
ABSTRAK 

Perkembangan bisnis ritel di Indonesia telah berkembang 

dengan sangat cepat termasuk bisnis ritel yang ada di Surabaya. 

Inilah yang memicu terjadinya persaingan antar bisnis ritel yang 

juga dialami oleh Matahari Department Store City Of Tomorrow 

Surabaya. Maka Matahari Department Store City Of Tomorrow 

Surabaya harus memanfaatkan betul konsumen yang datang 

dengan membuat mereka melakukan yang namanya Impulse 

Buying.Tujuan penelitian ini untuk mengetahui pengaruh store 

atmosphere dan in-store display terhadap impulse buying pada 

konsumen di Matahari Department Store City Of Tomorrow 

Surabaya. Penelitian ini telah mengambil sampel sebanyak 110 

konsumen dengan teknik pengambilan sampel yaitu accidental 

sampling dengan menyebarkan kuesioner. Uji data telah 

menggunakan uji asumsi klasik, analisis regresi linier berganda, 

serta uji F dan uji t. Hasil penelitian telah  menunjukkan bahwa 

store atmosphere berpengaruh positif dan signifikan terhadap 

impulse buying di Matahari Department Store City Of Tomorrow 

Surabaya, in-store display berpengaruh positif dan signifikan 

terhadap impulse buying di Matahari Department Store City Of 

Tomorrow Surabaya, store atmosphere dan in-store display 

berpengaruh positif dan signifikan terhadap impulse buying di 

Matahari Department Store City Of Tomorrow Surabaya. 
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ABSTRACT 

The development of the retail business in Indonesia has been 

developing very rapidly, including the retail business in Surabaya. This 

is the competition that was settled between retail businesses that are also 

experienced by Matahari Department Store City of Tomorrow Surabaya. 

So the Matahari Department Store of the City of Tomorrow Surabaya 

must use the consumers who came by making them called Impulse 

Buying. The purpose of this study was to determine the effect of the store 

atmosphere and in-store appearance on impulse purchases on consumers 

at Matahari Department Store City of Tomorrow Surabaya. The sample 

of this study took a sample of 110 consumers with a sampling technique 

that is accidental sampling by asking for a questionnaire. Test data using 

the classic assumption test, multiple linear regression analysis, as well as 

the F test and t test. The results of the study have shown that the store 

atmosphere has a positive and significant effect on impulse purchases at 

Matahari Department Store. City of Tomorrow Surabaya, in the store 

displays a positive and significant impact on impulsive purchases at 

Matahari Department Store City of Tomorrow Surabaya. positive and 

significant impact on impulsive purchases at Matahari Department Store 

City of Tomorrow Surabaya. 
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