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Abstract

This research aims to see what factors influence the level of customer satisfaction when
shopping in retail. From the measurements that have been carried out, the results show
that 80% of the indicators selected as benchmarks for brand performance show a large
gap between the performance value and its importance. Where it is found that Q1 (cashier
performance in serving) has the greatest value of -1.6. Followed by the Q6 indicator
(convenience in shopping areas) with a value of -0.767. Furthermore, many respondents
also thought that the Q3 indicator (employees' understanding of the product and the ability
to provide reliable information) was quite bad, with a gap value of -0.567. Then there are
2 indicators that show the same gap value, namely Q2 (employee consistency when
offering promos) and Q7 (products available in stores), with a gap value of -0.5. It was
found that there are 4 indicators that fall into quadrant 1, namely indicators Q1 (cashier
performance in serving), Q6 (comfort of the shopping area), Q3 (employees'
understanding of the products being sold and their ability to provide reliable information),
and Q9 (physical evidence at the store). The inclusion of 4 out of 10 of these indicators
into quadrant 1 indicates that the store failed to provide good and satisfactory performance
to consumers, while the other 4 indicators are considered very important with importance
values of Q1 4,667, Q6 4,367, Q3 4.2, and Q9 4,033 out of 5 points.
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INTRODUCTION
Lawson is a retail company founded by J. J. Lawson that experienced very rapid

development in the US and later changed ownership to become Daiei Lawson Co., Ltd.
During its development, retail began to open branches in several countries, one of which
was Indonesia, with the characteristic of selling typical Japanese foods such as bento,
odeng, etc. In 2011, retail collaborated with one of the Alfamidi companies and has
continued to grow to this day. In the midst of retail competition, manufacturers need to
see opportunities in all situations in order to stay ahead of competitors. Therefore, this
research was conducted to see what factors influence the level of customer satisfaction
when shopping at retail. From the attributes and indicators that have been selected, a
measurement will be carried out on the retail brand. So it is hoped that the results of this
research can provide useful information for retailers in determining strategies to increase
customer satisfaction and change consumer behavior towards brands.
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THEORETICAL STUDY

Services are products offered to consumers in intangible form with the aim of
meeting their needs and wants. Service is a very important part of running a business
because, of course, without quality service, customers will not feel comfortable and will
not be interested in buying the products offered by the business. So far, many experts
have provided definitions of customer satisfaction. Customer satisfaction or
dissatisfaction is the customer's response to a nonconformity or confirmed evaluation
suggesting prior expectations (or other performance norms) and actual performance. how
the product feels after use. Customer satisfaction is an evaluation of the buyer in which
the selected alternative does at least provide results (outcomes) that equal or exceed
customer expectations, while dissatisfaction arises when the results obtained do not match
customer expectations. meet customer expectations.

Customer satisfaction is the level of someone's feelings after comparing the
performance or results they feel to their expectations. Service is one of the keys to success
in business competition; providing excellent service will be able to achieve customer
satisfaction. To win competition in business, companies are required to understand what
consumers need, so they will need a strategy to know consumers' wants and needs.
Quality is the nature of a product or service that influences its ability to meet the real or
implied needs of consumers. There are five views on quality: the transcendental approach,
the product-oriented approach, the customer-oriented approach, the manufacturing-
oriented approach, and the value-for-money approach. It can be explained that the
transcendental approach is an approach to quality where quality can be felt but is difficult
to define; then there is the product-oriented approach where quality can be measured
using numbers; the customer-oriented approach where quality depends on the customer's
point of view; the manufacturing-oriented approach, which focuses on adjustments to the
specifications developed; and the value-for money oriented approach. This approach
views quality in terms of value and price.

Quality is defined as "fitness for use". Quality is the customer's perception of
service quality resulting from a comparison between consumer expectations and the
actual experience experienced by consumers in consuming a service. Service quality is
an essential thing that must be offered by companies offering services. Service quality
will be assessed as good by consumers if the quality of service offered is the same as or
exceeds customer expectations. If not, then the service quality is considered poor by
consumers. The service quality dimensions used in this study are interaction quality,
physical evidence quality, and result quality. Previous studies have found a significant
effect of service quality on customer satisfaction and loyalty. Quality is neither mind nor
matter but rather an independent entity of the two. Although quality cannot be defined,
you definitely know it.

Service quality is a performance that can be offered by one person to another. This
performance can be in the form of intangible actions and does not result in the ownership
of any goods by anyone. The main point is that service is an action performed by a seller
to a buyer or consumer in order to meet their needs and desires. This behavior aims to
achieve customer satisfaction itself. A service can be carried out when consumers choose
a product or after completing a product purchase transaction. Good service quality will
also have a positive impact on the company because loyal customers will provide benefits
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for the company. In general, service quality is a global attitude or assessment of service
excellence, although there is no uniformity of opinion in the real scope of this attitude.

Parasuraman et al. (1996) have developed a measure of service quality called
SERVQUAL (Service Quality). This SERVQUAL is a multi-item scale with several
questions that can be used to measure respondents' perceptions of service quality, namely:
(1) Physical evidence (tangibles), including facilities, equipment, employees, and means
of communication. (2) Reliability, namely the ability of staff to provide promised services
and provide satisfactory service. (3) responsiveness, namely the desire of staff to help
customers and provide responsive service. (4) Assurance, including knowledge, ability,
courtesy, and trustworthiness of staff, free from danger, risk, and doubt; and (5) Empathy,
namely ease in establishing relationships, good communication, personal attention, and
understanding towards customers.

Service quality is a mismatch between consumer expectations and consumer
perceptions. If the service received or felt is as expected, then the quality of service is
perceived as good and satisfactory. The quality of service received by consumers is
expressed by the magnitude of the difference between consumers' expectations or desires
and their level of perception. Service quality as perceived by customers can be determined
by the extent of the discrepancy between customer expectations or desires and their
perceptions. Service quality as perceived by consumers can be defined as the extent of
the difference between consumers' expectations or desires and their perceptions.
Implementing service quality has become a strategy for several industries, including hotel
service companies. In hotel service companies, service quality is one of the strategies for
achieving hotel guest satisfaction. The success of a company in providing quality service
to its customers, achieving a high market share, and increasing company profits is largely
determined by the approach used.

RESEARCH METHODS

Gap 5 analysis is carried out to compare the original performance in the market
with the expected performance in the market. This analysis is important to carry out
because, from the measurement results, brands can see how they are performing in the
market and what steps they need to take in the future. From the measurement results, the
five largest indicator gaps and the five smallest indicator gaps will be found. In this
measurement, we use 10 indicators that measure from several sides, namely: Q1: Cashier
performance in serving. The measurement looks at the cashier's accuracy, speed, and
politeness. Q2: Consistency of employees when offering promotions that are available
when consumers shop. Q3: Employee assurance: see how well employees understand the
product and can provide reliable information. Q4: Prices and promotions. Measuring
whether there is a match between the price paid and the promotions displayed in the shop
window. Q5: Payment facilities: seeing the availability of various payment options and
security in transactions. Q6: The convenience of the shopping area includes room
temperature, a clean store, and the availability of parking. Q7: Products are available.
Measuring the neatness of product arrangement, completeness, and hygiene. Q8:
Friendliness of all store employees in serving customers. Q9: Physical evidence, such as
signage, air fresheners, and clear product prices. Q10: Availability of brand loyalty such
as membership, which can provide more promos and discounts

RESULTS AND DISCUSSION
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From the measurements that have been carried out, the results show that 80% of the
indicators selected as benchmarks for retail brand performance show a large gap between
the performance value and its importance value. Where it was found that Q1 (cashier
performance in serving) was the largest with a value of -1.6. This is followed by the Q6
indicator (shopping area comfort) with a value of -0.767. Furthermore, many respondents
also thought that the Q3 indicator (employees' understanding of the product and ability to
provide reliable information) was quite poor, with a gap value of -0.567. Then there are
2 indicators that show the same gap value, namely Q2 (employee consistency when
offering promos) and Q7 (products available in the store), with a gap value of -0.5.

Apart from the 5 gaps above, there are also 3 indicators with smaller values but also
showing large gap results, such as Q9 (physical evidence), which is considered less
comfortable with a gap value of -0.333. This is followed by Q4 (match between the price
paid and the one displayed), which shows a fairly high gap value of 0.3. Then at number
8, there is the Q5 indicator (availability of payment facilities) with a gap value of -0.233.
From the results of this gap analysis, we also found that there are 2 indicators that show
positive gap values, which means the performance value is higher than the importance
value. These 2 gaps are Q8 and Q10. Where Q8 (friendliness of all retail employees)
provides a good experience with a gap value of 0.233. As well as the Q10 indicator (brand
loyalty such as membership, which provides lots of promos and discounts) with a gap
value of 0.333.

To measure service quality, we also use the Importance-Performance Analysis
(IPA) tool. IPA is part of a marketing research technique that measures consumer
behavior and attitudes towards the products we offer. The results of the IPA can be seen
in the form of a scatterplot graph, which helps show which parts require the most attention
from the brand. IPA analysis can be done with the help of the quadrant model. From the
measurement results that have been obtained, we process the data into the form of a
scatterplot graph. From data processing, it was found that there were 4 indicators that
entered quadrant 1, namely indicators Q1 (cashier performance in serving), Q6
(convenience of the shopping area), Q3 (employees' understanding of the products being
sold and their ability to provide reliable information), and Q9 (physical evidence at the
store). The inclusion of 4 out of 10 of these indicators into quadrant 1 indicates that the
store failed to provide good and satisfactory performance to consumers, while the other
4 indicators are considered very important with importance values of Q1 4,667, Q6 4,367,
Q3 4.2, and Q9 4,033 out of 5 points.

Furthermore, it was found that there are 4 indicators that are in quadrant 2, namely
Q7 (products available in the store), Q5 (availability of payment facilities), Q8
(friendliness of all employees), and Q4 (appropriateness between the price paid and what
is displayed in the storefront). The 4 indicators included in this quadrant are considered
good because quadrant 2 represents indicators with a high level of importance, which is
also accompanied by a high level of performance. This indicator is a factor that provides
satisfaction to consumers. The level of importance of this indicator is considered quite
high, including Q7 and Q5, 4,467, Q8, 4,333, and Q4, 4,267. From this IPA analysis, the
Lawson brand can see that these four indicators are indicators whose performance must
be maintained. Of the 10 indicators, there are 2 that fall into quadrant 3, namely Q2
(employee consistency when offering promotions) and Q10 (brand loyalty such as
membership). This quadrant shows indicators that are not a brand priority because of their
low level of importance and performance. These two indicators show a fairly high level
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of importance, where Q2 is 3,767 and Q10 is 3,067. This level of importance is also
accompanied by a Q2 performance value of 3,267 and a Q10 performance value of 3.4.
Apart from that, even though it is in quadrant 3, the Q10 indicator is included in the best
indicators for providing satisfaction because its performance value is higher than
importance, namely with a value difference of 0.333.

CONCLUSION

From the results of measurements that have been carried out using both Gap 5
analysis and Importance-Performance Analysis (IPA), we came to the conclusion that, as
one of the well-known retail stores, its performance is still very poor. The results of the
Gap 5 analysis show that 80% of the indicators considered important by consumers in
providing satisfaction do not provide good performance. Then, in the IPA analysis, it was
also found that many indicators were still lacking in terms of performance, even though
their level of importance was quite high. Therefore, from the results of the measurements
we have carried out, the advice we can give is that retailers must make strategic changes
regarding the way they serve consumers as well as regarding how they can provide
comfort in terms of shopping areas. This is because, based on the results of the survey
conducted, many respondents agreed that these four indicators were important factors for
retail stores to operate. So, it is hoped that by improving these four indicators, the brand
can provide consumer satisfaction. For indicators that are already good (in quadrant 2),
the brand must still be able to maintain its performance. Because even though these four
indicators fall into quadrant 2 with high values, they still show a negative gap between
the level of performance and its importance. For the two indicators that fall into quadrant
3, it is hoped that they will also attract brand attention. Because even though quadrant 3
is considered to have a level of importance that is not too high, it is not a priority. If the
brand can improve its performance in these 2 indicators until it enters quadrant 4, it will
form a very good impression or image in the minds of consumers.
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