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Increasing a product sale is very important especially for the hotel with
its products and services. The objective of this study is to examine the
effect of Nasi Goreng Jancuk (Nasgorcuk) marketing mix on its sel-
ling improvement. The increasing of Surabaya Plaza Hotel's Nasgorcuk
lovers is based on strategic product marketing efforts conforming very
fast communication development in which youths involvement very
dominantly affects the success of a brand image. The fundamental
marketing strategies consist of promotion, price, location; persons,
physical evidence and process are inherent attributes of the success of
Surabaya Plaza Hotel's Nasgorcuk. The findings show that price, loca-
tion, and physical evidence are the most influential attributes of the
increased sale of Nasgorcuk.
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asically, almost all hotels have the same

facilities although in different formns. Hotel A

has swimming pools, so does hotel B. Hotel
C has a restaurant, so does Hotel D. The element
of one hotel which differs from another is the
service quality (Anshori, 2005). In its development,
there is an intense competition which leads to the
condition in which the hotels with the same class
have almost the same service standards. Therefore,
a hotel management needs to keep achieving
the quality of products and service better than its
comnpetitors. A hotel should pay attention not only to

product orientation but also to market orientation,

intellectual capital, and learning orientation so that

it can create an innovation (Anshori, 2010).

In general, most of the hotel's revenues come from
Room Revenue and Food and Beverages Revenue.
Surabaya Plaza Hotel (SPH), for instance, is a four-
star hotel which has strategic location near the
shopping centers. This location benefits the hotel,
because by having a good location it can attract
many guests to come and stay. On the other hand,
it appears that having location near the shopping
centers, it can be less profitable, especially in food
and beverage selling.




In such a situation, SPH is being encountered with
a problem. In fact, there are many guests staying
at the hotel but they prefer eating at the shopping
centers because of their cheaper prices and more
variations of foods. Besides that, they can go out
for sightseeing or plan to purchase something
at the shopping centers. This encourages SPH
management to innovate by creating a food
product in which most of the consumers either
those who stay at the hotel or those who do not
are fond of the food product so that it can also
popularize the hotel’s restaurant.

To solve the problem, SPH innovates by selling
Nasi Goreng Jancuk (Nasgorcuk), in order that
the staying guests will eat at the hotel. Even there
are more people who do not stay at the hotel who
come and enjoy Nasgorcuk. It is to the aftractive
and unique name of this food. It can be proved by
the fact that more and more people come to enjoy
Nasgorcuk day by day and there are some hotels
and restaurants in Surabaya attemnpt to copycat
Nasgorcuk but it is served in different names. As
stated by Morrish (2011) being pro active in both
market driving and being market driven based on
market sensing enable entrepreneurial marketing

firms to achieve higher performance.

Empirical Studies

Marketing

Marketing is commonly defined as a way done by a
companyininfluencing consurmersto purchase the
company's products. However, the real meaning
of marketing is much wider than just the activities
of selling goods and services. As stated by Kotler
and Amstrong (2006) marketing is the process
by which companies create value for custorners
and build strong customner relationships in order
to capture value from customner in return. In this
case, Kotler and Amstrong emphasize on creating
the value and building a strong relationship with
the customers. American Marketing Aaociation
in Gundlach and Wilkie (2009) defines marketing
is the activity, set of institutions, and processes

for creating, communicating, delivering, and

exchanging offerings that have value for customers,
clients, partners, and society at large. Meanwhile,
Jobber (2010) stated that the modern marketing
concept can be expressed as the achievement of
corporate goals through meeting and exceeding
customer needs better than the competition.

Based on the above definitions, marketing can be
described as a series of business activities which
aims to plan, distribute, and promote a product or
service. Goods or service which is traded should
be beneficial for both the seller and the purchaser.
Therefore, the sale of goods and service should be
well managed. This is in line with what is stated by
Anshori (2010), that a market- oriented company
should be able to see the needs of their market

(i.e. the customers) in the future.

The decision made by the consumer in purchasing
a product always becomes a reference for
marketing managers in deciding the strategies
for attracting the consurners to purchase. It is
evident that consumers’ behavior in purchasing a
certain product must be based on certain aspects
related to the consumers’ satisfaction. In this case,
Anshori and Langner (2007) stated that customer
satisfaction is critical component of profitability.
Exceptional customer service results in greater
customer retention which, in turn, results in higher
profitability. The higher the satisfactions level of a
consumer, the greater his/her to repurchase and
inform other people about the positive side of the
product (Wahyuningsih and Nurdi: 2010).

For that reason, marketers are always trying to
fulfill consumer’s demands in order to fits the
product to consurner’s taste and desire. Through
marketing mixture, the marketers always try
to find new strategies in gaining consurners as
many as possible and satisfying them. Principally,
customer satisfaction is as important as blood
flowing in the vein which maintains the existence
and development of the company. Peter and
Olson (2008) stated that consumer behavior is
dynamic because the thinking, feeling, and action




of individual consumers, targeted

groups, and society at large are consistently

consumer

changing. Specifically, most of Indonesian
consumers’ behaviors in purchasing a product
are still influenced by price, as stated by Wangso
(2009). This phenomenon of price cutting within
the context of market in Indonesia has been very
relevant to the macro problems suchas purchasing

power and prestige seeking customer.

Selling Attributes Affecting Consumer

Purchasing transaction commonly involves two
or more n:les in purchasing process of goods and
service. According to Kotler, there are five roles
of consumer in making trade decision such as
initiator, influencer, decider, buyer, and user.

To explain the connection among these roles, it is
important to seen]e role of marketing mix which
influences the consumer’s desire to purchase
a product. Nasi goreng (fried rice) is a common
product which is also sold by many food stalls
and restaurants in every corner of Surabaya.
If the management does not comprehend the
role of marketing mixture, it will be the same as
selling a product without certain targets which
results in financial loss for the company. To win
the competition, a consumer-oriented marketing
concept is needed. The concept is based on
the marketing activities done by a company that
should start from an attemnpt to recognize and
comprehend what consumers need and desire.
Afterthat, it is followed by formulating cormnbination
of marketing mix as the following.

1. Product

Nasi Goreng Jancuk (Nasgorcuk) is a product
made by chefs of Surabaya Plaza Hotel (SPH)
which has certain criteria such as: having very hot
taste served in large portion (about five times larger
than standard portion), and made with four-star
hotel standard ingredients in hygienic process. The
structure of the product distinguishes Nasgorcuk
from the other same nasi goreng (fried rice) in
Indonesia. This is in relation to the staternent by

Holey et al. (2004) that a new product should have
significant and special qualities compared to other
products.

The guests of SPH restaurant prefer nasi goreng
for lunch and dinner with much larger portion
compared to the other nasi goreng sold in food
stalls and shopping centers around the hotel
with their timeless custorners. This motivates the
researcher to investigate how far consideration
is made by the consumers in purchasing their
favorite food if the location has different ambience
from places they usually visit so far. The target
consumers of Nasgorcuk are youths and young
executives, either that who usually or rarely eat
hotel restaurant. According to Tsai (2009)
consumers perceive their positive relationships
with the service brand not merely on the basis
of economic transactions. Social exchanges,
interpersonal contacts and symbolic meaning to a
considerable extent account for building the kind
of consumer-brand relationships that foster strong
and durable brand loyalty.

2. Price

According to Kotler and Amstrong (2006) price is
the amount of money paid for a product or service.
In this case, price is one of the factors which make
a consummner reluctant to have a lunch or dinner at
a hotel restaurant. Generally, price consideration
is the main reason preventing someone to come
to a hotel restaurant, especially those who come
from lower middle class people. In addition,
price is the primary consideration of someone
from lower middle class in deciding to purchase
a product, especially fast food products. A plate
of nasi goreng sold in food stalls must be much
cheaper than in am.taurant of four stars hotel.
Price is probably not a problem for a group of
people who are financially established. However
a vast market segmentation of food product is a
great opportunity for hotel restaurant which can
be optimized by adjusting to the price of food
they sell. The price of Nasgorcuk is Rp. 99.500,-
per portion, and it can be enjoyed by five persons







