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ABSTRACT  

This study aims to reveal and analyze the importance of the role of buying interest 
in the relationship between giving discounts and consumer purchasing decisions on a 
product at the Ramayana department store in Malang. Although it has given many discounts 
and is often done, but if it cannot generate consumer buying interest in the product, then 
the consumer does not decide to buy the product offered. This study uses a quantitative 
descriptive method with variables consisting of price discounts, buying interest, and 
purchasing decisions. The population of this study are consumers who have purchased 
products at the Ramayana department store in the city of Malang. The number of samples 
used in this study were 100 respondents using purposive sampling technique and collecting 
data using a questionnaire. Meanwhile, the data analysis used was path analysis to test 
the direct and indirect effects. The results of the study show that price discounts have a 
significant effect on purchasing decisions, price discounts have a significant effect on 
purchase intention, purchase intention has a significant effect on purchasing decisions, 
and price discounts have a significant effect on purchasing decisions through purchase 
intention. 
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INTRODUCTION 

Purchasing decisions can be said as a consumer's attitude to be able to decide on a 

product he wants to buy (Schiffman and Kanuk, 2008). Thus, with the availability of 

products with various variants, purchasing decisions are considered important to meet 

consumer needs to the fullest. 

One of the considerations for consumers to decide to buy a product is by having a 

discount given by the company or department store. A price discount is a reduction in the 

purchase price within a certain period to increase customer response to the product (Lucas 

& Britt, 2003). The existence of price discounts given by each company in marketing 

their products is to generate consumer interest in owning or buying these products. 

                                                           
1 marsudi@umm.ac.id   
2 fika@umm.ac.id  

mailto:marsudi@umm.ac.id
mailto:fika@umm.ac.id
mailto:marsudi@umm.ac.id
mailto:fika@umm.ac.id


Manajemen Bisnis Vol. 13 No. 02 October 2023 

 

2 
 

An urge or desire from within to own a product is a response to a stimulus influence 

both from outside and from within the consumer, and then within the consumer, an 

interest will arise to buy the product he wants (Liu and Juliana, 2012). Purchase intention 

can be said to be a behavior that arises as a response to an object that indicates a person's 

desire to make a purchase (Hosseini et al, 2020). Thus this interest will encourage 

consumers to make purchasing decisions on a product they want. 

To support previous empirical evidence, research conducted by Widjaya et al, 2016 

stated that price discounts or often called discounts had a significant effect on purchasing 

decisions, however, research by Amanah & Harahap, 2018 stated that discounted prices 

did not have a significant effect on purchasing decisions. From this description, it can be 

said that the purpose of this research is to reveal and analyze the important role of 

purchase intention in the relationship between giving discounts and consumer purchasing 

decisions on a product in the Ramayana department store in Malang. Furthermore, it is 

also to determine the significant effect of the discount given on consumer purchasing 

decisions, to determine the significant effect of the discount given on consumer buying 

interest, and to determine the significant effect of buying interest on consumer purchasing 

decisions. 

 

LITERATURE REVIEW  
Purchasing decision making can be said as an evaluation process carried out by 

consumers to solve problems encountered in product selection, decisions are two 

selections of two or more alternative choices (Schiffman and Kanuk, 2008). Meanwhile, 

Familmaleki et al (2020) stated that purchasing decisions are consumer decisions to buy 

about which brand to buy. Thus it can be said that the purchase decision is a consumer 

step to determine the purchase of the desired product. Products that can be goods or 

services that have fulfilled a desire and are selected are then purchased for use or 

consumption. 

A price discount is a reduction at a price that has been set to be lower than the 

price that should be paid based on several things including the level or amount of 

purchases and purchases in certain seasons as well as the time of payment which is 

determined earlier or at a certain time (Kotler and Armstrong, 2008). In other words, a 

price discount is a direct price reduction for a purchase within a certain period (Ittaqullah 

et al. 2020). Based on this explanation, it can be seen that a price discount is a direct price 

reduction for certain products for a certain period of time given by the seller to the buyer. 

Meanwhile, Kuo and Nakhata (2016) state that buying interest can be said to be a 

desire related to the consumer's plan to buy a certain product, as well as how many units 

are needed in a certain period. Purchase intention is usually used as a long-term indicator 

by marketing managers, because the purchase intention of consumers is considered a 

significant marker of ongoing purchases (Morwitz and Schmittlein, 1992). From this 

explanation, consumer buying interest is a behavior that arises as a response to an object 

as well as a consumer plan to buy a particular product. Consumer buying interest is a self-

motivation as the basis or main impetus before making a purchase decision. 

 
RESEARCH METHOD 

This research was conducted in the city of Malang on consumers who are in the 

Ramayana department store in the city of Malang. This type of research uses quantitative 

descriptive. The population of this study are consumers who have purchased products at 

the Ramayana department store in Malang. The number of samples used in this study was 
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100 respondents using a purposive sampling technique, which is because the exact 

number in the population is not known, the researchers determined the sampling by 

determining certain characteristics, namely consumers who had made purchases by 

considering the purchase price discount. While the types and sources of data used are 

primary data with data collection techniques by distributing questionnaires to 

respondents. In addition, for measuring the data used, namely using a Likert scale with 

rating intervals 1 to 5. While the instrument test used validity and reliability tests and data 

analysis used was path analysis to test the direct and indirect effects. 

 

RESULT AND DISCUSSION  

a. The effect of price discounts on purchasing decisions 

Table 1. The results of the discount path analysis on purchasing decisions 

 
Variable Standardized 

Coefficient 

ttest Ttable Sig Result  

Price 

Discount 
0,377 4,031 1,984 0,000 Significant 

𝑏 = 0.377 which can be interpreted that the higher the value of the price discount 

given, the higher the purchasing decision of consumers at the Ramayana department 

store Malang. 

 

b. The effect of price discounts on buying interest 

Table 2. The results of the analysis of the discount path on buying interest 

 
Variable Standardized 

Coefficient 

ttest ttable Sig Result 

Price 

Discount 
0,297 3,084 1,984 0,003 Significant 

𝑏 = 0.297 which can be interpreted that the higher the price discount given, the 

higher the consumer's buying interest at the Ramayana department store Malang. 

 

c. The effect of buying interest on purchasing decisions 

Table 3. The results of the path analysis of buying interest on purchasing decisions 

 
Variable Standardized 

Coefficient 

ttest ttable Sig Result 

Buying 
interest 

0,766 11,799 1,984 0,000 Significant 

 

𝑏 = 0.766 means that the higher the consumer's buying interest, the greater the 

opportunity for consumers to make purchasing decisions at the Ramayana 

department store Malang. 
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d. Results of the analysis of price discounts 

 

Table 4. Results of the analysis of the path of price discounts on purchasing 

decisions through buying interest 

 
Variable Standarized 

Coefficient 

ttest ttable Sig Result 

Discount Price 0,164 2,471 1,984 0,015 Significant 

 Buy Interest 0,717 10,820 1,984 0,000 Significant 

𝑏1= 0,164 meaning that the bigger the discount given, the more also increased 
consumer purchasing decisions at the Ramayana Malang department store. 
 
𝑏2 = 0.717 means that the higher the consumer's buying interest, the greater the 

opportunity for consumers to make purchasing decisions at the Ramayana 

department store Malang. 
e. The results of direct and indirect influence 

 
Table 5. Direct and indirect effects 

Effect Variable  The Effect Total 
 Direct Indirect  

X to Y 0,377 - 0,377 
X to Z 0,297 - 0,297 

Z to Y 0,766 - 0,766 

X to Y through Z - (0,297 x 0,766) + 0,377 0,604 

 

From these results it can be seen the contribution of each path, the first is that price 

discounts have a direct effect on purchasing decisions of 0.377. The second is the effect 

of price discounts which directly affect buying interest of 0.297. Third, the influence of 

buying interest directly affects purchasing decisions which has an influence of 0.766. 

Fourth, the effect of price discounts on purchasing decisions through buying interest is 

0.604. This proves that purchase intention can be a mediating influence between discounts 

on purchase intention, which can be interpreted if the greater the value of the discount, 

the higher the purchase intention and high purchase intention will provide great 

opportunities for consumers to make purchasing decisions. 

And if you use the calculation of the Sobel test calculator by entering the value of 

the beta coefficient and the standard error value in the coefficient path analysis table, you 

can get the calculation result of a Z value of 3.697 which is greater than 1.96 (at a 

significance level of 5%). Thus it can be stated that buying interest is able to mediate the 

effect of price discounts on purchasing decisions. 

 
Model Coefficient Std. Error 

1 0,514 0,056 

2 0,307 0,076 
 Z = 3,697  
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Figure 1. The Result of Sobel Test 

 

The results of this study prove that price discounts have a significant positive effect 

on purchasing decisions. The price discount variable has a positive effect, meaning that 

the greater the discount, the higher the opportunity for consumers to make a purchase 

decision. That way, it means that the discount given by Ramayana department store 

Malang has a direct effect on consumer purchasing decisions, the higher the value of the 

discount given by Ramayana department store Malang, the higher the opportunity for 

consumers to make purchasing decisions for Ramayana department store Malang 

products. The results of this research support previous research conducted by Kartika 

Dewi & Kusumawati (2018), which stated that discounts have a significant effect on 

purchasing decisions. Also what has been done by Dirgantara (2019), which is that price 

discounts have a positive and significant effect on purchasing decisions. 

Based on the results of this study, it proves that price discounts have a positive and 

significant effect on consumer buying interest. Discounts have a positive effect, meaning 

that the greater the discount, the higher the consumer's buying interest. That way, the 

higher the value of the price discount given by the Ramayana department store Malang, 

the higher the consumer's buying interest in the Ramayana department store Malang 

product. The results of this study support research conducted by Nasir (2016), which 

shows that discounts have a positive relationship and a significant influence on purchase 

intention on online sites at the Zalora.co.id website in Surabaya. As well as what was 

done by Widjaya et.al (2016) which proved that discounts have a significant influence on 

purchase intention. The results of this study also prove that purchase intention has a 

positive and significant effect on purchasing decisions. Purchase intention variable has 

an influence positive, meaning that the higher the consumer's buying interest, the higher 

the opportunity for consumers to make a decision. In this case, Ramayana Malang 

department store acts as a stimulus to consumers to increase buying interest, because the 

higher the consumer buying interest, the higher the opportunity for consumers to make 

purchasing decisions for Ramayana Malang department store products. This research 

supports previous research conducted by Widjaya, et al (2016) which stated that purchase 

intention has a significant influence on purchasing decisions. Also research conducted by 

Manurung et.al (2019) proves that buying interest directly has a positive and significant 
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effect on purchasing decisions. 

The results of this study have shown that there is an effect of price discounts on 

purchasing decisions through purchase intention, these results are shown from a 

comparison of direct and indirect effects. Where the indirect effect is greater than the 

direct effect of price discounts on purchasing decisions, which means that the effect of 

discounts on purchasing decisions will have a greater influence if it is through buying 

interest. 

The results of testing the mediating variable using the Sobel test also prove that 

buying interest is proven to be a mediation between price discounts and purchase decision 

variables. So if the value of the discount is strengthened, the consumer's buying interest 

will be higher so that the opportunity for consumers to make a purchasing decision will 

also be higher. Thus, the higher the value of the discount given by the Ramayana 

department store Malang, the higher the consumer's buying interest, this will also be 

directly proportional to the higher the opportunity for consumers to buy Ramayana 

department store Malang products. The results of this study support previous research 

conducted by Dirgantara (2019), namely discounts have a positive and significant effect 

on purchasing decisions through purchase intention. 

 

CONCLUSION  

From the results of the research and discussion, it can be concluded that discounts 

have a significant positive effect on purchasing decisions, discounts have a significant 

positive effect on purchase intention, purchase intention has a significant positive effect 

on purchasing decisions, discount have a significant positive effect on purchasing 

decisions through purchase intention. 

Suggestions that can be given to interested parties in this research include, 

Ramayana department store Malang should maintain or increase the amount of discount, 

maintain or increase the validity period of the discount, and maintain the variety of types 

of products that get discounts. In addition, it can increase access to the ease of finding 

information about products for consumers, positioning its products as the main choice of 

consumers when they want to shop, one of which is by giving discounts so that later the 

impact will be that consumers can recommend Ramayana department store Malang 

products to others to have a buying tendency. 

Meanwhile, to increase consumer purchasing decisions, the Ramayana 

department store in Malang should ensure that consumers feel confident in deciding to 

buy a product, make it a habit for consumers to buy products at the Ramayana department 

store, and ensure that consumers decide to buy a product that only takes a relatively short 

time. One of them is by providing sustainable discounts. This research can also be used 

as a reference for future researchers to develop by adding respondents or using different 

analytical tools, for example using PLS (Partial Least Square) so that the results are more 

developed. 
 

REFERENCES  

Amanah, Dita, and Dedy Ansari Harahap.2018. Examining the effect of product 

assortment and price discount toward online purchase decision of university 

student in Indonesia. Jurnal Manajemen dan Kewirausahaan, 20 (2): 99-104. 

Arikunto, Suharsimi. 2006, Prosedur penelitian suatu pendekatan praktik. Jakarta: PT 

Asdi Mahasatya 



Buy Now or Buy Later: Mediating Role of Buying Interest in Purchasing Decisions 

 

 

7 

 

Büyükdağ, N., Soysal, A. N., & Kitapci, O. 2020. The effect of specific discount pattern 

in terms of price promotions on perceived price attractiveness and purchase 

intention: An experimental research. Journal of Retailing and Consumer Services, 

55, 102-112. 

Dewi, K. I., dan Kusumawati, A. 2018. Pengaruh diskon terhadap keputusan pembelian 

dan kepuasan pelanggan bisnis online. Jurnal administrasi bisnis, 56(1), 155–163. 

Dirgantara.M.N. 2019. Pengaruh diskon harga terhadap keputusan pembelian pada 

konsumen Matahari departement store mall Panakukang dengan minat beli sebagai 

variabel intervening.Jurnal repositori, UIN Alauddin. 

Durianto, D., Anton Wachidin W. dan Hendrawan S. 2003, Inovasi pasar dengan iklan 

yang efektif: strategi, program, dan teknik pengukuran. Jakarta: PT Gramedia 

Pustaka Utama. 

Familmaleki, Mahsa, Alireza Aghighi, and Kambiz Hamidi.2020. Analyzing the 

influence of sales promotion on customer purchasing behavior. International 

journal of economics & management sciences 4.4, 1-6. 

Ferdinand, A.T. 2006. Metode penelitian manajemen: Pedoman penelitian untuk skripsi, 

tesis dan disertai ilmu manajemen. Semarang: Universitas Diponegoro. 

Ghozali, Imam. 2013. Aplikasi analisis multivariate dengan program SPSS. Semarang: 

Badan Penerbit Universitas Diponegoro. 

Hosseini, S. H., Zadeh, F. H., Shafiee, M. M., & Hajipour, E. 2020. The effect of price 

promotions on impulse buying: the mediating role of service innovation in fast 

moving consumer goods. International journal of business information systems, 

33(3), 320-336. 

Irawan, P. D. (2014). Pengaruh strategi promosi terhadap keputusan pembelian yang 

dimediasi oleh minat beli pada konsumen Matahari department store Yogyakarta. 

Jurnal Manajemen UNY. 4(2), 121-136 

Ittaqullah, N., Madjid, R., & Suleman, N. R. 2020. The effects of mobile marketing, 

discount, and lifestyle on consumers’ impulse buying behavior in online 

marketplace. International jounal science technology research, 9(3), 1569- 1577. 

Kotler, Philip. 2005, Manajemen pemasaran. Edisi Milenium. Jakarta: Prehallindo. Kotler, 

Philip dan Gary Amstrong. 2012. Prinsip-prinsip pemasaran. Edisi 13. 

Jakarta. Erlangga 

Kuo, Hsiao-Ching, and Chinintorn Nakhata.2016. Price promotions and products with 

low consumer ratings. Journal of Consumer Marketing. 3(4), 82-99. 

Liu, Yi, and Juliana Sutanto.2012. Buyers purchasing time and herd behavior on deal-

of-the-day group-buying websites. Electronic markets 22 (2), 83-93. 

Lucas, D. B dan Britt, S. H. 2003. Advertising Psychology and Research. New York : Mc 

Graw-Hill. 



Manajemen Bisnis Vol. 13 No. 02 October 2023 

 

8 
 

Manurung Heri Prasuhanda, Endang Sulistya Rini, A. N. L. 2019. Pengaruh 

promosi,lokasi,dan citra merek terhadap minat beli serta dampaknya pada 

keputusan pembelian sepatu Boenoet UMKM Kisaran. Concept and 

Communication, 2(23), 301–316. 

Morwitz, V. G., dan Schmittlein, D. 2012. Using segmentation to improve sales forecasts 

based on purchase intention: which: intenders, actually buy? Journal of Marketing 

Management, vol. 24, no.4, pp.391-405. 

Nasir, M. (2016). Pengaruh e-service quality dan diskon terhadap minat beli pada situs 

online di website Zalora.co.id di Surabaya. Jurnal pendidikan tata niaga, 1(1), 15–

28. 

Putra, E., Kumadji, S., dan Yulianto, E. (2016). Pengaruh diskon terhadap minat beli serta 

dampaknya pada keputusan pembelian. Jurnal administrasi bisnis Universitas 

Brawijaya, 38(2), 184–193. 

Sarwono, Jonathan. 2007. Analisis jalur untuk riset bisnis dengan SPSS. Yogyakarta: 

Penerbit Andi. Setiadi, 

Schiffman, Leon, dan Leslie Lazar Kanuk. 2008, Perilaku konsumen. Jakarta: Prenada 

Media Group 

Sekaran, Uma. 2006. Research methods for business. Jakarta: Salemba Empat. Sugiyono. 

2013. Metode penelitian kuantitatif kualitatif dan R&D. Bandung: Alfabeta. 

Sutisna. 2002. Perilaku Konsumen & Komunikasi Pemasaran. Bandung: PT. Remaja 

Rosdakarya 

Tjiptono, Fandy. 2008. Strategi Pemasaran. Edisi Ketiga. Yogyakarta: Andi Widjaya, 

Putra E. 2014. Pengaruh diskon terhadap minat beli serta dampaknya pada keputusan 

pembelian. Disertasi, repositori. Universitas Brawijaya. 

 


