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ABSTRACT

This study aims to determine the effect of store atmosphere and service quality on purchasing decisions
that have an impact on consumer loyalty at Lotte Mart in Bandung. The method used is explanatory research
with a sample of 96 respondents. The analysis technique uses statistical analysis with regression,
correlation, determination and hypothesis testing. The results of this study Store atmosphere has a
significant effect on purchasing decisions by 36.5%, hypothesis testing obtained a significance of 0.000
<0.05. Service quality has a significant effect on purchasing decisions by 44.9%, hypothesis testing
obtained a significance of 0.000 <0.05. Store atmosphere and service quality simultaneously have a
significant effect on purchasing decisions by 52.2%, hypothesis testing obtained a significance of 0.000
<0.05. Purchasing decisions have a significant effect on consumer loyalty by 29.0%, hypothesis testing
obtained a significance of 0.000 <0.05.
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INTRODUCTION

Today, the marketing success of a company is not only judged by how many consumers it
has successfully obtained, but also how to retain these consumers (Aras et al., 2017; Belwal &
Amireh, 2018; Bennett et al., 2019; Hoque & Myrland, 2022; Istanti et al., 2020; Kanten &
Darma, 2017; Krasonikolakis et al., 2018; Mariani & Fosso Wamba, 2020). Post-purchase
consumer behavior is very important for companies. Lotte Mart is a retail store that sells all
products, both food and non-food products, to meet the needs of daily products and household
goods. Consumers will not buy the company's goods or services again after feeling the
incompatibility of the quality of the goods or services obtained with the wishes or what was
described previously. According to (Aras et al., 2017; Denhardt & Denhardt, 2000; Hewagama et
al., 2019; Niswaty et al., 2015; Rengifurwarin et al., 2018a, 2018b) defining service quality is a
measure of how well the level of service provided is able to match customer expectations.

Business actors who play in this business are required to always innovate which will
eventually win the hearts of consumers and try to offer various stimuli that can attract consumers
to make purchasing decisions, therefore the buying situation, especially the physical environment
such as color, light and temperature settings The room needs to be considered, an attractive
physical environment is expected to attract consumers to make purchasing decisions.

Store Atmosphere (store atmosphere) can not only provide an attractive environment for
consumers, store atmosphere is also a means of communication that can have positive and
profitable results, can be made as attractive as possible and also made so that consumers can feel
comfortable in Café North Wood . If consumers have felt the desired comfort, it will encourage
consumers to make purchasing decisions.
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Store atmosphere can not only provide a pleasant atmosphere or cafe atmosphere, but can
also provide added value to the food and beverage products sold, besides that the store atmosphere
can also determine the image of the place itself.

If marketers know how consumers behave when shopping to meet their needs and wants,
then a purchase decision occurs and customers will feel satisfied if their needs and desires are
met. According to (Fernandez et al., 2013) Stating that the purchase decision is the stage where
the buyer has made his choice and purchases the product, and consumes it. Decision making by
consumers to make a purchase of a product begins with an awareness of the needs and desires, so
consumers will seek information about the existence of the product they want.

This data is one of the complaints from Lotte Mart Bandung consumers. Disappointment
received by consumers will have an impact on consumer purchasing decisions. Service quality is
closely related to the quality of consumers in deciding whether to buy the product or not. Good
and quality service is part of consumer assessment.

Customer loyalty is important for business because good relationships with customers can
make a company's business last long and strong. Developing a business is not easy, especially if
you want to become a true entrepreneur, you must focus on customer loyalty. This is important
to maintain considering that loyalty is a commitment that is fully held by customers to continue
to make continuous purchases of goods and services of a company and recommend the company's
products to others.

More broadly, the effects of increasing customer loyalty to a company include: Increased
accumulation of long-term and sustainable profits from individual customers. Reduced marketing
costs as a result of familiarity with existing products and services.

Based on the description above, the authors are interested in conducting research with the
title: "The Effect of Store Atmosphere and Service Quality on Purchase Decisions That Have an
Impact on Consumer Loyalty at Lotte Mart in Bandung".

METHOD

The population in this study amounted to 96 respondents to Lotte Mart in Bandung. The
sampling technique in this study is a saturated sample, where all members of the population are
used as samples. Thus the sample in this study amounted to 96 respondents. The type of research
used is associative, where the aim is to find out the relationship between. In analyzing the data
used instrument test, classical assumption test, regression, coefficient of determination and
hypothesis testing.

RESULTS AND DISCUSSION

The Effect of Store Atmosphere on Purchase Decisions

Store atmosphere has a significant effect on purchasing decisions with a coefficient of
determination of 36.5%. Testing the hypothesis obtained the value of t arithmetic > t table or
(7.351 > 1.986). Thus the hypothesis proposed that there is a significant effect between store
atmosphere on purchasing decisions is accepted.

The Influence of Service Quality on Purchase Decisions
Service quality has a significant effect on purchasing decisions with a coefficient of
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determination of 44.9%. Testing the hypothesis obtained the value of t arithmetic > t table or
(8.747 > 1.986). Thus the hypothesis proposed that there is a significant effect between service
quality on purchasing decisions is accepted.

The Influence of Store Atmosphere and Service Quality on Purchase Decisions

Store atmosphere and service quality have a significant effect on purchasing decisions by
obtaining the regression equation Y = 9.467 + 0.297X1 + 0.481X2, with a coefficient of
determination of 52.2% while the remaining 47.8% is influenced by other factors. Testing the
hypothesis obtained the calculated F value > F table or (50.855 > 2,700). Thus the hypothesis
proposed that there is a significant effect between store atmosphere and service quality
simultaneously on purchasing decisions is accepted.

The Influence of Purchase Decisions on Consumer Loyalty

Purchase decisions have a significant effect on consumer loyalty with a coefficient of
determination of 29.0%. Testing the hypothesis obtained the value of t arithmetic > t table or
(6,189 > 1,986). Thus the hypothesis proposed that there is a significant effect between purchasing
decisions on consumer loyalty is accepted.

CONCLUSION

Store atmosphere has a significant effect on purchasing decisions with a contribution of 36.5%
and hypothesis testing is obtained by the value of t count > t table or (7.351 > 1.986). Service
quality has a significant effect on purchasing decisions with an influence contribution of 44.9%
and hypothesis testing is obtained by the value of t count > t table or (8.747 > 1.986). Store
atmosphere and service quality simultaneously have a significant effect on purchasing decisions
with a contribution of 52.2% influence while the remaining 47.8% is influenced by other factors.
Hypothesis testing is obtained by the calculated F value > F table or (50.855 > 2,700). Purchase
decisions have a significant effect on consumer loyalty with a contribution of 29.0% influence.
Hypothesis test obtained value of t count > t table or (6,189 > 1,986).
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