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ABSTRACT
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(A) CLARISSA (115160392)

(B) PREDIKSI STORE ENVIRONMENT, SALES PROMOTION, DAN
PERCEIVED VALUE TERHADAP PURCHASE DECISION CUSTOMER
ALFAMART DI JAKARTA

(C) xvii + 78 Halaman, 2019, tabel 27, gambar 4, lampiran 6

(D) MANAJEMEN PEMASARAN

(E) Abstract: This study aims to study whether Alfamart customer purchasing
decisions can be predicted by the store environment, sales promotions and
perceived value. The number of samples used in this study are 120
respondents who are Alfamart customers in Jakarta. Sources of data
obtained from the distribution of questionnaires using convenience
sampling (non probability sampling) techniques. The results showed that
the store environment and perceived value had a significant positive effect
on the purchasing decisions of Alfamart customers in Jakarta, while sales
promotions were not significant on the purchasing decisions of Alfamart
customers in Jakarta.
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ABSTRAK
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(E) Abstrak : penelitian ini bertujuan untuk mengetahui apakah purchase decision
customer Alfamart dapat diprediksi oleh store environment, sales promotion dan
perceived value. Jumlah sampel yang digunakan pada penelitian ini sebanyak
120 responden yang merupakan customer Alfamart di Jakarta. Sumber data
diperoleh dari penyebaran kuisioner dengan menggunakan teknik convenience
sampling (non probability sampling). Hasil penelitian menunjukkan bahwa store
environment dan perceived value memiliki efek positif yang signifikan terhadap
purchase decision customer Alfamart di Jakarta, sedangkan sales promotion

tidak signifikan terhadap purchase decision customer Alfamart di Jakarta.
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