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Abstract

"This study investigates how strategic planning, operational business practices, retailer supplier relationship, and
technology adoption affect the performance of small independent retailers in Indonesia. By using Structural
Equation Modeling (SEM) via SmartPLS, data were gathered from 283 retailers in Indonesia, West Java Province,
specifically in Majalengka, Cirebon, Kuningan, and Indramayu between February and May 2025. Covid19
degraded the business sectors, the aim of study is to reveal how small independent retailer can survive and grow.
The findings shows that both effective business operations and the use of technology significantly enhance
customer loyalty, which is important in boosting retailer performance. Moreover, relationship among retailers and
suppliers bridging the mediation effect of strategic planning on performance. Although strategic planning does not
directly influence loyalty, its indirect effects highlight the importance of surrounding factors. The study reinforces
the theoretical frameworks of the Technology to Performance Chain (TPC) and the relational view of firm
performance, while proposing practical insights for retail strategy and digital innovation in emerging markets.".
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INTRODUCTION

Micro, Small and Medium Enterprises (MSMEs) business is the backbone of Indonesia, in economy crisis
1998, MSMEs becomes one important pillars for Indonesian to survive, since UMKM able to absorb so many
employment, according to Sri Mulyani (2024), The Minister of Finance Republic Indonesia said, “Labor
absorption in the Micro, Small, and Medium Enterprises (MSMEs) sector in Indonesia has reached 97%,
equivalent to 117 million workers relatively high compared to others countries”. During Covid19 there are a lot of
retail business collapses because their income decreases significantly, 83% retail business declared their income
drop and 39% business forced to do layoff of the employees. Furthermore, data shows that around 15.6% of retail
businesses permanently closed during the pandemic and 34.5% of retail businesses started using e-commerce
platforms to sell their products. (Central Statistics Agency of Indonesia, 2020). The retail business is so important,
not only for corporations but also the small traditional retail must be protected and developed.

The Covid19 pandemic affected the business sector significantly, retailers must learn how to survive and
adopt new consumer behaviour. A prominent factor for small medium enterprises to survive in a post-pandemic
period is the ability to operate and innovate specifically does not lose customers. Business agility reinforces small
and medium-sized enterprises (SMEs) to actively react swiftly and effectively to real-time developments, helping
them retain their customer base. (Dhewanto, Zailani, Dellyana, Fauzan, & Putri, 2021). While existent literature
has provided major insights into the buyer—supplier and buyer—consumer relationships of small independent
retailers (Runyan & Droge, 2008), and the functional business strategies and strategic planning that influence
performance (Praharsi et al., 2014; Ramakrishnan, 2010), there remains limited absorption of strategic technology
adoption into this framework, especially within emerging economies such as Indonesia. Most papers have focused
on developed market contexts, which are often not categorized to traditional retailers in developing nations, where
capital and digital literacy are still limited (Seethamraju & Diatha, 2018; Isharyani et al., 2024). Moreover,
empirical studies that apply a structural equation model (SEM) to identify the collective impact of buyer
behaviour, strategic planning, and technology adoption on retail survival are scarce. This study addresses these gps
by developing a holistic model tailored to Indonesian small retailers in a post-pandemic recovery context.
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METHOD
Research Design

We used questionnaire survey as data collections tools, the survey contains of multiple scaled items for
each the research constructs, in addition the survey was reviewed and did pretest by academician and two retail
managers to ensure the measurement items are fit with the research objectives described in the constructs and small
retailers’ community leader to sense the coherent and question simplification. The questionnaire survey comprises
six constructs. Table 1 shows the measurement items for each construct included in the survey. These items are
derived from a synthesis and combination of previous research formulations, as indicated by their referenced
sources. All construct items are measured using a five-point scale, ranging from 1 ("strongly disagree") to 5
("strongly agree").

Research Sample

The target respondent’s population comprises small independent retailers located in four specific city and
regencies in West Java Province, which are Majalengka, Cirebon, Kuningan, and Indramayu. They are joining
program SRC, a movement and coaching program from a fast-moving consumer goods company to empower small
medium enterprises likes small independent retail store to keep relevant with current consumer behaviour and
fierce competition vs modern trade and ecommerce. Total SRC population in those regencies is about 8,000 small
independent retailers; to determine appropriate sample number we use Z Score methods with finite population
correction (FPC) to determine the sample size, with margin error 0.05 for 95% confident level, total sample
requitement is 367. The sample size consists of 369 respondents of small independent retailers selected based on a
convenience and purposive sampling method to ensure relevant representation from each location.

Data Collection

Data collection occurred between April and May 2025 through structured questionnaires. Questionnaires
will be distributed directly to business owners or managers of selected retailers. To ensure data accuracy, field
enumerators will facilitate the data collection process, providing guidance and clarification when necessary. The
questionnaire was designed to capture their strategic perspectives, including aspects of functional business and
planning, the development of relationships with key suppliers, engagement with consumers through consumer
loyalty programs, retail technology to adapt with new consumer behaviour and overall retail performance to
survive and develop.

Analytical Method

Structural Equation Modelling (SEM) analysis will be assessed using SmartPLS software version 4.
SmartPLS is chosen for its agility in analysing complex models with small to medium-sized samples and its
capability for testing measurement and structural models simultaneously.

RESULTS AND DISCUSSION

In this part we are going to examine the calculation results of the Hypothesis model. Start from
respondents’ demography, technology adoption model that translated by Digital Maturity Level, statistical
measurement and its practical interpretations. Furthermore, theoretical implications and managerial implications
will be explained in this session as the core of the study how to enhance small retailer performances and its
survival. Finally, is the suggestion for future research of the study for novelty addition for academic research.
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Demographic Profile
Demography Characteristics |Level Frequency |Percentage
13 - 28 years 16 4%
Age 29 - 44 years 164 44%
45 - 60 years 174 47%
61 - 79 years 15 4%
Gender Man 176 48%
Women 193 52%
0 19 5%
Childern in households 1-2 239 65%
>3 111 30%
<1 years 54 15%
Duration join program SRC 1 - 3 years 119 32%
>3 years 196 53%
0 - 4 years 46 12%
. . 5-9 years 116 31%
Duration run the business 10 - 19 years 156 42%
>20 years 51 14%
Increase 127 34%
Total sales growth Not Changed 190 51%
Decrease 52 14%

Table 2: Demographic Characteristics of small independent retailers
We have done survey through online questionnaire to 369 small independent retailers who joined SRC
program, presented in Table 2. Based on age demography small independent retailer dominating with range age 29
— 44 and 45 — 60 years by 92%, this generation called Millennials or Gen Y and Gen X, most of the retailers are in
the productive working age. Women are slightly dominating by 52% compared to men, in Indonesia this quite
prevalent. With 65% of respondents having one to two children and the rest 30% raising more than three, most
participants are managing business responsibilities at the same time bearing small to moderately sized families.
53% of participants have remained in the SRC program for more than 3 years, indicating strong retention and
sustained involvement. This emphasizing the program’s ability to foster long-term engagement among its
members. While 34% of respondents reported increased sales in the last 3 years after Covid pandemic, 51%
experienced no change, and 14% are facing a decline in the last three years. even though a third have shown
improvement, the stagnant performance among half of the retailers underscores the need for strategic support
solutions.
) #Responde

Groupin %
PINE 4 pdoptid ntOutlet ¢

=/Non Digital 0 57
Non Digital Total 57 15%
=/Basic Digital 1 62
2 54
Basic Digital Total 116 32%
=JAdvanced 3 75
4 70
5 51
Advanced Total 196 53%
Grand Total 369 100%

Table 3: Digital Maturity Level
The categorizing of digital maturity for traditional retailers is considered by the types of technologies they
adopt and the extent to which these technologies contribute to achieving strategic performance goal (Isharyani et
al., 2024). Table 3 shows Digital Maturity Level. Level 1 — Non-Digital is defined as no digital products are sold in
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their outlets or being use by the retailer to support business performance, Level 2 — Basic Digital is defined outlet
with minimal sold 1 to 2 digital products, and Level 3 — Advanced Digital is defined outlet with provide minimum
3 digital products. In this study we found that only 8% retailers do not provide digital products, while the rest is
minimum provide 1 digital product. In figure 3 presented the list of digital products surveyed in the research
questionnaire.

No Digitall Tools/Products

1 Use Whatsapp as promotion media

2 Computerized Cashier

3 Sell telecommunication credits, Electricity Voucher, and Games Voucher
4 Receive Cashless Payment such as QRIS, transfer, etc

5 Proviced Bank Transfer Services and Cash Withdrawal

6 Non Digitalize

Figure 3: List of Digital Products

Confirmatory Analysis (CFA)

Confirmatory factor analysis (CFA) aims to test the hypothesis regarding the proposed constructed models.
We used SMART PLS to run the data processing. A CFA is executed by using 21 items that measure the 5
constructs. Indicator Loadings, Table 4 demonstrates indicator loadings examine the effectiveness each item
represents its linkage construct. Most of indicators exhibit strong loadings above 0.70, reflecting high item
reliability. While FB3 and FB4 falls below the recommended threshold, review carefully for next studies.

Average
variance
extracted
(AVE)

Composite Composite
Outer Cronbach D D

Indicators ) reliability reliability
loadings 's alpha

(rho_a) (rho_c)

CLP1 <- Consumer Loyalty Program
CLP2 <- Consumer Loyalty Program
CLP3 <- Consumer Loyalty Program

Total Consumer Loyalty Program

FB1 <- Functional Business

0.850

FB2 <- Functional Business 0.840
FB3 <- Functional Business 0.632
FB4 <- Functional Business 0.575
2.896| 0.706 | 0.749 0.820 0.539
RP1 <- Retailer Performance 0.864
RP2 <- Retailer Performance 0.902
RP3 <- Retailer Performance 0.824
RP4 <- Retailer Performance 0.814
3.404| 0.874 | 0878 0.913 0.726
RSP1 <- Retailer Supplier Relationship 0.912

RSP2 <- Retailer Supplier Relationship 0.934
RSP3 <- Retailer Supplier Relationship 0.916

Total Retailer Supplier Relationship 2.761| 0.910 0.910 0.943 0.847

- Retailer Technology 0.846
- Retailer Technology 0.886
- Retailer Technology 0.944
- Retailer Technology 0.928
- Retailer Technology 0.892
Total Retailaer Technology 4.496| 0.941 0.944 0.955 0.810
SP1 <- Strategic Planning 0.944
SP2 <- Strategic Planning 0.937
Total Strategic Planning 1.881| 0.870 0.872 0.939 0.885

Table 4: Factor Loading, construct & composite reliability, variance extracted

Cronbach’s Alpha and Composite Reliability (CR) are empowered to evaluate internal consistency, with
values more than 0.70 signifying acceptable reliability. All constructs in the analysis meet this standards criterion.
Moreover, Average Variance Extracted (AVE) values is above 0.50 for all constructs, confirming convergent
validity. These results as in to prove that the constructs possess strong internal consistency and valid convergence,
as supported by the reliability and AVE metrics. All constructs tested strong internal consistency, with composite
reliability (CR) values more than 0.70. Convergent validity was supported by average variance extracted (AVE)
values above 0.50.
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Consumer ) ) Retailer ) )
Functional Retailer Retailer Strategic

Construct Loyalt Supplier
WEL Business  Performance &

Technolo, Plannin,
Program Relationship gy ing

A. Discriminant Validity: Fornell-Larcker Criterion
Consumer Loyalty Program 0.877
Functional Business 0.721 0.734
Retailer Performance 0.738 0.631 0.852
Retailer Supplier Relationship 0.698 0.684 0.659 0.920
Retailer Technology 0.777 0.627 0.789 0.688 0.900
Strategic Planning 0.523 0.649 0.564 0.557 0.503 0.941
B. Heterotrait-monotrait ratio (HTMT) - Matrix
Consumer Loyalty Program

Functional Business 0.918
Retailer Performance 0.850 0.775
Retailer Supplier Relationship 0.799 0.836 0.732
Retailer Technology 0.865 0.745 0.871 0.745
Strategic Planning 0.617 0.822 0.638 0.625 0.553

Table 5: Discriminant Validity

Discriminant validity was confirmed through both the Fornell-Larcker criterion and HTMT ratios below
0.90, it shows that the constructs were empirically distinct (Hair et al., 2021). Table 5 shows results of the SEM
PLS calculations tell us that this analysis as in confirms the constructs are statistically distinct. For each construct,
the square root of the AVE (displayed on the diagonal) is greater than the correlations with other constructs (off-
diagonal values), indicating that each construct shares more variance with its own indicators than with others. This
satisfies the Fornell-Larcker criterion, thereby as in supporting discriminant validity across all constructs.

HTMT is considered a more rigid method for imposing discriminant validity, with handed thresholds
below 0.90 and excellently below 0.85. While most HTMT values fall within acceptable ranges, two pairs of
constructs raise concerns: Consumer Loyalty Program vs. Functional Business (0.918), exceeded threshold, while
Retail Technology vs Retail Performance (0.871) still acceptable but in the borderline. The value exceeds the edge,
suggesting potential issues with discriminant validity. This overlap means that the constructs may not be
sufficiently distinct, warranting further academic explanation or enhancement of the measurement item. Finally,
discriminant validity was examined by comparing the correlations between constructs with the square roots of the
average variance extracted (AVE) for each construct (Santoso, 2012; Fornell & Larcker, 1981). In table 5A, this
analysis shows the inter-construct correlations (under the diagonal) and the square roots of the average variance
extracted (on the diagonal) for each construct. The results describe that all inter-construct correlations are lower
than the square roots of the AVE values for the corresponding constructs. This confirms discriminant validity.
Furthermore, we conclude that the overall model and its constructs are satisfactory.

Model Analysis

To identify common method bias, according to Kock (2015), the full collinearity VIF test was
recommended, where all VIF values for latent variables were under the 3.3 threshold, denoting the needs of
significant common method bias in the dataset showed in Table 6.

Test Tool Threshold Outcome if violated
Full Collinearity VIF SmartPLS VIF <33 Common method biases likely

Table 6: Collinearity VIF threshold to identify biases
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Acceptable
3.602 Tolarable
3.755 Tolarable
1.766 Acceptable
1.919 Acceptable
1.327 Acceptable
1.112 Acceptable
2.363 Acceptable
3.033 Tolarable
2.223 Acceptable
1.769 Acceptable
2.747 Acceptable
3.634 Tolarable
3.077 Tolarable
2.478 Acceptable
3.761 Tolarable
6.262 High Multiollinearity
4.988 Tolarable
3.478 Tolarable
2.457 Acceptable
2.457 Acceptable

Table 7: Collinearity statistics (VIF): Outer model — List

0 er Lo Prog 1.952
onal B e 2.187
e er Perfo e
etaile pplier Relatio P 1.952
Retaile e olog 1.693
egic P 1.775 1.000

Table 8: Collinearity statistics (VIF): Inner Matrix Model

To impose common method bias (CMB), the full collinearity VIF theory delivered by Kock (2015) was
applicative. At the construct level in Table 7, all VIF values were below the conservative threshold of 3.3,
indicating no serious multicollinearity or CMB. However, several indicators level VIFs exceeded 3.0, such as
CLP2, CLP3, RT2, RT4, and RT but still tolerable. Except RT3 These results indicating theoretic repetitions
measurement in specific items, which should refine in future research to ensure discriminant clarity.

Hypothesis Testing Results

In Table 9, provides summary hypothesis testing using path coefficients, T Statistics, and P Value of the
hypothesis models consist of 6 relationship constructs, at 95% confidence level with Threshold T-Statistic > 1.96

means Significant, p-Value < 0.05, Significant, and p-Value > 0

Hypothesis Hypothesis Construct

Strategic Planning -> Retailer Supplier Relationship

.05 Not Si

Path T statistics

coefficients (]O/STDEV|)

nificant.

P values

Supported?

Strategic Planning -> Consumer Loyalty Program

Functional Business -> Consumer Loyalty Program

Consumer Loyalty Program -> Retailer Performance

Retailer Supplier Relationship -> Retailer Performance

Retail Technology -> Consumer Loyalty Program

0.550 10.954 Supported
0.007 0.137 0.891 Not Supported
0.386 6.949 0.000 Supported
0.589 11.041 0.000 Supported
0.218 4.205 0.000 Supported
0.533 10.884 0.000 Supported

Table 9: Summary of Hypothesis Testing

Consumer Loyalty Program
Retailer Performance
Retailer Supplier Relationship

Table 10: R2 and R2 Adjusted
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As shown in Table 9, five of the six hypotheses were statistically significant based on path coefficients, t-
values, and significance levels (p < 0.05). Furthermore, Strategic Planning significantly influenced Retailer
Supplier Relationship (B = 0.550, t = 10.954, p = 0.000) means by having sales forecast and inventory management
could strengthen relationship with suppliers, it is important especially main suppliers where their products are fast
moving.

Strategic planning’s influence on Consumer Loyalty Program was not significant ( = 0.007,t=10.137,p =
0.891), thereby rejecting Hypothesis 2. It might be because of this empirical study in small independent retailers
weakly implement strategic planning on consumers and consumer loyalty, in small retailers may be influenced by
the social bounding or convenience than strategic planning.

Functional Business had a suggestive positive effect on Consumer Loyalty Program ( = 0.386, t = 6.949,
p = 0.000), demonstrates product availability, pricing strategy and service consumers is highly supportive to
consumer loyalty, this is the core of business operational in small retailer business, improvement on community
engagement maybe necessary to keep the loyalty.

Consumer Loyalty Program also had a strong positive result on Retailer Performance (p = 0.589, t =
11.041, p p = 0.000) is supported also with R2 (Table 10) of 0.702 indicating that over half variation in
performance outcomes explain by the model, supporting H4. Loyalty programs significantly boost retailer
performance. Loyal customers contribute to consistent sales and profitability, especially important for small
retailers with limited promotional budgets. Meeting expectations related to product quality, service, and overall
experience is essential for enhancing long-term customer loyalty.

Retailer Supplier Relationship significantly influenced Retailer Performance (f = 0.218, t = 4.205, p =
0.000) is supported also with R2 of 0.63 indicating that over half variation in performance outcomes explain by the
model. Strong supplier relationships improve performance by ensuring better product supply, credit terms, and
operational support

Retailer Technology significantly influenced Consumer Loyalty Program (B = 0.533, t = 10.884, p =
0.000), supporting H6. These results confirm the importance of functional strategies, technology adoption, and
relationship strength in enhancing performance and loyalty outcomes in small independent retail settings. Digital
payment system, point of sale, social media & messaging apps, provide digital products such as electricity voucher,
internet quota, and communication credit confirming increase consumer loyalty and indirectly influence the retailer

performance.
0.550 (0.000) 0.?.:3
Strategic Planning Retailer Supplier Relationship

0.007 (0.891) 0218 (0.000)

o 0.386 (0.000)

Functional Business

f

0.576
c:]

(0.000) >

Consumer Loyalty Program Retailer Performance

0533 (0.000)

Retail Technology

Figure 3: Construct Models with Coefficients, p-value & R?
Furthermore, to strengthen the hypothesis test we would like to do the mediation test to understand how

and why an independent variable affects dependant variable through a mediator, the results presented in Table 11.
Indirect Effect

Hypothesized Mediation Path - ) - t-Value - p-VaIue- Direct Effect (a Mediation Type
Strategic Planning — Retailer Supplier Relationship — Retailer Performance 0.12 3.59 0.000 Significant Partial Mediation
Strategic Planning — Consumer Loyalty Program — Retailer Performance 0.00 0.14 0.8910 Not Significant No Mediation
Functional Business — Consumer Loyalty Program — Retailer Performance 0.23 6.33 0.000 Not Modeled Full Mediation
Retailer Technology — Consumer Loyalty Program — Retailer Performance 0.31 7.46 0.000 Significant Partial Mediation

Table 11: Mediation Results
Mediation analysis was run to decide whether Consumer Loyalty Program and Retailer Supplier
Relationship works as mediators in the model. Results presented that:
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1. Strategic Planning — RSR — Retailer Performance

The outcomes show that Strategic Planning (SP) significantly influences RSR ( = 0.550, p < 0.001), and
RSR, in turn, significantly affects Retailer Performance (RP) (B = 0.218, p < 0.001). Even though the direct path
from SP to RP was not tested directly in the model, the strength and significance of both SP — RSR and RSR —
RP paths suggest the presence of a partial mediation, where the strategic intent contributes to performance
outcomes through enhanced supplier collaboration.

2. Strategic Planning — CLP — Retailer Performance

In this pathway, neither the indirect effect from SP to RP via CLP (B = 0.004, p = 0.891) nor the direct
effect from SP to CLP (B = 0.007, p = 0.891) is statistically significant. These results indicate that Consumer
Loyalty Program does not mediate the relationship between strategic planning and retailer performance. This
suggests that planning efforts, while essential internally, may not directly influence customer loyalty unless
complemented by more tactical or operational drivers.

3. Functional Business Strategy — CLP — Retailer Performance

There is no direct path modelled from Functional Business Strategy (FBS) to Retailer Performance; hence
the direct effect is implicitly considered zero. However, the indirect effect through CLP is statistically significant
(FBS — CLP = 3 = 0.386, p < 0.001; CLP — RP = B = 0.589, p < 0.001). This confirms the presence of full
mediation, indicating that functional business practices such as pricing, product availability, and service quality
impact performance only through their effect on consumer loyalty.

4. Retail Technology — CLP — Retailer Performance (Partial Mediation)

The analysis reveals that Retail Technology (RT) significantly affects CLP ( = 0.533, p < 0.001), and
CLP significantly impacts RP (f = 0.589, p <0.001). In addition, the direct effect from RT to RP is also significant
(B = 0.510, p < 0.001). These results support a case of partial mediation, implying that technology enhances
performance both directly and indirectly by reinforcing customer loyalty. This is in line with the Technology-to-
Performance Chain (TPC) model, emphasizing the dual role of technology as both an enabler and amplifier of
performance when aligned with customer-centric processes.

These results emphasizing the demanding mediating role of consumer loyalty program and retailer supplier
relationship strategies in enhancing retailer performance.

Theoretical Implications

This paper contributes to the theoretical improvement of small independent retail performance and survival
by combining strategic, technological, and relational dimension within market in developing economy as the
context. The results supporting foundational role of consumer loyalty program and retailer supplier relationships as
critical bridging that mediates operational strategies and business outcomes.

The results that Retailer Technology has influence on Consumer Loyalty Programs, which subsequently
improve Retailer Performance, strengthen and expands the Technology-to-Performance Chain (TPC) model
(Goodhue & Thompson, 1995) within the context of small retailers in Indonesia. This emphasizing the significance
of aligning technology with business needs, even in more traditional retail settings. It highlights the importance of
technological fit and usage even in traditional business environments This study emphasizes the need for small
independent retailers to adapt their strategies to leverage community relationships and technological advancements
effectively (Isharyani et al., 2024)

The notable positive impact of Functional Business Strategies, such as maintaining product quality &
availability (Moorthy et al. 2015), setting competitive prices (Grewal et al., 2011), and optimum service to
consumer (Hendrawan & Anggraeni, 2020) on consumer loyalty reinforces established theories in marketing and
competitive strategy, particularly within localized retail environments. Additionally, the mediating role of the
Retailer—Supplier Relationship supports the relational view of firm performance, emphasizing that trust and
collaboration between organizations are vital for sustaining a retailer’s competitive edge.

Interestingly, the lack of a significant relationship between Strategic Planning and Consumer Loyalty
introduces an important theoretical insight. Although strategic planning is typically assumed to influence customer
behaviour, this finding suggests that its effect may be indirect or influenced by other variables—such as
organizational capabilities, business size, or cultural context. Similar findings were noted in studies by Rahman et
al. (2021), who observed that planning activities in informal retail sectors often lack the structure required to
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influence customer outcomes directly. This highlights the need for more nuanced and context-specific theoretical
models, particularly for emerging market environments.

Managerial Implications

From an applicative point of view, this study provides insightful guidance for small independent retail
owners and managers in emerging markets. The results emphasize the prominent role of technology not only in
optimizing operations but also in enhancement of customer loyalty, a key factor in business performance booster.
Even modest investments in digital tools, such as point-of-sale apps, loyalty tracking systems, and inventory
monitoring software, can significantly raise customer engagement and retention. Below are the summary digital
products availability and its retail performance. Table 12 shows retailer with advanced digital 34% has increased
retail performance and 51% of digitalized outlet has stable business performance in the last three years after covid
pandemic.

Grouping ﬂ RT Adoptionﬂ Decrease Stable Increase  Grand Total
=INon Digital 0 17 39 1 57
Non Digital Total 17 39 1 57
=/Basic Digital 1 11 42 9 62

7 21 26 54

Basic Digital Total 18 63 35 116

=/Advanced 3 8 39 28 75

4 8 24 38 70

5 1 25 25 51

Advanced Total 17 88 91 196

Grand Total 52 190 127 369
%Retailer Performance 14% 51% 34% 100%

Table 12: Summary Digital Maturity vs Retailer Performance

Retailers must put enhancing functional business elements such as pricing strategies and service quality to
strengthen customer loyalty in the first place. Offering clear, unique value propositions that align with local
customer preferences may have a more impactful than relying only on formal strategic planning.

Furthermore, developing strong supplier relationships is important. Retailers who collaborate, trust-based
partnerships with their suppliers are more likely has privilege from improved product availability, favourable
payment terms, and enhanced overall performance. Retail managers can engage more from this point of view by
giving them consultancy on managing business, if the retailer feels comfort and has support system, then they are
willing to buy more following the sales plan and doing retail advocacy to the consumers.

While this paper did not find a direct relationship between strategic planning and customer loyalty,
strategic planning still plays a prominent role within an organization. Retailers should embrace it as a foundational
element that support more directly on real efforts, such as working closely with suppliers and engaging customers
by loyalty programs.

These findings can become the procedure training programs development, policy measures, and capacity
improvement initiatives designed to reinforce the resilience and competitiveness of small retailers in Indonesia and
at the end of the day we want to keep small independent retailers stronger, absorb employment and become the
backbone of people economy.

Limitation of Study and Future Research

While the study provides valuable contributions, it also has several limitations. First, the data were
collected from retailers in only four regencies in West Java, which may limit the generalizability of the findings to
other regions or countries. Future studies could expand the geographic scope to provide broader insight across
various cultural and economic contexts.

Additionally, the model's focus was on internal business strategies. Future research could explore external
environmental factors, such as government policies, digital infrastructure, or economic shocks (e.g., post-pandemic
recovery), that might shape technology adoption and performance.

Furthermore, to enrich emergent retailer research stream (Runyan & Droge, 2008), future research can
discuss about strategic implementation in labours issues and in the structure, part focusing on franchising model,
alliances, and local or global sections. Overall, these directions will help extend the applicability of the study’s
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insights and enhance the robustness of the theoretical framework for small independent retail research in emerging
markets.

CONCLUSION

In conclusion, this research improves and give value added to the existing theoretical models by illustrating how
the integration of strategic planning, functional execution, and technological adoption collectively influence
consumer loyalty and business performance. These results are particularly relevant to the ignored segment of small
independent retailers in emerging markets such as Indonesia. Furthermore, this study could be a reference for retail
managers across industries who have business interests on small retailer in Indonesia on how two create
engagement and act as consultant to support customers business, collaborate with suppliers both of distributors and
wholesaler to gain benefit for all stakeholders. Finally, for small retailer this insight can help to prioritize on how
main business function will impact to consumers loyalty, utilizing retail technology is empirically prove give
positive influence on consumer loyalty and eventually will support retail performance and survival for betterment
of people’s economy in Indonesia.
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