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Abstract

This study examines the factors that affect customer satisfaction in premium coffee shops in Penang,
Malaysia's vibrant culinary scene. This descriptive cross-sectional survey surveyed 397 people via
guestionnaire. Respondents were chosen by convenience sampling. Questionnaires were used to collect
guantitative data, which was analyzed using SEM-PLS 4 version 4.0.9.5. The study provides compelling
insights into premium coffee shop customer satisfaction. Two factors were significant. First, product
quality positively influenced customer satisfaction, indicating that coffee and related product quality is
crucial to customer satisfaction. Second, service quality improved customer satisfaction, highlighting the
importance of friendly, attentive service. However, the outlet's atmosphere negatively affected customer
satisfaction, suggesting that while ambiance is important, it may not be the main driver of satisfaction in
premium coffee shops. This study has practical implications for coffee shop owners and FnB stakeholders.
The findings highlight the importance of product and service quality in premium coffee shops' customer
satisfaction. Businesses should focus on providing high-quality products and services rather than just
creating a happy atmosphere to ensure a good customer experience. This study confirms that product
quality drives customer satisfaction in premium coffee shops. The coffee shop's ambiance is important,
but this study emphasizes product and service quality. It shows coffee shop owners and managers where
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to focus their efforts and resources to improve customer satisfaction and loyalty. In conclusion, this study
sheds light on Penang premium coffee shop customer satisfaction. Coffee shop owners can build
customer loyalty and success in this competitive industry by focusing on product and service quality.

Keywords:
Premium Coffee Shops, Customer Satisfaction, Atmosphere, Service Quality, Product Quality, Penang.

1 Introduction

The food and beverage industry is a large category of businesses that currently
offers a variety of services or products, and it is constantly developing in Malaysia,
particularly in the coffee business (Samoszuk, 2017). In Malaysia, the food and beverage
industry is a significant contributor to the economy. In recent years, the coffee industry
in Malaysia has been expanding, which has made it more important than it has ever
been for owners of premium coffee shops to understand the factors that attract
customers to their establishments. (Joann Thomas, A., Siew Har, Christopher O., and
Ramasamy, R., 2021). According to the information provided by the International Coffee
Organization outlook (2023), the coffee industry experienced a marginal 0.1% increase
in production to 168.2 million bags in 2022/23, with notable shifts between regions. Asia
& Oceania and Africa faced declines due to adverse weather, while the Americas saw
growth, primarily driven by Brazil. This division was also evident in Arabica and Robusta
production, with Arabicas increasing while Robustas decreased. Looking forward to
2023/24, a 5.8% increase to 178.0 million bags is expected, with Arabicas and Robustas
forecasted to rise. These trends underscore the dynamic nature of coffee production,
influenced by regional conditions and cyclical patterns. Adapting to such changes
remains crucial for stakeholders across the coffee supply chain, highlighting the need
for sustainable practices and proactive measures to mitigate risks and ensure a resilient
coffee industry in the face of evolving challenges.

According to Ravagan (n.d.), the increase in coffee consumption can be attributed
to the growing number of people living in urban areas across the nation. According to
Lee et al. (2018), internationally recognized brands like Starbucks, The Coffee Bean &
Tea Leaf, and San Francisco Coffee as well as locally owned and operated establishments
like ZUS Coffee and Richiamo Coffee targeted customers of both younger and older
generations. This study will concentrate on high-end coffee shops like Starbucks, The
Coffee Bean & Tea Leaf, ZUS Coffee, Richiamo Coffee, and San Francisco Coffee in terms
of the atmosphere, service quality, and product quality.

According to research by Lee et al. (2018), customers are more likely to return to a
coffee shop if they are pleased with the positive or excellent service or goods they
received there. The consumer wants to feel relaxed from their hectic lifestyle, so
consumers will return to the outlet if the atmosphere of the outlet, which includes
things like good interior design, calm music in the background, and cleanliness of the
outlet, is present. In addition, the level of service that the retail location provides to its
customers is another factor that contributes to overall satisfaction. This includes aspects
such as how effectively the staff takes orders and how quickly the consumer's coffee is
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brought to them. Due to the fast pace and hectic nature of modern consumers' lives,
prompt service is an absolute necessity in this day and age and is constantly demanded
by customers.

In a similar vein, the product quality, such as the aroma of the coffee, the extensive
menu options, and so on, also plays an important role in the overall process that
somehow or rather will lead to satisfied customers. Therefore, the difficulty that coffee
shops are encountering in the modern era is that they are unable to maintain their
quality and the satisfaction of their customers as a result of modern technology, which
reduces the amount of human touch that is involved in the production of a good and
excellent product. Even though the coffee shop has a pleasant ambiance and provides
excellent service, if the product quality is poor, it will bring down all of the other factors
together.

As the nation's food and beverage sector continues to evolve, understanding the
factors that drive customer satisfaction in high-end coffee shops becomes paramount
for business owners and stakeholders. By digging into aspects such as atmosphere,
service quality, and product quality, this research aims to provide valuable insights for
coffee shop proprietors to enhance their offerings and retain customer loyalty. With the
growing urban population and increasing demand for quality coffee experiences, the
findings of this study can inform strategic decisions regarding resource allocation,
marketing initiatives, and operational enhancements. Ultimately, by prioritizing
customer satisfaction through meticulous attention to ambiance, service delivery, and
product consistency, coffee establishments can position themselves competitively in
Malaysia's dynamic coffee market, fostering sustained growth and long-term success.

In addition to the product quality, the atmosphere and the level of service quality
played significant parts in the overall success of the coffee shops in meeting their goal
of delivering exceptional levels of satisfaction to their clientele. In keeping with the idea
presented above, the focus of this investigation will be placed more squarely on the
aspects of customer satisfaction related to product quality, service quality, and the
atmosphere.

2 Literature Review

2.1 Coffee Culture Existence and Consumption by Malaysian

Malaysia is a nation that has historically been known for its love of tea because of
British colonization; however, nowadays, there has been a rise in the consumption of
coffee due to urbanization and busy lifestyles, particularly among the younger and older
generation (Lee, 2014). In 1997, coffee chains like Coffee Bean and Starbucks opened in
Malaysia, ushering in a new era of coffee consumption. Since then, the local coffee
culture has flourished, with the first steps being the commercialization of "kopitiams"
and the brand recognition of Malaysian coffee shops. Followed by the evolution of
amenities, in which the focus has shifted from merely selling products to also
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considering the implementation of technology as a component of advertising strategies
aimed at attracting the youth of today (Joann Thomas et al., 2021).

The term "specialty coffee" is used to describe high-quality beans that were
cultivated in optimal conditions and are used to brew coffee. Each type of bean has a
distinctive flavor that is unique on its own, formed by the specifics of the soil in which
they were grown (Merwe & Maree, 2016; Lee G.W. et al.,, 2018). As can be seen,
henceforth, the coffee culture in Malaysia has begun to evolve into a café idea, with
each shop sporting its own trademark. In contrast, to the success of chains like Coffee
Bean and Starbucks, many of Malaysia's traditional "kopitiams" have begun rebranding
themselves as a "third place," modernizing the interiors and service offerings into an
effort to compete. Therefore, ever since Malaysian coffee shops started slowly paste
into the hearts of Malaysia coffee enthusiasts towards sustaining local coffee scene.

2.2 Atmosphere

The atmosphere includes simple access, accessible space, a clean and tidy setting, a
pleasant interior, and comfortable restrooms. Thus, the physical facilities, equipment,
and communication systems information, as well as the style, sound level, heating rate,
neatness, odor, bright lighting, color, and entertainment, all demonstrate the service
provider's tight adherence to and respect for the consumer (Lee et, al., 2015; Loéfgren,
0., 2015; Devi, 2017; Hussain & Ali, 2015; Abdul Rahim et al., 2018; Effendy, 2019). In
addition, the physical environment may provide clients with a positive experience,
which may encourage them to make further service requests, suggest the business to
their colleagues, continue patronizing the establishment, and spend more money
overall than they had previously intended (Rajput, A., Gahfoor, R.Z., 2020). Customers
at today's restaurants want not just delicious cuisine but also friendly service and a
relaxing atmosphere. Many customers of coffee shops and restaurants are drawn in first
by the atmosphere. Therefore, the response of the clients is influenced by the
atmosphere (Ha & Jang, 2010; Duman, 2020).

2.3 Service Quality

Service quality, as defined by other academics, is how well a business satisfies its
customers' requirements and expectations (Ramya et al, 2019). Customers' perceptions
and experiences of a store's service quality are the starting point for any analysis of that
service (Mahato & Goet, 2020). In order to improve their service quality, F&B
establishments may benefit from a deeper understanding of what makes clients
satisfied (Chen, 2016). Because of this, the quality of the service provided is considered
a crucial element in establishing repeat business and satisfying customer loyalty (Grewal
et al, 2007). Service quality may be defined as the degree to which actual results from
service providers depart from what consumers would hope for (Gronroos, 2011;
Parasuraman et al, 2005). To put it another way, for a service to be considered "quality,"
it must meet or surpass its target audiences (Parasuraman et al., 1985). When a service's
quality leads to happy consumers, such customers are more likely to buy from you again.
The F&B company's presence in the market is bolstered by its employees' awareness of
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the importance of reaching or surpassing consumers' expectations. As a result of this
comprehension, a variety of service quality models for the F&B industries, and
restaurants in particular, have been established, such as SERVQUAL (Parasuraman et al.,
1988), SERVPERV (Cronin & Taylor, 1992), SERVICESCAPE (Bitner, 1992), DINESERV
(Stevens, Knutson & Patton, 1995), TANGSERV (Raajpoot, 2002) and DINESPACE (Ryu &
Jang 2008). All of the models mentioned above have been categorized for the express
aim of gauging the quality of service (Ge, Y.; Yuan, Q.; Wang, Y.; Park, K., 2021).

2.4 Product Quality

In today's competitive marketplace, the concept of quality reigns supreme,
particularly in the realm of food and beverage services. Lee and Kim (2021) aptly point
out that quality encompasses various facets such as temperature, freshness, flavor, and
consistency, all of which significantly influence customer satisfaction and loyalty. As
Rozekhi, Hussin, and Siddige et al. (2016) emphasize, modern consumers place a
premium on food quality, demonstrating a willingness to invest in superior products that
meet their discerning tastes and preferences. Indeed, the ability of businesses to
consistently deliver high-quality offerings has become a pivotal determinant of success
in the industry. In this context, the significance of maintaining impeccable food quality
cannot be overstated. Ramli, Ahmad Mahmmud, and Abas (2022) underscore the crucial
role of food quality in shaping consumer behavior, highlighting its direct correlation with
customer loyalty and patronage. When businesses prioritize the meticulous
maintenance of taste profiles, freshness, and overall excellence in their culinary
offerings, they cultivate a sense of trust and satisfaction among their clientele.
Consequently, loyal customers are more likely to return and become advocates for the
brand, driving sustained revenue growth and market expansion. Moreover, Setya and
Soni (2018) assert that identifying and consistently delivering superior products is
paramount for businesses seeking to thrive in today's competitive landscape. As
consumers become increasingly discerning and willing to pay a premium for quality,
businesses must adapt by aligning their operations with the expectations of their target
demographic. By investing in robust quality control measures, sourcing the finest
ingredients, and prioritizing culinary craftsmanship, businesses can differentiate
themselves in a crowded market and command a loyal customer following.

In conclusion, the importance of food quality in the food and beverage industry
cannot be overstated. As consumers demand excellence and are willing to invest in
superior products, businesses must recognize the pivotal role that quality plays in
shaping consumer preferences and driving long-term success. By upholding the highest
standards of culinary excellence, businesses can forge meaningful connections with
their customers and establish themselves as trusted purveyors of quality in the market.

2.5 Customer Satisfaction

In the realm of consumer behavior, the concepts of customer satisfaction and brand
loyalty play pivotal roles in shaping the success and longevity of businesses. Minardi and
Segoro (2014) and Moron et al. (2022) elucidate that customer satisfaction stems from
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an individual's evaluation of the goods and services they have received, encompassing
their overall feelings about a product or service (Yap, Ramayah, & Shahidan, 2012; Sofia,
Pangaribuan, & Sitinjak, 2019). This sentiment is further delineated by Islam et al. (2021)
as the degree to which a product or service meets the needs of its users, relative to both
their expectations and actual needs. Kotler (1973) aptly characterizes customer
satisfaction as the alignment between a consumer's impressions of product or service
performance and their initial expectations. Meanwhile, brand loyalty, as articulated by
Saputra, Indarini, and Margaretha (2020), signifies a customer's inclination to
repeatedly purchase from a particular company, often demonstrated through their
willingness to pay a premium for its offerings and advocate for its products or services.
Thus, while customer satisfaction reflects the immediate gratification derived from a
single transaction, brand loyalty encapsulates a deeper, ongoing commitment to a brand
based on positive experiences and perceived value. In essence, cultivating customer
satisfaction lays the groundwork for fostering brand loyalty, as satisfied customers are
more likely to exhibit repeat purchase behavior and serve as brand ambassadors,
ultimately contributing to sustained business growth and competitive advantage in the
marketplace.

3 Methodology

3.1 Research Design

This study involved quantitative research. A field experiment in Pulau Pinang,
Malaysia, determined which coffee shop experiences most substantially affected
customers' returns. Quantitative surveys allowed the researcher to gather data swiftly.
Google Forms created the survey questionnaire, which was sent electronically (including
but not limited to WhatsApp, Telegram, and the like). The researcher chose descriptive
and hypotheses testing study research because a questionnaire was utilized to gather
specific information from respondents and deepen the study.

3.2 Unit of Analysis

Residents of Pulau Pinang, Malaysia made up the bulk of the research population.
Through a method of convenience sampling, the researcher looked at what made coffee
shops so popular with their regulars.

3.3 Population and Sample

The study surveyed people to learn about the project's audience. Pulau Pinang locals
were used to study coffee shop consumer satisfaction. Sampling distributions were
probability distributions of a statistic when simple random samples were obtained from
a population. The chance of a particular sample mean with a population mean,
population standard deviation, and the sample size was determined (Zach, 2020). The
population of Pulau Pinang was around 1.8 million people, according to local estimates
(Department of Statistics, Malaysia, 2020). However, in this research, the focus was on
ages from 15 years old to 64 years old. The population of that age was around 1,285,900
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million people (Pejabat Setiausaha Kerajaan Negeri Pulau Pinang, 2019). According to
the Roasoft program, after 1,285,900 million was entered into the program, the
program calculated about 385 viable samples for this research. Participants were asked
for their thoughts on several aspects of customer satisfaction. The survey instrument
adopted for this study was from Duman, F. (2020) and consisted of five sections: (1)
general demographic profile data; (2) information regarding the coffee shop's ambiance,
(3) service quality, and (4) product quality; and (5) questions designed to measure the
independent variable of customer satisfaction. The survey instrument adapted by
Duman (2020) used a 5-point Likert scale that measured the level of the agreement
consisting of 5 sections. Additionally, this questionnaire was adopted from a past
research paper which was from Duman. F. (2020) Effects of Coffee Shops’ Food Quality,
Service Quality, and Ambience Quality on Customer Satisfaction and Loyalty in Batman,
Turkey.

3.4 Questionnaire Design
3.4.1 Instrument

An online survey built using Google Forms will be utilised to gather information. The
Google Form will accept submissions in both English and Malay. The survey's phrasing
was deemed manageable and understandable by the target audience. The clarity of the
guestions and the reliability of the replies will both improve as a result. The
guestionnaire will consist of five sections. The first part of this will include the
demographic information of the respondents. Four questions in Part B will address
independent variables like the store's ambience, four questions in Part C (service
quality), and six questions in Part D (product quality); eight questions in Part E will
address dependent variables like customer satisfaction. In this study, Likert scale will be
used, running from 1 (strongly disagree) to 5 (strongly agree).

3.4.2 Data Collection

Determining the right sample size for the study is the next step in the sampling
procedure. Estimating the optimal sample size is not a straightforward undertaking
because it involves numerous variables that must be weighed and accounted for before
it can be deemed the most acceptable (Hair et al., 2014; Keegan, 2009; Pallant, 2020).
Consequently, it may be necessary to evaluate the estimated precision, the available
time, and the researcher's financial resources. There has been a substantial dispute
about what makes an acceptable sample size because there is no simple and final
criterion defining an acceptable sample size (Flynn and Pearcy, 2001). Different writers
have recommended varying sample sizes as suitable. Consideration is given to the
following scholarly arguments when determining the sample size for this study.

Earlier scholars Krejcie and Morgan (1970) stated that a sample size of 385 could be
enough regardless of the size of the population to be represented. In contrast, Roscoe
(1975) indicated that sample sizes between 30 and 500 are adequate for the majority of
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studies. Tabachnick and Fidell (2019) suggested that there must be at least 300 cases for
acceptable assessments of reliability (Coefficient Alpha Value) or validity (Factor
Analysis), as opposed to a sample size of fewer than 50 cases. Tabachnick and Fidell
(2019) recommended that the minimum sample size is five times the number of
variables to be examined, while Nunnally (1978) stated that a sufficient sample size
would have a ratio of ten to one.

Kumar et al. (2013) noted that identifying the target population and identifying the
accessible population are two separate processes. In his work, the author suggests in
this situation, the accessible population should take precedence over the intended
audience. Unlike other publications, the next step after defining the target population
is to identify the accessible population. Because it is impractical to contact all members
of a target community, the researcher must determine, based on time and resources,
what proportion of the population is accessible (Dattalo, 2008).

Despite this, it is impossible for researchers to approach or survey every coffee
enthusiast at every available premium coffee outlet. Salkind (2012) claimed that it is
practically impossible to collect data from, test, or examine every single element in a
population, especially when the research encompasses hundreds or thousands of
elements. According to widespread belief, evaluating a sample rather than the entire
population may result in a more reliable conclusion if the selected respondents may
provide substantial beneficial insights or data on the investigated subject (Aguinis and
Lawal, 2012; Green et al., 2016; Uttley, 2019). The overall replies to the study are graded
satisfactory in at least 300 cases, very good in 500 cases, and excellent in 1000 cases
(Comrey and Lee, 1992; Tabachnick and Fidell, 2013).

3.4.3 Data Analysis

As mentioned previously, the Structural Equation Modeling - Partial Least Square
(SEM-PLS) will be utilized to answer the research objectives, research questions, and
hypotheses. SEM-PLS is a sophisticated statistical analysis that examines the complex
predictive relationship between the constructs or determines whether there is a
connection or influence between the investigated constructs. PLS-SEM was chosen
because it can be applied without making any assumptions (non-parametric test), and
the accuracy of the prediction model is evaluated using the coefficient of determination
(R-square), which is suitable for research involving the development and testing of
theories (Hair, Ringle, & Sarstedt, 2011). Scholars now accept PLS-SEM as a more
accurate structural model estimation technique (Henseler, Ringle, & Sinkovics, 2009).
Consequently, Ramayah et al. (2016) and Hair et al. (2011) argued that SEM-PLS typically
deals with two major components: measurement and structural model.

Measuring the relationship between observed and unobserved variables is
facilitated by the measurement model, also known as an inner model. Utilizing the
guestionnaire items developed, a measurement model is used to evaluate the
relationship between latent variables. It is also referred to as a CFA model (confirmatory
factor analysis model) that permits the researcher to assess the items' psychometric
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reliability and validity and to understand the situation or patterns (Hair et al., 2014;
Tabachnick & Fidell, 2019). Each latent or variable's loading indicator (reflective model)
or weight indicator (formative model) is analyzed to determine the patterns.

A structural model, also known as an outer model, defines the relationship between
exogenous and endogenous constructs. A structural model specifies how an exogenous
variable influences or causes changes based on the value of an endogenous variable in
the model (Ramayah et al., 2016). In this study, the path coefficient analysis is utilized
to predict the relationship between the exogenous construct or latent variable X and
the endogenous construct or latent variable Y. By measuring a structural model
intended to test the research hypotheses, both are evaluated. The Structural Equation
Modeling-Partial Least Square (SEM-PLS) will be further discussed.

4 Findings

4.1 Measurement Model Result

The quality of the constructs in the study is assessed based on the evaluation of the
measurement model. The assessment of the quality criteria starts with the evaluation
of the factors loadings which are followed by establishing the construct reliability and
construct validity.
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Figure 1: Measurement Model
4.1.1 Indicator Multicollinearity

Variance Inflation Factor (VIF) statistics are utilized to assess multicollinearity in the
indicators (Fornell & Bookstein, 1982). According to Hair et al. (2016), multicollinearity
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is not a serious issue if the value for VIF is below 5. Figure 2 presents the VIF values for
the indicators in the study and reveals that the VIF for each of the indicators is below
the recommended threshold.

VIF
Atmosphere CustomerSati ProductQuali
E 2.088 : 3.519 Q 1.992
1 sfactionl ty2
Atmosphere CustomerSati ProductQuali
B 1.19 : 6.633 . 2.056
2 sfaction2 ty3
Atmosphere CustomerSati ProductQuali
& 4.031 : 6.885 Q 2.356
3 sfaction3 ty4
Atmosphere CustomerSati ProductQuali
& 4.026 : 5.117 a 1.534
3 sfaction4 ty5
CustomerSati ProductQuali
: 7.655 - 2.012
sfaction5 ty6
CustomerSati ServiceQualit
: 7.388 - 3.245
sfaction6 yl
CustomerSati ServiceQualit
: 3.883 - 4.582
sfaction? y2
CustomerSati ServiceQualit
: . 3.352
sfaction8 y3

ServiceQualit 4.153
2

Figure 2: Multicollinearity Statistics (VIF) for indicators
4.1.2 Reliability Analysis

According to Mark (1996), reliability is defined as the extent to which a measuring
instrument is stable and consistent. The essence of reliability is repeatability. If an
instrument is administered over and over again, will it yield the same result? The two
most commonly used methods for establishing reliability include Cronbach Alpha and
Composite Reliability (CR). The results for both Cronbach alpha and composite reliability
results are presented in Figure 3. The Cronbach Alpha ranged from .825 to .971, whereas
Composite Reliability statistics ranged from .884 to .975. Both indicators of reliability
have reliability statistics over the required threshold of .70 (Hair et al., 2011). Hence,

construct reliability is established.

0.825 0.887

0.975
0.884

0.956

Figure 3: Construct Reliability Analysis (Cronbach Alpha and Composite Reliability)
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4.1.3 Convergent Validity

"Convergent validity is the degree to which multiple attempts to measure the same
concept are in agreement. The idea is that two or more measures of the same thing
should covary highly if they are valid measures of the concepts" (Bagozzi et al., 1991).
When the AVE value is greater than or equal to the recommended value of .50, items
converge to measure the underlying construct, and hence convergent validity is
established (Fornell & Larcker, 1981). Convergent validity results based on the AVE
statistics in the current study show that all constructs have AVE values over .50. Hence,
convergent validity is not an issue. Figure 4 shows the AVE values for each of the
constructs.

0.672

0.833

0.609

0.845

Figure 4: Construct Convergent Validity (AVE)
4.1.4 Heterotrait-Monotrait Ratio (HTMT)

HTMT is based on the estimation of the correlation between the constructs.
Discriminant validity is established based on the HTMT ratio. However, the threshold for
HTMT has been debated in existing literature: Kline (2011) suggested a threshold of .85
or less, while Teo et al. (2008) recommend a liberal threshold of .90 or less. The HTMT
results show (Table 7) that the HTMT ratio is less than the required threshold of .90.

0.816

0.786 0.759

Figure 5: Discriminant Validity -HTMT

[
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4.2 Structural Model Assessment

Following the assessment of the measurement model, the next step is the
evaluation of the structural path for the evaluation of path coefficients (relationships
amongst study constructs) and their statistical significance.

H1 evaluates whether the atmosphere of the coffee outlet significantly and
positively affects customer satisfaction. The results revealed that the outlet's
atmosphere has an insignificant and negative impact on customer satisfaction (B =.083,
t = 1.054, p =0.292). Hence, H1 was not supported. The results are presented in Figure
6.

H2 evaluates whether service quality provided significantly and positively affects
customer satisfaction. The results revealed that the service quality provided has a
significant and positive impact on customer satisfaction (B =.332, t = 4.126, p < 0.001).
Hence, H2 was supported. The results are presented in Figure 6.

H3 evaluates whether product quality significantly and positively affects customer
satisfaction. The results revealed that product quality has a significant and positive
impact on customer satisfaction (B = .512, t = 6.787, p < 0.001). Hence, H3 was
supported. The results are presented in Figure 6.

H4 evaluates whether the factors have more impact on customer satisfaction at the
coffee shops. The result revealed that product quality has a significant and positive
impact on customer satisfaction at 51.2 percent while atmosphere (H4) and service
quality (H5) at 8.3 percent and 33.3 percent respectively.

0.079 1.054 (
0.075 6.787 (
0.080 4.126 (

Figure 6: Direct Relationships

5 Conclusion

5.1 Discussions

Customers of coffee shops tend to prioritize their preferences for fulfilling food and
beverages, the ambience of the establishment, and the quality of service provided by
the staff in current coffee shops. These three independent variables have demonstrated
a positive impact on customer satisfaction. The findings of this study indicate that the
store atmosphere variable has a negative and statistically insignificant impact on
customer satisfaction (H1; = .083, t = 1.054, p =0.292). This implies that an improved
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store atmosphere will not lead to increased customer satisfaction. Additionally, the
study explores the relationship between the store atmosphere variable and customer
satisfaction across five specific brands (Starbucks, The Coffee Bean & Tea Leaf, ZUS
Coffee, Richiamo Coffee, and San Francisco Coffee) in Penang, Malaysia. The findings of
this investigation align with the earlier study conducted by Dhisasmito and Kumar
(2020), which suggests that the respondents in this study do not perceive a comfortable
atmosphere as the primary determinant of their satisfaction.

The cleanliness of the store atmosphere is the most significant factor in creating a
comfortable environment for customers at the coffee outlet in Penang. The ambiance
of a shop or cafe plays a crucial role in creating a prominent sensory impact derived from
the establishment's design. Consequently, it is imperative for a cafe to carefully cultivate
an intentional atmosphere that aligns with its target demographic, thereby encouraging
customers to make purchases within the premises. However, they do not align with the
propositions proposed by Cox and Paul (2004: 184), positing that the ambiance of a store
plays a significant role in shaping its overall image. This ambiance can be understood as
the current sensory impact of the store's design, physical attributes, and merchandising
initiatives (Effendy et al., 2019). Furthermore, the findings also do not align with prior
research conducted by Duman F. (2020), which proposes that the quality of the
ambiance in coffee shops initially positively impacts customers' emotions.

The service quality evaluation in coffee shops is primarily based on consumer
opinions and expectations. The operating performances of coffee shops are influenced
by service quality, which is a significant factor in determining customer satisfaction
(Gotlieb et al., 1994: Duman. F, 2020). The results of this study provide evidence to
support the hypothesis that the participants placed a significant emphasis on the quality
of service. This emphasis had a statistically significant and positive impact on customer
satisfaction (H2; $=.332, t = 4.126, p < 0.001). This finding aligns with the research
conducted by Duman (2020) and the studies conducted by Dhisasmito and Kumar
(2020). The primary determinant of service quality is the willingness of the coffee
outlet's staff to serve customers. This is attributed to the staff's friendly attitude and
ability to fulfil customer orders accurately.

Coffee shops primarily offer food and beverages, focusing on product quality as
their primary customer offerings. Therefore, food quality is the primary factor
influencing customer satisfaction in coffee shops. In this particular context, the concept
of food quality covers various dimensions, namely the nutritional value of the food, the
diversity of food options available on the menus, the visual and tactile attributes of the
food and beverages, and the overall taste experience. Ultimately, the goal is to ensure
customer satisfaction. The references cited in the text include Clark and Wood (1999),
Kivela et al. (2000), and Duman. F (2020), and Hidayat et al. (2019). The findings of this
study align with the literature cited earlier. Ensuring product quality is a crucial attempt
that every company must undertake to enhance their products' competitiveness in the
market and effectively cater to the demands and preferences of consumers. To be more
precise, the food quality offered in coffee shops has a direct impact of 51.2% on
customer satisfaction. Therefore, Hypothesis 3 (H3) demonstrated a significant positive
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relationship between food quality and customer satisfaction. This reflects the extent to
which customers are inclined towards food quality. When a consumer expresses
satisfaction with a purchased product, it can lead to consumer satisfaction towards that
particular purchase. Consequently, the purchaser will engage in future repurchases.
Furthermore, it is worth noting that happy customers are likely to engage in word-of-
mouth promotion, thereby advocating the product to potential consumers.

Furthermore, the findings of this study align with prior research conducted by
Duman F. (2020) and Hidayat et al. (2019), which assert that product quality is a crucial
factor for companies seeking to enhance market competitiveness and meet consumer
demands. However, these results diverge from the earlier studies conducted by Abdul
Rahim, F. et al. (2018) and Zardi et al. (2019), which suggest that the growth of
restaurants and the assortment of products offered may vary. Consequently, customers
consider various factors when selecting restaurant products for consumption.

Lastly, the factor that has more impact on customer satisfaction is product quality
because it has greater value (B=.512, f2=0.260). This shows that product quality is an
important factor in satisfying the customer. Additionally, this aligns with Duman F.
(2020) and Lee et al. (2018) as well as Tan and Lo (2008) and Chen and Hu (2010). The
attribute of coffee quality holds significant importance. Undoubtedly, coffee is
considered the primary offering in specialty coffeehouses, equivalent to how food is
considered the principal product in restaurants.
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