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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh materialisme, promosi dan 

store atmosphere terhadap pembelian impulsif dengan shopping emotion sebagai 

variabel intervening studi kasus phy shop kudus. Penelitian dilakukan secara 

kuantitatif, data primer diperoleh dengan survei menggunakan kuesioner. Sampel 

yang digunakan dalam penelitian ini adalah 125 responden. Adapun metode 

penentuan sampel dalam penelitian ini menggunakan non probability sampling 

dengan jenis purposive sampling. Hasil analisis dalam penelitian dengan metode 

Structural Equation Modeling (SEM) sebagai berikut: (1) Materialisme 

berpengaruh positif dan signiifkan terhadap shopping emotion. (2) Promosi 

berpengaruh positif dan signiifkan terhadap shopping emotion. (3) Store 

atmosphere berpengaruh positif dan signiifkan terhadap shopping emotion. (4) 

Materialisme berpengaruh positif dan signiifkan terhadap pembelian implusif. (5) 

Promosi berpengaruh positif dan signiifkan terhadap pembelian implusif. (6) Store 

atmosphere berpengaruh positif dan signiifkan terhadap pembelian implusif. (7) 

Shopping emotion berpengaruh positif dan signiifkan terhadap pembelian implusif. 

 

Kata Kunci : materialisme, promosi, store atmosphere, pembelian impulsif, 

shopping emotion. 
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ABSTRACTION 

This study aims to analyze the effect of materialism, promotion, and store 

atmosphere on impulse buying with shopping emotions as an intervention variable 

for the phy shop Kudus case study. The study was conducted quantitatively, 

primary data obtained by survey using a questionnaire. The sample used in this 

study were 125 respondents. The sample method in this study uses non-probability 

sampling with purposive sampling type. The results of the analysis in the study 

using the Structural Equation Modeling (SEM) method are as follows: (1) 

Materialism has a positive and significant effect on shopping emotions. (2) 

Promotion has a positive and significant effect on shopping emotions. (3) Store 

atmosphere has a positive and significant effect on shopping emotions. (4) 

Materialism has a positive and significant effect on impulse buying. (5) Promotion 

has a positive and significant effect on impulse buying. (6) Store atmosphere has a 

positive and significant effect on impulsive purchases. (7) Shopping emotion has a 

positive and significant effect on impulse buying. 

 

Keywords: materialism, promotion, store atmosphere, impulse buying, shopping 

emotion. 
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