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ABSTRAK 

 

Fadhil Satrio Nugroho 

16.D1.0231 

Program Studi Manajemen 

 

Minat beli konsumen dapat terjadi karena adanya dorongan atau stimulus 

yang diterima oleh konsumen, melalui panca indra konsumen. Stimulus yang 

dirasakan oleh konsumen dalam penelitian ini dipengaruhi oleh factor eksternal 

berupa store atmosphere yang dikemas dengan baik sehingga membuat store 

image yang dapat diterima dan dirasakan oleh konsumen di toko H&M DP Mall 

Semarang dengan baik.  

Penelitian ini  dilakukan untuk mengetahui pengaruh store atmosphere 

dan store image terhadap minat beli konsumen di Toko H&M DP Mall 

Semarang yang dipengaruhi oleh keempat dimensi dari store atmosphere 

(exterior, general interior, store layout, dan interior (point of purchase) display, 

dan tiga dimensi dari store image (price, promotion, service). Diharapkan hasil 

dari penelitian ini dapat memberikan referensi kepada para store merchandiser 

atau marketing manager suatu toko untuk memaksimalkan suasana tokonya.  

Data yang digunakan dalam penelitian ini adalah data primer yang 

dikumpulkan dari penyebaran kuesioner melalui sosial media seperti Line, 

Instagram, dan Whatsapp. Sampel dalam penelitian ini adalah 100 responden.  

Hasil penelitian menunjukkan bahwa store atmosphere dan store image 

memiliki pengaruh terhadap minat beli konsumen di Toko H&M DP Mall 

Semarang. Untuk uji yang dilakukan secara parsial pada setiap dimensi dari 

store atmosphere dan store image menunjukkan bahwa terdapat tiga dimensi 

yang tidak berpengaruh secara parsial terhadap minat beli konsumen, ketiga 

dimensi tersebut diantaranya yaitu exterior, general interior, dan promotion. 

 

 

Kata Kunci: Minat Beli Konsumen, Store Atmosphere, Store Image. 
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ABSTRACT 

 

Fadhil Satrio Nugroho 

16.D1.0231 

Program Studi Manajemen 

 

Purchase Intention can occur because of the encouragement received by 

consumers through their five sense. The encouragement or stimulus received or 

felt by consumers in this study is influenced by external factors, in the form of a 

well-planned store atmosphere so as to create a store image that can be accepted 

by consumers in the H&M store at DP Mall Semarang. 

 This study aims to determine the effect of store atmosphere and store 

image on consumer buying interest at the H&M store in DP Mall Semarang, 

which is influenced by the four dimensions of the store atmosphere (exterior, 

general interior, store layout, and interior (point of purchase) display, and also 

by the three dimension of store image (price, promotion, and service). The result 

of this study hopefully can be provided as a reference for store merchandiser or 

marketing manager of a store to maximize the atmosphere of the store. 

The data used in this study are primary data collected from questionnaires 

through social media such as Line, Instagram, Whatsapp, and Facebook. The 

sample in this study was 100 respondents. 

The results showed that store atmosphere and store image had an 

influence on customer purchase intention at the H&M store in DP Mall 

Semarang, and for the tests that were carried our partially on each dimension of 

the store atmosphere and store image, it showed that there were three dimension 

that had no partial effect on consumer purchase intentions, the three dimensions 

included exterior, general interior, and promotion. 

 

 

Keywords: Purchase Intention, Store Atmosphere, Store Image 
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