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Abstract
Cibaduyut has been known as center of shoe producers. But, a lot of shoes from national or international
company offered to Bandung people. Consequently, shoe industry has high competition but there is a small
company offers JIF’s Brand. This micro enterprise is owned by a house wife. She has a unique marketing
program to win competition and until now, she has loyal customers. Unfortunately, competitors had able to
influence JIF’s customers. The goal of this research is to know and analysis how is the marketing program,
customer loyalty and it’s influence on customer loyalty. Research objects are individual costumer of JIF'S. This
study uses descriptive-verificative method with descriptive and explanatory survey.dSamplenis 50 customers.
Path analysis is used to analyze data. Marketing mix gives positive influénce on customer loyalty.
Simultaneously, product, price, place and promotion influence customer loyalty of JLIE 5. I8 100 small with

17.8%. Based on analytical to this data, most of factors influence customer loyalty isipersonal of JERS owner.
In a micro business, owner becomes the most important factor influence ciistomersto buy produdsy Partially,

price becomes the only one factor that influence customer loyalty. Product, place and promo

influence.
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1. Introduction

Indonesian government concerns on shioe
industry which had been introduced< since
2008 by involving Mr. Jusuf Kallal former
Indonesian Vice President to drive national
shoe mdustry as one of Indonesian ‘main
industry. Indonesian is engbimaged to use
national shoe brand than inmiported branded
(http//www.sctv.co id).

One of shoe center that was developed j \'
Cibaduyut in B to make it real \
i f

e to be a bran

giher cities in
Indonesia. Ewvi r will come by to
Cibaduyut when. theyaCoine to Bandung.
Unfortunately, competitions among shoe
brands in Bandung have been becoming higher
and higher. It is also caused by
implementation of ASEAN China Free Trade
Area in 2010. Shoe makers and other shoe
business owners have to face tight competition
from foreign business men especially from
China that has been known for their cheaper
products.

Local government of Bandung has focused
to develop Bandung by appointing Cibaduyut
as shoe center. The goal of this program is to
increase and to introduce that Bandung has

do not give

N

Shoe ecnfemand ng people should come

oIS aica I as tourist. One of local
micro ¢o y which runs shoe business is
RS I ned by a house wife and she set

up 1 1999 when she was still a student in
0 private University, in Bandung. She
tmspired by demand of her environment on

oes, especially her friends and lecturers.

She realizes that her company is a micro
scales, she uses unique business strategy that
is suited to her capability. One of unique
strategy is she has no factory and no store to
display her products. The only one she has is
only her small car that accompanies her to
offer her products everywhere. Meanwhile, her
house i1s used for making design, print and
delivery it to the customers.

Another uniqueness of JIF’s business is
the way she produces her products. She
cooperates with one of home industry and
order to produce shoes based on her request. It
does not need big investment to run business
like this.

Third uniqueness 1is the marketing
program. Even it is a small company, but the
owner uses marketing concept to market her
products.

Philip Kotler dan Kevin Keller said that
marketing is about identifying and meeting
human needs. One of the shortest good
definitions of marketing is “meeting needs



profitably” (Kotler and Keller, 2009: 45).
Marketing program can be divided into
product, price, place and promotion. All of
these variables are used by JIF’s to market the
product.

Product offered by JIF’s is shoe for man
and ladies and it is made of best quality
material. Design of shoe is latest mode and
consumers can order based on their need and
want.

Colors of the shoe can be chosen by
customers because JIF's offers more than 20
kinds of colors. Tt is different from other
company that offers limited alternatives.
Sometimes, they just offer what they have
produced and cannot fulfilled each customer
demand. Other advantages of JIF’s shoe are
quality sew of the shoe. Even the shoe was
often watered when rainy days, the shoe won’t
be broken.

added while owners offer the product to
customers.

Promotion is not the main tools for owners
to infroduce products. No advertisement, no
catalog, no publicity and no sales promotion.
The only one promotional activity is personal
selling that is executed directly by owners
from campus to campus and office to office.
Another way is by using facebook to
communicate the product.

Until now, amount of JIF's customers are
276 that is recorded on JIF's book. They are
from different jobs, different ages and
different educational backeround. They buy
JIF’s product not only e piic but also more
than one pairs. ay -

Unfortunately, owtief faces @ competition
from other prGdiets ~Hhatcare coifered by
distributors 10 Hic Saiie Cusio| ey offer

with lowemprice bul guf{w worse than
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Price o s competitive JIF's shoe. Implication of this condition is
compared to s. Shoe for man is some existing customers moved to competitors

from Rp. 200 o 260:000, while for
woman is  frol©RKp.  175.000  to
Rp.225.000/pair. The differences of this shoe
to others are product quality, designs and
models. Those variables are better than
competitors. Payment of shoe is not directly
when consumer orders the products. They can
pay a week after receiving the product and it
becomes an interested point for the customers
to buy ITF’s shoe.

Distribution is one of the most important
things that is considered by JIF's owner.
Customers do not have to pick up the shoe but
it will be delivered to the customers. Delivery
system is very important and become value
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and do not buy JIF’s Shoe. But. it didn't take
for long time because after a month, they
moved back to JIF's again and order the
product.

This condition is supposed related to
customer lovalty on JIF's shoe and there for,
research question are how is the consumer
response on marketing mix program, how is
consumer loyalty and how is the influence of
marketing mix toward customer lovalty.

The goal of this research are to know and
analysis marketing program, customer loyalty
and the influence of marketing program
toward customer loyalty.



2. Relevant Theories

Marketing Management is the process of
planning and executing the conception,
pricing, promotion, and distribution of ideas,
goods, and services to create exchange that
satisfy individuals and organizations goals.”
(http/iwww.marketingpower.com/library/dicti
onary). Kotler dan Keller said that marketing
is an organizational function and a set of
process for creating, communicating, and
delivering value to customers and for
managing customer relationships in ways that
benefit the organization and its stakeholders
(Kotler & Keller, 2009: 45).

Marketing Mix is the set of marketing
tools that the firm uses to pursue is marketing
objectives in the target market (Kotler, 2006 :
425),

Marketing program becomes marketing
stimuli at the customer purchase decision.

Post purchase behavior is lovyalty and
loyalty is defined as non random purchase

expressed over time by some decision making

unit {Griffin, 2002).

Lovelock said that loyalty is a customer” s
commitment to continue patronizing a spemﬁc
firm over an extended period time (Lovelock,
2007: 629)

Griffin describes four characterlstlc bf
loyal customer:

Makes regular Report Purchase,
Purchases across product and §eivice lies.
Refers other

g a2

Demonstrate unity, to the full
the com iffin, . 2002:
Based {yfe review, research
paradigm calj be se
Marketing
1 : PI'OdllCt. G]:_lstomer
2. Price
3. Place Loyelty
4. Promotion

Figure 2. Research Paradigm

Hyphoteses of this research is marketing
mix has positive influence on customer loyalty
simultaneously. While minor hypothesis are
a. Product has positive influence

customer lovalty
b. Price has positive influence on customer

loyalty
c. Place has positive influence on customer
loyalty

on

Q@
R
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d. Promotion has positive influence on

customer lovalty
3. Design, Model, and Implementation
Research object is JIF's customers who
consist of Lecturers, students and employees
in Bandung. Management of JIF's is also
research object.

This study uses descriptive-verificative
method with descriptive and explanatory
survey. Path analysis is used to analyze data.
Sampling technique is simple random
sampling with amount sample will be based on
276 populations and uses_farmula to calculate
sample:

~
N : AgiGuntef popula’uog&?"
n Sample

Yo

d < Precision
)+ 1] =496

nt is 50 customers.

206/ 1206
Mlmmum res

Ba n questioner distribution and
calogla by SPSS 15, validity of each
in r is above 0.3 which means the

ments are valid. While the reliability is
ove (.7 and it indicates questioners are
reliable.

4. Implication/Result
4.1 Profile

Profiles of respondents are based on sex,
ages, job, monthly income and outcome.

4.1.1 Sex
It consists
respondents:

of male and female of

Sgx Man
8%

Woman
2%
Source: Data collection, March-April 2010,

Graphic 1. Sex



92% of respondents are female and 8% are educational background Diploma 1T and

male. It indicates majority of JIFS customers under-graduated.
is female who buys shoes. But, they also buy
shoe for their husband, brother or son. While 4.1.4 Jobs
8% of respondents are man buys shoes for Respondent jobs are housewife, lecturers,
their wives. employees and others.
4.1.2 Ages House
Ages is based on some groups, namely age Jobs e
under 18 vears old, 18-24 vyears old, 25-31 itk 10%
year old, 32-38 years old, 39-45 vears old and 30% e
more than 45 year old. Employ . 5
ees 20%
AGES <18 o

>45 8% Source: Data collection Marcli Apl 2010.

14% 18-24
{ @loyees of
g d private

39-45
14%

0%

25-31
30%

e lecturers at

fadjaran University

ity while 10% are

o f respondents are others

@ view with JIF's owners,

ss women with small or

e who have been existing

_cust &??nce JIF’s was small.
@kflonthly Income

Monthly income of Respondents can be
Q een in the graphic below:

32-38
34%

Source: Data collection, March-April 2010,

Graphic 2. Ages

Majority of customers is 32-38
and they are 34%. Tt is followed by
25-31 wyears old, 30%. It indicates
customers are from adult groupes.,

4.1.3 Educational Backgroun :

Customer’s educational backg AURESTa \«
be seen from sorg : ! <Rp.
Monthly Income: oo
00
EDJG * Ry o
4.000.0 e
00
Rp.
5% 500.0
01-Rp.
4.000....
Others Source: Data collection, March-April 2010.
70%

Source: Data collection, March-April 2010, Graphic 5. Monthly Income

Monthly income of respondents are 62% is

Graphic 3. Educational Background
from Rp. 2.500.001 to Rp 4.000.000 and it

Most  of respondent’s  educational indicates how the income of JIF’s customers.
background is others, with quantity 70%. 28% is over Rp. 4 million and only 10% is
Based on interview with JI1F's owners, they are below Rp. 1.000.000.

Senior High School and Diploma. It is not
stated in the questioners. The rest is graduated
with 20% of respondents. No respondent with
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4.2 Marketing Mix
4.2.1 Product

Product is a bundle of physical, service
and symbolic attributes designed to satisfy a
customer’s want and needs (Boone and Kurtz,
2005: 305).

Product of JIF's will be seen from some
indicators related to JIF's. Some of them are
model, design, raw material, brand name,
packaging and services. All of these indicators
are used to describe JIF's product. Customer’s
response can be seen at table below:

Table 1. Customer’s Response on JIF’s Product

No. Indicators Score | Meaning
Suitability of products ;
! with customer's need il s
. very
2 | Product's model 216 intorested
3 | Suitability of size 207 | Suits
. i very
4 | Product's design 213 S
Easiness to remember
3 | JIFs brand 206 | Basy
. very
6 | Service 215 Sttt dl
7 Durability of products 213 | VeI 4 £
raw material durabils
3 Durgb].hty of product 208 &n:ablﬁ
sewing Y
very
9 | Conformance 213 comfor?
10 | Packaging 190 Interest

Source: Data collection, March-April 2010

at product and theg

ity ispelated to@
nerally is used Tor

responded suit to
uct design and
nef are supposed
1s £an order shoe
model as well as bageil on their interest.
Besides that, JIF'ssewfier also offers latest
model and design to the customer. Tt’s the
reason why customers are very interested to
the model and design. Unfortunately,
packaging is only responded as interested and
it’s the lowest score. Based on our interview to
JIF's owner, she does not pay attention to
packaging because she thinks that the most
important to the customers is product quality,
design and model.

Customer is easy to remember JIF’s brand.
When they hear or see JIF’s brand, they
directly rememmber product quality offers JIF’s.
Durability of IIF's shoe is responded very

working.
them. Prod@ict el
service offetgd by WF's

durable for the raw material while durable for
shoe sew. Quality is the key point for JIF's to
compete with others. All JIF's products are
guaranted by JIF’s owners since the beginning.

4.2.2 Price

American Marketing Association: price is
the formal ratio that indicates the quantities of
money goods or services needed to acquire a
given quantity of goods or services
{www.marketingpower.com). Customer
respond to price is

Table 2. Customer’s Rrespanse on JIF's Price

No. Indicators .« | ch_re . Meaning

1 | Price 4075 INElETp

9 A;hlevabmty of ool ‘@?ﬂe
price e
Suitabilily of : g .

= price and quality i‘l\ g 15

4 | Clearness of price !;2}’ very clear

o | Discount J"lk‘g’l'26 not clear

™ £iiiment perigd 216 | very interested
7 | Bavinent ol 215 | very interested

Source: Dava colloon, March-April 2010.

R ents said that the price of JIF’s is
chea‘%l they can buy it. JIF's price suits to
duct quality Compared to quality of raw

and

rial sew. Payment period and

&ayment method is responded to be very
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interested since customers do not have to pay
directly but a week after they order the shoe.

Information about price is very clear to
customers because they know how much the
costs of each pair. Unfortunately, discount is
supposed not clear to them. After doing and
interview to JIF's owner, she does not give
discount to every customer but to anyone who
wants to help her becoming a connector to
new market. That’s why most of customers do
not know about discount.

4.2.3 Place

Marketing  channels are  set of
interdependent organizations involved in the
process of making a product or service
available for use or consumption (Kotler &
Keller, 2009: 787). Customer respond to place
is



Table 3. Customer’s Response on JIF's Place

No. Indicators Score | Meaning
Easiness of getting
1 it 183 | easy
2 | Delivery system 210 | interest

Source: Data collection, March-April 2010,

Respondents said that the feel easy to get
IIF’s product and also interested to the
delivery system. JIF's owners deliver the
product directly to the customers.

4.2.4 Promotion
Promotion means “to move forward” and
in marketing, promotion has a similar
meaning, namely to motivate (or move, in a
sense) customers to action (Shimp, 1993: 6).
The objectives of promotion are
1. Informing prospective customers about the
product, services and terms of sale
2. Persuading people to prefer particular
products and brands, shop in certain
stores, attend particular entertainment

events, and perform a variety of other'

behavior

3. Inducing action from customers such that
buying behavior is directed towdid the
marketer’s offering and is undefaken
immedietly rather than delayed (SHilip,
1993:7)

JIF's management is only useswpersenal

response can be

selling and face book for promotion dnd th%\

No. Sdore i Meaning
very
1 | Perso 216 intorested
Promoti: - ;
2 facebook 135 | less interest

Source: Data collection, March-April 2010

Customer is very interested on personal
selling of JIF’s owners. Unfortunately,
promotion through facebook is responded less
interested since it is new and has not been
familiar yet to the customers.

4.3 Customer Loyalty
JTF’s customer lovalty can be seen through
four indicators
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Table 5. Customer Lovalty

No. Indicators Score | Meaning
1 [ Repeat purchase 210 | agree
Buy other products 209 | agree
3 Recommendation to 210 | a5res
others
Refuse competitor's
4 P 132 | less agree

Source: Data collection, March-April 2010.

Respondents agree that they do repeat
purchase. It indicates that customers buy JIF’s
product after they buy the first product. They
also buy product besides shoe such as sandals
that offered by JIF’s.

Recommendations o = ailiers  is  also
executed by respondeits Hased dn interview
with JTF’'s owness, custdiiiers Olten ord of
mouth among cusiomers aund Q@ 5. Most
of them recoimmends (o fr_len family.

Unfbrfingiely, they agree
stategrignt  that o they competﬂ:or 8

ey will buy other

produety It meags
competitor produ it will harm JTF’s.

44 The Inﬁi&

of Marketing Mix

towar ustomer Loyalty
4.4, & fluence of Marketing Mix
ards Customer Loyalty
lmultaneously
yphoteses:

Ho: Marketing mix does not give positive
influence on customer loyalty

Hi: Marketing mix gives positive influence on
customer lovalty

By using SPSS 15, the result of
questioners:
Table 6. ANNOVA
ANOVA
Sum of
hode Sguares di ean Squar F Sig
1 Regressi 964 4 241 2437 [EE
Residual | 4.4438 45 099
Tolal 5411 49
a Prediclors: (Constant), x4, x3, x1, x2
b Dependent Variable: y

Significance level is smaller than 0.05, so
H nul is rejected and H1 is accepted. It means
marketing mix gives positive influence on
customer loyalty.



The influence of marketing mix toward
customer loyalty can be seen from
determination coetficient (R square).

Table 7. Model Summary

Model Summary

Adjusted |[Std. Error of
Model R R Square | R Square [the Estimate
1 4228 178 105 31439

a. Predictors: (Constant), x4, x3, x1, x2

R-square = 0.178. Customer loyalty is
mfluenced by marketing mix 17.8%. .

4.4.2 The Influence of Marketing Mix
towards Customer Loyalty Partially
Hp: Product does not give positive influence
on customer loyalty
H;: Product gives positive
customer loyalty

influence on

Hy: Price does not give positive influence ofi

customer loyalty

H;: Price gives positive influence on cuiomer
loyalty

Hq: Place does not give positive influence on

customer loyalty

H;: Place gives positive intfluence on, custonier

loyalty

Hy: Promotion ¢ positive infl
on custo
H;: Promot ogitive influence on

ficiaht
Coefficients
Unstandardized Btandardized
Coefficients Coefficients
Model B Btd. Errorf Beta t Sig.
1 (Constan[ 1.676 822 2.039 .047
x1 .049 175 .040 278 782
x2 374 185 325 2.024 .049
X3 .104 114 134 912 .366
x4 .020 074 .039 .266 791
a.Dependent Variable: y

Significance level of product, place and
promotion is bigger than (0.05. It means HO is
accepted and H1 is rejected which means
product, place and promotion does not give
influence to customer loyalty. Only price has

3
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significance  level smaller than 0.05.
Consequently, HO is rejected and HI1 is
accepted which means price give influence to
customer loyalty

Trimming should be done to calculate
price toward customer loyalty and by using
SPSS 15, the result is

Table 9. Coefficient

Coefficienls

Unstandardized ptandardized
Coefficients _ [Coefficients

Mode B Btd. Erro Beta t Sig.
1 (Constar] 2.027 591 3 3.428 .001
x2 459 152 3.015

a.Dependent Variable: y

399 .004

result is
with value

Based onf trimmiing process
price influences cusiomer 10 a
(0.399 =@NISO &

Statistical ealculat indicates  that
sirdultaneously,” prods price, place and
promotion, influen stomer loyalty of JIF’s.
18 ton, small withN,7.8%. Based on analytical
Oth 1S dae, rr{:’ﬁf factors influence customer
10yally 1s pé‘?onal of JIF’s owner. Since 1999,
JIES'o ? as been known by customers and
Lhey to her. Her name becomes a

ly for the quality. In a micro business,
¢r becomes the most important factor
j ﬂuence customers to buy products.

Owner said that she tried to understand
what customer need, want and demand as well
as customer’s characteristic. Peter Drucker
“the aim of marketing is to make selling
superfluous. The aim of marketing is to know
and understand the customer so well that the
product or service fits him and sells itself.
Ideally, marketing should result in a customer
who is ready to buy (Kotler & Keller, 2009:
45).

Partially, price becomes the only one
factors that influence customer loyalty.
Product, place and promotion do not give
influence.

Based on observation, high product quality
becomes an obligation for JIF’s and so does
place. A product is anything that can be
offered to a market to satisfy a want or need.
Products that are marketed include physical
goods, services, experiences, events, persons,
places, properties, organizations, information
and ideas (Kotler and Keller, 2009: 789). Place
also becomes and obligation for the company



to offer. Promotion is not becoming an
important variable for marketing program of
JIF’s. Personal selling and face book are the
only way JII’s owner to communicate with
customers.

Price is the only one variable the influence
customer loyalty. Price is used to
communicate with consumer besides product
quality. Price also communicates to the market
the company’s intended value positioning of
its product or brand (Kotler & Keller, 2009:
789)

Conclusion

1. Customer response product that their need
1s very suit but size is only suit to them.
Product model, product design and service
are supposed very interested.
Unfortunately,  packaging is  only
responded as interested and it’s the lowest
score. Customer feels easy to remember
JIF’s brand. Durability of JIF’s shoe is
responded very durable for the raw
material while durable for shoe sew.

2. Price of JIF’s is cheap and customers gln
buy it. JII’s price suits to the préduct
quality. Payment period and glayiment
method 1s responded to be very miterested.
Information about price is very clear te
customers. Unfortunatelys. discount * 18
supposed not clear to theni.

3. Respondents feel easy to get s product

selling o ers. ‘Unfortun ;
promoti tadgbook is responded
less inte:

5. Respondegnts ee thgl they do repeat
purchase y product besides

shoe such thatdftered by JIF’s.
Recommendation tad others 1is also
executed by rcspondents. Based on

interview with JIF’s owners, customers
often do word of mouth among customers
and to others. Most of them recommends
to friends and family. Unfortunately, they
less agree on statement that they refuse
competitor’s product. It means that they

@%ﬁ Philip, and Kavin Lane Keller, (2009),
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will buy other competitor product and it
will harm JIF’s.

6. Marketing mix gives positive influence on
customer loyalty. Statistical calculation
indicates that simultaneously, product,
price, place and promotion influence
customer loyalty of JIF’s. It’s too small
with 17.8%. Based on analytical to this
data, most of factors influence customer
loyalty 1s personal of JIF’s owner. Since
1999, JIF’s owner has been known by
customers and they trust to her. Her name
becomes a warranty for the quality. In a
micro business, owner.becomes the most
important factor miflucnée customers to
buy products. Pattially: pricésbecomes the
only one factors that influcnce customer

loyalty. Pre@ugs place afid OWOH do
not give influcnce. é
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