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Abstract: 

The aim of tis study study is conducted to know 

gender control on the influence of store atmosphere 

toward customer experience and buying decision of 

local café consumers in Pekanbaru. The population 

of the study is local café consumers in Pekanbaru. 

Here, the number is not certain, so that it is 

categorized in non-probability sampling. Using z-

score formula, it is obtained numbers of samples as 

many as 166 people of local café visitors selected 

using accidental sampling technique. Primary data 

obtained from questionnaires was tested its validity 

and reliability on 30 respondents. Hypothesis 

testing is dones by using path analysis and anacova. 

The result show: (1) Store atmosphere significantly 

influences customer experience. The better the 

quality of store atmosphere, the nicer the 

experience the customer will get in local cafes. 

Local cafes in Pekanbaru cannot give completely 

attractive and comfortable atmosphere so that it 

cannot create positive consumption experience for 

the customers., (2) Customer experience 

significantly influences buying decision. The nicer 

the experience felt by customers the higher their 

decision to visit local café. Experience of cosumers 

in local cafes in Pekanbaru is not really good on the 

average, so that it makes decision to visit is not 

really strong., (3) Store atmosphere significantly 

influences buying decision. The better the quality 

of store atmosphere, the higher their decision to 

visit local cafes. Store atmosphere in Pekanbaru is 

not really comfortable and attractive so it makes 

customers’ decision to visit local café is not really 

strong., (4) Customer experience mediates the 

influence of store atmosphere on buying decision. 

The improvement of decision to visit local cafes is 

stronger if the store atmosphere can give positive 

experiences for the visitors. The arrangement of 

local café should create nice psychological feeling 

so that the customers easier to decide to visit the 

local cafes., (5) Gender control does not give 

difference in the influence of store atmosphere on 

buying decision because the evaluation made by 

male and female visitors in terms of buying 

decision is relatively the same. The evaluation 

made by male and female customers is relatively 

the same in experiences and decision to visit., (6) 

Gender control does not give difference in the 

influence of customer experience on buying 

decision because the evaluation made by male and 

female customers in terms of buying decision is 

relatively the same. Both male and female 

customers confront the same consumption 

experience in local cafes, so that the decision to 

visit is not different.. 

 

Keywords:Gender Control, Store 

Atmosphere, Customer Experience, Buying 

Decision 

 

1. Introduction Life-style development of urban 

citizens currently encourages changes in 
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their consuming attitude. If it was only 

food and drink as the primary need, now 

it is all about life-style. This condition 

makes numbers of culinary sites 

constantly increase. One positive-trend 

culinary site is café. According to 

Marsum and Handayani (2013), café is a 

small restaurant which prioritizes the sale 

of snaks in form of cakes, sandwiches, 

coffee, and tea. The concept of a café 

usually does not sell heavy meal because 

it is a place to hang out and socialize with 

friends or colleagues, not for having a 

feast. The initial concept of café 

generally only provides limited food and 

does not sell alcoholic drink. Meanwhile, 

according to Rama (2008), the culture of 

café in Indonesia is the opposite of it 

outside Indonesia which focuses more on 

coffee, whereas in this country café has 

new interpretation, not only as a place for 

drinking coffee but also for food and 

entertainment.  

 The growth of café in Pekanbaru 

in the last 3 years is more than 14% at 

average. An official in Bapenda, 

Pekanbaru said that the number is for the 

registered ones, whereas there are still 

many similar businesses which are 

operating without recorded in the 

database regarding not all café has 

awareness to pay local tax to Bapenda 

Pekanbaru.  

 Current cafes no more have 

simple nuance, it becomes more luxurius 

with comfortable room layout, special 

menus and several cafes present live 

music. This dynamic causes various 

preferences of consumers and enable 

competition in this field of industry to be 

more widely opened and segmented. 

Multinational/foreign café businesses 

such as Starbucks, Excelso, J-Co, Coffee 

Bean and so on compete in relatively the 

same market with other local cafes. 

Several popular local cafes in Pekanbaru 

are Karambia Café, Local Pantry Café & 

Studio, Metro Kopi Tiam, Public House 

Café, Lighter Café, Antica Café & Resto 

and more café brands owned by local 

entrepreneurs.  

 The increasing number of 

multinational franchise cafes nowadays 

demands more active attempt of local 

cafés in region, including Pekanbaru. 

This needs to be done provided the high 

level of competition will cause 

uncertainty on the continuity of local 

cafes. Many local cafes decide to close 

their business due to least customers. 

Based on the data in Bapenda Pekanbaru, 

during 2014 to 2016 there were 85 cafes 

closed their business.  

 Currently, many local café 

entrepreneurs worry about their business 

turnover. The result of pre-survey done 

showed that buying attitude of café 

consumers in Pekanbaru had various 

dynamic. This condition shows that 

consumers’ choice on products, brands, 

outlets, time and number of visit to 

preferred café is hard to predict 

accurately. The attempt done by local 

café marketer is to create barrier as strong 

as possible so that their consumers will 

think their café as the top-one preference 

among other cafes, especially in facing 

competition aggressiveness of 

multinational/foreign cafes which operate 

in Pekanbaru.  

One barrier built by café marketer 

is to create exciting shopping experience 

for the consumers. Setiadi (2014) stated 

that experience in using a product/service 
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will give evaluation on the very brand, 

depends on whether the experience is 

nice or not. Hasan (2013) described that 

evaluation process is the part of buying 

decision stages. Empirically, Andersen 

(2014) in his study concluded that nice 

experience will be useful for acquiring 

new customers and also preserving strong 

relation with customers. Hart, et al. 

(2007) concluded that nice shopping 

experience will influence consumers’ 

interest to come back.  

Other factor is the café nuance. 

Consumers’ motivation to visit café is not 

only for enjoying food and drink, but for 

consumers in town, visiting café is also 

for socializing and refreshing due to busy 

days. This motivation needs to be 

supported by store nuance or atmosphere 

which is suitable for the consumers’ 

motive. Engel, et.al. (2009:265) stated 

that store atmosphere creates particular 

effect to buyers to gain their attention and 

generates positive psychological 

condition to encourage consumers to buy. 

This theory describes that positive 

emotional experience obtained by 

consumers from store atmoshphere, it 

will lead the consumers to buy. De 

Farias, et.al (2014) concluded that 

retailers need to create nice store 

atmosphere so that the customers will get 

positive experiences. His study also 

concluded that store atmosphere will 

finally increase the consumers’ buying 

interest. Noviawaty and Yuliandi (2014) 

also concluded that dimensions of store 

atmosphere significantly affect 

consumers’ decision.  

Local café marketers also need to 

considere the implementation of their 

marketing strategy based on 

demographical aspect in form of gender. 

This is important regarding that the 

characteristics of male consumers are 

different of females’ (Sam, et.al., 2010; 

Kraft, et.al., 2012), including in making 

evaluation on store atmosphere 

(Kusumowidagdo, 2010), evaluating 

shopping experience (Hart, et.al., 2007) 

and deciding to buy (Astriani, et.al., 

2011). In fact, local cafes in Pekanbaru 

did not particular segmentation in gender 

to their visitors.  

Nevertheless, from literature 

review done by the author, there were 

several research gaps that generated 

different conclusion. For instance, 

Pramatatya, et.al., (2015) and Tulipa, 

et.al., (2014) did not find significant 

influence of experience on consumers’ 

buying attitude, whereas there were a lot 

of researchers found significant influence 

(de Farias et.al., 2014; Andersen, 2014; 

hart, et.al., 2007). In gender role, Rajput 

et.al. (2012) did not find significant 

difference on the perception of male and 

female consumers, but several other 

researchers found significant differences 

(Sam et.al., 2010; Astriyani, et.al., 2011 

& Weber, 2012). 

Originality of this study is showed 

that in addition to research gap, the 

author has not found previous research 

which colaborated store atmosphere, 

customer experience and buying decision 

with gender control variables in one 

research model. According to the author, 

this becomes novelty factor of the study 

compared to other research.  

Based on the background, then 

this study is conducted to know gender 

control on the influence of store 

atmosphere toward customer experience 
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and buying decision of local café 

consumers in Pekanbaru.  

 

2. Literature Review 

In the context of marketing, 

consumers’ buying attitude is affected by 

numbers of stimuli. Setiadi (2014) stated 

that experience in using a product/service 

brand will give evaluation on the very 

brand, depends on whether the 

experience is nice or not. Hasan (2013) 

described that evaluation process is a part 

of buying decision stages. Empirically, 

Andersen (2014) in his study concluded 

that nice experience will be useful for 

acquiring new customers and also 

preserving strong relation with 

customers. Hart, et al. (2007) concluded 

that nice shopping experience will 

influence consumers’ interest to come 

back. 

As described previously, that in 

the context of café industy, non-technical 

aspects beyond food and drink often 

become consumers’ main consideration, 

then store atmosphere has strategical role 

for local café marketers. Basically, store 

design aims at fulfilling functional 

requirement and providing nice shopping 

experience so it supports interaction 

(Sopiah & Syihabudhin, 2008). This 

theory shows that positive emotional 

experiences obtained by consumers from 

store atmosphere will encourage them to 

buy.  

De Farias, et.al. (2014) concluded 

that retailers need to create a nice store 

atmosphere so that the customers will 

have positive experiences. His study also 

concluded that store atmosphere will 

finally increase the consumers’ buying 

interest. Although not in all aspects, 

Pramatatya, et.al., (2015) also concluded 

that dimensions of store atmosphere 

significantly affect consumers’ decision.  

Local café marketers also needs to 

consider the implementation of their 

marketing strategy based on 

demographical aspect in form of 

gender.This is important regarding that 

the characteristics of male consumers are 

different of females’ (Sam, et.al., 2010; 

Kraft, et.al., 2012), including in making 

evaluation on store atmosphere 

(Kusumowidagdo, 2010), evaluating 

shopping experience (Hart, et.al., 2007) 

and deciding to buy (Astriani, et.al., 

2011). Yuswohady (2010:28) also stated 

that female consumers are value oriented, 

which they meticulously count money to 

pay and what benefit they will get. 

Female consumers want to get benefits as 

many as possible with cost as minimal as 

possible. That is why female consumers 

are more demanding and sensitive 

compared to males (Yuswohady, 

2010:28). 

 Based on the framework, it is 

shown a research model as follows:  
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Source : Developed from a study by 

Pramatatya, et.al.,(2015); De 

Farias, et.al., (2014); Tulipa, 

et.al., (2014) 

 

3. Methodology 

The population of the study is local 

café consumers in Pekanbaru. Here, the 

number is not certain, so that it is 

categorized in non-probability sampling. 

Using z-score formula, it is obtained 

numbers of samples as many as 166 

people of local café visitors selected 

using accidental sampling technique. 

Primary data obtained from 

questionnaires was tested its validity and 

reliability on 30 respondents. Hypothesis 

testing is dones by using path analysis 

and anacova.  

Hypotheses. Based on the research 

model, several hypotheses are generated 

as follows:  

1. Store atmosphere significantly affects 

customer experience. 

2. Customer Experience significantly 

affectsbuying decision. 

3. Store atmosphere significantly 

affectsbuying decision. 

4. Customer experience mediates the 

influence of store atmosphere 

onbuying decision. 

5. There is difference in the influence of 

store atmosphere onbuying decision 

based on gender. 

6. There is difference in the influence 

ofcustomer experience onbuying 

decision based on gender. 

 

4. Result and Discussion 

First Construct Regression. 

First construct regression testing is done 

to store atmosphere variable as 

independent variable toward customer 

experience as dependent variable. The 

testing result generates a regression 

equation, value of coefficient of 

determination and significance testing. 

Table 1. Testing Result of First Construct Regression  

Variabel Standardized Coefficient tcount sig.t

store atmosphere (X) 0.744 14.239 0.000

tcri :   1.974     Adjusted R
2 
: 0.550    Fcount: 202,740      Fcri: 3,899   Sig. F: 0.000

Source: Processed data,2017 

 

Coefficient column in Table 1 can 

be used as the reference for formulating 

regression equation: Customer 

Experience = 0.744store atmosphere + ei. It 

means each increase of store atmosphere, 

customers’ nice experience in local cafes 

in Pekanbaru will increase 0.744. 

Adjusted value R
2
 0.550 showed that 

customer experiences are influenced by 

variation of their evaluation on store 

atmosphere of local cafes. Meanwhile, 

the other 45% is influenced by factors 

beyond store atmosphere. This result 

showed that customer experiences are 

determined by atmosphere quality of 

outlet evaluated by the local café visitors 

in Pekanbaru. This evaluation is seen 

from thitung 14,239 > ttabel1,974 sig. value t 

0,000 < 0,05, then it is concluded that 

store atmosphere has positive and 
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significant influence on customer 

experience. The nicer the store 

atmosphere of local cafes, the stronger 

the nice experience felt by visitors. 

Otherwise, local café visitors may get 

unexpected experience due to bad and 

terrible store atmosphere.  

 

Second Construct Regression. 

Second construct regression testing is 

done on store atmosphere and customer 

experience variables as independent 

variables toward buying decision aso 

dependent variable. Testing result 

generates a regression equation, value of 

coefficient of determination and 

significance testing.  

 

Table 2. Testing Result of Second Construct Regression  

Variabel Standardized Coefficient tcount sig.t

store atmosphere (X) 0.163 3.030 0.003

customer experience (Y) 0.760 14.113 0.000

tcri :   1.975     Adjusted R
2 
: 0.786    Fcount: 304,047      Fcri: 3,051   Sig. F: 0.000

Source: Processed data,2017 

 

Coefficient column in Table 2 can 

be used as reference to formulate a 

regression equation: Buying Decision = 

0.163store atmosphere + 0.760customer experience + 

ei. Regression coefficient value in this 

equation can be defined: 

a. Every increase in store atmosphere 

can increase buying decision in local 

cafes in Pekanbaru to 0,163. 

b. Every increase in customer experience 

can increase buying decision in local 

cafes in Pekanbaru to 0,760. 

Adjusted valueR
2
 0,786 showed 

that the high or low buying decision, of 

78,6% is influenced by variation of 

customers’ evaluation on store 

atmosphere quality affected by factors 

beyond store atmosphere and customer 

experience. This result showed that 

consumers’ decision to choose local cafes 

is determined by their perception of store 

atmosphere and customer experience in 

local cafes in Pekanbaru.  

The value of thitungstore 

atmosphere 3,030 > ttabel 1,975 and the 

value of sig. t1 0,003 < 0,05, then it can 

be concluded that store atmosphere has 

positive and significant influence on 

buying decision. The nicer the store 

atmosphere, the bigger the decision made 

by visitors of local cafes in Pekanbaru. 

Otherwise, local café visitors may not 

choose local cafes due to bad and 

unexpected quality of store atmosphere.  

The value of thitungcustomer 

experience 14,113 > ttabel 1,975 and the 

value of sig. t2 0,000 < 0,05, then it can 

be concluded that customer experience 

has positive and significant influence on 

buying decision. The nicer the experience 

felt by the consumers in those local cafes, 

the bigger the decision made by visitors 

of local cafes in Pekanbaru. Otherwise, 

the visitors of local café may not choose 

local café due to bad or unexpected 

quality of store atmosphere.  
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Path Analysis. Direct and indirect influence of store atmosphere on buying 

decision through customer experience is seen from path coefficient value as shown in the 

following figure:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2 

Path Coefficient 

Source: Processed data,2017 

a. The contribution ofstore atmosphere tocustomer experience is 0,744
2
 x 100% = 

55,35%. It means customer experience in local cafes of 55,35% is influenced by the 

quality of store atmosphere.  

b. Direct contribution of store atmosphere variable on buying decision 0,163
2
 x 100% = 

2,66%. It means that buying decision in local café is only 2,66% which can be 

influenced directly by store atmosphere. The indirect contribution is 0,744 x 0,760 = 

0,565. Thus, the total influence of store atmosphere onbuying decision mediated 

bycustomer experience is: 0,266 + 0,565 = 0,831. 

 

Table3.Summary of Value of Direct and Indirect Contribution of Store Atmosphere 

on Buying Decision Through Customer Experience 

Variable Influence 

Average&Criteria 
Influence onbuying 

decision 

Total 

Influence 
Average Criteria Direct 

Indirect 

Through 

customer 

experience 

Store Atmosphere 3,12 Less preferred 0,163 0,565 0,831 

0,163 

0,550 

Customer 

Experience 

(Y) 

0,744 

Store 

Atmosphere 

 (X) 

0,760 

Buying  

Decision 

 (Z) 

0,786 
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Customer Experience 2,77 Less preferred 0,760 - 0,760 

Source: Processed data,2017 

From Table 3, it can be concluded that customer experience variable mediates the 

influence of store atmosphere on buying decision in local cafes in Pekanbaru. The result of 

descriptive analysis showed that the bad quality of store atmosphere may affect better on 

the increase of buying decision if it is supported by nice customer experience. It means that 

local café atmosphere should firstly give nice experience for the visitors then it can 

effectively and significantly strengthen cutomers’ buying decision. Likewise, customer 

experience established on store atmosphere will be able to encourage better buying 

decision made by local café customers.  

Effect of Gender Control . Characteristics of buying between males and females 

theoretically have differences, so that this study needs a testing analysis accompanied by 

controlling gender as control factor on the influence of store atmosphere and customer 

experience on buying decision. The test employed anakova which basically referred to 

significance value, both on the influence of store atmosphere toward buying decision and 

the influence of customer experience toward buying decision.  

 Gender Control on the Influence of Store Atmosphere toward Buying 

Decision. Testing result of gender control on the influence of store atmosphere toward 

buying decision can be described as follows:  

 

 

 
Source: Processed data, 2017 

Figure 3. Gender Control on the Influence of Store Atmosphere toward Buying 

Decision  

 

Figure3showed that sig. value F 0,327 > 0,05 which can be concluded that there is 

no difference in buying decision due to store atmosphere between male and female café 

visitors. It means that the decision to visit local cafes in Pekanbaru based on the 

consideration about café atmosphere is relatively the same between males and females. 

This can be seen from PES value of 0,008 which means that the effect of gender control is 

very small which is only 0,8% affecting the relationship between store atmosphere toward 

buying decision. Analysis result of explore also showed that the value of mean buying 

decision had no difference which means that the mean of female customers on buying 

decision was 2,9344, whereas male consumers were 2,9765. 
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Gender Control on the Influence of Customer Experience toward Buying 

Decision. The testing result of gender control on the influence of customer experience 

toward buying decision can be described as follows:  

 

 

Source: Processed data, 2017 

Figure 4. Gender Control on the Influence of Customer Experience toward Buying 

Decision 

 

Figure 4showed that sig. value  F 0,576 > 0,05 which can be concluded that there is 

no difference in buying decision due to customer experience between male and female 

customers. It means that the decision to visit local cafes in Pekanbaru based on the 

consideration of experiences in café was relatively the same between males and females. 

This can be seen from PES value of 0,002 which means that the effect of gender control 

was very small which was only 0,2% affecting the relationship between customer 

experience toward buying decision. Analysis result of explore also showed the value of 

mean buying decision had no significant difference which the mean of female customers 

on buying decision was 2,9344, whereas for male customers it was 2,9765.  

 

Discussion and Implications. Based on the findings of hypothesis testing, both 

directly and indirectly, the effect of both mediation an implementation of control variable 

then it can be concluded hypotheses as in the following table:  

 

Table4. Hypotheses Testing Results 

No Hypothesis 
Result of Data 

Processing 
Description Conclusion 

1 

Store atmosphere 

significantly influences 

customer experience 

thitung 14,239 > 

ttabel 1,974 dan 

sig.t 0,000 < 

0,05 

The nicer the store atmosphere 

is, the nicer the experience the 

customers will get  

Accepted  

2 

Customer experience 

significantly influences 

buying decision  

thitung 14,113 > 

ttabel 1,975 dan 

sig.t 0,000 < 

0,05 

The nicer the customer 

experience, the higher the 

buying decision  

Accepted 

3 

Store atmosphere 

significantly 

influencebuying decision 

thitung 3,030 > 

ttabel 1,975 dan 

sig.t 0,003 < 

0,05 

The better the quality of store 

atmosphere, the higher the 

buying decision  

Accepted 
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No Hypothesis 
Result of Data 

Processing 
Description Conclusion 

4 

Customer experience 

mediates the influence 

ofstore onbuying decision 

Direct influence 

ofstore 

atmosphere 

onbuying 

decision 0,163 

increases to 

0,831 after 

being mediated 

bycustomer 

experience 

The significant increase of total 

influence on buying decision 

was obtained after store 

atmosphere firstly enhances 

nice experiences for café 

visitors  
Accepted 

5 

There is no difference of 

the influence of store 

atmosphere onbuying 

decision based on gender 

Sig. F 0,327 > 

0,05 and PES  

value 0,8% 

There is no difference of the 

influence of store atmosphere 

onbuying decision based on 

gender.  

Decision to visit local cafes in 

Pekanbaru based on the 

consideration of café 

atmosphere is relatively the 

same between male and female 

customers 

Rejected 

6 

There is differences of the 

influence of customer 

experience onbuying 

decision based on gender 

Sig. F 0,576 > 

0,05 and PES 

value 0,2% 

There is no difference of the 

influence ofcustomer 

experience onbuying decision 

based on gender. 

Decision to visit local cafes in 

Pekanbaru based on the 

consideration of experience is 

relatively the same between 

male and female visitors 

Rejected 

Source: Processed data, 2017

The Influence of Store 

Atmosphere onCustomer Experience. 

Research results concluded that store 

atmosphere significaltly affected customer 

experience. It means the nicer the quality 

of store atmosphere, the nicer the 

experience the customers will get. 

Otherwise, the customers will not get nice 

experiences if the store atmosphere in the 

café is not well-perceived by the 

costumers. Based on this result, the first 

hypothesis can be accepted.  

By accepting this hypothesis, it 

supports the previous literature framework 

from Sopiah & Syihabudhin (2008)who 

stated that store design basically aims at 

fulfullinfg the functional requirement 

while providing nice shopping 

experiences. This conclusion is also 

consistent with the findings by De Farias, 

et.al., (2014); Pramatatya, et.al., (2015) 

and Tulipa, et.al., (2014) that retailers 

need to create nice store atmosphere to 

give positive experiences.  
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The implication for local café 

marketers is the need to create a quality 

store atmosphere in all aspects to give 

positive experiences for the visitors during 

their visit. In addition, based on the 

descriptive analysis result, a number of 

indicators of store atmosphere is not well-

perceived by many respondents, such as 

the lacks of parking area, the hospitality of 

the café waiters in giving a good service, 

uncomfortable temperature, noise, and 

uncomfortable surrounding experience. 

Those lacks need more attention from the 

managers.  

 The Influence ofCustomer 

Experience onBuying Decision. The 

research result concluded that customer 

experience significantly influenced buying 

decision. It means that the nicer the 

customer experiences, it will increase the 

decision to visit local cafes. Otherwise, 

the customers will reluctantly visit the 

local café if they did not get any positive 

experiences in the previous visit. Based on 

the result, the second hypothesis is 

accepted.  

The acceptance of this hypothesis 

supports the previous theoretical 

framework which stated that experiences 

can be the reference for evaluation done 

by the customers Setiadi (2014)and this 

evaluation is a part of stages in making 

buying decision (Hasan, 2013). This 

conclusion is consistent with Andersen 

(2014) who found that nice experience 

will be useful to acquire new customers. 

Likewise, findings by Hart, et.al., (2007) 

which concluded that nice shopping 

experience will influence customers’ 

interest to come back.  

The conclusions of previous 

findings emphasize the importance of nice 

atmosphere to stimulate the increase of 

customer decision to visit. In fact, the 

finding showed there were indications of 

negative experience so that the decision to 

visit local cafes was not really strong.  

The implication for local café 

marketers is the need to give positive 

experience for their customers during their 

visit in the café. In addition, the result of 

descriptive analysis in this variable is still 

not well-perceived by respondents, 

especially shown by their reluctance to 

recommend or invite other people to visit 

local cafes. This reluctance can be caused 

by the visitor individually does not 

experience relaxing atmosphere from their 

daily routines during their visit in local 

café. In addition, many respondents are a 

group of students which are dynamic and 

fickle. This can make many local cafes 

being abandoned by their consumers 

especially by them who just visit local 

café occasionally.  

The Influence ofStore 

Atmosphere onBuying Decision. The 

research result concluded that store 

atmosphere directly and significantly 

influenced buying decision. It means that 

the better the quality of store atmosphere 

the bigger the customer decision to visit 

the cafes. Otherwise, consumers tend to be 

reluctant to visit local café if the store 

atmosphere is not impressive for the 

visitors. Therefore, this third hypothesis is 

accepted.  

The acceptance of this hypothesis 

strengthens the previous theory from 

Engel, et.al. (2009:258) that store 

atmosphere is one of considerations for 

the consumers in choosing a store/an 
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outlet. This conclusion is also consistent 

with a number of previous studies which 

concluded that there is an influence of 

evaluation on store atmosphere in 

improving customers’ attitude and buying 

decision (Nofiawaty & Yuliandi, 2014; 

Rossenbau & Massiah, 2011; Arifin, 

et.al.,2011). 

The results of previous research 

emphasizes the importance of positive 

store atmosphere to encourage the next 

visit to local cafes. In fact, the findings of 

study showed that many local cafes in 

Pekanbaru did not really pay attention to 

element of attraction and comfort in their 

cafe, so that it made the visit count in their 

local café was very low. In addition, with 

the characteristics of respondents’ income 

which are below 2 million rupiahs on the 

average and many cafes offered lower 

price, it may cause local cafes abandoned 

by their customers.  

The implication for local café 

managers is the need to create quality 

store atmosphere of all aspects to give 

positive experience for the visitors during 

their visit. The result of descriptive 

analysis found a number of indicators that 

store atmosphere were still not well 

perceived by many respondents, such as 

the lacks of parking area, the hospitality of 

the café waiters in giving a good service, 

uncomfortable temperature, noise, and 

uncomfortable surrounding experience. 

Those lacks need more attention from the 

managers. 

The Influence of Store 

Atmosphere Mediated byCustomer 

Experience onBuying Decision. The 

research result concluded that customer 

experience mediated the influence ofstore 

atmosphere onbuying decision. It means 

that the enhance of total influence on 

buying decision is significantly obtained 

after store atmosphere firstly can improve 

positive experiences for the cafe 

customers. Thus, the fourth hypothesis is 

accepted.  

The acceptance of this fourth 

hypothesis is consistent with the previous 

theoretical framework by Sopiah & 

Syihabudhin (2008:149) stating that 

basically, store design aims at fulfilling 

functional requirement and providing nice 

shopping experience so it supports 

interaction. This theory shows that 

positive emotional experiences obtained 

by consumers from store atmosphere will 

encourage them to buy. Empirically, this 

conclusion supports the De Farias, et.al., 

(2014) stating that retailers need to create 

nice store atmosphere so that the 

customers will get positive experiences 

and increase the consumers’ buying 

interest 

Conclusion in the previous studies 

emphasizes the need to create positive 

consuming experience by making café 

atmosphere to be more attractive and 

comfortable, so that it will encourage 

consumers’ decision to visit the café to be 

stronger. The findings showed an 

indication that café atmospthere is not 

well-arranged, so it makes visiting 

decision not really high. However, 

because there is store atmosphere which 

enhances consuming experience, there is 

an increase of visiting decision in local 

cafes in Pekanbaru.  

The implication for local café 

managers is to understand that the 

improvement of store condition, both 

exterior and interior, is not only for more 

visitors, but also for giving positive 
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experiences for the customers. With the 

visitors feel glad to visit, it does not only 

encourage them to constantly visit the 

café, it will also make them recommend to 

other people to visit the local cafes.  

 Gender Control on the Influence 

of Store Atmosphere on Buying 

Decision. The research result concluded 

that there is no difference of the influence 

of store atmosphere on buying decision 

with the presence of control in gender. It 

means that the evaluation made by male 

and female customers is the same in 

perceiving the quality of store atmosphere 

and buying decision. Thus, the fifth 

hypothesis of the study is rejected.  

The rejection of the fifth 

hypothesis opposed to the previous studies 

that the characteristics of male customers 

are different from the females (Sam, 

et.al.,2010; Kraft, et.al., 2012), including 

in evaluating store atmosphere 

(Kusumowidagdo, 2010) and buying 

decision (Astriyani, et.al., 2011) 

aspects.The implication is that 

diversification between male and female 

customers not need to be done because 

this study concluded that buying decision 

between male and female customers is the 

same. This differs from John Gray (in 

Yuswohady, 2010:24) that reason to buy 

by female customers is based on 

emotional consideration, whereas male 

customers are more rational. In fact, in 

choosing local café, it can be all the same 

between male and female customers in 

terms of emotional and rational 

consideration. Other reason is that there is 

no gender-based café in Pekanbaru, so 

that the pattern of buying decision is 

relatively the same between males and 

females.  

The difference between conclusion 

of this study and it of previous studies is 

that the differences in object of the study, 

condition or business location which may 

lead to different conclusion. John Gray (in 

Yuswohady, 2010:24) emphasizes 

shopping attitude of females in tangible 

products which are gender-segmented, 

such as cosmetics and fashions, whereas 

this study analyzed service aspect. 

Moreover, café business environment in 

Pekanbaru is not gender-segmented, so 

that there is no polarized attitude between 

male and female customers.  

Gender Control on the Influence 

of Customer Experience towardBuying 

Decision. The research result concluded 

that there is no difference of the influence 

of customer experience on buying 

decision with gender control. It means that 

the evaluation made by male and female 

customers is the same in terms of 

experiences and buying decision. 

Therefore, the sixth hypothesis of the 

study is rejected.  

The rejection of the sixth 

hypothesis is against the previous studies 

stating that there is difference in the 

characteristics of males and females (Sam, 

et.al., 2010; Kraft, et.al., 2012), including 

in evaluating shopping experiences (Hart, 

et.al., 2007) and deciding to buy 

(Astriyani, et.al., 2011). 

The implication is that local cafés 

does not need to distinguish male and 

female customers because this study 

concluded that buying decision between 

males and females is relatively the same. 

This is different with the conclusion made 

by Baker (2012) stating that buying 
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approach between male and female 

customer is different. In fact, in choosing 

local cafes, there is similarity between 

males and females in obtaining 

experiences from café and their decision 

to choose particular local café. In 

Pekanbaru, all cafes do not limit the 

customer gender, although there are cafes 

designed to be feminine or masculine.  

The difference between conclusion 

in this study and it in previous studies 

showed that in particular situation, 

consumption attitude between males and 

females can be the relatively the same. No 

gender-segmented café in Pekanbaru 

causes no choice for male and female 

customers to look for other gender-

oriented café. Besides, the majority of 

respondents that are students have social 

characteristics and life style which like to 

hang out with cross-gender friends.  

 

5. Conclusions and Recommendations 

 Based on the findings, it can be 

concluded as follows: Store atmosphere 

significantly influences customer 

experience. The better the quality of store 

atmosphere, the nicer the experience the 

customer will get in local cafes. Local 

cafes in Pekanbaru cannot give 

completely attractive and comfortable 

atmosphere so that it cannot create 

positive consumption experience for the 

customers. Customer experience 

significantly influences buying decision. 

The nicer the experience felt by customers 

the higher their decision to visit local café. 

Experience of cosumers in local cafes in 

Pekanbaru is not really good on the 

average, so that it makes decision to visit 

is not really strong. Store atmosphere 

significantly influences buying decision. 

The better the quality of store atmosphere, 

the higher their decision to visit local 

cafes. Store atmosphere in Pekanbaru is 

not really comfortable and attractive so it 

makes customers’ decision to visit local 

café is not really strong. Customer 

experience mediates the influence of store 

atmosphere on buying decision. The 

improvement of decision to visit local 

cafes is stronger if the store atmosphere 

can give positive experiences for the 

visitors. The arrangement of local café 

should create nice psychological feeling 

so that the customers easier to decide to 

visit the local cafes. Gender control does 

not give difference in the influence of 

store atmosphere on buying decision 

because the evaluation made by male and 

female visitors in terms of buying decision 

is relatively the same. The evaluation 

made by male and female customers is 

relatively the same in experiences and 

decision to visit. Gender control does not 

give difference in the influence of 

customer experience on buying decision 

because the evaluation made by male and 

female customers in terms of buying 

decision is relatively the same. Both male 

and female customers confront the same 

consumption experience in local cafes, so 

that the decision to visit is not different.  

The research result showed that 

there are a number of weaknesses in store 

atmosphere, customer experience and 

buying decision variables which should be 

improved. Therefore, the author gives 

several recommendations as follows:The 

lowest buying decisionof café visitors is in 

small number of orders for food and drink. 

It is recommended for the managers to 

adjust the price with the characteristics of 

customers’ income that most of them are 
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students. Less nice customer experience is 

mostly seen in the reluctance of visitors to 

recommend other people to visit local 

café. It is recommended for the managers 

to make a program of voucher give-away 

or discount in the bill on certain nominal 

or for customers who can bring 3 people 

or more together to the café. The most 

problem felt in terms of store atmosphere 

is the limit of parking area, café waiters 

service and temperature set in the café. It 

is recommended for the managers to: Rent 

an open area owned by other party near 

the café to be additional parking area. (a) 

Define and monitor the implementation of 

SOP of standar service for the waiters in 

local café, starting from welcoming guess, 

receiving order, serving orders until how 

to behave when the visitors leave the café. 

(b) Add ventilation in the café or install 

more exhaust fans in several spots so that 

air circulation in the café becomes more 

comfortable. It is recommended for the 

managers to give the same service to male 

and female visitors because there is 

difference in perceiving between them in 

evaluating the quality of store atmosphere, 

experience and also buying decision. To 

other researchers who wants to continur or 

develop this research, it is recommended 

to separate the instrument of the study 

between males and females and conduct 

more comprehensive discrimination test in 

store atmosphere, customer experience 

and buying decision aspects.  
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