
vii 

TABLE OF CONTENTS 

 

THE EFFECT OF SALES PROMOTION TOOLS ON CONSUMER PURCHASING 

BEHAVIOR .......................................................................................................................................... i 

HALAMAN PENGESAHAN............................................................................................................ii 

HALAMAN PERSETUJUAN ........................................................................................................ iii 

HALAMAN PERNYATAAN KEASLIAN SKRIPSI .................................................................. iv 

PREFACE ............................................................................................................................................ v 

ABSTRACT ........................................................................................................................................ vi 

TABLE OF CONTENTS .................................................................................................................vii 

TABLE OF DATAS ........................................................................................................................... x 

TABLE OF RESULTS...................................................................................................................... xi 

TABLE OF FIGURES .....................................................................................................................xii 

CHAPTER I......................................................................................................................................... 1 

1.1 Background ................................................................................................................................. 1 

1.2 Problem Statements .................................................................................................................... 6 

1.3 Research Questions .................................................................................................................... 7 

1.4 Research Objectives ................................................................................................................... 7 

1.5 Research Benefits and Contribution.......................................................................................... 7 

1.6 Research Scope ........................................................................................................................... 8 

CHAPTER II ....................................................................................................................................... 9 

2.1 Literature Review ....................................................................................................................... 9 

2.1.1 Marketing ............................................................................................................................ 9 

2.1.2 Selling ................................................................................................................................ 10 

2.1.3 Promotion .......................................................................................................................... 11 

2.1.4 Sales Promotion ................................................................................................................ 12 

2.1.5 Types of Sales Promotions ............................................................................................... 15 

2.1.6 Consumer Behavior .......................................................................................................... 18 

2.2. Hypothesis Development ........................................................................................................ 19 

THE EFFECT OF SALES PROMOTION TOOLS ON CONSUMER PURCHASING BEHAVIOR
JORDI NAYOAN, B.M Purwanto, Dr., M.B.A.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



viii 

2.2.1 The Direct Effect of Discount to Purchasing Behavior .................................................. 19 

2.2.2 The Direct Effect of Buy-One-Get-One to Purchasing Behavior .................................. 20 

2.2.3 The Direct Effect of Coupon to Purchasing Behavior .................................................... 20 

2.3 Research Model ........................................................................................................................ 21 

CHAPTER III ................................................................................................................................... 22 

3.1. Research Design ...................................................................................................................... 22 

3.2. Population and Sample ........................................................................................................... 22 

3.3 Data Collection Method ........................................................................................................... 23 

3.4 Operational Definitions and Measure of Variables ................................................................ 23 

3.4.1 Discount ............................................................................................................................. 23 

3.4.2 Buy-One-Get-One ............................................................................................................. 23 

3.4.3 Coupon............................................................................................................................... 24 

3.4.4 Consumer Purchasing Behavior ....................................................................................... 24 

3.5 Validity and Reliability Testing .............................................................................................. 25 

3.5.1 Validity Test ...................................................................................................................... 25 

3.5.2 Reliability Test .................................................................................................................. 25 

3.6. Data Analysis Method ............................................................................................................. 26 

3.6.1 Classic Assumption Test .................................................................................................. 26 

3.6.2 Hypothesis Test ................................................................................................................. 26 

CHAPTER IV.................................................................................................................................... 28 

4.1 Data Collection Results............................................................................................................ 28 

4.2 Respondent Profile ................................................................................................................... 28 

4.3 Validity and Reliability Tests .................................................................................................. 30 

4.3.1 Validity Test ...................................................................................................................... 30 

4.3.2 Reliability Test .................................................................................................................. 31 

4.4 Descriptive Analysis ................................................................................................................ 32 

4.4 Classic Assumption Tests ........................................................................................................ 34 

4.4.1 Normality Test .................................................................................................................. 34 

4.4.2 Multicollinearity Test ....................................................................................................... 35 

4.5 Hypothesis Test ........................................................................................................................ 35 

4.5.1 Coefficient of Determination ........................................................................................... 35 

4.5.2 F Test ................................................................................................................................. 36 

THE EFFECT OF SALES PROMOTION TOOLS ON CONSUMER PURCHASING BEHAVIOR
JORDI NAYOAN, B.M Purwanto, Dr., M.B.A.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



ix 

4.5.3 t Test .................................................................................................................................. 36 

4.5.4 Multiple Regression Test .................................................................................................. 37 

4.6 Finding and Discussion ............................................................................................................ 38 

CHAPTER V ..................................................................................................................................... 40 

5.1 Conclusion ................................................................................................................................ 40 

5.2 Managerial Implications .......................................................................................................... 41 

5.3 Research Limitations ................................................................................................................ 41 

5.4 Future Research Directions...................................................................................................... 42 

REFERENCES.................................................................................................................................. 43 

APPENDIX I ..................................................................................................................................... 52 

APPENDIX II .................................................................................................................................... 55 

APPENDIX III .................................................................................................................................. 59 

APPENDIX IV .................................................................................................................................. 60 

APPENDIX V .................................................................................................................................... 61 

 

  

THE EFFECT OF SALES PROMOTION TOOLS ON CONSUMER PURCHASING BEHAVIOR
JORDI NAYOAN, B.M Purwanto, Dr., M.B.A.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/


	TABLE OF CONTENTS

