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ABSTRACT 

 

Ariefiani, Rizky Nindya. 2014. The Analysis on Consumers’ Behavior Towards Modern 

Retail Shop and Traditional Shop (Case study of young consumers in Lowokwaru District, 

Malang). Minor Thesis, International Undergraduate Program in Economics, Economics 

and Business Faculty, Brawijaya University, Minor Thesis Supervisor: Prof. Dr. Drs. 

M.Umar Burhan, MS. 

 

 Modern retail market nowadays shows a significance increase in Indonesia. This is driven 

by the increasing number of middle class income society and also the shifting lifestyle and 

behavior from traditional to modern. The emerging of modern retail shop in the form of 

minimarket, supermarket and hypermart in many cities affect the consumers’ preference in 

shopping. The aims of this study are to know the consumers’ behavior towards modern retail 

shop and traditional shop nowadays and what factor that causes the change in consumers’ 

behavior towards the appearance of modern retail shop compare with traditional shop.  

 In this study qualitative method was employed to dig deeper information about the 

shifting in consumers’ preference in shopping from the consumers. To gather the data and 

information questionnaire was utilized by involving 25 women who regularly shop in 

Lowokwaru District as the respondents in this study and then conducting in-depth interview with 

ten people from the total respondents. The study took place in one of the district in Malang that 

is Lowokwaru District which located many minimarket, several supermarkets, and shopping 

malls. From the findings in this study found that 48% of the total respondents visit modern retail 

shop for 1-3 times in a month and 44% of respondents visit traditional shop at least 1-3 times in a 

month and 16% of the respondents stated that they visit traditional shop more than six times in a 

month, besides 28% of the respondents answer that they visit modern retail shop more than six 

times in a month. From the interview result found that the respondents shop at traditional shop to 

purchase daily needs such as fruits and vegetables due to the freshness of the product compare 

with modern retail shop. On the other hand, they also stated that they purchase package product 

at modern retail shop such as soap, shampoo, etc due to the product’s quality in which they 

believed that modern retail shop provides good quality product. In summary the factors that the 

respondents choose to shop at modern retail shop are the convenience, safety, and also 

completeness of the products, even though the price is higher than in traditional shop. On the 

other hand the factors that the respondents like from shopping at traditional shop are the 

accessible location and the lower price for daily need products. 
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CHAPTER I 

INTRODUCTION 

 

1.1 Background 

Generally, retail market in Indonesia has shown a big potential in market share for 

several years ahead. The presence of modern retail in Indonesia started with the emergence of 

supermarket in 1970 (Sunanto, 2012). Domestic economic condition, high number of population, 

consumers’ trust, and the increasing number of middle class income population in Indonesia are 

expected to increase the demand and needs for retail industry. The growth of middle class 

income society in Indonesia is estimated to reach 174% during 2012-2020 and the growth of 

retail industry’s omzet in Indonesia was estimated about 10%-11% in 2013 (Mandiri Bank, 

2013). 

Introduction of unimpeded aggressive market penetration of foreign modern retailers in 

Indonesia after 1998 was supported by government policies on trade globalization, particularly in 

the retail sector as it allowed foreign modern retailers to enter and compete with local retailers 

(Sunanto 2012). Moreover, retail industries in Indonesia are available in the form of minimarket, 

supermarket, and hypermart. Not only supermarket which grows in many cities but also 

minimarket in which recently reached the highest growth for modern retail industry in Indonesia. 

Several minimarkets’ company open their branches in many cities such as Circle K, Indomaret, 

Alfamart, Alfamidi, and so on. 

For example, the biggest number of minimarket outlets in Indonesia is hold by Indomaret 

and Alfamart. Based on the data from Indomaret’s website, up to December 2013 they already 

have 8,814 outlets with 60% is owned by PT Indomarco and 40% is owned by the society spread 



 
 

in Java, Bali, Madura, and Sumatera. Indomaret itself is developed by PT Indomarco Prismatama 

and supported by Indogrosir, BSD Plaza, and Charmant Subsidiaries by having grocery system. 

Indomaret as the modern retail shop in Indonesia has good reputation; it is proven by many 

awards that Indomaret has achieved. In 2013 Superbrands awarded Indomaret as “The Most 

Inspiring Brand” because of the comfort and convenience in shopping that they give to their 

customer by providing daily need goods.  Moreover, Indomaret is very easy to find, for example 

in the residential area, office complex, rural area, and other places regarding their motto “Mudah 

dan Hemat” Indomaret becomes promising business asset. There are more than 3,500 kinds of 

foods, snacks, beverages and other consumer’s daily needs available in competitive price 

supported by 13 distribution centers using high technology system (Ibrahim and Agustino 2011).  

In addition to, beside Indomaret there is also Alfamart as the competitor for Indomaret 

for modern retail shop it is proven by the close establishment location between each other. 

Alfamart is a trading company of various products which was first owned by Mr. Djoko Susanto 

and his family in which then the majority ownership is given to PT HM Sampoerna. The success 

of Alfamart in 10 years has proven that Alfamart can become the national valuable asset. This is 

also supported by the awards that Alfamart can achieve, one of them is ISO 9001:2000 for 

“Quality Management System”. Furthermore, based on Alfamart official website, this company 

now has 6,585 stores built all over Indonesia. 

Moreover, modern retail shop concept is very different with traditional shop. They 

provide safe and comfortable place equipped with air conditioner and CCTV camera for the 

consumers’ convenience during shopping. Modern retail shop also provides the consumers’ 

shopping card or member card which have many functions, such as for paying water and 

electricity bill, giving discount price for selected products, and purchasing train ticket. Seth, et 



 
 

al. (2005) mentioned that the second product interpretation concerns the complex perceptions of 

service quality for modern retail shop. The key service encounters in supermarkets is the 

friendliness of the service personnel together with accuracy and speed of the checkout 

experiences (Helgesen and Nesset, 2010). 

Indonesia retail company association (Aprindo) mentioned that in 2013 the selling value 

of modern retail reached IDR 150 trillion. This was driven by the increased demand in daily 

needs products such as foods and beverages (fast moving consumer goods/FMCG). The survey 

result from AC Nielsen showed that 48% of total purchase of FMCG came from the middle class 

population in which the growth of middle class income society in Indonesia is estimated to reach 

174% during 2012-2020. 

The increasing demand for retail industry also affected by the shifting lifestyle from 

traditional to modern of the middle class income society. The globalization era contributes to the 

shifting in society’s preferences and lifestyle. Nevertheless, lifestyle nowadays becomes an 

important aspect to be fulfilled by human, and shifting in the lifestyle also affects human’s 

preferences as the consumer. According to Sutanto (2012) modern retailer strategies take 

advantage of consumer ambiguity to shift consumers’ preference in its favor. In another words, 

modern retailers may influence or even change consumer preferences (Seiders and Tigert, 2000). 

Literature on retailing shows that there are several reasons for customer switching behavior 

comprising convenient location, price changing, and range of assortment, comfort services, 

quality, store environment, competition, ethical problems, and involuntary switching (Sutanto, 

2012).  

The availability of merchandise, including advertised promotional specials, is an 

important characteristic of a supermarket (Andreyeya, Blumenthal et al., 2008; Trautrims, Grant 



 
 

et al., 2009 in Mortimer et al. 2011). Associated with any retail establishment are the physical 

location of stock and the ease of flow through the store. Quality is an important characteristic 

that generally describes a standard of fresh food available in the store. The perceived quality of 

fresh produce is influential in a shopper’s decision to visit a particular store (Helgesen and 

Nesset, 2010). 

The development of modern retail has been posed a big question since modern retailers 

negatively influence traditional retailers (Sutanto, 2012). Previous studies found that most of 

traditional retailers had difficulties competing with the modern retailer which has resulted in 

reducing traditional stores share of sales and profit (Hernandez, 2003; Peterson and McGee, 

2000, Seiders and Tigert, 2000; Farhangmehr et al., 2000; Arnold and Luthra, 2000; Vance and 

Scott, 1994 in Sutanto, 2012). Furthermore, the emergence of modern retail shops such as 

supermarket provides similar products as the traditional market or traditional shop in which start 

to causing the consumers prefer to buy groceries in modern retail shop (Sutanto, 2012). 

According to Sutanto (2012) there are some types of traditional retailer known in this country: 

(1) traditional (wet) market, (2) small kiosk, called warung, (3) mom and pop store, and (4) street 

hawker. Most of goods sold in traditional markets are staple goods such as rice, flour, sugar, fish, 

eggs, and cooking oil (57.8%), foods and beverages (20%), groceries (16%), clothes and shoes 

(12.22%), and other goods such as building materials, medicines, and electronic goods (10%) 

(Ministry of Trade of Republic of Indonesia 2010).  

However, traditional market and traditional shop still became the most favorite place for 

shopping fresh goods markets (Goldman, et al., 1999 in Sutanto 2012). The reasons why people 

still choose to shop at traditional market or traditional shop are include their location which is 

near to the consumers’ house, the more affordable price, and the bargaining opportunities for 



 
 

getting a lower price. Study conducted by Uusitalo (2001) found that consumers perceive a small 

shop is attractive so that shopping becomes efficient, fast, and simple. Accessibility, familiarity, 

and intimacy are important factors, which encourage consumers to shop in small stores (Sutanto 

2012).  

On the other hand, in order to take over the market share the modern retail shop 

established franchise system to increase their growth. Since franchise becomes the key for the 

increasing growth of modern retail shop, many new outlets of modern retail shops are established 

in the form of minimarket, supermarket, hypermart, and shopping mall. The establishment 

location of modern retail shop in Indonesia is not only in capital cities but also in towns such as 

Malang. Their establishment in Malang is not only because of good infrastructure and 

opportunity but also because of the potential customers or consumers for their business. As 

tourism city, Malang has rapid population growth as shown in the data from Dinas 

Kependudukan dan Catatan Sipil below: 

Table 1.1 Total Populations in Malang City by Region 2013 

no. District Total Population Male Female 

1 Blimbing 185187 92745 92442 

2 KedungKandang 191851 96343 95508 

3 Sukun 191229 95988 95241 

4 Lowokwaru 160894 80419 80475 

5 Klojen 107212 52605 54607 

  total 836373 418100 418273 

     Source: Dinas Kependudukan dan Catatan Sipil Malang 2013 

The data shows that Malang has potential market for modern retail industry especially in 

the form of minimarket or supermarket. Minimarket vendors such as Indomaret and Alfamart in 



 
 

Malang were growing rapidly by establishing their branches almost in every district. There are 

several districts with many Indomaret and Alfamart outlets; one of them is in Lowokwaru 

District. Lowokwaru District is regarded as elite location because in this district located many 

universities, it also has Giant supermarkets, Hypermart, and shopping malls such as Malang 

Town Square Mall. Furthermore, Lowokwaru District itself has 33 minimarkets spreading all 

over the district (Besari, 2012). Beside modern retail shop Lowokwaru District also has 

traditional shop and traditional market located in this district. 

Because of those reasons, the writer decided to conduct the research and observation in 

this district in order to know how the consumer behavior in Lowokwaru District towards modern 

retail shops and traditional shop nowadays. Whether Lowokwaru District has many universities, 

the writer assumed that there will be abundant number of young consumers. But, the writer focus 

to select the respondents in this study are female young consumers within the age of 20-25 years 

old with assumption that they tend to change or shift their shopping behavior from traditional 

shop to modern retail shop and also they tend to do shopping quiet frequently rather than people 

under 20 years old or above 25 years old. It has been suggested elsewhere that women may be 

more sensitive to relational aspects of a service encounter and men to core aspects, such as speed 

and efficiency (Beynon et al., 2010). It is also supported by the previous research’s result which 

shown that female consumers are shopping more often than the male consumers. Moreover, 

based on previous research it is revealed that female consumers within the age under 30 years old 

tend to do shopping quiet often rather than people above 30 years old due to the work situation 

and life condition. 

 

 



 
 

1.2 Problems of The Study 

Based on the background explanations related with the emerging of modern retail shop 

and the consumers’ preference because of globalization and modernization era, the writer 

formulated the problem of this study are as follows: 

1. How is the young age consumers’ behavior towards modern retail shop compared to 

traditional shop? 

2. What factors causing the change in young consumers shopping’s preference towards 

traditional shop to modern retail shop? 

 

1.3 Objectives of the Study 

The objectives of this study are: 

1. To identify how the young age consumers’ behavior towards modern retail shop compare 

with traditional shop. 

2. To identify the causes of change in young consumers shopping’s preference towards the 

appearance of modern retail shop compare with the traditional shop. 

1.4 Significance of the Study 

Firstly, this study is expected to be benefitted for the traditional shop in order to 

understand the consumers’ behavior especially for young consumers nowadays. This study can 

also help the traditional shop to provide what their consumers need in order to keep their 

existence among the emerging of minimarket as the representative of the modern market. 

Secondly, this study is expected to give insight for the business doer in order to help the 

traditional shop to keep their existence and built a good business environment for each other. By 



 
 

not taking individual selfishness and greedy, a mutualism symbiosis can be built between 

modern retail shop and traditional shop. 

Thirdly, for the next researcher who wants to conduct the similar topic. This study is 

expected to benefitted them by giving knowledge about how the consumers’ preference towards 

shopping at traditional shop or modern retail shop. Furthermore, the findings of this study 

provide an understanding on market strategy and competition which can expand the knowledge 

on the implementation of theory on consumers’ behavior. 

 

1.5 Limitation of the Study 

The limitations of the study are: 

1. The consumers’ behavior that being analyzed in this study is limited to the young age 

consumers’ preference towards shopping at traditional shop and modern retail shop. 

2. The respondents that being analyzed in this study are limited on the young age consumers 

of modern retail shop and traditional shop that established in Lowokwaru District. 

3. The object of the study is limited to the female gender in the age ranging from 20-25 

years old. 

4. The interview participants are taking from the respondents of this study in which limited 

to the people who frequently shopping in both modern retail shops and traditional shop in 

Lowokwaru District more than once. 

 

 

 

 



 
 

CHAPTER II 

REVIEW OF RELATED LITERATURE 

 

2.1 Previous research 

In the attempt to answer the problem in this study, the writer reviews several previous 

research which are related to the problems of this study. The previous research could be used to 

deepen the understanding on the consumers’ behavior and preference towards modern retail shop 

and traditional shop. 

1. The first related literature used as the reference of this study was a thesis conducted by 

Awng Di (2008) the student of graduate program in Business Administration of 

Management Department of Shinawatra University Thailand entitled Consumers’ 

Perception Towards Retail Stores: Comparing between Superstores and Family-run 

Business in Bangkok. The research used quantitative method to solve the problem and 

data collected by survey questionnaires from 400 shoppers in Bangkok areas. The result 

of the study shows that the competition between superstores and family-run stores 

generates more benefits to customers. The customers were aware that many family-run 

stores were closed down because of superstores, but they preferred free and fair 

competition. The research also found that the customers wanted Thai government to 

restrict superstores expansion and support family-run stores, though they still agreed that 

superstores are essential for consumers and family-run stores are not well allocated for 

consumers in Bangkok. Furthermore, consumers were more satisfied with superstores due 

to their marketing factors including product quality, product variety, and stable prices of 

superstores. The first previous research helps the writer to understand and analyze the 



 
 

consumers’ behavior through the consumers’ perception about shopping at modern shop 

and traditional shop. Awng Di (2008) reveals the factors that affecting the consumers’ 

behavior in Bangkok through his research hypothesis such as income, education, marital 

status, residential place, and so on.  

2. The second research that used as reference was a journal conducted by Sandra Sutanto 

from Parahyangan Catholic University in 2012 entitled Modern Retail Impact on Store 

Preference and Traditional Retailers in West Java. The objectives of the study are to 

investigate the effect of minimarket, supermarket, and hypermarket existence on 

consumers’ store preference for the purchase of grocery goods and to analyze the impact 

of modern retailers on the traditional retailers. The objectives of the study are to 

investigate the effect of the existence of minimarket, supermarket, and hypermarket on 

consumers’ store preference for the purchase of grocery goods and analyze the impact of 

modern retailers on the traditional retailers. This study was carried out by using survey 

conducted in three major cities in West Java such as Bandung, Bogor, and Depok. The 

survey was delivered to 550 consumers and 300 traditional retailers. The study used Chi-

square test to test the hypothesis and the results show that there are some anomalies in 

patterns of consumers shopping frequency. Consumers usually go to small kiosk near 

their house to buy goods related to daily needs such as vegetables, seasoning, snacks, and 

toiletries while most consumers prefer to do shopping at traditional markets for fresh 

goods that are purchased on a weekly basis due to the location of traditional markets that 

are further from their houses. However, shopping at supermarkets and hypermarkets is 

mostly preferred on monthly schedule and the majority of goods bought at the modern 

retailers are foods and beverages, toiletries, and household goods. In contrast to this, 



 
 

consumers also prefer to buy fruit at the supermarket and/or hypermarket due to the fresh 

quality and lower prices. This study provides understanding on the Indonesia consumers’ 

behavior by showing that traditional market in several places in Indonesia still become 

the preferred place to shop by the consumers. In addition, the study reveals what kind of 

products that mostly purchased by the consumers both in modern market and traditional 

market. This study is similar with the objectives of the study that is to know how the 

consumers’ preference towards modern shop and traditional shop. As the reference for 

study present study, the significance of this study are proven by investigating the similar 

research topic in Lowokwaru District have the same result as in the Lowokwaru district 

or not. 

3. The third study used as the reference was conducted by Moslehpour and Pham (2013) 

from Asia University Taichung entitled Consumer Behavior, Attitude and Perception 

toward Modern Trade Stores in Rural Vietnam. The study aims at exploring the reason 

why Vietnamese consumers in the remote area prefer to shop at traditional stores instead 

of modern stores. The research used quantitative method with the aid of SPSS software to 

analyze the data. The results in the study show that the consumers in the remote areas are 

still not willing to quit their traditional shopping habits for a new choice of store based on 

the current situation. The third research, helps the writer understand more deeply about 

the behavior of rural area people. It is believed that there must be differences between the 

consumers in rural area and the consumers in urban area. This research’s results explain 

how the rural area people in Vietnam behave towards the existence of modern market. 

The writer realizes that there may be differences between rural area consumers in 



 
 

Vietnam and Indonesia, but this research provides knowledge on the people’s perception 

in rural area toward modern shop. 

4. The fourth study is written by Iffah, Rizal, and Sari (2011) from Brawijaya University. 

The study is entitled Pengaruh Toko Modern Terhadap Toko Usaha Kecil Skala 

Lingkungan (Studi Kasus: Minimarket Kecamatan Blimbing, Kota Malang). The purpose 

of this study was to investigate the characteristics of traditional shop and minimarket, 

public perception and preference towards them. The study used importance performance 

analysis (IPA) and the data were gathered by holding interview and questionnaire. One of 

the findings show that the traditional retail consumers think that the advantage shopping 

in traditional market is that they have lower price compared to minimarket. On the other 

hand, minimarket has an advantage on products variety which is assessed more by 

consumers. Moreover, the result also shows that one minimarket in Blimbing region has 

affected four traditional stores surrounding them, with an average 57.29% of friction. 

Thus, the farther the location of the minimarket will give lower impact on the traditional 

shop regarding to the number of consumers. The writer uses the fourth study as the 

reference for analyzing the consumers’ behavior and consumers’ perception in Malang 

district. Considering that Blimbing District is close to Lowokwaru District, the writer 

may think that they will have the same characteristic which needs to be proven in this 

study. 

5. The fifth study is the journal written by Dharmendra, et al. (2011) entitled Impact of 

Gender on Adolescent Consumers’ towards green Products (A study Conducted in Indore 

City). The purpose of this study is to provide insight about male and female adolescent 

behavior towards green products in store. This study took place in Indore city India by 



 
 

collecting a total of 212 respondents in which 114 of the respondents are females, and the 

age range is from 15 to 19 years old. The education of the respondents also became the 

important criterions in this study. The study has revealed that most of the household 

purchase is much frequently performed by females than by males, green purchasing may 

be a concept more relevant to females than males. The top three predictors of green 

purchasing behavior among Indore female adolescent’s consumer are peer influence, 

environmental concern and perceived environmental responsibility. This study is used by 

the writer to help the writer in analyzing and focusing on the respondent for the study. 

This study proves that female hold the strong shopping willingness than male. This is 

become the underlying reason for the writer to choose female as the respondent for the 

study. 

6. The sixth study entitled “Pengaruh Gaya Hidup Terhadap Keputusan Konsumen Dalam 

Memilih Minimarket Alfamart di Malang”(The effect of lifestyles on the consumers’ 

decision in chosing Alfamart Minimarket in Malang) by Chariesmaya (2013) from 

Brawijaya University. The aim of this research is to investigate the effect of lifestyle 

partial and simultaneous that consists of three variables, namely activity, interest, opinion 

of the consumer decision in choosing Minimarket Alfamart as the place to shop. This 

research is cathegoried as an explanatory research, in which this research used 41 persons 

as the sample and data chosen based on the purposive sampling. The test used in this 

study were validity test, reliability test, and classical assumptions test and more. Most of 

the respondents of this study were in the age of ≥25 years old accounted for 28 people, 

and as the smallest number of the respondents consist of 6 people in the age of 16-18 

years old. The highest number of the respondents’ occupation (58.54%)  is owned by 



 
 

university students and housewife with 24 respondents, and also civil servants and 

entrepreneurs. Mostly the respondents in this study visit Alfamart from one to three times 

a week with percentage of 95.12%. The sixth study used by the writer as the base of 

analysis on choosing the respondent and informants. The writer focuses on choosing 

people within the age of 20-25 years old, and also people with occupation as students. 

The sixth study also proves that mostly people who come to Alfamart as the part of 

modern retail shop are young people until middle age people within the age of 25 years 

old and above. 

7. The seventh journal is a journal article written by Khrisnan (2011) entitled “Lifestyle – A 

tool for Understanding Buyer Behavior”.  This study emphasizes on the importance of 

lifestyles and its influence on the consumer’s purchase behavior. The main purpose of 

this study is to empirically examine the association between the consumers’ general 

lifestyles and their assumption pattern. AIO measure was used to identify the lifestyle 

dimensions of the customers. The study revealed that there was a significant association 

between the lifestyle of the consumers and the brands of products they use. From the 

study it is concluded that consumers often choose products, services, and activities based 

on their associated lifestyle. This study shows that 38% of the respondents in purchased 

interested cluster were respondents in the age of under than 30 years old, and also 

33.94% the respondents are graduate students. This seventh journal serves as the basis for 

deciding the respondents for this study who are people in the age of 20-25 years old 

(which is less than 30 years old) and also the undergraduate students. 

8. The eighth study was obtained from Alibabic et al. (2011) entitled “Attitudes, Behaviors, 

and Perceptions of Consumers from Northwestern Bosnia and Herzegovina Toward Food 



 
 

Products on The Market”. This study examined consumers’ attitudes, behaviors, and 

perception in relation with food products in different markets in northwestern part of 

B&H. the data were collected in several markets in areas (Bihac and Cazin) using survey 

methods. The survey included 920 consumers, of which 54.4% were females. The result 

show that 81.65% of examines selected domestic products while 25% preferred imported 

products, or checked the country of production. Only 37.71% of consumers were familiar 

with the meaning of the label “light” and 45% of the label GM. There were statistically 

significant differences (ANOVA, Duncan’s posthoc test p<0, 05) in the attitudes and 

behavior of consumers depending on their gender. The eighth journal also used by the 

writer becomes the basis for deciding the gender of the respondents of this current study. 

The eighth study shows that most of the respondents are females. This is why the writer 

tends to choose female as the main gender of the respondents. 

9. The ninth previous research is the minor thesis from Besari (2012) entitled “Analisis 

Kemampuan Usaha Toko Kelontong Terhadap Keberadaan Minimarket”. This minor 

thesis discusses the attempt of the traditional shop against the modern shop especially 

minimarket in two regencies in Malang city which are Lowokwaru and Sukun District. 

This minor thesis uses two methods namely quantitative and qualitative. The quantitative 

method used by the writer was discriminant analysis and for qualitative method the writer 

uses in-depth interview was employed to gather the information needed from the 

traditional market sellers. The variable that gives big impact is the omzet. This study aims 

to analyze the impact of minimarket establishment on traditional shop by comparing two 

districts in Malang city, which is one of them has the high number of minimarket 

establishment and the other one has the lowest number of minimarket establishment. The 



 
 

result shows that there are significant differences between those two shops. Moreover, 

from the interview with the sellers it is known that the location of minimarket 

establishment can harm the existence of the surrounding traditional shop. Finally the 

traditional market sellers think that the ways they can survive are by organizing their 

goods in the shop, rising their capital and omzet and lowering the price. The ninth study 

is utilized by the writer to provide information on how to compile the result of interview 

result in this present study. The ninth study can also help the writer to understand how the 

qualitative method is applied in conducting research. 

The difference between the preliminary studies and this study is the previous studies 

mostly conducted by using quantitative method and approach to gather the result and findings 

about the current topic, but this study using pure qualitative method in order to obtain the data 

and developing the result so that the findings in this study is resulted more deeply rather than 

previous studies. This study can obtain the background of the respondents’ shopping motivation, 

and what they like and dislike from shopping at both traditional shop and modern retail shop. 

2.2 Literature Reviews 

2.2.1 Consumer Behavior Theory 

In this study the writer uses consumers’ behavior theory as the basic theory in order to 

understand how the consumers behave towards the appearance of modern shop such as 

supermarket, minimarket, and hypermarket and also the shifting shopping behavior from 

traditional shop to modern retail shop. It is very important to understand the consumers’ behavior 

because it is related to the success of business. Consumers become the key point for the people to 

run a business. In this study the writer focus to analyze the consumers’ behavior towards the 

appearance of modern retail shop compare with traditional shop, and how the consumers’ 



 
 

shopping preference especially for young age consumers towards them. Moreover, the changing 

preference from the consumers becomes the concern of the writer to investigate and identify the 

reasons and what factor affecting their decision. In this phase consumers are viewed as rational 

decision makers who are only concerned with self-interest (Schiffman and Kanuk, 2007). 

Contemporary research on consumer behavior considers a wide range of factors influencing the 

consumer, and acknowledges a broad range of consumption activities beyond purchasing. These 

activities commonly include information search, evaluation of alternatives, the building of 

purchase intention, and the act of purchasing, consumption, and finally disposal (Jeff Bray, 

2008). The contemporary definition of consumers’ behavior says:  

“Consumer behavior… is the study of the processes involved when individuals or groups select, 

purchase, use or dispose of products, services, ideas or experiences to satisfy needs and desire.” 

(Solomon, Bambossy et al. 2006, p6) 

“The behavior that consumers display in searching for, purchasing, using, evaluating, and disposing 

of products and services that they expect will satisfy their needs.” (Schiffman and Kanuk , 2007, p3) 

On the other hand, the behavior assumption implies the guiding primary consideration 

that the consumer will use in order to make final choice and identifies the ultimate objects in 

choice. It is generally assumed that the consumer seeks to identify and select available 

alternatives that is mostly preferred in the light of his/her personal taste (Tian 2013). 

2.2.2 Consumer Decision Model 

The consumers’ decision model (also known as the Engel-Blackwell-Miniard Model) was 

originally developed in 1969 by Engel, Kollat, and Blackwell. The model is structured around a 

seven point decision process first is need recognition followed by a search of information both 

internally and externally, secondly the evaluation of alternatives, purchase, thirdly post purchase 



 
 

reflection and finally divestment. In this study to understand consumers’ decision model is really 

important in order to deeply understand what is the underlying reason for them to choose 

shopping destination place between traditional shop and modern retail shop. 

Based on Engel-Blackwell Miniard model, these decisions are influenced by two main 

factors. First is the internal stimulus received by the consumers based on memories and past 

experienced, secondly is the external stimulus which usually appear from the environment 

surrounding the consumers and difference in individual characters. In short, environmental 

influence comprises culture, social class, personal influence, family, and situation. On the other 

hand, individual influences includes consumers’ resource, motivation, and involvement, 

knowledge, attitudes, personality, values and lifestyle (Blackwel, Miniard et al. 2001) as 

explained in the following picture: 

Picture 2.1 Consumers’ Decision Model 

Source: Blackwell, Miniard et al. 2001) 



 
 

This model specifically describes how the internal and external stimuli affect the 

consumers in making decision. This model shows the discrepancy situation that the consumers 

acknowledge between their current state and desirable alternatives. Because these stimuli are 

driven by inputs and environmental stimuli and individual variables after the consumers are able 

to acknowledge their needs they continue on searching for information. The information includes 

both internally through the consumers’ previous experiences and externally. The depth of 

information obtained will be highly dependent on the nature of problem solving, with new or 

complex consumption problems being subjected to extensive external information searches, 

while simpler problems may rely wholly on a simplified internal search of previous behavior 

(Bray, 2008). Information is said to pass through five stages of processing before storage and 

use, namely exposure, attention, comprehension, acceptance and retention (Blackwell, Miniard et 

al. 2001). 

Furthermore, Jeff Bray (2008) also mentions that consumer choices later are being 

evaluated by the formation of beliefs attitudes and purchase intention. Here, intention is 

described as the action towards purchasing, which becomes the only outcome by the model. 

Preclude for environmental and individual influences are related to act on purchasing. Besides, 

situation is categorized as environmental influence; it might include time pressure, or financial 

limitation as the factor which could become the barrier for the consumer from acknowledging 

their purchase intention (Vantonder, 2003). In short, post consumption evaluation is the 

following result from consumption in which serves feedback function for the future external 

searches and beliefs formation. Divestment is depicted as the final stage in the consumption 

process acknowledging that the product purchased is likely to be disposed of at some point post 

consumption (Jeff Bray, 2008). 



 
 

Due to renewal of publication, the model of goal directed behavior is seen to provide a 

combination of decision making that has benefitted from the research that has been carried out in 

the field. Furthermore, another variable namely desire is being argued to be the stronger factor 

which forms intention rather than attitudes, subjective norms or perceive behavioral control and 

appears to be consistent with recent research in developmental, animal and psychology (Leone, 

Peruguini et al. 2004).  

 

2.2.3 Consumer’s Decision Making 

Buying situation, personal influences, and social influences are the three major factors 

identified as other key factors that influence consumers buying behaviour (David Jobber & Geoff 

Lancaster, 2000, p 40 in Asamoah 2012). Beginning about 300 years ago, Bernoulli developed 

the first formal explanation of consumer decision-making. It was being observed further by Von 

Neuman and Morgenstern which is called as Utility Theory. This theory explains that the 

consumer make decision based on the outcomes from their decision. In this model consumers are 

viewed as rational actors who are able to estimate the probabilistic outcomes of uncertain 

decision and select the outcome which maximized their well-being (Michael Richarme, 2005). In 

addition, utility is also viewed as desire satisfying power for consumers, the utility here is the 

satisfaction or pleasure that they get from consuming goods or service. There are three 

characteristic of this concept: 

- Utility and usefulness are not synonymous.  

- Utility is subjective. The utility of a specific product may vary widely from person to 

person. 



 
 

- Utility is difficult to quantify. But for purpose of illustration we assume that people can 

measure satisfaction with units called utils (unit of utility) (McConnell et.al 2012) 

The total utility for every person is different. Total utility is the total amount of 

satisfaction or pleasure that a person derives from consuming some specific quantity of goods 

(McConnell et al. 2012). Total utility and marginal utility are related , if total utility means the 

pleasure or satisfaction that people can obtain from consuming some goods or services, marginal 

utility is extra satisfaction that the consumers can obtain by consuming an additional unit of 

goods or services. McConnel et al. (2012) summary the marginal utility is the change in total 

utility that result from consuming of one more unit of a product as explain further by the figure 

below: 

Picture 2.2 Total Utility and Marginal Utility 

 

 

 

 

 

 

 

 

 

Source: McConnel et al. “Economics 19
th

 Edition” 2012. 

From the picture it is shown that every additional units of the product that the consumers 

consume at first it will lead to a higher number of total utility. After that every additional unit of 

goods consumers can obtain additional utility, then until certain point where the total utility 



 
 

reach the highest number, after that it will gradually declined. As for declining of satisfaction 

that the consumers will experience after consuming the additional goods, this condition called 

the law of diminishing marginal utility. McConnel et al. (2012) explain that consumers’ wants in 

general may be insatiable; wants for particular items can be satisfied. In a specific span of time 

over which consumers’ taste remain unchanged, consumers can obtain as much of particular 

good or services as they can afford. But the more of that product they obtain, the less want still 

more of it. 

Utility also can be maximized, in order to maximize it the consumer should allocate their 

money income until the last dollar spent on each goods that yields the same amount of extra 

utility (marginal). When the consumer has “balanced their margins” using this rule they have 

achieved consumer equilibrium and has no incentives to alter their expenditure pattern 

(McConnell, et al. 2012). For short, it is written in equation as shown in the picture below: 

Picture 2.3 Utility Maximization Equation 

 

 

    

 

 

Source: https://courses.byui.edu/ECON_150/ (Access on 5
th

 July 2014) 

The utility maximization model assumes that the typical consumer is rational and acts on 

the basis of well-defined preferences. Because income is limited and goods have prices, the 

consumers cannot purchase all the goods and services they might want. The consumers therefore 

select the possible combination of goods and services that maximize their utility or satisfaction. 



 
 

The utility maximization model elucidates between income and substitution effect towards the 

change of a price. A change in price of a product can give impact on consumers’ real income and 

consequently also on the quantity demanded from that good. This situation is called as the 

income effect; otherwise the decreasing in price of a product will increase consumers’ real 

income and enables the consumers to buy more of that product with a fixed money income 

(McConnel, et al. 2012). In contrast, besides income effect there is another one called 

substitution effect. Substitution effect is that every product has its own expensiveness and a 

change in price of a product will affect consumers to choose product with lower price. By the 

changes in a price of one product, therefore increase the consumers’ willingness to substitute the 

expensive product with low price product. 

Behavioral economics explains many consumption behaviors, including why irrelevant 

information can affect consumers’ valuation, how people evaluate possibilities in terms of gains 

and losses related to status quo, and how framing affects can change people’s decision by 

affecting whether particular consumption possibilities seem like gains or losses (McConnel, et al. 

2012). The other model also proposed as an alternative, this model was called satisfacing in 

which consumer got approximately where they wanted to go and then stopped the decision 

making process (Michael Richarme, 2005). 

 

2.2.4 Budget Constraint and Indifference Curve 

Indifference curve and budget constraint are analysis tool to deeply understand about 

demand. Indifference curve is a curve that shows all combinations of oods that provides the same 

level of utility (http://www.subjectmoney.com Accessed on 5
th

 July 2014). An indifference curve 

shows the different combination of the two goods that yield the same level of utility independent 



 
 

of the price of the goods. Due to the law of diminishing marginal utility, the difference between 

the two goods is convex to the origin (https://courses.byui.edu/econ_150/ Accessed on 5
th

 July 

2014). For clearly understand how the consumers choice between two goods, will be shown in 

the picture below: 

Picture 2.4 Indifference Curve 

 

 

 

 

 

 

 

 

Source: http://www.subjectmoney.com (Accessed on 5
th

 July 2014) 

The consumers would like to end up on the highest possible indifference curve, but they 

must also stay within his budget. The highest indifference curve the consumers can reach is the 

one that is tangent to the budget constraint. Moreover, this will be the point where it called 

optimum (http://www.econ.uiuc.edu/ Accessed on 5
th

 July 2014). This condition also reflects on 

the curve which is called as the marginal rate of substitution. The marginal rate of substitution is 

the slope of the curve and measures the rate at which the consumer would be willing to giving up 

one good for the other while maintaining the same level of utility. Thus marginal rate of 

substitution reflects the ratio of marginal utilities between the two goods 

(https://courses.byui.edu/econ_150/ Accessed on 5
th

 July 2014).  



 
 

 As explained before, at any point in the time the consumer has fixed, limited amount of 

money income. Since each consumer supplies a finite amount of human and property resources 

to society, he or she earns only limited income. McConnel et al.(2012) explains that every 

consumer will face budget constraint even consumers who earns million dollar a year. This 

budget limitation wil more severe for consumers with average income than consumers with high 

income.  

 Furthermore, there is budget constraint beside indifference curve in which budget 

constraint occurs when a consumer is limited in consumption patterns by a certain income 

(http://www.economicshelp.org/ Accessed on 5
th

 July 2014). To consume some goods or 

services budget which is in form of money is the basic problem in consumer choice. One factor 

that affects consumers’ choice is their wealth. In economic term the wealth is determined from 

their income. Thus the budget reflects consumer’s objectives ability of purchasing commodities 

and the scarcity of resources; it significantly restricts the consumer’s choice. Guoqiang Tian 

(2013) explains that in order to determine the optimal consumption bundles, one need to 

combine consumer objectives ability of purchasing various commodities with subjective taste on 

various consumption bundles which are characterized by the notion of preference or utility. If the 

price of one goods changes, the budget constraint will tilt. The change in consumption can be 

decomposed into two effects which are income effect and substitution effect. A budget constraint 

indicates the combination of the goods that can be purchased given the consumers’ income and 

prices of the two goods (https://courses.byui.edu/econ_150/ Accessed on 5
th

 July 2014) as shown 

in the figure below: 

 

 



 
 

Picture 2.5 Budget Constraint 

 

 

 

 

 

 

Source: http://www.subjectmoney.com (Accessed on 5
th

 July 2014) 

 In summary, goods and services available in the market are scare relative to the demand 

upon them, therefore every goods and services carries a price tag. After all, each consumer only 

can purchase small part from their total demand. Price also limits every consumer from buying 

everything they want. In conclusion the consumer must compromise to choose the most 

personally satisfying mix of goods and services (McConnel, et al. 2012). 

2.2.5 Modern Market and Traditional Market 

Based on the Presidential Decree (PERPRES) No.112 year 2007, modern shop is defined 

as shop with self-service which sells various products in retail in the form of minimarket, 

supermarket, department store, hypermarket, or wholesale grocery. In addition the understanding 

of minimarket network manager is a chain management business activity in the form of 

minimarket, through the management entity and goods distribution system to their outlet which 

is included in their network. On the other hand in the President Decree (PERPRES), traditional 

shop is a building which has function to sell the goods and consists of one seller.  



 
 

Other regulations about the establishment of modern shop are listed in the regulation of 

Trade Minister No. 53/M-DAG/PER/12/2008 which states that the establishment of minimarket 

has to examine the population density, the growth of new settlement, traffic flow, the availability 

of traditional market, and traditional shop in the surrounding area. Furthermore, the 

establishment of the minimarket has to examine sufficient parking area, partnership with small 

medium enterprises, and the area of sales floor which is less than 400 m² and has to hold the 

establishment of modern shop permission. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

CHAPTER III  

RESEARCH METHOD 

 

3.1   Qualitative Method 

Research method is a systematical way to solve the research problem. It also may be 

understood as a science of studying how research is scientifically conducted (Sharma, et al. 

2011). Qualitative method is employed to answer the research problems of this study. Qualitative 

researchers are interested in understanding the meaning of people have constructed, that is how 

people make sense of their world and the experience they have in the world (Merriam, 2009:13).  

Furthermore, it consists of a set of interpretive, material practices that makes the world 

visible. At this level, qualitative research involves an interpretive, naturalistic approach to the 

world. It means that qualitative researchers study things in their natural settings in attempting to 

make sense or to interpret phenomena in terms of the meanings people bring to them (Denzin 

and Lincoln, 2005, p.3). Frequencies are rarely important in qualitative as one occurrence of the 

data is potentially as useful as many in understanding the process behind the topic. This is 

because qualitative research is concerned with meaning and not making generalized hypothesis 

statement (see also Crouch and Mckenzie, 2006). 

In this study, the aim of employing qualitative method is to identify what factors causing 

the shifting or change on consumers’ behavior towards traditional shop to modern retail shop. 

The writer choose qualitative method based on the assumption and beliefs that the problem of 

this study are holistic, complex, and dynamic so that it is needed to be solved by conducting in-

depth observation by using questionnaire and interview. Furthermore, this study is a study that 

reveals the phenomenon and facts deeply but also objective and still inside the proportional 



 
 

corridor which appropriate with the limitation of the study that have been mentioned in chapter 

one. In addition nowadays, the emerging of modern retail shop in Indonesia especially in non-

capital cities creates phenomenon of consumers changing behavior in terms of shopping 

preference. Current trends show that nowadays the consumers tend to shop at modern retail shop. 

This is the assumption that needs to be proven in this study. In order to make the study easy to be 

understood, the research flow is diagramed as follows: 

Figure 3.1 Research flow diagrams 
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There are three steps that the writer took in order to solve the problem in this study. First 

was started by reviewing the preliminary study followed by formulating the research problems, 

and the last step is reviewing the literature. Second, the writer distributed the questionnaires and 

conducted the in-depth interview with the informants, and finally conducting analysis to 

describing the informants’ answer. The last step is drawing conclusion and giving 

recommendation. 

In collecting the data the phenomenology approach was employed. Phenomenology 

approach is focuses on the subjectivity or reality, continually pointing out the need to understand 

how humans view themselves and the world around them (Willis. 2007:53). This approach was 

carried out by employing observation, questionnaire, and in-depth interview in order to gather 

the answer and the holistic description of the phenomena that being studied. 

 

3.1.1 Data Collection Method 

There are several techniques in gathering the data of a study, they are document, record, 

interview, direct observation, and so on (Yin, 2002, in Afdila 2014). Data collection methods 

employed in this study includes observation, questionnaire, and interview in order to analyze the 

situation and the phenomenon that happen in the society. Primary data were gathered from the 

direct observation, questionnaire and in-depth interview which were conducted in two different 

times. The questionnaire and interview questions for this study were developed based on the 

concepts, theories, and previous research information.  

The writer using participant observation in observing the phenomenon in which the writer 

not only as the passive observer but also taking certain action and participated in the event that 

being observed. The observation was conducted for more than one month to the selected 



 
 

respondents as the informant in the interview. The questionnaire consists of two parts including 

part 1: questions about demographic data covering age, education, occupation, and monthly 

income. Part 2: questions dealing with shopping behavior, such as when the respondents go 

shopping, how often the respondents go shopping within a month, how long the regular shopping 

time occurs, and how much money that the respondents generally spend per shopping. On the 

other hand, the interview section also consists of five questions as follows: 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

2. What are the products that you usually purchase at traditional shop and modern retail 

shop? 

3. What do you like from shopping at traditional shop and modern retail shop? 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

In-depth interview was conducted based on the questionnaire result to collect more 

holistic answer and description directly from the consumer which can lead to the answer of the 

problems in this study. The interview will be conducted two times in order to check the answer 

from the informants in different time. Besides, secondary data were collected from text books, 

past research, journal, encyclopedias, and world-wide-web pages.  

3.1.2 Population and Sample 

Population is generally determined as the sample for qualitative studies are smaller than 

those used in quantitative studies (Mason, 2010). Ritchie, Lewis, and Elam (2003) provide 

reasons for this, that there is diminishing return to qualitative sample as the study goes on more 

data does not necessarily lead to more information. This is because one occurrence of a piece of 

data or a code is all that necessary to ensure that it becomes part of analysis framework. Finally 



 
 

because qualitative research is very labor intensive, analyzing a large sample can be time 

consuming and often simply impractical (Mason, 2010). 

During the process of answering the research problems, the technique to choose the 

informants and respondents in this study was conducted purposively. Purposive sampling means 

that deciding the sample is based on the certain characteristics that beliefs has relation with the 

population’s characteristic which already known before (Umar, 2005). The determination of the 

informants based on the informants’ awareness of the topic of study and communication ability.  

The population of this study is the female consumers who usually shop in both modern 

retail shop and traditional shop in Lowokwaru District, Malang. In the other hand the writer 

focuses to take sample from the female consumers within the age of 20-25 years old. The reason 

the writer choose to take sample from female consumers within age 20-25 years old is based on 

the previous study which stated that mostly people within this age goes shopping frequently 

rather than people within age more than 25 years old or less than 20 years old. From the sample 

it could be seen that mostly people within this age are occupied as student. This is also becomes 

the factors that attract the writer to take people within age 20-25 years old as the sample of this 

study because based on the previous study by Chariesmaya (2013) resulted that students who 

lived in boarding house tend to shop frequently at modern retail shop because they like effective 

and efficiency since modern retail shop such as minimarkets are easy to find. 

The subsequent analysis tool has also been used to estimate a minimum sample size for 

conducting interview section. Related to decide the number of respondents,  Atran,  Medin, and 

Ross (2005) who suggests “as few as ten informants were needed to reliably establish a 

consensus”. Thus, by using purposive sampling method, ten respondents were taken as the 

representative of the population to gather information’s from different perspective regarding to 



 
 

consumers’ behavior. Based on that, in order to gather information from people age 20 to 25 

years old the questionnaire was distributed and 25 people are qualified as the respondents in this 

study, but only 10 people from the total respondents who will becomes the informants for the 

interview.  

3.1.3 Scope of The Study 

This study on consumers’ behavior in Lowokwaru District was conducted during April-

May 2014. The survey questionnaires were mainly distributed to the respondents who lived in 

this district. In addition to the questionnaire, the writer directly carried out the interview with the 

ten people out of the total respondents. 

3.1.4 Validity of the Study  

In qualitative research the important part is to prove that the result is valid and according 

to reality. There are several methods to prove the validity of qualitative study, one of them is 

credibility test. Credibility test here refers to what extent the duration of observation. In order to 

check the validity of the data, the data were collected from respondents in two different times. 

Thus the first data collection in this study was carried on in 12
th

 of April 2014 and the second 

data collection was in 15
th

 of May 2014.  

The result from the observation is that there is no change in respondents’ answers both in 

questionnaire and interview results. The writer also checked to the modern retail shop and 

traditional shop in order to prove the respondents’ answer in this study by visiting several 

modern retail shop and traditional shop surrounding Lowokwaru District. The findings of the 

observation were that the respondents answer in both questionnaire and interview are same as 

with the writer’s observation.  



 
 

Furthermore, the informants used in the interview in this study are people who have close 

relationship with the writer in which the writer understand the behavior, lifestyle, and 

characteristic of the respondents. Moreover, the respondents’ habit has been observed directly by 

the writer especially their shopping behavior. By understanding the respondents well, the writer 

believes that this study is valid and the information given by the respondents are true, and there 

is no information that being hide. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

CHAPTER IV 

FINDINGS AND DISCUSSION 

 

4.1 Findings 

In this chapter, the result of the questionnaire and interview with the respondents for this 

study are presented. The respondents of this study consist of 25 females which are classified in 

age range between 20 – 25 years old. The findings of this study are already gathered in the form 

of charts and tables for the questionnaire and also original results of interview with the 

respondents. 

4.1.1 Questionnaire Findings 

4.1.1.1 Part 1 – Demographic Information 

Based on the data obtained from part 1 of the questionnaire, the respondents’ 

demographic data will be shown below. The writer chooses the respondents are within the age of 

20-25 years old. The reason is because of the assumption that customers within this age tend to 

changes their shopping habit over time. This is also explained by Minh Hang (2004) that 

preferences in fresh food, packed food, household, and personal care product are closely related 

to age. Store preferences also change due to the stages of family life-cycle. This becomes the 

primary focus for selecting the respondents and informants of the study, and then the informants’ 

uses for conducting in-depth interview consist of ten people taken from the total respondents. 

Here is the respondents’ age composition based on the questionnaire result: 

 

 



 
 

 

 

 

 

 

 

                                Figure 4.1 Respondents’ Age Composition  

Most of the respondents in this study are in the age of 22 years old about 32% of the total 

respondents. The next highest percentage is at the age of 21 years old and 25 years old for about 

20% of the total respondents and 12% is at the age of 20 and 24 years old and the lowest 

percentage is at the age of 23 years old about 4% of the total respondents. The second findings 

from demographic data were the highest education level from the respondents which is shown in 

the following figure: 

 

 

 

 

 

 

 

 

                         Figure 4.2 Respondents’ Educational Composition 

 



 
 

The writer categorized the degree of education of the respondents based on the latest 

education level. For example the respondents who have high school degree means that they are 

still studying in university but do not yet graduated from the undergraduate program. From the 

chart, it is shown that 48% of the respondents are have high school degree, and 28% are holds 

post graduate degree, and 24% are have undergraduate degree. However, there is no respondents 

having doctoral degree and under high school degree. Furthermore, the monthly income for all 

respondents’ shows by the questionnaire result is presented on the chart below: 

 

 

 

 

 

 

 

                                 Figure 4.3 Respondents’ Monthly Income 

From the questionnaire is gathered the information for the monthly income from each 

respondent is gathered. There are six ranges of income that the writer used to categorized the 

respondents. Based on the result, 40% of the respondents have income IDR 1,000,000 – IDR 

2,000,000. Whereas, 24% have income less than IDR 500,000 , 16% have income IDR 500,000 – 

IDR 1,000,000 , 8% have income IDR 3,000,000 – IDR 5,000,000 and more than IDR 5,000,000 

and the smallest is respondents with income IDR 2,000,000 – IDR 3,000,000 about 4% of the 

total respondents. The income category here means the money that the respondents hold every 



 
 

month include the money that they earns from working and the money that they get from their 

parents for respondents who occupied as student. 

Most of the respondents come from outside Malang, but they stay in boarding house in 

Lowokwaru District. Most of the respondents in this study have occupation as students and/or 

employees but they are also as students. The detail of occupation composition is shown on the 

picture below:  

 

 

 

 

 

 

 

                              Figure 4.4 Respondents’ Occupational Composition 

From the findings it shown that 60% of the respondents are student, 16% is unemployed, 12% 

are employees, 8% are actually work as government official, and 4% as professionals. 

 

4.1.1.2 Part 2 – Consumers’ Behavioral Information 

The second part of the questionnaire contains of behavioral information of the 

respondents. There are four questions dealing with the behavioral information related to the 

shopping behavior. The answers of the respondents are presented in the following diagram: 



 
 

 

 

 

 

 

 

 

                                Figure 4.5 Respondents’ Shopping Motivation 

This chart shows the background that motivates them to go for shopping. in this part the 

respondents are freely to choose more than one answer. So the result from this section shows the 

combination of motivation from the respondents. From the chart 52% of the respondents 

mentioned that they go shopping because they need to buy something, 21% of the respondents 

also go shopping when they have extra money, 8% of the respondents answered they also go 

shopping when they are on the way, when they have free time, and when they accompany their 

friends, and only 3% answered that they also go shopping when they feel lonely. In short, the 

biggest motivation for respondents to go shopping is when they need to buy something.  The 

detail about number of people who answer for each choice is presented in the table below: 

Table 4.1 Respondents’ Motivation Background (shopping behavior) 

 

 

 

 



 
 

 

 

From the table shows that most of the respondents answer more than one choice in this 

section. However, the strongest motivation revealed from the questionnaire findings is that 

respondents go for shopping is when they need to buy something. Besides that, the writer also 

find out the shopping’s frequency from the respondents go shopping at both place traditional 

shop and modern retail shop. The result is shown in the figure below: 

 

 

 

 

 

 

    Figure 4.6 Respondents’ Shopping Frequency at Traditional Shop 

For traditional shop, the findings shown that 44% of the respondents visit and shop at 

traditional shop at least for 1-3 times in a month, 32% of the respondents shopping at traditional 

shop for 4-6 times every month, and 16% of the respondents go shopping at traditional shop for 

more than 6 times in a month . In contrast 8% of the respondents said that they never go to 

traditional shop for shopping. On the other hand, different findings are obtained in respondents’ 

shopping frequency at modern retail shop, as shown on the figure below: 

 



 
 

 

 

 

 

 

 

 

              Figure 4.7 Respondents’ Shopping Frequency at Modern Retail Shop 

Surprisingly, the findings for modern retail shop show that all of the respondents 

experienced in shopping at modern retail shop. About 48% of the respondents mentioned that 

they went shopping at modern retail shop 1-3 times in a month, 24% of the respondents shopping 

for about 4-6 times in a month and the rest 28% of the respondents went shopping for more than 

six times within a month. From these findings, it is shown that the respondents are likely to go 

shopping at modern retail shop as supported from preliminary study from Sutanto (2012) that 

consumers start to prefer to buy groceries in hypermarket or supermarket compare to the 

traditional market because of cleanliness and conveniences. 

The convenience when shopping causing the consumers spends more time when they go 

for shopping. The next findings from the questionnaire is the shopping duration that the 

respondents spend both in traditional shop and modern retail shop as shown in the figure below: 

 

 

 

 



 
 

 

 

 

 

 

 

 

                Figure 4.8 Respondents’ Shopping Duration at Traditional Shop 

The regular time they spend when shopping at both places are categorized into four 

options namely none, less than 30 minutes, 30 minutes – 1 hour, and more than one hour. The 

result show that 68% of the respondents spent less than 30 minutes shopping at traditional shop, 

24% shopping for 30 minutes – 1 hour, and 4% spend more than one hour. Based on the previous 

results, the following results also show that 4% of the respondents do spend any time at 

traditional shop because they do not go shopping at traditional shop. 

In contrast, 52% of the respondents shop for less than 30 minutes when shopping at 

modern retail shop, and 36% of the respondents spent more than one hour. These results are in 

line with the explanation from Sutanto (2012) that some consumers feel that shopping in big 

stores is convenient, however they compensate their extra time in a big store space by its one 

stop shopping concept. Next is, the rest 12% of the respondents shopping for less than 30 

minutes at modern retail shop.  

 



 
 

 

 

 

 

 

 

              Figure 4.9 Respondents’ Shopping Duration at Modern Retail Shop 

The last section is the respondents’ spending when they go shopping at modern retail shop 

and also traditional shop. 

Table 4.2 Respondents’ Spending on Shopping 

 

 

 

The entire 

respondents answer that they spend less than IDR 500,000 in traditional shop in a month for 

shopping. On the other hand, 18 respondents spend less than IDR 500,000 and the rest 7 

respondents’ answer they spend IDR 500,000 – IDR 1,000,000 in a month for shopping at 

modern retail shop. 

4.1.2 Interview Findings 

In addition to the questionnaires, the data were also collected from the interview with ten 

informants. The informants here refer to the people that give the information related to the case 

that the writer want to solve. The informants were chosen based on their shopping behaviors that 



 
 

are already understood by the writer. Based on the explanation, the informants are ten people 

taken from the total respondents who are frequently shopping at both traditional shop and 

modern retail shop. The interview consists of five questions which are listed below: 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

2. What are the products that you usually purchase at traditional shop and modern retail 

shop? 

3. What do you like from shopping at traditional shop and modern retail shop? 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

The answer for each question, are explained in the results from the interview section later. 

4.1.2.1 Factors Causing Informants to Shop at Traditional Shop and Modern Retail 

Shop 

There are many reasons that can affect people to shop at the traditional shop and also at the 

modern retail shop. The traditional shop is fully different with modern retail shop in terms of 

service, price, the goods collection, easiness to reach by the consumer and also convenience in 

shopping. In line with the findings of the previous research conducted in West Java, Indonesia, it 

is found that the opportunity to bargain and indulge in personal relationships between sellers and 

buyers are the main reasons why people still prefer to buy goods at a traditional market rather 

than at a modern market (Sunanto and Tuninga, 2009). 

Based on the interview answers, all informants said that they are interested to shopping at 

traditional shop because they are easy to reach from the place where they live and also traditional 

shop’s price are lower than at modern retail shop such as minimarket, as explained by informant 

1: 



 
 

“Saya tertarik berbelanja di toko tradisional karena dekat dengan kos-kosan saya. Karna tiap 

pagi saya harus minum susu, jadi saya lebih milih buat belinya di toko tradisional, masa mau beli susu 

aja harus jauh-jauh ke hypermart atau minimarket? Udah keburu kelaperan nanti, jadi saya milih yang 

deket aja.”(I am interested in shopping at traditional shop because it is near to my boarding house. 

Because every morning I consume milk so that I choose to purchase it at traditional shop. Should I go to 

hypermart or minimart which is further from my location just to buy milk? I will get starving, that is why I 

choose the closer place.) 

Another reason that causes the informant to be interested in shopping at traditional 

market is because the price in traditional market is lower than in modern retail shop. It is become 

the reason for some respondents as explained by informant 2: 

“Biasanya kan di toko tradisional itu harganya lebih murah, nah kita sebagai mahasiswa kan 

harus mencari yang murah meriah, jadi terkadang kita lebih memilih harga daripada kualitas barang itu 

sendiri.”(Usually in traditional shop, the price is lower and we as the university students should looks for 

the goods as cheaper as possible, so sometimes we tend to choose the price rather than the product’s 

quality itself) 

The other reason regarding the lower price by traditional shop, is because traditional shop 

sells small package of goods, as explained by Informant 3: 

“Kalo toko-toko kecil itu biasanya lebih bisa jual dalam jumlah grosiran jadi lebih murah, atau 

kalau nggak gitu yang sachetan, nah kalau di toko modern gitu kan harus beli yang kemasannya agak 

besar, sedangkan saya kan anak kos-kosan jadi ga butuh beli banyak. Jadi kalo beli yang sachetan selain 

harganya lebih murah juga sesuai sama kebutuhan.”(As for small shop, usually they sell the product at 

wholesale price which makes the price becomes lower, or in sachet package, but in modern retail shop we 

have to buy the bigger package for one product, besides I live in boarding house so I do not need to buy 

in big amount. So, I rather buy in sachet package, because it is suitable with my need.) 



 
 

Furthermore, the different reason why the informant choose traditional shop to go 

shopping besides it is cheaper and near their house, is because traditional shop sell the goods that 

they cannot find at modern retail shop, as explained by Informant 4: 

“Kalo belanja kaya contohnya di minimarket gitu kan jarang ada telur, atau beras kiloan atau 

tali rafia, malah kalo mau beli barang yang kaya gitu ke toko modern kan harus ke supermarket yang 

lebih besar, nah supermarket kaya Giant atau hypermart itu jauh jaraknya dari rumah. Jadi kalo mau 

beli barang kaya gitu enaknya di toko tradisional yang deket dan langsung dapet.”(If I go shopping for 

example in minimart, they seldom sell eggs, rice, or raffia. Moreover if you want to buy that kind of 

goods, we should go to bigger modern shop such as supermarket, because supermarket like Giant or 

Hypermart is far from my house. So if I want to buy that kind of goods it is more convenient to traditional 

shop which is near and I can get the goods quickly.) 

The traditional shop’s ease of access becomes the positive side of traditional shop. It is 

supported by the reality that traditional shops are usually privately owned by household people. 

Traditional shop does not impose any tax to the goods that they sell in the shop that might be 

possible for them to sell the goods in lower price. They also did not have many employees so it 

becomes another factor that causes the goods’ price is lower than in modern retail shops which 

have more than one employee. However, modern retail shop has its’ own positive side that 

attracts the consumers interest to shop at their place. As explained by Informant 5: 

“Karena barang-barangnya lebih lengkap, trus tempatnya enak, kalo ketempat modern kan bisa 

sekalian jalan-jalan, cuci mata jadi walaupun ga beli kan ga apa - apa.”(Because the products are more 

complete, and the place is good, if going to modern shop I can take stroll, and window shopping even 

though I do not purchase anything, it is not a problem.) 

Informant 5 also answered in the questionnaire that her frequency for going shopping at 

modern retail shop is more than six times in a month. This is supported by the reason explained 



 
 

above. Another reason is also mentioned by Informant 6 about the interesting things that attract 

her to shop at modern retail shop: 

“Nah kalo belanja di tempat modern itu lebih karna packagingnya kali ya yang menarik buat 

aku, lebih bersih dan lebih rapi dan mungkin juga pelayanannya lebih enak.”(If shopping in modern 

retail shop, it is because the products’ packaging that looks cleaner and neater and maybe the service is 

better.) 

Informant 1 also mentioned the things that interest her to shop at modern retail shop: 

“Yang bikin aku tertarik belanja di toko modern itu karna ada member cardnya, jadi kalo 

belanja pake member card bisa dapet potongan atau poin dari setiap belanja, nah itu dikumpulin nanti 

bisa dituker sama produk tertentu juga jadi lebih menguntungkan sih aku bilang.”(The things that makes 

me interested in shopping at modern retail shop is because they provide member shopping card. By using 

member shopping card we can get discount price or points for every shopping transaction, thus, the 

points that we have collected can be exchanged with certain product, so I said it is more beneficial for us 

as the consumer.)  

Most of the informants have similar opinion which interested them in shopping at modern 

retail market. They mentioned that the things that make them want to shop at modern retail shop 

are because they have many varieties of products with maintained quality, clean and cozy, and 

also the good service from the employee. This is also supported by Carpenter and Moore (2006) 

who explained that cleanliness is one of the highest ranked store characteristics, across 

supermarket retail formats and is the second most important factor in the ongoing performance of 

a supermarket (Min, 2010).  

4.1.2.2 The Products Usually Purchased by The Informants 

Traditional shops surely provide some products that need to be fulfilled by the consumers 

immediately such as primary goods. On the other hand, there is possibility that modern retail 



 
 

shop becomes the place as the consumers’ destination to purchase primary goods. In the 

interview, one of the informants mentioned that she usually buy food in both places. The 

statement from informant 7 in her interview is: 

“Aku dirumah ga pernah nyetok barang ya, jadi begitu butuh langsung beli. Misalnya aku butuh 

kaya tempe atau tahu gitu aku langsung beli ke toko-toko tradisional karna aku anggep ga perlulah 

sampai beli di supermarket. Nah kalo ke toko modern berhubung aku suka makanan instant kaya nugget, 

shrimp roll, aku belinya di supermarket sih.”(I never stock any goods at home so whenever I need 

something I will directly buy it. For example when I need to buy tempe or tofu, I directly go to traditional 

shop because I think it is not necessary to buy that good at supermarket. So about modern retail market, 

because I like instant food such as chicken nugget, or shrimp roll, that is why I buy them at supermarket.) 

Both traditional shop and modern retail shop sometimes provide similar products from 

daily needs products until monthly needed products. The informant mentioned in the interview 

that mostly they purchase the primary goods such as food at the traditional shop. Because almost 

all of the informants are live in boarding house which means that sometimes they have to cook to 

eat, and they tend to buy dairy food such as eggs, vegetables, rice and so on at traditional shop. 

As mentioned by informant 8 in her interview: 

“Aku kalo belanja ke toko atau pasar tradisional itu belanja sayur sih, soalnya harganya lebih masuk 

akal dibanding kalobelanja di supermarket.”(I go shopping at traditional shop or traditional market 

usually to buy vegetables, because the price is more reasonable than in supermarket.) 

Similar reason also proposed by informant 9: 

“Kadang kalo aku disuruh beli sama ibuku beli beras yang kiloan gitu sama bumbu dapur kaya 

kunir, ketumbar gitu kan ga bisa ke minimarket atau supermarket, jadi aku mesti beli di toko tradisional. 

Lagi pula karna deket jadi kalo butuhnya segera bisa langsung kebeli.”(Sometimes, my mother asks me to 

buy some kilogram of rice, or spices such as turmeric or coriander. Those kinds of goods cannot be 



 
 

purchased in minimart or supermarket so I have to buy them at traditional shop. Moreover because it is 

near, so if I need them immediately I can buy them directly.) 

Different from traditional shop, the modern retail shop becomes the destination place for 

the consumers to buy monthly needed goods besides food products. This is supported by the 

statement of informant 6: 

“Kalo ke supermarket atau toko modern gitu sih aku biasanya beli sabun, shampoo, pokoknya 

kebutuhan yang buat sebulan gitu deh.”(If at supermarket or modern shop, I usually buy body soap, 

shampoo, or monthly needs.) 

Besides food and monthly needed goods, the consumers tend to choose shopping at 

modern retail shop because they provide the goods that traditional shop mostly does not provide. 

As the explanation above such as frozen food, informant 7 always buys frozen food at 

supermarket because there is no traditional shop that provides instant frozen food near with her 

house. After all, based on the interview answers the informant usually purchases food products at 

traditional shop and they usually purchase packaging product at modern retail shop. 

4.1.2.3 Aspects That the Informants Preferred from Shopping at Traditional Shop 

and Modern Retail Shop 

The establishment of modern retail shop in the middle of society gives new shopping 

experience for some people. There are so many differences between the appearance of traditional 

shop and modern retail shop. All informants in this study have experienced shopping at both 

places and they can identify the differences between the shops well. This is also proven by the 

shopping frequency shown in the questionnaire.  

Most of the informant said that they like to shop at modern retail shop because it is very 

cozy. Modern retail shop always provides air conditioner in the shop so the consumers feel 



 
 

comfortable when shopping at modern retail shop. Between modern retail shops, the informant 

also answered that they spent longer time for shopping at supermarket rather than in minimarket. 

Because in supermarket, they can see many and more variants of products so if they go to 

supermarket for example Giant Supermarket, they can shop and stroll in the same time. 

Informant 9 said in her interview: 

“Kalo aku sih sukanya ke toko modern kaya minimarket atau supermarket gitu mungkin karna 

tempatnya lebih bersih, trus dingin ada AC-nya, apalagi kalo kita belanja siang-siang gitu panas kan 

pinginnya ke yang toko modern nyari adem-adem.”(For me, I like to go to modern shop such as minimart 

or supermarket because the place is cleaner and cooler because of air conditioner, even more if we shop 

in the afternoon because of hot weather so that we want to go to modern shop looking for cool place.) 

Another informant said that she likes to shop at modern retail shop because the goods in 

modern retail shop are more organized, and it makes them easy to find. As stated by informant 6: 

“Belanja di toko modern itu yang aku suka karna bersih dan lebih ketata gitu ya, kan ada 

section-sectionnya jadi kita lebih mudah untuk nyari barang yang mau kita beli.”(What I like from 

shopping in modern retail shop is that because it is clean and more organized. There are product’s 

sections that make us easier to find the goods that we want to purchase.) 

Moreover, modern retail shop also holds promotion that is more intense than in 

traditional shop. This promotion includes the discount price for selected product. Promotion from 

modern retail shop surely attracts the consumers’ attention and to be interested in shopping there. 

As stated by informant 4: 

“Dari segi promosi itu biasanya aku nemunya di Koran. Kadang pas dateng ke tokonya ternyata 

pas ada diskon nah itu kadang langsung beli.”(In terms of promotion, usually I find it at newspaper. 

Sometimes when I come to the shop, there is promotion for some products that I buy immediately.) 



 
 

Another positive side from shopping at modern retail shop is because its facility. One 

informant mentioned that she really happy about payment facility in modern retail shop, as 

informant 1 stated below: 

“Belanja di toko modern itu enaknya bisa pake kartu debit, kalo di toko tradisional kan ga bisa. 

Jadi sangat membantu waktu lagi ga punya uang tunai bisa dibayar pake kartu debit.”(The good point of 

shopping at modern retail shop is I can pay by using my debit card, in contrast with traditional shop that 

do not provide payment using debit card. So it is really helping me when I forget to bring any cash, so I 

can pay by using debit card.) 

Different from modern retail shop, what consumers like from traditional shop is the cheap 

price if compare with similar product sold in modern retail shop. Most of the informant also said 

the same things about the point that they like from the traditional shop. As mentioned by 

informant 10 in her interview: 

“Kalo beli di toko tradisional itu yang jelas lebih murah, dan kadang masih bisa ditawar 

dibanding kalo belanja di toko modern kan harganya udah fixed.”(For shopping at traditional shop, it is 

clearly that the price is cheaper and sometimes we can bargain compared with modern retail shop in 

which the price is fixed.) 

4.1.2.4 Aspects That The Informant Dislike from Shopping at Traditional Shop and 

Modern Retail Shop  

Beside the positive point that the consumers may like from shopping at traditional shop 

and modern retail shop, there is also the point that they do not like from shopping at both places. 

As mentioned by the informants in the interview, they said the point that they dislikes from 

shopping at modern retail shop is the higher price than in traditional shop. Sometimes, the price 

shown on the display window is different with the products’ price at the cashier. This situation 

ever happened to informant 6, as she mentioned in her interview: 



 
 

“Pernah ya Aku beli suatu barang di minimarket, ternyata harga yang di display itu beda sama 

harga yang pas masuk di kasir.”(I ever purchased one good that the price in the display window is 

different with when it is paid at the cashier.) 

Furthermore, some informant also said the same things related to the due. Informants said 

that mostly they do not get the due from the counter and replace it with candy. The other reason 

is also explained by the informant about the dislike point from shopping at modern retail shop as 

mentioned by informant 10: 

“Oh pernah ada kejadian waktu aku beli makanan kaleng ternyata tanggal kadaluarsanya udah 

kelewat.”(There was an incident when I bought canned food, which turned out that the expired date was 

over.) 

In contrast, traditional shop also has weaknesses that cause the consumers dislike 

shopping in there. From the summary of the interview result with the informants, the writer gets 

information that they do not like shopping at traditional shop because they smell bad, and dirty. 

This is mentioned by informant 8 in her interview: 

“Kalo yang ga disuka dari toko atau pasar tradisional itu kan tempatnya bau, trus kotor jadi kalo 

belanja suka ga nyaman.”(The things that I do not like from shopping at traditional shop are because it 

smells terrible and dirty so it makes me uncomfortable to shop there.) 

The other weakness from traditional shop that the informants dislike is in traditional shop 

because there are not many variants of goods and also incomplete. As mentioned by one of the 

informant, informant 1: 

“Di toko tradisional itu kadang suka ga lengkap jadi kadang barang yang dibutuhin malah ga 

kebeli.”(In traditional shop, sometimes the product is not complete, so the product needed cannot be 

purchased at that time.) 



 
 

The development of traditional shop is different from modern retail shop. In terms of the 

number of employee, the traditional shop is usually run by one person who works as the owner 

and also the shop keeper at the same time. Sometimes, it becomes their weakness also. When 

they have many customers at the time, they can only serve one customer at once, so the other 

customer have to wait to get served, as this situation ever experienced by one of the informant in 

this study, informant 6 as follows: 

“Yang aku ga suka dari toko tradisional itu kalo pas yang jual judes, jadi suka sensi gitu. Kan 

kita yang belanja jadi nggak nyaman. Apalagi kalo tokonya penuh antrinya lama jadi suka beli ke toko 

modern akhirnya.”(The thing that I do not like from traditional shop is when the owner is not friendly, so 

sometimes he/she gets a little bit sensitive, that cause uncomfortable feeling. Moreover, if the shop is 

crowded and caused long queue that makes me move to shop at modern retail shop.)  

After all, the uncomfortable feeling might drive the respondents to avoid traditional shop. 

Good service is considered as the important point when choosing the shopping destination. It is 

also explained by Sutanto (2012) that the traditional market is perceived as an old building which 

is wet and dirty, and unsafe hence creates an inconvenient shopping environment due to bad 

management. Overall, the aim of a store is to enhance the buying experience and increase the 

probability of repeat purchases and foster spending (Mortimer et al. 2011). 

 

 

 

 

 

 

 



 
 

4.2 Discussion  

4.2.1 Analysis on Consumer Behavior Towards Traditional shop and Modern 

Retail Shop 

Based on the findings of the study and data collected from the respondents, the 

informants think that they tend to choose to shop at traditional shop because it is near from their 

house and traditional shop has lower price if it is compared with modern retail shop. They mostly 

shop for dairy food products that they need to consume immediately such as milk or bread, they 

do not want to go far away just to get these product. Most of the modern retail shops are located 

far from the respondents’ house, only some of them near their home. The location of a shop 

becomes the respondents’ consideration in deciding the place for shopping.  

Moreover, the results of questionnaire and interview also show that the respondents tends 

to shop at modern retail shop for purchasing monthly needed goods such as shampoo or body 

soap. They prefer to purchase those goods in modern retail shop because they believe that the 

products have better quality of products compare with traditional shop. In line with Solomon, 

Bambossy et.al (2006) state that consumer behavior is the study of process involved when 

individuals or groups select, purchase, use or dispose products, services, ideas or experiences to 

satisfy needs and desire. The respondents of this study also select the shopping place based on 

the consideration of what kinds of products they want to consume, the convenience, and also the 

price that is suitable with their budget. Because most of the respondents  live separately from 

their parents so that they have limited income that causes them to choose precisely the products 

that they want to purchase at both places. 

Furthermore, the results from interviews with the respondent as the informants also show 

that they enjoyed shopping in modern retail shop because of its facility. Most of the respondents 



 
 

mention that they like shopping at modern retail shop because they provide frozen food and cool 

drinks. They like air conditioner facility and good service from the shopkeeper at modern retail 

shop. From the interview, it is also revealed that they like experiencing shopping and strolling at 

the same time in modern retail shop. In modern retail shop, they can choose the product freely, 

and enjoy walking while shopping so this activity becomes relaxation for them, something that 

they cannot experienced at traditional shop. 

4.2.2 Analysis on Consumer Decision Model 

In order to make decision after what the respondents have experienced in both places 

(traditional shop and modern retail shop), they considered price and the convenience of the 

location before going for shopping at both places. Based on Blackwell and Miniard et.al (2001), 

that consumers’ decision is influenced by two main factors, firstly stimuli which they received 

and processed in conjunction with memories of previous experiences and secondly the external 

variables in the form of either environmental influences or individual differences. The 

environmental influences include culture, social class, personal influence, family and situation. 

On the other hand the individual influence includes consumer resource, motivation, involvement, 

knowledge, attitudes, personality, values, and lifestyle. The respondents in this study have 

experienced that both places have their own positive and negative sides.  

For the respondent with high income they frequently shop at modern retail shop more 

than 1- 3 times within a month. Factors which influence the respondents are the price, facility, 

variants of good, convenience, and personal taste. Based on the interview, income becomes the 

dominant variable affecting the respondents in shopping. Because, most of the respondents live 

independent without their parents and their income is limited, they have to manage their income 

and needs well. Furthermore, almost all the respondents answered in questionnaire that they go 



 
 

shopping when they need something, it is also supports of their condition as they are a university 

students which means their primary needs is for food products, and they will purchase more if 

they have extra money. 

4.2.3 Analysis on Consumer Decision Making 

The decision making of the consumer is closely related to utility maximization. Utility 

maximization between each person is very different, as the previous explanation before that the 

respondents in this study have limited budget every month to be spent. It is causes them to 

purchase certain products when shopping at both traditional shop and modern retail shop.  

On the other hand, promotion also affects the respondents’ decision making. They seek for 

discount product that can maximize their utility. Based on the observation, modern retail shops 

intensively conduct promotion. They also give their consumers facility in payment system by 

using shopping card or debit card.  This facility surely gives their consumers easiness in payment 

system so that they do not have to bring cash whenever they shop at modern retail shop. Utility is 

not only for consuming product but also for satisfaction that consumers obtained from modern 

retail or traditional shop’s services, facility, and appearance. They can maximized their utility 

just by strolling on modern retail shop, an experienced that they cannot get from traditional shop. 

The good service from modern retail shop gives them happiness while shopping that also causes 

to change their shopping preference. 

4.2.4 Analysis on Indifference Curve and Budget Constraint 

It can be summarized that the respondents in this study tend to shop at both traditional 

shop and modern retail shop for different kinds of product. For traditional shop the respondents 

mention that they prefer to buy food products such as vegetables, bread, milk, rice, or spices in 

traditional shop in which the price is lower than in modern retail shop. The rational price for such 



 
 

products caused the respondents to be interested in shopping at place having lower price. 

Regardless of their weakness as shopping place, most of the respondents choose traditional shop 

for its inexpensiveness. Customers mostly suffer from psychological cost if they get the 

impression that the retailer is not fair with prices. Potential customers do not feel comfortable 

buying from a shop  which  they  anticipate  possible  prices  reduction  in  a  few  days  ahead,  

or  if  they doubt the authenticity of sale prices presented in  an advertisement. (Asamoah, 2012). 

Quality goes with price, low quality with low price and high quality with high price. Most 

customers seek “value pricing” expecting to get the most value for their money (Abrams, 2008 in 

Asamoah, 2012). 

The distance of the shop’s location gives significant impact for the respondents’ shopping 

preference, especially for who do not have vehicle such as a motorcycle or car to help them 

mobile. For the respondents who have to walk or take public transportation, they tend to choose 

traditional shop just for purchasing food products, which is near and they do not have to spend 

extra money for transportation. Customers prefer visiting shops where they will spend less 

money to locate, where it could easily be seen by passing cars, or with good signs for easy 

location (Abrams, 2008; Debelak, 2006; Rust et al, 1993, p 201 in Asamoah, 2012). 

In contrast, modern retail shops being selected by the consumers to purchase monthly 

needed goods, or packaging goods. They trust the quality of packaging goods at modern retail 

shop, moreover they also provide many variants of products which deliver their consumers rights 

to choose the products freely and suitable with their budget. As the respondents live 

independently, they tend to save their money for unexpected cost and they only shop when they 

need something, and will purchase more if they have extra money. Moreover, because modern 



 
 

retail shop provides many variants of products this will help the consumers to choose or 

substitute the goods that do not suitable with their budget. 

Even though modern retail shop also has some weaknesses that the respondents dislike, 

modern retail shop offers their consumers many benefits that the traditional shop cannot provide, 

starting from its facility, convenience, safety, and completeness of product’s variant. Eventually, 

all of the respondents tend to choose shopping in modern retail shop rather than at traditional 

shop, regardless of its strengths and weaknesses as shopping place. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

CHAPTER V 

CONCLUSION AND RECOMMENDATION 

 

5.1 Conclusion 

1. Generally, based on the finding of the study, it can be concluded that nowadays people 

tend to shop in modern retail shop rather than in traditional shop.  However both places 

still have weaknesses. For example at traditional shop, the result revealed that consumers 

dislike the smell, incomplete variants of products and sometimes the service. Even 

though traditional shop has cheaper price compared with modern retail shop, this factor 

cannot change the consumer’s perception and preference towards it. It is also explained 

by Sutanto et al. (2010) that consumers switched their buying preferences from 

traditional stores to modern retailers, particularly supermarket due to convenience, 

assortment, and cleanliness. The one stop shopping concept becomes a competitive 

advantage offered by modern retailers to attract consumers to switch their buying 

preferences from traditional markets to modern retailers. 

2. Whereas, the modern retail shop has many positive side that cannot be denied by the 

consumers. For example modern retail shop provides convenience in shopping by putting 

air conditioners, the CCTV installation also adds the convenience for the consumers 

because they feel safe while shopping. Moreover, there are many variants of products 

sold by modern retail shop, all in different range of price that enable the consumers to 

purchase the goods that suitable with their budget. The products are organized to 

facilitate the consumers to find the goods that they need quickly. Promotions from 

modern retail shop are often held for customers who usually seeks the discount for certain 



 
 

products. The procurement of shopping card or member card also becomes the value-

added for modern retail shop in attracting their consumers. By using member card or 

shopping card, the consumers can get discount for selected products or points in every 

transaction. Modern retail shop also provides non-cash payment by using debit card or 

credit card. This facility gives the consumers easiness in shopping. They do not have to 

bring much amount of cash that might be related to safety terms.  

3. After all the positive and negative side that can be determined by the consumers, the 

consumers nowadays tend to choose shopping at modern retail shop because of the more 

convenience in shopping in modern retail compared to traditional shop. Even though the 

price in modern retail shop is higher, but it does not become burden for the consumers to 

keep shopping at modern retail shop. 

5.2 Recommendation 

1. In order to keep the existence of traditional market from the emerging of modern retail 

shop, the traditional shop could increase their capital so they can provide many variants 

of goods. 

2. Good service becomes the important factor that will keep the consumers satisfied while 

shopping at traditional shop. Since modern retail shop provides good service, traditional 

shop should follow this good point so that they do not lose their consumers. 

3. From the findings of the study it is revealed that young consumers tend to choose cheaper 

price. Traditional shop is chosen by the young consumers as shopping destination 

because the price is cheaper than in modern retail shop. This good point should be 

maintained by traditional shop in order to keep their consumers. 



 
 

4. Further research can be conducted for analyzing the consumers’ behavior deeply by 

observing factors that significantly affecting consumers’ decision making.  

5. This study is open-ended study and only observed about the reasons which cause the 

shifting in consumers’ preference regarding shopping destinations between traditional 

shop and modern retail shop. Further study can be conducted by using another analysis 

that is related to consumers’ behavior. 

6. The next researchers can develop further studies for observing the increase of consumers 

for one business, by using the findings in this study as the reference. 
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Appendix 1 

EXAMPLE OF QUESTIONNAIRE ON CONSUMERS’ BEHAVIOR 

This questionnaire is to collect data on the consumers’ behavior toward modern retail shop and traditional 

shop. This survey is conducted for the obtaining data for minor thesis in the completion of Bachelor 

Degree in International Program of Economic Development, Brawijaya University. Data will be used for 

analysis and will remain confidential. 

Part 1 – Demographic Information 

Please Mark (      ) a box for each question 

 

1.1 Gender   

  Female 

 

1.2 Age 

                   20 years old                            21 years old                   22 years old 

                   23 years old                            24 years old                   25 years old 

 

1.3 Last Education Level 

                     Under High School                 High School         

                    Bachelor Degree                       Master Degree 

                    Doctoral Degree  

                    Other ___________ 

 

 

 



 
 

1.4 Occupation 

                     Student                           Professional 

                   Employee                    Government official 

                   Other_______ 

 

1.5 Monthly Income 

          Less than Rp. 500,000                               Rp. 500,000 – Rp. 1,000,000     

          Rp. 1,000,000 – Rp. 2,000,000                 Rp. 2,000,000 – Rp. 3,000,000 

          Rp. 3,000,000 – Rp. 5,000,000                 More than Rp. 5,000,000 

 

1.6 Marital Status 

          Single                            Married                             

 

 

Part 2 – Behavioral Information 

 

2.1 When do you go shopping? (You can mark more than one box) 

     When I need to buy something                       When I have extra money 

     While I am on the way                                    When I accompany friends 

     When I am free                                                When  I feel lonely 

     Other __________ 

 

 

 

 



 
 

2.2 How often do you go shopping within a month? (Please Mark on both sides) 

Traditional Shop                                          Modern Retail Shop 

                                                           (Supermarket, minimarket, hypermart) 

       None                                                             None 

       1 – 3 times                                                    1 – 3 times 

       4 – 6 times                                                    4 – 6 times    

       More than 6 times                                        More than 6 times                                                                                        

 

2.3 How long does shopping time last (Please mark on both sides) 

Traditional Shop                                          Modern Retail Shop 

                                                           (Supermarket, minimarket, hypermart) 

       None                                                                   None 

       Less than 30 minutes                                          Less than 30 minutes 

       30 minutes – one hour                                        30 minutes – one hour 

       More than one hour                                            More than one hour 

  

2.4 How much money do you generally spend per a shopping? 

(Please mark on both sides) 

Traditional Shop                                          Modern Retail Shop 

                                                           (Supermarket, minimarket, hypermart) 

       None                                                                   None 

         Less than Rp. 500,000                                     Less than Rp. 500,000 

         Rp. 500,000 – Rp. 1,000,000                           Rp. 500,000 – Rp. 1,000,000 

         Rp. 1,000,000 – Rp. 3,000,000                        Rp. 1,000,000 – Rp. 3,000,000             

         More than Rp. 3,000,000                                 More than Rp. 3,000,000 

 



 
 

Appendix 2 

QUESTIONNAIRE’S RESULT TABULATION 

1. Respondents’ Data 

 

2. Informants’ Data (Informants in Interview) 

 

 



 
 

3. Respondents’ Monthly Income 

 

 

 

 

 

 

 

 

 

 

 

4. Respondents’ Shopping Motivation (Number of People) 

 

 

 

 

 

 



 
 

5. Respondents’ Shopping Frequency at Traditional Shop and Modern Retail Shop 

 

 

 

 



 
 

6. Respondents’ Shopping Duration at Traditional Shop and Modern Retail Shop 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

7. Respondents’ Spending at Traditional Shop and Modern Retail Shop 

 

 

 

 



 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 3 

       INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 1) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

I am interested in shopping at traditional shop because it is near to my boarding house. Because 

every morning I consume milk so that I choose to purchase it at traditional shop. Should I go to 

hypermart or minimart which is further from my location just to purchase milk? I will get starving, 

that is why I choose the closer place. Besides, the things that makes me interested in shopping at 

modern retail shop is because they provide member shopping card. By using member shopping card 

we can get discount price or points for every shopping transaction, thus, the points that we have 

collected can be exchanged with certain product, so I said it is more beneficial for us as the 

consumer. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

In traditional shop I usually purchase food such as bread or milk for breakfast, and I also usually 

purchase stationery product too for example pencil, ballpoints, or paper. But in modern retail shop I 

usually purchase shampoo, body soap, actually I purchase for packaging product.  

 

3. What do you like from shopping at traditional shop and modern retail shop? 

The good point of shopping at modern retail shop is I can pay by using my debit card, in contrast 

with traditional shop that do not provide payment using debit card. So it is really helping me when I 



 
 

forget to bring any cash, so I can pay by using debit card. But in traditional shop I can purchase with 

lower price and it is near my boarding house like I have said before. 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

In traditional shop, sometimes the product is not complete, so the product needed cannot be 

purchased at that time. Moreover, sometimes they rarely control about the expiration date for food 

for example I ever see bread product but the expiration date is over. But in modern retail shop maybe 

because the location is far and the price is higher than in traditional shop for several products for 

example when there is discount promo. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

For me, personally I like to shop at modern retail shop. So, I prefer shopping at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 4 

       INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 2) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

Usually in traditional shop, the price is lower and we as the university students should looks for the 

goods as cheaper as possible, so sometimes we tend to choose the price rather than the product’s 

quality itself. But maybe in modern retail shop is because the place is clean, neat, and we can choose 

the product by our self so we can choose the best one. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

I usually purchase fod product at traditional shop such as snacks, bread, etc. Because I can find it 

easily without have to travel far from my boarding house. I do now have motorcycle to take me 

shopping at further place so I usually purchase my monthly needed product when I go to modern 

retail shop for example shampoo, toothpaste, so I do not have to go there often. 

3. What do you like from shopping at traditional shop and modern retail shop? 

Like I have said before, I like to shop at traditional shop because it is cheaper and also the location is 

near so I can get the product I need quickly. But in modern retail shop because the place is clean and 

the product is more complete rather than in traditional shop so it makes me feel comfortable to shop 

there. 

 

 

 



 
 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

Like what I have explained before, in traditional shop there are not many variants of product that I 

can choose, so I just purchase the same product for one goods that sometimes makes me feel bored. 

For modern retail shop one reason that I do not like shopping there is because the price higher than 

in traditional shop for similar product. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I prefer to shop at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 5 

      INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 3) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

As for small shop, usually they sell the product at wholesale price which makes the price becomes 

lower, or in sachet package, but in modern retail shop we have to purchase the bigger package for 

one product, besides I live in boarding house so I do not need to purchase in big amount. So, I rather 

purchasing in sachet package, because it is suitable with my need. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

I usually purchase vegetables or spices, and instant noodle because I cook sometimes at my boarding 

house. So for this kind of product I usually purchase at traditional shop because if I purchase this 

goods I modern retail shop the price will be more expensive. But if I go to modern retail shop I 

usually purchase food product such as snacks, beverages, bread, and cosmetics products. 

3. What do you like from shopping at traditional shop and modern retail shop? 

I like to shop at modern retail shop because there are many variants of products that I can choose 

freely. The place also safe because there are CCTV cameras installed in the shop, and clean which 

makes me like to shop there. But in traditional shop I like the aspect that they provide the small 

package for certain product for example spices, which usually in modern retail shop they do not 

provide it.  

 

 



 
 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

I do not like shopping at modern retail shop because sometimes the price in the display is different 

with the price in the cashier. Moreover, for example if I shopping at minimarket they do not give the 

change to me and replace it with candy just because they lack of coins for change. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I would prefer to shop at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 6 

       INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 4) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

If I go shopping for example in minimart, they seldom sell eggs, rice, or raffia. Moreover if you want 

to purchase that kind of goods, we should go to bigger modern shop such as supermarket, because 

supermarket like Giant or Hypermart that is far from my house. So if I want to purchase that kind of 

goods it is more convenient to traditional shop which is near and I can get the goods quickly. But in 

modern retail shop the place is very convenience and the products is more complete, and they sell 

trusted products. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

Like I described above I usually purchase eggs, rice, and other daily needs products. But In modern 

retail shop I usually buy cool drinks that traditional shop mostly did not provide it. If I go to bigger 

modern retail shop such as supermarkets or hypermarts I usually purchase body soap, or monthly 

needed. 

3. What do you like from shopping at traditional shop and modern retail shop? 

I like shopping at traditional shop because they sell products that modern retail shop usually do not 

have for example like kilograms or rice, eggs, or raffia. But in modern retail shop they have many 

variants of products, convenience place, and they also manage their goods based on the product’s 

category so it helps me to find the product that I need. Moreover they usually conduct promotion for 

certain kinds of goods such as discount price which will help me to save my money. 



 
 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

I do not like shopping at traditional shop because sometimes the sellers are not friendly. Or if they 

are not in a good mood they will give bad service which makes me feel uncomfortable. Maybe for 

modern retail shop the thing I do not like is because the price is higher than in traditional shop. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I choose to shop at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 7 

       INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 5) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

Because the products are more complete, and the place is good, if going to modern shop I can take 

stroll, and window shopping even though I do not purchase anything, it is not a problem. But in 

traditional shop the price is lower for several products such as snacks or beverages, and they sell 

products that modern retail shop do not provide. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

I usually purchase monthly needed products at modern retail shop yeah for example like detergent, 

body soap, or toothpaste. For traditional shop I usually purchase small things like instant noodle or 

snacks because the price is more affordable than in modern retail shop.  

3. What do you like from shopping at traditional shop and modern retail shop? 

I like to shop at modern retail shop because they have convenience place to shop, and in terms of 

promotion, usually I find it at newspaper. Sometimes when I come to the shop, there is promotion for 

some products that I purchase immediately so I will get discount price. But in traditional shop I like 

they sell goods in lower price, and sometimes you can also bargain for more discount price moreover 

if I know the sellers well which I become the regular customer in their shop they will give me very low 

price. 

 

 



 
 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

In modern retail shop sometimes they give me candy as a change instead of coins that I should have. I 

really do not like it because I never give them candy whenever I purchase something but they usually 

take my coins and said that they do not have change so they will give candy as return. But in 

traditional shop sometimes the sellers can become not friendly mostly if we disturb their break time 

or when they are not in a good mood. This situation which makes me does not like shopping at 

traditional shop. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I choose to shop at modern retail shop. 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 8 

        INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 6) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

If shopping in modern retail shop, it is because the products’ packaging that looks cleaner and neater 

and maybe the service is better. But in traditional shop the price is cheaper for certain products such 

as food and beverages which is very attracting me to shop there. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

If at supermarket or modern shop, I usually purchase body soap, shampoo, or monthly needs. But in 

traditional shop I just buy goods that I need quickly such as snacks, or food, or stationery, etc. 

3. What do you like from shopping at traditional shop and modern retail shop? 

What I like from shopping in modern retail shop is that because it is clean and more organized. There 

are product’s sections that make us easier to find the goods that we want to purchase. Moreover, 

modern retail shop provides a product that I trust the quality is better than same products at 

traditional shop. I guess I only like the low price aspect for shopping at traditional shop. Since I am 

not originally come from Malang, I usually shop at modern retail shop rather than in traditional 

shop. 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

In modern retail shop I ever purchased one good that the price in the display window is different 

with when it is paid at the cashier. Next, the things that I do not like from traditional shop is when 



 
 

the owner is not friendly, so sometimes he/she gets a little bit sensitive, that cause uncomfortable 

feeling. Moreover, if the shop is crowded and caused long queue that makes me move to shop at 

modern retail shop. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I prefer to shop at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 9 

INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 7) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

I like to shop at traditional shop because it is near with my location so I can get the product I need 

quickly. They also provide some products that mostly did not available in moden retail shop such as 

tempe or tofu. Furthermore, the price in traditional shop is cheaper than in modern retail shop. For 

modern retail shop is because the place is convenience, really effective and efficient because of the 

one stop shopping concept for example likes hypermart or supermarket.  

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

I never stock any goods at home so whenever I need something I will directly purchase it. For 

example when I need to purchase tempe or tofu, I directly go to traditional shop because I think it is 

not necessary to purchase that good at supermarket. So about modern retail market, because I like 

instant food such as chicken nugget, or shrimp roll, that is why I purchase them at supermarket 

 

3. What do you like from shopping at traditional shop and modern retail shop? 

I like shopping at traditional shop because it is very near and they sell products that mostly modern 

retail shop do not provide it. Also i like because they have cheaper price compare to modern retail 

shop. But in modern retail shop I can buy frozen food which is my favorite food and traditional shop 

does not sell it. Furthermore the place is clean the service is good and I can shop for better quality of 

products. 



 
 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

I do not like shopping at traditional shop because sometimes they do not sell the goods that I need at 

that time or they are out of stock and they do not have substitution goods. Furthermore sometimes 

their service is very slow especially when many customers come so I have to wait for quite long just 

to purchase one goods. In modern retail shop I do not like the higher price and sometimes the 

vegetables that they sell are not fresh anymore. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I prefer to choose shopping at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 10 

INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 8) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

I like to shop at modern retail shop because the place is convenience and the products is more 

complete. But for traditional shop I like it because they sell fresh products such as vegetables and 

fruits with reasonable price. I think that things that attract me the most to shop at both places. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

Like I have told before that I go shopping at traditional shop or traditional market usually to 

purchase vegetables, because the price is more reasonable than in supermarket and the product also 

in fresh condition. In modern retail shop I tend to shop for canned product that traditional shop 

usually does not provide it for frozen food such as chicken nugget or sausage. 

3. What do you like from shopping at traditional shop and modern retail shop? 

I like shopping there because the price is cheap. But in modern retail shop is because the 

completeness of the products and the place is clean, nice environment and good service. I also like 

the facility that given by modern retail shop such as CCTV camera for safety and payment facility 

using debit card of credit card which make their customers easy to pay for their purchased goods. 

4. What do you dislike from shopping at traditional shop and modern retail shop? 

The things that I do not like from shopping at traditional shop are because it smells terrible and dirty 

so it makes me uncomfortable to shop there. Besides in modern retail shop is because sometimes the 

price is higher than usual. 



 
 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I prefer to shop at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 11 

INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 9) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

I interest to shop at traditional shop because the location is near with my place so I can reach it 

easier and also the price is lower and sometimes I can also do bargain with the sellers. But in modern 

retail shop I like that they installed air conditioner so when the weather is hot I can relaxed myself 

with shopping there. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

Sometimes, my mother asks me to purchase some kilogram of rice, or spices such as turmeric or 

coriander. Those kinds of goods cannot be purchased in minimart or supermarket so I have to 

purchase them at traditional shop. Moreover because it is near, so if I need them immediately I can 

purchase them directly. In modern retail shop I prefer to shop for monthly needed goods or cosmetics 

products because of its quality that I trusted more rather than similar products in traditional shop. 

 

3. What do you like from shopping at traditional shop and modern retail shop? 

For me, like I have explained before I like to go to modern shop such as minimart or supermarket 

because the place is cleaner and cooler because of air conditioner, even more if we shop in the 

afternoon because of hot weather so that you want to go to modern shop look for cool place. But 

maybe I only like traditional shop because of it’s lower price. 

4. What do you dislike from shopping at traditional shop and modern retail shop? 



 
 

I do not like the bad smell and incomplete variants of products in traditional shop. Sometimes I also 

have to wait for quite long time when I shop at traditional shop because many customers come at the 

same time. In modern retail shop maybe because the price is higher and sometimes the price is 

different from the display with the price at the cashier. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I prefer to shop at modern retail shop. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Appendix 12 

INTERVIEW RESULT OF CONSUMERS’ BEHAVIOR (Informant 10) 

In this interview section will be given several questions in order to gather information and clear 

answers from the informants related with their shopping behavior. The aim of this interview 

section is to obtain the deep information about the background from every informant and for 

analysis purpose of informants’ shopping behavior. 

 

1. Why are you interested in shopping at traditional shop and modern retail shop? 

Because the location of traditional shop is near and I can buy food product quicker without have to 

go far from my place and also the price also cheaper. And the things that really interacts me to shop 

at modern retail shop is because the products is more complete and the place is clean. The service is 

also good and sometimes helps me when I do shopping. 

2. What are the products that you usually purchase at traditional shop and modern retail shop? 

I usually purchase daily needs good at traditional shop or traditional market because the products is 

fresh and everyday is new product for example they stock vegetables everyday in traditional shop or 

traditional market. In modern retail shop I usually purchase monthly needed goods such as shampoo, 

cosmetics, or body soap. 

3. What do you like from shopping at traditional shop and modern retail shop? 

For shopping at traditional shop, it is clearly that the price is cheaper and sometimes we can bargain 

compared with modern retail shop in which the price is fixed. On the other hand it is obviously that 

modern retail shop is cleaner. So that is why I like to shop there.  

 

 

4. What do you dislike from shopping at traditional shop and modern retail shop? 



 
 

There was an incident when I bought canned food, which turned out that the expired date was over. 

Since that time I little bit dislike to shop canned food at modern retail shop. Of course not all modern 

retail shop has that but it cause me to be more careful in picking the goods. As in traditional shop 

there are not many variants of products available to be picked. 

5. Which one do you prefer for shopping, traditional shop or modern retail shop? 

I prefer to shop at modern retail shop. 

 

 


