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1.1 Background 
The retail business encompasses all activities related to the direct sale of products and services to end consumers for personal use, rather than solely for business or corporate purposes. Furthermore, the retail sector plays a role in enhancing the value of products and services sold to consumers to meet individual and family needs (Sudigdo, 2020). The retail sector in Indonesia has experienced rapid growth in recent years, particularly in modern retail with its various forms and types. Several factors driving this rapid growth include the increasing openness of market opportunities, the rise of manufacturing businesses supplying their products to retailers, and government efforts to boost economic growth through the development of the retail sector. The large number of businesses operating in the retail sector has intensified competition significantly. International modern retail companies such as Carrefour, Miniso, Uniqlo, and Lotte Mart are increasingly expanding their business operations in Indonesia, whilst local retailers such as Alfamart, Indomaret, Hypermart, Ramayana, and Transmart are also continuing to grow in order to maintain their market share (Utomo, 2010).
As the retail sector in Indonesia continues to grow, competition among retailers is becoming increasingly fierce. This trend is reflected in a shift in consumer preferences from traditional markets towards modern retail outlets (Cahyani & Purwanto, 2022). The trend towards retail modernisation is developing in tandem with the accelerating economic growth in Indonesia. The intensifying competition in the retail sector, particularly within modern retail, is driving retailers to compete to showcase the strengths of their outlets in order to attract consumers’ attention by implementing various strategies that can influence consumers’ purchasing decisions. The retail strategies implemented by retailers can capture the attention of enthusiastic consumers regarding the products offered; this creates an enjoyable shopping experience for consumers, thereby encouraging them to make a purchase. This is not solely based on rational considerations but is also influenced by emotional factors (Anggraini & Sulistyowati, 2020).
At present, the retail sector in Indonesia continues to grow, offering consumers a wide variety of products. Generally, the retail sector can be categorised into three main types: goods retailing, which covers fashion, electronics, groceries and food, health and beauty, and household appliances; service retailing, such as salons and garages; and e-commerce retailing, such as marketplaces and others. One retail segment experiencing rapid growth is fashion retail, which covers clothing, footwear, and accessories. Retailers are competing to implement innovative marketing strategies to attract customers and boost consumer loyalty. The development of digital technology in the global era is increasingly driving fashion retailers to optimise marketing through online platforms, collaborate with influencers, and enhance the shopping experience both physically and digitally. With the right strategy, consumers do not merely make purchases based on rational needs, but are also influenced by emotional factors, such as brand preferences and an enjoyable shopping experience (Ompi et al., 2018)
Business dynamics in Indonesia’s retail sector show sustained growth, driven by the continued vast market potential and trends towards modernisation across various sectors, including fashion retail. The rapid development of the fashion industry in the era of globalisation is driving retailers to continuously innovate in their marketing strategies and business models. The opening up of domestic market opportunities is also attracting foreign retail companies to expand into Indonesia, as evidenced by the increasing number of modern retail outlets offering a growing variety of foreign products in the Indonesian market. This increasingly fierce level of competition presents both challenges and opportunities for local businesses to implement more competitive strategies in their efforts to attract and retain customer loyalty, particularly within the fashion sector, which is currently undergoing constant changes in trends and lifestyles (Hermanto, 2016).  Kupang, as the capital of East Nusa Tenggara Province, serves not only as a centre of government but also holds significant potential in terms of labour availability and consumer market share. With relatively stable economic growth, there has been a significant increase in the purchasing power of the population in Kupang. This situation is reinforced by various government initiatives to strengthen infrastructure and facilitate growth across diverse business sectors. As more families in Kupang City experience an increase in their income, this may encourage them to allocate a larger portion of their budget to household needs, entertainment, and lifestyle products. This rise in purchasing power also creates significant opportunities for the retail and hospitality sectors, marked by the growing number of shopping centres and modern shops emerging to serve the increasingly diverse and complex needs of the community. These changes have a positive impact on the local economy, which benefits from them, ultimately improving the standard of living for residents. Kupang City, with a population of 466,632 in 2023, has approximately 70 per cent of its population in the working-age bracket. This demographic composition makes Kupang a city with an abundant human resource pool, ready to support the development of various industrial sectors (Medcom.id, 2024).
Based on this, household consumption in Kupang City has shown a significant increase, particularly in the fashion sector. According to records from the Central Statistics Agency (BPS) of East Nusa Tenggara Province, there has been an increase in the average monthly per capita expenditure of Kupang City residents on clothing, footwear and headwear, rising from Rp 69,207 in 2022 to Rp 89,947 in 2023. This 30% increase indicates that public interest in fashion products is accompanied by a growing purchasing power, and demonstrates that fashion needs have become an important component of the household expenditure structure of urban communities, including in Kupang. Household consumption expenditure in Kupang City has shown a significant upward trend over the past few years. According to data recorded by the Regional Gross Domestic Product (RGDP) at current prices, household consumption expenditure in Kupang City has continued to rise. This increase reflects growth in purchasing power and heightened economic activity within the household consumption sector. This dominance indicates that household consumption plays a central role in the regional economy. This increase also reflects changes in the increasingly diverse consumption patterns of the population, including within the fashion sector, which has become one of the key necessities within households. Table 1.1 below illustrates the development of average fashion expenditure, the value of household consumption RDP, and its contribution to the RDP in Kupang City, namely:

Table 1.1  Trends in Average Fashion Expenditure and its Contribution to the Regional Gross Domestic Product (RGDP) in Kupang City, 2022–2024	
	NNo
	
Year
	Average Fashion Expenditure (in billions of rupiah)
	GRDP from Household Consumption 
(Rp billion)
	Contribution to GRDP (%)

	11
	2022
	69.207
	18.497,67
	70,34%

	22
	2023
	89.947
	19.883,64
	70,39%

	33
	2024
	-
	21.086,15
	70,57%


  (Source : www.NTT.BPs.go.id/2024 )
As shown in Table 1.1 above, the retail sector in Kupang City has seen significant growth in recent years, driven by stable regional economic growth and rising consumer purchasing power. Other contributing factors include changing lifestyles and consumer preferences for modern fashion products, which have spurred the emergence of various shopping centres and retail outlets in the region. With rising household incomes in Kupang City, people are allocating a larger portion of their budget to expenditure on domestic needs, lifestyle, and entertainment. These conditions have created opportunities in the retail sector, particularly in fashion, as reflected in the development of modern shopping centres such as Flobamora Mall, Lippo Plaza, Transmart, Kupang Trend Centre, Suba Suka Kupang and other shopping centres (Nilan et al., 2013). 
The retail sector in Kupang City has shown a growing trend in recent years. This is evidenced by the establishment of various modern shopping centres offering an integrated shopping experience for the public (Kupang City BPS, 2024). Flobamora Mall is one of the main shopping centres frequented by the public in Kupang City, featuring a variety of fashion retailers with the latest collections. Lippo Plaza Kupang enriches consumer choice with renowned fashion brands, whilst Transmart Kupang offers an integrated shopping concept (one-stop shopping) covering fashion, household goods, and entertainment all in one location. Meanwhile, Suba Suka Kupang plays a role in strengthening the local fashion retail industry with products tailored to the needs of the local community. Kupang Trend Centre (KTC) also plays a significant role in Kupang’s fashion industry, providing quality products that follow the latest fashion trends and attract consumers, particularly the younger generation. One example of a fashion shopping centre reflecting modern retail development in Kupang is Kupang Trend Centre (KTC), which offers quality products and keeps pace with the latest fashion trends. However, similar phenomena can also be found in other shopping centres such as Flobamora Mall, Lippo Plaza, Transmart, Suba Suka Kupang and other fashion shopping centres that offer a wide range of fashion choices to consumers.  According to data from the Kupang City BPS (2024), the number of public visits to modern shopping centres in Kupang City shows an upward trend every year. The average number of visitors to Flobamora Mall, Lippo Plaza Kupang, Transmart, and Kupang Trend Centre (KTC) reaches 15,000–20,000 people per month, with an increase of around 10%–12% per year since 2021. These high visitor figures indicate that modern shopping centres are increasingly becoming the public’s primary choice for meeting their fashion and lifestyle needs. This phenomenon of rising visitor numbers has a direct implication for the likelihood of impulse buying. The more people visit shopping centres, the greater the likelihood they will be exposed to the visual merchandising strategies employed by retailers, such as shop layout, lighting, product displays, and visual promotions. This can evoke positive emotions such as joy, comfort, and enthusiasm, which ultimately encourage consumers to make spontaneous purchases. 
As current fashion trends evolve, competition in the retail market is becoming increasingly fierce. Retail companies and shops must be able to survive amidst the emergence of various competitors offering similar products. To face this competition, businesses need to devise effective strategies to attract customers’ attention. One strategic approach that can be implemented is to encourage impulse buying through the use of attractive visual merchandising. By arranging the shop’s display aesthetically and offering a variety of products alongside appealing promotions (impulse buying), shops can enhance their appeal to consumers. In the fashion industry, visual merchandising is a key element in enticing customers to enter the shop. These elements include artistic interior design, a comfortable shop atmosphere, and optimal lighting, thereby creating a shopping experience that is more appealing to consumers and triggers spontaneous purchasing decisions. (Sinaga & Marpaung, 2023)
Visual merchandising serves as both a strategy for product display and an in-store promotional tool designed to attract customers’ attention and encourage purchasing decisions. According to Mehta & Chugan (2013), based on their research findings, there are several key indicators in applying visual merchandising to retail stores. Firstly, window displays, which play a role in attracting customers’ interest and can influence their attention to entice them into the store. Secondly, mannequin displays, which involve the use of mannequins as a communication tool to showcase the latest fashion trends. Third, promotional signage, which are boards or promotional media providing product information and purchase recommendations to boost sales. Fourth, floor merchandising, which involves the layout and arrangement of elements within the shop to create a comfortable browsing space for customers, making it easier for them to explore and find the products they desire (Kertiana & Artini, 2019). Impulse buying often arises due to emotional triggers. A person’s positive emotions can be heightened by supportive factors in the shopping environment, such as an interest in a particular product or the presence of sales promotions. Consumers with positive emotions tend to make larger impulse purchases due to an uncontrollable emotional urge, coupled with a desire for self-indulgence and a high level of energy. Impulse buying is a purchasing pattern or shopping activity carried out without prior planning (Hermanto, 2016).
To cope with fierce competition, retailers need to implement an effective retail mix strategy. This retail mix strategy serves to help consumers decide which shop to visit. One factor influencing purchasing decisions is the emotional motivation of consumers, which manifests in their behaviour whilst shopping. Furthermore, the personal experience felt whilst shopping is also a key factor that can trigger a person to make a purchase. One common shopping behaviour is impulse buying, which is a purchase not planned in advance. Although many customers have made plans or shopping lists beforehand, the strategies implemented in the shops they visit can influence their decisions, prompting them to buy items outside their shopping list or even alter their initial shopping plans. Consequently, consumer behaviour is significantly influenced by the marketing strategies employed by the shop. One of the key elements in retail strategy is the shop’s physical facilities. Facilities designed to attract the attention of potential buyers before they enter the shop. An attractive exterior display, supported by appropriate lighting, along with an appealing and comfortable interior design, can create visual appeal for consumers. Therefore, retailers need to design effective visual merchandising strategies to entice customers to enter the shop and ultimately make unplanned purchases (Anggraini & Sulistyowati, 2020). 
Fashion shopping centres in Kupang have seen significant growth in line with rising demand amongst the public, particularly for fashion products, which have become an integral part of daily life. Demand for fashion continues to grow alongside rising living standards and purchasing power. Fashion outlets such as Flobamora Mall, Lippo Plaza, Transmart, Kupang Trend Centre (KTC), and several other fashion stores are constantly innovating by implementing visual merchandising strategies to attract consumers. These strategies include attractive display arrangements, the use of visual promotions, and adapting shop designs to align with the latest fashion trends and local consumer preferences, particularly those of the younger generation. One example of a retail outlet implementing such strategies is KTC, which is known for offering clothing with trendy designs and a diverse range of styles. However, the same phenomenon is evident in various other fashion outlets across Kupang City, all competing to provide an engaging shopping experience. Kupang Trend Centre (KTC) is a retail company specialising in the sale of fashion products and contemporary lifestyle items. Kupang Trend Centre (KTC) falls into the category of a fairly exclusive outlet, as KTC does not prioritise the sheer volume of products but instead focuses on offering a diverse range of clothing styles and garments in line with current trends. The phenomenon of impulse buying at KTC arises during product purchases, particularly during promotions or discounts, and specific seasonal events such as autumn, winter, spring and summer. However, with the emergence of numerous competitors in the fashion industry in Kupang, an optimal marketing strategy is required to maintain customer loyalty and boost sales. One strategy that can be implemented is the optimisation of visual merchandising to create a more engaging shopping experience and encourage impulse buying.
When consumers are exposed to a visually well-designed shop environment, this can evoke positive emotions, such as feelings of joy, comfort and enjoyment (Kotler & Keller, 2016). These positive emotions experienced by consumers act as a psychological mediator linking visual stimuli to purchasing behaviour. Consumers who feel comfortable and enthusiastic whilst in the shop are more likely to make spontaneous purchases, a phenomenon known as impulse buying (Rosenbaum & Massiah, 2011). This causal relationship is reinforced by the findings of Sudarsono’s (2017) study of Zara consumers in Surabaya, which indicated that visual merchandising has a significant direct effect on impulse buying but is not significant, whilst visual merchandising influences positive emotion and positive emotion has a significant effect on impulse buying. A similar study conducted by Efendy (2022), which examined 100 Uniqlo consumers in Yogyakarta using the SEM-PLS method, showed that visual merchandising has a significant effect on positive emotion, and positive emotion has a significant effect on impulse buying, thereby reinforcing the role of positive emotion as a mediator in this relationship.
A study conducted by Nazarudin & Widiastuti (2022) involving 50 young women aged 18–21 found that a hedonistic lifestyle has a positive influence on consumer behaviour, particularly in the purchase of fashion products. Adolescents with a hedonistic lifestyle tend to pursue personal satisfaction and momentary pleasure through consumption activities, including shopping for clothes, accessories, and other fashion products without considering functional needs. This indicates that fashion consumption is not merely to meet basic needs, but forms part of a person’s self-expression and lifestyle. Previous studies have shown that visual merchandising has a significant influence on impulse buying behaviour, particularly when mediated by positive emotion. Research by Anggreni et al. (2022), involving 120 respondents, also yielded similar results, where visual merchandising influenced positive emotion and positive emotion, in turn, influenced impulse buying. In this study, positive emotion acted as a partial mediator between visual merchandising and impulse buying.
Meanwhile, Afriany et al. (2023), through their study of 150 respondents at Ramayana Department Store in Yogyakarta, found—using multiple linear regression analysis—that visual merchandising has a positive influence on positive emotion, which in turn impacts impulse buying; furthermore, the Sobel test indicated that positive emotion acts as a significant mediator. This indicates that differences in consumer behaviour contexts, product types, and retail environments influence the relationships between variables. The differences in these research findings indicate that the influence of visual merchandising on impulse buying via positive emotion is contextual. Consequently, further research is required in areas that have not been extensively studied, such as Kupang City, to determine whether the relationship between these variables remains consistent within the local retail context, which features distinct cultural and consumer characteristics. Although various studies have discussed the relationship between visual merchandising and impulse buying, research on the role of positive emotion as a mediating variable in the context of fashion retail in Kupang City remains limited. This situation is due to several factors, including the fact that Kupang City has not yet become a major fashion retail hub like Jakarta, Surabaya, or Bandung. Consequently, research in the field of fashion marketing focusing on consumer psychological aspects such as impulse buying and positive emotion is still rarely conducted. Furthermore, much research in Kupang City has focused on sectors that are more dominant in the region, such as agriculture, fisheries, and general trade, rather than the fashion and modern retail sectors (Sumampouw, 2020). On the other hand, some retailers still rely on conventional marketing strategies and have not fully taken consumer psychological factors into account in driving impulse purchasing decisions. In the fashion retail industry, increasingly fierce competition requires businesses to continuously innovate to attract consumer interest. Today’s fashion retail consumers tend to make purchases not only based on functional needs, but are also influenced by emotional aspects and the shopping experience. However, in reality,   many consumers still make purchases rationally by considering the product’s needs, price, and function, rather than due to emotional impulses triggered by the shop’s appearance or the shopping atmosphere (Engel et al., 2012). On the other hand, rapidly changing fashion trends mean that consumers can easily grow tired of the products available on the market. Constant changes in style, colour and design encourage consumers to always seek out something new, thereby creating a challenge for businesses to maintain consumer interest. Nevertheless, many fashion retailers have yet to maximise the potential of visual merchandising as an effective marketing strategy. Visual merchandising is often viewed as an additional element rather than a strategic investment. Many shops focus more on increasing product stock without paying attention to the shop’s visual appearance, display layout, lighting, and other supporting elements. Yet, an appealing visual design can foster positive emotional responses in consumers, ultimately encouraging them to make impulse purchases. This phenomenon highlights a gap between the importance of a shop’s visual presentation in triggering positive emotions and consumer behaviour towards impulse buying, and current practices that still neglect these aspects. Based on this explanation of the phenomenon, the author wishes to investigate the “Effect of visual merchandising on impulse buying through positive emotions among retail consumers in Kupang City”.
1.2 Statement Of The Problem
Based on the background section, the author has formulated the research questions that form the basis of this study, namely: 
1. Does visual merchandising influence positive emotions among retail consumers in Kupang?
2. Does positive emotion influence impulse buying among retail consumers in Kupang?
3. Does visual merchandising have a direct influence on impulse buying behaviour among retail consumers in Kupang?
4. Does visual merchandising have an indirect influence on impulse buying via positive emotion among retail consumers in Kupang?



 II.RESEARCH METHODOLOGY
3.1 Type of Research
This study is a quantitative study employing an explanatory research approach, which aims to test the causal relationship between variables. This approach is used to test hypotheses formulated on the basis of theoretical foundations through the analysis of data collected from respondents as the study subjects. In the context of this study, explanatory research is used to analyse how visual merchandising, as the independent variable, influences impulse buying, as the dependent variable, both directly and through positive emotion, as the mediating variable. 

3.2 Population and Sample
In quantitative research, the population and the sample are two key factors that determine the validity and reliability of the research findings
1.  The population refers to the totality of individuals, groups, or objects that share certain characteristics and form the focus of the research (Sugiyono, 2017). In this study, the population under investigation comprises all fashion retail consumers in Kupang City who shop at fashion (clothing) shopping centres such as Kupang Trend Centre, Flobamora Mall, Lippo Plaza, Transmart Kupang, and other fashion clothing shopping centres. This population was selected because the fashion retail business in Kupang City is growing rapidly, and consumers are frequently exposed to visual merchandising strategies that can influence impulsive purchasing decisions. 
2. A sample is a portion of a population selected for analysis so that it represents the characteristics of the population as a whole (Cooper & Schindler, 2014). The sample was selected using a non-probability sampling method, specifically purposive sampling, which is a technique for selecting a sample based on specific criteria relevant to the research (Sekaran & Bougie, 2016). To determine the sample size, this study used the Slovin formula or other approaches such as (Hair et al., 2010), which recommend a minimum of 5–10 times the number of indicators in Structural Equation Modelling (SEM) analysis. In this study, there were 20 indicators representing three main variables, namely visual merchandising, positive emotion and impulse buying. Therefore, the minimum sample size set for this study is 155 respondents.

3.2 Jenis dan Teknik Pengumpulan Data
The type of data used in this study is primary data. Primary data is data collected directly from the primary source or respondents through a data collection process carried out by the researcher themselves (Sugiyono, 2017). In this study, primary data was obtained through a questionnaire distributed to fashion retail consumers in Kupang City. This data was used to measure the relationship between visual merchandising, positive emotion, and impulse buying in accordance with the research variables. According to Sugiyono (2017), data collection techniques are the most crucial step in a study, as the primary objective of research is to obtain relevant data. 

3.3 Data Analysis Techniques
PLS is one of the approaches within SEM based on a component or variance model. Structural Equation Modelling itself is a statistical technique used to analyse complex relationships between variables simultaneously, particularly when these variables are difficult to measure directly (Natalia et al., 2018). According to Santoso (2014), SEM is a multivariate analysis technique that combines regression and other statistical methods to test relationships between variables within a model, both between constructs and between indicators and the constructs they represent. 
1. Descriptive Analysis
Descriptive analysis is a method of data analysis used to present or explain the characteristics of data collected from respondents in a study.
2. Analysis Structural Equation Modeling (SEM) based Partial Least Square 
Compared with covariance-based SEM, this approach is more flexible and is suitable for studies with limited sample sizes, complex models, and latent variables with many indicators. According to Hair et al. (2010), PLS-SEM has a number of advantages, including its suitability for data that are not normally distributed or for small sample sizes.
3. Model Measurement (Outher Model)
The researcher conducted an instrument validation test to assess the quality of the research data. The instrument validation test comprised two tests, namely:
a. Uji validitas 
Validity refers to the degree to which a measurement tool (research instrument) accurately measures the concept it is intended to measure. A valid instrument will produce data that corresponds to reality or the concept intended by the researcher (Ghozali, 2016).

3.4 Inner Model ( Model Struktural )
a. Hypothesis Testing.
b. F-Test (Goodness of Fit).


111.RESULTS AND DISCUSSION
4.1 Research Findings
A. PLS Test Results - Algorithm (Outher Model)
1. Outer Loading
The results of the outer loading test aim to evaluate the validity of the indicators through the outer loading values of each questionnaire item. According to the literature by Hair et al. (2010), an indicator is considered valid if it has an outer loading value greater than 0.70. If the outer loading value falls within the range of 0.40–0.70, the indicator may be considered for removal if its removal improves the AVE and composite reliability. However, if the outer loading value falls within the range (0.60–0.70), the indicator may still be retained if its contribution is significant to the Average Variance Extracted (AVE) and the overall construct reliability. 
Based on these results, the researchers decided to remove two indicators, namely VM1 and VM2, as their outer loadings were well below 0.70 and could undermine the overall construct validity of visual merchandising. Meanwhile, indicators VM4 and VM7 were retained even though their values were close to 0.70, as both remained within the tolerance range (0.60–0.70) and did not reduce the AVE value below 0.50. This decision was also supported by the consideration that the content of the indicators remained relevant to the visual merchandising construct. All outer loading values are above 0.70 or close to 0.70, so it can be concluded that these indicators are valid for use in further testing.

2. Construct Validity and Reliability
Following the outer loading analysis for each indicator, the next step is to test the construct validity and reliability. The construct validity test aims to ensure that the indicators used can indeed measure the intended construct or latent variable. Meanwhile, the construct reliability test is conducted to determine the extent to which the research instrument yields consistent and stable results when measured repeatedly. In this study, construct validity was tested using the Average Variance Extracted (AVE) value, whilst construct reliability was tested using the Composite Reliability (CR) and Cronbach’s Alpha values. An AVE value is considered to meet the criteria for convergent validity if it is greater than 0.50, whilst the Composite Reliability (CR) and Cronbach’s Alpha values are considered reliable if they are above 0.70 (Hair et al., 2010). The results of the construct validity and reliability tests for each research variable are presented in Table 4.6 as follows:

 Tabel 4.6 Construct Validity and Reliability

	Indicator
	Cronbach's Alpha
	rho_A
	Composite Reliability
	Average Variance Extracted (AVE)

	M
	0,890
	0,896
	0,916
	0,647

	X
	0,886
	0,888
	0,910
	0,558

	Y
	0,848
	0,851
	0,898
	0,688


(Source : Data Diolah, 2025)

3. Based on Table 4.6 above, it can be seen that the Cronbach’s Alpha values for all constructs (M, X, and Y) range from 0.848 to 0.890, thus meeting the reliability criteria as the values are greater than 0.70. This indicates that the research instrument possesses good internal consistency.  The Composite Reliability (CR) values are also above 0.70, ranging from 0.898 to 0.916. This means that the constructs used in this study possess good composite reliability, meaning the indicators comprising the constructs can be consistently relied upon to measure the latent variables in question. Meanwhile, the Average Variance Extracted (AVE) values for each construct also met the criteria for convergent validity as they were greater than 0.50. The AVE values were 0.647 for construct M, 0.558 for construct X, and 0.688 for construct Y. This means that the average variance successfully extracted by the indicators for their respective constructs is sufficiently large, so that the constructs can be said to possess adequate convergent validity. Consequently, it can be concluded that all constructs in this study have met the requirements for convergent validity and reliability, and can therefore be used for testing the structural model (inner model) in the subsequent stage.
4. Discriminant Validity
The results of the discriminant validity test for this research model are presented in Table 3,7 below, based on the Fornell–Larcker criteria, as follows:

                             Tabel 4.7 Fornell Larcker
	
	M
	X
	Y

	M
	0,805
	
	

	X
	0,855
	0,747
	

	Y
	0,472
	0,420
	0,829


                    (Source : Data Diolah, 2025)

Based on Table 3.7, the test results show that construct Y (Impulse Buying) has a root mean square error of approximation (RMSEA) of 0.829, which is higher than its correlations with other constructs, namely 0.472 (M) and 0.420 (X). This means that the discriminant validity of construct Y is met. However, construct M has a root mean square error of approximation (RMSEA) of 0.805, but its correlation with X is 0.855, which is greater than its RMSEA. Similarly, construct X has an RMSEA of 0.747, but its correlation with M is 0.855. Consequently, constructs M and X do not yet meet the Fornell-Larcker criteria for discriminant validity. Nevertheless, according to Hair et al. (2017), in models involving a mediator construct, overlap between constructs may occur because, theoretically, the mediator construct Positive Emotion (M) does indeed have a close relationship with the independent construct Visual Merchandising (X) and the dependent construct Impulse Buying (Y). This is reasonable because, conceptually, positive emotion acts as a bridge of influence between visual merchandising and impulse buying, so the interrelationship between constructs is indeed very high. To ensure that discriminant validity is still met, the researchers also used additional testing via the Heterotrait-Monotrait Ratio (HTMT) method.

Tabel 4.8 Cross Loading
	Indicator
	M
	X
	Y

	IB17
	0,386
	0,355
	0,817

	IB18
	0,368
	0,343
	0,845

	IB19
	0,428
	0,348
	0,878

	IB20
	0,379
	0,357
	0,774

	PE11
	0,800
	0,650
	0,385

	PE12
	0,707
	0,680
	0,271

	PE13
	0,793
	0,683
	0,331

	PE14
	0,798
	0,635
	0,341

	PE15
	0,872
	0,749
	0,457

	PE16
	0,848
	0,745
	0,466

	VM 1
	0,485
	0,544
	0,342

	VM 2
	0,464
	0,603
	0,097

	VM 3
	0,675
	0,707
	0,334

	VM10
	0,700
	0,812
	0,347

	VM4
	0,641
	0,694
	0,327

	VM5
	0,617
	0,741
	0,263

	VM6
	0,692
	0,811
	0,318

	VM7
	0,564
	0,688
	0,349

	VM8
	0,578
	0,746
	0,337

	VM9
	0,620
	0,702
	0,225


             (Source : Data Diolah,2025)
The results of the cross-loading analysis indicate that the indicators within the Impulse Buying construct (IB17–IB20) have higher loadings on construct Y than on other constructs, and are therefore valid. Similarly, the positive emotion indicators (PE11–PE16) generally have higher loadings on construct X. However, within the visual merchandising construct, there are several indicators (e.g. VM3) that have loadings on construct X that are slightly higher or comparable, suggesting a potential overlap between constructs. This indicates that the items within the visual merchandising construct still share a similar meaning with positive emotion. This occurs because, conceptually, visual merchandising is not merely the arrangement of goods or physical displays, but also constitutes visual stimuli specifically designed to evoke positive emotions in consumers. According to Mehrabian and Russell (1974) in the Stimulus–Organism–Response (SOR) theory, visual stimuli within a shop influence psychological states or emotions (the organism), which in turn drive behavioural responses such as impulse buying.
Furthermore, Kotler (1973), in his concept of ‘Atmospherics as a Marketing Tool’, explains that a visually arranged shop atmosphere can create a specific mood among customers, thereby fostering feelings of joy, comfort and interest. Consequently, some items within the visual merchandising indicators may, in substance, carry dual meanings closely linked to positive emotions. This phenomenon is to be expected in research using a mediation model, as, in theory, stimulus indicators are indeed designed to influence the psychological variables that function as mediators.
According to Hair et al. (2017), a situation where there is partial overlap between constructs is acceptable provided it can be theoretically justified. These findings of cross-loading and near-equivalence in the HTMT actually support the tested mediation model pathway, whereby visual merchandising influences positive emotion, which in turn impacts impulse buying.
A. PLS Test Result - Algorithm ( Inner Model )
This internal model analysis was carried out using the Partial Least Squares (PLS) technique via SmartPLS software version 3.2.9. Several evaluation indicators used at this stage include Path Coefficients, R-Square (R²), f-Square (f²), Collinearity Statistics (VIF), and Model Fit. The results of the inner model testing are presented below. 





1. Path Coefficient
The results of the path coefficient tests for the inner model are presented below: 

                      Tabel 4.10 Koefisien Jalur
	 
	Sampel Asli (O)
	Rata-rata Sampel (M)
	Standar Deviasi (STDEV)
	T Statistik (| O/STDEV |)
	P Values

	M -> Y
	0,419
	0,417
	0,147
	2,844
	0,005

	X -> M
	0,855
	0,857
	0,025
	33,917
	0,000

	X -> Y
	0,062
	0,064
	0,137
	0,451
	0,653


               ( Sumber : Data Diolah, 2025 )
Based on the results in Table 4.10, a relationship path is considered significant if the t-statistic is greater than 1.96 at a 5% significance level (p-value < 0.05). Based on the bootstrapping output shown in Table 4.10 below, it can be explained that the path M → X has a t-statistic of 33.917 and a p-value of 0.000, so the effect of M on X is significant. The path M → Y has a t-statistic of 2.844 and a p-value of 0.005, so the effect of M on Y is significant. The path X → Y has a t-statistic of 0.451 and a p-value of 0.653, so the effect of X on Y is deemed insignificant, as the p-value exceeds 0.05. These results indicate that :
1. Variable M has a significant direct effect on variable X, meaning that as variable M increases, variable X also tends to increase.
2. Variable M also has a significant direct effect on variable Y, which means that variable M also has a positive impact on Y.
3. However, the direct effect of variable X on variable Y is not significant, which means that an increase in X does not necessarily have a direct effect on Y at the 5% significance level. Consequently, the hypotheses regarding the M → X and M → Y pathways are supported by the data, whereas the X → Y pathway hypothesis is not supported as it is not significant.
4. Based on the results of the path analysis above, it can be concluded that variable M plays a significant role as it has a significant effect on variables X and Y, whereas X does not have a significant direct effect on Y. 
2. R-Square (R2) 
The R-Square analysis is used to determine the extent to which the independent variables explain the variation in the dependent variable. The R-Square value is interpreted as a measure of the strength or weakness of the influence of exogenous constructs on endogenous constructs. The closer the value is to 1, the better the model explains the variance in the dependent construct (Hair et al., 2010). The results are presented in Table follows:
                                                                Tabel R Square
	 
	R Square
	Adjusted R Square

	M
	0,731
	0,729

	Y
	0,224
	0,213


              (Sumber: Data Diolah,2025)

The results of the R-Square tests show that construct X has an R-Square value of 0.731, whilst construct Y has an R-Square value of 0.224. These R-Square values indicate the proportion of variation in the endogenous construct that can be explained by the exogenous construct in the research model. An R-Square value of 0.731 for construct X indicates that 73.1% of the variation in X can be explained by variable M, whilst the remaining 26.9% is explained by other variables outside the model. Based on the criteria of Hair et al. (2010), an R-Square value of 0.67 can be categorised as strong, meaning that construct X has good predictive power. Meanwhile, the R-Square value of 0.224 for construct Y indicates that 22.4% of the variation in Y can be explained by variables M and X. whilst the remaining 77.6% is influenced by other factors outside the scope of this study. Based on the criteria of Hair et al. (2010), an R-Square value of around 0.19–0.33 can be categorised as weak to moderate, meaning that construct Y has low to moderate predictive power. Overall, these results indicate that the model has good predictive power for construct X, but predictive power for construct Y remains relatively limited; therefore, the interpretation of the influence on variable Y must be undertaken with caution.
F-Square ( Effect Size )
The larger the F-square value, the greater the influence of the independent 	      construct on the dependent construct.
                                                          Tabel 4.12 Effect Size
	
	M
	X
	Y

	M
	
	
	0,061

	X
	2,714
	
	0,001

	Y
	
	
	


                               (Sumber : Data Diolah,2025)
The effect size f² is used to evaluate the extent to which a predictor construct influences a dependent construct in a PLS-SEM structural model. The f² value indicates the relative contribution of each construct to the R² of the construct it influences. Based on the guidelines proposed by Cohen (1988), effect sizes are categorised into three groups: small (≥ 0.02), moderate (≥ 0.15), and large (≥ 0.35). The results of the f² analysis in this study indicate that the visual merchandising construct (X) has a very large influence on the positive emotion construct (M), with an f² value of 2.714. This value far exceeds the threshold for a large effect, so it can be concluded that changes in the positive emotion construct significantly influence changes in visual merchandising. This indicates that the more positive the emotions felt by consumers, the stronger their perception of visual merchandising elements. Furthermore, the influence of the visual merchandising construct (X) on impulse buying (Y) shows an f² value of 0.061, which falls within the small effect category. Nevertheless, this value still contributes to changes in the impulse buying construct, albeit on a limited scale. Meanwhile, the direct effect of the positive emotion construct (M) on impulse buying (Y) has a very small f² value of just 0.001. This value falls below the minimum threshold (0.02), so it can be concluded that, directly, positive emotion does not have a significant effect on impulse buying in this model. Overall, these results suggest that the role of positive emotion in impulse buying is likely to be indirect, namely through the mediating role of visual merchandising.
3. Collinearity Statistic melalui pengujian (VIF)
Tabel 4.13 VIF
	 
	M
	X
	Y

	M
	 
	 
	3,714

	X
	1,000
	 
	3,714

	Y
	 
	 
	 


                                   ( Sumber : Data Diolah, 2025)
4. Based on the results of the inner VIF test in Table 4.13 above, it was found that the VIF value of the visual merchandising (M) and positive emotion (X) constructs relative to the impulse buying (Y) construct was 3.714. This value remains below the 5 threshold; therefore, it can be concluded that there is no multicollinearity issue between the constructs in this model. Outer VIF (Between Indicators): The VIF test on the indicators forming the constructs also yielded favourable results. The VIF values for all these indicators ranged from 1.602 to 2.835. Overall, the VIF test results—both at the construct level (inner VIF) and the indicator level (outer VIF)—indicate that the model is free from multicollinearity issues.
5. Model Fit (SRMR, NFI, Chi-Square)
In addition to validity, reliability and structural equation modelling tests, a goodness-of-fit evaluation was also carried out to ensure that the estimated model fits the data. In the PLS-SEM approach, the most commonly used measure of model fit is the Standardised Root Mean Square Residual (SRMR) 
7. Hypothesis Testing Using the Bootstrapping Technique
Based on the results of the bootstrapping test, the path coefficients, t-statistics and p-values were obtained as shown in Table 4.14 below
Tabel 4.14 Bootsrapping
	 
	Sampel Asli (O)
	Rata-rata Sampel (M)
	Standar Deviasi (STDEV)
	T Statistik (| O/STDEV |)
	P Values

	M -> Y
	0,419
	0,417
	0,147
	2,844
	0,005

	X -> M
	0,855
	0,857
	0,025
	33,917
	0,000

	X -> Y
	0,062
	0,064
	0,137
	0,451
	0,653


(Sumber : Data Diolah, 2025)
4.2.1 The Effect of Visual Merchandising on Positive Emotion (H1) 
The test results indicate that the first hypothesis (H1) is accepted, meaning that visual merchandising has a positive and significant effect on positive emotion. A path coefficient of 0.855, a t-statistic of 33.917, and a p-value of 0.000 support this conclusion. This implies that the more appealing a store’s appearance is in terms of layout, lighting, color, and product arrangement, the greater the likelihood that consumers will experience positive feelings such as joy, comfort, and enthusiasm. These results align with the Stimulus-Organism-Response (S-O-R) theoretical framework by Mehrabian and Russel (1974), which states that the store environment, as a stimulus, can influence the psychological or emotional state of consumers as organisms. Thus, an aesthetically pleasing store display evokes positive emotions that serve as the starting point for purchase decisions. 

4.2.2 The Effect of Positive Emotion on Impulse Buying (H2) 
Based on the results of the path analysis, the effect of positive emotion on impulse buying among retail consumers in Kupang City was found to be significant, with a coefficient of 0.419, a t-statistic of 2.844, and a p-value of 0.005. These results support Hypothesis H2, which states that the higher the positive emotions felt by consumers, the higher their tendency to make impulse purchases. This finding aligns with several previous studies confirming that positive emotions play a significant role in driving unplanned purchasing behavior.
This explanation can be linked to the Stimulus-Organism-Response (SOR) Theory proposed by Mehrabian and Russell (1974). In this context, positive emotions act as the organism that processes stimuli from the store environment and influences the final response, namely impulsive purchasing behavior. This indicates that impulsive purchasing is not only influenced by visual or physical stimuli but is also influenced by the consumer’s psychological state. Furthermore, the Pleasure-Arousal-Dominance (PAD) Theory proposed by Mehrabian and Russell (1974) also supports these findings. The PAD theory explains that consumer behavior is strongly influenced by feelings of pleasure and arousal that arise in the store environment. Positive emotions such as joy, satisfaction, or comfort increase the likelihood that consumers will act spontaneously and make unplanned purchases.
4.2.3 The Effect of Visual Merchandising on Impulse Buying (H3) 
Based on the path analysis results, visual merchandising does not have a significant direct effect on impulse buying, with a coefficient of 0.062, a t-statistic of 0.451, and a p-value of 0.653. These results indicate that Hypothesis H3 is rejected. This means that an attractive store layout does not automatically encourage consumers to make impulse purchases unless accompanied by emotional stimuli. Theoretically, these results can be explained through the Stimulus-Organism-Response (SOR) framework proposed by Mehrabian and Russel (1974). According to this theory, environmental stimuli such as visual merchandising do not directly influence the response (impulse buying) but must pass through the organism’s internal processes, specifically positive emotion. When visual merchandising is viewed merely as a stimulus without evoking emotion, the impulse to buy does not occur significantly. This finding is also consistent with Jacoby’s (1972) Cue Utilization Theory, which explains that consumers use external cues—such as product displays, layout, lighting, and store decor—to form initial perceptions. However, these cues only function effectively if they successfully influence emotional interpretation. Without emotional processing, visual cues remain merely passive information insufficient to trigger impulsive behavior.
Within the context of the Pleasure-Arousal-Dominance Theory proposed by Mehrabian and Russel (1974), positive emotions—specifically pleasure and arousal—are key elements. Visual merchandising does play a role in creating a store atmosphere, but without evoking feelings of joy and sufficient emotional stimulation, its influence is not immediately felt on impulsive behavior. This explains why the direct path from visual merchandising to impulse buying was found to be insignificant.
The results of the fourth hypothesis test indicate that H4 is accepted, meaning that positive emotion mediates the effect of visual merchandising on impulse buying. The indirect path coefficient of 0.358, t-statistic of 2.775, and p-value of 0.006 reinforce that this mediation is statistically significant. Interestingly, although the direct relationship between visual merchandising and impulse buying (H3) is not significant, the indirect effect through the mediation of positive emotion (H4) remains significant. 
Conceptually, this indicates that visual merchandising not only directly drives impulse buying but also creates an emotional atmosphere that reinforces this effect. The emotions evoked by viewing an attractive store layout help facilitate the purchasing decision-making process, even though they are not the primary factor. In the literature, this finding aligns with research by Efendy (2022) and Afriany et al. (2023), which shows that positive emotion plays a crucial role as a mediating variable. In various cases, consumers’ moods do serve as a trigger that smooths the transition from visual interest to the act of purchasing.



















CHAPTER IV CONCLUSION 
Based on the results of the study titled “The Effect of Visual Merchandising on Impulse Buying through Positive Emotions Among Retail Consumers in Kupang City,” the following key conclusions can be drawn:
1. Visual merchandising has a significant effect on positive emotions
This indicates that a store’s visual layout—including product displays, lighting, layout, and decor—can capture consumers’ interest and enhance their positive emotions.
2. Positive Emotions have a significant effect on Impulse Buying 
Positive emotions experienced while shopping, such as feelings of joy, comfort, and enthusiasm, have been shown to encourage consumers to make impulsive purchases.
3. Visual Merchandising Does Not Have a Direct Significant Effect on Impulse Buying These results indicate that visual merchandising alone is insufficient to drive impulse buying without the formation of emotional stimuli.
4. Positive Emotions Mediate the Effect of Visual Merchandising on Impulse Buying 
This means that visual merchandising can influence impulse buying indirectly by evoking positive emotions in consumers. This finding supports the Stimulus-Organism-Response (SOR), Pleasure-Arousal-Dominance (PAD), Cue Utilization, and Emotional Contagion theories, which form the basis of this research.
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