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Abstract

In this globalization era, the business world has entered a very tight competition. This
competition appears along with the development of increasingly sophisticated technology,
encourage a wide range of changes in the world system, either directly or indirectly. In the
business world such as the system changes, the system in trading, marketing, transaction
and information delivery method will change. The existence of a sophisticated technology
with the Internet network facilitates direct interaction between consumers and businesses.
And along with the development of increasingly sophisticated internet and spacious,
businesses are now choosing a marketing strategy by utilizing the Internet to communicate,
provide information and promote their business to the public or consumers. Research aims
to study whether there is influence of the Effect of Viral Marketing, Promotions, Discounts
and Store Atmosphere Purchase Decision (Case Study on Shoes Holic Veteran Padang), The
method of determining the planned sample in this research is purposive sampling and
observation data obtained 200 as a sample. The data used are primary data Year 2018.
Observation of this study using multiple linear regression. The results showed there were
significant and positive effect between viral marketing, promotions, discounts and store
atmosphere on purchasing decisions.

Keywords: Viral Marketing, Promotions, Discounts and Store Atmosphere on Purchasing
Decision

Introduction

Indonesia is a developing country, can be seen in this globalization era, the business world has
entered a very tight competition. This competition appears along with the development of
increasingly sophisticated technology, encourage a wide range of changes in the world system.
Businesses are now choosing a marketing strategy by utilizing the Internet to communicate, provide
information to the public and to promote their businesses or consumers. Business marketing activities
by using the internet is called E-marketing. E-marketing is the marketing side of which consists of the
company's work to communicate something, promote, and sell goods or services via the internet. This
marketing system can reach a very large region or even the world, but it can also be done 24 hours
without stopping. By simply connect the Internet, the company can market its products. From the
development of the Internet was not separated from the social media phenomenon is increasingly
widespread use communities and companies in influencing the business world.

Seeing the development of the Internet is becoming more sophisticated and competition getting
tougher what more in fashion, sellers try to boost strategy of promotion through social media using
techniques Viral Marketing, as seen this strategy is a promotional tool that is most effective to deploy
communication faster than the promotional tools. According to Kotler and Armstrong (2012: 538),
viral marketing is marketing the Internet version of the use of marketing by word of mouth through a
website, video, e-mail message, or show other marketing was highly infectious that customers want to
forward it to friends they.

According Skrob (2005)Viral marketing can be understood as communication and distribution
concepts that rely on customers to submit digital products by electronic mail to other potential
customers in the areas of social and to turn these contacts also send product Viral Marketing utilizes
recommendation by friends and have a snowball effect, Viral Marketing is more powerful than other
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means of advertising because it conveys an implied endorsement from people you know. Viral
Marketing is a strategy based on and taking advantage of the nature of these information
disseminations on the internet like a virus, this type of marketing reproduces itself and the customer
is the client disseminate it,

In addition to the promotions carried out by the company in support of the achievement of sales of
both goods and services, accommodation is also one of the most important elements to support sales.
Furthermore, to develop strategies to compete in an increasingly competitive market condition. Store
environment has a very important role to attract consumers. Store atmosphere is one important
element of a retail mix that can affect consumer buying decision process.

Referring to previous studies conducted by research conducted by Eltaj Mohammed, (2017)
examines the Securities Investigation Against Viral Marketing Marketing Purchase Decision (Case
Study: Students College- The Administrative Sciences Najran University. The study's findings indicate
that there is a significant and positive relationship between viral Marketing marketing and purchasing
decisions; In other words, viral marketing takes customers ketingkatkan their purchasing decisions.

Further research conducted by Cindy Juwita (2013) examines Store Atmosphere Effect on
Consumer Purchasing Decisions in Texas Chicken Manado Multimart II. This study aimed to
determine the effect of the Atmosphere of the Purchase Decision Stoe either collectively or
individually, by means of multiple linear regression analysis, hypothesis testing using the F test and T
test results show store exterior (X1), general interior (X2), store layout (X3) and the interior display
(X4) significantly influence the purchase decision, but there are weaknesses in this study, the results of
multiple linear regression test R Square of 0.709, this shows that the influence of variable X to Y 70.9%
while the rest influenced other variables outside variables examined in this study,

Methods

This study aimed to determine the effect of viral Marketing, Promotions, Discounts and Store
Atmosphere on Purchasing Decision. The population in this study is that consumers who visit the
store and using products Shoes Holic Padang with a sample of 200 respondents were selected based
on non-probability sampling techniques. Criteria for selecting the sample in this study is that
consumers who visit the store and using products Shoes Holic Veteran Padang. This research was
conducted in 2019. The data analysis technique used is the analysis multiple linear regression.

Results and Discussion
Analysis multiple linear regression. is used to determine the effect of linearly between variables
viral Marketing, Promotions, Discounts and Store Atmosphere onto the purchasing decision of data
processing with SPSS 21.0 was obtained result as in the following table 1.
Based on the data below obtained linear equation as follows:
Y =a+blxl +b2X2 +b3X3 +b4X4 +e
Y=-16.891+0,457 X1+0,271 X2+0,479 X3 +0, 342 X4 + e

Table 1 Analysis Multiple Linear Regression

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) -16.891 2.011 - .000
8.400
Viral Marketing 457 .047 440 9.826 .000
Promotion 271 .031 .298 8.839 .000
Discount 479 072 .289 6.694 .000
Store Atmosphere .342 .049 .282 7.057 .000

Source: primary data, 2019
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From Regression equations above, it can be interpreted as follows, the magnitude of the constants
obtained at -16.891 shows, without any independent variables that viral marketing (X1), promotion
(X2), discount (X3), and store atmosphere (X4), then the value of the purchase decision (Y) amounted
to -16.891. The regression coefficient (b) of the variable viral marketing (X1) obtained is positive,
namely 0.457 indicates that any increase in the variable viral marketing one unit, it will result in an
increase in the purchasing decision, amounting to 0.457 units. The regression coefficient (b) of the
variable promotion (X2) obtained is positive, namely 0.271 indicates that any increase in the variable
promotion one unit, it will result in an increase in the purchasing decision, amounting to 0.271 units.
The regression coefficient (b) of the variable discount (X3) obtained is positive, namely 0.479 indicates
that any increase in the variable discount one unit, it will result in an increase in the purchasing
decision, amounting to 0.479 units. The regression coefficient (b) of the variable store atmosphere (X4)
obtained is positive, namely 0.342 indicates that any increase in the variable store atmosphere one unit,
it will result in an increase in the purchasing decision, amounting to 0.342 units.

Hypothesis

F test is to prove the significance level of all independent variables on the dependent variable. This
research was used to examine the effect of viral marketing, promotions, discounts and store
atmosphere against buying decision. Based on the calculation results of the ANOVA F test at the table
as follows:

Table 2 F- test results

ANOVAP
Model Sum of Df Mean F Sig.
Squares Square
1  Regression 5591.789 4 1397.947 189.29  .0002
4
Residual 1440.086 195 7.385
Total 7031.875 199
a. Predictors: (Constant), Store Atmosphere, Promotion, Discount, Viral
Marketing

b. Dependent Variable: Purchase Decision
Source: primary data 2019

Based on the table above, obtained F count 189.294 with sig 0.000 <0.05. This means that of the F
test conducted jointly exogenous variables have positive and significant influence on the purchase
decision (Case Study on Shoes Holic Veteran Padang), meaning that the exogenous variables together
have a positive and significant effect on endogenous variables.

T-statistic

hypothesis 1

viral marketing significant positive effect on the purchase decision (Case Study on Shoes Holic Veteran
Padang). Based on the analysis of the test results are known tcount> t table is 9.826> 1.653 (Sig. 0.000
<0.05). meanHO is rejected and Ha accepted, so the alternative hypothesis proposed in the study is
accepted, that viral marketing significant positive effect on purchasing decisions (Case Study on Shoes
Holic Veteran Padang).

hypothesis 2

Promotion significant positive effect on the purchase decision (Case Study on Shoes Holic Veteran
Padang). Based on the analysis of the test results are known t count> t table is 8.839> 1.653 (Sig. 0.000
<0.05). meanHO is rejected and Ha accepted, so the alternative hypothesis proposed in the study is
accepted, that promotion significant positive effect on purchasing decisions (Case Study on Shoes
Holic Veteran Padang).
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hypothesis 3

Discount significant positive effect on the purchase decision (Case Study on Shoes Holic Veteran
Padang). Based on the analysis of the test results are known t count> t table is 6.694> 1.653 (Sig. 0.000
<0.05). meanHO is rejected and Ha accepted, so the alternative hypothesis proposed in the study is
accepted, that discount significant positive effect on purchasing decisions (Case Study on Shoes Holic
Veteran Padang).

hypothesis 4

Store atmosphere significant positive effect on the purchase decision (Case Study on Shoes Holic
Veteran Padang). Based on the analysis of the test results are known t count> t table is 7.057> 1.653
(Sig. 0.000 <0.05). mean Hj is rejected and Ha accepted, so the alternative hypothesis proposed in the
study is accepted, that store atmosphere significant positive effect on purchasing decisions (Case
Study on Shoes Holic Veteran Padang).

Results and Decisions
Effect of Viral Marketing on Purchasing Decision (Case Study on Shoes Holic Veteran Padang)

This study proves that viral marketing has a significant positive effect on the purchase decision
(Case Study on Shoes Holic Veteran Padang). The results of the study can be seen viral marketing
coefficient of 0.457 and has no effect or a positive direction on purchasing decisions. The results show
that with increasing Shoes Holic Veteran Padang do Viral Marketing will affect customers in making
purchasing decisions in this regard Viral Marketing will also introduce Shoes Holic to new customers
and will expand its market share, especially it is supported by users of social media in Indonesia is
very much especially instagram it will be a factor Shoes Holic support in implementing viral
marketing techniques to attract the attention of consumers,

This finding is consistent with that made by Eltaj Mohammed, (2017) examines the Securities
Investigation Marketing viral Marketing Against Buying Decision (Case Study: The Student
Administrative Sciences Najran University College-, The study's findings indicate that there is a
significant and positive relationship between viral Marketing marketing and purchasing decisions

According to (Lekhanya, 2014) the term 'Viral Marketing' describes the phenomenon where
consumers are interconnected to share and disseminate relevant information marketing was initially
sent deliberately by the market to stimulate and harness the behavior of mouth. "In other words, viral
marketing is a marketing strategy that focuses on the dissemination of information and opinions
about a product or service from person to person, primarily by using unconventional means such as
the Internet or email.

Effect of Promotion on Purchasing Decision (Case Study on Shoes Holic Veteran Padang)

This experiment proved that the promotion has a significant positive effect on the purchase
decision (Case Study on Shoes Holics Veteran Padang). The results of the study can be viewed
coefficient sale of 0.271 and has no effect or a positive direction on purchasing decisions. The results
show that with increasing Shoes Holic Veteran Padang promotion will affect customers in making
purchasing decisions in this promotion through social media will also introduce Shoes Holic to new
customers and will expand its market share, especially it is supported by users of social media in
Indonesia is very much especially instagram, facebook it Shoes will be a contributing factor in
applying the technique Holic promotion through social media to attract the attention of consumers.

This finding is consistent with research conducted by Salome, Peter, et al. (2017) studied
the "Multi-unit sale price and its impact on purchasing decisions and sales" used sample of
220 respondents. The results showed that the campaign significantly influence purchasing
decisions and sales, promotional units, multiple units of a significant effect on sales,
promotions leading to a number of higher purchase sales promotion led to a greater
response.
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Effect of Discount on Purchasing Decision (Case Study on Shoes Holic Veteran Padang)

This study proves that discounts have a significant positive effect on purchasing decisions (Case
Study on Shoes Holic Veteran Padang). The results of the study can be seen the discount coefficient of
0.479 and has a positive influence or direction on purchasing decisions. These results indicate that
with the increasing number of Shoes Holic Veteran Padang discounting will influence purchasing
decisions, with a discount will encourage customers to make purchasing decisions, if Shoes Holic
provides discounts that are large enough or often enough then consumers will be more interested in
buying the products offered

Effect of Atmosphere Against Store Purchase Decision (Case Study on Veterans Holic Shoes
Padang)

This study proves that Store Atmosphere have a significant positive influence on purchase
decisions (Case Study on Shoes Holic Veteran Padang). The results of the study can be seen at 0.342
coefficient of Store Atmosphere and has no effect or a positive direction on purchasing decisions. The
results show that with increasing Shoes Holic Veteran Padang do Store Atmosphere will affect
customers in making purchasing decisions in this regard Store Atmosphere will increase the
attractiveness of customers to visit and shopping in Shoes Holic.

Conclusions
Based on the analysis and discussion of the Effect of Viral Marketing, Promotions, Discounts and

Store Atmosphere Purchasing Decision (Case Study on Shoes Holic Veteran Padang), it can be

concluded viral Marketing, Promotions, Discounts and Store Atmosphere have significant and

positive influence on the buying decision.

1. Based on Achievement Level Respondents (TCR), the lowest it can be concluded that the curiosity
of consumers (curiosit) Shoes Holic Padang Veteran of the products featured in social media Shoes
Holic Padang Veteran seem ordinary. Consumers are not interested in the content in social media
Shoes Holic because it is tantamount to shoe products are sold on the sidewalk. For it is expected
that management Padang Veteran Shoes Holic in providing content on social media to pay
attention to the image and view the uploaded videos that consumers are interested in pictures and
videos.

2. Based on Achievement Level Respondents (TCR), the lowest it can be concluded that the sale of
personal (personal selling) Shoes Holic Veterans Padang in attracting consumers to be increased
again. in the Airdirect interaction with consumers expected salesperson can serve well and answer
questions and receive messages from consumers. Because of personal selling plays an important
role in the marketing services and get feedback from consumers.

3. Based on Achievement Level Respondents (TCR), the lowest it can be concluded that the discounts
given season Padang Veteran Shoes Holic cannot attract consumers to shop for products Shoes
Holic Veteran Padang. For it is expected that the discounts given by Padang Veteran Shoes Holic
not only in certain seasons, but also do a discount on weekdays so that consumers may be
interested in the products Shoes Holic.

4. Based on Achievement Level Respondents (TCR), the lowest it can be concluded that the Exterior
(Exterior Shop) Shoes Holic Veterans Padang in attracting consumers can be increased again. For
that is expected to management Veteran Shoes Holic Padang to improve store atmosphere on the
outside of the store to provide bright lighting, the color of the store in accordance with the target
consumers, as well as the complementary music store update and store atmosphere that does not
make consumers feel saturated.
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