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Abstract

Keywords: Digital marketing has recently become a serious concern for economic actors.
Consumer’ Consumer perceptions and behavior towards digital marketing of fishery products are
Perception; very important to determine marketing strategies and market segmentation. This study
Digital ’ aims to analyze consumer perceptions and satisfaction of online fishery products using
. mportance Performance Analysis and Customer Satisfaction Index . This
Marketing I Perfi Analysis (IPA) and C Satisfaction Index (CSI). Thi

study used accidental sampling with 135 respondents. The results showed that product
quality, price, discount availability, delivery time, packaging, security, and COD (Cash
on Delivery) system had high performance values. While shipping costs have low
performance. While the results of consumer satisfaction show that the CSI score is
62.4%, meaning that consumers are satisfied with the online fishery product sales
service. However, business actors need to maintain and improve their service
performance.

Abstrak

Kata kunci: Digital marketing akhir-akhir ini menjadi perhatian serius bagi pelaku ekonomi. Persepsi dan

Persepsi  Konsumen,; perilaku konsumen terhadap pemasaran digital hasil perikanan sangat penting untuk

Pemasaran  Digital; menentukan strategi pemasaran dan segmentasi pasar. Penelitian ini bertujuan untuk

Perilaku; Produk menganalisis persepsi dan kepuasan konsumen produk perikanan online menggunakan

Perikanan Importance Performance Analysis (IPA) dan Customer Satisfaction Index (CSI). Penelitian ini
menggunakan accidental sampling dengan responden sebanyak 135 orang. Hasil penelitian
menunjukkan bahwa Kualitas produk, harga, ketersediaan diskon, waktu pengiriman, kemasan,
keamanan, dan sistem COD (Cash on Delivery) memiliki nilai kinerja yang tinggi. Sedangkan
biaya pengiriman memiliki kinerja yang rendah. Sedangkan hasil kepuasan konsumen
menunjukkan bahwa skor CSI 62.4%, artinya konsumen puas terhadap layanan penjualan
produk perikanan secara online. Walaupun demikian, pelaku usaha perlu memperhatankan dan
meningkatkan kinerja pelayanannya.

Behavior;
Fishery Product

1. Introduction
Recently, digital marketing has become serious concern for economic actors. It is

one type of marketing being widely used to promote products or services and to reach
consumers using digital channels (Yasmin, et al. 2015; Peter and Dalla, 2021). It includes

the use of a company web site in conjunction with online promotional techniques, such as
banner advertising, search engines, PPC advertising, e-mail and links or services from other
web sites to acquire new customers (Bala and Verma, 2018)

Gangeshwer (2013) stated that in order to promoting competition and diffusion of
internet technologies many countries in Asia are taking advantage of e-commerce through
opening up. In Indonesia, people are already dependent on the internet from the city to the
rural level. According to Internet Service Providers Association/APJII (2021), 73.3 percent
of the population is accessible to the internet. This is due to digital marketing is able to
convey various information more quickly and easily efficient, reach all regions, cost
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effective (Alemu, et al. 2020) and able to pursue new opportunities in a digital international
business environment (Tolstoy, et al. 2021).

The use of social media as a promotional medium to accelerate the marketing of a
product. Some of studies stated that WhatsApp (WA), Instagram (IG), Facebook (FB) and
other social media facilities can significantly increase revenue of sellers. The media makes it
easier for them to market the products they produce (Muafi et al. 2021; Naushad, 2021).
Research conducted by Al-azzam and Al-mizeed (2021); Amri et al. (2021) and Asbari et al
(2021) have revealed that digital marketing management has an impact on increasing start-
up business revenue.

Lamongan is one of the regencies in East Java Province which has a population of
approximately 1.4 million people and 80% are internet users. This data is supported by 68%
of whom are in productive age 15-64 years (BPS, 2021). This is in line with data on social
media users in Indonesia in 2020, dominated by the age range of 25-34 years (Annur, 2020).

Regarding digital marketing, one of the products that are widely marketed digitally
or online is food products made from fishery, both fresh and processed. Digital marketing of
fishery products can enhance the efficiency of the distribution chain and facilitate
interaction with consumers; hence the benefits can be felt by fishermen and businessman. In
addition, advertising and sales of fishery products are more optimal through digital
marketing (Homaidi, 2017).

The location of Lamongan is near to the coast makes the prospect of marketing
fishery products very high and will be in great demand by consumers (Saad, et al. 2020).
The large business opportunity for digital marketing of fishery products in Lamongan
makes business actors seek to develop their business. This development effort requires the
ability to design segmentation and marketing strategies to attract consumer interest. This is
because the final purchase decision is influenced by various factors, including perceptions,
characteristics, and consumer behavior. Perception is the result of processing information
which is the consumer's view of digital marketing of fishery products. At least, there are five
indicators influencing consumers perception such as benefits, trust, self-efficacy, ease of use,
and security (Teoh, et al. 2013). Kotler (1999) also stated that purchase behavior consists of
five steps, recognition of consumer needs, information search, evaluating various alternative
decisions, consumer decisions in the buying process, and consumer behavior after purchase.

The problem of this research is incomplete information related to consumer
behavior and perceptions of digital marketing of fishery products in Lamongan. If this
information is not available, it is possible that businessman will find difficulty to determine
market segmentation, product quality desired by consumers and appropriate marketing
strategies. The marketplace is one of the online marketing of food and non-food products.
Many conveniences when using marketing tips for this model, one does not have to provide
a place to roll out their products.

Some of fish sellers’ in Lamongan market their products using marketplaces such as
Shopee, Tokopedia, Lazada and Bukalapak. A study of Istianingsih (2021) showed that the
consumers decide to buy a product from Shopee’s shop due to ease of transaction and it can
affect the online purchase of consumers. However, in this study it was not determined for
the type of platform used. Ani, et al. (2017) studied on consumer behavior shows that there



is a strong relationship between the characteristics and consumer behavior of marine fish
marketing in the traditional market of Pekanbaru, Riau Province. Meanwhile, the result
study of Khoirinnisa, et al. (2016) concluded that the factors that influence consumer
behavior of processed dragon leg fish products in a fishing industry in Bogor Regency are
purchase satisfaction, trust, product appearance, popularity, promotion, product
knowledge, taste and texture. Meanwhile, research on consumer perceptions of digital
marketing of fishery products in Lamongan has not been carried out. Further, this research
will be useful for digital marketing business players of fishery products to improve their
performance and income in order to design marketing strategies based on consumer
satisfaction. Hence, this study aims to identify consumer behavior and measure consumers
perceptions on digital marketing of fisheries product in Lamongan. The results of this study
are expected to give big contribution to the marketers to enhance their performance
especially for sell their products by online marketplace and make it more profitable.

2. Literature Review

Consumer Perception

Consumers cannot be categorized based on only one sort of behavior, as is generally
known. Consumer behavior is influenced by the products that are accessible to satisfy their
requirements, which is how their behavior and the situation in which it occurs interact.
However, the psychological element perception has a significant impact on behavior. Troy
and Kerry (2010) stated that perception is defined as the act of receiving information
through the senses and/or the mind. Perception thus refers not just to basic senses like sight,
flavor, and taste qualities, but also to created learning or experiences. Conditioning and
Imitation are two noncognitive learning strategies that are prevalent in the early acquisition
of dietary habits. As a result, perception includes complicated components of consumer
behavior such as learning, motivation, and context.

Nolcheska (2017) defined consumer perception as the dynamic interaction of affect

and cognition, behavior and environmental events by which human beings conduct the
exchange aspect of their lives. Consumer perceptions are fluid and subject to change.
Because of the complicated dynamic that causes the transformation, it is impossible to
foresee how and in what direction customer views will change. As a result, consumer
perceptions are dynamic, and there are frequently discrepancies between what consumers
perceive and what they do. Models for predicting customer behavior based on perceptions
have been created, some of which do not take context into account (Troy and Kerry, 2010).

Phoolsawat, et al. (2022) studied about Online Marketing for Promoting Striped
Snake-Head Fish Products between Cooperative and Online Platform. The results showed
that Facebook, Shopee, and Lazada are the distribution channels with the most buyers. A
handful of stores are for sale on Shopee and Lazada, and they already have a customer
base. When searching on these platforms, these stores appear on the first page, rendering
the cooperative unable to compete on Shopee and Lazada. Unlike Facebook, which may
buy more focused advertisements to their customers. It can better determine the features of
the cooperative's target clients, allowing it to produce more sales.



Digital Marketing

This is a type of marketing that reaches customers through the internet, mobile
services, social media, satellite television, search engines, and other digital channels. Digital
marketing is increasingly a component of all other forms of marketing, particularly in online
or click-and-mortar firms that accept orders online and then deliver the products to the
customer (Mayor, 2022). Non-Internet outlets that supply digital media, such as television
and mobile phones, are included in digital marketing. Desai (2019) observed that businesses
are increasingly adopting digital platforms into their marketing campaigns, drawing new
customers while decreasing customer visits to conventional stores.

Digital marketing can be defined as reaching marketing objectives through the use of
digital technologies. Digital marketing is the use of technologies to help marketing activities
in order to improve customer knowledge by matching their needs (Bala and Verma, 2018).
Companies in the industrialized world have recognized the value of digital marketing. To
be successful, firms will need to combine online and traditional means of serving customers'
requirements more precisely. With the introduction of new technology, marketers now have
new business chances to manage their websites and fulfill their company goals. Online
advertising is a significant marketing tool for creating brands and driving traffic in order for
businesses to succeed (Tran, 2017).

The relevance of digital marketing is demonstrated by the study's findings, which
show that if a developing country implements e commerce successfully and efficiently, it
may be rationalized and mechanized. It will increase output and provide a competitive
advantage. Worldwide, information technology (IT) has boosted e-commerce. It is now
easier to enter a new market and analyze the performance of one's product and company. It
lowers business overhead and improves business management (Sabha, 2017).

Study of Purba, et al. (2021) about the effect of digital marketing toward MSMEs.
The results showed that digital marketing and e-commerce had significant effect on business
sustainability. In order to raise customer awareness, digital marketing has been
implemented. Marketplace as an e-commerce manifestation is employed as an innovation
or modification in sales strategies.

3. Methodology

The research was carried out from May to July 2022. The research method was a
case study with the unit being consumer perceptions of marketing digital products cases
located in Lamongan Regency. The study was carried out during restricted regulation due
to the Covid 19 pandemi. Therefore, data collection was carried out by online. Data
collection through filling out a questionnaire compiled using the google form application.
The google form link containing the questionnaire was distributed through social media in
term of WhatsApp, Twitter, Facebook and Instagram.

The measurement of consumer perception uses a Likert scale with 5 scales ranging
from strongly disagree (scale 1), disagree (scale 2), agree (scale 3), agree (scale 4) to strongly
agree (scale 5). The research population is people who live in Lamongan who consume
fishery products through digital marketing. Research respondents are consumers who live in
Lamongan Regency, are over 15 years old and have at least one transaction to purchase



fishery products from digital marketing in the last three months. Determination of
respondents was carried out using an accidental sampling approach, where the sample of
this study were digital marketing consumers of fishery products who coincidentally found
the link on social media and were able to answer every question on the questionnaire and
meet the criteria.

The number of respondents is 135 people. The calculation is according to Hair
(2009); Taherdoost (2016) that the minimum number of samples for the unknown

population is five to ten times the number of statement items to be analyzed in the
questionnaire. The statements analyzed in the questionnaire are 23 statements of
performance and the importance of each attribute in measuring consumer perceptions,
hence the number of samples taken is a minimum of 120 people.

The formula for determining the number of samples taken in this study is as follows:

n=kx5 )
Where:
n = number of respondent samples
k = research statement
5 = minimum number of observations for each analyzed statement

Descriptive Analysis of Consumer Behavior

Analysis of consumer behavior in digital marketing is carried out descriptively
through Kotler's five-stage approach. Some of the reasons analyzed in consumer behavior
are listed in Table 1.

Table 1. Consumer behavior in purchasing fishery products by digital marketing

Steps Consumer’ Reason

A. Needs - Affordable prices
- Practices
- Good Quality
- Quantity and size can be made to order
- Hard to get offline
B. Source of Information - Market Place (Shopee, Tokopedia, Lazada,
and etc.)
- Search Engine (Website/Google)
- Social Media (WA, IG, Facebook, and
etc.)
- People Recommendation
- Magazines, posters, billboards, banners,
newspaper
C. Alternative Evaluation - Quality level
- Price
- Shipping fee
- Delivery time
- Stock availability
- Packaging



- Security and trust

- Ease of transaction

- The diversity of types and sizes of
commodity weights

- COD (Cash on Delivery) service available

- Discount available

D. Purchase decision (number of - <lkg
purchases per month) - 1-3kg
- 3-5kg
- 5-T7kg
- 7-10kg
- >10kg
E. Behavior after purchasing - Do repurchase

- Do not repurchase

Source: Kotler (2016), has been modified

Important Performance Analysis (IPA) and Customer Satisfaction Index (CSI)
IPA and CSI analysis is carried out through measuring consumer perceptions of the

process of purchasing fishery products through digital marketing. In this case, the company
that is assessed is not determined because consumers assess the performance of digital
marketing activities in general. The importance of measuring consumer perception is to
know the positive and negative picture of fishery products from digital marketing. The level
of consumer opinion is measured through four options in the questionnaire where each
choice option is given a value range of 1-5. The Likert scale used in determining consumer
perceptions is listed in Table 2.
Table 2. Parameters determining consumer perception

No. Parameter
1 Fishery products from digital marketing have a good quality
2 Product prices are more affordable
3 Always on time delivery
4 Fishery products from digital marketing have a good packaging
5 Affordable shipping cost/fee
6 Have a high level of security and trust
7 Abundant stock availability
8 Have an ease of transaction
9 The products offered have various types and forms
10 There is a discount for every purchase quantity

11 COD (Cash on Delivery) Available

Source: Observation results

The consumer perception assessment is based on an analysis of the digital marketing
performance of fishery products. This analysis aims to determine the importance and
performance of each variable from the factors of consumer satisfaction. The level of
importance in question is how important the digital marketing attributes of fishery products
are to consumers or how much consumers expect the performance. While the level of



performance is an attribute that is actually perceived by consumers. The results of the
calculation are the average weight (X) for performance and the average weight (Y) for the
interest calculated using the following equation:

XX

X== @
V== 3
Where:
X = average score of performance level;
Y = average score of importance level,
Y. X; = total score of performance level of all consumers;
Y. Y; = total score of importance level of all consumers; and
n = the number of fishery product consumer (135 respondents)
In order to construct the IPA matrix using the following equation:
5 _ i X
A== @
= ny
Y = % %)
Where:
X = average score of the performance level of all attributes;
Y = average score of the importance level of all attributes;
X = average score of the performance level of attributes i;
Y = average score of the importance level of attributes i;
n = number of consumers (135); and
k = number of attributes can affect customer satisfaction is 10.

The IPA matrix is needed to describe the level of performance and customer satisfaction.
The division of quadrants in the IPA matrix is shown in Figure 1.

Extremely
Important
Concentrate Maintain
Here Performance
Fair Excellent
Performance Performance
Not Possible
Important Overkill
Slightly
Important




Figure 1. Importance Performance Matrix (Martilla dan James, 1977)

Customer Satisfaction Index (CSI)

The consumer satisfaction index method aims to measure the level of consumer
satisfaction. The formula for calculating the satisfaction index based on Hill and Alexander
(2006), as follow:

1. Calculate the average level of importance and performance of each consumer.

MIS = =t (6)
mss = Tkt ™)
Where:
MIS = Mean Importance Score;
MSS = Mean Satisfaction Score;
n = Number of consumers;
Y; = Importance Value of attribute i; and
X; = Performance Value of attribute 1
2. Calculate Weight Factor (WF)
WIFi = Z?Z’;llsi x100% @®)
Where:
p = number of importance attributes;
[ = attributes i;
MISi = average score of importance attributes i:
3. Calculate Weight Score (WS)
WSi = WFix MSSi ©)
Where:
[ = attributes i;
WF = Weighting Factor;
MSS = average score of performance attributes i
4. Calculate Customers Satisfactions Index
. XP wsi
CSi = TxlOO% (10)
Where:
D = importance attributes i;
wSs = Weight Score; and
HS = Height Score or minimum scale (5)

Furthermore, a scale range is made to explain the value of the consumer satisfaction index

based on the Simamora (2002) scale range equation.
m-—-n

RS = == (11)
Where:
RS = Scale Range;
m = highest score;
n = lowest score;
b = number of categories (in this study uses maximal scale 5)



The highest satisfaction if the consumer satisfaction index reaches 100%, so the scale range

can be calculated as follows:

100%—0%
RS = ———==20% (12)
Next, the index values and criteria for the consumer satisfaction index are made as shown
in Table 3.

Table 3. Interpretation of consumer satisfaction index numbers

Index Value Satisfaction Index Criteria
80% < Satisfaction Index < 100% Very Satisfied
60% < Satisfaction Index < 80% Satisfied
40% < Satisfaction Index < 60% Quite Satisfied
20% < Satisfaction Index < 40% Less Satisfied
0% < Satisfaction Index < 20% Unsatisfied

Source: Martilla dan James, (1977)

4. Empirical Result and Discussion

Consumer Characteristic
Consumer characteristics are distinguished by age, education, occupation, monthly
income, and gender (Table 4). These characteristics can influence the behavior of the
purchasing process. Therefore, it is expected to be a source of information for the purpose
of evaluating and preparing marketing strategies for fishery business using digital
marketing.
Table 4. Respondent Characteristics

Age Group (Year) Frequency Education Frequency
17-25 37 Elementary School 0
26-32 55 Junior High School 2
33-40 29 Senior High School 20
41-47 ) Diploma 35
48-55 7 Bachelor 68
56-63 2 Postgraduate 10
Total 135 Total 135
Type of Works Frequency Income per month (Rp) Frequency
Housewife 18 <1.000.000 2
Student 12 1.000.001-2.500.000 33
Government Employee 32 2.500.001-5.000.000 72
Private Employees 41 5.000.001-10.000.000 28
Professional 17 >10.000.000 0
Self-employed 15 Total 135
Total 135

Gender
Male 37
Female 98
Total 135

Source: Analysis Result (2022)

Table 4 shows that respondent who use digital marketing to purchase fishery product



either in terms of fresh or not are diverse. Respondent is dominated by age range 26-32
(40.74%) who are in productive age and often use social media or digital platforms. While
bachelor or graduated student dominate to make online transaction (50.37%) by working as
private employees (30.37). Consumer’ job as one factors that affect toward purchasing
product (Yuliati, 2011). Meanwhile, the average of consumers profile has income Rp.
2.500.001 — Rp. 5.000.000, indicate that respondents in the lower middle income, it can be
understood because the respondents age is still relatively young and just starting a career.
According to Ramya and Ali (2016), income levels create consumption patterns, lifestyles,
and increase a person's purchasing power. In terms of gender, respondents are dominated
by female (72.60%). It indicates that a women have domestic roles to manage the household
such as cooking and shopping (Putri and Lestari, 2015; Setiawati and Nurhayati, 2020).

Consumer Behavior in Purchasing Fishery Product

Respondents make transactions to purchase fresh fish or processed fish through
online platforms are dominated by practical reasons (65%). Due to digital purchases offer
practicality in terms of easy to use, no need to spend transportation costs, no need to leave
the house, jostle at shopping places, get accepted quickly, save time, and can be accessed
anywhere and anytime (Tambunan, et al. 2018; Kavitha, 2017). In addition, digital
marketing has become an alternative for most people when social restrictions are
implemented during the Covid 19 pandemic. The results of analysis are presented in Table
5.

Table 5. Consumer behavior in purchasing fishery products by digital marketing

Steps Consumer’ Reason Percentages (%)
A. Needs - Affordable prices 20
- Practical/Simple 52
- Good Quality 15
- Quantity and size can be made to order 5
- Hard to get offline 8
Total 100
B. Source of - Market Place (Shopee, Tokopedia, 37
Information Lazada, and etc.)
- Search Engine (Website/Google) 10
- Social Media (WA, IG, Facebook, and 40
etc.)
- People Recommendation 8
- Magazines, posters, billboards, banners, 5
newspaper
Total 100
C. Alternative - Quality level 15
Evaluation - Price 22
- Shipping fee 4
- Delivery time 7
- Stock availability 5
- Packaging 2
- Security and trust 5
- Ease of transaction 1
- The diversity of types and sizes of 9

commodity weights
- COD (Cash on Delivery) service available 31
- Discount availability 3

10



Total 100

D. Purchase - <lkg 9
decision - 1-3kg 22
(number of - 3-5kg 53
purchases  per - 5-T7kg 8
month) - 7-10kg 5

- >10kg 3
Total 100

E. Behavior after - Do repurchase 82

purchasing - Do not repurchase 18
Total 100

Source: Processed Data (2022)

According to Table. 5, much consumers get information about fish selling from social
media (40%) and Marketplace (37%). Social media has become a tool that is easy to share
information as well as a discussion in business activities as well as sharing various kinds of
information. Social media is an effective medium in making a sale either goods or services.
Social media is also seen as a message sender tool chain that will be distributed by others
constantly. Also, it can influence purchase decision (Artanti, et al. 2019). The social media
platforms provide their users with, among others, a profile, friend list, chat option and
ability to send private or public messages, event creation, and comment posting and
receiving feedback. In 2022, Facebook dominates of the social media block with 2.93 billion
users (Statista, 2022), but recently, TikTok and Instagram are dominant and become best-
selling platform to promote a product (Haenlein, et al. 2020; Mou, 2020).

Further, the consumer behavior to purchase fishery product by online is based on
quality (15%), price (22%) and COD available (31%). A study of Thamariselvan, et al.
(2019) showed that Cash and Delivery system has increased the consumer convenience.
Several studies highlight cash on delivery as a payment method in emerging markets that
can increase online purchases due to the risks perceived of sharing credit card information
online (Chiejina & Olamide, 2014; Kandulapati & Bellamkonda, 2014; Sahney et al., 2013).

Meanwhile, the number of purchasing fish per month 3-5 kg on average. Currently,
the number of fish consumption in Lamongan is 48.27 kilograms per capita and almost
equals the national level of 55.37 kilograms per capita on 2021 (KKP, 2021). This number is
still relatively low, due to habits of Indonesian people who have obstacles in consuming fish
in the form of boredom, allergies, fishy smell, and expensive price. Therefore, the majority
of Indonesian people choose substitute goods as a source of animal protein other than fish
which are considered more practical, easy to cook, satisfying when consumed, delicious,
and affordable, such as eggs and chicken (Ariani, et al. 2018). Variations in consuming fish
food can also be influenced by several factors such as socio-economic aspects,
demographics, geographical location and eating habits (Ahmad, et al. 2016).

About eighty-two percent of consumers decide to repurchase fish product by Online.
Shyam, et al (2018) stated that online marketing, in addition to benefiting consumers in
terms of quality and time, will aid in the elimination of these middlemen, ensuring that the
fisherman receive their fair part. On the one hand, it assists manufacturers in obtaining a
legitimate portion of the consumer's rupiah; on the other hand, it protects consumers' rights

11



against high pricing.

Important Performance Analysis (IPA)

The measurement of IPA able to show attributes that can influence consumer

satisfaction. The result of performance value and importance of IPA is listed in Table 6.

Table 6.
Table 6. Importance and Performance’ Value of Consumer Perceptions
Mean of Mean of
No. Parameter
Performance Importance
1 Good quality 2.85 3.56
2 Affordable Prices 2.77 3.50
3 On time delivery 3.19 3.49
4 Good packaging 3.36 3.46
5 Affordable shipping cost/fee 2.90 3.07
6 Have a high level of security and trust 3.39 3.52
7 Abundant stock availability 3.24 3.17
8 Have an ease of transaction 3.18 3.22
9 The products offered have various 357 3.10
types and forms
10 Discount Availability 3.01 3.55
11 COD (Cash on Delivery) Availability 2.93 3.72
Total 34.39 37.36
Mean (X,Y) 3.13 3.40

Source: Processed Data (2022)

The IPA matrix contains attributes that are in four quadrants as an evaluation material

whether an attribute needs to be improved or not to be prioritized for improvement yet. The

interpretation of IPA matrix is explained below.
1.

Quadrant I (Concentrate Here)

This quadrant indicates that product quality, affordable prices, discount availability and
COD System have a high level of importance with a low level of performance. Hence,
Fisheries business actors using digital marketing need to enhance the performance of
these four attributes. Price and product quality are important, but the COD system is
currently more in demand by online shop consumers, due to the risks perceived of
sharing credit card information online (Chiejina & Olamide, 2014; Kandulapati &
Bellamkonda, 2014; Sahney et al., 2013).

Quadrant IT (Maintain Performance)

Quadrant II shows that on time delivery, good packaging and security have a high value
of importance and performance. This needs to be maintained in order to enhance
customer satisfaction. Perception of packaging refers to the perception of each
individual towards the packaging and packaging carried out by business actors of fishery
products to maintain the quality of their products. Packaging means all forms of

12



packaging and processes used to wrap a product (Kuspriyono, 2017). The packaging of
fishery products from digital marketing has a function provide convenience in the
process of use (operating), distribution (shipping), and protection to maintain the
quality of fishery products from the seller to the hands of consumers during the time of

delivery.
380
1 I
360

Importance
L
.
7

I 5 v
3.20

3.007

Performance

Figure 2. IPA’s Matrix of Purchasing Fishery Product Using Digital Marketing

3. Quadrant ITI (Not Important)
The shipping cost/fee has a low of importance and performance. Although some of
consumers not paying attention of shipping charge, but if online retailer starts charging
a shipping cost, they would turn to another one that offered free shipping. For online
retailing operations, shipping policy is an important decision. As study of Yao and
Zhang (2012) Internet retailers will increase base prices when they offer free shipping.
The shipping price differential between standard and expedited delivery modes for
Internet retailers grows with standard shipping time but reduces with expedited shipping
time and the Internet retailer's on-time probability. It implies that, in order to optimize
profits, Internet retailers of fishery product can strategically select base and shipping
rates, as well as carefully pace menu pricing for different delivery alternatives.

4. Quadrant IV (Possible Overkill)
Stock availability, ease of transaction and the product varies are a less important
attribute for consumers. Meanwhile, they have a pretty high score of importance and

13



Customer Satisfaction Index (CSI)

Marketing is Shown in Table 7.

consumers' needs are, and the more satisfied they are in choosing.

Table 7. Customer Satisfaction Index of Purchasing Fishery Product Using Digital

performance. Wu and Chen (2019) suggest that the more choices consumers have, the
more self-control that makes consumers pay more attention to their desires and inner
satisfaction. The more choices business actors offer to consumers, the more sensitive

The Score of Customer Satisfaction Index of Purchasing Fishery Product Using Digital

Marketing
No. Parameter MSS MIS WF WS
1 Good quality 2.85 3.56 9.53 27.16
2 Affordable Prices 2.77 3.50 9.37 25.95
3 On time delivery 3.19 3.49 9.34 29.80
4 Good packaging 3.36 3.46 9.26 31.12
5 Affordable shipping cost/fee 2.90 3.07 8.22 23.83
6 Have a high level of security 3.39 3.52 9.42 31.94
and trust
7 Abundant stock availability 3.24 3.17 8.49 27.49
8 Have an ease of transaction 3.18 3.22 8.62 27.41
9 The products offered have 3.57 3.10 8.30 29.62
various types and forms
10 Discount Available 3.01 3.55 9.50 28.60
11 COD (Cash on Delivery) 2.93 3.72 9.96 29.17
Available
Total 37.36 34.39
WT 312.09
CSI 62.4%

Source: Processed Data (2022)

The score of Customer Satisfaction Index is 62.4%. it is found on a scale range of 60-80

% (it means consumers are satisfied). Based on this, there are still 37.6% of performance

attributes that have not met customer satisfaction. This means that the attributes of purchasing

online fishery product provided overall still not satisfied the customers and it is necessary to
improve and maintain the service performance.

Conclusion

This study analyzes consumer’ perception and consumer satisfaction of purchasing

fishery product using Digital Marketing in Lamongan. This study using Importance

Performance Analysis (IPA) and Customer Satisfaction Index (CSI) based on accidental

approach with 135 respondents. Customer behavior is analyzed using five indicators,

consumer’s need, source of information, alternative evaluation, purchase decision per

month, and repurchasing decision. The result of consumer behavior suggest that the reason

of consumer do online purchasing of fishery product due to practical transaction (52%).
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Consumers get information about fish selling from social media (40%) and Marketplace
(37%). The consumer behavior to purchase fishery product by online is based on quality
(15%), price (22%) and COD available (31%). Then, 82% of consumers decide to
repurchase fish product by Online.

We argue that a truly successful recommendation system should be the one that
maximizes customer satisfaction after the sale, rather than one that simply entices
customers to buy. We emphasize that a good recommendation system takes into account
not only what the customer requires, but also ensures the customer's satisfaction. The main
contribution of this research is provided attribute alternative that customer able to be used
to purchase fishery product by online.

Despite the contribution of this research, there are limitations, and further works can
be done. The first important work is to investigate the factors that impact a customer's
satisfaction of purchasing online fishery product. Many attributes such as the demographic
and psychological characteristics, purchase and consumption environment, and customers'
expectation, may well have significant influence on customers' satisfaction toward a specific
fishery product. Therefore, it is crucial to identify the factors important for modeling rating
classification, so as to predict the customer's satisfaction level effectively.

Another task is to ascertain the demands and preferences of consumers. The rating
classification aims to recommend the best products based on consumer attributes in order to
attain high levels of satisfaction. As a result, the authenticity of consumers' demands and
preferences has a significant impact on the recommendation system's effectiveness.
Consumers do not always have distinct requirements and preferences. As a result, finding
an effective technique to assist customers in expressing their genuine requirements and
preferences is critical for recommendation systems.
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