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PENGARUH VISUAL MERCHANDISING DAN STORE ATMOSPHERE 

TERHADAP IMPULSIVE BUYING 

(STUDI KASUS KONSUMEN RANCH MARKET CABANG 

PESANGGRAHAN) 

Avisa Muliana Adira 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Visual Merchandising dan 

Store Atmosphere terhadap Impulsive Buying. Penelitian ini menggunakan 

pendekatan KuantitatifDeskriptif dengan metode survei melali kuesioner online 

yang disebarkan kepada pelanggan Ranch Market Pesanggrahan melalui berbagai 

saluran media sosial menggunakan teknik purposive sampling dengan perolehan 

responden sebanyak 107 responden. Teknik analisis data yang digunakan adalah uji 

instrumen, analisis deskriptif, uji asumsi klasik, analisis regresi linear berganda, 

koefisien determinasi, dan uji hipotesis dengan menggunakan SPSS 27. Hasil dari 

penelitian ini menunjukkan bahwa Visual Merchandising berpengaruh signifikan 

terhadap impulse buying, Store Atmosphere berpengaruh terhadap impulse buying 

behavior dan secara serentak Visual Merchandising dan Store Atmosphere 

berpengaruh terhadap impulsive buying.  

 

Kata Kunci : Visual Merchandising, Store Atmosphere, Impulsive Buying, Ranch 

Market 
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PENGARUH VISUAL MERCHANDISING DAN STORE ATMOSPHERE 

TERHADAP IMPULSIVE BUYING 

(STUDI KASUS KONSUMEN RANCH MARKET CABANG 

PESANGGRAHAN) 

Avisa Muliana Adira 

 

ABSTRACT 

This study aims to analyze the effect of Visual Merchandising and Store 

Atmosphere on Impulsive Buying. This study used a quantitative-descriptive 

approach using a survey method through online questionnaires distributed to Ranch 

Market Pesanggrahan customers through various social media channels using a 

purposive sampling technique with 107 respondents. The data analysis technique 

used is instrument test, descriptive analysis, classical assumption test, multiple 

linear regression analysis, coefficient of determination, and hypothesis testing using 

SPSS 27. The results of this study indicate that Visual Merchandising has a 

significant effect on impulse buying, Store Atmosphere has an effect on impulse 

buying behavior and simultaneously Visual Merchandising and Store Atmosphere 

affect impulsive buying. 

 

Keywords : Visual Merchandising, Store Atmosphere, Impulsive Buying, Ranch 

Market 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

 

ix 
 

 

DAFTAR ISI 

 

Halaman Pernyataan Orisinalitas .......................................................................... ii 

Halaman Pengesahan .......................................................................................... iii 

Kata Pengantar .................................................................................................... iv 

Halaman Pernyataan Persetujuan Publikasi ......................................................... vi 

Abstrak .............................................................................................................. vii 

DAFTAR ISI ...................................................................................................... ix 

DAFTAR GAMBAR ......................................................................................... xii 

DAFTAR TABEL ............................................................................................ xiii 

DAFTAR LAMPIRAN ..................................................................................... xiv 

BAB 1 ................................................................................................................. 1 

PENDAHULUAN ............................................................................................... 1 

1.1 Latar Belakang....................................................................................... 1 

1.2 Rumusan Masalah .................................................................................. 7 

1.3 Tujuan Penelitian ................................................................................... 7 

1.4 Kontribusi Penelitian ............................................................................. 7 

BAB 2 ................................................................................................................. 8 

KERANGKA PIKIR DAN HIPOTESIS .............................................................. 9 

2.1 Impulsive Buying .................................................................................. 9 

2.1.1 Definisi Impulsive Buying .............................................................. 9 

2.1.2 Dimensi Impulsive Buying ............................................................. 9 

2.1.3 Indikator Impulsive Buying .......................................................... 10 

2.2 Visual Merchandising .......................................................................... 10 

2.2.1 Definisi Visual Merchandising ...................................................... 10 

2.2.2 Dimensi Visual Merchandising ..................................................... 11 

2.2.3 Indikator Visual Merchandising .................................................... 12 

2.2.4 Definisi Store Atmosphere ............................................................ 13 

2.2.5 Dimensi Store Atmosphere ........................................................... 13 

2.2.6 Indikator Store Atmosphere .......................................................... 14 

2.3 Kerangka Konseptual dan Pengembangan Hipotesis ............................ 14 

2.3.1 Pengaruh Visual Merchandising terhadap Impulse Buying ............ 15 

2.3.2 Pengaruh Store Atmosphere Terhadap Impulsive Buying .............. 15 



 
Universitas Bakrie 

 

x 
 

2.3.3 Pengaruh Visual Merchandising dan Store Atmosphere terhadap 

Impulsive Buying ....................................................................................... 16 

BAB 3 ............................................................................................................... 20 

METODOLOGI PENELITIAN ......................................................................... 20 

3.1 Jenis Penelitian .................................................................................... 20 

3.2 Lokasi Penelitian ................................................................................. 20 

3.3 Variabel Penelitian............................................................................... 20 

3.3.1 Variabel Independen ..................................................................... 20 

3.3.2 Variabel Dependen ....................................................................... 21 

3.4 Operasional Variabel ........................................................................... 22 

3.5 Metode Pengumpulan Data .................................................................. 24 

3.6 Sumber Data ........................................................................................ 24 

3.7 Skala Pengukuran ................................................................................ 24 

3.8 Populasi dan Sampel ............................................................................ 25 

3.8.1 Populasi ........................................................................................ 25 

3.8.2 Sampel.......................................................................................... 25 

3.9 Teknik Pengambilan Sampel ................................................................ 26 

3.10 Teknik Analisis Data ........................................................................... 27 

3.10.1 Uji Instrumen ................................................................................ 27 

3.10.2 Uji Validitas ................................................................................. 27 

3.10.3 Uji Reliabilitas .............................................................................. 28 

3.11 Analisis Statistik Deskriptif ................................................................. 28 

3.12 Uji Asumsi Klasik................................................................................ 28 

3.12.1 Uji Normalitas .............................................................................. 28 

3.12.2 Uji Heterokedastisitas ................................................................... 29 

3.12.3 Uji Multikolinearitas ..................................................................... 29 

3.13 Uji Kelayakan Model ........................................................................... 30 

3.13.1 Analisis Regresi Linear Berganda ................................................. 30 

3.14 Uji Hipotesis ........................................................................................ 31 

3.14.1 Uji T (Uji Parsial) ......................................................................... 31 

3.15 Uji F (Uji Simultan) ............................................................................. 31 

BAB 4 ............................................................................................................... 32 

HASIL DAN PEMBAHASAN .......................................................................... 33 

4.1 Hasil Penelitian .................................................................................... 33 

4.1.1 Pre-Test Kuesioner ....................................................................... 33 

4.1.2 Analisis Karakteristik Responden ................................................. 35 



Universitas Bakrie 

 

xi 
 

4.1.3 Analisis Deskriptif ........................................................................ 37 

4.1.4 Uji Asumsi Klasik ........................................................................ 40 

4.1.5 Analisis Regresi Linear Berganda ................................................. 43 

4.1.6 Koefisien Determinasi (R2) .......................................................... 45 

4.1.7 Uji Hipotesis ................................................................................. 45 

4.2 Pembahasan ......................................................................................... 46 

BAB 5 ............................................................................................................... 50 

KESIMPULAN DAN SARAN .......................................................................... 51 

5.1 Kesimpulan.......................................................................................... 51 

5.2 Saran ................................................................................................... 51 

DAFTAR PUSTAKA ........................................................................................ 53 

 

  



 
Universitas Bakrie 

 

xii 
 

DAFTAR GAMBAR 
 

Gambar 1. 1 Jumlah Ritel Indonesia ..................................................................... 1 

Gambar 1. 2 Karakteristik Ranch Market ............................................................. 4 

Gambar 1. 3 Jumlah peningkatan toko Ranch Market ........................................... 5 

Gambar 1. 4 Awards Ranch Market ..................................................................... 6 

Gambar 2. 1 Kerangka Konseptual ..................................................................... 14 

Gambar 4. 1 Uji Normalitas ............................................................................... 40 

Gambar 4. 2 P Plot ............................................................................................. 41 

Gambar 4. 3 Uji  heterokedastisitas .................................................................... 41 

Gambar 4. 4 Scatterplot ..................................................................................... 42 

Gambar 4. 5 Uji Multikolinearitas ...................................................................... 43 

Gambar 4. 6 Analisis Regresi Linear Berganda .................................................. 43 

Gambar 4. 7 Koefisien Determinasi (R2) ........................................................... 45 

Gambar 4. 8 Uji Parsial ...................................................................................... 45 

Gambar 4. 9 Uji Serentak ................................................................................... 46 

 

 
 

  

https://d.docs.live.net/3f1610f26fbf75d1/Documents/buat%20daftar%20sidang%20akhir/Avisa%20Adira%20BAB%201-5.docx#_Toc126771169
https://d.docs.live.net/3f1610f26fbf75d1/Documents/buat%20daftar%20sidang%20akhir/Avisa%20Adira%20BAB%201-5.docx#_Toc126771175


Universitas Bakrie 

 

xiii 
 

DAFTAR TABEL 
 
 
Tabel 2. 1 Penelitian Terdahulu ........................................................................ 17 

Tabel 3. 1 Oprasional Variable ......................................................................... 22 

Tabel 4. 1 Uji Validitas .................................................................................... 33 

Tabel 4. 2 Uji Reliabilitas ................................................................................ 34 

Tabel 4. 3 Analisis Karakteristik Responden .................................................... 35 

Tabel 4. 4 Analisis Deskriptif ........................................................................... 37 



 
Universitas Bakrie 

 

xiv 
 

DAFTAR LAMPIRAN 

 

Lampiran 1: Kuesioner Penelitian ...................................................................... 57 

Lampiran 2: Hasil Kuesioner Penelitian ............................................................. 59 

Lampiran 3 Uji Validitas .................................................................................... 68 

Lampiran 4 Uji Reliabilitas ................................................................................ 70 

 

 
  


