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ABSTRACT 

 

The homecare detergent industry has now been 

dominated by some brands only and thus has made this 

industry a very interesting one to penetrate. Women’s 

perceptions on the products in this industry are also 

challenging to be studied since they are influenced by 

difference of needs, experiences, and understandings. 

This study aims to investigate the buying decision of 

housewives in Surabaya in choosing homecare 

detergent product, in order to determine appropriate 

production strategy and marketing strategy for end-

user.  

The populations were all 25-64 years old productive 

housewives in Surabaya. The samples were selected by 

conducting proportionate stratified random sampling. 

Isaac and Michael’s formula was used to select the 

samples of 96 housewives.  

This study uses conjoint analysis, where there were 

four attributes of homecare detergent product became 

the variables, namely product effectiveness, thickness, 

foam and package or wrapping. The data obtained 

through questionnaire distributed to all respondents, by 

asking them to order the combination of stimuli given 

to them based on their preferences. The findings 

showed that the most prioritized attribute was 

effectiveness factor with importance value 35.943%, 

followed by wrapping factor 27.845%, foam factor 

23.925%, and lastly by thickness factor 12.288%. The 

effectiveness factor has become the most prioritized 

attribute for the respondents in buying homecare 

detergent product.  
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INTRODUCTION 

Detergent is one of the cleaners that are used widely, and its demands have grown due 

to increasing population and clean lifestyle. Total market value for industry segment for 

homecare detergent was about 2 billion rupiahs in 2011 and was estimated to reach 2.5 

billion rupiahs in 2015.  

Although homecare detergent industry has big value, for about 2 trillion rupiahs per 

year, this market segment has only been dominated by several famous brands. So Klin, 

Superpel, Wipol, and SOS have received 80% market share in the segment of floor 

cleaner and the segment of toilet cleaner is dominated by Harpic, Domestos, Vixal, 

WPC, Porstex, SOS carbol cleaner and Bebek. By vast growth every year (6% CAGR), 

supported by the industry value growth of liquid detergent that has reached 40%, and 

the minimum competition, the market of liquid homecare detergent is a very interesting 

target. WIPE cleaner is a company founded in the mid-2014 and located in Surabaya. 

This company produces innovated product of multifunction liquid homecare detergent.  

In its development, Small Medium Enteprises (SME) industry is required to keep 

inovating to compete with other industries and even larger industries with larger 

capacity and better quality. Therefore, if a SME industry wants to survive, especially in 

this era of globalization, SME is required to improve their quality persistently, stability, 

and improve the short comings of production process in order to survive in industry 

competition. During the existence of this home manufacture company, WIPE, there are 

four confusing attributes that influence buying decision, which are: (1) effective, (2) 

thickness, (3) foam, and (4) package.  

These four attributes are chosen based on feedbacks and complaints from the agents of 

WIPE who are located in Surabaya and Malang. Each consumer has different 

perceptions about products they prefer, therefore through their feedbacks and product 

complain, manager will understand what kinds of attributes that most people favor.  

 

LITERATURE REVIEW 

Buying Decision  

According to Kotler and Armstrong (2010:177), the phases of consumers’ buying 

decision are as follows:  
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Figure 1. Steps of Consumers’ Buying Decision 

Source: Kotler and Armstrong (2010) 

 

Perception 
According to Hawkins and Mothersbaugh (2010:278), perception is a process that is begun by 

consumers’ description to pay attention on the certain stimuli and ended with certain 

interpretation or perception.  

 

 

 

 

 

 

 

 

 

 

Figure 2. Definition of Perception according to Experts 

Source : Sumarwan (2011) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Definition of 

perceptions 

according to 

experts 
Perceptionis a process where an individual gets information, 

follows the information, and understands that information 

(Mowen, 1998). 

Perceptionis a process where an individual chooses, manages, 

and describes a stimuli as a meaningful and logic description 

(Schiffman and Kanuk, 2010). 
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Product 

According to Kotler and Armstrong (2010:250) there are three levels of product:  

 

 
Figure 3. The Level of Product 

Source: Kotler and Armstrong (2010) 

 

Product Attribute  

According to Philip Kotler and Gary Armstrong (2010:272), a product with its attributes 

of product is one means of marketers’ main positioning. Attributes have a direct impact 

on the performance of the product or service. Therefore, attributes are closely associated 

with value and consumer satisfaction.  

 

RESEARCH METHODS 

This study used quantitative conjoint analysis as its method. The populations were 25-

64 years old productive housewives in Surabaya. Based on Statistics Indonesia in 2015, 

the total number of females in Surabaya was 1.422.676, while the percentage of 

productive age in Indonesia was 66.5%, thus it was estimated in 2015 that the number 

of productive females in Surabaya was 946.080. According to Sugiyono (2014:158), 

Isaac and Michael’s formula to count the number of size for known samples can be 

applied to determine the size of sample for this study, which is as follows:  
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This study used proportionate stratified random samplings its sampling 

technique. This technique was used since the population was heterogeneous and 

stratified proportional. The followings are details for the samples.  

 

Table 1. The Number of Selected Sample Using Proportionate Stratified Random 

Sampling Technique. 

Age  Selected sample (96 samples) 

25-34 years old (31%) 29,76 = 30 people 

35-44 years old (30%) 28,8 = 29 people 

45-54 years old (24%) 23,04 = 23 people 

55-64 years old (15%) 14,4 = 14 people 

TOTAL 96 samples 
 

The data were collected through questionnaire distributed to 96 respondents. The researchers 

distributed the questionnaires in four places, namely Pasar Modern, Hypermart Supermall 

Pakuwon Indah, Hypermart Ciputra World Surabaya, and the community of family welfare 

movement (PKK).  In this study, the instrument was used to collect ordinal data by ranking the 

data by using 24 combination of available product attributes (3x2x2x2 = 24). In this study, the 

variables to observe were the attributes of WIPE Product which were (1)effective, (2)thickness, 

(3) foam and (4) package or wrapping. 
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Table 2. Conjoint Analysis Stimuli 

 
 

FINDINGS AND DISCUSSIONS  

Overall Statistics 

Table 3. Overall Utilities 

Utilities 

 Utility 

Estimate 

Std. 

Error 

Effective 

Stainless 2.570 .360 

Glass -.615 .360 

Ceramic -1.955 .360 

Thickness 
Liquid .273 .254 

Thick -.273 .254 

Foam 
Not foamy  -1.162 .254 

Foamy 1.162 .254 
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Package 
Sachet -2.183 .254 

Bottle 2.183 .254 

(Constant) 12.504 .254 

 

Based on the statistical evidences, the utility value in the level for effectiveness was 

2.570 for stainless, -0.615 for glassand -1.955 for ceramic. It can be interpreted that all 

respondents favored its effective for stainless cleaner (positive symbol), and did not 

favor its effective for glass and ceramic (negative symbol). 

For the thickness factor, the biggest utility value was found in the liquid level which 

was 0.273, followed by thick level at -0.273. This means that all respondents favored 

ready to use or liquid detergent (positive symbol) without having to mix it with water 

first.  

For the foam factor, the biggest utility value was found in the foamy level which was 

1.162 and followed by non foamy level which was -1.162. This means that all 

respondents favored foamy detergent (positive symbol).  

For the wrapping factor, the biggest utility value was found in the bottle which was 

2.183 and then followed by sachet for -2.183. This means that all respondents favored 

detergent packaged in plastic bottle (positive symbol).  

 

Table 4. Overall Importance Value 

Importance Values 

Effectiveness 35.943 

Thickness  12.288 

Foam 23.925 

Package 27.845 

 

The importance values show the level of importance of each factor (effectiveness, 

thickness, foam, and package). The larger its value, the more important that factor in 

influencing respondents’ preference to make purchase. Based on the data on Table 4, 

the biggest importance values was effectiveness factor which was 35.943%, followed 

by package which was 27.845%, foam with 23.925%, and the smallest value was 

thickness with 12.288%. The effectiveness factor is the most considered factor 

prioritized by the respondents when choosing to buy homecare detergent product.  

Table 5. Overall Correlation 

Correlations
a
 

 Value Sig. 

Pearson's R .945 .000 

Kendall's tau .833 .000 

 

The value according to Pearsonand Kendall’stests shows the correlation between 

respondents that was used as the basis of correlation measurement. Correlation value 

shows strong relationship between estimation and actual respondents. If the value is 

larger than 0.5, then there is a strong correlation between estimation and actual. The 
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above table shows that the values obtained from Pearson and Kendall’s test were larger 

than 0.5, therefore they have proven that there is a strong correlation between estimation 

and actual, and there is a very high predictive accuracy in this conjoint process.  

Furthermore, correlation can also be proven by the significance level at Pearson and 

Kendall’s tests. The followings are the discussion on significance level in this study:  

Hypothesis:  

H0 : there was no strong correlation between estimates variables and actual 

variables.  

H1 : there was strong correlation between estimates variables and actual variables. 

Rules:  

If probability (significance) > 0.05 then the Ho was accepted.  

If probability (significance) < 0.05 then the Ho was rejected.  

The values of significance level obtained from Pearson and Kendall’s test showed 

similar value which was 0 (lesser than 0.05). Since the significant value was lesser than 

0.05, then the Ho was rejected. In other words, there was a strong correlation between 

estimates variables and actual variables, and the prediction accuracy for all respondents 

was good.  

 

CONCLUSIONS AND RECOMMENDATIONS  

Conclusions: 
1. Consumers’ priority for the product attribute of homecare detergent is effectiveness 

factor with importance value 35.943%, followed by package factor 27.845%, and then 

foam factor 23.925%, and the last factor is thickness factor 12.288%. It means that 

effectiveness factor is the factor that is most prioritized by respondents in buying 

homecare detergent product.  

2. For effective attribute, the effectiveness of product in cleaning stainless steel has 

become main priority in buying homecare detergent product.  

3. For thickness attribute, liquid texture has become main priority in buying homecare 

detergent product.  

4. For foam attribute, foamy has become main priority in buying homecare detergent 

product.  

5. For package attribute, plastic bottle that can be pushed has become main priority in 

buying homecare detergent product.  

 

Recommendations:  
1. Recommendations for WIPE company  

a. To create more new products with specification for stainless steel. Furthermore, 

to make new effective product for each category of toilet cleaners and kitchen 

appliances cleaners.  

b. To make liquid ready to use product, therefore consumers do not have to mix 

the product with water anymore.  

c. To give more foam booster for more foam.  

d. To produce economic package with 250 mL/300 mL sizes for the consumers. 

This small and economic package will attract new consumers to try the product 

since it is less expensive.  

2. Recommendations for future researches  
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a. To not use price attribute in conjoint analysis since the level of attributes are 

already comparable. Respondents will surely choose less expensive product 

instead of the more expensive ones. If the price attribute must be analyzed in 

order to study about perception or consumers’ buying decision, then it is 

suggested to use other analysis tool instead of using conjoint analysis tool.  

b. To not study many attributes and levels of attribute, since it will make 

respondents face difficulties in ordering the stimuli preferences, and hence will 

negatively influence the result of research.  
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