Joint Conference




Proceedings

8th International Conference on Business and
Management (ICBMR)

Trade, Business and Investment in Global Economic
Recovery

loint Conference Sungkyunkwan University and Universitas Indonesia

Supported by ABEST 21

7 = 8th November 2013

For more isformation please contact
Managemans Research Conter
Department of Maragement
Faculty of Econamics and Business
Universtas Inconesia
Phone: +62-21-7272425 Ex1.503
Fax: +62-21- 78653556
Email: mec@uiacid



The 8th International Conference on Business and Management Research (ICBMR)
Seoul, November 7-8", 2013

Thursday, November 07 2013

11:05 am §

Opening Ceremonies
MC Hongjoo Jung, SKKU

11:00 am -

Opemng Declaratlon

Ul Host
Jn 10 am - 11:15 am | Greenng |
| | SKKU President |
_— R L e e S T e s e il o
[ 11:15 am - 11:20 am | Greeting

Ambassador of lndoneS|a in South Korea

Keynote Speech 1 Secretary of Labor Department South Korea

Keynote Speech 2: Syl\na leon South East Asmn Studles UC Berkeley

e 40am-1200pm§

;r 12:00 pm - 1:00 pm : Lunch Break |

[ 1:00 pm - 2:20 pm | 2 - Triza Mudita and i | Young-Han Kim

! i :Eilplt‘iat:]zgga:la | Tengku Ezni Balgiah | Sung-Min Ryu | (The Future of Korea-

| (The influenceyof | (The Effect of ! (Distribution Indonesia Economic

| EdoHomic Sharia ta | Country Image on i Channel of . Cooperation: Bilateral |
| Perception of | Korea: Today | Investment Cooperation & |

| | the Global i ] |

| | Economy) Product Image: Study | and Future?) Investment Risk)

| { b4 = of South Korea s) }

3 3:00 pm - 4:20 pm | Concurrent 5e;snon1

- 6:00 pm E Concurrent Sessionz

Concurrent Session 3

Concurrent Sessmn 4

[
| 10:40 am - 12:

Lunch ancl Award Ceremony

Get on a Bus

Company VlSlt
(Samsung Electronics)

Company Visit 2
(Agrlcultural Cooperative Headquarter & Museum)

Ind|v1dual C]ty Tour & Dinner

30 pm -

:00 pm - 9:]0 pm | Nanta Show
e — |

>y 9 w w w

More details about the conference and its activities, please contact the secretariat at mrc.icbmr@gmail.com, mre@ui.ac.id or lovejones55@naver

e ]



MARKETING
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ABSTRACT

mmammmm,m.mhmmnmw,m
0 te bt oer of the tusiness warld 1 knows o boundianes, associaled wilh giobl competivenses, the
company that manages both local and intamational ievel shoudd be able % fodow e glotal competiion, The
competon soquies the abily 10 adept creadvedy, and the antcipation of an noessngly dnamic made!
changes, 0 hal P retal indsty 5 able 10 continue gowirg and developeg 55 wel & sustinabie,
Reted ndusty continues 10 change skrg with changes in technokogy, business development and custmer
neecs

Tomnmmmmthnmdmm.mmumbdnn
proper performance of the real rade and have competiveness, Thermiom understanding e camdestcs of
The et market 10 be senviced is very important, 50 Pal e coemparny can estableh spproprste messures and
skalegies b boe global compation. One step fal can be dons s 1o parkm analyss of el Tade at companies
tased on berefls scughd by consumers are expecisd I increise consumer puthasing decisicns that e part of
o desgn of markeling Sralegies,

Thes sy wmed o analyze e inflence af the perkrmanoo of the retal Tade oo purchising decisions in the
facn of ghobal compaian in e Lion Superindo Avapant Bandung. The method used s tha method of suvey,
cared oul in he descripive analyss and vericalon This study uses pamary dats and sscondiry data. Validey
kesing i5 dona wih the Pesrsn Product Moment Comelation. Used for testing the roliabily Cronbach e
mrumt--budmmdrmawmmmmwmw
TRgesSion equation.

The sty uss 8 regression snalysis, comelation, fypohas Belng wih be 445t and cosficient of
deteminaion. The dat Procnssing uses SPSS softwere program for Windows 200,

The resulis Rustaie hal Retad Irade performance fat has besn done hars a signficant mpact on consumer
puthisng docsons.

Keywords: performance mix of relad Irade, purchasing decisions.
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THE INFLUENCE OF RETAIL BUSINESS IN PURCHASE DECISION IN
GLOBAL COMPETITION

(A CASE STUDY IN GRIYA SUPERMARKET AT ANTAPANI BANDUNG)
Maranatha Cristian University, Economic Faculty

J1. Suria Sumantr no, 65. Bandung 40164
West Java, Indonesia

Email: unnurbes 0 léiyahoo coad

ANNY NURBASARI

ABSTRACT

The development of business environment, science, technology, and mformation systems are
wrowing rapidly, leading 1o the birth of unlimited business world, related to global
competitiveness. A company that manages both local and international levels should be able
to follow the global competition. The competition requires the ability to adapt vneself
creatively, and (o anticipatate an increasingly dynamic market changes, so that the retail
industry can continually grow and develope as well as becoming sustainablo

This study sims to analyze the influence of the performance of the retail marketing mix on
purchase decisions and the performance of the retail marketing mix of the most dominant
influence on purchise decisions in Antapani Griyn Bandung

To test the hypothess of the influence of the performance of the reail trade purchasing
decisions, multiple linear regression equation, The results illustrate that the performance of
the retail marketing mix at Aatapani Griva Bandung has a significant influence on consumer
purchasing decisions by 36.3%. while the remaining 63. 7% is influenced by other factors.

The most dominant performance of the retail murketing mix that influences purchasing
decisions is the retail service aspect, namely 17.2%

Keywords: Merchandise, price, location, atmosfhere m outlets, location. promotion and
purchasing decision.



L INTRODUCTION

In the tast five years, modemn retail turnover bas Increased rapidly, which is supported by the
rupid growth i the number of retail outlets, reaching 18,152 in 2011, campared 1o 10,3635
oatlets in 2007, According to the Association of Indonesian Retailers (APRINDQ), the
growth of retail business in Indonesia is between 10-15% per year. Retail sales in 2006 still
amoanted to Rp 49 willion, but Increased to Rp 100 million in 2010, While in 201 the
growth of retail was expected to remain the ssme ie, 109 -15% or Rp 110 trillion, resulting
fram the econonc conditions and purchasing power that were relatively good. The larpest
revenue contribution came from hypermurkets, followed by mini-markets and supermarkets

Retwil business competition i Indovesin tends to be unhealthy lately, not oaly becnuse of
Inrge-scale influx of foreign retailers, but also due to the ineffective government policies. For
example, triggered by the Presidential Decree 96/2000 {subsequently amended by Decree
11872000), which excluded retail business from the negative list of FDI (foreign Direct
Investment), foreign retailers begin to forish in Indonesia, The entry of foreign retailers in
this business shows that business is very profitable. But on the other hand, the entry of
foreign hypermarkets with their outlets is increasingly growing, which can be a threat to local
retailers

With the improvement of econamy in Indonesia in the coming years, it is expected that more
foreign retailers will enter Indomesia. Likewise, local long- established retailers such as
Borma, Yogya Goya, Lion Superindo and others become more expansive in managing the
existing market potential. As n resalt, the competition will be more intense as all retailers
miveh-dwmnnvuietyofmuﬂmhﬁn.mixmmwhumecmhmwlddﬂs
sametinses not fair as they hope that consumers will be satisfied and Joyal to them.

1.2 Tdentification of Problems

Depasting from the above context. explicitly the issues to be addressed in this study are as
Tollows:

I How much is the influence of the performance of the rewmil marketing mix to the
purchasing decision?

2 Which performance of the retil marketing mix 15 the most domisant in iflsencing
purchase decisions?



2 LITERARY RIVIEW
1. Understanding Retail

“Retsil" is the sale of n small oumber of commodities 10 coasumers
“Retal" comes from o French word "Retailer”, which meuns "cut into tiny pieces” (Risch,
1991). Whereos, according to Gilbert (2003), “retal” refers to nll businesses that directly
drive the ability to market goods and services and satisfy the last consumer, based on the
organization of selling goods and services ns the core of distnbution, In the English -
Indoncsian Dictionary, “retail” can also be undersiood as “retuil”,

Retailing refers to all activities that meude the marketing of goods and services directly to
customers. Retaller is related to all business organizations that earn more than half the
proceeds of the sale of retmling (Lucas, Bush and Gresham, 1994), According 1o Hair, and
Mc Daniel (2001), the retail marketing mix is 4 combination of elements of product, price,
location, promotion, shop designand retail service to sell goods and services to Tnst
consumers who become the target market. Meanwhile, sccording to Zeithaml and Bitner
(2001}, the concepe of the trditionn] marketing mix consists of 4Ps (product, price, place,
promotion). Therefore, companies must be able to combine the slements of the retail mix
proportionally in arder 1o satisfy the target market and keep in line with the target company in
the field of marketing as a whole,

2.2, Retall Marketing Strategy

Retail marketing strategy refers to u variable that retailers can combine Into an alternative
path as a marketing strategy to attract consumers. The vanabie generally includes several
factors, such ax; & vanety of merchandise and services, pricing, advertising. promotian,
spatial planning, store design, store and merchandise site (Berman, Berry and Evans, Joel R
2007). To maintuin the viability as well as progress and excellence in an increasingly
campetitive retail business, business managers should strive o implement strategses in the
form of retail sales mix program raises which are expected to arouse the cansumer interest

A good marketing strtegy should slso be supported by an excellent service. Christopher 1,
Lovelock etal (1996) stated that the quality of service is a form of service that must be
tailored to the expectations and customer satisfaction in meeting their needs und desires. One
way for companies o remuin competitive is by providing u superior service with higher
quality than its competitors consistently

2.3. Purchase Decision

According 1o Kotler and Keller {2009:240), purchase decision is defined as follows:

“Parchase decision ix in the evaluation sioge, the consumer forms preferences among
the brands i the choice set. The convumers may alve form an (mention fo buy the
most preferved bramd.”™



This means that a consumer’s decision is an evaluation stage where comsumers form o
preferensce for brands in the collection of choice. Cansumers may form an inteation 10 buy the
most preferred brand.

According to Alma (2007:96), "The decision is 0 response generated purchase of multiple
stumuli that predispose a person to buy a product.”

According 1o Peter and Olson (2008:162), ™ Purcixse decision is the imegration process by
which knowledge is combined to evalwate two or more alternative behaviors and select ome
In ather words, purchasing decision is a combined process of mtegration knowledge to
evaluate the behavior of two or more aliematives and choosing one of them.

Memwhile, according 10 Kanuk (2007:547), purchase decision 1s: “Paurchave decivion is the
selection af an opvion from twe or more alteraative choices. In the other words, for a person
10 make a decision, a chatce of olternanives musi be lable," Thus, purchase decision is a
choice of two or more altemative options. [n other words, when one can moke a decision,
some alternatives should be available. *

It can be fuded that the parchase decision can be defined as the process through which
consumers make purchases through stages of the selection of two or mare nlteratives, 50 ns
to make the most preferred option.

Consumer purchase decisions are mfluenced by the situation in which & consumes tkes a
decision. In purchase decisions, there are six sub-decisions for consumers to take, nomely”

|- Product Sedection is in an act of purchase m which a consumer will be faced wath several
options of a product or service.

I.Mddmhucofﬂudmudnwillmdwhmhlpm&m Therefore,
the decision of creating the brand will get the consumers' attention that eventually influences
3. Distributar selection and  Jocation of o supplier company are crucial in determining the
market position. Good positioning is the way of approaching where the consumers live,
Therefore, i will be casy for consumers to reach the place and finally make purchase
decision.

4. The amount of the purchase after one purchases a product of their choice i based on their
noeds. and it | will decide the amount of the parchase of the product they make.

5, Time of parchase in an act of @ consumes porchase determines the sppropeante time to
make purchases of products or services that are needed according to the state or condition of
the right to perform the acts of their consumption,

6. In terms of method of payment, & person will be confronted to u stage where they decide
how to pay for the products or services.



3, METHODOLOGY

The method in this study is a survey method. while in the analysis of this study is conducted
by means of description and verification.

The method vsed for sanpling in this study was a non-probability sampling method, using
purposive sampling technique.

The guestions rised to the respondents are 35, isting of 26 questions regarding the
performance of the retuil marketing mix, and 6 regarding purchase decisions.

According te Maholtra (1996), selecting a sample of a population shopping at Griya Yogya is

done by multiplying the number of questions with §, 5o the sumber of respondents is ideally
175 respondents (35 questions x § = 175),

This study uses primary data and secondary data, the answer (0 each item uses a Likent scale
mstrument. Secondary data was collected from relevant joumnals, books, and other published
data.

The quantitative vabidity messurement and coufirmatory factor analysis (CFA), as well as the
validity of the test are performed by usimg SPSS 11 software for Windows

Reliability test was calculated by using Cronbach Alpha method in SPSS 11,

Ta examine the infiuence of the performance of the retail marketing mix on purchase
decision, Regression Analysis is used. Multiple regression analysis is used to determine the
effect of independent vanables on the dependent vanable (bound) regarding with any
increase or decrease m the independent variables which will affect the dependent varinbles.
The following is & multiple linear regression analysis model:

Y o= a 4B X2 X24 B3 X3+ B4 X445 X5+ 6 X6
* Goodness of Fit Test

The accamcy in estimating the regression function can be assessed with the actunl value of
poodness, Statistically, at Jeast this can be m d by the coeffi of & ination, the
value of the F statistic and t szatistic values (Ghozali, 2006). Statistical significance can be
measured by using:

LT test

T-test is done to show whether the independent variables partinlly affect the dependent
variables (Ghozali, 2006). The test criteri are:

HO; b1, b2, b3, bd, bi, bb = 0, indicares that there is a partial positive and significant effect of
the independent variables on the dependent variables.



Ha: bl, b2, b3, b4, bS, b6 # 0, indicates that there 15 o partial positive and significan effect of
the independent vanables on the dependent variables.

Decasion criteria nre:
HO is accepted if'1 <t table at o = 5%
HO is rejected if t> { table 2t a = 3% 2.

2. F-Test

This test is intended to determine whether there are significantly joint independent variables,
namely independent variables (merchandising, promotion, atmospbere in the stores, retail
service, price) on dependent variables (purchase decisions). Testing criterin are as follows:

2 Making n hypothesss for testing the F-test case above, namely:

HO: b, b2, b3, b4, bS5, bb = 0

Thus, there was no significant effect of the independent variables, namely merchandise (X1),
price (X2), the atmosphere in the store (X3), location (X4), retail services (X5), and
promofion (X6} samultancously on the dependent variables is purchasing decisions (Y).

Thus, there was a significant effect of the independent vanables. namely merchandise (X1),
pece (X2), the atmosphere in the store (X3), location (X4) retmdl services {X$5), and
promotion (X6) simultancously on the dependent variables in the purchase decision (V).

b, Determiming table F und F count with a confidence level of 95% or 5% of significance
level {u = 0.05), thus, If' F count> F rble, then Ho is rejected and Ha is nccepted, which

means that each of the independent varinbles jointly has a siygaificant effect on the dependent
varinbles,

3. CoefMicient of Determination (R *)

The coeflicient of determination ams to measure how fir the model's ability expinins
variation in the dependent variables. The coefficient of determination is 0 <R 7 <] Small R *
Mumﬁnﬁeﬁiﬂyweﬂﬁ&in&m&atvﬁnﬂuhm@iﬁutkw
variables is very limited.

The fotlowing is the caloulation of the coefficient of determination: Kd = r2 x 100%.



4. DISCUSSION

Modem retnil has a lot of formss which develop m nccordance with the market siration in
the country as well as the impact of changes in the world market, Modem retail format is still
growing along with the chasges In Indonesian retail format has not been standacdly
arranged, or sometimes the existing regalations do not reflect the existing retail business,

In general. the current format of retnil business that is growing rapidly in Indeoesia is
hypermarkets, supermarkets. mini siores or convenience stores, department stores, and
spocialty siores.

Hypermarkets, supermarkets, and mini markees basically develop from unditicosl markets,
therefoce they are often calied modemn markets, The main difference lies m the size of the

room, range of products and services. In this paper, modern retail i restricted to the
supermarkes.

4.1 The Influence of Retail Performance Marketing Mix on Purchase Decisions

To know the effect of variable performance and the Retsil Marketing Mix and purchase
deocisions, multiple linear regression amalysis is wsed by looking = the lati
cocfficients, and hypothesis testing. In calculation, statistical sofiware SPSS |1 for Windows
isused,

u'.l.Tulln of Research Instruments
» Resalts of Validity Test

Quntitative messurement validity with confinmatory factor analysis (CFA) is Gone by using
SPSS 11 for Windaws software, the resalts of which ane s follows:

Table 1. KMO and Bartilett's Final Test

Kawmerddoyw. Ofcn Waasuro of Samgling |
Adequacy. 794
Darmiatfs Tost of Appra, Chi-Bquwe | 1795078
Spharicey ot 181
| ag. 0w

Based an Table 1, it can be concluded that the leved of intercomelation between variables has
already met the requirements and the factoe analysis can be continued because the resulting
KMO value is equal to 0.794 with o significance level of 0.000 (< 0,05),



Table 2. Rotated End Component Matrix

Rotated Component Matnt
Composeet
1 2 3 4 3 3 7

- &

M2 730
| ma 844
| M4 &7
| M5 826 ‘

2 4%
0 | T
a4 593
A2 1o
A3 8%
L1 b3

L2 742
a 162
L4 593
| PRY T2

PR2 757 |

| PR3 o7

P4 bsdl

3 L] 536

P4 812

Fs 64

£ 818

¥e1 20

ko2 e

(] 885

KPS 58

ke 887 :
Estraction Mufhod: Princial Analysis.

Based oa Table 2, [t can be concluded that the performance of the retail trade (variable x)
includes merchandise, price, atmosphere in the stoves. retnil services, promations huve
respectively 6,4,4.5.4.4 questions, but not all the questions can be ased. Only a few are abie
to use the M1, M2, M3, M4, M5, H2, H3, H4, A2, A3, LI, L2, L3, L4, PRI, PR2, PR3, PR4,
P3, P4, P3, Po, KPI, KP2, KP3, KPS, and KP6 because they are already nvalkl For the
purchase decisions indicator (varinble Y) questions, KPI, K2, KP3, KP5, KP6 ure used,
while the rest is tnvalid.



42, Relinbility Test

Relubslity Test was sdministered by using Crosbach Alphn method m SPSS 11
The result is as follows:

Table 3, Summary of Relinbility Test Results

Variabel Nilai Alpha Keterangan
Merchandise 0,7416 Relunbel

Price 0,7604 Reliable

The stmosphere in the store 0,7302 Relinble
Retul services 0,7915 Relsabel
Promotion 07148 Relinbel
Purchasing decisi 08169 Relinbel

Sources: Processed data (2013)

4.3 Hypothesis Testing Results
43,1 Testing the influence of the performance of the retuil mix on purchase decisions

Bused on Table 4. Coeflicient of Determination on the sumimary model show thart the value of
Adjusted R Square is equal to 0,363, it can be concluded that the ahility of the independent
vmlblup«fun-wcoflhermﬂm-hmmxumdlouplmmm&
deﬁ dent variable p lecisions of 36.3%, the rematning 63.7% 15 influenced by other
Eactors,

Table 4. Determination of Test Results

Model Summany
Adusted | St Emoraf
Modst R RSgeare | RSquars | the Extrmaie
8= £18* 322 383 | 181058
@ Preciciom (Constant). M, H A LPR P
b. Dependeat Varabie XP

[n table 5, simultancons sigyificance test (F test) shows that the significant value of 0.000
indicates results (<0.05) so that it can be Juded that the varinble performance of the retnid
matketing mix (merchandise, price, stmospbere in (be store, locstion, service retail,
peamotion) at the ssme tme influence purchase decisions.

In Table 6, Coefficient and Partinl Effect Significance Test (Test T) show that the dimenssons
of Merchandise mdicate a significance value of 0.049, while the ptice dimension indicaes a
sgnificance value of 0,072, the stmosphere in the booth dimensioas indicates a significance
value of 0.061, the dimensians of location inds a ifs vitlue of 0.015 locstions,
Mmdmlmammnlmﬁcmvduofoosz promotion dimensions




mdicate a significance value of 0033, thus, all dimensions have positive influence on
purchase decisions at Griyn Antapani Bandung, because all significance value is <005

Table 5. Model Test Results

ANOVA!
Bum ot
el at Moo Square | F sig.
i Fegreasion 300 584 & S #1ba7 | ieset | ooo*
Residunl 500.536 193 2564
Tolal 110.220 199

W Predictors: (Constant), M, H, AL, PR, P
b. Dapandent Vaessbla: K8

Table 6. Regression Analysis Results

Coefficients®
{ Cosfficients [
[ ® 81 Emor | Beta 1 =)
815 1370 [T sy S|
140 o A7 1688 s
-3.568.02 A0t 023 -382 | orz
| 274 145 M7 1887 051
_ | 211 086 53 2458 015 ’
| 4.882e.02 o8 172 B0 o5
L B0 o4 A3 7338 a33

4.3.2, Regression Equation
Multiple regression equation between parchase decisions and performance components of the
retail marketing mix produces:

Y = 0,815 +0,127 X1+(-0,023) X2+0,117 X3+0,153 X440,172 X5+0,137 X

433, Interpretation

After calculatng the influencing parameters and all the necessary regression coefficients, as
well a5 hypothesis testing with statistics, the final step is to interpret the meaning of the
parameters and the coefficients nssocinted with the objectives and hypotheses of the stady.

From the analysis that has been done, it is proved that there is an influence berween the retail
masketing mix perfonnance variables and the variable of purchase decisions. Coefficient of
determination, R2, was 36 3%, implying that 36,3% of the vanation in rise and fall of the
purchase decision varisbles may be affected by changes in the retail marketing mix
performance variables, while the remaining 63.7% is beyvond the influence of other variables



pecformance of the retail marketing mix. Based on the above conditions, the argument can be
explained that other variables influence the perfoemance beyond the retail marketing mix are
seeo as follows: The success of @ retail business entity in the placement of its posstivn in the
market, both consumer markets and resource markets, are greatly influenced by the power of
the intemal factors. The inteal factors include assets nspects, financial aspects, and aspects
of the human resources and aspects of merchandise. These four aspects are interrelated and
they reinforce each other so that there is no altemative but to strengthen all aspects of the
performance.

In addition to the four sspects of the internal, market position i the retail business entities in
both sides of the market (murket resource and consumer markets) 15 also determined by some
other factors. These factors are (1) market orieatation, (2) the ability of competing /
competitive position, (3} acquisition of infarmation and technology, and (4) the ability to put
themselves according to the demands of global markets.

The degree of influence and its amount described by the parameter mflsence b is 0.815. This
figure tmiplies that with the improvement of performance of the retail marketing mix of 19, it
<an be expocted to affect the purchase decisions increase by 8%

Individual testing also shows that there are significant effects of these varibles with the
performance of the retail marketing mix and the degree of influence of different magtitudes.
neﬁmdmmwpmdnnwhuaotmmnmmbeapwn
follows;

-

The effects of changes in merchandise to the purchase decision are positive at 0.127 , which
mcmlhxlhendd‘cﬁnofl%ilnhodimﬁtyofpmdwotprothclmnlilywchdm
docisions is followed by nn increase of 12.7 % as large as assumed when other variables are
constant ; arguments that can be described is ax an enforcement of retsil merchandising
Internal power retuil of business entities. In the present context it is defined as n series of
efforts to retailess, the distribution of goods and services from manufacturers, suppliers /
distributors to last users a5 needed. The upproach is a form of collaboration through
simultancous action by suppliers in the supply and management system format categories of
goods orfented to the needs of consumers.

There are four funciions m retail merchandising, samely purchasing, codification (dsta
management), handling merchandise and sales functions . Parchasing fanctions are related to
procurement efforts through business relationships that are forged with our suppliers. This is
the caentation of function in the resource market Codification functions associated with all
items data management efforts with the principles of category management. In relating
functions to the handling of merchandise, every effoet is made m the process of incorming and
outgomng goods in the store inventory. While the sales function to 8 market <riented
cansumption is 4 source of revenue and profits

Products, according to Kotler and Armstrong (2001 ). ts anything that is offered to the market
ﬁm.m.m.wmlomdymm«nm.m;w
Porter (1996), the benefits of a peoduct to be accepted and survive in the market is

10



determined by the characteristics or unigueness of the product compared to other peoducts
available i the market The marketer must be ready with the next generation product. Needs
will be boring. This is what happens in Indonesia if we go to the grocery stare, the contents
and the atmosphere are mitiolly mot scen as afractive, so & new concept is needed
immedistely. Growth in FMCG (fast moving consumer goods) 15 not as comfortable as it
used to be, because consumers pursue a life style, How to shop and store concepts should
hecome a pursued life style. Soan, we will see that the personal care becomes » star, starting
fram = mini grocery store to hypermarket as well as convenience stores - New concepts will
be created, Grocery department stores will compete more with department stores than with
ather grocery department stores.

The effect of price changes on purchasing decisions has & negative comelation of -0.023,
When other varisbles are held constant, the above figures imply that the increase in price by
(-0.023%) alane will result in a reduction of 2 3% of parchase decisions. And conversely, if
the price mury be reduced by 1%, then there is an incrense of 2.3% purchase decisions.

Prices are still impoctunt i the retail workd, especially when the world economic sifuation is
uscertain and everyone is cautious, including Indosesian consumers. But in the global
competition, the price now is not the main factor, mstead experience has become an
imporant factor, both product expericnce and beand experience. All famous restaurants sre
ulways fiull when you coasider them i this era. Apple Store is us not crowded as five years
ago, Basic goods which are always competing in peice have become more fike a commodity,
und its value fades. They only become needs, and probably basic needs. Now what people
seck is "want”, as consumers have better purchasing power. Probably they camnot buy the
goods now, but whenever the opportunity comes they will buy them, They will loyally wait
fior the new version if rumors are already circulating,

Strategics i pricing can be done in several ways; for example, price bandling. predatory
prices, price-based competition, price cost plus, price-onented market, premium rates, the
psychological price, and dynamic pricing (Kotler and Armstrong, 2010). There are three
parties 1o be  basic considerntion in determining the peice by a consumer retail company,
namely the consnmers, the company itsell, and the competitors,

Changes in store atmosphare positively influence on purchase decisions by 0.117. With the
changes in store stmosphare of 1%, nsing purchasing decisions are obtained by 11.7%,
assuming other variables unchanged; the stmosphare in good outlets can bring comfort to the
visitors as well ns 1o stimulste them to spend time and shop @ the stare; for example,
regarding convenience in shopping, store layout, nice display of products, lighting. color,
music, and perfume. The importance of store atmospbere has been  proven thar 70-80
percent of the purchase decisions are made in the store {Lewmson, 1994). In other wards, it
can be concluded that the atmosphere of outlets is sble to mfluence the baying behavior of
consumers.

Location positively mfluences purchase decisions of 0,153, If the value of location stores
rises 1%, the purchase decisicns are expected 1o inceease by 15.3%, assuming that other
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variables are unchanged; arguments that can be explained in the location are related to the

ibility of a i for the consumer to come i or go out from the locstion: for
example, by assessmg the armangement of streets, road conditions, obstacles, traffic flow,
parking, and crowds,

Retail service has a positive influence of 0.172. This figare shows that the addition of 1% of
retail service can be followed by the purchase decisians of 17.2% with the assumption that
mbu\'inblcsmcmmTiisfulshmmnmamﬂuviaphyulmngcrdchm
management of the retail rade. The argument that can be explained is that good marketing
strtegy should also be suppored by well-qualified waiters, According to Christopher H
Lovelock etal (1996), the quality of service is a form of service that must be consistently
taifored to the expectation and satisfaction of customess m meeting their needs and desires
One of Griyn strategies to remain competitive is (0 provide & superior service with a higher
quality than its competitors. Cansumer expectation is shaped by the past expenence, talks of
mouth and promotion done laser on.

According to Zeitham| and Bitner (2003), evaluation of service quality reflects the consumer
perception of service elements (internction quality, physical eavironment guality, and quality
of results), then the elements of service will be evaluated based on the spocific dimensions of
service quality, such as: reliability, capture power, security, case of relatrons, and direct
evidence,

From the research sponsored by the National Council of Physical Distribution Manngement,
it is discovered that the elements of customser service are all categorized into three, namely

The element before transaction (Pre-transaction clements), presents o good climate for
customer service, provides 4 written statement of policy regarding customer service, holds
alternative plans on specaal occasions, such as natural disasters, or labor strikes that ceuld
disrupt  the normal services,and creates organizational stractures to implement customer
servace,

Elements at the time of the transaction (Transaction elements) are directly the result of the
delivery of products to customers, investory bevels determination, transportation mode
selection procedure and  booking process procedure. These elements in turn nffects the
delivery time, order fulfillment nccuracy, condition of the goods und availability of goods,

The element afier ransaction (post-transaction elements) represents the number of services
required 10 suppart the product in the field, to progect customers from product defects,
provides a place for items to be repaired and packaged and for handling compluints and
retuns. This happens after the transaction, though # must actually be plauned befire the
transaction

Promotioa has a positive effect of 0.137. This figure shows that the addition of 1% campaign
e be followed by the purchase decision of 13.7% wath the assumption that other variables
are coastant,



According to Philip Kotler (1997, p.153), the process of purchase decisions are influenced by
marketing stimuli and other stimuli. Promation mix includes advertising (advertising),
personal selling {personal selling), public relations (public relations) and publicity (publicity),
sales promotion (sales promation), and direct marketing (direct marketing) that is part of the
marketing stimuli is a varishle which can be controlled by the company.

The study findings suggest that the variable performance of the retusl trade has a dominant
influence on purchase decisions in Antapani Griys Bandung retail service. The aspects of
retail services include personal service and employes interaction, diversity of product,
reliability of retailer transaction procedures, availability of employees before the transaction,
reliability of retail policies, a lnrge parking ares. Regarding overall service items, such as
case of exchange of goods, packaging, altemative means of payment, punctial opening dad
closing hours, public telephone facilities, and restaurants are able to influence the buying
behavior of consumers.

s CONCLUSION AND IMPLICATION
51  CONCLUSION

Based on the results of research and discussion, it could be concluded as follows:

| The amount of influence in the Retail Marketing Mix Performance at Griya Bandung
Antapani influences the purchase decision of 38.5% and the remaining 61.5% is influenced
by other variables beyond the Retail Marketing Mix Performance strasegy.

2, The most influendial marketing Retsil Marketing Mix Performance on parchase decision at
Antapani Griya Bandung is retail service.

52. MANAGERIAL IMPLICATIONS IN FACING GLOBAL COMPETITION

Bascd on the results of the study, it is found out that vasiables merchandise, armosphere in the
stores, retal and promotional seevice are  variables that have a positive effect on purchase
decisions except price variable, Thus, the implication of the results for managerial which can
be developed by Antapani Griya Bandung supermarkets in facing the global market are as
follows:

I In modern retal concepts, retail business entitics should be viewed as one part or system of
goods distribation chain from upstream to downstream, As an intermediary between the
supplier / distributoe 1o last customers. Characteristics of the retail basiness is characterized
by the presence of unit sales in the smallest and in small {small enough quantity) and the
presence of impulse buying, as well as factors that influence the condition of the stare on the
image of the store.

2. Location is the most important factor in vetsl marketing. In the nght location, a booth will
be more successful than other outlets less strategically located.  although both of them sell
the same product with the ssme skillfil salespeople and a good image of the store.



3. The more crowded and dynamic. a store 1s, the higher will be the demand for fanovation.
The process continues in line with the change of consumers und purchasing power, The
format is required to change in order fo crente new segments. A convesience store which
used to be a grocery store that was once visited by men have now become a place to hang
out for younger consumers, not to mention women, Minimarkets have become more
premium. Hypermarkets have become medium-sized (compact). All those changes indicate
that they are struggling to survive for the future. What is basic now has become a life style.
Product range used to cover anly the daily needs, but now they sell what modern husman life
style needs, such as mobile phones, mobile cards, toll cards, and others.

4. Retail trend has entered the realm of life style in accordance with the development of the
middle class, strengthening of purchasing power, distribution improvements, and speed of
information. The middle class s now looking for a quality instead of cheap goods or services.
They have a budget for quality, so what they ook for is quality goods at affordable prices,
not cheap but “affordable premium™ from restaurants, personal care products, foods to others
show the same trend. Those utilizing this trend will gain an excellent growth rate.

In the past, goods were so hard to find that even goods with fittle quality were sold well. Now
the supply of goods increases, so goods with little quality are gradually abandoned along with
the ever increasing appearance of goods in terms of content and brand. Good brands will sell
welt and enjoy & fast growing market, Middle-class consumers are willing to spead a little
maore money for quality goods and brands.

3. Tt takes nmore creptive program to support the shopping atmaospbere that meets consumer
tastes und lifestyle now, Main shoppers (husband-wife) will get a tough task in the future,
because they are more inclined to spend time in the peestigious places like Ace Hardware,
Starbucks, Sport Station, the Apple Store, and others.

6. The growth of the muddle class will have an impact on the increase i grocery needs.
Minimarket is the night format so we sec a rapid growth in minimarket, In the 19905,
hypermarkets soared as upper-middle class looked for & fumily recreation while shopping.
The class has now moved the goal from the needs of grocery shopping to retail grocery
shopping with a life style, such as: spocts gears, cafes, entertuinment, karaoke, and others.

7. Things that Griya should observe in order 10 remain globally competitive is the next
period, the format will be required to change not only the format but also the cantent of the
store. Grooery would be boring for consumers with high purchasing power. They will reduce
the allocation of time doing grocery shopping if the content and process of shopping remain
as they are. Consumers with high purchasing power will spend more time for fin and
entertaimment rather than doing grocery shopping If they are bored, the mam buyers,
hushand and wife, will rarcly go to the store. Coasequently, mmpulse purchase and retail
business will go down If the shopper is a servant of an assistant, the mmpulse does not oceur.
Sa, retailers must have a life style factor in their store. You will see the trend for shops to
introduce a life style and premium ambience with affordable price.
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