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CHAPTER1

INTRODUCTION

1.1 Background of the Study
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In the current era of globalization, developments for retail businesses in

‘

Indonesia have increased. With continuous development, there is competition

among retail entrepreneurs. According to Amiri et al. (2012), the level of

consumer needs is incredibly diverse and it creates opportunities for business

POSITORY.UB.ACID

actors, especially in the increasing fashion sector.

Economic globalization arises due to intense competition in various
economic sectors, especially in the retail business sector. The retail market in
Indonesia is currently in demand by foreigners, both with the cooperation and

direct investment. Business people are enormously interested in retail business in

UNIVERSITAS

Indonesia (Putra, 2014). According to NagaDeepa et al., (2015), impulse buying
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perpetrators are more likely to occur in fashion store which relatively decent
prices. Previous research found that 39 percent of all purchases in department
stores and 67 percent of all buyers in general stores were impulse buying (Liang,
2008). This also happened to Indonesian consumers. Based on a survey, 85

percent of consumers in Indonesia tend to make impulse purchases (Trimzi,

REPOSITORY.UB.ACID

2009).
Impulse buying refers to unplanned, sudden buying behavior, which is
often accompanied by the feeling of excitement and pleasure and/or a powerful

urge to buy (Beatty & Ferrell, 1998).
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Several factors cause impulse buying that occurs in retail fashion. Two
factors can affect the occurrence of impulse buying, namely internal factors and
external factors. Internal factors are influenced by personal character; from the

way, they see a product (Herukalpiko et al., 2013).

Furthermore, impulse buying is influenced by external factors in the form
of external stimuli that refer to marketing stimuli that can be controlled and
carried out by marketing (Maymand & Mostafa, 2011). According to Dawson &
Kim (2009), external factors play an important role because these external factors

can be managed by marketing to maximize impulse buying to consumers.

Therefore, marketing can maximize this phenomenon of impulse buying.
Creating emotional attraction can be described as attracting consumers to buy and
consume a particular product or brand. Consumers who are already externally
interested have the opportunity to buy things without thinking about the
rationality in the decision-making process. Consumers as buyers' decision-makers
in the decision-making process, therefore, marketing must understand and employ
the right strategy to respond to consumer behavior, which often makes impulse

buying.

Based on previous research, several external factors can affect impulse
buying. Sales promotion is information sharing between seller and buyer that aim
to change the attitudes and behavior of buyers, who previously did not

understand, so that consumers buy and remember the product (Kurniawan, 2013).

Sales promotion techniques can be classified as price and non-price based

on the nature of publicity. Few of the price-based promotion are coupons,
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repayment, rebate, and discount that temporarily reduce the cost of goods. Some
of the non-price-based promotions are freebies or reward point by which value is
temporarily added to the product. These techniques may instigate the consumers
to make unplanned purchases (Nagadeepa et al., 2015). In the current research, the
following sales promotion techniques are intended to find out its impact on

consumers impulse buying behavior.

Discount offer, a price reduction, which is received by customer after the
purchase has been mad. It is referred as a rebate. Discount is an offer when the

product is sold at a price lower than the original price.

Price packs, retailers provide consumers with a reduction scheme marked
directly by the marketer on the package of two or more products. The examples of
bundling products such as “Buy one get one free”, “Buy two at Rp499.000” or

“Get the third at Rp200.000”".

Furthermore, one of the factors that can influence impulse buying are store
atmosphere. Store atmosphere has received increasing attention, especially the
question of what atmospherics most affect consumer-shopping behavior in a store
(Turley and Milliman, 2000). A general concept in research is that in a retail
environment, shoppers feel the atmosphere primarily using visual or other sensory
stimuli. In this context, it is suggested that non-verbal and verbal stimuli

contribute to the creation of an attractive atmosphere.

Based on previous research, store atmosphere can influence impulse
buying behavior if it can unite several dimensions in it (Ukpabi et al., 2015).

Therefore, the current research will examine several dimensions that are
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incorporated into the store atmosphere that might affect the occurrence of impulse

buying.

Dimensions that were used in this research are store interior, store layout,
and store displays. By examining these dimensions, it was expected to determine
whether the three dimensions of store atmosphere can affect impulse buying in a

retail fashion store.

The development of retail fashion in Indonesia has experienced very
significant progress. This development is seen from the number of investors who
set up shopping centers in almost all cities in Indonesia. Also, many local and
foreign fashion brands that compete to be accepted by consumers. International
fashion retails are currently developing in Indonesia such as Uniqlo, H&M,
Mango, Bershka and also fashion retail originating from Spain, namely ZARA.
ZARA does not only provide fashion items for women but they provide fashion

for men and children as well.

ZARA is one of the leading fashion brands in Indonesia today. ZARA is a
global brand in the fashion world incorporated in the Inditex Group, which was
officially present in Indonesia in 2005 through PT. Mitra Adiperkasa Tbk (Map,
2018).

Zara is one of the international fashion brands founded in 1975. ZARA is
the main flag of the Inditex Company, a holding company located in Galicia,
Spain. It also produces the brands Massimo Dutti, Pull and Bear, Stradivarius, and

Bershka (ZARA, 2019). Zara is currently operating in 94 countries and has 2,127
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store outlets worldwide (Brandz, 2018). In this research, ZARA is chosen as the
research object since it has been established in several cities in Indonesia.

Zara 1s a high-street brand that is very responsive to trends, ZARA always
provides fashion trends that are up to date and produced in limited quantities, thus
creating a scarcity condition that shapes consumer perceptions that ZARA
products only have a very limited edition.

In the modern retail business, the Store atmosphere is one of high concern
to attract consumers and make consumers feels comfortable shopping there. It was
also implemented by ZARA by creating an exclusive store atmosphere with store
designs that were intentionally made light and airy, it is intended to make
consumers comfortable while in the store.

By maintaining the store atmosphere is like a salesperson that does not
speak but can deliver the sales message through visual stimuli (Jain, 2013).
Providing good store atmosphere is a technique in presenting attractive or eye-
catching merchandise displays and show it to potential customers (Jain et al.,
2012). Placing the right product can enhance curiosity about a product. Not only
that, the promotion strategy used by ZARA can add influence to consumers'
desires.

Therefore, this research discussed whether some sales promotion
techniques and dimensions in the store atmosphere affect ZARA's consumer’s
impulse buying. Based on this explanation, the authors were interested in
conducting research entitled: “The Influence of Sales Promotion, and Store
Atmosphere Toward Impulse Buying in International Retail Fashion Store:

Case Study on ZARA Indonesia.”
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1.2 Problem of the Study

Based on the description above, the research problems are formulated as
follows:
1. Does sales promotion influence the decision to make impulse buying for
consumers ZARA Indonesia?
2. Does store interior influence the decision to make impulse buying for
consumers ZARA Indonesia?
3. Does store layout influence the decision to make impulse buying for consumers
ZARA Indonesia?
4. Does store displays influence the decision to make impulse buying for

consumers ZARA Indonesia?

1.3 Objective of The Study
Based on the above problem formulation, the objective of this research are
as follows:
1. To identify whether the influence of sales promotion on consumer
decisions to make impulse buying on ZARA products.
2. To identify whether the influence of store interior on the decision of
consumers to do impulse buying on ZARA products.
3. To identify whether the influence of store layout on consumer decisions to
do impulse buying on ZARA products.
4. To identify whether the influence of store displays on consumer decisions

to make impulse buying on ZARA products.
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1.4 Significance of the study
The significance of the study is:
1. For academics:
The results of this research are expected to provide benefits in the form of a

theoretical framework about the behaviour of impulse buying by consumers as

UNIVERSITAS
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well as the causes and can be used as consideration in conducting further

research.
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2. For the company:

This research is expected to generate findings useful for product marketers

who are vulnerable to impulse buying. The findings of this research can be
used as input and consideration for marketers in developing the right

marketing strategy.
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REVIEW OF RELATED LITERATURE
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2,1 Impulse Buying

S

2.1.1 Definition of Impulse buying
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From time to time. decisions made by consumers become important for

marketers to be able to maximize sales. This ‘1s learned 11 consumer benavior,

o)

consumers heve different behaviors in aetermining purchases (Close, 2012)

Purchasing is-a function of intention, environmental influences, and
individual differences. Generally, a purchase is planned in tull in the sense that

there is an iniention to buy a particuiar product or ‘braand. However, in fact,

consumers.often do not use their rational mind in determining the items that are
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needed so that purchases occur without special planning. This purchase is cailed

as impulise buying (Wathani, 2009).

Impulse buying is one of consumer behavior that can help marketers to be
able to maximize saies: According to Engel and Blackwell (2006), unplanned

buying or unplanned buying -is an aci of purchase that was made without pre-

| REPOSITORY.UB.ACID |

planned or purchase decisions made while 1n the store.

Utami (2019), explained that impulsive buying occurs when consumers
suddenly experience .a strong and persistent desite to buy as soon.as possible.

Ukpabi et al., (Z015) argued that impulse buying can be triggered either internally

BRAWIJAYA
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or externally. internal stimulants are the comsuiner's mood, ¢motion, sensation,

and feeling, while external stimutants are from the procuct ersiore environment.
O

The urge 10 buy is the nature of spree and can stimulate emotional conflict,

so that impuise buyng is easy because there is a changing consumer degire.

According to Srern in-Utami (2010), there are four tvpes of impulsive purchases.

BRAWIJAYA
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namely: pure impulse, impulse reminder, suggestion impulse, and planned

impulss.

| REPOSITORY.UB.AC.ID |

a) Pure Impulse

This definition refers to the act of buying for interesting reasons,

usuallv: when a. purchase -occurs. due to brand loyalty or usual
buying behavior.

b) Reminded mmpulse
When consumers buy based on this type of impulse, this is because

the goods are usually the item aiso purchased, but not to be
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anticipatea or reccrded on the shopping list.

c) - Suggestion impulse
A product that consumers discover for the first time, and will cause
a scnse of consumer desire to try.

d) Planned impuise

| REPOSITORY.UB.ACID |

The planning aspect of this behavior shows the consumer's

response to some stimulus to buy goods that are not anticipaied,

discounts. or offers that can increase the desire for something.

BRAWIJAYA
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The unplanned puichases mean activitics' to spend money that is  not

controlled, ‘most iteras that zre purchased unplanned are mcre on the goods
desired rather than needed, unplanned purchased are usually goods at affordable
prices such as clothing or food. According to Engel. ¢t.al. (1995), iimpulse ouying

mayv have oae or morc of the following characteristics:
) 2

BRAWIJAYA
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a. Spontaneity

This purchase is not plarned or expected, this often occurs in

| REPOSITORY,UB.AC.ID |

response to visual stimrili that occur immediately while in the store

so that motivates consumers to buy.

b. Strength, compulsion and intensity

Motivate consumers to put others aside so that they act instantly.
c. Excitement and stimulation
LB

A sudden urge to buy is oftenaccompanied by an exciting feeling,

thrilling and wild.
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d. Ignorance of consequences
The urge to buy can be so difficult to resist that it raises races no

matter what will happen.

Samuei (2005) defined ‘impulse buying is intluenced by promotional
¢ ) ymg P

activities that can make  consumers interested in the price cffered. Not only

| REPOSITORY.UB.ACID |

unplanned buying behavior can also be influenced by several factors such as store
atmosphere. The store atrmospherc is ali things relatea to the store, such as design,
layout, color, music, lighting, and aroma in creating en impression and image that

can attract consumer nterest (Utami, 2010: 52).
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2.1.2 Factois That Infiuence impuise buying

According to Alijan end Dayo (2008). . the factors that influence impulsive

buying are as tollows:

A “Factor internal

BRAWIJAYA
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This- factor, is-usually caused by emotions; emotions -are  very,
influential for impulse buying. With good emotions or happy

consurners can make more purchases compared with bad emotions.

| REPOSITORY,UB.AC.ID |

The meod is part of emotions. The mood is very easily influenced.

The mood also comes and disappears suddenly.

Factor exteinal

=

linpulsivity is external factors that make @ persen get en impu!se to
make -an impulsive purchase. One external factor is the
arrangemernit of goods or products in the store, the activencss of the

sales promotion and sales promotions.

by
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2.2'Saies Promotion

2.2.1 Definition of Sales Promotion

Saies promotion 1s short-term offers forms aimed at buyers, retailers; ot

wholesalers  end - is ‘designed to obtain specific end -immediate responses:

| REPOSITORY.UB.ACID |

According to Foster (2008), sales promotions provide more value and inceuntives
to consumers 1o visit a store or make a purchase within a certain period, The
purpcse of surplus value is that everv. consumer who responds to-the promotion

will get more than just a product and its image.

BRAWIJAYA
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The oenefits of sales promotion tools which trigger the consuimei evaluation

1

by rational > ithought (e money-saving,  convenience, ~usefulness, ‘etol) - are
categorized as utilitarian benefits (Chandon et al., 2000).
a. Types of sales prorotion

1. Point ©f purchases how to-display products o counters. Toors, and

BRAWIJAYA
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windows -~that allow reminding . customers and _simultaneously

stimulating impulsive shopping behavior patterns.

V)

2.. Contest / sweepstakes is one of the sales promotions by oirganizing an

| REPOSITORY,UB.AC.ID |

event that is'a competition or no competition tor the prepared.

&S]

Coupons signs. are intended- for .customers- to. get special discounts
when shopping. Retailers can advertise a special discount for buyers
who use a coupon. Whereas the buyer will get a special discount waen

shopping by showing their coupon.

o

4. Discounted prices are one of the most used sales promotioi. Peier and
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/

Olson (2014) defined price cuis as a strategy for determiining prices
involving -2 long-term plan to reduce prices after introducing high-

priced products systematically.

| REPOSITORY.UB.ACID |
N

The prize package is an offer for consumers to save the usual price of a

product, which is listed on the iabel or package. The price package can
be in the forni of a price reduction package, such as buy one get two.
Pricing peckages are very effective at encouraging short-term sales,
even more than coupons. Sometimes also referred to as a bonus

a)
package.

BRAWIJAYA
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According t0o Ma’ruf (2006), there arc types of sales promotions that can

be dene; which are free samgles, boaus packs, in-sicre dispiays, purchase vyith
purchase which are forms ot premiums, price-off promotions or price discounts,
contests, {requent shopper piogiam, demonstration, referial gifts, direct gifts,

souvenirs, end special events.

BRAWIJAYA
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2.2.2 Dimension of Sales Promotion

In the current 1esearch, there are two types of sales promaotion techniques

| REPOSITORY,UB.AC.ID |

that have been used by ZARA retail fashion to be examined whether they have a

positive influence on impulse buying.

.- Price Discount
According to Sutisna (2002), discounted price is a reduction in product
prices-from normal prices within a certain period. Meanwhile, according to Peter
and Olson (2014), price discounting is 4 strategy of determining srices involving a

long-term plan to . reduce prices afier introducing high-priced products
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systematically.

Meanwhile, in marketing, price discount is a promotional teol that can
atiract the attention of consuers to encourage the desire of potential consumiers
1

to buy the products cffered. Therefore, from these opnions, it cen be concluded

that the discounted price is a policy of price reduction given by marketers to
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buyers to atiract atiention ana stimulate the desire of consumers to buy ceitali

products as quickly as possible.

Sales promotion is a torm of direct persuaston through the use or various

Incentives that ‘can be arranged to stimulate ‘mmediate product purchases and
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mcrease the number of items customers buy (Tjiptono, 2008). Iin Indonesia,
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discounts are generally given to items that are old or ieftover from la

S

ot

o season.

According to Sutisna {2002), the purpose of giving discounts js:

1) Encourage iarge purchases.
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2) Encourage that purchases can be made 1n cash or shorter time.

3) Bindiag customers to not meove to other companies.
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b. Price pack

According to Belch znd Belch Amande (2014); price packs offer

consumers an extra charge of a product at normal prices. Clow and Baack in
N Wil &) ot > ~ 1o A~ 3 SNEOT o e o
Waani (2015) stated that when an additional amount 1s placed in a speciai proauct

package, it is/a price pack.

Gardener and Trivedi (1998) stated that the price pack oirierea oy

producers' adds value to' the product by offering additional quentities of the
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product or unit at the usual price. From these definitions, it can be concluded that
the price pack is an extra charge of a product that 1s deliberately made oy

marketers with the a2iin that consumers are interested to buy it.

Since an added amount is given free of charge, consumers may be

| REPOSITORY.UB.ACID |

persuaded to buy the product if they feel they are getiing a tair otfer rather than

their money value, This promotion is commenly used to increase imoulse buying
in consumers. Since the numoer of products is added, and there are no extra costs,
consumers can be persuaded to buy the product. If they feel they are getting raore

value than the money, they spend. Beich and Belch in/Amanda (2014) mentioned

BRAWIJAYA

UNIVERSITAS




the beuefits of using this bornus pack strategy, namely.
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a.  Give macketers a cirect way to provide extra value
b. Is an effective survival strategy against the emergence of new product
promotions irom competitors?

¢ Generate larger sales orders.
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2.3 Store Atmosphere

2.3.1 Definition of Store Atmosphere

| REPOSITORY.UB.AC.ID |

The need to create a favorable  shopping atmosphere ~cannot  be

underestimated in the light of retailers increased consumer awareniess. rivalry.

According to Ukpabi et al, (2015), a store atmosphere as designed effects in the
store that have the capability of influence consumers ouying behavior. The store
atmosphere is simply the appearance of a preduct that is seld well and appealing
in terms of the color of the supporting accessories with the proper display

procedures. The store atmosphere is also an important part {or retail by adjusting
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the atmosphere of the store according to the target that is ownz=d cen help

marketing in increasing sales.

Ma'ruf (2006) argued  that the atmosphere in the store has severa!
important roles, which are to attract buyers, to provide comfort in choosing

groceries and to increase the buyers of what products they need to have.

| REPOSITORY.UB.ACID |
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2.3.2 Dimerision of Store Airmospherc¢

According Ma'ruf (2006}, store atmosphere s forroed from 4 factors.

namely store design, store planning, visual communication and merchandise
presenitation. The explanation of the four factors is as foliows:

1

a, Store design has a goal to meet the functional requirements (o provide
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pleasant shopping experience. Under these  conditions, it will -support the
purchase. Store desigin 1s classified into two aspects, namely:

The exterior is the face of a shop. The exterior ciements include storzfront

| REPOSITORY.UB.AC.ID |

(an external design which is 2 characteristic. of a company), marquee

(symbol in the form of text and images or manifested in the 3-dimensionai

form), entrance (number of entiances to stores according to ine needs of
each store), as well as the entrance,

- “Ambiance, related to the design of the store that aftects the customer base.
As for ambiance, it can be created from a number of aspects such as visual

(in relation to perception such as color, brightness, size and shape), tactile
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(in relation to skin contact), olfactory (in relation to the use of aromas to
create a certain effect) and aural (in relation to sound and music).

b. Store planning can be classified into 2 aspects; as follows:

| REPOSITORY.UB.ACID |

- Layout inciudes a walkway or aisle in the store

Space allocation, in this case, is divided into selling space, meichandise

space, customer space and personnel space.
c. Visual communication is the company's communication with consumers in
physical forms such as corporate identity (consisting of storefronts and

marquees), graphics and in-store communication.
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d. Merchandise presentation, related to the technique of preseniing items. in

the store in-order to create a particular situetion or atrnosphere: des

(U

Merchandise presentation, in this case, 1s closely related to product
diversity, coordinationi of product categories, sarnple displays, lighting,

lighting end window displays.
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In line with Ma'rur's opinion, Berman & Evan (2010) stated that the store

atmosphere has four important elements as follows:
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a. Exterior, consists of:

Store front, reflects the uniqueness, maturity and aiso strength and other

things -that. are in.accordance with-the stor¢'s.-image. in. the: form of 2
physical exterior at the store.

- “Marquee, which 1s a shop signooard as a sign to dispiay the name or 1020

- Store entrance, related to taiga main things, namely the number of
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enitrances that ‘are adjusiea to the size of the store building, the type of
entrance that will be used (whether the door pulls or automatic doors) and
the width of the entrance door used in a shop.

- Dispiay windows, in this case, the display window has the main goal which

is to-identify a store and the goods offered and zlso encourage people to

| REPOSITORY.UB.ACID |

enter the store.
- Exterior buiding heignat, related to the hicight of the buiiding ot a shop that
can be disguised or not so easily visible to pedestrians.

- . Surrounding stores and area, relating to the environment around the store
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that can provide miormation related 10 price ranges, service levels and

qthers.
- Parking facilities, related to the availability of parking and alsc the location
of the parking lot providea by the shop because parking racilities that are

1
1

spacious, free and close to shops are able to provide a pesitive image for
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consumers.
b. Generai intenor, as for the sub-elements of the general 1terior can be divided

into:
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- Flooring, related to the type of floor, size, design and color of the floor

used so that it wili affect consumers' perception of the store's image.

Color and fighting, telated to the eolors and lighting usec in stores. Where
bright lighting (both direct and indirect, white or colorful and constant or
flickering lighting) and bright colors can contribute to creating a aifferent
atraosphere in (he store.

-+ Scent and sound, contribute to affect the mood of consumers.

<
<
-
<
o
0

UNIVERSITAS

- Store fixtures, related to the laying of doors, storage rooms and display
shelves used in stores.

- Wall textures, related to the texiure of the walls used in the store so that it
can affect the impression of consumers in the store.

Termperature, related (o the reguiation of the temperature in the store that is

| REPOSITORY.UB.ACID |

adiusted. to the temperature outside the store. store area, windows and also
the presence of air conditioner in the store.
Alsles’ create, related to the convenience of consumers waen touring in the

store by determining the width of the distance in the store.
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- Dressing facilities, related to changing room facilities with good color and
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lighting forthe convenience of consumers in the store.
- Vertical transportation, this should be available in stores that have multiple
floors, namely elevators, escalators and stairs.

Price levels and, related to the price tag stated on the product and the shelf
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where the product is displayed in the store
Store personnel, related o employees in the store who are required to be

polite; neat and knowledgeable o as to create a positive atmosphete in the
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store.

Technology, related to the use of technology in a shop where the

technology  must be  continucusly - updated  for “the sake of ~the
implementation of store operations that are fast and efficient.

- “Store cieanliness, related to the convenience of consumers in the -store
because of the hygiene clement that is applied.

c. The store layout, there are several sub-elements of the store lavoui, which are
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as follows:
Allocation of floor space, related to the space that must be allocated to
selling space, merchandise space, persennel space and customer space.

- Classification of store offerings, reiated to a store's offer which 1s divided

into four types of grouping, narmety prodict grouping by tunction, based on

| REPOSITORY.UB.ACID |

huyer motivation, based on market segments anc based on storability.
- Determination of a traffic-flow pattern, related to product placement that
atfects the flow within the store.

-~ | Determination of space needs related to the space allocated for product
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categories caiculated based on the size, type and benetits of the proauct.

- Mappiog out in-store location, related to the mark that must be given on
each floor to find out where the product category is placed. This is
especially true for stores that have multiple floors.

Arrangement of individual products; related to the armangement of the
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products sold. Where the placement of the most profitable preducts is in a
good and right place, and each product is arranged according to size, price,

color and brand based ¢n consumer interest,
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d. Interior (point of purchase) displays. consists of:

An assortment displays, related to the openness of the atmosphere where

consumers will feel happy to feel, see and aiso try the products in the shop:
- A theme setting display, related to the theme in determining store displays

such as the theme or Independence Day, valentine's day and others.

Arensemble displays, related to the completeness in displaying products

with different categories. For example, in a mannequin displayed with the
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right combination of shoes, clothes, pants and accessories.

A'rack and case display, related to sheives used in stores. As an example of
the use of a loug shelf that has the function to place and dispiay products
neatly.

A cut case and dump bin have the advantage of creating & cheap lnipression

| REPOSITORY.UB.ACID |

1

and can reduce display costs. Where the cut case is a box or place used to
carry and wrap small itemns. Meanwhile, the dump bin is a newspaper place
contaming piles of goods that have been reduced in price or that have been

discounted.
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Oi

Yot

Furthermore, store atmosphere has several dimensions that can be used

retail fashionin general, based on previous research on dimensions that can have 2
positive influence on. impulse buying consumers; there are three dimensions,
namety.

a, Store interior
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Consumers impression of a store is formed by the anpearance of the store,
Various rmotives of consumers entering the store, should get a pleasant

impression. This impression can be created for example by the colour of the stone
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walls and attractive designs in the store. According to Ukpabi et al. (2015), the

type and volume of the music should match the right audience, and aiso an arorna

is'agreat tool in influsncing consumer buving behavior.
b. Store layout

It is a plan to determine a specific location and arrangement -of
strects/aisles within a store that is wide enough and mzke it easy for people to

walk around. as weli as storage facilities such as a complete and comfortable
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dressing room. Ukpabi et al. (2015) expiained a good store layout provides
unhindered access to shoppers end alse fo staff in case of items replenishment.
The nature and frequency of requests for goods must determine where the goods

are located. The examples such as products that are otten sought atter are placed

close to the enirance that is easily seen by consumers.
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c.-Store displays
The store layout is the arrangement of the store in displaying products
accompanied by 1aformation relevant to the product. According to Lewison and

Delozier in Yusriyanii- {2008), store interiors are the result of overall display
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designs used by retailers o sell their products. Also, Foster (2008), mentioned the

display 1s ag effort tc encourage the atiention and interest of consumers in stores

or goods and encourage the desire to buy through the appeal of direct vision,
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Source: Secondary Data, Processed in 2019
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2.5 Research Model
Figure 2.2
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2.6 Researcin Hypotliesis

<
g

Hypothesic is the assumption cf the research findings. The hypothesic

this research are:

2.6.1 The Relationship between Sales Promotion and Imipulse Buying

Sales promotion which consists of discounts and bonus packs 1s one of the
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strategies 1o “determine prices involving  long-term plans (o reduce prices

systematically after introducing high-priced  products (Peter end Olson; 2014
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256). These two forms of sales promotion. is most favored by consumers.

Sorneone who at that tiine saw a discount or bonus pack will ‘be likely o be

mterested in sesing and buying the item.

They assume that with the initial high price with saies promotion someone
can already buy it and there is still money 1eft to buy another. Then it will biing
instant: impulse buying in the store because they are interested in the price. The

results of research conducted by Amanda and Edwar (2014) showed that price
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discount 'has ‘a posiiive effect on impulse buying on. conisumers.  Thus, the

hypothesis is formulaied as:

Hypothesis 1: Saies Promcotion (X;) hes a positive influence on the impulse

buying on ZARA store consumers in Indonesia

| REPOSITORY.UB.ACID |

2.6.2 The Relationship between Store Interior and Inapuaise Buying

The stere interior 15 a form of architecture inside the shop or outside the
store -itself, a lot of things are needed to create an image for a store and the
selection of materials, lighting arrangements, sound and smeil that supports the

creation of the right umage and in accordance with customer desires. By paying
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attention to soime of these things, consuiners can be more comiortabie, tnerefore,

it takes longer to-get the product consumer’s fargetin2 and impulse buying may
occur.
Moreover, retaliers cai-use this to create an in-store mood foi customers.

The results of research conducted by Rehmasari (2010) showed that store interior
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has a positive influence on impulse buying on consumers, Thus, the hypothesis is

Tormulated as:
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Hypathesis 2: Store Interior (X3) has a positive influence on-the imoulse buying

on ZARA store consumers in Indonesia.

2.6.3 The Relationship beitween Store Layout and impuise Buying
In their research, Saad and Metawei (2015) mentioned that layout plays a
role in determining the division and spatial arrangenient for saics areas within a

store. A gooed layout will be positively related to the positive atmosphere crected

when consumers enter the store. Baker et al. (2002) claimed that a well-arranged
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layout can 1mprove mood to be more pieasant, entertaining and reduce the siress
felt by consumers when shepping. This pleasant’ atmosphere is naturaily and

unwittingly able to direct consumers in-making impulsive buying decisions.

Because we reeiize it or not, basically the layout settings i a store can be

oV

considered as a 'vending machine' owned by a store. This is in line with the
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opinion of Sharma, Sivakumaran & Marshail (2010) who stated that impulsive
purchases are driven emetionally and cognitively canrot ‘be explained because
impulsive purchases are included 1n. consumer behavior that explains. an

irresistible desire to purchase an object that interests him. Berman and Evan
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(2010) also argued that the siore layout is expected to be one of the factors that

can attract consurners.

Some previous studies have proven that store layout has a positive effect on
impulse buying Research by Banat & Wandebori (2012) found that siore

environments in the form of store layouts as well as music and personal traits
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owned by consumers can mfluence impulsive buyers in Egypt. Ukpabi et al.

(2015) also stated that the store layout has a positive relationship with impulse

7

| REPOSITORY,UB.AC.ID |

buying. Where his research also found that female consumers are more prone to

make impulsive purchases than-male consumers.

Hypathesis 3: Store Layout (Xs3) has 2 positive influence on the impulse buying

i

on ZARA store consumers 1n Indonesia.

2.6.4 The Relationship between Store Displays and Impulse Buying
Research by Sharma (2014) showed that the display of preducts (retail

displays) has a positive and signiticant effect on impulse buying in consurners in
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India. Similar results also apply to the wvartable product shelf presentation whic

also has a strong influence on consumers' tendencies in impulse buying at retail
stores.” Meanwhile, Thomas et al. (2018) suggesied that there is “a strong
relationship  between window  displays and mannequin  displays with impulse

buying behavior,
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1

In his research, Thomas et al. (2018) aiso found that peopie were less
interested in the appearance of manneguins inside the store. In fact, the results of
the study prove that 40% o1 people tend to choose a store depending on the

attractive window display in a store. This is because the window dispiay igabie to
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act as-a stirnulus for custotners to enter the store and it has a varicty of beneiits,

mcluding being able fo display the best merchandise and provide information

about new output products.

i~

Hypathesis 4: Store Displays (Xy) has @ positive influence on the impulse buying

on ZARA store consumers in Indonesia.
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CHAPTER 111

RESEFARCH METHODOLOGY

3.1 Type of Research

This research used survey method. According to Sugiyono (2014: 11
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survey research is.research conducted on large and small populations but the data
studied are data from samples taken from these populations, so that reiative

events, distribution, and relationships between sociological and psychological
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variables are found. Therefore. in this research. the population examined was

ZARA Indonesia shop consumers.

3.2 Research Locaticn

This research location-is the place wheie conduct the research. The
location chosen in this study 1s in the city of Malang and Surabayz, because of the

limited number respondents of consurners who have made impulsive purchases at
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ZARA stores.

3.3 Research Population and Sample

3.3.1 Peopulation
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The population is the whole object ot research that can consist of humans,

animals, plants, evenis, as a source of data that has cericin’ characteristics in
research.  According o Sugiyono (20610: 215), the population is defined as a

generalization area consisting of: objects/subjects that have certain qualities and
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characteristics deteimined by researchers to be studied and then conciusions are

drawn.
The population is a generalization area consisting of obiects or subjects
that have qualities of certain - characteiistics determiined by researchers to be

discussed and then drawn the conclusion is by the researcher (Sugivono, 2014;
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115). Research population are all ZARA Indonesia consumers.

3.3.2 Sample
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According to Sugiyono (2010: 218). the sample is part of the number and

characteristics possessed by the population. The sainple 1s several population

samples taken by rescerchers as representatives of a colisction of populations that

will be investigated by researchers as a solution to a problem in the research.

In this tesearch, researchers did not get clear data on population numbers,
50 to determing saropie size, researchers were guided by the opinion expressed by
Roscoe (1975) in Sekaran (2016), that in multivariate studies included in multiple

regression anaiysis that explained that the sampie size should be at least 10 times
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the number of variabigs in the study and @ maximurn of 5C0. In the study the
number of variables studied were two independent variables and one dependent
variabie, then a minimum sample size of 10XS5 variables = 50 respondents.

However, in order to strengthen the results of the study, then in this research

obtained the number of respondents as many as 100 people, adjusted for the

| REPOSITORY.UB.ACID |

number of indicators of the three variables used 1n tais study.

3.3.2.1 Sample Technique
Sampling was conducted using the Nonprobability Sampling method using

purposive - sampiing. - Understanding - nonprobabdility  saimpling —accerding  to
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Sugiyono (2010: 213), is a sampling techiique that does not provide cqual

opportunity or opportunity. for each element or mmember of the pepulation to be
selected as a sample. While Sugiyono (2010: 218), defined purposive sampling as
a data source sampling technique with certain considerations. Purposive Sampling

is carried out because of limited time, iranopower, and funds so that 1 canrniot take
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large and distant samples.
In taking this sampie tne consumier uses a sampling method by means of

nonprobability sarapling by using purposive sampliing so that it is easy to classify
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the samples to be taken by researchers so that researchers do not feel difficulties

1n taking sampies and do not take time, money, and a iarge amount of energy.

The sample is part of the total characteristics possessed by the populaiion
(Sugiyono, 2014: 116). The sampling technique used in this research was
purposive sampling, which 1s the sampling technique with certain considerations
(Sugiyono, 2014: 122).

Because the researcher wanted to see the variable of impulse buying for
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consumers, respondents must nhave made unplanned purchases. Therefore, the
sample criteiia in this study are:

1. Respondent wihe has made impulsive purchases at ZARA's store.
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2. Respondents aged over 15 years.

3. Gender maie or femate ‘Because ZARA 'has a woinan store and a inai

3.4 Data Collection Method
The datz collection method 1s a methad that is used to gain various data in

accordance with specific research purposes. They are:
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1. Quecstionnaire

Questiopnaire is set of questions that are created and printed by z
researcher to the respondents and ask them to mark one of several
choices or fill in their answers for the researcher to kinow the answers

towards . the existing preblems (Murray, ~2003).. The online
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questionnaire, however, is one of the data collection methods that are
efficient to oe usea i distributing the questions thirough the webosite.

The quest onnaire of this research 1s mterded to consumeis of ZARA
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Indonesia.

2. Documentation

Documentation refers to the secondary data inwhich the data or the
information has been created and collected by another researcher
before. The secondary data 1s accessibie on public information such as

journais website, a government website, and books. in this research,

the secondary data was collected from the online journais, article of
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the officiai website, online statics, and books.

3.5 Research Variable
Research variables are all forms of what is determined by researchers to

1

studied - so that information is obtained about it, then conclusions arve drawn
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(Sugiyono, 2014: 58)
1. Variabie Independent

The 1ndependent variable 152 variable that influences or is the cause of

the change or the emergence of a dependent or dependent variable
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(Sugiyono, 2014: 59). In this study, the independeint variaples “are:.
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1

Sales Promotion (X1}, Store Interior (X2), Store Lavout (X3). and
Store Displays (X4).
2. Variabie Dependeric

he dependent variable is a variable that is affected or that becomes
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result, because of the independent variables (Sugiyvono, 2014: 59). In

this research, the dependent variabie 1s impuise buying ().
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3.6 Variable Operational Definition

Tabie 3.1

Definition Operational Variable

g | No_| Variabie | ltem Source - |
= E | 1 Sales »TPiece Discounts . _‘_I\I_agadeeb;,“Selvi, |
< fo— v 4 ¢
= B ! Promotion | & Pushpa (2015) |
m l SIFCAUTAIFCAT IO a Y i R I BN I IRIAYAR IR IAVI L] 1
5 < ! (X1) | Price Pack |
= | 1. |
= RO o ive Airave N aoosSiony ohihve fSRasS ISy i
00 | 2 Store interior | " Music Ukpabi et al., |

! (X2) - (2015) |

| i lglltih i

| ' '

' | Color |

- | | |

1S ! | Design |

[ < ' .

k | | |

|2 { i {
| >

|S S < . i T |

= 13 Store Layout . | Floo .

|8 ! -~ | |

i“:’:' | A3 i |

i | | Crowd Density |

<L ! ~ |

2 | | Direction board |
V= ! | |
=3 | | |
W) i i
>
S 05
S0

Continued




Corntinued Tabie 3.1
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| No'| Variabie | ltem Source |
i ' — DiawWiia)
< L4 Stors Displays | On-- shelf Razzouk, Seits. ‘ij
| | |
| (NTAN Jarsae o ses = S FENCNENTRT PO I PR
4) i Kuma '
> | e | ff - shelf ' |
I [} ) \lll 7 |
22 | | 0 |
= .
5= 1 o Bt Coa ettt b bine Beadia]
g < |5 Impulse | 1 1often buy -without thmkmg Badgaivan, |
= % ! Buying | Verma, & Dixit |
5 t Rrowiinvya Danncitary | nivg .
! Y) | I sometimes buy. things because I like (2016) |
J ! T A |
! | buying things, rather than because ! need |
|
} ! 1h€ljl !
! | |
| I'buy products and services according to i
(5] ! | |
| S | | how I feel at the moment. |
| <
5 @ | 1 ‘
E | - |
ig | | Itis fun'to'buy spontaneously. |
| 8 } 1 |
ig | i |
i Source: Research (2019

3.7 Measurement Scale
The dat2 source used ir this research was the prirnary data sovice. Primary
data sources. are. data. sources . that directly provide data to data collectors

(Sugiyono, 2014: 193). Primary data in this research was coilected by distributing
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p—
3

questionraires o all consumers who tave made purchascs at ZARA stores

Indonesia, who are willing to become respondents and meet specified criteria,

Data 'was measured by Likert scate, which measures the attitudes,
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ovpinions, and perceptions of a person or group of people: The variables measured

weie translated into indicator variables. Then the variable indicators were set as

measuring points for compiling instrurpent items, which could be questions or
statements. The answer to each item cf the instrument that uses a Likert scale has
a graduation from very positive to very negative. For quantitative analysis, the

5
S

answers were given a score ont each statement ranging from 1 105, and each score
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refers 1o the following meaning:

g Table 3.2
<
i
é Likert Scale Table
5=
i
= NIVersiias Brawijaya =eposiiory Universiias Bray
= | No. | Information [ Score ‘
>m | | | |
1. Tgtrongly Agree (SA). i _‘_Tg ____________ ‘
Lo L Drmuiinus  Deanacitear: | i lciton Do |
| 2 | Agree (A) | 4 ‘
e Y I
|2 | 3. | Neutral (N) | 3 ‘
et RGeS Rt
'g | 4, i Disagree (D) ‘ 2 ‘
[|© |
| | | ]
e | 5. i Strongly Disagree (SD) {1 i
L i i !

3.8 Research Test instrument
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This research used validity and reliability test to test the validity and
reliability of the measuring instraments used (questonnaire). Testing the validity
and reliability of each variable in this research is using the help of the SPSS
(Statistical for Product and Service Solution) program for windows. The

reliability test was used 1o sce whethei the measuring instrument used by the
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questionnaice showe consistency in measuriag the same ympioms,
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3.8.1 Validity Test
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Validity - test “in this. research . was. used to test the -validity of a
questionnaire. Validity shows the extent ot the accuracy and accuracy of a

measuring nstrument (questionnaire) in- carrying - out the functionr of the
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measuring instrument.
Questionnaire 1s valid if the questions are able to reveal what is being

measured. Validity testing 15 done to determine the accuracy of the dawa. Valid
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research results occur when; there are similarities between the data collected with

the actual data on the object under study. In this research, the validity test uses a

validity test technique, which is done by correlating each item with its total score

(Ghozali, 2011: 52). This validity test is performed using the Pearson Correlation

J

coefficient (Product Moment Correlation).

nyYYY-(IX).(TY)
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Explanation:

r = correlation: coefficient
n.= the number of samples
X = litem score X

Y = Itemi'score! Y
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If the correlation of positive factors is > 0.3, it can be considered as a
strong construct or the instrument has good validity. Vice versa, if the correlation
of large negative factors is <0.3, it can be considered as a weak constrict o1 an

instrument that has bad validitv (Sugiyono, 2014: 178).
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3.8.2 Reiiability Test

Relighility test 1 another tmporiant test to be done 1o research after the
validity test. According to Sekaran (2016), the reliability test exnlained the extent
1o which 1t 1s free froin the bias or error and be able to ensure consistent
measurement of the tiime as well as the item in the rescarch. Arother assumpiion
came from Malhotra {2010), who defined reliability as the repeated measurement
that generates consistent results. This research used the most comimoi
measwrement, knowri as Coefficient aipha or: Cronbach’s alpha method. The
measuring instrument reliability was tested with the Alpbha Cronbach’s formula.

which 1s as foliows:

= —k—(l ~E(r§) i
k-1 gt
|

Explanation:
T = instrument reliabiiity
Ke = number of questions
Yof « =number of grain variances
o‘t = total variance

Based on the ‘Alpha Cronbach formuia, an instrument 1s declared reliable i it
has a coefficient of 0.6 and vice versa; if an instrument has a coefficient less than

0.6 then the instrument is declared unreliaole.
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3.9.1 Multicollinearity Test
According to-Ghozali (2011. i05), multicollinearity tcst aims w0 test
5 )
whether the regiession model found a courelation between independent variables

(independent). A goed regression medel should not occur correlation between
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independent variaoles, and if the independent variables are correlated with each

other, then these  varigbles are not- orthogonal. Orthogenal ~ variables -~ are
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independent variables whose correlation value between fellow independent

variabies 1s equal to zero.

To detect the presence or absence of multicollinearity in the regression

model can also be seen from the value of tolerance and its opponents, as well as

the variance inflation factor (VIF). Tolerance measures the variability of selected

1 1

independent variables that are not explained by other independent varizbles. So,

low tolerance value eguals a high VIF value (because VIF = 1 / Tolerance). The

cut-off value commonly used to indicate multicollinearity is a Tolerance value <
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0.10 or equal to a VIF vaiue > 10.

3.9.2 Heteroscedasticity Test
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According to Ghozall {2011: 139), the heteroscedasticity: test aims to tesi

whether in_the regression model, there is an inequality of variance from the

restduals of one observation to another. If the variance ifrom one observation

residual  to-another cbsetvation remains, then it is calied homoscedasticity:
However, if it is the opposite, then it is called heteroscedasticity. A good
regression modei 15 homoscedasticity or it means that heteroscedasticity does not

ocour
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Detecting the presence or absence of heteroscedasticity can be done Oy

tooking at the plot graph between the credicted value of the dependent variable:
ZPRED and the residual SRESID. Detection of the presence or absence of
heteroscedasticity can be done by looking at the presence or absence of certaiit

fabs) 1

patterns on the scatterplot graph betweea SRESID and ZPRED, where the Y axis
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is the predicted Y. and the X axis is the residual (predicted Y-true Y) that has
been studentized. The basis of the anaiysis is as tollows:

1. Ifthere are certain patterns, such as dots that form areguiar paitern (wavy,
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widened, and then narrowed), then it indicates that heteroscedasticity has

occurred.

2. 1fthere is no ciear pattern, and the points spread avove and below the

mber 0 on the Y axis, then there is no heteroscedasticity.

3.9.3 Normality test
According to Ghozali (2011: 169), the Normality Test aims to test whether

1 the regression model, confounding or residual variables follow the normal
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distribution: In principle, normality can be detected by looking at the spread of

data (points) on the diagonal axis of the graph or by looking at the histogram of

the residuals. The basis for decision making 1s as follows:
a.  If the data spread around the diagonal line and foliows the direction of the

diagonal line or the histogram graph shows a normal distribution pattern.
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then the regression model shows the assumption of normaiity.

0. 1t the data spreads {ar from the diagonal or does not foltow the direction of

ﬂ)

the diagonal line or the histogram graph does not show a2 normal
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distribution  pattern, then the regression model does not meet™ the

assurption of normality.

3.9.4 Linearity Test
Linearity test is-one of the tests conducted by researchers te determine the

extent of the relationship between variables. According to Ghozali {2011: 167),
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linearity test is used to see whether the specifications used are correct or not. With

the linearity test, inforination will be cbtained whether the empirical raodel should
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be linear, quadratic, or cubic.

significance vealue is used to reject oc accept Ho. Therefore, the vaiue of the

significance coefficient must be compared with the alpha level chosen by the
escarcher (5% or 1%), If the sig value < 0.05 then Ho is accepted assurming
linearity so it can be concluded X variabie 2 lirear refationship with Y- and

vice versa. Ho will be rejected if it has other values.
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3.10 Data Analysis Method

Data was compiled, sorted, edited, classified, and entered into computers
tor analysis using statistical packages for social scientists (SPSS version 20.0.0.0).
Data is manipulated using cross-tabulation. Mu'tipie regression analysis is used to

determine the relationship between dependent variables, mediating variables, and
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mdependent variabies.

3.10.1 Multiple Linear Regression Analysis
Multiple regression analysis was used it this reseaich to anaiyse the impact of

ndependent variables consists of Sales Promotion (X,), Store Interior (X»); Store

e D
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Layout (X3), and Store Displays (X4) toward dependent variabie in which the

dependent variable in this research will be the Impulse Buying (Y). This research
data with an interval scale was measured using Likert scale. Equation model of

muitiple linear regression analysis in this research can be formulated as follow:
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V= B1UX, + B2 X+ B3I X~ BEX,

<

= Impulse Buying

| Q-

|G

| <

| S v e 3 .

{ 2 X1 = Sales Promotion

E

| @ o o . .

|8 X2 = Store Interior

| &
X3 = Store Layout
X4 = Store Displays
Bl . B4 = Coefticient Regression Independent Variable

3.10.2 Determinant Coefiicient (R?)
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According to Ghozail's  explanation (201%1: 97}, the ‘coefficient of
determination (R2) essentially measures how far the model's ability to explain
variations in the dependent variable. The coefficient of determination is between

zero and one. A sinall K2 value means that the ability of the independent variables

to.explein the variation of the dependent variable is very limited. A value close to
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one (1) means that the independent variables provide almost all the information
nceded to predict the variation of the dependent vartable.

The fundamentel drawback of using the coeff cient of determination is the
bias towards the number of independent variables included in the model. Every

additional one (1) independent variabie, then K2 must increase regardless of
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whether the variaole signiticantiy influences the dependent variable. Tneretfore,

many researchers use the Adjusted R2 valve when eveluating which regression
model is best. Unlike R2 values. Adjusted R2 can go up or down if independent

variabies are added to the model. in reality, the Adjusted R2 value can be

negative, even if what 1s desired must be positive.
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From the explanation of the coefficient of determination R2 based on
expert opinion, the researcher decided to use Adjusted R2 i explaining how far

the model's ability to explain the variation of the dependent variable, tc interpret
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the coefficient of the independent variable can vse unstandardized coefficients and

standardized coefficients Beta so, by using standardized beta, it is able to

eliminate differences i the unit of measurs on the unequal independent variables
(kg, Rp, Liter, etc.), then the interpretation of regression equations:should use

N =]

unstandardized beta.

L=
=
(%)
w5 < 3.11 Hypothesis Testing
-
% a8 In this research, the probability score was based on the basic theory that
underlies the hiypothesis testing, which explained below:
Hy : there is no significant positive influence between the independent

variabie and dependent variable
H; i there is significant positive infiuence between the independent

variab'e and dependent variable
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Underlying decision:
o ' P (probabiiity) < (level of signmficance /o) 0.05 resulting Hy, Hy-accepted

o P (probability) > (level of significance /. a) 0.05 resulting Ho, H; rejected
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1

According to Ghozali (207 1: &), the statistical t-test basically shows how
far the influence of one explanatory/independent variable individually in
explaining the variation of the dependent variable. The null hypothesis of HO

tested was whether a parameter (bi) is equal to zero, or:
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Ho:bi=0
[t means that whether an independent variable 1s not a significant

explanation of the dependent variable. ‘The alternztive hypcthesis (HA) parameter
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of a variable is not equal to zero. or:

HA:b1#0

That is, the variable is a significant explanation of the dependent variable.

The criteria for conducting a t test are as follows:
a. [If the number of degrees of freedom (df) is 20 or more, and the
degree of trust is 5% then HO which states bi =0 can be rejected it

the valne of t is greater than 2 (in absolute value). In other words.

<
<
-
<
o
0

UNIVERSITAS

we accept an - alternative hypothesis, which states that an
independent ' variable individually influences the  dependent

variable.

P

T the calemiated statistical t value is higher than the € table;, we accept an

alternative  hypothesis, which states that an independent variable individually
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influences the dependent variabie.
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CHAPTER IV

RESULT ANE DISCUSSION

4.1 Description ef Research Object
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4.1.1 Profile ZARA

Starting {rom the need for fashion, one of the leading brands from Spain,
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ZARA became one of the upper-middle-class fashion icons. Although ZARA's

position is still under well-known brands such as Dolce & Gabbana and LV,

ZARA 'has peen able to postticn itseli as a tashion icon like the two brands.

Fashion from Spain, 'which also opered. a branch in Indonesizg since 2005, does
have a no-doubt reputation. No wonder the store i1s never empty of buyers.

Aimancio Ortega Gaona is the architect of ZARA's success.

Ortega 1s postitioned by the London Times. at the top of the 25 most
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dynaraic peopie in the fashion industry, opening its first ZARA store in La Coruna
m 1975, After more than three decaces, ZARA spreads to 64 couniries and has

3,000 outlets. Based on reports, Inditex is the holding company that manages
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ZARA and sevein other bran until 2005, ZARA's turnover was 8.7 billion US

dollars. Neariy 69 per cent of ‘this value comes from sales outside of Spain

(Biographyku, 2019).

Ortega 15 not a-descendant of a businessman. He was born in Ueon, Merch
1936, come from low-income, families. His father was a railroad emiployee, and

his'mother was a housemaid. He even had to arop out of school, because his
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parents couta not afford to pay for Ortega’s schoel. However, that did not make

him broke: After dropping out of scheol, Crtega werked i the Iberian textile

industry in I.a Coruna. It is Ortega's first introduction to the world of textiles.

In'the early 19605, after more than a decade of working in 'the textile

world, Ortega was finally trusted to be a manager in a clothing store. That was
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when he began to seize opportunities. He realized that only rich people could

afford expensive cloihes. Therefore, he would make the sarme clothes at low

prices, starting with making dresses with his second wife Rosalia Mera. in 1963

~
%
| <
| @ ) 45 B . ‘ & - X 3
|2 he later founded Confecciones -Goa, convection. A few years later, the first store
| O
| -
| & - . )
|8 opened. This store iater became the forerunner of today's leading fashion industry,
| &
ZARA Quickly catch the market's desires and maximum- service, that is what

Ortega applied in running ZARA.

Different from other fashion companies that create demand for new trends

in the spring or winter by making fashion performances, ZARA makes clothes
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[

based on' the neeas of 1ts customers throughout its chain of stores. By the way,
ZARA assigned his employees as mary as 200 designers in Spain to travel around
the world to see the development of fashion trends in other countries. Thus, he can
move quickly and catch market changes tirst. Unsurprisingly, ZARA becamie a

trendsetter for the fashion industry. Not only that, at La Corunsa, designers and
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hundreds of product managers endlessly discussing to decide what model to make.

Every day they gather advice fromyall ZARA roanagers arcund the world,
After weighing the store managers' ideas, the team of designers and product

managers decide what to launch to the market. So, drawings mniade on the
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computer and then sent to the factory, which is located not far iromi their work

location.

To provide comrtort to the buyer, at each ZARA outlet, they provide
spacious fitting rooms in large numbers. There are more than five fitting rooms in

one outlet. The advantage again, guests can bring a maximum of 6 pieces of
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clothes into the fitting room. Furthermore, the salespeople are ready to serve the

nceds of consumers. For exaniple, when the ‘consumers are trying on clothes and
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want to find other numbers that are morve suitable with their bodv size. Consumers

can ask the saieswoman to find the desired amount without having to get out of

-
,--

the fitting toom. Alertness to capture the mzrket and the presentation of extra

services proved successful in bringing ZARA to success.

Ortega does not just have ZARA whose brand 1s wortdwide. A series of
o
brands' such. .as Massimo Dutti, Oysho, ZARA Home, Kiddy's Class, Tempe.

Stradivarius, Pull and Bear/Often, and Bershka, is also owned by Ortega. More

<
<
-
<
o
0

UNIVERSITAS

than 14,000 people work tor him. In addition, to have an Inditex group shere of
59.29 per cent, Ortega also invests in oil, tourism, banking, and real estate. Some
property businesses are in Madrid, Paris, London, and Lisbon. A luxury hotel and
apartment compiex were also buiit in Miami. Not oniy that, ne reportediy owns a

horse racing circuit énd a football club. With ail his own he became the richest
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man in the matador country and became the &th richest person. by Forbes

magazine.

However, Ortega still does not forget the origin of poor people. Even

though he has become a successiul person, hie is stiii a low protile. Besides not
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wantiing 1o spit out a photo of himself, he aiso refused to wear a tic. He prefers

1

jeans as everyday clothes. As a reminder of hig bitter days, Ortega wiote a book:

"De Cero a ZARA" (Biographyku, 2019).

4.1.2 History of ZARA in Tndonesia.

The fashion business in Indonesia is currently an un-and-coming industry
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because the demand for fashion products 1s increasing. ZARA first entered

Indonesiz on August 18 2005, ZARA's journey in Indonesia was irseparable
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from the efforts of PT Mitra. Adi Perkasa Tbhk, (MAP) in convincing Inditex to

open its outlets in Indonesia. MAP wants to be able to have exciusive rights to

ZARA since 1999, but due to the instability of conditicns in Indonesia at that

time, Inditex -only gave MAP. the right to open ZARA's cutlet network in
Indonesia 1n 2005.
ZAFRA can bean tound in 73 countries in'the world; including in Indonesia.

i5 A1

ZARA has several types of clothing, ranging from Wemen (Woman and TRE),
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Men (Men), children (ZARA Kids), ZARA Home and cosmetics. Majority ‘of
ZARA ‘are located in' Spain (329 stoies), and France (114 stores). “While 1a

Indonesia, ZARA only has 13 stores in the city; DKI Jakarta, Bendurg. Surabaya.

Medan, and Bali.
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MAP 1s a company that distributes fashion, sports, and iifestyle products.

At present, MAP. operates more than 300 outlets in 22 -major ¢ities n Indonesia:

Portfolio of brand licenses held are very diverse, ranging from department stores,

retall equipmernt and sports equipment, fashion products, kids stoeres, cocks stores,
health and beauty spcts, food and beverage retail; and home and furnishing stores.

=

Some of MAP's important retail concepts are Sogo, Debenhams. Marks and
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Spencer, Starbucks, Next, Kidz Station, Planet Sports, Sports Station, Goif House,

and Kinokuniya. In-addition te processing retail outlets; MAP is also a distributor
of many leading international brands such as Reebok, Nine West, Mizuno,
Speedo, and Conveise.

For ZARA products,” MAP brings directly from Spain. with a broken
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system purchase model, which means that if there are ZARA products that are not
sold then, that becomes a business risk that inust be borne by MAP. The existence

of ZARA itself ir Irdonesia has become phenomenal forr MAP because; in the

~
S p ] ? Al

|3 early years. of .its life, ZARA has received an enthusiastic response from
|2

= indonesian fashion market. So that the exisience of ZARA can provide enormious
|2

L benefits for MAP. Also, this Spanish fashion brand has a positive ‘influence

through its outlets and products that are exclusive to MAP's corporate image as a

retail network company and distributor of giobal brands in Indonesia (Map, 2019).

4.1.3 ZARA Logo
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To be abie to build brand strength, ZARA aiways strives 1o make its biand
the most desired and discussed by the public. ZARA iself comes from the word
"thara" which has a feminine and extraordinary meening. Besides the consistent
use of logos, symbols, and colours in each item, it also shows the level of

exclusivity -of the ZARA Tbrand that represents the personal reflection of its

| REPOSITORY.UB.ACID |

consumers and 2lso the products produced. In 2019, ZARA officially changed its

logo design.

The new. design  links . each product email. -Now  curves have been

accentuated by the letters "Z" and "R." The message looks overiapping, looking
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the saine as the Bazaar of Harper in the 1990s. The new-look also inivokes ‘its

heritage and significance with all-caps, large leiter mark logo. Also, perhaps. it
indicates the brand's goals to carve out a niche among luxury fashion brands. All
m all, the new design preserves its visual connections to its original typetace but

has gone a/bit further with serifs and overlapping lefters (ZARA, 2019).
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4.1.4 Vision and Mission

1. Vision

| REPOSITORY.UB.AC.ID |

Make consumers who wear clothes produced by ZARA {eel satisfied ana

comfortable to wear so that ZARA does not stop innovating to, produce

new experiences when wearing ZARA products.
2. Mission
Participaie in providing sustairiable development to the community and the

environment in the fields of fashion and lifestyle.
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S
()

., Characteristics of Respondents

From the results of the distribution of questionnaires, it is known that there
are 100 respondents in total. The majority of the respondents were students. The
questionnaire also obtained a description of the characteristics of respondents
based on the age of the respondent and the sex of the respondent. A detaiied

description oi the respondent's characteristics is as follows

| REPOSITORY.UB.ACID |
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Table 4.1 Respondeint Bemographic Data

[ ReposITORY

Respendent Derzographic Data !

Source: Frimary Data, P'rocessed in 2015

< | |

E ! Variable Category Freqguency i Percencage |

o | Gender Male 34_!r 34% |

= ; | : JEMA

& ltory Universitad Pmalsiiava  Reposlfory Univéfrkitas Braweid]

ui < | Total 100 100.0 |

> oo - _ —

S | Age Rarige 15-25 39 89% |

i | [ 26-35 7 7% |

| 36-45 I 1% |

| 46 3 3%/

! Total 100 100.0 |

R | |

§ | Lest Education SMP (Middle School) 1 1%J’

12 | | SMA (Hign Schoot) 36 86% |

| & | = 5 - |

|9 | Rachelor’s degree 12 12%

| 8 ttorv Universitas Master/s degree snasitory Universitas Brawi b

E TR . Total 100 1000

A‘ | Occupation | Student | 891 8% |

< | Civii Servant 1 1% !

-~ | BUMN employee 2 2%

< ' | Entrepreneyrs  Renosliory Univergiias Brawib%y)

Y = tor: Universit o Efowiiava— Reno: dtans Lniv 2bitos Browd 2% |

ES T otal| 100 1000

2 B | Income Per Month “Rp1,500,000 ¥ 12% |

w < | “Rp1,500.000-Rp3, 000,000 30| 30%) |

Z o ' | ERehAA9A00-Rp4 B0 st ary {inivs 2 titas Rrawdidy)

S0 ! ~Rp4.500,000-Rp6,000.000 9 9% |

| | >Rp6.000.000 [ 22 22%]

! Total 100 160.6 |

| The frequency.of btime iiava  Ranaciiams | lniv, riitac Rronis 2 i,)/_n__|

| shopping directly at | 2-3times ~ .~ | ] 71 17%]

[a] | ZARA store | 4-5 times , 17 17% |

2 ; > 6 dimes 04 | 64% |

E | Total 160 | 100.0 |

E e T |
[+

Based on Tabie 4.1 above, it can be concluded that 100 respondents who
perticipated in answering 15 questions from the questionnaire were cominated by
P P & 1 Y

womern. with 66%. while for men it was smaller with 24%. It means that women
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are more dominant to make iinpulse purchases directly to the ZARA store. This

result s in line with the research conducted by Ukpabi, Enyindah. Gwere, &
Piabari (2015), which explains that women go shopping more often compared to
men.

The table above glso shows the description of the age of the respondents
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who addressed the age range of consumers who do impulse shopping directly to
the ZARA store as weil as the majority of respondents. The resuits showed that

the majority of respondents were aged 15:25 years old, witho 89 (89%)

| REPOSITORY.UB.AC.ID |

respondents. Furthermore, there were 7 (7%) respondents aged between 26-35

years old, and 1 (1%) respondents aged between 36-45 years oid. Data collected in

thig research iz in jire with research conducted by Nagadeepa, Selvi, & Pushpa

(2015); which shows. that shopping centre visitors in Bangladesh  who make
impulse purchases are dominated by those who have an age range of 16 w0 25
years.

Furthermore, the table above also shows that respondents who have made
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impulse purchases in ZARA stores are high schools for 86 respondents (86%)

=

followed by those sho have undergradaete education for 12 (12%) respondents,

and for junior high schools znd diploma degrees have the same resulis with each

respondent the rest have diploma education. Thus, the data shows that the

| REPOSITORY.UB.ACID |

respondents are easily interested in shopping and fashion.
The resuits of table 4.1 show that respondents who have made impuise
purchases at the ZARA store - consisting of students with 89 (39%), entreprencurs

6 (6%), with the remain respondents are public or private employees. Thus.. the
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data above shows that students ‘dominate because they have more time 1o visit

shopping places than other people with difierent types of occupation.
Descriptions of respondents' income are also presented in Table 4.1. The
table above shows the iticorne or allowance per montil. There are 30 respondents

(30%) earning > Rpl,500.000-Rp3,00C.,000 followed by 27 respondents (27%

BRAWIJAYA
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earning. > Rp3.000,0600-Rp4,500,00C, and then about 22 respondents (22%)
earning > Rp6,000,000, and only 9 iespondents (9%) have income >

Rp4,500,000-Rp6,000,000. Thus, we can see frorm the income that the maiority of

| REPOSITORY.UB.AC.ID |

people who make impulsive purchases at ZARA are people who have an income

between Rpi1,500,000 - Rp4,500,000.

Fingily, Table 4.1 shows the respondent’s informeation about the fiequency
of direct shopping to. ZARA stores, 2 respondents (2%) made direct purchases 1
time, followed by 17 (17%) respondents who made direct 2-3 times, and for 17
respondents (17%) 4-5 times, with the remaining 64 respondents {64%) making

direct purchases > 5 times.
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4.3 The Descriptive Statistics

The descriptive analysis describes the distribution of respondent’s answer
towards each item of the variables, namely the Sales Promotion (X), Store
Interior (X5), Store Layout (), Store Displays (Xu), and Impulse Buying (Y,). T

illustrates the data in the form of frequency number, percentage number. average

| REPOSITORY.UB.ACID |

per item, and per variable. Measurements were given with the answer range by
usiing Likert scale, on a scale ¢f © — 5. The description of the respondent’s answer
distribution is discussed below:

4.3.1 Descriptive Statistics of Sales Promoticn (X1)
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The variable of Sales Promotion in this research consisted of two items

of questions that should be answered by respondents. The frequency distribution

of respondents on Sales Promotion can be seen in Table 4.2.

D=
<=
= ;
& Tabie 4.2 Sales Promotiion (X1) Result
w < ! | ] -
= o 5 ‘ 4 3 2 1 Total
= | _ | | ‘
o i Item T . ‘ . . i -Average
- | f | % | f Yo i % £ % f\ % | Total | % |
b — 5= e SIREYVIBIISIFSE =
| X111 17 | 17.00 | 59 | 59.00 | 22 | 22.00 | 2 | 2.00 | 0 | 0.00 | 100|100 3.91
| x12 | 14| 1400 | 68| 68.00 | 14 | 1200 ] 4 ! 4.00 ’JT 0.001 10011001 392
! ' ' ' ' ! -
| | 3.92

| REPOSITORY,UB.AC.ID |

Source: Primary Datz, Processed in 2019

hvd L

X 1: Discounts offered on ZARA prodiicts are quite good and atfrective.

Xi2: The promo package or bonus package offered for some ZARA products is

already good and mieresting.

Based on Table 4.2, overall assessment of respondents cn the Sales

Promotion variavie has a good rating. It is indicated by the average vaiue of the
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Sales Promotion variabie of 3.92. However, there are still 19C respondents in this
variable who gave values below the average especially for item X1.2 regarding
the promo package oifered oy ZARA which has a value of 2.00% of the results.
Then it can be corcluded that T the promo package 1s made more appropriate and

more attractive, it will help give a positive effect on imnulse buying consumers.

| REPOSITORY.UB.ACID |
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4.3.2 Descriptive Statistics of Store Interior (X2)

The variable of Store Interior in this research.consisted of four items of

questions that should be answered by respondents. The frequency distribution of

<
V) =
= - respondents on Store Interior can be seen in Table 4.3,
5=
(W} <
2 e ble 4.3 Store Interior (X2) Resuit
oM | 5 | 7 3 2 J {7 SHES pagp
Ultern |— S ST oY pTHvVersSH [aSITaw Average
! fl % e % | 6] % |fl % £ % | Totel | % |
lxa. 3:1I 39.00- 49| 49.00- 9 | @00 | 3300 0T| 0,001 10011001 424
| | | | |
f [ | [ I f
X202 |36 : 36:007 46| 46.007)/15 | 16:002/172.00 o /.00 1@100°| o0, = V4l 6
| ' ' | .
| | X2.3 |38 | 38.00 | 50 | 50.00 [ 10 | 10.00 | 2 | 2.00 | 0 | 0.00 | 100 | 100 | ~4.24
N < 2 0OSHOHY HOFHPETSHROS SFawts o ERPSH H HHFCTSHaS S awhaya—
| | x24 | 36 [ 3600 [ 51| 51.00 12| 12.00 [ 0] 0.00 11 100 10e. 11001 421

| ! 421

Source: Primary Date, Processed in 2019
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Xo1; ZARA Store has an attractive interior design.
X»2: The music played in the ZARA store 1s good to hear.

X550 ZARA store has good lighting.
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X24: Choice of moncchrome colours (black, white) makes ZARA's interior store
attractive.
Based on Taocie 4.3, overall respondents' ratings ot the Store [nterior
variable have a rating of 4.21. Based on the results of these averages shows that
respondents' ratings of the Store Interior variable have a good category. However,

of the four items, there is still a value below the average of eacti item, especially

| REPOSITORY.UB.ACID |

mritem X2.4 regarding the interior colour that ZARA currently has got the lowest
value with 1 of 1.00%. This vaiue can be a concern to increase the positive effect
of the store the interior of impulse buying consuriers. From the overall resuits,

there are still 2-3% of respondents who give bad value for each iten.
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4.3.3 Descriptive Statistics of Store Layout (X3)

The variable of Store Layout in this research consisted of three items of

questions that should be answered by respondents. The frequency distribution of

D=
V) = .
L - respondents on Store Layout can be seen in Table 4.4.
5=
e
5 (' Table 4.4 Store Layout (X3) Resuit
oM | 5 | 4 3 2 J £ISHas giaWii
ey (= S Ve X+i® [ IV ETSH == 77 Average
! fl % | £ % | f| % f!%Jf‘% Totel | % |
| x3.1 sﬂl 53001 407 4000 | 4 | 400 |2 ]3.00] eTl 0.00 | 10011001 443
i i . ! T i !
| X3 39 l 39.00 | 4901 49.00° 1) | 10.607 2 } 2.00 | 0 | 3.00 [-100 | 1007, 425
| ! ! IS L 2 | RED0S ; Versias Bra a1
| X33 |40 40.00 [ 50 | 50.00 | 8 | 8.00 |2 | 200 |0 0.00 | 100 | 100 428

| REPOSITORY.UB.AC.ID |

Source: Primary Data, Processed in 2019

X31: Grouvping products by ZARA makes it easy to find the product you want.
X3,: The instructions contained in the ZARA store can help consumers to find the
desired product category.

X350 Space to walk inside the ZARA ‘store is quite wide and comfoitable for

consumers to reach the desired product
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Based on Table 4.4, overall respondents' ratings of the Store Layout
variable have an -average value of 4.32. The average value illustrates that

1
N

respondents' ratings about Store Layout variablies are included it a good category.
However, item X3.2, a signboaid at the ZARA store, makes it easy for consumers

to get the product they want, still gets a value below the average with 10% of

| REPOSITORY.UB.ACID |

respondents giving a value of 3, and 2% of respondents giving a value of 2. From
this, it can be concluded thai the signboard at the ZARA store still does not help
consumers (o getthe product they want. {t can oe one reference for improvement,

so-that it can have a more positive influence on impulse buying consumers.
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4.3.4 Descriptive Statistics of Stoie Dispiays (X4)

The variable of Store Displays in this 1esearch consisted of two:items of

questions that should be answered by respondents. The frequency distribution of

| REPOSITORY,UB.AC.ID |

=
172 B |
< rar—n 4 v ] it
5 ; resporidents ot Store Dispiays cail be seen in Table 4.5.
&5 <
=
Sm Tabled.S Store Displays X)) Result: o 0onyine o
=) | . I |
| 4 3 2 1 Lotal .
| Ttem | 5 i | | Average
| f ‘ %_ f | % f Wi _f % _f Yo J"Iotai_ L/o | |
| x41 | 30 ! 30.00 | 4514500 | 22 [22.00 | 2 | 2.00|1]1.00/| 100 | 100 ] 401
f ! IF NP e i f T
| X4.2 .30 té 0053 53.00° 15 | 15.00] 2 200 ¢ 0.60 {100 7100 {411
| |62 [30]30.00] 53 | 53001 15 | 15607 2 1200 €] 008 ] 09 1
| |

Source: Prlmarv Dqta Processed in 2019

Xaa: ZARA displays promotional photos {artists, madels) of their products in an

Interesting way.

Kin: ZARA Store provides a reference to the use of its products by displaying

these products using attractive mannequins.
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The highest item Store Displays variable is found inthe first itern. Namely,
ZARA gives a reference to the use of its product by disvlaying the product using
mannequins. It 1s supportea by the average result of the Store Dispiays variabie of

1. The average value indicates that the item has a good rating.

Overall respondents' ratings of the Store Displays variable have an average

| REPOSITORY.UB.ACID |

value ot 4.06. The average cost illustrates that the respondents” rating of the Store
Displays variable is inciuded in a proper category

4.3.5 Descriptive Statistics ¢f Impulse Buying (Y)
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The variable ot Impulse Buying i this research consisted of rour items. of

questions that should be answered by respondents. The frequency distribution ©

respondents on Impulse Buying can be seen in Table 4.6.

&
e
= ;
& Table 4.6 Iupuise Buying (V) Result
| < [ T T -
= o 4 3 2 1 Total
= | Ttem | : ! Average
>0 | F/ =% f %% f % DPRIO% WiVEGS!abab| 9%
| Y1 | 24| 24.00 | 44 | 44.00 | 28 | 28.00 |3 [3.00 | 1| 1.00 | 100 | 160 |~ '3.87
______ A g 0 Dl — W Mol T — ol N Bl 11l Wit B~ Mt SRSl
Y2 |39 39.00 | 49 | 49.00 | 10 | 10.00 | 1 | 1.00 | 1100 [ 100 | 100 424 |
______ EIERIATIFISTANAEEs TR IS, LT TIATES \TLs R 4 __.{__ MIFATATEIEIALITISTESILIEAINAES _ S S LT Vil ek Ui T
| Y3 SBW 33.00 | 48| 48.00 | 17 | 17.00 | 2 | 2.00 0] 0.00-! 100|100 412
{ | va 30T| 30.00 | 42 42.00.| 24 | 24.00 | 4 | 4000 | 000! 100 100 | . 3.98
| | i
| |
| | 4,05

Source: Primary Data, Processed in 2019
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Yo 1 often buy without thinking tirst.

Y,: Sometimes the reason I buy a product is because I like it, rather than need it.

Y 52 I bought a product depending on hew I felt at that time.
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Y 42 Spontaneous buying is futi.

The highest item variable Impulse Buying is in the fourth item; sometimes
I buy a product because [ like it, not because I need 1t. it is supported by an

average Impuise Buying wvariable of 4.24. The everage value indicates that the

item has a good rating.

| REPOSITORY.UB.ACID |

Overall respondents' ratings of the Impulse Buying variable have an
average value of 4.05.. The average vaiue illustrates that the respondents’ rating of
the Impulse Buying variable is included in the good category. However, if seen

from the percentage of per item, there are still below average values. Like iteny Y1
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which has an average of 3.87, it'is iniluenced by the number of respondents who

gave values below: with 3% of respondenis: giving a value of 2 for the item:
Furthermore, item Y4 has an average value of 3.98, with 4% of respondents

glving a value of Z.

4.4 Research Instrument Test
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The questionnaire in this research was used as an analysis tool. Therefore,

the ‘analysis carried cut relies more on the score of the respondents in each

| REPOSITORY,UB.AC.ID |

observation. While whether or not the response score is correct depends on the

data collection. Rigiit “data collection instrumnents must meet two  essential

requirernents; parely valid and reliable.

4.4.1 Validity test
Validity testing iis critical to a study, especially those using questionnaires
to obtain data. Validity testing is intended to determine the validity of an

understanding of tne efticacy between concepts and empirical reality. Validity test
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1

isa measure that shows the levels of legality and validity of en instrument. :
instrument is said to be valid if it is able to measure what it wants to. measure or
can reveal data from the variable under study appropriately. High and iow validity
of the nstrument indicates the extent to which the data collected does not deviate
from the description of the intended variable,

Validity testing can be done by correlating each factor or variable with the

| REPOSITORY.UB.ACID |

total factor or variable using the correlation (1) product moment. Testing criteria te
accept or reject 2 hypothesis that a statement is valid or cannot be done by:
Ho: 1= 0, there is no valid data at the error levei (o) 5%.

Hy: v £ 0, there is valid datz at the error level () 5%.
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The nuil hiypothesis (Ho) is accepted if T count <t wpre, and vice veisa

alternative hypothesis (Hi)is accepted when 1 count> 1 jhie
Validity testing is done by using the SPSS program ver. 20.0 by using
product-moinent correlation produces the vaiue of each stateinent item with the

overall ‘question ‘iteni score and for more details 1s presented in the fable as
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foliows:

r

.
E Variable Validity Test
|3
| E MW 7 LAV I SIS Dt AaVWIilaYe RN Y UiV sl DOiawiiavao ]
' § | Variable L Item J r Count Sig. r Table [nformation
O I SSISI i e 5 A1 VATV AR 1 ELAA S 1RSI ST Stayviiava I
I | Sales | X1.1 | 0.804 0.000 0.196 | Valid
— Prometio! ot STicio i ey e o o 1 SO ottt y o TV T OItThY BTGV y < -
|y X1.2 | 0.887 0.000 0.196 |~ Valid
;_I | | X211 | 0795 = 0000 1] 00965 1 Valig
| L il
< 0 Spote | X232 |5 0.754 0.000 0,196 <] 1 Valid
22 | ‘“(t}‘zrz‘)“r | X2.3 | 0.807 {0 0,000 {096 0] valid
Z= | | X2:4 0.0 0.000 0.196 7 L valid
o ! | | |
w < [O8tore 1]} %3 | 0.s08 0.000 0.196 | " alid
= o ' Lay()u‘r | X3 I |
S X3 | |
| | 0856 0.000 0156 | Valid
| I |
e Rt ettt S |
! L X3.3 | 0.797 0.000 0.196 | Valid
|| Store | X41 | 0914 0.000 0.196 | . Valid
=] DisplefRiyerstas Srawiae—Repostory niveSie: Brawtaye 3
E o rx Ay X42 | 0.8 0000 | 0196 | Valid
| < 1 |
E | | Yi | 073 0.000 0.196 | - Valid
| & | ‘ ‘
E ' mpulse | Y2 - 0755 0.000 0.196 71| 1/ Valid
| 8 | . | Bl | o 7 —
E ot iy Y3 2 0.7 0.000 0.196 | 1/ Valid
L [ ) | | ! I
| | Y4 | 0.719 0.000 U190 | Valid

Source: Primary Data; Processed in 2019

From Table 4.7 above, it can be seen that the value of sig. r question items

is smaller than 0.05 (¢ =10.03), which meens that each variable item is vaiid. So, it

1
L

can be concluded that these items can be used to measure the research variables:

BRAWIJAYA

UNIVERSITAS




[ reposiTORY.UBACID |

4.4.2 Reliability Test

Reliability: test shows the level of stability, constaney, and accuracy of
measuring instrument or analysis used to determine the extent of measurement is
relatively consistent when tepeated the ineasurements. This test 1s used to

determine the extent to which a person’s answer is consistent ot stable ever time,
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Arikunto. 2013 explained about reliability as follows:

"Reliability shows an understanding that an instrument can be

trusted enough to be used as a data collection. tool because the

| REPOSITORY,UB.AC.ID |

instrument is-already good."

The reliability testing technique is to-use thel elpha religbility coefficient

The decision-making criteria 1s that if the value of the alpha reliability coefticient

is more significant than 0.6, then the variable 1s reiiable.

Table 4.8

<
<L
S -
= B Variable Reliability Test
e _ i,
L; < | |
Z o LoNo e Vardable o oo '__R_érligb_flﬂy_Q?sfﬁ;'i_f:n*:_IL_Elﬁ_f?r?zs@z‘p_n__
S0 ! \ |
| 1 Sales Promotion (X1) | 0.740 | Reliable
. | t Reliabie
.2 _StorcInferior(X2) | 0800 . L B yeasiicasn B
i s - - | Reliable
! 3 Store Layout (X2) | 7S
| ¢ | Pv‘]iabie
4 Store Displays (X4) | | .. 0758 L Dt a
[
itong Impuise Buying (Y) ! 0.746 Relighie

Source: Primary Data, Processed in 2019
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From Tabie 4.8, it 15 known that the value of Cronvach's aipha for aii
variables is greater than 0.6, From the provisions mentioned previcusly, all

variables used for research are reliable.
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4.5. Classical Assumptions of Regressiol

These traditional assumptions moust be tesied to meet the use of multiple

linear regression. After multiple regression calculations are carried out through the

172 B |
< re—n
5 ; SPSS for Windows tool, a classical assuniption test is conducted. The test results
e
i < .
> o are presented as foliows:
=
S0

4.5.1. Normality test

This test 15 conducted to determine whether the residual value is spread

| REPOSITORY,UB.AC.ID |

normally or not. The test procedure is carried out by the Kolmogorov-Smirnov

test, with the foillowing conditions:

The hypothesis used:

Ho: residuals are spread normally
Hj:residuals are not spread normally
If value sig. (p-valuey > 0.05, then Hq is accepted which means that normality

is fulfilled. The resnlts of the normality test can be seen in Table 4.9
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Tabie 4.9

Normality Test Results

: 5 One-Sample Ko!imogorov-Smirnov Test
<
E Unstandardiz !
| g . ~ ed Residuai
E iN 100
(9 Norma! Parameters@®  Mean 0000000
e Std. Deviation 1.55372099
IVicst Extrame Absolute 070
Differences Positive 070
Negative -.038
Koimogorov-Smitmov Z 703
{ Asymp. 3ig. (2-tziled) 707

2. Test distribution’is Normial.

b. Caiculated from data.

Source: Primary Data, Processed 1n 2019
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The calculation results cbtained sig. 0.707 (can be scen in Table 4.9) or
greater than 0.05; then the provisions of HO are accepted, therefore the assumption

of notinaiity 1s fuifiiled.

4.5.2. Multicollinearity Test

BRAWIJAYA

UNIVERSITAS

Multicollinearity test was conducted to find cut that there is no powerf{ul

1 1
i

relationship or no perfect linear relationship, or it can also be said that the

r

independent variables are not interrelated. The test method was to compare the

~
S
| <
12 Tolerance vaiue obtained 1tom the muluple regression calcuiation, if the toierance
E
|8 value <0.1 then multicollinearity occurs. Multicollinearity test results can be seey
=
in Table 4.12.
s Tahle 4,19
=
(%)
5 < Multicollinearity Test Results
=
S e
>0 = - .
. | Collinearity Statistics |
Variable Independeiit — Uord
| Tolcraince VI
1
X1 0.648 1,544
p—
I X2 .604 1.655 4
TP po—
3] ! X3 t084AL3 214221
|g ! . 0.476 2.099
| =< | x4 (L8 VA { |
k| Source: Primary Data, Processed in 2019
|z
|0
e
v
|2
|& Based on Table 4.19, the following results of testing of each independent variable:

« Tolerance for Sales Promotion is 0.64%
» Tolerance for Store Interior is 0.604

e Tolerance for Store Layout is 0.413

» Tolerance for Store Displaysis 0.476
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The test results ootained that the overall tolerance value> 0.1 so that 1t can be
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concluded that there is no muliicollineacity between independent variables:
Multicollinearity test can alsc be done by comparing the value of VIF
(Variance Inflationn Factor) with the nummber 10. if the ViF value> 10 then

multicollineacity occurs. Following are the results ol testing zach independent
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variable:

* VIF for Sales Promotionis 1.544

o VIF for Store Interioris 1.655

| REPOSITORY.UB.AC.ID |

+ VIF for Store Layout is 2.422

 VIF for Store Displays is 2.099

From the test results, it can be corcinded that thereis no muliicollinearity
between independent  variables. Thus; the assumption test of the absence of

muiticollinearity can oe fulrilled.

4.5.3 Heteroskedasticity Test

Heteroskedasticity test 1s used to determine whether thetre is an inequality

<
<
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o
0
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of recidual deviation values due to the size of one of the independent variables
Alternatively, there are differences in the value of variance with the increasing
value o1 the independent variabie. The test procedure is done by a scaiter plot test.

Hormogeneity testing of the various forins is based on the hypothesis:
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Hy: homogeneous variance
Hj: the range of the rest is not homogenecus

Heteroscedasticity test results can be seen it Figure 4.4
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Figure 4.4

Heteroscedasticity Test
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Source: Frimary Data, Processed in 2019
From the test results, it was found that the scatterplot displavs diagram
spreads and does not form a particular pattern then there 1s no heteroscedasticity,

80 it can be concluded that the remainder has a homogeneous variety {constent) on
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in other words, there are no symptoms of heteroskedasticity.

By fulfiliing ail the ciassic regression assumptions above, it can be said
that' the multiple linear regression model used 'in this research 1¢ feasible or
appropriate.  So - that interpretation can be. taken from the results of multinle

g)

regression anaiyses that have been done.
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4.6, Multiple Linear Regression Analysis
p Y Y

This regression analysis is used to calculate the magnitude of influence

between independent variables, namely Sales Proraotion (X1, Store Interior (X2),

Vb
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Store Layout (X3), and Store Displays (X4) to the dependent variabic namiely

Tmipulse Buying (V).

4.6.1. Regression Lquation
m .Y Wy . - : i 4 h IS S
The regression equation is used to deterimine the form of the relationship

between the independent variable with the dependent variable. By using SPSS for
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‘Windows ver 20.00, we get the regression model as shown i Tavle 4.11:

Table 4,11

o] Regression Results

S

| <

| ITATAYEEISTVII™Y A ES* LN Y™ I LTI AT - € 1T 1IN ITATAYA N IS IAYTI*IENT F 1N =t~ 17V 1 = A7

| = | : | Unstandardized Coetficients | Standardized Coefficients ] :

| & I+ Variable | £ Sig,

£ | | B Std. Error | Beta |

| O Y | =» 3 I B - H X

& | (Constant) |~ 6.956 1371 | 0.704 7|V 0483

ded oy l 2 % ! o] 2 Wia

= [LONg P NIYEIG608 0165 | 0.301 3.666 | 0.000
| I
orngd)nijemsi 0038 | 0.173 2.033701V 01045
| ~ ~ | [ X
torxdnijeimssa 0142 | 0.256 248941V 0015
i i P i ~ P RN
Horxanilensss 0 155 ; 0.207 2. 16720033

Source: Primery Data; Processed in 201

The regression model used is standardized regression, because the data
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used in this research are interval data which measurements are using a Likert
scale. Likert scale is used (o measure the attitudes, opinions, and perceptions of a

person or group. In standardized regression, the size of the variable or the size of
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the answer has been equalized. The regression equations obtained based on Table

-
N

Il
o)
9
)
—
<
+

0173 X5 +.0.256 Xz + 0.207 X4
From the above equation can be interpreted as foilows:
m . Regression coefficient bl is 0.301, meaning Impulse Buying will increase

for each additional X (Sales Promotion). So, if Sales, Promotion has
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increased, then [mpulse Buying will increase by 0.301 units assuming the

bl

other variables are considered coustant.
= Regression coefficient b2 of 0.173, meaning Impulse Buying will increase
for cach additional X, (Store Interior). So, if the Store Interior has growri,

then Impulse Buying will increase by 0.173 units assuming the other
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variables are considered constant.
u  Regression coefiicient b3 is 0.256, meaning Iimpuise Buying will increase

for each additional Xs (Store Lavout}. So, if Store Layout has increased,

| REPOSITORY.UB.AC.ID |

Impulse Buying will increase by (0.256 units assuming the other variables

are considerea constant.

* _ Regression coefficient b4 of 0.207, mezning Impulse Buying will increasc
for each additional X, (Store Displays). So. if Store Displays have
increased, then Impulse Buying will increase by 0.207 units assuming the
other variables arc considered constant.

Rased on the above interpretation, it can be seen that Sales Promotion.
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Store Interior, Store Layout, and Store Displays are favourable for I[mpuise

Buving. In other swords, if the Sales Proinction, Store Interior, Store i a3

rout, and

Store Displays increase, it will be followed by the rise in Impulse Buying.

4.6.2. Ceefficient of Determination (R%)

To determine the contribution of independent variables (Sales Promotion

| REPOSITORY.UB.ACID |

(X1), Store Interior (X;), Store Layout (X3), and Store Dispiays (X4)) to the
deperdent varizble (Impulse Buying) the vaiue of R2 1s used, the coefficient of

determination is used to-calculate the amount of influence or the contribution of

the independent variable to the dependent variabie.
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Tabte 4.12. Coefficient of Determination

R Square Adjusted R Squere

Source: Trimary Daia, Processed i1 2019
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Based on Tabie 4.12 above, the adjusted R (coefficient of determination)

-

results are obtained at C.36%. It means that 56.8%

&

o of Impulse Buying variables

will be influenced by the independent variables, namely Sales Promotion (X;).
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Store Interior (X3), Store Layout (X3), and Store Displays (X4), while the

remaining 43.2% Impulse Buying variables will be influenced by otaer variables

not discussed in this research.

In addition, the coefficient of determination also obtained. correiation
coefficient ~which ~ shows  the magnitude of the relationship between  the
independent variables, namely, Sales Promotioti, Store Interior; Stere Layout, an

Store. Displays to the Impulse Buying variable, the value of R (correiation
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1

coefficient) of 0.765, the value of this correlation indicates that the relationship
between: the. independent variables narnelv-Sales Promotion (X1), Store Interior
(X2), Store Layout (X3), and Store Displays (X4) with Impulse Buying inciuded

in the strong category because it is in the interval 0.6 to C.8.

4.7. Hypothesis test

| REPOSITORY.UB.ACID |

Hypothesis testing is an important part of research afier date is collected

and processed. Its main use is to answer the hypothesis made by the researcher.
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4.7.1. Partial Hypothesis (¢ test / Paitial)

ttest is used to determine whether gach independent variable partially has
a significant effect on the dependent variable. It can also be said if t count> t table
or -t count <-t table thien the result is sigiificant and means that Hy is rejected and

Hiis accepied. Whereas if t arithmetic <t table or -t arithmetic™ -t table then the
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results are not significant and means that HO is accepted and H1 is rejected.

Table 4,13
2]
R . 9
P Partial Testing
|2
8 N S Sio |
3 | | Sig..., |
& R N A b (6 AR )
L] C(Constant) |9 70 0.483 |
| i |
| <1 31666 | 0.000"
< S — Reposttory-Lmve |
E | e | 2.033. | 0.045 |
IS ATUTAL Ve nlrs s A=t s A1l ATERENANIATL..
| ]
e | 3 | 2,480 | 0.015. ]
=3 | : o — e
2 i X4 | 2167 0.033 J'
< < “Sotree, Primary Data, Processed in 2010 -
S e
>0

Based on Table 4.13, the following results are obtained:
v i fest between X1 (Sales Promotion) with 'Y (Impuise Buyng) showss
arithmetic = 3.666. While t table (o = 0.05; db residual = 95) is 1.9585.
Because t arithmetic> t-table 1s 3.666> 1.985 or sig. t (0.000) <a = 0.05,

the effect-of X1 (Seles Promotion) on Trapulse Buying is significant. Tt

19
| <
| <
| &
|2
| >
| &
|9
e
v
| O
| &
prr}
[~

means that Hy is reiected, so it can be concluded that Impulse Buying can
be significantiy influenced by Sales Promotion or by increasing Sales

Promotion, impulse Buying will experience a significant increase.
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uo¢test between X2 (Store Interior) and Y {(Imipuise Buying) shows

arithmetic = 2.033. While t table (0 = 0.05; db residual = 95) 15 1.985;

\(

Because t arithmetic> t table 1s 2.033> 1.985 or sig. t (0.045) <a = 0.05,
the effect of X2 (Store Interior) on Impuise Buying is significant at alpha

. Tt-means that He 1s rejected, se it can be cencluded that Tmpulse
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Buying can be significantly influenced by Store Interior or by increasing

Store Interior, Impuise Buying will experience a significant increase.

(&)

» ttest between X3 (Store Layout) and Y (Impulse Buying) shows t count =
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2.489. While 't table (o = 0.05; db residual = 95) is .1.985. Recause t

arithmetic> t table 1s 2.489> 1.985 or sig. 1 {0.015) <a = 0.035, the etfect of

X3 (Store Layout) on fmpulse Buving 15 significant at alpha 5% It means
that Hy is rejected. so. it can be concluded that Impulse Buying can be
significantly influenced by Store Layout or by increasing Store Layout,
Impulse Ruying will experience a significant cecrease.

= ttest between X4 (Store Displays) and Y (Impulse Buying) shiows t count
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= 2.167. Whiie t table (a = 0.05; db residuai = 95) is 1.985. Because t
arithimetic>t table is 2.167> 1.985 or sig 1 (0.036) <o, = 0.05, ihe effect of

X4 (Store Displays) on Impuise Buying is significant at aipha 5%. It

| REPOSITORY.UB.ACID |

means that Hois rejected, so it can be conciuded that Impuise Buying can

be significantly mfluenced by Store Displays or by increasing  Store

Displays, Impulse Buying will experience a significant increase.
From the overall resuits, it can be concluded that the Sales Promotion,
Store Interior, Store Layout, and Store Displays variables have a signiticant etffect

on Impulse Buying simultaneously and partially. Moreover. it can be seen that the
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tour imdependent variables that have the most dominant mfluence on limpulse

n
2

Buying Are Sales Promotion bec: y have the most significant value of the
Buying Are Sales Promotion because they have the most significant value c

beta coefficient and. t arithmetic.

4.8 Discussion

In this research, as many as 100 people have become respendents. The
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imstrument Test of the study consisted of the validity and reliability tests, the

1
[}

results obtained were the validity test with @ significance value greater than the ¢
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table, which means that each item variable was valid, so it was concluded that

these items couid be used to micasure the research variables. Tollowed by the

reliability test using Cronbach algha where each variable was found o be reliable

because the value of Cronbach alpha is greater than (.6. The classic assumption
test that becoines the next test, the traditional assumption test consists of a
1ormality test, 2 wulticollingarity test, and a heteroscedasticity test.

Starting from the normality test, it can be seen in the Normality Test Results

table where the analysis is carried out using the Kolmogorov-Smirnoff method,

<
<
-
<
o
0

UNIVERSITAS

1 V)

with a significent value where the value is higher thas .05, which means
unstandardized normally distributed. Then the second test is the multicollinearity
test with a tolerance value or each variabie greater than 0.1 and a VIF value
greater than 19, and ihen it can be conciuded that there is no muliicellinearity

between independent variables. The third test is the heteroscedasticity test, with
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the results using a scatterplot diagram. it does not form a specific pattern, so there
1s no heteroscedasticity, so it can be conclhided that the homogeneiry has a variety

(constant) or in other words, there are no symptoms of heteroscedasticity.
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The rescarcn miethod used is to use multiple linear tegressiori analysis

techniques with the tindings in the regression equation table. Sales Prometion
(X1), Store Interior (X»), Store Layout (X3), and Store Displays (Xs) to Impulse
Buying nave a positive direction, which 1s where Sales Promotion (X;), Store

Interior (X3), Stere Layout (X3), ana Store: Displays (Xs) increass will cause
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Impulse Buying to increase.

4.8.1 The Influence ef Sales Promotion (X1) Towards The Impulse Buying

| REPOSITORY,UB.AC.ID |

(Y) of ZARA in Indonesia.

In the results of the analysis using the muitiple regression method, t value

obtained was 3,666 with sig: t of 0.000 with t table of 1.985 so that the Sales

)

Promotion variable has an influence on Impulse Buying. If seen from the
significance value of t at 0.002 sinaller than alpha used 1s 0.000 <0.65. So, it can
be conciuded thet Sales Prormotion has a significant infiuence on hmpulse Buying.

Based on the results of testing hvpotheses ebout sales premotion that

affect impulise buying, which consists of two items, i1t can be conciuded that Hi,
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which  predicts’ sales promotion perception influences impulse buying The
influence between the independent variable and the dependent variable in this

escarch explains that sales promotion can influence the impulse buying of
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consumers at ZARA wiil be higher or better if the sales prometion cffered by

ZARA isappropriate and attractive to consumers.

In this research, it is proven that sales promotion that is suitable {or
consumers will increase positivity in tue impulse buying behavior of consumers &

ZARA. When consumers. feel that a discount on a product offered by ZARA is

appropriate and wiil lead to a sense of interest that makes consumers do impuise
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buying. For exaripie, if a consumer feels that the discount oifered is beneficiat for
him, it will increase the desire to buy the procuct

Furthermore, the promo package offerings provided by ZARA are already
good and appropriate tor consumiers. Thus, consumers will be easily wriggered to

buy the package because they feel they get more profit. For exaraple, ZARA
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offers perfume at normal prices. Consumers will think of making a purchase if
they are not in need, nowever, if ZARA offers perfume witii a bonus, 1t wiil more

~

influence consurners 1o make impulse buying because consumers feel they will get
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more profit if they buy a product with a package, promo, or bonus package.

The results of this research are also supported by previous research

conducted by Amanca and Edwar (2014, which shows that discouni prices and

bonus packages have a positive effect on impulse buying.

4.8.2 The Influence of Store Interioc (X2) Towards The Irapulse Buying

(Y) of ZARA in Indonesia.
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in the resuits of the analysis using the multiple regression method, the
calculated t value i 2.033 with t table of 1.985 <o that the Store Tatciior variable
has a significant effect on Impulse Buying. If seen trom the significance value of

of 0.045 smailer than alpha used 1s 0.045 <0.05. So, it can be concluded tnat Store
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Interior has a significant influence on linpulse Buying.

Rased on the results of hypothesis testing regarding interior stores that

affect impuise buying consisting of four items, it can be conciuded that H2 that

predicts store interior perception infliiences dmpulse buying. The influence

>

between the independent variable and the dependent variable in this research

explains that store interiors can influence the impuise buying of consumers at
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ZARA wiil be higher if ZAR gives an attractive impression for the outside ana
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even in-store designs that can make consumers interested in entering and being
inside the store. Not only an attractive design, but the selection of music that is
played in the store cain be infiuential because, if the music s played with a good

mood will further increase the effect ot ftnpulse buying consumers. I'or example;
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if consumers have a bad mood or moed it will be more difficult to choose or shop
compared to consumeis who have a good mood or mood.

. . 13

In this research; it 1s evident that the appropr.ate Hghting for stores and
) i O
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inferior  colours. will - increase the positivity in_ impulse buving behavior of

consuiners at ZARA. When consumers enter the ZARA store with good lighting

and’in harmony with the interior colors, it can caise a sense of comfort around
and see the products in the store with these conditions will be easier to make
consumers make impulse buying.

The results of this research are also supported by previous research
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have a positive influence on impuise buying.

4.8.3 The Inflnence of Store Laycut (X3) Towards The Impulse Buying (Y)
of ZARA in Indonesia.
In the resulis of the analysis using the multiple regression meined, ¢ value

of 2.489 was obtained with t table of 1.985 so that the Store Layout variable has a
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significant effect on impulse Buying. If seen from the significance value of t of
0.015 srmelier than aipha used is 0.015 <0.05.So, it can be conciuded Store

Layout has a significant influence on Iimpulse Buying.
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Based on the results or testing hiypothieses about store layouts that atfect

mpulse buying consisting of three items, it can be concluded that H3, which
predicts store layout perception influences impulse buying. The influence between
the independent variable and tne dependent variable i1 this reseaich expiains that

store layout cen influence the impulse buying of consumers at ZARA will be
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higher or better if the existing store lavout at the ZARA store can meke it easier
tor consumers to imake purchases.

In this research, it is proven that siore lavou: which can help facilitate
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consumers . in getting the products thecy want will increase positivity. in impulse
g [ Y. I )

buying behavior of consumers at ZARA. For exaniple, the ZARA store selis

several product categorics such as products for men, women, and chiidren  The
products are separated and grouped according to their categories, making it easier
for consumers to get the product they want. Not only that, the signage of the
locatior of the placement of the product is also very influential to mzke it easier

for consumers to get the product they want so that impulse buying carn occur.

<
<
-
<
o
0

UNIVERSITAS

Furthermore, the thing that also influences tnis variable that can help these
two items is the road space in the store which 18 the most important thing so that
the two items above can be influential: Because, if the road space in the store is
not large enough, it wili cause traffic that makes consumers uncomfortable and

YO

not easy to get the product they want. Of course, this item, if it is ‘appropriate and
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good, will have a posiiive influence on impulse buying.
The results of this research are also supported by previous research
conducted by Banat & Wandebori (2012). which shows that store layouts, as well

as-music and personal traits owned by consumers, can ‘nfluence impuisive buyers.
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Moreover, the tesearch conducted by Ukpabi et al. (2015) also states that store

1

layout has e pesitive relationship with impuise buying.

4.8.4 The lafluence oi Store Displays (X4) Towards The Impulse Buying
(Y) of ZARA in Indonesia.

In the results of the anaiysis using the multiple regression method, t vaiue
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ootained was 2.167 with t table of 1.985 so0 that the Store Dispiays variaole has a

significant effect on limpuise Buying. (£ seen from the sigaificance value of t at
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0.033 smaller than alpha used 1s 0.033 <0.05. So, it .can be concluded that Store

Displays has a significant intluence on impuise Buying.

4.

Based on the results of hypothesis testing regarding siore aisplays that

affect impulse buying consisting of tweo items, it can be concluded that H4, which
predicts store display ‘perception influences impuise ouying. The niluence
Hhetwe the 'indenendent variapl i the dependent variable in this caareh
between the independent variable and the dependent variable in this reseorch
explains that store displays can influence the impulse buying of consumers at

ZARA will be higher or pbetier it the store displays at ZARA stores can atiract
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consumers' attention.

In this research, it is evident that aftractive store displays that are
appropriate and atiract consumers' attention to the products used wili increase
positivity 'in the iimpuise buying behevior of consumers at ZARA. For exemple,

displaying a photo of an artist or model in a store that is using ZARA products
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wili make consumers get the imagination of how to use it if they use the product

80 that i they sce the photo using the right product with the right styie will mak

()

them want to copy, and it will be compelled to do impulse buying.
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Furtherimore, not only with photos but aiso by using a statue of mannequin

oridisplay in the front of the store or ira shop that uses scine preducts: with the
right alloys will provide a good reference for consumers of the product being
displayed. Because consumners can see the mantiequin froni the front of the store

and are interested in entering and looking inte the store. It can alse have a posi
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influence on impulse buyving consumers.

The results of this research are also supported by previous rescarch

conducted by Sharma (2014}, which shows that store displays have a positive

1
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influence on impulse buying. It is because the window. display is able to act as a

stimuias for customers to enter the store. Where the window dispiay itself has a

variety ‘of benefits, nchiding being able to display the best merchandise and

4.9 Limitation of Study

After conducting research, the results show that it is a significant intluence
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between sales prometion, store interior, store layout, ‘and store displays on
impulse buying consumers. Based on research; discount -prices and  promo
packages. offered should be more appropriate and attractive, while store interiors,
layouts, and store displays need to be improved so that they can have a posiave

nfluence on imoulse buying consumers on ZARA procucts
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In sales promotion, ZARA's late discounted prices are good enough and
appropriate to attract the attention of consunicis-aoing impulse buying. However,
for the bonus pack or promo package that is currently late given by ZARA still

I

needs to be made more attractive for the consumers so that it can influence
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consuimers when they sce the offer. Because at this tirne, the suggestion that

-1

ZARA provides—is still reletively not suitable and net atiractive to  somg
consumers.
In the interior store, as a whole is already attractive 10 consuniers, with

interior design that uses monochrome colours and  good  lighting, so i s
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comfortable to be in a ZARA store. Besides that, excellent and suitable music that
played inside the store adds to the light effect so that it makes the consumers

comforteble shopping there. These things need to be maintained sco thot ZARA

| REPOSITORY.UB.AC.ID |

consumers. are more, comfortable when shopping at the store so that impulse

buying can occur. Furithermore, for store layouts, ZARA cuirenty has a right, and

appropriate fayout for consumers to do direct shopping, and the layouts at ZARA
stores are enough to imake it easier for consumers to find the product they want
because they have functional space. Likewise, ZARA's store displays are made
atiractive, so consumers are influcnced to doimpuise buying.

7y

In this case, ZARA must be able to offer different sales promiotion offers
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such as member cards for consumers to coliect points so that they get a prize or a
discounted price. Alternatively, they can work with a credit crew from 2 bank tc

give consumers gifts or discount. The rewards can be in the form of coupons for

subsequent purchases or at discounted prices that can be used for all types of

AT A

products, because currently ZARA only gives discounts to certain products.

{ REPOSITORY.UB,AC.ID |
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CHAPTER V

CONCEUSION AND RECOVIMENDATION

5.1 Conclusion
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This research was conducted to tind out v/hich variables irfluenced Impulse
Buying. In this research, the independent variables used are Sales Promotion

(X1), Store interior (X2), Stoie Layout (X3), and Store Displays (X4) variavles,

| REPOSITORY,UB.AC.ID |

while the dependent variable used was fmouise Buying (Y).

Based on the four independent variables and one dependent variable, it can

be seen that the four independent variabies mfluence the dependent variaoie,

namely impulee buying consumers. However, it gives a different amount of
influence value. The variable that gives the biggest influence is the sales
promotion variabie foiiowed by store layouts, store displays and store interiors.

However, the promo package  offered by ZARA 'still does not  suit
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consumers' wishes. If the promo package given is more in line with the wishes of
the consumer, 1t wiil infiuence the decision to make impuise buying. Store layout
also contributes a large mflusnee on umpulse buying. However, product grouping
at ZARA must be more suitable and clearer in order to make it easier for

consumers to get the desired product so that it can influence consumers to do

impulse buying.

| REPOSITORY.UB.ACID |

Furthermore, the display of photos (artist or model) must be more attractive
and piaced in the right position so that i1t wiil give more influence to consumers to
do impulse buying. As for the interior store that should be a concern is the coloi

=k

factor at the ZARA interior store at this time is still lacking influence: Because it
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makes consuimers iess inierested and comfortable walking around in the store . so

that it is compiled to do impulse buying.

Within the variable impulse buying, there are several items that describe the
consumer's treatment that indicates an impulse purchase. From the results of this

research. it can be sezn that there are some impulse buying consumers who keep
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thinking first before buying something and feel spontaneous purchases are not

pleasant or crdinary.

| REPOSITORY,UB.AC.ID |

5.2 Recommendation

Based on the conclusions above, several suggestions can be put forward

that can be useful forithe company and other parties. As for the suggestions given,
they include:
1. It'is expected that the cormpany can maintein and improve the quality of
P q Y

Sales Promotion, Sales, Promotion for variables have a - dominant influence
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in affecting Impulse Buying, but the results of this research show that
there 1s still no valueis below the average for sales promotion variables
that can affect impulse buying consumer. Therefore; to make a less value

on ZARA's sales promotion, there are several things that can be noiiced,

namely: first, the suitability of discounts or premo packages otfered to the

| REPOSITORY.UB.ACID |

aesires of consumers. It can be done by conducting research on consumer

desires for the promotion of ZARA if these are fulfilled it will have a
greater influence on impulse buying. Second, the time or duration of
giving sales promotion on a preduct. When and duration of a promo has a

great etfect on consumers, if sales promotion 1s done at the right time, and
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the right duration will {urther increase the influence on impulse ouying

consamers
2. Next, improve the qualitv of comfort in the store atmosphere, by providing
the latest cieative innovations 1or store interiors, iayouts, and dispiays.

s

Because an update to the store atmosphere makes consumers do not feel
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bored so that it remains comfortable and interested in shopping at ZARA
stores. ‘That way, unpulse buying will occur even more.

3. Considering that the independent variables in this research are significant

| REPOSITORY.UB.AC.ID |

in_influencing Impulse Buying, it is expected that the results of this

research can be used as a reference for future researchers to develop this

research by considering other variables, which are other variables beyond

the variables included in this research,
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