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ABSTRAK 

 

Penelitian ini menguji pengaruh faktor ambien, faktor desain, dan 

faktor sosial terhadap impulse buying behaviour melalui consumers’ 

positive emotional responses yang dimoderasi time availability pada 

PULL&BEAR Galaxy Mall kota Surabaya. 

Penelitian ini merupakan penelitian kausal dengan menggunakan 

metode survei. Teknik pengambilan sampling yang digunakan adalah non 
probability sampling. Jenis metode yang digunakan adalah purposive 

sampling. Sampel yang digunakan sebesar 160 responden. Sampel dalam 

penelitian ini adalah konsumen wanita yang sedang berbelanja di 

PULL&BEAR Galaxy Mall kota Surabaya. Teknik analisis yang digunakan 

adalah SEM (Structural Equation Modeling) dengan program LISREL 8,7 

dan regresi moderasi dengan program SPSS. 

Hasil analisis dalam penelitian ini menunjukkan bahwa faktor 

ambien, faktor desain, dan faktor sosial memiliki pengaruh terhadap 

consumers’ positive emotional responses. Consumers’ positive emotional 

responses memiliki pengaruh terhadap impulse buying behaviour. Time 

availability memoderasi pengaruh consumers’ positive emotional responses 

terhadap impulse buying behaviour pada PULL&BEAR Galaxy Mall kota 
Surabaya. 

 

Kata Kunci: Faktor Ambien, Faktor Desain, Faktor Sosial, Consumers’ 

Positive Emotional Responses, Impulse Buying Behaviour 
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ABSTRACT 

 

The purpose of this study was to examines the effect of ambient 

factors, design factors, and social factors on impulse buying behavior 

through consumers' positive emotional responses moderated by time 

availability at PULL & BEAR Galaxy Mall Surabaya. 

This research is a causal research using survey method. Sampling 

technique used was non probability sampling. The type of method used is 
purposive sampling. The sample used 160 respondents. The sample in this 

research is female consumers who are shopping at PULL & BEAR Galaxy 

Mall Surabaya. The analysis technique used is SEM (Structural Equation 

Modeling) with LISREL 8.7 program and moderation regression with SPSS 

program. 

The results of the analysis in this study indicate that ambient factors, 

design factors, and social factors has a significant effect on consumers' 

positive emotional responses. Consumers' positive emotional responses has 

a significant effect on impulse buying behavior. Time availability moderates 

the effect of consumers' positive emotional responses to impulse buying 

behavior in PULL & BEAR Galaxy Mall Surabaya. 

 
Keywords: Ambien Factors, Design Factors, Social Factors, 

Consumers’ Positive Emotional Responses, Impulse Buying 

Behaviour 


