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ABSTRACT
This study aims to offer a model that incorporates both direct and indirect effect of Dining Experience on Loyalty Intentions
through Satisfaction and Positive Consumption Emotions of costumer of The Coffee Bean & Tea Leaf in the city of Bekasi,
Indonesia. Structural Equation Modeling (SEM) is used to analyze the research model utilizing WarpPLS 7.0 software. In the data
sampling process, purposive sampling was used through a questionnaire distributed to 145 respondents who have eaten and drunk
at The Coffee Bean & Tea Leaf in Bekasi. Because of amid the situation of Covid19 pandemic, questionnaires were distributed
through online. The results show that Dining Experience has positive and significant effect on Satisfaction and Positive
Consumption Emotions. Meanwhile, Dining Experience, Satisfaction, and Positive Consumption Emotions have a positive and
significant influence on Loyalty Intentions. In indirect effect, Satisfaction and Positive Consumption Emotions have been proven
mediate the effect of Dining Experience on Loyalty Intentions. For future research, it can be suggested to use more dependent
variables with more number of respondents and broadened area of research.
Keywords: Dining Experience, Satisfaction, Positive Consumption Emotions, Loyalty Intentions, and The Coffee Bean & Tea
Leaf.

INTRODUCTION
One of some sectors in the Indonesia’s agricultural industry that fluctuates every year is found in the plantation sector. The
development of this sector is influenced by, among other things, an increase in the amount of coffee consumption among the
people in several countries, including Indonesia. Data from the International Coffee Organization (ICO) recorded that Indonesia's
coffee consumption for the 2016/2017 period reached 4.6 million packs of 60 kg / lb (60 kg), 6th ranking in the country with the
largest coffee consumption in the world after Russia. Based on the 2018 Agricultural Data Center and Information System of the
Ministry of Agriculture, Indonesia's coffee consumption during the 2016-2021 period is predicted to grow an average of 8.22%
/ year.
World meters noted that 56.4% of Indonesia's population is urban. So, enjoying coffee is now a common thing in big cities.
Making coffee is now very easy to find, starting from roadside stalls, cafes, restaurants, and hotels, now providing various types
of coffee drinks with various types and various prices. Consuming coffee has evolved from being just a daily ritual for consumers
or meeting one's primary needs, now it has become part of their lifestyle. Lifestyle can affect positively or negatively for those
who run it, depending on how a person carries out that lifestyle.
Coffeeshop is seen as a place that is able to reflect the lifestyle and social class of some of the capital's people. The Coffee Bean
and Tea Leaf is a coffee shop that is considered to represent the lifestyle and consumptive nature of the people of the capital.
This can be seen through topbranaward.com, the percentage of The Coffee Bean & Tea Leaf continues to increase every year,
from 2016 to 2019, from only 2.4% to 9.8%. This is one of some considerations of choosing The Coffee Bean & Tea Leaf as an
object of this research. It currently has 108 stores in all cities in Indonesia. Bekasi city is one of the cities, where The Coffee
Bean & Tea Leaf is expanding its market. Bekasi city is considered to be potentially quite good for the future, because Bekasi
city is one of the cities with a large population. Based on Worldometers.info, the city of Bekasi ranks 5th for the order of the
main cities based on population in Indonesia.
The Coffee Bean & Tea Leaf introduce a new concept, which will allow customers to enjoy high quality coffee & tea drinks
more comfortably. Food Quality is defined as the most important attribute of overall service quality and has a positive relationship
with customer satisfaction and loyalty (Ryu and Han, 2010). Customer satisfaction is obtained from the results obtained by these
consumers after comparing the results or performance of a product or service with what consumers expect of the product or
service. Consumption Emotions can be described by independent emotions such as anger, joy, or fear, etc. (Pareigis et al., 2011).
Loyalty intentions are important outcomes that can help companies to protect their bottom-lines and grow their top-lines (Kumar
et al., 2013). Stefanie Kuhn and Mia Bothma (2018) state that the role of Atmosphere, Food Quality, Service Quality and Social
Connectedness are the main factors to see how the consumer's Dining Experience towards a particular coffee shop. Therefore,
the authors are interested in conducting research again on Dining Experience, Satisfaction, Positive Consumption Emotions, and
Loyalty Intentions.
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THEORETICAL FRAMEWORK
Atmosphere
Atmospheric refreshing to the design of an environment though visual communications, lighting, colors, music, and scent
simulate a customer's perceptual and emotional responses and ultimately affect their purchase behavior (Levy & Weitz, 2014,
507). Atmosphere (atmospherics) is a reflection of a store's physical characteristics that are used to develop an image and draw
customers (Berman & Evans, 2018, 546). Thus, the authors determine that atmosphere is an important element in building a shop
atmosphere that can influence consumer feelings or emotions, perceptions and purchasing behavior. There are several influential
store atmosphere elements consisting of Store Exterior, General Interior, Store Layout and Interior Display (Berman & Evans,
2014, 545).
Previous studies by Lee et al., (2018) found that atmosphere has a positive and significant effect on satisfaction. However,
Stefanie Kuhn and Mia Bothma (2018) found different results, that is, Dining Experience has a positive and significant influence
on Satisfaction, but not on Loyalty Intentions.
Food Quality
Food Quality is an absolute requirement in meeting the needs and expectations of restaurant customers (Rozekhi et al., 2016, 46).
According to Kim et al., (2017) Food Quality is one of the main determinants of Dining Experience and a factor that affects
Customer Satisfaction and post-dining behavioral intentions.
Food Quality is defined as the most important attribute of overall service quality and has a positive relationship with Customer
Satisfaction and loyalty (Ryu and Han, 2010). Thus, the authors decide to make Food Quality an important element that can affect
Customer Satisfaction and play an important role in influencing overall service quality.
Meanwhile, according to Pantelidis et al., (2018, 27) several dimensions of Food Quality can play an important role in influencing
the quality of a food, which consists of portion, taste, texture, aroma, color, temperature, and presentation. These things can affect
Consumer Satisfaction in eating a food as a whole.
Previous studies by Rozekhi et al., (2016) found Food Quality has a positive and significant effect on Satisfaction. However,
Stefanie Kuhn and Mia Bothma (2018) found different results. Namely, Dining Experience has a positive and significant
influence on Satisfaction, but not on Loyalty Intentions.
Service Quality
Service quality refers to customers' long-term, cognitive evaluations of a firm's service delivery (Lovelock & Writz, 2016, 77).
Service Quality is defined as a significant condition to provide a superior experience to customers (Tabaku and Cerri, 2016).
According to Kotler & Keller (2016, 442) there are 5 dimensions of service quality, that is, to evaluate services that are intangible,
namely Reliability, Assurance, Tangible, Emphaty, and Responsiveness.
Service Quality is one of the important elements in satisfying the interests and satisfaction of consumers, and an increase in
service quality can help companies survive amid intense competition. Determinants of service quality received by consumers
have an influence on Customer Satisfaction (Lee et al., (2000) in Briliana., (2010,110)).
In a previous study by Suhud et al., (2019) it was found that Service Quality did not significantly influence Satisfaction. However,
Stefanie Kuhn and Mia Bothma (2018) found different results, that is, Dining Experience has a positive and significant influence
on Satisfaction, but not on Loyalty Intentions.
Social Connectedness
Social Connectedness is defined as "an aspect of one's self that reflects subjective awareness and from interpersonal closeness to
the outside world." (Lee et al., 2017). Social Connectedness can help individuals adapt to their environment, have a sense of
security in the social environment, build easy interactions, and communicate (Satici, 2016). Meanwhile, according to Samuel et
al., (2018) Social Connectedness is defined as "the relationship that one has with others and the benefits that individuals and
society derive from this relationship." Thus Social Connectedness is a relationship that occurs between one individual and
another, which can make it easier for individuals to interact and communicate with other individuals.
In a previous study by Bufquin et al., (2016) Social Connectedness did not significantly influence Satisfaction.
Satisfaction
Satisfaction is a person's feelings of pleasure or disappointment that result from comparing a product or service's perceived
performance (or outcome) to expectations (Kotler and Keller, 2016, 153). According to Lovelock and Writz (2016, 77)
Satisfaction is an evaluation of a single consumption experience, a fleeting judgment, and a direct and immediate response to that
experience. Meanwhile, Zeithaml, Bitner, and Gremler (2018, 80) argue that Satisfaction is a consumer fulfillment response. It
is an assessment that the features of a product or service, or the product or service itself, provide a satisfactory level of fulfillment
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related to consumption. Based on the experts' statements, the authors conclude that Satisfaction is the evaluation of customers
after obtaining something in accordance with their expectations before consuming a product or service.
According to Lee et al., (2000) in Triandewo et al., (2018) the following is to measure Satisfaction a) I am happy with my decision
to visit here; b) My experience here exceeded my expectations; c) Overall I am satisfied with my visit here.
In a previous study by Triandewo et al., (2018) Satisfaction has a significant effect on Loyalty. Moreover, the findings from
previous studies by Berrin Guzel and Ceren Isci (2018), Satisfaction has a significant effect on Loyalty Intention.
Positive Consumption Emotions
Emotions are defined as temporary subjective situations, which are supported by physiological, behavioral, and cognitive
phenomena, which are triggered by an assessment of the environmental situation (Perry et al., 2016). Positive Emotions are
favorable and facilitate approach tendencies; negative emotions are unfavorable and facilitate avoidance tendencies (Zeelenberg
and Pieters, 2004). Customers with positive emotions perceive the achievement of consumption goals in current choices;
consequently, they are more likely to continue with the current choice (eg high loyalty intentions). Conversely, customers with
negative emotions feel a failure in achieving consumption goals in the current choice; thus, they tend to avoid current choices
(eg low loyalty intentions).
Consumption Emotions can be described by independent emotions such as anger, joy, or fear, etc. They can also be described in
different emotional dimensions such as pleasant and unpleasant emotions and calm and excited emotions (Pareigis et al., 2011).
In previous research by Razzaq et al., (2017) Positive Emotions has a positive and significant influence on Loyalty Intentions.
However, Stefanie Kuhn and Mia Bothma (2018) found different results, That is, Positive Consumption Emotions did not have
a significant effect on Loyalty Intentions.
Loyalty Intention
Loyalty Intentions are an important outcome that helps firms protect their bottom lines and grow top-lines (Kumar et al., 2013).
Loyalty Intentions are defined as the subjective probability that a customer will continue to purchase a product from an online
store in the future. Satisfied consumers tend to continue their relationship with a particular organization rather than dissatisfied
ones (Chiu et al., 2009). Thus, Loyalty Intention is an important element for a company to be able to strengthen and maintain the
company's relationship with consumers.
Loyalty Intentions refer to a customer's strong likelihood of becoming loyal to a particular brand, company, product or service.
Because of the emotional bonding involved, loyal customers often buy back certain products or services, spend more money on
them, and encourage others to use those products (Han et al., 2019).
In a previous study by Hussainy et al., (2017) it was found that Satisfaction did not have a significant effect on Loyalty Intention.
However, in Stefanie Kuhn and Mia Bothma (2018) different results are found, where Satisfaction has a significant influence on
Loyalty Intentions. Research model in this study is a replicate of previous study by Stefanie Kuhn dan Mia Bothma (2018) entitled
“The coffee shop dining experience and customer loyalty intentions: Brewing the perfect blend.”
Figure 1. Research Model
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Based on the literature review above, the following hypotheses are proposed:
H1. Dining Experience has a significant influence on Satisfaction
H2. Dining Experience has a significant influence on Loyalty Intentions.
H3. Dining Experience has a significant influence on Positive Consumption Emotions.
H4. Satisfaction has a significant effect on Loyalty Intentions.
H5. Positive Consumption Emotions has a significant effect on Loyalty Intentions.
H6. Dining Experience has a significant influence on Loyalty Intentions mediated by Satisfaction.
H7. Dining Experience has a significant influence on Loyalty Intentions mediated by Positive Consumption Emotions.
RESEARCH METHODOLOGY
The use of Structural Equation Modeling (SEM) is to analyze the research model, which is used with the WarpPLS 7.0 software.
Structural Equation Modeling (SEM) is a second-generation multivariate data analysis method that simultaneously analyzes
various variables representing measurements related to individuals, companies, events, activities, situations, and so on. "SEM is
used to explore or confirm a theory" (Hair et al., 2017). As suggested by Hair et al., (2017), the authors conducted PLS-SEM to
measure construct characteristics in the relationship model (latent variables). PLS-SEM can better handle formative measurement
models (assessments of validity, significance and relevance of indicator weights, and collinearity of indicators) and has an
advantage when sample sizes are relatively small.
In the data sampling process, the use of purposive sampling through questionnaires was distributed through online surveys to 145
respondents. Purposive sampling is confined to specific types of people who can provide the desire information, either because
they are only ones who have it, or they conform to some criteria set by the researcher (Sekaran and Bougie, 2016). Valid
respondents must have several characteristics: 1) Respondents who have eaten and / or drank at The Coffee Bean & Tea Leaf at
least twice a year, 2) More than 18 years old, 3) Reside in Bekasi city.
RESEARCH RESULT
Based on the data collection process, the results consist of the characteristics of the respondents as shown in Table 1 below:

Table 1: Respondent characteristic
Characteristic
Gender

Category
Male
Female
Age
19-20
21-30
31-40
41-50
>50
Last Education
Jr. High School
Sr. High School
Diploma
Undergraduate
Post Graduate (Master/Doctoral)
Job
Students
Civil Servant
Private Employee
Entrepreneur
Others
Income Per Month
<5.000.000
5.000.000-10.000.000
>10.000.000-15.000.000
>15.000.000-20.000.000
>20.000.000
Buying Freq (In a Year)
2 kali
3-5 kali
>5 kali
Notes: Total Number of Respondent = 145

Frequency
45
100
24
100
9
6
6
0
72
14
55
4
77
3
40
11
14
87
44
9
3
2
79
46
20

Percentage
31.03
68.97
16.55
68.96
6.21
4.14
4.14
0
49.66
9.66
37.93
2.75
53.10
2.07
27.58
7.59
9.66
60.0
30.34
6.21
2.07
1.38
54.49
31.72
13.79
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This study uses a second order research model contained in the Dining Experience variable. On the earlier processing of first
order, there are two indicators whose the level of validity are low, smaller than 0.70 (Hair et al., 2017), namely the A2 and A5
indicators, 0,679 and 0,687, respectively. This can be overcome by elimination. "Indicators with outer loadings between 0.40 and
0.70 should be considered for removal from the scale only when deleting the indicator leads to an increase in the composite
reliability (or the average variance extracted (AVE)) above the suggested threshold value" (Hair et al., 2017). The loading value
after the A2 and A5 indicators are eliminated, can be seen in table 2 below:
Table 2: Summary of First Order and Second Order of Dining Experience and other Variables
First Order of Dining Experience
Atmosphere (α = 0,716)
A1.
A3.
A4.

A2.
A5.

FQ2
FQ3
FQ4

SQ2.
SQ3.

SC1
SC2
SC3
SC4
SC5
SC6

0,830

0,679
0,687

CR (0,874)

AVE (0,635)

The Coffee Bean & Tea Leaf serves a menu according to
your order.
The Coffee Bean & Tea Leaf has food with good taste and
according to your taste.
The Coffee Bean & Tea Leaf has a drink with a delicious
taste and according to your taste.
The amount of food served is as ordered.

0.806
0.749

CR (0,879)

AVE (0,708)

Loading
Factor
0. 0,821
0,832
0,870

CR (0,946)

AVE (0,745)

The Coffee Bean & Tea Leaf waiters know you well.
The Coffee Bean & Tea Leaf waitresses have empathy for
the problems you are experiencing.
The Coffee Bean & Tea Leaf feels like home to you.
The waiter knows well what menu you like, without you
telling him beforehand.
You have a sense of belonging to The Coffee Bean & Tea
Leaf.
You feel like family to The Coffee Bean & Tea Leaf

Second Order of Dining Experience
Dining Experience (α = 0,850)
A
FQ`
SQ
SC

Loading
Factor
0.825
0.804

The waiter knows very well the menu offered by The Coffee
Bean & Tea Leaf.
Fast service, so it doesn't keep you waiting.
The Coffee Bean & Tea Leaf waiters can communicate well
with you.

Social Connectedness (α = 0,931)

Loading
Factor
0,739
0,825

The lighting at The Coffee Bean & Tea Leaf completes your
dining experience
There is no scent to make you uncomfortable at The Coffee
Bean & Tea Leaf

Service Quality (α = 0,794)
SQ1.

AVE (0,639)

The Coffee Bean & Tea Leaf has a low noise level, so it
doesn't disturb your conversation.
The atmosphere that surrounds the inside of The Coffee
Bean & Tea Leaf pampers your eyes.
The air temperature inside The Coffee Bean & Tea Leaf
feels comfortable for you.

Food Quality (α = 0,807)
FQ1

CR (0,841)

Loading
Factor
(0.854)
(0.834)
(0.852)
(0.859)
(0.877)
(0.899)

CR (0,899)

AVE (0,691)

Loading Factor
(0.839)
(0.883)
(0.838)
(0.760)
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CR (0,948)

AVE (0,860)

Loading
Factor
(0.929)
(0.929)
(0.929)

Positive Consumption Emotions (α = 0,904) ); R2(0,62); Q2
(0,62)
PCE1
You feel happy to be at The Coffee Bean & Tea Leaf.
PCE2
You feel relaxed at The Coffee Bean & Tea Leaf.
PCE3
You feel good about being at The Coffee Bean & Tea
Leaf.
PCE4
You feel peace at The Coffee Bean & Tea Leaf.
PCE5
You feel comfortable at The Coffee Bean & Tea Leaf.

CR (0,929)

AVE (0,723)

Loading
Factor
(0.842)
(0.849)
(0.854)

Loyalty Intentions (α = 0,839) ); R2 (0,73); Q2 (0,74)

CR (0,903)

S1
S2
S3

LI1
LI2
LI3

Overall, you are satisfied with The Coffee Bean & Tea Leaf.
You really enjoy yourself at The Coffee Bean & Tea Leaf.
You are delighted to have visited The Coffee Bean & Tea
Leaf.

(0.865)
(0.841)

AVE (0,757)

Loading
Factor
(0.901)

I would highly recommend The Coffee Bean & Tea Leaf to
others.
I will consider visiting The Coffee Bean & Tea Leaf in the
future.
I will say good things about The Coffee Bean & Tea Leaf to
others.

(0.819)
(0.889)

Table 3: Discriminant validity test based on cross loading

A1
A3
A4
FQ1
FQ2
FQ3
FQ4
SQ1
SQ2
SQ3
SC1
SC2
SC3
SC4
SC5
SC6

A
(0.739)
(0.825)
(0.830)
0.004
-0.031
0.234
-0.223
0.016
-0.096
0.076
-0.008
0.024
0.041
0.052
-0.084
-0.021

FQ
0.067
-0.285
0.223
(0.825)
(0.804)
(0.806)
(0.749)
0.190
-0.070
-0.112
0.054
0.120
0.068
-0.135
0.031
-0.128

SQ
0.022
-0.003
-0.017
-0.072
-0.070
-0.022
0.179
(0.821)
(0.832)
(0.870)
-0.030
0.050
-0.031
-0.039
0.040
0.011

SC
0.043
0.177
-0.214
-0.138
0.153
0.100
-0.121
-0.120
0.098
0.020
(0.854)
(0.834)
(0.852)
(0.859)
(0.877)
(0.899)

Table 4: Correlation between construct and AVE square root

Atmos
FQ
SQ
SC

Atmos
0.799
0.589
0.535
0.530

FQ

SQ

SC

0.797
0.730
0.536

0.842
0.464

0.863
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Based on Hair et al., (2017), evaluation of model measurements can be done by testing validity and reliability. All indicators are
valid because: Firstly, in table 2, each outer loading value is higher than 0.70 and the AVE value is higher than 0.5. All variables
are said to be reliable because the values of Cronbach's Alpha and Composite Reliability are higher than 0.70. Secondly, in table
3, each cross loading on the related construction has the largest number of other constructs The three values of R² have more than
0.50 but below 0.75 indicating that the model is moderate while the three Q² values have value of more than 0.35 indicating that
the model has a large effect size. Thirdly, in table 4, the square root value of AVE, for each construct is greater than the correlation
value.

Figure 1: First order model

(Source: Output of WarpPLS 7.0)
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Following are the results of data processing of full structural model for the overall variables (Here, Dining Experience variable as
the second order).
Table 5. Discriminant validity test based on cross loading
DinExp
(0.839)
(0.883)
(0.838)
(0.760)
0.107
-0.106
0.000
-0.043
0.192
-0.047
-0.092
-0.007
0.026
-0.009
-0.018

A
FQ
SQ
SC
S1
S2
S3
PCE1
PCE2
PCE3
PCE4
PCE5
LI1
LI2
LI3

Sat
0.104
-0.064
0.047
-0.092
(0.929)
(0.926)
(0.926)
0.405
0.226
0.136
-0.305
-0.458
-0.048
-0.030
0.076

PCE
0.170
0.068
-0.256
0.015
-0.316
0.102
0.215
(0.842)
(0.849)
(0.854)
(0.865)
(0.841)
-0.024
-0.173
0.183

LI
-0.093
0.093
-0.218
0.235
0.114
-0.058
-0.056
-0.236
-0.234
0.084
0.081
0.304
(0.901)
(0.819)
(0.889)

Table 6: Correlation between construct and AVE square root
DinExp
0.831
0.803
0.786
0.796

DinExp
Sat
PCE
LI

Sat

PCE

LI

0.927
0.828
0.776

0.850
0.777

0.870

In table 5, each cross loading on the related construction has the largest number of other constructs. In table 6, the square root value
of AVE, for each construct is greater than the correlation value indicating that the indicators are valid.
Regarding Goodness of Fit (GOF), the results in GOF model show that the APC is 0,501 with P<0,001 and ARS is 0,666 with
P<0,001 as well as AVIF with 3,610. All values are significant at the significance level of 0.05 or 5%, so it can be concluded that
the proposed model is fit.
Table 7: Summary of structural model
H

Path

H1
H2
H3
H4
H5

DinExp → Sat
DinExp→LoyInten
DinExp → PCE
Sat→ LoyInten
PCE→LoyInten

Path Coefficient
(β)
0.804
0.378
0.787
0.320
0.219

tstatistics
11.604
4.951
11.316
4.136
2.768

P-Value
<0.001
<0.001
<0.001
<0.001
0.003

Effect Size
for Path
0.646
0.305
0.619
0.258
0.170

Significance
Significant
Significant
Significant
Significant
Significant

Table 7 summarizes the scores that are important to examine hypothesis. The first hypothesis, Dining Experience has a significant
influence on Satisfaction (t = 11.604> 1.96, β = 0.804, p <0.05). Experience that is supported by the atmosphere of restaurant and
interaction directly during customers dining is obtained by customer leading to the satisfaction. This finding is consistent with
previous research by Stefanie Kuhn and Mia Bothma (2018). The second hypothesis, Dining Experience has a significant influence
on Loyalty Intention (t = 4.951> 1.96, β = 0.378, p <0.05). This finding is inconsistent with previous research by Stefanie Kuhn
and Mia Bothma (2018). The third hypothesis, Dining Experience has a significant influence on Positive Consumption Emotions
(t = 11.316> 1.96, β = 0.787, p <0.05). This finding is consistent with previous research by Stefanie Kuhn and Mia Bothma (2018).
The fourth hypothesis, Satisfaction has a significant effect on Loyalty Intention (t = 4.136> 1.96, β = 0.320, p <0.05). This finding
is consistent with previous research by Stefanie Kuhn and Mia Bothma (2018), and Berrin Guzel and Ceren Isci (2018). The fifth
hypothesis, Positive Consumption Emotions has a significant effect on Loyalty Intention (t = 2.768> 1.96, β = 0.219, p <0.05).
This finding is inconsistent with previous research by Stefanie Kuhn and Mia Bothma (2018), but consistent with previous research
by Razzaq et al., (2017).
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Table 8: Indirect Effect

DinExp→LoyInten

Indirect Effect
0.429

Number of Path
2

P Value
<0.001

Furthermore, the indirect effect, that is, Dining Experience on Loyaly Intention, which is mediated by Satisfaction and Positive
Consumption Emotions, is obtained with a total value of 0.429. This value is greater than the square of coefficient path from Dining
Experience to Loyaly Intention directly, that is, 0.378^2 (or 0,143) with a P-Value <0.001. Thus, Satisfaction and Positive
Consumption Emotions significantly mediate the relationship between Dining Experience and Loyalty Intentions, as stated in
hypothesis 6 and 7.
Figure 2. The result of full structural test

(Source:Output of WarpPLS 7.0)

CONCLUSION AND POLICY IMPLICATION
The results show that the Dining Experience has a positive and significant effect on Satisfaction and Positive Consumption
Emotions. Satisfaction and Positive Consumption Emotions also have a positive and significant effect on Loyalty Intentions. For
indirect effect, the Dining Experience has a significant and positive influence on Loyalty Intentions through the mediating variables
(namely Satisfaction and Positive Consumption Emotions). If The Coffee Bean & Tea Leaf wants to remain a top coffee shop,
they must maintain customer Loyalty Intention with all related aspects, such as Dining Experience, Satisfaction, and Positive
Consumption Emotions. For example, atmosphere of restaurant should be made as attractive as possible, quality of food and service
should be kept and if possible can be improved. Also the friendliness of staff particularly who directly serve customers, as part of
social connectedness, should be maintained or improved by always giving them routine coaching and briefing so that smile and
polite always on them that in turn will make customer happy and satisfied.
LIMITATION AND SUGGESTION FOR FUTURE RESEARCH
As other research, however, there are several limitations that will be considerations in influencing the final outcome of this study.
First, the total number of respondents collected was only 145. Future research should increase the number of respondents to provide
more accurate and generalization of results. Second, the author only focuses on one coffeeshop. Future research should use other
alternatives so that they can make comparisons between one another. Third, in this study there are only a few variables (Dining
Experience, Satisfaction, and Positive Consumption Emotions) that explain Loyalty Intentions in the context of visiting and
consuming a coffee shop. Future research is encouraged to add other variables that influence Loyalty Intentions in the context of
visiting and consuming coffee shops. Fourth, in this study the author only focuses on one city which is used as the research area.
Future research should expand the research area to obtain more accurate results and to make comprehensive comparisons between
research areas.

14

International Journal of Business, Economics and Law, Vol. 23, Issue 1 (December)
ISSN 2289-1552

2020

REFERENCES
Akyel, Yakup, dan Ersan Tolukan. 2019. "Investigation of the relationship between social connectedness level and just world
beliefs of prospective teachers."Asian Journal of Education and Trainning., Vol 5, No.1. pp 243-247.
Ali, Faizan, dan Muslim Amin. 2015. "The Role of Physical Environment, Price Perception, and Consumption Emotions in
Developing Customer Satisfaction in Chinese Resort Hotels.". Journal of Quality Assurance in Hospitality and Tourism.,
pp 1-27.
Altinay, Levent. Haiyan Song. 2018. "The influence of customer-to-customer interactions on elderly cosnumers' satisfaction and
social well-being.". International Journal of Hospitality Management.
Anderson, R. David, Deenis J. Sweeney, Thomas A.Williams, dan James J.Cochran. 2018. "Statistics for Business and Economics
13th Edition. USA: Cengage Learning.
Anggraini, Ninik, Madha Komala, dan Dedi Purwana. 2019. "The effect of social connectedness and mindfulness on sustainable
wellbeing.". Journal of International Conference Proceedings, pp. 316-320.
Badan Pusat Statistik. Pertumbuhan PDB Indonesia tahun 2017-2019.: https://www.bps.go.id/dynamictable/2017/05/05/1253/seri2010-laju-pertumbuhan-kumulatif-produk-domestik-bruto-menurut-lapangan-usaha-persen 2017--2019.html.
Berman, Barry, Joel R.Evans, dan Patrali Chatterje. 2018. Retail Management: A Strategic Approach 13th Edition. US: Pearson
Education.
Briliana, Vita. 2010. "Analisis pengarih service quality, customer to customer interaction, dan service atmosphere terhadap
satisfaction firm." Jurnal Bisnis dan Akuntansi, Vol 12, No. 2. hal 108.118.
Bufquin, Diego, Robin Dipietro, dan Charles Partlow. 2016. "The influence of DinEx service quality dimensions on casual-dining
restaurant customer satisfaction and behavioral intentions." Journal of Foodservice Business Research.
Databoks. 2020. https://databoks.katatdata.co.id/datapublish/2018/07/31/2021-konsumsikopiindonesia-diprediksi-mencapai-370ribu-ton.
Davis, Bernad, A. Lockwood Pantelidis, dan Alcott Peter. 2018. Food and Beverage Management 6th Edition. London: Elsevier
Ltd.
Ferdinan, Augusty. 2002. Structural Equation Modeling dalam Penelitian Manajemen: Aplikasi Model-Model Rumit dalam
Penelitian untuk Tesis Magister & Disertasi Doktor Edisi 2. Semarang: Badan Penerbit Universitas Diponegoro.
Ghozali, Imam. dan Latan Hengky. 2015. Partial Least Square: Konsep, Teknik, dan Aplikasi Menggunakan Program SmartPLS
2.0 M3 Ed.2. Semarang: Badan Penerbit Universitas Diponegoro.
Guzel, Berrin, dan Ceren Isci. 2018. "Dinescape factors affecting the satisfaction and loyalty of fish restaurant customers." Journal
of Tourism and Gastronomy Studies, pp 5.23.
Hair, Joseph F., dan Tomas M.Hult, dan Christian M, dan Marko Sarstedt 2014. A Primer on Partial Least Squares Structural
Equation Modeling. Washington DC: SAGE Publications.
Hair, Joseph F., dan Tomas M.Hult, dan Christian M, dan Marko Sarstedt. 2017. A Primer on Partial Least Squares Structural
Equation Modeling. Washington DC: SAGE Publications.
Han, Heesup, Jongsik Yu, dan Wansoo Kim. 2019. "Environmental coporate social responsibility and the strategy to boost the
airline's image and customer loyalty intentions." Journal of Travel and Tourism Marketing, pp 1-12.
Hussainy, Syed Karamatullah, Umair Tariq, dan Eesar Khan. 2017. "A preliminary investigation of the effects of servicescape on
consumers' loyalty intentions." KASBIT Business Journal, Vol. 10, pp 101-130.
International Coffee Organization. http://www.ico.org/
Kim, JH. Youn H, dan Rao Y. 2017. "Customer responses to food-related attributes in ethnics restaurants." International Journal
of Hospitality Management, Vol 61, pp 129-139.

15

International Journal of Business, Economics and Law, Vol. 23, Issue 1 (December)
ISSN 2289-1552

2020

Kotler, Philip. dan Kevin Lane Keller. 2016. Marketing Management 15th Edition. England: Pearson Education Limited.
Kuhn, Stefanie. dan Mia Bothma. 2018. "The coffee shop dining experience and customer loyalty intentions: Brewing the perfect
blend." Management Dynamics, Vol 27, No. 4. pp 12-28.
Lee, Won Seok, Joonho Moon, dan Myungkeun Song. 2018. "Attributes of the coffee shop business related to customer
satisfaction." Journal of Foodservice Business Research, pp 1-14.
Levy, Michael. dan Barton A.Weitz. 2014. Retailing Management 9th Edition. USA: McGraw-Hill Education.
Lovelock, Christopher. dan Jochen Writz. 2016. Service Marketing: People, Technology, Strategy 8th Edition. USA: Pearson
Education.
Malhotra, Naresh K. 2010. Marketing Research an applied orientation 6th Edition. Global Edition: Pearson.
Muskat, Birgit. dan Tanja Hortnagl. 2019. "Perceived quality, authenticity, and price in tourists' dining experience: Testing
competing models of satisfaction and behavioral intentions." Journal of Vacation Marketing.
Ou, Yi-Chun. dan Peter C. Verhoef. 2017. "The impact of Positive and Negative Emotions on Loyalty Intentions and their
interactions with customer equity drivers.". Journal of Business Research, No. 80. pp 106-115.
Perry, Clint J, Luigi Baciadonna, dan Lars Chittka. 2016. "Unexpected rewards inducedopamine dependent positive emotions likestate changes in bumblebees." American Association for the Advancement of Science, Vol. 353. pp 1529-1531.
Portal GIS Dukcapil Kementrian Dalam Negeri RI. Populasi Penduduk 2019: https://gis.dukcapil.kemendagri.go.id/arcgis/home/
Punyatoya, Plavini. 2018. "Factor driving consumer loyalty intentions toward e-retailers integrated model." International Journal
Business Information System, Vol. 27, No.4. pp. 466-492.
Razzaq, Zohaib, Salman Yousaf. dan Zhao Hong. 2017. "The moderating impact of emotions on customer equity drivers and
loyalty intentions: evidence of within sector differences." Asia Pasific Journal of Marketing and Logistics, Vol.29.
Rozekhi, Azureen Nor, dan Shahril Hussin. 2016. "The influence of food quality on customer satisfaction in fine dining restaurant:
Case in Penang." International Academic Research Journal of Business and Technology, pp. 45-50.
Ryu, K., dan Han H. 2010. "Influence of the quality of food, service, and physical environment on customer satisfaction in quickcasual restaurant: Moderating role of perceived price." Journal of Hospitality and Tourism Research, Vol.3, No. 3, pp.
310-329.
Samuel, K., Alkire S., Hammock J., Mills C., dan Zavaleta D. 2018. "Social isolation and its relationship to multidimensional
poverty." Oxford Development Studies, 46(1), 83-97.
Schiffman, Leon G., dan Joseph L.Wisenblit. 2015. Consumer Behavior 11th Edition. Global Edition: Pearson.
Sekaran, Uma, dan Roger Bougie. 2013. Research Methods for Business: A Skill Building Approach 6th Edition. United Kingdom:
John Wiley & Sons Ltd.
Sekaran, Uma, dan Roger Bougie. 2016. Research Methods for Business: A Skill Building Approach 6th Edition. United Kingdom:
John Wiley & Sons Ltd.
Siswhara, Gita, Taufik Abdullah, dan M. Sukmawati. 2018. "Factors influencing generation Y satisfaction in sundanese restaurant."
Advance in Social Sciencem Education, and Humanities Research, Vol.259, pp. 320-322.
Sitinjak, M. F., Pangaribuan C.H., dan Tafriza N. 2019. "Do store atmosphere and perceived value matter in satisfying and
predicting the milennials' behavioral intentions in a cafe setting?" Binus Business Review, 10(1) 31-40.
Sugiyono. 2014. Metode Penelitian Bisnis. Bandung: Alfabeta.
Sugiyono. 2018. Metode Penelitian Bisnis. Bandung: Alfabeta.
Suhud, Usep, Mamoon Allan, dkk. 2019. "Measuring customer satisfaction of a cafe and coffee shop colony at a traditional
market." Journal of Foodservice Business Research.
The Coffee Bean & Tea Leaf: https://coffeebean.co.id
Top Brand Awards: https://www.topbrand-award.com/en/2019/07/cafe-kopi-fase 2-2019/

16

International Journal of Business, Economics and Law, Vol. 23, Issue 1 (December)
ISSN 2289-1552

2020

Triandewo, Maris Agung, Farida Jasfar, dan Hamdy Hady. 2018. "The effect of experience economy and destination image on
loyalty in cultural tourism in cyprus with moderating variable of need for cognition." International Journal of Research
in Science and Engineering, Vol. 6, No. 2. pp. 19-43.
Widarjono, Agus. 2015. Analisis Multivariat Terapan. Yogyakarta: UPP STIM YKPN.
Wu, Hung Che, dan Yong Jae Ko. 2013. "Assessment of service quality in the hotel industry." Journal of Quality Assurance in
Hospitality and Tourism, Vol.14, pp. 218-244.
Worldometers:https://www.worldometers.info/worldpopulation/indonesiapopulation/
Yen, Chia-Hui, dan Lu Hsi-Peng. 2008. "Effect of e-service quality on loyalty intentionL an empirical study in online auction."
Managing Service Quality, Vol.18, No.2, pp. 127-146.
Zeithaml, Valerie A., Mary Jo Bitner, dan Dwayne D. Gremler. 2018. Services Marketing: Integrating Customer Focus Across the
Firm 7th Edition. USA: McGraw-Hill Education.

Dr. Maris Agung Triandewo, MA.
Trisakti School of Management
Jalan Kyai Tapa No.20, Grogol, Jakarta, Indonesia
Email: maris@stietrisakti.ac.id
Nada Ra’idah, SM.
Trisakti School of Management
Jalan Kyai Tapa No.20, Grogol, Jakarta, Indonesia
Email: rainada.nr@gmail.coM

17

