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INTRODUCTION

Impulsive buying is defined as a spontaneous, immediate, and
unplanned purchasing behavior, often accompanied by strong emotional
arousal (Lo et al., 2022). In the context of modern retailing, this behavior has
become an essential component of marketing strategy, as it contributes
significantly to sales volume (Lim et al., 2017). Recent studies have revealed that
most consumers are inclined to make impulsive purchases of food and
beverage products, primarily influenced by their emotional state, personal
preferences, and brand attachment, rather than by a thorough evaluation of
product attributes or specifications (Sheoran, 2024). In Indonesia, impulsive
buying behavior has become increasingly prominent in line with the growth of
urban consumer lifestyles and the expanding presence of experience-oriented
retail formats (Cahyani & Marcelino, 2023; Purwanto & Yanti, 2024).

This phenomenon is also evident in the beverage-to-go industry,
exemplified by Chatime, which offers tea-based beverages with diverse flavor
options and attractive price promotions. As of 2024 , Chatime Indonesia
operates more than 400 outlets across major and secondary cities, including
Ambon (Redaksi Ameks, 2022), where consumer behavior is often shaped by
atmospheric cues and promotional stimuli present within the retail
environment. Empirical evidence from numerous consumer studies reveals that
exposure to an enjoyable store atmosphere or limited-time price discounts
significantly enhances consumers’ propensity for impulsive purchases (Arianty
et al., 2024; Safitri et al., 2020; Setiawan & Ardani, 2022). This finding highlight
that purchasing behavior within the beverage retail sector is largely driven by
emotional dynamics emerging from sensory stimuli and situational contexts.

One of the key determinants of impulsive buying behavior is store
atmosphere, which encompasses visual, auditory, and olfactory elements
within the retail environment—such as lighting, spatial layout, color, music,
and scent (Arianty et al., 2024; Safitri et al., 2020; Setiawan & Ardani, 2022). A
store environment designed to evoke comfort and enjoyment has been shown to
enhance customers’ positive affect and stimulate spontaneous purchase
decisions (Rahmania & Sari, 2025). In the context of Chatime, modern store
layouts, warm lighting, and the distinctive aroma of tea may serve as emotional
stimuli that reinforce customers’ impulses to buy unplanned products.

Furthermore, price discounts have been identified as a strong external
trigger of impulsive behavior. Marketing research indicates that perceived
value from price reductions can create a sense of urgency and motivate
consumers to make immediate purchases to avoid missing opportunities —a
phenomenon often explained through the loss aversion effect (Suvarna &
Malagi, 2025). In Indonesia, discount-based promotional strategies are widely
employed by beverage brands to increase purchase frequency, particularly
among younger consumers who are highly responsive to price incentives and
digital promotions (Nabila et al., 2024). Thus, the combination of an appealing
store atmosphere and persuasive discount offers is believed to amplify
consumers’ emotional arousal, leading to higher tendencies toward impulsive
buying.
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Although numerous studies have examined the influence of store
atmosphere and price discounts on impulsive buying, most of them have
focused on retail contexts such as fashion stores, supermarkets, or e-commerce
platforms (Arianty et al., 2024; Nabila et al., 2024; Safitri et al., 2020; Setiawan &
Ardani, 2022). Research exploring impulsive buying behavior in the beverage
retail sector, particularly in Eastern Indonesia such as Ambon City, remains
limited. Yet, the growing adoption of urban lifestyles among Ambon consumers
and the presence of national brands like Chatime offer a relevant empirical
setting to understand how emotional and promotional factors interact to drive
spontaneous purchasing behavior.

This research gap underscores the need to reexamine the relationship
between store atmosphere, price discounts, and impulsive buying within the
context of experience-oriented beverage retailing. Theoretically, this study
extends the understanding of consumer behavior within the framework of
hedonic consumption, emphasizing the emotional and situational aspects of
purchasing. Practically, the findings are expected to provide actionable insights
for retail managers, particularly those at Chatime, in designing effective store
atmosphere and promotional strategies to manage customers” impulsive buying
behavior optimally without diminishing brand value.

LITERATURE REVIEW
Impulsive Buying Theory

The concept of impulsive buying was first introduced by Stern (1962),
who described it as a purchasing action that occurs spontaneously, rapidly, and
without prior planning. Rook (1987) later emphasized that impulsive purchases
are primarily emotional and are often not driven by rational needs but rather by
affective urges triggered by external stimuli such as product displays,
promotional messages, or store atmospherics. Within the framework of hedonic
consumption (Hirschman & Holbrook, 1982), this behavior represents a pursuit
of instant gratification and pleasurable emotional experiences rather than the
fulfillment of functional needs. Consequently, impulsive buying is viewed as a
complex psychological response involving the interplay between situational
factors and individual characteristics (Rook & Fisher, 1995).

Empirical evidence demonstrates that impulsive buying behavior plays a
crucial role in enhancing sales performance in the modern retail sector
(Chandrasekhar et al., 2024; Liliyan, 2024). Factors such as lighting, scent, store
layout, and price promotions have been shown to effectively stimulate
unplanned purchasing decisions (Safitri et al., 2020). However, most previous
studies have concentrated on fashion retail or e-commerce contexts, leaving
limited exploration within the beverage retail sector — particularly in Eastern
Indonesia. Therefore, this study employs the theory of impulsive buying as the
conceptual foundation for examining how store atmosphere and price discount
influence spontaneous purchasing behavior among Chatime consumers in
Ambon City.

Store Atmosphere, Price Discount and Impulsive Buying

Store atmosphere is a fundamental component of retail marketing

strategy, shaping consumers’ perceptions and emotions during the purchasing
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process. Kotler (1974) conceptualized it as the design of the buying environment
intended to evoke emotional responses and influence buying behavior.
Elements such as lighting, color, layout, music, scent, and spatial comfort form
the sensory and emotional foundation of this experience (Safitri et al., 2020).
Prior studies indicate that a pleasant store atmosphere enhances positive affect
and increases the likelihood of impulsive purchases (Faiza Naomi et al., 2025;
Liliyan, 2024; Setiawan & Ardani, 2022). In beverage retail settings, this effect is
particularly salient, as consumer decisions are often driven by sensory and
social experiences.

Price discount, on the other hand, represents a tactical pricing strategy
that reduces the regular price to create perceived value and urgency to
purchase (Jee, 2021). Discounts evoke emotional reactions such as excitement
and the joy of saving, thereby encouraging impulsive buying (Setiawan &
Ardani, 2022). From the perspective of prospect theory (Kahneman & Tversky,
1979), time-limited promotions trigger loss aversion, motivating consumers to
act quickly to avoid missing out. In the Indonesian retail context, younger
consumers have been found to be highly responsive to discounts due to strong
emotional and value perceptions (Zein & Hadi, 2025). Hence, price discounts
serve not only as economic incentives but also as psychological stimuli that
intensify impulsive buying tendencies.

The interaction between a favorable store atmosphere and attractive
price discounts is expected to amplify impulsive buying behavior. When
consumers experience an enjoyable in-store environment combined with
appealing promotional offers, their emotional drive to make spontaneous
purchases tends to increase substantially (Setiawan & Ardani, 2022; Wisesa &
Ardani, 2022). Nonetheless, most existing studies have concentrated on fashion
and supermarket contexts, leaving limited empirical exploration within
beverage retail —particularly in emerging markets such as Ambon City. This
study aims to address this gap by examining how store atmosphere and price
discount jointly influence consumers’ impulsive buying behavior in the
beverage retail sector. Hence:

H1: Store Atmosphere has a significant effect on Impulsive Buying
H2: Price Discount has a significant effect on Impulsive Buying

METHODOLOGY
Sample And Data Collection

This study employed a quantitative approach using a survey method
through the distribution of questionnaires to consumers who had visited the
Chatime outlet at Maluku City Mall, Ambon. Respondents were selected using
a purposive sampling technique based on the following criteria: (1) having
purchased Chatime products at Maluku City Mall and (2) being at least 17 years
old. Data were collected online through digital questionnaires distributed via
Google Forms using social media platforms and personal communication
networks. Out of a total of 100 distributed questionnaires, 87 were returned and
deemed valid for analysis. This number is considered representative to provide
empirical insights into the influence of store atmosphere and price discount on
impulsive buying behavior among beverage retail consumers in Ambon City.
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The collected data were analyzed using Structural Equation Modeling (SEM)
with the Partial Least Squares (PLS) approach, processed through SmartPLS 3.0
software to test both measurement and structural models.
Operational Definition and Measurement of Variables

The operational definitions in this study were formulated to empirically
measure each research construct. The store atmosphere, adapted from Safitri et
al. (2020), was measured using four indicators: visual communication, lighting,
color, and scent, representing sensory elements within the store that influence
consumers’ perceptions and emotions. The price discount, also adapted from
Safitri et al. (2020), was measured through three indicators: discount frequency,
discount magnitude, and timing of discount, which reflect consumers’
perceived value and purchase urgency. Meanwhile, the impulsive buying,
adapted from Muzdalifah (2023), was measured using five indicators: planning,
promotion, urge, delay, and spontaneity. All indicators were assessed using a
five-point Likert scale, ranging from 1 = strongly disagree to 5 = strongly agree.

RESULT AND DISCUSSION
Demographic Information

The demographic characteristics of the respondents (Table 1) indicate
that the majority of participants in this study were female (59.8%) and
predominantly within the 17-29 age group (56.3%), representing the young
consumer segment as Chatime’s primary market in Ambon City. In terms of
occupation, most respondents were students (42.5%), followed by civil servants
or employees of state-owned enterprises (24.1%) and private-sector employees
(20.7%). This demographic pattern suggests that impulsive buying behavior in
the ready-to-drink beverage sector is more prominent among young and
educated consumers, who tend to be more responsive to sensory experiences
within the store environment and to attractive price promotions.

Table 1. Respondents” Demographic Information

Demographic Frequenc Precentage
Vartable Category (rc11=87) ¢ (%) ®
Gender Male 35 40.2
Female 52 59.8
Age (years) 17 - 29 49 56.3
30 - 39 20 23.0
40 - 49 12 13.8
> 50 6 6.9
Occupation Student/College Student 37 42.5
Private Employee 18 20.7
Civil Servant/State-Owned 21 241
Enterprise Employee
Entrepreneur 6 6.9
Others 5 5.7
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Validity and Reliability Analysis
Table 2. Validity and Reliability Assessment

Construct Indicator | Loading ggﬁl a%oiiiltt; AVE Crc:;?;zh S
Store SAtl 0.812 0.890 0.675 0.865
Atmosphere

SAt2 0.845
SAt3 0.793
SAt4 0.826
Price Discount PD1 0.811 0.876 0.623 0.848
PD2 0.835
PD3 0.792
The Impulsive TIB1 0.803 0.907 0.612 0.882
Buying TIB2 0.819
TIB3 0.841
TIB4 0.798
TIB5 0.812

Source: Processed data, 2025

The evaluation of the constructs indicated that all research indicators met
the required validity and reliability criteria (Table 2). The validity analysis
showed that all indicators had loading factors ranging from 0.792 to 0.845,
confirming the convergent validity of each construct (Sarstedt et al., 2019). The
Average Variance Extracted (AVE) values for Store Atmosphere, Price
Discount, and Impulsive Buying were 0.675, 0.623, and 0.612, respectively,
exceeding the 0.5 threshold, indicating that the indicators reliably represent the
primary variance of their respective constructs (Kurniawan & Togatorop, 2025).
Reliability testing further revealed Composite Reliability (CR) values of 0.890,
0.876, and 0.907, as well as Cronbach’s Alpha values of 0.865, 0.848, and 0.882,
all above the 0.7 threshold (Patty & Kurniawan, 2025), confirming high internal
consistency among the indicators.

Hypothesis Testing Analysis
Table 3. Results of Hypothesis Testing

Hvoothesis Orginal T Statistics P
yP Sample (O) (|O/STDEV|) | Value
H1 | Store Atmosphere -> The 0.421 4135 0.000
Impulsive Buying
H2 | Price Discount -> The 0.378 3.682 0.000
Impulsive Buying

Source: Processed data, 2025

The hypothesis testing results indicate that Store Atmosphere exerts a
positive and significant effect on Impulsive Buying (O = 0.421; T = 4.135; P =
0.000), confirming that sensory and emotional experiences within the store can
trigger spontaneous purchase decisions. This finding aligns with Rahmania and
Sari, (2025), and Setiawan and Ardani (2022), who reported that lighting,
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layout, color, and scent generate positive affect that reinforces consumers’
impulsive tendencies. These results support the hedonic consumption
framework proposed by Hirschman and Holbrook (1982), which emphasizes
the role of emotional experiences in consumer behavior beyond rational
considerations.

Price Discount was also found to significantly influence Impulsive
Buying (O = 0.378; T = 3.682; P = 0.000), suggesting that price promotions can
create a sense of urgency and enhance the drive for spontaneous purchases.
This finding is consistent with Arianty et al. (2024), and Faiza Naomi et al.
(2025), who demonstrated that discounts elicit emotional responses such as
excitement or the joy of saving, particularly among young consumers who are
highly responsive to economic value and time-limited opportunities.
Accordingly, price discounts function as psychological triggers that modulate
the intensity of impulsive buying.

A comparison of the effect sizes indicates that Store Atmosphere (0.421)
contributes slightly more than Price Discount (0.378), implying that in-store
experiential elements and ambiance play a more dominant role in shaping
impulsive buying behavior than purely economic factors. This underscores the
importance of integrating emotional stimuli with price promotions in retail
marketing strategies, particularly within the beverage-to-go sector, to maximize
the interaction between customer experiences and spontaneous purchase
responses.

The interaction between Store Atmosphere and Price Discount
demonstrates that both factors jointly reinforce consumers’ impulsive buying
tendencies, even though the dominant influence remains rooted in sensory and
emotional experiences within the store. This highlights that effective marketing
strategies rely not solely on price incentives but also on the store’s ability to
create an environment that evokes positive affect. In other words, the
integration of atmospheric elements and price promotions can cultivate a more
holistic consumer experience, increasing the likelihood of repeated spontaneous
purchases while strengthening emotional attachment to the brand.

CONCLUSION AND RECOMMEDATIONS

This study confirms that Store Atmosphere and Price Discount play
significant roles in driving impulsive buying behavior among Chatime
consumers in Ambon City, with the impact of sensory and emotional
experiences within the store slightly outweighing that of discount incentives.
The findings underscore that spontaneous purchasing decisions are not solely
triggered by economic considerations but are also influenced by emotional
stimuli generated from the physical store environment, aligning with the
hedonic consumption framework that emphasizes the role of affect in consumer
behavior.

Based on these findings, it is recommended that store management focus
on enhancing the store atmosphere through lighting, layout, color, scent, and
service interactions that support comfort and positive customer experiences.
Additionally, strategically planned discount promotions can be employed to
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increase purchase urgency without diminishing the emotional value of the
experience. The integration of these strategies is expected to strengthen
impulsive buying tendencies, enhance customer satisfaction, and foster
sustained emotional attachment to the brand.

FURTHER STUDY

This study still has limitations, so further research on this topic is still
needed “Exploring the Effects of Sensory Store Experience and Promotional
Pricing on: Evidence from Beverage Retail Consumers in Ambon City”.
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