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ABSTRAK 

 

  

Penelitian ini menguji pengaruh personal factors dan in-store 

factors terhadap urge to buy impulsively dan impulse buying pada Zara 

store di Tunjungan Plaza Surabaya. Penelitian ini merupakan penelitian 

kausal menggunakan metode survei. Teknik pengambilan sampel yang 
digunakan adalah nonprobability sampling dengan metode purposive 

sampling. Sampel yang digunakan sebesar 196 responden. Sampel dalam 

penelitian ini adalah konsumen Zara Tunjungan Plaza Surabaya yang 

berbelanja selama 1 tahun terakhir dan menggunakan kartu kredit. Teknik 

analisis yang digunakan adalah SEM dengan program LISREL. 

Hasil analisis ini menunjukkan bahwa personal factors dan in-store 

factors memiliki pengaruh positif dan signifikan terhadap urge to buy 

impulsively dan impulse buying. Urge to buy impulsively juga berpengaruh 

positif dan signifikan terhadap impulse buying pada Zara store di 

Tunjungan Plaza Surabaya. 

Berdasarkan penelitian yang dilakukan, maka peneliti 
merekomendasikan kepada pihak manajemen Zara Tunjungan Plaza 

Surabaya untuk merangsang konsumen. Personal factors dan in-store 

factors dapat dikendalikan oleh peritel agar konsumen bisa terdorong atau 

berkeinginan untuk membeli secara impulsif yang pada akhirnya dapat 

menciptakan pembelian impulsif oleh konsumen. 

 

Kata Kunci: Personal Factors, In-Store Factors, Urge to Buy 

Impulsively, Impulse Buying 
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ABSTRACT 

 

  

The purpose of this study was to examine the effect of personal 

factors and in-store factors on urge to buy impulsively and impulse buying 

in Surabaya Zara store Tunjungan Plaza. This research is a causal 

research using survey method. Sampling technique used was non-
probability sampling using purposive sampling method. This study use 196 

respondents, all of them who shopped at Zara Tunjungan Plaza Surabaya 

in the last one years. The analysis technique used is SEM with LISREL 

program.  

The result of this analysis indicate that personal factors and in-store 

factors has a positive and significant effect on urge to buy impulsively and 

impulse buying. Urge to buy impulsively also has a positive and significant 

effect on impulse buying in Surabaya Zara store Tunjungan Plaza.  

Based on the research, the researchers recommend to the Surabaya 

Zara store Tunjungan Plaza management for priority to stimulated 

consumer. Personal factors and in-store factors can be controlled by 

retailers that consumer can urge to buy impulsively and then impulse 
buying by consumers.  

 

 

Keywords: Personal Factors, In-Store Factors, Urge to Buy  Impulsively, 

Impulse Buying. 
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