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Pengaruh Design Toko, Employee, Ambience, Crowding dan Promosi
Penjualan terhadap Impulse Buying Konsumen Generasi Y di Matahari

Department Store Tunjungan Plaza Surabaya melalui Emotion

ABSTRAK

Penelitian ini bertujuan untuk mengetahui seberapa efektif design
toko, employee, ambience, crowding, dan promosi penjualan mempengaruhi
emotion sehingga mempengaruhi impulse buying generasi Y di Matahari
Department Store Tunjungan Plaza Surabaya. Kuisioner disebarkan kepada
110 responden generasi Y usia 22 tahun sampai usia 39 tahun yang pernah
berbelanja di Matahari Department Store Tunjungan Plaza Surabaya. Hasil
penelitian ini menunjukkan bahwa design toko, ambience, dan crowding
tidak berpengaruh signifikan terhadap emotion konsumen generasi Y.
Employee dan promosi penjualan berpengaruh signifikan terhadap emotion
konsumen generasi Y. Emotion berpengaruh signifikan terhadap impulse
buying konsumen generasi Y.

Kata kunci : generasi Y, design toko, employee, ambience, crowding,

promosi penjualan, emotion, impulse buying
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Effect of Store Design, Employee, Ambience, Crowding and Sales
Promotion to Impulse Buying Generation Y Consumers in Matahari

Department Store Tunjungan Plaza Surabaya through Emotion

ABSTRACT

This study aims to determine how effective store design, employee,
ambience, crowding, and sales promotion influence impulse buying emotion
that affects the generation Y in Matahari Department Store Tunjungan
Plaza Surabaya. A questionnaire was distributed to 110 respondents
generation Y age of 22 years to 39 years who have ever shopped in
Matahari Department Store Tunjungan Plaza Surabaya. The results of this
study indicate that the store design, ambience, and crowding not
significantly affect the emotion of generation Y consumers. Employee and
sales promotion significantly affect the emotion of generation Y consumers.

Emotion significantly affect the impulse buying of generation Y consumers.

Keywords: generation Y, store design, employee, ambience, crowding, sales

promotion, emotion, impulse buying
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