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ABSTRAK 

Elfitra Widia Wulandari, 21042010186, Pengaruh Store Atmosphere dan Sales 

Promotion terhadap Impulse Buying melalui Positive Emotion Sebagai Variabel 

Intervening (Studi Pada Konsumen Store Charles & Keith Tunjungan Plaza)  

 

Industri ritel di Indonesia raih kesuksesan dengan mempertahankan kualitas terbaik 

untuk konsumen. Penelitian ini bertujuan untuk mengetahui pengaruh store 

atmosphere dan sales promotion terhadap impulse buying melalui positive emotion 

sebagai variable intervening pada konsumen store Charles & Keith Tunjungan 

Plaza. Jenis penelitian ini menggunakan penelitian kuantitatif. Populasi penelitian 

ini yaitu konsumen yang pernah membeli produk Charles & Keith Tunjungan Plaza, 

berusia minimal 18 tahun dan berdomisili di Surabaya. Pengambilan sampel 

menggunakan teknik purposive sampling dengan jumlah 99 responden. Teknik 

pengumpulan data melalui penyebaran kuesioner menggunakan Google Form. 

Metode analisis data menggunakan Partial Least Square. Hasil dari penelitian 

menunjukkan store atmosphere tidak berpengaruh terhadap impulse buying, sales 

promotion berpengaruh terhadap impulse buying, store atmosphere dan sales 

promotion berpengaruh terhadap positive emotion, positive emotion berpengaruh 

terhadap impulse buying, store atmosphere berpengaruh terhadap impulse buying 

melalui positive emotion, dan sales promotion tidak berpengaruh terhadap impulse 

buying melalui positive emotion. 

 

Kata Kunci : Store Atmosphere, Sales Promotion, Positive Emotion, Impulse 

Buying 
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ABSTRACT 

 

Elfitra Widia Wulandari, 21042010186, The Influence of Store Atmosphere 

and Sales Promotion on Impulse Buying through Positive Emotion as an 

Intervening Variable (Study on Consumers of Charles & Keith Tunjungan 

Plaza Store) 

 

The retail industry in Indonesia has achieved success by maintaining the best 

quality for consumers. This study aims to determine the effect of store atmosphere 

and sales promotion on impulse buying through positive emotion as an intervening 

variable on consumers of the Charles & Keith Tunjungan Plaza store. This type of 

research uses quantitative research. The population of this study were consumers 

who had purchased Charles & Keith Tunjungan Plaza products, aged at least 18 

years and domiciled in Surabaya. Sampling using purposive sampling technique 

with a total of 99 respondents. Data collection technique through distributing 

questionnaires using Google Form. The data analysis method uses Partial Least 

Square. The results of the study show that store atmosphere does not affect impulse 

buying, sales promotion affects impulse buying, store atmosphere and sales 

promotion affect positive emotion, positive emotion affects impulse buying, store 

atmosphere affects impulse buying through positive emotion, and sales promotion 

does not affect impulse buying through positive emotion. 

 

Keywords : Store Atmosphere, Sales Promotion, Positive Emotion, Impulse 

Buying 

 

 

 

 

 

 

 

 

 


