ECONOMIC ANNALS-XXI

ECONOMICS AND MANAGEMENT OF ENTERPRISES

ECONOMIC ANNALS-XXI
ISSN 1728-6239 (Online)
ISSN 1728-6220 (Print)
https://doi.org/10.21003/ea
http://www.soskin.info/ea/

Volume 188 Issue (3-4)'2021
Citation information: Utari, W., Sudaryanto, Jannah, N., Sobakh, N., & Rusdiyanto (2021).

Consumer interest with regard to product completeness, promotion and location: the case of Indonesia.
Economic Annals-XXI, 188(3-4), 127-133. doi: https://doi.org/10.21003/ea.V188-15

Woro Utari Sudaryanto Nur Jannah
PhD (Economics), Associate Professor, PhD (Economics), Associate Professor, Lecturer,
Faculty of Economics and Business, Faculty of Economics and Business, Faculty of Economics and Business, Universitas
Universitas Wijaya Putra Universitas Jember Wijaya Putra
1-3 JI. Raya Benowo Str., Benowo Surabaya, 37 JI. Kalimantan Str., Jember, 1-3 JI. Raya Benowo Str., Benowo Surabaya,
East Java, 60227, Indonesia East Java, 68121, Indonesia East Java, 60227 Indonesia
woroutari@uwp.ac.id sudaryanto.feb@unej.ac.id nurjanah@uwp.ac.id; hafamnana2015@gmail.com
ORCID ID: ORCID ID: ORCID ID:
https://orcid.org/0000-0002-0184-4403 https://orcid.org/0000-0001-9281-3962 https://orcid.org/0000-0002-4323-1752
Nurus Sobakh

PhD (Economics), Associate Professor,
Universitas PGRI Wiranegara Pasuruan
27-29 JI. Ki Hajar Dewantara Str., Tembokrejo, Sub-Distrrict Purworejo,
City Pasuruan, East Java, 67118, Indonesia
nurussobakh2020@gmail.com
ORCID ID: https://orcid.org/0000-0001-5815-203X
Rusdiyanto
PhD Student (Economics), Faculty of Economics and Business,
Universitas Airlangga Indonesia
4 JI. Airlangga Str., Airlangga, Gubeng, Surabaya, East Java, 60286, Indonesia
Lecturer, Faculty of Economics, Universitas Gresik Indonesia
2B JI. Arif Rahman Hakim Str., Gresik, City Gresik, East Java, 60111, Indonesia
rusdiyanto.se.m.ak-2017@feb.unair.ac.id
ORCID ID: https://orcid.org/0000-0002-7456-7072

Consumer interest with regard
to product completeness, promotion and location:
the case of Indonesia

Abstract. The paper deals with the impact of product completeness, promotion and location on consumer
interest in buying at Sentra Kuliner Pakal Benowo Surabaya in East Java (Indonesia) in the year 2020. This
study is based on a sample of 100 people and conducted with the use of quantitative methods. The findings
prove that product completeness affects purchase interest the most; promotion has a medium effect on
purchase interest, whereas location has no significant effect on purchase interest. Thus, traders are advised
to pay attention to product completeness and promotion in order to maintain consumer purchase interest.
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Cynap’saHTO

KaHAMOAaT eKOHOMIYHUX HayK, OOLEHT, pakynbTeT eKOHOMikM Ta Bi3Hecy,

YHiBepcuteTt Oxembepa, Oxembep, CxigHa fABa, IHOoHE3ia

AxaHHa H.

BUKNagay, pakynbTeT EKOHOMIKM Ta Bi3HECY,

YHiBepcuTeT Bigxas lNyTpa, Cypabas, CxigHa Aea, IHOOHeSiqA

Cobax H.

KaHAMOaT eKOHOMIYHUX HayK, OOLEHT, pakynbTeT eKOHOMikuM Ta Bi3Hecy,

YHiBepcuTeT Bigxas MyTpa, Cypabas, CxigHa ABa, IHOoHe3is

PycpisHTo

acnipaHT, pakynbLTeT EKOHOMIKM Ta Bi3Hecy,

YHiBepcuTeT Aipnanrra, Cypabas, CxigHa 91Ba, IHooHe3is

BUKNaga4, GakynbteT EKOHOMIKU,

YHiBepcuTeT pesika, pesik, CxigHa fABa, InooHesis

KyniBenbHuii iHTepec y KOHTEeKCTi NTOBHOTU TOBapy, MOro NpoCyBaHHA Ha PUHKY

M micue3Haxop)XeHHs: npuknapg l[HpoHesir

AHoTauiq. Y ctatTi HaBeoeHOo aHani3 BrMBY NOBHOTW TOBapY, MPOCYBaHHS MOro Ha PUHKY, a TakoX Moro
MiCLE3HaxXOOXXEHHS Ha KyniBenbHUI iHTepec y MicTi Cypabas (CxigHa 9Ba, IHooHesia) y 2020 poui. B
OCHOBY JOCHIOXEHHS, MPOBEAEHOrO 3a AONOMOrol0 3aCTOCYBaAHHS KiNlbKiCHUX MeToAis, 6y/0 NoKNageHo
BMGipKy 3i 100 oci6. OTpuMaHi pe3ynbTaT NokasyloTb, WO HaNbINbLLE Ha KyNiBENbHUIA iIHTEPEC BMJIMBAE
NOBHOTA TOBapy; CePEeHil CTyMiHb BNAVBY Ma€E NPOCYBAHHSA TOBAPY Ha PUHKY, TOAI SIK MiCLLE3HaXOOXKEHHS
TOoBapy HalMeHLle BMNAMBa€e Ha KkyniBenbHWUi iHTepec. OTXe, ONs NiATPMMKU KyniBe/bHOMO iHTepecy
Tengepam pekoMeHOoBaHO 3BepTaTy yBary Ha MOBHOTY TOBapy, MOro MPOCYBaHHS Ha PUHKY Ta MOro
MiCLI@3HaXOO)KEHHS.

KniouyoBi cnoBa: NoBHOTA TOBAPY; MiCLE3HaxXOOXEHHS; NPOCYBaHHSA Ha PUHKY; KyMNiBeNIbHUI iHTepec.

YTapu.

KaHOWAAT 9KOHOMUYECKUX HAaYK, AOLEHT, GakynbTeT 3KOHOMUKM 1 Bu3Heca,

YHuBepcuTteT Bugxas MNytpa, Cypabas, BoctouHas 9Ba, MIHooHe3uns

CynapbsHTO

KaHOWAaT 93KOHOMUYECKNX HayK, AOLEHT, dakynbTeT 3KOHOMUKM 1 Bu3Heca,

YHuBepcuteT Ixembepa, Ixembep, BoctouHas Asa, NHOoHe3ns

AxaHHa H.

npenopasaresib, GakynbTeT 3KOHOMUKM 1 Bu3Heca,

YHuBepcuTteT Bugxas MNytpa, Cypabas, BoctouHas 9Ba, MIHooHe3uns

CobGax H.

KaHOWAaT 93KOHOMUYECKNX HayK, AOLEHT, dakynbTeT 3KOHOMUKM 1 Bu3Heca,

YHusepcuteT Bupxas MNyTtpa, Cypabas, BoctouHas fBa, IHooHe3ns

PycausHTto

acnunpaHT, pakynbTeT 3KOHOMUKN 1 BM3Heca,

YHuBepcuTeT Anpnatrra, Cypabas, BoctouHas Aea, NHaoHe3ns

npenogasareb, GakynbTeT 9KOHOMUKMU,

YuuBepcuteT pesuka, Mpe3uvk, BocTtouHasa ABa, IHOoHe3us

MokynaTtenbCKniht UHTEPEC B KOHTEKCTE MNOJIHOTbI TOBapa, ero npoABUXEHUS Ha PbIHKE

n mecTononoxeHus: npumep UHpoHe3nn

AHHOTaums. B crtaTbe npuBeneH aHanuM3 BAUSHUSA NOMHOTLI TOBapa, NPOABUXEHUS ero Ha pbiHKE N ero
MECTONMOJIOXEHMS Ha NOKyrnaTenbCKuUin nHTepec B ropoae Cypabas (BoctouHas fAea, MHooHe3uns) B 2020
rogy. B ocHOBy uccnepoBaHus, NPOBEAEHHOrO NOCPEACTBOM MPUMEHEHUST KOMYECTBEHHbBIX METOOOB,
nonoxeHa Bblibopka 13 100 yenoek. MNonyyeHHble pe3ynbTaTbl MOKa3bIBAKOT, YTO HaMbosblLIee BAUSHWNE
Ha NOKynaTtenbCKNU WMHTEPEeC okasbiBaeT MOAHOTA TOBapa; CPEenHIO CTEeMNeHb BAUSHUS OKa3blBAET
NPOABMXEHNE TOBapa Ha pbiHKE, B TO BPEMS KaK MECTOMOJIOXEHNE TOBapa B HaMIMEHbLLEN CTENEeHU BANGeT
Ha nokynaTtenbCkunin nHTepec. CnepgoBartenbHO, ANS NOAAEPXKKM MOKYNATENbCKOro MHTEPECca Tpenaepam
pekomMeHayeTcs obpawarb BHAMaHMe Ha NOMHOTY ToBapa, ero NPOABUXEHNE N MECTOMOJIOXEHME.
KnioueBble cnoBa: nosHOTa TOBapa; MECTOMOJIOXEHWE; MPOABMXEHME HA PbIHKE; MOKYNaTebCKui
MHTEepec.

1. Introduction

Nowadays, in the millennial era, culinary centres are very much in demand by the public, apart
from opening a coffee shop business, this business can provide good profits. Problems regar-
ding culinary centres can always attract attention to research. The biggest competition for culi-
nary centres is like G-Walk, Food Junction, Grand Pakuwon, SWK Convention Hall, PKL Ketabang.

Product completeness is one that can have an influence on consumer purchases in a
place, the provision of goods or products when needed attracts not only buyers but also
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affects individuals or groups (Cheng et al., 2020; Chidiac and Shafikhani, 2020; Garner, 2020;
Hoogenboom et al., 2020; Ifie, 2020; Lee et al., 2020). In addition to product completeness,
there is one factor that can influence consumers in making a purchase, and these factors are
location, location or more familiar with the word where the business will be established, in es-
tablishing a business it is necessary to pay attention to strategic location or location, which is
choosing a place must consider where the business will begin.

Location is an important factor in determining the success of the culinary business ( Harrington
and Ottenbacher, 2010; Mustika et al., 2019). Choosing the right location is like: strategic business
location, many people pass by, a comfortable place, a good view for the current culinary centre so
that it stands out and easily attracts the attention of passersby (Abdelmaksoud and Wang, 2020;
Capone et al., 2020; Halkon and Rothberg, 2021; Krishnan and Pasqualetti, 2020; Nucamendi-
Guillén et al., 2020; Quy and Kim, 2020). The location of the current culinary centre that resear-
chers will make as research objects is quite strategic, in addition to a comfortable place and often
passed by many people is the Sentra Kuliner Pakal Benowo Surabaya East Java Indonesia which
is adjacent to the children’s park area, which is used to trigger children while playing parents or
families can while relaxing and enjoying the food and drinks in the culinary centre. Surabaya, after
Jakarta and Bekasi, is the capital of the Indonesian province of East Java and the third-largest city
in the region. The city has a population of 2.89 million in 2019 within its city limits and 9.5 million in
the expanded metropolitan area of Surabaya, making it Indonesia’s second-largest metropolitan
area. It is one of the earliest port cities in Southeast Asia, situated on the northeastern border of
Java Island, in the Madura Strait.

2. Literature Review and Development of Hypotheses

2.1. Purchase Interest

Interest is a psychological aspect that affects a person’s attitude; interest is a source of motiva-
tion that leads to a person’s behaviour in carrying out activities. Interest is a personal thing related
to attitude, an individual towards an object that has the power to carry out a series of behaviours
to get what he wants (Buldeo Rai et al., 2021; Canavari and Coderoni, 2020; Chong et al., 2020;
Cicatiello, 2020; Dang and Dang, 2020; Hamzah and Tanwir, 2020; Inaba, 2020; Ju and Lee, 2020;
Keerthi et al., 2020; Tandon et al., 2020). There are several main factors that influence a person’s
interest in making a purchase, psychological, personal and social. The factors consist of small
elements that form a unity regarding human behaviour in their economic life.

2.2. Product Completeness

Product completeness is a factor related to merchandising. Studies explain that merchandising
is planning in buying and selling goods using five principles, procurement of goods, place, time,
price, and quantity. According to studies (Agez et al., 2020; Leon et al., 2020; Occhipinti Liberman
etal., 2020; Otepka et al., 2020; Sanchez-Zapero et al., 2020; Spiliotopoulos et al., 2020; Wojtynek
et al., 2020), it explains the completeness of the product including the variety of goods sold in su-
permarkets. Product completeness measurement indicators: Product diversity, product variety,
product availability, various brands.

2.3. Promotion
Promotion is done to support sales. Promotion of communicating information about a product
or service can influence potential purchases (Khaliliand Alinezhad, 2018). The product for the ser-
vices produced is known by the customer to communicate the product or service ( Li et al., 2020;
Liuetal., 2020; Xia et al., 2020). Sales promotion has an indicator measurement: The frequency of
sales is the number of promotions carried out in the sales promotion media, the quality of the pro-
motion is a measure of promotion, such as content, attractive design, position and media. Time-
liness or suitability of targets is a factor in achieving company targets. Promotion time is the time
period for the company’s promotion. Based on the theoretical basis and previous research, the
following hypothesis is proposed:
H1: It is suspected that there is a positive and significant influence between the effect of product
completeness on consumer purchase interest.
H2: Itis assumed that there is a positive and significant influence between the influence of location
on consumer purchase interest.
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H3: It is assumed that there is a positive and significant influence between the effect of promotion
on consumer purchase interest.

H4: It is suspected that there is a positive and significant influence between product complete-
ness, location and promotion on consumer purchase interest simultaneously.

3. Research Methods

The research was carried out in March 2020. This research uses quantitative research, quan-
titative research using a primary approach with a postpositivist paradigm in the development of
science. Postpositivism is a metatheoretical stance in philosophy and models of scientific inves-
tigation that criticises and amends positivism. Although positivists emphasize the independence
between the researcher and the individual (or object) examined, postpositivists argue that the
researcher’s theories, hypotheses, background information and values will impact what is ob-
served. Through considering the potential consequences of biases, postpositivists seek objec-
tivity. Though positivists emphasize quantitative methods, postpositivists consider legitimate ap-
proaches to both quantitative and qualitative methods.

The research population uses all consumers or visitors at Sentra Kuliner Pakal Benowo Sura-
baya East Java, Indonesia.

The research sample used Quota Sampling of 100 people by means of Accidental Sampling.
Anyone who incidentally met the researcher can be used as a sample. The data collection tech-
nique used a gquestionnaire. The data analysis method used multiple linear regression analysis
(Juanamasta et al., 2019; Rusdiyanto, Agustia, et al., 2020).

4. Results and Discussion

4.1. Description of Respondent Gender

Based on the characteristics of gender, it is known that most respondents were male as
many as 68 people (68%), while the lowest respondents were female respondents as many
as 32 people (32%).

4.2. Respondent Description Ages

Based on the age characteristics, it is known that the most respondents are respondents with
anagerange of 17-25 years, as many as 82 people (82%), while the lowest respondent with an age
range > 45 years is the age where people become independent to earn money without working
outside, such as opening own business at home. Meanwhile, the age range of 17-25 years is the
age range of adolescents who mostly spend time with friends and follow an outside lifestyle such
as: hanging out, eating out and playing and hanging out with friends. So, the majority who often
do hang out activities and so on at Sentra Kuliner Pakal Benowo Surabaya East Java Indonesia
are the age range 17-25 years (Figure 1).

4.3. Description of the respondent Occupation

Based on the results of identification of the characteristics of respondents based on oc-
cupation, it is known that the largest number of respondents are self-employed as many as
45 people (45%), while the lowest respondents are housewives as many as ten people (10%)
(Figure 2).

Figure1l:
Respondent Description Ages
Source:Compiled by the authors
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Figure 2:
Description of the respondent Occupation
Source: Compiled by the authors

4.4. Description Product Completeness Variable

Based on the table, it can be seen that from the results of the average data above is 2.72, in
this case, it can be concluded that the completeness of the existing products at Sentra Kuliner
Benowo Surabaya east Java Indonesia is good so that the completeness of the product is always
in accordance with the needs and desires of consumers (Table 1).

4.5. Description of The Location Variable

Based on the table, it can be seen that from the results of the above-average data of 3.04, in
this case, it can be concluded that the location at Sentra Kuliner Pakal Benowo Surabaya East
Java Indonesia is good. Therefore, the location can be reached by outside consumers (Table 2).

4.6. Description of the Promotion Variable

Based on the table it can be seen that from the results of the average data above is 2.71, in this
case, it can be concluded that the promotions offered at Sentra Kuliner Pakal Benowo Surabaya
East Java Indonesia are good. Therefore, promotions are always in accordance with the needs and
desires of consumers (Table 3).

Table 1:
Description Product Completeness variable
No. Item A sment criteria Mean Item Mean Variable
Always Often Sometimes Never
Xi.1 | Variants of food 30 x 4 29x 3 38 x 2 3x1 2.86
X3, | Variants of drinks 34 x4 31 x3 30x2 5x1 2.94 2.72
X13 | Complementary food 22 x4 33x3 37 x2 8x1 2.69 (Good)
Xi.4 Snacks 27 X 4 31 x3 36 x 2 6x1 2.79
Xis Favorite menu 21 x4 24 x 3 35x2 5x1 2.31

Source: Compiled by the authors

Table 2:
Description of The Location Variable
No. Item A sment criteria Mean Item Mean Variable
Always Often Sometimes Never
X5.1 Location access 61 x4 25 x 3 13x2 1x1 3.46
X5 Security access 23 x4 34 x 3 42 x 2 1x1 2.79 3.04
X3 | Parking lot 23 x4 59 x 3 18 x 2 3.05 (Good)
X4 | Cleanliness 34 x4 35x3 30x2 1x1 3.02
X2.5 | Smooth Traffic 27 x 4 41 x 3 26 x 2 6x1 2.89
Source: Compiled by the authors
Table 3:
Description of the Promotion variable
No. Item A sment criteria Mean Item Mean Variable
Always Often Sometimes Never
X3.1 Interesting promotion 25x4 27 x3 39x2 9x1 2.6
X3.2 Menu offered 28 x 4 33x3 36 x2 3x1 2.86 2.71
X33 | Social media promotion 16 x4 26 x 3 37 x2 21 x1 2.37 (Goo)e
X34 | The newest product 17 x4 20x 3 39x2 24 x 1 2.30
X35 | Promotion once a month 21 x4 18 x 3 45 x 2 16x1 2.44
X3 | About sentra 79x 4 12x3 8x2 1x1 3.69

Source: Compiled by the authors
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4.7. Description of the Purchase Interest Variable

Based on the table, it can be seen that from the results of the average data above of 2.77, it
can be concluded that the three variables can influence the purchase interest of consumers are
good and make repeat purchases at Sentra Kuliner Pakal Benowo Surabaya East Java Indonesia

(Table 4).
Table 4:
Description of the Purchase interest Variable
No. Item Assessment criteria Mean Item Mean Variable
Always Often Sometimes Never
Yi1 | Attract purchase interest 24 x 4 31x3 41 x2 4x1 2.75
Y,, | Satisfied 30x 4 40 x 3 27 x 2 3x1 2.97 2.77
Y13 | Product supports 28 x 4 35x3 30x2 7x1 2.84 (Good)
Y:1.4 | Visits and Transactions 20x 4 20x 3 53x2 7x1 2.53

Source: Compiled by the authors

5. Conclusion

Based on the results of the study, the results of the t-test showed that the variable product com-
pleteness had an effect on consumer buying interest at Sentra Kuliner Pakal Benowo Surabaya East
Java Indonesia of 7,936 and a significant value of 0,000 with a significance level of 0.050. The location
has no effect on consumer buying interest at Sentra Kuliner Pakal Benowo Surabaya East Java Indo-
nesia of 0.051 and a significant value of 0.959 with a significant level of 0.050. And promotion has an
effect on consumer buying interest at Sentra Kuliner Pakal Benowo Surabaya East Java Indonesia of
3.973 and a significant value of 0.000 with a significant level of 0.050. To increase consumer buying
interest, Sentra Kuliner must add food variations and complete food variants at this Sentra Kuliner as
well as carry out intensive promotions to retain regular consumers and attract new consumers.

Sentra Kuliner must add product combinations and full food variants to this Sentra Kuliner to
raise customer purchasing interest, as well as carry out intense promotions to maintain regular
consumers and attract new consumers.
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