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ABSTRAK 

 

Margareth Chyntia Maretha Sijabat 213030302307, Pengaruh Promosi 

Tebus Murah Terhadap Keputusan Pembelian Dengan Minat Beli Sebagai Variabel 

Mediasi Pada Konsumen Alfamart Di Kota Palangka Raya. Di bawah bimbingan 

Dr. Lelo Sintani, MM (Pembimbing 1) dan Ina Karuehni, SE, M.Si (Pembimbing 

2). 

Penelitian ini bertujuan menguji pengaruh promosi tebus murah terhadap 

keputusan pembelian melalui minat beli sebagai variabel mediasi pada konsumen 

Alfamart di Kota Palangka Raya. Menggunakan metode kuantitatif deskriptif, data 

Hasil penelitian menunjukkan bahwa promosi tebus murah berpengaruh positif dan 

signifikan terhadap minat beli dengan koefisien jalur 0,582, T-Statistik 8,120, dan 

P-Value 0,000. Promosi tebus murah juga berpengaruh positif dan signifikan 

terhadap keputusan pembelian dengan koefisien jalur 0,345, T-Statistik 3,421, dan 

P-Value 0,001. Sementara itu, minat beli berpengaruh positif dikumpulkan melalui 

penyebaran kuesioner Google Form kepada 100 responden. 

 

Metode analisis data menggunakan analisis deskriptif dan partial least 

squares (PLS) dengan alat analisis SmartPLS serta analisis jalur (path) dan 

signifikan terhadap keputusan pembelian dengan koefisien jalur 0,472, T-Statistik 

4,850, dan P-Value 0,000. Minat beli juga terbukti secara signifikan memediasi 

hubungan antara promosi tebus murah terhadap keputusan pembelian dengan 

koefisien tidak langsung 0,275, T-Statistik 3,945, dan P-Value 0,000. 

Kata Kunci: Promosi Tebus Murah, Minat Beli, Keputusan Pembelian, 

Alfamart. 
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ABSTRACT 

 

Margareth Chyntia Maretha Sijabat 213030302307, The Effect of “Tebus 

Murah” Promotion on Purchase Decisions with Purchase Intention as a Mediating 

Variable among Alfamart Consumers in Palangka Raya City. Under the 

supervision of Dr. Lelo Sintani, MM as Supervisor I and Ina Karuehni, SE, M.Si as 

Supervisor II. 

This study aims to examine the effect of Tebus Murah promotion on 

purchase decisions through purchase intention as a mediating variable among 

Alfamart consumers in Palangka Raya City. This research employed a descriptive 

quantitative method, with data collected through a Google Form questionnaire 

distributed to 100 respondents. 

The data were analyzed using descriptive analysis and Partial Least 

Squares (PLS) with SmartPLS software, as well as path analysis. The results show 

that Tebus Murah promotion has a positive and significant effect on purchase 

intention, with a path coefficient of 0.582, a T-statistic of 8.120, and a P-value of 

0.000. Tebus Murah promotion also has a positive and significant effect on 

purchase decisions, with a path coefficient of 0.345, a T-statistic of 3.421, and a P-

value of 0.001. Meanwhile, purchase intention has a positive and significant effect 

on purchase decisions, with a path coefficient of 0.472, a T-statistic of 4.850, and a 

P-value of 0.000. Purchase intention was also proven to significantly mediate the 

relationship between Tebus Murah promotion and purchase decisions, with an 

indirect effect coefficient of 0.275, a T-statistic of 3.945, and a P-value of 0.000. 

 

Keywords: Tebus Murah Promotion, Purchase Intention, Purchase Decision, 

Alfamart. 
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