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Abstrak

Pada saat ini, keberadaan mall atau pusat belanja di berbagai kota
menjadi bagian yang penting untuk semua pihak. Fenomena di atas yaitu
adanya tuntutan mendapatkan kenyamanan (convenience orientation) dan
keterbatasan waktu (time pressure) memungkinkan konsumen untuk
mengambil keputusan dengan cepat termasuk keputusan dalam berbelanja.
Fenomena impulse buying merupakan fenomena yang kontroversial, dimana
pembelian ini termasuk Kkategori pembelian tidak direncanakan namun
proporsi dari pembelian ini ternyata cukup besar. Penelitian ini dilakukan
untuk melihat hubungan antara convenience orientation, time pressure,
impulse buying dan impulse buying di Carrefour Express.

Pada penelitian ini yang dipakai adalah penelitian konklusif pada
studi experimental atau causal research. Teknik pengambilan sampling
yang digunakan adalah non probability sampling. Jenis metode yang
digunakan adalah purposive sampling. Sampel yang digunakan berjumlah
150 orang konsumen Carrefour Express di Surabaya. Data dikumpulkan
dengan menggunakan kuesioner. Teknik analisis yang digunakan adalah
analisis regresi linier berganda dan Analisis Regresi Linier dengan
Mediator. Hasil analisis ini menunjukkan bahwa convenience orientation,
dan time pressure dapat meningkatkan impulse buying. Selain itu dalam
penelitian ini juga ditemukan bahwa impulse buying tidak dapat menjadi
mediasi bagi hubungan antara convenience orientation dan time pressure
terhadap store loyalty.

Kata Kunci: Convenience Orientation, Time Pressure, Impulse Buying,
store loyalty.
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Abstract

ANALYSIS OF INFLUENCE OF CONVENIENCE ORIENTATION,
PERCEIVED TIME PRESSURE ON STORE LOYALTY THROUGH
IMPULSE BUYING IN CARREFOUR EXPRESS SURABAYA

At this point, the existence of the mall or shopping center in
various cities became part of that is important for all parties. The above
phenomenon i.e. the claims get comforts (convenience orientation) and time
limitations (time pressure) allow consumers to make informed decisions
quickly, including a decision in the shop. The phenomenon of impulse
buying is a phenomenon in which the purchase was controversial, including
category purchases are unplanned, but the proportion of the purchase of this
turned out to be quite large. This research was conducted to look at the
relationship between convenience orientation, time pressure, impulse
buying impulse buying on the tendency and Carrefour Express.

In this research is the research on the study of experimental or
conclusive causal research. The taking of sampling techniques used are non-
probability sampling. This type of method used is the purposive
sampling. The sample used was 150 people consumers Carrefour Express in
Surabaya. The Data gathered using the questionnaire. The analysis
technique used is a linear regression analysis and multiple Linear
Regression Analysis with the Mediator. This analysis showed that
convenience orientation, and time pressure can increase impulse buying
tendency. Furthermore, in the study also found that the impulse buying can
be a tendency not to the relationship between the convenience of mediation
orientation and time pressure on store loyalty.

Keyword: Convenience Orientation, Time Pressure, Impulse Buying,
store loyalty.



