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ABSTRACT

The development of digital technology has changed many things in con-
sumer behavior, including in shopping for daily necessities. The flexi-
bility and efficiency offered by digital technology have encouraged the
two largest retail companies in Indonesia to develop a digital food con-
venience store platform as a strategy to improve service to their cus-
tomers. By 2021, the developed food convenience store platform has
been used by more than one million customers. However, some custom-
ers have complaints against the platforms. It means that there are plat-
form attribute performances that need to be improved. This study aims
to analyze the attributes of the digital food convenience store platform
that users consider important and contribute significantly to its perfor-
mance. The number of respondents in this study was 200 users of digi-
tal food convenience stores platforms, and the data obtained were ana-
lyzed by the Importance Performance Analysis (IPA) method. As a re-
sult, there are 18 attributes that are considered extremely important by
users: login methods, product diversity, user data security, delivery ac-
curacy, product accuracy, customer service, shopping discount, ship-
ping cost discount, direct delivery service and product compatibility.
However, users rated that customer service, shopping discounts, and
shipping discounts attribute did not meet their expectations. Overall,
the performance of the digital food convenience store platform in Indo-
nesia reached 85.83% of user expectations, so that the digital platform
developer needs to concentrate on these three attributes so that the
level of performance can be maximized and meet user expectations.
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Introduction

In the last decade, national retail companies
in Indonesia have transformed their retail sys-
tem from conventional to an online digital plat-
form (e-retailing). Those are provided to fulfill
the consumer's lifestyle in Indonesia, especially
for middle-upper class consumers that want
flexibility and easiness to buy. Based on the
Ministry of Communication and Information
data, product sales on social media and e-com-
merce in 2020 around Rp446.75 trillion. This
number increased by 400% from 2017, which
amounted to Rp124.9 trillion. It indicates that
currently, consumers are more fond of online
shopping systems. Those are potential oppor-
tunities for business actors to start the digital
transformation.

The main characteristic of e-retailing is con-
sumers and buyers communicate through the
internet. In this context, there are four keys to
achieved efficient e-retailing: determining the
target market for e-retailers, understanding
the capacity of internet users, winning new cus-
tomers, and maintaining the trust of customers
who have purchased through the digital store
platform, especially loyal customers who have
purchased on the previous period. In e-retail-
ing, various factors impact customer satisfac-
tion, such as price, quality, speed of delivery,
availability of guarantees, availability of trans-
parent information about retailers, existing
consumer reviews. These all impact the entire
consumer decision-making process: from arri-
val to the digital store platform, through the
product ordering process, and the post-pur-
chase use of products and services [1].

According to research, 89% of consumers
will go elsewhere if their first purchase experi-
ence on an online site is not up to par [2]. Due
to the complexity of using the internet, the poor
shopping experience obtained from certain
online retailers will result in dissatisfaction and
reluctance to shop online. Therefore, it is im-
portant to ensure that the developed digital
store platform attributes follow their consum-
ers' interests and preferences. It can help e-re-
tailing companies evaluate consumers' im-
portant attributes but whose performance is
still below expectations.

Methods

To investigate consumer satisfaction of the
digital store platform, a consumer survey was
undertaken using questionnaire. The survey
was done during February- June 2021, while
200 respondents joined the survey. Respond-
ents are consumers who used the digital store
platform within a year. Respondents are cho-
sen by purposive sampling technique with con-
fidence level 95% and error level 10%.

The questionnaire are divided into two
parts. The first part is socio-demographic infor-
mation of the respondents, including gender,
age, occupation, monthly income and fre-
quency of using the digital platform. The sec-
ond part is the list of question about con-
sumer’s importance and performance score of
the digital platform.

According to Kotler & Pfoertsch [3], the
quality of services can be determined by five
factors, i.e., tangible, empathy, reliability, re-
sponsiveness, and assurance. The tangible fac-
tor shows attractiveness to the user. Empathy
describes caring that tries to understand con-
sumers' wants. Reliable show professionality,
trusted, accuracy, and consistency. Responsive-
ness describes the quality of services, including
complaint handling; assurance is the ability to
assure consumers' security and privacy. In ad-
dition, Azali et al. [4] found that platform e-
marketplace has 11 attributes that influence
buying decisions: product search, reputation
information, payment method, user data pro-
tection, location map, product quality, store
search, product prices, ease to operate, product
variations, and attractive display. Based on the
references, this paper built 18 attributes that
are attached to the digital platform of the con-
venience store can be seen in Table 1.

Survey data were analyzed with the Im-
portance Performance Analysis (IPA) method
developed by Martilla and James [5]. There is
three-step in the Importance Performance
Analysis method as follows:

1. Determine important attributes on the digi-
tal store platform

2. Determine importance level and perfor-
mance level
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3. Mapping attributes based on importance
dan performance level

The application of Importance Performance
Analysis (IPA) method has been used in various
field, including food [6,7] and retail [8,9].

Table 1. Attributes on the digital platform of convenience store

No Factors Attributes References
1 Unique platform design Chien et al. [10]
2 Tangible Ease of use the platform Chien et al. [10]
3 Platform operation reliability Chung & Shin [11]
4 Product compatibility Koncar et al. [1]
5 Product diversity Azali et al. [4]
6 Product categorization Sellapan & Shanmugam [12
7 Empathy Shopping dgiscount Azalipet al. [4] gam 1121
8 Shipping cost discount Chen et al. [13]
9 Ease to find the store Azali et al. [4]
10 Ease to find the product Azali et al. [4]
11 Reliable Price affordability Chung & Shin [11]
12 Payment method Azali et al. [4]
13 Direct delivery service Sellapan & Shanmugam [12]
14 Delivery accuracy Sellapan & Shanmugam [12]

15 Responsiveness

Product accuracy

Sellapan & Shanmugam [12]

16 Customer service Kotler et al. [3]
17 Assurance User data security Chien et al. [10]
18 Login method Chien et al. [10]

Results and Discussion
Validity and reliability test of Attributes

The biggest change caused by the appear-
ance of digital platforms is the level of con-
sumer satisfaction that is volatile to the level of
performance of digital platforms. Hence, the
important attributes need to be identified
based on platform user voices. This research
used 18 attributes mentioned in Table 1. Fur-
thermore, the validity and reliability of all

Table 2. Validity and reability test of attributes

attributes are tested with a significant level of
5%. The validity test was carried out to meas-
ure the level of validity of the instrument [14].
The reliability test was carried out to measure
the level of accuracy of the instrument [15] to
describe a particular object, in this case, the
level of importance and performance of digital
platforms. The results of the validity and relia-
bility tests can be seen in Table 2.

No Attributes Pearson-Correlation Cronbach's Alpha
1 Unique platform design 0.731 0.943
2 Ease of use the platform 0.457 0.943
3 Platform operation reliability 0.618 0.943
4 Product compatibility 0.812 0.943
5 Product diversity 0.914 0.943
6 Product categorization 0.627 0.943
7 Shopping discount 0.793 0.943
8 Shipping cost discount 0.648 0.943
9 Ease to find the store 0.720 0.943

10 Ease to find the product 0.429 0.943

11 Price affordability 0.797 0.943

12 payment method 0.819 0.943
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No Attributes Pearson-Correlation Cronbach's Alpha
13 Direct delivery service 0.748 0.943
14 delivery accuracy 0.703 0.943
15 product accuracy 0.503 0.943
16 customer service 0.826 0.943
17 user data security 0.794 0.943
18 Login method 0.371 0.943

Based on Table 2, all attributes had a Pear-
son-correlation value (r) less than 0.36 (r ta-
ble). Hence, all attributes are declared valid.
For the Cronbach's Alpha, all attributes have a
value of more than 0.70, meaning all attributes
have high reliability [16]. It can be concluded
that all attributes are valid and reliable, so it
can be used as an instrument to measure the
importance and performance of the digital plat-
form of the convenience store which provide
food products.

Table 3. Socio-demographic of the survey sample

Socio-demographic of the survey sample

The survey was dominated by women
(69%) with aged ranged 17-36 years old. They
were mostly student who lived in Yogyakarta,
Indonesia. They mostly had monthly income
around Rp 2-3 billion. The income value is in
accordance with the regional minimum wage
set by the Yogyakarta Provincial Government,
which is Rp 1.7 billion per month. The sample
has average frequency of buying with the e-re-
tailing digital platform 1-2 times monthly. The
Table 3 provides the detailed information on
socio-demographic of the survey sample.

Characteristic N %
Age 17 - 36 year 197 99%
37 - 56 year 3 2%
Gender Female 138 69%
Male 62 31%
Yogyakarta 161 81%
Greater Jakarta 14 7%
Residency West java 6 3%
Central java 3 2%
East java 6 3%
Outer java 10 5%
Student 122 61%
Occupation Entrepreneur 22 11%
Housewife 20 10%
Employee 36 18%
1-2 100 50%
Purchase frequency 3-4 77 39%
5-6 14 7%
>6 9 5%
<Rp1.000.000 20 10%
Rp1.000.000 - Rp2.000.000 33 17%
Monthly income Rp2.000.001 - Rp3.000.000 64 32%
Rp3.000.001 - Rp5.000.000 54 27%
>Rp5.000.000 29 15%
Monthly spending on online pur- <Rp100.000 34 17%
chasing Rp100.001 - Rp500.000 150 75%
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Characteristic N %
Rp1.000.001 - Rp1.500.000 15 8%
>Rp1.500.000 1 1%

Importance-Performance Attributes Index

The Importance Performance Analysis
(IPA) method mainly displays an index of con-
sumer assessment of the performance of an at-
tribute considered important from a product or
service. So, information about the level of con-
formity with their expectations will be ob-
tained. Readiness and performance indexes
were measured using a Likert scale of 1-5. In
this study, the [IPA method was used to measure
the importance and performance of the attrib-
utes contained in the digital platform of the
convenience store.

Based on Table 3, it is found that ten attrib-
utes have an index of importance above the

average (4.38): login methods, product diver-
sity, user data security, delivery accuracy,
product accuracy, customer service, shopping
discount, shipping cost discount, direct deliv-
ery service, and product compatibility attrib-
utes. It means that users consider the ten at-
tributes to have a high level of importance (ex-
tremely important). However, in terms of per-
formance, three of the ten attributes have a
lower than average performance index (3.76):
customer service, shopping discounts, and
shipping discounts attribute. The Table 4 pro-
vides the index of the importance-performance
of the attributes.

Table 4. Importance-performance index of attributes

No Attributes lml.)ortance Perf.ormance Expectati.on
index index conformity

1 Login method 4.50 4.07 90%

2 Product diversity 4.48 3.80 85%

3 User data security 4.48 4.01 90%

4 Delivery accuracy 4.46 3.86 87%

5 Product accuracy 4.44 3.84 86%

6 Customer service 4.42 3.71 84%

7 Shopping discount 4.41 3.68 84%

8 Shipping cost discount 4.40 3.70 84%

9 Direct delivery service 4.40 3.83 87%
10 Product compatibility 4.39 3.80 87%
11 Platform operation reliability 4.37 3.53 81%
12 Ease to find a store 4.37 3.77 86%
13 Payment method 4.37 3.77 86%
14  Ease to find a product 4.36 3.72 85%
15  Product categorization 4.34 3.82 88%
16 Price affordability 4.28 3.58 84%
17 Ease of use the platform 4.27 3.71 87%
18  Unique platform design 4.20 3.58 85%

Average 4.38 3.76 85.83%

Total perfomance: (}.Perfomance index)/
(QlImportance index) x 100%

(1)

From that results, total performance level
of the digital platform is calculated by equation
(1). The total performance index (3.76) is

divided by the importance index (4.38). Thus,
the convenience store's current digital plat-
form can only meet 85.83% of user expecta-
tions. So, it can be said that the three attributes
currently do not meet users' expectations of the
digital platform of the convenience store.
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Importance-Performance Attributes Map-
ping

Importance Performance Mapping can be
grouped into four categories: high priority,
maintain, low priority, overkill [5]. The group-
ing of the four categories is based on the value
of the importance and performance index,
which is processed into a Cartesian diagram as
shown in Figure 1. The position of the Y-axis
represents the level of importance, and the X-
axis represents the level of performance. The
intersection of the Y and X axes is at coordinate
4.38 (Y) and 3.76 (X), the average level of inter-
est and performance.

The results of the importance-performance
attributes mapping can then be simplified into
a table, as shown in Table 5. Each attribute is
grouped into one category according to the

mapping results in Figure 1. The first category
is the high priority attribute, which is an attrib-
ute that is considered extremely important by
users, but its performance is still below their
expectations. Attributes that are high priority
are customer service, shopping discounts, and
shipping discounts. It related to the research in
fashion apparel retail which service is became
consumers importance, while offer and price is
in maintain quadrant [9] Another study also
found that customer service is highly important
for consumer of Lazada and Tokopedia, e-com-
merce in Indonesia [17]. If developers want to
optimize the performance of the digital plat-
form of the convenience store, they need to
concentrate on allocating their resources to
make improvements to these three attributes.

46 o
Extremely | Important
1. Hiah prioritv | | I1. Maintain |
4,5
Ad
B1
B3 B2
Fair performance I 4.4 m Excellent performance
35 ] 3,6 3, 1A 38 3,9 4 41
4,3
[=] 4,2
| I11. Low prior- | 1V. Overkill
Slightly| Important
41 Y

Figure 1. Importance-performance attributes mapping

The next category is maintained attributes,
which are considered extremely important by
users and have excellent performance. The at-
tributes included in this maintain category are
login method, product diversity, user data se-
curity, delivery accuracy, product accuracy, di-
rect delivery service, and product compatibil-
ity. This results showed differences with an-
other survey on digital platform of e-govern-
ment service in Japan that people in Japan
included user data security in high priority

attributes [18]. However, a study found that ac-
curacy of the product information and delivery
service in the e-commerce platform are in-
cluded in the maintain quadrant in consumers
of e-commerce in Indonesia [17].

The third category is the low priority attrib-
ute, which is an attribute that is considered
slightly important by users with mediocre per-
formance. The attributes included in this
category are platform operation reliability,
ease of finding a store, ease of finding a product,

IJMABER

4149

Volume 4 | Number 11 | November | 2023



Wahyudin et al, 2023 / Importance-Performance Analysis on the Digital Platform Attributes of Food Convenience Store in Indonesia

price affordability, ease of use, and unique plat-
form design. Even though it is in the low prior-
ity category, digital platform developers should
still pay attention to these seven attributes to
improve users' performance. The ease of used
attributes found in maintain groups in e-com-
merce consumers in Indonesia [17], but it in-
cluded in highly importance group on the an-
other study in e-commerce website in Indone-
sia [19].

The fourth category is overkill at-tribute, an
attribute that users consider slightly important

but whose performance is excellent. Attributes
included in this category are payment method
and product categorization. Product categori-
zation also included in the attributes that
should be reduced in e-commerce user survey
in Indonesia [17]. However, payment method
included in low priority group [17]. Because its
performance has been rated as excellent even
though it is not considered important by users,
digital platform developers should not need to
make excessive repairs and spend a lot of re-
sources on these two attributes.

Table 5. Importance-performance attributes category

Attributes

No Category Code Name

1 B2 Customer service

2 High priority B3 Shopping discount

3 B4 Shipping cost discount
4 Al Login method

5 A2 Product diversity

6 A3 User data security

7 Maintain A4 Delivery accuracy

8 B1 Product accuracy

9 Cc1 Direct delivery service
10 C2 Product compatibility
11 C3 Platform operation reliability
12 C4 Ease to find a store
13 Low Priority D1 Ease to find a product
14 D3 Price affordability
15 E1l Ease of use the platform
16 E2 Unique platform design
17 . C5 Payment method
18 Overkill D2 Prodli]ct categorization

Conclusion Acknowledgment

Users consider eight attributes extremely
important: login methods, product diversity,
user data security, delivery accuracy, product
accuracy, customer service, shopping discount,
shipping cost discount, direct delivery service,
and product compatibility. However, users
rated that customer service, shopping dis-
counts, and shipping discounts did not meet
their expectations. Overall, the performance of
the digital convenience store platform in Indo-
nesiareached 85.83% of user expectations. The
digital platform developer needs to concen-
trate on these three attributes to maximize per-
formance levels and meet user expectations.

The authors want to give thanks to the Di-
rectorate of Research of University Gadjah
Mada for supporting this research and provid-
ing financial needs that make this research
could be done as expected.
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