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ABSTRAK 

 

Permintaan furnitur di Indonesia terus mengalami peningkatan di setiap 

tahunnya. Hal tersebut membuka peluang bagi para pembisnis furnitur untuk 

mengembangkan bisnisnya di Indonesia. Salah satunya berasal dari perusahaan ritel 

furnitur asal Swedia, yang memutuskan untuk membuka gerainya yang ke-364 di 

Indonesia. Peritel tersebut membuka gerainya dengan menawarkan sebuah konsep 

store yang menarik untuk konsumen Indonesia. Maka penelitian ini akan 

membahas faktor-faktor yang dapat mempengaruhi behavioral intentions 

konsumen, yang mencakup positive customer word of mouth dan repurchase 

intention. Dimana faktor-faktor tersebut terdiri dari physical environment, product 

assortment, salesperson service, after sales service, value of merchandise, positive 

customer emotion dan satisfaction pada IKEA, Alam Sutera. 

Penelitian ini menggunakan desain riset deskriptif dengan metode non-probability 

sampling dengan teknik judgemental sampling. Data dikumpulkan menggunakan 

kuisioner dengan responden sebanyak 212, dimana responden tersebut merupakan 

pelanggan IKEA, Alam Sutera. Data kemudian diolah menggunakan structural 

equation modelling.  

Temuan dari penelitian ini adalah, terdapatnya hubungan antara physical 

environment dengan positive customer emotion, product assortment dengan 

positive customer emotion, salesperson service dengan positive customer emotion, 

value of merchandise dengan satisfaction, positive customer emotion dengan 

satisfaction, positive customer emotion dengan behavioral intentions, dan 
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satisfaction dengan behavioral intentions. Namun, tidak terdapat hubungan antara 

after sales service dengan satisfaction. 

Kata Kunci: Physical Environment, Product Assortment, Salesperson Service, After 

Sales Service, Value of Merchandise, Positive Customer Emotion, Satisfaction, 

IKEA, Alam Sutera, Retail Furniture 
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ABSTRACT 

 

Demand for furniture in Indonesia continues to increase every year. It is an 

opportunity for the furniture retail company to develop its business in Indonesia. 

One of them came dari overseas furniture retail company, which decided to open 

their 364th outlets in Indonesia. The retailer opened their stores by offering an 

attractive store concept to consumers. This research will discuss the factors that 

may affect behavioral intentions of consumers, which include positive customer 

word of mouth and repurchase intention. Those factors are physical environment, 

product assortment, salesperson service, after sales service, value of merchandise, 

positive customer emotion and satisfaction at IKEA, Alam Sutera. 

This research uses descriptive research design which use non-probability sampling 

method with judgmental sampling technique. The data collected by spreading the 

online questionnaire with total sample of 212 respondents who are IKEA, Alam 

Sutera customer. The hypotheses are tested with structural equation modelling. 

The result showed that there are positive relationship between physical 

environment and positive customer emotion, product assortment and positive 

customer emotion, salesperson service and positive customer emotion, value of 

merchandise and satisfaction, positive customer emotion and satisfaction, positive 

customer emotion and behavioral intentions, satisfaction and behavioral intentions. 

However, after sales service is not directly related with satisfaction. 

Keywords: Physical Environment, Product Assortment, Salesperson Service, After 

Sales Service, Value of Merchandise, Positive Customer Emotion, Satisfaction, 

IKEA, Alam Sutera, Retail Furniture 
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