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 The aim study this is to know and analyze the influence of quality service, 

store atmosphere, and discounts price against impulse buying. Study this 

made to consumers Sun Department Store Binjai Supermall. Population in 

a study this is visiting consumers   Sun Department Store Binjai Supermall. 

Withdrawal sample use sample accidental as many as 200 respondents. 

Data analysis performed is multiple linear regression using the SPSS 

program. The results of data analysis show that in a manner Partial variable 

quality service, store atmosphere, and discounts price significantly 

influence impulse buying on consumers Sun Department Store Binjai 

Supermall. 
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1. INTRODUCTION  

 Development effort business in the era of globalization moment this more rapidly marked by a 

level of competition between growing companies  tall and tight [1]. circumstances the cause company in 

general try to could maintain continuity live, develop a company, earn optimal profit as well strengthen its 

position in face of company competitors [2]. The marketing strategy process requires marketers to 

understand especially formerly consumers [3]. Without knowing consumers, marketers will get in final 

trouble   and could keep it away from consumers [4] . one   behavior necessary for consumers   is known by 

marketers is impulse buying ie purchases not planned to do for fulfillment need consumers. Besides its 

store atmosphere, quality service and discount price too   create an emotional feeling in consumers for 

impulse buying [5]. 

One   current company   this middle Becomes target Public in doing purchases is Sun Department 

Store. PT. Matahari Department Store, Tbk is one of the moving department stores in the leading retail 

sector in Indonesia. Fierce competition   as well as pattern shopping shifting society   to Online transactions 

greatly impact sales. The more many center shopping emerges domestically, so   Matahari Department 

Store is a must-work as loud possible for interesting consumers from the center other expenses as well 

interesting interest Public returns do purchase offline. However, in the matter of this level of sales sun 

department store still needs to be improved including Sun Department Store in Binjai City. 

 

 
Figure 1 Comparison of SSSG Matahari Department Store 

Source: Report company, processed Bareksa 
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PT Matahari Department Store Tbk (LPPF) has release the performance finance quarter first in 2017. 

In this period, Sun succeeds maintain profit clean in the middle decline in sales. Following the results 

though analyst Bareksa related an explanation of how condition this could happen. Based on a report 

released by Matahari, sales throughout the quarter first year fell 1.4 percent compared same period   year 

previously to IDR 3.26 trillion. In the same period, growing sales in existing stores   there is normally called 

Same Store Sales Growth (SSSG) -- showing growth of negative 3.5 percent. Condition this vice versa with a 

number company kind namely PT Ramayana Lestari Sentosa Tbk (RALS) and PT Ace Hardware Tbk (ACES) 

which have positive SSSG growth of 1 percent and 5 percent respectively. Publication issued by Matahari   

mentions the biggest decrease in SSSG in the period that originate from outside area Island Growing Java   

negative 5.2 percent. Though this area contributes up to 40.4 percent of total sales. The DKI Jakarta area is 

also growing negatively by 4.4 percent. Temporary growth in Island Java outside DKI Jakarta is also 

negative though only 0.7 percent. 

Impulse buying is the trend of individuals with stimulation certain without planning or intention to 

purchase without mature and deliberate consideration   when consumers do purchase a product. Purchase 

impulsive is action bought the previous one not acknowledged in a manner aware as results from 

consideration, or intention buy formed   before entered the shop [6]. Impulse Buying often occurs under 

conditions somebody experienced individual   urgent feelings   in a manner the usual sudden no could resist. 

Impulse buying is the behavior shop without there is plan especially before and decide purchase occur with 

fast without thinking long. 

Quality service is the level of expected excellence and control   on the level of superiority of the for 

Fulfill desire consumer. Quality service is the level of expected excellence and control   on level superiority, 

for Fulfill the desired consumer [7]. Quality service must start with the needs consumer and end with the 

perception consumer. this   means that good quality   is not based on the perception of providing services 

but based on the perception of consumers [8]. 

The store atmosphere is something characteristic very important physique for every business retail, 

p this role as creating a good atmosphere   in accordance desire consumer and creates consumer want to 

linger in the cafe and by   no life stimulates the consumer to doing purchases. Atmosphere ( atmosphere 

shop ) is an atmosphere-appropriate plan   with its target market and who can interesting consumers to 

buy [8]. Store atmosphere influences circumstances and emotions the buyer caused or influences purchase. 

circumstances emotional will make two dominant feelings   that is feeling happiness and uplifting desire . 

Price Discount or piece price is one   form of promotion frequent sales   implemented by marketers 

in offline and online stores more addressed to the consumer end. Discount applied in form of subtraction 

gratuity nor deducted the nominal amount from the normal price. A piece price is a declining price set by 

the marketer and given to customers on a product and period certain for interesting attention and 

stimulation desire consumer for getting the product. Price discount is savings offered to consumers   from 

normal price will be something product [9]. Discount is a piece given price   from seller to buyer as 

appreciation on activity certain from happy buyer   for seller [10] . Promotion piece prices give several 

profits including: can trigger the consumer to buy in total many, anticipating promotion competitors, and 

supporting trading in a large amount.   This means a price discount of 7 or piece price is a subtraction from 

the given normal price to the consumer To use the Upgrade sale 

Store atmosphere, quality service, and discount price already   planned according to the marketing 

strategy, not yet done in a manner full, so not yet give a large contribution to the purchase of impulse 

buying, and sales. As for the research gap in a study exists inconsistency from several studies earlier 

including among them research conducted by [ 11], [12] store atmosphere significantly affects impulse 

buying. Whereas research conducted by [ 13], [14] states that store atmosphere no Becomes the most 

dominant factor in affecting impulse buying. Based phenomena and existing research gaps make 

researchers interested in knowing more carry-on related to impulse buying, especially those at Matahari 

Department Store. Study this aim to know and analyze the influence of quality service, store atmosphere, 

and discounts price to impulse buying on consumer Sun Department Store Binjai Supermall. 

 

2. METHODS  

Study this using survey methods carried out at the Sun Department Store in Binjai City. Such location 

was chosen because a study on location study could answer the problem tree from studies in a manner 

more specific. Sample in a study from visiting respondents   Sun Department Store Binjai Supermall. 

Withdrawal sample use sample accidental as many as 200 respondents. Data analysis performed is multiple 

linear regression using the SPSS program. 
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3. RESULT AND DISCUSSION  

Results 

Table 1 Validity Test Results Variable Quality Service 

Item-Total Statistics 

 
Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha if 

Item Deleted 

item1 14.2000 8,441 .631 .869 

item 2 13.9333 7,789 .731 .845 

item3 13.8667 8,464 .610 .873 

item4 13.8000 7.131 .728 .850 

item 5 13.8000 7,890 .892 .815 

              

data above stated everything is valid on the variable quality service because the r value counts bigger 

from the r table = 0.1388. 

Table 2 Reliability Test Results Variable Quality Service 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.877 5 

  

Variable Cronbach's alpha value quality service (X1) ie of 0.877. the value said reliable of 0.877 > 

0.60 has met the reliability test and can use.        

Table 3 Validity Test Results Variable Store Atmosphere 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

item1 10.6000 3,490 .609 .523 

item 2 10.7000 3,666 .451 .630 

item3 10.7333 3,651 .457 .626 

item4 10.5667 4,530 .366 .676 

  

data above stated all valid on atmospheric store variables because the r value counts bigger from the 

r table = 0.1388. 

 

Table 4 Reliability Test Results Variable Store Atmosphere 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.684 4

  

Cronbach's alpha value of the atmospheric store variable (X2) ie of 0.684. the value said reliable of 

0.684 > 0.60 has met the reliability test and can use.                 

Table 5 Validity Test Results Variable Price Discounts 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

item1 21.6000 14,524 .649 .798 

item 2 21.8000 13.131 .625 .797 

item3 21.6333 14,654 .452 .825 

item4 21.5333 14,395 .428 .832 

item 5 21.8000 13,752 .626 .797 

item6 21.6333 13,620 .668 .790 

item7 21.8000 13,752 .626 .797 
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data above stated everything is valid on the variable piece price because the r value count is bigger 

from the r table = 0.1388. 

Table 6 Reliability Test Results Variable Price Discounts 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.828 7

   

Variable Cronbach's alpha value piece price (X3) ie of 0.824 This value said reliable of 0.824> 0.60 

has met the reliability test and can use.               

Table 7 Validity Test Results Impulse buying variable 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

item1 11.3333 3,747 .423 .638

item 2 11.2667 3.306 .551 .548

item3 11.1000 4,024 .465 .613

item4 110000 3,931 .412 .643

  

data above stated all of them are valid on the impulse buying variable because the r value count is 

bigger from the r table = 0.1388. 

Table 8 Reliability Test Results Impulse buying variable 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.678 4

  

Cronbach's alpha value of the impulse buying variable (Y), namely of 0.678 that value said reliable 

at 0.678> 0.60 has met the reliability test and can use.    

 

Analysis Results in Multiple Linear Regression 

Determination Test 

Table 9 Test of determination 

Summary Model b 

Model 

R R Square Adjusted R Square 

std. The error in 

the Estimate Durbin-Watson 

dimensio

n0

1 .971 a .942 .941 .58748 1,229

a. Predictors: (Constant), chunks price, store atmosphere, quality service 

b. Dependent Variable: Impulse buying 

  

Based on Table 9, the known mark Adjusted R Square is 0.941. the value could interpret the ability 

variable free influence variable bound as big 0.941. 

 

t-test 

Table 10 Test t 

Coefficients a 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B std. Error Betas 

1 (Constant) -.212 .417  -.509 .612 

quality service .555 .035 .712 15,968 .000 

atmospheric store .166 038 .168 4,425 .000 

piece price 099 .030 .139 3,234 002 

a. Dependent Variable: Impulse buying 
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Based Table 11 obtained equality regression as that is Z = 0.555 X1 + 0.166X2 + 0.099 X3 

 

 
Figure 3 Normality Test Histogram 

  

In the histogram image above, one can see the chart on the histogram has a trend following the 

diagonal line on the histogram, then the data is said to be normal. 

 

 
Figure 4 Histogram PP Normality Test Plot 

  

Test results data normality with the use PP-Plot picture shows data points have spread around the 

diagonal line because its residual data has distributed normally. 

 

 
Figure 5 Heteroscedasticity Test 

  

Based on 5 looks that dot, dot, dot spread in a manner random above and below   the number 0 on 

the Y axis. With thereby could conclude that equality regression on the hypothesis is free from the 

assumption of heteroscedasticity. 

 

Influence Quality Service To Impulse Buying 

Impulse buying or also called unplanned purchase is the behavior of someone who doesn't once do 

something planning in every shop [15]. The shop is which activity often done by groups Public [16]. From 

every activity shopping done by   consumer, not everything is purchased that has been planned especially 

first. By and large, they only want  Fulfill desire, and some too because of need. No forever consumer always 

purchases in a manner rational, however, sometimes appears purchase which is more based on factors 

emotion. Consumers buy something product, find that goods nor services more based on the 

encouragement of strong emotions, and sudden,   where matter the often triggered by   many matters like 

quality service. Service is something performance appearance, no tangible and fast loss, more could be felt 
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than owned as well as a customer could participate actively in the consumption process service. this   is in 

line with research conducted   [17] [18] [19] stating that quality service significantly affects impulse buying. 

  

The Effect of Store Atmosphere Against Impulse Buying 

Store Atmosphere got created through the design of visual environment, light, color, music, and 

aroma that can stimulate the emotional consumer to do the decision to purchase. Store Atmosphere doesn't 

only will give atmosphere environment a pleasant purchase, but also can give a mark plus to products sold.   

Besides it, Store Atmosphere will also determine the image shop alone. A good Store Atmosphere could 

ensure continuity company for endure to competition from loyal customers. Stores that have an 

atmosphere designed to shop   with goods will stimulate emotion from the consumer for Doing Impulse 

Buying ( purchasing no planned ). Impulse buying is defined as purchases made within     different shop   

from planning consumer for make priority moment enter the shop. Consumers who do Impulse Buying do 

not think for buy products or brands certain. Consumers tend to purchase because of interest in the brand 

or product at the time too. Impulse Buying is the trend for buying in a manner spontaneously, reflexively, 

suddenly, and automatically. With this Impulse Buying is something natural and is   a quick reaction.   this   

in line with research conducted   [20] [21] [22] that store atmosphere significantly affects impulse buying. 

 

Influence Discounts Against Impulse Buying 

Some factors influence impulse buying including those taken in a study this as a discount, in an era 

of intense competition like this company   must notice factor price because big its small price is the very 

influential ability to compete with something a company and influence consumer for buying the product 

[23]. Aim gift piece price is Push purchase in total large, encourage purchase orders could do with cash or 

more time   short, and binding customers not to move to other companies [24] . this   is generally worn 

company to persuade old users to buy more much, pushing user product new or convincing   consumer for 

try product that has been around for a long time [25]. Piece price is the strategy company with giving 

subtraction price from the price already   set for creating impulse buying for the sake of increasing the sale 

product or service [26]. this   is in line with research conducted by [ 27] [28] [29] that piece price 

significantly affects impulse buying. 

 

4. CONLUSION  

Quality service is influential positive and significant on impulse buying to consumers Sun 

Department Store Binjai Supermall. Atmospheric store influential positive and significant on impulse 

buying to consumers Sun Department Store Binjai Supermall. Piece price influential positive and significant 

on impulse buying to consumers Sun Department Store Binjai Supermall. 
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