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ABSTRACT 
This study aims to determine the effect of price discount, store 
atmosphere, and visual merchandising on impulse buying behavior of 
Transmart retail consumers in Denpasar. Stimulus-Response Theory is 
used in this study. The method of determining the sample in this study is 
non probability sampling using purposive sampling technique in a total 
of 112 respondents. The data were gathered through distributing 
research questionnaires to respondents. The analysis was conducted 
using statistic descriptive analysis and statistic inferential analysis that 
includes multiple linear regression analysis, classical assumption test, F-
test and t-test. The result showed that price discount has a positive and 
significant effect on impulse buying; store atmosphere has a positive and 
significant effect on impulse buying; visual merchandising has a positive 
and significant effect on impulse buying; and those variables were 
simultaneously affecting the impulse buying behavior. The implication of 
this study suggests that price discount, store atmosphere, and visual 
merchandising can be considered as stimuli to increase impulse buying 
on Transmart retail consumers in Denpasar. 

Keywords: Price Discount, Store Atmosphere, Visual Merchandising, Impulse 

Buying. 

 

INTRODUCTION 

Ther de rve rlopmernt of moderrn re rtail bursine rss in Indonersia has 

pe rnertrate rd so rapidly in re rce rnt yerars. This is markerd by ther e rxiste rncer of 

traditional marke rts that haver be rgurn to be r displace rd by ther e rme rrge rncer of 

variours type rs of mode rrn markerts, so that se rve rral re rtail shopping ce rnterrs have r 

sprurng urp in variours shape rs and size rs (Ningsih, e rt al., 2020). The r rapid growth 

of moderrn re rtail has caurserd compe rtition bertwe rern companie rs to bercomer 

incre rasingly fie rrce r. On ther otherr hand, ther fie rrce r compe rtition is dure r to ther 

naturre r of ther re rtail bursinerss which is ve rry difficurlt to distingurish and  ther 

barrie rr to e rntry is verry low, erspe rcially sincer the r growth of ther re rtail bursine rss 

has re rce rntly erxpe rrie rnce rd a significant incre rase r. 

Based on data presented by the United States Department of 

Agriculture (USDA) regarding retail companies in Indonesia with the largerst 

mailto:rarapuspita22@gmail.com


 

2312 

 

sales on 2022. This data shows that ther compe rtition in ther re rtail bursine rss 

world is verry tight and Transmart is oner of ther re rtailerrs that has not bere rn abler 

to catch urp with otherr re rtail sale rs. This me rans that thery nere rd to work harde rr 

in dersigning a marke rting strate rgy that can increrase r consurme rr shopping 

interre rst in Transmart re rtail so that this will have r an impact on incre rasing 

Transmart sale rs. The r strate rgy that can be r doner is to incre rase r impurlse r burying 

from consurme rrs. This state rme rnt is surpporterd by rerse rarch condurcterd by Purtra 

and Rahanatha (2023) which state rs that impurlse r burying dire rctly contriburte rs to 

re rtaile rr sale rs turrnoverr.  

In ther purrchase r de rcision-making proce rss, consurmerrs can make r planne rd 

or urnplannerd purrchase rs. Plannerd purrchase rs are r purrchasing be rhaviors wherrer 

de rcisions haver be re rn considerrerd be rfore r ernterring ther storer and are r base rd on 

consurme rr ne re rds influre rnce rd by the r marke rting mix, while r urnplannerd purrchase rs 

also known as impurlse r burying are r purrchasing be rhaviors withourt prior 

considerration and will occurr wherne rve rr therre r is an urnerxpe rcterd stimurlurs 

(Ningsih, e rt al., 2020). Impurlse r burying be rhavior is oner of ther challe rngers in ther 

marke rting world (Soerlton ert al., 2021). Impurlse r burying is an urnplannerd 

purrchase r withourt care rfurl conside rration and a rational dercision-making proce rss 

dure r to strong stimurlurs (Lye rr e rt al, 2020). 

This dercision to make r an urnplannerd purrchase r may occurr be rcaurse r 

consurme rrs are r attracte rd to promotions thery find appe raling, surch as offe rring 

price r discournts, cashback, bonurs packs, or gifts (Lerstari, 2018). Visural 

e rlerme rnts, surch as apperarance r, adve rrtising bannerrs, ple rasant fragrance rs, 

colors, or mursic arrange rd by marke rte rrs, can e rncourrager consurme rrs to make r 

spontanerours purrchase rs (Derwi and Jatra, 2021). Base rd on this staterme rnt, it can 

be r said that factors that can increrase r  consurme rr burying impurlse rs are r factors 

surch as price r discournts, store r atmospherre r, and visural me rrchandising. 

Stimurli surch as pricer discournts can trigge rr the r de rsire r for impurlse r 

burying. (Tolisindo, 2017). Price r discournt is oner of the r sale rs promotion 

strate rgie rs by offe rring produrcts at a lowe rr price r than thery shourld be r (Artana e rt 

al, 2019). Consurme rrs in ge rnerral will be r interre rsterd in ge rtting a re rasonable r price r 

whern making a transaction.  

Impurlse r burying be rhavior can also e rme rrge r dure r to a surpportive r storer 

atmospherre r, le rading to urnplannerd purrchase r de rcisions (Purtra and Warmika, 

2023). Ther store r atmospherre r, both inside r and ourtside r, inclurding e rlerme rnts liker 

lighting, colors or toners, sce rnts, and mursic, is de rsignerd by erntrerpre rne rurrs to 

influre rncer consurme rrs (Soe rlton, 2021).  

Visural me rrchandising can attract consurme rr atterntion, ermphasize r 

produrct fe raturre rs, stimurlate r interre rst in re rading provide rd information, ernhancer 
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ther shopping e rxpe rrie rncer, and e rncourrage r urnplannerd purrchase rs (Faurzi & Amir, 

2019).  Ther practice r of visural display me rrchandising is ofte rn re rfe rrre rd to as 

"sile rnt sale rspe rrson" who provide rs information throurgh visural me rdia and by 

se rlling surgge rstiverly or surgge rsting to add ite rms to consurme rr purrchase rs 

(Kerrtiana and Artini, 2019). 
Ther therore rtical fourndation of this rerse rarch is ther Stimurlurs-Re rsponser (S-

R) Therory. Ther the rory of stimurlurs re rsponse r by Kotlerr (1997) in consurme rr 

be rhavior is urse rfurl for urnderrstanding consurme rr purrchasing be rhavior. The r 

the rory surccinctly illurstrate rs that consurme rrs as individurals are r e rxpose rd to 

marke rting stimurli re rlate rd to produrcts, price rs, placers, and promotions. 

Consurme rrs are r also erxpose rd to otherr stimurli in ther markerting e rnvironme rnt, 

inclurding e rconomic, te rchnological, political, and curlturral factors (Kanagal, 

2016). "Stimurlurs" (S) is de rfinerd as some r e rxterrnal or ernvironme rntal factors that 

affe rct an individural's psychological and physical we rll-bering (Ngurye rn e rt al., 

2022) whiler "Re rsponse r" (R) is a positiver (approaching) or ne rgative r (avoidant) 

be rhavior in re rsponse r to the r stimurlurs give rn (Ngurye rn ert al., 2022). 

Ther re rsurlts of ther sturdy by Sapurtro (2019) staterd that therre r was a 

positiver and significant influre rncer of discournts on impurlse r burying be rhavior. The r 

re rsurlts of Ninik Rurmiati (2021) state rd that price r discournts haver a positive r and 

significant e rffe rct on impurlser burying. Re rse rarch by Maharani (2018) state rd that  

ther price r discournt  variabler has a positiver and significant erffe rct on impurlser 

burying. Ther re rse rarch by Artana, e rt al. (2019) state rd that price r discournts haver a 

significant positiver e rffe rct on impurlse r burying. 

H1: Price r discournt has a positive r and significant e rffe rct on impurlse r burying 

Ther re rsurlts of Dharma and Kursurmade rwi (2018) rerse rarch state rd that ther 

atmospherre r of the r store r had a significant positiver e rffe rct on impurlse r burying. In 

liner with rerse rarch by Anggraini and Surlistyowati (2020) that storer atmospherre r 

has a significant e rffe rct on impurlse r burying be rhavior. Ther re rsurlts of a sturdy 

condurcte rd by Nurrhidayah (2022) state rd that storer atmosphe rre r has a 

significant influre rncer on impurlser burying.  

H2: Storer atmospherre r has a positive r and significant e rffe rct on impurlser burying 

Base rd on re rse rarch by Pe rbrianti and Yurwinda (2021), it is state rd that 

visural me rrchandising significantly affe rcts impurlser burying. Ther re rserarch 

condurcte rd by Wigurna and Wijayanti (2019) staterd that visural me rrchandising 

has a positive r and significant erffe rct on impurlse r burying. Rerserarch condurcte rd by 

Anggrae rni, e rt al. (2020) staterd that visural me rrchandising has a significant 

positiver e rffe rct on impurlse r burying.  
H3: Visural me rrchandising has a positive r and significant erfferct on impurlse r 

burying 
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Base rd on rerse rarch by Urmmah (2022), it is erxplaine rd that ther variable rs  

of price r discournt, storer atmospherre r, and visural me rrchandising simurltane roursly 

have r a positiver and significant influre rnce r on ther impurlse r burying variable r. Ther 

re rse rarch is in liner with rerse rarch condurcterd by Wicaksono (2021) which staters 

that pricer discournts, storer atmosphe rre r, and visural me rrchandising 

simurltaneroursly haver a positiver and significant erffe rct. According to ther rersurlts 

of Sapurtra (2020) which staters that price r discournts, storer atmospherre r, and 

visural me rrchandising have r a simurltane rours e rffe rct on impurlser burying. 

H4: Price r discournt, storer atmosphe rre r, visural merrchandising simurltane roursly 

has a positive r and significant e rffe rct on impurlse r burying. 

 

Ther concerptural frame rwork in this sturdy is as follows. 

Figure 2. Conceptual Framework 

RESEARCH METHODS        

 This sturdy e rmployerd a qurantitativer approach ursing a caursal associative r 

me rthod. It was condurcterd in De rnpasar city and aimerd to e rxamine r ther 

influre rncer of price r discournts, store r atmospherre r, and visural merrchandising on 

impurlse r burying among Transmart re rtail consurme rrs. Ther variable rs sturdie rd we rre r 

price r discournt (X1), storer atmospherre r (X2), visural me rrchandising (X3), and 

impurlse r burying (Y). Ther popurlation size r was considerre rd infiniter, and ther 

sample r size r was 112 re rspondernts chose rn throurgh non-probability purrposive r 

sampling. Analysis te rchniqurers inclurde rd murltipler line rar re rgrerssion analysis, 

classical assurmption tersts, simurltane rours F-te rst, t-terst, and R-squrare rd te rst. 

 

RESULTS AND DISCUSSION 

Table 2.  

Characteristics of Respondents  

It Characterristic Classification 
Nurmberr 

(peropler) 

Perrcerntager 

(%) 

1 Gernderr 
Man 41 36.6 

Woman 71 63.4 



 

2315 

 

Sum 112 100 

2 
Ager 

17 – 23 yerars old 57 50.9 

24 – 30 yerars old 37 33.0 

31 – 36 yerars old 11 9.8 

37 – 42 yerars old 7 6.3 

Sum 112 100 

3 

Last 

E rdurcation 

High School / Vocational 

School 

63 56.3 

Diploma 9 8.0 

S1 40 35.7 

Sum 112 100 

4 Work  

Privater ermployerers 32 28.6 

Sturdernts/sturdernts 62 55.4 

Civil serrvants 7 6.3 

E rntrerprernerurrial 11 9.8 

 Sum 112 100 

5 

E rxpernditurrer 

perr Month (in 

rurpiah) 

1 million - < 2 million 25 22.3 

2 million - < 3 million 58 51.8 

3 million - < 4 million 6 5.4 

> 4 million 23 20.5 

Sum 112 100 

Sourrcer: Data procersserd, 2024 

Table r 2 shows re rspondernts of Transmart consurme rrs in Dernpasar City 

who werre r sample rd in total of 112 perople r. Jurdging by ge rnderr, Transmart re rtail 

consurme rrs in De rnpasar City are r pre rdominantly fermaler, comprising 63.4% of 

ther sample r. In te rrms of ager, the r majority of consurmerrs are r be rtwe re rn 17-23 

ye rars old, making urp 50.9% of ther sturdy. Re rgarding ther laterst erdurcation, 56.3% 

of Transmart re rtail consurme rrs in Dernpasar City haver a high school/vocational 

e rdurcation. In terrms of e rmploymernt, sturde rnts dominater this sturdy, accournting 

for 55.4% of ther consurme rrs. Lastly, considerring monthly erxpe rnditurre rs, ther 

majority of Transmart rertail consurme rrs in Dernpasar City, 51.8%, haver 

e rxpe rnditurre rs ranging from Rp. 2,000,000 to lerss than Rp. 3,000,000. 

Table 3. 

Validity Test 

It Variable r 
Staterme rnt 

Iterms 

Pe rarson 

Colerration 
Information 

1 
Impurlse r burying 

 

Y1.1 0,813 Valid 

Y1.2 0,968 Valid 

Y1.3 0,970 Valid 

Y1.4 0,968 Valid 

2 Price r discournt X1.1 0,984 Valid 
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X1.2 0,929 Valid 

X1.3 0,970 Valid 

3 Storer atmospherre r 

X2.1 0,971 Valid 

X2.2 0,971 Valid 

X2.3 0,905 Valid 

X2.4 0,925 Valid 

X2.5 0,971 Valid 

4 
Visural 

me rrchandising 

X3.1 0,930 Valid 

X3.2 0,895 Valid 

X3.3 0,930 Valid 

X3.4 0,835 Valid 

Sourrcer: Data procersserd, 2024 

Table r 3 shows that all re rserarch variable r instrurme rnts haver me rt ther 

validity terst re rqurire rme rnts, ther pe rarson corre rlation valurer of e rach instrurme rnt is 

above r 0.361 so that it can ber conclurde rd that erach iterm of state rme rnt from erach 

indicator in ther re rse rarch instrurme rnt is valid and suritable r for urse r as a re rse rarch 

instrurme rnt. 

Table 4. 

Reliability Test 

Variable r Cronbach's Alpha Information 

Impurlse r burying   (Y) 0,942 Re rliable r 

Price r discournt (X1) 0,958 Re rliable r 

Storer atmospherre r (X2) 0,972 Re rliable r 

Visural me rrchandising (X3) 0,920 Re rliable r 

Sourrcer: Data procersserd, 2024 

Table r 4 shows ther rersurlts of ther re rliability te rst on erach variable r 

showing that erach Cronbach's Alpha valure r in erach instrurme rnt is grerate rr than 

0.60 (Cronbach's Alpha) > 0.60. This shows that all instrurme rnts are r re rliable r so 

that thery can be r urse rd to condurct re rse rarch. 

Table 5. 

Description of Respondents' Answers to Impulse Buying 

Statermernt 

Nurmberr of 

Rerspondernt Answerrs 

(perrson) 
Surm 

Averra

ger  
Criterrion 

1 2 3 4 5 

I mader a purrchaser withourt 

thinking long whiler 

shopping at Transmart 

0 9 10 48 45 465 4.15 Tall 

I mader a purrchaser bercaurse r 

of ther motivation to act 
0 2 17 44 49 476 4.25 

Verry 

High 
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immerdiaterly withourt 

thinking abourt anything erlser 

whern shopping at 

Transmart 

I mader a purrchaser bercaurse r 

of a dersirer that courld not ber 

rerfurserd whern shopping at 

Transmart 

0 4 14 33 61 487 4.35 
Verry 

High 

I mader a purrchaser withourt 

thinking abourt ther 

conserqurerncers that occurrrerd 

afterr shopping at Transmart 

0 2 17 36 57 484 4.32 
Verry 

High 

Averrager 4.27 
Verry 

High 

Sourrcer : Data procersserd, 2024 

 Impurlse r burying variabler Have r an ave rrage r score r of 4.27 which is a ve rry 

high criterrion. Ther lowerst averrage r score r of ther rerspondernt's answerr is shown 

in ther state rmernt "I mader a purrchase r withourt thinking long whiler shopping at 

Transmart.", obtainerd an ave rrage r score r of 4.15. Ther higherst ave rrage r valure r is 

indicate rd on ther statermernt "I made r a purrchase r be rcaurser of a de rsire r that courld 

not ber re rfurse rd whe rn shopping at Transmart.", obtainerd an ave rrage r score r of 

4.35. 

Table 6. 

Description of Respondents' Answers to Price Discount 

Statermernt 

Nurmberr of 

Rerspondernt Answerrs 

(perrson) 
Surm 

Averra

ger  
Criterrion 

1 2 3 4 5 

Transmart providers a larger 

discournt on produrcts 

offerrerd to consurmerrs whern 

ther produrct is discournterd 

0 4 14 15 79 505 4.51 
Verry 

High 

Transmart providers 

discournts on produrcts for a 

long perriod of timer 

0 10 10 44 48 466 4.16 Tall 

Transmart providers 

discournts on variours 

produrcts 

0 2 20 25 65 489 4.37 
Verry 

High 

Averrager 4.35 
Verry 

High 

Sourrcer: Data procersserd, 2024 

 Price r discournt variabler has an ave rrage r score r of 4.35 which is in ther verry 
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high catergory. Ther lowerst averrage r score r of ther re rspondernt's answerr is shown 

in ther staterme rnt "Transmart provide rs discournts on produrcts for a long pe rriod 

of time r" with ther ave rrage r score r of 4.16. Ther higherst ave rrage r valure r is indicate rd 

on ther staterme rnt "Transmart provide rs a large r discournt on produrcts offe rre rd to 

consurme rrs whe rn ther produrct is discournterd" with an ave rrage r valure r of 4.51. 

 

Table 7. 

Description of Respondents' Answers to Store Atmosphere 

Statermernt 

Nurmberr of 

Rerspondernt Answerrs 

(perrson) 
Surm 

Averra

ger  
Criterrion 

1 2 3 4 5 

Transmart dersigns ther 

layourt of ther room werll so 

that consurmerrs arer 

comfortabler whern shopping 

0 14 5 50 43 458 4.09 Good 

Transmart plays mursic that 

surits ther shopping 

atmospherrer I want 

0 14 5 32 61 476 4.25 
E rxcerllern

t 

Transmat has a fragrant 

room aroma so it is 

comfortabler whern shopping 

0 7 19 25 61 476 4.25 
E rxcerllern

t 

Ther room termperraturrer at 

ther Transmart ourtlert is 

stabler (not too hot/too cold)  

0 7 17 14 74 491 4.38 
E rxcerllern

t 

Transmart has a bright and 

surpportiver light 

arrangermernt whern 

shopping 

0 14 5 31 62 477 4.26 
E rxcerllern

t 

Averrager 4.25 E rxcerllernt 

Sourrcer: Data procersserd, 2024 

 Variable r store r atmospherre r has an ave rrage r score r of 4.25 which berlongs 

to ther verry good catergory. Ther lowerst ave rrage r score r of ther re rspondernt's 

answe rr is shown in ther staterme rnt "Transmart de rsigns ther layourt of ther room 

we rll so that consurme rrs arer comfortable r whern shopping", with an averrage r 

score r of 4.09. Ther highe rst averrage r valure r is indicate rd on ther state rme rnt "Ther 

room termpe rraturre r at ther Transmart ourtlert is stable r (not hot/too cold)", with 

an ave rrage r valure r of 4.38. 
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Table 8. 

Description of Respondents' Answers to Visual Merchandising 

Statermernt 

Nurmberr of 

Rerspondernt Answerrs 

(perrson) 
Surm 

Averra

ger  
Criterrion 

1 2 3 4 5 

Ther produrct display on ther 

front window of ther 

Transmart ourtlert looks 

attractiver for consurmerrs to 

visit 

0 10 10 49 43 461 4.12 Good 

Transmart ursers props or 

mannerqurins to display its 

produrcts so that produrct 

dertails arer clerarly shown  

0 4 16 27 65 489 4.37 
E rxcerller

nt 

Transmart displays ther 

corrersponding produrct 

promotion information 

board  

0 10 11 53 38 455 4.06 Good 

Transmart has a skillfurlly 

arrangerd arrangermernt of 

interrior iterms so that ther 

movermernt of consurmerrs is 

not disturrberd 

0 5 16 34 57 479 4.28 
E rxcerller

nt 

Averrager 4.21 E rxcerllernt 

Sourrcer: Data procersserd, 2024 

Ther visural me rrchandising variable r has an ave rrage r score r of 4.21 which is 

in ther ve rry good catergory. Ther lowerst averrage r score r of ther re rsponde rnts' 

answe rrs is shown in ther state rme rnt "Transmart displays the r appropriate r 

produrct promotion information board", with an averrage r score r of 4.06. Ther 

higherst ave rrage r score r is shown in ther staterme rnt "Transmart urse rs props or 

mannerqurins to display its produrcts so that thery show produrct de rtails cle rarly", 

with an averrage r score r of 4.37. 

Table 9. 

Multiple Linear Regression Analysis Results 

Variable r 

Urnstandardize rd 

Coerfficie rnts 

Standardize rd 

Coerfficie rnts T Sig 

B Std. Errror Be rta 

(Constant)                     0,313 0,255  1,229 0,222 

Price r Discournt 0,431 0,059 0,459 7,356 0,000 
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Storer Atmospherrer   0,285 0,051 0,354 5,605 0,000 

Visural 

Me rrchandising 
0,207 0,056 0,224 3,725 0,000 

F Statistics: 85,923 

Sig F: 0.000  

R²: 0.705  

Sourrcer: Data procersserd, 2024 

Table r 9 shows ther re rsurlts of ther linerar rergre rssion analysis, so ther 

re rgre rssion e rquration is formurlaterd as follows: 

Y = 0.313+0.431 X1 + 0.285 X2 + 0.207 X3+e r 

 

A constant valure r of 0.313 shows that if ther price r discournt, storer 

atmospherre r, and visural me rrchandising valure r is e rqural to 0 (ze rro), the rn ther 

impurlse r burying in Transmart Rertail consurme rrs in Dernpasar City is worth 0.313. 

Ther coerfficie rnt of ther re rgre rssion of ther price r discournt variable r (X1) of + 0.431 

shows that pricer discournt has a positiver influre rncer on impurlse r burying in 

Transmart Re rtail consurmerrs in Dernpasar City, which merans that if ther price r 

discournt incre rase rs, impurlser burying will incre rase r. Ther coerfficie rnt re rgre rssion of 

ther store r atmospherre r variable r (X2) of +0.285, shows that ther storer 

atmospherre r has a positive r influre rncer on impurlse r burying in Transmart Re rtail 

consurme rrs in De rnpasar City, which me rans that if ther store r atmospherrer 

incre rase rs, impurlse r burying will incre rase r. Ther coe rfficie rnt rergre rssion of ther visural 

me rrchandising variabler (X3) of +0.207, shows that visural me rrchandising has a 

positiver influre rnce r on impurlser burying in Transmart Re rtail consurme rrs in 

Dernpasar City, which merans that if visural me rrchandising incre rase rs, impurlse r 

burying will incre raser. 

 

Table 10. 

Normality Test (One-Sample Kolmogorov-Smirnov) 

One-Sample Kolmogorov-Smirnov Test 

N 112 

Terst Statistic 0,051 

Asymp. Sig. (2-taile rd) 0,200 

Sourrcer: Data procersserd, 2024 

 Table r 10 shows ther magniturde r of the r Asymp valure r. Sig. (2-taile rd) 

Kolmogorov-Smirnov is 0.200 Asymp. Sig. (2-taile rd) Ther Kolmogorov-Smirnov 

valure r is gre rate rr than ther valure r of Alpha 0.05 indicate rs that ther data urse rd in 

this sturdy is normally distriburte rd, so it can be r conclurderd that ther mode rl me rerts 

ther assurmption of normality. 
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Table 11. 

Multicollinearity Test 

Variable Collinearity Statistics 

Tolerance VIF 

Price r discournt 0,701 1,426 

Storer atmospherrer  0,686 1,457 

Visural me rrchandising 0,755 1,325 

Sourrcer: Data procersserd, 2024 

Table r 11 shows that therre r are r no inde rpe rndernt variable rs that have r a 

tolerrance r valure r of lerss than 0.10 and also no inderpe rnde rnt variable r that has a 

VIF valure r of morer than 10. Therre rfore r, ther re rgre rssion moderl is fre rer from ther 

symptoms of murlticolorarity. 

Table 12. 

 Heteroscedasticity Test (Glesjer Test) 

Variable T Sig. 

Price r discournt -0,289 0,773 

Storer atmospherre r  -1,275 0,205 

Visural me rrchandising -1,585 0,116 

Sourrcer: Data procersserd, 2024 

Table r 12 shows that ther variable rs, name rly pricer discournt (0.773), storer 

atmospherre r (0.205) and visural me rrchandising (0.116), have r a significancer 

valure r gre rate rr than 5% (0.05). This me rans that the r inde rpe rnde rnt variable r urse rd 

in this sturdy doe rs not have r a significant e rffe rct on the r bournd variable r, name rly 

absolurte r re rsidural, the rre rforer, this sturdy is fre re r from herte rroscerdasticity 

symptoms.  

Ther re rsurlts of ther simurltane rours te rst (F terst) are r base rd on tabler 9. with 

ther re rsurlts of ther Anova analysis, it is known that Fsig 0.000 < 0.05, thern H0 is 

re rje rcterd. This merans that ther variable rs price r discournt (X1), storer atmospherre r 

(X2), and visural me rrchandising (X3) have r a significant simurltanerours e rffe rct on 

impurlse r burying (Y) in Transmart re rtail consurme rrs in Dernpasar City. Base rd on 

table r 9. It can also be r known that ther valure r of r squrarer (= 0.705 Ther analysis 

urse rs ther following formurla:(r2) 

D = x 100%r2 

D = 0.705 x 100% = 70.5%  

Base rd on therser re rsurlts, it is known that ther valurer of R2 =70,5 pe rrce rnt, 

which me rans that 70.5 pe rrce rnt of impurlse r burying in Transmart Re rtail 

consurme rrs in De rnpasar City is influre rnce rd by ther variablers of price r discournt 
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(X1), storer atmospherre r (X2), visural me rrchandising (X3) and ther re rmaining 29.5 

pe rrce rnt is influre rncerd by otherr variable rs that are r not sturdie rd in this sturdy. 

Ther re rsurlts of ther first hypothersis in this sturdy shows that price r 

discournt has a significant positive r e rffe rct on impurlse r burying. This me rans that 

ther incre rasing price r discournt will increrase r impurlse r burying in Transmart re rtail 

consurme rrs in Dernpasar City. Ther re rsurlts of this sturdy are r in liner with ther 

re rse rarch of Sapurtro (2019), Ninik Rurmiati (2021), and Artana, ert al. (2019) who 

staterd that pricer discournt has a significant positiver e rffe rct on impurlse r burying. 

Ther re rsurlts of ther se rcond hypothersis in this sturdy shows that ther storer 

atmospherre r variabler has a significant positiver e rffe rct on impurlse r burying. This 

me rans that ther morer ther storer atmospherre r increrasers, ther impurlse r burying in 

Transmart re rtail consurme rrs in De rnpasar City will also incre rase r. The r re rsurlts of 

this sturdy are r in liner with ther re rse rarch of Dharma and Kursurmade rwi (2018), 

Ne rgara & Kursurmade rwi, (2018), and Anggraini and Surlistyowati (2020) which 

staterd that storer atmospherre r has a significant e rfferct on impurlse r burying 

be rhavior.  

Ther rersurlts of ther third hypothersis in this sturdy show that ther visural 

me rrchandising variable r has a significant positiver e rffe rct on impurlse r burying. 

This merans that ther morer visural me rrchandising increrase rs, the r burying impurlser 

of Transmart re rtail consurme rrs in Dernpasar City will increraser. Ther re rsurlts of 

this sturdy are r in liner with rerse rarch condurcte rd by Pancaningrurm (2017), Faurzi 

& Amir (2019), and Wigurna and Wijayanti (2019) who staterd that visural 

me rrchandising has a positiver and significant e rffe rct on impurlse r burying. Ther 

re rsurlts of ther fourrth hypothersis in this sturdy show that ther incre rasing price r 

discournt, storer atmosphe rre r and visural me rrchandising will haver a re ral impact 

on ther incre rase r of impurlse r burying in Transmart rertail consurmerrs in De rnpasar 

City. Ther re rsurlts of this sturdy are r in liner with ther re rse rarch of Urmmah (2022), 

Wicaksono (2021) and ther rersurlts of Sapurtra (2020) rerserarch which staterd 

that price r discournts, storer atmosphe rre r, and visural me rrchandising have r a 

simurltanerours e rffe rct on impurlse r burying. 

Ther therorertical implications of ther re rsurlts of this sturdy provider 

additional ermpirical e rvide rncer on ther re rlationship be rtwerern pricer discournts, 

storer atmospherre r, visural merrchandising and impurlse r burying. Practical 

Implications of this rerse rarch is e rxpe rcte rd to ber a considerration and inpurt for 

Transmart De rnpasar re rtail manage rme rnt in increrasing impurlse r burying by 

considerring price r discournts, storer atmosphe rre r, and visural me rrchandising.   
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CONCLUSIONS AND SUGGESTIONS 

Price r discournts had a positive r and significant e rffe rct on impurlse r burying 

among Transmart re rtail consurme rrs in Dernpasar City. This merans that ther 

higherr ther price r discournt offe rre rd, ther more r impurlse r burying occurrre rd among 

Transmart re rtail consurme rrs in De rnpasar City. Storer atmospherre r also had a 

positiver and significant erffe rct on impurlse r burying in therse r consurme rrs. This 

indicate rs that a bertterr storer atmosphe rre r lerd to increrase rd impurlse r burying. 

Visural me rrchandising likerwise r had a positiver and significant erffe rct on impurlse r 

burying among Transmart rertail consurme rrs in Dernpasar City, me raning that 

be rtterr visural me rrchandising re rsurlte rd in higherr lerve rls of impurlse r burying. 

Overrall, price r discournts, storer atmospherre r, and visural me rrchandising 

collerctiverly had a positiver and significant erffe rct on impurlse r burying among 

Transmart re rtail consurme rrs in De rnpasar City, de rmonstrating that therse r factors 

can inde re rd incre rase r impurlse r burying be rhavior. This rerse rarch surgge rsts that 

Transmart re rtail in Dernpasar City shourld pay atterntion to and considerr 

improving ther aspercts of price r discournts, storer atmospherre r, and visural 

me rrchandising that rercerive rd ther lowerst asse rssmernts. Transmart manage rme rnt 

courld provide r discournts overr e rxte rnderd pe rriods on variours produrcts, de rsign 

we rll-organize rd storer layourts with clerar and e rasy-to-navigate r flow, avoid 

complicate rd or confursing layourts, and e rnsurre r consisternt dersign and 

place rme rnt of promotional information boards throurghourt ther storer. For 

furturre r re rse rarch, it is re rcomme rnderd not to focurs sole rly on ther factors 

e rxamine rd in this sturdy, surch as price r discournts, storer atmospherre r, and visural 

me rrchandising. Insterad, furturre r sturdie rs shourld considerr incorporating 

additional factors that may influre rnce r impurlse r burying and erxpanding ther 

re rse rarch scope r be ryond Transmart re rtail consurme rrs in Dernpasar City. 
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