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Penelitian ini bertujuan untuk mengetahui pengaruh Hedonic Shopping Value dan Store Atmosphere terhadap Pembelian Impulsif di Zacky Butik Medan. Dalam penelitian ini, data teknik pengumpulan data menggunakan metode purposive sampling, sampel yang digunakan sebanyak 89 responden. Seluruh analisis dalam penelitian ini dibantu dengan program SPSS 26.0. Data Teknik analisis data yang dilakukan berupa uji asumsi klasik, analisis regresi analisis regresi linier berganda dan uji hipotesis. Berdasarkan uji t yang telah dilakukan dilakukan, diperoleh hasil bahwa nilai Sig. dari variabel Hedonic Shopping Value diperoleh sebesar 0,002 < 0,05 serta nilai t hitung (3,208) > t tabel (1,987). Sehingga dapat dapat disimpulkan bahwa variabel Nilai Belanja Hedonik berpengaruh positif dan dan signifikan terhadap variabel Pembelian Impulsif. Selanjutnya, nilai Sig. dari variabel Store Atmosphere yang diperoleh sebesar 0,002 < 0,05 berpengaruh signifikan terhadap variabel Impulsive Buying. Dari data tersebut diperoleh nilai t hitung sebesar 3,147 > t tabel (1,987). Sehingga dapat menyatakan bahwa variabel Store Atmosphere memiliki pengaruh positif dan signifikan terhadap variable variabel Pembelian Impulsif. 
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ABSTRACT

This study aims to determine the influence of Hedonic Shopping Value and Store
Atmosphere on Impulsive Buying at Zacky Butik Medan. In this study, the data
collection technique used purposive sampling method, the sample used was 89
respondents. All analysis in this study was assisted by the SPSS 26.0 program.
The data analysis techniques are carried out in the form of classical assumption
tests, multiple linear regression analysis and hypothesis testing. Based on the t
test that has been carried out, the results show that the Sig. value of the Hedonic
Shopping Value variable is obtained at 0.002 <0.05 as well as the calculated t
vali o > { table (1.987). So it can be concluded that the Hedonic Shopping

a{&kvm has a positive and significant effect on the Impulsive Buying
gzr'bl e NOX!; Sig. value of the Store Atmosphere variable obtained at 0.002

g.0 ficant effect on the Impulsive Buying variable. From this data,
alue is 3.147> t table (1.987). So it is stated that the Store
ble has a positive and significant influence on the Impulsive
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