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Abstract

The declining purchasing power of the people due to the increasing prices of goods and services is felt with varying
degrees of resilience for families with various income levels (Yudha, 2015). The problem that is happening now
is that housewife plays the double role besides as mother who has to settle household affairs also have to work to
increase family income so that family needs remain fulfilled even though prices continue to increase. Besides that,
income is also an average of Rp 4 million / month. Although already above the UMR with increasing prices, the
income earned is now felt less. The type of research is quantitative by taking samples saturated as many as 36
housewives who work with not leave the house area RW 01 Joglo Village, Kembangan Sub-District West Jakarta.
The research time is 6 months starting from the beginning of the academic year of February to July 2018. The data
collection method in this research uses survey method with the research instrument using closed questionnaire.
Data analysis method using Partial Least Square (PLS). Based on the results of data analysis can be concluded that
the increase in price has no significant effect on family needs, family needs have a significant positive effect on
the behavior of housewives, price increases have no significant effect on the behavior of housewives, price
increases have a significant positive effect on the behavior of mothers -housing households without variables
mediating family needs. Suggestions for the housewives need to diversify the various needs of the family so that
purchases for the needs of everyday families are not affected by rising prices in addition to the social sense can
still be maintained.
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1. INTRODUCTION

The high price increase affects consumer purchasing decisions on daily necessities, especially beef. Some
consumers will take action whether to reduce the consumption of beef or move to other products, such as chicken
or mutton that the price is still affordable. To meet the daily needs of some mothers took the initiative to make
food, traditional cakes, then sold to increase family income. The current phenomenon is that housewife plays a
double role besides as mother who has to take care of household affairs also have to work to increase income, so
that family needs remain fulfilled even though the price keeps increasing. Besides that, income is also an average
of Rp 4 million / month. Although already above the UMR with increasing prices, the income earned is now felt
less. The effect of price changes on the number of goods demanded more complex because it involves the
substitution effect and income effects. The substitution effect is the effect of price changes that cause consumers
to replace from goods that are relatively expensive with goods whose prices are relatively cheaper. While the effect
of income is the effect of price changes that cause consumer real income changes, then cause changes in the number
of goods requested. So based on the theory earlier then the mothers by themselves change the consumption of food
every day, as well as the quantity bought in order to survive. The result of research Kusdiyanto (2014) explains
that tofu and fermented soybean cake is a substitute side dish for fish, but know fermented soybean cake, not
complement / cannot replace fish.

The results of opposite research are produced by Alfauzan et al (2015) research, ie there is a real influence
between mandarin orange prices and the number of requests. If the price of mandarin oranges increases then
demand remains even increased. Consumers of mandarin oranges do not change to Siam oranges that are cheaper.

On the other hand, Deacon and Firebaugh (1981) argue that families have coping strategies when there is a
change in income that affects their spending allocations. Family values and goals will be affected if there is a
change in income level. The family will make adjustments because basically the implementation of family
financial planning with a relatively low level of income is limited by time and money resources.

The results of research Rahmawati (1999) describes other efforts made by the family, among others, is to
change the quality of food and non-food consumption, by changing the brand of products purchased, from the
category of expensive to medium or cheap. In July 2006 (2005) various efforts were made by each family to
maintain prosperity in the face of increasing fuel prices by reducing expenditures, increasing incomes, either by
increasing work hours (overtime), developing productive businesses, releasing or selling assets, borrowing or
borrowing at formal non-formal institutions or stalls / kiosks, and utilize savings owned.

Based on the above research phenomena, it is interesting to examine the importance of analyzing the behavior
of housewives in the face of family needs due to price increases.
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2. CONCEPTUAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT

a. The relationship between price increase and housewife behavior
According to Hattas (2011), the factors that influence consumption patterns are: (1) the level of public income,
(2) consumer appetite, (3) the price of goods, (4) the level of community education, (5) the number of families
and (6) ) Environment. The family strategy in facing the price increase among others with:

a) Changes in frequency and quality of food and non-food expenditure.

The pattern of family expenditure is strongly influenced by the income they receive. The increase in the
price of needs has changed the level of real income families, also affect the pattern of expenditure both
for food consumption and non-food.

b) Changes in the quality of food and non-food products.

One of the family strategies in handling declining purchasing power, which is the negative impact of
rising prices of basic commodities and services, is by making savings. Saving is not only done by pressing
the quality but also in quantity, so it will affect the frequency of use or purchase. One of the biggest
challenges in managing finances is limiting spending.

¢) Changes in the quality of food and non-food consumption

One of the family strategies in handling the declining purchasing power, which is the negative impact of
the rise of various goods and services by means of savings. Savings are not only done by pressing quantity
of quantity purchased only but also in quality, thus affecting the frequency of use or purchase. For
example, for rice consumption, families make changes to quality, meaning that families make changes by
buying rice at prices cheaper than those commonly consumed before the price increase of basic
commodities.

The relationship between the two variables is reinforced by the results of Saliem and Ariningsih (2005)
research which found that there is a change of consumption and expenditure of staple food and lead to noodles/flour.
Based on the above explanation then the hypothesis to be built is:

Hu: Price increases have a positive effect on the behavior of housewives
b. The relationship between price increase to family needs

Model Hierarchy of Needs according to Abraham Maslow, the need is the basis of the formation of consumer
behavior. Needs are defined as the perception of the difference between the desired state and the actual
situation sufficient to activate the decision process in consuming (Engel, Blackwell, Miniard, 1994). The
recognition of needs depends essentially on how many discrepancies exist between the actual state (ie, the
current consumer) and the desired state (ie, the situation that consumers want) (Engel, Blackwell, Miniard,
1994). If the consumer's needs are not met, he will show a disappointing behavior. Conversely, if the needs
are met, consumers will exhibit happy behavior as a manifestation of their satisfaction (Mangkunegara, 2002:
5). The point discussed in the need is to see its influence on habits or traditions in their behavior. Cultural
differences, even the same culture with different individuals, may exhibit different behaviors. However, in
response to the desire for basic needs, there are similarities (Seeley, 1988). According to Abraham Maslow
in Kinicki (2008), the need consists of 5 components: the physiological needs, the need for a sense of security,
the need to feel belonging, the need for self-esteem, and the need for self-actualization. The relationship
between the two variables is reinforced by the results of Chalid (2010) study which found that the average
proportion of food expenditure is quite good in Riau per capita area of 55.77% per month in 2005. Although
the price increase, the proportion of food purchases for the family is still quite good. Based on the above
explanation then the hypothesis to be built is:

Ha: Price increases have a positive effect on family needs

c. The relationship between family needs and housewife behavior

According to Benjamin Bloom (1908), there are three levels of behavior, namely 1). Knowledge (knowledge),
is the result of human sensing of the object through the senses it has, 2). Attitude (attitude), is a person's
closed response to a particular stimulus or object that already involves factors of opinion and emotion in
question, 3). Action or practice, guided practice is to do something by using guidance. While the practice of
the mechanism is to do things automatically. The process of behavior formation is influenced by several
factors derived from within the individual itself, these factors include 1). Perceptions, experiences generated
through the sense of sight, hearing, smell, etc. 2). Motivation, defined as the impulse to act in achieving a
certain goal, the result of these drives and movements is manifested in the form of behavior, 3). Emotion, the
man in attaining maturity in all aspects related to heredity and emotions will evolve according to the law of
development, therefore the behavior that arises because of emotion is innate behavior, 4). Learning, according
to Barelson (1964), learning is a behavioral change resulting from past behavior. The relationship between
the two variables was reinforced by the results of the study (Oktaviasari, 2016) which found that the survival
strategy undertaken was to diversify the work. With the increasing need for families, it is necessary to double
the role of housewives, besides as housewives, she also works to increase the family's income to meet family
needs. Based on the above explanation then the hypothesis to be built is:
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Hs: Family needs have a positive effect on the behavior of housewife
d. The Role of Mediation of Family Needs in Influence of Price Increase on Housewife Behavior

According to the Maslow Needs Hierarchy Theory, diverse human needs can be grouped into 5 groups,
according to the order of importance are as follows: 1). Physiological Needs (Physiological Needs), 2). Need
For Self-Security, 3). The need for love and belonging (Need for love and Belongingness), 4). Need for self-
esteem, 5). Need for Self-Actualization. Price increases greatly affect the needs of families, then affect the
behavior of housewives in the family's needs, such as selling food-cookies, washing clothes and so on.
Srimadeni (2014) in her study found that the life of a family that does not have a job still has difficulty in
meeting daily needs, especially with the price needs that always increase so that the wife helps the husband
in meeting the needs of life by selling. Based on the above explanation then the hypothesis to be built is:

H4: Family needs play a role in mediating the influence of price increases on the behavior of housewives

Price Increase

Figure 1. Conceptual Framework

3. METDHODOLOGY

This study is a causal associative study because it analyzes family needs in mediating the effect of price increases
on the behavior of housewives. This research was conducted from February 2018 until August 2018. The research
method used is survey method. Using questionnaires to respondents to collect data in measuring variable price
increases, and family needs in the formation of the behavior of housewives.

Measurement of variable price increases using Adam Smith measurements (1779), family needs using
Abraham Maslow measurement (1934) and housewife behavior using measurement scale Benjamin Bloom (1908).
Measurement scale using the Likert scale with categories ranging from (1) strongly disagree to scale (5) strongly
agree.

The population in this research are the housewife who has the double role in RW 01 Joglo Village,
Kembangan Sub-district, some 36 people, which is data analysis method using Partial Least Square (PLS).
Measurement of research variables is shown in Appendix 1.

4. DATA ANALYSIS AND DISCUSSION

a. Respondent Characteristics

Characteristics of respondents can be seen in Appendix 2. By gender, the number of respondents all housewives a
number of 36 people. Based on the age of respondents most over 41 years (21 people), most recent education
graduated high school (20 people), per month opinion of most between Rp 1-3 million (16 people).

b. Partial Least Square

1) Evaluation of Measurement Model (Outer Model)

a) Validi ty test

Validity testing is done in two ways namely the convergent validity and discriminant validity. According to Chin
in Ghozali and Latan (2015), an indicator is said to have good convergent validity if the loading factor value is
greater than 0.7. However, in the scale research, loading factor 0,50 - 0,60 is still acceptable. The test results are
shown in Figure 2.

25



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Journal DOI: 10.7176/JMCR JLLET |
Vol.56,2019 IISTE

hD. 563

=05
i1~
7%

013

H4 Kenaikan Harga
0.651

\

// li/b t)‘\ \\
VAT 002 g o43§et:e§0 s 057 050 D'T%“D'm\
KK (@ K W (s G K K Ko K10 i

Figure 2. Test Result Convergent Validity
Source: Data Analysis Result, 2018
The results of the PLS algorithm indicate that there are some indicators that have a loading factor value of
less than 0.5 for family needs variables: KK1 (0.417), KK2 (0.367), KK3 (0.092), KK5 (0.432), as well as for
mother- mother: P1 (0.482), P2 (0.469), and P7 (0.461) then said the indicator is invalid then removed from the
model. The table can be seen in Table 1 below.
Table 1. Test Result Convergent Validity

Variables Indicators Outer Loading Information
H1 0,565 Valid
. H2 0.832 Valid
Price Increase (X)) H3 0.601 Valid
H4 0,786 Valid
KK1 0,417 Invalid
. KK2 0,367 Invalid
Family Needs (X2) KK3 0,092 Invalid
KK4 0,629 Valid
Variables Indicators Outer Loading Information
KK5 0,432 Invalid
KK6 0,570 Valid
KK7 0.550 Valid
Family Needs (X2) KK8 0.517 Valid
KK9 0.570 Valid
KK10 0.796 Valid
KK11 0.746 Valid
P1 0,482 Invalid
P2 0,469 Invalid
. . P3 0,827 Valid
Housew1(f; Fehawor P4 0.783 Valid
P5 0,505 Valid
P6 0,578 Valid
P7 0,461 Invalid

Source: PLS output (2018)
After invalid indicators are removed, then a recount is made. Here are the outputs of the omission of indicators
and recounts.
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Figure 3. Test Result Convergent Validity
Source: Primary Data, processed using Smart PLS series 3, 2018

Figure 3 above shows the existence of indicators for the three variables, namely price increases, family needs
and the behavior of mothers, is valid all. This indicates that the indicators are the correct tools as the questionnaires
and the resulting data can be tested further.

Table 2 below is an explanation of valid indicators with values above the 0.5 factor loading, i.e. for H; (0,523),
H» (0.817), H3 (0.612) and H4 (0.823) variable variables, for the family KK4 family variable (0.669), KK6 (0.616),
KK7 (0.504), KK9 (0.651), KK10 (0.838) and KK 11 (0.798), for the behavioral variables of P3 mothers (0.892),
P4 (0.796), P5 (0,503 and P6 (0.692) .The result of modification of convergent validity test in Figure 2 and Table
2, can be seen that all indicators have met the convergent validity because it has factor loading value above 0.50.

Table 2. Test Result Convergent Validity (modification)

Variables Indicators Outer Loading Information
Price Increase ( X ) H1 0,523 Valid
H2 0,817 Valid
H3 0,612 Valid
H4 0,823 Valid
Family Needs(X>) KK4 0,669 Valid
KK6 0,616 Valid
KK7 0,504 Valid
KK9 0,651 Valid
KK10 0,838 Valid
KK11 0,798 Valid
Housewife Behavior P3 0,892 Valid
(Y) P4 0,796 Valid
PS5 0,503 Valid
P6 0,692 Valid

Source: Results of data analysis Smart PLS 3, (2018)

Discriminant Validity
Discriminant validity test, a reflective indicator can be seen on cross loading between indicators with its construct.
An indicator is valid if it has the highest loading factor to the target construct compared to the loading factor to
another construct. Thus, latent constructs predict the indicators on their blocks are better than those in other blocks.
The following table shows the results of the Discriminant Validity Test (Cross Loading) indicating that the
price increase with the H; indicator (0,523), H» (0.817), H; (0.612) and Hj4 (0.823)., Is higher than the correlation
among other constructs, then the correlation of the construct of family needs with KK4 indicator (0,669), KK6
(0,616), KK7 (0,504), KK9 (0,651), KK10 (0,838) and KK11 (0,798) higher value compared with correlation
among other constructs. Furthermore, the correlation of mother's behavioral construct with P3 indicator (0,892),
P4 (0,796), P5 (0,503) and P6 (0,692) higher than correlation among other constructs. Thus it can be concluded
that all measurement variables have good discriminant validity.
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Table 3. Discriminant Test Result Validity (Cross Loading)

Indicators Prie Increase (H) Family Needs (KK) Housewife Behavior (P)
H1 0,523 0291 0,177
H2 0,817 0,492 0,202
H3 0,612 0,273 0,084
H4 0,849 0,471 0,397
KK4 0,404 0,669 0,405
KK6 0,524 0,616 0,424
KK7 0,518 0,504 0,192
KK9 0,159 0,651 0,463
KK10 0,401 0,838 0,654
KK11 0,313 0,798 0,629
P3 0,356 0,659 0,892
P4 0,295 0,527 0,796
PS5 0,141 0,414 0,503
P6 0,136 0,378 0,692
Source: Primary Data, processed using Smart PLS series 3, 2018
b) Reliability Test

Reliability test is done with Composite Reliability and Cronbach's Alpha Testing composite reliability and
Cronbach's alpha aims to test the reliability of the instrument in a research model or measure internal consistency
and its value must be above 0.7. If all values of latent variables have composite reliability or Cronbach Alpha>
0.7. This means that Constructs have good reliability or questionnaires used as tools in research have been reliable
or consistent.

In Table 4 below, it can be seen that each variable that is the price increase, family needs and behavior of
mothers have value of Composite Reliability> 0.70, meaning that the construct has high reliability or questionnaire
used as tool in this research has been reliable or consistent.

Table 4. Test Results Composite Reliability and Cronbach Alpha

Variables Composite Reliability Information Cornbrash’s Alpha Information
Family Needs 0,840 Reliable 0,770 High Reliable
Price Increase 0,793 Reliable 0,657 Medium Reliable
Houswife Behavior 0,819 Reliable 0,698 Medium Reliable

Source: Primary Data, processed using Smart PLS series 3, 2018
While the value of Cronbach's Alpha for latent variables Family needs value> 0.7, reliable high, while for
latent variables Price increases and Mother Behavior including reliable moderate. The assessment according to
Guilford in Suherman (2003) uses the degree of reliability in Table 5 as follows:
Table 5. Degree of Reliability According to Guilford

No. Score Information
1 0,90 — 1,00 The degree of reliability is very high
2 0,70 - 0,90 The degree of reliability is high
3 0,40-0,70 The degree of reliability is medium
4 0,20 - 0,40 The degree of reliability is low
5 0,00 - 0,20 The degree of reliability is very low

Source: Guilford in Suherman, 2003
The results of this study were assessed with the degree of reliability according to Guilford, resulting in all the
values of the latent variables have a value of composite reliability between 0.793 - 0.840, means that the construct
has a high degree of reliability, while Cronbach Alpha between 0.657 - 0.770 has moderate to high reliability. This
means that the construct has a moderate to high degree of reliability or a questionnaire that is used as a medium to
a good research tool.
2) Evaluation of Structural Model (Inner Model)
a) Goodness of Fit Model Test
Untuk menilai uji ketepatan model dengan melihat nilai R-square dan R-square adjusted. Pada Tabel 6 ditunjukkan
bahwa nilai R-square dan R-square adjusted mempunyai nilai yang rendah kurang dari 0,5 berarti model memiliki
ketepatan yang rendah.
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Table 6. Goodness of Fit Model Test

Endogenous Variables R Square Adjusted R-Square
Family Needs 0,317 0,297
Houswewife Behavior 0,486 0,455

Source: Primary data is processed using Smart PLS, 2018 Endogenous Variables

The structural model indicates that the model of the family needs and the behavior of the mothers can be said
to be weak positive because it has a value less than 0.5 or less than 50%. The influence of family needs variables
is influenced by the price increase of 0.297 or 29.7%, as well as the variable behavior of mothers influenced by
price increases and family needs of 0.455 or 45.5%, while 54.5% influenced by variables other than family needs
and price increases.
b) Hypothesis Testing (Line Coefficient Estimation)
See the significance of the hypothesis by looking at the value of the parameter coefficient and the significance
value of T-statistics on the algorithm bootstrapping report. To know significant or not significant seen from T-
table at alpha 5% (0,05) = 1,96, then T-table compared with T-count (T-statistic).

Table 7. Hypothesis Testing Results

Variables Original Standard T- P- Information
sample deviation stat value
Testing results involve mediators
Family needs >  Housewife 0,739 0,188 3,919 0,000 Significant
Behavior 0,563 0,349 1,614 0,107 Insignificant
Price Increase - Family Needs -0,078 0,180 0,436 0,663 Insignificant
Price increase >  Housewife
behavior

Testing results without involving mediators
Price increase 2 Houswife behavior 0,467 0,228 2.046 0,041 significant

Source: PLS output (2018)

Table 7 describes the results of hypothesis testing, which if Tstatistik> 1,96 and P-value <0,05 then significant,

hypothesis accepted, vice versa.

1) Family needs have a significant positive effect on the behavior of housewife. This is indicated by a T-statistic
value: 3.919> of T-table: 1.96 at the 0.05 level. Beside that also by looking at P-value equal to 0.000 <0,05
so that the result is positive significant, meaning if family need increase then the behavior of mothers also
increase.

2) Price increases have no significant effect on family needs. This is indicated by a T-statistic value of 1.614 <of
Tables: 1.96 at the 0.05 level. In addition, by looking at P-value of 0.107> 0.05 so that the results are not
significant.

3) Price increases have no significant effect on the behavior of housewives. This is indicated by a T-statistic
value of 0.436 <from Tables: 1.96 at the 0.05 level. In addition, by looking at P-value of 0.663> 0.05 so that
the results are not significant

4) Price increases have a significant effect on the behavior of mothers without any variation in the family needs
mediation. This is indicated by a T-statistic value of 2.046> of T table: 1.96 at the 0.05 level. And see the
value of P-value of 0.041 <0.05. The results are also shown in Figure 3 and Figure 4 below.
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Figure 3. Hypothesis Test Result
Source: Primary Data is processed with Smart OLS 3.0, 2018
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Discussions

1. The influence of price increase to houewife behavior

Based on the hypothesis test, showed the result that the price increase had an insignificant effect on the behavior
of housewife. This indicates that the price increase does not affect the behavior of mothers especially in terms of
purchasing vegetables, fruits and side dishes for every day. The result of this hypothesis contradicts Frandika's
(2015) study that the increase in beef prices to consumer behavior varies with buyers in fixed quantities before and
after price increases, reducing the number of purchases or switching to beef consumption. This can be seen from
the result of R square adjusted is weak which is 45,5%, which where housewife's behavior is influenced by price
increase equal to 45,5%, while 55,5% is influenced by variable besides price increase. The results of this study
can be explained Theory of planned behavior by Ajzen (Lee & Kotler, 2011), the target individual is likely to
adopt a behavior if the individual has a positive attitude. The positive attitude in question is the behavior of
housewives are generally calm in the face of rising prices, can adjust, do not have to work, because work is a
hobby.

2. The influence of price increase to family needs

Based on the hypothesis test shows that the price increase has no significant effect on family needs. This result is
in contrast to the results of Sulindrina's (2015) study which states that the impact of fuel price hikes which is
always followed by price increases is very influential on income and consumption expenditure of the poor. In this
study, family needs are influenced by the price increase of only 29.7% so the influence is weak, while 70.3% of
family needs is influenced in addition to price increases. The results of this study can be explained by Maslow's
theory by Abraham Maslow, in which man has five levels of life that will always strive to be fulfilled throughout
his lifetime. Five levels that can distinguish every human being from the side of the welfare of his life. Considering
the respondents are people who earn less than Rp 5 million / month, then the thought is the basic needs first, the
physiological needs (clothing, food), have not thought about the needs of the board/house because the income is
not enough.

3. The influence of family needs to housewife behavior

Based on the hypothesis test, shows the result that family needs have a positive and significant effect on the
behavior of housewife. The results of this hypothesis are reinforced by the results of the Shah and Hidir (2004)
study that found that female workers have taken part in supplementing family income by working without leaving
the role of the wife in the family, from the results of his work to meet the shortcomings or needs of the family
perceived lack. Significant positive influence can be explained that the increasing needs of the family are also
increasing the behavior of housewives in terms of sufficient or help the needs of the family, for example from
managing the food menu to seek income for his family. The results of this study are also reinforced by Setyawati
(2011) who found that the contribution of women from the culinary trade installs around the beach is large enough
to contribute to the family income is quite large. These results are supported by Role Theory by Goffman (Paul B.
Horton and Chester, L, Hunt, 1987), everyone has a number of statuses and is expected to fill according to that
status. Job-related roles will give rise to personality changes, thereby reinforcing the mutual influence of people
on work and from work on people. Ibu Nurdin is a housewife has 2 types of roles, first as a mother who takes care
of all the needs of his family members, the second role earning a living to meet the needs of his family.

4. Family Needs Role to Mediate Influence of Price Increase Against Behavior of Housewives

In analyzing the effect of mediation variables, this study used an approach done by Baron and Kenny (1986). Both
states that the position of mediation variables in the model can serve as a complete mediation or partial mediation
variable.

Baron and Kenny (1986) and Solimun et al (2017) describe the requirements of partial mediation effects if
they meet: 1). In the analysis by entering the mediation variable, the path coefficient of exogenous variable
influence to the mediation variable and then the path coefficient of the influence of the mediation variable on the
endogenous variable must be significant, 2). In the analysis by entering the mediation variable, the path coefficient
of exogenous variable effect directly to the endogenous variable is significant. 3). In the analysis by excluding the
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mediation variables, the path coefficient of the exogenous variable effect directly to the endogenous variable is
significant, with a greater degree of significance than in the analysis by including the mediation variables.

The results of hypothesis testing by including and without including family variable as mediation variable in
the influence of price increase on the housewife's behavior are presented in Figures 3, 4 and 5. Price increases have
no significant effect on family needs (line a), family needs are influential positive and significant effect on the
behavior of housewives (line b), the direct influence of price increase on the behavior of housewives by involving
the variable of family requirement get the significant result (line c¢). While the direct influence of price increases
on the behavior of housewives without involving family needs variables to get significant results (d), with the
coefficient value of the larger path. This means that hypothesis 4 is accepted, that family needs are able to mediate
the effect of a price increase on the behavior of housewives in partial.

A. As a Mediation Variable B. Not As Mediation Variable

Kebutuhan
Keluarga

(2) (b)

Kenaikan Perilaku

Harga Ibu-ibu

Perilaku Ibu-
ibu

Kenaikan
Harga

Figure 5. Family Needs Testing Results

5. CONCLUSION AND SUGGESTION

a. Conclusion

Based on the results and previous discussion, it can be concluded that the price increase has no significant effect
on the needs of families, family needs have a significant positive effect on the behavior of housewives, price
increases have no significant effect on the behavior of housewives, price increases have a significant positive effect
on the behavior of housewives without variable mediation needs of the family.

b. Suggestion

Based on the discussion and conclusion can be recommended for the housewife needs to diversify the various
needs of the family so that purchases for the needs of everyday families are not affected by rising prices in addition
to the social sense can still be maintained.
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