
 
 

 
 

 

FINAL PAPER 

 

THE EFFECT OF STORE ATMOSPHERE TOWARD 

CUSTOMERS’ VISITATION BEHAVIOR AT FOOD FESTIVAL 

AND G-WALK, SURABAYA 

 

Submitted as a final requirement to obtain the degree of  

Sarjana Ekonomi Strata Satu 

 

 

By: 

NAME : YOSHEPHINA MITABESHI CANADI 

                         NPM   : 01120110017 

 

 

 

PROGRAM STUDI MANAJEMEN 

FAKULTAS EKONOMI 

UNIVERSITAS PELITA HARAPAN  

SURABAYA 

2014 



   
 

vi 

 

 

 



vii 
 

 
 

 

 



viii 
 

 
 

 

 

  



ix 
 

 
 

ACKNOWLEDGMENT 

 

 I am grateful to God that gives me strength, give me lesson and answer my 

prayer in this working process. He had given the wisdom and perseverance during 

this final paper and throughout author’s life. It is not possible to write this final 

paper without the help and support of the generous people around author which 

are: 

1. My parents and my family who always give me support in my whole life, 

mentally and physically. They teach me about God and also life. They who 

always care and pray for me, I cannot imagine how my life without them. 

Thank you so much.  

2. Prof. Maria Rochelle G. Divinagracia, M.Sc., DBA. As thesis advisor and 

academic advisor of the international class students that give the author 

many knowledge, wisdom especially in this final paper.  

3. Oliandes Sondakh, S.E., M.M as thesis advisor and the lecturer in the 

whole years of education in UPH. I would like to thank you for all the idea 

advices, and solution the completion of this paper. And also who always 

patiently answering all my questions regarding the thesis so the author can 

finish this final paper on time. I apologize if I have done wrong things to 

you. 

4. Ronald S., S.T., M.M. as the Head of Management Department and 

panelist who become an unforgettable panelist and head management 

department when I studied in UPH. Amazing work that you have done for 

me.  

5. Dr. Wahyudi S.T,, M.M. PhD as the panelist who become a good lecturer 

and panelist. 

6. All Management international lecturer class of UPH Surabaya who shared 

the knowledge and experiences to students 

7. Staff of UPH Surabaya, ADAK, Student Service, and other. Especially 

staff of library, the place I work this final paper. 



x 
 

 
 

8. International class students that become author’s classmates and friends in 

the whole semesters in UPH always support in giving information 

regarding the thesis and others things, give cheerful life in the study in 

UPH 

9. G-Walk and Food Festival who inspired me and gave me the idea of my 

topic in final paper. 

10. My friends, brother and sisters, who work this final paper, when I spread 

my questionnaire, people who help me that time. Thank you for those 

“things”. 

11. Prof. Louie A. Divinagracia, M.Sc., DBA - as the dean of UPH Surabaya 

Business School for sign and  also giving the opportunity for the author 

and others to conduct and experience this research. 

12. All of the respondents whom the author can’t write it down because it’s 

too many. I thank for all person whom i know and doesn’t that gave their 

time in filling the questionnaire which is important thing in completion 

this paper. The regular class of 2011 - as the author’s companion from the 

beginning and still continued. Although we are not closed enough, but i 

enjoyed knowing every person in the regular class that also sometimes 

accompany me and helped me in the process of completion thesis. 

13. Eugenia Sareba Sesa for the maps and also had contribution in the 

acknowledgement writing Thank you also with your big mouth that always 

talk too much and annoyed my hearing. 

 

Although this thesis is still behind from being perfect, but still the author 

believe this thesis will be useful for the further research and usage. As the thesis is 

completed with the effort, support, help, and love from all the parties whom 

involved in the preparation of this thesis, thank you so much. 

Surabaya, 10 December 2014 

 

 

Yoshephina M. Canadi 



xi 
 

 
 

TABLE OF CONTENTS 

  

     

Page 

COVER ........................................................................................................................ i 

STATEMENT OF ORIGINALITY OF FINAL PAPER ....................................... ii 

AGREEMENT OF MENTORING GUIDANCE FOR FINAL PAPER ............. iii 

FINAL PAPER EXAMINATION COMMITTEE ................................................ iv 

ABSTRACT  ............................................................................................................... v 

ACKNOWLEDGEMENT ........................................................................................ vi 

TABLE OF CONTENTS  ....................................................................................... viii 

LIST OF TABLES  .................................................................................................. xii 

LIST OF FIGURES ................................................................................................ xiv 

LIST OF APPENDICES ......................................................................................... xv 

 

CHAPTER I INTRODUCTION 

1.1 Background of the study .................................................................................. 1 

1.2 Research problems  .......................................................................................... 6 

1.3 Research objectives  ........................................................................................  6 

1.4 Research contribution ....................................................................................... 7 

1.5 Research limitations  ........................................................................................ 7 

1.6 Research outline   ............................................................................................. 8 

 

CHAPTER II REVIEW OF RELATED LITERATURE  

2.1 Customer visitation behavior……………………………………… ............... 9 

2.2 Store atmosphere variable ………………………………………… ............. 10 

2.3 External variable ............................................................................................ 12 

2.4 General interior variable  ................................................................................ 14 

2.5 Layout and design variable ............................................................................ 15 

2.6 Human variable .................................................. ……………………………17 

2.6.1 Employees ........................................................................................ 17 

2.6.2 Crowding .......................................................................................... 18 



xii 
 

 
 

2.7 Point of purchase variable .............................................. ……………………18 

2.8 Previous Study ................................................................................................ 20 

2.9 The effect of store atmosphere on customer visitation behavior ................... 22 

2.10 The effect of store external on customer visitation behavior ......................... 22 

2.11 The effect of store general interior on costumer visitation behavior ............. 23 

2.12 The effect of store design and layout on customer visitation behavior .......... 23 

2.13 The effect of human variable on customer visitation behavior ...................... 23 

2.14 The effect of point of purchase on customer visitation behavior ................... 24 

2.15     Theoretical framework ................................................................................... 24 

2.16     Operational framework .................................................................................. 25 

 

CHAPTER III RESEARCH METODOLOGY 

3.1 Research design .............................................................................................. 27 

3.2 Research variable ........................................................................................... 27 

3.2.1 Operational definition ...................................................................... 27 

3.2.2 Variables to be tested ....................................................................... 29 

3.2.3 Level of measurement and scaling techniques ................................. 29 

3.3 Method of data collection ............................................................................... 29 

3.3.1 Source of data ................................................................................... 29 

3.3.2 Sample and sampling plan ............................................................... 30 

3.3.3 Research instrument ......................................................................... 30 

3.4 Method of data analysis .................................................................................. 31 

3.4.1 Descriptive statistic .......................................................................... 31 

3.4.2 Validity analysis ............................................................................... 32 

3.4.3 Reliability analysis ........................................................................... 32 

3.4.4 Classical assumption test ................................................................. 32 

3.4.5 Multiple linear regression analysis................................................... 33 

3.4.6 Coefficient of Correlation and Coefficient of determination ........... 33 

 3.4.6.1 Coefficient of Correlation .................................................... 33 

 3.4.6.2 Coefficient of Determination ............................................... 34 

3.4.7 Hypothesis testing ............................................................................ 35 

3.4.7.1 t-test .................................................................................... 35 



xiii 
 

 
 

3.4.7.2 f-test ................................................................................... 36 

3.4.7.3 The t-mean Comparison ..................................................... 36 

 

CHAPTER IV RESULT AND DISCUSSION 

4.1 Company Profile ............................................................................................ 37 

4.1.1 Food Festival .................................................................................... 37 

4.1.2 G-Walk ............................................................................................. 37 

4.2 Description of the Survey Respondents ......................................................... 38 

 4.2.1 Gender of the respondents ................................................................ 38 

4.3 Mean and Standard Deviation of Each Indicator of ....................................... 42 

 External Environment, General Interior, Design & Layout,  

 Human Characteristics, Point of Purchase, and Customers’ Behavior 

4.3.1 Mean and Standard Deviation of Rating on Indicators of  ................. 43 

 External Environment   

4.3.2 Mean and Standard Deviation of Rating on Indicators of  ................. 45 

 General Interior 

4.3.3 Mean and Standard Deviation of Rating on Indicators of .................. 47 

 Design and Layout  

4.3.4 Mean and Standard Deviation of Rating on Indicators of  ................. 49 

 Human Characteristics  

4.3.5 Mean and Standard Deviation of Rating on Indicators of .................. 51 

 Point of Purchase 

4.3.6 Mean and Standard Deviation of Rating on Indicators of .................. 53 

  Customers Visitation Behavior 

4.4 Validity Analysis ............................................................................................ 54 

4.4.1 Food Festival ...................................................................................... 55 

4.4.2 G-Walk ............................................................................................... 58 

4.5 Reliability Analysis ........................................................................................ 60 

4.5.1 Food Festival ...................................................................................... 61 

4.5.2 G-Walk ............................................................................................... 61 

4.6 Classical Assumption Test ............................................................................. 62 

4.6.1 Normality Test .................................................................................... 62 

4.6.2 Homoscendasticity Test...................................................................... 63 

4.6.3 Linearity Test...................................................................................... 65 

4.6.4 Multicolinearity Test .......................................................................... 66 

4.7 Hyppothesis Testing ....................................................................................... 67 

4.7.1 The Effect of Store Atmosphere towards ........................................... 70 

 Customers Visitation Behavior in Food Festival and G-Walk 

4.7.2 The Effect of External environment towards ..................................... 70 

 Customers Visitation Behavior in Food Festival and G-Walk 



xiv 
 

 
 

4.7.3 The Effect of General Interior towards .............................................. 70 

 Customers Visitation Behavior in Food Festival and G-Walk 

4.7.4 The Effect of Design and Layout towards .......................................... 71 

 Customers Visitation Behavior in Food Festival and G-Walk 

4.7.5 The Effect of Human Characteristics towards .................................... 72 

 Customers Visitation Behavior in Food Festival and G-Walk 

4.7.6 The Effect of Point of Purchase towards ............................................ 72 

 Customers Visitation Behavior in Food Festival and G-Walk 

4.7.7 T-mean Comparison of Food Festival and G-Walk customers .......... 73 

4.8 Discussion ...................................................................................................... 73 

4.8.1 H1: The Effect of Store Atmosphere towards the Costumers’ ........... 74 

 Visitation Behavior in Food Festival and G-Walk 

4.8.2 H2: The Effect of External Environment towards the Costumers’ ..... 75 

 Visitation Behavior in Food Festival and G-Walk 

4.8.3 H3: The Effect of General Interior towards the Costumers’ ............... 77 

 Visitation Behavior in Food Festival and G-Walk 

4.8.4 H4: The Effect of Design and Layout towards the Costumers’ .......... 79 

 Visitation Behavior in Food Festival and G-Walk 

4.8.5 H2: The Effect of Human Characteristics towards the Costumers’ .... 81 

 Visitation Behavior in Food Festival and G-Walk 

4.8.6 H2: The Effect of Point of Purchase towards the Costumers’ ............ 82 

 Visitation Behavior in Food Festival and G-Walk 

4.8.7 T-mean Comparison of Food Festival and G-Walk customers .......... 84 

 

CHAPTER V SUMMARY, CONCLUSION, AND RECCOMENDATION 

5.1 Summary ........................................................................................................ 85 

5.2 Conclusion ...................................................................................................... 86 

5.3 Recommendation ............................................................................................ 87 

5.3.1 Food Festival and G-Walk.................................................................. 87 

5.3.2 Future Research .................................................................................. 90 

REFERENCES ......................................................................................................... 91 

APPENDICES  ........................................................................................................ A1 

 

 

 

 

 

 

 

 

 



xv 
 

 
 

 

LIST OF TABLES 

 

Table 1 Operational Definition ........................................................................ 28 

Table 2 Likert Point Representation  ............................................................... 29 

Table 3 The Value of  r  ................................................................................... 34 

Table 4 Interpretation of r value .....................................................................  34 

Table 5 Gender of Respondents....................................................................... 39 

Table 6 Age of Respondents ............................................................................ 39 

Table 7 Job of Respondents ............................................................................. 39 

Table 8 Age and Job of Respondents .............................................................. 40 

Table 9 Gender and age of Respondents ......................................................... 41 

Table 10 Gender and Job of Respondents ......................................................... 42 

Table 11 Categories of Respondents perception ............................................... 43 

Table 12 Mean and Standard Deviation of Rating on Indicators of  ................. 43 

 External Environment 

Table 13 Mean and Standard Deviation of Rating on Indicators of  ................. 45 

 General Interior 

Table 14 Mean and Standard Deviation of Rating on Indicators of  ................. 47 

 Design and Layout 

Table 15 Mean and Standard Deviation of Rating on Indicators of  ................. 49 

 Human Characteristics 

Table 16 Mean and Standard Deviation of Rating on Indicators of  ................. 51 

 Point of Purchase 

Table 17 Mean Rating and Standard Deviation of Rating  ................................ 53 

 on Indicators of Customer Visitation Behavior 

Table 18 Validity Analysis of External Environment Variable ........................ 55 

Table 19 Validity Analysis of General Interior Variable .................................. 55 

Table 20 Validity Analysis of Design and Layout Variable ............................. 56 

Table 21 Validity Analysis of Human Characteristics Variable ....................... 56 

Table 22 Validity Analysis of Point of Purchase Variable ................................ 57 

Table 23 Validity Analysis of Customers’ Visitation Behavior Variable ......... 55 

Table 24 Validity Analysis of External Environment Variable G-Walk ........... 58 

Table 25 Validity Analysis of General Interior Variable G-Walk .................... 58 

Table 26 Validity Analysis of Design and layout Variable G-Walk ................. 59 

Table 27 Validity Analysis of Human Characteristics Variable G-Walk ......... 59 

Table 28 Validity Analysis of Point of Purchase Variable G-Walk .................. 60 

Table 29 Validity Analysis of Customers Behavior Variable G-Walk ............. 60 

Table 30 Reliability Analysis Food Festival ..................................................... 61 

Table 31 Reliability Analysis G-Walk .............................................................. 61 

Table 32 Multicolinerarity for variable used at Test Food Festival .................. 62 



xvi 
 

 
 

Table 33 Multicolinerarity Test for variables used at G-Walk .......................... 62 

Table 34 Linearity Test Food Festival ............................................................... 63 

Table 35 Linearity Test G-Walk ........................................................................ 63 

Table 36 Kolmogorov-Smirnov Food Festival and G-Walk ............................. 64 

Table 37 Spearman Test Food Festival and G-Walk ......................................... 66 

Table 38 Result of Hypothesis Testing (Multiple Regression) I ....................... 68 

Table 39 Result of Hypothesis Testing (Multiple Regression) II ...................... 69 

Table 40 T-Mean comparison of Food Festival and G-Walk ............................ 72 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xvii 
 

 
 

 

 

LIST OF FIGURES 

 

Figure 1 Food Festival, Pakuwon City Surabaya.......................................................... 2 

Figure 2 G-Walk Citraland Surabaya ........................................................................... 3 

Figure 3 Research Model: The Effect of Store Atmosphere Attributes on 

Store  ............................................................................................................. 20 

 Loyalty Intention of Hypermarket/ Supermarket Customers 

Figure 4 Research Model: Atmospheric Effects on Shopping Behavior: ................... 22 

 A Review of the Experimental Evidence 

Figure 5 Theoretical framework ................................................................................. 25 

Figure 6 Operational framework ................................................................................. 26 

Figure 7 Normal Probability Plot of store atmosphere variable ................................. 64 

  towards customers’ visitation behavior, Food Festival 

Figure 8 Normal Probability Plot of store atmosphere variable, ................................ 65 

 towards Customers’ Visitation Behavior, G-Walk 

Figure 9 Scatterplot of store atmophere variable, Food Festival ................................ 65 

Figure 10 Scatterplot of store atmophere variable, G-Walk ......................................... 66 

 

 

 

 

 

 

 

 

 

 

 



xviii 
 

 
 

 

LIST OF APPENDICES 

 

Appendix A .......................................................................................................................... A-1 

Appendix B .......................................................................................................................... B-1 

Appendix C .......................................................................................................................... C-1 

Appendix D .......................................................................................................................... D-1 

Appendix E .......................................................................................................................... E-1 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 


