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CHAPTER V 

CONCLUSION 

This chapter consists of a summary based on research findings from the previous 

chapter in the study of the effect of customer satisfaction on intention to revisit Cold N 

Brew Demangan with customer habit as a mediating variable. This chapter also explains 

managerial implications, followed by the limitations of this research, and suggestions for 

future research that would like to utilize this research as reference. 

5.1 Conclusion 

Based on data findings and discussion that have been explained in the previous 

chapter, the main conclusions that are able to draw as follows: 

1. Brand awareness has a positive and significant effect on customer satisfaction. 

2. Perceived service quality has a positive and significant effect on customer 

satisfaction. 

3. Perceived product quality has a positive but insignificant effect on customer 

satisfaction. 

4. Physical environment has a positive effect and significant effect on customer 

satisfaction. 

5. Customer satisfaction has a positive and significant effect on the intention to revisit. 

6. Customer satisfaction has a positive and significant effect on customer habits. 

7. Customer habits have a positive impact and significant effect on intention to revisit. 

8. Customer habits complementary mediate the effect between customer satisfaction 

and intention to revisit. 

5.2 Managerial Implications 

1. In this research, brand awareness influences customer satisfaction. Therefore, Cold 

N Brew Demangan need to improve their brand awareness by increasing social 

media presence and community engagement. This can be done by hiring social 

media influencers and attending coffee events and exhibitions. Higher brand 

awareness can attract more customers, making them feel more confident and 

satisfied with their choice. Moreover, this implication can also be applied to other 

business sectors, such as the fashion retail business. A strong brand presence can 

be beneficial for fashion retail businesses. Retail fashion businesses can increase 
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their visibility and develop loyal consumers by utilizing social media and 

interacting with the community. This will increase customer satisfaction and trust. 

2. In this research, perceived service quality influences customer satisfaction. 

Therefore, Cold N Brew Demangan need to improve their service quality by 

training staff regularly on customer service skills and actively seeking and 

responding to customer feedback. By enhancing the perceived quality of service, 

Cold N Brew Demangan can directly boost customer satisfaction. Moreover, this 

implication can also be applied to other business sectors, such as the hotel business. 

A focus on service quality might be beneficial for the hospitality industry. By 

investing in regular staff training and maintaining an open dialogue with customers, 

the hotel management can ensure that their guests receive excellent service, leading 

to higher levels of satisfaction and loyalty. 

3. In this research, physical environment influences customer satisfaction. Therefore, 

Cold N Brew Demangan could improve their physical environment by creating a 

welcoming and comfortable ambiance through thoughtful interior design, 

cleanliness, and a pleasant atmosphere. A well-maintained and inviting physical 

environment can enhance customer satisfaction by providing a memorable and 

enjoyable experience. Moreover, this implication can also be applied to other 

business sectors, such as the restaurant business. Restaurants could improve their 

physical environment by creating a welcoming and comfortable ambiance through 

thoughtful interior design, cleanliness, and a pleasant atmosphere. A clean, 

welcoming physical space can increase customer satisfaction by creating a 

memorable and pleasurable eating experience. 

4. In this research, customer satisfaction influences customer habit. Therefore, Cold 

N Brew Demangan need to improve their customer satisfaction by developing 

loyalty programs, personalized offers, and consistent quality to encourage repeat 

visits. Satisfied customers are more likely to develop a habit of frequenting Cold N 

Brew Demangan, thus ensuring steady business. Moreover, this implication can 

also be applied to other business sectors, such as streaming businesses. With 

specialized services and consistent quality, the streaming platform can increase 

customer satisfaction. By fostering positive experiences and rewarding loyalty, 
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streaming platform can encourage users to regularly engage with their service, 

leading to a stable and growing subscriber base. 

5. In this research, both customer satisfaction and customer habit influences intention 

to revisit. Therefore, Cold N Brew Demangan need to improve their customer 

satisfaction and customer habit by designing loyalty programs that reward frequent 

visits, such as a points system, discounts, or a free drink after a certain number of 

purchases. By focusing on both customer satisfaction and habit, Cold N Brew 

Demangan can create a virtuous cycle where satisfied customers become habitual 

visitors, and these habitual visitors, in turn, reinforce their intention to revisit. 

Moreover, this implication can also be applied to other business sectors, such as car 

maintenance businesses. Car maintenance businesses should improve their 

customer satisfaction and habit by designing loyalty programs that reward frequent 

visits, such as a points system, discounts on future services, or a free car wash after 

a certain number of service appointments. Car maintenance businesses can establish 

a positive feedback loop by emphasizing client satisfaction and habit. This leads to 

satisfied customers becoming loyal customers, who then reiterate that they plan to 

return for future car maintenance needs. 

6. In this research, customer satisfaction influences intention to revisit through 

customer habit. Therefore, Cold N Brew Demangan need to improve their customer 

satisfaction and customer habit by ensuring that the quality of coffee, food, and 

service consistently meets or exceeds customer expectations. Moreover, Cold N 

Brew Demangan need to ensure that every visit offers a consistently positive 

experience. By focusing on enhancing customer satisfaction and fostering habits, 

Cold N Brew Demangan can create a strong base of loyal customers who are more 

likely to return regularly. Moreover, this implication can also be applied to other 

business sectors, such as skin care clinics. Skin care clinics needs to improve their 

customer satisfaction and customer habit by ensuring that the quality of treatments, 

products, and service consistently meets or exceeds client expectations. 

Additionally, skin care clinics have to make sure that each visit provides a 

consistently good and customized experience. Skin care clinics can develop a loyal 

client base that is more likely to come back for follow-up therapy by focusing on 

customer satisfaction and encouraging regular skin care routines. 
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5.3 Research Limitations 

1. The variables of perceived product quality, customer habit, and intention to revisit 

only have two indicators so that they cannot accurately describe the complexity and 

diversity of the variables to be measured. 

2. The adjusted R-squared value of customer habit and intention to revisit is relatively 

small. Small adjusted R-squared value of customer habit and intention to revisit 

indicates that customer satisfaction does not have a strong influence on customer 

habit; and customer satisfaction and customer habit do not have a strong influence 

on intention to revisit. 

3. The indicators of customer habit variable can’t describe the intention of the research 

conducted. 

5.4 Suggestions for Future Research 

1. For future research it is recommended to find another previous study that contains 

more indicators for the variables that will be analyzed.  

2. For future research, it is recommended to add other variables that are relevant to the 

research conducted in order to increase the adjusted R-squared value, for example, 

price fairness (Dhisasmito & Kumar, 2020) and variety of menu (Haifa et, al., 

2022). 

3. For future research it is recommended to find another sources that contains more 

reliable customer habit indicators. 
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Appendix 2 – Raw Data from Respondents 
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Appendix 3 – Data Analysis 

Structural Model 
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