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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji perbedaan discount framing pada 

persepsi diskon harga dan impulse buying untuk produk FMCG kategori snack di 

masyarakat perkotaan dan pedesaan. Penelitian ini menggunakan FMCG dan 

perilaku konsumen FMCG sebagai objek penelitian dan studi eksperimental 

sebagai desain penelitian. Menggunakan desain penelitian dengan analisa 

Multivariate Analysis of Variance (MANOVA) digunakan untuk metode analisis 

penelitian. Pengumpulan data dengan jumlah responden 197 dengan ketentuan 

responden adalah masyarakat di desa dan kota. 

Variabel terukur pada penelitian ini ialah persepsi diskon harga dan 

impulse buying diukur dengan menggunakan skala likert 4 poin. Penelitian ini 

menemukan bahwa tidak terdapat perbedaan jenis discount framing terhadap 

persepsi diskon harga dan impulse buying. Selanjutnya, tidak terdapat perbedaan 

jenis discount framing terhadap persepsi diskon harga dan impulse buying di 

wilayah desa dan kota. Terakhir, persepsi diskon harga memiliki pengaruh 

terhadap impulse buying. 

 

Kata kunci: FMCG, Discount framing, Persepsi Diskon Harga, Impulse buying, 

desa dan kota 
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ABSTRACT 

 

This study examines the differences in discount framing on perceptions of 

price discounts and impulse buying for snack category FMCG products in urban 

and rural communities. This study uses FMCG and consumer behavior FMCG as 

research objects and experimental studies as research designs. One Way 

Anovaused for research analysis methods in this research. Data collection with the 

number of respondents 197 with the provisions of participants are people in 

villages and cities. 

The measured variable in this study is that of perceptions of price discounts 

and impulse buying were  measured using a 4-point Likert scale. This study found 

that there was no difference in the type of discount framing on the perception of 

price discounts and impulse buying. Furthermore, there is no difference in the 

type of discount framing on the perception of price discounts and impulse buying 

in rural and urban areas. Finally, the perception of price discounts has an influence 

on impulse buying. 

 

Keywords: FMCG, Discount framing, Perception of Price Discounts, Impulse 

buying, urban and rural  
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