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ABSTRAK 

PENGARUH PRICE PERCEPTION DAN PERCEIVED CROWDING 

TERHADAP  PERILAKU PEMBELIAN IMPULSIF PENGUNJUNG 

EVENT JAKARTA X BEAUTY 2025  

Oleh:  

Syafiya Aunurrahim 

223404516053 

Tugas Akhir ini dibimbing oleh Ulfi Maranisya, SST.Par., M.Par. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh price perception dan 

perceived crowding terhadap perilaku pembelian impulsif pengunjung Jakarta X 

Beauty 2025. Jakarta X Beauty merupakan salah satu pameran kecantikan terbesar 

di Indonesia yang diselenggarakan oleh Female Daily Network dan menarik lebih 

dari 125.000 pengunjung. Penelitian ini menggunakan pendekatan kuantitatif 

dengan metode survei terhadap 100 responden yang dipilih melalui purposive 

sampling. Data dikumpulkan menggunakan kuesioner dengan skala Likert 1-5 dan 

dianalisis menggunakan regresi linear berganda dengan bantuan SPSS. Hasil 

penelitian menunjukkan bahwa: (1) Price perception berpengaruh negatif dan 

signifikan terhadap perilaku pembelian impulsif (β = -0,340; t = -3,936; p < 0,001), 

yang mengindikasikan bahwa semakin tinggi persepsi harga yang dimiliki 

pengunjung (menganggap harga mahal), maka semakin rendah kecenderungan 

mereka untuk melakukan pembelian impulsif; (2) Perceived crowding tidak 

berpengaruh signifikan terhadap perilaku pembelian impulsif (β = 0,088; t = 1,035; 

p = 0,303), menunjukkan bahwa tingkat kepadatan yang dipersepsikan tidak 

menjadi faktor penentu pembelian impulsif; (3) Secara simultan, price perception 

dan perceived crowding berpengaruh signifikan terhadap perilaku pembelian 

impulsif (F = 10,581; p < 0,001) dengan kontribusi sebesar 17,9% (R² = 0,179). 

Temuan penelitian ini memberikan implikasi penting bahwa strategi penetapan 

harga yang kompetitif dan menawarkan nilai tambah yang jelas merupakan kunci 

utama dalam mendorong pembelian impulsif pengunjung event kecantikan di 

Indonesia. Pengelola event disarankan untuk memberikan exclusive event discount, 

menawarkan bundle promo yang menarik, serta mengintegrasikan strategi pricing 

dengan faktor-faktor lain seperti experiential marketing untuk menciptakan 

pengalaman berbelanja yang holistik. 

Kata Kunci: Price Perception, Perceived Crowding, Perilaku Pembelian Impulsif, 

Event Tourism, Jakarta X Beauty 
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ABSTRACT 

THE EFFECT OF PRICE PERCEPTION AND PERCEIVED CROWDING 

ON THE IMPULSE BUYING BEHAVIOR OF VISITORS TO THE JAKARTA 

X BEAUTY 2025 EVENT 

By: Syafiya Aunurrahim 

223404516053 

This Final Project was supervised by Ulfi Maranisya, SST.Par., M.Par. 

This research aims to analyze the effect of price perception and perceived 

crowding on the impulse buying behavior of Jakarta X Beauty 2025 visitors. Jakarta 

X Beauty is one of the largest beauty exhibitions in Indonesia organized by Female 

Daily Network, attracting more than 125,000 visitors. This study employs a 

quantitative approach with a survey method involving 100 respondents selected 

through purposive sampling. Data were collected using a Likert scale questionnaire 

(1-5) and analyzed using multiple linear regression with SPSS. The results show 

that: (1) Price perception has a negative and significant effect on impulse buying 

behavior (β = -0.340; t = -3.936; p < 0.001), indicating that the higher the price 

perception held by visitors (perceiving high prices), the lower their tendency to 

make impulse purchases; (2) Perceived crowding does not have a significant effect 

on impulse buying behavior (β = 0.088; t = 1.035; p = 0.303), suggesting that the 

perceived level of crowding is not a determining factor for impulse buying; (3) 

Simultaneously, price perception and perceived crowding have a significant effect 

on impulse buying behavior (F = 10.581; p < 0.001) with a contribution of 17.9% 

(R² = 0.179). The findings of this research provide important implications that 

competitive pricing strategies and offering clear added value are key factors in 

encouraging impulse buying behavior among beauty event visitors in Indonesia. 

Event organizers are advised to provide exclusive event discounts, offer attractive 

bundle promotions, and integrate pricing strategies with other factors such as 

experiential marketing to create a holistic shopping experience. 

Keywords: Price Perception, Perceived Crowding, Impulse Buying Behavior, Event 

Tourism, Jakarta X Beauty 
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