Willingness to Pay Price Premium

Saya bersedia membayar harga yang lebih tingai untuk produk Awor Coffee "
dibandingkan produk dari kafe lain.

() Sangat tidak setuju

@ Tidak setuju
() Netral
O Setuju

() Sangat setuju

Saya bersedia membayar lebih untuk menikmati produk dan pengalaman di Awor *
Coffee dibandingkan pilihan minuman atau kafe lain.

(O Sangat tidak setuju
(O Tidak setuju

() Netral

O setuju

(® Sangat setuju

Saya bersedia membayar harga yang lebih tinggi untuk produk Awor Coffee
dibandingkan produk minuman sejenis di tempat lain.

l’j') Sangat tidak setuju

@ Tidak setuju

: ) Netral

O Setuju

(7) Sangat setuju

Jika harga produk Awor Coffee sedikit lebih tinggi daripada kafe lain, saya tetap
bersedia membelinya.

() Sangat tidak setuju

() Tidak setuju

(:) Netral
@ Selyju
() Sangat setuju
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Kuesioner Penelitian : Pengaruh
Servicescape dan Social Interaction
terhadap Customer Experience pada
Konsumen Awor Coffee

dwionojS0@gmail.com Ganti akun A

£ Tidak dibagikan

Terima kasih atas kesediaan Anda untuk mengisi kuesioner ini.

Jangan lupa untuk mengklik tombol terakhir dibawah. Terimakasih

Kosongkan formulir

Kembali
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Lampiran 2. Data Responden dan Jawabannya

FA | SS | SS|SS|SC|SC|SC|SC

FA

FA

FA

FA

SL

SL

SL

SL
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CL1 | CL2 | CL3 | CLA | CL5 | CCI1 | CCI2 | CCI3 | CCl4 | EV1 | EV2 | EV3 | EV4
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WP

WTP | WTP

WTP

RI

RI

RI

RI

EW

EW

EW

EW

EV
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Jenis Pekerja | Seberapa sering Anda
kelam an mengunjungi Awor Coffee dalam
Cap waktu in Usia | utama 3 bulan terakhir?
2026/05/05 18-
1:49:12 PM Laki- |22 Mahasi
GMT+7 laki tahun | swa 1 kali
2026/05/05
4:07:44 PM
GMT+7
2026/05/05 23-
4:12:20 PM Laki- |27 Mahasi
GMTH+7 laki tahun | swa 2-3 kali
2026/05/05 23-
4:26:20 PM Laki- |27
GMT+7 laki tahun | Lainnya | Lebih dari 6 kali
2026/05/05 18-
4:30:34 PM Perem | 22 Mahasi
GMT+7 puan | tahun | swa 1 kali
2026/05/05 23-
4:39:56 PM Laki- | 27
GMT+7 laki tahun | Lainnya | 2-3 kali
2026/05/05 23-
6:14:01 PM Laki- |27 Mahasi
GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/05
6:15:38 PM
GMT+7
2026/05/05 23- Karyaw
7:30:05 PM Laki- |27 an
GMT+7 laki tahun | swasta | 4-6 kali
2026/05/05 23- | Karyaw
7:34:00 PM Perem | 27 an
GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/05 23-
7:55:38 PM Laki- |27 Mahasi
GMTH+7 laki tahun | swa Lebih dari 6 kali
2026/05/05 23-
8:06:47 PM Laki- |27 Wiraus
GMT+7 laki tahun | aha 2-3 kali
2026/05/05 23- | Karyaw
8:09:30 PM Perem | 27 an
GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/05 23- | Karyaw
8:14:41 PM Perem | 27 an
GMT+7 puan | tahun | swasta | 4-6 kali
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2026/05/05 23-

11:55:27 PM Laki- | 27

GMT+7 laki tahun | Lainnya | 4-6 kali
2026/05/06 23-

11:28:37 AM Laki- |27 Mabhasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/06 23-

10:43:46 PM Laki- | 27 Freelan

GMT+7 laki tahun | cer Lebih dari 6 kali
2026/05/07 28- Karyaw

8:19:28 AM Perem | 34 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/07 23- Karyaw

12:46:28 PM Laki- | 27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/07 28-

3:51:54 PM Perem | 34 Freelan

GMT+7 puan | tahun | cer 2-3 kali
2026/05/07 23- Karyaw

4:03:07 PM Laki- | 27 an

GMT+7 laki tahun | swasta | 4-6 kali
2026/05/07 23- | Karyaw

4:21:13 PM Perem | 27 an

GMT+7 puan | tahun | swasta | Lebih dari 6 kali
2026/05/07 23-

6:04:18 PM Laki- |27 Mahasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/09 23- Karyaw

8:15:22 AM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/11 23-

7:15:48 PM Perem | 27 Freelan

GMT+7 puan | tahun | cer 2-3 kali
2026/05/11 18-

7:17:18 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/11 23- | Karyaw

7:22:16 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/11 23-

7:23:16 PM Laki- | 27 Freelan

GMT+7 laki tahun | cer Lebih dari 6 kali
2026/05/11 23-

7:23:29 PM Perem | 27

GMT+7 puan | tahun | Lainnya | Lebih dari 6 kali
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2026/05/11 28-

7:43:59 PM Laki- | 34

GMT+7 laki tahun | Lainnya | Lebih dari 6 kali
2026/05/11 23- Ibu

9:31:58 PM Perem | 27 rumah

GMT+7 puan | tahun | tangga | Lebih dari 6 kali
2026/05/11 18-

9:35:51 PM Laki- | 22 Mahasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/11 23-

9:44:45 PM Perem | 27 Mabhasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/11 28-

9:49:52 PM Laki- | 34 Freelan

GMT+7 laki tahun | cer 4-6 kali
2026/05/11 18-

10:41:51 PM Laki- |22 Mabhasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/12 23- Karyaw

10:16:39 AM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/12 28-

11:10:41 AM Laki- | 34 Wiraus

GMT+7 laki tahun | aha Lebih dari 6 kali
2026/05/12 18-

11:43:21 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/12 18-

11:52:37 AM Laki- |22 Mahasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/12 18- Karyaw

11:54:.47 AM Perem | 22 an

GMT+7 puan | tahun | swasta | Lebih dari 6 kali
2026/05/12 35- Ibu

12:54:56 PM Perem | 44 rumah

GMT+7 puan | tahun | tangga | 4-6 kali
2026/05/12 28-

12:56:55 PM Perem | 34 Wiraus

GMTH+7 puan | tahun | aha Lebih dari 6 kali
2026/05/12 23- PNS

12:58:43 PM Laki- |27 atau

GMT+7 laki tahun | ASN 2-3 kali
2026/05/12 23- PNS

1:00:31 PM Perem | 27 atau

GMT+7 puan | tahun | ASN 4-6 kali
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2026/05/12 18-

1:02:26 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/12 23- | Karyaw

7:36:26 PM Laki- |27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/12 23-

9:53:43 PM Perem | 27 Freelan

GMTH+7 puan | tahun | cer 4-6 kali
2026/05/12 28-

9:56:01 PM Laki- | 34 Wiraus

GMT+7 laki tahun | aha 4-6 kali
2026/05/12 18-

9:58:33 PM Laki- | 22 Mabhasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/12 18-

10:00:22 PM Perem | 22 Wiraus

GMT+7 puan | tahun | aha 4-6 kali
2026/05/12 18-

10:02:13 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 2-3 kali
2026/05/12 23- PNS

10:04:05 PM Perem | 27 atau

GMT+7 puan | tahun | ASN 4-6 kali
2026/05/12 28-

10:05:52 PM Laki- | 34 Freelan

GMT+7 laki tahun | cer 4-6 kali
2026/05/12 35- Karyaw

10:07:32 PM Laki- |44 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/12 28- Karyaw

10:09:22 PM Perem | 34 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/12 18-

10:11:02 PM Perem | 22

GMT+7 puan | tahun | Pelajar | 2-3 kali
2026/05/12 23- | Karyaw

10:14:49 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/12 23- | Karyaw

10:18:13 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/12 23-

10:20:05 PM Perem | 27 Mahasi

GMT+7 puan | tahun | swa 2-3 kali
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2026/05/12 18-

10:22:03 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/12 18-

10:23:55 PM Laki- | 22 Mabhasi

GMT+7 laki tahun | swa 2-3 kali
2026/05/12 23-

10:28:17 PM Perem | 27 Wiraus

GMTH+7 puan | tahun | aha Lebih dari 6 kali
2026/05/12 18-

10:30:00 PM Laki- | 22 Mabhasi

GMT+7 laki tahun | swa 2-3 kali
2026/05/12 35- PNS

10:31:44 PM Laki- | 44 atau

GMT+7 laki tahun | ASN 4-6 kali
2026/05/12 23-

10:33:26 PM Laki- | 27 Mabhasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/12 18-

10:35:03 PM Perem | 22 Mabhasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/12 18- | Karyaw

10:36:45 PM Perem | 22 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/12 35- | Karyaw

10:38:32 PM Laki- | 44 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/12 23- Karyaw

10:40:21 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/12 28- Karyaw

10:42:23 PM Perem | 34 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/12 28- Ibu

10:44:17 PM Perem | 34 rumah

GMT+7 puan | tahun | tangga | 4-6 kali
2026/05/12 23- | Karyaw

10:46:19 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/12 18-

10:48:00 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/12 18-

10:49:47 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
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2026/05/12 18-

10:51:23 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 2-3 kali
2026/05/12 18-

10:53:04 PM Laki- |22 Mabhasi

GMT+7 laki tahun | swa 2-3 kali
2026/05/12 18-

11:00:38 PM Laki- |22 Mahasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/12 28-

11:02:44 PM Laki- | 34 Wiraus

GMT+7 laki tahun | aha 4-6 kali
2026/05/12 18-

11:04:22 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 2-3 kali
2026/05/12 28-

11:05:56 PM Laki- | 34 Wiraus

GMT+7 laki tahun | aha 4-6 kali
2026/05/12 28- Ibu

11:07:36 PM Perem | 34 rumah

GMT+7 puan | tahun | tangga | 4-6 kali
2026/05/12 23- PNS

11:09:22 PM Perem | 27 atau

GMT+7 puan | tahun | ASN 2-3 kali
2026/05/12 18-

11:11:04 PM Laki- |22 Mahasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/12 23- Karyaw

11:12:53 PM Laki- |27 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/12 18- Karyaw

11:14:40 PM Perem | 22 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/12 23- | Karyaw

11:16:35 PM Laki- |27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/13 28- | Karyaw

7:41:26 AM Perem | 34 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/13 18- | Karyaw

7:43:19 AM Laki- |22 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/13 18- | Karyaw

7:45:02 AM Laki- |22 an

GMT+7 laki tahun | swasta | 4-6 kali
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2026/05/13 23-

7:46:49 AM Perem | 27 Freelan

GMT+7 puan | tahun | cer 4-6 kali
2026/05/13 23- Ibu

7:48:34 AM Perem | 27 rumah

GMT+7 puan | tahun | tangga | 4-6 kali
2026/05/13 18-

7:50:26 AM Perem | 22 Mahasi

GMTH+7 puan | tahun | swa Lebih dari 6 kali
2026/05/13 28- Karyaw

7:52:10 AM Perem | 34 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/13 18-

7:53:59 AM Perem | 22 Mabhasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/13 18-

7:55:42 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/13 23-

7:57:27 AM Laki- | 27 Wiraus

GMT+7 laki tahun | aha Lebih dari 6 kali
2026/05/13 28-

7:59:12 AM Perem | 34 Freelan

GMT+7 puan | tahun | cer Lebih dari 6 kali
2026/05/13 18-

8:00:57 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/13 23-

8:02:33 AM Laki- | 27 Freelan

GMT+7 laki tahun | cer Lebih dari 6 kali
2026/05/13 28- Karyaw

8:04:20 AM Laki- | 34 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/13 18-

8:06:03 AM Laki- |22 Mahasi

GMT+7 laki tahun | swa 2-3 kali
2026/05/13 23-

8:07:49 AM Laki- |27 Mabhasi

GMT+7 laki tahun | swa 2-3 kali
2026/05/13 18-

8:09:35 AM Perem | 22 Mahasi

GMTH+7 puan | tahun | swa Lebih dari 6 kali
2026/05/13 18- | Karyaw

8:11:16 AM Laki- |22 an

GMT+7 laki tahun | swasta | 2-3 kali
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2026/05/13 35- PNS

8:13:00 AM Laki- | 44 atau

GMT+7 laki tahun | ASN 2-3 kali
2026/05/13 28-

8:14:44 AM Laki- | 34 Wiraus

GMT+7 laki tahun | aha 4-6 kali
2026/05/13 18- | Karyaw

8:16:25 AM Perem | 22 an

GMTH+7 puan | tahun | swasta | Lebih dari 6 kali
2026/05/13 23-

8:18:16 AM Perem | 27 Mabhasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/13 18- Karyaw

8:20:01 AM Perem | 22 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/13 18-

8:21:38 AM Laki- |22 Mabhasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/13 18- Karyaw

8:23:24 AM Perem | 22 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/13 18-

8:55:30 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/13 18-

8:57:12 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/13 23-

8:58:57 AM Laki- | 27 Wiraus

GMT+7 laki tahun | aha Lebih dari 6 kali
2026/05/13 18-

9:00:41 AM Perem | 22 Mabhasi

GMT+7 puan | tahun | swa 2-3 kali
2026/05/13 18- | Karyaw

9:02:27 AM Perem | 22 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/13 28- | Karyaw

9:04:13 AM Perem | 34 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/13 23-

9:05:55 AM Perem | 27 Mahasi

GMTH+7 puan | tahun | swa 2-3 kali
2026/05/13 23-

9:07:44 AM Perem | 27 Freelan

GMT+7 puan | tahun | cer 2-3 kali
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2026/05/13 23- | Karyaw

9:09:39 AM Perem | 27 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/13 23- | Karyaw

9:11:33 AM Laki- |27 an

GMT+7 laki tahun | swasta | 4-6 kali
2026/05/13 18-

9:13:16 AM Perem | 22 Mabhasi

GMTH+7 puan | tahun | swa Lebih dari 6 kali
2026/05/13 35- Karyaw

9:15:.03 AM Laki- | 44 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/13 18- Karyaw

9:17.05 AM Laki- |22 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/13 23- Karyaw

9:18:43 AM Perem | 27 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/13 18-

9:20:26 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 2-3 kali
2026/05/13 28-

9:22:05 AM Laki- | 34 Wiraus

GMT+7 laki tahun | aha Lebih dari 6 kali
2026/05/13 18-

9:23:49 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/13 18-

9:25:28 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/13 18-

9:27.09 AM Laki- |22 Mahasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/13 18-

9:28:50 AM Laki- |22 Mahasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/13 23- | Karyaw

9:30:29 AM Perem | 27 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/13 35- Ibu

9:32:21 AM Perem | 44 rumah

GMT+7 puan | tahun | tangga | Lebih dari 6 kali
2026/05/13 23-

9:34:11 AM Laki- |27 Mahasi

GMT+7 laki tahun | swa 4-6 kali
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2026/05/13 23- | Karyaw

9:35:55 AM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/13 18-

9:37:49 AM Perem | 22 Mabhasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/13 23-

11:02:59 AM Perem | 27 Mabhasi

GMTH+7 puan | tahun | swa 4-6 kali
2026/05/13 23- Karyaw

5:02:28 PM Laki- |27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/13 23-

10:18:58 PM Laki- | 27

GMT+7 laki tahun | Lainnya | 4-6 kali
2026/05/14 23- Karyaw

6:20:01 PM Perem | 27 an

GMT+7 puan | tahun | swasta | Lebih dari 6 kali
2026/05/15 23- Karyaw

6:54:58 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/16 18-

7:51:42 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 2-3 kali
2026/05/16 18-

7:53:33 AM Laki- |22 Mahasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/16 28- Karyaw

7:55:20 AM Perem | 34 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/16 28- Ibu

8:42:57 AM Perem | 34 rumah

GMT+7 puan | tahun | tangga | 2-3 kali
2026/05/16 28- | Karyaw

8:44:39 AM Laki- | 34 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/16 23- | Karyaw

8:46:19 AM Laki- |27 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/16 18-

8:48:01 AM Laki- |22 Mahasi

GMT+7 laki tahun | swa Lebih dari 6 kali
2026/05/16 18-

8:49:40 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
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2026/05/16 28-

8:51:24 AM Perem | 34 Wiraus

GMT+7 puan | tahun | aha 2-3 kali
2026/05/16 23-

8:53:08 AM Laki- | 27 Mabhasi

GMT+7 laki tahun | swa 2-3 kali
2026/05/16 18-

8:24:35 PM Perem | 22 Mabhasi

GMTH+7 puan | tahun | swa Lebih dari 6 kali
2026/05/16 18- Karyaw

8:26:19 PM Laki- |22 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/16 18- Karyaw

8:28:02 PM Perem | 22 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/16 28- PNS

8:31:01 PM Perem | 34 atau

GMT+7 puan | tahun | ASN 2-3 kali
2026/05/16 18- Karyaw

8:32:35 PM Perem | 22 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/16 28-

8:47:01 PM Perem | 34 Wiraus

GMT+7 puan | tahun | aha 4-6 kali
2026/05/16 18-

8:48:38 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
2026/05/16 23- Karyaw

8:50:17 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/16 35-

8:51:55 PM Laki- | 44 Wiraus

GMT+7 laki tahun | aha Lebih dari 6 kali
2026/05/16 35- Ibu

8:53:33 PM Perem | 44 rumah

GMT+7 puan | tahun | tangga | Lebih dari 6 kali
2026/05/16 18-

9:43:03 PM Perem | 22 Mabhasi

GMTH+7 puan | tahun | swa 2-3 kali
2026/05/16 28-

9:44:42 PM Laki- | 34 Wiraus

GMT+7 laki tahun | aha Lebih dari 6 kali
2026/05/16 23-

9:46:19 PM Perem | 27 Mahasi

GMT+7 puan | tahun | swa 4-6 kali
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2026/05/16 18-

9:47:54 PM Perem | 22

GMT+7 puan | tahun | Pelajar | 2-3 kali
2026/05/16 18-

9:49:25 PM Laki- |22 Mabhasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/16 23- | Karyaw

9:52:03 PM Perem | 27 an

GMTH+7 puan | tahun | swasta | 4-6 kali
2026/05/16 18- Karyaw

9:53:44 PM Laki- |22 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/16 23- Karyaw

9:55:31 PM Laki- | 27 an

GMT+7 laki tahun | swasta | 4-6 kali
2026/05/16 28-

9:57:26 PM Perem | 34 Freelan

GMT+7 puan | tahun | cer 2-3 kali
2026/05/16 23- Karyaw

9:59:03 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/16 18- | Karyaw

10:23:20 PM Perem | 22 an

GMT+7 puan | tahun | swasta | 4-6 kali
2026/05/16 18-

10:24:58 PM Perem | 22 Wiraus

GMT+7 puan | tahun | aha 2-3 kali
2026/05/16 18-

10:26:34 PM Perem | 22 Wiraus

GMT+7 puan | tahun | aha 4-6 kali
2026/05/16 28- Karyaw

10:28:10 PM Laki- | 34 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/16 23- | Karyaw

10:29:46 PM Perem | 27 an

GMT+7 puan | tahun | swasta | 2-3 kali
2026/05/16 23-

10:31:28 PM Laki- |27 Mabhasi

GMT+7 laki tahun | swa 4-6 kali
2026/05/16 23- | Karyaw

10:33:12 PM Laki- |27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/16 23- PNS

10:34:43 PM Perem | 27 atau

GMT+7 puan | tahun | ASN 4-6 kali
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2026/05/16 28-

10:36:22 PM Perem | 34 Wiraus

GMT+7 puan | tahun | aha 4-6 kali
2026/05/16 28- | Karyaw

10:38:07 PM Laki- | 34 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/16 23- | Karyaw

11:01:32 PM Perem | 27 an

GMTH+7 puan | tahun | swasta | 4-6 kali
2026/05/16 28-

11:03:17 PM Laki- | 34 Wiraus

GMT+7 laki tahun | aha Lebih dari 6 kali
2026/05/16 18- Karyaw

11:04:50 PM Laki- |22 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/16 18-

11:06:19 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/16 23-

11:07:49 PM Perem | 27 Wiraus

GMT+7 puan | tahun | aha 4-6 kali
2026/05/16 28- PNS

11:09:23 PM Laki- | 34 atau

GMT+7 laki tahun | ASN 4-6 kali
2026/05/16 18-

11:11:03 PM Perem | 22 Wiraus

GMT+7 puan | tahun | aha 4-6 kali
2026/05/16 23- Karyaw

11:12:39 PM Laki- |27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/16 23- Karyaw

11:14:18 PM Laki- |27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/16 18-

11:15:55 PM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/16 28- Ibu

11:47:54 PM Perem | 34 rumah

GMT+7 puan | tahun | tangga | 4-6 kali
2026/05/16 23-

11:49:26 PM Perem | 27 Wiraus

GMT+7 puan | tahun | aha 4-6 kali
2026/05/16 28-

11:50:59 PM Laki- | 34 Freelan

GMT+7 laki tahun | cer Lebih dari 6 kali
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2026/05/16 18-

11:52:32 PM Perem | 22 Freelan

GMT+7 puan | tahun | cer Lebih dari 6 kali
2026/05/16 18-

11:54:29 PM Laki- |22 Mabhasi

GMT+7 laki tahun | swa 2-3 kali
2026/05/16 23- | Karyaw

11:56:10 PM Laki- |27 an

GMT+7 laki tahun | swasta | Lebih dari 6 kali
2026/05/16 35- Karyaw

11:58:00 PM Laki- | 44 an

GMT+7 laki tahun | swasta | 2-3 kali
2026/05/17 28- PNS

12:00:21 AM Perem | 34 atau

GMT+7 puan | tahun | ASN Lebih dari 6 kali
2026/05/17 18-

12:02:09 AM Perem | 22 Mahasi

GMT+7 puan | tahun | swa Lebih dari 6 kali
2026/05/17 18-

12:04:26 AM Laki- |22 Mahasi

GMT+7 laki tahun | swa Lebih dari 6 kali
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Lampiran 3. Screenshot Hasil SmartPLS

AES CLEAN cTC EINT EWOM EXP PAYPREM REVISIT SEAT SIGN SLAY
AES2 0.887
AES3 0.869
AES4 0.890
CLEAN1 0.884
CLEAN2 0914

Cronbach'salpha posite reliability (tho_c) = Average variance extracted (AVE)
AES 0.857 0913 0.778
CLEAN 0.847 0.907 0.765
cTC 0.813 X 0.888 0.726
EINT 0.830 0.898 0.746
EWOM 0744 756 0.854 0.661
EXP 0.840 0.842 0.904 0.758
PAYPREM 0.899 0.901 0.929 0767
REVISIT 0.808 0.828 0.873 0.633
SEAT 0.837 0.845 0.902 0.755
SIGN 0793 0.808 0.877 0.705
SLAY 0.820 0.821 0.893 0736

130



Path coefficients - Mean, STDEV, T values, p values

AES->EXP
CLEAN -> EXP
CTC->EXP

EINT -> EXP

EXP ->EWOM
EXP -> PAYPREM
EXP -> REVISIT
SEAT -> EXP
SIGN -> EXP
SLAY -> EXP

Collinearity statistics (VIF) -

AES2
AES3
AES4
CLEAN1
CLEAN2
CLEAN3
CcTC1
CTC2
CTC4
EINT1
EINT2
EINT3
EWOM1
EWOM2
EWOM3
EXP1
EXP2

FYDR

Original sample (O)
0.012
0.017
0.225
0.208
0.706
0.550
0.650
0.291
0.005
0.107

VIF

2.169
2.024
2.294
2.201
2493
1783
1893
2.196
1.596
1.813
1.951
1.960
1.345
1603
1.846
2.068
2433

177R

Sample mean (M)

Standard deviation (STDEV)

Copy to Excel/Word

T statistics (|O/STDEV])

0.010 0122 0101
0.013 0.092 0.189
0.220 0.095 2.370
0.208 0.091 2301
0.706 0.047 14.937
0551 0.055 9.994
0.653 0.056 11,594
0.296 0121 241
0.012 0.093 0.050
0.109 0.096 1122
Collinearity statistics (VIF) - Inner model - List
VIF
AES -> EXP 4563
CLEAN -> EXP 3.405
CTC -> EXP 2942
EINT -> EXP 2.694
EXP -> EWOM 1.000
EXP -> PAYPREM 1.000
EXP -> REVISIT 1.000
SEAT -> EXP 4.640
SIGN -> EXP 3134
SLAY -> EXP 4.261
R-square - Overview
R-square R-square adjusted
EWOM 0.498 0.495
EXP 0.602 0.586
PAYPREM 0.302 0.298
REVISIT 0.423 0.419
f-square - Matrix
AES CLEAN cTc EINT EWOM EXP
AES 0.000
CLEAN 0.000
cTC 0.043
EINT 0.041
EWOM
EXP 0992
PAYPREM
REVISIT
SEAT 0.046
SIGN 0.000
SLAY 0.007
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Pvalues

0.919
0.850
0.018
0.021
0.000
0.000
0.000
0.016
0.960
0.262

PAYPREM

Copy toR

REVISIT



Discriminant validity - Fornell-Larcker criterion Copy to Excel/Word

CLEAN
cTC CLEAN

EINT

EWOM

EXP
PAYPREM
REVISIT
SEAT |
SIGN

SLAY1
SLAY2 €—0.000

SLAY3

AES2

AESA

SEAT1
SEAT2 <«—0.000

SEAT4

SIGN2 4—0.000

SIGN3

CLEAN1T -—
0.000.

CLEAN2 «—0.000
0.000

o
CLEAN3

AES CLEAN CTC EINT EWOM EXP PAYPREM REVISIT SEAT SIGN SLAY
0.882
0.760 0.875
0.759 0.706 0.852
0748 0.700 0.663 0.864
0748 0.697 0677 0.713 0.813
0.680 0648 0.687 0.670 0706 0871
0.508 0519 0546 0.501 0.567 0.550 0.876
0675 0.646 0.602 0.645 0.667 0.650 0578 0.796
0.8M 0.795 0.758 0.743 0755 0730 0.583 0.702 0.869
0748 0723 0707 0.651 0.698 0.625 0549 0624 0.755 0.839
0.817 0.765 0729 0668 0721 0672 0497 0.650 0.804 0778 0.858
ENT1 EINT2 EINT3

0000 0000 0.000

EWOM1
000" o
—
0498 z‘;’zg
ST EwoMs
EWOM
REVISIT
B
; REVISIT2
0,000
00— pevisita
0000
REVISIT A
REVISITS
PAYPREM1
) ooo/
: PAYPREM2
0.000—>
0.000—p
0000 | PAYPREMS
PAYPREM

PAYPREM4

cre crc2 cTca

CLEAN
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Lampiran 4. Jurnal Acuan Koay et al. (2025)
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The bubble tea phenomenon:

understanding the role Adinisnin

of semcescape in
consumers’ responses
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1. Introduction
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mm-dunamn ntensifying the competition is the industry. As per Straits Research,

umm“&hymhﬂdl\mmﬁwmmﬂn and is peogected to
um;ss' growth frees 2019 o 2026 (Ha, A2, The detiand Sie these beverages
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n inerce popularity @ Malirsia (Kamalul Jviffe of af, X2, Recugusag Sat

ety sharing their daily experinces co sockl media platfonus sach as
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ll share their positive
expurience in the store oo socsd media, thereby cresting the effect of cactroni weed of-
wouth (€WOM).
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empirical stodes in the comtet of Se bubble tea industry
Previous research on the inpact of servicescspe within the food service isduary has
predocinantly focused 0n redamsars, overkoking bubble e stores (Chia of o, 2023
Ksenalul Ariffin et af, ml.muwn.zm \\mhuh.duh—mw they differ muu\
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equation mxdeling. Honce, this study aims 1o achieve the fullwing research chjctives:

ROI To eceaise the infuence of seviesape fackding aspats suxh 2 hyas
accessibiley, facility sesthetics, sesting comdort, signs sad symbols, and
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B2 To examine the influence of experential value oo ¢ WO, revish intensons, and
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The paper Fsaly
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The unprecedenced

In marketing has led to the transicion of

from service economy to experience

dyramsm
cconomy. Modern age consumers give more emphasis to the hedonic atrbutes of offerings than to functional actributes.
understanding.

Consequendly. the presenc study aims to provide 3 deeper

of experiental vae. s ancecedents, and

on experienc value and the comequent effet of experiencl e on cistomer loyaky. Usng purposive simplng dica
37 offee shops

survey which was later analyzed using Structural

Equation Modeling. The results

- Besides, experiental
value also bas a positve effect on customer loyaly. Lastly. experiental vakue partially medates the relacionship between
loyaky.

service encounters and customer

Keywords

Introduction

lopaky

attributes are subliminal. According to Warde and Maricns
(2000),

worldwide have tumed out 0 be all the more deli
experiential, a key move in the very fabeic of the worldwide
‘economy (Rather, 2020). Experiences (i.c., business coatris

bomes duc of case and B Lacly.
the features of this instance hus taken abogciher o different
‘meaning; as people pow are motivated to eat outside their

with customers ys) are
» pucticalrtype ofscomeni ofisings e ld e S

& Gilmore, 2014). m-yxmanmm_-
‘with mere functional benefits of soods and services but they
demand offerings which are accompanied

i-a--.-emomni,mu)m-—.--
the daily demands of

widespread activities of leisure (Kim & Jang. 2019; Walls
etal, 2011). These days,

(Batat, 2019; Khan et al., 2020). Custamens seck some
hedonic features in services

ly it has

vion (Rezende & Silv, 2014).

raise their perception of service quality,

poral

al. 2019).

sicos are sl by customer service encousirs (Chea

Consumers are pr choices

“Comtral Untvarsty of Kashesr, Gasdrbal K. Inds.

ar
of goods and services. Amﬂny of differeat goods.
puu customers in challenging situstions to make differcn

varid ofteigs of mark+ (Kian <t k.
2016y Theeeore, many orgesamuems dissemed i
ol mpprosch of kg O pveying e i

St revaraey, Ry, Souch Arsba
Comurpamding Acthor:

Cormrl Urarsey of Kahesr, Ganrkl, I 191201 s
Emat madarsneed |} @gemaleom

ccer.
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al, 2020; Islam et 019; Robimson et al, 2020).
service encounters are defined as “the endurir

personal that customers receive upon encoun-

tering a product, service and/or company primarily, which

they hopefully take with them and convey it to others” (Pine

& Gilmare, 1999; Poulsson & Kale, 2004). Shostack (1985)

ion during which

sians offered by an organization which prove uscful to busi-
nesses as it provides them with basic details about
consumers' preference which imgroves their service.
Schalarly effrts towand this direction have becn made by

parks, caline
shopping sites, virtual gaming, smartphone industry, and
lcisure tourism (See e.g.. Aziz et al., 2016; Christina et al.,
2020; Gallarza et al., 2015; Maghnati et al., 2012; Shobeiri
etal, 2015) However, most of these studies suggest a fur.

experiential value of customers.
comtexts. As experiential

service encounter; to retain old customers and atiract new

The rest of the paper is structured as follows. First,  brief
review of literature and theorctical background
devel

cusses. the rescarch methodology adopted by this study.
Lastly, the findings as well s key theoretical and managerial
implications are peescated.

Literature Review
Service Encounters

Service encounter is defined as “the dyadic interaction
between a customer and a servies peovider” (Surprenant &
Solomon, 1987, p. §7). In other wards, the service encounter
was essentially viewsd as a “game of people” driven by
explicit leamed peactices suitable for the circumstance (ic.,
Jjobs) (Surprenant & Solomon, 1987). In any case, more
extensive translations of the idea immediately

kmwk’dhmmkim(w“l.&

eprscnaives, i conaumer, the physial evirn-
2011}

npes
i i 5 2019;
Khan ct al., 2020; Rather ct al,, 2019). In this direction.

Anu-g mmltmlﬁ'kmlw

customer interaction with ceganization components other

than human actos, for example, the sevicescape and self-
etal, 2017).

Abactal. 2019; Wu
e al, 2018). Adiitionally, prior studies have repeatedly

ing scrice encounters cxira plensumble, which comse.
quently could reduce the perscived risk associated with

Of the service coxounters can be

custommers with physical environment clements and the sec-

ecs. Physical eavironment encoumters are defined as @ tine

g expe-
rience (Ahn et al., 2019; Robinsom et al 2020 . Lastly. ot
of s el 1 srvice excoumrs o expscntin
value have been conducted in developed economic comtext.
thercby h-q-”d,—-i-.-s-.g in 2
developing /cmerging cconomy

nq.u..-umwumn--qn

and ther relatimship with customens” experieial value

u——amwum‘wn*u

the years, authors have described the tem I e
ment : Parasuraman et al. (1985) described it as
“something that cutlines the tangible atributes of an intangi-

the tenm servicescape™ as “the tangible aspects of the service
enconcs, keuified thres dimensions inclusag ambeince.

each of which

and loyalty. can have mflucrce an the perception and behavioe of both

-—nd—-.q—-nhe.-lu—uhy- (1992).the

alty, this study suggests vanous sustaizable measures ambiance dimension includes those aspects “which scuse.

r—-!w--ln\--—u_-uw ‘oegans observe direcly: scmperature, aroma, sound. lighting
i a novel industrial -

hi study makes significant theoretical coatribution. This
stody also offers value by peovding insights for marketing
practiioners intercsted in dessning coffee shos in ways

Personal imeraction encounters are reganded & a time
duration during which cocsumers get o interact with sl
(Garetal, 2017).

stafr

Capehart, 2002). Coye (2004) obscrved that a service

m;m-m,—ndmuy-,—.:

purchasing. despite of the srenuoas efforss of marketers

etal l.mhnhmvdmn'.—u-l——n-_ul

s of cstomes loyalty for oz s vy much
i 2018), Loyal

impact customer expericntial value * In hospitality sector,

o T

sumer s well & service peovider

i o =

experience of service. of customers is quitc possibly the most
refered o idess i literature. and the scope of
‘advantages it offers 1o the marketing individuals is acknowl-
Experiential Vakie ‘edged by both the scademicians and. practitioners (lshm &
thwick etal alue as “custom-  Rahman, 2019), i st
ers’ opposed s s ta

et opcrvation Wheread Expersacia vlue flchuscs
o el () el b s o shop-
ping proficicncy and scttling on incredible product choices
by objectively assessing information with sespect to prod-
uct's performance and usefulness (Fiore & Kim, 2007).

Eaper
ing cither use or valustion for goods and scrvices.

‘As indicated by Holbwook and Hischman (1982), experi-
ential value can be partitioned imto two scctions, one of
which is perience point of view, which

fnaeially vy appoach (Anderon & Mital. 2000 Rathes
etal, 2019

Organizations reliably look for and start differcat actions
10 coastruct loyal customer base (Alam & Noor, 2020). An
immediate advantage is that loyal consumers should g0
about as brand advocates, welcoming family members, com-
panions and other (potcntial) clicats % the brand/firm
(Kandampully et al., 2015; Shocmaker & Lewis, 1999;
Watson et al 2015). Also, arelisbly certain relaionship has

beca recoeded bty loyaly

individual,
.mmm‘mm-m-m‘m.mm

view of this perspective, Mathwick et al «z«mm
ized experiential value as “a perceived, relativistic profer
ence for peoduct attributes or serviee performances arisiag
from interaction within 2 consumption setting that faclitates
or blocks achievement of consumer gosls or purpose.”

(Pihl, 20 uxm custamer loyalty
g.-n-hu.-l P CNe Sty

fo_businesses in the competitive_cavironment (islam &
‘Rahman, 2016; Winters & Ha, 2012).

qualities that includes the estimations of esthetics, playful-
ness, service excellence, and customer retum on mvestment
(CROI). Esthetics refers 1o the visual intrigue of the retail
envimament. Payflnes:fiom exchinges mimos the -

mmnnyllngl&ﬂrupﬂlylndxnmpnpkﬁm
routine life. Service excellence value is

is perhaps the main methods for producing loyalty ameng
customers (Gallarza & Saura, 2006; Kesari & Atulkar, 2016;
Yang & Peterson, 2004).Customers consistently look foc “a
bundle of advantages" to satisfy their needs in 2 varicty of
capacitics. Numerous caterics offcr an Hem bundle hat

terms of gratitude of a consumer toward scrvice mﬂ-hu
has busilt up abilities and offer a dependable service perfor.
mance, and CROL involves the dynamic vesture of budget-
ary. temporal. social and mental assets that possibly yield a
rem. CRO vk o the efctive part of excrccs
commitment. and clarifies dynamic intercst in moactary,

assets. conduct, and feclings that yicld rewands (Aba

pai
ook for diffcrent ssues like food, rfreshment and admisis-

trations, they will think sbout al the issucs 1o pick an catery
(Shamah et al.. 2018). Comsequently, it is required to per-
ceive the parts that fulfill customer’s needs, so they retum to
that eatery for another meal (Uddin, 2019).

mental
etal, 2019; Choi et al, 2015; Wu & Lisng, 2009; Wuetal, HYPOtheses Development
2018). Summwwvm
Customer Loyalty b
loyalty as p

.
sistently in future, thereby causing repetitive same brand-sct

tam criterion in creation of expericatial value (Schamits,
1999). Swdics funher meation that “esthetic chacs,
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smbiance, ¢, colors, oo, roma, decorat . s gnage.
ant works. and

played
the customer experience in service mm, (Cetin et al.,
2014) 1999)

hhpny‘ﬂl-n_mumﬁ-*__-p
ducing fervor in relaxation  settings; -——-. thus,

2o readiess 10 ssgaest (Cetin 8 al, 2014). In ordes 10
create a great customer expericnce in baspitality industry,
service pronidens how high dependence om the physical
environment (Mossberg, 2007). Besides, Walls et al. (2011)

loyaly.

Service Encounter ond Customer Loyalty

—-iuby_--v'mm_((":me
-l-.

the enduring .—.—l that are being per-
LT LN cocoums il ot
30 cginizsion, whichthey camy i hemopmistcally
et al., 2007 Poulsson

ness should focus on their human interface measurcments,

& Kale, 2004; Wu & Liang, 2009). Shostack (1985) opines
a

Due to the 2 of

that
consumer's perception about performance of expericatial
valte of service is mostly based on employces” atttude,
demeanor, affability, and timekiness (Al et al., 2016; Ryu
etal., 2012). Therefore, this stody hypothesizes as

eatire

Hi: Favarable cognition of service encounter has a pasi-
stve effect an experiential value.

Experienual Value and Customer Loyalty
In the service industry; delivery of quality service is a key
vim!

sians offered by an organization. Such eRCOUBEFs prove use-
ful 10 businesses s it provides them with basie details about
consumers’ preference 1o improve their services. Studies
have repeatedly emphasized oo personal imeraction as such
imteractions make service encoumters extm pleasurable and
assist in reducing the peroeived risk associated with getting 3
srvice vis-dovis cnbance the overall customer buyiag expe-
1

of service encounters arc ts the pre fackors of customer
loyalty (Chen., 2015; Sigala, 2019). Accordingly, we hypoth-
esize as:

want apost-
3013)
""—"n camry regulars |.tnu want special and
2018, Value os o Mediator Between
Walls et al., 2011). anyxcn-mnmmm\g S\ ter and C

mdmmmmnthﬁuﬂnﬁym
‘needs and support their preferences (Line & Runyan, 2012;
Oh etal, 2019). Thercfoce, making consumers expericnce 3

Rescarchers comsider service encounters as basic drivers of
customer faithfulness in service settings (Ali et al., 2016;
Iskam et al, 2019). Purveyors of service in the hospisality

1ry 1o ereate an edge against competitoes in today's cut throat
From the brand exccutive’s viewpoint, the
essential objective of café restaurant advertising is 10 create
beand unwaveringness amoog coasumers 10 deter them from
n-.'-. 1o other ¢ cuy ‘marks. regardless of whether the
give better offers (Kim &
:-pse-hm 018 Scholars mave, heclon, cmployed
the coocep of exprendal vl 1 cxlin such dodaicd
amaong customers (EL-Adly, 2019; Jin et al., 2013;
Wo et sl 2018) They argc that 1 2 srvice scting, an
effective experience oricmed-branding can promote.
customers' amachment to specific brands which helps cus-
tomers show and love toward their preferred
beands (Kim & Stepcheakova, 2018; Thomson et al, 2005).
Therefore, expericntial value serves as an important driver
for the success of such service brands (coffee shops in our
case). Therefore, we also hypothesize as:

y
to make an extrmordinary consumer expericnce; which,
thercfore, is to drive customer patronage (Ali
et al,, 2016; Mossberg, 2007). Inside the physical setting.
researcher (see, Ryw et al,, 2012) underlined the significance
of the service encounters and expresscd that because of the

attributes of services, tangible cues serve in

veyed as a feature of experience of service. Past study takes
note of that service encounters help employees place them-

buyers (Ali etal, 2016; Walls et al., 2011).

imterface better with their customers to develop their trust
and dependability (lslam & Rahman, 2016; Kaur et al,
2020,

tomer patronage i 1o have positive interaction and offer
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Abstract

Purpose — This study airs to examine whether indirect casemer interacticns
tentices and bow that effect i generated. It alw explores the efiect of diming

consumess” bebavioral intentices:

custoemer 4o- (CCD afiect

Iy pasty type.

wlm-ﬂwmzmmm&mﬂmmﬂnmﬂymﬂm

‘exasmine hypothesizeed

Findings — Indirect CC

of experiential vaue. Food 3nd beverage

Py
e B

moeth intentics va restuurant ismage. Furthemore,
behavieal intentions so

, Pty (7 mmdernes the ot of nentetics ou
50 that the effect s sigrificant for the social diner group only. Customer retum on

Practical implications - Managers should be aware that indrect CCls influsce all aspects of the

Sinee F&B excellence, restaurant irage and
mwmmmmmmammmdm
by party t
segmars.

castoer

. i it
udy
imtentians through the mediating effects of experiential value and resturant image. & coatrbutes to the
Py type.

5 & - . .
Revisit intentions, Word af mocth intentions
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L Introduction
other

Varying across service settings, custoener experience & aften affected by customers'relations$® oo and social
customers sharing time and spoce during service encounters (Leith, 2020). A plesant diners

customer-to-customer interaction (OCT) could render a service experience more.
murp&ﬂsnlxmmuuld‘hmglxm'nruﬁd mlmlndlmcu * defined o5

mmwaammmwmmmmqmmmm As

1669

mummwmwmmmnuim hE———

mcmmmmmmmnmmmmumu of
CCl ca diners’ experiences (Altzy of al, mmummmatm
220b; Song et al, 2018, Wu and Liang, 2000 Altinay ef al. (019) and Song ¢ ol (2018 studied
‘social interactions among senice cafie customess and found that OC1 affected diness’ experiences.
ﬂwwmeuMbwudem&\wmmfmmtﬂs

custoemers (e loud, rude ce hitting tables)

at hexury restaurants.
mmmmmmmddmmmmmmmm
ﬁummwmmmmmwmmm

research CCI(Altinay etal,
O (W and Linng. 20) cn diing experiencs, the ifhaence of it Ol n e

between indivect CCl and diners’ behavioral intentions. To bridge this gap, this current sty
examines the effect o indivect CCL a prevalent form of restauzant CCL o6 customers’ dining

intentions
‘Consumers’ perceived i and

sedtings (Lin of al, 20200). As contempoeary Ticeyke cvlve,dinng slone represents an

mm«mmmmc«m significant purchasing power of solo

&-s,usmnm!wum:

affect their behavioral intentions. While
attitudes, emotions and

maimcmuu zn.r’nunng.m m

mardu-ngwmdhahmm:l umnmh\enmmﬂmmymwsnpmm

unngmxruuz)lshckm Thuamsmyﬂmmwhyuplmuwmﬂe
ipact ofindiet O i entions vies by party ype o v socal
‘The current study research ¢ Does indirect CCT affect

study bridges a gap in the literature by the
dining experience and mu..mﬂmmluh,mmmmum

2. Literature review
z: Imimd customer-to-customer interaction

mmmmmmmmmm

that customers are value cocreators and
mwmmnwmmmmmmmmmm
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(Brodie et al, 2011). As customer
mmuammmmummmmmmm

peer
et al, 2121). di J"nn ped ¢

and negaive OC1 (Wu and Lisng, 208, Zrag o ol mtmcaq,mglsmm
Zhang et that (I s the high occurrence of
mmnmmmwmummnammxwﬁmm

other customers, directly
¥ negative emotions. However, mmummm\m

o o
i Sgificant ipac on ey perived CCl qulty (Linet o, mLKlnmem(mlﬂ
classified CC1 nteraction, neighboring customer interaction and_ audience

M\M

ith others in their paty,
of bei und customers. Kim and Choi (2016)
wmmmvmdmmvdymmmmmm
udnmdmmlbuwums@nﬁnmmﬂmmhndhﬂummgbhﬂmg
custamer (Kim and Chod, 2016). Thx iy
rmmﬂmmvmdnmwmumubamwmmdsndm
certain service scenarios (4 and Amorim, 2017). For services that require customers to gather
n:mmum@mmWMmmmw‘ﬁ

impuact of other customers may be primarily attributed to nonverbal cues, such as eye contact

and nods (Lin ef al, 2020%).

Onsite CCI can also be categorized into direct and indirect forms (Nicholls, 2020;
Zhang et al., 2010). Direct CCI covers direct conversations or confrontations with other
customers (Zhang ef al, 2010). Indirect CCI consists of nonverbal elements of
interaction it nce as perceived level around other
customers, observing other customers’ behaviors and kinesics - customer interactions
via body language, such as courtesy nods and greeting gestures (Nicholls, 2020;

e nL 2010). Zl’ﬂng o al mlo) found that indirect CCl is. more common Mlﬁm
Tikely.
ccl Since negative emotions exert a stronger influence. nﬁu loyalty than positive
emotions (Chen ef al, 2015), it is necessary to \md-ndtbnd-—b]-hda
indirect CCI affects restaurant customers’ customers have
explicit customers’ istics
not anticipate intense interactions with strangers (S4 and Alnn-, 2017). Wthm a
catering context, Kim and Lee (2012) found that other
and behavior serve as informative cues for
(2018) suggested that indirect CCI
service restaurants and positively’ M
leadmmghua-mn i i i CClon
diners’ emotions, feelings Mﬂemmww-ﬂu‘d“&
However, past studies did not identify whether other aspects of a dining experience,
such as perceived service quality and value, are affected by indirect CCI- I addition,
limited research has q examined whether the effect of indirect CCI can be
extended to customer behavioral it Therefore, the current research examines
the effect of indirect CCI on various Z i i
intentions.

TJCHM
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found that familiarity may be related to diners” behavioral intentions, the current study
! Familiarity wi i 20101

H2. Diners'
mmmmmmwmmmm
positively affect restaurant image.

H3. m“mﬂmmhﬁvﬂmmmumﬂ

tion (H3a) and WOM intention (H3b).

24 The moderatig o party e
Active experient

ial values (CROI and p passive experiential values

lue coproducers, while passive values are appreciation of
b\ﬂnss offerings (Mathvwick et aZ, 2001). Cmdepauhmdst price acceptance Iew]
and playﬁlnss |mmn(s diners’ emotional status and Hx:lnel.ﬂu, 2014). In
contrast, aesthetics urroundings
diners’ satisfaction and
zom However, .nmmem results were found regarding the effect of passive value
dmmmsudng beh:vmlmmm Bauul lzllﬂlmmmnedxheeﬁeﬂa(dmmg

‘experiences on
ormuqmmml environment. 'imhzly o etal (mu)obsgmdmmmw
( direct linkages among physical environment, service interaction and behavioral
tions in fullservice restaurants. They m«ed that the results might be attributed to
na'lylnﬁd M their dining purposes as “get a quick meal” In a
cm-m, studying hotel guests’ behaviors during the COVID-19 pandemic
mdmmhtmmmmmymmqpsd

IravehtslSuntlal 2021). These i

groups.

Bmmlnzmthumemsmemdmndmmﬂ-cn
determining restaurant  behavioral intentions (Erkmen and Hancer, 2019; Ha and
Jang, 2012, Ryu ef al, mlnlh.zvs ‘peior research has not distinguished customers by

party type. Compared to those who visit restavrants with family or friends, people who eat
almenuy place less value on a restaurant’s physical environment (Chua of al, mMLFw

significant for Therefore,
smdyeummlhmwmkolmnylype(mhv&m)mﬂgmhmm

imageis i model,
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2.2 Ext

EVS divides expemnnal value into four

Consumer return on investment (CROI) and
phyﬁﬂnsmdimammdamve\mmsmm:mﬂmwmbemm
consumer and business. f passive values
derived from consumers’ comprehension of the consumption experience (Mathwick et al,
2001). Notably, because the original EVS was developed in the recail setting and did not
include elements critical to the foodservice industry, researchers
excellence (F&B excellence) as an additional dimensicn of
studies (Jalivand ef al, 2017, Taylor ef ol, 2018). F&B excellence customers”
evaluations of food and beverage consumed in restaurants (Taylor ef al, 2018). In the
rsunmm Inunum CROI represents the perceived value of price — the bmgﬁu mal

they ivest in
mL 2007, ﬁyluelul 2018, Playfloesssignifiesthe enotional oy afrsmnm
1. 202 Mathwick ef al,
wummdmhumwsmdsmmcmm

dnl mll.]mdni 2019; Wu and Liang, 2009). Service excellence reflects
appreciation of the service providers expertise (Mathwick ef al,, 2001). Rmnhlwlmmd
evidence that CCl positively influences dining experience when experiential value is
examined as a single construct (i et al, 2018 Song ef al, 2018 Wu and Liang, 2009).
However, studies investigating how CCl
Timited Tayloe ef al. (2018) examined the sub-dimensions of experiential value separately
and found that playfulness, service excellence and CROI significantly inuenced a

-'pmmmmmmwm experiential value
as exogenous variabks. Unlike prior

construct or an exogenous varial
endogenous and further mu:ptumccl
As indirect CCl affects diners’ emations and subsequently their i
Mmmdd,mlndd.m -r-phmmmmoamm
experiential value dimension:

HI. Indirect CCI has a positive influence on diners’ expaumalvahmu.ﬁnduﬂ
‘beverage excellen
aesthetics (H1d), service excellence (Hle).

9lnv~didm-imm~
‘behavioral intentions has been
wmmnimemmmmmﬂtmw ]’mdnl zmo

Taylor ef al, 2018)

pesitively affect customers’ revisit intention and WOM intention Oh md jam mm

wddmnmpndmmmu;:hm -dmm s
influences WOM intention. 2 contended

WM ‘value indirectly affects WOM intention, and willingness to pay

-—-nmnatmu):—d restaurant image mediated the
lmv behavioral intenticns. On the one hand,
Mﬁaﬂ-ﬂ-ﬁdq\nﬁquﬂy Ph}'ildun_&:;i

il oaiue Examini
Nt ot al 01 developed the exprietal vale: s EVS) to capue the solo and social
multifaceted service experience. dimensions diners

1671

gxiwmmmmdm-ﬂ ice excellence on revisit

HA Party type mode effect of res wge in the »
WOM inention (H45)), so that the indirect effect of aesthetics is significant for
‘social diners only.

y party solo and social
i diners
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H5 Party

bemmmmlunmﬁms wmmmm
(H5a) and E
significant foe social diners anly.

3. Methodology

3.1 Research model and hypotheses

The conceptual framework is presented in Figure 1. Indirect OCI is hypothesized to

positively i of the five & enti ‘which in
turm, positively affects customer behavioeal intentions via restaurant image (H2 and 113

Party type is expected to moderate the indirect effect from aesthetics (H4) and service

excellence (H5) on behavioral intentions.

3.2 Sumple and construct measurement

Data were collected in October 2020 through a Qualtrics online panel. Participants were at
Jeast 18 years old and had patronized either a casual or a fastcasual restaurant 12 months
before the data collection period. In the USA, restaurants are classified into quick-service
restaurants, fast-casual restaurants, casual dining restaurants, family restaurants and fine
dining restaurants (Dixon ef al, 2018). The casual and fast-casual restaurants were sélected
for this study as they offer a considerable amount of table service and have a high

-




TJCHM
35

1674

pnsmhlluy nlam:rungmhdm This study used a single factor between-subjects design
0 examine the differences becween soko and social diners. Survey participants were
them of their solo or social

dmmgwlnlhem . Respondents were asked to evaluate their perceived
mrhreu cc, uwmnnal value, pmaewed restaurant image, revisit intentions and WOM
intentions. Particpas mx\m‘Lﬂm“’p&n}smmﬁml*
ilrmglybwem7 Sxmtui) Agree. F&B excellence was measured with five items.
Indirect CCI, the other four dimensions of experiential value, restaurant image, revisit
mmmmnmd\\m! intention, were each measured using three-tem scales. Measurement

Appendix. Participants”

d’!emdollhe
Apummiymsmmmu-msmdmmmmmmmmmdmum
reliability. For the mai colleted, with 245 solo s
246 social diners. The sample oot 190
ind 2021).
It also surpassed the widely accepted *10 observations per indicator™ mk for structural
equation modeling (Hair ef al, 2009) and exceeded the *100 observations per group” rule of
thumb for multigroup modeling (Kline, 2010). Table 1 presents the sample profile. The
demographics are roughly consistent with the 2019US. population in terms of gender
(sample: 49.08% males vs. census: 40.25% males), age (sample: 9.78% 18-24 years; 6782%
25-64 years; 22.40% 65 years and over v census: 1L84% 18-24 years; 66.98% 25-64 years;
2183% 65years and over) and race (sample: 76.17% fan v census: 7632%
Caucasian) (US. Census Bureau, 2020).

2.3 Data analysis

‘The data were analyzed using confirmatory factoe analysis (CFA) and structural equation
modeling (SEM) mMpImB.’iwnthemosmp modeling approach (Andmnnndﬂ«bn(,
1988) and formal tests of mediation. First, the proposed measuremen
manuumummGAmmmmlqu«mmmmu

test (Le. exact fit), three

approximation =

comparative fit index (CFT); and Tucker—Lewis index (TLI) > 0.900 for acceptable fit (Hu

and Bentler, 1999). For the test of indirect effects and the test of moderated mediation, the

bootstrap resampling procedure was used with 1,000 resamples and bis-corrected
dence i Kinnon, 2008).

4.Results
4.1 Measurem

The CFA model prov peonited an acceptable and reasonable fit to the data, y* = 1.274.752
(450), p < 0.001, RMSEA = omlm%u.nn.ru 0.065), CFI = 0.936, TLI = 0.924. As
shown in Table 2 all factor loadings from the CFA were equal to or greater than 0.679
(p < 0.001), uniformly moderate-to-strong, and !l indicators were Icaded onto their
respective proposed constructs, that

indexed (Hair e al., 2009).
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N P Xamining
- — soloand social
Sao(l dict 25 sa10 diners
Sacial (2 or mare diners ) 246 49%
G
No (dining before Covid-19 pandesnic) 244 499 1675
Yes (dining amid Covid. 19 pandemic) u7 5031
Gemier
Female =0 5092
Male 241 4908
Age
1824 48 a7
53 101 2057
B4 2 U8
4554 a7 457
5564 5 1289
65 and above 1n 2%
Race
Cuucasin m 7617
Hisnic a1 &3
African American a2 855
‘American Indian cr Alaska Native 8 1
Asian % a3
Other 5 102
Marital status
AMarried 20 708
Widowed 2 “Sal
Divoreed “ s
8 163
Never Married 100 208
Damestic partoer 8
oy et = s
¥
i “ 896
nemployed & 1324
Selfemmployed 2 168
Retired 12 24
Student. 16 12
Less than $20000 64 13
2000 S99 9 2016
S e = 6
o 7
5100000 and sbove 13 229 Table 1.
491 100 Demographics
Table 3 shows the composite reliabilities, average variance extracted (AVEs) and
lquredunhhmlfnr mmlﬁemq\\nemeﬂmLAV&lorall
than the 0.500 thresholds suggested by
wmwamrwmmﬁsmﬂ)mmmmmhmusw
S 3 solo and social
diners
: s
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lmewh!e.andlhemvmlnhduyuadquﬁeumn
lhemponnldnhilﬂyoﬂbem higher than 0.600. Indirect CCI had an
AVE-ﬂo.lBlndnmuulnbilnymdo.m mi:nu-dq\m
‘convergent validity.
of the mmvﬂﬂﬂyldﬂfﬁﬂkmnﬂﬂhmﬂimm
i iy

respective
discriminant validity (Anderson and Gerbing, 1988; Fornell and

munfﬂ.mﬂhldll
icating acceptable From the
mmmuumrabhz,auwmmmnmlyumﬁumMmm
‘expected directions.

uamuuum
gun(nlhmn(

(C'm'l‘ouur
mwmmwmww’lmud‘smlﬂ)w

m-mwmwmmmhwm
mmmﬂmmdmmwﬂam
variable effects, these effects did not signit ‘bias factor la

4.3 Structural model

solo and social
diners

1679

At confming the acopabl it o the mesmrement model a5 aconmsiog o QMR ey

mwmwmmm&mmﬁnhmx =
C1: 0061, 0.069), CF1 = 0923, TLI = 0915.
standardized estimates.

Rrat Resarie Rusoat (%) Rt
077 0680 0088 n3
0910 07 0z 133
0913 0812 0101 10
057 7% 009¢ 107
0575 0774 0102 n7
0581 0784 0097 iry
055 078 0p&2 93
0761 0085 101
07E 0208 7
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factormal invarissce model, the ATLI were = 0.05 [Tucker and Lewss, 1973 and the
ACF1 = -001 (Hu and Bentler, 1996). Taken together, these results suggest that
lnmm&hmmlhﬂrlmnﬂn:lgmﬂmnl Jss in modd e (Wa of af,
(‘-nm.d-qmwnmm tests of modersted mediation offect were
Mplus. Table 7 that the

5o the data, (1024 =

2326793, p < 0.001, RMSEA = 0.072(90% CL 0.08, 0.076), CFI = 0,901, TLI = 0.596.
In line with expectaticns, bootstrap tests indicated that the Indlrm effect of
aesthetics ca revisit Btentinn via restaursat image {z-score =

ly different between the solo duser and social diner
and WO

Pestirant image weee
rouga. The effect of acsthe
image was significant for the social diser group (Bag = 0313, p < 0001 Bag wos =
0457, p < Q.001). However, the effect of acsthetics on the two bedavicral intention
CONSLINCTS Via restauriat mage wis sot significant for the solo diner group (Bag i =
0041, p = 0.510; Bagwor = 0.048, p = 0.517). Acceedingly, Hde and Heb were
supported. Cantrary o expectatioes, bootstrap tests indicated that the indirect effect
of service excellence on revisdt itentica via restaurant image (zscoce = 0771, p =
0.441) &nd the isdirect effect of service excellence on WOM istentson (2-5c00 395,
# = 0.650) via restaurast lmage were sot lo di
and soctal diser groups. Thus, H5e sad H5 b were not supported.

5. Discussion

5.1 Caclusions

This resesech examined the impact of indirect CCLon restaursas diners' experiential

waloe and suggests that an ke internction between customers dectly

Eveases customer pesception of every dining expericsce

customer perception ifluences behavioral intesticas, and thls
peedictive effect of mdrect OCT ca revisit intention and

via the mediating effect of experiential values and restasennt image. Indirect COCI

pasitively affected behavioeal intentions by sfluencing aesthetics, service excellence

and F&B excellence. The findngs imply that increased positive perception of &

restmarant's physical envircement, service and foed can significantly

lmprove restaumant mage, which sequeatially Intention asd

imsentinn of reccasmending the restaurant to others. However, this study < nor dad

il

i

Conficin 5 A
Scbo dirwr prap ) = 245 Sactal diner groagy (N =

o bebavcenl

Amthation — wmage

[EP— 51
Amtsetson — zzape — WO imtetion 23"'

o sesthaetion 3rd

v sosten
Servce cxceliece - rzage — WOM imwetin

Notwa: N = 480; *%p < (M0 *p < 0000
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5.3 Practioalimhootans

10 8dd fre h

Hers Insigh

ding s h Ttakso
Mdeniicn gt newds accocding to party type and provides strategies doe
mgﬂhupnnmxm (Her and Seo, 2015)

Indirect h group together in situstions such as ina
quese ar bbby (Lot o al, 2018, Krishen of ol (2020) indicated that atmaspherics
during a pee-event e Witk walting in ko) could foster 2 pesitive attitude and build
anticiparsen pﬁxome i eveat. As such, managens cas control the esvironment
prismy mu-.nn-."‘ gy i g s

lon, © messag)
planning foe crowds. .:h-aard misagement is
nunanmnun.ﬂnf-_- iype. Fos exampie, of the sugonity of
TJ‘:-‘ miSAgement

customers are socal diness,

in

disruptive cusscmers. H-nlly. the mnuunr- ‘marketing communkcatice shold set

the toee for &0 stmeaphere of matual res
Sece this study found that D&Buclln‘: acsthetics and service excellence
Mmunmmmmﬂmmmm can innovate asd
with these constructs. Interestingly, the results indicated that aesthetics
s the biggest impact on bebavicen! intentions via restarant i This comstruct,
togeher with service excellence and F&B excellence 1o & lesser exteat, significantly

affects restierant lmage, which suggests &5 importance to masagement

X Cmres W3

evidence supparting CROEand playfulness affecting behavioes! intestices. Fee both
results.

resslts, the type of dining experieace & Ekely the ressos for
Jin of &l (2012) found differences in the enviroament as as antecedent 1o restasennt
beand image bsed o whether the dining motivation is a quick meal versus & sccal
ocesslon. The nos-significant effect of CROI may be explained by the selectioa of

purposes.
udy Sound that party type moderates the relationships between acsthetics
and behavioral intertions so that the effect is significant only e socal dmers. For
solo diness, acsthetics i mot & predictive factor of behavioral intentions. However, the
moderating effect of party type in the relationship between service excelience asd
bedavieeal stentons b sot significast, suggesting that service excellence is an
antecedent of revisit mtention and WOM intention for both solo dmers and secal

Thvare o spdcations
study theoretically contributes to the literature in seversd ways. First, the
wdlodk«lcflmtﬂdwddm wnlne

q&-.s-nnd the wmmﬂ CC1 resesech by identifying -m
variables evennaally uxﬂm diners' revisit and WOM

prior resesech, this study exsmined subdimensies of EVS asd
ﬂn’d‘ vadse traits (F&B excellence, acsthetics, service
mtentons. Thind, the results
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this peevious research tha called foe the

=";uu-quuaummm:‘“l . Gaighes

5

o0 restaurast diners’ pandemic bebavie. The vdn-’ service

excellence on tente0s wis found o e 00010 actess party 1ypes
Ths sigificinl tmpact of servie quality is the

(Hao sesd Chan, 2021; Bang and Wes, 2020; Sun ¢ *ol, X21).
I .

Man B

s imageof soland social
ﬁmxn-.;ihhhpmmn--hmd‘hﬁﬁ diners
nomlo‘:;rum- the seed foe masagers o understand thes
customer segmenis To maximize ﬁndu_h cal ateributes
-nlmam dl--nﬂ-ﬂ ﬁ--hm 1685
valoe

For sew tcilnuunh uhh, in mdm-xu room wﬁl the lrwer sesthetie yaluecouid be
designed 1o diner:
bedaviceal

Incresse in
this party type. Service cxccilenne
and & & importast to,
Rrvice quality s crucial i
all ‘custeeners and shauld peovide high-qualty sesvice accoedingly. Customized
#vices such as communal tables, speciad table settings, e robotics could be adopied
%o bocst custonuer sstistactios (Hio and Chaos, 2021; Zhasg of ol, N1\ In sddaion,
the findiags of this study are particalarly mportiat during the ongoisg
Siace service excellence remains ccastaatly vital to custemer Joyalty, resLufaeurs
sould be meee attentive 1o Bygicse and protective peocedures Lo prevet Svice
fadure and promate overall Bealth in the pest- pasdemic ers (Jlasg and Wen, 208, Sun
etal, 2021).

both sik einl din Y

5.4 Lusilationts and fulire researek
Similar -t ulh‘ldxs the cutzent research exhibits severad Smitation. First, it

thelr high possbaty of
service settags on indirect

0 soko Custemens. s the lupact of
(S0 of af, 2000), future rescasch eould exploee this

:ﬂa Insights for futare reacarch on restaurant diners” post-pandemic behaviors.
instance, it would be intesesting 1o replcate the study s & past-pandemic sesting
and draw cooclusions by comparing the results. Third, to enhance the conceptual
—m.tken-mnummh\smxmtnmxoumwnmmmum
saudy in this stady asswered
#Wmmhpﬂm‘l\-mumy yidd isaccurste
indoematicn recall; as such, 2 fleld experiment could be condicted in the future to
geserate sdditional suppeet fee the e of interest. Finally, a different

could be used, such as fuzzy set qualitative comparative analysis

iy, L Sovg. . Mndorghe, M. d Wi KGR The icfemes of cotomer 4o combmes
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