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Abstract 

The success of convenience stores is not only the proximity factor but also time, 

especially for postmodern individuals who are characterized by the need for speed 

and social interaction. Research linking proximity and time is still very limited, while 

the two variables are closely related to shopping activities. This study aims to 

examine the relationships between both material and immaterial proximity to retail 

loyalty; and the mediating role of time management and time saving (time 

convenience). This study used quantitative methods by means of PLS, where a total 

of 150 responses were collected from minimarket consumers in residential areas in 

Indonesia using a purposive sampling method. The results show that access, 

functional and social proximities affect time management, while time saving factors 

are only functional and relational proximities. Both time management and time 

saving have a positive relationship with loyalty. The mediation test found that time 

management mediates the effects of access, functional and social proximities on 

loyalty. Meanwhile, time saving mediates the effects of functional and relational 

proximities on loyalty. This finding mainly fills a gap in research that is still limited 

in linking the immaterial dimensions of intimacy and customer loyalty. This research 

enriches the concept of location for the service industry, especially retailers and 

provides practical implications in store operational management. 
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Introduction 

Managing retail loyalty is an important managerial challenge in the current environment 

of an evolving market for organized retailing and increasing global competition 

(Geetha, 2015). Meanwhile, many retail practitioners state that one of the retail 

challenges in today's digital era is maintaining consumer loyalty because consumers are 

faced with many product choices and prices that vary greatly (Reinartz, Wiegand and 

Imschloss, 2019). However, the Global Retail Development Index 2019 states that 

Indonesian retailers remained top ten. The Indonesian retail market is five out of 30 

developing countries worldwide, with a 55.9 score (out of the highest score of 100) 

(Kearney, 2019). 

 

One of the surviving retail formats is the convenience store in the minimarket format, 

which is widely available in residential areas. Much of the profit of a convenience store 

depends on whether the store layout, variety, brand, and location contribute to the 

store's "comfort" element (Singh et al., 2020). Global retail sales through the 

convenience store channel totaled US$3,256 billion in 2017, up 6.7% in 2016, and is 

projected to reach US$4,902 billion by 2022 (Reportlinker, 2022). Interestingly, the 

conditions for retail growth in Indonesia are different between minimarkets 

(convenience stores) and large retailers. Since January 2020, the number of large 

minimarket outlets in Indonesia, Indomaret, has 15,526 franchised outlets, 13,522 

Alfamart franchised outlets and 1,478 Alfamidi franchised outlets. Indomaret also 

continues to grow by franchising 17,681 outlets consisting of 60% self-owned and 40% 

community owned (Katadata.co.id, 2019). A different trend occurred with large retail 

stores experiencing a decline. The chairman of Aprindo (Indonesian Retailers 

Association) stated that a significant decline was felt by their large retail companies in 

Indonesia, reporting that the company's operating income had declined over the 

previous two years, touching its lowest level in 2018 (Evandio, 2020). 

 

According to AC Nielsen, the decline in large retail stores has become a global trend 

and is caused by proximity retail, where people prefer to shop in places close to their 

neighborhoods because goods or products sold in large retail stores can be found in 

small retail stores (Suhendra, 2017). This consumer behavior is reinforced by data that 

consumers currently no longer want to shop with a stock system or large quantities, and 

more consumers are shopping according to short-term needs (Hikam, 2019). 

Meanwhile, according to Gahinet and Cliquet (2018), the success of convenience stores 

is not only the distance factor but also time, especially for postmodern individuals who 

are characterized by the need for speed and social interaction (Firat, 1991; Alhassan, 

2020). 

 

Central Place Theory (Christaller, 1933) states that consumers prefer the nearest center 

that offers the goods or services needed. Meanwhile, Huff (1963) and Fox et al. (2004) 

stated that distance or time is part of the factors considered in choosing a retail location 

because it affects the possibility of consumers visiting the store. Several previous 

studies have examined the effect of location or proximity on consumer loyalty. The 

findings of Ramanathan et al. (2017) show that store location has a positive effect on 

loyalty which affects retail sales, as well as Blut, Teller and Floh (2018) who found that 

proximity, spatial and temporal distance affect patronage intention. Meanwhile, Kaytaz 

Yigit and Tıgli (2018) examined the effect of time pressure on influencing consumer 

behavior or consumer loyalty. Unfortunately, research linking distance and time is still 
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limited, while the two variables closely relate to shopping activities. Proximity refers 

to geographic, temporal, and affective concepts (Gahinet and Cliquet, 2018). On the 

other hand, proximity is mostly studied with a material approach (geographical/access), 

while studies with an immaterial approach (social relationship) are still very limited. 

 

Functional proximity refers to practicality and efficiency in conducting shopping 

activities. It builds the tangible aspect of store image, together with access proximity 

which exemplifies location and easy access to the store (Hérault-Fournier et al., 2012). 

Relational proximity characterizes social relationship between customers and staffs. As 

the second immaterial dimension, social or identity proximity explains shared values 

and sense of belongingness towards the store. In a previous study, Gahinet and Cliquet 

(2018) found that functional, social, and relational proximity, affects loyalty. However, 

access proximity does not significantly affect loyalty but is mediated by time 

convenience. Proximity to access will increase loyalty if consumers can manage time 

or if the store has flexible opening hours. Unfortunately, these studies have not linked 

immaterial proximity to time convenience. The shorter the travel time to the store or 

shopping, the more loyal customers are to the store (McGoldrick and Andre, 1997). 

Meanwhile, Indonesian people have collectivist values (Mangundjaya, 2010), such as 

liking to be in groups, socializing with someone, or saying hello in a store that can 

extend shopping time. 

 

This research was conducted on 150 minimarket consumers in Surabaya-Indonesia. 

Indonesian retail is one of the most promising sectors within Asia, supported by its large 

population and a growing middle class with higher household purchasing power and 

increasingly modern shopping habits (Mordor Intelligence, 2021). Research in Asian 

communities, especially Indonesia, is interesting because it has different socio-cultural 

conditions, producing findings contributing to the retail proximity literature. Second, 

this study analyzes the effect of all proximity factors, both material and immaterial 

(Gahinet and Cliquet, 2018), on time convenience and retail loyalty, which still lacks 

empirical evidence within the framework of retail location theory. 

 

 

Literature Review 

Retail Loyalty 

The frequency of store visits and the relative volume spent are measures of consumer 

behavior characteristics (Ailawadi, Pauwels and Steenkamp, 2008; Seenivasan, Sudhir 

and Talukdar, 2016). Loyalty can be defined as a widely held commitment to 

consistently repurchase a preferred product or service in the future (Oliver, 1980); 

consequently, it leads to repeated same brand or product acquisitions regardless of 

marketing efforts or even situational influences (Chaudhuri and Holbrook, 2001). Dick 

and Basu (1994) conceptualized customer loyalty based on the relationship between 

relative attitude and repeat patronage behavior. Customer loyalty can be characterized 

as one of the important success measures for different businesses in the market 

(Nyadzayo and Khajehzadeh, 2016), including in the context of the retail industry. 

Customer loyalty includes attitudinal and behavioral dimensions, where relative 

attitude refers to loyalty and repeat patronage behavior refers to behavioral loyalty. It 

has been suggested that integrating the attitude dimension into the loyalty model 

(patronage behavior) will increase its predictive ability (Dick and Basu, 1994). In the 
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current study, we followed the definition of Srinivasan, Anderson and Ponnavolu 

(2002), who defined loyalty as consumers' positive attitudinal behavior toward the store 

that makes successful repurchase intention. Customers with strong brand loyalty will 

find it hard to move to another product or brand and are less inclined to look for 

substitution products or brand (Mumin and Grace, 2021). There are three determinants 

of retail loyalty: individual characteristics, merchandise characteristics, and 

service/interaction characteristics (Straughan and Albers-Miller, 2001). This study 

examines predictors of store loyalty based on the aspect of proximity as part of store 

service. Previous research conducted by Ramanathan et al. (2017) and Blut, Teller and 

Floh (2018) have tested the effect of location and proximity factors on loyalty and 

patronage intentions but still look at proximity materially, while research proposes 

proximity from material and immaterial aspects (Gahinet and Cliquet, 2018). 

 

Proximity 

Boschma (2005) defines that proximity framework is adopted, covering geographic, 

social, cognitive, organizational, and institutional dimensions of relational proximity. 

When continuing the study in 2010, Boschma and Frenken proposed five dimensions 

of proximity: a) geographical proximity, b) organizational proximity, c) social 

proximity, d) institutional proximity, and e) cognitive proximity. Louis et al. (2021) 

defines process proximity as the significance given by customers to the store’s 

management, which guarantees the quality of the products and services of the store. In 

a study conducted by Gahinet and Cliquet (2018), the material dimension of proximity 

is divided into two, namely access proximity and functional proximity. Access 

proximity describes the distance or consumer access and customer mobility. Previous 

research on proximity stated that proximity access could make it easier for consumers 

to go to the store (Bergadaà and Del Bucchia, 2009). The study by Gahinet and Cliquet 

(2018) states that functional proximity as convenience and shopping efficiency 

positively affects customer loyalty (the research object was convenience stores). 

Another dimension is relational proximity, which can be transformed into social 

relationships research (Ingene, 1984). This study uses the dimensions of material and 

immaterial proximity (Gahinet and Cliquet, 2018), namely access proximity, functional 

proximity, relational proximity, and social proximity. 

 

Time Convenience 

Smith (1969) argued that time convenience had been described as having two elements: 

Chronos and Kaïros. According to Greek mythology, Chronos represents a quantitative 

dimension of time convenience that has been interpreted as time saving. At the same 

time, Kaïros represents a qualitative dimension of time convenience that has been 

interpreted as time management. Yale and Venkatesh (1986) explained that from the 

perspective of retailing, time is the element of time convenience, whereas the effort to 

increase the effectiveness of a store can be reflected. Customer belief systems may 

perceive easy-to-use systems as valuable because it enables time to be spent doing more 

constructive things instead of comprehending how the systems work (Bruner and 

Kumar, 2005). The goods purchased with minimum effort, immediately, and frequently 

usually minimize travel time to buy 'convenience' by the shoppers (Holton, 1958). 

Bettman (1979) stated time concept affects how knowledge is processed. Time 

convenience has a positive effect on the knowledge-gaining process. The findings of 

Gahinet and Cliquet (2018) show that convenience store patronage is influenced by 
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relational and functional affinity, as these stores allow them to save time (chronos) and 

to manage their time better through more appropriate frequencies (kaïros). 

 

Time Management 

Claessens et al. (2007) define time management as "behaviors that aim at achieving an 

effective use of time while performing certain goal-directed activities". It focuses on 

performing an activity with effective use of time. Time management as part of time 

convenience is a major aspect of behavior for self-regulation (Pintrich, 2004). Time 

management drives satisfaction in shopping (Geiger, 2007) and enjoyment (Shannon 

and Mandhachitara, 2008). Most people occupy about 45 minutes a day for household 

shopping necessities (Bureau of Labor Statistics, 2020). Most people tend to do grocery 

shopping for households at particular times and days because workers and students are 

usually busy on weekday mornings and afternoons (East et al., 1994).  

 

Time Saving 

Yale and Venkatesh (1986) suggest that time saving is the consumer's ability to buy or 

save time. As a form of time convenience, time saving is the most significant benefit in 

improving humanless stores equipped with AI systems (Low and Lee, 2021). For 

example, a self-checkout option allows customers to avoid long checkout queues at 

checkout counters. Long queueing time for checkout is one of the main problems in 

large stores that attract large crowds (Low and Lee, 2021). When accuracy and 

efficiency are achieved, time savings can be made. Time-saving shopping strategies 

include using convenience stores, buying repackaged products, shortening shopping 

lists, using catalogs, and ordering items via email and telephone (Winter et al., 1993). 

Convenience stores have characteristics for customers to save their travel time and 

visiting time (Dunkley, Helling, and Sawicki, 2004). In addition to technology, distance 

also allows consumers to save time. The underlying assumption is that the buyer travels 

from home to the nearest store of the selected chain and then returns home. Some 

literature mentions that retail patronage is influenced by the distance factor (Fox et al., 

2004). 

 

Proximity and Retail Loyalty 

In retail, proximity in material dimensions can include store access and store 

convenience (size, relevant options, and opening hours). While proximity with 

immaterial dimensions includes social or relational, it can be translated into social 

relations research (Ingene, 1984). Customer loyalty is highly dependent on the ability 

to personalize services (Ball, Coelho and Vilares, 2006), personal communication 

management (Jones and Farquhar, 2003), and feelings of enjoyment when shopping 

(Wong, 2004). Previous research has examined the effect of proximity on loyalty. 

Bergadaà and Del Bucchia (2009) found the effect of proximity to trust in direct 

marketing channels and trust can ultimately foster loyalty, even though loyalty is not 

only based on trust (Sirdeshmukh, Singh and Sabol, 2002). Findings from several 

studies also show that proximity of access location determines the frequency of visits 

or loyalty (e.g. Fox et al., 2004; Ramanathan et al., 2017). Channa et al. (2022) found 

the effect of social benefits and self-confidence, which are part of functional, relational, 

and social proximity on retail loyalty. 
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H1 a) Access Proximity, b) Functional Proximity; c) Relational Proximity; d) Social 

Proximity has a positive relationship with Retail Loyalty. 

 

Proximity and Time Convenience 

Proximity is the decisive factor in whether the customer will frequently visit a store 

(Fox et al., 2004). Material dimensions of proximities can include physical access to a 

store and shopping convenience in a retailer context. Since this material dimension 

belongs to space-time, thus can be articulated in the matter of the customers' time-based 

benefits, such as checkout waiting time, visit time, and access time to the store (Douard, 

Heitz and Cliquet, 2015). Gahinet & Cliquet (2018) confirmed that the temporal 

dimension of proximities, namely access proximity and functional proximity, influence 

both aspects of time convenience. Customers can access the store whenever needed, 

thus resulting in better management of their time. Functionality includes finding 

products easily due to an effective layout, long opening hours, and fast check out, which 

altogether allow customers to manage their time better and save time simultaneously 

(Gahinet & Cliquet, 2018). Proximity to staff (stores) makes consumers save time due 

to the integration of shopping in daily activities, such as walking or traveling habits 

(Brooks, Kaufmann and Lichtenstein, 2008). 

 

H2 a) Access Proximity, b) Functional Proximity; c) Relational Proximity; d) Social 

Proximity has a positive relationship with Time Management. 

 

H3 a) Access Proximity, b) Functional Proximity; c) Relational Proximity; d) Social 

Proximity has a positive relationship with Time Saving. 

 

Time Convenience and Retail Loyalty 

Gahinet and Cliquet (2018) confirmed that time management significantly influenced 

loyalty. It enables customers to manage time better, reflecting the attitude of 

postmodern individuals (Ascher, 2005). When opening hours are extended, customers 

can better manage their visiting time to the store, directly improving loyalty 

(Huddleston, Whipple, and VanAuken, 2004). McGoldrick and Andre (1997) argued 

that loyal customers prefer stores with shorter journey times. Creating customer loyalty 

is even more crucial than just satisfying them, which is related to how much time they 

spend on the store (Bielen and Demoulin, 2007). Further, customers are more satisfied 

and eventually more loyal when they waste no time in the store. 

 

H4a Time Management has a positive relationship with Retail Loyalty. 

 

H4b Time Saving has a positive relationship with Retail Loyalty. 

 

Time Convenience as a Mediator 

As previously explained, Time Management and Time Saving are part of Time 

Convenience and mediate the effect of proximity on Retail Loyalty. Baron and Kenny 

(1986) called a variable a mediator if the variable influences the relationship between 

the predictor (independent) and criterion (dependent) variables. Gahinet and Cliquet 

(2018) proposed that time convenience influences customer loyalty. McGoldrick and 

Andre (1997) argued that a customer's loyalty is even higher if the journey time to the 
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store is shorter. The thing that will prevent retail shoppers from being more satisfied 

and eventually become loyal customers is when they perceive to waste time while at 

the store (Bielen and Demoulin, 2007; Gahinet and Cliquet, 2018). 

 

H5 Time Management mediates the relationship of proximity (a) Access Proximity, 

b) Functional Proximity; c) Relational Proximity; d) Social Proximity on Retail 

Loyalty. 

 

H6 Time Saving mediates the relationship of proximity (a) Access Proximity, b) 

Functional Proximity; c) Relational Proximity; d) Social Proximity on Retail 

Loyalty. 

 

 

Methodology 

Sample 

The sample of this research is minimarket consumers who are in a residential area in 

Surabaya, Indonesia. The sampling technique used in this research is purposive 

sampling with the criteria of adult consumers who have had a shopping experience in 

the last month at least twice to answer the questionnaire questions correctly. These 

respondents are considered to have in-depth knowledge and experience to provide 

relevant and accurate responses regarding the minimarket where they shop. The 

recommended sample size for statistical data analysis is 30–500 (Sekaran and Bougie, 

2013) or 100 or more (Hair et al., 2017). Based on the suggestion from Hair (2009), the 

minimum sample size required for a 30-item questionnaire is 150. 

 

The study used quantitative methods, and data were collected using a closed 

questionnaire. The questionnaires were randomly generated to avoid general method 

bias (CMB). The data collected is the perception of one source by distributing a one-

time questionnaire. Then the questionnaire was distributed using Google form. The 

questionnaire consisted of 30 statement items adapted from (Gahinet and Cliquet, 

2018). Respondents were asked to choose the options agree, strongly agree, disagree, 

and strongly disagree based on a Likert scale. Access proximity is a consumer's 

perception of the proximity or ease of access to the store (Fox et al., 2004). Functional 

proximity (FP) is the convenience and efficiency of shopping related to the function of 

the store as a place to shop (Bergadaà and Del Bucchia, 2009). Relational proximity is 

an immaterial proximity dimension that refers to the closeness of social relationships 

with staff, shop consumers, and the store. Social proximity is proximity due to shared 

values or the social role of the store as a whole. Both were adopted from Schultz (2013), 

measured by six items and four items, respectively. Time management is an action or 

process of conscious planning and implementing time for special activities such as 

shopping, especially to increase effectiveness, efficiency, and productivity (Singh and 

Jain, 2013). Time saving is the customer's perception of the dimensional time that can 

be saved in activities, for example, the time it takes to shop (Dunkley, Helling and 

Sawicki, 2004). Retail loyalty is a deeply held commitment to purchase and re-

subscribe to a product or service from minimarket (Kasiri et al., 2017). 
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Table 1: Research Items, Factor Loadings, Composite Reliability, and AVE 

No Item Questioner 
Loading 

Factor 
Reliability AVE 

Access Proximity 

1 This store is well located 0.802 

0.863 0.677 2 This store is easily accessible 0.848 

3 This store is on my usual trips 0.817 

Functional Proximity 

1 
It took a minimal amount of effort on my part to 

get what I wanted. 
0.732 

0.877 0.589 
2 I could easily find what I was looking for. 0.779 

3 I found exactly what I wanted 0.808 

4 The store is clear and well-organized 0.761 

5 Opening hours of the store suit me 0.756 

Relational Proximity 

1 In this store I can interact with the staff. 0.776 

0.912 0.634 

2 I feel welcomed by the staff of this store. 0.787 

3 I feel close to customers in this shop. 0.811 

4 The ambiance of this store is friendly 0.821 

5 
Staff at this store is available to me if I need 

advice or if I need help. 
0.759 

6 
When I enter into the store, I appreciate being 

recognized by staff. 
0.821 

Social Proximity 

1 
This store is important in the life of the 

neighborhood 
0.866 

0.913 0.724 2 
This store is involved in social and economic life 

of the quarter 
0.810 

3 This store is part of neighborhood life 0.902 

4 It's a neighborhood store 0.824 

Time Management 

1 I can go into the store as often as I want 0.808 

0.859 0.604 

2 I know how long it takes me to go in this store 0.762 

3 
The proximity of the store allows me to choose 

the best time to do my shopping 
0.786 

4 
I have no hesitation to patronize this store when 

I need something quickly 
0.751 

Time Saving 

1 I do not have to wait to pay 0.802 

0.892 0.674 
2 I spend less time doing shopping in this store 0.835 

3 I choose my products quickly. 0.817 

4 The checkout is fast 0.829 

Retail Loyalty 

1 
I will be willing to buy goods or products when 

shopping at the minimarket. 
0.874 

0.845 0.556 

2 I will recommend the mini market to my friends. 0.874 

3 I will repurchase to the shop or minimarket. 0.766 

4 

I will be willing to convey to other people or 

friends in the form of positive words about the 

shop or minimarket based on my shopping 

experience 

0.800 
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This study uses the procedure used by Kleijnen, Ruyter and Wetzels (2007) to test the 

research instrument, using reflective indicators on all constructs. The test used 

composite scale reliability and extracted mean variance/AVE (Chin, 1998). Cronbach's 

alpha (CA) and Composite Reliability (CR) ranged from 0.753-0.884 and 0.845-0.913 

for the seven constructs, respectively. The result exceeds the minimum requirement of 

0.7, confirming all constructs' internal consistency and reliability. The AVE for all 

constructs also exceeds 0.70, which is greater than the threshold of 0.50, thus indicating 

convergent validity for all constructs (Hair, Sarstedt, Ringle, & Mena, 2012). 

Heterotrait-Monotrait Ratio (HTMT) was used to test discriminant validity as done by 

Ogbeibu et al (2018). The HTMT developed by Henseler, Ringle, and Sarstedt (2015) 

was adopted as a higher limit criterion to test discriminant validity. As an estimate for 

factor correlation, the HTMT must be significantly less than one to clearly distinguish 

between the two factors (Henseler, Hubona, & Ray, 2016). Results Table 2 shows a 

range of 0.623 to 0.995. This figure is below the 1.0 threshold, indicating that all 

constructs are explicitly independent of each other and that the discriminant validity 

criteria have been met. 

 

 
Table 2: Measurement Model Fit and Heterotrait-Monotrait Ratio (HTMT) Test 

Note: Bold values on the diagonal are AVE. Values below the diagonal are inter-factor correlation. 

 

 

Results 

This research was conducted using quantitative methods with the help of a closed-ended 

questionnaire. Questionnaires online were distributed through Google Form or email. 

There were 150 respondents spread as follows: the majority of respondents aged 17-25 

years with a percentage of 82.7%, and ages 26-35 years -10%. Respondents who spend 

more than two times a month are 74.7%. Respondents' income below IDR 3,800,000 

by 65.3% to above 5,000,000 by 5.7%. 

 

This study used PLS-Graph Version 3.0, which allows for explicit estimation of latent 

variable (LV) scores, and a bootstrap resampling method was used to test the proposed 

model (Chin, 1998).This procedure required the production of 300 randomly selected 

case sub-samples, with replacements, from the original data. This study uses the 

Goodness of Fit (GoF) statistical support method. The PLS output results show the GoF 

index of this research model as follows: SRMR (standardized root mean square 

residual) = 0.083. SRMR with a value of < 0.1 indicates a good match (Mehmet and 

Jakobsen, 2016). 

 

 

Variables Mean SD 1 2 3 4 5 6   

AP 4.564 0.549       SRMR 0.083 

FP 4.276 0.572 0.795      d_ULS 4.313 

RP 3.987 0.733 0.623 0.807       

SP 4.238 0.672 0.675 0.763 0.874      

TM 4.365 0.570 0.953 0.995 0.829 0.894     

TS 3.970 0.741 0.641 0.848 0.867 0.800 0.840    

RL 4.197 0.683 0.701 0.875 0.883 0.850 0.938 0.920   



Supriharyanti et. al., 2022 

Asian Journal of Business Research, Volume 12, Issue 2, 2022 117 

Measurement Models 

A two-stage analytical procedure (Hair Jr. et al., 2014) examined measurement models 

and structural relationships. We tested composite reliability and extracted mean-

variance (AVE) to assess convergent validity. Table 2 shows Cronbach alpha scores, 

ranging from 0.734 to 0.974, and AVE scores ranging from 0.556 to 0.724; all scores 

are above the acceptance level. In addition, all loading weights and sizes are also above 

acceptable levels. Finally, following Tsang (2002), we measured the square root of the 

AVE for each construct to assess discriminant validity (see Table 2). 

 

Structural Models 

After examining the measurement model, we tested the hypothesis proposed by PLS. 

The results of the analysis are shown in Figure 1 below. We will discuss the following 

results: Proximity has no direct effect on Retail loyalty, (β = -0.140, t = 5.624) with p 

= 0.28, so H1 is not supported. Proximity has no direct effect on retail loyalty, both AP 

(β = -0.023, t = 0.299), FP (β = 0.085, t = 0.790), RP (β = 0.190, t = 1.880) and SP (β = 

0.120, t = 0.319) so H1a-d is not supported. Hypothesis 2 states that proximity has an 

influence on time management. After testing, the value of the effect of AP (β = 0.313, 

t = 5.562), FP (β = 0.339, t = 5.832), RP (β = 0.055, t = 0.769) and SP (β = 0.268, t = 

3.656) on time management. Thus, hypotheses 2a, 2b and 2d are supported but 

hypothesis 2c is not supported. Proximity also affects time saving which is indicated by 

the value of the effect of each proximity variable as follows: AP (β = 0.020, t = 0.225), 

FP (β = 0.136, t = 2.905), RP (β = 0.383, t = 3.096) and SP (β = 0.175, t = 1.462) then 

hypotheses 3b, 3c are supported, but hypotheses 3a and 3d are not supported. Time 

management and time saving also affect retail loyalty with values of β =0.455 (t = 

6.404) and β =0.425 (t = 6.095), so hypotheses 4a and 4b are supported. The results of 

our statistical tests are shown in Table 3 below. 

 

 
Table 3: Results of Statistical Test 

 Direct Effect 

 Retail Loyalty Time Management Time Saving 

 β t Β t β t 

Access Proximity -0.023 0.299 0.313*** 5.562 0.020 0.225 

Functional Proximity  0.085 0.790 0.389*** 5.832 0.136*** 2.905 

Relational Proximity  0.190 1.880 0.055 0.769 0.383*** 3.096 

Social Proximity  0.120 0.998 0.268** 3.656 0.175 1.462 

Time Management  0.455*** 6.404 - - - - 

Time Saving  0.425*** 6.095 - - - - 

Age  0.731 0.343 - - - - 

Gender  0.732 0.344 - - - - 

Income 0.037 0.531 - - - - 

Radius  0.277 1.089 - - - - 

Note: + refers to p < 0.10, * refers to p < 0.05, ** refers to p < 0.01, *** refers to p < 0.001 
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Figure 1: Research Model and Analysis Results 

Note: + refers to p < 0.10, * refers to p < 0.05, ** refers to p < 0.01, *** refers to p < 0.001 

 

 

Finally, we examine the role of time management and time saving as mediators between 

proximity and retail loyalty. Using SmartPLS, we performed mediation analysis for 

each independent variable (AP, FP. RP, and SP) on the dependent variable. First, we 

analyze the direct effect of proximity on retail loyalty, which shows that all proximity 

variables do not directly affect retail loyalty. Then, we analyzed the data to find out the 

indirect effect of each predictor on retail loyalty through time management and time 

saving. To explain the mediating role, we followed the recommendations of Cohen 

(1988) and Ogbeibu et al. (2018) that the standard v effect squared should be greater 

than 0.175 for large effects, 0.075 for moderate and 0.01 for small effects. 

 

Therefore, the results of the analysis show that the effect of AP, FP and SP and retail 

loyalty is mediated by time management with respective values as follows: AP (β = 

0.142, t = 4.220, p = 0.000, v = 0.020), FP ( = 0.177, t = 4.264, p=0.000, v=0.031), SP( 

= 0.122, t = 3.379,p=0.001, v=0.015). So H5a, H5b, and H5d are supported, and H5c is 

not supported. Meanwhile, time saving only mediates the effect of FP (β = 0.134, t = 

2.700, p=0.007, v=0.018) and RP (= 0.163, t = 2.597,p=0.010,v=0.026) on retail 

loyalty. So H6b and H6c are supported, but H6a and H6d are not. All mediating 

variables were tested to have a full mediating effect and based on effect size were 

classified as having a “small effect” as shown in Table 4 below. 

 

  

Proximity 

AP:  β = 0.313*** 

FP:  β = 0.389*** 

RP:  β = 0.055 

SP:  β = 0.268** 

 

 

AP:  β = 0.020 

FP:  β = 0.316** 

RP:  β = 0.383** 

SP:  β = 0.175 

 

 

Time 

Management 

(TM) 

 

Time 

Saving  

(TS) 

 

 
Retail Loyalty  

(RL) 

 

Access 

Proximity (AP) 

 

Functional 

Proximity (FP) 

 

Relational 

Proximity (RP) 

 

Social 

Proximity (SP) 

 

AP:  β = 0.313*** 

FP:  β = 0.389*** 

RP:  β = 0.055 

SP:  β = 0.268** 

 

 

AP:  β = 0.020 

FP:  β = 0.316** 

RP:  β = 0.383** 

SP:  β = 0.175 

 

 

AP:  β = -0.023 

FP:  β = 0.085 

RP:  β = 0.190 

SP:  β = 0.120 

 

 

Age: β = 0.731 

Gender: β = 0.732 

Income: β = 0.037 

Radius: β = 0.277 

 

Proximity 

β = 0.455*** 

β = 0.425*** 
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Table 4: Mediation Effect 

Path/Hypothesis 
Standardized 

Coefficient 

Influence 

f2-effect size 
Results 

Access Proximity→Time 

Management→Retail 

Loyalty 

0.142*** Small effect H5a was supported 

Functional Proximity 

→Time 

Management→Retail 

Loyalty 

0.177*** Small effect H5b was supported 

Relational Proximity →Time 

Management→Retail 

Loyalty 

0.025 
< A small 

effect 
H5c was not supported 

Social Proximity → Time 

Management→Retail 

Loyalty 

0.122** Small effect H5d was supported 

Access Proximity→Time 

Saving→Retail Loyalty 
0.009 < A small 

effect 
H6a was not supported 

Functional Proximity 

→Time Saving→Retail 

Loyalty 

0.134* Small effect H6b was supported 

Relational Proximity →Time 

Saving→Retail Loyalty 
0.163* Small effect H6c was supported 

Social Proximity → Time 

Saving→Retail Loyalty 
0.074 < A small 

effect 
H6d was not supported 

 

 

Discussion 

This study gives insights into customer preferences regarding the modern retail sector's 

proximities by showing the link between proximities and customer loyalty. Moreover, 

this study highlights customers' perspectives on time convenience offered by modern 

retail stores, particularly minimarkets. The research also explores the potential cause of 

different behaviors of Indonesian customers in terms of proximities toward time 

convenience and loyalty. Access proximity and functional proximity are the material 

dimensions of proximity, while relational and social or identity proximity are the 

immaterial dimensions of the proximity of modern retail (Gahinet and Cliquet, 2018). 

Accordingly, the research model analyzes the relationship between proximities and 

time convenience. Customers' ability to manage their visiting time to the store is the 

qualitative dimension (Kaïros); on the other hand, customers' ability to save time during 

visits is the quantitative dimension (Chronos) of time convenience. Access proximity 

addresses customer mobility; it allows customers to visit the store easily because it is 

located close by in the neighborhood, this is relatively easy to find, and customers do 

not need much effort to reach the store (Hérault-Fournier, Merle and Prigent-Simonin, 

2012). At the other end of proximity's material dimensions, functional proximity 

represents convenience and shopping efficiency, including the size and layout of the 

store and opening hours (Beauchamp and Ponder, 2010). Relational proximity 

addresses the social relationship between customers and staffs, creating a friendly 

ambiance at the store. The immaterial characteristic of relational proximity is shared 

with social or identity proximity, wherein customers acknowledge the shared value and 

importance of the store (Schultz, 2013). 
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Specifically, the research shows that access, functional, and social proximity 

significantly relate to time management. These findings suggest that easy access, 

opening hours, and store layout matter greatly to customers, empowering them to 

manage their time and visit the store whenever needed. Customers shop where there is 

no car trafficking or congestion to the stores (Wilbard et al., 2018). A well-planned 

store layout would allow retailers to cater to customers' needs to get something quickly, 

since shopping is perceived as a visual activity that is highly affected by store layout 

(Mowrey et al., 2017). 

 

These findings corroborate previous research (Gahinet and Cliquet, 2018). Material 

dimension, however, is not the only thing that matters to customers in terms of time 

management. The sense of belongingness makes customers feel more convenient to 

visit the store whenever needed. Contrasting with Gahinet and Cliquet (2018), this 

study does not prove that customers attach great importance to social relationships and 

friendly ambiance at minimarkets when perceiving time management. 

 

On the other hand, the most leading proximities of time saving are functional and 

relational proximities. These findings suggest that customers can save time during visits 

to the store mainly due to time-efficient layouts, quick checkout processing times, and 

good relationships with the staff. The social custom can explain the latter in Indonesian 

big cities. Staff who is familiar with some customers might give special treatment to 

satisfy them more by addressing them more casually and simultaneously speeding up 

the service. Another logical explanation is that returning customers might have had 

repetitive and regular purchases memorized by the staff, enabling a faster checkout 

process by skipping promotional procedures such as staff offering customers additional 

products. A study by Lee (2017) shows that personality traits determine consumers' 

need to interact with retail employees. Customers with certain traits may have high need 

for interaction with staffs. The main factor that encourages customers to choose self-

service technologies (SSTs) is when they thought that SSTs helped them save time. 

Therefore, it can be inferred that customers expect time saving from relational 

proximity. Meanwhile, using racks in certain design in a retail layout could enable 

customers to reduce search time (Mowrey et al., 2017), proving that functional 

proximities have a relationship with time saving. 

 

Consistent with hypothesis 4, the findings show a significant relationship between time 

convenience and retail loyalty, suggesting that Chronos (quantitative dimension) and 

Kaïros (qualitative dimension) are important for customers of localized retail stores. 

This finding does not support previous research by Gahinet and Cliquet (2018), wherein 

time management seems more impactful to retail loyalty than time saving. As it does 

with time management, Indonesian retail customers' ability to save time during 

shopping directly increases their loyalty to the store. 

 

Surprisingly, none of the proximity variables have a significant direct impact on 

customer loyalty. Consistent with previous research (Hérault-Fournier, Merle and 

Prigent-Simonin, 2012; Gahinet and Cliquet, 2018), empirical results showed that 

effortless customer mobility is not sufficient to generate retail loyalty, despite being 

one of the strong reasons for frequent visits (Fox, Montgomery and Lodish, 2004). 

Meanwhile, the evidence that social or identity proximity has no apparent effect on 

loyalty suggests that shared values and the sense of belonging do not immediately 

increase customers' willingness to visit the store more frequently. The different results 



Supriharyanti et. al., 2022 

Asian Journal of Business Research, Volume 12, Issue 2, 2022 121 

from Gahinet and Cliquet (2018) relate to the direct relationship of functional & 

relational proximities to retail loyalty, which can be explained through the mediating 

effect analysis on time convenience. 

 

The findings of this study confirm that time management strongly acts as a mediator 

towards access, proximity, and social proximity on customer loyalty of mini markets in 

Indonesia. Specifically, on access proximity, this result corroborates previous research 

(Gahinet and Cliquet, 2018). The findings confirm that time saving strongly mediates 

the impact of functional and relational proximities on retail loyalty, emphasizing the 

empirical evidence that time convenience is a strong mediator between retail loyalty 

and functional proximity. This study demonstrated that within the context of retail 

loyalty, time convenience acts as a strong mediator towards the effect of shopping 

efficiency. In contrast, the effects of other proximity variables are mediated through 

either the qualitative or the quantitative dimension of time convenience. In other words, 

all four proximities proposed in this study are proven to influence customer loyalty of 

the modern retail sector when time convenience is acknowledged and promoted. 

Nonetheless, the role of each proximity and its relationship with either dimension of 

time convenience is distinctive. 

 

The result on the direct effects of proximities towards loyalty is partially in contrast 

with that on Gahinet and Cliquet (2018). It appears that Indonesian customers prioritize 

time convenience above store proximity dimensions. Well-organized store layout as a 

part of functional proximity is not increasing one’s loyalty without enabling customers 

to manage and save time when shopping. Relational proximity where customers feel 

welcomed and facilitated by staff, is also perceived as unimportant by Indonesian 

customers, unless it allows them to have a fast checkout and to visit the store whenever 

they need something quickly. Other factors that are likely to be connected to Indonesian 

customers’ loyalty are promotions and free parking facilities. However, the analysis in 

this research is limited to time-related factors.  

 

 

Implications 

Theoretical Implications 

This study answers research questions about the effect of proximity on retail consumer 

loyalty. Based on the Central Place Theory (Christaller, 1933), which assumes that 

consumers prefer the nearest center that offers goods or services needed. Retail 

proximity affects loyalty, which is mediated by time convenience. The findings of this 

study enrich the concept of "proximity" in Central Place Theory (Christaller, 1933) by 

distinguishing proximity in material and immaterial concepts. This study examines four 

dimensions of proximity (access, functional, relational, social) in a minimarket setting 

located in a residential area. This finding mainly fills a gap in research that is still 

limited in linking the immaterial dimensions of intimacy and customer loyalty. The four 

proximity variables do not directly affect loyalty but through mediation mechanisms. 

 

Second, referring to Fox et al. (2004) who state that distance and time affect shopping 

behavior, this study contributes the concept of time (time convenience) as a mediating 

mechanism for the influence of proximity variables on retail loyalty. Social proximity 

does not affect loyalty, as evidenced by Gahinet and Cliquet (2018); however, it affects 
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loyalty through time management mediation. On the other hand, relational proximity 

also affects loyalty through time savings perceived by retail customers. Previous 

research is still studying the effect of distance and time on shopping behavior separately 

(Blut et al., 2018; Kaytaz Yigit and Tıgli, 2018), while the relationship between distance 

and time in one study is still limited. 

 

Third, another theoretical contribution from this research contributes to the 

development of retail literature and consumer behavior by showing a significant 

relationship between the dimensions of convenience and customer loyalty in the 

modern retail sector, especially mini markets. This finding also shows that two 

dimensions of time convenience, Chronos (quantitative) and Kaïros (qualitative), are 

mediators to encourage proximity to each other to increase retail loyalty in Indonesia. 

The mediating effect of convenience time seems important for loyal retail customers. 

These findings support the development of the consumer and retail behavior literature, 

highlighting time convenience in terms of time management and time saving as 

important for retail store buyers (Lloyd et al., 2014; Sundström and Radon, 2016). 

 

Managerial Implications 

From a managerial aspect, the findings of this paper provide several practical 

implications. First, research findings can guide retail store managers, especially 

minimarkets, to plan effective store operational strategies and retain loyal customers. 

Overall customer loyalty should be increased through increased convenience of time. 

Store management is advised to improve every aspect of proximity, pursue better time 

management, and time saving from the customer's perspective. Therefore, shop owners 

need to consider location, especially when opening a new minimarket in a residential 

area. The proximity of access can be strengthened by maintaining a sufficiently close 

distance to ensure easy mobility from the neighborhood to the store. Second, 

minimarket managers need to pay attention to functional proximity because it seems to 

be the only proximity fully mediated by the two dimensions of convenience time. 

Functional proximity can be strengthened by reconsidering opening hours, the more 

flexible, the better. The store layout should be designed effectively and organized so 

customers can easily find what they need. Shopping convenience can also be increased 

by providing faster checkout services through an updated POS system and basic staff 

training. An enhanced hospitality training program based on how to handle customers 

better will definitely strengthen the closeness of the relationship. A quick and friendly 

response from staff will create a greater level of atmosphere that buyers often like. More 

importantly, it is suggested that store managers encourage staff to provide fast checkout 

services to loyal customers rather than prolonged standard promotions as time savings 

were shown to mediate the effect of relational proximity on increasing loyalty. Third, 

social proximity is another important factor to consider. Store managers are advised to 

look for ways to increase local residents' sense of belonging to the store. However, 

strengthening social closeness may not be the easiest task due to its strong relationship 

with the culture and customs of the local community. Lastly, the results of this study 

can be applied to the retail industry and similar service industries, where consumers 

need to come to meet their needs. 
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Practical Implications for Asian Business 

In the Asian business context, the current study accentuates the significance of 

minimarket industry as one of the top contributors to the economy. Considering that the 

findings come from Indonesia, whereas the retail market is in position 5 out of 30 

developing countries worldwide, according to the Global Retail Index 2019 (Kearney, 

2019), the implications are highly relevant for Asian retail business. Particularly in 

Indonesia, this study presents findings useful for minimarket stores to identify areas of 

improvement when facing strong competition from other modern retailers. Based on 

present findings, Indonesian customers show particular preferences on retail store 

setting, concerning time saving and time management. As much as their willingness to 

shop, customers want to make sure that no time is wasted. Within the minimarket 

category, the modern retail sector in Indonesia is dominated by a few players. Most of 

these store chains employ a franchise strategy, which means this research is relevant to 

the corporations and the franchisees. The highly competitive Indonesian retail market 

forces companies to locate more stores in the residential areas, apart from other areas 

such as highways and office buildings.  

 

The findings suggest that store managers need to ensure easy access to stores to cater 

to the needs of neighboring customers, whereas location strategy plays a significant 

role. On the other hand, stores with a 24-hours format will increase flexibility and 

shopping convenience, further enhanced by effective store layout strategies and faster 

service. Since the findings also highlight the indirect influence of proximities' 

immaterial dimensions toward loyalty, it is important for store managers to put more 

focus on creating the right ambiance. Staff must be aware of the local custom to avoid 

any other impression than hospitality. It is also important for staff to guarantee a speedy 

service as a privilege for loyal customers; this is due to the findings that good social 

relationships between customers and staff will not affect loyalty unless customers have 

the ability to save shopping time. Consumers also patronize stores that are congruent 

with their values. Thus, retailers should be open to interactions and collaborations with 

residents in the neighborhood to establish a shared value. One example is that retailers 

could lend space to local business players, such as the parking lot area. This additional 

section could offer different products at flexible hours, thus strengthening customers' 

ability to manage visiting time conveniently. 

 

This study has several limitations. First, the respondent's profile shows that the majority 

of respondents are young people (17-25), so this result cannot be generalized to all ages. 

Second, this study adopted a survey design to examine causal relationships. Empirical 

evidence of causal models requires experimental design by manipulating participants. 

Third, this study used a sample in one country, which requires caution in interpreting 

the results. Future research that replicates this research in various countries in the Asia 

Pacific will generalize the current findings. In doing so, it may be useful to compare 

models across different generations, genders, or cultures. Further research could focus 

on using a more varied range of respondents. The impact of respondent-specific 

characteristics on loyalty outcomes may differ. 

 

  



Supriharyanti et. al., 2022 

Asian Journal of Business Research, Volume 12, Issue 2, 2022 124 

References 

Ailawadi, K. L., Pauwels, K. and Steenkamp, J. B. E. M., (2008), “Private-label use and store 

loyalty”, Journal of Marketing, Vol. 72 No. 6, pp. 19–30. 

Alhassan, Yussif M., (2020), “The concept of postmodernism and consumption: An analysis of 

existing literature”,  3rd International Student Social Science Congresses 

Ascher, F., (2005), “La société hypermoderne ou ces événements nous dépassent, feignons d’en 

être les organisateurs”. 

Ball, A. D., Coelho, P. S. and Vilares, M. J. (2006), “Service personalization and loyalty”, 

Journal of Services Marketing, Vol. 20 No.6, pp. 391–403. 

Baron, R. M. and Kenny, D., (1986) “The moderator–mediator variable distinction in social 

psychological research: conceptual, strategic, and statistical considerations”, Journal 

of Personality and Social Psychology, Vol. 51 No.6, pp. 1173–1182. 

Beauchamp, M. and Ponder, N. (2010), “Perceptions of retail convenience for in-store and 

online shoppers”, The Marketing Management Journal, Vol. 20 No.1, pp. 49–65. 

Bergadaà, M. and Del Bucchia, C., (2009), “La recherche de proximité par le client dans le 

secteur de la grande consommation alimentaire”, Revue Management et Avenir, Vol. 

21 No.1, pp. 121–135. 

Bettman, J. R. (1979), An Information Processing Theory of Consumer Choice. Boston: 

Addison-Wesley Pub. Co. 

Bielen, F. and Demoulin, N., (2007) “Waiting Time Influence on the Satisfaction-Loyalty 

Relationship in Services”, Managing Service Quality: An International Journal, Vol. 

17 No. 2, pp. 174–193. 

Blut, M., Teller, C. and Floh, A., (2018), “Testing retail marketing-mix effects on patronage: 

A meta-analysis”, Journal of Retailing, Vol. 94 No. 2, pp. 113–135. 

Blut, M., Teller, C., and Loh, A., (2018), “Testing retail marketing-mix effects on patronage: a 

meta-analysis”, Journal of Retailing,  Vol. 94 No. 2, pp. 113-135 

Boschma, R. A. (2005), “Role of proximity in interaction and performance: conceptual and 

empirical challenges”, Regional Studies, Vol. 39 No. 1, pp. 41–45. 

Boschma, R. and Frenken, K., (2010), “The spatial evolution of innovation networks: A 

proximity perspective’, in Boschma, R. and Martin, R. (eds) Handbook of Evolutionary 

Economic Geography. Edward Elgar Publishing, pp. 120–135. 

Brooks, C. M., Kaufmann, P. J. and Lichtenstein, D. R., (2008), “Trip chaining behavior in 

multi-destination shopping trips: a field experiment and laboratory replication”, 

Journal of Retailing, Vol. 84 No.1, pp. 29–38. 

Bruner, G. C. and Kumar, A. (2005), “Explaining consumer acceptance of handheld internet 

devices”, Journal of Business Research, Vol. 58 No.5, pp. 553–558. 

Bureau of Labor Statistics, (2020), American Time Use Survey (ATUS): Arts Activities, United 

States, 2003-2018. 

Channa, N.A., Bhutto, M.H., Bhutto, M., Bhutto, N.A. and Tariq, B. (2022), “Capturing 

customer’s store loyalty through relationship benefits: moderating effect of retail 

innovation”, European Business Review, Vol. 34 No. 1, pp. 20-40.. 

Chaudhuri, A. and Holbrook, M. B. (2001), “The chain of effects from brand trust and brand 

affect to brand performance: The role of brand loyalty”, Journal of Marketing, Vol. 65 

No. 2, pp. 81–93. 

Chin, W. W., (1998, “Commentary: Issues and Opinion on Structural Equation Modeling”, MIS 

Quarterly, Vol. 22 No.1, pp. 7–16. 

Christaller, W., (1933). Central Places in Southern Germany. 1966In: Baskin, C. (Ed.), Prentice 

Hall, Englewood Cliffs. 

Claessens, B.J.C., van Eerde, W., Rutte, C.G. and Roe, R.A., (2007), “A review of the time 

management literature”, Personnel Review, Vol. 36 No. 2, pp. 255-276.  

Cohen, J. (1988). Statistical power analysis for the behavioral sciences. Hillsdale, NJ: Erlbaum. 

Dick, A. S. and Basu, K., (1994), “Customer Loyalty: Toward an Integrated Conceptual 

Framework”, Journal of the Academy of Marketing Science, Vol. 22 No.2, pp. 99–113. 



Supriharyanti et. al., 2022 

Asian Journal of Business Research, Volume 12, Issue 2, 2022 125 

Douard, J. P., Heitz, M. and Cliquet, G., (2015), “Retail Attraction Revisited: From Gravitation 

to Purchase Flows, A Geomarketing Application”, Recherche et Applications en 

Marketing (English Edition), Vol. 30 No.1, pp. 110–129. 

Dunkley, B., Helling, A. and Sawicki, D. S., (2004), “Accessibility versus scale examining the 

tradeoffs in grocery stores”, Journal of Planning Education and Research, Vol. 23 

No.4, pp. 387–401. 

East, R., Lomax, W., Willson, G., Harris, P., (1994), “Decision making and habit in shopping 

times”, European Journal of Marketing, Vol. 28 No.4, pp. 56–71. 

El-Hedhli, K., Chebat, J. C. and Sirgy, M. J., (2013), “Shopping well-being at the mall: 

Construct, antecedents, and consequences’, Journal of Business Research, Vol. 66 No. 

7, pp. 856–863.  

Evandio, A., (2020), “Aprindo: Omzet semua sektor ritel modern turun”. Available at: 

https://ekonomi.bisnis.com/read/20200518/12/1241844/aprindo-omzet-semua-sektor-

ritel-modern-turun (Accessed: 10 March 2020). 

Firat, A. F. (1991), “The consumer in postmodernity’, ACR North American Advances, Vol. 18, 

pp. 70–76. 

Fornell, C. and Larcker, D. F., (1981), “Evaluating structural equation models with 

unobservable variables and measurement error”, Journal of Marketing Research, Vol. 

18 No.1, pp. 39–50. 

Fox, E. J., Montgomery, A. L. and Lodish, L. M., (2004), “Consumer shopping and spending 

across retail formats”, Journal of Business, Vol. 77 No 2 (SUPPL.). 

Gahinet, M. C. and Cliquet, G., (2018), “Proximity and time in convenience store patronage: 

kaïros more than chromos”, Journal of Retailing and Consumer Services, Vol. 43 

(February), pp. 1–9. 

Geetha, (2015), “Store patronage for apparel purchase – a comparative study of two store 

formats”, Asian Journal of Business Research, Vol. 5 No. 1, pp. 1–14. 

Geiger, S., (2007), “Exploring night-time grocery shopping behavior”, Journal of Retailing and 

Consumer Services, Vol. 14 No.1, pp. 24–34. 

Hair Jr., J. F. Hult, T., Ringle, C., and Sarstedt, M., (2014), A Primer on Partial Least Squares 

Structural Equation Modeling (PLS-SEM). Sage Publications, Thousand Oaks. 

Henseler, J., Hubona, G., and Ray, P. A., (2016), “Using PLS path modeling in new technology 

research: updated guidelines”, Industrial Management & Data Systems, Vol 116 No 

1,pp. 2–20 

Henseler, J., Ringle, C. M., and  Sarstedt, M. (2015), “ A new criterion for assessing dis- 

criminant validity in variance-based structural equation modeling”. Journal of the 

Academy of Marketing Science, Vol. 43 No. 1, pp. 115–135. 

Hérault-Fournier, C., Merle, A. and Prigent-Simonin, A. H., (2012), “Comment les 

consommateurs perçoivent-ils la proximité à l’égard d’un circuit court alimentaire ?”, 

Revue Management et Avenir, Vol. 53 No. 3, pp. 16–33. 

Hikam, H. A., (2019), Ada Lagi Ritel Tutup di 2020? Pengusaha: Pasti Ada!, detik.com. 

Available at: https://m.detik.com/finance/energi/d-4841593/ada-lagi-ritel-tutup-di-

2020-pengusaha-pasti-ada (Accessed: 10 March 2020). 

Holton, R. (1958), “The distinction between convenience goods, shopping goods, and specialty 

goods”, The Journal of Marketing, July, pp. 53–56. 

Huddleston, P., Whipple, J. and VanAuken, A. (2004), “Food store loyalty: Application of a 

consumer loyalty framework”, Journal of Targeting Measurement and Analysis for 

Marketing, Vol. 17 No.2, pp. 213–230. 

Huff, D. L. (1963), “A Probabalistic Analysis of Shopping Centre Trade Areas”, Land 

Economics, Vol. 39, pp. 81–90. 

Lee, H.-J., (2017), “Personality determinants of need for interaction with a retail employee and 

its impact on self-service technology (SST) usage intentions”, Journal of Research in 

Interactive Marketing, Vol. 11 No. 3, pp. 214-231 

Ingene, C. A., (1984), “Productivity and functional shifting in spatial retailing: Private and 

social perspectives’, Journal of Retail, Vol. 60 No.3, pp. 15–36. 

 



Supriharyanti et. al., 2022 

Asian Journal of Business Research, Volume 12, Issue 2, 2022 126 

Jones, H. and Farquhar, J. D., (2003), “Contact management and customer loyalty”, Journal of 

Financial Services Marketing, Vol. 8 No.1, pp. 71–78. 

Kasiri, L. A., Cheng., K.T.G., Sambasivan, M., and Sidin, S., (2017), “Integration of 

standardization and customization: Impact on service quality, customer satisfaction, 

and loyalty”, Journal of Retailing and Consumer Services, Vol. 35, pp. 91–97. 

Katadata.co.id., (2019), Perubahan Peta Persaingan Bisnis Retail di Indonesia. Available at: 

https://katadata.co.id/analisisdata/2019/07/03/perubahan-peta-persaingan-bisnis-

retail-di-indonesia (Accessed: 10 March 2020). 

Kaytaz Yigit, M. and Tıgli, M., (2018), “The moderator role of brand awareness and brand 

loyalty on consumers’ online impulse buying behavior”, International Journal of 

Research in Business and Social Science, Vol. 7 No.1, pp. 35–48. 

Kearney (2019) Global Retail Development Index 2019. Available at: 

https://www.kearney.com/global-retail-development-index/2019 (Accessed: 10 March 

2020). 

Kleijnen, M., Ruyter, K. de and Wetzels, M., (2007), “An assessment of value creation in 

mobile service delivery and the moderating role of time consciousness”, Journal of 

Retailing, Vol. 83 No.1, pp. 33–46. 

Lee, D. (2003), “Functionality and Pleasures of Retail Stores.”, Journal of Consumer Culture, 

Vol. 6 No.1, pp. 119–136. 

Lloyd, A. E. et al. (2014), “Time buying and time saving: Effects on service convenience and 

the shopping experience at the mall”, Journal of Services Marketing, Vol. 28 No.1, pp. 

36–49. 

Low, F. S. and Lee, W. L. C. (2021), “Developing a humanless convenience store with ai 

system”, Journal of Physics: Conference Series, 1839(1). 

Mangundjaya, W. L. H., (2010), ‘Is There Cultural Change In The National Cultures Of 

Indonesia?’, in Congress of the International Association for Cross Cultural 

Psychology. 

Marshall, D. (2018), ‘Convenience Stores and Well-Being of Young Japanese Consumers’, 

International Journal of Retail and Distribution Management, Vol. 47 No.6, pp. 590–

604. 

McGoldrick, P. J. and Andre, E. (1997), “Consumer Misbehaviour: Promiscuity or Loyalty in 

Grocery Shopping”, Journal of Retailing and Consumer Services, Vol. 4 No.2, pp. 73–

81. 

Mehmet, M. and Jakobsen, T. G. (2016) Applied Statistics Using Stata: A Guide for the Social 

Sciences. SAGE Publications Ltd. 

Mordor Intelligence (2021), Indonesia Retail Sector - Growth, Trends, Covid-19 Impact, And 

Forecasts (2021 - 2026). Available at: https://www.mordorintelligence.com/industry-

reports/indonesian-retail-industry. 

Mumin, S.  and Grace, P.I, (2021), “Store-related factors contributing to offline private 

label brands purchase intention among Gen Y customers”. Asian Journal of 

Business Research, Vol. 11. pp. 61-82. 

 Mowrey, C., Parikh, P. J., and Gue, K. R. (2017), “The impact of rack layout on visual 

experience in an retail store,” in press, INFOR: Information Systems and Operational 

Research, pp 2-37 

Nyadzayo, M. W. and Khajehzadeh, S. (2016), “The antecedents of customer loyalty: a 

moderated mediation model of customer relationship management quality and brand 

image”, Journal of Retailing and Consumer Services, 30, pp. 262–270. 

Ogbeibu, S., Jabbour, C. J., Gaskin, J., Senadjki, A., & Hughes, M. (2021). “Leveraging 

STARA competencies and green creativity to boost green organisational innovative 

evidence: A praxis for sustainable development”, Business Strategy and the  

Enviroenment.,Vol. 30 No. 5., pp. 1-20. 

Ogbeibu, S., Senadjki, A., & Gaskin, J. (2018). “The moderating effect of benevolence on the 

impact of organisational culture on employee creativity”, Journal of Business 

Research, Vol. 90, pp. 334-346. 

 



Supriharyanti et. al., 2022 

Asian Journal of Business Research, Volume 12, Issue 2, 2022 127 

Oliver, R. L. (1980), “A Cognitive Model of the Antecedence and Consequences of Satisfaction 

Decisions”, Journal of Marketing Research, Vol. 17(September), pp. 46–49. 

Pintrich, P. (2004), “A Conceptual Framework for Assessing Motivation and Self-Regulated 

Learning in College Students”, Educational Psychology Review, Vol. 16 No.4, pp. 

385–407. 

Ramanathan, U., Subramanian, N.,  Yu,W.,  Vijaygopal, R. (2017), “Impact of customer loyalty 

and service operations on customer behaviour and firm performance: empirical 

evidence from uk retail sector”, Production Planning and Control, Vol. 28 No. 6–8, 

pp. 478–488 

Reinartz, W., Wiegand, N. and Imschloss, M. (2019), “The Impact of Digital Transformation 

on The Retailing Value Chain’, International Journal of Research in Marketing, Vol. 

36 No.3, pp. 350–366. 

Schultz, M. (2013) Les représentations de la proximité d’un magasin par les distributeurs et les 

consommateurs. Université de Bourgogne. 

Seenivasan, S., Sudhir, K. and Talukdar, D. (2016), “Do Store Brands Aid Store Loyalty?”, 

Management Science, Vol. 62 No. 3, pp. 802–816. 

Shannon, R. and Mandhachitara, R. (2008), “Causal Path Modeling of Grocery Shopping in 

Hypermarkets”, Journal of Product & Brand Management, Vol. 17 No. 5, pp. 327–

340. 

Singh, D. and Jain, S. C. (2013), “Working Process of Time Management in SAP HR Module”, 

International Journal of Management Research and Reviews, Vol. 3 No. 1, pp. 2284–

2297. 

Sirdeshmukh, D., Singh, J. and Sabol, B. (2002), “Consumer Trust, Value, and Loyalty in 

Relational Exchanges”, Journal of Marketing, Vol. 66 No. 1, pp. 15–37. 

Smith, J. E. (1969), “Time, times, and the “right time”; “chronos” and “kaïros"’, The Monist, 

Vol. 53 No. 1, pp. 1–13. 

Srinivasan, S. S., Anderson, R. and Ponnavolu, K. (2002), “Customer Loyalty in E-Commerce: 

An Exploration of Its Antecedents and Consequences”, Journal of Retailing, Vol. 78 

No.1, pp. 41–50. 

Straughan, R. D. and Albers-Miller, N. D., (2001), “An International Investigation of Cultural 

and Demographic Effects on Domestic Retail Loyalty’, International Marketing 

Review, Vol. 18 No. 5, pp. 521–541. 

Suhendra, Z. (2017) Buka-Bukaan Soal Ritel Tutup di Indonesia, Liputan 6. Available at: 

https://www.liputan6.com/bisnis/read/3155910/bos-nielsen-buka-bukaan-soal-ritel-

tutup-di-indonesia (Accessed: 10 March 2020). 

Sundström, M. and Radon, A. (2016), “Utilizing the Concept of Convenience as a Business 

Opportunity in Emerging Markets”, Organizations and Markets in Emerging 

Economies, Vol. 6 No. 2, pp. 7–21. 

Tsang, A. (2002), “Strategic Dimensions of Maintenance Management”, Journal of Quality in 

Maintenance Engineering, Vol. 8 No.1, pp. 7–39. 

Wilbard, J.G., Mbilinyi, B.D., Maliva, N.S. and Mkwizu, K.H. (2018) “Is location a competitive 

advantage on retail convenience shopping?” Inter. J. Res. Methodol. Soc. Sci., Vol., 4, 

No. 2: pp.15-26 

Wong, A., (2004), “The Role of Emotional Satisfaction in Service Encounters”, Managing 

Service Quality: An International Journal, Vol. 14 No.5, pp. 365–376. 

Yale, L. and Venkatesh, I. A., (1986), “Toward the Construct of Convenience in Consumer 

Research”, ACR North American Advances, Vol. 13, pp. 403–408. 

Yoon, S. and Park, J. E., (2018), “Tests of In-Store Experience and Socially Embedded 

Measures as Predictors of Retail Store Loyalty’, Journal of Retailing and Consumer 

Services, Vol. 45, pp. 111–119. 

 

 

 All papers are published under the Creative Commons Attribution 4.0 International 
(CC BY 4.0). For more details, visit https://creativecommons.org/licenses/by-nc/4.0/. 

 


