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 ABSTRAK 

 

 

Visual merchandising terdiri dari visual materials dan window 

displays. Visual merchandising adalah suatu presentasi non personal dan 

pameran barang dagangan dengan penjelasan lebih rinci. Pendekatan ini 

untuk mendapatkan kepastian mengenai penampilan produk secara optimal, 

memperlengkapi pameran yang akan meningkatkan penyajian produk dan 

menggugah minat beli konsumen. Penelitian ini bertujuan untuk mengetahui 

pengaruh elemen-elemen visual mechandisingterhadap customer buying 

decision di ZARA Galaxy Mall. 

Pada penelitian ini yang dipakai adalah penelitian konklusif pada 

studi experimental atau causal research. Teknik pengambilan sampel yang 

digunakan adalah non probability sampling. Jenis metode yang digunakan 

adalah purposive sampling. Sampel yang digunakan berjumlah 100 orang 

yang membeli ZARA di Galaxy Mall Surabaya. Data dikumpulkan dengan 

menggunakan kuesioner. Teknik analisis yang digunakan adalah analisis 

regresi linier berganda dengan bantuan program SPSS. Hasil analisis ini 

menunjukkan bahwa windows display, colour, lighting dan signage 

memiliki pengaruh yang signifikan terhadap customer buying decision 

ZARA di Galaxy Mall Surabaya. 

 

Kata Kunci: Windows Display; Colour; Lighting; Customer Buying 

Decision. 
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THE INFLUENCE OF THE VISUAL ELEMENTS OF THE 

MECHANDISING TOWARD CUSTOMER BUYING DECISION AT 

ZARA GALAXY MALL SURABAYA 

 

ABSTRACT 

 

Visual merchandising consists of visual materials and window 

displays. Visual merchandising is a non personal presentation and 

exhibition of merchandise with a more detailed explanation. This approach 

to gain certainty regarding the appearance of products optimally equipping 

the exhibition will enhance the presentation of product consumers buy 

interest and evocative. This research aims to know the influence of the 

visual elements of the merchandising toward customer buying decision at 

ZARA Galaxy Mall. 

In this study used is the conclusive research on the study of 

experimental or causal research. Sampling technique used is a non 

probability sampling. The type of method used is the purposive sampling. 

The sample used was 100 people who buy ZARA in Galaxy Mall in 

Surabaya. Data were collected using a questionnaire. Analytical techniques 

used was multiple linear regression analysis with the help of the program 

SPSS. The results of this analysis indicate that the windows display, colour, 

lighting and signage has a significant influence on customer buying decision 

ZARA in Galaxy Mall in Surabaya. 

 

Keyword: Windows Display; Colour; Lighting; Customer Buying 

Decisions. 

 


