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Abstract

Purpose - Despite the global economic crisis, the numbers of coffee shops used for providing a place for social and
cultural interactions show an upward trend and have become an indispensable part in people’s daily life in recent years.
Under the circumstance of tremendous efforts of searching new management strategies and projects, the concept of
servicescape(which has physical environment characteristics) may provide a better alternative. Therefore, the purpose of this
study can be broadly divided into 3 key points. First is to investigate the effects of servicescape on customer satisfaction,
service value and customer loyalty about Coffee Shops in Jeonju area. Second is to examine the mediating effect of
customer satisfaction and service value between servicescape and customer loyalty. Third, there is evidence that indicates
the moderating effect among the interaction of customer and staff, brand image and the composition of servicescape,
customer satisfaction, service value and customer loyalty.

Research design, data, and methodology - This study begins empirical research about users of coffee shops’ services. The
data of the study is collected from 285 samples of a questionnaire which has been made from Korea and analysed by IBM
SPSS 24.0 and IBM AMOS 24.0.

Results - The results are reported below: First of all, the composition of condition, functionality, cleanliness and aesthetic
characteristics of the servicescape has a significant impact on customer satisfaction and s

ervice value. Furthermore, customer satisfaction is identified as a factor to influence service value. Moreover, customer
satisfaction and service value are identified as the causal relationship with customer loyalty. Besides, customer satisfaction
and service value illustrated the mediation effect between the composition of servicescape and customer loyalty. Finally, the
interaction between customer and staff, brand image illustrates the moderated effect.

Conclusions - The composition of servicescape contributes to the formation of customer satisfaction and enhancing the
customer's perceived service value in coffee shops. By meeting diverse and complex needs of consumers in coffee shop,
the service value will not only attract loyal customers, but also increase customer loyalty and profitability. In a word,
managers should rely on servicescape to enhance service experience by making differences with other competitors.

Keywords: Servicescape, Customer Satisfaction, Service Value, Interaction between Customer and Staff, Customer Loyalty.
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Aot d20| UCHZeithaml & Bitner, 1996). A{H|AZK|, 1O
ARl A= B2 HAATFOM ZHQZ|X|T, O|F Bt
Me[Aa270|Zoto] BAE HET A= A2l 8le AOICh
ME[AAAH 0|z NSt BHAHE JIEUFME O
o] HAE d3ot=0 283| SIRACE HLHEH| M|~
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2.1. MH|AAZ 0| Z(Servicescape)

MH|AAFAHO|ZO| 722 Bitner(1992)0] 2|8l XS =2 At
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QIZto] BtE stAo|2t FolStRICt

Bitner(1992)= MH|AAFO|Z= 70| Zu} nZsE
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SHZ0| g2 0|X|l= A= LIERCE o[t &0o| & A+
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Of MXl& =7t 3 HIOH™EE2 DA 285l O|0X|E
Mg 0Lt CHESY| RO H2E2 MH|A27 0|z &
[t a2t SpZIth HWRY, 0golzh Oy oisds 2USHH,
AHUHEYE A9l dojgolzt HOEE™ 0jH2l tiHgS
olofgttt. IA QIE2|O CIXtelar F4, A= CIXtel 7ls &
ol Q42 O|ROZICtD & 4= QICKLucas, 2000; Ryu, 2005).
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2.2, OZHBE=ENE MH|AJEK|(Customer Satisfaction
and Service Value)
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(Tse & Wilton, 1988). HC| OAH|E Hsho| siAl JjHOZ N
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OiE QI3 40| nZ0| oy Ay ™ Z78nt Zatsty g
St MEIMEIE "okl UCE

ZEX10f cHEt Hetet FolE LH2|7] e X|SEQl
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(Cronin et al., 1997). HINMo=z JiK|e XIOIES(self-
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=0 Ygk=2 O|XICtD Lt Zeithaml and Bitner(1996)0] 9|
SHH MH|ATHK|= AH|XFSO0| HEO|LE MHIAE S8 7|CH
Sl= O|2lo[Lt &|EkZ o|0|5lH, Ol AH|XHSO0| FFIHE AF
St UAOM JHAELCE O Q% Q012 nZ40| 2 H
Qloj| Chot X|2tol2t 21 QUCE
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2.3. DI} X gizto| ASAEI HME O|0|X]
(The Interaction between Customer and Staff,
Brand Image)

Bitner(1992)= 7HQIY AE0f| D|X|= MH|2270|Zo| 2
et HEO, MH|AAHO|ZE AT} KRS ¢oXEo £
gt ol = DX, Ol 53] 2 MH|20A OFCH
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CHo2 ERoh MH|AAAHO|Z 2400t MH[AAFO[Z A
TOHME ALY XS ZetAZl B0 SR =+ 2%t
g 22, ¢ S oYt ooz AFE TIAHSHIUCHReimer
& Kuehn, 2005).

a0t MAUSO| AHPAE S5t Dz AE FA Of
Of7h 1O A A=2|7F 4O|A £ P=oh DAZO| HYYES
SESALL X[QS0AH TH2Z O|0fFH 7HsHo| &1, 84
O 7tZ0| HIMGEtE SAFRES| MHIA7} &2 7HK|=2 Eot
ZOop HIW 7tAR2 Faoig + A7 WE0 MHAAFH 0=
ea2M D A7 Y2EE2 Sa5H| X0 Mof
Stk

EIE O0Xl= 19| 7|9 &0 MYE 2= Y
olsf HEEl= E2E=0| st X202k “YolStot. Aaker
and Keller(1991)= EfHE O|O|X|E Q|0|E XL ZZAlglE
SAFEo| TstolEtn HolBtRA, Keller(1993)= AH|X} 7|8t

o Z&3t BEMEE FHIV| flsiMs HEMEO 20| F0f
g £+ e EWE O|OX|E HESH= 20| S B
C}. Keller(1993)0f [ME2M AH|Xp 7|Hto| Ztadst HMEE
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X E =8z 20| ZRICHY ZXSHA, O|0|X|= THOHZF A
T HRE 22 AME U ZH d}E FHXGtEE 7%t
o Sic

2.4. D= =(Customer Loyalty)
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20|CHKoo et al., 2015).
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Bitner(1990)= &2 22| &td2 1A4Es =0|1
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MH|A 40| CiSE MH[ATHKIE SeAlZ 4= UCE O Lot
7b AH|XIQE F7|IHQI A Xt And HES ST Of
ZHO| geE A= T|CHEICE O|of M2t MH[AAHO|Z &
Aol RAEY, oold, 84d, Held2 MH[AZHK|0 H
ol g2 0| ZHe=2 FESI CH2ut Z2 7HEd2 MdF
stox}p BiCh
<H2> MH|AAFHO|ZO| (a) 3X2HEY, (b) 77154, (o)
HAga (d) dojd2 MHAZHKof F(+)e des
0| Z{o|LC}.

a0 AHUH2HO sl FSks MBI27HK|= R1O|
X|gch Hl0 st +8 & A= HAD X|ZE 7HX|2ta &
= AL, MH|A HSAZRH 2 7HKE QA4S 242
2 2 oEEZg 7| E=ICKPatterson & Spreng, 1997). 00|
Chioh SOl TEPY HazM dAATOIM ME|ATHK|=
i o AN QAL EXSt DAT=S| FQo
a2 25|10 QUCKBolton & Drew, 1991). 1 ZHOKEQ| 7t
X X|zte] MuMQOlo|zfn FEdst= SHAHAnderson et al.,
1994)et ZHX| X|Z0| BHHo| MA@QIo[2tn FFHS= StAt
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A2 QIAE == QlCt

Zeithaml and Bitner(1996)= A{H|A X|&0| £0st=s 2E
Atz 0740 MH|A0| CHsH OJ2| OZSHA St= EHM7t
CEE, 0|29 WM, 2, Eix, #E52 ZF 19| MH|A
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2 g2 0/X|10 o= M=o IfHES FESHAL K|
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1t IBM AMOS 24.02 0[&310] 240| =|=0| M2 CtS
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M AEZ7L 52 HoR HEHEICE 2¥o| MBIt Hair et
al.(2006)0f 2|5t CMIN/DF Zr2 1-3 AtO|0fl, CFI, NFI, IFI,
GFIl, AGFl= 0.9 O|At0|1 RMSEAZ 0.05 0|8l9] £=Z=0f 2|
Bl 2 ZEe HGDIb Qe AR WEHEL: SMEE
(CR, Composite Reliability)= L& 2t =™ Qe B2
M 0.7 o0l Fd7iEel AE[=Tt 0 HBEIEMO| U=
Ao 2 HICHE|RICHHair et al., 2006). L§& bt Ex|Q 0l
Bt Z#BE2 ot MEl= AT HAEMFEIUAVE,
average variance extracted)?| ZAZ S AA|SIFOD, UHA
7|&¢2l 0.5 O|&0|H ESEIIMO| HEHE 4= RJUCKHair et al.,
2006). <Table 1>1} Z0| 2 AHIHM F=E= 774 22A=9|
AVEZfO| 0.5 O|At©Z CRZIO| X 0.7 O|AtOZ LIEFLCH
2 o0AE SYDHO NIt HEEASS BHE 4
ACH



94

Xiangdong Shen, Byung-Ryul Bae / International Journal of Industrial Distribution & Business 9-3(2018) 89-98

<Table 1> Internal Consistency Verification

Construct Measurement ltems Factor Loading CR Cronbach's alpha AVE
Con 1 0.839
Condition Con 2 0.725 0.814 0.789 0.614
Con 3 0.743
Fun 1 0.775
Functionality Fun 2 0.859 0.859 0.735 0.670
Fun 3 0.818
Cle 1 0.811
. Cle 2 0.824
Cleanliness Cle 3 0.859 0.898 0.848 0.688
Cle 4 0.822
Aes 1 0.703
Aesthetic Aes 2 0.828 0.816 0.760 0.618
Aes 3 0.783
Sat 1 0.711
. . Sat 2 0.816
Satisfaction Sat 3 0797 0.872 0.804 0.631
Sat 4 0.846
Val 1 0.877
Service Value Val 2 0.885 0.888 0.811 0.726
Val 3 0.791
Loy1 0.850
Loy2 0.811
Loyalty Loy3 0.862 0.890 0.823 0.718
Loy4 0.864

x2=578.331(p=0.000, df=485), CMIN/DF=2.356, CFI=0.927, NFI=0.936, IFI=0.965, GFI=0.948, AGFI=0.923, RMSEA=0.045

<Table 2> The results of discriminant validity used AVE

Condition Functionality Cleanliness Aesthetic Satisfaction Service Value Loyalty
Condition 0.594
Functionality 0.475 0.670
Cleanliness 0.488 0.653 0.688
Aesthetic 0.466 0.440 0.497 0.598
Satisfaction 0.499 0.478 0.554 0.478 0.631
Service Value 0.279 0.293 0.218 0.161 0.492 0.726
Loyalty 0.492 0.496 0.497 0.315 0.610 0.537 0.718
4.3. THHEIEY 2A g 25 DAGER0| F(+)Q| B2 o3 o2 LIEHLEA
BYEINS off TR} A0S 0| CHE U i m s o aise dquiertiol Bl o
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<Table 3> Results of Hypothesis Analysis

Constructs Estimate S.E. T-value Test Result
H1a: Condition — Satisfaction 0.223 0.082 2.702*** Adopt
H1b: Functionality — Satisfaction 0.304 0.064 3.630*** Adopt
H1c: Cleanliness — Satisfaction 0.283 0.088 4.215™ Adopt
H1d: Aesthetic — Satisfaction 0.287 0.074 3.526*** Adopt
H2a: Condition — Service Value 0.288 0.073 2.654*** Adopt
H2b: Functionality — Service Value 0.215 0.068 1.994* Adopt
H2c: Cleanliness — Service Value 0.255 0.061 2.001** Adopt
H2d: Aesthetic — Service Value 0.218 0.060 2.306** Adopt
H3: Satisfaction — Service Value 0.527 0.078 4.306*** Adopt
H4: Satisfaction — Loyalty 0.456 0.075 6.063*** Adopt
H5: Service Value — Loyalty 0.312 0.080 3.885** Adopt

Note: ***p<0.01(t>2.58), ** p<0.05(t>1.96), * p<0.1(t>1.654), one-tailed test

45 Dj7fEis 9 ZEeso| BSAD

451. D7) H=A0t
ATEHO| MH[AAHO|ZQ NS 7EO| £HA| 0 A
ABE=ap MH[ATHX| Q| Oi7 =2 atE HBESH| s, B2
CHS Sobel test2 AA|SFALCE Sobel test Zif £
°

ox
k1102 kI

hag

=
HZEZ)

Hojzio| 1.962Ct AW == SAHCE [FolsiCt
gt &= QICHSobel, 1982).

<Table 4>0f HA|SH HiQt 20| 3x=Fd, 37H7|sd, ¥
AM-nMot=E =M 0| HAZ 0| A Sobel test ZE EH Z
ol MLHZHo| 25 1.96(P<0.01)ECt 3= HO=E LIEfLE 7t
a7t e A2 5l 3xstdd, 37t7lsd, 3
Z4d0| =0 ANl F¥r O/X= HE 20ty &2
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=5.750(P<0.01), 89|3t Z{o=Z LIEILIN ZIRZIL Q= A
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<Table 4> Mediated effect of servicescape for customer satisfaction and service value.

Indirect Effect Sobel Z Direct Effect Test Result
Condition — Service Value — Loyalty 0.121 3.687 0.374 Partial Mediation
Functionality — Service Value — Loyalty 0.125 3.758 0.371 Partial Mediation
Cleanliness — Service Value — Loyalty 0.098 2.869 0.400 Partial Mediation
Aesthetic — Service Value — Loyalty 0.104 3.013 0.237 Partial Mediation
Constructs Indirect Effect Sobel Z Direct Effect Test Result
Condition — Satisfaction — Loyalty 0.242 5.068 0.254 Partial Mediation
Functionality — Satisfaction — Loyalty 0.232 5.608 0.265 Partial Mediation
Cleanliness — Satisfaction — Loyalty 0.266 5.289 0.232 Partial Mediation
Aesthetic — Satisfaction — Loyalty 0.279 5.750 -0.006 Complete Mediation
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<Table 5> Moderator Variables Test Results.

L Path Coefficient(T-value)
Division Satisfaction [ Service value Result
Moderating Variables(Interaction between Customer and Staff)
Condition 0.317***(5.308) 0.269***(3.229)
Interaction between Customer and Staff 0.409***(7.794) 0.250***(2.908) H6a Adopt
Condition* ek . H7a Adopt
Interaction between Customer and Staff 0.26577(3.096) 0.1847(2.827)
Functionality 0.286***(4.066) 0.143**(1.993)
Interaction between Customer and Staff 0.427***(6.746) 0.279***(4.069) H6b Adopt
Functionality* - . H7b Adopt
Interaction between Customer and Staff 0.1687(2.980) 0.2337(3.634)
Cleanliness 0.322***(3.868) 0.113* (1.920)
Interaction between Customer and Staff 0.356***(5.162) 0.337***(3.549) H6c Adopt
Cleanliness* o -x H7c Adopt
Interaction between Customer and Staff 0.1297(2.242) 0.2247(2.762)
Aesthetic 0.292***(3.747) 0.178**(2.304)
Interaction between Customer and Staff 0.433***(6.417) 0.302***(4.495) Heéd Adopt
Aesthetic* " " H7d Adopt
Interaction between Customer and Staff 0.186(2.266) 0.1587(2.508)
Division Path Coefficient(T-value) Result
Loyalty
Moderating Variables(Brand Image)
Satisfaction 0.234***(3.663)
Brand Image 0.614***(9.864) H8 Adopt
Satisfaction*Brand Image 0.134**(1.980)
Service Value 0.304***(6.700)
Brand Image 0.635***(15.081) H9 Adopt
Service Value*Brand Image 0.162***(3.350)

Note: *** p<0.01(t>2.58), ** p<0.05(t>1.96), * p<0.1(t>1.654), one-tailed test

<7td 6>2 nu MU dSHE2 MHAAFHO|Z
2O S=FY, S7Isd, dEY Holdnt DR
A RE H(+)Q| ZIKt>1.96, p<0.05)2 LIEFL} ROl 2
OS2 LIERSC <7td 6>2 MEE|ACE <otd 7>2 Azt
Ao 4282 MH|AaAAo|Z FHO S2SEY, S
7158, E2E, Holdnt MEIATERS] EA O 2F F((He
2Ht>1.96, p<0.05)2 LIEfLL FoIgt A2 LIEFKGIC. <7hd
7>2 MEYE|Q{CE J2{8=2 A0 YAl 4sA8S o

dl

=0| ZQ5}Ct.

HHUE O|ojX|= nARELN DASHEo| A0 F((+)el
F1Hy=0.134, t=1.980, p<0.05)Z L}EIL} QO[5+ ZHOZ L}E}
WCE <7hd 8>2 MEE|ACE 2= O|0|X[= MH[AZEX|2
DA=HEol Ao F(+)e| =iKy=0.162, t=3.350, p<0.01)
2 LIEtL Rolgt A2z LIERRCh <7td 9>= XHEHm|QACt
JBz DARE, MHIATIX|QE DASHES SHAZ|7] ¢
SiME siY HOHEE 20 o) M2E = AL, 55
StH, Eb HOHEFot= AHERIE|0f O|O[X|[7F oA 214
2 = A=E EME 0|0jX| HErS Z2sf Li7tor & Zo|Ch

5. 48

= 7= AHLHEEFES ME|22A oz FEHC S=8E

— O — —

4, S7sd, 828 H0I80| DATE, MH|ATEX|Q| Of
WSS S DASI=0| S OEA DX=XE 2T
B HOHEZES 0|8%ts 285 nAS LYoz d
Se4 o 2t ohea 2ok

MW, MH|AAAO|ZO| FER0 SxEBY, SIS,
29, dold2 DATE, MHATHK|E SEE0| A0 Fe
ot Seks OjX|= A= LIEMRCL S/, AATHR2 AH[~
7R FeE OiXle A2z Solg|ACk. MR, AR, M
HIAZHK = DS EEet QataA T EXfcts A2z =olst
QUCh DHAZO0| Y= HARIYS MASIACE HIH
=8 MHA X7t 228 DASEE7t SOEICHL St
Cf. SR, D28ap 27t 40| AMH[AAH0[Zet 12
OHE, MH[2TEX|Q] 20 =E=20L s AE =AU
HME O|OX|7t NARE, DHS G| A MH|ATHK],
NSO BAO| =E=at s NS HOlEACL

= gTol ZuE AHUHZHNM HHH22 XHHSIAIA
SEOICHH AHOTEH Y Sd2z 00 £+ AS A
It 2 g7tel AAPES 2HEDR Ch3nt Z0h

Hm, M2 0|z FEHO sxeEd, 37715y, d2
g, dojgel 2olo| HLHEEH O|8X=e nAUFHS gy

¥ 4 9l 2000 @ + Ut AWMl nATZLS o
MoRge S¢f YNE 4 9= 07| (R0 nzBEe
[axo= ALMREES o8 st WYIHel weam=
ol 4 9t SM, 40| ZmolH LiEHHS0l AnHe



Xiangdong Shen, Byung-Ryul Bae / International Journal of Industrial Distribution & Business 9-3(2018) 89-98 97
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