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Abstract.�7KLV�VWXG\�DLPV�WR�DQDO\]H�WKH�LQÀXHQFH�RI�WKH�PDUNHWLQJ�PL[�FRQVLVWLQJ�RI�
SURGXFWV��SULFHV��SODFHV�DQG�SURPRWLRQV�DV�RQH�RI�WKH�PDUNHWLQJ�VWUDWHJLHV�DW�6RODWD�&DIH�
3DORSR��7KH�SRSXODWLRQ�LQ�WKLV�VWXG\�LV�6RODWD�&DIH�3DORSR�FXVWRPHUV�ZLWK�D�VDPSOLQJ�
WHFKQLTXH�XVLQJ�SXUSRVLYH�VDPSOLQJ�DQG�GDWD�REWDLQHG�E\�GLVWULEXWLQJ�TXHVWLRQQDLUHV�WR�
����UHVSRQGHQWV��7KH�PHWKRG�XVHG�LQ�WKLV�VWXG\�LV�WKH�HYDOXDWLRQ�RI�6(0�PRGHOV�XVLQJ�
3DUWLDO�/HDVW�6TXDUH��3/6���5HVXOWV�RI�WKH�VWXG\�VKRZ�WKDW�SURGXFW��SODFH�DQG�SURPRWLRQ�
YDULDEOHV�KDYH�D�VLJQL¿FDQW�HIIHFW�RQ�FXVWRPHU�VDWLVIDFWLRQ�ZKLOH�WKH�SULFH�YDULDEOH�GRHV�
QRW�KDYH�D� VLJQL¿FDQW�HIIHFW�RQ� FXVWRPHU� VDWLVIDFWLRQ��DQG�FXVWRPHU� VDWLVIDFWLRQ�KDV�
D�VLJQL¿FDQW�HIIHFW�RQ�FXVWRPHU� OR\DOW\�DW�6RODWD�&DIH�3DORSR��5�6TXDUH� LQ� WKLV�VWXG\�
PHDQV�WKDW�WKH�LQÀXHQFH�RI�SURGXFW��SULFH��SODFH�DQG�SURPRWLRQ�YDULDEOHV�RQ�FXVWRPHU�
VDWLVIDFWLRQ�LV�LQÀXHQFHG�E\�RWKHU�YDULDEOHV�RXWVLGH�WKLV�VWXG\��

Keywords: FRQVXPHU�OR\DOW\��PDUNHWLQJ�PL[��FXVWRPHU�VDWLVIDFWLRQ

Introduction

� 5HVWDXUDQWV�DQG�FDIHV�KDYH�HQWHUHG�
DQ�HUD�RI�YHU\�WLJKW�FRPSHWLWLRQ�LQ�DOO�¿HOGV��
%DVHG�RQ�WKDW�FRQGLWLRQ��UHVWDXUDQW�DQG�FDIH�
RZQHUV� QHHG� WR� WKLQN� RI� WKH� ULJKW� VWUDWHJ\�
to increase sales volume. The dynamic 
GHYHORSPHQW�RI�IDVW�WHFKQRORJ\�DOVR�FKDQJHV�
FRQVXPHU�EHKDYLRU�WR�EH�PRUH�FULWLFDO�DQG�IUHH�
WR�JHW�LQIRUPDWLRQ��&RPSHWLWLRQ�FDQ�EH�ZRQ�
E\�SURYLGLQJ�WKH�EHVW�SURGXFWV�DQG�VHUYLFHV�
VR�WKDW�WKH\�FDQ�PHHW�WKH�HYHU�HYROYLQJ�DQG�
FKDQJLQJ� WDVWHV�RI�FRQVXPHUV��&XVWRPHU� LV�
DQ�LPSRUWDQW�IDFWRU�WKDW�PXVW�EH�FRQVLGHUHG�
E\� WKH� FRPSDQ\�� LW� LV� EHFDXVH�E\� NQRZLQJ�
DQG� IXO¿OOLQJ�ZKDW� WKH� FXVWRPHU�QHHGV�DQG�
ZDQWV�WKH�FRPSDQ\�FDQ�VHL]H�PDUNHW�VKDUH�
that has an impact on customer loyalty. 
7KXV��LW�FDQ�EH�VDLG�WKDW�PDUNHWLQJ�DFWLYLWLHV�
DUH�QHHGHG�E\�RUJDQL]DWLRQV�DQG�FRPSDQLHV�
DV�WKH�VSHDUKHDG�LQ�JHWWLQJ�FXVWRPHUV��

� 3DORSR�&LW\�DV�RQH�RI�WKH�FLWLHV� LQ�
South Sulawesi has not escaped the rapid 
JURZWK�RI� FDIHV�DQG� UHVWDXUDQWV��$OPRVW� LQ�
HYHU\�FRUQHU�RI�WKH�FLW\�ZH�FDQ�¿QG�FDIHV�DQG�
restaurants that compete with each other to 

JHW�FXVWRPHUV��7R�EH�DEOH�WR�FRPSHWH��FDIH�
and restaurant entrepreneurs in Palopo City 
PXVW� WKLQN� DERXW� WKH� PDUNHWLQJ� VWUDWHJ\�
WKDW�ZLOO�EH�XVHG��2QH�RI�WKH�FRPPRQO\�XVHG�
PDUNHWLQJ� VWUDWHJLHV� LV� WKH� 0DUNHWLQJ� 0L[�
approach.

� 7KH�PDUNHWLQJ�PL[��HVSHFLDOO\� WKH�
�3V��LV�LQFUHDVLQJO\�EHLQJ�XVHG�E\�FRPSDQLHV�
WR�IRUPXODWH�VWUDWHJLHV�DQG�SURGXFW�RU�VHUYLFH�
RIIHULQJV�IRU�WKH�LQGXVWU\�RU�PDUNHW��ZKLOH�LQ�
the service sector, 3 additional elements are 
DGGHG�WR�EHFRPH��3V��$FFRUGLQJ�WR��-RFKHQ�
:LUW]�� ������� WUDGLWLRQDO� PDUNHWLQJ� PL[�
RI� �3� GRHV� QRW� LQYROYH� FXVWRPHU� LQWHUIDFH��
VR� WKDW� DQ� H[SDQVLRQ� RI� WKH� FRQFHSW� RI� �3�
WR� �3� LV� QHHGHG� E\� DGGLQJ� 3HRSOH�� 3URFHVV�
DQG��&XVWRPHU�6HUYLFH���-XOL�,VPDQWR��������
DGGHG�RQH�YDULDEOH�LQ�WKH�6HUYLFH�0DUNHWLQJ�
0L[�� QDPHO\� WKH� 3K\VLFDO�(QYLURQPHQWDO�
(YLGHQFH� YDULDEOH�� 7KH� SK\VLFDO� HYLGHQFH�
YDULDEOH� LV� UHODWHG� WR� WKH� PDQDJHPHQW� RI�
service environment, so that the Service 
0DUNHWLQJ�0L[�EHFRPHV��3�

Another element that also plays an 
LPSRUWDQW� UROH� LQ� PDUNHWLQJ� LV� VDWLVIDFWLRQ�
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DQG� OR\DOW\�� �.RWOHU� 	� .HOOHU�� ������ DUJXH�
WKDW� FXVWRPHU� VDWLVIDFWLRQ� LV� DQ� H[SUHVVLRQ�
VKRZQ� E\� DQ� LQGLYLGXDO� LQ� WKH� IRUP� RI�
SOHDVXUH� RU� GLVDSSRLQWPHQW� DULVLQJ� IURP�
IHHOLQJ�WKH�EHQH¿WV�UHFHLYHG�IURP�D�SURGXFW�
DQG� FRPSDULQJ� LW� ZLWK� WKH� H[SHFWDWLRQV� RI�
WKH� SURGXFW�� &XVWRPHU� VDWLVIDFWLRQ� FDQ� EH�
FUHDWHG� DQG� SURYLGH� EHQH¿WV� LQ� WKH� IRUP�
RI� HVWDEOLVKLQJ� KDUPRQLRXV� UHODWLRQVKLSV�
EHWZHHQ�FRPSDQLHV�DQG�FXVWRPHUV��JLYLQJ�D�
JRRG� LPSUHVVLRQ��PDNLQJ� UHSHDW� SXUFKDVHV�
DQG�FUHDWLQJ�FXVWRPHU�OR\DOW\��DOVR�SURYLGLQJ�
ZRUG� RI� PRXWK� UHFRPPHQGDWLRQV� WKDW� DUH�
SUR¿WDEOH�IRU�WKH�FRPSDQ\��)LWUL��HW�DO���������
(Philip Kotler, 2016) states that loyalty is a 
FRPPLWPHQW�RZQHG�E\� LQGLYLGXDOV�WR�EX\�D�
SUHIHUUHG� SURGXFW� RU� VHUYLFH� LQ� WKH� IXWXUH��
Loyalty does not only increase value in 
EXVLQHVV�� EXW� WKURXJK� OR\DO� FXVWRPHUV�� WKH�
FRPSDQ\� FDQ� JHW� QHZ� FXVWRPHUV�� 7KDW¶V�
EHFDXVH� RQH� RI� OR\DO� FXVWRPHU� EHKDYLRU� LV�
to recommend the company concerned to 
RWKHUV� �%XGLDQWR�� ������� 7KHUHIRUH�� OR\DO�
FXVWRPHUV� ZLOO� EHFRPH� YDOXDEOH� DVVHWV� IRU�
the company.

� 7KH� �3V� LQ� WKH� PDUNHWLQJ� PL[�
FRQVLVWV� RI� SULFH�� SURGXFW�� SURPRWLRQ�� DQG�
SODFH�� 6HUYLFH� PDUNHWLQJ� KDV� DGGLWLRQDO�
PDUNHWLQJ�HOHPHQWV��DPHO\�SHRSOH��SK\VLFDO�
evidence, and processes. With those 
DGGLWLRQDO� HOHPHQWV�� WKH� PDUNHWLQJ� PL[�
EHFRPHV� WKH� �3V�� �.RWOHU� 	� $UPVWURQJ��
������SURYLGH�D�GH¿QLWLRQ�IRU�HDFK�HOHPHQW�
DV� IROORZV�� ���� 3URGXFW� LV� D� VHW� RI� SURGXFW�
FRPSRQHQWV�LQFOXGLQJ�SURGXFW�GHYHORSPHQW��
SODQQLQJ�DQG�VHUYLFHV�VXLWDEOH�IRU�PDUNHWLQJ�
E\�FKDQJLQJ�H[LVWLQJ�SURGXFWV�RU�VHUYLFHV�E\�
DGGLQJ�DQG�FKDQJLQJ�RWKHU�DFWLRQV�WR�LQÀXHQFH�
various products or services, (2) Price is 
D� GHFLVLRQ� GHWHUPLQHG� E\� WKH� FRPSDQ\¶V�
PDQDJHPHQW� WR� VHW� WKH� DSSURSULDWH� EDVH�
SULFH�IRU�D�SURGXFW�RU�VHUYLFH�RU�FDQ�DOVR�EH�
VDLG�DV�D�VWUDWHJ\�IRU�GHWHUPLQLQJ�GLVFRXQWV��
DV� ZHOO� DV� GHWHUPLQLQJ� VKLSSLQJ� FRVWV� DQG�
RWKHU� UHOHYDQW� YDULDEOHV�� ����'LVWULEXWLRQ� LV�
D� FRPSRQHQW� XVHG� WR� GLVWULEXWH� SURGXFWV�
RU� VHUYLFHV� DQG� VHOHFW� DQG� PDQDJH� WUDGH�
FKDQQHOV� WR� VHUYH� WKH� WDUJHW� PDUNHW�� DQG�
GHYHORS� GLVWULEXWLRQ� V\VWHPV� IRU� SK\VLFDO�
VKLSSLQJ� DQG� WUDGLQJ� RI� SURGXFWV�� DQG� ����
Promotion is a component used to provide 
LQIRUPDWLRQ� WKURXJK� DGYHUWLVHPHQWV��
personal sales, sales promotions, or 
SXEOLFDWLRQV� VR� WKDW� WKH� PDUNHW� LQFUHDVHV�
new products or services to the company. 

� ,Q�VHUYLFH�PDUNHWLQJ��RWKHU�HOHPHQWV�
FDQ� EH� FRQWUROOHG� DQG� FRRUGLQDWHG� IRU�
communication and service purposes that 

VDWLVI\� FRQVXPHUV�� 7KHVH�HOHPHQWV� DUH� WKH�
�3V��VR�WKDW�WKH�PDUNHWLQJ�PL[�EHFRPHV��3V��
namely: (1) Physical evidence is the real 
WKLQJ� WKDW� DOVR� LQÀXHQFHV� WKH� FRQVXPHU¶V�
GHFLVLRQ� WR� JHW� DQG� XVH� WKH� SURGXFW� RU�
VHUYLFH� RIIHUHG�� 7KH� HOHPHQWV� LQFOXGHG� LQ�
SK\VLFDO�IDFLOLW\�DUH�SK\VLFDO�HQYLURQPHQW�RU�
EXLOGLQJV��HTXLSPHQW��ORJRV��FRORUV�DQG�RWKHU�
items, (2) People are all actors who play an 
important role in service delivery so that 
WKH\�FDQ�LQÀXHQFH�WKH�SHUFHSWLRQ�RI�EX\HUV��
3HRSOH� IDFWRUV� DUH� FRPSDQ\� HPSOR\HHV��
consumers, and other consumers. All 
HPSOR\HH�DWWLWXGHV�DQG�DFWLRQV��FORWKLQJ�DQG�
DSSHDUDQFH�KDYH�DQ�LQÀXHQFH�RQ�WKH�VXFFHVV�
RI� VHUYLFH� GHOLYHU\�� DQG� ���� 3URFHVV� LV� D�
service to provide all the actual procedures, 
PHFKDQLVPV�� DQG� ÀRZ� RI� DFWLYLWLHV� XVHG��
6HUYLFH�KDV�WKH�PHDQLQJ�WR�FUHDWH�HOHPHQWV�
LQ�IRUPLQJ�SURFHVVHV��7KH�PDUNHWLQJ�PL[�LV�D�
SURFHVV�LQ�VHUYLFH�WR�FUHDWH�WKH�PDLQ�IDFWRUV�
WKDW�FDQ�PDNH�FXVWRPHUV�IHHO�KDSS\�VR�WKDW�
WKH�GHOLYHU\�V\VWHP�LV�IRUPHG�DV�SDUW�RI�WKH�
VHUYLFH�LWVHOI�

� 7KH� VHYHQ� HOHPHQWV� DERYH� DUH�
WRROV� WKDW� FRPSDQLHV� FDQ� XVH� WR� LQÀXHQFH�
DQG� JDLQ� FXVWRPHUV�� (DFK� HOHPHQW� LQ� WKH�
PDUNHWLQJ�PL[� LV�   GHVLJQHG� WR� EH� XVHIXO� LQ�
LQÀXHQFLQJ�FXVWRPHUV�VR�WKDW�WKH\�FDQ�IRUP�
D�JRRG�SLFWXUH�RI�D�SURGXFW��7KH�QHHGV�DQG�
GHVLUHV� RI� FRQVXPHUV� WKDW� FDQ� EH� PHW� E\�
WKH� FRPSDQ\� FDQ� EH� LGHQWL¿HG� E\� EXLOGLQJ�
HIIHFWLYH�FRPPXQLFDWLRQ�

� (YHU\RQH� LQYROYHG� LQ� WKH� EXVLQHVV�
FHUWDLQO\� KDV� D� UHVSRQVLELOLW\� WR� FXVWRPHU�
VDWLVIDFWLRQ�� &RQVXPHU� VDWLVIDFWLRQ� LV�
WKH� FRQVXPHU¶V� SHUFHSWLRQ� WKDW� WKHLU�
H[SHFWDWLRQV�KDYH�EHHQ�PHW�RU�H[FHHGHG�RU�
WKH�GHJUHH� WR�ZKLFK�D�SURGXFW¶V�SHUFHSWLRQ�
PHHWV� WKH� EX\HU¶V� H[SHFWDWLRQV�� &RQVXPHU�
H[SHFWDWLRQV� DUH� JHQHUDOO\� FRQVXPHUV¶�
HVWLPDWHV�RU�EHOLHIV�DERXW�ZKDW�WKH\�ZLOO�JHW�
ZKHQ�WKH\�EX\�RU�FRQVXPH�D�SURGXFW�

� $� VDWLV¿HG� FRQVXPHU� LV� D� FRQVXPHU�
ZKR� IHHOV� WKDW� WKH\� DUH� UHFHLYLQJ� DGGHG�
YDOXH�IURP�D�VXSSOLHU�RU�PDQXIDFWXUHU��7KLV�
YDOXH� FDQ� FRPH� IURP� SURGXFWV�� VHUYLFHV��
V\VWHPV�� RU� VRPHWKLQJ� HPRWLRQDO�� :KHQ�
consumers say that value is a quality 
SURGXFW��VDWLVIDFWLRQ�DULVHV�ZKHQ�FRQVXPHUV�
UHFHLYH�D�TXDOLW\�SURGXFW�� ,I�FRQYHQLHQFH� LV�
RI� YDOXH� WR� WKH� FRQVXPHU�� VDWLVIDFWLRQ� ZLOO�
EH� DFKLHYHG� LI� WKH� VHUYLFH� UHFHLYHG� LV� WUXO\�
FRPIRUWDEOH�� ,I� WKH� FRQVXPHU¶V� YDOXH� LV� D�
ORZ� SULFH�� WKH� FRQVXPHU� ZLOO� EH� VDWLV¿HG�
ZLWK�WKH�PDQXIDFWXUHU� WKDW�RIIHUV� WKH�PRVW�
competitive price.



MIMBAR,  Vol. 37, No. 2nd  (December, 2021) pp 297-304

299Accredited by Sinta Rank 2 based on Ristekdikti No.10/E/KPT/20

� &XVWRPHUV� ZKR� IHHO� VDWLV¿HG� ERWK�
LQ� WHUPV� RI� SURGXFWV� DQG� VHUYLFHV� KDYH�
D� WHQGHQF\� WR� PDNH� UHSHDW� SXUFKDVHV� LQ�
WKH� IXWXUH�� 6DWLVI\LQJ� FRQVXPHU� QHHGV� DUH�
D� PDMRU� JRDO� RI� D� FRPSDQ\� VLQFH� LW� LV� DQ�
LPSRUWDQW�IDFWRU��DQ�HOHPHQW�RI�WKH�FRPSDQ\¶V�
VXUYLYDO� WR� EH� DEOH� WR�PDLQWDLQ� RU� LPSURYH�
competitiveness. (Kotler & Keller, 2016) 
VXJJHVW�WKDW�FXVWRPHU�VDWLVIDFWLRQ�LV�D�IRUP�
RI�H[SUHVVLRQ�HLWKHU� LQ� WKH� IRUP�RI� IHHOLQJV�
RI�OLNHV�RU�GLVOLNHV�RI�FXVWRPHUV�DULVLQJ�IURP�
WKH�SHUFHLYHG�SHUIRUPDQFH�RI�D�SURGXFW�DQG�
WKHQ�FRPSDUHG�ZLWK�H[SHFWDWLRQV�

� &RQVXPHU� VDWLVIDFWLRQ� LV� DFKLHYHG�
ZKHQ� WKH� H[SHFWDWLRQV� H[SHFWHG� E\�
FXVWRPHUV�LQ�IHHOLQJ�D�SURGXFW�DUH�JUHDWHU�VR�
WKDW�WKH�SHUFHLYHG�EHQH¿WV�DUH�JUHDWHU�WKDQ�
WKH�VDFUL¿FHV�LQFXUUHG���.RWOHU�	�$UPVWURQJ��
������VXJJHVWV�WKDW�LW�LV�D�SHUVRQ¶V�IHHOLQJV�
DIWHU� PDNLQJ� D� FRPSDULVRQ� EHWZHHQ� RQH�
product with another.

� &RQVXPHU� VDWLVIDFWLRQ� RU�
GLVVDWLVIDFWLRQ� LV� D� UHVSRQVH� WR� DQ�
DVVHVVPHQW�RI�WKH�SHUFHLYHG�GLVFUHSDQF\�RU�
GLVDSSURYDO�EHWZHHQ�WKH�DERYH�H[SHFWDWLRQV�
DQG�WKH�DFWXDO�SHUFHLYHG�SHUIRUPDQFH�RI�WKH�
SURGXFW�DIWHU�XVH��&XVWRPHU�VDWLVIDFWLRQ�FDQ�
DOVR�EH�GHVFULEHG�DV�DQ�HPRWLRQDO�UHVSRQVH�
WR� H[SHULHQFHV� UHODWHG� WR� WKH� SXUFKDVHG�
SURGXFW�RU�VHUYLFH��&RQVXPHU�VDWLVIDFWLRQ�LV�
KLJKO\� GHSHQGHQW� RQ� FRQVXPHU� SHUFHSWLRQV�
DQG� H[SHFWDWLRQV�� )DFWRUV� WKDW� LQÀXHQFH�
FRQVXPHU� SHUFHSWLRQV� DQG� H[SHFWDWLRQV�
LQFOXGH�QHHGV�DQG�ZDQWV�DERXW�WKH�WKLQJV�WKDW�
FRQVXPHUV�IHHO�ZKHQ�WU\LQJ�WR�WUDQVDFW�ZLWK�
SURGXFW�PDQXIDFWXUHUV�� SULRU� H[SHULHQFH� RI�
FRQVXPLQJ�WKH�FRPSDQ\¶V�RU�LWV�FRPSHWLWRUV¶�
SURGXFWV��DQG�H[SHULHQFHV�RI�IULHQGV�

� 6RPH� RWKHU� RSLQLRQV� VXJJHVW� WKDW�
VDWLVIDFWLRQ� LV�D�SRVW�FRQVXPHU�DVVHVVPHQW�
to choose multiple alternatives to meet 
H[SHFWDWLRQV��6DWLVIDFWLRQ� LV�DFKLHYHG�ZKHQ�
TXDOLW\�PHHWV�DQG�H[FHHGV�WKH�H[SHFWDWLRQV��
ZLVKHV� DQG� QHHGV� RI� FRQVXPHUV�� 2Q� WKH�
FRQWUDU\�� VDWLVIDFWLRQ� ZLOO� QRW� EH� DFKLHYHG�
LI� WKH� TXDOLW\� GRHV� QRW� PHHW� DQG� H[FHHG�
WKH� H[SHFWDWLRQV�� ZLVKHV� DQG� QHHGV� RI�
consumers. Consumers who are not 
VDWLV¿HG� ZLWK� WKH� JRRGV� RU� VHUYLFHV� WKH\�
KDYH� FRQVXPHG� ORRN� IRU� RWKHU� FRPSDQLHV�
WKDW� FDQ� VDWLVI\� WKHLU� QHHGV�� )URP� YDULRXV�
RSLQLRQV� DERYH�� LW� FDQ� EH� FRQFOXGHG� WKDW�
WKH�GH¿QLWLRQ�RI�FRQVXPHU�VDWLVIDFWLRQ�LV�WKH�
OHYHO�RI�IHHOLQJV�RI�RQH�DIWHU�FRPSDULQJ�WKH�
SHUIRUPDQFH�RI�WKH�SURGXFW�WKH\�H[SHULHQFH�
ZLWK�WKHLU�H[SHFWDWLRQV�

$FFRUGLQJ� WR� �*XVQDHGL�� �������

FXVWRPHU� VDWLVIDFWLRQ� LV� D� FRPSDULVRQ�
EHWZHHQ� VHUYLFHV� RU� UHVXOWV� UHFHLYHG� E\�
FRQVXPHUV� ZLWK� FRQVXPHU� H[SHFWDWLRQV��
&RQVXPHUV� DVVHVV� WKHLU� VDWLVIDFWLRQ� RU�
GLVVDWLVIDFWLRQ� ZLWK� D� OHYHO� RI� H[SHFWDWLRQV�
they have created or have contained in their 
PLQGV��'LVVDWLVIDFWLRQ�VLWXDWLRQ�RFFXUV�DIWHU�
FRQVXPHUV� XVH� D� SURGXFW� RU� H[SHULHQFH� D�
VHUYLFH� WKDW� LV� SXUFKDVHG�DQG� IHHO� WKDW� WKH�
SURGXFW¶V� SHUIRUPDQFH�GRHV�QRW�PHHW� WKHLU�
H[SHFWDWLRQV��2QH�RI�WKH�PRVW�GHFLVLYH�IDFWRUV�
LQ�FXVWRPHU�VDWLVIDFWLRQ�LV�WKHLU�SHUFHSWLRQV�
DQG�H[SHFWDWLRQV�RI�VHUYLFH��7KHUH�DUH�WKUHH�
IDFWRUV� WKDW� DIIHFW� FXVWRPHU� SHUFHSWLRQV�
DQG� H[SHFWDWLRQV�� QDPHO\� &RQIRUPLW\� RI�
H[SHFWDWLRQV�� ,QWHUHVW� LQ� UHYLVLWLQJ�� DQG�
ZLOOLQJQHVV�WR�SURYLGH�UHFRPPHQGDWLRQV�

&XVWRPHU�VDWLVIDFWLRQ�FDQ�EH�XVHG�E\�
a company to create customer loyalty. This 
LV�IDU�PRUH�LPSRUWDQW�WKDQ�WU\LQJ�WR�JHW�QHZ�
FXVWRPHUV� VLQFH� WKH� FRVWV� UHTXLUHG� WR� JHW�
QHZ�FXVWRPHUV�DUH�IDU�JUHDWHU�WKDQ�WKH�FRVWV�
WKDW�PXVW�EH�VSHQW�WR�UHWDLQ�ROG�FXVWRPHUV�

&RQWLQXRXV� FXVWRPHU� VDWLVIDFWLRQ� LV�D�
IRUP� RI� FXVWRPHU� OR\DOW\� WKDW� DULVHV� HYHQ�
WKRXJK� WKH� OR\DOW\� WKDW� DSSHDUV� LV� QRW� WKH�
UHVXOW� RI� FXVWRPHU� VDWLVIDFWLRQ�� /R\DOW\� LV�
D� IRUP� RI� FRPPLWPHQW� IURP� FXVWRPHUV� WR�
D� SURGXFW� RU� VHUYLFH� WKDW� LV� PDQLIHVWHG� LQ�
UHSXUFKDVLQJ� RU� EHFRPLQJ� DQ� DJHQW� IRU�
FRPSDQLHV� LQ� GLVVHPLQDWLQJ� LQIRUPDWLRQ��
7KLV� DULVHV� EHFDXVH� WKH� SURGXFW� RU� VHUYLFH�
RI� WKH� FRPSDQ\� FDQ�SURYLGH� VDWLVIDFWLRQ�RU�
DQ� H[SHULHQFH� WKDW�PHHWV� WKH� H[SHFWDWLRQV�
RI� FXVWRPHUV�� /R\DOW\� FDQ� DULVH� ZKHQ�
consumers have made product purchases 
DQG�VDWLV¿HG�FXVWRPHUV�KDYH�D�WHQGHQF\�WR�
EH�OR\DO�FRPSDUHG�WR�GLVVDWLV¿HG�FXVWRPHUV�
(Philip Kotler, 2016).

%\�XQGHUVWDQGLQJ�WKH�OHYHO�RI�FXVWRPHU�
OR\DOW\�� WKH� FRPSDQ\� ZLOO� EH� DEOH� WR� JHW� D�
SLFWXUH� RI� WKH� FXVWRPHUV� VR� WKDW� LW� FDQ�
IDFLOLWDWH� FXVWRPHUV¶� IHHOLQJ� RI� VDWLVIDFWLRQ��
DQG�GHVLJQ�VWUDWHJLHV�DQG�PDUNHWLQJ�SROLFLHV�
WKDW�DUH�ULJKW�IRU�WKH�FRPSDQ\�

$FFRUGLQJ� WR� �-RFKHQ� :LUW]�� ���������
OR\DOW\�LV�UHFHQWO\�XVHG�LQ�D�EXVLQHVV�FRQWH[W�
WR� GHVFULEH� WKH� ZLOOLQJQHVV� RI� FXVWRPHUV�
WR� DOZD\V� XVH� WKH� FRPSDQ\¶V� SURGXFWV��
HVSHFLDOO\�H[HFXWLYHV��IRU�WKH�ORQJ�WHUP�DQG�
WR� UHFRPPHQG� WKH� FRPSDQ\¶V� SURGXFWV� WR�
IULHQGV� DQG� FROOHDJXHV�� �)LWUL� HW� DO��� ������
GH¿QHV� OR\DOW\� DV� D� FRPELQDWLRQ� RI� KDSS\�
FXVWRPHU� DWWLWXGHV� �FXVWRPHUV¶� IDYRUDEOH�
DWWLWXGH��DQG�UHSHDW�SXUFKDVH�EHKDYLRU�

&XVWRPHUV� DUH� EHFRPLQJ� LQFUHDVLQJO\�
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GLI¿FXOW� WR� VHUYH�� EHFRPLQJ� PRUH� DZDUH��
PRUH� GHPDQGLQJ�� ,W� FKDOOHQJHV� WKH�
FRPSDQLHV�WR�QRW�RQO\�JHW�VDWLV¿HG�FXVWRPHUV�
EXW� GHPDQGV� WKDW� WKH\� JHW� PRUH� VDWLV¿HG�
FXVWRPHUV� �GHOLJKWHG�� VR� WKDW� FXVWRPHUV�
EHFRPH�OR\DO��+HQULDZDQ����������%XGLDQWR��
������ VXJJHVWV� WKDW� FRQVXPHU� OR\DOW\� LV� D�
FXVWRPHU¶V�FRPPLWPHQW�WR�D�EUDQG��VWRUH�RU�
VXSSOLHU�EDVHG�RQ�D�YHU\�SRVLWLYH�QDWXUH� LQ�
ORQJ�WHUP�SXUFKDVHV�

)URP� WKLV� XQGHUVWDQGLQJ�� OR\DOW\� FDQ�
EH�VDLG�WR�EH�DFKLHYHG�WKURXJK�D�FRPELQDWLRQ�
RI� VDWLVIDFWLRQ� DQG� FRPSODLQWV�� 0HDQZKLOH��
FXVWRPHU� VDWLVIDFWLRQ� LV� KRZ� JRRG� WKH�
EXVLQHVV� LV� DW� JHQHUDWLQJ� VDWLVIDFWLRQ� E\�
PLQLPL]LQJ� FRPSODLQWV� VR� WKDW� FRQVXPHUV�
FDQ�PDNH�ORQJ�WHUP�SXUFKDVHV�

$FFRUGLQJ� WR� �-XOL� ,VPDQWR�� �������
FRQVXPHU�OR\DOW\�LV�D�FRQVXPHU¶V�FRPPLWPHQW�
WR�VRPHWKLQJ�EDVHG�RQ�D�SRVLWLYH�DWWLWXGH�DQG�
LV� UHÀHFWHG� LQ� FRQVLVWHQW� UHSHDW�SXUFKDVHV��
7KH� LQGLFDWRUV� RI� FRQVXPHU� OR\DOW\� DUH� DV�
IROORZV������7UXVW�LV�D�UHVSRQVH�WR�FRQVXPHU�
FRQ¿GHQFH� LQ� VRPHWKLQJ�� ���� (PRWLRQDO�
&RPPLWPHQW�LV�D�SV\FKRORJLFDO�FRPPLWPHQW�
RI� FRQVXPHUV� WR� VRPHWKLQJ�� ���� 6ZLWFKLQJ�
&RVW�LV�WKH�FRQVXPHU¶V�UHVSRQVH�WR�WKH�EXUGHQ�
UHFHLYHG�ZKHQ�D�FKDQJH�RFFXUV������:RUG�RI�
0RXWK�LV�D�SXEOLFLW\�EHKDYLRU�WKDW�FRQVXPHUV�
GR� WR� VRPHWKLQJ�� DQG� ���� &RRSHUDWLRQ� LV� D�
FRQVXPHU� EHKDYLRU� WKDW� VKRZV� DQ� DWWLWXGH�
WKDW�FRRSHUDWHV�ZLWK�WKH�PDUNHW�

$FFRUGLQJ� WR� �%XGL� 0DUWLQL�� �������
OR\DOW\� LV� WKH� UHVXOW�RI�D�SURFHVV�RI�VHULRXV�
DWWHQWLRQ� WR� ZKDW� PDNHV� FXVWRPHUV� IHHO�
DW� KRPH� DQG� WKH� DELOLW\� WR� FRQWLQXRXVO\�
XQGHUVWDQG�LW��&XVWRPHU�OR\DOW\�KDV�VWDJHV��
DFFRUGLQJ� WR��+D\HV�������� WKHUH�DUH�HLJKW�
VWDJHV� RI� FXVWRPHU� OR\DOW\�� VXVSHFWV��
SURVSHFW�� GLVTXDOL¿HG� FXVWRPHUV�� UHSHDW�
customers, clients, advocates and partners.

0HDQZKLOH�� DFFRUGLQJ� WR� �.RWOHU� 	�
$UPVWURQJ�� ������� LQGLFDWRUV� RI� FXVWRPHU�
OR\DOW\�DUH�DV� IROORZV������5HSHDW�SXUFKDVH�
LV�OR\DOW\�WR�WKH�SXUFKDVH�RI�WKH�SURGXFW������
5HWHQWLRQ�LV�UHVLVWDQFH�WR�QHJDWLYH�LQÀXHQFHV�
DERXW� WKH� FRPSDQ\�� ���� 5HIHUDOOV� LV� WRWDO�
HVVHQFH�RI�WKH�FRPSDQ\�

%\�NQRZLQJ�WKH�LQGLFDWRUV�RI�FXVWRPHU�
OR\DOW\�� WKH� FRPSDQ\� ZLOO� EH� DEOH� WR� JHW�
D� SLFWXUH� RI� WKH� FXVWRPHU� VR� WKDW� LW� FDQ�
IDFLOLWDWH� WKH� FRPSDQ\� WR� GHVLJQ� VWUDWHJLHV�
DQG�PDUNHWLQJ�SROLFLHV�WKDW�DUH�ULJKW�IRU�WKH�
company.

7KLV�UHVHDUFK�ZDV�FRQGXFWHG�WR�JHW�DQ�
RXWOLQH�RI�WKH�FRQVXPHUV�RI�&DIH�DQG�5HVWR�LQ�

3DORSR�&LW\��,W�LV�KRSHG�WKDW�E\�NQRZLQJ�ZKDW�
WKH� QHHGV� DQG� GHVLUHV� RI� FRQVXPHUV� DUH��
UHVWDXUDQW�DQG�FDIH�HQWUHSUHQHXUV�LQ�3DORSR�
&LW\�FDQ�SUHSDUH�VWUDWHJLHV�WR�JHW�FRQVXPHUV��
HVSHFLDOO\� ZLWK� UHJDUG� WR� SURGXFWV�� SODFHV��
SULFHV�� SURPRWLRQV�DQG� VHUYLFHV� IURP�FDIHV�
and restaurants.

7KH� FRQFHSWV� RI� PDUNHWLQJ� PL[��
VDWLVIDFWLRQ� DQG� OR\DOW\� KDYH� D� PXWXDOO\�
LQÀXHQFLQJ� UHODWLRQVKLS� EHWZHHQ� HDFK�
YDULDEOH�� 6DWLVIDFWLRQ� FDQ� EH� FUHDWHG� ZKHQ�
HOHPHQWV� RI� WKH� PDUNHWLQJ� PL[� VXFK� DV�
product, price, place and promotion can 
SURYLGH� EHQH¿WV� WR� FRQVXPHUV�� :KHQ�
WKH� H[SHFWDWLRQV� RI� RQH� RI� WKH� HOHPHQWV�
RI� PDUNHWLQJ� PL[� FDQ� PHHW� FRQVXPHU�
H[SHFWDWLRQV�� FRQVXPHUV�ZLOO� IHHO� VDWLV¿HG��
RWKHUZLVH��LI�WKH�HOHPHQWV�RI�PDUNHWLQJ�PL[�
GR�QRW�H[FHHG�WKH�H[SHFWDWLRQV�RI�FRQVXPHUV��
WKH\�ZLOO�IHHO�GLVVDWLV¿HG��7KLV�LV�DOVR�LQ�OLQH�
ZLWK�VHYHUDO�VWXGLHV�ZKLFK�IRXQG�WKDW�WKHUH�
LV� DQ� HIIHFW� RI�PDUNHWLQJ�PL[� HOHPHQWV� RQ�
FRQVXPHU�VDWLVIDFWLRQ�

&XVWRPHU� VDWLVIDFWLRQ� FUHDWHG� FDQ� EH�
driven into loyalty, where loyal customers to a 
SURGXFW�ZLOO�SURYLGH�JUHDW�EHQH¿WV��,Q�DGGLWLRQ�
WR� LQGLUHFWO\� PDNLQJ� UHSHDWHG� SXUFKDVHV��
WKH\�ZLOO�DOVR�EHFRPH�D�SURPRWLRQDO�PHGLXP�
IRU�WKH�FRPSDQ\¶V�SURGXFWV�E\�VKDULQJ�WKHLU�
H[SHULHQFHV� ZLWK� RWKHU� FRQVXPHUV� DERXW�
WKH� EHQH¿WV� REWDLQHG� IURP� WKH� FRPSDQ\¶V�
products compared to other similar products. 
7KLV�FHUWDLQO\�UHTXLUHV�D�JUHDW�HIIRUW�IURP�WKH�
company to create consumer loyalty. Loyalty 
FDQ� EH� FUHDWHG�ZKHQ� FXVWRPHU� VDWLVIDFWLRQ�
FDQ� EH� DFKLHYHG� E\� SURYLGLQJ� PRUH� YDOXH�
LQ� WKH� FRPSDQ\¶V�SURGXFWV��6HYHUDO� VWXGLHV�
KDYH� DOVR� IRXQG� WKDW� WKHUH� LV� D� GLUHFW� DQG�
LQÀXHQWLDO� UHODWLRQVKLS� EHWZHHQ� FXVWRPHU�
VDWLVIDFWLRQ�DQG�OR\DOW\�

%DVHG�RQ�WKH�UHYLHZ�RI�VRPH�IDPLOLDU�
OLWHUDWXUH��WKH�IRUPXODWLRQ�RI�WKH�SUREOHP�LQ�
WKLV�VWXG\�ZDV�IRUPXODWHG��QDPHO\�ZKHWKHU�
WKH� PDUNHWLQJ� PL[� DIIHFWHG� FXVWRPHU�
VDWLVIDFWLRQ�DQG�OR\DOW\�

Research Methodology

 This research was conducted at 
6RODWD� FDIH� LQ� 3DORSR� FLW\� ZLWK� D� WRWDO�
VDPSOH�RI�����VDPSOHV�XVLQJ�WKH�SXUSRVLYH�
VDPSOLQJ� WHFKQLTXH�� 'DWD� FROOHFWLRQ�
WHFKQLTXHV�XVHG�DUH�LQWHUYLHZV��REVHUYDWLRQ�
DQG� GRFXPHQWDWLRQ�� 3XUSRVLYH� VDPSOLQJ�
LV� WKH� VHOHFWLRQ� RI� UHVHDUFK� VDPSOHV� EDVHG�
on certain criteria that are considered 
UHSUHVHQWDWLYH� RI� WKH� SRSXODWLRQ�� ,Q� RWKHU�
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ZRUGV�� WKH� VDPSOH� LV� VHOHFWHG� EDVHG� RQ�
certain criteria that are in accordance 
ZLWK� WKH� UHVHDUFK� REMHFWLYHV� � �6\DKUXP� 	�
6DOLP�� ������� 6SHFL¿F� FKDUDFWHULVWLFV� WKDW�
WKH� DXWKRUV� FKRRVH� DV� VDPSOLQJ� DUH�� ����
5HVSRQGHQWV�ZKR�DUH�FXUUHQWO\�RU�KDYH�EHHQ�
WR�6RODWD�&DIp�3DORSR��DQG�����5HVSRQGHQWV�
ZKR� KDYH� YLVLWHG� 6RODWD� &DIH� 3DORSR�PRUH�
than once.

'DWD� WKDW� KDV� EHHQ� FROOHFWHG� ZLOO� EH�
SURFHVVHG� WKURXJK� YDOLGLW\� DQG� UHOLDELOLW\�
WHVWV�WR�¿QG�RXW�ZKHWKHU�WKH�GDWD�FROOHFWHG�LV�
YDOLG�DQG�UHOLDEOH��7KH�GDWD�WKDW�KDV�SDVVHG�
WKH� YDOLGLW\� DQG� UHOLDELOLW\� WHVW� ZHUH� WHVWHG�
IRU� WKH� UHODWLRQVKLS� RI� YDULDEOHV� XVLQJ� WKH�
PLS statistical analysis tool.

Results and Discussions 
Research Finding

7KLV�VWXG\�DLPV�WR�GHWHUPLQH�WKH�HIIHFW�
RI�WKH�PDUNHWLQJ�PL[�FRQVLVWLQJ�RI�SURGXFWV��
prices, places and promotions on customer 
VDWLVIDFWLRQ� WXUQHG� LQWR� FXVWRPHU� OR\DOW\� DW�
6RODWD�&DIp�3DORSR��%DVHG�RQ�GDWD�DQDO\VLV��
WKH�IROORZLQJ�UHVXOWV�DUH�REWDLQHG�LQ�WDEOH���

)URP� WKLV� VWXG\�� LW� LV� NQRZQ� WKDW� WKH�
SURGXFW�KDV�D�VLJQL¿FDQW�HIIHFW�RQ�FXVWRPHU�
VDWLVIDFWLRQ� RQ� 6RODWD� &DIp� 3DORSR� ZLWK� D�
6WDWLVWLFDO�7�YDOXH�RI������!�7�7DEOH�RI��������
ZKLOH�3�YDOXHV�RI��������������7KHVH�UHVXOWV�
prove the hypothesis which states that the 
SURGXFW� HIIHFW� RQ� FXVWRPHU� VDWLVIDFWLRQ� FDQ�

EH�DFFHSWHG�� � 7KH� UHVXOWV� RI� WKLV� VWXG\�DUH�
LQ� OLQH� ZLWK� UHVHDUFK� FRQGXFWHG� E\� �'HZL��
2020) and (Devi & Yasa, 2021) where the 
UHVXOWV� VKRZ� WKH� SURGXFW� KDV� D� VLJQL¿FDQW�
HIIHFW�RQ�FXVWRPHU�VDWLVIDFWLRQ��,W�DOVR�VKRZV�
WKDW�WKH�EHWWHU�WKH�SURGXFW�SUHVHQWDWLRQ�DQG�
SURGXFW� TXDOLW\� RIIHUHG� E\� 6RODWD� &DIp�� WKH�
PRUH� FXVWRPHU� VDWLVIDFWLRQ� RI� 6RODWD� &DIp�
will increase.

This result also implies that a quality 
SURGXFW�ZLOO�SURYLGH�VDWLVIDFWLRQ�WR�FRQVXPHUV��
7KH� QXPEHU� RI� FDIHV� DQG� UHVWDXUDQWV� LQ�
3DORSR� &LW\� FDQ� JLYH� FRQVXPHUV� FKRLFHV� LQ�
¿QGLQJ� UHIHUHQFHV� DERXW� WKH� EHVW� FDIH� DQG�
UHVWDXUDQW�SURGXFWV��7KLV�LV�DOVR�VXSSRUWHG�E\�
WKH� ODUJH� DPRXQW� RI� LQIRUPDWLRQ� FLUFXODWLQJ�
RQ� VRFLDO� PHGLD� DQG� WKH� LQWHUQHW� DERXW�
quality products, especially in Palopo City. 
6RODWD� FDIH� DV� D� UHVWDXUDQW� DQG� FDIH�PXVW�
SD\�DWWHQWLRQ�WR�WKH�TXDOLW\�RI�WKH�SURGXFWV�
RIIHUHG� VR� WKDW� LW� FDQ� DWWUDFW� LQWHUHVW� DQG�
PDNH�FRQVXPHUV�VDWLV¿HG�

7KH�UHVXOWV�RI�WKLV�VWXG\�DUH�LQ�OLQH�ZLWK�
UHVHDUFK�E\��1XJUDKD��HW�DO�������ZKR�IRXQG�
WKHUH�DUH�WKUHH�DVSHFWV�RI�WKH�SHUIRUPDQFH�RI�
SURGXFW� DWWULEXWHV�� FXVWRPHU� H[SHFWDWLRQV��
company products and competitor products. 
7KH� SHUIRUPDQFH� RI� FXVWRPHU� H[SHFWDWLRQV�
LV� WKH� OHYHO� RI� FXVWRPHU� H[SHFWDWLRQV� IRU� D�
SURGXFW�� 0HDQZKLOH�� WKH� SHUIRUPDQFH� RI�
WKH� FRPSDQ\¶V� DQG� FRPSHWLWRUV¶� SURGXFWV�
LV� WKH� OHYHO� RI� FXVWRPHU� DVVHVVPHQW� RI�
WKH� FRPSDQ\¶V� SURGXFWV� DQG� FRPSHWLWRUV¶�

Table 1. 
Test Result

 
Original 
Sample 

(O)

Average 
Sample 

(M)

Standard 
Deviation 
(STDEV)

T Statistics 
(|O/

STDEV|)
P Values

PRODUCT(X1) 
-> CUSTOMER 
SATISFACTION(Y1)

0.227 0.230 0.087 2.627 0.009

PRICE(X2) -> 
CUSTOMER 
SATISFACTION (Y1)

������ ������ 0.110 1.915 0.056

PLACE (X3) 
-> CUSTOMER 
SATISFACTION (Y1)

0.382 0.372 0.082 4.663 0.000

PROMOTION(X4) 
-> CUSTOMER 
SATISFACTION (Y1)

0.240 0.239 0.118 2.034 0.043

CUSTOMER 
SATISFACTION 
(Y1) -> CUSTOMER 
LOYALTY(Y2)

0.876 0.874 0.039 22.521 0.000

 
Source: Data Proceed (2020)
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products.

3ULFH� GRHV� QRW� VLJQL¿FDQWO\� LQÀXHQFH�
FXVWRPHU� VDWLVIDFWLRQ� ZLWK� D� 6WDWLVWLFDO� 7�
YDOXH� RI� ������ �7� 7DEOH� RI� ������� ZKLOH� 3�
YDOXHV�RI������!�������7KHVH�UHVXOWV�SURYH�
WKDW�WKH�K\SRWKHVLV�VWDWLQJ�WKDW�SULFH�DIIHFWV�
FXVWRPHU� VDWLVIDFWLRQ� FDQQRW� EH� DFFHSWHG��
7KH� UHVXOWV� RI� WKLV� VWXG\� DUH� LQ� OLQH� ZLWK�
UHVHDUFK� FRQGXFWHG� E\� �6DUL�� $QLQGLWD�� 	�
Setyowati, 2018) and (Monica & Hia, 2014) 
where the results indicate that price does not 
VLJQL¿FDQWO\�LQÀXHQFH�FXVWRPHU�VDWLVIDFWLRQ��
7KLV�UHVXOW�DOVR�VKRZV�WKDW�WKH�SULFH�RIIHUHG�
E\� 6RODWD� &DIp� GRHV� QRW� DIIHFW� FXVWRPHU�
VDWLVIDFWLRQ� EHFDXVH� FXVWRPHUV� IHHO� WKH�
TXDOLW\�DQG�EHQH¿WV�RI�WKH�SURGXFWV�REWDLQHG�
VR�WKDW�SULFHV�GR�QRW�KDYH�DQ�HIIHFW�

These results also indicate that price 
LV� QRW� WKH�PDLQ� IDFWRU� IRU� VRPHRQH�YLVLWLQJ�
WKH�FDIH��7KH�WLPHV�KDYH�FKDQJHG�FRQVXPHU�
EHKDYLRU�� HVSHFLDOO\� FRQVXPHU� EHKDYLRU� LQ�
FKRRVLQJ�D�SODFH� WR� YLVLW� LQ� D� UHVWDXUDQW� RU�
FDIH�� 8VXDOO\�� FXVWRPHUV� SUHIHU� SODFHV� WKDW�
SURYLGH�FRPIRUW�WR�FKDW�ZLWK�IULHQGV�RU�IDPLO\�
LQ�VSHQGLQJ�WLPH�WRJHWKHU��VR�WKDW�SULFH�LV�QR�
ORQJHU�WKH�PDLQ�IDFWRU�LQ�FKRRVLQJ�UHVWDXUDQWV�
DQG�FDIHV�

7KH� SODFH� KDV� D� VLJQL¿FDQW� HIIHFW� RQ�
FXVWRPHU�VDWLVIDFWLRQ�ZLWK�D�6WDWLVWLFDO�7�YDOXH�
RI������!�7�7DEOH�RI��������ZKLOH�3�YDOXHV�
RI��������������7KHVH�UHVXOWV�SURYH�WKDW�WKH�
K\SRWKHVLV�ZKLFK�VWDWHV�WKH�SODFH�LQÀXHQFHV�
FXVWRPHU�VDWLVIDFWLRQ�FDQ�EH�DFFHSWHG��7KLV�
research is in line with research conducted 
E\��%DLOLD��HW�DO����������3HUWLZL��<XOLDQWR��	�
6XQDUWL��������� �6DUL�HW�DO���������� �$EEDV��
2015), and (Wulandari & Mudiantono, 2013) 
where the results show that place has a 
VLJQL¿FDQW� HIIHFW� RQ� FXVWRPHU� VDWLVIDFWLRQ��
%DVHG�RQ�REVHUYDWLRQV��6RODWD�&DIp�LV�HDVLO\�
DFFHVVLEOH� VR� LW� EHFRPHV� RQH� RI� WKH� PDLQ�
FKRLFHV� IRU� FRQVXPHUV� WR� KDQJ� RXW� ZKLOH�
HDWLQJ�DQG�GULQNLQJ��6RODWD�&DIp�SURYLGHV�WKLV�
FRQYHQLHQFH� E\� RFFXS\LQJ� D� ORFDWLRQ� QHDU�
the city center, close to the crowd, and easily 
WUDYHUVHG�E\�YHKLFOHV�VR�DV�WR�DIIHFW�WKH�OHYHO�
RI�FXVWRPHU�VDWLVIDFWLRQ�RI�6RODWD�&DIp�

This study also indicates that place 
LV� WKH�PRVW� LPSRUWDQW� IDFWRU� IRU� FRQVXPHUV�
LQ� GHFLGLQJ� WR� YLVLW� D� UHVWDXUDQW� RU� FDIH��
Consumers choose a pleasant place to spend 
WLPH�DIWHU�WKH\�DUH�WLUHG�RI�ZRUN��7KH\�QHHG�
D�SODFH�WR�FKDW�WKDW�SURYLGHV�DQ� LQWHUHVWLQJ�
DWPRVSKHUH� DQG� H[SHULHQFH�� 7KH� UHVXOWV� RI�
this study were proven in a previous study 
FRQGXFWHG�E\��7DPKHU��HW�DO��������UHJDUGLQJ�
WKH�(IIHFW�RI�3ODFH�RQ�&RQVXPHU�6DWLVIDFWLRQ�

DW� WKH�%RJRU� &ROOHFWLRQ�*DUGHQ�5HVWDXUDQW��
VWDWLQJ� WKDW� WKH� 6WRUH� $WPRVSKHUH� KDV� D�
SRVLWLYH� HIIHFW� RQ� FRQVXPHU� VDWLVIDFWLRQ��
�)LWUL�HW�DO���������DOVR�SURYHV�LQ�KHU�UHVHDUFK�
entitled The Effect of Store Atmosphere, 
Product Quality, and Price on Consumer 
Satisfaction Tous Les Jours Galaxy Mall 
Surabaya that Store Atmosphere, Product 
4XDOLW\��DQG�3ULFH��SDUWLDOO\�KDYH�D�VLJQL¿FDQW�
HIIHFW� RQ� &RQVXPHU� 6DWLVIDFWLRQ�� $� VWXG\�
FRQGXFWHG� E\� �0XO\DQD�� ������ DERXW� the 
Effect of Store Atmosphere, Product Quality, 
and Service Quality on Consumer Satisfaction 
at Artist Coffee Studio showed that the place 
KDG�D�VLJQL¿FDQW�HIIHFW�DQG�D�SRVLWLYH�YDOXH�
RQ�FRQVXPHU�VDWLVIDFWLRQ�

7KH�SURPRWLRQ�KDV�D�VLJQL¿FDQW�HIIHFW�
RQ� FXVWRPHU� VDWLVIDFWLRQ� ZLWK� D� 6WDWLVWLFDO�
7�YDOXH�RI������!�7�7DEOH�RI��������ZKLOH�3�
YDOXHV�RI��������������7KHVH�UHVXOWV�SURYH�
that the hypothesis which states promotion 
LQÀXHQFHV� FXVWRPHU� VDWLVIDFWLRQ� FDQ� EH�
DFFHSWHG�� 7KH� UHVXOWV� RI� WKLV� VWXG\� DUH� LQ�
OLQH�ZLWK�UHVHDUFK�FRQGXFWHG�E\��6DUL�HW�DO���
��������$EEDV����������0RQLFD�	�+LD��������
and (Lasander, 2013) where the results 
VKRZ� WKDW� SURPRWLRQ� LQÀXHQFHV� FXVWRPHU�
VDWLVIDFWLRQ��,W�DOVR�VKRZV�WKDW�SURPRWLRQ�LV�
DQ� LPSRUWDQW� IDFWRU� LQ� LQFUHDVLQJ� FXVWRPHU�
VDWLVIDFWLRQ� DW� 6RODWD� &DIp�� 3URPRWLRQV�
PDNH� FXVWRPHUV� LQWHUHVWHG� LQ� EX\LQJ� DQG�
IHHO� VDWLV¿HG� EHFDXVH� WKH\� DUH� DIIHFWHG� E\�
LQIRUPDWLRQ� VKDUHG� E\� HPSOR\HHV� RU� VRFLDO�
PHGLD� VXFK� DV� :KDWV$SS�� )DFHERRN� DQG�
,QVWDJUDP�

7HFKQRORJLFDO� GHYHORSPHQWV� DOVR� SOD\�
DQ�LPSRUWDQW�UROH�LQ�SURPRWLQJ�ERWK�SURGXFWV�
DQG� SODFHV� IRU� FDIHV� DQG� UHVWDXUDQWV� LQ�
3DORSR� &LW\�� 0RVW� YLVLWRUV� RI� UHVWDXUDQWV�
DQG� FDIHV� LQ� 3DORSR� &LW\� DUH� PLOOHQQLDOV�
ZKR� DUH� WHFKQRORJ\� OLWHUDWH�� VR� WKDW� FDIH�
DQG� UHVWDXUDQW� RZQHUV� VKRXOG� WKLQN� DERXW�
XVLQJ�WHFKQRORJ\�LQ�SURPRWLQJ�WKHLU�FDIH�DQG�
restaurant products and places.

&XVWRPHU�VDWLVIDFWLRQ�KDV�D�VLJQL¿FDQW�
HIIHFW�RQ�FXVWRPHU� OR\DOW\�ZLWK�D�6WDWLVWLFDO�
7�YDOXH�RI�������!�7�7DEOH�RI��������ZKLOH�
3� YDOXHV� RI� ������ ������� 7KHVH� UHVXOWV�
SURYH� WKDW� WKH�K\SRWKHVLV� VWDWLQJ� FXVWRPHU�
VDWLVIDFWLRQ� DIIHFWV� FXVWRPHU� OR\DOW\� FDQ�EH�
DFFHSWHG��7KH�UHVXOWV�RI�WKLV�VWXG\�DUH�LQ�OLQH�
ZLWK�UHVHDUFK�FRQGXFWHG�E\��/DVDQGHU��������
and (Sari et al., 2018) where the results 
LQGLFDWH� WKDW� FXVWRPHU� VDWLVIDFWLRQ� DIIHFWV�
FXVWRPHU� OR\DOW\� EHFDXVH� LW� LV� LQ� OLQH� ZLWK�
FXVWRPHU� H[SHFWDWLRQV�� ,W� DOVR� VKRZV� WKDW�
6RODWD�&DIp�FXVWRPHUV�DUH�VDWLV¿HG�EHFDXVH�
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WKH\�KDYH�D�SOHDVDQW�H[SHULHQFH��7KH\�KDYH�
D�FRQFHUQ�IRU�WKH�SURGXFW�E\�JLYLQJ�SRVLWLYH�
VXJJHVWLRQV� DQG� DUH� ZLOOLQJ� WR� UHFRPPHQG�
6RODWD�&DIH�WR�RWKHUV�DV�D�SODFH�WR�KDQJ�RXW�
DQG�HDW�DQG�GULQN�

6DWLVIDFWLRQ� DQG� OR\DOW\� KDYH� D� FORVH�
DQG� LQVHSDUDEOH� UHODWLRQVKLS�� &RQVXPHUV�
FDQ�EH�VDLG� WR�EH�VDWLV¿HG�ZKHQ�WKH\�KDYH�
SXUFKDVHG� WKH� FRPSDQ\¶V� SURGXFWV�� :KHQ�
WKH� H[SHFWDWLRQV� IRU� WKH� SURGXFW� WKDW�
FRQVXPHUV� EX\� DUH� JUHDWHU� WKDQ� SUHYLRXV�
H[SHFWDWLRQV�� WKH� FRQVXPHU� LV� VDLG� WR� EH�
VDWLV¿HG�� 7KH� VDWLVIDFWLRQ� DFKLHYHG� ZLOO�
HQFRXUDJH�FRQVXPHUV�WR�UHSXUFKDVH�VR�WKDW�
WKH\� FDQ� EHFRPH� OR\DO� FRQVXPHUV� RI� WKH�
FRPSDQ\¶V�SURGXFWV��2I�FRXUVH��WKLV�FDQ�EH�D�
GLVWLQFW�DGYDQWDJH�IRU�WKH�FRPSDQ\��IRU�WKDW�
the company is required to pay attention to 
WKH�PDUNHWLQJ�PL[�WR�SURYLGH�VDWLVIDFWLRQ�WR�
consumers.

7KH� SUHVHQW� VWXG\� LV� VXSSRUWHG� E\�
�+LGD\DW�	�$NKPDG�� ������ZKR� IRXQG� WKDW�
FXVWRPHU� VDWLVIDFWLRQ� KDV� D� VLJQL¿FDQW�
LQÀXHQFH� RQ� FXVWRPHU� OR\DOW\�� 7KH� PRUH�
VDWLV¿HG�WKH�FXVWRPHUV�DUH��ZLWK�WKH�TXDOLW\�RI�
WKH�VHUYLFH��WKH�LPDJH�RI�WKH�EDQN��WKH�YDOXH�
RI� WKH�FXVWRPHU�� WKH�TXDOLW\�RI� WKH�EDQNLQJ�
products), the more loyal the customers will 
EH� WR� WKH� SURGXFWV� RU� VHUYLFHV�� &XVWRPHU�
WUXVW� FDQQRW�EH� VHSDUDWHG� IURP�VDWLVIDFWLRQ�
LVVXHV�� ZKLFK� FDQ� EH� PHW� ZLWK� H[FHOOHQW�
VHUYLFH��JRRG� LPDJH�DQG�TXDOLW\��DV�ZHOO�DV�
YDOXDEOH� SURGXFWV� IRU� FXVWRPHUV�� &XVWRPHU�
VDWLVIDFWLRQ� LV� WKH� HVVHQWLDO� SUHUHTXLVLWH� IRU�
H[SODLQLQJ�FXVWRPHU�OR\DOW\�

Conclusions

� 7KH�PDUNHWLQJ�PL[�PXVW�EH�GHVLJQHG�
DQG� PDQDJHG� LQ� DFFRUGDQFH� ZLWK� WRGD\¶V�
developments. Products must provide 
PRUH�YDOXH� WR�FRQVXPHUV��SULFHV�VKRXOG�EH�
DFFRUGLQJ�WR�ZKDW�FRQVXPHUV�VSHQG�DQG�WKH�
YDOXH� REWDLQHG�� SODFHV� PXVW� EH� DWWUDFWLYH�
and provide positive value to consumers 
VR� WKDW� WKH\�FDQ� IHHO�DW�KRPH� LQ�FDIHV�DQG�
restaurants; and various promotions that can 
DWWUDFW�FRQVXPHUV��7KH�UHODWLRQVKLS�EHWZHHQ�
PDUNHWLQJ� PL[�� FXVWRPHU� VDWLVIDFWLRQ� DQG�
loyalty shows that the elements in the 
PDUNHWLQJ� PL[�� QDPHO\� SURGXFW�� SODFH��
promotion, price, people, physical evidence 
DQG�SURFHVV�KDYH�DQ� LQÀXHQFH�RQ�FXVWRPHU�
VDWLVIDFWLRQ�DQG� OR\DOW\��7KHVH�UHVXOWV� LPSO\�
WKDW�FRPSDQLHV��HVSHFLDOO\�FDIH�DQG�UHVWDXUDQW�
HQWUHSUHQHXUV��DUH�REOLJHG� WR�SD\�DWWHQWLRQ�
WR�WKH�PDUNHWLQJ�PL[�YDULDEOH�WR�VXUYLYH�DQG�

ZLQ�WKH�LQFUHDVLQJO\�¿HUFH�FRPSHWLWLRQ�LQ�WKH�
FDIH�DQG�UHVWDXUDQW�LQGXVWU\��7KLV�VWXG\�SD\V�
DWWHQWLRQ� WR� WKH� HOHPHQWV� RI� WKH�PDUNHWLQJ�
PL[��HVSHFLDOO\�WKH�TXDOLW\�DQG�EHQH¿WV�RI�WKH�
SURGXFWV�RIIHUHG�WR�FRQVXPHUV�

� 6RFLDO�PHGLD�WKDW�QRZ�EHFRPH�D�PDMRU�
WRRO� IRU� FRQVXPHUV� WR� FRPPXQLFDWH� ZLWK�
RWKHUV�QHHG�WR�EH�XVHG�E\�FDIH�DQG�UHVWDXUDQW�
PDQDJHUV� DV� D� SURPRWLRQDO� PHGLXP�� 7KH\�
FDQ� GHVLJQ� WKHLU� FDIHV� DQG� UHVWDXUDQWV� DV�
LQWHUHVWLQJ� SODFHV� WR� WDNH� SLFWXUHV� VR� WKDW�
they can attract consumers to come to their 
FDIHV� DQG� UHVWDXUDQWV�� HVSHFLDOO\� LQ� 3DORSR�
&LW\�� 7KH� UDSLG� GHYHORSPHQW� RI� WKH� WLPHV�
KDV� DOVR� FKDQJHG� FRQVXPHU� EHKDYLRU� RYHU�
WLPH�� ,QIRUPDWLRQ� WKDW� LV� RSHQ� DQG� FDQ� EH�
HDVLO\� DFFHVVHG� E\� FRQVXPHUV� WKURXJK�
WHFKQRORJ\�SURYLGHV�EHQH¿WV�DQG�GUDZEDFNV�
IRU� UHVWDXUDQW� DQG� FDIH� HQWUHSUHQHXUV� LQ�
3DORSR�&LW\��)RU� WKLV� UHDVRQ�� LW� LV�QHFHVVDU\�
WR� PDNH� SURGXFW� LQQRYDWLRQV� DW� DQ\� WLPH�
VR� WKDW� WKH\� FDQ� SURYLGH� H[FHOOHQW� SURGXFW�
TXDOLW\� IRU� FRQVXPHUV�� LW� LV� KRSHG� WKDW�
ZLWK� H[FHOOHQW� SURGXFWV�� FRQVXPHUV� ZLOO�
PDNH� UHSHDW� SXUFKDVHV� DQG� EHFRPH� OR\DO�
FXVWRPHUV�IRU�FDIHV�DQG�UHVWDXUDQWV��$�SODFH�
WKDW�LV�FRPIRUWDEOH�DQG�SURYLGHV�DQ�DWWUDFWLYH�
DWPRVSKHUH�IRU�FRQVXPHUV�FDQ�DOVR�EH�WDNHQ�
LQWR� FRQVLGHUDWLRQ� IRU� UHVWDXUDQW� DQG� FDIH�
HQWUHSUHQHXUV� LQ� 3DORSR� &LW\� LQ� GHVLJQLQJ�
UHVWDXUDQWV�DQG�FDIHV��5HVHDUFK�VKRZV�WKDW�
FRQVXPHUV� DUH� FXUUHQWO\� ORRNLQJ� IRU� SODFHV�
WKDW�KDYH�DWWUDFWLYH�KRWVSRWV�IRU�FRQVXPHUV�
WR�FKDW�ZLWK�IULHQGV�DQG�IDPLO\�VR�WKDW�ZKHQ�
FRQVXPHUV�VKDUH�WKHLU�H[SHULHQFHV�ZLWK�RWKHU�
UHODWLYHV�� LW� FDQ� EHFRPH� IUHH� SURPRWLRQDO�
PHGLD� IRU� WKH� FDIHV� DQG� UHVWDXUDQWV�
FRQFHUQHG�� 7KH� XVH� RI� WHFKQRORJ\� LV� DOVR�
important as a promotional medium and 
JHWWLQJ�LQSXW�LQ�WKH�IRUP�RI�VXJJHVWLRQV�IURP�
FRQVXPHUV��DOVR�PDQDJLQJ�FRPSODLQWV� IURP�
FRQVXPHUV�� DQG� KRZ� WR� FUHDWH� D� EORJ� RU�
ZHEVLWH�RQ�VRFLDO�PHGLD�RU�WKH�LQWHUQHW�
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