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ABSTRACT: This study purpose is to identify and explaining effect of employee satisfaction on consumer 

intention behavior to repurchase. Service quality and customer satisfaction variables are positioned as 

mediation variable. Target population of this study are employees and consumers of fashion products at 

Matahari Department Store MATOS outlet, both owned by Matahari Department Store MATOS (14 outlets) and 

owned by tenant (116 outlets). From overall, 106 outlets selected that sell products and different sales 

promotion, while 24 stores were not elected due sell same products as other outlets. Sampling technique is non 

probability purposive sampling approach with 246 employees and 318 consumers in Matahari Department Store 

MATOS outlets, East Java, Indonesia. Data analysis method used is Generalized Structured Component 

Analysis (GSCA). This study shows two findings. First, service quality and customer satisfaction do not mediate 

the effect of employee satisfaction on customer behavior intentions to repurchase. Second, customer satisfaction 
becomes perfect mediation the effect of service quality on repurchase intentions behavior. 

 

KEYWORDS: Intention Behavior to Repurchase, Customer Satisfaction, Service Quality, Employee 
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I. INTRODUCTION 
Malang as student city is second largest city in East Java after Surabaya. Modern retail development in 

Malang also continues. Modern retail has reached 91 units, whereas ideal limit are 18-20 unit (Trade and 

Industry Agency Malang). Competition between modern retail in Malang City is very strict to make customers 
repurchase. Malang Town Square (MATOS) is one of modern retail in Malang City and is one stop shopping 

center in Malang. Matahari Department Store outlets in MATOS compete with other Department Store outlets in 

Malang City. Company can still survive amongst tight competition by using service quality (Tjiptono, 2008). As 

retail services, company's main asset is employees. One characteristic of a service company is intensive 

interaction between employees and customers. Very intensive interaction between employees and customers 

makes customer satisfaction is also determined by level of employee’s service. Satisfied employees are more 

productive to give more qualified service services to consumers (Robbins, 2007). High service quality causes 

consumers repurchase and satisfied (Gronross, 1982; Parasuraman et al., 1985). Satisfied consumers tend to 

repurchase (Oliver, 1980; Parasuraman et al., 1985). Barsade (2001) said that satisfied employees will express 

positive emotions to consumers in form of facial expression and behavior (body language) that funny and can 

ultimately make consumers feel satisfied. First focus of this study is to include service quality and customer 

satisfaction as a mediation variable the effect of employee satisfactions on consumer behavior intention to 
repurchase. This is done based on knowledge of researchers that no one has studied before, and previous 

researchers only examined effect of employee satisfaction on customer satisfaction that mediated by service 

quality. Other researchers only examined the effect of service quality on customer behavior intentions to 

repurchase that mediated by consumer satisfaction. Company's employees are an important asset. Employee 

satisfaction in work can provide a quality service according to theory of job satisfaction, while service quality 

can increase customer satisfaction according to theory of service quality. This is consistent with theory of 

emotional contagion that satisfied employees can satisfy consumers and then affects consumer behavior 

intention to repurchase.Second focus of this research is to measures employee satisfaction variables. Rachel et 

al. (2008) measure employee satisfaction related to satisfaction of salary, promotion, work type, relationship 

with fellow employees, and relationship with supervisor. This research was performed on a travel services 

company, salons and beauty shops, catering, fashion retailing, optical store, and cosmetic store. However, my 
study at Matahari Department Store MATOS was conducted at fashion products so that proper measurement of 
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employee satisfaction consists of: adequacy of salaries, welfare, job fit, fellow employee’s harmony, harmony 
with supervisor, and work environment comfort. Prosperous employees can increase productivity (Hasibuan, 

2003), as well as work environment comfort can increase employee job satisfaction (Luthans, 2011).Third focus 

of this study is to measure customer satisfaction. Rachel et al. (2008) measure customer satisfaction with 

satisfaction of products price, company service, handling of consumer dissatisfaction. However, in this study, 

consists of measuring customer satisfaction satisfied with service, employee’s facial expressions, and 

employee’s behavior. Satisfied employees express positive emotions in facial expressions and mannerisms that 

are pleasant and ultimately create consumers satisfaction (Barsade, 2001). 

 

2. STUDY THEORIES AND HYPOTHESIS DEVELOPMENT 

2.1. Study Theories  

Schiffman and Kanuk (2007) define consumer behavior as behavior that displayed by consumers to 
find, buy, use, evaluate and determine the products and services that they expect to meet their needs. Solomon 

(1999) defines consumer behavior as a learning process for individuals or groups to select, purchase, use or 

specify products, services, ideas or experiences to satisfy needs and desires. While Mowen (1998) defines 

consumer behavior as study units and decision-making processes that involved in receiving, using and 

determining goods, services, and ideas. Decision-making units are used because decision can be made by 

individuals or groups. 

 

Consumer behavior is process and activity when a person search, selects, purchase, use, and evaluate 

products and services to meet their needs and desires (Ducan, 2005). Low price product (low-involvement) 

involves easy decision-making process, whereas high price product (high-involvement) involves decision-

making with careful consideration. Consumer behavior is things that underlie consumer purchase decision 

(Kincaid, 2003). Satisfaction can be interpreted as an effort to fulfill something or make something adequate 
(Hunt, 1977; Tjiptono, 2008). Parasuraman et al. (1988) suggest that customer satisfaction is consumers feeling 

against one type of service he got. Oliver (1997) stated that satisfaction is a customer response on fulfilled 

needs. Item or service assessment provides a level of comfort to fulfill needs. 

 

Expectancy disconfirmation theory that developed by Oliver (1980) explain that customer satisfaction 

is evaluation result after consuming product to compare their expectations with product performance. 

Expectation disconfirmation theory has three assumptions of customer satisfaction, namely: a) Confirmation 

would occur when actual product performance is suitable with customer expectations. Confirmation will create 

neutral feeling. b) Positive disconfirmation will occur when product performance exceeds consumer 

expectations. Positive disconfirmation will create satisfied customers. c) Negative disconfirmation will occur 

when the product performance is lower than consumer expectations. Negative disconfirmation will create 
consumer dissatisfaction. Zeithaml (2009) found that satisfied customers will loyal to product, while loyal 

customer will repurchase, spreading positive information to others, and recommend to his family and friends. 

 

Gronroos (1982) says that “service” word has many meanings and scope. Simplest form of service is 

from one person to another. It could also be interpreted as start of service given by men, both explicit and 

implicit service to support facilities that should be available in sales and services of other objects. Berry (2002) 

states that service are deeds (actions, procedures, and activities), processes, and intangible work. Lovelock 

(2002) defines service as an economic activity that creates and delivers benefits to customers at a particular time 

and place. Result and actions bring about desired changes in themselves or on behalf of service recipient. Kotler 

(2007) defines a service as any act or performance that can be offered by one party to another and essentially 

intangible and does not result ownership, the production process may or may not be associated with a physical 

product.Kreitner and Kinicki (2005) define job satisfaction as the effectiveness or emotional responses to 
various aspects of work. According to Knouse (2009), organization will run smoothly if all services provided by 

the employee to organization's attention and reward are balance so employees feel satisfied. Low job satisfaction 

is believed to become one of damage symptoms to an organization's conditions (Zhang and Chen, 2010). Job 

satisfaction concept refers to an attitude or an individual’s emotional reaction to his work (Luthan, 2009). Job 

satisfaction is emotional state of employees who happen or not happen to meet point between value benefits for 

employees and organization remuneration levels that are desired by the employee (Martoyo, 2000). According 

Anoraga (1992), job satisfaction is a general attitude that is result of some special properties of factors of job, 

social adjustment and individual relationships outside of work. Someone work because of motivation 

(Manullang, 1984). Work that suitable with individual’s desire can increase satisfaction (Handoko, 1996). Jewell 

and Siegall (1998) attitude arise based on assessment of work. Satisfaction is a state that supports or does not 

support the work experience of employees (Davis, 1994; Mangkunagara, 2002). Satisfaction is a positive 
attitude towards one's work (Baron and Greenberg, 2003).  
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Employee satisfaction is influenced by intrinsic (Cushway and Lodge, 2002). Employee benefits 
include saving money, help employees, the division in form of stock, health insurance, retirement benefits, 

holiday allowances, incentives, overtime and holiday fees (Hasibuan, 2003). Employee satisfaction factors 

include salary, type of employment, promotion, supervisor, co-worker, a sense of security and rest time 

(Anoraga, 1992; Umar, 2005). Satisfaction and dissatisfaction have an effect on employee performance (Ostroff, 

1992; Kreitner, 2003).Emotional contagion is social effect (Schacter, 1959). Emotional contagion can occur 

consciously and subconsciously (Druckman and Bjork, 1994; Hatfield et al., 1994; Gladwell, 2000; Totterdell, 

2000; Kelly and Barsade, 2001). Emotional contagion is a person's tendency to imitate automatically and make 

expressions adjustments and body movements vocalizations (Friedman, 1980; Schoenewolf, 1990; Hatfield et 

al., 1992). Work requires employee’s emotional (Hochschild, 1983; Rafaeli and Sutton, 1988). Howard and 

Gengler (2001) said emotional contagion occurs in presence of recipient and sender. Emotional contagion can 

happen between employees and customers (Pugh 2001; Verbeke 1997). Facial expressions include anger, fear, 
sadness, disgust, shock, humiliation, and a sense of happiness (Dorothy, 2004). Transmission of negative 

emotions outweighs the positive emotions (Nyklicek et al., 1997; Cacioppo et al., 1997; Kanouse and Hanson, 

1972; Hamilton and Zanna, 1972; Crandall, 1975; Hollmann, 1972; Robbins and DeNisi, 1994; Bartel and 

Saavedra, 2000). Emotional energy refers to intensity of emotions expressed during the speech (Scherer, 1981). 

Emotional energy contained in nonverbal behavior (Wallbott and Scherer, 1986). Someone who express 

emotions in a more robust (Robinson and McArthur (1982), or those who express their emotions clearly by 

Friedman et al. (1980) is that they assume will have faster response and good opportunity to transfer their 

emotions to others (Sullins, 1989, 1991). 

 

Depression is shown on an electronic screen with low energy expression, and then people who look at 

electronic screen can not know that subject has been under depression pressure (Prkachin et al., 1977; Gerson 

and Perlman, 1979). Adversely, if subject display high energy on an electronic screen, then the people at 
electronic display can be clearly determines that subjects had depression (Buck, 1984). Emotional contagion 

with higher energy is more accurate than the low energy (Mehrabian, 1972). Transmission of an individual's 

mood can be a direct source of information about themselves (Frijda, 1988). Affective information among 

individuals will affect the assessment group (Hess and Kirouac, 2000). Affective information is shown in form 

of a smile, facial expressions, and vocalizations (Levenson, 1996). Emotional contagion can affect individuals 

and groups (Forgas, 1992). Information received will include social and behavior assessment, as well as inter-

group effect (Clark and Isen, 1982; Dovidio et al., 2000).Behavior is very important in group (Marcus, 1987; 

Chertock, 1974). Negative mood is related to group rejection, while positive mood is related to group 

acceptance (Carver et al., 1994). Negative mood can lead to conflict (Evans, 1965; Gero, 1985; Jehn, 1995). 

Transmission of positive emotions can reduce negative emotions (Baron, 1984). Being glad is better than being 

happy (Staw and Barsade, 1993). Sullivan and Conway (1989) stated cognitive had a major role in complex 
logical reasoning and problem solving. Forgas (1998) said that a person with positive mood will more effective 

as a negotiator than in a negative mood. George (1991) says that positive mood will improve employee’s 

performance to serve customers. Nonverbal communication is communication between individuals that involves 

non-verbal language in form of facial expression, eye contact, body movement and posture (Baron and Byrne, 

2004; Bovee and Thill, 2007) 

 

2.2. Hypothesis Development 

2.2.1. Employee Satisfaction, Service Quality and Customer Behavior Intentions to Repurchase 

Relationship between employee satisfaction and service quality is described by theory of job 

satisfaction, positive feelings toward one's work is an evaluation result of their characteristics (Robbins, 2007). 

A person with a high level of satisfaction will show a positive attitude towards work, while someone who is not 

satisfied with his work will show a negative attitude. Empirical studies of Hartline and Ferrell (1996) found job 
satisfaction has a positive effect on service quality. Pugh (2001) found that emotional employees shown a 

positive effect of service quality. Brown and Lam 2008) and Rachel et al. (2008) found that employee 

satisfaction has a positive effect on service quality. 

 

Relationship between service quality and intention behavior to repurchase is explained by theory of 

service quality.  Gronross (1982) said that service quality is resulted from difference between what is perceived 

by customer and expected performance. Higher service quality makes consumers show behavior intention to 

repurchase (Borzooei and Asgari, 2013; Giantari et al. 2013), and lower service quality makes consumer will 

move to a competitor. Empirical studies of Udo et al. (2010) found that quality of Web services have significant 

positive effect on intention to visit again. Zeithaml et al. (1996) found that service quality have a significant 

positive effect on behavior intention to repurchase.  
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However, the research of Cronin and Taylor (1992) found service quality has no significant effect on 
intention to repurchase consumer. Customer not only looks at service quality but consumers also interested in 

value of service provided.Theories and empirical studies above indicate a relationship between employee 

satisfactions with intention behavior to repurchase that mediated by service quality. Therefore, research 

hypothesis is follows: 

H1: Employee satisfaction affect on consumer behavior intention to repurchase with service quality as 

a mediation variable. 

 

2.2.2. Employee Satisfaction, Customer Satisfaction and Behavior Intention to Repurchase 

Relationship between employee satisfaction and customer satisfaction is explained by theory of 

Emotional Contagion (Barsade, 2001).  Satisfied employees will show positive emotions to consumers in form 

of facial expressions and fun mannerisms that can make consumers feel satisfied. Empirical studies of Homburg 
and Stock (2004); Rachel et al. (2008); Christina and Dogan (2009); Ahmed et al. (2011); Hassan et al. (2013) 

found that employee satisfaction has a positive effect on customer satisfaction. While research Brown and Lam 

(2008) found employee satisfaction has no significant effect on customer satisfaction. 

 

Relationship between customer satisfaction and behavior intention to repurchase is described by 

expectancy disconfirmation theory (Oliver, 1980). Customer satisfaction is result of product consumption 

evaluation to assess and comparing their expectations with performance of product. According to Zeithaml 

(2009), satisfied consumers will be loyal to product, while loyal consumers will repurchase, disseminate positive 

information to others, and recommending to his family and friends. Empirical studies of Zeithaml et al. (1996); 

Oliver et al. (1997); Ryu et al. (2008); Udo et al. (2010); Rong and Jun (2011); Paul et al. (2011) show that 

customer satisfaction have a significant positive effect on behavior intention to repurchase. Study result of 

Fornell et al. (1994); Ganesh et al. (2000); Sirdeshmukh et al. (2002); Kim et al. (2004) show that customer 
satisfaction has a significant positive effect on consumer loyalty. 

 

Theory and empirical studies above indicate a relationship between employee satisfaction and intention 

behavior to repurchase that mediated by customer satisfaction. Therefore, research hypothesis is follows: 

H2: Employee satisfaction affect on behavior intention to repurchase that mediated by customer 

satisfaction  

 

2.2.3. Service Quality, Customer Satisfaction and Behavior Intention to Repurchase 

Relationship between service qualities to customer satisfaction is explained by theory of service quality 

(Grӧnross, 1982). Service quality is resulted from difference between what is perceived by customer and 

expected performance. Empirical studies of Anderson and Lehmann (1992); Wen (2007); Rachel et al. (2008); 
Brown and Lam (2008); Udo Iet al. (2010); Paul et al. (2011) show that service quality has a significant positive 

effect on customer satisfaction (Setiawan, 2013). Research results of Babakus and Boller (1992); Cronin and 

Taylor (1992); Gonzales et al. (2007) show that service quality is an antecedent of customer satisfaction. 

 

Theory and empirical studies above indicate a relationship of service quality and behavior intention to 

repurchase that mediated by customer satisfaction. Therefore, research hypothesis is follows: 

H3: Service quality affect on consumer behavior intention to repurchase that mediated by customer 

satisfaction  
 

III. METHODOLOGY 
3.1. Sample 

Target populations of this study were employees and consumers of fashion products at Matahari 

Department Store outlet in Malang Town Square (MATOS), East Java, Indonesia, both owned by Matahari 

Department Store MATOS of 14 outlets and tenant as much as 116 outlets. Total 106 outlets selected with 

different types of products. The study respondents consisted of employees and customers. All employees who 
have been working for at least 6 months in 106 outlets were selected as sample. Employees who meet these 

criteria are 246 people. Distribution at each outlet is presented in Table 1. Consumer who buys at Matahari 

Department Store MATOS for each one shifts between 3-6 customers. Two shifts per day have minimum 6 

consumers. Therefore, 3 customers are selected for each outlet, with 2 outlets each day researching, and then 

number samples are 106 X 3 = 318 consumers. Total respondents = 246 employees + 318 customer = 564 

respondents. The number of samples for each outlet is big. It is consistent with Sugiyono (2011) that closer 

number of samples to population, then chances of generalization error is smaller. 
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3.2. Data Collection Method 
Respondent candidates who meet criteria were given a questionnaire. Distributed questionnaires are 

579 copies, where 246 for employees and 333 for consumers. Returned questionnaire are 573 copies, 246 for 

employees and 327 for customers, with 98.96 % respon level. Sorting process result was 564 copies, consisting 

of 246 employees and 318 customers. Data is presented in Table 1. Data tabulation was analyzed with 

descriptive statistics and inferential statistics GSCA (Generalized Structured Component Analysis). 

 

Table 1. The number of Outlets, Sample Employee and Consumer Samples 

 

No. Outlet type based on 

employee quantity  

Outlet quantity Employee 

samples 

Consumers samples  

1 One employee  5 5 15 

2 Two employees  81 162 243 

3 Three employees  1 3 3 

4 Four employees  19 76 57 

Total  106 246 318 

Source: Primary Data Processed, Year 2013 

 

3.3. Variables measurement 

3.3.1. Employee satisfaction 

Employee satisfaction is employee work assessment at Matahari Department Store MATOS outlets. 

Employee satisfaction is measured by six indicators of Rachel et al. (2008); Hartline and Ferrell (1996); 

Hasibuan (2003); Luthans (2011), namely: adequacy of salary received, employee benefits, job suitability, 

harmony among employees, harmony with supervisors and comfort work environment. 

 

3.3.2. Service quality  

Service quality is services value that provided by employees at Matahari Department Store MATOS 

outlet to consumers who buy fashion products. Service quality is measured by 5 indicators of Rachel et al. 

(2008); Udo et al. (2010); Hartline and Ferrell (1996); Ganesh et al. (2000); Parasuraman et al. (1985), namely: 

employee neatness, Service hospitality, service speed, employee’s ability, and employee understanding. 

 

3.3.3. Consumer satisfaction 

Consumer satisfaction is consumer perceptions on employee service of Matahari Department Store 

MATOS outlets after buying fashion products. Customer satisfaction is measured by 3 indicators of Rachel et al. 

(2008); Paul et al. (2011); Barsade (2001), namely: satisfaction with service, satisfaction with employee facial 

expressions, and satisfaction with employee behavior. 

 

3.3.4. Behavior Intention to Repurchase  

Behavior intention to repurchase is positive behaviors of consumers to be able to repurchase in 

Matahari Department stores Store MATOS. Intention behavior to repurchase is measured by four indicators of 

Paul et al. (2011); Gonzales et al. (2007); Udo et al. (2010); Sirdeshmukh et al. (2002); Zeithaml et al. (1996), 

namely: repurchase intention, recommendation intention, no sensitivity to price, willingness to talk about 
positive things. 

 

IV. DATA ANALYSIS RESULTS 
4.1. Research Variables Characteristic  

Variables characteristic are obtained by analysis of SPSS version 20 and GSCA analysis and 

represented in Table 2 below: 
 

Table 2. Recapitulation of Loading Estimate Value and Mean (Mean) 
 

Research 

Variables  
Indicators  

Loading 

Estimate 

Mean 

Indicators  Variables  

Kepuasan 
 Karyawan (X) 

AVE = 0,420. Alpha = 0,715     

Adequacy of Salary received (X1) 0.693  3,68 

3,78 

Employees welfare (X2) 0.488  2,99 

Work Suitability (X3) 0.630  3,93 

Harmony with fellow employee (X4) 0.739  4,30 

Harmony with supervisor (X5) 0.766  4,03 

Comfort of work environment (X6)  0.521  3,72 
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Service Quality 
(Y1) 

AVE = 0,448. Alpha = 0,690    

Employees Neatness (Y1.1)  0.387  4,01 

3,61 

Service Hospitality (Y1.2)  0.704  3,70 

Service Speed (Y1.3)  0.792  3,52 

Employees Ability (Y1.4)  0.791  3,47 

Employees Understanding (Y1.5)  0.585  3,34 

Consumer 

Satisfaction 
(Y2) 

AVE = 0,743. Alpha = 0,828    

Satisfaction with services (Y2.1)  0.861  3,67 

3,51 Employee satisfaction with facial expressions (Y2.2)  0.864  3,38 

Satisfaction with employee behavior (Y2.3)  0.861  3,47 

Behavior 
Intention to 

Repurchase 
(Y3) 

AVE = 0,530. Alpha = 0,693    

Willingness to repurchase (Y3.1) 0.762  3,98 

3,52 
Willingness recommend (Y3.2) 0.845  3,66 

Not price sensitive (Y3.3)  0.544  2,92 

Willingness to talk about the positive (Y3.4)  0.729  3,51 

 

Source: Results of analysis of GSCA, in 2013 
 

Recapitulation the loading estimate and mean value in Table 2 above show that all indicators in study 

are valid to reflect measurement of latent variables. This statement is supported by loading estimate value of all 

indicators are greater than 0.3 and value of critical point (CR) is significant at 95% confidence level. Test results 

of AVE root values for all variables are greater than correlation with all other latent variables. This means that 

all latent variables in this study had good discriminant validity Data analysis results for all alpha value are 

greater than 0.6. This value can be interpreted that all study variables had good internal consistency reliability. 

Based on real respondent’s perceptions for employee satisfaction variable, service quality, customer satisfaction 

and behavior intention to repurchase variables have average value (mean) fewer than 4. These results can be 

interpreted that all variables in this study have not been well perceived by respondents. 

 

4.2. Measurement Model Results and Hypothesis testing 

Research hypothesis testing is seen from GSCA output at path coefficient estimate value and critical 

point (CR *) that significant α = 0.05 among latent variables, at shown in Table 3 below. 

 

Table 3. Structural Model 

 

Path Coefficients  
Description  

Pengaruh Langsung   Estimate  SE  CR  

Employee Satisfaction →Service Quality  0.109  0.109  1.0  Insignificant  

Employee Satisfaction →Consumer Satisfaction  -0.090  0.071  1.26  Insignificant  

Service Quality → Consumer Satisfaction 0.734  0.059  12.43*  Significant  

Service Quality →Behavior Intention to Repurchase  0.172  0.151  1.14  Insignificant  

Consumer Satisfaction → Behavior Intention to Repurchase 0.323  0.150  2.16*  Significant  

Source: GSCA Analysis Results, 2013 

 

GSCA analysis results in Table 3 above can become research model and hypothesis testing results, as 

shown in Figure 1 below: 

First hypothesis (H1) that employee satisfaction affect on behavior intention to repurchase with service 

quality as mediation is not proven. Effect of employee satisfaction on service quality and service quality to 

behavior intention to repurchase is not significant. When associated with a mean value of employee satisfaction 
and loading estimate in Table 2, it associate to employee satisfaction which tend to be dominated by satisfaction 

of good relationship with supervisors and fellow employees and not able to improve service quality  that 

dominated by service speed and employees ability to serve customers. 
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Figure 1. Path Coefficient Diagram and Hypothesis Testing                                                      
                                               

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

Description: CR* = Significant at α = 0.05 
Source: GSCA Analysis Result, year 2013 

 

Second hypothesis (H2) that employee satisfaction affect on behavior intentions to repurchase with 

customer satisfaction as a mediation variable is not proven. Despite consumer satisfaction significantly affect on 

behavior intention to repurchase, but effect of employee satisfaction on customer satisfaction is not significant. 

This means that employees who are satisfied do not significantly affect to increase customer satisfaction in 

Matahari Department Store MATOS outlets. This associate with employee satisfaction at Matahari Department 

Store MATOS outlets who was not expressed in facial expression and behavior (body language) to please 

consumer and unable to automatically transmit positive emotions to consumers.Third hypothesis (H3) that 

service quality affects on behavior intention to repurchase with customer satisfaction as a mediation variable is 

proved. Effect of service quality on customer satisfaction and customer satisfaction on behavior intention to 
repurchase are significant. This means that service quality significantly affect customer satisfaction. Good 

service quality can increase consumer’s satisfaction who buys fashion products at Matahari Department Store 

MATOS outlet. 
 

V. DISCUSSION AND CONCLUSION 
Previous studies result only examined effect of employee satisfaction on customer satisfaction that 

mediated by service quality. Other studies also only examined effect of service quality on customer behavior 

intentions to repurchase that mediated by customer satisfaction. However, this study combines simultaneous 

effect of employee satisfaction on behavior intention to repurchase with service quality and customer 

satisfaction become mediation variable. In addition, measurements of this study differ with previous research on 
variable employee satisfaction and customer satisfaction.This research results show employee satisfaction does 

not affect on service quality. This study findings indicate that employee satisfaction in Matahari Department 

Store MATOS outlets still not improve service quality. It is related to salary received by employee is not suitable 

with employee's work load, as well as employee benefits as holiday allowances, incentives, overtime salaries, 

holidays and health insurance. There is no clarity on part of supplier and Matahari Department Store MATOS. In 

addition, employee satisfaction tend be dominated by satisfaction of good relationship with supervisors and 

fellow employees. It is not able to improve service quality that dominated by service speed and employee's 

ability to serve customers. These results were confirmed by consumer interviews in Matahari Department Store 

MATOS outlets which showed that consumers typically want to inquire about the model, type size, price 

discount, fitting rooms and easy cashier position. However, consumers are often faced with employees that less 

attention to consumer, usually do not greet customers, and also sometimes away from outlets so consumers can 
not ask about fashion products wanted. This study finding reinforce job satisfaction theory of Robbins (2007) 

that satisfied employees are more productive than unsatisfied employees. Therefore, a disgruntled employee can 

not provide the appropriate service to consumers. 

Employee 
Satisfaction  

(X) 

Consumer 
Satisfaction  

(Y2) 

Service 
Quality (Y1) 

Behavior 
Intention to 
Purchase  

(Y3) 

0.109/1.00
 

-0.090/1.26
 

0.734/12.43
*

 

0.172/1.14 

0.323/2.16
*
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Furthermore, employee satisfaction has no effect on customer satisfaction. This study findings indicate 
that employee satisfaction in Matahari Department Store MATOS outlets is not expressed in facial expression 

and behavior (body language) to please consumer and unable to transmit positive emotions to consumers. 

Interviews with consumers shows that employees in Matahari Department Store MATOS outlets sometimes 

show surly or sullen expression. Similarly, consumer consider employees behavior is less fun because 

sometimes act reluctantly, arrogant and sometimes clustered in groups or with their friends. In addition, 

employees sometimes away from outlets so that consumers have difficulties to ask fashion products, such as 

model, type size, and price discount. This study finding reinforce theory Emotional Contagion of Barsade (2001) 

that a disgruntled employee can express negative emotions to consumers in form of facial expression and surly 

behavior.Customer satisfaction mediates the effect of service qualities on customer behavior intentions to 

repurchase. This means that service quality at Matahari Department Store MATOS outlets can make consumers 

feel satisfied, while satisfied consumers can increase behavior intention to repurchase fashion product. These 
study findings reinforce service quality theory of Gronross (1982) and Parasuraman et at. (1985) that service 

quality can improve customer satisfaction, while satisfied customers can have behavior intention to repurchase. 

Although employee satisfaction has no significant effect on service quality and customer satisfaction, but 

employee satisfaction, it is important to note because satisfied employees can provide a quality service, and be 

able to express positive emotions to consumers. 

 

This study conclusion is employee satisfaction has not been able to increase behavior intention to 

repurchase with service quality as mediation variable. Employees service quality in Matahari Department Store 

MATOS outlets do not directly have significant effect on consumer behavior intention to repurchase. Service 

speed, employee’s ability and employee understanding still perceived low by consumers and still not able 

directly increase consumer behavior intention to repurchase. This relate to third hypothesis test that customer 

satisfaction become perfect mediator the effect of service quality on consumer behavior intentions to repurchase. 
Employee satisfaction has not been able to increase behavior intention to repurchase with customer satisfaction 

as a mediation variable. 
 

VI. THEORETICAL AND PRACTICAL IMPLICATIONS 
This study results support consumer behavior theory of Schiffman and Kanuk (2007), consumer 

satisfaction theory of Parasuraman et al. (1988), and service quality theory of Gronross (1982) that service 

quality can improve customer satisfaction while satisfied customers can show behavior intention to repurchase. 
It strengthen job satisfaction theory of Robbins (2007) that disgruntled employees are less productive. 

Therefore, a disgruntled employee can not provide a good quality service. It strengthen emotional contagion 

theory of Barsade (2001) that a disgruntled employee can express negative emotions in form of facial 

expressions and less fungsional behavior. Practical implications of this study are to provide a marketing strategy 

concept to management at Matahari Department Store MATOS to attract and retain consumers. Marketing 

strategy is intended to improve service quality. Pt proved that service quality can create customer satisfaction; 

satisfied consumers can increase consumer behavior intentions to repurchase. 

 

VII. LIMITATION AND FUTURE RESEARCH 
Researcher does this study maximally, but there is a limitation related to wide scope of discussion. 

Therefore it recommended for future research to reduce this study limitation. Future research recommendation is 

to include atmosphere of modern retail in research model. It is based on interviews with consumers. It shown 

that customer satisfaction is also strongly influenced by retail atmosphere. 
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