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Abstract: Mediating Purchasing decision at Influence Situasional Factor and Product Factor fo Constm-
ery salisfaction Supermarket in Kupang city Purpose of vesearch iv lo test factor influence consislency
situasional and product factor to satisfaction of consumer through purchasing decision at supermarket in
Kupang city. Research sample is consumer as decision taker; buver and consumer shopping at supermaiiet
Kupang city which amounts lo 140. Sampling method applies technigque Accidental Sampling. Descriptive
analvsis applies description score spread of research variable to. Analysis inferensial applies Confivma-
fory Factor Analysis (CFA) fo test unidimensionality. Structural Equations Models (SEM). fo test structire
the relation and kontribution each variable as structure model former (Structural Models). Resull of
research of indication that factor situasional is meaning social environment, in perpective of former time

and situation had influence to purchasing decision of consumer. Product factor meaning quality of product,

[itur product and product mode has mfluence to consumer lo do purchasing. Purchasing decision meaning

preferensi purchasing, intention of purchasing, purchasing urgency and purchasing utility has influence 1o

consumer satisfaction. Factor situasional and product factor has influence io consumer satisfaction through

decision making Purchase. Testing consistency vielded by indication how well factor situasional and
product factor can satisfv for going shopping/buying consumer at supermarket in Kupang city
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analvsis model.

Perkembangan dunia usaha di Indonesia setelah krisis
ckonomi mengalami perkembangan pesat. Hal ini
berdampak terhadap perilaku belanja dan nilai belanja
konsumen, Masyarakat konsumen modern di kota-
kota besar selalu mendahulukan efisiens1 dan
cfektifitas dalam berbelanja kebutuhan akan barang
dan jasa. Kondisiseperti ini merupakan suatu potensi
dan dava dorong tumbuh kembangnya berbagai
macam bentuk bisnis, vang salah satunya adalah bisnis
ntel Perkembangan bisnis ntel modem di Indonesia
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scbagian besar bertumpu pada kegiatan pemasaran
terpadu yang berkesinambungan.

Dalam praktiknya sering kali dijumpai bahwa
kegiatan pemasaran sering mengikuti atau meniru
strategi yang dilakukan pesaing yang sukses antara
lain dalam bentuk; Menciptakan produk baru, meng-
gunakan merck yang mirip dengan merck produk
terkenal, aktif membuatkan iklan, menetapan lokasi
gerai baru.memberikan hadiah promosi (Triyono,
2006). Informas1 mengenai apa yang dinginkan dan
dibutuhkan oleh konsumen merupakan trend yvang
harus dimiliki bisnis ritel atau dengan kata lain selalu
well-informed yaitu sclalu mencari tahu perkembang-
an vang ada mengenai konsumen (Sophiah &

Syihabudin. 2008).
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