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merchandising, and product assortment on impulsive purchases with
shopping enjoyment as an intervening variable. The study was conducted
on 96 Amora Pekanbaru customers selected through purposive sampling
technique. Data were collected using a questionnaire and analyzed using

the Structural Equation Modeling (SEM) method using SmartPLS 4. The
results showed that visual merchandising and product assortment had a
significant effect on shopping enjoyment, while store atmosphere had no

effect. In terms of impulsive purchases, only product assortment and
shopping enjoyment were proven to have a significant effect, both directly
and through mediation. In contrast, store atmosphere and visual
merchandising had no direct or indirect effect on impulsive purchases.

These findings confirm that product diversity and a pleasant shopping
experience are key factors in driving consumer impulsive buying behavior.
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INTRODUCTION

The rapid development of the retail world, particularly in urban areas like
Pekanbaru, has increased the phenomenon of impulse buying—the act of
spontaneously purchasing without planning (Mohan et al., 2013). These purchases
are driven by emotional factors and store environmental stimuli, with research
showing that 30-61% of retail transactions can be categorized as impulsive (Deutsch
et al., 2016).

Impulsive buying behavior is triggered by store environmental elements,
where Store Atmosphere, Visual Merchandising, and Product Assortment are
believed to play important roles. A pleasant store atmosphere, attractive product
displays, and a wide product variety are said to increase spontaneous purchase
intentions (Mutiah et al., 2018; Kristiawan et al., 2018; Munthe, 2022). Furthermore,
psychological factors such as Shopping Enjoyment have also been shown to have a
positive influence and act as a mediator that strengthens the urge to buy impulsively
(Xu et al., 2021; 1. Agustiadi, 2023).

However, there are research gaps and contradictory views. Several studies
indicate that impulsive decisions are more influenced by personal factors (self-
control) and price/promotion, while store environmental elements are not always
significant (Verplanken & Herabadi, 2001; Turley & Milliman, 2000; Iyengar &
Lepper, 2000). Furthermore, research in specific locations is still limited. Previous
research at the Amora Store in Pekanbaru by Lastari (2023) only found a 24.1%
contribution from hedonic shopping and self-esteem factors to impulsive purchases,
leaving 75.90% of the influence from other factors untested, particularly store
environmental elements.

Therefore, this study focuses on Amora Pekanbaru Store, a shopping center
that optimally implements all three elements of the store environment (store
atmosphere, visual merchandising, product assortment). Based on a pre-survey of 30
respondents, it was found that 100% of respondents had made impulsive purchases,
and 83.3% admitted that the shopping experience contributed to this behavior.

Based on this background, this study aims to analyze and empirically test how
Store Atmosphere, Visual Merchandising, and Product Assortment influence
consumer Impulse Buying at Amora Pekanbaru Store, using Shopping Enjoyment as
a mediating variable. The results of this study are expected to provide theoretical and
practical contributions in formulating modern retail marketing strategies.

LITERATURE REVIEW

An effective marketing strategy will involve a comprehensive market analysis,
utilizing data and market research for decision-making, and developing a marketing
mix tailored to the characteristics of the target market (Kotler & Armstrong, 2020).
Therefore, marketing management is a crucial aspect of business success, both in the
short and long term.

According to Salim (in Munawaroh & Simon, 2023) store atmosphere is a variety
of interior and exterior displays, layouts, internal store traffic, comfort, air, service,
music, uniforms, length of goods, and so on, which as a whole create consumer
attraction and arouse the desire to buy. According to Utami (2017), store atmosphere

29



is a combination of the physical characteristics of the store, such as architecture,
layout, lighting, displays, color, temperature, music, and aroma, which as a whole
creates an image in the minds of consumers.

According to Jain (2012) in (Agustiadi et al., 2023), visual merchandising is the
practice of strategically displaying products to attract consumers' attention. This
method involves elements such as store layout, product displays, lighting, themes,
and graphics to create an engaging shopping experience. Effective styling can
enhance customers' positive emotions and influence purchasing decisions, including
impulse buys. Simply put, visual merchandising involves presenting store or brand
displays to attract customers' attention. In practice, retailers can create various
stimuli in the shopping environment to encourage consumers to make purchases.

Furthermore, product assortment is defined as the number of different items
offered in a single product category. This means that assortment includes the variety
of choices available within a particular category. Kotler & Keller (2016) state that
product assortment is “the set of all products and items a particular seller offers for
sale.” Or a complete set of products offered for sale by a particular seller. Product
diversity is the completeness of products that includes depth, breadth, and quality as
well as product availability whenever consumers want. The arrangement of product
variations and displays in stores plays an important role in managing product
diversity.

Figure 1. Conceptual Model
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METHODOLOGY
Population & Sample

According to Sugiyono (2013), a research population is all elements or objects with
specific characteristics that are the focus of a study. A population can consist of
individuals, groups, organizations, or other objects relevant to the research
objectives. The population in this study was consumers who had shopped at Amora
Panam Pekanbaru between 2023 and 2025.

However, because the exact population size in this study was unknown, the
researcher used the Lameshow formula to determine the sample size. This formula is
often used in studies with unknown or unclearly identified populations. Using the
Lameshow formula, the minimum sample size obtained in this study was 96
respondents. This sample size is expected to provide accurate results and support the
research analysis objectives.
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Data collection

A questionnaire is a series of questions compiled based on research variable
indicators. Data collection using questionnaires is considered highly efficient, as
respondents only need to select answers provided by the researcher (Sahir, 2021). In
this study, researchers designed a number of questions or statements related to store
atmosphere, visual merchandising, and product assortment to evaluate how these
factors influence shopping enjoyment and the impulsive buying behavior of Amora
Pekanbaru consumers. The research instrument used a questionnaire with a Likert
scale, in which respondents were asked to provide answers based on predetermined
options.

Measurement

The data measurement in this study used Partial Least Square (PLS), a variance-
based Structural Equation Modeling (SEM) analysis method used to examine the
relationship between latent variables in complex research models. According to
Sugiyono (2017), PLS is an analysis technique that aims to predict relationships
between variables and process data with small sample sizes, non-normal
distributions, and models with reflective and formative indicators. PLS focuses more
on data variability than hypothesis testing, so it is often used in exploratory research
that requires flexibility in analyzing relationships between variables.

Another opinion was put forward by Hair et al. (2019), who stated that PLS is a
regression-based SEM method that can be used to estimate the relationship between
latent variables while considering prediction accuracy. Meanwhile, despite its
limitations, PLS allows researchers to develop alternative, more flexible approaches
to testing complex structural models, especially when the data does not meet
classical assumptions (Wold, 2004).

RESULTS AND DISCUSSION
Figure 2. Full Structural Model

Source: Data Proceeded By The Author

The outer and inner measurement models are analyzed using a pre-designed path
diagram. The path diagram will generate values from the outer measurement model and the
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inner structural model from the estimates generated using SmartPLS 4.0. The designed path
diagram can be seen in Figure 2.

Table 1. Validity Test
Construct Indicator Out?r Information
Loading

PA1 0.56 Valid

Product .
Assortment PA2 0.55 Valid
(PA) PA3 0.54 Valid
PA4 0.54 Valid
PI1 0.57 Valid
PI2 0.54 Valid

Purchase .
Impulsive (PI) PI3 058 Vahd
P14 0.55 Valid
PI5 0.52 Valid
Atmosphere SA2 0.53 Valid
(SA) SA3 0.62 Valid
SEl 0.59 Valid
Shopoi SE2 0.55 Valid

opping .
Enjoyment (SE) SE3 0.53 Valid
SE4 0.46 Valid
SES5 0.59 Valid
VM1 0.56 Valid
VM2 0.51 Valid
Visual VM3 0.53 Valid
Merchandising VM4 0.57 Valid
(VM) VM5 0.56 Valid
VM6 0.54 Valid
VM7 0.54 Valid

Source: Data Proceeded By The Author

Results processing data withuse SmartPLS (Smart Partial Least Square) can concluded that
all over indicator own mark outer loading in on 0.60, Which show that every indicator the own
validity Which tall, indicator This Still considered Enough valid For fulfil condition convergent
validity, Because according to Ghozali (2014), mark outer loading in range 0.5 until 0.6 Already
considered adequate For fulfil criteria validity convergent.

Table 2. Reliability Test

Variables Composite AverageVariance
Reliability(CR)  Extracted (AVE)
Product Assortment (PA) 0.60 0.43
Purchase Impulsive (PI) 0.62 0.44
Store Atmosphere (SA) 0.61 0.41
Shopping Enjoyment (SE) 0.62 0.39
Visual = Merchandising 0.64 0.43

(VM)
Source: Data Proceeded By The Author
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All over construct own mark CR in on 0.70 And AVE in on 0.50. Matter This show that
indicator on each construct own consistency internal Which Good (reliable) And capable explain
variance constructin a way adequate (valid). By Because That, constructs the assessed worthy For
usedintestingmodel furthermore.

Table 3 R-Square

Construct R-Square R-Square Adjusted
PI(Purchase Impulsive) 0.744 0.733
SE (Shopping (Enjoyment) 0.655 0.644

Source: Data Proceeded By The Author

Based on results test R-Square, construct Purchase Impulsive (PT) own mark 0.744 And
Shopping Enjoyment (SE) as big as 0.655. Matter This show that model capable explain
variability PIAndSEin a way strongandadequate.

Table 4 Hypothesis Testing

Original Sample T P
Hypothesis Sample Mean STDEV Statistics  Values Results
0) (M)

StoreAtmosphere—Shopping o3 504 (08 0.23 052 Rejected
Enjoyment
Visual Merchandising — 030 030  0.08 3.96 0.00  Accepted
Shopping Enjoyment
Product Assortment = 027 027 009 430 000  Accepted
Shopping Enjoyment
Store Atmosphere—Purchase - 55 595 07 0.46 035  Rejected
Impulsive
VisualMerchandising — 008 007  0.10 0.51 032  Rejected
Purchase Impulsive
Product Assortment = 028 028  0.10 270 001  Accepted
Purchase Impulsive
Shopping Enjoyment— 0.26 0.27 0.12 227 0.02  Accepted
Purchase Impulsive
Store Atmosphere — Purchase
Impulsive  (via  Shopping 0.01 0.02 0.04 0.20 0.54 Rejected
(Enjoyment)
Visual Merchandising —
Purchase  Impulsive  (via 0.11 0.11 0.09 1.91 0.06 Rejected
Shopping (Enjoyment)
Product Assortment —
Purchase  Impulsive  (via 0.10 0.10 0.08 2.00 0.05 Accepted
Shopping (Enjoyment)

Source: Data Proceeded By The Author

DISCUSSION

Based on the results of hypothesis testing on the Store Atmosphere
path—Shopping Enjoyment, obtained a t-statistic value of 1.082, which is smaller
than the minimum limit of 1.96, and a p-value of 0.279, which is greater than 0.05.
Thus, the hypothesis is rejected. This means that statistically, the store atmosphere
does not have a significant influence on the shopping enjoyment felt by consumers.
These results indicate that the physical environment of the store, such as interior
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design, lighting, or background music, although they may be designed to be
attractive, are not strong enough to create an emotionally enjoyable shopping
experience for customers.

Based on the results of hypothesis testing on the Visual Merchandising
path—Shopping Enjoyment, obtained a t-statistic value of 3.960, which is greater
than the minimum limit of 1.96, and a p-value of 0.000, which is less than 0.05.
Thus, the hypothesis is accepted. This means that statistically, visual merchandising
has a significant influence on shopping enjoyment felt by consumers.

Based on the results of hypothesis testing on the Product Assortment path—For
Shopping Enjoyment, the t-statistic value was 4.296, which is greater than the
minimum threshold of 1.96, and the p-value was 0.000, which is less than 0.05.
Thus, the hypothesis is accepted. This means that statistically, the variety and
diversity of products offered have a significant influence on the shopping enjoyment
experienced by consumers.

Based on the results of hypothesis testing on the Store Atmosphere path—For
Impulse Buying, the p-value was 0.510, which is greater than the significance limit of
0.05. This indicates that the effect of Store Atmosphere on impulse buying is not
statistically significant. Thus, the hypothesis is rejected. This means that store
atmospheric conditions, such as layout, lighting, or background music, do not
directly encourage consumers to make impulse purchases.

Based on the results of hypothesis testing on the Visual Merchandising
path—For Impulse Buying, the t-statistic value was 0.736, which is smaller than the
minimum limit of 1.96, and the p-value was 0.462, which is greater than 0.05. Thus,
the hypothesis is rejected. This means that statistically, visual merchandising does
not have a significant influence on consumer impulse buying behavior.

Based on the results of hypothesis testing on the Product Assortment path—For
Impulse Buying, the t-statistic value obtained was 2.699, which is greater than the
minimum limit of 1.96, and the p-value was 0.007, which is less than 0.05. Thus, the
hypothesis is accepted. This means that statistically, the variety and diversity of
products offered have a significant influence on consumer impulse buying behavior.

Based on the results of hypothesis testing on the Shopping Enjoyment path—For
Impulse Buying, the t-statistic value obtained was 2.269, which is greater than the
minimum limit of 1.96, and the p-value was 0.023, which is less than 0.05. Thus, the
hypothesis is accepted. This means that statistically, shopping enjoyment has a
significant effect on consumer impulse buying behavior.

Based on the results of hypothesis testing on the Store Atmosphere path—For
Impulse Buying, the p-value obtained was 0.771, which is greater than the
significance limit of 0.05. This indicates that the indirect effect of Store Atmosphere
on impulse buying through shopping enjoyment is not statistically significant. Thus,
the hypothesis is rejected. This means that store atmospheric conditions, such as
layout, lighting, or background music, do not indirectly encourage consumers to
make impulse purchases through a pleasant shopping experience.

Based on the results of hypothesis testing on the Visual Merchandising
path—For Impulse Buying, the p-value obtained was 0.057, which is slightly greater
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than the significance limit of 0.05. This indicates that the indirect effect of Visual
Merchandising on impulse buying through shopping enjoyment is not statistically
significant, although it is close to the threshold. Thus, the hypothesis is statistically
rejected, but can be considered practically.

Based on the results of hypothesis testing on the Product Assortment path—For
Impulse Buying, the p-value obtained was 0.046, which is smaller than the
significance limit of 0.05. This indicates that the indirect effect of Product
Assortment on impulse buying through shopping enjoyment is statistically
significant. Thus, the hypothesis is accepted. This means that the diversity and
availability of products offered indirectly encourage consumers to make impulse
purchases through feelings of pleasure while shopping.

CONCLUSION

Results study show that visual merchandising And product assortment influential
significant to shopping enjoyment, whereas store atmosphere No influential. In matter purchase
impulsive, only product assortment And shopping enjoyment Which proven influential in a way
significant, Good in a way direct and through mediation. On the contrary, store atmosphere And
visual merchandising No influential direct and No direct to purchase Impulsive. Based on the R-
Square test results, the Impulsive Buying (PI) construct has a value of 0.744 and Shopping
Enjoyment (SE) of 0.655. This indicates that the model is able to explain the variability of PI
and SE strongly and adequately. Findings This confirm that diversity product And experience
shopping Whichpleasantbecome factorkey inpush behavior purchase impulsive consumer.
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