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ABSTRAKSI 

Penelitian ini bertujuan menganalisis pengaruh promosi penjualan, 

store atmosphere dan shopping emotion terhadap impulse buying. Data 

penelitian ini menggunakan data primer berupa kuesioner. Metode penentuan 

sampel menggunakan rumus Roscoe, sehingga diperoleh sampel sebanyak 100 

responden. Analisis data yang digunakan dalam penelitian ini adalah analisis 

regresi liniear berganda. Hasil penelitian ini secara parsial menyatakan bahwa 

promosi penjualan tidak berpengaruh terhadap impulse buying, store 

atmosphere berpengaruh positif dan signifikan terhadap impulse buying dan 

shopping emotion berpengaruh positif dan signifikan terhadap impulse buying. 

Hasil penelitian secara simultan menyatakan bahwa promosi penjualan, store 

atmosphere dan shopping emotion secara simultan berpengaruh positif dan 

signifikan terhadap impulse buying. 

  

Kata Kuci: Promosi Penjualan, Store Atmosphere, Shopping Emotion dan 

Impulse Buying 
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ABSTRACT 

This study aims to analyse effect of sales promotion, store atmosphere 

and shopping emotion on impulse buying. The data in this study are primary 

data obtained from quesioner. Based on sampel to Roscoe and the sumple used 

100 respondents. Method in this study with multiple regression analyze. The 

result this research partially that sales promotion have no effect on impulse 

buying, store atmosphere have positive an significant effect on impulse buying 

and shopping emotion have positive and significant effect on impulse buying. 

The result this research simultanly that sales promotion, store atmosphere and 

shopping emotion have positive and significant effect simultanly on impulse 

buying. 

 

Keywords: Sales Promotion, Store Atmosphere, Shopping Emotion and 

Impulse Buying 
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