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ABSTRACT 

 

This study aims to determine the role of calling customer on the intention to repeat order of our food house 

partners perm BULOG Southeast Sulawesi Regional Office. This study uses a quantitative approach, a 

descriptive research type, with a research population of 304 partners and a sample of 75 partners. Data 

collection techniques used are through observation, questionnaires (questionnaires), and documentation. The 

data that has been obtained from the research results are processed using data analysis and using the SPSS.20 

software application which consists of descriptive analysis techniques and inferential statistical analysis. The 

research results show that the role of calling customers for our food house partners perm BULOG Southeast 

Sulawesi Regional Office is in the category satisfactory with a percentage level of 61.4 percent, and for the 

intention of repeating orders for our home food partners perm BULOG Southeast Sulawesi Regional Office is in 

the high category with a percentage of 57.7 percent based on these data, the level of relationship is in the very 

strong category. It can be concluded that there is a positive and significant effect on the role of calling customer 

on the intention to repeat orders for our food house partners, perm BULOG, Southeast Sulawesi Regional 

Office. 
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INTRODUCTION 

BULOG is a state-owned public company engaged in food logistics . The scope of business of 

this state-owned company includes logistics / warehousing, surveying and eradicating pests, providing 

plastic sacks, transportation business, food commodity trading and retail business. As a company that 

continues to carry out public duties from the government, BULOG continues to carry out activities to 

maintain the Basic Purchase Price (HDP) for unhulled rice, stabilize prices, especially the basic price, 

distribute rice to the poor (Raskin) and manage food stocks. The main task of BULOG is to carry out 

Government duties in the field of logistics management through supply management, distribution and 

control of rice prices (maintaining Government Purchase Prices-HPP), as well as logistics services in 

accordance with applicable laws and regulations. The direction of change was getting stronger with 

the issuance of Keppres No. 166 of 2000, which was subsequently changed to Keppres No. 103/2000. 

The strategy of perm BULOG in distributing its products is to build a new distribution 

network to achieve the targets set by perm BULOG. This network development program is called the 

Food House Kita program. Food House  Kita or abbreviated (RPK) is a small community-owned 

outlet that sells a variety of food products or often referred to as staple foods such as rice, oil, sugar, 

chilies, eggs, and other staple goods. Food House  Kita is a marketing network for Perum BULOG 

that aims to generate small people's businesses and for food services reached 1018 our Food Home 

network (Perum BULOG KanWil SulTra, 2020). Seeing the condition of the increase in the number 

of our food houses, which currently have reached 1018, of course, it will increase the amount of cash 

sales to our food houses in Southeast Sulawesi.Perum Bulog, Southeast Sulawesi Regional Office, 

currently has a total of 1018 RPK partners in Southeast Sulawesi and 304 specifically in Kendari City. 

Of the 304 RPK partners in Kendari city, 70% of RPK partners are actively placing orders for 
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commodities at the Perum Bulog Southeast Sulawesi Regional Office and the remaining 30% RPK 

partners do not reorder. 

 
Table 1. 

Percentage of Annual Repeat Orders of Partners of RPK Perum BULOG Regional Office of 

SulTra 

Number Commodity 

Sales 

(Year) 

Partners Percentage Repeat Order 

( % ) 

1 2017 >100 40 

2 2018 >300 68 

3 2019 >600 82 

    4 2020 >1000 70 

Source: Commercial Sector of Perum BULOG, Southeast Sulawesi Regional Office 

 

Based on the data table above, which is obtained directly from the commercial sector of the 

Regional Office of BULOG, Southeast Sulawesi Regional Office, it is known that at the beginning of 

the year the partners of Food House Kita were formed, there were more than 100 partners and 

obtained a percentage of partners' Repeat Orders of 40%, this was due to Food House Kita partners 

who registered is still small, so the opportunity to do repeat orders is weak. In the second year in 2018 

there were more than 300 partners registered and the percentage of partner repeat orders was 68%, 

which was quite an increase from the first year. In the third year, more than 600 partners were 

registered with a percentage of partner repeat orders of 82%. In 2019 the Southeast Sulawesi BULOG 

Public Corporation achieved the award because it managed to achieve the highest sales level of the 

BULOG in Sulawesi. In 2020 there are currently more than 1000 registered partners with a 70% 

percentage of partner repeat orders, a significant decline from the previous year. This is due to the 

increasing number of Food House Kita partners which make partners' opportunities to do repeat orders 

decrease due to the Out Of Stock or Commodity inventory has been sold out, making partners feel not 

served well and as a result, partners become bored waiting for commodities to return available. 

Perum BULOG has provided relief to Food House  Kita partners by implementing a Cash and 

Non-Cash Sales System with a very simple solution, from recording sales to our Food House to 

storing data related to the sales process to submitting sales reports to the center. The pillars of 

economic conditions that contribute to the economy at various levels (Guo et al., 2020; Purba, 2012; 

Purnasari & Yuliando, 2015; Zhu et al., 2016), it is necessary to evaluate the achievement of markets 

served in accordance with the environment (Henni Zainal et al., 2018; Safarnia et al., 2011; Vijande et 

al., 2005). 

Researchers continue to try to find information on why this happens so that there is a result 

that the Southeast Sulawesi Regional Office of BULOG rarely conducts Visit Customers or meets 

directly with partners, causing weak partner repeat order intentions. In solving this problem, the 

Southeast Sulawesi Regional Office of BULOG has certainly carried out a strategy that aims to 

develop RPK partnership services and mobilize all employees and personnel in it to provide the best 

service, especially with customer calling services. This strategy is carried out by contacting the 

registered RPK partners. The fascination of customer calling is very important in attracting repeat 

order partners (Deng et al., 2018; Herdiyanti et al., 2017; Kamrath et al., 2019; Lv et al., 2018; Peter 

et al., 1999). In this study, compilers will test the correctness of the strategy carried out by Perm 

BULOG Southeast Sulawesi Regional Office. 
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METHOD 

This research design uses a quantitative method approach. This research approach is carried 

out by processing all the data from the research location. The quantitative approach focuses more on 

finding data from the reality field and refers to evidence of concepts and theories that have been 

used. The type in this research is descriptive research. According to (Sugiyono, 2017) descriptive 

research is research conducted to find out the value of the independent variable, whether one or more 

(independent) variables without making comparisons or connecting between one variable and 

another. In this study consisted of 2 variables, namely variable X (Calling Customer) and variable Y 

(Repeat Order). These two variables aim to determine the role of Calling Customer in the intention 

of partner's Repeat Order. The study population was 304 partners and the sample in this study was 

75 partners. Data collection techniques used are through observation, questionnaires 

(questionnaires), and documentation. The data that has been obtained from the research results are 

processed using data analysis and using the SPSS.20 software application which consists of validity 

& reality tests, descriptive analysis techniques and inferential statistical analysis.. 
 

RESULTS AND DISCUSSION 

Description of the data in this study is to provide an overview or explanation of the research 

that has been carried out in the field. To get data about the subject of research, researchers used an 

instrument in the form of a questionnaire. Questionnaire consisting of 22 items in the form of 
questions with five alternative answers. With the details of the number of questions for the calling 

customer variable (X), there are 12 items and 10 questions for the Repeat order variable (Y). The 

questionnaire with 22 items was recapitulated or tabulated to determine the value of the questionnaire 

based on the frequency of respondents 'answers and the percentage of respondents' answers to each 
question. The research questionnaires were distributed to 75 respondents, namely partners of the Food 

House  Kita Perm BULOG Southeast Sulawesi regional office who had been selected as the research 

sample. 

Description of Calling Customer Variables 

Descriptions of data to determine the role of Calling Customer were obtained by using a total 

of 12 questionnaire answers from respondents. 

 

Table 2. 

Distribution of Customer Calling Variables 

Interval  Category  Frequency  Percentage (%) 

12 – 21 Very Unsatisfactory 0 0 

22 – 31 Less satisfactory 0 0 

32 – 41 Good enough 4 5,3 

42 – 51 satisfy 46 61,4 

52 – 60 Very satisfy 25 33,3 

Total  75 100 

Source: Results of Statistical Analysis through the SPSS Program. 20 

From the results of the calculation of the data above, it can be seen based on the respondent's 

answer that the role of Calling Customer Perm BULOG Southeast Sulawesi Regional Office is 

classified as "Satisfactory" with a frequency of 46 respondents and a percentage level of 61.4%. This 

can also be proven by finding the number of means and standard deviation as follows. 
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Table 3 

Summary of Analysis Results of Average and Standard Deviation of Variables 

 

Calling Customer 

Statistics 
XTotal 

N 
Valid 75 

Missing 0 

Mean 49.69 

Std. Error of Mean .659 

Median 49.00 

Std. Deviation 5.709 

Source: Results of Statistical Analysis through the SPSS Program. 20 

Based on the analysis of the average and standard deviation of the calling customer variable 

in the table above, it shows that the mean (mean) score of respondents' answers is 49.69 and when 

consulted with the standard deviation based on the description table of calling customer variables 

above, then the average 49.69 are in the "Satisfactory" category interval, while the standard deviation 

is 5.70. The data was obtained from the results of data processing through the SPSS 20 program. 

Description of Repeat Order Variables 

Description of data to determine the level of intention to repeat order partners Food House  

Kita Perum BULOG Southeast Sulawesi Regional Office obtained to be done by using a total of 10 

questionnaire answers from respondents. 

Table 4. 

Distribution of Repeat Order Variables 

Interval  Category  Frequency  Percentage (%) 

10 – 17 Very low 0 0 

18 – 25 Low 1 1,3 

26 – 33 High enough 4 5,3 

34 – 41 High 43 57,5 

42 – 50 Very high 27 35,9 

Total  75 100 

Source: Results of Statistical Analysis through the SPSS Program. 20 

From the results of the calculation of the data above, it can be seen based on the respondents' 

answers that the level of intention to repeat order partners of RPK Perm BULOG Southeast Sulawesi 

Regional Office is classified as "High" with a frequency of 43 respondents and a percentage rate of 

57.5%. This can also be proven by finding the number of means and standard deviation as follows. 

Table 5. 

Summary of Analysis Results of Average and Standard Deviation of Repeat Order Variables  

 

Ytotal 

N 
Valid 75 

Missing 0 

Mean 40.59 
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Std. Error of Mean .614 

Median 40.00 

Std. Deviation 5.315 

Source: Results of Statistical Analysis through the SPSS Program. 20 

 

Based on the results of the analysis of the average and standard deviation of the repeat order 

variable in the table above, it shows that the mean (mean) score of the respondents' answers is 40.59 

and when consulted with the standard deviation based on the description table of the calling customer 

variables above, the average 40.59 are in the “High” category interval, while the standard deviation is 

5.31. The data was obtained from the results of data processing through the SPSS 20 program. 
 

CONCLUSION 
 

  Description of Calling Customer (X) at Perm BULOG, Southeast Sulawesi Regional Office, 

Kendari City, is in the Satisfactory category. in this case in terms of the Calling Customer variable. 

The highest indicator in the customer calling variable (x) is the Service indicator. Overview of 

partner's Repeat Order (Y) at Perm BULOG, Southeast Sulawesi Regional Office, Kendari City, is in 

the High category in terms of the Repeat Order variable. The highest indicator in variable repeat 

orders (y) is the indicator of interest. So it can be concluded that there is a significant relationship and 

a positive influence between the role of customer calling on the intention to repeat orders for our food 

house partners perm BULOG Southeast Sulawesi Regional Office. 
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