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Abstract  

The Covid-19 pandemic that occurred at the end of 2019 has caused an economic downturn in 

Indonesia and the government has also appealed to the public to immediately implement 

health protocols. As a result, many franchisees experienced a decline in revenue, including 

national and international franchises. The purpose of this study is to analyze the purchasing 

decisions of the community at the local franchise Martabak Roland in South Tambun, Bekasi, 

West Java. This local franchise brand image has a very good image, purchase intention is 

used in this study as an intervening variable. This research is a quantitative study using an 

online questionnaire as a data collection tool, with a sample of 100 respondents. Hypothesis 

testing uses the Structural Equation Model (SEM). The results showed that brand image and 

price had no significant effect on purchase intentions and food quality had no effect on 

purchase intentions. Meanwhile, the Purchase intention variable which is classified as 

moderate has a significant effect on the decision to purchase a local franchise during Covid-

19. 
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1. Introduction 

  

An interesting phenomenon in recent years is growing rapidly, Food Franchising Business. If 

we observe that there are currently many very creative new businesses offering various kinds 

of products and services, for example the modern food business. Some of them open outlets in 

shopping centers or on main roads with strategic locations in the city center (Slamet, 2011). In 

Indonesia, this form of business is growing too rapidly, this form is used by local business 

actors in Indonesia (Astuti, 2005). 

Martabak is a fairly popular food processed the people of Tambun Selatan District, this is 

because of the good taste of Martabak available with various flavors and affordable martabak 

prices all walks of life.  The times and the increasing desire of people for capable culinary 
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satisfying their cravings, but also contemporary and popular culinary delights to increase 

status social and class, that is what makes the appearance of a sweet martabak even more 

modern and attractive. If all this time the sweet martabak only contains chocolate toping, 

cheese, nuts, and various jams which are then folded and cut into squares, now a sweet 

martabak appears different (Veronika, 2018). 

Roland's Martabak Franchise is one of the fields that has a strong brand image in the minds of 

the people of South Tambun. This is because this franchise has long been established in the 

area and besides that it is the only one that has a taste that varies from other franchises, with 

its special menu. Even if we are asked about the brand's martabak, what consumers think of 

for the first time is because the Roland brand is already attached to the consumer's memory. 

Brand image can be considered as a type of associations that come to the minds of consumers 

when remembering a particular brand, the association can simply be appears in the form of 

thoughts or images certain that is attributed to a brand, it's the same when thinking about other 

people (Shimp, 2003). 

 

Figure 1 Total Sales in pieces of Martabak Roland Outlets , Mangun Jaya 

 

Martabak Roland has 4 branches spread across Bekasi Regency. In the midst of this 

pandemic, the franchise experienced a significant decline in turnover from January to August 

2020, each month experiencing a decline in sales as seen in the figure above. Through an 

interview at one of the branches on Jl. Education in Mangun Jaya Tambun Selatan Regency is 

known that the number of sellers has decreased quite significantly, as seen in Figure 1 which 

indicates a decrease in sales, the most significant is seen in June and August 2020. 
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Figure 2.  Total Sales of Martabak Roland Outlets Wanasar 

 

Figure 2 shows that sales at one of Roland Martabak's branches on Jl. Bosih Raya Selang 

Tengah Wanasari Cibitung Bekasi District has experienced a decline, Rahmad as the owner 

said that the decline in sales was most likely due to the COVID-19 pandemic, thus reducing 

people's purchasing power. The crisis due to the Covid-19 pandemic has had a huge impact on 

many business actors. Including business actors in the franchise sector. Until now, the 

franchise business growth in Indonesia is considered quite good and developing. During this 

pandemic, a number of franchise businesses have also taken a hit. franchise network players 

must really think about the right strategy in terms of operational management and branding. 

In matters of operational management, apart from maintaining cash flow, they must regulate 

the rhythm of their business (Susanty, 2020). 

COVID-19 is a disease infectious caused by syndromes Acute respiratory coronavirus 2 

(severe Acute respiratory syndrome coronavirus 2 or SARS-CoV-2). This virus is the large 

Coronavirus family that can attacking animals. When it strikes humans, usually the Corona 

virus cause tract infection disease inhalation, such as flu, MERS (Middle East Respiratory 

Syndrome), and SARS (Severe Acute Respiratory Syndrome). COVID-19 itself is a new type 

of corona virus which was found in Wuhan, Hubei, China in 2019 (Ilmiyah et al, 2020).  

Until Saturday 28, March 2020 as many as 3 patients in Bekasi district had recovered. Based 

on information from the official website of the Bekasi District Health Office on Saturday at 

20:40 WIB, a total of 20 positive cases of Covid-19 in Bekasi Regency. Of these, 13 patients 

were treated, three patients recovered, and four died. The number of patients under 

surveillance (PDP) in Bekasi District, namely 104 people and residents with the status of 

people under monitoring (ODP) totaled 382 people. Meanwhile, information data on Saturday 

at 08.00 WIB, the highest number of positive Covid-19 patients in Bekasi Regency was in 
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South Tambun District, namely 15 patients. Tambun Selatan Subdistrict is also the region 

with the highest number of PDP, namely 27 people and ODP 96 people (Pahrevi, 2020). 

In a difficult situation as a result of the Covid-19 pandemic disaster, franchise businesses need 

to take strategic steps. This policy certainly has to be the concern and anticipation of business 

actors in Indonesia. The Covid-19 disaster had an impact on the business world, including the 

franchise business. The Covid-19 pandemic has an impact on various aspects of life, 

including the franchise business sector. In various s discussions with franchise, licensing 

and partnership businesses in Indonesia, the turnover of franchisees has dropped by 50%, 

some have even closed their outlets to address the safety of employees and customers in order 

to implement social distancing (Investor.id, 2020).  

 

2. Literature Review 

 

In research conducted by Chandra & Santoso shows that brand image is influential significant 

in purchasing decision, Product quality has a significant effect on purchasing decision, price 

has a significant effect, Product quality and price significant towards the purchase decision at 

the mini Melts outlet Surabaya.  

In research conducted by Berga & Sari showed that product quality, the price, and word of 

mouth significant on the process decision the purchase.  

Based on statistical data analysis, the indicators of this study are valid and the variables are 

reliable. Food quality and brand image have an influence on purchasing decisions. Hypothesis 

testing using the T Test shows that food quality variables and brand image have been shown 

to significantly influence the dependent variable of purchasing decisions (Fiani & Japarianto, 

2012). 

 

Research Question 

1. Does Brand Image Influence Purchasing Decisions of Roland Martabak franchise 

customers during the Covid 19 pandemic through purchase intention as a Variable 

intervention? 

2. Does Price Influence Purchasing Decisions of Roland Martabak franchise customers during 

the Covid 19 pandemic through purchase intention as a Variable intervention? 
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3. Does Food Quality Influence Purchasing Decisions of Roland Martabak franchise 

customers during the Covid 19 pandemic through purchase intention as a Variable 

intervention? 

4. Does Purchase Intention Influence Purchasing Decisions of Roland Martabak franchise 

customers during the Covid 19 pandemic through purchase intention as a Variable 

intervention? 

 

 

 

 

 

Figure 3. Theoretical Framework 

 

 

3. Methodology 

 

The design of the research is the conceptual context within which the research is carried out; 

it constitutes a model for data collection, calculation and analysis. As such the design 

provides a diagram of what the researcher would do from writing the hypothesis and its 

operational consequences to the final data review. Therefor the research design can be 

described as a research plan, structure and strategy to find alternative methods to solve the 

problems and minimize the variances (Kothari, 2004). 

According to Creswell (2010) the study will be pre-determined in this quantitative method, 

statistical data analysis and statistical data interpretation. Researchers using a quantitative 

approach will test a theory by specifying a specific hypothesis, then collect data to support or 

refute those assumptions. The method to be taken in this study is a quantitative, statistical 

knowledge base method to analysis. A research approach that responds to research problems 

requires careful measurement of the variables of the object being studied in order to produce 

conclusions that can be generalized regardless of the time, location and situation. 

Quantitative approaches may be defined as approaches of study, based on positivism theory. 

This approach is used to investigate a particular population or sample, to collect data using 
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analysis instruments, to analyze quantitative/statistical data, in order to test a predetermined 

hypothesis. (Sugiono, 2012). 

For each study the data may be collected through two methods, namely census (in which all 

units of a population are studied) and sample (in which a portion of a population is studied). 

Typically, the most effective method of gathering data is by using a sampling strategy, the 

form of universe, sampling unit, sampling frame, sample size and sampling techniques. The 

sample size applies to selected population units which should be neither too large nor too 

small and should be optimal in general. The sample size depends on certain variables such as 

population size, population character, kind of analysis. The technique of sampling is divided 

into two techniques called probability and non-probability. The probability sampling 

techniques are techniques that give every unit of the universe equal opportunity to be a 

sample member. The non-probability sampling method "also known by different names, such 

as intentional sampling, purposeful sampling and sampling of decisions. In this method of 

sampling, items for the survey are purposely selected by the researcher; his preference as to 

the items remains supreme (Kothari, 2004). 

In this study we will use probability sampling with random sampling techniques. A simple 

random sampling technique is a sampling technique carried out randomly by members of the 

population without regard to the strata in that population (Sugiono, 2013). 

According to Sugiono (2013) population is a field of generalization containing objects / 

subjects with certain characteristics and attributes. Determined to be investigated by 

researchers and then conclusions drawn. The population of this study is unknown Population, 

who will be the consumers who bought Martabak Roland franchise during the pandemic 

covid-19. 

The sample is a portion of the population's number and features (Sugiono, 2013).  According 

to Sugiyono (2016) defines the sample is as follows: "Samples are part of the number and 

characteristics possessed by the population. Sample measurement is a step to determine the 

size of the sample taken in carrying out research of an object. To determine the sample size 

can be done statistically or based on research estimates. This sampling must be carried out in 

such a way as to obtain a sample that can truly function or can describe the actual state of the 

population, in other words it must be representative. The number used in this study amounted 

to 100 respondents, this is based on Sugiyanto's (2011) opinion that the appropriate sample 

size in this study is between 30 to 500. Then the determination of the number of 100 
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respondents has entered the criteria so it is worthy of research. "The sample of this study is 

about 100 random people who will be consumers during the pandemic covid-19”. 

 

4. Result  

 

This study analyzes the effect of purchase intention and purchase decisions on food quality, 

price and brand image. Is an independent variable, where purchase intention is a moderating 

variable, and purchasing decision is the dependent variable This research produces several 

interpretations. 

For the convergent validity test, each indicator's load factor must exceed 0.6, while the 

average variance extracted (AVE) score must exceed 0.5. 

 

Figure 4. Pre-test loading factor 

 

The pretest results show that there 5 invalid constructs out of the 20 constructs because the 

outer loading value is lower than 0.6, namely BI3, P1, P5, FQ2, FQ4, PI4 has to be removed 

to obtain better performance. In the table below you can see the effects of the convergent 

validity. 
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Table 1. Pre-Test AVE score 

 Average Variance Extracted 

Brand Image 0.781 

Food Quality 0.802 

Price 0.649 

Purchase intention 0.686 

Purchasing Decision 0.560 

 

After removing invalid construct, the data shows that at least all variable have an AVE value 

above 0.5. even though the purchase intention and brand image variable are almost at 0.5 

 

reliability analysis was carried out using Cronbach's Alpha and the composite reliability test. 

Test results can be seen in the table below to ensure the Cronbach alpha test is correct. It has 

been stated that the results of Cronbach's alpha have a minimum score of 0.5, and the results 

shown in the table indicate that all variants have a score higher than 0.5, and this analysis 

meets criteria for reliability. Looking at the value of composite reliability, it can be shown 

that all of them in the table below have a value of 0.6 and above and it can be inferred that all 

of the metrics are essentially a measure of perspective building. 

 

Table 2.  Cronbach’s Alpha  

 

 Cronbach’s Alpha Rho_A Composite 

Reliability 

Brand Image 0.689 0.700 0.869 

Price 0.672 0.684 0.858 

Food Quality 0.717 0.720 0.842 

Purchase Intention 0.812 0.813 0.889 

Purchase Decision 0.910 0.930 0.936 

 

Based on the data above, seen from the value of Cronbach's Alpha and Composite Reliability, 

it can be ascertained that this research is valid and declared reliable. 
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Path analysis is a method developed to examine the direct and indirect relationship of several 

variables, where some variables are seen as explanatory variables from other variables which 

are seen as response variables. Path analysis is intended to combine quantitative information 

from the results of the correlation analysis with qualitative information as a causal 

relationship that may have existed before to provide a quantitative interpretation. 

 

Table 3.  Table Path Coefficient 

 Original 

Sample 

Sample 

Mean  

 Standard 

Deviation 

T 

Statistic(|O/STDV|) 

P 

values 

Description 

Brand 

Image -

>Purhcase 

Intention 

 

 

-0.102 

 

 

-0.086 

  

 

0.129 

 

 

0.794 

 

 

0.427 

 

 

Not 

significant 

Price > 

Purchase 

Intention 

 

0.225 

 

0.569 

  

0.134 

 

 

1.681 

 

0.093 

 

Not 

significant 

Food 

Quality> 

Purchase 

Intention 

 

 

0.545 

 

 

0.540 

  

 

0.126 

 

 

4.337 

 

 

0.000 

 

 

Significant 

Purchase 

Intention> 

Purchase 

Decision 

 

 

0.560 

 

 

0.540 

  

 

0.095 

 

 

5.870 

 

 

0.000 

 

 

Significant 

 

 

At this stage, to determine whether or not a dependent variable has a significant effect on the 

independent variable, it can be seen in the Path Coefficients table after bootstrapping. Look at 

the value of T-statistics if > 1.96 then it has a significant relationship. 

This study analyzes the effect of purchase intention and purchase decisions on food quality, 

price and brand image. Is an independent variable, where purchase intention is a moderating 
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variable, and purchasing decision is the dependent variable. This research produces several 

interpretations. 

Brand Image Variables effect to Purchase intention on the Martabak Roland Franchises. In the 

first hypothesis, the result shows that brand image has no significant effect has an effect on 

purchase intention. This can be seen from the T-statistic whose value is less than 1.96 that is 

0.794. the results of this study were different from An-Tien Hsieh & Chung-Kai Li (2007) but 

the results of this study are supported by previous research (Fiani et.all, 2012) which states 

that brand image has no significant effect on purchase intention.  

Price Variables effect to Purchasing intention on the Martabak Roland Franchises. For the 

second hypothesis, the findings indicate that there is a correlation between price and Purchase 

intention. The T-statistic value reached 1,681 smaller than the norm, namely 1.96, and also 

has a P value of 0.093, It can be seen in the table. Which shows that the price variable does 

not have a significant effect on purchase intention. This result is also supported by (Halim & 

Iskandar, 2019) which proves that price has no effect purchase intention. but the results of this 

study were different from previous research Apriyani (2012). 

Food Quality Variables effect to Purchase intention on the Martabak Roland Franchises.The 

third hypothesis shows that Food quality have significant effect on purchase intention. This 

can be seen from the T-statistic whose value is more than 1.96 which is 4.334. This result is 

also supported based on another article (Fiani & Japarianto, 2012). 

Purchase Intention Variables effect to Purchasing decision on the Martabak Roland 

Franchises. 

The last hypothesis also has a significant result, it shows that the purchase intention has a 

significant influence on purchasing decision. As in the results, the T-statistic gets a value of 

5.870 which is greater than 1.96 and has a value of 0.000 as the P value. This result is also 

supported by the previous research (Febriyanti & Wahyuati, 2016) which states that the 

Purchase Intention has a significant influence on Purchasing decision. 

 

5. Conclusions and Recommendations 

 

The conclusions Based on the result of hypothesis testing and discussion the result show that 

Brand image have no significant effect on consumer Purchase Intention of the Roland 

franchise martabak franchise during the Covid 19 pandemic which is mediated by the 
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purchase interest variable. Food Quaility and Purchase intention affects consumer purchasing 

decisions of the Roland franchise martabak franchise during the Covid 19 pandemic which is 

mediated by the purchase interest variable. 

Recommendation for Franchisor, namely as follows: 

1. The Covid-19 pandemic spreading around the world, especially for local food franchises, 

must have higher product quality of food to meet the standards of Purchase interest from 

customers. 

2.Everyone has a different perception of price and quality standard, therefore local franchise 

food entrepreneurs must provide a level of quality and price that is acceptable to the majority 

of the community in order to increase buyer interest in local franchises amid the conditions of 

the Covid 19 pandemic. 
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