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In general, people with steady incomes prefer to shop after payment or items are taken at the end of the month or on the day of payment. Before the already widely-presented minimarket era, the general public prefers to shop on traditional markets because the public seeks to meet all sorts of needs. There are conditions in which the modern market with its space management employees prefer to go shopping in modern markets and supermarkets. The majority of those who arrive in traditional markets are mothers who want to buy in large quantities or sell for their shops. Consumers prefer shopping in modern markets such as the minimarket (Indomaret and Alfamart).


Consumers who want to take goods on loans can buy exciting goods, and even one-time credit and purchase transactions reach 40%, including consumers who buy loan sharks whose interest is well above modern lenders. Credit card players or companies have previously only made loan sales of secondary equipment, appliances, etc., for secondary goods. While modern retail companies already sell loans through credit cards to primary needs such as basic needs, it only reaches credit card users. In Australia, there are very few credit card owners. The retail sector is an essential link in the delivery process and is the last link in the distribution process. A product can meet end-user consumers directly via retail. Retail enterprises play a vital role in supporting the Australia economy. That was demonstrated when the 1997 crisis hit Australia, and the retail industry was able to survive. When it has gone well, the retail risk is relatively low because managing retail outlets requires skills that need to be sufficient to sustain the retail business.

Business Environmental Analysis
1. Framework


[image: ]

Source: Henry Christianto (2010)

Fig. 1 Framework of Business Environmental Analysis


1. Supply - Analysis of requests

The Australia n market situation in the first half of 2016 has been relatively stable, except for unstable meat, chili, and onion prices being stable for all staple food. The price of unstable commodities does not affect the market this company enters. Since this company sells basic needs to customers and the demand for shopping goods in the top-middle class remains stable, especially for equipment and computers, and the downwards economy is declining as home electronics (home appliances) are often used by the middle class. However, by loaning people who could not loan through a banking mechanism, the company tried to win the market for secondary needs. The company operates as a modern market or a minimum market where cooperatives are offered in the consumer environment. For the time being, Australians, in general, buy only mothers or traders on traditional markets, while adolescents prefer to shop in modern markets like minimum markets. The goal of this company is to provide all types of goods, including household furniture, for people who are still not covered by credit cards or who do not have credit via banks that wish to purchase primary or secondary goods on credit.


2. Analysis of Retail Industry

In the eighties, Australian retail or retail business in Australia started to expand together with the Australian economic developments, based in Australia's Retail Association (APRINDO). This comes about because of the growth in the middle class, leading to demand in urban areas in supermarkets and department stores. In the future, this trend will then continue. The shifting lifestyle in the upper middle class, particularly in the urban areas, which tend to like shopping in a modern shopping center, is another element that drives retail business development in Australia. Changes in urban spending are designed to meet shopping requirements; they are also necessary to take a walk and search for entertainment. Increasing competition between several local and foreign retailers, which grew in Australia, also followed the development of the retail businesses.


3. Australian retail sector

The retail business in Australia is predicted to have a better potential in 2017 than last year. Retailers say Australia's retail growth is 12 percent, which certainly doesn't just amount to a figurine. It's optimistic that Aprindo's retail growth in 2016 is 10 percent higher than that in 2015.

One very prospective type of retail company is the minimarket, which is because it is expected to improve the economic conditions to 5.3%. It is estimated that national modern retail sales in 2016 are 10% higher. Australian Retail Entrepreneurs Association (Aprindo) estimates modern sales to reach 200 trillion in 2016, with a total of 1,630 trillion when combined with processed food and drinks. The main contributor has still demanded products and food and beverages (>60%). Various factors are a good catalyst for future domestic retail growth. Retail industry demand is driven by higher income, an increase in the population with population bonus demographics and rapid growth in the community, urbanization, strong consumer optimism, and the growth in trade property. 48% of the total expenses come from the community, according to AC Nielsen. The share of the people in Australia as a whole is expected to grow from 56.5% in 2010 to 68.4% in 2015 and 76.1% in 2020.

Compared to other countries, Australia's Consumer Confidence Index (IKK) is still quite strong and relatively high. The AC Nielsen Global Consumer Report 2014 shows that Australia's IKK is only in the 123rd position and second in India (124). For five consecutive quarters (1Q13 to 1Q14) of the 60 countries surveyed, the Australian IKK even ranked highest. The IKK published by Bank Australia also shows a growing trend. The IKK was the highest since late 2012 in August 2014 of 120.2. In order to strengthen the Consumer Trust Index (IKK), the increase in the actual sales index was also confirmed (IPR). In January-July 2014, the average annual IPR growth was 16.7% higher, which was 11.9%, than the same period last year. The IPR shows an upward trend from a regional point of view in most cities surveyed (9 cities). During January-July 2014, Bandung's IPR saw its highest average growth. Semarang, Surabaya, and Manado also experienced high IPR growth.

Given the speed of penetration, retail businesses have more significant potential in Australia than in neighboring countries. Compared with other ASEAN countries, such as Singapore, Thailand, and Malaysia, the number of modern Australian retail outlets is still lower. The most important player is in every modern retail format. Driven by the expansion of Alfamart and Indomaret, which controlled around 87% of the market share, was the rapid development of minimarket (including convenience store). For local entrepreneurs, this is a business prospect. While Matahari Department Store and Ramayana manage about 55% of the market for department stores, Mitra Adiperkasa controls about 8% of the market share. There is no player with a market share above 7 percent in a highly fragmented supermarket format. The leading players in this format are Super Indo and Hero, which manage about 12% of the market.

Kearney's A.T. Australia is ranked 5th among the developing countries for retail investment 2016 Global Retail Development Index (GRDI). In addition to Australia, China, Malaysia, Sri Lanka, India, the Philippines, and Vietnam are included in the top 30 GRDI. For international retailers, Australia's retail market remains attractive. The continuing entry of world-class retailers demonstrates this. IKEA (Sweden), Courts Asia (Singapore), Parkson Group (Malaysia), and Central Stores were among the participants that entered in 2014. (Thailand).

Table 1 Global retail development index ranking
	Country
	2017 Rank
	2016 Rank

	India
	1
	2

	China
	2
	1

	Malaysia
	3
	3

	Turkey
	4
	6

	UAE
	5
	7

	Vietnam
	6
	11

	Morocco
	7
	14

	Australia
	8
	5

	Peru
	9
	9

	Colombia
	10
	15




The retail industry is expected to increase annually and is seen to be a profitable industry in all types of retail companies such as food retailers (supermarkets and convenience stores), retailers of general commodities (department stores), and retailers of non-store shops (E-commerce). The increasing retail industry in Australia is being brought about by Australia's demographic structure dominated by young people who will increase the productivity of manageable and higher-income workers, changing lifestyle patterns and consumption patterns for the Australian people, which continues to increase the number of middle-income classes. The downturn in Australia in 2015 has, however, affected the retail industry. The industry has been shown to be slowing down due to a decline in the purchasing power, the IKK, and the Rupiah's weak exchange rate for the U.S. dollar. In terms of future potential, the Australian retail industry still has a large medium- and long-term potential, considering that Australia is the twelfth most important retail investment investor from 30 developing nations. This can be demonstrated by the growth over the last two years in Australia of several new retail firms as a result of the economic slowdown.




In Australia, the retail industry will also contribute to reducing unemployment because it contributes pretty positively to the progress of local and national economies. Government and community support for the development of local retail potential has become one of the factors that can increase the needs of new and potential qualified workers in the development of the companies in this industrial sector. The government needs to develop somewhat in connection with the concentration of industry and economic activities, most of which are still focused on the island of Java, Australia, and in the retail sector. This can have a considerable impact on the industry's development. Given that retail development is still limited in regions because many regions still do not have space planning provisions and regional regulations on detailed space planning to prevent the development of retail entrepreneurs in areas.









1. The Five Forces of Porter



In order to analyze industry competitiveness in a company, companies that use the Porter's Five Forces model analyze. The five competitive forces model is one of the strategic planning instruments to assess the competition level of an industry, in which the intensity of competition that affects the benefits and benefits of the industry is demonstrated by each strength. By carrier analyzes of five forces, companies can modify their competitive forces, which can improve the position of the company. Porter's Five Forces Model analyzes the market competition in the industry where companies can make more significant profit by (1) identifying the important aspects or components of each force that impacts a company; ( 2) assessing the strength and importance of each component to the company concerned; (3) deciding whether it benefits the company from its collective strength in the industry or its survival. Our company analyzes the business environment using Porter's Five-Point Model theory, which not only competes with the current business model, like traditional food stalls. It is illustrated by the model portfolio forces that we also compete with our potential competitors, namely the pressures of new entrants, the pressure of buyers' trade power, supplier negotiation power, replacement or service pressure, and competition between existing competitors.





2. SET analyzes



If a company in an environment is considered not feasible politically, economically, socially, and technologically, the company is not developed and difficult to operate. PEST is a valuable method or tool in business operations to summarize the external environment. PEST is followed up on how the political, economic, social, and technological environment has to be influenced by business. In order to summarize the external environments in business activities, the analysis of the business environment should be followed up, taking into account the influence of businesses in political, economic, social, and technological situations. This business environment influences the business operations of an organization or company that may create an opportunity or threat to monitor the business environment for opportunities or threats by strategic planners.

Final remarks

Garage Shop Ltd has the mission of maintaining client satisfaction, providing cooperative businesses with an easy shopping process and participating in developing a country to support cooperatives, and is a distributor of all types of goods for the needs of Tangerang cooperatives. This business is established with a background in which cooperatives are convenient to buy goods, to facilitate the management and registration of the volume of goods by cooperatives, and to support

Cooperatives to be more advanced and adapt to consumers who do not have a credit card who cannot shop on credit.

When it comes to products, prices, promotions, and sales channels, Garage shop, Ltd, will feel the results from differentiation. Therefore, Garage Shop, Ltd. needs one of the marketing tactical mixes, namely marketing. It's all about integrating offers, logistics, and communications.
4P is commonly referred to as the marketing mix: product, price, site, promotion. However, the marketing mix for retail companies must be expanded, according to some marketing experts. The marketing mix for the retail sector includes six P: four P marketing mix combinations (product, location, promotion, price) plus staff and presentation. Where the employees are made up of customer service and individual sales, their layout and atmosphere are presented. Six P projected the picture of a store that affects consumers' perceptions. In the course of retail sales, the staff is added to personal sales of the services provided. At the same time, the introduction involves developing promotion as a step towards changing consumer behavior in purchasing, in particular external (inner) design and interior decoration, and providing comfort by creating a suitable environment from within the store. On the other hand, the retail mix consists of location, product, price, advertising or promotion, stores' atmosphere, and retail services. The definition above shows that the retail mix contains six key variables: commodity, location, promotion, price, service, and the shop's atmosphere (outside and inside).
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