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Abstract: The need for staple foodstuffs for a community is very vital. Problems that arise are mainly related to
efficient fulfillment, as happened in Bandungcity, Indonesia. This study aims to obtain an overview and
performance of the staplefoodstuffssupply chain in Bandung.The study used a qualitative approach with
descriptive analysis methods, observations and in-depth interviews conducted to collect research data.The
results showed that from observing market structure, market behavior, and processing staple food information,
it can be seen that the distribution of staple foods in Bandung, is very time-consuming and costly, as well as
being dependent on other cities for their fulfillment.Based on these conditions, an analysis of supply chain
performance is carried out using a triadic approach that sees from the point of view starting from upstream,
midstream, to downstream.Basically, to improve supply chain performance, it needs to be understood by all
supply chain members to maintain relationships quality, that indicated by: trust, commitment, conflict
resolution, and so on.If it is maintained, efficiency, and responsiveness of supply chain will be more
manageable.
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INTRODUCTION

The development of the 4.0 Industrial Revolution had a significant impact on various sectors.
Likewise with the industrial sector related to staple food needs. Many studies show that today a company no
longer competes independently, but rather as a supply chain.1-4 There is increasing interest from experts and
researchers about evaluating the importance of supply chain performance in the field of food and foodstuffs
and exploring the main factors that influence it.5-8 One of the factors influencing supply chain performance
is relationship quality, and is said to be the main factor that has the most important influence.9,10,6,8
Relationship quality represents the degree of supply chain members involved in long-term relationship
activities based on their past successes and failures, and is an answer to basic needs and expectations.11-12

Meeting staple foodstuffs needs requires supply chain stability. This can be achieved if the members
of the supply chain have a good relationship quality. Relationship quality is a concept of social psychology
derived variables such as trust, commitment, and satisfaction.13-16 The study of tracking the combined
effects of the relationship quality component on supply chain performance is very little compared to the study
of the impact of the relationship quality component on supply chain performance which is the majority.9,6,8
Therefore, there is little evidence from the literature that the quality of relationships measured at the
aggregate level affects supply chain performance.

This research focuses on the supply chain of staple foodstuffs. In Indonesia, staple foodstuffs consist
of nine kinds, namely: sugar, vegetables and fruit, beef and chicken or chicken eggs, iodized salt, cooking oil
or margarine, corn, kerosene or LPG, and milk (Decree of Minister of Industry and Trade No.115/
mpp/mp/2/1998). The problem is, the supply chain of staple foodstuffs is not efficient, especially in the city
of Bandung. Previous research also shows that the basic necessities play a vital role in the needs of the
people of Indonesia, so that if they are not fulfilled, they will be very fatal, so they must be free on the
market.17 Over time, only a few staple foodstuffs are deemed to have more priority and are fatal as a result
if not met, namely rice, chicken meat or eggs, vegetables or fruit, and LPG. The general objective to be
achieved in this research is to find out the description of the process and performance of the supply chain in
the field of staple foodstuffs in Bandung.
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LITERATURE REVIEW

Initially, there were many studies on supply chain performance that analyzed the performance of a
business unit from only one perspective or individually within the framework of the supply chain 18,4,19, or
through two perspectives, also called the dyadic approach method. 20,9,21,22,19,23 The dyadic approach
method obtains data from two upstream or downstream business units with focal companies20, but previous
research revealed that this dyadic approach method cannot reveal the basic dimensions of a supply chain.24-
26 Then came the desire of the researchers to analyze the supply chain from the three points of view of the
companies that are simultaneously connected or the Triadic approach which includes suppliers, focal
companies, and consumers.6,27But only a few apply because of the level of complexity that must be faced
when collecting data using this approach, especially in the field of foodstuffs.6,25,26,8

The industry in the field of foodstuffs and traditional food is one of the industries that has developed
28, and is a concern of scientific literature.29-31 This interest turned out to be comprehensive at the level of
producers, industry, government, retailers, and consumers.28,31-33 The process of research on the supply
chain has been very much done, but only a few have examined a whole supply chain system from upstream
to downstream or called the Triadic approach. Due to the difficulty of finding data and the cost is not small.

Knowing the role of a food supply chain is a must for human survival. Evaluation of supply chain
performance is very important, because it will have an impact on the activities of meeting the needs of human
life. It needs to be understood by each member of the supply chain how the role of relationship quality on
supply chain performance.As a developing country whose economic conditions are improving, Indonesia
must pay attention to the food fulfillment sector which is still an obstacle because of the many challenges
faced.35 This research was conducted in order to provide more empirical evidence about how the
importance of supply chains in the food sector and how the pattern of relationship quality affects the
performance of the supply chain.

Supply Chain Management

Supply chain management is an integration of a series of activities ranging from the procurement of
raw materials in the form of materials and services which are then converted into work-in-processed or
finished goods, and distributed to consumers.34 Supply Chain is the company's involvement in the
manufacture and distribution of goods or services as a series of facilities, functions and activities of the
company. The series starts with the supplier and ends with the final customer.35 Supply chain management
is a set of approaches to streamline the integration of suppliers, manufactures, warehouses and storage, so
that goods are produced and distributed in the right amount, the right location, the right time, with the aim of
achieving minimum costs and providing customer satisfaction. Supply chain management talks about two
main or key points of the main topic namely efficiency and effectiveness. So, supply chain management will
focus heavily on how the flow of goods and services and information has a high level of responsiveness to
minimizing costs and maximizing customer satisfaction in an integrated manner through the chain. In
general, supply chain management strategies include: 1) many suppliers, 2) few suppliers, 3) vertical
integration, 4) keiretsu networking, and 5) virtual companies.34

Relationship Quality

Quality can be defined as dynamic conditions related to products, services, human resources,
processes, and the environment as expected.36 From the Manufacturing-based Approach point of view,
quality is supply-based or from the point of view of the manufacturer that defines quality as conformance
quality and procedure. This approach focuses on conforming to the specifications set by the company
internally. Therefore, what determines quality is the standards set by the company, and not the customers
who determine it.37 Relationship Quality is a series of episodes of corporate interaction that occur between
two parties with consumers within a certain timeframe to establish relationships with quality that achieve a
common goal.38 Relationship quality has been considered a higher order construction and an important role
in customer decision making or post-purchase processes in the marketing concept.38 This has been seen as
one important indicator that measures the strength of customer relationships.39 Relationship quality is a
major factor influencing customer repurchase behavior.38 Relationship quality is an effort to build a higher
order and consists of several different dimensions. Previous studies have revealed various conceptualizations.
Most previous research considers trust, commitment and satisfaction as the main variables that produce the
quality of successful relationships.38

Supply Chain performance and Relationship Quality in this context are based on Social Network
Theory (SNT) which shows that companies are trying to make a close relationship so that public benefits can
be achieved.® According to SNT, organizations should not be studied in isolation because they are ultimately
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influenced by their own networks.* A supply chain contains producers, suppliers, and consumers who are
part of the upstream or downstream flow of a product, service, or information.** The food supply chain deals
with a variety of activities: procurement of agricultural raw materials, their processing to the end of human
consumption and distribution.** The feasibility function of the supply chain depends on their members
whose main purpose is to provide customer demand satisfaction in working together in the process of adding
value.*? Fulfilling the common interests of supply chain members is the success of the supply chain as a
whole, while also providing competitive advantages for individual members. Therefore, in today's
competitive market, it is very important for members of different supply chains to understand their respective
roles in order to maintain the quality of relationships in the supply chain. 42

METHOD

The object of this research is supply chain performance which is assessed using a triadic approach.
This study uses a qualitative approach with descriptive analysis methods and support of quantitative data.
Literature studies, observations, in-depth interviews are conducted to collect research data. There are several
things that are used as a benchmark in determining research questions as well as an indicator in assessing the
performance of this supply chain, among others, seen from the market structure of the product under study,
market behavior, and the chain of business governance. The triadic approach itself requires the role of
relationship quality whose main elements include; trust, satisfaction and commitment. This approach looks
at the quality of relationships from three points of view, starting from upstream, focal companies, and
downstream. This research seeks to collect data from producers/suppliers of basic foodstuffs, focal
companies which, among others, are related to the government, such as the National Logistics Agency, the
Food Security and Agriculture Office, and the community as consumers. Based on the calculation results,
the sample size obtained by 96 people, the number consists of members of the supply chain for staple
foodstuffs needs in the city of Bandung.

RESULTS AND DISCUSSION

Based on the results of data collection through literature studies, observations and interviews, obtained
data as follows. Some of the staples in Bandung studied include beef, chicken, rice, and so on. However, for
the purposes of analysis, only one sample will be presented given the characteristics of the staple food, some
are almost the same.

The staple food that will be raised is beef, seen from the market structure and market behavior, it can
be stated as follows. In Bandung city, marketing of local cows and imported cows has a different market
structure, as well as marketing of beef. Local cattle marketing in the animal market is a market with a
perfectly competitive structure, because in the animal market there are many cattle traders with almost the
same type of local cattle, and prices are not too far between one trader and another trader, which determines
the best price is the performance of the cow itself. The marketing of imported cattle approaches the
oligopoly market structure, because there are only a few companies importing cattle, and those who enter
Bandung are dominant from Bandung Regency and others Regency, with the same type of cattle and the
same price, if the quality of the cow is not much different. After entering the abattoir, cattle entrepreneurs in
the abattoir determine the price that cannot be bargained, there are only a few entrepreneurs who offer cattle
at almost the same price, traders simply choose the cattle they want without a lot of bargaining.

The marketing of fresh beef in the retail market has a perfectly competitive market structure, because
the trade of cattle in traditional markets and supermarkets and meat stalls has the following characteristics: a)
the amount of meat marketed is homogeneous, generally coming from cattle that have the lowest value, for
example cattle imports are cheap then the type of beef that meets the market, b) there are many meat traders
in one traditional market location, or there are many supermarkets selling beef in the city of Bandung, c) a
strong consumer bargaining position, where consumers will buy meat if prices offered by traders is
considered reasonable, d) because of the large number of beef traders in a location, it is difficult for traders to
take profits above the average, €) price sensitive, where an increase in price will impact on sales turnover,
both for the Slaughterhouse and retailer.
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The tendency of consumers to buy a product, which is market behavior, especially for beef can be
described as follows. In general, there are fewer consumers coming from households compared to industrial /
processing consumers. If beef is considered too expensive for daily food consumption, household consumers
prefer processed products, such as satay, shredded, or others. But marketing beef will increase sharply
during Eid and welcome fasting, because it is a tradition in Bandung city to process beef into various dishes.
During this Eid, the price of beef, even though it is offered at a high price, will still be bought by consumers.
Somewhat different from the behavior of the industry where the consumers are among others, from
processors, both serving rice stalls, cafes, restaurants, traders, meatball processors, shredded processors, and
satay traders. They will choose meat based on consideration of the availability of meat, the price can be
prioritized, because if the price is high the processor will raise the price of its processed products, so that
profits remain optimal. More clearly the distribution channel of cattle and beef in the city of Bandung can be
seen from figure 1.

Based on the example of the distribution channel in figure 1, it can be seen that in reality the
distribution of staple foods in Bandung is quite complex. Considering that the beef consumed by the
community comes from cattle and some comes from imported frozen meat. Market behavior also determines
the supply chain evaluation. The most important main step in evaluating supply chains is to have a clear
definition of supply chain objectives as they relate to their performance. The purpose of the supply chain is
an achievement that can be achieved only if all members of the supply chain work together to eliminate
existing obstacles.43

A performance can be generally measured subjectively and objectively. The objective way to
measure performance is based on company financial data or indicators such as profit, warehouse inventory,
and turnover. However, many agro-food companies do not display their performance in a regular way and
they are often unwilling to provide company operational financial information.

Therefore, there is a subjective way of measuring performance based on the subjective opinion and the
assessment or perception of respondents on the performance of the business supply chain. Previous studies
have shown that the assessment received is consistent with objective performance.44  Appropriate
instruments are needed in measuring subjective performance that can quantitatively indicate how successful
the supply chain is, how inter service quality is, and is expected to optimize the potential for improving
performance.45 Several other studies have shown that relationship quality is a prerequisite for high supply
chain performance. Relationship quality is a comprehensive assessment of the strength of relationships and
degrees that indicate the needs and desires of business partner satisfaction.19 In some literature, the quality

Cattle supplier Slaughterhouse Local/fresh cattle Consumers
from out of town entrepreneur —> distributor —> outside of West
(livestock!/ livestock Java
product
Processing
Importer of Big traders of consumers /
frozen meat meat in the industry /
market supermarket
Distributor of > Resellers of meat Household
frozen meat in the market consumers
National e
Logistics Agency N
(Bulog)
Breeder/ breeders Resellers of Consumers of
group > sacrificial cattle >|  sacrificial cattle

Fig.1. Distribution channel of cattle & beef in Bandung city
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of relationships is usually conceptualized as a composite or multidimensional construct that illustrates the
interrelated factual differences of a relationship.

CONCLUSION

Based on observations of market structure, market behavior, and trade chain and reports on the results
of information processing of staple foods from various sources, it can be concluded that there is a process
that is very time-consuming and costly and the dependence of the city of Bandung on other cities in the
fulfillment of staple foodstuffs. The high level of demand for basic foodstuffs in the city of Bandung,
indicates the level of community dependence on basic foodstuffs, and if it is not met it has the potential to
interfere with the survival of the people of Bandung. Then, there are some basic foodstuffs that rely heavily
on supplies from outside the city of Bandung, and some have become an oligopoly market for large traders.
However, a glimmer of hope began to emerge in the era of the Industrial Revolution 4.0, namely the
application-based information technology developed by the province of West Java about food price
information, although not yet optimally functioning, it is expected that in the future the problem of accuracy,
speed in meeting the needs of basic food ingredients can be better.
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