
ABSTRAK

Industri properti, khususnya ruko di Surabaya, tnulai pulih setelah
terjadi kelesuan akibat krisis ekonomi Asia 1997. Untuk menarik minat para
konsumen agar membeli/menyewa ruko, perlu diketahui perilaku kcmsumen yang
paling menentukan sebelum membeli/menyewa ruko dan tingkat kepuasan mereka
setelah menghuni ruko

Perilaku konsumen dipengaruhi oleh tiga faktor utama, yakni strategi
pemasaran, pengaruh lingkungan dan perbedaan individu. Sedangkan faktor
pengukur kepuasan konsumen ada tiga, yakni harapan dan ideal, janji-janji
pemasar, dan pesaing.

Lokasi penelitian berada di ruko Manyar Megah Indah Plaza Surabaya.
Penelitian dilakukan terhadap 85 penghuni ruko, terbagi dalam tiga responden
utama berdasarkan bidang usaha yang dilakukan, yakni responden perkantoran,
pertokoan (toko, gudang, apotik, rutnah-tangga), lain-lain (sekolah, tempat-
hiburan, usaha-jasa, rumah-makan).

Analisa dilakukan dengan analisa distribusi frekuensi, mean, peringkat
dan Anova untuk kuesioner bagian I. Kuesioner bagian II dilakukan dengan
analisa distribusi frekuensi, mean, peringkat, analisa uji t dan analisa importance-
performance.

Hasil analisa kuesioner bagian I menunjukkan, bahwa perilaku yang
paling menentukan bagi seluruh responden sebelura membeli/menyewa ruko
Manyar Megah Indah Plaza, yakni prasarana ruko(5,247). Hasil analisa kuesioner
bagian II menunjukkan bahwa tingkat kepuasan penghimi ruko belum tercapai.
Prioritas utama yang seharusnya dilakukan pengembang ruko Manyar Megah
Indah Plaza untuk meningkatkan kepuasan penghuni yakni prasarana ruko(selisih
mean 2,139)

Kata kunci: ruko, perilaku konsumen, tingkat kepuasan, penghuni ruko
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ABSTRACT

Property industry, specifically for shophouse in Surabaya, begmning
restored after the weakness occured as the consequenee of the 1997 Asian
Economy Crisis. To attract the interest of consumer in order to buy/rent
shophouse, the most determinant of consumer behavior before buy/rent shophouse
and they satisfaction level after dwelled shophouse need being known.

Consumer behavior influenced by three main factors, those are
marketing strategy, environment influence, and individual difference. While the
measurement factors of consumer satisfaction are expectation and ideal, marketer
promises, and competitor.

The research is located in Manyar Megah Indah Plaza Surabaya
shophouses. It is done about 85 shophouses dwelier, that is divided in three main
respondent based on their work sector, there are office complex respondent,
shopping complex (shop, warehouse, drugstore, household), others (schooi,
entertaimnent place, service trade, restaurant).

Analysis is done with frequency distribution analysis, mean, rank, and
anova for the first quesioner. The second quesioner is done with frequency
distribution analysis, mean, rank, t-test analysis, and importance-performance
analysis.

The output of the first quesioner analysis shows that the most
determinant behavior variable for all respondents befbre buy/rent Manyar Megah
Indah Plaza shophouse is shophouses infrastructure(5,247). The output of the
second quesioner analysis shows that the satisfaction level of shophouse dweliers
is not reached yet. The main priority that the developer of Manyar Megah Indah
Plaza shophouses should have done to iticrease dwelkrs satisfaction is shophouses
infrastructure(gap 2,139)

Keyword: shophouse, consumer behavior, satisfaction level, shophouse dwellers
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