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Abstrak 

 
 Penelitian ini bertujuan untuk mengetahui dan menganalisis sejauh 

mana keterkaitan merchandising, atmosfer toko yang dimediasikan oleh 

shopping enjoyment dapat mempengaruhi impulse buying. Penelitian ini 

dilakukan dengan mengambil sampel warga yang tinggal di Kota Surabaya dan 

pernah berbelanja di Matahari Supermall Surabaya. Kemudian, melalui sampel 

itu, penelitian akan dilakukan dengan membagikan kuisioner untuk diisi para 

responden yang merupakan sampel dari penelitian ini. Sampel yang diambil 

sebanyak 150 orang. 

 Hasil dari penelitian ini adalah merchandising dan atmosfer toko 

merupakan sebagian dari elemen yang terdapat pada sebuah toko ritel modern 

sedangkan shopping enjoyment adalah perasaan yang dibutuhkan untuk dapat 

membuat pelanggan betah berbelanja. Melalui penelitian ini, dapat diketahui 

hubungan antara merchandising, atmosfer toko, shopping enjoyment, dan 

impulse buying. Merchandising mempengaruhi impulse buying, atmosfer toko 

mempengaruhi shopping enjoyment, dan shopping enjoyment mempengaruhi 

impulse buying sxehingga hipotesis 2, 3, dan 4 diterima. 

 

Kata kunci: Merchandising, atmosfer toko, shopping enjoyment,impulse 

buying 

 

 

 

 

 

 

 

 

 

 

 

 



 

Abstact 

This study aims to find out and analyze the extent to which 

merchandising is related, store atmosphere which is mediated by shopping 

enjoyment can affect impulse buying. This research was carried out by taking 

samples of residents living in the city of Surabaya and having shopped at 

Matahari Supermall Surabaya. Then, through the sample, research will be 

conducted by distributing questionnaires to be filled out by the respondents who 

are the samples from this study. Samples taken were 150 people. 

 The results of this study are merchandising and store atmosphere are 

some of the elements contained in a modern retail store while shopping 

enjoyment is the feeling needed to be able to make customers feel at home 

shopping. Through this research, we can know the relationship between 

merchandising, store atmosphere, shopping enjoyment, and impulse buying. 

Merchandising affects impulse buying, store atmosphere influences shopping 

enjoyment, and shopping enjoyment affects impulse buying so hypotheses 2, 3, 

and 4 are accepted. 

 

Keywords: Merchandising, store atmosphere, shopping enjoyment, impulse   

buying 

 


