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Abstract—The aim of this research is to analyze the infleeatbrand
image, product design and price perception to pasehdecision of the
consumers of SPECS sports shoes in Indonesia. Stody used
verificative method to know the influence of aialasle to others. The
sample of this study was determined purposivel0fbcollege students
wear SPECS sports shoes at the Faculty of EconoamdsBusiness
University of Pancasila Jakarta. The data collectbtbugh the library
by maximally utilize related literarues and questiaire speraded to
the respondents. The findings reveals that theabei brand image,
product design and price perception of SPECS spbrtes significantly
influence consumer purchase decision. Familiamgsign and the low
price of the SPECS shoes stimulated the consundecsion on the
purchase. Product design helps consumer to gehitjieest benefit and
satisfaction, while the money spent to pay theepoicthe SPECS sports
shoes fits the consumer and suits the qualityeptioduct.

Keywords— Brand image, product design and price percepioml

buying decision

I..Introduction

The agreement of ASEAN Economic Community (AEC) has
been carried out, Indonesia must prepare if doésvaat to be
the market of the incoming products from the ASEédintries.
Indonesia with the highest number of populatiorSwuth East
Asia has a high consumer base attraction. With dwarxce
technology, the business world nowadays has undergarapid
change. Consumers demand a product in accordanhbetiveir
taste, need, and purchasing power. Therefore, thvltebe a
serious competition in several comodity tradingwill make the
company that is unable to improve the good valuel an
competition power loses to the foreign company thaible to
move fast, efficient, and has high productivity twitthe
production technology.

To win the competition, the company must show the
best product and fulfil the consumer taste thatalways

developing and changing. Therefore, it is importéot the

company to know the consumer behavior that willed®aine
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their purchase decision[1]. [2] stated that a ganpurchase
process has some sequences as follow: problemifidation,
information search, alternate evaluation, purchdeesion and
after-purchase behavior. The marketer’'s duty isumnderstand
unapditd
situational factor and risk assumption that inflcetthe purchase

every step of behavior, people’s attitude,
decision and consumer satisfaction level after mase, the
benefit and elimination and the action from the pamy.

The importance of understanding consumer behaviasr
become the attention from various kind of industriene of them
is sports shoes industry. The increasing of exeraigareness in
society is marked by the developing of sports @ntike gym,
futsal field, football field, jogging track in theousing complex
area and many more. The competitive competiticalge shown
in many kinds of shoes available in the market. &olig
companies like Adidas, Nike, Specs, Puma, and Reeire
producers that have a tight competition in thisustdy [3]

In the 21st century, the purchase decision of atspo
shoes is quite difficult since the consumers hitle knowledge
of it, therefore, brand image can give an importatd. [4] stated
that brand image is a perception of brand that iisflection of
the consumer’s memory on the brand associatids.dtgroup of
belief, idea, impression and people’s perceptiom nand. With
SPECS
Indonesiamt ask Indonesian people to use local product. The

sports shoes slogan in advertisinguktikan

brand association of product can make the custoreasy to
process and recall some information of the braatl ithuseful in
purchase decision process [5]. In this case, SPE©8s shoes

is assumed has no brand image that becomes theroeris
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consideration to make immediate purchase decision.

Another factors that influence the purchase degisso
product design. It is a factor that needs seridiention from the
management, especially from new product developnesam
because most of the targeted consumers havedstamsidering
on the product design that is able to fulfil theeeds. The
development of consumer’'s need that varies towhed sport
product design, SPECS focuses in football, futadl Badminton.
In fact, nowadays the products not only shoes Isd aports
apparel and equipment. The design of SPECS spboss are
varies but it has not attracted the consumersryeleciding the
immediate purchase.

Price has the influence to the purchase decisitre T
higher the price, the lower the purchase decisim® versa. The
quality of SPECS shoes is not much different with foreign
brands. However, the price of SPECS is relativelyaper about
Rp 200.000 to Rp 400.000 each pair, while Adidaabsut Rp
400.000 to Rp 1,5 million each. The affordable @rid SPECS
sports shoes that perceived by consumers has eat digle to
pushthe immediate purchase decision from the coesuBased
on the explanation above, the aim of this rese&gdb analyze
how far the influence of brand image, product desigd price
perception to purchase decision of the consumerSRECS

sports shoes.

2.1. Purchase Decision

Consumer’s purchase decision of a product offesedlso

influenced by the perception on price, product, npstion,

place (marketing mix). [6] stated the purchase geni is

“some steps done by customers before making decimioa

product”. Decision making is an activity of an inidiual that

directly involves in getting and using the prodwffered.

Purchase decision is measured through 1)attitudeotioér

people 2) buying situation. 3) decision at the miomef

buying. A specific buying process consists of taguences as
follow: needs problem recognition, information sdar
alternative evaluation, purchase decision and heba\after
purchase. The purpose purchasing also influencedthiey
unpredictable situation factors. Consumer credtesptirchase
purpose based on the factors like: family incomigepand
expected benefit of product. After purchasing adpo,

consumer will have some levels of satisfaction and
unsatisfaction. Consumer will also involve in thetiens after

the purchase and using of the product.

[7] found that a high brand awareness will stinrileonsumer
to have a more positive opinion from the produditthan
create a higher purchase intention. The individdetision
making has the biggest influence, directly or iadity,
followed by external variable with the personal ihdbat can
influence the process of decision making [8]. Thenpany
must understand how a consumer will make a purchase
decision, how to adjust the mix in value chain, ragien and
build its own competitive brand through the retglkeration or
their own outlet [9]. If company combines the psyldgical
finding and the research of consumer behavior iicepr
strategy, they can improve their profitability, raower
maximize their profit [10]. [11]. in his researstates that the
understanding of consumer behaviour can give @bietta for
marketer on how marketing works, make them possible
design a stronger marketing strategy since oldgdegoes not
attract buyer [12]. has an argument that pricehis most
important factor in influencing a purchase decisioh a
product, while the product strategy is not reafiffienced.
2.2. Brand Image

Brand image is a perception on brand that is the
reflection of consumer’s memory on toward the aisgimn of its
brand [13],.According to [14] brand image is a kiraf
associations in the consumer's minds when consiger
particular brand. The association can be the mewabout the
brand’'s character, traits, strengths, and weaksesisthe brand.
By creating the right brand image of a productyilt influence
consumer evaluation on the alternative brand [15],

According to [16] that the present purchase isatliye
influenced by brand awareness and indirectly byndbramage,
brand equity influences purchase decision [17]].[h&xt, [19]
stated that brand can give a big benefit to thedycer and
consumer, brand can make a certain level wheretiafisd
consumer can choose the product easier so thabrtre can
increase the value for the consumer. Interactavitgt attitude had
a significant positive effect to the attitude oratd that in time
will have a positive effect to the purchase decisja0], [21]
explained that the brand image is not the only diadhat
significantly influenced in choosing a product gatd to buy.
There are other aspects such as quality, convesienc
expectations and demographic characteristics alfeence the
purchase decision. There was a suitable model enr¢fation
buyin
intention [22], [22] Customer perceived value hadasitive

between material, co-brand image and consumer
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effect on customer satisfaction and customer sati®in had a
positive impact on behavioural intentions [23]. $&meted also by
[24] that the brand equity had a positive effecttlom interest in
the purchase and equity relationships had posjtiaffected to

the interest of purchase.

2.3. Product Design
According [25] design is a product quality thatneeasured
based on the product plan and all features that efifect on how
the product is seen, felt and functioning”. [26]pined that
product design is one of the aspects that creaiéupt image.
Companies are also increasingly aware of the impod of the
marketing value of the product design, especidily tesign
appearance. There are two factors related to tregreof
products, that was the colour and quality of thedpct. It had
been known before that the use of right colour ic&@nease the
selling of a product and also by socializing a tigitoduct
quality image that is suitable with the consumeeceBesides,
the whole design of sports equipment has been raamisly
existed, creative and bright colours design haszadhgeople.
Unique product and brand in bright colours is usef@dshion.
Furthermore an integrated creativity makes the woess not
buying the product for their need but for populgritreativity,
and fashion [27]. The research of [28] said thataaapted
clothes prototype may make consumer change thetifmnc
suitability and fashion style that is environmdigt&riendly. The
research of [29] has given the first effort thapleins how style
can be functioned as a value that connects the cmibynwith
brand centered in fashion context. A high predicéacuracy is
a method that supports optimum product design adfisantly
contributed to company profitability [30],
Moreover, the research of [31] stated that compes®g different
marketing strategy with a different design innowatstrategy in
designing a product. [32] argued that design gsate adopted
by the company in a market leader aggressively amsumer
innovation has positive effect on the attitude &sign. [33];
[34].
2.4. Price Perception

Price is a factor that must be controlled harmoslipu
with the goal achieved by the company. The debnitof price
according to [34] “price is an amount of moneyttisacharged
on a product or service or a number of value thatsamer
exchanges with the benefit from having or using eavise

product that is exchanged”. The price that is phid the

consumer is influenced by the consumer’s income5] [3
suggested in his research that price is the sedwomrtant
factor for consumer so that the operator can deerédze service
fee and can increase the network facility. Fromkating point
of view, price is a monetary unit or other measwet(service
and other item) that was exchanges to get the psisgeor using
right of a service or thing. Price is flexible, mesait can be
adjusted fast. From the four elements of traditiomarketing
combination, price is the easiest element that dzange and
adapt with the market dynamics. It can be seen filoenprice
competition (discount war) that mostly happenseitait industry.
The low price settlement can increase a fair priegreased
financial risk and strengthen a higher buying ititem from
price strategy done, [36]

The research of [37] stated the relation between
customer’s value and market price from a long+testproduct
category. The result supports the claim that pricdased on
value although it is more superior than other praicy;
however, it is not yet set as the most superioctima. Settinga
low price can increase price fairness perceivedcradse
financial risk and strengthen higher buying intentfrom price
strategy held [38]. Consumer evaluation is infliethdoy the
attraction of high quality and low price and retaitontext. The
attraction from the same level is from the pricsids and the
willingness to pay, buying intention that is higHer the price
desired and quality perception [39]. The attractess of
advertising and pricing strategies could increassmsamer
perceptions and purchase intentions [40]. With tigh brand
awareness and low brand awareness, price discoastmore
effective than premium price [41]. The price sdu#it had a
significantly moderate effect to quality value awsdnsumer
buying intention [42].

Brand Image (X

Well known Brand
Memorable Brand
v Brand increases

v’ customeimage Hy
Buying decision (Y)
Interest to buy the product
Buying priority on the
Product Design(® product
Newest Product H, Easiness to get the produc
v Design Variation Need consideration of the
v’ FashionableDesign | product
P Interest to repurchase
Hz

Price Perception(X3)
Affordable Price
v' Competitive Price

¥ Price fits withQualiy Figure 1 Study Framework

Ha
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Based on the theory above, the hypotheses andtliter Tablel Table2
framework formed is as follow: Consumer Answer Recapitulation on ~ Consumer Answer Recapitulation on
. - . . Brand Image, . . Product Design
H, : The more positive a brand image of a product imfgethe-gorstmgs NG S age NG Satement Average
. ; ; f N ; es ale 1| SPECS shoes
H, : The more superior a product design influence tresomer Buy@p@f@és?@ﬂshoes i N 296
Hs : The more flexible the product price influence timsumer buy iﬁgf’ﬁb@ﬁiwe” 3,92 newest models
kflown by the 2 | SPECS shoes
H, : Positive brand image, superior product design, femdble priceseiflience the consumer buy| models come in 3,78
2 | SPECS shoes hgs various sizes
decision a good image a: 398 3| The design of
a famous sportg ’ SPECS shoes i$
RESEARCHMETHOD shoes more  attractive 3,26
3| | can identify than other shoes
This research applied the descriptive method byngusi SPECS  sport 384 4 | SPECS  shoes
shoes only from ! design  always|
guantitative approach.This study also use verifreamethod to the logo follows the 2,96
. . . 4 | | wear SPECS fashion style of
know the influence between the variables. The sangblthis shoes because of 5 young people
. . . the qualified ’ 5 | SPECS shoes
study is purposive sampling, that are 100 colleégdents whose brand design is light to 384
wear SPECS sports shoes in Faculty of EconomicsBaisthess 5 Isp:lzig}s a9 342 Wea;fl‘:rz;src'se 35
University of Pancasila Jakarta. exeraising
Average 3,78

Source: Data processed, 2014

2.4. Measurement
) o . Table 1 shows the average answer of the consumers o
The questionnaire in Likert scale of five levelseus ] . ]
o brand image of Specs sports shoes that is 3,78hwinieans
get a response from the survey. The dependentblaria this
) ) . ) consumers agree on the brand image of Specs gtws. It is
study is the brand image (X1), product design (%24 the price
) ) ) ) ) because Specs shoes is one of the famous spoes bhands
perception(X3), while the independent variablehhe purchase
o ) that can be proved with the highest score for Spsuses
decision (Y). The data were processed using SPSS2U®. o ] }
) o o ) indicator as a famous sports shoes with the siogje that easy
Basis for a decision on the validity of the test,domparing the
) ] ) ) ] to identify the brand.
sig (2-tailed) of less than 0.05, then the statdntem is valid,
. o . The measurement that becomes the consideratidreof t
and vice versa, if sig (2-tailed) alpha greatemtfz05, then the _ _ ) ]
) ) ) o ) consumer in evaluating brand image is that brandtnhave
item is not a statement valid, the overall indicajoestions have
. ) o positive image, high reputation, and recognizalaeelit. Image
r test > r table so declared invalid. Reliabiliggt showed that all o .
] ) . o ) is influenced by many external factors of the compd&ffective
variables have high coefficients which is above 0.60 so it can
. . image will influence three things as follows: firsissuring
be said that all of the concept of measuring easfable of the . .
) o ) ) ) product character and value suggestion. Secondjedel the
questionnaire is reliable. Therefore, items on eaehiable
. ) character in different various ways so that it ¢ disturbed by
concept fit for use as a measuring tool.
the characters of competitor. Third, giving emaotibstrength

) ) that is more than mental image. To make it funeipimage
3. Discussion ) ) o ]
) ) ] ) must be delivered through every available commuiunamedia
All of the respondents in this study is male witpeaof
and brand contact.
21-25 years old about 50%, then less than 20 yel@rsabout
) . o ) Table 2 shows the average answer of consumer on
50%. Next is analysis descriptive on research bégias follow:
product design of Specs sports shoes that is 3j68wheans
consumers agree on the design of Specs sports Sfadesdways
come with the newest design with various sizestougate with
youth’s fashion style,and light to wear. But howevall those
things still has low response from the consumercah be a
feedback for the company in deciding the desigategy.
Company have to realize the importance of marketing
value of product design, especially the appearahice.expected
result from design strategy is to increase the gnpwarket and

profit. Standard product strategy with modificatioa also
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possible to link with the market and get experieimcdeveloping

new product standard.

Table 3 shows the average answer of consumer on the

price of Specs sports shoes that is 3,79 which meansumer
agree on the price of Specs sports shoes thatdafite and
suitable with the consumer buying power. But howewestill

get the lowest response from the respondents. Tibe s also
more efficient than other brands with the samegmteand in
accordance with product quality. Price is an amafimoney
needed to get some combination of product and canif a
product makes consumer spend more expense thabetiedfit
acquired, so the product will have a negative valaeception.
Company have to set the price in accordance withevgiven
and understood by the customers. If the price ghén than the

follow other interest. Second, unanticipated sitwred! factor that
can be occurred and change buying intention. THac®rs are
income, family, price and benefit of the producanSumer also
can make sub purchase decision which are: brandsidec

supplier, quantity, time and payment method.

3.1.Multiple Linier Regression Analysis

The changing value of a variable is not always eapp
by itself; however it caused by the change of otlarable that
related each other. To recognize the changingnpattepurchase
decision that is caused by the brand image, prodesign and
price perception, it uses model = a tXb + X, + bXs.
Multiple linear regression analysis in this resbase SPSS

program version 20.0 and the result can be seeaie 5

Table 4shows the average question of consumer on

purchase decision of Specs sports shoes thatésa)ieh means
the consumer agree with the purchase decision etsSpports
shoes because it supports the sport activitiesatiadability in

many sport stores, light to wear and the satisfadti wearing it.

In purchase decision of product, consumer often

involves some parties in the trading or buying picid The
consumers create brand preference in the choicgpgand an
intention to buy the most favourite brand. Howevbere are
two factors among intention to buy and purchasesiet First
is attitude, how far the attitude eliminate theeible alternative
which is depend on two things, that are, intensitynegative

attitude to likeable alternative and consumer’s ivadion to

follow:
Y =2,660 + 0,326X+ 0,342% + 0,224%

3.2. The Influence of Brand Image, Product Design and

Price Perception on Purchase Decision

On every equation made, the first step that must be

done is having an overall significance test in gression
equation based on hypotheses test. To test wheliger
regression product design is truly can be usededigt Y

so it will use F test. The result of F test fit tBdSS

calculation can be seen on the Table 6 below:

value accepted, the company will lose the possibiid gain below:
profit, and if the price is too low, company wilbnbe succeeded
to get the possibility of making profit. Table5
Table3 Tablea Multiple Ilnear' regression analysis
Consumer Answer Recapitulationon ~ Consumer Answer Recapitulation on Coefficients
Price Perception Product Design
No Staten"_lent Average No Statemgnt Average Unstandardized Standardized
1| The price of 1|1 am wiling to Coefficients Coefficients
Specs sportg buy Specs shoes 350 -
shoes is 378 to support the s Model B Std. Error| Beta T Sig.
affordable  and ' sports activity 1 (Constant) 2.660 2.060 1.291 .20
suits my buying 2 | | prioritize to buy
power Specs shoes thah 3,32 Brand Image .326 .102) .391] 3.190 .003
2| The price of other product Product Design .342) .130 .304] 2.632 .017
Specs shoes suits 3,66 3| | do purchasing Price 204 105 2ad 2.127 039
the market price of Specs shoe
3| The price of because it ig 4,10 a. Dependent Variable: Purchase $iaui
Specs shoes i§ available in
more  efficient 384 sports stores
than other ' 4 | | consider to buy
similar  sports Specs shoe a. Dependent Variablerdhase Decision
shoes because it is light e Source: Data processed, 2014
4 | The price of to wear
Specs sports 5| I am willing to
shoes meets the 388 repurchase Specs
product quality shoes because || 398 Based on the data processing as seen on the table
Average 3,79 feel satisfied T f : ;
: above, it is resulted double linear regression touaas
Source: Data processed, 2014 Average 3,66 9 Hq
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Table6
F Test Calculation Result
ANOVAP
Sum of Mean
Model Squares df Square F | Sig.
1 Regressi 286.86: 3 95.62(| 21.55 .00CH
n 9
Residue 204.01¢ 46 4.43¢
Total 490.88( 49

a. Predictors: (Constant), Price, Product DesiganB Imag
b. Dependent Variable: Purchase Deci

Source: Data Processed, 2014

Based on ANOVA test or F statistic test, it has the

value of Fg about 21,559 with the probability of 0,000.
Probability is lower if compared to 0,05, then tmedel
regression can be used to predict the purchassidear it
can be said that brand image, product design afa pr
perception variable at the same time influencepiinehase
decision significantly. While adjusted R squaréjS57, it
means 55,7% variation of the purchase decision lman
explained by the variation from the three independe
variables that are brand image, product design ik
perception, and the remain is 44,3% is explainedttner
causes out of the model. Purchase decision iseinfied by
many factors, in this research those factors aaadimage,
product design and price. It is proven that all tbbse
variables significantly influence purchase decision
SPECS sports shoes.

The results are consistent with previous resea6h [
where the influence of price, product design, aman®
image are simultaneously significant on purchasésomns.
The products and trademarks are unique with theafise
bold colors, fashion, and creativity is integratetihe role
of innovation creates a positive experience forscomers in
purchase of clothing, shoes, and accessories. diti@ud
high brand awareness and a low level of brand avesse
discount price is more effective than a premiunci47].
Price sensitivity has a significant moderate impact
quality value of commodities and consumer buying
intention [43].

The result of this research agree with the work
where price,

product design and brand image

simultaneously influence the purchase decision
significantly. Together with the research from the
increasing of various sophisticated and new faspraaluct

for young consumer is the booster of decision mgkifihe

brand awareness that is high stimulates the constone
have opinion that is more positive from the prodtiat
initiate a higher buying intention which will infénce the

process of decision making.

3.3. The Influence of Brand I mage to Purchase Decision

The second significance level test is directedetst t
each coefficient in the regression equation indiglty and
partially. The value of t brand image variable (X1) is
3,190 and the significance value is 0,003 lowent®#®5 so
it can be concluded that brand image significantly
influences the purchase decision of SPECS Spontessh
while t s IS positive which means the more positive brand
image of a product, the stronger purchase decisibn
consumer. Image is one of the basic charactersadem
marketing orientation through giving more attentiand
building strong image. It will create the producteage
itself in consumer’s mind and becomes the basigvation
for the consumer in choosing a product. The sieagist
result of brand image has coefficient regressioB2®,
which means brand image has a positive influence to
purchase decision of SPECS sports shoes. While the
research significant level on brand image is alip003 <
0,05, so that the hypotheses which stated thatdbiraage
significantly influences the purchase decisioncsegtable.

Consumer generally believe in the famous brand
because already have a good image in the soctety.ir
accordance with [48] where the brand image has a
significant influence on purchasing decisions. ‘Ehés
fithness model on the relationship between mateciad
branding image and consumer purchase intentions Thi
study agree with [49], [50] and [51] that buyingwaslays
was directly influenced by brand awareness andeéctly
by the brand image, brand equity influences purehas

decision.

3.4. Theinfluence of Product to Purchase Decision

T st Value variable of product design (X2) is 2,632
and its significance 0,012 lower than 0,05 so ih dze
concluded that product design is significantlyuefices the
purchase decision on SPECS sports shoes which nileans
product design is getting better so the purchassside
will increase. Product design is one of the aspeproduct

image creator. The company is more aware on the
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importance of marketing value from product design
especially appearance design. Similarly, it camals® by
socializing the product quality image correctly aacting to
the consumer needs.

The statistical result of product design has coffit
regression 0,342 which means the product designahas
positive influence, if a product design becomes enor
excellent, the consumer purchase decision willtbenger.
While the level of research significance on proddesign
is about 0,012 < 0,05, so that hypotheses thaedtat
excellent product design significantly influencese t
purchase decision can be accepted. Design can give
attribute to a product that can be a character pnoduct
brand. The special characteristic of the produdithvei able
to distinguish with other similar products of thentpetitor.

The result of this research agrees with the previesearch
by
positive

[42] concludes that product design has sigaiftc
influence on purchase decision. Innovation
consumers have a positive effect on attitudes tdwasign

where designers and marketers are both focused on

providing the best products to customers.

3.5. The Influence of Price Perception to Purchase
Decision

T st Value price variable (X3) is 2.127 and its
significance value is 0,039 fewer than 0,05 soah de
concluded that price is significantly influences fhurchase
decision on SPECS sports shoes, which means ik pric
becomes more competitive then the purchase decigilbn
increase. Price influences consumer decision imglohe
purchase, the higher the price, the lower the mseh
decision, and vice versa. Consumer has own peozepti
the price itself, that the higher the price, thghleir quality it
has. It happens when the consumer does not havelaay
from the product quality besides the price.

The statistical result on price is that coefficient
regression 0,224 which means price has positideante,
so if the product price is more flexible, the plasé
decision of SPECS sports shoes will increase. Vi
research significance level is 0,039 < 0,05, sd the
hypotheses that stated the price perception sogmifiy
influence the purchase decision is accepted.

[42] stated that the price is the second factot tha

most important for consumers so that the operator c

reduce their the service price and increase thevar&t
facilities. The attractiveness that generated at shme

level is the expected price and the willingnespdy.

4. Conclusion and Suggestion

Brand image, product design and price perception of
SPECS sports shoes significantly influence consupugchase
decision. It shows that those three variables becatme
important consideration for consumer in deciding plurchase of
SPECS sports shoes. Brand image shows that conseattion
will be influenced by consumer familiarity on theoduct related
with SPECS shoes. Shoes product design is a falo&drcan
boost the consumer to decide the purchase. If theugt design
is getting better, it will have role in helping sammer to get the
highest benefit and function expected from SPEC#8ceP
perception is also a factor that can boost consumetecide
buying SPECS sports shoes. The better consumeptaoce on
price, the faster decision making to purchase. dgssithe price
can explain how much money that will be spent adiogr to the
needs and satisfaction on the product they will. buy

In developing the design, it is better for the proet to
design the shoes with the fashion style of the gqueople to get
attention of the youngsters and can influence tipeirchase
decision. Consumer familiarity on the related pradwuith brand
image can help in creating purchase decision bedausll be in
the consumer’s mind and also will be attracted lwen SPECS
sports shoes product. Production management of SPE0rts
shoes can see the market by seeing what the seartliwhat the
consumer wants with simple and casual logo design.

This study is limited in terms of the sample of 100
However, further research can be conducted widrgelt sample
and broader research area, so that more reseadihds can be
generalized. The research variables can also bandeg by
observing consumer behaviour in terms of attituded a
motivations of purchase. It also can be revealedettpansion of
the study variables associated with customer st customer
experience so that it can be seen the customesfagdion, and
ultimately can revealed the competitive advantagategy to
deal with the extraordinary competitor in the spitbes market

in Indonesia.
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