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Abstract— The quality of traditional market services is less competitive when compared to modern markets. The condition occurs because traditional retail is perceived as a slum, chaotic, muddy, dirty, and lack of facilities such as limited parking area, smelly and dirty trash cans, hallways, narrow and so on Store image is an important factor for customers in creating customer satisfaction and loyalty. This paper aims to measure the effect of store image on customer satisfaction and loyalty in the context of traditional markets. This research has been conducted on 400 customers in 16 traditional markets in West Java, Indonesia. A procedure of structural equation modeling has been applied to evaluate the proposed research model. The methodology used consists of two stages. The first step was to see the construct validity through Convergent Validity (CV), Average Variance Extracted (AVE), Construct Reliability (CR), and Discriminant Validity (DC). Secondly, structural equation modeling. The results reveal that store image has positively influenced customer satisfaction; however, they show a non-significant effect on customer loyalty. Furthermore, satisfaction also positively influences loyalty
Keywords— store-image, customer satisfaction, customer loyalty
Introduction
Competition in the retail business is very competitive, where revenue and profit are largely determined by the “share of wallet” of customers [1], [2]. Meanwhile, the key factors for the success of retail performance are determined by how to make loyalty, retention, and the intention to make repeat purchases [3], [4]. In the context of traditional markets, it is necessary to apply appropriate marketing strategies on how to identify the concept of loyalty models. Meanwhile, the quality of traditional market services is less competitive when compared to modern markets [5], the condition occurs because traditional retail is perceived as a slum, chaotic, muddy, dirty, and lack of facilities such as limited parking area, smelly and dirty trash cans, hallways, narrow and so on [6].
[bookmark: _Hlk54157714]Several studies in the retail sector state that one of the main drivers of loyalty as well as repurchase intention directly is store image [3], [7], and indirectly through customer satisfaction [8]. Store image consists of various procedures that must be followed by customers in the physical environment of the store, the situation when in direct contact with employees/sellers, and retailer offerings [9]. Store image has been described as a function of the main attributes that are evaluated and considered from one store to another [8]. Store image and satisfaction together influence loyalty [10], [11]. High service quality will result in high customer satisfaction and increase customer loyalty [12]. Customer satisfaction is a significant predictor of customer loyalty [13].
In general, satisfaction is believed to have a positive influence on loyalty, although this influence is highly dependent on the different factors, such as the types and industries being analyzed [14]. Over the last few decades, several authors have dedicated their study to the topic of loyalty [15], [16]. Loyalty is seen as a customer's willingness to make personal sacrifices to strengthen the relationship between them [15]. Customer loyalty is a manifestation of various ways including customer commitment to make repeat purchases or as a preference for the product or service chosen [17], [18] So that customer loyalty is a behavior or attitude of the customer [19]. The behavioral approach can be said to be customer loyalty shown by making repeat purchases [20], [21].
Customer involvement in each retail is strongly influenced by information about merchandise in the store [22], and these factors as a whole shape the store image. The retail company image plays an important role in creating customer satisfaction [23]. Therefore, the store image becomes attached to the minds of customers when comparing the level of satisfaction they get related to the shopping experience and the suitability of their expectations between the current store and other stores [24]. When customers visit a retail store, their expectations from the store before shopping are not only based on their recent experience but also word of mouth marketing through other customers [25]. Likewise, shop personnel who engage customers will be a strong factor that has a significant influence on store image [26].
The store image plays an important role in the level of customer satisfaction [23]. Store image has a positive effect on customer loyalty through customer satisfaction [27]. Customer satisfaction is highly dependent on store image, and store image also has a very significant effect on customer loyalty, while the store image affects customer loyalty through customer satisfaction [8], [14], [28]. Meanwhile, a high level of customer satisfaction will affect a high level of customer loyalty as well [29]. However, consumer perceptions of store image are related to customer satisfaction but have no direct effect on customer loyalty [30].
The integration of the overall store image with satisfaction has been analyzed empirically as a driver of customer loyalty in more general structural models [25]. Therefore, this paper aims to evaluate the role of store image and satisfaction as a direct impact on customer loyalty in a traditional market context. The novelty of the article is to put a structural model.
Methodology
For data collection purposes, the survey was distributed to 400 respondents from 16 traditional markets around West Java, Indonesia. Respondents were asked to respond to a questionnaire that had 22 items. All these variable constructs are measured on a five-point Likert scale, which ranges from strongly disagree to strongly agree. Following this process, the instrument (in Indonesian) was tested on 20 traditional market customers to evaluate the suitability of the questionnaire instructions and questions. Respondent responses were filtered and processed using SPSS-23 after collection, and data were filtered for univariate and multivariate outliers, to obtain accurate results. After the initial screening of the data with the help of SPSS-23, the data were then statistically analyzed on a structural equation model (SEM) using AMOS-23 software.
The research model developed to answer the research objectives is as shown in Figure 1, and the research model developed to answer the research objectives is as shown in Figure 1, and the hypothesis is as follows.
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Figure 1 Research Model
H1: Store image of the traditional market impacts on customer satisfaction significantly
H2: Store image of the traditional market impacts on customer loyalty significantly
H3: Customer satisfaction of the traditional market significantly impacts customer loyalty
Result
Reliability Analysis and Measurement Model
Research instruments need to be done so that the questionnaire can describe the level of stability, consistency, and homogeneity, besides that the questionnaire must be clear, easy to understand, comprehensive, consistent, firm, and non-causal, and should not lead to unclear answers. Reliability test using SPSS 23 (see Table 1). The results of the reliability analysis show that both the dimensions and the sub-dimensions show that the Cronbach's Alpha coefficient is more than 0.7 which means it is very reliable [31], [32]. Besides, confirmatory factor analysis was used to test the structure of the construct factor, and to estimate model parameters. This analysis also examines the multidimensionality of theoretical constructs. Besides, loading factor is an indicator of reliability, as well as testing for convergent validity by calculating the level of AVE (average variance extracted), CR (Construct reliability), and Cronbach's α coefficients as well as discriminant validity as shown in Table 1, all of which are reflective evaluations of the measurement model [33]. 
Reliability and Measurement Model
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The loading factor shows a significant level, with a score between 0.690 to 0.908, and an AVE value with a value greater than 0.5, so that convergent validity can be supported [34]. Besides, as the Cronbach's α coefficients for all constructs show very good reliability with the values greater than 0.70 [35], and also for Construct reliability (CR) with a criterion value greater than 0.60 [36], Then the Fornell-Larcker criteria approach is used, for discriminant validity [37]. This approach will assess the square root of each construct’s AVE (average variance extracted), which shows a higher value than the highest correlation value of other constructs [33], [38]. As shown in Table 1, the correlation between constructs is from 0.576 to 0.795, this result ensures a measure of discriminant validity.
Structural Equation Modeling
The Structural Equation Model is used for testing measurement models using the AMOS-23 software. Evaluation of the relevance of predictions and hypothesis testing is carried out to determine the relationship between variables empirically. Figure 2 shows the results of the path model, where the proposed operational model shows that CMIN / DF (2,675), RMSEA (0.076), GFI (0.93), AGFI (0.915), TLI (0.92), CFI (0.932), NFI (0.92), IFI (0.932), and RFI score (0.901), these results indicate that there is compatibility between the hypothesized models and the research data.
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Figure 2 Structural Equation Model


Discussion
The purpose of this research is to analyze the effect of store image, customer satisfaction, and loyalty in the context of the Indonesian traditional market. Based on the results shown in Figure 1 and Table 2, the effect of these variables is clear: store image, customer satisfaction, and  customer loyalty.
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To test the research hypothesis, we used hierarchical linear regression analysis. Based on standard parameter estimates, the results provide support for H1 (store image → customer satisfaction) and H3 (customer satisfaction → customer loyalty) (stand. Est = 0.818, SE = 0.055, CR = 14,957, P-Value ***; stand. Est = 1.209, SE = 0.149, CR = 8.099, P-Value ***, respectively). Meanwhile, H2 (store image → customer loyalty), there is no relationship between this relationship from respondents (stand. Est = -0.063, SE = 0.119, CR = -0.596, P-Value = 0.597).
H1 (Store image of the traditional market impacts on customer satisfaction significantly) displays a Critical Ratio (CR) of 14,957 for the effect of store image on customer satisfaction, the P-value (probability) is significant with *** which means that by default it is significant. This means that the regression value for customer satisfaction is projected from the store image. Customer satisfaction differs from zero at the 0.05 (two-sided) level, therefore Ho is rejected, and Ha is accepted. The results of the study concluded that store image influences customer satisfaction of traditional market customers in West Java, Indonesia. Store image directly contributes 94% to customer satisfaction. This means that traditional market customers are satisfied with the image of the traditional market. The effect of store image on customer satisfaction supports the previous opinion [23], [25]. Furthermore, a good store image will make consumers more comfortable and satisfied [38], although, in reality, it shows that the image of a traditional market is perceived as a slum, chaotic, muddy, dirty, and lack of facilities such as limited parking space, smelly and dirty trash cans, aisles. narrow and so on [6]. This happens because traditional markets can provide fresh products, open from early morning, with a busy atmosphere.
H2 (Store image of the traditional market impacts on customer loyalty significantly) provides a critical value (CR) of -0.063 on the effect of store image on customer loyalty, on a significant P-value (probability) of 0.597 which is not significant. This shows that the customer loyalty regression value is not projected by the store image so that Ho is accepted, and Ha is rejected. Therefore, it can be concluded that This happens because traditional markets can provide fresh products, open from early morning, with a busy atmosphere. The results showed that store image had no direct effect on loyalty. The results of this study are different from previous studies, which state that store image is one of the main drivers of loyalty or direct repurchase intention [3], [7]. Store image and satisfaction together influence loyalty [10], [11]. This condition occurs because, in traditional markets, the market layout is narrow, muddy, and smelly [6]. Besides that, the arrangement of merchandise makes it difficult for buyers, as well as the number of people who offer the same product at the traditional market which makes customers choose another store.
H3 (Customer satisfaction of the traditional market significantly impacts on customer loyalty) reveals the critical value (CR) of 8,099 on the effect of customer satisfaction on customer loyalty, on the significance of P-value (probability) with *** showing significant by default. This means the regression weights for projected customer loyalty. Customer satisfaction differs from zero at the 0.05 level (two sides), as a result, Ho is rejected, and Ha is accepted. Thus, it can be concluded that traditional market consumer satisfaction in West Java Indonesia directly gives 98% of consumer loyalty. This means that traditional market buyers have loyalty. The results of this study prove that customer satisfaction has a direct and positive effect on customer loyalty. This finding is in line with the previous study [5], [25]. This condition occurs because the completeness of products in traditional markets is the cause of customer loyalty, in addition to fresh products, and is open from early in the morning.
Conclusion
This research was conducted by using the estimation technique in the structural model to measure the level of satisfaction and loyalty of traditional market customers in an interrelated way and to see the potential driver, namely the image of the traditional market itself, without paying attention to other drivers. The results of this research can be concluded that the image of the traditional market is a factor that needs to be considered to encourage customer loyalty in the traditional market. The condition of traditional markets is perceived as a slum, chaotic, muddy, dirty, and lack of facilities such as limited parking spaces, smelly and dirty trash cans, narrow alleys, and so on have made the image of traditional markets a major problem, even though customers are satisfied.
This research provides various insights for traditional market managers as well as decision-makers. First, this study shows that the image of traditional markets is related to the market layout factors that encourage the satisfaction and loyalty of traditional market customers. Second, traditional market managers need to increase their concern for the image of traditional markets, related to cleanliness, market layout. Narrow corridors need to be structured so that traditional markets can make modern traditional markets.
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