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This study investigates the influence of service quality, price fairess, and store atmosphere
on customer loyalty through the mediating role of customer satisfaction, using Indomaret
customers in Pekalongan City as the research context. Employing a quantitative research
design with 120 respondents selected through purposive sampling, data were collected via
structured questionnaires and analyzed using Partial Least Squares—Structural Equation
Modeling. The result in this study are (1) service quality have a positive insignificant effect on
customer satisfaction, (2) price fairess have a positive insignificant effect on customer
satisfaction, (3) store atmosphere have a positive insignificant effect on customer satisfaction,
(4) service quality have a positive insignificant effect on customer loyalty, (5) price fairess
have a positive insignificant effect on customer loyalty, (6) store atmosphere have a positive
insignificant effect on customer loyalty, (7) customer satisfaction have a positive insignificant
effect on customer loyalty, (8) customer satisfaction is able to mediate the relationship service
quality on customer loyalty, (9) price fairness is able to mediate the relationship service quality
on customer loyalty, (10) store atmosphere is able to mediate the relationship service quality
on customer loyalty. These findings indicate that high-quality service, fair pricing, and a
pleasant store environment are essential in creating satisfied and loyal customers in the retail
industry. The study contributes to understanding consumer behavior in the modern retail
sector and offers managerial implications for retail operators to strengthen customer
relationships through continuous improvement in service delivery, pricing transparency, and
store ambiance.
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across various scales and

(Habaragoda, 2021).
Throughout 2022, Alfamart's sales reached

approximately IDR 115 trillion, while

INTRODUCTION

Along with increasingly modern
developments, human needs are also
increasingly numerous and varied. This has

segments

caused businesses to compete to create new
businesses, creating increasingly fierce
competition between companies. This intense
competition requires businesses to implement
appropriate strategies to compete to meet and
satisfy diverse consumer needs. One such
business is the minimarket retail business,
which is increasingly popping up in shopping
centers, both local, national, and international,

Indomaret's sales reached IDR 114.8 trillion, a
difference of only IDR 200 billion. This has
been Alfamart's strength over the past five
years, reaching Rp82.9 ftrillion in 2021, while
Indomaret's revenue reached Rp95.2 trillion.
Indomaret and Alfamart target the entire
Indonesian population. Marketing strategies
are integrated with regular promotional
activities using various methods tailored to the
product type and target market.
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Based on this explanation, it is necessary
to describe customer loyalty in the community
towards shopping at Indomaret minimarkets.
Therefore, a pre-survey was conducted with
15 respondents of Indomaret minimarket
customers spread across Pekalongan through
google form, Because according to theory
(Sianturi et al., 2019) each question item
requires a minimum of 10 samples, the
minimum sample requirement for the pre-
survey is 10 respondents. The data obtained
from the pre-survey conducted on November
5-6, 2024; Based on pre-survey of 15
respondents, data was obtained that 9
respondents answered that Indomaret's
service was good, 12 respondents answered
that Indomaret's product prices were
reasonable, 11 respondents answered that
Indomaret's store atmosphere was good, 7
respondents were satisfied shopping at
Indomaret, and only 6 respondents always
shopped at Indomaret. From the results of the
pre-survey conducted, it can be concluded
that respondents considered the service at
Indomaret to be quite satisfactory, product
prices were quite varied, the store atmosphere
was comfortable, but from customer
satisfaction, they were still less satisfied
shopping at Indomaret, and from these results
it was also known that respondents stated that
they were not completely frequent or always
loyal in shopping at Indomaret or still moved
from place to place in minimarkets.

There are many ways to increase
consumer loyalty by considering the store
atmosphere. The store atmosphere is an
external stimulus that can make consumers
continue to come by utilizing things such as air
temperature, lighting, store layout, aroma,
color and music that can improve customer
mood in shopping. Customer loyalty is defined
as a customer's commitment to a brand, store,
or supplier, which arises from a positive
attitude. Customer loyalty is also commonly
referred to as repeat purchasing behavior, and
this activity is often associated with brand
loyalty. However, there are differences
between the two. Customer Ioyalty
encompasses a broader scope than brand
loyalty (Verawati, 2022). Customer loyalty is
the actual repeat purchase of a product or
service, which includes purchasing more of
the same product or service.

The shop atmosphere carried out by
Indomaret includes a shop design that is made
with a display case that has a special design
that attracts customers, then a sign that is

easy to see so that it makes it easier for
consumers to find goods, certain goods.

In addition to companies being required to
create good and integrated competitive
strategies due to the tight competition,
companies must also be able to create loyal
consumers (Paul et al., 2016). Customer
loyalty is one indication of retaining customers
from first-time purchase consumers to repeat
purchase consumers or a situation where
customers consistently spend their entire
budget to purchase products or services from
the same company (Kotler and Keller, 2012).

To get loyal customers, consumers must
feel satisfied first after purchasing or using a
product, so that customer satisfaction is a key
factor in increasing the achievement of a
product or service that can influence loyalty
(Munawaroh & Simon, 2023). customer
satisfaction is one of the important factors that
can determine whether a customer will make
a repeat purchase or not. High satisfaction
with a service results in customers always
considering it purchases (Purwati & Purwanto,
2022). Customer loyalty refers to customers
who always purchase products / services from
the same organization and also promote them
to others when customers feel that a product /
service is valuable to them, they will return to
purchase and recommend to others (Meesala
& Paul, 2018).

Customer satisfaction reflects the degree
to which perceived performance meets
expectations (Kotler & Keller, 2012).
Satisfaction serves as a key mediator linking
marketing mix variables to loyalty (Mehta &
Tariqg, 2020). Customer loyalty involves repeat
purchase, retention, and advocacy (Tjiptono,
2007). Prior studies (Dam & Dam, 2021)
confirmed that satisfied customers are more
likely to remain loyal.

Many studies have shown that customer
loyalty is directly influenced by customer
satisfaction (Cakici et al., 2019; Dam & Dam,
2021; Kusumawati & Rahayu, 2020; Mehta,
2020; Suwarsito et al., 2020). Customer
loyalty through customer satisfaction has the
potential to achieve the company's goal of
providing complete satisfaction to customers
to create loyal and more loyal customers, as
evidenced by research (Vannarajah & Medis,
2022) that explored the impact of customer
satisfaction on customer loyalty at a
supermarket in Jaffna District. The study
results showed a positive correlation between
customer satisfaction and customer loyalty.
Customer satisfaction is a key factor for
improving the  performance of a
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product/service is seen from the quality of a
product and the quality of service according to
customer expectations (Flores et al., 2020).
This is different from research (Dewi, 2020;
Flores et al., 2020; Titin Herawaty et al., 2022)
which states that customer satisfaction has a
significant negative effect on customer loyalty.

Companies have a responsibility to provide
products/services that can satisfy customers
through quality service (Nurhayati et al.,
2015). Many studies have stated that service
quality has a positive and significant influence
on customer satisfaction (Nurhayati et al.,
2015; Slack & Singh, 2020; Taufik et al.,
2022). This is in contrast to research (Fadhila
et al.,, 2024; Mahsyar & Surapati, 2020;
Mustofa et al., 2017) which found that service
quality has a significant negative effect on
customer satisfaction. In addition to
influencing satisfaction, service quality also
has an effect on customer loyalty. Several
studies have stated that service quality has an
impact on customer loyalty (Aina Mardhiyah &
Rahayu Tri Astuti, 2021; Naini et al., 2022;
Slack & Singh, 2020; Taufik et al., 2022).

The study is grounded in the Theory of
Planned Behavior (Ajzen, 1991), which posits
that an individual's behavior is determined by
behavioral intention influenced by attitudes,
subjective norms, and perceived behavioral
control. Customer loyalty, as a behavioral

intention, is shaped by cognitive and
emotional evaluations of the service
experience, including perceived fairness,

service quality, and store atmosphere.
Service quality refers to the ability of a
service provider to meet or exceed customer
expectations. Parasuraman et al. (1988)
proposed five key dimensions: reliability,
responsiveness, assurance, empathy, and
tangibles. Studies by Slack and Singh (2020)
and Taufik et al. (2022) found that service
quality positively affects customer satisfaction
and loyalty, although some studies (Fadhila et
al., 2024) reported insignificant effects.
Besides the quality of service, price
fairness represents consumers’ perception of
whether the price paid is reasonable relative to
received benefits (Xia et al., 2004). Ahmed et
al. (2022) and Cakici et al. (2019) confirmed
that price fairness enhances satisfaction and
loyalty, while Erlangga et al. (2023) found
negative effects. This inconsistency highlights
the need to test the fairness—loyalty
relationship in various contexts. Price fairness
also has a significant positive effect on
satisfaction (Ahmed et al., 2023; Cakici et al.,
2019; Muhammad Shahid et al., 2019) and

customer loyalty (Ahmed et al., 2023; Cakici et
al., 2019; Dhasan & Aryupong, 2019). Price
fairness plays an important role in attracting
consumers' attention to whether a product or
service has a reasonable, acceptable, and fair

price. Unreasonable prices will affect
customer satisfaction and repurchase
intentions.

Nowadays, customers when shopping do
not only consider the price and quality of
service, but also pay attention to the pleasant
atmosphere of the store or what is called the
store atmosphere which has a big influence on
a store in making customers feel at home and
comfortable when choosing the type of
product they want to buy. The impact of store
atmosphere on consumer appeal is crucial in
providing a sense of satisfaction to
consumers, which can lead to repeat
purchases (Prasyanti et al., 2021). Store
atmosphere refers to the physical and social
characteristics that influence consumers’
emotions and behaviors (Kotler, 1973). It
includes layout, lighting, aroma, music, and
temperature. Research (Marso & Idris, 2022;
Satrio et al., 2021) supports its positive effect
on satisfaction and loyalty, though Pojoh and
Kindangen (2019) found otherwise. Store
atmosphere also has a significant positive
effect on satisfaction (Azhari et al., 2023; Jalil
et al,, 2016; Nurhajijah et al., 2022) and
customer loyalty.

Retail competition in Indonesia has
become increasingly intense as businesses
seek to satisfy diverse consumer demands.
Among the various minimarkets that have
emerged, Indomaret and Alfamart dominate
the modern retail landscape, contributing
more than 90% of total convenience store
sales in Indonesia. Despite this dominance,
sustaining customer loyalty remains a major
challenge. Previous studies show inconsistent
findings regarding the effects of service
quality, price fairness, and store atmosphere
on customer loyalty, suggesting the possible
mediating role of customer satisfaction.

This study aims to empirically analyze how
service quality, price fairness, and store
atmosphere influence customer loyalty directly
and indirectly through customer satisfaction
among Indomaret customers in Pekalongan
City. By understanding these relationships,
the research provides valuable insights for
improving marketing strategies and enhancing
customer retention in the competitive retail
industry.
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RESULTS AND DISCUSSION

This quantitative research adopts a
positivist approach to examine causal
relationships among variables. The population
includes Indomaret customers in Pekalongan
City, with a sample of 120 respondents
determined using purposive sampling. Data
were collected via structured questionnaires
using a five-point Likert scale.

Figur 1 Research Model

Based on the outer loading value. An outer
loading value > 0.05 is considered to have
fairly strong validation. Convergent validity
can then be assessed from the AVE (Average
Variance Extracted) value. If a model has an
AVE value above 0.5, the model is said to
have good convergent validity.

Table 1. Discriminant Validity Result

Variabel Custo Custom Price Service Store
mer er Fairnes  Quality =~ Atmosph
Loyalt Satisfac s ere

y

tion

Custome
r Loyalty

0,885

Custome
r
Satisfacti
on

0,730

0,866

Price
Fairness

0,399

0,403

0,891

Service
Quality

0,491

0,484

0,233

0,847

indicating that it is higher than other variables
in the same column. The price fairness
variable has a value of 0.891, which is higher
than the other variables in the same column.
The service quality variable has a value of
0.847, indicating that it is higher than other
variables in the same column. The store
atmosphere variable has a value of 0.870,
indicating that it is higher than other variables
in the same column. Therefore, the table
concludes that the data model tested in this
study meets the requirements and criteria,
indicating that the variables in the model have
met discriminant validity and can proceed to
the next testing stage.

Based on Table 1, the correlation values
for the variables are higher than those in the
same column. The customer loyalty variable
has a value of 0.885, which is higher than
other variables in the same column. The
customer satisfaction variable has a value of
0.866, indicating that it is higher than other
variables in the same column. The price
fairness variable has a value of 0.891, which
is higher than other variables in the same
column. The service quality variable has a
value of 0.847, indicating that it is higher than
other variables in the same column. The store
atmosphere variable has a value of 0.870,
indicating that it is higher than other variables
in the same column. Therefore, the table
concludes that the data model tested in this
study meets the requirements and criteria,
indicating that the variables in the model have
met discriminant validity and can proceed to
the next testing stage.

Table 2. Composite Reliability Result

Variabel Cronbach's Composite

Alpha Reliability
Customer Loyalty 0,945 0,956
Customer Satisfaction 0,933 0,947
Price Fairness 0,948 0,959
Service Quality 0,956 0,962
Store Atmosphere 0,936 0,949

Store

0,342

0,336

0,025

0,165

0,870

Atmosph
ere

The correlation values of the variables are
higher compared to the variables in the same
column. The customer loyalty variable has a
value of 0.885, which is higher than other
variables in the same column. The customer
satisfaction variable has a value of 0.866,

Based on Table 2, it can be concluded that
all variables are reliable. The table above
shows that the Cronbach's alpha and
composite reliability values are above 0.70.
This means that all variables in this study have
internal consistency reliability.

Furthermore, all variables have VIF values
<5, indicating no signs of multicollinearity.
From the tables above, it can be concluded
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that this study meets the convergent validity
test, the discriminant validity test, and the
composite reliability test. A good VIF value will
then be used for the next test, namely the
inner model test. Meanwhile, the R-squared
value for the customer loyalty variable is
0.584. These results indicate that service
quality, price fairness, and store atmosphere
collectively have an influence of 58.4%. The
remaining 41.8% is influenced by other
variables not included in this study. The
customer satisfaction variable has a value of
0.401. These results indicate that service
quality, price fairness, and store atmosphere
collectively have an influence of 40.1%. The
remaining 59.3% is influenced by other
variables not included in this study.

Goodness of fit models

Table 3. Goodness of fit model

Store 0,135 2,270 0,024 0,037
Atmosphere (Sedang)
-> Customer

Loyalty

Customer 0,544 7,212 0,000 0,426

Satisfaction -
> Customer
Loyalty

(Tinggi)

Saturated Model Estimated Model

SRMR 0,044 0,044
d_ULS 1,128 1,128
d_G 1,096 1,096
Chi-Square 1125,063 1125,063
NFI 0,840 0,840

Based on Table 3 above, the SRMR value
is 0.044, less than 0.10. These results indicate
that the research model meets the criteria and
is feasible, allowing for further testing.

Table 4. Direct Effect Test

Variable Real T Statistk P F
Sample (|JO/STDE  Values Square
©) \9)]

Service 0,361 6,203 0,000 0,200

Quality > (Tinggi)

Customer

Satisfaction

Price 0,326 5,046 0,000 0,167

Fairness -> (Tinggi)

Customer

Satisfaction

Store 0,284 4,228 0,000 0,131

Atmosphere (Tinggi)

-> Customer

Satisfaction

Service 0,171 2,882 0,004 0,054

Quality > (Sedang)

Customer

Loyalty

Price 0,143 2,585 0,010 0,040

Fairness -> (Sedang)

Customer

Loyalty

Based on Table 4.22, the results of the
direct influence test are as follows:

a) The results of the first hypothesis test,
namely the effect of service quality on
customer satisfaction, showed an original
sample value of 0.361, a p-value of 0.000
< 0.05, and a t-statistic of 6.203 > 1.960.
These results indicate that service quality
influences customer satisfaction.
Therefore, the hypothesis that "Service
Quality Has a Positive and Significant
Effect on Customer Satisfaction" is
accepted. This means that as service
quality improves, customer satisfaction
will increase.

b) The results of the second hypothesis test,
namely the effect of price fairness on
customer satisfaction, showed an original
sample value of 0.326, a p-value of 0.000
< 0.05, and a t-statistic of 5.046 > 1.960.
These results indicate that price fairness
influences customer satisfaction.
Therefore, the hypothesis that "Price
Reasonability Has a Positive and
Significant  Effect on  Customer
Satisfaction" is accepted. This means
that as price reasonableness increases,
customer satisfaction will increase.

c) The results of testing the third hypothesis,
regarding the effect of store atmosphere
on customer satisfaction, showed an
original sample value of 0.284, p-values
of 0.000 < 0.05, and a t-statistic of 4.228
> 1.960. These results indicate that store
atmosphere influences customer
satisfaction. Therefore, the hypothesis
that "Store Atmosphere Has a Positive
and Significant Effect on Customer
Satisfaction" is accepted. This means
that as store atmosphere improves,
customer satisfaction will increase.

d) The results of the fourth hypothesis test,
namely the effect of service quality on
customer loyalty, showed an original
sample value of 0.171, a p-value of 0.004
< 0.05, and a t-statistic of 2.882 > 1.960.
These results indicate that service quality
influences customer loyalty. Therefore,
the hypothesis that "Service Quality Has
a Positive and Significant Effect on
Customer Loyalty" is accepted. This
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e)

f)

g)

means that as service quality improves,
customer loyalty will increase.

The results of the fifth hypothesis test,
namely the effect of price fairness on
customer loyalty, showed an original
sample value of 0.143, a p-value of 0.010
< 0.05, and a t-statistic of 2.585 > 1.960.
These results indicate that price fairness
influences customer loyalty. Therefore,
the hypothesis that "Price Fairness Has a
Positive and Significant Effect on
Customer Loyalty" is accepted. This
means that as price fairness increases,
customer loyalty will increase.

The results of the second hypothesis test,
namely the effect of store atmosphere on
customer loyalty, showed a value of
0.135 for the original sample, with a p-
value of 0.024 < 0.05, and a t-statistic of
2.270 > 1.960. These results indicate that
store atmosphere influences customer
loyalty. Therefore, the hypothesis that
"Store Atmosphere Has a Positive and
Significant Influence on Customer
Loyalty" is accepted. This means that as
store atmosphere improves, customer
loyalty will increase.

The results of the seventh hypothesis
test, namely the effect of customer
satisfaction on customer loyalty, showed
a value of 0.544 for the original sample,
with a p-value of 0.000 < 0.05 and a t-
statistic of 7.212 > 1.960. These results
indicate that customer satisfaction
influences customer loyalty. Therefore,

the  hypothesis that  "Customer
Satisfaction Has a Positive and
Significant Influence on Customer

Loyalty" is accepted. This means that
increasing customer satisfaction will
increase customer loyalty.

Table 5. Indirest Effect Testing

Variabel Real T P Upsion

Sampel(O) Statistik Values (v)

(|O/STD
EV])

Service 0,197 (0,361)2
Quality -> 4,956 0,000 X
Customer (0,544)2
Satisfactio = 0,039
n -> (rendah)
Customer
Loyalty
Price 0,177 (0,326)2
Fairness -> 4,227 0,000 X
Customer (0,544)2
Satisfactio = 0,032
n -> (rendah)
Customer
Loyalty
Store 0,155 (0,284)2
Atmospher 3,315 0,001 X
e > (0,544)2
Customer = 0,024
Satisfactio (rendah)
n >
Customer
Loyalty

Based on Table 5, the results of the indirect

effect test are as follows:

a)

b)

The results of the eighth hypothesis test,
namely the effect of service quality on
customer loyalty mediated by customer
satisfaction, showed an original sample
value of 0.197, a p-value of 0.000 < 0.05,
and a t-statistic of 4.956 > 1.960. These
results indicate that customer satisfaction
mediates the service quality variable on
customer loyalty.  Therefore, the
hypothesis stating that "Service Quality
Has a Positive and Significant Effect on
Customer Loyalty through Customer
Satisfaction" is accepted. Based on the
calculations, the role of customer
satisfaction in mediating the indirect
effect of service quality on customer
loyalty at the structural level is relatively
low, as the upsilon (v) value is 0.039 <
0.75.

The results of the ninth hypothesis test,
namely the effect of price fairness on
customer loyalty mediated by customer
satisfaction, showed an original sample
value of 0.177, a p-value of 0.000 < 0.05,
and a t-statistic of 4.227 > 1.960. These
results indicate that customer satisfaction
mediates the effect of price fairness on
customer loyalty. Therefore, the
hypothesis stating that "Price Fairness
Has a Positive and Significant Effect on
Customer Loyalty through Customer
Satisfaction" is accepted. Based on the
calculations, the role of customer
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satisfaction in mediating the indirect
effect of price fairness on customer
loyalty at the structural level is relatively
low, with an upsilon (v) value of 0.032 <
0.75.

c) The results of the tenth hypothesis test,
namely the effect of store atmosphere on
customer loyalty mediated by customer
satisfaction, showed an original sample
value of 0.155, a p-value of 0.001 < 0.05,
and a t-statistic of 3.315 > 1.960. These
results indicate that customer satisfaction
is able to mediate the store atmosphere
variable on customer loyalty. Therefore,
the hypothesis stating that "Store
Atmosphere Has a Positive and
Significant Effect on Customer Loyalty
through  Customer Satisfaction" is
accepted. Based on the calculations, the
role of customer satisfaction in mediating
the indirect effect of store atmosphere on
customer loyalty at the structural level is
relatively low because the upsilon (v)
value is 0.024 < 0.75.

Discussion
The Influence of Service Quality on
Customer Satisfaction

Based on the results of the hypothesis
analysis conducted by the researcher, the
results obtained showed that the service
quality variable has a positive and significant
influence on customer satisfaction. The study
results are consistent with the respondents'
answers to the distributed questionnaire, with
the number of agreeable responses reaching
46.5% and strongly agreeable responses
reaching 13.5% for the service quality
variable; for the customer satisfaction
variable, the number of agreeable responses
reached 36% and strongly agreeable
responses reached 13.5%. These positive and
significant research results are in line with
research (Sudarnice, 2020; Rusnendar &
Sofyan, 2020; Silva et al., 2022; Tien et al.,
2021; Habaragoda, 2021), which stated that
service quality has a positive and significant
influence on customer satisfaction. This
indicates that the better the quality of service
provided by Indomaret, the greater the
satisfaction felt by customers, because every
customer certainly wants to receive quality
service when shopping at a minimarket.
Customer satisfaction is the key to business
success, and achieving it requires improving
the quality of service to meet customer
expectations (Nasruddin & Rahman, 2023).
Indomaret's service in Pekalongan City is

considered excellent because its employees
are friendly and understand the product
specifications requested by consumers.
Indomaret also provides a fast and reliable
response when customers inquire about
products or when making transactions at the
cashier, thus avoiding excessively long
queues. Furthermore, customers always
receive a receipt after each transaction.
Therefore, when customers receive quality
service, they will feel delighted.

Meanwhile, the results of the hypothesis
analysis conducted by the researchers found
that the variable "price fairness" has a positive
and significant influence on customer
satisfaction. The prices offered also align with
consumer expectations. These results align
with respondents' responses to the distributed
questionnaire, with 36.5% agreeing and
14.5% strongly agreeing with the price
fairness variable, and 36% agreeing and
13.5% strongly agreeing with the customer
satisfaction variable. These positive and
significant results align with research by
Harsha & Siregar (2020), Bernarto et al.
(2022), and Intansari & Bustami (2024), which
found that price fairness has a positive and
significant influence on customer satisfaction.
This indicates that the more Indomaret sets
fair prices, namely prices commensurate with
the quality received and the amount spent, the
greater the perception of customer
satisfaction. If the company fails to implement

price fairness effectively, customer
satisfaction will be difficult to achieve (Adrian
& Keni, 2022).

Based on the results of the hypothesis
analysis conducted by the researcher, the
store atmosphere variable has a positive and
significant influence on customer satisfaction.
This finding aligns with the responses of
respondents to the distributed questionnaire,
with 44.5% agreeing and 18.5% strongly
agreeing for the store atmosphere variable,
and 36% agreeing and 13.5% strongly
agreeing for the customer satisfaction
variable. The positive and significant results
align with research by Soebandhi et al. (2020);
Intansari & Bustami (2024); and Efendi et al.
(2023), which found that store atmosphere has
a positive and significant influence on
customer satisfaction. This indicates that the
more Indomaret pays attention to store
atmosphere and makes its stores as attractive
as possible, the higher the level of customer
satisfaction. Store atmosphere reflects the
physical characteristics of the store, which can
be predicted to attract customers. Therefore,
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its design must be carefully planned to have a
strong influence on customer satisfaction
(Pratama & Dewi, 2022).

Based on the results of the hypothesis
analysis conducted by the researcher, it was
found that the service quality variable has a
positive and significant influence on customer
loyalty. The results of this study are consistent
with the results of respondents' answers to the
distributed questionnaire, with the number of
respondents agreeing reaching 46.5% and
answers strongly agreeing at 15% for the
service quality variable, and for the customer
loyalty variable, with the number of
respondents agreeing reaching 34% and
strongly agreeing reaching 18%. The positive
and significant results of this study are in line
with research (Fernandes, 2021; Kusuma et
al., 2023); Fernandes (2021) states that
service quality has a positive and significant
influence on customer loyalty. It can be
concluded that the better the quality of service
provided by Indomaret, the better the level of
customer loyalty. One important factor in
shaping customer loyalty is that a customer
who feels satisfied with the service they
receive will experience happy or positive
feelings, which will lead to increased customer
loyalty (Linardi, 2020).

Furthermore, based on the results of the
hypothesis analysis that the researcher has
conducted, it shows that the variable of price
fairmess has a positive and significant
influence on customer loyalty. The results of
this study are consistent with the results of
respondents’ answers to the distributed
questionnaire, with the number of respondents
agreeing reaching 44.5% and answers
strongly agreeing at 18.5%. Still not much
different from the neutral answer of
respondents here at 39%, indicating that
consumers in the city of Pekalongan still pay
attention to price when they want to shop. The
positive and significant results of this study are
in line with research (Bayu et al., 2023;
Sebastian & Pradana, 2023; Adrian & Keni,
2023), which shows that price fairness has a
significant and positive influence on customer
loyalty; the better the price fairness, the more
customer loyalty will increase, and vice versa.
In this study, it can be shown that the more
reasonable and fair product prices applied by
Indomaret, the more customer loyalty
increases towards Indomaret. Price fairness is
one of the factors that influences customer
loyalty. The existence of appropriate or
reasonable prices that have been set properly
can increase customer loyalty (Rameli &

Kempa, 2021). Based on the results of the
hypothesis analysis conducted by the
researcher, the store atmosphere variable has
a positive and significant influence on
customer loyalty. This study's results align
with the responses of respondents to the
distributed questionnaire, with 44.5% agreeing
and 18.5% strongly agreeing for the service
quality variable. For the customer loyalty
variable, 34% agreed and 18% strongly
agreed. These positive and significant results
align with research (Eka Afriana et al., 2023;
Takwim et al., 2022) and research (Gunawan
& Syahputra, 2020) that states that store
atmosphere positively and significantly
influences customer loyalty. This
demonstrates that the more Indomaret pays
attention to store atmosphere in its stores, the
greater the sense of loyalty, as customers feel
comfortable and want to shop there again.
Store atmosphere is a motivating factor for
customers to visit and even a reason for
returning (Pratama & Dewi, 2022).

Based on the results of the hypothesis
analysis conducted by the researcher, the
variable customer satisfaction has a positive
and significant influence on customer loyalty.
This positive and significant research finding
aligns with research by Indahsari et al. (2023),
Irma & Kristaung (2023), Pratiba (2020), and
Wijaya (2024), which suggests that customer
satisfaction has a positive and significant
influence on customer loyalty. This indicates
that the higher the level of customer
satisfaction, the stronger the loyalty.
Therefore, if Indomaret wants to increase
customer loyalty, it must prioritise customer
satisfaction levels. Customer satisfaction and
loyalty are crucial for increasing profits,
ensuring the company maintains good
customer relationships (Arifin et al., 2021).

Turning to the results of the hypothesis
analysis on the mediating variables, customer
satisfaction has a positive and significant
effect on the relationship between service
quality and customer loyalty. These results
indicate that service quality, through customer
satisfaction, has a positive and significant
mediating effect on customer loyalty. These
results align with research by Setiawan Ruslim
et al. (2023), Hizmuddin et al. (2023),
Pasianus & Kana (2021), and Dewi et al.
(2024), which shows that good service quality
will lead to customer satisfaction, which can
increase customer loyalty. This indicates that
the better the quality of service provided by
Indomaret, the higher customer satisfaction,
which ultimately increases customer loyalty.
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Efforts to improve service quality are crucial
for the sustainability of a business, as they can
increase customer satisfaction and loyalty
(Soelyono, 2024).

Based on the results of the hypothesis
analysis on the mediating variable, customer
satisfaction has a positive and significant
influence on the relationship between price
faimmess and customer loyalty. This is
evidenced by questionnaire responses
showing that 36.5% agreed with price fairness
and 14.5% strongly agreed; 36% agreed with
and 13.5% strongly agreed with customer
satisfaction; and 34% agreed with and 18%
strongly agreed with customer loyalty. These
results indicate that price fairness, through
customer satisfaction, has a positive and
significant mediating effect on customer
loyalty. This finding is in line with research by
Ramadhanti & Cahyono (2024), San et al.
(2022), and Adrian & Keni (2022), which
shows that price fairness influences customer
loyalty through customer satisfaction. This
suggests that if Indomaret wants to increase
customer satisfaction and loyalty, it is crucial
to consider whether the prices offered are
reasonable, have clear justification, and are
acceptable to customers. Thus, the more
reasonable the price given, the more
satisfaction will increase, while the satisfaction
obtained by customers can increase customer
loyalty (Rameli & Kempa, 2021).

CONCLUSION

1. The quality of service provided to
Indomaret customers in Pekalongan City
directly influences customer satisfaction.

2. Reasonable prices provided to Indomaret
customers in Pekalongan City directly
influence customer satisfaction.

3. The store atmosphere provided to
Indomaret customers in Pekalongan City
directly influences customer satisfaction.

4. The quality of service provided to
Indomaret customers in Pekalongan City
directly influences customer loyalty.

5. Reasonable prices provided to Indomaret
customers in Pekalongan City directly
influence customer loyalty.

6. The store atmosphere provided to
Indomaret customers in Pekalongan City
directly influences customer loyalty.

7. Customer satisfaction provided to
Indomaret customers in Pekalongan City
directly influences customer loyalty.

8. The quality of service provided to
Indomaret customers in Pekalongan City
indirectly influences customer loyalty.

9. Thereasonableness of prices provided to
Indomaret customers in Pekalongan City
indirectly influences customer loyalty
through customer satisfaction.

10. 10. The store atmosphere provided to
Indomaret customers in Pekalongan City
indirectly influences customer loyalty
through customer satisfaction.

REFERENCES

Aboiron, J., & Aubin, J. (2016). Influence of Store
Atmosphere on the Shopper's Behavior:
The Case of Yves Rocher. In Journal of
Business and Economics (Vol. 7, Issue 12).
http://www.academicstar.us

Adawiyah, R., Ridwan Basalamah, M., & Wahono,
B. (2022). Harga Promosi Dan Kualitas
Pelayanan Terhadap Konsumen Pada Mini
Market  Al-Khaibar. e-Jurnal Riset
Manajemen Prodi Manajemen.
www.fe.unisma.ac.id

Adrian, ., & Keni (2022). Pengaruh Food Quality
Dan Perceived Price Fairness Terhadap
Customer Loyalty Dengan Customer
Satisfaction Sebagai Variabel Mediator.
Jurnal Manajemen Bisnis Dan
Kewirausahaan/Vol. 7/ No. 2.

Ahmed, S., Al Asheq, A., Ahmed, E., Chowdhury,
U. Y., Sufi, T., & Mostofa, M. G. (2022). The
intricate relationships of consumers’ loyalty
and their perceptions of service quality, price
and satisfaction in restaurant service. TQM
Journal.  https://doi.org/10.1108/TQM-06-
2021-0158

Aina Mardhiyah, K., & Rahayu Tri Astuti, S. (2021).
Pelanggan Sebagai Variabel Mediasi (Studi
Kasus pada Pelanggan GoFood di Kota
Semarang). Diponegoro  Journal  Of
Management, 10(3), 1-12. http://ejournal-
s1.undip.ac.id/index.php/dbr

Ainiyah, E. K., Khurrotul, E., Program, A.,
Manajemen, S., Ekonomi, F., Nur, A., &
Program, K. (2023). Perbandingan Store
Image Dan Store Atmosphere Pada Toko
Pelangi Stationery Dan Toko Mm Rizky
Abadi Stationery. In Jurnal Manajemen
Bisnis dan Akuntansi (Vol. 2, Issue 1).

Akbar, R., & Am, A. N. (2022). Peran Kepuasan
Pelanggan Dalam Memediasi Pengaruh
Kualitas Pelayanan Dan Citra Merek
Terhadap Loyalitas Pelanggan (Studi Kasus
Di Kampar Bakery Bangkinang). Jurnal
Manajemen, 18(2), 194-224.
https://doi.org/10.25170/jm.v2i18.1832

Andini, M. P., Agus Buniarto, E., Agus, N., &
Zamzam, N. (2024). Pengaruh Price
Fairness Dan Service Quality Terhadap
Customer Loyalty Dengan Customer
Satisfaction Sebagai Variabel Intervening
Pada Layanan Maxim Bike Di Kediri. Neraca
Manajemen, Ekonomi, 4.
https://doi.org/10.8734/mnmae.v1i2.359

™Correspondence to :
wentyaasagita@gmail.com

Received: Agustus 2025.
Revised: Oktober 2025
Accepted: Januari 2026



JURNAL AKUNTANSI, MANAJEMEN DAN EKONOMI , Vol.28, No.2, 2025, pp. 9 - 23.

Arifin, F. N., & Budiarti, A. (2021). Pengaruh
Promosi Dan Kualitas Layanan Terhadap
Loyalitas Pelanggan Dimediasi Kepuasan
Pelanggan Sakinah Supermarket Surabaya.
Jurnal limu dan Riset Manajemen.

Azhari, A., Firman, A., Khalik, A., & Oktaviani, A. R.
(2023). The Effect of Location, Product

Diversity, and Store Atmosphere on
Increasing Customer Satisfaction.
Advances in Business & Industrial
Marketing Research, 1(3), 108-116.

https://doi.org/10.60079/abim.v1i3.136

Bayu, D., Putra, A.,, & Purwanto, S. (2023).
Pengaruh Experiental Marketing Dan Price
Fairness Terhadap Loyalitas Customer
Patio Coffee Hub Kota Surabaya The
Influence Of Experiental Marketing And
Price Fairness On Customer Loyalty At
Patio Coffee Hub, Surabaya City. In Jurnal
Pertanian Agros (Vol. 25, Issue 3).

Cakici, A. C., Akgunduz, Y., & Yildirim, O. (2019).
The impact of perceived price justice and
satisfaction on loyalty: the mediating effect
of revisit intention. Tourism Review, 74(3),
443-462. https://doi.org/10.1108/TR-02-
2018-0025

Calisir, N., Basak, E., & Calisir, F. (2016). Key
drivers of passenger loyalty: A case of
Frankfurt-Istanbul flights. Journal of Air
Transport Management, 53, 211-217.
https://doi.org/10.1016/j.jairtraman.2016.03.
002

Catur lbnu, M., Santi Paramita, V. (2024). Studi
Manajemen, P., Ekonomi dan Bisnis, F., &
Jenderal Achmad Yani, U. Oikos: Jurnal
Kajian Pendidikan Ekonomi dan Ilimu
Ekonomi.

Dam, S. M., & Dam, T. C. (2021). Relationships
between Service Quality, Brand Image,
Customer Satisfaction, and Customer
Loyalty. Journal of Asian Finance,
Economics and Business, 8(3), 585-593.
https://doi.org/10.13106/jafeb.2021.vol8.no
3.0585

Dedeoglu, B. B., & Demirer, H. (2015). Differences

in service quality perceptions of
stakeholders in the hotel industry.
International Journal of Contemporary

Hospitality Management, 27(1), 130-146.
https://doi.org/10.1108/IJCHM-08-2013-
0350

Dewi, I. K., Kartawan & Apip, S. (2024). Pengaruh
Kualitas Pelayanan Dan Harga Terhadap
Loyalitas Pelanggan Dengan Kepuasan
Pelanggan Sebagai Variabel Intervening.
Jurnal Bisnis dan Manajemen
(JURBISMAN) Vol. 2, No. 3

Dewi, L. (2020). Customer Loyalty, Through
Customer Satisfaction In Customers Pt.
Xyz. Jurnal Aplikasi Manajemen, 18(1),
189-200.
https://doi.org/10.21776/ub.jam.2020.018.0
1.19

Dhasan, D., & Aryupong, M. (2019). Effects Of
Product Quality, Service Quality And Price
Fairness On Customer Engagement And
Customer Loyalty. In ABAC Journal (Vol. 39,
Issue 2).

Doly Nofiansyah, Riska Nurharita, Amir Salim,
Saprida, & Chandra Satria. (2024). The
Influence of Consumer Price Perceptions
and Service Quality on Purchasing
Decisions (Case Study of Traders at Kuto Ilir
Timur li Market, Palembang). Indonesian
Journal of Advanced Research, 3(3), 381—
388. https://doi.org/10.55927/ijar.v3i3.8573

Efendi, N., Lubis, T.W.H., & Ginting, S. O,. (2023).
Pengaruh Citra Merek, Promosi, Kualitas
Pelayan Dan Store Atmosphere Terhadap
Kepuasan Konsumen. Jurnal
Ekonomi/Volume 28, No. 02

Eka Afriana, A., Sulistyawati, L., Pembangunan, U.,
Veteran, N. ", & Timur, J. (2023). The Effect
of Store Atmosphere on Customer Loyalty
At Ludic Café (Study On Consumers Of
Ludic Café Kendangsari, Surabaya)
Pengaruh Store Atmosphere Terhadap
Loyalitas Pelanggan Pada Ludic Café (Studi
Pada Pelanggan Ludic Café Kendangsari,
Surabaya). In Management Studies and
Entrepreneurship Journal (Vol. 4, Issue 2).
http://journal.yrpipku.com/index.php/msej

Erlangga, J., Suhud, U., & Monoarfa, T, A,. (2023).
Analisis Kualitas Jasa, Persepsi Keadilan
Harga, Dan Persepsi Kebersihan Terhadap
Loyalitas Pelanggan Pengguna Jasa
Pangkas Rambut Asli Garut Di Depok.
Indonesian Journal of Economy, Business,
Entrepreneuship and Finance,(Volume 3,
No. 1). https://doi.org/10.53067/ijebef

Fadhila, A., Nazir, |., & Kristaung, R. (2024).
Hubungan antara Service Quality, Brand
Image, Consumer  Stisfaction, dan
Consumer Loyalty terhadap Konsumen
Supermarket di DKI Jakarta. Robert
Kristaung INNOVATIVE: Journal Of Social
Science Research, 4, 14559-14568.

Fatmawati, B. (2021). Pengaruh Store Atmosphere,

Food Quality, Service Quality, Dan
Perceived Value Terhadap Customer
Satisfaction (Doctoral dissertation,

Universitas Putra Bangsa).

Fernandes, A. (2021). Pengaruh Kualitas Layanan
Terhadap Loyalitas Pelanggan Pada
Alfamart Kayuagung. Program  Studi
Manajemen. Fakultas Ekonomi dan Bisnis,
Universitas Muhammadiyah Palembang.
http://jurnal.um- palembang.ac.id/motivasi

Flores, A. F., De Sousa Saldanha, E., & Vong, M.
F. (2020). The Effect of Customer
Satisfaction Mediation for the Relationship
Between Service Quality and Customer
Loyalty. In Journal of Business and
Management (Vol. 2).
https://tljpbm.org/jurnal/index.php/tljbm56

Furoida, F., & Maftukhah, I. (2018). The Influence
Of Service Quality And Store Atmosphere

™Correspondence to :
wentyaasagita@gmail.com

Received: Agustus 2025.
Revised: Oktober 2025
Accepted: Januari 2026



JURNAL AKUNTANSI, MANAJEMEN DAN EKONOMI , Vol.28, No.2, 2025, pp. 9 - 23.

On Customer Loyalty Through Customer
Satisfaction. Management Analysis Journal,
7(2). http://maj.unnes.ac.id

Habaragoda, S. (2021). Service Quality And
Customer  Satisfaction: An  Empirical
Evaluation Of Rsgs In Sri Lankan
Supermarkets. Journal of Insurance and
Finance Volume I Issue I
https://orcid.org/0000-0001-9426-4426

Harsha, N, M., Ridha Siregar, M,. (2020). Pengaruh
Food Quality, Service Quality Dan Price
Fairness Terhadap Repatronage Intention
Yang Dimediasi Oleh Customer Satisfaction
Pada Kantin Makanan Jepang Hana Di
Banda Aceh. Jurnal limiah Mahasiswa
Ekonomi Manajemen Terakreditasi
Peringkat, 4(3), 530-549.
http:jim.unsyiah.ac.id/ekm

Hendri, H., Haryono, B., & Saparso, S. (2021).
Effect Of Service Quality On Customer
Loyalty Mediated By Customer Satisfaction
Pt. Maybank Indonesia Finance Jakarta
Branch. Journal of Humanities, Social

Science, Public  Administration and
Management (HUSOCPUMENT), 1(4),
202-211.
https://doi.org/10.51715/husocpument.v1i4.
128

Hismuddin, M., Hafiz, Arifin, R., Afi., & Slamet, R.
(2019). Pengaruh Kualitas Produk, Harga,
Store Atmosphere, Promosi Dan Kualitas
Pelayanan Terhadap Keputusan Pembelian
Di Swalayan Mahkota Gresik (Studi Kasus
Pada Konsumen Swalayan Mahkota). e-
Jurnal Riset Manajemen Prodi Manajemen.
www.fe.unisma.ac.id

Indahsari, L. N., Arif, M., & Harahap, R. D. (2023).
Pengaruh Experiental Marketing Dan

Customer Value Terhadap Customer
Loyalty Melalui Customer Satisfaction
Sebagai  Variabel Intervening Pada

Pelanggan Café. Jurnal Ekonomika Dan
Bisnis (JEBS), 3(2), 253-263.
https://doi.org/10.47233/jebs.v3i2.775

Irma, D., & Kristaung, R. (2023). Pengaruh Service
Quality, Brand Image, Dan Costumer
Satisfaction Terhadap Costumer Loyalty.
Ekonomi Digital, 2(1), 31-38.
https://doi.org/10.55837/ed.v2i1.57

Jalil, N. A. A, Fikry, A., & Zainuddin, A. (2016). The
Impact of Store Atmospherics, Perceived
Value, and Customer Satisfaction on
Behavioural Intention. Procedia Economics
and Finance, 37, 538-544.
https://doi.org/10.1016/s2212-
5671(16)30162-9

Kurniawan, K. A., & Fitriyah, Z. (2024). Pengaruh
Store Atmosphere dan Kualitas Pelayanan
terhadap Keputusan Pembelian di Coffee
Shop Samata House Surabaya. Reslaj:
Religion Education Social Laa Roiba
Journal Volume 6 Nomor 3.
https://doi.org/10.47476/reslaj.v6i3.5038

Kusuma, A. Y., & Chamariyah, C. (2023). Pengaruh
Promosi Dan Kualitas Layanan Terhadap
Keputusan Pembelian Produk Yang
Dimediasi Oleh Loyalitas Pelanggan (Studi
Pada Pelanggan Minimarket Indomaret
Wilayah Sampang). Jurnal Manajerial
Bisnis, 6(2), 84-94.
https://doi.org/10.37504/jmb.v6i2.493

Kusumawati, A., & Rahayu, K. S. (2020). The effect
of experience quality on customer perceived
value and customer satisfaction and its
impact on customer loyalty. TQM Journal,
32(6), 1525-1540.
https://doi.org/10.1108/TQM-05-2019-0150

Laksana, A, |, P., & Hirawati, H,. (2022). Pengaruh
Harga, Kualitas Produk, Dan Kualitas
Pelayanan Terhadap Loyalitas Pelanggan
Pada Larissa Aesthetic Cabang Magelang.
TRANSEKONOMIKA: Akuntansi, Bisnis dan
Keuangan Volume 2 ISSUE 5.
https://transpublika.co.id/ojs/index.php/Tran
sekonomika

Lidya, V., & Pasaribu, D. (2020). Pengaruh Store
Atmosphere Terhadap Keputusan
Pembelian Pada Restoran De’cost Giant
Pamulang Square Tangerang Selatan.
Manaijerial (Vol. 12, Issue 2).
http://ejournal.upi.edu/index.php/manajerial
/ll

Linardi, E. (2020). Pengaruh service quality
terhadap customer loyalty dengan overall
customer satisfaction sebagai variabel
intervening di BCA Rungkut Surabaya.
Jurnal Strategi Pemasaran, 7(1), 12-12

Madiistriyatno, H., & Nurzaman, F. (2020). The
Impact of Product Quality and Price on
Consumer Satisfaction of PD Jamu Seduh
Utama Pamanukan. International Journal of
Progressive Sciences and Technologies
(IJPSAT, 23(2), 639-643. http://ijpsat.ijsht-
journals.org

Mahsyar, S., & Surapati, U. (2020). Effect Of
Service Quality And Product Quality On
Customer  Satisfaction And Loyalty.
Business and Accounting Research
(JEBAR) Peer Reviewed-International
Journal, 4. https://jurnal.stie-
aas.ac.id/index.php/IJEBAR

Marso., & Idris, R. (2022). Impact of Store
Atmosphere on Customer Loyalty through
Perceived Quality and Satisfaction: An
Evidence from Boutique Industry in
Tarakan. Petra International Journal of
Business Studies, 5(2), 186-197.
https://doi.org/10.9744/ijbs.5.2.186-197.

Massa, L, E., Tumbel, A, L., & Jorie, R, J. (2022).
The Influence Of Standard Operating
Procedure, Amenities, And Work Discipline
Toward Employee Performance In Noongan
Rsud. Jurnal EMBA Vol. 10 No. 1.

Meesala, A., & Paul, J. (2018). Service quality,
consumer satisfaction and loyalty in
hospitals: Thinking for the future. Journal of
Retailing and Consumer Services, 40, 261—

™Correspondence to :
wentyaasagita@gmail.com

Received: Agustus 2025.
Revised: Oktober 2025
Accepted: Januari 2026



JURNAL AKUNTANSI, MANAJEMEN DAN EKONOMI , Vol.28, No.2, 2025, pp. 9 - 23.

269.
https://doi.org/10.1016/j.jretconser.2016.10.
011

Mehta, A. M. (2020). How Brand Image And
Perceived Service Quality Affect Customer
Loyalty Through Customer Satisfaction. In
Academy of Marketing Studies Journal (Vol.
24, Issue 1).

Mohamed Ali, O. (2020). The Roles of
Relationships and Service Quality as
Drivers of Customer Loyalty: An Empirical
Study. Open Journal of Social Sciences,
08(04), 14-32.
https://doi.org/10.4236/jss.2020.84002

Mufid, A. F., & Syaefulloh, S. (2023). Pengaruh
Service Quality dan Discount Price
Terhadap Purchase Decision Melalui
Customer Satisfaction pada Minimarket di
Kota Pekanbaru. Al Qalam: Jurnal limiah
Keagamaan Dan Kemasyarakatan, 17(6),
3834.
https://doi.org/10.35931/aq.v17i6.2816

Muhammad Shahid, R., Halim, F., Shehzad, A.,
Commer Soc Sci, P. J., & Muhammad
Shahid Yaqub, R. (2019). Effect of Service
Quality, Price Fairness, Justice with Service
Recovery and Relational Bonds on
Customer Loyalty: Mediating Role of
Customer Satisfaction. In Pakistan Journal
of Commerce and Social Sciences (Vol. 13,
Issue 1). PJCSS.
http://hdl.handle.net/10419/196187

Munawaroh, M., & Simon, Z. Z. (2023). The
Influence of Store Atmosphere, Service
Quality, Product Quality, and Price on
Customer  Satisfaction. Research of
Business and Management, 1(1), 35-44.
https://doi.org/10.58777/rbm.v1i1.21

Mustofa, A., Rimawan, E., & Mulyanto, A. D. (2017).
The Influence of Product Quality, Service
Quality and Trust on Customer Satisfaction
and lts Impact on Customer Loyalty (Case
Study PT ABC Tbk). International Journal of
Scientific & Engineering Research, 8(7).
https://doi.org/10.13140/RG.2.2.29557.939
25

Naini, N. F., Sugeng Santoso, Andriani, T. S.,
Claudia, U. G., & Nurfadillah. (2022). The
Effect of Product Quality, Service Quality,
Customer Satisfaction on Customer Loyalty.
Journal of Consumer Sciences, 7(1), 34-50.
https://doi.org/10.29244/jcs.7.1.34-50

Nasruddin & Rahman, M. A. (2023). Pengaruh
Service Quality terhadap  Customer
Satisfaction pada Layanan Jasa Go-Jek di
Kota Palopo. Jurnal Manajemen Perbankan
Keuangan Nitro, 6(1), 26-38

Nanggong, A., Mohammad, A., Sabila, A., &
Achmad Nadjamuddin, J. (2022).
Leveraging Customer Experience, Brand
Image and Store Atmosphere for Millennials
Loyalty: An Empirical Analysis of Mediation
Article Information. In Management Analysis
Journal. http://maj.unnes.ac.id

Ndengane, R. M., Mason, R. B., & Mutize, M.
(2021). The influence of store atmospherics
on customers’ satisfaction at selected South
African retail rets. In Innovative Marketing
(Vol. 17, Issue 1, pp. 26-39). LLC CPC
Business Perspectives.
https://doi.org/10.21511/IM.17(1).2021.03

Ni Komang Prastiti Dewi, & Hariyadi Triwahyu
Putra. (2024). Pengaruh Store Atmosphere
dan Price terhadap Customer Loyalty yang
Dimediasi  Customer Satisfaction di
Transmart Bandung dan Cimahi. Jurnal
Intelektualita: Keislaman, Sosial Dan Sains,

13(1), 129-137.
https://doi.org/10.19109/intelektualita.v13i1.
22885

Noor, M. (2022). The effect of e-service quality on
user satisfaction and loyalty in accessing e-

government  information.  International
Journal of Data and Network Science, 6(3),
945-952.

https://doi.org/10.5267/.ijdns.2022.2.002

Nugroho, F, F., Budiharjo, A., & Muhardono, A,.
(2022). Pengaruh Food Quality, Service
Quiality, Price, Dan Experiential Marketing
Terhadap Kepuasan Pelanggan (Studi
Kasus Pada Warung Makan Kampung Jawa
- Pawone Simbah). Prosiding Seminar
Nasional Feb Unikal.

Nurhajijah, S., Dewi, I. R., & Aisy, R. (2022). The
Influence of Service Quality and Store
Atmosphere on Customer Satisfaction at
Vocational High School Business Center in
Cirebon. Manajemen Bisnis, 12(01), 52—-61.
https://doi.org/10.22219/mb.v12i01.15481

Nurhayati, S., & Wenti, D., Sunarjo, A. (2015).
Pengaruh  Kualitas Layanan Internet
Banking Secara Keseluruhan Terhadap
Kepuasan Pelanggan (Studi Kasus pada
Bank BNI Pekalongan) The Influence Of
Overall Internet Banking Service Quality To
Customer’s Satisfaction ( A Case Study on
Bank BNI Pekalongan ).

Nurrofi, A. (2021). Analisis Faktor-Faktor yang
Mempengaruhi Kepuasan Pelanggan di
Indomaret Hayam Wuruk Purwodadi. Jurnal
lImiah Aset, 23(2), 97-107.
https://doi.org/10.37470/1.23.2.180

Pasianus, O., & Kana, A. A,. (2021). Pengaruh

Kualitas Layanan Terhadap Loyalitas
Pelanggan Melalui Kepuasan Sebagai
Variabel Intervening Pada Swalayan

Pamella Enam Yogyakarta. Cakrawangsa
Bisnis Vol. 2, No. 2

Paul, J., Sankaranarayanan, K. G., & Mekoth, N.
(2016). Consumer satisfaction in retail
stores: theory and implications. International
Journal of Consumer Studies, 40(6), 635—
642. https://doi.org/10.1111/ijcs.12279

Pelesia Siahu, L., E Saerang, D. P., & Tasik, H. H.
(2017). Analyzing How Store Image
Dimension Affects Consumer Spending. (A
Case Of Giant Ekstra And Transmart
Carrefour In Manado) Analisa Bagaimana

™Correspondence to :
wentyaasagita@gmail.com

Received: Agustus 2025.
Revised: Oktober 2025
Accepted: Januari 2026



JURNAL AKUNTANSI, MANAJEMEN DAN EKONOMI , Vol.28, No.2, 2025, pp. 9 - 23.

Citra Toko Mempengaruhi Pengeluaran
Konsumen. (Studi Kasus Pada Giant Ekstra
Dan Transmart Carrefour Di Manado).
Jurnal EMBA, 5(3), 4065—4074.

Popova, D, & Miteva, N,. (2022). Impact Of
Customer Satisfaction On Customer Loyalty
In A Restaurant. Fifth International Scientific

Conference. DOI
https://www.doi.org/10.46763/YFNTS22511
78p

Pratama, E. C., & Dewi, C. K. (2022). Pengaruh
Store Atmosphere Terhadap Customer
Loyalty Melalui Satisfaction (studi Pada
Gehenna Kopi). eProceedings of
Management, 9(2)

Putri, C, A., & Arifin, U,. (2023). Pengaruh Suasana
Toko (Store Atmosphere) Terhadap
Keputusan Pembelian Pada Warung Podo
Tresno di JI. Medan - Banda Aceh Pasar 8,5
Tanjung Beringin Kecamatan Hinai -
Langkat. Pros. SemNas. Peningkatan Mutu
Pendidikan, 4(1): 5-8.

Pojoh, L. S. A., & Kindangen, P. (2019). The
Influence Of Product Diversity And Store
Atmosphere On Customer Satisfaction At
Miniso Manado Pengaruh Keragaman
Produk Dan Suasana Toko Terhadap
Kepuasan Pelanggan Di Miniso Manado.
Jurnal EMBA, 7(4), 4543—-4551.

Prasyanti, P. A., Ningrum, N. R., & Basri, A. .
(2021). Pengaruh StoreAtmosphere,
Kualitas Produk, Kualitas Pelayanan, dan
Kepuasan Pelanggan Terhadap Loyalitas
Pelanggan.  Equilibrium  :Jurnal  limu
Manajemen, 1(1), 16-23.
https://journal.actualinsight.com/index.php/
equilibrium/article/view/52

Pratama, A., & Dwi Agusthera, D. (2020). Analysis
Of The Effect Of Store Atmosphere And
Store Image And Store Location On
Customer Loyalty Through Purchase
Decision Customer Matahari Department
Store In Samarinda City. www.ijstr.org

Purwati, M., & Purwanto, H. (2022). Pengaruh
Persepsi Harga Dan Customer Trust
Terhadap Repurchase Intention Melalui
Customer Satisfaction Sebagai Variabel
Intervening (Studi Empiris  Indomaret
Seluruh Kota Madiun). Seminar Inovasi
Manajemen Bisnis dan Akuntansi (SIMBA) 4
Fakultas Ekonomi dan Bisnis Universitas
PGRI Madiun. https://www.topbrand-
award.com/top-brand-index

Rahmah, N., Kara, M. H., Bakry, M., & Muin, R.
(2021). Effect of Service Quality on
Customer Loyalty with Customer
Satisfaction as an intervening variable in
Shariah Hotel (Study at Pesonna Hotel in
Makassar, South Sulawesi). International
Journal of Multicultural and Multireligious
Understanding, 8(4), 224.
https://doi.org/10.18415/ijmmu.v8i4.2479

Ramadhanti, D. F., & Cahyono, E. (2024).
Pengaruh Islamic Branding, Price Fariness

dan Service Quality Terhadap Loyalitas
Pelanggan Yang Dimediasi Oleh Customer
Satisfaction (Studi Pelanggan Elisha Mart
Ngaliyan). Jurnal Akuntansi, Manajemen
dan lmu  Manajemen  (JASMIEN).
https://doi.org/10.54209/jasmien.v5i01.520

Rameli, D. G., & Kempa, S. (2021). Pengaruh Food
Quality, Service Quality, Store Atmosphere,
dan Price Fairness terhadap Customer
Satisfaction dan  Dampaknya pada
Customer Loyalty di Restoran Mie Gajah
Mada Sidoarjo. Agora, 9(2), 358394

Risfani, A. A., & lffitriah, A. M. (2024). Keputusan
Pembelian Kembali Produk Sociolla:
Ditinjau Dari Keadilan Harga, Risiko Dan
Nilai Yang Dirasakan. Jurnal MANOVA
Volume 7 Nomor 1.

Rizki Ramadan, M. (2024). The Influence Of
Service Quality And Customer Value On
Customer Loyalty. Mandat: Journal of
Politics, Government, and Public
Administration  Volume 1 Issue 2.
https://creativecommons.org/licenses/by-
nc-sal/4.0/

Rodiques, Y., & Rahanatha, G. B. (2018). Peran
Brand Trust Memediasi Hubungan Brand
Image Dengan Brand Loyalty (Studi Pada
Konsumen iPhone di Kota Denpasar). E-
Jurnal Manajemen Universitas Udayana,

7(3), 1310.
https://doi.org/10.24843/ejmunud.2018.v7.i
03.p07

Rusnendar, E., & Sofyan, R. A. (2020). Analisis
Service Quality Dan Store Layout Terhadap
Customer Satisfaction Pada Borma Cabang
Permata Cimahi". Economics Professional
in Action (E-Profit) Volume 2 No. 02.

Saputra, S., & Cinthya, L. (2024). Analysis of the
Impact of Product Quality and Service
Quality on Customer Loyalty mediated by
Customer Satisfaction on Bubble Tea Drink
Brands in Batam. In International Journal of
Economics Development Research (Vol. 5,
Issue 2).

Satrio, D., Sabana, C., & Kamalia, Y. (2021).
Pengaruh Dimensi Servicescape Terhadap
Loyalitas  Konsumen  Industri  Klinik
Kecantikan. Prosiding Seminar Nasional
Penelitian Dan Pengabdian Masayarakat,
6(1).
http://prosiding.unirow.ac.id/index.php/SNa
sPPM

Sebastian, J. J., & Pradana, B. I. (2023). Pengaruh
Store Atmosphere dan Price Fairness
Terhadap Customer Loyalty dengan
Customer Satisfaction sebagai Variabel
Mediasi. Jurnal Manajemen Pemasaran
Dan Perilaku Konsumen, 2(3), 768-781.
https://doi.org/10.21776/jmppk.2022.02.3.1
9

Setiawan Ruslim, T., Yulianti, F., Gita Hapsari, C.,
& Iskandar, D. (2023). Peran Customer
Satisfaction dalam Memediasi Service
Quality dan Brand Image terhadap

™Correspondence to :
wentyaasagita@gmail.com

Received: Agustus 2025.
Revised: Oktober 2025
Accepted: Januari 2026



JURNAL AKUNTANSI, MANAJEMEN DAN EKONOMI , Vol.28, No.2, 2025, pp. 9 - 23.

Customer Loyalty Super I*** di Jakarta (Vol.
21, Issue 3).
https://jurnal.ubd.ac.id/index.php/ds

Setyani, M. A. D., Saputra, M. H., & Rahmawati, F.
(2024). Pengaruh store atmosphere dan
customer value terhadap customer loyalty
melalui customer satisfaction sebagai
variabel intervening (Studi pada pelanggan
kafe Angkringan Mukti di Kabupaten
Kebumen). Volatilitas Jurnal Manajemen
dan Bisnis, 6(3)

Shaliza, Z. A., Salma, M., & Sihombing, S. (2024).
Analisis Pengaruh Price Fairness, Service
Quality dan Trust terhadap Customer
Satisfaction. In Mutiara Jurnal limiah
Multidisiplin Indonesia (Vol. 2, Issue 3).

- i i -
m“m " |

Sianturi, C. I., Rini, E. S., Sembiring, B. K. F., &
Tambun, J. M. S. (2019). The Influence of
Service Quality and Promotion on
Consumers’ Repurchase Decision with
Shopping Life Style as a Variable
Moderating at Franchise Minimarket in
Medan. International Journal of Research
and Review, 6, 32-39.

Siewanto, A., & Kezia, N,. (2022). Pengaruh

Service Quality Dan Price Fairness
Terhadap Customer Loyalty Melalui
Customer Experience Di Café Kopiria

Loabakung Samarinda. AGORA (Vol. 10).
Slack, N. J., & Singh, G. (2020). The effect of
service quality on customer satisfaction and
loyalty and the mediating role of customer
satisfaction: Supermarkets in Fiji. TQM
Journal, 32(3), 543-558.
https://doi.org/10.1108/TQM-07-2019-0187
Slack, N., Singh, G., & Sharma, S. (2020). The
effect of supermarket service quality
dimensions and customer satisfaction on
customer loyalty and disloyalty dimensions.
International Journal of Quality and Service

Sciences, 12(3), 297-318.
https://doi.org/10.1108/1JQSS-10-2019-
0114

Soebandhi, S., Wahid, A., & Darmawanti, |. (2020).
Service quality and store atmosphere on
customer satisfaction and repurchase
intention. BISMA (Bisnis Dan Manajemen),
13(1), 26.
https://doi.org/10.26740/bisma.v13n1.p26-
37

Soelyono, M. (2024). Pengaruh Service Quality
Terhadap Customer Loyalty Yang Dimediasi
Customer Satisfaction di e-Commerce. Ebid
: Ekonomi Bisnis Digital, 2(2),203-214

Sofiana, H., & Prihandono, D. (2019). Management
Analysis Journal Customer Satisfaction as
the Mediating Influence of Service
Recovery, Perceived Quality, and Price
Fairness on Indihome Triple Play Services
to Customer Loyalty. In Management
Analysis Journal (Vol. 8, Issue 3).
http://maj.unnes.ac.id

Sri Handayani, R., Kusuma Dewi, C., Studi
Administrasi Bisnis, P., & Komunikasi dan
Bisnis, F. (2020). Pengaruh Customer
Satisfaction, Calculative Commitment, Dan
Corporate Image Terhadap Attitudinal
Loyalty Dan Behavioral Loyalty Pada
Program Pasti Prima Pertamina (Studi Pada
Spbu Pasti Prima Wilayah Jakarta). In
Jurnal Sekretaris Dan Administrasi Bisnis
Journal homepage (Issue 1).
http://jurnal.asmtb.ac.id/index.php/jsab

Sudarnice. (2020). Pengaruh Kualitas Layanan
Dan Tingkat Kepuasan Pelanggan
Terhadap Loyalitas Pelanggan Pada
Minimarket Alfamidi Kolaka Effect Of
Service Quality And Customer Satisfaction
Level Of Customer Loyalty In Alfamidi
Kolaka Minimarkets. Dimensi, Vol. 9, No. 2.

Supriyanti Neneng, |., & Zega, A., (2024). Analisis
Kepuasan Pelanggan Dalam Memilih
Minimarket Di Kecamatan Sipora Utara.
JUKONI: Jurnal lImu Ekonomi dan Bisnis
Volume 01, Nomor 01,

Suwarsito, S., Ghozali, S., Setianingrum, H. W., &
Alawiyah, S. (2020). Quality of Service,

Satisfaction and The Effect towards
Customer Loyalty. Jurnal Manajemen
Bisnis, 7(1), 32-39.

https://doi.org/10.33096/jmb.v7i1.419
Takwim, R. I., Asmala, T., Johan, A., Tinggi, S., &
Bandung, I. A. (2022). Pengaruh kualitas
layanan dan store atmosphere terhadap
customer loyalty. Fair Value : Jurnal llmiah

Akuntansi dan Keuangan Volume 4,
Number 12.
https://journal.ikopin.ac.id/index.php/fairval

ue

Taufik, A., Santoso, S., Fahmi, M. |., Restuanto, F.,
& Yamin, S. (2022). The Role of Service and
Product Quality on Customer Loyalty.
Journal of Consumer Sciences, 7(1), 68—82.
https://doi.org/10.29244/jcs.7.1.68-82

Titin Herawaty, M., Rahman, A., Rohimah, L., lvan
Taruna, H., Dwi Styaningrum, E., &
Suleman, D. (2022). The Influence of
Service Quality and Price on Alfamart

Consumer  Loyalty  with Customer
Satisfaction As Mediation Variables.
International Journal Of Social And

Management Studies (ljosmas).

Vannarajah, T. L., & Medis, A. (2022.). Social
Science and Humanities Journal Impact of
Customer Satisfaction on Customer Loyalty-
The Study on Supermarkets in the Jaffna
District. http://sshj.in/index.php/sshj/

Verawati, C. (2022). Pengaruh Harga Dan Kualitas
Pelayanan Terhadap Loyalitas Pelanggan
Minimarket Family Di Tambun Selatan.
Jurnal Manajemen Bisnis Tri Bhakti Vol. 1
No. 1.

Verrelie, F, C., & Agustiono. (2024). The Mediating
Effect of Consumer Satisfaction on the
Relationship Between Perceived Service
Quality, Perceived Price Fairness and

™Correspondence to :
wentyaasagita@gmail.com

Received: Agustus 2025.
Revised: Oktober 2025
Accepted: Januari 2026



JURNAL AKUNTANSI, MANAJEMEN DAN EKONOMI , Vol.28, No.2, 2025, pp. 9 - 23.

Loyalty in Excelso Surabaya. Jurnal limiah
Manajemen dan Bisnis (JIMBI), 5(2). DOI:
10.31289/jimbi.v5i2.5342

Wardani, Dini, S, A., & Sumiati. (2023). Pengaruh
Price, Service Quality, Dan Promotion
Terhadap Customer Satisfaction. Jurnal
Manajemen Pemasaran Dan Perilaku
Konsumen.

Xia, L., Monroe, K. B., Cox, J. L., Kent, ), Monroe,
B., & Jones, J. M. (2004). The Price Is

Unfairl A Conceptual Framework of Price
Fairness Perceptions. In Price Fairness
Perceptions / 1 Journal of Marketing (Vol.
68).

Yusup, A., & Mulyandi, M. R. (2023). Pengaruh
Customer Satisfaction dan Customer Trust
Terhadap Customer Loyalty Pada Rumah
Sakit X Di Gading Serpong Tangerang.
Jurnal Manajemen dan Ekonomi Kreatif,
1(1), 01-15.

™Correspondence to :
wentyaasagita@gmail.com

Received: Agustus 2025.
Revised: Oktober 2025
Accepted: Januari 2026



