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Abstract

Customer satisfaction is one of the keys to business success, including in the
rapidly growing culinary sector. Sate Apaleh Geurugok Bireuen is a popular local
culinary business, but it still faces challenges in maintaining customer
satisfaction. The purpose of this study is to analyze The Influence of Store
Atmosphere and Electronic Word of Mouth (eWOM) on Customer Satisfaction at
Sate Apaleh Geurugok Bireuen with Excellent Service as a variable mediation.
This study uses a quantitative method, sampling using the lemeshow formula,
because the population size is unknown and a sample of 100 respondents was
obtained. Data were collected through a questionnaire distributed using Google
Forms. Data processing was carried out using Partial Least Squares (PLS)
through the Structural Equation Model (SEM) technique with the help of the
SmartPLS program version 4.1.1. The results of the analysis obtained are: Store
atmosphere has a significant effect on customer satisfaction at Sate Apaleh
Geurugok Bireuen. Electronic word of mouth does not have a significant effect
on customer satisfaction on sate apaleh geurugok bireuen. Excellent service has
a significant influence on customer satisfaction on sate apaleh geurugok bireuen.
Store atmosphere has a significant influence on Excellent service on satay or
Geurugok Bireuen. Electronic of mouth has a significant influence on Excellent
service on satay or Geurugok Bireuen.Store atmosphere has a significant

influence on customer satisfaction on sate apaleh geurugok bireuen with
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excellent service as a mediating variable. Electronic Word of Mouth has a
significant influence on customer satisfaction on sate apaleh geurugok bireuen

with excellent service as a mediating variable.

Keywords: Store Atmosphere, Electronic Word of Mouth, Customer Satisfaction,
Excellent Service
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INTRODUCTION

Customer satisfaction is one of the keys to a company's long-term success,
not only creating loyal customers but also influencing the company's image.
Customer satisfaction is also often positively correlated with the quality of service
provided by a company. This is because friendly, responsive, and efficient service
can meet or even exceed customer expectations. Customer satisfaction can be
assessed as a special feature of a form or product or service that provides a sense
of comfort due to the fulfillment of a need that exceeds consumer expectations.
Based on the definitions of several experts, it is concluded that customer
satisfaction is the fulfillment of appropriate customer expectations resulting from
a sense of satisfaction with the products and services provided (Kumrotin &
Susanti, 2021).

Customer satisfaction isn't just a concern for large companies. Small
businesses, including culinary businesses, must also evaluate customer
satisfaction. Nowadays, many entrepreneurs sell various types of culinary
delights, and each region has its own unique culinary delights that are well-
known to the public and will always be the object of purchase if they have passed
through these areas, and consumers always make purchasing decisions based on
the culinary delights they like and suit their needs. So Geurugok Bireuen is one
of the regions or areas that has always been a culinary delight, one of which is
satay served with peanut sauce and soto sauce.

The culinary delight of satay, beloved by everyone, will never go out of style.
Moreover, its popular store atmosphere and tantalizing flavors consistently
encourage consumers to choose satay as a snack, a main meal, or even a souvenir

for their families upon returning home. The high demand for culinary businesses
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has led to an increase in the number of similar businesses in every region. Based
on data (GoodStats, 2022), the number of culinary businesses based on the 10

provinces with the most, including:

10 Provinsi dengan Usaha Kuliner Terbanyak di Indonesia
Tahun 2020
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Figure 1.
10 Provinces with the Most Culinary Businesses in Indonesia in 2020
Data source: BPS Indonesia (2020)
Based on the image above, it can be seen that Jakarta has the largest number

of culinary businesses in Indonesia, while Yogyakarta Regency has a smaller
number. Aceh province itself has a significant number of culinary businesses, as

shown in the table below:

Table 1.
Number of Restaurants by Business Type in 2022
No Statement Items Amount
1 Restaurant 22
2 Catering 1
3 Other PMM 1
Amount 24

Source: Directorate of Tourism Service Providers 2023
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Based on the table above, it can be seen that there are 24 restaurant
businesses entered in the directorate data, especially in Aceh province, and one
of the restaurants is a culinary satay that is very popular with the people of Keude
Geureugok, namely Apaleh satay, which is an abbreviation of the name of the
owner, Tgk. Saleh. This culinary has been able to establish 12 shophouses that are
used as satay restaurants, considering the many enthusiasts who queue in these
areas and have even become a place visited by tourists or passengers passing
through the Medan-Banda Aceh Road or vice versa. For now, Apaleh Satay
Culinary is open 24 hours, as its name, Apaleh Day Night Satay. The selling price
of satay is only Rp. 35,000 / portion, consisting of satay, soto sauce, peanut sauce,
and rice.

In a study conducted at Sate Apaleh Geureugok, customer satisfaction still
needs to be improved. Several issues, such as store atmosphere and electronic
word of mouth, as well as supporting factors, need to be considered. The attached

table shows the initial research results for Sate Apaleh in 2025:

Table 2.
Initial Customer Satisfaction Research Results
Reasons for Results | Results
No Customer Yes No Amount
Satisfaction
1 The condition of the
sate apaleh place is
very clean and tidy 12 18 30

2 Every dining table
and furniture in the 10 20 30
sate apaleh
restaurant is
arranged neatly so
that it feels like you
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are in your own
home.

3 I am very happy to 7 23 30
be at Sate Apaleh
because the outside
of the shop provides
a large parking area
and looks clean.

4 | Isaw that the service 11 19 30
and condition of the
satay were in

accordance with the
promotion on
Instagram.

5 | Ifeel that the reviews 15 15 30
given are in
accordance with
what I felt at Sate
Apaleh
6 The information on 12 18 30
the Sate Apaleh
website is quite clear.
7 The appearance of 20 10 30
employees in serving
consumers is quite
neat and polite.

8 The attitude of the 9 21 30
waiter is very
friendly and polite in

serving every
customer who comes.
9 | I'will repurchase sate 11 19 30
apaleh because of the

good service
Source: Processed Data, 2025
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The table above shows that the "agree" response was high when faced with
questions about purchasing behavior without feeling needed, but not for
questions about the location of Sate Apaleh, where "disagree" was the dominant
response. Therefore, it can be understood that customer satisfaction is influenced
by store atmosphere and electronic word of mouth.

The high level of desire of buyers who decide to buy Apaleh satay cannot
be separated from the store atmosphere that Apaleh satay has, because in theory
the store atmosphere influences the emotional state of buyers which causes or
influences purchases.(Laili & Canggih, 2021). And this was clearly expressed by
one of the consumers, Mrs. Nuraini, who stated that the condition of the Sate
Apaleh restaurant seemed spacious, and the tables were arranged neatly, there
was no fishy smell or anything else, moreover the parking area was quite spacious
so it was more comfortable if stopping for a long time.

Likewise, the existence of Electronic Word of Mouth (e-WOM) has become
a very important place for consumers to give their opinions and is considered
more effective than WOM because its level of accessibility and reach is wider than
WOM which uses offline media.(Nyoko & Samuel, 2021). The growing
phenomenon of e-WOM will have a positive impact on the development of
product marketing. E-WOM communication allows consumers not only to obtain
information about related products from people they know, but also from groups
of people in different geographical areas who have experience with the product
in question. Sate Apaleh Geureugok uses e-WOM on Instagram, FB, YouTube,
TikTok and the Sate Apaleh website and electronic news media such as Kompas,

Serambi and Prohaba.
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This research is one of the researches that has been done previously, where
the results of previous research gave different results, such as in the
research(Satrya & Telagawathi, 2021)which states that store atmosphere has a
significant positive effect on customer satisfaction, as well as(Waha et al,,
2023a)which states that store atmosphere has a positive impact on increasing
customer satisfaction. However, this differs from research (Putri, 2023)And
(Rijali & Rahmawati, 2022)which states that store atmosphere does not affect
customer satisfaction. Meanwhile, e-WOM has a significant positive influence on
customer satisfaction, as per the research results. (Az Zahra, 2024)And (Pratama
& Yulianthini 2021). This is different from the research results (Pangastuti &
Tjahjaningsih, 2023)which states that e-won does not affect customer satisfaction.

Based on the research gap above, a mediating variable is needed to
determine whether store atmosphere and electronic word of mouth influence
customer satisfaction. In this study, the researchers used the mediating
variableExcellent Service is the best service provided. It's called excellent service
because it meets the service standards set by other companies. However, simply
providing satisfaction and attention to customers isn't enough. It's more about
how a person responds to customer needs, thus creating a positive impression
(Zulfiana & Latie, 2023).

The reason researchers use Service Excellent is because customer satisfaction
is closely related to the service provided in accordance with existing procedures
and this is proven by several studies that have been found, namely (Alhanani &
Santoso, 2023), (Supriyanto, 2019), and (Suparwata & Maria, 2024) which states

that Excellent Service influences customer satisfaction.
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LITERATURE REVIEW
Customer Satisfaction

Customer satisfaction is the level of feeling a person has after comparing
their perceived performance or results with their expectations. Customers can
experience one of three general levels of satisfaction: if performance falls below
expectations, they will feel disappointed; if performance meets expectations, they
will feel satisfied; and if performance exceeds expectations, they will feel very
satisfied, happy, or delighted.(Pitoi et al., 2021).Customer satisfaction is the
fulfillment of customer expectations resulting from a sense of satisfaction with
the products and services provided.(Kumrotin & Susanti, 2021).

Customer satisfaction is a post-purchase evaluation, where the chosen
alternative at least matches or exceeds customer expectations, while
dissatisfaction arises when the outcome does not meet expectations. Customer
satisfaction is the level of a person's feelings after comparing the performance or
results they experience with their expectations.(Saputra et al., 2020).

According to (Widanti et al.,, 2022), there are 5 indicators of customer
satisfaction, namely:

1. Repurchase
Consumers buy goods sold there again without any coercion but of their own
free will, because they feel they provide satisfaction.

2. Creating word of mouth
Customers provide positive information about the food or drinks sold to
other people, family, or relatives with the aim of making other people aware
of the information about the food or drinks sold at that location, thus creating

word of mouth.
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3. Creating a brand image
The presence of a large number of consumers provides a certain level of
satisfaction, so that a brand image of a place emerges due to the taste or
impression of coming to that location, so that consumers will pay less
attention to similar places from other competitors.

4. Creating purchasing decisions in the same company.
Consumers will be happy to use all types of products served at the purchase
location, both drinks and food, as long as the product is originally made in
the same place, so that repeat purchases arise.

5. Buying other products from the same company
Consumers always make purchases on similar products and are provided in
the same location.

Store Atmosphere

Store atmosphere is a combination of designing a store's physical and
emotional environment and attributes to attract shoppers. Atmosphere refers to
how managers manipulate building design, interior spaces, aisle layouts, carpet
and wall textures, smells, colors, shapes, and sounds experienced by customers,
all aimed at achieving a specific effect (Santi et al., 2024). According to Arianty
(2020), Store atmosphere is one of the components of image, which contains a
combination of products sold, services, and customers as a place to enjoy.

Store atmosphere influences shoppers' emotions, which in turn influence
purchases. Emotional states create two dominant feelings: pleasure and desire. In
general, store atmosphere reflects the overall atmosphere of a store, created by
physical elements (exterior, interior, layout, displays) and psychological elements

(comfort, service, cleanliness, product availability, creativity, promotions, and
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technology) (Erviani & Arifin, 2023).

As for the Store Atmosphere indicator according to (Agus & Ritonga, 2023)
that is:

1. Store exterior is the front of a store that can reflect the strength and solidity of
the company's spirit and the nature of the activities within it.

2. Store Exterior consists of the storefront, entrance, signage, and surrounding
environment.

3. General Interior is the interior of a shop in general, which consists of air
temperature, lighting, cleanliness, music, and the type of flooring used.

4. Store layout is the layout arrangement found in a shop.

5. Store layout consists of layout, selling space, and traffic flow pattern.

6. Interior display is a sign that is found in a shop with the hope of providing
guidance for consumers who are visiting, which consists of a signboard and
themed setting display.

Electronic Word of Mouth

Electronic word of mouth is a type of marketing communication in which
consumers or former consumers provide positive or negative reviews regarding

a product or brand that can be accessed by many people via the internet (Belan &

Husda, 2024) Electronic word of mouth (e-WOM) is social communication

conducted on the internet where internet users exchange information related to

products online (Luthfi et al., 2022).

E-WOM is a statement made by potential consumers, real consumers, or
former consumers about products or services consumed using the internet or
online media as a communication medium to share information between

consumers who know each other, do not know each other, and have met before
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(Soinbala & Bessie, 2020).

According to (Sakha et al., 2024), there are 4 indicators of electronic word
of mouth, namely:

1. Positive reviews related to a specific product or brand. Information related to
the assessments received from consumers who have used or purchased the
product or service.

2. Recommendations for specific products or brands. Certain product or service
options are superior to those of their competitors, allowing consumers who
have purchased them to recommend them based on their experience.

3. Frequently read online reviews about other people's impressions of a
product. Information obtained from previous consumers regarding
complaints and advantages of a product or service.

4. Be confident in purchasing a product when you see positive online reviews
from others.

Excellent Service

(Maulyan et al., 2022) Excellent service is a translation of the term "excellent
service," which literally means the best or very good service. It is called excellent
or the best because it meets the applicable service standards or those of the service
provider. Excellent service is about caring. to customers by providing best service
to facilitate ease in fulfilling needs customers and achieve their satisfaction so that

they are always loyal to the organization or company(Fatmasari, 2022).

Service excellence is an important element that is closely related to the

company's success in retaining consumers by serving until consumers reach a

level of satisfaction and become loyal to the company. company(Sakti et al., 2021).

According to (Siregar et al.,, 2020), there are 6 indicators of service
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excellence, namely:

1. Ability.
Ability is certain knowledge and skills that are absolutely necessary to
support excellent service programs, which include ability in the field of work
being pursued, carrying out effective communication, developing
motivation, using public relations as an instrument in building relationships
within and outside the organization/company.

2. Attitude.
Attitude is the behavior or character that must be emphasized when dealing
with customers.

3. Appearance.
Appearance is a person's appearance, whether physical or non-physical,
which is able to reflect the self-confidence and credibility of other parties.

4. Attention
Attention is full concern for customers, both in terms of attention to customer
needs and desires and understanding their suggestions and criticisms.

5. Action.
Actions are various real activities that must be carried out in providing
services to customers.

6. Accountability
Accountability is an attitude of siding with customers as a form of concern to

avoid or minimize customer losses or dissatisfaction.
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Hypothesis Development
Influence the store atmosphere towards customer satisfaction
According to previous research that has discussed the influence of store

atmosphere on customer satisfaction, including the results of research conducted
by (Waha et al., 2023b)stated that store atmosphere has a positive and significant
influence on customer satisfaction. According to (Bagas et al., 2024) stated that
store atmosphere has a positive and significant influence on customer satisfaction.
This research is inversely related to research(Rijali & Rahmawati, 2022)stated that
store atmosphere does not have a significant influence on customer satisfaction.
Based on this description, the following hypothesis can be formulated:
H1: It is suspected that the store atmosphere influences customer satisfaction.
Influence electronic word of mouth towards customer satisfaction

According to previous research that has discussed the influence of
electronic word of mouth on customer satisfaction, including the results of
research conducted by (Naomi & Telagawathi, 2024), e-WOM and service quality
have a significant influence on customer satisfaction. According to (Rohman &
Susanti, 2024)stated that electronic word of mouth has a significant influence on
customer satisfaction. This research is inversely proportional to the research
(Pangastuti & Tjahjaningsih, 2023) states that (e-WOM) does not affect customer
satisfaction. Based on this description, the hypothesis can be formulated as
follows:
H2: It is suspected that electronic word of mouth influences customer satisfaction.
Influence excellent service towards customer satisfaction

According to previous research that has discussed the influence of

excellent service on customer satisfaction is included in the results of research
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conducted by (Alhanani & Santoso, 2022) states that service excellence has a
significant influence on customer satisfaction. According to (Syafira et al., 2023)
states that excellent services have a positive and significant influence on customer
satisfaction.

H3: It is suspected that excellent service has an impact on consumer satisfaction.
The Influence of Store Atmosphere on Excellent Service

According to previous research that has discussed the influence of store
atmosphere on excellent service is included in the research conducted by (Febrian
et al., 2022 ) States that store atmosphere has a significant influence on excellent
service. According to (Febrian et al., 2022), States store atmosphere has a
significant influence on excellent service.
Ha4: It is suspected that the store atmosphere has an effect on excellent service.
The influence of electronic word of mouth on excellent service

According to previous research that has discussed the influence of
electronic of mouth on excellent service is included in the research conducted by
(Prasetyo & Tovtora Dex, 2025) States that the influence of electronic word of
mouth has a significant influence on excellent service. According to (Dewi et al.,
2021)States the influence of electronic mouth has a significant influence on
excellent service.
H5: It is suspected that electronic mouth influences excellent service.
Influence store atmosphere on customer satisfaction with excellent service as a
mediating variable

According to previous research that discussed the influence of store
atmosphere on customer satisfaction with excellent service as a mediating

variable, including in the results of the research conducted(Fauzi & Amri, 2024)
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stated that store atmosphere has a positive effect on customer satisfaction.
Researchers (I. Nengah Suparwata & Maria TH, 2024) state that excellent service
has a positive effect on customer satisfaction. Based on this description, the
following hypothesis can be formulated:
Heé: It is suspected that store atmosphere has an effect on customer satisfaction
with excellent service as a mediating variable.
The influence of electronic word of mouth on customer satisfaction with
excellent service as a mediating variable

According to (Rohman & Susanti, 2024) stated that electronic word of
mouth has a significant influence on customer satisfaction. Researchers (I.
Nengah Suparwata & Maria TH, 2024) state that excellent service has a positive
effect on customer satisfaction. Based on this description, the following
hypothesis can be formulated:
H7: It is suspected that electronic word of mouth has an influence on customer
satisfaction with excellent service as a mediating variable.

The framework of thought in this research is as described below:

Store Atmosphere

Ha\ _— =g~ --a__
Kepuasan Pelanggan

H5

Electronic Word of
Mouth

Figure 2.
Research Framework
Source: Researcher
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RESEARCH METHOD

This research uses a quantitative method, using explanatory research.
Explanatory research aims to describe the position of the variables being studied
and explain the causal relationships between them. (Hairunnisa & Hartati, 2022).
The population in this study is customers who make purchases at Sate Apaleh,
the number of which is unknown and can be said to be in the unlimited category
(Infinite Population). In determining the sample size, the author used the
Lemeshow Formula. This Lemeshow formula was used because the population
size is unknown or infinite (infinite population). With a 10% accuracy level, there
is a sample size of 100, so the number of respondents used is 100.

There are two types of data collection techniques: primary data sources
and secondary data sources. This research data comes from primary data
obtained through questionnaires completed by respondents. The questionnaires
were measured using a Likert scale ranging from 1 to 5.

This study uses a structural analysis method with a Partial Least Squares
(PLS) approach through the Structural Equation Model (SEM) technique, namely
the outer model containing validity analysis, outer loading, reliability, and
hypothesis test results. This study used the assistance of the SmartPLS program

version 4.1.1.

RESULTS AND DISCUSSION
Validity Test

The measurement model describes the relationship between latent
constructs and the indicators that represent them. To ensure the validity of the

questionnaire instrument, a convergent validity test was conducted, where an
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indicator is considered valid if it has an outer loading value above 0.7 and an

Average Variance Extracted (AVE) value exceeding 0.5.(Rahayu & Syahbudin,

2025).
Table 3.
Outer Loading

Variables r indicator Outer Loading Validity
Store Atmosphere SA1 0.902 Valid
(X1) SA2 0.922 Valid
SA3 0.902 Valid
SA4 0.802 Valid
Electronic Word EWOM1 0.918 Valid
of Mouth EWOM2 0.865 Valid
(X2) EWOM3 0.934 Valid
EWOM4 0.929 Valid
Excellent Service SE1 0.854 Valid
(2) SE2 0.929 Valid
SE3 0.934 Valid
SE4 0.911 Valid
Customer KP1 0.916 Valid
Satisfaction KP2 0.826 Valid
(Y) KP3 0.828 Valid
KP4 0.831 Valid

Source: Research data processed by SmartPLS, 2025
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Based on the outer loading values, all indicators scored above 0.7,

indicating they met the specified criteria. Thus, it can be concluded that each

construct meets the recommended validity standards and is considered valid.

Reliability Test

Reliability testing aims to assess whether measurement results remain

stable and consistent when the same instrument is used repeatedly. An indicator

in a questionnaire can be considered reliable if the alpha coefficient value

obtained exceeds 0.7 (Sakha et al., 2024).

Table 4.
Reliability Test
Variables Cronbach's rho_A Composite | Description
Alpha
Store Atmosphere (X1) 0.906 0.914 0.782 Reliable
Electronic Word of 0.932 0.935 0.952 Reliable
Mouth (X2)
Excellent Service (Z) 0.928 0.932 0.824 Reliable
Customer Satisfaction (Y) 0.872 0.877 0.724 Reliable

Source: Research data processed by SmartPLS, 2025
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Based on Table 4, all variables obtained values above 0.70, indicating that

the trial had a good level of reliability and validity. This further confirms the trial's

success, based on the analysis.

Hypothesis Testing

Hypothesis testing is performed by calculating the path coefficient and R?

values. The relationship between constructs is considered significant if the t-

statistic value obtained from the path coefficient calculation using the

Bootstrapping output in SmartPLS shows a specific result. The influence between

constructs, including the moderating effect, is measured based on the path

coefficient value. A relationship is considered significant if the t-statistic value is

>1.96 or the p-value is < 0.05 (Ardiansyach et al., 2022).

Table 5.
Hypothesis Test Results
Variables Original | Sample | Standard | T Statistics P
Sample | Mean | Deviation | (IO/STDEVI) | Values
(O) M) (STDEV)
Store 0.450 0.447 0.074 6,084 0.000
Atmosphere->Customer
satisfaction
Electronic Word of 0.065 0.086 0.111 0.587 0.557
Mouth—->Customer
satisfaction
Excellent 0.476 0.458 0.104 4,598 0.000
Service>Customer
satisfaction
Store 0.204 0.201 0.077 2,630 0.009
Atmosphere->Excellent
Service
Electronic Word of 0.764 0.768 0.074 10,379 0.000
Mouth-> Excellent
Service
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Store 0.097 0.092 0.042 2.324 0.020

Atmosphere->Excellent

Service>Customer
satisfaction

Electronic Word of 0.364 0.352 0.087 4.206 0.000

Mouth->Excellent

Service>Customer
satisfaction

Source: Research data processed by SmartPLS, 2025
Store Atmosphere Towards Customer Satisfaction

The results of the first hypothesis test, the influence of store atmosphere
on customer satisfaction, produced a P value of 0.000. This result is smaller than
0.05 (0.000 < 0.05), meaning it has a significant effect. In conclusion, the store
atmosphere variable has a significant effect on customer satisfaction. Therefore,
Ho is rejected and Ha is accepted.

This is relevant to the findings (Waha et al., 2023b) stated that store
atmosphere has a positive and significant effect on customer satisfaction. This
result is also relevant to the findings(Bagas et al., 2024)stated that the store
atmosphere has a positive and significant influence on customer satisfaction.
Electronic Word of Mouth Towards Customer Satisfaction

On the results of the second hypothesis test, the influence of electronic
word of mouth on customer satisfaction yielded a P value of 0.557. This result is
greater than 0.05 (0.557 > 0.05), meaning it does not have a significant effect. In
conclusion, the variable electronic word of mouth does not have a significant
effect on customer satisfaction.

This seal is relevant to the findings(Pangastuti & Tjahjaningsih, 2023)

stated that (e-WOM) does not affect customer satisfaction. This result is also
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relevant to the findings(Ulhaq et al., 2024)stated that electronic word of mouth
does not affect customer satisfaction.
Excellent Service Towards Customer Satisfaction

On the results of the third hypothesis test, the influenceexcellent service on
customer satisfaction produces a P value of 0.000. This result is smaller than 0.05
(0.000 < 0.05), meaning it has a significant effect. In conclusion, the variable
Excellent service has a significant effect on customer satisfaction. Therefore, Ho is
rejected and Ha is accepted.

These results are relevant to the findings (Alhanani & Santoso, 2022) States
that Service excellence has a significant influence on customer satisfaction. This
result is also relevant to the findings(Syafira et al., 2023)states that excellent
services have a positive and significant influence on customer satisfaction.

Store Atmosphere Against Excellent Service

In the results of the fourth hypothesis test, the influence of store
atmosphere on service excellence yields a P value of 0.009. This result is smaller
than 0.05 (0.009 < 0.05), meaning it has a significant effect. In conclusion, the
variable store atmosphere has a significant influence on service excellence. So, Ho
is rejected and Ha is accepted.

These results are relevant to the findings(Febrian et al., 2022), which state
that store atmosphere has a significant influence on excellent service. These
results are also relevant to the findings (Febrian et al., 2022), which state that store
atmosphere has a significant influence on excellent service.

Electronic of Mouth Against Excellent Service
In the results of the fifth hypothesis, the influence of electronic mouth on

service excellence produces a P value of 0.000. This result is smaller than 0.05
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(0.000 < 0.05), meaning it has a significant effect. In conclusion, the variable
electronic of mouth has a significant influence on excellent service. In conclusion,
the variable store atmosphere has a significant influence on service excellence. So,
Ho is rejected and Ha is accepted.

These results are relevant to the findings (Prasetyo & Tovtora Dex, 2025),
which state that the influence of electronic of mouth has a significant influence on
excellent service. These results are also relevant to the findings(Dewi et al., 2021),
which state that the influence of electronic of mouth has a significant influence on
excellent service.

Store Atmosphere on Customer Satisfaction with Excellent Service as a
Mediating Variable

On the results of the sixth hypothesis test, the influence of store
atmosphere on customer satisfaction with excellent service as a mediating
variable produces a P value of 0.000. This result is smaller than 0.05 (0.000 < 0.05),
meaning it has a significant effect. In conclusion, the variable store atmosphere
has a significant influence on customer satisfaction with excellent service as a
mediating variable. Therefore, Ho is rejected and Ha is accepted.

This is relevant to the findings(Fauzi & Amri, 2024)stated that store
atmosphere has a positive effect on customer satisfaction. This result is also
relevant to the findings (I. Nengah Suparwata & Maria TH, 2024)stated that
excellent service has a positive effect on customer satisfaction.

Electronic Word of Mouth on Customer Satisfaction with Excellent Service as
a Mediating Variable
On the results of the sixth hypothesis test, the influence of electronic word

of mouth on customer satisfaction with excellent service as a mediating variable
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produces a P value of 0.000. This result is smaller than 0.05 (0.000 < 0.05), meaning
it has a significant effect. In conclusion, the variable electronic word of mouth has
a significant influence on customer satisfaction with excellent service as a
mediating variable. Therefore, Ho is rejected and Ha is accepted.

This is relevant to the findings (Rohman & Susanti, 2024) stated that
electronic word of mouth has a significant influence on customer satisfaction. This
result is also relevant to the findings (I. Nengah Suparwata & Maria TH, 2024)

stated that excellent service has a positive effect on customer satisfaction.

CONCLUSION

Based on the description and discussion of the research results regarding
the Influence of Store Atmosphere and Electronic Word of Mouth (Ewon) on
Customer Satisfaction at Sate Apaleh Geurugok Bireuen with Excellent Service as
Variables Mediation, then researchers can conclude as follows: Store atmosphere
has a significant effect on customer satisfaction at Sate Apaleh Geurugok Bireuen.
Electronic word of mouth does not have a significant effect on customer
satisfaction on sate apaleh geurugok bireuen. Excellent service has a significant
influence on customer satisfaction on sate apaleh geurugok bireuen. The store
atmosphere has a significant influence on Excellent service on satay or Geurugok
Bireuen. Electronic of mouth has a significant influence on excellent service on
satay or Geurugok Bireuen.Store atmosphere has a significant influence on
customer satisfaction on sate apaleh geurugok bireuen with excellent service as a
mediating variable. Electronic Word of Mouth has a significant influence on
customer satisfaction in Sate Apaleh Geurugok Bireuen, with excellent service as

a mediating variable. Suggestions for further research include expanding the
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scope of the research object, not limited only to Sate Apaleh Geurugok Bireuen,
but also encompassing other culinary businesses in various regions to obtain
more generalized results. In addition, it is recommended to add other variables
such as product quality, price, or customer loyalty to make the analysis of

customer satisfaction more comprehensive.
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