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ABSTRAK 

Penelitian ini bertujuan untuk : (1) Mengetahui pengaruh store atmosphere terhadap 

impulse buying konsumen. (2) Mengetahui pengaruh kualitas produk terhadap impulse 

buying. (3) Mengetahui pengaruh impulse buying dan kualitas produk terhadap impulse 

buying. Teknik sampel yang digunakan adalah purposive sampling dengan total sampel 

sebanyak 108 konsumen SCH. Alat analisis yang digunakan pada penelitian ini adalah 

analisis regresi berganda. Hasil penelitian ini menyimpulkan bahwa: (1) Store 

atmosphere berpengaruh signifikan terhadap impulse buying. (2) Kualitas produk 

berpengaruh signifikan terhadap impulse buying. (3) Store atmosphere dan kualitas 

produk berpengaruh secara simultan dan signifikan terhadap impulse buying. 

 

Kata kunci: Store atmosphere, Kualitas Produk, Impulse buying 
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ABSTRACT 

This research aims to: (1) Find out the influence store atmosphere to impulse 

buying consumer. (2) Knowing the effect of product quality on impulse buying. (3) 

Knowing the influence impulse buying and product quality towards impulse buying. 

The sampling technique used is purposive sampling with a total sample of 108 SCH 

consumers. The analytical tool used in this research is multiple regression analysis. 

The results of this research conclude that: (1)Store atmosphere significant effect 

onimpulse buying. (2) Product quality has a significant effect on impulse buying. (3) 

Store atmosphere and product quality have a simultaneous and significant effect on 

impulse buying. 

 

Keywords:Store atmosphere, Product Quality, Impulse buying 
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