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ABSTRAK 

 

 

 

Perilaku konsumen dalam melakukan keputusan pembelian akan menjadi 

incaran bagi para peritel di Indonesia, karena tingkat pembelian impulsif di 

Indonesia relatif lebih besar dibandingkan dengan negara lain. Penelitian ini 

bertujuan untuk menganalisis pengaruh Shopping Enjoyment Tendency dan 

Situational Factors dengan Mediasi Positive Emotion Terhadap Impulse Buying Di 

Miniso Tunjungan Plaza Surabaya. Penelitian ini menggunakan metode kuantitatif 

dan data yang digunakan dalam penelitian ini adalah data primer. Jumlah sampel 

yang digunakan dalam penelitian ini adalah sebanyak 120 responden dengan teknik 

penyampelan nonprobability sampling menggunakan puposive sampling. Teknik 

analisis yang digunakan adalah analisis SEM dengan bantuan program LISREL. 

Hasil penelitian ini menunjukkan bahwa Shopping enjoyment tendency 

signifikan terhadap Positive Emotion, Store environment signifikan terhadap 

Positive Emotion, Motivational Activities by retailers signifikan terhadap Positive 

Emotion, Positive Emotion signifikan terhadap Impulse Buying, Shopping 

Enjoyment Tendency signifikan terhadap Impulse buying melalui Positive Emotion. 

 

 

Kata Kunci: Shopping enjoyment tendency, Store Environment, Motivational 

Activities by retailers, Positive Emotion, Impulse Buying. 
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THE INFLUENCE OF SHOPPING ENJOYMENT TENDENCY AND 

SITUATIONAL FACTORS BY MEDIATING POSITIVE                 

EMOTION ON IMPULSE BUYING IN                                                     

MINISO TUNJUNGAN PLAZA                                                       

SURABAYA 

ABSTRACT 

 

 

 

Consumer behavior in making purchasing decisions will be the target for 

retailers in Indonesia, because the level of impulsive buying in Indonesia is 

relatively greater compared to other countries. This research aims to examine the 

effect of Shopping Enjoyment Tendency and Situational Factors with mediation 

Positive Emotion to Impulse Buying in Miniso Tunjungan Plaza Surabaya. This 

research uses quantitative method and the data used in this study is primary data. 

The number of samples used in the study were 180 respondents with nonprobability 

sampling and purposive sampling.The analytical technique used is SEM analysis 

with the help of Lisrel program.  

The result of this analysis indicate that Shopping enjoyment tendency has a 

significant effect on Positive Emotion, Store environment has a significant effect on 

Positive Emotion, Motivational Activities by retailers has a significant effect on 

Positive Emotion, Positive Emotion has a significant effect on Impulse Buying, 

Shopping Enjoyment Tendency has a significant effect on Impulse Buying through 

Positive Emotion. 

 

 

 

Keywords: Shopping enjoyment tendency, Store Environment, Motivational 

Activities by retailers, Positive Emotion, Impulse Buying. 


