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Pengaruh Store Enviroment, Shopping Enjoyment Tendency dan 

Impulse Buying Tendency Terhadap Impulse Buying Melalui  

Urge to Purchase Pada Konsumen  Zara Tunjungan Plaza  

Surabaya 

 

 

ABSTRAK 

 

 Penelitian ini bertujuan untuk menganalisis pengaruh store 

enviroment, shopping enjoyment tendency dan impulse buying 

tendency terhadap impulse buying melalui urge to purchase pada 

konsumen  Zara Tunjungan Plaza Surabaya. Teknik pengambilan 

sampel yaitu purposive sampling dengan jumlah sampel sebanyak 

150 responden. Setiap responden yang mengisi kuesioner adalah 

individu yang pernah mengunjungi Zara Tunjungan Plaza dan 

berdomisili di Kota Surabaya. Kuesioner ini digunakan untuk 

mengumpulkan data dan kemudian diolah dengan teknik analisis 

SEM (Structural Equation Modeling) dengan program LISREL 8,7. 

Hasil penelitian menunjukkan bahwa store enviroment, shopping 

enjoyment tendency dan impulse buying tendency memiliki pengaruh 

positif dan signifikan terhadap urge to purchase. Urge to purchase 

memiliki pengaruh positif dan signifikan terhadap impulse buying. 

Kata Kunci: Store Enviroment, Shopping Enjoyment Tendency, 

Impulse Buying Tendency, Impulse Buying, Urge to 

Purchase. 
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The Effect of Store Environment, Shopping Enjoyment Tendency 

and Impulse Buying Tendency on Impulse Buying Through  

Urge to Purchase to Consumers of Zara Tunjungan Plaza 

Surabaya. 

 

 

ABSTRACT 

 

 This study aims to analyze the effect of store enviroment, 

shopping enjoyment tendency and impulse buying tendency on 

impulse buying through urge to purchase to consumers of Zara 

Tunjungan Plaza Surabaya. The sampling technique is purposive 

sampling with a total sample of 150 respondents. Each respondent 

who filled out the questionnaire was an individual who had visited 

Zara Tunjungan Plaza and lived in Surabaya City. This 

questionnaire is used to collect data and then processed with SEM 

(Structural Equation Modeling) analysis techniques with the LISREL 

8.7 program. The results showed that store enviroment, shopping 

enjoyment tendency and impulse buying tendency had a positive and 

significant effect on urge to purchase. Urge to purchase has a 

positive and significant influence on impulse buying. 

 

Keywords: Store Enviroment, Shopping Enjoyment Tendency, 

Impulse Buying Tendency, Impulse Buying, Urge to 

Purchase. 

 

 


