BAB V

PENUTUP

Pada bab ini berisikan mengenai kesimpulan, penelitian selanjutnya, implikasi
manajerial dan keterbatasan dari penelitian yang telah dilakukan.
5.1 Kesimpulan
Berdasarkan penelitian yang telah dilakukan oleh peneliti serta penjelasan
pembahasan yang sudah disampaikan pada bab IV, maka dapat diketahui bahwa :

1. Hia: Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 1a
(H1la) “terdukung” membuktikan bahwa price discount memberikan
pengaruh yang positif terhadap kualitas produk.

2. Hoa: Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 2a
(H2a) “terdukung” membuktikan bahwa premium memberikan pengaruh
yang positif terhadap kualitas produk.

3. Hup : Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis
1b (H1b) “terdukung” membuktikan bahwa price discount memberikan
pengaruh yang positif terhadap citra merek.

4. Hab : Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis
2b (H2b) “terdukung” membuktikan bahwa premium memberikan
pengaruh yang positif terhadap citra merek.

5. Hac: Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 1c
(H1c) “terdukung” membuktikan bahwa price discount memberikan

pengaruh yang positif terhadap kepuasan konsumen.
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6. Hoc: Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 2c
(H2c) “terdukung” membuktikan bahwa premium memberikan pengaruh
yang positif terhadap kepuasan konsumen.

7. Hs: Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 3
(H3) “terdukung” membuktikan bahwa kualitas produk memberikan
pengaruh yang positif terhadap niat beli.

8. Hs: Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 4
(H4) “terdukung” membuktikan bahwa citra merek memberikan pengaruh
yang positif terhadap niat beli.

9. Hs : Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 5
(H5) “terdukung” membuktikan bahwa kepuasan konsumen memberikan
pengaruh yang positif terhadap niat beli.

10. He : Berdasarkan penelitian yang telah dilakukan oleh penulis, hipotesis 6
(H6) “terdukung” membuktikan bahwa niat beli memberikan pengaruh
yang positif terhadap pembelian aktual.

Pada hasil penelitian ini menunjukan bahwa sales promotion tools yang
ditawarkan oleh clothing brand Uniglo memiliki pengaruh yang signifikan
terhadap kualitas produk, citra merek dan kepuasan konsumen. Kemudian kualitas
produk, citra merek dan kepuasan konsumen memiliki pengaruh yang signifikan
terhadap niat beli. Niat beli juga memiliki pengaruh yang signifikan terhadap
pembelian aktual. Pada penelitian yang selanjutnya penambahan fungsi mediasi
dapat ditambahkan untuk melihat hasil lain dalam penelitian yang serupa.

5.2 Implikasi Manajerial
Hasil penelitian serta kesimpulan yang telah dimukan oleh penulis akan

dimasukan ke dalam implikasi manajerial. Berdasarkan sudut pandang manajerial,
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penelitian ini ditujukan untuk melihat pengaruh sales promotion tools yang
digunakan oleh clothing brand Uniglo yang pada akhirnya dapat mendorong
konsumen untuk melakukan pembelian aktual. Implikasi dalam penelitian ini
dibentuk melalui data-data yang telah diisi oleh responden melalui kuesioner yang
disebarkan penulis. Melalui hasil penelitian yang telah dilakukan oleh penulis
diharapkan bagi perusahaan yang bergerak dalam industri fashion dapat terbantu
dengan adanya penelitian ini. Berikut merupakan implikasi manajerial dalam
penelitian ini :
1. Dalam penelitian ini berhasil diungkapkan bahwa sales promotion tools
(price discount & premium) memiliki pengaruh positif terhadap kualitas
produk, citra merek dan kepuasan konsumen. Pada hasil penelitian yang telah
dilakukan oleh penulis ditemukan bahwa price discount mempengaruhi
persepsi konsumen terhadap kualitas produk. Untuk lebih meningkatkan citra
merek dan kepuasan konsumen maka perusahaan harus lebih mengembangkan
inovasi-inovasi terhadap sales promotion tools seperti memberikan price
discount dengan inovasi yang lebih kreatif kepada konsumen dalam kegiatan
sales promotion yang dilakukan, salah satu inovasi yang dapat diberikan oleh
Uniglo kepada konsumen antara lain seperti flash sale yaitu pemberian price
discount dengan waktu yang singkat dan diumumkan sebelum flash sale
dilakukan, membership discount secara berkala bagi konsumen yang
tergabung dalam membership Uniglo, post & discount yaitu dengan
memberikan price discount bagi konsumen yang telah melakukan pembelian
melalui store dan di upload ke media sosial, selanjutnya adalah pemberian
discount khusus untuk limited items yang dijual oleh Uniglo. Namun apabila

perusahaan mengembangkan program price discount diharapkan jangan
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sampai mempengaruhi persepsi konsumen terhadap kualitas produk karena
akan terjadi diskriminasi terhadap product yang diberi price discount dan yang
tidak diberi price discount. Dengan terciptanya citra merek dan kepuasan
konsumen yang positif, maka akan membuat konsumen memiliki sikap niat
beli yang positif pada clothing brand Uniglo.

2. Selain meningkatkan inovasi pada price discount, Uniglo juga harus
memberikan inovasi yang lebih menarik untuk premium yang ditawarkan
kepada konsumen. Salah satu contoh inovasi yang dapat diberikan oleh Uniglo
kepada konsumen untuk premium antara lain discount cashback yaitu dengan
memberikan uang tunai untuk setiap insentif pembelian yang dilakukan oleh
konsumen saat membeli produk di store Uniglo dan pemberian free gift pada
saat hari raya besar sesuai dengan tema nya.

3. Untuk meningkatkan pembelian aktual produk, diperlukan niat beli yang
besar oleh konsumen. Dalam mendorong niat beli konsumen terdapat 3 faktor
penting yang harus diperhatikan perusahaan yaitu kualitas produk, citra merek
dan Kkepuasan konsumen. Diharapkan Uniglo dapat berfokus untuk
meningkatkan ketiga faktor tersebut agar konsumen dapat memiliki daya niat
beli yang besar saat berkunjung ke dalam store Uniglo sehingga konsumen
akan terdorong untuk melakukan pembelian saat berkunjung. Penulis
menyarankan untuk membuat inovasi-inovasi baru pada price discount serta
premium dan menciptakan sales promotion tools yang lebih unik dari
perusahaan lainya yang bergerak dalam industri fashion yang bertujuan untuk
menciptakan kualitas produk, citra merek, kepuasan konsumen yang positif

sehingga dapat mendorong niat beli yang positif pada konsumen Uniglo.
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5.3 Keterbatasan Penelitian
Pada penelitian ini tidak terlepas dari kekurangan dan keterbatasan, berikut
beberapa keterbatasan dalam penelitian ini:

1. Pada penelitian ini penulis tidak memberikan batasan waktu terhadap kapan
terakhir responden mengunjungi dan membeli produk dari store Uniglo.
Sehingga dalam penelitian selanjutnya agar memberikan minimal batasan
waktu yang ditentukan oleh penulis agar penelitian lebih relevan.

2. Penelitian ini tidak didominasi oleh semua umur, namun hanya didominasi oleh
bebera usia saja (18-23 tahun). Sehingga responden dalam penelitian ini kurang
spesifik dan tidak merata.

5.4 Saran untuk penelitian selanjutnya
Berdasarkan keterbatasan dalam penelitian ini, penulis memberikan beberapa
saran untuk penelitian selanjutnya. Saran tersebut dapat dijadikan sebagai referensi
bagi peneliti selanjutnya dalam melakukan penelitian selanjutnya. Berikut
berupakan saran bagi penelitian selanjutnya:

1. Sebaiknya penulis melakukan pra riset terlebih dahulu untuk mengenal
lebih dalam mengenai objek dan subjek penelitian. Melakukan pra riset
tersebut dapat mempermudah peneliti dalam menyusun pertanyaan dan
menentukan responden.

2. Diharapkan penelitian selanjutnya dapat melakukan penelitian terhadap
perusahaan lain yang bergerak di bidang industri fashion.

3. Diharapkan pada penelitian selanjutnya agar penyebaran responden

pada usia lebih merata.
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>
g o
. A =

Pengaruh Sales Promotion Tools
Terhadap Product Quality, Brand Image
dan Customer Satisfaction Pada Clothing
Brand “UNIQLO”

Perkenalkan saya lgbal Rizano Wijaya mahasiswa aktif dari fakultas Bisnis dan Ekonomika
Universitas Atma Jaya Yogyakarta. Saat ini saya sedang melakukan penelitian mengenai
Pengaruh Sales Promotional Tools Terhadap Product Quality, Brand Image dan Customer
Satisfaction Pada Clothing Brand "UNIQLO". Saya berharap agar teman-teman bersedia
membantu penelitian ini dengan mengisi kuesioner yang telah saya berikan, terimakasih.

Berikutnya
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Apakah anda pernah mengunjungi serta membeli produk melalui store UNIQLO?

*

O ya

(O Tidak (jika tidak berhenti disini)
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Profil Responden

Usia

Jawaban Anda

Jenis Kelamin

(O Laki-laki

(O Perempuan

Status pendidikan terakhir

(O sMa sederajat

(O Diploma
O s

(O s2 atau lebih tinggi

Status pekerjaan

Pelajar
Mahasiswa
Karyawan
Wirausaha

Ibu Rumah Tangga

Yang lain:

O OOO0OO0OO0
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Pendapatan/uang saku bulanan
(O <Rp1.500.000,00
(O Rp 1.500.001,00 - Rp 3.500.000,00

(O Rp3.500.001,00 - Rp 6.500.000,00
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INSTRUKSI

Berikan tanda pada kolom sesuai dengan penilaian anda, dengan kriteria sebagai berikut :
Angka 1 = SANGAT TIDAK SETUJU

Angka 2 = TIDAK SETUJU

Angka 3 = NETRAL

Angka 4 = SETUJU

Angka 5 = SANGAT SETUJU

Kembali Berikutnya
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PRICE DISCOUNT

Price discount merupakan potongan harga yang ditawarkan pada konsumen dari harga normal akan suatu
produk, yang tertera di label atau kemasan produk.
1. Saya menyukai diskon harga yang ditawarkan oleh brand Uniglo.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

2. Semakin tinggi diskon yang ditawarkan oleh brand Uniglo membuat saya
semakin tertarik.

1 2 3 4 5

SANGAT TIDAK SETUJU O O C’ O O SANGAT SETUJU

3. Diskon harga yang ditawarkan oleh brand Uniglo ini menarik minat saya.
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU
4. Diskon harga yang ditawarkan oleh brand Uniglo bervariasi.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

Kembali Berikutnya
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PREMIUM

Premium merupakan barang yang ditawarkan baik gratis atau dengan biaya rendah sebagai insentif untuk
pembelian suatu produk.

1. Saya senang dengan premium yang ditawarkan oleh brand Uniglo.
1 2 3 4 5
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

2. Premium yang ditawarkan oleh brand Uniglo sudah sesuai.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

3. Premium yang ditawarkan oleh brand Uniglo beragam.
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU
4. Premium yang ditawarkan oleh brand Uniglo menarik.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

Kembali Berikutnya
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PRODUCT QUALITY

Product Quality dapat didefinisikan sebagai perbandingan konsumen antara harapan produk dan kinerja
aktual produk.
1. Produk brand Uniglo memiliki kualitas yang konsisten.
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

2. Produk brand Uniglo mempunyai standar kualitas produk yang dapat diterima.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

3. Produk brand Uniglo mempunyai kualitas yang tinggi.
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

4. Brand Uniqglo memiliki characteristic yang lebih baik bila dibandingkan dengan
brand pakaian yang lain.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

Kembali Berikutnya
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BRAND IMAGE

Brand Image dapat dikatakan sebagai persepsi konsumen terhadap suatu perusahaan maupun
produknya.

1. Brand Uniglo adalah salah satu brand yang terbaik dalam sektor pakaian.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU
2. Brand Uniglo dikonsolidasikan di pasar pakaian.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

3. Brand Uniglo memiliki ciri khas yang membedakan dirinya dengan competitor
lain.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

4, Brand Uniglo termasuk brand pakaian yang sudah mapan dibandingkan
dengan brand pakaian yang lain.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

Kembali Berikutnya
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CUSTOMER SATISFACTION

Alat ukur yang di dalam customer satisfaction adalah sales promotion tools, sales promotion tools yang
terdiri dari :

1. Price Discount : Potongan harga.
2. BOGOF (BuyOneGetOneFree) : Produk tambahan tanpa biaya tambahan.

3. Premium : Barang yang ditawarkan secara cuma-cuma atau dengan harga sangat miring sebagai
intensif pembelian suatu produk.

1. Saya puas dengan sales promotion tools yang ditawarkan oleh brand Uniglo.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

2. Saya lebih suka sales promotion tools yang ditawarkan oleh brand Uniglo
dibandingkan yang lain.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

3. Sales promotion tools yang ditawarkan oleh brand Uniglo memuaskan
kebutuhan saya.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

4. Secara keseluruhan perasaan saya terhadap sales promotion tools yang
ditawarkan oleh brand Uniglo ini memuaskan.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

Kembali Berikutnya
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PURCHASE INTENTION

Purchase Intention merupakan perilaku konsumen yang terjadi ketika konsumen dirangsang oleh faktor
eksternal dan mengambil keputusan pembelian berdasarkan karakieristik pribadi serta proses
pengambilan keputusan.

1. Saya akan membeli produk brand Uniqglo dalam waktu enam bulan.
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU
2. Saya akan membeli lagi produk dari brand Uniglo.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

3. Saya membutuhkan pertimbangan yang besar untuk membeli produk Uniglo.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

4. Saya akan melanjutkan untuk membeli produk-produk dari brand Uniglo.

1 2 3 4 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

5. Saya berharap akan membeli produk-produk dari brand Uniqglo dalam waktu
dekat.

1 2 3 B 5

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU
Kembali Berikutnya
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ACTUAL PURCHASE

Actual Purchase dapat digambarkan sebagai bentuk perilaku konsumen karena kebutuhan dan keinginan
konsumen dalam membeli suatu produk atau jasa.
1. Saya sering membeli produk dari brand Uniglo.
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

2. Saya membeli produk dari brand Uniglo secara teratur.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

3. Saya sering membeli produk dari brand Uniglo tanpa berfikir terlebih dahulu.
SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU

4. Saya selalu mencoba untuk membeli produk dari brand Uniglo ketika mereka
sedang melakukan promosi.

SANGAT TIDAK SETUJU O O O O O SANGAT SETUJU
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Apakah Usia Jenis Status Status Pendapatan/ua | Membersh
anda Kelamin pendidikan | pekerjaan ng saku bulanan | ip Uniglo
pernah terakhir
mengunju
ngi dan
membeli
produk
UNIQLO?
lya 22 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 21 Laki-laki S1 Mahasiswa | Rp 1.500.001,00 | Non-
- Rp | member
3.500.000,00
lya 22 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Member
sederajat - Rp
3.500.000,00
lya 20 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 22 Perempua | S1 Fresh Rp 1.500.001,00 | Non-
n Graduate - Rp | member
3.500.000,00
lya 21 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 53 tahun Laki-laki Diploma Wirausaha | >Rp Non-
6.500.001,00 member
lya 21 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 23 Perempua | S2 atau | Mahasiswa | <Rp Member
n lebih tinggi 1.500.000,00
lya 21 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 23 Laki-laki S1 Wirausaha | >Rp Member
6.500.001,00
lya 21 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 22 Laki-laki S1 Mahasiswa | Rp 1.500.001,00 | Non-
- Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 23 Laki-laki Diploma Karyawan Rp 1.500.001,00 | Non-
- Rp | member
3.500.000,00
lya 22 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
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sederajat - Rp | member
3.500.000,00
lya 27 Laki-laki S1 Karyawan >Rp Member
6.500.001,00
lya 22 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 22 tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 32 Perempua | S1 Ibu Rumah | Rp 3.500.001,00 | Non-
n Tangga - Rp | member
6.500.000,00
lya 22 Perempua | S1 Wirausaha | Rp 1.500.001,00 | Member
n - Rp
3.500.000,00
lya 22 Laki-laki SMA Mahasiswa | <Rp Member
sederajat 1.500.000,00
lya 21 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Member
n sederajat - Rp
3.500.000,00
lya 21 Perempua | S1 Wirausaha | Rp3.500.001,00 | Non-
n - Rp | member
6.500.000,00
lya 23 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 21 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 20 tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 tahun Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 tahun Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
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lya 19 tahun Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 Laki-laki S1 Mahasiswa | <Rp Non-
1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Member
n sederajat - Rp
3.500.000,00
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 18 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 23 Perempua | S1 Wirausaha | Rp3.500.001,00 | Non-
n - Rp | member
6.500.000,00
lya 19 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 22 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
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lya 18 Perempua | SMA Pelajar Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 21 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 21 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 22 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
Tidak (jika tidak berhenti
disini)
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | Rp 3.500.001,00 | Non-
sederajat - Rp | member
6.500.000,00
lya 21 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 23 Perempua | S1 Karyawan <Rp Non-
n 1.500.000,00 member
lya 22 Perempua | SMA Wirausaha | >Rp Non-
n sederajat 6.500.001,00 member
lya 18 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 18 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
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3.500.000,00

Tidak (jika tidak berhenti

disini)
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 21 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 22 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 21 tahun Perempua | S1 Karyawan | Rp1.500.001,00 | Member
n - Rp
3.500.000,00
lya 23 Laki-laki S1 Karyawan Rp 1.500.001,00 | Non-
- Rp | member
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | Rp 3.500.001,00 | Member
sederajat - Rp
6.500.000,00
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 22 Laki-laki S1 Mahasiswa | Rp 1.500.001,00 | Non-
- Rp | member
3.500.000,00
lya 18 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 21 Laki-laki S1 Mahasiswa | <Rp Non-
1.500.000,00 member
lya 18 Perempua | S1 Mahasiswa | >Rp Non-
n 6.500.001,00 member
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 21 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Perempua | SMA Mahasiswa | Rp 3.500.001,00 | Non-
n sederajat - Rp | member
6.500.000,00
Tidak (jika tidak berhenti
disini)
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 tahun Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 19 Laki-laki S1 Mahasiswa | Rp 1.500.001,00 | Member
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- Rp
3.500.000,00

lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 19 Laki-laki S1 Mahasiswa | <Rp Non-
1.500.000,00 member
lya 20 tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 21 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat = Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 20 Tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 tahun Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Member
n sederajat - Rp
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 20 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
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lya 19 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 21 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 20 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 3.500.001,00 | Member
n sederajat - Rp
6.500.000,00
lya 18 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 19 Laki-laki S1 Mahasiswa | <Rp Non-
1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Laki-laki S1 Mahasiswa | Rp 1.500.001,00 | Non-
- Rp | member
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Laki-laki S1 Mahasiswa | Rp 3.500.001,00 | Non-
- Rp | member
6.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
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lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 20 Perempua | S1 Mahasiswa | Rp 3.500.001,00 | Member
n - Rp
6.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 3.500.001,00 | Member
n sederajat - Rp
6.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 3.500.001,00 | Non-
n sederajat - Rp | member
6.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Laki-laki SMA Mahasiswa | <Rp Member
sederajat 1.500.000,00
Tidak (jika tidak berhenti
disini)
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Tahun Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Member
n - Rp
3.500.000,00
lya 18 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 21 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 21 Perempua | S1 Mahasiswa | <Rp Member
n 1.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
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lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Member
n sederajat - Rp
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat : Rp | member
3.500.000,00
lya 21 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 21 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 20 tahun Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki S1 Mahasiswa | <Rp Non-
1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 18 tahun Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Laki-laki S1 Mahasiswa | <Rp Non-
1.500.000,00 member
lya 18 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 18 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 18 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member

3.500.000,00
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lya 19 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 21 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 22 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 22 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 20 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 25 Perempua | S1 Karyawan >Rp Non-
n 6.500.001,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 45 Perempua | S1 lbu Rumah | >Rp Member
n Tangga 6.500.001,00
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 21 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 20 Laki-laki S1 Mahasiswa | Rp 1.500.001,00 | Non-
- Rp | member
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3.500.000,00

Tidak (jika tidak berhenti

disini)
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 20 Perempua | S1 Mahasiswa | <Rp Non-
n 1.500.000,00 member
lya 21 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Non-
n - Rp | member
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 21 Laki-laki SMA Mahasiswa | <Rp Member
sederajat 1.500.000,00
lya 21 Laki-laki SMA Mahasiswa | <Rp Member
sederajat 1.500.000,00
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Laki-laki S1 Mahasiswa | <Rp Non-
1.500.000,00 member
lya 21 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 21 Laki-laki S1 Mahasiswa | Rp 1.500.001,00 | Non-
- Rp | member
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 18 Tahun Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Member
n sederajat - Rp
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 46 Perempua | S1 Ibu Rumah | Rp3.500.001,00 | Member
n Tangga - Rp
6.500.000,00
lya 21 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 20 Laki-laki SMA Mahasiswa | <Rp Non-
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sederajat 1.500.000,00 member
lya 21 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 20 Laki-laki SMA Wirausaha | <Rp Member
sederajat 1.500.000,00
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 18 Laki-laki SMA Pelajar <Rp Non-
sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Member
sederajat 1.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 21 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 21 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 24 Laki-laki S1 Karyawan Rp 3.500.001,00 | Member
- Rp
6.500.000,00
lya 21 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Member
n sederajat - Rp
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Member
n sederajat 1.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Perempua | S1 Mahasiswa | Rp 3.500.001,00 | Non-
n - Rp | member
6.500.000,00
lya 22 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Member
n - Rp
3.500.000,00
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Laki-laki Diploma Pelajar >Rp Non-
6.500.001,00 member
lya 20 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 26 Laki-laki S1 Wirausaha | >Rp Non-
6.500.001,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
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n sederajat 1.500.000,00 member
lya 17 Laki-laki SMA Pelajar <Rp Non-
sederajat 1.500.000,00 member
lya 20 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Non-
sederajat - Rp | member
3.500.000,00
lya 18 Laki-laki SMA Mahasiswa | <Rp Member
sederajat 1.500.000,00
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 21 Laki-laki SMA Mahasiswa | Rp 3.500.001,00 | Non-
sederajat - Rp | member
6.500.000,00
lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 18 Laki-laki SMA Mahasiswa | <Rp Member
sederajat 1.500.000,00
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 20 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 48 Perempua | SMA Agen >Rp Non-
n sederajat asuransi 6.500.001,00 member
lya 21 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Member
sederajat - Rp
3.500.000,00
Tidak (jika tidak berhenti
disini)
Tidak (jika tidak berhenti
disini)
lya 19 Perempua | SMA Mahasiswa | >Rp Non-
n sederajat 6.500.001,00 member
lya 20 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 20 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
lya 19 Laki-laki SMA Mahasiswa | <Rp Non-
sederajat 1.500.000,00 member
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lya 19 Perempua | SMA Mahasiswa | <Rp Non-
n sederajat 1.500.000,00 member
Tidak (jika tidak berhenti
disini)
lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member
3.500.000,00
lya 20 Perempua | S1 Mahasiswa | <Rp Member
n 1.500.000,00
lya 21 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Member
n - Rp
3.500.000,00
lya 21 Perempua | S1 Mahasiswa | Rp 1.500.001,00 | Member
n - Rp
3.500.000,00
lya 22 Laki-laki SMA Mahasiswa | Rp 1.500.001,00 | Member
sederajat - Rp
3.500.000,00
lya 23 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Member
n sederajat - Rp
3.500.000,00
Tidak (jika tidak berhenti
disini)
lya 19 Perempua | SMA Mahasiswa | Rp 1.500.001,00 | Non-
n sederajat - Rp | member

3.500.000,00
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Abstract

This research examines the effect ‘of the sales promotion tools on consumer
perception in terms of product quality, brand image and customer satisfac tion which may lead
to purchase intention and actual purchase in the context of the cosmetic female customers
In Yangor, Myanmar. This study applied Inverted U-shaped theory to explain the negative
relationship between price discount, Buy-One-Get-One-Free (BOGOF), and product quality and
brand image. Moreover, this study tests the relationship between purchase intention and
aciual purchase which will expand the knowledge in the consumer behavior field. Total of
200 questionnaires were distributed to the customers who are consuming the Revion
cosmetics and collected by hand at Revion counters in Yangon, the business city of Myanmar.
This study applied the SEM for data analysis. The findines indicate the negative effect to
product quality. The results of the positive effect of premium on product quality, brand image
and customer satisfaction are consistent with previous studies. Amone cansumer perception,
only product quality Is related to purchase intention white brand image and customer

satisfaction are not related. This study also confirms the positive relationship between

purchase intention and actual purchase. It contributes a lot to the attitude-behavior
literatures,

Keywords : Sales promotion tools, Actual behavier, Inverted U-shaped Theory

Introduction

In current competitive markets, marketing has perceived the revolutionary change. In
addition, today, both localand International market, they are trying to compete and innovate
the creative product to get more consumers, Sales promotion has its own unigue way o deal
with how purchasers or consumers react to promotional strategies. Regarding the sales

6 inany 2562/ 15 quiw 2562/ 23 Fav i 2562
6 March 2019/ 15 June 2019/ 23 August 2019
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promotion tools, t is the effective tool for both marketers and researchers can analyze the
market meanwhile consumers can know the benefits of sales promotions of particular product
or service nowadays. Sales promotion tools are very critical in the sales and marketing field
based on the relevant research {Kolter and Keller. 2009).

Previous studies showed that people are less attracted by the sales promotion tools
based on the inverted Ushaped theory (Haans et al, 2016). Inverted U-shaped theory
represents a portion of the reactions of the drive hypothesis and. this transformed 'U'
relationship exists in various distinctive conditions, for instance, due to the inverted LI shaped
effect of sales promotion tools on consumer perception occurs when consumers have a high
relevant information during their decision process, they have a weak preference on their
consumer perception. In the case of price discount, when the price discount has a promotion
of 10% or 20%., the information is relevant for the customers However, when the price
discount is 50% or 70%, the consumer perception is changing to the negative side which is
conformed to the inverted U-shaped theory {(Haans et al, 2016). This study has applied
inverted || shaped theory to explain the negative effect relationskip between price discounts,
Buy One Get One Free, and product quality and brand image Based on the inverted U shaped
theory, some studies found that using sales promotion tools have not always positive effect
which can also lead to negative effects (Haans et al., 2016)

Previous research was mainly focused on sales promotion towards purchase intention
rather than actual purchase The research determined from the previous literature review was
that the most of the previous research showed the effect of attitude towards intention. Many
previous researchers found that mostly studied on purchase intention {Ye & Zhang, 2014; Chi,

Yeh & Yang, 2009; Bian & Moutinho, 2011). Just a few of previous studies examined the effect
of intention to actual purchase (Familmaleki, Aghighl & Hamidi, 2015). furthermore, sales
promotion tools have a relationship with purchasing behavior (Meesuptong, 2018). Moreover,
this study tests the relationship of purchase intention towards actual purchase which will

expand the knowledge in the consumer behavior field

The main aims of this research are:
To study the effect of the sales promotion tools on product quality, brand image and
customer satisfaction using the inverted U shaped theory

To examine purchase intention towards actual purchase In the context of the Revion
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cosmetic female customers in Yangon, Myanmar
In the following section, the relationship between sales promotion tools, product
quality, brand image, customer satisfaction and intention towards actual purchase will be

investigated to develop the hypotheses.

Literature Review

The study of the productiveness of sales prometion tools are concerned by hoth
academics and researchers. This study establishes with literatures which related to sales
promotion tools. definitions and accompanied by the theories for each variable

Sales Promotion Tools

Buy One Get One Free promotions are known as “isolated gains" based on the
orospect theory (Diamond, 1992).

Price discount has been expressed as the short term pricing that sells the products
within their limited time (Lowe. 2010). BOGOF is a non-monetary promotion method which an
additional product is contained vith no additional cost, the consumers could be persuaded
to purchase the products if they think that their money is worth it to buy the particular
products and get the best deal A premium is offered with a gift when consumers purchase
the particular product or service (d'Astous and Landreville, 2003; Bodur and Grohmann, 2005).

Product Quality, Brand Image and Customer Satisfaction

Product quality can be defined as the consumer's comparison between the
expectation;of the product and actual performance of the product. Brand.image can be
indicated that 'consumers have a particular brand belief to a product” association of the
orand which is stored in a consumer's memoty (Kotler and Keller, 2009; Aaker, 1991). Lovelock
and Wirtz {(2011) described customer satisfaction as “a person's feeling of pleasure or
disappointment resulting from a consumption experience when comparing a product]
percelved performance or outcome In relation to hissor her expectation™

Purchase Intention and Actual Purchase

Intention accounts for the cognitive of an individual 's preparation to function a thing
or conduct, and it is the best indicator of conduct is the intention (Ajzen and Fishbein, 1980).
Theory of Reasoned Action is the theory that an individual is going to perform the behavior
According to Ajzen {1991), the stronger the intention of the behavior of an individual, the

higher the amount of intent to perform of an individual for the particular product or service
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Actual purchase can be described as the sort of the behavior and due to an individual needs

and wants who purchase the product or services (Kotler and Keller, 2009).

Hypothesis Development

Figure 1 describes the conceptual framework which is underlying this research This
study addresses whereby the sales promotion tools effect to product quality, brand image
and customer satisfaction towards actual purchase 2e in harmony with the literature review,

this research also hypothesizes the relationship among each variable

Figure 1 Conceptual Framework

There are some evidences shown that there are both positive and negative
relationships between price discount and product quality (He & Lai, 2014). Ba:ed on previous
studies, there is a positive relationship betwieen price discount, BOGOF and product quality
(Alnazer, 2013). Quite surprisinely, only few studies found that there is a negative relationship
between price discounts, BOGOF and product quality except the premium sales promotion
tools According to self oerception theory (Rothschild & Gaidls, 1981}, consumers attribute
their own perception how the quality looks like. Some evidences shown that there is negative
relationship between BOGOF and produet quality (Atnazer, 2013; Lichtenstein, Netemeyer &
durton, 1990). Based on the theory of invertedU shaped (Haans et al., 2016), the relationship
oetween sales promotion tools and product quality will not always positive. Therefore, based
on the literature review, the subseguent hypotheses are propesed

Hla: Ihere is a negative relationship between price discount and product quality.

H1b There s a negative relationship between Buy One Get One and product auality.

H1c: There is positive relationship between premium and product quatity

Sales promotions are the short term strategles to get a greater purchase within a limited

time (<otler and Keller, 2009). Aaker (1991) describes price discount promotion tool has both
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positive and negative relationship on brand image Previous research found that price discount
promotion affects brand image (Kalwani & Yim, 1992; Mayhew & Winer, 1992). 3ased on the
theory of inverted U shaped (Haans et al,, 2016), the relationship between sales promotion
tools and brand image will not always positive Consumers might think that if the product has
repeated promotion which affects to the brand image of the product {Sinha & Smith, 2000).
Therefore, based on the above discussion, the following hypotheses are proposed:

H2a. There is a negative relationship between price discount and brand image.

H2b There Is a negative relationship between Buy One Get One and brand image

H2c: There s a positive relationship between prermium and brand image.

Price discount, Buy One Get One Free and Premium alto has positive and negative
customer satisfaction based on the previous studies Consumers purchase the product with
the price discount or Buy One Get One Free and when they meet the expectations and actual
performance, they feel satisfied {<ahn and Louie, 1990). Previous researchers mentioned that
the premium-based sales promotion tools have a positive relationship and favorable to the
customer satisfaction (Bowles, 1998). Therefore. based on the literature review. the following
~ypotheses are proposed:

H3a: There is a positive relationship betvween price discount and custormer satisfaction

H3b: There Is a positive relationship between Buy One Get One Free and customer

satisfaction

H3c: There Is a positive relationship between premium and custorner satisfaction,

Some studies found that there Is a positive relationship between product quality and
ourchase intention (Boulding et al, 1993) YeKinder and Kohli {2008) arqued that there is an
effect between product quality and purchase intention. In addition, quality 15 the key
influential fact of predicting the purchase intention. Most of the consumer makes a purchase
decision based on the product quality which influenced to an individual intention to the
oarticular product ('yer and Kuksov, 2010). Some scholars showed the evidence that there nas
a positive relationship between product quality and purchase intention (Yang and Peterson,
2004), Hence, it 1s hypothesized that.

Ha: There is a positive relationship between product quality and purchase intention

Brand image can produce an incentive as far as helping consumer to know and process
a data, the brand differentiation and creating purchase intention and giving the positive feeling

action (Aaker, 1991). Moreover, Revion cosmetic brand is medium brand, consumers intend to
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purchase the product with a low intention. That might be the reason as there are few
cosmetics brand in Myanmar and less competition {De and McWilliam, 1989). Therefore, it is
hypothesized that:

H5: There is a positive relationship between brand image and purchase intention

A positive association between satisfaction and purchase intention is well established
in the previous literature (Kassim and Abdullah, 2010; Kuo, Wu & Deng, 2009). For instance, if
the consumers are satisfied and pleased with the product, they will probably intend to
purchase the product {3ennett & Rundle Thiele, 2004). Many previous studies found that there
is a positive relationship between customer satisfaction and purchase intention (Zeithaml et
al, 1996). Therefore, it is hypothesized that:

=6: There is a positive relationship between customer satisfaction and purchase

intention.

Purchase intention can be described as ‘an indication of an individual's readiness to
perform a given behavior in the near future” in similar ways as by various authors (Ajzen, 1991;
Li, Daugherty, & Biocca, 2002). Many previous research studied on purchase intention {Chi, Yeh
& Yang. 2009). Only some of previous studies found and studied intention towards actual
purchase (Familmaleki, Aghichi & Hamidi, 2015). Based on the literature review, the hypothesis
is proposed that:

Hi: Purchase intention positively affects the actual purchase.

Research Methodology

This section covers the research design such as data collection and sample profiles.
measurement and construct validity and reliability, preparing and data analysis and statistic
method.

Data Collection and Sample Profiles

The populations of interest are female customers who are using Revlon cosmetics in
Myanmar. Total of 200 guestionnaires were distributed to the customers who are actual
consuming the cosmetics and collected by hand at Revlion counters in Yaneon, the business
city. of Myanmar Only. total of 189 questionnairés were used for.this research becauserll
questionnaires were filled incompletely. Many scholars have studied sample size issues in
SFM Earlier research noted that reasonable results could be obtained in SEM analyses when
N is <200 (Gerbing and Anderson, 1985), or at least above 100 (Boomsma, 1985). Bentler and
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Chou (1987) subsequently noted that sample size N should instead be considered relative to
the number of parameters g, and the ratio of N.q can be as low as 5:1 for normally distributed
data, and 101 for arbitrary distributions Based on these previous literatures, sample size of
189 could be acceptable for SEM analysis in this study.

Revion has been existing as a successful brand in Yangon, Myanmar Myanmar began
to open up its econamy, the Revion brand Is now marketed and distributed under the control
of the brand owners and consumers in Myanmar likely to purchase the cosmetics products
from US Furthermore, it Is very essential to show that buying cosmetics is a major changing
trend in Myanmar. The following table 1 shows the respondent profile of age, education,

occupation and income and membership of the cosmetics,

Table 1 Respondent Profiles

Age Less than 20 years old 196

20-25 302

2630 196

31,35 101

a6-an 122

More than 40 years old R3

Education Retaw Bachelor 243
Bachelor [k

Master degree or higher degree 154

Occupation Private 402
Public 53

reelancer 122

Student 222

Other 201

lncome 100,000 kyatsand lower 143
100,001.300,000 kyats 156

300,001 500,000 kyats 201

500,001 700,000 kyats 243

700,001 900,000 kyats 101

More than 900,000 kyats 153
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Table 1 Respondent Profiles (continued)

Membership Member 317
Non member 68.3
Measurement Development

The questionnaire In this study included three sections which were Part one, Part two
and Part threé To enhance face validity, the back translation was conducting The English
questionnaire was first developed from the extensive literature review (see table 2 for papers
adopted to develop measurement). The author who is Myanmar citizen and is fluent in
Myanmar first transiated from English to Myanmar and a Myanmar speaker who is fluent in
English then retranslated the questionnaire into English. These two gquestionnaires were
compared to check the consistency in the meaning, and the result comes out that there was
no significant difference between them. Respondents were asked to select the types of scale
based on the personal preferences on a six point scale (where 1- stronely disagree and 6 -
strongly agree) for all statements The reason of using a six point scale in this study was used
due to the previous studies found that respondents likely to score on the middle point of any
Likert type scale (Chang, 1994) A six-point scale works best In condition where it eliminates
such a patiern, since it forces respondents to choose a point either before or after the mind
set middle point that fs now non existent At the same time, using a six point scale would also
result in higher validity and retiability. for the findings (Chane, 1994k

Measurement Accuracy

EFA ‘was used to check the validity and Cronbach’s Alpha was utilized to test the
reliabllity In order to verify that the items tapped into their expected constructs, a varimax
rotation was used In EFA because It'centers on simplifying the columns of the factor matrix
The logic Is that interpretation is easiest when the varable factor correlations are either closer
to 1, thus indicating a clear association between the variable and the factor, or 0 indicating a
cleanlack of association (Hair et al , 2010), All the indicators showed factor loadings higher
than 6 4 (D 791 to (907) which are considered very significant (Hair et-al, 2010) and no cross
loadings which also reflects the construct validity (Ratray & Jones, 2007): The average varlance
extracted {AVE) and the composite reliability {C R) for each construct were utilized to check
the reliability. The values of CR were between the range of 0.79 and 089 All constructs
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exceeded the suggested 0.70 (Hair et al,, 2010), which highlights a high desgree of internal

consistency Finally, the value for AVE was between 079 to 0.90 which is higher than 05,

indicating that all constructs had good convergent validity (Bagozzi and Yi, 1988; (Fornell and

Larcker, 1981a). (see Table 2)

Table 2 Factor Loadings and Reliability Results

Construct

name

Item measurements

Factor | Cronbach
Loadings | Alpha

AVE

Mean

sD

Adopted
paper

Price

Discount

201 like price
discount offered by this

cosmetic

0794 0892

02 Price discount with
! higher percentage off

! an original price offered
oy this cosmetic

attracts me

0884

PD3. Price discount
offered by this cosmetic

nterests me

0.905

PD4 Price discount
offered by this cosmetic

s interesting

0879

0.89

4.45

13

412

119

1.14

a.11

108

Alnazer (2013)

BOGOF

BOGOF1 When | take
advantage of a buy

ane get one free
offercd by this

cosmetic, | feel good

0865 0875

BOGOF2. | like

advantage

one get ane free
offered by this

cosmetic

BOGOF3 | feel that |

save money from a

-

0.902

0821

a4.57

1.28

Lichtenstein,
Netemeyer &
Burten (1990).
Lowe (2010)
Chandon,
Wansink, &

Laurent (2000)
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better characteristics

than other casmetics.
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astruct ltem measurements Facto; —éron;h CR AVE. Mean | SD Adopted
name Loadings | Alpha paper
Purchase Pi1 | would purchase 0.799 0.861 0B6 | 086 | 3.97 | 136 | Grewal,
intention this rosmetic within six <rishnan, Baker,
months & Borin (1998);
PI2 | will purchase this 0290 477 | 114 | Zeithaml et al.
cosmetic again. (1996)
P13 The probability that 0801 429 | 105
| would consider
purchasing this
cosmetic is high
Pig 1 wilt wn!lnu:o 0826 '_3 t: 7
purchase this cosmetic |
Pl | expect purchasing 0.7116 383 |1 31—|
this cocmetic in the
near future
Actual AP1 | often purchase 0855 019N 079 | 079 [ 361 | 124 | 200k & Fisher
Purchase this cosmetic. (1995);
AP? | often purchase | 0797 390 | 116 | Wee Ariff, |
this cosmetic on Zakuan, !
reqular basis. Tajudin, lsmail
AP3 | oiten ourchase i} $ ? lE L)
this cosmetic without
thinking
APA | always try to f719 | 325 | 145
buy this cosmetic
when they offer sales |
promotion

The test of discriminant validity

by comparing the sgquare 1cot of the AVE

with the correlations between constructs. The figures in beld on the diaconat are the square

root of the AVE, and the other figures are the comrelations between constructs: As shown, the

square root of the AVE of each construct was greater than the correlations between constriicts:
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This finding Indicates that compared with other constructs, each construct shared more
variance with its measurement items and that discriminant validity was sood (Fornell and

Larcker, 1981b), (see Table 3)

Table 3 Results of Discriminant Validity

8l PD BOGOF  Premium cs AP Pl PQ
Bl 0.808
D 0.352*** 0.821

BOGOF . D.319°** 0524*** 0772
Premium  0.351°**  0316°% 0403™*" ' 0:840

cs QO 588%* 0424 0.459*** 0607°** 0.799

AP D29t L 1275%%  0:289%°" . 5:264%%,, 0. 379%° 0,751

Pl 0.594*** (0315**" 03s58"* 0,352'** 0443"* 0615 0.823

PC 0.679*** 0.328*** 0546 0A435°** DA465*** 0274 (572*** 0.871

*p<008, ***0<O M
Results
Measurement Model
After testing validity and reliability with £FA and all other methods mentioned, then

the authors now performed CFA as part of the requirement in using SEM analysis  CFA was
conducted on the seven latent factors, with each indicator specified to load on its
hypothesized latent factor The measurement made! yields a chi square of 537 546 (d f =317
p <0 001), However, Hoelter (1983) suggests that the lack of absolute fit can be explained by
sample size (n=189). Thus, since the chi square test is highly sensitive to sample size, other fit
measures are given greater prominence in evaluating model fit, The root mean square error
of approximation (RMSEA=061), the comparative fit index (CFI=0.934) and the normed fit index
{NFI= 856) suggest that the measurement model fits the data reasonably well (3agozzi and Yi,
1988) since all the baseline values are in line with the threshold

Structural Model

To testthe hypotheses, this studyases a structural e quation model with AMOS version
20 The structural model ylelds a chi-square of 533,286 (d f =321, p < 0.001). As it has been
mentioned in CFA, chi square value is sensitive to sample size, therefore it showed poor fit
Although the model did not fit well by the chi-square test, the baseline comparisons fit indices

are closer to or exceeded 0.9 suggesting that the structural model fits the data reasonably
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well (Bagozzl and Yi, 1988) and RMSEA is below 0.08 (Hu & Bentler, 1999). The results of the
maximum likelihood estimation are the comparative fit index (CFI=09%1), the incremental fit
indices {(FI=0932), the tucker levis index (T1I1=0918), and the root mean square error of
approximation (RMSEA= 0.062),

Table 4 showed the results of structural model.which concems the relationship of all
hypotheses The results of hypothesis testing demonstrate that price discount Is not related
to product quality, with a standardized path coefficient of ‘D.07 (p=0.942), thus Hla Is not
supporter BOGOF Is related ta product quality, with a standardized path coefficient of 1 491
{p < 0.001), partially supporting H1b since It did not show negative effect as hypothesized
Premium is positively related to product quality, with @ standardized path coefficient of 0.309
(p < 0.01), supporting Hle.

Price discount is related to brand imase, with a standardized path coefficient of 0217
(p < 009), partially supporting H2a since the sign was opposite. 8OGOF is not related to brand
image, with a standardized path coefficient of 0.099 (p=0396), not supporting H42b. Premium
is positively related to brand image, with a standardized path coefficient of 0 410 (p < 0 0il,
supporting H2c.

Price discount is related to customer satisfaction, with a standardized path coefficient
of 0.184 (o < 0.05), thus H3a is supported. BOGOF is related to customer satisfaction, with a
standardized path coefficient of 0 080 {p=0 439}, not supporting H3b. Premium s positively
related to customer satisfaction, with a standardized path coefficient of 0.565 (o < 0.001),
supoorting H3c.

Product quality is positively refated to purchase inténtion, with a standardized path
coefficient of 0383 {p < 001), supporting H4. Brand image is positively related to purchase

ntention, with a standardized path. coefficient of 0 230{p < 0.10), supporting H5. Custormer

satisfaction Is positively related to ourehase intention, with a standardized path coefficient of
).133 (p < 0.10), supporting H5. Most importantly, purchase intention Is positively related to
actual purchase, with a standardized path coefficient of 0.544 (p < 0.001), supporting H7
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Table 4 Structural Model Results
Hypoth Expected  Actual R
Relationship 2ed Results
eses sign sign
regression
Hia Price discount .7 5@21;117 + 0.07 Not support
Hib BOGOF —» Product quality + 0.4971 % Partial support
Hie Premium —*  Product guality + + 0309 Support
Hza Price discount’ — % Brand image + 0217 Jartial support
Hzh BOGOF — Brand image - + 0.099 Not support
Hze Pramium =¥ Brand image + + 0310 Support
H3a Price discount ~ustomer satisfaction . + 0.184* Support
H3h BOGOF T Customer satisfaction + + 0.080 Not support
Hae Prermanr -~ Custormner satisfaction + 4 05RGM Support
Ha Product quality—  Purchase intention + + 0.383% Support
H5 Brand image  —® Purchase intention - + 0.236* Support
H# Customer satisfaction —p  Purchase 0133 Support
intention % %
H7 Purchase intention— Actual purchase + + 0540%= Support
Fit indice s

x? =533 286 {d.f =321, p < 0.05), CFI-0 93, IF-0.93, RMSEA-0 06

*p<0.10, **p<0.050, ***p<0.010, ***"p<0.001

Discussion
The findings from this study evince that sales promotion tcolis the most essential key

factor which influences the consumer behavior to perform an actual purchase. The results of

this empirical study conducted in Myanmar confirm the previous findings e, premium are

positively related to product quality, brand imace, and customer satisfaction as hypothesized

which is consistent with the work of the previousistudies (Chandon., et al, 2000; Netemeyer et

al., 2004). Price discount is also pos 2lated to customer satisfaction as hypothe:

which is consistent with the work of Xahn and Louie (1990). Moreover, product quality, brand

image, and customer satisfaction are positively related to purchase intention which is in line
with prior literatures of (De and McWilliam, 1985). Specitically, purchase intention is positively

related to actual purchase which is rarely been studied and the result is in line with (Ajzen,
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1991: ~amilmaleki, Aghighi & Hamidi, 2015).

The inconsistent results regarding the positive relationship between BOGOF and
product quality and price discount with _brand image, instead of negative relationship as
hypothesized based on the inverted U-shaped Theory may be due to less competition among
brand name cosmetic in Myanmar Revion brand could be a few cosmetic brand names in
Myanmar and leave customers with less choice. In addition, lifestyles of young people in
Myanmar have moved toward greater use of skin care that has become more fashionable
This is very obvious in cities like Yangon, where early stace of development is going on A retail
industry growth also contnbuted to the booming cosmetics because it effectively channels
such products. \lany options are available to consumers, especially young careerists who
considered the most essential target sector according to Iits high demand. Skin Care business
in Myanmar is an up and coming effort (Mai, 2016). According to the data from the Myanmar
Marketing Research and Development Company (MMRD), there is a consistent increase in
consumer consumption year on year from 2008 to 2012 especially hair care, body care, and

skin care products in Myanmar,

Theoretical Contributions and Managerial Implications

This research study is alsa informative for both theoretical contributions and
managerial implications Moreover, the researcher can also learn the knowledge of inverted
U-shaped theory which can cause negative impact for consumers; In addition, scholars can
apply the knowledge of consumer perception towards purchasing behavior in the sales
promotion marketing field. Furthermore, it helps to understand the further research career
regarding the marketing business and get benefits for the business. This can be done throueh
prior identification of the customer behavior avhich can implement proper marketing

seementing and positioning stratecies for differént target markets

Limitation and Future Research

This study only focuses.on the Yangon in/Myanmar to study the sales promotion tools
towards actual purchase which is not considered to the other cities in Myanmar [he
researcher sugeests that the further research can also study other cities in Myanmar Thus, it
will provide the greater aspects of different view both for monetary and non -monetary
promotions in the Myanmar context. Furthermore, the limitation of this study Is the size of

the sample as the sample size is quite limit, The future research can analysis and consider
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several types of sales promotion tools and marketing promotions which will contribute a
broader result of or sales promotion for researchers and analyze more for the products in

order to get more information from customers

References

Aaker, D A. (1991). Managing Brand Equity, Free Press: New York, NY

Ajzen, |. (1991), The theéory of planned behavior Oreanizational Behavior and Human
Decision Processes, 50(2), 179-211

Ajzen, |, & Fishbein, M. (1980), Understanding attitudes and predicting social behavior
Englewood Cliffs N)' Prentice Hall,

Alnazer, M. (201} The rmoderating role of promotional benefit level and brand awareness
on the effectiveness of price discount and premium. iiternational Journa! of Business
1t Management invention, 2(9), 112120

Bagoza, R P, &Y, Y. (1488). On the evaluation of structural equation models Journal of 'he
Academy of Marketing Science, 16(1), 71 94,

Bennett, i, & Rundle Thiele, 5. (2008), Customer satisfaction should not be the only
goal Journal of Services Marketing, 18(7) 514523

Bentler, P. M, & Chou, C. P. (1987) Practical s« ues in structural modeling. Sociological
Method: % Research, 16(1), 78 117

Bodur, H. O., & Grohmann, B, (2005). Consumer respor:.c; to gift receipt in business to
consumer contexts: £sychology & Marketing, 22(5), 441 456

Boomsma, A, (1985). Nonconvergence, improper solutions, and starting values in LISREL

maximum Tikelihood estimation Psychometrika, 500 9 247

Boulding, W., Kalra, A, Staelin, R, & Zeitham!, v A (1993). A dynamic process model of
service quality: from expectationsito behavioral intentions. Journal of Marketing

Hi wch, 3001), 727

Bowles, S. (1998). Endogenous preferences: The cultural consequences of markets and other
economic institutions. Journal-ef tconomic Literature, 36(1), 75111

Chang, L. (1994). A psychometric evaluation of 4 point and 6-polint Likert type scales in
refation tarellabitity and validity: Applied Psychological Mensurement, | A1%). 205 218

Chandon, P, Wansink, B , & Laurent, G. (2000). A benefit congruency framework of sales

promotion effectiveness. Journal of Marketing, 64(4), 6581,

136




17 12 a0ufi 1 (unswnu - Doy 2563) f/\ Tsas geERR

Volume 12 Number 1 Uanuary - June 2020} Businass Review 101

Chi, H, €, Yeh, H. R, & Yang, Y T.(2009). The impact of brand awareness on consumer
purchase intention: The mediating effect of perceived quality and brand loyalty. The
Journal of international Management Studies, 4(1), 135-144

D'Astous, A, & Landreville, V. (2003). An experimental investigation of factors affecting
consumers'  perceptions..of  sales promotions. furopean  Joumnal  of
Marketing, 37(11/12), 1786-1761.

De Chematony, L., &McWitliam, G. (1989). The strategic implications of clarifying how
marketers interpret brands Journal of Marketing Management, 5(2), 153 171

DeKinder, J. S.. & Kohli, A K. (2008). Flow sienals: How patterns over time affect the
acceptance of start-up firms. Joumal of Marketing, 72(5), 84-97

Diamond, W ™. (1997). Effects of format and expertise on the decision rules used to
evaluate supermarket sales promotions. Joumnal of Business and Fsychology, 6(8), 465
481,

Familmaleki, M., Aghighi, A, & Hamidi, K (2015). Analyzing the influence of sales promotion
on customer purchasing behavior International Journal of Economics & Management
Sciences. 4(8), 1-6

Fornell, C, and Larcker, D.F. (1981a), Structural equation models with unobservable variables
and measurement errors. Journal of Marketing Research. 183}, 382-388

Fornell, €, & Larcker, D F.(1981~). Evaluating structural equation models with unobsenvable
variables and measurement error. Jounal of Marketing Research, 18(1), 39-50.

Gerbing, D. W., & Anderson, ! €. (1985). The effects of sampling emror and model
characteristics on parameter estimation for maximum likelihood confirmatory factor

analysis Multvoriate Behovioral Research, 20(3). 255211

Haans, R. =, Pieters, C; &He, Z ©.(2016). Thinking aboutU: Theofizine and testing U and
inverted U-shaped relationships in strategy research Strategic Management
Journal, 377}, 1177-1195.

Hair, ) =, Black, W C, Babin, B |, and Anderson, R F. {2010). Multivariate Data

Analy Intemational ion. New Jersey: Pearson

Hoelter, J. W. (1983). The anaiysis of covanance structures: Goodness-of -fit
indices Sogioloeical Methods & Research, 1113}, 325 344

He. Y. &Lai, K K.(2014). The effect of corporate social responsibility on brand loyalty” the

137




0R 12 00U 1 {unswu - Gnuaou 2563) AR Tsans gsUEingG
102 Volume 12 Number 1 Uonuary - June 2020} "i Business Review

\_,.‘;

mediating role of brand image. Total Quality Monagement & Business
Fxcellence, 2503 4), 249 263

Hu, L. T, &Bentler, P. M (1999). Cutoff criteria for fit indexes in covariance structure analysis:
conventional criteria versus new alternatives. Structural Equation Modeling: A
Multidisciplinary Joumnal, 6(1);1:55,

lyer, G, & Kuksov, D. (2010}, Consumer feelings and equilibrium product quality Journal of
Fconomics & Management Strategy. 19(1), 137-168

Kahn, B . & Loule, T A (1990). Effects of retraction of price promotions on brand choice
behavior for variety seekine and last purchase \oyal consumers. Journal of Marketing
Research, 27(3), 279 289

Kalwani, M., U.. & Yim, C_ K (1992), Consumer price and promotion expe ctation: An
experimental study Joumal of Marketing Research, 79.1), 90 100

Kassim, N., & Asiah Abdullah, N, (2010). The effect of perceived service guality dimensions on
customer satisfaction, trust, and loyalty in e commerce settings: A cross cultural
analysis. Asia Pacific Journal of Marketin: and Logistics, 22(3), 351371

Kotler, P., & Keller, K... {2009). Marketing Monacement. New York. 2earson education

<uo,Y F, Wu,C M, &Deng, W ! (2009), The relationships amaong service quality, perceived
value, customer satisfaction, and post purchase intention in mobile value added
services. Computers in Humon Behavior, 5(4), 887 896

I, H., Daugherty, T, & Biocea, F, (2002). mpact of 3.D advertising on product knowledge,
brand attitude, and purchase intention. The mediating role of presence. Journal of
Advertising, 31(3), 4357

Lichtenstein, D R, Netemeyer, R 5, & Burton, S (1990). Distinguishine coupon pronengss
from value consciousness: An acquisition transaction utility theory perspective Journo!
of Marketine, 54(3), 54 67

Lovelock, C, & Wirtz, J. (2011). Service marketing, people, technology, strategy New York,
NY: Pearson

Lowe, B, (2010). Consumer perceptions of extra free nroduct promotions and discounts: the
moderating role of perceived perforrmance risk. Journal of Product & Brand
Manogement, 19(7). 496 503

Mal, ). £. (2016). Looking for information: A survey of research on information seeking, needs,

and behavior. Emerald Group Publishing.

138




04 12 odufl 1 (nsinu - Goeneu 2563) Nnsns gsiriing
Businoss Review 103

Volume 12 Number 1 (January - June 2020} 1

Mayhew, G & Winer, R 5. (1992). An empirical analysis of internal and extemal refererce
prices using scanner data Joumal of Consumer Research, 19(1), 62 70

Meesuptong, J. (2018). Factors Affecting Purchasing Behavior of Environmental friendly

Products among Thal and Laos Consumers in Loel Province, Business Heview

lournal, 10(2). 177 196
R. 6., Krishnany B., Pullig, C . Wang, G, Yagcl, M., Dean, D.. &

Virth, F. (2004}

Netemeyer

Developing and validating measures of facets of customer based brand equity lournal

of Business Research, 57(2), 209224

Rothschild, M. L, & Gaidis, W, C (1981}, Behavioral learmine theory, Its relevance to marketing

and oromotions. Journal of Marketing, 45.2), T0 78

Sinha. I, & Smith, M. . (2000). Consumers' perceptions of promotional. framirg of

rrice. Psycholoey & Marketing, 17(3), 257-215
& Peterson, K, T, (2004), Customer perceived value, satisfaction, and loyalty The

Marketing, 21110), 199 822

Yang
role of switching costs, Psychology &
Ye, L. R, & Zhang, H. H. (2014). Sales promotion and purchasing intention: Applying the

technology acceptance model In consumer to consumer marketplaces International

fournal of Business, HHumanities and | echnology, (%) 15

Zeithaml, V. A, Berry, L. |, & Parasuraman, A (1996). The behavioral consequences of

service quality Journal of Marketing. 60(2), 31 4«

139




