SIBR Conference on Interdisciplinary
Business & Economics Research
June 5-6, 2020, Seoul, S.Korea

PROCEEDINGS
Volume 9 (2020)
Issue 2 (June)
ISSN: 2223-5078

Online version: http://sibresearch.org/past-2020-seoul.html
(password: seoul_sibr2020)

Published by:
Society of
Interdisciplinary
Business Research

Society of
Interdisciplinary
Business Research

SIBR 2020 SEOUL CONFERENCE
ON INTERDISCIPLINARY
BUSINESS & ECONOMICS RESEARCH

June 5th – 6th, 2020

“Tenth Anniversary of SIBR: The Interdisciplinary Edge in Turbulent Markets”

Conference Proceedings
Volume 9 (2020), Issue 2
ISSN: 2223-5078

Online version: http://sibresearch.org/past-2020-seoul.html (password: seoul_sibr2020)

Published by Society of Interdisciplinary Business Research, 2020, Volume 9(2)
Papers published in this proceedings have been double-blind peer reviewed

Society of
Interdisciplinary
Business Research

Table of Content
Paper ID
Title
k20-011 … Economic Creative Breakthrough: Elevate Traditional Market Repurchase Intention
in Indonesia
k20-016 … Impact of Institutional Pressures on Knowledge Transfer Between University and
Industry
k20-024 … Readiness and Willingness of the Enterprises in Accepting Work Immersion
Activities of Senior High School Students
k20-026 … Leveraging the Competitiveness of Local Systems Through Green Technologies
k20-031 … An Analysis of Residential Property Prices under Different Monetary Policy
Regimes in Japan
k20-037 … Proposal of Methods for Products and Services under Spatial Constraints to
Achieve Two Objectives at the Same Time: How to Achieve Two Objectives and
Consideration of Flight Attendants' Hospitality Based on Customer Service Model
k20-048 … Suggestions for an Extensive Implementation Plan of Early Entrepreneurship
Education in Vietnam
k20-049 … Understanding the Dichotomy of COVID-19 and its Economic Impact on the
Tourism Industry in South Korea
k20-051 … The Formation of Residential Property Prices in Japan: A Comparison of Different
Monetary Policy Regimes
k20-052 … Risky Innovativeness: The Role of Myopic Management
k20-053 … A Study on Youth's Green Consumer Behaviour in Citarum Watershed, West Java
Indonesia
k20-054 … The Effect of Leadership towards Volunteer Performance of the Ecovillage
Community in the Citarum Watershed, Indonesia
k20-056 … Differences between Generation X and Generation Y in Job Involvement and
Commitment: A Study in Event Organizer Companies
k20-057 … Factors Influencing Customer Choices: A Case Study of Budget Hotels in Seoul,
South Korea
k20-058 … Understanding the Perception of Safety and Security of Tourists at Jeju Island,
South Korea
k20-059 … Financial and Residential Decision for Retirement in Thailand
k20-060 … Financial Evaluation for the Plan of Post Acute Care for Stroke in Taiwan’s
Healthcare Policy
k20-061 … An Assessment of the Growing Severity of Antibiotic Pollution and Potential
Preventive Measures
k20-062 … Quantitative Analysis of Micrometeorological Variables of Coastal Metropolitan
Area
k20-063 … Deep Learning-based Microarray Analysis in the Early Diagnosis of Schizophrenia
k20-064 … Saltwater Shrimp Freshwater Farming
k20-065 … Organic Fruit Washer Made by Alkaline Substances
k20-066 … The Reuse of Silica Gel as the Provision of the Protective Mask
k20-067 … The Determinants of Corporate Profitability in Indonesia Manufacturing Sector
k20-070 … Global Financial Crisis Shock, Innovation Capability and Stock Market Stability:
Comparative Analysis on Developed and Non-developed Economies
k20-071 … Politicians’ Promotion Incentive and Firm Innovation: An Empirical Study Based
on the Mediating Effect of Financial Resource Misallocation

Published by Society of Interdisciplinary Business Research, 2020, Volume 9(2)
Papers published in this proceedings have been double-blind peer reviewed

Society of
Interdisciplinary
Business Research
k20-072 … The Socio-physiological Explanation of the Disparity of Human Behaviors under
the Duress of Pandemic Emergency
k20-073 … Crucial Success Factors for Taiwan’s Offshore Wind Power Industry
k20-074 … Integrating Interdisciplinary Studies with the HCM Accounting Certificate to Reach
the Milestone of Finalizing Post-Crisis Reforms (Basel III)
k20-075 … Examination of the System-forming Factors of Social Pollution at Work on the
Developing Country Examples
k20-076 … HR-Brand Development: Case of International Company Operated on the Local
Market in Russian Federation
k20-077 … Financial Performance Analysis of the Corporate Governance Perception Index
Participants
k20-078 … Maintaining Customer Loyalty: Case Study in Indonesian Local Cosmetic Brand

Published by Society of Interdisciplinary Business Research, 2020, Volume 9(2)
Papers published in this proceedings have been double-blind peer reviewed

Economic Creative Breakthrough: Elevate Traditional Market
Repurchase Intention in Indonesia
Ronald Ronald*
Pelita Harapan University, Surabaya Campus
ronald.suryaputra@uph.edu
Amelia Amelia
Pelita Harapan University, Surabaya Campus
amelia.fe@uph.edu
(Corresponding Author indicated by an asterisk *)
Presented at: SIBR 2020 (Seoul) Conference on Interdisciplinary
Business and Economics Research, 5th – 6th June 2020, Seoul, Korea

ABSTRACT
Data shows that the distribution of Indonesian retail stores in 2017 is still
dominated by traditional retail stores at 82.3 percent. This proves that traditional
retailers still have room to grow despite having to compete with the modern retail
industry. There are 68 traditional markets in Surabaya with a total of around 32
thousand traders managed by PD Pasar Kota Surabaya, Regional Owned
Enterprises (BUMD) of the Surabaya City Government. Among the many Surabaya
traditional markets, there are three large traditional markets which generally sell
vegetable needs, called Pasar Keputran, Pasar Jagir Wonokromo, and Pasar Manyar
Sabrangan. The management of Pasar Keputran and Pasar Jagir Wonokromo is
subordinated by PD Pasar Kota Surabaya, while the management of the Pasar
Manyar Sabrangan is under the control of individuals.
This study aims to determine how the influence of Quality, Price Level,
Price Fairness, Positive Emotions, and Symbolic Dimensions on Repurchase
Intention through Customer Satisfaction. The expected benefit of this research is to
increase the repertoire of knowledge in the field of management, especially how
much influence Customer Satisfaction can have on increasing Repurchase Intention
which will ultimately increase the ongoing transactions of the Pasar Keputran/Pasar
Jagir Wonokromo/Pasar Manyar Sabrangan customers in Surabaya.
This research is a causal study. The research method used is a quantitative
method by processing data using Structural Equation Modeling with software
AMOS. Data collection was conducted by distributing questionnaires to 260
respondents with characteristics of male and female respondents aged 18-60 years,
domiciled in Surabaya, had been shopping at the traditional markets of
Keputran/Jagir Wonokromo/Manyar Sabrangan Surabaya at least twice in the past
two months and had been shopping in other similar traditional markets in Surabaya
in the past three months.
Keywords: Quality, Price Level, Price Fairness, Positive Emotions, Symbolic
Dimension, Customer Satisfaction, and Repurchase Intention
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1. Introduction

Referring to Presidential Regulation No. 112/2007, traditional retailers are
small and medium scale retailers, and in the buying and selling process can be
through bargaining. Traditional retailers can also be defined as traders / small shops
or shops that are generally managed by families, and the process of managing
traditional retail businesses is usually not systematically managed. Examples of
traditional retailers are traders of traditional markets or stalls and grocery stores that
are generally located in the middle of settlements.
The Indonesian Employers' Association said that until now the retail industry,
especially traditional retailers, still has room to continue to grow, even though
traditional retailers must compete with the modern retail industry which is quite
massive. Traditional retail stores are still a favorite shopping place because of
location, ease of getting daily necessities, and rich social values in the relationship
between traditional retailers and buyers based on trust.
In the city of Surabaya alone there are 68 traditional markets with a total of
about 32 thousand traders managed by PD Surabaya City Market, Regional
Government Owned Enterprises (BUMD) of Surabaya City Government.
Interestingly, almost all of these traditional markets apply a trend of selling in front
of the market because they are considered more able to attract many buyers so that
it is more profitable. Researchers only focused on three traditional market objects,

namely Keputran market, Jagir Wonokromo market, and Manyar Sabrangan
market.
Keputran Market is a vegetable sales center which consists of two floors and is
located on Jalan Keputran with operating hours from 15.00 to 06.00 WIB. As the
name suggests, the Market Jagir, famous as a food and vegetable center, is located
at Jagir Wonokromo with the same operating hours every day, from 18:00 to 09:00
WIB. The third traditional market that also sells vegetables is the Manyar
Sabrangan market with operating hours from 04.00 to 21.00 WIB for traders who
do not have a stand in the market.
PD Pasar Kota Surabaya needs to always increase repurchase intention so that
it can continue to survive in traditional markets. The reason for the importance of
increasing repurchase intention was stated by Graciola et al. (2018), because
repurchase intention shows someone's plan to frequently do shopping in a
traditional market, then that person chooses to go to the traditional market if on that
day he will go shopping.
It is important for PD Pasar Kota Surabaya to always increase repurchase
intention in the midst of competition in traditional markets which is very
competitive at this time. Therefore, this study will focus on analyzing the factors
that influence the repurchase intention of the traditional markets of Keputran, Jagir
Wonokromo, and Manyar Sabrangan Surabaya.
2. Literature Review
1. Quality
Mowen et al. (2002) argue that product quality has a direct relationship with
customer satisfaction. This is supported by Suyanto (2007) which states that one of
the factors that shape customer satisfaction is the quality of a product. The higher
the level of product quality will lead to higher customer satisfaction (Kotler and
Armstrong, 2008). If there is a change in product quality, it will also provide a
change in customer satisfaction. Research conducted by Hong and Prybutok (2010)
explains that product quality has a significant effect on customer satisfaction.
According to Engel, Blackwell, and Miniard (2006), products considered to be of
higher quality intuitively instill a high level of satisfaction in the minds of
consumers. After consuming the product, consumers will take an evaluation action.
The evaluation aims to decide whether the product is sufficient to meet their needs
and will consume the product for a prolonged period. If it turns out that the
evaluation meets or exceeds consumer expectations, then satisfaction is created.
Thus, we tested the following hypotheses:
H1: Quality has a positive significant effect on customer satisfaction
2.2 Price Level
The definition of price level refers to the amount of money paid for a product
or service. A store that holds a discount can indeed look cheap in terms of its price
level, but the discount does not automatically reflect its value (Zielke, 2006).
Graciola et al. (2018) found that retailers must pay more attention to their price
level image, which means how cheap or expensive the store is in the customer's

view. A high price level causes a high perception of the quality of goods or services,
and vice versa. According to Toncar et al. (2010), customer satisfaction can occur
if the level of customer price expectations are met. The expected price is defined as
the price that the consumer thinks that he must pay for a product or service that has
been set by the seller. From these statements, we can make hypotheses that:
H 2 : Price Level has a positive significant effect on customer satisfaction
3. Price Fairness
Zielke (2006) states that price transparency can be seen as part of price fairness
given that customers often claim if the seller is trying to cover price information.
Bhattacharya and Friedman (2001) argue that price fairness can be used to increase
profits and customer satisfaction. If a company offers the same price, whether in a
discounted condition or not, then this will have an impact on high customer
satisfaction because customers assume that the company is fair and consistent. But
if a company offers different prices for various customers, then it can create hatred
among customers so that customer satisfaction is low. From these statements, we
can conclude hypotheses as follows:
H 3 : Price Fairness has a positive significant effect on customer satisfaction.
4. Positive Emotion
According to Malone, McCabe, & Smith (2014), positive emotions of visitors
are very subjective, intense, and prominent. Mehrabian and Russell (1974) say that
a person's emotional state is affected when he receives an external stimulus coming
from the environment so that it can cause a behavioral response, either in the form
of an approach or avoidance response. The possibility of positive emotions will be
greater if the attitudes and behavior of other customers and company performance
are in line with the expectations of a customer (Huang, 2008). Positive emotions
themselves must be realized and examined empirically because positive emotions
visitors can determine customer satisfaction and ultimately lead to repurchase
intention (Lio & Rody, 2012). The same thing was stated by Rachmawati (2009)
namely, positive emotions tend to produce positive consumer behavior, for example
consumers who become interested in a product or promotion so that it will end in
customer satisfaction. Thus, the following hypothesis is proposed:
H 4 : Positive Emotion has a positive significant effect on customer
satisfaction.
5. Symbolic Dimension
According to Graciola et al. (2018), the variety of goods offered from a store
and the store's image in the eyes of the customer has the function of the extent to
which the product can produce a specific symbolic dimension for the customer. The
purpose of the diversity of goods offered not only represents various items, but also
expresses the identity of the retailer. (The) Symbolic dimension of a store that is
holding a discount is to attract customers from a wider social class to retail stores
so that it can increase social acceptance to buy at these stores and ultimately impact
on customer satisfaction if the products and services provided by the retail company
are appropriate and even exceeding customer expectations (Zielke, 2011). Thus, the
following hypothesis is proposed:
H 5 : positive affect has a positive significant effect on customer satisfaction.

6. Customer Satisfaction
Customer satisfaction is the key that must be achieved by the seller so that
customers continue to have a repurchase (Mittal & Kamakura, 2001). Carr and
Rickard's (2003) research results show that the repurchase intention of a product is
based on customer satisfaction with the product. This is reinforced by the opinion
of Kun (2013) which states that customer satisfaction has a significant effect on
repurchase intention. Repurchase intention itself is the desire or desire of consumers
to make future purchases of the same product or service. The occurrence of
repurchase intention depends on the results of the evaluation of previous purchases.
After making the purchase process, consumers tend to evaluate how high the
satisfaction level of the purchase is so that it can determine the strength or weakness
of repurchase intention. The higher satisfaction felt by consumers, the consumer
repurchase intention will be stronger, and vice versa, if the level of satisfaction from
previous purchases is low then the repurchase intention will also be low (Choi and
Kim, 2013). Thus, the following hypothesis is proposed:
H 6 : Customer Satisfaction has a positive significant effect on Repurchase
Intention
7. Repurchase Intention
Repurchase intention is when consumers begin to attempt to buy the same
brand, product, or service again (Goh et al., 2016). A similar definition is
interpreted by Rajaobelina and Bergeron (2009) who argue that repurchase
intention is the level of customer perception confidence to repurchase certain
products or services. Goyal et al. (2013) states that repurchase intention is a
reflection of a company's ability to keep its customers loyal, raising concerns to
other customers, and communicating concerns to the company. Repurchase
intention is an individual's assessment of repurchase, the decision to engage in
future activities with the company, and what form will be taken from the activity
(Bayraktar et al., 2012). The same thing is interpreted by Hume, Mort & Winzar
(2007) who say that repurchase intention is a customer's decision to engage in future
activities with retailers or suppliers.
3. Research Issue and Methodology

1. Research Issue
This study will be directed to analyze a model of the influence of quality, price
level, price fairness, positive emotions, and symbolic dimensions on repurchase
intention through customer satisfaction in the traditional markets of Keputran, Jagir
Wonokromo, and Manyar Sabrangan Surabaya. The research method used in this
study is a quantitative method. The population that will be used in this study are
visitors to the Keputran traditional market, Jagir Wonokromo, and Manyar
Sabrangan Surabaya. The sampling technique used in this study is non-probability
sampling using a questionnaire as the main tool in data collection because the
population of the traditional Keputran, Jagir Wonokromo, and Surabaya Manyar
Sabrangan market customers is unknown. From a variety of non-probability
sampling techniques, this study uses snowball sampling techniques. The number of
respondents used in this research are 260 respondents. The Research model can be
seen below.

Quality
H1
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Figure 1. Research Model
Source: Analysis, 2020
4. Finding And Discussion

1. Findings
This study used Structural Equation Modelling in testing between the variables. The
statistical analysis tool used to answer the problem formulation of this research is
Amos. Once the questionnaires were returned, the next step that must be conducted
is descriptive statistic-analysis.
In Table 1, it shows that respondents who fill out questionnaires are mostly
done by women, this can be seen from 208 respondents (80%) of respondents who
are made purchase on the traditional market are women while 52 respondents (20%)
are men.
Table 1.Respondents Characteristic by Gender

Vali
d

Frequenc
y

Percent

Male

52

20.0

20.0

42.0

Fema
le

208

80.0

80.0

100.0

Total

260

100.0

100.0

Source: own calculation

Valid
Percent

Cumulative
Percent

From the results in Table 2, it can be seen that the characteristics of
respondents based on age are dominated by age group 35-50 which is 192
respondents (73.8%), followed by 22-35 age group which is 53 respondents
(20.4%), and last age group becomes respondents ie age group 18-22 which is 15
respondents (5.8%).
Table 2. Respondents Characteristic by Age

Vali
d

Frequenc
y

Percent

Valid
Percent

Cumulative
Percent

1822

15

5.8

5.8

5.8

2235

53

20.4

20.4

20.4

3550

192

73.8

73.8

73.8

Tota
l

260

100.0

100.0

Source: own calculation

Table 3. Descriptive Statistics
N

Std.
Deviation

Mean

QL1

260

4.746

.4872

QL2

260

4.585

.5677

QL3

260

4.585

.5677

QL4

260

4.715

.4530

QL

260

4.6577

.40722

PL1

260

4.577

.8433

PL2

260

4.377

.9256

PL3

260

4.592

.7228

PL

260

4.5153

.72972

PF1

260

4.615

.6516

PF2

260

4.569

.6698

PF3

260

4.631

.6118

PF

260

4.6051

.5549

PE1

260

4.600

.6999

PE2

260

4.277

.7472

PE3

260

4.523

.6730

PE

260

4.466

.5936

SD1

260

4.569

.5832

SD2

260

4.400

.6659

SD3

260

4.446

.7050

SD

260

4.471

.5408

CS1

260

4.762

.5254

CS2

260

4.677

.6375

CS3

260

4.831

.4682

CS4

260

4.754

.4990

CS

260

4.755

.4396

RI1

260

4.931

.3338

RI2

260

4.923

.3436

RI3

260

4.708

.5201

RI

260

4.853

.3447

Valid N
(listwise)

260

Source: own calculation

1.1.

Validity Test Result
C.R.

P

Lamda Loading

x3

<---

Quality

0.869

x2

<---

Quality

14.782

***

0.874

x1

<---

Quality

12.916

***

0.826

x17

<---

Cust_Satisfaction

0.881

x18

<---

Cust_Satisfaction

10.969

***

0.699

x19

<---

Cust_Satisfaction

8.824

***

0.606

x7

<---

Price_Level

x6

<---

Price_Level

12.749

***

0.873

x5

<---

Price_Level

13.031

***

0.904

x10

<---

Price_Fairness

x9

<---

Price_Fairness

10.356

***

0.885

x8

<---

Price_Fairness

9.951

***

0.814

x13

<---

Positive_Emotions

x12

<---

Positive_Emotions

13.58

***

0.85

x11

<---

Positive_Emotions

14.964

***

0.924

x4

<---

Quality

14.779

***

0.893

x16

<---

Symbolic_Dimension

x15

<---

Symbolic_Dimension

13.641

***

0.936

x14

<---

Symbolic_Dimension

13.11

***

0.889

x21

<---

Repurchase_Int

x22

<---

Repurchase_Int

11.318

***

0.865

x23

<---

Repurchase_Int

11.863

***

0.928

x20

<---

Cust_Satisfaction

11.889

***

0.755

0.826

0.759

0.867

0.812

0.751

Source: own calculation
Based on validity test result above, we can see that all indicators are valid.
1.2.
Research Result
Based on the results of testing the quality of the data, it is stated that the processed
data can pass the evaluation of normality, outliers evaluation namely univariate
outliers and multivariate outliers, evaluation of Multicollinearity and Singularity,

and validity test for each indicator through confirmatory factor analysis. Then the
data is processed for the Full Structural Equation Model, with the following results:

Figure 2. Research Results

1.3.

Hypotheses Testing

Based on this fit model, we will test the six hypotheses proposed in this study
C.R.

P

RegresionCoef.

Cust_Satisfaction

<---

Quality

8.024

***

0.568

Cust_Satisfaction

<---

Price_Level

1.576

0.115

0.174

Cust_Satisfaction

<---

Price_Fairness

4.052

***

0.466

Cust_Satisfaction

<---

Positive_Emotions

3.715

***

0.251

Cust_Satisfaction

<---

Symbolic_Dimension

1.895

0.058

0.128

Repurchase_Int

<---

Cust_Satisfaction

6.514

***

0.557

Table above describes the six hypotheses proposed in the conceptual framework
model, the four hypotheses have a significant influence and two hypotheses are
rejected. This can be seen based on the value of CR> 2 or the probability value
<0.05 which explains that the influence between two variables is significant.
Hypotheses that are rejected are hypothesis two and hypothesis five.
2. Discussion
The results of this study shows that the variables which Quality, Price Level,
Price Fairness, Positive Emotion and Symbolic Dimension have positive and

significant effects on Customer Satisfaction. Also, Customer Satisfaction has a
positive and significant effect on Repurchase Intention. So, the conclusion is that
from six proposed hypotheses, four hypotheses are supported and two hypotheses
are rejected.
The first hypothesis stating that Quality has a positive significant effect on
Customer Satisfaction is supported. The first hypothesis stating that Quality has a
positive effect on Customer Satisfaction is supported because the CR value is
greater than 2. This shows the consistency results of this study with Suyanto (2007)
that states that Quality has a significant positive effect on Customer Satisfaction.
The second hypothesis stating that Price Level has a positive significant effect
on Customer Satisfaction is rejected. The second hypothesis stating that Price Level
has a positive effect on Customer Satisfaction is rejected because the CR value is
lower than 2. This is different with the results of the previous study with Toncar et
al. (2010). Price level does not significantly affect customer satisfaction. It is
because the retailer doesn't pay too much attention to its price level image, which
is how cheap or expensive the store is in the customer's view. A high price level
causes a high perception of the quality of goods or services, and vice versa and this
cannot affect customer satisfaction.
The third hypothesis stating that Price Fairness has a positive significant effect
on Customer Satisfaction is supported. The third hypothesis stating that Price
Fairness has a positive effect on Customer Satisfaction is supported because the CR
value is greater than 2. This shows the consistency results of this study with Zielke
(2006) that states that Price Fairness has a significant positive effect on Customer
Satisfaction.
The fourth hypothesis stating that Positive Emotion has a positive significant
effect on Customer Satisfaction is supported. The fourth hypothesis stating that
Positive Emotion has a positive effect on Customer Satisfaction is supported
because the CR value is greater than 2. This shows the consistency results of this
study with Rachmawati (2009) that states that Positive Emotion has a significant
positive effect on Customer Satisfaction.
The fifth hypothesis stating that Symbolic Dimension has a positive significant
effect on Customer Satisfaction is rejected. The fifth hypothesis stating that
Symbolic Dimension has a positive effect on Customer Satisfaction is rejected
because the CR value is lower than 2. This is different with the results of the
previous study with Graciola et al. (2018). Symbolic dimension has a positive but
not significant effect on customer satisfaction. This shows that hypothesis 5 is
rejected. It is because symbolic dimension is not important for customer especially
for customer who purchase in traditional market. The customer tend to purchase
daily goods in traditional market so symbolic dimension can not affect customer
satisfaction.
The sixth hypothesis stating that Customer Satisfaction has a positive significant
effect on Repurchase Intention is supported. The sixth hypothesis stating that
Customer Satisfaction has a positive effect on Repurchase Intention is supported
because the CR value is greater than 2. This shows the consistency results of this
study with Choi and Kim (2013) that states that Customer Satisfaction has a
significant positive effect on Repurchase Intention.
5. Conclusion

This model was developed in order to research Repurchase Intention for
Traditional Market in Surabaya. This research model formed an influence
relationship between Quality, Price Level, Price Fairness, Positive Emotion and
Symbolic Dimension to Customer Satisfaction and Customer Satisfaction influence
to Repurchase Intention. From six hypotheses formulated in this research, four
hypotheses are supported and two hypotheses are rejected.
Based on the results of the study, variables of quality, price level, price
fairness, positive emotions, and symbolic dimensions are things that need to be
considered to attract customers' interest in having repurchase intention towards
traditional Keputran, Jagir Wonokromo, and Manyar Sabrangan market products in
Surabaya. So managerial implications should focus more on these variables.
The findings of this study indicate that in general the biggest influence for
customers to have a repurchase intention towards traditional market products in
Keputran, Jagir Wonokromo, and Manyar Sabrangan Surabaya is customer
satisfaction. This can be seen from the weight of the causal relationship regression
for customer satisfaction against repurchase intention. Thus this supports the
theoretical evidence which states that customer satisfaction has a significant effect
on repurchase intention (Kun, 2013).
Managerial implications of this finding can be done based on the theory that
has been developed as follows:
First, quality is one of the important variables that influence the level of
customer satisfaction. The way to improve these indicators is to ensure the quality
of the storage area of goods purchased from collectors is good, so that the goods
stored in that place are not easily damaged. So the goods can be more durable when
sold to consumers, such as traditional market managers who provide a place to be
used as a warehouse; apply regulations and supervise directly that each trader must
choose good quality collectors and always willing to send new stock every three
days; and provides a division that is tasked with every day to check whether there
are rotten products that are inadvertently sold by traders, and will be sanctioned in
the form of not allowed to sell for one day in the traditional market if it is proven
that there are expired or rotten products.
Second, price level is not significant to improve customer loyalty so it must
still be maintained that already exists.
Third, the price fairness variable is also an important variable in building
customer satisfaction. The way to improve these indicators is by guaranteeing the
return of products that have been purchased with certain conditions if it is proven
that the product is not of good quality or even rotten, for example, such as a
guarantee of a maximum return of 6 hours after purchase through the help of small
paper with the names of traders where to shop as proof; conducting a price survey
that is comparing product prices with other traditional markets in Surabaya that sell
similar commodities, by plunging directly into that location within a certain period
of time conducted by market managers; and enforcing different minimum discount
rules for each product sold by traders, for example buyers will get a discount of Rp.
3,000 for purchases of onions with multiples of 5 kg, as well as sticking the notice
in market wall magazines or other open places.
Fourth, positive emotions are important for building customer satisfaction with
a product or company. The way to improve these indicators is by increasing the
variation of price promos, for example by making regulations about the maximum

price for each product to be sold by traders, and must be informed transparently so
that buyers can find out, by sticking it on the market wall magazine or other open
places; hold a discount program at certain moments that will be managed by the
market management, for example a minimum discount shopping program of Rp.
200,000 with the requirement to have to shop from several traders in a market, then
the discount can be claimed to the market manager when showing special papers
containing the name of the trader which can be used as evidence; and improving
the cleanliness of the road used for buyers, for example by hiring cleaners and
providing many trash bins around the market so that the market environment is
protected from muddy and vegetable waste.
Fifth, symbolic dimension is not significant to improve customer loyalty so it
must still be maintained that already exists.
Sixth, customer satisfaction is a very important variable in determining
repurchase intention. The way to improve these indicators is to educate the sellers
so that there are no incidents of scrambling for buyers, such as shouting to offer the
lowest price than the seller who has been visited by the buyer; increase the variety
of products sold, for example, such as selling vegetables that are rarely found in
other traditional markets such as the heart of a banana. In addition, product
placement must also be considered so that the quality of cleanliness is maintained,
for example, such as placing merchandise on shelves that have been coated with a
clean base, instead of being directly placed on the floor; and provide customer care
services in the form of SMS to handle buyers who feel they have received poor
quality goods even though they have paid quite a high price, then traders who have
been proven to sell poor quality products but are expensive will be subject to
comparable sanctions, while those buyers will be given compliment in the form of
a price discount of Rp 10,000, of course, by showing strong evidence as well; and
provide special facilities that accept customer complaints about the services of
traders, if there are buyers who are dissatisfied with the services of traders, for
example traders who are not friendly and do not serve patiently, then the buyer can
immediately report it to the special facility, which will then be acted upon Follow
up with sanctions in accordance with market management policies.
Seventh, repurchase intention is a very important variable to for this study. The
way to improve these indicators is to provide a loyalty program by holding a loyalty
program so that they can carry out promotional programs in accordance with
different customer purchase history, while customers will write their names on each
transaction from buyers, then buyers can collect cards members in special places
that have been provided in the market; provide loyalty programs or membership
cards so that they can get greater opportunities so that buyers continue to shop
again, as for one of the advantages is that customers who have a member card will
be positioned as the main buyer, meaning that if the stock of a product is limited
then traders will keep the product for sale to customers who have a membership
card; and improving existing facilities, such as daycare centers in Jagir Wonokromo
traditional markets which are improved in terms of the age regulation of children
that can be entrusted, as well as safeguards from the authorities in the market
environment can be increased again by always guarding the place every day,
remembering first only stand guard when there are certain moments only because
conditions in traditional markets can be considered somewhat vulnerable to
criminal acts and traffic jams.

6. Research limitation

This study has a limitation which is only examining in Indonesia. Future study
studies can conduct comparative studies between Indonesia and other countries
where there are cultural differences that can be additional research attractiveness.
Specifically, we take respondents residing in Surabaya only. Also, this research
only uses Keputran Market, Jagir Wonokromo Market, and Manyar Sabrangan
Market as research objects. Using other companies can produce different results.
Acknowledgments
The research for this study was supported by Pelita Harapan University, Surabaya
Campus.
References

Bayraktar, E., Tatoglu, E., Turkyilmaz, A., Delen, D. & Zaim, S. (2012),
“Measuring the efficiency of customer satisfaction and loyalty for mobile
phone brands with DEA”, Expert Systems with Applications, Vol. 39, pp. 99106.
Bhattacharya, A. & Friedman, H.H. (2001). Using Smart Pricing to Increase Profits
and Maximize Customer Satisfaction. The National Public Accountant 46 (6),
34–37.
C. Mowen, John. Michael Minor. 2002. Perilaku Konsumen. Jakarta. Erlangga.
Choi, E, J., & Kim, S, H. (2013) .The Study of the Impact of Perceived Quality and
Value of Social Enterprises on Customer Satisfaction and RePurchase
Intention. International Journal of Smart Home Vol.7, No.1
Engel, James F. Roger D. Blackwell & Paul W Miniard. (2006). Perilaku
Konsumen, (Alih Bahasa Bidi Janto), Jilid II, Edisi Keenam. Jakrta Barat:
Binarupa Aksara.
Goh, S.K., Jiang, N., Hak, M.F.A. & Tee, P.L. (2016). “Determinants of
smartphone repeat purchase intention among Malaysians: a moderation role
of social influence and a mediating effect of consumer satisfaction”,
International Review of Management and Marketing, Vol. 6 No. 4, pp. 9931004.
Goyal, A., Maity, M., Thamizhvanan, A. & Xavier, M.J. (2013). “Determinants of
customers’ online purchase intention: an empirical study in India”, Journal
of Indian Business Research, Vol. 5 No. 1, pp. 17-32.
Hogan, J.E. (2001). “Expected Relationship Value”. Industrial Marketing
Management, Vol. 30 No. 4, pp. 339-351.
Huang, W.H. (2008). “The Impact of Other-Customer Failure on Service
Satisfaction”. International Journal of Service Industry Management, Vol. 19
No. 4, pp. 521-36.
Hume, Margee, Gillian Sullivan Mort & Hume Winzar. (2007). “Exploring
repurchase intention in a performing arts context: Who comes? And why do
they come back?”. International Journal of Nonprofit and Voluntary Sector
Marketing, Vol. 12 No.2, pp. 135-148.
Kotler, Philip & Armstrong, Gary. (2010). Principles of Marketing 13th Edition.
New Jersey: Pearson Prentice Hall.

Kun D. A. (2013). Study of The Influence of Shopping Mall Website’s
Characteristics on Customer Satisfaction and Repurchase Intention (Master’s
Degree Thesis). Business Administration, Graduate School, Honam
University.
Lio, H. L. M., & Rody, R. (2012). The Emotional Impact of Casino Servicescape.
UNLV Gaming Research & Review Journal, 13(2): 17-26.
Malone, S., McCabe, S., & Smith, A. P. (2014). The Role of Hedonism in Ethical
Tourism. Annals of Tourism Research, 44: 241-254.
Mehrabian, A., & Russell, J. (1974). An Approach to Environmental Psychology.
Mittal, V., & Kamakura, W.A. (2001). Satisfaction, Repurchase Intent, and
Repurchase Behavior: Investigating the Moderating Effect of Customer
Characteristics. Journal of Marketing Research, Vol. 38(1), 131-142.
Rachmawati, V. (2009). Hubungan antara Hedonic Shopping Value, Positive
Emotion, dan perilaku Impulsive Buying pada konsumen ritel. Jurnal
Majalah Ekonomi, 192-208.
Rajaobelina, L. & Bergeron, J. (2009), “Antecedents and consequences of buyerseller relationship quality in the financial services industry international”,
International Journal of Bank Marketing, Vol. 27 No. 5, pp. 359-380.
Toncar, M.F., Alon, I. & Misati, E. (2010). The Importance of Meeting Price
Expectations: Linking Price to Service Quality. Journal of Product & Brand
Management, 19(4), pp.295-305.
Zielke, S. (2006). Measurement of Retailers' Price Images with A Multiple-Item
Scale. Int. Rev. Retail Distrib. Consum. Res, 16 (3), 297–316.
Zielke, S. (2011). Integrating Emotions in The Analysis of Retail Price Images.
Psychol. Mark, 28 (4) 330–359.

