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ABSTRAK 

 

Upaya untuk menciptakan impulse buying penting dilakukan guna 

meningkatkan omzet penjualan yang dimiliki oleh peritel. Pemahaman 

terhadap variabel store atmospherics dan in store promotion penting untuk 

dilakukan, karena diduga memiliki pengaruh terhadap impulse buying. 

Penelitian ini dilakukan guna mengetahui pengaruh dari store 

atmospherics dan in store promotion terhadap impulse buying konsumen di 

Supermarket Bilka Surabaya. Jumlah responden yang digunakan 100, akan 

tetapi yang memenuhi persyaratan untuk menjadi sampel sebanyak 93. 

Berdasarkan hasil analisis data dengan regresi linear berganda, 

store atmospherics memiliki pengaruh positif terhadap impulse buying 

sedangkan in store promotion memiliki pengaruh negatif terhadap impulse 

buying.  Hasil penelitian memberikan informasi kepada manajemen 

Supermarket Bilka Surabaya untuk meningkatkan faktor-faktor yang telah 

dilakukan berkaitan dengan store atmospherics dan melakukan tinjauan 

ulang terhadap faktor-faktor yang berkaitan dengan in store promotion. 

Pengaruh positif menyebabkan semakin meningkatnya store 

atmospherics maka akan meningkatkan impulse buying. Pengaruh negatif 

menyebabkan semakin meningkatnya in store promotion maka akan 

menurunkan impulse buying. 

 

Kata kunci: store atmospherics, in store promotion, impulse buying 

 

 

 

 

 

 

 

 

 

 

 

 



  

xiii 

  

 

 

INFLUENCE OF STORE ATMOSPHERICS AND IN STORE 

PROMOTION ON IMPULSE BUYING AT CONSUMERS OF 

SUPERMARKET BILKA SURABAYA 

 

ABSTRACT 

 

 

Efforts to create impulse buying important in order to increase sales 

turnover which is owned by the retailer. Understanding of the variable store 

atmospherics and in-store promotion is important to do, because it is 

thought to have an influence on impulse buying. 

This study was conducted to determine the effect of store 

atmospherics and in-store promotion towards impulse buying at the 

consumer of Supermarket Bilka Surabaya. The number of respondents who 

use 100, but who meet the requirements to become a sample of 93. 

Based on the results of data management with multiple linear 

regression, store atmospherics have a positive influence on impulse buying 

while in store promotion has a negative influence on impulse buying. 

Results of the study provide information to management Supermarket Bilka 

Surabaya to improve the factors that have been made relating to store 

atmospherics and conducts a review of the factors associated with in-store 

promotion. 

The positive influence causing increasing store atmospherics will 

increase impulse buying. Negative influences caused an increasing in-store 

promotion that will reduce impulse buying. 

 

 

Keywords: store atmospherics, in store promotion, impulse buying




