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ABSTRAK 

Nadya Taruly Lumban Gaol, 2110412220021, 2025. Pengaruh Visual 

Merchandising dan Store Atmosphere Terhadap Impulse Buying Pada Konsumen 

OH!SOME di Duta Mall Kota Banjarmasin, di bawah bimbingan: Taharuddin. 

Penelitian ini bertujuan untuk menguji pengaruh visual merchandising dan 

store atmosphere secara parsial maupun simultan terhadap impulse buying pada 

konsumen OH!SOME di Duta Mall Banjarmasin. Metode penelitian yang 

digunakan adalah pendekatan kuantitatif dengan jumlah sampel sebanyak 109 

responden. Sampel dipilih menggunakan teknik accidental sampling dengan rumus 

Cochran. Kriteria responden mencakup berusia minimal 16 tahun, berdomisili di 

Banjarmasin, dan pernah melakukan setidaknya satu kali pembelian di OH!SOME 

Duta Mall dalam enam bulan terakhir. Data dikumpulkan melalui kuesioner dan 

dianalisis menggunakan regresi linier berganda. 

Hasil penelitian ini menunjukkan bahwa visual merchandising dan store 

atmosphere berpengaruh signifikan secara simultan terhadap impulse buying pada 

konsumen OH!SOME di Duta Mall Banjarmasin. Namun, ketika dianalisis secara parsial, 

hanya variabel store atmosphere yang memberikan berpengaruh signifikan, sementara 

visual merchandising tidak berpengaruh signifikan terhadap impulse buying. 

Kata kunci: Visual Merchandising, Store Atmosphere, Impulse Buying 
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ABSTRACT 

Nadya Taruly Lumban Gaol, 2110412220021, 2025. The Influence of Visual 

Merchandising and Store Atmosphere on Impulse Buying Among OH!SOME 

Consumers at Duta Mall Banjarmasin, supervised by: Taharuddin. 

This research purports to examine the influence of visual merchandising 

and store atmosphere partially and simultaneouslly on impulse buying among 

OH!SOME consumers at Duta Mall Banjarmasin. This research method conducts 

a quantitative approach with a total sample of 109 respondents. The sample was 

selected through accidental sampling using Cochran’s formula. The respondent 

criteria included being at least 16 years old, residing in Banjarmasin, and having 

made at least one purchase at OH!SOME Duta Mall within the previous six months. 

Data were collected using a questionnaire and analyzed using multiple linear 

regression. 

The results indicate that both visual merchandising and store atmosphere 

have a significant simultaneous influence on impulse buying among OH!SOME 

consumers at Duta Mall Banjarmasin. However, when examined partially, only the 

store atmosphere variable has a significant influence, while the visual 

merchandising variable has an insignificant influence on impulse buying. 

Keywords: Visual Merchandising, Store Atmosphere, and Impulse Buying. 
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