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ABSTRAK

Pengenalan format pasar raya besar di pasaran Malaysia oleh peruncit asing sejak 1993
telah mengubah tingkah laku pengguna terutama di lokasi letakannya. Pengguna
menerima kesan baik melalui konsep ‘semuanya di bawah satu bumbung’ yang
ditawarkan oleh pasar raya besar. Kajian yang dijalankan ini cuba untuk mengenal pasti
faktor-faktor yang mempengaruhi keputusan membeli-belah barangan keperluan harian
di pasar raya besar asing melibatkan faktor ruangan dan faktor bukan ruangan melalui
pembentukan model tingkah laku membeli-belah. Lapan kumpulan faktor telah dikenal
pasti iaitu ciri demografi, corak belian, lokasi dan ciri perjalanan, barangan,
perkhidmatan, kemudahan, insentif dan persekitaran. Seramai 400 orang responden
yang tinggal di kawasan Shah Alam telah terlibat dalam kaji ini. Data dikumpulkan
melalui borang soal selidik dan diedar mengunakan kaedah persampelan mudah. Bagi
analisis data, gabungan kaedah statistik diskriptif dan inferensi telah dilakukan
menggunakan Statistic Package for Social Sciences (SPSS) Version 20. Analisis Fungsi
Diskriminan (Discriminant Function Analysis) adalah kaedah analisis utama dalam
kajian ini untuk pembentukan model ruangan keputusan membeli-belah. Hasil kajian
mendapati 255 orang atau 63.75% daripada responden menjadikan pasar raya besar
sebagai lokasi membeli-belah utama barangan keperluan harian mereka. Sementara
hasil pembentukan model ruangan membeli-belah menggunakan Analisis Fungsi
Diskriminan mendapati, wujud perhubungan yang signifikan di antara pemboleh ubah
bersandar (kumpulan pengguna membuat keputusan membeli-belah barangan keperluan
harian di pasar raya besar) dengan pemboleh ubah-pemboleh ubah peramal. Namun
begitu hanya empat pemboleh ubah yang dimasukkan ke dalam model tingkah laku
membeli-belah ini iaitu jumlah perbelanjaan, aktiviti lain di pasar raya besar, strategi
membeli-belah dan kekerapan kunjungan. Jarak yang menjadi fokus di dalam kajian ini
dilihat kurang penting mempengaruhi keputusan membeli-belah responden di pasar raya

besar.



ABSTRACT

Hypermarkets were first introduced into the Malaysian market by foreign traders as
early as 1993. These hypermarkets brought with them a changing consumer buying
trend wherever they were located. This concept was well received by consumers as
everything could be obtained under one roof. Thus, this study is carried out to identify
the factors involved in consumers’ decisions when buying groceries from foreign
hypermarkets. The question of spatial and non-spatial factors as being consumer
concerns will be determined with the construction of spatial model for shopping in
hypermarket. Eight factors have been identified which are demography, buying trends,
location and travel characteristic, goods, services, facilities, incentives and the
environment. A total of 400 respondents staying in the vicinity of Shah Alam took part
in this survey. Questionnaires were distributed and data compiled using the
convenience sampling method. As for the data analysis, a combination of descriptive
statistics and inferences were used namely the Statistic Package for Social Sciences
(SPSS) Version 20. The Chi-square Test of Independence was used to observe the link
between variables while the Discriminant Function Analysis was utilized in the
construction of the model. Based on the findings, 255 or 63.75% of the respondents
selected hypermarkets as their choice when buying groceries. The model for shopping
behaviour using the Discriminant Function Analysis saw a significant link between the
dependent variable (group of consumer preference for hypermarkets) and the predictor
variables. However, only four variables were selected in these models which are total
spending, other activity in the hypermarket, shopping strategy and shopping frequency.
Distance as a variable, which is the main focus in this study does not appear to affect

consumers’’ decision during shopping groceries from hypermarket.
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