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ABSTRAK 

Pengaruh Store Atmosphere, Promotional Activity, Dan Visual Merchandising 

Terhadap Impulse Buying Dengan Positive Emotion Sebagai Variabel 

Mediasi. 

(Studi Kasus Pada Konsumen Ranch Market Graha Family) 

Oleh : 

DELLA VARISSA ARTA MEFIA 

dellavarissa2016@gmail.com 

Adrianto Trimarjono, SE, MM 

Peningkatan ekonomi secara global semakin pesat perkembangannya dari tahun ke 

tahun. Diikuti gaya hidup masyarakat yang semakin modern membuat perusahaan 

mau tidak mau harus memikirkan strategi pemasaran efisien dan efektif pada 

produknya sehingga dapat menaikkan tingkat penjualan. Salah satu perencanaan 

pemasaran yang dapat menimbulkan impulse buying adalah store atmosphere, 

visual merchandising, promotional activity dan positive emotion. Tujuan 

dilakukanya penelitian ini untuk mengetahui seberapa besarkah pengaruh store 

atmosphere, visual merchandising dan promotional activity terhadap impulse 

buying dengan positive emotion sebagai variabel mediasi pada konsumen Ranch 

market Graha Family. Penelitian ini merupakan kuantitatif dengan menggunakan 

teknik non probability sampling dengan metode purposive sampling. Sampel yang 

digunakan dalam penelitian ini berjumlah 210 responden. Teknik analisis yang 

digunakan adalah Uji Instrumen, Uji Jalur, Uji Sobel, dan Uji Hipotesis dengan 

menggunakan software SPSS. Hasil dari penelitian ini menyatakan store 

atmosphere berpengaruh terhadap positive emotion, visual merchandising 

berpengaruh terhadap positive emotion, promotional activity tidak berpengaruh 

terhadap positive emotion, store atmosphere berpengaruh terhadap impulse buying, 

visual merchandising berpengaruh terhadap impulse buying, promotional activity 

berpengaruh terhadap impulse buying, positive emotion memediasi store 

atmosphere terhadap impulse buying, positive emotion memediasi visual 

merchandising terhadap impulse buying, positive emotion tidak memediasi 

promotional activity terhadap impulse buying. 

 

 

Kata Kunci : Store Atmosphere, Visual Merchandising, Promotional Activity, 

Impulse Buying, Positive Emotion 
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ABSTRACT 

The Effect of Store Atmosphere, Promotional Activity, And Visual 

Merchandising on Impulse Buying With Positive Emotion Intervening 

Variables. 

(Case Study on Graha Family Ranch Market Consumers) 

By : 

DELLA VARISSA ARTA MEFIA 

dellavarissa2016@gmail.com 

Adrianto Trimarjono, SE, MM 

The development of the global economy is growing rapidly from year to year. 

Following the lifestyle of increasingly modern society, companies inevitably have 

to think of efficient and effective marketing strategies for their products to increase 

sales levels. One of the marketing plans that can lead to impulse buying is store 

atmosphere, visual merchandising, promotional activity and positive emotion. The 

purpose of this research is to find out how much influence store atmosphere, visual 

merchandising and promotional activity have on impulse buying with positive 

emotion as a mediating variable on Ranch Market Graha Family consumers. This 

research is quantitative using a non-probability sampling technique with a 

purposive sampling method. The sample used in this study amounted to 210 

respondents. The analytical technique used is the Instrument Test, Sobel Test, and 

Hypothesis Testing using SPSS software. The results of this study state that store 

atmosphere has an effects positive emotion, visual merchandising has an effect on 

positive emotion, promotional activity has no effect on positive emotion, store 

atmosphere has an effect on impulse buying, visual merchandising has an effect on 

impulse buying, promotional activity has an effect on impulse buying, positive 

emotion mediates store atmosphere on impulse buying, positive emotion mediates 

visual merchandising on impulse buying, positive emotion does not mediate 

promotional activity on impulse buying. 
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