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ARTICLE INFO ABSTRACT
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Published December 2021 performance. This study usesquantitative methods. Total
population and samples are 50 respondents from all employees
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Linear Regression Analysis. The t test results show that work
ability, has a positive and significant effect on employee
performance, work etnic has a positive and significant effect on
employee performance, and work environment has a positive
and significant effect on employee performance. And the results
of the F show that the variables of Self Ability, work etnic and
work environment simultaneously affect the Employee
Performance Of Garmen Industries.

Introduction

Human resources play an important role in an organization or in a company.
Labor have a factor in encouraging the progress of an organization or company. The
potential that exists in quality human resources in a company will produce an optimal
activity, so as to increase effectiveness and efficiency in a company to spur
competitiveness [1]. Therefore, every organization needs quality human resources to
achieve the goals that have been planned by the company. According to [2], human
resource management is a planning, organizing, coordinating, implementing, and
supervising procurement, development, remuneration, integration, and separation of
workers in order to achieve organizational goals. The company's goals are said to be
achievable not only depending on modern equipment, adequate facilities and
infrastructure, but more depending on human resources who carry out the work [3].

The achievement of an organization is strongly influenced by the individual
performance of its employees [4]. Every company organization must always spur the
performance of its employees in the hope of achieving harmony in every part of the
company, so that the expected goals are achieved [5]. Employee performance in a
company can be influenced by several factors, including work ability, an organization
can develop and survive, if supported by employees who are competent in their
respective fields [6]. The ability of employees who are adjusted to the field of work
required by the organization will be able to produce outstanding employee performance.
Ability is the current capacity of individuals to perform various tasks in a job [7]. Overall
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abilities can be grouped into two categories, namely intellectual abilities and physical
abilities. In addition to work ability, another factor that becomes an obstacle is work ethic
[8]. Work ethic is an attitude towards work, so that a good work ethic will also result in
good performance and will certainly have a significant effect on the progress of the
company [9]. Employees who have a work ethic in their work are able to increase their
organizational commitment [10]. Work ethic is very dominant for the success of one's
work to the fullest, in the sense that the higher the work ethic of the employee, the higher
the employee's performance [11].

According to [12], the work environment is a place for a number of groups in
which there are several supporting facilities to achieve company goals in accordance
with the company's vision and mission. [13] states that the conditions of a good work
environment, if humans can carry out their work activities optimally, are healthy, safe,
and comfortable [14]. The suitability of the work environment can be felt in the long
term, while a poor work environment can change more labor and time, and does not
support obtaining an efficient work system design [15]. Thus, the work environment is
an activity environment in which employees perform work that can affect the
achievement of organizational goals and create comfort in carrying out their duties [16].

The first thing that must be attempted to improve employee performance is to
ensure that employees can carry out their duties in conditions that meet the
requirements, so that they can carry out their duties without going through tensions, or
in other words the organization must provide a good work environment for its
employees [17]. As a result, in the long term furthermore, an unfavorable Working
Condition can demand more manpower and time and does not support obtaining an
efficient work system design [18].

The company's success is not only achieved by implementing a business plan but
must be supported by the company's human resources. So it is a complex force where
employee performance has direct consequences for the company [19]. If the human
resources in the company have achieved their goals, it can be said that the company has
the power to compete with other companies [20] [21]. Seeing some of the phenomena
above, the problems in this study can be formulated whether work ability, work ethic
and work environment affect employee performance at the Garment Industries.

Research Methods

The research in this thesis uses quantitative research. Quantitative research is a
systematic scientific study of the parts and phenomena and the causality of their
relationships. Quantitative research is one type of research whose specifications are
systematic, planned and clearly structured from the beginning to the research design.
Most quantitative research is carried out using statistical methods used to collect
quantitative data from research studies.

The population of this study were all employees of the Garment Industries,
totaling 50 employees. The method of determining the number of samples is carried out
using saturated sampling. The number of samples taken from the Garment Industries is
all employees, totaling 50 respondents.
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Data analysis method: In the research, the data analysis method uses Instrument
Test which includes Validity Test and Reliability Test, Classical Assumption Test which
includes Normality Test, Multicollinearity Test and Heteroscedasticity Test and uses
Multiple Linear Regression Analysis. As for the hypothesis testing, this study uses the t
test to determine the effect partially and the F test to determine the effect simultaneously.
The results of the validity test of each 1 item of questions on the variables Work Ability
(X1), Work Ethic (X2), Work Environment (X3) and Employee Performance (Y) indicate
that the value of r count is greater than the r table, so that every 1 item questions on each
variable declared valid. Likewise, the reliability test results show that Cronbach's Alpha
Value on Recruitment (X1), Workload (X2), Facilities (X3) and Employee Performance
(Y) variables is greater than 0.60 so it can be concluded that all research variables are
declared reliable.

Result and Discussion

Literature review:

a. Work Ability

Workability is the result of work achieved by someone who carries out the tasks
assigned to him based on skills, experience and sincerity, and time [1]. Ability is one of
the elements related to knowledge or qualifications obtained from education, training,
or experience [22]. Ability is also a trait that is innate or learned that allows a person to
complete a task the ability to demonstrate his potential ability to perform a task or job
[23]. Workability can also be interpreted as one of the elements in maturity related to
knowledge or skills obtained from education, training, or experience [6]. Workability
can be measured through 2 (two) dimensions, namely physical ability and intellectual
ability [10] [15].

According to [16], states that the company needs to develop the ability of
employees to work better so that each employee can produce something that is directly
related to the company's targets, because with adequate abilities, employees can carry
out their work well. Employees who have adequate skills will be able to complete their
work on time or set targets, this occurs because employees can dedicate all their abilities
in carrying out their duties and be responsible [14] [21]. Workability has a significant
effect on employee performance, Workability can be demonstrated by the skills,
knowledge, and work experience of employees, by having these three dimensions,
employees can achieve higher performance [20], this shows that if Workability is getting
better, the performance is better. employees will get better and higher because employee
workability has a significant effect on employee performance [17]. H1: Work Ability has
a significant effect on employee performance

b. Work ethic

According to [8] the work ethic that should be owned by an employee is the
totality of his personality and the way he expresses, views, believes and gives meaning
to something, which encourages him to act and achieve optimal charity so that the
pattern of relationships between humans with himself and between humans and other
creatures can be well established. Employees who have a high work ethic can improve
their performance, this is in accordance with the results of research by [15] which states
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that work ethic has a significant effect on employee performance, as well as the results
of [20] which states that work ethic has a significant effect on employee performance.
[22] said that the work ethic which is defined as a view of the way a person, a group or
a nation works, contains a value system that concerns individual perceptions in carrying
out their work, and it turns out that the results of his research show that employees who
have a good work ethic high also has high performance. H2: Work ethic has a significant
effect on employee performance

c. Work environment

According to [18], the work environment is a place for a number of groups in
which there are several supporting facilities to achieve company goals in accordance
with the company's vision and mission. Meanwhile, [4] defines the work environment
as a source of information and a place to carry out activities, so that a good Working
Condition condition must be realized so that employees feel more comfortable and
comfortable in the workspace to complete their work, so that a high level of efficiency
can be achieved. A comfortable work environment that is in accordance with the type of
work will bring employees to perform well, this is in accordance with the results of [14]
which states that the work environment has a significant effect on employee
performance as well as the results of research by [19] which states that working
conditions have a significant effect on employee performance. H3: Work environment
has a significant effect on employee performance

d. Employee performance

According to [9], performance is the result of work in quality and quantity
achieved by an employee in carrying out his duties in accordance with the
responsibilities given to him. Meanwhile, according to [22] performance refers to the
level of achievement of the tasks that make up an employee's job. Performance reflects
how well an employee fulfills the requirements of a job. Often misinterpreted as effort,
which reflects the energy expended, performance is measured in terms of results. Based
on the understanding of performance according to some of the experts above, it can be
concluded that performance is an embodiment made by employees in improving the
work of an employee or organization. Good employee performance is one of the most
important factors in the agency's efforts to improve organizational performance.
Performance is an indicator in determining how efforts to achieve high performance
results in an organization or agency.

Research Result:

From the results of the study, it was found that the respondent's profile consisted
of 42 men out of a total of 50 respondents with a percentage value of 84%, then 8 female
respondents out of a total of 50 respondents with a percentage value of 16%. 19
employees aged 20-27 years or 38%, employees aged 28- 35 years as many as 21 people
or 42%, and employees aged 36 years as many as 10 people or 20%. The number of
employees who work for 1-5 years is 23 people or 46% of employees who work for 6-10
years as many as 15 people or 30%, while employees who work for >11 years are 12
people or 24%. The number of respondents with junior high school education is 12
people or 24%. Then the number of respondents with high school education as many as
35 people or 70%. Then the number of respondents with S1 education is 3 people or 6%.
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In addition, from the results of respondents' answers as many as 50 respondents showed
the frequency of respondents who were married was 27 people with a percentage of 54%.
While the frequency of unmarried respondents was 23 people with a percentage of 46%.
Before the regression analysis was carried out, this study analyzed the classical
assumption test consisting of the normality test, multicoloniality test, and
heteroscedasticity test.
a. Normality test
Normality test is a test carried out with the aim of assessing the distribution of
data in a group of data or variables, whether the distribution of the data is normally
distributed or not. Normality test is useful for determining the data that has been
collected is normally distributed or taken from a normal population. The normality test
in this study can be seen in Figure 1.

Flormal P-F Flot of Regression Standardi=zed Residual

Dependent Wariable: Kinerja Karyvavwanrn YY)
1.0

(IR =]

(=Nl

Evpected Cum Prob

(==} [= oA (=] o.m 1.0y

L ] =]
Figure 1. The Result of Normality Test

Based on the normal P-P Plot graph above, it can be seen that the plotting points
follow or approach the diagonal line. So it can be concluded that the residual value is
normally distributed.

b. Multicolinierity Test

Multicollinearity test is used to determine whether there are independent
variables that have similarities between independent variables in a regression model. If
there is a correlation, it is stated that the regression model has multicollinearity
problems. Multicolliniarity test in this study can be seen in Tabel 1.

Tabel 1: The Result of Multicolliniarity Test

Variables Tolerance VIF
Work Abilit 0.122 8.184
Work Ethics 0.361 2.769
Working Conditions 0.167 5.992

Table 1 shows that the Work Ability variable has a tolerance value of
0.122 and a VIF value of 8.184, a work ethic variable has a tolerance value of
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0.361 and a VIF value of 2.769, a Work Environment variable has a tolerance
value of 0.167 and a VIF value of 5.992. It can be concluded that the tolerance
value > 0.10 and the VIF value < 10, then each research variable is considered
free from multicollinearity symptoms [7].
c. Heteroscedasticity Test

Heteroscedasticity test was conducted to determine the distribution of
the data. Based on the results of the analysis, it can be seen in Figure 3 which
shows that the points spread below the number 0 on the Y axis or do not form a

Soaterplot
Dependent Variable: Kinerja Haryawan (7]

Kineria Karyawan (Y]
a
]
L]
L ]
.l

a =] =1 a

Regression Studentized Deleted (Press) Residual
certain pattern. So it is proven that there is no heteroscedasticity.

Figure 2. The Result of Heterocedasticity Test

d. Regression Analysis
The purpose of multiple linear regression analysis is to find out how
much influence several independent variables have on the dependent variable
and can also predict the value of the dependent variable if all the independent

variables have known values. The result of Multiple Regression on this study
can be seen on table 2.

Table 2: The Result of Multiple Regression Analysis
Unstandardized Standardize d

Model Coefficients Coefficients t Sig

B Std. Error Beta
1  (Constant) -2.493 1.170 -2131  .038
Work Ability (X1) 302 .105 .143 2.875  .006
Etos Kerja (X2) 467 .068 .198 6.840 .000
Lingkungan kerja (X3) 1.928 116 .706 16.564 .000

Based on the results of the regression analysis calculations in the table, the
Multiple Linear Regression equation for this study is obtained:
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Y =-2.493 + 0.302A + 0.467E + 1.928L + e

From the results of the multiple linear regression equation in table 2, it can be
interpreted as follows:

The constant of -2.493 has a negative value indicating that if the independent
variables Work Ability, Work Ethic, and Work Environment are fixed or constant, then
the variation of changes in the dependent variable on employee performance tends to be
negative. The coefficient of the Work Ability variable is positive. This means that the
Work Ability variable has a positive influence on employee performance with a value of
0.302 assuming the other variables are fixed or constant. The work ethic variable
coefficient is positive. This means that the work ethic variable has a positive influence
on the employee performance variable, with the acquisition value of 0.467 assuming the
other variables are fixed or constant. And the coefficient of the Work Environment
variable is positive. This means that the Work Environment variable has a positive
influence on employee performance, with the acquisition value of 1,928 assuming the
other variables are fixed or constant.

e. Determination Coefficient

The coefficient of determination is used as information about the suitability of a
model and is calculated to determine the extent to which the compatibility of a number
of independent variables in a multiple linear regression equation model can
simultaneously explain the dependent variable.

Table 3. The Result of Determination Coefficient

Model Summary®
Adjusted R Std. E f th
Model R R Square djusted R Std rf'or orthe Durbin-Watson
Square Estimate
1 .9932 986 985 1.508 1.559

a. Predictors: (Constant), Lingkungan kerja (X3), Etos Kerja (X2), Work Ability (X1)
b. Dependent Variable: Kinerja Karyawan (Y)

Table 3 shows the coefficient of determination (R square) which is 0.986. This
shows that 98.6% of the Work Ability, Work Ethic, and Work Environment variables
affect the Employee Performance variable. Meanwhile, the remaining 1.4% is influenced
by other variables outside of this study.

Hypothesis test: Hypothesis testing was carried out using the F test to test the
effect of the variable work ability, work ethic and work environment on employee
performance simultaneously, while the variables were tested using the F-test.

Table 4. F Test Results (Simultaneous Test)

ANOVA-
Model Sum of Df Mean Square F Sig.
Squares
1 Regression 7402.629 3 2467.543  1084.624 .000P
Residual 104.651 46 2.275
Total 7507.280 49
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ANOVA:-

Model Sum of Df Mean Square F Sig.
Squares

a. Dependent Variable: Kinerja Karyawan (Y)
b. Predictors: (Constant), Lingkungan kerja (X3), Etos Kerja (X2), Work Ability (X1)

The F-count value is 1084,624, this value is greater than the f-table, namely 2.81
or the f-count is 1084,624> 2.81 f-table with a probability value of 0.000 <0.05 so that the
regression model can be used to predicting employee performance variables or it can be
said that the variables of Work Ability, Work Ethic, and Environment together
(simultaneously) have a significant effect on employee job satisfaction.

While the test results with the t-test can be seen in table 5. Which shows that the
Work Ability variable obtains a t-count value of 2.875 > 2.01, it is stated that t-count > t-
table. The significance value is 0.006 <0.05. So it can be concluded that the hypothesis
(H1) is accepted, meaning that Work Ability has a significant effect on employee
performance. The work ethic variable has a t-count value of 6.840 > 2.01, so it is stated
that t-count > t-table. The significance value is 0.000 <0.05. So it can be concluded that
the hypothesis (H2) is accepted, meaning that work ethic has a significant effect on
employee performance. And the Work Environment Variable obtained a t-count value
of 16.564 > 2.01, it is stated that t-count > t-table. The significance value is 0.000 <0.05. So
it can be concluded that hypothesis 3 (H-3) is accepted, meaning that the work
environment has a significant effect on employee performance.

Table 5. T- test Results

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) -2.493 1.170 -2.131 .038
Work Ability (X1) .302 .105 143 2.875 .006
Etos Kerja (X2) 467 .068 .198 6.840 .000
Lingkungan kerja (X3) 1.928 116 .706 16.564 .000

Discussion:
a. The Effect of Work Ability on Employee Performance

Based on the results of the analysis and various tests, the Work Ability
variable has a positive and significant effect on the Employee Performance of
the Garment Industries. This can be seen from the large significance value,
which is 0.006 < 0.05, then it is declared positive. In addition, the results of
linear regression analysis and regression coefficients which show a value of
0.339 are positive. If the Work Ability variable increases by one unit, then the
value of the Employee Performance variable will increase by 0.302 with the
assumption that the other independent variables are fixed or constant. The
results of this study are also supported by [2] which produces research that
work ability has a positive and significant effect on employee performance. The
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statement of the theoretical concept is in accordance with research conducted
[9] which resulted in research that work has a positive and significant effect on
employee performance.

b. The Effect of Work Ethic on Employee Performance

Based on the results of the analysis and various tests, the work ethic
variable has a positive and significant effect on the employee performance of
the Garment Industries. This can be seen from the significant value of 0.000 <
0.05, so it is declared positive. In addition, the results of linear regression
analysis and regression coefficients which show a value of 0.467 are positive. If
the work ethic variable increases by one unit, then the value of the Employee
Performance variable will increase by 0.467 with the assumption that the other
independent variables are fixed or constant. The results of this study are also
supported by [11] which resulted in research that work ethic has a positive and
significant effect on employee performance. The statement of the theoretical
concept is in accordance with research conducted by [17] which results in
research that work ethic has a positive and significant effect on employee
performance

c. Influence of Work Environment on Employee Performance

Based on the results of the analysis and various tests, the work
environment variable has a positive and significant effect on the employee
performance of the Garment Industries. This can be seen from the large value of
significance is 0.000 < 0.05 then it is declared positive. In addition, the results of
the linear regression analysis and the regression coefficient which show a value
of 1.928 are positive.

If the work environment variable increases by one unit, the value of the
Employee Performance variable will increase by 1.928 with the assumption that
the other independent variables are fixed or constant. The results of this study
are also supported by a study conducted by According to [12] which resulted in
research that the work environment had a positive and negative effect.
significant to employee performance. The statement of the theoretical concept is
in accordance with the research conducted by
[22] which resulted in research that the work environment had a positive and
significant effect on employee performance.

d. The Influence of Work Ability, Work Ethic and Work Environment on
Employee Performance

Based on the research results, Work Ability, Work Ethic, and Work
Environment simultaneously have a positive and significant effect on Employee
Performance at Garment Industries. It can be seen that the significance value of
F is 0.000 < 0.05, so this proves that the regression model in this study has a
significant positive value and is declared feasible to explain the effect of the
variables Work Ability, Work Ethic, and Work Environment on Employee

3 ™
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Performance. The calculated F value is 1084,624 while the F table value=2.22
because the calculated F value is 1084,624 > 2.81, as the basis for decision
making in the F test, it can be concluded that Ho is rejected and Ha is accepted.
These results indicate that work ability, work ethic, and work environment
simultaneously affect employee performance.

Conclusion

Based on the results of research on the effect of work ability, work ethic, and
work environment on employee performance at the Garment Industries. So the
conclusions in this study are that low Work Ability can reduce the performance of
Garment Industries employees in , the lower Work Ability will reduce the performance
of Garment Industries employees in and vice versa, A low work ethic can reduce the
performance of Garment Industries employees, the lower work ethic will reduce the
performance of Garment Industries employees and vice versa. Therefore a low work
environment can reduce the performance of the employees of the Garment Industries,
and the lower the work environment will reduce the performance of the employees of
the Garment Industries and vice versa, Lastly Work Ability, work ethic, and work
environment as simultaniousely can improve the performance of employees of Garment
Industries.

Suggestion: Based on the conclusions above, some suggestions that are expected

to be useful for the company and parties involved in this research are as follows:
To improve the performance of the employees of the Garment Industries needs to
optimize the indicators of Work ability, Work Ethic and Work Environment by paying
attention to the performance of its employees and giving an award for skills, work
performance, etc. Because in essence employee performance is very important for the
company and can affect the results of employee work.

The GarmentIndustry Jombang needs to pay attention to the work ethic of
employees, especially the need to create an atmosphere and conditions that support the
improvement of work ethic. In addition, leaders need to seek to provide more budget
and develop their employees to be able to improve employee performance. Likewise,
the company needs to pay attention to the work environment, this can be done by
rearranging so that employees do not feel bored at work.

Further research needs to be done by using other variables outside of
independent variables such as compensation and leadership style that affect employee
performance where these variables are not examined by the author, but are suspected to
have an influence on employee performance.
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diversity affects loyalty, facilities affect customer loyalty, location
affects customer loyalty. Simultaneously price, product diversity,
facilities, and location affect customer loyalty. These results
provide evidence that Kedai Kopi Kanggo Riko Sidoarjo can
increase customer loyalty by emphasizing price factors, product
diversity, facilities, and location.

Introduction

The current business developments have caused very tight competition between
various companies. Events force market participants to act quickly in determining and
implementing competitive strategies to survive in the market. Today every organization
must be obligated to be customer-oriented because customers are one of the ways for
companies to win the competition in the market [9]. Competition between companies
that produce similar products or services is increasingly competitive. This condition
requires companies to create opportunities and be able to meet customer needs in order
to be able to maintain business sustainability [10].

Coffee shops are something that is not foreign to the people of Indonesia.
Enjoying coffee at a coffee shop has become a way of life for people. The "Kanggo Riko"
Coffee Shop, located in Sidoarjo, is a business activity that has a homey concept that has
a variety of drink menus. Based on observations, it was found that there were many
customer complaints at the "Kanggo Riko" Coffee Shop that affected sales. It is a
challenge for the "Kanggo Riko" Coffee Shop to increase customers during intense
competition by making various efforts for satisfaction and building customer loyalty.
Observing this fact, the "Kanggo Riko" Coffee Shop must be able to increase customer
loyalty. From this, it is necessary to have a study that can explain what factors are related
and affect customer loyalty at the "Kanggo Riko" Coffee Shop, especially product prices,
product diversity, facilities, and locations that affect the level of satisfaction and have a
relationship with loyalty. customer. Previous research found the existence of the
product, price, location, and promotion together on customer loyalty at the Manado
fresh mart mall [3]. [4] stated that facilities, services, and location have a significant
positive effect on customer loyalty.
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Customer loyalty means consumer loyalty to shop at certain retail locations based on
several basics to maintain a competitive advantage also helps attract attention and retain
loyal consumers [20]. A company must design the right marketing strategy in achieving
the company's goal of creating customer loyalty. for example, setting the right price
according to market share and economic conditions of the surrounding community can
create consumer satisfaction, satisfied consumers can create customer loyalty.

In creating customer loyalty, companies are required to be able to provide quality
service and good prices. Argue that price is the amount of money needed to get several
combinations of products and services [28]. Price is an important factor for customers in
deciding purchases for customers [11].

In addition to price, product diversity is a variation that is owned by a product
that shows many options available so that it is easier for consumers to get the desired
product so that consumers do not need to spend time and energy looking for the desired
product [11].

Facilities are one of the customer's considerations in determining the services to
be purchased. Complete facilities will provide the desired comfort and convenience for
every customer. Complete facilities affect customer satisfaction and loyalty.

To get loyal consumers, a supportive or strategic location is needed, good service
that can make consumers feel satisfied so that later consumers can trust the shopping
place which will then form a loyalty from consumers. Strategic location placement
provides efficiency and convenience for consumers to make the purchase process [29].

This study was conducted to examine the effect of price, product diversity,
facilities, and location on customer loyalty at Kedai Kopi Kanggo Riko Sidoarjo.

Research Methods

This study uses quantitative methods. Primary data is obtained directly from
respondents through questions/questionnaires by respondents. The population in this
study were all customers at Kedai Kopi Kanggo Riko Sidoarjo. The size of the sample in
this study is based on [7], namely the number of indicators multiplied by 5-10
parameters. So the number of samples used in this study was 20 x 6 = 120 respondents.
Measurement of respondents' responses using a 5-point Likert scale, namely: 1 = strongly
disagree - 5 = strongly agree. The sampling technique used the incidental sampling
technique. The collected questionnaires were processed using SPSS 22.0 software.

The measuring instrument in this study uses [5], to measure prices with 3 items.
Example of an item: The price of the product at the Kanggo Riko Coffee Shop is the main
consideration for buying. 4 items are used to measure product diversity from [12].
Examples of items: Products provided by the Kanggo Riko Coffee Shop according to
customer wishes. Facilities are measured using 3 items from [6]. Item example: The
parking lot at the Kanggoriko coffee shop is spacious. Location using a measuring tool
from [25] with 5 items. Item example: I feel that the location of the Kanggo Riko Coffee
Shop in Sidoarjo is strategic to visit. Customer loyalty uses 5 items from Maimuna (2020).
Item example: I feel that the location of the Kanggo Riko Coffee Shop in Sidoarjo is
strategic to visit.
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Result and Discussion

Literature review and hypotheses development:
a. Price

Price is an element of the marketing mix that is flexible which can change at any
time based on time and place. Price is the amount of money that must be paid to get
products and services. Prices may vary depending on the product or service being sold.
Pricing is often a complicated issue for companies because pricing will be a perception
for consumers, precisely price perceptions for consumers [27].
There are several price indicators, namely prices according to the ability of consumers
to buy, prices according to the products offered, competitive prices when compared to
other places [5].
b. Product Diversity

Product diversity is a variety of products in terms of completeness of products
ranging from brands, sizes and quality, and product availability. The variety of products
that are varied with quality assurance will create expectations for consumer interest to
consume them to meet the life needs of customers [2]. The development of varied
products with quality assurance will create expectations for consumer interest to
consume them to meet the life needs of consumers.
c. Facility

Argues that facilities are physical resources that must exist before service is
offered to consumers [6]. Facilities can also be anything that makes it easier for
consumers to get satisfaction. Because a form of service cannot be seen, cannot be
smelled, and cannot be touched, the aspect of physical form becomes important as a
measure of service. Consumers who want to find comfort during the process of waiting
for the implementation of services will feel more comfortable if the facilities used by
customers are made comfortable and attractive. Facilities include cleanliness and
comfort of the place, security, and parking [15].
d. Customer loyalty

Customer loyalty is a deep lasting customer commitment to re-subscribe or re-
purchase selected products or services consistently in the future [16]. States that
customer loyalty includes customers who want to subscribe in the long term, buy
repeatedly in the same place, voluntarily recommend products to others, pay more
loyalty, namely customer loyalty to return to transactions to use products, and services
that have been used by customers. These consumers with greater sacrifice, advocacy
loyalty, namely the attitude of customers who provide recommendations to others to
repurchase products or services.
e. Price on Customer Loyalty

Price is one of the important elements for companies to make a profit [24]. The
fairness of the price set by the company can affect the customer's intention to buy goods
or services. The fairness of the price can affect the perception of being a loyal customer.
Customers often want quality products or services at affordable prices and easy to
obtain. The right price can affect customer satisfaction and encourage repeat purchases
of products or services. Customers who have a positive perception will feel satisfied, on
the contrary, if the customer has a negative perception then they will not repurchase the
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product or service. Found that price had a significant effect on customer loyalty. Based
on this description, the hypothesis is as follows [18]; [8].

H1 : Price affects Customer Loyalty

Product Diversity on Customer Loyalty: Product diversity is a collection of
various products that are sold at affordable prices. The availability of a variety of
products will attract more customers to visit the place and make purchases because of
the wide variety of products sold [12]. The diversity of products with various kinds,
shapes, and sizes can create customer loyalty. The existence of product diversity will
affect customer perceptions to decide to repurchase or not. Customer loyalty can be done
by providing a variety of products to meet their needs and desires to create customer
satisfaction [1]. Research results, states that there is an effect of product with loyalty [3].
Based on this explanation, the hypothesis is formulated as follows:

H2: Product diversity affects customer loyalty

Facilities on Customer Loyalty: One of the factors that influence customer loyalty
is the facility. Facilities in the form of physical equipment aim to provide convenience
for customers to shop for goods or services [9]. Adequate facilities are needed to provide
customer satisfaction directly to meet various needs [23]. More facilities provided to
customers will be able to provide satisfaction and ultimately build customer loyalty. This
is following the findings of [4], which states that facilities affect loyalty.

H3: Facilities affect Customer Loyalty

Location on Customer Loyalty: The selection of the location to be used must
receive special attention by the company because it is wrong to choose the location and
type of distribution used, customer satisfaction will be difficult to achieve so that
customers will not be loyal. Location determines the success of service because it is
closely related to the potential market [13]. Furthermore, the place strategy ensures that
customers receive their purchases in the right quantities at the right time and the right
place. Establish an effective location strategy that is easily accessible so that consumers
teel satisfied and loyal to the company [11].

The results of research, found that location has a significant effect on customer
loyalty [30]. Based on the empirical results above, the hypothesis is as follows:

H4: Location affects Customer Loyalty

Price, Product Diversity, Facilities, and Location on Customer Loyalty: Customer
loyalty is an important element for a company to create business continuity. Customer
loyalty is a form of customer commitment that is reflected in a positive attitude in repeat
purchases [23]. Several studies have found such as [18], that the quality of service,
product, price, and location affect customer loyalty. [4] found that facility, service, and
location variables had a significant positive effect on customer loyalty. Based on these
empirical findings, the following hypotheses were formulated:

Hb5: Price, Product Diversity, Facilities, and Location to Customer Loyalty

Result and Discussion: An instrument is declared valid if r count > r table, if the
value of r count r table then the result is declared invalid. The research instrument can
be said to be reliable if the Cronbach's alpha value is > 0.6.
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Table 1 Validity and Reliability Results

Variable  Description Reobot Ruble  Cronbach’s Criteria
Alpha
Price(X1) X1.1 0.850 0.179 0.923 0.6
X1.2 0.867 0.179
X1.3 0.856 0.179
Product X2.1 0.744 0.179 0.904 0.6
Diversity X2.2 0.774 0.179
(X2) X2.3 0.837 0.179
X2.4 0.775 0.179
Facility = X3.1 0.877 0.179 0.894 0.6
(X3) X3.2 0.857 0.179
X3.3 0.897 0.179
Location  X4.1 0.695 0.179 0.920 0.6
(X4) X4.2 0.796 0.179
X4.3 0.830 0.179
X4.4 0.801 0.179
X4.5 0.732 0.179
Customer Y1 0.511 0.179  0.906 0.6
Loyalty Y2 0.746 0.179
(Y) Y3 0.749 0.179
Y4 0.841 0.179
Y5 0.826 0.179

(Source : SPSS Output (Processed Data))

Table 1 shows that all items from all variables are known to get an rcount value
of more than rtable (rcount > rtable), so it can be concluded that the research instrument
used is valid. In the price variable, product diversity, facilities, location and customer
loyalty, Cronbach's alpha value is greater than 0.6. It can be concluded that the research
instrument is reliable.

Hypothesis test

1. Partial Test (t-Test)

The t-test is used to show how much influence one independent variable has
individually in explaining the variation in the dependent variable. In testing the validity
of the expected sig value is less than 0.05 then the hypothesis is accepted. On the other
hand, the sig value is greater than 0.05, so the hypothesis is rejected.

Table 2 Hypothesis t Test Results

Variable t Sig.  criteria

Price (X1) 3,354 0,001 Significant
Product Diversity (X2) 2,384 0,019 Significant
Facility (Xs) 2,205 0,029  Significant
Location (X4) 3,298 0,001 Significant

Dependent variable: Customer loyalty

(Source: Processed Data)
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2. Simultaneous Test (F Test)

The F test was conducted to test the suitability of the multiple regression model
that has been carried out to test the significance of the simultaneous effect between price
(X1), product diversity (X2), facilities (X3), and location (X4) on customer loyalty (Y). If
the expected sig value is less than 0.05 then the hypothesis is accepted. On the other
hand, the sig value is greater than 0.05, so the hypothesis is rejected.

Table 3 F Test Result
Model F Sig. Criteria
1 44.306 0.000 Significant
Dependent variable: Customer Loyalty
(Source: SPSS Processed Data)

Table 2 it can be explained the results of the H1 test with a sig value. less than
0.05 (0.001 < 0.05) this indicates that the price has a significant effect on customer loyalty.
These results indicate that H1 is accepted, meaning that there is a positive and significant
effect of price on customer loyalty. This result reflects that the better the price offered by
the Kanggo Riko Coffee Shop, Sidoarjo, the higher customer loyalty. Appropriate pricing
to create customer loyalty. The price set by the Kanggo Riko Sidoarjo Coffee Shop is by
the capabilities and needs of the customer. It is proven by the answers of respondents
who buy products at the Kanggo Riko Coffee Shop Sidoarjo twice a week. The results of
this study are in line with the research of Sugiarsih Duki Saputri (2019) which proves
that price affects customer loyalty. This proves that the right price given by the company
will increase customer loyalty to the company. A good price is balanced with good
product quality, so customers will be more loyal to the company.

Furthermore, the results of H2 show the value of sig. less than 0.05 (0.019 <0.05)
this means that product diversity has a significant effect on customer loyalty. It can be
said that the second hypothesis (H2) proposed is accepted. These results explain that the
more varied the products offered, the higher customer loyalty at the Kanggo Riko Coffee
Shop Sidoarjo. The variety of products created by the Kanggo Riko Coffee shop is in
accordance with the needs or desires of customers so that they are able to attract the
attention of customers to make repeat purchases. The results of this study strengthen the
findings of Rohmawati (2018) that the variety of available products can attract
consumers and make consumers loyal to the "Kanggo Riko" Coffee Shop.

While the results of H3 that facilities affect customer loyalty at the Kanggo Riko
Coffee Shop Sidoarjo are shown by the value of sig. less than 0.05 (0.029 <0.05). It means
that it can be concluded that the third hypothesis (H3) is accepted, meaning that the
better the facilities provided, the higher the customer loyalty at Kedai Kopi Kanggo Riko
Sidoarjo. The facilities provided at the Kanggo Riko Coffee Shop Sidoarjo are a clean and
comfortable place, good security, and a large parking space. Facilities are one of the
important elements to support comfort for customers. Facilities are one of the customer's
considerations in determining the services to be purchased. Adequate facilities will
provide comfort for every customer. The results of this study are supported by [14], that
facilities have a positive and significant effect on customer loyalty at Cafe Zybrick Coffee
& Cantina.
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Furthermore, the results of H4 are known to have sig values. less than 0.05 (0.001
<0.05). This shows that location has a significant effect on customer loyalty, meaning H4
is accepted. It can be said that the more strategic the location of the Kanggo Riko Sidoarjo
Coffee Shop, the more customer loyalty will be. The location determination carried out
by the Kanggo Riko Sidoarjo Coffee Shop is a determining element of customer
satisfaction, an easy-to-access location results in high consumer satisfaction, strategic
location selection provides efficiency and convenience for consumers to make the
purchase process [29]. The results of this study are supported by previous research from
[30] that a strategic location can affect customer loyalty.

Based on Table 3, it is known that the value of sig. less than 0.05 (0.000 < 0.05), it
can be concluded that the fifth hypothesis (H5) is accepted. This means that with a good
price, product diversity, facilities, and location, customer loyalty at Kedai Kopi Kanggo
Riko Sidoarjo is getting better. The better customer loyalty, the more customers will want
to subscribe in the long term, buy repeatedly in the same place, voluntarily recommend
products to others to repurchase products or services.

Table 4 F Test Result
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 ,676 457 439 4,30200

a. Predictors: (Constant), Price, Product Diversity, Facilities, and Location
b. Dependent Variable: Customer Loyalty

(Source: SPSS Processed Data)

Based on the results in Table 4, it is known that the coefficient of determination
is 0.457, meaning that the variables of price, product diversity, facilities, and location
influence customer loyalty at the Kanggo Riko Coffee Shop Sidoarjo by 45.10%. As for
54.90% influenced by other variables not contained in this study.

Conclusion

Based on the results of research and discussion, it can be concluded that based
on the results of the t-test on multiple regression, it shows that each variable price,
product diversity, facilities, and location have a significant effect on customer loyalty at
Kedai Kopi Kanggo Riko Sidoarjo. This means that hypotheses 1, 2, 3, and 4 are accepted.
Furthermore, the results of the F test prove that simultaneously price, product diversity,
facilities, and location have a significant effect on customer loyalty at Kedai Kopi Kanggo
Riko Sidoarjo. This means that hypothesis 5 is accepted.

This study has a limited number of samples that are only found in the Sidoarjo
area so it cannot generalize to other areas. For future research, it is better to add a
mediating variable of customer satisfaction. This is intended to create loyalty, the
customer must feel satisfaction first.
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Organizational

This study aims to determine the effect of organizational culture,
competence and self-awareness on the performance of the
employees of the Culture and Tourism Office of East Java
Province. Respondents in this study amounted to 55 employees
through the distribution of questionnaires with sampling
techniques using saturated samples. This study uses quantitative
methods. The data analysis technique used is multiple linear

regression analysis. Data processing in this study using IBM SPSS
Statistics 23. The results of this study indicate that organizational
culture has a significant effect on employee performance,
competence has a significant effect on employee performance,
self awareness has no significant effect on employee
performance. Organizational culture, competence and self-
awareness simultaneously have a significant effect on employee
performance with a significance value of 0.000 <0.05. The results
of the coefficient of determination show a value of 65.7% which
means that all independent variables (organizational culture,
competence and self-awareness) affect the Employee
Performance variable, while the remaining 34.3% is influenced by
other variables not examined in this study. From this explanation,
the authors suggest evaluating and developing organizational
culture, competence and self-awareness in order to improve
employee performance.

Introduction

The current of globalization that is currently taking place requires everyone to
improve the quality of themselves, even to be more effective and efficient in what they
do. In the face of change, caution is needed to be able to adapt to the changes that are
happening now. In order to be able to compete with other human resources (HR) to be
better, especially in advancing the organization itself. The organization itself is a
container in which there are activities of people working together to achieve certain goals
that have been determined together. Organization is also a process of combining work
in which individuals or groups must do the work with the necessary talents to perform
tasks, providing the best channels for effective and efficient use, systematic, positive and
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most importantly the coordination of efforts. - the effort made. Our society
consists of a variety of different organizations, for example: government organizations,
religious, social, political, industrial, educational and so on.

Organizations have a fundamental purpose because the organization is basically
the basis of common interests. However, from each individual individual coming not
only to achieve goals but the organization is formed because of the similarity in nature,
personality, value system and belief, meaning that the organization is a work ethic goal
that has characteristics, conditions, personality, value system, work ethic beliefs and
beliefs. problems and characteristics of the organization. Organizations have a unique
nature in carrying out activities, this is because the organization has a culture or culture
that is adopted and applies to every individual and organizational activity. A group of
people who are in an organization without realizing it in their daily lives when carrying
out their activities in an effort to achieve organizational goals, they carry out habits that
gradually become a culture. Therefore, the habits that are carried out by members of the
organization that are carried out continuously are what shape the behavior of
organizational members and produce a culture that distinguishes one organization from
another according to its characteristics.

The problem that usually arises from the organization is the lack of cooperation
between employees, this is usually due to the lack of implementation of the
characteristics of organizational culture properly. Understanding the characteristics of
organizational culture is a guideline to control the behavior of members of the
organization itself which has functions and benefits that are useful for the organization.
The application of organizational culture is an important part so that the tasks can be
carried out seriously by everyone who works in the organization so that the work carried
out can improve employee performance. According to [2] stated that performance is the
result of work achieved by a person based on job requirements. Employee performance
in question is the result of performance shown by employees on a job that is their
responsibility in the organization. How to measure it by looking at the final results of
the work in the form of treatment, skills, facilities and skills related to organizational
goals so as to encourage the emergence of disciplined attitudes and service quality from
employees.

Culture provides an identity for members of the organization and evokes a
commitment to beliefs and values greater than oneself. Although these ideas have
become part of the culture itself, it can come wherever the organization is. A cultural
organization serves to connect its members so that they know how to interact with one
another. Organizational culture is a system of shared values and beliefs that interact with
people in an organization, organizational structure, and control systems that produce
behavioral norms to achieve common goals [22].

Organizational culture also contains values that must be understood, inspired,
and practiced together by all individuals or groups involved in it. The existence of these
values will make employees feel comfortable working, have commitment and loyalty
and make employees try harder to improve competitive employee performance.
implemented. If every organization has a strong culture, it means that all employees
have the same perception in achieving organizational goals. This unity of perception is
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based on the shared values that are believed and the norms that are upheld in the pattern
of behavior that is adhered to. These values and beliefs will be realized through the daily
behavior of employees at work.

In addition to organizational culture, another factor that affects employee
performance is competence. In improving employee performance, adequate competence
is needed. Competence has a very important role, because in general competence
concerns a person's basic ability to do ajob [12]. According to Spencer in [12] competence
is a characteristic that underlies a person related to the effectiveness of an individual's
performance in his work or the basic characteristics of individuals who have a causal or
causal relationship with the criteria used as a reference. So far, many government
agencies do not have employees with adequate competence, this is evidenced by the low
productivity of employees and the difficulty of measuring employee performance. To
achieve maximum and satisfactory work results, it is necessary to have competence
possessed by an employee in carrying out his work duties so that employee performance
can increase.

Employee competence supported by good self-awareness is a form of human
resource management activity to create productivity and a conducive environment.
With self-awareness, employees will obey and do their job well, not because of coercion.
Threats and punishments can only discipline in the short term. In the long term work
discipline must grow from within the individual, not because of the demands of the
institution alone [4]. According to [7] self-awareness is readiness for environmental
events and cognitive events consisting of memories, thoughts, feelings and physical
sensations.

A person with good self-awareness can accurately gauge their own moods,
feelings, and understand how their feelings affect others, is open to feedback from others
on how to continue to improve, and is able to make the right decisions despite
uncertainty and uncertainty. pressure [3], [10] and [14]. Self-aware people must
understand their own moods and emotions, be critical of information and truly
understand themselves.

Based on the phenomena and empirical facts above, the problem of this research can be
formulated: Do organizational culture, competence and self-awareness affect the
performance of the employees of the Culture and Tourism Office of East Java Province?

Research Methods

The type of research used is Causal Explanatory. Causal is a variable that affects
other variables [6]. Explanatory Research is research that aims to explain the relationship
between variables and research phenomena [6]. Thus, Causal Explanatory serves to
explain the causal relationship between the independent variable and the dependent
variable. The population of this study were all employees of the Department of Culture
and Tourism of East Java Province, totaling 55 employees. The method of determining
the number of samples is done by using saturated sampling. According to [16], saturated
sampling is a sampling technique when all members of the population are used as
samples. The number of samples taken from the Department of Culture and Tourism of
East Java Province was 55 respondents. Data analysis methods used include Multiple
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Linear Regression Analysis, t-test (partial), F-test(simultaneous), and Determinant
Coefficient Analysis to determine the role of organizational culture, competence and
self-awareness on employee performance.

Result and Discussion

Literature review:

a. Organizational culture

According to [22], Organizational Culture is a system of shared values and beliefs
that interact with people in an organization, organizational structure, and control
systems that produce behavioral norms to achieve common goals. Organizational
culture is the beliefs, norms, values, habits, attitudes and behavior of members in an
organization or company created by a group of people who serve as common guidelines
in carrying out organizational activities in order to solve internal and external problems
and become a differentiator between an organization and other organizations.
According to organizational culture is a set of values, principles, traditions, and ways of
working that are shared and influence the behavior and actions of organizational
members. For this reason, it must be taught to members including new members as a
correct way of studying, thinking, and feeling the problems they face. A strong
organizational culture can improve employee performance as stated in [21], as well as
the results of his research. Which states that organizational culture has a significant effect
on employee performance [15].

b. Competence

According to Spencer in [12] competence is a characteristic that underlies a
person related to the effectiveness of an individual's performance in his work or the basic
characteristics of individuals who have a causal or causal relationship with the criteria
used as a reference. Competence is a characteristic related to the effectiveness of
performance that makes the person able to fulfill what is required by the job in a
company organization.

Individual competence reflects emotional intelligence, which consists of self-
awareness, self-confidence, self-control, commitment, integrity, ability to convey to
initiate and accept change. Someone who has competence tends to have high
performance, this is in accordance with the results of his research [14] which states that
a person's competence can increase his performance, as well as the results of his research
also shows that competence has a significant influence on the performance obtained [21].

c. Self Awareness

According to [7] Self Awareness is readiness for environmental events and
cognitive events consisting of memories, thoughts, feelings and physical sensations. Self-
awareness is the ability of a person to know and understand himself including his
strengths and weaknesses, encouragement, values, and their impact on others that can
guide individuals in making the right decisions and is also a condition for us to work
with others effectively [4].

Self Awareness can also show concern for oneself. The influence of Servant
Leadership, Self Awareness and Compensation on oneself, readiness to recognize
oneself for what is being done, and understanding of the environment around us.
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Self-awareness is important for employees because it can have a significant effect on
employee engagement [13], this shows that increasing employee engagement can be
done by providing support to employees in increasing elf awareness of employees and
that if self-awareness increased, the auditor's performance would also increase.

d. Employee Performance

[2] According to states that performance is the result of work achieved by a
person based on job requirements. Performance can be referred to as the result of a
process or work. Therefore, every employee is required to have competence, namely the
expertise or ability to do the work that is his responsibility or entrusted. Every
application of a task or job there is an activity to process or replace input (input) into an
output (output) that has added value as a product or result of work.

Result:

Before further analysis of the data, the validity and reliability tests are carried
out, and the results shows that the validity test of each 1 item of question on the variables
of Organizational Culture (X1), Competence (X2), Self Awareness (X3) and Employee
Performance (Y) indicate that the value of r count is greater than r table, so that every 1
item of question on each variable is declared valid. Meanwhile, the results of reliability
testing that was carried out using Cronback Alpha analysis showed the values for each
of the variables Organizational Culture (X1), Competence (X2), Self Awareness (X3) and
Employee Performance (Y) showed a number greater than 0.6 so that it can be concluded
that all research variables are declared reliable.

The classical assumption test was also carried out consisted of the normality test,
heteroscedasticity test and multicollinearity test, and the results were as follows:

a. Normality test

Normality test in this study is used to meet the requirements in the use of
parametric statistics, namely the use of multiple regression analysis, which is to ensure
that the data to be analyzed is normally distributed. The results of the analysis of the
Normality Test can be seen in Figure 1.
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Figure 1. Normal P-P Plot
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Figure 1 shows the normal P-P plot, it can be seen that the points spread around
the line and follow the diagonal line. This indicates that the residual data is normally
distributed.

b. Heteroscedasticity Test

Heteroscedasticity test is used to determine whether or not there is a deviation
from the classical assumption of heteroscedasticity, namely the existence of an inequality
of variance from the residuals for all observations in the regression model. The
heteroscedasticity test aims to test whether in the linear regression model there is an
inequality of variance from the residual of one observation to another observation.
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Figure 2. Heteroskedastisitas Test

c. Multicollinearity Test
The multicollinearity test is used for requirements in using regression analysis,
this test is carried out to ascertain whether in a regression model there is intercorrelation
or collinearity between independent variables, while the results of this collinearity test
can be seen in table 1.

Table 1 Multicollinearity Test Results
Collinearity Statistics

Model
Tolerance VIF
(Constant)
Organizational Culture 0.421 2.372
Competence 0.332 3.00¢
1 self awereness 0.59¢ 1.672

Table 1 shows that the results of the Multicollinearity test can be seen that the
value of the recruitment variable, workload and facilities has a tolerance value > 0.1 and
a VIF value < 10 so it can be concluded that the independent variable does not occur
multicollinearity because the three variables are smaller than 10 so there is no there is
multicollinearity between independent variables in the regression model.

d. Multiple Linear Regression Analysis
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Multiple linear regression analysis is used to determine the effect of a variable on
other variables and if the variable is more than 2 (two). The results of the regression
analysis are then compiled into a regression equation.

Tabel 2 Hasil Analisis Regresi Linear Berganda
Unstandardized  Standardized

Coefficients Coefficients .
Model T Sig.
Std.
B Beta
Error
1 (Constant) ,736 4,652 ,158 ,875
Organizational Culture ,A417 ,167 ,316 2,500 ,016
Competence ,476 ,152 ,446 3,138 ,003
Self Awareness ,143 ,143 ,140 1,321 ,192

Table 2 shows the results of the regression analysis, and if it is entered into the
multiple linear regression equation it will be as follows:

Y=0.736 +0.417 X1 + 0.476 X2 + 0.143 X3 + e

Based on the linear equation model mentioned above, it can be interpreted as
follows: The value of bl shows a positive number of 0.417 its mean that the
organizational culture has an effect on the employee performance, while the value of b2
shows a positive number of 0.476 meaning that there is an effect between the competency
and the employee performance. Likewise, the result of self awareness a value of 0,143,
this mean that self awareness has an efffect on the employee performance.

e. Coefficient of Determination (r2)

The coefficient of determination is used to describe how much variation is
explained in the model. Based on the value of R2, it can be seen the level of significance
or the suitability of the relationship between the independent variables and the
dependent variable in linear regression.

Table 3 Results of the Coefficient of Determination (r2)

Model R R Square Adjusted R  Std. Error of the Durbin-
Square Estimate Watson
1 ,810° ,657 ,636 2,899 2,515

Table 3 shows the results of the determination test (R2) with a coefficient of
determination of 0.657 or (65.7%). This shows that the influence of the independent
variables consisting of organizational culture, competence and self-awareness. Can
explain the dependent variable, namely employee performance of 65.7% while the rest
is explained by other variables that are not included in this study.

f. T-test (Partial)

The t-test is used to partially test the hypothesis, namely to test the effect of each
independent variable individually on the dependent variable. This test can be done by
looking at the significance value, if the Sig value is below 0.05 then the hypothesis is
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accepted, while if the sig value shows a number above 0.05 then the hypothesis is
rejected.

Table 4. T-Test Results (Partial)
Unstandardized Standardized

Model Coefficients Coefficients T Sig.
B Std. Error Beta
(Constant) ,736 4,652 ,158 ,875
1 X1 417 ,167 316 2,500 ,016
X2 ,A76 ,152 446 3,138 ,003
X3 ,143 ,109 ,140 1,321 ,192

The results of the t-test analysis in table 4 can be seen and interpreted as follows:
1. The Influence of Organizational Culture on Employee Performance

Based on the results of the t-test in table 4, the Tcount value for the organizational
culture variable is 2.500 and the probability value is 0.016. When compared between the
results of the probability value < significance level, this states that the hypothesis is
accepted. Thus, it can be concluded that partially the organizational culture variable has
a positive and significant effect on employee performance.

2. The Effect of Competence on Employee Performance

Based on the results of the analysis with the t test in table 4, the Tcount value for
the Competence variable is 3.138 and the probability value is 0.003. When compared
between the results of the probability value < significance level, this means that HO is
rejected. So it can be concluded that partially the competence variable has a positive and
significant effect on employee performance.

3. The Effect of Self Awareness on Employee Performance

Based on the results of the t-test in table 4, the Tcount value for the self-awareness
variable is 1.321 and the probability value is 0.192. When compared between the results
of the probability value > the level of significance, this means that HO is accepted. So it
can be concluded that partially positive self-awareness variable has no effect and is not
significant on employee performance.

g. F Test (Simultaneous)

The F test is used to test the effect of the independent variables simultaneously
(simultaneously) on the dependent variable. Thus the F test was conducted to see the
effect of all independent variables together on the dependent variable. The test results
with the F-Test can be seen in table 5.

Table 5. F Test Results (Simultaneous)

Model Sum of Df Mean F Sig.
Squares Square
1 Regression 819,170 3 273,057 32,502 , 000r
Residual 428,467 51 8,401
Total 1247,636 54
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Table 5 shows the results of the F-test analysis calculations, from the F-
test results indicate that the F-test value is 32,502 with a significant value of
0.000, so it can be said that the significance value shows a number less than 0.05,
it can be concluded that the organizational culture variable, competence and
self- awareness simultaneously have a positive and significant effect on
employee performance.

Discussion:

a. The Influence of Organizational Culture on Employee Performance

Based on the results of the IBM SPSS 23 t-test output in the table above,
the Tcount value for the organizational culture variable is 2.500 and the
probability value is 0.016. When compared between the results of the
probability value of the significance level, this indicates that the hypothesis in
this study is accepted. So it can be concluded that partially the organizational
culture variable has a positive and significant effect on employee performance.
This research is reinforced by the results of previous research conducted by [15]
which states that organizational culture has a positive and significant effect on
employee performance. Likewise, the results of [21] state that organizational
culture has a significant effect on employee performance.

b. The Influence of Competence on Employee Performance

Based on the results of the t-test in the table above, the Tcount value for
the Workload variable is 3.138 and the probability value is 0.003. When
compared between the results of the probability value < significance level, this
indicates that the hypothesis in this study is accepted. So it can be concluded
that partially the competence variable has a positive and significant effect on
employee performance. This research is strengthened by the results of previous
research conducted by which states that competence has a positive and
significant effect on employee performance. Likewise, the results of research
[14] which states that a person's competence can improve his performance, as
well as the results of his research by[21] also shows that competence has a
significant influence on the performance obtained.

c. The Effect of Self Awareness on Employee Performance

Based on the results of the t-test analysis, the Tcount value for the self-
awareness variable is 1.321 and the probability value is 0.192. When compared
between the results of the probability value > the level of significance, this
indicates that the hypothesis in this study was rejected. So it can be concluded
that partially the self-awareness variable has an effect and is not significant on
employee performance. The results of this study do not support the results of
research conducted, which states that improving employee performance can be

3 ™
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done by providing support to employees in increasing elf awareness, which
states that if self awareness increases the auditor's performance will also

increase.

Conclusion

Based on the results of the study, the conclusion in this research is that
organizational culture and competence have a significant effect on employee
performance at the Culture and Tourism Office of East Java Province, but self awareness
has no significant effect on employee performance. Thus the implications of the results
of this study indicate that the leadership of government agencies can support employees
by creating a strong culture and increasing the competence of their employees so as to
improve their performance.

Recommendation: Based on the assessment of the results of this research, the
leadership needs to optimize indicators of organizational culture and competence by
giving awards to the skills, work performance, or competencies possessed by employees
so that they can improve employee performance for further research. others related to
improving employee performance.

References

[1]  Amirullah. 2015. Pengantar Manajemen. Jakarta : Mitra Wacana Media

[2] Bangun, Wilson. 2012. “Manajemen Sumber Daya Manusia”. Jakarta: Erlangga.

[3] Candraningrat, C. (2017). Pengambilan Keputusan sebagai Wirausaha Muda dan
Faktor Eksternal yang Mempengaruhinya di Institut Bisnis dan Informatika
Stikom Surabaya. Business and Finance Journal, 2(1), 1-14.

[4] Candraningrat, C. (2019). Business Plan" a Simple Strategy To Grow A Remarkable
Business".

[5] Candraningrat, C. (2020). The Effect Of Entrepreneurship Education On Interests
Of Entrepreneurship Through Self Awareness In Students In Surabaya. Jurnal
Ekonomi dan Manajemen: jmm17, 7(01).

[6] Cooper & Schindler. 2011. Business Research Methods, 11thed. New York:
McGraw-Hill Companies Inc.

[7] Daliana. (2016). Deskripsi Self Awareness Dan Kemampuan Penalaran Matematis
Siswa Kelas VII SMP Muhammadiyah Sokaraja. Thesis Universitas
Muhammadiyah Purwokerto

[8] Edison, Emron. Yohny anwar, Imas komariyah. (2016). Manajemen Sumber Daya
Manusia. Bandung: Alfabeta.

[9] Hamali, Arif Yusuf. 2016. Pemahaman Sumber Daya Manusia. Yogyakarta: CAPS.

[10] Karya, D. F., Rasyid, R. A. & Candraningrat, C. The Effect Of Work Interfere
Family And Family Interfere Work On Commitments Through Satisfaction And
Motivation. Exspektra: Jurnal Bisnis dan Manajemen. Vol 5 (1)

[11] Karya, D. F., Rasyid, R. A. & Candraningrat, C. (2021, May). Entrepreneurial
Commitments: Study at Woman Entrepreneurs in Surabaya. In 2nd International
Conference on Business and Management of Technology (ICONBMT 2020) (pp.
31-37). Atlantis Press.

DOL doi.org/10.3 (E-ISSN 2745-6382) 79



[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

Journal of Applied Management and Business (2021)

Moeheriono, 2014, Pengukuran Kinerja Berbasis Kompetensi Edisi Revisi, Jakarta:
PT Raja Grafindo Persada

Mujanabh, S., & Aini, S. N. (2020). Transformational Leadership, Kondisi Kerja Dan
Budaya Organisasi Pengaruhnya Terhadap Kinerja Karyawan. Business and
Finance Journal, 5(2), 155-164.

Mujanah, Siti, Tri Ratnawati, and Amiartuti Kusmaningtyas. "The effect of
competence, emotional quotient, and financial quotient on the business
performance of small and medium enterprises in Surabaya, Indonesia."
Proceeding 16th International Symposium on Management (INSYMA 2019), Hal.
2019.

Permana, Yohanes Satria Wahyu. dan Mujanah, Siti. 2019 Analisis Pengaruh
Budaya Organisasi, Dukungan Organisasional dan Sistem Penilaian Kinerja
Terhadap Kinerja Karyawan Melalui Organizational Citizenship Behavior D I
Bank Jatim. Global. Vol. 02, No. 02

Rachman, Taufiqur. Mujanah, Siti. Dan Susanti Nanis. 2021 Servant Leadership,
Self Awareness dan Kompensasi Pengaruhnya Terhadap Employee Engagement
dan Kinerja Karyawan pada Puskesmas Tanjungbumi Madura. Media Mahardika
19 (2), 361-371

Rivai, Veithzal dan Sagala, Ella Jauvani. 2009. Manajemen Sumber Daya Manusia
untuk Perusahaan dari Teori ke Praktik. Jakarta: PT Raja Grafindo

Sedarmayanti. 2017. Sumber Daya Manusia dan Produktivitas Kerja. Bandung: CV
Mandar Maju

Sugiyono. 2016. Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: PT
Alfabet.

Sutrisno, Edy. 2010. Manajemen Sumer Daya Manusia. Jakarta : Kencana Prenada
Media Group

Sumantri, Brahmasari, and Siti Mujanah. "The effect of individual characteristics,
competence and quality of work life on work motivation, intention to leave and
employee performance outsoursing manufacturing company in East Java
Province." Archives of Business Research 5.5 (2017).

Tika, Moh. Pabundu. 2010. Budaya Organisasi Dan Peningkatan Kinerja
Peruahaan. Jakarta: Bumi Aksara.

DOT: doi.org/10.37 (E-ISSN 2745-6382) 80



Journal of Applied Management and Business
- Vol. 2, No. 2, December 2021, Page. 81 - 87

Journal Homepage: hitps://e-journals.dinamikaacid/jamb
Custom Culture Event Marketing as a Brand Community
Creativity

Nashrudin Latif", Ferry Hariawan? Bayu Rama Laksono?
123Faculty of Economics and Business, PGRI Adi Buana University Surabaya
e-mail: nashrudin@unipasby.ac.id!

* Corresponding Author: E-mail: nashrudin@unipasby.ac.id

ARTICLE INFO ABSTRACT

Received November 2021 The purpose of this study is to describe kustom cultural events as
Accepted November 2021 a form of branding program from Retro Classic Cycles Jogjakarta
Published December 2021 and House of Customland Surabaya. During the event, we saw a

touch of creative creation of the kustom kulture brand

Keywords:  Brand Strategy, community. This study uses a qualitative method. Data were

Brand Community, Custom obtained based on observations and interviews with several

Kulture ,Event Management. . . .
people involved in the annual kustom kulture event. In addition,
the researcher also developed data collection by looking at the
social media managers of Retro Classic Cycles and House of
Customland. Research findings show that there are efforts to
develop brand communities, initiators routinely carry out annual
activities in kustom cultural events. The kustom kulture event
presents creative culture from a variety of artistic collaborators,
both fine art and motor builder, which inclusively makes event
collaborators really enjoy and actively participate in displaying
their artworks as a medium for creativity exhibitions. Originality
shows that kustom culture events are used as community media
for kustom culture activists Retro Classic Cycles and House of
Customland, as an effective way to build a certain identity of a
community, so as to increase public knowledge about kustom
kulture. Therefore, the quality and quantity of kustom cultural
events can be increased according to the differences and novelty
of the theme of the event being held.

Introduction

Organizing the annual event of a brand community becomes a ritual in itself
offering cultural values [1]. The existence of a brand community is being built and
maintained for a community identity [2]. Event activities develop brand identity through
a series of brand marketing processes [3]. The activity of marketing a variety of kustom
cultural arts is a learning education. Learning about how kustom cultural arts works
through the art of driving and other variants is realized in a joint event in a city.
Therefore, event marketing in a city is one way to create city brand activities.

Marketing events are periodically held annually by kustom cultural community
activists such as Retro Classic Cycles Jogjakarta at the Kustomfest 2021 event and House
of Customland Surabaya at the Customland 2021 event. The creative concepts of the two
have similarities and differences. The similarity of the concept of the event that was built
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by the two initiators of kustom cultural activities is that they both carry the theme of
kustom culture which is adopted from the art of driving Western culture to share
knowledge, thoughts, and actions of the art of driving. However, the two have
significant differences. The concept of kustom cultural events carried by Kustomfest
with the theme “Ride and Drive” focuses on roadshows of kustom motorcycle art
exhibitions to several cities, starting from Jakarta, Bandung, Purwokerto, Semarang,
Solo, Surabaya, Blauran National Park and Bali. The duration of the exhibition in each
city takes one full day, where the event begins by driving along the city road to the event
location. The event location is filled with kustom festival film screenings, talk shows and
kustom motorcycle event assessments. Meanwhile, the concept of a kustom cultural
event from the House of Customland carries a Javanese-centric theme, namely "Nala
Wahana Trusing Hyang". The location for the kustom cultural exhibition is only in the
city of Surabaya with a duration of four days and is filled with art exhibitions with
kustom motorbikes.

Event marketing is part of creativity, as the main capital in being competitive [4].
The creative economy in kustom cultural events provides motivation to provide creative
space and create its own market to work in the art of driving and have an impact on
economic activities. The development of creative industries is strived to produce a
positive business ecosystem, creativity and innovation in competitive advantage and
social impact in the interaction of the brand community.

Research Methods

Qualitative methods [11] were used in the research of kustom cultural events.
The output produced descriptively is obtained from written and oral statements and
observations of the behavior of the object under study on kustom cultural event activists.
Making good descriptions of pictures, writings, factual and accurate related to
phenomena studied systematically. The systematic study concerns the kustom cultural
community in terms of human groups, objects, the existence of conditions, thoughts and
events that surround it on the marketing of events which are held annually periodically.
The research objects were selected for kustom cultural activists at creative driving events
and other works of art at the 2021 Kustomfest and Customland events in Surabaya.

Result and Discussion
Theoritical framework: This study examines creative patterns of event marketing

management for kustom cultural activities and their willingness to participate. The
literature review is limited to how events marketing management constructs [4]
packaged according to the capacity of each brand community.
a. Event Marketing

The event marketing communication strategy [5], was originally chosen to respond
to changes in the marketing environment and consumer behavior. Event marketing is
used to determine the characters or events that are described to be known by the public,
so that the ability to attract media coverage and engage consumers is needed by a
company, in order to meet the needs of improving the company's image and promoting
the products or services offered. The marketer conveys a special message [6], through
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event marketing both internally and externally to the audience, to stimulate consumer
buying decisions and get potential consumers to increase sales and at the same time
build a company image.

Various forms of event marketing, in some studies, have their own characteristics
[7]. Event marketing field studies with consumer participation on brand equity, involve
trade show activities, street events, store fairs and certain events that require
sponsorship and consumer presence to build brand attitudes and increase brand equity.
Other studies review the study of text-based event design and interpretation as a source
of information for event marketing studies. Event design starts from internal and
external event announcements, volunteer recruitment, introduction of new products or
services, organizational channels used, formation of agency collaborations and to event
management. Event studies show findings on a series of activities such as information
technology, e-business outsourcing projects, cloud computing and open alliances,
capable of producing a measurement of the effectiveness of each event marketing
activity. The positive impact generated by event marketing activities focused on business
performance and the value of a brand equity has been quantitatively proven [8]. Our
research illustrates how the creative process of kustom cultural event marketing
activities is constructed from the various types and desires of consumers and event
collaborators.
b. Consumer Willingness

One indicator of customer willingness in maintaining the sustainability of the
company-customer relationship is the behavioral intention of the customer [6]. The
allocation of financial needs in an effort to retain customers is prioritized over finding
new customers. Actual behavior by knowing behavioral intentions is a valid indicator.
Therefore, the willingness of consumers to participate in event marketing, in this case
art collaborators and connoisseurs of kustom culture, is considered an important
response in their involvement in kustom cultural events.
c. Brand Community

Brand communities are born by the communal needs of the conception of human
behavior. Where the brand community [9] is seen as an active interpretation function
where the importance of negotiating the social meaning of the brand continues to change
according to the context. Where the context of the relationship that is built is the
relationship between the brand - customer and the relationship between community
members [10]. The form and function suggested in the brand community is first an
awareness of the good; where each member recognizes the importance of building a
sense of belonging, creating and directing a community of related brands; second, the
existence of rituals and traditions of togetherness; where the members involved share
their knowledge and experience in expressing mutually agreed behavior uniquely in a
community founded on the principle of togetherness; and third, moral ownership is
responsible to other people; meaning that community members are obliged to maintain
the provisions and laws imposed by the community.

Result and discussion
a. Event Marketing as Educational and Cultural Customization
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The marketing of the two major community events from Retro Classic Cycles
Jogjakarta at the Kustomfest 2021 event and the House of Customland Surabaya at the
Customland 2021 event, shows the effort to introduce the concept of thinking, movement
and kustom culture action. Knowledge transfer about kustom culture is part of a
marketing strategy-oriented exploration. Event marketing strategy [5] to offer a certain
character of a product or service that is custom. The nature of kustom in event marketing
both initiators is the art of kustom motorcycle riding. At a certain segment level, a
mutually beneficial relationship is needed between the company and its customers, both
individually and in groups. Kustom kulturebegins with value proposition adjustment
[12]. The goal is the adjustment of the offer or some portion of the value provision to the
specific terms proposed by the customer. This means that the approach used is not a one-
size-fits-all value proposition for mass needs, so everything is tailored to customer wants
and needs. The consequence is to make the company aware of responsiveness to the
different needs of customers in a unique way according to very different characters. Of
course, the customization approach has real implications for high costs and increased
revenue Therefore, a customized marketing strategy [13] is able to generate a
competitive advantage and be able to attract the attention of customers. However,
considering the high cost of customization for certain price sensitive customers and the
company as a producer, it will reduce the economies of scale, due to the increased cost
per unit of product offered.

Customization has become the new norm in the business world. Event marketing
is a medium for promoting kustom cultural products or services. Exhibitions of kustom
motorcycle art products are often used as an effort to make customers recognize their
specific needs and have character. The company adapts according to the needs of
customers and suppliers. The adaptive function has the power to build a close
relationship and is difficult to break, due to the emotional closeness between the product
purchased, the producer and the customer's psychology. Flexibility in using
organizational processes and structures requires the ability and availability to adapt to
each part of the customer's special offer individually. The flexibility of creating a variety
of value propositions can be achieved at a limited cost.

The variation of the value proposition of the art of driving in the marketing of
kustom cultural activists shows the existence of a community. The community
movement poured into the kustom motorcycle art festival creating an event
management relationship with the kustom motorcycle builders. The media festival
exhibits artwork and markets kustom motorcycle products. Kustom culture in other
works of art in the form of fine art, painting, photography, literacy, music and others
from collaborators is given space to work. The collaboration of joint events demonstrates
the involvement of the creative industry with customers and art creators.

b. Consumer Willingness as Creative Work Collaboration

The marketing of Kustomfest and Customland 2021 events is a cultural
movement with a creative collaborative approach. Cultural movements are based on the
activity of sharing and exchanging meaning between human interactions in it, where
efforts to influence and be influenced occur in a cultured society. Kustom cultural
materials are empowered through creative practices, shared and experienced by

DOI: doi.orz/lO. (E-ISSN 2745-6382) 84



Journal of Applied Management and Business (2021)

members of their community [10]. Institutionally, creative industries consist of two
groups, namely cultural production, where the practice is in the form of music, libraries,
performing arts and audio-visual, printing and publishing, as well as media
broadcasting production; and creative services, which is a combination of consumer and
corporate creativity including digital and internet services, advertising and art design.
This creative class encourages and has an impact on economic growth, so the
government develops a creative brand strategy to attract investors' interest in the
creative world by increasing creative-based creatives. Creativity development helps
people as consumers and producers to reflect, identify and pursue their creative goals in
a cultural context [14].

The Kustomfest and Customland events resulted from a collection of the
creativity of art collaborators. The mass involvement of event collaborators shows the
willingness of consumers as producers as well as creative services to be directly
involved. The involvement of other consumers as connoisseurs of the event was created
with promotions on the website and social media. Collaborators and connoisseurs of art
are specific consumers of kustom culture. The strategy of building the creativity of
Kustomfest and Customland aims to support and realize creative practices in building
creativity of kustom culture. Collaboration opportunities by providing creative
opportunities in both events to engage in shared experiences drive innovation and
enhance the sustainability of the kustom culture creativity ecosystem.

c. Brand Community as a Marker of the Structure of the Art of Driving Community

The Kustomfest and Customland event brand communities in 2021 as a special
community regardless of the geographical aspect and based on the structure of social
relations among admirers of the kustom cultural community brand. Signs [10] are clearly
observable at the annual event, which shows the sharing of awareness, rituals and
traditions, and the development of moral responsibility. Markers share awareness about
knowledge and membership have their own distinct community collectively in other
societies. One of them is the ownership of the art of riding a kustom motorbike which
shows the differences in the style of motorbikes from most, where the similarity of these
attributes has an impact on the understanding of one particular community to be
different from other communities. Rituals and traditions involve behavioral values that
are developed according to community approval, one of which is the use of friendly
greetings. Meanwhile, moral responsibility is created to make community members
involved in maintaining the existence and use of community standards that are adhered
to in a sustainable manner.

Brand communities are built from within the community. The construction of a
brand community is understood as the personal investment of its group members and
the relationships between its members. Communal spirit and community experience are
collectively created as a collective experience. Differences between communities are
based on their origin, and not on their meaning. Where Kustomfest started from a
kustom motorcycle festival and Customland started from a riding art exhibition with
collaborators of various other works of art. Where the origin still shows the social
identity of the community through communal behavior and the interaction of
community members, while the meaning is appreciated by social media. Brand cult as
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an in-depth practice of demonstrating devotion to a brand is explored as a religious
pattern.

The Kustomfest and Customland brand festivals are defined as events with
recreational and professional purposes outside the routine. The theme[4] brand festival
attracts consumers to be involved in the event that is run by facilitating interaction
between community members and the community brand itself. Subsequent
developments require conceptualization, which is not only on social interactions but on
social media publicity that focuses on interest and environmental mediation as core
values. Therefore, it is necessary to have quality event marketing that is relevant to the
conditions of the contemporary marketing environment [15].

Conclusion

Customfest and Customland is a kustom cultural community event
management. The purpose of both events is to educate community members about the
development of the art of driving and other works of art. Collaborative activities are
more emphasized as community norms that are adhered to as a tradition that must be
maintained and developed together.

The creativity of kustom culture stimulates kustom motorcycle builders and their
connoisseurs to gather for recreation and education of cultural development. The
development of a kustom culture that has communal differentiation with the
surrounding community as a marker in which its development requires
conceptualization on social media in the digital era.
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from the activities of the digital marketing process. This study
also examines digital marketing strategies to increase Brand
Awareness Apartment Urban town Serpong. This study uses a
qualitative descriptive method with a literature review approach.
The results show that digital marketing strategies are proven to
be able to increase brand awareness. The indicator used in this
study is the impact or response from research sources to identify
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the Serpong Urban town Apartment brand.

Introduction

Business in the digital era is disrupted both in terms of competition, sales
behavior, and buying behavior. Everything has shifted rapidly, especially business
competition. This cannot be separated from the support of very open information.
Moreover, social media provides support for the rapid dissemination of information.
Research [1] reveals that the use of social media for marketing communications is
increasingly common. In addition to increasing customer awareness of the brand, this
strategy is considered low-cost. Digital marketing activities using social media have
become a trend in millennial years. This is inseparable from the digital trend and
industry 4.0 which is increasingly plural. Research [2], [3] reveals that brand awareness
can be increased through the use of social media. Social media began to be used in 2002
although it is still limited to friendship. Friendster is a social media for friendship created
by Jonathan Abrams, a British programmer, who became the forerunner of social media
in the millennial era. Two years later, Mark Zuckerberg introduced FaceBook (FB) to the
world which later became the number one social media until 10 years later.

Digital-based communication is a trend that cannot be separated from the
millennial lifestyle. High speed of information, reach, efficiency, accuracy are the added
value of the communication model. It is used by companies, organizations, social
groups, and individuals to interact with each other in exchanging information. Further
developments, the company uses this digital communication model to speed up the
process of transferring information to customers. Then developed a digital-based
marketing model. The speed of information transfer from the company to the consumer
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can accelerate brand awareness for customers. Research conducted [4]-[6] found that
brand awareness that is built in the minds of customers will affect purchase intentions.
Research conducted by [7] also shows that marketing communication in social media
plays a very important role in shaping the brand awareness of a company, especially for
social media users. This is in line with research [8] which reveals that integrated
marketing communications can have a good effect on brand equity. The process of
building brand awareness can be started by building awareness of the company's
products. Awareness of this company's products will have an impact on customer
satisfaction which ultimately forms customer loyalty to the company.

The Urban Town Apartment is an apartment complex located in downtown
Serpong. This apartment targets the upper middle class with a comfortable residential
concept. This residence is relatively new when compared to other apartment dwellings.
This apartment has the opportunity to become a residential complex that can win the
hearts of customers. However, this apartment brand has received less attention from
consumers. Initial data obtained from interviews with customers, residents, prospective
residents stated that the residential concept was quite good but lacked promotion so that
this brand or brand was not known or not yet known by the public as an alternative
residential choice.

Brand awareness is basically a brand strength that is in the minds of customers.
This can be assessed by measuring the ability of consumers to provide identification of
the brand in various variations and conditions. Brand management or brand according
to [9] must be done properly by the company. Because it will cost a lot to do marketing
if big brands are competing. This is inseparable from the company's efforts to create
brand awareness itself. A study conducted [10] found that the influence of brand
awareness can be increased by using digital marketing.

Another opinion about brand awareness or better known as Brand Awareness is
the ability possessed by customers (general public) to identify a brand, product or
service. This brand awareness raising activity needs to be carried out by the company.
This is because consumers will buy products or services that are already known to them.
Research [11] confirms that brands that are already known by the public will be
purchased more than other brands that are not yet known. Consumers have a tendency
to buy a brand that already has a previous reputation and is known by the wider
community.

One of the big jobs of the company is to build awareness of the brand itself.
Companies gain a good brand reputation is not built in a short time. They take a long
time to implant in the minds of customers that their brand is exactly what the customer
needs. So that brand awareness will be formed by itself. The study conducted [12] proves
that the brand awareness that the company builds within a certain time has increased
sales intention. This is also inseparable from the behavior of consumers who are always
looking for or buying products or services that already have a good reputation.

Meanwhile, research conducted [13] states that brand awareness, brand
reputation, and brand associations incorporated in brand equity have an impact on
purchase intensity. This proves that brand awareness as part of brand assets (brand
equity) provides a significant role or influence on increasing sales.
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Several things can be done to build brand awareness. The study [14] states that
there are at least 5 (five) activities that can be done to build brand awareness. The five
things are: 1) creating a product or company logo; 2) use social networks and influencers;
3) participate in performances or events; 4) have a website. The five processes or
activities become a single entity that cannot stand alone. That is, if you want to increase
brand awareness in customers, then these five things must be done. Some of the points
above have indeed become a trend in the past. But then it became too mainstream, such
as point 5 having a website. In the current condition, the activity of building brand
awareness is not only having a website, but has progressed to point 2, namely using
social networks and influencers.

A well-built brand awareness always has a good reputation effect on the brand.
The study conducted [15] states that brand awareness, brand trust, and superior
products have an influence on the purchase intention of luxury goods. This proves that
brand awareness is very important to be considered by companies.

Research Methods

The literature review is a comprehensive review of previous research. This study
aims to develop information that has been previously researched. This research is
different from the type of academic research. Academic research will develop new
arguments in which literature review is used as the fundamental basis of research.
Meanwhile, this research will summarize and synthesize arguments and ideas from
previous research without adding new contributions. Several stages were carried out in
this research, namely: choosing a topic to be reviewed; obtain supporting journal
references; make analysis and synthesis of literature.

Result and Discussion
a. Digital Marketing Strategy

Digital Marketing is a strategic trend carried out by companies today. Marketing
science in the general sense that was taught in schools a few years ago may no longer be
applicable to today's conditions. The current condition is an anomalous condition where
customer behavior has changed. This change in behavior is related to the buying
decision process and the way to transact. The study [16] underlined that changes in
purchasing behavior were affected by the pandemic. Consumers make more purchases
online than offline. This change in buying behavior is clearly more profitable for both
parties, namely the seller and the buyer. Research [17] explains that online sales have
become a necessity since the last 5 years.

Online sales are considered the most rational solution during a pandemic. This
is confirmed by [18] who found the phenomenon of online sales to be one of the efforts
to increase revenue. These online sales activities also change the seller's marketing
strategy. The trend of selling through digital also affects the increase in digital marketing
activities. This is also confirmed by [19] that digital marketing activities are much more
effective when compared to conventional methods.

b. Social Media and Marketing Communication
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Social media is one of the tools to carry out a marketing strategy. Besides being
used as a marketing tool, social media is also used as a communication medium. The
company will communicate the products or services offered through social media. Social
media has become a marketing communication tool in the digital era. Research
conducted by [20] found that marketing communications have changed from
conventional to digital. Some people and companies use social media to promote their
products. Social media has become a tool for promoting goods and services.

Market participants are helped by social media to communicate with fellow
sellers, customers, and potential customers. Social media has given an identity to a brand
to be spread through social media in an easy way. Social media is also able to provide
very effective communication to build brand awareness. Studies conducted by [21]
Emphasizes that social media and marketing communications are one unit. In other
words, marketing communication in the digital era cannot be separated from social
media.

c. Brand Awareness and Customer Satisfaction

Brands that are well recognized by customers will be bought more than those
that are not known. This relates to brand awareness by customers. Customers will buy
a product that is well known. Customers who are able to identify the product well will
trust the product more than other products they are not familiar with. Research
conducted [22] found that products that have a good reputation are bought more than
products that are not known. Customers will also be more loyal to products that already
have a good reputation. Customers who make repeated purchases of the same product
are a manifestation of customer satisfaction.

Research on customer satisfaction has also been carried out by [23] Which
underlines that customer satisfaction is not only measured by products that have met
the expectations of customer needs. Furthermore, a product or service will provide
customer satisfaction if the product has a good reputation. Such a good reputation must
be built through brand awareness. This is confirmed by [24] that customers will have
more confidence in brands that have provided benefits and customer expectations.

Conclusion

Digital marketing has become a necessity in marketing communications. Several
studies that are reviewed in this research prove that digital marketing is proven to
increase brand awareness. Brand awareness has helped customers to repurchase a
product. It also shows the degree of customer satisfaction. In other words, if the
company wants to increase customer satisfaction, it can start by conducting marketing
communications using social (digital) media.
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