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Abstract

Purpose - With the economic development in China, the lifestyle of Chinese customers has changed dramatically. Chinese
customers are more likely to have coffee in a shop with the ability to make them happy than those with high quality coffee
in a nice physical environment. Happiness becomes a critical driver of customers’ intention to purchase a cup of coffee in a
specific coffee shop again and again. As a result, happiness becomes an important factor for managers to make strategies
for attracting customers. Although managers and scholars pay more attention to emphasize the importance of happiness in
customers’ consumption, little research has been conducted to investigate the relationship between happiness and coffee
shop’s continuous usage intention in the Chinese coffee industry.

Research design, data, and methodology - A research model is made to explain the impact of happiness on customer’s
behavior. To understand the influence of happiness better, we consider two dimensions of happiness which are subjective
well-being and psychological well-being. In order to confirm the relationships of the variables in the research model, the
online survey is constructed in China. Customers who have experienced the services in a coffee shop are asked to do the
questionnaire. With 453 reliable questionnaires, structural equation modeling is used to analyze the causal relationships of
the coffee quality, physical environment, subjective well-being, psychological well-being, and continuous usage intention.
Results - Results indicate that coffee quality and physical environment are not the direct factors that influence customers’
continuous usage intention. However, good coffee quality and physical environment are the significant predictors of Chinese
customers’ happiness associated with subjective well-being and psychological well-being, which in turn affects customers’
continuous usage intention.

Conclusions - In this study, it is proposed that coffee quality and physical environment may be the key factors influencing
customers’ happiness. Happiness, including subjective well-being and psychological well-being matters in decision making
process. More importantly, happiness increases the continuous usage intention when the coffee shop can serve customers
with higher quality coffee at a good atmospheric place. Managers should consider happiness as an important factor in
making marketing strategies to compete in this industry.
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ERtol £ 62F((13.7%) 2= 1 Q0| 43 77H(17%)L Lt
ofZt Mg A2= Liet Ut

5.2. F2H0| st A3

= AT0IM HIHS I B2, S21H 28, Ty dY,

M2¥ g4, 1213 X|$o|golzol 2t 2WRgoz P
SHoyo| BT A2INS TIofs| Sloto] Hol% aoley

2 HA[SIRICE O Zlbs Table 11 20| MA[St QUCL =
HMOEHN ZAIKAHBT A M3 RMSEA(Root Mean
Square Error of Approximation)2 0.0192 7|&X| 0.052Ct
ooz DHO| MlSICtn & 4= QICHLee, 2012). 12|10 CHE
ol X|HEE AHEXH 7|FX| 09 O|ACz Lot Qlobnz &
ol XMt ZHo=Z BLHE £ UCKX=799.260, df=692,
p<0.001, GFI=0.917, AGFI=0.906, NFI=0.934, CFI=0.990).

SOIN QQI2M Ant & 2t BEXMX|7} 0.6 O|42E Lt
et 7|EX|l 05ECt 37| MEO SAH2EZE [o|SICHLee,
2012). J2jM ZHEEFEEO] UCt g 4= QUot KD HRE
AZ=Z(AVE: average variance extracted) Zf=0| 0.5 O|A0]
1 JEXMZ|(CR: construct reliability) gf£0| 0.7£CF 322
Eted S A=2[do| QUCtn FHERer o= QICh

Table 1: Confirmatory factor analysis

Factor ltem Estimate] CR [ AVE
Delicious drink 0.803
Appropriate temperature of drink 0.726
Appropriate capacity of drink 0.858
Reasonable price 0.616
Coffee Good quality as compared to price| 0.735
. Consuming here is cost-effective 0.812 ]0.937(0.602
quality Kinds of menu 0.853
Special menu in different seasons | 0.624
Various tastes of drink 0.813
Great frequency of launching new 0867
products
Special interior 0.728
Attractive facilities 0.732
Convenient facilities 0.867
Physical Suitable humidity and temperature | 0.727
environment Good atmosphere 0.707 |0.920(0.564
Comfortable surroundings 0.771
Polite service 0.750
Professional service 0.668
Polished dressing 0.789
Happy 0.786
Interesting 0.837
Adequate 0.802
Valuable 0.614
SwB My dream life 0.757 0.91810.585
Good quality of life 0.840
Satisfaction of life 0.755
General satisfaction of life 0.703
Satisfaction of my current situation | 0.846
General happiness 0.841
Positive evaluation of myself 0.825
Friends supported me 0.731
PWB | Trust friends with me 0.732 |0.940(0.636
Good relationship 0.831
Perception of my existing 0.831
Recognition of myself 0.855
Acceptance of myself 0.661
Continuous| Intention to keep on purchasing 0.740
usage | My first choice 0.801 |0.800(0.571
intention | |ntention to spend more 0.724
x’=799.260**, df=692, RMSEA=0.019, GFI=0.917, AGFI=0.906,
NFI=0.934, CFI=0.990

***p<0.001
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ASE TGS ARBAE Lo 2I5to] YEEY
QACh. 1 =4 Zik= Table 29 20| HAISHL U

A Y, Ao F30 H2y g, =2

o gd, =218 231 4219 2, F2A
£0[82:, 2|1 X At X|H0[82=s

ol YEEAZ LIEFHT O SR X|&0[82: 8
B0 X|H0|8eles XY FAAAE E0FL

Table 2: Correlation analysis

Variable a b c d g
a Coffee quality 1
b| Physical environment 0.101* 1
c SWB 0.311**]0.371**| 1
d PWB 0.367** |0.0362**{0.245"*| 1
g |Continuous usage intention| 0.212** | 0.386** |0.427**|0.427**| 1

*p<0.05 *p<0.01

54. 784S

ATRYo| A= RSOl A B HEdS A
7| flstof YA BFS ALESHILE O Zib= Table 3
b 20| QoFst QICh. RMSEA 30| 0.0142 0.05 0[3to|2
2 7P 2H0| Meldiit rher = QlCHLee, 2012).
a2\ COHE XESO| 250 20| Myttt 222 UE
= UCHx’=2449.98, df=2079, p<0.001, GFI=0.882, AGFI=
0.867, NFI=0.901, CFI=0.984).

Table 3: Hypothesis testing

Hypothesis Estimate| S.E.| p |Result

Coffee quality—

H1 . ; . -0.058 |0.064|0.369|Reject
Continuous usage intention

H2 Physical environment > 0.070 |0.083/0.395|Reject
Continuous usage intention

H3 Coffee quality—SWB 0.289 |0.069] *** |Accept

H4 Coffee quality—PWB 0.446 |0.073] *** |Accept

H5 Physical environment—SWB 0.472 10.091| *** |Accept

H6 Physical environment—PWB 0.515 |0.092] *** |Accept

H7 |[SWB—Continuous usage intention| 0.329 |0.066| *** |Accept

H8 |PWB—Continuous usage intention| 0.325 |0.064| *** |Accept

X’=2449.98**, df=2079, RMSEA=0.014, GFI=0.882, AGFI=0.867,
NFI=0.901, CFI=0.984

*40<0.001
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