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Abstract. Unlike the earlier generation, millennials are known to have 
different tastes and preferences due to their exposure to the digital world 
around them and consumer behaviorism. This study aims to investigate the 
preferences of millennials as consumers for the modern Bakpia products 
with focus on their consumer preferences and tendencies. This study was 
carried out using online questionnaire, descriptive methods and Conjoin 
analysis involving 96 millennials. Descriptive analysis and conjoint 
analysis were used to analyse data. The results show that the profile of 
millennials as consumers in this study consist of female participants aged 
21-25 years who are students and has an income of less than IDR 
1,000,000. The study also found that the millennials preference  towards 
modern Bakpia products include factors such as taste, price and packaging 
attributes. Additionally, the most preferred Bakpia flavour is Chocolate 
and the preferred packaging is rectangle of 10 pcs. The study ends with 
suggestions for producers of Bakpia towards capturing the millennial 
consumers because they do have high demand on bakpia with creative 
promotion and quality. 

1 Introduction  

Bakpia is a traditional food in Yogyakarta, and is known for the sweet taste. Bakpia is a 
food trademark of this region [1]. Many tourists come to Yogyakarta to visit many tourism 
destinations such as beach, Education Park, and museums resulting to tourism becoming 
the economic driver of Yogyakarta. The influx of tourism has resulted to Bakpia as a food 
product becoming well known. Tourists are known to purchase this special food as a 
souvenir when they come to Yogyakarta.. Since 1992, this food product has become 
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popular, and this resulted to many emerging companies producing Bakpia with various 
unique types and packaging. In product competition, anything that can be considered to 
increase the selling of Bakpia  is considered [2,3]. 

Cuurently, there are many brands and types of Bakpia and this show the different 
consumer preferences. In marketing, consumers preferences are an important issue that 
need to be understood. Consumers preferences relate to the consumers decision about 
buying a particular product wich include , when, why, and how often they buy the products 
[4]. Bakpia consumers have their different considerations when buying the products. 

Among the consumers is the millennials who have unique preferences  as compared to 
other generation of consumers [5]. This is because the millennials experience developed 
technologies in many aspects resulting to their different characteristics, including with 
regards to products purchasing. Indonesia has around 63.4 million millennials, they often 
access the digital content, which may lead to their unique preferences  [6]. With a huge 
number of millennials, Bakpia need to consider the millennials preferences. Knowing the 
millennials preferences, on Bakpia purchasing habits particularly will help to improve the 
marketing strategies by Bakpia companies[7,8]. 

Modern Bakpia production target millennials with various methods such as  attractive 
packaging, social media promotion, and high quality flavour [9]. The competition on 
Bakpia marketing is high since many companies are producing this product. Additionally, 
with Covid-19, business being impacted from the low buying ability [10,11]. The pandemic 
also effects the tourism sector in Yogyakarta, and consequently this impacts Bakpia[12] 
Bakpia. Therefore, this study aims to analyse the millennials preferences on modern Bakpia 
during the Covid-19 pandemic. Modern bakpia means the bakpia that has unique in 
packaging, taste and promotion compare to conventional bakpia that only using their brand 
name for increasing the consumer number. 

2 Research Method  

Descriptive method was used in this research, where factual data are described and 
compared to other research findings. Modern Bakpia brand, “BAKPIAKU”, was used in 
this research. This brand was chosen because this brand is using unique packaging, taste 
and promoting their products through social media such as Instagram. Sample for the study 
was selected purposively with conditions where participants have bought the modern 
Bakpias and tasted all the products variant.  These samples were chosen from this Bakpia 
brand Instagram followers. The sample selection criteria also include being born from the 
year 1980 to 2000. To ensure that this criterion met with the millennial generation. Raosoft 
sample size calculator was used to determine the sample size. Hence,96 samples were 
calculated and selected. Primary data were collected through designated online 
questionnaires using Google Form.  

The used of 1 - 5 Likert scale, from Strongly Disagree to Strongly Agree, was used to 
measure the consumers preference attributes. All variables have been tested with Cronbach’ 
Alpha Test, and all are valid and reliable. To know which attributes that are most preferred 
by millennials, Conjoin analysis was used. Before this was analysed, the stimulus was 
determined. The stimulus consists of attributes and levels. Preferences attributes are about 
flavours (black bean, mungbean, green tea, cappuccino, milk, durian, cheese, and 
chocolate) and packaging types such as ribbon, square and rectangle. Price and brand 
attributes were also used in the analysis.  
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3 Results and Discussion  

3.1 Characteristics of respondents 

 
Most of the respondents are female with 66.67%, with age about 21-25 years old with 71.87 
(Table 1). This shows that millennials respondents are dominated by less than 30 years old 
and this age group has different characteristics as compared to other age groups. Moreover, 
59.37% are students, with Yogyakarta being an education centre with many schools and 
universities. Many people come to this part of the country to study. Additionally, the 
respondents’ income is dominated by ≤ IDR 1,000,000 per month. This amount of money is 
not much to cover the living cost in Yogyakarta. The study found that the respondents 
searched for the find modern Bakpia through Instagram, Facebook and other digital social 
media sources and the use of Instagram dominates. Furthermore, it was found that 
Instagram is a hit in Indonesia, where many millennials are users and many products are 
found to promote their products using this social media platform. The modern Bakpia 
companies too are found to use influencers to promote their brands, and process product 
orders through direct messages in Instagram. This method is seen effective to increase the 
millennials generation consumers. Table 1 describes the demographic of the respondents. 

Table 1. Demographic of Respondents 

 Freq Percent  Freq Percent 
Gender Occupation 
Male 32 33.33 Government employee 6 6.25 
Female 64 66.67 Private 16 16.67 
Age Student 57 59.37 
21 - 25 69 71.87 Other 17 17.71 
26 - 30 20 20.83 Income (IDR) 
31 - 35 4 4.17 ≤1,000,000 55 57.29 
36 - 40 3 3.12 1,000,001-2,000,000 12 12.50 
Product Information Source 2,000,001-3,000,000 12 12.50 
Instagram 66 68.75 >3,000,000 17 17.71 
Facebook 3 3.13    Other 27 28.12    

 

3.2 Response on product 

3.2.1 Flavour Attributes 

Based on Figure 1, respondents’ response on flavour attribute can be seen. Many 
respondents consider flavour taste as their main reason to purchase Bakpia because Bakpia 
is a product well known for the unique flavour using premium ingredients. It is also found 
that variants of flavours are quite good as shown by the result. This Bakpia has many 
flavour variants, and majority of respondents strongly agree to this reason.  Figure 1 below 
displays the  flavour attributes of the respondents. 
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Fig. 1. Response on taste attribute 
 
3.2.2 Price Attribute 
It is found in Table 1 that most respondents are students, and the income are less than IDR 
1,000,000. As such, this situation impacts the price attribute.. Despite the Bakpia of this 
study is quite expensive compared to other Bakpia brands, millennials are found to still 
purchase this product. Figure 2 shows the respondents’ response on price attribute. There 
are some respondents which responses show that they are neutral regarding the price as a 
reason to purchase the Bakpia. The  reason to this perhaps is because the product price is 
appropriate based on its quality. Additionally, the result of the study shows that many 
respondents agree that the price is affordable. 

 

 
Fig. 2. Response on price attribute 

3.2.3 Packaging Attribute 

Another important attribute that Bakpia producers should consider for Bakpia production 
product packaging. The result of the study found that majority respondents agree that 
product packaging can become an important promotion strategy. Besides that, attractive 
packaging can attract the millennials consumers (refer Figure 3). This Bakpia packaging 
also provide enough product information as well as can protect the contents. Packaging on 
food product such as Bakpia is therefore a vital component in marketing since the the 
expiration is quite short and the product is quite soft. 
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Fig. 3. Response on packaging attribute 

3.2.4 Brand Attribute 

Another attribute that is important for Bakpia product is the brand. Figure 4 shows the 
respondents response on brand attribute. Respondents’ response on this attribute varies with 
some responding as neutral when the question relates to consideration of product purchase. 
The result shows that the majority of respondents agree with the importance of brand as an 
attribute. Additionally, respondents stated that the Bakpia brand can be trusted, in terms of 
flavour and quality. With the trust towards the brand, millennials will repeat the purchase of 
this product in the future. Moreover, with the quality assurance and premium flavour, this 
Bakpia brand is well known amongst the millennials. 

 
Fig. 4. Response on brand attribute 

3.2.5 Conjoin analysis results 

Conjoin analysis was used to analyse the millennials consumers preference toward this 
modern Bakpia. Among 96 respondents, 35 respondents have tasted all flavor variants, so 
these respondents were analysed using Conjoin analysis. The result shows that the Bakpia 
flavour is the most important attribute for the millennial consumers. Additionally, the 
favourite flavour is Chocolate (Table 2). The next factor is price. In this aspect, it proves 
that Bakpia producers are doing the correct strategy by focusing on improving the premium 
flavour, despite of maintaining a higher price because this will still attract the millennials. 
Meanwhile, square packaging with 10 contents is the most favorite choice. Table 2 below 
illustrates the Conjoin analysis result. Consumer preference make the product become more 
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interesting [13–15]. The increasing bakpia selling can help producer to get more benefits 
[16–18]. 

Table 2. Conjoin Analysis Results 

Attribute  Level Remark Utility Importance 

Taste 

1 Black bean 0.034 

68.194 

2 Mungbean 0.086 
3 Green tea 0.076 
4 Cappucino 0.076 
5 Milk -0.018 
6 Durian -0.372 
7 Cheese -0.06 
8 Chocolate 0.18 

Packaging 

1 Ribbon (5pcs) -0.102 

31.806 2 Square (10pcs) 0.152 

3 Rectangle 
(20pcs) -0.051 

4 Conclusion 

Bakpia is a traditional food that is well known in Yogyakarta. With the growing of 
millennials as consumers, considering the preferences of millennials in Bakpia production 
especially with focus to the marketing and consumers’ services. Modern Bakpia in 
Yogyakarta tries to attract more millennials as their loyal consumers and as such 
millennials preferences such as flavour, price and packaging attributes need to be 
considered. Additionally, millennials as consumers, with a majority income of less than 
IDR 1,000,000 place flavour as an important attribute in buying this modern Bakpia. This is 
followed by price and packaging attributes. This paper suggests that other Bakpia producers 
should also consider millennials as potential consumers that can increase the selling of their 
products. 

Acknowledgement. The authors would like to express huge gratitude to Universitas 
Muhammadiyah Yogyakarta for supporting this study. Credit also goes to Universiti 
Teknikal Malaysia Melaka for the opportunity for this academic collaboration. 
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