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ABSTRAKSI 

Penelitian ini bertujuan menganalisis pengaruh promosi penjulan dan 

display produk terhadap impuls buying melalui shopping emotion. Penelitian 

disini memakai petunjuk secara langsung yaitu kuisioner. Tatacara menentukan 

sample dengan purposive sample, kemudian didapatkan sample sejumlah 105 

responden. Analysis petunjuk yang dipakai untuk penelitian ini merupakan bentuk 

setructural equatione. Nilai penelitian mengatakan jika promosi penjulan serta 

display produk berdampak kepada shopping emotion, display produk dan 

shopping emotion berpengaruh terhadap impuls buying, sedangkan promosi 

penjulan tidak berpangaruh terhadap impuls buying. 

  

Kata Kuci: Promosi penjulan, Display Produk, Shopping Emotion dan 

Impuls Buying 
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ABSTRACT 

 

This study aims to analyse the effect of sales promotion and display 

product on impuls buying with shopping emotion. Model data in the study are 

primary data obtained from quesioner. Based on sampel to purposive sampling 

and the sumple used 105 respondents. Method in this study with structural 

equation model. The result this research state that sales promotion and display 

product have effect to shopping emotion, display product and shopping emotion 

have effect to impuls buying, other than that sales promotion have no effect to 

impuls buying. 

 

Keywords: Sales Promotion, Display Product, Shopping Emotion and Impuls 

Buying 
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