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ABSTRACT 

 

The purpose of this research is to know and analyze the 

influence of store atmosphere and hedonic shopping value against 

impulse buying through emotional state as a variable intervening of 

Persebaya store komplek consumers in Surabaya. This research using 

quantitative approaches and samples of this research is the consumers of 

the Persebaya store komplek Surabaya which are taken as many as 120 

respondents using the sampling technique which is incidental sampling. 

Data collection is done through the deployment of questionnaires using 

Likert scales. The data analysis techniques used are using path analysis.   

The results of this study show that the store atmosphere and 

hedonic shopping value have significant and positive impact on 

emotional state, store atmosphere and hedonic shopping value of 

significant and positive impact on impulse buying and emotional state 

have significant and positive impact on impulse buying. 

 

Keywords: store atmosphere, hedonic shopping value, emotional state, 

impulse buying 
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ABSTRAK 

 

Tujuan dari penelitian ini adalah untuk mengetahui dan 

menganalisis pengaruh store atmosphere dan hedonic shopping value 

terhadap impulse buying melalui emotional state sebagai variabel 

intervening konsumen persebaya store komplek di Surabaya. 

Penelitian ini menggunakan pendekatan kuantitatif dan sampel 

penelitian ini adalah konsumen persebaya store komplek 

Surabaya yang diambil sebanyak 120 responden dengan 

menggunakan teknik pengambilan sampel yaitu insidental 

sampling. Pengumpulan data dilakukan melalui penyebaran 

kuesioner dengan menggunakan skala likert. Teknik analisis data 

yang digunakan yaitu menggunakan analisis jalur (Path Analysis).  

Hasil dari penelitian ini menunjukkan bahwa store 

atmosphere dan hedonic shopping value berpengaruh signifikan dan 

positif terhadap emotional state, store atmosphere dan hedonic 

shopping value berpengaruh signifikan dan positif terhadap 

impulse buying serta emotional state berpengaruh signifikan dan 

positif terhadap impulse buying. 

 

Kata kunci: store atmosphere, hedonic shopping value, emotional state, 

impulse buying 
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