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ABSTRAK

DECINTA PUTRI ARIANI, 21042010120, Pengaruh Visual Merchandising,
Price Discount, dan Shopping Lifestyle Terhadap Impulse Buying Generasi Z
Pada Store Miniso Galaxy Mall Surabaya

Persaingan bisnis di era globalisasi saat ini semakin ketat dan dinamis.
Perusahaan lokal maupun multinasional berlomba merebut mangsa pasar, terutama
di sektor ritel yang sangat menjanjikan. Salah satu ritel di Indonesia yang saat ini
sering dikunjungi oleh Generasi Z adalah Miniso, sering menjadi tujuan Generasi Z
untuk memanjakan mata atau membeli barang-barang unik dan menarik. Penelitian
ini dilakukan untuk mengetahui pengaruh visual merchandising, price discount, dan
shopping lifestyle terhadap impulse buying Generasi Z di Store Miniso Galaxy Mall
Surabaya. Metode penelitian yang digunakan, yaitu penelitian kuantitatif. Populasi
dari penelitian ini adalah Generasi Z berusia 17-27 tahun yang berdomisili di
Surabaya. Penelitian ini menggunakan sampel sebanyak 150 responden dengan
menggunakan metode pengambilan sampel non probability sampling dan teknik
pengambilan sampel, yaitu purposive sampling. Analisis regresi linier berganda
digunakan untuk menganalisis data yang diuji dengan SPSS versi 27. Hasil
penelitian ini menunjukkan bahwa visual merchandising tidak berpengaruh
signifikan terhadap impulse buying, sedangkan price discount, dan shopping
lifestyle berpengaruh signifikan terhadap impulse buying.

Kata Kunci: Visual Merchandising, Price Discount, Shopping Lifestyle, Impulse
Buying



ABSTRACT

DECINTA PUTRI ARIANI, 21042010120, The Influence of Visual
Merchandising, Price Discounts, and Shopping Lifestyle on Impulse Buying

Behavior of Generation Z at Miniso Store, Galaxy Mall Surabaya.

Business competition in today's globalized era is becoming increasingly
intense and dynamic. Both local and multinational companies are competing to
capture market share, especially in the highly promising retail sector. One of the
retail stores in Indonesia that is frequently visited by Generation Z is Miniso, which
has become a popular destination for Generation Z to indulge their eyes or
purchase unique and attractive products. This study was conducted to examine the
impact of visual merchandising, price discounts, and shopping lifestyle on impulse
buying among Generation Z at the Miniso Store in Galaxy Mall Surabaya. The
research method used is quantitative. The population of this study consists of
Generation Z individuals aged 17-27 years residing in Surabaya. A sample of 150
respondents was selected using a non-probability sampling method, specifically
purposive sampling. Multiple linear regression analysis was used to analyze the
data, tested with SPSS version 27. The results of the study indicate that visual
merchandising does not have a significant effect on impulse buying, while price
discounts and shopping lifestyle have a significant effect on impulse buying.

Keywords: Visual Merchandising, Price Discount, Shopping Lifestyle, Impulse
Buying
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