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ABSTRAK 

 

Pusat perbelanjaan di era modern sekarang ini berbeda dengan jaman 

dahulu, pusat perbelanjaan era modern ini dirancang dengan toko-toko ritel dan 

fasilitas yang mendukung untuk memberikan kenyamanan di dalam kegiatan jual 

beli di dalamnya. Dengan seiringnya zaman yang semakin berkembang, fungsi 

pusat perbelanjaan tidak hanya sebagai tempat untuk kegiatan perdagangan dan 

berbelanja saja, tetapi masyarakat juga menjadikan mall sebagai tempat refreshing 

bersama keluarga ataupun teman, tempat kehidupan publik dan menjadi wadah 

interaksi sosial. Shopping mall mengkonsentrasikan dan merasionalkan waktu dan 

aktivitas masyarakat, sehingga menjadi pusat aktivitas sosial dan akulturasi. 

Sekarang konsumen tidak hanya mencari manfaat utilitarian, tetapi konsumen juga 

mencari keuntungan emosional seperti kesenangan dan rekreasi saat berbelanja. 

Penelitian ini bertujuan untuk memberikan pemahaman yang lebih mendalam 

tentang emosi konsumen di pusat perbelanjaan dengan mempertimbangkan 

dimensinya yaitu gairah. Model konseptual dikembangkan dengan 

mempertimbangkan beberapa faktor-faktor penentu yaitu perceived spatial 

crowding, co-visitor dan promotional event dan hasil yaitu word of mouth dari 

arousal. 

 Penelitian ini merupakan penelitian kuantitatif dengan metode penelitian 

studi kepustakaan dan kuesioner. Teknik yang digunakan dalam pengambilan 

sampel adalah purposive sampling. sedangkan teknik analisis yang digunakan 

adalah metode SEM lisrel 8.80. responden yang diambil adalah konsumen Mall 

Royal Plaza Surabaya sebanyak 160 orang.  

 Hasil penelitian ini menunjukan perceived spatial crowding, co-visitor, 

promotional event berpengaruh positif terhadap arousal serta arousal berpengaruh 

positif terhadap word of mouth. Namun untuk co-visitor menunjukan hasil yang 

positif namun tidak signifikan terhadap arousal. Berdasarkan hasil penelitian yang 

dilakukan di Mall Royal Plaza Surabaya maka dapat disimpulkan bahwa beberapa 

konsumen mall Royal Plaza Surabaya apabila ditemani oleh co-visitor baik itu 

teman atau keluarga tidak terlalu menimbulkan gairah pada mall Royal Plaza 

Surabaya, yang mana bisa dikatakan mengurangi gairah untuk berjalan-jalan dan 

berbelanja  di mall. 

 

Kata kunci: perceived spatial crowding, co-visitor, promotional event, arousal, 

word of mouth 
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ABSTRACT 

 

Effect of Perceived Spatial Crowding, Co-visitor, Promotional Event on 

Arousal and Worth of Mouth on Consumers at the Royal Plaza Mall 

Surabaya 

 

Shopping malls in the modern era are different from ancient times, this 

modern era shopping center is designed with retail stores and supporting facilities 

to provide comfort in buying and selling activities in it. As the era progresses, the 

function of shopping centers is not only a place for trading and shopping, but also 

makes the mall a place of refreshing with family or friends, a place of public life 

and a place for social interaction. Shopping mall concentrates and rationalizes 

people's time and activities, so it becomes the center of social activity and 

acculturation. Now consumers are not just looking for utilitarian benefits, but 

consumers are also looking for emotional benefits such as pleasure and recreation 

when shopping. This study aims to provide a deeper understanding of the emotions 

of consumers in shopping centers by considering its dimensions, namely passion. 

The conceptual model was developed by considering several determinants, namely 

perceived spatial crowding, co-visitor and promotional events and the results of 

word of mouth from arousal. 

This research is a quantitative study with library research research methods 

and questionnaires. The technique used in sampling is purposive sampling. while 

the analysis technique used is the 8.80 lisrel SEM method. respondents who were 

taken were consumers of Mall Royal Plaza Surabaya as many as 160 people. 

The results of this study indicate that perceived spatial crowding, co-

visitors, promotional events have a positive effect on arousal and arousal have a 

positive effect on word of mouth. However, the co-visitor showed a positive but not 

significant result on arousal. Based on the results of research conducted at the Mall 

Royal Plaza Surabaya, it can be concluded that some of the customers of the Royal 

Plaza Surabaya mall when accompanied by co-visitors, whether friends or family, 

are not too passionate about the Royal Plaza Surabaya mall, which can be said to 

reduce the desire to walk. walk and shop at the mall. 

 

Keywords: perceived spatial crowding, co-visitors, promotional events, arousal, 

word of mouth 


