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INTRODUCTION

The COVID-19 pandemic has dramatically reshaped consumer behavior across industries
worldwide, with the food and beverage sector experiencing one of the most significant shifts. During
the pandemic, restrictions on social gatherings and heightened health concerns compelled consumers to
rely heavily on online ordering and digital interactions with urban restaurants (resto), accelerating the
adoption of e-service platforms, contactless delivery systems, and digital payment methods (Liu et al.,
2020; Mallari et al., 2023; Rajabion et al., 2019; Tamakloe et al., 2024). Empirical studies from diverse
markets including the China, India, Australia, Canada, Mexico, the United Kingdom (UK), and the
United States (US), consistently report a surge in online food ordering frequency and increased
consumer expectations for seamless digital service experiences (Gupta et al 2024 Kong et al., 2024;
Ma et al., 2024; Ramesh et al., 2023). B

However, as pandemlc restrictions ease and societies adap 0 a new

normal a notable

store atmosphere have become pi
connection, and memorable experie

gupport for this approach. This study adopts the Stimulus—
/k to understand how various stimuli—both physical (e.g., store
atmosphere, offling _service quality)’and digital (e.g., electronic service quality)—affect the internal
states of customers anism), patticularly satisfaction, which in turn drives behavioral outcomes such
as loyalty (response). The S-OAR model allows for a comprehensive exploration of how environmental
cues in an omnichannel confext influence affective and cognitive evaluations.

To further explain the mechanisms underlying customer satisfaction, this framework is
complemented by Expectation—Confirmation Theory (ECT). ECT posits that satisfaction is not merely
a result of meeting expectations but is significantly influenced by the degree of disconfirmation—either
positive (exceeding expectations) or negative (falling short) (Oliver, 1980). In mature service settings
such as urban restaurants, where customers may already anticipate a baseline of competent service
delivery, the drivers of satisfaction tend to shift toward emotional and experiential cues rather than
purely functional attributes(Fu et al., 2018; Mehrabioun, 2024; Wolverton et al., 2020; Wu et al., 2020;
T. Yang et al., 2023). Therefore, experiences that provide sensory engagement, ambiance, and affective
resonance are more likely to yield positive disconfirmation and, subsequently, stronger satisfaction and
loyalty responses. By integrating the S-O-R and ECT perspectives, this study positions customer
experience as a central mechanism in the satisfaction—loyalty relationship within omnichannel restaurant
environments. The S-O-R framework explains how stimuli affect customer responses, while ECT
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strengthens this by clarifying the role of expectation and disconfirmation in shaping satisfaction as the
‘organism’ stage.

Despite the growing body of research on omnichannel adoption, few studies have explicitly
integrated the Stimulus-Organism-Response (SOR) perspective with Expectation-Confirmation Theory
(ECT) to explain consumers’ intention and continued usage behavior. While SOR highlights the role of
external stimuli in shaping internal evaluations, ECT emphasizes how confirmation of expectations
influences satisfaction and behavioral outcomes. By bridging SOR and ECT, this study provides a novel
theoretical lens and is among the first to apply this integration in the context of omnichannel shopping
applications in Indonesia.

Central to this evolving dynamic is experiential marketing, which emphasizes the creation of
multisensory, emotional, cognitive, behavioral, and relational engagements that resonate deeply with
customers (Bézes, 2019; Same & Larimo, 2012; Wibowo et al., 2020). ent global studies reinforce

¥ultimately customer
ultaneously examined

ding these relationships will enable
that cater effectively to both digital

atmospheric elements niay‘outweigh functional digital factors in influencing consumer responses.

This study emphasizes experiential marketing as a pivotal driver that not only enhances
customer satisfaction but also exerts a direct influence on customer loyalty. In contrast, other factors
such as e-service quality, offline service quality, and store atmosphere are conceptualized to primarily
affect customer satisfaction, which in turn mediates their impact on loyalty. Recognizing this distinction
is crucial for urban restaurants seeking to allocate resources effectively and develop targeted strategies
that foster long-term loyalty. This is the first study to integrate S-O-R and ECT frameworks in examining
experiential marketing, store atmosphere, offline and online service quality simultaneously in urban
restaurants in Indonesia.

Based on the background described above, this research aims to investigate how experiential
marketing, e-service quality, offline service quality, and store atmosphere influence customer
satisfaction within the context of omnichannel urban restaurants. Additionally, it seeks to explore the
extent to which customer satisfaction affects customer loyalty in Indonesian urban restaurants that
implement omnichannel service strategies. In line with these research problems, the objectives of the
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study are to analyze the effects of experiential marketing, e-service quality, offline service quality, and
store atmosphere on customer satisfaction, and to examine the impact of customer satisfaction on
customer loyalty in the context of omnichannel services in urban restaurant settings.

Customer loyalty reflects a customer’s intention to repurchase and resist switching to
competitors, often demonstrated through repeated purchases and positive word-of-mouth (Biiyiikdag,
2021; Clara, 2019). In today’s fiercely competitive business environment, loyalty is a strategic
imperative for maintaining market share and reducing customer acquisition costs (K. Kim & Kim, 2024).
Customer satisfaction, defined as a cognitive and emotional evaluation of service experiences based on
the congruence between expectations and perceived value (Agyeiwaah & Suyafei, 2024; Park, 2020), is
a fundamental antecedent of loyalty. Empirical evidence strongly supports satisfaction as a key predictor
of sustained customer loyalty (Askari et al., 2024; Clara, 2023; Qiu et al., 2024).

Experiential marketing involves engaging customers through se 1)SOT emotional, cognitive,

2024; Tyrvéinen et al., 2020).
Elements such as lighting, interior organiza

y grounded in the SERVQUAL
, responsiveness, assurance, and

ships (J. Zhao et al., 2024). Meanwhile, e-
as ease of use, system reliability, privacy, and
¢hannel strategies, e-service quality is vital for

to enhancing customer satisfaction by improving service convenience, reliability, and environmental
comfort. However, their impact on customer loyalty tends to be indirect, operating through the mediating
role of customer satisfaction (Foster & McLelland, 2015). Drawing from this theoretical foundation and
empirical evidence, this study proposes the following hypotheses as shown in Figure 1.: H1, experiential
marketing positively influences customer satisfaction; H2, experiential marketing positively influences
customer loyalty; H3, e-service quality positively influences customer satisfaction; H4, offline service
quality positively influences customer satisfaction; H5, store atmosphere positively influences customer
satisfaction; and H6, customer satisfaction positively influences customer loyalty.
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t servicg’context in Indonesia. The

satisfaction and loyalty within the omni¢hannel
quantitative methodology is selecteor its

independent variables. Expériential mark
with a brand via multis ory, emotional, a
experience (Mulyawafi & Handayani, 2020). Store atprosphere encompasses the physical and ambient
elements of the n resta vironment—sy¢h as lighting, music, aroma, layout, and interior
design—that infl jions and£&motional responses (Essardi et al., 2022). Traditional
service qua is &5 e SERVQUAL model developed by Parasuraman et al. (1988), which
includes five core i angiblgs, reliability, responsiveness, assurance, and empathy.

including system efficiencyyorder fulfillment, data privacy, responsiveness in digital communication,
and infrastructuge reliability (A./Parasuraman et al., 2005). The mediating variable is Customer
Satisfaction, indicating the degfee to which customer expectations are fulfilled during the service
experience (Ali et al2022;/Fakfare, 2021; Z. Li et al., 2025). The dependent variable is Customer
Loyalty, operationalized~through behavioral intentions including repeat purchases, recommendations,
and brand preference retention (Juwaini et al., 2022; Kini et al., 2024).

The target population in this study consists of customers of urban restaurants in various regions
of Indonesia who have experienced both online services and direct visits to restaurant outlets. A non-
probability purposive sampling technique is employed, focusing on individuals who meet several
inclusion criteria: they must be at least 17 years old, reside in Indonesia, have made purchases from
urban restaurants through online platforms such as GoFood, GrabFood, ShopeeFood, or via direct digital
orders through Instagram and WhatsApp, and have also visited the restaurants in person. Additionally,
respondents are required to follow at least one urban restaurant's social media account (e.g., Instagram,
Facebook, or TikTok) and have previously interacted with the restaurant’s digital content. A pilot test
involving 30 respondents was conducted prior to the main survey to detect potential technical issues and
to ensure the validity and reliability of the measurement instruments.
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Data were collected via an online questionnaire distributed using Google Forms. Distribution
leveraged social media strategies, including direct messages (DMs), story mentions, and posts tagging
urban restaurant and dining community accounts in Indonesia. This approach was chosen due to the high
engagement of Indonesian urban restaurant customers on digital platforms, particularly in urban areas.
Each questionnaire item was rated on a 5-point Likert scale ranging from 1 (strongly disagree) to 5
(strongly agree), capturing constructs of experiential marketing, store atmosphere, offline and electronic
service quality, customer satisfaction, and loyalty. The study followed ethical research guidelines, and
participation was entirely voluntary. Respondents were informed about the purpose of the study, and
their consent was obtained prior to completing the survey. Anonymity and confidentiality of responses
were assured throughout the data collection process.

Data analysis was conducted using Partial Least Squares Structural Equat1on Modeling (PLS-
SEM) with SmartPLS version 4.0. This technique was chosen for its suitability in analyzing complex
models with latent constructs, its predictive orientation, and its rgbustness™o non-normal data
distributions (Hair et al., 2019). The analysis was carried out in two / n stages. Firsty,the measurement
model was evaluated by retaining indicator loadings of 0.70 or er ensuring internal consistency

followed by Surabaya %), Ba ] ities such as Denpasar, Makassar, Semarang,
Yogyakarta, and Pmbang, i o. Satellite cities in the Greater Jakarta area
(Tangerang, Be a6, i ined12%. In terms of age, most respondents fall within
the 21-30 agg ed by those aged 3140 (28%), indicating a dominant group of
digitally liter fate young a isttibution is relatively balanced, with 54% female and 46%
male particip e largest group comprises private sector employees (37%)
treprepCurs (18%), and civil servants (11%), while the rest include
freelancers and ot demographic distribution highlights a relevant and representative
sample of urban consu tively interact with both online and offline restaurant services

Outer Model (Measurement'Model) Evaluation

To assess the reliability and validity of the measurement model, the outer loadings, t-statistics,
and p-values of each indicator were examined. Indicators with outer loading values below the minimum
acceptable threshold of 0.70 were removed to ensure measurement precision. The results, as shown in
Table 1 and Figure 2, indicate that all retained indicators had outer loading values above 0.80,
demonstrating strong indicator reliability (Hair et al., 2019). Specifically, the loading values for
Customer Loyalty ranged from 0.858 to 0.886, for Customer Satisfaction from 0.814 to 0.874, for
Experiential Marketing from 0.821 to 0.852, for Electronic Service Quality from 0.812 to 0.881, for
Store Atmosphere from 0.802 to 0.824, and for Service Quality from 0.801 to 0.900.

Table 1. Measurement Model Evaluation

Outer Loadin Original Sample Standard Deviation T Statistics P Values
g Sample (O) Mean (M) (STDEYV) (|/O/STDEYV))
CL1 « Customer Loyalty 0.883 0.882 0.019 46.811 0.000
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CL2 « Customer Loyalty 0.000
CL3 « Customer Loyalty 0.000
CL4 « Customer Loyalty 0.000
CS1 « Customer Satisfaction 0.000
CS2 « Customer Satisfaction 0.000
CS3 « Customer Satisfaction 0.000
CS4 « Customer Satisfaction 0.000
CS6 « Customer Satisfaction 0.000
EM3 « Experiential Marketing 0.000
EMS5 « Experiential Marketing 0.000
EM6 « Experiential Marketing 0.000
EM7 « Experiential Marketing 0.000
EMS8 « Experiential Marketing 0.000
ESQ1 « Electronic Service Quality 0.000
ESQ2 « Electronic Service Quality 0.000
ESQ3 « Electronic Service Quality 0.000
ESQ6 « Electronic Service Quality 0.000
ESQ7 « Electronic Service Quality 0.000
ESQ8 « Electronic Service Quality 0.000
SA1 « Store Atmosphere 0.000
SA3 « Store Atmosphere 0.000
SAS « Store Atmosphere 0.000
SA6 « Store Atmosphere 0.000
SA7 « Store Atmosphere 0.000
SAS8 « Store Atmospher;/ 0.000
SQ2 « Service Quality 0.000
SQ6 « Service QufAlit 0.000
SQ7 « Servig Qu 0.000
SQ8 « Sefvice Quality 0.000
Source: Re:

demonstrates adequate indi¢ator reliability and convergent validity, supporting its suitability for further
structural model evaluation.

Table 2. Construct Reliability and Validity Results

Construct Cronbach's rho A Composite Average Variance Fornell-Larcker
Alpha - Reliability Extracted (AVE) Criterion

Customer Loyalty 0.900 0.900 0.930 0.769 0.877
Customer Satisfaction 0.905 0.907 0.930 0.726 0.768
Elec“gﬁifmsfmce 0915 0.919 0.934 0.702 0.680
Experiential Marketing 0.894 0.896 0.922 0.702 0.581
Service Quality 0.878 0.881 0.916 0.733 0.678
Store Atmosphere 0.896 0.899 0.920 0.657 0.695

Source: Research Data Processed
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To assess the internal consistency and convergent validity of the constructs, this study evaluated
Cronbach’s Alpha, rho_A, Composite Reliability (CR), and Average Variance Extracted (AVE) values.
As shown in Table 2, all constructs demonstrated strong internal consistency, with Cronbach’s Alpha
and tho A values exceeding the recommended threshold of 0.70 (Hair et al., 2019). Composite
Reliability values for all constructs ranged from 0.916 to 0.934, indicating high reliability and internal
consistency of the measurement model. In addition, the AVE values for all constructs were above the
minimum acceptable level of 0.50, ranging from 0.657 to 0.769. This confirms that each construct
explains more than 50% of the variance in its indicators, supporting convergent validity. These results
collectively indicate that the constructs used in this study are both reliable and valid for further analysis
within the structural model. Discriminant validity was assessed using the Fornell-Larcker criterion,
which compares the square root of the Average Variance Extracted (AVE) for each construct with the
correlations between constructs. A construct is considered to have adequate-discriminant Validity if the
square root of its AVE is higher than its correlations with other constrye
As shown in Table 2, the square roots of the AVE values (ranging fr

in the model.

Structural Model Assessment (Path Coefficients)
The structural model was evaluated by examipi

EM3 EMS EME M3

31//

2838 (poo 343 (022821 (000834 05 555 (0,000

ESO1

ESQ2 \_
Tz (00001
=0 23 (0000)
AR DO
nas3 (oo
| NAIR (D NOM ) )
EsQ7 0317 (0.000) 2243 (0.002)

Experiental
Marketing

Electronic
Service

Quality 0,233 (0.001)

0,060 (0.630)

2640 (oo Levaly

2830 100y 214 (o pustory Di7a (2855 (0000]

{ Satiz fac:n:v%rr:‘1 "]
WY

51 52 s3 s 56
817 (0.000)

0802 D0p 294 (0.000)  SREps g 0802 (00315 ¥

I Ammosphere ‘, \‘\

SAa1

Source: Research Data Processed
Figure 2. Outer Loading and Inner Model
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Conversely, the effect of Electronic Service Quality on Customer Satisfaction was not
statistically significant (f = 0.060, t =0.399, p = 0.690), implying that in this context, electronic service
interactions may not strongly influence customer satisfaction. Similarly, Service Quality showed a
marginal effect on Customer Satisfaction (B = 0.280, t = 1.820, p = 0.069), falling just outside the
conventional threshold for statistical significance (p < 0.05). These results suggest that while some
service dimensions play a critical role, others may require further contextual exploration.

Table 3. Structural Model Assessment

Original Sample Standard

Path Coefficient Sample Mean Deviation (?;)/Sst;tl])s;:l:,sl) Vafues
(0) ™M) (STDEYV)

H1: Experiential Marketing—Customer Satisfaction 0.288 0.283 0.088 3.266 0.001
H2: Experiential Marketing—Customer Loyalty 0.243 0.242 m 3.075 0.002
H3: Electronic Service Quality—Customer Satisfaction 0.060 0.050 / 0.149 \ 0.399 0.690
H4: Service Quality—Customer Satisfaction 0.280 0.2% 0.154 \.820 0.069
HS5: Store Atmosphere—Customer Satisfaction 0.255 270 5 2\¥\4 0.027
H6: Customer Satisfaction—Customer Loyalty 0.640 /" 0.643 0.0 8.264} 0.000

Note: j igni Te yPOthesis is agéepted when p <

es1dual (SRMR) for the
reshold of 0.08, indicating

Table 4. Model Fit

Saturated Estimated

Model Fit Model Model Acceptance Criteria Assessment
<0.08 (good), <0.10 Acceptable (Estimated
SRMR 0.064 0.087 (acceptable) model at threshold)
Lower values indicate better fit; Within accentable
d ULS 1.896 3.553 must not exceed HI95 *p
_ ; range
(bootstrapping)
Lower values are preferred; must Within acceptable
d_G 1.186 1.291 not exceed HI9S (bootstrapping) range*
Chi-Square 820.562 865.583 Loweris betitI?rP(Iljg)smct cut-off Descriptive only
>0.90 (good), > 0.80 Below recommended
NFI 0.764 0.751 (acceptable) threshold
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HTMT

Constructs Value HI9S Lower HI9S Upper Discriminant Validity
CSAT — CLOY 0.652 0.487 0.789 Yes
CSAT — SERVQ 0.734 0.562 0.841 Yes
CLOY — SERVQ 0.701 0.533 0.816 Yes
R Square o .
R Square Adjusted Acceptance Criteria Assessment

0.75 (strong), 0.50 (moderate), .

Customer Loyalty 0.633 0.627 0.25 (weak) Moderate—strong

Customer Satisfaction 0.489 0.473 0.75 (strong), 0.50 (moderate), Moderate
0.25 (weak)

Note: HI9S refers to the upper bound of the 95% confidence interval for the HTMT values. Dlscrlmmant validity is
established when HI95 is below 1.
Source: Research Data Processed

Based on the R Square and Adjusted R Square values, the model defnonstrates morate explanatory
variance in customer satisfaction can be explained by the co

electronic service quality, offline service quality, and store

Discussion
The significant impact of expe
reinforces the evolving emphasis or itigal driver in omnichannel service

, efiences at the core of service strategy
(Bell, 2020; Essardi et al. 0 marketing, through its multisensory and
emotionally engaging naf i iti i
particularly in compegt
Likewise, store atra0s
&

music—serves aot

a senses and emotions throughout the journey (Clara & Tua, 2025;
Hogberg et al., 2019; Z. W.X. Lee et al., 2019). This underscores the growing relevance of affective
and experiential marketing approaches in enhancing satisfaction and fostering loyalty in the digital age.

Furthermore, this outcome supports expectation—confirmation theory (ECT), which posits that
customer satisfaction is largely influenced by the degree of disconfirmation between prior expectations
and actual experiences. In mature service environments like urban restaurants, where basic functional
expectations are often met as standard, the key to exceeding expectations lies in delivering emotionally
resonant experiences that surprise and delight (Fu et al., 2018; T. Yang et al., 2023). Therefore,
satisfaction is increasingly shaped by emotional gratification and experiential differentiation rather than
by mere service adequacy.

Our findings can be better understood through the lens of Stimulus-Organism-Response (SOR)
and Expectation-Confirmation Theory (ECT). The SOR framework explains how external stimuli, such
as omnichannel service quality, shape internal evaluations (organism) that ultimately drive behavioral
intentions (response). Consistent with ECT, the results also highlight that users’ continued intention is
strongly influenced by their confirmation of prior expectations regarding security and ease of use. These
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results extend prior research by showing how both theories converge in the context of omnichannel
shopping, while also revealing certain inconsistencies with studies that emphasized price value as the
primary driver (e.g., (Do et al., 2023; Konuk, 2019; Ryu & Han, 2010). This highlights the unique
contribution of our study in integrating SOR and ECT perspectives to explain technology-driven
consumer behavior.

The findings provide important theoretical implications by extending the S-O-R and ECT
frameworks to an emerging market context, showing that atmospheric and experiential cues are more
influential than functional digital attributes. This suggests that future theoretical models should
incorporate context-specific experiential factors to better capture consumer decision-making dynamics.
From a managerial perspective, the results highlight the importance for retailers and service providers
to go beyond digital functionality by investing in immersive experiences, personalized interactions, and
atmospheric enhancements to sustain consumer engagement in highly copapetitive markets.

For practitioners, these findings imply that investments in digital and physical experiential
design—such as engaging social media content, personalized /ommunication, ambient in-store

environments, and emotionally intelligent service—are not merely aesthetic enhanc ents but strategic

restaurants. The findings
customer loyalty, emphagizi

increasing

Se‘e quality,

gh impOrtant, demonstrated a weaker impact, possibly reflecting

customer expectations thatJhigh sepvice standards are a given rather than a differentiating factor.

Interestingly, electronic serV1ce quahty did not show a 51gn1ﬁcant relationship with customer
N

satisfaction, indicati gaps in the digital service experience or a limited role of digital

interactions in shapingiemotional responses in this context.

These findings imply that urban restaurant operators should focus on creating immersive brand
experiences and designing engaging atmospheres to foster customer satisfaction and loyalty. While
functional service elements remain relevant, investing in experiential and emotional value creation may
offer a stronger competitive advantage in omnichannel strategies.

Future research could expand by exploring moderating variables such as customer involvement,
digital literacy, or generational differences to better understand behavioral responses. It is also
recommended to incorporate variables such as brand trust or engagement to enrich the existing
framework. Longitudinal or cross-regional studies may further enhance the generalizability of the results
and support strategic development in the broader hospitality and food service sectors.

€
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