable 
resources. Examples of companies that implement this strategy include IBM (computer market), 
Coca Cola (beverage market), General Motors (motorcycle market), Toyota (motor vehicle market), 
National Panasonic (electronic product market and household appliances) (Tjiptono & Fandy, 2015). 

2.3. Positioning 

The next step after determining the target market is positioning (Lepeley et al., 2021). They are 
placing about identifying, developing, and communicating unique excellence (Sunarto, 2020). The 
company products and services are perceived to be superior and distinctive compared to competitors' 
products and services in the target market's minds (Y. Xu, 2020). So, the positioning's primary focus 
is on customer perception and not just producing a physical product (Tjiptono & Fandy, 2015). The 
success of positioning is primarily determined by a company's ability to define itself effectively 
compared to its competitors, namely by conveying or providing superior value to its customers 
(Kusumasondjaja & Tjiptono, 2019). 

2.4. Brand Elements 

According to Dada (2021) The brand is an identification that is currently commonly used by 
manufacturers in various products and services to introduce their products to consumers and 
distinguish them from other products (Farhana, 2012). Today's brand also functions as a carrier of 
values that producers want to instill into the consumer mindset, making it feasible if the brand is 
considered as a long-term investment of a product (Farhana, 2012). The brand is a medium for a 
product to bring added value to the market and consumers (Belboula & Ackermann, 2021). A 
brand's added value is divided into two kinds: the value that can be seen directly by (tangibles) or 
the value that can only be felt by the wearer (intangibles or immaterial), prestige, pride (Mensah et 
al., 2022). There is a balance between material values on one side and discounts that can only be felt 
by the wearer (intangible) on the other side (Miao, 2021). 

The brand represents a promise from the producer to its consumers (Mensah et al., 2022). The 
contract was conveyed in brand-building messages because producers promised a value for 
consumers, which then created emotional relationships and could not be matched by competitors (F. 
Xu et al., 2021). There are various types of brand definitions developed by marketing experts. 
Knapp defines the right brand as Sternberg & Kostić (2020) "internalization of several impressions 
received by customers and consumers, resulting in a unique position in their memories of the 
benefits emotional and functional perceived. " Whereas Wertime in Building Brands and Believers, 
defines a brand or brand as a promise that has significance and difference in the minds of consumers 
(Nguyen & Matusitz, 2021). 

It is not much different from Hermawan Kertajaya; the brand is (Kotler & Hermawan, 2011). "It 
is an indicator of the value offered to customers. The brand is an asset that creates value for 
customers by strengthening satisfaction and loyalty. The brand is a benchmark for the quality of the 
value that you offer". According to Kotler & Hermawan (2011), "a brand is a name and symbol that 
is differentiating (such as a logo, stamp or packaging) to identify goods or services from a 
particular seller or seller group and distinguish them from goods or services produced by 
competitors." 
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Also known as brand identities that identify and differentiate our brands from other brands 
(Mahatmavidya & Yasa, 2020). The visual elements in a brand's characteristics (Burton & McClean, 
2020), such as shapes and colors (Xiao et al., 2021), can create meaning, influence, and experience 
different for each person who sees it (Zaichkowsky, 2010). Brand names are the first signs that 
brands can use to create unique and positive positioning (Sharma et al., 2022). Brand names are 
representative of plans, ranging from corporate identity, advertising to product packaging (Azzahira 
& Dirgantara, 2021). 

Logo, derived from Greek, namely logos, which means speech and logic (Faradies, 2020). A 
logo is a visual symbol of a simplified brand and represents specific products, services, and 
companies (Panjaitan & Harahap, 2021). The packaging is a communication tool that (starting) 
needs to be considered by the company. The packaging functions as a container for a product and as 
an attraction for consumers' attention, describes a brand and communicates information from a brand 
(Muniz & O’Guinn, 2001). The slogan is a short phrase that communicates descriptive or persuasive 
information about the brand (Fred R. David, 2015). The motto is usually shown in the product 
advertisement but can also play an essential role in the product packaging or other marketing 
programs (S. Wulandari, 2017). 

2.5. Packaging as an element of marketing strategy 

Today, consumers buy products based on usability or functional aspects, and brands attached to 
these products create an emotional connection between the brand and consumers (Husain et al., 
2016). This phenomenon must be taken seriously by brand owners and build their brand (brand 
building). Building a brand is an effort to identify, create, and then take advantage of sustainable 
competitive advantages (Juliana et al., 2021). Knapp himself mentioned the process to build and 
develop a brand must go through three stages, namely Sternberg & Kostić (2020): (1)Determine the 
essence or Brand Promise of the brand; (2)Creating a brand paradigm shift, namely making the 
brand have an exceptional value; (3)Gain a continuous competitive advantage. 

Manufacturers or companies are continually looking for new, better ways to build brands quickly 
and more efficiently. One of the conditions informing consumer loyalty is the creation of 
preferences. The brand itself effectively influences the 'taste' of the product in consumers' minds; 
brand values distinguish a brand from competing brands and influence consumer preferences for 
numerous product categories (Rosengren et al., 2020). 

One thing that producers need to consider when building a brand is the brand typology used to 
construct an image brand or brand image of a product by its vision and mission (Zimmerman & 
Blythe, 2018). The choice of brand typology to build a brand is influenced by the manufacturer's 
assumptions on three factors (Khairina & Saleh, 2021), namely the type of product or service itself 
to create a brand image to produce strong associations and symbolic images, how consumers choose 
and use the product (Miao, 2021), and the intensity of competition for the product itself, to see the 
concept of what can differentiate a manufacturer's products with other products through (Pandjaitan 
et al., 2022). 

The packaging is an integral part of a product's marketing strategy. Even for certain types of 
products, the packaging is the main trigger for purchasing (Saddhono et al., 2020). Therefore 
packaging design is essential to attract consumers so that consumers positively react at the point of 
sale (Kietzmann et al., 2011). 

The packaging designers argue that even if you don't have enough advertising funds, you will 
face the possibility of competing if your existing products in the store's store are targeted to get a 
compelling image (AlDhaheri et al., 2020). Brands that are heavily advertised will attract buyers, but 
buying a brand is not absolute. In the store, prospective buyers will make a direct comparison, and 
well-designed packaging will sell directly where consumers buy it. Here you see how good 
packaging has sold (Papulova, 2014).  

Nowadays, many marketing people consider the packaging problem as the fifth P factor after 
price, product, place, and promotion (Suprapto et al., 2020). However, most marketing people also 
treat packaging as an element of product strategy (Granheim et al., 2020). Packaging (packaging) 
can be formulated as designing and producing containers or packs of a product (Mangold & Faulds, 
2009).  
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According to Sunu, in his book Marketing Management An Approach Analysis, it is said that: At 
first, the function of the packaging is only to protect the goods from dirt and damage (Rani, 2019). 
With an opinion believed that customer satisfaction is a condition for the existence of the company 
(Wiese & Akareem, 2020). The packaging or wrapping or container/container of goods also 
functions to please consumers (Hendrayani & Manihuruk, 2020). The growth of supermarkets and 
various other self-service retail outlets has shown that packaging displays marketing functions far 
beyond the traditional packaging and product protection (El Emary et al., 2020). The packaging is 
also useful for: (1) describing attention to a brand, (2) separating brands from competitive product 
collections at the point of purchase, (3) adjusting prices/values for consumers (Siramaneerat & 
Agushybana, 2021), (4) signifying/interpreting brand features and advantages, and finally (5) 
motivate consumer brand choices (Akujobi, 2008). The packaging is essential for distinguishing 
homogeneity or brands that do not exist from the various substitutions available (Lawes, 2020). In 
short, different packaging displays an increasing role of significant brand equity by creating or 
fortifying brand awareness and other marketing communication tools to build brand images 
(Sugandini et al., 2020). 

Hermawan Kertajaya, an expert in marketing, said that packaging had changed function. People 
used to say, "Packaging protects what it sells." Now, "Packaging sells what it protects." (Kotler & 
Hermawan, 2011). The visual aspect's primary function is to attract the attention of consumers who 
can ultimately create purchases (Villegas García & Marulanda, 2020). Even though marketing and 
words of comfort/function a good packaging, consumers will not buy an item that seems unpleasant. 
Especially for products that are already in the market so that consumers do not know what they 
want, the packaging's visual aspect can provide more value to consumer considerations (Chiu et al., 
2020). According to Danger, consumers' actions at the point of sale will be directed at several 
concerns, including what they see, visual attractions that can be seen, images created by what is seen 
(Farkas & Bene, 2021). 

3. Method 

The quality of a study is determined by selecting research methods. The technique can capture 
and explain social reality by the object of the study's character (Nur et al., 2021). This type of 
research is a descriptive study with qualitative data to dig up information. Isaac & Michael argue 
that descriptive research methods systematically describe specific populations' facts or 
characteristics factually and accurately  (Harahap et al., 2018). Research with qualitative methods 
produces descriptive data in written or oral words from people and observable behavior. Qualitative 
research aims to explain the phenomena profusely through deep data collection (Wahidmurni, 2017). 
This research does not prioritize population size, or even population sampling is minimal 
(Trisnayuni et al., 2020). If the data collected is in-depth and can explain the phenomenon under 
study, then no need to look for another sample (Boddy, 2016). In qualitative research, more 
emphasis on the depth (quality) of data, not the amount (quantity) of data. Qualitative research is 
interpretive (using interpretation), which involves many methods in examining the research 
problem. This method is often called triangulation to obtain a comprehensive understanding 
(holistic) about the phenomenon under study (Muslikhin et al., 2021). Data collection techniques are 
the most strategic step in research because the primary purpose is to get data without knowing data 
collection techniques that meet the specified data sources. 

 

 

 

 

 

 

 

Fig. 1.  Data collection technique (Sugiyono, 2018) 
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Data collection can be done in various settings, various sources, and multiple ways (Sarifudin et 
al., 2020). Case study research can be done several ways, including archival records, interviews, and 
direct observation. Researchers will interview informants who can support the formulation of the 
problem, including Interviews conducted with (1) Marketing Manager from Bakpiapia Djogja, (2) 
Marketing Communication staff to dig up data about Bakpiapia Djogja's Logo and packaging 
design, and (3) Target market from Bakpiapia Djogja to see Does the Bakpiapia Djogja buyer match 
the specified target market. 

Triangulation is a technique to check the validity of data using something else. According to 
(Lexy J. Moleong, 2019), outside the data prevents or compares the data. The most widely used 
triangulation technique is checking through other sources. Denzin in (Lexy J. Moleong, 2019) 
distinguishes four triangulation kinds as an examination technique that uses user resources, methods, 
and theories. In this study, researchers used source triangulation, where researchers compared and 
corrected a degree of trust information obtained through time and different tools in qualitative 
research (Lexy J. Moleong, 2019). This was achieved by comparing observational data with 
interview data and comparing interviews with related documents (Moleong, 2018). 

4. Results and Discussion 

Before conducting a marketing communication strategy program, companies need to do careful 
planning in marketing their products on the market. The company must complete a survey first and 
look into consumer needs so that the products marketed sell and attract consumers. 

4.1. Segmenting 

Djogja Bakpiapia segmentation focuses on domestic tourists and Yogyakarta people because 
Bakpia is one of the unique souvenirs of Yogyakarta. 

According to Tano Nazoeaggi, GM Bakpiapia Djogja: "The Bakpiapia segment is certainly a 
tourist because we are in a tourist destination city with various interesting destinations, culture and 
culinary and Bakpia has become a souvenir from Yogyakarta. Besides, Bakpiapia Djogja is 
targeting the segment of foreign tourists because Bakpiapia has a taste variant that is suitable for 
foreigners". (Interview with Tano Nazoeaggi, GM Bakpiapia Djogja). 

The method used by Bakpiapia Djogja to be able to reach the market segmentation they want to 
go by approaching the local community or students who are currently studying in Yogyakarta. The 
local community or students are expected to give Bakpiapia Djogja recommendations as souvenirs 
from Yogyakarta if their family or acquaintances visit Yogyakarta. 

According to Tano Nazoeaggi, GM Bakpiapia Djogja: "To be able to enter the segmentation, we 
first introduce ourselves to the local community or students who study here. So if some 
acquaintances or relatives are in Yogyakarta, they can recommend Bakpiapia as a souvenir." 
(Interview with Tano Nazoeaggi, GM Bakpiapia Djogja). 

Segmentation is the process of mapping the market by sorting consumers according to the 
similarity criteria between them. This sorting process can be based on various things, such as age, 
residence, income, lifestyle, and others. In terms of marketing strategy planning, Bakpiapia Djogja 
has positioned its products well. Market segmentation is the process of dividing the overall market 
of a heterogeneous product or service into several segments, where each element tends to be 
homogeneous in all aspects. Bakpiapia Djogja views a particular market as consisting of many 
smaller parts, each of which has specific characteristics in common (within that section). Based on 
this segmentation, Bakpiapia Djogja seeks to develop separate marketing programs (generally with 
different products) to meet each segment's specific needs. Bakpiapia Djogja indeed targets the 
segmentation of middle-class tourists and young people who are interested in Bakpia variants with 
various flavors. 

4.2. Targeting 

Headings, The target market of Bakpiapia Djogja is tourists who are on vacation in Yogyakarta. 
Bakpiapia Djogja has new and varied tastes. This makes Bakpiapia Djogja different from other 



54  ISSN: 2723-7672 

 

 Gibbran Prathisara & Anang Masduki (Marketing strategy in "Bakpiapia Djogja" food product packaging design) 

Bakpiapia. Bakpiapia Djogja can be another alternative if tourists want a bakpia variant with 
additional and different flavors. 

According to Tano Nazoeaggi, GM Bakpiapia Djogja: "Our target is tourists. Because Bakpiapia 
Djogja has a target to increase sales and become number 1 bakpia in Yogyakarta. " (Interview with 
Tano Nazoeaggi, GM Bakpiapia Djogja). 

To attract its consumers' interest, Bakpiapia Djogja carries out promotional activities to 
communicate its products through product catalogs that are made every month. "With a variety of 
taste, packaging, and promotional innovations that we have done, we hope that Bakpiapia Djogja 
will be increasingly known and sought after by the public. We have to work hard for it all because 
the share of Bakpia in Yogyakarta is familiar with Bakpia Pathuk. We are trying to shift the mindset 
from tourists so that Bakpiapia Djogja can compete with Bakpia Pathuk". (Interview with Tano 
Nazoeaggi, GM Bakpiapia Djogja). 

Targeting is a decision regarding the target market segment to be served. This targeting will have 
the ability to spread information messages that have been provided by the company to the public. 
The target market of Bakpiapia Djogja is tourists who are on vacation in Yogyakarta. Bakpiapia 
Djogja has new and varied tastes. This makes Bakpiapia Djogja different from other bakpia. In this 
case, Bakpiapia Djogja uses a product specialist targeting pattern. In product specialization, the 
company focuses on making sure products will be sold to various market segments. Bakpiapia 
Djogja has a unique product because it is different from Bakpia in general. 

4.3.  Positioning 

Positioning Bakpiapia Djogja has been developing for 13 years, starting in 2004. Community 
needs for souvenirs typical of Yogyakarta are high, making the Bakpiapia Djogja industry 
proliferate. In addition to Bakpia, in 2009, Bakpiapia Djogja innovated by introducing new products 
in Bakpia combination and Ampyang Kepyar. As the development of Bakpiapia Djogja began to 
add variants, there were Bakpia Naga Beard (filled with beef floss), Bakpia Single Black beauty, and 
Bakpia Blasteran Blueberry Cheese. The diversity of flavors and uniqueness is expected to attract 
consumers' interest because so far, the public or tourists have already known Bakpia Pathuk. 

According to Tano Nazoeaggi, GM Bakpiapia Djogja: "Bakpiapia Djogja is the only bakpia in 
Yogyakarta who dares to innovate with various flavors such as blueberries, shredded, cappuccino, 
etc. We have our uniqueness compared to other bakpia. Bakpiapia Djogja also packs interestingly 
and uniquely so that it fits into souvenirs. Besides, the taste of Bakpiapia is also not inferior to the 
famous bakpia in Yogyakarta, such as Bakpia Pathuk 25, 75 or Bakpia Kurnia Sari. We offer 
products that taste delicious, and the packaging is also neat". (Interview with Tano Nazoeaggi, GM 
Bakpiapia Djogja). 

Positioning is concerned with identifying, developing, and communicating unique excellence. 
The company's products and services are perceived to be superior and distinctive compared to 
competitors' products and services in the minds of the target market. So, the main focus of Bakpiapia 
Djogja's positioning is on customer perception and not just the physical product produced. The 
marketing team largely determines the success of Bakpiapia Djogja's positioning to define itself 
effectively compared to its competitors, namely by conveying or providing superior value to its 
customers. 

Bakpiapia Djogja approaches positioning based on attributes, characteristics, or benefits for 
customers (attribute positioning) by associating products with specific features, unique features, or 
services. Bakpiapia Djogja dares to innovate with Bakpia. Combining with different flavors such as 
cappuccino, shredded, etc., is a plus in consumers' eyes and becomes something different from 
Bakpia brands in general. 

4.4. Brand Element 

Brand Element has a vital role in building a brand identity. This element presents what the image 
of a company or product looks like in the community. So the brand element must be associated with 
the company or its products. Visually Bakpiapia Jogja also implements the overall packaging of its 
products. 
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1) Brand names 

The brand name is Bakpiapia Djogja. This brand began to be used in 2010, with two brand name 
changes: Bakpia Djogja, which changed to Bakpia, and Pia Djogja, the last used today. After 
changing the name to Bakpia and Pia Djogja, several questions were raised from consumers about 
the difference between Bakpia and Pia, which affected the value and the duration of the deal. Seeing 
this, Dani, as Creative Marketing, changed to the name Bakpiapia Djogja. 

The brand name used is Bakpiapia Djogja, enough to reinforce that Yogyakarta is the company's 
holding house. The use of connecting the word bakpiapia originally came from the terms Bakpia and 
Pia become individual creativity to form vocal repetitions that are easy to say. "Pia," which is 
repeated twice, becomes an exciting part when mentioning this brand. The use of the old spelling 
punctuation in this brand, the front letter "D" in the word Djogja gives millennials an impression. If 
seen from its segmentation, Bakpiapia Djogja targets young tourists and college kids. This product is 
spelled out of the comfort zone, usually another bakpia product using numbers for its brand name, 
different from Bakpipia Djogja. 

2) The Logo 

 

 

 

 

 

 

Fig. 2.  Bakpiapia Djogja logo 

Bakpiapia Djogja logo in full round shape there is a Bakpiapia Djogja writing using decorative 
fonts. The emphasis on the two letters "P" wants to show that Bakpiapia has two products, namely 
bakpia single or bakpia and bakpia blateran or pia. The logogram icon element is replacing the letter 
'i' with the image of the Jogja monument. Jogja monument as a representative symbol of the city of 
Jogja as the city of origin Bakpia. 

The purpose of using the Jogja monument icon to emphasize that Bakpia is Jogja's exceptional 
food. Then reinforced with batik images and adding to the impression of art and ethnicity is also 
intended to highlight that bakpia is a typical Jogja food. Also inserted a slogan from bakpiapia Jogja 
"more than the original." According to Dani, Bakpiapia Djogja's Creative Designer: 

"Following the symbols contained in the logo, the message to be conveyed in the logo is bakpia 
in Jogja and can be obtained only in this Jogja, because this is Jogja's special food. This is 
interpreted from the symbol of the Jogja monument which represents the City of Jogja, and the batik 
symbol which emphasizes ethnic and artistic elements" (Interview with Dani, Bakpiapia Jogja's 
Creative Designer). 

3) Corporate and Product colors 

The logo and packaging colors are dominated by yellow, brown, and mixed yellow and brown 
colors. Besides, because eye-catching, the yellow paint is expected to arouse hunger, while the 
brown color is more representative of the heritage element. It is believed that Bakpia is a legacy 
from the past Javanese culture. The color of the yellow and brown color also represents the cooked 
bakpia, which is relevant to what will later be in the package's contents. According to Dani, 
Bakpiapia Djogja's Creative Designer: 

"The colors of brown and yellow do not feel dull and not too striking to be seen in fresh eyes. The 
yellow color is included in the heat color according to the food, but the brown color is used as a 
counterweight. "(Interview Dani, Bakpiapia Jogja Creative Designer). 
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Fig. 3.  Color packaging Bakpiapia Djogja 

4) Typography 

The typography used in Bakpiapia Djogja's packaging design is divided into two parts. The logo 
uses custom fonts or, in design terms called decorative fonts, while the fonts for packaging 
information use standard fonts to be easily read by consumers both from far and near distances. 

 

 

 

 

 

 

 

 

 

Fig. 4.  Font form expired date information on the packaging 

If attention to the typographic logo used, there are Java elements and a few elements of Europe. 
The aim is to differentiate products because the typography used by competitors is almost the same. 
Based on that, Bakpiapia Djogja innovated the logo to be something different compared to 
competitors. 

 

 

 

 

 

 

 

Fig. 5.  Font shape on the Bakpiapia logo 
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5) Packaging 

Bakpiapia Djogja packaging has changed three times. The basic design was made by Mr. 
Zoehad, who was none other than the husband of Mrs.Rasuna. Along with the development, a 
creative sub-division has been formed, which deals directly with this. However, the basic design was 
made by Mr. Zoehad. Djogja Bakpiapia Packaging is reasonably attractive with a packaging design 
that is not usually found in other bakpia products.  

The color is dominated by a combination of yellow and brown with product information and 
packaging logo. On the top side, there is the transparency of packaging with plastic. Make the 
bakpia in it look a little. 

 

 

 

 

 

 

 

 

Fig. 6.  Transparency on Bakpiapia Djogja's packaging topside 

This fact has a positive impact, as evidenced by the increased turnover. Mini packs are designed 
for portable space, so they don't need a plastic bag to carry. This unique thing also aims to make 
young people not ashamed to bring bakpiapia products as souvenirs.  

The segmentation is also targeting young people who are identical to new things. With prices that 
are a little more expensive than other competitors, consumers get something more than original 
Bakpia, namely Bakpiapia's innovative products and exclusive packaging. So Bakpiapia tries to 
communicate that Bakpiapia is more than the original. 

 

 

 

 

 

 

 

Fig. 7.  Various forms of Bakpiapia Djogja packaging display 

6) Slogan 

Bakpiapia Djogja has a tagline which is "beyond original," which means that it is more than the 
original. This meant that Bakpiapia Djogja had developed Bakpia with a more creative touch closer 
to Bakpia than the original. So, there are various kinds of bakpia products and flavors in 
"Bakpiapia." Not only that, but Bakpiapia also innovates on its packaging, which is also different 
from its competitors. 
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Fig. 8.  Placement of the slogan on Bakpiapia packaging 

5. Conclusion 

Based on the research results on Bakpiapia Djogja, the authors describe the design and packaging 
of Bakpiapia Djogja can fulfill its function as a means of promotion and product identity. Judging 
from the shape of the packaging, it is entirely following the segmentation done by Bakpiapia Djogja. 
The packaging, both in design and form, ultimately supports targetting. Bakpiapia Djogja uses a 
pattern of targeting product specialization. In product specialization, the company focuses on 
making sure products will be sold to various market segments with packaging suitable for the 
product. This has gradually shaped Bakpiapia Djogja's Positioning to be better because they dared to 
make customers perception their positioning and not just the physical product produced. 

The marketing aspect of Bakpiapia Djogja's packaging design tries to be an integral part and 
places it precisely at the beginning of the marketing concept. Bakpiapia Djogja packaging has been 
aimed at specific markets, namely young people and tourists. So the packaging design approach is 
easy to carry and becomes an exciting thing when taken. Functionally the design of Bakpiapia 
Djogja packaging is easy to carry and easy to open because even though a package is lovely in terms 
of visuals, substantial, not easily damaged, easily distributed, but when consumers arrive at home, 
the packaging is difficult to open or when opened hurts the consumer then the packaging has not met 
the requirements of the ideal functional aspects. The visual element is exciting and is believed to be 
able to increase sales of the product. The packaging design of Bakpiapia Djogja is made in such a 
way as to attract the attention of consumers, which in turn can create purchases because even in 
terms of marketing and the comfort / functional aspects of good packaging, consumers will not buy 
an item that seems unattractive. Especially for Bakpia products that are already very dense in the 
market competitors, consumers do not know what they want. Bakpiapia Djogja emphasizes the 
visual aspects of packaging to give more value to consumer considerations. 

References 

Akujobi, R. (2008). “Womanhood Under the Magnifying Glass\": A look at Insanity Among Women in 

African Literature and Society. Gender and Behaviour. https://doi.org/10.4314/gab.v6i2.23413 

AlDhaheri, F., Ameen, A., & Isaac, O. (2020). The influence of strategy formulation (Vision, Mission, and 

Goals) on the organizational operations. Journal of Critical Reviews, 7(17). 

https://doi.org/10.31838/jcr.07.17.240 

Asih, H. M., Firmansyah, F., & Faishal, M. (2021). Analysis of Halal and Marketing Strategy for Broiler 

Chickens’ Supply Chain during Covid-19 : A Case Study in Yogyakarta, Indonesia. TEKNIK, 42(1). 

https://doi.org/10.14710/teknik.v41i3.31296 

Azzahira, S., & Dirgantara, I. M. B. (2021). The Effects of Logo Shape, Logo Color, Typography and 

Service Quality Towards Brand Image on PT. Gojek Indonesia. Indicators : Journal of Economic and 

Business, 3(2). https://doi.org/10.47729/indicators.v3i2.101 

Belboula, I., & Ackermann, C. L. (2021). Consumer response to service brand physical elements: Using a 

semantic priming task to explore implicit understanding of service brand meaning. Journal of Retailing and 

Consumer Services, 61. https://doi.org/10.1016/j.jretconser.2019.102019 



ISSN: 2723-7672  59  

W: http://journal2.uad.ac.id/index.php/commicast/index | E: commicast@comm.uad.ac.id 

Boddy, C. R. (2016). Sample size for qualitative research. Qualitative Market Research, 19(4). 

https://doi.org/10.1108/QMR-06-2016-0053 

Burton, N., & McClean, C. (2020). Exploring newsjacking as social media–based ambush marketing. Sport, 

Business and Management: An International Journal, 11(2). https://doi.org/10.1108/SBM-12-2019-0116 

Cagri-Mehmetoglu, A. (2018). Food safety challenges associated with traditional foods of Turkey. Food 

Science and Technology (Brazil), 38(1). https://doi.org/10.1590/1678-457x.36916 

Chiu, H. K., Adeli, E., & Niebles, J. C. (2020). Segmenting the Future. IEEE Robotics and Automation 

Letters, 5(3). https://doi.org/10.1109/LRA.2020.2992184 

Choi, S., Mattila, A. S., Hoof, H. B. Van, & ... (2017). The role of power and incentives in inducing fake 

reviews in the tourism industry. Journal of Travel …. https://doi.org/10.1177/0047287516677168 

Dada, M. H. (2021). Impact of Brand Association, Brand Image & Brand Loyalty on Brand Equity. Journal 

of Marketing Strategies, 3(1). https://doi.org/10.52633/jms.v3i1.33 

Deaconu, A., Sherwood, S., Paredes, M., Berti, P., López, P., Cole, D., Muñoz, F., Oyarzún, P., Borja, R., 

Aizaga, M., Estrella, E., April-Lalonde, G., Mercille, G., & Batal, M. (2021). Promoting traditional foods for 

human and environmental health: lessons from agroecology and Indigenous communities in Ecuador. BMC 

Nutrition, 7(1). https://doi.org/10.1186/s40795-020-00395-y 

Dharmayanti, P. D., & Darma, G. S. (2020). The use of instagram in coffee shop. In … Journal of 

Management, IT and Social …. core.ac.uk. https://core.ac.uk/download/pdf/328143498.pdf 

Dolan, R., Conduit, J., Fahy, J., & Goodman, S. (2017). Social media: communication strategies, engagement 

and future research directions. International Journal of Wine Business Research, 29(1). 

https://doi.org/10.1108/IJWBR-04-2016-0013 

El Emary, I. M. M., Brzozowska, A., & Bubel, D. (2020). Management of Organizational Culture as a 

Stabilizer of Changes. In Management of Organizational Culture as a Stabilizer of Changes. 

https://doi.org/10.1201/9781003028949 

Faradies, H. I. (2020). Strategi komunikasi city branding pemerintah kota Pekalongan dalam 

mempromosikan world’s city of Batik. COMMICAST, 1(1), 20. 

https://doi.org/10.12928/commicast.v1i1.2413 

Farhana, M. (2012). Brand Elements Lead to Brand Equity: Differentiate or Die. Information Management 

and Business Review, 4(4). https://doi.org/10.22610/imbr.v4i4.983 

Farkas, X., & Bene, M. (2021). Images, Politicians, and Social Media: Patterns and Effects of Politicians’ 

Image-Based Political Communication Strategies on Social Media. International Journal of Press/Politics, 

26(1). https://doi.org/10.1177/1940161220959553 

Fibri, D. L. N., & Frøst, M. B. (2019). Consumer perception of original and modernised traditional foods of 

Indonesia. Appetite, 133. https://doi.org/10.1016/j.appet.2018.10.026 

Fred R. David, F. R. D. (2015). Strategic Management_Concepts and Cases, Global Edition (2014). 

http://http//www.pearsonmylabandmastering.com 

George, E., & Belch, M. . (2017). An Introduction to Integrated Marketing Communications. In Advertising 

and promotion : an integrated marketing communications perspective. 

Granheim, S. I., Opheim, E., Terragni, L., Torheim, L. E., & Thurston, M. (2020). Mapping the digital food 

environment: A scoping review protocol. BMJ Open, 10(4). https://doi.org/10.1136/bmjopen-2019-036241 

Haque, M. G. (2020). The Effect of Digital Marketing and Media Promotion Utilization to a Bakpia Patok 

Yogyakarta SMES’ Sales Performance. Jurnal Ilmiah Ilmu Administrasi Publik, 10(1). 

https://doi.org/10.26858/jiap.v10i1.14336 

Harahap, R. P., Jayanegara, A., Nahrowi, & Fakhri, S. (2018). Evaluation of oil palm fronds using fiber 

cracking technology combined with Indigofera sp. in ruminant ration by Rusitec. AIP Conference 

Proceedings. https://doi.org/10.1063/1.5062758 



60  ISSN: 2723-7672 

 

 Gibbran Prathisara & Anang Masduki (Marketing strategy in "Bakpiapia Djogja" food product packaging design) 

Hendrayani, Y., & Manihuruk, H. (2020). Redesain kemasan dalam meningkatkan brand awarness produk 

unggulan ukm cilodong berkarya. Jurnal Bakti Masyarakat Indonesia. 

https://doi.org/10.24912/jbmi.v3i1.8338 

Hinterberger, C., Weiss, E., Whelan, M., & Sen, A. (2020). Food and Beverage Marketing to Children on 

YouTube: An Advertisement Content Analysis and Nutritional Comparison. Journal of the Academy of 

Nutrition and Dietetics, 120(9). https://doi.org/10.1016/j.jand.2020.06.151 

Holm, O. (2006). Integrated marketing communication: From tactics to strategy. Corporate Communications, 

11(1). https://doi.org/10.1108/13563280610643525 

Horng, J. S., Su, C. S., & So, S. I. A. (2013). Segmenting Food Festival Visitors: Applying the Theory of 

Planned Behavior and Lifestyle. Journal of Convention and Event Tourism, 14(3). 

https://doi.org/10.1080/15470148.2013.814038 

Husain, S., Ghufran, A., & Chaubey, D. S. (2016). Relevance of Social Media in Marketing and Advertising: 

A Monthly Peer Reviewed International Journal of Management & IT A Monthly Peer Reviewed 

International Journal of Management & IT. Splint International Journal of Professionals, 3(7). 

Juliana, J., Djakasaputra, A., Pramono, R., & ... (2021). … , Perceived Quality, Ease of Use, Trust, Price, 

Service Quality on Customer Satisfaction and Purchase Intention of Blibli Website With Digital Technology 

As Dummy …. Journal of Critical …. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3870524 

Kavak, B., & Gumusluoglu, L. (2007). Segmenting food markets. International Journal of Market Research, 

49(1). 

Khairina, S. L., & Saleh, A. (2021). The role of the ambassador of The BKKBN planning generation in 

socializing the Family Planning Program in North Sumatera. COMMICAST, 3(1), 153–157. 

https://doi.org/10.12928/commicast.v3i1.3509 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? Get serious! 

Understanding the functional building blocks of social media. Business Horizons. 

https://doi.org/10.1016/j.bushor.2011.01.005 

Knowledge, M. (2020). Marketing channels. In CIM Revision Cards: Marketing Communications 04/05. 

https://doi.org/10.4324/9780080546674-9 

Kotler, P., & Hermawan, K. (2011). Marketing Management in Indonesian: Analysis, Planning, 

Implementation and Control (Manajemen Pemasaran Di Indonesia : Analisis, Perencanaan Implementasi Dan 

Pengendalian). In Penerbit Salemba Empat. 

Kotler, P., & Keller, K. L. (2009). Manajemen pemasaran Jilid 1. In Jakarta. 

Kusumasondjaja, S., & Tjiptono, F. (2019). Endorsement and visual complexity in food advertising on 

Instagram. Internet Research, 29(4). https://doi.org/10.1108/IntR-11-2017-0459 

Lawes, R. (2020). Using Semiotics in Marketing:&nbsp;How to Achieve Consumer Insight for Brand 

Growth and Profits. In Using Semiotics in Marketing. 

Lepeley, M. T., Morales, O., Essens, P., Beutell, N. J., & Majluf, N. (2021). Human centered organizational 

culture: Global dimensions. In Human Centered Organizational Culture: Global Dimensions. 

https://doi.org/10.4324/9781003092025 

Lexy J. Moleong, D. M. A. (2019). Metodologi Penelitian Kualitatif (Edisi Revisi). PT. Remaja Rosda 

Karya. https://doi.org/10.1016/j.carbpol.2013.02.055 

Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy: definition, conceptualization, 

taxonomy, validation, and future agenda. Journal of the Academy of Marketing Science, 49(1). 

https://doi.org/10.1007/s11747-020-00733-3 

Lise Tiasanty, & Sitio, A. (2020). Analysis of the effect of service quality, product quality and brand image 

on customer satisfaction and its implications on consumer loyalty pt. Sharp electronics indonesia (case study 

at karawang sharp direct service station). International Journal of Engineering Technologies and 

Management Research, 6(6). https://doi.org/10.29121/ijetmr.v6.i6.2019.408 



ISSN: 2723-7672  61  

W: http://journal2.uad.ac.id/index.php/commicast/index | E: commicast@comm.uad.ac.id 

Mahatmavidya, P. A., & Yasa, N. N. K. (2020). Advertising value of instagram stories and the effect on 

millennial’s attitude. Russian Journal of Agricultural and Socio-Economic Sciences, 3(99). 

https://doi.org/10.18551/rjoas.2020-03.04 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. 

Business Horizons. https://doi.org/10.1016/j.bushor.2009.03.002 

Manjurul Hossain Reza. (2020). Marketing Strategy and Sustainable Plan of Unilever. International Journal 

of Scientific Research and Engineering Development, 3(4). 

Mensah, J., Oppong, P. K., & Addae, M. (2022). Effect of Packaging on Perceived Quality and Brand 

Loyalty: The Mediating Role of Brand Association in Over-the-Counter Market. Open Journal of Business 

and Management, 10(01). https://doi.org/10.4236/ojbm.2022.101018 

Miao, Y. (2021). Brand communication of intangible elements delivery. Journal of Marketing 

Communications, 27(3). https://doi.org/10.1080/13527266.2019.1674363 

Moleong, L. J. (2018). Metodologi Penelitian Kualitatif, cet. In XI. Bandung: PT Remaja Rosdakarya. 

Morgan, N. A., Whitler, K. A., Feng, H., & Chari, S. (2019). Research in marketing strategy. In Journal of 

the Academy of Marketing Science (Vol. 47, Issue 1). https://doi.org/10.1007/s11747-018-0598-1 

Muhariani, W. (2021). Aktivitas integrated marketing communication pt blue bird tbk dalam 

memperkenalkan aplikasi my bluebird 5 di masa pandemi covid-19. MASSIVE: Jurnal Ilmu Komunikasi, 

1(1). https://doi.org/10.35842/massive.v1i1.10 

Muniz, A. M., & O’Guinn, T. C. (2001). Brand Community. Journal of Consumer Research. 

https://doi.org/10.1086/319618 

Muslikhin, M., Mulyana, D., Hidayat, D. R., & Utari, P. (2021). The commodification, spatialization and 

structuration of social media in the indonesian cyber media news. Media and Communication, 9(2). 

https://doi.org/10.17645/mac.v9i2.3752 

Nguyen, A., & Matusitz, J. (2021). Interpersonal Relationships in the 1996–1997 Japanese Embassy Hostage 

Crisis in Peru: A View from Relational Development Theory. Journal of Applied Security Research. 

https://doi.org/10.1080/19361610.2021.1908102 

Nur, R., . S., . N., & Kanji, H. (2021). Integrated Model of Character Education Development Based on 

Moral Integrative to Prevent Character Value Breaches. AL-ISHLAH: Jurnal Pendidikan, 13(1). 

https://doi.org/10.35445/alishlah.v13i1.272 

Nurendah, Y. (2015). Strategy to improvement sustainability of distinctively local snacks based on evaluation 

and profile mapping of SMEs distinctively local snacks. International Journal on Advanced Science, 

Engineering and Information Technology, 5(5). https://doi.org/10.18517/ijaseit.5.5.573 

Pandjaitan, D. R. H., Kosasi, A., Ambarwati, D. A. S., & Hadianto, B. (2022). Electronic Word of Mouth, 

Brand Image, Trust and Online Utilization Intention. Academic Journal of Interdisciplinary Studies, 11(2). 

https://doi.org/10.36941/ajis-2022-0057 

Panjaitan, F. R., & Harahap, M. S. (2021). Community opinion on the personal brand of Bobby Nasution to 

Prospective Medan Mayor in 2020. Commicast, 2(1), 76. https://doi.org/10.12928/commicast.v2i1.3152 

Papulova, Z. (2014). The Significance of Vision and Mission Development for Enterprises in Slovak 

Republic. Journal of Economics, Business and Management. https://doi.org/10.7763/joebm.2014.v2.90 

Petrescu-Mag, R. M., Vermeir, I., Petrescu, D. C., Crista, F. L., & Banatean-Dunea, I. (2020). Traditional 

foods at the click of a button: The preference for the online purchase of romanian traditional foods during the 

COVID-19 pandemic. Sustainability (Switzerland), 12(23). https://doi.org/10.3390/su12239956 

Putri, Y. R., & Ismoyowati, D. (2020). Marketing strategy development for Yogyakarta local black rice. IOP 

Conference Series: Earth and Environmental Science, 425(1). https://doi.org/10.1088/1755-

1315/425/1/012028 

Rachmawati, M. A., & Afifi, S. (2022). The integrated marketing communication in digital environment: a 

case study of local radio in Yogyakarta. The Indonesian Journal of Communication Studies, 14(2). 

https://doi.org/10.31315/ijcs.v14i2.5470 



62  ISSN: 2723-7672 

 

 Gibbran Prathisara & Anang Masduki (Marketing strategy in "Bakpiapia Djogja" food product packaging design) 

Rani, K. A. B. (2019). The Influence of Price and Perceived Quality toward Repurchase Intention with 

Customer Satisfaction as Mediating Variable (Case Study of Miniso in Pontianak). Jurnal Manajemen 

Update. 

Rosengren, S., Eisend, M., Koslow, S., & Dahlen, M. (2020). A Meta-Analysis of When and How 

Advertising Creativity Works. Journal of Marketing. https://doi.org/10.1177/0022242920929288 

Saddhono, K., Lestari, P., & Sari, Y. (2020). Aspects of literacy in vision and mission of university libraries 

in indonesia. Library Philosophy and Practice, 2020. 

Sarifudin, Evendi, H. H., Jumasa, M. A., Surjono, H. D., Hasana, S. N., Maharany, E. R., Setiawan, A., 

Wigati, S., Sulistyaningsih, D., Putri, N. W., Dwijayanti, R., Wisudawati, W., Sulistyowati, E., Rusli, M., 

Hermawan, D., Supuwiningsih, N., Simarmata, J., Mujiarto, Agung, A. A. G., … Samatowa, U. (2020). 

Metode Penelitian Kuantitatif, Kualitatif, dan R & D. In JPM : Jurnal Pendidikan Matematika. 

Sharma, A., Patro, S., & Chaudhry, H. (2022). Brand identity and culture interaction in the Indian context: a 

grounded approach. Journal of Advances in Management Research, 19(1). https://doi.org/10.1108/JAMR-12-

2020-0361 

Siemon, M. S. N., Shihavuddin, A. S. M., & Ravn-Haren, G. (2021). Sequential transfer learning based on 

hierarchical clustering for improved performance in deep learning based food segmentation. Scientific 

Reports, 11(1). https://doi.org/10.1038/s41598-020-79677-1 

Siramaneerat, I., & Agushybana, F. (2021). Inequalities in immunization coverage in Indonesia: a multilevel 

analysis. Rural and Remote Health, 21(3). https://doi.org/10.22605/RRH6348 

Soedarsono, D. K., Mohamad, B., Adamu, A. A., & Pradita, K. A. (2020). Managing digital marketing 

communication of coffee shop using instagram. International Journal of Interactive Mobile Technologies, 

14(5). https://doi.org/10.3991/IJIM.V14I05.13351 

Srivastava, A., Bala, P. K., & Kumar, B. (2020). New perspectives on gray sheep behavior in E-commerce 

recommendations. Journal of Retailing and Consumer …. 

https://www.sciencedirect.com/science/article/pii/S0969698918307999 

Sternberg, R. J., & Kostić, A. (2020). Social intelligence and nonverbal communication. In Social 

Intelligence and Nonverbal Communication. https://doi.org/10.1007/978-3-030-34964-6 

Sugandini, D., Muafi, M., Susilowati, C., Siswanti, Y., & Syafri, W. (2020). Green supply chain management 

and green marketing strategy on green purchase intention: SMEs cases. Journal of Industrial Engineering 

and Management, 13(1). https://doi.org/10.3926/jiem.2795 

Sugiyono. (2018). Sugiyono 2018:8 metode kuantitatif. In Journal of Chemical Information and Modeling 

(Vol. 53, Issue 9). 

Sumarwan, U., Djunaidi, A., Aviliani, Singgih, H. C. R., Sayono, J. A., Budidarmo, R. R., & Rambe, S. 

(2008). Pemasaran Strategi. In Andi Office. 

Sunarto, H. (2020). Strategi Branding Pengembangan Industri Pariwisata 4.0 melalui Kompetitif Multimedia 

di Era Digital. Journal of Tourism and Creativity, 4(1), 1–20. 

Suprapto, W., Hartono, K., & Bendjeroua, H. (2020). Social Media Advertising and Consumer Perception on 

Purchase Intention. SHS Web of Conferences, 76. https://doi.org/10.1051/shsconf/20207601055 

Tjiptono, & Fandy. (2015). Strategi Pemasaran. In Yogyakarta: Andi. 

Tresa Sebastian, A., Lal, B., Anupama, J., Varghese, J., Agnus Tom, A., Rajkumar, E., Joshua George, A., 

Jeyavel, S., Pandey, V., Wajid, M., & John, R. (2021). Exploring the opinions of the YouTube visitors 

towards advertisements and its influence on purchase intention among viewers. Cogent Business and 

Management, 8(1). https://doi.org/10.1080/23311975.2021.1876545 

Trisnayuni, R., Suriah, & Masni. (2020). The effect of leaflet giving on postpartum care in pregnant women 

in the area of Katobengke Health Center, Baubau City in 2019. Enfermeria Clinica, 30. 

https://doi.org/10.1016/j.enfcli.2019.10.094 



ISSN: 2723-7672  63  

W: http://journal2.uad.ac.id/index.php/commicast/index | E: commicast@comm.uad.ac.id 

Vanhonacker, F., Kühne, B., Gellynck, X., Guerrero, L., Hersleth, M., & Verbeke, W. (2013). Innovations in 

traditional foods: Impact on perceived traditional character and consumer acceptance. Food Research 

International, 54(2). https://doi.org/10.1016/j.foodres.2013.10.027 

Villegas García, M. M., & Marulanda, W. C. (2020). Digital content: Contribution to the definition of the 

concept. In Kepes (Vol. 17, Issue 22). https://doi.org/10.17151/kepes.2020.17.22.10 

Wahidmurni. (2017). Pemaparan metode penelitian kualitatif. Educational Psychology Journal. 

Wiese, M., & Akareem, H. S. (2020). Determining perceptions, attitudes and behaviour towards social 

network site advertising in a three-country context. Journal of Marketing Management. 

https://doi.org/10.1080/0267257X.2020.1751242 

Wulandari, R. A., & Hadi, Y. (2013). Determination of part specification and critical par for food package 

improvement at msme ae jaya batu by using qfd method. Journal of Engineering And Management In 

Industrial System, 5(1). https://doi.org/10.21776/ub.jemis.2017.005.01.3 

Wulandari, S. (2017). An Empirical Study on the Influence of Students’Awareness on the Brand Identity: A 

Case of Telkom University Indonesia. International Journal of Innovation in Enterprise System, 1(01). 

https://doi.org/10.25124/ijies.v1i01.9 

Xiao, C., Zhu, H., Wang, X., & Wu, L. (2021). Vividly warm: The color saturation of logos on brands’ 

customer sensitivity judgment. Color Research and Application, 46(6). https://doi.org/10.1002/col.22682 

Xu, F., Zhan, C., Lu, L., Tan, J., Li, S., & Li, J. (2021). Is the destination brand loyalty mechanism 

invariable? A comparative study from China. Journal of Destination Marketing and Management, 22. 

https://doi.org/10.1016/j.jdmm.2021.100658 

Xu, Y. (2020). Introducing language and intercultural communication. Language and Intercultural 

Communication, 20(4). https://doi.org/10.1080/14708477.2020.1766849 

Zaichkowsky, J. L. (2010). Strategies for distinctive brands. In Journal of Brand Management (Vol. 17, Issue 

8). https://doi.org/10.1057/bm.2010.12 

Zimmerman, A., & Blythe, J. (2018). Segmentation, targeting, and positioning. In Business to Business 

Marketing Management. https://doi.org/10.4324/9781315564098-7 

 

 

 

 

 

 

 

 

 

 

 

 

  


