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ABSTRACT 

 
Nuggets are one of the protein ready-to-eat food products that are now trending and can be accepted by the 
public because they are more practical, economical, and easy to consume. One form of food processing that 
can increase the nutritional value of processed products is vegetable nuggets. Vegetable nuggets are healthy, 
high in fiber, and come from nature. Vegetables can be processed goods that not only increase their selling 
value but also fall into the category of ASUH products (safe, healthy, intact, and hygienic). This research 
analyze consumer preferences in purchasing decisions for Seoca Nugget products, an alternative to vegetable 
protein nuggets that utilize cassava, soybeans, and mushrooms as meat substitutes. The main focus of the 
study is to understand how product attributes such as packaging, price, size, nutritional information, brand, 
and ease of obtaining influence consumer decisions in purchasing Seoca Nugget. In addition, this study also 
identifies the priority order of attributes that are the basis for purchasing, the most dominant attributes in 
consumer preferences, and the main reasons consumers choose this product. The method used was qualitative 
descriptive through in-depth interviews with 4 informants. The results of the study show that the attributes of 
packaging, size, nutritional information and ease of obtaining are very important preferences for consumers 
to decide to buy Seoca. While price, and brand are not so important preferences in buying Seoca. Consumers' 
preference to buy Seoca as a protein alternative is getting stronger because the nutritional information 
obtained shows that the vegetable protein content in this product is almost equivalent to the protein content 
in chicken nuggets. 
Keywords: attributes, seoca, consumer preferences  
 

 
INTRODUCTION  

Nuggets are one of the fast food products with protein that are now trending and 
can be accepted by the public because they are more practical, economical, and easy to 
consume. Generally, nuggets are made from animal protein, especially chicken, so they 
are often called chicken nuggets. Nuggets made from animals tend to be high in fat and 
low in fiber. According to (Will, 2021), chicken has a fat content (25.00 g/100 g) and 
contains cholesterol. Cholesterol in chicken generally reaches 79 mg/100 g (Amrullah, 
2004). High-fat foods can increase the risk of heart attacks, obesity, cancer, hypertension, 
constipation, high cholesterol, and various other degenerative diseases (Kharismawati, 
2010). Nuggets can be made from non-meat (plant) ingredients such as vegetables. These 
vegetable-based nuggets are rich in nutritional content from vegetables such as vitamins 
and minerals. Therefore, to support a vegetarian diet, the raw materials for making 
animal nuggets are replaced with plant-based ingredients, namely oyster mushrooms. 
Oyster mushrooms are currently quite popular in society. Oyster mushrooms are a low-
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fat food source but have a protein and fiber content that has the potential as a raw 
material for making nuggets. Oyster mushrooms contain high protein and essential 
amino acids compared to other types of vegetables. According to Mahmud et al. (2018), 
in 100 g of edible ingredients in oyster mushrooms contains protein (1.90 g), 
carbohydrates (5.50 g), fat (0.10 g), and fiber (3.60 g). In addition, oyster mushrooms also 
contain minerals needed by the body, such as Zn, P, Ca, Na, and K. Research on the use of 
tempeh with oyster mushrooms (Pleurotus ostreatus) in making vegetable nuggets has 
been conducted by Sumantri et al. (2015). Research by Sumantri et al. (2015) produced 
the best nugget, namely TJ1 tempeh nuggets with a combination of 5% oyster mushrooms 
(tempeh 95%: oyster mushrooms 5%). This nugget has a water content of 46.62% and a 
protein content of 16.29% and has met the quality standards for chicken nuggets (SNI 01-
6683-2002) and fish nuggets (SNI 7758-2013). (Rahmayun et al., 2023) One form of food 
processing that can increase the nutritional value of its processed products is vegetable 
nuggets. Many advances in the production of vegetable nuggets are expected to trigger 
public interest in consuming vegetables in their daily diet, especially among children. The 
ingredients used to make nuggets are healthy, high in fiber, and come from nature, 
namely vegetables, vegetables can be processed goods that not only increase their selling 
value but are also included in the ASUH product category (safe, healthy, intact, and 
hygienic) (Dewi et al., 2024). Nuggets as fast food are quite popular with all levels of 
society. Nuggets are expected to meet nutritional intake, especially for children who 
generally have difficulty consuming vegetables in fresh form, one alternative in meeting 
the nutritional needs of the community in general and especially for children who have 
difficulty consuming vegetables in fresh form, diversity of nutritious, diverse, balanced 
and safe food consumption. Increasing public awareness of nutrition and health 
encourages people to live healthier by consuming nutritious foods that have a healthy 
effect. This condition must be recognized and responded to immediately by producers. 
Seoca as one of the processed vegetables that is turned into vegetarian nuggets is a fairly 
good alternative in meeting nutritional needs in everyday life. It is hoped that the 
processing of vegetables into vegetarian nuggets can increase consumer interest, 
especially children and vegetarian consumers. One effort that can be made to increase the 
income of farmer households is to increase the added value of organic vegetable products 
(Awaluddin et al., 2022). 

The advantages felt by the community are that they have felt the benefits of 
consuming processed products that are easy to get, easy to serve, good taste, and also 
remain affordable. Each consumer has different considerations in assessing a product 
before making a decision. Where in this case the considerations are the attributes of the 
product, such as attributes in the characteristic type and benefit type. Attributes of the 
characteristic type are (1) packaging, (2) price, (3) size, (4) Brand and (5) ease of 
obtaining, while the attribute of the benefit type is its nutritional content. The existence 
of differences in assessing and the availability of products (supply) makes consumers 
inevitably have to make a "trade-off judgment" based on the attributes and attribute 
levels that are considered important. This utility value shows consumer preferences for 
the level of an attribute where the highest utility of a level tends to be preferred by 
consumers (for example, taste attributes, while levels such as sweet, savory and bland). 
While the relative importance value shows an indication of the order of attributes that 
can influence consumers in consuming products, so that the order of attributes and 
attribute levels that are considered important by consumers can be known. The growth 
of food consumption outside the home as a new trend is able to replace the habit of 
cooking at home because a new trend is able to replace the habit of cooking at home 
because it is more practical and saves time. This condition is also supported by the fact 
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that the number of unemployed women is decreasing compared to the number of those 
who work and the increasing development of modern markets that replace traditional 
markets. Consumers in consuming a product do not want the product directly, but want 
the attributes (properties) that the product has. Each consumer generally has their own 
factors in determining healthy food to buy (Hasbi, 2019). 

With this problem, producers need to set strategies by understanding consumer 
preferences in this case the community who buy Seoca Nugget. Consumer preferences 
are determined from consumer cognition related to all perceived information. By 
understanding consumer preferences, producers can understand consumer knowledge 
regarding products and the attributes that underlie consumers' choice and then buy 
Seoca Nugget. By understanding these things, producers can take strategies related to 
more appropriate product development to suit the needs of the community. Preference 
means a greater liking for one alternative over another or others or how someone 
chooses one of several available alternatives (Uceo, 2016). In preference, consumers 
assess products based on the attributes they have. By evaluating the attributes they have, 
consumers will then determine one choice that best suits their expectations. 

Product attributes are characteristics that a product has that differentiate it from 
other products (Larasati et al., 2022). The attributes that influence consumers in 
purchasing Seoca include how Seoca is packaged, the amount of money that must be spent 
to buy Seoca, the contents of the purchased packaging, the nutritional content informed 
by Seoca, how well known Seoca is to consumers, how easy Seoca can be obtained or 
purchased. 

An analysis of the attributes of the Seoca purchasing preferences needs to be carried 
out to obtain findings on how respondents answered each attribute, what the order of 
preferences of these attributes is, what attributes are dominant as preferences, and based 
on these preferences it can be concluded whether seoca is preferred by consumers. For 
this reason, the problem in this study is : (1) How do packaging, price, size, nutritional 
information, brand, and ease of obtaining become the basis for consumers to buy Seoca?, 
(2) How is the order of packaging, price, size, nutritional information, brand, and ease of 
obtaining obtained the basis for consumers to buy seoca?, (3) What attributes are the 
most dominant preferences for buying seoca?, (4) What are the reasons consumers buy 
seoca? 

The purpose of this study is : (1) to analyze how do packaging, price, size, nutritional 
information, brand, and ease of obtaining become the basis for consumers to buy Seoca, 
(2) to determine the order of packaging, price, size, nutritional information, brand, and 
ease of obtaining obtained the basis for consumers to buy seoca, (3) to determine the 
most dominant preferences for buying seoca, (4) to analyze the reasons consumers buy 
seoca. Through this research, it is hoped that vegetable nugget producers can find out 
consumer preferences for buying vegetable nuggets so that product development and 
marketing strategies can be optimized.  
 
METHODS  

To answer the problem so that the objectives of this study can be achieved, a 
qualitative approach is used by conducting in-depth interviews with informants. With 
this approach, more detailed answers are obtained (Fadli, 2021) and the information 
needed regarding consumer preference attributes is obtained compared to answers from 
scores on statement responses in the quantitative approach. This study was conducted 
on Seoca consumers in the Kediri area using an online system via the WhatsApp platform. 
Key informant is the owner of Seoca who can recommend the required informants. 
Informants were selected by considering the criteria that influence purchasing decisions, 
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namely age, education, and income level (Nurjanah, 2020) and met the requirements of 
relevance (understanding the research topic), readiness (willing to be interviewed 
without coercion) and reassurance (willing to answer honestly, clearly, and openly). 
Based on these criteria, the informants in this study are as follows: 
1. Laila is 22 years old so she is mature in making purchasing decisions, profession as a 
student 
2. Mrs. Siti Syamsiah is 37 years old, mature in making purchasing decisions, profession 
as a housewife 
3. Mr. Eko is 38 years old, mature in making purchasing decisions, profession as a 
prosecutor with an income of Rp. 13,000,000 per month 

To ensure the validity of the findings, this study uses source triangulation which 
comparing answers from 3 different sources (students, housewives, and civil servants). 
The data used is primary data with data collection techniques through in-depth 
interviews with researchers directly involved as data collectors. The data that has been 
collected is then analyzed with the following stages: 
1. Data reduction: taking appropriate data and discarding unnecessary data 
2. Data presentation: the data that has been reduced is then tabulated so that the 
relationship and interrelationships are visible 
3. Interpretation: the data that has been tabulated is then interpreted to get answers to 
the problem formulation 
4. Drawing conclusions 
  
RESULTS AND DISCUSSION  

The research began by interviews with key informants as SEOCA business owners 
to obtain initial information in conducting the research, with the following results: 

Table 1 : Result of Key Informant Interview 

NO Question Answer 

1 

Can you tell us the 
beginning reason to 
the establishment of 
the SEOCA business? 

So, this Seoca business has been running for more than 3 
years. My initial idea to start this business was because of 
the large amount of crops that were wasted and even 
unsold because the prices were very cheap. In addition, 
there is a supporting factor of health awareness regarding 
the impact of excessive consumption of animal meat. From 
there I was moved to conduct in-depth research and 
innovate to replace animal protein with vegetable protein. 

2 
How far has the 
marketing reach 
reached? 

As for marketing, it has now reached West Java, with 3 
distributors and 20 customers who always repeat orders. 

3 

Can you tell us about 
SEOCA's product 
marketing strategy 
from its inception 
until now? 

At first I did direct selling, I didn't know about online. At the 

same time, I also did a mapping of potential target markets, 

the term now is probably market research. After running for 

about 6 months, I just did an online sales strategy using a 

product branding strategy. From there I changed the brand 

name, changed the packaging, did nutritional tests, and made 

various product size options according to consumer demand, 

sir. 

4 
I would like to 
request customer 
recommendations to 

Yes, I'll share your WA number later. 
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support my research, 
is this allowed? 

Source : Key Informant, 2024 

After conducting interviews with key informants as business owners, the study 
continued by conducting interviews with customer informants who had been 
recommended by the business owner. The results of the study were obtained from in-
depth interviews with three customer informants representing different backgrounds, 
there are students, housewives, and civil servants. The main focus is to answer the 
formulation of the problem related to consumer preferences for Seoca Nugget product 
attributes and the reasons consumers choose this product as an alternative to vegetable 
protein. The data obtained were analyzed qualitatively through the stages of reduction, 
presentation, interpretation, and drawing conclusions to provide a comprehensive 
picture of consumer behavior. The results of the study and discussion answer the 
formulation of the problems that have been determined as follows: 

1. How do packaging, price, size, nutritional information, brand, and ease of access 

become the basis for consumers to buy Seoca? 

Table 2 : Result of How do packaging, price, size, nutritional information, brand, and 

ease of access become the basis for consumers to buy Seoca 

NO QUESTION 
ANSWER 

INTERPRETATION 
STUDENT HOUSEWIVES 

CIVIL 
SERVANT 

1 Is packaging 
a 
consideration 
when you 
buy Seoca? 

Of course yes, 
because with 
its attractive 
packaging, I'm 
finally curious 
to buy Seoca. 

Yes, I bought 
Seoca because 
apart from 
needing the 
product for my 
children's side 
dishes, I also 
bought it 
because the 
packaging is 
safe if stored 
for a long time. 

Yes, I'm curious 
about product 
packaging like 
this. Because I 
just saw it too 

Based on the three 
informants' 
answers, 
Packaging 
determines 
consumer 
preferences in 
purchasing Seoca. 

2 Is price a 
consideration 
when you 
buy Seoca? 

Yes, it is very 
basic because 
we as students 
have to adjust 
to our pocket 
money to buy 
something 

Yes, of course. 
Because I also 
have to think 
about other 
needs besides 
what is 
consumed 

No, the 
important thing 
is that the food 
is delicious but 
healthy. So if 
you eat a lot, it 
won't have any 
effect. 

Based on the 
answers of the 
three respondents, 
Price determines 
consumer 
preferences in 
buying Seoca. 
However, there is 
an upper middle 
class who does not 
consider the selling 
price of the 
product. 

3 Is size a 
consideration 
when you 
buy Seoca? 

Yes. Because 
with several 
choices, I can 
choose based 
on my needs. 

Yes, of course. I 
definitely buy 
it with a lot of 
contents, but 

Yes, I buy the 
big size so that 
it can be eaten 
by my family. 
But I also buy 

Based on the 
answers of the 
three respondents, 
size is the 
purchasing 
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the price is still 
affordable 

the small size, 
because it is 
suitable as a 
souvenir.  

preference for 
Seoca. 

4 Is nutritional 
information  
influence for 
your choice 
when 
purchasing 
Seoca? 

Of course. 
Because we 
are aware 
that as the Gen 
Z generation, 
we eat a lot of 

Yes. Because 
my child 
doesn't like to 
eat vegetables, 
I am looking 
for instant 
products but 
with sufficient 
nutritional 
content, 
besides that 
Seoca is also 
liked by my 
child 

Yes, when it 
comes to 
nutrition, I try 
as much as 
possible to find 
healthy food for 
my child. When 
buying food or 
snacks for 
children, I 
definitely look 
for the nutrition 

Based on the 
answers of the 
three respondents, 
nutritional 
information is an 
important 
preference in 
purchasing Seoca. 

5 Is brand 
influence for 
your choice 
when 
purchasing 
Seoca? 

No, For me, 
what's 
important is 
that it's cheap 
and delicious 

No, What's 
important is 
that the 
product is 
clear.  

No, I don't pay 
attention to the 
brand when I 
buy it. 

Based on the 
answers of the 
three respondents, 
all three answered 
that the brand was 
not a preference 
when purchasing 
Seoca. 

6 Is 
convenience 
a 
consideration 
when 
purchasing 
Seoca? 

Yes, because 
we are also 
stay at  
boarding 
house, so we 
also always 
need side 
dishes that are 
easy to get 

Yes, If it's easy, 
you can buy it 
anytime.  

Yes, If it suits 
you, you'll 
definitely want 
to buy it again. 
But if you have 
to buy it in a 
special place, 
it's a hassle. 

Based on the 
answers of the 
three respondents, 
convenience is a 
preference in 
purchasing Seoca 

Source : Primary Data, 2024 
 

2. How is the order of packaging, price, size, nutritional information, brand, and ease of 

use the basis for consumers to buy Seoca? 

Table 3 : Result of How is the order of packaging, price, size, nutritional information, 
brand, and ease of use the basis for consumers to buy Seoca 

QUESTION 
ANSWER 

INTERPRETATION 
STUDENT HOUSEWIVES 

CIVIL 
SERVANT 

If sorted by 
packaging, price, 
size, nutritional 
information, 
brand, and ease of 
access for 
consumers, what 
is the priority 
order that forms 

Nutritional 
Content, 
Accessibility, 
Packaging, 
Price, Size, 
Brand 

Nutritional 
Information, 
Accessibility, 
Price, 
Packaging, 
Size and Brand 

Nutritional 
Content, 
Packaging, 
Size, 
Accessibility, 
Price and 
Brand 

Based on the three 
answers from Consumers, 
the order of these 
attributes differs 
according to the sources, 
but the most dominant 
attributes are Nutritional 
Content, Ease of 
Obtaining, and Packaging. 
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the basis for 
purchasing 
Seoca? 

While the one that is not a 
preference is the brand. 

Source : Primary Data, 2024 
 

3. What attribute is the most dominant factor in Seoca purchasing preferences? 

Table 4 : Result of  the most dominant factor in Seoca purchasing preferences 

QUESTION 
ANSWER 

INTERPRETATION 
STUDENT HOUSEWIVES 

CIVIL 
SERVANT 

Based on Seoca 
product 
attributes 
consisting of 
packaging, price, 
size, nutritional 
information, 
brand, and ease of 
access for 
consumers, what 
is the most 
dominant factor 
in your purchase 
of Seoca? 

Nutritional 
Information. 
That's the 
reason I chose 
Seoca 

Nutritional 
Information 
from its 
products. 
Because this is 
the first time 
I've seen that 
there are 
complex 
proteins and 
nutrients that 
are processed 
into food 

Seoca 
Nutritional 
Content 

Based on the three 
answers from 
consumers, the most 
dominant attribute is 
nutritional information. 

Source : Primary Data, 2024 
 

4. What are the reasons consumers buy Seoca? 

Table 5 : Result of the reasons consumers buy Seoca 

QUESTION 
ANSWER INTERPRETATION 

 STUDENT HOUSEWIVES CIVIL SERVANT 

Why did you 
buy Seoca? 

Nutritional 
benefits 
from the 
product 

Moreover, this 
is a new 
innovation in 
food 
processing. 
The nutrition 
is also 
sufficient to 
meet protein 
needs even 
though it is 
from 
vegetables 

The nutritional 
content of the 
product. In my 
opinion, this is a 
variant in the 
food world. 
Because it can 
change 
vegetables that 
have similar 
content to 
chicken 

Based on respondents' 
answers, consumer 
preference for 
purchasing Seoca is due 
to the nutritional 
content of the product. 

Source : Primary Data, 2024 
 

The results of the study can be interpreted as follows: 
1. Consumer Preferences for Seoca Nugget Product Attributes 

The interview results showed that consumers assessed several Seoca Nugget 
product attributes differently, but there were similarities in terms of the attributes 
considered most important. Packaging attributes are one of the main factors that 
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consumers pay attention to. Attractive, informative, and practical packaging is 
considered to be able to increase the appeal of the product and give a professional and 
hygienic impression. Student informants stated that modern and environmentally 
friendly packaging is an added value, while housewives emphasized the ease of 
opening and storing the packaging as an important factor. Civil servants added that 
packaging that clearly includes nutritional information and expiration dates provides 
a sense of security in choosing a product. 

The price of the Seoca Nugget product is considered relatively reasonable by most 
informants, although it is not a dominant factor in purchasing decisions. Students and 
civil servants tend to consider price as a secondary consideration, as long as the 
product meets quality standards and health benefits. On the other hand, housewives 
are more sensitive to price because they have to adjust to the family budget, but still 
prioritize the quality and nutritional value of the product. 

Product size is also a concern for consumers, especially related to consumption 
needs and ease of serving. Informants stated that the size of the nuggets that are not 
too big or too small makes it easier to arrange portion sizes and storage. Proportional 
sizes are considered more practical and economical, so they can meet family needs 
without causing waste. 

Nutritional information is the most dominant attribute and is the main priority in 
consumer preferences. The three informants agreed that the high vegetable protein 
content and clear nutritional value on the packaging were the main reasons for 
choosing Seoca Nugget. This information provides confidence that this product is 
healthy and can be a good alternative to meet daily protein needs, especially for those 
who want to reduce their consumption of animal meat. The clarity of nutritional 
information also helps consumers make more conscious and responsible decisions 
about health. 

The Seoca Nugget product brand has a relatively small influence on purchasing 
decisions. Informants stated that the brand is not yet a major factor because this 
product is still relatively new and does not have a strong reputation in the market. 
However, they hope that the Seoca brand can continue to be developed and widely 
known in order to increase consumer confidence in the future. 

Ease of obtaining or product availability is also an important factor influencing 
consumer preferences. Informants stated that products that are easy to find in various 
stores, supermarkets, or through online platforms will be preferred because they 
provide convenience and efficiency in purchasing. Consistent product availability also 
increases consumer loyalty and strengthens the product's position in the market. 

2. Order of Attribute Priorities in Purchasing Decisions 

Based on the results of interviews and data analysis, the order of attribute 
priorities that form the basis of consumer purchasing decisions for Seoca Nugget is as 
follows: first, nutritional information; second, ease of obtaining; third, packaging; 
fourth, size; fifth, price; and sixth, brand. This order reflects that consumers prioritize 
health aspects and ease of product access over price and brand factors. 

Nutritional information is the main priority because consumers are increasingly 
aware of the importance of balanced and healthy nutritional intake. Ease of obtaining 
is the second priority because consumers want products that are practical and easy to 
obtain without having to look in many places. Attractive and informative packaging 
supports purchasing decisions by giving a professional impression and making it 
easier for consumers to choose products. The appropriate product size is also an 
important consideration to meet flexible consumption needs. Price and brand, 
although they play a role, are not the main factors in the context of this product, 
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especially because the product is still in the introduction stage and consumers are 
more focused on health benefits. 

3. Dominant Attributes in Consumer Preferences 
From the order of priorities, the nutritional information attribute appears as the 

dominant attribute that greatly influences consumer preferences. Consumers 
consider that the vegetable protein content in Seoca Nugget is almost equivalent to the 
protein content in chicken nuggets, so this product is considered a healthy and 
practical alternative. The clarity of nutritional information on the packaging gives 
consumers confidence in choosing products that suit their health needs. 

Ease of obtaining is also a dominant attribute because consumers want products 
that are not only healthy but also easily accessible. Products that are available in 
various distribution channels, both offline and online, provide significant added value 
in purchasing decisions. Practical and informative packaging supports this dominant 
attribute by providing ease of storage and use of the product. 

4. Reasons Consumers Choose Seoca Nugget as an Alternative to Vegetable Protein 
The main reason consumers choose Seoca Nugget is because this product offers a 

healthy, practical, and environmentally friendly vegetable protein alternative. 
Consumers interviewed stated that they wanted to reduce their consumption of 
animal meat for health, ethical, and environmental reasons. Seoca Nugget, made from 
natural ingredients such as cassava, soybeans, and oyster mushrooms, provides a 
solution that meets these needs. 

In addition, consumers appreciate the added value of products that support local 
farmers through the use of organic materials. This product is also considered more 
economical and easy to serve compared to cooking vegetable protein sources from 
raw materials. This practicality is very important for consumers with busy lifestyles, 
such as students and civil servants. 

The results of this study confirm that consumer preferences for Seoca Nugget 
products are greatly influenced by health aspects and ease of product access. Clear 
nutritional information and ease of obtaining the product are the dominant factors that 
drive purchasing decisions. Attractive packaging and appropriate product size also play 
an important role in supporting consumer preferences. Price and brand, although they 
play a role, are not the main factors in the context of this product, especially since the 
product is still in the introduction stage in the market. This study provides a 
comprehensive picture of consumer behavior in choosing plant-based processed 
products, especially Seoca Nugget, and provides a strong basis for manufacturers to 
develop more targeted products and marketing strategies. By understanding consumer 
preferences and reasons, manufacturers can increase product competitiveness and 
expand market share in the healthy and sustainable food industry. 

 
CONCLUSIONS  

Through this study, it can be seen that the preference for purchasing vegetable 
nuggets is based on the attributes of packaging, size, nutritional information and ease of 
obtaining. Price and brand are not so important preferences in purchasing. If sorted, 
based on the three answers from consumers, the order of these attributes differs 
according to the informants, but the most dominant attributes are Nutritional Content, 
Ease of Obtaining, and Packaging. While the one that is not a preference is the brand. 
Nutritional content is the dominant attribute based on consumer preferences to buy 
Seoca because the nutritional information provided is clear and covers the content of 
Seoca products. Based on these findings, to increase consumer preferences, vegetable 
nuggets producers must ensure that the nutritional information obtained is equivalent 



 

22 
 

to the content of chicken nuggets. Consumer preferences to buy Seoca as an alternative 
protein are getting stronger because the nutritional information obtained shows that 
the vegetable protein content in this product is almost equivalent to the protein content 
in chicken nuggets. Many consumers are increasingly aware of the importance of a 
healthy and sustainable diet, so they prefer plant-based products as a step to reduce 
consumption of animal products. In addition, the almost the same protein content 
provides confidence for consumers that they can still meet their protein intake needs 
without having to sacrifice the nutritional quality they need to support their daily 
activities. So that the vegetable nutritional information on Seoca is the main factor 
influencing consumer preferences to choose this product as a substitute for chicken in 
their daily consumption. This study is the basis for further research that will be 
conducted by researchers, considering that the research was conducted in the Kediri 
area, so it cannot yet conclude in a wider scope because consumer behavior is something 
that is quite complex. Therefore, the suggestion for further research is to conduct similar 
research with a quantitative approach by distributing questionnaires related to 
consumer preference attributes in purchasing Seoca with samples taken from several 
consumers in Indonesia and with different economic, sociological, psychological and 
geographical conditions.  

 

REFERENCE 

Adwimurti, Y., & Sumarhadi. (2023). Pengaruh Harga dan Promosi terhadap keputusan 

pembelian dengan kualitas produk sebagai variabel Moderasi. Manajamen Dan Bisnis, 

3(1). 

Ananda, S. H., Nendissa, D. M., & Nendissa, S. J. (2023). Teknologi Pengolahan Pangan (A. 

Masruroh (ed.)). CV Widina Media Utama. 

Awaluddin, S. P., Abdullah, Azis, I., Nurani, & Muntasir. (2022). Pelatihan Produksi dan 

Pemasaran Produk Nugget Nabati untuk Membentuk Wirausaha Baru di Bonto Langkasa 

Kabupaten Pangkep. Jurnal Pengabdian UNDIKMA:Jurnal Hasil Pengabdian & 

Pemberdayaan Kepada Masyarakat, 3, 222. 

Bhirawa, S.W.S., Larasati, D.S.A., Putri, E.N.C., Kusuma, B., Anitasari, S., Meilina, R. (2024). 

Analisis Keputusan Konsumen Dalam Membeli Minyak Goreng Di Kabupaten 

Nganjuk. JURNAL NUSANTARA APLIKASI MANAJEMEN BISNIS, 9(2), 410-420. 

Dewi, D. L. S., Lutfiah, Z., & Hayati, M. (2024). Sosialisasi Nugget Sayur Untuk 

Meningkatkan Konsumsi Sayur Organik Di Kelurahan Sukun Kota Malang. 

PERTANIAN: JURNAL PENGABDIAN MASYARAKAT, 5(2), 2. 

Fadli, M. R. (2021). Memahami desain metode penelitian kualitatif. Humanika, 21(1), 33–54. 

https://doi.org/10.21831/hum.v21i1.38075 

Harinie, L. T., Triyono, A., Saputri, M. E., Hanafiah, H., Arissaputra, R., Wijaya, N. P. N. P., 

Suyatno, A., Rahayu, T., Syahputra, Warnadi, Khasanah, J. S. N., Yuswono, I., Sakti, D. 

P. B., Ilham, B. U., & Mansur, D. M. (2023). Perilaku Konsumen dan Strategi Pemasaran 

(M. A. Wardana (ed.)). CV Intelektual Manifes Media. 

Hasbi, A. R. (2019). Preferensi Konsumen dalam Keputusan Pembelian Produk Nugget Ayam 

di Kota Palopo. AGROVITAL : Jurnal Ilmu Pertanian, 4(1), 5. 

https://doi.org/10.35329/agrovital.v4i1.317 

Ilfada, D. N. E., Rahmah, J., Mariana, Sari, M., & Rahayu, S. (2024). Mempertahankan Nutrisi 

Protein Melalui Bahan Makanan Nabati Untuk Meningkatkan Status Gizi Masyarakat. 

Jurnal Inovasi Global, 2(1). 

Khoirunnisa, S., Wuryastuti, S., & Suratno, T. (2021). Kepercayaan Diri Siswa Sekolah Dasar 

Saat Penggunaan Media Ludo Fauna: Studi Narrative Inquiry Mengenai Hewan di Sekitar. 

DIDAKTA, 1(3). 



 

23 
 

Larasati, D. S. A., Putri, E. N. C., Kusuma, B., Anitasari, S., & Meilina, R. (2022). ANALISIS 

PREFERENSI KONSUMEN DALAM MEMBELI MINYAK GORENG. Seminar 

Nasional Manajemen, Ekonomi Dan Akuntasi, 7. 

Meilina, R., Hakimah, E. N., Ernestivita, G., Raharjo, I. B., & Fadilah, A. O. (2022). 

Optimalisasi strategi pemasaran untuk penguatan kelompok umkm desa karangtalun 

kabupaten Kediri. Abdimas Akademika. 

Meilina, R., Birawa, S.W.S., Forijati. (2022). Knowledge Management In Micro Enterprises 

As One Of The Key Success Factors In Business Management. International Journal of 

Advances in Engineering and Management, 4 (5). pp. 2691-2695. ISSN 2395-5252 

Rahmayun, DF, A., & LDD, S. (2023). Karakteristik Kimia Dan Organoleptik Nugget Sayuran 

Dari Jamur Tiram Dan Kacang Merah. Sains Dan Teknol Pangan, 8. 

Ritonga, H. M., Fikri, M. El, Siregar, N., Agustin, R. R., & Hidayat, R. (2019). Manajemen 

Pemasaran : Konsep dan Strategi (1st ed.). CV MAHAJI. 

Sumantri, B., Ali, A., & Johan, V. S. (2015). Pemanfaatan Tempe Dengan Jamur Tiram 

(Pleurotus ostreatus) Dalam Pembuatan Nugget. Jom Faperta, 2(2). 

Tohari, A., Sugiono, Irmayanti, E., Solikah, M., Meilina, R., Sandy, T.A. (2025). The Impact 

of Word of Mouth, Product Quality, and Price on Trust and Repurchase Intentions: A 

SEM-Based Case Study of Indonesian Live Streaming E-Commerce, Int. J. Anal. Appl., 

23, 113. 

Uceo. (2016). Preferensi Konsumen dan Tahapannya. Universitas Ciputra. 

Will, C. (2021). Nutritional composition, dietary intakes and human health effects of chicken 

meat. National Chicken Council, 3(1). 

 
 
 
  


