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This study aimed to determine the effect of physical evidence promotion on
consumer decisions using the bowling sport industry services, a case study at
the JSC bowling arena in Palembang. The data used were the primary data by
distributing questionnaires to 100 people who have played bowling at the JSC
bowling arena in Palembang. The analysis technique used is multiple linear
regression analysis. The results obtained from multiple linear regression
analysis are physical evidence promotion according to the model suitability
influencing consumer decisions using the bowling sport industry services in the
JSC bowling arena. However, people partially do not affect consumer decisions
using the bowling sports industry's services at the JSC Bowling Center Arena.
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1 Introduction

Since its opening in January 2019, the JSC Bowling Center Arena has managed to serve 200 visitors on average
Monday to Thursday. It helps more than 200 visitors on Saturdays and Sundays every month. To use the
facilities at the JSC Bowling Center Arena, visitors can come every day from 13:00 - 21:00 WIB for Monday to
Ju'mat and from 10:00 - 21:00 for Saturday and Sunday. However, based on a research and development
survey conducted by online media Sindo in 2019, it appears that bowling is not the main choice, especially for
millennials who are aware of a healthy lifestyle. Quoting from the survey results, 400 respondents who live
from 9 cities (Jakarta, Bandung, Semarang, Surabaya, Yogya, Palembang, Medan, Makassar, and Manado),
running is a favorite sport for millennials with a figure of 31%. Running is an option for millennials because it
is a sport that can be done easily and can be done with friends, family, and partners. Researchers see that
bowling is still not the main choice for Indonesians. Indonesian people prefer to do other sports besides
bowling, such as running, yoga, cycling, Zumba to archery (Grace & 0’Cass, 2005; Kreps & Sparks, 2008;
Fullerton & Punj, 2004).

Literature Review

Kotler (2009), Kotler & Armstrong (2008), state that physical evidence is evidence possessed by service
providers that are shown to consumers as a proposed value-added. According to Wilson et al. (2016), Physical
Evidence has three dimensions. The three dimensions are (1) Ambient Condition which is a characteristic of
the environment (2) Spatial Layout functionality which is a machine, furniture, and equipment in the company
that has a special relationship and the ability of the same item to achieve consumer goals. (3) Signs, symbols,
and artifacts which are implicit or implicit signals that communicate a place to the user.

Kotler & Susanto (2011) state that people are a process of selecting and training employees that
companies can use to meet customer satisfaction. Simamora (2000) explains that there are four indicators
found in people, namely (1)Competence. Employees who can perform their duties reliably. (2)Courtesy. They
were providing good and polite service to consumers, (3) Selective. Meet the requirements set by the service
provider. (4) Communicative. Provide important information that consumers can easily understand.

Lupiyoadi & Hamdani (2006) state that promotion is a communication tool used between companies and
consumers to influence consumers in purchasing products or services. Promotion consists of four dimensions,
namely: (1) Empathy. Mental abilities that make a person position himself in the same state as other people.
(2) Persuasion. Changes in attitude caused by communication that has been made by the promotional
variable. (3) Impact. It measures consumer knowledge about a message in a promotion made by the company
(4) Communication. Provide information about the ability of consumers to understand the promotions made
by the company.

Kotler (2009) states that a purchase decision is a process carried out by consumers in purchasing a
product or service. According to Kotler (2009), six dimensions can influence consumer decisions during the
purchase process, namely (1) Product selection decisions. Consumers can make decisions in purchasing goods
or services for other purposes. In this case, the company must be able to find a market that matches the goods
or services that will be offered to consumers. (2) The decision on the brand chosen. Consumers must decide
on the brand of goods or services from one company because each product has differences and different
characteristics. (3) Decisions regarding quantities. Consumers can make decisions to determine the number of
goods or services to be purchased. It depends on consumer needs. (4) The decision of the selected shop. There
are several factors why a consumer chooses a store. These factors can be in the form of price, appropriate size,
availability of finished goods, convenience, and location. (5) Decisions regarding the selected purchase time.
Consumer decisions in making purchases can vary. Some can make purchases every day, once a week, once a
month, or maybe once a year. (6) Decisions regarding the method of payment. Consumers can choose to pay
via cash or atm card.
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2 Materials and Methods

This causality research aimed to determine the effect of physical evidence promotion on consumer decisions
using the bowling sports industry (Cawley, 2004; Turley & Milliman, 2000; Frederiks et al, 2015). To obtain
the necessary data, we have conducted a case study at the JSC bowling alley in Palembang. The data used are
primary data by distributing questionnaires to 100 people who have played bowling at the JSC Palembang
bowling arena—describing a causal relationship and responding profiles of all people who have played at the
JSC Bowling Center Arena with a total of 100 respondents. Data were collected through a questionnaire, with
physical evidence (X1), people (X2), and promotion (X3) as independent variables and purchasing decisions
(Y) as the dependent variable. Data analysis will be carried out using SPSS.

3 Results and Discussions
3.1ATestF
The F test is used to determine the effect of the suitability of the independent variable model Physical

Evidence, People, and Promotion on the dependent variable of purchasing decisions. The following will
explain the testing of variables in a model fit or together.

Table 1
F Test Results
Variant Analysis
Sum of Degree of
Model Squares freedom Squared F Significant
1 448.884 3 149.628 29.170  .000°
Regression 492.426 96 5.129
Residual 941.310 99
Total

a. Dependent Variable: Purchase decision
b. Predictors: (Constant), Promotion, Physical Evidence, People
Source: Questionnaire data processed using SPSS

The results of the F table calculation are 90%, a = 10%, df 1 (4-1 = 3) and df 2 (n-k-1, 100-3-1 = 96). The
results obtained for the F table are 2.14. The significance used is less than 0.05. Based on the primary data
processing above, it shows that F count 29.170> F table 2.14 and the significance of 0.000 is less than 0.05. It
concludes that the Physical Evidence, People, and Promotion variables together have a positive and significant
effect on consumer decisions in using the bowling sport industry services at the JSC Bowling Center Arena.

3.2 A t-test
The t-test is used to partially determine the effect of the independent variables Physical Evidence, People, and

Promotion variables on the dependent variable purchasing decisions. The following will explain the partial
testing of each variable.
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Table 2
Result of t-test calculation

Coefficient
No Standard Coefficient
Coefficient standardized
Error
Model B Standard  Beta T Significant
1 (Constant) 2.689 2.140 1.256 212
Physical Evidence  .152 .064 213 2.350 .021
People 131 .086 142 1.525 131
Promotion 493 .106 452 4.667 .000

a. Dependent Variable: Purchase Decision
Source: Questionnaire data processed using SPSS

The significance used is less than 0.05, so based on the results of the partial test (t-test) in the table above, the
three independent variables Physical Evidence, People, and Promotion are as follows:

a) Effect of Physical Evidence (X1) on Purchasing Decisions (Y) Price (X1) shows that the significance for
X1 against Y is 0.021 < a = 0.05. So it can be concluded that H1 is accepted. It means that Physical
Evidence (X1) has a positive and significant effect on consumer decisions in using the bowling sport
industry services at the JSC Bowling Center Arena. The results of this study indicate that the physical
evidence displayed by the company is of concern to consumers.

b) Effect of People (X2) on Purchasing Decisions (Y) People (X2) shows that the significance for X2 against
Y is 0.131> o = 0.05. So it can be concluded that H2 is rejected. It means that People (X2) do not affect
consumer decisions in using the bowling sport industry services at the JSC Bowling Center Arena. The
results of this study indicate that consumers do not care about the services provided by the JSC Bowling
Center Arena.

c) Effect of Promotion (X2) on Purchasing Decisions (Y) Promotion (X3) shows that the significance for X3
against Y is 0.000 < a = 0.05. So it can be concluded that H3 is accepted. It means that
PromotionPreference (X3) has a positive and significant effect on consumer decisions in using the
bowling sport industry services at the JSC Bowling Center Arena. The results of this study indicate that
a good promotion can encourage consumers to make purchases at the JSC Bowling Center Arena.

4 Conclusion

This study aimed to determine the effect of physical evidence, resources, and promotion on consumer
decisions in using the bowling sport industry services at the JSC Bowling Center Arena. Based on the
description of the research results and discussion, the conclusions of this study can be drawn:
a) Physical evidence variables have a positive and significant effect on consumer decisions in using the
bowling sport industry services at the JSC Bowling Center Arena.
b) The People variable does not affect consumer decisions in using the bowling sport industry services at
the JSC Bowling Center Arena.
c) Promotion variables have a positive and significant effect on consumer decisions in using the bowling
sport industry services at the JSC Bowling Center Arena.
d) Variables physical evidence, people, and promotion together influence consumer decisions in using the
bowling sport industry services at the JSC Bowling Center Arena.
Based on the results of the analysis and discussion in this study, the suggestions that can be given are:
a) For PT Premium Lanes Management PT Premium Lanes Management is expected to further increase
promotional variables and physical evidence to be able to maintain the added value owned by the
company.
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b) For future researchers There are still many things that can be extracted from research at the JSC
Bowling Center, starting from price, work discipline, quality of service. Hopefully, more and more
people are open to researching the JSC Bowling Center Aren.

Acknowledgments

Through these thank-you notes, we would like to thank all of our colleagues. We work for all their support and
contributions to compile this paper successfully. Here we cannot mention one by one and the funding parties
from various independent sources, so we are very helpful. Thank you for the help and support.

1JSSH Vol. 4 No. 3, December 2020, pages: 22-28



1JSSH e-ISSN: 2550-7001 L1 p-ISSN: 2550-701X 27

References

Cawley, J. (2004). An economic framework for understanding physical activity and eating behaviors. American
journal of preventive medicine, 27(3), 117-125. https://doi.org/10.1016/j.amepre.2004.06.012

Frederiks, E. R, Stenner, K., & Hobman, E. V. (2015). Household energy use: Applying behavioural economics
to understand consumer decision-making and behaviour. Renewable and Sustainable Energy Reviews, 41,
1385-1394. https://doi.org/10.1016/j.rser.2014.09.026

Fullerton, R. A, & Punj, G. (2004). Repercussions of promoting an ideology of consumption: consumer
misbehavior. Journal of Business Research,57(11), 1239-1249. https://doi.org/10.1016/S0148-
2963(02)00455-1

Grace, D., & O’Cass, A. (2005). Service branding: consumer verdicts on service brands. Journal of Retailing and
Consumer Services, 12(2), 125-139. https://doi.org/10.1016/j.jretconser.2004.05.002

Kotler, P. (2009). Marketing management. Pearson education.

Kotler, P., & Armstrong, G. (2008). Prinsip-prinsip Pemasaran, jilid 1. Jakarta: erlangga.

Kotler, P., & Susanto, A. B. (2011). Manajemen pemasaran di Indonesia. Jakarta: Salemba Empat.

Kreps, G. L., & Sparks, L. (2008). Meeting the health literacy needs of immigrant populations. Patient education
and counseling, 71(3), 328-332. https://doi.org/10.1016/j.pec.2008.03.001

Lupiyoadi, R.,, & Hamdani, A. (2006). Manajemen Pemasaran Jasa, edisi pertama, cetakan pertama. Penerbit:
Salemba Empat, Jakarta.

Simamora, B. (2000). Riset pemasaran: Falsafah, teori, dan aplikasi. Jakarta: PT Gramedia Pustaka Utama.

Turley, L. W., & Milliman, R. E. (2000). Atmospheric effects on shopping behavior: a review of the experimental
evidence. Journal of business research, 49(2), 193-211. https://doi.org/10.1016/50148-2963(99)00010-7

Wilson, A., Zeithaml, V. A,, Bitner, M. ], & Gremler, D. D. (2016). Services marketing. Integrating customer focus
across the firm, third European edition. Kolme asiakaspalvelun megatrendia.

Ariwibowo, M. F., Wahab, Z., Isnanta, R., & Isnurhadi, 1. (2020). Physical evidence promotion on consumer
decisions in using bowling sport services. International Journal of Social Sciences and Humanities, 4(3), 22-28.
https://doi.org/10.29332/ijssh.v4n3.445


https://doi.org/10.1016/j.amepre.2004.06.012
https://doi.org/10.1016/j.rser.2014.09.026
https://doi.org/10.1016/S0148-2963(02)00455-1
https://doi.org/10.1016/S0148-2963(02)00455-1
https://doi.org/10.1016/j.jretconser.2004.05.002
https://doi.org/10.1016/j.pec.2008.03.001
https://doi.org/10.1016/S0148-2963(99)00010-7

28

e-ISSN : 2550-7001 L) p-ISSN : 2550-701X

Biography of Authors

Name
Gender
Place
Age

: Muhammad Fajar Ariwibowo

: Male

: Palembang City, South Sumatra, Indonesia
: 24 Years old

Email: fajar2396 @gmail.com

Name
Gender
Place

" Age

: Dr. Zakaria Wahab, M.B.A

: Male

: Palembang City, South Sumatra, Indonesia
: 63 Years old

Email: zkwahab01@gmail.com

gml| Name

Gender
Place
Age

: Dr. Raden Isnanta, M.Pd
: Male

: Jakarta City, Indonesia
:54 Years old

Email: deputi3pembudayaanolahraga@gmail.com

Name
Gender
Place
Age

: Drs. Isnurhadi, S.E., M.B.A,, Ph.D

: Male

: Palembang City, South Sumatra, Indonesia
: 57 Years old

Email: isnurhadi2020@gmail.com

IJSSH

Vol. 4 No. 3, December 2020, pages: 22-28



mailto:fajar2396@gmail.com
mailto:zkwahab01@gmail.com
mailto:deputi3pembudayaanolahraga@gmail.com
mailto:isnurhadi2020@gmail.com

