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ABSTRACT 
 
Competition in oligopolistic markets, particularly the automotive industry forced the company to pay more 
attention to the needs and tastes of consumers that changing all the time. Changing needs, desires of 
consumers is of course influenced by the globalization of the world. Conducted a survey with a questionnaire 
to several car exhibition in Jakarta, acquired a number of factors and product attributes of dealer service for 
consumer consideration in the decision to buy a car. This research method is descriptive associative, and 
data collection done through questionnaires to the respondents as many as 100 people who were visiting 
the exhibition / auto dealer and finally agreed to buy. Analysis of data correlation and multiple regression 
premises. The results showed that the Product Attributes provide a powerful positive impact and significant 
impact on purchase decisions, Service Quality provides a strong positive impact and significant impact on 
purchase decisions, and also product attribute and service quality jointly affect and contribute to the 
Purchasing Decision. 
 
Keywords: The Pruchase Decision Process, Product Attributes, Service Quality 
 
INTRODUCTION 
 
Competition in the automobile industry is currently higher, the product innovation in car design for instance 
make the competitors are also encouraged to do the same. In addition to car design, the convenience to 
purchase a car is also done by the car dealer. Relational quality between buyers and sellers conducted as if 
the car is as a good convenience product (daily needs). Dealers expect the special quality of service and the 
various attributes of products offered will make consumers buy and buy again. 
 
Cars with  a particular brand that has been well perceived by consumers in Indonesia, will likely last a long 
life cycle. For example Toyota Innova, Toyota Avanza,  Honda Jazz which were introduced since 2001, is 
still favoured by consumers in Jakarta. Of course, this good consumer perception, can be used by 
companies to make continuous product development so that the company will issue  new serial cars. 
In this study, the authors take an example of the New Honda Jazz car. Since its launch globally in 2001, 
Honda Jazz has recorded sales of 2 million units in 115 countries around the world. In Indonesia alone, the 
Honda Jazz has recorded sales of 96.656 units and consistently dominates the 5-door hatchback class. 
Year 2005 was a golden era of Honda jazz sales in Indonesia, as many as 32.241 units have been sold in 
the community. 
 
In this study, the authors take an example of the New Honda Jazz car. Since its launch globally in 2001, 
Honda Jazz has recorded sales of 2 million units in 115 countries around the world. In Indonesia alone, the 
Honda Jazz has recorded sales of 96.656 units and consistently dominates the 5-door hatchback class. 
Year 2005 was a golden era of Honda jazz sales in Indonesia, as many as 32.241 units have been sold in 
the community. But these sales numbers continue to decline until 2007, which only sold 14.057 units 
(autos.okezone.com). This sales decline caused by the age of the product itself that has reached 4 years, 
since first launched in 2001, and its competitors in the market were also growing hatchback sedan, like the 
Korean car manufacturers (Hyundai and KIA) and the manufacturer of Toyota (Yaris) as a heaviest 
competitor so that the development of new products to compete on a competitive basis is absolutely 
necessary.   
 
New Honda Jazz as the second generation, which can be considered either as seen from the high demand 
for these products to reach 900 units per month and reached 2.947 units sales in 2008 (when first 
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introduced). Sales of the Honda Jazz cars in Jakarta until recently (2011) is still experiencing growth. 
Various changes in product design, the availability of interest features and the popularity of quality of Honda 
will make Indonesia consumers trust and commit to become a loyal customer.  
 
The purpose of this study is to analyze the magnitude of the influence of product attributes and services 
quality of the New Honda Jazz to purchasing decision process at the car dealer. The study was conducted in 
the area of Sunter (North Jakarta).  
 
LITERATURE REVIEW 
 
New product development is the development of original products, product improvements, product 
modifications and new brands through the efforts of the company's own research and development (Kotler 
and Armstrong, 2004, p315). New products can include original products, enhanced products, the products 
are modified and a new brand developed through research and development efforts (Tjiptono, 2002, p118). 
Product development involves a determination of benefits will be provided. These benefits are 
communicated and delivered the product attributes such as: (1) product quality, (2) Features products, (3). 
Design and style of the product (Kotler and Armstrong (2004, p283). In the new product strategy, there are 3 
alternatives, the refinement or modification of products, product imitation / artificial, and product innovation 
(Tjiptono, 2002, p119). Factors to consider in determining the need for the addition of new products, namely: 

1. There should be a big enough market demand. 
2. The product must be in accordance with social and environmental standards. 
3. The product must be in accordance with the structure of the company's ongoing marketing. 

Corporate marketing experience plays an important role here. 
4. The idea of the product should be compatible with production facilities, labor, and existing 

management capabilities. 
5. Products must be financially viable, meaning that can provide an adequate return. 
6. There should be no legal problem. 
7. The company management has the time and ability to manage new product 
8. The product must be in accordance with the image and company goals. 

 
The definition of quality may vary due to the quality criteria and has a lot depends on the context. American 
Society for Quality defines quality as the whole of the features and New product development is the 
development of original products, product improvements, product modifications and new brands through the 
efforts of the company's own research and development (Kotler and Armstrong, 2004, p315). New products 
can include original products, enhanced products, modified the products and a new brand developed 
through research and development efforts (Tjiptono, 2002, p118).characteristics in a product or service that 
is able to satisfy the needs, whether visible or disguised (Kotler, 2003, p84). According to Utami (2006, 
p245) "consumer in the long term perspective and a cognitive evaluation of the transfer service. Quality of 
service is described in general and comprehensive services. 
 
According to the Mts. Arief (2007, p125) there are ten dimensions of the characteristics used by the 
customer in evaluating service quality customers in evaluating service quality. The    ten characteristics 
dimensions of service quality are:  

1. Tangibles, the physical evidence of services can include physical facilities, equipment used, the 
physical representation of the service. 

2. Reability, includes two main things, namely, consistency of work and the ability to be trusted. This 
means that the company provides its services right from the start. It also means that the companies 
concerned to keep his promise.  

3. Responsiveness, the willingness or readiness of employees to provide services required by 
customers.  

4. Competency, yaitu setiap orang dalam suatu perusahaan memiliki keterampilan dan pengetahuan 
yang dibutuhkan agar dapat memberikan jasa tertentu. 

5. Courtesy (good manners), which includes courtesy politeness, respect, caring and friendliness that 
of the contact personnel. 

6. Credibility, that is honest and trustworthy nature. 
7. Security, which is safe from danger, risk, or doubt. 
8. Access, which is easy to be contacted and met. This means that the location of service facilities 

within easy reach, the wait is not too long, easy corporate communication channel to call.  
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9. Communication, which provide information to customers in language they can understand, and 
always listen to suggestions and complaints. 

10. Understanding the customer (the customer's attention), the attempt to understand customer needs. 
 
According to Schiffman and Kanuk (2007, p485) "The selection of two or more choices. In other words, 
alternative options should be available to a person when making decisions.  The integration process by 
which to evaluate the combined knowledge of two or more alternative behaviors and select one. "(Supranto 
and Limakrisna (2007, p211). 
 
Five stages of purchasing decisions according to Kotler and Keller (2007, P235), namely: 

1. Problem Recognition 
The purchase process begins when the buyer recognizes a problem or need. Marketers need to 
identify circumstances which trigger specific needs, by gathering information from a number of 
consumers. 

2. Information Search.  
Consumers who aroused his needs will be encouraged to seek more information. Situation of 
information seeking lighter reinforcement called attention. At strengthening the level of attention, 
people are just more sensitive to product information. At the next level, people may begin to 
actively search for information: search for reading material, call friends, and visit the store to learn 
about a particular product. 

3. Alternative Evaluation.  
In the evaluation of alternatives, there are some decisions the evaluation process, and models that 
look at the consumer evaluation process as a cognitive process-oriented. That is, the model 
assumes that consumers form an assessment of the product with a very conscious and rational. 

4. Purchasing Decision 
Purchasing decisions is a time when consumers decide to buy or not the product in question and 
make decisions relating to the purchase order. In addition, purchasing decisions can be interpreted 
as well as the level of purchasing decision process in which consumers actually make a purchase. 
The selection is done on the basis of evaluation results at the previous stage. In the evaluation 
stage, consumers form a preference for brands that exist in the set of choices. Consumers also can 
form the intention to buy the most preferred brand. 

5. Post purchase Behavior 
After purchase, the consumer may have noticed a discrepancy due to certain features that interfere 
with or heard good things about other brands, and will always be alert to information that supports 
his decision. Marketing communications should supply beliefs and evaluations that confirmed the 
choice of consumers and help him feel comfortable with the brand. 
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Figure 1. Analytical Framework 

 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

RESEARCH METHODOLOGY 

Research Design 

The method used is survey and associative. Associative research is research that aims to determine the 
relationship between two variables or more. Research model used is a survey method, the method of 
research conducted on populations of large and small, but the data studied are data from samples taken 
from the population. Time Horizon  is the Cross Sectional used the information collected only at a certain 
moment. A particular time does not mean that one day, but can be done within a few days or even weeks 
because of the situation (Sugiyono, 2007, p11). 

 

Operationalization of Research Variables 

 Table 1. Operationalization of Research Variables 

Variable Sub Variable Indicator Size / Scale 

Product Attributes 
(X1) 

-Product Quality  
 
 
 
 
 
- Features 
 
 

- Changes to the engine, 
using a 1.5 SOHC i-
VTEC engine equipped 
with Drive by Wire 
technology and Torque 
Boost 

- Changes in the LCD 
Display 

- Addition Range 

Ordinal (Likert) are 
transformed into 
interval   

Product Attribute  (X1) 

1. Kualitas produk 

2. Fitur 

3. Rancangan dan 

gaya produk 

Service Quality 

(X2) 

1. Tangible 

2. Reliability  

3. Responsiveness  

4. Competency  

5. Courtesy  

6. Credibility  

7. Security  

8. Access  

9. Communication ) 

10. Understanding the 

Customer  

Purchase Decision  

(Y) 

1. Pengenalan Kebutuhan 

2. Information Search 

3. Alternative Evaluation 

4. Purchase Decisiom 

5. Post Purchase Behavior 
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-Rancangan dan Gaya 
Produk 
 

technology 

- Paddle Shift Fature 

- Change in the  
dimention/length 

- Change in lighting design  

- Change on the hood and 
bumper  

 

Service Quality 
(X2) 

Tangible 
 
Reliability 
 
 
Responsiveness 
Competency 
 
 
Courtesy 
 
 
Credibility 
Security 
 
Acces 
 
 
Communication 
 
 
Understanding the 
Customer 

- The physical facility was 
neat and clean 

- Provide services in 
accordance with the 
promise offered 

- Response to complaints 

- Skills or knowledge 
workers to serve 
customers 

- Friendliness and 
courtesy of employees in 
service 

- Corporate Reputation 

- Security of the physical 
facilities showroom  

- Ease of contacting staff 
required 

- Submission of 
information through 
advertising 

- An understanding of 
consumer needs 

 

Ordinal (Likert) are 
transformed into 
interval   

The purchase 
decision process 
(Y)  

- Introduction to 
Needs 

 

- Search 
Information 

- Alternative 
Evaluation 

 

- Purchase 
 
 

 

- The need for 
transportation of 
consumers  

- Information about new 
products from TV ads  

- Evaluation of the 
attributes of consumer 
products to be 
purchased 

- Consumers will buy new 
honda jazz  

Ordinal (Likert) are 
transformed into 
interval   

Source: data processed 

The data was collected using a questionnaire to 100 respondents, the form of a question which is a 
combination of multiple-choice Likert scale based on the scale used to measure attitudes, opinions, and 
perceptions of a person or group about the incident or social phenomena (Riduwan and EA Kuncoro, 2007, 
p20). Non-probability sampling technique that is Judgement Sampling. Judgment Sampling is the technique 
of determining the sample based on research where the researcher must be sure that the selected sample 
represents the entire population. 
 
Data analysis techniques using path analysis, first questionnaire will be tested for the validity, reliability and 
normality test. This study used internal validity test by using the validity item technique. This technique is 
done by correlating score point question (as the X variable) with a total score (as variable Y). Terms of a 
question is considered valid if the correlation between the grains with a total score more than 0.3. So if the 
correlation between the grain and a score less than 0.3 then the item in the instrument declared invalid 
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(Sugiyono 2007, p124), the normality test is used to determine whether the data are processed normally 
distributed in the sense that the samples taken from the same population. Distribution of data to be analyzed 
to determine whether the normality assumption fulfilled, so the data can be processed further in the path 
diagram. Normality test is processed by looking at the QQ plot is also called a normality plot. 
 

RESEARCH RESULT 

Profile of Respondent  

1. Gender 

Figure 2. Histogram Profile of Respondents by gender 
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Based on the results of questionnaires about dender, it can be seen the number of male 
respondents (65%), women (35%), this indicates that more men than women. 
 

2. Type of Work 

Figure 3. Histogram Profile of Respondents by Type of Occupation 
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As many as 35% of respondents are students, 24% as private employees, entrepreneurial as many 
as 20%, 17% work as mother households, and 4% as civil servants. 
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Test Validity and Reliability for the variable product attributes, service quality, purchasing decisions are valid 
and reliable. Normality test of the three variables obtained sig value> 0.05) then the data are normally 
distributed, so it can be done  the data analysis with path analysis tool.  
Empirical framework of a causal relationship between product attributes (X1) and  Service Quality (X2) of the 
Consumer Buying Decision (Y) can be made through  equation as follows: 
 
Structure:  Y = ρYX1X1    + ρYX2X2  + ρYἐ1 
      

   =  0.464X1 + 0.538X2 + 0.563 
 

Figure 4. Diagram of a Causal Relationship Pathway Empirical Product Attributes (X1) and Service 

Quality (X2) of the Consumer Purchasing Decision (Y). service (X2) of the Consumer Buying 
Decision (Y) 

 
   

   

 

                              R12 = 0.357 

 

        

 

 

 

 

 

         

Influence between the variables indicates the extent of path coefficients for other variables that affect the 

value of research beyond the variables: Y (ρY) = √1-R
2
 =√ 1-0.683 = 0.563 

 

Table 2. Path coefficients, Direct Effect, and Total Effect of Joint Product Attributes (X1) and 

Service Quality (X2) influence consumer purchase decisions (Y) 

Source: Results of Data Processing 

Based on Table 2 it can be concluded so as to provide objective information as follows: 
1. The amount of product attributes (X1) affect the Consumer Purchasing Decision (Y) is 0.4642 x 

100% = 21:53% 
2. The amount of the Service Quality (X2) affect the Purchasing Decision (Y) is 0.5382x 100% = 

28.94% 

Effect of Variables  Causal Effect Joint Effect 

Direct Total 

X1 to Y 0.464 0.464  

X2 to Y 0.538 0.538  

ἐ1 0.563   

X1 and X2   0.357 

X1 

ἐ1 = 0.563 

X2 

Y ρYX1 = 0. 

 

464 

ρYX2 = 0.538 

ρYX1 = 0.464 
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3. The contribution amount of Product Attributes (X1) and Service Quality (X2) influence the overall 
affect of Consumer Purchasing Decision (Y) is equal to 68.3% and the balance of 31.7% influenced 
by other variables beyond this study. 

 
CONCLUSION AND RECOMMENDATION 
 
Conclusion 

1. Product Attributes provide a powerful positive impact and significant effect on the Purchasing 
Decision. 

2. Service Quality provides a strong positive impact and significant impact on Purchasing Decisions 
3. Product Attributes and Service Quality jointly affect and contribute to the Purchasing  Decision 

 
Recommendations 
Recommendations for the company (PT Honda Prospect Motor) for continuing information about the product 
attributes to the factory is to make changes to products favored by consumers, namely in terms of features 
such as LCD display and speedometer and should continue to improve the service quality that has given the 
company and the dealer in sales to consumers. Companies must continue to improve service quality such 
as providing training to employees to be more responsive in serving consumers and faster in the provision of 
spare parts needed by consumers. 
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ABSTRACT 
 
This study is focused on the role of netizen in digital marketing activities to attempt the development of 
strategic brand of “XYZ”. The purpose of this study to identify whether netizen as users have recognize the 
“XYZ” brand as product of internet mobile, through four variables of brand performances ; delivery message, 
creative advertisement, understanding the product, brand association. It is also to measure level of 
awareness of the users to the website of “murah itu “XYZ””. The research methodology applied in this study 
is descriptive quantitative study  using Likert scale. The result shows that highest level of brand performance 
is not only from delivery message, but indicating that netizen have recognized the “XYZ” as internet mobile 
under the activity of digital marketing. And users are not aware yet to website of “murah itu “XYZ”. The 
content of the mobile advertising should be increased in the near future. 
 
Keywords: Netizen, Digital Marketing, Strategic Branding 
 
INTRODUCTION 
 
The prospect of Indonesian telecommunications sector in 2012 is predicted to be stable. In fact, intense 
competition in the business will erode corporate profit margins. Five of the largest telecommunication 
companies in Indonesia will still control 90 percent of the market, namely PT Telekomunikasi Indonesia Tbk 
(TLKM), PT Telkomsel Mobile, PT Indosat Tbk (ISAT), PT XL Axiata Tbk (EXCL) and PT Bakrie Telecom 
Tbk (BTEL).  
 

Table 1. The Growth of GDP By Industry (%) 

 2008 2009 2010 
Agriculture 4.8 3.9 3.4 - 3.6 

Mining 0.5 1.5 0.4 - 1.6 

Manufacturing 3.7 2.5 3.1 - 3.9 

Utilities 10.9 11.1 10.7 - 11.2 

Construction 7.3 6.4 6.9 - 7.2 

Trades and Hospitality 7.2 2.3 4.6 - 5.7 

Transport and 
Communication 

16.7 15.5 15.2 - 16.6 

Finance 8.2 6.2 6.5 – 6.9 

Service 6.4 6.5 6.5 

 Source : Faisal Basri, Economic Outlook 2010 
 

From the table 1.1, in 2010 transportation and communication sector contributes very significant to the 
growth of Indonesian GDP. These sectors are rapidly growing near to 80% from the total numbers of 
Indonesian citizen which is 240 million people. Potential unfair business competition may be happened 
among telecommunications operators in Indonesia because competition among  the 11 operators. However, 
the Indonesian Telecommunications Regulatory Body (BRTI) have do a close monitoring to avoid monopoly 
or cartel tariff practices, for example, operators lowered the tariff is too low to attract new customers. 
Align with decreasing number of  telephone and SMS use, operators began pinned their hope on the Internet 
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data packets. While these data packets Internet is a source of new revenue the most profitable, having 
succeeded in the market-bypass applications by Apple and Google as the owner of the largest smart phone 
platform. 
 
The biggest income contribution is estimated derived from conversations (voice calls), which up to now still 
dominate consumption in Indonesia despite the introduction of mobile data such as SMS and GPRS for 
about 25-30 percent of its users, as well as various value added services such as content downloads and 
ring back tone. GPRS is General Packet Radio Services which is  one of packet oriented mobile data service 
available to users of the 2G cellular communication systems global system for mobile communications 
(GSM), as well as in the 3G systems. A GPRS connection is established by reference to its access point 
name (APN). The APN defines the services such as wireless application protocol (WAP) access, short 
message service (SMS), multimedia messaging service (MMS), and for Internet communication services 
such as email and World Wide Web access. This data will conclude if the use of GRPS will be categorized 
as the use of internet access and the growth of people who use GPRS categorized the growth of Netizen. 
 
The number of netizens are for extending social groups, such as giving and receiving viewpoints, furnishing 
information, fostering the Internet as an intellectual and a social resource, and making choices for the self-
assembled communities. The use of netizen as intellectual resource can be translated as an activity in 
formal ways regarding to the product such as sales and marketing process, which is called as digital 
marketing.Netizen derived from the term citizen, referring to a citizen of the Internet, or someone who uses 
networked resources. In an Internet-dominated world, information that can be accessed freely and is flowing 
through a multi-directional network can initiate issues. Considering that the Internet is used by a variety of 
people, it should not be surprising that the spread of information in the Internet are often the cause of panic 
attacks.   

 
 Table 1. Visitor Arrivals to Indonesia 2001-2009 

YEAR VISITOR ARRIVAL 

AVERAGE EXPENDITURE  
PER PERSON (US$) AVERAGE LENGTH 

OF STAY 

TOURISM  
(Million US$) PER VISIT PER DAYS 

2001 5.153.620 1.053,36 100,42 10,49 5.396,26 

2002 5.033.400 893,26 91,29 9,79 4.305,56 

2003 4.467.021 903,74 93,27 9,69 4.037,02 

2004 5.321.165 901,66 95,17 9,47 4.797,88 

2005 5.002.101 904,00 99,86 9,05 4.521,89 

2006 4.871.351 913,09 100,48 9,09 4.447,98 

2007 5.505.759 970,98 107,70 9,02 5.345,98 

2008 6.429.027 1178,54 137,38 8,58 7.377,39 

2009 6.452.259 995,93 129,57 7,69 6.302,50 

Source: Statistical Report on Visitor Arrivals to Indonesia 
  
 
LITERATURE REVIEW 
 
The Concept of Brand 
 
The definition of “Brand” based on Alexander Chernev (2007; 77) is the marketing tool created with purpose 
of differentiating a company’s offering from the competition and creating value for customer, the company, 
and its collaborators.  
 

Figure 1. Brand Interaction Model 
 
 
 
 
 
 
 
 

BRAND Market Environment  

Customer’s World 

Brand 
Communication 
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 Source: Brand Interaction Model, Chandler and Owen (2002; 50) 
 

In Figure1, Brand Interaction Model is branding activities primarily have an interest in brand strategy 
planning in the future is a brand of modeling. Brand model is used as a guide in designing, implementing, 
and evaluating the branding activities, including marketing communications. Research about the brand 
needs to begin with modeling of the elements of brand equity will be measured. Ike Janita Dewi Ph.D (2009; 
50) 
 
The structures to design the Brand Strategy by Kevin Lane Keller (2003; 560) are: 

1. Identify the level of brand hierarchy 
2. Desire awareness and image at each hierarchy 
3. Combining Brand Element 
4. Link it with multiple product 
5. Adjustment to marketing program and campaign (Corporate Image Campaign and Brand Line 

Campaign) 
 
There are several elements in brand such as brand names, URLs, Logos, Charachter, Slogan, Jingles, 
Packaging. URLs is a uniform resouces locator which has a specify location of page on web and also 
commonly reffered to has domain names. In recent years, as companies clamored for space on Web, the 
number of registered URLs increase dramatically. Kevin Lane Keller (2008; 155) 
 
Brand Environment and Communication 
 A brand operates in an environment consisting of on the one hand, the elements of strategic planning cycle, 
market structure, cultural factor, customer motivation, and media attention. 
 

Figure 2. Brand Environment 

 

 

 

 

 

 

 

 

 

 
 Source: Brand Environment, Kogan (2007; 4) 
 
In Figure 2, Brand Environment is the internal analysis is essential for gaining an understanding of how 
brand’s global and local can shape the brand expression. The issue will be business strategy, corporate 
culture, organizational structure, the brand’s significance to the organization nad relationship between global 
and local brand management teams all play a role in shaping the brand expression. The external analysis 
findings provide new input for the internal analysis. The analysis of the brand perception, in particular 
provides starting point for further strategic planning. Kogan (2007; 4) 
 

Figure 3. Brand Equity 
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Source: Brand Equity, David A. Aaker, Strategy Market Management (2001; 166) 
 

In Figure 3, David A. Aaker, Strategy Market Management (2001; 166) explained if there are 4 factors 
influencing the brand equity such as brand awareness, brand association, brand loyalty, and precieved 
quality. Brand Equity is a set of assets and liabilities linked to a brand’s name and symbol that add to or 
subtract from the value provided by product or service to a firm and/or that firm’s customers. One, precieved 
quality, the remaining three are brand awareness, brand asocciation, and brand loyalty. This elements 
should be actively managed. It should be recognized that their creation or maintenance can require 
investment. People and System need to be in place so that programs that will damage them can be 
identified and resisted. 
 
Brand Awareness can be a key strategic asset and provides a sustainable competitive difference. It provides 
the brand with sense of familiarity and people like familiar. Brand awareness also can be a signal of 
presence, commitment, and subtance. Brand Association is anything that is directly or indirectly linked in the 
customer memory to a brand. The product attributes and customer benefits are the association that have 
obvious relevance because they provide reason to buy and thus a basis for brand loyalty.   
 
Brand Loyalty is a prime enduring assets to be installed to the customer by having the programs to generate 
brand loyalty itself. The competitors may duplicate a product or service, but they still face the task of making 
customer switch the brand. Brand loyalty can be based on simple habit, preference, or switching cost.  
The way to build a brand is happening by disseminate better, more insigthful knowledge, delivery better, 
bigger and more sophisticated idea in business. John Willey and Sons (2003; 15) 
 
Criterias success of brand are: The brand is an “international” in scope and feel (not merely national or 
regional), can add more value to the experience, based on a strong product foundation,build from an 
important universal human truth which becomes a binding agent for shared understanding of the brand, 
achieve multiple connection at various points of contact, manage a consistent style,demostrate a coherence 
in its marketing mix,have a postive and optimistic tone, raising the spirits of its customer,consistent across 
borders in the way it delivers the brand experience, takes a leadership position through its action in the 
marketplace and community, allows people to project something of themselves onto the brand. 
  
Social Network Communites 
The social network service, broadly conceptualized, refer to the ways in which information and 
communication technologies are use to leverage, articulate, and extend social networks. The growth of 
Social Networ Service has garnered much attention from media and from researchers. Currently, the most 
popular types of social network service are web-based and focus primarily on socializing activities. 
According to the reports by the Pew Internet & Life project, 93% of teens use the internet and more that half 
(55%) of all youth use online social networking sites. Blogs, which may be compared to online diaries, allow 
teens to express themselves in an environment free from parents, to explore their own identities, to form 
virtual relationship.  
 

Table 2. Netizen Population Trend 

Year Users Population % Growth GDP 
2006 2,000,000 205,264,595 1.0% USD 570 

2007 20,000,000 224,481,729 8.3% USD 1,230 

2008 25,000,000 232,512,655 10.5% USD 1,925 

Source: Marketing in Indonesia 2010; 9 
 
Considering the mobile phone as such a technology is relevant since its basic fuctionality as a device is one 
that emphasizes social connection. Mobile devces are social devices are mediate social relationship, social 
networks and manage the circulation of culture that sustains such network. The Social Network Service for 
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Mobile, is an application that allow users to share their location and find other in their immidiate or extended 
social network and broadcast messages.  

  
RESEARCH METHODOLOGY 
 
The purpose of this research is to find out whether  is the strong relationship between the emergence of 
Netizen and strategic branding development therefore, the enhancement of Netizen can be benchmark for 
them to create marketing activities in an attempt to develop XYZ’s brand. The other reason is to identify the 
familiarity of blog “Murah itu XYZ” as a media communication within the users and company. The research 
approach applied in this thesis is a qualitative and inductive descriptive, and it done through gathering data 
from virtual questionaire as well as interviews The population used for this research are the user of “XYZ” 
brand in Indonesia. The number of population is 26 million people and the sample will taken are 200 
respondence.    
 
 
DISCUSSION 
 
The Growth of Netizen as a part of Digital Marketing Activities 
The netizen spent a large amount of their time online, utilizing the internet to engage various activities and 
views the internet as a source of information and for social entertainment purposes.  
 

Tabel 3. Netizen Population Trend 
 

Year Users Population % Growth GDP 
2006 2.000.000 205.264.595 1.0% USD   570 

2007 20.000.000 224.481.729 8.3% USD 1.230 

2008 25.000.000 232.512.655 10.5% USD 1.925 

Source : Marketing in Indonesia, 2010 
 
From the above table we could conclude since 2006, Netizen population in Indonesia have increased tenfold 
from 1.0% to 10.5% in 2008. Most of netizens are early adopters of technology, urban citizen and people 
who are 45 years old or younger. This trend is used by marketer s as an effective strategy to approach the 
youth subculture including media excitement, affinity engagement and role play empowerment. Starting from 
2007, “XYZ” brand is focused more on internet services for its users. It indicates that “XYZ” users are the 
netizens. The growth of netizens are very important for “XYZ” since the target markets are youth who are 
often communicate virtually.  
 
The profile of netizens which become the sample of our respondents (200 people) are consist of 72,36% is 
female and 27,64% is male. The range of ages are ; 19-23years old (41%), 24-35 years old (38%), >35 
years old (21%). From occupation level ; University students (14%), Employee public sectors (6%), 
Secondary School (16%), High school (37%), University Graduate. And based on income per month, 17% 
have less than Rp.1 million income,  38% have Rp.1-3 million, and 45% have income more than Rp 3 
million.  
 
Strategic Branding Analysis of “XYZ” through Internet Media 
“XYZ” is one of telephone provider from Indosat which is built since 10 years ago, around 2001 as a 
trendsetter of multimedia mobile in Indonesia. “XYZ” is one of the products from indosat with the domain 
section of  communication products such as data and voice products. The Company operated 16,353 BTSs 
as at 31 December 2009, including 2G and 3G BTSs or added 2,691 BTSs compared to the same period of 
last year 

Table 4. BTS of Indosat Company 

As at December 31 2008 2009 Additional 
Base Tranceiver Stations (BTS) 13,662 16,353 2,691 

Base Controllers (BSC) 265 315 50 

Mobile Switching center (MSC) 73 95 22 

Source: www.Indosat.com 
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The demographic segment of “XYZ” is around 14 until 34 years old of customers, with social economic 
condition B-D, and other criteria such as, students, youngm house duites, and blue collar workers which 
categorized as youth. The brand identit of XYZ or the core demograpy is around 18-22 years old people, 
with social economic C-D.  
 
“XYZ” put their brand to the position statement of cheap, fun, and excitement. The tactical statement of 
“XYZ” are talk long, no interuption, cheap, SMS, data innovative, and benefit with community. At the end, 
“XYZ” claim their personality as Young, fun, and innovative. 
 

Figure 4. Leaders in Mobile Internet 
 

CONCLUSSION 
 

RECOOMENDATION 
 

LITERATURE RIVIEW 
 

 
 
 
 
  
 
 Source: Leaders in Mobile Internet, Mac Jadalhack (Pocketberry.com, 30 September 2009)  

 
In Figure 4, Leaders in mobile internet by Mac Jadalhack, shows around year 2008, “XYZ” look into the 
market of internet or Netizen who most of them are youth and up to date with technology development. On 
2009, “XYZ” started to do an online campaign by introducing several packages of internet mobile and 
telephone service. The packages are : Campaign online culture, Introducing internet voucher, Blackberry 
prepaid voucher, Partnership with online community mig33, facebook, and opera, Bundling with handset 
called “Hape On Line and Hape Groovy”.   

 
Table 5. Internet is KEY Driver of Growth 

Result Growth 

Revenue Total 7% 

Revenue SMS 6% 

Revenue Data 46% 

Hit SMS 11% 

Traffic GPRS (data) 37% 

Users GPRS 19 % 

% GPRS users from 22% to be 37% 

Blackberry on Demand 49% 

Sales of HaPe Online & Groovy 300.000 units 

Source: Interview with “XYZ” Brand Manager 
 

The information shows if the data’s revenue plays an important role on the increasing of XYZ’s revenue. 
Data’s revenue is generated from SMS and GRPS data. We can conclude if the GPRS data derives the 
biggest part on data revenue equal to 37%.  Form that conclusion, writer can summarize if XYZ use the 
development of internet as a media to buzz their revenue.  
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XYZ shows its development through many achievements that they got from the market. Many of its awards 
won by Indosat are around the area of the internet products and service that they provided, mostly after 
Indosat lead not only the voice products but also data products. The award are; The Most Potential Brand by 
Swa Magazine & MARS(Juli ’02), Brand with Fantastic Performance byTabloid Marketing (Agust ’02),  The 
Best Data Services 2009, and other else.  Thus, the increasing of “XYZ”’s revenue and awards received in 
2009 are positive outcome of the branding strategy “XYZ” made through various internet data received by 
the program in Indonesian society.   
 
Analysis to “XYZ” Brand Performance  
 
The result shows that the most important factor for respondents in communicating the mobile internet 
products and services are from the message that they got from the Delivery Message (3.19 ≤ µ ≤ 3.54). 
According to the data gathered, “XYZ”company use “endorser” to deliver the message of efficiency in using 
internet access by “XYZ”. They do so because the message is very important to convey to users so they 
understand the “XYZ” products and internet services provided clearly. It can help company build their brands 
better known in the community. Considering the target market is youth, “XYZ” convey the message through 
the advertisement which more effective with motto and song to be submitted.  
 
It means when respondents think about the good communication of “XYZ” product, they will see the 
message delivery by andvertisment at the first. The next important factor according to the respondents is 
creative advertisement (3.26 ≤ µ ≤ 3.54). The way to presence the advertisement is a second important for 
the respondents in communicating the product and services of internet mobile. A creative advertisement is 
an advertisement that can be shown through songs,logo,unique mottos, dan campaign through social 
websites. Through the quistionaires, respondents agree if “XYZ” has delivered creative advertisements 
through social website and unique motto.  
 
Furthermore, the respondents agree if the message from the advertisement can to be understand by the 
receivers and it plays on the third position 3.28 ≤ µ ≤3.52. The receivers agree if “XYZ”’s product has been 
delivered a message that can be understand in public. The interval for brand association is 3.34 ≤ µ ≤ 3.37. 
The brand association can be determine from how famous “XYZ” brand in providing good quality of products 
and services, agree if XYZ known as an internet provider with many attractive feature and high speed 
service, and agree if XYZ has discover many more about consumer behavior through several programs. 
 
To determine whether people recognise the internet mobile products from “XYZ” is being well distributed by 
good communication, T-test statistic is used. It is used for the reason that the emergence of Netizen is used 
by “XYZ” as a media to create brand startegy so that the internet mobile products become a benchmark of 
brand “XYZ”. The number of samples qualified to form t-test statistic. The result represents the opinion of 
200 respondents. It is necessary to take T-test statistic to conform that the result of the respondents are 
qualified. 
 
Hypothesis test: 
H0 = Netizen haven’t recognised “XYZ” as products of internet mobile. (µ ≤ 3) 
H1 = Netizen have recognised “XYZ” as products of internet mobile. ( µ > 3) 
 
Based on the null hypothesis, this research is one-tail test. It is used since the population standard deviation 
is unknown and assuming the population is normally distributed and the number of samples qualified to form 
t-test. 
 
In conclusion, Netizen in Jakarta agree if Netizen have recognised “XYZ” as products of internet mobile. 
That result showed, by recognising the “XYZ” as a internet mobile provider means “XYZ” use the emergence 
of Netizen and internet product as their strategy to build their brand.   
 
The Analysis of awareness “XYZ” users to the blog of “Murah Itu “XYZ”” 
From 2007 until now, “XYZ” more focus on online culture program through digital socialization such as, 
facebook, twitter, and website “Murah itu “XYZ””(the interview with “XYZ”’s brand manager). The “XYZ” 
users are facilitated with the blog which are made by the company for its users to communicate each other. 
The blog is called “Murah itu “XYZ””. There are many activities can be done through this blog such as, game, 
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information sharing about celebrity, “XYZ” promotion program, uploading the photo, and other IM activities to 
many school. Since this blog can only be used by “XYZ” users, this research would like to analyze the 
awareness of “XYZ” users in Jakarta to this facility which is provided by “XYZ”. There are 4 factors of 
awareness, such as familiarity of the product, presence of teh product, commitment to the product, and 
substance of the product. Through the analysis from the quistionaire with 6 questions about awareness of 
“XYZ” users to the blog “Murah itu “XYZ””.  
 
From 200 quistionnaires that have been distributed, around 72 people use “XYZ” as their handphone 
provider. It is around 36% of population are using “XYZ”. The factors about awareness are assessed with 
confidence interval of “XYZ” users to the website “Murah itu “XYZ””. Poin 1 means strongly not agree and 
point 5 means strongly agree 
From the source taken, some users are categorized not so familiar with the blog "Murah itu “XYZ”" however, 
the other part of users are familiar with the existence “XYZ” blog "Murah itu “XYZ”” Feelings toward less 
familiar with the blog's Cheap “XYZ” more leads to a neutral response (2.72 ≤ µ ≤ 3.34).  The blog “Murah itu 
“XYZ”” also has not being well presence since the result gathered is (2.19 ≤ µ ≤ 2.77). Many users of “XYZ” 
did not know if there is a blog facilitated for “XYZ” users called blog “Murah itu “XYZ”” that can be a benefit 
for them to communicate each other.  If the “XYZ” users know there is a blog called “Murah itu “XYZ”” to 
communicate each other, they will interested in being a member of that blog. That is why the result of 
commitment to blog “Murah itu “XYZ”” categorized as high (3.26 ≤ µ ≤ 3.87). Because many users did not 
know the presence of blog “Murah itu “XYZ””, they did not know how to operate the blog “Murah itu “XYZ”” 
and did not know what features inside. The substance of blog “Murah itu “XYZ”” is from 2.50 ≤ µ ≤ 2.99. This 
point is the low points that shows us if the users of “XYZ” did not agree of the substance of blog “Murah itu 
“XYZ””. The respondent from “XYZ” users agree if they ever heard abouth the blog “Murah itu “XYZ””, but 
they did not know if that is one of a facility provided by “XYZ” to its users. That is why they do not know the 
substance of blog “Murah itu “XYZ””; such as the features, the way to use that blog, and so on.  
 
Hypothesis test: 
H0 = IM3 users are not aware to the blog “Murah itu IM3”. (µ ≤ 3) 
H1 = IM3 users are aware to the blog “Murah itu IM3”( µ > 3) 
 
Based on the null hypothesis, this research is one-tail test. It is used since the population standard deviation 
is unknown and assuming the population is normally distributed and the number of samples qualified to form 
t-test. 

 
CONCLUSION AND RECOMMENDATION 
 
In conclusion, many users of IM3 are not aware to the blog “Murah itu IM3” as their facility to communicate 
each other virtually. Some of the users of IM3 ever heard about blog “Murah itu IM3” but they did not know in 
detail the features and services given. In addition, facing toughest competition than it is a must for “XYZ” to 
always keep up with new stategy and innovation product and services 
 
The recommendation, Therefore, any active effort to connect and communicate to netizen will be necessary 
through medium that they are common to interact. 
 
 

 
 
 



 

International Conference BINUS | IMHA - 2012 9 

 

REFERENCES 
 
Aaker, David. A,. 2004, Brand Portfolio Strategy, Simon & Schuster, Inc, USA 
Chernev, Alexander., 2007, Strategic Marketing Analysis, Brightstarmedia, Inc. 
Dewi, Ike Janita., 2009, Creating and Sustaining Brand Equity, Amara Books, Yogjakarta 
Kogan, Konstantin., 2007, Supply Chain Management, Springscience 
Keller, Kevin Lane., 2003, Strategic Brand Management.  
Mac Jadalhack, Leaders in Mobile Internet, http://www.pocketberry.com/2009/09/30/blackberry-beats-the-

iphone-in-indonesia/, 30 September 2009 
Willey, John & Sons., 2003, The 360 Degree Brand in Asia 
Swa Magazine and MARS., 2002, The Most Potential Brand.  
Tabloid Marketing., Agust 2002,  Brand with Fantastic Performance 
 
 

 



 

International Conference BINUS | IMHA - 2012 1 

 

CORPORATE SOCIAL RESPONSIBILITY: A CASE STUDY OF BANYAN TREE RESORT BINTAN 
 

Adeline Agoes 
Bina Nusantara University, Jakarta - Indonesia  

Faculty of Economic and Communication 
Hotel Management Department 

adeline.agoes@binus.edu 
 

Agung Gita Subakti 
Bina Nusantara University, Jakarta - Indonesia  

Faculty of Economic and Communication 
Hotel Management Department 

agsubakti@binus.edu 
 
 

ABSTRACT 
 
Corporate Social Responsibility or CSR has been one of the major issues in global enterprise as many 
hotels and resorts have taken a lot of benefits from globalization and gain over much of the worlds 
resources. They are expected to serve the surrounding society from which they make the profit and to play a 
greater role in the overall welfare of society. This expectation has driven many hotels to subscribe to codes 
of ethics and engage in social issues that benefit various groups in society in order to balance between 
responsibilities to the environment, society and the economy. In this research, the authors are using a 
descriptive research to take a closer look at Banyan Tree Resort Bintan as one of the companies that 
implement the CSR programs and how they succeed in creating the green and healthy environment 
internally and within society. 
 
Keywords: CSR, Corporate Social Responsibility, Hotel, Banyan Tree 

 
INTRODUCTION  
 
Corporate Social Responsibility or known with its abbreviation, CSR, describes a company’s obligation to 
manage its activities in order to protect the interest of its stakeholders. Nowadays, however, through CSR – 
a lot of companies have voluntarily decided to respect and to protect the interest of the broad range of 
stakeholders while contributing to a cleaner environment and a better society through an active interaction 
with all (Mullerat, 2010). CSR oriented firms are supposed to embrace corporate citizenship and adopt as 
their goal ‘Sustainable Development’ (Hopkins, 2007) and CSR is essentially a concept that embodies the 
impact a company has on the society in which it operates and its interactions with different interests groups 
in that society. The concept involves issues that affect all business sectors - such as emissions, employment 
standards and equal employment opportunity – as well as industry-specific issues (Nord, 2006). From this 
point of view, a descriptive research was done for a better understanding through explaining and 
documenting the problems on which we conduct the research (Ethridge, 2004). 
 
Banyan Tree Resort Bintan is one of the companies that have been implementing the concept of Corporate 
Social Responsibility or CSR since the beginning of its construction in 1995. The implementation of CSR 
concept was pioneered by Banyan Tree Resort Phuket which was the first Banyan Tree, built in 1994. They 
initiate a form of conservation by turning an abandoned tin mines into a very beautiful resort. Moreover, the 
land was once declared toxic and was not suitable to be used for anything by the UNDP. 
 
Globally, Banyan Tree has one specific unit managing Corporate Social Responsibility called Banyan Tree 
Global Foundation (BTGF). BTGF has several programs in terms of CSR which are Greening Communities, 
Seedlings, Resource Conservation, Felly the Turtles, Building Labs, and participating in Earth Days. To fund 
these programs, Banyan Tree Global has a mechanism called GIF or Green Imperative Fund which is 
collected by one to one ratio of funds gained from the guests compared to the same amount given by 
Banyan Tree in the particular location where the guests stayed in.  As mentioned, Banyan Tree Resort 
Bintan has implemented the programs initiated by BTGF in many varied forms of activity. Two of the main 
goals of Banyan Tree Bintan as a resort which implement the concept of Corporate Social Responsibility is 
to build a better society and to achieve sustainability. 

mailto:adeline.agoes@binus.edu
mailto:agsubakti@binus.edu
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RESEARCH AIM AND OBJECTIVES 
 
The aim of this research was to determine what a company, in this matter Banyan Tree Bintan, and its 
stakeholders have learnt from the practice of CSR concept and what they have done as a contribution in 
best practice for the implementation of Corporate Social Responsibility in a resort business as a part of the 
hospitality industry. For this aim, the research was guided by several objectives as follow: 

1. To identify the principles of best practice from the representatives of stakeholders in Banyan Tree 
Bintan who were involved in the planning and implementation of Corporate Social Responsibility. 

2. To examine Banyan Tree Bintan as a case study of practice in Corporate Social Responsibility.   
 
DISCUSSION 
 
According to “Sustainable Regional Tourism Destination” journal by Cooperative Research Centre in 
Australia (2010), one of the best practices in regional tourism destination plan and development related to 
appropriate visitors’ products and experiences is to support and encourage entrepreneurs to establish 
innovative visitors experiences that complement community and environmental values. That, we believe is 
also relevant to what Banyan Tree Bintan is doing as one of the tourism destinations located in the region of 
Bintan. 
 
Other than that, the research centre also issued several more recommended plans that were considered as 
best practices for regional tourism destination in relation to the preservation of natural, built, socio-cultural 
environments: 

 Require effective environmental management practices for tourism developments; 

 Work with natural resource management and environmental agencies to assess and plan for visitor 
impacts; 

 Work with local environmental groups to investigate accreditation models that encourage and 
improve environmental performance and efficiency of tourism business; 

 Establish an environmental management framework that defines sustainability indicators to monitor 
environmental impacts (natural, social, and economic); 

 Plan for the sustainable management systems of natural resources (e.g. sewage and water 
management); (CRC, 2010) 

 
Banyan Tree Global has a strong believe that the company’s actions and inactions today will significantly 
impact the future. The company claims that as a global hospitality group, Banyan Tree’s concept of 
sustainability seeks to create long-term value for multiple stakeholders and destinations. Banyan Tree 
defines success not just financially, but also socially and environmentally. Sustainable development as a 
socially responsible business is a core value of Banyan Tree Group. It has managed to contribute so many 
activities within the surroundings of where it establishes the business with two major points of best practices: 
Embracing the Environment and Empowering People.  
Technically, the activities done as a form of these practices, specifically those adopted in Banyan Tree 
Bintan, are as follow:  
       
1. Embrace the Environment 

 
1)  Resource Conservation 

Banyan Tree Resort Bintan has targeted to reduce electric consumption, water consumption, and 
waste sent to landfill into minimum 5% lower compared to each of the previous year. So far, what 
have been done regarding these matters are listed as below: 
a. As Jacuzzi is one of the facilities in Banyan Tree Resort’s villas in Bintan, the company has 

implemented a policy which Jacuzzi is filled with potable water upon guest’s request. The 
conservation lab reported that this effort has significantly reduced potable water consumption 
until 12.5 %. 

b. Another facility used to ease the operational flow and guests’ access is buggies. A trial of 
installing solar panel on a buggy has also been done in BTIDBN from July – September 2011. 
According to a report from the Engineering Department, this project has saved electric 
consumption until 35.6 %, or 64.58 KwH per month per buggy. However, since the return on 
investment of this device is relatively long (about 7 years), therefore BTIDBN did not continue 
this project. 
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c. BTIDBN also ran the program of minimizing waste sent to landfill by working with a new local 
group duck breeder to improve and more consistently reuse Banyan Tree Resort Bintan’s food 
waste. This project has reduced waste sent to landfill until 19.76% by saving cost of garbage 
collection up to USD 296 per month. 

 
2) Greening Communities 

BTIDBN has successfully planted a total of 16,332 tress from 2007 – 2010. Additional 6020 trees 
has been planted in 2011. Thus, total trees that the company has planted since 2007 are 22,332 
trees. In 2011, around 200 people of local community, 100 school students, 14 seedling students, 
and 40 associates were involved in the tree planting activity. 6020 trees that has been planted in 
2011, consisted of 1000 mangroves (Rhizopora sp.), 1500 ornamental trees (sapu-sapu), 2000 
hard wood trees (angsana, sea almond, mahagoni), and 1520 fruit trees (mango, durian, 
rambutan). BTIDBN received 2000 saplings of hard wood tress for free from the Forestry Agency of 
Bintan. Mangrove trees were purchased from local NGO, YETHAS and the other trees were 
purchased from local suppliers.   
  

3) Conservation Biodiversity Research 
Conservation Biodiversity Research is still continually done by the Conservation Lab of BTIDBN in 
the terrestrial and marine area.  
b. Bird and snake monitoring 
c. Coral ecosystem monitoring  
d. Sea Turtle Conservation 
e. Advocacy of Tar Pollution to the Government  

 
4) Environmental Campaign Events 

a. Earth Hour Event  
BTIDBN participated in the Earth Hour event on 26 March 2011, from 8.30 – 9.30 pm.  This 
event was initiated by international organization, WWF. The company really switched off the 
electricity in some areas including staff housing, main road, golf court, all outlets, gardens, 
swimming pools, recreation rooms, and back offices. It was estimated that during this event, at 
least 300 associates and 300 guests participated. To make it different, Banyan Tree Resort 
Bintan’s front liners wear Earth Hour pin and those who were at home, were also encouraged 
to participate in this event together with their friends and families. According to BTIDBN 
Engineering Department, it is estimated at least 20,000 watt of electricity has been saved 
during the event. 

b. Earth Day 
Earth Day falls on 22 April every year. However, BTIDBN has conducted successfully, a 5-day 
green activity series with about 500 people consist of guests, associates, and local community 
in April 2011. 
 
Activities conducted during those five days were as follows: 
- Planting and handing over 3000 trees to local government & community. 
- Cleaning up Ranger Trail (one of the leisure packages) which involved about 40 

associates. 
- Planting 1000 mangroves at one of the small towns near the resort with 100 local students 

& local community. 
- Releasing 20 hatchlings, hawksbill sea turtle (Eretmochelys imbricata), which were 

endangered species, involving around 150 guests, 50 associates, and 50 local community. 
- Coral planting, involving 4 BTIDBN guests and 6 associates. 
- Mangrove presentation by Dr. Jeehan Zaafar, from National University of Singapore, 

attended by 20 guests & associates. 
- Collaboration of Marine Research with NUS. 

 
c. Green Hotel Recognition Award 

The Ministry of Tourism and Creative Economy of Indonesia has awarded Banyan Tree Resort 
Bintan with the National Green Hotel Award 2011-2013. Out of 24 hotels in Indonesia that 
received the award, Banyan Tree Bintan was in the 12

th
 rank.  
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This was a part of a campaign held by the Indonesian government to encourage luxury hotels 
to adopt environmentally friendly practices. To get the award, Banyan Tree Resort Bintan 
underwent a stringent selection process by an independent committee of six members 
represented by the Ministry of Tourism and Creative Economy of Indonesia, the Green Building 
Council of Indonesia, the Association of Engineering of Indonesia (ASATHI), the Hotels and 
Restaurants Association of Indonesia (PHRI) and various media specializing in green issues. 
BTIDBN was inspected on the key performance areas including land use, electric and water 
utilities, hotel material usage, environment management, and Corporate Social Responsibility 
(CSR) practices.  

5) CSR Awareness Training 
CSR training, conservation and global warming issue has been continually done by Conservation 
Lab team who were responsible for CSR implementation, for associates of BTIDBN. For example, 
the company had a visit from two CSR trainers of SIOUX, an Indonesian NGO based in Jakarta 
that has the experience in conducting research and training on snakes.  

 
6) Coral Reef Conservation 

Joachim Nababan, the Marine Conservation Officer of BTIDBN, joined a workshop about coral 
bleaching resilient management by Reef Check which was followed by 25 coral conservation 
enthusiasts/ stake holders (colleges, NGOs, private sector, etc) from all over Indonesia. Banyan 
Tree Bintan became the only resort who took part in the event. The participants learned about 
method of coral bleaching mitigation. Participants learn to recognize and asses the resiliency of 
coral reef for mass bleaching caused by the rise of sea temperature, using simple method in order 
for anyone to be able to do it. As a result, Banyan Tree Bintan actively takes part in coral reef 
conservation initiative for both national and international. The method learned from the workshop is 
also implemented in a form of snorkeling safari with guests. 
 

7) Conservation activities involving Banyan Tree Resort Bintan’s guests 
Regular complementary activities have been continually conducted by BTIDBN in 2011, managed 
by the Conservation Lab. Below are the activities: 
a. Nature Walk 
b. Presentation about CSR activities around the resort 
c. Tree trekking 
d. Village tour 
e. Bird watching activity 
f. Ranger Trail 
 

8) Marine Protected Area 
Several meeting with stake holders have been conducted to get support for Marine Protected Area 
Project. It was a meeting with local fishermen, head of Marine and fishery agency of Bintan, and the 
country director of wildlife conservation society Indonesia.  
 
In 2011, the Mayor of Bintan has released a new legal regulation related to Marine Protected Area 
Project. The Mayor’s decree number 27 of 2011, about management and unit implementation of 
marine conservation area was issued. It covers all Sub Districts in Bintan, including marine area in 
the Nothern part of Bintan. More discussions and meetings with the goverment are still needed in 
order to get more detailed information and possible collaboration projects that can be done with 
Bintan government. 
 

2. Empowering People 
 

1) Seedlings 
BTIDBN has already 14 seedling students as of December 2010. 4 new seedling students started 
joining the program in August of 2010.  As of December 2011, the number of seedling students is 
still 14 students with 14 mentors. BTIDBN did not recruit new students in the year of 2011, due to 
the budget limit of having only 12 students. The company plans to recruit 6 new seedling students 
in 2012. The number of hours of interaction between seedling students and mentors are 89.43 
hours in 2010. In 2011, mentors and seedlings interaction increased to 95.6 hours per year.  
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Aside of mentorship program, in 2011 seedlings mentors and mentees have participated in: 
a. Social event: visiting the Water Park, Bintan ceramic factory, and cultural museum in the 

capital of Bintan, Tanjung Pinang. Other than that, they also did the watching of sea turtle 
movie story at the Cinema, visiting recreation center in Batam, breakfasting and festive event 
with orphanage BTIDBN, visiting the mini zoo and having dinner at local restaurants. 

b. Environmental: tree planting, rice planting, Bintan mountain trekking, sea turtle release. 
c. Academic interest: English lesson and computer practice every week. 
d. Health & sport : water sport, bowling game 
 

2) Promoting Local Suppliers  
BTIDBN has a lot of variety in terms of supplies, such as souvenirs, fresh vegetables and guest 
amenities. In order to fulfill these demands, the company uses mostly the local suppliers as their 
main vendors. For the ceramics as one of the examples, BTIDBN gives the uniformed design to the 
local craftsmen and have them make the items.  
Not only that, the local ceramic supplier managed to climb their way up and is used as one of the 
main suppliers on Banyan Tree Maldives. Not only souvenirs, the local craftsmen also create many 
items used as guest amenities in Banyan Tree Resort Bintan villas. 
 

3) Promoting Organic Agriculture 
Organic agriculture is an ecological production management system that promotes and enhances 
biodiversity, biological cycles, and soil biological activity. It is based on minimal use of off-farm 
inputs and on management practices that restore, maintain, or enhance ecological harmony. The 
primary goal of organic agriculture is to optimize the health and productivity of interdependent 
communities of soil life, plants, animals and people. Trainings have been conducted to the local 
farmer group which have initiated and enthusiastically developed organic agriculture before.  
 

4) Local Area Development 
Each month, approximately 60 m3 (40 %) of BTIDBN recyclable waste has been collected by 
hamlets in one of the small towns, Kampung Baru, to be sold and recycled at Tj Uban, another 
town near the resort. This activity has been conducted since 2007. By gathering some of the waste 
from the hotel, some people from Kampung Baru can get more income. Three times a week, 
hamlets of Kampung Baru come to the resort to check the waste in the designated places.  They 
only collect plastic bottles, papers, jerry cans, and tins. All food waste from staff canteen and 
restaurants of hotel is also collected by other local community to be used as livestock feed. Other 
waste that cannot be recycled is transported for later to be sent to the landfill. 
As a gesture of supportive action, the villagers are encouraged to have the commitment in 
maintaining the cleanliness around the resort. They do cleaning activity per group at least once 
every two weeks around guest areas in Kampung Baru. The guests and BTIDBN associates get 
more comfortable passing by Kampung Baru.  
 

5) Internship Program 
Also as a part of the CSR activity, BTIDBN hires students from some of the best universities in 
Indonesia to have an internship program in the resort. To maintain the good relationship and 
support potential students, BTIDBN also has the initiative to recruit local students starting 2011.   
 

6) Supporting the victims of nature catastrophe 
In a collaborative work with Ibu Foundation to support the victims of nature catastrophe, BTIDBN 
did its part in supporting in the event of post Tsunami in Mentawai. This is a part of USD 25,000 
project for victims in Indonesia, affected by nature catastrophe. Other than that, BTIDBN also takes 
part in the event of post Merapi Eruption in Yogyakarta. USD 12,000 had been distributed to 
Mentawai by BTIDBN. In the island, the company also supported water facility, nutritious food, and 
psychosocial program for the victims.  
 

7) Affection Day for Local Student 
Hari Kasih Sayang or Affection Day is an annual collaboration event between Banyan Tree Resort 
Bintan and another company called Bintan Resorts Cakrawala. This program is about bringing the 
students from around Bintan to the resort to have their leisure.  
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The main objective of this program is to give those students the opportunity to get to know the 
hospitality industry as a potential career path for their future. 
 
On 2 March 2011, Annual Affection Day involved 120 local elementary school students and 6 
teachers.  In this event, all students got four different experiences within six hours: 
a. recreation games at Angsana Beach 
b. bird watching at golf course 
c. interactive discussion in Conservation Lab, and  
d. beach cleaning 

 
8) Blood Donation 

This is an annual program. The Indonesian Red Cross (PMI) of Bintan is BTIDBN’s partner that 
collected blood from associates. Before collecting the blood, a one hour seminar about blood 
donation is also conducted to give deeper understanding to the associates. 

9) Free Medication and Health Awareness 
Banyan Tree Resort Bintan conducted annual free medication and health awareness seminar for local   
people in needs. Two general practitioners, one children specialist doctor, one surgeon, and five 
nurses participated in the event in 2011. 161 patients have got medical treatment and consultation by 
the doctors, including 2 children who were circumcised, and one person got a minor operation.  
 

10) Orphanage Visit  
Same with the free medication program, this is also an annual event. In 2011, BTIDBN had break-
fasting event with 150 orphan children, seedlings, and head of local government agencies. The 
company collected a total of USD 2,100 generous fund from associates and then distributed to the 
orphan children. The fun support also comes from Indonesian associates who had worked in 
BTIDBN, who are currently working in other properties overseas, such as Phuket, Laos, and Middle 
East. This tradition has been conducted by BTIDBN since 2000, in every Ramadhan month.  
 

CONCLUSION 
 
As one of the largest groups in hospitality industry, Banyan Tree Resort Bintan has been doing the business 
sustainably by having two major practices which are the keys to its actions and the wheels toward its goals: 
Embracing the Environment and Empowering People. 
Those best practices are broken down to several activities that reflect a real implementation of Corporate 
Social Responsibility, specifically in hospitality industry. 
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ABSTRACT 
 
On May 1

st
 until June 15

th
 2010, based on the census data from BPS (Badan Pusat Statistik), the human 

population in Indonesia reached 237,556,363 people where 119,507,580 of them are males and 
118,048,783 of them are females, and it was stated that Indonesia was placed on the 4

th
 ranked in terms of 

the densest populated country in the world. This fact gives Indonesia’s marketing strategies a lot of 
opportunities to grow.  
 
In this globalization era, television is a powerful tool that can be used to deliver information to the dense 
society. However television is also used to entertain the audience and most of the time information like TV 
commercials can be easily slipped out of the audiences’ minds (McGrath and Mahood, 2004). People’s 
choice in television programs are affected by their behavior, lifestyle, and their cognition which is based on 
differences of age subculture and gender. 
 
A computerized crosstab and correlation method will help to unravel the relationship between age subculture 
and gender to people’s choice in television program and their lifestyle. 
 
The accurate selection of TV program, based on the audiences' lifestyles, age-subculture, and gender, will 
help TV producers to allocate the TV commercials in the right segmented audiences hence the commercials 
will be more effective. 
 
 
Keywords:  Television Program, Lifestyle, Age Subculture, Gender  
 
INTERFACE 
 
Indonesia, as the 4

th
 densest populated country in the world, gives a tremendous impact on marketing 

strategy especially in the market penetrating strategy. One of the marketing strategies that is crucial in how a 
marketers market their products is communication strategy. A lot of factors that will determine the 
consumer’s behavior, like: the process of perception forming, memory capacity, motivation, attitude, lifestyle, 
and in the end the purchase action process.  
 
It is stated that television commercial is a media that is still very powerful to reach Indonesian market. 
Because of that, it is not confusing if Indonesian consumers digest only a small portion of the information in 
making their decision. Sometimes it is hard to market a domestic / national product without using television 
commercial. 
 
The concept of TV commercials has been researched by a number of researchers for years for them to see 
the effect from different program types to the affectivity of TV commercials (McGrath and Mahood, 2004). 
This research admits that consumers don’t see or even pay any attention to TV commercials. 
 
Basically, TV commercials are used to influence the consumer behavior of the TV audience. The choice of 
TV program as an information media, education, and entertainment is affected by the behavior, lifestyle, and 
the way of thinking based on the differences of age subculture and gender. 
 

mailto:retnodewanti@binus.edu
mailto:othniel.giovanni@gmail.com
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In this modern days age subculture can be divided into two categories, the X and the Y generation. The X 
generations are those who were born in between of 1965 up to 1976 while the Y generations are those who 
were born between 1977 up to 1994. Based on the data from BPS in 2010, there are 37,556,789 X 
generations and 67,933,932 Y generations. 
 
 
PROBLEM IDENTIFICATION 
 
The problems that have been identified are:  

1. How is the lifestyle variation based on the age subculture and gender? 

2. How is the variation of choice for TV program based on age subculture and gender? 

3. How is the relationship between lifestyle and the TV program based on age differences and 

generation? 

4. How is the relationship between lifestyle and the choice for TV program?  

 
RESEARCH PURPOSE 
 
The purposes of this research are: 

1. To know the variation of lifestyle based on age subculture and gender 

2. To know the variation of people’s choice for TV program based on age subculture and gender 

3. To know the relationship between lifestyle and TV program based on age differences and 

generation 

4. To know the relationship of lifestyle towards people’s choice for TV program 

 

LITERATURE REVIEW 
 
Age Subculture 
 
Del Hawkins (2007, p172) said that a generation, or what is called as a group of age, is a group of people 
that has experienced / tasted a social life, politic environment, history and economy. 
 
In his journal, Pentercost and Andrews (2010) stated that age subculture or cohort generation is a group of 
people that has experienced the same events of life because of growing up in a certain period of time. In 
Cathy Neal’s opinion (2004, p382) age subculture is a segment of culture that defines the pattern of 
behavior. 
 
Summary, the factor of this generation is differentiated based on age and it can be categorized into two 
categories, X and Y. 
 
Y Generations 
 
Y generations are those who were born between 1977 up to 1994 and by 2010 there are will be in between 
of 16 and 33. Bakewll and Mitchel (2003) said that, ”They have been raised in the era of wealthy economy 
which may give them more significant income and have more opportunities to spend it.” 
 
Y Generation follows the trends in the society and for them brands are important. 
 
X Generations 
 
The X generations are those who were born in between of 1965 up to 1976 and by 2010 their age will be in 
between of 34 and 45. The X generation sees themselves as an independent person politically and often call 
themselves as liberals (Mitchell, 2001, 2003) 
 
The Relationship between Age-Subculture and TV Program 
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Different generations have different lifestyle, different point of view, different attitude, different behavior and 
different lifecycle; all of these things are affecting the consumers’ preferences in choosing TV programs. 
 
Therefore it is important for a TV station to create differentiated programs for each existing generations. By 
doing so, the TV station will be able to gain greater profit and on the other hand they are also enhancing 
their image in the eyes of the society. 
 
Gender 
 
Cathy Neal et al (2006, p394) stated that an ascribed role refers to the individual role where they have less 
or even no control on their lifestyle. A person’s choice for lifestyle is limited and they cannot change their 
own gender role. 
 
Del Hawkins et al (2010, p101), in a sample research, stated that married women’s traditional orientation or 
modern orientation is based on one or two preferences focusing on lifestyle. 
 
Therefore, Gender influences the differences of people’s need, natural urge, and lifestyle. 
 
Lifestyle 
 
Lifestyle refers to a person’s life patterns in the world which are expressed in form of activities, preferences, 
and opinions. Life style pictures a person’s ‘wholeness’ in interacting with his / her environment (Kotler, 
2002, p192). Minor and Mowen (2002, p282) said that lifestyle shows how people live, how they spend their 
money, and how the allocate time. 
 
Setiadi (2003, p148) said that, in the broad picture, lifestyle refers to a person’s way of living which I 
identified on how they spend their time (activity) on something that they think important in his / her 
environment (preferences), and on what they’re thinking about themselves and the world (opinion). 
 
However, people’s lifestyle will change with the time eventually. 
 
 

Table 1.0 Adjusted Lifestyle Inventory 
Source: Nugroho, 2008 

 

Activity Interest Opinion 

Entertainment Family Social Problems 

Community Clothes Product 

Spending Money Media  

 
 
Y Generation and Their Lifestyle 
 
According to Timmermann (2007), they live with an attitude of optimism and fear. They also have a way of 
defining their perspective. They are interconnected through a world of global communication and they like 
the diversity. 
 
Y Generation will continue to differ in terms of attitudes, behaviors and values on shopping than other 
generations because of differences in technology, social culture has changed over the last 10-20 years 
(Bakewell and Mitchell, 2003). 
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One of the unique characteristics of Y Generation is the readiness and exceptional comfort for computer 
technology, digital and internet (Kotler, et al., 2008, p86). Y Generation become the most attractive target for 
marketers. However to achieve this effectively saturated segment, the message to be delivered require a 
creative approach to marketing. 
 
According to Cathy Neal, et al (2006, p393), Y Generation has been active in using technology, aware of 
cultural and ethnic differences. They grew up in the issue of AIDS, drugs, alcohol, violence and economic 
instability. They are independent characters. They are assertive, confident, emotionally, and have an 
intellectual, expressive, innovative and have a sense of curiosity. They liked the ads that are full of humor, 
satire and have a common element of their character. They liked the promotional products that fit their 
unique needs. For them, the brand is very important for a product. 
 
Y Generation is like fashion compared to other generations (Pentecost and Andrews, 2010). But at the core 
of this generation they love shopping and spending money to buy goods in accordance with their wishes in 
person. The more mature, this generation has had careful thought about the product that suits them 
(Hawkins, et al., 2010, p132). 
 
As the conclusion, their lifestyle is influenced by their environment that is based on the media and their life 
cycle that affects their behavior, the use of information media, perspectives, purchasing decisions, and 
others. 
 
X Generation and Their Lifestyle 
 
According to Kotler, et al (2008, p85) X Generation is defined more by their common experience and also 
according to age. Grow during the recession and the depreciation of the company, make them develop the 
economic outlook is more cautious. They care about the environment. Marketing to X Generation is a difficult 
thing. They have more confidence in the recommendation of friends. X Generation also created an extensive 
community to exchange information. This generation has been called the MTV generation and viewed as a 
slacker generation, but X Generation have grown up and started to take over. With so much potential, many 
companies focus on X Generation as an important target segment. 
 
According to Cathy Neal, et al (2006, p392), this generation has had komitem to get married and settle 
down, like traveling, active in social activities and want a unique product designed to suit their tastes and 
lifestyle. This generation also really like the internet and are interested in matters relating to technology. 
 
The X Generation, they do not like the brand and they are not easily swayed by marketing campaigns Cathy. 
X Generation is preferred to enjoy life and have their own lifestyle that offers freedom and fleksiibilitas. For X 
Generation who are married, they will tend to like a product that can be used by the family. X Generation is 
in buying the product is no longer focused on himself, but the interests of the family (for their children, 
furniture etc.) (Neal, et al, 2006, p392). 
 
X Generation likes to look elegant. They prefer to make a purchase of a brand that has good quality 
products that match their criteria. For them the quality is the most important thing in buying an item. This 
generation would prefer it if people knew them as "themselves" (Wuest, Welky, Mogab, Nocols, 2008). 
 
The Relationship between Gender and Lifestyle 
 
Influenced by the market interaction between gender roles. The study explicitly examined the impact of this 
gender. Men tend to be less sensitive to the lifestyle. They tend to be less concerned about their 
appearance. While Women tend to like fashion. They tend to like to look attractive to attract the hearts of 
men (Mitchell and Wals, 2004). 
 
Studies of consumer behavior based on gender said that in terms of consumer consumption, women 
consume more than men. The study further said that in terms of consumption behavior of men tend to look 
for information in advance, while women are more likely to consider what they want to consume (Barber, 
Dodd, and Kolyesnikova, 2009).  
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Associated with masculinity and femininity (Laroche et al., 2000. Palan, 2001). For example, masculinity is 
associated with assertiveness, indepedensi, and rationality. While femininity is associated with relational and 
interdependent aspects such as: sensitivity and concern. 
 
Research shows that men and women often differ in how they process information (Barber, Dodd, and 
Kolyesnikova, 2009). The marketer may consider in making a difference in their character attributes of the 
product. Based on these characteristics it is a product can be made in accordance with the wishes or 
product that appeals to the individual based on the identity of the feminine or masculine. They liked the 
product that has a strong identity, which may reflect the feminine or masculine (gender Barber et al., 2006; 
Hall et al., 2000; Spawto, 1991). 
 
That determines a person's lifestyle attire associated with personal awareness of their own in order to 
maximize themselves as women and men (Bakewell, Mitchell, and Rothwell, 2006). All this leads to the 
notion that men and women have different styles in making a purchase. 
 
The Relationship between Gender and TV Program 
 
According to Kenneth E. Clow (2010, p302) In lifestyle marketing, a program that is acceptable to the 
consumer is making a connection with consumers through a program of consumer impressions that can 
make you relax, be entertained, and others, including identifying the marketing method associated with the 
style they like hobby they and entertainment venues (make a live television programs such as music 
concerts with interesting locations outside the studio or television stations such as Ancol, Sarbini hall, etc.) 
 
 
TV Program as Media and Its Function 
 
According to George E. Belch, et al (2007, p338), Television (TV) is the most ideal advertising medium by 
combining visual, sound, movement, images and others with the opportunity to develop creative and 
imaginative performances. Through a television companies will be able to introduce their products to the 
public. Television is the most effective advertising medium because it can show an advertisement to the 
entire country so that ads can be viewed by consumers or target market in large numbers. 
 
Advertising on television is costly, but with advertisements on television, a product information will quickly 
spread. Scattered information that will boost the sales of these products. Therefore, marketers in making an 
advertisement on television is not arbitrary. They make these ads as attractive as possible with the 
information presented can also be easily understood by consumers. Moreover, the medium of television, an 
advertisement can be seen alive and real through images, gestures, colors that appeal, coupled with the 
creativity and imaginative ad maker. 
 
According to George E. Belch, et al (2007, p338), the advantages of television: 

1. Creativity and the Effects of Television 
2. The scope and cost efficient 
3. Captivity and attention 
4. Selective and Flexibility 

 
According to George E. Belch, et al (2007, p340), Limitations of Television: 

1. Cost 
2. Lack of selectivity 
3. A short message or clutter 
4.  Attention is a limited audience 
5. Evaluate the negative and distrust of the audience.’ 

 
X and Y Generation’s Relationship against TV Programming 
 
Bakewell and Mitchell (2003) says that behavior, habits, and abilities are influenced by family, school, and 
mass media. Including freedom of choice of media such as television has made a huge difference to the 
lifestyle. This makes this generation to be approached or influenced by a different marketing approach. 
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Of each generation are attracted to different things, including in terms of their media consumption compared 
to previous generations (Bakewell and Mitchell, 2003). This includes the Y Generation in the selection of 
television programs. TV program gives a lot of information with respect to public consumption through 
increased audience who watched the television program. Television affects the Y generation is materialistic 
and consumer culture as compared with other generations of technological innovation. 
 
According to the journal (Morton, 2002) Y Generation tend to be loyal to one television station that can fulfill 
what they want. They love a product that has become a lifestyle brand rather than just products for sale. 
 
The Effect of TV Programming Against Gender 
 
Television Programming describes the character of men and women in various roles (Emons, Wester, and 
Scheepers, 2010). Television programming can make a major contribution to socialization. This study serves 
to explain the gender differences in the selection of television programs. We need to realize that the woman 
or women tend to be more likely to be at home than men who more often work outside the home. 
 
The Influence Of Lifestyle Television Programming 
 
Cathy Neal, et al (2006, p399) of the different lifestyle of each individual, then the marketer can 
mensegmenkan and identify an effective media strategy in finding the difference of the consumer. Marketers 
can design their advertising or promotion of products based on the rating of media according to the segment 
on the television program. 
 
Programming Against Television Advertising Relationship 
 
According to George E. Belch, et al (2007, p362) says that advertisers consider the involvement of the 
media or television program for many television programs attract the attention of consumers, which, if ad 
juxtaposed with the television program, allowing consumers to see the ad and the ad effectively captured. 
  
The fact is that television viewers build relationships, loyalty, connection to a television program (George E. 
Belch, et al., 2007,  p362). It affects them to pay more attention to advertising and create behavioral see ads 
from television programs or capture-related matters are aired by the television program. 
 
The context of television programming where advertising has long been studied appear to increase the 
effectiveness in conveying the message of an advertisement  (Sharma, 2000). Several previous studies 
(Axelrod, 1963; Barclay, Doub, & McMurtrey, 1965; Barry, 1962; Crane, 1964; Schwerin, 1960; Steiner, 
1966) lead to the conclusion that reinforces the statement. For example, Schwerin (1960) found that the 
proper placement of advertising will attract the attention of consumers. Axelrod (1963) found that mood 
resulting from the television program will be able to influence consumer attitudes towards products which are 
advertised. 
 
The Relationship between Age Subculture and Gender; and its impact on TV Program Selection 
 
Setiadi (2003, p148) Some lifestyle changes that have occurred in the U.S. (and probably in Indonesia as 
well) is as follows: 
 

1. The changing role of men to women purchase. 
2. Having great attention to the health and nutritional problems. 
3. More aware of yourself. 
4. Lifestyle that is more conservative and traditional, especially among the baby boomer and baby 

buster or X Generation. 
5. Increasing emphasis on the survival gap. 
6. Greater environmental awareness. 

 
Setiadi (2003, p148) Along with the times, both in America and also in other developed countries, many 
women who work. In singapore country as nearest neighbors, the participation rate of working women 
increased from year to year. This suggests that there is a change from male to female roles.  
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The growth of women's work was the forerunner of the purchasing role of men to women. as it is known that 
one man's life style is to do an activity to spend time and money.  When women work, they have to spend 
their own money anytime and anywhere. 
 
(Reisenwitz and Iyer, 2009) says that it is important to know the characteristics of Y Generation lifestyle or 
who have significant differences with the previous generation (X generation) as well as for marketers in 
marketing their products and services to be able to develop segmentation strategies to meet different needs 
of these generations. 
 
Every generation has a difference in their choice of behavior that will affect their lifestyle or life style. In the 
present study, it was found that there were significant differences of each generation through their lifestyle. 
Of the existing lifestyle differences will impact the selection of different shows or television program. For 
them, the television program itself serves as an entertainment and it's important to fill their days. As we 
know, television not only as a medium for entertainment but also serves as an important medium of 
information for consumers. 
 
 
FRAMEWORK 
 
Picture 1.0 Framework 
 

Age Subculture 
(X1) 

Gender 
(X2) 

Lifestyle 
(Y) 

- Hiburan 

- Komunitas 

- Belanja 

- Keluarga 

- Pakaian atau fashion 

- Media 

- Produk 

- Masalah-masalah 

sosial 

Pemilihan Program Televisi 
(z) 

- Kategori program atau isi 
program 

- Waktu siar 
- Jangkauan geografi 
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Table 2.0 Operational Variable 

Variable Sub Variable Indicator Scale of Measurement 

Age Subculture  Y Generation Dichotomy 

  X Generation Dichotomy 

Gender  Men Dichotomy 

  Women Dichotomy 

Lifestyle Activities Entertainment Nominal 

  Community Nominal 

  Shopping Nominal 

 Interest Family Nominal 

  Fashion Dichotomy 

  Media Nominal 

 Opinion Product Nominal 

  Social Issues Dichotomy 

TV Program Selection  Program Content Nominal 

  Airing Time Nominal 

  Geographically 

Reached 

Nominal 
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HYPOTHESIS 
 
H0 = A respondent's lifestyle doesn't affect their TV program selection 
H1 = A respondent's lifestyle affects their TV program selection 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that A respondent's lifestyle affects their TV program selection 
 
H0 = A respondent's community doesn't affect their TV program selection 
H1 = A respondent's community affects their TV program selection 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that A respondent's community affects their TV program selection 
 
H0 = A respondent's community selection doesn't have a relationship with their prefered TV program, based 
on the image clearness 
H1 = A respondent's community selection has a relationship with their prefered TV program, based on the 
image clearness 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that A respondent's community selection has a relationship with their prefered TV program, 
based on the image clearness 
 
H0 = A respondent's shopping activities doesn't have a relationship with their preferred TV program 
H1 = A respondent's shopping activities has a relationship with their preferred TV program 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that A respondent's shopping activities has a relationship with their preferred TV program 
 
H0 = there is no relationship between the objectivity of a respondent's shopping activities with their preferred 
TV program category 
H1 =  there is a relationship between the objectivity of a respondent's shopping activities with their preferred 
TV program category 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there is a relationship between the objectivity of a respondent's shopping activities with 
their preferred TV program category 
 
H0= there is no relationship between the objectivity of a respondent's shopping activities and their preferred 
TV program, based on the image clearness 
H1= there is a relationship between the objectivity of a respondent's shopping activities and their preferred 
TV program, based on the image clearness 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there is a relationship between the objectivity of a respondent's shopping activities and 
their preferred TV program, based on the image clearness 
 
H0=there is no relationship between fashion consideration in purchasing decision making and preferred TV 
program category 
H1=there is a relationship between fashion consideration in purchasing decision making and preferred TV 
program category 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there is a relationship between fashion consideration in purchasing decision making 
and preferred TV program category 
 
H0=there is no relationship between fashion consideration in purchasing decision making and the selection 
of TV program, based on the image clearness 
H1=there a relationship between fashion consideration in purchasing decision making and the selection of 
TV program, based on the image clearness 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there a relationship between fashion consideration in purchasing decision making and 
the selection of TV program, based on the image clearness 
 



 

International Conference BINUS | IMHA - 2012 10 

 

H0=there is no relationship between the selection of Information media and the TV program category 
selection 
H1=there is a relationship between the selection of Information media and the TV program category 
selection 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that  there a relationship between the selection of Information media and the TV program 
category selection  
 
H0=there is no relationship between the selection of Information media and the airing time of favorite TV 
program 
H1=there is a relationship between the selection of Information media and the airing time of the TV program 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there a relationship between the selection of Information media and the airing time of 
the TV program 
 
H0=there is no relationship between the selection of Information media and the activity of selecting a 
program based on its image clearness 
H1=there is a relationship between the selection of Information media and the activity of selecting a program 
based on its image clearness 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there a relationship between the selection of Information media and the activity of 
selecting a program based on its image clearness 
 
H0=there is no relationship between the products often purchased and the activity of selecting a preferred 
TV program 
H1=there is a relationship between the products often purchased and the activity of selecting a preferred TV 
program 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there's a relationship between the products often purchased and the activity of 
selecting a preferred TV program 
 
H0=there is no relationship between the products often purchased and the airing of favorite TV program 
H1=there is a relationship between the products often purchased and the airing of favorite TV program 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there a relationship between the products often purchased and the airing of favorite TV 
program 

 
H0=the respondent's lifestyle doesn't affect their TV program selection 
H1=the respondent's lifestyle affect their TV program selection 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that the respondent's lifestyle affect their TV program selection 
 
H0=There is no relationship between the sensitivity of social changes and TV program category selection 
H1=there is a relationship between the sensitivity of social changes and TV program category selection 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there is a relationship between the sensitivity of social changes and TV program 
category selection 
 
H0=There is no relationship between the sensitivity of social changes and TV program  selection, based on 
the image clearness 
H1=there is a relationship between the sensitivity of social changes and TV program  selection, based on 
the image clearness 
Based on Pearson's Chi-Square, the number of Asymp. Sig is 0,000. From this(0.000 < 0.05, H0 rejected) 
we can conclude that there is a relationship between the sensitivity of social changes and TV program  
selection, based on the image clearness 
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CONCLUSION AND SUGGESTION 
 
Using the crosstab analysis it was found that X and Y generation is different in terms of lifestyle 
(entertainment, community, shopping, family, fashion, etc). But both male and female from both generations 
spend their money for family needs.  
 
X and Y generation selection from TV programs is also different in terms of preferences on program 
category and geographical but they have the same preferences for the program airing time.  
 
From the crosstab analysis we found that the lifestyle of men and women from the Y Generation is quite 
similar to each other (entertainment selection, fashion, family, shopping, etc). However both genders have 
different preferences with both male and female that comes from the X generation. It was also found that 
Age subculture gives more impact than gender on a person’s lifestyle.  
 
From the correlation analysis we found that the selection of TV programs are influenced by the community 
the audiences are in. The activity of selecting a program based on the clearness of the picture / image is 
also affected by the community they are in and there is also a relationship between the airing time and the 
type of program / product chosen. 
 
There are few suggestions that can be proposed for the next research. They are: 
 

1. The next research should be done based on the right choice on types of the TV commercials which 

sync with the identified TV programs which include the duration and frequency of the commercials 

2. The next research should identify more variables that are influencing the audience in selecting their 

programs.  
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E-WASTE: THE NEXT GREEN COMPUTING CHALLENGE 
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ABSTRACT 
 
As the use of technology increase a new kind waste also increase; Electronic Waste (E-Waste). Computers, 
cell phones, mp3 players, and even DVDs are all considered E-Waste. The problem with recycling electronic 
waste is how to do so properly with out causing more waste in both domestic and foreign landfills. 
 
Disposal and toxicity are growing concerns that most of the E-Waste generated in developed countries is 
ending up in developing countries that are economically challenged and lack the infrastructure for 
environmentally sound management of E-Waste. This results in adverse socio-economic, public health and 
environmental impact of toxins in E-Waste. 
 
The concept of recycling E-Waste is getting very popular because of two main reasons: (1) It saves the 
planet, and (2) It is also a good way of earning some extra cash.  Therefore every business is must legally 
responsible for ensuring its E-Waste is properly handled and disposed of under control. E-Waste is next the 
green computing challenge in the future.  
 
Keywords: Electronic Waste, E-Waste, E-Waste Management, Disposal, Recycle, Reuse, Electrical and 
Electronic Equipment, EEE 
 
 
E-WASTE 
 
Electronic Waste (E-Waste) is a term used to cover almost all types of Electrical and Electronic Equipment 
(EEE). E-Waste is one of the rapidly growing environmental problems of the world. E-Waste is obsolete, 
broken, or unwanted electronic equipment. The quantity of E-Waste will continue to rise in the many 
countries. 
 
E-Waste contains many valuable, recoverable materials such as aluminum, copper, gold, silver, plastics, 
and ferrous metals. In order to conserve natural resources and the energy needed to produce new electronic 
equipment from virgin resources, electronic equipment can be refurbished, reused, and recycled instead of 
being landfilled. 
 
E-Waste: 
 

 
 

(Source: Rochman, Yale University) 
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E-Waste Management options hierarchy: (1) Reuse of whole units: reuse functioning electronic equipment 
by donating it to someone who can still use it, (2) Repair or refurbishment or remanufacturing of units, (3) 
Recovery or reuse of functional peripherals or components, (4) Recycling of constituent materials: recycle 
those components that cannot be repaired, and (5) Responsible disposal of hazardous and non-hazardous 
waste in permitted landfills. 
 
The goal of E-Waste Management is to strive upwards on the waste hierarchy ladder (Swentec): 
 
 

 
 

Source: Swentec 
 
E-Waste objectives: (1) Minimize generation of E-Waste and prevent and control pollution and hazardous to 
protect health and improve quality of life, (2) Disposal of E-Waste material with little to zero impact on the 
environment, (3) Ensure maintenance of computers/hardware based on global best practices, (4) Train 
individuals in computers and hardware repairs and maintenance, (5) Use equipment to build required skills 
and provide historical study and background in Information Technology (IT) during training, (6) Adhere to E-
Waste regulation and best environmental practice and activities, (7) Participate in and enhance educational, 
community and stakeholder awareness efforts and sustainable solutions on E-Waste, (8) Increase 
awareness of the dangers of E-Waste if not disposed properly and the need to reduce environmental impact 
through E-Waste Management, (9) Incorporate awareness on the hazards of E-Waste as well as 
environmentally sound disposal and reuse options in computer hardware training and other IT training 
programs, (10) Promote E-Waste recycling, E-Waste to wealth for job creation and business growth, (11) 
Encourage the exploration of markets for copper, aluminum and other metals retrieved in an environmentally 
sound manner from E-Waste, (12) Discourage the importation of obsolete computers and dumping of E-
Waste, and (13) Provide inputs for developing inclusive E-Waste policies that appropriately reflect the 
concerns of all stakeholders for overall growth and a sustainable future. 
 
Managing E-Waste in many countries is not easy: most have neither a well-established system for 
separation, storage, transportation, treatment and disposal of waste nor any effective enforcement related to 
managing E-Waste. 
 
RECYCLE 
 
The term “recycle” is defined by dictionary.com as “to treat or process (used or waste materials) so as to 
make suitable for reuse.” (Webber and Wallace, 2009, p120). Computer recycling is the process of recycling 
and refurbishing old computer parts into new, usable parts. 
 
Recycling includes collecting recyclable materials that would otherwise be considered waste, sorting and 
processing recyclables into raw materials such as fibers, manufacturing raw materials into new products, 
and purchasing recycled products. 
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Here are some parts of the computer that can be recycled: (1) Glass monitor, (2) Keyboard, (3) CD ROM 
drive, (4) Plastic case, (5) Cathode Ray Tube (CRT), (6) Cables, (7) Copper in power cord, (8) Metal from 
circuit board, (9) Printer cartridges, and (10) Batteries. 
 
Steps to recycling a product: (1) Collection and processing - collecting recyclables varies from community to 
community, but there are four primary methods: curbside, drop-off centers, buy-back centers, and 
deposit/refund programs, (2) Manufacturing - once cleaned and separated, the recyclables are ready to 
undergo the second part of the recycling loop, and (3) Purchasing recycled products - by “buying recycled,” 
governments, as well as businesses and individual consumers, each play an important role in making the 
recycling process a success (Environmental Protection Agency, EPA). 
 
Recycling Flow: 
 
 

 
 

Source: amerturk.com 
 
 
Recycling is the process of collecting certain materials that would otherwise be considered waste – like old 
metal, paper, wood, or plastic for example – and turning them into new “recycled” products.   
 
The recycling process: (1) Metal frames, (2) Power supplies, (3) Circuit boards, and (4) Plastics (Velte and 
Velte, 2008, p8). Computer recycling involves breaking down the computer to recover metals, plastic, and 
glass for reuse. It also aids in keeping hazardous materials from tainting the environment. Computer 
recycling is complex, because there are over 1.000 different materials in a computer. As such, computers 
are one of the most complex things to recycle.  
 
 
Recycling Process Flow Chart: 
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Source: ewaste.com.au 
 
 
Seven benefits of recycling: (1) Creates jobs and strengthens the economy, (2) Saves energy, (3) Prevents 
soil, water, and air pollution, including greenhouse gases, (4) Conserves the natural resources,  (5) Extends 
the lives of existing landfills and reduces the need for new landfills, (6) Provides useful donations for charity 
organizations, and (7) Allows people to buy used computers at an affordable price. 
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Electronics Recycling Carbon Footprint Calculator: 
 

 
Source: Allgreenrecycling Online 

 
Use that calculator to find the exact benefits of recycling various electronic devices. 
 
Some reasons not to recycle old equipment include: (1) Not knowing how to properly dispose of equipment, 
(2) The slim chance the equipment might be used in the future, and (3) The possibility that the equipment 
can be given to another organization (Velte and Velte, 2008, p131). 
 
Recycling helps reduce the amount of trash that is disposed of in landfills. Recycling, rather than throwing 
things away, is also better for environment. Currently it is believed that the amount of carbon dioxide in the 
earth’s atmosphere is causing global warming which can have devasting long term effects.  
 
REUSE 
 
The term “reuse” refers to giving (or selling) computers to someone or some other organization to use. 
Reuse is not recycling, because recycling alters the physical form of an object or material. Reuse is 
generally preferred to recycling because reuse generally consumes less energy and resources than 
recycling. In business - purchase "recycled" ink and toner cartridges for the printers and photocopiers.   
 
Another way to keep IT assets out of the waste stream is to find ways to reuse equipment that is no longer 
needed by the original owner. The first option is to see if the equipment can be redeployed to other areas of 
the organization. This potentially extends the benefit of the investment made at the time of the original 
purchase. For redeployment to be most successful, some effort needs to go into making the equipment as 
“like new” as possible by cleaning up the equipment, reimaging the software, and providing a new keyboard 
and mouse (and possibly a more energy efficient monitor) (Webber and Wallace, 2009, p148). 
 
The second option for reuse is to donate end-of-life equipment to schools or charities. While this can be a 
good option and does seem at first glance a good thing to do, the environmental benefits are lost if the 
recipient of the donation simply disposes of the equipment. Another challenge with donated equipment is 
that the license to any software that had been on the machine typically stays with the original organization; 
the hardware is useless without an operating system and basic productivity software (Webber and Wallace, 
2009, p148). 
 
If equipment cannot be reused, it must be broken down into basic raw materials that can be used in the 
manufacture of other products. With items as complicated as IT equipment, there are multiple steps that 
must be performed for the equipment to be properly recycled: (1) Disassembly, (2) Sorting, and (3) 
Reprocessing (Webber and Wallace, 2009, p150-151). 
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The goal of the Reuse task force is to define globally consistent reuse practices, principles, and standards 
for EEE products from Business-to-Business (B2B) and Business-to-Consumer (B2C) users that are 
economically, socially, and environmentally appropriate for: (1) Changing consumer behavior to get 
acceptance for reuse and early product takeback, (2) Extending the usage of EEE products and 
components, and (3) Reducing the flow of irresponsible reuse between donor and developing countries 
(Velte and Velte, 2008, p22). 
 
There are lots of benefits to reusing equipment: (1) There is less demand for new products and their use of 
virgin raw materials, (2) Less water and electricity is used when reuse lowers the need for the production of 
new products, (3) Less packaging is used, (4) Redeployed technology is available to more sectors of 
society, because computers and other components are often more affordable, and (5) Less toxins are going 
into landfills (Velte and Velte, 2008, p4). 
 
E-WASTE PROBLEMS 
 
Computers are filled with toxic materials that are used to create the cases, displays, storage devices, cables, 
and circuit boards. And, with so many becoming obsolete every year, the disposal of this equipment 
becomes a major environmental issue (Webber and Wallace, 2009, p131). One of the largest obstacles in 
recycling E-Waste is the lack of proper domestic facilities to sort and handle the various materials, many of 
which are hazardous. 
 
Some of the toxic materials that can cause environmental and health damage include: (1) Lead, which can 
cause severe damage to the blood-forming, nervous, urinary, and reproductive systems in the body, is used 
in large amounts in CRT displays and is also found in the solder used to assemble the circuit boards, (2) 
Cadmium, which is a carcinogen and can cause kidney damage, is used in semiconductors and printed 
circuit boards, (3) Mercury, which is more toxic than lead, cadmium, and even arsenic, is found in batteries 
and switches, (4) Polybrominated flame retardants that can cause nervous system problems are used in the 
plastics in the case and keyboard (Webber and Wallace, 2009, p131). 
 
Computers are loaded with toxins: (1) Lead in the cathode ray tube and solder, (2) Arsenic in older cathode 
ray tubes, (3) Antimony trioxide used as flame retardant, (4) Polybrominated flame retardants in plastic 
casings, cables, and circuit boards, (5) Selenium used as a power supply rectifier in circuit boards, (6) 
Cadmium in circuit boards and semiconductors, (7) Chromium used as corrosion protection in steel, (8) 
Cobalt in steel for structure and magnetism, and (9) Mercury in switches and the housing. 
(Velte and Velte, 2008, p5). 
 
Toxic substances are dangerous for a number of reasons: (1) Able to move from one place to another, and 
(2) Decomposition of these substances is long and difficult and can result in the formation of yet other toxic 
materials. These secondary substances, such as furans and dioxins, result from the inability to destroy the 
primary toxic instances through incineration. 
 
Following are the steps involved in E-Waste handling: (1) Sorting, (2) Identify Usefulness, (3) Identify 
hazardousness, (4) Dismantling, (5) Segregation, and (6) Treatment /Disposal. 
 
Recyclers can make money from selling scavenged metal from electronic equipment. But the process to 
retrieve usable metals is typically extremely toxic. Workers who remove the metals often have no protective 
equipment and breathe in high levels of toxic chemicals, which are then released into the atmosphere. And 
most of the countries where the processing takes place do not have regulations in place to protect workers 
or prevent the primitive recycling operations. 
 
MAP OF E-WASTE 
 
The good news is that numerous recycling laws and regulations in the United States have greatly decreased 
the amount of E-Waste going into land fills or being incinerated. The bad news is that much of this E-Waste 
ends up in Africa or Asia to be stripped for usable materials in techniques that are hazardous to the 
environment and to the health of people living in the area. Although China has banned the import of E-
Waste, much of the E-Waste from the United States ends up there.  
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The local governments receive a significant amount of tax revenue from these operations and are not eager 
to shut them down (Webber and Wallace, 2009, p131-132). 
 
The E-Waste “recycling” industry in China is centered around the city of Guiyu, which is a few hours north of 
Hong Kong. Some of the techniques used in the “recycling” of electronic equipment include: (1) Open-air 
burning of wire to recover copper, (2) Open acid baths for separating metals; such as lead, silver, and gold, 
(3) Washing the acid residues directly into nearby rivers and other water bodies, (4) Using the smell of 
burning plastics to determine what type they are, and (5) Sending components that cannot be recycled to 
landfills or burning them in the open (Webber and Wallace, 2009, p132). 
 
A number of other countries in Asia including Philippines, Hong Kong, Indonesia, Sri Lanka, Pakistan, 
Bangladesh, Malaysia and Vietnam and also a number of countries in Africa including Nigeria, Kenya, 
Senegal and Ghana are the latest targets for dumping E-Waste generated in advanced economies. 
Managing E-Waste in these countries is not easy given that most developing countries have neither a well-
established system for separation, storage, transportation, treatment and disposal of waste nor any effective 
enforcement related to managing E-Waste. Thus, co-disposal of E-Waste with domestic waste in open 
dumps is generally practiced in many developing countries causing severe damage to the environment and 
human health (Heart, 2011). 
 
While most household or business waste can be recycled with no cost to the end consumer, E-Waste is 
often not profitable to recycle unless there is a fee or some other subsidy. The reasons for this include: (1) 
Labor intensiveness - the equipment must be separated into its many different components, computer 
recycling can be very labor intensive, (2) Expensive processing - to process the metal and plastic scrap into 
raw materials that can be resold requires expensive machinery for each type of material, (3) Toxic materials 
- many pieces contain toxic materials that must be handled carefully to avoid environmental contamination; 
there are also added costs in disposing of any toxic material that cannot be resold for use in other processes 
(Webber and Wallace, 2009, p135-136). 
 
E-Waste is routinely exported by developed countries to developing ones, often in violation of the 
international law. Inspections of 18 European seaports in 2005 found as much as 47 percent of waste 
destined for export, including E-Waste, was illegal. In the UK alone, at least 23,000 metric tonnes of 
undeclared or 'grey' market electronic waste was illegally shipped in 2003 to the Far East, India, Africa and 
China. In the US, it is estimated that 50-80 percent of the waste collected for recycling is being exported in 
this way. This practice is legal because the US has not ratified the Basel Convention (Greenpeace, 2009). 
 

 
Source: Greenpeace (2009) 
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Along with other developing countries such as China, Indonesia is a destination for old electronics from 
developed countries in a trade deemed illegal by the Basel Convention on the Control of Transboundary 
Movements of Hazardous Wastes and Their Disposal, an international treaty addressing the uncontrolled 
dumping of such materials, which came into force in 1992 and was ratified by Indonesia a year later (IRIN, 
2009). 
 
Basel Action Network (BAN), an environmental watchdog organization, has accused CRT Recycling of 
illegally shipping CRT computer monitors to Indonesia. BAN said in a press release that it has prevented 
nine containers of E-Waste from CRT recycling, which was shipped by waste broker, Advanced Global 
Technologies, from entering Indonesia. The Ministry of Environment in Indonesia stopped the shipment after 
BAN tipped off the government about concerns that the shipments violated an international treaty on 
hazardous waste known as the Basel Convention and Indonesian law (Environmentalleader Online, 2010). 
 
Indonesia will be better protected against E-Waste after the global BAN on E-Waste exports was agreed to 
in Colombia. More than 170 countries agreed to accelerate the adoption of a global BAN on the export of 
hazardous waste such as old electronics to developing countries. The environmental group BAN called the 
deal, which was brokered by Switzerland and Indonesia, a major breakthrough (The Jakarta Post, 2011). 
 
In 2006, Indonesia had 80 large and 150 small- and medium-sized electronics manufacturers located mainly 
in Java, North Sumatra and Batam. Many spare parts are imported, which opens loopholes for illegal imports 
of E-Waste. No exact data has been recorded as to the amount of illegal E-Waste entering Indonesia (The 
Jakarta Post, 2011). Indonesia is placed in a very interesting position. 
 
The Basel Convention, an international treaty to which Indonesia is a party, regulates the transfer of 
hazardous waste between countries, especially the dumping of such materials by developed countries in 
developing ones. But The Basel BAN Amendment has not yet entered into full force, but it is considered 
morally binding by the countries that are a party to it (The Jakarta Globe, 2012). 
 
Challenging approach to minimizing illegal dumping of electronics is to impose tougher laws. Future efforts 
to minimize illegal dumping will undoubtedly include a combination of aggressive legislation, new 
technological solutions, and increased public awareness through more education on E-Waste (Bhutta, 
Omar, and Yang, 2011). 
 
E-WASTE CHALLENGES  
 
Responsible reuse and recycling of electronic hardware can trigger a range of environmental, social and 
economic benefits for developing countries. Extending the life span of electric and electronic equipment 
through refurbishment can substantially reduce the carbon footprint of manufacturers. Refurbished 
computers are available at approximately one-third the price of a new PC, thus offering more affordable 
access to Information and Communication Technologies (ICT ) (UNIDO, 2009). 
 
 
From E-Waste to Opportunity: 
 

 
Source: UNIDO (2009) 
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E-Waste concerns аnd challenges: (1) Aссurаtе figures nοt available fοr speedily increasing E-Waste 
volumes - generated domestically аnd bу imports, (2) Low level οf awareness аmοng manufacturers аnd 
consumers οf thе hazards οf incorrect E-Waste disposal, (3) Nο ассurаtе estimates οf thе quantity οf E-
Waste generated аnd recycled available, (4) Major раrt οf E-Waste іѕ processed bу thе informal 
(unorganised) sector, (5) E-Waste workers hаνе small οr nο knowledge οf toxins іn E-Waste аnd аrе 
exposed tο health hazards, (6) High-risk backyard recycling operations impact vulnerable social groups lіkе 
women, children аnd immigrant labourers, (7) Inefficient recycling processes result іn substantial losses οf 
material value аnd resources, (8) Cherry-picking bу recyclers whο recover precious metals (gold, platinum, 
silver, copper, etc) аnd improperly dispose οf thе rest, posing environmental hazards, (9) Nο specific 
legislation fοr dealing wіth E-Waste аt present. 
 
Dealing with E-Waste: (1) Computer equipment manufacturers that offer “take back” programs, (2) Program 
encourages for computer reuse and recycling, (3) Businesses that accept obsolete or unwanted electronic 
equipment for refurbishing and reuse, or recycling of components if the equipment is no longer useable, and 
(4) Non-profit organizations that accept working computers and televisions for use or resale. 
 
Waste minimization in industries involves adopting: (1) Inventory management, (2) Production process 
modification, (3) Volume reduction, (4) Recovery and reuse, (5) Sustainable product design involves, (6) 
Rethinking on procedures of designing the product (flat computers), (7) Use of renewable material and 
energy, (8) Creating electronic components and peripherals of biodegradable material, (9) Looking at a 
green packaging option, and (10) Utilizing a minimum packaging material (Pinto, 2008). Policy-level 
interventions for the E-Waste solutions: (1) Clear definition of E-Waste for regulation, (2) Import and export 
regulatory regime, and (3) An integrated IT waste management policy (Pinto, 2008). 
 
The future of E-Waste: (1) An increase in the number of businesses that will refurbish and recycle electronic 
equipment - this will help keep more equipment in continued use, and out of landfills, (2) Additional take 
back programs by electronic equipment manufacturers, and (3) Greater use of alternative products, such as 
LCD panels and plasma screens for televisions and computers - these items contain little or no hazardous 
material. 
 
Potential solutions for cost-effective E-Waste compliance for business: (1) Identification of applicable 
requirements, (2) Compliance Assurance Process implementation and certification, (3) Employee and 
vendor communication and training, (4) Supplier data collection, (5) GAP Analysis and Risk Assessment, (6) 
Product re-engineering (if required), (7) Product screening and testing based upon GAP/Risk Assessment, 
and (8) Green claims verification/certification, product labeling, and marketing launch (Calder, Intertek). 
 
Choosing a responsible recycler: (1) Trust, but verify, (2) Transparency, (3) Security, (4) Size matters, (5) 
Look for certifications, and (6) Get the money’s worth (Webber and Wallace, 2009, p141-142). Certifications 
include the following: (1) Institute of Scrap Recycling Industry’s (ISRI) Recycling Industry Operating 
Standards (RIOS) certification, (2) International Association of Electronic Recyclers (IAER) certification, and 
(3) International Organization for Standards (ISO) ISO 14001 certification (Velte and Velte, 2008, p141). 
Disposal of the old equipment must be handled by a professional recycler. 
 
REINVENTING RECYCLING THROUGH ART 
 
Transforming E-Waste into art is the smart solution for recycling. Explore recycled art and reuse refuse in 
exciting ways. Because recycling is a beautiful thing - create something new and different. Making 
something beautiful, fun and of value. 
 
Creating recycled art can help to conserve natural resources. Since most recycled materials are very cheap 
or free, it can be significant to reduce the art projects costs. It also takes less energy to reuse materials than 
to recycle them into something new. 
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PCB Arts: 
 

            
 
                   Source: ecofriend.com                                Source: ecofriend.com 
 
 
Resistor Arts: 
 

 
 

Source: kahma-projects.blogspot.com 
 
 
Cable Arts: 

 
 

Source: scenicreflections.com 
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Output transforming E-Waste into art is creative recycling gallery or store --- present inspiring, contemporary, 
concept driven work harmonizing skill and imagination in the process of recycling discarded waste materials 
into masterpice of art. Starting a small business that gets cash for E-Waste removal, disposal and reuse is a 
good way of becoming an entrepreneur on a shoestring budget. 
 
CONCLUSIONS 
 

 E -Waste is one of the rapidly growing problems of the world. Electronics recycling is an industry 
plagued with despicable practices, including dumping toxic E-Waste in developing nations. It’s very hard 
for customers to know whether a recycler is using such practices or to tell whether a recycler is ethical 
or not. 

 

 Recycling and disposal are costly, and no one knows whether future regulatory requirements will make 
the process more expensive. Paying a small fee for recycling or disposal in the first place means 
avoiding financial risk later on. Educate how to recycle, reuse, and dispose electronics at all levels will 
teach how to behave more responsibly towards the environment. 

 

 Reusing and recycling electronics (E-Cycling): (1) Helps others - donating used electronics benefits 
others by passing on ready-to-use or refurbished equipment to those who need it, (2) Conserves natural 
resources - recycling recovers valuable materials from electronics that can be used to make new 
products, reduce pollution and save energy by extracting fewer raw materials from the earth, and (3) 
Health protection and surroundings - safe recycling of electronics supports responsible management of 
toxic chemicals such as lead and mercury. 

 

 In industries management of E-Waste should begin at the point of generation. This can be done by 
waste minimization techniques and by sustainable product design. Waste minimization in industries 
involves adopting: (1) Inventory management, (2) Production-process modification, (3) Volume 
reduction, (4) Recovery and reuse, and (5) Sustainable product design (rethink the product design, use 
of renewable materials and energy, and use of non-renewable materials that are safer). 

 

 Art of recycling campaign is an ongoing recycling education program that redefines the way people view 
recycling and trash collection. Recycling store is an interactive recycling program that encourages 
people to recycle renewable materials that accumulate on-site at large events and festivals. By 
providing an entertaining for people to actively recycle, that program can develops a deeper awareness 
about recycling, keeps event venues clean, and allows individuals to receive rewards for their efforts. 

 

 E-Waste Management in a new thing in Indonesia and people have talked about it only recently. 
Dumping E-Waste onto the developing world is a hazardous but profitable business. And Indonesia 
should make E-Waste definitions to prevent the flow of E-Waste into the country. Indonesia must ready 
to deal with future problems and can set global credible standards concerning environmental and 
occupational health. 

 

 The growing volume of E-Waste in the region is creating new opportunities for local entrepreneurs and 
multinationals. As the government ups pressure on technology firms and other large-scale importers to 
manage their E-Waste more efficiently, industrialists are hoping the environmental threat can translate 
to increased job opportunities and income generating activities. 

 
 



 

International Conference BINUS | IMHA - 2012 12 

 

REFERENCES 
 
Books/Articles: 
 
2009. Reuse and Recycle: Growing Green Businesses. United Nations Industrial Development Organization 

(UNIDO). 
A Mapping of the Waste and Recycling Sector in Sweden. Swentec.  
Baroudi, Carol. 2009. Green IT for Dummies. Wiley Publishing Inc. IBM. 
Bhutta, M. Khurrum S;  Omar,Adnan; and  Yang, Xiaozhe. 2011. Electronic Waste: A Growing Concern in 

Today's Environment. Economics Research International. 
Calder, James. Electronic Waste: How Waste Leads to Design Challenges. Intertek. 
Herat, Sunil. 2011. Major Threats From E-Waste: Current Generation and Impacts. Wiley-VCH Verlag 

GmbH & Co. KGaA. 
Peralta, Genandrialine L and Fontanos, Psyche M. 2005. E-waste Issues and Measures in the Philippines. 
Pinto, Violet N. 2008. E-waste hazard: The Impending Challenge. Indian Journal of Occupational and 

Environmental Medicine. 
Rochman, Fauziah. The Recovery of Electronic Waste in Yogyakarta, Indonesia: Potentials and Limitations. 

Yale University.  
Schluep, Mathias et al. 2009. From E-Waste to Resources. StEPRecycling. 
Sinha, Satish and Mahesh, Priti. Managing E-Waste for Protecting Lives and Livelihoods. Toxics Link. 
Sobotta, Adrian T; Sobotta, Irene N; and Gotze, John. 2009. Greening IT. Creative Commons. 
Tomlinson, Bill. 2010. Greening Through IT. The MIT Press, Cambridge, Massachusetts. 
Velte, Toby J and Velte, Anthony T. 2008. Green IT. McGraw-Hill. 
Webber, Lawrence and Wallace, Michael. 2009. Green Tech. Amacom. 
 
 
Internet: 
 
http://blog.makezine.com/2007/01/31/transforming-ewaste-into/ 
http://compreviews.about.com/od/general/a/PCRecycling.htm 
http://earthtrends.wri.org/features/view_feature.php?fid=66&theme=4 
http://ewasteguide.info/node/4062 
http://kahma-projects.blogspot.com/ 
http://keetsa.com/blog/eco-friendly/circuit-board-notebooks/ 
http://library.thinkquest.org/06aug/02342/websitefinal/disposal2.html 
http://nigeriacomputers.com/about/electronic-waste-policy/ 
http://www.allgreenrecycling.com/ewaste-recycling-calculator/ 
http://www.amerturk.com/Recycling/Recycling_Flow/index.html 
http://www.ban.org/ 
http://www.calrecycle.ca.gov/reducewaste/define.htm 
http://www.ces.iisc.ernet.in/energy/paper/ewaste/ewaste.html 
http://www.chemistryviews.org/details/ezine/1037973/Major_Threats_From_E-

Waste_Current_Generation_And_Impacts.html 
http://www.chevroncars.com/learn/wondrous-world/recycling-process 
http://www.deq.state.ne.us/Newslett.nsf/pages/Sum01-4a 
http://www.ecofriend.com/entry/eco-conscious-artist-transforms-trashed-pcbs-into-stunning-sculptures/ 
http://www.ens-newswire.com/ens/feb2012/2012-02-09-01.html 
http://www.environmentalleader.com/2010/03/02/indonesia-turns-back-e-waste-shipment-from-ma-recycler/ 
http://www.eoearth.org/article/Computer_recycling 
http://www.epa.gov/ 
http://www.epa.gov/osw/conserve/rrr/recycle.htm 
http://www.ewaste.com.au/ 
http://www.ewaste.com.au/ewaste-articles/how-is-my-electronic-waste-recycled/ 
http://www.e-waste-recyclers.com/e-waste-problem.php 
http://www.e-waste-recyclers.com/hazards-of-e-waste.php 
http://www.flickr.com/photos/brbrtje/3513206827/ 
http://www.globalewastemanagement.com/technology.html 
http://www.globalinheritance.org/trashed-recycling-store 



 

International Conference BINUS | IMHA - 2012 13 

 

http://www.greenpeace.org/international/en/campaigns/toxics/electronics/the-e-waste-problem/where-does-
e-waste-end-up/ 

http://www.hindawi.com/journals/econ/2011/474230/ 
http://www.incompliancemag.com/index.php?option=com_content&view=article&id=274:electronic-waste-

how-waste-leads-to-design-challenges&catid=24:current-issue&Itemid=126 
http://www.irinnews.org/Report/87402/INDONESIA-Hazardous-e-waste-needs-regulation 
http://www.ksewaste.org/ewaste_why.htm 
http://www.mnn.com/earth-matters/climate-weather/stories/the-15-best-carbon-calculators 
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC2796756/ 
http://www.npr.org/2010/12/21/132204954/after-dump-what-happens-to-electronic-waste 
http://www.reciclemos.net/ingles/problema.html 
http://www.scenicreflections.com/media/261790/cable_art_Wallpaper/ 
http://www.sunbayenergy.com/e-waste-management-in-india 
http://www.thejakartaglobe.com/home/toxic-waste-bust-at-jakarta-port-could-point-to-larger-problem/495214 
http://www.thejakartapost.com/news/2011/11/16/indonesia-monitor-used-electronics.html 
 
 
 
 
 
 



 

International Conference BINUS | IMHA - 2012 1 

 

INDONESIA-JAPAN TRADE ANALYSIS 
 

Darman 
Faculty of Economics Department of Management 

Bina Nusantara University, Jakarta 
Jln. Syahdan No. KH. 9, Kemanggisan 

Jakarta 11480 
darman@binus.ac.id 

 
ABSTRACT 
 
The concept of world trade in general is built based on the notion of comparative advantage  and 
competitiveness are different between countries. If countries produce and trade with reference 
to comparative advantage and  competition, is believed to increase the efficient use of scarce resources in 
order to reach the level of welfare of a better world. Comparative advantage is a concept that has been 250 
years old but was not deterred by this time. This paper aims to showthe dark side of the concept 
of comparative advantage and competitiveness, andintroduce  the concept of cooperative excellence. In 
the paper the analysis of theconcept of cooperative  excellence in international relations will have an 
impact far more promising than the  concept of comparative advantage and competitiveness. 
Mathematically shown that the cooperative attitude in relation to the countries would provide more benefits, 
especially in creating a world of efficiency, income  distribution, higher  welfare  and  peace of the 
world. While the promise given by the concept of comparative advantage  in a competitive market is just 
an illusion. 
 
Keywords: Analysis, Export, Import and Trade Internasional 
 
INTRODUCTION 
 
International trade is conducted cross border trade. Countries produce most of their own needs and export 
the excess, then import what is not produced. Why do countries trade, instead of enjoying all their products 
themselves? If a country has a very comprehensive resource, would not it be better to use it to produce all 
its own, so he does not need to export and import? 
 
The reason the state of international trade based on comparative advantage theory (comparative 
advantage). But simply, the trade will create a specialization, that is, each country can specialize in certain 
goods and services. Specialization will increase productivity, which in the long term will improve the living 
standards of all countries involved. International trade is a way for countries to prosperity. 
 
The theory of comparative adventage is raised at the end of the 18th century and the beginning of the 19th 
century. This era gave birth to some of the classical economic theory pioneered by Adam Smith (1723-
1790), Jean Baptist Say (1767-1832), David Ricardo (1772-1823), and Robert Malthus (1766-1834). 
Thought has pioneered the idea of the classical liberal economic system. The figures in this day and age 
have strong views on the economic livelihood of the people. That, individual activities and the activities of 
business units should be given the freedom to take care of their own interests and to improve its position in 
the economic field. Government involvement is always set all things are not very useful compared to the free 
competition (free competition), because the production, consumption, and distribution of wealth is basically 
determined by the laws of economics that occur in people's lives. So that its implementation, the state's role 
is minimized as much as possible and if possible eliminated. Based on the theory that Indonesia has been 
doing international trade with various countries to optimize the comparative advantage they have. 
 
Cooperation in the economic relationship between Japan and Indonesia have established more than half a 
century. During that time, Japan has played a role in encouraging economic development of 
Indonesia. Japan's role in Indonesia's economy can be viewed from three aspects, including trade, 
investment and economic cooperation. In the field of international trade (export-import), Japan is Indonesia's 
largest trading partner. Similarly, investment, Japanese investors play the largest role in direct investment 
(foreign direct investment). Later, Japan also provided assistance in large numbers in the scheme of 
economic cooperation as an effort to encourage development in Indonesia. 

mailto:darman@binus.ac.id
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In international trade, Japan is the country's largest trading partner in terms of export-import of Indonesia. In 
the period 2006-2010, Indonesia's exports have an upward trend, while Indonesia's imports from Japan also 
increased at a higher level. Indonesia-Japan trade balance also continues to have a surplus, although the 
trend tends to decrease due to increased imports is greater than the increase in exports. Commodities 
traded between the two countries also vary according to comparative advantage and competitiveness of 
both countries. Japan imported commodities such as oil, liquefied natural gas, coal, mining, shrimp, pulp, 
textile and textile products, machinery, electrical equipment, and others. Meanwhile, Indonesia itself 
importing machinery and spare parts (spare parts), plastic and chemical products, steel, electrical 
equipment, electronic parts, transportation machinery, and auto parts. 
 
On the investment side, Japan's role in Indonesia's economy is no less important. Although the quantity of 
investment had declined as the economic crisis that hit Asia in 1997, Japan still has one of the most 
important among other countries to invest in Indonesia. Since 1967 to 2007, the number of Japanese direct 
investment in Indonesia is ranked first in Indonesia to 11.5% overall rate. Many Japanese companies are 
opening branches and operates in Indonesia.  
 
JETRO said that there were about 1000 Japanese companies operating in Indonesia.This certainly 
contributes to the reduction of unemployment in Indonesia because of the presence of Japanese companies 
in Indonesia would open up vast employment opportunities for human resources in the 
country. Furthermore, based on quotations obtained from BKPM, Japanese companies employ more than 
32 thousand workers of Indonesia. This makes Japan as the country's number 1 provider of employment in 
Indonesia.  
 
Based on data from Statistic of Foreign Direct Investment on Investment Activity Report (LKPM) According 
to the BKPM State published in 2010 and first quarter of 2011, Japan was ranked as the top three countries 
with an investment of U.S. $ 712.6 million and 323 projects (2010). Whereas, in the first quarter of 2011 has 
reached U.S. $ 345.2 million (almost half of the value of previous investments) and 78 projects. Although 
today Singapore is a country with the largest foreign investment in Indonesia, along with the value of 
Japanese investment in the United States is also quite significant. 
 
Not only that, Japan also plays an important role in promoting economic development in Indonesia. As a 
country that has a historical link with Indonesia, Japan has provided assistance to Indonesia, both loans and 
grants. Japan claims that Indonesia is the recipient of ODA / Official Development Assistance (development 
aid levels of government), the largest of Japan (based on the realization of net payments in 2005 was U.S. $ 
1.22 billion, ie + 17% of the total ODA provided Japan), based on data from the Embassy of Japan in 
Indonesia. 
 
METHODS 
 
In analyzing trade between Indonesia and Japan, the data obtained through library research from February 
28, s / d March 20 201. 
 
TRADE ISSUES 
 
Trade patterns are based on comparative advantage will lead to several problems: 

1. Small country (like Indonesia) will always be the price of the receiving State. This  led    to the 
country concerned will have upper market buyers and sellers of products export market for 
imported products 

2. The exporters of developing countries tend to export raw materials or agricultural products where 
demand is elastic 

3. Entrepreneurs in the country who are not protected by the international trade 
International trade will affect the least number of entrepreneurs in the country. They not only 
compete with existing businesses in the region, also compete with penguasaha from other 
countries. Quality or the quality or the price to determine whether they will still bias business 
entrepreneurs survive or not amid the onslaught of goods from abroad. Conditions they will 
certainly not very fair to the state-Nega was developing. Entrepreneurs who have gone out of 
business in developing countries with a bias onslaught of products with good quality and cheaper 
prices from abroad. 
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4. The existence of the new colonialism of developed countries 
International trade raises new invaders in the field of economics, technology and expertise. The 
consequence is that developing countries that do not have a better capacity will depend on the 
developed countries.  

 
BASIS OF THEORY 
 
A. Incidence Causes of International Trade 
 
There are some people who put forward the theory of the international trade  internasional figure included 
the Adam Smith and David Ricardo. Adam Smith put forward a theory called the Theory of Absolute 
Advantage (the theory of absolute advantage). According to this theory a country known to have an absolute 
advantage compared to other countries if the country can produce goods or services can not be produced 
elsewhere. For example, Indonesia producing liquefied natural gas. Japan has no natural gas sources, but is 
able to produce cars. Thus, there was a trade in goods between Indonesia and Japan. 
 
While David Ricardo put forward the theory of international trade in so-called Theory of Comparative 
Advantage (Theory of Comparative Advantage). According to David Ricardo's comparative advantage of a 
country if that country can produce goods or services with efficient and cheaper than other countries. 
 
For example, Indonesia and Japan state computer manufacturers. Japan is capable of producing computers 
at cheaper rates than Indonesia. Japan has a comparative advantage in producing computers compared to 
Indonesia. Indonesia will be more profitable if importing computers from Japan. International trade arising 
from 
 

1. Differences Production 
Each country has its natural wealth, capital, technology, and culture. Therefore, each country has 
produced different. There are countries that can produce an abundance of goods or services, while 
there are countries that lack production of goods or services but has the goods or services. 
Indonesia are many examples of agricultural produce, Korea and Japan produces a lot of electronic 
goods. 

 
2. Difference Price of Goods 

Price of goods in each country is different. The price difference is what drives the international 
trade. For example, computer prices in South Korea and Japan are cheaper than the price in 
Indonesia Indonesia to encourage people to buy these computers in Korea or Japan to be sold in 
Indonesia. They did trade for a profit as a result of the difference in selling price and purchase 
price. 

 
3. The existence of Desire to Improve Productivity 

Each state has a need for a wide variety of goods. But economically, each country is better just to 
produce some kinds of goods and international trade. With this specialization of each country 
productivity is higher. 

 
B. Theory of International Trade 
 
According to Amir MS, when compared with the implementation in domestic trade, international trade is very 
complicated and complex. The complexity is partly due to the political boundaries and the state that could 
hinder trade, such as the customs, tariff, or quota of imported goods. 
In addition, other difficulties arise because of differences in culture, language, currency, estimates and 
scales, and the law in the trade. 
 
Ricardian Model 
Ricardian model of comparative advantage and focus on perhaps the most important concepts in the theory 
of international trade. In a Ricardian models, countries specialize in producing what their best production. 
Unlike other models, the framework of this model predicts that countries will be fully specialized than 
producing various commodities. Also, the Ricardian models do not directly enter the supporting factors, such 
as the relative amounts of labor and capital in the country. 
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Heckscher-Ohlin Model 
Heckscgher-Ohlin model is created as an alternative to the Ricardian model of comparative advantage and 
the foundation. Putting aside the complexity of a much more complicated model does not prove a more 
accurate prediction. However, from a theoretical point of view of the model does not provide an elegant 
solution using the neoclassical price mechanism into international trade theory. 
This theory argues that the pattern of international trade is determined by the difference in the supporting 
factors. It predicts that countries will export goods that make intensive use of factors fulfilling the needs and 
will import goods that will use locally scarce factors intensively. Empirical problems with the model of Ho, 
known as Pradoks Leotief, which opened in empirical tests by Wassily Leontief who found that the United 
States are more likely to export labor intensive goods than has sufficient capital and so on. 
 
Specific Factors 
In this model, labor mobility between industries and the other one is probably when the capital does not 
move between industries in a short period. Specific factors refer to the specific provision that is in short-term 
factors of production, such as physical capital, are not easily transferable between industries. 
Mensugestikan theory if there is an increase in the price of an item, the owners of factors specific to the 
production of goods will be for the actual term. In addition, owners of opposing specific factors of production 
(such as labor and capital) tend to have opposite agendas when lobbying for controls over immigration of 
labor. The opposite relationship, the two owners of profits for investors and workers in fact form an increase 
in capital compliance. This model is ideal for specific industries. This model is suitable for understanding 
income distribution but not to determine the pattern of trade. 
 
Gravity Model 
Gravity model of trade presents a more empirical analysis of trading patterns rather than more theoretical 
model above. Gravity models, in its basic form, the trade guess based on the distance between the state 
and the interaction between countries in the size of its economy. This model mimics Newton's law of gravity 
which also takes into account the physical size and distance between two objects. This model has proven to 
be robust empirically by econometric analysis. Other factors such as income level, diplomatic relations, and 
trade policies are also included in the larger version of this model. 
 
C. International Trade Benefits 
 
According Sadono Sukirno, the benefits of international trade are as follows. 

a. Obtain the goods that can not be produced in their own country 
Many factors influence the differences in production in each country. Those factors include: 
condition of geography, climate, level of mastery of science and technology and others. With the 
existence of international trade, each country is able to meet the needs that are not domestically 
produced.  
 

b. Benefit from specialization. 
The primary reason is the foreign trade activities for a profit is realized by specialization. Although a 
country can produce a product the same kind as those produced by other countries, but they can 
sometimes be better if the country is importing goods from abroad. 
 

c. Expand markets and increase profits 
Sometimes, employers do not run the machines (production tools) to the maximum because they 
fear an over-production, which lead to lower prices of their products. With the existence of 
international trade, entrepreneurs can run the machines to the maximum, and sell the excess 
product out of the country. 
 

d. Transfer of modern technology 
Foreign trade allows a country to learn a more efficient production techniques and management 
methods are more modern. 
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D. Factors Driving 
 
Many factors are pushing the country to international trade, including the following: 

1. To meet the needs of domestic goods and services 
2. The desire to benefit and increase state revenues 
3. The big difference in the ability of the mastery of science and technology in the process of 

economic resources 
4. The excess of domestic products that need new markets to sell these products 
5. The difference in circumstances such as natural resources, climate, labor, culture, and a population 

that causes the difference in yields and production limitations. 
6. The existence of a good common sense. 
7. The desire to open cooperation, political relations and support from other countries. 
8. The era of globalization so that no one country in the world can live alone. 

 
E. International Trade Policy 
 

1. Tariff 
Rates were similar taxes imposed on imported goods. Specific rates (Specific Tariffs) imposed as a 

fixed load on the unit of the imported goods. For example, $ 6 for every barrel of oil). Tarifold valorem (od 
valorem Tariffs) is a tax imposed by a certain percentage of the value of imported goods (for example, 25 
percent tariff on imported cars). In both cases the impact of tariff increases the cost of shipping goods to a 
country. 

 
2. Export Subsidy 

Export subsidy is a payment of a certain amount to the company or individual that sells goods to 
other countries, such as tariffs, export subsidies can form specific (a specific value per unit of goods) or Od 
valorem (percentage of export value). If the government provides export subsidies, export the sender, the 
sender will export goods to the extent where the difference between domestic prices and foreign prices 
equal to the subsidy. The impact of export subsidies is to increase the price of exporting country in the 
importing country, while the price drops. 
 

3. Import Restrictions 
Import restrictions (import quotas) is a direct restriction on the number of items may be imported. 

These restrictions are usually enforced by giving licenses to some group of individuals or companies. For 
example, the United States to restrict imports of cheese. Only certain trading companies are allowed to 
import cheese, each given a quota for importing a certain amount each year, must not exceed a 
predetermined maximum amount. The amount of quota for each company based on the amount of cheese 
imported in previous years. 
 

4. Voluntary Export Restraints 
Other forms of import restrictions is a voluntary restraint (Voluntary Export Restraint), which is also 

known as voluntary control agreement (Voluntary Restraint Agreement = ERA). VER is a restriction (quota 
on trade imposed by the exporting country rather than importing. The best known example is the restrictions 
on auto exports to the United States conducted by Japan since 1981. VER is generally conducted at the 
request of the importing countries and exporting countries agreed to prevent other trade restrictions. VER 
has advantages that make it politically and legally become the preferred trade policy in recent years. But 
from an economic viewpoint, voluntary export controls exactly the same as the import quota where the 
licenses granted to foreign governments and therefore very costly to the importing country. 
VER is always more expensive for the importing countries compared with a tariff that limits imports by the 
same amount. The difference between what the government's tariff revenue to (rent) a foreign acquired in 
VER, VER, so obviously result in losses. 
 

5. Local Content Requirements. 
Requirements of local content (local content requirement) is a regulation that requires that certain 

parts of physical units, such as the U.S. oil import quota in 1960's. In other cases, the requirements specified 
in the value, which requires a certain minimum share price of the goods originated from domestic added 
value.  



 

International Conference BINUS | IMHA - 2012 6 

 

Local content provisions have been widely used by developing countries divert try the manufactur 
basis of the assembly to the processing of materials (intermediate goods). In the United States draft local 
content laws for motor vehicles made in 1982 but until now berlum enforced. 
 

6. Export Credit Subsidies. 
Export credit subsidies of this kind of export subsidies, it's just his form in which the subsidized loan 

to the buyer. United States as well as most states, has an a government agency, export-import bank 
(Export-import bank) which is directed to at least provide subsidized loans to help exports. 
 

7. Control of Government (National Procurement) 
Purchases by the government or companies are strictly regulated can be directed to goods 

produced in the country even though the goods are more expensive than imported. The classic example is 
the European telecommunications industry. European countries require essentially free trade with each 
other. However, the major buyers of equipment telekonumikasi are telephone companies in Europe and 
these companies are now owned by the government, domestic suppliers even if the supplier is wearing a 
higher price than other suppliers. The result is only slightly in European trade in communications equipment. 
 

8. Bureaucratic Barriers (Red Tape Barriers) 
Sometimes the government wants to restrict imports without doing it formally. Fortunately or 

unfortunately, so easy to convolve standard of health, safety, and customs procedures in such a way that it 
is a barrier to trade. The classic example is the French Government Decree of 1982 which requires all video 
cassette recorder through a small customs agency Poltiers effectively limiting the amount of relative realiasi 
up very little. 
 
Economic globalization is the life of an open global economy and knows no territorial boundaries, or 
territorial from region to region yanglain. Here the world is considered as a whole that all areas can be 
quickly and easily affordable. Inventory by the trade side and headed towards the liberalization of capitalism 
so that all people are free to try anywhere and anytime in this world. 
 
Economic globalization is a process of economic activity and trade, as countries around the world into an 
increasingly integrated market forces with state territorial borders unimpeded. The globalization of the 
economy requires the removal of all restrictions and barriers to capital flows of goods and services. 
 
ANALYSIS AND DISCUSSION 
 
A. Export Products Indonesia 

 
Currently there are 10 major export commodities, namely Indonesia 
1. Textiles and textile products (TPT), 
2. Electronics, 
3. Rubber and rubber products, 
4. Oil and oil products, 
5. Forest products, 
6. Footwear, 
7. Automotive, 
8. Shrimp, 
9. Cocoa, 
10. Coffee 

 
Besides the above there are 10 superior products, there are now 122 product innovations from Indonesia's 
export potential has met the four criteria are referred to as product innovation. These criteria are namely; 

1. Pure findings result, 
2. Human resources and material resources must exist in Indonesia, 
3. Has market potential and added value. 
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Indonesia's export products to Japan berupapa mining results include oil and gas, on the other hand, the 
goods are imported from Japan to Indonesia include: 

1. machinery and spare parts, 
2. plastics and chemical products, 
3. steel, 
4. electrical equipment, 
5. electronic spare parts, 
6. machinery, transport equipment and spare parts 

 
B. Product Import Indonesia 
 
Indonesian imports of consumer goods and raw materials and auxiliary materials material capital. Consumer 
goods are goods that are used to meet daily needs, like food, drinks, milk, butter, rice, and meat. raw 
materials and auxiliary materials are items needed for industrial activities either as a raw material or support 
material, such as paper, chemicals, pharmaceuticals and motor vehicles. Capital goods are goods that are 
used for working capital such as machinery, spare parts, computers, aircraft, and heavy equipment. 
Indonesia imported products in the form of agricultural products, among others, rice, wheat, soybeans and 
fruits. Indonesia imported products in the form of livestock products such as meat and milk. 
 
Important commodities imported from Indonesia Japan is al oil, liquefied natural gas, coal, mining, shrimp, 
pulp, textile and textile products, machinery, electrical equipment, etc.. 
Indonesia imported products in the form of the lan is the result of mining petroleum and gas, Indonesia 
imported products in the form of industrial goods include electronic goods, chemicals, vehicles. services in 
Indonesia to bring experts from abroad. 
In general, the exchange of goods and services between one country to another is done in other forms of 
cooperation: 
 

1. Bilateral Cooperation 
Bilateral cooperation is cooperation by both countries in exchange barangdan services. 

2. Regional Cooperation 
Regional cooperation is the cooperation that carried two or more countries that are in a particular 
area or region. 

3. Multilateral Cooperation 
Multilateral cooperation is the cooperation that carried by the two countries carried over from the 
whole world. 

 
C. Indonesia-Japan Trade Analysis 
 
Cooperation in the economic relationship between Japan and Indonesia have established more than half a 
century. During that time, Japan has played a role in encouraging economic development of Indonesia. 
Japan's role in Indonesia's economy can be viewed from three aspects, including trade, investment and 
economic cooperation. In the field of international trade (export-import), Japan is Indonesia's largest trading 
partner. Similarly, investment, Japanese investors play the largest role in direct investment (foreign direct 
investment). Later, Japan also provided assistance in large numbers in the scheme of economic cooperation 
as an effort to encourage development in Indonesia. 
 
In international trade, Japan is the country's largest trading partner in terms of export-import of Indonesia. In 
the period 2006-2010, Indonesia's exports have an upward trend, while Indonesia's imports from Japan also 
increased at a higher level. Indonesia-Japan trade balance also continues to have a surplus, although the 
trend tends to decrease due to increased imports is greater than the increase in exports. Commodities 
traded between the two countries also vary according to comparative advantage and competitiveness of 
both countries. Japan imported commodities such as oil, liquefied natural gas, coal, mining, shrimp, pulp, 
textile and textile products, machinery, electrical equipment, and others. Meanwhile, Indonesia itself 
importing machinery and spare parts (spare parts), plastic and chemical products, steel, electrical 
equipment, electronic parts, transportation machinery, and auto parts. 
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Table of Export-Import Indonesia and Japan 

 

DESCRIPTION 2006 2007 2008 2009 2010 TREND 
(%) 

Total  trade 27.247.896,7 30.159.470,7 42.871.871,4 28.418.459,2 42.747.614,4   8,78 

Migas   9.561.355,4 10.593.963,9 14.211.832,3   6.628.991,1   9.340.437,1 - 5,03 

Non Oil 17.686.541,3 19.565.506,8 28.660.039,1 21.789.468,1 33.407.177,4 14,79 

Exsport 21.732.123,0 23.632.796,8 27.743.856,2 18.574.730,4 25.781.813,6   1,01 

Migas   9.533.556,9 10.539.950 13.948.531,6   6.595.776,0   9.286.336,4  -5,08 

Non Oil 12.198.567,1 13.092.846,2 13.795.324,6 11.978.954,4 16.496.477,3   5,28 

Import   5.516.773,7   6.526.673,9 15.128.015,3   9.843.728,8 16.965.800,8 30,45 

Migas        27.799,5        54.013,3      263.300,7        33.215,0        55.100,7   9,22 

Non Oil   5.487.974,2 6.472.660,6 14.864.714,5   9.810.513,7 16.910.700,1 30,56 

N. 
Perdagangan 

16.216.349,3 17.106.123,0 12.615.840,9   8.731.001,7   8.816.012,9 -17,23 

Migas   9.505.756,4 10.485.937,3 13.685.230,9   6.562.561,0 9.230.235,7   -5,14 

Non oil   6.710.592,9   6.620.185,7 -1.069.390,0   2.168.440,7   -414.222,8    0,00 

Sources: Foreign Trade Statistics Indonesia 
 
From the table above the average of Indonesia's exports to Japan 23,493,064, and the average of 
Indonesia's import from Japan is 10,796,198. From an average of Indonesia's trade with Japan, the Japan 
Indonesia ahead of Japan. However, the trend of Japan's superior Indonesia (30, 45 to 1.01) 
Indonesia's trade balance against the Japanese at -17.23. This means that the trade deficit against Japan 
Indonesia 
 
E. Non-oil and gas Defisit Trade with Japan 
 
Trade deficit of non-oil and gas (oil) Indonesia-Japan is expected to continue for as long as the global crisis 
and the Japanese economy has not recovered after the earthquake and tsunami in March 2011. Satwiko 
Darmesto, Director of Distribution Statistics Central Bureau of Statistics, said the trade surplus Indonesia-
Japan more due to increased oil and gas exports due to damage to nuclear reactors in the country. 
 
Decline in Japan's export performance impact on the reduction of the value of trade between Indonesia and 
Japan. Japan expected to take 1.5 years to return to normal trading performance. "At present Japan imports 
more natural resources, especially gas from Indonesia because of its nuclear reactor destroyed," 
Performance of non-oil trade between Indonesia and Japan before the economic crisis of 2008 is still pretty 
good. Indonesia only takes 1.5 years to improve the performance of trading after declining in 2008, so that in 
December 2009 non-oil trade balance with Japan back to normal. "Indonesia's exports to Japan should be 
improved, but due to global trade as a whole down the export of Indonesia is also reduced," he said. 
 
Commerce Ministry data showed on 2007 non-oil trade balance Indonesia-Japan surplus of U.S. $ 6.62 
billion, but in 2008 a deficit of U.S. $ 1.07 billion. In 2009, non-oil trade balance between Indonesia and 
Japan returned a surplus of U.S. $ 2.17 billion. Since 2010, non-oil trade balance between Indonesia and 
Japan is still a deficit. Throughout January-November 2010, the non-oil deficit Indonesia-Japan reached U.S. 
$ 0.55 billion. While in the same period 2011, non-oil deficit reached U.S. $ 0.69 billion. 
 
Indonesia imports also increases with the growth of domestic industry. So far, imports from Japan more in 
the form of auxiliary materials and capital goods which are then reprocessed for export. Nurul Nurbaiti Eti, an 
analyst at PT BNI Tbk (BBNI), said the deficit in non-oil trade balance between Indonesia and Japan will 
continue through the next few years due to a shift in export destinations of Indonesia from Japan to China's 
large population. Central Bureau of Statistics data showed Indonesia's non-oil exports to China in November 
2011 reached U.S. $ 2.31 billion, Japan U.S. $ 1.57 billion, and the United States U.S. $ 1.18 billion. 
Contribution of the three countries reached 36.83% of total non-oil exports amounted to U.S. $ 13.74 billion. 
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In addition to shifting the country of destination, exports to Japan also decreased due to the condition of the 
country's stagnant economy and natural disasters that destroy the industry. The decline in exports is also 
due to the exporting countries, namely Thailand Japanese components affected by flooding, so that further 
complicate the performance of Japanese companies. 
 
Indonesian oil and gas exports to Japan will continue to rise because both products are needed for 
economic recovery. Indonesia imports from Japan also continues to increase because most of the domestic 
industry is heavily dependent on imports of capital goods and helper. 
 
Latif Adam, Economic Research Institute for Sciences of Indonesia, said the decline in non-oil exports 
Indonesia to Japan in the past year as the country's economy has not recovered after the earthquake and 
tsunami. This leads to decreased performance of Japanese industry that demand for Indonesian products 
decreased significantly. 
 
However, in the process of reconstruction, Japan needs a lot of gas so that the demand for this material will 
increase. Reconstruction of Japan which was originally estimated to be completed four months after the 
disaster was slow because of some issues such as leadership succession. In addition to gas, the issue of 
transfer of resources from enegi nuclear to coal also has the potential to increase exports of Indonesia, 
thereby potentially increasing trade surplus. 
 
Telisa Falianty Aulia, Economist Macro Economic Specialist EC-Think, the trend estimate of non-oil trade 
deficit Indonesia-Japan which have occurred in recent years still to come this year in line with the weakening 
global economic trade. Indonesia imports from Japan is predicted to remain high because many domestic 
industries requiring raw materials and auxiliary materials.Import growth is in line with economic growth and 
domestic industry. While Indonesia's oil and gas exports are expected to continue to rise because Japan's 
oil demand is high enough after the destruction of a nuclear reactor. 
 
On the investment side, Japan's role in Indonesia's economy is no less important. Although the quantity of 
investment had declined as the economic crisis that hit Asia in 1997, Japan still has one of the most 
important among other countries to invest in Indonesia. Since 1967 to 2007, the number of Japanese direct 
investment in Indonesia is ranked first in Indonesia to 11.5% overall rate. Many Japanese companies are 
opening branches and operates in Indonesia. JETRO said that there were about 1000 Japanese companies 
operating in Indonesia. This certainly contributes to the reduction of unemployment in Indonesia because of 
the presence of Japanese companies in Indonesia would open up vast employment opportunities for human 
resources in the country. Furthermore, based on quotations obtained from BKPM, Japanese companies 
employ more than 32 thousand workers of Indonesia. This makes Japan as the country's number 1 provider 
of employment in Indonesia. 
 
Based on data from Statistic of Foreign Direct Investment on Investment Activity Report (LKPM) According 
to the BKPM State published in 2010 and first quarter of 2011, Japan was ranked as the top three countries 
with an investment of U.S. $ 712.6 million and 323 projects (2010). Whereas, in the first quarter of 2011 has 
reached U.S. $ 345.2 million (almost half of the value of previous investments) and 78 projects. Although 
today Singapore is a country with the largest foreign investment in Indonesia, along with the value of 
Japanese investment in the United States is also quite significant. 
Not only that, Japan also plays an important role in promoting economic development in Indonesia. As a 
country that has a historical link with Indonesia, Japan has provided assistance to Indonesia, both loans and 
grants. Japan claims that Indonesia is the recipient of ODA / Official Development Assistance (development 
aid levels of government), the largest of Japan (based on the realization of net payments in 2005 was U.S. $ 
1.22 billion, ie + 17% of the total ODA provided Japan), based on data from the Embassy of Japan in 
Indonesia. 
 
Furthermore, given the important role of Japan in the domestic economy, investment forum was formed with 
high-level public-private between Japan and Indonesia. In addition, to further enhance economic cooperation 
between Japan and Indonesia, Economic Partnership Agreement (EPA) officially approved by the President 
and former Prime Minister of Japan, Mr.Abe on August 20, 2007. EPA enforcement of the start to be 
implemented on July 1, 2008, is expected to further increase the enhancement of trade and investment 
between the two countries will surely reap many benefits to the economy of Indonesia. 
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D.Market Opportunities 
  
As one of the commodities that are needed by the public mainly as a spice and medicine-traditional Abatan 
the ginger has a pretty good marketing prospects to be developed. Moreover, today has become one of the 
ginger export commodities where demand is high the price is quite high compared to the cost of production. 
Constraints encountered by exporters is the supply of ginger production centers is inadequate compared to 
the orders received. The countries of export destination is the Amerikan Serikar, Netherlands, United Arab 
Emirates, Pakistan, Japan, Hong Kong. Even Hong Kong who did not develop as well have been exporting 
candied ginger ginger ginger processed from imported from Indonesia. 
 
Three types of ginger is ginger and white prospective large (elephant ginger), ginger and white small red 
ginger. Among the three kinds of ginger, ginger gajahlah who have the greatest demand, both domestically 
and abroad. Data export ginger Indonesia rose an average of 32.75% per year. While the market share of 
world markets ginger Indonesia 0.8%, mean export opportunities ginger Indonesia Indonesia still has the 
potential to export shares. 
 
In the development of medicinal plants in the future is very bright in terms of the various contributing factor. 
Among the following contributing factors: the availability of natural resources, Indonesia's second largest 
biodiversity in the world, the history of traditional medicine that has been long known by the ancestors of 
Indonesia. Indonesia has a wealth, natural resources are abundant. Rather than be used to develop the 
industry in the country, instead they were exported to many neighboring countries. As a result, the 
competitiveness of non-oil industry is low and Indonesia can not enjoy the benefits of free trade cooperation 
as TPP which will soon be established in the Trans-Pacific 
 
 
E. Investment 
 
Private direct investment from Japan to Indonesia are declining in relation to the economic stagnation 
experienced by Indonesia caused by the economic crisis that hit Asia in 1997, has not yet fully recovered, 
but Japan still occupies an important position among the countries that invest in Indonesia. The amount of 
foreign direct investment in Indonesia from 1967 to 2007, Japan occupied the first place 
with 11.5% in kesuluruhannya numbers. 
 
There are about 1000 Japanese companies operating in Indonesia (source:JETRO). These 
companies employ more than 32 thousand Indonesian workerswho make Japan as the country's number 
1 provider of employment in Indonesia (source: BKPM). 
 
F. Indonesia-Japan Trade Balance 
 
Japan is the country's largest export destination after China. If by September 2011 Indonesia's exports to 
China reached 14.90 billion U.S. dollars, exports to Japan amounting to 13.63 billion U.S. dollars. 
Meanwhile, exports to the United States itself is ranked third with a value of about 11.84 billion U.S. dollars. 
Exports in August reached a value of about USD 22.99 billion, consisting of oil and gas exports worth about 
USD 11:06 billion and non-oil exports worth about USD 11.93 billion. 
 
In terms of imports reached about USD 12.13 billion, with oil imports valued at USD 30.67 million and non-oil 
imports valued at USD 12.10 billion. 
Although the trade balance deficit of U.S. $ 165.8 million, but the overall balance of trade between Indonesia 
and Japan's surplus of about USD 10.86 billion surplus due to high oil and gas exports and imports 
amounting to about USD 11.03 billion. 
 
CONCLUSION 
 

 International trade of a dilemma, international trade meamang have benefits on the one hand, but has 
the disadvantage of the other side. The purpose of international trade itself is mutually meet the needs 
of each country. If the goal they will not olehtujuan political interference, serti entrepreneurs from other 
countries, then international trade is really perceived benefits. To that end, no matter how the 
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international trade practice with no bias if not unattended. International trade practices must be 
monitored so that no foul play. 

 The composition of exports of Indonesia at this time will only be profitable in the short to medium term 
only, whereas in the long run is detrimental. Today Indonesia's exports rely on the superiority or natural 
monopoly. While non-oil exports Indonesia always in a weak position. 
 

 At least there are two things that the government should be prepared to face global economic 
cooperation, namely: First, prepare the industry sectors that have high competitiveness. Development of 
mining commodity processing industry (smelters) need to be accelerated by providing convenience and 
fiscal incentives. With the expected exports through processing komodiats superior because of the mini 
style will provide a high added value. Second, improve the competitiveness of non-oil products that can 
be achieved by eliminating the competitiveness of various inhibitors. Lots of inhibiting the 
competitiveness of businesses in Indonesia, including the most important is the problem of electricity 
and gas supply to the domestic industry. Indonesia has a wealth of natural resources are abundant. 
Rather than be used to develop the industry in the country, instead they were exported to many 
neighboring countries. As a result, the competitiveness of non-oil industry is low and Indonesia can not 
enjoy the benefits of free trade cooperation as TPP will soon be established in the Trans-Pacific 
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ABSTRACT 
 
The research objective of this research is to analyze and find weakness in information system production 
process on the ASM Corporate, then the proposed information system is a new production process, in order 
to assist management in making decisions. The research methodology used in the writing of this research is 
a biography covers research methodology, research methodology of observational and interviews, analysis 
methodology, and system design methodologies. The result obtained are expected to provide facilities for 
companies in calculating production cost and the cost of production. The conclusion that can be taken is to 
help ASM to produce data processing in report required by management.  

 
Key words:  Analysis, Design, Production Process Information Systems   
 
INTRODUCTION 
 
Production systems are becoming more and more information intensive activities. Production management 
is faced with new challenges systems planning. However, production systems are not all alike. Each system 
presents different information implications for system selection and operation (Boggs,2008). 
 
Productivity is determined by many things, such as management style, technological used, input and output 
side and so on. So, the larges the company the better the productivity inficates that the larger company (1) 
has a better management, (2) has better technology, (3) has ability to provide the input reguired 
continuously, (4) has accessibility to the market (Sobarsa Kosasih,2010). 
 
The production has a reciprocal rapport very closely with the technology. "Today, to improve productivity in 
manufacturing, one has a large variety of improvement programmer at one's disposal, Zero defects, value 
analysis, just-in-time, manufacturing lead time reduction are just a few of a long list of potential action 
programmers (De Meyer and Kasra Ferdows,). Production needs to operate with lower costs, improve 
quality and productivity and creating a new products has become a driving force for technological 
breakthroughs and new discoveries. 
  
One of the functions in the production of great importance is the calculation of the cost of production, 
accuracy of reporting the cost of production is an indispensable basis for controlling and decision 
making. "Argues That a proper costing system is an Important Part of Establishing a productivity 
measurement and control system and is the basis of effective planning and decision making 
(Sedgewick,2009). 
 
Quick, accurate and complete information is highly required for supporting Strategically impact decision 
making in a company is an order to Reduced the decision cycle and to minimize the loss. For that purpose, 

mailto:henny@binus.edu
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always Propose, Design and Implement  hierarchical Multi-Agent-based Information Fusion for Decision 
Making Support System (MAIFS-DMS) (Wahyudi. S & Suwandi.A,2007). 
 
ASM Corporate is a company engaged in the production of bread, and pastries to the main production. ASM 
Corporate still using manual systems, therefore there are many errors in the calculation of production costs 
or the cost of production calculation. Therefore we are interested to lift the title of research "Analysis and 
Design of Information Systems Production Process on ASM Corporate. 
 
Formulation of research problems are:   

1. The Absence of Reports Cost Production and Production Cost Report. 
2. The absence of the supporting documents Warrant Work, Production Planning, Demand Letter 

Printing, Painting Demand Letter, the Letter Request Combustion, Packaging Demand Letter. 
3. Form or Report was made and filled in manually like (Production orders verbally, Report of 

Production and Raw Materials Demand Letter noted in a piece of paper, form LBP, LHPP, Card 
Stock material and Raw Materials Cakes entered manually). 

 
The purpose of writing this research is follows as :   

1. Analyze the production process to be used as study materials in the design of new systems. 
2. Identify the needs of the system in order to improve the weaknesses and deficiencies that the 

system is running. 
3. Designing the proposed production of a computerized information system using the methods of Full 

Costing in accordance with company requirements. 

 
General Guidelines 

In the framework of the preparation of this research, data collection is done by several methods as 
follows: 

1. Library studies 
The methodology is done by reading, learning theories related to the topic that we take the 
production process, and cited literature sources that support the preparation of this research. 

2. Data Collection Method 

a. Interview 
Conduct question and answer to the relevant parties such as leadership or party responsible 
management in part to get the information required in the study. 

b. Observations 
Direct observation of activities in every part of the field associated with the system under study. 

3. Method of Analysis 

a. This method is done by analysis of the system is running 
             At this stage of the research on the ASM Corporate the system is running on the company 

b. Identification of the required system 
After obtaining the necessary data then do the analysis and identification of weaknesses 
encountered in running the system and specify the information still cannot run properly and to 
determine the information needs of the new system. 

4. The design method 
In this study, the design methods used are: 
a) UML Activity Diagram, b) UML Class Diagram; c) Use Case Diagram; d) Draft Database;  
e) The design of Display Screen (User Interface) f) The design screen; g) The draft report; h) 
Navigation Diagram; i) Matrix Data Processing; j) Report Distribution Matrix) Access Level Matrix 

 
Definition of Accounting Information Systems 

 
According to Jones & Rama (2006, p13), "Accounting information system is a subsystem of a Management 
Information System (MIS) That provides accounting and financial information as well as other information in 
the routine obtained processing of accounting transactions", the translation is: Accounting Information 
System is a subsystem of Management Information Systems (MIS) which provides accounting and financial 
information as well as other information obtained in the routine processing of accounting transactions. 

 
Definition of Manufacturing Information System 
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Manufacturing Information System is a system of manufacturing involves the integration and coordination of 
multiple workstations and automatic or manual, and coordinate resources (human, computer) to provide 
information for management decisions. 
 
 
DISCUSSION 
 
Overview Activity Diagram 
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CONCLUSIONS AND RECOMMENDATIONS 
 
Conclusion 
Based on the discussion and Production Process Design of Information Systems at ASM Corporate, it can 
be concluded as follows: 

1. The application of computerized systems can streamline and streamline production activities 
undertaken by ASM Corporate so companies save time in the process and optimizing the 
production process to obtain maximum results. 

2. By using a computerized system, can reduce the risk - the risk of harm to the company, such as 
loss of data and human error. With a computerized system that will facilitate the search has data if 
a problem occurs. 

3. With the creation form using a computer, this will facilitate the company in making the forms, saving 
time and reducing the risk of data errors. 

4. Report on Costs of Production and Production Cost Report can assist company management in 
making decisions, and create a production budget for the next period, and appropriate pricing. 

5. Cake Making Analysis Report facilitates the management to find out which products are most 
widely produced, so that companies can take the right decision. 

6. The use of a database for data storage and access restrictions to the use of passwords for each 
user associated with the system will maintain data confidentiality is maintained. 

 
Recommendations  

1. Necessary to control of the ASM Corporate in the perfecting the system of production cost 
calculations using the method Full Costing to fit the development and policies.  

2. Necessary to the maintenance and development of the system ASM Corporate accordance with the 
development of information technology, so as to achieve optimal results at present and the future.  

3. Implementation of applications designed to ASM Corporate should be done as soon as possible, 
this is to facilitate the running ASM Corporate production process, so as to achieve optimal 
production results.  

4. To evaluate the system periodically to monitor the progress of the system during the system 
running and the changes will be needed.  

5. Identifying risks  that can occur in the application in the present and future so the company can 
prevent of minimize the possible risks that may occur, which could be damage corporate data.  

6. In order to optimize the performance of the company, the company should also implement a 
computerized system not only in the areas of production, but also the field- a field that support the 
company’s performance.  
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ABSTRACT 

 
The effect of human living to the environment certainly must be first thought based on every business 
decision taking especially to anticipate global warming which tend to be common in the latest development 
with so many hi-tech industries.  These would causes an increasing natural resources consumption and 
decreasing environment supporting capability to withstand industrial dump and environment pollution. 
Increasing industrial sector not merely causes to the economic development but also to the natural balance. 
Based to the above problems some treatments to avoid pollution moreover to the industrial and scientific 
sciences. Therefore, the problem tried to be solving by knowing the biggest pollutant contributor to the 
nature and try to avoid the industry pollutant by concept green industry. 
 
 
Keyword : Entrepreneurship, green industry, sustaining economic rural. 
 
 
INTRODUCTION 
 
The effect of human living to the environment certainly must be first thought based on every business 
decision taking especially to anticipate global warming which tend to be common in the latest development 
with so many hi-tech industries.  These would causes an increasing natural resources consumption and 
decreasing environment supporting capability to withstand industrial dump and environment pollution. 
Increasing industrial sector not merely causes to the economical development but also to the natural 
balance. Based to the above problems some treatments to avoid pollution moreover to the industrial and 
scientific sciences. Therefore, the problem tried to be solving by knowing the biggest pollutant contributor to 
the nature and try to avoid the industry pollutant by concept green industry. 
 
The strategy to decrease the environmental pollutant effect certainly increasing industrial cost. But followed 
with a certain profit such as optimalisation of energy and material consumed (De Mendoca., 2001). These 
thought be a based the green industry since the year 1990 for all over the world. Since that time, 
environment policy makes to be stricter, one of them used with international standard such as ISO 
certification 14000. While since that time developed a green product, which in some countries called as 
ecolabelling (North. 1992). On the year, 1994 tried to define a sustainable consumption with a local wisdom 
and supported by 50 countries called UNIDO (United Nation Industrial Development Organization) as a 
cleaner production centers and programs worldwide. The agreement develop better and since the year 2000 
declared Green industry Initiative at Rio De Jenero and on the year 2012 continued with Daha conference 
organized by UNCTAD ( United Nation Conference on Trade and Development) for XIII and the next on the 
year 2016 at Rio de Jenero. 
 
The concept of green industry followed with seven main issues, such as income and sustainable business, 
competitive and sustainable business, innovative and value added, natural resources, mitigation and 
adaptation to climates changes, environmental management and chemical industrial safety. The seven 
points above becoming standard criterions for industry, means every industrial men must always 
environment thought on their steps, from the raw material must be nature suitable orientation followed with 
advance industry, which also green. The green means, all product material could be resorb by nature by 
other means would not be a pollutant. Certainly, the government must also support this go green issue 
(Berkel, 2011). 
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According to Petranto (2011) the green industry concept would be continued discussed on the year 2016 at 
Rio de Jenero with the theme green economy in the context sustainable development and poverty 
eradication and institutional frameworks for sustainable development. While the main problems were 
sustainable development, increasing capacity and technical transfer. Based to green industry issue, 
Indonesian contingent brought the concept with six main problems, such as increasing competition value, 
decreasing emition gas, sustainable environment, opening work opportunity, increasing prosperity and 
involving to the stakeholders. 
 
To reach environment safety certainly be supported with increasing common people knowledge and 
designed strategy to develop a certain innovation product with natural accepted, without any negative effect 
to surrounding environment. Certainly, the consumer as user be a in separated factor in production chains, 
since the consumer was a last target in making a certain product. So, if consumer knows the important 
meaning of environment suitable product at least the product accepted to be sold. 
Certainly every product have a certain effect to environment, if accumulated would have a significant means 
to gave effect. The author would try to show UMKM (Micro and Middle Entrepreneurship Company) as 
special study, as known in Indonesia have 48.93 million UMKM at the year 2010 (source BPS, 2011), in the 
job force meaning the UMKM could absorb 85.416.493 workers or 96.18% job field. The main role of UMKM 
seem very interesting in increasing common people income, beside that the UMKM sustainable in facing the 
economical crisis. So that the development of UMKM thought as concrete and positive steps in increasing 
prosperity. At Yogyakarta Special Province, (DIY) most of entrepreneurship companies were UMKM (82%) 
with the micro industrial unit 331.221 units. While the amount of UMKM at DIY based on economic census 
totally 402.496 units (source, BPS 2007). 
 
The UMKM potency based to the statistical data means very significant in supporting people economy 
(Reksoprajo, 2011) specially at Yogyakarta Special Province, or commonly in Indonesia. The appearance of 
UMKM has a very important in global meaning, such as national economical sectors, giving a significant job 
field and strengthens a national industry. However, the reality, the UKM could not withstand compete with 
big industry, since UKM still not used contemporary issued as a way to win in this market share. Expected, 
the UKM could make synergy with green industry as government strategy as main issue. This could be seen 
in the lowest UMKM participation in environment treatment. So, to compete on this situation, the UMKM 
must develop a green product whether in its raw material or in its last product. Ulrich (2001) shown that the 
successful product was have certain satisfaction to its consumer perception which tend to be green 
consumer. 
 
The green product expected could be durable and sustainable and attractive to the consumers. There were 
six characteristic to be more sustainable, such as consumer satisfaction, ecology and social focus (dual 
focus), life cycle orientation, have a significant improvement to the social and ecology needs, have a 
continuous improvement, and have a competing offers to social and environment (Budiharti, 2011; Hasan, 
2011). 
 
One of the potential UMKM at Yogyakarta was Abon Nabati (vegetable slices snack) made by rural people 
at Giwangan village (Umbulharjo distrct,Yogyakarta). The Abon nabati made from slices kluwih (a kindly 
tropical fruits with have coarse fibre, used as side-dish with life cycle orientation raw material, cheap price. 
These abon nabati UMKM could sustain bread tree along Gajah Wong riverbank, and conform with the 
principle to green industry. The Abon Nabati product innovation whether could be as value added from bread 
tree which former have not any economics value to be have significant economics value and could make 
green to the sustainable environment. The profitable effect could increase food supply and decreasing 
mitigation and health living environment. Certainly the purpose to be green not without any obstacle, since 
how to satisfy the UMKM stakeholders must be many thing treated better.  
 
The problems 
The development of Abon Nabati innovation as food with life cycle orientation and for the successful UMKM, 
still have other problems, such as: 

1. Minimally of UMKM followers understanding to behave green attitude, such as how not pollute their 
environment and feeling how to be their industry sustainable. 

2. Minimally understanding to common people about how to treat Abon Nabati raw material. 
3. Policy towards green economy sustainable. 

Based to the above problems, it must be studied the literature and others to solve the problems. 
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Potency 
The Giwangan village, Umbulharjo District, Yogyakarta, DIY have a potency data, as follow : 
 Areal resource, include with : 
a).  Areal wide                                    :  0.88 km

2 

b).
 
Residence areal                           :  0.06 km

2 

c). Office areal                                    :  0.02 km
2 

d). General facilties                            :  0.21 km
2 

e). Yards                                            :  0.04 km
2
                     

f). Others (Gajah Wong riverbank)     :  0.11 km
2 

 
The difference between some areal used for human living, office, general facilities (0.44 km

2
) used as 

agricultural land, these land could very potential used as agrobisnis abon nabati, as solution to help poverty 
people with economics green industry at Gajah Wong riverbank. 
 
The population of Giwangan village, Umbulharjo district, Yogyakarta city ,DIY were 6.432 persons. Most 
commonly they work as peasant, while on their sphere times works as silver arts shop (the shop include with 
silver, bronze, and gold), food industry, garment, amount 931 persons or 14% of the total population at 
Giwangan village. From statistical data, shown amount 341 persons or 5% population work as merchant. 
Furthermore, 114 peoples or 2% works as entrepreneur (owner of agricultural land and art shop). While for 
the government workers or as police and military about 400 persons or about 0.67%. From the composition 
above seems the entrepreneur personal more dominated compare others for population at Giwangan 
village. 
 
The economical institution with food industry sectors were five groups with the workers amount 25 persons, 
the art shop industry have six groups with the amount workers 38 persons. Garment industry consist two 
units with the amount workers 8 persons. Carpenters 3 units with the amount workers 18 persons. Some 
potency to allocate the location activity policy such as : 
 

1. The people as human resources (commonly people have entrepreneurship talent as known they 
work on many industrial activities (garment, arts shop and food industries). Some people also work 
at meat abon, so by changing its raw material to be abon nabati (vegetable abon), they have 
special need skill for that job although in limited meanings. 

2. The location close to Gajah Wong riverbank with many breadtree. The bread tree (pohon kluwih) 
growths at Mrican kampong, Giwangan village, located at east riverbank but still not optimally 
cultivated seem loose and untreated. Meanwhile the bread tree could be as abrasion support soil at 
riverbank. 

3. Location close to bus terminal, so easy to reach transportation (as Yogya special snack for 
luggage) to consumer inner or outer of Yogya city. 

 
DISCUSSION 
 
Based to problems above must be solved to help UMKM personals could have important understanding in 
green industry, such as told by Petranto (2011) in a national seminar about green industry with economics 
sustainable, they declared that green industry for initiative consist of 7 (seven) main points, such as: first, 
implementation of government policy, second growing and develop the entrepreneurship environment with 
have infestation conducive. Third, used with renewable energy. Fourth efficient energy implementation. Fifth, 
supported with research and development (R&D). Sixth, infestation and allocation in manufacture industry. 
Seventh, accurate and intensive communication strategy. The declaration continued at Manila, resulted with 
declaration and framework for action on green industry consist of three main components. First decreasing 
carbon dioxide emition and resources intensity. Second, reviewed and implementation evaluation for action 
mainframe. Third, policy and institution frame. 
 
To understand the above declaration, really to be more actual if the main stakeholders on economics and 
manufacture involved to be understand to thing twice and have green attitude. Really the UMKM in 
Indonesia have  a big potency to absorb job force, but meanwhile until nowadays the condition still need 
under continuous counseling. 
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Why they always need counsel to be green industry, as known the important roles could absorb job field for 
UMKM amount 85.416.439 personal or 96.18% job force. Second, the powerless condition (weak in capital 
and capital infestation), powerless in human resources, powerless in technology or information access, 
powerless in market, market access. Third, the amount seem so great with the very spacious location and 
heterogenic back ground (such as entrepreneurship type, education back ground, skill etc.) 
 
The lower understanding for local people to treat the bread tree as raw material for abon nabati (vegetable 
abon). The local people especially who lived at Gajah Wong riverbank seem have neglected attitude to 
bread tree since they feel could not optimal used. But if they know how to make abon nabati as side disk 
product or snack with have high economics value and cheap price, would have increasing their potency to 
UMKM cultivate professional and lastly increasing their prosperity. The need for raw material in making abon 
nabati caused withstanding bread tree better, and followed with sustaining the ecosystem along the 
riverbank with green industry understanding. 
 
The phenomenon actually sill known in their attitude such as unhealthy industry, used steroform or plastic as 
wrapped material, using fabric tint, and also additive materials. This must be strictly not allowed since they 
not understand how to built consumer satisfy and loyalty (Robbin, 2007). 
The green industry issue nowadays becoming government policy with continuously discussing by seminars 
about green industry, at UNIDO, RIO + 20 lastly found a concept formula for green industry in Indonesia. 
The concept submitted by Petranto (2012) include with how to increasing competition potency, decreasing 
exhaust gas, sustaining live cycle, opening of job field, decreasing poverty and lastly involving some other 
parts. 
 
The Asia Pacific Economics Cooperation (2011) declared why green SME’S is important, since (Dhewanthi, 
2011): first, have a reason to protect living environment, Indonesian have a commit to decrease exhaust gas 
26% on the year 2020, and expected to be 41% by international support. Secondly, based to green economy 
concept such as pro growth, pro job and pro poor. Thirdly, involve in participation on climate change, energy 
security and lean development. The basic policy on green SME’S consist of promoting cleaner product, 
promoting renewable energy on green for SME’S , industry policy on green industry, recognition on green 
industry, and public campaign on green product. 
 
By the above concept, the one of the UMKM policy was cleaner product since it have healthy environment 
concept. The best way used by people at Gajah Wong riverbank were innovation on Abon Nabati (green 
abon). The abon nabati (vegetable abon) have some better points to support green industry : 

1. The abon nabati was Indonesian special food made from kluwih as raw material, with the tree 
grown along riverbank (without  any chemical fertilizer) and cooked without any preservative 
ingredient. 

2. Abon nabati as innovation product, used as alternative for making abon formerly made from meat 
change to vegetable raw material made from kluwih, which former not have economics value 
nowadays with added value. 

3. The abon nabati as side dish alternative/snack have a high fibers contents, the fibers very 
important for intestine, and also as supplement for vegetarian persons, with high nutritious content 
with similar to the meat abon. 

 
The abon nabati management certainly could help the poor for people along Gajah Wong riverbank, since 
the raw material cheapest and easy to looked for, but after processed have a competitive sold value. 
Commentary from the common people was very good especially from vegetarian. To make abon nabati 
have a high nutrition value, it must be mix with red beans. With the growing times the need for abon nabati 
seem increasing, certainly it also increasing with supply for raw materials. However, the people 
understanding to plant bread tree seem lower, so the solution were: 

1. Counseling from government used scientist teaching: 
To grow people understanding in planting and cultivation of bread tree (kluwih tree) seem rather 
difficult, but must continue tried. Formerly people counseled about the important of how to sustain 
environment living, especially for people at riverbank, the important to make our city green, the 
important entrepreneurship and lastly how to grow agricultural industry with environmental 
discipline. In this condition, the role of academician are very important. 

2. Counseling by Agricultural Office 
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The role from agricultural office was significant to grow and continue abon nabati industry, 
especially in counseling people for planting kluwih tree at riverbank or on their cultivation land. 
Since people known better about economical value for kluwih tree, they would attractive to plant 
further. The agricultural office role were distribute the seed and counseling effort for people. 

3. Guiding from Industrial and Cooperation Office. 
The role of this office were very important to continue the industry, the people guided how to plant 
as natural as they and from dept of agriculture, the further step was how to wrap the product, how 
to ,patented and sold the product this is the the role of Disperindagkop. 

4. The guiding from BLH 
The role of BLH (Environmental Living Body) has a strategic to operate relating people  the 
realization operational program from Environmental Living. These role was watching the tools 
donated, especially production tools and its marketing, also its realization. 

According to Petranto (2011) there were six min points to green industry as describe follow : 
1. Increasing competitive value 

One of the green industry reason was how the UMKM capable to increase its competitive value in 
winning the competition. The Abon Nabati, as innovation product, certainly must have a competitive 
value with other abon, from its raw material, product, wrapping, cost, nutrition value and its cooking 
process. 
The abon nabati product have a certain competitive value since this product was suitably for 
vegetarian, old people since they must avoid meat meals, and since it made from vegetable 
certainly very good for the health, have a high fiber contents suitable for intestine, have a high 
nutritious value and have a role in balance environment. If seen from the product cost still 
reachable Rp 80.000 /kg, far lowest than meat abon with the cost Rp 200.000/kg. Certainly, to 
increasing its competitive value must be support with increasing production system, especially its 
raw material could be dried to support stable raw material supply. Beside that in relationship with 
wrapping product which commonly using plastic, certainly this was not environment orientation. 
People used this wrapped material, since very difficult to look for wrapping material which could 
stabilized to the product quality. This wrapping materials must becoming a notification from 
government office. 

2. Decreasing the exhaust gas 
The high the need for abon nabati raw material (buah kluwih), would be relate with the effort to 
keep bread tree still alive, ans automatically helping in oxygen supply for the environmental, and at 
last  with the bread tree (kluwih tree) would decrease exhaust gas realized. Moreover in the future 
step would be tried to cultivate the kluwih tree to sustain its raw materials. 

3. The keeping living environmental healthy 
The vegetable raw material from kluwih fruit, which nowadays rather rare, since it thought have a 
lower benefit, but with the high supply need the kluwih tree be cultivated, and this caused go green 
to environment. The kluwih tree was good planted along the riverbank since its roots could suspend 
abrasion on riverbank. So the abon nabati production could support in keeping the environmental 
green. 

4. Opening the job field 
For the first time the abon nabati production caused from people need since the earthquake on the 
year 2006, they loosed their houses and other property. By making abon, they could support their 
economics self help especially for those who lived at riverbank. The production of abon nabati 
followed with climber personal (as raw material supplier), production persons, and seller. Nowadays 
there were five groups abon nabati production, each have five until ten personals as their workers 
or totally 37 persons. If these group growing widely, certainly could absorb some addition workers, 
so as job chance and industrial chances. 

5. Decreasing Poverty  
The abon nabati production as green product inspired many peoples to increase the family 
economic force. By take advantage of kluwih fruit which formerly unused and thrown out as trash, 
nowadays-local people could treat this product to make abon nabati, and poor people could sold 
this for merchandize things. The processing of raw material which very easy to allocate support the 
entrepreneurship of local people growing better since it have economical significant production, and 
could be alternative side dish with high fibers content and very nutritious but have green character. 

6. The involvement of other institutions 
The role and involvement of stakeholders seem very important to support this abon nabati 
production, whether from its regulation, infestation, marketing, management and production. 
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Certainly the government office relating with its specialization must be continue and not sporadic 
only, since the weak of UMKM management still sporadic until nowadays, and could not reach the 
real reasons. People have an idea and this idea would be grown better if supported with guidance 
and counseled also from the education institution. In develop abon nabati production must be 
involved with agricultural faculty especially with food processing program, department of health, 
MUI as authority of Halal labels for food industry product and UKM, these institution also with 
continue guidance. By this way believed that micro and middle entrepreneurship would support 
their growing bigger. 

 
 
CONCLUSION AND RECOMMENDATION 
 
Conclusion 
 
Believing that the bigger UMKM potency for  resorption job force amount 85.416.493 persons. But its weak 
condition certainly must support to grow, guided and counseled to reach the successful point. By relationship 
the stakeholder UMKM, resources from academic or university, and from other policy marker to reach the 
green industry reason. These understanding   would become advantage for overall stakeholders, such as 
competitive value, decreasing exhaust gas, keeping living environment green, absorbing job force,  and 
decreasing poverty. 
 
Recommendation 

1. Understanding attitude for overall UMKM to always producing green product, these was  successful 
for overall parts. 

2. The involvement of overall parts in guidance and counseling in sustainability.  
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ABSTRACT 
 
This paper is aim to put forward the concepts of sustainable competitive advantage, competitive 
disadvantage, and temporary competitive advantage, periodically in building propositions that describe the 
relationship between strategic environmental uncertainty, the availability of corporate resources, and 
competing factors of excellence, to achieve optimal performance of the company. Knowledge of the 
company's strategic environment, the material information in order to develop a sustainable competitive 
strategy, because in fact many industries experiencing a temporary competitive advantage. Temporary 
competitive advantage occurs because of the influence of the competitive environment continues to change 
drastically, intense competition between the industry and the uncertainty of the market environment for 
domestic and global markets. 
 
 
Keywords: Competitive Advantages, Competition, Environmental Change 
 
INTRODUCTION 
 
The success of corporate business mainly depends on the process of strategic management of the company 
in an increasingly fierce competitive environment amid accelerating change. For that companies should 
understand the competitive environment, by way of strategic environmental analysis in order to construct a 
competitive strategy that will lead to sustainable competitive advantage.  
 
Companies operating in the same industry will have the same opportunities in developing a similar strategy, 
and produce the same results. However, diversity in the end is only possible in the short term as each 
company tried to develop different strategies to achieve an advantage among them. 
 
Furthermore the company a competitive advantage is the result of its ability to respond to any threats and 
opportunities in specific industry environment where the company is located. Strategic decision processes 
that produce the company a competitive advantage is strongly influenced by external market conditions. The 
relationship between the company and its industry environment very role in creating a favorable market 
position. This condition is achieved because: 1) the company was able to develop strategic objectives and 
implementing policies consistent functional complex. 2) the system objectives and policies should be 
maintained consistently with the external market conditions. Strengths and weaknesses of the industry 
should be considered in making decisions and strategic policy, and 3) the creation or strategies should 
pursue "a unique core competencies", in the pattern of distribution and use of resources and skills. 
Resources owned by a competitor can not be a source of competitive advantage because they each have a 
homogeneous resource capabilities. This is just an advantage if the resources that produce heterogeneous 
competitive advantage. The relationship between firm resources and sustained competitive advantage is the 
ambiguity means that it can not be understood completely by competitors and therefore difficult to replicate. 
 
This paper constructs the concepts related to the topic of "sustainable competitive advantage or temporary 
competitive advantage, The order of presentation of paper:  1) Understanding the concept of competitive 
advantage in the view of some experts.  2) the sources of sustainable competitive advantage 3) a temporary 
competitive advantage, 4) discussion of sustainable competitive advantage. 5) Construction of a competitive 
advantage to face Environmental Change Competition 6) Conclusions and Recommendations. 
 
Understanding the concept of competitive advantage in the view of some experts. 
There are no significant differences among experts, but almost all of the strategic management experts only 
give definitions of competitive advantage and sustainable competitive advantage. While the concept of 
competitive disadvantage and temporary competitive advantage very little except Powell (2001) mentioned 
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that the competitive disadvantage (Cd) is a position where the company is not alone is not enough available 
resources of economic value but also did not reach the minimum requirements. Cd into the main predictor of 
company performance is weak, and it takes a managerial action quickly to address any points that reduce 
the competitive advantage. Then O'Shanassy (2008) which said temporary competitive advantage / while 
the result of changing economic conditions. 
 
Powell (2001) noted that many authors see the disadvantage to compete only as "The dark side of 
competitive advantage" and he goes on to observe that the understanding of the concept of competitive 
disadvantage has not been conducted by experts. 
 
Furthermore, Hofman (2000) defines Sustainable Competitive advantage (SCA, as a "prolonged benefit of 
implementing some unique value creating strategy not simultaniously being Implemented by any current or 
potential competitiors along with the in ability to duplicate the benefits of this strategy, which means the 
advantage of being company gained from the use of the unique value that creates a strategy that is not 
owned and can not be imitated by competitors. O'Shanassy (2008) says that changes in economic or 
industry conditions may change the source of sustainable competitive advantage. For example, in the 1990s 
and 2000s there is a major challenge for businesses in understanding the strategic environment. The 
uncertainty of financial resources with the crisis of 2008. technological advances in 1990 and 2000-an 
advancement in information technology, multimedia, availability of information and transactions on the 
Internet with implications on customer behavior, regulation of financial and industrial systems, as well as 
competition in the international market. 
 
An understanding of the weaknesses of competitive advantage for the company could be an attempt to 
reassess the strategic environment and initiate a revision of the market and the performance of the company 
to more effectively and efficiently utilize company resources. Integrating lessons from Kaplan and Norton 
(1992, 1996) and Newbert (2008) produces the following propositions: 1) Achieving a competitive advantage 
by a company is a major factor achievement of strong corporate performance. 2) Weaknesses in competitive 
advantage becomes a major factor reduction performance of the company, so companies need to be 
overcome quickly, and effectively take action to overcome the disadvantage competing managerial and 
reduce the weaknesses in the company's performance. 
 
Source of sustainable competitive advantages. 
Source of sustainable competitive advantage obtained by the company can be determined by using several 
analytical tools that can identify the environmental industry. Porter, 1980, and other strategic management 
experts say that a sustainable competitive advantage comes from: 

1. company's ability to create value for its customers, which exceed the cost of the company to create 
it. So companies make choices with respect to entering the industry in a particular country. and 
position itself to generic strategies: low cost, differentiation in the broader market or cost focus or 
differentiation focus in a particular segment; 

2. Companies in the industrial scale can also be a source of competitive advantage and increase the 
probability of achieving and maintaining a strong performance. 

3. Porter's view was criticized by some academics Mintzberg, 1990; Bartlett and Ghoshal, 1991 to 
narrow the focus of strategic management. Internal processes and product positioning as a source 
of competitive advantage. 

4. Wernerfelt's (1995), promoted a competitive advantage based on the view resources resources 
based viuwed (RBV), that the company with the resources differently, providing different products 
from a strategic perspective, in view of RBV firms including assets, knowledge, information, skills, 
processes and attributes of companies that enables organizations to formulate and implement their 
strategies effectively and efficiently. 

5. Barney (1991) RBV is more closely connected with the concept of competitive advantage. He said 
that the RBV framework is not fully explained in the publication of empirical research. He also 
enyoroti importance of increasing the internal strength to take advantage of opportunities in the 
external environment and in the face of threats. The theoretical model of the RBV has two 
assumptions: First, companies in the industry in terms of heterogeneous resources. For example, 
companies can enjoy the benefits of the flow of information or the opportunity to enjoy a superior 
reputation or goodwill. Second, resources may not be perfect in all firms (eg due to strong inflows 
or impaired mobility) and therefore the heterogeneity can be long lasting. However, not all 
resources have the potential to create and sustain competitive advantage, because the resource it 
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has four potential additional attributes that must be met. Resources have value to the company 
when they allow the organization to exploit opportunities or neutralize threats. Attributes such as 
physical capital, human capital and organizational resources and capital) should be rare in 
corporate competition. Resources owned by a competitor can not be a source of competitive 
advantage because they each have the same ability. The relationship between firm resources and 
sustained competitive advantage is ambiguous sense that it is not completely understood by 
competitors and therefore difficult to replicate. 

6. Competitive advantages comes from a complex social process (eg interpersonal relationships 
between managers, (Barney, 1986) within the scope of the corporate culture that systematically 
affect. If a valuable strategic resource is not utilized properly will erode the competitive advantage. 

7. Newbert (2008) connect the RBV, for the development of competitive advantage, so that 
companies achieve better performance. Newbert (2008) supports the proposition that, "Resources 
and resource scarcity is a necessary condition for achieving competitive advantage and better 
performance". So understanding the development of RBV helps us understand the complex internal 
processes of the company. The existence of uniqueness, rarity, and difficult to imitate resources. 
Such as mineral and hydrocarbon resources are explored and nurtured. Changes in economic or 
industry conditions may change the source of sustainable competitive advantage for companies. 
For example, in the 1990s and 2000s there is a major challenge for businesses in understanding 
the environment. The uncertainty of financial resources with the crisis of 2008. technological 
advances in 1990 and 2000-an advancement in information technology, multimedia, availability of 
information and transactions on the Internet with implications on customer behavior, regulation of 
financial and industrial systems, as well as competition in the international market. 

8. O'Shannassy, (2001) Miles and Snow (1978) The business environment and market position, 
strategic capability, the element of uncertainty suppliers, competitors, financial, customers, unions, 
and regulators, as a source of sustainable competitive advantage. The absence of studies on the 
influence of perceived environmental uncertainty, in relation to market positioning and strategic 
capabilities. Perceived environmental uncertainty variables influencing strategies (Miller, 1993; 
Lewis and Harvey, 2001). This study shows that elements are not always the same environmental 
uncertainty on strategy variables. Some elements of the business environment such as intense 
competition, regulatory changes and technological improvements can be a catalyst to stimulate the 
development of resources. Corporate strategy, making the company achieve and maintain 
competitive advantages with implications for the company's future performance (O'Shannassy, 
2005). This argument is consistent with Mintzberg (1994a, 1994b) that the greater the 
environmental uncertainty, the greater the emphasis to enhance the capabilities of the resources 
that have implications for company performance. 

 
Empirical research (O'Shannassy, 2005) indicates the certainty of provision of funds and customers, helping 
the development of strategic resources and better performance for the company from time to time. Certainty 
in financing, low-cost resources to help companies invest and use technology (eg information, capital and 
equipment) and software resources (employees, intellectual property) are required to develop and maintain 
competitive advantage and improve performance. 
 
Cheap resources as a source of competitive advantage (Hart and Banbury, 1994), enabling the company to 
accumulate resources. time and opportunity needed to maintain the "hard" and "Software" definite resources 
in relation to the price and customer behavior and product or service quality as a target to maintain revenue 
streams. The capacity of the company showed a focus on value-added, perform the activity more effective 
and efficient in a more stable environment. The company is more cautious and measured approach in 
pricing, product or service quality, create greater predictability for the company to meet customer needs and 
cost control can therefore formulated the following propositions: 1) more The uncertainty of the environment 
on the element of competition, regulation, and technology becomes a catalyst to further enhance the 
resource value and scarcity of resources that would make the company achieve a competitive advantage 
and gain better performance. 2) the smaller the uncertainty of environmental resources and customers 
helped the company to build the value of the resource rare and help companies achieve competitive 
advantage and better corporate performance. 
 
Temporary Competitive Advantage 
Competitive advantage while appearing to dismiss a sustainable competitive advantage. That despite all the 
above conditions can be controlled has certainly fulfilled, but there are uncertainties in uncontrolled 
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environments that can affect a sustainable competitive advantage. This explains the occurrence of the 
phenomenon of temporary competitive advantage for the company. Therefore, environmental uncertainty in 
the provision of funds and customers can erode the value of resources, scarce resources and competitive 
advantages that have an impact on corporate performance is less good. 
  
 
DISCUSSION 
 
Competitive Advantage 
Rumelt (O'Shannassy: 2008) said that the existence of an understanding of ambiguity in relation to building 
a competitive advantage, further Powell (2001) has questioned the right size for a competitive advantage in 
empirical research. For example: Corporate Australia, ABC had a tendency to use the term competitive 
advantage, as that term is popularly used in the strategy, with different meanings in different contexts. 
Related to this problem definition strategies have been developed discussion in recent years not only the 
concept of sustainable competitive advantage, but also a temporary competitive advantage and 
disadvantage concepts. Powell (2001,) also noted that the clarification disadvantage is the dark side of 
competitive advantage ". 
 
Several research propositions are developed to add insight and literature drawn from expert opinion can be 
summarized as follows: 
 
First. View of Barney (1991), Powell (2001) and Newbert (2008) who used to explain the terminology of 
competitive advantage rather  than company performance. That competitive advantage and performance of 
different construction companies with a competitive advantage in predicting the achievement of strong 
corporate performance. clarification of this terminology allows the development of further research. 
 
Secondly, We already know that competitive advantage comes from a company's decision to be a generic 
position. Economies of scale in an industry can be a source of competitive advantage and help the company 
to produce the lowest cost, while providing greater benefits to customers in the provision of goods and or 
services (Porter, 1985: O 'Shanassy). This enables companies to maintain competitive advantages and a 
promising performance. In this case the company making the right strategic decisions with arguments that 
can be accounted for. 
 
Third, companies with scarce and valuable resource provides the best possible position to make choices in 
a generic, achieve competitive advantage and strong corporate performance over time (Newbert, 2008). 
 
Fourth, the nature of a dynamic business environment, particularly in relation to the effect, competitors, 
customers, regulatory, technology and the provision of funds is such that the achievement of competitive 
advantage is something dynamic. In this position the company to achieve sustainable competitive advantage 
in the industry and or a temporary competitive advantage. An argument to say that not all elements of 
environmental uncertainty in the same direction at a strategic resource, (O'Shannassy, 2005, 2008). 
 
Maintain a sustainable competitive advantage is very difficult, especially if the uncertainty of supply of funds 
and the impact of multimedia on customer behavior and transaction capabilities. The consequences for 
companies that do not address the existence or emergence of potentially adverse competitive disadvantage 
(Tushman and O'Reilly, 2004), and may decrease the performance of all dimensions of corporate 
performance. 
 
The quantitative and qualitative longitudinal study in the future will be useful in further enlightenment about 
the definition of construction, research propositions, arguments and views in this paper. In particular, the 
perceived environmental uncertainty to build a model that was tested by (Newbert: 2008) may provide 
measurable results within an organization to be quite effective. Case study based approach helps to 
understand the unique circumstances of particular companies, especially industry, particularly the social side 
of the unique and complex human resource development for rare and valuable. (Miles and Huberman, 
1994). 
 
Construction Of Competitive Advantage To Face Environmental Change Competition. 
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Developing competitive advantage through business ethics and practicing corporate social responsibility 
(Ahmad, NH et al: 2009) a case study on small and medium enterprises (SME) in Australia and Malaysia. To 
gain a sustainable competitive advantage then the SMEs in both countries have been practicing their social 
responsibilities to the environment., Which includes the environmental community, staff, customers and 
entrepreneurship. The form of business ethics they practice are universal values such as honesty, integrity 
and transparency. Every company has a social relationship through public relations that provide the correct 
information for its customers. order goods or services supplied to customers not physically harm or injure or 
harmful to the health of customers. The company also committed to the welfare of its employees, by 
providing opportunities and rewards to employees for advancement. 
 
Revise the concept of sustainable competitive advantage of a view of perception managers of multinational 
companies (MNCs) in Malaysia (foon and Nair 2010) said the need to revise the concept of sustainable 
competitive advantage based on the views of managers for the challenges in the 21st century. Sustainable 
competitive advantage is a journey not a destination. So the question how the trip to face the changes that 
can not be predicted in advance. So it needs continuous research on how managers view terdahap 
dimensions that underpin a sustainable competitive advantage. There are 13 dimensions that create 
sustainable competitive advantages namely:  
 

1. Logo trade mark and licenses 
2. Innovative and know how talent 
3. Strong brand name and reputation 
4. Industry leadership 
5. Capability to change dan flexibility 
6. Positive organization culture 

 

7. Customer oriented culture 
8. Strong financial status 
9. Excellent marketing strategies 
10. Prospective investment and R&D 
11. Cost advantage 
12. Human capital 
13. Product or service s advantage. 

 

 Sources: Foon dan Nair 2001. 
 

Dimensional sequence number one is the highest contributing in sustaining competitive advantage, while the 
sequence number 13 is the lowest contributing to a sustainable competitive advantage, and the dimensions  
numbered five, six and seven are in moderate condition contribution to sustainable competitive advantage. 
 
Develop a perspective of human resource competencies to gain a sustainable competitive advantage (Lado 
1994) Competence existing human resources in the company's human capital is useful in developing the 
company. Competence is the accumulation of knowledge and skills possessed by individuals who obtained 
from continuous learning. To achieve this, the role of human resource systems within the company are very 
important in achieving a sustainable competitive advantage, because human resources is a key factor 
performance of the company. 
 
Developing corporate culture as a source of sustainable competitive advantage (Barney 1986). Corporate 
culture can be a factor of competitive advantage when the company adopted the culture of high value and 
scarce, meaning that rivalry can not be owned company and is also difficult to replicate. Organisational 
culture is a set of values, beliefs, assumptions and cultural symbols are defined to be applied in every 
activity of the company. Companies organize cultural worker relations, customer relations, relationships with 
suppliers and relationships of all stakeholders. 
 
Develop competitive advantage and corporate performance through intangible resources (Cater et al 2009). 
Resource companies are not tangible or intangible, human capital is acquired companies through training, 
experience, intelligence capabilities and human relationships within the company. By managing and 
increasing the value of human resources will be resoueces yag rare and not easily imitated by competitors is 
not replaced in accordance with the intangible nature which are not easily duplicated. The model of the 
relationship between the concept of corporate resources, competitive advantage and corporate performance 
can be described as follows: 
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                            0.18  

                            0.23 
                                                                                  0.24   
 
 
                                      0.24 
                                                                                        0.54 
                                    0.40    
      0.53       
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Cater (2009) 
 
The results Cater et al (2009) showed that the contribution of capital custumer 53% of cost leadership and 
contribution structure based CA resources 40% Competitive advantage based on differentiation. 
Furthermore, CA-based differentiation contributes 54% of Company performance. 
 
The results of this study is closely related to the research results foon (2010) which shows the logos, 
trademarks and licenses is the most influential variable for CA (keungulan sustainable competitive). Where 
logos are trade marks and licenses images that are embedded in the minds of customers. Develop a 
strategy model of alliances as a catalyst to obtain a sustainable competitive advantage for companies 
(Culpan 2008) alliance strategy can be used as a way to beat the competition among companies. Alliance 
strategy starts with developing knowledge capital. The role of knowledge capital depends on three concepts 
namely: Knowledge assets, strategic alliance and sustainable competitive advantage.  
 
SUMMARRY AND RECOMMENDATIONS 
 
Summary of this paper are: 

1. The concept of competitive advantage is still a warm discussion in the literature-literature that 
exists, so more views are generated in terms of enriching a sustainable competitive advantage. 

2. To gain a sustainable competitive advantage then made a synthesis of classical and contemporary 
views of competitive advantage into a competitive advantage to be able to distinguish the 
performance of the company to reduce confusion in the literature. 

3. With the uncertainty of the strategic environment it is necessary to conduct discussions about the 
relationship between firm resources, competitive advantage and corporate performance. 

4. Sustainable competitive advantage can be achieved if resources are owned by the company: 
worth, move, can not be imitated, and not replaceable. 

5. But in terms of external and existing business linggungan influence environmental uncertainties 
such as political, social, technology and new knowledge, regulation and market and customer 
behavior, can change into competitive advantage is temporary. 

6. To better understand the competitive advantage and sustainable competitive advantage while more 
research is needed in the future to complement the positivistic deductive approach of competitive 
advantage. 

Finanical 
resources 

Human 
resources 

Struktur 
resources 

Cost leadership 
base CA 

Differentiation based 

CA 

Company 
performance 

Struktur 
capital 

Physical 
resources 



 

International Conference BINUS | IMHA - 2012 7 

 

7. Resource companies as a source of sustainable competitive advantage can be distinguished 
among others and Capabilities Physical, Tangible and intangible, and human capital, skills, 
intellectual capital and the learning organization. 

8. The term competitive advantage and corporate performance by some of the construction of 
distinguished experts (O'shannssy, Barney J et al) while Newbert, Hurt and Benbury said 
competitive advantage and firm performance only in terms of language differences. This means 
that competitive advantage is very close to the company's performance. 

 
The concepts of sustainable competitive advantages, or a temporary competitive advantages with enterprise 
resources and corporate performance can be modeling as shown below: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Recommendations can be given are: 

1. To achieve a true understanding of the concept of sustainable competitive advantage or temporary 
competitive advantage in relation to company performance is still wide open discussion and 
empirical research to complement the positivistic deductive approach of competitive advantage. 

2. Conduct analysis of cases of environmental uncertainty and its effect on competitive advantage the 
company of perception experts, practitioners, consultants and business itself, 
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ABSTRACT 
 
This study aims to analyze the influence of compensation on  the job commitment. Compensation is a way to 

improve the employees performance.Intended satisfaction compensation in this study is the satisfaction of 

the compensation received by employees of the company as remuneration for their work, consist of 

compensation of material, social and activity. And, intended employee commitment in this study is the desire 

of employees to be willing to do business as a high-achieving corporate goals, includes: willingness, loyalty, 

and pride on the organization. This study uses only one measurement, ie the willingness of employees. 

 

The sample in this study were all employee of Bank Sulselbar Utama Bone, a number of 35 employees. We 

used multiple linear regression analysis. The results indicate that material and social compensation 

significantly influence the job commitment. Meanwhile, activity compensation is not significantly affect the job 

commitment. F test showed that the regression model with independent variables material, social, and 

activity compensation significantly influence the job commitment. Coefficient of determination value of 0.478 

means that the contribution of material, social, and activity compensation of job commitment amounted to 

47.8%. 

 
Keywords: Satisfaction Compensation, Job Commitment  
 
INTRODUCTION 
 
This study aims to analyze the influence of compensation on employee job commitment. Compensation is a 
way to improve employee performance. Compensation is important for employees as individuals because of 
the large size of compensation reflects the value of their work among the employees themselves, family and 
community environment. Compensation program is also important for the company, because it reflects the 
company's efforts to preserve human resources. In other words, it will be able to encourage employees have 
a high loyalty and commitment to the company (Handoko, 1994:155-156). 
 
Michael and Harold (1993:443) divide compensation in three forms, ie the material, social, and activity 
compensation. Material compensation are not only the form of money and allowance, but all forms of 
physical reinforcer, such as parking facilities, telephone and comfortable office space. Social compensation 
is closely linked to the need to interact with others. This form of compensation such as recreation, the 
formation of groups of decision makers, and a special group formed to solve company problems. And, 
activity compensation is able to compensate for those aspects of work that does not like to give a chance to 
perform certain activities. Form of the activity compensation can be "power" owned by an employee to 
perform his routine activities outside of work so as to avoid the boredom of work. These three forms of 
compensation, will be able to motivate employees both in the supervision, performance, membership, 
security, personal development and commitment to the company. 
 
This is consistent with the purpose of compensation which is basically to encourage employees improve 
their performance. To achieve this, the compensation received should be cause for their satisfaction. 
Therefore, the principles of compensation such as fairness, justice, security, clarity, cost control, balance, 

mailto:agung234wk@yahoo.com
mailto:zara_4yu@yahoo.com
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stimulating employees and an agreement should always be considered. With employee satisfaction they get 
from the compensation, is expected to lead to job satisfaction, thereby increasing employee commitment. 
 
Bank Sulselbar, which is a local government-owned financial institutions increasingly are required to improve 
its performance, and it must be supported also by employees who are professional and have a high loyalty 
and dedication. To achieve this, then giving a satisfactory compensation can reduce the incidence of 
turnover, and absenteeisme. In addition, other effects of employee dissatisfaction psychological impact 
experienced by employees are realized by not care about the job and do not feel responsible for the 
progress of the company or in other words have a low commitment that ultimately lead to low achievement.  
Bank Sulselbar are looking forward to high commitment of its employees so that the whole soul, feeling and 
the time they have donated for the betterment of the company or in other words having a high performance. 
 
Formulation of the problem in this study is defined as follows: "Is the employee satisfaction toward 
compensation  (material, social, and activity compensation) effect on job commitment (willingness) ?". And, 
the hypothesis is proposed: that, the employee satisfaction toward compensation (material, social, and 
activity compensation) effect on job commitment (willingness). 
 
Conceptual framework shown in Figure 1 below. 
 

Figure 1. Conceptual Framework 
 

 
 

 
LITERATURE REVIEW 
 
Compesation 
 
Compensation is one of the fulfillment of physical needs, which affect motivation and behavior of employees. 
Appropriate compensation, in the sense of fulfilling the requirements of fair and reasonable, is one of the 
functions of the personnel department that is not easy to implement. Compensation is one of the motivations 
of people work received in return he gave to the company's achievements. 

Mondy and Noe (1996:320) states that compensation can be divided into two types, ie financial and non-
financial compensation. Financial compensation, consisting of direct and indirect financial compensation. 
Direct financial compensation, consisting of salaries, wages, bonuses, and commissions. Indirect financial 
compensation also called allowances, includes all financial rewards that are not covered in direct 
compensation. Meanwhile, non-financial compensation, consist of well-received satisfaction from the work 
itself, such as responsibility, opportunities for recognition, the chance of a promotion, or from psychological 
and or physical environment in which people are located, such as a pleasant co-workers, sound policies, the 
cafeteria, job sharing, compressed work week and the time to spare. 

Thus, compensation is not only concerned with monetary rewards (extrinsic), but also on intrinsic rewards 
such as recognition and promotion opportunities. Handoko (1994:155) stated that compensation is anything 
that the employee received as remuneration for their work. Compensation is one way to improve 
performance, motivation and employee satisfaction. 

Michael and Harold (1993:443) divides compensation in three forms, consist of the material, social, and 
activity compensation. 
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1. Material compensation. Compensation is not only in the form of material, such as: money, salaries, 
bonuses and commissions, but all forms of phisical reinforcer, for example, parking facilities, 
telephone and comfortable office space, and various forms of benefits such as pensions and health 
insurance. 

2. Social compensation is closely linked to the need of interaction with others. This form of 
compensation such as:  status, recognition as an expert in his field, awards for achievement, 
promotion, tenure certainty, recreation, formation of group decision-making, and a special group 
formed to solve the company problems. 

3. Activity compensation is able to compensate for those aspects of work that does not like to give a 
chance to perform certain activities. Form of compensation activities can be "power" owned by an 
employee to perform his routine activities outside of work so that boredom arises not work, 
delegation of authority, responsibility (autonomy), participation in decision-making, as well as 
personality development training. 

These three forms of compensation will be able to motivate employees both in the supervision, performance 
and commitment to the company. In granting such compensation, the level or amount of compensation must 
be properly addressed because of the level of compensation will determine lifestyle, self esteem and value 
of the company. Compensation has a great influence in the withdrawal of employees, motivation, 
productivity, and employee turnover rate (Bernardin and Russell, 1993:373) 

The principles must be considered in awarding compensation, so that the compensation is effective (Casio, 
1991:185) as follows: 

1. Principles of fairness, taking into account the ratio between the highest and lowest salaries, cost of 
living and so on. 

2. The principle of justice, there must be an element of justice both in relation to elements of the work 
and performance. Internally, employees who perform similar tasks get the same reward. 

3. The principle of security, with attention to things that are not directly related to employment or job 
title. For example: illness, layoffs, accidents at work, epidemics, natural disasters, and so on. 

4. The principle of clarity, in the sense of easily calculated or easily understood by employees. 
5. The principle of cost control, in the sense should be controllable elements of waste. 
6. The principle of balance, must consider the balance between the compensation given for its links 

with the job or position, with those not related to the job or position. 
7. The principle of stimulants, in the sense should be able to stimulate employees to give maximum 

contribution to the company. 
8. The principle of consensus, in the sense of compensation should constitute an agreed outcome or 

the result of negotiations between the employee with management. 

The general objective of the compensation policy (Sherman, 1996:345) include: 

1. Appreciating employees performance. 
2. Maintaining a competitive labor market conditions. 
3. Maintain fairness employee salaries. 
4. Motivating employees performance. 
5. Maintaining a budget. 
6. Reducing employee turnover. 

  

SSaattiissffaaccttiioonn  ttoowwaarrdd  CCoommppeennssaattiioonn  

Although compensation is not the only factors influence employee satisfaction, but it is believed that the 
compensation is that cause employee satisfaction. Compensation is expected to motivate employees as one 
factor to improve their performance. Compensation can be a role to increase the performance and employee 
satisfaction if the compensation is felt: (1) feasible with the capabilities and productivity of workers, (2) 
related to performance, and (3) consistent with individual needs. These conditions will minimize 
dissatisfaction among employees, reduced work delays, and enhance organizational commitment. If the 
employee feels his efforts are not appreciated, then the employee's performance will be under capabilities 
(Robbins, 1993:647). 

According to Michael and Harold (1993:471) there are several causes of employee satisfaction and 
dissatisfaction over compensation they receive, that is: 
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1. Individual satisfaction of compensation relating to the expectations and reality are not received as 
expected, if the compensation is too small when compared with expectations. 

2. Satisfaction and dissatisfaction of employees will also arise because of employee compensation 
compares with other employees in similar jobs and organizations. Growing sense of dissatisfaction 
will arise when their boss is unfair in treating subordinates as well as giving authority to employees 
with different levels of the same title. 

3. Employees are often wrong perception of corporate compensation system applied. This happens 
because the company did not communicate accurate information about the compensation and does 
not know what type of compensation required by the employee. 

4. Satisfaction and dissatisfaction toward compensation also depends on the variation of the 
compensation itself. Compensation has a different function so that the combination of good 
compensation variation will meet the needs and employee satisfaction. 

In addition, employee dissatisfaction against compensation received may lead to negative behaviors of 
employees against the company as reflected in the declining commitment which then will cause a decline in 
employee performance (Noe et al., 2000:135). To reduce the impact of dissatisfaction toward compensation 
as turnover, absenteeisme, and low job commitment, companies can improve the compensation system. 
During this time the material and social compensation is compensation in real terms can be perceived by 
employees as a real shape. Meanwhile, activity compensation is compensation that part of the job because 
it includes autonomy, delegation of authority and responsibility. 

The three types of compensation (material, social, and activity compensation) are a type of compensation 
that is often applied in a company or organization. Companies can use a mixture of the above three types of 
compensation, or simply applying one of a kind compensation. It all depends on the management of each 
company. Furthermore, intended satisfaction compensation in this study is the satisfaction of the 
compensation received by employees of the company as remuneration for their work. Elaboration of this 
concept was adapted from the opinion of Michael and Harold (1993:443) consist of compensation of 
material, social and activity. 

EEmmppllooyyeeee  JJoobb  CCoommmmiittmmeenntt  

Commitment to work is a condition that felt by employees can lead to positive attitudes towards the 
organization of work. According to Steers and Porter (1983:520), a form of work commitment involves an 
active relationship with the organization of work that has the goal of providing all efforts for the success of 
the organization of work. 
 
Mowday et al. (1982:64) defines the work commitment as the relative strength of individual identification and 
involvement with the organization of work. Michael (1982:136) considers commitment to work as a value 
orientation toward work that indicates that the individual is thinking about his job, the job gives life 
satisfaction, and job give the status for individual. 
 
Steers and Porter (1983:525) argue that there are three characteristics that can be used as a study guide 
work commitments, consist of: 

1. The strong belief and acceptance of goals and values of the organization. 
2. The desire to defend themselves in order to remain able to become members of the organization. 
3. The willingness to try hard as part of an organization. 

 
Commitment to work can also be studied from a factor of tenure. Strong commitment to work is usually 
found on the employees who have long tenure, they have achieved success with the organization, and those 
who work in groups that have a high commitment to the organization. Thus, there will be a condition that 
employees who have high job commitment have a good attendance record and willing to comply with all 
company policies. 
 
Clierrington (1994:474) divided factors of job commitments into four characteristics which include: 

1. Personal factors 
Included in the category of variables consists of age, period of employment, education level, 
gender, and personality factors which include the achievement motive, the feeling of belonging, job 
satisfaction, and so on. Female employees tend to have higher job commitment compared to male 
employees. Similarly, employees who are less educated tend to have higher job commitment when 
compared with highly educated employees. 



 

International Conference BINUS | IMHA - 2012 5 

 

2. Job characteristics 
This is related to the position or role of employees. Aspects related to the role of work that can 
affect the job commitment is office environment, challenges, role conflict or role ambiguity. In the 
conflict of roles, there is a negative correlation with job commitments. That is, if the given role is not 
clear, then the individual will experience a conflict that eventually led to the decrease of job 
commitments. 

3. Structure characteristics 
Job commitment is strongly influenced by the size of organization, forms of organization 
(centralized or decentralized), unions, and the degree of control. Employees at organizations that 
have decentralized organizational structures tend to have higher job commitment, and vice versa. 

4. Job experience 
Job commitment tend to be stronger for employees who have gained much experience in the 
workplace. This is caused by several factors such as positive attitudes toward the organization co-
workers, the extent to which expectations can be met by an employee organization, whether 
individual employees are very important for the organization. Employees also will demonstrate a 
high commitment to work when the company held a recruitment system is good, good procedures, 
as well as the clarity of the company's values system. If employees feel important or needed by the 
organization, then the commitment will increase. Therefore, job experience is considered as a 
major socializing force and affect psychological commitment to the organization. 

Steers (1977) revealed that organizational commitment can be defined as the relative strength of individual 
identification of the organization, which can be viewed from three factors, that is: 

1. Strong belief and acceptance of goals and corporate values. 
2. Willingness to pursue the interests of the company. 
3. Strong desire to retain be the employee. 

 
Buchanan (in Dessler, 1992:319-320) says that commitment includes three components related behaviors, 
namely: 

1. Feelings of identification with the company's mission. 
2. Feeling involved with the company's mission. 
3. Feelings of loyalty and love for the company as a place to live and work. 

 
Furthermore, Buchanan said that the most appropriate attributes to see the capacity of the union is individual 
commitment to the goals of the company. Relationship of value, attitudes, and behavior shown in Figure 2 
below. 
 

Figure 2. Relationship of Value, Attitudes, and Behavior 
 

BEHAVIOR 
(actions/decisions) 

 
 

ATTITUDES 
(inclination to act) 

 
 

VALUES 
(basic beliefs) 

  
  Source :  Davis and Newstrom (2001:234) 
 

 
Based on the exposure it appears that work commitment is not just loyalty to the company, but is a process 
that runs in which employees express their concern for companies and high performance. Job commitment 
as an attitude of employees, will determine its behavior as a manifestation of an attitude. Consequences that 
arise as a manifestation of the high commitment of employees at the company, among others: the low level 
of employee turnover, low absenteeism, high motivation and high performance. 
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Furthermore, intended employee commitment in this study is the desire of employees to be willing to do 
business as a high-achieving corporate goals. Elaboration of this concept was adapted from the opinion of 
Steer and Porter (1983:523) includes: willingness, loyalty, and pride on the organization. This study uses 
only one measurement, ie the willingness of employees. 
 
The willingness of employees (to work hard) for the achievement of corporate objectives reflecting the high 
commitment of employees. In this regard, the Indonesian dictionary (1998:567), will refer to the desire of 
employees to act and implement something in earnest. With the willingness of the employees at least be 
used to predict the behavior of employees, in this case is his responsibility to the company. They will finish 
the job with the best, just in time and bear the risks of his decision (Musanef, 1989:209). 

  

RREESSEEAARRCCHH  MMEETTHHOODD  
 
The population in this study were all organic employees of Bank Sulselbar Cabang Utama Bone, amounting 
to 35 employees. Overall population size is defined as the study sample. So, the number of samples in this 
study is 35 employees. 
 
Measurement data using a Likert scale, ie using the five category levels. Each level were scored and the 
higher score means employees increasingly dissatisfied with the compensation that the company 
implemented and demonstrated commitment to high employment. Furthermore, to meet the assumption of 
multivariate regression analysis, the first carried out the transformation of the data is still shaped score 
(ordinal data) into an interval scale data. The transformation of data using the method of successive 
intervals. 

 

AANNAALLYYSSIISS    

Table 1. Result of Multiple Linear Regreesion Analysis  

Variable B SE B r
2
 T Sign.t (ρ) 

            

X1 0,258 0,067 0,549 3,937  0,000  

X2 0,167 0,073 0,362 2,323 0,024 

X3 0,133 0,090 0,242 1,492 0,139 

Multiple R =  0,688
a
      

R
2
               =  0,478      

F                 = 11,462      

Sign. F       =  0,000      

          
  

Based on the above table in mind that if tested together X1-X3 variable Y turns out to have a correlation 
coefficient of 0,688 which means there is a strong relationship. The value of determination coefficient of 
0,478 means that the contribution of compensation satisfaction (X1-X3) on employee commitment (Y) is 
equal to 47,8% while the rest is influenced by other variables not included in this study. Calculated F value of 
11,462 with a probability of 0.000, which means a significant influence. Meanwhile, partial test results as 
follows: 

1. In the variable compensation satisfaction of material (X1) there is a significant influence on 
employee job commitment (Y) with a value of b = 0.258 with t-count of 3.937 and probability of 
0.000. From these calculations have the meaning that the job commitment of employees will 
experience an increase of 0.258 as a result of an increase in compensation satisfaction of material 
for one unit. While, the contribution of compensation satisfaction of material in the form of employee 
job commitment by 54.9%. 
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2. In the variable compensation satisfaction of social (X2) there is a significant influence on employee 
job commitment (Y) with a value of b = 0.167 with t-count of 2.323 and probability of 0.024. From 
these calculations have the meaning that the job commitment of employees will experience an 
increase of 0.167 as a result of an increase in compensation satisfaction of social for one unit. 
While, the contribution of compensation satisfaction of social in the form of employee job 
commitment by 36.2%. 

3. In the variable compensation satisfaction of activity (X3) there is a insignificant influence on 
employee job commitment (Y) with a value of b = 0.133 with t-count of 1.492 and probability of 
0.139. From these calculations have the meaning that variable of compensation satisfaction of 
activity has no effect on employee job commitment. 

  

DDIISSCCUUSSSSIIOONN      
 
Based on the results of multiple linear regression analysis, it is evident that the whole aspect of 
simultaneous compensation satisfaction has a significant influence on employee commitment. This 
discovery implies that if the employees feel satisfied with the compensation received by it will cause high 
employee commitment, and vice versa. Low job commitment is reflected in the behavior of employees who 
work with lazy, willingness to work hard low, the impact on low employee performance. 
 
This result is quite realistic and the implications if the company wants to have some employees who have a 
high job commitment, then the company should try to give a satisfactory compensation of employees 
(material, social, and activity compensation). In other words, companies should be able to realize what the 
expectations of employees particularly those related to the three forms of compensation, because what is 
the expectation that the employee is an important determinant of employee satisfaction itself. 
 
The results of this study support the theory that stated employees satisfaction and dissatisfaction on the 
compensation largely determine employee job commitment. These results also support some studies earlier, 
as the study by Steers (1977) suggested that social interaction, awards organizations as part of the job 
characteristics have a significant relationship with employee job commitment. The results of this study also 
supports the results of research by Buchanan (in Dessler, 1992:321), Purwaningsih (1995), and Knoop 
(1995) suggested that employee satisfaction on various forms of compensation have an influence on 
employee job commitment. So in general the results of this study support many previous empirical studies in 
which a variety of employee satisfaction in compensation will affect the employee job commitment. 
 
Nevertheless, the partial test results indicate that the variable compensation of employee satisfaction in the 
activity does not significantly affect employee job commitment. The absence of a significant effect 
employees satisfaction with the compensation activities on the employee job commitment, because 
employees do not feel that the compensation for this activity is a form of remuneration (compensation) in 
return for their labor, but rather an integral part of the job itself. From the aspect of job characteristics, 
working in a bank requires a high level routines so it is very possible this could lead to boredom of work. In 
addition, theoretically the factors that affect job commitment consists of various aspects of individual, job, 
and organizational characteristics. Meanwhile, in this study are seen only part of the job and organizational 
characteristics, so if partially tested there are variable effect is not significant. 

  

CCOONNCCLLUUSSIIOONN  
1. The study results showed that compensation of material and social significant effect on employee 

commitment. Whereas, the activity compensation is not significantly affect the employee job 
commitment.  

2. Simultaneous test results indicate that there are significant effects of all variables in the concept of 
compensation satisfaction of employee job commitment.  

3. Although theoretically and empirically it can be said that the satisfaction of employees will be 
compensated (material, social and activity) can be used as a factor that can shape employees' 
commitment, but in this study can be seen that there are other factors that influence but are not 
included in the analysis in this study. This can be seen from the coefficient of determination of the 
effect of compensation satisfaction (material, social and activity) of the commitment of employees 
by 47.8%. 
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SSUUGGGGEESSTTIIOONN  
 
Referring to the results showed that all variables (except the satisfaction compensation of activities) which is 
in the concept of compensation satisfaction has a significant positive effect on employee job commitment. 
Correlation coefficient values of the three variables that exist in the concept of satisfaction is connected to 
the variable compensation if job commitments mean above 0.5, which means there is a relationship that is 
strong enough. Therefore, companies must consider aspects relating to compensation, because it is 
sensitive enough to influence employees' commitment. However, if viewed from the coefficient of 
determination shows that the contribution of compensation satisfaction in the form of work commitment is not 
too high. Therefore we need an understanding of its own in an effort to create and foster employee job 
commitment, the meaning of the other aspects of compensation beyond that must also be considered, such 
as individual characteristics include age, education, experience and other employees. 
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