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ABSTRACT

This study aims to determine the effect of promotion and store
atmosphere on impulse buying with shopping emotion as an intervening variable
at Mall SKA Pekanbaru. The method used in this study is a quantitative approach
by collecting primary data through distributing questionnaires and secondary data
through document. The samples in this study were people who had visited or
shopped at the Mall SKA Pekanbaru. The sampling technique this study was
purpossive sampling of 100 respondent. Processing data study uses Application
SPSS Program 25. The results of this research show that promotion has a positive
and significant effect on shopping emotion, Store atmosphere has a positive and
significant effect on shopping emotion. Promotion has no positive and significant
effect on impulse buying, store atmosphere has a positive and significant effect on
impulse buying, and shopping emotion has a positive and significant effect on
impulse buying. Then promotion has a positive and significant effect on impulse
buying through shopping emotion as an intervening variable, which is followed by
store atmosphere having a positive and significant effect on impulse buying
through shopping emotion as an intervening variable.
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