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AGRICULTURAL  DEVELOPMENT POLICY DIRECTION 

Advanced,	
  Independent	
  &	
  Modern	
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q Act	
  smart,	
  precise,	
  &	
  fast	
  in	
  achieving	
  
be4er	
  performance	
  (Advanced);	
  

q Op:mizing	
  owned	
  resources	
  
(Independent);	
  

q U:lizing	
  the	
  latest	
  technology	
  (Modern)	
  



Improving	
   hor6cultural	
   compe66veness	
  
through	
   increased	
   produc:on,	
   produc:vity,	
  
market	
   access,	
   logis:cs	
   supported	
   by	
  modern	
  
environmentally	
   friendly	
   agricultural	
   systems,	
  
as	
   well	
   as	
   encouraging	
   increased	
   product	
  
added	
  value	
  for	
  the	
  welfare	
  of	
  farmers	
  

HORTICULTURAL DEVELOPMENT POLICY DIRECTION 

“ 



Business	
   compe::on,	
   especially	
   for	
   MSMEs,	
   is	
   now	
   growing	
   and	
  
geGng	
  tougher.	
  Every	
  day	
  new	
  products	
  appear.	
  
Hor:cultural	
   products	
   are	
   not	
   leJ	
   behind,	
   many	
   product	
  
innova:ons	
   have	
   been	
   produced.	
   But	
   not	
   without	
   problems,	
   the	
  
perishable	
   nature	
   of	
   hor:cultural	
   products	
   is	
   a	
   problem.	
   This	
   is	
  
inseparable	
   from	
   packaging	
   technology.	
   The	
   appearance	
   of	
   the	
  
packaging	
  will	
  also	
  be	
  the	
  main	
  support	
  in	
  product	
  marke:ng	
  

PACKAGING	
  AND	
  LABELLING	
  



A	
  "product"	
   is	
  closely	
  related	
  to	
  packaging.	
  Without	
  packaging,	
  the	
  product	
  
cannot	
   be	
   called	
   a	
   product	
   Therefore,	
   the	
   packaging	
   must	
   be	
   made	
   as	
  
a4rac:ve	
  as	
  possible,	
  in	
  order	
  to	
  increase	
  product	
  sales.	
  In	
  addi:on	
  to	
  being	
  
a4rac:ve,	
   packaging	
   must	
   be	
   able	
   to	
   maintain	
   product	
   quality	
   when	
   it	
  
reaches	
  consumers	
  

WHAT	
  IS	
  PACKAGING	
  	
  



Every	
  product	
  is	
  content	
  and	
  packaging,	
  so	
  that	
  packaging	
  does	
  not	
  
mean	
  waste	
  and	
  sales	
  costs,	
  but	
  rather	
  a	
  unit	
  with	
  its	
  contents	
  that	
  
can	
   liJ	
  the	
   image	
  and	
  added	
  value	
  of	
  the	
  product,	
  and	
  can	
  protect	
  
the	
  product	
  properly.	
  

WITHOUT	
  PACKAGING,	
  CAN	
  THE	
  PRODUCT	
  BE	
  SOLD	
  ?	
  



Hermawan	
   Kartajaya,	
   an	
   expert	
   in	
  
marke:ng,	
   said	
   that	
   technology	
   has	
  
changed	
   the	
   func:on	
   of	
   packaging,	
  
people	
  used	
  to	
  say	
  
“Packaging	
   protects	
   what	
   it	
   sells	
   .”	
  
Now,	
   “Packaging	
   sells	
   what	
   it	
  
protects”	
  	
  
In	
  other	
  words,	
  packaging	
  is	
  no	
  longer	
  
a	
   protector	
   or	
   a	
   container	
   but	
   must	
  
be	
  able	
  to	
  sell	
  the	
  product	
  it	
  packs.	
  

IMPORTANCE	
  OF	
  PACKAGING	
  



§  Protect	
   the	
   product	
   from	
  
p h y s i c a l 	
   d a m a g e	
  
( c r u s h e d , 	
   b r o k e n ,	
  
dented),	
  changes	
  in	
  water	
  
content	
  (sluggish)	
  and	
  the	
  
influence	
  of	
  light	
  

§  Provid ing	
   informa:on	
  
about	
   products	
   through	
  
packaging	
  labels	
  

§  Ease	
   of	
   handling,	
  
transporta:on	
   and	
  
distribu:on	
  

PACKAGING AND LABELLING 

§  Keeping	
   food	
   products	
  
clean,	
   protected	
   from	
  
dirt	
  and	
  contamina:on	
  

1

2

5 

8 

§  Easy	
  to	
  open/close	
  3 

4 

7 

§  Easy	
  to	
  store	
  

§  Uniform	
   product	
  
shape,	
   size	
   and	
  
weight	
  

6 

§  Provide	
   an	
   a4rac:ve	
  
appearance	
   to	
   add	
  
selling	
  value	
  



PACKAGING LABEL FUNCTION 

1	
  
•  Give more appeal to the product	
  

2	
  
•  As a product identity so that it is easily recognizable	
  

3	
  
•  Means of communication with customers by providing information 

about products to customers	
  

4	
  
•  Make it easier for manufacturers to identify their products if 

problems occur	
  



A	
  

B	
  

C	
  

BRAND FUNCTION 

A •  As	
  an	
  iden:fica:on	
  mark,	
  dis:nguishing	
  one	
  
product	
  from	
  other	
  similar	
  products	
  

B 

C 

•  As	
  a	
  promo:onal	
  tool	
  
 

•  Product	
  origin	
  informa:on	
  (who	
  made	
  it)	
  
 
•  As	
  a	
  guarantee	
  of	
  product	
  quality	
  

•  Genera:ng	
  customer	
  
confidence	
  in	
  the	
  product	
  

C 

C 



Hor:cultural	
  products	
  generally	
  have	
  
proper:es	
   that	
   are	
   easily	
   damaged	
  
by	
   bacterial	
   contamina:on,	
   sunlight	
  
and	
   odors.	
   Apart	
   from	
   processing	
  
technology,	
   what	
   needs	
   to	
   be	
  
considered	
   is	
   the	
   selec:on	
   of	
   the	
  
appropriate	
   type	
   of	
   packaging	
   for	
  
each	
   product,	
   so	
   that	
   the	
   product	
  
can	
   last	
   longer	
   and	
   of	
   course	
  
increase	
  

HOW	
  TO	
  CHOOSE	
  THE	
  RIGHT	
  PACKAGING	
  FOR	
  THE	
  PRODUCT	
  



Chilli paste , Grobogan, Jawa Tengah  

Shreded	
  chilli	
  Nurmi,	
  Temanggung,	
  Jawa	
  
Tengah	
  

Banana	
  Chips,	
  Gorontalo	
  

Hor:culture	
  
products,	
  
Rumpun	
  Padi,	
  
Wonosobo,	
  
Jawa	
  Tengah	
  

Fried	
  shallot	
  Superbram,	
  	
  
Kulon	
  Progo,	
  DIY	
  



EXAMPLE FOR PACKAGING OF HORTICULTURAL PRODUCTS 



INOVATION MARKETING OF HORTICULTURAL PRODUCT 

TOKOPEDIA	
  SHOPEE	
  



Thankyou
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