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Abstract 
 

The retail industry plays an important role in the business world. In the era of globalization, there will be many changes 
that will continue to occur. In 2017, the retail industry in Indonesia experienced complaints and tended to decline. One 
company that has successfully adapted and adjusted its strategy to the circumstances that have occurred is PT. Duta 
Intidaya Tbk. (DAYA) the manager of the Watsons Indonesia network. Watsons is a leading health and beauty product 
retailer in Asia which operates 7500 retail stores and 1500 pharmaceutical retail stores in the Asian and European markets, 
including Indonesia. This study aims to analyze how the influence of Senses, Interior Design, Signage, Facilities, 
Atmospherics, Staff, Other Visitor's Behavior, and The Visitor Himself / Herself on Customer Loyalty through Emotions. 
And this study hopes to provide benefits in increasing knowledge in the field of management, especially how much 
influence Emotions has in increasing Customer Loyalty which will then increase sales from Watsons. Causal research and 
quantitative methods will be used in this study by processing data in the AMOS version 22.0 application. Data will be 
collected by distributing questionnaires to 200 respondents with the characteristics of men and women aged 18-60 years, 
residing in Surabaya, and at least having bought at Watsons offline store 2 times in the last 3 months. In this study the 
results show that the variables that have a significant positive effect on Emotions are Senses, Interior Design, Signage, 
Atmospherics, Staff, The Visitor Himself / Herself and those that do not have a significant effect are Facilities and Other 
Visitor's Behavior. Then Emotions has a significant positive effect on Satisfaction and Satisfaction has a significant 
positive effect on Customer Loyalty. Has a significant effect on repurchase intention with the coefficient of regulation of 
0.661 and C. R value of 9,420. 
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1. Introduction 

 

The retail industry plays an important role in the business world. Retail is the foundation of the 

business cycle which is part of business activities in selling goods or services directly to end consumers with 

the aim of being able to satisfy their wants and needs. For consumers, retail has a function as a provider of 

various products so that consumers can choose products according to their needs and desires. Today's retail is 

not what it used to be, with a good management system, changes in people's selective shopping patterns and a 

change in consumer perspective, retail that was originally traditional has begun to change into modern retail. 
Referring to Presidential Regulation Number 112 of 2007, traditional retail is a small and medium scale 

retailer, and in the buying and selling process it can be through bargaining. Modern retail has a higher demand 

compared to traditional retail because modern retail has a complete and comfortable shopping experience, 

which is not only for shopping, but also as a means of recreation, entertainment and life style 

(https://www.validnews.id , downloaded on February 7, 2020). 

The first modern retailer that was present in Indonesia was the Sarinah Department Store which was 

founded in 1962 which then continued to grow until the 1980s. Then in the early 1990s, foreign retailers in 
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Indonesia began to enter, namely Sogo, which is the largest retailer in Japan. When the government removed 

the retail business from the negative list for foreign investment by issuing Presidential Decree No. 99 of 1998, 

finally modern retail in Indonesia experienced rapid growth, where before the Presidential Decree was issued 

the number of foreign retailers in Indonesia was very limited. In 2015, AT Kearney noted that Indonesia's 

retail business was ranked 12th in the world in the Global Retail Development Index (GRDI). This is the 
highest retail growth rate Indonesia has achieved in the index since 2001, where total retail sales grew by 

14.5%. AT Karney noted that the retail market in Indonesia in 2015 reached USD326 billion or valued at IDR 

4,306 trillion. (https://ekbis.sindonews.com, downloaded on February 5, 2020). 

In the era of globalization, there will be many changes that will continue to occur, so that retail 

business owners must be able to anticipate them. Retail owners to these changes must adapt quickly and be 

responsive. One way to stay competitive in these changes is to make new innovations. These innovations will 

be better if they are adjusted to current trends, for example according to the lifestyle of today's society. 

Increasingly tighter competition in the retail business makes retail business entrepreneurs compete with each 

other to try to attract consumers' attention in various ways, such as improving service quality, increasing a 

comfortable experience in shopping, improving the atmosphere or making discounts (https: // www. 

journal.id, downloaded on February 5, 2020). 

The retail business in general has various types, including specialty stores, department stores, 
supermarkets, convenience stores, discount stores, off-price stores, superstores and catalog show rooms. One 

of the fast growing retail businesses in Indonesia is a specialty store. A specialty store is a special store that 

sells a narrow product line with a variety of goods contained in the line, such as a drugstore (Watsons), a 

bookstore (Gramedia), a sporting goods shop (Sport Station), a cake shop (Bon Ami), and shoe store (Nike). 

In this case, retail tries to serve consumers from one or a small number of market segments by providing 

special products (https://jojonomic.com, downloaded on February 7, 2020). 

Drugstore is a retail that sells a variety of health and beauty products (personal care), such as 

medicines, food supplements, vitamins, and digestive detoxification products for physical health from  

children to adults, hair care, skin care, hair care, cosmetics, which consumers can choose and find the product 

they are looking for when shopping, but can also ask existing employees for help. In Indonesia, there are 

several health and beauty retailers or what is commonly known as drugstores, which are aggressively 

expanding in malls or shopping centers. Some of them are PT Duta Intidaya  Tbk. (DAYA), the manager of  

the Watsons network, PT Hero Supermarket Tbk. (HERO) managing the Guardian network, and PT Matahari 

Putra Prima Tbk (MPPA) managing the Boston network (https://ekonomi.bisnis.com, downloaded on  

February 7, 2020). 

In 2017, the retail industry in Indonesia experienced complaints and tended to decline, where 
previously in 2015 in Indonesia the modern retail industry experienced an average growth of 10.8%. The 

Aprindo Association said that the factors that influenced the decline in retail industry growth in 2017 included 

high inflation in the first six months of 2017, changes in shopping behavior where previously people shopped 

at retail stores directly (offline) turned into shopping through technology, namely through an online 

application (online store). Apart from that, another factor is that people tend to delay purchases or  refrain 

from shopping (https://www.cnnindonesia.com, downloaded on February 10, 2020). 

This complaint has an impact on the decline in sales received by several retail companies in 

Indonesia, one of which is PT. Matahari Putra Prima Tbk (MPPA). PT Matahari Putra Prima Tbk (MPPA) 

recorded sales for the first quarter of 2017 amounting to Rp 3.10 trillion. This sales decreased 3.53% when 

compared to the same period in 2016 amounting to IDR 3.21 trillion. As of December 31, 2016, MPPA 

operates 299 outlets throughout Indonesia (115 Hypermart, 3 SmartClub, 26 Foodmart, 109 Boston Health  
and Beauty and 46 FMX). As of the end of 2017, MPPA operates a total of 259 stores throughout Indonesia 

(113 Hypermart outlets, 4 SmartClubs, 25 Foodmart, 102 Boston Health & Beauty, and 15 FMX). So it can be 

concluded that Boston Health & Beauty is in the second position of most retail closures after FMX, which is 7 

stores in 1 year (https://economy.okezone.com, https://tirto.id, downloaded on 7 February 2020). 
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In contrast to PT. Duta Intidaya Tbk. (DAYA) the manager of the Watsons Indonesia network. PT. Duta 

Intidaya Tbk. (DAYA) has successfully adapted and adjusted its business strategy to the circumstances that 

have occurred. Watsons is a leading health and beauty product retailer in Asia which operates 7500 retail 

stores and 1500 pharmaceutical retail stores in Asian and European markets, including Indonesia. This 

company is part of the A.S Watsons Group, one of the largest groups in Hong Kong with the Watsons brand, 
your personal store. Watsons entered Indonesia in 2005 and opened its first retail in 2006 at Pondok Indah 

Mall 2. In the midst of a decline in people's purchasing power in 2017, Watsons in Indonesia remains 

competitive with a significant increase in the market. Watsons was able to make large-scale expansion with 

the opening of Watson outlets in a marathon in Bandung, starting from the Trans studio Mall, Carrefour Kiara 

Condong, Paskal 23, and most recently Watsons Paris Van Java. In total Watson operates 80 outlets 

throughout Indonesia. 

According to PT. Duta Intidaya Tbk. (DAYA), the decline in people's purchasing power is not due to 

people holding back expenses, but a change in spending methods. Therefore, Watsons in overcoming market 

complaints, he continues to make new innovations and expansions to increase sales. The innovation made is 

that Watsons continues to update goods according to the needs and demands of consumers who also continue 

to adapt to market trends. One example of a trend that Watsons took in 2017 was importing products from 

Korea and Japan because this has become a trend among generation Y or millennials. So that maintaining the 

sales scale by choosing the generation Y or millennial concept is one solution (https://www.ayobandung.com, 

downloaded on February 5, 2020). 
Tabel 1.1 Drugstore in Indonesia 

 
No 

 
Drugstore 

 
Sale (2017) 

 
Rasio 

 
Year 

Number 

of Outlets 

(2017) 

 
1 

PT Hero 

Supermarket 

Tbk (Guardian) 

Rp 2.174.000.000.000 

including IKEA dan 

Guardian 

 
10% 

 
1990 

 
250 

 
2 

PT Duta 

Intidaya Tbk 

(Watsons) 

 
Rp 363.000.000.000 

 
29,9% 

 
2006 

 
80 

 
3 

PT Matahari 

Putra Prima 

Tbk (Boston) 

 
Rp 70.000.000.000 

 
2,8% 

 
2002 
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Source: https://www.watsons.biz.id, www.hero.co.id, mppa.co.id, data processed on March 19, 2020. 

Table 1.1 shows the intense competition among moderndrugstores in Indonesia. It can be seen that 

the number of Guardian outlets and sales is higher than Watsons, but if seen from the sales growth ratio, 

Watsons is still higher than Guardian and Boston, where the growth ratio of Watsons in 2017 is 29.9% while 

Guardian is 10% and Boston is 2. , 8%. Therefore, Watsons needs to always improve customer loyalty so that 

it can continue to survive in the drugstore market. 

In addition, in the first quarter of 2019, Watsons' revenue growth in Indonesia continued to increase 

to Rp 75.39 billion and continued to expand to 120 retailers and targets to become 150 retailers by the end of 

2019. This revenue growth occurred due to skin care products, which became the largest market. and growing 

rapidly throughout 2018. This is driven by the needs of people who want to have a better appearance and are 

driven by the beauty blogger / influencer factor that affects people's purchasing power 

(https://industri.kontan.co.id, https: // lifestyle .kompas.com, downloaded on February 5, 2020). So it is very 

important for Watsons to always increase customer loyalty in the midst of competitive drugstore competition. 

Therefore, this study will focus on the analysis of the factors that affect Watsons' customer loyalty in 

Surabaya. 
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2. Litterature Review 

 
2.1. Theories and Hypotheses 

 
2.1.1. Senses 

 

According to Hulten et al. (2009), senses are the five human senses consisting of smell, hearing, sight, taste 

and touch. According to Xie and Sun (2018), senses is creating sensory experiences through various senses 

such as sight, hearing, touch, smell, and space and temperature, so that this sensory experience will affect the 

customer's emotions. Meanwhile, according to Hulten (2011), senses are sensory experiences that are defined 

as customer perceptions of goods or services in the service process. The same thing was said by Haase et al. 

(2018), senses can be defined as a customer evaluation of an object that determines the level of attraction of 

the object to human senses. 

Hypothesis 1: Senses has a positive and significant effect on Emotions. 

 

2.1.2 Interior Design 

 
According to Cho and Shu (2020), interior design is planning, designing, creating, and building space for 

various activities. Meanwhile, according to Liang and Lee (2018), interior design is room design that pays 

attention to managing decoration styles, colors, and accessories. According to Walter and Edvardsson (2012), 

interior design is a physical shop environment that has several elements, consisting of furniture, decoration, 

space and color. Furthermore, according to Ayalp et al. (2016), interior design is room planning that has an 

important role in influencing customer perceptions. 

Hypothesis 2: Interior Design has a positive and significant effect on Emotions. 

 

2.1.3 Signage 

 

According to the Oxford Advance Learner Dictionary of Current English, signage is providing a warning or 

information to direct someone to something through a word or words, design, etc. on a plate or a board. 

Meanwhile, according to Pegler (2012), signage is a graphic sign which can be in the form of an image, 

pictograph, logo, or typeface that has an element of lifestyle. Views that have a lifestyle element will create 

passion and pleasure (Damminga et al., 2012). In other words signage will affect emotions. According to 

Bauer et al. (2012), signage is a sign that provides information effectively in reaching consumers in a short 

time. 

Hypothesis 3: Signage has a positive and significant effect on Emotions. 

 

2.1.4 Facilities 

 

According to Ariafar et al. (2011), facilities are the efficient arrangement of equipment layout in  the shop 

from all existing resources so that customers can use the space in the facility. According to Mohan et al. 

(2013), facilities are a store layout that has an attractive appearance and makes it easy for customers to move 

and find the products needed or desired. According to Aghazadeh (2005), facilities are a layout that aims to 

present a variety of products in an effective and positive way. A good layout can make shopping more 

enjoyable, reduce stress felt in shopping, and evoke positive emotions (Baker et al., 2002). 

Hypothesis 4: Facilities has a positive and significant effect on Emotions. 
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2.1.5 Atmospherics 

 
According to Roschk et al. (2017), atmospherics are various elements of a store environment that affect 

consumer perceptions, quality and value, as well as customer willingness to buy. The elements of the store 

environment in question are music, lighting, color, cleanliness, layout, temperature and aroma to influence 

customer emotions, which in turn affect shopping behavior (Oakes and North, 2008; Roschk et al., 2017; 

Soars, 2009) ; Michel et al., 2017; Spence et al., 2014). According to Yoon (2013), atmosphere is a factor that 

can encourage customers to make unplanned purchases. Following Vukadin et al. (2016), artistic elements in 

retail atmosphere provide a new source of hedonic satisfaction for customers. 

Hypothesis 5: Atmospherics has a positive and significant effect on Emotions. 

 
 

2.1.6 Staff 

 
According to Albrecht et al. (2016), staff is someone who is at the forefront of having a positive appearance 

and facial expression so that it affects customer perceptions. According to Erkmen and Hancer (2019), staff is 

someone who is willing to help customers in providing appropriate and fast services, as well as services that 

make customers feel comfortable when interacting. Meanwhile, according to Chen et al. (2015), staff is 

someone who has knowledge of a product or service and is willing to help customers, so that this can affect 

the customer's positive and negative emotions, and according to Norfolk et al. (2007), staff is someone who 

interacts with customers through verbal and nonverbal communication. 

Hypothesis 6: Staff has a positive and significant effect on Emotions. 

 
 

2.1.7 Other Visitor’s Behaviour 

 
According to Brocato et al. (2012), other visitor's behavior is another customer who is in a service facility 

simultaneously with an unknown customer or main customer. Meanwhile, according to Erkmen and Hancer 

(2019), other visitor's behavior is another customer who has a good appearance, wears appropriate clothes and 

behaves positively as a real attribute that affects the emotions of the main customer. According to 

Karaosmanoglu et al. (2011) stated that other visitor's behavior is the influence of other customers through 

attitudes and behaviors that affect company outcomes based on emotional ties. Meanwhile, according to 

Tomazelli et al. (2017), other visitor's behavior is a factor that can create customer satisfaction or 

dissatisfaction with the purchase experience. 

Hypothesis 7: Other Visitor’s Behaviour has a positive and significant effect on Emotions. 

 
 

2.1.8 The Visitor Himself/Herself 

 
Since the 1990s, many researchers have engaged themselves to study service experiences (Bitner, 1992; Grace 

and O'Cass, 2004). Therefore, according to Ryu and Jang (2008), the visitor himself / herself can be defined  

as a self who is a visitor or customer to experience service, both cognitive knowledge and pleasure. According 

to Chang and Horng (2010), the visitor himself / herself who craves cognitive knowledge and pleasure is a 

very important component of the experience, according to Hollebeek et al. (2014), the visitor himself / herself 

can be defined as customer engagement, where the cognitive, emotional, and behavioral activities of 
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individual customers towards goods or services. According to Grillo and Damacena (2015), the visitor himself 

/ herself is described as the level of pleasure and interest of individual customers towards goods or services. 

Hypothesis 8: The Visitor Himself/Herself has a positive and significant effect on Emotions. 

 
2.1.9 Emotions 

 
According to Vakeel et al. (2018), emotions are defined as positive or negative reactions that arise as a result 

of positive or negative experiences felt by customers. According to Porcherot et al. (2010), emotions can be 

defined as hedonic valence in terms of pleasant emotions, such as happiness and relaxation, and unpleasant 

emotions, such as fear, anxiety. According to Tomkins Institute (2014), emotions are an essential human trait 

that affects customer actions and behavior. According to Prayag et al. (2013), emotions are a fundamental role 

in the pre-purchase stage, where emotions can motivate customers and influence decisions to buy goods and 

services. 

Hypothesis 9: Emotions has a positive and significant effect on Satisfaction. 

 
2.1.10 Satisfaction 

 
According to Anggraeni et al. (2016), satisfaction can be defined as customer attitude that is formed when the 

product or service offered meets expectations. The same thing is also expressed by Rai (2013), satisfaction  

can be defined as the conformity of a customer's subjective expectations with the actual suitability obtained 

from a product or service. According to Gupta and Bansal (2012), satisfaction is a customer's feeling or 

assessment of a product or service after they use it. Meanwhile, according to Solomon (2011), satisfaction is a 

person's overall attitude about a product after making a purchase. Satisfaction in conceptualization is  

generally subjective because it is based on established standards, which can be expectations, valued  values 

and beliefs (Sirgy, 2012) .. (2016), artistic elements in retail atmospherics provide a new source of hedonic 

satisfaction for customers. 

Hypothesis 10: Satisfaction has a positive and significant effect on Customer Loyalty. 

 
 

2.2. Research Model 
 

Figure 2.1: The Framework of Research Model 
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3. Research Methods 

 

Population is a generalization area which not only consists of subjects, but also objects that have certain 

characteristics and qualities that the researcher determines to be investigated and then conclusions are drawn 

(Sugiyono, 2008). The population used in this study were all Watsons customers in Surabaya. The population 

used is the customer with the characteristics of male and female aged between 18-60 years, namely early 

adulthood. Where users at that age are assumed to be able to think well in filling out the questionnaire, so that 
the data obtained is valid. Residing in Surabaya and at least buying at Watsons offline store 2 times in the last 

3 months. According to Ferdinand (2002), the sample has several size guidelines, including 100-200 samples 

for Maximum Likelihood Estimation, depending on the number of parameters estimated, the guideline is 5-10 

times the number of parameters estimated, and depending on the number of indicators used in all variables 

latent. This study uses as many as 40 indicators, so that 200-400 respondents is the minimum number of 

samples that will be needed in this study. The sample to be used in this study were 210 respondents. In this 

study, data collection will be carried out by distributing questionnaires. As previously explained that this  

study uses primary data, so the respondent will be adjusted according to the characteristics of the sample. In 

this study, the questionnaire will be distributed to Watsons customers in Surabaya. The questionnaire is given 

to Watsons customers in Surabaya who have shopped at Watsons for at least the last three months. The 

questionnaire in this study will be divided into two parts. The first part is for adjusting the characteristics of 

respondents in filling out a questionnaire containing general information questions related to the respondent. 
While the second part contains several statements related to the research that will be discussed, namely 

analyzing the influence of senses, interior design, signage, facilities, atmosphere, staff, other  visitor's 

behavior, the visitor himself / herself on customer loyalty through emotions and satisfaction. Filling in the 

questionnaire will be done directly, where the respondent will fill in directly where the respondent is located. 

Then the researcher will make a selection from the results of filling out the respondent's questionnaire. The 

questionnaire that was selected and passed the selection will be further processed by the researcher by 

tabulating the data, where the researcher will recap all the results of the respondent's assessment. The next  

step that the researcher will do is test the model using AMOS version 22.0 software. To facilitate data 

collection, the measuring instrument to be used is the Likert Scale. The questions on the questionnaire are 

made using a numerical scale of 1-5 to get data that is interval, where the value is 1 for strongly disagree and  

a scale of 5 is for strongly agreeing. 

 

4. Result and Discussion 

 
4.1. Assessment of Measurement Model 

 

Table 4.1: Regression Weights Full Structural Equation Model 

 Estimate S.E. C.R. 

Em <--- Se ,227 ,069 3,294 

Em <--- Sig ,321 ,094 3,424 

Em <--- Fac ,051 ,059 ,864 

Em <--- Atm ,309 ,091 3,402 

Em <--- St ,210 ,088 2,390 

Em <--- OVB ,054 ,062 ,870 

Em <--- TVH ,451 ,141 3,202 

Em <--- ID ,313 ,140 2,236 

Em <--- Em ,906 ,164 5,517 

CL <--- Sa ,946 ,174 5,437 
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 Estimate S.E. C.R. 

X11 <--- Sig 1,000   

X10 <--- Sig 1,037 ,260 3,996 

X9 <--- Sig ,897 ,256 3,504 

X14 <--- Fac 1,000   

X13 <--- Fac 1,331 ,443 3,003 

X12 <--- Fac ,800 ,209 3,824 

X17 <--- Atm 1,000   

X16 <--- Atm 1,328 ,341 3,895 

X15 <--- Atm ,692 ,197 3,503 

X20 <--- St 1,000   

X19 <--- St 1,262 ,308 4,098 

X18 <--- St 1,188 ,252 4,720 

X21 <--- St ,740 ,191 3,864 

X22 <--- St ,906 ,246 3,682 

X23 <--- St ,928 ,254 3,661 

X26 <--- OVB 1,000   

X25 <--- OVB ,940 ,410 2,291 

X24 <--- OVB ,471 ,160 2,935 

X29 <--- TVH 1,000   

X28 <--- TVH 1,246 ,372 3,348 

X27 <--- TVH 1,398 ,411 3,405 

X30 <--- TVH 1,029 ,283 3,637 

X3 <--- Se 1,000   

X2 <--- Se ,993 ,225 4,412 

X1 <--- Se ,767 ,186 4,114 

X4 <--- Se ,927 ,200 4,640 

Y1 <--- Em 1,000   

Y2 <--- Em 1,344 ,203 6,624 

Y3 <--- Em 1,225 ,190 6,455 

Y4 <--- Sa 1,000   

Y5 <--- Sa ,923 ,175 5,282 

Y6 <--- Sa ,951 ,176 5,409 

Y7 <--- CL 1,000   

Y8 <--- CL 1,333 ,224 5,950 

Y9 <--- CL 1,402 ,218 6,427 

Y10 <--- CL 1,418 ,247 5,749 

X7 <--- ID 1,000   

X6 <--- ID 1,352 ,461 2,933 

X5 <--- ID 1,082 ,354 3,058 

X8 <--- ID 1,245 ,392 3,174 

Source: Text Output AMOS 22.0 (2020) 
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The table shows the C.R value of each influence between variables. The causality effect that  exists between 

the variables Senses to Emotions, Signage to Emotions, Atmospherics to Emotions, Staff to Emotions, The 

Visitor Himself / Herself to Emotions, Interior Design to Emotions, Emotions to Satisfaction and Satisfaction 

with Customer Loyalty has a CR value above 2.00, which means has a significant positive effect. Meanwhile, 

the causal relationship that occurs between the Facilities variable towards Emotions and Other Visitor's 
Behavior on Emotions does not have a significant relationship because the C.R value is below 2.00, which is 

0.864 for the relationship of the Facilities variable to Emotions and 0.870 for the relationship between Other 

Visitor's Behavior on Emotions. 

 
4.2. Hypotheses Testing 

 
Table 4.2: Summary of Testing Results. 

Hypotheses Analysis 

H1: Senses to Emotions Accepted 

H2: Interior Design to Emotions Accepted 

H3: Signage to Emotions Accepted 

H4: Facilities to Emotions Rejected 

H5: Atmospherics to Emotions Accepted 

H6: Staff to Satisfaction Accepted 

H7: Other Visitor’s Behaviour to Emotions Rejected 

H8: The Visitor Himself/Herself to Emotions Accepted 

H9: Emotions to Satisfaction Accepted 

H10: Satisfaction to Customer Loyalty Accepted 

 

 

Figure 4.1 Full Structural Equation Model 

 

4.3. Discussion 

 
 

4.3.1 The effect of Senses toward Emotions 

 
The estimation parameters between Senses and Emotions show significant results in a positive direction with a 

value of regression coefficient of 0.422 with a standard hypothesis that can be accepted that is C.R. ≥ ± 2.00 
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with a significance level <0.05 (5%), it can be said that hypothesis 1 (H1) is accepted. One of the elements 

that has an influence in increasing the Emotions variable is Senses. To increase Senses, Watsons had to 

increase the room temperature by controlling the air conditioner every day and installing a humidifier. 

Furthermore, Watsons needs to maintain the aroma of the room by installing an automatic air freshener, which 

through this air freshener can provide a soothing and pleasant aroma for customers when shopping. 

Furthermore, you can improve the background music by playing trending music or you can create a trending 

shop theme once a month accompanied by appropriate music, for example the theme of Christmas, New Year, 

Eid. And finally, increase the volume of the music by installing more sophisticated speakers, where the 

volume can be adjusted easily via the remote control, and Watsons can create a room design that has walls 

with sound reflections that can be well suppressed. 

 

4.3.2 The effect of Customer Service toward Emotions 

 
The estimation parameters between Interior Design and Emotions show significant results in a positive 

direction with a value of regression coefficient of 0.405 with a standard hypothesis that can be accepted that is 

C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 2 (H2) is accepted. One of 

the elements that has an influence in increasing the Emotions variable is Interior Design. To improve Interior 

Design, Watsons can provide a survey of its customers about what facilities need to be added to make 

customers feel more comfortable and satisfied. In addition, Watsons can maintain existing furniture designs 

and keep abreast of trends, so that it can still be a customer pleasure. Furthermore, increasing the existing 

decoration style according to the current generation, namely millennials. Millennials are very close to 

technology, so Watsons can create an instagramable decoration style, this will attract the attention of 

customers to come, buy, maybe even take pictures and share them through social media. And lastly,  

enhancing the combination of uniform design colors with decoration and furniture design styles. And can do 

regular painting and make up-to-date designs. 

 
 

4.3.3 The effect of Signage toward Emotions 

 
The estimation parameters between Signage and Interior Design show significant results in a positive 

direction with a value of regression coefficient of 0.473with a standard hypothesis that can be accepted that is 

C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 3 (H3) is accepted. One of 

the elements that has an influence in increasing the Emotions variable is Signage. In order to  increase 

Signage, Watsons must maintain the division of the Watsons area as it is easily understood by Watsons 

customers. Furthermore, the division of areas owned by Watsons is good in making it easier for customers to 

find the desired product so that it needs to be maintained. And finally, maintaining the existing logo and being 

able to put up logo signs in places that customers can easily see, and Watsons can add LED TVs which 

contain short videos about information on how customers can find Watsons locations from the mall entrance  

to searching for products that are available. via the area division sign. 
 

4.3.4 The effect of Facilities toward Emotions 

 

The estimation parameters between Facilities and Emotions show significant results in a positive 

direction with a value of regression coefficient of 0.072 with a standard hypothesis that can be accepted that  is 

C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 4 (H4) is rejected. One of 

the elements that has an influence in increasing the Emotions variable is Facilities. To increase Facilities, 
Watsons must maintain the product arrangement that Watsons has as it is considered very good by customers. 
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Furthermore, the Watsons layout is considered good in making it easier to find the product that Watsons 

customers want, so Watsons needs to maintain it by doing a customized layout or arrangement of shelves 

based on the type of product. And lastly, increasing the arrangement of new products through the front shelf 

with an attractive decoration so that it will attract the attention of customers. New product arrangement can be 

arranged by category, for example by country of manufacture, product type, price, color. And the styling of a 
new product can be added with a look that introduces the product so that it helps in attracting positive 

emotions from the customer. 

 

4.3.5 The effect of Atmospherics toward Emotions 

 

The estimation parameters between Atmospherics and Emotions show significant results in a positive 

direction with a value of regression coefficient of 0.406 with a standard hypothesis that can be accepted that is 

C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 5 (H5) is accepted. One of 

the elements that has an influence in increasing the Emotions variable is Atmospherics. To improve 

Atmospherics, Watsons must improve the atmosphere of the room by updating the shop design according to 

the theme or season periodically so that customers don't feel bored when shopping, for example Watsons can 

install a store design with Christmas equipment and Christmas trees during the Christmas season. 

Furthermore, the cleanliness of the room owned by Watsons is considered very good  by Watsons customers 

so that Watsons needs to maintain it by exercising control every day. And finally, Watsons can maintain shop 

lighting by always checking or controlling which part of the lamp has started to dim and replacing the lamp. 

And can improve it by replacing their ordinary lamps with sophisticated lamps, where the light from these 

lamps can be adjusted the amount of brightness and intensity easily. 

 

4.3.6 The effect of Atmospherics toward Staff 

 

The estimation parameters between Atmospherics and Staff show significant results in a positive 

direction with a value of regression coefficient of 0.244 with a standard hypothesis that can be accepted that is 

C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 6 (H6) is accepted. One of 

the elements that has an influence in increasing the Emotions variable is Staff. To increase staff, Watsons can 

provide direction to employees on how to greet customers in a polite tone, convey product information in 

words that are polite and easy to understand. Then Watsons can maintain service standards and continue to 

provide direction every day before work to every employee to always look neat, for example clothes always 

look neat and clean and female employees can wear makeup to make them look attractive. Furthermore, 

Watsons can provide training to every employee on how to behave well or how to treat customers well. 

Watsons can also provide regular training to employees regarding information and benefits of the products 
being sold, especially new products so that this will increase employee knowledge about the products being 

sold and customers will find it easier to attract customer emotions to make purchases. Then give direction to 

each employee about how to serve customers with a friendly face, for example greeting customers with a 

smile. And finally, increasing the active role of employees, where employees can offer assistance before 

customers ask questions. 

 

4.3.7 The effect of Other Visitor’s Behaviour toward Emotions 

 

The estimation parameters between Other Visitor’s Behaviour and Emotions show significant results 

in a positive direction with a value of regression coefficient of 0.085 with a standard hypothesis that can be 

accepted that is C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 7 (H7) is 

rejected. One of the elements that has an influence on increasing the Emotions variable is Other Visitor's 

Behavior. To improve Other Visitor's Behavior, Watsons can maintain the good behavior of other visitors by 

105

www.ijrp.org

Chandra Moudy Renata / International Journal of Research Publications (IJRP.ORG)



providing quotes in the shop room related to customer habits or behavior, so that when customers shop, they 

can read these quotes. Furthermore, publish customer photos when shopping at Watsons on social media, such 

as Instagram. This will help other customers when shopping to Watsons to dress appropriately. And finally, 

increase the fun of customers by holding a mini game that requires a minimum of 4 customers, where through 

the mini game customers can get a small prize if they win. Dan Watsons can implement a strategy to provide 
cheaper product prices if buying in groups, where a group of at least ten customers. 

 
 

4.3.8 The effect of The Visitor Himself/Herself toward Emotions 

 

The estimation parameters between The Visitor Himself/Herself and Emotions show significant 

results in a positive direction with a value of regression coefficient of 0.508 with a standard hypothesis that  

can be accepted that is C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 8 

(H8) is accepted. One of the elements that has an influence in increasing the Emotions variable is The Visitor 

Himself / Herself. In order to improve The Visitor Himself / Herself, Watsons must maintain a strategy of 

providing a very attractive place because the customer already has a good view. Watsons can maintain it by 

making modifications or renovations periodically every 2 years and holding certain events with  the 
appropriate decoration style. Then Watsons can also improve it by providing regular training to employees, 

where training is given about how employees understand very correctly the information from a product so that 

when offering products to customers it is easier to convey it, and how employees are able to convey words 

clearly. so that information will be conveyed properly to customers. Furthermore, Watsons can increase the 

active role of employees in providing information to customers directly. Employees can explain starting from 

the benefits, prices, and quality so that it will increase customer knowledge well. And lastly, Watsons can put 

new products in areas of concern to customers, such as at the cashier or  at the entrance, creating a small  

booth, where the booth will be dedicated to introducing new products and employees can help offer a new 

product tester. 

 
 

4.3.9 The effect of Emotions toward Satisfaction 

 

The estimation parameters between Emotions and Satisfaction show significant results in a positive 

direction with a value of regression coefficient of 0.981 with a standard hypothesis that can be accepted that is 

C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 9 (H9) is accepted. One of 

the elements that has an influence in increasing the Satisfaction variable is Emotions. To increase Emotions, 

Watsons can increase it by holding an event every month, where in the event customers can get souvenirs or 

prizes by playing games or making purchases with a certain minimum spending. Furthermore, Watsons can 

maintain the services provided in making customers continue to have more interest in the shopping experience 

at Watsons. And finally, improving the quality of service that Watsons has provided to customers, starting 

from the design, decoration style, layout, the way employees serve, and product arrangement so  that 

customers feel happy and have a pleasant shopping experience. 

 

4.3.10 The effect of Satisfaction toward Customer Loyalty 

 

The estimation parameters between Customer Loyalty and Satisfaction show significant results in a 

positive direction with a value of regression coefficient of 0.978 with a standard hypothesis that can be 

accepted that is C.R. ≥ ± 2.00 with a significance level <0.05 (5%), it can be said that hypothesis 10 (H10) is 

accepted. One element that has an influence in increasing the Customer Loyalty variable is Satisfaction. To 

increase Satisfaction, Watsons must maintain the services provided because Watsons has been satisfying 
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customers well. Furthermore, adding services in the form of free consultations, both regarding diseases and 

skin types, making it easier for customers to find suitable products. This will increase customer satisfaction in 

the shopping experience. And finally, improving services such as providing bonuses in the form of vouchers  

or special Watsons merchandise for customers who have made a certain nominal purchase, so that this will 

increase Watsons customer satisfaction because it provides services that exceed expectations. 
 

5. Conclusion 
 

5.1 Managerial Implications 

 
Table 5.1: Managerial Implications 

Current Research Managerial Implications 

Senses significantly affected 
Emotions. 

Increase the room temperature by controlling the air conditioner every 

day and installing a humidifier. Furthermore, Watsons needs to 

maintain the aroma of the room by installing an automatic air 

freshener, which through this air freshener can provide a soothing and 

pleasant aroma for customers when shopping. Furthermore, you can 

improve the background music by playing trending music or you can 

create a trending shop theme once a month accompanied by 

appropriate music, for example the theme of Christmas, New Year, 
Eid. And finally, increase the volume of the music by installing more 

sophisticated speakers, where the volume can be adjusted easily via 

the remote control, and Watsons can create a room design that has 

walls with sound reflections that can be well suppressed. 

Interior Design significantly affected 
Emotions. 

Provide a survey of its customers regarding what facilities need to be 

added to make customers feel more comfortable and satisfied. In 

addition, Watsons can maintain existing furniture designs and keep 

abreast of trends, so that it can still be a customer pleasure. 

Furthermore, increasing the existing decoration style according to the 

current generation, namely millennials. Millennials are very close to 

technology, so Watsons can create an instagramable decoration style, 

this will attract the attention of customers to come, buy, maybe even 
take pictures and share them through social media. And lastly, 

enhancing the combination of uniform design colors with decoration 

and furniture design styles. And can do regular painting and make up- 

to-date designs. 

Signage significantly affected 
Emotions. 

Maintains the division of Watsons owned because it is easily 

understood by Watsons customers. Furthermore, the division of areas 

owned by Watsons is good in making it easier for customers to find 

the desired product so that it needs to be maintained. And finally, 

maintaining the existing logo and being able to put up logo signs in 

places that customers can easily see, and Watsons can add LED TVs 

which contain short videos about information on how customers can 

find Watsons locations from the mall entrance to searching for 

products that are available. via the area division sign. 
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Facilities significantly affected 
Emotions. 

Maintain Watsons' product order as it is considered very good by 

customers. Furthermore, the Watsons layout is considered good in 

making it easier to find the product that Watsons customers want, so 

Watsons needs to maintain it by doing a customized layout or 

arrangement of shelves based on the type of product. And lastly, 

increasing the arrangement of new products through the front shelf 

with an attractive decoration so that it will attract the attention of 

customers. New product arrangement can be arranged by category, for 
example by country of manufacture, product type, price, color. And 

the styling of a new product can be added with a look that introduces 

the product so that it helps in attracting positive emotions from the 

customer. 

Atmospherics significantly affected 
Emotions. 

Periodically update the shop design according to the theme or season 

so that customers don't feel bored when shopping, for example 

Watsons can install a shop design with Christmas equipment and a 

Christmas tree during the Christmas season. Furthermore, the 

cleanliness of the room owned by Watsons is considered very good by 

Watsons customers so that Watsons needs to maintain it by exercising 

control every day. And finally, Watsons can maintain shop lighting by 

always checking or controlling which part of the lamp has started to 

dim and replacing the lamp. And can improve it by replacing their 
ordinary lamps with sophisticated lamps, where the light from these 
lamps can be adjusted the amount of brightness and intensity easily. 

Staff significantly affected Emotions. Provide direction to employees on how to greet customers in a polite 

tone, convey product information in polite and easy-to-understand 

words. Then Watsons can maintain service standards and continue to 

provide direction every day before work to every employee to always 

look neat, for example clothes always look neat and clean and female 

employees can wear makeup to make them look attractive. 

Furthermore, Watsons can provide training to every employee on how 

to behave well or how to treat customers well. Watsons can also 

provide regular training to employees regarding information and 

benefits of the products being sold, especially new products so that 

this will increase employee knowledge about the products being sold 
and customers will find it easier to attract customer emotions to make 

purchases. Then give direction to each employee about how to serve 

customers with a friendly face, for example greeting customers with a 

smile. And finally, increasing the active role of employees, where 

employees can offer assistance before customers ask questions. 

Other Visitor’s Behaviour 
significantly affected Emotions. 

Maintain good behavior of other visitors by providing quotes in the 
shop room related to customer habits or behavior, so that when 

customers shop, they can read these quotes. Furthermore, publish 

customer photos when shopping at Watsons on social media, such as 

Instagram. This will help other customers when shopping to Watsons 

to dress appropriately. And finally, increase the fun of customers by 

holding a mini game that requires a minimum of 4 customers, where 

through  the mini  game customers  can  get a  small  prize if they win. 
Dan  Watsons  can  implement a  strategy to provide  cheaper product 
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 prices if buying in groups, where a group of at least ten customers. 

The Visitor Himself/Herself 
significantly affected Emotions. 

Maintain a strategy of providing a very attractive place because the 

customer already has a good view. Watsons can maintain it by making 

modifications or renovations periodically every 2 years and holding 

certain events with the appropriate decoration style. Then  Watsons 

can also improve it by providing regular training to employees, where 

training is given about how employees understand very correctly the 

information from a product so that when offering products to 

customers it is easier to convey it, and how employees are able to 
convey words clearly. so that information will be conveyed properly 

to customers. Furthermore, Watsons can increase the active role of 

employees in providing information to customers directly. Employees 

can explain starting from the benefits, prices, and quality so that  it 

will increase customer knowledge well. And lastly, Watsons can put 

new products in areas of concern to customers, such as at the cashier 

or at the entrance, creating a small booth, where the booth will be 

dedicated to introducing new products and employees can help offer a 
new product tester. 

Emotions significantly affected 
Satisfaction. 

Hold an event every month, where in the event customers can get 

souvenirs or prizes by playing games or making purchases with a 

certain minimum shopping. Furthermore, Watsons can maintain the 

services provided in making customers continue to have more interest 

in the shopping experience at Watsons. And finally, improving the 

quality of service that Watsons has provided to customers, starting 

from the design, decoration style, layout, the way employees serve, 

and product arrangement so that customers feel happy and have a 
pleasant shopping experience. 

Satisfaction significantly affected 

Customer Loyalty. 
Maintain the service provided because Watsons has been satisfying 

customers overall. Furthermore, adding services in the form of free 

consultations, both regarding diseases and skin types, making it easier 

for customers to find suitable products. This will increase customer 

satisfaction in the shopping experience. And finally, improving 

services such as providing bonuses in the form of vouchers or special 

Watsons merchandise for customers who have made a certain nominal 

purchase, so that this will increase Watsons customer satisfaction 

because it provides services that exceed expectations. 
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APPENDIX 

 

Indicators of Sense 

X1: I feel Watsons has a musical background that is appropriate in volume 

X2: I find Watsons a pleasant musical background 

X3: I feel Watsons has the right temperature 

X4: I find Watsons a pleasant indoor scent 

Indicators of Interior Design 

X5: I find Watsons an interesting mix of design colors 

X6: I feel Watsons has a modern decor style 

X7: I feel Watsons has a suitable furniture design 

X8: I feel Watsons has adequate room facilities 

Indicators of Signage 

X9: The logo used on the shop helped me locate Watsons  

X10: I find the division of areas in Watsons easy to understand 
X11: The division of areas in Watsons makes it easy for me to find the product I want 

Indicators of Atmospherics 

X12: I feel Watsons has a new, up-to-date product arrangement 

X13: I feel Watsons has a very good product arrangement 

X14: The layout in Watsons makes it easy for me to find the product I need 

X15: I feel Watsons has the appropriate lighting 

X16: I feel Watsons has a great atmosphere for shopping 
X17: I feel Watsons has a clean room 

Indicators of Staff 

X18: I feel that Watsons employees are willing to help me 

X19: I feel Watsons has very friendly employees 

X20: I feel that Watsons employees have a good knowledge of the product 

X21: I feel that Watsons employees have a neat appearance 
X22: I feel that Watsons employees have good or positive behavior 

X23: I feel Watsons has very polite employees 

Indicators of Other Visitor’s Behaviour 

X24: I feel that other Watsons visitors have had the appearance to match 
X25: I feel the other Watsons visitors have a good attitude 
X26: I feel good at Watsons allowing me to interact with other people 

Indicators of The Visitor Himself/Herself 

X27: I have a good knowledge of Watsons products 
X28: I feel that Watsons employees can help me understand the product on offer 

X29: I find it easy to get acquainted with the new products that Watsons has to offer when 

shopping 
X30: I find Watsons a very interesting place 

Indicators of Emotions 

Y1: I have had a great time with my shopping experience at Watsons 
Y2: I feel excited about the shopping experience at Watsons 
Y3: I feel that I am more interested in the Watsons shopping experience 

Indicators of Satisfaction 

Y4: I am very satisfied with the shopping experience at Watsons 
Y5: I am satisfied with all the services that Watsons provides 
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Y6: Overall I am satisfied with Watsons 

Indicators of Return Customer Loyalty 

Y7: I am willing to recommend Watsons to my family / friends / relatives 

Y8: I will give Watsons a positive recommendation 

Y9: I'll be shopping again at Watsons 
Y10: I am willing to buy more products at Watsons 
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