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ABSTRAK 

YULIATIKA PUTRI MAULINA, 17042010078, Pengaruh Promosi dan 

Merchandising Terhadap Impulse Buying Melalui Shopping Emotion Sebagai 

Variabel Intervening (Studi Produk Pakaian di Royal Plaza Surabaya) 

Penelitian ini bertujuan untuk mengetahui : (1) pengaruh promosi dan 

merchandising terhadap shopping emotion pada produk pakaian di Royal Plaza 

Surabaya; (2) pengaruh promosi , merchandising, shopping emotion terhadap 

impulse buying produk pakaian di Royal Plaza Surabaya. Populasi penelitian ini 

adalah konsumen yang pernah membeli produk pakaian di Royal Plaza Surabaya. 

Dalam penelitian ini menggunakan sampel yaitu sebanyak 100 responden. Teknik 

pengambilan sampel yaitu dengan Teknik purposive sampling dengan kriteria 

konsumen berusia ± 17 tahun keatas dan pernah membeli produk pakaian di Royal 

Plaza Surabaya. Teknik analisis data menggunakan Partial Least Square dengan 

software smartPLS 3.0. 

Hasil penelitian ini menunjukkan bahwa promosi dan merchandising memiliki 

pengaruh yang positif dan signifikan terhadap shopping emotion. Demikian juga 

promosi, merchandising dan shopping emotion memiliki pengaruh yang positif dan 

signifikan terhadap impulse buying. Secara tidak langsung promosi dan 

merchandising berpengaruh positif dan signifikan terhadap impulse buying melalui 

shopping emotion. 

Kata Kunci : Promosi, Merchandising, Shopping Emotion, Impulse Buying. 
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ABSTRACT 

YULIATIKA PUTRI MAULINA, THE EFFECT OF PROMOTION AND 

MERCHANDISING ON IMPULSE BUYING THROUGH SHOPPING 

EMOTION AS INTERVENING VARIABELS. (Study on apparels in Royal 

Plaza Surabaya) 

The purpose of this research : (1) the effect of promotion and merchandising on 

shopping emotion at apparels in Royal Plaza Surabaya; (2) the influenced of 

promotion,merchandising, shopping emotion on impulse buying of apparels in 

Royal Plaza Surabaya. The population in this research is consumers who have 

bought apparels in Royal Plaza Surabaya. In this study using a sample of 100 

respondents. The sampling technique is purposive sampling technique with the 

criteria of consumers aged ± 17 years and over and have bought apparels in Royal 

Plaza Surabaya. Data analysis techniques used Partial Least Square with smartPLS 

3.0 software. 

The results of this research indicated that promotion and merchandising have a 

positive and significant effect on shopping emotion. Likewise promotion, 

merchandising and shopping emotion have a positive and significant effect on 

impulse buying. Indirectly, promotion and merchandising have a positive and 

significant effect through shopping emotion on impulse buying. 

Keywords : Promotion, Merchandising, Shopping Emotion, Impulse Buying.
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