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Abstract 

Vegetables are horticultural crops that have a high market absorption. Modern market that is considered 

to have many advantages does not necessarily reduce consumers’ shopping interest at traditional 

markets. Traditional markets appear to have different characteristics and visitor segments from modern 

markets. This study aims to determine the level of consumers’ satisfaction of vegetables towards the 

marketing mix in the traditional markets in Sukoharjo. Data were processed using the Customer 

Satisfaction Index (CSI) method. The study was conducted from January to March 2019 with 80 

consumers of vegetables as the respondents taken using quota sampling technique. CSI analysis was 

used to measure the level of customers’ satisfaction by calculating the rates of indicator performance 

attached to the items/services given by the consumers. Based on the CSI values, the result of the study 

conclude that consumers were satisfied with the services provided in traditional markets, which put 

priority on using family system to create convenient atmosphere of transactions. 
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INTRODUCTION  

Indonesian traditional markets face challenges 

due to the presence of modern markets, such as 

the rise of shopping centers. Traditional markets 

implement a system of direct bargaining 

transaction system having the main function to 

meet the needs of the community at village, sub-

district and district levels (Haryotejo, 2014). 

Indonesian traditional markets lose sales volume 

by 17% because of poor planning, inconvenient 

access, overcrowded trade activities, lack of air 

circulation and poor sanitation (Singh et al., 2010; 

Tanuwidjaja and Wirawan, 2012; Mas et al., 

2014; Martin, 2017). 

Based on the strategic plan of the Ministry of 

Agriculture for 2010-2014, traditional markets are 

related to sustainable agriculture and traditional 
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markets are able to improve farmers’ economic 

condition and welfare by absorbing agricultural 

products in the countryside. According to 

economic calculations, conventional farming 

practice is an appropriate alternative technology 

to solve food and nutrition shortages, as well as 

the problem related to food security encountered 

by the world’s population (Rivai and Anugrah, 

2011). 

The growth of modern markets in Indonesia 

was marked by the presence of department stores 

in 1966 (Nelwan et al., 2017). Modern markets 

can evolve and quickly attract public attention due 

to the competitive advantages such as cleanliness, 

a definite price and convenient place (Prabowo et 

al., 2017). Traditional markets provide inadequate 

market facilities, compared to department stores, 
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and this potentially reduces the number of visitors 

(Kuncahyawati, 2016). Market revitali-zation is 

an action to improve its facilities and services to 

provide a worthy shopping experience and 

increase the number of consumers (Hart et al., 

2007). 

The growth rate of the modern market is faster 

than that of traditional market, 31.4% per year and 

-8% per year, respectively (Nielsen, 2010). The 

rapid growth of modern markets affects traditional 

markets, shifting consumers’ preferences in 

shopping and lowering production due to reduced 

number of suppliers (Sheehy, 2004). 

The government plays a vital role in setting the 

regulations and monitoring the management 

system of traditional markets because in some 

countries, particularly Indonesia, traditional 

markets has a significant impact on the country's 

economy (Ars, 2015). People who shop at 

traditional markets are always associated with the 

shopping centers of the lower middle class 

(Muftiadi and Maulina, 2016). 

The growth in the population of Sukoharjo 

Regency is in line with the increase in community 

needs, especially food needs. Some of the 

products that are widely sold in traditional 

markets are vegetables and fruit. BPS (2016) have 

noted that the number of consumers of vegetables 

in Indonesia is higher (97.29%) than the number 

of fruit consumers (73.59%). Indonesia's per 

capita vegetable consumption still needs to be 

increased to 75 kg year-1, following FAO's 

recommendations and traders in vegetable 

industry should consider this (Wijaya, 2012). The 

vegetables sold in traditional markets are not 

packed, but the products are commonly fresher 

because they are taken to the markets in the same 

day they are harvested.  

Consumers today are more efficient in time 

and rational in making decision to purchase goods 

(Udiyana et al., 2018). According to the research 

of Rusnani and Andini (2011), one of the ways to 

compete with other sellers is marketing strategies, 

such as the marketing mix strategy to evaluate the 

performance of each attribute in marketing mix. 

Hermawan and Solihin (2011) have stated that 

marketing mix is a tool developed and used as a 

strategy by a company, specifically in marketing 

management. Huddleston et al. (2009) have 

declared that customer satisfaction impacts 

because prices differ between store formats. 

Harmon and Foote (2004) also specified that the 

level of satisfaction decreases when customers 

have to pay more for goods they think are of the 

same quality as those sold at lower prices. 

Consumer satisfaction becomes an important 

benchmark in measuring marketing performance 

(Beynon et al., 2010). The purpose of this study 

was to determine the level of satisfaction of the 

consumers of fresh vegetables in traditional 

markets in Sukoharjo. 

MATERIALS AND METHOD 

The research locations were selected using 

purposive sampling technique, by considering the 

market revitalization program and the extension 

of the moratorium for the construction of 

minimarkets until 2030 set in the Regional 

Regulation Number 6 Year 2016 to maintain the 

existence of traditional markets. The sampling 

technique used was using quota sampling 

technique by taking four consumers as samples 

per market from 20 traditional markets (Table 1) 

managed by the Department of Industry and Trade 

of Sukoharjo Regency with a total of 80 

consumers. The study was conducted from 

January to March 2019. 

Buchory and Saladin (2010) have defined 

satisfaction as happy or unhappy feelings resulted 

by comparing their expectation and the 

performance of a product. Zeithaml et al. (2009) 

have added that satisfaction is a customer’s 

response to the fulfillment of their expectations 

based on the performance of goods or services 

they consume. A customer satisfaction index 

(CSI) needs to be measured because the results 

obtained can be used as a reference from market 

management to conduct evaluation and develop 

strategies to improve customer satisfaction. 

Besides, the CSI also needs to be identified 

because customer satisfaction is most effectively 

measured on a continuous scale. 

In this study, data analysis was performed 

using the CSI. According to Tjiptono (2008), CSI 

is a step to calculate customer satisfaction level. 

The steps for measuring CSI are as follows. 

1. Determine the Mean Importance Score 

(MIS-i) or Mean Interest Score and Mean 

Satisfaction Score (MSS-i) or Average 

Satisfaction Score 

The MIS-i value in this study was obtained 

from the value of the consumer's interest level 

divided by the number of respondents, while 

the MSS-i was obtained from the value of the 

seller's performance level according to the 
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consumer divided by the number of 

respondents. The formula used was: 
 

𝑀𝐼𝑆−𝑖 =  
∑ 𝑌𝑖𝑛

𝑖=1

𝑛
      𝑀𝑆𝑆−𝑖 =  

∑ 𝑋𝑖𝑛
𝑖=1

𝑛
 

 

Note: 

N = the number of respondents 

Xi = the value of seller’s performance level 

=  === according to consumers 

Yi = the value of consumer interest level  
 

Seller’s performance level was "very 

dissatisfied" when the score was the lowest (1) 

and “very satisfied" when the score was the 

highest (5). While consumer importance level 

was “very unimportant” when the score was 

the lowest (1) and “very important” when the 

score was the highest (5). 

2. Decide the Weighting Factor (WF-i) or 

Weighting Interest Score 

The WF-i is the value of the average level of 

importance (MIS-i) of each attribute expressed 

in percentage of the total MIS-i for each of the 

attribute tested. The WF-i formula used in this 

research was: 
 

𝑊𝐹−𝑖 =
𝑀𝐼𝑆−𝑖

∑ 𝑀𝐼𝑆
 

3. Determine the Weighted Score (WS-i)  

The WS-i is a function of MSS-i multiplied by 

WF-i. MSS-i or the average value of the level 

of satisfaction in this study was obtained from 

the average value of the level of customer 

satisfaction. The formula for measuring WS 

was: 

 

𝑊𝑆−𝑖 = 𝑀𝑆𝑆 × 𝑊𝐹−𝑖 

 

4. Determine the Total Weight (WT)  

The WT is a function of the 1st total WS to the 

nth attribute. 

 

𝑊𝑇 =  𝑊𝑆1 + 𝑊𝑆2 + 𝑊𝑆3 + … … 𝑊𝑆𝑛 

 

5. Calculate the Satisfaction Index 

Satisfaction Index in this study was WT 

divided by the maximum scale used then 

multiplied by 100%. 

 

𝐶𝑆𝐼 =  
𝐶𝑆𝐼

𝐻𝑆
× 100% 

 
Note: 

WT = total score 

HS = maximum scale used (the higest Likert  

= ===  scale = 5) 

 

Table 1. Traditional markets in Sukoharjo 

No. Traditional Market Address 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

11. 

12. 

13. 

14. 

15. 

16. 

17. 

18. 

19. 

20. 

Tawangsari 

Ngalian 

Watukelir 

Tawangkuno 

Bulu 

Lengking 

Ir. Soekarno 

Carikan 

Grogol 

Telukan 

Cuplik 

Kedunggudel 

Sraten 

Mayang 

Kartasura 

Baki 

Bekonang 

Mulur 

Glondongan 

Sedayu 

Kateguhan 001/002, Tawangsari, Tawangsari 

Lorog 001/001, Tawangsari, Tawangsari 

Watukelir, Jatingarang, Weru  

Jl. Pattimura, Tawang, Weru  

Soronanggan 003/005, Bulu  

Lengking 002/004, Lengking 

Jl. Jendral Sudirman No. 35 Sukoharjo  

Jl. Raya Carikan, Sukoharjo 

Jl. Raya Grogol, Sukoharjo 

Jl. Raya Telukan Sukoharjo 

Tegalsari 001/001, Bulakan, Sukoharjo  

Kedunggudel 001/003, Kenep, Sukoharjo 

Sraten, Gatak, Sukoharjo 

Saripan, Mayang, Gatak  

Jl. Ahmad Yani, Kartasura 

Ngablak 001/004, Kudu, Baki  

Jl. Pemuda N0.57, Bekonang 

Mulur 001/001, Mulur, Bendosari 

Glondongan, Mranggen, Polokarto 

Kepuh, Bulu, Polokarto 
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The level of customer satisfaction can be seen 

from the criteria of the level of customer 

satisfaction. The highest satisfaction will be 

achieved if the CSI in the customer satisfaction 

criteria shows a range of 100%. CSI level criteria 

in the marketing mix for traditional markets are 

0.00 0, n ≤ 20.99 in the very dissatisfied category, 

21.00 ≤ n ≤ 40.00 in the dissatisfied category, 

41.00 ≤ n ≤ 60.99 in the category moderate, 61.00 

≤ n ≤ 80.99 in the satisfied category and 81.00 ≤ n 

≤ 100 in the very satisfied category (Maryono et 

al., 2016). 

RESULTS AND DISCUSSION 

Sukoharjo Regency is divided into 12 sub-

districts, namely Baki, Bendosari, Bulu, Gatak, 

Grogol, Kartasura, Mojolaban, Nguter, Polokarto, 

Sukoharjo, Tawangsari and Weru and each sub-

district has a center of economic activity taking 

form of traditional market under the management 

of the Department of Industry and Trade of 

Sukoharjo Regency. This will immediately move 

the economy and the progress of the community. 

Most traditional markets in there operate from 

05:00 a.m. to 4:00 p.m. The products marketed in 

traditional markets in this regency are diverse, 

including foods, vegetables, fruits, meat, fish and 

chicken, processed foods, electronics and 

household utensils. To support the activities of 

buying and selling, traditional markets under the 

management of the Department of Industry and 

Trade are equipped with permanent and non-

permanent buildings and other supporting 

facilities such as places of worship, public toilets 

and security posts. 

Based on the results of the study, the majority 

of consumers purchasing goods at traditional 

markets were female with a percentage of 

78.75%, while the male consumers reached 

21.25%. This shows that women’s interest in 

shopping at traditional markets was greater than 

that of men for the reason that shopping at 

traditional markets tended to be closer to women's 

activities for daily shopping. Besides, the female 

consumers had more thorough and detailed 

characteristics in shopping and were more adept 

at negotiating in transactions. The results also 

indicate that the majority of traditional market 

consumers were sellers (58.89%), followed by 

housewives (28.98%) and farmers, civil servants, 

etc. (12.13%). 

An individual’s consumption level is 

determined by their income. When the income is 

higher, the consumption will tend to rise 

(Rahardja and Manurung, 2004). This will have 

an impact on the ability or the purchasing power 

of the people and their responses to the facilities 

or shopping centers. The results of the study 

reveal that, the consumers purchasing vegetables 

in traditional markets were varied. 78.75% of the 

consumers had an income of between IDR 

1,000,000 and IDR 3,000,000, while 2.5% of 

them had more than IDR 5,000,000. This signifies 

that traditional market was the choice for most of 

the people in research location for shopping, 

especially the consumers with lower middle 

income, ranging from IDR 1,000,000 to IDR 

3,000,000. 

The satisfaction level of consumers purchasing 

vegetables in traditional markets with mix 

products was analyzed using the CSI. The results 

of the analysis are presented in Table 2. In the 

analysis of consumer level, satisfaction can be 

seen as the extent to which the level of 

performance or implementation of the observed 

attributes can meet the needs or expectations of 

consumers. The highest WS value on the product 

attribute was the diversity of products with a value 

of 0.190. According to consumers, the need for a 

variety of vegetables is always available in the 

traditional markets, which makes it easier for 

consumers to shop because consumers do not 

need to shop in several places to meet the needs of 

vegetables. Following Sari and Setyowati (2017); 

Hadita (2018), product quality in the form of 

product diversity significantly influences 

customer satisfaction in traditional markets in 

(Saputra, 2015) and people choose to shop for 

vegetables in traditional markets because the 

vegetables are believed to be fresher and lower in 

prices (Timoer and Trenggana, 2019). 

The highest WS value on the price attribute 

was the price of the product following the 

expectations of consumers, which was 0.162. The 

consumers of traditional markets specified that the 

price of vegetables in accordance with what was 

expected would provide satisfaction to consumers 

because consumer satisfaction would arise based 

on the match between expectations and the reality. 

According Herrmann et al. (2007); Salvador et al. 

(2007) and Wang (2014), customer satisfaction 

can be achieved when the price they pay for a 

product is quite in accordance with their 
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perceptions. Customer satisfaction is basically the 

difference between the expected and observed 

values of goods and/or services purchased and 

also directly proportional to the perception of 

price compared to quality. Levens (2010) has 

suggested that price is the cost of exchange of an 

item/service in a market. In other words, 

consumers feel that the cost of exchanging goods 

(vegetables) is based on their expectations. 

Traditional market are the manifestation of 

cultural value of applying more open buying and 

selling activities such as hospitality in transactions 

to reach an agreement on price and unfixed price 

so that bargaining can be possibly done 

(Prastyawan et al., 2015; Sahban and Periwa, 

2018). Price is the only marketing mix element 

that generates revenue; therefore, price 

competition is a vital issue encountered by sellers 

to seize market share.

 

Table 2. Analysis of CSI value calculation of all marketing mix attributes of the consumers of vegetables 

Atributtes MIS WF MSS WS 

(1) (2) (3) = (2)/total (4) (5) = (3x4) 

Product     

Product diversity 4.289 0.049 3.920 0.190 

Consumers get information on the product 

specification 

3.789 0.043 3.511 0.150 

Product freshness 4.122 0.047 3.833 0.179 

Price     

Product prices are in line with expectations 3.978 0.045 3.611 0.162 

Product prices can be negotiable 3.300 0.037 3.811 0.142 

Price developments are known by sellers 3.711 0.042 3.178 0.133 

Cheaper product prices 3.044 0.034 3.478 0.120 

Place     

Good product availability 4.100 0.046 3.711 0.172 

Kiosk has identity/plank 2.756 0.031 1.756 0.055 

Promotion     

Get additional free products to purchase a certain 

amount 

3.811 0.043 3.222 0.139 

Discounted product prices from sellers 4.078 0.046 3.556 0.164 

Word of mouth promotion 3.144 0.036 3.244 0.115 

Promotional information from sellers through the 

media (cellphones/leaflets) 

1.633 0.018 1.267 0.023 

People     

Sellers are friendly to buyers 4.322 0.049 3.622 0.177 

Sellers apply honesty 4.244 0.048 3.633 0.174 

Sellers serve buyers swiftly 4.011 0.045 3.611 0.164 

The sellers manages their own business 3.756 0.042 3.556 0.151 

Process     

Flexible payment process 3.800 0.043 2.567 0.110 

Ordering products for delivery 3.667 0.041 3.389 0.141 

The packaging process is done well 1.911 0.022 3.600 0.078 

Physical Evidence     

Cleanliness of shopping places is always 

maintained 

4.378 0.050 3.456 0.171 

Consumers are free in shopping 4.244 0.048 3.756 0.180 

The market is strategically located 4.356 0.049 3.922 0.193 

Products are arranged neatly according to the type 

of product 

3.978 0.045 3.544 0.159 

Total 88.42   3.445 

CSI 69% 
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The highest WS on the place attribute was the 

availability of good products, which was valued 

0.172. Product availability is a major consi-

deration for consumers in the traditional markets 

because products are always available; thus, 

consumers will be satisfied if the product sought 

is always available in the markets. On the 

contrary, consumers will be disappointed if the 

products are out of stocks. Haris et al. (2018) have 

detailed that the availability of products 

influences consumer satisfaction. 

The highest WS value on the promotion 

attribute was the discounted product price 

provided by the sellers, which was 0.164. The 

consumer gave details that the cutprice of the 

product gave more benefits, compared to the other 

attributes. The additional attributes of free 

products in this study occupy the second position 

below the discounted price from the seller because 

the free products are not suitable with the 

consumers’ desires. Word of mouth promotion is 

commonly carried out by sellers in traditional 

market because after they directly meet 

consumers, the consumers will inform others 

about the services provided and the goods 

marketed. Promotion through information media 

is used by the sellers as a way of communicating 

the goodness of the marketed product to the buyer 

so that the buyer is interested in purchasing the 

offered product. Promotion is carried out by 

traditional market traders in Sukoharjo to 

encourage consumers to buy the products offered. 

In other words, the promotion aims to increase 

sales turnover by influencing consumers. 

Pangastuti (2017) has stated that price discount is 

one of the factors that determine consumer 

satisfaction in shopping. 

The highest WS in the people attribute was the 

friendly seller. In traditional markets that involve 

bargaining process, consumers have direct 

interactions with sellers. As a routine activities, 

the interactions give a chance for both consumers 

and sellers to establish better relationships 

(Utomo, 2011). This is supported by the research 

of Wu and Li (2017) which found that from a 

marketing perspective, customers with good 

experience will have a higher intention to buy the 

same product or re-visit the store. The same thing 

was shown by Saputra (2015) that service is a key 

factor as a basis for customers to choose the 

products offered. The available facilities, as well 

as the responsiveness and readiness of sellers in 

providing services to consumers become a key 

factor in the impression that will be felt by 

customers while in the market. 

The highest WS on the process attribute was 

an order to be delivered. The consumers explained 

that certain traders are normally willing to carry 

out the process of sending a certain number of 

products. Orders are made when consumers are 

going to hold a celebration or other activities. This 

gives satisfaction to consumers because it 

facilitates the shopping process, especially in 

terms of time and energy, according to Johannes 

et al. (2009) who have stated that simplicity in the 

transaction process provides a positive 

relationship to customer satisfaction. 

The highest WS in the physical evidence 

attribute was the market located in a strategic 

location, which was valued 0.193. The access to 

the traditional markets are generally easy, because 

the areas are accessible to public and private 

vehicles to satisfy consumers. Saputra (2015) has 

noted that the perception of a good location will 

affect customer satisfaction. Location is a factor 

that plays a role in consumer satisfaction in 

spending money to buy goods or services. 

From the results of data analysis using the CSI 

method, a value of 69% was obtained. This value 

falls into "satisfied" category because the CSI 

value ranges from 60% < CSI < 80%. This shows 

that consumers are mostly satisfied with the 

performance of vegetable sellers in the traditional 

markets in research area. Most of the attributes 

attached to traditional markets have a good image 

in the eyes of consumers so as to get a good 

satisfaction index. Consumers are satisfied with 

services provided in traditional markets that still 

prioritize the family system so that it gives 

comfort to consumers in their transaction with 

sellers. However, sellers should maintain and 

improve their good on the attributes that are the 

main consideration of consumers in shopping. 

This is intended to improve the performance of 

traditional markets so that consumers continue to 

survive in these markets, and with improved 

management performance, the consumer 

satisfaction can always be improved in shopping. 

CONCLUSIONS 

Based on the value of CSI, consumers are 

satisfied with the performance of the seller of 

fresh vegetable in the traditional markets in 

Sukoharjo Regency. The attribute of the 
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marketing mix that provides the highest level of 

satisfaction is the markets that are strategically 

located. Marketing mix attribute causing the 

lowest level of satisfaction is promotional 

information from sellers through the media. 
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