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food by Indonesians. Therefore, intensive education to the public helps to improve the general 
knowledge of organic rice in general. Organic rice is significantly different, compared to non-organic 
rice, in terms of cultivation process, price, taste, nutritional content, and environmental benefits. The 
second or alternative WT strategy is to improve rice packaging safety and informativeness. Packaging 
greatly influences product quality and consumers' willingness to shop. Thus, attractive and informative 
packaging fosters consumer confidence in a product. 

4. Conclusion

Based on the results of analysis, the Pangudi Boga farmer group's marketing position is in the V 
quadrant, with IFE and EFE values of 2.420 and 2.864, respectively, indicating a keep and maintain 
position. The possible alternative strategies include improving human resources quality with training 
and mentoring, maintaining the consumer service quality, working with partners to expand market share, 
utilizing information technology (social media) for promotional activities, maintaining organic rice 
quality to maintain consumer loyalty, building organic rice's image in the eyes of consumers, and 
improving packaging safety and informativeness. 
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