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Journal of Social Sciences & Humanities

About the Journal
Overview
Pertanika Journal of Social Sciences & Humanities (JSSH) is the official journal of Universiti Putra Malaysia 
published by UPM Press. It is an open-access online scientific journal which is free of charge. It publishes 
the scientific outputs. It neither accepts nor commissions third party content.

Recognized internationally as the leading peer-reviewed interdisciplinary journal devoted to the 
publication of original papers, it serves as a forum for practical approaches to improving quality in issues 
pertaining to social and behavioural sciences as well as the humanities.  

JSSH is a quarterly (March, June, September and December) periodical that considers for publication 
original articles as per its scope. The journal publishes in English and it is open to authors around the 
world regardless of the nationality.  

The Journal is available world-wide.

Aims and scope
Pertanika Journal of Social Sciences & Humanities aims to develop as a pioneer journal for the social 
sciences with a focus on emerging issues pertaining to the social and behavioural sciences as well as 
the humanities. 

Areas relevant to the scope of the journal include Social Sciences—Accounting, anthropology, 
Archaeology and history, Architecture and habitat, Consumer and family economics, Economics, 
Education, Finance, Geography, Law, Management studies, Media and communication studies, Political 
sciences and public policy, Population studies, Psychology, Sociology, Technology management, Tourism; 
Humanities—Arts and culture, Dance, Historical and civilisation studies, Language and Linguistics, 
Literature, Music, Philosophy, Religious studies, Sports.

History
Pertanika was founded in 1978. A decision was made in 1992 to streamline Pertanika into three journals 
as Journal of Tropical Agricultural Science, Journal of Science & Technology, and Journal of Social 
Sciences & Humanities to meet the need for specialised journals in areas of study aligned with the 
interdisciplinary strengths of the university. 

After almost 25 years, as an interdisciplinary Journal of Social Sciences & Humanities, the revamped 
journal focuses on research in social and behavioural sciences as well as the humanities, particularly in 
the Asia Pacific region.

Goal of Pertanika
Our goal is to bring the highest quality research to the widest possible audience.

Quality 
We aim for excellence, sustained by a responsible and professional approach to journal publishing.  
Submissions are guaranteed to receive a decision within 14 weeks. The elapsed time from submission 
to publication for the articles averages 5-6 months. 

Abstracting and indexing of Pertanika
Pertanika is almost 40 years old; this accumulated knowledge has resulted in Pertanika JSSH being 
abstracted and indexed in SCOPUS (Elsevier), Thomson (ISI) Web of Science™ Core Collection 
Emerging Sources Citation Index (ESCI). Web of Knowledge [BIOSIS & CAB Abstracts], EBSCO 
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and EBSCOhost, DOAJ, Google Scholar, TIB, MyCite, ISC, Cabell’s Directories & Journal Guide.

Future vision
We are continuously improving access to our journal archives, content, and research services.  We 
have the drive to realise exciting new horizons that will benefit not only the academic community, but 
society itself. 

Citing journal articles
The abbreviation for Pertanika Journal of Social Sciences & Humanities is Pertanika J. Soc. Sci. Hum.

Publication policy
Pertanika policy prohibits an author from submitting the same manuscript for concurrent consideration 
by two or more publications.  It prohibits as well publication of any manuscript that has already 
been published either in whole or substantial part elsewhere. It also does not permit publication of 
manuscript that has been published in full in Proceedings. 

Code of Ethics
The Pertanika Journals and Universiti Putra Malaysia takes seriously the responsibility of all of its 
journal publications to reflect the highest in publication ethics. Thus all journals and journal editors 
are expected to abide by the Journal’s codes of ethics. Refer to Pertanika’s Code of Ethics for full 
details, or visit the Journal’s web link at http://www.pertanika.upm.edu.my/code_of_ethics.php

International Standard Serial Number (ISSN)
An ISSN is an 8-digit code used to identify periodicals such as journals of all kinds and on all media–print 
and electronic. All Pertanika journals have ISSN as well as an e-ISSN. 

Journal of Social Sciences & Humanities: ISSN 0128-7702 (Print);  ISSN 2231-8534 (Online).

Lag time 
A decision on acceptance or rejection of a manuscript is reached in 3 to 4 months (average 14 weeks). 
The elapsed time from submission to publication for the articles averages 5-6 months. 

Authorship
Authors are not permitted to add or remove any names from the authorship provided at the time of 
initial submission without the consent of the Journal’s Chief Executive Editor.

Manuscript preparation
Refer to Pertanika’s Instructions to Authors at the back of this journal.

Most scientific papers are prepared according to a format called IMRAD. The term represents the first 
letters of the words Introduction, Materials and Methods, Results, And, Discussion. IMRAD is simply 
a more ‘defined’ version of the “IBC” [Introduction, Body, Conclusion] format used for all academic 
writing. IMRAD indicates a pattern or format rather than a complete list of headings or components of 
research papers; the missing parts of a paper are: Title, Authors, Keywords, Abstract, Conclusions, and 
References. Additionally, some papers include Acknowledgments and Appendices. 

The Introduction explains the scope and objective of the study in the light of current knowledge on 
the subject; the Materials and Methods describes how the study was conducted; the Results section 
reports what was found in the study; and the Discussion section explains meaning and significance of 
the results and provides suggestions for future directions of research. The manuscript must be prepared 
according to the Journal’s Instructions to Authors.
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Editorial process
Authors are notified with an acknowledgement containing a Manuscript ID on receipt of a manuscript, 
and upon the editorial decision regarding publication. 
Pertanika follows a double-blind peer-review process. Manuscripts deemed suitable for publication 
are usually sent to reviewers.  Authors are encouraged to suggest names of at least three potential 
reviewers at the time of submission of their manuscript to Pertanika, but the editors will make the final 
choice. The editors are not, however, bound by these suggestions. 

Notification of the editorial decision is usually provided within ten to fourteen weeks from the receipt 
of manuscript.  Publication of solicited manuscripts is not guaranteed.  In most cases, manuscripts are 
accepted conditionally, pending an author’s revision of the material.

As articles are double-blind reviewed, material that might identify authorship of the paper should be 
placed only on page 2 as described in the first-4 page format in Pertanika’s Instructions to Authors 
given at the back of this journal. 

The Journal’s peer-review
In the peer-review process, three referees independently evaluate the scientific quality of the submitted 
manuscripts. 

Peer reviewers are experts chosen by journal editors to provide written assessment of the strengths and 
weaknesses of written research, with the aim of improving the reporting of research and identifying the 
most appropriate and highest quality material for the journal.

Operating and review process
What happens to a manuscript once it is submitted to Pertanika?  Typically, there are seven steps to the 
editorial review process:

1.	 The Journal’s chief executive editor and the editorial board examine the paper to determine 
whether it is appropriate for the journal and should be reviewed.  If not appropriate, the 
manuscript is rejected outright and the author is informed. 

2.	 The chief executive editor sends the article-identifying information having been removed, to 
three reviewers.  Typically, one of these is from the Journal’s editorial board.  Others are 
specialists in the subject matter represented by the article.  The chief executive editor asks 
them to complete the review in three weeks.  

Comments to authors are about the appropriateness and adequacy of the theoretical or 
conceptual framework, literature review, method, results and discussion, and conclusions.  
Reviewers often include suggestions for strengthening of the manuscript.  Comments to the 
editor are in the nature of the significance of the work and its potential contribution to the 
literature.

3.	 The chief executive editor, in consultation with the editor-in-chief, examines the reviews and 
decides whether to reject the manuscript, invite the author(s) to revise and resubmit the 
manuscript, or seek additional reviews.  Final acceptance or rejection rests with the Edito-
in-Chief, who reserves the right to refuse any material for publication.  In rare instances, 
the manuscript is accepted with almost no revision.  Almost without exception, reviewers’ 
comments (to the author) are forwarded to the author.  If a revision is indicated, the editor 
provides guidelines for attending to the reviewers’ suggestions and perhaps additional advice 
about revising the manuscript. 

4.	 The authors decide whether and how to address the reviewers’ comments and criticisms and 
the editor’s concerns.  The authors return a revised version of the paper to the chief executive 
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editor along with specific information describing how they have answered’ the concerns 
of the reviewers and the editor, usually in a tabular form. The author(s) may also submit 
a rebuttal if there is a need especially when the author disagrees with certain comments 
provided by reviewer(s).

5.	 The chief executive editor sends the revised paper out for re-review.  Typically, at least one of 
the original reviewers will be asked to examine the article. 

6.	 When the reviewers have completed their work, the chief executive editor in consultation 
with the editorial board and the editor-in-chief examine their comments and decide whether 
the paper is ready to be published, needs another round of revisions, or should be rejected. 

7.	 If the decision is to accept, an acceptance letter is sent to all the author(s), the paper is sent to 
the Press. The article should appear in print in approximately three months. 

The Publisher ensures that the paper adheres to the correct style (in-text citations, the 
reference list, and tables are typical areas of concern, clarity, and grammar).  The authors are 
asked to respond to any minor queries by the Publisher.  Following these corrections, page 
proofs are mailed to the corresponding authors for their final approval.  At this point, only 
essential changes are accepted.  Finally, the article appears in the pages of the Journal and is 
posted on-line. 
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Preface

We are glad to present this thematic issue of the Pertanika Journal of Social Sciences 
and Humanities (JSSH). It is a compilation of 27 research articles from scholars who hail 
from Indonesia, Malaysia, Canada, Saudi Arabia and Thailand. This special thematic 
issue contains the 27 papers that were selected from a total of 128 papers presented at 
International Conference on Organizational Performance Excellence 2017. The theme of 
the issue is Ecosystem, Innovation and Excellence in enhancing competitiveness and 
sustainability. The topics include but not limited to: Leadership, Strategic Planning, 
Customer and Market Focus, Information, Measurement, Knowledge Management, and 
Information Technology, Human Resource, Operational Focus, and Communication for 
Performance Excellence. There are 3 papers focussing Leadership, 5 papers on Strategic 
Planning, 5 papers on Customer and Market, 4 papers on Information, Measurement 
and Knowledge Management, 3 papers on Human Resource management, while 3 
papers on Operational management, and 4 papers on Communication management for 
Performance Excellence.

All the papers published in this edition underwent Pertanika’s stringent peer-review 
process. One internal and one external referees reviewed the papers to ensure the 
quality of the papers justified the high ranking of the journal. It is a heavily-cited journal 
not only by authors and researchers in Malaysia but by worldwide.

We would like to thank the contributors as well as the reviewers for their commitment 
and patience which made this edition a success. It is hoped this publication would 
encourage researchers from around the world to be more active in publishing their 
research papers to contribute to the scholarly world.

We are grateful to Pertanika’s Chief Executive Editor, Universiti Putra Malaysia for his 
tremendous efforts, leadership, courage and dedication to improving the quality of this 
issue. This has certainly motivated us to do more and better in the future.

Guest Editors:

Bachtiar H. Simamora (Dr.)
Harjanto Prabowo (Prof.)
Edi Abdurachman (Prof.)

August 2018
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ABSTRACT

This study adopted a mix research methodology to analyse factors influencing Indonesians’ 
choice of talk show programme. It found themes, timing of the programme, the actors’ 
performances and the appropriateness of the show were the main factors. Additionally, 
interests, value of entertainment if it was inspirational and informative, language used, 
duration of advertisement, presenter, guests, content and the influence of social groups 
(friends and family) played a role. These can be categorised as sensibility, contentment, 
fondness, and suitability.

Keywords: Factor analysis, Indonesian television viewers, talk show programme

INTRODUCTION

Mass media refers to mass communication, 
such as newspapers, magazines, radio, and 
television (Tea, 2014). Based on its kind, 
mass media is divided into three types: 
printed media, electronic media and cyber 
media.

According to a pilot research conducted 
prior to this study, electronic media is 
considered as superior media compared 
with printed media (real data). Electronic 
media is most effective and widely used by 
the company because it can reach all layers 
of society (Rangkuti, 2009). 

According to Nielsen research profile 
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in 2014, in Java and outside of the island, 
television is the main media (95%), 
followed by the internet (33%), radio (20%), 
newspapers (12%), and magazines (5%) 
(Nielsen, 2014).

Indonesian televisions are famous for 
their news programmes, soap operas, sports, 
music, cartoon programmes talk shows, and 
reality shows among others. 

Television can drastically affect the 
maturity and growth of a teenager (Staff, 
2012). Therefore, it is important to ensure 
appropriate viewing for teens because it 
can have a positive and negative effect on 
them. According to the WHO (World Health 
Organization), those classified as teens 
are those who are at a stage of transition 
between childhood and adulthood, with an 
age range between 12 and 24 years old.

The television industry in Indonesia is 
growing rapidly, as indicated by research 
agency AC Nielsen Media Research in 
their survey of viewership in 2011 (Hatta 
& Ardhita, 2016). The competition among 
television stations is stiff and private 
television stations compete with each other 
to implement broadcasting strategies to 
improve their programme ratings. 

Television rating is a statistical 
calculation by the company to assess the 
popularity of the programmes based on the 
number of the audience (Suwadi, 2011).

Television stations’ ratings are important 
as an indication of the quality of their 
programmes evaluated by their audience 
(Fachruddin, 2014). When a high rating is 
achieved, the strategy used in producing 
the broadcasting is considered to have been 

effective, and vice versa.
In order to know which television 

programme genre categories are preferred 
by the viewers, a preliminary test was 
conducted and it pointed to talk shows as 
the most popular genre.

The talk show is a programme-
debriefing dialogue guided by a host with 
several guests (Fachruddin, 2015). Talk 
shows have become a popular genre and 
they have a strong presence in the minds of 
viewers today (Piotrowicz, 2013).

Thus, it can be concluded that television 
is the preferred electronic media among 
teenagers and talk show is the preferred 
genre by viewers today. Fundamentally, 
every television viewer has different 
characteristics. For instance, it can be 
differentiated based on the demographic 
and psychographic profiles. Therefore, it 
is interesting to explore the factors that 
influence viewer’s decision to watch a talk 
show programme which would beneficial 
for television stations. 

LITERATURE REVIEW

Every television show attracts a particular 
audience. Market segmentation is the 
process of dividing the market into several 
groups of consumers based on similar 
characteristics (Peter & Olson, 2014).The 
company then selects the group that to 
match the products offered, in this case, the 
television programme. This is an effective 
and efficient marketing strategy.

Demographic segmentation is the most 
common method of market segmentation, 
as information gained through demographic 
segmentation will help marketers identify 
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potential sales based on market demand 
(Kumar, 2013). However, demographic 
segmentation has not been able to explain 
fully the consumer preferences (Rizal, 2013). 
Therefore, it is necessary to participate 
in psychographic segmentation in order 
to obtain complete information about the 
behaviour and characteristics of consumers.

Talk shows have become one of the 
most popular television programmes that 
has a strong presence in the viewer’s minds 
(Piotrowicz, 2013).

This is supported by Preliminary Test 
results which showed 67% of viewers chose 
talk show program, 21% viewers chose 
music, 7% viewers chose news, and the 
rest are drama series and so on. Therefore, 
it is clear each audience has their own 
preference.

TV companies can design their 
programmes by implementing marketing 
strategies that can stimulate consumer 
interests (Kotler & Keller, 2012). By 
understanding their preferences through 
segmenting, the company can create 
programmes that cater to the interest of the 
viewers.

Preference is the process of determining 
the ranking order of all product attributes 
with the aim of obtaining the preference for 
a product to be consumed (Frank, 2011). It 
can be concluded that preference influences 
the viewership of a television programme.

The selection consists of various items 
considered by the audience for choosing 
a particular show. When the company 
identifies the viewer’s preference, they can 

create programmes that would attract view 
interest and generate a positive response 
from the audience.

Some various factors that influence 
audience’s preferences of television 
programmes, such as awareness and 
language of the program, interactivity with 
the station, timing, number of commercial 
breaks, presenters of the show, the guests/
panel members, content of the programme, 
influence of family and friends, as well 
as religious issues (Alhassan & Kwakwa, 
2013).

These factors have an impact on the 
audience’s decision because basically, 
preference will be formed through the 
viewer’s perception of the aired programmes.

 Preference phase from a person to a 
product is the first step in building loyalty 
to the product, so companies need to learn 
how to create products that fit consumer 
preferences (Putri & Iskandar, 2014), one 
of which is to find any underlying factor to 
selecting a television programme.

In relation to the factors that influence 
the audience’s preferences of a talk show, 
each segment has a particular preference. 
Therefore, an in-depth study on the factors 
that influence viewers decision to watch a 
talk show is vital.

MATERIALS AND METHODS

This  s tudy used a  mixed research 
methodology. It was both a qualitative and 
quantitative research to analyse data using 
multivariate analysis and factors analysis.

The populations in this study were talk 
show program viewers residing in DKI 
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Jakarta area. Data was collected through 
in-depth interviews to explore factors that 
influenced respondents in choosing a talk 
show programme. 

Generally, to get an insight into any 
issue, there should be as many as 15 to 
30 in-depth interviews (Marshall, 2013). 
Therefore, this research was conducted with 
15 informants.

Questionnaires were distributed to 
400 respondents by using simple random 
sampling methods (quantitative research). 

This technique used a formulation 
statistic in accordance with the purpose of 
research (Narimawati & Munandar, 2008), 
which considered whether the respondents 
had a clear understanding of the topics 

studied so the results can be generalised. 

Research Design

Due to business competition, television 
stations have forced the industry to be 
creative in presenting a fresh and engaging 
program for viewers (Masitoh, 2014). 
Therefore, companies need to consider 
factors that include the demographics and 
viewer’s preferences in their choice of 
television programmes.

These factors need to be explored to 
help the television companies in creating 
television programmes that match viewer 
interest (refer Table 1). Hence, market 
segmentation based on viewership is vital. 

Objective Types of Research Unit Analysis Method of Data 
Collection

Method of 
Analysis Time Horizon

RQ* 1

Qualitative: 
Exploratory 
and Qualitative: 
Descriptive

Individual: 
Viewers of 
Talkshow 
Program

In – depth Interview 
and Questionnaire

Content 
Analysis 
and Factor 
Analysis

Cross 
Sectional

Explanation: *Research Question 1 = Finding out the factors that influence viewers in watching a talk 
show programme

Table 1
Research design

RESULTS AND DISCUSSION

Content Analysis
There are four elements of validity and 
reliability in qualitative research, namely 
credibility, transferability, dependability, 
and confirmability (Sugiyono, 2011).All 
the data used in this study has been declared 
valid and reliable, so it can be concluded that 
there are 14 factors influencing viewers of a 

talk show programme (refer Table 2).

Exploratory Factor Analysis (EFA)

There are two important tests required in 
processing the CFA: the Kaiser Mayer Olkin 
Test (KMO) and Measure of Sampling 
Adequacy (MSA) (Usman, 2013).

KMO value is 0.964, whereby if the 
value of KMO is between 0.9 to 1, it 
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means the data is excellent for use in 
factor analysis. Moreover, Bartlett value of 
0.00 was already qualified for the testing 
requirement (the Bartlett test value must be 
<0.05 for it rated fit for use) (refer Table 3).

All factors used in the study have a 
value greater than 0.5 MSA so each factor 
can still be corrected by other indicators 
accurately without an error rate so that the 
whole is fit for use. After Bartlett testing, 

Kaiser Mayer Olkin (KMO), and Measure 
of Sampling Adequacy (MSA), were used 
which showed the factors were fit for use. 
Data was later analysed using statistical 
software IBM SPSS Statistics 20. 

The 14 factors were reduced and 
categorised as sensibility, contentment, 
fondness, and suitability.

Factor Informant Statement
Theme attraction  “The theme of a talk show programme attracts me to watch the 

programme”
Show time  “I watch a talk show programme during my free time”
Actor performance  “I watch a talk show programme where  the actors give a good 

performance”
Favouritism suitability “I watch a talk show programme that discusses my favourite themes/

hobby”
Interest suitability “I  watch a talk show programme that fits my interests”
Entertainment benefit “I watch a talk show programme that provides entertainment for me”
Inspiration benefit  “I watch a talk show programme that inspires me”
Information benefit  “I watch a talk show programme that is very informative”
Language  “I understand the language used in the talk show programme that I 

watch”
Advertisement period  “I watch a talk show programme that does not have long 

commercials”
Presenter “I watch a talk show programme hosted by a fun presenter”
Guest star “I watch a talk show programme that has competent guest stars”
Content “I watch a talk show programme with up to date content”
Social group influence “I  watch a talk show programme recommended by friends or family”

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .964
Bartlett’s Test of Sphericity Approx. Chi-Square 3529.662

df 91
Sig. .000

Table 2
Content analysis

Table 3
KMO and Bartlett’s test



Ina Melati Indartoyo, Nisa Noviyana, Teddy Indira Budiwan and Aidin Nobahar Sadeghifam

6 Pertanika J. Soc. Sci. & Hum. 26 (T): 1 - 8 (2018)

Factor MSA Value Mark Determined Value
Theme attraction 0,963 ≥ 0,5
Show time 0,967 ≥ 0,5
Actor performance 0,971 ≥ 0,5
Favouritism suitability 0,965 ≥ 0,5
Interest suitability 0,960 ≥ 0,5
Entertainment benefit 0,968 ≥ 0,5
Inspiration benefit 0,952 ≥ 0,5
Information benefit 0,955 ≥ 0,5
Language 0,961 ≥ 0,5
Advertisement period 0,971 ≥ 0,5
Presenter 0,974 ≥ 0,5
Guest star 0,972 ≥ 0,5
Content 0,960 ≥ 0,5
Social group influence 0,948 ≥ 0,5

Table 4
MSA value

Component
1

Theme Attraction
Show Time
Actor Performance
Favouritism Suitability
Interest Suitability
Entertainment Benefit
Inspiration Benefit
Information Benefit
Language
Advertisement Period
Presenter
Guest Star
Content
Social Group Influence

.783

.639

.829

.784

.799

.790

.762

.808

.783

.570

.836

.784

.797

.577

Table 5
Component matrix

Factor Mix Factor

Sensibility Presenter
Actor performance

Informational 
Contentment Interest suitability

Content
Entertainment benefit

Fondness Theme attraction
Favourite programme

Language
Guest star
Inspiration

Suitability Show time
Advertising period

Social group influence

Table 6
The reduction factors

CONCLUSION

It can be concluded from the foregoing 
factors affecting the audience’s decision 
to watch talk show programme are; the 

theme, timing, actors’ performances and 
appropriateness of the show. Additionally, 
interests, value of entertainment, whether 
it’s inspirational and informative, and 



Indonesians’ Choice of Talk Show Programme

7Pertanika J. Soc. Sci. & Hum. 26 (T): 1 - 8 (2018)

language used, duration of advertisement, 
presenter, guests, content and the influence 
of social groups (friends and family) play a 
role. These can be categorised as sensibility, 
contentment, fondness, and suitability.

A good talk show programme hosted 
by a unique presenter can attract viewers’ 
sensibility. Moreover, the presenter of a 
talk show should be a Master of Ceremony, 
who has the ability to entertain and make 
the show interesting and interactive and not 
monotonous (Fachruddin, 2015). The same 
applies in terms of the actor’s performance 
and whether the show is beneficial. In 
addition, current affairs, health programmes, 
and inspirational / religious programmes 
have very good viewership in Indonesia 
(Alhassan & Kwakwa 2013).

On the other hand, there is segmentation 
in the contentment group. They are viewers 
who consider factors such as suitability, 
content and entertainment whereby they will 
watch a television programme if the content 
is interesting and entertaining. It is adjusted 
to specific market segmentation.

In the category of fondness, viewers are 
attracted to the theme of the programmes/
shows. There are six characteristics that 
appeal to the program viewers (Barandiaran 
& Samaniego 2013). They are attractiveness, 
intelligence, friendliness / sense of humour, 
personality, work and nonconformist / 
rebellious attitude. Friendliness / sense 
of humour is the most attractive for this 
group of viewers. Certainly, the theme can 
be adjusted to anything else that can affect 
the fondness group. They are favouritism, 
suitability, language, guest star, and 

inspiration.
In the category of suitability, the viewers 

are more concerned with timing of the 
show, duration of advertisement, and the 
influence of social group. In order to attract 
greater viewership, the programmes are 
shown during prime time, 18:00 – 21:59 
(Pratama, Sumarwan, & Wijayanto, 2016). 
They also consider the duration of the 
advertisement, because if it is too long, they 
can do “zapping”. Zapping is the action 
to avoid advertising by switching to other 
television channels because it feels like the 
ads aired are too long or boring (Saiganesh 
& Parameswaran, 2012).
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ABSTRACT

This research investigates how price perception, performance and satisfaction of Indonesian 
consumers impact online shopping experience and online repurchase intention at the 
same shops. The study specifically examines the important interrelationship between 
three variables that affect customer’s intention to repurchase. The results facilitate the 
understanding of factors that influence repurchase intention of online shopping in Jakarta. 
One hundred valid responses from a set questionnaires were analysed. Regression analysis 
was employed to test the hypotheses. The results showed the customer’s price perception 
and after-delivery satisfaction influenced their overall satisfaction and their intention 
to return to the same online shop (e-tailer). In addition, overall satisfaction influenced 
repurchase intention at e-tailer. Customer at- checkout satisfaction was not found to 
influence the overall satisfaction and their intention to return to shop at the same e-tailer. 
The findings suggested that customers after checking-out from an e-tailer required further 
favourable experiences to support their judgment and decision to return to the same online 
shop.

Keywords: After-delivery satisfaction, at-checkout satisfaction, intention to return online, overall satisfaction, 

price perception 

INTRODUCTION 

The dawn of the Internet age means shopping 
can be done online anywhere and at any 
time. In fact, the electronic marketplace 
is thriving. It is an experience to watch 
the retail market shifting from a real-time, 
bricks and mortar market to a virtual, digital 
market. E-commerce has created a whole 



Pantri Heriyati and Aarti Budharani

10 Pertanika J. Soc. Sci. & Hum. 26 (T): 9 - 17 (2018)

new market as platform for developing 
Business to Business as well as Consumer 
to Consumer relationship. Bricks and mortar 
shops have an opening and closing time 
which is not the case for online shopping. 
Now they have a new way of promoting 
their products through e-commerce where 
people can access their website 24 hours 
a day, seven days a week, with more 
advantages such as detailed information 
than an actual seller can provide. 

According to ‘E-Purchase in Indonesia’, 
based on the Nielsen Global Online Survey, 
over 51% of internet users in Indonesia 
have shopped online. This means Indonesia 
is now ranked 13 out of 14 Asia Pacific 
Countries as having largest number of online 
shoppers (Nielsen Global Online Survey, 
2009). The number of internet users in 
Indonesia in 2011 reached over 55 million, 
an increase of 13 million users from 2010. 
Internet users are mostly between the age of 
15 and 64, and they use the internet more 
than three hours a day. The growing Internet 
market has been successfully identified as 
a potential profit generator for businesses. 
Kuenn (2008) pointed out that it took years 
of visionary programmers and ingenious 
entrepreneurs to introduce people to the 
online shopping world. It is not a miracle 
that built it. 

The need to attract and retain customers 
has always been the primary objective of 
companies to succeed or even survive in a 
competitive business environment. These 
same objectives or principle have not 
changed with the advent of e-commerce 
(Heshan, Zhang, & Xiao, 2007). 

Despite the fact that companies do 
everything in their power in order to 
attract a customer online, it is impossible 
to replace the physical aspects of shopping 
such as touching the material of a dress, 
seeing how a dress looks on a person 
based on his or her body type, and trying 
on a shoe and walking around in it to see 
how comfortable it is. Another aspect 
would be that instant feedback is non-
existent in online shopping. Some good 
news, however, is that with the growth 
of internet usage comes a new paradigm 
in the word-of-mouth communication 
context, known as electronic word of 
mouth (eWOM). The EWOM transformed 
interpersonal traditional communication to 
a new generation of online communication. 
With the advance of technology, more 
consumers search information about 
products or services they are going to 
buy via the internet before the purchase 
is made (Gunawan, Diana, Muchardie, & 
Sitinjak, 2016). In online stores there is no 
simultaneous exchange of goods with cash 
as compared with bricks and mortar stores 
where once you pay you will get what you 
purchase instantly without delay. Customers 
are used to getting things instantly when 
they desire them which is an intrinsic value 
that they actively pursue; whereas online 
shopping offers a more deferred form of 
gratification. This is one of the reasons that 
makes a consumer contemplate returning 
to an online shop because of the waiting 
period, which can be frustrating at times 
(Wen, Prybutok, & Xu, 2011).
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Based on the foregoing, this research 
addresses the question on How are in-
process satisfaction (at-checkout and after-
delivery), price perceptions, and overall 
satisfaction interrelated, and how do any 
or all of these variables directly influence 
customer intention to return online?

LITERATURE REVIEW

Customer Perception 

The key to understanding and improving 
customer experience is customer perception 
(Fisher & Europe, 2009). Perception from 
customers can be used by companies to 
evaluate themselves in the way they operate. 
Further, perception is built through criteria, 
such as:

•	 Overall satisfaction: when the 
consumed product fulfils the 
customer’s need, satisfaction is 
achieved.

•	 Product/Service reliability: the 
more a consumer can depend on the 
product/service to fulfil their needs, 
the more positive perception they 
will have towards the company.

•	 Flexibility (to customer needs) the 
more flexibility customers have 
with the company they make a 
purchase from, the more positive 
they become, as they experience 
convenience.

•	 On-time delivery: when a company 
delivers products/services at 
the time promised, customers 

begin to trust the company. This 
builds positive perception in the 
customers’ mind, as they believe 
the next purchase made will satisfy 
them in the same manner. 

Customer Intention 

Customer intention is the plan to make a 
purchase. It is important for companies 
to  predic t  cus tomers’ in tent ion to 
meet demand. Underestimating and 
overestimating customers’ demand is 
one of the companies’ biggest mistakes 
because it leads to a dramatic failure 
(Blackwell, D’Souza, Taghian, Miniard, & 
Engel, 2006). According to Blackwell et al. 
(2006), intentions are “subjective judgments 
about how we will behave in the future”. 
Predicting customers’ intention can help 
companies figure out certain aspects like the 
location in which the customer will purchase 
the product; how much they will purchase; 
and when they will make the purchase. 
Relying on customers’ past behaviour 
can help in predicting customers’ future 
behaviour. Past behaviour gives companies 
an idea on what kind of products customers 
prefer. Amazon.com has a database-driven 
website that incorporates personalisation 
and customisation. When users register at 
Amazon, the website records information 
about the user in its database. Among the 
types of consumer intentions are: 

•	 Purchase intentions: represents 
what a customer thinks they will 
buy. Purchase intention is the plan 
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to purchase a product or service. 
Customers first plan what they 
need, and then actually decide what 
to do about it. Purchase intention 
can come from personal need or 
influenced by others such as family, 
friends, etc.

•	 Repurchase intentions: represents 
whether customers anticipate 
buying the same product or brand. 
It is customers’ plan on purchasing 
the same product or service they 
have once purchased. If a customer 
plans on making a repurchase, it 
means they are satisfied. That is 
why they make a repeat purchase 
of that particular product or brand.

•	 Shopping intentions: indicate 
customers’ plan for  product 
purchases. When planning to buy a 
product, customers always consider 
where the product can be obtained 
before directly making a purchase. 
Few alternatives will be considered 
before getting the product.

Customer Satisfaction 

When consumers’ expectations are matched 
with the perceived information, satisfaction 
is achieved. Nevertheless, when companies 
fail to encounter customers’ expectations, 
dissatisfaction occurs. When a customer 
feels satisfied, there is an assurance that 
the evaluation will be stored in the memory 
for future decisions (Blackwell et al., 

2006). Online retailers need to provide 
customers with prompt service delivery 
and a personalised service as their primary 
marketing and distribution channel. These 
online retailers must not fail to ensure 
that there are enough staffs to answer a 
customer’s questions and show reliability. 
Customer representat ives can help 
customers feel more ’at home’ shopping in 
that particular website.

For a customer to return online and 
make more purchases, he or she needs to 
feel satisfied. There is a mutual relationship 
in loyalty and customer satisfaction in both 
environments, i.e. the online and offline 
environments.

The success of online shopping depends 
on the satisfaction of the customers. 
Customer satisfaction is greatly influenced 
by customer service (fulfilment of customers’ 
specific needs), reliability of the system, 
product portfolio, ease of use of the product, 
and security of the website. Additionally, 
there are behavioural aspects that also 
affect the intention to shop online including 
recommendations from others, repurchase 
intention, price sensitivity and complaining 
behaviour of the customer (Zeng, Hu, Chen, 
& Yang, 2009). 

Online e-tailers can include a few 
additional attributes such as online chat 
and forum to improve customer satisfaction 
and website usefulness. These additional 
attributes contribute to a high growth of 
the website’s interactivity which leads to 
providing a better website for customers 
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to shop online. Hence a pleasant shopping 
experience adds up to repurchase intention 
(Wen, Prybutok, & Xu, 2011).  The 
satisfaction customers derive from making 
purchases at a particular online store will 
eventually lead to the building of customer 
loyalty which is an important determinant of 
the overall growth and success of a business 
(Atchariyachanvanich, Sonehara, & Okada, 
2006).

E-Commerce

According to Laudon and Traver (2011), 
e-commerce is defined as: “the use of the 
internet and the web to transact business. 
More formally, it is digitally enabled 
commercial transactions between and 
among organizations and individuals”. 
The success of e-commerce depends 
largely on the fulfilling the three aspects of 
E-commerce (Heshan et al., 2007) namely 
Information Quality, System Quality and 
Service Quality.

MATERIALS AND METHODS

Research Model 

The measurement variables were adapted 
from Jiang and Rosenbloom (2005). The 
independent variable, customer price 
perception, was measured by one construct 
item, variable customer satisfaction at check 
put point measured by six constructs or 
items and, variable customer satisfaction 
after delivery measured by four constructs 
or items. For dependent variables, ‘customer 
overall satisfaction’ and ‘customer intention 

to return’ to the same e-retailer were each 
measured by one construct or item. The 
scope of this research is Jakarta’s customers 
that have been into online shopping for 
several years. The focus is on customers 
between 17 and 35 years old because they 
are the most exposed to the internet, reside 
in the greater Jakarta area, the capital 
city of Indonesia. The sample was drawn 
from students and faculties of two private 
universities in Jakarta. A self–administered 
questionnaire was distributed during January 
to February 2015, and 100 valid responses 
out of 200 distributed questionnaires were 
collected. The method of distributing the 
questionnaire was the offline method where 
questionnaires were distributed directly 
and personally to the respondents in their 
specific location. The reason for using the 
offline method was to get a higher response 
rate rather than distribution through email 
or online. 

Data was further analysed for validity, 
reliability, and regression was employed 
to test the hypotheses. Data analysis was 
conducted by employing SPSS data analysis 
software. 

T h i s  r e s e a r c h  m o d e l  s h o w s 
interrelationships among variables that 
developed the related ‘7 Hypothesis of 
Customer Intention to Return Online’ 
based on ‘price perception’, ‘attribute-level 
performance’, and ‘satisfaction unfolding 
over time’ are depicted in Figure 1:
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RESULTS AND DISCUSSION

The respondents’ monthly spending on 
online shopping was between Rp1,000,000 
to Rp1,500,000 (29%), between Rp700,000 
to Rp1,000,000 (21%) and the rest spent 
between Rp2,000,000 to Rp3,000,000.

They shop online in a month between 1 
to 3 times (49%), 39% between 4 to 6 times, 
and a 12% of them shop online more than 

6 times a month. Seventy six percent were 
comfortable in doing shopping online due 
to ease of use, simplicity, broad selection of 
goods, prompt delivery service, competitive 
price, while another 24% of respondents 
claimed that they felt less comfortable 
shopping online. Table 1 provides summary 
of hypotheses testing result. 

Figure 1. Research model

Customer price 
perception

At check-out 
customer 

satisfaction

After delivery 
customer 

satisfaction

Customer 
intention to 

return

Customer 
overall 

satisfaction

H1a (+)

H1b (+)

H2a (+)

H2b (+)

H3a (+)

H3b (+)

H4 (+)

Hypotheses Statement t-value Sig

H1A Price perception has effect on overall 
satisfaction 2.476 0.015  supported

H1B At check-out satisfaction has effect on overall 
satisfaction 1.829 0.070  not supported

H2A After delivery satisfaction has effect on overall 
satisfaction 9.560 0.00  supported

H2B Price perception has effect on intention to 
return 2.803 0.006  supported

H3A At check-out satisfaction has effect on 
intention to return 1.124 0.264  not supported

H3B After delivery satisfaction has effect on 
intention to return 6.201 0.00  supported

H4 Overall satisfaction has effect on intention to 
return 13.383 0.00  supported

Table 1
Summary hypotheses testing 
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CONCLUSION 

This research found that ‘after delivery 
satisfaction’ and ‘price perception’ play 
a very important role in influencing 
customers to return online. However, 
after delivery satisfaction has a stronger 
effect compared with price perception. At-
checkout satisfaction had the least effect on 
customer’s intention to return. 

From the survey, it was noted more 
males (56% of respondents) shopped than 
the females. It was assumed that woman 
would be more prevalent when it comes 
to shopping, but this research has proven 
differently. The findings revealed that the 
majority who shopped online were between 
26 and 35 years of age. This is due to the 
fact that most of the customers that shopped 
online were MBA students who were also 
employees. They earn a living and likely to 
make a purchase online instead of going to 
the mall directly to save time. 

‘In-process satisfaction (at-checkout 
and after-delivery)’, ‘price perceptions’, 
and ‘overall satisfaction’ had an effect on 
‘customer intention to return’. When making 
a purchase online, every customer expects 
the whole shopping process to work out 
well. From the minute a customer decides 
to make a purchase until the transaction 
period he or she expects everything to 
be quick and easy. Therefore, the entire 
shopping process plays an important role in 
building customer’s intention to return. If in 
the middle of making a purchase, customer 
finds a hurdle in one of the processes, there 
is a high probability that the customer will 
not return. There is an interrelationship 

between price perceptions, in-process 
satisfaction, service quality and behavioural 
intentions (Jiang & Rosenbloom, 2005). 
A combination of these help to generate 
demand through pre-sales service and 
transactions as well as fulfilling demand by 
completing orders and providing after-sales 
service in the e-retail industries. Customers 
rely on the entire experience when forming 
intentions and making repurchase decisions.

‘Customer after-delivery satisfaction 
with the store’s fulfilment reliability’ has an 
effect on ‘Customers’ overall satisfaction’ 
and ‘Customers’ intention to return’ to the 
e-tailer.

Customers can only consider an online 
shop reliable when the delivery is made 
on time, when the product is delivered as 
promised and a trouble-free tracking system 
can be used by customers. When an e-tailer 
is considered ‘reliable’, they will receive 
a positive response from the customer. 
Thus, reliable e-tailers should have the 
power to generate higher overall customer 
satisfaction and their intentions to return to 
the store.

‘Customer’s overall satisfaction with 
the whole transaction process’ has an effect 
on ‘Customers’ intention to return to the 
e-tailer’. Customers overall satisfaction 
is the evidence of whether the customers 
like or does not like the experience using 
a particular shopping website. If they liked 
it, the chance of returning to make another 
purchase is higher. When customers are 
dissatisfied with the experience they had 
in the website, they will not return to that 
website for the next purchase. 
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‘Customer at-check out satisfaction’ 
was not found to significantly affect ‘overall 
satisfaction’ and intention to return to an 
e-tailer. When customers prior to an online 
purchase decide to check-out a shopping 
website, they will have to experience further 
processes to actually feel satisfied (of the 
whole online shopping process) that leads 
to a decision to return (to the same e-tailer). 
Providing conveniences such as faster 
checkout and minimising complexity of the 
website’s system may increase satisfaction 
and retain customers. 

Managerial Implications  

Price perception. Marketers should not 
charge too high or too low a price that 
would make customers be sceptical about 
the product because customers cannot touch 
the product before making a decision to buy 
it. The price charged should be competitive 
so customers can compare prices with 
other sites. The website should offer other 
services such as free delivery, chat forum 
and order-tracking. Management of the 
online shopping site need to ensure that 
information about price is easily accessible 
by customers and are up-to-date. 

At-checkout satisfaction. Marketers should 
understand that convenience in shopping 
is important for customers. Convenience 
such as faster checkout helps in retaining 
customers as these customers do not like 
to go through hassle to make a purchase 
especially if the purchase is just a single 
item. Management of the online shopping 
site needs to make sure that the site’s system 

is always ready to be used and accessed 
by all customers and there should be no 
complications when a customer makes a 
purchase. 

After-delivery satisfaction. After delivery 
service is another very important aspect in 
online shopping. Customers feel like they 
are being well treated especially when 
companies provide them with after-delivery 
services. After-delivery service can be in the 
form of updates through e-mails or member 
card online for future discounts or delivery 
on time. Marketers need to come up with 
new and unique ideas to please customers 
after they make a purchase. The relationship 
does not end when they make payment. 
Managers need to make sure that the after-
delivery service provided is not less than 
that provided by another company.
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ABSTRACT

One of the promotional activities of Wonderful Indonesia is through advertising on 
television (TVC). It is aired both on the national television, as well as pay-tv aired in various 
countries. In 2016, Indonesia was ranked 47 out of 144 countries. The purpose of this study 
was to find the symbolic meaning of wonderful Indonesia version of A Visual Journey 
through Banyuwangi. It aims to examine connotative and denotative meaning contained 
in the advertisement. The identity of Indonesian, culture and philosophy is reflected in the 
advertisement. Semiotic analysis of Roland Barthes who claimed that social life is a sign of 
its own system was adopted as a research method. Data was collected through observations 
and interviews to complete the analysis. The results showed that the video “A Visual Journey 
through Banyuwangi TVC” contained denotative and connotative meaning. Denotative 
meaning refers to depiction of Banyuwangi in East Java, such as waterfalls, traveling to 
there, the uniqueness of natural stone and see the activities of tourists and local people in 
their daily activities. While the connotative meanings are attributed to Indonesian culture 
and philosophy, such as humble and harmony.

Keywords: Banyuwangi, symbolic meaning, TVC, visual journey

INTRODUCTION

In order to increase the number of tourists 
visiting Indonesia, the government of 
Indonesia, through the Ministry of Tourism, 
introduced a tourism programme called 
Wonderful Indonesia. In 2015, Indonesia 
was among the top 100 destinations for 
tourists and in 2016 it was ranked 47th 
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out of 144 countries though it was still 
below Singapore which ranked 41. In 
2019, Indonesia plans to attract 20 million 
foreign tourists to Indonesia (Jokowi-TV, 
2016). One of the promotional activities 
in Wonderful Indonesia is advertising via 
television (TVC), both national and private 
television in Indonesia, as well as pay-tv 
aired in various countries.  Wonderful 
Indonesia promotion is done through TV 
Commercials, Vignettes, and TV Series. The 
advertisement was made up of 24,000 spots, 
25 TV Series, and 6 Weeks Social Media 
Campaign on CNBC (Consumer News and 
Business Channel). The advertisements 
were broadcast during prime time and 
regular time. Indonesia also targeted global 
media, such as Discovery Channel, Travel 
and Living Channel, Asian Food Channel, 
Fox International, Channel News Asia, 
CNBC, CNN International, and BBC World 
among others (Gibbons, 2016).

A Visual Journey through Banyuwangi 
was produced and aired in 2016. The aim of 
this study was to find a symbolic meaning 
of Wonderful Indonesia: A Visual Journey 
through Banyuwangi. It will examine 
the denotative and connotative meanings 
contained in the advertisement. Therefore, 
this paper is expected to benefit prospective 
tourists who will visit Indonesia to have 
better understanding behind the meaning of 
these images. The study will also contribute 
to knowledge on the culture of Indonesia 
through the display of images of tourist 
attractions.

LITERATURE REVIEW

Today advertisement plays an important 
role in persuading customers to purchase 
products and services. However, expenses of 
advertisement can be prohibitive compared 
with other promotional activities (Jolodar 
& Ansari, 2011). Advertising is a form of 
creating social reality which was supported 
by Ulani Yunus who opined reality is 
the result of human creation in mind, 
which is creatively gained through the 
power of social construction to the social 
world around. In short, social reality is 
a description of a thing that exists in the 
society which is constructed by mass media 
through programme display or advertising 
campaign (Yunus, Angeline, & Ramadanty, 
2017). The process of communication is not 
easy.  TVC Wonderful Indonesia is targeted 
at various groups and with various cultural 
backgrounds. According to Khizbullin et 
al. (2017), the misunderstanding caused by 
communication can impair planning and 
cause some nations to be left behind by 
others.

This  s tudy examines television 
advertisements produced by Chelsea Yamase 
and Travis Burke with cameraman Mikai 
Carl. The scene is a raging waterfall with 
small turtles being protected and allowed 
to escape into the open sea. The scene later 
shifts to an overland journey using a car 
to explore the forests. This is followed by 
scenes of residents involved in clearing the 
hills and by cutting through stones, football 
match among local teens, friendliness of 
the people, clean white beaches, the waves 
on the beach, and a clear green sea. Scenes 
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also focus on surfing followed by sunset 
with beautiful beaches (Yamase & Burke, 
2016).  Banyuwangi’s tourist spot is part of 
the conservation effort and preservation of 
culture (Firzan, Keumala, & Zawawi, 2017). 
Engagement of professional evaluators 
as specialists in conservation projects 
may be considered by heritage owners, 
organisations, or authorities to yield a better 
outcome and results. 

Previous research on Wonderful 
Indonesia by Wulandari confirmed that 
tourism campaign with the content analysis, 
textual and visual information of the 
website was important to attract tourists. 
Each picture is classified into the list of 
image dominant attribute to see the visual 
representations on the website. This study 
classified the pictures based on the visually 
appealing layout and attractive images of 
Indonesia (Wulandari, 2014).  Ulani Yunus 
(2012) stated that Barthes’s maps could be 
drawn from the denotative sign consisting 
of the signifier ​​and the signified, but at the 
same time the sign also had denotative and 
connotative meaning. Denotation is the 
first level of signification system, while 
the connotation is the second level. In this 
case, the denotation was associated with the 
closure of meaning while the connotation 
was identical to the operation of ideology, 
which he called the ‘myth’ and serves to 
reveal and provide justification for the 
dominant values ​​prevailing in a given 
period. In the myth, there is also a three-
dimensional pattern of the sign, the signifier ​​
and the signified. At the first level (language) 
Barthes called signifier (1) and signified 

(2), a combination of both yield sign (3) on 
the first level. In the second stage, sign (3) 
back into a signifier (I) and combined with 
the signified (II) and a SIGN (III). There 
is a second level, a MYTH, also called a 
metalanguage (Yunus & Tulasi, 2012).

In this study, TVC as a form of 
communication can be translated as a 
message according to the situation and 
according to Wurtz (in Yunus, Sari, & 
Patriana, 2016), communication varies 
with roles and relationship, with concern 
for belonging and fitting in and occupying 
one’s place. In this case, communication 
will depend on the circumstances in which 
communication takes place. 

MATERIALS AND METHODS

This research adopted the semiotic analysis 
method of Roland Barthes where social 
life was a sign with its own system. 
Saussure was what Barthes refered to in 
investigating the relationship between the 
signifier and signified on a sign. Reality, 
according to Barthes, was composed of: 
external and internal reality. Barthes called 
external reality as the denotation, which 
was the most obvious meaning of the 
sign. The connotation as used by Barthes 
describes the interactions that occur when 
the sign evokes feelings or emotions of the 
culture (Kurniawan, 2001). Connotations 
have subjective meaning or at least inter 
subjective meaning with codes while 
denotation is a sign related to the object 
(Sobur, 2003). Signifier and signified is the 
subject of this study supported by theory and 
based on findings of previous researches. 
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Data for study was obtained through 
observation of the advertisement, video 
recording, and images. Data was also 
obtained from interviews of several sources.

Translating symbols in Indonesia is very 
important (Yunus & Tulasi, 2012).

RESULTS AND DISCUSSION

Wonderful Indonesia can be declared a 
successful advertisement as Indonesia 
is now ranked 47th out of 144 countries 
based on the World Economic Forum and 
Tourism Competitiveness Index in terms 
of its tourism appeal. The Ministry of 
Tourism has three formulas to attract 20 
million tourists: encourage direct flights to 
tourist areas, build 100 thousand tourism 
themes in Indonesia, and promotion through 
digital media. Tourist arrivals in Indonesia 
has seen a steady increase year by year. In 
January 2016, the number of Indonesian 
tourists was recorded at 851,462 a drop 
from January 2017 where the number of 
Indonesian tourists totalled 1032,930. 
If compared between January 2016 and 
January 2017, it is an increase of 21.31 % 
(Indonesia_Investment, 2017).

Denotative Meaning in a Visual Journey 
through Banyuwangi TVC

One of the most popular tourist destinations 
is Banyuwangi district, located at the 
eastern tip of Java Island. It attracts 1.5 
million domestic tourists and 30 thousand 
foreign tourists annually. The usual tourist 
destinations are promoted in Banyuwangi 
(Farhan, 2016).

Ijen Crater. Ijen crater is a natural scenery 
above an altitude of 2,368 meters above 
sea level. A crater measuring 20 km walled 
caldera as high as 300-500 meters. Ijen is 
one of two traditional sulphur mining areas 
in Indonesia after Welirang. It is the biggest 
Crater Lake in Java. The sulphur Crater Lake 
lies between natural dams of deeply etched 
rock. It is 200 meters deep and contains 
about 36 million cubic meters of steaming 
acid water, shrouded in a smelling swirling 
sulphur cloud. Inside the crater, different 
colour and size of stones are found. Indeed, 
the crater of Ijen is a beautiful garden of 
stone as well (Banyuwangi Tourism, 2016).

Plengkung Beach. Plengkung beach or 
also called G-Land is very popular among 
domestic and foreign surfers. Plengkung 
beach has waves that are ideal for surfing 
and has a nickname The Seven Giant Waves 
of Wonder. This is because the waves in 
these places are shaped as seven large rolls 
with a height of up to 6 meters. Indonesia is 
proud of the Plengkung Beach at the eastern 
tip of Java Island. Aside from its enchanting 
natural beauty, the long curving coast line 
here is recognised as one of the best-surfing 
sites on earth. It is a paradise for surfers 
offering some of the most outstanding waves 
in the world.  The international surfers have 
surfed 7 rolls of waves that can reach up to 
6 meters high (G-Land, 2016).

Rajegwesi Coastal. It is located in the 
Sarongan Village, Pesanggaran district 
and offers very interesting scenes. The 
sand is brown and very tender. Besides the 
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natural beauty and its historic value, tourists 
can also see the life of the surrounding 
community. Rajegwesi is one of the nature-
based tourism destination areas in Meru 
Betiri National Park. Administratively, the 
park is located at two regencies, Jember 
and Banyuwangi, East Java, coordinates 
8.5333°S, 113.7833°E. It spans across 580 
km of varying topography including sandy, 
coastal plains, mangrove swamps, lush rain-
forests, and highlands of over 1,000 m. Meru 
Betiri National Park has several tourism 
areas; one of them is Rajegwesi, a coastal 
area (Raharjo & Hakim, 2015).

Green Bay

Green Bay has clear water and its greenery 
is fascinating. Tourist attractions in 
Banyuwangi include Meru National Park 
area Betiri with soft white sand surrounded 
by tropical forests. Tourists can swim, 
snorkel, playing along the beach and go 
fishing. To get to Green Bay, or commonly 
called the Teluk Ijo by local residents, the 
traveller must go to Pesanggaran village 
first. Green Bay or Teluk Hijau is located 
in Banyuwangi, southern Pesanggaran, 
Sarongan village. This is a hidden paradise 
in East Java. Or one can go towards 
Pesanggaran-Sukamade-Sarongan along the 
route to Merubetiri National Park Sukamade 
coast. On the east and west side there are 
metamorphic rocks. There is clear sea water 
which is and greenish and with beautiful 
atmosphere. On the east, there is a fresh 
waterfall (eastjava.com, 2015).

Kalibendo Waterfall

Located about 20 km from the city centre 
of Banyuwangi, Kalibendo waterfall offers 
incredible views of the beautiful and 
soothing, crystal clear waters and rivers 
with cold water flowing from the waterfall. 
Kalibendo is located at west of the city centre. 
There are not many foreign tourists here and 
it is surrounded by rubber plantations. Some 
of the workers traditionally load the latex 
with an average weight for about 70 litres 
using bamboo. Visitors can find other plants, 
such as cloves and coffee, and there is also a 
coffee processing factory nearby. The areas 
are still very still surrounded by green rain 
forest. Around 2 km walk through the river, 
there is a waterfall, clean and fresh ideal for 
swimming (ijenminertour.com, 2015).

Denotative image above contained in 
the TVC posted in the Indonesian Traveller 
in October 2016 has been seen by 9009 
viewers with the theme a Visual Journey 
through Banyuwangi. 

Connotative Meanings in a Visual 
Journey through Banyuwangi TVC

The object of this research is video or 
audio visual to understand the connotative 
meanings of a visual image. As mentioned 
by the South Korean researchers who 
introduced and applied an innovative 
method of semantic network analysis, South 
Korea, as well as the failure of science 
communication. In short, the supporters’ 
internet representations connote concerns 
in daily life that motivated their sympathy 
and activism (Kim, 2011). In a Visual 
Journey through Banyuwangi TVC, overall 
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grant symbol markers are aired which is a 
marker of life; green trees reflect the natural 
serenity, baby turtles as a symbol of concern 
for the environment, the activity of tourists 
and local residents describe the dynamics of 
a life full of passion.

Elements of Symbols in a Visual 
Journey through Banyuwangi TVC

Water has connotative meaning as the giver 
of life and freshness in enjoying life. Water 
flowing in the form of waterfalls offers hope 
in life. The green colour gives peace. This 
is shown in Figure 1.

The trees around the waterfall reflect 
hope and passion in life. The meaning 
of reality is also dynamic. It used to be a 
waterfall is a sign of danger, but now is 
seen as fluid and dynamic. They create 
the impression that the results of social 
activity are unchangeable. The critical 
theory provides an ‘analysis of the mystical 
consciousness that is unclear about itself’ 
stated by Marx (Fuch, 2016). Research 
reveals connotative meaning differ based on 
cultural backgrounds. Unfortunately, in this 
kind of research, it revealed important things 
related to things deeper than the denotative 
meanings. It is certain expressions are 
used to make a prediction about the future 
of people either because of what they are 
engaged in at present or as a piece of advice 
(Rabab’ah & Al-Saidat, 2014).

Furthermore, the depiction of hatchlings 
heading to the ocean, reflect connotative 
meaning that man cannot dominate pleasure. 
Amid excitement and enjoyment of nature, 
people should keep in mind the preservation 
of other creatures. Overall, the symbols of 
Visual Journey through Banyuwangi TVC 
can be interpreted as follows: Air signifies 
life; green trees display natural serenity, 
young turtles as a symbol of concern for the 
environment, while the activity of tourists 
and locals describes the dynamics of life.

The coolness of the air via road travel 
and river journey brings forth emotion 
and sensation. The assumption is man 
controls the journey. We understand the 
new design approaches not in the sense of a 
universal principle but as a dynamic process 
that, dependent on the context and in the 

Figure 1. Kalibendo waterfall hinted life
Source: https://www.youtube.com/user/TheIndonesiaTravel
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exchange with other cultures, continually 
seeks new solution. Research on the cultural 
implications of imagery is most often 
approached from a theoretical perspective, 
pursuant to an art-historical or visual-
studies inquiry (Baur & Felsing, 2016). 
The symbols of the image can be translated 
differently from time to time depending on 
the translator. The visualisation in this study 
was interpreted based on general Indonesian 
cultural perspective. According to Goodman 
(1986), people can set symbols together to 
form words when representing something, 
but the meanings of such words are given by 
users of these words. Crystal (2006) clarified 
this, “Words have no life of their own. It is 
people who have lived, and it is they who 
give life to words. Or death. And as people, 
and their societies, never stand still, neither 
do words (Omar, 2012).

This woman in the TVC ad show their 
posture and profile. She looks at the open 
sea with optimism and enthusiasm to meet 

the open sea with confidence. Connotative 
meanings indicate the women can swim in 
the open sea with a feeling of serenity and 
joy. In addition to the natural beauty, the 
local residents are an attraction for tourists. 
On the contrary, the German films of 2008 
are still of topical interest, because the 
suffering of its heroes are not exploited but 
revealed with humour, fine irony, decency. 
It is also a gentle reprimand of ignobility 
and lack of people’s curiosity (Dragan, 
2016; Lulic, 2016). Understanding the 
simplicity of locals is important as tourists 
join the locals in the game of football. 
One consequence of this development is 
the massive change in communication 
requirements (Baur & Felsing, 2016). The 
advertisements by Yasmin Ahmad are not 
only a work of aesthetics, but a cultural 
product that has opened up a dialogue 
between intellectuals, theologians and 
humanists on issues of religion and culture 
in Malaysia (Ngo & Baharudin, 2015).

Figure 2. The journey overland through the tea plantation
Source: https://www.youtube.com/user/TheIndonesiaTravel
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Interpreting Culture through Images

Waterfall. Humans should not be arrogant, 
water will flow from top to bottom with 
maximum force. Flowing water is a form of 
encouragement to live life fully. Humility is 
for the prideful. 

Turtle babies denote that one should not be 
greedy. Turtles are allowed to go to the open 
sea which means human beings must be 
involved in sustainability of other creatures. 

Stone in baskets. Hard work is a part of 
Indonesian life. Stones with bright blue 
sheen indicates the beauty of hard work. 

Men’s bare chest. Humans need to be 
involved with nature and treat it as a friend. 
This is evident from the enthusiastic locals 
playing football bare chested in muddy 
areas, while foreign tourists swimming and 
surfing describe the harmony of nature. 

Smiling boy. It is and indication of sincerity 
like a child. Images of smiling children 
and foreign tourists who teach indigenous 
children show sincerity. 

The symbols of Wonderful Indonesia 
“A Visual Journey through Banyuwangi 
Version” can be summarised in Table 1.

No  The Visuals The Meaning of Symbols
1 Waterfall Humans should not be arrogant
2 Turtle babies Interested in sustainability of other creatures
3 Stone in baskets Hard work
4 Man barred chest The harmony of nature
5 Smiling boy Sincerity

CONCLUSION

Through the advertisement titled Visual 
Journey through Banyuwangi, TVC 
has managed to deliver denotative and 
connotative meanings as reality. Denotative 
meanings were in the form waterfalls, clean 
beaches, natural formations and tourist 
activities and the local population engaged 
their daily activities. The connotative 
meanings in the meantime were attributed 
to the Indonesian culture and its unique 

philosophy such as unity with nature, hard 
work, humility, generosity, sincerity, inter 
mingling of all cultures, Indonesian identity 
displayed through colour, upturned hands 
(denoting religiosity), and the red and 
white flag. Wonderful Indonesia is about 
the beauty of Indonesia, the friendly locals 
well as humility and harmony. Therefore, 
the natural beauty of Indonesia must be 
preserved. 

Table 1
The symbols present on wonderful Indonesia TVC (2017)
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ABSTRACT

This research analysed direct and indirect effects of psychological contract towards turnover 
intention through its effect on work engagement in PT. Indah Jaya Londrindo. Data was 
obtained from PT. Indah Jaya Londrindo’s 183 regular employees. Validity and reliability 
test, classical assumption tests, goodness of fit test, and SEM were used to analyse the 
relation between variables. Findings indicated psychological contract had a significant 
effect on work engagement and turnover intention individually; and that work engagement 
significantly mediated the relation between psychological contract and turnover intention. 
Thus, this study contributes to the knowledge of Human Resource Management by pointing 
to the importance of psychological contract and work engagement to turnover intention. 
This research also offers solution to PT. Indah Jaya Londrindo’s ‘increasing employee 
turnover intention’.

Keywords: Direct and indirect effects work engagement, psychological contract, turnover intention

resources: tangible and intangible which 
are interrelated. It adds value and supports 
the organisation. Among the different types 
of resources, there is one that stands out 
- it is human resources (HR). The HR of 
an organisation is like the brains, organs 
and limbs in a human body – they are the 
essential, which keeps the organisation 
running.

According to George and Jones (2012, p. 
25), “human resources are an organization’s 
most important asset.” It has become a 

INTRODUCTION

Every organisation or company is built 
initially to fulfil a certain mission and to 
achieve goals. An organisation must have 
adequate resources to achieve its goals 
and missions. There are many types of 
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major success factor for many successful 
companies and organisations. According 
to Lestari,  Sugiarto, Simamora and 
Richter (2016), a company’s performance  
influenced by leadership, training, and 
rewards. However, making a group of 
people able to work together to achieve the 
same goal is not easy. Every organisation 
consists of stakeholders who have needs, 
wants and, ensure their individual/collective 
interests, which is different and sometimes 
contradict one another. This clashing interest 
could cause trouble if not handled well. It 
could also lead to gradual loss of important 
company asset, namely human resources. 
This condition leads to an additional cost: 
direct cost (through recruitment, selection, 
training, etc.) and indirect cost (in the form 
of lost knowledge and reduced productivity) 
(Biron & Boon, 2013). Nickels and McHugh 
(2010, p. 256) said, “today the job of 
human resource management has taken 
on an increased role in the firm since 
qualified employees are much scarcer, 
which makes recruiting and retaining people 
more important and more difficult .” That 
is why “once an organization has invested 
significant dollars in recruiting, selecting, 
orienting and training employees, it wants to 
keep them, especially the competent, high-
performing ones” (Robbins & Judge, 2014).

Therefore, this study examined the 
impact of psychological contract towards 
turnover intention through its effect on work 
engagement in PT. Indah Jaya Londrindo 
(PT. IJL). PT. IJL had chosen as research 
object because this company is part of a 
new industry in Indonesia, the Central 

Commercial Laundry industry. The company 
started in 2012 by providing commercial 
laundry services to hotels around Jakarta, 
Tangerang, and other neighbouring areas. 
PT. IJL is popular for its modern-capital 
intensive factory with 24-hours service and 
their 99% almost perfect ironing quality. 
Although the company has been operating 
for almost five years, it has managed to gain 
popularity and becomes the market leader in 
the commercial laundry market within their 
first and a half year since the opening.   

PT. IJL also invests in their human 
resources. First, engineers and workers. 
They are specially trained to handle and 
maintain those machines. Checkers are 
also trained to double check the laundry 
pick-up and also act as a liaison. They often 
become the first line to face and handle 
emerging problems with the client. The 
third is a few well-known marketing people 
who are trusted by hospitality industry 
for years. Those marketing people have 
knowledge about the hospitality industry 
and its connections that enable them to 
introduce WFL directly to the right people 
(decision makers) in hotels and clients’ 
company as well as persuading them to 
realise that they need the service of PT. IJL. 
This offers many benefits to the company, 
and without them, hotels would not even 
consider PT. IJL’s service.

Based on the initial study of the company, 
it is found that employees in PT. IJL did not 
feel they are being appreciated and respected 
by their superior, and some employees 
felt they were being micromanaged, and 
sometimes they are indirectly threatened to 
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be suspended or replaced. Employees felt 
they were being blamed for little mistakes 
they made, but never acknowledged when 
they did their job well or when they were 
proactive. Some said that the workload 
division was not fair. Additionally, some 
were the favourites of their managers and 
hence had normal workload; while those 
not in the good books of the managers had 
to contend with huge workload and were 
pressured by those managers.

Additionally, employees complained 
about their benefits because the company 
did not provide additional insurance other 
than the mandatory insurance by Badan 
Penyelenggara Jaminan Sosial (BPJS). 
Furthermore, since the company was 

understaffed employees complained about 
being overworked.

Thus,  PT.  IJL’s  employees fel t 
their expectations were not met. This 
psychological contract gap triggered the 
commitment issue employees have for PT. 
IJL. In the end, it caused the company to 
suffer from high employee turnover rate as 
suggested by the HRD records below. 

From Table 1, PT. IJL’s employee 
turnover rate is quite high and is on a 
steady increase. The employee turnover rate 
indicated that in every ten employees PT. 
IJL hired, at least three of them would not 
stay in the company in that same year. This 
is a huge percentage of employee turnovers.

Data was collected during the interview 

Year 2013 2014 2015 2016

Average number of regular employees 76 92 118 195

Number of regular employees who quit 14 19 29 56

Regular employee turnover rate 18.42% 20.65% 24.58% 28.71%

Table 1
Employee turnover ratio

with managers and supervisors who had also 
complained that within the last six months, 
some new employees who worked for not 
more than three months had requested to 
resign from the company. The processes 
of recruiting and re-recruiting employees 
led to additional cost for the company. 
Thus, a company which cannot retain 
their employees, as their resource of their 
competitive advantage, will face high cost 
in terms of recruitment. It can be concluded 
that the main source of problem is perceived 

psychological contract violation, employee 
turnover, and work engagement.

LITERATURE REVIEW

An organisat ion’s  human resource 
department (HRD) plays a significant 
role. It aligns interests to reduce employee 
turnover intention. Jackson, Elenkov, 
Wright and Davis (2012) believed by 
aligning the employer’s interest and needs 
with the employee’s, HR Managers could 
maintain good employment relationship. 

Source: Processed PT. IJL's HR Records
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This “individual’s beliefs regarding the 
terms and conditions of a reciprocal 
exchange agreement between that person 
and another party is known by the term 
psychological contract” (Parzefall & 
Hakanen, 2010). In addition, “psychological 
contract is somewhat concerned with an 
individual’s subjective beliefs, shaped 
by the organization, regarding the terms 
of an exchange relationship between the 
individual employee and the organization”. 
It is subjective, unwritten, and often not 
discussed or negotiated. Also, it goes 
beyond any formal contract of employment 
(Wangithi & Muceke, 2012, p. 4)

Parzefall and Hakanen (2010) stated 
that the fulfilment of psychological contract 
has motivational effects. The statement 
aligns with the idea that the fulfilment of 
psychological contract affects employee’s 
turnover intention positively through the 
existence of employees’ work engagement. 
Effective work engagement is important in 
reducing turnover intention in connection 
with a psychological contract. Bal, Cooman 
and Mol (2013) found the relations of work 
engagement and turnover intention with the 
content of the psychological contract (i.e., 
employer obligations) to be much stronger 
than the effect of employer fulfilment on 
work outcomes. Their study highlighted 
the importance of work engagement as 
they stated: “employers offer resources to 
their employees to enhance their loyalty 
and productivity, and employees negotiate 
better psychological contracts through 
their loyalty and the effort they invest 
in their jobs.” Therefore, it can be said 

that psychological contract and work 
engagement are very closely related to 
one another, especially regarding good 
employer-employee relationship.

Thus, a company’s ability to grow and 
retain good relationship with its employees 
by fulfilling its psychological contract is 
crucial in reducing employees’ turnover 
intention.

MATERIALS AND METHODS

Research Object

Wonderful Laundry (WFL) belongs to PT. 
Indah Jaya Londrindo (PT. IJL) which is one 
of the sub-groups of PT. Indah Jaya Textile 
Industry. The company began its operations 
in 2012 by providing commercial laundry 
services to hotels around Jakarta, Tangerang 
and other neighbouring areas. The PT. IJL 
is known for its modern-capital intensive 
factory, 24 hours service, and their 99% 
almost perfect ironing quality. Although 
the company has been operating only for 
six years, it has become the market leader 
in the commercial laundry market within 
its first and a half year since opening. Since 
then, PT. IJL has managed to double their 
laundering capacity up to more than 48 tons 
per day, from only 24 tons per day. PT. IJL 
managed to attain such achievement by 
always pushing themselves and pursuing 
the highest quality of service for their 
customers.

Initially, the company invested in the 
largest and latest laundering technology 
from German. Those technologies enabled 
PT. IJL to handle a laundering capacity 
of tens of thousands of kilogrammes 
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per laundering batch. It also enabled the 
company to achieve the-almost-perfect 
ironing-result that no other machine could 
do. Furthermore PT. IJL also invested in 
reverse osmosis (RO) water treatment 
installation which enabled the company to 
control and maintain the quality of water 
they use. The RO treated water benefited the 
company by making the laundry products 
retain its original colour and prevent any 
discoloration.

Apart from technological investment, 
PT. IJL also invested in their human 
resources. First, their engineers and 
workers were specially trained to handle 
and maintain those machines. Second, 
trained Checkers were trained to double 
check the laundry pick-up and also act as 
a liaison. They often become the first line 
to face and handle emerging problems with 
the client. The third is a few well-known 
marketing people who have been trusted 
by the hospitality industry for years. These 
marketing people have knowledge about the 
hospitality industry and its connections that 
enable them to introduce WFL directly to 
the right people (decision makers) in hotels 
and clients’ company as well as persuading 
them to realise that they need the service 
of PT. IJL. 

Even though PT. IJL is a technologically 
advanced company, they are still dependent 
on their HR. Both the owner and the General 
Manager (GM) of PT. IJL (who helped 
the owner develop the company from the 
start) are individuals who value loyalty and 
human relation. They hoped PT. IJL would 
eventually develop to be a paternalistic 

organisation. That is why the founder had a 
vision to create a comfortable, close-knit and 
reciprocal relationship with the employees. 
However, it in reality, problems persisted 
in ensuring good employee-employer 
relationship. Those values and vision do 
not seem to be understood and implemented 
by other managers and supervisors in 
the company which has led may WFL’s 
employees uncomfortable and insecure 
working in the company.

PT. IJL does not have a big pool of 
workers; instead it relies heavily on the 
small number of employees it hires. Hence, 
the role of HR is crucial for PT. IJL to 
ensure good output. That is why the issue of 
employee’s engagement and the retention of 
good employees is crucial to PT. IJL.

Research Methodology

This is a quantitative study and an 
associative–causal research to show the 
relations between psychological contracts, 
work engagement, and turnover intention. 
Figure 1 shows the research model.

Data was collected through observing, 
interviewing and distributing questionnaire 
to several PT. IJL’s employees. The interview 
was unstructured and informal so that PT. 
IJL’s employees did not feel intimidated, 
and the researcher could gain more personal 
information about the employees and 
their direct superior. Moreover, structured 
questionnaire in Likert scale was also 
applied to gather a formal (written) respond 
of PT. IJL’s employees. 

Pre-test questionnaires were distributed
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to a small group of 30 (each time differing) 
subjects to find to what extent was the 
psychological contract and work engagement 
related to turnover intention issue on 
PT. IJL. The research population was all 
PT. IJL’s employees, 187 of them. They 
consisted of regular employees and daily-
paid worker. This research used consecutive 
sampling method. However, from the 187 
questionnaires that had been distributed, 
only 183 were returned. Four employees did 

not participate as they were either on sick 
leave or it was their day-off.

In this study, data was analysed and 
processed using SEM in SPSS AMOS 23. 
The data had to be verified in order to be 
tested using SEM. It was tested for validity, 
reliability, normality, multicollinearity, 
heteroscedasticity, and correlation test in 
SPSS 23. 

Psychological 
contract (X) 

Working 
Engagement (Y)

Turnover 
Intention (Z)

Figure 1. Research model

RESULTS AND DISCUSSION

This section explains the result of data 
analysis (refer Table 2).

SPSS Amos output for testing the 
associat ion between psychological 
contract (X) and work engagement (Y) 
showed there was a significant positive 
association between perceived employer 
psychological contract fulfilment and 
employee’s work engagement in PT. 
IJL. This result supported the hypothesis 
regarding “positive association.” This 
estimated value also means that perceived 

employer psychological contract fulfilment 
have the power to affect 54.1% of changes in 
employee work engagement. This is mainly 
caused by the “fair exchange” relationship 
trait of the psychological contract. When 
an employer provides their employee 
with both the transactional and relational 
psychological contract, the employee will 
feel that the employer had fulfilled their part 
of the perceived contract and therefore the 
former is willing to contribute their part by 
being engaged. Thus, psychological contract 
fulfilment leads to an increase in employee 
work engagement.

Estimates Value p-value Sign Alpha Value Conclusion
X  Y .541 *** < 0.05 Significant, positive association

X  Z -.590 0.001 < 0.05 Significant, negative association

Table 2
Partial direct effect test
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The result of the association between 
psychological contract (X) and turnover 
intention (Z) test shows a p-value of 0.001. 
It means Ho hypothesis is rejected while 
Ha is accepted. There is significant negative 
association between perceived employer 
psychological contract fulfilment and 
employee’s turnover intention in PT. IJL. 
In addition to that, test result also shows 
a negative estimate value of -0.590. This 
result is aligned with the hypothesis claim 
regarding negative association between 
psychological contract and turnover 
intention. This estimated value also means 

that perceived employer psychological 
contract fulfilment have the power to change 
59% employee turnover intention. This is 
caused by the “fair exchange” relationship 
trait of the psychological contract. As long 
as the employer provides their employee 
with both their transactional and relational 
psychological contract, the employee will 
feel that the employer is their source of 
psychological contract fulfilment. Therefore, 
employee will not have any reason to leave. 
Thus, fulfilled psychological contract 
reduces employee turnover intention.

Estimates Value │CR│ Sign t-table Conclusion
X  Y  Z -.242 2,223 > 1.973 Significant, negative indirect effect

Table 3
Indirect effect test

The indirect effect test of psychological 
contract (X) and turnover intention (Z), 
through work engagement (Y) results in a 
│CR│ value of 2.223. The │CR│ value of 
2.223 is larger than the t-table value 1.973 
(under the condition of a α = 5%). Therefore, 
there is significant positive effect of 
perceived employer psychological contract 
fulfilment (X) on work engagement (Y), 
which in turn reduces employee turnover 
intentions (Z) in PT. IJL. Additionally, 
test result also shows a negative estimate 
value of – 0.242. This estimated value 
indicates that every time psychological 
contract increases by one scale, it then 
will affect work engagement then turnover 
intention will be reduced by a scale of 
0.242. This estimated value also means that 

perceived employer psychological contract 
fulfilment has indirectly affected 24.2% of 
employee turnover intention through work 
engagement.

Perceived employer psychological 
contract fulfilment has a significant positive 
effect on work engagement, which in 
turn leads to reduced turnover intentions 
in PT. IJL. This is mainly caused by the 
“fair exchange” relationship trait of the 
psychological contract. When an employer 
provides their  employee with both 
transactional and relational psychological 
contract, the employee will feel that the 
employer had fulfilled their part of the 
perceived contract and therefore, employee 
will willingly contribute their part by being 
engaged. Thus, psychological contract 
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fulfilment leads to (an increase in) employee 
work engagement. Furthermore, work 
engagement also has a “growing” trait, in 
which once an employee is engaged, they 
will seek higher level of work engagement. 
Employee’s feeling of the need to engage 
more and more eventually will cause them 
to be so attached to their work and the 
organisation that they will not find any 
intention to leave.

Recommendation for PT. IJL

During recruitment interviews and 
orientation, recruiters should clearly 
and honestly communicate employee 
responsibilities and employer’s expectations 
and the reciprocal relationship.  As 
psychological contract starts to form during 
the hiring process, it is necessary that the 
recruiter or user not to oversell the job, 
thereby setting unrealistic expectations 
which when violated may result  in 
dissatisfaction and reduced employee 
commitment.

Regular performance reviews offers 
an opportunity for the employee to receive 
accurate feedback on their performance and 
may help prevent any false beliefs, of either 
party, that they have fulfilled their part of 
the psychological contract. Reviewing and 
renegotiating future responsibilities and 
expectations of the psychological contract 
on a regular basis will reduce psychological 
contract violations that are caused by 
misunderstanding between both parties.

Create  and apply total  reward/
compensation standards. This is to reward 
employees for short as well as long-term 

achievements. Total reward includes 
transactional and relational compensation. 
Total rewards may be used to attract, retain, 
motivate and satisfy employees. The aim 
is to maximise the combined impact of 
a wide range of reward initiatives. Thus, 
compensation and reward distribution can 
become more fairly distributed across all 
organisational hierarchy layers and also 
across all the different departments. 

Appreciate employees for simple 
achievement and initiatives. PT. IJL can 
implement “Employee of the Month” 
programme. It is simple and does not 
require additional cost for the company. 
However, it means a lot for employees to 
be acknowledged and appreciated for their 
extra effort they put into the company.

Open and honest communication 
between managers and employees is vital and 
managers must make time for that. This is to 
prevent or at least minimise psychological 
contract violation by explaining the 
circumstances of the breach. Managers 
could explain that although promises were 
made in good faith, circumstances beyond 
the control of the organisation make it 
impossible for those promises to be kept 
for the time being, but that the management 
team will make it right. Moreover, open and 
honest communication could be a channel 
to build trust between the employer and 
employees.

CONCLUSION

Based on the result of this research, it can 
be concluded that perceived employer 
psychological contract is significantly 
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positively associated with work engagement 
in PT. IJL. Moreover, perceived employer 
psychological contract is significantly 
and negatively associated with turnover 
intention in PT. IJL.
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ABSTRACT 

This research is aimed at measuring Family Planning (FP) Behaviour using Long Term 
Contraceptive Method (LTCM) on FP Practices and Small Happy Prosperous Family Norm 
(SHPFN) by employing a quantitative approach. The respondents were 1,501 women of 
Eligible Couple (Elco) aged 15-49 years living in poor, slum, and densely populated areas 
in Jakarta. The findings show that 62.9% of Elco use modern contraceptives and 39.5% of 
them use LTCM. All independent variables of FP have a significant linear relationship with 
FP Behavior with a coefficient of below 0.500 (weak). The influence of behavior on LTCM 
practice has a coefficient correlation below 0.500, with an exception for LTCM Attitude 
on LTCM Behavior at 53.3 %. The coefficient correlation of attitude and behavior on the 
practice of SHPFN is also still low. We recommend greater awareness via information 
dissemination, education, and communication (IEC) provided to the people and Eligible 
Couples that modern contraceptive methods including LTCM are safe and comfortable to 
use. There should also be collaboration between FP providers with health centres, clinics, 
hospital, and private services providers.

Keywords:  Family planning behaviour, IEC, Long Term Contraceptive Method, practice of SHPFN

INTRODUCTION

The Indonesian government has realised in 
order to control its population growth, the 
country needs to decrease its total fertility 
rate (TFR) to ensure net reproduction rate is 
close or equals to one (NRR = 1). It means, 
every woman is expected to have one child 
in her lifetime. 
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The achievement of the Family 
Programme (FP) program in Jakarta, based 
on Indonesia Demographic and Health 
Survey (IDHS) in 2012, showed a decrease 
from 63.2% in 2002/2003 to 57.3% in 2012. 
However, its TFR (Total Fertility Rate) 
which was 2.10 children increased to 2.30 
children (IDHS, 2012) during the same 
period. It is important to maintain TFR at 
around 2 and it still needs to be lowered 
based on the country’s FP programme 
between 2013 and 2017. The TFR or Total 
Fertility Rate refers to the total children of 
married women during her reproductive 
period (15-49 years), as measured per age 
group or Age Specific Fertility Rate (ASFR). 
The survey result can be seen in the table 
below.

The total population of Jakarta was 
10.075.300 with an annual growth rate 
of 1.4% during 2000-2010. It increased 
from the period of 1990-2000 to only 
0.78%, influenced by migration (Source: 
Central Bureau of Statistics/CBS). The 

percentage of the poor is 3.07% of the total 
population. The birth rate trend in Jakarta 
by IDHS from 1991-2012 has decreased, 
without ignoring the various factors and the 
influence contributing to increasing TFR. 
But what happened in the last decade was 
different (IDHS 2002-2012). Table 1 shows 
that the proportion of Elco actively using a 
contraceptive method actually decreased to 
below 60%. So, the TFR actually increased 
from 2.10 to 2.30. The trend in terms of the 
use of the contraceptive method by IDHS 
1991-2012 is shown in the following table.

In Table 2, it is seen that the last IDHS 
in 2012 (IDHS is conducted periodically 
every four years), the prevalence of active 
FP of total Elco is only 57.3%. If only 
modern methods are considered, it is only 
53.4%  and only 11.2% for the long-term 
contraceptive methods.

The problem is that the participation 
level of FP and LTCM in slum, poor, 
densely populated areas is low, and Family 
Planning behaviour and practice of Small 

ASFR and TFR married women aged 15-49 for a period of three years prior to the survey of IDHS in 
Jakarta 1991-2012
Age Specific 
Fertility Rate

IDHS
1991

IDHS
1994

IDHS
1997

IDHS
2002-2003

IDHS
2007

IDHS
2012

16-19
20-24
25-29
30-34
35-39
40-44
45-49
TFR 15-49

-
-
-
-
-
-
-

2.14

25
97

117
89
42
10
2

1.90

24
98

125
96
43
15
5

2.04

-
-
-
-
-
-
-

2.20

14
97

128
96
65
19

-
2.10

20
106
133
105
63
10
2

2.30

Table 1
Total fertility rate trends by age specific fertility rate (IDHS, 1991-2012)

Note: the period 1-36 months prior to the interview, ASFR is per 1000 women
Source: CBS et al., 1992, 1994, 1998, 2003, 2008, 2012
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Happy, Prosperous Family Norm (SHPFN) 
behaviour are still low.

The aims of this study are to determine 
the proportion of family planning practices 
of the eligible couples in slum, poor, and 
densely populated areas and to examine 
the relationship between variables of 
information, knowledge, feelings, and 
attitude of Elco on Family Planning 
Behavior and the practice of SHPFN. 

LITERATURE REVIEW

The continuous use of the contraceptive 
method is influenced by many different 
factors, one of them is access to the healthcare 
(Singh, Frost, Jordan, & Wells, 2009). 
Okwaraji, Cousens, Berhane, Mulholland 
and Edmond (2012) noted that community, 

cultural attitude, and personal attitude can 
be considered as obstacles for women 
in applying the correct use and effective 
method of family planning objectives. 
Every day, nearly 800 women across the 
globe die due to complications during 
pregnancy and childbirth (World Bank, 
2013). The global maternal mortality rate 
fell by nearly 50% between 1990 and 2010. 
This decline is in line with the goal set in the 
Millennium Development Goals (MDGs). 
In Sub-Saharan Africa, where maternal 
mortality is the highest, the w fell by 48% 
in between 1990 and 2013 (UNDP, 2014). 
One of the most basic methods of avoiding 
maternal deaths is by preventing pregnancy, 
particularly unplanned and unwanted 
pregnancies (Campbell & Graham, 2006). 

Table 2
Trends in tools/methods of FP in Jakarta (IDHS, 1991-2012)

The percentage of married women aged 15-49 years who currently use a contraceptive method.
Tools / method of FP IDHS 

1991
IDHS 
1994

IDHS 
1997

IDHS 2002-
2003

IDHS 2007 IDHS 2012

Modern methods: 56 59.7 58.9 63.2 60.1 57.3
Pill 11.9 14.5 13.8 12.6 13.8 13
IUD 17.5 12.4 10.8 10 6.5 6.2
Injectable 12.7 19 22.2 27.5 27.2 26.4
Condom 2.4 1.9 2 3.1 3.6 2.8
Implant 1.4 1.2 0.8 1.4 2.1 1.4
Female Sterilisation 5.5 5.7 4.2 2.8 2.7 3.6
Male Sterilisation 0.4 0 0.1 0.1 0.4 -
Traditional ways: 2.3 2.8 2.9 3.5 2.2 2
Periodic Abstinence 0.9 0.7 0.9 1.4 1.4 1.8
Withdrawal sex - - - - - -
Other 0.1 1.5 1.1 0.9 0.1 0.1
Number of women 973 1140 1043 919 1352 1261

Note: the period of 1-36 months prior to the interview, ASFR is per 1000 women
Source: CBS (2012)
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For decades, family planning programmes 
have worked to reduce the number of such 
pregnancies.

T h e  f a c t o r s  a s s o c i a t e d  w i t h 
contraceptive choice or the effectiveness of 
its use include the woman’s personality and 
her childbearing goals (Nettleman, Chung, 
Brewer, Ayoola, & Reed, 2007); sexual 
relationship characteristics and partner 
influences (Harvey, Beckman, & Wright, 
1997); social and economic characteristics 
(Raine ,  Minnis ,  & Padian,  2003) ; 
community, family and peer relationships 
(Unger & Molina, 1998); service access 
and provision; (Forrest & Frost, 1996); and 
method-specific experiences and attitudes 
(Polaneczky, Guarnaccia, Alon, & Wiley, 
1996). Beekle and McCabe (2006) stated 
that in developing countries, where women 
are dependent upon old traditions and social 
constraints, knowledge, and awareness 
about family planning acceptance would 
not be the only decisive factor in reducing 
fertility rate. 

A study in the United States (Sangi-
Haghpeykar, Ali, Posner, & Poindexter, 
2006) showed that there are a series 
of complicated factors for non-use or 
ineffective use of contraceptive methods 
among Hispanic women. Estimated perfect-
use failure rates and typical-use failure 
rates differ widely. For example, oral 
contraceptives have a perfect-use failure rate 
of 0.3% and a typical-use failure rate of 8%; 
the failure rates of condoms are 2% and 15% 
(Hatcher & Nelson, 2007). Contraceptive 
discontinuation is also common although 
the rates vary among countries (Barden-

O’Fallon & Speizer, 2011). On average, 
38% of women discontinue using a 
reversible method by the 12th month. The 
discontinuation of any modern contraceptive 
is 13% (IUCD) to 50% (condom) within 
the first 12 months of its use (Cleland & 
Shah, 2012). Although failing to adhere to 
a medication’s requirement can reduce its 
effectiveness, roughly half of people taking 
medication do not take it as prescribed 
(Playle, 2000). This is consistent with prior 
results showing a strong association between 
women’s motivation to avoid pregnancy and 
gaps in contraceptive use (Frost, Singh & 
Finer, 2007). Although economic factors 
and access to the healthcare are important, 
it has been proven that knowledge, attitude 
and cultural values impact on reproductive 
behavior (Ozgoli, Ahmadi, Goli, & Baghban, 
2004). The tendency to use a contraceptive 
method as well as any other desired methods 
depends on an individual’s general attitude 
towards using that method. According 
to experts, the four relationships of the 
concept are: Relationship of Knowledge, 
Attitude, Intention, and Behavior (Fishbein 
& Ajzen, 2010). Behavior is an action that 
can be observed directly and estimated by 
others. A behaviour is specifically aimed 
at a particular target. Consumer behavior 
is related to the physical act of consumers 
that can be directly observed and measured 
by others (Peter & Olson, 2010; Simamora, 
Jerry, & Hartono, 2016). Attitude is when 
someone is doing a thorough evaluation 
of a concept (Allan & Burridge, 1991). A 
concept or object that is being evaluated, 
whether good or bad for, whether pleasant 
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or unpleasant, whether like or dislike, 
determines the future decision (Hui & 
Bateson, 1991). Albert Bandura views 
the self-system in the reciprocal system 
(Bandura, 1986). It turns out that, in addition 
to the behaviour, there are still elements 
of affection, cognition, and environment 
(Izard, Kagan, & Zajonc, 1984) which 
mutually affect each other, and also affect a 
person’s attitude.

Research Model

To measure and test the relationship between 
variables of information, knowledge, 
feelings, and attitude towards of Elco, 
Family Planning behavior and practices of 
SHPFN, the same method was done with 
the LTCM knowledge, feelings LTCM, 
the attitudes, behavior, and practices of 
FP, LTCM and SHPFN and the model of 
relationship whose variables drawn as 
Figure 1.

MATERIALS AND METHODS

The study employed quantitative approach 
and questionnaires were distributed to select 
sample. The responses were measured 
according to Likert Scale measurement 
(1-5). The survey was conducted in Jakarta 
Province. Data was collected from 75 
villages included in the category of the slum, 
poor and densely populated areas (CBS, 

2011). A proportional cluster technique was 
used as a survey method. The total sample of 
this study was 1,501 married women aged 
between 15 and 49 years. Data was imported 
into Excel for Windows and it was processed 
using IBM SPSS V.20. All the tests utilised 
test parametric measurement ranging from 
the interval, ratio, and analysis matching 
the parametric analysis begun with data test 

Figure 1. Research model

FP Behaviour
Y1

SFHPN Practice
Y2

LTCM Behaviour
Y3

SFHPN Practice
Y4

FP Information (X1)
FP Cognition (X2)
Knowledge (X3)
FP Affection (X4)
FP Attitude (X5)

FP Knowledge (X2)
FP Affection (X3)
FP Attitude (X4)

FP Behaviour (X5)

LTCM Affection (X22)
LTCM Attitude (X32)

LTCM Attitude (X32)
LTCM Behaviour (X42)
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regarding the reliability, normality, validity, 
homogeneity and then Fisher (F) Test 
ANOVA and t-test in coefficient correlation. 
All tests must be based on the hypothesis of 
H0 and Ha with a given significant level. The 
test of the linearity between the dependent 
variable and independent variables used the 
regression equation (Levin & Rubin, 1994) 
with the following formula:

ý= a + b₁X₁ + b₂X₂+ b₃X₃…bnXn

RESULTS AND DISCUSSION

The 1501 respondents in this study were 
married women aged between 15 and 49 
years. Seventeen respondents or 1.1% of 
Elco were under 20 years of age. Most of 
the respondents were from Elco group aged 
between 30 and 39 (678 respondents or 
45.2%), followed by those in the age group 
between 20 and 29 years (473 respondents 
or 29.1%) as shown in Table 3.

From Table 3, it is shown that most of 
the respondents graduated from high school 
(689 or 45% of respondents). There was 
18.5% respondent who did not complete 
primary school and there is only 4.1% of 
them who had a higher education degree. 
Based on data processing, there are 944 
respondents (62.9%) who actively use one 
method of modern family planning, and the 
remaining 557 respondents or 37.1% did 
not use it. The number of participants using 
LTCM (Implants, IUDs, Vasectomy, and 
Tubectomy) was 374 persons or 24.1% and 
those using simple contraceptive method or 
Short-Term Contraceptive Method (pills, 
injections, and condoms) was 38.8%.

It is proven that the participants of LTCM 
in the slum, poor and densely populated 
areas are fewer than the participants of 
Non-LTM. Nonetheless, the distribution 
of users across the region, including the 
LTCM, also needs to be taken into account. 

Education

TotalPrimary /
Elementary 

School 

Middle-
High School

High 
School Bachelor

Elco 
age 
group
(Year)

<20
Number 4 9 4 0 17

% Of Total 0.3 0.6 0.3 0.0 1.1%

20-29
Number 56 162 206 13 437

% Of Total 3.7 10.8 13.7 0.9 29.1%

30-39
Number 125 191 328 34 678

% Of Total 8.3 12.7 21.9 2.3 45.2%

40-49
Number 93 111 151 14 369

% Of Total 6.2 7.4 10.1 0.9 24.6%

Total
Number 278 473 689 61 1501

% Of Total 18.5% 31.5% 45.9% 4.1% 100.0%

Table 3
Education of Eligible Couple (Elco) respondents by age group

Source: Output processing data IBM SPSS V.20
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The percentage of Implant users is 8%, 
Intra Uterine Device (IUD) is 11.9%, and 
Operation Method for Man (Vasectomy) and 
Operation Methods for Women (Tubectomy) 
is 5.1%. The weakness or shortcoming of 
using Non-LTCM (Pill, Injectable, Condom) 
is that participants might forget to take the 
pill, forget to use a condom, forget to obtain 
repeat injection which means the continuity 
of these three methods is lower than LTCM 
(Barden-O’Fallon & Speizer, 2011). 

Statistical Analysis

According to the validity test, data in this 
research are 100% valid.  Reliability was 
tested using Lambda Test and the data was 
reliable as all values of the variables are 
above 0.500 and close to 1. All the variables 
are normally distributed and there is no 
hegemony and heterogeneity among them. 
Pearson Correlation shows the relationship 
between these variables.

Multiple Linear Regression

A mul t ip l e  l inea r  r eg ress ion  t e s t 
was conducted to test the effect of the 
independent variables on the dependent 
variable simultaneously. The hypothesis 
H0 says that there is no linear correlation 
between independent variables and the 
dependent variable. If there is a linear 
relationship between them, Ha is accepted 
and H0 is rejected. ANOVA or Fisher 
(F) test was also conducted to test the 
relationship between independent variables 
and the dependent variable. To test the 
linearity between the dependent variable 
and independent variables, the following 
regression equation is used:

ý= a + b₁X₁ + b₂X₂ + b₃X₃… bnXn

In this  analysis ,  there are four 
regression equations to measure and test 
the relationship between independent 
variables and dependent variables. They 
are as follows:

FP Method

TotalNot 
Active 

FP
Pill Injectable Condom Implants IUD Vasectomy/

Tubectomy

FP

FP 
Active

Count 0 132 422 16 120 178 76 944
% Of 
Total 0.0% 8.8% 28.1% 1.1% 8.0% 11.9% 5.1% 62.9%

Non-
Active 
FP

Count 557 0 0 0 0 0 0 557
% Of 
Total 37.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 37.1%

Total
Count 557 132 422 16 120 178 76 1501
% Of 
Total 37.1% 8.8% 28.1% 1.1% 8.0% 11.9% 5.1% 100.0%

Table 4
Number and percentage of Elco, Active FP and Not Active FP

Source: Output processing data IBM SPSS V.20
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Relationship between Independent 
Variables and FP Behaviour as Dependent 
Variable 

It is found that the value of R² is 49.2 %. 
From the ANOVA analysis, the F-calculated 
value is 333.337 which is larger than 
t-table of 3.36. Thus, Ho is rejected and 
Ha is accepted. Coefficient correlation also 
explains the relationship strength between 
the linearity of each independent variable 
on the dependent variable. This is shown 
in Table 5.

The equation obtained from table 5 is 
as follows:

Y1 = 0.441 + 0.192X1 + 0.163X2 
         + 0.145X3 + 0.399X4

It means every increase in variable 
X will increase variable Y. The t-test was 
conducted with a confidence level of 95% 
or significance at 5%. All t-calculated values 
are more than t-table of 2.576 and significant 
at p=0.000. Nonetheless, the effect of all 
independent variables is weak as shown by 
the values which are below 0.500.

Coefficients a

Model Unstandardised 
Coefficients

Standardised 
Coefficients

T Sig.

B Std. Error Beta
1 (Constant) .441 .102 4.302 .000

FP Information .192 .027 .169 7.179 .000
FP Knowledge .163 .026 .155 6.217 .000
FP Affection .145 .024 .137 6.132 .000
FP Behavior .399 .020 .444 20.204 .000

a.	 Dependent Variable: FP Behaviour
Source: Output processing data IBM SPSS V.20

Table 5
Coefficient of multiple linear regression of independent variables and FP behaviour as dependent variable

Relationship between Independent 
Variables and the Practice of SHPFN as 
the Dependent Variable 

ANOVA analysis shows that the F-calculated 
value is 257.813, larger than t-table 3.06. The 
R² is 42.8 %, meaning that the independent 
variables can explain the dependent variable 
at 42.8%. 

From Table 6, it is shown that all 
independent variables are significant 
at 0.0.000. Nevertheless, t-test with a 

confidence level of 95% or a significance 
of 5% with p = 0.000 show the influence 
of variable X on Y is weak. All the 
independent variables have a significant 
linear relationship with the practice of 
SHPFN. The multiple regression equation 
generated is as follows:

Y2 = 0.979 + 0.293 X2 + 0.165 X3 
         + 0.170X4 + 0.158 X5
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That equation shows that Ho is rejected, 
and Ha is accepted, meaning there is a 
positive linear relationship between the 

independent variables on the dependent 
variable.

Table 6
Coefficient of multiple linear regression of independent variables on SHPFN practice as dependent variable

Coefficients a

Model Unstandardised Coefficients Standardised 
Coefficients

t Sig.

B Std. Error Beta
2 (Constant) .979 .094 10.443 .000

FP Knowledge .293 .024 .300 12.115 .000
FP Affection .165 .024 .168 6.974 .000
FP Attitude .170 .022 .204 7.684 .000
FP Behaviour .158 .026 .169 6.028 .000

a.	 Dependent Variable: SHPFN Practice
Source: Output processing data IBM SPSS V.20

Relationship between LTCM Independent 
Variables and the LTCM Behavior as 
Dependent variable

ANOVA analysis shows that the F-calculated 
value is 376.476, larger than F-table of 3.02. 
The relationship between independent 
variables [LTCM Knowledge (X1), LTCM 
Feeling (X2) and LTCM Attitudes (X3)] and 
Dependent variable [LTCM Behaviours] 
was tested with a 95% degree of confidence 
and α = 5%. It is shown that significance is 
p=0.000, thus H0 is rejected. Therefore, Ha 
is accepted. The positive linear relationship 
is shown in Table 7.

The coefficient correlation of all 
independent variables is weak (< 0.500) but 
they remain significant in a linear regression 
equation. The LCTM Knowledge (X12) is 
removed from the equation, resulting in R² 

= 45.8 % and F-calculated value of 182.989 
which is larger than t-table of 3.36 with sig 
p=0.000.

The linear regression equation obtained 
is as follows:

Y3 = 0.990 + 0.283 X3.2 + 0.553 X4.2

The t-calculated value of the variable of 
LTCM Feeling is 11.758, larger than t-table 
of 3.182. The value of r is 0.283 or 28.3 
%. The t-calculated value of the variable 
of LTCM Attitude is 19.975, larger than 
t-table of 3.182. The value of r is 0.533 or 
53.3 %, meaning that it has a moderate linear 
relationship with LTCM Behavior with 
significance p = 0.000. Thus, H0 is rejected 
and Ha is accepted. 
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