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Abstract

This research aims to analyze how service quality and store atmosphere impact customer satisfaction, with shopping
convenience as an intervening variable in Supermarket customers in Kudus, Indonesia. This research is quantitative, involving
hypothesis testing. The sample for this study consisted of 144 respondents. The sampling technique used is non-probability
sampling with a purposive sampling method. Data was collected using a questionnaire distributed via Google Forms. The
instrument tests conducted include validity tests, reliability tests, and normality tests. The analysis technique used is SEM
(Structural Equation Modeling) with AMOS 24 software. The results of this study indicate that service quality does not affect
customer satisfaction, store atmosphere has no effect on customer satisfaction, service quality has no effect on shopping
convenience, store atmosphere has a positive and significant effect on customer satisfaction, and shopping convenience has a
positive and significant effect on customer satisfaction.
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1.0 INTRODUCTION

The retail business is currently growing rapidly, with many entrepreneurs employing various sales strategies to
expand their businesses and achieve significant profits (Astaginy et al., 2023). The number of trading businesses
has increased particularly in modern retail stores such as supermarkets and the like (Wijaya et al., 2020). The rise
in the number of retail businesses has led to customer demand for a more modern and practical shopping
experience. Kotler & Keller (2016:549) define retail as encompassing all activities involved in selling goods and
services to end customers for personal use not for business needs (Goh et al., 2022). The retail industry in
Indonesia is still quite developing due to the increasing population. The rising needs of the Indonesian population
will impact the growth of the modern retail market (Imran & Jasman, 2023). Retail plays an important role in the
economic progress of Indonesia. According to data from BPS (2023), the number of retail establishments in
Indonesia, including shopping centers and supermarkets, reached 2,133 units in 2020. The Minister of Trade,
Zulkifli Hasan, stated that the retail sector is the main driver of household consumption, contributing 53.56% of
GDP (news.ddtc.co.id, 2023).

The success of the retail industry is driven by continuous sales growth, and one of the key aspects of the
business is ensuring customer satisfaction with the quality provided by the company (Saputro et al., 2022).
Satisfying customers is a desire for business practitioners and also a crucial factor in the sustainability of a company
(Zikri & Harahap, 2022). Customer satisfaction is a positive evaluation given by customers based on their
experiences, reflecting the extent to which the quality meets or exceeds customer expectations and needs (Irawan
et al., 2023). One way to ensure customers feel satisfied is by providing good service quality (Ngatno et al., 2022).
Kotler (2019:143) states that service quality is a customer's assessment of the level of service received compared
to the level of service expected (Junaedi et al., 2024). Besides maintaining good service quality, another way to
enhance customer satisfaction is by paying attention to the store atmosphere. The store atmosphere is one of the
critical factors in the success of a retail industry because it has a significant impact on consumer behavior and the
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company's success (Efendi et al., 2023). Therefore, creating a pleasant store atmosphere is essential for satisfying
customers.

In addition to focusing on service quality and store atmosphere to create customer satisfaction (Gautam
& Sah, 2023), shopping convenience is also crucial for enhancing customer satisfaction (Wang et al., 2020). When
customers feel that their shopping experience is comfortable, efficient, and satisfying, they are more likely to feel
satisfied (Fida et al., 2020). Damaryanti et al. (2022) state that shopping activities can enhance comfort. This sense
of comfort arises when a customer thinks about the experiences they had with good service quality and store
atmosphere. Therefore, retailers must be able to provide a comfortable shopping experience to ensure customer
satisfaction (Puspaningrum, 2017). Supermarkets in Kudus, Indonesia have become an part of daily life and greatly
facilitating residents in meeting their everyday needs. In addition to offering a wide range of products from basic
necessities to luxury items (Chandra et al., 2023), supermarkets in Kudus play a crucial role in modernizing the
shopping experience, providing more efficient and practical services for all segments of society. This makes it
easier for people to fulfill their daily needs more conveniently and comfortably.

Table 1. Supermarket Rating in Kudus City 2023
Supermarket

No Rating

1 Pasar Swalayan ADA Kudus
2 Ramayana Simpang Tujuh Kudus
3 Hypermart Kudus
4 Super Indo Kudus
Source: Google Map Ratings, 2023

4,2 (5,850 reviews
4,3 (5,482 reviews
4,2 (1,294 reviews
4,6 (1,619 reviews

Referring to Table 1 regarding the supermarket ratings in Kota Kudus on Google Maps, it is noted that
ADA Kudus Supermarket has a rating of 4.2 with a total of 5,850 reviews, compared to Super Indo Kudus and
Ramayana Simpang Tujuh Kudus, which have higher ratings than ADA Kudus Supermarket. The lower rating for
ADA Kudus Supermarket on Google Maps is attributed to several factors encompassing various aspects of the
customer experience. These factors can influence how customers rate and review the supermarket. The
supermarket rating reflects the overall customer experience and the extent to which the supermarket meets
customer expectations. This is supported by several reviews related to customer complaints from various sources.
Referring to Table 2 regarding the descriptions and complaints of customers when visiting and purchasing at
Supermarkets in Kudus, Indonesia obtained from various applications and social media platforms such as
Instagram, Google Maps, and ID Firms, several customers expressed dissatisfaction due to poor service quality, a
bad store atmosphere, and insufficient attention to comfort.

Table 2. Descriptions and Complaints of Supermarket Customers in Kudus, Indonesia

No Description Complaint Source

1  @atarazri: “l am disappointed with the service. | bought  The customer complained about Instagram
a pack of 4 Lifebuoy soaps, but it was counted as 2 the cashier's service at the Review,
packs. It's far to go back there, and we end up losing out.  supermarket, stating that they 2023
Please, make sure to count correctly”. were not accurate in counting

the number of items purchased.

3 Khoirina Kamila: “The parking area is very hot, there's The customer complained about Google
no shade. Please provide some kind of cover or shade the parking area being very hot Maps
for customers”. and not having no shade. Review,

2023

4 Ade Rizki Dwiputro: “Thursday, April 28th, 2022, 9:57 The customer complained about Google
AM, the AC wasn't turned on. The supermarket was the hot atmosphere at the Maps
extremely hot, oh my goodness. Please ensure the supermarket in Kudus due to Review,
comfort of visitors, especially since the supermarket the air conditioning not being 2023
opens at 9:30 AM.” turned on.

5 Thony: “The largest supermarket with the parking lot The customer complained about Id.firms
I've ever seen. Although the arrangement sometimes the disorganized arrangement Review,
seems confusing, there are many promotions, an of the supermarket space in 2019

integrated food court, nice, not far to walk when
hungry, just the arrangement of the supermarket is a bit
chaotic, and because it's so crowded, it seems a bit dirty,

Kudus, which appeared dirty,
and the parking arrangement,
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No Description Complaint Source
but it's complete with many options and relatively which sometimes  caused
cheap. Overall, still okay for shopping. Recommended.  confusion.

Previous studies conducted by Putra et al. (2023) stated that service quality has a positive and significant
influence on customer satisfaction. Meanwhile, research conducted by Maimunah (2019) stated that service
quality has a negative but not significant influence on customer satisfaction. Welsa & Khoironi (2019)stated that
store atmosphere has a positive and significant influence on customer satisfaction. Reski & Melifia (2021) stated
that store atmosphere does not have a significant influence on customer satisfaction. Gaotami et al. (2023) stated
that e-service quality has a positive and significant influence on e- convenience. Budiarno et al. (2022) stated that
service quality has a negative and insignificant influence on convenience. Marduwati (2022) stated that the
environmental atmosphere has a positive and significant influence on shopping convenience. Rijali & Rahmawati
(2022) stated that store atmosphere does not have a significant influence on shopping convenience. Sahai et al.
(2020) stated that shopping convenience has a positive and significant influence on customer satisfaction. Laura
& Safitri (2022) stated that convenience has a negative but not significant influence on customer satisfaction.

The novelty of this research lies in highlighting the shopping convenience variable, which was previously
more commonly used in the context of online shopping. In this study, this variable is applied to evaluate the
shopping convenience in physical environments, such as supermarkets. This approach provides a relevant new
perspective, considering the changing consumer behavior and the need for more practical and efficient shopping
experiences in physical stores. The aim of this study is to address gaps in the literature and offer new insights into
the factors influencing shopping convenience in the context of offline retail.

2.0 LITERATURE REVIEW

The Influence of Service Quality on Customer Satisfaction

Kasmir (2017:64) states that service quality can reflect a company's ability to provide services that directly
influence customer satisfaction. Sunyoto (2014:35) asserts that customers can experience one of three general
levels of satisfaction. If performance is below expectations, customers will feel disappointed. If performance meets
expectations, customers will feel satisfied, and if performance exceeds expectations, customers will feel very
satisfied, delighted, or happy. Service quality is one of the factors influencing customer satisfaction. Lupioyadi
(2014:21) states that there are five factors determining the level of customer satisfaction, one of which is service
quality. Kotler & Keller (2016:497) also state that there are three crucial aspects in efforts to create customer
satisfaction. These three aspects are quality, service, and value. Having these aspects allows providing good service
to enhance customer satisfaction, which greatly assists companies in building good relationships with customers.
H; : Service quality has a positive and significant on customer satisfaction.

The Influence of Store Atmosphere on Customer Satisfaction

Store Atmosphere has a close relationship with the level of satisfaction obtained by customers. Store Atmosphere
serves as a creator of an environment that is pleasant for customers, potentially creating customer satisfaction
during their visit to the store (Foster, 2021:45). Store atmosphere has a close and significant relationship because
it can influence customers' perceptions, emotions, and behaviors. Store atmosphere also consists of elements that
can create an experience for customers while they are in a store. Store Atmosphere has the ability to stimulate
customers' senses and can influence customers' perceptions in evaluating and responding to the store emotionally
(Michael & Weitz, 2014:507). Emotional response encompasses various feelings, such as joy or satisfaction. The
better and more enjoyable the store's condition becomes, the greater the satisfaction felt by customers.

H, : Store atmosphere has a positive and significant on customer satisfaction.

The Influence of Service Quality on Shopping Convenience

Sartono (2023:16) states that serving customers means providing them with comfort. Serving customers by
providing comfort is essential in creating a positive experience for customers while shopping. Therefore, when
service quality within a company is good, it will create comfort and encourage a positive shopping experience for
customers. Thus, the quality of service provided by a company has a significant impact on comfort during the
shopping process. Murdana et al. (2023:44) also state that optimal service can have a positive impact on increasing
customer comfort, thus forming stronger confidence for customers to remain loyal to the products or services
provided by the company (Amin et al., 2022). Therefore, providing good service will have a positive impact on the
company to create a conducive atmosphere for customer comfort. This will also have a positive impact on the
level of satisfaction experienced by customers.
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H; : Service quality has a positive and significant on Shopping Convenience.

The Influence of Store Atmosphere on Shopping Convenience

Mamuaya (2021:44) states that store atmosphere can have cognitive and emotional influences on customers that
can lead to behavioral responses. When customers perceive a comfortable physical environment while shopping,
they will give positive responses such as the satisfaction they obtain. Creating a good store atmosphere can
establish a comfortable environment and make customers feel satisfied. Thus, a store atmosphere that
encompasses various elements such as interior design, lighting, music, and good layout can have a positive impact
on customer comfort while shopping. Olson & Paul. (2014:62) state that store atmosphere functions as a creator
of a comfortable or enjoyable atmosphere according to customer preferences and stimulates customers' desire
to linger in the store. Therefore, creating a store atmosphere that satisfies customers involves various strategies
(Setiyanto et al., 2024), including good interior design, effective product arrangement, appropriate lighting, and
adequate service. Harjadi et al. (2023:254) state that modern retail stores such as supermarkets can enhance
shopping comfort more effectively. This is due to the ability of modern retail stores to create a comfortable store
atmosphere, such as air conditioning, attractive product layouts, and optimal lighting.

H, : Store Atmosphere has a positive and significant on Shopping Convenience.

The Influence of Shopping Convenience on Customer Satisfaction

Puspaningrum (2017:76) asserts that the satisfaction experienced by customers is caused by the company's ability
to provide comfort while shopping. Thus, a company's ability to provide comfort to customers has a direct impact
on customer satisfaction levels. Comfort itself encompasses various aspects, such as ease of transactions,
responsive service, and comfortable facilities. Kusuma (2023:14) states that customers have high standards of
comfort when experiencing a supermarket environment. If customers feel a high level of comfort, they will feel
satisfied. The comfort provided by a shopping venue will create a pleasant atmosphere for customers. Therefore,
when customers feel comfortable, the chances of satisfaction increase due to a positive and satisfying shopping
experience. Thus, the comfort factor when shopping plays a crucial role in shaping customers' positive perceptions
of a brand, store, or service.

H; : Shopping Convenience has a positive and significant on Customer Satisfaction.

3.0 METHODOLOGY

This type of research uses primary data obtained from distributing questionnaires via Google Forms targeted at
customers of Supermarket in Kudus, Indonesia and secondary data obtained from ratings and reviews on Google
Maps, Instagram, and Id.Firms from Supermarkets in kudus, Indonesia. This study uses 144 samples with a non-
probability sampling technique using purposive sampling methods. The criteria for this study are: 1. Customers
located in Kudus City. 2. Who have visited or purchased at Supermarkets in Kudus, Indonesia at least three times
in the last six months. Data collection in this research uses questionnaire method with Likert scale ranging from 1
to 5 intervals represented by symbols SS, S, KS, TS, STS. Data collected from each respondent include gender, age,
occupation/profession, monthly income/pocket money, and frequency of visits to Supermarkets in Kudus,
Indonesia at least three times in the last six months. Data processing includes Editing, Coding, Scoring, and
Tabulating.

The data analysis used Structural Equation Modelling (SEM) with AMOS 24.0 software. The purpose of
using this technique is to test the relationship between variables so that the information or results obtained
approach the level of accuracy. The use of AMOS can also help explain consumer behavior that is sensitive through
paths that can identify and measure relationships between variables in a conceptual model. The results of the
validity and reliability tests for all variables and indicators used in this research have met the validity and reliability
requirements. The normality test indicates that the data is multivariate normally distributed with a critical ratio
(c.r) value of 0.097, which means the figure is within the range of + 2.58.

4.0 RESULTS AND DISCUSSION

The results obtained in this study used twelve indicators from four variables: service quality, store atmosphere,
customer satisfaction, and shopping convenience. The Goodness of Fit test was conducted to determine if the
model was adequate and acceptable by involving Chi Square, Probability, CMIN/DF, AGFI, GFI, CFI, TLI, and RMSEA.
This study produced effects from exogenous variables on endogenous and intervening variables by considering
the critical ratio (CR) value > 1.64 and the probability (P) value < 0.05. The results of this study indicate that service



5 Journal of Applied Business and Technology (JABT) 2025: 6(1), 1-10

quality does not affect customer satisfaction, store atmosphere does not affect customer satisfaction, service
quality does not affect shopping convenience, store atmosphere has a positive and significant effect on shopping
convenience, and shopping convenience has a positive and significant effect on customer satisfaction.

31 Uji Kelayakan Model

Chi-square=28,520
CMINDF=,594
DF=48
Probability=,989
AGFI=,949
CFI=1,000
GFI=,968
TLI=1,029
RMSEA=,000

StoreAtmosphere

Figure 1. Structural Equation Modelling (SEM) Analysis
Source: Processed Primary Data, 2024

Table 3. Goodness of Fit Index

Goodness of Fit Index Cut Off Value Model Results Information
% Chi-Square (df = 48) <65,170 28,520 Fit
Significance Probability > 0,05 0,989 Fit

RMSEA <0,08 0,000 Fit
GFI >0,90 0,968 Fit
AGFI >0,90 0,949 Fit
CMIN/DF <2,00 0,594 Fit
TLI >0,95 1,029 Fit
CFI >0,95 1,000 Fit

Source: Processed Primary Data, 2024

Based on Table 3, the Goodness of Fit test indicates that the model is good and meets the established

criteria.
Table 4. Validity and Reliability Test Result
Variable CR AVE Information
Service Quality 0,906 0,707 Valid & Reliable
Store Atmosphere 0,863 0,678 Valid & Reliable
Shopping Convenience 0,902 0,754 Valid & Reliable
Customer Satisfaction 0,808 0,679 Valid & Reliable

Source: Processed Primary Data, 2024
Based on Table 4 regarding the validity and reliability tests on the variables of service quality, store
atmosphere, customer satisfaction, and shopping convenience, they have met the criteria, with a standard loading

factor value of > 0.70. The AVE value is > 1 or = 0.5, while the CR value is > 0.70.

Table 5. Hypothesis Test Results

C.R. P Result Information
Shopping Convenience <---  Service Quality 0,532 0,595 Positive but not significant Rejected
Shopping Convenience <---  Store Atmosphere 2,466 0,014  Positive and significant Accepted
Customer Satisfaction  <---  Service Quality 1,301 0,193 Positive but not significant Rejected
Customer Satisfaction ~ <---  Store Atmosphere -0,644 0,520 Negative but not significant Rejected
Customer Satisfaction ~ <---  Shopping Convenience 3,901 0,000 Positive and significant Accepted

Source: Processed Primary Data, 2024
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The results of the hypothesis testing are as follows:

Hypothesis 1

The results of hypothesis testing using AMOS 24 show a direct path coefficient with a CR value of 1.301 < 1.64 and
a P value of 0.193 > 0.05. Based on these results, since the CR value is < 1.64 and P > 0.05, it can be concluded that
Hypothesis 1 is rejected. Thus, it is found that service quality does not influence customer satisfaction among
customers of Supermarkets in Kudus, Indonesia. Kasmir (2017:64) states that service quality demonstrates a
company's ability to provide services that can influence customer satisfaction. However, the results of this study
do not support this theory, as the responsiveness of service quality at supermarkets in Kudus has not been strong
enough to significantly impact customers. This condition can be attributed to the insufficient contribution to
customer satisfaction among supermarket customers in Kudus, Indonesia. This occurs because the service is not
prompt enough in meeting customer needs. Responsiveness refers to the condition where the service staff can
quickly, accurately, and efficiently meet customer needs and desires (Kotler & Keller, 2016:284). The results of this
study are supported by previous research conducted by Rosalina Tanjung & Rahman (2023), Arifianti et al. (2023),
and Nurlia (2020), which state that service quality does not affect customer satisfaction. However, these results
do not support the research conducted by Putra et al. (2023) and Pahlawan et al. (2019), which state that service
quality has a positive and significant effect on customer satisfaction.

Hypothesis 2

The hypothesis testing using AMOS 24 yields a direct path coefficient with a CR value of -0.644 < 1.64 and a P value
of 0.520 > 0.05. Based on these results, it is known that the CR value is < 1.64 and P > 0.05, thus indicating that
Hypothesis 2 is rejected. Therefore, it is found that store atmosphere does not influence customer satisfaction
among customers of Supermarkets in Kudus, Indonesia. Foster (2021:45) stated that store atmosphere functions
as a creator of a pleasant environment that can generate customer satisfaction. However, the results of this study
do not support that theory, as the lighting from the store atmosphere at the supermarket in Kudus does not have
a strong influence on customers. This condition can be attributed to the weak contribution to customer
satisfaction among customers at the supermarket in Kudus, Indonesia. This occurs because the lighting quality fails
to create an enjoyable shopping experience. Good lighting can enhance the attractiveness of the store, and by
designing appropriate lighting conditions, a pleasant shopping experience can be created Utami (2017:356). This
study's findings are supported by previous research conducted by Reski & Melifia (2021), Rijali & Rahmawati (2022)
and Yunardi & Tjahjaningsih (2023), which stated that store atmosphere does not affect customer satisfaction.
However, these results do not align with studies by Ndengane et al. (2021) and Wardhani & Dwijayanti (2021),
which found that store atmosphere has a positive and significant impact on customer satisfaction.

Hypothesis 3

The hypothesis testing using AMOS 24 produced a direct influence path coefficient with a CR value of 0.532 < 1.64
and a P value of 0.595 > 0.05. Based on these results, it is evident that the CR value is less than 1.64 and the P
value is greater than 0.05, indicating that Hypothesis 3 is rejected. Thus, it is found that service quality does not
affect shopping convenience for customers of Supermarkets in Kudus, Indonesia. Murdana et al. (2023:44) stated
that optimal service can have a positive impact on enhancing customer comfort while shopping. However, this
study's findings do not support that theory because the responsiveness of service quality at the supermarket in
Kudus has not sufficiently influenced customers. This condition can be attributed to the weak contribution to
shopping convenience among customers at the supermarket in Kudus, Indonesia. This occurs because the staff is
not quick enough in meeting customer needs. Responsiveness is defined as the ability of staff to promptly,
accurately, and efficiently fulfill customer needs and desires (Kotler & Keller, 2016:284). This study's findings are
supported by previous research conducted by Mugodasih & Indriastuti (2023), Jema et al. (2023), and Budiarno
et al. (2022), which stated that service quality does not affect shopping convenience. However, these results do
not align with studies by Gaotami et al. (2023) and Ismayana et al. (2021), which found that service quality has a
positive and significant impact on convenience.

Hypothesis 4

The hypothesis testing using AMOS 24 produced a direct influence path coefficient with a CR value of 2.466 > 1.64
and a P value of 0.014 < 0.05. Based on these results, it is evident that the CR value is greater than 1.64 and the P
value is less than 0.05, indicating that Hypothesis 4 is accepted. Thus, it is found that store atmosphere has a
positive and significant effect on shopping convenience for customers of Supermarkets in Kudus, Indonesia. Store
atmosphere encompasses physical characteristics such as architecture, layout, lighting, display arrangements,
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color, temperature, music, and aroma that can create specificimpressions in customers' minds (Utami, 2017:322).
This means that the better the store atmosphere, which includes the physical attributes of the store, the greater
the customer comfort. This aligns with the current situation where the success of the supermarket in Kudus,
Indonesia, in attracting attention and providing a positive impression to customers while shopping is highly
dependent on the atmosphere, which includes store layout, visual communication, and lighting created within it.
This study's findings are supported by previous research conducted by Marduwati (2022), Solechatun (2023), and
Maryanti (2022), which stated that atmosphere has a positive and significant impact on shopping convenience.
However, these results do not align with studies by Fitriana & Maskur (2022) and Nugroho & Muslikh (2023), which
stated that atmosphere has a negative but insignificant impact on convenience.

Hypothesis 5

The hypothesis testing using AMOS 24 produced a direct influence path coefficient with a CR value of 3.901 > 1.64
and a P value of 0.000 < 0.05. Based on these results, it is evident that the CR value is greater than 1.64 and the P
value is less than 0.05, indicating that Hypothesis 5 is accepted. Thus, it is found that shopping convenience has a
positive and significant effect on customer satisfaction for customers of Supermarkets in Kudus, Indonesia.
Shopping convenience is an emotional state that triggers high levels of satisfaction, excitement, and pleasure
(Priandono, 2023:141). This means that if customer comfort while shopping at the supermarket in Kudus increases,
customer satisfaction will also increase. This aligns with the reality that the supermarket in Kudus, Indonesia, can
provide customer satisfaction, which is greatly determined by the customers' sense of comfort while shopping.
This includes ease of access, freedom of movement within the store, and ease in finding desired items. These
research findings are supported by previous studies conducted by Sahai et al. (2020), Khairunnisa et al. (2021),
and Romzi et al. (2023), which state that convenience has a positive and significant effect on customer satisfaction.
However, these results do not support the study conducted by Laura & Safitri (2022), which states that shopping
convenience has a negative but insignificant effect on customer satisfaction. Table 6 shows analysis of direct and
indirect effects.

Table 6. Analysis of Direct and Indirect Effects

Variable Direct Effect Indirect Effect Total Effects
Service Quality 0,121 0,021 0,142
Store Atmosphere -0,064 0,101 0,037

Source: Processed Primary Data, 2024

Service quality has a direct effect on customer satisfaction. This indicates that shopping convenience is
not able to mediate the effect of service quality on customer satisfaction. The total direct and indirect effects
contribute. The results of this study indicate that service quality does not have a strong relationship with shopping
convenience in determining customer satisfaction. In serving customers, providing comfort is essential to foster a
positive experience for customers while shopping (Sartono, 2023:16). However, the findings of this research reveal
that service quality, which includes reliability, responsiveness, assurance, and access provided by the staff of
supermarkets in Kudus, directly cannot enhance customer comfort while shopping, ultimately not impacting
customer satisfaction. Therefore, service quality has not been able to increase customer satisfaction through
shopping convenience among customers of supermarkets in Kudus, Indonesia. These research findings are
supported by previous studies conducted by Wiyase (2022), which stated that comfort cannot be an intervening
variable between service quality and customer satisfaction. However, these results do not support the studies
conducted by Sahri & Sari (2023) and Law et al. (2024), which indicated that shopping convenience could be an
intervening variable between service quality and customer satisfaction.

Store atmosphere has a direct effect on customer satisfaction. This indicates that shopping convenience
is able to mediate the effect of store atmosphere on customer satisfaction. The total direct and indirect effects
contribute. The results of this study indicate that store atmosphere has a strong relationship with shopping
convenience in determining customer satisfaction. Store atmosphere can create a comfortable and pleasant
environment and can encourage customers to linger in the store (Olson & Paul., 2014:62). This means that the
store atmosphere of supermarkets in Kudus, including store layout, visual communication, and lighting, can
cultivate a sense of comfort experienced by customers while shopping, ultimately impacting overall customer
satisfaction. Therefore, store atmosphere can enhance customer satisfaction through shopping convenience
among customers of supermarkets in Kudus, Indonesia. These research findings are supported by previous studies
conducted by Wiranata & Suryadi (2022), which stated that shopping convenience could be an intervening variable
between store atmosphere and customer satisfaction. However, these results do not support the studies
conducted by Gunawan & Harjanti (2023), which stated that shopping convenience cannot be an intervening
variable between store atmosphere and customer satisfaction.
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5.0 CONCLUSION

The results of this study conclude that customer satisfaction among customers at the supermarket in Kudus,
Indonesia is not influenced by service quality and store atmosphere. Service quality does not affect shopping
convenience; however, store atmosphere has a strong influence on shopping convenience, and shopping
convenience has a strong impact on customer satisfaction among customers at the supermarket in Kudus,
Indonesia. The implication of this study for service quality and store atmosphere is that improving responsiveness
in meeting customer needs and ensuring appropriate lighting arrangements can enhance customer satisfaction
and ensure long-term success. Future research is expected to add other variables that affect shopping
convenience and customer satisfaction, such as product quality, price (Panjaitan et al., 2024), promotion, location,
and facilities.
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