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ABSTRACT

This study aimed to identify the physical environment in an XO store and examine
the relationship between the physical environment as an independent variable,
measured through the following indicators: (scent, interior arrangement,
temperature, music), and brand loyalty as a dependent variable, among XO store
customers in the city of Hama. To achieve the study’s objectives, the researchers
designed a questionnaire that included (25) research questions to collect primary
data from a study sample of (420) individuals. In light of this, the data were
collected, analysed, and hypotheses tested using the Statistical Package for the
Social Sciences (SPSS) 22.0. A number of results were reached, which can be
summarized as follows:There was a significant effect of all dimensions of the
physical environment (smell, interior arrangement, temperature, music) on brand
loyalty at the XO store, as there was a strong, direct correlation between the two
variables at the XO store under study.

The researchers also presented a set of recommendations to leverage the impact of
the physical environment on brand loyalty at the XO store in Hama. The most
prominent of these recommendations is to encourage creativity in providing
elements of the physical environment in a manner that is consistent with the brand’s
personality and that is appropriate for the target customers. This will enhance these
customers’ loyalty to the brand and strengthen their emotional attachment to the
store.
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o hausiar o Sasdl) puid) e Dlle dilge day Ao Gl die A Glalatl s
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ot
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e
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Model Summary
Model R R Square Adjusted R Std. Error of the Estimate
Square
1 465 .216 214 .58525
a. Predictors: (Constant), X1
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ANOVAa

Model Sum of Squares Df Mean Square F Sig.

Regression 39.501 1 39.501 115.326 | .000°
Residual 143.173 418 343
Total 182.674 419
a. Dependent Variable: Y1
b. Predictors: (Constant), X1
Coefficientsa
Model Unstandardized Coefficients SZ,ZZ%:;’;;? y Sig.
B Std. Error Beta

(Constant) 1.748 149 11.768 | .000
! X1 431 .040 465 10.739 | .000

a. Dependent Variable: Y1

(spss) gelin alaiiul Slas¥) dolaall it e 2l Gliall) dlae] (e 1 jradll

ol J6Y) dae ) dpcadl) LESY o 3saill Lndla il Anova cplal) Jilad Jean (g gy
¢(0.05) dugiaall (s5inne tic digina g8 Nl (0.05) e sieal 25 (0.000)=(sig) dad I
(Ahl) X1 Joed) el oSa 4 ) (0.216) ) wasil) Jalae dad o LS
3sm 88 Loy (il A Gn) Yaoldll psndl b Alalall clpatl) (he (21.6%) s
siall (p dgine Ao dgag i Ll e Lo o sling () 3 335 o (a0 Jalsal
Ae 8 X0 ade b Al Akl s oAbl (goina i ang 4 (ol cailly Sl
coles

(AU due dl) duajdll e

Al s e dplall dsl) sl aal€ Kl Al il Adlean] ANS 53 A aam Y
Slea diae B X0 yale 8 L dylail)

s LS Al Aoyl A yall sVl das culS

Ll duc il s jill jasi) Julad geilii :(10) gl

Model Summary
Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .482° .233 231 57911
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a. Predictors: (Constant), X2

ANOVAa
Model Sum of Squares Df Mean Square F Sig.
Regression 42.491 1 42.491 126.700 | .000°
1 Residual 140.183 418 335
Total 182.674 419

a. Dependent Variable: Y1

b. Predictors: (Constant), X2

Coefficientsa
. . Standardized
Model Unstandardized Coefficients Coefficients y Slg
B Std. Error Beta
(Constant) 1.679 148 11.341 | .000
1
X2 468 042 .482 11.256 | .000

a. Dependent Variable: Y1

(SPSS) galin aladiuly Slaay) dalail) il e 2y lialll dlac) (e i jread)
a4l (6l calilly Jdl ol Cu Lsine Do dpas Ll Gae Lo o el
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(A e jdll dua gl e

oyl Lokl s e Lolall 25l sl aalS A s Ayl Adlan] ANV 3 T aagp Y
Blaa dide A X0 ade

oty LS 2 Lo yal) A dll st A cilSy

LY Lapdl) Luds)dll Jfani¥) fulad gedlii :(11) Stad

Model Summary

Adjusted R
Model R R Square Std. Error of the Estimate
Square
1 1612 .026 .024 .65240

a. Predictors: (Constant), X3

ANOVAa

Model Sum of Squares Df Mean Square F Slg
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.001
Regression 4.763 1 4.763 11.190 b
1
Residual 177.912 418 426
Total 182.674 419
a. Dependent Variable: Y1
b. Predictors: (Constant), X3
Coefficientsa
Standardized Si
Unstandardized Coefficients 1g
Model Coefficients t
B Std. Error Beta
.00
(Constant) 2.733 177 15.476
0
1
.00
X3 158 047 161 3.345
1

a. Dependent Variable: Y1

(SPSS) gealiys alasiuls Slasy) ddail) il e 2l Glald) dac) (g 1 jaeadl)

S a4l @l clilly Jiall Gopsiall G disine ABDle dpag B Ll Gaw Lo o el
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Aplaall Aol s e Lolall 23l slagf a8 K Raegal Adlas) AN 53 T aag Y
Bles dide A X0 ade
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el e dl) dudajdll jlundy) Julad eilli :(12) sl

Model Summary

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

Square

1 3872 .150 .148 .60947
a. Predictors: (Constant), X4
ANOVAa
Model Sum of Squares Df Mean Square F Sig.

1 Regression 27.408 1 27.408 73.788 .000°

123



R. Khamis and A. A. Alkoja, Journal of Al-Wataniya Private University, 3(1) 2025, pp. 107-126

Residual 155.266 418 371

Total 182.674 419

a. Dependent Variable: Y1

b. Predictors: (Constant), X4

Coefficientsa
Standardized
Unstandardized Coefficients )
Model Coefficients t Sig.
B Std. Error Beta
| (Constant) 1.980 158 12.524 .000
X4 370 .043 .387 8.590 .000

a. Dependent Variable: Y1
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