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ABSTRAK 

RIZQULLOH BAYU PRAKOSO, 22042010148, PENGARUH STORE 

ATMOSPHERE, CUSTOMER EXPERIENCE, DAN SOCIAL MEDIA 

MARKETING TERHADAP PURCHASE INTENTION PADA PADDY 

PLAYSTORE SURABAYA. 

 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh store 

atmosphere, customer experience, dan social media marketing terhadap purchase 

intention pada Paddy Playstore Surabaya. Penelitian ini menggunakan pendekatan 

kuantitatif dengan metode survei, dengan teknik pengambilan sampel 

menggunakan purposive sampling. Pengumpulan data dilakukan melalui 

penyebaran kuesioner kepada konsumen Paddy Playstore Surabaya, kemudian 

dianalisis menggunakan regresi linier berganda dengan bantuan IBM SPSS. Hasil 

penelitian menunjukkan bahwa store atmosphere, customer experience, dan social 

media marketing secara simultan berpengaruh signifikan terhadap purchase 

intention. Secara parsial, store atmosphere memiliki pengaruh positif dan signifikan 

terhadap purchase intention dengan nilai signifikansi sebesar 0,018, customer 

experience memiliki pengaruh positif dan signifikan dengan nilai signifikansi 

sebesar 0,003, serta social media marketing memiliki pengaruh positif dan 

signifikan dengan nilai signifikansi sebesar 0,040. Hasil penelitian ini menunjukkan 

bahwa suasana toko yang nyaman, pengalaman konsumen yang positif, dan strategi 

pemasaran media sosial yang efektif mampu meningkatkan minat beli konsumen 

pada Paddy Playstore Surabaya. 

Kata Kunci: Store Atmosphere, Customer Experience, Social Media Marketing, 

Purchase Intention. 
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ABSTRACT 

RIZQULLOH BAYU PRAKOSO, 22042010148, THE EFFECT OF STORE 

ATMOSPHERE, CUSTOMER EXPERIENCE, AND SOCIAL MEDIA 

MARKETING ON PURCHASE INTENTION AT PADDY PLAYSTORE 

SURABAYA. 

 

This study aims to determine and analyze the influence of store atmosphere, 

customer experience, and social media marketing on purchase intention at Paddy 

Playstore Surabaya. This research employed a quantitative approach using a 

survey method, with purposive sampling as the sampling technique. Data were 

collected through questionnaires distributed to consumers of Paddy Playstore 

Surabaya and analyzed using multiple linear regression with the assistance of IBM 

SPSS software. The results showed that store atmosphere, customer experience, and 

social media marketing simultaneously had a significant effect on purchase 

intention. Partially, store atmosphere had a positive and significant effect on 

purchase intention with a significance value of 0.018, customer experience had a 

positive and significant effect with a significance value of 0.003, and social media 

marketing had a positive and significant effect with a significance value of 0.040. 

The findings indicate that a comfortable store atmosphere, positive customer 

experiences, and effective social media marketing strategies are able to increase 

consumers’ purchase intention at Paddy Playstore Surabaya. 

Keywords: Store Atmosphere, Customer Experience, Social Media Marketing, 

Purchase Intention.  


