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ABSTRAK

FAIZAH RADINKA KARIMAH, PENGARUH PRICE DISCOUNT, BONUS
PACK, DAN IN-STORE DISPLAY TERHADAP IMPULSE BUYING PADA
KONSUMEN ALFAMART YKP PANDUGO 2 (STUDI PADA GENERASI Z DI
SURABAYA)

Penelitian ini dilakukan untuk mengetahui dan menganalisis pengaruh price
discount, bonus pack, dan in-store display terhadap impulse buying pada konsumen
Generasi Z di Alfamart YKP Pandugo 2, Surabaya. Latar belakang penelitian ini
didasari oleh pesatnya pertumbuhan industri ritel modern di Indonesia, khususnya
di kota besar seperti Surabaya, serta meningkatnya jumlah konsumen Generasi Z
yang memiliki kecenderungan melakukan pembelian secara spontan. Generasi ini
sangat terpapar oleh informasi digital dan promosi visual yang menjadikan mereka
kelompok yang cukup responsif terhadap strategi pemasaran ritel, seperti diskon
harga, penawaran produk tambahan, dan penataan produk di toko. Penelitian ini
menggunakan metode kuantitatif dengan pendekatan asosiatif. Teknik
pengumpulan data dilakukan melalui penyebaran kuesioner kepada 150 responden
yang merupakan konsumen Generasi Z yang pernah berbelanja di Alfamart YKP
Pandugo 2 dalam tiga bulan terakhir. Teknik analisis data yang digunakan meliputi
uji validitas, reliabilitas, uji asumsi klasik, regresi linier berganda, uji t, uji F, dan
koefisien determinasi (R?).

Hasil penelitian menunjukkan bahwa ketiga variabel independen, yaitu
price discount, bonus pack, dan in-store display, secara parsial maupun simultan b
berpengaruh signifikan terhadap perilaku Impulse Buying. Hasil uji t menunjukkan
bahwa ketiga variabel secara individu memberikan pengaruh dalam memengaruhi
keputusan pembelian impulsif. Sementara itu, hasil uji F menunjukkan bahwa
secara simultan ketiganya memberikan pengaruh signifikan sebesar 61,7%,
sedangkan sisanya sebesar 38,3% dipengaruhi oleh faktor lain di luar penelitian ini.
Temuan ini membuktikan bahwa strategi promosi seperti potongan harga,
penawaran bonus, dan penataan produk di area strategis toko merupakan elemen
penting dalam mendorong perilaku pembelian impulsif, terutama pada segmen
Generasi Z. Oleh karena itu, pemahaman terhadap preferensi dan kebiasaan
konsumen Gen Z sangat penting bagi pengelola ritel untuk merancang strategi
pemasaran yang efektif. Penelitian ini diharapkan dapat menjadi referensi bagi
pelaku bisnis ritel dalam mengoptimalkan strategi promosi guna meningkatkan
penjualan melalui perilaku Impulse Buying.

Kata kunci: Price Discount, Bonus pack, In-store Display, Impulse Buying
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ABSTRACT

FAIZAH RADINKA KARIMAH, THE INFLUENCE OF PRICE DISCOUNT,
BONUS PACK, AND IN-STORE DISPLAYS ON IMPULSE BUYING IN
CONSUMERS OF ALFAMART YKP PANDUGO 2 (STUDY ON GENERATION Z
IN SURABAYA)

This study was conducted to determine and analyze the effect of price
discounts, bonus packs and in-store displays on impulse buying among Generation
Z consumers at Alfamart YKP Pandugo 2, Surabaya. The background of this
research is based on the rapid growth of modern retail in Indonesia, especially in
big cities like Surabaya, as well as the increasing number of Generation Z
consumers who tend to make impulse purchases. This generation is highly exposed
to digital information and visual promotions, making them a group that is quite
responsive to retail marketing strategies such as price discounts, additional product
offers, and in-store product arrangement. This research uses a quantitative method
with an associative approach. The data collection technique was carried out
through the distribution of questionnaires to 150 respondents who are Generation
Z consumers and who have shopped at Alfamart YKP Pandugo 2 in the last three
months. The data analysis techniques used include validity, reliability, classical
assumption tests, multiple linear regression, t-test, F-test and coefficient of
determination (R?).

The results showed that the three independent variables, namely price
discount, bonus pack and in-store display, partially or simultaneously had a
significant effect on impulse buying behavior. The t-test results show that the three
variables individually have an influence on impulse buying decisions. Meanwhile,
the F-test results show that the three variables together have a significant effect of
61.7%, while the remaining 38.3% is influenced by other factors outside this study.
These results prove that promotional strategies such as price discounts, bonus
offers, and product placement in strategic areas of the store are important elements
in encouraging impulse buying behavior, especially among the Gen Z segment.
Therefore, understanding the preferences and habits of Gen Z consumers is very
important for retail managers to develop effective marketing strategies. This
research is expected to be a reference for retail companies in optimizing
promotional strategies to increase sales through impulse buying behavior.

Keywords: Price Discount, Bonus pack, In-store Display, Impulse Buying
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