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	ABSTRACT
The emergence of many coffee shops in various big cities has brought new social and cultural impacts to today's people's lifestyles. Coffee shops are not just places to consume food and drinks, but coffee shops can now also be used as places to gather with friends, have work meetings, socialize, do business, and also date. The purpose of this study was to determine whether store atmosphere, promotion application and product display have an effect on consumer satisfaction of Tomoro Coffee in Bengkulu City. The method used in this study is the quantitative method and questionnaire method. The sample in this study was 150 respondents of Tomoro Coffee consumers in Bengkulu City. The results of this study indicate that multiple linear regression Y = 1.454 + 0.325 (X 1 ) + 0.240 (X 2 ) + 0.411 (X 3 ) + 2.837. This means that there is a positive relationship between store atmosphere, promotion application and product display on consumer satisfaction of Tomoro Coffee in Bengkulu City. The result of the determination coefficient is 0.640 or 64%. This shows that store atmosphere, promotion application and product display have an effect on consumer satisfaction by 64%, while 36% is influenced by other variables that are not studied. Store atmosphere, promotion application and product display together have an effect on consumer satisfaction with a calculated F value > F table (86.424 > 2.67) in line with the significance of 0.000 < 0.05 .
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INTRODUCTION 
In this era of globalization, there is a change in people's lifestyles from traditional lifestyles to more modern lifestyles. The development of the era has changed a person's lifestyle, including in meeting their entertainment needs. The high routine of a person results in minimal time for them to enjoy entertainment, while this is very important in obtaining a promising quality of life. With this, entrepreneurs see a promising business opportunity, so that many coffee shops have emerged.
[bookmark: _Hlk173816707]With the increasing popularity of coffee that has become part of the lives of Indonesian people. The existence of coffee shops in Indonesia, ranging from simple to prestigious. And each immediately opens dozens to hundreds of branches in various cities. As the coffee shop business grows, the competition in the coffee shop industry is at a level where only the best are able to survive the competition. Therefore, in order to be successful in the competition, companies must strive to attract and retain consumers, one way is by creating the right marketing strategy.
One of the coffee shops in Bengkulu is Tomoro Coffee which already has 4 branches in Bengkulu City, especially the one located at Jl. Jati, Sawah Lebar, Bengkulu City. Tomoro Coffee is a coffee shop company that has 200 outlets in Indonesia. Tomoro Coffee is one of the coffee shops that is committed to providing a high-quality coffee experience to consumers. Consumer satisfaction at Tomoro Coffee is very important because it is directly related to the reputation and sustainability of the business. Basically, the purpose of doing business is to make all consumers feel satisfied with the products and services offered, because with that satisfaction they will continue to come back to make purchases.


Theoretical basis

Store Atmosphere
Store atmosphere is a physical characteristic that plays a role in creating a comfortable atmosphere and makes consumers want to linger in the shop. This is supported by the opinion of Bermen and Even 2017: 149 in the journal (Nurjaya et al., 2019) Store atmosphere includes various interior displays , exteriors , layouts, store traffic, comfort, air, services, music, uniforms, goods guarding and so on that create an attraction for consumers and arouse the desire to buy. According to Indriastuty et al, (2017) Store atmosphere is one of the marketing mixes in an outlet that plays an important role in attracting buyers, making them comfortable in choosing shopping items, and reminding them what products they want to have both for personal needs and for household needs.

Promotion Application
According to Nasrul Efendi et al (2023) Consumer satisfaction is a feeling of pleasure Promotion is a communication technique designed to stimulate consumers to buy. Therefore, promotion activities must change according to consumer developments and desires. In general, companies use promotion methods to convey four things to consumers and potential buyers, namely making them aware, getting to know more, persuading and increasing sales of a product. Promotion Application is a series of activities carried out to increase awareness, interest, and use of certain applications among users. The purpose of this promotion is to attract users' attention, increase usage and ultimately encourage deeper interaction with the application.

Product Display
According to Yoebrilianti (2018) Product display is the layout of goods by paying attention to the elements of grouping types and uses of goods, neatness and beauty to make an attractive impression and direct consumers to see, encourage and decide to buy. According to Putra & Kumadji (2016) Display is placing goods is important, especially the placement of goods in window displays, interior displays and exterior displays.

Customer Satisfaction
According to Mutiara et al. , ( 2020) Satisfaction can be interpreted as consumers feeling satisfied, happy with the service that can be provided. Satisfaction is a kind of The process of comparing experiences with evaluation results can lead to greater spiritual comfort than just the comfort that is imagined or expected. In addition, According to Maulana (2016) Consumer satisfaction is a person's feeling of pleasure or disappointment that comes from a comparison between his impression of the performance of a product's results and his expectations.
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Research hypothesis
H1: It is suspected that there is a significant influence between store atmosphere and
Consumer satisfaction of Tomoro Coffee, Bengkulu City.
H2: It is suspected that there is a significant influence between promotion applications and
Consumer satisfaction of Tomoro Coffee, Bengkulu City.
H3: It is suspected that there is a significant influence between product display and
Consumer satisfaction of Tomoro Coffee, Bengkulu City.
H4: It is suspected that there is a significant influence between store atmosphere and promotion.
application and product display simultaneously towards consumer satisfaction
Tomoro Coffee, Bengkulu City.

MET ODE
Analysis Method
The type of research used in this study is associative quantitative research, namely to determine the influence of store atmosphere, promotion application and product display on consumer satisfaction of Tomoro Coffee in Bengkulu City. The population in this study were all consumers of Tomoro Coffee in Bengkulu City. The number of samples used was 150 respondents. The sampling technique used was by using the purposive sampling method. The data collection method used a questionnaire. The data analysis technique in this study used validity, reliability, multiple linear regression analysis, t-test and F-test.

Validity Test
Validity Test is a test used to measure the level of effectiveness of a measuring instrument or measuring media to obtain data. Usually used to measure how effective a questionnaire is. The significance test is carried out by comparing the calculated r value with the table r value. If the calculated r is greater than the table r and the value is positive, the item is declared valid, while if r is smaller than the table r, the item is declared invalid.
The basis for decision making to test validity is:
a. If the calculated r is positive and the calculated r > r table then the variable is valid.
b. If the calculated r is not positive and the calculated r < r table then the variable is invalid.
Reliability Test
Reliability test is used as a tool to measure the questionnaire, which is an indicator of construct variables. A variable can be said to be reliable or dependable if a person's response to the statement is consistent or stable over time. The reliability of this questionnaire was tested using the Cronbanch Alpha technique. Cronbach's Alpha is acceptable if > 0.6. The closer Cronbach's alpha is to 1, the higher the internal consistency reliability.

Multiple Linear Regression Analysis
This analysis is used to determine whether there is an influence of independent variables, namely Store atmosphere (X1), Promotion Application (X2) and Product Display (X3). While the dependent variable in this study is Consumer Satisfaction (Y).

Coefficient of Determination (R 2 )
According to Ghozali (2018:179) explains that the coefficient of determination is used to test the goodness-fit of the regression model. The value of the coefficient of determination is between 0 (zero) and 1 (one) (0 <R 2 ). If the coefficient of determination (R2) = 0 indicates that the model is unable to explain the variability at all. If the coefficient of determination (R2) = 1 means that the model is able to explain all variability.

t-TEST
According to Ghozali (2018:152) said that the t test is used to find out each independent variable against the dependent variable. If tcount> ttable or the significance value of the t test <0.5 then it is concluded that individually the independent variables have a significant effect on the dependent variable.
The basis for decision making used in the t-test is as follows:
a. If the probability value > 0.05 or the calculated t value < t table then the hypothesis is rejected. The hypothesis is rejected meaning that the independent variable does not have a significant effect on the dependent variable.
b. If the probability value <0.05 or the calculated t value > t table then the hypothesis is accepted. The hypothesis is accepted meaning that the independent variable has a significant effect on the dependent variable.
F Test
[bookmark: _Hlk180006084]According to Ghozali (2018:179) the simultaneous influence test is used to influence whether the independent variables together or simultaneously influence the dependent variable. In this case, if Fcount> Ftable, then the multiple correlation coefficient tested is significant, which can be applied to the entire population. 
To test this hypothesis, the F statistic is used with the following decision-making criteria:
a. If the probability value > 0.05 or the calculated F value < F table then the hypothesis is rejected. The hypothesis is rejected meaning that the independent variable does not have a significant effect on the dependent variable simultaneously (together)
b. If the probability value <0.05 or the calculated F value > F table then the hypothesis is accepted. The hypothesis is accepted meaning that the independent variable has a significant effect on the dependent variable simultaneously (together).

RESULTS AND DISCUSSION
RESULTS
Validity Test
Validity test is used to measure the validity of a questionnaire. With the criteria if r count > r table and positive value then the item or question or indicator is declared valid.
Table 1. Validity test results
	Variables
	Indicator
	R count
	R table
	Information

	STORE
ATMOSPHERE
	X1.1
	0.591
	0.1603
	Valid

	
	X1.2
	0.563
	0.1603
	Valid

	
	X1.3
	0.523
	0.1603
	Valid

	
	X1.4
	0.510
	0.1603
	Valid

	
	X1.5
	0.503
	0.1603
	Valid

	
	X1.6
	0.447
	0.1603
	Valid

	
	X1.7
	0.603
	0.1603
	Valid

	
	X1.8
	0.540
	0.1603
	Valid

	
	X1.9
	0.589
	0.1603
	Valid

	
	X1.10
	0.562
	0.1603
	Valid

	PROMOTION
APPLICATION
	X2.1
	0.640
	0.1603
	Valid

	
	X2.2
	0.622
	0.1603
	Valid

	
	X2.3
	0.619
	0.1603
	Valid

	
	X2.4
	0.599
	0.1603
	Valid

	
	X2.5
	0.600
	0.1603
	Valid

	
	X2.6
	0.602
	0.1603
	Valid

	
	X2.7
	0.558
	0.1603
	Valid

	
	X2.8
	0.666
	0.1603
	Valid

	
	X2.9
	0.572
	0.1603
	Valid

	
	X2.10
	0.632
	0.1603
	Valid

	DISPLAY
PRODUCT
	X3.1
	0.512
	0.1603
	Valid

	
	X3.2
	0.636
	0.1603
	Valid

	
	X3.3
	0.640
	0.1603
	Valid

	
	X3.4
	0.680
	0.1603
	Valid

	
	X3.5
	0.519
	0.1603
	Valid

	
	X3.6
	0.521
	0.1603
	Valid

	
	X3.7
	0.624
	0.1603
	Valid

	
	X3.8
	0.645
	0.1603
	Valid

	
	X3.9
	0.572
	0.1603
	Valid

	
	X3.10
	0.698
	0.1603
	Valid

	SATISFACTION
CONSUMER
	Y.1
	0.540
	0.1603
	Valid

	
	Y.2
	0.518
	0.1603
	Valid

	
	Y.3
	0.663
	0.1603
	Valid

	
	Y.4
	0.414
	0.1603
	Valid

	
	Y.5
	0.443
	0.1603
	Valid

	
	Y.6
	0.521
	0.1603
	Valid

	
	Y.7
	0.418
	0.1603
	Valid

	
	Y.8
	0.503
	0.1603
	Valid

	
	Y.9
	0.548
	0.1603
	Valid

	
	Y.10
	0.377
	0.1603
	Valid


[bookmark: _Hlk179834117]Source: Research results, data processed 2024
Based on the table above, it can be stated that the results of the r count calculations are all greater than r table, namely df = (n-2) which is 150-2 = 148, and a = 5% of 0.1603 and a significant value <0.05. This means that all statements of the variables store atmosphere, promotion application, product display and consumer satisfaction are declared valid.

Reliability Test
Reliability test is used to measure a questionnaire which is an indicator of a variable or construct. A questionnaire is said to be reliable if a person's answer to the statement is consistent over time. A construct or variable is said to be reliable if it provides a Cronbach alpha value> 0.60 (Ghozali, 2018).
Table 2. Reliability test results
	No
	Variables
	Cronbach
Alpha
	Information

	1
	Store atmosphere
	0.734
	Reliable
Cronbach alpha > 0.60

	2
	Promotion Application
	0.813
	Reliable
Cronbach alpha > 0.60

	3
	Product Display
	0.809
	Reliable
Cronbach alpha > 0.60

	4
	Customer Satisfaction
	0.842
	Reliable
Cronbach alpha > 0.60


Source: Research results, data processed 2024
Based on the table above, it shows that the internal consistency reliability value for the alpha coefficient of each variable in each variable is stated to be reliable, the alpha coefficient value for the Store Atmosphere variable (X1) is 0.734, Promotion Application (X2) is 0.813, Product Display (X3) is 0.809 and Consumer Satisfaction (Y) is 0.842. It can be stated that each variable is reliable, thus, the items in this study can be applied for further research. This indicates that all items have met the eligibility standards to be applied to respondents.

Multiple Linear Regression Analysis
Multiple linear regression analysis in this study is to see the influence of store atmosphere (X1), promotion application (X2), product display (X3) on consumer satisfaction (Y) at Tomoro Coffee, Bengkulu City.
Table 3. Multiple Linear Regression Analysis
	Coefficients a

	

Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1,454
	2,837
	
	.512
	.609

	
	Store atmosphere
	.325
	.091
	.281
	3,573
	.000

	
	Promotion Application
	.240
	.086
	.201
	2,801
	.006

	
	Product Display
	.411
	.077
	.409
	5.312
	.000

	a. Dependent Variable: Consumer Satisfaction


Source: Research results, data processed 2024

The table above shows the coefficient value of the Store atmosphere variable (X1) of 0.325 with a positive sign, this indicates that there is a positive influence between Store atmosphere (X1) on consumer satisfaction of Tomoro Coffee, Bengkulu City. The coefficient value of the promotion application variable (X2) is 0.240 with a positive sign, this indicates a positive influence between promotion application (X2) on consumer satisfaction of Tomoro Coffee, Bengkulu City. While the coefficient value of the Product display variable (X3) is 0.411 with a positive sign, this indicates that there is a positive influence between product display (X3) on consumer satisfaction of Tomoro Coffee, Bengkulu City. So the regression equation is:
Y = 1.454 + 0.325 X 1 + 0.240 X 2 + 0.411 X 3 + 2.837

Test the coefficient of determination (R2)
The coefficient of determination value is between zero and one. The Adjusted R² value when evaluating which is the best regression model. In reality, the Adjusted R² value can be negative, even though it is desired to be positive. The determination coefficient test (R2 ) aims to measure how far the model's ability to explain the variation of the dependent variable (Ghozali, 2018)
	[bookmark: _Hlk179834914]Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.800 a
	.640
	.632
	2.25797

	a. Predictors: (Constant), Product Display, Promotion Application, Store atmosphere


Table 4. Results of the coefficient of determination








               
Source: Research results, data processed 2024

The table above shows that the coefficient of determination (R²) value is 0.640, which means that 64% of the consumer satisfaction variable is influenced by the Store atmosphere, promotion application and product display variables and the remaining 36% is influenced by other factors outside the model, namely variables that influence consumer satisfaction at Tomoro Coffee.	

t-test
The t-statistic test basically shows how far the influence of one explanatory/independent variable individually is in explaining the variation of the dependent variable, with the testing criteria if the significance value is <5% or 0.05.
Table 5. t-test results
	[bookmark: _Hlk179834733]Coefficients a

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1,454
	2,837
	
	.512
	.609

	
	Store atmosphere
	.325
	.091
	.281
	3,573
	.000

	
	Promotion Application
	.240
	.086
	.201
	2,801
	.006

	
	Product Display
	.411
	.077
	.409
	5.312
	.000

	a. Dependent Variable: Consumer Satisfaction


 Source: Research results, data processed 2024
The t distribution table is searched at a = 5% : 2 = 2.5% (2-sided test). With degrees of freedom/df = n – k – 1 = 147. Then the t table is 1.976. In the table above, the results of the t test can be seen as follows
a. [bookmark: _Hlk177107124]calculated t value for the Store atmosphere variable (X1 ) is 3.573 > from the t table of 1.976 and the significance level is 0.00 (sig<0.05), this means that there is a significant influence of Store atmosphere on consumer satisfaction at Tomoro Coffee in Bengkulu City.
b. calculated t value for the promotion application variable (X2 ) is 2.801 > from the t table of 1.976 and the significance level is 0.00 (sig<0.05), this means that there is a significant influence of the promotion application on consumer satisfaction at Tomoro Coffee in Bengkulu City.
c. calculated t value for the product display variable (X3 ) is 5.312 > from the t table of 1.976 and the significance level is 0.00 (sig<0.05), this means that there is a significant influence of product display on consumer satisfaction at Tomoro Coffee in Bengkulu City.


F Test
The F test is used to see whether the independent variables simultaneously have an effect on the dependent variable, with a significance level > 0.05 or 5% (Ghozali, 2018).
Table 6. F test results
	ANOVA a

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	1321.872
	3
	440,624
	86,424
	.000 b

	
	Residual
	744,368
	146
	5,098
	
	

	
	Total
	2066.240
	149
	
	
	

	a. Dependent Variable: Consumer Satisfaction

	b. Predictors: (Constant), Product Display, Promotion Application, Store atmosphere


Source: Research results, data processed 2024

Based on the table above, the calculated F value is 86.424 from the F table of 2.67 and the significance value is 0.00 less than 0.05 (<0.05), this shows that simultaneously there is a significant influence of Store atmosphere, promotion application, and product display on consumer satisfaction at Tomoro Coffee, Bengkulu City.
DISCUSSION
The Influence of Store Atmosphere on Consumer Satisfaction
[bookmark: _Hlk177366774][bookmark: _Hlk177364712]Based on the results of research conducted by researchers that there is an influence of Store atmosphere on consumer satisfaction of Tomoro Coffee in Bengkulu City. Where the calculated t value is 3.573> t table 1.976 and a significant level of 0.00 (sig <0.05). So it can be concluded that Store atmosphere has a positive and significant influence partially on consumer satisfaction and has a positive and significant influence on consumer satisfaction and has a unidirectional relationship between the variables Store atmosphere , promotion application , and product display on consumer satisfaction.
[bookmark: _Hlk177365010][bookmark: _Hlk177366941]These results are in accordance with previous research conducted by (Tendean & Widodo, 2015) which successfully proved that there is a significant partial influence between the variables Store Exterior, General Interior, Store Layout, and Interior Display on Consumer Satisfaction at Maja House Sugar & Cream Bandung.

The Influence of Promotion Application on Consumer Satisfaction
Based on research conducted by researchers that there is an influence of promotion application on consumer satisfaction of Tomoro Coffee in Bengkulu City. Where the calculated t value is 2.801> t table 1.976 and a significant level of 0.00 (sig <0.05). So it can be concluded that promotion application has a positive and significant influence partially on consumer satisfaction and has a unidirectional relationship between the variables Store atmosphere, promotion application , and product display on consumer satisfaction.
These results are in accordance with previous research conducted (Yuliyanto, 2020) which proves that there is a significant partial influence between the Promotion variable and Customer Satisfaction at the Aleea Shopid Kebumen Store.

The Influence of Product Display on Consumer Satisfaction
Based on the results of research conducted by researchers that there is an influence of product display on consumer satisfaction of Tomoro Coffee Bengkulu City. Where the t value is 5.312> t table 1.976 and a significant level of 0.00 (sig <0.05). So it can be concluded that product display has a positive and significant influence partially on consumer satisfaction and is significant on consumer satisfaction and has a unidirectional relationship between the variables Store atmosphere, promotion application, and product display on consumer satisfaction.
These results are in accordance with previous research conducted by (Muhammad Yusuf, 2023) which found that there was a significant partial influence between Product Display and Customer Satisfaction at the Jati Mulya Store.


CONCLUSION AND SUGGESTIONS
CONCLUSION
[bookmark: _Hlk177120959]Based on the results of this study and data analysis in Chapter IV, it can be concluded:
1. Store atmosphere, promotion application and product display simultaneously have a significant effect on consumer satisfaction, as evidenced by the results of the multiple linear regression equation Y = 1.454 + 0.325 (X1) + 0.240 (X2) + 0.411 (X3) + 2.837, meaning that if store atmosphere, promotion application and product display are increased by 100%, then consumer satisfaction will be worth 0.325, 0.240 and 0.411.
2. The coefficient of determination value of R square is 0.640. This means that the value of store atmosphere (x1), promotion application (x2) and product display (x3) has an effect on consumer satisfaction (Y) of 64% while the remaining 36% is influenced by other variables not examined in this study.
3. [bookmark: _Hlk177121001]Store atmosphere ( X1) has a significant effect on consumer satisfaction (Y) at Tomoro Coffee, Bengkulu City. This can be proven by the t-test showing t count > t table ( 3.573 > 1.976) and (tsig < a = 0.000 <0.05) for the Store atmosphere variable (X1) this means Ha is accepted.
4. Promotion Application (X2) has a significant effect on consumer satisfaction (Y) at Tomoro Coffee, Bengkulu City. This can be proven by the t-test showing tcount > ttable ( 2.801 > 1.976) and (tsig < a = 0.006 <0.05) for the promotion application variable (X2) this means Ha is accepted .
5. display (X3) has a significant effect on consumer satisfaction (Y) at Tomoro Coffee, Bengkulu City. This can be proven by the t-test showing tcount > ttable ( 5.312 > 1.976) and (tsig < a = 0.000 <0.05) for the product display variable (X3) this means Ha is accepted.

SUGGESTION
The suggestions that researchers can provide are:
1. For Tomoro Coffee, it is hoped that Tomoro Coffee will pay more attention to the store atmosphere, product displays and continue to improve application promotions because these three things can affect consumer satisfaction.
2. For other parties to be able to conduct further research on factors related to store atmosphere , promotion application and product display and matters related to consumer satisfaction because consumer satisfaction is very important for the company.
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