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ABSTRAK

Annisa F Humairah. NIM: 93r4r505g pengaruh visual Merchandising dan
Emotional Quotient terhadap Impulse Buying (Suwey pada Konsumin diHlpemart Gorontalo). 51 Manajemen. Jurusan-Manajemen, Fakultas Ekonomi,
Universitas Negeri Gorontalo, 

_2019. 
pembimbirig I Dr. Hapsawati faan, S.i.,

M.M dan Pembimbing II yulinda L Ismail, S.pd., M.Si.

. Penelitian ini bertujuan untuk 1) Mengetahui dan menganalisis pengaruh
visual merchandising terhadap impuls buying 2) Mengetahui aun m"nguriJlri,
peran kecerdasan emosi terhadap impulse buying 3) Mengetahui aa, menianatisis
apakah visual merchandising dan kecerdasan emosi beipengaruh pada 

-impulse
buying. Responden dalam penelitian ini menggunakan sampel sebanyak 96 orangyaitu konsumen Hypermart Gorontalo, dingan pengamtitan tetnit simptE
random sampling dan menggunakan analisis regresi birganda

Hasil penelitian ini menunjukkan visual merchandising berpengaruh
secara positif dan signifikan terhadap_ impulse buying dilihat dari-uji-t, 

' 
t hltrr!

(8,510) > t tabel (1,661), emotional quotient berpingaruh secara positif dai
:iglflq terhadap imputse buying dengan melihat t-hit*g (3,1701 > t tabel
(1,661) dan uji F menunjukkan hasil F hitung memenuhi keteituan u1i r yartu F
hitung > F tabel.22,039 > 3,094 Serta paAa u.ji determinasi menunjukkan bahwa
visual merchandising dan emotional quotient birpengaruh bersama-sama terhadap
impulse buying sebesar 64,1y0 dan sisanya 35,9% dipengaruhi variabel lain yang
tidak dimasukan dalam penelitian ini.

Kata Kunci: visual merchansing, emosi quotient, impuke buying, kecerdasan
e mos i, p e mb e lian imp u I s if



ABSTRACT

Annisa F. Humairah. Student ID Number: 931415058. The Effect of Visual
Merchandising and Emotional Quotient towards Impulse Buying (A Survey on

Consumers at Hypermart Gorontalo). Bachelor of Management. Department of
Management, Faculty of Economics, State University of Gorontalo, 2019. The
principal supervisor is Dr. Hapsawati Taan, S.T., M.M., and the co-supervisor is
Yulinda L. Isrnail, S.Pd., M.Si.

This research aims to: 1) find out and analyze the effect of visual
merchandizing torvards impulse buying,2) find out and analyze the role of, emotional
q..otient towards impulsive buying, 3) find out and analyze the effect of visual
merchandising and emotiolal quotient towards impulse buying. The respondents, as

well as samples, are 96 consumers of Hypermart Gorontalo. The teclinique of
sarnpling is random sarnpling and rnultiple regression analysis.

The frndings reveal that visual merchandising influences positively aad
significantly towards impulse buying. It is shorvn fiorn the result of t-test, t count
(8,510) > t table (1,661), enotional quotient influences positively and significantly
towards impulse buying in which t count (3,170) > t table (1,661) and F test shows

that F connt meets the criteria of F test; F count > F table 22,039 > 3,094. The

determination test reveals that visual and ernotional quotient

simultaneously influences towards impulse as 64,1Yo, and the rest

35,9% is influenced by other variables
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