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Abstract
This study tests a model that physical environment for shopping experience consist of the emotional responses
of consumers and the effect of it's behavioral reactions. Specifically, this study have discussed how to perceive the
attractive environment for customers, how to induce positive feelings or negative, how to form a switching barriers,
how to lead loyalty.

This findings can be summarized as follows. The results show that the models fit the data well and that nearly
all of the hypothesized relationship construct are supported. First, attractive physical environment of the store had
an significant effect on positive emotions to customers. Second, positive emotions that customers response about
physical environment of store have an significant effect on switching barriers and loyalty. Third, the switching
barriers formed in the consumer's mind to store have a significant effect a positive loyalty. The results present that
attractive physical environment of stores have been thought to be key to switching barriers and customer loyalty.
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Table 1. Measurement Scales

Variable Theoretical Basis Items

Physical Baker et al.(1994), Bitner(1992),
Environment Kim(2002), Lee & Kim(1998)

Emotion Mehranian & Russell(1974), Lin & 10

Response Mattila(2010), Conover(1986)

Switching Colgate & Lang(2001), Shama &
Barriers Patterson(2000), Jones(1998)

Royalty Zeithaml et al.(1996), Morgan(1999) 8

Table 2. Sample

Characteristics N %

Man 83 34.6
Gender

‘Woman 157 65.4
lees than 20 96 40.0

from 21 to less than 30 53 22.1
Age from 31 to less than 40 48 20.0
from 41 to less than 50 33 13.8

50 and more 10 4.2
Housewives 33 13.8

Office workers 63 26.3

Production workers 2 .8

Occupa Commercial 11 4.6
tion Professional workers 27 11.3
Students 69 28.8

Services 22 9.2

The Others 13 5.4
Total 240 100.0
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Table 3. The Reliability and Validity of Store Environments

217

Design Ambient Social . Variance
Items Eigenvalue .
Factors Factors Factors (Total Variances)
Furniture colours is beautiful. 71 348 105
Interior is unique. 761 103 335
Floor are beautiful. 760 353 .043
External design is attractive. 751 -.055 361 4382 25.774 .905
Wall coverings are beautiful. 711 396 .040
Interior is interesting. 707 127 319
Interior is comfortable. .643 .396 200
Temperatures are comfortable. 193 766 338
Interior atmosphere is neat. -.001 753 287
Internal air is pleasant. 133 721 434
Lightings are bright and soft. 299 700 266 4.041 23.771 .880
Musics are suitable my taste. 355 697 .044
Volume of musics are suitable. 346 679 .013
Layout is convenience. 325 397 336
Salespersons make a pleasant expression. 207 279 811 16,326
Clothes of salespersons are clean. 227 183 760 2.775 (65.871) .843
Number of salesperson is adequate. 220 270 756 '
Table 4. The Reliability and Validity of Emotion Response
s . Negative . Variance
Items Positive Emotion . Eigenvalue . a
Emotion (Total Variances)
delightful 920 -.099
pleasant 917 -.082
happy .899 -.124 37.958 3.796 919
hopeful 796 .004
comfortable 779 -263
unpleasant -.069 .886
uncomfortable -111 .879
36.733
nervousness -.041 .863 3.673 .903
(74.691)
lonely -.149 .847
monotonous -.136 743
Table 5. The Reliability and Validity of Switching Barriers
. . . Variance .
Switching Service Attracti Interpersonal Eigen
Ttems . . (Total a
Cost  Recovery veness Relationship . value
Variances)
I need some time being accustomed to new cafe. 821
I need a extra effort being familiar with new cafe. .805
I can't seem to get better service. 770
I need some time and effort to find another cafe. 744 .88
20.755 8.992
I don't want to use elsewhere. 736 9
It wouldn't be better place than this cafe. 728
I am satisfied, considering level of service this cafe. .699
I will lose the economic benefit. 436
Employees treat me as a respectful attitude. .879 19.751 3.151 91




Employees are apologizing, considering feedback. .866
Employees offer customers a fair compensation. .810
Employees provide service to customer to charge. .807 4
Employees greet customers to understand. 7132
Employees try to solve the complain to fair. .615
I don't want to use other brand. .883
I'm not sure getting service as good as this brand. 878 92
. . . 17.291 2.093
I have no intention whatever around this cafe. 872 2
If I need to change the cafe, I won't find any cafe. .846
Employees have fellowship with customer. 388
Employees endeavor to intimate with customer. '
. .867 15.839 .92
Employees try to relate with customer. 1.964
. .829 (73.637) 0
Employees are a comfortable person to be with 819
customer. ’
42, METot BT 24 He AASEY FAE APuSG fgusE
Wol AT AP o)y 98, 22 aqwA
woglpo] Hole B4 SAu gAA g 4 ANEYE 4FE adle BFL olgetgon, v
o gasle] oz om TR qo), guws 7 JioR ZFAh M AL )8 o5 24w
3l7] 98] zF Adel tiske] SPSSel| o3 BES TE F9 HAYE S o] &3dto] AEEAS
QVEAM I} Varimaxs AUWAES olgste] mald AN AREAAN pgro] i A Uk
WAL ANaTh BAAT, 4 g4 g ovh X BEe] 540 ®E fol wigsiun 1)
o] A9, 237 G= Zo|A Q1A 04013, 29l Hm, X’=T71648 GFI=.944, AGFI=.820, NFI=928,
Am ol 050]8te] 7] HHal= 67 S A A RMR=.101 5-& d¥H#Ql 7|FEA Bt 508 A
SHiTh <E 3>3 o], B4 @7l dig ek A AREs £EE 7 Qe reoR i
A Azl 2HAL 658728 AFHE xoln. 3719 (<G 6> Fx). 7Hads A3, 2=AF B 79 o
9900 2ZHo] 77t wARAS AUt Aoz 1} A9l Fwacl A8 BT el FHH
gtk wmak 2R o] A9 FRAe 1e1E A Wgel Held F(ne] JFL Fol, <
g el =8 Ao JEWYTH<E 4> #FZx). A3 1>& AXHATE oo 22 AF= Mehrabian?
gulo] 7ow FRA 736372 UEh} Bg=sl 8 Russell(1974) HH Q@) G 2y
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&t EAAY, d3dE (et = a=.922, H Hypothesis Path CR  Results
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