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1. “ wa man jaahada fa-innamaa yujaahidu linafsihi.” 
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adalah untuk dirinya sendiri.” (QS Al-Ankabut [29]: 6). 
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Allah Maha Mengetahui segala sesuatu.” (QS Al-Baqarah 282). 
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penolongmu, sesungguhnya Allah beserta orang-orang yang sabar” (Al-

Baqarah: 153). 
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ABSTRAKSI  

Dewasa ini bisnis ritel di Indonesia sedang mengalami kemajuan yang 

sangat pesat. Fenomena bisnis ritel ini sering kali di lihat sebagai cermin 

perekonomian suatu Negara, apalagi dengan income per kapita yang terus 

mengalami pertumbuhan. Kebutuhan yang terus menerus meningkat 

menyebabkan tingkat belanja konsumen  ikut meningkat.  

Tujuan penelitian ini adalah: untuk menguji pengaruh antara suasana 

toko, harga diskon dan paket bonus terhadap impulse buying studi kasus pada 

Ramayana fashion store Kudus baik secara parsial maupun berganda. 

Variabel dalam penelitian yang menjadi variabel independen adalah  

variabel suasana toko (X1), harga diskon (X2), dan paket bonus (X3). 

Sedangkan yang menjadi variabel dependen adalah impulse buying (Y).  

Populasi dalam penelitian ini konsumen Ramayana fashion store 

Kudus, dengan metode accidental sampling. Teknik pengumpulan data 

dengan kuesioner dan dokumentasi. Pengolahan data meliputi: scoring, 

editing, dan tabulating. Analisis data menggunakan analisis 

deskriptif/kuantitatif dan analisis statistik meliputi: uji validitas, uji 

reliabilitas, analisis regresi dengan uji t (regresi parsial), uji F (regresi 

berganda), serta nilai adjusted r square. 

Hasil penelitian adalah sebagai berikut: (1) Ada pengaruh yang 

signifikan antara suasana toko terhadap impulse buying Ramayana fashion 

store Kudus sebesar (2,358 > 1,660). (2) Ada pengaruh yang signifikan antara 

harga diskon terhadap impulse buying Ramayana fashion store Kudus sebesar  
(3,364 > 1,660). (3) Ada pengaruh yang signifikan antara paket bonus 

terhadap impulse buying konsumen Ramayana fashion store Kudus sebesar 

(3,238 > 1,660). (4) Ada pengaruh antara suasana toko, harga diskon, dan 

paket bonus, secara signifikan terhadap impulse buying konsumen Ramayana 

fashion store Kudus sebesar (12,530 > 2,68). (5) Variabel yang paling 

dominan atau yang mempunyai pengaruh paling besar adalah harga diskon 

sebesar 0,297. Kemudian variabel paket bonus memiliki pengaruh terbesar 

dan positif setelah variabel harga diskon yaitu sebesar 0,287. Kemudian 

variabel suasana toko sebesar 0,210. 

 

Kata Kunci: Suasana Toko, Harga Diskon, Paket Bonus, Impulse Buying. 
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ABSTRACT 

These day business of ritel in Indonesia experiecing of very fast 

progress. Business phenomenon of ritel this frequently seeing as economics 

mirror of state, more than anything else with income capitaly which continue 

to experience ot growth. Continuous requirement mount to cause consumer 

expence storey level follow to mount. 

Target of this research is : to test influence between store atmosphere, 

price discount and packs bonus to case study impulse buying at Ramayana 

fashion store Kudus either through parsial and also doubled. 

Variable in research becoming independent variable is store 

atmosphere variable (X1), price discount (X2) and packs bonus (X3). While 

becoming variable dependent is impulse buying (Y). 

Population in this research of consumer of Ramayana fashion store 

Kudus, with method of accidental sampling. Technique data collecting with 

documentation and quesioner. Data-processing cover : coding, tabulating, 

editing and scoring. Data analysis use descriptive analysis/quantitative and 

statistical analysis cover : validity test, reliability test, regresion analysis with 

test of t (parsial regresion), test of F (doubled regresion) and also assess 

square R adjusted. 

  Result of research shall be as follows : (1) There is influence which 

significant between store atmosphere to consumer impulse buying of 

Ramayana Kudus fashion store equal to (2,358 > 1,660). (2) There is influnce 

which significant between price discount to consumer impulse buying of 

Ramayana Kudus fashion store equal (3,364 > 1,660).  (3) There is influnce 

which significant between packs bonus to consumer impulse buying of 

Ramayana Kudus fashion store equal to (3,328 > 1,660). (4) There is 

influence between store atmosphere, price discount and paks bonus by 

significant to consumer impulse buying of Ramayana Kudus fashion store 

equal to (12,530 > 2,68). (5) Most dominant variable or having biggest 

influnce is price discount equal to 0,297. And then packs bonus variable have 

and biggest influnce after price discount that is equal to 0,287. And then store 

atmosphere variable equal to 0,210. 

 

Keywords: Atmosphere Stores, Price Discounts, Bonus Package, Impulse Buying. 
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