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ABSTRAK 

 

PENGARUH STIMULI EKSTERNAL DAN  STIMULI INTERNAL 

TERHADAP IMPULSE BUYING DI ZARA STORE PLAZA 

TUNJUNGAN, SURABAYA 

 

Tujuan penelitian ini adalah untuk mengetahui pengaruh shop 

environment, shop staff, integrated marketing communications, emotional 

and cognitive estimation, hedonic motives , dan consumers ‘involvement 

into the fashion pada impulse buying  di ZARA Store Plaza Tunjungan, 

Surabaya.Variabel dalam penelitian ini meliputi enam variabel bebas dan 

satu variabel terikat. Jumlah sampel penelitian adalah 100 sampel. Teknik 

analisis data menggunakan regresi linier berganda. 

Berdasarkan nilai koefisien determinasi (R Square) diketahui 

bahwa presentase pengaruh shop environment, shop staff, integrated 

marketing communications, emotional and cognitive estimation, hedonic 

motives , dan consumers ‘involvement into the fashion pada impulse buying  

di ZARA Store Plaza Tunjungan, Surabaya adalah sebesar 95,6%.Temuan 

dalam penelitian ini menunjukkan bahwa shop environment, integrated 

marketing communications, emotional and cognitive estimation, hedonic 

motives , dan consumers ‘involvement into the fashion  berpengaruh pada 

impulse buying  di ZARA Store Plaza Tunjungan, Surabaya 

 

Kata Kunci: Shop Environment; Shop Staff;  Integrated Marketing 

Communications; Emotional and Cognitive Estimation;  

Hedonic Motives;  Consumers ‘involvement Into the 

Fashion; Impulse Buying. 
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ABSTRACT 

 

THE INFLUENCE OF EXTERNAL STIMULI AND  INTERNAL 

STIMULI TO IMPULSE BUYING AT ZARA STORE PLAZA 

TUNJUNGAN, SURABAYA 

 

The purpose of this research is to identify the influence of shop 

environment, shop staff, integrated marketing communications, emotional 

and cognitive estimation, hedonic motives , and consumers „involvement 

into the fashion to impulse buying  at ZARA Store Plaza Tunjungan, 

Surabaya. The variables are consist of six independent variables and one 

dependent variable. The number of sample are 100 samples. The data 

analysis technique is multiple linier regression. 

According toward the coefficient determination (R Square), shows 

that impact precentage of the influence of shop environment, shop staff, 

integrated marketing communications, emotional and cognitive estimation, 

hedonic motives , and consumers „involvement into the fashion to impulse 

buying  at ZARA Store Plaza Tunjungan, Surabaya is 95,6%. The result of 

this research shows that shop environment, integrated marketing 

communications, emotional and cognitive estimation, hedonic motives , dan 

consumers „involvement into the fashion influence impulse buying  at 

ZARA Store Plaza Tunjungan, Surabaya 

 

Keywords: Shop Environment; Shop Staff;  Integrated Marketing 

Communications; Emotional and Cognitive Estimation;  

Hedonic Motives;  Consumers ‘involvement Into the 

Fashion; Impulse Buying. 

 

 


