
 
 

Volume 6, Number 2, 2025 
https://ijble.com/index.php/journal/index  

 

1330 

The Influence of Store Atmosphere and Product Assortment  
on Repurchase Intention with Customer Satisfaction  
as a Mediating Variable at MR. DIY Kayu Merah 
 

Mutmainah1, Johan Fahri2, Irfandi Buamonabot3  
Undergraduate Students of Khairun University1, Lecturers of Khairun 
University2, Lecturers of Khairun University3 
Corresponding author: 90mutmainah@gmail.com1, 
johan.fahri@unkhair.ac.id2, irfandi@unkhair.ac.id3   

 
ABSTRACT 
This study aims to analyze the influence of store atmosphere and product 
assortment on repurchase intention with customer satisfaction as a 
mediating variable among customers of MR. DIY Kayu Merah, Ternate. 
The study used a quantitative approach, with a purposive sampling method 
targeting 150 customers who had made at least three purchases. The data 
was collected through questionnaires and analyzed using the SEM-PLS 
method with SmartPLS 4.0 software. The results indicate that store 
atmosphere positively influences both customer satisfaction and 
repurchase intention. Meanwhile, product assortment significantly affects 
customer satisfaction but not repurchase intention directly. Furthermore, 
customer satisfaction positively impacts repurchase intention and mediates 
the relationship between both store atmosphere and product assortment 
with repurchase intention.  
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INTRODUCTION 

In the modern era, consumer lifestyles tend to be more informed and critical 
when choosing a product. They often conduct in-depth research before making a 
purchase and are heavily influenced by recommendations from peers and 
influencers. This lifestyle impacts the modern business world, leading to shopping 
behavior that prioritizes practicality and convenience. As a result, there has been a 
shift in shopping locations towards online stores, posing a threat to physical stores in 
attracting consumers. Retail, as an activity of selling goods or services to individuals 
for personal, family, or household needs (Ma'ruf 2015). 

In line with the current phenomenon, where the way of life of the general 
public is also undergoing several changes, considering how modern society lives as 
it happens, the process of meeting needs has also changed, namely the shift of 
Indonesian consumer trade that is becoming increasingly sophisticated, transitioning 
from traditional market trading to more contemporary exchanges. The current state 
has led to the emergence of many business models aimed at assisting consumers in 
fulfilling their needs, and the significantly rapid economic growth along with the 
diverse needs of the population, have made it necessary for business actors to 
innovate in terms of services, locations, and products to attract customers 
(Firzatullah & Dwiartha 2023). 

As one of the most bustling industries today, retail business owners, 
especially those with a store-based retail model, must be able to anticipate market 
changes and adjust their business practices so that their products remain aligned 
with consumer lifestyles. Therefore, it is necessary to determine more effective and 
efficient marketing strategies, such as implementing an environment or store 
atmosphere that is designed to influence customers to decide to make a purchase. 
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Then, the product assortment, which is the totality of attributes offered by a company 
to meet the needs and desires of a consumer, leads to customer satisfaction which 
ultimately results in repurchase intention (Savitri and Wardana 2018). 

Repurchase intention is the tendency of a consumer to repeatedly purchase a 
product or service within a certain period based on past experiences (Gultom 2023). 
Repurchase intention arises when consumers buy something for the second time or 
more. The reason they repurchase is usually because they are satisfied with the 
experience of using the product or service. Resti and Soesanto (2016) state that 
repurchase intention is the stage where respondents tend to take action after feeling 
satisfied. 

Customer satisfaction serves as a benchmark for the company on how to 
move forward or even there are several things that need to be changed because 
customers feel dissatisfied or are in doubt. Certainly, this will pose a threat to the 
company. This means that if customer satisfaction is achieved, it indicates that the 
quality of service can meet consumer expectations, thereby leading to consumers 
having a repurchase intention (Hidayati 2021). 

According to Kotler and Keller (2007), store atmosphere is one of the 
supporting factors for business where the atmosphere can make consumers feel 
differently for each store they visit. An attractive atmosphere can increase customer 
satisfaction, especially among the younger generation who are more sensitive to 
emotional experiences while shopping (Amir and Santi 2024). 

To maintain customers' repurchase intention, companies must identify 
customer satisfaction, which can be determined by the number of products offered. 
With a larger variety of products available, customers will have more freedom to 
choose their desired items. The level of satisfaction can be seen from the product 
assortment that a store has. (Khoiriah 2017) states that the factors causing 
consumer satisfaction are the assortment of products provided in one place, where 
this diversity includes several aspects such as product completeness, types, brands, 
and size variations, as well as the availability of goods for sale. A product assortment 
offering can enhance customer satisfaction and lead them to make repeat purchases 
(Kemarauwana 2022). 

Previous research conducted (Rahmawati et al. 2020) found that store 
atmosphere has a significant impact on customer satisfaction. A good store 
atmosphere will increase customer satisfaction so that the satisfaction formed by this 
store atmosphere can influence repurchase intention. However, it is different from 
the research conducted (Utama 2022) which explains that store atmosphere does 
not have a significant effect on customer satisfaction. In this study, the store 
atmosphere does not have an effect because customer satisfaction cannot be felt by 
customers without making a purchase decision. Meanwhile, the research conducted 
by (Law and Fridayani 2024) shows that the store ambiance does not have a direct 
or indirect effect on repurchase intention. Furthermore, research by Savila and 
Tjahjaningsih (2023) shows that product assortment has a positive and significant 
impact on consumer satisfaction. Conversely, the findings from Muzakki and Sari 
(2023) indicate a positive yet non-significant effect, attributed to consumer 
perceptions of insufficient quality and relevance in the variety of products offered. 
Differences were also noted in Jaber's (2021) research, which revealed that product 
diversity has a positive and significant impact on repurchase intention. Meanwhile, 
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Hafiz (2024) found that although the effect is positive, product assortment does not 
significantly impact repurchase intention, suggesting that managers should direct 
their attention towards other more critical factors influencing repurchase behavior. 

Based on the differences in findings in the research gap, this study was 
conducted to examine the influence of store atmosphere and product assortment on 
customer satisfaction and its implications for repurchase intention at the MR.DIY 
store in Kayu Merah. 

According to Kotler Keller (2007), there are several key factors that influence 
consumers' desire to have purchase intentions, including psychological, personal, 
and social factors. From this, it can be concluded that the intention to repurchase is 
the customer's desire to make a purchase in the future due to a lack of trust and 
confidence, where the customer's desire to repurchase can bring benefits to the 
company. 

Overall customer satisfaction reflects attitudes towards service providers, or 
emotional reactions to the discrepancy between what customers expect and what 
they receive (Ove C. Hansemark 2004). 

Levy & Weitz (2001) define store atmosphere as the overall emotional effect 
created by the physical attributes of a store, which should satisfy both parties 
involved, the retailer and its consumers. According to several definitions, the most 
important aspect of a store is its environment, which must support the store's target 
market and persuade customers to purchase products. 

A comfortable store atmosphere will create satisfaction for customers, making 
them want to stay longer in the store. From this satisfaction, it will attract consumers' 
interest to return and make repeat purchases. Jaber et al. (2021) state that the 
atmosphere positively influences the repurchase intention, thus the following 
hypothesis is formulated: H1: It is suspected that store atmosphere has a positive 
effect on repurchase intention. 

If the store offers a diverse range of products, it will make it easier for store 
owners to attract consumers to visit their place because the more options the store 
provides, the easier it will be for consumers to choose products according to their 
desires. In relation to repurchase intention, as quoted from (Welsa 2021), the more 
diverse the products, the more satisfied consumers will be in selecting products. If 
consumers feel satisfaction in purchasing a product, it will increase the desire to 
have repurchase intention for that product. Then, empirically, research with different 
sample backgrounds has proven that product assortment has a positive and 
significant effect on repurchase intention, as revealed in the study by (Savila & 
Tjahjaningsih 2023). However, the results of the study by (Muzakki & Sari 2023) 
state that product diversity has a positive but not significant effect on repurchase 
intention. Thus, the following hypothesis is obtained: H2: It is suspected that product 
assortment has a positive effect on repurchase intention. 

(Dessyana 2013) states that store atmosphere creates a certain feeling within 
customers that arises from the use of elements of interior design, lighting 
arrangement, sound layout, air conditioning system, and service. The atmosphere 
becomes one of the reasons for customers to visit a store. A comfortable and safe 
store atmosphere makes customers feel at home and provides satisfaction for them. 
Based on previous research indicating that store ambiance positively and 
significantly affects customer satisfaction, (Rahmawati et al. 2020). However, there 
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are findings that reveal that store atmosphere does not affect consumer satisfaction, 
(Law 2024). Thus, the following hypothesis is derived: H3: It is suspected that store 
atmosphere positively influences customer satisfaction. 

Product assortment is the process of planning and managing products from 
one or more groups of products available in retail stores. Product groups are further 
categorized based on type and level of variety to assist retailers in planning the 
variety of products they need. Various e-commerce product assortments must fully 
meet the needs of offering many choices of whatever consumers are looking for. 
Consumers will feel happy because according to their expectations, they can receive 
the desired products.A study by (Jaber et al. 2021) titled "The Influence of Service 
Quality, Store Atmosphere, and Product Variety on Repurchase Intention Through 
Satisfaction as an Intervening Variable" shows that product variety has a significant 
impact on consumer satisfaction. However, there are research results that reveal 
that product variety is positive but not significant toward consumer satisfaction 
(Muzakki & Sari 2023). Thus, the following hypothesis is obtained: H4: It is 
suspected that product assortment has a positive effect on customer satisfaction.  

Customer satisfaction is one of the reasons why consumers decide to shop 
again. If consumers are satisfied with a product, they are likely to continue 
purchasing and sharing their experiences with others regarding the product 
(Sunyoto, 2015:140). This is reinforced by a study conducted by (Savila & 
Tjahjaningsih 2023) which shows that customer satisfaction has a significant positive 
effect on repurchase intention. Thus, it can be concluded that the higher the 
customer satisfaction with a product, the higher the customer's intention to 
repurchase will be. Therefore, the following hypothesis is obtained: H5: It is 
suspected that customer satisfaction positively influences repurchase intention. 

A comfortable store atmosphere will create customer satisfaction, allowing 
customers to linger longer in the store. This satisfaction will attract consumers to 
return and engage in repurchase intentions. If customers have made purchases and 
their expectations are met, customer satisfaction will be established, as stated by 
Philip Kotler (1995), who described customer satisfaction as the level of a person's 
feelings after comparing the performance of the product he experienced with his 
expectations. Based on research conducted by Rahmawati et al. (2020), it is 
explained that there is a significant influence of store atmosphere on repurchase 
intention mediated by consumer satisfaction. Thus, the following hypothesis is 
obtained: H6: It is suspected that customer satisfaction mediates the effect of store 
atmosphere on repurchase intention. 

The more product assortments offered, the greater the likelihood of 
consumers having repurchase intention, as consumers feel there are more options 
that suit their needs and preferences. If consumers are satisfied with the products or 
services they use, they are more likely to return to that store for repeat purchases 
(Hellier et al. 2003). Research conducted by (Naura and Tjahjaningsih 2024) shows 
that high satisfaction will increase repurchase intention, making satisfaction a crucial 
factor in this process; the higher the level of satisfaction attained, the higher the 
repurchase intention becomes. Research has also been conducted by (Haris 2023) 
which indicates that indirectly, product assortment and repurchase intention have an 
impact on satisfaction, and satisfaction can mediate the relationship between product 
variety and repurchase intention. Thus, the hypothesis is obtained as follows: H7: It 

https://ijble.com/index.php/journal/index


 
 

Volume 6, Number 2, 2025 
https://ijble.com/index.php/journal/index  

 

1334 

is suspected that customer satisfaction mediates the effect of product assortment on 
repurchase intention. 
 

METHOD 
This study adopts a quantitative research approach and was conducted at 

MR. DIY Kayu Merah, Ternate. The sampling technique used is non-probability 
sampling, specifically purposive sampling. A total of 150 respondents were 
deliberately selected based on specific criteria, namely individuals who are at least 
18 years old and have shopped at MR. DIY at least three times. This approach 
ensures that the sample consists of participants with relevant experience related to 
the research objectives. 

Primary data were collected using a structured questionnaire distributed 
online via Google Forms. The questionnaire contained a series of statements 
designed to capture responses directly from the selected participants. In addition to 
primary data, secondary data were gathered through a literature review by analyzing 
relevant existing studies, articles, and other academic sources to support and 
contextualize the research findings. 

 
RESULTS AND DISCUSSION 

The characteristics of respondents sampled in this study are based on age, 
with the highest value found in the age group of 18-27 years, totaling 135 people 
with a percentage of 90%, while the lowest value is found in the age group of 28-38 
years, totaling 15 people with a percentage of 10%. Based on gender, it is 
dominated by females with 106 people, representing 71%, while males only account 
for 44 people, representing 29%. Based on the highest level of education, high 
school/equivalent obtained the highest score with 84 people, representing 56%, 
while the lowest score was obtained by respondents with the last education of junior 
high school/equivalent, totaling 2 people with a percentage of 1%. Based on 
occupation, students dominate with 91 people, representing 61%, while the least 
number is 6 people, representing 4% who work as civil servants. Based on the 
average monthly expenditure, the highest value was obtained by respondents with 
expenditures of less than Rp 500,000 per month, totaling 75 people with a 
percentage of 50%, while respondents with expenditures of more than Rp 3,000,000 
per month totaled 10 people with a percentage of 7%, representing the lowest value. 
Based on the frequency of purchases, the highest value is dominated by 
respondents who made purchases more than 3 times, totaling 135 people with a 
percentage of 90%, while the lowest value is found among respondents who made 
purchases 3 times, totaling 15 people with a percentage of 10%. 

(Chin 1998) reveals that a loading factor value >0.70 indicates that the 
indicator has strong convergent validity. However, if the loading factor value is <0.70, 
then the indicator must be removed from the analysis as it is considered weak in 
accurately measuring the latent variable. Below is the output data table before and 
after removing the weak indicators: 
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Table 1. Outer Loading Value Before Elimination 

  
Costumer Satisfaction Product Assortment 

Repurchase 
Intention 

Store Atmosphere 

X1.1       0,747 
X1.10       0,666 
X1.11       0,614 
X1.2       0,696 
X1.3       0,487 
X1.4       0,771 
X1.5       0,831 
X1.6       0,655 
X1.7       0,790 
X1.8       0,702 
X1.9       0,703 
X2.1   0,892     
X2.2   0,887     
X2.3   0,904     
X2.4   0,923     
Y.1     0,871   
Y.2     0,800   
Y.3     0,872   
Y.4     0,863   
Z.1 0,864       
Z.2 0,890       
Z.3 0,899       
Z.4 0,846       

Table 2. Outer Loading Values After Elimination 

  
Costumer 

Satisfaction 
Product 

Assortment 
Repurchase 

Intention 
Store 

Atmosphere 

X1.1       0,797 
X1.4       0,791 
X1.5       0,837 
X1.7       0,833 
X1.8       0,736 
X1.9       0,717 
X2.1   0,892     
X2.2   0,887     
X2.3   0,904     
X2.4   0,923     
Y.1     0,872   
Y.2     0,800   
Y.3     0,872   
Y.4     0,863   
Z.1 0,865       
Z.2 0,890       
Z.3 0,899       
Z.4 0,846       

From the table 2 above, it can be seen that the outer loading values of all statement 
items for the store atmosphere variable (X1), product variety (X2), repurchase intention (Y), 
and customer satisfaction (Z) are all above 0.7, indicating that all statement items are 
considered to have good validity in explaining their latent variables.  

Table 3. Value Average Variance Extracted (AVE) 
Variable Average variance extracted (AVE) 

Costumer Satisfaction 0,766 
Product Assortment 0,813 
Repurchase Intention 0,726 
Store Atmosphere 0,618 

Table 3 it can be seen that the AVE value is more than 0.5. It can be said that all 
indicators of the variables store atmosphere, product assortment, repurchase intention, and 
customer satisfaction are valid or it can be said that the constructs can already explain the 
variance of their items. 
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Table 4. Test Reliabilitas Cronbach’s Alpha dan Composite Reability 

Variable Cronbach's alpha 
Composite reliability 

(rho_a) 

Costumer Satisfaction 0,898 0,898 
Product Assortment 0,923 0,928 
Repurchase Intention 0,874 0,881 
Store Atmosphere 0,876 0,876 

It can be said to meet good reliability, so the values of Cronbach's alpha and 
composite reliability must be greater than 0.7 (Chin, 1998). The results of the 
construct reliability testing showed results that met the testing criteria, where all 
constructs had composite reliability values above 0.7 and Cronbach's alpha above 
0.7, so it can be concluded that all variables in this study have good reliability. 

Table 5. Koefisien Determinasi (R-Square) 
Variable R-square R-square adjusted 

Costumer Satisfaction 0,660 0,655 
Repurchase Intention 0,637 0,629 

Table 5 above shows that the R2 value of the customer satisfaction variable 
(Z) is 0.660 or 66% and the R2 value of the Repeat Purchase Intention variable (Y) 
is 0.637 or 63.7%, which means that both models are quite good at explaining the 
variation in the data. 

Table 6. Path Coefficients 

Variable 
Original 

sample (O) 
Sample 

mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P 
value

s 

Store Atmosphere -> 
Repurchase Intention 

0,250 0,255 0,094 2,672 0,008 

Product Assortment -> 
Repurchase Intention 

0,134 0,134 0,111 1,208 0,227 

Store Atmosphere -> 
Costumer Satisfaction 

0,278 0,282 0,087 3,193 0,001 

Product Assortment -> 
Costumer Satisfaction 

0,572 0,565 0,082 6,984 0,000 

Costumer Satisfaction -
>Repurchase Intention 

0,475 0,470 0,097 4,902 0,000 

The results of hypothesis testing can be stated to have a significant effect if: 
The T-Statistic value > 1.96 and P value < 0.05. The following is an explanation of 
the path coefficient results: 
a. The results of the direct effect test of the store atmosphere variable on 

repurchase intention show a path coefficient value of 0.250, a t-statistic value of 
2.672 > t table (1.960), and a P-Value of 0.008 < 0.050. This indicates that the 
store atmosphere has a positive effect on repurchase intention, thus H1 is 
accepted. 

b. The results of the test of the direct effect of the product assortment variable on 
repurchase intention show a path coefficient of 0.134, a t-statistic value of 1.208 
< t table (1.960), and a P-Value of 0.227 > 0.050. This indicates that product 
assortment does not have an effect on repurchase intention, therefore H2 is 
rejected. 

c. The results of the test on the direct influence of the store atmosphere variable on 
customer satisfaction showed a path coefficient of 0.278, a t-statistic value of 
3.193 > t table (1.960), and a P-Value of 0.001 < 0.050. This indicates that the 
store atmosphere has a positive effect on customer satisfaction, so H3 is 
accepted. 
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d. The results of the test on the direct influence of the product assortment variable 
on customer satisfaction showed a path coefficient of 0.572, a t-statistic value of 
6.984 > t table (1.960), and a P-Value of 0.000 < 0.050. This indicates that 
product assortment has a positive effect on customer satisfaction, thus H4 is 
accepted. 

e. The results of the direct effect test of the customer satisfaction variable on 
repurchase intention show a path coefficient value of 0.475, a t-statistic value of 
4.902 > t-table (1.960), and a P-Value of 0.000 < 0.050. This indicates that 
customer satisfaction has a positive effect on repurchase intention, hence H5 is 
accepted. 

Table  7. Specific Indirect Effect 
Variable Original 

sample 
(O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P 
valu
es 

Store Atmosphere -> Costumer 
Satisfaction -> Repurchase Intention 

0,132 0,132 0,050 2,636 0,00
8 

Product Assortment -> Costumer 
Satisfaction -> Repurchase Intention 

0,272 0,266 0,069 3,950 0,00
0 

Based on table 7, it can be seen that the influence of store atmosphere on 
Repurchase Intention through customer satisfaction as a mediating variable shows a 
path coefficient value of 0.132 with a t-statistic value of 2.636. This value is greater 
than 1.96 and the p-value of 0.008 is less than 0.05. Therefore, it can be concluded 
that customer satisfaction mediates the influence of store atmosphere on repurchase 
intention. Meanwhile, the influence of product assortment on repurchase intention 
through customer satisfaction as a mediating variable shows a path coefficient value 
of 0.272 with a t-statistic value of 3.950. This value is greater than 1.96 and the p 
value of 0.000 is less than 0.05. Therefore, it can be concluded that customer 
satisfaction mediates the influence of product assortment on repurchase intention. 

Table 8. Variance Accounted For (VAF) 
Variable Path Direct Effect Indirect Effect Total Effect VAF Value 

X1 → Z → Y 0.278 0.132 0.382 0.345 

X2 → Z → Y 0.572 0.272 0.406 0.672 

The results of the indirect effect calculations using the VAF formula in table 8 
above yielded a value of 34.5%. The VAF value is greater than 20%, indicating that 
the variable customer satisfaction partially mediates the effect of store atmosphere 
on repurchase intention. Furthermore, the results of the indirect effect calculations 
using the VAF formula yielded a value of 67.2%. The VAF value is greater than 20%, 
indicating that customer satisfaction partially mediates the effect of product 
assortment on repurchase intention. 
Discussion 

The results of the study confirm that the first hypothesis is accepted. This 
indicates that the more positively customers perceive the store atmosphere, the 
higher their intention to repurchase at MR. DIY Kayu Merah. This finding is 
consistent with the research of Rahmawati et al. (2020), which demonstrates that 
repurchase intention emerges from the successful creation and management of a 
favorable store atmosphere. Such an environment fosters positive customer 
perceptions during their in-store experience, which can indirectly influence their 
intention to make future purchases. A pleasant initial experience contributes to a 
sense of comfort while shopping, and when the store atmosphere is perceived 
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positively overall, customers are more likely to associate their experience with having 
made the right decision, thereby increasing the likelihood of repurchase. 

The second hypothesis, however, is rejected. This suggests that product 
assortment, although potentially attractive to consumers, is not a strong enough 
factor to drive repurchase intention on its own. The variety of products does not 
necessarily guarantee high quality, which could explain the relatively low average 
score observed for the product assortment variable. This implies that not all available 
products at MR. DIY Kayu Merah meet customer expectations in terms of quality. 
This finding aligns with the study by Adela and Meylani (2024), which emphasizes 
that product quality is a key determinant of repurchase intention. When customers 
perceive that the available assortment lacks in quality, they are less inclined to make 
repeat purchases, despite the variety. 

The third hypothesis is accepted. The findings reveal that both physical and 
emotional elements of the store atmosphere—such as appropriate lighting, pleasant 
background music, cleanliness, and an organized product layout—play a significant 
role in enhancing customer satisfaction. Kotler (1973) has underscored the impact of 
sensory stimuli, including lighting, music, store layout, and even scent, in shaping 
customers’ emotional experiences and satisfaction levels. This is further supported 
by the research of Munawaroh and Simon (2023), which identifies store atmosphere 
as a more influential determinant of customer satisfaction than service quality, 
highlighting its pivotal role in the overall shopping experience. 

The fourth hypothesis is also accepted. This suggests that the product 
assortment at MR. DIY Kayu Merah contributes positively to customer satisfaction by 
enriching their shopping experience. The diversity of products—considering factors 
such as color variety, functionality, and availability—ensures that customers are 
more likely to find items that suit their individual needs. This result supports the study 
by Savila and Tjahjaningsih (2023), which shows that a comprehensive and well-
curated product assortment can significantly enhance satisfaction, particularly in 
modern retail environments where consumers value the ease of accessing suitable 
products. 

The fifth hypothesis is accepted as well. The findings confirm that customer 
satisfaction—derived from both the store atmosphere and the perceived value of the 
product assortment—leads to a stronger repurchase intention. In this study, 
customer satisfaction is conceptualized as a reflection of the success of previous 
shopping experiences. When customers feel satisfied, they are more likely to believe 
that the positive experience can be replicated, which in turn reinforces their desire to 
revisit the store. This is in accordance with the research by Savitri and Wardana 
(2018), which affirms that customer satisfaction has a significant and positive effect 
on repurchase intention. Thus, it can be concluded that enhancing customer 
satisfaction is a critical pathway to fostering repurchase behavior. 

The sixth hypothesis is also accepted. It demonstrates that a pleasant store 
atmosphere does not directly trigger repurchase intention, but rather cultivates a 
sense of satisfaction, which subsequently becomes the primary driver for repurchase 
behavior. In essence, satisfaction acts as a mediating variable that links the 
perception of the store atmosphere to the intention to make future purchases. This 
finding underscores the importance of focusing not only on creating a positive store 
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environment, but also on ensuring that it effectively translates into customer 
satisfaction, which is a prerequisite for encouraging loyalty. 

Finally, the seventh hypothesis is accepted. The results indicate that the 
product assortment only influences repurchase intention when customers are 
already satisfied with the available products. In this regard, product assortment 
serves as a stimulus that shapes consumer perception. However, the effectiveness 
of this stimulus is contingent upon the quality of the offerings. Without adequate 
quality, diversity alone is insufficient to inspire repeat purchases. This conclusion is 
in line with the study by Desara et al. (2021), which found that product assortment 
does not inherently lead to repurchase intention unless it meets consumer 
expectations and contributes to their satisfaction. Therefore, customer satisfaction 
acts as a crucial intermediary that connects the perception of product assortment to 
the eventual formation of repurchase intention. 

 
CONCLUSION 

This research concludes that the store atmosphere plays an important role in 
encouraging repeat purchases, both directly and through customer satisfaction. 
Meanwhile, product variety does not directly influence the repurchase intention, but 
still contributes through increased satisfaction. Customer satisfaction serves as the 
main link between store atmosphere and product variety with the repurchase 
decision. Therefore, retailers are advised to create a comfortable store atmosphere 
and provide a diverse and quality product range to maintain customer satisfaction 
and loyalty, as satisfied customers are likely to return to shop. It is recommended for 
future researchers to avoid or reduce the use of Google Forms in studies that ask 
about experiential matters, and to further expand the scope of research, so that they 
can observe what factors may influence repurchase intention aside from the 
variables that have already been studied. 
Acknowledgment 

The author would like to thank the management of MR. DIY Kayu Merah for 
permitting data collection and the academic supervisors at Universitas Khairun for 
their guidance throughout the research. 
 
Reference 
Abdurrozzaq Hasibuan, Jamaludin, Yayuk Yuliana, Acai Sudirman, Alexander 

Wirapraja, Aditya Halim Perdana Kusuma, Teng Sauh Hwee, Darmawan 
Napitupulu, Joli Afriany, Janner Simarmata. 2020. E-Business, Implementasi, 
Strategi Dan Inovasinya. Medan: Buku Ajar, Buku Komputer, Buku 
Pendidikan, Semua Buku1 Comment. 

Ajzen, Icek. 1991. “The Theory of Planned Behavior.” Organizational Behavior and 
Human Decision Processes 50(2):179–211. doi: 10.1016/0749-
5978(91)90020-T. 

Ajzen, I. (2020). The theory of planned behavior: Frequently asked questions. 
Human Behavior and Emerging Technologies, 2(4), 314–324. 
https://doi.org/10.1002/hbe2.195 

Amir, Mirna, and Ira Nuriya Santi. 2024. “Pengaruh Suasana Café Dan Harga 
Terhadap Kepuasan Pelanggan (Studi Pada Café Koniciwa Di Kota Palu).” 
Jurnal Media Wahana Ekonomika 21(2):235–45. doi: 

https://ijble.com/index.php/journal/index


 
 

Volume 6, Number 2, 2025 
https://ijble.com/index.php/journal/index  

 

1340 

10.31851/jmwe.v21i2.16117. 
Bangun, Cicilia Sriliasta, Toni Suhara, and Husin Husin. 2023. “The Application of 

Theory of Planned Behavior and Perceived Value on Online Purchase 
Behavior.” Technomedia Journal 8(1SP):123–34. doi: 
10.33050/tmj.v8i1sp.2074. 

Berman, Barry, and Joel R. Evans. 2004. Retail Management: A Strategic Approach 
Pearson International Edition. Prentice Hall, 2004. 

Charles W. Lamb, Joe F. Hair, and Carl McDaniel. 2012. Marketing. Cengage 
Learning, 2012. 

Chin, Wynne W. 1998. The Partial Least Square Approach To Structural Equation 
Modeling.Modern Methods for Business Research. 

Cindy Juwita Dessyana. 2013. “store atmosphere pengaruhnya terhadap keputusan 
pembelian konsumen di texas chicken multimart ii manado.” 1. 

Darmaningsih. 2023. “Pengaruh Kualitas Produk, Kepercayaan Merek, Dan Layanan 
Purna Jual Terhadap Minat Beli Ulang Ups Ica Di Ud. Jaya Gemilang.” 
Applied Microbiology and Biotechnology 85(1):6. 

Firdausi, Fahmi, and Agustiono Agustiono. 2022. “Pengaruh Kualitas Produk Dan 
Harga Terhadap Minat Beli Ulang Produk Syahi Haleeb.” Performa 6(5):465–
73. doi: 10.37715/jp.v6i5.2204. 

Firzatullah, Fauzi, and Made Bagus Dwiartha. 2023. “Pengaruh Store Atmosphere 
Terhadap Perilaku Impulsive Buying.” Seminar Nasional Hasil Riset Dan 
Pengabdian 1981–85. 

Ghozali, Imam. 2008. Structural Equation Modeling: Teori, Konsep, Dan Aplikasi 
Dengan Program Lisrel 8.80. Badan Penerbit Universitas Diponegoro, 2008. 

Gultom, Sopyah Indahsari. 2023. “Pengaruh Influencer Marketing Dan Sales 
Promotion Terhadap Minat Beli Kembali Produk Sunscreen Azarine Di Kota 
Medan Timur.” Skripsi 1–29. 

Hafiz, Abdul, Jasman J. Ma, and Sorayanti Utami. 2024. “The Effect of Product 
Diversity , Price , Service Quality , and Location on Repurchase Intention 
Mediated by Pharmacy Customer Satisfaction.” XI(2321):1331–41. doi: 
10.51244/IJRSI. 

Hair, Joseph F. 2010. Multivariate Data Analysis. Prentice Hall,. 
Haris, Abdul. 2023. “Pengaruh Keragaman Produk, Harga Dan Kualitas Pelayanan 

Terhadap Minat Beli Ulang Melalui Kepuasan Sebagai Variabel Intervening 
Pada Pelanggan Mr.Diy Tlogomas Kota Malang [Skripsi].” Universitas Islam 
Malang. 

Hellier, Phillip K., Gus M. Geursen, Rodney A. Carr, and John A. Rickard. 2003. 
Customer Repurchase Intention: A General Structural Equation Model. Vol. 
37. 

Hidayati. 2021. Loyalitas Dan Kepuasan Konsumen: Tinjauan Teoritik. Cipta Media 
Nusantara (CMN). 

Iwan Kesuma Sihombing, M.Si. & Ika Sari Dewi, SS., M. Si. 2019. Pemasaran Dan 
Manajemen Pasar Sebuah Analisis Perspektif Terhadap Minat Beli Dan 
Kepuasan Konsumen. DEEPUBLISH. 

Jaber, La, Ridwan Basalamah, and Budi Wahono. 2021. “Pengaruh Kualitas 
Pelayanan, Suasana Toko Dan Keragaman Produk Terhadap Niat Beli Ulang 
Melalui Kepuasan Sebagai Variabel Intervening.” E-Urnal Riset Manajemen 

https://ijble.com/index.php/journal/index


 
 

Volume 6, Number 2, 2025 
https://ijble.com/index.php/journal/index  

 

1341 

58–75. 
Kemarauwana. 2022. “Upaya Pencitraan Apotek Dan Keragaman Produk Untuk 

Meningkatkan Penjualan Melalui Keputusan Pembelian.” Jurnal Ilmiah 
Satyagraha 5(2):56–66. doi: 10.47532/jis.v5i2.479. 

Khoiriah, Siti. 2017. “Pengaruh Keragaman Produk Dan Pelayanan Terhadap 
Loyalitas Konsumen Pada ‘Barokah Mini Market Gunung Terang Di 
Kabupaten Oku Timur.’” Jurnal AKTUAL 15(1):10–18. doi: 
10.47232/aktual.v15i1.9. 

Kotler, Philip. 2002. Manajemen Pemasaran Jilid 2. Solo: PT Prenhallindo Jakarta. 
Kotler, Philip, and Kevin Lane Keller. 2008. Manajemen Pemasaran Edisi 12 Jilid 1. 

PT Indeks. 
Kotler, Philip, and Kevin Lane Keller. 2016. Marketing Management. Pearson, 2016. 
Kuncoro, Mudrajad. 2013. Metode Riset Untuk Bisnis Dan Ekonomi: Bagaimana 

Meneliti Dan Menulis Tesis? Jakarta: Penerbit Erlangga. 
Law, Shela Tania Wijaya, and Januari Ayu Fridayani. 2024. “Kepuasan Konsumen 

Sebagai Mediasi Pengaruh E-WOM, Kualitas Layanan, Kualitas Produk, Dan 
Store Atmosphere Terhadap Minat Belu Ulang Mie Gacoan Di Yogyakarta.” 
Jurnal Ekonomi Pendidikan Dan Kewirausahaan 12(1):36–43. doi: 
10.26740/jepk.v12n1.p35-56. 

Ma’ruf, Hendri. 2006. Pemasaran Ritel. Jakarta : Gramedia Pustaka Utama, 2006. 
Masitoh, Martina Rahmawati, Hermansyah Andi Wibowo, and Deni Sunaryo. 2018. 

“Pengaruh Kualitas Pelayanan, Kepuasan, Dan Kepercayaan Merek 
Terhadap Niat Pembelian Ulang Di Toko Online Tokopedia.” Jurnal 
Manajemen 8(1):60–77. doi: 10.30656/jm.v8i1.662. 

Meldarianda, Resti, and Henky Lisan S. 2007. “Store Atmosphere Donovan.Pdf.” 
17(2):2007. 

Michael Levy, and Barton A. Weitz. 2001. Retailing Management Irwin Series in 
Marketing McGraw-Hill/Irwin Series in Marketing. Irwin/McGraw-Hill, 2001. 

Muzakki, Ilham, and Dewi Komala Sari. 2023. “Impact of Store Atmosphere and 
Brand Loyalty on Repurchase Intentions: A Quantitative Study.” Indonesian 
Journal of Innovation Studies 25:1–17. doi: 10.21070/ijins.v25i.968. 

Naura, Sofita Syahla, and Endang Tjahjaningsih. 2024. “Pengaruh Keragaman 
Produk, Brand Ambassador, Persepsi Harga Terhadap Kepuasan Dan 
Dampaknya Niat Beli Ulang (Studi Pada Pembelian Produk 3Second Di 
Semarang).” Jesya 7(2):1436–44. doi: 10.36778/jesya.v7i2.1533. 

Novtari Widia Saputri, and Merta Kusuma. 2022. “Pengaruh Shopping Lifestyle Dan 
Store Atmosphere Terhadap Impulse Buying Pada Konsumen Transmart 
Padang.” Journal of Social and Economics Research 3(2):139–45. doi: 
10.54783/jser.v3i2.27. 

Ove C. Hansemark, Marie Albinsson. 2004. “Customer Satisfaction and Retention: 
The Experiences of Individual Employees.” 

Philip Kotler, Alan R. Andreasen. 1995. Strategi Pemasaran Untuk Organisasi 
Nirlaba = Strategic Marketing for Nonprofit Organizations. edited by O. Emilia. 
Yogyakarta: Gadjah Mada University Press. 

Post, Jawa. 2024. “MR.DIY Raih Penghargaan Jawa Pos 7 Most Popular Brand of 
the Year 2024.” Retrieved (https://www.mrdiy.com/id/mrdiy-raih-penghargaan-
jawa-pos-7-most-popular-brand-of-the-year-2024). 

https://ijble.com/index.php/journal/index


 
 

Volume 6, Number 2, 2025 
https://ijble.com/index.php/journal/index  

 

1342 

Pradana, Nandika Reri, and Wardana. 2019. “Pengaruh Store Atmosphere Terhadap 
Keputusan (Studi Pada Keluarga Konsumen Toko Ritel Di Yogyakarta).” 
Jurnal Ilmu Manajemen 16(2):71–82. 

Rahmawati, Dita, Marjam Desma Rahadhini, Marjam Desma Rahadhini, Sumaryanto 
Sumaryanto, and Sumaryanto Sumaryanto. 2020. “Pengaruh Store 
Atmosphere Dan Kualitas Produk Terhadap Niat Beli Ulang Dengan 
Kepuasan Konsumen Sebagai Variabel Mediasi (Survei Pada Konsumen 
Marakez Café Di Surakarta).” Jurnal Ekonomi Dan Kewirausahaan 20(1):86–
97. doi: 10.33061/jeku.v20i1.4371. 

Savila, Dea, and Endang Tjahjaningsih í. 2023. “SEIKO : Journal of Management & 
Business Pengaruh Kepercayaan Dan Keragaman Produk Terhadap 
Kepuasan Serta Dampaknya Terhadap Niat Beli Ulang.” SEIKO : Journal of 
Management & Business 6(1):573–87. doi: 10.37531/sejaman.v6i1.3734. 

Savitri, Ida Ayu Putu Dian, and I. Made Wardana. 2018. “Fakultas Ekonomi Dan 
Bisnis Universitas Udayana ( Unud ), Bali , Indonesia Kosmetik Adalah Bahan 
Atau Sediaan Yang Dimaksudkan Untuk Digunakan Pada Bagian Luar Tubuh 
Manusia Seperti : Epidermis , Rambut , Kuku , Bibir Dan Organ Genital 
Bagian Luar Atau Gi.” E-Jurnal Manajemen Unud 7(10):5748–82. 

Sugiyono, Prof. Dr. 2017. Metode Penelitian Kuantitatif, Kualitatif Dan R & D. 
Bandung: Alfabeta. 

Utama. 2022. “‘Pengaruh Kualitas Produk, Persepsi Harga Dan Store Atmosphere 
Terhadap Kepuasan Konsumen Pada Warung Demung Di Sibangkaja’.” 
9(2020):356–63. 

Utama, Mayo, and Ngatno. 2017. “Pengaruh Keragaman Produk Dan Kualitas 
Pelayanan Terhadap Keputusan Pembelian Ulang Melalui Kepuasan 
Konsumen Sebgai Variabel Intervening (Studi Pada Konsumen Galael Mall 
Ciputra Semarang).” Jurnal Ilmu Administrasi Bisnis 6(3):144–55. 

Utami, Christina Whidya. 2010. Manajemen Ritel: Strategi Dan Implementasi 
Operasional Bisnis Ritel Modern Di Indonesia Edisi Ke-2. Salemba Empat. 

Welsa, Henny, Ignatius Soni Kurniawan, and Risang Nagar. 2021. “Analisis 
Pengaruh Keragaman Produk, Persepsi Harga Dan Lokasi Terhadap Minat 
Beli Ulang Melalui Brand Image Pada Konsumen Rocket Chicken.” Journal 
Competency of Business 5(1):10–26. doi: 10.47200/jcob.v5i1.871.  

 
 
 
 
 
 
 

 
 
 
 
 

https://ijble.com/index.php/journal/index

