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ABSTRAK 

Syamsur Rahman, 1910412310011, 2023. Pengaruh Price Discount dan Store 
Atmosphere terhadap Impulse Buying dengan Positive Emotion sebagai Variabel 

Intervening Pada Uniqlo Store Duta Mall Banjarmasin. Di bawah bimbingan: Humaidi. 
Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh Price discount 

dan Store atmosphere terhadap Impulse buying dengan Positive emotion sebagai 
variabel intervening pada Uniqlo Store Duta Mall Banjarmasin. Penelitian ini 
menggunakan pendekatan kuantitatif dengan desain penelitian survey dan tipe 

penelitian eksplanatori. Sampel penelitian ini berjumlah 100 responden dengan 
menggunakan teknik sampling insidental. Teknik pengumpulan data menggunakan 
kuisioner dengan teknik analisa data menggunakan metode PLS (Partial Least Square). 

Hasil penelitian membuktikan bahwa Price discount berpengaruh signifikan 
terhadap Positive emotion. Store atmosphere berpengaruh signifikan terhadap Positive 
emotion. Price discount berpengaruh signifikan terhadap Impulse buying. Store 

atmosphere berpengaruh signifikan terhadap Impulse buying. Positive emotion 
berpengaruh tidak signifikan terhadap Impulse buying. Price discount melalui Positive 
emotion berpengaruh tidak signifikan terhadap Impulse buying. Store atmosphere 
melalui Positive emotion berpengaruh tidak signifikan terhadap Impulse buying pada 

Uniqlo Store Duta Mall Banjarmasin. 
 

Kata Kunci : Price disscount, store atmosphere, positive emotion, impulse buying 
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ABSTRACT 

Syamsur Rahman, 1910412310011, 2023. The Effect of Price discount and 
Store atmosphere on Impulse buying with Positive emotion as an Intervening Variable 
at Uniqlo Store Duta Mall Banjarmasin. Under the guidance of Humaidi. 

This study aims to determine and examine the effect of Price discount and Store 
atmosphere on Impulse buying with Positive emotion as an intervening variable at 
Uniqlo Store Duta Mall Banjarmasin. This research uses a quantitative approach with 
survey research design and explanatory research type. The sample of this research 
amounted to 100 respondents using incidental sampling technique. The data collection 
technique used a questionnaire with data analysis techniques using the PLS (Partial 
Least Square) method. 

The results prove that Price discount has a significant effect on Positive 
emotion. Store atmosphere has a significant effect on Positive emotion. Price discount 
has a significant effect on Impulse buying. Store atmosphere has a significant effect on 
Impulse buying. Positive emotion has an insignificant effect on Impulse buying. Price 
discount through Positive emotion has an insignificant effect on Impulse buying. Store 
atmosphere through Positive emotion has an insignificant effect on Impulse buying at 
Uniqlo Store Duta Mall Banjarmasin. 

 
Keywords: Price discount, Store atmosphere, Positive emotion, Impulse buying 
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