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ABSTRAK

Tingkat kesadaran gizi dan nutrisi kesehatan di Indonesia kian meningkat, hal
tersebut memberikan peluang sekaligus tantangan tersendiri bagi pelaku industri
nutrisi kesehatan di Indonesia, salah satunya adalah PT Momen Global
Internasional, yang bergerak pada bidang nutrisi kesehatan yang berkantor pusat
di Ruko Klampis Jaya Kav 26A no 8E, Surabaya. Penelitian ini bertujuan untuk
mengetahui pengaruh reward, bonus pack, personal selling dan brand image
terhadap impulse buying di PT Momen Global Internasional Surabaya. Metode
dalam pengambilan sampel adalah dengan menggunakan kuesioner kepada 100
responden yang merupakan anggota / mitra PT Momen Global Internasional di
Surabaya. Penelitian ini diuji dengan menggunakan Uji Validitas, Uji Reliabilitas,
Uji Asumsi Klasik (Uji Multikolinieritas, Uji Heterokedastisitas dan Uji
Normalitas), Uji Regresi Linier Berganda, Koefisien Determinan dan Uji t. Pada
Uji t didapatkan hasil penelitian variabel reward (X1) = thitung -1,714 < ttaber -1,985
dengan tingkat signifikan 0,090 > 0,050 yang artinya reward tidak berpengaruh
signifikan terhadap impulse buying PT Momen Global Internasional di Surabaya,
variabel bonus pack (X2) = thiung 7,174 > tranel 1,985 dengan tingkat signifikan
0,000 < 0,050 yang artinya bonus pack berpengaruh signifikan terhadap impulse
buying PT Momen Global Internasional di Surabaya, variabel personal selling
(X3) = thitung 4,965 > tranel 1,985 dengan tingkat signifikan 0,000 < 0,050 yang
artinya personal selling berpengaruh signifikan terhadap impulse buying PT
Momen Global Internasional di Surabaya, dan variabel brand image (X4) = thitung -
1,171 < trapel -1,985 dengan tingkat signifikan 0,0245 > 0,050 yang artinya brand
image tidak berpengaruh signifikan terhadap impulse buying PT Momen Global
Internasioal di Surabaya. Peneliti mendapatkan kesimpulan bahwa bonus pack dan
personal selling berpengaruh terhadap impulse buying PT Momen Globla
Internasional di Surabaya, sedangkan, reward dan brand image tidak berpengaruh
terhadap impulse buying PT Momen Global Internasional di Surabaya.

Kata Kunci : Reward, Bonus Pack, Personal Selling, Brand Image, Impulse
Buying dan PT Momen Global Internasional.



ABSTRACT

The level of awareness of nutrition and health nutrition in Indonesia is increasing,
it provides opportunities and challenges for the health nutrition industry in
Indonesia, one of which is PT Global Moment International, which is engaged in
health nutrition which is headquartered in Ruko Klampis Jaya Kav 26A no 8E,
Surabaya. This study aims to determine the effect of rewards, bonus packs,
personal selling and brand image on the impulse buting consumers of PT Momen
Global Internasional in Surabaya. The method in sampling is a purposive
sampling method using a questionnaire to 100 respondents who are consumers of
PT Global Moments in Surabaya with the condition that (1) has an age> 17
years; (2) make a purchase at least 1 (one) time. This research was tested using
Validity Test, Reliability Test, Classic Assumption Test (Multicollinearity Test,
Heterokedasticity Test and Normality Test), Multiple Linear Regression Test,
Determinant Coefficient and t Test. In the t test it was found that the results of the
reward variable (X1) = t-count -1,714> t-table -1,985 with a significant level of
0.090> 0.050, which means that the reward had no significant effect on the
impulse buying of consumers PT Global Moment International in Surabaya, the
variable bonus pack (X2) = tcount 7,174> t table 1,985 with a significant level of
0,000 <0,050 which means that the bonus pack has a significant effect on the
impulse buying of consumers PT Moment Global International in Surabaya,
personal selling variable (X3) = tcount 4,965> t table 1,985 with a significant
level of 0,000 <0,050 which means that personal selling has an effect on
significant to the impulse buying of PT Momen Global International consumers in
Surabaya, and the brand image variable (X4) = tcount -1,171> ttable -1,985 with
a significant level of 0.0245> 0.050 which means the brand image has no
significant effect on the impulse buying of PT Momen Global Internatioal
consumers in Surabaya. Researchers concluded that bonus packs and personal
selling affect the impulse buying of PT Momen Globla Internasional consumers in
Surabaya, whereas reward and brand image do not affect the impulse buying of
PT Momen Global International consumers in Surabaya.

Keyword : Reward, Bonus Pack, Personal Selling, Brand Image, Impulse Buying
dan PT Momen Global Internasional.
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