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ABSTRAKSI

Judul : Pengaruh In Store Promotion, Store Atmosphere, dan Emosi
Positif terhadap Impulse Buying pada Konsumen Robinson
Departement Store Mal Ciputra Semarang

Penyusun : Maylinda Nur Hasanah

NIM : 14020211130080

Departemen  : Administrasi Bisnis

Perilaku impulse buying dapat dipengaruhi oleh beberapa faktor, baik faktor
internal maupun faktor eksternal.. Tujuan penelitian ini adalah untuk mengetahui
pengaruh antara in store promotion, store atmosphere, dan emosi positif terhadap
impulse buying pada konsumen Robinson Department Store Mal Ciputra
Semarang. Tipe penelitian ini adalah explanatory research. Penelitian ini
menggunakan teknik pengambilan sampel purposive sampling terhadap konsumen
Robinson Department Store Mal Ciputra Semarang. Pengumpulan data
menggunakan Kkuesioner dan wawancara. Analisis data menggunakan analisis
regresi linier sederhana dan berganda dengan menggunakan IBM SPSS 20.

Hasil analisis statistik diketahui bahwa secara bersama-sama in store
promotion, store atmosphere, dan emosi positif berpengaruh terhadap impulse
buying berdasarkan koefisien determinasi sebesar 48,7% dan nilai F hitung (30,376)
> F tabel (2,70) dengan signifikansi sebesar 0,000 < taraf signifikansi 0,05 maka
dapat diketahui bahwa “Terdapat pengaruh in store promotion, store atmosphere,
dan emosi positif terhadap impulse buying pada konsumen Robinson Department
Store Mal Ciputra Semarang”.

Kesimpulan dari penelitian ini adalah terdapat pengaruh yang positif dan
signifikan antara in store promotion, store atmosphere, dan emosi positif terhadap
impulse buying pada konsumen Robinson Department Store Mal Ciputra
Semarang. Peneliti menyarankan agar Robinson Department Store Mal Ciputra
Semarang senantiasa meningkatkan kualitas in store promotion dan store
atmosphere serta mempelajari lebih mendalam mengenai cara membangun emosi
positif konsumen agar adanya peningkatan dalam impulse buying yang dilakukan
konsumen.

Kata kunci: in store promotion, store atmosphere, emosi positif, impulse buying.



ABSTRACT

Title :The Influence of Entrepreneurial Orientation,Market Orientation,
and Competitive Advantage to Industry Performance of the Small
and Medium (Case on Furniture Industries in Semarang)

Author : Maylinda Nur Hasanah
NIM : 14020211130080
Departemen  : Business Administration

Impulse buying behavior can be affected by a variety of factors, both
internal and external factors. The purpose of this research is to know the influence
of the in store promotion, store atmosphere and positive emotion against impulse
buying of the customer of Robinson Department Store at Mall Ciputra Semarang.
The research type is explanatory research. This study uses purposive sampling
techniques against the customer of Robinson Department Store at Mall Ciputra
Semarang. Data collecting using a questionnaire and interviews. Data analysis
using simple and doubled linier regression analysis using IBM SPSS 20.

Results of statistical analysis known that together in store promotion, store
atmosphere and positive emotion against impulse buying based on the coefficient
of determination 48,7%, value F count (30,376) > F table (2,70) with significance
of 0,000 > level of significance 0,05 then it can be seen that ““ There is influence of
in store promotion, store atmosphere and positive emotion to impulse buying.

The conclusion from this study is that there is a positive and significant
influence between in store promotion, store atmosphere and positive emotion to
impulse buying of the customer of Robinson Department Store at Mall Ciputra
Semarang. Research suggest that Robinson Department Store at Mall Ciputra
Semarang improve quality of in store promotion and store atmosphere along with
learn more about how to build positive emotion of consumers so that there is an
increase in impulse buying by consumers.

Keywords: in store promotion, store atmosphere, positive emotion, impulse
buying.
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