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Abstract

The business development of dental clinicsin the city of Bandung isgrowing rapidly along with public awareness
of the importance of dental health. There has been a decrease in income at dental clinics in Bandung due to the
pandemic in the last two years and similar business competition, so researchers want to help and find out what
variablesinfluence people'sdecisionsin choosing a dental clinic. This research aimed at examining the effect of
sales promotion, lifestyle, and price discount variableson dental care decisions at dental clinicsin Bandung. The
data were taken from 105 respondents who had experience having dental care at the dental clinics in Bandung
by using online questionnaires. The analysistechnique used multiple linear regression. The results showed that
there was an influence of sales promotion, lifestyle, and price discount variables if they were combined
simultaneously, on dental care decisions at the dental clinic in Bandung, but if it was seen partially, the price
discountvariable did not affect the decision to have dental care at dental clinicsin Bandung. This research also
proved that sales promotion and lifestyle had a positive and significant impact on dental treatment decisions at
dental clinicsin Bandung. The findings were further discussed in this research.

Keywords—sales promotion; lifestyle; price discount; purchasing decision; dental clinics.

Abstrak

Perkembangan bisnis klinik gigi di kota Bandung berkembang dengan pesat seiring kesadaran masyarakat akan
pentingnya kesehatan gigi. Terjadi penurunan pendapatan pada klinik gigi kota Bandung yang disebabkan
pandemipadaduatahun terakhirdan persaingan bisnis serupa, sehingga peneliti ingin membantu dan mengetahui
variabel apa yang mempengaruhi keputusan masyarakat dalam memilih klinik gigi. Tujuan dari penelitian ini
adalah untuk mengujipengaruh variabel sales promotion, lifestyle dan price discount terhadap keputusan merawat
gigi di klinik gigi kota Bandung. Data diperoleh dengan menyebarkan kuesionersecara online dan diperoleh 105
responden yang pernah merawat gigi di klinik gigi kota Bandung. Teknik analisis menggunakan regresi linear
berganda. Hasil hipotesis menunjukan adanya pengaruh secara simultan varibel sales promotion, lifestyle dan
price discount terhadap keputusan merawat gigidiklinik gigi kota Bandung. Secara parsialvariabel price discount
tidak berpengaruh terhadap keputusanmerawat gigi di klinik gigi kota Bandung. Penelitian ini juga membuktikan
bahwa sales promotion dan lifestyle berpengaruh positif dan signifikan terhadap keputusan merawat gigi di klinik
gigi kota Bandung.Temuan lebih lanjut dibahasdalam penelitian ini.

Kata kunci— sales promotion; lifestyle; price discount; keputusan membeli; klinik gigi.

l. INTRODUCTION
Currently, people have realized the importance of dental health. Technology that is increasingly
developing, especially electronic media such as the internet, makes it easier for us to obtain the information
(Rachmawatiet al., 2019). This makespeople aware of the importance of dentalhealth and beauty. Information
on the internet also easily displays the existence of dental clinics in Bandung City so that competition in this
business is getting higher. Dental clinics in Bandung City are required to meet service standards and better
infrastructure to be able to compete.
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According to (Kumari, 2020) many factorsare considered in choosing, butproviding services thatare in
accordance with customer desires and can provide satisfaction is one way to attract customers and win the
competition. Ifan organization is not qualified in providing services, it will be left behind and run over in business
competition (Hasim, 2018). Research of Popovic, (2019) concluded that in general, purchasing decisions are
influenced by culture, social, personality, promotion,and price.

The role of marketingpromotion is very importantto find out which potential consumerswill be addressed
(Fang, 2020). Buyers with an indulgent way of life in addressing their necessities, regularly utilize passionate
rules rather than rationale in settling on buying choices (Risius, 2019). According to (Bunyamin; Manda, HM;
Hadidu, 2021) lifestyle must be studied in order to provide what services they need. Ethics in business in the
health service sector regulates ethics not to allow influencing the community but only to provide information
(Rachmi, 2020). This ethic that influences promotions, such as discounted prices, which must be packaged in such
away thatthereis no violation.

There has been a decrease in income in the last 2 years at dental clinics in Bandung City, in which there
was pandemic during those years. The chairman of the Indonesian Dentist Association (PDGI), Dr R.M Sri
Hananto Seno drg., SpBM (K) MM stated that the Covid-19 pandemic has greatly affected the decrease in the
number of patients who come to the dentist’s practice (Al Ansori, 2021).

Based on the phenomenon of the problem that hasbeen described, the formulation of the problem that the
researcher proposes is to ask whether there is an effect of sales promotion, lifestyle and price discount on the
decision to dental care at dental clinics in Bandung. The findings of this research are expected to fill the gap in
similar research thatalready exists in the field of dental clinics business from researchers (Putri & Sijabat, 2021),
where the results of the research stated that the variables of firm generated content, electronic word of mouth,
celebrity endorsement, prices and facilities have a positive and simultaneous effect. on purchasingdecisions, while
partially firm generated content, electronic word of mouth, celebrity endorsements have a significant effect on
purchasing decisions, only the price and facilities variables have no significant effect on purchasing decisions.
Based on the description above, the dentalclinic business needs to pay attention and determine strategies related
to sales promotion, lifestyle, and price discounts so that customers decide to take care of their teeth at dental
clinics in Bandung. The aim of this research is :

a. Analyzing the influence of sales promotion on dentalcare decisions in clinics in Bandung.
b. Analyzing the influence of lifestyle on dentalcare decisions in dentalclinics in Bandung.
c. Breaking down the impact of price discount on dentalconsideration choices in dentalclinics in Bandung

1. LITERATURE REVIEW

Sales Promotion

Sales promotion is a program created to create sales or with the aim of increasing sales and maintaining
customerinterest so that they continue to shop forthem (Gunawan Kwan,2016).“Below the line promotion”,also
known as sales promotion, are methods used by sellers to attract consumers'interest (Sujatmiko, 2015). Sales
promotion has been applied to trade by various companies in both manufacturingand services Suryaningsih,
(2019). Sales promotion can be interpreted as activities such as offers, coupons, discounts, consumer loyalty
programs, contests, refunds, sampling, and special displays, to encourage targeted consumers to act by reducing
the perceived value of the product being promoted. and usually to achieve goals in the short term (Jha, 2019).
Ladeira, (2020) argues that sales promotion can also be defined as an activity in marketing that is planned and
carried out by increasing the attractiveness of services and products. There are two different types of sales
promotions, namely monetary and non-monetary (Elrod, 2020). Monetary sales promotion is characterized by the
effect of financial offerings, such asdiscountsand coupons. Non-monetary promotions relate to offersthat are not
financialin nature,such as free samples, free gifts, contests and loyalty schemes. In this study, researchers focus
on monetary promotion, where a product is offered by providing financial offersand discounts. Previous research
conducted by (Narayanaswamy, 2018) statesthat there isan influence of sales promotion on purchasingdecisions.
Based on the findings regarding sales promotion, the first hypothesis proposed is:

Hi. Sales promotion hasa significant influence on the decision to dentalcare atdentalclinics in Bandung

All tablesshould be numbered with Arabic numerals. Every table should have a caption. Headings should be
placed abovetables, left justified. Only horizontal lines should be used within a table, to distinguish the column
headings from the body of the table, and immediately above and below the table. Tables must be embedded into
the textand not supplied separately. Below is an example which the authorsmay find useful.
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Lifestyle

Lifestyle is the way people live their lives to express one's activities, interests, and opinions. According to
(Bunyamin; Manda, HM; Hadidu, 2021). Lifestyle shows how individuals live their lives, spend money and use
their time. Previous research stated that lifestyle products have a significant influence on purchasing decisions.
This is because the higher a person’s lifestyle, the purchasing decision will increase. According to Astana &
Amanda, (2019) way of life alludes to how an individual lives, goes through cash, needs to make buys, and
mentalities. The lifestyle productis a product thatis becominga trend thatis adopted from outsid e fashion so that
it is widely followed by the younger generation (Akkaya, 2021). Products or services in dentalcare are in direct
contact with lifestyle where sometimes what is done by public figures in dental aesthetics is imitated by many

people. Past research observed that way of life hasa relationship with buyingconduct Retno & Handayani, (2019)
. Based on the findings regarding lifestyle, the first hypothesisis proposed as follows:

H.. Lifestyle influences the decision to dentalcare atdentalclinics in Bandung

Price Discount

Price has been widely used by companies or other business organizations as a variable that can attract
consumers in makingpurchasingdecisions (Biiyiikdagetal.,2020). Inaddition to attractingnew consumers, price
canalso bea variable in retainingexisting customers (Shaikh etal.,2019). Many companies carry out their strategy
by providing discounted prices to attract consumers first. Price is a very important factorto influence and attract
consumerconsideration and intention to buy a product (Noor, 2020). Discounts not only mean reduced prices, but
also mean getting the same service by differentiating prices for the same product. Price discounts have a great
influence on the high price of the product, and affect consumers, as well as increase the value of the product
(Burattoet al., 2019). Research has proven that price influences purchasing decisions (Biiyiikdaget al., 2020). In
addition, the price can affect the purchase quantity, i.e., if a discount is offered on the same product, the customer
can repurchase orgive advice to others. That s, the price variable in addition to influencing purchasing decisions,
price can provide satisfaction. Previous research conducted by Noor, (2020) showed that price can influence
consumer purchasing decisions. Based on the findings regarding the price discount, the first hypothesis proposed
is as follows:

Hs. Price discount hasa significant effect on the choice to dental consideration atdental clinics in Bandung.

Purchasing Decision

The definition of a purchase decision can be interpreted as a person's decision where he has decided to
choose one of severalalternative optionsavailable (Eshra & Beshir, 2019). Research conducted by (Amron, 2018)
states that purchasing decisions can also be interpreted as a process where consumers choose one product
according to the desired taste in a decision to buy a product. Inaddition, purchasing decisions can be interpreted
as consumer decisions regarding their preferences for brands that are in the available choices (Wiwi
Kurnianingsih, 2019).

Ha. Sales promotion, lifestyle, price discountsimultaneously affectsthe decision to take care of teeth at
the dentalclinic in Bandung.

Hi
Sales Promotion (X1) |.
H: Purchase
) Decision
Lifestyle (X2) (Y
E-‘//;L
Price Discount (X3) |’ Fy
Ha

Source: data processed 2021

Source: data processed 2021
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Figure 1. Research Framework

. RESEARCH METHODOLOGY
In this research, the researcher intended to investigate the effect of sales promotion (X1), price discount
(X2) and lifestyle (X3) variables on the decision to dentalcare at dentalclinics in Bandung(Y). Indicatorson the

variablesof sales promotion (X1), lifestyle (X2) and price discount (X3) the decision to treat teeth at dental clinics
in Bandung (Y) were as follows:

Table 1. Variable Measurement

No Variable Item Indicator Reference

SP1 Promotionfrequency )

sp2 Promotion quality (Suharsono & Sari, 2019)
1 Sales Promotion SP3 Promotion quantity

SP4 Promotiontime

SP5 Accuracy orsuitability to achieve the company’s

desired target

LS1 Activities (Suharsono & Sari, 2019)
2 Lifestyle LS2 Interest

LS3 Opinion

) ) PD1 The amount of the discount (Wijaya Ermy, 2016)

3 Price Discount PD2 Discount period

PD3 Types of products that get a discount

N KM1 Needs introduction
Purchase Decision kM2 Informationsearch (Natalia & Mulyana, 2014)

4 KM3 Alternative selection

KM4 Purchase decision

KM5 Post-purchase behavior

Source: data processed 2021

Measurement of each indicatorusing a Likert scale of 1 (strongly disagree) to 5 (strongly agree). This type
of research was descriptive verification. The research methodology used is a quantitative method. (Putri Kinanti
& Primadani Satria Putri, 2017) expressed that informative examination is an exploration strategy that meansto
clarify the situation of the factors considered and have a causalconnection between one variable and another. In
this exploration, the analyst circulated an online poll by conveying an organization connect that would guide the
item to a page that showed a few survey questions. Then, the analyst chose the respondents. The population taken
in this research were people who had treated their teeth at dental clinics in Bandung. The population in this
research is not known or known asthe unknown population. According to (Nirawati et al., 2020) the number of
samplestaken forthe unknown population was by using the formula:

n=z n=10962

ap? 4(0,1)%

n = 96,4 =97 respondents

Information:

n = Number of Sample

Z = The degree of trust in the sample needed in the research
p= Margin of error
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The number of samples was the level of confidence in the sample required in the research (with a
confidence degree of 90% then Z = 1.96) and the margin of error was determined at 10%, by using the above
formula, the calculation was obtained by 97 respondents and in this research using 105 respondents. The data
collection method used in this research wasan online survey. The questionnaire had been through content validity
by expert judgment, including two dentists who have dental clinics in Bandung City. The panel data regression
analysisequation was written asfollows:

Y = a+b1 X1+b2Xo+h3 Xz+e

Information .Y = Decision to dentalcare atthe Dental Clinics in Bandung
X1 = Sales Promotion
Xz = Lifestyle
X3 = Price Discount
a =Constant
b = Regression Coefficient
e =Error Term

V. RESULT/ FINDING
A. Result

The primary data in this research were distributed through an online questionnaire. The data were provided
by 160 respondents, 55 respondents were outside the research population so that the data used were 105
respondents. From the data that hasbeen obtained, it can be seen in the profile table of the following respondents:

Table 2. Respondent Profile

No Variablez Rate
1 Sex hian 280%
Woman T20%
2 Age < 17, years. old 1%
17 -22 yearm.  old 17.1%
13 - 2B, years. old 17.1%
29 -3 years. old 213 B%
35 - 40, years. old 28.7%
= 40, years. old 11 4%
3 Cocupation Entreprensur 17,1%
Povate Officers 43 7%
Cral Servants 11 4%
Orhers 9 5%
4 Education Laval Semior High Schoal 19,05
Diiploma 104%
Undergraduate 42 0%
Posteraduate 2B 6%
5 Income in Every Month < Rp. 2.000.000 2 8%
= Fp.2.000.000 - Fp.4.000.000 2 0%
= Bp4.0000000 - Bp.6.000.000 152%
= Bp 6.000.000 - Ep.8.000.000 9.53%
> Rp B.000.000 305%
& Products / samices that are expected to have a price discount Orthadontics (Braces) 19.0%
Dantal Plagque Cleaning A%
Drantal Filling 4 3%
Whitsming 10.5%
Orthers 2.8%

Source: data processed 2021

Responsesfrom 105 respondents, respondents with female sex as muchas72% and male asmuch as 28%,
most respondents in this study were dominated by the age group of 35 - 40 years. Most of the respondents’
occupations were private employees, and the education level of respondents was dominated with an undergraduate
education background. The profile of respondents with the highest frequency of monthly income was >
Rp.8,000,000 and 34.3% of respondents answering that dentalfillings were productsor services thatare expected
to havea price discount. Based on the descriptive analysistest that hasbeen finished, the respondents' responses
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to the sales promotion, lifestyle, and price discount, and the decision to dentalcare at the dentalclinics in Bandung
can be seen in the following table:

Tabel 3. Interpretation Scale of Sales Promotion Variable Score (X1), Lifestyle (X2), Price Discount (X3) and
Dental Care Decisions atthe Dental Clinic in Bandung.

No Average Value Interpretation
1 4,20-5,00 Very High

2 3,40-4,19 High

3 2,60-3,39 Middle

4 1,80-2,59 Low

5 1,00-1,79 Very Low

Source: (Oska, 2020)

To measure the score interpretation scale on the variables X1, X2, X3, and Y, table 3. The formula used is
(Oska, 2020):

Highest Score — Lowest Score

Interval
5-1 =08
5
Table 4. Results of Descriptive Analysis

No Variable Average Score Standard Deviation Interpretation
1 Sales Promotion 3,8 1,0487 High
2 Lifestyle 3,4 1,1347 High
3 Price Discount 3,6 1,1282 High
4 Decision to dental care at the 4,1 0,8631 High

Dental Clinics in Bandung

Source: data processed 2021

Table 4 wasdata regarding the average score, standard deviation and interpretation of each variable. Based
on the respondents' responses to these variables, it shows that the results of the descriptive analysis fall into the

good category. Based on the average variable score in this research, it had a high interpretation so thatthe data in
this research was feasible to use.

Mormal P-P Plot of Regression Standardized Residual
Dependent Wariable: SUM_KM

1.0

0.5

0.4

Expected Cum Prob

0. T T T
oo oz o4 [a N} o8 10

Observed Cum Prob

Source: data processed 2021

Figure 2. Normality Test Results

350



Suprayogi et al. Jurnal Manajemen Indonesia (Vol. 22(3), pp. 344-355, 2022)

In Figure 2 above, we can note that the results of the normality test using the p-plot graph method show
that the points obtained are still following the diagonal line. From these outcomes, we can infer that the
information is ordinarily conveyed, orthe information utilized is regularly circulated. So, we can likewise presume
thatthe normality assumption can be met.

Scatterplot
Dependent Variable: SUM_KM

Regression Studentized Residual
o
I

2 o

Regression Standardized Predicted Value

Source: data processed 2021

Figure 3. Heteroscedasticity Test

We can see in Figure 3, we get anirregular random patternthatspreadsabove and below zero (0) on the
Y-axis. Therefore, we can conclude that the residual variance is homoscedastic.

Table 5. Multicollinearity Test Results

Collinearity Statistics

Model Tolerance VIF

1 (Constant)
Sales_Promotion .669 1.495
Lifestyle .739 1.352
Price Discount .666 1.502

Source: data processed 2021

If the tolerance value is > 0.10 and the VIF valueis > 10.00, it meansthatthereis no multicollinearity. In
table 5, the tolerance and VIF values for sales promotion (X1) lifestyle (X2) price discount (X3) buying decision
(Y): Tolerance =0.666 > 0.10 and 1.502 < 10.00 then there is no multicollinearity and can be continued at the
nextstage.

Table 6. Correlation Value and Coefficient of Determination

Model R R Square Adjusted R Square Std. Error of the Estimate

1 722° 522 .508 3.821
a. Predictors: (Constant), Price Discount, Lifestyle, Sales Promotion

b. Dependent Variable: Dental Care Decision
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Source: data processed 2021

Table 6 had the meaning of the sales promotion variable (X1), lifestyle (X2), price discount (X3), when
viewed from Adjusted R square value of 0.508 which meantthatit had an influence of 50.8% on the decision to
dentalcareatthe dentalclinics in Bandung(Y), while the remaining 49.2% was the contribution of othervariables
besides sales promotion (X1), lifestyle (X2), price discount (X3).

Table 7. Multiple. Linear Regression Results

Model. Unstandardized. Standardized
Coefficients. Coefficients t Sig.
B Std. Error Beta
1 (Constant) 15.415 2.463 6.259 .000
Sales_Promotion .383 .068 476 5.655 .000
Lifestyle 419 .109 .306 3.828 .000
Price_Discount .098 .098 .085 1.004 .318

a. Dependent Variable: Taking Care Decision
Source: data processed 2021

Based on table 7 the results of multiple linear regression in this research could be written as follows:
Decision on Dental Care atthe DentalClinics in Bandung City = 15,415 +0,383 (X1)+0419(X2)+0,098 (X3). Based
on the multiple linear regression equation obtained a constant value of 15,415. That was, if the decision to become
a customer variable (Y) was not influenced by the three independent variables, including sales promotion (X1),
lifestyle (X2), price discount (X3) was zero, then the average size of the decision to dentalcare at the dental clinics
in Bandungwould be 15,415.

To answer the hypothesisin this research, the results of multiple linear regression were used asa parameter
toacceptorreject the hypothesis. From thet-table at a significance of 10% (a. = 0.10) and with degrees of freedom
df =105—- 3 =102, the table valueis 1.659. The results of multiple linear regression based on table 7 and t-table
values, it can be concluded that:

1. The sales promotion variable with a t-count value > t-table value of 5.655 > 1.659 was supported by a
significance value of 0.000 <0.05, so Ho was rejected and H1 was accepted. This meant that the sales
promotion variable had a significant effect on the decision to treat teeth at the dentalclinics in Bandung.

2. The lifestyle variable with a t-count value > t-table value of 3.828 > 1.659 was supported by a significance
value 0f 0.000 <0.05, so Howas rejected and H2 wasaccepted. This meantthat the lifestyle variable had a
significant effect on the decision to treat teeth at the dentalclinics in Bandung.

3. The price discount variable with a t-count value < t-table value of 1.004 < 1.659 and a significance value
0f0.318 > 0.05, then Ho was accepted and Hswas rejected. This meant that the price discount variable had
no significant effect on the decision to treat teethata dentalclinic in Bandung.

4. The results obtained based on the F test sig 0.000 <0.05, then Ho was rejected and H1 was accepted. It
could be concluded that simultaneously there was a significant effect of sales promotion (X1), lifestyle
(X2), price discount (X3) on decisions takingcare of teeth atdentalclinics in Bandung(Y).

V. DISCUSSION

The findings in this research indicated that sales promotion (X1), lifestyle (X2) significantly and positively
influence the decision to treatteeth atthe dentalclinics in Bandung. Together, the three sales promotion variables
(X1), lifestyle (X2) and price discount (X3) also affected the decision to treat teeth at dental clinics in Bandung.
Sales promotion had an effect on purchasingdecisions or in this research havingdentalcare atdental clinics in the
city of Bandung, in line with research of (Hasim, 2018) which states that there is a positive and significant
relationship between sales promotion and purchasing decisions using online media.

Lifestyle hasan effect on purchasingdecisions or in this research having dentalcare at dental clinics in the
city of Bandung, in line with research conducted by (Akkaya,2021) which statesthat lifestyle segmentation hasa
significant effect on purchase intentions for a product brand. However, the lifestyle variable doesnot always have
a significant effect on purchasing decisions, for example in research of (Soepeno et al., 2015) which states that
the lifestyle variable partially doesnot have an influence on consumer decisions in making purchases at Mississippi
Manado Town Square. These different results can be influenced by different backgrounds, regions and community
needs.

The hypothesis of the variable at the price discount which was notsignificant to the decision to dentalcare
atthe dentalclinics in Bandungis in line with several previous research, including accordingto (Wilujeng, 2017)
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which statesthat the price discount variable has no significant effect on purchasingdecisions. In addition, previous
research from (Putri & Sijabat,2021)also statesthat the price variable does not significantly influence the decision
to choose dentalclinics. Previous research and the findings in this study contradict the law of demand which states
that the more expensive an item is, the lower the demand for it and vice versa, the cheaper it is, the higher the
demand (Feng et al., 2017). However, research of (Lee & Chen-Yu, 2018) states that when consumers cannot
predict a quality of service before they get the service (in this case at dental clinics) consumers will have an
expectation that the quality of service they will get will be in accordance with the price they pay. If there is a large
price discount or the price position offered by the service provider is low, thenthere is a possibility that consumers
will catchthe perception thatwhatthey get is poorquality.

VI.  CONCLUSION AND RECOMMENDATION

The results of this research found that the variables of sales promotion, lifestyle and price discount
simultaneously had a significant influence on the decision to dentalcare at dentalclinics in Bandung. Partially, the
variables of sales promotion and lifestyle had a positive and significant influence on the decision to dentalcare at
dentalclinics in Bandung. While the price discount variable had no significant effect on the decision to dentalcare
atthe dentalclinics in the city of Bandung.

The research conducted revealed that the management of dental clinics in Bandung must continue to pay
attention to factors such as sales promotion, lifestyle to have a wider market share and can continue to attract
consumer interest in making decisions about dental care at dental clinics in Bandung. The price discount factor
thatdid not have a significant effectcould also be used asa basis for consideration in making policy.

The sales promotion variable hasa regression result with a significant effect of 38% on the decision to treat
teeth at a dental clinic in Bandung, not much adrift with the variable that has the highest significance. It is
recommended for dental clinics managers in the city of Bandung to conduct promotions related to product
information, services, facilities and medical personnel (dentists and dentist specialists) available at their dental
clinics.

The regression results of the lifestyle variable have the most significant influence on the decision to dental
careatthe dentalclinics in Bandung, which was 41%. It was recommended fordentalclinics managersin Bandung
to be able to provide the latest products, services and facilities at their clinics that continue to follow consumer
needs. The limitations of this research, both from the number of questionnaires distributed to respondentsand the
presence of othervariables ormoderating variables that canget more significant results, it was expected that further
researchers can fill these limitations.

ACKNOWLEDGMENTS

The participant responders who agreed to participate in this study are appreciated, says the author. Don't forget
that the authors would also want to express their gratitude to the reviewers whose thorough comments led to a
considerable improvement of this paper.

REFERENCES

Akkaya, M. (2021). Understanding the impacts of lifestyle segmentation & perceived value on brand purchase
intention: An empirical study in different product categories. In European Research on Management and
Business Economics (pp. 1-11). Elsevier.

Al Ansori, A. N. (2021). Angka Kunjungan ke Dokter Gigi Selama Pandemi COVID-19 Terjun Bebas.
Liputan6.Com.

Amron, A. (2018). The Influence of Brand Image, Brand Trust, Product Quality, and Price on the Consumer’s
Buying Decision of MPV  Cars. European Scientific Journal, ESJ, 14(13), 228.
https://doi.org/10.19044/esj.2018.v14n13p228

Astana, l., & Amanda, P. A. (2019). Pengaruh shoping lifestyle, price discount dan product quality terhadap
impulse buying di ud. Kharisma desa tamblang. Artha satya dharma.

353



Suprayogi et al. Jurnal Manajemen Indonesia (Vol. 22(3), pp. 344-355, 2022)

Bunyamin; Manda, HM; Hadidu, A. (2021). Analysis of lifestyle, price discountand product quality on impulsive
buyingin issue clothing store. Jurnal Inovasi Penelitian, 2(1), 213-220.

Buratto, A., Cesaretto, R., & De Giovanni, P. (2019). Consignment contractswith cooperative programsand price
discount mechanismsin a dynamic supply chain. International Journal of Production Economics, 218, 72—
82. https://doi.org/10.1016/j.ijpe.2019.04.027

Biiytikdag, N., Soysal, A. N., & Kitapci, O. (2020). The effect of specific discount pattern in terms of price
promotionson perceived price attractivenessand purchase intention: An experimentalresearch. Journal of
Retailing and Consumer Services, 55(February), 1-11. https://doi.org/10.1016/j.jretconser.2020.102112

Elrod, J. K. (2020). Sales promotion in health and medicine: using incentives to stimulate patient interest and
attention. In BMC Health Services Research (Vol. 20). https://doi.org/10.1186/s12913-020-05601-y

Eshra,N., & Beshir, N. (2019). Effect of Consumer Attitude towards SMS Advertising and Demographic Features
on Egyptian Consumers Buying Decision. Journal of Marketing Management, 7(2), 2333-6099.
https://doi.org/10.15640/jmm.v7n2a8

Fang, J. (2020). The effect of promotion integration strategy on sales performance in the context of multiple
platforms: Considering the moderating effect of platform’s market demand. In Proceedings of the Annual
Hawaii International Conference on System Sciences (Vol. 2020, pp. 4061-4068).

Feng, L., Chan,Y. L., & Cérdenas-Barron, L. E. (2017). Pricing and lot-sizing polices for perishable goods when
the demand depends on selling price, displayed stocks, and expiration date. International Journal of
Production Economics, 185,11-20. https://doi.org/10.1016/j.ijpe.2016.12.017

Gunawan Kwan, O. (2016). Pengaruh Sales Promotion Dan Store Atmosphere Terhadap Impulse Buying Dengan
Positive Emotion Sebagai Variabel Intervening Pada Planet Sports Tunjungan Plaza Surabaya. Jurnal
Manajemen Pemasaran, 10(1), 27—-34. https://doi.org/10.9744/pemasaran.10.1.27-34

Hasim, M. A. (2018). The relationship between sales promotionsand online impulse buying in Malaysia. Opcion,
34,295-308.

Jha, S. (2019). Sales promotions for preorder products: The role of time-of-release. Psychology and Marketing,
36(9), 875-890. https://doi.org/10.1002/mar.21242

Kumari, P. (2020). Effective sales promotion strategies for gaining competitive edge and intensive growth.
International Journal of Scientific and Technology Research,9(4), 2784-2788.

Ladeira, W. J. (2020). The Influence of Brand Credibility on Consumers’ Attention to Sales Promotions. Journal
of Promotion Management, 26(6), 855-873. https://doi.org/10.1080/10496491.2020.1745981

Lee, J. E., & Chen-Yu, J. H. (2018). Effects of price discounton consumers’ perceptions of savings, quality, and
value for apparel products: mediating effect of price discount affect. Fashion and Textiles, 5(1).
https://doi.org/10.1186/s40691-018-0128-2

Narayanaswamy, R. (2018). Online sales promotion in hedonic versus utilitarian product categories. In
International Journal of Electronic Marketing and Retailing (Vol. 9, Issue 1, pp. 77-88).
https://doi.org/10.1504/1JEMR.2018.088590

Natalia, P., & Mulyana, D. M. (2014). Pengaruh Periklanan Dan Promosi Penjualan Terhadap Keputusan
Pembelian. 2(2), 119-128.

Nirawati, L., Ayu, B., Safitri, D., & Ahmad, R. F. (2020). Pengaruh Kemudahan Transaksi dan Kepercayaan
Produk Loyalitas Pelanggan Gojek (Studi Pada Mahasiswa Aktif Administrasi Bisnis UPN “Veteran” Jawa
Timur). Jurnal Syntax Idea, 2(9), 594-604.

354



Suprayogi et al. Jurnal Manajemen Indonesia (Vol. 22(3), pp. 344-355, 2022)

Noor, Z. Z. (2020). The Effect Of Price Discount And In-Store Display On Impulse Buying. Sosiohumaniora.

Oska, S. S. sunaryo. (2020). Pengembangan e-modul berbasis proyek untuk memotivasi belajar siswa sekolah
kejuruan.4(1), 99-111.

Popovic, 1. (2019). Factors influencing consumers’ decision to purchase food in environmentally friendly
packaging: What do we know and where do we go from here? In Sustainability (Switzerland) (Vol. 11, Issue
24). https://doi.org/10.3390/SU11247197

Putri Kinanti, S., & Primadani Satria Putri, B. (2017). Pengaruh Media Sosial Instagram @Zapcoid Terhadap
Brand Equity Zap Clinic. Jurnal Komunikasi, 9(1), 53-64.
https://media.neliticom/media/publications/137697-1D-pengaruh-media-sosial-instagram-zapcoid.pdf

Putri, V. M., & Sijabat, R. (2021). Pengaruh Firm Generated Content, Electronic Word of Mouth, Celebrity
Endorsement, Harga dan Fasilitas terhadap Keputusan Memilih Klinik Gigi. Jurnal InterAct.
http://ejournal.atmajaya.ac.id/index.php/interact/article/view/2484

Rachmawati, I. K., Handoko, Y., Nuryanti, F., Wulan, M., & Hidayatullah, S. (2019). Pengaruh kemudahan,
kepercayaan pelanggan dan kualitas informasi terhadap keputusan pembelian online. Seminar Nasional
Sistem Informasi 2019, 3(September), 1617-1625.

Rachmi,P. N. (2020). GambaranBauran Promosi Unit Pemasaran Rumah Sakit Islam Surabaya. VISIKES: Jurnal
Kesehatan Masyarakat, 19(1), 25—40. http://publikasi.dinus.ac.id/index.php/visikes/article/view/3760

Retno, K., & Handayani, S. R. (2019). The Influence of Product Innovation and Lifestyle on Perceived Quality
and Interest in Buying Songket. In Eurasia: Economics & Business 2 (20). econeurasia.com.

Risius, A. (2019). Choosing a lifestyle? Reflection of consumer extrinsic product preferences and views on
important wine characteristics in Germany. Wine Economics and Policy, 8(2), 141-154.
https://doi.org/10.1016/j.wep.2019.09.001

Shaikh, A. A., Khan,M. A. A, Panda,G. C., & Konstantaras, 1.(2019). Price discount facility in an EOQ model
for deteriorating items with stock-dependent demand and partial backlogging. International Transactions
in Operational Research, 26(4), 1365-1395. https://doi.org/10.1111/itor.12632

Soepeno, D., Tumbel, A., & Umboh, S. (2015). Analisis Kualitas Produk, Brand Image Dan Life Style Terhadap
Keputusan Pembelian Pakaian Wanita Di Mississippi Manado Town Square. Jurnal Riset Ekonomi,
Manajemen, Bisnis Dan Akuntansi, 3(1), 1096-1105. https://doi.org/10.35794/emba.v3il.7874

Suharsono,R. S., & Sari, R. P. (2019). Pengaruh Promosi Media Online terhadap Keputusan Pembelian Produk
Hijab.  JAMIN :  Jurnal  Aplikasi  Manajemen  Dan  Inovasi  Bisnis, 1(2), 41.
https://doi.org/10.47201/jamin.v1i2.28

Sujatmiko, G. (2015). Below The Line: Media Strategy in Improving Promotion of Independent Choir In
Surabaya. Case Study: Concert of Coro Semplice Indonesia. http://repository.ubaya.ac.id/27654/

Suryaningsih, 1. (2019). The effect of coupon sales promotion, online customer review and perceived enjoyment
on repurchase intention in e-commerce shopee. International Journal of Scientific and Technology
Research, 8(8), 435-440.

Wijaya Ermy, O. Y. (2016). Faktor Yang Mempengaruhi Impulse Buying Pada Hodshop Bengkulu.48, 5-15.

Wilujeng, S. (2017). Pengaruh Price Discount Dan BonusPack Terhadap Impulse Buying Konsumen Indomaret
di Kecamatan Sukun Kota Malang. Journal FEB Universitas Kanjuruhan Malang, 457—-469.

Wiwi Kurnianingsih, S. S. (2019). Pengaruh Kualitas Produk Dan Promosi Penjualan Terhadap Keputusan
Pembelian Pada Pt. Nestle Indonesia. Skripsi Respositari, 1(1), 510-524.

355



