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ABSTRAKSI 

Penelitian ini bertujuan menganalisis variabel positive emotion yang 

memediasi sales promotion dan store environment terhadap impulse buying. 

Penelitian ini dilaksanakan di Kecamatan Dawe Kudus, dengan Alfamart sebagai 

objek penelitian. Jumlah sampel yang diambil adalah 119 responden yang telah 

berbelanja di Alfamart. Teknik pengambilan sampel yang digunakan adalah 

purposive sampling. Data penelitian ini menggunakan data primer berupa 

kuesioner. Hasil penelitian menyatakan bahwa sales promotion dan store 

environment berpengaruh positif signifikan terhadap positive emotion. Sales 

promotion dan positive emotion berpengaruh positif signifikan terhadap impulse 

buying, sedangkan store environment tidak berpengaruh positif signifikan 

terhadap impulse buying.  Hasil pengujian mediasi menyatakan bahwa positive 

emotion dapat berperan sebagai memediasi dalam pengaruh sales promotion dan 

store environment terhadap impulse buying. 

 

Kata Kuci: Sales Promotion, Store Environment, Positive Emotion, Impulse 

Buying.  
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ABSTRACT 

The aim of this study is to analyze positive emotion variables that 

mediating sales promotion and store environment on impulse buying. This 

research was conducted in the Dawe District of Kudus, with Alfamart as the 

research object. The sample size consisted of 119 respondents who had shopped 

at Alfamart. The sampling technique used was purposive sampling. The data for 

this research is based on primary data in the form of a questionnaire. The result 

this research state that sales promotion and store environment have positive 

significant effect to positive emotion. Sales promotion and positive emotion have 

positive significant effect to impulse buying, other than that store environment 

have no effect to impulse buying. The mediation test result state that positive 

emotion can serve as a mediate in the influence of sales promotion and store 

environment on impulse buying. 

 

Keywords: Sales Promotion, Store Environment, Positive Emotion, Impulse 

Buying. 
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