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The purpose of this study was to determine the 
effect of store atmosphere, product diversity, 
electronic word of mouth and brand image on 
customer satisfaction at Gramedia Rita SuperMall 
Purwokerto. This type of research uses quantitative 
research and questionnaires as tools to collect 
research data. The population in this study were 
customers of Gramedia Rita SuperMall 
Purwokerto with a sample size of 117 people. The 
data analysis technique used was multiple linear 
regression analysis with the help of SPSS version 
25. The results showed that 1) Store atmosphere did 
not affect customer satisfaction at Gramedia Rita 
SuperMall Purwokerto, 2) Product diversity had a 
positive effect on customer satisfaction at 
Gramedia Rita SuperMall Purwokerto, 3) 
Electronic word of mouth had a positive effect on 
customer satisfaction at Gramedia Rita SuperMall 
Purwokerto, and 4) Brand image had a positive 
effect on customer satisfaction at Gramedia Rita 
SuperMall Purwokerto. 
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INTRODUCTION 
Bookstores are a means of distributing knowledge that plays an important 

role in supporting the improvement of literacy and the quality of public 
education (Sarpan et al., 2023). The existence of bookstores functions as a place 
that provides various reading resources, including educational books, academic 
references, and self-development reading materials (Basirang & Aprianti, 2021). 
By providing a diverse range of books, bookstores help people gain access to the 
information and knowledge needed to support learning and intellectual 
development. The role of bookstores is closely related to the function of books as 
the primary medium for conveying knowledge (Wahyono, 2022). 

Books are educational tools and informational resources that play a 
strategic role in the development of human civilization. Their role is particularly 
significant in driving progress in the education sector, as they enable the 
systematic and sustainable transfer of knowledge, cultural values, and 
intellectual skills (Adzkar et al., 2024). Books are also an important medium for 
developing critical thinking and broadening the horizons of students at various 
levels of education. As the quality of education in Indonesia improves, marked 
by the growth in education participation rates and increased public literacy, the 
demand for books is showing a positive growth trend (Rahmayanti et al., 2024). 
According to Ekawati & Sha (2019) In order to win in the business world, it is 
necessary to implement the right strategy to increase competitive advantage over 
competitors. In Indonesia, there are many bookstores that can be found, such as 
Gramedia, Periplus, and Togamas, which are the largest bookstores that are quite 
well-known among the Indonesian public (Rayyan & Paryanti, 2021). 

Gramedia is the largest bookstore in Indonesia with 113 branches spread 
throughout Indonesia, not onlyiescaped fromicompetition 
betweenibookstoreiothers thatibe in each and everyicities in Indonesia(Rayyan & 
Paryanti, 2021). Based on data from the Top Brand Award (www.topbrand-
award.com), Gramedia bookstore is listed as the top brand in the bookstore 
category in Indonesiaifor fiveiconsecutive years,inamely fromi2019 to 2023. 
However, the Gramedia brand index has shown a decline in the last three years. 

Gramedia holds the top position in the Indonesian bookstore industry, 
reflecting its brand strength and broad market reach. However, as competition 
in the book retail industry grows, Gramedia's sales have declined year after year. 
This indicates a shift in customer preferences, with consumers increasingly 
considering alternative brands to meet their book needs. The increasing number 
of competitors, both through physical bookstores and digital sales platforms, 
provides consumers with more choices. This situation has implications for 
increased competition and the potential for customer loss. 

The decline in sales indicates that there is increasingly strong competitive 
pressure, so that Gramedia's position as market leader faces challenges in 
maintaining it. Based on this phenomenon, Gramedia was chosen as the research 
object because it represents a book retail company with a high level of 
competition and significant changes in consumer behavior. Furthermore, 
Gramedia's position as a market leader makes this company relevant for study 

http://www.topbrand-award.com/
http://www.topbrand-award.com/
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to understand the factors influencing purchasing decisions and customer loyalty 
amidst the increasing intensity of competition in the bookstore industry. 

Customer satisfaction is a measure of the extent to whichiwhere are the 
customersifeel satisfied towards a company or organization's products, services, 
or experiences (Putri et al., 2024). According to Fatihudin & Firmansyah (2019) 
Customer satisfaction is an indicator used to measure the extent to whichiwhere 
are the customersifeel satisfiedior happy aboutiproduct oriservices thatithey 
acceptifrom aiCompany. In line with the opinion Gunawan & Watulandi (2024) 
Customer satisfaction is the level of satisfaction felt by consumers after 
interacting with or using a product or service provided by a company. Customer 
satisfaction is an important factor in building and maintaining long-term 
relationships between a company and its customers (Chandra, 2024). 
Levelisatisfaction thatinot highionly increase sales levels, butialso has the 
potential to generate positive recommendations that can strengthen brand image 
and attract new customers (Rahayu, 2024). 

Wrongione factoriwhich caniincreaseicustomer satisfactioninamely store 
atmosphere (Rahmi et al., 2024). According to Ilham et al., (2024) Store 
atmosphere is a combination of various physical elements found within a store, 
such as architectural design, room layout, signage and product displays, use of 
color, lighting, room temperature, sound, and aroma. Meanwhile, according to 
Kurniawan & Suhermin (2024) Store atmosphere is the result of a combination of 
various physical characteristics of the store, such as architectural design, room 
layout, lighting, product visual display, color selection, room temperature, 
background music, and aroma. Research conducted by Rahakbauw & Nugraha 
(2024), Fauzi & Amri (2024), Rahmi et al., (2024) And Indahsari & Bangun (2024) 
stated that store atmosphere has a positive effect on customer satisfaction. 
However, research conducted by Princess & Pratiwi (2024) And Harahap et al., 
(2024) stated that store atmosphere does not affect customer satisfaction. 

The second factor that can influence customer satisfaction is product 
diversity.(Pramesti et al., 2021). According toSholichah & Mardikaningsih 
(2024)Product diversity includes the various variations offered by a product, 
which include differences in type, design, color, and certain features, which aim 
to meet various consumer preferences and needs. Meanwhile, according toKotler 
& Keller (2021)Product diversity refers to the entire collection of products and 
goods available for sale by a particular seller. Research conducted by Sari et al., 
(2024), Sholichah & Mardikaningsih (2024), Sinaga et al., (2024) And Indriani et 
al., (2024) stated that product diversity has a positive effect on customer 
satisfaction. However, research conducted byNaura & Tjahjaningsih (2024) And 
Pandango et al., (2024) stated that product diversity does not affect customer 
satisfaction. 

The third factor that can influence customer satisfaction is electronic word 
of mouth (Ulhaq et al., 2024). According to Handoko & Melinda (2021) Electronic 
Word of Mouth (EWOM) is a statement, whether positive or negative, that is 
perceived by consumers, either previous or current, regarding a product, 
company, or service that is available to the public via the internet.Peresearch 
conducted byTantriana & Widiartanto (2019),Itasari et al., (2020),Pasaribu & 
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Yuliawati (2019)AndAzhar et al., (2021)stated that Electronic Word of Mouth has 
a positive effect on customer satisfaction. However, research conducted byLay & 
Marvianta, (2023)AndMufashih et al., (2022)stated that Electronic Word of 
Mouth has no effect on customer satisfaction. 

The fourth factor that can influence customer satisfaction is Brand Image 
(Fiqihta et al., 2019) Store Atmosphere Whichgood, can attract consumers to want 
to use the product in determining customer satisfaction. According toKotler et 
al., (2018)Brand image is an impression that exists in the minds of consumers 
regarding a brand that is formed by messages and consumer experiences 
regarding the brand, thus creating an image that exists in the minds of 
consumers. According to Huda (2020) A product's brand image is one of the 
things consumers pay attention to and consider when deciding to purchase a 
company's product. Research conducted bySantana & Keni (2020), Juan & 
Indrawati (2023), Oktavia & Hasanah (2022) And Qomariah & Wibowo (2019) 
stated that brand image has a positive effect on customer satisfaction. 
Meanwhile, research conducted by Junior et al., (2019) And Hidayani & Arief 
(2023)stated that brand image is notihave an impact onicustomer satisfaction.i 

Study This is a development of research from research conducted by 
Wardhani & Dwijayanti (2021) with the variables of store atmosphere and 
product diversity on customer satisfaction. Researchers added the electronic 
word of mouth variable to the research.Itasari et al., (2020) and brand image 
variables from the researchJuan & Indrawati (2023) because these two studies 
state that electronic word of mouth and Store Atmosphere positive influence and 
significant towards satisfaction customer. 
 
LITERATURE REVIEW 
Consumer Behavior Theory (CBT) 

Kotler (2016) explain the path consumer behavior theory Consumer behavior 
in making purchases and evaluating satisfaction is influenced by marketing 
stimuli and environmental stimuli which are then processed through the 
consumer's psychological characteristics before producing a response in the form 
of a decision and level of satisfaction.Kotler (2016)states that consumers will form 
perceptions, attitudes and evaluations based on experiences and information 
received from the marketing environment.. 

In this studystore atmosphereplays a role as a physical stimulus that 
influences customer comfort and perception while in the store, product diversity 
is related to the store's ability to meet customer needs and preferences, electronic 
word of mouth is a source of external information that shapes customer 
expectations and assessments, while brand image represents the image and 
brand associations embedded in the minds of customers. These four variables 
function as stimuli that influence consumer psychological processes and are 
reflected in the level of customer satisfaction at Gramedia Rita SuperMall. 
 
Customer Satisfaction 

Customer satisfaction is a measure of the extent to which customers are 
satisfied with a company or organization's products, services, or 
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experiences.(Putri et al., 2024). According to Fatihudin & Firmansyah (2019) 
Customer satisfaction is an indicator used to measure the extent to which 
customers feel satisfied or happy with the products or services they receive from 
a company. In line with the opinionGunawan & Watulandi (2024)which states 
that customer satisfaction is the level of satisfaction felt by consumers after 
interacting with or using products or services provided by a company. The 
indicators used to measure customer satisfaction according toIndrasari 
(2019)namely, 1) Conformity to expectations, 2) Willingness to recommend to 
others, and 3) Interest in returning. 
 
Store Atmosphere 

According to Ilham et al., (2024) Store atmosphere is a combination of 
various physical elements found within a store, such as architectural design, 
room layout, signage and product displays, use of color, lighting, room 
temperature, sound, and aroma. Meanwhile, according to Kurniawan & 
Suhermin (2024) Store atmosphere is the result of a combination of various 
physical characteristics of the store, such as architectural design, room layout, 
lighting, product visual display, color selection, room temperature, background 
music, and aroma. Indicators used to measure store atmosphere according 
to...Berman et al., (2018) namely, 1) Exterior, 2) General interior, 3) Store layout, 
and 4) Interior display. 
H1: Store atmospherehas a positive and significant effect on customer satisfaction 

 
Product Diversity 

According to Sholichah & Mardikaningsih (2024) Product diversity 
includes the various variations offered by a product, which include differences 
in type, design, color, and certain features, which aim to meet various consumer 
preferences and needs. Meanwhile, according to Kotler & Keller (2021) 
diversityiproduct refers toion the whole collectioniproducts and goods 
thatiprovided forisold by a sellericertain. Indicators used to measure product 
diversity according to Meithiana (2019) namely, 1) Various product sizes, 2) 
Various product types, 3) Various product materials, 4) Various product designs, 
and 5) Various electronic word of mouth. 
H2: Product diversity has a positive and significant effect on customer 

satisfaction. 
 
Electronic Word of Mouth 

According to Handoko & Melinda (2021) ElectroniciWord 
ofiMouthi(EWOM) isistatements, both positive and negativeiboth positive and 
negative,iperceived byiconsumers, both previous andicurrently, related to 
products, companies, or services that are publicly available via the internet. In 
line with the opinion Oktaviani et al., (2022) states that Electronic Word of Mouth 
(EWOM) is a dynamic and continuous process of exchanging information 
betweenipotential consumersiregarding the product,iservices, brands,ior 
companyiwhich caniaccessed byimany peopleiand institutionsithroughiinternet. 
Indicators used to measure electronic word of mouth according to Purbasari & 
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Respati (2024 )namely, 1) Intensity, 2) Valence of opinion, and 3) Characteristics 
of the message. 
H3: Electronic word of mouth has a positive and significant effect on customer 

satisfaction 
 
Brand Image 

Brand image good, can attract consumers to want to use the product in 
determining customer satisfaction. According to Kotler et al., (2018) Brand 
image is an impression that exists in the minds of consumers regarding a brand 
that is formed by messages and consumer experiences regarding the brand, thus 
creating an image that exists in the minds of consumers. According to Huda 
(2020) Product brand image is one of the things consumers pay attention to and 
consider when deciding to buy.iproductiCompany. Indicators used to measure 
brand imageaccording toLaili & Canggih (2021) namely, 1) Company Image, 2) 
User Image, and 3) Product Image. 
H4: Brand image has a positive and significant effect on customer satisfaction. 

 
 
 
 
 
 

 
 

Figure 1. Theoretical Framework 
 

METHODOLOGY 
This study uses a quantitative approach with a questionnaire as the main 

instrument for data collection. The population in this study were Gramedia 
customers at Rita Supermall Purwokerto. The determination of the sample size 
used Roscoe's theory because the population size was unknown. This theory 
states that the number of sample members should be at least 10 times the number 
of variables. However, in this study, the sample used was 117 respondents to 
obtain more valid data. The sampling method used was purposive sampling with 
the criteria of having purchased books at Gramedia twice. Data analysis used 
SPSS Version 25 software.. 
 
RESEARCH RESULTS 
Respondent Characteristics 

Respondent characteristics in this study included gender, age, domicile, 
occupation, and income. The characteristics of respondents in this study were: 

Table 1.Respondent Characteristics 
Characteristics Frequency Percentage 

Gender   

Man 39 33.3 
Woman 78 66.7 
Total 117 100 

Store Atmosphere(X1) 
H1 

Product Diversity (X2) 

EWOM (X3) 

Brand Image(X4) 

Customer Satisfaction 

(Y) 

H2 

H3 

H4 
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Age   

17-20 years 30 25.6 
21-25 years old 55 47.0 
26-30 years old 20 17.1 
> 30 years 12 10.3 
Total 117 100 

Domicile   

Banyumas 70 59.8 
Purbalingga 15 12.8 
Cilacap 12 10.3 
Banjarnegara 12 10.3 
Others 8 6.8 
Total 117 100 

Work   

Private sector employee 30 25.6 
Businessman 12 10.3 
Not Working/Student 40 34.2 
Other 35 29.9 
Total 117 100 

Income   

< 1 million 25 21.4 
1-3 million 60 51.3 
> 3 million 32 27.4 
Total 117 100 

 
Based on gender characteristics, the majority of respondents were female, 

namely 78 people (66.7%). This is likely due to the tendency of women to be more 
active in reading activities, purchasing books, and fulfilling academic and self-
development needs, resulting in a relatively higher frequency of visits to 
bookstores. Based on age characteristics, the majority of respondents were in the 
21–25 year age range, namely 55 people (47.0%). This is likely due to this age 
group being in the productive phase, especially students and early working 
years, who have a high need for reference books, supporting study reading, and 
other educational products. 

Based on domicile characteristics, the majority of respondents live in 
Banyumas, namely 70 people (59.8%). This is likely due to the location of 
Gramedia Rita SuperMall Purwokerto which is in the Banyumas area, making it 
more easily accessible to the local community compared to surrounding areas. 
Based on occupational characteristics, the majority of respondents are 
unemployed or students, namely 40 people (34.2%). This is likely due to the high 
need for academic books, stationery, and equipment to support learning 
activities. Based on income characteristics, the majority of respondents have an 
income in the range of 1–3 million rupiah per month, namely 60 people (51.3%). 
This is likely due to the middle-income group having purchasing power in 
accordance with the prices of products offered by Gramedia, especially for books 
and educational equipment. 
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Data analysis 
1. Validity Test 

Validity testing is the process of assessing how well a questionnaire or 
measurement instrument is able to accurately measure the variables that the 
researcher wants to study (Sugiyono, 2016). The method used in this test is the 
Pearson product-moment correlation, with a degree of freedom (df) of 117 and a 
significance level of α = 0.05, resulting in an r table value of 0.1816. The results of 
the validity test for each variable in this study are listed in the following table: 

Table 2.Validity Test 
Item rhitung rtable Information 

Y.1 0.785 0.1816 Valid 
Y.2 0.804 0.1816 Valid 
Y.3 0.803 0.1816 Valid 
Y.4 0.879 0.1816 Valid 
Y.5 0.792 0.1816 Valid 

X1.1 0.223 0.1816 Valid 
X1.2 0.752 0.1816 Valid 
X1.3 0.770 0.1816 Valid 
X1.4 0.719 0.1816 Valid 
X1.5 0.681 0.1816 Valid 
X1.6 0.400 0.1816 Valid 
X1.7 0.452 0.1816 Valid 
X1.8 0.302 0.1816 Valid 
X2.1 0.667 0.1816 Valid 
X2.2 0.648 0.1816 Valid 
X2.3 0.752 0.1816 Valid 
X2.4 0.729 0.1816 Valid 
X2.5 0.718 0.1816 Valid 
X2.6 0.680 0.1816 Valid 
X2.7 0.599 0.1816 Valid 
X2.8 0.281 0.1816 Valid 
X3.1 0.727 0.1816 Valid 
X3.2 0.799 0.1816 Valid 
X3.3 0.813 0.1816 Valid 
X3.4 0.782 0.1816 Valid 
X3.5 0.758 0.1816 Valid 
X3.6 0.443 0.1816 Valid 
X4.1 0.262 0.1816 Valid 
X4.2 0.552 0.1816 Valid 
X4.3 0.636 0.1816 Valid 
X4.4 0.497 0.1816 Valid 
X4.5 0.615 0.1816 Valid 
X4.6 0.679 0.1816 Valid 

 
From the table above, it can be seen that each statement in this research 

questionnaire obtained a calculated r value greater than the table r value, 
namely 0.1816. This result can be interpreted asiall itemsistatement thatiused 
forimeasuring variablesiin researchithis is consideredivalid. 
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2. TestiReliability 
Testireliability usedito assess consistencyiquestionnaire as an indicator of 

the variables being investigated (Sugiyono, 2016) A questionnaire is considered 
reliable if the Cronbach's alpha value is greater than 0.70. Conversely, if the 
Cronbach's alpha value is less than 0.60, the questionnaire is considered 
unreliable.(Azwar, 2012). The following are the results of the reliability table 
using the Cronbach alpha formula: 

Table 3.Reliability Test 
Variables Cronbach Alpha Criteria Information 

Customer Satisfaction (Y) 0.809 0.70 Reliable 
Store Atmosphere(X1) 0.724 0.70 Reliable 
Product Diversity (X2) 0.752 0.70 Reliable 
EWOM(x3) 0.771 0.70 Reliable 
Brand Image(X4) 0.711 0.70 Reliable 

 
The table above shows that all variables in this study are considered reliable 

because the Cronbach alpha coefficient value is greater than 0.70, namely 
Customer Satisfaction (0.809), Store Atmosphere (0.724), Product Diversity 
(0.752), Electronic Word of Mouth (0.771), and Brand Image (0.711). The results 
of this calculation conclude that all statements in the questionnaire are reliable as 
valid instruments for this study. 

 
3. TestiAssumptionsiClassic 

Testiclassical assumptionsihas a function in ensuringithatianalysis 
resultsiRegression is not affected by deviations that could affect the stability of 
the results. In this study, classical assumption testing includes examining data 
normality, multicollinearity, and heteroscedasticity. 

a. TestiNormality 
Test normality used to evaluate what is distribution from residual 

standardized in study this complies with the distribution normal or No(Ghozali, 
2018).iNormality testingiusing the testiKolmogorov-Smirnov. Dataiconsidered to 
be distributedinormal ifisignificance valueiThe p-value at the 0.05 level indicates 
results that meet the assumption of a normal distribution. The following table 
outputs the normality test results: 

Table 4.Normality Test 
Variables Asymp Sig Information 

Customer Satisfaction (Y) 

0.200 Normally Distributed 
Store Atmosphere(X1) 
Product Diversity (X2) 
EWOM(x3) 
Brand Image(X4) 

 
From the table it can be seen that the valueiAsymp.Sigi(2-tailed) 

ofitestiKolmogorov-Smirnovwhich is 0.200, exceeding the α value (0.05).iThus, the 
data used in this study is normally distributed, fulfilling the requirements to 
continue multiple linear regression analysis. 

b. Multicollinearity Test 
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The multicollinearity test is used to assessiis there any 
relationshipisignificant betweeniindependent variables oniregression 
model(Ghozali, 2018). Marki(VIF) and valueitoleranceused to determine the 
presence of multicollinearity symptoms in each independent variable. There is 
no multicollinearity if the VIF value is ≤ 10 and the tolerance value is > 0.10. 
Conversely, if the VIF value is > 10 and the tolerance value is < 0.10, this indicates 
the presence of multicollinearity. Resultsimulticollinearity testidisplayed 
initableifollowing: 

Table 5.Multicollinearity Test 
Variables Tolerance VIF Information 

Store Atmosphere(X1) 0.929 1,077 No Multicollinearity Occurs 
Product Diversity (X2) 0.280 3,576 No Multicollinearity Occurs 
EWOM(x3) 0.274 3,655 No Multicollinearity Occurs 
Brand Image(X4) 0.982 1,018 No Multicollinearity Occurs 

 
The table above shows no signs of multicollinearity among the independent 

variables used in this study. Based on the results of the multicollinearity test, the 
tolerance value for each variable is above 0.10, while the VIF value for each 
variable isilocated iniunder 10. Withithus, it caniit is concluded thatithere is 
noiindicationimulticollinearity betweeniindependent variableiusediiniThis 
study. These variables can be considered valid as independent variables in 
regression analysis. 

c. Heteroscedasticity Test 
The heteroscedasticity test is used to evaluate the unevenness of variance 

inimodeliregression. The regression model is consideredigood ifithere is 
noiheteroscedasticity(Ghozali, 2018). Symptoms of heteroscedasticity can be 
detected using the Glejser test. The test results conclude that there is no 
heteroscedasticity problem if the independent variable has a significant 
value.˃0.05. The following table shows the output results of the 
heteroscedasticity test: 

Table 6.Heteroscedasticity Test 
Variables Sig Information 

Store Atmosphere(X1) 0.396 No Heteroscedasticity Occurs 
Product Diversity (X2) 0.429 No Heteroscedasticity Occurs 
EWOM(x3) 0.702 No Heteroscedasticity Occurs 
Brand Image(X4) 0.221 No Heteroscedasticity Occurs 

 
Markisignificance for eachivariables onistudyithis is moreibig fromi0.05. 

Resultsiheteroscedasticity testishow valueisignificance for variablesiStore 
Atmosphere(0.396),idiversity variablesiproduct (0.429), electronic word of mouth 
variable (0.702) and brand image (0.221) which shows thatithere is 
noiheteroscedasticity inithis regression model. 

 
4. AnalysisiLinear RegressioniMultiple 

Followingianalysis calculation tableilinear regressionimultiple 
useiprogramiSPSS: 
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Table 7.Multiple Linear Regression Analysis 

Variables 
Regression 
Coefficient 

T Statistics Sig 

Constant 0.145   
Store Atmosphere(X1) -0.043 -0.507 0.613 

Product Diversity (X2) 0.391 2,758 0.007 

EWOM(x3) 0.509 4,062 0,000 

Brand Image(X4) 0.147 2,370 0.019 

RSquare 0.586   

 
Based on multiple linear regression analysis, it can be explained that 

customer satisfaction is influenced by the variables of store atmosphere, product 
diversity, electronic word of mouth, and brand image. A constant value of 0.145 
indicates that if store atmosphere, product diversity, electronic word of mouth, 
and brand image are in a constant condition, then the level of customer 
satisfaction is at a value of 0.145 units. The regression coefficient of store 
atmosphere is negative at -0.043. This result shows that every one unit increase 
in store atmosphere tends to be followed by a decrease in customer satisfaction 
by 0.043 units assuming other variables are in constant conditions. This finding 
indicates that the store atmosphere perceived by customers has not made a 
positive contribution to customer satisfaction. 

The regression coefficient for product diversity is positive at 0.391. This 
value indicates that a one-unit increase in product diversity will be followed by 
a 0.391-unit increase in customer satisfaction, assuming other variables remain 
constant. This indicates that the availability of diverse product choices is related 
to increased customer satisfaction. The regression coefficient for electronic word 
of mouth has a positive value of 0.509. This finding indicates that a one-unit 
increase in electronic word of mouth will increase customer satisfaction by 0.509 
units, assuming other variables remain constant. These results confirm that 
information and reviews obtained through digital media have a strong role in 
shaping customer satisfaction. Meanwhile, the brand image regression 
coefficient of 0.147 indicates that a one-unit increase in brand image will increase 
customer satisfaction by 0.147 units, assuming other variables remain constant. 
This indicates that a positive brand image contributes to customer satisfaction, 
although its effect is smaller than that of product diversity and electronic word 
of mouth. 

 
5. Model Fit Test 

In this study, the model fit test consists of two tests, namely the coefficient 
of determination test and the F test.isecond resultitestithose are,iasifollowing: 
a. TestiCoefficient of Determination 

The results of the coefficient of determination test in this study are as 
follows: 

Table 8. Coefficient of Determination Test 
Model RSquare Adjust RSquare Std Error 

0.765 0.586 0.571 0.38650 
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The table displays the calculation results (R2) with an Adj RSquare value of 
0.571, which can be interpreted as 57.1%. This means that the variable customer 
satisfaction influenced by 70% by variables Store Atmosphere, product diversity, 
electronics word of mouth and brand image. The rest, 42.9% is the contribution of 
other variables that are not investigated in research this, like Quality Service and 
Trust. 
b. F test 

The results of the f-test as a model fit in this study are as follows: 
Table 9. F Test as Model Fit 

Model F Statistics Sig 
Regression 39,603 0,000 

 
From the table above, the value of df = df = (k-1), (nk) can be taken, namely 

(4-1), (117-4) = (3), (113) = 2.6 9. Based on the table above, it is known that the F 
value calculated with the regression model is 39.603, so the calculated F is (39.603 
> 2.69) with a significance of 0.000 < 0.05. So it can be concluded that the 
regression equation model developed meets the specified requirements. 

 
6. Partial Hypothesis Test 

The t-test is applied to examine the partial effect of each independent 
variable on the dependent variable (Ghozali, 2018). In this study, a significance 
level of α = 0.05 and a confidence level of 95% were used. With degrees of 
freedom (df) of 114 (117 minus the number of independent variables), the t-table 
value obtained was 1.98118. 

a. First Hypothesis 
Based on the results presented in Table 7, the Store Atmosphere variable 

shows a t-value of -0.507 with a significance value of 0.613. Since the calculated 
t-value is smaller than the t-table value (|-0.507| < 1.98118) and the significance 
value exceeds 0.05, the null hypothesis (Ho) is accepted while the alternative 
hypothesis (Ha) is rejected. This indicates that Store Atmosphere does not have a 
significant effect on customer satisfaction. Therefore, the first hypothesis stating 
that Store Atmosphere has a positive and significant influence on customer 
satisfaction at Gramedia Rita Super Mall Purwokerto is rejected. 

b. Second Hypothesis 
The t-test result for Product Diversity shows a calculated t-value of 2.758 

with a significance level of 0.007. Because the t-value is greater than the t-table 
value (2.758 > 1.98118) and the significance value is below 0.05, Ho is rejected and 
Ha is accepted. This finding indicates that Product Diversity has a positive and 
significant effect on customer satisfaction. Thus, the second hypothesis is 
accepted. 

c. Third Hypothesis 
The Electronic Word of Mouth variable has a calculated t-value of 4.062 and 

a significance value of 0.000. Since the t-value exceeds the t-table value (4.062 > 
1.98118) and the significance value is less than 0.05, Ho is rejected and Ha is 
accepted. This result demonstrates that Electronic Word of Mouth has a positive 
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and significant impact on customer satisfaction at Gramedia Rita Super Mall 
Purwokerto. Accordingly, the third hypothesis is accepted. 

d. Fourth Hypothesis 
Based on Table 7, the Brand Image variable yields a t-value of 2.379 with a 

significance level of 0.019. As the calculated t-value is higher than the t-table 
value (2.379 > 1.98118) and the significance level is below 0.05, Ho is rejected and 
Ha is accepted. This indicates that Brand Image positively and significantly affects 
customer satisfaction. Therefore, the fourth hypothesis is accepted. 

 

DISCUSSION 
The Influence of Store Atmosphere on Customer Satisfaction 

Based on the results of this study, it is known that store atmosphere does 
not affect customer satisfaction at Gramedia Rita SuperMall Purwokerto. It's 
possible that in this study, elements typically considered important in creating a 
shopping experience, such as lighting, cleanliness, layout, aroma, color, or decor, 
were not the primary determinants of customer satisfaction. Customers can still 
be satisfied even if the store's atmosphere isn't particularly striking or doesn't 
create a strong impression (Putri et al., 2014). Customer satisfaction depends 
more on other factors considered more important. Customers likely prioritize a 
comprehensive product selection, easy access to the items they need, friendly and 
prompt staff service, reasonable prices, and a convenient transaction process 
(Angliawati & Mutaqin, 2023). 

Store atmosphere While these factors remain part of the shopping experience, 
they are not yet strong enough to directly influence customer satisfaction levels. 
Customer satisfaction is more determined by the functional experience and 
service experienced during interactions with the store. This is in line with the 
results of research conducted Princess & Pratiwi (2024) And Harahap et al., (2024) 
stated that store atmosphere does not affect customer satisfaction. 
 
The Influence of Product Diversity on Customer Satisfaction 

The results of this study indicate that product diversity has a positive and 
significant impact on customer satisfaction at Gramedia Rita SuperMall 
Purwokerto. This means that the more comprehensive and varied the product 
selection, the greater the likelihood of customers being satisfied with their 
shopping experience. Product diversity creates conditions that enable each 
visitor to find items that suit their needs and personal preferences.(Pramesti et 
al., 2021). Product diversity provides a sense of ease and convenience. Customers 
can explore various product categories without having to move to another store, 
saving time and effort. This situation fosters positive reviews of the store because 
their needs can be met in a single visit (Mutaqin et al., 2024). 

According to Fauzia & Nurtjahjani (2024) The more choices available, the 
greater the likelihood that customers will find a product that truly matches their 
purchase objectives. Furthermore, a wide variety of products can enhance the 
shopping experience. When a wide variety of choices is available, customers feel 
more flexible in choosing the most suitable item in terms of quality, function, and 
price. This creates a more personalized experience, as each individual has the 
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opportunity to evaluate various alternatives before making a final decision 
(Saputra et al., 2024). A wide selection also increases trust in the store as a 
complete provider of needs. 

The relationship between the research results and consumer behavior 
theory is that customer satisfaction is formed through the consumer's evaluation 
process of marketing stimuli received during the purchasing process.(Kotler, 
2016)Product diversity is seen as a stimulus that provides ease of choice and the 
ability to fulfill needs, so the more diverse the products available, the more likely 
consumers are to evaluate the shopping experience positively. The match 
between needs, preferences, and product availability encourages the formation 
of favorable assessments, which are then reflected in the level of customer 
satisfaction. In line with the results of research conducted by Sari et al., (2024), 
Sholichah & Mardikaningsih (2024), Sinaga et al., (2024) And Indriani et al., (2024) 
stated that product diversityipositive influenceiand significantitowards 
satisfactionicustomer. 
 
The Influence of Electronic Word of Mouth on Customer Satisfaction 

The results of this study indicate that electronic word of mouth has a 
positive and significant effect on customer satisfaction at Gramedia Rita 
SuperMall Purwokerto. Information, reviews, and experiences shared through 
digital media play a significant role in shaping customer assessments of the 
quality of services and products offered. When positive reviews circulate on 
digital platforms, trust and confidence in the store increase, thus boosting 
customer satisfaction (Itasari et al., 2020). Electronic word of mouth makes it easy 
for customers to gain insight into their shopping experience. Information shared 
online helps customers understand what to expect before visiting. This process 
creates a feeling of preparedness and confidence in purchasing the product being 
offered. This confidence leads to a more positive shopping experience and leads 
to higher levels of satisfaction (Law et al., 2024). 

Additionally, electronic word of mouth provides a source of information 
that is perceived as more honest and truthful. The views and experiences shared 
by other users are important considerations in the pre-purchase evaluation 
process and can foster positive perceptions among customers (Khofifah & 
Munawaroh, 2023). This positive perception forms a crucial foundation for 
building customer satisfaction after a first-hand shopping experience. 
Information shared through digital media strengthens trust, forms positive 
expectations, and provides a clearer picture of the store they're considering 
visiting (Ulhaq et al., 2024). 

Electronic word of mouth has an important role in influencing the customer's 
thought process. According to Yudawisastra et al., (2024) Cognitive theory 
emphasizes that customer psychological responses are influenced by knowledge, 
culture, and beliefs formed through the information received. According to 
Ashari & Firmansyah (2021) Digital reviews serve as a source of information that 
enriches customer knowledge before making a purchase, thus increasing their 
perception of the service. 
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The results relate to consumer behavior theory, namely, that external 
information consumers receive before and after a purchase plays a significant 
role in shaping perceptions and expectations. Information, reviews, and 
experiences shared through digital media serve as a reference for consumers in 
evaluating the quality of products and services (Kotler, 2016). When the 
information received is positive and consistent with actual experiences, 
consumers tend to form favorable judgments, thereby increasing customer 
satisfaction levels. This is in line with research conducted Tantriana & 
Widiartanto (2019), Itasari et al., (2020), Pasaribu & Yuliawati (2019) And Azhar 
et al., (2021) which states that Electronic Wordiof Mouthipositive influenceiand 
significantitoicustomer satisfaction. 
 
The Influence of Brand Image on Customer Satisfaction 

The results of this study indicate that brand image has a positive and 
significant effect on customer satisfaction at Gramedia Rita SuperMall 
Purwokerto. A brand's image can shape customers' assessments of service 
quality, trust, and comfort during shopping. When a store has a good reputation, 
customers tend to feel confident that the products and services provided will 
meet their needs (Santana & Keni, 2020). A strong brand image creates the 
impression that the store is professional, trustworthy, and consistent in 
providing quality service. This positive image fosters confidence that the 
shopping experience will be satisfying. The trust generated by the brand image 
makes customers feel more secure and confident in the purchasing process (Juan 
& Indrawati, 2023). 

The results relate to consumer behavior theory, namely, that perceptions 
and associations formed in consumers' minds influence attitudes and post-
purchase evaluation processes. A positive brand image forms certain 
expectations regarding product and service quality (Kotler, 2016). When a 
shopping experience aligns with a pre-existing image, consumers tend to 
evaluate it positively, increasing customer satisfaction. Furthermore, a strong 
brand image strengthens confidence in the store's credibility and quality. From a 
cognitive theory perspective, this confidence results from a mental evaluation 
process that is continually updated through the information customers receive. 
The more consistently positive the perceived image, the stronger the trust in the 
store (Ayu et al., 2023). In line with the research resultsSantana & Keni (2020), 
Juan & Indrawati (2023), Oktavia & Hasanah (2022) And Qomariah & Wibowo 
(2019) which states that brand image has a positive and significant influence on 
customer satisfaction. 

 
CONCLUSIONS AND RECOMMENDATIONS 

Based on the results and discussion above, the following conclusions and 
suggestions can be drawn from this research: 
1. Store atmosphere does not affect customer satisfaction at Gramedia Rita 

SuperMall Purwokerto. Gramedia Rita SuperMall Purwokerto is advised to 
maintain a consistent store atmosphere to support basic shopping comfort. 
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2. Product diversity has a positive and significant impact on customer 
satisfaction at Gramedia Rita SuperMall Purwokerto. Gramedia Rita 
SuperMall Purwokerto is advised to expand and update product variety 
regularly, adapting to trends and customer needs. 

3. Electronic word of mouth has a positive and significant effect on customer 
satisfaction at Gramedia Rita SuperMall Purwokerto. Gramedia Rita 
SuperMall Purwokerto is advised to optimize electronic word of mouth by 
encouraging satisfied customers to provide positive reviews on social media, 
online shopping platforms, and review sites. 

4. Brand image has a positive and significant effect on customer satisfaction at 
Gramedia Rita SuperMall Purwokerto. Gramedia Rita SuperMall 
Purwokerto is advised to maintain consistent service to maintain a strong 
and trusted brand image. 

 
ADVANCED RESEARCH 

Based on the findings of this study, future advanced research is 
recommended to develop a more comprehensive model by incorporating 
additional variables such as service quality, pricing, and digital shopping 
experience to better explain customer satisfaction, as well as expanding the 
research scope and locations to enhance the generalizability of the results in the 
context of modern retail consumer behavior. 
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