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Abstraksi 

 

 

Penelitian ini untuk mengetahui pengaruh promosi harga dan 

promosi produk extra terhadap niat membeli konsumen dengan 

pengkategorian stock-up di Carrefour BG Junction Surabaya. Sampel 

penelitian ini adalah orang yang berbelanja di Carrefour dalam jangka 

waktu kurang dari 1 minggu yang dianalisis menggunakan regresi linier 

berganda.  

Hasil analisis ini menyatakan bahwa variabel promosi harga dan 

promosi produk extra secara simultan dan parsial berpengaruh signifikan 

terhadap niat membeli baik dalam kategori stock-up maupun nonstock-up di 

Carrefour BG Junction Surabaya. Berarti, hipotesis (H1) promosi harga dan 

promosi produk extra berpengaruh secara simultan terhadap niat membeli 

kategori stock-up, hipotesis (H2) promosi harga dan promosi produk extra 

berpengaruh secara parsial terhadap niat membeli kategori stock-up,  

hipotesis (H3) promosi harga dan promosi produk extra berpengaruh secara 

simultan terhadap niat membeli kategori nonstock-up, dan hipotesis (H4) 

promosi harga dan promosi produk extra berpengaruh secara parsial 

terhadap niat membeli kategori nonstock-up diterima. 

Kata kunci : stock-up dan nonstock-up 

 

 



The Impact of Price and Extra Product Promotion on Buyer’s Itention 

in Stock-up and Nonstock-up Category at Carrefour BG Junction 

Surabaya 

 

 

Abstract 

  

 

The aim of this research is to find out the impact of price and extra 

product promotion on buyer’s intention in stock-up and nonstock-up 

category at Carrefour BG Junction Surabaya. The sample is Carrefour’s 

buyer in less than 1 week which is proceed with multiple regression 

analysis.   

Results show that price and extra product promotion variable 

significantly and partially affects buyer’ s intention whether stock-up and 

nonstock-up category at Carrefour BG Junction Surabaya.  It means that 

first hypothesis (H1) price and extra product promotion significantly affects 

buyer’ s intention in stock-up category, second hypothesis (H2) price and 

extra product promotion partially affects buyer’ s intention in stock-up 

category,  third hypothesis (H3) price and extra product promotion 

significantly affects buyer’ s intention in nonstock-up category, and forth 

hypothesis (H4) price and extra product promotion partially affects buyer’ s 

intention in nonstock-up category were acceptible. 

Keywords : Stock-up, Nonstock-up 
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