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collected through a survey filled out by 156 Sari Roti
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Marketing Strategy. into binary numbers, meaning it is represented by the

numbers 1 (one) and 0 (zero). Independent Variable
data consists of Durability, Reliable Quality, Well-
Known Brand, Prestigious Brand, Interested In New
Flavors, New And Innovative Products, Sufficiently
Many Variants, Affordable Price, Competitive Price,
Price Matches The Quality, Value For Money,
Promotion Via Facebook, Promotion Via Instagram,
Promotion Via Twitter, Promotion Via YouTube,
and  Promotion Via Website,  Influencer
Recommendation, Family Recommendation, Friend
Recommendation, Good Memory Or Experience,
Easily Accessible Store Location, Always Available,
Satisfied With Customer Service, Good Reputation,
Easy-To-Remember  Brand,  Good  Packaging
Condition. While, the Dependent Variable is the
Repurchase Intentions. From the research results, it
can be concluded that the factors that significantly
influence the repurchase decision are Prestigious
Brand, Sufficiently Many Variants, and Affordable
Price. Other variables do not significantly affect the
decision to repurchase Sari Roti products. Based on
the binary logistic regression analysis of 156 Sari
Roti consumers, it was predicted that 140 consumers
would repurchase, and 16 consumers would not, with
a data accuracy of 83.3%.
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INTRODUCTION

In the bakery industry, the main ingredient used in making bread is wheat flour, which is a
component of the processed food industry. Dutch colonists brought bread to Indonesia for the
first time in the 17th century. Since then, bread has been recognized in Indonesia and created in
many variations to suit local tastes. Initially, bread could only be found in big cities, but slowly
its production began to spread to other regions. At the time, bread was known as a colonial
specialty as it was the first product to be popular and widely enjoyed. However, over time, bread
became a favorite food of Indonesians, especially among the middle and upper classes. At first,
bread was only consumed by certain circles as breakfast, usually served with an omelets or a
glass of milk. But now, bread has become a practical food choice for busy urbanites and others.
Apart from being practical, bread is also considered nutritious with a wide variety of shapes,
flavors and textures. Today, bread is often consumed as breakfast, snacks or ready meals.

The widespread acceptance of bread in all walks of life creates great opportunities for the
development of the bread industry in Indonesia. This condition encourages the emergence of
various scales of bread businesses, ranging from small businesses or home industries to large-
scale companies. In fact, the small-scale bakery industry has been able to survive and thrive
despite the economic crisis, making this sector even more promising.

Bread has become a staple for urban communities in Indonesia, particularly for those
seeking a quick, convenient, and satisfying breakfast option. Among the leading brands in this
category, Sari Roti stands out as a pioneer in the Indonesian mass bread industry. Established in
1995 by PT Nippon Indosari Corpindo, Tbk, Sari Roti has grown to become the largest mass
bread producer in the country. Sari Roti has consistently demonstrated a commitment to
innovation, ensuring that its product offerings remain diverse and relevant to the evolving tastes
and preferences of consumers. The company offers halal, high-quality, and affordable bread
products. The brand continuously introduces new variations of bread, under three prominent
brands: "Sari Roti," "Sari Kue," and "Sari Choco."

Currently, Sari Roti operates 14 production facilities across Indonesia, ensuring extensive
product availability through a distribution network of over 88,000 sales points in both modern
and traditional retail channels. The products are widely available in major retailers such as
Indomaret and Alfamart, making them easily accessible to consumers. Based on a summary
compiled from the Sari Roti website and the retail websites of Indomaret and Alfamart (accessed
on October 27, 2024), Sari Roti offers 29 variants of Sweet Bread and 10 variants of White Bread.
These products are easily available in both retail stores. From the recapitulation of the price list of
all product variants from the two modern retail websites, it was found that the price of Sari Roti
ranges from Rp5,000 - Rp24,000, making it an affordable option for consumers.

Since its listing on the Indonesia Stock Exchange in 2010 under the ticker code ROTI, the
company has consistently demonstrated strong performance. Despite challenges such as the
COVID-19 pandemic, Sari Roti maintained a steady upward sales trend from 2018 to 2023,
achieving a peak revenue of approximately IDR 3.9 trillion in 2022. This success has been
acknowledged through various accolades, including the Top Brand Award for four consecutive
years from 2021 to 2024. However, despite having the highest Top Brand Index in the market
based on topbrand-award.com, the index for Sari Roti's White Bread product has shown a
declining trend since 2023. On the other hand, brands with similar products tended to experience
an increasing trend, although their indexes were still far behind Sari Roti. However, it is not
impossible that in the future, other brands could outperform Sari Roti. A comparison of the Top
Brand Index among brands of bread is shown below.

ISSN : 2828-5271 (online)



571
J-CEKI : Jurnal Cendekia Ilmiah
Vol.4, No.4, Juni 2025

Subkategori: ROTI TAWAR

www.topbrand-award.com

0% "

Tahun

®- Holland Bakery -8 Lauw & MAKO Sari Roti

Figure 1. Comparison of the Top Brand Index among Bread Brands

Therefore, in the highly competitive bread industry, understanding the factors that influence
repurchase intentions is crucial for businesses aiming to foster customer loyalty and sustain
growth. A repurchase decision occurs when consumers choose to buy a product again, which may
be based on their agreement that the product meets their expectations and desires (Schiffman &
Kanuk, as cited in Long-Yi Lin & Yeun-Wen Chen, 2009). They indicate a consumer's decision
to choose the same brand or product over alternatives, driven by various tangible and intangible
factors or variables.

Furthermore, according to Philip Kotler (2009), Marketing Mix is the controllable variable
that a company can use to impact on the customer's intention. While the definition of The 7P
Marketing Mix, as proposed by Kotler and Keller (2020) and further developed in subsequent
studies, is a marketing strategy model comprising seven critical elements that influence business
success. These elements include: Product, which refers to the combination of goods or services
designed to meet the needs of the target market; Price, representing the monetary value assigned
to the product or service, reflecting the value offered while ensuring company profitability; Place,
which involves business activities aimed at making products or services accessible to the
intended customers; and Promotion, encompassing efforts to communicate the benefits of
products or services, increase customer awareness, and drive sales. Additionally, Process refers
to the system and workflow ensuring smooth and efficient delivery of goods or services to
consumers. People highlight the importance of skilled and dedicated human resources who
directly interact with customers and serve as the frontline of business operations. Lastly, Physical
Evidence focuses on tangible aspects, such as facilities, equipment, and after-sales services, that
enhance the customer's purchase experience. Together, these elements form a comprehensive
framework for effective marketing and business growth.

By identifying these factors, this research aims to provide valuable insights into the
consumer decision-making process, emphasizing the elements that drive customers to repurchase
Sari Roti products. The findings are expected to guide strategies for Sari Roti or other companies
to optimize their potential in retaining and attracting repeat buyers. Therefore, Sari Roti can
maintain its position as the market leader in the bread industry, with its Top Brand Index
continuing to increase and remaining the highest compared to its competitors.
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RESEARCH METHOD
The research design utilized in this study adopts a causal approach, which is intended to
analyze the influence and relationships among variables that demonstrate cause-and-effect
interactions. Specifically, the study examines 7 (seven) dimensions that represent the marketing
mix of 7P, also referred to as influencing variables. These dimensions include Product, Price,
Promotion, Place, People, Process and Physical Evidence. Each independent variable is further
broken down into specific 26 sub-factors or indicators that represent the independent variable to
provide a detailed framework for analysis. Indicators or independent variables from Product
dimension are Prestigious Brand (Xi), Sufficiently Many Variants (Xz), Durability (X3),
Reliability (X4), Wel-Known Brand (X5s), Interested in New Flavors (Xs), New and Innovative
Product (X7), While, indicators from Price dimension are Affordable Price (Xs), Competitive
Price (Xo), Price Matches the Quality (X10), Value for Money (Xi1). Indicators from Promotion
dimension are Promotion via Facebook (Xi2), Promotion via Instagram (Xi3), Promotion via
Twitter (Xi4), Promotion via YouTube (Xis), Promotion via Website (Xis), Influencer
Recommendation (Xi7), Family Recommendation (Xis), Friend Recommendation (Xi9), Good
Memory/Experience (X20). Indicators from Place dimension are Easily Accessible Store Location
(X21), Always Available (X22). One indicator from People dimension is Satisfied with Customer
Service (X23). Meanwhile, indicators from Process dimension are Good Reputation (X24) and
Easy to Remember (X2s). Lastly, one indicator from Physical Evidence is Good Packaging
Condition (X26). The dependent variable in this study, referred to as the influenced variable, is
Repurchase Intention (Y), which represents the likelihood of customers choosing to repurchase
Sari Roti products. The figure of the research design is as follows.

Du;;l;i)\ity Competitive Price} Price Matches
Sufficiently Many Relabilty (X9) the Quality (X10)
(X4)

Variants
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Figure 2. Research Design
This study is descriptive quantitative research, which indicates a phenomenon by analyzing

collected variables and then performing numerical data analysis. Quantitative research is an
approach based on hypothesis-driven theory, utilizing survey and questionnaire methods for data
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collection, and analyzing the data through statistical methods (Apuke, 2017).

According to Riadi (2016), data sources refer to the information obtained regarding the data.
In this study, the data sources are divided into two types: primary data and secondary data. The
primary data was collected through questionnaires distributed to respondents who had purchased
Sari Roti products in Indonesia. The study was conducted in December 2024, using a Google
Form questionnaire distributed via WhatsApp over six days, from December 23 to December 29,
2024. During this period, a total of 156 respondents were gathered. Meanwhile, the secondary
data used in this study consists of written and unwritten information obtained from literature
reviews, such as journals or previous research, websites, social media, related articles, and other
information relevant to the research object.

The sampling in this study includes all individuals who have purchased Sari Roti products.
The sampling method used in this study is non-probability sampling, specifically convenience
sampling. According to Saunders, Lewis, and Thornhill (2007), convenience sampling is a
technique for collecting data from samples randomly selected from the population that meets the
characteristics of this study, namely, Sari Roti product buyers.

The questionnaire responses from the 156 respondents were then processed using SPSS
software with the binary logistic analysis method. Binary logistic regression modelling was used
to analyze the relationship between a response variable and several predictor variables. The
response variable is qualitative and dichotomous, taking a value of 1 (one) to indicate the
presence of a characteristic and 0 (zero) to indicate the absence of a characteristic (Sepang, 2012).

This research process involves a survey with 26 variables (X) as indicators depicted in
Figure 2 above. The data from this survey was cleaned and normalized for analysis using Ms.
Excel. Subsequently, step 1 of the analysis of variable X was conducted using the SPSS tool.
After obtaining the significant variable X, the analysis process was continued using only the
significant variable X, meaning that the weak variables X were disregarded or not included in the
binary logistic regression analysis step 2. All binary logistic regression analyses will refer to the
'variable in equation' table. The values of and the constants ( ¢ ) in the binary logistic regression
model were taken from step 2. For the prediction of repurchase and analysis accuracy, the
classification table generated in step 2 will be referenced. In the analysis results, the steps of the
implementation of this research design will be illustrated more clearly. The key steps involved:

Variable Selection: Using SPSS, the researchers identified the most important (significant)
variables for the analysis.

Binary Logistic Regression: This statistical method was used to model the relationship
between the significant variables and a binary outcome (like whether or not a customer will make
a repeat purchase).

Model Evaluation: The accuracy of the model was assessed using a classification table.

In essence, the researchers aimed to find out which of the 26 variables were most influential
in predicting a customer's decision to make the repurchase intention (Y). By using binary logistic
regression, it was able to build a model that could be used to make these predictions.

This study is using the binary logistic regression model formed as below:

1+ C+ 11+ 22t 3 3.+ )
where:
Y = Dependent Variable
Xi, X2, ..., Xa = Independent Variables from Indicators of 7P dimensions
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The cutoff value for the dependent variable (Y) is set at 0.5. This means that if a consumer

has Y value greater than 0.5, they are considered likely to repurchase Sari Roti. Conversely, if
their Y value is less than 0.5, they are considered unlikely to repurchase.

RESULT AND DISCUSSION
Respondent Profile

Of the 156 respondents surveyed, the demographic summary is as follows: 83% of
respondents reside in western Indonesia, including Java and Sumatra. 76% of respondents are
married or have families. In terms of age, 69% of respondents are between 26 and 45 years old.
Regarding employment, 54% of respondents work as private employees. For the economic
characteristics, 53% of respondents reported a monthly income exceeding IDR10,000,000. The
majority of respondents (88%) purchase Sari Roti products from minimarkets, and 60% buy Sari
Roti more than once a month.

Table 1. Demographics Characteristics of Respondents

Location Total| % Status Total| % Age Total| % Job Total | %
West Indonesia 130| 83% Married 119| 76% <15 years old 2 1%| |Private Employee 84| 54%
Central Indonesia| 25| 16% Single 37| 24% 16-25 years old 15[ 10%]| |Housewive 23| 15%
East Indonesia 1 1% Grand Total 156]100% 26-35 years old 50| 32%| [Civil Servants/TNI/POLRI/BUMN/BUMD 20| 13%
Grand Total 156 100% 36-45 years old 57| 37%| |Other 141 9%

46-55 years old 24| 15%| |[Enterpreneur 70 4%
>56 years old 8| 5%]| [Student 70 4%
Grand Total 156|100% Retired /Pension 1 1%

Grand Total 156[100%

Table 2. Economics Characteristics, Place to Buy and Frequency of Buying Sari Roti Product

Monthly Income Total| % Place to Buy Sari Roti Product Total| % Frequency of Buying in Month | Total| %

Rp 0 to < Rp3,000,000 21| 13% Minimarket (for example: Indomaret, Alfamart, 137| 88% Once in a month 63| 40%
Alfamidi)

Rp3,000,000 to <Rp5,000,000 171 1% Supermarket (for example: Giant, Hero, 10| 6%]| |2-3timesina month 67| 43%
Hypermart, Carefour)

Rp5,000,000 to <Rp10,000,000 35| 22%| |Travelling Salesmen 8| 5%]| |>4timesina month 26| 17%

Rp10,000,000 to <Rp 20,000,000 | 42| 27%| |Traditional Market 1 1%| |Grand Total 156 100%

>Rp 20,000,000 41| 26%| |Grand Total 156|100%

Grand Total 156|100%

Binary Logistic Regression Analysis

The primary data is used in binary logistic regression analysis. The primary data was
collected through questionnaires distributed to respondents who had purchased Sari Roti products
in Indonesia. The study was conducted in December 2024, using a Google Form questionnaire
distributed via WhatsApp over six days, from December 23 to December 29, 2024. During this
period, a total of 156 respondents were gathered.

The survey data sampling results were downloaded in Microsoft Excel format, where the
answers "Yes" were converted to "1" (one) and "No" were converted to "0" (zero). The next step
in processing is using the SPSS Binary Logistic Regression program, which is divided into 2 (two)
steps.

The Independent Variables (X) in this study and entered on step 1 (one) are Durability,
Reliable Quality, Well-Known Brand, Prestigious Brand, Interested In New Flavors, New And
Innovative Products, Sufficiently Many Variants, Affordable Price, Competitive Price, Price
Matches The Quality, Value For Money, Promotion Via Facebook, Promotion Via Instagram,
Promotion Via Twitter, Promotion Via YouTube, and Promotion Via Website, Influencer
Recommendation, Family Recommendation, Friend Recommendation, Good Memory Or
Experience, Easily Accessible Store Location, Always Available, Satisfied With Customer
Service, Good Reputation, Easy-To-Remember Brand, Good Packaging Condition. These
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variables (X) will be analyzed using the SPSS Binary Logistic Regression program to determine

the potential significance of factors affecting the Dependent Variable (Y), which is Repurchase
Intention (Y). The results obtained from this analysis are:

Table 3. Variables in the Equation on step 1

Variables in the Equation
B SE. Wald df Sig. ExpiB)
Step 1®  Durahbility 1.264 LT 2.189 1 139 3.538
Feliakle Quality 23 1.164 .03s 1 843 1.260
Well-Known Brand 2.052 1.615 1.615 1 204 7.786
Prestigious Brand 1.784 itk 6.570 1 010 5.883
Interested In Mew Flavors -1.168 820 2.029 1 164 A1
Mew And Innovative - 160 T .050 1 823 .852
Products
Sufficiently Many Variants 1.604 7495 4087 1 043 4 585
Affordahle Price 2977 1.338 4308 1 038 16.075
Competitive Price 572 1.054 285 1 58T 1.773
Price Matches The GQuality 2.049 1.558 1.729 1 188 7.7T63
Yalue For Money 1417 1.465 835 1 333 242
Promaotion Via Facehook 17132 13447554 .ooo 1 899 27553164518
Fromaotion Via Instagram 13,463 A026.342 000 1 G498 TO2630.458
Fromaotion Via Twitter -52.8968 15408.000 .ooo 1 897 .0oo
Fromaotion Yia Youtuhe 38.227 13962143 .ooo 1 498 3.998E+16
Fromaotion Via Wehsite 18.818 11707.457 .ooo 1 899 148838000.38
Influencer -077 1.500 003 1 459 826
Recommendation
Family Recommendation 806 T43 1174 1 2749 2.238
Friend Recommendation -1.180 884 1.759 1 185 307
Good Memary Or -221 704 .0a7 1 T56 802
Experience
Easily Accessible Store -1.058 1.533 ATE 1 4480 347
Location
Always Available 148 1.065 019 1 B84 1.160
Satisfied With Custormer Fd4 738 TE1 1 383 1.905
Senvice
Good Reputation 1.996 1.268 2478 1 116 7.356
Easy-To-Remember -.880 2.298 47 1 T02 415
Brand
Good Packaging Condition -1.406 2224 400 1 R27 245
Constant -6.046 3.5492 2.833 1 0g2 .0o2
a. Variable(s) entered on step 1: Durahility, Reliable Quality, Well-known Brand, Prestigious Brand, Interested In
Mew Flavors, Mew And Innovative Products, Sufficiently Many Variants, Affordable Price, Competitive Price,
Price Matches The Quality, Yalue For Money, Promotion Via Facehook, Promotion Via Instagram, Promotion
Wia Twitter, Promotion Via Youtube, Promation Via Website, Influencer Recommendation, Family
Recommendation, Friend Recommendation, Good Memaory Or Experience, Easily Accessible Store Location,
Always Available, Satisfied With Customer Service, Good Reputation, Easy-To-Remember Brand, Good
Packaging Condition.

From Table 3, it is known that if the Significance value is less than 0.05, then that variable
has a significant influence on the Repurchase Intention (Y). Therefore, it can be concluded that:
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The variables ‘Prestigious Brand’ with a significance value of 0.010, ‘Sufficiently Many

Variants’ with a significance value of 0.043, and ‘Affordable Price’ with a significance value of

0.038, all have significance values less than 0.05, meaning that these three variables have a

significant influence on the Repurchase Intention (Y); (2) The other variable has a significance

value greater than 0.05, meaning that the other variables do not significantly influence the
Repurchase Intention (Y).

From the data processing results in Table 3, there are three variables with significant values
that influence the Repurchase Intention (Y). These three variables were then processed again on
step 2 (two) using SPSS binary logistic regression analysis, by removing the non-significant
variables from the covariate’s column. The results obtained are as follows:

Table 4. Variables in the Equation on step 2

Variables in the Equation

B SE. Wald df Sig. Exp(B)
Step 1*  Prestigious Brand 1.926 487 16622 1 = 00 G.861
Sufficiently Many Variants 1.067 538 3.937 1 047 2.807
Affordable Price 1.989 733 7.366 1 007 7.311
Constant -2.173 BES 6.256 1 012 14

a Variable(s) entered on step 1: Prestigious Brand, Sufficiently Many Variants, Affordable Price.

From Table 4, the variables ‘Prestigious Brand’ (Xi) with a significance value of <0.01,
‘Sufficiently Many Variants’ (X2) with a significance value of 0.047, and ‘Affordable Price’ (X3)
with a significance value of 0.007. All have significant values less than 0.05, meaning that these
three variables have a significant influence on the Repurchase Intention (Y). Therefore, these
three variables can be used to predict the decision on Repurchase Intention.

Using the accuracy formula of the regression model with the results of the three variables
mentioned above, the regression model formed is:

1
1+ =C+ 11+ 2 2+ g 8))
1
T~ 1+  (2173-1926 1-1067 ,-1989 g)

where:
Y = Repurchase Intention;
Xi = Prestigious Brand,
X2 = Sufficiently Many Variants;
X3 = Affordable Price

The cutoff value for the dependent variable (Y) is set at 0.5. This means that if a consumer
has Y value greater than 0.5, they are considered likely to repurchase Sari Roti. Conversely, if
their Y value is less than 0.5, they are considered unlikely to repurchase. Based on the regression
analysis of 156 Sari Roti consumers, it was predicted that 140 consumers would repurchase and
16 consumers would not.
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Table 5. Classification Table

Classification Table®
Fredicted
Flans To Buy Again (2nd
Furchase) Fercentage

Observed 0 1 Correct
Step1  Plans To Buy Again (2Znd 0 10 20 33.3

PR 1 6 120 95.2

Cverall Percentage 833

a. The cutvalue is 500

Based on the Classification Table (Table 5), it can be seen that there were 10 consumers
who were observed to not plan to repurchase and were also predicted to not repurchase.
Meanwhile, 120 consumers were observed to plan to repurchase and were also predicted to do so.
The remaining 20 and 6 consumers had different results between the observed and predicted
values. Therefore, the accuracy of the resulting regression model is 83.3% on average.

Based on the relationship between Repurchase Intention (Y) and Prestigious Brand (X)),
Sufficiently Many Variants (X2), and the factors Affordable Price (Xs), the comprehensible
marketing strategies are recommended for Sari Roti: (1) Strategies to Strengthen the Brand
Prestige (X1): Sari Roti may design marketing campaigns that emphasize the brand's high
standards, such as using premium ingredients, employing advanced production technology, and
adhering to stringent hygiene protocols. Furthermore, Sari Roti may support or sponsor high-
profile events, such as corporate gatherings or health and wellness seminars, to reinforce the
brand’s premium image; (2) Strategies to Enhance Product Variants (X2): Sari Roti should
regularly introduce new product variants based on market preferences, such as flavors inspired by
traditional Indonesian desserts (e.g., klepon or kue lapis) to diversify offerings and attract new
customer segments. Additionally, Sari Roti may develop seasonal or limited-edition products
tailored to special occasions, such as Ramadan, Christmas, or regional festivities, to generate
excitement and increase demand; While for (3) Strategies to Address Affordable Price (Xs):
Sari Roti should introduce targeted discounts or bundle offers to encourage repeat purchases,
particularly among loyal customers shopping at major retail outlets such as Indomaret and
Alfamart. Besides that, Sari Roti may develop smaller-sized or more economical product variants
to cater to budget-conscious consumers, including school-aged children.

CONCLUSION

From the research above, it can be concluded that the factors that significantly influence the
decision to repurchase are Prestigious Brand, Sufficiently Many Variants, and Affordable Price.
Other variables do not significantly affect the decision to repurchase Sari Roti products. Based on
the regression analysis of 156 Sari Roti consumers, it was predicted that 140 consumers would
repurchase, and 16 consumers would not with a data accuracy of 83.3%.

Based on the research results regarding the factors influencing the repurchase of Sari Roti
using binary logistic regression, it was found that the variables Prestigious Brand, Sufficiently
Many Variants, and Affordable Price have a significant influence on repurchases. To continue
increasing consumer repurchases, it is advisable to maintain affordable product prices, create new
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variations of Sari Roti products, and conduct marketing campaigns or promotions that maintain
and enhance the prestigious brand of Sari Roti.
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