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Abstract

Purpose — Due to the increase in coffee consumption and competition, domestic coffee franchise companies are
currently entering the overseas market. Therefore, coffee franchise companies are pursuing a variety of marketing
strategies to meet customer needs and gain competitive advantage in overseas markets. From this perspective, overseas
franchise companies need to ensure that their servicescapes meet the needs of their overseas customers. For these
purposes, the study is to identify the impact servicescapes on customer satisfaction and customer loyalty focused on
Global Coffee Franchise Company “C”, which extended its business worldwide in Mongolia.

Research design, data, and methodology - The data were collected from customers who had visited the stores of ‘C’
company in Ulaanbaatar, Mongolia. 435 valid questionnaires collected through online survey coded and analyzed using
frequency, confirmatory factor analysis, correlations analysis, and structural equation modeling with SPSS 24 and
SmartPLS 3.0.

Result — Firstly, seating comfort, facility aesthetics, and cleanliness, ambient conditions among servicescapes influenced
customer satisfaction. Secondly, servicescapes didn’t affect the loyalty directly. Third, customer satisfaction had positive
effect on loyalty. Fourthly, cleanliness which was ranked lower in Korea had a great effect on customer satisfaction in
Mongolia. Fifthly, IPMA(Importance-performance map analysis) shows that the importance of servicescapes is higher for
women than for men, and facility aesthetics for female and cleanliness is the most important for male.

Conclusions - The results of this study show that there is a positive (+) effect on customer satisfaction in order of
cleanliness, ambient conditions, aesthetics, and seating comfort. Therefore, franchise companies considering or advancing
infto Mongolia should consider importance in order of cleanliness, ambient conditions and aesthetics when entering
Mongolia market. For example, franchise managers should select Monday as a "clean day," and all merchants should
spend all of their open hours and keep their stores clean in accordance with the head office manual. In addition,
franchise managers need to hire a VMD (visual merchandising) experts to build up a physical environment that will
effectively highlight the space-specific display of the store so that Mongolian local customers can have a satisfactory
climate and aesthetics. And, the IMPA analysis between servicescapes and customer satisfaction shows that women are
more susceptible to servicescapes than men. Especially, in the case of women, the importance of esthetics is high, but
the performance is low. Thus, if the aesthetics are actively improved, customer satisfaction can be effectively increased.
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AL AH|ZO0| S7KHHAM = 7 DA ZopfEROf
O|2Z8lo{(Kim & Lee, 2017, Hwang, Kim & Lee, 2015),
201344 ;.|J_|_|xl_-|57§l|o| §A7|o1 S| o|-0'|7< 7(|x-|o§ olst 9-|
ol Ao dd =2ts 743t &[0 ot 0|0 2 ZHXt
Ol= YHMS0| sielz X &3t e i, ] AI’SOI x| gt
APl I AH[RHEL| =O0M7He 7|tiFE, ol4dH]|
&5 St 2 ZMe ADHEETE of ATIE0| X 582l
S 0| & Aoz HOICt

ATARAN 2ol 2 wo| dgisiein 7 IHSHE
of MEI TS B, QN M &I SA|0| CHYBT 2
Sof 872 FZAP|D A BB AN S DMIE'
HMeFE0| AFE[2 QUL (Han, Lee, & Ahn, 2017; Park,
Lee, & Lee, 2015).

EEI7H SHEE2 Al Ado| X|ge+=5 10| 7|glS &t

CHSEA| E|'— XI?WX-IO,_I 7| =0| £ 2 2(Lee & Park, 2015),
7||:i O] 22/ eHdE XHatE A=stHs Z-0| gl
XICHLee & Ko, 2010). [2tA 7|EES 02 THIHo 2 G
Sk O] X|= AtAte| M izt A(store environment)Of B2 A
Ztup AHES EXPSI QICH(Lee, Lee, & Park, 2006).

S ALFEEE 7 -7 MHl2 HMIKe| 4 H0| 43t
=20 &2 NS MHAE Z At SA0 B7I5t
HEe| & MK F=E3HC) 0] uPgoM MH|AAFHO|Z
40| J|IHE =0l FEN CIMENM D40t Zo| F9
ot QQl0| =ICt (Brady & Cronin, 2001; Russell & Lanius,
1984).

Ol2fst MH|AAF 0|zt Of TS HESt
ot FH =0 ATSH 2Lt

MEIAAHO|ZO OF HE, FMEO| BAE X 37|23
SHMZ(S-0-R:  Stimulus-Organism-Response) Il 2 CH2!0f| A
StolE &= Q=0|, Reichheld and Sasser(1990)= 5%2| 11
A [XI7L 25~75%2| = o SOHE O] BCt Yct st
Wills(2009)= 7|& 1S QX|St= AELCH A 7 12HE &
E5t=0| SHiLt B2 H[E0| ZlsiCtn ML Eot *“
ot =2 nMEL2 74 QIZE7t YOO (Reichheld, Teal,
& Smith, 1996) 7|74O| X} F= FtOfSta{ 1 S04, 7|¥e| CHE
HEE2 FOISHAL MH[AE 223 5t 0, AMaaAES 7|
Ao Hlgd7| E0|(Reichheld & Sasser, 1990) nZHOt=

I sd=71 S35 Uk

719 A Fef ol Aol dntz, 2 &Fo T4y
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& Lee, 2016; Jun, Park, Choi, & Oh, 2009; Kim & Lee,
2014; Ko & Lee, 2012; Song, 2017; Um, 2010).
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£ 47HX|2 BRStn nAMTEe| A HEAE ZHIR
SX|0F Ko and Lee(2012)= &2 CH4t q Ct
20 T 3 x84l HZAMO| IATHF Rolst &2
RAoLt, LHHX| M7ZIX= S-S FX| & UpCt ZHCE Kwon
and Woo(2015)2 H{|O|A2|7tH AT0|A AOJA, ot2tM0|
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HAY 57K B & & nAokxRo| g2 OFICHD ot)
OL}, Song(2017)2 ot = HUL™EHE ATFOAM 2, &
Zddut MojY, INd 5 Y2 HEH0| nATkEo| &
olst F&kS O] MLt WL Shen and Bae(2018)= 74 m|™
=8 g70IM & ==Y, 3t7lsd, HZM, AOldo|
DAOEE, MH[ATHK|, SHE0| Rt dekS O|FICtn 3
Ct O|XME MH|AAHO|ZE= CHASE AFLXIEO| QI8 ChF
of Z0t2 AFL(RIeLt 2 AF0|A{= Bitner(1992)2] 2]
E £ Qsta, 2= ®X| AFHO A Lee and Lee(2010);
Peng and Han(2014)9| AFLHES Ht EOo = ‘FpMotaty
Ao, HEY, ‘SRSEE MHAAHOIZE FEFHRA
2 MHESIULCL
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1990). O|= A| &of CHst i QI Ao FekE FO{(Hui &
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oigdE oolst ™, 2o & H= CIRe, T4 52l 8
A2 FMEICKKerin, Jain, & Howard, 1992). Ol HA=H
+d, W-F CIXpel, ZAlnt 22 MH[AAFH0|Zo| o §
CH2ol g2 Fe7t & 3838 24 F0| StLo|H
(Nguyen & Leblanc, 2002), Wakefield and Blodgett(1994)=
00| Al go| ™o S-E el Fes O[XICta SHct

HZY(Cleanliness)2 A IHZF LY Al 22| HAEE 2lolst
O, SERVQUAL 271 0| 2i2 REd HZOf ZL|of 2o,
HEHOI QN MEIE WoRKs 2 olnf3iCkParasuraman,
Zeithaml, & Berry, 1988). O|= L1Z4o| A| M0j CHEH FEHA
oI X Zfof gek2 ol X7 WO 7t ¥ 8% 220t
(Deeter-Schmelz, Moore, & Goebel, 2000; Garry &
Sansolo, 1993; Wakefield & Blodgett, 1996).
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AU 42 ooety, 2%, &7, 2%, =Y 82 /48
O|0|SICKHul, Dube, & Chebat, 1997). O|= 11ZH#O| QIX|0f
QHtM o2 HSFS  FO{(Nguyen & Leblanc, 2002), Wakefield
and Blodgett(1999)= & =2+40| Ot =1} NZHO| A| A 9l4
off Z3tAH ge2 ofxIcta Y.

22, nA40r=

Howard and Sheth(1969)= TZ4atz=o|2t T ZH0| X|2 0f

N
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—
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=XE A Z5HA Ee AXH  HEiEtn Foleh HEHH,
Anderson(1973)2 7|CHQ} QIX|=l HEMIt AL0|9] #Y9|
A 7L Ut JPESHY 7|oist A ErCt "I 52
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SR EAH Agg x| Wbt x| $Ho= 4Ee ATs

0| TIYMZ[O LCHOliver, 1977, 1980, 1981).

nor=Eo| i e A HESE 1 ZHDFE(transaction-
specific ~ customer  satisfaction)nf SFAN  Zok=E
(cumulative customer satisfaction)2 2 7+ 2& £ QIC}
(Yoon, 2011). H2{ERA LADt=E2 7|C-=2LX| O|Z20
A JHEA2HO CHE HOtE 7|CHRb H|mOofM OF7| %
L ADNE ) EBEm, ST DATI(HEY O F)e
Hojao] Cfet B SABS0| AT MA el B Anz
izt EICH. A ERE 0B Z ZHO|A Oliver(1980)=
MH|ALE HE2 4 gote 149 It 38 £ X[Z
st MILE H|@slol UE0IRE MOSIYn N2l IS
ot dapvp 2o A K|, DX o™ YUKt WCh
HiH, Anderson, Fornell, and Lehmann(1994)2 1z Ot =
o EUEZ StLiel pEe 2 JJHSHD, HEN EMES K|
2ol Tt AL T 7ITHet AFS 3 gmE BoRICL Eo
Oliver and Rust(1994)= O3t XM= Sl & st MH|AQ
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Ol 2k off ol Hef 3 MH[A ZHo| 2ATH MEHEQl
HEZ nANFOCR =HFS= 40| RUCE (Oliver, 1993).
Ol0f & 0N nATE=O| Yoz FEHQI HEEE =
Mdl= Oliver and Rustr(1994)°| 7§ 2 X3¢, Um
(2010)2] AFLHES Ht &2 HdEZUE82 & 7o =5
off x| +=Hx[ALE
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Ct= ZO|Ct Dick and Basu(1994)= X|ZO|Lt 7|HO|| CHaH
2t Q= 7Ol EfE2tn HOo| St o, Lee, Hsu, Han,
and Kim(2010)= 17ZHo| X{OHQt FHO|EZE O] BO{LH
O =2 7t48E X 25HAHT & 5= UCHD ZUCE Oliver(1999)
=Mz HMES X FOiSHAL HEOA0| E[3H St= 4
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<Figure 1> Hypothesized model
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MH|AAAHO|ZQF nZHOE =nto| 2| -O-R(Mehrabian
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gE FACLL, LIHX| M7HXs g2 FX| R0t LW
11, Kwon and Woo(2015)2 H|0|7 2|7t AFOoA AlOjd,
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<H1> S | DUKO|x HEHO| MH|AAA||Z} 0y
BHS0| Y (0] FEE O1% Holct.

<H1-1> THQIZHY0| TABIFO| Y (+)0] FES 0] A ZHolck
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MH[AAZO|Zz A DM ETEE YWESH 352 AKX
O] 2l A5t Z2[H otg, & Hxe LIEILH = 71 o=
MM A= (Bitner, 1992; Choi, 2004; Lee & Lee, 2010;
Peng Peng & Han, 2014; Um, 2010; Wakefield & Blodgett,
1996)04] AFBEl ROIE 5 2 A70) M8E & Ut 5
HEBES M g0l FMoEY, WOy, HAY, B
B 5 470 RIOE AIBSIQIC, DRSS B3 HX
10| A IHSHS 0|83 § MErHoz IEN HE
£ UEHHE 7| @22, Ko and Lee(2012), Oliver(1980),
Oliver and Rust(1994), Um(2010)2| MEALES HIEIOZ
71E ZH0IM ABE EEEEE 2 =20 HE 7St
THESQl OFZ, MEH BF X, 0|8 22| EAR, 3/ &&2
B2 FLYSIRLE sdEs 83 AH[AP AHIHEFE ¢ F
5t X|&xoz SHEEQ KU HAE X| £l AE H
O|E|RUo, An et al.(2016), Choi(2004), Oliver(1980)0|Af
ZHE dFE2 & o7 40 XA +EE0f 271 28
oz FHYL[ULCL

41 ERUA U 2y

UAs = 2HASS Y22 ZAEAS
0, 2212l dE=AE St 43552 dEX|7F 240 0
STt +HE A 2SS & EE FAZHEE A S| A
S}0| SPSS 24.02} SmartPLS 3.0 EAZZ18S 0|&5}0
=HEIRACE 2ol M gt Y E Yk, ME=E HESY
sty 2074, gt 24, 12|1 M= 24 S0
HAEIRACE Ept ATFRY HSS P60 FUFA 2Y
=A0| HA|=|RACY.

= g7= S X A O ZEKo|= HEH C VIS
& ol

42 HE

1o

o =
I8y £

£ Qi7io] M20| SEX 43590 YurY SX2 <Table
>3} 2}, BIF, S 00| 66.2%2 LiEf WLt O
0| ] B(338%)ECt Lt &S b BOIC. E3, e
20CH7} 50.1%2 7HE B2 MO LiEF KT,

<Table 1> Profiles of samples

Category Frequency (n) %
male 147 33.8
Gender
female 288 66.2
. Single, never married 262 60.2
Marriage -
Married 173 39.8
Under 20 107 246
20-29 218 50.1
Age
30-39 87 20.0
40-49 19 44
50-59 3 7
60 or older 1 2
. Less than High School 60 138
Education
2-year College Degree 18 41
4-year College Degree 280 64.4
Masters Degree 77 17.7
Less than 500 36 83
" 501~1000 102 234
Monthly
income 1001~1500 110 253
(Unit: 1501~2000 77 17.7
1000
MNT) 2001~2500 39 9.0
2501~3000 33 7.6
30010ver 38 87
43 ZHEBO| M2l L EITY 24

2 ¢70| O} #8 QIPEelo] HHAXANS SmarPLS
3.02 0|8%t0d EAMI|QACKHair, Hult, Ringle & Sarstedt
2013; Park, Kim, Jeon, & Lee, 2016).

Aetelol ztMotatd, dold, HZEd, 3xed, 1A
DHE D20 SYE0| e Me[ddrEHEY 242 <table
2>t ZCh 24, H2ld A52 fI5t0 R AT Cf
St Cronbach’s a®t HEHR| AlZ|E=(Composite Reliability)
2 EME|QICt O]l <Table 2>2F Zt0| Cronbach's a =X
ZF = .795-930, CR =H™Zt2 .867-.95622 =HE|QUCL
Ol 2 & AHE 7|EQ 702 &35ty LE[H0| EE|=
Z 10| CHHair, Black, Babin, Anderson, & Tatham, 2006).

AFEtRo| Bt 2 A T2 TEEMYMu ot EEtEde R
2ALCE HBEIEEE 2 aolo] qoEM g 25 X
71EQl 70ELCH =2 = X|0|0f, AVEZ(ET HE FE:
Average Variance Extracted) 2% MY 7EQl 50=CH =
2 F= X2 LIEIL 28 AT SRl E2| HBEIYE2 4 LU
Cf. ok B HEIEE ZF 2018 BE AVEQ| M| &(square
roo)Zt0] 2 & HEEA AH==ECh =2 = X[0|H 2HEEICL
2fA <Table 2>0i|AMQt Z0[, 2} H==0| AVEQ| M| &2 &L
Ol 2 & HeAEL 22 X2 FF22 T HEtEY
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Ol 4 BEI/ULCE Eot 2 AFOM= EEX| 7| gl thEX
QEQl ZEHIHIO|(Common method bias)l| = &2 A S
37| &3t 0 Harmano| CHUQOl A g(Harmans single
factor test)0| ¥ I|RUCHPodsakoff, Lee, & Podsakoff,

<Table 2> Measurement items and validity assessment

2003). EMMX QOlEMO|M ZF=BH SF 7| Q0lo| ACy™
M@0 & AWl 50% Doz AW 0f SEUUH

olof| ozt 2 It Ql= o= TCHEICE =™ AN} 42.843%
2 LIEfL 3SR EO|= EXYSIX| Y= AW Z Ll ST

o = [

Items I::;it:;s o |[roA| R | AvE
Seating Comfort .823 .842 .881 .649
There are enough space between seat and table. 817
The seat arrangement provides plenty of space. .845
This coffee shop's chairs allow me to sit and stand up easily. .788
This coffee shop's seats are comfortable. 769
Facility Aesthetics .869 .880 .905 .656
The use of color in the decor scheme is harmonious with the coffee shop environment. .762
The wall interior decor of this coffee shop is attractive. 877
The floor interior decor of this coffee shop is attractive. 730
The interior décor of this store gives an attractive character. .859
The wall, floor and interior décors are harmonious each other. 815
Cleanliness .879 .881 917 734
The facilities maintain clean walkways and tables. .845
The facilities maintain clean counter and interior décor. 872
Uniform of Employees are neat and clean. .846
Dishes and bar equipments are clean. .863
Ambient Conditions 726 726 .846 .646
The interior décors are harmonized. 797
Background music helps to increase coffee taste. .819
Air conditioning is pleasant. 769
Satisfaction 926 927 953 .872
Overall, I am satisfied with this coffee shop. 924
I am pleased about choosing this coffee shop. 940
I enjoyed using this coffee shop. 937
loyalty .868 876 938 .883
I will continue to come to this coffee shop. 947
I would recommend this coffee shop to others 932
o Cronbach's Alpha, CR: Composite Reliability, AVE: Average Variance Extracted
<Table 3> Mean, standard deviation and Fornell-Larcker Criterion
Constructs 1 2 3 4 5 6 Mean SD
1 Seating Comfort .805 5.154 1281
2 Facility Aesthetics .390 .810 5.557 1.082
3 Cleanliness 426 .587 .857 6.021 932
4 Ambient Conditions 403 .606 .598 .804 5.456 1.100
5 Satisfaction 428 .583 613 591 934 6.011 1.028
6 Loyalty 364 491 .542 463 793 .940 6.147 1.069

**p<0.01, - Bold numbers indicate the square root of AVE.
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44 ARIHE HH

441 AFIHE HE

IZUKO|= S5 HUHEE CARS| M| 0] 7+ 2y
oE 12|10 FY=0 0| X|= 7 =24 Zik= <Table 4>2f
7I-|:|.
yui}

H12 MH|AAH0] Z7F D240 Z0f 0] X|= Jg2 2ot

- — o

=418, n.s), A0|4(=.029, t-value=.565, n.s), HZ4d(=.097,
t-value=1.651, n.s) 12|10 & Z2HA(B=-.060, t-value=1.204,
ns)0| HHZ0| & AZ2ZE RSIX| f= ZA2E LIEHL
H2-1~H2-4= 2 &= X|X|E|X| LQILC}.

ORX|Te 2 H3Z2 N0 20| S0 0| X|= g2 49
of7| st Zo|Ch. EAM  ZAul, DZHOEE(B=744, t-value=
17.176, p<.000)0| BE=0| & AX2=Z Folot H (+)2| B
2 0/ X|= A2Z LIEL} H3Z2 X|X|Z|RACEH.

7| QI3t HoE Ha] AT}, FAIQIHY(R=.124, tvalue=3.198,
p<.001), Al0|AM(B=.223, t-value=4.086, p=<.000), pSFERI( 442, DpCIS B
=290, tvalue=4.622, p<000) 2|1 & ZFH(B=233,
t-value=3.894, p<.000)0| 1243k Z0f| & AH o= |olot F(+) Of7h=ar 8 Aeg 24517| {/510] Bootstrapping Of7H
o d&k2 0| X|& AR LIEL} HI-1~H14= 2 5 X|X|E|R} ost 2M0| MA|E|ACKPark, Kim, Jeon, & Lee, 2016). £
Ct. M AL}, <Table 5>2 Z0| MH|AAAH0|Zet SHE Z2to|
Ceo2, H2e MH|AAAO| IV} M0 O] X|l= Faks A AOf DT Z2 PHOPNALE St= A= LIEf
Y57 #et Ao|ct =4 Znt FHQtEfd(B=.016, t-value &ECH
<Table 4> Measurement model
Paths Estimate t-value p-value Results
H1-1 Seating Comfort — Satisfaction 124 3.198 .001** Accepted
H1-2 Facility Aesthetics - Satisfaction 223 4.086 .000*** Accepted
H1-3 Cleanliness — Satisfaction 290 4.622 .000*** Accepted
H1-4 | Ambient Conditions — Satisfaction 233 3.8%4 .000*** Accepted
H2-1 Seating Comfort — Loyalty 016 418 676 Rejected
H2-2 Facility Aesthetics— Loyalty .029 .565 572 Rejected
H2-3 Cleanliness — Loyalty .097 1.651 .099 Rejected
H2-4 | Ambient Conditions — Loyalty -.060 1.204 229 Rejected
H3 Satisfaction — Loyalty 744 17.176 .000*** Accepted
Squared Multiple Correlation (R?) Cross-validated Redundancy (Q?)
Satisfaction 494 406
Loyalty 631 .525
*p<.05, **p<.01, ***p<.001
<Table 5> Mediation effect analysis using bootstrapping
Direct Effect Indirect Effect Estimate Mediation
Paths . . Effects
Estimate | t-value | p-value| Estimate | t-value | p-value
Seating Comfort — Satisfaction —  Loyalty 016 418 676 .092 3.155 .002* full
Facility Aesthetics — Satisfaction — Loyalty .029 .565 .572 165 4118 .000** full
Cleanliness — Satisfaction — Loyalty .097 1651 .099 216 4.290 .000** full
Ambient Conditions —  Satisfaction— Loyalty -.060 1.204 229 173 3.745 .000** full

*p<0.05, **p<0.01,
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<Figure 2> IPMA for customer satisfaction (Male/Female)
45 =Q & Miu} EM(IPMA) <Table 6> IMPA for customer satisfaction (Male/Female)
Latent Variables Importance Performance
= MTFOIE 2IA HEAM - -
S8 JHUE 24 F4(Importance-performance map Seating Comfort 0.055/0.147 70.204/70.346
analysis: O[5} IPMA)2 & HH=0f gt Oof2] SEES9 - :
M#&=2|o| O|E 2lAZ JMEICLE, IPMAOA Z®EO| Cfst Cleanliness 0.488/0.247 85.482/83.096
MOEQ SQEQF Mo M4-0f W2} Mal H4=0| 74M 7} Ambient Conditions 0.154/0.228 74.833/74.538
S48 S0l o4 QUrt. 53 Mute WX|E SREJ} &2
BRE O 7St AS FHLZ bk HEHCRE OF
Tt Mo 2t HEo| ME FHHY 222 & =510 .
Clfst Wil gieclg ARE 4+ Uk (Ringe & 5. BE
Sarstedt, 2016). [MZtA 2 HFAA= 7 D|IME™ AMH[A
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o
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= L7 HEED 0N =A FEEIRJACE Ol ol o QS MAHE JIR|SX| YO EOZMN, 2T K| DHEO
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BOELL §9 odoM Hdojde HiFez Ik 1 QI=X| AHE DX} SHCH

(0.148)7} 7h& =0t AATEO| ks 0l K= SRt Hy
2 LIEFSCE Ol dO0|de| g =0|H 1A =S SOy
AZlEH 2 98 & + Us W U HeYs Kol
oHH HE0M HAYES 2k (0.488)2 g11K(85.482)01 M
=E QHo HsEM =2 A= LE RO 59 o dat
H|WSo] SRE7t S35 =0t Hduk oge Z2Y oY
O| XI0|E 2 {10 QUCt(<Table 6> At =).

My

SR, 229 7T TAKO|ZHSHO| MlAxro|ZE
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N, Bx$H, NolY, J2i0 ZMolE 202 DB
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