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Abstract

Purpose: Recently, it is common to see cases where an amount similar to the cost of a meal is spent on dessert, or an amount greater than the cost of a
meal is spent on dessert. The generation MZ is showing a tendency of 'value consumption' by consuming values and beliefs in consideration of the
recent impact on society and the environment. Therefore, this study aims to analyze the effect of dessert cafe quality and eco-friendly behavior on
customer trust and loyalty targeting the generation MZ who have visited desert cafés. This study examined the mediating role of customer trust in the
relationships between desert café quality, eco-friendly behavior and customer loyalty, and also the moderating effect of and eco-friendly behavior on
customer trust and customer loyalty. Research design, data, and methodology: To achieve purposes of this study, 229 data were collected from
respondents who visited desert café and analyzed using measurement model (reliability test and correlation analysis), Fornell-Larcker Criterion and
Heterotrait-Monotrait Ratio (HTMT) assessment, and structural equation model (PLS-SEM) with SPSS 22.0 and SmartPLS 3.3.7. Results: The research
results are as follows. First, desert cafes’ quality positively influenced customer trust but did not customer loyalty. Second, desert cafes’ eco-friendly
behavior positively influenced customer trust and customer loyalty. Fourth, the interaction term of dessert cafe quality and eco-friendly behavior did
not influence customer trust and customer loyalty. Conclusions: This study emphasized the necessity of service quality and eco-friendly behavior of
dessert cafes by examining the relationship between the quality of dessert cafes and eco-friendly behaviors, customer trust and loyalty. It also found
the importance of the role of trust in securing loyal customers. In order to secure and retain loyal customers, the owners of dessert cafes should make
efforts to improve the quality of the cafes’ products and services so that customers can feel a sense of trust, and actively publicize that they are practicing
eco-friendly management. Asa result of this study, it is intended to provide practical implications for the management ofdessert cafes by understand ing
the effects of product and service quality and eco-friendly behaviors of companies to bakery industry workers and start-ups.
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0.319%**

0.285%*

Product quality x

Eco-friendly
behavior

**p < 0.01, ***p < 0.001
Solid line- significant

path

Dotted line: non-significant path

Figure 1: Hypothesized model
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Table 1: Demographic Profiles

Category Frequency | Percent
Gender Male 113 49.3
Female 116 50.7
20 - 29 years old 115 50.2
Age 30-39 years old 114 49.8
less than high school 1 04
High school 43 18.8
Education Two year college 48 21.0
Four year university 121 52.8
Graduate school or more 16 7.0
Student 45 19.7
Office worker 103 45.0
Sales/Service 17 74
Engineer/Production 9 3.9
Job Public Official 26
Professional 25 10.9
Owner 3 13
Housewife 12 5.2
Others 9 3.9
1 24 105
Monthly visit 23 67 29.3
frequency 45 52 227
6 or more 86 37.6
43. 53R
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o
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Appendixes
Appendix 1: Measurement ltems and Validity Assessment
Constructs and items LE::;:::; s o C.R AVE
Dessert cafe quality 0.888 0.915 0.642
The desserts of this dessert cafe are of high quality. 0.785
The desserts of this dessert cafe are first-class quality. 0.798
The quality of the desserts of this dessert cafe is excellent. 0.837
The service quality of this dessert cafe is high quality. 0.82
The service quality of this dessert cafe is first-class quality. 0.817
The service quality of this dessert cafe is excellent. 0.746
Dessert cafe eco-friendly behavior 0.876 0.924 0.802
This dessert cafe behaves in a socially conscious way. 0.886
| have the impression that this dessert cafe is very responsive to environment issue. 0.932
This_ dessert cafe seems like they are concerned about the preservation of the 0867
environment.
| have the feeling that this dessert cafe is not only concerned about the profit but also }
concerned about the environment and other consumers. *
Customer loyalty 0.827 0.896 0.742
I would say positive things about this dessert café to other people. 0.862
| would recommend this dessert cafe to my friends or others 0.897
I would consider this dessert cafe my first choice to buy services. 0.825
Customer trust 0.823 0.878 0.593
| have great confidence about this dessert cafe 0.643
This dessert cafe is honest when problems occur. 0.829
Promises made this dessert cafe are reliable 0.880
This dessert cafe has been frank in dealing with me 0.817
This dessert cafe does not make false claims 0.649

*ltems were deleted during confirmatory factor analysis
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Appendix 2: Discriminant Validity

57

Fornell-Larcker Criterion
Constructs 1 2 3 4
1. Desert café quality 0.801
2. Desert café's eco-behavior 0.548 0.896
3. Customer trust 0.555 0.531 0.77
4. Customer loyalty 0.443 0.502 0.492 0.862
Heterotrait-Monotrait Ratio (HTMT)
Constructs 1 2 3 4
1. Desert café quality
2. Desert café's eco-behavior 0.620
3. Customer trust 0.642 0.621
4. Customer loyalty 0.507 0.589 0.590 -
Bold numbers are the square root of AVE.
Appendix 3: Measurement Model
Paths Estimate SE t p Results
H1 |[Product quality -> Customer trust 0.390 0.071 5.502 0.000 p <0.001 Supported
H2 |Product quality -> Customer loyalty 0.142 0.082 1.740 0.082 n.s Not supported
H3 |[Eco-friendly behavior -> Customer trust 0.319 0.069 4.658 0.000 p <0.001 Supported
H4 |Eco-friendly behavior -> Customer loyalty 0.285 0.086 3.302 0.001 p<0.01 Supported
H5 |Customer trust -> Customer loyalty 0.260 0.084 3.092 0.002 p<0.01 Supported
— e -
He [Product quality * Eco-friendly behavior 0.040 0.056 0.720 0.472 ns Not supported
interaction -> Trust
Customer trust * Eco-friendly behavior
H7 interaction -> Customer loyalty -0.004 0.055 0.078 0.938 n.s Not supported
SMC R? Q2
Customer trust 0.382 0.217
Customer loyalty 0.335 0.240
SRMR 0.070




