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CHAPTER I 

INTRODUCTION 

 

1.1 Background 

Cattle’s meat is one of the most important commodity for daily necessities that 

the demand will always exist in the market. This type of commodity is not affected by 

any kind of trend fluctutation since it is a daily consumption goods. Cottle & Kahn 

(2014) stated that beef consumption in some countries has increased in recent decades 

despite its low base, as the result of improved living standards and revenues in terms 

of the global trade. The demand of cattle’s meat leads to the large potential of livestock 

industry in Indonesia, especially for cattle breeding and fattening.  
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Figure 1.1 : Data of Beef Cattle Population in East Java from 2013 to 2017 

Source : Directorate General of Livestock and Animal Health Resources 
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 Based on the information from the Directorate General of Livestock and 

Animal Health Resources (http://disnak.jatimprov.go.id/web/), population of beef 

cattle in East Java has increased constantly for the last five years as shown in Figure 

1.1. With the increase in cattle population, the need for cattle feed availability also 

increases automatically. 

 CV. Aurora Tiga Sinergi is a trading company focusing in the livestock industry 

that specifically sells a cattle feed product called as Livepro. This product has several 

advantages that basically meets the market expectation. First, The price is set at the 

lowest level compared to other competitors as shown in Table 1.1. There are only two 

other products in the market that offers low-cost cattle feed which is Livepro and 

Yellowfeed, compared to others which set the price between Rp. 3200 until Rp. 3900.  

The second advantage, Livepro contains coffee husk that makes it less smelly 

compared to other products, and also makes the feces of the cattle less smelly as well. 

Third, Livepro is more durable than any other cattle feed products, as it can last up to 

six months in storage while similar products only last for two months. Last but not 

least, Livepro brings a brand new concept which is the complete feed product. When 

Cattle Feed 

Product 
Livepro Calfeed Yellowfeed Threefeed Nutrifeed Cargill 

Price per kg 

(Rp) 
2000 3600 2000 3350 3200 3900 

Table 1.1 : Pricelist data of Cattle Feed Products Available in the Market 

Source : Internal Data of CV. Aurora Tiga Sinergi (2016) 

 

http://disnak.jatimprov.go.id/web/data/datastatistik/statistikpopulasiternak
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other companies only offer products with specific substances independently such as 

protein concentrate, vitamins, and fibers, Livepro has already contained a complete 

nutrition tofulfill the cattle’s daily needs (Figure 1.2).  

 

In Figure 1.2, The raw protein of Livepro shows an average percentage that 

beef cattle can absorb, as well as the raw fibers amount which will supports the digestic 

level of the cattle. Meanwhile, the amount of raw fat and minerals is quite low in order 

to maximize the meat weight and maintain the cattle’s productivity. Livepro balances 

its nutrition so it will not be necessary for customers to buy extra specific substances 

or even cut the grass off in order to fulfil the cattle’s daily nutrition. Other feed products 

available in the market have unbalanced nutrition content. In protein concentrate 

products, the amount of raw protein are quite extreme, which is between 10-20 percent, 

while the fibers are very low. Eventhough protein plays an important role to beef 

Figure 1.2 : Laboratory Test Result for Nutrition Details of Livepro 

Source : Internal Data of CV. Aurora Tiga Sinergi (2015) 
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cattle’s fattening, it will not be able to absorbs the protein effectively since the fibers 

affect the digestive level of the cattle significantly. “Nutrition is the most important 

determinant of growth rate, and accurate ration formulation for energy, protein, 

minerals, and trace elements is important” (Bazeley & Hayton, 2014). 

Until today, CV. Aurora Tiga Sinergi has made several sales to customers. 

However, Even though the company assumes that the product has met customer’s 

expectation the purchase amount is quite random and unpredictable. No significant 

change is seen even with extra services given such as free tester, discount, and quality-

monitoring. CV. Aurora Tiga Sinergi is still unable to reach the sales target and kept 

falling (Figure 1.3) 

 

 

 

 

 

 

 

There was a single sales that happened in January in the amount of 1,5 tonnes. 

However there was no sales for the next two months, as the next sales happened in 

Figure 1.3 : Sales of CV. Aurora Tiga Sinergi in 2017 

Source : Internal Data of CV. Aurora Tiga Sinergi 
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April. Sales to the same customer was done continuously from April until July which 

was seven tonnes a week or 28 tonnes a month. Several sales was also made between 

April to July randomly. The most massive scale of sales happened between April to 

July because basically that period is close to annual Islamic culture Eidul Adha on 

September. It is common that the sales would go massive 4-6 months before Eidul 

Adha as customers focus on finishing their cattle’s fattening program. However the 

data shown in Figure 1.3 that the sales happened between April to September was quite 

random, to the point that there was no sales made in August. This is the main issue that 

CV. Aurora Tiga Sinergi faces today. The data has shown the opposite result from the 

market demands generally and thus, creates a paradox.  

Peter & Olson (2013) stated that the core process of customer decision making 

is an integrated process used to combine knowledge in order to evaluate two or more 

behavioural alternatives and to choose one of them, then the result of the integrated 

process is a choice which cognitively shows behavioural intention or a decision plan to 

do one or more behaviors. 

Based on the main issue described, this study was arranged to analyze the 

reason behind customer’s interests as well as the factors influencing their purchase 

intention. This study was conducted in order to boost the sales of Livepro product in 

the future. Thus, the title of this study will be “Analysis of Purchase Intention 

towards Customers of CV. Aurora Tiga Sinergi”.  
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1.2 Problem Statement 

 Based on the previous described background, the problem will be stated as: 

What factors influence the purchase intention of customers of CV. Aurora Tiga 

Sinergi? 

1.3 Research Objective 

 Based on the aforementioned problem statement, this research is arranged in 

order to understand and explain what factors influence the purchase intention toward 

customers of CV. Aurora Tiga Sinergi. 

1.4 Research Benefits 

 This study is arranged with the hope that it will bring benefits as follows: 

1. Theoretical Benefit 

Hopefully other people can use this study as a reference for future 

researches on analysis of purchase intention for their product(s) or company. 

2. Practical Benefit 

This study can show applicable information as a solution of marketing 

strategies for CV. Aurora Tiga Sinergi as well as other companies with similar 

issue. 

1.5 Research Limitations 

This study will focus on interviewing one facilitator, one marketing 

strategy expert, and two customers of CV. Aurora Tiga Sinergi that have bought 

Livepro and people who have considered buying it since January until the end 

of December 2017.  The mentioned category of informants focus was selected 
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because the object analyzed for purchase intention is based on the perspective 

of people who have considered buying Livepro and customers that have bought 

it, also the timeframe was selected since this period experienced the most rapid 

and massive sales of this company in the year 2017. 


