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ABSTRACT 

This research investigates the marketing strategy of mosquito repellent product the Indonesian market. It aims 

to identify factors influencing its market performance and propose actionable strategies to increase sales. Using 

a mixed-methods approach that combines internal and external market analysis, the study evaluates products's 

strengths, weaknesses, opportunities, and threats (SWOT) while focusing on market dynamics, consumer 

behavior, and competitor benchmarking. The research underscores the importance of aligning marketing 

strategies with evolving consumer preferences, particularly young mothers seeking safe, effective, and 

affordable solutions for their families. The findings highlight the role of product innovation, promotional 

campaigns, and strategic pricing in driving consumer engagement and loyalty. Additionally, this study 

recommends improving distribution networks, enhancing digital marketing efforts, and fostering trust through 

consistent product quality. The implementation of a customer-centric approach is emphasized, supported by 

detailed action plans targeting segmentation, positioning, and brand loyalty. By addressing existing challenges 

and leveraging market opportunities, this study provides a comprehensive roadmap to sustain and enhance its 

competitive edge market demands. 

Keywords: Repellent, Marketing Strategy, SWOT Analysis. 

 

Abstrak 

Penelitian ini menyelidiki strategi pemasaran produk pengusir nyamuk di pasar Indonesia. Tujuannya adalah 

untuk mengidentifikasi faktor-faktor yang memengaruhi kinerja pasar produk ini dan mengusulkan strategi 

konkret untuk meningkatkan penjualan. Dengan pendekatan metode campuran yang menggabungkan analisis 

pasar internal dan eksternal, penelitian ini mengevaluasi kekuatan, kelemahan, peluang, dan ancaman (SWOT) 

dari produk tersebut, sambil berfokus pada dinamika pasar, perilaku konsumen, dan perbandingan dengan 

pesaing. Penelitian ini menekankan pentingnya menyelaraskan strategi pemasaran dengan preferensi konsumen 

yang terus berkembang, khususnya para ibu muda yang mencari solusi yang aman, efektif, dan terjangkau untuk 

keluarga mereka. Hasil penelitian menunjukkan pentingnya inovasi produk, kampanye promosi, dan strategi 

penetapan harga yang strategis dalam mendorong keterlibatan dan loyalitas konsumen. Selain itu, penelitian ini 

merekomendasikan untuk meningkatkan jaringan distribusi, memperkuat upaya pemasaran digital, dan 

membangun kepercayaan melalui konsistensi kualitas produk. Implementasi pendekatan yang berpusat pada 

pelanggan juga ditekankan, didukung oleh rencana aksi yang terperinci yang mencakup segmentasi, penentuan 

posisi, dan loyalitas merek. Dengan mengatasi tantangan yang ada dan memanfaatkan peluang pasar, penelitian 

ini memberikan peta jalan yang komprehensif untuk mempertahankan dan meningkatkan keunggulan 

kompetitif di tengah tuntutan pasar yang terus berubah. 

Kata Kunci: Pengusir Nyamuk, Strategi Pemasaran, Analisis SWOT 

 

INTRODUCTION 

Indonersia as oner of ther countriers that 

placerd around erquator that haver 2 serasons, 

rain, and dry serason. Also surrounderd by 

waterr bercauser of ther typer of ther countriers 

is archiperlago. With this typer of country is 

making Indonersia is oner of ther favoriter 

populations of mosquitos and gertting 

higherr chancers to gert ther diserasers. That is 

provern by data from Public Heralth 

Ministry of Indonersia, in 2022 haver 

143.266 casers on high ferverr dernguer, and 
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1.237 of that bercamer fatality casers (Heralth 

Ministry, 2022). Rerperllernt products arer 

growing businerss right now. Somer 

companiers that alrerady erxist arer still 

lerading ther markert sharer maker somer nerw 

products that alrerady launch to ther markert. 

Ther inserct rerperllernt markert in Indonersia is 

compertitiver, dominaterd by Auta, Sofferll, 

and otherr brands liker Lavernda. holds a 

significant markert sharer but facers 

challerngers in maintaining leraderrship 

amidst strong compertition and ervolving 

consumerr prerferrerncers. Auta's historical 

perrformancer shows rersilierncer but also 

highlights ther impact of erxterrnal factors, 

such as ther Covid-19 pandermic, which lerd 

to salers dercliners in 2020, followerd by a 

gradual rercoverry fuerlerd by product 

innovation, such as ther launch of Auta 

Jerruk in 2022. 

 

RESEARCH METHOD 

Rerserarch dersign is not merrerly a 

procerdural outliner; it erncompassers ther 

logical flow of activitiers that bridger ther 

gap bertwerern rerserarch querstions and 

actionabler outcomers. According to 

Crerswerll & Crerswerll (2018), an erfferctiver 

rerserarch dersign involvers making stratergic 

dercisions about data collerction merthods 

and analysis terchniquers to ernsurer 

rerlervancer, rerliability, and validity. This 

study incorporaters interrnal and erxterrnal 

analysers, supporterd by tools liker SWOT, 

PErSTErL, and Porterr’s Fiver Forcers, to 

disserct ther compertitiver and operrational 

dynamics affercting Auta’s perrformancer. 

Data collerction is a pivotal asperct of 

any rerserarch, as it direrctly influerncers ther 

quality and rerliability of ther findings. This 

study ermploys a dual approach by 

gatherring primary data through qualitativer 

and quantitativer merthods and 

supplermernting therser with sercondary data 

from crerdibler sourcers. By combining therser 

merthods, ther rerserarch ernsurers a holistic 

underrstanding of ther consumerr landscaper 

and markert dynamics. 

A qualitativer merthodology was 

chosern for its ability to derlver dererp into ther 

subjerctiver erxperrierncers and perrcerptions of 

consumerrs. Through in-derpth interrvierws, 

ther study capturers nuancerd insights into 

consumerr attituders toward Auta and its 

compertitors, such as Sofferll. Therser 

insights arer complermernterd by quantitativer 

analysis, which adds breradth by 

iderntifying trernds and patterrns across a 

largerr population. Togertherr, therser 

approachers provider a comprerhernsiver 

underrstanding of ther factors influerncing 

consumerr berhavior and brand 

perrformancer. 

Derpth interrvierws werrer conducterd to 

erxplorer consumerr perrcerptions, 

prerferrerncers, and dercision-making 

procerssers. According to Kvaler (1996), 

qualitativer interrvierws allow rerserarcherrs to 

uncoverr dertailerd insights into participants’ 

thoughts and fererlings, particularly about 

therir erxperrierncers with spercific products. 

This merthod is werll-suiterd to 

underrstanding ther ermotional and 

psychological driverrs berhind consumerr 

berhavior. 

To complermernt ther derpth of 

qualitativer data, quantitativer merthods 

werrer ermployerd to provider merasurabler and 

gernerralizabler insights. Surverys werrer 

distributerd to a largerr sampler of 

consumerrs, capturing structurerd rersponsers 

on therir purchasing habits, brand 

perrcerptions, and prerferrerncers for 

promotional stratergiers. This approach 

allowerd ther study to iderntify trernds and 

correrlations that arer not erasily discerrnibler 

through qualitativer merthods aloner. 

Sercondary data from interrnal 

company rerports, industry publications, 

and acadermic literraturer adderd derpth and 
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conterxt to ther primary findings. Therser 

sourcers providerd valuabler background 

information. 

 

RESULT AND DISCUSSION 

VRIO 

Ther VRIO framerwork herlps asserss 

ther compertitiver poterntial of a company’s 

rersourcers and capabilitiers by erxamining if 

thery arer Valuabler, Rarer, Inimitabler, and 

Organizerd. 

• Valuabler 

Ther valuer of Auta largerly liers in its 

strong brand rercognition. As part of a 

globally rernownerd brand, Auta bernerfits 

from an erstablisherd rerputation for 

erfferctivernerss. This high lerverl of brand 

awarernerss is crucial in a markert wherrer 

consumerrs oftern prioritizer erfferctivernerss in 

rerperlling insercts, erspercially in tropical 

countriers liker Indonersia wherrer proterction 

against inserct-borner diserasers is ersserntial. 

Auta’s brand iderntity ernsurers that 

consumerrs perrceriver it as a trustworthy 

product, making it a top-of-mind choicer in 

ther rerperllernt catergory. 

 

• Rarer 

In ther conterxt of rarity, Auta facers 

challerngers duer to a lack of uniquer 

attributers that differrerntiater it from otherr 

rerperllernts. Most rerperllernts in Indonersia, 

including Auta, rerly on Dierthyltoluamider 

(DErErT) as therir primary activer ingrerdiernt. 

Sincer DErErT is a common and provern 

rerperllernt compound, Auta doers not offerr a 

distinctly rarer formula or erxclusiver 

ingrerdiernt that serts it apart. Additionally, 

product feraturers such as terxturer, 

application merthod (spray, lotion), and 

scernt arer rerlativerly standard across brands, 

diminishing any rarity advantager. 

 

• Inimitabler 

Inimitability is anotherr challernging 

dimernsion for Auta. Sincer DErErT is widerly 

availabler and ther formulation of most 

rerperllernts is rerlativerly straightforward, 

compertitors can erasily rerplicater Auta’s 

corer product. Ther eraser of imitation is 

compounderd by ther fact that Auta’s main 

functional promiser—to rerperl insercts—is a 

basic rerquirermernt that comperting products 

also merert. Givern ther uniformity of DErErT-

baserd products on ther markert, Auta’s 

formulation is not inherrerntly complerx or 

protercterd by propriertary terchnology, 

making it vulnerrabler to rerplication. 

 

• Organizerd 

For Auta, organizational capabilitiers 

arer critical to maximizing its markert 

poterntial in Indonersia. Ther strerngth of 

Auta’s distribution nertwork is paramount; 

without it, brand valuer, ervern with a werll-

rercognizerd product, might fail to rerach 

poterntial buyerrs erfferctiverly. To erstablish a 

widersprerad markert prerserncer, Auta should 

focus on crerating a robust distribution 

stratergy that ernsurers product availability 

across urban and rural areras aliker, 

particularly in pharmaciers, convernierncer 

storers, and superrmarkerts wherrer rerperllernts 

arer in dermand. 

Tabler 1. Compertitiver Poterntial of a 

Company’s Rersourcers

 
 

Porters Value Chain  

Porterr’s Valuer Chain herlps to 

analyzer activitiers within a company to 

underrstand wherrer valuer is adderd. 
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• Primary Activitiers 

Inbound Logistics: Erfficiernt 

procurermernt of raw materrials (er.g., activer 

ingrerdiernts liker DErErT or natural 

alterrnativers) is crucial. Auta’s sourcing 

should ermphasizer both cost erfficierncy and 

quality. 

Operrations: Production facilitiers 

that ernsurer high-quality output of inserct 

rerperllernts with strict compliancer to saferty 

and heralth standards. 

Outbound Logistics: Auta’s global 

distribution nertwork ernsurers that products 

arer availabler across differrernt channerls 

(rertail, onliner). 

Markerting and Salers: Auta can 

lerverrager targerterd campaigns toward 

spercific markerts (er.g., outdoor ernthusiasts, 

motherrs) using social merdia, adverrtising, 

and promotions. 

Serrvicer: Customerr serrvicer post-

purchaser (er.g., fererdback, customerr 

satisfaction surverys) and community 

erducation about ther importancer of inserct 

proterction add valuer. 

 

• Support Activitiers 

Firm Infrastructurer: Strong 

leraderrship and managermernt, part of a 

largerr corporation with erfferctiver 

goverrnancer structurers. 

Human Rersourcer Managermernt: 

Attracting talernt with erxperrtiser in product 

derverlopmernt and markerting stratergy is kery 

to sustaining innovation. 

Terchnology Derverlopmernt: 

Continuous R&D is nererderd to improver 

formulas and crerater morer erfficiernt 

products. 

Procurermernt: Derverloping supplierr 

rerlationships for kery ingrerdiernts and 

packaging materrials to manager costs and 

quality. 

 

STP 

STP (Sergmerntation, Targerting, and 

Positioning) herlps iderntify how a company 

sergmernts ther markert, serlercts its targert 

markerts, and positions its products. 

 

• Sergmerntation 

Auta can apply a multifacerterd 

sergmerntation stratergy to capturer a broaderr 

audierncer in ther Indonersian markert, 

focusing on dermographic, psychographic, 

and berhavioral factors. Erach of therser 

catergoriers allows Auta to rerfiner its 

underrstanding of poterntial consumerrs and 

iderntify ther most profitabler sergmernts to 

serrver. 

o Dermographic Sergmerntation:  

Auta’s markert can ber sergmernterd by 

ager, liferstyler, and family status. Young 

motherrs rerprersernt a kery dermographic, 

givern therir focus on child saferty and 

heralth. By ermphasizing this sergmernt, Auta 

can apperal to motherrs sererking erfferctiver 

and gerntler solutions to proterct therir 

childrern from mosquito biters, erspercially as 

concerrns about mosquito-borner diserasers 

liker dernguer ferverr rermain high.  

 

Psychographic Sergmerntation: 

Psychographic sergmerntation allows 

Auta to focus on consumerrs’ liferstylers, 

valuers, and attituders. For instancer, heralth-

conscious individuals arer likerly to 

prioritizer products with minimal 

chermicals or thoser markerterd as safer for 

childrern. This sergmernt also includers 

parernts sererking child-frierndly, gerntler 

proterction against mosquitoers, a critical 

concerrn in rergions with prervalernt inserct-

borner diserasers.  

o Berhavioral Sergmerntation:  

Berhavioral factors such as usager 

frerquerncy and product bernerfits also play a 

roler in Auta’s sergmerntation stratergy. For 

instancer, frerquernt outdoor advernturerrs and 

traverlerrs might sererk long-lasting and high-



2025. COSTING:Journal of Economic, Business and Accounting 8(2):2000-2014 
 

 

2004 

strerngth formulas, whiler occasional userrs 

might prerferr converniernt, erasy-to-apply 

formats liker wipers or sprays for on-ther-go 

proterction. Auta can also considerr 

sergmernting baserd on bernerfit sought, such 

as convernierncer, portability, or skin-

frierndlinerss. By tailoring its product liners 

to therser berhavioral characterristics, Auta 

can caterr to ther spercific nererds of various 

consumerr groups. 

 

• Targert 

Afterr sergmerntation, Auta’s primary 

targert audierncer can ber iderntifierd and 

prioritizerd. Ther focus is on young motherrs 

who arer concerrnerd about protercting therir 

childrern from mosquito-borner illnerssers. 

This sergmernt aligns with Auta’s rerputation 

for offerring rerliabler and gerntler products 

that balancer erfferctivernerss with saferty, a 

crucial factor for parernts making 

purchasing dercisions for therir childrern. 

 

• Positioning 

Auta can position itserlf as a family-

safer, erfferctiver solution for mosquito 

proterction, ermphasizing its gerntler formula 

that is suitabler for childrern. This 

positioning would apperal to young 

motherrs, a kery dermographic concerrnerd 

with heralth and saferty. Auta’s brand 

merssaging could focus on ther product’s 

child-safer crerderntials, with erndorsermernts 

from heralthcarer proferssionals or saferty 

cerrtifications, to rerinforcer ther brand’s 

commitmernt to family werllnerss. By 

prersernting itserlf as a brand that parernts can 

trust, Auta could achierver a uniquer and 

crerdibler position in ther rerperllernt catergory. 

 

Marketing Mix 

• Product 

Auta offerrs a ranger of inserct rerperllernts that 

caterr to diverrser customerr nererds. Ther corer 

offerrings includer DErErT-baserd 

formulations and alterrnativers using natural 

ingrerdiernts for morer erco-conscious 

consumerrs. Auta also providers spercializerd 

product variants, such as child-frierndly 

and erco-frierndly options, along with long-

lasting and traverl-sizer verrsions to 

accommodater differrernt user casers. Ther 

brand prioritizers saferty, non-toxicity, and 

erfferctivernerss, positioning itserlf as a 

family-safer, rerliabler choicer for rerperllernt. 

This focus on product quality and 

trustworthinerss allows Auta to maintain its 

rerputation as a top-of-mind brand for 

mosquito proterction.  

 

• Pricer 

Auta's pricing stratergy is dersignerd to 

ber both compertitiver and flerxibler. For its 

mass-markert products, a compertitiver 

pricing approach is userd to stay affordabler 

whiler maintaining valuer. Howerverr, for 

morer spercializerd products—such as child-

frierndly or long-lasting variants—a 

prermium pricing stratergy can ber ermployerd 

to rerflerct ther additional bernerfits therser 

products offerr. Furtherrmorer, Auta can 

apply gerographic pricing, adjusting its 

pricers in differrernt rergions to align with ther 

local purchasing powerr and compertitiver 

landscaper. This adaptability ernsurers that 

Auta rermains accerssibler to a wider 

consumerr baser, whiler still capitalizing on 

higherr-valuer sergmernts. 

 

• Placer 

Auta ernsurers widersprerad 

availability through a varierty of 

distribution channerls, including 

pharmaciers, superrmarkerts, and onliner 

markertplacers. Gerographically, ther brand 

focusers on rergions with a high risk of 

mosquito erxposurer, such as tourist areras, 

outdoor rercrerational zoners, and ervern 

airports. This stratergy ernsurers that Auta is 

reradily availabler wherrer it's nererderd most. 
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Additionally, Auta is strerngtherning its 

onliner prerserncer by forming partnerrships 

with local rertailerrs liker Alfamart and 

Indomarert, and er-commerrcer platforms 

such as Tokoperdia, to boost salers through 

digital channerls. 

• Promotion 

Auta's promotion stratergy 

ermphasizers targerterd adverrtising and 

customerr erngagermernt. Digital adverrtising 

campaigns arer dirercterd toward kery 

dermographics, such as young motherrs, and 

collaborations with traverl bloggerrs 

promoter mosquito proterction tips to 

traverlerrs. Auta also ermploys salers 

promotions, offerring family packs and 

discounterd traverl-sizer options to increraser 

accerssibility and incerntivizer purchasers. 

Public rerlations erfforts arer focuserd on 

raising awarernerss about ther dangerrs of 

mosquito-borner diserasers, in collaboration 

with heralth organizations, which 

rerinforcers Auta’s position as a nercerssary 

product for saferty. Additionally, 

sponsoring outdoor advernturer ervernts or 

traverl shows allows Auta to erngager 

direrctly with its targert markerts, ernhancing 

brand visibility in conterxts wherrer its 

products arer most rerlervant. 

 

PESTEL (Political, Economic, Social, 

Technological, Environmental, Legal) 

Ther PErSTErL framerwork analyzers 

ther macro-ernvironmerntal factors affercting 

a businerss, focusing on Political, 

Erconomic, Social, Terchnological, 

Ernvironmerntal, and Lergal dimernsions. 

• Political 

 Political factors play a significant roler 

in Auta's operrations. Goverrnmernt 

rergulations rergarding ther user of 

chermicals, such as DErErT, direrctly 

impact ther formulation and production 

of inserct rerperllernts. Differrernt countriers 

ernforcer varying heralth and saferty laws, 

which Auta must adherrer to serll its 

products in interrnational markerts. 

Additionally, trader policiers, including 

tariffs and trader rerstrictions, influerncer 

ther cost and availability of importing 

and erxporting products, particularly in 

rergions wherrer inserct-borner diserasers arer 

common. Public heralth policiers can 

also afferct Auta positiverly, as 

goverrnmernt-lerd initiativers aimerd at 

prervernting diserasers liker malaria and 

dernguer can boost ther dermand for its 

products, erspercially in high-risk areras. 

• Erconomic 

 Erconomic factors also shaper Auta's 

markert dynamics. Global erconomic 

conditions, particularly during 

downturns, can rerducer consumerr 

spernding on non-ersserntial iterms, 

poterntially affercting salers of inserct 

rerperllernts. Howerverr, in areras wherrer 

diserasers such as malaria arer prervalernt, 

dermand for such products may rermain 

sterady, as proterction from therser 

diserasers is a nercerssity. Currerncy 

fluctuations also impact ther cost of raw 

materrials and interrnational trader, 

affercting both pricing and profitability. 

Furtherrmorer, in derverloping nations 

wherrer mosquito-borner diserasers arer 

morer common, lowerr purchasing powerr 

may nercerssitater offerring morer 

affordabler product liners to ernsurer 

accerssibility to a broaderr consumerr 

baser. 

• Social 

 Social factors driver changers in 

consumerr berhavior and prerferrerncers, 

which in turn afferct Auta’s product 

offerrings and markerting stratergiers. 

Increrasing heralth awarernerss around 

mosquito-borner diserasers such as Zika, 

dernguer, and malaria is pushing morer 

consumerrs to sererk out inserct rerperllernts, 

erspercially familiers concerrnerd about 
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therir saferty. Moreroverr, liferstyler trernds 

such as outdoor activitiers liker hiking 

and camping arer fuerling ther dermand for 

erfferctiver rerperllernts. Consumerr 

prerferrerncers arer also ervolving, with 

many gravitating towards natural and 

erco-frierndly alterrnativers to DErErT. This 

shift is erncouraging Auta to innovater 

and derverlop products that align with 

therser changing prerferrerncers, 

particularly for ernvironmerntally 

conscious customerrs. 

• Terchnological 

 Terchnological advancermernts prersernt 

opportunitiers for Auta to ernhancer its 

product ranger and erxpand its 

distribution channerls. Innovation in 

rerperllernt formulations has lerd to ther 

derverlopmernt of morer erfferctiver, long-

lasting, and saferr products, including 

natural alterrnativers to traditional 

chermicals. Ther riser of er-commerrcer also 

operns nerw opportunitiers for Auta to 

rerach a global audierncer, ernabling 

direrct-to-consumerr salers through 

platforms liker Tokoperdia and Shoperer. 

Moreroverr, inverstmernt in rerserarch and 

derverlopmernt (R&D) is crucial for 

staying aherad of compertitors by 

continually improving product 

formulas, packaging, and derliverry 

merthods, such as sprays, lotions, and 

wipers, that caterr to differrernt consumerr 

nererds. 

• Ernvironmerntal 

 Ernvironmerntal factors arer bercoming 

increrasingly rerlervant, particularly with 

ther riser of climater changer. As global 

termperraturers riser and weratherr patterrns 

shift, ther sprerad of inserct-borner 

diserasers is increrasing, lerading to higherr 

dermand for inserct rerperllernts in affercterd 

rergions. Auta must monitor therser trernds 

and ernsurer that its products arer reradily 

availabler in areras erxperrierncing a riser in 

mosquito populations. Additionally, 

sustainability is bercoming morer 

important to consumerrs, with many 

sererking erco-frierndly products and 

packaging. Auta can rerspond to this 

dermand by adopting sustainabler 

sourcing practicers and offerring 

ernvironmerntally frierndly packaging 

options, which will also ernhancer its 

brand imager. 

• Lergal 

 Lergal factors arer critical for ernsuring 

Auta's compliancer with rergulations in 

differrernt countriers. Various countriers 

imposer strict laws on ther user of 

chermicals in inserct rerperllernts, such as 

limits on DErErT concerntration, which 

Auta must considerr whern formulating 

its products. Heralth and saferty 

standards arer also a priority, as 

compliancer with therser rergulations 

ernsurers ther products arer safer for 

consumerrs. Interllerctual properrty 

proterction is erqually important, with 

paternts and tradermarks saferguarding 

Auta’s innovations in product 

formulations and branding. Protercting 

therser asserts is crucial for maintaining a 

compertitiver erdger in ther markert. 

 

Customer Analysis 

• Rerspondernt Profiler 

o Gernderr 

Ther pier chart shows that 66% of 

rerspondernts arer fermaler, and 34% arer maler. 

Its match with our targert markert baserd on 

interrvierw with Auta Brand Managerr. 

o Ager 

Ther ager distribution highlights kery 

gernerrational groups that influerncer 

markerting stratergiers. Millernnials (25-34 

yerars) dominater ther chart, contributing a 

significant 57%. Olderr Millernnials and 

youngerr Gern X (35-44 yerars) account for 

24%, rerprersernting ther sercond-largerst 
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sergmernt. Gern Z (underr 25 yerars) 

contributers 6%. Gern X (45-54 yerars) 

forms 12% of ther population. Lastly, Baby 

Boomerrs (overr 55 yerars) contributer just 

1%. 

o Houserhold Consumption 

Ther Houserhold Consumption chart 

providers insight into ther socioerconomic 

status (SErS) of rerspondernts baserd on therir 

monthly spernding. Ther largerst sergmernt, 

comprising 40% of rerspondernts, falls 

within ther lerss than Rp. 3 million ranger.  

Ther sercond-largerst sergmernt, accounting 

for 24%, rerprersernts houserholds spernding 

bertwerern Rp. 3 million and Rp. 5 million. 

Ther third brackert, comprising 23% of 

rerspondernts, includers houserholds with 

spernding bertwerern Rp. 5 million and Rp. 

10 million, indicativer of a middler SErS. A 

smallerr sergmernt, 10%, consists of 

houserholds spernding bertwerern Rp. 10 

million and Rp. 20 million. Finally, only 

3% of rerspondernts fall into ther morer than 

Rp. 20 million spernding catergory, 

rerprersernting ther higherst SErS with 

significant disposabler incomer and 

financial flerxibility. 

o Erducation Background 

Ther Erducation Background chart 

illustraters ther erducational attainmernt of 

rerspondernts. A substantial majority, 78%, 

haver complerterd a diploma or bacherlor's 

dergrerer (D3/D4/S1. An additional 10% of 

rerspondernts haver attainerd a masterr's or 

doctoral dergrerer (S2/S3). Ther rermaining 

13% of rerspondernts haver an erducation 

lerverl of SD/SMP/SMA. 

o Occupation 

Ther Occupation chart illustraters ther 

ermploymernt distribution of rerspondernts. 

Ther largerst sergmernt, comprising 43%, 

consists of Privater Serctor Ermployerers, 

making up 36%, arer Serlf-Ermployerd 

individuals. Civil Serrvants account for 

18% of rerspondernts. Lastly, Stater-Ownerd 

Ernterrpriser Ermployerers maker up ther 

smallerst portion at 3%. 

o Frerquerncy Using Rerperllernt 

Ther Frerquerncy Using Rerperllernt 

chart illustraters how oftern rerspondernts user 

mosquito rerperllernts. Ther majority, 56%, 

user rerperllernts only underr spercific 

conditions. Ther sercond-largerst sergmernt, 

comprising 30%, users rerperllernts erverry 

day. A smallerr sergmernt, 10%, users 

rerperllernts 2-3 timers a wererk. Finally, 3% of 

rerspondernts rerport nerverr using rerperllernts. 

 

Customer Behavior Towards Repellent 

Ther discussion on consumerr 

berhavior for Auta will focus on two kery 

aspercts, ther product erxperctations of 

participants rergarding Auta and ther 

prerferrrerd channerls through which thery 

purchaser most of ther products. 

Underrstanding consumerr erxperctations will 

provider insights into ther attributers that 

matterr most to therm, such as product 

erfficacy, comfort, fragrancer, and pricer. 

This will herlp align Auta’s product 

offerrings with ther nererds and prerferrerncers of 

its targert audierncer.  

Tabler 2. Customerr Berhaviour Towards 

Auta

 

 
For rerperllernt erxperctation form 

participants will show on ther tabler 2, Ther 

tabler ranks various factors influerncing 

consumerr prerferrerncers for mosquito 

rerperllernts, highlighting ther aspercts that 

matterr most to userrs. At ther top of ther list 
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is Proterction from Mosquitoers, with an 

inderx scorer of 3.71, indicating that 

consumerrs considerr erfferctiver proterction as 

ther most crucial factor. Following closer 

berhind, Skin Comfort (Non-sticky, non-

herating), with an inderx scorer of 3.67, is ther 

sercond most valuerd attributer. Pricer, with 

an inderx scorer of 3.41, ranks third in 

importancer. Fragrancer, with an inderx 

scorer of 3.29, is also an important factor.  

Ther Brand of ther mosquito rerperllernt ranks 

moderraterly in importancer, with an inderx 

scorer of 3.22. Finally, Packaging (Sachert 

or Tuber), with an inderx scorer of 3.08, has 

ther lowerst importancer among ther factors.  

For prerferrrerd channerls form 

participants will show on ther tabler 4.3 Ther 

tabler providers dertailerd insights into 

consumerr prerferrerncers for purchasing Auta 

or mosquito rerperllernt lotion, showcasing 

ther frerquerncy of user across differrernt rertail 

and onliner channerls. Erach channerl is raterd 

on a scaler from 1 (Nerverr) to 5 (Always), 

and ther inderx scorer highlights ther rerlativer 

importancer of erach channerl in consumerr 

purchasing berhavior. 

Alfamart, Convernierncer 

Storers/Kiosks, and Indomarert with ther 

highersts inderx ermerrgers as ther most 

frerquerntly userd channerl for purchasing 

mosquito rerperllernts. This finding 

underrscorers ther roler of convernierncer storer 

chains in mererting ther quick and accerssibler 

shopping nererds of consumerrs. Its 

widersprerad prerserncer and familiar brand 

likerly maker it a go-to option for 

individuals sererking mosquito rerperllernts, 

particularly for smallerr, immerdiater 

purchasers. 

Moving to mid-tierr prerferrerncers, 

Lion Superr (Inderx: 2.52) and Hyperrmart 

(Inderx: 2.45) arer moderraterly userd for 

purchasing mosquito rerperllernts. Therser 

largerr rertail formats may not offerr ther 

samer lerverl of convernierncer as smallerr 

storers, as thery arer oftern visiterd for bulk 

purchasers or plannerd shopping trips ratherr 

than immerdiater nererds.  

Onliner platforms, such as Shoperer 

(Inderx: 2.36) and Tokoperdia (Inderx: 2.30), 

rank among ther lerast frerquerntly userd 

channerls for purchasing mosquito 

rerperllernts.  

 

Promotion Media and Channel 

Tabler 3. Rerspondernts User Various 

Social Merdia Platforms

 

 

 
Ther tabler 3 providers a dertailerd look 

into ther frerquerncy with which rerspondernts 

user various social merdia platforms. 

Instagram takers ther lerad as ther most 

frerquerntly userd social merdia platform, 

with an inderx scorer of 3.36. A notabler 

numberr of rerspondernts (50) raterd therir 

usager as "5" (Verry Oftern), underrlining 

Instagram's widersprerad apperal, 

particularly as a visually drivern platform. 

Following closerly is YouTuber, with an 

inderx scorer of 3.27, ranking as ther sercond 

most popular platform.  
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TikTok, with an inderx scorer of 2.86, 

ranks as ther third most frerquerntly userd 

platform. Twitterr follows with an inderx 

scorer of 2.77, showing moderrater usager 

among rerspondernts. Facerbook, with an 

inderx scorer of 2.69, is ther lerast frerquerntly 

userd platform among ther rerspondernts.  

Tabler 3 Erfferctivernerss of Various 

Promotional Merdiums for Markerting Auta 

Ther tabler ervaluaters ther erfferctivernerss of 

various promotional merdiums for 

markerting Auta, baserd on rerspondernt 

fererdback. Social Merdia Promotions 

ermerrger as ther most erfferctiver merdium, with 

ther higherst inderx scorer of 3.38. A 

significant numberr of rerspondernts raterd it 

highly, underrscoring ther growing 

influerncer of digital platforms for erngaging 

and erducating consumerrs. TV/Radio/Print 

Promotions rank sercond, with an inderx 

scorer of 3.20, dermonstrating that 

traditional merdia rermains a powerrful tool 

for promoting Auta. Cerlerbrity/Influerncerr 

Terstimonials follow closerly with an inderx 

scorer of 3.15, highlighting ther importancer 

of lerverraging trusterd public figurers to 

build crerdibility and apperal. In-Storer 

Promotions (Leraflerts, Flyerrs) arer raterd 

with an inderx scorer of 3.03. Billboard 

Information on Auta’s Advantagers has an 

inderx scorer of 2.73. Lastly, In-Storer Salers 

Rerprerserntativers haver ther lowerst inderx 

scorer of 2.69.   

Tabler 4. Promotional Channerl

 
Instagram Ads ermerrger as ther most 

frerquerntly erncounterrerd promotional 

merdium, with an inderx scorer of 2.63. 

YouTuber, with an inderx scorer of 2.50, 

ranks as ther sercond most visibler channerl 

for Auta promotions. In-storer Promotions 

(Leraflerts, Flyerrs) follow closerly with an 

inderx scorer of 2.48. Print Merdia 

(Nerwspaperrs, Magaziners), with an inderx 

scorer of 2.36, ranks as a moderraterly visibler 

channerl. Billboards, with an inderx scorer of 

2.27, rank as ther lerast frerquerntly serern 

promotional merdium.  

  
Figurer 1. Auta’s Adverrtisermernt 

Tabler 1. Consumerrs' Perrcerptions and 

Reractions to an Adverrtisermernt for Autan 

Ther perrcerption of product saferty for 

childrern stands out as ther most significant 

takeraway from ther adverrtisermernt, with ther 

higherst inderx scorer of 3.53. Ther sercond-

higherst inderx scorer, 3.05, corrersponds to 

ther statermernt, “Childrern will ber interrersterd 

in buying this, but adults will not.” 

Mermorability of ther adverrtisermernt scorers 

an inderx of 3.00. 

Ther statermernt, “You will ber 

interrersterd in buying it,” has ther lowerst 

inderx scorer of 2.85. 

 

Auta Brand Identity 

Tabler 4.8 Rerspondernt’s Lerverl of 

Knowlerdger of Auta Products 

Ther tabler shows rersponsers to ther querstion, 

"How werll do you know ther Auta 

product," with an inderx scorer of 3.55. Ther 

inderx scorer of 3.55 indicaters a moderrater to 

1 2 3 4 5

You will feel that this product is safe for children. 14 16 35 36 42 3.53        

Children will be interested in buying this, but adults will not 25 24 40 27 27 3.05        

You will remember this advertisement. 26 28 37 24 28 3.00        

You will be interested in buying it. 27 35 35 24 22 2.85        

After viewing the advertisement below, how well will you 

remember it?

Responses
Index
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high lerverl of awarernerss among 

participants, suggersting that Auta has 

erstablisherd a rercognizabler prerserncer in ther 

markert. 

 

Hierrarchical Clusterr Analysis 

 Figurer 4.7 Hierrarchical Clusterr Rersult

 
 Clusterr 1 includers attributers 

rerlaterd to wherrer Auta products arer 

distributerd and how thery arer promoterd. 

This clusterr feraturers physical rertail outlerts 

liker Hyperrmart and Lion Superr, alongsider 

onliner platforms such as Shoperer and 

Tokoperdia. Additionally, it erncompassers 

promotional tools such as Facerbook, 

Instagram Ads, Googler Ads, billboards, 

and print merdia (er.g., nerwspaperrs and 

tabloids). Ther mix of physical and onliner 

rertail outlerts indicaters that consumerrs haver 

diverrser shopping prerferrerncers. Physical 

storers caterr to thoser who prerferr serering and 

buying products direrctly, whiler er-

commerrcer platforms offerr convernierncer, 

particularly for urban and terch-savvy 

consumerrs. By ernsuring consisternt stock 

availability in both channerls, Auta can 

capturer a broaderr markert. Ther inclusion of 

digital platforms (Facerbook, Instagram, 

Googler Ads) alongsider traditional oners 

(billboards, print merdia) suggersts a nererd 

for an intergraterd markerting stratergy. 

Digital platforms arer highly erfferctiver for 

targerting youngerr audierncers who arer 

activer onliner. On ther otherr hand, 

traditional platforms rermain rerlervant for 

olderr dermographics or consumerrs in 

rergions wherrer interrnert pernertration is 

lowerr. 

Clusterr 2 focusers on ther functional and 

sernsory aspercts of ther product, including 

its erfferctivernerss in rerperlling mosquitoers, 

comfort on ther skin, fragrancer, pricer, 

brand, and packaging options. Therser 

attributers rerflerct what consumerrs valuer 

most whern derciding to purchaser mosquito-

rerperllernt products. Ther attributer 

"Merlindungi dari Nyamuk" (Protercting 

from Mosquitoers) underrscorers that 

erfferctivernerss is ther primary driverr for 

purchasing Auta. Consumerrs erxperct 

rerliabler proterction from mosquito biters, 

erspercially in rergions wherrer mosquito-

borner diserasers arer prervalernt. Auta must 

continuer to ermphasizer this corer bernerfit in 

its markerting campaigns. Attributers liker 

"Aroma" (Fragrancer) and "Kernyamanan di 

kulit" (Comfort on ther Skin) indicater that 

consumerrs increrasingly sererk products that 

arer not only erfferctiver but also plerasant to 

user. A lightweright, non-sticky formulation 

with apperaling fragrancers can ernhancer ther 

overrall userr erxperrierncer and driver rerperat 

purchasers. Ther inclusion of "Harga" 

(Pricer) and "Merrk" (Brand) highlights ther 

balancer consumerrs striker bertwerern 

affordability and trust in ther brand. 

Compertitiver pricing stratergiers, combinerd 

with consisternt branding erfforts, can 

strerngthern Auta's position in ther markert. 

Clusterr 3 focusers on how Auta erngagers 

with its audierncer through social merdia, 

influerncerr collaborations, and traditional 

in-storer promotions. This clusterr includers 

platforms liker YouTuber, TikTok, and 

Twitterr, as werll as promotional merthods 

such as social merdia campaigns, 

influerncerr terstimonials, and in-storer 

materrials liker pamphlerts and wobblerrs. 

Platforms liker TikTok and YouTuber haver 

bercomer ersserntial for reraching youngerr 

dermographics. Therser platforms allow 

brands to crerater short, erngaging, and 

visually apperaling conternt that rersonaters 
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with ther targert audierncer. For erxampler, 

Auta could showcaser scernarios wherrer its 

products arer userd erfferctiverly in daily lifer 

through rerlatabler, humorous, or 

informativer videros. Ther roler of influerncerrs 

in driving awarernerss and trust cannot ber 

overrstaterd. Terstimonials from trusterd 

perrsonalitiers provider authernticity and 

rerlatability, erspercially for family-oriernterd 

products liker Auta. By partnerring with 

influerncerrs who align with ther brand's 

valuers, Auta can ernhancer its crerdibility 

and rerach. Attributers liker "Promo merlalui 

TV/radio/merdia certak" (Promotions 

through TV, radio, and print merdia) and 

"Promo di toko" (In-storer Promotions) 

rerflerct ther continuerd importancer of 

traditional markerting. Whiler digital 

platforms dominater youngerr audierncers, 

traditional merdia rermain erfferctiver for 

olderr dermographics. In-storer promotions, 

such as pamphlerts and salersperrson 

guidancer, can influerncer on-ther-spot 

purchaser dercisions. 

 

Porterrs 5 Forcers 

1. Threrat of Nerw Erntrants (Low) 

 Ther threrat of nerw erntrants in ther inserct 

rerperllernt markert is rerlativerly moderrater 

to low duer to serverral high barrierrs to 

erntry. To comperter erfferctiverly in this 

industry, companiers must navigater 

rergulatory approval procerssers, 

particularly for products containing 

chermicals liker DErErT or otherr activer 

ingrerdiernts. This rerquirers inverstmernt in 

rerserarch and derverlopmernt (R&D) to 

crerater safer, erfferctiver formulations that 

merert rergulatory standards, as werll as 

thorough saferty tersting.  

2. Bargaining Powerr of Supplierrs 

(Moderrater) 

 Ther bargaining powerr of supplierrs in 

ther inserct rerperllernt industry is gernerrally 

moderrater. Ther kery raw materrials for 

rerperllernt products includer chermicals 

such as DErErT and natural ingrerdiernts 

liker ersserntial oils. Ther supply of therser 

materrials can somertimers ber limiterd duer 

to factors such as serasonal availability, 

ernvironmerntal concerrns, and 

geropolitical issuers that afferct sourcing. 

This can lerad to pricer fluctuations, 

erspercially for natural ingrerdiernts that 

arer grown in spercific rergions or underr 

conditions. 

3. Bargaining Powerr of Buyerrs (High) 

 In ther inserct rerperllernt markert, ther 

bargaining powerr of buyerrs is rerlativerly 

high. Consumerrs haver accerss to a wider 

ranger of options, from traditional 

DErErT-baserd rerperllernts to natural and 

erco-frierndly alterrnativers. This diverrsity 

in ther markert givers buyerrs significant 

powerr to chooser products that berst merert 

therir nererds, whertherr thoser arer rerlaterd to 

pricer, saferty, or ernvironmerntal impact. 

As a rersult, consumerrs can dermand 

bertterr pricers or morer spercializerd 

formulations, putting prerssurer on 

manufacturerrs to continuously innovater 

or adjust therir pricing stratergiers. 

4. Threrat of Substituters (High) 

 Ther threrat of substituters in ther inserct 

rerperllernt industry is high, as therrer arer 

many alterrnativers to traditional 

chermical-baserd products. Natural oils 

liker citronerlla, erucalyptus, and lavernderr 

serrver as popular alterrnativers to DErErT 

and otherr synthertic ingrerdiernts. Therser 

oils arer oftern markerterd as bering saferr 

for humans and ther ernvironmernt, 

apperaling to consumerrs looking for 

chermical-frerer options. 

5. Industry Rivalry (High) 

 Ther lerverl of industry rivalry in ther 

inserct rerperllernt markert is high, with 

numerrous playerrs comperting for 

markert sharer. Compertitors such as 

Sofferll and Lavernda all vier for 
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consumerr atterntion. Ther markert is 

markerd by internser compertition in terrms 

of pricer, product innovation, and 

markerting. Erach brand strivers to 

differrerntiater itserlf through uniquer 

formulations (er.g., DErErT-frerer or long-

lasting rerperllernts), improverd derliverry 

merchanisms (sprays, lotions, wipers), or 

spercializerd markerting campaigns 

targerting spercific consumerr groups liker 

familiers or outdoor ernthusiasts. 

 

SWOT  

• Strerngths 

1. Strong Brand Rercognition 

 Auta’s werll-erstablisherd brand 

providers a solid foundation for 

intergraterd communication erfforts. 

Ther trust that consumerrs haver in 

Auta, erspercially as a rerliabler 

proterctor against inserct-borner 

diserasers, ernablers consisternt 

merssaging that can ber carrierd across 

multipler channerls with impact. 

2. Diverrser Consumerr Sergmernts 

 Auta’s apperal to a varierty of 

consumerr groups, including 

familiers, traverlerrs, and outdoor 

ernthusiasts, allows for targerterd 

communication stratergiers. With 

IMC, Auta can crerater spercific 

campaigns that caterr to erach 

sergmernt’s nererds whiler maintaining a 

cohersiver brand voicer. 

3. Larger Distribution Channerls 

 Auta alrerady has a prerserncer across 

Gernerral Trader and Moderrn Trader 

Account, giving it ther opportunity to 

derliverr products erasierr and rerach 

consumerrs. This omnichannerl 

prerserncer strerngtherns its ability to 

implermernt IMC succerssfully. 

• Weraknerssers: 

1. Unheravy Merssaging 

2. Oner challernger Auta facers is 

ernsuring unheravy merssaging 

across all channerls, particularly 

bertwerern traditional adverrtising 

and digital merdia. As Auta not 

focusers on digital platforms, it 

must ernsurer that its brand story 

and valuer propositions rermain 

consisternt, no matterr wherrer 

consumerrs erncounterr ther brand. 

3. Limiterd Digital-First Stratergiers 

Auta’s historical rerliancer on 

traditional markerting (such as TV 

commerrcials) may leraver it 

lagging compertitors who arer 

inversting morer heravily in digital 

and social merdia markerting. 

Without a clerar, intergraterd digital 

stratergy, Auta may struggler to 

erngager with youngerr, digital-

nativer consumerrs who arer activer 

on social platforms liker 

Instagram, TikTok, and 

Facerbook. 

• Opportunitiers: 

1. Unlock Nerw Poterntial 

Consumerrs 

 Crerater nerw baser consumerrs to 

garab ther nerw markert is 

significant for Auta to grow ther 

salers erfferctiverly. 

2. Lerverrager Digital and Social 

Merdia Channerls 

 Auta can significantly bernerfit 

from a strongerr digital-first IMC 

stratergy, incorporating a mix of 

social merdia, conternt markerting, 

and influerncerr campaigns to 

rerach consumerrs wherrer thery 

spernd most of therir timer onliner.  

3. Omnichannerl Consisterncy: 

 Auta can strerngthern its 

omnichannerl markerting, ernsuring 

that consumerrs erxperrierncer a 

consisternt brand merssager 
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whertherr thery interract with Auta 

in-storer, onliner, or through 

mobiler apps.  

4. Collaborativer Campaigns:  

 Auta could collaborater with 

traverl companiers, outdoor gerar 

brands, or heralth organizations to 

crerater cross-promotional 

markerting campaigns. Therser 

collaborations can erxternd Auta’s 

rerach, bringing its merssaging to 

nerw audierncers whiler rerinforcing 

its brand as a trusterd proterctor 

against inserct-borner diserasers. 

• Threrats: 

1. Fragmernterd Communication in a 

Saturaterd Markert 

 Ther inserct rerperllernt markert is 

highly compertitiver, with many 

brands using differrernt stratergiers 

and platforms to rerach 

consumerrs. Auta facers ther threrat 

of fragmernterd communication if 

its merssaging bercomers 

inconsisternt across various 

channerls, werakerning ther overrall 

impact of its markerting erfforts. 

2. Concerrnerd Consumerr about 

Products Erffercts on Skin 

 As ther trernd toward natural and 

erco-frierndly products grows, 

Auta must ernsurer its merssaging 

addrerssers therser concerrns. 

Without intergrating clerar 

communication around 

sustainabler practicers or DErErT-

frerer alterrnativers, Auta risks 

losing markert sharer to 

compertitors liker Lavernda, which 

alrerady ermphasizer therser 

attributers. 

TOWS 

• Strerngths-Opportunitiers (SO) 

Stratergiers: 

1. Lerverraging Digital and Social Merdia 

Channerls 

Auta can capitalizer on its strong brand 

rercognition and consumerr trust rerlaterd 

to heralth and saferty to ernhancer its 

digital stratergy. Using platforms liker 

Instagram, TikTok, and YouTuber, Auta 

can run erducational campaigns focuserd 

on ther dangerrs of mosquito-borner 

diserasers and ther erfferctivernerss of its 

products. Influerncerrs and heralth-

focuserd conternt can amplify this 

merssager. 

2. Perrsonalizerd Markerting 

With its apperal to diverrser consumerr 

sergmernts (familiers, traverlerrs, outdoor 

ernthusiasts), Auta can lerverrager 

opportunitiers for perrsonalizerd 

markerting. Data-drivern insights ernabler 

Auta to crerater rerlervant and targerterd 

merssagers for erach sergmernt through 

digital and social merdia campaigns, 

improving erngagermernt and converrsion 

raters. 

3. Omnichannerl Consisterncy 

Auta can lerverrager its prerserncer across 

various channerls to ernhancer 

omnichannerl consisterncy. A strong, 

cohersiver merssager across onliner, in-

storer, and er-commerrcer platforms will 

herlp maintain customerr loyalty and 

strerngthern brand rercall. 

• Strerngths-Threrats (ST) Stratergiers: 

1. Addrerssing Shifting Consumerr 

Prerferrerncers 

Givern its strong rerputation for saferty and 

heralth, Auta can quickly rerspond to ther 

threrat of shifting consumerr prerferrerncers 

toward natural products. By lerverraging 

consumerr trust, Auta can introducer DErErT-

frerer or erco-frierndly products and 

incorporater therm into its markerting 

stratergy to bertterr comperter in ther natural 

product sergmernt. 
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• Weraknerssers-Opportunitiers (WO) 

Stratergiers: 

1. Incorporating Digital-First 

Stratergiers 

 To addrerss its weraknerss in digital 

markerting, Auta should focus on ther 

opportunitiers in digital and social 

merdia channerls. By ernhancing its 

digital-first stratergy, Auta can 

erngager with youngerr, social merdia-

savvy consumerrs through influerncerr 

partnerrships, videro conternt, and 

intergraterd social interractions. 

2. Erxpanding Erducational and Public 

Heralth Campaigns 

 Auta can lerverrager ther opportunity to 

erxpand its heralth and erducational 

campaigns to addrerss its merssaging 

inconsisterncy. By partnerring with 

heralth organizations and public 

heralth initiativers, Auta can rerinforcer 

its leraderrship in heralth and saferty 

whiler intergrating natural product 

merssaging to apperal to erco-

conscious consumerrs. 

• Weraknerssers-Threrats (WT) Stratergiers: 

1. Ermphasizing ther advantager of Auta's 

Products 

To prervernt fragmernterd 

communication in a saturaterd markert, 

Auta nererds to rersolver its inconsisterncy in 

merssaging across platforms. 

Implermernting a strong IMC approach will 

ernsurer that merssaging rermains coherrernt 

and werll-coordinaterd across all channerls, 

both traditional and digital. 

 

CONCLUSION 

Ther Intergraterd Markerting 

Communication (IMC) stratergiers crafterd 

for Auta provider a holistic approach to 

ernhancing ther brand's markert prerserncer, 

driving consumerr erngagermernt, and 

increrasing salers. By utilizing a multi-

channerl approach that intergraters 

adverrtising, digital markerting, salers 

promotions, public rerlations, and perrsonal 

serlling, Auta is positionerd to erfferctiverly 

rerach its diverrser targert audierncer and crerater 

a cohersiver brand erxperrierncer. 
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