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Abstract

Purpose - To understand the assessment basis of customers’ coffee shop experience and give more practical advices to the franchised coffee
shops which are poorly managed in the competitive market, this study identified factors to measure the quality of customer experience and
explored the relationship between these factors and customer satisfaction and loyalty. Further, this study analyzed which role self-efficacy played
in the structural relationship between the quality assessment factors, satisfaction and loyalty of franchised coffee shops. Research design, data,
methodology - The data were collected from respondents who had visited franchised coffee shops within the previous month through online
survey. The questionnaires were surveyed from February 11 to February 14,2019. A total of 318 responses were collected after excluding four of
incomplete or uncandid responses. A structural equation modeling approach was used to examine the proposed hypothesis and a confirmatory
factor analysis was employed to verify the four dimensions of quality assessment. Results - The findings of this study are as follows. First, the
three of quality assessment variables significantly influenced on satisfaction except environmental quality. Second, economic and service quality
significantly influenced on self-efficacy but environmental and menu quality didn’t. Third, satisfaction significantly influenced on loyalty but not
on self-efficacy. Fourth, self-efficacy significantly influenced on Loyalty. Conclusions - This study identified the four dimensions to assess the
franchised coffee shop service — menu, environment, service and economic quality and verified these four dimensions are valid as indicators to
measure the quality of customers’ coffee shop experience. Further, by empirically testing the structural relationships among these quality
assessment dimensions, satisfaction, self-efficacy and loyalty, this study provided theoretical foundations to explore the relationship between
customer and the franchised stores in restaurant businesses. For the industry, the study findings showed that customers highly appreciated menu
and economic quality of the service rather than the stores’ interior. This indicate that the franchised coffee shops need to focus more on the basics
of coffee such as taste and menu variety and economic value than the decoration of the store, which are often over-invested nowadays.
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Table 1: Demographic Profile of the Respondents (n=318)

n %
Gender Male 128 403
Female 190 59.7
Marital status Single 180 266
Married 138 434
Below 19 1 03
20-29 58 1822
Age 30-39 174 547
40-49 84 264
50-59 1 03
Below high school 27 85
Educational Undergraduate 34 10.7
level 4 year university 228 717
Graduate school 29 9.1
Student 18 57
Officer 174 54.7
Professional 39 123
Job Sales 19 6
Technical 11 35
Housewife 45 142
Others 12 3.8
Below 5 25 79
6~10 185 582
MEEZQT;?;“ 11~15 84 264
16~20 17 53
Over 21 7 22
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79%(25 B), 16 3|~20 3|7} 53%(17 B), 12|10 21 3] 0|A0| 229%(7 )2
#o= LiEfT)
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¥

Hod 24

HESo| TFENA(convergent  valicity/n  EHHEREHA discriminant
valdity)S HE3817| 2I610] 2 ATFRH0| ZetE 2= AT ERISO
Chot 578 2 2 A (measurement model analysis)O| AA|Z| QAT

S ZT} Table 2 OfMQF Z40| EBHE |4t y2=583087(df=320,
¥%/df=1838, pvalue=0000), CA=0962, NFA=0921, GH=0883, AGF=0852,
RMR=0064 RMSEA=0051 2 LIE{L} PXZE 2A 0|80 Hgltt
Ao LIEHHLY

Table 2: Measurement Model Resulting from Confirmatory
Factor Analysis

Standardized

Items ey e CCR AVE
Menu Quality

Delicious food/drinks 0.855

Nutritious food/drinks 0.815 0.859 0.648
Extensive menu 0.754

Good-looking food 0.792

Environmental Quality

Attractive in-store layout 0.733

Pleasant in-store sound 0.812 0.777 0613
Cleanliness of the store 0.802

Tidiness of employees -

Interaction Quality

Accuracy of service delivery | 0.686

Promptness of service 0.788 0.542

delivery 0.759

Helpfulness of employees 0.753

Kindliness of employees 0.745
Economic Quality
Good price 0.837
Good value for the food -
0.882 0.764
Fair price 0.876
Reasonable price 0.906
Economic price 0.876
Satisfaction
Satisfied with visiting the 088
store
Appreciate highly with the 0811
store
Emotionally satisfied with 0.84 0.626
the overall experience with | -
the store
In general, I am satisfied with 0724
the store
Satisfied with the service
quality of the store 0.739
Self-efficacy
Competent to evaluate the 0.687
store
Confident to talk about the 0.791
store
Easily use the services of the 0.864 0.62
0.849
store
anw well how to use the 0.805
services of the store
The' store matches well with 0797
my image
Loyalty
Intend to visit the store in the 082
future
Likely to visit the store in the 0843
future ’ 0.862 0.706
Pla'n to visit the store more 0852
actively
Recommend others to visit 0.845

the store

@ P=337323(df=173, y2/df=1950, p-value =0.000), CFI=0962,
NFI=0.925, GFI=0.901, RMR=0.075, RMSEA=0.056

 CCR(Composite construct reliability)

© AVE(Average variance extracted)
* Jtems were deleted during confirmatory factor analysis.
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ABEAS ZHEX| QohmT| QSjo] AREAH EMS MARSH Hn)
Table: 3 0| M@} 20|, BRI HTATHLO| M HA[SH &7 THRIE 74|
A G2 PRk A= LIEHITE

= A0l O|8 %l 2IMZUKI0|=O| MH|A FH, UF, X17| 254,
1 F8Eef 22 AT TRlE el TN 2Ys -‘P‘%‘!H
DHEMOZ HETH At M= x2=614474(dff=324, x2/df=1897, p-
value=0000), GF=0877, AGF=0846, NA=0917, CH=0959, RMR=0071,
RMSEA=0053 22 LIEFGICE Eoh LT} QL deiof ofsiA
HYo= 2YHRIE TATE 21 TSR 0910001%), AP | 2ed2

0811(8L1%) =M &= 0784784%)2 LIEFSACH

ozoz )"

\ 01291043

Satisfaction

0358(3665)"

0555(5.298)°

0.334(1.637)

** p<0.01, * p<0.05
=614 474(df=324,
AGFI=0.846,NFI=0.917, CFI=0.959, RMR=0.071, RMSEA=0.053

$/df=1.897,  p-value=0.000),  GFI=0877,

Figure 1: Estimates of the Structural Model
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Table 3: Construct Inter correlations, Mean and Standard Deviation
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Menu Quality Envié-l(::lin:;ntal In(t)elll':lci:i;m Eg::l)il:l;c Satisfaction Self-Efficacy Loyalty
Menu Quality 1
Environmental quality 0.600%* 1
Interaction Quality 0.635%* 0.730%* 1
Economic Quality 0.556%* 0.3971%* 0.380%* 1
Satisfaction 0.715%* 0.745%%* 0.830%* 0.507** 1
Self-Efficacy 0.667** 0.679%* 0.743%* 0.524%* 0.783%* 1
Loyalty 0.663%* 0.639%* 0.651%* 0.597%*%* 0.747%* 0.768%%* 1
Mean 4.803 5.024 5.046 4.119 497 4.884 4.856
S.D. 0.945 0.999 0.946 1.205 0.946 0.943 1.108
Table 4: Standardized Parameter Estimates
Path Standardized coefficients t-value
Hl-1 Menu Quality — Satisfaction 0.202 3234 0.001%* Supported
H1-2 Environmental Quality — Satisfaction 0.129 1.043 0.297 Not Supported
H1-3 Interaction Quality — Satisfaction 0.619 4224 0.000%* Supported
H1-4 Economic Quality — Satisfaction 0.093 2418 0.016* Supported
H2-1 Menu Quality — Self-Efficacy 0.034 041 0.682 Not Supported
H2-2 Environmental Quality — Self-Efficacy -0.097 -0.663 0.507 Not Supported
H2-3 Interaction Quality — Self-Efficacy 0.531 221 0.027%* Supported
H2-4 Economic Quality — Self-Efficacy 0.181 3.449 0.000%* Supported
H3 Satisfaction — Self-Efficacy 0.334 1.637 0.102 Not Supported
H4 Satisfaction — Loyalty 0.358 3.665 0.000%* Supported
H5 Self-efficacy — Loyalty 0.555 5.298 0.000%* Supported
Satisfaction 0.910(91.0%)
R? Self-Efficacy 0.811(81.1%)
Loyalty 0.784(78.4%)
r 614474
Model fit df 324
p-value 0.000
*p<0.01, **p<0.001, n.s.: not significant
¥=614 474(df=324, y*/df=1.897, p-value=0.000), GFI=0.877, AGFI=0.846, NFI=0.917, CFI=0.959, RMR=0.071, RMSEA=0.053
5. A2 FoZmzXo|=o| MH|A FEEY Q00 MY 2 Q22
F7KBIRAC) ok A Ak o] FAAM FE 2010 IASEEo
H oTle H{I|ZENLO|XE CHAIOZ IaX[O|X DEH| AJH|A g2 OX|l= A= LIEN, AHO=KAPO|=o| J&E 7}40|
F0 Cfet 02 91 Ap| @5, 1RlD BNETt o Qg w Mo EORIS SEOIN el Al Boh afies FHE
HOlEks 7P R OIS 29I 7i0] TE BAS AHslo] gAet Anp a0l SROILIS L0 Ho= A & S8 2UN0IE B
Crea Z+e st o|o|7t QICt ATRESOA SH=X 2fe|7t R{Ck
A, MY GTOAE T2 AHlA BUS oy BT gy g =W S Gvo umanolRd Aeis $20] af S8
J2|0 Mozkg ZXZ JLESIHOL KR et a, 2012), £ H0M= OjXl= gets BC 2N 25 2Metozi, 243 A1 SR
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