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Abstract

The purpose of this study was to examine the effect of store atmosphere, promotion, and retail service on customer
satisfaction and repurchase intention, we also investigate the effect of customer satisfaction on Indomaret customer
repurchase intention in Denpasar City. The population in this study were all Indomaret customers in Denpasar
City, whose numbers cannot be stated or counted with certainty (infinite). Determination of the sample in this
study using purposive sampling technique. The sample set in this study were 105 respondents. Data analysis in
this study used path analysis with the Partial Least Square (PLS) approach. The results showed that store
atmosphere, promotion, and retail service had a positive and significant effect on customer satisfaction and
repurchase intention, and customer satisfaction also had a positive and significant effect on repurchase intention.
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1. Introduction

The development of the retail business in Indonesia in the last few years is considered quite fast, due to the
changing shopping patterns of Indonesians who prefer shopping in modern retail compared to traditional markets.
The well-known retail stores that are widely scattered throughout Indonesia are Indomaret and Alfamart. The
comparison of the results of the survey top brand award regarding retail stores in Indonesia is shown in Table 1.

Table 1.
Top Brand Award Minimarket Data
Brand TBI TBI TBI TBI TBI
(2016) (2017) (2018) (2019) (2020)
Alfamart 46.4% 47.9% 52.9% 49.0% 49,3%
Indomaret 47.0% 45.2% 41.7% 39.1% 39,8%

Source: www.topbrand-award.com, 2021

Table 1 shows that Indomaret continues to experience a decline from 2016 to 2020 in the survey data for the
top brand award. In 2016, Indomaret managed to occupy the first position with a percentage of 47.0% and managed
to beat its biggest competitor, Alfamart who took second place, but in the following year Indomaret experienced
a significant decrease from the previous percentage, namely to 45.2% in 2017, 41.7% in 2018, and 39.1% in 2019,
39.3% in 2020, this is inversely proportional to its competitors, namely Alfamart which in 2016 was under
Indomaret, in 2017-2020 it was in the first position of the Top Brand Award survey defeating Indomaret, so it is
interesting conducted research on Indomaret.

The success of retail can be characterized by the repurchase behavior of its customers and the retail's ability
to survive in the face of its competitors so that the intention to repurchase from customers becomes the main focus
when customer satisfaction has been felt. According to Ramanathan et al. (2017), customer satisfaction is the key
to the success of a retail business. Customer satisfaction and repurchase intention at a retail store can be influenced
by various factors including the store atmosphere, promotion, and retail service.

Sopiah and Syihabudhin (2008) state that a store must be able to form a planned atmosphere according to its
target market, make visitors feel comfortable in the outlet, attract consumers while in the outlet, and can encourage
consumers to make purchases. Pei et al. (2020), explain store atmosphere is an environment inside and outside the
store, namely the interior in the form of lighting, color, smell, music, layout designed to influence consumers.
Store atmosphere can also make customers feel happy to have hedonic value (Yistiani et al., 2012). In addition to
arranging the atmosphere of its outlets, retail should carry out an intensive promotional strategy.

The promotion strategy is a marketing strategy that must be carried out by retailers. Promotion is an important
element of competitive dynamics in the retail market, where retailers use a myriad of promotional techniques to
attract consumers (Ma and Fildes, 2017). According to Ubeja (2014) promotion is a marketing communication
process to inform, persuade, remind and influence consumers or users in supporting the sale of products or services.
In-store promotion must be culturally centered because buyers demand promotion (Kashif and Rehman, 2014).

Furthermore, in addition to arranging great store atmosphere and implementing the right promotional strategy,
outlet should provide the best service to customers so that customers feel satisfied. In the retail sector, satisfied
customers can make customers loyal (Yuliati et al., 2014; Diputra and Yasa, 2021). Many studies have examined
the positive and significant effect of customer satisfaction on customer loyalty, including Dewi et al. (2014);
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Prayoga et al. (2015); Evirasanti et al. (2016); Riasma et al. (2018); Rasmiati and Yasa (2019); Carolina and Yasa
(2019); Muderawan et al. (2020); Atmadja and Yasa (2020). Creating customer satisfaction and loyalty provides
a sustainable competitive advantage and differentiation from competitors. There are many factors that create
customer satisfaction and loyalty in the literature, one of these factors is customer service (Kursunluoglu, 2014).
Sopiah and Syihabudhin (2008) state that retail service is one of the main tools to differentiate one retail company
from another retail company. The performance of retail services in accordance with customer expectations causes
the retail to have a competitive advantage in the eyes of consumers, not only on satisfaction but also on customer
loyalty (Lu and Seock, 2008). Based on the background and existing empirical studies, this study aims to examine
and explain the influence of store atmosphere, promotions, and retail services on customer satisfaction and
repurchase intention at Indomaret in Denpasar City.

2. Research Hypothesis
Research conducted by Chang et al. (2015) shows that consumer satisfaction is influenced by the store atmosphere,
so to satisfy consumers, retailers need to ensure that they provide an attractive and pleasant shopping atmosphere.
Research results by Tim and Dion (2017), Chiguvi (2017), Liaw (2017), and Pei et al. (2020), showing the results
that store atmosphere has a positive and significant effect on customer satisfaction. Therefore, the study proposed
the hypothesis:
H1: Store atmosphere has a positive and significant effect on customer satisfaction

Research by Ghezelbash (2017) shows that promotion has a positive and significant effect on customer
satisfaction. In line with the research of San and Aryupong (2017), Nakarmi and Koski (2018) obtained the results
that promotion, especially the promotion mix, is an important factor in marketing that has a positive and significant
effect on customer satisfaction. Based on the results of the empirical study, the hypothesis is proposed:

H2: Promotion has a positive and significant effect on customer satisfaction

Mahfooz's (2014) research results show that there is a significant relationship between the dimensions of
retail service quality (physical aspects, reliability, personal interaction, problem-solving, and policy) and customer
satisfaction. These results are in line with the research of Minh and Hun (2016); Pei et al. (2020); and Chopra
(2014) who obtained the results that retail services have an important role in increasing customer satisfaction.
Hence, the hypothesis is proposed:
H3: Retail services have a positive and significant effect on customer satisfaction

The research by Wu and Chung (2016) found that there was a significant effect of store atmosphere on
consumer repurchase intentions. In line with the research of Huang and Dang (2014), Apriliani and Giantari (2015),
Jalil et al., (2016), Wandira and Nugroho (2016), Nirwana et al. (2016) concluded that store atmosphere has a
positive and significant effect on customer satisfaction, the following hypothesis can be proposed:

H4: Store atmosphere has a positive and significant effect on repurchase intention

Research conducted by Tanjung and Setiomuliono (2016) concluded that price promotions have a positive
and significant effect on repurchase intention. A similar study by Huang et al. (2014), Wu and Chung (2016),
Sachse and Massera (2018), Yudha and Suprapti (2018) conclude that the attractiveness of sales promotions has a
positive and significant effect on repurchase intentions, which means that the more attractive sales promotions
conducted by Matahari Mall Bali Galeria, the higher the customer's repurchase intention, the research hypothesis
can be formulated as follows:

H5: Promotion has a positive and significant effect on repurchase intention

Research conducted by Santikayasa and Santika (2019) concluded that service quality has a positive and
significant effect on repurchase intention. In line with the research of Cho (2015), Baskol (2016), Nilsson and Wall
(2017) also obtained the results that the consumer experience in the form of good retail service has an important
role in increasing consumer repurchase intention at retail stores. Therefore, the study proposed the hypothesis:

H6: Retail services have a positive and significant effect on repurchase intention

The results of research conducted by Elbeltagi and Agag (2016) show that the customer satisfaction variable
has a direct positive effect on repurchase intention. These results are consistent with the results of research by Han
et al. (2018) show that customer satisfaction has a positive and significant effect on repurchase intention. Similar
research by Saidani and Arifin (2012); Chopra (2014); Jalil et al. (2016); Nilsson and Wall (2017); and Diputra
and Yasa (2021), also found that consumer satisfaction has a positive effect directly or indirectly on consumer
repurchase intentions, so the following research hypothesis can be formulated:
H7: Customer satisfaction has a positive and significant effect on repurchase intention
Based on the introduction and previous research studies, the conceptual framework in this study is presented in
Figure 1.
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Figure 1 Conceptual Framework Model

3. Research Methods

This research was conducted in Denpasar City, with the consideration that there are 24 Indomaret outlets in
Denpasar City so that Indomaret in Denpasar City can be categorized as modern retail that has a broad target
market. The object of this research is the influence of outlet atmosphere, promotions, and retail services on
customer satisfaction and customer repurchase intentions.

The population in this study were all Indomaret customers in Denpasar City, whose numbers cannot be stated
or counted with certainty (infinite). Determination of the sample in this study using purposive sampling technique.
The number of sample members or the sample size specified in this study were 105 respondents with the
consideration that the sample size was 5 x the number of indicators (5 x 21 indicators = 105 respondents). The
criteria used to determine the sample members in this study are customers who have shopped at Indomaret outlets
in the Denpasar City area more than once in a year and have over 17 years of age because they have can understand
and fill out questionnaires. The collected questionnaires are then recapitulated in the MS. Excel excel, then
analyzed using the Partial Least Square (PLS) approach. The exogenous variables of this study are store
atmosphere (X;), promotion (X>) and retail service (X3), while the endogenous variables are customer satisfaction
(Y1) and repurchase intention (Y?).

4. Results And Discussion
The profiles of respondents in the study were 105 respondents, based on the criteria: store area, gender, age,
occupation, education, and frequency of shopping. The characteristics of the respondents can be seen in Table 2.

Table 2
Characteristics of Respondents
No Variable Classification Frequency Percentage (%)
1 Store Area Denpasar Barat 32 30.5
Denpasar Selatan 32 30.5
Denpasar Timur 20 19.0
Denpasar Utara 21 20.0
105 100.0
2 Gender Male 55 524
Female 50 47.6
105 100.0
3 17-26 61 58.1
Age 27-36 23 21.9
37-46 21 20.0
105 100.0
4 Occupation Student 25 23.8
Private employees 51 48.6
Civil servants 10 9.5
Entrepreneur 19 18.1
105 100.0
5 Associate Degree 12 11.4
Education Bachelor’s/ Master’s Degree 54 514
High school 39 37.1
105 100.0
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No Variable Classification Frequency Percentage (%)
6 >6 times 37 35.2
Frequency of 1 — 3 times 43 41.0
Shopping 4 — 5 times 25 23.8
105 100.0

Source: Primary data, 2021

The data shows that the majority of customers who have shopped at Indomaret outlets who were respondents
in this study made purchases at Indomaret, which are in the areas of West and South Denpasar City. The majority
of Indomaret customers who were respondents in this study were men, with the majority of the age range between
17-26 years old who were graduates who already had jobs. When viewed based on the respondent's occupation,
the data shows that the dominant respondent has a job as a private employee. Respondents who work as private
employees tend to have income and have a high level of mobility to work, so that respondents often do shopping
activities in Indomaret. In addition, the majority of respondents tend to do shopping activities in Indomaret with
the frequency of shopping at Indomaret outlets in Denpasar City in a month as much as 1 to 3 times.

The results of the correlation between the indicators and their variables can be seen in the convergent validity
output in Table 3 below.

Table 3.
Convergent Validity Test Results
Variable Indicator Outer Loadings
X1.1 0,739
X2 0,861
X3 0,809
Xia4 0,811
Store Atmosphere Xis 0.809
X1.6 0,873
Xi7 0,860
X1.8 0,815
X2.1 0,881
Promotion Xo0 0,892
Xo3 0,877
X34 0,912
Retail Service X3 0,836
X33 0,892
Yo 0,844
. . Yi2 0,826
Customer Satisfaction Y3 0.768
Yi4 0,827
Yo 0,887
Repurchase Intention Yoo 0,865
Yo 0,821

Source: Data Processed Results, 2021

The results of the convergent validity test in Table 3 show that all values of the outer loading variable indicator
have a value greater than 0.50 with a p value of 0.000 less than 0.05. Thus, it can be concluded that all indicators
have met the requirements for convergent validity. Furthermore, the discriminant validity test is shown in Table 4.
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Tabel 4.
Results of Discriminant Validity
Correlation
Variable N BRI I i YT L c L ) B SO SO E DU O
atmosphere (X2) service satisfaction intention
Xy X3) (Q4)) Y2)
Store atmosphere (X;) 0,677 0,823 1,000
Promotion (X2) 0781 0883 0,736 1,000
Retail service (X) 0776 0.881 0,645 0,725 1,000
%‘S)tomer satisfaction ) cce 0817 0,695 0717 0,682 1,000
1
gep)“mhase mtention 736 0858 0,798 0.813 0,753 0767 1,000
2

Source: Data Processed Results, 2021

Table 5 shows all variables meet the criteria for discriminant validity, because the AVE value of all variables
is greater than 0.50 so that the model is valid. Besides the validity test, the variable reliability test was also carried
out with the following results.

Tabel S.
Instrument Reliability Test Results
Variabel Composite Reliability Cronbach’s Alpha
Store atmosphere (X;) 0,944 0,932
Promotion (X3) 0,914 0,859
Retail service (X3) 0,912 0,855
Customer satisfaction (Y1) 0,889 0,835
Repurchase intention (Y,) 0,893 0,820

Source: Data Processed Results, 2021

The results of the composite reliability and Cronbachs alpha output variables for store atmosphere, promotion,
retail service, customer satisfaction, and repurchase intention were all above 0.70. Thus, it can be explained that
all variables are reliable.

Tabel 6.
R-square Value of Endogenous Variable
SRl W UR G Endogenous Variable R-square &R
R-square
1 Customer satisfaction (Y) 0,608 0,597
2 Repurchase intention (Y5) 0,794 0,786

Calculation: Q> = 1-(1 — (R?)) (1 - (R2?))

=1-(1-0,608) (1 -0,794)

=1-(0,392) (0,206)

=1-0,0807

=0,9193
Source: Data Processed Results, 2021

Based on Table 6, the model of the influence of store atmosphere, promotions, and retail services on customer
satisfaction provides an R-square value of 0.608 which can be interpreted that the variability of customer
satisfaction variables can be explained by the variability of store atmosphere variables, promotions, and retail
services by 60.8 percent, while the remaining 39.2 percent is explained by other variables outside the model.
Furthermore, the model of the influence of store atmosphere, promotions, retail services and customer satisfaction
on repurchase intentions provides an R-square value of 0.794 which can be interpreted that the variability of the
repurchase intention variable can be explained by the variability of the store atmosphere, promotion, retail service
and customer satisfaction variables by 79.4 percent, while the remaining 20.6 percent is explained by other
variables outside the model. The results of these calculations show that the Q-square value is 0.9193, so it can be
concluded that the model has great predictive relevance. Thus, it can be explained that 91.93 percent of the
variation in repurchase intention is influenced by store atmosphere, promotions, retail services and customer
satisfaction, while the remaining 8.07 percent is influenced by other variables.
This study uses a Partial Least Square (PLS) analysis approach to test the research hypotheses. The results of

the analysis of the empirical research model using Partial Least Square (PLS) analysis can be seen in Figure 2
below.
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Figure 2. Empirical PLS Algorithm Model
Source: Data Processed Results, 2021
The results of the path coefficient validation test on each path for direct effect can be presented in Table 7
below.

Tabel 7.
Direct Effect Test Results (Path Coefficient)
. . Path Coefficient t P
No. Relations Between Variables (Bootstrapping) | Statistic Value Result

1 Store Atmosphere (X1) —  Customer .

Satisfaction (Y1) 0,298 2,566 0,011  Significant
2 Store Atmosphere (X1) — Repurchase .

Intention (Y2) 0,313 3,079 0,002  Significant
3 Promotion (X2) — Customer Satisfaction (Y1) 0,301 2,577 0,010  Significant
4  Promotion (X2) — Repurchase Intention (Y2) 0,289 2,157 0,031  Significant
5 ?;ga;il Service (X3) — Customer Satisfaction 0272 3472 0,001 Significant
6 ?;gﬂ Servive (X3) — Repurchase Intention 0,203 2.125 0.034 Significant
7 Customer Satisfaction (Y1) — Repurchase 0.203 2,123 0.034 Significant

Intention (Y2)

Source: Data Processed Results, 2021

Store atmosphere is proven to have a positive and significant effect on customer satisfaction. This result is
indicated by a positive path coefficient of 0.298 with a t-statistic of 2.566 (t-statistic> 1.96), thus, hypothesis 1
(H1) is accepted. This means that the better the condition of the store atmosphere at the Indomaret outlet, the
higher the customer satisfaction at the Indomaret. Nevertheless, other studies report similar findings. Chiguvi
(2017), Liaw (2017) and Pei et al. (2020) who obtained the results that store atmosphere has a positive and
significant effect on customer satisfaction.

Store atmosphere has been shown to have a positive and significant effect on repurchase intentions. This
result is indicated by a positive path coefficient of 0.224 with a t-statistic of 3.079 (t-statistic> 1.96), thus,
hypothesis 2 (H2) is accepted. This means that the better the condition of the store atmosphere at Indomaret, the
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more it will increase the customer's repurchase intention. The result was consistent with the study from Wu and
Chung (2016) which found that there was a significant impact of store atmosphere on consumer repurchase
intentions in Taiwan. This is also consistent with the research results of Jalil et al. (2016) and Huang and Dang
(2014) who obtained the results that the store environment has a positive influence on consumer repurchase
intentions.

Promotion is proven to have a positive and significant effect on customer satisfaction. This result is indicated
by a positive path coefficient of 0.448 with a t-statistic of 2.577 (t-statistic> 1.96), thus, hypothesis 3 (H3) can be
proven. This means that the more attractive the promotions provided by Indomaret, the higher the customer
satisfaction at Indomaret. The results of this study consistent with the research of Ghezelbash (2017), San and
Aryupong (2017), Nakarmi and Koski (2018) which found that promotion is an important factor in marketing that
has a positive influence on customer satisfaction.

Promotion is proven to have a positive and significant effect on repurchase intention. This result is indicated
by a positive path coefficient of 0.289 with a t-statistic of 2.157 (t-statistic> 1.96), thus hypothesis 4 (H4) is
accepted. This means that the more attractive the promotions given by Indomaret, the higher the repurchase
intention at Indomaret. This study supports the results of a study conducted by Huang et al. (2014) who explained
that Starbucks price promotion activities in Taiwan showed a significant direct effect on repurchase intentions.
This research is in accordance with the study of Wu and Chung (2016) which found that promotion has a positive
and significant correlation to consumer repurchase intentions in Taiwan. This is also in line with the research of
Huang and Dang (2014) and Sachse and Massera (2018) which state that price promotions and promotion intensity
have a significant effect on increasing consumer repurchase intentions.

Retail services are proven to have a positive and significant effect on customer satisfaction. This result is
indicated by a positive path coefficient of 0.272 with a t-statistic of 3.472 (t-statistic> 1.96), thus, hypothesis 5
(HS) is accepted. This means that the better the retail services provided by Indomaret, the higher the customer
satisfaction at Indomaret. The results of this study are in accordance with the research of Pei et al. (2020), Minh
and Hun (2016), Mahfooz (2014) and Chopra (2014) who obtained the results that retail services have an important
role in increasing customer satisfaction.

Retail services are proven to have a positive and significant effect on repurchase intentions. This result is
indicated by a positive path coefficient of 0.203 with a t-statistic of 2.125 (t-statistic> 1.96), thus, hypothesis 6
(H6) is accepted. This means that the better the retail services provided by Indomaret, the higher the repurchase
intention at Indomaret. This study is in accordance with the results of research by Cho (2015) who researched in
Canada, which found that service had a positive effect on consumer repurchase intention. It is also in line with the
research of Wibowo (2015), Baskol (2016), Nilsson and Wall (2017) and Santikayasa and Santika (2019) which
obtained results that service has an important role in increasing consumer repurchase intentions, namely the better
the quality of service, the better the purchase intention.

Customer satisfaction is proven to have a positive and significant effect on repurchase intention. This result
is indicated by a positive path coefficient of 0.203 with a t-statistic of 2.123 (t-statistic> 1.96), thus, hypothesis 7
(H7) can be proven. The results obtained can be interpreted that the higher the level of customer satisfaction, then
the consumer's repurchase intention will increase. This means that the higher the customer satisfaction at Indomaret
outlets, the higher the repurchase intention at the Indomaret. This study is in accordance with the results of research
by Nilsson and Wall (2017) which found that customer satisfaction with service when shopping can increase
consumer repurchase intentions at online clothing retail stores in Sweden. Research by Chopra (2014); Jalil et al.
(2016); and Diputra and Yasa (2021), also found that consumer satisfaction has a positive effect directly or
indirectly on consumer repurchase intentions.

The results showed that there was a positive and significant relationship between the variables of store
atmosphere, promotion, and retail services on customer satisfaction, and customer satisfaction had a positive and
significant effect on repurchase intention. The implication of the research results is in accordance with the
application of Theory of Planned Behavior (TPB), where this theory states that consumer attitudes can affect
consumer intentions to behave, namely in this study customer satisfaction attitudes are influenced by several
factors consisting of store atmosphere, promotion and retail services, and able to form consumer repurchase
intentions at Indomaret outlets.

This research has implications for Indomaret as a material for consideration and evaluation of consumer
satisfaction at Indomaret outlets and consumer repurchase intentions at Indomaret outlets and the factors that
influence it. Indomaret management in increasing consumer repurchase intentions should be able to see and
consider factors such as store atmosphere, promotions, and retail services because these can significantly influence
customer satisfaction and consumer repurchase intentions at Indomaret outlets.

5. Conclusions And Suggestions For Future Research

The conclusions of this research are 1) Store atmosphere has a positive and significant effect on customer
satisfaction; 2) Promotion has a positive and significant effect on customer satisfaction; 3) Retail services have a
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positive and significant effect on customer satisfaction; 4) Store atmosphere has a positive and significant effect
on repurchase intention; 5) Promotion has a positive and significant effect on repurchase intention; 6) Retail
services have a positive and significant effect on repurchase intentions; and 7) Customer satisfaction has a positive
and significant effect on repurchase intention.

Suggestions that can be given are based on the research results, namely to improve the perception of store
atmosphere in customers, so Indomaret should be able to play comfortable music for its customers when shopping
at Indomaret. Efforts that can be made by the management of Indomaret to improve the quality of its promotion
are by providing a catalog to inform new products and various discounts offered as well as providing prizes for
purchasing certain products for its customers. Then the efforts that can be made by Indomaret management to
improve the quality of its retail services are by providing training for employees so that employees of Indomaret
outlets in Denpasar City can serve customers in a friendly and optimal manner. Indomaret in Denpasar City can
also increase customer satisfaction by increasing the quality of the facilities provided in Indomaret outlets.

Future research is suggested to examine other variables that affect satisfaction and repurchase intention, for
example by adding a variable company image, word of mouth, or other variables.
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