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Abstract
This study aims to determine the marketing mix strategy of tempe processing business in Bajo District, Luwu regency by using miles and hibermen’s interactive analysis. This study found that tempe companies in Bajo Sub-District, Luwu Regency apply a tempe production strategy, by trying to produce quality tempe based on available budget capabilities, where measures will be tweaked when raw material prices increase while taking into account that production results can still compete in the market, The two tempe entrepreneurs in Bajo District, Luwu Regency, have the same strategy in setting prices by prioritizing elements of careful calculation without reducing quality (tempe flavour) because they face competitors who tend to lower prices in competition, Tempe entrepreneurs in Bajo District choose to increase their sales outlets in traditional markets around Luwu Regency in order to increase sales turnover by selling alone or in collaboration with other traders who already have cooperative ties, Promotion by taking a direct approach to consumers by means of word-of-mouth promotion was carried out by Mr. Syamsul Karim and Mr. Hendra because they both considered the most effective way, without having to use other media promotion because this method more closer proximity to consumers and both did not have a brand.
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Abstrak 
Tujuan penelitian ini untuk mengetahui strategi bauran pemasaran bisnis pengolahan tempe di kecamatan Bajo, Kabupaten Luwu dengan menggunakan analisis interaktif miles dan hibermen. Penelitian ini menemukan bahwa perusahaan tempe di kecamatan Bajo, Kabupaten Luwu menerapkan strategi produksi tempe dengan mencoba memproduksi tempe berkualitas berdasarkan kemampuan anggaran yang tersedia, dimana langkah-langkah di ubah ketika harga bahan baku naik dengan mempetimbangkan hasil produksi masih dpat bersaing di pasar, memiliki strategi yang sama dalam menetapkan harga dengan mengedepankan perhitungan yang matang tanpa mengurangi kualitas (rasa tempe) karena menghadapai kompetitor yang cenderung menurunkan harga dan untuk meningkatkan penjualannya di pasar tradisional dengan berjualan sendiri atau bekerjasama dengan pedagang lain dan melakukan pendekatan langsung kepada konsumen melalui promosi dari mulut ke mulut yang dilakukan oleh bapak Syamsul dan bapak Hendra karena sama-samam mengganggap cara yang paling efektif tanpa harus menggunakan media promosi lain karena metode ini lebih efektif dan tidak memiliki merk. 

Kata kunci: Bauran pemasaran, bisnis, tempe

1. INTRODUCTION 
Tempe processing business is one of the food businesses in Bajo District, Luwu Regency. managed by households on a small and micro scale. As small and micro companies, Tempe business, faces quite competitive competition. Thus an adequate strategy is needed to generate maximum and sustainable profits from optimizing costs and sales.
On the sales side, in marketing management there is a strategy known as the marketing mix, which is an activity in marketing that is carried out in an integrated manner so as to satisfy the target market (Alma, 2014). This means that this activity is carried out simultaneously between the elements in the marketing mix itself without any support from other elements. The elements in the marketing mix consist of product, price, place, and promotion, so that each element requires a separate strategy (Borden N H, 1964).
Even though as a company on a small and micro scale, tempe processing businesses still have to use a marketing mix strategy because the product, price, location and promotion elements are still closely related to the tempe processing business, so the marketing mix strategy plays an important role in marketing goods or services to maintain their business, in line with Nurhadi's statement (2019). 
Based on the background of the problem, this prompted the writer to examine what marketing mix strategies were used by tempe businesses in Bajo District, Luwu Regency to maintain their business. Therefore, the author is interested in taking the title "Marketing Mix Strategy for Tempe Business in Bajo District, Luwu Regency".
2. LITERATURE REVIEW 
Marketing mix is a combination of several variables used as a means by the company to meet or serve the needs and desires of consumers. So that from the needs and desires of consumers, the management in a company should be able to combine the components in the marketing mix (marketing mix). Borden N H, (1964). In other words, from the existence of these components an effort to achieve the goal, namely in marketing its products. The main components in the marketing mix are:
Place is defined as a distribution channel, while for service production, place is defined as a place for services. In the current economic situation, producers do not directly sell their products to consumers. However, in developing market share, many producers go through intermediary stages to market their products. Some intermediaries such as wholesalers and retailers who buy and resell their wares are called intermediary traders. The intermediary in economic terms is called distribution
Products are goods or services produced for use by consumers to meet their needs and provide satisfaction. Products can also be defined as anything that can fulfill a want or need in terms of use, consumer or acquisition. In the marketing mix, price is an important factor in determining the marketing domain allocated by a company. Of the four factors that determine the marketing mix, price is the only element that provides income or income for the company. Meanwhile, according to Basu Swastha (2014), price can be defined as an amount of money plus some goods if possible needed to get a combination of goods and services.
According to Stanton W J (1996), suggests that the price of the amount of money needed to obtain some combination of a product or service accompanying it, whereas according to Kotler and Armstrong (2008) price is the amount of money charged for a product or service, or the amount exchanged the product or service.

3. RESEARCH METHODS
This research was conducted on tempe entrepreneurs in Bajo District, Luwu Regency, as many as 2     companies located in Bajo Village and Balla Village. This location was chosen because the authors wanted to review or want to know the marketing mix strategy carried out by the tempe entrepreneurs to maintain their business, in the face of tempe market competition. The data analysis used in this study is Miles and Huberman's (1984) Interactive Analysis, through data collection using research instruments such as interviews, observation.
4. RESULTS AND DISCUSSION
The first tempe business owned by Mr. Syamsul Karim is a small and medium business located in Balla Village, Bajo District, Luwu Regency which was founded in 2012 and has been running well for almost 10 years until now, the owner of this Tempe Business is from Java. Syamsul Saleh and Juhra started the Tempe Business from scratch by making tempeh in the family kitchen, and grew to have 6 employees.
The second tempeh business was owned by Mr. Hendra who used to be a farmer. With (3) three children at that time, the income as a farmer was very minimal in the sense that he was unable to meet decent living needs. In 2018 Mr. Hendra and his wife got a tempe business idea. We know that the tempe market at that time was still wide open because many people in the Bajo District liked tempeh. As time went on, it turned out that the results of selling tempeh could support the daily needs of the family, and there was an increasing desire to have a strategic and adequate place to be able to develop the tempe business.
Table 1 
Characteristics of Respondents tempe
	NO
	NAME
	AGE
(Year)
	BUSINESS START
	ADRESS

	1
	Syamsul Karim
	48
	2012
	Desa Balla Kec, Bajo

	2
	Hendra
	43
	2018
	Kelurahan Bajo


Product
"Syamsul Karim said that there are several things that need to be considered in the business of making tempeh, which will affect production, namely raw materials, capital, labor, and technology Raw material. 
The problem or obstacle that sometimes occurs with the raw materials for making tofu and tempeh is the increase in soybean prices. However, the increase in raw material prices is not a big problem for the Syamsul Karim Tempe Industry in Balla Village. In dealing with rising raw material prices, Syamsul Karim has a strategy to overcome this, namely by reducing the size of the tempe.
Capital, Syamsul Karim as the owner of the Tempe Industry uses capital efficiently and effectively, where capital is used properly where monthly expenses are minimized and in accordance with production needs, such as to buy soybeans, yeast, packaging, fuel, employee salaries, depreciation equipment (damage) so that they can rotate and keep their business afloat.
Labor, in this case labor is an important factor in the production process, especially in Syamsul Karim's tempeh business in Balla Village, where this factory has a large amount of production, so it requires manpower, but in this case Mr. Syamsul Karim did not experience difficulties because in the District of Bajo there are enough workers so that he can empower the community.
"Hendra said that the initial production process only used household appliances such as buckets, pans, grinding machines and fans. The production site also utilizes the kitchen space, because technically the production process for making tempeh is not difficult. Hendra also said that “to make tempeh as a superior product, the owner must know which superior and quality products can be marketed and can compete in the market, besides that he also uses imported soybean raw materials of the number 1 ball type. Then Hendra also said that a good product strategy is to produce quality product
Information obtained from Mr. Syamsul Karim and Mr. Hendra regarding the tempe production strategy, both of them seek to produce quality tempeh based on the available budgetary capabilities, where measures will be taken care of when raw material prices increase while taking into account that production results can still compete in the market , where quality is related to product components that are able to satisfy consumers.
Price
Syamsul Karim said that price would be the main consideration for consumers, so they had to be smart in setting the price of the tempe they produced. intense price competition and unfair competition by new businesses of the same type. Unfair competition by new tempeh businesses is to set the lowest possible price for their product with a relatively large price difference when compared to the price of old tempeh products.
Syamsul Karim gives prices in accordance with the price of raw materials and does not reduce product quality, and if the price of raw materials rises he chooses to reduce the size or amount of product contents in the package rather than increasing product prices, where the retail price of tempe is IDR 5000/1 pack of tempe. while wholesalers are usually IDR 100,000/22 packs of tempeh”. This strategy was also carried out by Hendra as a tempe business actor who has relatively small production.
The two tempe entrepreneurs in Bajo District, Luwu Regency, have the same strategy in setting prices by prioritizing elements of careful calculation without reducing quality (tempe flavour), in line with Stanton W J (1996), because they face competitors who tend to lower prices in competition ( Kotler and Armstrong, 2008) which is in line with the findings (Dedhy P et al, 2017).
Place
In this case, Syamsul Karim said that the place for marketing must be chosen correctly because considering the many competitors selling the same product, the place for marketing is generally by choosing markets (Bajo Market, Langki'di Market, and Bonelemo Market) and at Mr. Syamsul's own house for the surrounding community .
"Hendra also said that choosing a place to market directly was only at Pasar Bajo and at home for the tempe needs of the surrounding community, while at Suli Market, Lindajang Market, Belopa Market, and Cilallang Market they used the services of other traders by distributing it to these traders."
Mr. Syamsul Karim and Mr. Hendra chose to increase their number of sales outlets in traditional markets around Luwu Regency in order to increase sales turnover by selling alone or in collaboration with other traders who already have cooperativeties.


Promotion
"Syamsul Karim said that he had not been active in promotions, he only relied on word-of-mouth promotions. He also said that I try to be friendly to consumers to attract consumers' attention, through this I promote my business so that until now I have been running my business for the past 12 years, by marketing the tempeh to around 50-80 kg of soybeans in one production. tempeh per day.
"Hendra said that the promotions they carried out were by taking a direct word of mouth approach, they also did not use social media in carrying out promotions. So tempe business owners must provide clear information to the public regarding the tempe offered, starting from the quality of the soybeans used in making tempe and the quality of cleanliness from the production site as well as from the tempe itself.” Hendra also said that the soybeans used in making tempe reach 30 to 50 kg of soybeans in one production. the turnover obtained every time a sale can reach IDR 1,000,000”
The promotion strategy by taking a direct approach to consumers by way of word-of-mouth promotion was carried out by Mr. Syamsul Karim and Mr. Hendra because they both considered the most effective method, without having to use other promotional media because this method resulted in closer proximity to consumers and both did not have brand for the tempe product they make. This is in line with the findings of Hendra Permana Putra (2011) for online sales, and Afnina's findings (2011) on the aspect of producer and consumer relations.

5. CONCLUSION
The marketing mix for tempe business actors in Bajo District, Luwu Regency is taken by:
Tempe companies in Bajo Subdistrict, Luwu Regency apply a tempe production strategy, by trying to produce quality tempeh based on available budget capabilities, where measures will be taken care of when raw material prices increase while taking into account that production results can still compete in the market.
The two tempe entrepreneurs in Bajo District, Luwu Regency, have the same strategy in setting prices by prioritizing elements of careful calculation without reducing quality (tempe flavor) because they face competitors who tend to lower prices in competition.
Tempe entrepreneurs in Bajo District chose to increase their sales outlets in traditional markets around Luwu Regency in order to increase sales turnover by selling alone or in collaboration with other traders who already have cooperative ties.
Promotion by taking a direct approach to consumers by way of word of mouth promotion was carried out by Mr. Syamsul Karim and Mr. Hendra because they both considered the most effective way, without having to use other promotional media because this method resulted in closer proximity to consumers and both did not have a brand for the tempe products they make.
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