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ABSTRACT

LaelaRizkiAmalia, 2015, Business Administrative Science Majoring in
Marketing Management, Faculty of Administrative Science, Brawijaya
University Malang, The Influence of Marketing Mix Variables on Purchase
Decision and Customer Satisfaction (Research at Customers of Vitiara Rent Car
Malang2015), AndrianiKusumawati, S.Sos., M.Si., DBA and
M.KholidMawardi,Ph.D141 pages + xvi

This study aimed to: (1) understanding the influences of product, price,
promotion, and distribution channel on purchase decision, (2) understanding the
influences of product, price, promotion, and distribution channel on customer
satisfaction, and (3) understanding the influence of purchase decision on
customer satisfaction

The type of this research used explanatory research with quantitative approach.
Variables used in this research were product, price, promotionand distribution
channels, purchase decisions and customer satisfaction. The total sample is 66
members of who has rented a vehicle enlist two times in Vitiara rent car by using
purposive sampling technique. Data were collected through questionnaire
Descriptive analysisandpath analysisis usedas adata analysis technique.

The result of the study reveals that: (1) product, price, promotion, distribution
channel variables have positive and significant effect on the purchase decision
(2). This is proven by the probability of <0.05, which means there is a significant
effect, (2) product, price, promotion, distribution channel variables have positive
and significant effect on customer satisfaction (Y). This is proven by the
probability of <0.05, which means there is a significant effect. While message
source variable provides indirect influence on the purchase decision process
through psychological factors, and (3) purchase decision variable has positive
and significant effect on customer satisfaction (Y). This is proven by the
probability of <0.05, which means there is a significant effect.Therefore, the
companyis expectedtoimproveandmaintainthe qualityof theprice thathas had
abiggest influence oncustomer satisfactionifthrough apurchase decision.

Key words: Marketing Mix, Purchase Decision, Customer Satisfaction

Vi



ABSTRAK

LaelaRizkiAmalia, 2015, Illmu Administrasi Bisnis Jurusan Manajemen
Pemasaran, Fakultas Illmu Administrasi, Universitas Brawijaya Malang,
Pengaruh variable marketing mix terhadap keputusan pembelian dan kepuasan
pelanggan (Survei pada pelanggan Vitiara Rent Car Malang 2015),
AndrianiKusumawati, S.Sos., M.Si., DBA and M.KholidMawardi,Ph.D141
halaman + xvi
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Penelitian ini bertujuan untuk: (1) Memahami pengaruh produk, harga, promosi
dan saluran distribusi memiliki pengaruh terhadap keputusan pembelian, (2)
Memahami pengaruh produk, harga, promosi dan saluran distribusi memiliki
pengaruh terhadap kepuasan pelanggan, dan (3)Memahami pengaruh keputusan
pembelian terhadap kepuasan pembelian

REPOSITORY.UB.AC.1D

Jenis penelitian ini_menggunakan penelitian penjelasan dengan pendekatan
kuantitatif. Variabel yang digunakan dalam penelitian ini adalah produk, harga,
promosi, saluran  distribusi, keputusan  pembelian dan  kepuasan
pelangganTotalsampel66member yang telahmenyewakendaraanduakali
diVitiararent cardan digunakanteknik purposive sampling.Data dikumpulkan
melalui kuesioner.Analisis deskriptif dan analisis jalur digunakan sebagai teknik
analisis data.

Hasil penelitian menunjukkan bahwa terdapat:(1) produk, harga, promosi,
saluran distribusi berpengaruh positif dan signifikan terhadap keputusan
pembelian (Z). Hal ini dibuktikan dengan probabilitas <0,05, yang berarti ada
pengaruh yang signifikan,(2) produk, harga, promosi, saluran distribusi
berpengaruh positif dan signifikan terhadap kepuasan pelanggan (Y). Hal ini
dibuktikan dengan probabilitas <0,05, yang berarti ada pengaruh yang
signifikan. Sedangkan variabel sumber pesan memberikan pengaruh tidak
langsung pada proses keputusan pembelian melalui faktor psikologis, dan (3)
Keputusan pembelian berpengaruh positif dan signifikan terhadap kepuasan
pelanggan (Y). Hal ini dibuktikan dengan probabilitas <0,05, yang berarti ada
pengaruh yang signifikan.Oleh karena itu, perusahaan diharapkan untuk
meningkatkan dan mempertahankan kualitas dari harga yang telah memiliki
pengaruh lebih besarpadakepuasan pelanggan jikamelaluikeputusan pembelian.
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CHAPTER 1

INTRODUCTION

A. Background of the research

Recently business competition is very tight. It can be seen by growth of
business entities such as small medium enterprise, retail, and others big
companies. In establishing of business, entrepreneur should into account the
customer. By delivering the satisfaction value in accordance to need and want of
customer.

Knowing consumers and retain consumers is not easy, because marketers
should know what is the customers needby the way learn how perceptions,
preferences and behavior of customers. Services according to Kotler and
Armstrong (2005:357), is a form of a product consists of activities, benefits or the
satisfaction of being sold and essentially intangible and does not result in
ownership of any kind. The business is currently more vigorous business leasing
the vehicle rental. Current business vehicle rental key success is the ability to
manage many units of vehicles and all thebusiness trouble efficiently. Today's
vehicles rental business from large companies, in the form of small and medium
enterprises, to which are home-based.

Vehicle rental business has many requirements to be done prior to hiring, for
example, the rent should be careful in checking the identity, not an address could
be guaranteed, then it should be in a check directly with the rental vehicle
beforecan be rented there for the identity of the lessee the vehicle really is "valid"
and not a fake address to prevent the occurrence of crimes both vehicles carried



REPOSITORY.UB.AC.ID

- UNIVERSITAS

#® BRAWIJAYA

REPOSITORY.UB.AC.ID

UNIVERSITAS

<L
<
=
<
o
o0
’6,

REPOSITORY.UB,ACID

- UNIVERSITAS

® BRAWIJAYA

blurred or used for criminal offence. Vice versa for tenants as well as checking the
condition of the vehicle if the vehicle is guaranteed in case of insurance accident
or stolen this car renters for safety's sake.

Engel, et.al (2001:31),states that the purchasing decision is a process to
formulate various alternative options to drop the selection on one specific
alternative to make a purchase. One of the factors that able to influence the
purchasing decision factor is fulfillment. According to Hoffman and Bateson
(2006:304), satisfaction and dissatisfaction is a comparison of what customers
expected service customers with the actual received the consumer (Caroll,
2004).The satisfaction or dissatisfaction of customers will affect the subsequent
behavior(Nabhan and Enlik, 2005).

This research was conducted in Vitiara Rent Car. JI. Housing Green hill
93A, Malang. Research Object used is the customer who is already a member of
the active in vitiara rent car. The location was chosen because of there are no
similar studies conducted in vitiara rentcar and to determine the vitiara rent car
customers decide to become a member as satisfied in rent car, so that the
information received is clear and precise. Customer is expectedto support fluency
the research.

Marketing management is how people and organizations can manage
properly their exchange activities to generate income from them and satisfaction
for the other party. In order to find out the needs of the market, the company held
a stimulus which is set by the company and shown to the satisfaction of the

consumer. The stimulation of marketing mix based on previous studies of
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explanation, then there is a chance to do more research by integrating variable
marketing mix, variable purchase decisions, and variable customer satisfaction.
Considering the importance in seeing what things can affect the behavior of
consumers in taking decisions in the rented vehicle. Therefore, the are interested
in to learn regarding with consumer behavior consumer against a decision which
is packed in the title: THE INFLUENCE OF MARKETING MIX
VARIABLES ON PURCHASE DECISION AND CUSTOMER

SATISFACTION (Researchat Customer ofVitiaraRent Car Malang)

B. Formulation of The Problem
The background of the formulation of the problem in this research can be
formulated as follows:
1. Does product have influence on purchase decisions and customer
satisfaction?
2. Does price have theinfluence on purchase decisions and customer
satisfaction?
3. Does promotion have the influence on purchase decisions and customer
satisfaction?
4. Does distribution have the influence on purchase decisions and customer
satisfaction?

5. Does purchase decisions have the influence on customer satisfaction?
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C. Research Objectives
Of the problems that have been formulated above, the goal of this research
activity is:

1. Toexplainthe influence of product on purchase decision and customer

UNIVERSITAS

satisfaction.
2. To explain the influence of the priceonpurchase decision and customer
satisfaction.

3. To explain the influence of promotion on purchase decision and customer

satisfaction.

REPOSITORY.UB.AC.ID

4. To explain the influence of distribution channel onpurchase decision and
customer satisfaction.

5. To explain the influence of purchase decisionon customer satisfaction.

D. Research Contributions

1. For AcademicField
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a. This research is expected contributed to develop knowledge in the
marketing, especially issues that related with this research

b. This research is expected as consideration and can apply in the real

world and also used as a consideration for further research

c. This research is expected to improve their skill in marketing
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development environment and customer behavior, especially in terms

of the purchase decision and customer satisfaction.
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2. For PracticalField
a. This research is expected can be used by companies to understand
consumer behavior towards marketing mix and can also be used as
input for the purchase decision in renting a vehicle
b. This research is expected to obtain what is expected, especially in the
Vitiara Rent Car, so that consumers feel satisfied with what has been

provided or offered by VitiaraRent Car.

E. Structure of the Undergraduate Thesis

Structure of the undergraduate thesis in this research consists of five

chapters discussion, the following is a brief overview of the subject.

CHAPTER | INTRODUCTION
This chaptercontainsresearch background, problem formulation,
research objectives, the benefits of research, andsystematic
discussion.

CHAPTER Il :LITERATURE REVIEW
Chapter two explaining about the theories of the marketing mix,
purchase decision and customer satisfaction

CHAPTER Il : RESEARCH METHOD
Chapter three describes the methodology that is used in this
research by explaining the data collection and the research
approach. This chapter will greatly assist in conducting the

research
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CHAPTER IV: RESEARCH RESULT AND DISCUSSION
Chapter four explaining about data presentation consider general
description of research location, description of general

respondent, description about distribution of respondent answers,
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analysis result and discussion.

CHAPTER V :CLOSING

Chapter five contained by conclusion of this whole research and

recommendation for the company and next researcher.
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CHAPTER II

LITERATURE REVIEW

A. The Previous Research

1. Pupuani (2013)
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The title of the study is Marketing Mix Effect on Customer Satisfaction
and Repurchasing Behavior (A Case Study on Pepsodent Toothpaste Brand in

Denpasar). The purpose of the study is to determine the effect simultaneously

and partial marketing mix on consumer satisfaction and repurchase behavior.

REPOSITORY.UB.AC.ID

The data analysis uses quantitative with path analysis method. This study

consists of product, price, distribution channels, promotion, and customer
satisfaction and repurchase behavior.
This  researchusedquestionnaires. The populationof this study is

consumersfrom Denpasar and they have usedPepsodent toothpaste. There

- UNIVERSITAS

are180respondents involved in this study. Based on theresearch findings,
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theresearchersconclude  thatmarketing  mixconsists  ofproduct,  price,
distributionandpromotionchannels which simultaneouslyandpartially
significant affect Pepsodent toothpaste customer satisfactionin Denpasar.

Marketing mixconsists ofproduct, price, distribution channels, andpromotion

REPOSITORY.UB.AC.ID

which simultaneously have significant effect on Pepsodent toothpaste
repurchasing behaviorin Denpasar. Marketing mix partiallyonly hassignificant
effect of price onrepurchasing behavior,whereas, products, distribution channels

andpromotionspartially do not have significant effect
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On the Pepsodent toothpaste repurchasing behavior in Denpasar. Satisfaction
has significant effect onthe Pepsodent toothpaste repurchasing behavior.
2. Setiawan (2014)

The title of the study is The Marketing MixEffect on Purchasing
Decisions of Toyota Avanza Type G in Surabaya. The purpose ofthis studyis
to determinethe elements on themarketingmixthat includes product, price,
location, andpromotion that affectspurchasing decisions. The elementwhich
has the most effect ispurchase decision.

The data analysis usedquantitative ~ with  multiple  linear
regressionanalysis.Variables of this study  consistofproduct, promotion,
location, price, and purchase decision. This research was conducting by
distributing questionnaires to 100 consumers. The results show that product,
price, place, and promotion have effect on purchase decision of Toyota
Avanza Type G in Surabaya. The dominant factor of purchase decision is
product.

3. Suroso (2010)

The title of this study is The Effect of Retail Marketing Mix Variable on
Purchase Decision and Customer Satisfaction inindomaret Mini Market
Probolinggo.The research objectiveis to determine thedirect effectof
retailmarketingmix variablethat includesproduct, price, promotion, services,
and physicalfacilitieson purchasing decisionsorindirect influence oncustomer

satisfactionby usingthe purchase decision.
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The data analysis used quantitative withpath analysis. The research
variables consistofproduct, price, promotion, services, physicalfacilities,
purchasing decisions and customersatisfaction. The sampleconsisted of 94
Indomaretcustomers.  The  results  showthat theretailmarketingmix
variablesthat ~ includeproduct,  price, ~ promotion,  services  and
physicalfacilitieshave significant effecton the purchase decision. However,
retailmarketingmix variablesthat includeproduct, price, promotion, services,
physicalfacilitiesand purchasing decisionshave significant effecton customer
satisfaction.

4. Rajh (2005)

Rajh conduct research about The Effects ofMarketing Mix Elements on
BrandEquity. The purpose is to explore howmarketing mixelements
affectbrand equity. The research method used the quantitative approach.
While variables of this research consist of Price, store image distribution
intensity, advertising, price deals,sponsorships, brand awareness, brand
image, brand equity. The survey was conducted among a sample of 2nd, 3rd,
and 4th year undergraduate students of the faculty of Economics and
Business inZagreb, In May and June 2003, The survey included a sample of
424 respondent.The research results indicate that different marketing mix
elements impact the creation of brand equitywith different levels of intensity,
as well as that some elements of marketing mix can negatively affect the
creation of brand equity.

5. Jain (2012)
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Jain conductresearch about identitythe essential factors in themarketing
mixdesign (The Case of Personal Protective Equipment). The purpose is to
explain is there a methodology that can be incorporated to find the essential
factors in marketing mix design. The research method used the both
qualitative and quantitative methodologies were incorporated in this study.
While variables of this research consist of Place, price, promotion. The cases
consisted of manufacturers from PPE industry. Telephone or face to face
interview request were sent to 20 personal protective equipment companies,
some of which also tookpart in our survey investigation. It can be conclude
that there are several factors which are essential in the marketing mix design
of a PPE. By this, we mean, that at least these factors must be present in the
market mix design. They maybe supported byother factors.

6. Silfania (2006)

Silfaniaconduct research about the promotional mix of influences
purchasing decisions on PT Jasindo Insurance Malang. The purpose is to
knowing and analyze both simulate as well as partial and the dominant
influence on purchasing decisions. The research method used the quantitative
with approach survey. While variables of this research consist of advertising,
sales personal, public relations and publicity, direct marketing and sales
promotion. Sample taken with the use accidental sampling. From the results
of Research done States that mix promotions includes advertising (X)),
personal sales (X5), public relations and publicity (X3), sales promotions (X4),

and marketing direct (Xs) has the influence of the significantly to decision
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purchase (Y), while of the five variable in promotional mix the most
dominant its influence against the decision of the purchase is variable public

relation and publicity (X3) as well as direct marketing (Xs).
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B. Marketing Mix
Each company must decide the extent to which it’s marketing strategy
with the condition that exists. On one side there are companies that use a
standardized marketing mix globally around the world. The standardization is the
product, advertising, distribution and low cost. On the other side there are
adjustments to the marketing mix, in which the manufacturers the elements of the
marketing mix for each target market.Marketing mix describes the set of tools that
management can use to influence sales. The traditional formulation is called the
4Ps — product, price, place, and promotion (Kotler, 2007:108).Marketing mix are
factors that are controlled and can be used by marketing managers in order to
affect sales or it could also be interpreted as the company's revenue. The factor are
factorproduct, price, place, and promotion.
1. Product
The product is a crucial element in a marketing program. Product
strategy can affect other marketing strategies. The purchase of a product is not
merely to have the product but also to meet the needs and desires of
consumers. It is a subjective understanding of the product from the
manufacturer over something that is offered as an effort to achieve the
objectives of the organization through the fulfillment of the needs and desires
of consumers, according with the competence and capacity of the organization
as well as the purchasing power of the market.Product as anything that can be
offered to a market for attention, acquisition, use, or consumption and that
might satisfy a want or need(KotlerandArmstrong, 2005:223). “A product is

anything that can be offered to the market to look for, owned, used,or
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consumed that can satisfy your desires and needs. The product includes
aphysical object, services, people, places, organizations and ideas”(Kotlerand
Armstrong, 2005:11).

Use a simple sentence, so it’s easy to understand by the reader a
product is anything that can be offered to producers note, requested, sought,
bought, used or consumed in the market as the fulfillment of the needs or
desires of the market concerned, either in the form of goods or services.Product
can be measured through (Kotler, 2007:55).

a. Product Variation

b. Quality of the product

c. Product design

d. Guarantee (warranty) offered
e. Brand

f. Design

g. Nature and attributes characteristics

At this time the company is not only competing with the only resulting
product only, but also increasing the competition on the additional aspect of its
products, such as aspects of the service, advertising, packaging, delivery,
shipping, credit and other factors that could benefit consumers.In planning for
a quote or a product, marketers need to understand the five levels of the
product (Kotler and Keller, 2007:4).

1. Main products, which is actually needed and the benefits that will be
consumed by customers of each product. Rent car in business, the main

benefit is purchased the car service and convenience is ready-made.
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Generic products, namely basic products that are able to affect the most
basic product functionality (minimal product designs can serve). For
example, rent car business is a business that has a lot of vehicles for rent.
Product expectations, which is the official products offered by various
attributes and normal conditions (decent) expected and agreed to be
bought. For example, customers expect comfortable and clean vehicles.
Complementary Products (augmented product), For example the various
product attributes that are fitted or added a variety of benefits and
services, in order to provide extra satisfaction and bias are distinguished
with a competing product. For example, rent car can add facilities TV,
audio, service of rent car, and others — other.

Product potential, For example all sorts of additions and changes that
might be developed for a product in the future.

According to Payne(2000),delivery of products to customers in a timely

and accurate with no more response accurate information. Besides, the

existence of a good service system consists of three elements, namely:

1.

The service strategy, a strategy to deliver services with the best possible
quality to customers.

The human resourcesthat provide services.

The systemof service, procedureorthe procedureto provide services
tothose customersthat involves allphysical facilitiesthathaveand allthe

existinghuman resources.



REPOSITORY.UB.AC.ID

- UNIVERSITAS

#® BRAWIJAYA

REPOSITORY.UB.AC.ID

UNIVERSITAS

<L
<
=
<
o
o0
’6,

REPOSITORY.UB,ACID

. UNIVERSITAS

® BRAWIJAYA

20

. Price

According to Kotler and Keller (2007:179), that affect customer
satisfaction, one of which is price. The products have the same quality but
provide lower prices would provide more value. Compliance rates with quality
also into consideration consumer satisfaction.

The sheer price, the eye depends on the company policy, but of course by
considering a variety of things. The expensive, cheap, or good price only for each
individual is not to be the same, because it depends on the individual's background
by environmental dilators of life and conditions of the individual. In order to be
successful in marketing the goods or services, any company must set prices
appropriately. The price is one — the only element of the marketing mix that
provide income or revenue for the company, while the other three elements
(product, distribution, and promotion) causes the incidence of costs (expenditures).
In addition the price is the marketing mix elements are flexible, its mean can
changed quickly. The case unlike with characteristics of a product or a
commitment to distribution channels. The last two things cannot be changed
quickly and easily, because it usually concerns the long-term decisions.

Marketing plans must include price considerations. The pricing mix
including competition, cost, markups, discounts, and geography. Even if all the
other aspects of the marketing mix are perfect, with the wrong price clients will
not buy the product. The marketing plan must include consideration on how
flexible prices are, lifecycle pricing, who gets discounts, and who pays

transportation (Perrault, Jr. and McCarthy,2004:465).
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The price is important because it determines the profitability and
viability of the company. Determination of prices is having an impact on the
marketing strategy adjustment is taken. The price elasticity of a product will

also affect the demand and sales.

Pricing Objectives

#® BRAWIJAYA
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Pricing objectives has implications on strategies of competing
companies. The purpose of the set should be consistent with the way that the

company is in its relative position in the place of the competition. There are

basically four types of pricing purposes (Tjiptono, 1997:152).

REPOSITORY.UB.AC.ID

1. The purpose of profit-oriented, the assumptions of classical economic
theory that every company always choose the price that can yield the
highest profits. This objective known as maximize of existing profits. In
an era of global competition that his condition is very complex and the

many variables that influence the profit maximization of existing is very
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difficult to achieve, because it is difficult to accurately estimate the
number of may sales that can be achieved at a given price level. Thus, a
company may not be able to know with certainty the price level that can

produce the maximum profit.

REPOSITORY.UB.ACID

2. The purpose of oriented on the volume, in addition to profit-oriented
objectives, the companies that set prices based on goal-oriented a certain
volume or the usual known as the volume pricing objectives. Prices are
set in such a way in order to achieve the target sales volume of sales

(USD) value or market share (absolute or relative). This goal many
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aviation companies, applied by the institution, tour and travel companies,
entrepreneurs and business owners of other performances, as well as the
organizer of the seminars.

Goal-oriented image, of a company can be formed through pricing
strategies. Companies can set the price high to form or maintain a
prestigious image. Meanwhile, low prices can be used to form the image
of a specific value (image of value), for example by providing assurances
that its price is the lowest price in a region specific. In fact, both the high
pricing and the low prices aimed at improving consumer perception of

the overall marketing mix product offerings of the company.

. The purpose of the stabilization of prices, in a market that consumers are

very sensitive to price, if one company lowered its price, the competitors
must lower their prices as well. Such a condition underlying the
formation of the purpose of established prices in the industry—certain
industries whose products are standardized goals of stabilization is done
with the set prices to maintain a stable relationship between the price of a
company and industry leader price.

The purpose of others, the price can also be established with the aim of
preventing the entry of competitors, retain customer loyalty, repeat sales,
support or avoid the interference of the government.
Nonprofitorganization can also set different pricing purposes, for
example to achieve partial cost recovery, full cost recovery, or to set a

social price.
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According to Kotler(2005:18), price is one element of the marketing
mix and price shave individual components consisting of:
1. List price

The price list is a breakdown of the price listed on the label or product.

UNIVERSITAS
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2. Discounts
Discount is a reduction in the price of the price list. According to Kotler
and Armstrong(2004: 473), can discount many different forms, namely:
a. Cash discount, the price reduction to buyers who pay their bills early.

b. Discount amount, is a price reduction to buyers who buying large

_REPOSITORY.UB.AC.ID

quantities.

c. Functional discount (also called merchant discount) offered by the
seller to the members of the trade channel sperform certain functions
such as selling, storing, and held reporting.

d. Seasonal discount is a price reduction to buyers who buy
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merchandise or services outside the season.
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3. DistributionChannels

The intended distribution channels (marketing channel, the trade channel,
distribution channel) is a route or series of intermediaries, both maintained and

independent marketers, in delivering the goods from the manufacturer to the

REPOSHTORY.UB.ACID

consumer (Tjiptono, 1997:187). The number of intermediaries involved in a
distribution channels vary greatly. According to Kotller (2007), there are levels

in distribution channels based on the number intermediary:
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Zero-level channel, indicating that marketers are not using intermediaries
in marketing his product (direct marketing channel).

One-level channel, shows marketers use one type of intermediary.
Two-level channel, meaning wear two types of intermediaries, and so on.

According to Swastha (2003:61), that the function of distribution

channels includes eight terms as follows:

1.

2.

The connection between producers and consumers.

Distribution channels provide additional functions over the marketing
function, such as credit sales.

Distribution channels participating in price fixing.

Distribution channels are active in the promotion.

Through the distribution means consumers can purchase goods and services
required.

Distribution channels can reduce funding and costs.

Distribution channels as a communicator between manufacturers and
consumers

Distribution channels provide collateral for the goods or services to
consumers.

Distribution channels provide additional services to consumers.

. Promotion

According to Kotler (2007:88), the promotion is meant: "Promotion

includes all of the companiesactivity undertakes to communicate and promote

its product the target market”, this state means that includes all of the
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promotional activities conducted by a company to inform and promote its
products to market share.Promotion is represents all of the methods of
communication that a marketer may use to provide information to different
parties about the product. Promotion comprises elements such as: advertising,
public relations, personal selling and sales promotion.

Promotion is one of the factors determining the success of a marketing
program. However quality a product, when consumers have never listen to it
and not sure that it would be useful to consumers, then consumers would never
buy it. Promotion is a form of marketing communications. The definition of
marketing communications is a marketing activity that seeks to diffusing
information, influencing, and remind target market for the company and its
products in order to be willing to receive, purchase, and loyal to the product
offered by the company concerned.

Media promotions can be used in business include advertising, sales
promotion, publicity and public relations, and direct marketing. Determination
of media promotion to be used based on the type and shape of the product
itself.Promotion is measured through (Tjiptono, 2000:22)

1) Level of quality ads

2) The level of sales promotions

3) The publicity of competitors

4) Public relation
a. Promotional Purposes

The purpose of the campaign is to inform, influence and persuade,

and remind target customers on the company and the marketing mix
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(Tjiptono, 1997:221). In detail the third promotional purposes may be
outlined as follows:
b. Inform can be:

1) Inform the market about the existence of a new product

UNIVERSITAS

2) Introduce new use way of the products
3) Pass on price changes in the market

4) Explain the workings of a product

5) Inform the services — services provided by the company

6) The mistaken impression Straightening

_REPOSITORY.UB.AC.ID

7) Reduce fears or worries buyers
8) Building a corporate image

c. Persuade target customers to:
1) Forming a choice brand

2) Switch to certain brands

. UNIVERSITAS

3) Change customer perception of product attributes
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4) Encourage buyers to spend a moment's notice
5) Push the buyer to accept the visit of a salesman
d. Remind, can consist of:

1) Remind the buyer that the product concerned is needed in the near future

REPOSHTORY.UB.ACID

2) Reminding the buyer will place that sells the company's products
3) Make buyers still remember even though there is no ad campaign

4) keep the memories of the first buyer falls on the company's products
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Although in general forms of promotion have the same function,
but these form scan be differentiated based specifically tasks.
Special tasks or is called promotion mix, according to Peter and Donnelly
(2007:111), one of which is: Advertising is any form of presentation and
promotion of ideas, goods or non-personal services by a specific sponsor

that requires payment

C. Purchase Decisions

Purchase consumer decisions on what is purchased, whether or not to buy,
when to buy, where to buy, and how the payout (Sumarwan, 2003:310). Defines
the consumer as a decision a decision as an act of ownership of two or more
alternative options (Sumarwan, 2003:289).

Purchasing decision is a decision of the consumer as a possession of the
action of two or more alternative options regarding the process, the way, the Act
of buying, taking into account other factor about what is purchased, the time to
buy, where to buy it and how the payout. When buying consumer products in
general follow the decision-making process. The process is the introduction of
needs, information retrieval, evaluation of alternatives, and purchase behavior of
post purchase.

The level of consumer involvement in a purchase influenced by stimuli. In
other words, does the person feel involved or not of a specified product does he
feel important or not in decision making the purchase of products or services.
There are consumers who have high involvement in the purchase of a product or

service, and there are also consumers who have low-engagement over the
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purchase of a product or service. The actual buying decision covers why and how

the attitude of someone in consumer behavior. According to Swastha (2008:102),

any decision includes several components:

1)

2)

3)

4)

5)

Choose Products
In this case the company must focus on the needs and wants of consumer
products, so that it could maximize its appeal.
Select Brands
In this case the decision includes criteria and attributes that are contained in
the product to be bought.
Selecting Sellers
Consumers should take the decision about which brand will be bought. Brand
decisions is highly subjective depending on the tastes and desires of the
consumers. Company should know the consumer in choosing a brand.
Selecting the time of purchase
Consumers should determine wherethe customers will buy the product. In this
case the company must figure out which consumers in choosing an agent his
chosen sales agents.
Choose the Amount of the Purchase
Purchases may be made in excess of one unit. Consumers will determine
how much he's going to buy that product. The company should provide
sufficient quantities of products, in accordance with the needs of the

consumer.
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D. Customer Satisfaction

The main objective of a marketing strategy is a important thing for a
company which is a way of achieving the objectives of a company. A quantity is
the number of subscribers increased quite significantly from time to time, whereas
in the quality that customers who had a productive customers who are able to
provide a profit for the company. In Order to achieve that goal can be done in
many ways and one of them is through providing customer satisfaction.

Customer satisfaction is the level of one's feelings after comparing
performance or perceived results compared to the expectation (Kotler, 1997:36).
Consumer satisfaction is the result of (learning outcomes) that was felt over the
use of products and services, is equal to or exceeds the desired expectation
(Yamit, 2001:78).

1. The Measurement of Customer Satisfaction
According to Kotler (2007:138), customer satisfaction measurement
can be done through four:

1) A good impression. It means feeling happy or upset someone who
comes after comparing between the perceptions or impressions on
performance or outcomes of a product and hope. Satisfaction is a
function of perception or impression upon the performance and
expectations. If the performance were below expectations then the
customer is not satisfied. If the performance meets the expectations of

the customers will be satisfied. If performance exceeds the expectations
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of the customers will be very satisfied or pleased. The key to which
customer is faithfulness counts for providing value customers is high.
Share positive information. Creation of customer satisfaction may
provide some benefits, such as the relationship between companies and
customers become harmonious, provide a good basis for the purchase
and the creation of customer loyalty and constitute a recommendation by
word of mouth that is profitable for the company.

No Complain. Customer satisfaction is influenced by the characteristics
of the specific product or service and by the perception of quality. In
addition customer satisfaction is also influenced by the emotional

responses of customers and customer attributes.

According to Kotler (2001:231), there are two theory of satisfaction:

a. Performance Expectations Theory

Consumer satisfaction is a function of consumer expectations and the
expected results. If the results obtained as expected then consumers
will be satisfied, if the results obtained more than expected then the
consumers will be very satisfied and if the result obtained is not like
what is expected, then the consumer is unsatisfied.

Theory of Cognitive Mismatch

Almost every option tends to make the mismatch after the transaction,
for example, is how much the inconvenience incurred and what

consumers do to resolve it
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2. The Factors that Influence Customer Satisfaction
According to Palace (2010:19), there are a number of factors that influence
customer satisfaction, among other things:
a. Recommended products and services (including an employee who is very

helpful and polite, the room comfortable, the transaction means a

~ UNIVERSITAS

% BRAWIJAYA

pleasant service and so on)
b. Customer Emotions (State of mind or feeling or life satisfaction)

c. The attribution for success or failure of the service (assessment of the

merits of better or more poorly than expected)

REPOSITORY.UB.AC.ID

d. The perception of fairness and justice (equity and fairness).

e. Other customers, families and co-workers, for example, the satisfaction
of family vacation trip is a dynamic phenomenon of affected by reaction

and expression by family members during the holidays.

E. Relationships between Variables
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1. The Influenceof ProductinfluenceonPurchase DecisionandCustomer
Satisfaction
Productis a set ofattributes ofbothtangible and intangible, including the

problemsof color, price, reputation ofthe companyand servicecompany

REPOSITORY.UB.AC.ID

thatreceived by the buyerin order tosatisfy his desire (Alma, 2004:139).
Consumer satisfactionisthe extent to whichthe benefits ofaproductperceivedin
accordancewith what is expectedof customers (Amir, 2005).

Consumers buy not just a collection of physical attributes, but the goal

they pay something to satisfy. Thus, for a company that sells the benefits
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wisely not just the product alone product (essentially benefits) but should
constitute a system. If someone needs a product, it would first imagine the
benefits of the product. After it had to consider other factors beyond the
benefits of the product. The factors that make consumers take a decision to
buy or not(Angipora, 2002:152).

It can be concluded from these definitions that the product is a form of
tangible or intangible. Products directly aiming to offer the advantages and
benefits of a particular product by the company. So that when a product is
required by the consumer, the consumer will take a purchase decision, and
will feel satisfied because the product has been in accordance with their
needs, and vice versa if the product is beyond the needs of consumers, the
consumers will not be making a purchase decision.

2. The influence of priceon thepurchase decision and Customer Satisfaction

According to Tandjung (2004:78), price is the amountof moneythat has
beenagreed uponbypotential buyers and sellersin exchange forgoods or
services withinthe normalbusiness transaction". Price is one ofthe elementsof
the marketing mix, according to thenature of themarketing mix, priceis a
variablethat can be controlledby the company. In addition the price also
determines whether or not a product is accepted by consumers.

Companies need tomonitor theprice set by thecompetitorsthatthe price
specifiedby the companyis not toohighorvice versa, so thatthenthe price
offeredcan lead tothe desire of consumerstomake purchases (Angipora,

2002:268).
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In determining customer satisfaction on factors to be considered by the
company. The price, which is a product that has the same quality but set a
relatively cheap price would give a higher value to customers, factors -
factors driving customer satisfaction .The price, for customers that sensitive,
typically low price is an important source of satisfaction because customers
will get value for money is high (Lupyoadi, 2001).

According to lIrawan (2004:37), It can be concluded from this
definition that the price is the amount of money that will be paid by the
consumer to buy a product or service, price decisions directly affect sales and
customer satisfaction because if the price offered is not too high, it will lead
to the desire of consumers to buy and low prices will satisfy customers.
Conversely, if the price is too high level of purchasing power and buyers will
descend impact on the customer satisfaction.

3. The influence of promotionon thepurchase decision andCustomer
Satisfaction

Promotion is a company's communication process with interested
parties now, and that will be relationship and community (Kotler,
2005:247).The main function of a promotion strategy is to convince
marketers to target customers that the goods and services offered has distinct
advantages compared to competitors, so that it can attract consumers to make
purchases, the promotion influence on purchase decisions (Lamb, et.al,

2001:146).
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It can be concluded from these definitions that the order for the
company to successfully sell products or services offered, marketers must be
able to communicate some information about the company to the consumer,
the promotion of electronic media and print media to convince target
customers are offered under the goods and it has an advantage and match
what required by the customer. Good promotion will use customers to
increase purchases and customer satisfaction also increased.

4. The influence of distribution channelon thepurchase decision andCustomer
Satisfaction

Distribution channel is a path traversed by the flow of goods from
manufacturer to middleman and finally to the use of (Angipora, 2002:295).
Distribution with respect to the delivery of products to consumers. Marketing
management have a role in evaluating the performance of the dealer. When
companies are planning a particular market, the first thought is who will be
appointed as a dealer there. Rapid product and equitable to consumers, then
the effect on the consumer's decision to purchase (Lamb, et.al, 2001:8).

It can be concluded from these definitions that the distribution channel
influence on purchasing decisions and customer satisfaction. Distribution
services that are very easy to be fast up to the customer. This will improve

purchasing decisions and customer satisfaction.
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5. The Influence of the Purchase Decision onCustomer Satisfaction

Explain that customer satisfaction is a form of feelings that arise after
the consumer purchases the product and compare the results from the use of
this product in the hope of previously owned.

According to by Kotler and Armstrong (1997:160), is called the
complex buying behavior is when they are actually engaged in the purchase,
through the learning process, develop confidence in the product and attitude,
and then make a purchasing choice. The decision process performed by
irrational because it is based on an understanding of information that can’t be
trusted, in the end the results are not satisfied, but the discontent that will
lower demand for such products in the future (Dapkevicius and Melnikas,
2009:20).

It can be concluded from these definitions that customer satisfaction is
influenced by purchasing decisions. After consumers know the product, price,
distribution channels and promotion that's when purchase decisions are made

after actually making a purchase then the new consumer satisfaction.
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Figure 1:Research Model
Hypothesis Formulation

H1:  Product variable has significant influence on purchase decision and
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H2:  Price variable has significant influence on purchase decision and customer
satisfaction
H3:  Promotion variable has significant influence on purchase decision and

customer satisfaction
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H4:  Distribution channel variable has significant influence on purchase
decision and customer satisfaction
H5:  Purchase decision variable has significant influence on customer

satisfaction
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CHAPTER IlI

RESEARCH METHOD

A. Types of Research

This research is using explanatory research, which describes the
relationship of two or more variables that examined. The research using survey
method of the media using the interview questionnaire.This research using
quantitative research, according to Arikunto (2006:12), quantitative research is a
research that uses numbers ranging from the result of collection.

Explanatory researchis using to describe the existence of relationship
marketing mix variables of the purchasing decisions and customer satisfaction in
the Vitiara Rent Car. This study used survey method, because the information that
collected from respondents using a questionnaire. According to Kerlinger in
Sugiyono (2002:7) survey research is research that conducted on large or small

populations, but the data was studied from samples taken from the population.

B. Research Location

This research is conducting in Vitiara rent cars JI. Bukit Hijau Housing
93A, Malang. This location wasselect by considering some reason. First, Because
Vitiararentacarhad bigincome, Vitiararent caralsohavecustomers(members) in
accordance with thevariablecustomer satisfaction.Second, And finally, the

research also found no similar studies in the Vitiara rent car.

37
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C. Population and Sample

The population is combination of elements of events, thing or person who
has the similar character that being the center of attention of a researcher therefore
viewed as a universe of research(Ferdinand, 2006:223). The population in this
study was members Vitiara rent car who hand rent a vehicle in Vitira rent car. The
total members of Vitiara rent car is 189 members, those members become the
population of this study.

Purposive sampling technique was used to determine the number of
sample closed based on criteria: (1), the members of Vitiara rent car, and (2), the
members who has rented a vehicle enlist two times in Vitiara rent car,

In order to determine the number of sample that represents the population
in the study used the formula Solvin, Umar (2004:108) as follows:

N

n=
1+Ne?

Description

n = the sample size

N = population size
e = critical value
In this study population numbers the customer with the desired error limit

is 10%. Based on the above formula, then the number of samples taken in this

research are:
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189

1+189 (0,1)2
n=65,397 rounded to 66 samples
Therefore, the number of samples used in study 66 respondents.

D. Data Resources
Types of data used in this research is quantitative data. Quantitative

analysis is a method of analysis with numbers — numbers that can be calculated or
measured. Quantitative analysis is intending in order to estimate the magnitude of
the impact of quantitative changes in one or more other events by using
statistical.Data processing and quantitative analysis through several stages. The
source of the data used in this research is the primary data. Primary Data is data
obtained directly from the original sources (without intermediaries). Primary Data
that exist in this research is the result of the dissemination of questionnaires in
sample set (consumers who rent vehicles on Vitiararent car) in the form of raw
data with a liker scale to determine the response from the respondents that there is
about the product, price, distribution channel, promotion and purchase decisions
as well as customer satisfaction.
E. Data Collection Techniques

Thisresearch is using question form as data collection method. Question form
or questionnaire data collection is a great way to provide written questions will be
answered by the respondent, that researchers obtain empirical field/data to solve
problems of research and test the hypothesis that has been established (Supardi,

2005:127).In this questionnaire was contained the draft questions were logically
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related to research issues and each question is the answers that has significance in
testing the hypothesis. Compared to the interview guide list of questions or a more

detailed and complete the questionnaire.

F. Variable and Operational Definition
1. Variable
The approach used in this study is the quantitative approach. Research
with a quantitative approach usually insists on testing the ories through
measurements of the variables with numbers and perform data analysis with
statistical procedures (Indriantoro et.al, 2012:12).
1) ExogenousVariable
Exogenous variables or independent variables are variables that explain or
influence other variables, this variable is also referred to as the cause of
the independent variable, the variable is expected as a result (Indriantoro
and Supomo, 2012:63).
a. Product (X3)
b. Price (X3)
c. Distribution Channel (X3)
d. Promotion (X,)
2) EndogenousVariable
Endogenous variable or the dependent variable is a variable that is
explained or influenced by independent variables that can be either
positive or negative (Indriantoro and Supomo, 2012:63). The dependent

variable in this study that have two
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a. Purchase Decision (2)

b. Customer Satisfaction ()

2. Operational Definition

Operational definitions of variables is a definition of a variable

formulated based on the characteristics of the variable characteristics, which

can be observed Azwar (1997:74). Definition of the operational variable in

the study is as follows:

The dependent Variable (EndogenousVariable)

1. purchase decision (Z)

Purchasingisthe consumer's decisionaboutwhat to buy, whetherto

buyornot, when tobuy, where to buy, andhow payment (Sumarwan,

2003:310). Furthermore, Sumarwan(2003:289) defined based on

the above definition can be concluded that the purchase decision is

a decision of the consumer as the ownership of the action soft or

more alternative choices about the process, how, deed purchase,

taking into account other factors about what to buy,when to

buy.The indicators ofpurchasing decisionsin this study are:

a.

b.

C.

d.

Types of carsaccording to the needs (Z;)
Rent car information quality(Z>)

Special types of cars(Zs)

Suitable choice of car brands(Z,)
Already to be member (Zs)

Friends’initiative(Zs)
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g. Fastservice (Z7)
h.  Availability of funds (Zs)
i.  Already determine cost of rent(Zo)

J. Customers may rent only one type ofcar (Z10)

UNIVERSITAS

2. Customer satisfaction ()
Customer satisfaction is the level ofone's feelings after comparing

the perceived performance or results compared to expectations

(Kotler, 1997:36). Another definition says that customer

satisfaction is the result (outcome) is felt on the use of products and
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services, equal or exceed the expectations of the desired (Yamit,
2001:78).

Based on the above definition can be concluded that in order to
achieve these objective scan be done in various ways and one of

them is through giving. The indicators of customer satisfactionin
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this research are:
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Uncomplicated procedure (Y1)
b. Excellent maintenance (Y>)
c. Customers’ good response (Y3)

d. Inform colleagues because excellent service(Y )
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e. Customers’ complaints on the length of time (Ys)
f.  Customers” complaints on schedule accuracy (Ys)
g. Overall Customers’ satisfaction (Y7)

b)

UNIVERSITAS

¥ BRAWIJAYA




43

REPOSITORY.UBACID.

3. Marketing Mix
The Independent variable (Endogenous Variable):
1) Product (X3)

Definition of a wider product which can be defined as anything

UNIVERSITAS

that can be offered by manufacturers to note, asked, sought,

*/BRAWIJAYA

.

bought, used, or consumed as fulfilling market needs or desire
of the market, both in the form of goods or services. The
indicators of product in this research are:

a. Rent Car service(X11)

POSITORY.UB.ACID

b. Famous car brands in rent car(Xy.2)
c. Informationof typesofcar(X.3)

d. The level of comfort(Xy.4)

e. Cars’ Appearance(Xys)

2) Price (Xy)
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geography. Prices can also mean the amount of money required
to obtain a product or service. The indicators, price indicator in
this research are:

Indicators of price in this research are:
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a. Rational price(Xz.1)
b. Special price(Xz>)
c. Fine priceif late return (X2.3)

3) Promaotion (Xs)
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Promotion is all marketing communication methods that can be
used to provide information to different parties about a product.
The indicator-an indicatorof promotionin this study are:

a. Advertising from electronic media (X3.1)

UNIVERSITAS
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b. Advertising through print (Xs2)

c. Advertising through billboards (X33)
4) Distribution Channel(X,)
Distribution channel refers to providing a place for the product

on the consumer, to be easier to access. The indicator of the

|_REPOSITORY.UB.AC.D |

distribution channel in this research are:

a. Service convenience(Xs1)

b. Strategic location(X,.)

Below is variable indicator and item of variable, as shown on

Table 2:
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Table 2. Variable, Indicator, ItemTable

Variable Indicator Item
Product Product 1) Rent Car service
(Kotler, 2007) Meas | 2) Famous car brands in rent car
ureme | 3) Informationof typesofcar
nt 4) The level of comfort
5) Cars’ Appearance
Price Component 1) Rational price
(Kotler, 2007) of 2) Special price
Price | 3) Fine priceif late return
Promotion Promotion 1) Advertising through electronic media.
(Kotler, 2007) Meas | 2) Advertising through print
ureme | 3) Advertising through billboards
Distribution nt
Channel [ Function of | 1) ServiceConvenience
(Kotler, 2007) Distri | 2) Strategic location
bution
Chan
nel
PurchaseDecisions | Structure of | 1) Types of carsaccording to the needs
Purchase 2) Rent car information quality
(Kotler,2007) Decision 3) Special types of cars
4) Suitable choice of car brands
5) Already to be member
6) Friends’initiative
T)Fast service
8) Awvailability of funds
9) Already determine cost of rent
10) Customers may rent only one type ofcar
Customer Pleasure 1) Uncomplicated procedure
satisfactio 2) Excellentmaintenance
n
(Kotler,2007)
Share I) Customers’ good response
positi | 2) Inform colleagues because excellent
ve service
information
No I) Customers’ complaints on the length of
compl time
aint 2) Customers’complaintson schedule

accuracy
3) Overall Customers’ satisfaction
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The scale usedin this study is that using a Likert scale intervals of each

respondent's answer with a scale of 1-5. Accordingto Sugiono (2012:132) Likert

Scale used to measure attitudes, opinions and perceptions of a person or group of

people about the social phenomenon to be studied. Usually Likert scale format is a

blend of agreement and disagreement, this scale was developed by Rensis Likert

so known as Likert Scale. This scale generally use five points of assessment,

namely:
Table 3. Likert Scale Ratings
Alternatif Score
Strongly Agree 5
Agree 4
Neutral 3
Disagree 2
Strongly Disagree  F

source : Sugiyono (2012:133)

H. Instruments testing

The questionnaire used in this study as an analytical tool. Therefore, the

analysis carried out more reliant on the score of respondents in each observation.

Meanwhile, whether or not the score of the response depends on the data
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collection. Good data collection instruments must fulfill two critical requirements

are valid and reliable.
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1. Validity Testing
Validity testing is needed in a research, especially those using
questionnaires to obtain data. Validity testing intended to determine the
validity of concerns about the validity of understanding between the

concept and the empirical reality. Validity test is a measure that indicates

REPOSTTORY.US.ACID

the levels of validity and the validity of an instrument. An instrument said
to be valid if it is able to measure what you want to measure or reveal the
data of the variables studied appropriately. High and low validity of the
instrument indicates the extent to which the data collected are not deviate

from the description of the variable in question.

UNIVERSITAS

Validity testing can be done by correlating each factor or variable
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with total factor or variable by using the correlation (r) product moment.

Testing criteriatoacceptorreject thehypothesis ofthe existence ofa

valid statementornotcan be doneby:

Testing criteria to accept or reject the hypothesis of the existence of

REPOSHORY.US.ACID

a valid statement or not can be done by:
HO: r = 0, there are no valid data on the level of significant (o) of 5%.

HI1: r # 0, there is valid data on the level of significant (o) of 5%.
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Testing the validity ofwhichis doneby means ofSPSS version.

13.0by using aproduct

eachitemstatementwithan

moment  correlationproducesthe value of

overallscore

detailspresented in thefollowingtable:

ofitemquestionsandfor

Table 4. Validity Testing

Item r Count Sig. Specification
X11 0.651 0.000 Valid
X12 0.679 0.000 Valid
Xi13 0.619 0.000 Valid
X14 0.713 0.000 Valid
Xis 0.809 0.000 Valid
Xo1 0.798 0.000 Valid
Xo2 0.805 0.000 Valid
X23 0.743 0.000 Valid
X31 0.797 0.000 Valid
X32 0.798 0.000 Valid
X33 0.705 0.000 Valid
Xa1 0.868 0.000 Valid
X432 0.897 0.000 Valid
Z11 0.498 0.000 Valid
Z1; 0.644 0.000 Valid
Z13 0.734 0.000 Valid
Z14 0.515 0.000 Valid
Z15 0.609 0.000 Valid
Z16 0.598 0.000 Valid
Z17 0.647 0.000 Valid
Z1g 0.728 0.000 Valid
Zig 0.662 0.000 Valid
Zi10 0.605 0.000 Valid
Yi1 0.595 0.000 Valid
Y11 0.576 0.000 Valid
Y13 0.734 0.000 Valid
Y14 0.550 0.000 Valid
Yis 0.614 0.000 Valid
Y6 0.697 0.000 Valid

*source: appendix 5

more



49

REPOSITORY.UBACID

2. Reliability testing
Reliability test shows the level of stability, constancy and accuracy
of a measuring instrument or test used to determine the extent to which

relatively  consistent measurements when performed repeated

UNIVERSITAS
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measurements. This test is used to determine the extent to which a person
answers consistent or stable over time. According to Arikunto (2006),
reliability as follows: "Reliability refers to an option that an instrument is
sufficiently reliable to be used as a means of collecting data because the

instrument is good"
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Reliability testing technique is to use alpha reliability coefficient.

Criteria for decision-making is when the value of alpha reliability
S
<L coefficient greater than 0.6 then the variable is already reliable.
V) =
< po—
2 ; Table 5.Reliabilitytesting
w <L
% o Variable Alpha Cronbach specification
>0 X1 0.733 Reliable
& X 0.683 Reliable
>/ X3 0.643 Reliable
X4 0.714 Reliable
Z 0.826 Reliable
Y 0.730 Reliable

*source: appendix 5

I.  Data analysis

REPOSITORY.UB.ACIO

1. Descriptive Analysis
This research uses descriptive analysis that provides an overview of a
phenomenon according to the research conducted. According to Sugiyono

(2004:169), is a descriptive analysis of the statistics used to analyze the data

UNIVERSITAS
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in a way describe or depict collected data as it is without intending to apply to
the general on collusions or generalizations.
2. Path Analysis

Path Analysis is a regression statistical development, so that regression
analysis can be considered as a special form of path analysis. Path analysis is
used to delineate and test the model of the relationship between variables in
the form of causation (Sugiyono, 2009).

According Sarwono (2012:17), path an analytical technique used to
analyze the causal relationships between variables are aligned prepared under
temporary order by using the path coefficient as a great amount of value in
determining the influence of the independent variable exogenous to the
endogenous variables. The purpose of using path analysis is to find the
influence of exogenous variables on the endogenous variables are combined
and partially as well as perform the decomposition of correlation between
variables to see the effect of direct, indirect, total effect and influence
factors.In thepath analysisalso foundthe path coefficient. Path coefficient
shows strong influence of exogenous variables on endogenous variables. Path
coefficients are standardized regression coefficients (standard z) which shows
the effect of exogenous variables on endogenous been arranged in the path
diagram.

Correlation direction and strength of the relationship between variables
is shown by the correlation coefficient. Direction of the relationship is

positive and negative, while the strength of the relationship is shown by the
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size of the correlation number. The correlation coefficient is close to 1means
the two variables have a strong relationship or perfect (Sugiyono, 2009).
3. Test of Hypothesis
Hypothesis testing is a procedure which will result in a decision, that
decision in accepting or rejecting this hypothesis (Hasan, 2006:34).
Hypothesis test used in this study is testing the t or the t distribution, through
the following measures:
1) Determine the Formation Hypothesis
a. The zero Hypothesis (H0): no influence between marketing mix
towards purchasing decisions and customer satisfaction;
b. Alternative hypothesis (H1): there are influences between the
marketing mix of the purchasing decisions and customer satisfaction
2) Determine the Real Extent and Value Table
a. The real Level of o= 0.05,
b. Two-sided Test,
c. The degrees of freedom df = n-1 = 97
3) Determine the Criteria of Testing
The criteria of testing is a form of decision making in terms of accepting or
rejecting the hypothesis of zero by way of comparing the critical value
(table of distribution of a value) and the value of test his statistics (Hasan,
2006:35).
a. The zero Hypothesis (HO) is accepted if his statistics test values are

outside the critical value
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a critical value
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CHAPTER IV

FINDING AND DISCUSSION

Research Finding
1. General Description of Research location

Vitiara Rent Carisa carrental companyand has approximately 40cars.
Its main products are car rental service and additional services such as car
rental driver and car wash service. This company’s customers are mainly
businessmen and tourists who come from various cities in Indonesia, foreign
countries and customers who have be come members of Vitiara Rent Car.

Vitiara Rent Carservices are available to fulfill both
businessandtourism need. Also,customers can get some benefitswhen they
usethe companyservices, for example, theycan get exceptional priceand a
new type ofcar. These benefits can be used to enhancethecompany
credibility. Meanwhile, competitors still offer old carswithmore expensive
pricethanthiscompany offers andcustomersdo not have to rent a driver.

Development keys of car rental servicesare customers’ safety, hence
the company always checksthe enginein advance, and typesof car, good
rentalpriceand renterscan drive the car bythemselves. Also, Vitiara Rent Car
applies some policies such as fast service, cheaper price, newertypes ofcars,
andcustomersdo not have to rent a driver. Moreover, discountswill begiven
tocustomerswhorentfor a minimum ofone monthandalready become a

member of Vitiara Rent Car.

53
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Vitiara Rent Caristhe bestcar rental companythatservesthe business
communityand touristsin Malangwith all kinds ofcars such as luxury cars,
sedans, and minivans.Toachieve the visions, Vitiara Rent Carwillmake an
attemptto developandpromote thecarrental servicewith excellent offers such
as exceptionalcarrental price, latest types of car, a policy which customers
do not have to rent a driverand accident insurance which is upto 10million
rupiah.

The company hasapproximately40 cars which consistofvarioustypes
of cars, namely: ToyotaKijanglnnova, ToyotaKijangLGX, IsuzuPantherLS,
KiaCarrentll, MitsubishiKudaGrandia, ToyotaAvanzaG, EToyotaAvanza,
DaihatsuXenial300,IsuzuPantherLV/LM,SuzukiAPVX, SuzukiAPVL,
SuzukiKarimunGX, HyundaiAtoz, GRVSuzuki, SuzukiCarryCarreta.

2. Respondent Characteristics
a. Characteristics of Respondents Based on Gender
Respondent data is based on a questionnaire which has been
distributed to66customers of Vitiara Rent Car beforehand. Based onthe
results, the researcher obtained a descriptionof thecharacteristics of
respondents based on their gender asin the table below.

Table 6.Characteristics of Respondents Based on Gender

No | Gender Frequency Percentage
1 | Female 22 33.33
2 | Male 44 66.67

Total 66 100

Source: Appendix 4
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In this research,the numbers of female
respondentsare22people(33.33%), while

440therrespondents(66.67%)aremale. Therefore,manyrespondentsofVitiara
Rent Cararemale.
b. Characteristics of Respondents Based on Occupation
The researcherobtained a descriptionof the characteristicsof
respondents based on their occupation asin the table below.

Table 7. Characteristics of Respondents Based on Occupation

Occupation Frequency Percentage
Entrepreneur 28 42.42
Teacher 16 24.24
Civil servants 22 33.33
Total 66 100*
*rounded
Source:Appendix 4

Based on table4.2, the characteristics of respondentsbased on
occupationcan  be seen that28 respondents(42.42%)workas an
entrepreneur,  16respondents(24.24%)workas  a  teacherwhile 22
respondents (33.33%)work as a Civil Servant.

c. Characteristics of Respondents Based on Age
The researcherobtained a descriptionof the characteristicsof

respondents based on their age as in the table below.
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Table 8.Characteristics of Respondents Based on Age

No Age Frequency Percentage

1 | Lessthan 25 10 15.15

2 | 26 -31 years 18 27.27

3 | >31 - 38 years 22 33.33

4 | >38 — 46 years 10 15.15

5 | More than 46 years 6 9.09

Total 66 100*

*rounded

Source: Appendix 4

Based on the data, itcan be seen thatthere arelO
respondents(15.15%) are under 25 years old, 18 respondents(27.27%) are
26-31years old, 22 respondents(31,6%) are more than 31-38years old, 10
Respondents(15,15%) are ~ more  than  38-46years old, 6
respondents(9,09%) are more than 46years old. Therefore, most of the
respondentsofVitiara Rent Carare32-38years old.

d. Characteristics of Respondents Based on Income

The researcherobtained a descriptionof the characteristicsof

respondents based on their income as in the table below.

Table 9. Characteristics of Respondents Based on Income

Income Frequency | Percentage
2,500,000 - Rp. 3,000,000 22 33.33
> 3,000,000 - Rp. 3,500,000 30 45.45
> 3,500,000 - Rp. 4,000,000 14 21.21
Total 66 100*
*rounded
Source:Appendix 4
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Based on the table, itcan be seenthatthere, there are 30respondents
(45.45%) whose incomes are about more than Rp3,000,000 up to
Rp3.500,000 there are 22respondents(33.33%) whose incomes are about
Rp 2,500,000 up to Rp. 3,000,000 and there are 14 respondents(21.21%)

whose incomesare about more thanRp3,500,000up to Rp4,000,000.

e. Characteristics of Respondents Based on Car Brands
The researcherobtained a descriptionof the characteristicsof
respondents
Based on car brands as in the table below:

Table 10. Characteristics of Respondents Based on Car Brands

No Choose a brand | Frequency percentage
1 Yes 40 60.60
2 No 26 39.40
66 100
Source:Appendix 4

Based on the data, itcan be seen that40respondents(60.60%)
areinterested inrenting by brand of cars, 26respondents(39.40%) are

notinterested inrenting by brand of cars.

f. Characteristics of Respondents Based on Members’ Period
The researcher obtained a description of the characteristics of
respondents based on how long they become a member of Vitiara Rent Car

as in the table below.

Table 11.Characteristics of Respondents Based on Members’ Period
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No Duration Frequency Percentage

= 1 | Lessthan 1 year 8 12.12
2 2 |>1-2 years 26 39.39

V) — 3 >?2 — 3 years 20 30.30

=S 4 | >3- 4vyears 10 15.15

4 ; 5 More than 4 years 2 3.03

WL Total 66 100*

g % *rounded

= Source:Appendix 4
&

Based on the table, itcan be seenthatthere are8respondents(12.12%)
have become Vitiara Rent Car members for lessthanlyear, 26 respondents

(39.39%) have become members formore thanl to 2years, 20 respondents

(30.30%) have become members for more than2 to 3years,

REPOSITORY.UB.AC.ID

10respondents(15.15%) have become members for more than 3 to 4years,
and there are 2 respondents(3.03%) have become membersfor more
thandyears. Therefore, many Vitiara Rent Carrespondentswho have
become members forl to 2years (26people 0r39.39%  of

the66respondents).

- UNIVERSITAS

g. Characteristics of Respondents Based on Total Rental Cars/month
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The researcher obtained a description of the characteristics of

respondents based on total cars rented in a month as in the table below.

ol
gl
§E Table 12.Characteristics of Respondents Based on Total Rental Cars/Month
%i No Total Cars Frequency Percentage
=] 1 |1-2cars 52 78.79

2 >2-3 cars 14 22.21

total 66 100
Source:Appendix 4

Based on the table, there are 52respondents (78.79%) whorent 1-2

carsin amonth, while 14 respondents (21.21%) rentmore than2 to 3cars in

UNIVERSITAS
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a month. Therefore, most of Vitiara Rent Carrespondents saidrent 1-2cars
in a month (52respondents or78.79%).
h.  Characteristics of Respondents Based on Reasons for Renting a Car.
The researcher obtained a description of the characteristics of

respondents based on their reasons for renting a car as in the table below.

Table 13.Characteristics of Respondents Based on Reasons for Renting a Car

No Reasons Frequency Percentage
1 Good service 18 27.27
2 Member 14 21.21
3 Cheap price 21 31.82
4 Custom 10 15.15
5 Strategic location 3 4.55
Total 66 100

Source:Appendix 4

Based on the data, 18 respondents (27.27%) are interested
inrenting a car in Vitiara Rent Carbecause of the good service,
14respondents(21.21%) stated that they have become the members
company, 21 respondents(31.82%) rent a car because of the cheap price,
10 respondents (15.15%) stated that renting a car in Vitiara Rent Car has
become their custom, and3 respondents(4.55%) choose to rent a car in this
company because of its strategic location. In conclusion,most of
respondents  saidthat rent a  carinVitiarabecause  of  its

cheapprice(21respondents 0r31.82% of the66respondents).

B.  Descriptive Analysis of Variables
Descriptive  analysisfrequency, percentageandmean (average Vvalue)

ofeveryitemsandvariables. Itwill provide adescriptiveoverview ofhow much
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theperception ofrespondents'assessment of theresearch variables.Variables which
aredescribedin  this  study include four indicators of MarketingMix,
namelyProductvariable(X;), Price (X2), Promotion(X3s), and
DistributionChannel(Xs). In addition, VariablePurchase Decision(Z) has

threeindicatorsandvariablesCustomer satisfaction(Y) has oneindicator.
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1. Frequency Distribution analysis results of Products

There arebquestions for product variable a descriptionofeach indicator can

gl be seen in the table below.

? Table 14.Frequency Distribution of Product Variable

én el 5 4 3 2 ik Total o

< f % fl % fl % [f| % |f| % |total| %

E X1 |38 |57.58 (233485 (5 | 758 0|0.00|0|0.00 |66 |100 |4.50
g — Xi2 |19 | 2879 |40 | 60.61 |7 |10.61|0|0.00|0|0.00|66 |100 |4.18
% ; Xi13 |16 | 2424 |44 1 66.67 |6 | 9.09 |0|0.00|0|0.00 |66 |100|4.15
§ é Xia |21 {3182 |34 5152 |11 |16.67 |0 |0.00 | 0| 0.00 | 66 100 | 4.15
= X5 |13 | 19.70 {39 | 59.09 | 14 | 21.21 |0 | 0.00 | O | 0.00 | 66 100 | 3.98
& 4.19

Source:Appendix 6
Notes:

X1.1: Rent Car service

X12: Famous car brands in rent car
X1.3: Information of types of car
X1.4: The level of comfort

Xi5: Cars’ Appearance

REPOSITORY.UB.ACID

Based onthe first item inTable14, it shows how respondents respond to
the statement that rent car service can affect them in renting a car in Vitiara Rent

Car. There are38respondents (57.58%) strongly agree with the statement,
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23respondents (34.85%) agree, and 5respondents(7.58%) neutral. Meanwhile,
noneof respondents stated that they disagree or strongly disagree with the
statementthat Vitiara Rent Carservice level can affect customers in renting a car.
Therefore, it showsthat 61 respondentsofstates that (38 people) strongly agree and
others (23 respondents) agree to the statementthat service level canaffect
respondents in renting acar in Vitiara Rent Car.This item accounted mean
score4.50
The secondstatementstates thatfamous car brands in rent carin renting a

car. There are 19respondents(28.79%) strongly agree,40respondents(60.61%)
agree, 7respondents(10.61%) neutral, none ofrespondentstatedthat they disagree
or strongly disagree.From these data,it can be seenthat many respondents agree
with the statement thatfamouscar brands can affect respondents in renting a
car.This item accounted mean score4.18

The thirdstatement states informationof types ofcar can affectcustomers
in renting acar. There are 16 respondents (24.24%) strongly agree, 44
respondents(66.67%) agree, 6 respondents(9.09%) neutral, none of respondent
stated that they strongly disagreeordisagree with the statement. therefore, it can be
seenthat manyrespondents agree with thestatement that information of types ofcar
can affect respondents in renting acar.This item accounted mean score4.15

The fourthitemstated that the level of comfort car can affect customers in
renting acar. There are 21 respondents(31.82%) strongly agree, 34

respondents(51.52%)agree, 1lrespondents(16.67%) neutral, none ofrespondent
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stated that they strongly disagreeordisagree with the statement. Therefore,
manyrespondents agree with thestatement. This item accounted mean score4.15

The last itemstatesthat cars’ appearance can affect customersin rentinga
car. There are 13 respondents(19.70%) strongly agree, 39respondents (59.09%)
agree, 14respondents(21.21%) neutral. Meanwhile, none ofrespondentstate that
they strongly disagree or disagree with the statement. Manyrespondents agree
with the last statement.This item accounted mean score3.98

Meanofproduct is 4.19. It showsthat the overall respondentsin this
studyagree with the statementproposedin the questionnaireresearch.In other
words, variousconsiderations have beenmade by respondentshefore they decide
torent a car.
2. Frequency Distribution analysis results of Price

There are 3 questions for price variable a descriptionofeach indicator can

be seen in the table below.

Table 15.Frequency Distribution of Price Variable

5 4 3 2 1 Total

ltem Mean

f % f % f % fl % [f| % |Total| %
X571 119(28.79|39(59.09(8|12.12|0|0.00|0]|0.00|66 100 | 4.17
Xo, |127140.91|33(50.00({6| 9.09|0|0.00|0]0.00|66 100 | 4.32
Xoq |18 | 27.27 | 41 | 62.12 |7 |10.61|0|0.00|0]0.00 |66 100 | 4.17
Grand mean 4.22
Source:Appendix 6
Notes:

Xz1:Rational price
Xa.2:Special price
Xz.3:Fine price if late return
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Based onthe first item inTablel5, it shows how customers respond to the
statement that rational pricecan affect them in renting a car in Vitiara Rent Car.
There are 19 respondents(28.79%)strongly agree, 39respondents(59.09%)agree,
and8respondents(12.12%)neutral. Meanwhile,none ofrespondent state that
theydisagree  orstrongly  disagreewiththe  statement.Therefore,majority  of
respondents agree with the first statement. This item accounted mean score4.17

The secondstatementstatesthat special price for members only can
affectthem in renting a car.There are 27 respondents(40.91%) strongly agree,33
respondents(50.00%) agree, and6 respondents(9.09%) neutral.Meanwhile, none
ofrespondent state that theydisagreeorstrongly disagree with the statement.
Therefore, many respondents with agree with the second statement.This item
accounted mean score4.32

The laststatement states thatfine price if late return canaffectcustomersin
rentinga car. There are 18respondents(27.27%) strongly agree, 41 respondents
(62.12%) agree, and 7respondents(10.61%) neutral. Meanwhile, none ofrespondent
state that theystrongly disagree or disagree with the statement. Therefore,
manyrespondents agreewith thelast statement. This item accounted mean score4.17

Mean ofPriceis4.22. It showsthat the overallrespondentsin this
researchagreewith the statementproposedin the questionnaireresearch.In other
words,variousconsiderationshave been made by respondentsbefore they decide
torent a carin Vitiara Rent Car.

3. Frequency Distribution analysis results of Promotion

Promotionhas threequestions. Here'sa descriptionofeach indicator.
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Tablel6. Frequency Distribution of Promotion Variable

<L

z oy 5 4 3 2 1 | Totl a
% B fl % | f| % |f| % |[f| % (f| % |Total | %
5; X31 | 284242 |33|50.00(5 [7.58 |0[0.00/0]|000| 66 |100|4.35
35< Xszp |18|27.27 |32 |48.48 |15|22.73|1|152|0]0.00| 66 |100|4.02
%m X33 [13]19.70 47| 712116 |9.09 |0]0.00(0|0.00| 66 |100|4.11
S0 Grand mean 4.16
o Source:Appendix 6

& pp

Notes:

X31 Electronicmedia advertising
X3 Print media advertising

X33 Billboard advertising

Based onthe first item ofTablel6, itshows how customers respond to the

REPOSITORY.UB.AC.ID

statement that electronic media advertisement can affect themin renting a car in
Vitiara Rent Car.28 respondents(42.42%)strongly agree, 33
respondents(50.00%)agree, Srespondents(7.58%)neutral.However, none
ofrespondent state that theydisagreeor strongly disagree with the

statement. Therefore, this suggeststhatmajority of 61respondentsagree with the
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The  secondstatementstateswhether  theprintmediaadvertising  such
asbrochures, affectcustomersin renting a car in Vitiara Rent Car. The answer

"Strongly Agree" was chosen byl8respondents(27.27%),"Agree” was chosen

by32 respondents(48.48%), and 15respondents(22.73%) neutral. Meanwhile,

REPOSITORY.UB,ACID

thereis one respondent(1.52%)disagreeandnone  ofrespondent state that
theystrongly disagree. From these datait can be seenthat printmediaadvertising
such as brochuresaffectrespondentsin renting a car.This item accounted mean

score 4.02.
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The nextstatement states whether billboardadvertisingcan affect customers
in renting a car. The answer"Strongly Agree" was chosen byl3
respondents(19.70%), the response”Agree" was chosen bya7
respondents(71.21%) andérespondents(9.09%) neutral.However, none

ofrespondent state that theystrongly disagreeor disagree. From this datait can be

- UNIVERSITAS
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concludedthat therespondents agreewith thestatement.This item accounted mean
score 4.11.

Meanof thepromotionis4.16. This showsthat the overall respondentsin this

researchagreewith the statementfiledin the questionnaireresearch.In other words,

[=)
-
o
=
©
<
§
a
w
=

thevariousconsiderationsbased ~ on  advertising have been made by

< respondentsbefore they decide torent a car in this company.

o

S 4. Frequency Distribution analysis results of DistributionChannel
o w—
5 ; Distributionchannelshave  twoquestions.  Here'sa  descriptionofeach
&< on
=0 indicator.
=
Spee Iy it _
7N Table 17.Frequency Distribution of DistributionChannel Variable
&

ltem 5 4 3 2 1 Total Mean

fl| % |[f| % |F| % [f] % |[f| % |Total| %

Xq1 | 2714091 |33|50.00/6 [9.09 |[0]0.00|0]O0.00]66 100 | 4.32

X2 |23 ]34.85|31|46.97|12]18.18|0]0.00|0|0.00 | 66 100 | 4.17

Grand mean 4.24

Source: Appendix 6

REPOSITORY.UB.ACID

Notes :
Xa.1: Service convenience
X4 2: Strategic Location
Based onthe first item ofTablel7,it shows how customers respond to the

statement that service convenience can affect them in renting a car in Vitiara Rent
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Car.27respondents(40.91%)strongly agree, 33respondents(50.00%)agree, and6
people(9.09%)neutral. Meanwhile, none ofrespondent state that theydisagree or
strongly disagreewith the statement. These data indicatethatmajority ofrespondents
with 60 respondentsagreewith the statement. This item accounted mean score 4.32

The second  statementstated  whetherstrategic  locationcanaffect

- UNIVERSITAS

#® BRAWIJAYA

customersinrenting a car in Vitiara Rent Car.The answer"Strongly Agree” was
chosen by23respondents(34.85%),the answeragreewas chosenby
31respondents(46.97%), and 12respondents(18.18%) neutral. However,none

ofrespondent state that theystatedthat they disagreeorstrongly disagree. Therefore,

REPOSITORY.UB.AC.ID

it can be seenthat thestatementcan affectrespondents renting a car. This item
accounted mean score4.17

Meanofdistribution channelis4.24. It showsthat the overallrespondentsin
this researchagreewith the statementfiledin the questionnaireresearch since they

have considered these considerationsbefore they decide to rent a car.

. UNIVERSITAS

5. Frequency Distribution analysis results of Purchase Decision (z)
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Purchase Decisionis anendogenousvariable(z) orintervening

variable.Also,it includes asthedependent variablein this study. Purchase

§.[ Decisionhasten questions. Here'sa descriptionofeach indicator.

gl

3

= Table 18. Frequency Distribution of Purchase Decision
ltem 5 4 3 2 1 Total Mean

f % f % f % |f| % |[f| % |Total | %

Zy, | 24136.36 | 37 | 56.06 | 5 758 |0[0.000]|0.00| 66 |100|4.29
Zy, |11 |16.67 |29 (4394|123 |3485|3|455/0|0.00| 66 |100]3.73
Zy3 |9 |13.64|37|56.06|20|30.30|0|0.00/0|0.00f 66 |100 | 3.83
Zy4 |17 12576 |38 | 57.58 | 11 | 16.67 | 01 0.00 | 0| 0.00| 66 |100 |4.09
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g
&
e 5 4 3 2 1 Total [~
;I_ f] % | f| % |f| % |f| % |f| % |Total| %
<« Zis | 2714091 |34 | 51525 | 758 |0/ 0.00|0|000| 66 |100|4.33
Q= Zis | 25|37.88 |33 |5000|8 |12.12|0/0.00|0|0.00| 66 |100|4.26
c= Zi, | 2413636 |31 |46.97 | 11| 16.67 |0|0.00 | 0| 0.00| 66 | 100 |4.20
S Zis | 28 |42.42 30| 45458 |12.12|0/0.00|0]000| 66 | 100 |4.30
2 ee Zio | 2233333756067 |1061|0|000[0]000| 66 |100|4.23
S| Ziio |28 |42.42 3114697 |7 |1061]0/0.00|0|0.00| 66 |100|4.32
& Grand mean 4.16

Source: Appendix 6

Notes :

Z11: Types of carsaccording to the needs
Z; ,: Rent car information quality

Zy 3. Special types of cars

Z, 4. Suitable choice of car brands

Z1 5. Already to be member

Z16: Friends’initiative

Z; 7. Fast service

Z1 g: Availability of funds

Z19: Already determine cost of rent
Z;10: Customers may rent only one type ofcar

REPOSITORY.UB.AC.ID

Based on thedata ofTablel8,it shows how customers respond to the

statement thatRent car Types of carsaccording to the needs.There

2
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are24respondents(36.36%)strongly  agree, 37respondents(56.06%)agree, and
5respondents  (7.58%)neutral.  None of respondent state that they
disagreeorstrongly disagreewith the statement.From these data it can be

seenthatrespondents’majority agrees with the statement. This item accounted

mean score 4.29.

REPOSITORY.UB,ACID

The secondstatementstates that rent car information quality.The "Strongly
Agree" answer was chosen byllrespondents(16.67%), the "Agree" answer was
chosen by 29respondents(43.94%)and 23respondents(34.85%) neutral. However,

there are 3people(4.55%)statedthat they disagreeandnone of respondent state that

. UNIVERSITAS
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they.From these datait can be seenthat many respondents agree with the statement.
This item accounted mean score3.73.

The thirdstatement states there are special types of cars in Vitiara Rent
Car. The"Strongly Agree" response was chosen by9 people(13.64%), the "Agree"
response was chosen by 37 people(56.06%) and 20respondents(30.30%) neutral.
None ofrespondent state that theydisagree or strongly disagree. From this datait
can be seenthat many respondents agree with the statement. This item accounted
mean score 3.83.

The fourthitemstates that Suitable choice of car brands. The "Strongly
Agree" response was chosen byl7 respondents(25.76%), the "Agree"responsewas
chosen by37 respondents(57.58%) andllrespondents(16.67%) neutral. None
ofrespondent state that they"'Disagree and strongly disagree”. From this datait can
be seenthat many respondents with the statement.This item accounted mean
score4.09

The fifthitemstates that they choose VitiaraRent Carbecause they have
already to be member.The"Strongly Agree" response was chosen by27
respondents(40.91%), the  "Agree" response was  chosen  by34
respondents(51.52%) and5respondents (7.58%) neutral.None ofrespondent state
that they"disagree and strongly disagree".From this datait can be seenthatmany
respondents agree with the statement.This item accounted mean score 4.33

The sixth itemstates that customers choose Vitiara Rent Car because of
their Friends’initiative. The"Strongly Agree" answer was chosen by25

respondents(37.88%),  the  "Agree”  response  was  chosen  by33
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respondents(50.00%) and 8respondents(12.12%) answered neutral. None
ofrespondent state that they"disagree and strongly disagree”. From this datait can
be seenthat many respondents agree with the statement. This item accounted mean
score 4.26.

The seventhitemstates that customers choose Vitiara Rentcarbecause of
itsfastservice. The "Strongly Agree" answer was chosen by24respondents
(36.36%), the "Agree" response was chosen by 31 respondents(46.97%)
andl11respondents(16.67%) neutral.None ofrespondent state that they “disagree
and strongly disagree".From this datait can be seenthatmany respondents agree
with the statement. This item accounted mean score 4.20

The eighthitemstatesthat thealready determine cost of rent s customers to
rent a car.The"Strongly Agree" response was chosen by28 respondents (42.42%),
the "Agree" response was chosen by 30 respondents(45.45%) and
8respondents(12.12%)neutral. None ofrespondent state that they"disagree and
strongly disagreed"”. From this datait can be seenthat many respondents agree with
the statement.This item accounted mean score4.30

The ninth itemstates thatcustomers have determinedthe costof renting a
car. The"Strongly Agree" response was chosen by22 respondents(33.33%), the
"Agree" response was chosen by37respondents(56.06%) and
7respondents(10.61%) neutral.None ofrespondent state that they"Disagree and
strongly disagree"”. From this datait can be seenthatmany respondents agree with

the statement. This item accounted mean score4.23
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The laststatement states thatcustomers may onlyrent one type of car.
The"Strongly Agree” response was chosen by28 respondents(42.42%), the
"Agree" response was chosen by 31 respondents(46.97%) and7
respondents(10.61%)neutral.None ofrespondent state that they "Disagree and
strongly disagreed”. From this datait can be seenthatmany respondentsagree with
the statement. This item accounted mean score4.32

Meanof purchase decisionis4.16. This showsthat the overallrespondentsin
this studyagreewith the statementfiledin the questionnaire.In other words,
variousconsiderationshave been made byrespondents before they decidetorent a
car.

6. Frequency Distribution analysis results of Customer Satisfaction
Variable
Customer Here'sa

satisfactionhassevenquestions. descriptionofeach

indicator.

Table 19. Frequency Distribution of Customer Satisfaction Variable (YY)

ltem 5 4 3 2 1 total Rata-rata M_ean
fl % fl % fl| % |f| % |[f| % |total | % Indicator
Y11 |17 | 25.76 | 37 | 56.06 | 12 | 18.18 |0 [ 0.00 |0 | 0.00 | 66 |100| 4.08 417
Yi, | 23|3485|38|57.58|5 |7.58 |0[0.00|0|0.00| 66 |100| 4.27 '
Y13 | 14| 21.21 |33 |50.00|19|28.79|0|0.00|0|0.00| 66 |100| 3.92 400
Y14 | 25|37.88 33 |50.00|8 [12.12|0]0.00|0|0.00| 66 |100| 4.26 '
Y15 |16 | 24.24 | 40 | 60.61 | 10 | 15.15 |0 | 0.00 | 0 | 0.00 | 66 | 100 | 4.09
Y16 | 203030 | 30 | 45.45 | 16 | 24.24 | 0| 0.00 {0 | 0.00| 66 |100| 4.06 4.18
Y7 {33|50.00|25|37.88|8 |12.12|0/0.00|0|0.00| 66 |100| 4.38
4.15

Source: Appendix 6

Notes:

Y11: Uncomplicated procedure

Y12: Excellentmaintenance

Y13: Customers’ good response

Y1.4:Inform colleagues because excellent service
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Y15: Customers’ complaints on the length of time
Y16: Customers’ complaints on schedule accuracy
Y1.7: Overall Customer satisfaction

Based on thedata ofTablel19,it shows how customers respond to the first
itemstates thatthe procedureis uncomplicated procedure. The"Strongly Agree"
response was chosen byl7respondents(25.76%), the "Agree"” response was chosen
by  37respondents  (56.06%) and = 12respondents(18.18%)neutral.None
ofrespondent state that they "disagree” or “strongly disagree”. It
showsthatmanyrespondents agree with the statement.This item accounted mean
score4.08

The seconditemstates thatVitiara Rent Car has excellentmaintenance. The
"Strongly Agree" response was chosen by23respondents(34.85%), the "Agree"
response was chosen by38respondents (57.58%) and5respondents(7.58%)
neutral.None ofrespondent state that they "disagree” or “strongly disagree". Based
on these data,it can be seenthat many respondentsagree with the statement.This
item accounted mean score4.27

Meanofpleasureindicator is4.17. It showsthat the overallrespondentsin this
studyagree withthe statementfiledin the questionnaire

The thirditemstatesthat customersleave good response when they rent a car
in Vitiara Rent Car. The"Strongly Agree" response was chosen byl4
respondents(21.21%), the "Agree" response  was chosen by
33respondents(50.00%) and 19respondents (28.79%)neutral.None ofrespondent
state that they"strongly disagree”or “disagree”. It can be concludedthat many

respondents agree with the statement.This item accounted mean score 3.92
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The fourthitem states thatInform colleagues because excellent service that
Vitiara Rent Car The "Strongly Agree" response was chosen by25
respondents(37.88%), the"Agree" responsewas chosen by 33respondents(50.00%)
and 8respondents(12.12%)neutral.None ofrespondent state that they "disagree”or
“strongly disagree”. It can be concludedthat many respondentsagree withthe
statement. This item accounted mean score 4.26

Meanofshare positive informationindicator is4.09 It showsthat the
overallrespondentsin this studyagree withthe statementfiledin the questionnaire

The fifthitem states that customers’ complaints on the length of time when
they rent a car in Vitiara Rent Car.The "Strongly Agree" response was chosen
byl6respondents(24.24%), the "Agree" response was chosen by 40respondents
(60.61%) and10respondents (15.15%)neutral.None ofrespondent state that they
"disagree"or"strongly disagree". It can be concluded that respondentsagreewith
the statement.This item accounted mean score 4.09

The sixthitem states thatcustomers” complaints on schedule accuracy. The
"Strongly Agree" response was chosen by20respondents(30.30%), the "Agree"
response was chosen by 30respondents (45.45%) and
16respondents(24.24%)neutral.None ofrespondent state that they “disagree"”
or"stronglydisagree”. It can be concludedthat many respondentsagree with the
statement. This item accounted mean score 4.06

The seventhitemstatesthatcustomers satisfiedwith theoverallservices. The
"Strongly Agree" response was chosen by33respondents(50.00%), the "Agree"

response was chosen by 25respondents(37.88%) and 8respondents(12.12%)
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neutral. None ofrespondent state that they"disagree "or "strongly disagree”. It can
be concludedthat manyrespondents agree with the statement.This item accounted
mean score 4.38

Meanof no complaintindicator is 4.18. Grand Meanofcustomer

satisfactionvariable is4.15. It showsthat the overallrespondentsin this studyagree
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withthe statementfiledin the questionnaire.In other words,
variousconsiderationshave been made by respondentsbefore they decide torenta

carinVitiara Rent Car.

C. Test Resultsof Path Analysis
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1. Path Coefficient of MarketingMixTest

ResultsonCustomerSatisfaction

Source: Appendix 7

S
s Table 20. Path Coefficient of MarketingMix Test
E § ResultsonCustomerSatisfaction
(%)
x -
w <L : Standardized .
% o Independent Variable Coefficient beta t Probability | Notes
S| Product 0.217 2.170 | 0.034 Significant
& Price 0.363 3.360 | 0.001 Significant
> promotion 0.227 2.272 | 0.027 Significant
Risjributign 0.194 2,099 | 0.040 Significant
channel
3; Dependent Variable Customer satisfaction
gi R square (R2) :0.607
S_i Adjusted R square (R2) :0.581
8|

a. Test Results of Direct Effectof product onPurchase Decision
The results of the product effect on purchase decision can be seen

in Table 20. The hypothesis of the research is:
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H;: Product has a significant effect on purchase decision.
Product effectonpurchase decisionis indicated by

thebetacoefficientwhich accounted0.217, t value 2.170 andprobability

accounted0.034(p <0.05), hence Hois rejected. Thus, the hypothesis
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thatproducthas a significantly effect on thepurchase decisionis accepted.
b. TestResults of Direct Effectof Price on Purchase Decision
The results of price effecton purchase decision can be seen in Table
20. The hypothesis of the research is:

H,: Price has a significant effect on purchase decision.

REPOSITORY.UB.AC.ID

PriceEffectonPurchase Decisionis indicated bybetacoefficientwhich
accounted0.363, t value 3.360 and probability accounted 0.001(p<0.05),
hence Hy is rejected.Thus, the hypothesis thatprice has asignificantly
effect on thepurchase decisionis accepted.

c. Test Results of Direct EffectofPromotiononPurchase Decision

- UNIVERSITAS

The results of promotion effect on the purchase decision can be
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seen in Table 20. The hypothesis of the research is:
Hs: Promotion has a significant effect on purchase decision.
Promotioneffect ~ on  thepurchase  decisionis indicatedby

betacoefficientwhich  accounted0.227, t value2.272andprobability

REPOSITORY.UB.ACIO

accounted 0.027(p <0.05),hence Hois rejected.Thus, the hypothesis
thatpromotionhas a significantly effect on thepurchase decisionis

accepted.
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d. Test Results of Direct Effect of Distribution Channel on Purchase
Decision
The results of distribution channel effecton the purchase decision

can be seen in Table 20. The hypothesis of the research is:

UNIVERSITAS

H,: Distribution channel has a significant effect on purchase decision.
Distributionchanneleffectonpurchase decisionis indicated

bybetacoefficientwhich accounted0.194, t value2.099andprobability

g accounted 0.040(p <0.05),hence Hois rejected. Thus, the hypothesis
é' thatDistribution channel has a significant effect on purchase decisionis
g' accepted.

The effect ofproduct, price, promotion, and

distributionchannelvariables oncustomer satisfactioncan be seen in the
coefficientof determination(R-square) accounted0.607(60.7%)while the

contribution ofother variablesexcluded the modelstudyis 39.3%.
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Path analysis resultson thecustomer satisfactioncan be seenin
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Table21

REPOSTTORY.US.ACID

2. Path Coefficient of MarketingMix and Purchase Decision Results

onCustomerSatisfaction
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Table 21. Path Coefficient of MarketingMix and Purchase Decision Results

< onCustomerSatisfaction
> . Standardized 1L
< Independent Variable —- t Probability Notes
) — Beta Coefficient
§ § Product 0.204 2138 | 0.037 Significant
e < Price 0.218 2.022 | 0.048 Significant
% o promotion 0.192 2.013 | 0.049 Significant
S0 Distribution channel 0.201 2.285 | 0.026 Significant
/& ‘ Purchase decision 0.238 2.027 | 0.047 Significant
= Dependent Variable Customer satisfaction
R? 1 0.674
Adjusted R square (R2) :0.647

Source: Appendix 7

a. Test Results DirectEffectofproductsonCustomer Satisfaction

REPOSITORY.UB.AC.ID

The results of the product effect on customer satisfactioncan be
seen in Table 21. The hypothesis of the research is:
Hs: Producthas a significant effect oncustomer satisfaction.

Product effect oncustomer satisfactionis indicated

bybetacoefficientwhich  accounted0.204, t value2.138andprobability

UNIVERSITAS

accounted 0.037(p <0.05), hence Hois rejected. Thus, the hypothesis
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producthas a significant effect oncustomer satisfactionis accepted.
b. Test Results Direct EffectofPriceonCustomer Satisfaction

The results of the price effect on customer satisfactioncan be seen

in Table 21. The hypothesis of the research is:

REPOSITORY.UB,ACID

He: Price has a significant effect oncustomer satisfaction.

Priceeffect onCustomer Satisfactionis indicatedby
betacoefficientwhich accounted 0.218, t value 2.022andprobability
accounted0.048(p <0.05), hence Hois rejected. Thus, the hypothesis

thatprice has a significant effect oncustomer satisfactionis accepted.
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Test Results Direct Effect of Promotion onCustomer Satisfaction

The results of promotion effect on the customer satisfaction can be
seen in Table 21. The hypothesis of the research is:

H-: Promotionhas a significant effect oncustomer satisfaction.

Promotion effectoncustomer satisfactionis indicated
bybetacoefficientwhich accounted 0.192, tvalue 2.013andprobability
accounted 0.049(p <0.05),hence Hois rejected.Thus, the hypothesis
thatpromotionhas a significant effect oncustomer satisfactionis accepted
Test Results DirectEffect of Distribution ChannelonCustomer
Satisfaction

The results of distribution channel effect on the customer
satisfaction can be seen in Table 21. The hypothesis of the research is:
Distributionchannelhas asignificant effect oncustomer satisfaction.

Distribution Channel Effect oncustomer satisfactionis indicated
bybetacoefficientaccounted0.201, t value 2.285andprobability accounted
0.026(p <0.05),hence Hyis rejected.Thus, the hypothesis thatdistribution
has a significant effect oncustomer satisfactionis accepted.

Test ResultsDirect Effectof Purchase Decision onCustomer
Satisfaction

The results of the purchase decision effect on customer satisfaction
can be seen in Table 21. The hypothesis of the research is:

Ho: Purchase decisionhas a significant effect oncustomer

satisfaction.
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Purchase decision effectoncustomer satisfactionis indicated
bybetacoefficientaccounted0.238,t value2.027andprobability
accounted0.047(p <0.05), hence Hyis rejected. The hypothesis
thatpurchase decision has a significant effect oncustomer satisfactionis
accepted.

The effect ofproduct, price, promotion, and distributionchanneland
purchasedecisionvariables oncustomer satisfactioncan be seen in the
coefficientof determination(R-square) is0.64(67.4%)while the contribution
ofother variablesexcluded in this modelis 32.6%.

Purchase Decision Test aslntervening Variable in Relation of
Marketing Mix on Customer Satisfaction

Productvariable has indirectlyeffecton customersatisfactionthrough
purchase  Decision.Thisstatementcan  be provedby  usingstructural
equationcalculation. Purchase decisioneffect as an intervening variableis
calculated by using:

Structuralequation:
Y=PYX + (PY X XPY,Y;)

Direct Effect (DE) PY,Y:

0,204

Indirect Effect (IE) =PY1XxPY,Y;
= 0.217 x 0.238
=0.052

Total Effect (TE) = PY2X + (PY1X X PY2Y))
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=0.204 x 0.052
=0.256
Table  22.Shows the recapitulation resultsofdirect, indirect
andtotaleffectamong variables.
Table 22. Recapitulation ofDirect, Indirectand Total Effect
f ) Indirect
. Direct Direct
Indep_endent Inter\{enlng Endogenous offect SFRaEt BH effect | Total ¢ Sig. Tae
Variable Variable Variable of effect
onZ Y
XonY
Product 0.217 0.204 0.052 0.256 | 0.034 | 0.037 | Significant
Price 0.363 0.218 0.087 0.305 | 0.001 | 0.048 | Significant
promotion Purchase Customer 0.227 0.192 0.054 0.246 | 0.027 | 0.049 | Significant
Distribution | decision: - | satisfaction |  ;4, 0201 | 0046 | 0247 | 0.040 | 0.026 | significant
channel
Purchase
decision P38

Source: Appendix 7

Thecalculation resultsshowthat purchase decisionis provenas an

intervening

variablein

the

relationbetweenmarketing

mixandcustomersatisfaction. This isproven bythe results ofthe calculation

ofindirecteffectis0.052forproduct variable. Total effect of product on

customer satisfaction will be greater if through a purchase decision.

3. Path Analysis

Testin this studyresulted inthe path coefficientbetween variables.

Figure 2 is adiagram viewofthe results ofa thoroughanalysis ofthe path.




80

REPOSITORY.UBACID.

Product (X1) 0.204; 0.037 *

0.217;0.034 *

Price (X2)

0.218; 0.048 *

Purchase
Decision (Z

0.363; 0.001 *
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h 4
0.238; 0.047 * _Custo_mer
satisfaction (Y
A

0.227; 0.027 *
4 Promotion 0.192; 0.049 *
X4 0.194; 0.040 *
istribution
0.201; 0.026 *

Figure 2. Path Analysis

POSITORY.UB.ACID

Notes:

An asterisk (*) =significant
Diagramof path analysisresultsin Figure6has thefollowing equation:
Sub Structure I: Z =0.217 X; + 0.363 X, + 0.227 X, + 0.194 X,

Sub Structure 11: Y=0.204 X; + 0.218 X+ 0.192 X, + 0.201 X, + 0.238 Z
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Based on theresults  ofstructuralequationabove  can  be
explainedasfollows:
e Variableproducts  givesa  positivedirectionandsignificantinfluenceon

thepurchasedecisionandcustomer satisfaction. This showsifthe

betterproducts offeredto customersit will increase purchase decisionsof

REPOSHTORY.US.ACID |

costumersand providegoodsatisfaction
e Variablepricegivesa positivedirectionandsignificantinfluenceon

thepurchasedecisionandcustomer satisfaction. This showsifthe
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morereasonableprice givento customersit will increasepurchase decisions
of customerand providegoodsatisfaction.

Promotion  variablesgivesa  positivedirectionandsignificantinfluenceon
purchase decisionsandconsumer satisfaction. This showsthat the
morefrequent ofpromotions andmany promotionsgiven tocustomers
willincrease purchase decision of customerand provide goodsatisfaction.
Variabledistributionchannelgivea
positivedirectionandsignificantinfluenceon purchase
decisionsandconsumer satisfaction. This showsif more
distributiontocustomersormore easilyfind locations. Will increase purchase

decisionof consumersand providinggoodsatisfaction.

4. AssessmentModel
Assessment modelhypothesis inthis researchwas measuredusing
thecoefficient of determination(R?) inthe secondequation.
Calculations of Assessment modelhypothesis as follows:
R?model =1—(1-R%) (1-R?%)
=1-(1-0.607) (1- 0.674)
=1-(0.393) (0.326)
=1-0.1281
=0.8719 x 100%
=87.19%
Calculations  of  assessment — modelhypothesis  show a

resultis87.19%:.1t meansthe contribution ofthe structuralmodel to describethe
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relationofthe  fivevariables is87.19%,whilethe rest of 12.81% s
explainedbyother variablesexcludedin this research model. Based on
theresults of the datathat has beenobtainedthrough the calculation ofthe

overallpath analysis, it can be concludedthat the modelofpathanalysisin this

UNIVERSITAS

% BRAWIJAYA

studyis validorfeasible(goodness of fit)
D. DISCUSSION
1. Descriptive Analysis
Marketing mix variable consists of four indicators, namely product

(Xy), price (X,), promotion(X3), and distributionchannel (X4).

REPOSITORY.UB.AC.ID

a. Product (Xy)
Product variable consists of five items. The indicators are Vitiara Rent
Car service (X1.1), famous car brands in Vitiara Rent Car (X;.2), information

of types of car (Xi3), cars’ convenience level (Xi4), and cars’ appearance

(X15)

- UNIVERSITAS

Vitiara Rent Carservice (Xi1). Thisstatementitemhas most
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respondentsrespondedthat ~ they  strongly — agree.  There  are38
respondents(57.58%)who answered“strongly agree’thatVitiara Rent Car
servicecanaffectthemto rent a carin Vitiara Rent Carwith ameanitem 4.50.

Based on this result,it can be concludedthat respondentsrent a carbecause of

REPOSITORY.UB.ACIO

Vitiara Rent Carservice.
Famous car brandsin Vitiara Rent Car (Xy2).Thisstatementitemhas
most respondentsansweredthat they agree. There are

40respondents(60.61%)who answered“Agree”’that thefamouscar
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brandscanaffectthem to rent a car inVitiara Rent Carwith ameanitem
4.18.Basedon this result,it can be concludedthat respondents rent a
carbecause of well-knowncar brandsprovided byVitiara Rent Car. In other
words, Famous carbrandsuccessfully attractedrespondentto rent in
vitiararent car.

Informationof typesofcar(Xy 3). Thisstatementitemhas most
respondentsanswered“agree”.  There are  44respondents(66.67%)who
answered“agree”  thatclear  informationof  types  ofcarcanaffect
customerswhowillrent a carinVitiara Rent Carwith amean item 4.15. Based
on these resultsit ~can  be concludedthat  respondentobtaina
clearandgoodinformationabout the condition ofthe car to beleased.
Socustomerthere is no doubton the condition ofthe car.

The level of comfort (Xj4).Thisstatementitemhas most respondents
answered“agree”. There are 34respondents(51.52%)who
answered““Agree”that theconvenienceleveloncarscanaffect themin renting a
car in Vitiara Rent Carwith amean item 4.15. Based on these resultsit can be
concludedthat thevariant ofthe caris providedVitiara rent car, Has alevel of
comfortwhentheyare already usingtheir rentedcar.

Cars’ Appearance(Xs 5). Thisstatementitemhas most
respondentsanswered“agree”.  There are  39respondents(59.09%)who
agreethatcars’ appearancecan attract themin renting a carwith ameanitem
4.45. Based on this resultthatCars’  Appearanceinterestingmake

customerscar hire invitiararent car.
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b. Price

Price variable consists of three items. Theindicators arerational price
(X2.1), exceptional price (X2.), and penalty price (Xz3).

Rational price(Xz.1). Thisstatementitemhas most
respondentsanswered“agree”.  There are  39respondents(59.09%)who
answeredstrongly agreethat rationalpriceinVitiara Rent Car canaffect
themwith ameanitem 4.17.Based on these results it can be concluded that
vitiara rent car rental price is cheaper than rent another car and usually
customize their finances .therefore many people who rent in vitiara rent car
so that increase customer rental.

Special price(Xz2). Thisstatementitemhas most
respondentsanswered“agree”. There are 33 respondents(50.50%)who
agreedthat exceptional pricecanaffect customerstosign as a memberwith
ameanitem 4.32. Based on this result,it can be concludedthat bybecoming a
memberin Vitiara rent car,respondents can getspecial price, thereforeincrease
rentscustomers

Fine priceif late(X23). Thisstatementitemhas most
respondentsanswered“agree”. There are 4lrespondents (62.12%)who
answeredagreethat Fine price in this company is reasonablewith a

meanitems4.17. Based on this result,it can be concludedthatexpensive
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penalty price canaffectrespondents in renting a carwhenthey want toaddtheir

time duration ofrental.

c. Promotion

Promotion variable consists of three items. The indicators are
electronic media (Xs.1), print media (X32) and billboard (X33) advertising.

Electronic media (X3.1). Thisstatementitemhasmost
respondentsanswered“agree”. There are 33
respondents(50.00%)whoagreedthat they know Vitiara Rent Car through
electronicmediaadvertising with meanitem 4.35. Based on this result,it can
be concludedthatprintmedia advertising affectrespondents torent a
carinVitiara Rent Car. Theyknowwhat thebenefitsandthe types of
carofferedbythis company.

Print media (X3.2). Thisstatementitemhas most
respondentsanswered“agree”.  There are  32respondents(48.48%)who
agreedthat they know Vitiara Rent Carthroughprintmediaadvertising witha
meanitem 4.02. Based on this result,it can be
concludedthatprintmediaadvertising can attract morerespondents. They
become aware ofthe manyconveniences providedby Vitiara.

Billboard(Xs3). Thisstatementitemhas most
respondentsanswered“agree”. There are 47respondents(71.21%)who
agreedthatthey know Vitiara Rent Car through billboardsadvertising witha

meanitem 4.11. Based on these resultsit can be concludedthat theadvertising



REPOSITORY.UBACID

UNIVERSITAS

% BRAWIJAYA

REPOSTTORY.US.ACID

UNIVERSITAS

<
<
=
<
(n'd
(a8}

REPOSHORY.US.ACID

UNIVERSITAS

¥ BRAWIJAYA

86

throughbillboards ofvitiararent cargivesgood impactto

influencerespondentsin vitiararent carhirecar

d. Distribution channel

Distribution channel variable consists of two items. The indicatorsare
service convenience (X4.1) and strategic location (Xa.).

Serviceconvenience (X4.1). Thisstatementitemhas most
respondentsanswered“agree”. There are 48respondents (50.00%)who
agreedthatservice conveniencecan attract morecustomerswith a meanitem
4.32. Based on this result,it can be concludedthat respondentsfind it easy
toget arent carserviceandthey feel comfortable whenthey renta car in this
company.

Strategic location (X4.2). Thisstatementitemhas most
respondentsanswered“agree”.  There are 31respondents(46.97%)who
agreedthat strategiclocationcan attract morerespondentswith ameanitem
4.13. Based on this result,it can be concludedthatan accessible locationis

easier for customerstorenta car inVitiara Rent Car.

e. Purchase decision

Purchase decision variable consists of ten items.They are types of
carsaccording to the needs(Zy1), rent car information quality (Z;>), certain
types of car (Zy3), suitable choice of car brands (Z;4), already

fixedcustomer(Zs), friends’initiation (Z;6), fast service (Z;7), availability



REPOSITORY.UB.AC.ID

-~ UNIVERSITAS

% BRAWIJAYA

REPOSITORY.UB.AC.ID

- UNIVERSITAS

<
<
3
<
o
(s8]

REPOSITORY.UB.ACID

UNIVERSITAS

¥ BRAWIJAYA

87

of funds (Z3.g), sufficient costs (Z;.), and customers may rent only one type
ofcar (Z1.10).

Types of carsaccording to the needs(Zi1).Thisstatementitem has
most respondentsanswered “agree”. There are37 respondents (56.06%) who
agreedtypes of carsaccording to the needswith a meanitem4.29.Based on
these resultsit can be concludedthat thetype ofcar providedvitiararent caris a
carin  accordance with  needsrenters. So that therespondentis
notdifficulttodeterminethe carneeded.

Rent car information quality (Z:j).Thisstatementitem has most
respondentsanswered “agree”. There are 29respondents (43.94%) who
agreedthat thelnformation is clearwith a meanitem3.73.Basedon this result,it
can be concludedthat theinformationabout thequality of therent carhelpsthe
respondents to decideto rent a carinVitiara Rent Car.

Special types of cars (Zys3).Thisstatementitem has most
respondentsanswered “agree”. There are37 respondents (56.06%) who
agreedthat  Vitiara Rent Car has  special typesofcarwith a
meanitem3.83.Basedon this result,it can be concludedthatspecialtypes
ofcarshasits ownfascinationforits respondents.

Suitable choice of car brands (Zis). Thisstatementitem has most
respondentswho answered “agree”. There are38 respondents(57.58%)who
agreed torentacar in this company because the car brands

suittheirchoicewitha meanitem4.09. Based on this result,it can be
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concludedthata lot ofrespondents likea certain brand and Vitiara Rent
Carhas variousbrands of cars.

Already to be member(Z;s). Thisstatementitem has most
respondentsanswered “agree”. There are 34respondents(51.52%)whoagreed
becausethey arealready to be memberof this company with ameanitem 4.33.
Based on this result,it can be concludedthatmany customershave become
membersofvitiara, therefore it can
increaseconfidenceandconvenienceofrespondents.

Friends’initiative(Z, ¢). Thisstatementitemhas most
respondentsanswered“agree”. There are 33 respondents(50.50%)who
agreedthat they rent a car because of their friends’initiativewith a meanitem
4.26.Basedon this result,it can be concludedthat theinformationfromother
respondents hadeffectivelypushedthemto rent a car in Vitiara Rent Car.

Fast service (Z;7). Thisstatementitem has most respondentsanswered
“agree”. There are 31respondents (46.97%) who agree that the fast service
makes them to rent acar in this company with a meanitem 4.20. Basedon
this result,it can be concluded that fast servicewillmake respondentsmore
confidenceabout the credibility ofVitiara Rent Car.

Availability ~ of  funds  (Zig).Thisstatementitemhas = most
respondentsanswered“agree”. There are 30respondents(45.45%)who agreed
that theyrent a carbecauseof theavailabilityof moneywith ameanitem 4.30.
Based on this result,it can be concludedthat theavailability ofmoneycan

affect thecar rentalrespondents.
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Already determine cost of rent(Z;g).Thisstatementitem has most
respondentsanswered “agree”. There are37 respondents(56.06%) who
strongly agreed that they havedeterminedthe cost in advancewith a mean
item 4.23. Based on this result,it can be concludedthatrespondents already
know how muchit will costto rent a carinVitiara Rent Car.

Customers may rent only one type ofcar (Z10).Thisstatementitem
has most respondentsanswered ‘“agree”. There are 3lrespondents
(46.97%)who agreedthat they are allowed to rentone type ofcarin Vitiara
Rent Car is the reason with a mean item 4,32. Based on this result,it can be

concludedthatrespondentsmainly rent only one unit car.

f.  Customer satisfaction

Customer satisfactionvariable consists of seven items. The indicators
areuncomplicated procedure(Yy1), excellentmaintenance (Y1.2),customers’
good response (Yq3),excellentservice(Y14),customers’ complaintson the
length of time (Y15), customers’complaintson schedule accuracy (Y1), and
customers’ satisfaction (Y17).

Uncomplicated  procedure  (Y11).Thisstatementitemhas  most
respondentsanswered“agree”. There are37
respondents(56.06%)whoagreedthat Vitiara Rent Car has uncomplicated
procedurewith ameanitem4.08. Based on this result,it can be concludedthat
the procedure iseasy tofollowand don’t needmany requirements to rent a car.

Excellentmaintenance (Y12).Thisstatementitemhas most

respondentsanswered‘‘agree”. There are38
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respondents(57.58%)whoagreedwith theexcellent maintenancewith
ameanitemequals4.27. Based on this result,it can be concludedthat Vitiara
maintenance is very good. This companyalways maintainsgoodphysical
conditionandsecurity ofits cars.

Customers® good response (Yy3).Thisstatementitemhas most
respondentsansweredagree”. There are 33 respondents (50.00%)who
agreed thatcustomers tellgoodthingsof renting a carin Vitiara Rent Carwith
ameanitemequals3,92. Based on this result,it can be concludedthat
respondentstellgood thingsto otherssuch astheprocedures, maintenance, and
alsothe typesof car inVitiara Rent Car.

Inform colleagues because excellent service
(Y1.4). Thisstatementitemhas most respondentsanswered“‘agree”. There are
33respondents (50.00%)with ameanitem 4,26agreedthat Vitiara Rent Car
has excellent service and they inform othersabout their opinion. Based on
this result,it can be concludedthatmany respondents inform their friends that
this company has excellent service.

Customers’  complaints on  the length  of  time
(Y1.5). Thisstatementitem hasmost respondentsanswered“agree”. There are
40respondents(60.61%)who agreedthat theycomplainabout the length of
timewith a mean item 4.09. Based on this result,it can be concludedthat
respondentswillcomplainwhencar reservationtakes a long time.

Customers’complaintson schedule accuracy

(Y1e).Thisstatementitemhas most respondentshesitated. There are30
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respondents(45.45%)werehesitantto answer that they complain about
schedule with ameanitem 4.06. Based on this resultit can be
concludedthatnobody complainsabout the schedule accuracy.

Overall Customers’ satisfaction(Y;).Thisstatementitemhas most

respondentsanswered“agree”. There are 33 respondents(50.00%)who agreed

-~ UNIVERSITAS

% BRAWIJAYA

thatthey satisfy with Vitiara Rent Carserviceswith ameanitem4.38. Based on
this  result,it can be concludedthat the overallrespondentsare

satisfiedwithVitiara Rent Carservices.

2. Hypothesis Testing Result

REPOSITORY.UB.AC.ID

Results  ofthe  marketingmixandpurchase  decisiononcustomer
satisfactionhave threehypothesistest results, namelymarketingmix effect,
purchase decisioneffect oncustomersatisfaction,andmarketingmixeffect
oncustomersatisfaction.

a. The Effectof Product on Purchase Decision
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Based on datain Table20,it shows theresults of the
analysispathofpositive  effectin  productvariable ~ on  thepurchase
decisionindicated by thepath coefficient(f) of 0.217andthe resultsshowa

significanteffectof product onpurchasedecisionwitha probability of 0.034(p

REPOSITORY.UB.ACID

<0.05).

This researchsupportsprevious researchconductedby Setiawan(2014)
entitted  “The Marketing MixEffect on Purchasing Decisions
ofToyotaAvanzaType Gin Surabaya”.Theresultsshowthat there isproduct

effectonpurchase decision.
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Various types ofproducts cause consumersto have manychoices,
hencetheycan  adjustto  their ~ needs  andfinances.Also,  these
variationswillinterest consumerstodorentals next
timesincetheycantryanotherproduct. Therefore, variationsof this type
ofproductare veryimportantandcan greatlyaffect theconsumer's decision
torenta carinVitiara Rent Car.

These resultsare also in linewith the theory ofmarketing mixwhich
describesthesetoftoolsthatmanagementteam canusetoincreasesales.
Thetraditionalformulationisproduct, price, place, andpromotion.
(Kotler,2003:08).The productsare notonly thebenefit,but also constitutea
system. Whensomeoneneeds aproduct, he/she willimaginein advance
thebenefits of the product.After that, he/she considersother factorsthat
excludebenefits of the product. These factorsarewhat makeconsumersto
decidewnhether they buyornot(Angipora, 2002:152).

Producthas an important rolefor consumers’ decisionwhether they will
purchaseornot. ~ The  availability  ofvarious  productswilloe able
toaffectconsumers’ psychology especially when they have decided
tobuyacertain  producttype.  Thoughthe  productsare  notavailable,
consumersstill can see manyother options.Then,theywill
useanotherproductwhich is notmuch different from thedesired product. Itcan
be concluded that product is veryimportantand has significant influenceon

consumers’ purchasing decision.
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Productprovidesa positive roleon purchasing
decisions.Variousproductscan makeconsumersfree to choosethem.Also,
various productswill affectconsumers’ psychologytotryother

similarproductswhenthey wanta product thatis not availableat that time.

b.  The Effectof Price on PurchaseDecision.

Based on datain Table20, itshows the results ofthe path analysis of
positive effect in theprice variableonpurchase decisionindicated by thepath
coefficient(B)  of0.363andthe  results  show  asignificant  effecton
thepurchasepricedecisionwitha probabilityof 0.001(p <0.05).

This researchsupportsprevious researchconductedby Setiawan(2014)
entitled  “The  Marketing MixEffect on Purchasing Decisions
of ToyotaAvanzaType Gin Surabaya”. The resultsshow that there is price
effecton purchase decision. Whenthe price isin
accordancewithconsumers’finance,the decision tobuythe servicewill be
higherthan the expensive price. Whenthere are various products, theprice
will also vary rangingfromlow,medium and expensive price.
Whenconsumers select productsorservices, theywillseetheir = financial
condition whether it will be enough to cover the cost.

These resultsare also consistentwith thetheory.A companyneeds
tomonitor theprice set by itscompetitorsso thatthere will be appropriate price
setby the companyand consumersare willing tobuy their products(Angipora,

2002:268). Thus,priceshavesignificanteffecton the purchasing decision.
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InVitiara Rent Car, pricecan affect purchasing decisions.When the
price increasescontinuously, the purchase decisionwilldecline. This is
presumably becauseVitiaraCarRentcustomers arelower
middleconsumerswithlimitedfinances since upper middleconsumers have
their own car.

c.  The Effect of Promotion onPurchase Decision

Based on datain Table20, itshows theresults of the path
analysisofpositive effectinpromotion variable onpurchase decisionindicated
by thepath coefficient(f) of 0.227andthe resultsshowa significanteffecton
thepurchasedecisionwitha probability 0f0.027(p <0.05 ).

This researchsupportsprevious researchconductedby Setiawan(2014)
entitled  “The  Marketing MixEffect on Purchasing Decisions
ofToyotaAvanzaType Gin Surabaya”.Theresultsshow thatthere ispromotion
effecton purchase decision.Productor servicealone does not guaranteethat
consumersare willing to buy whentheyhave no idea whatkind of productor
service being offered. Consumersmainly preferfamiliar products or
services.Good promotion willattractmany customers,henceit
willgreatlyaffect the purchasing decisions.

These resultsare also consistentwith
thetheory.Promotionisacommunication  processwithcurrent —and  future
interestedparties and  the  community”(Kotler, ~ 2005:247).  The

mainfunctionofapromotion strategyistoconvincecustomersthatthe
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offeredgoodsandservices  hasdistinct ~ advantagesso  thatconsumersare
interested tomake purchases(Lamb, et.al, 2001:146).

The purpose of promotion is toinform,affect, persuade, and
remindcustomersabout ~ the  companyandmarketing ~ mix"(Tjiptono,
1997:221), this theoryalsosupportsthe research.Introducingthe productsor
services through promotion will make the products or services
becomefamiliarespecially forconsumers. Thus,promotionhad
asignificantpositiveeffecton purchase decisions.

When the promotion isimproved,thepurchasing decisionsalso
increase.Moreover, itcauses increasingly widespreadinformationandthe
productor servicebrand becomesmorepopular. Consumers can read the
information of product by reading print, electronic, billboardsadvertising.

d.  The Effect of Distribution Channel onPurchase Decision

Based on datain Table20, the results show the path analysis ofpositive
effect inthe distribution channelvariable onpurchase Decisionindicated by
thepath coefficient(f) of 0.194andthe resultsshow asignificant effecton
thepurchasedecisionwitha probability 0f0.040(p <0.05).

This  researchsupportsprevious  researchconductedSetiawan(2014)
entitted  “The  Marketing MixEffect on Purchasing Decisions
ofToyotaAvanzaType Gin Surabaya”.Theresults show thatthere is
distributionchannels (place) effecton thepurchase decision. Distributiondeals

withconsumers’ conveniencein buyingproductsor services. Whenproduct
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distributionis difficult to reach, consumerswill considerbuying other
accessible products.

Distribution channelisa path ofthe flow
ofgoodsfrommanufacturertodistributorandfinally to theconsumers
(Angipora, 2002:295). Distributionis related tothe deliveryof productsto
consumers. Marketingmanagementhas a rolein evaluatingthe performance
ofthe  distributor.  Whencompaniesare planningaparticular  market,
thefirstthoughtis who will beappointed asthe distributor. Fastand fair
distribution canaffect consumer's decision on purchasing products.(Lamb,
et.al, 2001:8). Moreover, it is consistent withthe results of research
thatdistribution haspositiveeffect. In other words, when distribution of
products increases,consumers’ decisionto purchase productsalso increases.
Also, when distribution of products increases, consumers are willing to
purchase the products. Distribution of productsbyVitiaraRentCar is
verygoodbecause ofthe strategic location. Consumers feelmore convenient
to rent a carin Vitiara Rent Carbecause of itsstrategic location.

e.  TheEffect of product onCustomer Satisfaction.

Based on datain Table21,the results show the path analysisofpositive
effectin  product effect oncustomer satisfactionindicated by thepath
coefficient(B) of 0.204andthe resultsshowa significanteffect witha
probability 0f0.037(p <0.05).

Thisresearchsupportsprevious  researchconducted byPupuani(2013)

entitled “The Marketing MixEffect onConsumers’
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SatisfactionandRepurchaseBehavior(A Case
StudyonPepsodentToothpasteBrand inDenpasar)”.Theresults show thatthere
is product effectoncustomersatisfaction.

Various typesof products can affect theperceptionofconsumers.
Nowadays,there are various products can be bought by consumers.
Consumerscanchooseproductswhich suit their need and they can telltheir
colleaguesabout  theirproducts. ~ Thus, producthas apositiveand
significanteffecton customer satisfaction.

The resultsare also consistentwith a theoryfrom
ZeithamlandBitner(2003:87),there areseveralfactors that can affectcustomer
satisfaction, one of whichis thefeatureof
productsandservices(includinghelpfulandfriendly employees,
pleasanttransaction place,and pleasantservice).Various productscan also
providea variety ofprice whichallows consumerstochoose theproduct that
suitstheirneeds andmoney. Whenthenumbers of productsarequite little,
consumers do not have many choicesand they are likelyto choose
otherproducts. Consumerswho cannot findthe productwhich suitstheir need
willfeeldisappointedandthey do notintend to recommend totheir
colleaguesabout the productsorservices being offered.

f.  The Effect of PriceonCustomer Satisfaction.
Based on datain Table21, the resultsshow the path analysis ofpositive

effect inthe price variableoncustomer satisfactionindicated by thepath
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coefficient(B) of 0.218andthe resultsshowsignificanteffect witha probability
0f0.048(p <0.05).

Thisresearchsupportsprevious researchconducted byPupuani(2013)
entitled “The Marketing MixEffect onConsumers’
SatisfactionandRepurchaseBehavior(A Case
StudyonPepsodentToothpasteBrand inDenpasar)”. Theresultsshowthatthere
is price effecton customer satisfaction.

The resultsare also consistentwith —atheory which describes
thatcustomer satisfactionfactorhaveto be consideredby the company. The
priceisa product that hasthe same qualitybut set arelatively cheap
pricewillgivea higher valueto customers. According toLupyoadi (2001),
Pricecan lead tocustomersatisfaction. Sensitivecustomerstypicallysatisfy
only with cheaper pricebecause theywillgetvalue for money (lrawan,
2004:37).

Basically consumers can be divided into lower middle class
consumers with lowerincome and upper middle consumer with upper
income. Lower middle class consumers have satisfied with a product that
suits their financial condition, while upper middle consumerssatisfy with
good convenience and quality products. In Vitiara Rent Car, there are
various types of car rental price as in accordance with the car brands and
year production. Also, consumershave various choices of car which suit

their financial condition. In addition, they feel comfortable and satisfied
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with the car rental services offered by VitiaraRent Car. Price determines
whether or not a product is accepted by customers.
g.  The Effect of Promotionon Customer Satisfaction

Based on datainTable21,the results showthe path analysis ofpositive
effectin thepromotion variable on thecustomer satisfactionindicated by
thepath coefficient(p) of 0.192andthe resultsshowsignificanteffect witha
probability 0f0.049(p <0.05).

This researchsupportsprevious researchconducted byPupuani(2013)
entitled “The Marketing MixEffect onConsumers’
SatisfactionandRepurchaseBehavior(A Case
StudyonPepsodentToothpasteBrand inDenpasar)”.Theresultsshowthat there
ispromotion effecton customer satisfaction. This is also consistentwith
thetheory thatthe mainfunctionofapromotion
strategyistoconvincecustomersthe goodsandservices benefit, o)
thatconsumersare interested topurchase them (Lamb, et.al, 2001:146).

The need fora productor servicedoes notoccuranytime. In such cases,
the consumersneedquick informationabout the productsor services.
Consumersprefer informationwhich is availableat any time tosearch for
productsorservices they need and entrepreneurs can satisfy their consumers’
need.

Quick and available information can only be donewith
fastpromotionwhich is  conducted intensively since promotionhas

asignificantand positiveeffecton customer satisfaction. Consumers can read
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the information of product by reading print, electronic,
billboardsadvertising.
h.  TheEffect of DistributionChannel on Customer Satisfaction.

Based on datain Table21,the results show the path analysis ofa
positive  effectin  the  distributionchannelvariable ~ on  customer
satisfactionindicated by  thepath  coefficient(B) of 0.20landthe
resultsshowsignificanteffect with a probabilityof 0.026(p <0.05).

This study supports previous research conducted by Pupuani (2013)
entitled “The Marketing MixEffect onConsumers’
SatisfactionandRepurchaseBehavior(A Case
StudyonPepsodentToothpasteBrand inDenpasar)” whose results findthat
there is distribution channel effecton customer satisfaction.

Good product distribution will allow consumers to be able to get a
product that is not limited by distance and time. They will feel satisfied with
the product or service being offered. Thus,distribution channel has positive
significant effect. It means that when the distribution of the products is
improved, customer satisfaction will also increase. In other words, when
distribution increases, consumerscan easily get their product or service,
hence it can also affect consumer satisfaction.

This is also consistentwith the theoryof Tjiptono(2004),who states that
customers’moodand respondsignificantly is affected bythe location,

designandlayout of the service facilities. One element of evaluationof
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customer  satisfactionisthe  distribution ~ location ~ of  goodsand
services(Suprapto, 2001).

Vitiara Rent Carhasa strategic locationthat
makesiteasytoreachandaccessible toconsumers. Consumers’convenience can
affect thevalue oftheproducts distribution. Thus,the distribution ofthe
productsbyVitiaraRent Carhasa significant effect oncustomer satisfaction.

i.  The Effect of Purchase DecisiononCustomersatisfaction.

Based on data on Table 21 results ofpath analysisshowthatthere is
apositive effectin thepurchase decisionvariable oncustomer
satisfactionshown bythe pathcoefficient(p) of 0.238andthe
resultsshowsignificanteffect witha probability 0f0.047(p <0.05).

This resultis in linewith the results ofprevious studiesconducted
bySuroso, (2010), entitled "The Effect of Retail Marketing
MixVariableonPurchase DecisionandCustomer Satisfaction
inIndomaretmini ~ marketProbolinggo”.  The  resultsshow  thatthere
iseffectofPurchase Decisionson Satisfactioncustomer.

This research was also supported by Yamit (2001:78), who mentions
that customer satisfaction is the result of perceived use of products and
services which equals or exceeds the expectations. The irrational decision
process based on an understanding of information that cannot be trusted in
the end will result in discontent that will make lower demand of products in
the future(Dapkevicius and Melnikas, 2009:20). Consumer satisfaction is

the best marketing in running a business. Satisfied consumers of Vitiara
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Rent Car will informtheir friends about the products or services. When
consumers feel satisfied, they will tell you the advantages and reasons why
you should buy the product or service. This indirectly will improve

consumers’trust in Vitiara Rent Car services and it can affect consumers’

UNIVERSITAS
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purchasing decisions. Therefore, the decision of purchasing has a significant

positive effect on customer satisfaction.
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CHAPTER V
CLOSING
A. Conclusions
Results ofthe data analysis and discussion of the effect of
marketingmixandpurchase decisiononcustomer satisfactioncan be concludedinto
severalconclusionsasfollows:

1. Theresults showthat theproduct, price, promotion, distributionchannel
variables have positive and significant effecton thepurchase decision(Z).
This is provenby theprobability 0f<0.05, which means there isa significant
effect.

2. The results showthat theproduct, price, promotion, distributionchannel
variables have positive and significanteffectoncustomersatisfaction(Y). This
is provenby theprobability 0f<0.05, which means there isa significant effect.
While message sourcevariable providesindirect influence onthe purchase
decision processthroughpsychological factors

3. The results showthat the purchase decisionvariable has positive and
significant effectoncustomersatisfaction(Y). This is provenby theprobability

0f<0.05, which means there isa significant effect.

B. Recommendation
Based on the conclusions above, can expressed some suggestions which
are expected to be useful for the company as well as for others. The advice given,

among others:

103
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1. The company mustmaintainandincrease  customer  satisfaction,
becausevariablecustomer  satisfactionhas ~ adominant influencein
affectingpurchasedecision, including bytype ofproduct, discounted

pricestocustomers, the effectiveness of thedistribution, andpromotion, so

UNIVERSITAS

thebuying decisionwill increase. Of this researchcan also evaluatethe

* BRAWIJAYA

company's marketingstrategythat has been donebythe company.
2. Because themarketing mixand customer satisfaction has potential
influence purchasing decisions, there fore next researchers hould consider

variables in their research in terms of the carrental. Further research should

|_REPOSITORY.UB.AC.D |

also consider other variables outside of the variables used in this research.
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Appendix 1Questionnaireof Research
DEPARTEMEN PENDIDIKAN NASIONAL
FAKULTAS ADMINISTRASI UNIVERSITAS BRAWIJAYA
JL.MayjenHaryono 165 Malang

KUESIONER
Penelitianskripsitentang :
THE INFLUENCEOF MARKETING MIX VARIABLES ONPURCHASE
DECISION ANDCUSTOMER SATISFACTION
AssalamualaikumWr. Whb.

Responden yang terhormat.
Dalamrangkapenelitianskripsi.sayamohonkesediaanandauntukmengisikuesinonerb
erikutsebagaisaranadalampenyusunanskripsisaya.
Untukitu.sayamohonkesediaanandauntukmenjawabpertanyaan-pertanyaan ~ yang
adapadalembarkuesionerinidenganbenardengancara:

e Menulisjawabandalamruang yang tersedia

e Memilihjawabandengancaramenyilang( X ) ataumemberitandacentang ( v

) sesuaidenganpilihanjawaban yang tersedia.

Atasbantuandankerjasamanya kami ucapkanterimakasih.

Peneliti

( Laela Risky Amelia )
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I; a. iya b. tidak
E; 6. Berapa lama Andamenjadi member rent car
8|
= vitiara. ... minggu/bulan/tahun=
§ 7. Berapa kali dalamsebulanAndamenyewamobil di rentcarVitiara..........
<L
S : . /¢ :
é ; 8. Berapabanyakmobil yang Andasewa di rent car Vitiara................ unit
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PERTANYAAN
g Dalamdaftarpernyataanberikut.skoruntuktiapjawabanyaitu :
Qg SangatTidakSetuju  ( STS) RE
g; TidakSetuju (TS) Ay
§§ Ragu-Ragu (RG) . 3
Sm Setuju (S) L4
& Sangatsetuju (SS) 5

Jawabanpernyataanberikutinidenganmemberitandasilangsesuaidenganpilihanbobo
tjawabanpadakolom yang tersediadenganrincian :

=8
§' MARKETING MIX
= |
%% Produk
g
- No. Pernyataan Lo
SS | S| R | TS| STS
s_ 1 | Baikburuknyalayanan rent car
= s vitaramempengaruhiandadalammelakukanpe
L - nyewaanmobil
g ; 2 | Merekmobilterkenalmempengaruhiandadala
< < mmelakukanpenyewaanmobil.
g g 3 | Informasipadajenismobilmempengaruhianda
: dalammelakukanpenyewaanmobil.
ol 4 | Tingkat
kenyamananpemakaianmempengaruhiandada
lampenyewaanmobil.
3] 5 | Tampilanmobil yang
2| menarikmempengaruhiandadalammelakukan
gi penyewaanmobil.
=
1
] Harga
No. Pernyataan SN

SS | S R | TS | STS

1 | Hargarasional yang ditawarkan rent car
Vitiaramempengaruhiandauntukmenyewamo
bil
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a
2
8
&
2 Adanyahargakhusus yang ditawarkan rent car
<L Vitiarabagianggotamempengaruhiandauntuk
2 menyewamobil
) — 3 | Dendapengembalian yang rasional yang
é ; ditawarkan rent car
% e Vitiaramempengaruhiandauntukmenyewamo
> o bil
P
S
o
Promosi
BobotJawaban
No. Pernyataan

SS | S R | TS | STS

1 | Iklanmelalui media
elektronikmempengaruhiandadalammelakuka
npenyewaanmobil.

REPOSITORY.UB.AC.ID

2 | Iklanmelalui media
cetakyaitubrosur.mempengaruhiandadalamm
elakukanpenyewaanmobil.

3 | Iklanmelaluipapanreklamemempengaruhiand
adalammelakukanpenyewaanmobil.

SaluranDistribusi

BobotJawaban

No. Pernyataan ss S R 1 Ts | TS

1 | Kemudahandalammemperolehdanmendapatk
anlayananvitiararent car
mempengaruhiandadalammelakukanpenyewa
anmobil.
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2 | Lokasiyang
strategidimanamenyewamobilmempengaruhi
andadalammelakukanpenyewaanmobil.
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Keputusanpembelian

BobotJawaban
No. Pernyataan SHANALR

S8 v it R | TS | STS

1 | Jenismobil di
RentcarVitiarasesuaidengankebutuhananda.

2 | InformasitentangRentcarVitiaramemilikikuali
tasmempengaruhiandadalammelakukanpenye
waanmobil.
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3 | RentcarVitiaramemilikijenismobiltertentu
yang disewakan.
4 | Andamenyewamobilatas pilihan merek yang
dianggap paling tepat.
5 | Andamenyewamobil di
RentcarVitiarakarenasudahberlangganan
6 | Andamenyewamobil di
RentcarVitiarakarenaadainisiasidariteman
7 | Andamenyewamobil di
RentcarVitiarakarenapelayanan yang cepat
8 | Ketersediaanuang yang
mendorongandauntukmenyewamobil di
RentcarVitiara
9 | Andasudahmenentukanberapabiayamenyewa
mobilsebelumnya
10 | Andahanyamenyewasatu unit
jenismobilsaatmenyewa
KepuasanPelanggan
No. Pernyataan BolariAaRN
SS | S| R | TS | STS
1 | Andasenanguntukberlangganankarenaprosed
urpenyewaanmobil yang mudah
2 | Andasenangdenganperawatan yang
dilakukanpihak rent car vitiara
3 | Andaakanmenceritakanhalbaik yang
andaalamisaatandamenyewamobildirent car
vitiara
4 | Andaakanmemberitahukanrekanyang
lainkarenapelayanan di rent car
vitiarasangatbaik.
5 | Andakomplainjikapemesananpenyewaanmob
ilmembutuhkanwaktu yang lama
6 | Andapernahkomplainkarenawaktu yang
diberikanuntuksewamobiltidaktepat
7 | Secarakeseluruhanandapuasdenganjasaperse

waan rent car vitiara
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------------- Terimakasih -------------
Appendix 1 Questionnaire of Research
NATIONAL EDUCATION DEPARTMENT
FACULTY ADMINISTRATIVE SCIENCE UNIVERSITY OF BRAWIJAY A
JI. MayjenHaryonoNo. 163 Malang

4y, FAKULTAS o\
M0 appsT

QUESTIONNAIR
Title of the Research:

THE INFLUENCE OF MARKETING MIX VARIABLES ONPURCHASE
DECISION AND CUSTOMER SATISFACTION

AssalamualaikumWr. Wh.
To honorable : Vitiara Consumers
In order to research my thesis that entitled: The Influence of Marketing

Mix Variables on Purchase Decision and Customer Satisfaction.Thus, | hope your
willingness to make time for answering the questionnaire. This questionnaire is
only as a tool in the preparation of my thesis. , | hope your participation to answer
the questions that exist in this questionnaire.

e Write the answer in available space

e Choose the answer with crosses (X) or give the check mark (V) appropriate

with available answer choices.

Your participation is really helpful to finish this study. | say many thanks to

your participation.

Researcher

( Laela Risky Amelia’)
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<L
E Please fill the questions below correctly:
V)
é §' RESPONDEN IDENTITY
%]
o
< < 1. Gender : Male / Female
=%
. 2. Jobs iva- - Renasitars L inivarqitas Rrawiiawve
£
3. Age va.... Repository. Universitas Brawiiaya
g 4. Income Per MONth  IRP..... oot
K
£l 5. Did you rent various brands of cars in Vitiara rent car *)
[*]
- a. Yes b. No
§ 6. How long did youbecome a memberVitiararent car...week/month/year*)
P
é § 7. How manytimes a monthyou renta caratrentcarVitiara...............c........
5
(8]
% o 8. How many carsyourent carrentinVitiararent car............... unit
>0
€& 9. What is the reasonyouchoose aVitiararent Car.............ccocevevveenennn.

9.
gl
<|
|
i

| =
e |

8!

|E
a
O.
a
-

R
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STATEMENTS
Questionnaire instructions
In the list of statement, score for every answer:

Very disagree (STS) RE
Disagree (TS) D2
Doubt (RG) 03
Agree (S) 4
Very agree (SS) : 5

Choose the answer withthe check mark (V) appropriate with available answer
choices.

MARKETING MIX

Product
Answer Weights
No. Statements SS s R TS TSTS
1 Poor or good service from Vitara rent car is
influencing you in renting the car.
2 Famous brands of car will influence you in
renting the car.
3 Information about car type is influence you
in renting the car.
4 The level comfort rate of usage will influence
you in renting the car.
5 Cars attractive appearance will influence you
in renting the car.

Price
Answer Weights
No. Statements ss s R TS [STS
1 Rational price stated by Vitiara rent car will
influence you in renting the car
2 special price stated by Vitiara rent car will
influence you in renting the car
3 Fine price if late return stated by Vitiara rent
car will influence you in renting the car
Promotion
Answer Weights
No. Statements 55 TS R TS 1STS
1 Advertisingthroughelectronicmedia will
influence you in renting the car.
2 Advertisingthroughprint will influence you in
renting the car.
3 Advertisingthroughbillboards will influence
you in renting the car.
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Distribution Channel

< Answer Weights
E No. Statements 35S TS = TS [STS
) — 1 Easiness in service to obtain convenience
é ey will influence you in renting the car.
4. ; 2 Strategy location Vitiara rent car will
“2‘ D<: influence you in renting the car.
2
; m Purchase Decision
& Answer Weights
& No. | Statements sS 1S R TS 1STS
1 Car type at vitiara rent car is according to
needs will influence you in renting the car
e 2 Information about Vitiara rent car will
§ influence you in renting the car
g 3 Special types of cars from Vitiara rent car
3 will influence you in renting the car.
& 4 Suitable choice of car brands in Vitiara rent
cd car will influence you in renting the car
5 already to member in Vitiara rent car will
<L influence you in renting the car
E 6 You renting the car from Vitiara rent car
9= because friends initiative
= 7 Fast service from Vitiara rent car will
22 ; influence you in renting the car.
< < 8 Availability of funds will influence you in
S oo renting the car.
3;’m 9 Already determine cost of rent will influence
’& you in renting the car.
= 10 You only renting one type of car.

Customer Satisfaction

2 Answer Weights
3 | No. | Statements 3 s IR TS [sTS
§| 1 You glad to be consumer because
g uncomplicated procedure,
g 2 You glad renting car because excellent
= maintenance from Vitiara rent car.
3 You will tell your good or poor moment
when renting in Vitiara rent car.
4 You will inform colleagues because excellent
service in Vitiara rent car.
5 You complaints if renting on the length of
time
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Appendix 2 Data of Respondent
No | Gender Job Age Income
1 male Civil servants 35 3.000.000
2 male Teacher 37 2.500.000
3 female Entrepreneur 26 3.500.000
4 male Civil servants 31 3.500.000
5 male Civil servants 30 4.000.000
6 male Entrepreneur 25 4.000.000
7 female Entrepreneur 43 3.000.000
8 male Civil servants 41 3.500.000
9 female Teacher 28 2.500.000
10 male Civil servants 37 3.500.000
11 male Entrepreneur 39 3.500.000
12 female Entrepreneur 25 3.500.000
13 male Civil servants 29 3.500.000
14 male Teacher 42 2.500.000
15 female Civil servants 28 3.500.000
16 male Teacher 35 2.500.000
17 male Entrepreneur 30 4.000.000
18 female Civil servants 33 3.500.000
19 male Civil servants 28 3.500.000
20 male Entrepreneur 50 2.500.000
21 male Entrepreneur 23 4.000.000
22 female Civil servants 31 3.000.000
23 male Entrepreneur 49 4.000.000
24 male Civil servants 32 3.500.000
25 male Entrepreneur 47 4.000.000
26 male Teacher 38 2.500.000
27 female Teacher 37 3.000.000
28 female Entrepreneur 43 3.500.000
29 female Teacher 24 2.500.000
30 male Teacher 32 3.500.000
31 male Civil servants 29 3.500.000
32 male Civil servants 30 3.500.000
33 male Entrepreneur 46 3.000.000
34 female Civil servants 34 3.500.000
35 male Teacher 33 2.500.000
36 male Entrepreneur 39 4.000.000
37 female Teacher 24 3.500.000
38 male Teacher 37 2.500.000
39 female Civil servants 31 3.500.000
40 male Entrepreneur 30 4.000.000
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Continue Appendix 2 Data of Respondent
S
< No | Gender Job Age Income
e 41 male Entrepreneur 31 3.500.000
= ; 42 male Entrepreneur 33 4.000.000
B < 43 female Entrepreneur 40 3.500.000
% o 44 female Entrepreneur 32 4.000.000
S 45 male Teacher 33 3.000.000
= 46 female Entrepreneur 36 4.000.000
& 47 male Teacher 38 2.500.000
48 female Entrepreneur 45 4.000.000
49 male Teacher 25 2.500.000
= 50 male Civil servants 37 4.000.000
g 51 male Entrepreneur 53 2.500.000
gl 52 | female Civil servants 33 3.500.000
S[ 53 male Entrepreneur 44 4.000.000
8 54 male Civil servants 38 3.500.000
& 55 female Civil servants 25 3.500.000
56 male Entrepreneur 48 3.500.000
= 57 male Civil servants 42 2.500.000
> 58 female Entrepreneur 39 3.500.000
< 50 | male Teacher 29 2.500.000
2= 60 | male Civil servants 37 3.500.000
% ; 61 female Entrepreneur a7 2.500.000
u < 62 male Entrepreneur 46 3.500.000
S0e 63 male Civil servants 30 3.500.000
=)= s 64 male Entrepreneur 24 3.500.000
‘& 65 male Teacher 25 2.500.000
>/ 66 female Entrepreneur 25 3.500.000
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No RINGOT member Rent/month Reason rent car
brand

1 Yes 2.5 years 1 Great service

2 Yes 1 years 2 Near location

3 No 2.5 years 1 Great service

4 No 5 month 1 Cheap price

5 Yes 1.5 years 3 trusted

6 No 2.5 years 1 trusted

7 Yes 3.5 years 1 Cheap price

8 Yes 1 year 3 Great service

9 Yes 2.5 years 1 According to the needs
10 Yes 1.5 years 1 According to the needs
11 Yes 1.5 years 1 trusted

12 Yes 2.5 years 1 Cheap price

13 Yes 2.5 years 1 Great service

14 Yes 5 years 1 Great service

15 Yes 1.5 years 1 Cheap price

16 No 3.5 years 1 According to the needs
17 Yes 1.5 years 1 Cheap price

18 No 4 month 1 According to the needs
19 Yes 3.5 years 1 Great service

20 No 2.5 years 1 Cheap price

21 No 1.5 years 1 According to the needs
22 No 2.5 years 1 Cheap price

23 Yes 4.5 years 1 Great service

24 No 1.5 years 1 Cheap price

25 No 1 year 2 trusted

26 Yes 2.5 years 1 Cheap price

27 No 1.5 years 1 According to the needs
28 No 2.5 years 1 Cheap price

29 Yes 1.5 years 3 trusted

30 Yes 3.5 years 1 Great service

31 Yes 1.5 years 1 trusted

32 No 1 year 1 According to the needs
33 Yes 5 years 1 Near location

34 Yes 1.5 years 1 Great service

35 No 6 month 3 trusted

36 No 1.5 years 1 trusted

37 Yes 3.5 years 1 Cheap price

38 Yes 1 year 1 Great service

39 No 2.5 years 2 Cheap price

40 No 2.5 years 1 Cheap price

41 Yes 4 month 1 Great service

42 Yes 9 month 1 Cheap price
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8| Continue Appendix 2 Data of Respondent
< No Trr::]gf member Rent/month Reason rent car
E’ 43 No 5 years 1 trusted
) — 44 Yes 1.5 years 1 Cheap price
é - 45 Yes 2.5 years 1 Great service
4 ; 46 Yes 3 month 1 Great service
< < 47 Yes 3.5 2 Great service
g % 48 No 2.5 years 3 According to the needs
49 Yes 1 year 1 According to the needs
s 50 No 3.5 2 According to the needs
‘ 51 Yes 7 month 3 Great service
52 Yes 2.5 years 1 According to the needs
53 Yes 1.5 years 1 According to the needs
gl 54 No 1.5 years 1 Near location
;i 55 Yes 2.5 years 3 Great service
g 56 No 3.5 years 1 According to the needs
’gj 57 Yes 1 years 1 Cheap price
& 58 Yes 2.5 years 1 trusted
' 59 Yes 4 month 3 Cheap price
60 Yes 1 year 1 Great service
§ 61 No 2.5 years 1 According to the needs
< o 62 No 1 years 3 Cheap price
b - 63 Yes 3.5 years 1 Great service
g ; 64 No 2.5 years 1 Cheap price
& Py 65 No 2.5 years 1 Cheap price
=0 66 Yes 3.5 years 1 Cheap price
=
>0
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Appendix 4. Result Distribution of Characteristic Respondent
Frequency Table

<
<
=
<
o
(ad]
&

)
é Gender
&’ Cumulative
;" Frequency | Percent | Valid Percent Percent
> Valid female 22 333 333 33.3
- male 44 66.7 66.7 100.0
Total 66 100.0 100.0
Job
Cumulative
ol Frequency | Percent | Valid Percent Percent
g Valid  Civil servants 22 33.3 33.3 33.3
§' Entrepreneur 28 42 .4 42 .4 75.8
§‘ Teacher 16 24.2 24.2 100.0
gi‘ Total 66 100.0 100.0
ol
Age
< Cumulative
>. Frequency Percent Valid Percent Percent
< Valid 23.00 1 1.5 15 1.5
) — 24.00 3 45 4.5 6.1
=1 - 25.00 6 9.1 9.1 15.2
=
) ; 26.00 1 15 15 16.7
5 < 28.00 3 4.5 4.5 21.2
= o 29.00 3 4.5 4.5 25.8
= 30.00 5 7.6 7.6 33.3
=)= s 31.00 4 6.1 6.1 39.4
N 32.00 3 4.5 4.5 43.9
"&' 33.00 5 7.6 7.6 51.5
34.00 1 1.5 15 53.0
35.00 2 3.0 3.0 56.1
36.00 1 15 15 57.6
= 37.00 6 9.1 9.1 66.7
Q 38.00 3 4.5 4.5 71.2
gl 39.00 3 4.5 4.5 75.8
zZ| 40.00 1 1.5 15 77.3
21 41.00 1 1.5 1.5 78.8
<] 42.00 2 3.0 3.0 81.8
as; 43.00 2 3.0 3.0 84.8
44.00 1 15 15 86.4
45.00 1 15 15 87.9
46.00 2 3.0 3.0 90.9
47.00 2 3.0 3.0 93.9
48.00 1 15 15 95.5
) 49.00 1 1.5 15 97.0
= 50.00 1 15 1.5 98.5
;) 53.00 1 1.5 1.5 100.0
e Total 66 100.0 100.0
=
s
=,
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Income
Cumulative
Frequency | Percent Valid Percent Percent
Valid  2.500.000 16 242 24.2 242
3.000.000 6 9.1 9.1 33.3
3.500.000 30 455 455 78.8
4.000.000 14 21.2 21.2 100.0
Total 66 100.0 100.0
Kind of brand
Cumulative
Frequency | Percent | Valid Percent Percent
Valid No 26 394 394 394
Yes 40 60.6 60.6 100.0
Total 66 100.0 100.0
member
Cumulative
Frequency | Percent Valid Percent Percent
Valid 1year 6 9.1 9.1 9.1
1years 3 45 45 13.6
15 years 15 22.7 22.7 36.4
2,5 years 20 30.3 30.3 66.7
3 month 1 15 15 68.2
35 2 3.0 3.0 71.2
3,5 years 8 121 12.1 83.3
4 month 3 45 45 87.9
45 years 1 15 15 89.4
5 month 1 15 15 90.9
5years 3 45 45 95.5
6 month 1 15 15 97.0
7 month 1 15 15 98.5
9 month 1 15 15 100.0
Total 66 100.0 100.0
Rent/month
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.00 52 78.8 78.8 78.8
2.00 5 7.6 7.6 86.4
3.00 9 13.6 13.6 100.0
Total 66 100.0 100.0
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s
< Reasonrent car
>' Cumulative
e S' _ Frequency | Percent Valid Percent Percent
< — According to the needs 14 21.2 212 212
= ; Cheap price 21 318 318 53.0
B < Greatsenice 18 273 273 80.3
= o Near location 3 45 45 84.8
< o) trusted 10 152 15.2 100.0
- Total 66 100.0 100.0
&
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Appendix 5 Validity and Reliabilities Testing

Correlations

Correlations
xX1.1 Pearson Correlation .651*
Sig. (2-tailed) .000
N 66
X1.2 Pearson Correlation .679*
Sig. (2-tailed) .000
N 66
X1.3 Pearson Correlation .619*}
Sig. (2-tailed) .000
N 66
X1.4 Pearson Correlation 713
Sig. (2-tailed) .000
N 66
X1.5 Pearson Correlation .809*
Sig. (2-tailed) .000
N 66

**. Correlation is significant at the 0.01 level

Reliability
Case Processing Summary
N %
Cases Valid 66 100.0
Excluded 0 .0
Total 66 100.0

124

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

ol

g

g Cronbach's

= Alpha N of ltems
=4 733 5
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Correlations

Correlations

=
V) m—
= S x2
4 X2.1  Pearson Correlation .798*4
w < Sig. (2-tailed) 000
=
2 ) N 66
= xX2.2 Pearson Correlation .805*
i Sig. (2-tailed) .000
N 66
X2.3 Pearson Correlation 743
Sig. (2-tailed) .000
[a] N 66
3‘ **. Correlation is significant at the 0.01 level
12| L
‘g; Reliability
‘g Case Processing Summary
- N %
< Cases Valid 66 100.0
> Excluded 0 .0
< Total 66 100.0
2 g a. Listwise deletion based on all
E ; variables in the procedure.
o
w <
= o Reliability Statistics
s
>0 Cronbach's
= Apha N of ltems
€ .683 3
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Correlations

Correlations

X3.1 Pearson Correlation 797
Sig. (2-tailed) .000
N 66

X3.2 Pearson Correlation .798*
Sig. (2-tailed) .000
N 66

X3.3 Pearson Correlation .705*
Sig. (2-tailed) .000
N 66

**. Correlation is significant at the 0.01 level

Reliability
Case Processing Summary
N %
Cases Valid 66 100.0
Excluded 0 .0
Total 66 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's

Apha

N of ltems

.643

3
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Correlations

<

A S‘ Correlations
- X4
4 ; X4.1  Pearson Correlation 868**
w < Sig. (2-tailed) 000
= o N 66
S0 x4.2 Pearson Correlation .897*4

i Sig. (2-tailed) .000

N 66

**. Correlation is significant at the 0.01 level

A Reliability
Igj Case Processing Summary

=1
H N %

8| Cases Valid 66 100.0
‘g. Excluded 0 0
= Total 66 100.0

a. Listwise deletion based on all
variables in the procedure.

2 Reliability Statistics

[

2 Cronbach's

Ll Apha N of ltems
= 714 2
=

=
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Correlations

Correlations

Z
Z1 Pearson Correlation .498*
Sig. (2-tailed) .000
N 66
z2 Pearson Correlation .644*
Sig. (2-tailed) .000
N 66
Z3 Pearson Correlation . 734*%
Sig. (2-tailed) .000
N 66
zZ4 Pearson Correlation .515*%
Sig. (2-tailed) .000
N 66
Z5 Pearson Correlation .609*¥
Sig. (2-tailed) .000
N 66
76 Pearson Correlation .598*
Sig. (2-tailed) .000
N 66
z7 Pearson Correlation .B647*%
Sig. (2-tailed) .000
N 66
Z8 Pearson Correlation .728*"
Sig. (2-tailed) .000
N 66
Z9 Pearson Correlation .662*%
Sig. (2-tailed) .000
N 66
Z10 Pearson Correlation .605*
Sig. (2-tailed) .000
N 66

**. Correlation is significant at the 0.01 level

Reliability
Case Processing Summary
N %
Cases Valid 66 100.0
Excluded 0 .0
Total 66 100.0
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a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of ltems
.826 10
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=
V) m—
S
4 Y1 Pearson Correlation 595
= é Sig. (2-tailed) .000
=z o0 N 66
> Y2 Pearson Correlation 5764
_& Sig. (2-tailed) .000
‘ N 66
Y3 Pearson Correlation . 734*
Sig. (2-tailed) .000
5 N 66
g Y4 Pearson Correlation .550%*¥
S| Sig. (2-tailed) .000
§ N 66
§i Y5 Pearson Correlation .614*4
| Sig. (2-tailed) .000
N 66
< Y6 Pearson Correlation .697*4
- Sig. (2-tailed) .000
< N 66
2 S Y7 Pearson Correlation .551*%
2 ; Sig. (2-tailed) .000
N
;J < 66
S o **. Correlation is significant at the 0.01 level
S0 o
, Reliability
oy =
& Case Processing Summary
N %
Cases Valid 66 100.0
ol Excluded 0 .0
=4 Total 66 100.0
2 a. Listwise deletion based on all
i variables in the procedure.
g
= Reliability Statistics
Cronbach's
Apha N of ltems
.730 7
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X1.1
Cumulative
Freguency Percent | Valid Percent Percent
Valid 5.00 38 57.6 57.6 57.6
4.00 23 34.8 34.8 92.4
3.00 5 7.6 7.6 100.0
Total 66 100.0 100.0
X1.2
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 19 28.8 28.8 28.8
4.00 40 60.6 60.6 89.4
3.00 7 10.6 10.6 100.0
Total 66 100.0 100.0
X1.3
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 16 24.2 24.2 24.2
4.00 44 66.7 66.7 90.9
3.00 6 9.1 9.1 100.0
Total 66 100.0 100.0
X1.4
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 21 31.8 31.8 31.8
4.00 34 51.5 51.5 83.3
3.00 11 16.7 16.7 100.0
Total 66 100.0 100.0
X1.5
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 13 19.7 19.7 19.7
4.00 39 59.1 59.1 78.8
3.00 14 21.2 21.2 100.0
Total 66 100.0 100.0
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X2.1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 5.00 19 28.8 28.8 28.8
4.00 39 59.1 59.1 87.9
3.00 8 12.1 12.1 100.0
Total 66 100.0 100.0
X2.2
Cumulative
Freguency Percent | Valid Percent Percent
Valid 5.00 27 40.9 40.9 40.9
4.00 33 50.0 50.0 90.9
3.00 6 9.1 9.1 100.0
Total 66 100.0 100.0
X2.3
Cumulative
Freqguency Percent | Valid Percent Percent
Valid 5.00 18 27.3 27.3 27.3
4.00 41 62.1 62.1 89.4
3.00 7 10.6 10.6 100.0
Total 66 100.0 100.0
X3.1
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 28 42 .4 42.4 42 .4
4.00 33 50.0 50.0 92.4
3.00 5 7.6 7.6 100.0
Total 66 100.0 100.0
X3.2
Cumulative
Frequency Percent Valid Percent Percent
Valid  5.00 18 27.3 27.3 27.3
4.00 32 485 485 75.8
3.00 15 22.7 22.7 98.5
2.00 1 15 15 100.0
Total 66 100.0 100.0
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X3.3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 5.00 13 19.7 19.7 19.7
4.00 47 71.2 71.2 90.9
3.00 6 9.1 9.1 100.0
Total 66 100.0 100.0
X4.1
Cumulative
Freguency Percent | Valid Percent Percent
Valid 5.00 27 40.9 40.9 40.9
4.00 33 50.0 50.0 90.9
3.00 6 9.1 9.1 100.0
Total 66 100.0 100.0
X4.2
Cumulative
Freqguency Percent | Valid Percent Percent
Valid 5.00 23 34.8 34.8 34.8
4.00 31 47.0 47.0 81.8
3.00 12 18.2 18.2 100.0
Total 66 100.0 100.0
Z1
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 24 36.4 36.4 36.4
4.00 37 56.1 56.1 92.4
3.00 5 7.6 7.6 100.0
Total 66 100.0 100.0
Z2
Cumulative
Frequency Percent Valid Percent Percent
Valid  5.00 11 16.7 16.7 16.7
4.00 29 439 439 60.6
3.00 23 348 34.8 955
2.00 3 45 45 100.0
Total 66 100.0 100.0




REPOSITORY.UBACID

UNIVERSITAS

#® BRAWIJAYA

_REPOSITORY.UB.ACID

UNIVERSITAS

<
<
=
<
(o'
(aa]

REPOSITORY.UBACID

UNIVERSITAS

¥ BRAWIJAYA

133

Z3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 5.00 9 13.6 13.6 13.6
4.00 37 56.1 56.1 69.7
3.00 20 30.3 30.3 100.0
Total 66 100.0 100.0
Z4
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 17 25.8 25.8 25.8
4.00 38 57.6 57.6 83.3
3.00 11 16.7 16.7 100.0
Total 66 100.0 100.0
Z5
Cumulative
Freqguency Percent | Valid Percent Percent
Valid 5.00 27 40.9 40.9 40.9
4.00 34 51.5 51.5 92.4
3.00 5 7.6 7.6 100.0
Total 66 100.0 100.0
Z6
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 5.00 25 37.9 37.9 37.9
4.00 33 50.0 50.0 87.9
3.00 8 12.1 12.1 100.0
Total 66 100.0 100.0
zZ7
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 24 36.4 36.4 36.4
4.00 31 47.0 47.0 83.3
3.00 11 16.7 16.7 100.0
Total 66 100.0 100.0
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Z8
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 5.00 28 42 .4 42 .4 42 .4
4.00 30 455 45.5 87.9
3.00 8 12.1 12.1 100.0
Total 66 100.0 100.0
79
Cumulative
Freguency Percent | Valid Percent Percent
Valid 5.00 22 33.3 33.3 33.3
4.00 37 56.1 56.1 89.4
3.00 7 10.6 10.6 100.0
Total 66 100.0 100.0
Z10
Cumulative
Freqguency Percent | Valid Percent Percent
Valid 5.00 28 42 .4 42 .4 42 .4
4.00 31 47.0 47.0 89.4
3.00 7 10.6 10.6 100.0
Total 66 100.0 100.0
Y1l
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 17 25.8 25.8 25.8
4.00 37 56.1 56.1 81.8
3.00 12 18.2 18.2 100.0
Total 66 100.0 100.0
Y2
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 23 34.8 34.8 34.8
4.00 38 57.6 57.6 92.4
3.00 5 7.6 7.6 100.0
Total 66 100.0 100.0
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Y3
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 5.00 14 21.2 21.2 21.2
4.00 33 50.0 50.0 71.2
3.00 19 28.8 28.8 100.0
Total 66 100.0 100.0
Y4
Cumulative
Freguency Percent | Valid Percent Percent
Valid 5.00 25 37.9 37.9 37.9
4.00 33 50.0 50.0 87.9
3.00 8 12.1 12.1 100.0
Total 66 100.0 100.0
Y5
Cumulative
Freqguency Percent | Valid Percent Percent
Valid 5.00 16 24.2 24.2 24.2
4.00 40 60.6 60.6 84.8
3.00 10 15.2 15.2 100.0
Total 66 100.0 100.0
Y6
Cumulative
Frequency Percent | Valid Percent Percent
Valid 5.00 20 30.3 30.3 30.3
4.00 30 455 45.5 75.8
3.00 16 24.2 24.2 100.0
Total 66 100.0 100.0
Y7
Cumulative
Frequency | Percent |Valid Percent Percent
Valid 5.00 33 50.0 50.0 50.0
4.00 25 37.9 37.9 87.9
3.00 8 12.1 12.1 100.0
Total 66 100.0 100.0
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Appendix 7. The Analysis Path
Regression
Variables Entered/Removed
Variables Variables
Model Entered Removed Method
1 X4, X1, X3
2 X1, X3,
%2 Enter
a. All requested variables entered.
b. Dependent Variable: Z
Model Summary
Adjusted Std. Error of
Model R R Square R Square the Estimate
1 T792 .607 581 2.69167
a. Predictors: (Constant), X4, X1, X3, X2
ANOV A
Sum of
Model Squares df Mean Square F Sig.
1 Regression 682.170 4 170.543 23.539 .0002
Residual 441.951 61 7.245
Total 1124.121 65
a. Predictors: (Constant), X4, X1, X3, X2
b. Dependent Variable: Z
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 6.004 3777 1590 17
X1 413 190 217 2.170 034
X2 1.040 310 363 3.360 001
X3 642 .283 227 2272 027
x4 676 322 194 2.099 .040

a. Dependent Variable: Z
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< Regression
=
0= Variables Entered/Removel
= ; Variables | Variables
4 Model | Entered | Removed | Method
'; § 1 Z X, ., Enter
> X3, X2
Z )
S| a. All requested variables entered.
prs b. Dependent Variable: Y
Model Summary
Adjusted Std. Error of
Si Model R R Square R Square | the Estimate
< ] 1 8212 674 .647 1.72845
%1 a. Predictors: (Constant), Z, X4, X1, X3, X2
8|
g| ANOVA
Sum of
< Model Squares df Mean Square F Sig.
-~ 1 Regression 370.506 5 74.101 24.803 .0002
< Residual 179.252 60 2.988
2 - Total 549.758 65
E ; a. Predictors: (Constant), Z, X4, X1, X3, X2
5 < b. Dependent Variable: Y
=~
= -
S0 Coefficient$
‘&. Unstandardized Standardized
< Coefficients Coefficients
Model B Std. Error Beta t Siq.
1 (Constant) 2.009 2.475 .812 .420
X1 271 127 .204 2.138 .037
3| X2 437 216 218 2.022 .048
§. X3 .381 189 192 2.013 .049
g x4 .489 214 .201 2.285 .026
’g’{ A .167 .082 .238 2.027 .047
g a. Dependent Variable: Y
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Appendix 8Calculation of Grand Mean
<
2‘ Product
p— It Rata-rat
é; MITFT % [ ] % | £] % [f] % | f] % |Total| % | o @
§< X11 | 38| 57.58 |23|34.85| 5 758 0(0.00|0|0.00| 66 | 100 4,50
20: Xi12 119 |28.79 |40 |60.61| 7 |10.61|0|0.00|0|0.00| 66 | 100 4.18
% Xi13 |16 | 24.24 | 44 | 66.67 | 6 9.09(0|0.00{0|0.00| 66 | 100 4.15
(na}
- X144 | 213182345152 |11|16.67|0|0.00|0|0.00| 66 | 100 4.15
& X1s |13 119.70 | 39 | 59.09 | 14| 21.21 | 0| 0.00| 0 | 0.00| 66 | 100 3.98
Grand Mean 4.19
Qi Mean= (fbutirx 5)+ (fbutirx 4)+ (fbu;ierx 3)+ (fbutirx 2)+ (fbutirx 1)
3; Meanz (8x9+ 23x 9+ (5x )+ (0x2)+ (0x 1)
§§ - 66
F—’% Mean= 22 = 4.5
8 66
&i _ TotalMean
| Grand Mean = ————
: TotalButir
_ 45+4.18+4.115+4.15+3.98
g Grand Mean = ; =4.19
2’5 Price
s Item |——> - 3 : L Total_| pata-rata
354 fl %9 | f| % [f|] % |f| % |f| % |Total| %
Zm X21119128.79(139(59.098|12.12(0|0.00|0|0.00| 66 | 100 417
%m Xoo | 2714091 (33|50.00[6| 9.09 |0|0.00{0|0.00| 66 | 100 4,32
T Xos |18 27.27 (41162127 |1061|(0|0.00|0|0.00| 66 | 100 417
‘&' ‘ Grand Mean 4.22
Mean= (fbutirx 5)+ (fbutirx 4)+ (fbutirx 3)+ (fbutirx 2)+ (fbutirx 1)
al Mean= (19x 5)+ (39x 4)+ (8x 3)+ (0x626)+ (0x 1)
g ; o6
| Mean= 25785' =4.17
gl _ TotalMean
§! Grand Mean = TotalButir
Grand Mean = 2274324417 _ 4 99
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:
2|
Promotion
< 5 4 3 2 1 Total
Item Rata-rata
2,:‘ 1% [ F] % | f] % |f] % |f] % |Total| %
2: X3y |28 |42.42 | 33|50.00| 5 7581 0[0.00/0|000]| 66 |100 4.35
5; X3 |18 | 27.27 |32 |48.48|15|22.73|1|152|0|0.00| 66 | 100 4.02
5< X33 | 13119.70 |47 | 71.21| © 909(0|0.00{0|0.00| 66 | 100 411
% o Grand Mean 4.16
S0
7 Mean= (fbutirx 5)+ (fbutirx 4)+ (fbutirx 3)+ (fbutirx 2)+ (fbutirx 1)
= Mean= 289+ (33x 9+ (5% 3)+ (0x626)+ (0x 1)
66
Mean=%=4.35
ol _ TotalMean
g’] Grynd/Niesprs TotalButir
é‘ Grand Mean = 22222024201 _ 4 16
= Distribution Channel
Item 6 8 3 2 L Totalwijayg s
§ fl % | f£] % [f] % [f] % [f] % |Total| %
< Xa1 | 27 | 40.91 | 33 | 50.00 | 6 9.09{0|0.00(0|0.00| 66 | 100 4.32
g: X2 | 2313485 |31 |46.97|12|18.18,0{0.00|0|0.00| 66 | 100 417
- ; Grand Mean 4.24
o
§ § Mean= (fbutirx 5)+ (fbutirx 4)+ (fbutirx 3)+ (fbutirx 2)+ (fbutirx 1)
S =
>0 Mean= (27x 5)+ (33x 4)+ (6x 3)+ (0x626)+ (0x 1)
/- 66
‘&' Mean= % =432
_ TotalMean
Grand Mean = TotalButir
Grand Mean = 2225*17 _ 424

ol
J|
<|
-+ 3]
5
x|
o
[~
g
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|
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Purchase Decision
5 4 3 2 1 Total
| Rata-
M T F ] % [ F] % [F] % |F] % |Toml] % | oerad
Z11 | 241 36.36 |37 |56.06| 5 75800000000 66 |100 4.29
Zi12 1111667294394 123348534550 (0.00| 66 |100 3.73
Zi3 |9 [13.64|37|56.0620|30.30{0[0.00/0|0.00| 66 |100 3.83
Zia |17 1 2576|138 | 5758 |11 |16.67 0| 0.00 0 |0.00| 66 |100 4.09
Zi1s | 2714091 |34 |5152| 5 7580|0000 |0.00| 66 |100 4.33
Zis | 25(37.88|33|50.00| 8 |12.12|0|0.00,0|0.00| 66 |100 4.26
Z17 |24 |36.36 |31 |4697|11|16.67|0|0.00{0|0.00| 66 |100 4.20
Zi1g | 284242 |30|4545| 8 | 12.12[0(0.00,0|0.00| 66 |100 4.30
Zig | 22133.33|37|56.06| 7 |10.61][0|0.00,0|0.00| 66 |100 4.23
Zi10 | 28| 4242 |31 |46.97 | 7 [10.61|{0|0.00{0|0.00| 66 | 100 4.32
Grand Mean 4.16
Mean= (fbutirx 5)+ (fbutirx 4)+ (fbutirx 3)+ (fbutirx 2)+ (fbutirx 1)
Mean= (24x 5)+ (37x 4)+ (5x 3)+ (0x626)+ (0x 1)
66

Mean= == = 4.29

_ TotalMean
Grand Mean = TotalButir
Grand Mean — 4-.29+3.73+3.83+4.09+4.331-:)4-.26+4-.20+4-.30+4-.23+4.32 =416
Customer Satisfaction
Item S A 3 2 L Botal Rata-rata

f % f % f % fl % [f| % | Total| %
Y11 | 17 | 25.76 | 37 | 56.06 | 12 | 18.18 | 0 [ 0.00 | 0 | 0.00 | 66 | 100 4.08
Y12 | 2313485 |38|5758| 5| 758 |0[0.00{0|0.00| 66 |100 4.27
Y13 |14 |21.21 | 33]50.00{19|28.79/0(0.00{0|0.00| 66 |100 3.92
Y14 | 25| 37.88 |33|50.00| 8 |12.12|/0|0.00|0|0.00| 66 | 100 4.26
Yis5 | 16 | 24.24 | 40 | 60.61 | 10 | 15.15|/ 0| 0.00| 0 | 0.00 | 66 | 100 4.09
Y16 | 20| 30.30 | 30 | 45.45|16|24.24|0|0.00|0|0.00| 66 | 100 4.06
Y17 [ 33(50.00|25|3788| 8 |1212[{0[0.00/0|0.00| 66 |100 4.38
Grand Mean 4.15
Mean= (fbutirx 5)+ (fbutirx 4)+ (fbutirx 3)+ (fbutirx 2)+ (fbutirx 1)
Mean= (17x5)+ (37x 4)+ (12x 3)+ (0?(62)+ (0x 1)
66

Mean= 2—6663 = 4.08

_ TotalMean
Grand Mean = TotalButir
Grand Mean — 4.08+4.274+3.924+3.92+4.26+4.09+4.06+4.38 — 415
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Appendix 9 Curriculum Vitae

Nama - LaelaRizkiAmalia
NomorindukMahasiswa : 105030207121002
Tempatdantanggallahir : Malang, 25 Agustus 1992
Pendidikan Formal - 1. SDN Pandesari 4 Pujontahun 2004
2. MTs TMI 1 Pujontahun 2007
3. MAN 1 Malang tahun 2010
4. S1 UniversitasBrawijaya Malang tahun 2015

PengalamanMagang : CV. AdijayaPujon — Malang

141



	BAGIAN DEPAN
	BAB I
	BAB II
	BAB III
	BAB IV
	BAB V
	DAFTAR PUSTAKA
	LAMPIRAN

