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 The major objective of this study is to analyze the effect of the shopping environment and situation as perceived 
by modern retail shoppers into perceived crowding, store image, and shopping motives toward emotions and 
repurchase intention in the context of a grocery modern retail. The cross-sectional design method was used in 
this study, and the data were collected from a customer survey with randomly selected 244 respondents using 
an online questionnaire. According to the findings the perceived crowding, store image, and shopping motives 
affected positively on the customer emotions. The perceived crowding was revealed as the most influential 
variable on the emotions. We also found a direct effect of perceived crowding and store image on repurchase 
intention. Furthermore, the high-density retail condition shoppers tend to feel pleased with the shopping envi-
ronment and give a positive appraisal to the store image. But unfortunately, a high-density retail condition could 
discourage the shoppers to have repurchase intention. Interestingly, when the emotions were used as a mediating 
variable of perceived crowding and repurchase intention, those independent variables affected on repurchase 
intention, positively. Therefore, the shoppers' emotions were the most important factor affected on repurchase 
intention in modern retail. The more they enjoy the shopping environment and situations, the more they are 
interested in making future purchases. 
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1. Introduction 
 
Retail is a business of selling products and services which aim to fulfill the daily needs of the end customers. Here, the selling 
products include mainly household products, such as basic needs. Retail as the last chain distribution is an encounter media 
between household product and end customers. Customer as a household actor and also a family is able to make a purchase 
of product in accordance to demand and needs. Therefore, retail is an important aspect in the product distribution chain (Soliha, 
2008). Retail still has a growing opportunity in Indonesia. Its development is supported by Indonesian population growth that 
would be estimated to reach 271.1 million by 2020, with age group ranging from 5 to 34 years as one of the groups of the 
society that will prioritize daily necessities (BPS or Indonesia Statistic Centre, 2013). The demographic bonus will certainly 
impact on the demand for basic and household needs. According to this statement, national retail business has an exceptional 
opportunity to be developed. Despite increasing retail development opportunity due to forecasted demographic bonus which 
will most likely be occurred in Indonesia, modern retail business opportunity is decreasing. Based on the data released by the 
United States of Agriculture (USDA), the growth percentage in sales value and number of outlets were declined from 2013 
to 2016. The growth percentage in sales value for convenience store category reached 36.9 percent in 2013, and it continued 
to decline to 17.7 percent in 2016. In addition, the growth percentage in sales value for hypermarket and supermarket catego-
ries was reached only 6 percent in 2016. The decline in growth of sales value was in accordance with the decrease in the 
number of modern outlets in Indonesia. The tendency of decline was caused by the competition of similar business due to the 
technological developments. The technological developments are the driven factor of online marketplace development as an 
alternative of shopping in fulfilling customer needs and demands. According to the online and offline transaction growth data, 
an increment was observed in online shopping transactions in 2016, which was in contrary to the offline shopping transactions 
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(IDPRO, 2016).  It shows that customer’s interest is shifting from offline to online shopping which stimulates online market 
growth which could be one of the major shopping alternatives. The growth of online marketplace generates a shift of lifestyle 
as well as customer purchasing behavior (Farki et al., 2016). The higher the number of shopping options, the more critical 
and stricter the customer purchasing behavior as they become more selective in choosing shopping media to suit their demands 
(Fikriati, 2015). Due to the higher business competition, modern retail should maintain their businesses by having exceptional 
advantages. One of the alternatives is to influence repurchase intention of customers. “Repurchase” is a probability of one 
customer to make similar purchase to the product or seller for more than once (Ibzan et al., 2016). However, it is still a 
subjectivity that one customer will continuously purchase a product from one vendor or store in the future (Chiu et al., 2009). 
According to Schiffman and Kanuk (2007), emotion is classified as one of the key aspects of purchasing process. Emotion is 
a multi-dimensional feeling, reflecting an information of customer relationship with his/her social life and surrounding envi-
ronments, including their interpretations of these relationships (Achar et al., 2016). Emotion, which is a multi-dimensional 
aspect that is closely correlated to repurchase, as the customer emotion during the usage of product or service will build their 
memory and stimulus to repurchase and has effects on overall financial well-being of the customer (Prastyaningsih et al., 
2014; Falahati & Sabri, 2015; Wijaya, 2016). Some factors that may affect emotion and repurchase intention are perceived 
crowding, store image, and shopping motives. Customer perceived crowding is needed to understand the pressure perceived 
by customer due to social and spatial densities (Machleit et al., 1994). According to Yuksel (2009), the factor of perceived 
crowding is known to have a negative effect on emotions as it may affect the customer's space. Store image is needed to 
understand the customer impression toward important attributes of the store (Waja, 2013). According to Park and Lennon 
(2009), it is known to influence the purchase intention. Shopping motives are needed to determine the customer's response to 
their emotional benefits generated during the shopping process (Babin et al., 1994). According to Peng and Kim (2014), 
shopping motives are known to influence repurchase interest with emotional response perceived by the customer. 
 
Lifestyle changes which trigger a shift in shopping preferences resulting a behavior of customer for not only valuing ones that 
satisfy their household needs, but also valuing luxury and various essential things that will significantly affect their emotions 
and overall financial well-being (Sabri & Zakaria, 2015). Certain valuation standards set by customer should be a guide for 
businessmen to maintain their stability amidst of the high competition of modern retail businesses. Therefore, emotion be-
comes crucial aspect to discuss due to the interest of customer purchase in the selection of modern retail, thus businessmen 
are able to develop the right marketing strategy to survive in the business competition. 

 
2. Literature Review 

 
2.1. Modern Retail 
 
Modern retail or modern store is defined by Presidential Regulation No. 112 of 2007 as an independent service system shop 
which sells various types of goods in retail, such as minimarket or convenience store, supermarket, department stores, hyper-
market, wholesaler or grocery. Shopping Center and Modern Store establishment must refer to the Regency or City Spatial 
Plan, and Regency or City Spatial Detail Plan, including their Zoning Regulation. Its establishment should be initiated by 
forecasting the socio-economic conditions as well as existence of local traditional market, providing parking lot in accordance 
with store total area, managing distance of each store and providing clean, healthy, safe as well as comfortable public facilities. 
 
Each type of modern retail is distinguished by total area limit and sales system that have been regulated in the Presidential 
Regulation. Generally, various types of modern retailer use particular retail system which is selling the household products as 
their key products with different total area limit. Total area limit affects the size parking lot as one unit for four-wheeled 
vehicle requires 60 m2 of store total area. Table 1 shows the details of modern retail types in Indonesia in accordance with 
Presidential Regulation (PP) No. 112 of 2007. 
 
Table 1 
Criteria of Indonesia Modern Retail  

Criteria 
Modern Retail Type 

Minimarket Supermarket Hypermarket Department Store Wholesale 
Total area (m2) 400 400 – 5000 >5000 >400 >5000 
Selling system Retail Retail Retail Retail Wholesaler 

Product type 
Food and per-
sonal hygiene. 

Food and household 
products. 

Food, household products and 
textile. 

Household products and 
textile. 

General consuma-
bles. 

Source: PP No. 112 of 2007 
 
2.2. Perceived Crowding 
 
Perceived crowding is an unpleasant feeling felt by customer if only the density is too high and it exceeds the limit of control 
(Mowen & Minor, 1997). Crowding as the impact of physical, social, and personal factors caused by limited space, such as 
number of people, objects, or both, which interferes individual activities in achieving goals, thus they feel that the environment 
is too crowded. Perceived crowding tends to be personal or individual. Different buyers in the same shopping center are able 
to feel the pressure due to different density depending on individual characteristics and situation constraints (Machleit et al., 
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2000). Retail perceived crowding consists of two dimensions; spatial and social. Social or human density dimensions are 
related to the number of individual and social interaction level in a particular environment. High social density may cause 
undesirable impacts such as lack of privacy or private area, resulting a higher feeling of pressure (Machleit et al., 1994). 
Spatial density is a visitor's perception of limiting physical body movements in a certain space, especially at the moment of 
shopping in the store. The number of non-human elements in the environment and its correlation can determine spatial density 
level perceived by an individual. In the retail context, number of products, equipment and elements sold in the store may 
affect the stress as well as physical stimulus (Machleit et al., 1994). The feeling arises due to restrictions on physical movement 
caused by high spatial density. The physical environment drives a higher crowding and packed feelings (Eroglu & Harrell, 
1986). The physical environment at the retail refers to store layout, products sold, and display products layout (Berman et al., 
2011). According to Machleit et al. (2000), human and spatial density level perceived by customer costs a deduction in positive 
feelings and will impact on the increase of negative feelings, especially for those who have low crowding tolerance. This 
feeling arises due to the number of people or objects which is limiting customer activities, driving environmental stimulus to 
exceed the capacity of an individual (Machleit et al., 1994). Similar to Baker and Wakefield's (2012), perceived of crowding 
will increase stress and reduce feelings of joy. In contrast to the research of Wu and Luan (2008), in collectivistic cultures of 
the density perceived is known to influence emotions and positive purchase interests. The higher the density of human and 
space, the greater positive emotions could be occurred. This is supported by the statement that was given by Babin and Harris 
(2017) that customer do not feel attraction to make any purchase at the low-density store, because the absence of customer is 
a sign of low quality and inconvenience of the store.  
 
H1: Perceived crowding significantly influences on emotion of modern retail customer. 
 
Kim and In (2015) stated that human density provides a significant positive impact on repurchase intention. While according 
to Pramatatya (2015), it provides a positive impact on the intention to repurchase which involving customer’s emotion. Thus, 
the perceived of crowding has both direct and indirect relationships with the intention to repurchase. 
 
H2: Perceived crowding significantly influences on repurchase intention of modern retail customer. 
 
According to Machleit et al. (1994), human and spatial density may provide a different effect on store image. Customer 
concludes promotional activities, value of products sold and service quality in accordance with the density conditions in the 
store, thus store image plays a huge part in influencing store density perceived. According to Harrel et al. (1980), it happens 
because customer evaluates shopping experience in a crowded environment. When customer experiences a crowded place, it 
gives such an impression that interesting thing is happening in the store. Thus, customer can consider density as a sign that 
products sold has a good value. Similar to the study of Tse et al. (2002), the perceived crowding is believed to be able to 
improve the store image. Meanwhile, according to Mowen and Minor (1997), crowding can make a store's image negative for 
the customer. 
 
H3: Perceived crowding significantly influences on the store images of modern retail customer. 
 
2.3. Store image 
 
Store image is the key basis for retail businessmen as it determines customer’s choice toward store and products quality as 
well as the store satisfaction and loyalty. Store image is defined as the way a store can be perceived and be defined by the 
buyer (Cornelius et al., 2010). According to Schiffman and Kanuk (2007) store image is the way customer sees store, including 
his/her impressions or perceptions. Store image depends on perceptions that vary based on retailer, product, and target market. 
Therefore, store image is influenced by customer perceptions to the series of dimensions of store image, sub dimension of 
store attributes and manipulation of a retailer to the store attributes (Waja, 2013). Store image is considered as a multi-dimen-
sional concept, involving various aspects of retail stores. According to Diallo (2012), the structure of store image dimension 
includes products sold, service, customer, physical facilities, convenience, promotion, store atmosphere, institutional and post-
transaction satisfaction factors.  Ghosh (1990) stated that the dimension which plays a part in forming store image includes 
location, products sold, product quality, store atmosphere, price, employee quality, visibility, promotion and services. While 
Waja (2013) stated that atmosphere, convenience, facilities, institutions, products sold, promotions, salespeople, and services 
are factors to form store image dimension. Baker et al. (1994) stated, store image is represented by three elements of the store 
environment; social factors related to the salespeople appearance, design factors related to the visual interior design of the 
store, and environmental factors related to non-visual elements. While, Hosseini et al. (2014) stated, store image dimensions 
include atmosphere, music, quality of goods, price, service, and convenience. Similar with Chowdhury et al. (1998), major 
influential dimensions are service, product quality, store atmosphere, convenience, and price. Supported by the statement of 
Kim (2004), the dimensions of store image are service, product quality, product choice, atmosphere, convenience, and price. 
The customer's image also plays an important role in the concept of store image. The store image needs to bring a sense of 
ownership to customers because they tend to choose a store that suits their self-image or image that the customer wants. Store 
selection in customer’s mind is formed based on connections among key elements of their self-concept and their value of store 
image (Newman & Cullen, 2002). The factor of store image is also examined by Yusof and Arifin (2016), who stated that the 
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store image is functionally in accordance with the customer's self-concept, which has a significant positive relationship with 
the customer's emotions in shopping. 
 
H4: Store image significantly influences on the emotions of modern retail customer. 
 
In the study of Varga et al. (2014), it is known that store image is able to influence repurchase intention based on atmosphere 
dimension. A pleasant atmosphere is able to encourage for more purchases and drives customer interest in exploring products 
in the store. According to Kim and Na (2015), store image attributes for satisfaction and repurchase intention and increases 
sales. Smith and Sherman (1993) found that store image is able to influence the emotional state of customer and increase 
purchases. It can be occurred if the store environment and the customer's self-image is match to one another, making an 
emotional bond is formed. 
 
H5: Store image significantly influences on the intention to repurchase modern retail customer. 
 
2.4. Shopping Motives 
 
Shopping experience encourages the occurrence of shopping motives, such as hedonic and utilitarian shopping motives. The 
hedonic reflects the potential of entertainment, emotion, and can also be indicated by an increase in experience and freedom 
in shopping. While, the utilitarian occurs if only shopping becomes an activity to fulfill certain consumption needs, which 
reflects the achievement of goals, cognitive, and non-emotion. Thus, shopping motive can be both intrinsic or extrinsic for a 
customer. Hedonic shopping motive tends to be intrinsic, which indicates joyful, pleasure, and leisure. Meanwhile, utilitarian 
shopping motive tends to be extrinsic, which relates to functional attributes of shopping (Babin et al., 1994). 
 
Hirschman (1984) confirms that the shopping experience involves stimulation of thought and senses, that can be seen as a 
process that provides benefits in cognitive (utilitarian) and affective (hedonic). In utilitarian motive, both product and services 
attributes are actually affecting on cognitive processes, thus, customer said to have a utilitarian motive when they successfully 
obtain products needed and this value will increase along with the convenience of customer in obtaining products (Babin et 
al., 1994). On contrary to utilitarian motive, hedonic motive is more subjective and individualistic as it is not for achieving 
goals (Hirschman & Holbrook, 1982). It reflects pleasure and emotionality instead (Bellenger et al., 1976). Therefore, it refers 
to the level of perception when shopping is considered emotionally beneficial through a variety of positive feelings. According 
to Babin et al. (1994), it considers as entertainment and emotional perceived through shopping activities. As stated by Bloch 
and Bruce (1984), customer gets hedonic value and related basic needs during the shopping experience. 
 
The shopping motives of utilitarian and hedonic have different emotional effects, depending on the tendency of the customer's 
consumption motives. In a study conducted by Anderson et al. (2014), utilitarian shopping motive will have a positive emo-
tional impact if there is time saving and convenience of access to information, since it tends to be more efficient and rational 
(Babin et al. 1994). While, the hedonic shopping motive will have a positive emotional impact if there is an ease in bargaining 
and a pleasant shopping experience (Childers et al., 2001; To et al., 2007). This is also supported by Hirschman and Holbrook 
(1982) who state that positive emotion of hedonic value perceived by customer based on the experience of feeling consump-
tion, fantasies, pleasures, and senses, which affect someone’s emotional experience. Customers who have a high score on 
hedonic motive is more interested in the act of shopping itself or the point of view of self-expression and personal satisfaction 
related to the shopping (Babin & Attaway, 2000). Hedonic type customer will shop only to find something entertaining, 
varying, and challenging (Kasnaeny et al., 2013). 
 
H6: Shopping motive has a significant effect on the emotion of modern retail customer. 
 
2.5. Emotion 
 
Emotion is highly correlated to the affective psychology of a human being. This feeling is defined as a mental classification 
which is subjective, consciously experienced, and usually in parallel with emotion and mood. Different with the mood, emo-
tion has a greater intensity and psychological impact. Positive emotion will be perceived when an object is satisfied toward 
his achievement, otherwise negative emotion will be perceived when a goal cannot be accomplished (Mowen & Minor, 1977). 
Emotion is oriented towards a particular action (Robbins et al., 2010). According to Holbrook and Hirschman (1982), emo-
tions can be distinguished into two dimensions which are either positive or negative. Positive emotional states are including 
excitement, acceptance, and interest, while negative emotional states are including anger, dissatisfaction, irritation, worry, 
sadness, disgust, and humiliation (Babin & Attaway, 2000). Mowen and Minor (1997) stated that emotion derived from two 
opposite dimensions of affective response, such as excitement - unpleasant and passionate - passive. These two-dimensional 
combinations divide emotions into four categories including joy, anger, contentment and sadness. According to Palacios et 
al. (2016), the affective dimensions of customer occurs from environmental stimulation such as positive and negative affective 
responses. Emotions on the positive affective response are calm - excitement, while the negative affective response are frus-
trating - stressful. Mehrabian and Russell (1974) stated that human response to the physical arrangement is distinguished into 
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three dimensions; pleasure, arousal, and dominance. The following are explanations of the emotional dimension caused by 
the situation experienced by customer according to Mehrabian and Russell (1974): 
 
1.  Pleasure: A level of emotion occurs when an individual feel good, full of excitement, and happy. 
2.  Passion (Arousal): A level of emotion occurs when an individual feel excited, passionate and active. 
3.  Domination (Dominance): A level of emotion occurs when an individual feel restricted, controlled, and freed in doing 

activities. 
 
Emotion is defined as a gaining benefits which is derived from feelings or affective states (ex: pleasure or joy) resulted by the 
product (Sweeney & Soutar, 2001). According to Liang (2012), the side of positive emotions perceived by customer is im-
pacting on the increase of purchase intention. Customer perception of various brands are also based on affective components 
(Kumar et al., 2009). It is perceived by customer as a form of pleasant emotional experiences. According to Bagozzi et al. 
(1998) emotion can be associated to repurchase intention formed in response to customer consideration in purchasing product. 
 
H7: Emotions have significant effects on the repurchase intention of modern retail customer. 
 
2.6. Repurchase Intention 
 
Repurchase intention is a consideration of making decisions for repeatedly purchasing products from prior or same seller by 
estimating situation and current circumstances (Hellier et al., 2003). While according to Varga et al. (2014), it is the intention 
to often buy or utilize the product or service of a company in the future. Pramatatya (2015), also stated that it is a consideration 
to purchase more than once. 
 
2.7. Conceptual Framework 

 
Perceived perceptions, shopping motives, and store image can influence the affective aspects perceived by customers. A 
feeling and emotion when doing shopping, can influence customer repurchase intentions in modern retail. Based on this, the 
conceptual framework that can be built as shown in Fig. 1. 
 
 
 
  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fig. 1. Conceptual Framework 
 

3.  Research Methodology 
 

This study used a cross sectional design method, which is conducting momentarily trace. While the descriptive, quantitative 
was used in this study to analyze perceived crowding, store image, and shopping motives as well as their effects on emotions 
and repurchase intention. The quantitative approach performed by doing online survey to the respondents. The sample popu-
lation in this study was the customers of hypermarkets and supermarkets. The respondents were determined by sampling 
technique. Purposive sampling method was used to obtain samples required. The selected respondents were aged 18 years old 
and above customers who visited modern retailers at least three times in the past one month. According to Hair et al. (2006), 
the number of samples needed for each exogenous and endogenous variable parameter were five to ten observations. The 
number of indicator variables required for the model in this study were 44 indicator variables or attributes, when each variable 
needs five to ten observations, thus the limit of sample is between 44 × 5 = 220 up to 44 × 10 = 440 people with unit analysis 
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used was individual. The instrument used in this study was online questionnaire supported by Google Docs. The questionnaire 
was divided into three parts, such as screening, profiling, and main questions related to study variables. The number of re-
spondents who filled out the online questionnaire were 501, but representative respondents who are considered to be in ac-
cordance with the criteria were only 244 respondents. Based on these circumstances, the number of respondents selected for 
the processing data were 244 individuals. Endogenous variables (Y) in this study are emotions and repurchase intention. 
While, exogenous variables (X) are perceived crowding, store image, and shopping motives. The scale used was the Likert 
scale with five levels, (1) strongly disagree, (2) disagree, (3) quite agree, (4) agree, (5) strongly agree. The research variables 
are shown in the Table 2.  
 
Table 2 
The research variables 

Latent variable Operational definition Indicator variable 
1. Perceived crowding (Bakker, 2010)  

Social Perceived crowding due to human density in store  SOS1 - SOS3 

  Spatial Perceived crowding due to spatial/products density in store SPA1 - SPA3 

2. Store image (Chowdury et al., 1998)  
Employee services Customer evaluation to the employee attitudes while serving in store. EMS1 - EMS4  
Products quality Customer evaluation to the quality and availability of products sold in general. KUP1 - KUP6  
Atmosphere Customer evaluation to the atmosphere and appearance of the store in general. ATO1 - ATO4  
Convenience Customer evaluation to the convenience of shopping and affordability of the store in general KNY1 - KNY 4 

  Price Customer evaluation to the level of prices of products in store. HRG1 - HRG3 

3. Shopping motive (Rintamaki et al., 2006)    
Hedonic Customer’s pleasure or preferences to the store environment and condition. HED1 - HED6 

  Utilitarian Customer’s rationality to the store environment and condition UTI1 - UTI6 

4. Emotion (Pramatatya, 2015)   

  
 

Customer evaluation to the overall environment and condition of modern retail. EM1 - EM3 

5. Repurchase intention (Pebriani, 2017)   

    Consideration of customer who have made a purchase at least once, to repurchase in the store. PU1 - PU3 

   

Analysis of the causal relationship was used Structured Equation Model (SEM) method by LISREL 8.70 software. The level 
of conformity of the results of the test were examined by Goodness of Fit criteria so that the model is further reflected the 
actual conditions. If the model meets the criteria, then the testing on model can be continued with compatibility test of the 
measurement model and conformity test of the structural model. 
 
4. Findings  
 
4.1. Respondents Characteristics and Behaviors 
 
Majority of modern retail customers were dominated by female respondents by 62.8 percent for supermarkets and 57.3 percent 
for hypermarket, and the highest range of respondents was 25-34 years old. The dominance of respondents found in hyper-
market were Jakarta residents by 41.7 percent, while dominance of respondents found in supermarket were Bogor residents 
by 26.4 percent. Shopping in modern retailers were mostly carried out by undergraduate students, which was 61.5 percent of 
total hypermarket respondents and 75.7 percent of total supermarket respondents. Majority of the participants preferred su-
permarket as the place for shopping. In modern retail hypermarkets and supermarkets, the frequency of shopping was domi-
nated by the results of 3-5 times of shopping in the last 1 month. The majority of respondents who were dominated this 
shopping frequency were usually aged 25-34 years for hypermarkets and 18-24 years for supermarkets. Both women and men 
in both types of modern retailers had similar behavior, but in modern retail hypermarkets, respondents tend to prioritize con-
venience in the store as a reason to shop, while in modern retail supermarkets, respondents tend to prioritize affordable product 
price. The average expenses per shopping was dominated by Rp. 100,000 - Rp. 500,000. The average time per shopping at a 
hypermarket was 1-3 hours, while the supermarket was less than 1 hour. Women preferred shopping on weekdays, while men 
preferred shopping on weekends or national holidays. All respondents preferred shopping late in the evening at 15.00 - 22.00 
hrs. Women hypermarket and all supermarket customer preferred to make a payment by using debit card, while male super-
market customer preferred make a payment by using cash. In general, modern retail hypermarkets which became the cus-
tomer’s first choice was Hypermart, while in modern supermarket retailers was Super Indo. The top three products purchased 
by hypermarket customers were personal-care, food and beverages, as well as home care products, while in supermarket 
customers, the top three were food and beverages, personal-care, and home care products. 
 

4.2. Analysis of Structured Equation Model (SEM) 
 
4.1.1. Overall Model Compatibility Test Results 
 
The overall compatibility test of the model was reviewed based on several Goodness-of-Fit indicators. Overall, the model has 
met the Goodness-of-Fit criteria. It indicates that the design of the model is compatible with the sample data. Thus, the design 
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of the model is able to be used in evaluating perceived crowding, store image, emotion and repurchase intention, which 
indicated that the testing of theoretical hypothesis could be performed. Table 3 shows the Goodness-of-Fit test results. 
 
Table 3 
Goodness-of-Fit Test Results 

Goodness-of-Fit Size Cut-off Value Results Description 
Root Mean Square Residual (RMR) ≤ 0.1 0.065 Good fit 

Root Mean Square Error of Approximation (RMSEA) ≤ 0.08 0.03 Good fit 
 Goodness of Fit (GFI) ≥ 0.9 0.97 Good fit 

Adjusted Goodness of Fit Index (AGFI) ≥ 0.9 0.96 Good fit 
Normed Fit Index (NFI) ≥ 0.9 0.96 Good fit 

Comparative Fit Index (CFI) ≥ 0.9 0.99 Good fit 
Relative Fit Index (RFI) ≥ 0.9 0.96 Good fit 

 
4.1.2. Measurement Model Compatibility Test Results 
 
The compatibility of the measurement model was reviewed based on several measurement criteria, such as validity and con-
struct reliability. Validity test is related to the accuracy of a measurement which aims to assess a set of measurement indicators 
on a model that truly reflects its latent construct. The construct validity is valid if the standardized value of loading factor ≥ 
0.5 (Hair et al., 2014). In addition, an indicator variable is valid if the t-estimate is 1.96, referring to the confidence level of 
95 percent with an error of 0.05. The standardized value of loading factor of each indicator is known to exceed 0.5 with a t-
estimate value above 1.96, which means that all measurement indicators have reflected latent constructs on the model, so that 
indicators for each latent construct are considered valid for measurement of latent constructs (Table 4). 
 
Table 4 
Latent construct reliability test results 

Latent Construct Indicator Variables VE CR 
1. Perceived crowding/Density SOS and SPA 0.61 0.74 
 Social (SOS) SOS1 - SOS3 0.59 0.81 
 Spatial (SPA) SPA1 - SPA3 0.73 0.89 

2. Store image EMS - HRG 0.72 0.93 
 Employee service (EMS) EMS1 - EMS4 0.74 0.92 
 Products quality (KUP) KUP1 - KUP6 0.58 0.89 
 Atmosphere (ATO) ATO1 - ATO3 0.74 0.89 
 Convenience (KNY) KNY1 - KNY4 0.59 0.85 
 Price (HRG) HRG1 - HRG3 0.49 0.74 

3. Shopping Motive HED and UTI 0.64 0.78 
 Hedonic (HED) HED1 - HED6 0.73 0.94 

 Utilitarian (UTI) UTI1 - UTI6 0.54 0.87 
4. Emotion EM1 - EM3 0.78 0.88 
5. Repurchase Intention PU1 - PU3 0.63 0.77 

 
On the contrary with construct validity test, the construct reliability test aims to measure the reliability and internal consistency 
of the measured variables which is representing latent constructs. Reliability assessment is divided into two main measure-
ments, such as Variance Extracted (VE) and Construct Reliability (CR). According to Hair et al. (2014), latent constructs is 
reliable if the minimum value of VE is 0.5 and the minimum value of CR is 0.7. The results of the test showed that the latent 
variables of perceived crowding, store image, shopping motives, emotions and repurchase intentions had VE values ≥ 0.5 and 
CR values 0.7. Similar to the main latent variable, the indicator variable used had a value of VE ≥ 0.5 and CR value ≥ 0.7. It 
shows that all variables and indicators are reliable to be used as measurement tools of the latent construct. 
 
4.1.3. Structural Model Compatibility Test Results 
 
The standardized value of loading factors of each indicator is known to have exceeded 0.5 with a t-estimate value above 1.96, 
indicating that all measurement indicators have reflected latent constructs on the model, so that all indicators were considered 
to be valid for latent constructs measurement. The t-estimate value among latent variables were above 1.96. The t-estimate 
for each line of H1 to H7 were 9.49, 4.52, 11.33, 3.52, 8.62, 21.53, and 9.54, respectively. It indicated that the relationship 
among latent variables which was in accordance with each line had a significant relationship. The path coefficient assessment 
showed a number above 0.05. The coefficient values for each H1 to H7 lines were 0.53, -0.34, 0.55, 0.14, 0.27, 0.41, and 0.79, 
respectively. Based on this data, the perceived crowding had a greatest significant effect on customer emotions compared with 
store images and shopping motives which was equal to 0.53, indicating that the higher perceived crowding, the higher the 
emotions of customer related to the condition and environment of modern retail shopping. The variable that provided the 
greatest contribution was spatial density which was equal to 1.00 (Fig. 2). 
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Fig. 2.  Standardized loading factor of SEM model 

 
4.1.4. Factors Affecting Emotions and Repurchase Intention 
 
The hypothesis testing of this study was executed by analyzing the value of the coefficient of each line and the value of t-
estimate of the structural model. The effect of variable will be considered as significant if only the value of the coefficient 
line ≥ 0.05 with the value of t estimate> 1.96. The diversity of factors was also reviewed through the R-square value model 
(Table 5). Based on the results of hypothesis testing, it is known that all related variables have a significant effect.  
 
The greatest influence to the emotional variable was contributed by the perceived crowding with path coefficient value of 
0.53 and t-estimate value of 9.49, indicates that the perceived crowding had a significant positive effect on emotions by 0.53. 
Perceived crowding was also influenced store image with path coefficient value of 0.55 and t-estimate of 11.33, indicating 
that the better the perceived crowding, the better the store image. Furthermore, the variable which had the greatest influence 
on repurchase intention was the perceived crowding. Perceived crowding was known to have a significant negative effect on 
repurchase intention by 0.34, indicating that the higher the perception of density, the lower the repurchase intention of the 
customer. 
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Table 5 
Hypothesis testing results 

Inter Variable Effects  
Coefficient 

LIne 
│t-test│>1.96 Description 

Perceived crowding (PEK) → Emotion (EM) 0.53 9.49* Accept H1 
Perceived crowding (PEK) → Repurchase Intention (PU) -0.34 4.52* Accept H2 
Perceived crowding (PEK) → Store Image (CIT) 0.55 11.33* Accept H3 

Store Image (CIT) → Emotion (EM) 0.14 3.52* Accept H4 
Store Image (CIT) → Repurchase Intention (PU) 0.27 8.62* Accept H5 

Shopping Motive (MBE) → Emotion (EM) 0.41 21.53* Accept H6 
Emotion (EM) → Repurchase Intention (PU) 0.79 9.14* Accept H7 

Note: * significant at t-estimate ≥ 1.96 
 
 
The R-square value of the store image latent variable was 0.3, indicating that the diversity of store images that can be explained 
by the latent variable of perceived crowding was 30 percent while the remaining 70 percent was explained by other factors 
outside the model. The value of the R-square model on the emotional latent variable was 0.65, indicating that the diversity of 
customer emotions that can be explained by store image, perceived crowding, and shopping motives was 65 percent while the 
remaining 35 percent explained by other factors outside the model. The R-square value of the repurchase intention model was 
0.55 which means that 55 percent of the diversity of repurchase intentions can be explained by store image and emotions, 
while the remaining 45 percent was explained by other factors outside the model. 
 
The first hypothesis test was related to the effect of perceived crowding to the emotions. The results of the testing showed that 
the variable of perceived crowding had a significant positive effect to the emotions with a coefficient line value of 0.53 and 
t-estimate of 9.49. The higher the perceived crowding felt by customer, the more the emotions felt by customer. The analysis 
of effect was supported by the study conducted by Li et al. (2009) about the effect of perceived crowding to the customer 
emotions. Based on the results of his study, customer perception to the social density was not only about negative emotions, 
but also pleasure feelings in the hypermarket environment. According to Ferreira et al. (2017) and Machleit et al. (2000), it 
was occurred due to customer’s high tolerance to the density, thus it reduced the negative effects of density occurred in the 
shopping environment and condition. 
 
The second hypothesis testing was related to the effect of perceived crowding to the repurchase intention. The results of the 
testing showed that variable of perceived crowding has a significant negative effect to the repurchase intention with a loading 
factor value of -0.34 and t-estimate of 4.52. It showed that the higher customer’s perceived crowding, the lower repurchase 
intention was occurred. According to Aylott and Mitchell (1998), crowding is one of the factors that plays a role in stress 
driven in shopping. If crowding occurs in a retail, then it will disturb customers who have rational goals in shopping as the 
shopping efficiency will be decreased and they will pay no more visit to the store for shopping. As a result, customers will 
look for a new shopping place, interest in modern retail shopping will be decreasing. In addition to spatial and social density, 
queuing also become as a stress factor in shopping. 
 
The third hypothesis testing was related to the effect of perceptions to the image of the store. The results showed that the 
variable of perception had a significant positive effect on the store image with a loading factor value of 0.55 and t-estimate of 
11.33. It showed that if the perceived crowding is higher, we expect higher image of store. These results are similar to the 
results of a study conducted by Lee et al. (2011) and Gogoi (2017) about the effect of perceived crowding that had a positive 
effect on store image. In this study, a positive relationship between perceived crowding and store image showed that the value 
and service provided by store were in accordance with customer expectations. The crowding occurred may indicate a good 
quality of products so that customer would be interested in making a store-purchase. 
 
The fourth hypothesis testing was related to the effect of store image to the emotions. The results of testing showed that the 
variable of store image had a significant positive effect on the emotions with a loading factor value of 0.14 and t-estimate of 
3.52. It showed that the higher the store image, the more customer’s emotion. Similar to the study of Smith and Sherman 
(1993), store image had a significant positive effect on emotions. Thus, it can affect customer shopping behavior. Other studies 
supporting these analyses are from Cho and Lee (2016) and Yoo et al. (1998), which stated that characteristics shown by the 
store will positively influence on the emotions of customer at the moment of visitation. A great employee in service and 
convenient shopping facilities will make customers feel happier toward modern retail environment and condition. 
 
The fifth hypothesis testing was related to the effect of variable of store image to the repurchase intention. The results of 
testing showed that the variable of store image provided a significant positive effect on the repurchase intention with a loading 
factor value of 0.27 and t-estimate of 8.62, indicating that the higher the store image, the more repurchase intention. These 
results are similar to the study conducted by Azhari et al. (2014) which stated that store image had a positive effect on repur-
chase intention. The main reasons of revisit are well-arranged products as well as friendly and agile employees. These results 
are also supported by a comfortable store atmosphere that stimulates customer to make more purchases next time. Another 
supporting study obtained from Park and Lennon (2009) which stated that store image had a significant positive effect on 
repurchase intention. 
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The sixth hypothesis testing is the effect of shopping motive variables on emotions. The results of hypothesis testing showed 
shopping motive variable had a significant and positive effect on emotions with a loading factor of 0.41 and t-estimate of 
21.53, which indicates if shopping activities were based on increased in certain motives, the emotions of shopping would be 
increasing as well. This analysis was supported by the study conducted by Byun and Mann (2011), which was stated that 
hedonic motives in shopping was affected on emotional variable. In this study, if the hedonic shopping experience had a 
positive effect, customer would be interested in exploring the retail environment and assuming shopping as an entertaining 
activity. The results of a similar study were obtained by Yuksel (2007), which was stated that hedonic and utilitarian shopping 
motives had a positive influence on emotional variable. Effects of emotion in customers with hedonic shopping motives will 
be different from utilitarian shopping motives. Hence, if the shopping goals of each motive are fulfilled, shopping will be fun. 
 
Final hypothesis testing was the effect of emotional variable on repurchase intention. The results indicated that emotions had 
a significant positive effect on repurchase intention with the loading factor of 0.79 and t-estimate of 9.14. Based on these 
results, the more customer’s emotion to the shopping environment and situation, the more the repurchase intention. The results 
of this study were in accordance with the results of a study conducted by Kageyama (2016) which was stated that an increase 
in emotions impacts on the repurchase intention. This study proved the positive emotions felt by customer when they decide 
to make a next purchase to have a shopping experience in the future. Another supporting study which shows significant 
positive effect between emotions to the repurchase intention is stated by Prastyaningsih et al. (2014). In this study, the emo-
tional conditions of customer were influenced the purchasing process. The results of the study by Lu et al. (2012) also showed 
that emotions had a significant positive effect on repurchase intention. 
 
Testing of indirect effect among variables indicating that all variables have a significant relationship. Variables that have the 
greatest indirect effect on repurchase intention (PU) was perceived crowding variable (PEK) with path coefficient value of 
0.63 and t-estimate of 7.62 (Table 6). 
 
Table 6 
Indirect effect among variables 

Indirect effect among variables Path coefficient t-value 
Perceived crowding (PEK) → Emotion (EM) → Repurchase intention (PU) 0.63 7.62* 
Store image (CIT) → Emotion (EM) → Repurchase intention (PU) 0.11 3.74* 
Shopping motive (MBE) → Emotion (EM) → Repurchase intention (PU) 0.33 10.60* 

Note: * significant to the t-value ≥ 1.96 
 
The effect of the perceived crowding on repurchase intention through emotions was known to have a significant positive 
relationship with the value of the loading factor of 0.63 and t-estimate of 7.62. The results of this indirect effect was different 
from the results of the second hypothesis, resulted in a significant negative relationship. It indicated that the increased of 
perceived crowding could be corrected by the emotional aspects of the customer, thus repurchase intention will be increased. 
A similar analysis was proven in a study conducted by Heidari et al. (2018). In this study, interaction between human caused 
by crowding will increase the pleasure of shopping, thus loyalty behavior such as repurchase intention will increase as well. 
 
The effect of store image on intention to repurchase through emotions is known to have a significant positive relationship 
with the value of the loading factor of 0.11 and t-count of 3.74. This influence is lower than the direct influence between store 
image and repurchase without going through emotional variables. The results of a similar study were found in the study of 
Bigdeli et al. (2014). The existence of a good store image from aspects of the atmosphere, interaction, and good arrangement 
will increase the emotions of the customer. This is accompanied by an increase in the intention to customer repurchase. 
 
The effect of shopping motives on the intention to repurchase emotions is known to have a significant positive relationship 
with a value of 0.33 with a loading factor of 10.60. Research by Park and Ha (2015) also proved that internal stimulus in the 
form of utilitarian and hedonic values has a positive effect through the intention to repurchase through customer emotions. 
 
5. Conclusion and Recommendation 
 
Based on the results of the study, it was known that emotions had a huge effect on the repurchase intention in modern retail. 
In this case, customer perceived crowding had the greatest direct effect on customer’s emotion. High density in modern retail 
caused by both social and spatial density tend to make a happier customer due to shopping environment and condition expe-
rienced and good image provided. However, if the customer feels unhappy due to density occurs in the modern retail, the 
revisit will not be happening. Therefore, the perceived crowding is significantly affected to the repurchase intention in a 
modern retail because customer tends to have repurchase intentions if only the shopping environment and situation touches 
positive emotions in the customer's mind. 
 
The same perceived crowding in certain environment and situation in the modern retail will provide a different impact on 
each customer. It depends on the personality and internal aspects of the customer. Modern retail management should make 
proper rack arrangement and layout in order to build a convenient shopping experience. This is very essential for most cus-
tomers who have the rational personality in terms of shopping, however, this arrangement will help to develop a modern retail 
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image, especially in creating a good image for customer and business competitor. In addition, routine evaluation of density in 
modern retail needs to be done by management for the improvement of facilities in order to create convenient shopping 
conditions. 
 
A review of store image is a basis that can be done to build great perceptions of store attributes for customers and business 
competitors. Modern retail has an important aspect on its attributes, such as quality of services, products, environment, and 
facilities. Establishment of standard operating procedure (SOP) of manners is the first step to minimize the risk of employee 
negligence, thus services provided will match the criteria of customer and modern retail management. Besides manner, neatly-
arranged products should be one of management’s attention as it will simplify and improve customer’s efficiency in shopping. 
The establishment of SOPs will facilitate audit and evaluation by management regarding service conditions and product qual-
ity on site. In addition, modern retail operation could be initialed by employee training, thus they would be able to memorize 
the SOP, which will be performed. 
 
Another aspect that needs to be considered is the shopping environment, which is the atmosphere of modern retail. Cleanliness 
and neatness are aspects that can build perceptions of modern retail. In addition, cleanliness and neatness are able to raise the 
convenience in shopping. Damaged parts of modern retail should be immediately repaired as well. These activities will lead 
to positive emotions for customer and directly attract customer to pay a visit in the future. The building can also be an attractive 
point for young customers to shop at modern retail. 
 
Shopping motives are internal aspects of the customer as they are related to the customer's personality. If the customer with a 
hedonic shopping motive feels happy, then he will explore further to find an interesting product for himself. Therefore, to 
attract customer who has hedonic shopping motive, the product display should be more attractive. Its attractiveness will make 
hedonic shopping motive customer feels happy and plans to revisit based on curiosity of the-always-updating product display. 
In contrary with utilitarian shopping motive customer, as for them, the shopping efficiency is a priority. A complete and varied 
product can be the main aspects for this type of customer because variation of products will facilitate them to stay at one 
place, without moving to other places, to complete their shopping goals. The appropriate product grouping also becomes a 
strong point that can be done by management; thus, the shopping efficiency of utilitarian shopping motive customer could be 
improved. 
 
This study only reviews environmental aspects and shopping conditions; thus, the number of respondents were limited to 
assess the repurchase intention based on store physical attributes. Another limitation is, the study was based only on modern 
retail of wholesalers, so the results cannot represent other types of modern retails such as shopping malls. In addition, the 
store image examined is only based on the customer’s physical and psychological dimensions, for example, perceived crowd-
ing, store image based on store attributes, and shopping motives. The image of the retailer itself was also not included in this 
study. The use of purposive sampling method of data collection is only limited to describe the characteristics of modern retail 
populations for both hypermarket and supermarket, so that they cannot be used to describe overall modern retail population. 
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