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Peran Emosi Positif Dalam Memediasi Pengaruh

Atmosfer Toko Dan Promosi Penjualan Terhadap

Pembelian Impulsif Pada Produk Uniqlo Di Kota
Surabaya

ARISTHA ADINEGARA
NPM: 23061020031

ABSTRAK

Penelitian ini bertujuan untuk menganalisis peran emosi positif dalam
memediasi pengaruh store atmosphere dan sales promotion terhadap perilaku
pembelian impulsif pada produk Uniqlo di Kota Surabaya. Penelitian ini
dilatarbelakangi oleh fenomena tingginya pembelian impulsif di sektor ritel
fashion, khususnya pada merek Uniqlo, yang dipengaruhi oleh berbagai faktor
psikologis, personal, sosial, dan budaya. Studi ini juga berfokus pada pentingnya
aspek atmosfir toko dan promosi penjualan dalam membangun pengalaman belanja
yang berkesan serta mendorong niat beli konsumen secara spontan.

Metode penelitian yang digunakan adalah pendekatan kuantitatif dengan
pengumpulan data melalui kuesioner kepada 232 responden yang merupakan
konsumen Uniqlo di Surabaya. Analisis data dilakukan menggunakan metode
Partial Least Squares (PLS) untuk menguji hubungan langsung dan mediasi antar
variabel, yakni store atmosphere, sales promotion, positive emotion, dan impulse
buying. Uji validitas dan reliabilitas instrumen juga dilakukan untuk memastikan
keakuratan pengukuran variabel dalam model penelitian ini.

Hasil penelitian menunjukkan bahwa store atmosphere dan sales promotion
berkontribusi positif terhadap positive emotion. Store atmosphere dan sales
promotion juga terbukti berdampak secara langsung terhadap impulse buying.
Selain itu, positive emotion berperan sebagai mediator penting, menguatkan
pengaruh store atmosphere maupun sales promotion terhadap impulse buying pada
konsumen Uniqlo di Surabaya. Temuan ini menegaskan pentingnya pengelolaan
suasana toko dan strategi promosi yang efektif untuk menciptakan pengalaman
emosional positif yang mendorong perilaku pembelian impulsif di lingkungan ritel
fashion.

Kata kunci: Atmosfer Toko, Promosi Penjualan, Emosi Positif, Pembelian
Impulsif



The Role Of Positive Emotions In Mediating The Influence Of Store
Atmosphere And Sales Promotion On Impulse Buying Of Uniqlo
Products In Surabaya City

ARISTHA ADINEGARA
NPM: 23061020031

ABSTRACT

This study aims to analyze the role of positive emotions in mediating the influence of
store atmospheres and sales promotions on impulsive buying behavior for Uniqlo products in
Surabaya. This research is motivated by the phenomenon of high impulse buying in the fashion
retail sector, particularly for the Uniqlo brand, which is influenced by various psychological,
personal, social, and cultural factors. This study also focuses on the importance of store
atmosphere and sales promotions in creating a memorable shopping experience and
spontaneously driving consumer purchase intent.

The research method used is a quantitative approach with data collection through
questionnaires administered to 232 respondents who are Uniglo customers in Surabaya. Data
analysis was conducted using the Partial Least Squares (PLS) method to examine the direct
and mediating relationships between variables, namely store atmosphere, sales promotion,
positive emotion, and impulse buying. Instrument validity and reliability tests were also
performed to ensure the accuracy of variable measurement in this research model.

The research results indicate that store atmosphere and sales promotion contribute
positively to positive emotion. Store atmosphere and sales promotion are also proven to have
a direct impact on impulse buying. Additionally, positive emotion plays an important mediating
role, strengthening the influence of both store atmosphere and sales promotion on impulse
buying among Uniqlo consumers in Surabaya. This finding confirms the importance of store
atmosphere management and effective promotional strategies in creating a positive emotional
experience that drives impulsive buying behavior in the fashion retail environment.

Keywords: Store atmosphere, sales promotion, positive emotion, impulse buying
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