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ABSTRACT 

 

Dea Ananda, 2023. The Effect of Sales Promotion, Product Display, Brand Image and Hedonic 

Shopping Motivation on Unplanned Purchases at Banjaran Department Store Basa. 

Research objectives include: 1). To determine the effect of sales promotions on unplanned 

purchases at Banjaran department store base, 2). To determine the effect of product displays on 

unplanned purchases at Banjaran Department Store Basa, 3). To determine the effect of brand image 

on unplanned purchases at Banjaran department store base, 4). To determine the effect of hedonic 

shopping motivation on unplanned purchases at Banjaran Department Store Basa. 5). To determine the 

effect of sales promotion, product display, brand image and hedonic shopping motivation together on 

unplanned purchases at Banjaran Department Store Basa. 

The method used in this research is a quantitative research method. While the analytical tools 

used are descriptive statistics, successive interval method, classical assumption test, multiple regression 

analysis, partial hypothesis testing, simultaneous hypothesis testing, and analysis of the coefficient of 

determination. 

The conclusions of this study are: 1). There is an influence of sales promotion on unplanned 

purchases., 2). There is an influence of product displays on unplanned purchases, 3). There is an 

influence of brand image on unplanned purchases. 4). There is an influence of hedonic shopping 

motivation on unplanned purchases. 5). There is influence of sales promotion, product display, brand 

image and hedonic shopping motivation together on unplanned purchases. 
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ABSTRACT  
 

Dea Ananda, 2023. The Influence of Sales Promotion, Product Display, Brand Image and 

Hedonistic Shopping Motivation on Unplanned Purchases in the Basa of Banjaran Department Stores. 

The objectives of the study include: 1). To determine the influence of sales promotion on 

unplanned purchases in Banjaran Department Store Base, 2). To find out the effect of product display 

on unplanned purchases in Banjaran Department Store Base, 3). To find out the influence of brand 

image on unplanned purchases in Banjaran Department Store Base, 4). To find out the influence of 

hedonistic shopping motivation on unplanned purchases in Basa Department Store Banjaran. 5). To find 

out the influence of sales promotion, product display, brand image and hedonistic shopping motivation 

together on unplanned purchases in Basa Department Store Banjaran. 

The method used in this study is a quantitative research method. Meanwhile, the analysis tools 

used are descriptive statistics, successive interval methods, classical assumption tests, multiple 

regression analysis, partial hypothesis tests, simultaneous hypothesis tests, and determination 

coefficient analysis. 

The conclusions of this study are: 1). There is an influence of sales promotion on unplanned 

purchases., 2). There is an influence of product display on unplanned purchases, 3). There is an 

influence of brand image on unplanned purchases. 4). There is an influence of hedonistic shopping 

motivation on unplanned purchases. 5). There is an influence of sales promotion, product display, brand 

image and hedonistic shopping motivation together on unplanned purchases. 
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Keywords :  Sales Promotion, Product Display, Brand Image, Hedonistic Shopping Motivation, 

Unplanned Purchase 

 

A. INTRODUCTION 
1.1 Background of the Problem 

Business 1retail 1Indonesia 1 oneof them 1 is 1PT. 1Paragon 1Technology 1Innovation, 1company 1yang 1engaged 1 in 1field 1 cosmetics 1this 1 has 

been established 1 since 1year 11997 1and 1 has become 1 company 1 cosmetics 1 largest 1in 1 Indonesia. 1Company 1 1has 13 1brand 1 flagship 1such as 1Wardah, 1Make 1Over 1 daan 1emina 1yang 1 every 1 brand 1 has 1 share 1 market 1 which 1 varies 1PT. 

1Paragon 1Technology 1Innovation 1 1 1        1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 Raya 

1Tembok 1Lor 1Jalan 1Raya 1Sel. 1Banjaran 1No.49, 1Kejiwan, 1Tembok 1Luwung, 1Kec. 1Adiwerna, 1 Regency 1Tegal, 1 Java 1Central. 

In 1 research 1, 1 researcher 1 interested 1 to 1 research 1 product 1Make 1Over 1 Cosmetics 1 to 1 researched 1 where 1 brand 1  1 one 1 product 1 flagship 1PT 1Paragon 1 Technology 1Innovation 1 which 1 is 1 in 1 outlet 1Basa 1 Department Store 1 Banjaran. 1 Along with 1 needs 1 consumer 1 which is more and more 1 varies 1 type, 1 make 1PT 1Paragon 1 Technology 1Innovation 1 always 1 do 1 innovation 1 in 1 market 1 product. 1 thing 1 this 1 important 1 

for 1PT 1Paragon 1Technology 1Innovation 1 for 1 see 1 opportunity 1use 1increase 1 total 1 sales 1 product 1Make 1Over 1Cosmetics 1 which is 1 there is 1 in 1Basa 1 Department Store 1Range. 1 Way 1 Decoration 1 1 True 1 Make 1Make 1Over 1 Cosmetics 1 There is 1 in 1 Basa 1 Department Store 1 Banjaran. 1 Way 1 marketing 1 make 1Make 1Over 1Cosmetics 1exist 1 in 1 all 1 circle 1 medium 1 to 1 circle 1 up. 
Make 1Over 1 is 1 product 1 cosmetics 1 with 1 value 1 brand 1 separate 1 and 1 expected 1 can be 1 to be 1 choice 1 consumer. 1 brand 1 is already 1 many 1 known 1 consumer 1 fan 1 cosmetics 1 with 1 product 1 which is elegant 1 both 1 of 1 appearance 1 outside 1 or 1 variant 1 product. 1 class 1 intermediate 1 which 1 becomes 1 target 1 product 1 is 1 together 1 with 1 price 1 which is 1 tendency 1 premium, 1 packaging 1 is 1 elegant, 1 variant 

1 is attractive 1 make 1 product 1 as 1 product 1 cosmetics 1 which 1 classy 1 for 1 to 1 to 1 choice 1 consumer 1 in 1 shopping 1 cosmetics. 1The following 1this 1is 1data 1top 1sales 1product 1cosmetics 1during 1month 1January 12023-March 12023. 

 
Source: 1https://compas.co.id 1 

 

Figure 11 

Data 1Top 1Sales 1Product 1Cosmetics 1During 1Month 1January 12023-March 12023 

 

At the beginning of 12023 1, 1 competition 1 in 1 brand 1 cosmetics, 1 especially 1 cosmetics 1 face, 1 enough 1 tight. 1Brand 1Maybelline 1 is 1brand 1 with 1 total 1 sales 1 highest 1 reach 1 Rp53.2 1 billion. 1Maybelline, 1 brand 1 famous 1 origin 1 America 1 the 1 indeed 1 already 1 long 1 known 1 dominate 1 market 1 product 1 cosmetics 1 in 1 world 1 including 1 in 1 Indonesia. 1 total 1 sales 

1Make 1 Until March 1, 2023 1 reach 1Rp27.1 1 billion. 1brand 1local 1Luxcrime 1has 1total 1 sales 1 of 1Rp24.3 1 billion. 1Still 1 1 company 1 with 1Make 1Over, 1Wardah, 1 as 1 brand 1 original 1 Indonesia 1 succeed 1 win 1 position 1 fourth 1 with 1 total 1 sales 1 as much as 1 Rp15.7 1 billion. 1Then, 1followed by 1brand 1cosmetics 1asal 1China 1named 1Focallure 1which 1able 1reach 1total 1sales 1to 1Rp14.4 1billion. 
1Make 1Over 1 product has been 1 lot 1 sold 1 in 1 stores 1 in 1 Tegal Regency, 1 including 1 sold 1 in 1 Basa 1 Department Store 1 Banjaran. 1 Variant 1 product 1 which is 1 diverse 1 can be 1 bought 1 consumer 1 in 1 stores 1. 1 Existence 1 product 1 can 1 give 1 convenience 1 consumer 1 to 1 get 1 product. 1 convenience 1 get 1 product 1 make 1 make 1 get 1 get 1 consume 1 product 1 more 1 easy 1 so that 1 product 1 can 1 sell 1 more 1 

Many. 1 Problem 1 that 1 happens 1 is 1 happens 1 decrease 1 sales 1 product 1Make 1Over 1 in 1 Basa 1 Department Store 1 Banjaran. 1The following 1ini 1is 1data 1sales 1product 1Make 1Over 1di 1Basa 1Department Store 1Banjaran 1year 12020-2023: 
Table 11. 

Data 1Sales 1Product 1Make 1Over 1Di 1Basa 1Department Store 1Range 

Year 12020-2023 

Moon 
Sales 

Year 12020 Year 12021 Year 12022 

January 
 1Rp 1 1 1 1 140,483,100 1  1Rp 1 143,673,168 1  1Rp 1 143,909,003 1 

February 
 1Rp 1 1 1 1 128,069,474 1  1Rp 1 133,281,348 1  1Rp 1 133,461,067 1 

March 
 1Rp 1 1 1 1 137,574,267 1  1Rp 1 140,535,119 1  1Rp 1 140,754,009 1 

April 
 1Rp 1 1 1 1 148,758,107 1  1Rp 1 142,600,245 1  1Rp 1 142,830,287 1 

May 
 1Rp 1 1 1 1 169,188,970 1  1Rp 1 142,941,061 1  1Rp 1 143,172,943 1 

June 
 1Rp 1 1 1 1 143,887,774 1  1Rp 1 144,346,131 1  1Rp 1 144,585,600 1 

July 
 1Rp 1 1 1 1 136,831,897 1  1Rp 1 139,734,251 1  1Rp 1 139,948,816 1 

August 
 1Rp 1 1 1 1 146.696.259 1  1Rp 1 148,375,925 1  1Rp 1 146,295,760 1 

September 
 1Rp 1 1 1 1 140,521,540 1  1Rp 1 143,714,637 1  1Rp 1 141.834.908 1 

October 
 1Rp 1 1 1 1 147,610,328 1  1Rp 1 149,362,022 1  1Rp 1 147,239,455 1 

November 
 1Rp 1 1 1 1 149,559,194 1  1Rp 1 152,464,458 1  1Rp 1 150,208,486 1 

December 
 1Rp 1 1 1 1 158.809.731 1  1Rp 1 151,443,938 1  1Rp 1 149,231,849 1 

Average 
 1Rp 1 1 1 1 145,665,887 1  1Rp 1 144,372,692 1  1Rp 1 143,622,682 1 

MAYBELLINE

MAKE OVER

LUXCRIME

WARDAH

FOCALLURE

53,2

27,1

24,3

15,7

14,4

Top Penjualan Produk Kosmetik

Penjualan (dalam Miliar Rupiah)
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Increase/Decrease 0,00 -2,83% -1,69% 

Source: 1Basa 1Department Store 1Banjaran 1(2023) 

 

From 1table 11.1 1di 1 above 1 can be known 1 that 1 occurred 1 fluctuation 1 sales 1 product 1cosmetics 1 brand 1Make 1Over 1 in 1 Basa 1 Department Store 1 in 1 year 12020-2022. 1 In 1 year 12020 1 sales 1 cosmetics 1 brand 1Make 1Over 1 in 1 Basa 1 Department Store 1 Range 1 relative 1 low 1 because 1 impact 1 of 1pandemic 1covid 119 1 i.e. 1 existence 1 restriction 1social 1 scale 1 large 1 and 1 policy 1work 1from 1home 1 and 1 school 

1from 1home 1 of 1 government 1 so that 1 lot 1 of 1 women 1who 1work 1and 1adolescents 1girls 1reduce 1use 1cosmetics. 1In 1 year 12021 1 average 1 sales 1 per year 1 for 1 cosmetics 1 brand 1Make 1 Over 1 in 1Basa 1 Department Store 1 Range 1 experienced 1 decrease of 1 by 12.83%. 1 In 1 year 12022 1 even though 1 cosmetics 1 brand 1Make 1 Make 1 in 1 Base 1 Department Store 1 Range 1 also 1 still 1 experienced 1 decrease of 1 i.e. 1 by 11.69%. 
Purchase 1not 1planned 1 in 1mall 1 or 1 center 1 shopping 1 is 1 behavior 1 which is now 1 very common 1 occurs 1 in 1 circle 1 society. 1 Usually, 1 desire 1 buy 1 can 1 triggered 1 by 1 various 1 things, 1 start 1 of 1 appreciate 1 self 1 to 1 tak 1 want 1 miss 1 offer 1 product 1 which is 1 limited. 1Global 1Web 1Index 1(GWI) 1Conduct 1survey 1 of 111,049 1 respondents 1 of 112 1 countries 1 and 1 

release 1 report 1 that 1 impulsive purchase 1 1 occur 1 in 1 various 1 generation 1 with 1 various 1 reasons. 1 
Based on the 1Global 1Web 1Index 1 report, 1 generation 1Z 1 1 1 shop 1 impulsive 1 because 1 there is 1 offer 1 attractive 1 by 143%. 1 generation 1 millennial 1 who 1 shop 1impulsive 1 because 1 reason 1 1 by 1 1 by 1 1 by 1 1 by 1 1 by 1 1 1 1 1 1 1  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 

1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  1 1 1 1 1 1 1 1 1self 1reward. 1This reason 1 is stated 1by 139% 1gen 1Z, 144% 1gen 1X, 140% 1baby 1boomers. 1 1 While, 1 reason 1 the biggest 1 second 1 for 1 generation 1 millennial 1 is 1 sense 1 happy 1 moment 1 buy 1 item 1 new. There is 1 1 society 1  world 1 who 1 shop 1impulsive 1 because 1 power 1 attraction 1 aesthetics 1 of 1 item. 1 
Passion 1 which is 1 high 1 in 1 buy 1 product 1 which 1 is desired 1 is 1 cosmetics 1 because 1some 1 thing 1 is 1 there is 1 season  1 discount, 1 offer 1 special, 1 store 1 with 1 display 1 is attractive, 1 and 1 atmosphere 1 heart 1 which is 1 is 1 happy 1 and 1 is 1 good, 1where 1 thing 1 is 1 factor 1 that 1 affects 1impulse 1buying, 1 but 1 buy 1 1 impulse 1 can 1 give 1 impact 1 which is negative, 1 of which 1 is 1 cause 1 feeling 1 disappointed 

1 with 1 purchase 1 1exceed, 1 sense 1 regret 1 which 1 relates 1 to 1 problem 1 finance, 1 existence 1 swelling 1 expenditure 1(Tinarbuko, 12018:21). 

Research 1Previous 1 which 1 becomes 1 reference 1 in 1 research 1 this 1 explain 1 about 1 influence 1 promotion 1 sales 1 to 1 purchase 1 not 1 planned 1 i.e. 1 research 1Effendi 1et 1a. 1(2020), 1 and 1 research 1Sopini, 1et 1a. 1(2021) 1 which 1 proves 1 that 1 promotion 1 sales 1 influence 1 on 1 1 

purchase 1 not 1 planned 1 while 1 research 1Sakdiah 1 and 1Sukmawati 1(2022) 1 proves 1 promotion 1 sale 1 does not 1 influence 1 to 1 purchase 1 not 1 planned. 1Research 1Previous 1 which 1 becomes 1 reference 1 in 1 research 1 this 1 explain 1 about 1 influence 1display 1 product 1 on 1 purchase 1 not 1 planned 1 i.e. 1 research 1Warnerin 1 and 1Dwijayanti 1(2020), 

1Artana 1et 1a. 1(2019), 1Akbar 1et 1al 1(2022) 1 and 1 research 1Almonds,et 1 Bedroom 1(2019) 1 which 1 proves 1 that 1display 1 product 1 influence 1 on 1 1 purchase 1 not 1 planned. 

Research 1Previous 1 which 1 becomes 1 reference 1 in 1 research 1 this 1 explain 1 about 1 influence 1 image 1 brand 1 on 1 purchase 1 not 1 planned 1 i.e. 1 research 1Styadi 1(2018) 1 which 1 proves 1 that 1 1 image 1 brand 1 influential 1 on 1 1 purchase 1 not 1 planned 1 while 1 research 1research 

1Copyright 1et 1al 1(2021) 1 proves 1 that 1 image 1 brand 1 not 1 influence 1 on 1 1 purchase 1 not 1 planned. 1 

Research 1Previous 1 which 1 becomes 1 reference 1 in 1 research 1 this 1 explain 1 about 1 influence 1 motivation 1 shopping 1hedonic 1 against 1 purchase 1 not 1 planned 1 i.e. 1 research 1Natalie 1dan 1Japarianto 1(2019), 1Effendi 1et 1a. 1(2020), 1Styadi 

1(2018) 1 1 and 1 research 1Akbar 1et 1al 1(2022) 1 which 1 proves 1 motivation 1 shopping 1hedonic 1 has 1 influence 1 which is 1 significant 1 on 1 decision 1 purchase 1impulsive. 

Based on 1 exposure 1 background 1 in 1 top 1 author 1 interested 1 to 1 do 1 research 1 with 1 title 1 "Influence 1 Promotion 1 Sales, 1Display 1 Product, 1 Image 1 Brand 1 and 1 Motivation 1 Shopping 1Hedonic 1 Against 1 Purchase 1 Not 1 Planned 1 On 1 Base 1 Department Store 1 Range". 

 

1.2 Formulation 1111Problem 

Based on 1 background 1 1 which 1 in 1 put forward 1 in 1 above, 1 then 1 question 1 research 1 which 1 is asked 1 in 1 research 1 this 1 is 1 as 1 following 1: 

1. Is there 1 influence 1 promotion 1 sales 1 against 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range? 

2.  1Is there 1 influence 1display 1 product 1 on 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range? 
3. Is there 1 influence 1 image 1 brand 1 on 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range? 

4. Is there 1 influence 1 motivation 1 shopping 1hedonic 1 to 1 purchase 1 not 1 planned 1 on 1 base 1 department store 1 range? 

5. Is there 1 influence 1 promotion 1 sales, 1 display 1 product, 1 image 1 brand 1 and 1 motivation 1 shopping 1hedonis 1 together 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range? 

 

 

1.3 Objectives 1111Research 

From 1 formulation of 1 problem 1 which 1 has been mentioned 1 in 1 above, 1 then 1 purpose 1 of 1 research 1 this 1 is 1: 

1. For 1 know 1 influence 1 promotion 1 sales 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range. 

2. For 1 know 1 influence 1 display 1 product 1 on 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range. 

3. For 1 know 1 influence 1 image 1 brand 1 on 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range. 

4. For 1 know 1 influence 1 motivation 1 shopping 1hedonis 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range. 

5. For 1 know 1 influence 1 promotion 1 sales, 1 display 1 product, 1 image 1 brand 1 and 1 motivation 1 shopping 1hedonis 1 together 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range. 

 

B. FRAMEWORK 1111THINKING 1111CONCEPTUAL 

1. The effect of 1promotion 1sales 1 on 1purchase 1not 1planned. 

Promotion 1 is 1 one of 1 ways 1 which 1 is used 1by 1 company 1 in 1 increase 1 amount 1 sales. 1 promotion 1 an action 1 that is 1 done 1 by 1 company 1 to 1 influence 1 consumer 1 increase 1 target 1 market 1 so that 1 product 1 can 1 be accepted. 1 through 1 promotion 1 sales 1 company 1 will 1 increase 1 purchase 1 impulse. 1 This 1 means 1 more 1 attract 1 1 promotion 1 then 1 will 1 make 1 consumers 1 interested 1 to 1 buy 1 product 1 1 is sold. 1 And 1 this 1 makes 1 1 consumer 1 who is 1 originally 1 not 1 has 1 plan 1 purchase 1 becomes 1 make 1 

purchase 1 not 1 planned. 

2. The influence of 1display 1product 1 on 1purchase 1not 1planned. 

Display 1 is 1 business 1 that 1 does 1 to 1 organizes 1 item 1 that 1 directs 1 buyer 1 to 1 to 1 see 1 and 1 buys. 1Display  1 item 1 very 1 important 1 done, 1 because 1 display 1 that is good 1 will 1 cause 1 interest 1 customer 1 to 1buy it 1 even though  1 purchase 1 is 1 originally 1 not 1 planned. 1Display 1 product 1 is 1 one of 1 1 aspects 1 important 1 for 1 attract 1 attention 1 and 1 interest 1 consumer 1 on 1 store 1 or 1 goods 1 and 1 

encourage 1 desire 1 to 1 buy 1 through 1 power 1 attraction 1 vision 1 direct. 1 In order for 1 consumer 1 or 1 customer 1 to feel 1 at home 1 shopping, 1 then 1 is needed 1 display 1 or 1 layout 1 product 1 that 1 is attractive 1 with 1 creates 1 attraction 1 arrangement 1 space 1 and 1 arrangement 1 product 1 so that 1 arises 1 purchase 1 not 1 planned 1 consumer 1 to 1 buy 1  item 1. 

3. The influence of 1 image 1 brand 1 on 1 purchase 1 is not 1 planned. 

Brand 1 is 1 of 1 1 factor 1 support 1 occurrence 1 behavior 1impulse 1buying. 1 Consumer 1 makes 1 purchase 1 not 1 planned 1 with 1 see 1 brand 1 that 1 has 1 image 1 that is 1 good. 1 image 1 brand 1 is 1 result of 1 view 1 or 1 research 1 consumer 1 to 1 1 brand 1 good 1 or 1 bad. 1 brand 1 is 1 one of 1 1 attributes 1 important 1 for 1 company. 1 Give 1 brand 1 that 1 is 1 right 1 to 1 a product, 1 means 1 give 1 value 1 plus 1 share 1 product 1. 1 image 1 brand 1 which is different 1 and 1 unique 1 is 1 thing 1 most important 1,  1 because 1 product 1 is more 1 complex 1 and 1 market 1 is 

more 1 full, 1 so 1 consumer 1 will be 1 more 1 depends on 1 image. 1 is more and more 1 good 1 image 1 brand 1 a product 1 eat 1 sekin 1 lot 1 also 1 occur 1 buy 1 good 1 is 1 planned 1 or 1 not 1 planned 1 (impulse 1buying). 

4. The influence of 1motivation 1shopping 1hedonis 1 on 1 purchase 1 not 1 planned. 

Motivation 1 shopping 1hedonis 1 motivation 1 consumer 1 to 1 shopping 1 because 1 shopping 1 is 1 pleasure 1 separate 1 so 1 not 1 pay attention to 1 benefit 1 of 1 product 1 that 1 buys 1 (Effendi, 12020:23). 1 at 1 time 1 consumer 1 do 1window 1 shopping 1 or 1 only 1 just 1 go around, 1 they 1 explore 1 places 1 that 1 that has never been 1 nor 1 that is 1 often 1 visited 1 in 1 mall 1 or 1 center 1 shopping 1 thing 1 this 1 can 1 grow 1 nature 1 shopping 1hedonic 1 without 1 see 1 product 1 that 1 in 

1 buy 1 need 1 or 1 not 1 and 1 without 1 planning 1 time 1 shopping. 1 1 
Hedonic 1Shopping 1 is 1 process 1 fulfillment 1 pleasure 1 or 1 joy 1 which 1 in 1 get 1 person 1 consumer 1 when 1 shop 1 a product. 1 Hedonic 1 as 1 aspect 1 enjoyment 1 which 1 is felt, 1 sense 1 interest 1 because 1 view 1 eye 1 and 1 existence 1 sense 1 relief 1 person 1 consumer 1 who is able 1 affects 1 quality 1 shopping. 1 motivation 1 shopping 1hedonist 1 role 1 important 1 in 1 activity 1impulse 1buying 1because 1 on 1 generally 1 consumer 1 do 1 impulsiveness 1buying 1 because 1 is influenced by 1 factor 1 hedonistic 1 like 1 existence 1 sense 1 pleasure, 1 relationship 1 

social, 1 influence 1emotional. 1 when 1 consumer 1 has 1 value 1 shopping 1hedonic 1 that 1 is only 1 oriented 1 to 1 pleasure, 1 then 1 thing 1 will 1 trigger 1 occurrence 1 purchase 1 not 1 planned. 

5. The influence of 1promotion 1sales, 1display 1product, 1image 1brand 1dan 1motivation 1shopping 1hedonis 1 together 1 on 1 purchase 1 not 1 planned. 

Purchase 1 is 1 1 action 1 1 made 1 without 1 planning 1 before, 1 or 1 decision 1 purchase 1 occurs 1 moment 1 is 1 in 1 1 store. 1 purchase 1 not 1 planned 1 this 1 existence 1 stimulus 1 or 1 stimulus 1 which 1 occurs 1 moment 1 is 1 in 1 a 1 store. 1 buyer 1 who 1 does 1 impulse 1buying 1 if 1 there is 1 there is 1 promotion 1 or 1 special offer 1. 1 one 1 strategy 1 stimulus 1 that 1 form 1 purchase 1 instant 1 is 1 promotion 1Sales. 1 Form 1 promotion 1 sales 1 which is done 1 to 1 increase 1 sales 1 of which 1 is 1 discount 1 price, 1 gift 1 free, 1 free 1 cost 1 send 1 and 1 other 

1 so on. 1 Image 1 brand 1 is 1 one of 1 variables 1 which can 1 influence 1impulse 1buying. 1According to 1Utami 1 (2014) 1 person 1 will 1 enjoy 1 shopping 1 because 1 person 1 1 feel 1 pleasure 1 five senses, 1 dream 1 and 1 consider 1 essence. 1 consumer 1 shopping 1 because 1 motivated 1by 1 desire 1hedonis 1 or 1 reason 1 economy, 1 like 1 pleasure, 1 fantasy 1 and 1 social 1 or 1 satisfaction 1 emotional. 1 if 1 goal 1 experience 1 shopping 1 for 1 sufficient 1 need 1 hedonist, 1 product 1 that 1 bought 1 this 1 looks 1 like 1 selected 1without 1 planned 1 and 1 will 1 present 1 1 purchase 1 not 1 planned. 

Based on the 1 description 1 then 1 framework 1 thought 1 on 1 research 1 this 1 is described 1 as 1 following 1: 

 

H2 

H1 
Sales Promotion            

(x1) 

Product Display  
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Figure 11111 Framework 1111Thinking 111Research 

 

C. METHOD 1111RESEARCH 

3.1 Type 1Research 

Method 1 which is used 1 research 1 this 1 is 1 method 1 research 1 quantitative. 

3.2 Population 1 and 1Sample 

As for 1 population 1 in 1 research 1 this 1 is 1 whole 1 visitor 1 Basa 1 Department Store 1 Range 1 which 1 number 1 is not 1 known 1 with 1 certain. 

Technique 1 taking 1 sample 1 which 1 used 1 is 1 sampling 1incidental. 

3.3 Definition 1Conceptual 1and 1Operationalization 1Variable 

The concept of 1 of 1 variable 1 research 1 is 1 promotion 1 sales, 1 display 1 product, 1 image 1 brand, 1 motivation 1 shopping 1hedonic 1 purchase 1 not 1 planned. 

3.4  1111 Technique1111Data Collection 
Technique 1111 collection 1111 data 1111 using 1 study 1 library 1 and 1 questionnaire 

3.5 Engineering 1111Analysis 1111Data 

Technique 1analysis 1data 1which 1 is used 1 is 1 analysis 1regression 1linear 1 multiple. 
 

D. RESULTS 1111RESEARCH 1111AND 1111DISCUSSION 
4.1 Test 1111Assumption 1111Classic 

A 1model 1regression 1 which 1 good 1 is 1 model 1 regression 1 which 1 satisfies 1 assumption 1 classical 1 i.e., 1 assumption 1normality 1 and 1  heterokedasticity. 1 By 1 because 1 is that, 1 needs 1 to be done 1 test 1 normality 1 and 1 heterokedasticity 1 before 1 is done 1 test 1 hypothesis. 1 Here is 1 explanation 1 test 1 assumption 1 classical 1 which 1 will 1 be 1 done 1 research 1 this 1: 

a.  Test 1Normality 
Test 1normality 1aim 1 for 1 test 1 whether 1 in 1 model 1 regression, 1 variable 1 perturbulent 1 or 1residual 1 has 1 distribution 1normal. 1 one one way 1 easiest 1 to 1 see 1normality 1residual 1 is 1 with 1 see 1normal 1 probality  1plot 1 which 1 compare 1 distribution 1 cumulative 1 of 1 distributed 1 normal. 1 distribution 1normal 1 will 1 form 1 one line 1 straight 1 diagonal, 1 and 1 plotting 1 data 1residual 1 will 1 compare 1 with 1 line 1 diagonal. 

1 If 1 distribution 1 data 1 residual 1 normal, 1 then 1 lines 1 which 1 depicts 1 data 1 actually 1 will 1 follow 1 line 1 diagonal 1 (Ghozali, 12018: 1140). 
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Figure 12 

Result 1Test 1Normality 1with 1Normal 1Probality 1Plot 

 

Based on 1 figure 1 in 1 above 1 it is known 1 that 1 lines 1 that 1 depicts 1 data 1 actually 1 follows 1 line 1 its diagonal 1 so 1 can be said 1 that 1 data 1 in 1 research 1 is 1 normal. 1 

Test 1normality 1 on 1 research 1 this 1 also 1 using 1 analysis 1 statistic 1 i.e. 1Sample 1 Kolmogorov-Smirnov 1 with 1 see 1 value 1 of 1 Asymp. 1Sig. 1(2-tailed), 1if 1 value 1 of 1 Asymp. 1Sig. 1(2-tailed) 1 over 1 large 1 of 10.05 1 then 1 thing 1 this 1 signifies 1 that 1 data 1residual 1 distributed 1normal 1 (Ghozali, 

12018: 1163). 1Based on 1 result 1 test 1 normality 1 in 1 research 1 this 1 can 1 see 1 on 1 table 1 as follows: 
Table 11 

Result 1Test 1Normality 1With 1Kolmogorov 1Smirnov 1 
One-Sample 1Kolmogorov-Smirnov 1Test 

 Unstandardized 1Residual 

N 100 
Normal 1Parametersa,b Mean .0000000 

Std. 1Deviation 3.18786964 

Most 1Extreme 1Differences Absolute .045 

Positive .034 

Negative -.045 

Test 1Statistic .045 
Asymp. 1Sig. 1(2-tailed) .200c,d 

a. 1Test 1distribution 1is 1Normal. 
b. 1Calculated 1from 1data. 

c. 1Lilliefors 1Significance 1Correction. 

d. 1This 1is 1a 1lower 1bound 1of 1of 1true 1significance. 

 

Based on 1 result 1 calculation 1 obtained 1 value 1kolmogorov 1 smirnov 1 on 1 unstandardized 1residual 1 obtained 1 result 1 of 10,200. 1Comparison 1between 1probability 1 and 1 standard 1 significance 1 which 1 is already 1 determined 1 known 1 value 1probability 1 of 1 all 1 variables 1 more than 1 large 1 of 10.05. 1 So 1 shows 1 that 1 data 1 in 1 research 1 this 1 everything 1 is normal. 

 

b. Test 1Heteroscedasticity 

Test 1 Heteroscedasticity 1 aims to 1 test 1 whether 1 in 1 model regression 1 occurs 1 inequality 1variance 1 of 1residual 1 one observation 1 to 1 observation 1 one observation 1 one another. 1 model regression 1 which 1 good 1 is 1 heteroscedasticity 1  heteroscedasticity 1 or 1 not 1 occurs 1 heteroscedasticity. 1 if 1 not 1 there is 1 pattern 1 which is clear, 1 as well as 1 points 1 spread 1 in 1 top 1 1 and 1 in 1 under 1 number 10 1 on 1 axis 1Y, then 1 not 

1 occurs 1 heteroscedasticity. 
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Figure 13 

Result 1 Test 1Heteroscedasticity 

 

Based on 1 graph 1scatterplot 1 shows 1that 1 is not 1 found 1 pattern 1 particular 1 that 1 is 1 regular 1 and 1 dots 1 spread 1 in 1  above 1 and 1 in 1 under 1 number 10 1 on 1 axis 1Y. 1 thing 1 this 1 means 1 not 1 occurs 1 heteroscedasticity 1 on 1 model 1 regression. 

c. Test 1Multicollinearity 

The 1 multicollinearity test 1 aims 1 to 1 test 1 whether 1 in 1 model 1 regression 1 is found 1 existence 1 correlation 1 between 1 variable 1 independent 1 (Ghozali, 12011:103). 1 model 1 regression 1 which is good 1 should 1 not 1 occurs 1 correlation 1 in 1 between 1 variable 1 independent. 1 there is 1  or not 1 multicollinearity 1 in 1 model 1 regression 1 is 1 seen 1 of 1 magnitude 1VIF 1 

(Variance 1Inflation 1Factor) 1 and 1tolerance. 1Regression 1 which is 1 free 1 of 1 problem 1multicollinearity 1 if 1 value 1VIF 1< 110 1 and 1 value 1tolerance 1> 10,10, 1  then 1 data 1 is 1 not 1 there is 1 multicollinearity 1 (Ghozali, 12018:103). 

Table 12 

Result 1Testing 1Multicoliniearity 
Coefficientsa 

Type 

Collinearity 1Statistics 

Tolerance VIF 

1 Promotion 1sales .699 1.430 

Display 1products .541 1.849 

Image 1Brand .648 1.544 

Motivation 1shopping 1hedonis .602 1.662 

a. 1Dependent 1Variable: 1Purchase 1not 1planned 

 

 

From 1 result 1 calculation 1 test 1 assumption 1 classical 1 on 1 part 1collinearity  1statistic 1 see 1 for 1 third 1 variable 1 independent, 1 number 1VIF 1 is 1 equal to 11,430; 11,849 11,544 1 and 11,662 1 is 1 which is 1 more than 1 is small 1 of 110 1 so that 1 is not 1 exceeds 1 limit 1 value 1 VIF 1 which 1 is allowed 1 is 1 maximum 1 is  110. 1 1 With 1 so 1 can 1 conclude 1 that 1 model 1 regression 1 1 is not 1 there is 1 problem 

1multicollinearity. 
 

4.2  1Regression 1Multiple  Analysis 

Analysis 1 regression 1 multiple 1 use 1 for 1 predict 1 large 1 variable 1 dependent 1 with 1 using 1 data 1 variable 1 free. 

Table 13 

Result 1Analysis 1Regression 1double 

Type 

Unstandardized 1Coefficients Standardized 1Coefficients 

t Sig. B Std. 1Error Beta 

1 (Constant) 3.016 3.148  .958 .341 

Promotion 1sales .273 .112 .189 2.441 .016 

Display 1products .256 .124 .182 2.065 .042 

Image 1Brand .518 .122 .342 4.238 .000 

Motivation 1shopping 1hedonis .232 .070 .276 3.297 .001 

a. 1Dependent 1Variable: 1Purchase 1not 1planned 

Based on 1 result 1 calculation 1 analysis 1 regression 1 multiple 1 with 1 using 1 program 1SPSS 1 obtained 1 equation 1 regression 1 , namely: 

Ŷ 1= 13,016 1+ 10,273 1X1  1+ 10,256 1X2 1+ 10,518 1X3 1+ 10,232 1X3. 1 1 1 

Based on 1 equation 1 regression 1 multiple 1 in 1 over 1 can 1 take 1 an 1 analysis 1 that: 1 

a. Constant 1 is 13.016 1 meaning 1 if 1 promotion 1 sales, 1 display 1 product, 1 image 1 brand 1 and 1 motivation 1 shopping 1hedonis 1  value 1 zero, 1 then 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range 1 is 1 of 13.016. 

b. The regression coefficient 1 for 1 variable 1 promotion 1 sales 1 (X1) 1 is 10.273 1 and 1 is marked 1 positive 1 meaning 1 if 1 variable 1 promotion 1 sales 1 experiences 1 increase 11 unit 1 while 1 variable 1 independent 1 other 1 fixed, 1 then 1 will 1 cause 1 increase 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range 1 is 10 .273. 

c. The regression coefficient 1 for 1 variable 1display 1 product 1 (X2) 1 is 10.256 1 and 1 is marked 1 positive 1 meaning 1 if 1 variable 1display 1 product 1 experiences 1 increase 1 unit 1 while 1 variable 1 independent 1 other 1 fixed, 1 then 1 will  1 cause 1 increase 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range 1 is 10.256. 

d. The regression coefficient of 1 for 1 variable 1 image 1 brand 1 (X3) 1 is 10.518 1 and 1 is marked 1 positive 1 meaning 1 if 1 variable 1 image 1 brand 1 experiences 1 increase 11 unit 1 while 1  variable 1 independent 1 other 1 fixed, 1 then 1 will cause 1 increase 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range 1 is 10.518. 

e. The regression coefficient 1 for 1 variable 1motivation 1 expenditure 1hedonis 1 (X4) 1 is 10.232 1 and 1 is marked 1 positive 1 meaning 1 if 1 variable 1motivation 1 expenditure 1hedonis 1 experiences 1 increase 11 unit 1 while 1 variable 1 independent 1 other 1 fixed, 1 then 1 will cause 1 increase 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range 1 is 10.232. 

 

344



7 

 

4.3 Test  1Hypothesis 1Partial 

Test 1 hypothesis 1partial 1 used 1 for 1 to know 1signification 1 1 partial 1 influence 1 variable 1 free 1 to 1 variable 1 bound. 

Table 14 

Result 1Test 1Partial 
Coefficientsa 

Type 

Unstandardized 1Coefficients Standardized 1Coefficients 

t Sig. B Std. 1Error Beta 

1 (Constant) 3.016 3.148  .958 .341 

Promotion 1sales .273 .112 .189 2.441 .016 

Display 1products .256 .124 .182 2.065 .042 

Image 1Brand .518 .122 .342 4.238 .000 

Motivation 1shopping 1hedonis .232 .070 .276 3.297 .001 

a. 1Dependent 1Variable: 1Purchase 1not 1planned 

 

From 1 calculation 1 test 1 partial 1 in 1 above 1 can be 1 concluded 1 that 

1. From 1 test 1 test 1 hypothesis 1 partial 1 promotion 1 sales 1 (X1) 1 against 1 purchase 1 not 1 planned 1 (Y) 1 with 1 using 1 test 1t 1 obtained 1 value 1 count 1 of 12.441 1> 1 1 value 1 ttable  1 1 1 1 1 1 1 value 1 1 1 1 value 1 significance 10.016 1< 10.05 1 so 1 can 1 be said 1 that 1 has 1 influence 1 promotion 1 sales 1 to 1 purchase 1 not 1 planned 1 on 1 base 1 department store 1 range. 

2. From 1 test 1 test 1 hypothesis 1 partial 1 display 1 product 1 (X2) 1 against 1 purchase 1 not 1 planned 1 (Y) 1 with 1 using 1 test 1t 1 obtained 1 value 1 count 1 of 12.065 1 >1 1 value 1 ttable 1 1 1 1 1 1 value 1 1 1 value 1 significance 10.042 1< 10.05 1 so 1 can 1 say 1 that 1 has 1 influence 1 display 1 product 1 to 1  purchase 1 not 1 planned 1 on 1 base 1 convenience store 1 range. 

3. From 1 test 1 test 1 hypothesis 1 partial 1 image 1 brand 1 (X3) 1 against 1 purchase 1 not 1 planned 1 (Y) 1 with 1 using 1 test 1t 1 obtained 1 value 1 count 1 of 14.238 1> 1 1 value 1 ttable  1 1 1 1 1 1 1 value 1 significance 10,000 1< 10.05 1 so that 1 can 1 say 1 that there is 1 influence 1 image 1 brand 1 on 1 purch ase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range. 

4. From 1 test 1 test 1 hypothesis 1 partial 1 motivation 1 shopping 1hedonis 1 (X4) 1 against 1 purchase 1 not 1 planned 1 1 (Y) 1 with 1 using 1 test 1t 1 obtained 1 value 1 count 1 of 13,297 1> 1 1 value 1 ttable  1 1 1  1 1 1 1 1 1 value 1 significance 10.001 1< 10.05 1 so that 1 can 1 said 1 that 1 has 1 influence 1 motivat ion 1 shopping 1hedonis 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range.  

 

4.4 Test 1Hypothesis 1Simultaneous 

Test 1F 1 is used 1 for 1 test 1 that 1 model 1 in 1 research 1 this 1 is 1fit, 1 or 1 variable 1 free 1 that 1 is used 1 in 1 research 1 is 1 true 1 is 1 variable 1 explainer 1 of 1 variable 1 bound. 1 1 

Table 15 

Result 1Test 1Simultaneous 
ANOVAa 

Type Sum 1of 1Squares Df Mean 1Square F Sig. 

1 Regression 1,509.173 4 377.293 35.626 .000b 

Residual 1,006.089 95 10.590   
Total 2,515.262 99    

a. 1Dependent 1Variable: 1Purchase 1not 1planned 

b. 1Predictors: 1(Constant), 1Motivation 1Shopping 1hedonistic, 1Promotion 1Sales, 1Image 1Brand, 1Display 1product 

From 1 test 1 test 1 hypothesis 1 simultaneous 1 obtained 1 value 1F count 1 of 135.626 1> 1 Table 1 of 12.47 1 with 1 value 1 significance 1 of 10,000 1< 10.05 1 so that 1 can 1 be concluded 1 that there is 1 1influence 1 promotion 1 sales, 1display 1 product, 1 image 1 brand 1 and 1 motivation 1 shopping 1hedonis 1 together 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range. 

 

4.5 Coefficient of 1Determination 

Coefficient 1 Determination 1 explains 1how much 1 is 1 percent 1 total 1 variation 1 variable 1 dependent 1 which 1 is explained 1by 1model, 1 more 1 is  greater 1 coefficient 1 determination 1 more 1 relationship 1 model 1 in 1 explains 1 variable 1 dependent. 

Table 16 

Result 1Analysis 1Coefficient 1Determination 
Model 1Summary 

Type R R 1Square Adjusted 1R 1Square Std. 1Error 1of 1the 1Estimate 

1 .775a .600 .583 3.25429 

a. 1Predictors: 1(Constant), 1Motivation 1shopping 1hedonist, 1Promotion 1sales, 1Image 1brand, 1Display 1product 

 

From 1 result 1 calculation 1 obtained 1 result 1 for 1 analysis 1 coefficient 1 determination 1 of 10.583. 1 Result 1 can be 1 interpreted 1 that 1 magnitude 1 influence 1 promotion 1 sales, 1 display 1 product, 1 image 1 brand 1 and 1 motivation 1 shopping 1hedonis 1 together 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range 1 is 1 1 by 158.3 1% 1 and 1 rest 1 is 1 by 141.7 1% 1 influenced by 1 factor 1 other. 
 

E. CONCLUSIONS 1AND 1ADVICE 
5.1 Conclusion 

Based on 1 description 1 on 1 results 1 research 1 and 1 discussion 1 can 1 take 1 some 1 conclusion 1 namely: 

1. Promotion 1sales 1 affects 1 to 1 purchase 1 not 1 planned 1 on 1 Basa 1 Department Store 1 Banjaran, 1 more 1 good 1 and 1 more aggressive 1 promotion 1 sale 1 then 1 purchase 1 not 1 planned 1 will 1 increase 1. 

2. Display 1 product 1 influence 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Range, 1 more 1 good 1 layout 1 layout 1 product 1 with 1 create 1 power 1 attraction 1 arrangement 1 space 1 and 1 arrangement 1 product 1 then 1 purchase 1 not 1 planned 1 will 1 increase 1. 

3. The image of 1 brand 1 affects 1 to 1 purchase 1 not 1 planned 1 on 1 Base 1 Department Store 1 Banjaran, 1 more 1 good 1 image 1 which 1 owns 1 product 1 then 1 purchase 1 not 1 planned 1 will 1 increase 1. 

4. Motivation 1 shopping 1hedonis 1 affects 1 to 1 purchase 1 not 1 planned 1 on 1 Basa 1 Department Store 1 Banjaran, 1 more 1 higher 1 motivation 1 person 1 for 1 shopping 1 for 1 fun 1 then 1 purchase 1 not 1 planned 1 will 1 increase 1. 

5. Promotion 1sales, 1display 1product, 1image 1brand 1dan 1motivation 1shopping 1hedonis 1 together 1influence 1 to 1 purchase 1not 1 planned 1 on 1 Base 1 Department Store 1 Banjaran, 1 more 1 good 1 promotion 1 sales 1 and 1 display 1 product 1 and 1 more 1 high 1 image 1brand 1dan 1 motivation 1 shopping 1hedonic 1 then 1 purchase 1not 1 planned 1 will 1 more 1 increase. 

 
5.2 Suggestion 

Some 1suggestions 1 which can 1 author 1 give 1 in relation to 1 with 1 result 1 research 1 this 1  is: 

1. Base 1 Department Store 1 Range 1 need 1 do 1 evaluation 1 or 1 reject 1 measure 1 to 1 know 1 as far as 1 where 1 success 1 promotion 1 sales, 1 with 1 do 1 promotion 1 for 1 consumer 1 in the form of 1 giving 1 sample 1 and 1 giving 1 discount 1 price 1 on 1 package 1 price 1 specific 1 with 1 see 1 increase 1 sales 1 each 1 month. 1 1 

2. Base 1Department Store 1Range 1 need 1 improve 1display 1 product 1 become more 1 good 1 with 1 display 1 product 1 with 1 Interior 1 and 1 exterior 1display 1 with 1 put 1 item 1 on 1 position 1 best 1 which is easy 1 seen 1by 1 consumer. 
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3. Base 1Department Store 1Range 1 need 1 improve 1 image 1 brand 1 product 1 with 1 way 1 improve 1 recognition 1 and 1 reputation 1  with 1 do 1 promotion 1 order 1 brand 1make 1over 1 more 1 recognized 1by 1 customer. 

4. Motivation 1hedonis 1has 1 role 1 important 1 in 1 influencing 1 intention 1 purchase 1 consumer 1 1 1 not 1 planned. 1 Base 1 Department Store 1 Range 1 must 1 promotion 1 which can 1 attract 1 passion 1 and 1 taste 1 curiosity 1 consumer 1 order 1 can 1 trigger 1 intention 1 buy 1 with 1 some 1 way 1 like 1 with 1 picture 1 that 1 attracts 1 with 1 quality 1 good, 1 then 1 Basa 1 Department Store 1 Range 1 can 1 distribute 1 voucher 1 gift 1 to 

1 consumer 1 who 1 buy 1 product 1Make 1Over 
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