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ABSTRACT 

 
This study examines and analyses the influence of brand image, service quality, and store atmosphere 

on impulse buying behavior at the Indomaret Wawotobi Store. The subjects of this study were consumers at 
the Indomaret Wawotobi Store who had made impulsive purchases at the Indomaret Wawotobi Store, totaling 
75 respondents. This study usingusesMultiple Linear Regression analysis method. The results showed that 
brand image, service quality, and store atmosphere significantly affected impulse buying behavior in 
Indomaret Wawotobi Store. The brand image partially especially impulses behavior Indomaret Wawotobi 
Store. Service quality has mainly changed using the behavior t the Indomaret Wawotobi Store. The store 
atmosphere has significantly changed behavior at the Indomaret Wawotobi Store. 
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Introduction 

 
In the era of globalization, business 

competition is advancing and continuing to 
increase. People's lifestyles are predicted to 
undergo significant changes. Starting from daily 
life to social life will change along with the 
demands of developments that occur in society. 
This provides an opportunity for economic players 
as a stepping stone to enter or expand the market 
that has been obtained[1][2]. 

One of the modern businesses in Indonesia 
that have experienced development is the retail 
industry because it is strategic in its contribution to 
the Indonesian economy. Retail business is one 
business activity that sells daily necessities 
through products and services aimed at consumers 
for personal or family needs[3]. The growth of the 
diversity of retail markets in the form of modern 
stores, such as supermarkets, minimarkets, 
supermarkets, convenience stores, and traditional 
grocery stores, is the main trigger factor for the 
emergence of different customer expectations for 
the services and facilities provided by these 
stores[4][5]. 

Business competition between retailers has 
many unique types of services offered. Among 
them are competing regarding brand image, 
service quality, and store atmosphere[6][7]. In this 
case, the marketing strategy used by the company 
in promoting its products to consumers will play a 
vital role. This strategy must also be integrated and 
comprehensive so that a message can be conveyed 
thoroughly to its target so that retail stores can 
further stimulate their consumers to impulse buy 
(unplanned buyers)[8]. 

This buying behavior is currently 
increasingly prevalent. This is because one of the 
factors is the narrower time for consumers to find 
information about the goods they need. The 
unplanned shopping activities also make them 
prefer brands that provide more attraction or 
benefits for themselves at that time[9]. 

A brand image is an impression obtained 
according to one's knowledge and understanding 
of something [10]. A strong brand image can 
provide several main advantages for a company, 
one of which will create a competitive advantage. 
Consumers tend to accept products with a good 
brand image more readily. 

Service quality is an essential factor that 
companies must pay attention to increase sales. 
[11] defines service quality as a dynamic condition 
related to service products, people, processes, and 
the environment that can meet or exceed consumer 
expectations. Quality of service is the key to a 
company's success, especially in the retail sector. 
Good service quality can be a competitive 
advantage for retail companies. 

Another factor influencing impulsive 
purchases is from outside the consumer's self, 
including the shopping environment's atmosphere. 
Consumers who feel comfortable with the store 
environment, coupled with emotional motivation, 
will allow for a sudden increase in purchases [12]. 
One marketing strategy that retailers can use is to 
create a comfortable store atmosphere to give a 
stunning impression to consumers so that they can 
influence consumers to make purchases [13]. The 
store atmosphere is a physical characteristic that is 
very important for every retail business. This 
creates a comfortable atmosphere according to 
consumer wishes, makes consumers want to linger 
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in the store, and indirectly stimulates consumers to 
purchase [14]. 

Indomaret is one of Indomarco Pristama's 
business ventures which includes a retail business 
in the form of a minimarket in Indonesia. By the 
end of 2004, this business had approximately one 
branch. Branches throughout Indonesia. This 
turned out to have received a positive response 
from the public, can be seen from the increasing 
number of Indomaret franchise outlets, from 1097 
outlets in 2008 and according to a report by the 
United States Department of Agriculture (ISDA) 
that by the end of 20 20 20 had reached 18. 271 
outlets. Indomaret's franchise business has proven 
to be acceptable to the public[15]. 

Based on the description above, this 
research was conducted at the Indomaret 
Wawotobi Store. This is because the Indomaret 
Wawotobi Store is a modern retail store and is 
quite famous among the public. In addition, 
Indomaret has a display concept, and store 
atmosphere adapted to the public's wishes to obtain 
comfort, convenience, and shopping satisfaction. 
Indomaret also vigorously promotes its products 
with various attractive shopping packages and 
discounts. Thus, this will psychologically 
encourage consumers to shop at Indomaret[16]. 

This encourages the author to research how 
the marketing strategy used by Toko Indomaret 
Wawotobi it can attract buyers to do impulse 
buying (unplanned buyers), which can directly 
affect the increase in sales. Creating an attractive 
marketing strategy by a company can increase 
impulse buying behavior (unplanned 
buyers).Based on the description above, the author 
will conduct a study titled fluence of Brand Image, 
Service Quality and Store Atmosphere on Impulse 
Buying Behavior at Indomaret Wawotobi Stores". 

 
Research Methods 

 
Population and Sample 

The population is a generalized area 
consisting of objects/subjects with specific 
qualities and characteristics set by researchers to 
be studied and then concluded. This study's 
consumers were consumers at the Indomaret 
Wawotobi Store who made impulsive 
purchases[17]. 

A sample is part of the number and 
characteristics possessed by that population. 
Suppose the population is significant, and 
researchers cannot study everything in people, for 
example, ample, due to limited funds, energy, and 
time. In that case, researchers can use samples 
from that population [17]. 

Based on the opinion of Roscoe states that 
a sample size greater than 30 and less than 500 is 
sufficient for use in multivariate studies, including 
those using multivariate regression. The sample 
size is determined by as much as 25 times the 

independent variable. This study had three 
independent variables (25 X 3 = 75). Therefore, 
concerning Roscoe's opinion, the number of 
samples in this study was 75 respondents[17]. 

 
Operational Definition of Research Variables 
Brand Image (X1) 

 Brand image results from consumers' 
views or assessments of products at the Indomaret 
Wawotobi Store are good or bad [18]. Brand image 
indicators consist of three components: (1) 
Corpora t Image, (2) User Image, (3) Product 
Image. 
 
Quality of Service (X2) 

Service quality is a custom assessment of 
the excellence or privilege of a product or service 
at the Indomaret Wawotobi Store. Indicators of 
service quality, according to [19], are (1) 
Tangibles, (2) Reliability, (3) Responsiveness, (4) 
Assurance, and (5) Empathy[19].  
 
Store Atmosphere (X3) 

The store atmosphere is a planned 
atmosphere that suits its target market and can 
attract consumers to buy at the Indomaret 
Wawotobi Store. According to[20], these store 
atmosphere indicators include (1) Exterior 
(exterior of the store);  (2) General Interior (inside 
of the store); (3) Store Layout; (4) Interior Display 
(in-store décor). 
 
Impulse Buying Behavior (Y) 

Impulse buying is made spontaneously, not 
planned, and carried out without the growing 
awareness inside the Indomaret Wawotobi Store. 
Therefore, the theory used by [21] about impulse 
buying indicators includes (1) Spontaneity, (2) 
Strength, compulsion, and intensity, (3) 
Excitement and stimulation, and (4) Indifference to 
consequences[22].  
 

Results and Discussion 
 
Multiple Linear Regression Analysis 

Multiple linear regression analysis is used 
in this study to know whether or not there is an 
influence of free variables on bound variables and 
to find out whether the model is representative of 
the population model; it is necessary to test these 
regression parameters based on their statistical 
values using simultaneous tests with F Test 
statistics and Partial tests with t-tests. The 
summary of data processing results using such 
SPSS programs is in figure1. 
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Figure 1 calculation results test statistics and partial 

tests 

 
Based on the results of the above calculations, the 
multiple linear regression equation obtained is:  
 
Y = + 3.615+0.365 X1+0.335 X2 + 0.346 X3 
The model of the multiple linear regression 
equation that can be written down from the above 
results can be described as follows: 
1. The constant of 3.615 if the variables of brand 
image, service quality, and store atmosphere are 
equal to zero, then the magnitude of impulse 
buying behavior is 3.615. 
2. The value of the brand image coefficient of 
0.365 states that every time there is an increase of 
1 score for brand image, there will be an increase 
in impulse buying behavior of 0.365 if the value of 
other variables remains. 
3. The value of the service quality coefficient of 
0.335 states that every time there is an increase of 
1 score for service quality, there will be an increase 
in impulse buying behavior of 0.335 if the value of 
other variables remains. 
4. The value of the store atmosphere coefficient of 
0.346 states that every time there is an increase of 
1 score for the store atmosphere will be followed 
by an increase in impulse buying behavior of 0.346 
if the value of other variables remains.  
 
Simultaneous Test (F Test) 

The statistical test F shows whether all the 
independent variables included in the model have 
a simultaneous influence on its dependent 
variables. To test whether the model used is 
appropriate or not, there are two ways, including: 
a. Comparing calculated F values in the ANOVA 
table with Ftables. An influence is significant if F 
counts more remarkably than the F of the table. 
The F value of the table can be seen in table F at 
alpha 0.05 with a numerator-free degree of 2, or it 
can be seen using table F. Then, it is known that 
the F value of the table with n = 75 is 2.73. 
b. Another way to test whether a model can be used 
is to compare sig values. The model is rejected in 
the ANOVA table with a fundamental level (α = 
0.05), but if Sig. < 0.05, then the model is accepted. 
The calculation results of this F Test can be seen in 
the following figure 2. 

 
Figure 2 calculation results F Test 

 
From the results of the multiple regression 

calculations above, the calculation F is 6.939 
greater than F table 2.73 (6.939 > 2.73), and the 
significance value is 0.000 at a confidence level of 
95% (0.05) less than 0.05. This means that 
simultaneously independent variables have a 
significant effect on dependent variables, so it is 
concluded that the estimated linear regression 
model is feasible to explain that brand image, 
service quality, and store atmosphere significantly 
affect impulse buying behavior at the Indomaret 
Wawotobi Store.  

 
Partial Test (Test t) 

The partial hypothesis test used a t-test to 
partially test free variables (brand image, service 
quality, and store atmosphere) against bound 
variables (impulse buying behavior) can be 
described in Figure 3. 

 
Figure 3 Partial hypothesis 

Based on the table above, it can be seen that 
the direction and significance explain the basis for 
making decisions from the t-test, namely by 
comparing the calculated t value with the table t 
value. It is known that the sample in this study was 
75 people (respondents), so a table with a 
significant level of 95% or α = 0.05 was obtained 
at 1.665. 
a. The Effect of Brand Image on Impulse Buying 
Behavior 

The partial test results (Test t) between the 
brand image variable against the impulse buying 
behavior variable showed a calculated value of 
3.285 > a table t value of 1.665 and a Sig. vValueof 
0.002< 0.05. This indicates that the brand image 
variable (X1) significantly affects the impulse 
buying behavior variable (Y). Thus, brand image 
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significantly affects impulse buying bt the 
Indomaret Wawotobi Store. 
b. The Effect of Service Quality on Impulse 
Buying Behavior 

The results of partial testing (Test t) 
between the service quality variables against the 
impulse buying behavior variables showed a 
calculated value of 2.839 > a table t value of 1.665 
and a Sig. vValueof 0.0 02 < 0.05. This indicates 
that the service quality variable (X2) significantly 
affects the impulse buying behavior variable (Y). 
Thus, the quality of service has a significant effect 
on impulse buying behavior at the Indomaret 
Wawotobi Store. 
c. The Effect of Store Atmosphere on Impulse 
Buying Behavior 

The partial test results (Test t) between the 
store atmosphere variable against the impulse 
buying behavior variable owed a calculated t value 
of 3.292 > a table t value of 1.665, and a Sig. Value 
of 0.002 < 0.05. This shows that the store 
atmosphere variable (X3) significantly affects the 
impulse buying behavior variable (Y). Thus, the 
Store atmosphere significantly affects impulse 
buying behavior at the Indomaret Wawotobi Store. 

It can be concluded that the variables of 
brand image (X1), quality of service (X2), and 
store atmosphere (X3) have a positive and 
significant influence on impulse buying behavior 
(Y), so this study suspects that the brand image, 
service quality, and store atmosphere have 
partially proven to have a positive and significant 
effect on impulse buying behavior at the Indomaret 
Wawotobi Store. 
 
Coefficient of Determination (R2) 

The coefficient of determination (R2) is 
used to determine the percentage of the 
contribution of the influence of free variables 
together on bound variables. The results of the 
determination analysis can be seen in Figure 4. 

 
Figure 4 results of the determination analysis 

 

Our results show the coefficient of 
determination (R2) of 0.627. This means that brand 
image, service quality, and store atmosphere 
variables can explain 62.7% o impulse bu and 
behavior. The remaining 37.3% is influenced by 
other variables not included in this study. 
 
The Effect of Brand Image on Impulse Buying 
Behavior 

The results of hypothesis testing found that 
brand image had a positive and significant effect 

on impulse buying behavior at the Indomaret 
Wawotobi Store. It can be addressed with a 
calculated t value of 3.285 >, a table t value of 
1.665, and a Sig. Weight of 0.0 0 2< 0.05. This 
shows that brand image can be one of the factors 
that can influence impulse buying behavior. 
Consumer confidence in a brand or product at the 
Indomaret Wawotobi Store will increase impulse 
buying behavior. 

This research aligns with Hotimah Siti 
Hosnul's (2017) title analysis of the influence of 
service quality, promotion, and brand image on 
impulse buying in Oriflame Consumers in Jember. 
The results showed an effect of brand image on 
impulse buying behavior. 
 
The Effect of Service Quality on Impulse 
Buying Behavior 

The results of hypothesis testing found that 
service quality variables had a positive and 
significant effect on impulse buying behavior at 
the Indomaret Wawotobi Store. It can be addressed 
with a calculated t value of 2.839 > table t value of 
1.665 and a Sig. Weight of 0.0 02 < 0.05. Service 
quality is an essential aspect of a store because 
service quality is an added value for a store. Fast 
service will make consumers who shop feel 
comfortable because they are served satisfactorily. 
The quality of service has generally been good. 
However, some need to be improved again, such as 
a better understanding of what consumers want and 
improving some of the appearances of employees 
who are still lacking. 
 
The Effect of Store Atmosphere on Impulse 
Buying Behavior 

The results of hypothesis testing found that 
the store atmosphere variable had a positive and 
significant effect on impulse buying behavior at 
the Indomaret Wawotobi Store. It can be addressed 
with a calculated t value of 3.292 > table t value of 
1.665 and a Sig. Weight of 0.0 02 < 0.05. The store 
atmosphere is one of the efforts to attract 
consumers and combat retail business competition. 
A good store atmosphere will stimulate consumers 
to purchase at the Indomaret Wawotobi Store. 
Therefore, to improve impulse buying behavior, it 
is necessary to pay attention to things such as the 
neater arrangement of goods, enhance the 
attractiveness of the interior of the room and colors 
in the store, improve air circulation and odors or 
scents in the store with fragrance scents that make 
visitors comfortable lingering for a long time  In 
stores, better display and display arrangements, as 
well as widening the distance between one item 
and another so that visitors are freer to choose. 

 

Conclusion 
Brand image, service quality, and store 

atmosphere simultaneously affect impulse buying 

behavior. All independent variables are excellent 
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and will improve impulse buying behavior. Brand 

image has a significant influence on impulse 

buying behavior. Consumer confidence in a brand 

or product at the Indomaret Wawotobi Store will 

increase impulse buying behavior. Service quality 

has a considerable impact on impulse buying 

behavior. Fast service quality will make consumers 

who shop feel comfortable because they are served 

satisfactorily at the Indomaret Wawotobi Store, 

naturally increasing impulse buying behavior. 

Store atmosphere has a significant influence on 

impulse buying behavior. A good store atmosphere 

will stimulate consumers to purchase at the 

Indomaret Wawotobi Store. Write down the 

conclusions of your paper and further research 

suggestions in the form of narratives and not in 

bullet or numeral form. 
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