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3DVDU� SHUVDLQJDQ� SURGXN� NHFDQWLNDQ� \DLWX� NRVPHWLN� NLDQ� NHWDW�� VHKLQJJD�
RSWLPDOLVDVL� SHQHUDSDQ� VWUDWHJL� EDXUDQ� SHPDVDUDQ� VHUWD� SHPDQIDDWDQ� WHNQRORJL�
SHUOX� GLODNXNDQ� DJDU� WHWDS� GDSDW� EHUWDKDQ� GLSDVDUDQ�� 6DODK� VDWX� SHPDQIDDWDQ�
WHNQRORJL�\DQJ�GDSDW�GLJXQDNDQ�DGDODK�SHPEHOLDQ�SURGXN�NRVPHWLN�GHQJDQ�VLVWHP�
RQOLQH DWDX�H�FRPPHUFH���7XMXDQ�SHQHOLWLDQ�LQL�DGDODK�XQWXN�PHQJHWDKXL�SHQJDUXK�
EDXUDQ�SHPDVDUDQ�WHUKDGDS�NHSXWXVDQ�SHPEHOLDQ�SURGXN�NRVPHWLN�PHODOXL�VLWXV�H�
FRPPHUFH�

3HQHOLWLDQ�LQL�WHUPDVXN�NH�GDODP�SHQHOLWLDQ GHVNULSWI�DQDOLWLN��'DWD�GLDPELO�
PHQJJXQDNDQ� NXHVLRQHU� XQWXN� PHQJXNXU� SHQJDUXK� EDXUDQ� SHPDVDUDQ� �SURGXN��
KDUJD�� GLVWULEXVL� GDQ� SURPRVL�� WHUKDGDS� NHSXWXVDQ� SHPEHOLDQ� \DQJ� GLQLODL�
PHQJJXQDNDQ�VNDOD�/LNHUW���SRLQ��.XHVLRQHU�GLEHULNDQ�NHSDGD�����UHVSRQGHQ�\DQJ�
PHUXSDNDQ�PDV\DUDNDW�XPXP�GL�,QGRQHVLD�\DQJ�SHUQDK�PHPEHOL�NRVPHWLN�PHODOXL�
VLWXV�H�FRPPHUFH��7HNQLN�SHQJDPELODQ�VDPSHO�GLODNXNDQ�GHQJDQ�PHWRGH�VQRZEDOO�
VDPSOLQJ��'DWD�GLDQDOLVLV�PHQJJXQDNDQ�PHDQ�VFRUH��UHJUHVL�OLQLHU�VHGHUKDQD�GDQ�
UHJUHVL� OLQLHU� EHUJDQGD� GHQJDQ� EDQWXDQ� SHUDQJNDW� OXQDN� SHQJRODK� GDWD� VWDWLVWLN�
6366 ���

%HUGDVDUNDQ� KDVLO� DQDOLVLV YDULDEHO� EDXUDQ� SHPDVDUDQ� �SURGXN�� KDUJD��
GLVWULEXVL� GDQ� SURPRVL�� EHUSHQJDUXK� SRVLWLI� GDQ� VLJQLILNDQ� WHUKDGDS� NHSXWXVDQ�
SHPEHOLDQ�EDLN� VHFDUD� VLPXOWDQ� GHQJDQ�DQDOLVLV� UHJUHVL�EHUJDQGD�PDXSXQ� VHFDUD�
SDUVLDO�GHQJDQ�DQDOLVLV�UHJUHVL�VHGHUKDQD�NDUHQD�PHPLOLNL�QLODL�VLJQLILNDQVL��������
'LSHUROHK� KDVLO� EDKZD� EDXUDQ� SHPDVDUDQ� PHPSHQJDUXKL� NHSXWXVDQ� SHPEHOLDQ�
VHEHVDU�������GDQ�YDULDEHO�SURPRVL�\DQJ�SDOLQJ�EHUSHQJDUXK�WHUKDGDS�NHSXWXVDQ�
SHPEHOLDQ�PDV\DUDNDW�WHUKDGDS�SURGXN�NRVPHWLN�GL�VLWXV�H�FRPPHUFH �

.DWD�NXQFL��H�FRPPHUFH��SDVDU��NRVPHWLN��LQGXVWUL�NRVPHWLN
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7KH� FRPSHWLWLRQ� IRU� EHDXW\� SURGXFWV� LQ� FRVPHWLFV� LV� JHWWLQJ� WRXJKHU�� VR�
RSWLPL]LQJ�WKH�PDUNHWLQJ�PL[�VWUDWHJ\�DQG�WHFKQRORJ\�QHHGV�WR�EH�GRQH�LQ�RUGHU�WR�
EH�PDLQWDLQHG��2QH� SXUFKDVH� RI� WHFKQRORJ\� WKDW� FDQ� EH� XVHG� LV� WKH� SXUFKDVH� RI�
FRVPHWLF�SURGXFWV�ZLWK�DQ�RQOLQH�RU�H�FRPPHUFH�V\VWHP��7KH�SXUSRVH�RI�WKLV�VWXG\�
ZDV�WR�VWXG\�WKH�HIIHFW�RI�WKH�PDUNHWLQJ�PL[�RQ�WKH�SXUFKDVH�RI�FRVPHWLF�SURGXFWV�
WKURXJK�H�FRPPHUFH�VLWHV�

7KLV�UHVHDUFK�EHORQJV�WR�DQDO\WLF�GHVFULSWLYH�UHVHDUFK��'DWD�ZDV�WDNHQ�XVLQJ�
D�TXHVWLRQQDLUH�WR�PHDVXUH�WKH�HIIHFW�RI�PDUNHWLQJ�PL[��SURGXFW��SULFH��GLVWULEXWLRQ�
DQG� SURPRWLRQ�� RQ� SXUFKDVLQJ� GHFLVLRQV� XVLQJ� D� ��SRLQW� /LNHUW� VFDOH�� 7KH�
TXHVWLRQQDLUH� ZDV� JLYHQ� WR� ���� UHVSRQGHQWV� UHSUHVHQWLQJ� WKH� JHQHUDO� SXEOLF� LQ�
,QGRQHVLD� ZKR� KDG� ERXJKW� FRVPHWLFV� WKURXJK� H�FRPPHUFH� VLWHV�� 7KH� VDPSOLQJ�
WHFKQLTXH�LV�GRQH�E\�VQRZEDOO�VDPSOLQJ�PHWKRG��'DWD�ZHUH�DQDO\]HG�XVLQJ�DYHUDJH�
VFRUHV��VLPSOH�OLQHDU�UHJUHVVLRQ�DQG�PXOWLSOH�OLQHDU�UHJUHVVLRQ�ZLWK�WKH�KHOS�RI�6366�
���VWDWLVWLFDO�GDWD�SURFHVVLQJ�VRIWZDUH�

%DVHG�RQ� WKH�UHVXOWV�RI� WKH�DQDO\VLV�RI�PDUNHWLQJ�PL[�YDULDEOHV� �SURGXFW��
SULFH��GLVWULEXWLRQ�DQG�SURPRWLRQ��SRVLWLYH�DQG�VLJQLILFDQW�WR�WKH�SXUFKDVH�GHFLVLRQ�
ERWK� VLPXOWDQHRXVO\� ZLWK�PXOWLSOH� UHJUHVVLRQ� DQDO\VLV� DQG� SDUWLDO� DQDO\VLV� ZLWK�
VLPSOH�UHJUHVVLRQ�DQDO\VLV�EHFDXVH�LW�KDV�D�VLJQLILFDQFH�YDOXH�RI��������2EWDLQHG�
IURP�WKH�UHVXOWV�RI� WKH�PDUNHWLQJ�PL[�DIIHFW�SXUFKDVLQJ�GHFLVLRQV�E\�������DQG�
SURPRWLRQ� YDULDEOHV� WKDW� PRVW� LQIOXHQFH� RQ� SHRSOH
V� SXUFKDVLQJ� GHFLVLRQV� RQ�
FRVPHWLF�SURGXFWV�RQ�H�FRPPHUFH�VLWHV�

.H\ZRUGV��H�FRPPHUFH��PDUNHWV��FRVPHWLFV��FRVPHWLFV�LQGXVWU\
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