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ABSTRAK

Penelitian ini bertujuan untuk mengetahui Pengaruh Visual Merchandising Dan
Store Atmosphere Terhadap Impulse Buying dan dampaknya terhadap Minat Beli
Ulang Konsumen (Studi Kasus Pada Konsumen Miniso Grand Metropolitan Mall
Bekasi). Penelitian ini menggunakan data berupa data primer yang diperoleh dari
penyebaran kuesioner. Jumlah kuesioner sebanyak 100 responden yang
merupakan orang yang pernah berkunjung dan membeli produk di Miniso Grand
Metropolitan Mall Bekasi minimal 2 kali pembelian dalam 6 bulan terakhir.
Teknik sampel yang digunakan adalah non probability sampling dan cara
pengambilan sampelnya dengan menggunakan purposive sampling dengan tingkat
sig 0.05. Alat analisis yang digunakan adalah Path Analysis dan diolah
menggunakan SPSS 25. Hasil penelitian menunjukan bahwa (1) visual
merchandising berpengaruh positif dan signifikan terhadap minat beli ulang
dibuktikan dengan nilai 0.374, (2) store atmosphere berpengaruh positif dan
signifikan terhadap minat beli ulang dibuktikan dengan nilai 0.409, (3) visual
merchandising berpengaruh positif dan signifikan terhadap impulse buying
dibuktikan dengan nilai 0.191, (4) store atmosphere berpengaruh positif dan
signifikan terhadap impulse buying dibuktikan dengan nilai 0.279, (5) impulse
buying berpengaruh positif minat beli ulang dibuktikan dengan nilai 0.336, (6)
pengaruh visual merchandising terhadap impulse buying melalui minat beli ulang
secara tidak langsung dibuktikan dengan nilai 0.125. Pengaruh store atmosphere
terhadap impulse buying melalui minat beli ulang dibuktikan dengan nilai 0.137

Kata Kunci: Visual Merchandising, Store Atmosphere, Impulse Buying, Minat
Beli Ulang



ABSTRACT

This study aims to know the Effect of Visual Merchandising and Store Atmosphere
on Impulse Buying and impact on Repurchase Intention of Consumers (Case
Study on Consumers of Miniso Grand Metropolitan Mall Bekasi). This research
uses primary data which obtained from spreading out questionnaires. The number
of questionnaires was 100 respondents who are people who have visited and
bought products in Miniso Grand Metropolitan Mall Bekasi at least 2 times the
purchase in the last 6 months. The sampling technique used is non-probability
sampling and the method of taking samples using purposive sampling with a sig
level of 0.05. The analytical tool used is Path Analysis and processed using SPSS
25. The results showed that (1) visual merchandising has a positive and
significant effect on repurchase intention as evidenced by the value of 0.374, (2)
store atmosphere has a positive and significant effect on repurchase intention as
evidenced by value 0.409, (3) visual merhcandising has a positive and significant
effect on impulse buying evidenced by the value of 0.191, (4) store atmosphere has
a positive and significant effect on impulse buying evidenced by a value of 0.279,
(5) impulse buying have a positive effect on repurchase intention evidenced by the
value of 0.336, (6) the effect of visual merchandising on impulse buying through
indirect repurchase intention is evidenced by the value 0.125. the effect of store
atmosphere on impulse buying through indirect repurchase intention is evidenced
by the value 0.137.

Keywords: Visual Merchandising, Store Atmosphere, Impulse Buying, Repurchase
Intention
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