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in Indonesia [20]. Retail-focused loyalty issueslude: what

Abstract—Modern retailers such as hypermarket/supermarkegfategories attract consumers to a store; how [ricnd

need to be more customer-oriented in order to genin today's

competitive business world. As a result, the ingasion of

determinant factors of store loyalty becomes imgodrtissue for
modern retailing players. This study suggests toaisumers’ store
loyalty in the modern retailing market (hypermasketand

supermarkets) is influenced by environmental fac{such as store
image, store personnel). Using a model of stimolganism-

response (S-O-R), this research examines S-R ae&dtip of store
loyalty. S-O-R framework is derived from the existe literature and
tested empirically based on Indonesian consumegséréence. The
stimuli for this study are store image, store persb, satisfaction
and culture factors. Affect, or the consumers’ rikito modern

retailing stores, mediates the chosen environmefdators on

consumer’s store loyalty. The findings showed Htate image, store
satisfaction and culture have significant positigationship to store
loyalty via affect.
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I. INTRODUCTION

promotion affect store loyalty; what is the impaétfrequent
shopper programs; how a consumer can be the stoneoger.

So this study looks at which factors (store imagtre

personnel, store satisfaction and culture as enwiemtal

stimulus) play an important role in store loyalty the

Indonesian modern retailing markets. It is also eminto

investigate to which extent affect mediate the affef

environmental stimulus on store loyalty. The ohjexf this

study is to determine the underlying factors thaftuence

customers’ loyalty toward the modern retailing nedrk
(hypermarkets/supermarkets) in Indonesia. The Sitisau
Organism-Response (S-O-R) model is applied in figdi
determinant factors of store loyalty in Indonesidathw
mediating effect of “affect” on store loyalty.

II. CONCEPTUALMODEL AND RESEARCHHYPOTHESES

The S-O-R is a term for Stimulus-Organism-Respd@&g
Three useful theories that extents the S-O-R miodible retail

LOYALTY becomes a hot topic for retailers. In additionCONntext are the Mehrabian-Russel or MR model i§¥ised

maintaining loyal customers becomes top priority day
companies because of high switching cost and hifgacsing
cost of new consumers. Recently, business articled
academic literatures have been focusing on thdioeship
commitment, customer satisfaction, customer loyadiyd
loyalty-based management [1]-[4]. It gives an idiwat
customer loyalty is very important in
increasingly competitive environment [5]-[8].
Several authors and researchers in marketing amsbioter
behaviour have reported studies on consumers’ emnaiti
responses to retail environments by incorporatirge
Mehrabian and Russel's approach (S-O-R model)
environmental psychology [9]. They examined stargalty
determinant as one of the behavioural responselk[18D

S-O-R model from Belk [22] and the Elaboration Likeod
Model or ELM [23]. Marketing literature has incraagy
considered physical and social environment anéffects on
human behavior, feelings and interactions. Mehrakdad
Russell [9] employed the S-O-R paradigm and offeeed
parsimonious description of affective variablesvaediator of

today’s gN)baenvironmental stimuli behaviors. The model concelites

attributes of the environment as antecedents tfiattathe
intervening variable of the consumers, and thisntuadly
leads to taxonomy of outcomes depicted by the ambrand

t avoidance.
to The model in figure 1 been adjusted to be accyratel

utilized in the retail context and useful for obseg any
environmental factors for shopping situations, esptypes,

However, various research has focused mostly on tR&rchase behaviors, store preferences, or stomtyo24].

environmental stimulus related to the store itsalfh as store
image elements, especially store atmosphere [14d], [16],
[19], and have not yet taken into account aboutocners
themselves (such as culture) as stimulus.

The term of store loyalty becomes very importanadey
driver of repeat traffic and volume growth, in modeetailers
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Donovan and Rossiter [10], for instance, used grageh to
environmental psychology devised by Mehrabian andsgll
[9] to measure the affective impact of environmeatsl drew
conclusions about the power of consumer environsnent
influence in-store behaviors through design. Thé-B-
framework has been extensively revealed and téstde: past
research with promising results [11-[13], 15]-[1The present
study attempts to transcend the ad hoc approaclthéo
selection of consumer environments which has cleniaed
some previous researches in this area by emplogng
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systematic, theoretically grounded classificatidnconsumer
situations derived from the behavioral perspecatiaziel [25].

successful long-term customer relationship and gstwes’
survival [35].

The application of the MR's methodology to consumer

situations exemplifying this classification prodscemore
coherent and practical results.

Stimulus Organism
APPROACH or

ENVIRONMENTAL \‘, EMOTIONAL / AVOIDANCE
STMULL | STATES RESPONSES

Fig. 1The S-O-R model applied in Mehrabian-Russel Mo€lEl [

Research have shown some responses as the resuits

environmental factors in the retail setting as siréeto affiliate
with others in the setting, desire to stay in arag®e from the
setting, and willingness to spend money and consfir@g

[16], [26], [27]. Russell and Mehrabian [28] spexted that
such aspects of consumer behaviors as desire thase,
increase with the pleasantness of the setting sinde arousal
has a curvilinear relationship with the approachawor, that
desire is maximized in settings which evoke anrinegiate

Store Loyalty: To understand loyalty, Jacoby and Chestnut
[36] examined the belief, affect and conative dticee of the
consumers’ orientation to something. This approacs
derived from several social scientists who studfedinternal
state of attitude which is known as ABC Model (effee,
behavioral/conative and cognitive) of attitude [29B7].
Attitude is a multi-attribute model [38] because aifitude
consists of satisfaction, mood, and confidencehasrelative
attitude antecedents. Cognitive, as the first dsimnof ABC
model, refers to the knowing and believing to ajecbwhich
the responses includes cognitions, knowledge, op#i
information and inferences. The second dimensatfective
which concerns about feeling (like or dislike), mdsp
emotions, affect, trust, commitment, and sympatheéirvous
system activities that people experience and etaltle
objects. Lastly, behavioral/conative relates t@ackctions that

Hoeople do in relation to the object. It also covéhe

intentions” act that is not necessarily expresgeabvious
behaviors.

AffectAffect or store-induced pleasure is a powerful
determinant of approach-avoidance behavior in ailrstore
context including spending behavior [16], [19]. Tihgoact of
emotional affect is often ignored in retail storelestion
studies where cognitive influences (such as priceation,
variety, and quality of merchandise) are emphasiz@édhile

level of arousal. So far abe optimal arousal rate increases po cognitive factors may largely account for steedection

with the pleasantness of the setting, consumerr@mvients
are likely to promote maximal levels of consumeprapch
when both variables are simultaneously increas@d. [Lhe
outcome is that an unpleasant consumer environmentd
achieve its maximal potential effect in evoking itie
consumer response through a reduction in its cgpdoi
arouse [28]. The required manipulation of the airguguality
of a consumer environment depends upon the resporess
of each of the elements of arousing settings totrobn
Drawing upon the information theory, Mehrabian dhassell
[9] demonstrated that the arousing quality of amirenment
correlates highly with itdnformation rate,which increases
with the novelty, complexity, intensity, unfamilis,
improbability, change, mobility or uncertainty bkt setting.
The long term effect after satisfaction is loyatty store
loyalty in store-retailing context. Some authorgy(¢29]-[31])
have identified the existence of a clear relatigndfetween
‘brand loyalty’ and ‘store loyalty’. There is, nateeless, no
consensus in the literatures on the causal rekdttipa. Store
loyalty has been extended from brand loyalty byngisihe
same measures [32]. Store loyalty means that caersulike
and habitually visit the same store to purchaseype tof
merchandise[33].
consumer consistently patronizes the same stoftefouhen
shopping for their needs and wants [34]. Store Itgyhas
become the battlefield for retailers, as they toy dttract

It also shows the degree to which

(responses) and for most of the planned purchagbswhe
store, but the emotional responses induced byrtigomment
within the store are primary determinants of theeek to
which the individual spend beyond his or her peaton
expectations [19] [39].

Store Image and Store LoyaltyMost previous studies
presented that there is a direct relationship betwstore
image and store loyalty. Various attributes of stionage have
a direct manner on store preferences and patroiggptO]-
[42]. Recently, store image (attribute) researchdigen some
empirical justification for store image charactics as
predictors of store loyalty (.e.g. [6], [8], [43#4]. Nguyen &
Leblanc [45] demonstrated that corporate image tegla
positively with customer loyalty in three sectors
(telecommunication, retailing and education). Soshadies,
however, proposed that store image has an indifeat,
positive effect on store loyalty or repeat visitibghaviour
mediated by emotional states (affect) in retailredo[16].
Based on these reviews, a hypothesis is formukdesiich:

Hypothesis 1Store image has positive relationship with store
loyalty through affect

Store personnel and store loyaltystore personnel, as one of
the situational variables, have significant infloen on

shoppers to their outlets. The creation of stoyalty has been consumers’ behavior in the future [22]. Macintosh.ékshin
seen as important and crucial to the developmenta of [5] found that salespeople played an important imketailing.
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Particularly, the fact that commitment to the spégson was
directly associated with store attitude and repasehintention
[16], [46]. Positive customer affect towards therstpersonnel
are likely to retain customers’ store loyalty. Aceed

hypothesis for this study is as follows:

Hypothesis 2: Store personnel has positive relationship wit
store loyalty through affect

Store satisfaction and store loyalty

A high level of satisfaction will lead to the greatrease of
the customer loyalty and also the increase in fifen
performance. Some researchers [47], [48] made hgpate
about series of cognitive processes that precedfedtiae
decisions. This is a stronger form of loyalty imtthin addition
to cognition, loyalty at this stage is driven by tbrior stage of
attitude towards the store and, at a later stagesabsfaction.
The positive affect role is mostly influenced bytriaute
customer satisfaction model in general [48], [49¢nce, the
positive consumers’ perception from satisfied comsuof one
store will result in store loyalty, such as postiword-of-
mouth; recommendation of the store to other persmneased
spending; and increased time in the store. It arsdid that
satisfaction and affect are revealed to contribotattitudinal
loyalty [50]. Based on some findings, this study udo
investigate with the hypothesis below:

Hypothesis 3Store satisfaction has positive relationship wit
store loyalty through affect

Culture and store loyalty

It is argued that customers’ loyalty is greatlyiuehced by
cultural values [51]. People in collectivistic au of high
uncertainty avoidance are more loyal than people
individualistic  cultures. Several recent studies veha
emphasized on the relationship between Hofstedelturel
dimensions and the service providers [52], [53].

Collectivism/individualism, femininity/masculinity,power
distance, uncertainty avoidance, and long-termntaiteon are
Hofstede’s cultural dimensions [54]. Researchesuglibe
effect of culture dimensions as a uni-dimensionalethsion to
store loyalty are not much, if there is; it onlythies about the
one or two cultural dimension to the store prefeesnor
choices and store loyalty. Stores that stress maone
convenience, big lay out, and friendly store pensbmight
attract and work better in the Asian culture simt®pping
decision is a family time [51], [55]. A fourth hyfi@sis is thus
developed as follows:

Hypothesis 4 Culture has positive relationship with store

loyalty through affect

Figure 2 shows the store loyalty model for thisseesh based
on the above review.
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Stimulus Organism Response

Store Image

Affect [ Store Loyalty|

Store Satisfactiq

Fig. 2 Proposed Model of Store Loyalty

Ill. METHODS ANDMATERIALS

Sampling and Instrument

This study used a cross-sectional study, which iely
used in a descriptive research. For collecting,datamnployed
survey research method, the most ubiquitous metbggan
marketing research that observes behaviors andorespl
service loyalty [56]. This research utilized a msye
(judgment) sampling, simple random sampling (usiable

ﬁandom numbers), multistage area samplmgl systematic

sampling method and proportionate stratified randampling
(for determining sample sizes) [56]. The samplirfe for
this study consisted of “the households who live in
JADETABEK” (Jakarta, Depok, Tangerang, Bekasi) tmabke
in the cluster areas that had already been detedmand
osen for this research. The underlying reasortlfgstering
the JADETABEK area is to get homogenous criteriagfach
cluster but has heterogeneous population in evasyear.

The research was conducted for about eight weekis an
taken place at JADETABEK (Jakarta, Depok, Tangerang
Bekasi) since those areas are in conjunction wiid another
as urban/suburb neighborhood. Moreover, the utmmustern
retailer growth occurs in big and developed citidse
JADETABEK, since there is more movement of peopléhe
big and metropolitan cities. At the end, the numiifesamples
was 1,033 returned and usable questionnaires frben t
targeted sample of 1.200 respondents (86.08 pewdetite
response rate).

Before distributed the questionnaire, thirty staffs
(particularly academics staff teach marketing angiress
courses) that lived in the JADETABEK area were dskefill
the structured questionnaires as the pilot teserAhe pilot
test, some questions were eliminated. The questicanwvas
divided in three sections which are (1) respondent’
first/alternative choice of hypermarket/supermarkéf
questions), (2) demographic and socio-economic tipunss
related to the respondents (8 questions) and (8 simage
(45 questions), store personnel (19 questions),re sto
satisfaction (9 questions), culture (29 questioradject (6
questions) and store loyalty (9 questions). Alliafales (store
image, personnel, satisfaction, culture, affect stode loyalty)
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were operationalized using the five-item scale amere
composed in the positive statements [7], [39], [5[B8]. TABLE |

. THE PROFILE OFRESPONDENTS
Respondents were asked to respond all the statemsirig

the Likert scale ranging from strongly disagreet(lytrongly Category Frneque %
agree (5). The reliability of the questions frontedatures &y
ranged from 0.79 to 0.94. Gender
Female 737 71.35
. Male 296 28.65
Analysis Method Age
Each construct was checked for its internal coesdst by 18 - 24 years 128 12.39
performing the reliability analysis to obtain Crawmh-alpha 25 - 34 years 318 30.78
readings [59], [60]. Correlation analysis was casidd to 35 - 44 years 320 30.98
assess multi-collinearity or high associations agnahe 45 - 54 years 223 21.59
independent or exogenous variables. Confirmatorgtofa ~ 2° - 64 years 42 4.07
analysis of measurement and structural models waducted 64 years and over 2 0.19
through Struc_tural Equation modeling _(SEM) and Wagy - ital Status
processed using LISREL 854 to verify the strudtura gjngle/Not Married 314 30.40
relationship among the exogenous and latent coadsphbwn Married 669 64.76
by loadings). SEM techniqgue was used to identifyy ke widower/Widow/Divorce/Se 50 4.84

determinants of store loyalty in the Indonesian erad parate
retailing. When performing SEM, some assumptiorstbabe Occupation

considered so the result will be accurate and theEntrepreneur 175 16.94
misspecification obstacles will be avoided. 533223\/?% Employee 14{;15 147'2961
V. RESULTS quernment_ Official 104 10.07
: Private Official/Employee 501 48.50
The findings start with the description of the masgents’ Retired 6 0.58
profile and the description of the data obtainedtfe study EL?LeeSrZ:?r/]glolle  Student 170 8-2;
followed by presentation of structural equation elod Internatignal Insgt,itution 1 010
(SEM) resuilts. Number of Children
1 Child 189 18.30
Profile of Respondents 2 Children 313 30.30
Mostly respondents chose Carrefour (50.82%) as fhist 3 Children 128 12.39
choice hypermarket/supermarket, and Giant in theors  More than 3 Children 33 3.20
place (21.30%). The rest of respondents’ choiceeags ~ NO Children 370 35.82
between Alfa, Hero, Hypermart and Superindo. TaBle ﬁzgg?guixe?fnnms“o
highlights that 71.35 percent of hypermarket/supeket Less than Rp.100.000 141 13.65
respondents are female, whilst 28.65 percent arfe. riidis Rp.100.000 - 300.000 657 63.60
suggests that female still dominant shoppers foilyda Rp.300.001 -500.000 146 14.13
necessities at modern retail. We found that higipprtion of Rp.500.001 - 700.000 38 3.68
respondents are married (64.76%) with the rangebageeen Rp.700.001 - 900.000 21 2.03
. . . Rp.900.001 - 1.100.000 24 2.32
25-44 years old (62%) with no or two children. Tleisuld Rp.1.100.001 - 1.300.000 1 0.10
imply that young married families prefer to shop at Rp.1.300.001 - 1.500.000 2 0.19
hypermarket/supermarket and work as private emp®ye More than Rp.1.500.000 3 0.29

(48.50%). Surprisingly, mostly respondents spenkimam N
Rp. 300.000,- per-visit (63.60%) from 4- 6 timesiwviper- Visit Frequency to

month. Table 1 also showed that 66.4% of them ttssidown HYREr/Supermarket 8141

d motorcycle when travelin to 4 Times 841 14.04
car an ycle 9 56 Times 145 271
hypermarket/supermarket. This could be due to #raily 7 — 8 Times 28 1.84
concept for spending time with children and the pgfiog  More than 8 Times 19

system of weekly buying.
Vehicle/Transport to the

Store 42 4.07
Bajaj/Tricycle 3 0.29
Bicycle 140 13.55
Bus/Mikrolet 202 19.55
Motorcycle 484 46.85
Personal/Company Car 46 4.45
Taxi 85 8.23
Walk 28 2.71
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Category Freque %
ncy
With Friend 3

Depends Condition

Descriptive statistic of the data
Table Il indicates 117 indicators utilized in thtudy. All
constructs demonstrate high value of Cronbach-al

Variable Items | GFI | RMSE TLI CFI PNF CMI
remai A | N/df
n

Store 8 0.96 0.080 0.97 0.98 0.90 2.00

Satisfactio

n

Culture 23 0.90 0.069 0.87] 0.89 0.87 4.49

Affect 4 0.99 0.074 0.97 0.99 0.97 4.07

Store 9 0.96 0.080 0.93 0.95 0.91 3.99

Loyalty

Hypothesi 95 0.95 0.079 0.87 0.97] 0.88 3.45

zed

higguctural

Model

suggesting high internal consistency in every aoiest

TABLE Il
DESCRIPTIVESTATISTICS AND RELIABILITY OF VARIABLES

Variable No. Mean(Standar Cronba
of d) Deviation ch-
Item Alpha
s
STORE IMAGE 45 3.868 (.362) .924
STORE PERSONNEL 19 3.836 (.465) .935
STORE SATISFACTION 9 3.787 (.486) 919
CULTURE 29 3.499 (.391) .865
AFFECT 6 3.616 (.593) .867
STORE LOYALTY 9 3.649 (.648) .935

Table IV shows the final hypotheses of researchehdd
can be concluded that the empirical data suppotted
conceptual model. There was a significant positiverelation
between store image, store satisfaction, and eultarstore
loyalty mediated by affect. Store satisfaction atmte image
have equal influence to store loyalty through affetore
personnel, however, demonstrated a negative signifi
relationship to store loyalty with affect as the diator.
Empirical data did not support the store persohgpbthesis.

TABLE IV
FINAL HYPOTHESES OFRESEARCHMODEL

Hypothesized Model and Testing Results

All data had been analyzed with LISREL 8.54. CH
(confirmatory factor analysis) has done before @ded to the

model result. Store image, store personnel andreutesulted

from second-order CFA. Store satisfaction, affentl store
loyalty were the first-order outcome. The final nie or

indicators that remain in the structural model rafigorous
modification indices (MI) deletion were conducteuraugh

Hypotheses Standardized t-value
estimate (S.E.)
A1 | Store image> Affect > 0.20 13.93
Store loyalty
H2 | Store  personnel > -0.03 -4,56
Affect > Store loyalty
H3 | Store Satisfaction - 0.20 13.99
Affect > Store loyalty
H4 | Culture > Affect - 0.17 11.78
Store loyalty

CFA of measurement model. At the end, indicatorstofe
image had depleted from 45 to just 29 items; thén@iators
of store personnel had reduced to 18 items; statisfaction
from nine to eight; culture items dropped from 228 items
and affect items reduced from six to four.

All exogenous and endogenous latent constructsestda)
to CFA of measurement model demonstrate a reasaigaiold
fit as shown in Table 3. Root mean square error
approximation (RMSEA) indicates values of less th@s
indicating all measurement models have a goodsfitodness
of Fit Index (GFI) also shows value more than W6ll above
the standard of GFI needed for good fit. CMIN/dbwshk the
range between 1.0 - 2.0 and 3.00 till 5.00 [59]]]6t means
that the proposed research model is supportedrinstef fit
and parsimony in this study.

TABLE Ill
GOODNESSOF FIT ANALYSIS - CFA OF MEASUREMENTAND STRUCTURAL
MoDEL (N=1,033).

Variable Items | GFI | RMSE TLI CFlI PNF CMI
remai A | N/df
n
Store 29 0.93 0.056 0.97 0.97 0.94 3.20
Image
Store 18 0.94 0.059 0.98 0.98 0.92 4.5y
Personnel
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Squared Multiple Correlations (SMC) for affect &l .and
for Store loyalty through affect is .25

In conclusion, based on the empirical data in shisly, the
S-O-R model with affect as mediator gave signifagn
influence to the store loyalty in the Indonesian
hypermarket/supermarket. The proposed model isegprdit

ith the empirical data.

V. DISCUSSION

Carrefour was still the first choice of modern rrerfor this
study due to the research has been conducted in the
JADETABEK. The respondent profile indicated thatlena
(28.65%) has influence for shopping at the modetailers
although female has been still the main deciderstipthey
are working people, married, with and without crela. They
used their own transportation vehicles for going to
hypermarket/supermarket. It demonstrated that retguas are
busy people so hypermarket/supermarket is thedheite for
shopping daily necessities due to the operatioe ompare
to traditional market. Besides that, the peopheiisd has been
shaped that modern market offers convenience and
comfortable place, thus they come for shopping vtitair
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family. As family place,
provides playground for children and café [62]. fefere,
when the parents do the shopping, children can avadt play
around the store.

The replications investigation of the S-O-R modefinding
store loyalty determinants factors was fitted ia thdonesian
context. This research found that affect as thedgoediator
contributed influence to store loyalty. Thus, itopides a
framework for learning (store) loyalty that
consideration of consumers’ emotional responses
environmental stimuli in forming approach behavi(i22].
The adaptation of the Mehrabian and Russel [9]Bel# [22]
model of environmental psychology gives a strorepthbtical
base to this study which has demonstrated a lirtkesn
physical atmosphere (store image), social surragdi
(culture) and psychological condition (satisfacjioron
emational responses of shoppers (affect), and fraionage
approach behaviour (loyalty).

some hypermarket/superreark even if hypermarkets/supermarkets can still prejaua think

about how to reinforce their store personnel asatspetitive
advantage in the future

VI. CONCLUSION
This study achieves the objective of identifyingreth
important determinant factors of store loyalty ke tmodern
retailing market in Indonesia context. Store imagere

allowssatisfaction and culture dimensions are factors ieaded to

Ko always paid attention for maintaining and ggtéonsumer
store loyalty. Store personnel has not been yetrdegl as very
significant to store loyalty because at this tinensumer’'s
perception still consider modern retailing market self-
service. In the future when competition becomeff, stiore
personnel (as front-line) has important role in lishgawith
customers. Modern retailers might train their stpegsonnel
to be more competence than their competitors.

Although the findings of the research confirm thadss of

Store image have indirect influences on store tgyalthe (revised) S-O-R model of store loyalty, bubrity applies

mediated by affect which congruent with some redess [7],
[39], [44], [63], [64]. It explained that if conswers have a
good feeling to the store image, it will lead tmsg loyalty.
Consumer satisfaction to store (store satisfaci®one of the
strong key determinant factors to store loyaltyentheless. It
did not play a role as a mediating variable [7Q][5This study
confirmed that satisfaction has strong contributionstore
loyalty determinants via consumers’ affective state

It has been proved that culture, ethnic and otluios
economic and demographic factors are still the beltators
for examining the customer loyalty after what thetailers
offer to the customers with qualified store atttési (store
image, i.e. product, prices, places/locations, mtion,
physical facilities; after-sales service), as wadl nice and
friendly store personnel. The data from this stabdgwed that
the culture has positive significant influence tore loyalty
through affect. It is consistent with the charastars of the
urban people since the research was conducted
JADETABEK, one of the largest urban areas in Indtmer he
respondents seem to count on their family opinisntle
smallest group in the community which is one of theban
characteristics” [65]. In the urban area, the &losystem is
more on the family (husband and wife), not as thmily
group. There have been changes in the family ralgss, total
income. In other words, while the penetration ofhven into
the labour market has been increasing, their tonéheir own
family is limited. As the result, their behavioumsvard places
of shopping depend more on their own family [6@[/][ On
the other hand, empirical data did not supportrétationship
between store personnel and store loyalty via afféet the
data has been supported from some research catrieghich
found that in highly paced stores (where sales \vigjie), store
personnel were less likely to display positive eéomd because
of time pressures [68]. The reason may be becaussumers
use stores for convenience only and for the selfice type.
Consumers only make a repeat behaviour; they dchaee
any commitment feeling to a store [43]. At this mpithe
performance of store personnel does not influencentuch,
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to one specific store loyalty, namely, the choick toe
hypermarket/supermarket. It opens the opporturatyfditure
research to differentiate between hypermarket tgyaind
supermarket loyalty. Furthermore, the research omtinue
to find out whether both types of modern retailgigres have
strong real demand from the Indonesian consumers.
Further research should focus on relating storaltgyto
other stimuli constructs such as task definitiae. (high/low
consumer’s involvement, utilitarian/hedonic); other
psychological states excluding satisfaction (i.erspnality
trait, motivation); or temporal perspective (tripurdtion,
shopping time), as well as with other variations tbke
emotional responses, such as negative affect, amgerood.
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