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Abstract. Prior studies proved that individuals' consumption behaviour is influ-

enced by discounts offered by companies. This study employs literature review 

and questionnaire survey methods to evaluate the impact of regular discount ac-

tivities on consumers' purchase intention in physical restaurants. Data analysis is 

conducted using Stata software for descriptive statistics, correlation analysis, and 

regression analysis, yielding comprehensive and reliable research findings. De-

scriptive statistics and inferential statistical analyses are performed on the survey 

sample, revealing the distribution of respondents' gender, education level, age, 

and their frequency of participating in regular and irregular activities. Inferential 

statistical analysis verifies the significant influence of regular activities on brand 

consumer purchasing habits through independent sample t-tests, indicating a pos-

itive effect of regular activities in cultivating consumer purchasing habits. Addi-

tionally, experimental results demonstrate that regular activities by restaurant 

brands can effectively drive impulsive consumption among new customers, fos-

tering the growth of attracting new clientele. The research findings indicate a 

positive impact of regular discount activities on consumers' purchase intention, 

particularly in attracting new customers and nurturing purchasing habits. How-

ever, caution should be exercised regarding the frequency and intensity of dis-

count strategies. Future research can focus on the moderating effects of different 

consumer types, discount levels and duration, as well as other market environ-

mental factors on purchase intention. 

Keywords: consumer purchase intention, restaurant brand, purchasing habits, 

impulse buying, regular discounts. 

1 INTRODUCTION 

In today's competitive market, companies are always looking for new and effective 

ways to attract and retain customers. It is well known that offering discounts is a com-

mon strategy that can influence customer behavior. Frequent sales campaigns have de-

veloped into a common marketing tool used in many different industries, especially the 

restaurant industry. These initiatives are designed to build brand engagement, encour-

age customer loyalty, and provide consumers with incentives to buy. Nevertheless, the  
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effectiveness of these initiatives and any possible impact on consumer behaviour need 
to be examined in detail. While previous studies have shed light on purchase intentions, 
more in-depth research is needed to understand their impact on brand loyalty and im-
pulse buying behavior. 

The main goal of this study was to find out how frequent discounting affects two 
important consumer behaviors: impulse buying and brand loyalty. This study seeks to 
identify potential mechanisms that influence consumers' purchasing decisions by look-
ing at the frequency of participation in regular discount activities and their impact on 
these behaviors. The study also examines the difference between regular and irregular 
discounting behavior and the different effects of each discounting behavior on con-
sumer behavior. Descriptive statistics and inferential statistics are combined with mixed 
methods. In the first stage, descriptive statistical analysis was performed on the sample, 
including gender distribution, age distribution, educational background, and frequency 
of regular and irregular participation in discount activities. The impact of frequent dis-
counting on brand loyalty and impulse buying will then be assessed using inferential 
statistical analysis techniques such as independent sample T-tests. 

This research is important for academics and professionals alike. First, by revealing 
the impact of frequent discounting on brand loyalty and impulse buying, it broadens 
our understanding of the links between consumer behavior and these activities. Second, 
by using the results of the research, marketers will be better positioned to develop dis-
count approaches that increase brand loyalty and encourage impulsive buying. Busi-
nesses can adjust their marketing strategies to better adapt to changing needs and tastes, 
and their target audience recognizes the benefits and drawbacks of discount operations. 
The purpose of this study was to provide insightful information on how frequent dis-
counting affects customer buying behavior, with a focus on impulsivity and brand loy-
alty. Using a hybrid approach, this work aims to provide insights for optimization. 

2 LITERATURE REVIEW 

Previous research has investigated the impact of price cuts, fashion engagement, and 
shopping patterns on impulse buying. In this study, quantitative and descriptive re-
search methods are used, especially for users of ERIGO clothing brand in Sidoarjo re-
gion. Using non-probabilistic selection technique, this study selected 100 respondents 
and collected data through questionnaire survey. Multiple linear regression analysis 
was conducted using SPSS Statistics 22. The results indicated that price discounts, fash-
ion involvement, and shopping styles had an impact on impulse buying behavior. 

Furthermore, another study focused on analyzing the effects of sales atmosphere and 
promotional activities on consumer impulse buying and positive emotions at Matahari 
Department Store in Yogyakarta. The study utilized non-probability sampling and se-
lected 100 consumers as participants. A questionnaire was used as the research tool, 
and data analysis was performed using SPSS 25. The study found that impulse buying 
is not necessarily influenced positively by promotional activities. 

Previous studies have explored the influence of promotional activities on the pre-
purchase psychological processing of consumers. This study applied the dual-process 
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theory and surveyed 470 consumers. The dual-process theory is a cognitive psychology 
theory used to explain two different thinking processes involved in human decision-
making and judgment, referred to as "System 1" and "System 2". The study tested four 
types of promotional activities, including different reward types and fulfillment types. 
The results showed that impulsive responses were influenced by promotion-induced 
affect and individual differences, while reflective responses varied depending on the 
type of reward. 

Regarding the factors influencing consumer behavior, research has classified six 
constructs related to price perception into price detriments and price benefits and pro-
posed four hypotheses to examine the positive and negative effects of price perception 
on consumer behavior. As consumers become more value-conscious, particularly in 
relatively undifferentiated retail environments, marketing strategies serve as competi-
tive weapons. Companies can stimulate consumers' intrinsic value consciousness and 
price perception through appropriate pricing strategies and clever advertising, which 
not only improves customer satisfaction and purchase intention but also enhances their 
repeat purchase rate. 

A comprehensive literature review on impulse buying has been conducted using a 
systematic approach. The study integrated the impulse buying literature based on the 
TCCM framework and identified future research agendas. The TCCM framework re-
fers to the "Temporary Competitive Context Model," which is a theoretical model used 
to explain consumer behavior in the purchase decision-making process. The review also 
highlighted the antecedents and mediators of impulse buying behavior and identified 
overlooked aspects within the field of impulse buying. 

Based on the aforementioned studies, it is evident that regular discount activities 
have a significant impact on consumer purchasing behavior, including impulse buying 
behavior and positive emotions. Price discounts, fashion involvement, and shopping 
styles are important factors influencing impulse buying. Sales atmosphere has a posi-
tive influence on consumers' positive emotions. Different types of promotional activi-
ties and reward types can influence consumers' impulsive and reflective responses. 
Price perception has both positive and negative effects on consumer behavior. How-
ever, further research is needed to fully understand the impact of regular discount ac-
tivities on consumer purchasing behavior and provide more specific guidance for re-
tailers and promotion managers in formulating effective marketing strategies. 

Additionally, The relationship between consumer satisfaction and loyalty is asym-
metric. [1] Satisfaction is a necessary step in forming loyalty, but its importance dimin-
ishes with the influence of other factors. [2] Brand awareness, brand association, and 
perceived quality directly impact consumers' willingness to book ridesharing services. 
Brand association plays a mediating role between brand awareness and booking inten-
tion, while perceived quality serves as a mediating factor between brand awareness and 
booking intention. Logos play a significant role in the digital business ecosystem, and 
designing logos using color psychology helps enhance brand awareness and strengthen 
brand assets.[3] Logos, together with other branding elements, work collectively to cul-
tivate customer loyalty. Neuro-marketing studies the influence of consumer behavior 
and advertising effectiveness, and employing neuroscientific methods helps understand 
consumers' subconscious and their response to advertisements, which is crucial in 
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improving ad performance.[4] Furthermore, research on the impact of different cultures 
on marketing activities of Dove chocolate reveals the significance of Maslow's hierar-
chy of needs, particularly the needs for belongingness and love, in influencing customer 
behavior. This understanding becomes a key factor for the success of Dove's marketing 
campaigns.[5] 

3 METHOD 

3.1 Literature Review 

The literature review method involves collecting and reading relevant literature to ob-
tain theoretical knowledge and the current state of research related to the study topic. 
In this study, a literature review was conducted to gather detailed information on the 
impact of regular and irregular discount activities on consumer purchasing intentions. 
This helps establish a solid theoretical foundation for subsequent analysis. 

3.2 Questionnaire Survey 

A questionnaire survey was employed to assess the influence of regular discount activ-
ities in physical restaurants on consumer purchasing intentions. The survey collected 
large-scale qualitative, quantitative, and ordinal data. Questionnaire surveys have been 
widely used in related fields and offer advantages in validating effectiveness (referenc-
ing the paper "Pengaruh Price Discount, Fashion Involvement dan Shopping Lifestyle 
terhadap Impulse Buying pada Pengguna Brand ERIGO Apparel di Sidoarjo" [6]). A 
questionnaire comprising multiple items was designed, covering respondents' personal 
background information, attitudes, and behaviors. The survey targeted consumers at 
physical restaurants and was distributed to students and individuals in the community. 
Data collection was completed within a specified time frame, and the gathered data 
were analyzed using statistical analysis software. The study utilized a multistage prob-
ability sampling method, where the sample was randomly selected from the sampling 
population, ensuring relative representativeness of the sampled participants. 

3.3 Data analysis 

The collected qualitative, quantitative, and ordinal data were subjected to descriptive 
statistics, correlation analysis, and regression analysis using the Stata software. 
Through data analysis, this study gained an in-depth understanding of the research 
problem across multiple dimensions, providing a more comprehensive and reliable re-
search conclusion. 
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4 RESULT 

4.1 Descriptive Statistics 

In this study, a series of descriptive statistical analyses were conducted on the survey 
sample. The sample consisted of 170 participants from different majors and grades. 
Here are the results of the descriptive statistics for several key variables in the sample. 

Firstly, regarding the gender distribution of the respondents, it was found that among 
these 170 college students, males accounted for 54.12%, while females accounted for 
48.88%. This suggests that there were slightly fewer women than men in the sample 
for this study. In addition, we also investigated the educational background of the re-
spondents. The distribution of educational background of the sample is relatively uni-
form, and the participants are distributed in high school and below, college, undergrad-
uate, postgraduate and above. Next, we analyzed the age of the respondents. The mean 
age of the sample was about 26.85 years, and the standard deviation was 6.86 years. 
The age distribution follows a normal distribution, with most respondents between 18 
and 25 years old. In addition, the study examined how often respondents participated 
in regular and irregular activities of certain brick-and-mortar restaurant brands each 
month. The results showed that respondents participated in the regular activities of a 
physical restaurant brand 3.05 times per month on average. There were relatively few 
participants who were not interested in regular events, and interest in regular events 
was relatively evenly distributed among 1-2 brands, 3-5 brands, 5 brands, and 5 or more 
brands per month. On the other hand, the average number of some physical catering 
brands participating in irregular activities is 2.34 times per month, and the data distri-
bution shows an inverted bell curve. 

These descriptive statistical results provide basic information about the survey sam-
ple. They reveal the gender proportions, age distribution, educational backgrounds, as 
well as the frequency of participating in regular and irregular activities of certain phys-
ical dining brands each month among the respondents. These statistics lay the founda-
tion for further research and analysis. 

4.2 Inference Statistics 

Study One. Two hypotheses were proposed in this experiment: 
H₀: Regular activities do not have a significant impact on brand consumers' purchas-

ing habits. 
H₁: Regular activities have a significant impact on brand consumers' purchasing hab-

its. 
Following the steps of an independent samples t-test, the t-value for the two sample 

groups was calculated. Then, the author consulted the t-distribution table to determine 
the critical value. In this study, a significance level of α = 0.05 was chosen, and the 
conclusion was drawn by comparing the calculated t-value with the critical value. 

The p-value calculated in this study was 0.00, which is smaller than the significance 
level of α = 0.05. Hence, the null hypothesis H₀ was rejected. This indicates that regular 
activities have a significant impact on brand consumers' purchasing habits. 
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Furthermore, it can be inferred that regular activities play a positive role in fostering 
consumers' purchasing habits. In conclusion, based on the inference statistics using an 
independent samples t-test, this experiment concludes that regular activities have a sig-
nificant impact on brand consumers' purchasing habits and positively contribute to cul-
tivating their purchasing habits. 

Study Two. Two hypotheses were proposed in this experiment: 
H₀: Regular activities of food and beverage brands do not have a significant impact 

on consumers' impulsive buying behavior. 
H₁: Regular activities of food and beverage brands have a significant impact on con-

sumers' impulsive buying behavior. 
Following the steps of an independent samples t-test, the t-value for the two sample 

groups was calculated. Then, we consulted the t-distribution table to determine the crit-
ical value. In this study, a significance level of α = 0.05 was chosen, and the conclusion 
was drawn by comparing the calculated t-value with the critical value. 

The p-value calculated in this study was 0.00, which is smaller than the significance 
level of α = 0.05. Therefore, the null hypothesis H₀ was rejected. This indicates that the 
regular activities of food and beverage brands have a significant impact on consumers' 
impulsive buying behavior. In conclusion, based on the inference statistics using an 
independent samples t-test, this experiment concludes that the regular activities of food 
and beverage brands effectively drive consumers' impulsive buying behavior and con-
tribute to the growth of new customers for these brands. 

5 DISCUSSION 

5.1 Comparison with Similar Theme Research Result 

In the article "The Impact of Price Perception on Consumer Buying Behavior," re-
searchers conducted hypothesis experiments to validate that as consumers become more 
value-conscious, especially in relatively undifferentiated retail environments, price be-
comes a competitive weapon. Price perception not only has a direct effect but also has 
indirect effects.[7] Companies can enhance product quality attributes, adopt appropriate 
pricing strategies, utilize suitable promotional strategies, and employ clever advertising 
to stimulate consumers' intrinsic value consciousness and price perception.[8] 

5.2 Suggestions to Physical Restaurants 

Based on the results, it is suggested that physical restaurants should regularly hold dis-
count events to maintain customer loyalty and purchase intention. Regular discounts 
can stimulate consumers' desire to buy and their interest. The study by Mandolfo, M., 
Bettiga, D., Lamberti, L., and Noci, G. in 2022 on how promotional activities affect 
pre-impulsive buying psychological processes found that impulsive reactions are influ-
enced by emotional promotions and individual differences, while reflective reactions 
differ depending on the type of reward [9]. This view aligns with the findings of this 
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study. However, excessive frequency of discount activities may lower consumers' ex-
pectations of regular prices, thereby affecting the profitability of the store. A survey 
conducted by Ivo, O.A., Welsa, H., and Cahyani, P.D. on 100 consumers of Matahari 
department store showed that impulsive buying is not necessarily positively influenced 
by promotional activities [10]. Therefore, it is advisable to exercise caution when im-
plementing regular discounts and develop strategies based on market demand and com-
petition. 

5.3 Future Research Direction 

In future studies, the following directions can be explored to gain a deeper understand-
ing of the impact of regular discounts on consumer purchasing intentions: 

Consider different consumer segments: Further research can consider the response 
and purchasing intentions of different consumer groups towards regular discounts. Mar-
ket segmentation can be based on age, gender, education and other factors, for different 
market segments to develop targeted discount strategies. 

Consider the extent and duration of discounts: Research can explore the impact of 
different discount ranges and durations on consumers' purchase intentions to determine 
the most effective discount strategies. 

Consideration of other market environment factors: Further research could investi-
gate the moderating role of other market environment factors such as the competitive 
landscape and price sensitivity on the effect of conventional discounts to provide a more 
complete understanding. 

These future research directions can expand our understanding of the impact of reg-
ular discounts on consumers' purchase intention, and provide more effective discount 
strategy suggestions and marketing programs for brick-and-mortar restaurants. 

6 CONCLUSION 

The purpose of this study was to explore the influence of recurring events on purchasing 
habits and impulse buying behavior of brand consumers. Descriptive statistics are used 
to understand the gender distribution, education level, age distribution, and frequency 
of participation in regular and irregular activities of the respondents. The results of in-
ferential statistical analysis show that frequent events have a positive impact on brand 
consumers' purchasing habits and effectively stimulate impulsive purchasing behavior. 
Based on these findings, it is recommended that brick-and-mortar restaurants organize 
regular discount campaigns to maintain customer loyalty and purchase intention, while 
paying attention to the frequency and intensity of discount strategies. Future research 
may consider different consumer groups, discount intensity, duration and other factors 
to further study the regulatory effect of market environment on purchase intention, so 
as to provide more targeted discount strategies and marketing plans. 
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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