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Lampiran 1

Kuesioner

KUESIONER PENELITIAN

Pengaruh Customer Experience Terhadap Kepuasan dan Loyalitas Pelanggan

Bura Bura Coffee

Pertanyaan Filter:

. Apakah anda sudah pernah melakukan transaksi di "Bura Bura Coffee"
sebanyak (minimal) 3 kali dalam 3 bulan terakhir?
e Ya
e Tidak
J Apakah anda sudah pernah menggunakan layanan yang tersedia di "Bura Bura
Coffee" (toilet, Wi-Fi, charging station, dan sebagainya) ?
e Pernah
e Tidak Pernah
Identitas Diri:
Jenis Kelamin:
e Pria

e Wanita

Rentang Usia:
e 18 -25 tahun
e 25-35 tahun
e 35-40 tahun

e > 40 tahun
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No

Pertanyaan

Opsi Jawaban

Pengaruh Customer Experience

STS

TS

N

SS

Saya merasa rasa makanan dan
minuman di coffee shop ini enak

dan sesuai dengan selera saya.

Aroma kopi dan sajian yang
disajikan di coffee shop ini
membuat saya tertarik untuk

membeli dan menikmatinya.

Desain interior dan tata letak
ruang membuat saya merasa

nyaman saat berada di sini.

Saya merasa senang dan rileks
setiap kali menikmati kopi di

coffee shop ini.

Pelayanan barista yang ramah dan
perhatian membuat saya merasa
diterima dan disambut dengan

hangat.

Saya merasa senang dengan
suasana dan atmosfer di coffee

shop ini.

Saya yakin kualitas kopi dan
makanan di sini setara dengan

harga yang saya bayar.

Saya berpikir coffee shop ini
selalu up-to-date dengan tren kopi

dan inovasi menu terbaru.

Saya merasa coffee shop ini
punya konsep yang unik dan

berbeda dari yang lain.

10.

Saya berencana untuk kembali

lagi ke coffee shop ini dalam
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waktu dekat.

11.

Saya sering merekomendasikan
coffee shop ini ke teman atau

keluarga.

12.

Pengalaman saya di coffee shop
ini membuat saya ingin mencoba

menu baru yang ditawarkan.

13.

Saya merasa coffee shop ini
cocok dengan kepribadian atau

gaya hidup saya.

14.

Saya merasa dekat dan setia pada

brand coffee shop ini.

15.

Saya merasa menjadi bagian dari
komunitas pecinta kopi di coffee

shop ini.

No

Pertanyaan

Opsi Jawaban

Pengaruh Kepuasan Pelanggan

STS

TS

N

SS

Sebelum membeli, saya memiliki
ekspektasi yang jelas tentang

kualitas produk yang ditawarkan.

Informasi tentang produk
disampaikan dengan lengkap dan
mudah dipahami sebelum saya

melakukan pembelian.

Harga yang ditawarkan sesuai
dengan apa yang saya harapkan
berdasarkan reputasi dan promosi

yang diberikan.

Layanan yang saya terima
(misalnya kecepatan pelayanan,
keramahan staf) sesuai dengan

apa yang dipromosikan.
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Proses pemesanan dan penyajian
produk berjalan lancar tanpa

berkendala.

Staff coffee shop cepat tanggap
saat saya butuh bantuan atau
informasi lebih lanjut mengenai

produk ataupun jasa.

Produk dan jasa yang saya terima
sesuai dengan spesifikasi dan
janji yang tertera di pada
katalog.

Saya merasa bahwa kualitas
produk/jasa melebihi atau
minimal setara dengan apa yang

diharapkan sebelum pembelian.

Jika mengalami kendala, saya
merasa mudah untuk
menyampaikan keluhan kepada
staf (misalnya lewat telepon atau

media sosial).

10.

Setelah memberikan masukan
atau keluhan, saya melihat adanya
perbaikan atau tanggapan yang

memuaskan dari coffee shop.

No

Pertanyaan

Opsi Jawaban

Pengaruh Loyalitas Pelanggan

STS

TS

N

SS

Saya cenderung selalu membeli
produk dari coffee shop ini setiap

kali membutuhkannya.

Saya akan kembali membeli
produk ini di masa yang akan

datang, meski ada banyak pilihan
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lain.

Saya lebih memilih merek ini
dibandingkan produk sejenis dari

pesaing.

Meskipun ada produk pesaing
yang menawarkan harga lebih
murah, saya tetap setia pada

produk coffee shop ini.

Saya tidak mudah tergoda
berpindah ke coffee shop lain
meski mereka mengeluarkan

promosi menarik.

Saya Dberencana untuk terus
menjadi pelanggan coffee shop

ini di masa depan.

Saya merasa memiliki ikatan
khusus  (loyal bond)  dengan
Coffeeshop ini sehingga ingin

terus mendukungnya.

Saya merasa “terikat” secara
emosional dengan coffee shop ini
sehingga sulit berpindah ke

pesaing lainnya.

Saya bangga mengatakan bahwa
saya adalah pelanggan coffee

shop ini kepada orang lain.

10.

Saya pernah mengajak teman atau
keluarga untuk mencoba coffee

shop ini.

11.

Saya merasa nyaman berbagi
pengalaman positif tentang coffee
shop ini di media sosial atau

forum diskusi.
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12.

Saya sering merekomendasikan
produk coffee shop ini kepada

teman atau keluarga.
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Lampiran 2

Data Responden dan Jawaban Kuesioner
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Abstract
This work exammes the infleence of DEstomer cxperience on cusivmer satsfnoton and loyaky
wsing the case of Siwbucks Coffee n Ho Chi Minh City, Viemam & mesessch model was
developed based on cusiomer experience (inchudng four dimensions: sensory  expenence,
emational experience, social experience and service quality i, cussomer sstisfnetion and cusmmer
loyalty. Our sbedy adopts o questiosnaine-based survey o gaber dain from 333 respondenss
wsing o comvenience sampling techmique. Parial Lesss Squased-Sinsctarml Equation Madelling
{FLS-5EM) was applied w analyse the dam setOwr empirical resulis showed that all foer
dimensions of cusbomeer experience significsntly  affect cusomer loyely vie cusiomer
satifnction. Our work offers new insights snd suggests several pmctical ways to help managers
enhance cesomer satisfacton and keyalty m the coffes ndasiry.

ords: cusmmer expenence, service quality, cusiemer satisfaction, customer loyalty,
Starbacks, coffer indesiry.

L. Intresduction

Coffee has been an essential peoduct in the daily bife of Viemsnese people for movy decades.
Drinking coffer & considerad 1o bea culbsre or o wradmional habit in Vietmam Gannesi 301 8)
reveakd that #9% of b lenders ond markes leaders soid that, nowndays, dhe competiive

k fior b is the ¢ experience (CX), which is gamed from differens aspects
of cusomers in a coffes siore mcluding the quality of the prodecis ond senvices, the socal
environment with peers and family, or the personal expenence. Cusiomer experiences are widey
ackmowledged as crecial components in conceiving perceived values (Kusumawss & Rahaya,
A Sweeney &Soutar, 2000), especially on cusiomer satisfaction (SATIS) and customer
loyalry (LOYALTY). Schom (1999) asseris that SATIS and LOYALTY can be achieved v
CX moluding sensing. feeling, thinking.scting and relating. Indeed, sasfaction wisth & product or
service & & sime of mind in which the cussomer's nesds, wanis, and expectations on o product or
service haove besn sapassad, resulting in repemt parcheses, and LOYALTY (Somdoh e sl
HrT). To daie, prodects and services have heen samed nso commodities becouse of the rapad
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development of global competition and iechnology Therefore, providing supenor Cxis the key
stralegy for remaining competitive. Mony researchers bave fousd out tha low prices and
mmovaiive products are nio longer the best sirategy: CX & now comssdered the key elemenn for
basinesses o compeie effectively in wday's dynomic business anvironmens | Yerhoef et al.
A, Siarbucks & considersd 10 bea good example of success in this field. Howard Schahz the
fpunder md executive chamman of Swrbucks, believed thm Siwbucks would be the world ‘s
leader i the ooffes indusery as the Smrbucks’ tzam was, and sill &.commizsd 10 providing
customers with the best possible CX. Underssnding the mmponssce of the CX, Strbucks hos
gained the competitive advaninge & it offers a sumber of benefiis, such as increasing cussomer
repeat purchases, cresmg lasting relationships betwesn customers and the oom pany, ingiroving
s repuimtion, and evemually gaining customer satisfaction and loyahy (Kumar, 20002). In shom,
C¥ean be considered as a determinam w cusomers' ratings of satisfaction snd their subssguent
oy

While goodds and services are prome 10 becoming similar in time (Andresssen & Lindssind,
1995, there are many sinong domestic s miemational coffee brands such 2= Highlands Coffee,
Trung Mguyven Coffee, Swarbecks, e, compenng with cach odher o became the best affes
brand in Viemam Ranbermore, the competitive advaniages tha bisinesses need o win in this
compeiion s o attainboth SATES and LOYALTY. Hence, the key is thrcugh CX (Chasdm,
Hil4). Rowzon, Duncan and Jones (2013 jako described the CX through the micle “The Truth
Abowi Cosioneer Expenence” and comcluded that the ingessous monagement of all the O3 will
Belp the company ochieve grem success: revenue growth, custmer sabisfnotion as well os smiff
and prevent business uncenainty Different siudies examined the relmioaships berween CX,
SATIS and LOYALTYin Viemsm i various secors, for insmnce, Npo and Mpayen (2016} in
reauil hamiing secior, Minh and colleagues (2015) in boiel industry, or Coong ond Khai (2019 n
convenience sioges. A lthoagh there are o few sindies on CX, SATIS and LOYALTYin Vieman
it very few smdies these relationshigs i coffes indusry.

Ciiven the significance of SATIS and LOYALTY powards the seccess of basinesses, very
litle or ne siestion bas been paid v examing the mfluence of CXuowardsSATIS and
LOYALTYespecially in coffee indesiry @ Viemom. This research mims o fill this gap.
Specifically, our resesrch questions sres(17™What are the factors thot may affec cesiomer
sanfoction and den the boyaly of cosiomers of Siwbuds coffeem Ho Chi Mink Chy
{HCMCYF and (2) “How do these faciors offect cesiomer smisction and customer loyalty of
Starbacks in Ho Chd Minh Cay ™

1. Lieroture Review
Our work sdopas Schmin®s (19949, p. 33} the theory of ossom er experience, whichidensified “five
differemitypes of experiences: sensory experiences (semse), affective experiences (feel), creative
cognitive experiences (thinkl, physical experiences. hebaviors and Hfestyles (act) and social-
identiy experences thal resal from relatsg 1o & reference gromp or culure (relse | “As defimed
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by Schmitt (1999, pp. 61-62), “sense markerng appeals o customers senses ™, “feel morketing
appeak v casiomers’ nner feelings and emoticns®, ranging from mildly posmive moods lnked
to 6 hrand o srong emotions of joy and pride, “think marketing appesls wo the imellect in order
w deliver cognitive, pmblem- solving experiences that emgage cssiomers creatively™, “na
markenng mrgets physical behmviors, lifestyles, and interacmons™, and fmally, “relse morketing
conuins aspects of SENSE, FEEL, THINK and ACT markeing™. This has simoed mamy
markesers around the globe regarding schieving cusomer satisfaction end loyahy vie CX (Pine
Solrilmore, 1998 Schimin, 1959)

Schmin { 1999, in collsboration with Verhoef et al. (MHE), developed sensory experience
(SENS0R), emaotional experience |EMOTHON), and social experience (SOCLAL) as the dhree
dimensions of CX based on the five iypes of experiences as discussad above. Fumhemone,
various indusenies, mcleding the hospmsliy, spors, reinil banking, interset shopping, and
convenience stomes, have reseprched these dinensioms extensively (Cwong & Khol, 3019;
Kaplamdou & Vogt, 2014; Lim et al., 209; Neo & Mguyen, X16)

i Cistomer Experience
Madiri and Gunay (313} concludethat the only way o remain competitive & © provide
excepuonal CX_This is seen os an opporunity and challenge for morkeing. Shoma md Chaobey
{2114, p. 18) chamcterise CXas “the sums of all experences that a cussomer has with a supplier
of goods or services, over the duration of their relationship wish thai sepplier.™ They emphasised
the imporance of providing the experience thal cusiomers desire. They believed thm ssocessful
basinsses would mfleence their cesionsers theough real engagenssnt and expenence, which fom
the perceved value of customers.

Comsequently, CX & ecognised & acnsdal element hatgovensthe success of & firm {Fine
& Gilnsore, 1998 Schmsm, 1999 Verhoef et al, 20090, According so Schmin (20010, CX refers
w0 the cussomers’ pesceplion, emotion and thought shout the prodect or service when they
engnge m oonsumssr actiities. Prodec, packaging, commenications, siore iniemotions and sales
relationships are all examples shat may be relevant io experiencesas a resah of direct offline
activities. 'When cesiomers interact wigh any goods and services, they receive some lmnd of
expenence, which could be anydhing from posiive i negative. Por example, this happens when
o cusloneer & having o miesl ot o restaursnt, meeting o docion or parchasing & oo puler syEiEs,

Schmin (20000 proposes five types of O3 semsory experience that resubis from sesthetic
and semsory qualities (semse), affective experience thar resulis from emotions and moods (feel),
cremive cogniive experience which refers v anahwical and imagmadve thinking (thimk),
phiysical experience that relmies o meotor octoss and behsviours {octh end finelly, socal
expernence which refers & reference group (selae) In o similar vein, the thee dinsensions,
i luding SEMNSOR, EMOTION, and SOCLAL as proposed by Yerhoef et al (3009) and Schmin
{199 are considersd crically essemtial for CX. Pendamentally, these three dimensions
symhodise the five rypes of expeniences as discassed above.
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il Cstomer Satisfaction
Thiere are different perspectives on cusionser satisfaotion. Oee difficulky in considenng the canse
and effecy of customer savsfncton is the lack of consisiency among reseaschers (Canaana et al,
A, SATIS is viewed as the customer’s emotion ahout de product o service used (Spreng &
Mackoy, 19901 is the consumser percepiion when the consumpuion process meeis ther needs,
expecatons md gods m & pleasom and ineresing way (liver, 1997, or simply a sense of
sattfnction or disappoiniment siemming from e compaison of product or service oulcomes
with expecuaioss (Kotler, 20001, Kotler affirms that the SATIS, which & desermined based om
the hasi of a comparikon between the produc the cusiomer received and the cusivmer’s
exportations of the product, wos oomsidered o theee levels. First, if & prodec or sersice
perivmmance falk shom of thehe expeciotions of thecusiomer, the cesiomer may feel
dissppoinied and dissansfied Second, of ® maches the expecanon, the cusismer may feel
satrfnctory. Third, if i excesds the expemation, the cusiomer may feel very satsfactory and
tappy.
Hacheles (1992} chamcierises cesiomer smisfaction os o cesiomer’s emotosal responses
throsph thisir expenences of a produo oF service as 0 how &t falfilled thiir desires, including the
lewel of response above and below the desined level Bacheler suggests three geneml components
thas frameslare the ke vonishles of cussomer satsibetion. The first i responde, namelythe type
and intensity. which refer 1o the customer’s emotomal response fu changes i insensiy . Second
& the frcwol the respomse, whichideniifies the emotional response with o paniculargoal, such o
the choice of e product, she purchise of the gonds or the consemgpion of the produo. Thind is
the rimingod the response that describes @ panicalir momest o which e emotons response
occumed, that is, the consamgion experence. However, this adds o resimiciion hat the prodect
must have been consunssd befose the sattfncton ocours.

A comman theory of cusiomer sapsineoon, which & widdy accepied, is the expemancy
disconfirmation proposed by Oliser (1980, This theory proposes that the level of smisfaciion is
an oputcome of the gap between usomer expeciation of performance sd  perceived
perivmuance. There are several factors of smisfaction which have been idenmfied including
cusaomer needs, emotions, service and prodect feaiures. The expenence, for example, of a
product orservice quality (SERVICE), the lovout of e coffes siore, or te polieness of de siaff
members i the sioee, are factors reguired when deiemuming the casiomer smisfaction. There ore
o differemt perspectives thendised i cussomer satisfaction: ome s cumulaiive satisfaction,
which is the nml evalustion of the cuswmer when ecpenencing o prodect or senvice and the
other & transaction-specific saisfoction, which is the esimation showut the experience and the
consumer's reactions when encounterig & company (Bouolding et ol 19950 As a resah, the
product or service pedformance and delivery are alll crecial in the coffes indesiny so & 1o provide
the customer with great experiences and ako o cremie sarkfaction.

15 Cesiomer Loyalty
LOYALTY & mentiomed as anexiensive commiimsent o the acgaiition of prodects and services
{CHiver, 19497 ), the customer's intention o buy ther product or service again {Chaudhern, 1999),
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the cusiomer’s willimgmess 10 retain their relstionskap with o company or the service and produc
of that company (Bai & Medha 20131 Building customer loyaly is difficel, & the cusbomer
becomes loyal caly if he or she believes the products or service that the company provides ase
the best aliemative ((liver, 19970

s discessed above, customeer loyely con be onalysed by consumssr behaviour i the
marker where it cam be indicaied by repemied purchases or the cusiomer is committed ©
conmmuing o purchase the brand as the man choices (Odiver, 1997} The concept of lovally is
expressed by e hehavioar or aniudes of cusiomens o the business Cesiomers are consadersd o
beloyal whien ey rend w by the product or use the services of the compamy repeansdly.

Loyaly consiszs of both bebavioursl and mitipsdinal faciors. Let's msume #har when o
customer behmves lovally g0 o pamticuler firmdhis messs the ostomer peefers thai fima rather
tham the ather compemmors. However, in some siuations where preference hehmvicar does mot
imdicmie knyalty because there are some factors that prevent cesiomers from lesving the compasy
such 2= there & no akernative option, or the company location is more comvenient for customers
w visit, enc. Thes, lovelty behoviowr showld be sappomed wish other mdicmiors, sach & the
customier’'s willingness 1o give recommendstions 1o fiends ond family. When cussomers
parchmse or e the product of Swshucks once, twice,or many times over, they ae considened as
lowal They then tell others that the coffes or services ane of very good qualiy and refer Starbocks
o others, which memns that they s showing loyaly o Sarbucks, even thowgh they are
sometimes nod gware of this. Loval cusimers will spread favoursble wosd -of-mowth (Wald) by
relling good stories ahout the ooffes mone or their experiences w other people and then giving a
recommendation o wisi. Accordng 1o Griffin (2002, besinesses can benefit from cusiomer
loyalty as it & & free and o very effecive advemising chammel When cegomers convey m
mmderstanding abowt the product’s mfoemation,, they have really spprecimed the prodect md
wani 0 make o suggesiion., even thoaph they do nol get awy benefln mall Therefore, other
peogple ofien believe the recommend mion miker than the company s advenising. Maale & Ngoma
{2115) ako moied tha the real value of oyaliy o the fiom s sbout both the eevenue tha
cusaomers genemie, ol ako the impact of cusomers’ refermls on others in ther socal
environment. Thus, other than the behoviours of cusivmers intendmgeo revisil or repurchase,
positive Wol mey be considered 2 a measure of cussomer”s loyahy (Chandra, 2004)

24 Relationships between CX, SATIS and LOYALTY
Al of the five hemmn senses as discussed i Schosin (19949 contribate o e expenence s
establishment and the “sensory experience”™ will be formed when all the sesses imieract wogether.
Furthemsare, Schmim | 1999 described EMOTION as monds ond emotions cremed by o person’s
response, cemtral, cognitive and amuosal derng the imemcion betwesn the customer and
company. Emotonal experience helps o cremie effective experience, as # con progress from a
limile happy mood i0 & swong emotion of sasfocson (Yang & He, 2001) which facilnmes
cusaomer salisfaction {(Koplhnidos & Yogi, 2000; Mobar &Rosiamzadeh, MME) and loyaky
{Mobar &Rosmmzadeh, 3018: Wa & Liong. 3011} Socil experience refers w the relationship
with others and society, inclading experiences with family, schooling, peer gromps or moss media,
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which com bave mpacts co smisfaction (Kaplanidoe & Voge, 2000; Schmit, 1999) and loyalty
(Fergason et al, 2000). Similurly, sessory experience refers 10 the aesthetic and semsory
smpressxoms of the shopping setting, ambunce, products, o5 well as service. To put it another
way, SENSOR Is centered on the five senses of the human baing, ncluding sight, bearng, smell,
souch, and taste. The five senses of humans may not be guantified directly, but rgher through the
reactions of mdividuals (Schmin, 1999). SENSORis comsideredoritical m services comtext o
ephance compesziveness of a brand posmion and its equity and Is found posaively relased
cussomer sassfoction (Iglesias et al, 2019; Kim et al;, 20X0; Lv e al, 2021) Farhermose,
parsaing positive seasory and asmotional expenience, customers abo conssder the mmpoctance of
bailding social relaticos wih others (Cacheso-Maninez & Virquez-Casielles, 2017; Fradricksoa,
2001). Nusermoadeli et al. (2013) found CXpositively affecss puschase intention. Ia & similar
vein, various stadses also found that SERVICE sigaaficasely impoct os SATIS and LOYALTY,
ecludng in spons (Greeswell et al, 2002), retall hanking secsor (Ngo & Nguyen, 216),
tmnsportation {Jen et al, 2011), nformation services (Kettmper & Lee, 1994), wournsm indestry
(Gonzdez et al., 2007), airline industry (Hussain et al, 2015). In additoa, Chandra (2014) found
thas CX, includmg SENSOR, EMOTION and SOCIAL affects SATIS and thea LOYALTY.

From the discession sbove, CXis seen as the interaction between a company and
cussomer, which s a mix of cognitive, affective. emotional, socal and physical respoases of the
cussomer towards the company (Schmitt, 19990 It is importase to take =0 acoount all apects
that refers o the customer behavioer, including the emotional and manonal sides, i onder 10
establish and retain & favourable conmection with castomers. Providing 4 good experience will
make the customser satisfied and become loyal (Johaston & Kong. 2011). In other words, a
positive experience will mige the cussomer’s loyaky and satikfaction; and good expeniences
cun enhance the cessomer’s relationship with the company while bad expeniences may rum 2.
Hence, & & cucial o provide the customer with an experience that exceeds the castomer’s
expecttion. It is dherefore appropriste to formulae the hypotheses as below.

Hypothesis 1 (H, : SENSOR & signficantly associated with SATIS.
Hypothesss 2 (Ha): EMOTION & significantly associsted with SATIS.
Hypothesis 3 (H; : SOCIAL & significantly associated with SATIS.
Hypothesss 4 (H,x: SERVICE is sqgaificantly relased 1o SATIS.
Hypothesis $ (Hs): SATIS is sigaificantly related o LOYALTY.

Based oa the anguments depicted above, wepropose a moded 10 soady the effect of CX,
ecludng SENSOR, EMOTION, SOCIAL and SERVICE ca SATIS and then on LOYALTY.

Figure | peesents the hypothesised model.
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Figure 1. Hypothesised moded

A Methodelegy
3.1. Data collection and sampling

Orar pesearch collected a toad of 3358 responses during the pened from 12 June, 201910 8
July, 2019 using convensence sampling method . We choose Starbucks 10 stady because Stabocks
& popalar and has been saccessful not only 1 Vietnam but also m dhe workl (Ganbwaite et al,
2017, Krier, 2008; Smmmoes, 2012). After the screening of all the responses for usability and
relishility, 338 responses e completed and valld for the analysing process, resultmg in o
response rate of 95.37%. This high respomse mte reduces the likelihood of response blas
(Malhotra and Das, 2016). The demographic information of these 338 respoadents & shown in
Table 2 below. A sample siee requared for PLS should be “at keast 20 times the lugest number
of stracteral padhs directed & a parncular latent constract @ the model” (Haw et al., 2011, p.
144). Our model (Figure 1) reveals that four comtrects{SENSOR, EMOTION, SOCIAL and
SERVKCE) are dyected m SATIS, so the numimum requirement for sample size should be at beast
40 responses. Thas, 135 responses should satify the sample size theeshold value for this study.
Before collecting data, $he qoestionaare was pretestad 1o ensure the content, wording, unususl
Linguage, or any ssues selating 10 the guestionnage (Cobon & Covent, 20151 The resalts from
the presest indicate that the questionnawe & clear ond undenstmdable and is ready for diga
collection. Pretesting helps 1o improve construct valdity (Shadish, Cook& Campbell, 2002).
A2, Measurement Scale

Our study used 2 seven-pomt Liken type scale 10 assess oll Bems, manging from “1°
(indicating “stmongly disagree”) 10 *7" (indicating “smomgly agree™). All scales wese adapied
from validated literatuse and showa in Table | The scales of SENSOR, EMOTIONand SOCIAL
which mclade seven, four and five mems sespectively wese adapeed from Nadiri and Gunay
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{2115), Nasemmoadeli, Ling and Maghna (20131 and Chasdra (314} The sk of SERVICE,
mluding five items was sdopied fron Madirh and Gunay (200 3) sndAdeleke and Surapa (2012
The scales of SATIS and LOYALTY which imclude four snd five mems respectivelywen
adapiad from Chandra (3014 5, Adelele ond Surajo (3012,

3% Diatn mnalysk

Uur study snalyzed the dmn collecied PLS-SEM method, which & becoming popalar and gains
stromg inerest among scodemicionsm the last few years (Hair, Rimgle, & Sarsedn, 2011). PLS-
SEM can be o choice with & small sample size and ok of nommaley (Hair, Risker, Sarsiedr, &
Ringle, 2019y Hair &1 al (2019 describe PLS-SEM analysis that comgrises oftwo steps. The
first siep is w0 msess a measurement model where reliability and validity should be achievedfirs.
The second siep is wo paform o ondinary least squores regression (o generale outer weights,
loadings, and mmecteral model relotioeships for the laent comstuces and the indicsors.
Eveniually, the bootsirap approach was employed w0 evalume the significance of sinscoam| patks
im the mudy.

4. Empirical findings
Table 2depiciza demographic profile of 535 espondents in the siudy In ths sample, make and
female respondents ore close i balance. In terms of age, the age group berween 30-23 secounts

fior the majormy (69,95 ) and mearly e thirds of dwem (64.8% ) have bachelor degres.

Tabde 2. Respondemts " demographi profile
Blnk: 147 43.9%
GENDER Femazle == [
<) k. 11.&%
AGE M) x4 iy .55
> [+ 18.5%
High Schaal 51 15.2%
EDUCATION Bachelor 7 el =
Masier L) A

Source: Authos"s cakoalation.
4.1, tharer model evalwadon

The reflective consructs in PLS messarement model are carmed out by investigating dhe
following sssessmenis: cmter kadings of indicsors for each indicasor's refiahility, composie
relishility o examine mmiemal consitency, overage varisnce extoctad (AVE] w0 evalume
convergeml walidity, the Fomell-Larcker criterion and cross boadings v assess discriminani
validity.

The mamer lbadings. which denoie the reflectve ndicmors” loadings o ther lavent
variables respectively, are effective o evalase de relishiliiy of each msdicmior. If the comelstion
berween individual indicoiors ond the consrucs they intend v megeare & moee than 0.4, the
mdicmiors are considered 1o be relishle (Halland, 1999, Darng a relabiliy iesi, manifest
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variables SEN_2, SEN_4 and SEN_& were eliminsed & they did not pass the daeshald of 0070
{Hulland, 194

Table Spresemts the evolaationresults of measurement model nclading the suter weights,
composile relishilny (CR), Cronhach®s alpha (o) end aversge vasiance extracied (AVE)
According v Hair e all (31 %, PLS-3EM analyss regeires each block in the model mus be
amidimensional, which means tha the @ value and CR value of each block must be more than
.70 Tahle Sshows that, while the CR values vary from (L8572 (SENSOR) w0933 (LOYALTY ).
the o vales vary from 0803 (SEMSOR) w0 0912 (LOYALTY ) sumpassing the requirensnt
value of (LT0. This implies that all six cossinects measured with muliple reflective mdicaiors
achieve ineme consistency reliabilay.

The comvergent valsdity & examined theough she AYE mesurs in which AVE
mustexceed (1530 (Fomell and Lorcker, 1921) Our AVE:s mnge from (651 (SENSOR) m
O HLOYALTY ), surpassing the reeommended threshbold of (L5, This indicstes that

COHIVErgemi walidiry Is ach kvl
Tahle 5. The resuslis from the meeasurensent model o tntion.
Comenacis Code Chier [ ] @ AYE
loading
SNy EXpeneno SEM_1 0.7 LI LAy L]
| SEMSUE] SEM_3 L

SEM_4 0L7ES
SEM_17 i E |
Emitiomal Ex perence EMie_1 (LHED 1515 (LR 07 4h
TEMACY TN | EMir 2 ]
Ehbe_% 511
ENe_d 0754
Social| Expenence SO0 [ LU o] 8% AR
1SOCTAL SO 3 AR L
SO0 _% 0745
SOC_4 AR )
SOC_4 0891

Servace (haalay SEH_1 Ak 20 (LR AL 06T
ISERVICE) SER_2 L8
SER_S CLAE]

SEER 4 oand
SER O 0.5
Cemiomer Sasinorion LN | kL) {1219 (443 L
(SATIS) SAT 2 Ak 4 B
SAT_S (L8
Al 4 LN
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Crassiomer Livyalty Lo _1 LETI kL (%13 41
(LOYYALTY) LOY_2 [T
LOY_5 LEH
LOY_4 0853

LOw_S [iE T

Source: Awthor's calowlation.

In echieving discrmminmm validay, AVE's square oot measure for each cossinect should
surpass e csiimaied comelmions besween the consoum and otier consmnucis nothe model
{Pomell snd Larcker, 1981). As illusormed n Table 4, all comsinects fulil the comdiion of
discrinumant valality as dheir square ool of AYE measeres are excealing the squored conselation
il all other conseucts.

Table 4. DMscrimdnamt validity resulis
EMOTION LOYALTY SATIS SENSOR  SERVICE  SOCIAL

EAOTION 0E55

LOYALTY aim .81

SATIS (il 3 {L.H23 (1560

SENSOR 0.7 LIRS 736 0.7y

SERVICE 643 514 i) fA3E 18|

SOCTAL .64 LU L e (L&xT (502 815

Source: Amthor's caloalanion.
4.2 Inmer moeded @valiarion

Afier examinimg the owier model the inner moded & ewalused o0 confim the
brvpothesized relationships. The path onefficients for all varisbles and R-squares are illesiraied in

Figure 2.
i s | 40 T
- 3
i OITE ETEE i
-
g

i A1) war w1 e

— o o
T Malahis - LT LT, )

.
g, s an iy ORI
o .
a it
- e
sna " i
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B T TRy RN O
i P i i Livea T
Figure 2. Empirical resulis.
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As shown i Pigare 2, the path coefiicients indicate just bow saong the onnsorucs’
relationships are, wheress the B-sgmare values indicate the consinects” varance percemisge in the
model. R squore helps o predict the seourscy of de structursl model. Acoornding o Chan | 1998,
when the B-sguared value resches (067, 053 and Q1% & messs that de volee & substsntial,
minderste and weak, respectively. The resulis i Figure 2explin 67.7% of the voimsoe in the
SATIS (R-square = 0677) and 6E% of the vonosce nothe LOYALTY (R-squore = 06800 This
shows that the empirical ressls comiim the explasatcry power of this study s resessch model
and appear w0 be sarong.

Addimionally, o examine the B-sgesred values of the constructs, the effect size of the
path model (f-sguare) & specified esing Cobien’s 7 i show how msch the B-squared valoe will
change whin a specific construct & removed from the model (Heir & 2l 20014). According o
Cohen (988, when ihe effect size has the value of WO, (L150A0%E, i s sald io have weask
midemasecrsirong effects, respectively.

‘Tabde £, Effect size of research maodel

Effect slze For custamer salislacthen f-squire [Effact size
SENSOR (REIE Wenk
EMOITION k1Y Wenk
SOC1AL (150 Moderane
SERVICE (RLIE ] Wenk
Effect slze for cusiamer byally

SATIS L1 WEry strcmg

Source: Amthor's cakowlavios.

(arr pesmalis i Table 3 show tha SENSOR, EMOTION ond SERVICE sl mdicame a weak
effect mdSOCTAL has 8 moderate effect, while SATIS hes o wery soong effect on LOYALTY
(Cobien, 1988; Chan, 15998

O study sko performs o boostrap of 300 semples o verifyde sutistical significance
of the hypothesiked relaionships (Henseler, Hubone, & Raoy, 20065, According o Har e al
(M4, when assessing the bootstrap resul, it & noticed the the st siaistic ohservad the i-
value, which & wsed o determing the significent of sach indicator. Geserally, the resulis of 1-
value must be over 196 (3% significence level) snd 2 57 { 1% significonce kevel), so tho the pad
coefficients of variables can obasn de significant difference from zero (Hensler e sl 306
Tahle £ shows dat all hypothesised relstonships sre simisoeslly confimeed as all of the poaless
are smaller thom (LS.

Takde & Booistrappleg resulis
Relationships Path Coefficiess | Observed Tovalue | Povalue | Resabs
H;. SEMSOR — SATIS I8 4.4911 {LEHED Supponied
Hz, EMOTION — SATIS LA e -] 2119 {1054 Supponied
Hy. S0CLAL— SATIS 1258 4214 {LEHED Supponed
Hy. SERVICE— SATIS Iy 2] | {LEHED Supponed
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| H. SATIS — LOYALTY | {LE3% | 46 187 | oG | Supponed |
Source: Awthor's caloslation.
Uur stady dos not oaly verify the effect of CX on SATISand then LOYALTY, b also explores
bow this meckanism operstes through satisfaction. Therefore, mdirect effecis were compuied and
presensed in Table T.

Tahle 7. Indirect effects mnalysis.

Specific Indirect Effects
SERVICE -» SATES > LOYALTY 11236
EMOTION -> SATIS -> LOYALTY 121
SOCIAL > SATIS > LOYALTY 111494
SENSOR -> SATIS 2> LOYALTY 11254

Source: Author's caloalation.

As o the imdirecs effecis, we con s from Tahlke 7 that it confinms the medistor role of
sattsfnction berween CX ond LOYALTY. Morsover, of the four dimensions of cusonser
experience SERVICE i the gressess {0240 ) snd ensction is e snesllest 00,1215,
4.5 The overall guarlity of the revoarel madef

Since PLS doss mot offer overall fin statistics, & s nevessary o examine the research
model’s overall qualiy by vsmg & Goodness of Fr Index (GoF), which is considered o be 2
haseline value for iesimg the PLS model globally (Wezels er al, 20049, Hair & al (3009}
suggesied a fomeala o access e Gof by esing the overage communalicy (e AVE) md the
average R-squared. Accomding so Wetnels et ol (304, the Golf's threshold vabees are 001, 0025
and 0.5 for small, mediom and brge i, respectively. Our GoF value sgaals 06902, ndicming
that the research model is in large fi. This implies thai the whole PLS model of this stady &
roinlly valid.

£, Discussisn
The resemrch findings show that all paths of this model are simistically sgnifice and all of the
byvpotheses are seppored. Piss, SEMSORE significamly relaed o SATIS. This finding &
confirmed by Wadin & Gensy (3013), abhough ® conradicts with Chandra (204} since
customers mey nol focis oo mock on the stes, prodecs sppesmance and music when they
bhecome famuiliar with the store Second, EMOTION & significantly relasd w SATIS. This resuli
& consmient with price seedies, mcldng Yang and He (2011) and Chondm (2004). Sinualarly,
socil experience is significandy relmied o SATIS. The power of the infleence of social
expenence has o sironger effect on SATISthen EMOTION (0 146, which s i agreemenrwith
Chodrs {314} Additionally, SERVICE & also confirmad o be significensdy relsted w SATIS
This fimding i supporned by the works of Madin & Canay (2003} and Adeleke & Sursjps (3002).
This means that Stashucks can achiewe higher customer satisfaction through improwing s
service gaalmy. Lastly, SATISE significantly selated 1o LOYALTY. This implies that the mose
saiteiied the customers ase, the higher the intentiom they bave i revisit the siore. This finding &
consient with Chandra (3014), Madin & Gunmy (200 3) andAdeleke & Sermjo (302 Simply
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et when cusiomers fesl satisfied. they bave higher expectations w revisn Strbuck somes and,
when the perceived perfoamuance matches their expecmiion, they feel satisfied and have the int=nt
of providing posive commeents and ecommendstions. Mamagers in the food and beverage
mdusiry need o comssder ihese impornant expeimental makeing owicomes, especially in the
coffes indesiry i HCMC, and in Viemam as & whole. In sddition, our fisdings condinmed the
mediation mle of SATISm the relsionshap bewem CX md LOYALTY. This messs thm
CHimdiractly affects LOYALTY via SATIS.

£.1 Theoretical comribuiimms

This work provides three theoretical conmributions. Pist, our wosk can be considersd 2
the firs1 in ¥iemam 1o nvestigaie the influemce of CX on SATESand then on LOYALTY i the
cidfes imdustry in Vietnam that no prior research hos ever addessad.

Second, Chondm (3014) presemes thm CX. which includes SENSOR, EMOTION and
S0OCIAL, pestively affects SATISandhes ako called for mclusion of ather dimensioss sach &
service qualmy of muske for an exparsion of the customer expenence. In additon, Chandrm
{2114) ako calls for the spplication of stucuel sguation modelimg (SEM) in daa analysis dee
i the advamtsges of SEM. mcluding teming meahiple selationships simskaneouslyHair & al.,
A1), Por such a motivation, other than spphvimg PLS-SEM. our work iniegrales a service
gaelty dimension o casiomer experience o exiend md advance oer undersimnding of bow CX
mfleences SATISad then LOYALTY. Specfically, er findings confime that CX, mcluding
SENSOR, EMOTION, SOCIAL and SERVICE significantly impacis on SATIS and then
LOYALTY.

Third, Chamsdra (3014) sudied shoppmg mall customers in Sembaya, Indomesia and
found sl sensody experence s mol significanly msocawed with SATIS whereas both ensotional
and social experience are. Our empinical findings confime dhat CX, inchdmg SERSOR,
EMOTION, SOCIAL and SERYICE are significanily ssocuied with SATES and then o
LOYALTY. Conpared i e findngs of Chandra (200141, &1l jour dinsenssons of 02X play o full
mediation mde in e relbconship beraeen CX and LOYALTY. These resaks theosetically
extend and advamce our endersinnding with regond to the different mechanioms o well as the
dynamics which cesiomer sotisfmion may play as e mediator in the relationship berwesn C3
and LOYALTY and m the coffes mdustory n Vietnam. In addition, our work provides mspomam
empirical evidence o enrich the inoressing body of lierature showt customer valpywih regand
0 hiw cmstmmer expenience affecs cussomer boyalry indirecily via customer smisfaction.

%3 Practical i plicstl ons

ear weork does paovideseveral practical muplicavions. Pollowing our fndimgs, monagers
maywant to develop effective marketing strlegies 1o mmprove customers” SENSOE, EMOTREN,
S0CIAL and SERVHE md cusiomer smisfaction. This will uhimarely insprovecussomser
e Smrtecks & one of several iniemaiional coffee chains m Ho Cha Minh City. i & obvines
that, 1o stemd o ond survive i this bighly competitive market, Siorbecks needs to gom s
mamisn competiiive sdvanmges. Our findings reveal tha Siarbucks bascaly succesds in
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providing gocd service and sensory sperience o cosmens, althosgh not enough io keave
specific amd significant emotional ond socidl experience i the muinds of the cusomers.
Cusivmers may become more satsfied o Swarbucks con @mprove these two experences
Therefiore, Saarbucks shouldfocus on keeping wp the sirength and improving these wesk ponts in
order i make cesiomers revisit them.

T improve ensotional expenence, the gasliny of products represenis an mponss key in
evoking cesiomers” moods and emotioes. In facy, o prodec which hes o good e od &
vismally mimctive will make the cusomer feel happy and sasfied. However, scconding s Baker
{19871, o cussomised service com be considersd o bea key facior i meking oesiomers feel
plemsed. As o resulr, Sadbocks must sdvance the quality of s prodecs while also ensunng that
the gualifications of & employess nustch the level of service that it consuneers expect.

With regesd o socisl experience, the sudy by 'Woman { 30) suggests that the physical
feapares of the coffee store (Le. hygienes, appealing scent, in-store lighung, comfonable fanmure
and design, and anouiside view), the anmude of de sioff md the charameristics of the cliemis thm
visiied the siore hs an infleence on the social expenence. Thas, the mansgers of Simhucks
should consider these factors in ther miemps o build @6 envinoames whene the cusimer con
feel o sexse of belonging and improve the ability to comnect with their consmunity .

% Limbintions amd future stsdies

First, car workwas comducsed i HOMC caly. Usually, the customers who bive im HOMC have
higher lving simndands than the people who live i most of the other provinees and cities in
Wiemam, %0 the esulks of this siudy may not dlesimee the scoamie perceptions of cusiemers in
other provinees and cites. Panbermors, this siudy only fooeses on the cusomer experience ol
Sinrbecks wores i HOMC. Therefore, fumee ressarch should consider condecting studies with &
minlti-regiosal approoch 10 gein & fall enderstanding show custoneer behaviours 0 Vieman
Second, our smudy uses the comvenience sampling iechmique which remtrictsthe generalismtion of
the resuls. Fulure resessch may spply o probsbility techmique sech e chaster random sampling
w0 imponee generalisoion of the realis.
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Appendix: Constrscts and items in the questonnalne

Coms truc Cosde Hems
Sensory BEN_1 Drmking oolfee 8 Mafbucks aruses SIFnng senssionme hor
Expenence e,
SEN_2 Starbucks has prodects shat are visually appealing =g
polless, sandwiches, conkies)
EEN_S Strbucks’ interior and exiersor design = appesimng and
altention-geating.
aBEN_4 I'he fumiure is clean and comdonable
kN _2 The prodects temes ane conssEnt with my sxpaciaions,
BEMN_& I'he milsic sysIEm cresss o soibong and enjvyable
ENyiroE el
EEN_T I'he gime | gpend o Sarbucks B wortbebale.
Emoasinal ENHD_1 §'eel happy wken dnnking codfes w Smibecks.
Ex penence ENHD_2 I leel relaxed when drinkimg oolbes o Samocks
ENHD_5 1'lezl pleased when dnnkng colles ol Serbucks.
EM_4 I'm sarefied that the Ssarbucks enyployess ore paying
miention womy nesds
Saovchal SUCIAL 1 | derbucks sds m the developnesnl o o posilve inlemcrion
Expenence with mvy sncial ssmeundings.
SUAAL T | Ssrbucks gives mes 4 semse of belonging.
SOCIAL Y | My friends, wel wiom I share 5 socisl envieonnssnl, chooze
Siarbucks, and this miliEnces me s dio s s wel
SO0CIAL 4 | 1 get recognition when [ visi Saducks
SUMOIAL S Ar Swrbacks, | bl ot saze, ox il | am o2 the right place o the
right time
BTV IE SERVICE 1 | darbucks sleoys provides exoelient service.
Chuslity SERVICE X | In my denlmgs wih Surbucks, | teel spomre
SERVICE 3 | Smrbucks follows theough on gs promnseses and delivers on
schdalke.
SERVICE 4 | The sadf o Siorbaescks sl on fully unsdersimnding whaa |
WL
SERVICE 3 | The siadl o Sioreacks oppeanneal.
Cesinmer Salls_1 P Buappy with my decision o get o drmk ot Starbascks.
sansiscieon Salls 2 Ssrbucks’ service 15 smislaciony I me
SAalls_ 3 I'he expenence ol Suarbucks is beyvond my expecialion.
SAlls_2 I'he prodeciz that | buy o Suarbucks are wonhwhile
Chsinimosr LOY_1 I am giving posiive comments aboen Srarbec ks,
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Vil 1.2 oo 34 [X0FE) 1007 = 1038
Aot Atk

Laoyaky

LLVY

Ay family and nends, for exomple, will be arged 1o dnnk &
Simrbucks.

LLVY

Ihere & o big chance that | will visRr 3ashucks sgoimn.

LIy 2

Simrbucks & my first choks of cofles slore

LLFY

I beleve thol Searbucks is the bes ool siore in Hio Chil

Adink Ciry.
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