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Abstract - The purpose of this study was to determine how much brand awareness, product variety, and store atmosphere
influence purchasing decisions at Sanrio supermarkets. This type of research is quantitative, and the sample method used
is purposive sampling. The number of samples in this study was 100, with data collection techniques using questionnaires
distributed online via Google Forms and direct distribution to the location of the object of research, namely Sanrio
Supermarket. The criteria for sampling are buyers who make purchases and have bought at Sanrio supermarkets and are
aged 20 years and over. The technique for analyzing the data uses validity tests, reliability tests, classical assumption
tests, and multiple linear regression tests. All results are obtained based on the output of the 26th version of SPSS
software. Based on data processing, the results obtained show that brand awareness, product variety, and store
atmosphere have a significant effect on purchasing decisions at Sanrio Supermarket.
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INTRODUCTION

The development of an increasingly modern era makes human needs increase. Human needs develop along with
various changes that occur today, especially in the socio-economic conditions of society. Along with the times, the
existence of traditional markets has also begun to be rivaled or even displaced by retail businesses. The retail business is
increasingly felt in people's daily lives. Various kinds of retail shopping centers began to appear in various shapes, sizes,
and brands. Self-service is one form of retail business that is expected to be able to meet all the demands of today's
consumers, both in terms of providing products and services. Therefore, the existence of supermarkets in the midst of
society is becoming increasingly important. This is due, among other things, to changes in the way consumers view the
supermarket itself. As a consequence, supermarkets are turning into increasingly innovative, dynamic, and competitive
businesses, and supermarkets must work hard to attract consumers regarding consumer purchasing decisions. Many
purchasing decisions are made by consumers every day about how they buy, what they buy, where they will buy, and
how much they will buy (Fared et al., 2021). This is because there are several factors that influence it (Chen et al., 2015;
Alietal., 2022). This means that purchasing decision-making is an individual activity that is directly involved in obtaining
and using the goods offered, and consumers are starting to see a brand as the most important part of a product so that the
brand can become an added value in the product (Putra et al., 2022).

Consumers will tend to buy familiar brands because they feel safe with something they already know (Wahab et
al., 2017). Brand awareness can grow and stick in a person's mind through repeated brand recognition so that consumers
feel familiar with the brand (Retnowati et al., 2021). Brand is the most valuable asset for every company and has been
widely recognized as an important reason for consumer choice. It serves as a tool for consumers to differentiate their
products and uniqueness, which increases consumer confidence and influences the decision-making process (Hidayat et
al., 2015). For this reason, brand awareness requires a continuum indicating that a certain brand has been recognized
before so that it can convince consumers that the product is the only brand in the product group (Padma et al., 2018).
Brand awareness is a key element in the generation of brand equity, as expressed by Villarejo Ramos et al. (2008), and
determines consumer purchasing decisions (Ansari et al., 2019).

In addition, another thing that is considered in consumer decisions to buy a product is product variation. A
product is something that can be offered to the market to satisfy a need or desire in the form of physical goods, services,
places, property, or ideas (Trirahayu et al., 2014; Gardi, 2022). According to Tarigan et al. (2022), product variety is
also defined as a product mix, also known as product choice, which is a collection of all products and goods offered
and sold by a particular seller. Product variety is a differentiator between products between companies in the same
product category (Mardikaningsih & Al Hakim, 2017) and a way to keep customers from switching to competitors
(Lestari & Putra, 2022). The things that must be considered are how to make various decisions about the product mix
produced at this time and for the future (Issalillah et al., 2021; Sulaksono et al., 2021). Moreover, it is attached to
various benefits for users (Halizah et al., 2022). The more product variations there are, the more they will affect
purchasing decisions in the future (Tarigan et al., 2022).
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Likewise, store atmosphere not only affects purchasing decisions but also customer satisfaction (Francion et al.,
2018; Putra et al., 2022). Store atmosphere is an environmental arrangement designed to make customers feel comfortable
while shopping (Anjanarko & Ernawati, 2020). The store atmosphere affects the emotional state of the buyer, which
causes or influences the purchase. The emotional state will have two dominant feelings, namely feelings of pleasure and
arousal of desire. Store atmosphere can not only provide a pleasant purchasing environment but can also add value to the
products being sold. In addition, the store atmosphere will also determine the image of the store itself. A good store image
can ensure the survival of the company and help it survive the competition by forming loyal customers. Based on what
has been described, the purpose of this study is to determine how much brand awareness, product variety, and store
atmosphere influence purchasing decisions at Sanrio supermarkets.

RESEARCH METHODS

The type of research used is research with quantitative analysis methods, which seeks to explain and see the
relationship between the variables contained in the study and the effect of the independent variable on the dependent
variable. The population in this study were buyers who made purchases at Sanrio supermarkets in Mojokerto City. The
sample method used is purposive sampling with a total of 100 respondents. The criteria for sampling are buyers who
make purchases, have bought at Sanrio supermarket, and are aged 20 years and over. The data collection technique in
this study was to distribute questionnaires to respondents who had been determined through Google Forms and direct
observation by giving questionnaires to buyers who were at Sanrio Supermarket. The questionnaire in this study was
formed using indicators based on the variables of brand awareness, product variety, store atmosphere, and purchasing
decisions, which will be clarified below.

Brand awareness indicators are (a) the ability of consumers to remember brands; (b) the ability to recognize
brands in certain categories; (c) the ability of consumers to involve brands; and (d) the ability to recognize brands
when using products. (Keller, 1993). Product variety uses indicators based on Engel et al. (1995), which state that: (a)
product completeness; (b) product brand; (c) variation in product size; (d) variation in product quality Store
atmosphere, based on Berman and Evans (1986), includes: (a) the exterior, which is the front of the store and has a
strong influence on the image of a company; (b) the general interior, which means the impression created when
consumers enter a store; (c) the store layout; and (d) the interior point of a purchase display. Purchasing decisions
according to Kotler and Armstrong (2011), where the indicators are: (a) the stability of a product; (b) the habit of
buying products; (c) giving recommendations to others; (d) making repeat purchases

There are five (five) answer choices, each of which has the following score: strongly agree (5), agree (4), neutral
(3), disagree (2), strongly disagree (1). The technique for analyzing the data uses validity tests, reliability tests, classical
assumption tests, and multiple linear regression tests. All results are obtained based on the output of the 26th version
of SPSS software.

RESULTS AND DISCUSSIONS

Researchers analyzed respondents related to units in this study, including gender, age, and number of purchases
by consumers. The results of data collection from 100 respondents show that the characteristics of buyer respondents
at Sanrio supermarket according to gender are more women than men. This is evidenced by the number of women
reaching 66 respondents and the number of male respondents being 34. The age range of respondents was 2030 years,
followed by 31-40 years, which amounted to 9 respondents, and the remaining 12 respondents were aged 45 years.
Based on the number of purchases, it turns out that the respondents have bought more than twice at Sanrio Supermarket.

The results of testing the validity of the brand awareness variable, product variety, store atmosphere, and
purchasing decisions are determined by the corrected item total correlation; the value must be above 0.30. All 32
question items have a corrected item total correlation above that, so it can be explained that the instrument is indeed
valid. This study measures quantitative reliability by looking for the Cronbach alpha coefficient value, which is
determined to be greater than 0.60. With the reliability analysis feature in the SPSS application, the results are shown
in Table 1.

Table 1
Reliability Test Results
No Variables Cronbach’s Alpha | N of item | Status
1 Brand Awareness 0,746 8 Reliable
2 Product Variety 0,780 8 Reliable
3 Store Atmosphere 0,718 8 Reliable
4 Purchasing Decisions 0,773 8 Reliable

Source: Processed Researcher
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Referring to the statement that if the Cronbach's Alpha value is 0.6, then an instrument is declared reliable,
According to Table 1, the Cronbach alpha coefficient for all variables shows a value greater than 0.6. This shows that
all instruments are reliable. In accordance with the results of validity and reliability that have been proven, below there
will be a brief explanation of the results of classical assumptions. In this study, the normality test method uses a normal
probability plot image, as shown in Figure 1.

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: Y
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Figure 1. Normality Test
Source: SPSS Results

The regression model is normally distributed over all variables. This is because right on the diagonal line
formed, there is research data surrounding it. Furthermore, if the VIF value is not more than 10, the regression model
does not have multicollinearity symptoms. Based on these provisions, this study does not experience multicollinearity
disorders because for brand awareness, the value is 1.341, product variety is 1.485, and store atmosphere is 1.456.
Likewise, when referring to the Durbin-Watson value, the autocorrelation test is not problematic because there is a
value of 1.582, which means that it is still between negative 2 and positive 2. In your research to conduct
heteroscedasticity tests, you can use the dependent variable scatterplot shown in Figure 2.
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Figure 2. Heteroskedastity Test
Source: SPSS Results

The regression model does not exhibit heteroscedasticity because, as seen from Figure 2, there are points that
are seen from the position of the distribution of the data that are quite evenly distributed and do not show that there is
data that gathers in one position. Based on the results of data processing for regression analysis according to the
variables of brand awareness, product variety, and store atmosphere on purchasing decisions, they will be shown in
Table 2, which appears below.

Table 2
Coefficients?

Model Unstandardized Coefficients Standardized Coefficients ¢ Sig Collinearity Statistics
B Std. Error Beta " | Tolerance VIF
1 | (Constant) 12.971 4.619 2.808| .006
X.1 5.846 719 490 8.133| .000 746 1341
X.2 1.620 .804 128 | 2.014| .047 .673| 1.485
X.3 5.653 .819 433 6.902| .000 .687| 1.456
Source: SPSS Results
( ]
{ 2 )
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Based on the results of regression testing according to Table 2, an equation can be formed as follows: Y =
12.971 + 5.846 X1 + 1.620 X2 + 5.653 X3. From the regression equation, a constant of 12.971 is obtained, which
means that, if all brand awareness variables, product variations, and store atmosphere are constant (zero), the value of
the purchasing decision variable is still 12.971. In accordance with the partial effect, which is determined by the
significance value, it cannot be more than 0.05 to be significant, so the influence of the variables of brand awareness,
product variety, and store atmosphere on purchasing decisions has significant results. According to the sig column in
Table 2, there is a value of 0.000 (brand awareness); 0.047 (product variety); and 0.000 (store atmosphere). At the next
stage is the F test, the results of which are in accordance with Table 3 based on significant tests, which also cannot be
more than 0.05.

Table 3
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 15417.768 3 5139.256 91.035 .000°
Residual 5419.542 96 56.454
Total 20837.310 99

Source: SPSS Results

It can be seen in Table 3 that there is an F-count value that has a value of 91.035 and a significance of 0.000.
This means that simultaneous positive results can indeed be given from the variables of brand awareness, product
variety, and store atmosphere for purchasing decisions. This is also supported by the significance whose results are
below 0.05, namely 0.000. At the next stage, there is a coefficient of determination test, the results of which are in
Table 4.

Table 4
Model Summary®
Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson
1 .860° 740 732 7.514 1.582

Source: SPSS Results

The Adjusted R Square value using the variables of brand awareness, product variety, and store atmosphere is
0.732. This shows that 73.2% of purchasing decision factors can be explained by brand awareness factors, product
variations, and store atmosphere, while 26.8% are influenced by other factors not detected in this study.

Based on the hypothesis tested, there is a significant relationship between brand awareness and purchasing
decisions. The results of research conducted by Novansa and Ali (2017), Ansari et al. (2019), and Munir and Arifin
(2023) can be relevant to the first finding in this study. This can be explained by the fact that consumers already have
standard specifications and can make adjustments to their product needs so that purchasing decisions can be made.
Products, of course, also have an image, both positive and negative, depending on the company's efforts in creating
this image. Brand image can be interpreted as what consumers perceive when they see a product based on reality, and
usually brands are defined by service quality (Kurniawan et al., 2023). Brand awareness can grow and stick in a person's
mind through repeated brand recognition, so that consumers feel familiar with the brand. This can be done through
integrated marketing communications or a pleasant shopping experience. Consumers who have had a positive
experience with a store will create a strong stimulus for their purchasing decisions on their next visit. A good experience
includes various aspects, such as friendly service, good product quality, competitive prices, and a comfortable and
attractive store atmosphere. When consumers are satisfied with their previous shopping experience, it builds trust and
loyalty to the brand and store. They will feel confident that they will get the same or even better value and satisfaction
on their next visit. A positive experience can also create an emotional bond between the consumer and the store, which
can deeply influence their purchasing decisions. In addition, consumers who feel satisfied with their shopping
experience are also likely to give positive recommendations to friends, family, or others through words, social media,
or online reviews. This can have a positive effect on influencing the purchasing decisions of others who may not have
visited the store before. Thus, creating a good and satisfying experience for consumers is an important strategy for
retailers and store owners to build store brand awareness, build consumer loyalty, increase customer retention, and
drive repeat purchase decisions in the future.

Likewise for the product variety variable, which plays a significant role in purchasing decisions. The product
variety variable has a positive and significant effect on purchasing decisions, which indicates that product variations
include product categories that have a strong impact on purchasing decisions made by consumers. Supporting research
results are from Al Togar and Al Hakim (2022); Esssardi et al. (2022); and Tarigan et al. (2022). The variety of products
in the store itself is one of the factors considered in consumer decisions to buy products (Sutrisno, 2022). Product
variants are one of the elements that a retail business must pay attention to (Kemarauwana et al., 2022). The existence
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of a good product variant has great potential for attracting consumers to visit a store and make purchases. The variety
of products available reflects the store's ability to provide diverse and relevant choices for consumers. In addition, the
strategy of creating new variations can also be the key to increasing sales and maintaining competitiveness in a
competitive market. Product variety can be realized through various means involving factors such as size, price,
appearance, and product materials. For example, by providing different sizes or price variants, stores can cater to the
needs and preferences of diverse consumers, thereby increasing sales opportunities. In addition, variations in product
appearance, such as attractive designs, appealing packaging, or creative product placement, can also attract consumers'
attention and influence their purchasing decisions. Through product variety, stores can create differentiators with
competing products. By providing unique, innovative, or exclusive variations, stores can attract consumers who are
looking for something different and special. This opens up opportunities to build a strong brand image and increase
consumer loyalty. Research by Essardi et al. (2022) shows that the variety of products provided by a store can be an
important factor in consumer purchasing decisions. By paying attention to and implementing an effective product
variety strategy, stores can tap into greater sales potential, increase consumer satisfaction, and strengthen their position
in the market. More choices for buyers cause them to potentially become loyal to the product (Khayru et al., 2021).

Apart from brand awareness and product variety, store atmosphere also contributes significantly to purchasing
decisions. The study results from Ogedi Alakwe & Okpara (2017) and Jahroni et al. (2021) are in line with these
findings. This shows that although there are differences in design variations between one supermarket and another, a
comfortable atmosphere and product presentation can influence purchasing decisions. The store atmosphere, as a
means of communication that can have a positive and beneficial effect, is made as attractive as possible. The creation
of an image for a store depends on adjusting the physical combination that leads to the ability to develop the artistic
value of the store environment, whether it is the store layout, sound, smell, interior, exterior, or texture, so as to trigger
attraction for consumers, because adjusting the store environment will affect consumer decision-making. Therefore, it
is important for retailers and store owners to understand that store atmosphere and environmental design, including
visual communication, lighting, color, music, and fragrance, have enormous potential to influence consumer
purchasing decisions. Through creating an inviting, comfortable, and attractive atmosphere, they can create a positive
shopping experience, enhance product appeal, and influence consumer emotions and perceptions. Effective visual
communication, such as a well-organized layout and strategic product placement, can reinforce brand messages and
increase product visibility. Proper lighting can create the desired ambience, reinforce the brand image, and visually
highlight the product. Smart and consistent use of colors can create a strong brand identity and evoke an emotional
response from consumers. In addition, the selection of music that suits the brand and target consumers can create a
pleasant atmosphere and influence their mood. Meanwhile, the proper use of fragrances can create an attractive
atmosphere, evoke positive feelings, and enhance product appeal.y understanding the importance of store atmosphere
and proper environmental design, retailers can optimize consumers' shopping experiences, increase consumer loyalty,
and improve customer satisfaction levels. In an era of intense business competition, creating a store atmosphere that
captivates and influences purchasing decisions is the key to success in achieving sustainable sales growth.

CONCLUSIONS

The results of this study prove that the variables of brand awareness, product variety, and store atmosphere
have a positive and significant effect on purchasing decisions. Here are some suggestions that can be taken into
consideration for Sanrio supermarket and further research: (1) Sanrio supermarket needs to provide education on how
brand awareness is an important thing in building a purchasing decision. Brand awareness is strongly related to the
price offered; the higher the consumer's level of brand awareness, the seller can offer a price according to the quality
of the specifications; (2) variation factors can be used in the sale of existing products; product variations can be made
not only in certain products but also in accordance with the attributes of the accessories needed by buyers; (3) renewal
and improvement of the convenience of Sanrio supermarkets can be increased to make visitors give priority to
purchasing products at the supermarket.

REFERENCES

Ali, R. et al. (2022). Effect of Electronic Word of Mouth, Perceived Service Quality and Perceived Usefulness on Alibaba's Customer Commitment,
Journal of Business and Economics Research, 3(2), 232-237.

Al Togar, M. H. & Y. R. Al Hakim. (2022). The Effect of Price Perception, Product Diversity, Service Quality and Store Image on Purchase Intention
in Bread Products, Journal of Marketing and Business Research, 2(1), 35-46.

Anjanarko, T. S., & Ernawati. (2020). Study on Papaya Repurchasing Behavior at Carrefour Surabaya, Journal of Science, Technology and Society, 1(2), 15-20.

Ansari, S., G. Ansari, M.U. Ghori, & A.G. Kazi. (2019). Impact of Brand Awareness and Social Media Content Marketing on Consumer Purchase
Decision, Journal of Public Value and Administrative Insight, 2(2), 5-10.

Berman, B., & J. R. Evans. (1986). Retail Management, Macmillan Publishing Co, New York.

Chen, R. et al. (2015). Consequences of Word of Mouth from the Perspective of WOM Senders, Journal of Marketing Management, 31(9), 1018-1039.

Engel, J.F., R.D. Blackwell, & P.W. Miniard. (1995). Consumer Behavior, The Dryden Press, Orlando.

24

—
| —



Wulan Kurnianingtyas

Essardi, N. 1. et al. (2022). Service Quality, Product Diversity, Store Atmosphere, and Price Perception: Determinants of Purchase Decisions for
Consumers at Jumbo Supermarket, Journal of Marketing and Business Research, 2(2), 95-104.

Fared, M. A., D. Darmawan, & M. Khairi. (2021). Contribution of E-Service Quality to Repurchase Intention with Mediation of Customer Satisfaction:
Study of Online Shopping Through Marketplace, Journal of Marketing and Business Research, 1(2), 93-106.

Francioni, B., E. Savelli, & M. Cioppi. (2018). Store Satisfaction and Store Loyalty: The moderating role of store atmosphere. Journal of Retailing and
Consumer Services, 43, 333-341.

Gardi, B. (2022). Study of Shopping Lifestyle, Sales Promotion and Impulsive Buying Behavior, Journal of Marketing and Business Research, 2(2), 125-134.

Halizah, S. N. et al. (2022). Determinants of Customer Trust: A Study on Safety, Ease-of-use, and Perceived usefulness of Herbal Products of Kuku
Bima Ener-G, Journal of Trends Economics and Accounting Research, 2(4), 86-92.

Hidayat, T. et al. (2015). Hubungan Inovasi Produk, Harga Premi dan Perilaku Konsumen. Jurnal Ekonomi, Bisnis dan Manajemen, 5(2), 119-130.

Issalillah, F. et al. (2021). Social Cultural, Demographic and Psychological Effects on Insurance Product Purchase Decisions, Journal of Science,
Technology and Society, 2(1), 1-10.

Issalillah, F. et al. (2021). Analisis Perilaku Konsumen Rokok Mild Berdasarkan Persepsi dan Sikap, Journal of Trends Economics and Accounting
Research, 2(2), 49-53.

Jahroni, J. et al. (2021). Pengaruh Citra Toko, Suasana Toko dan Harga terhadap Keputusan Pembelian. Jurnal Pendidikan Tambusai. 5(3), 10234-10241.

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based BrandEquity. Journal of Marketing, 57(1), 1-22.

Kemarauwana, M., R. K. Khayru & F. Issalillah. (2022). Upaya Pencitraan Apotek dan Keragaman Produk untuk Meningkatkan Penjualan melalui
Keputusan Pembelian. Jurnal lImiah Satyagraha, 5(2), 56-66.

Kotler, P. & G. Amstrong. (2001). Prinsip-prinsip Pemasaran (Principles of Marketing), Edisi Bahasa Indonesia, Penerbit Erlangga, Jakarta.

Khayru, R. K. et al. (2021). Analysis of Product Preference of Chitato and Lays Potato Chips. Marginal: Journal of Management, Accounting, General
Finance and International Economic Issues, 1(1), 10-15.

Khayru, R.K., N. S. Wisnujati, D. Darmawan, & F. Issalillah. (2021). Pengamatan Loyalitas Merek Obat Herbal Berdasarkan Kemasan dan Harga. Jurnal
Simki Economic, 4(2), 121-132

Kurniawan, Y, E., R. K. Khayru, F. Issalillah & N. Aisyah. (2023). The Influence of WOM and Brand Trust on The Purchase Decision of Hand Sanitizer, Journal
of Marketing and Business Research, 3(1), 61-70.

Lestari, U. P. & A. R. Putra. (2022). Brand Switching Behavior on Smartphone Product Purchases. Journal of Science, Technology and Society, 3(2), 23-31.

Mardikaningsih, R. & Y.R. Al Hakim. (2017). Manajemen Bisnis Ritel, Metromedia, Surabaya.

Munir, M. & S. Arifin. (2023). The Influence of Price, Product Quality, and Brand Image on Consumer Satisfaction of Yamaha Brand Motorcycles,
Journal of Marketing and Business Research, 3(1), 1-12.

Novansa, H, & H.A. Ali. (2017). Purchase Decision Model: Analysis of Brand Image, Brand Awareness and Price (Case Study SMECO
Indonesia SME products). Saudi Journal of Humanities and Social Sciences, 12(8), 621-632.

Ogedi Alakwe, K., & N. Okpara. (2017). Influence of Retail Atmospherics as Nonverbal Communication on Purchase Behaviour in the Nigerian Retail
Environment. Journal of Marketing and Consumer Behaviour in Emerging Markets, (1 (5), 45-62.

Padma, A. et al. (2018). Contingency Approach to Strategies for Service Firms, Business Research, 7(2), 178-189.

Putra, A.R. et al. (2022). Studi tentang Kepuasan Konsumen yang Dipengaruhi oleh Kualitas Produk dan Harga. Jurnal Bisnis Kolega, 8(2), 44-57.

Putra, A.R. et al. (2022). Pengaruh Gaya Hidup, Lingkungan Fisik, dan Persepsi Harga terhadap Loyalitas Pelanggan Lottemart. Jurnal Ekonomi dan
Manajemen, 2(1), 71-85

Retnowati, E. et al. (2021). Pengaruh Pencapaian Kepuasan Konsumen Rumah Makan Berdasarkan Kesan Kualitas Produk dan Harga. Jurnal Ekonomi
dan Ekonomi Syariah (JESYA), 4(2), 1382-1389.

Retnowati, E. et al. (2021). The Effect of Packaging, Product Variance, and Brand Equity on Nutella Consumer Trust. Asian Journal of Management,
Entrepreneurship and Social Science, 1(1), 169-180.

Sulaksono, S. et al. (2021). Considerations for Students Choose a Collection Based on Education Cost, Location, and University Reputation, Journal of
Marketing and Business Research, 1(2), 115-126.

Sutrisno, R.l. (2022). Pengaruh Promosi Penjualan, Diversifikasi Produk dan Harga terhadap Kepuasan Pelanggan, Jurnal Manajemen, Bisnis, dan
Kewirausahaan, 2(1), 1-12.

Tarigan, E. S. B., A. Silvani J.S.B. Tarigan, & J. Hutagaol. (2022). Analysis of Discount, Free Shipping, And Product Diversity On Product Purchase
Decisions On The Shopee Marketplace. Jurnal Ekonomi, 11(1), 292-297.

Trirahayu, D. et al. (2014). Peran Bauran Pemasaran Jasa terhadap Minat Beli dan Minat Mereferensikan. Jurnal Ekonomi, Bisnis dan Manajemen, 4(1), 51-62.

Villarejo Ramos, A. F., F.J. Rondan Catalufia, & M.J. Sanchez Franco. (2008). Direct and Indirect Effects of Marketing Effort on Brand Awareness
and Brand Image. In Actas 7th International Congress of Marketing Trends, Venecia. Italia.

Wahab, E., et al. (2017). Marketing New Products to Mainstream Customers, Journal of Economics and Business, 8(2), 239-246.

25

—
| —



