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CHAPTER T
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1.1. Background

Indonesia iz the country with the largest Muslim population in the world,
namely 236 million pecple or 12X of the global Muslim population Cwildya,
2a243 .

making it a large market for halal products, especially in the Muslim
fashion sector.

This demographic reallty Is & great oppertunity for the growth of tha
Ralal industry.

Focusing on the potential of Muslim fashion, the national textile industry
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The change from a discount to & point system is meant to improve sales profitability.
but there are worries about a decline in visit frequency snd purchase amount . Therefore,

hin
this research framework, differences in visit of freguency and purchase amount will be
measured throughout the discount, point, and control groups. The purpose of this research is
to
determine the influence of changes in incentive strategies on consuser purchasing behavior,
as well as to undecstand how these changes may affect sales performa nce and customer
presence in the new contest.
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2.1. Literature Review

111 . Custamer Hetention

slam ined a5t

i relatic

1 is commonly 1shiips

with con

s and s crucial for an organization. Loyal and satisfied customers to

ity de valuable r al new «

VICES

freque ol prowv

smmendati ten

Dawes Similarty, retention r efers to maintaining «

Gurung, Z2023)

pr 2 T=Te=t
Jnaenenac— AT T-T&3t i3 one of the parametric Tests for conducting

sons. I samples ore samples that genarate data
rom different subjects. The conditions for paramotric testing include random
\...-,.\.- selection, data obTalned From The cample hau ing a nornal distelbution. This

can b verif b m normality test, =snd the dete cbteined should be honopgeneoos.
Lastly, the s e 5i subject should be approsimately squal.
basis for determining the Independent T Test 15 based on the significance value (2 -
tu:\lcd} that mcasures whether there iz o difference in the mecans among the tested
subjects. A silgolficance value (2 -tailed) > ©.9% indicates no differencs in The means
among the research subjects. n significance walue 1led) < ®. Bs% Indicates a
ALTFerence in wans among the reseas subfects (Arwani. 28203 .

T, Upload File 10,837,/15,000 Characters
R {Get up to 100,000 here)

Your File Content is Human written

0.87%
Al GPT*

CHAPTER Il

RESEARCH METHODS

This chapter provides an explanat

the ressarch de:

strategy. data call n. and analys

research.




DECLARATION OF ORIGINALITY

| declare that this skripsi, entitled “Impact of Incentive Changes on
Customer Retention: A Comparative Study of 10% Discount vs. Point
System at Zoya Jababeka” is, to the best of my knowledge and belief,
an original piece of work that has not been submitted, either in whole

or in part, to another university to obtain a degree.

Cikarang, Indonesia, 26 March 2024

N umssde

—

Wida Nurmaida

Vi



CONSENT FOR INTELLECTUAL PROPERTY
RIGHT

Title of Skripsi | Impact of Incentive Changes on Customer Retention: A

Comparative Study of 10% Discount vs. Point System

at Zoya Jababeka

1. The author hereby assigns to President University the copyright to the
contribution named above whereby the university shall have the exclusive
right to publish the contribution and translation of it wholly or in part
throughout the word during the full term of copyright including renewals
and extensions and all subsidiary rights.

2. The author retains the right to re-publish the preprint version of the
contribution without charge and subject only to notifying the University of
the intent to do so and to ensuring the publication by the University is
properly credited and that the relevant copyright notice is repeated
verbatim.

3. The Author retains moral and all proprietary rights other than copyright,
such as patent and trademark right to any process or procedure described in
the contribution.

4. The author guarantees that the contribution is original, has not been
published previously, is not under consideration of publication elsewhere
and that any necessary permission to quote or reproduce illustrations from
another source has been obtained (a copy of any such permission should be
sent with this form).

5. The Author guarantees that the contribution contains no violation of any
existing copyright and other third — party right or material of obscene,
indecent, libelous or otherwise unlawful nature and will indemnify the

University against all claims arising from any breach of this warranty.

Vii



6. The Author declares that any named person as co-author of the contribution

is aware of this agreement and also agreed to the above warranties.

Name: Wida Nurmaida
Date: 26 March 2024
Signature:

N msda

——

viii



ADVISOR’S APPROVAL FOR PUBLICATION

As a lecturer of the President University, I, the undersigned:

Advisor’s Name : Suresh Kumar, ST., MSi.
NIDN : 0407097602

Study program : Business Administration
Faculty : Business

declare that following thesis:

Title of undergraduate thesis : Impact of Incentive Changes on Customer
Retention: A Comparative study of 10% Discount vs. Point System at Zoya
Jababeka.

Undergraduate Thesis author : Wida Nurmaida

Student ID number : 015202105019

will be published in journal / institution’s repository / proceeding / unpublish

Cikarang, 26 March 2024

(Suresh Kumar, ST., MSi. )



SCIENTIFIC PUBLICATION APPROVAL FOR
ACADEMIC INTEREST

As a student of the President University, I, the undersigned:

Name : Wida Nurmaida

Student ID number  : 015202105019

Study program : Business Administration
Program : Business

for the purpose of development of science and technology, certify, and approve to
give President University a non-exclusive royalty-free right upon my final report
with the title:
Impact of Incentive Changes on Customer Retention: A Comparative study
of 10% Discount vs. Point System at Zoya Jababeka

With this non-exclusive royalty-free right, President University is entitled to
converse, to convert, to manage in a database, to maintain, and to publish my final
report. There are to be done with the obligation from President University to
mention my name as the copyright owner of my final report.

This statement | made in truth.

Cikarang, 26 March 2024

N umssde

—

(Wida Nurmaida)



STATEMENT OF ORIGINALITY

In my capacity as an active student of President University and as the author of the
undergraduate thesis/final project/business plan (underline that applies) stated

below:

Name : Wida Nurmaida

Student ID number  : 015202105019

Study Program : Business Administration
Faculty : Business

| hereby declare that my undergraduate thesis/final project/business plan entitled "

Impact of Incentive Changes on Customer Retention: A Comparative study of
10% Discount vs. Point System at Zoya Jababeka™ is, to the best of my
knowledge and belief, an original piece of work based on sound academic
principles. If there is any plagiarism, including but not limited to Artificial
Intelligence plagiarism, is detected in this undergraduate thesis/final
project/business plan, 1 am willing to be personally responsible for the
consequences of these acts of plagiarism, and accept the sanctions against these

acts in accordance with the rules and policies of President University.

| also declare that this work, either in whole or in part, has not been submitted to

another university to obtain a degree.
Cikarang, 26 March 2024

M nsacda

—

Wida Nurmaida

Xi



TABLE OF CONTENT

PANEL OF EXAMINERS APPROVAL SHEET ....cocccooiiiiiiie e, i
ACKNOWLEDGEMENT ...ttt ii
PLAGIARISM REPORT ...ttt iv
ZEROGPT REPORT ..ottt \
DECLARATION OF ORIGINALITY oot Vi
CONSENT FOR INTELLECTUAL PROPERTY RIGHT ........ccoceeviiiiie Vil
ADVISOR’S APPROVAL FOR PUBLICATION.........cccccoiiiiiieeiiiiiee i iX
SCIENTIFIC PUBLICATION APPROVAL FOR ACADEMIC INTEREST
................................................................................................................................. X
STATEMENT OF ORIGINALITY oo Xi
TABLE OF CONTENT ..ottt Xii
LIST OF TABLES ...ttt XV
LIST OF FIGURES .......ci oottt XVi
ABSTRACT .ottt Xvii
CHAPTER | INTRODUCTION ...coooiiiiiiiieiet e 1
1.1, BaCKQrOUNG .....cviieiiiieee ettt 1
I o (0] o] [T o USSR 3
1.3. Research Objectives and QUESHIONS .........cccovieiieiiieiiecee e 6
1.4. Outline of The RESEAICN........ccviiiiieie s 6
CHAPTER 2 LITERATURE REVIEW .......ccoooitiiiietceese e 8
2.1, LIterature REVIEW .......coiuiiiiiiieiecie ettt 8
2.1.1. CuStOMEr REENTION.........eiieiieie e 8
2.1.2. Customer SatiSTaCtion. ..........coccviiieiiieie e 9
2.1.3. CUSEOMET LOYAILY ....cvvieiiiieiiiecieeieeeee e 9
2.1.4. CUSLOMET EXPEIIEINCE ....oviviiiiiiieiieieieie ettt 10
2.1.5. Return and Recommendation Likelinood. ...........cccoovviiiinenciiiiiinns 10
2.1.6. PerceiVed ValUB.........coooiiiiiiiiiieieie e 11
2.1.7. Customer Loyalty Program ........ccccocevveieiieiiiene e seese e e snenne s 11

Xii



2.1.8. INCENLIVE PrOQIaM .......oiveeiecie ettt 12

2.2. Hypothesis DeVElOPMENT ..........cccveiiiiiiicie e 13
2.3. Theoretical FrameworK ............ccooiiiiiiiiiiiese e 14
2.4, RESEAICN GAP....cuviitieiieie ittt ettt et te e ae e sreete s e e enee s 15
CHAPTER Il RESEARCH METHODS........ccccoiiiiiiie e 16
3.1, RESEAICN DESIGN .....cvviniieieite st 16
3.2. SAMPING PIAN .o 17
3.2.1. Sample Size and RESPONAENTS.......ccoeiververiirieiiiririeee e 17
3.2.2. SaMPlING TECANIGUE.........oiuiiiiiieiieieiee e 18
3.3. Operational Definition of Variables or Layout of Instruments.................. 18
3.4. Data Collection DeSIgN .....cccvierieeiirie e 19
3.5. Data ANalysiS DESIGN ....c.ovviiviriiiiieiieieiee e 20
3.5.1. Respondents’ Profile ..........ccccovveiiiiiiiiiiiic e 20
3.5.2. DesCriptive ANAIYSIS ........coiiiiiiiiiiiee e 20
3.5.3. NOIMAIITY TESE.....ecueiiiieeie et 20
3.5.4. INdependent T-TESE .....cccuciiieeieece e 21
CHAPTER IV ANALYSIS AND DISCUSSION .....cccooooiiiiciiceeceseee e, 22
4.1. Research Sample DeSCIPLION.........cccvivveiieie e 22
4.2. DesCriptive ANAIYSIS .......coveiiiieiicie e 23
4.2.1. SAUSTACTION ...viiiiiicieee e 23
4.2.2. INTIUBNCET ..o 24
4.2.3. PrEIEIENCE ... e 25
4.2.4. Return LIKEHNOOM ........oooviiiiieieee s 25
4.2.5. Recommendation Likelinhood ...........cccooeviiiiiiiniiiieee 26
4.2.6. FrequenCy OF VISITS ...ccviiiiiii st 27
4.2.7. PUrCNASE AMOUNT .....oouviiiiiiiiie ittt 27
4.3. QUAlITALIVE ANAIYSIS ...eoveiiiiiiieiie s 28
4.3.1. Experience With INCENTIVE ... 28
4.3.2. Perceived ValUe.........coooiiiiiiiiiieieeee s 29
4.3.3. Preference JUSEITICALION ..........ccoviiiiiiiiee s 30
4.3.4. Suggestions for IMProvemMENt ..........cccccvevveiieieese e 31

Xiii



4.4, QUANTITAtIVE ANAIYSIS .....veiveieceeceee e 31

4.4.1. NOMMAIILY TESL...c.ueeiiiie et 32
4.4.2. T-TeSt INdePENTENT ......ccveiiieieceee e 32
4.4.2.1. Frequency Of VISILS .....ccoiiiiiieie e 32
4.4.2.2. PUIChase AMOUNTS.......cceiiiiriiriieinieie et 33
CHAPTER V CONCLUSION AND DISCUSSION......ccccoceiviiieiiee e 35
5.1, CONCIUSION. ...ttt ettt sre et sreenreenee s 35
5.1.1. Qualitative ANAIYSIS ......ccoiiriiiiiiiieiee e 35
5.1.2. Quantitative ANAIYSIS .......cccviiiiiiiieiee e 36
5.2, IMPHCALIONS ...t 37
5.3, DISCUSSION ...eeuviivieitieieetiestee e eee st e st eseesteentesseesreeteeseesseenseaneesreensesneesseeneens 40
REFERENGCES. . ...ttt et e nee e 41
APPENDICES ...t e e 47
N I o] USSR 47
Bl FIQUIES .. 59
C. QUESTIONNEITES ....vveevieiveeetee et ctee sttt e et et e e be et e e s be e sba e e e e s beeebeesbeesnbeesrees 65
D. Tabulation Data.........cccoerieriirieriiiisieeeee e 68

Xiv



LIST OF TABLES

Table 3. 1. QUESLIONNAIE DESION ....ccuieieiieeieeie et 47
Table 3. 2. Operational Definition of Variables............cccccevviiiviviieccceece e, 49
Table 3. 3. Open-ended QUESLION..........cccueiiiieiiere e 49
Table 4.1. Table ReSpoONdent ............oooiiiriiiiiiii e, 50
Table 4.2. Satisfaction Descriptive ANalYSIS .........cooviiriiiiniiiieiese s 51
Table 4.3. Satisfaction Likert Scale Percentage..........ccccoevvevevieevvevesieseese s 51
Table 4.4. Influencer Descriptive ANalysiS..........ccceeveiiiiiiii i 52
Table 4.5. Influencer Likert Scale Percentage ..........ccoovvverieinienc s 52
Table 4.6. Preference Descriptive ANalySiS........ccocoiiiiriiiniieieieie s 52
Table 4.7. Preference Likert Scale Percentage .........ccocoovvvrieieieneneninc s 53
Table 4.8. Return Likelihood Descriptive Analysis.........ccccccvvvveviveieieeieereseee 53
Table 4.9. Return Likelihood Likert Scale Percentage. ............cccocvevveiveieciesnnenne. 53
Table 4.10. Recommendation Likelihood Descriptive Analysis ...........c.ccocvvvnen. 54
Table 4.11. Recommendation Likelihood Likert Scale Percentage............c......... 54
Table 4.12. Frequency of Visits Descriptive Analysis ........ccccccovvveveiieieciesnee. 54
Table 4.13. Purchase Amount Descriptive Analysis .........ccccovvevveveiieieeieseee. 55
Table 4.14. Result of Open-Ended Questions (Experience with Incentive)......... 55
Table 4.15. Result of Open-Ended Questions (Perceived Value)............cc.ccevuee. 55
Table 4.16. Result of Open-Ended Questions (Preference Justification) ............. 56

Table 4.17. Result of Open-Ended Questions (Suggestions for improvement)....57
Table 4.18. The data on the frequency of visits and purchase amounts for each

customer in the three groUPS.... ..o s 57
Table 4.19. Frequency of Visits T-Test Independent............cccoevvvviveeiieiiieinenn, 58
Table 4.20. The Purchase Amount T-Test Independent ............ccceeveeiieiieeiinene, 58

XV



LIST OF FIGURES

Figure 1. 1. Top Brand Muslim Fashion in Indonesia............c.ccccoevviieieeiieennnnn 59
Figure 1. 2. Interest over time for 5 Years.........ccocevereieniniiieeee e 59
Figure 1. 3. Quarterly and Annual Performance of the Textile and Apparel
INAustry, QL 2023]......eeoeeieceeie e 60
Figure 1. 4. Sales and Markdown of Zoya Jababeka 2019-2023.............c..c......... 60
Figure 1. 5. Frequency of Visits — Zoya Jababeka.............c.ccoovvviiiininninnne, 60
Figure 2. 1. Framework of Research Question 1...............cooviiiiiiiiinninnn. 61
Figure 2. 2. Framework of Research Question 2 and 3...........cccccvvevviieveecieeeenn, 62
Figure 3. 2. Normal P-P Plot of Regression Standardized Residual..................... 63
Figure 4. 1. Independent T-Test of Frequency of Visits with SPSS................ 64

5
1
2
Figure 3. 1. Normality Test Histogram, Dependent Variable: Control Group 62
2
1
2. Independent T-Test of Purchase Amount with SPSS........................ 65

Figure 4.

XVi



ABSTRACT

Purpose - This study evaluates at how changing from a 10% discount incentive to
a point system affects customer loyalty and buying behaviour at Zoya Jababeka.
Furthermore, it aims to examine the impact of new incentives to drive sales. It is
believed that the findings of this study will help Zoya Jababeka make better
decisions and add to understanding of loyalty and retention of customers in the

Muslim fashion sector.

Methodology - The study employs a combination method approach, integrating
quantitative experiments and qualitative interviews. The sample comprises 90
respondents over two months, divided into control, 10% discount, and points
system groups. Quantitative instruments derive from point-of-sale sales data, while

qualitative tools consist of questionnaires and interviews.

Findings - Changes in incentives between the control and the discount group, as
well as the control and the point group, had no significant impact on visit frequency
or purchases amount. However, there was a significant difference in the number of
purchases between the discount and the point group, but not in the frequency of

Visits

Practical Implications - The study provides insights for retail store in managing
the transition from discount to points to enhance customer satisfaction and sales.
Effective communication about point incentive benefits, regular program

evaluations, and customer service improvement are crucial for sustaining it.

Original/Value - This research serves as the first model to evaluate the impact of

incentive changes on customer satisfaction and retail fashion store sales.

Keywords - retail fashion store, retention, customer satisfaction, incentive.
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