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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui peran mediasi impulse buying terhadap 

hubungan antara keragaman produk, promosi dan keputusan pembelian pada ritel 

Eramart di Kota Samarinda. Penelitian ini menggunakan pendekatan kuantitatif dengan 

sampel penelitian yang berjumlah 150 responden. Teknik pemilihan sampel 

menggunakan metode non probability sampling dan teknik purposive/convenience 

sampling. Metode pengumpulan data menggunakan kuesioner dan instrumen 

penelitian menggunakan skala Likert 4 titik. Data yang diperoleh kemudian dianalisis 

menggunakan metode Pemodelan Persamaan Struktural dengan menggunakan 

software SmartPLS. Hasil dari penelitian ini menunjukkan bahwa 1) keragaman 

produk berpengaruh positif dan signifikan terhadap impulse buying pada ritel Eramart 

di Kota Samarinda, 2) promosi tidak berpengaruh positif dan signifikan terhadap 

impulse buying ritel Eramart di Kota Samarinda, 3) keragaman produk berpengaruh 

positif dan signifikan terhadap keputusan pembelian ritel Eramart di Kota Samarinda, 

4) promosi berpengaruh positif dan signifikan terhadap keputusan pembelian ritel 

Eramart di Kota Samarinda, 5) impulse buying berpengaruh positif dan signifikan 

terhadap keputusan pembelian ritel Eramart di Kota Samarinda, 6) keragaman produk 

tidak berpengaruh positif dan signifikan terhadap keputusan pembelian melalui 

impulse buying ritel Eramart di Kota Samarinda, 7) promosi tidak berpengaruh positif 

dan signifikan terhadap keputusan pembelian melalui impulse buying ritel Eramart di 

Kota Samarinda. 

Keyword: impulse buying, keragaman produk, promosi, keputusan pembelian 
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ABSTRACT 

This study aims to determine the mediating role of impulse buying on the relationship 

between product diversity, promotions and purchasing decisions at Eramart retail in 

Samarinda City. This study used a quantitative approach with a sample of 150 

respondents. The sample selection technique uses non-probability sampling methods 

and purposive/convenience sampling techniques. The data collection method used a 

questionnaire and the research instrument used a 4-point Likert scale. The data obtained 

were then analyzed using the Structural Equation Modeling method using SmartPLS 

software. The results of this study indicate that 1) product diversity has a positive and 

significant effect on impulse buying at Eramart retail in Samarinda City, 2) promotion 

has no positive and significant effect on impulse buying at Eramart retail in Samarinda 

City, 3) product diversity has a positive and significant effect on purchasing decisions 

at Eramart retail in Samarinda City, 4) promotion has a positive and significant effect 

on purchasing decisions at Eramart retail in Samarinda City, 5) impulse buying has a 

positive and significant effect on purchasing decisions at Eramart retail in Samarinda 

City, 6) product diversity has no positive and significant effect on purchasing decisions 

through impulse buying at Eramart retail in Samarinda City, 7) promotion has no 

positive and significant effect on purchasing decisions through impulse buying at 

Eramart retail in Samarinda City. 

Keyword: impulse buying, product diversity, promotion, purchasing decisions 

  


