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Purpose: to analyze the effects of product arrangement, customer
movement pathways, and lighting and store atmosphere on customer
satisfaction in a local Indonesian minimarket.

Method: using a quantitative approach to examine the effect of store
layout dimensions on customer satisfaction. Data were collected via a
5-point Likert questionnaire from 75 randomly selected customers at
Alfamart Cempaka Raya, Banjarmasin, and analyzed using multiple
linear regression in SPSS.

Findings: All three store layout dimensions, product arrangement,
customer flow, and lighting/atmosphere have a positive and
significant impact on customer satisfaction, with lighting and
atmosphere being the most influential. These findings highlight the
critical role of store environment in enhancing customers’ overall
shopping experience.

Implications: the findings suggest that retail managers should
strategically manage store layout, including product arrangement,
customer flow, and lighting/atmosphere, to enhance customer
satisfaction. Prioritizing a well-designed and comfortable shopping
environment can strengthen customer loyalty and improve overall
shopping experience.

Originality: lies in its multidimensional approach to store layout,
simultaneously examining product arrangement, customer movement
flow, and lighting/ambience, within the context of local Indonesian
minimarkets.

Open access article under CC-BY-SA license.

Introduction

The retail industry in Indonesia has experienced rapid growth over the past
decade, marked by the expansion of modern minimarket chains such as Alfamart, which
reach urban as well as semi-urban areas. The presence of these minimarkets not only
offers convenient access, strategic locations, and flexible operating hours but also
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provides increasingly competitive standards of service and shopping comfort (Aulia et
al, 2025; Ibad & Nugroho, 2025). In the context of intensifying modern retail
competition, consumers no longer consider only price and product availability, but also
seek a shopping experience that is comfortable, efficient, and enjoyable (Pappas et al.,
2023; Ylilehto et al,, 2021). Therefore, the management of a store’s physical elements
has become a strategic factor in creating customer satisfaction.

One of the key elements in shaping the shopping experience is the store layout,
which encompasses product arrangement, customer movement pathways, lighting, as
well as the overall atmosphere and comfort of the space. A well-designed layout can
facilitate customers in locating products, reduce movement obstacles, and create a
conducive shopping environment (Florea et al.,, 2025; Hagtvedt & Chandukala, 2023).
Conversely, narrow aisles, overly dense product placement, or unclear pathways may
cause discomfort and confusion (Munshi & Podder, 2025; Waites et al.,, 2023). This
phenomenon can be observed at Alfamart Cempaka Raya in Banjarmasin, where, despite
relatively adequate lighting, some aisles are narrow and product displays are quite
crowded, potentially affecting both customer comfort and satisfaction levels.

Operations management literature states that an appropriate facility layout can
enhance operational efficiency and service quality. From a marketing perspective, the
physical elements of a store also play a crucial role in shaping consumers’ perceptions
and evaluations of service quality (Faria et al., 2022). Empirical studies have shown that
product arrangement, the comfort of customer movement pathways, as well as the
quality of lighting and store atmosphere, can enhance positive customer experiences
and even encourage impulse purchases (Anggraeni, 2023; M. S. Azhari & Parhusip, 2024;
Hutagaol & Prayogo, 2025; Igbal et al., 2025; Salbiah et al., 2024; Susilo et al., 2025;
Syadzwina et al., 2025). However, most previous studies tend to examine store layout as
a single, general construct or focus solely on the atmospheric aspects of the store.
Furthermore, research in the context of local minimarkets in Indonesia remains limited,
particularly studies that comprehensively analyze the influence of product arrangement,
customer movement pathways, and lighting and spatial atmosphere on customer
satisfaction within an integrated empirical model.

Based on this gap, the present study offers novelty by examining both partially
and simultaneously three dimensions of store layout, product arrangement, customer
movement pathways, and lighting and spatial atmosphere on customer satisfaction in
local minimarkets. This multidimensional approach provides a more comprehensive
understanding of which layout components contribute most significantly to shaping
customer satisfaction. The objective of this study is to analyze the influence of product
arrangement, customer movement pathways, and lighting and spatial atmosphere on
customer satisfaction. The study holds practical significance as it provides empirical
evidence for minimarket managers in designing store layouts that are not only
operationally efficient but also enhance the shopping experience and customer
satisfaction. Furthermore, this research is expected to enrich the literature on retail
management and consumer behavior by offering empirical evidence from the context of
modern retail in Indonesia. It is also intended to serve as a strategic reference for
minimarket management in optimizing store layout design to improve customer
satisfaction, foster loyalty, and strengthen competitiveness in the increasingly dynamic
retail environment.
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Literature review

Stimulus-organism-response (S-0-R)

The S-O-R theory, developed by Mehrabian & Russell (1974), serves as the
primary framework for this study. This theory explains that any stimulus from the
external environment influences an individual’s internal state, both cognitively and
emotionally, which subsequently generates a specific response. In the retail context,
physical store elements such as product arrangement, customer movement pathways,
lighting, and spatial atmosphere act as stimuli (S) that can trigger psychological
reactions in customers (0) including perceptions of comfort, convenience, and
satisfaction. The responses (R) to these stimuli are reflected in customer behaviors, such
as increased satisfaction, repurchase intentions, or even impulsive buying. Therefore,
the S-O-R theory provides a conceptual basis for understanding how the quality of a
store’s physical environment directly affects customer experience and satisfaction.

Atmospherics theory

The atmospherics theory, proposed by Kotler (1973), emphasizes the importance
of designing a store’s physical environment to shape customers’ emotional experiences.
Store atmospherics include elements such as layout, lighting, color, temperature,
cleanliness, and interior aesthetics, all designed to create positive psychological effects
(Florea et al, 2025; Khan et al, 2022). An attractive and comfortable physical
environment can enhance customer engagement, extend the duration of store visits,
encourage interaction with products, and foster positive perceptions of store quality.
This theory supports the assumption that product arrangement, movement pathways,
and spatial atmosphere are not merely aesthetic aspects but also managerial strategies
to enhance customer satisfaction and loyalty.

Customer satisfaction

Customer satisfaction is a key concept serving as the dependent variable in this
study. It is defined as customers’ overall evaluation of their shopping experience based
on the comparison between expectations and the actual experience received (Herlina et
al., 2024; Supra & Hendarsyah, 2022). When the shopping experience meets or exceeds
expectations, satisfaction arises, influencing purchasing decisions, loyalty, and the
intention to return. Customer satisfaction is not only affected by product quality and
price but also by physical store environment factors that can create a comfortable,
enjoyable, and efficient shopping experience (Fauzan et al., 2022).

Product arrangement

Product arrangement is the first element of the physical store environment that
influences customer satisfaction (A. Azhari et al., 2023). A neat arrangement, clear
categorization, and the placement of premium products in strategic locations help
customers easily find the items they want, reduce confusion, and enhance shopping
efficiency (Konig, 2025). Well-organized product placement also conveys
professionalism and effective store organization, directly impacting customers’
perception of quality and comfort, thereby increasing their overall satisfaction.

Customer movement pathways
Customer movement pathways relate to the design of circulation flow, aisle
width, and ease of access to all areas of the store (Urban, 2022). Clear, unobstructed, and
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comfortable pathways allow customers to move freely without feeling pressured,
making the shopping experience more enjoyable. This concept aligns with layout
management principles, which emphasize the optimal use of space to enhance customer
comfort. Well-designed movement pathways also enable customers to explore the entire
store, increase exposure to various products, and potentially encourage additional or
impulsive purchases.

Lighting and store atmosphere

Lighting and store atmosphere are crucial elements of store atmospherics that
influence customers’ emotional experiences (Khan et al, 2022). Appropriate light
intensity and color enhance product visibility, create a comfortable environment, and
foster a professional and clean perception (Kar et al.,, 2025). The overall atmosphere,
including cleanliness, temperature, and interior aesthetics, also determines how long
customers feel comfortable staying in the store. According to atmospherics theory and
the S-O-R model, lighting and store atmosphere act as stimuli that affect customers’
emotional states, ultimately enhancing comfort, positive experiences, and shopping
satisfaction.

Hypothesis development

This study is based on the stimulus-organism-response (S-O-R) theory, which
posits that stimuli from the physical environment influence an individual’s psychological
state and elicit specific responses. In a retail context, product layout functions as a
stimulus that shapes customers’ perceptions of shopping ease, comfort, and efficiency. A
neat, structured, and strategically organized product arrangement facilitates customers
in finding desired items, thereby creating a positive shopping experience. This aligns
with atmospherics theory, which emphasizes that store design can evoke emotional
responses, and with the customer satisfaction concept, which asserts that satisfaction
arises when experiences meet or exceed expectations. Previous studies by Supariyani &
Marpaung (2013); Anggraeni (2023); Igbal et al. (2025) also found that product
arrangement positively affects customer satisfaction. Accordingly, a well-designed
product layout has the potential to enhance customer satisfaction, leading to the
formulation of hypothesis Hi: product arrangement positively influences customer
satisfaction.

In the retail context, customer movement pathways serve as a stimulus through
store circulation and spatial design, determining ease of access, smooth shopping flow,
and comfort while navigating the store. Clear, unobstructed, and adequately wide
pathways create perceptions of convenience and comfort for customers as organisms,
making the shopping experience more enjoyable. Consistent with atmospherics theory,
well-designed store layouts can evoke positive emotional responses, ultimately
enhancing customers’ evaluation of their shopping experience. Since customer
satisfaction arises when actual experiences meet or exceed expectations, well-planned
movement pathways have the potential to increase customer satisfaction. Previous
research by Syadzwina et al. (2025) also found that customer movement pathways
positively affect satisfaction. Therefore, hypothesis H; is proposed: customer movement
pathways positively influence customer satisfaction.

Lighting and store atmosphere act as stimuli that influence customers’ comfort,
aesthetic perception, and emotional experience during shopping. Adequate lighting,
comfortable light color, ideal room temperature, and a clean, well-designed interior
create a pleasant and professional environment, making customers feel at ease and
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more satisfied. Atmospherics theory supports this by emphasizing that physical store
design can shape positive emotional experiences. According to the concept of customer
satisfaction, shopping experiences that meet or exceed expectations enhance satisfaction
levels. Therefore, optimal lighting and store ambience are expected to have a positive
effect on customer satisfaction. Previous studies by Azhari & Parhusip (2024); Salbiah et
al. (2024); Hutagaol & Prayogo (2025); Susilo et al. (2025) have found that lighting and
atmosphere positively influence customer satisfaction. Accordingly, hypothesis H3 is
proposed: lighting and store atmosphere positively affect customer satisfaction.

Method

This study employs a quantitative approach with an explanatory research design
aimed at testing the causal relationships between store layout variables and customer
satisfaction. This approach was chosen because the research focuses on examining the
influence of independent variables on the dependent variable both partially and
simultaneously. The research variables consist of independent variables: product
arrangement (X;), customer movement pathways (X;), and lighting and store
atmosphere (X3), while the dependent variable is customer satisfaction (Y). The
population of this study is unknown; therefore, the sample size was determined using
Hair et al’s (2019) rule, which recommends multiplying the number of indicators
(questionnaire items) by 5 to 10 to obtain a representative sample. With 15 indicators in
this study and using a multiplier of 5, a sample size of 75 respondents was obtained. To
enhance methodological rigor, probability sampling was applied using a random
sampling technique. Every nth customer who completed a transaction was given the
opportunity to participate as a respondent. This method was selected to minimize
sample selection bias.

Table 1 research variable indicators

Variables Indicators References
Product Neat product arrangement; Artana etal. (2019)
arrangement (X;)  Product placement according to category;

Ease of finding products;

Placement of superior products in strategic areas.

Customer Clear path directions; Artana etal. (2019)
movement Easy access to all areas;
pathways (X3) Sufficient space for movement;
Minimal obstacles on the main path.
Lighting and store  Lighting level; Annisa & Lestari
atmosphere (X3) Lighting color and temperature; (2021); Handoko
Room temperature; (2023)
Cleanliness and aesthetics of the environment.
Customer Matching expectations and reality; Nainggolan & Tanjung
satisfaction (Y) Comfortable shopping experience; (2023); Handoko
Desire to shop again. (2023)

All variable indicators were measured using a 5-point Likert scale, ranging from 1
to 5, where 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly
agree. Data analysis was conducted using a quantitative approach with the assistance of
IBM SPSS version 23. The initial stage of analysis involved testing for validity and
reliability to ensure the appropriateness of the instruments. Validity was tested using
the Pearson Product Moment technique, where an item is considered valid if the
calculated r-value exceeds the r-table value at a 5% significance level. Reliability was
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assessed using Cronbach's Alpha, with the instrument deemed reliable if the alpha value
is 2 0.70.

Before conducting multiple linear regression analysis, classical assumption tests
were performed, including tests for normality, multicollinearity, and heteroscedasticity.
The normality test aims to determine whether the residuals are normally distributed,
which in this study was analyzed using the Kolmogorov-Smirnov test and a PP Plot. The
multicollinearity test ensures that there is no high correlation between independent
variables, with criteria of VIF values < 10 and tolerance > 0.10. Heteroscedasticity was
tested using the Glejser test to identify the presence or absence of unequal variance in
the residuals of the regression model.

Multiple linear regression analysis was used to examine the effects of product
arrangement, customer movement pathways, and lighting and store atmosphere on
customer satisfaction, both simultaneously and partially. The regression equation
employed is Y = a + b1X; + b,X, + b3X3 + e, where Y represents customer satisfaction, X;
is product layout, X; is customer circulation path, X; is lighting and store atmosphere, a
is the constant, b is the regression coefficient, and e is the error term. Partial (t) tests
were conducted to measure the effect of each independent variable separately, while the
simultaneous (F) test was used to assess the combined effect of all independent
variables on customer satisfaction. The coefficient of determination (R*) was calculated
to determine the contribution of the independent variables in explaining the variation in
the dependent variable.

Results and discussion

The study began with an instrument validity test to ensure that each
questionnaire item could accurately measure the intended indicators. The validity test,
conducted using the Pearson Product Moment method, showed that all items for the
variables of product layout, customer circulation paths, lighting and store atmosphere,
as well as customer satisfaction, had correlation values greater than the critical r value
at a 5% significance level, indicating that they were valid. Subsequently, a reliability test
was conducted using Cronbach’s Alpha method. The results indicated that all variables
had « values above 0.70, demonstrating that the research instruments possessed good
internal consistency and were reliable for repeated measurements.

Classical assumption tests were also conducted to ensure the suitability of the
regression model used. The normality test, using the Kolmogorov-Smirnov method,
showed a significance value greater than 0.05, indicating that the residuals were
normally distributed. The multicollinearity test produced Tolerance values greater than
0.10 and Variance Inflation Factor (VIF) values less than 10 for all independent
variables, suggesting no signs of multicollinearity. The heteroscedasticity test, using the
Glejser method, showed that all variables had significance values above 0.05, indicating
that there were no signs of heteroscedasticity in the model.

Table 2 multiple linear regression results

Hypothesis Coefficient T-stat Sig.
Hi: product arrangement - customer satisfaction 0.141 1.874 0.003
H»: customer movement pathways = customer satisfaction 0.258 1.957 0.001
Hs: lighting and store atmosphere = customer satisfaction 0.575 4.541 0.000
F-stat 7.672 0.000
R-square 0.625

Adjusted R-square 0.609

Source: primary data, processed
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Based on Table 1, the results of the multiple linear regression analysis indicate
that all independent variables in this study, product arrangement, customer movement
pathways, and lighting and store atmosphere have a positive and significant effect on
customer satisfaction. The effect of product arrangement on customer satisfaction (H1)
shows a positive regression coefficient, indicating that improvements in product
arrangement lead to an increase in customer satisfaction, assuming other variables
remain constant. The t-statistic and significance value confirm that this effect is
statistically significant. Therefore, H1 is accepted, meaning that product arrangement
has a positive and significant influence on customer satisfaction.

The effect of customer movement pathways on customer satisfaction (Hz) shows
a positive regression coefficient, indicating that better-designed pathways clear,
accessible, and unobstructed lead to higher levels of customer satisfaction. The t-
statistic and significance value confirm that this effect is statistically significant.
Therefore, H; is accepted, meaning that customer movement pathways have a positive
and significant influence on customer satisfaction. Furthermore, the effect of lighting
and store atmosphere on customer satisfaction (Hz) has the largest regression
coefficient among the variables, indicating that lighting and atmosphere provide the
most dominant contribution to enhancing customer satisfaction. The statistical test
results demonstrate that this effect is highly significant. Thus, H3 is accepted, meaning
that lighting and store atmosphere have a positive and significant impact on customer
satisfaction.

The F-test results indicate that, simultaneously, the three independent variables
have a significant effect on customer satisfaction. This means that the regression model
developed in this study is appropriate for explaining the relationship between store
layout dimensions and customer satisfaction. The coefficient of determination shows
that a substantial proportion of the variation in customer satisfaction can be explained
by product arrangement, customer movement pathways, and lighting and store
atmosphere. After adjusting for the number of variables in the model, the explanatory
power remains strong. However, a remaining portion of the variation in customer
satisfaction is influenced by other factors not included in this study, such as price,
promotions, cashier service quality, and other related variables.

The influence of product arrangement on customer satisfaction

The findings of this study indicate that product arrangement has a positive and
significant effect on customer satisfaction at Alfamart Cempaka Raya, Banjarmasin. This
implies that improvements in product arrangement lead to a meaningful increase in
customer satisfaction. In other words, the neater, more organized, and strategically
placed the products are, the higher the level of satisfaction perceived by customers.
These findings are supported by previous studies conducted by Supariyani & Marpaung
(2013); Anggraeni (2023); Igbal et al. (2025) , which also found that product
arrangement positively influences customer satisfaction. The results suggest that
customers prefer stores with clear and easily accessible product arrangements, enabling
them to locate the items they need quickly and efficiently.

A neat, structured, and strategically organized product arrangement creates ease
and comfort in the shopping process (Florea et al., 2025). When customers can quickly
find the products they need without confusion, the time and effort they expend become
more efficient, making the shopping experience more enjoyable (Pusceddu et al., 2025).
Moreover, a well-organized arrangement conveys professionalism, orderliness, and
quality, which psychologically enhances positive perceptions of the store. From a
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consumer behavior perspective, such convenience and comfort reduce the gap between
expectations and actual experience, thereby fostering customer satisfaction (Fauzan et
al.,, 2022).

A well-designed product arrangement also conveys professionalism and
orderliness, allowing customers to feel comfortable while shopping. This indicates that
the physical aspects of a store are not merely aesthetic elements but play a crucial role
in shaping the overall customer experience. Within the S-O-R framework, product
arrangement functions as a stimulus (S) that influences the customer’s internal state or
organism (0O), such as perceptions of comfort, convenience, and shopping efficiency.
These positive perceptions subsequently generate a response (R) in the form of
satisfaction and a favorable evaluation of the shopping experience. Furthermore,
Atmospherics theory supports this finding, as product layout is a key component of
store atmosphere that can create positive emotional experiences and enhance
perceptions of store quality.

At Alfamart Cempaka Raya, the product arrangement is neatly arranged, and the
placement of featured products in strategic locations makes it easier for customers to
access the items they need. Conversely, narrow aisles or unsystematic arrangements
tend to create confusion and discomfort among customers. This indicates that the
effective implementation of product arrangement can significantly enhance customer
comfort and satisfaction in daily shopping activities. To further improve customer
satisfaction, minimarket management should continuously evaluate and refine product
layout arrangements on a regular basis. Several practical steps can be undertaken, such
as reorganizing shelves to make products easier to locate, utilizing strategic areas for
featured or high-demand products, and ensuring that customer flow remains smooth
and unobstructed. In addition, customer satisfaction surveys and observations of
shopping behavior can serve as valuable references for identifying areas that require
improvement. Through these measures, the minimarket can maintain and enhance
customer satisfaction while simultaneously fostering customer loyalty and repeat
purchases.

The influence of customer movement pathways on customer satisfaction

The research findings indicate that customer movement pathways have a positive
and significant effect on customer satisfaction at Alfamart Cempaka Raya, Banjarmasin.
This confirms that improvements in the design of customer movement pathways lead to
a tangible increase in satisfaction levels. In other words, the clearer, more comfortable,
and obstruction-free the in-store movement pathways are, the higher the level of
customer satisfaction perceived. These results are consistent with the study by
Syadzwina et al. (2025), which found that customer movement pathways positively
influences customer satisfaction. This finding suggests that customers tend to feel more
comfortable and satisfied when they can move easily throughout the store without
encountering obstacles or narrow aisles. Well-designed movement paths enable
customers to explore various products more freely, increase opportunities for product
interaction, and reduce feelings of frustration or confusion during the shopping process.
Therefore, efficient circulation planning plays a crucial role in enhancing the overall
comfort and quality of the shopping experience.

Clear, spacious, and unobstructed customer movement pathways create both
physical and psychological comfort during the shopping process (Florea et al., 2025).
When customers are able to move easily without feeling crowded or disturbed, they
experience a smoother and more enjoyable shopping journey (Krishna et al., 2024). This
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condition reduces stress, confusion, and fatigue, thereby fostering positive perceptions
of the store. Moreover, a well-designed circulation flow allows customers to explore
more areas and products naturally, enhancing the overall quality of the shopping
experience and ultimately leading to greater customer satisfaction (Douglas et al., 2025).
These findings are consistent with the S-0-R theory, in which customer movement paths
function as a stimulus (S) that influences the customer’s internal state (organism/0),
such as perceptions of comfort, convenience, and safety while shopping. These positive
internal perceptions subsequently generate a response (R) in the form of customer
satisfaction. Furthermore, Atmospherics theory supports this result by emphasizing that
store layout and physical design, including movement pathways, are key atmospheric
elements that shape customers’ emotional experiences and enhance their positive
evaluation of the store.

At Alfamart Cempaka Raya, the customer movement pathways generally feature
sufficiently wide aisles and a clear circulation flow, allowing customers to move
smoothly, access all shelves, and locate desired products without feeling crowded.
Conversely, areas with narrower aisles or closely arranged shelves often cause
customers to pause longer, experience difficulty moving, and feel less comfortable. This
indicates that the quality of customer circulation has a direct impact on shopping
satisfaction. To sustain customer satisfaction, store management should routinely
review and improve customer movement pathways to ensure that shopping comfort
remains optimal. Practical steps may include rearranging shelves to maintain wide and
unobstructed aisles, installing clear signage or directional indicators to facilitate store
navigation, and optimizing traffic flow around strategic or high-demand products to
maximize exposure. Regular evaluations through customer surveys and observations of
shopping behavior can further assist management in identifying areas that require
improvement. By implementing these measures, the store can enhance the overall
shopping experience and strengthen customer satisfaction.

The influence of lighting and store atmosphere on customer satisfaction

The research findings indicate that lighting and store atmosphere have a positive
and significant effect on customer satisfaction at Alfamart Cempaka Raya, Banjarmasin.
This result confirms that the more optimal the lighting and store atmosphere, the higher
the level of customer satisfaction. Among the three variables tested, lighting and
ambience have the strongest influence on satisfaction, highlighting the critical role of
atmospheric factors in creating a pleasant shopping experience. These findings are
supported by prior studies conducted by Azhari & Parhusip (2024); Salbiah et al.
(2024); Hutagaol & Prayogo (2025); Susilo et al. (2025), which also found that lighting
and store atmosphere positively affect customer satisfaction. The results suggest that
customers respond positively when the store environment provides visual comfort,
appropriate room temperature, cleanliness, and appealing interior aesthetics.

Adequate lighting and comfortable light colors help customers see products
clearly, while a tidy, clean, and pleasant store ambience creates a positive emotional
experience (Khan et al., 2022). This enhances customers’ comfort and encourages a
favorable evaluation of their shopping experience. Lighting and store atmosphere
directly influence customers’ emotional comfort and perceived quality during shopping.
Proper lighting allows customers to view products clearly, feel secure, and make
decisions more easily (Florea et al.,, 2025). Meanwhile, a clean, cool, and aesthetically
pleasing environment fosters a sense of comfort and encourages customers to linger in
the store (Junhien & Maisirata, 2026). These factors collectively create a positive
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shopping experience, leading customers to perceive their visit as meeting or even
exceeding expectations, ultimately increasing customer satisfaction. These results align
with the S-O-R theory, where lighting and store atmosphere act as stimuli (S) that affect
customers’ internal states (organism/0), including perceptions of comfort, satisfaction,
and emotional experience. Positive perceptions then generate responses (R) in the form
of high shopping satisfaction. In addition, Atmospherics theory emphasizes that physical
store elements such as lighting, temperature, cleanliness, and interior aesthetics are
crucial in shaping customers’ emotional experiences, thereby influencing their
perception of store quality and overall satisfaction.

The lighting and store atmosphere at Alfamart Cempaka Raya feature bright and
balanced illumination, along with clean, organized, and comfortable spaces, reflecting a
high level of customer comfort. Conversely, areas with insufficient lighting, narrow
aisles, or poorly maintained conditions tend to make customers feel uncomfortable or
rushed, potentially reducing shopping satisfaction. This demonstrates that store
ambience and lighting are not merely aesthetic elements but essential factors in creating
a satisfying shopping experience. To maintain customer satisfaction, store management
must consistently preserve and enhance the quality of lighting and store atmosphere.
Key measures include ensuring adequate light intensity throughout the store, using
comfortable light colors and temperatures, maintaining interior cleanliness and
organization, and regulating room temperature for optimal comfort. Regular evaluation
through customer surveys and observation of shopping behavior can help identify areas
that need improvement. By implementing these steps, Alfamart can sustain a
comfortable store environment, increase customer satisfaction, and promote loyalty and
repeat purchases.

Conclusions

Based on the results and discussion of this study, it can be concluded that product
arrangement, customer movement pathways, and lighting and store atmosphere have a
positive and significant effect on customer satisfaction at Alfamart Cempaka Raya,
Banjarmasin. These three aspects of the store’s physical environment play a crucial role
in creating a shopping experience that is comfortable, convenient, and enjoyable,
thereby fostering positive customer evaluations of the store. Among these factors,
lighting and store atmosphere are the most dominant in enhancing satisfaction,
highlighting the strategic role of store atmospherics in shaping positive emotional
experiences. Overall, this study emphasizes that the quality of store layout and physical
environment is not merely an aesthetic consideration but a managerial factor that
determines customer satisfaction, loyalty, and the sustainability of the customer-
minimarket relationship.

The implications of this study suggest that minimarket management should give
strategic attention to the management of the store’s physical environment as part of
efforts to enhance customer satisfaction. A well-organized and systematic product
arrangement, comfortable and easily accessible circulation pathways, and clean, bright,
and aesthetically pleasing lighting and store ambience should be planned in an
integrated manner as a customer experience strategy. Store managers should focus not
only on pricing and promotions but also on store layout design that creates emotional
comfort and shopping efficiency. By regularly evaluating and improving these aspects,
minimarkets can enhance overall service quality, strengthen customer loyalty, and
encourage sustainable repeat purchases.
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This study has several limitations. It was conducted at a single minimarket
location, so the findings cannot yet be widely generalized. The research focused only on
three physical store environment variables, without considering other factors such as
price, promotions, or service quality. Additionally, it employed a cross-sectional
approach, capturing data at a single point in time based on respondents’ subjective
perceptions. Therefore, future research is recommended to expand the study across
multiple outlets or different regions to enhance representativeness, include additional
relevant variables, or examine mediating and moderating effects to enrich the model.
Researchers may also consider using mixed methods or longitudinal approaches to gain
a more comprehensive understanding of customer satisfaction dynamics over time.
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