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ABSTRAK 

 

Fidda Rahmawati, 20042020191, Pengaruh Visual Merchandising, Store 

Atmosphere dan Promosi Penjualan Terhadap Impulse Buying Pada 

Konsumen KKV Di Galaxy Mall Kota Surabaya.  

Dalam memenangkan persaingan bisnis perusahaan perlu memahami 

perilaku pembelian konsumen. Perilaku pembelian spontan merupakan salah satu 

yang mempengaruhi proses pembelian saat ini. Penelitian ini bertujuan untuk 1) 

mengetahui dan menganalisis pengaruh visual merchandising, store atmosphere 

dan promosi penjualan secara simultan terhadap impulse buying. 2) mengetahui dan 

menganalisis pengaruh visual merchandising, store atmosphere dan promosi 

penjualan secara parsial terhadap impulse buying. Populasi dalam penelitian ini 

adalah konsumen KKV Galaxy Mall yang memiliki total populasi sebanyak 1.500 

individu. Data yang digunakan dalam penelitian ini adalah data primer. Teknik 

pengambilan sampel yang digunakan adalah dengan memggunakan rumus solvin 

dan diperoleh sampel sebanyak minimal 142 responden yang pernah melakukan 

pembelian di KKV Galaxy Mall Kota Surabaya. Penelitian ini menggunakan hasil 

analisis regresi linier berganda. Hasil analisis menunjukkan bahwa secara simultan 

variabel visual merchandising, store atmosphere dan promosi penjualan 

berpengaruh positif terhadap impulse buying. Namun uji hipotesis secara parsial 

diketahui bahwa variabel visual merchandising secara parsial tidak berpengaruh 

signifikan terhadap impulse buying. Sementara variabel store atmosphere dan 

promosi penjualan secara parsial berpengaruh signifikan terhadap impulse buying. 

 

Kata Kunci : Visual Merchandising, Store Atmosphere, Promosi Penjualan,  

Impulse Buying   
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ABSTRACT 

Fidda Rahmawati, 20042020191, The Influence of Visual Merchandising, Store 

Atmosphere, and Sales Promotion on Impulse Buying Among KKV Consumers 

at Galaxy Mall in Surabaya City. 

In winning business competition, companies need to understand consumer 

purchasing behavior. Spontaneous buying behavior is one that influences the 

current buying process. This study aims to 1) determine and analyze the effect of 

visual merchandising, store atmosphere and sales promotion simultaneously on 

impulse buying. 2) determine and analyze the effect of visual merchandising, store 

atmosphere and sales promotion partially on impulse buying. The population in this 

study were KKV Galaxy Mall consumers who had a total population of 1,500 

individuals. The data used in this study are primary data. The sampling technique 

used is by using the Solvin formula and obtained a sample of at least 142 

respondents who have made purchases at KKV Galaxy Mall Surabaya City. This 

study uses multiple linear regression analysis results. The results of the analysis 

show that simultaneously the visual merchandising, store atmosphere and sales 

promotion variables have a positive effect on impulse buying. However, partial 

hypothesis testing found that the visual merchandising variable partially had no 

significant effect on impulse buying. While the store atmosphere and sales 

promotion variables partially have a significant effect on impulse buying. 

Keywords: Visual Merchandising, Store Atmosphere, Sales Promotion, Impulse 

Buying


