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FOREWORD

Alhamdulillah, praise be to Allah Subhanahu Wa Ta'ala for granting us the opportunity to
organize and publish the proceedings of the 4" International Conference on Business and Banking
Innovations (ICOBBI) with the topic “The Strategy of Digitalization in Business for Gaining
Competitive Advantages after Pandemic”. This proceeding contains several researches articles from
many fields in Business & Marketing, Banking & Sharia Banking, Accounting & Financial
Management, Human Resources Management, Operations Management, Investasi, Insurance &
Capital Market, Strategic Management, Technology Management, and Information System.

The 4™ International Conference on Business and Banking Innovations was held on 29%
January 2022 by virtual (online) zoom meeting and organized by the Master Management Study
Program of Universitas Hayam Wuruk Perbanas in Collaboration with five Higher Education
Institutions in Indonesia and three Universities from Asia countries. Keynote speakers in this
conference were: Chonlatis Darawong, P.hD (Sripatum University, Thailand), Associate Prof. Dr.
Ellisha Nasrudin (University of Science, Malaysia), Dr. Sanju Kumar Singh (Postdoctoral Fellowship
in Universitas Airlangga, Tribhuvan University Nepal) and Prof. Dr. Abdul Mongid, MA., P.hD
(Universitas Hayam Wuruk Perbanas, Indonesia).

I would like to give high appreciation to the Rector of Universitas Hayam Wuruk Perbanas for
his supportat this event. Acknowledgments and thank you to all the steering and organizing
committees of the ICOBBI for the extra ordinary effort during the conference until this proceeding
published. Thank you very much to all presenter and delegates from various Universities. Beside it, |
would like to express our gratitude to the three universities, namely Universitas 17 Agustus Surabaya,
STIE YKPN Yogyakarta, Universitas Negeri Gorontalo, Universitas Surabaya and Universitas
Muhammadiyah Surakarta which has been the co-host of this event.

Hopefully, the proceeding will become a reference for academics and practitioners, especially
the business and banking industry to get benefit from the various results of the research field of
Business and Banking associated with Information Technology. Proceedings also can be accessed
online on the website http://eprints.perbanas.ac.id/

Chair of the Master Management Study Program
Universitas Hayam Wuruk Perbanas

Prof. Dr. Tatik Suryani, M.M.
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ABSTRACT

This study aims to determine: (1) the effect of simultaneous marketing strategy, product quality, and service quality to
repurchase intention. (2) the effect of marketing strategy to repuschase intention. (3) the effect of product quality to
repuschase intention. (4) the effect of service quality to repuschase intention. This research was conducted to customer
GPS printing. The number of samples studied were 100 respondents. Data analysis in this study used F-test and t-test.
The sampling method used accidental sampling technique. In the results of the analysis using multiple linear regression
which also answers the hypothesis by concluding that marketing strategy, product quality, service quality
simultaneously have a positive and significant effect on repurchase intention in GPS Printing. Marketing strategy has a
positive and significant effect to repurchase intention. Product quality has a positive and significant effect to repurchase
intention and service quality also has a positive and significant effect to repurchase intention.

Keywords: Marketing strategy, Product quality, Service quality, Repurchase intention.

1. BACKGROUND

The graphic or printing industry is a service that
is needed by every level of society from various
aspects of segmentation and fields. Because in
carrying out tasks and jobs, printing services are
needed to support and record the results of these
tasks and work. Therefore, in the current era of
digitalization, the printing industry is developing to
compete with the times that continue to change and
to innovate.

Since its inception in the 1990s, digital
advertising (DA) has only recently attracted wide
academic interest, with almost 68.5% of the relevant
research published in the last eight years. No
previous literature review has covered IAPS beyond
generally discussing Internet marketing as a whole.
Some industries are built on academic research; in
the case of DA, it is the other way around (Asland,
2017)

Reported from cnnindonesia.com (Prihadi,
2017) in 2020 the growth of the worldwide graphics
industry will reach up to USD 47.2 billion.
Regarding Indonesia, the publishing industry grew
to 14.9 percent. Furthermore, growth in the
packaging industry reached 13.2 percent. After that,

@ Pascasarjana.Perbanas.ac.id mmuhw.perbanas

there was a growth in the advertising industry of
12.1 percent.

Reporting from Solusi printing.com (Maulana,
2019) current developments in the printing industry
in Indonesia are growing rapidly with various
promising opportunities such as digital printing.
The digital printing company that is the subject of
this research is GPS printing.

With the COVID-19 pandemic, there has been
an economic downturn that has an impact on the
income and sales of every existing industry.
Including the digital printing industry, which also
experienced a decline in the economy. Reporting
from indonesiaprintmedia.com  (Soebardianto,
2020), the COVID-19 pandemic has resulted in new
problems for the digital printing sector. The printing
company, which was originally scattered in various
places, is now quite sad because it went bankrupt.
Especially for digital printing that does not have an
inovation.

GPS Printing then took an inovation to restore
GPS Printing's turnover by developing a marketing
strategy. According to Assauri (2013), marketing
strategy is a set of goals and objectives, policies and
rules that provide direction to the company's
marketing efforts from time to time at each level and

@ 0822-4784-5434
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the references and allocations, especially as the
company's response to the environment and
competitive conditions. which is always changing.
According to research conducted by Kurniasari
(2019), the marketing strategy aims to increase
turnover and maintain the number of visits. A better
marketing strategy can later influence customer
decisions in using Digital Printing services.

Kotler and Keller (2016) suggest that service
quality is the totality of features and characteristics
of a product or service that has the ability to satisfy
stated or implied needs. So that this theory is in line
with what has been implemented by GPS Printing,
which has been total in improving product quality
during the Covid-19 pandemic, one of which is by
improving the quality of printing ink. So that the
print results are maximized. This step can certainly
increase customer comfort and trust in the products
produced by GPS Printing.

The results of research conducted by Linda
Agustina Kurniasari (2019) who also examined
marketing strategies with repurchase intention
found that marketing strategies had an influence on
repurchase intention. In addition, there are also
research results from Sofia, Farida, and Hamzah
(2020) who examined service quality with
repurchase intention and found that service quality
had an influence on repurchase intention. Lastly,
research conducted by Harun and Agus (2019) who
also examined product quality with repurchase
intention found that the influence of product quality
was quite strong on repurchase intention.

Based on the described phenomenon, the author
is interested in conducting research and making this
phenomenon a research topic with the title
"Analysis of Marketing Strategy, Product Quality
And Service Quality To Repurchase Intention."

2. LITERATURE REVIEW
2.1 Digital Printing

Managers rely heavily on digital marketing to
build their brand, taking the view that this approach
also helps them to get to know their customers and
to detect or anticipate negative client or market
reactions (Tiag Ver1'ssimo, 2014). Other benefits of
digital marketing include the ease with which results
can be tracked and monitored; rather than
conducting expensive user research, managers can
quickly view user response rates and measure the
success of a marketing campaign in real-time,

enabling more effective planning for the next
campaign around (Asland, 2017)

2.2 Repurchase Intention

Anoraga (2000) repurchase intention is a
decision-making process carried out by consumers
after making purchases of products offered or
needed by consumers. Sutisna (2001) argues that
when a consumer gets a positive response to past
actions, from there there will be reinforcement, with
having positive thoughts on what he received allows
individuals to make repeated purchases.

Repurchase intention is the status of consumers
who buy at least once from a shopping center and
have the desire to buy again. The buyer's intention
to repurchase is an indispensable factor for the
success of an internet buying operation. Loyal
customers have a direct effect on the success of a
company which is determined by the customer's
intention to repurchase (Chung & Lee, 2003).

According to Kotler and Keller (2015:141)
Repurchase Intention, namely post-purchase
consumer actions, the occurrence of post-purchase
consumer satisfaction or dissatisfaction with a
product will affect subsequent behavior, if
consumers are satisfied it will show a higher
possibility to repurchase the product.

Repurchase Intention indicators are
transactional interest, referential interest,
preferential interest, exploratory interest
2.3 Marketing Strategy

Marketing strategy is an effort to market a
product, be it goods or services, using certain plans
and tactics so that the number of sales is higher.
Fandy Tjiptono (2017) define marketing strategy is
a plan that outlines the company's expectations of
the impact of various marketing activities or
programs on the demand for products or product
lines in certain target markets. Marketing Strategy
has indicators Product, Price, Promotion, Place,
People, Process, Physical Evidence, Customer
Service.

From the above definition it can be interpreted
that the marketing mix is the controllable variables
that are combined to produce the expected response
from the target market. And for service businesses
there are several indicators according to Fandy
Tjiptono (2014: 42) formulating the marketing mix
into 8 P (Product, Price, Promotion, Place, People,
Process, Physical Evidence and Customer Service).

a. Product
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It is a form of service organization offering
aimed at achieving organizational goals through
satisfying customer needs and wants. In this
context, a product can be anything (both tangible
and intangible) that can be offered to potential
customers to fulfill certain needs and wants. Product
is anything that is offered to the market for attention,
acquisition and use or consumption to satisfy needs
and wants in the form of physical, service, people,
organization and idea.

b. Price

It is a form of service organization offering
aimed at achieving organizational goals through
satisfying customer needs and wants. In this
context, a product can be anything (both tangible
and intangible) that can be offered to potential
customers to fulfill certain needs and wants. Product
is anything that is offered to the market for attention,
acquisition and use or consumption to satisfy needs
and wants in the form of physical, service, people,
organization and idea.

c. Promotion

The traditional promotional mix includes a
variety of methods for communicating the benefits
of a service to potential and actual customers. These
methods consist of advertising, sales promotion,
direct marketing, personal selling and public
relations. Although broadly speaking the promotion
mix for goods is the same as for services, promotion
of services often requires a certain emphasis on
improving the appearance of service tangibility. In
addition, in the case of service marketing,
production personnel are also an important part of
the promotion mix

d. Place

Distribution decisions concern the ease of
access to services for potential customers. These
decisions include physical local decisions (e.g.
decisions about where a hotel or restaurant should
be located), decisions about using intermediaries to
improve service accessibility for customers (e.g.,
whether to use the services of a travel agency or to
market their own holiday packages directly to
consumers). , and non-location decisions made for
service availability (for example, use of telephone
delivery systems).

e. People

For most services, people are a important
resource in the marketing mix. In the service
industry, everyone is a part-time marketer whose
actions and behavior have a direct impact on the

output received by the customer. Therefore, every
service organization (especially those with high
levels of customer contact) must clearly define what
is expected of each employee in their interactions
with customers.

f.  Physical Evidence

Intangible characteristics of services cause
potential customers to not be able to assess a service
before consuming it. One of the important elements
in the marketing mix is an effort to reduce the level
of risk by offering physical evidence and service
characteristics.

g. Process

The production or operation process is an
important factor for consumers of high-contact
services, who often act as co-producers of the
services concerned. Restaurant customers, for
example, are greatly affected by the way the staff
serves them and the length of waiting during the
production process.

h. Customer Service

The meaning of customer service differs
between organizations. In the service sector,
customer service can be defined as the total quality
of services perceived by customers. Therefore, the
responsibility for this element of the marketing mix
cannot be isolated only from the old customer
department, but becomes the concern and
responsibility of all production personnel, whether
employed by service organizations or by suppliers.
Management of the quality of services offered to
customers is closely related to product design and
personnel policies.

2.4 Product Quality

Quality is an important thing that every
company must strive for, if the product being
cultivated can want to compete in the market to
satisfy the needs and desires of consumers. Product
quality is the ability of a product to carry out its
functions, including durability, reliability, accuracy,
ease of operation and repair, as well as other
valuable attributes (Sumiati, 2016).

Dimensions of product quality according to
Mullins, Orville, Larreche, and Boyd (2005:422)
consist of: Performance (performance) which
relates to the basic operating characteristics of a
product. Durability (durability), which means how
long the life of the product lasts before the product
must be replaced. Conformance to specifications,
namely the extent to which the product meets
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specifications or no defects are found in the product.
Features (features), are product characteristics
designed to enhance product functions or consumer
interest in products. Reliability (reliability), is the
probability that the product will work satisfactorily
or not within a certain period of time. Aesthetics
(aesthetics), relates to how the product looks.
Perceived quality (impression of quality), is often
said to be the result of using indirect measurements
because there is a possibility that consumers do not
understand or lack information about the product in
question. Quality of Service According to Tjiptono
(in Aditya, 2011: 23) Service quality is something
that perceived by customers. Customers will judge
the perceived quality of a service based on what they
describe in their minds. According to Parasuraman,
Zeithaml, and Berry (2009: 111), there are 5
dimensions of service quality according to
Parasuraman, Zeithaml, and Berry (2009: 111)
including: Physical Evidence (Tangibles) represents
the service physically which includes physical
facilities, location, equipment and equipment used
(technology), as well as the appearance of its
employees. time, equal service for all customers,
sympathetic attitude and accuracy

2.5 Service Quality

According to Kotler (2000) the definition of
service is any action or activity that can be offered
by one party to another, which is essentially
intangible and does not result in the ownership of
anything. According to Fandy Tjiptono (2016: 59)
Service quality is the level of excellence expected
and control over the level of excellence to meet
customer desires. Service quality has indicators of
Tangible, Empathy, Responsiveness, Reliability,
Assurance.

According to Kotler in Fandy Tjiptono (2016:
284), there are five dominant factors or
determinants of service quality, the five dominant
factors include:

1. Tangible, namely in the form of physical

appearance, equipment and various good
communication materials.
2. Empathy, namely the willingness of

employees and employers to care more about giving
personal attention to customers. For example,
employees should try to position themselves as
customers. If a customer complains, a solution must
be found immediately, so that a harmonious
relationship is always maintained, by showing a

genuine sense of care. By paying attention to
employees in serving and responding to consumer
complaints.

3. Responsiveness, namely the willingness of
employees and employers to help customers and
provide services quickly and hear and resolve
consumer complaints. By means of the desire of the
employees to help and provide responsive service,
the ability to provide services quickly and correctly,
the readiness of the employees to be friendly to
every consumer, the alertness of the employees to
cooperate with consumers.

4. Reliability, namely the ability to provide
services as promised, reliable and accurate, and
consistent. Examples in this case include the ability
of employees to provide the best service, the ability
of employees to handle consumer needs quickly and
correctly, the company's ability to provide good
service in accordance with consumer expectations.

5. Assurance, namely the ability of employees
to generate confidence and trust in the promises that
have been made to consumers. Examples in this case
include knowledge and skills of employees in
carrying out their duties, employees are reliable,
employees can give trust to consumers, employees
have good technical skills.

According to Parasuraman in Tjiptono
(2016:157), there are factors that influence a
service, namely expected service and perceived
service. If the service received is in accordance with
what is expected, then the service is said to be good
or positive. If the perceived service exceeds the
expected service, then the service quality is
perceived as an ideal quality. On the other hand, if
the perceived service is worse than the expected
service, then the service quality is perceived to be
negative or bad. Therefore, whether or not the
quality of service depends on the company's ability
and its nature to consistently meet customer
expectations. From some of these opinions it can be
concluded that service quality consists of five
important elements, namely, Physical Evidence,
Assurance, Empathy, Responsiveness, and
Reliability.

2.6 Hypothesis
Based on the description above, the hypotheses
used in this study are::
H1: Marketing strategy (X1), product quality
(X2), and service quality (X3) have a
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simultaneous effect to Repurchase Intentito ()
in GPS Printing

H2: Marketing strategy (X1) has a significant
effect to Repurchase Intentito (Y) in GPS
Printing.

H3: Product quality (X2) has a significant effect
to Repurchase Intentito (YY) in GPS Printing.
H4: Service quality (X3) has a significant effect
to Repurchase Intentito (YY) in GPS Printing.

3. METHODOLOGY

This research is quantitative research wich is a
causal relationship. In this research the variables are
the independent variable (which influence) and the
dependent variable (which is influenced).

Repurchase Intentito (YY) have an operational
definition namely post-purchase consumer actions
in GPS Printing, the occurrence of post-purchase
consumer satisfaction or dissatisfaction with a
product will affect subsequent behavior, if
consumers GPS Printing are satisfied it will show a
higher possibility to repurchase the product.
Customers who come to GPS Printing so far are
local residents (schools, companies, offices, traders,
etc.)

Marketing strategy (X1) have an operational
definition a plan that outlines the GPS Printing's
expectations of the impact of various marketing
activities or programs on the demand for products
or product lines in certain target markets.

Product quality (X2) have an operational
definition is the ability of a product (example
banner, art paper printing, desingn product, sticker,
ect) to carry out its functions, including durability,
reliability, accuracy, ease of operation and as well
as other valuable attributes

Service quality (X3) have an operational
definition the level of excellence expected and
control over the level of excellence GPS Printing’s
employee to meet customer desires include online
order, delivery order and express order.

This research was conducted on GPS Printing.
In this study the population taken by the researchers
were all GPS Printing customers. The population of
digital printing customers is unknown and belongs
to the infinite population.

The sampling technique used in this study is
non-probability sampling. The type of non-
probability sampling used in this study is incidental
sampling. According to Sujarweni (2015: 155)
because the population is unknown, the minimum

sample size with Z = 1.96 and a 95% confidence
level and a 10% margin of error, it is found that the
sample to be taken in this study is 96.04
respondents. To anticipate questionnaires that
cannot be processed, the sample used is 100
respondents. Data collection techniques using a
guestionnaire.

Data analysis in this study used F-test and t-test.
The sampling method used accidental sampling
technique. In the results of the analysis using
multiple linear regression.

4. RESULTS AND DISCUSSION
4.1 Effect of Marketing Strategy, Product
Quality, and Service Quality to Repurchase
Intention

The first hypothesis testing simultaneously (F
test) is known that the calculated F value is 78.332
with a significance value of 0.000 and it can be
concluded that marketing strategy, product quality,
and service quality have a positive and significant
effect to repurchase intention. It can be assumed that
the marketing strategy, product quality and service
quality are improved, so repurchase intention will
also increase.

4.2 Effect of Marketing Strategy to Repurchase
Intention

The second hypothesis examines the effect of the
marketing strategy variable to repurchase intention
with a t-count value of 2.112 > t-table of 1.98472
and a significance of 0.037 <0.05, then the second
hypothesis in this study is accepted. So it can be
concluded that the marketing strategy has a positive
and significant effect on repurchase intention. It can
be assumed that if the marketing strategy is
improved, the repurchase intention will increase.

This is due to the frequent promotion of GPS
Printing so that people can try the products owned
by GPS Printing. These results are reinforced by the
results of research conducted by Arif Rahman
(2020) which examines the effect of promotional
strategies on repurchase intentions, showing that
promotional strategies have a significant and
significant effect on repurchase intentions.

4.3 The Effect of Product Quality to Repurchase
Intention

The third hypothesis examines the effect of the
Product Quality variable to repurchase intention
with a t-count value of 6.132 > t-table of 1.98472
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and a significance of 0.000 <0.05, then the third
hypothesis in this study is accepted. So it can be
concluded that product quality has a positive and
significant effect to repurchase intention. This
indicates that the GPS Printing Product Quality is
well established so that it has a good reputation.
Starting from the image of the owner, the user to the
image of the product itself. This is what causes the
public or customers to always make repurchase
intentions if they need it.

These results are strengthened by the results of
research conducted by Sumiati (2016) which
examines the effect of product quality and price on
purchasing decisions for Wardah cosmetic products
in Bangkalan Madura City, the study shows that
product quality has a positive and significant effect
on product purchase intention. Meanwhile, the
results of research conducted by | Dewa Gde Agung
Ekaprana, | Made Jatra, and | Gusti Ayu Ketut
Giantari (2020) who examined the effect of product
guality on repurchase intention showed that product
guality had a positive and significant effect on
repurchase intentions.

4.4 Effect of Service Quality to Repurchase
Intention

The fourth hypothesis examines the effect of the
service quality variable to repurchase intention with
a t-count value of 2.543 > t-table of 1.98472 and a
significance of 0.013 <0.05, then the fourth
hypothesis in this study is accepted. So it can be
concluded that service quality has a positive and
significant effect on repurchase intention on GPS
Printing customers. This indicates that many
customers have repurchase intentions because of the
good service quality of GPS Printing. The quality of
the service can be felt by the customer. The forms
include; the ease of getting services in the form of
online orders.

These results are reinforced by the results of
research conducted by Dewi Maharani Purbasari
and Dewi Laily Purnamasari (2018) which
examines the effect of service quality on repeat
purchases, showing that service quality has a
positive and significant effect on repeat purchases.
Meanwhile, the results of research conducted by |
Dewa Gede Agung Ekaprana, | Made Jatra, and |
Gusti Ayu Ketut Giantari (2020) which examined
the effect of service quality on repurchase intentions

showed that service quality had a positive and
significant effect on repurchase intentions.

5. CONCLUSIONS AND SUGGESTIONS

Base on this research that has been done,
research to GPS Printing can be concluded that
marketing strategy, product quality, service quality
have simultaneously a positive and significant effect
to repurchase intentito in GPS Printing. Marketing
strategy has a positive and significant effect to
repurchase intention in GPS Printing. Product
quality has a positive and significant effect to
repurchase intentito in GPS Printing. Service
quality has a positive and significant effect to
repurchase intentito in GPS Printing.

Based on the conclusions that have been
described, some suggestions can be given including:
The marketing strategy carried out by GPS Printing
is deemed lacking, then GPS Printing should further
improve its marketing strategy in order to attract
public interest to repurchase to GPS Printing.
Product quality GPS Printing can conduct surveys
to customers more specifically, especially regarding
products and services to answer various customer
problems related to product quality and increase
service variations.

The quality of services provided by GPS Printing
can be categorized as good, but it can be further
improved so that the public or customers can
repurchase to GPS Printing. All employees at GPS
Printing are expected to continue to cultivate an
attitude of empathy by establishing good
communication with customers. So that customers
feel be cared for and are willing to repurchase.
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