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Despite the rapid development of shopping malls in Surabaya, Pasar Atom
still thrives as one of the most crowded shopping places. This encouraged the
researcher to identify the reason for Pasar Atom’s success. The researcher focused
on shopping satisfaction and its four antecedents, namely: variety-seeking buying
tendency, price sensitivity, hedonic value, and utilitarian value.

A self-administered questionnaire was rated by 377 Pasar Atom shoppers
using a six-point Likert scale. The Structural Equation Modeling results showed
that both variety-seeking buying tendency and price sensitivity have significant
and positive influence on hedonic value. Furthermore, price sensitivity has a
significant and negative influence towards utilitarian value. Variety-seeking
buying tendency has a significant and positive influence toward utilitarian value.
Thus, utilitarian value and hedonic value also have significant and positive
influences on shopping satisfaction. This study showed that shopping satisfaction
was influenced more by hedonic value. Hedonic value was influenced more by
price sensitivity.

The future research should include more variables as the antecedents of
shopping satisfaction such as compulsive buying, impulsive buying, product
evolvement, service quality, store layout, trust, and commitment to prove
shopping satisfaction at Pasar Atom or other shopping centers. Future researchers
can also conduct similar studies using broader representative samples in other
geographical locations in Indonesia.
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