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Abstract 

Purpose - To understand the assessment basis of customers’ coffee shop experience and give more practical advices to the franchised coffee 
shops which are poorly managed in the competitive market, this study identified factors to measure the quality of customer experience and 
explored the relationship between these factors and customer satisfaction and loyalty. Further, this study analyzed which role self-efficacy played 
in the structural relationship between the quality assessment factors, satisfaction and loyalty of franchised coffee shops. Research design, data, 
methodology - The data were collected from respondents who had visited franchised coffee shops within the previous month through online 
survey. The questionnaires were surveyed from February 11 to February 14, 2019. A total of 318 responses were collected after excluding four of 
incomplete or uncandid responses. A structural equation modeling approach was used to examine the proposed hypothesis and a confirmatory 
factor analysis was employed to verify the four dimensions of quality assessment. Results - The findings of this study are as follows. First, the 
three of quality assessment variables significantly influenced on satisfaction except environmental quality. Second, economic and service quality 
significantly influenced on self-efficacy but environmental and menu quality didn’t. Third, satisfaction significantly influenced on loyalty but not 
on self-efficacy. Fourth, self-efficacy significantly influenced on Loyalty. Conclusions - This study identified the four dimensions to assess the 
franchised coffee shop service – menu, environment, service and economic quality and verified these four dimensions are valid as indicators to 
measure the quality of customers’ coffee shop experience. Further, by empirically testing the structural relationships among these quality 
assessment dimensions, satisfaction, self-efficacy and loyalty, this study provided theoretical foundations to explore the relationship between 
customer and the franchised stores in restaurant businesses. For the industry, the study findings showed that customers highly appreciated menu 
and economic quality of the service rather than the stores’ interior. This indicate that the franchised coffee shops need to focus more on the basics 
of coffee such as taste and menu variety and economic value than the decoration of the store, which are often over-invested nowadays. 
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�ݛٸ۰ ૽ओࡵ� ˈʏ �̞ �ݛٸ۰ ࢿ �˓ ߶� ɾࢂ� ۘࡈ �̞ ˗˃ɼ�

ࡳ ۽�ݛٸ�۰ࡵओ૽�ݛٸ�۰ࢶ̛ܽ�ֲ� �̞૽ओࡶ�ΟβЬ�6KDUPD�	�

3DWWHUVRQ�� ����˕۽�ݛٸ�۰ࡵओ૽�ݛٸ�۰ࢶ۰�̛М߾߶ۏ�ݥ࠹��� �ࠪ

˗˃ɼ�Е�؆ �ִ�̛ ૽�ݛٸ�۰ࢶܽ ओ֩�ࡵ Ѝ�૽ ओ �̞̠ ˃ɼ�Ь��

5XVW� DQG�2OLYHU������Е�۰૽�ݛٸओࡶ�ˈʏ �̞ऐࡕ�ɾۘ�ࢂࡈ��

�ݛٸ۰ �ˁ�̐չ ��ࢂ˕�ʼݛٸ۰̍� ɼएܕࡁ�ɼ�૦ଡѹЬ �̍ଜࠑЬ��

%UDG\�DQG�&URQLQ������Ѧ�۰૽�ݛٸओࢿ�ݛٸ�۰ࡶ �˓ˁ �̞ˈʏ߾ʯ�

�ࢶչי��ओ૽�ࡈ�оଥ�ۘ߾ݛٸѸЕ�۰˓ࢿ �ˁ૽ओ��̐չ ۽̍� �̞

૽ओࢂ�� ɼए�८ࡳࡕԻݤࢿ�ଜࠑЬࢇ��Ԝଞࢉࡁ�Қࡵ�ˁଵݛٸ�۰ࢶ�

૽ओࡳࢶࢽ̙�ࡶԻ�্ࠖଜЕࡳࢉࡁ�Իࡈی�Ѹ ���&URQLQ	�%UDG\�Ь̍�

�������%UDG\�DQG�&URQLQ�������5ࡵXVW�DQG�2OLYHU�����Իࡳ؆ձ�̛˱ࠉ�ࢂ��

�ࢶչי��ओ૽�ࡈۘ�ࡶओ�ʎϙ૽�ݛٸ۰ �ˁ૽ओ��̐չ �̍ʼ �̞

૽ओࢂ�� ɼए�८ࡳࡕԻ�˱ٗଜࠑЬ��ۘ૽�ࡈओࡵ�Ѧ��ଭѰ��

Ѹࢽଥ�্ࢂ�߾ݥ�एחࢷ �ࢶչי�ֲ� �ˁ૽ओ࣏�ض࣯�ࡵʢ��ҡࢉ��

̐չ �̍ �ࢶୣی �߾ࢉࡁ �ଥࢂ ��ѹЬࢽ্ Ӗଞ� ʼ˕૽ओࡵ� о̛ݤɾ��

ଥ�্ࢂ�߾۽ࡪ ���ѹЬࢽ

5\X��/HH��DQG�.LP������Е�۰૽�ݛٸओࡶ�˱ ��Ի�֩Ѝ�૽ओࡳࢉࡁ�ଜЕ۽

 �ˁ૽ओ��̐չ �̍ۘ૽�ࡈ ओࢂ��८ݤࢿ�ࡶࡕଜࠑЬ۰߾˱ࠉ�ق��Е�

5\X�HW�DO�������ݤࢿ�ࢇଞ�� ८૽�ݛٸ�۰ࢂࡕओ߾ࢉࡁ��ˁ૽�ࢶࢿओࡶ�

ɼଜ૽�ݛٸ�۰ࠆओࢽ্�ࡶଜࠑЬ��۰૽�ݛٸओࢉࡁ�Қ �̞˗ଜࠆ�

�ҟ۽ܖ�ࢶչי �̞ʋࢉ�ࡵएؿ�ܕࡁ�ࢶЬࢉࢶ۰ࢽ��ऊʠࡏ �̞ச �ٗҟࢂ�

ʃܕࡁ�ࢶ۰ࢽ��ࢶ۽ɼ�փ࣐ �̞ૡɼ߾�ш� �Ѧ˱ࠉ�ЬЕ�ࡶଯࠒ਼�

 �̛Ҷ߾ח�%DORJOX�	�%ULQEHUJ����������ˁ૽�ࢶࢿओ �̞ �ˁ૽ओ߾࠹ࢇ��

ۘ૽�ࡈ ओࢉࡁ �̞֩ Ѝ�૽ ओࢂࢉࡁ���ɼए�˱ �Ьࠑଜݤࢿ�ࡶࢉࡁ�۽

ۘࡈ� ૽ओࡵ� ˁଵ� �۰߾ࣸ ɼࢠ� �ଞࡁࣸ �ܕࡁ �ࣸ ଜΟࢇ �̛

Ҷ߾ח�1DPNXQJ�	�-DQJ��������6XOHN�	�+HQVOH\��������ۘ૽�ࡈओࢂ�

Ѹ˱ࠉ�ଜʯߦ�Ьࡵ۽ࡁࣸ �Ь��&ODUN࠱߭� DQG�:RRG������Е�ۘࡈ�

૽ओ�۴ࢠ�ࢇ �̞ˈʏ�۽Ѧࠒ�߾ଯ�ࡶЕ�ࣸࡁଞࢇࢉࡁ�Ԃ �̍

ଜࡳࠑ �ֲ� 6XVVNLQG� DQG� &KDQ������Е�ˈʏ�˗۰�ۘ߾ࢺ૽�ࡈओࡵ�

�ࢠ �ࢂח؏ ଦݪ� ʼࢽ� Ԃࢇࢉࡁ �̍ ଜࠑЬ�� Ӗଞ�� 0DWWLOD������Е�

ۘ૽�ࡈओࡶ�ˈʏ�۽Ѧ�্ࠖࡁࣸ�ࢂଞܹض�Ԃ �̍ଜࡳࠑ �ֲ�6XOHN�

DQG� +HQVOH\������Е� �ˁ૽ओ��۰૽�ݛٸओ �̞ʋࡵ�Ьհࢉࡁ� �̞

�ଟˬٸ Ҷ� ۘࡈ� ૽ओࢇ� ˈʏ� փࢂ࣐� ɼࢠ� �ଞࡁࣸ Ԃࢇࢉࡁ �̍

ଜࠑЬ��

ˈʏࢂ� �߾ݛٸ۰ оଞ� ૡɼ �ࠪ ଭѰࡵ� �ݛٸ۰ ࢿ �˓ ˁ߾� �ଥࢂ

ʼࢽѹЬ�.DSODQ�����ߞԜי֞�߇ɾ�Ѱݤ�ࢽࢊ�ࢇʏˈ�ࡵ�ˁࢶչי�����

ଜЕ� ݛٸ۰ �ࠪ ˗ଜࠆ� ઞ� �:DNHILHOG�ଜЬࡁࣸ 	� %ORGJHWW�� �������

ˁࡵ�ˈʏࢂ�ʃࠒ�߾ࢽଯ�ࡶ �̛Ҷ߾ח� �̐ˁה֞�߾ծʠΟ�

ҿΤ� �ܹ �0HKUDELDQ�Ь 	� 5XVVHOO� ������� �ࢶչי ˁࡵ� ˈʏࢇ�

ˁଵଜԮ �̍ଜЕה�ݛٸ�۰ࢂձ�ૡɼଜЕі۰߭��ˈʏࡈࢇ�ࢇଟ� �ܹ

�Е �ଞࡁࣸ �ࢂࡪ ��(GYDUGVVRQ�Ьࢇࡕ (QTXLVW�� 	� -RKQVWRQ�� �������

(GYDUGVVRQ�HW�DO�������ࡵ�ˈʏי�ࢷ�ࡈی�ࡵչࢶ� �ˁ૽ओ�ࠖ �࣏� �ݥࢠ�ָ�

�Ԧࡶ�ࡑ߅ࢇ�ଥ�ࠖ ۘѸЕ�۰ݛٸ�ˁ ଵࡪ�ࡶ�ଟ�ܹ Ь� �̍ଜࠑЬ��

1DPNXQJ� DQG� -DQJ������ࡵ� ֩Ѝ� ૽ओࢇ� ˈʏ� փ࣐ �̞ ଭѰࢂѦ߾�

Ѝ�૽ओ֩�ࠆଜی࣏�ࡶଯࠒ�Е �̞փ�࣐�ଭѰࢂѦ�ɾࢉࢶࢽ̙�߾�

�ଯࠒ ˗˃ɼ� Ь �̍ ଜࠑЬ�� ֩Ѝ� ૽ओࡵ� Ьߦଞ� �ࡶ۽ܖ �ࠆଜࡈࢇ

Ѹࢽ্ �����Е�֩�Ь��.LYHOD��,QEDNDUDQ��DQG�5HHFH̍� Ѝ�૽ ओࢂݥࡸ�ࡶ���

֩Ѝࢂ�Ь̐��۽ߦչ ��оଞ߾ߦࠒ̍� �ֹɼए�ઞܹࡶ۽�ˈԮଜ֩�ࠆЍɼ�

ˈʏ�փ࣐ ࡳࠑଜ˱ࠉ�ࡶଯࠒ�Е�߾˱ࢢ̞� �ֲ� 5DDMSRRW������Е�

֩Ѝ�۰ࢿ��ݛٸ �૽ �̛�֩Ѝ�ҡ��֩ࢉЍ�૽ओࢽ্�ࡶଜ �ଥࡢ̛�

Ьߦଞࡈی�ࡶݥࡸ�ବЬ��6XOHN�DQG�+HQVOH\������Ѧ�֩Ѝ�૽ओ۽ࢷ߇�ࡵ��

��ԯ ̐չ �̍ �ࢇݥ �ࢂ۽ࡈܹ �ۿ ɼएࢶ؆ࢊ�� ઞࢇ۽Ԃ �̍ ଜࡳࠑ �ֲ�

1DPNXQJ�DQG�-DQJ������֩�ࡵЍ�૽ओࡶ�ૡɼଜ �ࢂЍ֩��ࢉଥ�ҡࡢ̛�

Ь۽ߦ��ʢʈ��۴ݦ��Ѧ��֩Ѝࠟ�ࢂ ѦԻ�্ࢽଜࠑЬ��

ˁ૽�ࢶࢿओࢷ�˱�ࡵ�ˈʏ૽�ࢂओ�ૡɼࠒ�߾ଯ�ࡶڸ�փ߅�ТԂ�

�एɽѹ�ࡵओ૽�ࢶࢿЬ��ˁ�ࡶଯࠒ�Ѧ߾�୯�ૡɼ˱ �ࢂࡈٸ̞�

८ࢇЬ��ˈʏࢿ�ࡵ �૽ӖЕ�۰˱�ݛٸ�ɼʸ߾�ҬԂ�૽ओݥࢉ�ࡶଜЕ�

ˁଯࢇ� �.RUGD�Ь 	� 6QRM�� ������� ৲ଔԐ८ࢇइ �ࠪ ʋࡵ� �ݛٸ۰

���)HQJ	�/X�Ьࢇࢉࡁ�ଞࡁࣸ�ࡶଯࠒ�߾˱�ࢂʏˈ�ࢇ۰Ѧ�ɼʸ߾߶ۏ

�������

�

����� ր࣍�
�

�ݛٸ۰ ૽ओ �̞ փࡵ࣐� Ьհ� �Իܕࡁ ˈʏࢇ� ˈ૽ओࢂ� �ձݛٸ۰

ଜݥࢉ �ִփ࣐ଟ� �	�\+XUOH�Ьܹ� (VWHODPL�� �������ˈʏ�փࡵ࣐�ઞ�

ࢇࢉࡁ�Е�ࡶଯࠒ�ଞࡁࣸ�߾˕۽�ࢂ߶̛�ݛٸ۰ �̛Ҷࢂ߶̛�߾ח�

ּ�ࣸ �ଜΟࢇЬ�-RQHV�	�6DVVHU����������
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փࡵ࣐� ˈʏࢂ� ࢿ �૽ ӖЕ� �߾ݛٸ۰ оଞ� ̛оؿЬ� �ձ˕۽ ϩʯ�

����2OLYHU�ѹЬࢂࢽ�ѦԻࢽ�ѹ۽�ࢇࢽ�ʃࢉࢶࢽ̙�ࠆଜݥࢉ�����Ӗଞ��

փࡵ࣐�ˈʏࢿ�ࢇ˓؇Е�۰ݛٸɼ�̙ٙ�ࡶࡻ؆�ࢉࢶࢽԜࠝЕࢽ�ѦԻ�

˱�ࡵ࣐Е�؆оԻ�ٙփ˕࣐�%DORJOX���������փ	��=KRQJ��%XVVHU�ѹЬࢂࢽ �

о̛�ࢷ ��+XVVDLQ��0NSRMLRJX�ଞЬࢂ�ձࢊٙ�ࢂ�୯�˱ࠪ� 	�

<XVRI���������৲ଔԐ८ࢇइ߾�оଞ�փ̛�ࢷ�ח؏�ࢠ�ࡵ࣐о �ࢠࠪ�

ɼ�˕۽�ଥٸ�߾о̛�ࡵԻ�ૡɼѹЬ��ˈʏࢇ�оଞ�८߾˕۽��୯ח؏ �ִ

փ࣐ଞЬ�� ̐ԜΟ� ̛о߾� оଞ� �ɼ˕۽ άࡳ �ִ ˈʏࡵ� ٙփ࣐ଟ� �ܹ

����������.RR	��0RRQ��&RVWHOOR�Ь

�

����� �̘ ୧Йʀ�
�

 �̛୪Мʃܹ�ࡶ߶˕�ࡵଭଜЕ�Мԯ߾�оଞݦ�ࢂݦ�ϙࡳԻࠇ�ଟ�

ܹଭࢂ� ଦݪ� ��*LVW�Ьࢇࢿ˕ ������� ̐ԜΟ� ˈʏࢂ� ˁ߾� оଞ�  �̛

୪Мʃࢽ�ࡵଥऑ�ଭѰ߅�ࢇТ �ֲ�Яܻࡶ߸ה��ଥߞ�ଜЕएձ߅�Е�

�ɼࢿח ��%DQGXUD�ТЬ߅ ������� ई�� एݥ �̞  �̛ ୪Мʃࡵ� ָଜʯ�

˱ٗѹЬ�2]HU� 	� %DQGXUD�� ������� �ࢇԆҚی ଗࡁଞ� �ࡶ̛ܽ ଜࡪؿ �̍

ߊ��ଜЕएߞ�ଥࡶ߸ה �ଜЕ׃�ଜए۽ձ�б˕۽�ࢂࢶшԂѦ�ফ̍�

ˁࡉɼ�քЬ���

�۰߾�ˁ߶ی �̛୪Мʃּ�ࡵ�۶ࢇࢽ�૦ଡѹ�ˈʏࢂ�Ѧ �ࠪ

ଭѰ�۶ָࡶଜЕіࡈࢇ�ѹЬ�%URZQ��&URQ��	�6ORFXP�����Ԝଞࢇ���� �̛

୪Мʃࡵ� ଭѰ� �ࢂѦࢂ �ʎ �ࡶଟࠇ ଞЬ�%DQGXUD�� ������� ˈʏࡵ�

ଭѰଜЕі�ଗࡁଞ�एݥ �ɼएࡶ̛̞ܽ� ࡳ̍� �ִଜʯ�ଭѰଟ� �ܹ

�ଭѰଜࡵЬ��ई��ˈʏ �ˈଜࡈࢇ�इձࢇଔԐ८৲�ࢇݦ�߾ࢷ̛�

ଜЕݦ�ϙࢇԂ �̍ଟ� �ଭଟܹ�ࡶ�ଭѰࢉࢶࢽ̙�ࡵϙݦ��Ьܹ� �ѦԼܹ�

Ѱ̛ձ�ٕࠆଞЬ�6WULHWHU��&HOXFK��	�.DVRXI���������

�

����� সۺѣ�
�

˕ʠ߾Е�۽Ѧɼࢿ� �૽ӖЕ�۰˱�ࢂݛٸ�ଭѰ��ঊ��؆ �˱�ـ

�Ѧձٺ �ଜЕࢽ্ ଭѰ� ʎϙࡳԻ� ��+DOORZHOO�Ѹ߹Ьݥࢉ ������� ̐ԜΟ�

%HUQp��0~JLFD��DQG�<DJ�H������Е�۽Ѧɼ�ଭѰ�۽Ѧփࢢ࣑�ଜए߉� �̍

Ѧ�۽ѦѦࢢ࣑�ଞЬ �̍ଜࠑЬ��Ѧ�۽ѦЕ�ˈʏࢿ�ࢇ �૽ӖЕ�

�5DL�Ьࢇۘ�ࢉࢶչݪ��Ѧ�ӖЕ�ૡɼձ�ଜЕࢉࢶࢽ�оଞ�̙߾ݛٸ۰

	� 6ULYDVWDYD�� �������৲ଔ�Ԑ८ࢇइ۰߾�ˈʏ�۽ѦЕࡸ�Վ߾�оଞ�

૽ओڸփ߅�ТԂ�ˈʏݪ�ࢂչ�ۘɼ�૦ଡѹ� ऐۘ�ࢂ˕ࡕ߾ࡈ�

Ѹ۽Ѧɼ�۽ଥ۰Ѧ�ࢂ �̛ҶࢇחЬ�6KLQ��+ZDQJ��/HH��	�&KR���������

�

�

��� �ˮɹ۳ࠆ
�

����� ৯ଋԍ५ࢄऄࡿ� �ݘٵۭ ૺऐ˒� ր࣍ɻࡿ�

˔ˀ�
�

�ݛٸ۰ �۰߾߶ۏ ˈʏ� փࡵ࣐� �ݛٸ۰ ૽ओ߾� �ࡶࢺࣸ ѿ �̍

ओ૽�ݛٸ۰�۰߾�ցৼલݛٸ��۰��������3DUDVXUDPDQ�HW�DO�Ь �̞փࡵ࣐�

ձ�ࠖ˕۽�ࢂ߶̛ ্ଜЕ�࣯ ૽�ݛٸ&URQLQ�HW�DO����������۰�Ьࢇࢉࡁ�ࡁ ओࡵ�

փ࣐ �̞ଭѰࢂѦࠒ�߾ଯ�ࡶЕ�ࣸࡁଞࢉࡁ�� �ࣸଜΟࢇЬ�&KHQ��������

&KHQ�	�7VDL���������Ӗଞ��۰૽�ݛٸओࡵ�փࠒ�߾࣐ଯ�ࡶ �̍�փࡵ࣐�

۽Ѧࠒ�߾ଯ�ࡶЬ�%LJQH��6DQFKH]��	�6DQFKH]��������&KHQ�	�7VDL��

������3HWULFN�	�%DFNPDQ���������

ࢇ �ࠪʋ�۴ࡵଭࠉ˱ձ�ࡳԻݥ࠹�Ԑ८ࢇइ૽�ݛٸ�۰ࢂओ �̞

փ࣐�ɾࢂ�ɼ۶ࡶ�Ьࡸ �̞ʋࢽ�۶ࢇଜࠑЬ��

�

*��� �ࢂइࢇԐ८ݥ࠹ �ݛٸ۰ ૽ओࡵ� փ߾࣐� �ࢂ���ࢽ �ࡶଯࠒ �

ʨࢇЬ��

*�����֩ Ѝ�૽ ओࡵ�փࢽ�߾࣐�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

*����� �ˁ૽ ओࡵ�փࢽ�߾࣐�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

*�����ۘ ૽�ࡈओࡵ�փࢽ�߾࣐�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

*�����ˁ ૽�ࢶࢿ ओࡵ�փࢽ�߾࣐�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

�

����� �ݘٵۭ ૺऐ˒� �̘ ୧Йʀ� ɻࡿ� ˔ˀ�
�

 �̛୪Мʃࡵ�ˈʏࠆ˗�߾ݛٸ�۰ࢇଟ�Ҷۢ؈�ଟ� �	�)RUG�Ьܹ�

'LFNVRQ�� ������� ई�� �ࢂݛٸ۰ �Իࡳ۽չٗٸ �ଥࢉ ˈʏࡵ� �߾ݛٸ۰

ଜࠆ˗ ̍� �̛ ୪Мʃۢ؈�ࢇଟ� �ܹ ��Ь ˈʏࢇ�৲ଔԐ८ࢇइձ�

एࡳࢶܖԻࡈࢇ�ଜԮ �ִ�ˈ૽ओݛٸ�۰ࢂձࡶ؇˓ࢿ�� �ࢇʃݦ�Еܹ�

ଗࡁଜЬ�/LPD\HP��+LUW��	�&KHXQJ���������

ࢇ �ࠪʋ�۴ࡵଭࠉ˱ձ�ࡳԻݥ࠹�Ԑ८ࢇइ૽�ݛٸ�۰ࢂओ �̞

 �̛୪Мʃ�ɾࢂ�ɼ۶ࡶ�Ьࡸ �̞ʋࢽ�۶ࢇଜࠑЬ��

�

*��� �ࢂइࢇԐ८ݥ࠹ ૽ओࡵ�  �̛ ୪Мʃ߾� �ࢂ���ࢽ �ࡶଯࠒ �

ʨࢇЬ��

*�����֩ Ѝ�૽ ओ�ࡵ �̛୪Мʃࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

*����� �ˁ૽ ओ�ࡵ �̛୪Мʃࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

*�����ۘ ૽�ࡈओ�ࡵ �̛୪Мʃࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

*�����ˁ ૽�ࢶࢿ ओ�ࡵ �̛୪Мʃࢽ�߾�ࠒ�ࢂ��ଯ�ࡶ�ʨࢇЬ��

�

����� ր࣍� � �̘ ୧Йʀ˒� সۺѣ� ɻࡿ� ˔ˀ�
�

0F.HH��6LPPHUV��DQG�/LFDWD������Е� �̛୪Мʃࢇ�ˈʏࢂ�ଭѰࢂ�Ѧ �ࠪ

˗˃ɼ�Ь �̍ଜࠑЬ�� �̛୪Мʃࡵ�ˈʏࢉࢶق̛�ࢂ�Мԯࡶ�ଞ�
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Table 1: Demographic Profile of the Respondents (n=318) 

 n % 

Gender 
Male 128 40.3 

Female 190 59.7 

Marital status 
Single 180 56.6 

Married 138 43.4 

Age 

Below 19 1 0.3 

20-29 58 18.2 

30-39 174 54.7 

40-49 84 26.4 

50-59 1 0.3 

Educational 
level 

Below high school 27 8.5 

Undergraduate 34 10.7 

4 year university 228 71.7 

Graduate school 29 9.1 

Job 

Student 18 5.7 

Officer 174 54.7 

Professional 39 12.3 

Sales 19 6 

Technical 11 3.5 

Housewife 45 14.2 

Others 12 3.8 

Monthly visit 
frequency 

Below 5 25 7.9 

6~10 185 58.2 

11~15 84 26.4 

16~20 17 5.3 

Over 21 7 2.2 
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উѦҚࢂ� खࣸк۽�FRQYHUJHQW� YDOLGLW\�̞ � શطк۽�GLVFULPLQDQW�

YDOLGLW\�ࡶ�ʦऎଜ ࠉ��૦ଡѹ�ֻҘ߾ֻ˱ࠉ�ق�ࠆଜࡢ̛� �˱ЯࡢҚ߾�

оଞ�্ ��Ѹ߹Ьݤݨ�ࢇ�PHDVXUHPHQW�PRGHO�DQDO\VLV�ٗ۱ֻࢽ
ٗ۱�ʼ �̞� 7DEOH�� � ۰߾ �ࠪʋࢶ��ࢇଢѦ�एܹЕ� Ɠ� ��������GI �����

Ɠ��GI ������� S�YDOXH �������� &), ������� 1), ������� *), ������� $*), �������

505 ������� 506($ ����� Ի� ΟΟ� �ֻ࣏˱ ٗ۱� �߾ࡈࢇ �ଢଞࢶ

ʨࡳԻ�ΟΪЬ���

�
Table 2: Measurement Model Resulting from Confirmatory 
Factor Analysis 
 

Items Standardized 
Factor Loading CCR AVE 

Menu Quality 

0.859 0.648 

Delicious food/drinks 0.855 

Nutritious food/drinks 0.815 

Extensive menu 0.754 

Good-looking food 0.792 

Environmental Quality 

0.777 0.613 

Attractive in-store layout 0.733 

Pleasant in-store sound 0.812 

Cleanliness of the store 0.802 

Tidiness of employees - 

Interaction Quality 

0.788 0.542 
Accuracy of service delivery 0.686 

Promptness of service 
delivery 0.759 

Helpfulness of employees 0.753 

Kindliness of employees 0.745 

Economic Quality 

0.882 0.764 

Good price 0.837 

Good value for the food - 

Fair price 0.876 

Reasonable price 0.906 

Economic price 0.876 

Satisfaction 

0.84 0.626 

Satisfied with visiting the 
store 0.88 

Appreciate highly with the 
store 0.811 

Emotionally satisfied with 
the overall experience with 
the store 

- 

In general, I am satisfied with 
the store 0.724 

Satisfied with the service 
quality of the store 0.739 

Self-efficacy 

0.864 0.62 

Competent to evaluate the 
store 0.687 

Confident to talk about the 
store 0.791 

Easily use the services of the 
store 0.849 

Know well how to use the 
services of the store 0.805 

The store matches well with 
my image 0.797 

Loyalty 

0.862 0.706 

Intend to visit the store in the 
future 0.82 

Likely to visit the store in the 
future 0.843 

Plan to visit the store more 
actively 0.852 

Recommend others to visit 
the store 0.845 
 
 

a χ2=337.323(df=173, χ2/df=1.950, p-value =0.000), CFI=0.962, 
NFI=0.925, GFI=0.901, RMR=0.075, RMSEA=0.056 
b CCR(Composite construct reliability) 
c AVE(Average variance extracted) 
* Items were deleted during confirmatory factor analysis. 
�
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** p<0.01, * p<0.05 
χ2=614.474(df=324, χ2/df=1.897, p-value=0.000), GFI=0.877, 
AGFI=0.846, NFI=0.917, CFI=0.959, RMR=0.071, RMSEA=0.053 
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Figure 1: Estimates of the Structural Model 
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Table 3: Construct Inter correlations, Mean and Standard Deviation 

 Menu Quality Environmental 
Quality 

Interaction 
Quality 

Economic 
Quality Satisfaction Self-Efficacy Loyalty 

Menu Quality 1       

Environmental quality 0.600** 1      

Interaction Quality 0.635** 0.730** 1     

Economic Quality 0.556** 0.391** 0.380** 1    

Satisfaction 0.715** 0.745** 0.830** 0.507** 1   

Self-Efficacy 0.667** 0.679** 0.743** 0.524** 0.783** 1  
Loyalty 0.663** 0.639** 0.651** 0.597** 0.747** 0.768** 1 

Mean 4.803 5.024 5.046 4.119 4.97 4.884 4.856 

S.D. 0.945 0.999 0.946 1.205 0.946 0.943 1.108  

�
Table 4: Standardized Parameter Estimates 

 Path Standardized coefficients t-value  
H1-1 Menu Quality ȥ Satisfaction 0.202 3.234 0.001** Supported 

H1-2 Environmental Quality ȥ Satisfaction 0.129 1.043 0.297 Not Supported 

H1-3 Interaction Quality ȥ Satisfaction 0.619 4.224 0.000** Supported 

H1-4 Economic Quality ȥ Satisfaction 0.093 2.418 0.016* Supported 

H2-1 Menu Quality ȥ Self-Efficacy 0.034 0.41 0.682 Not Supported 

H2-2 Environmental Quality ȥ Self-Efficacy -0.097 -0.663 0.507 Not Supported 

H2-3 Interaction Quality ȥ Self-Efficacy 0.531 2.21 0.027* Supported 

H2-4 Economic Quality ȥ Self-Efficacy 0.181 3.449 0.000** Supported 

H3 Satisfaction ȥ Self-Efficacy 0.334 1.637 0.102 Not Supported 

H4 Satisfaction ȥ Loyalty 0.358 3.665 0.000** Supported 

H5 Self-efficacy ȥ Loyalty 0.555 5.298 0.000** Supported 

R2 

Satisfaction 0.910(91.0%) 

Self-Efficacy 0.811(81.1%) 

Loyalty 0.784(78.4%) 

Model fit 

χ2 614.474 

d.f 324 

p-value 0.000 
 

*p<0.01, **p<0.001, n.s.: not significant 
χ2=614.474(df=324, χ2/df=1.897, p-value=0.000), GFI=0.877, AGFI=0.846, NFI=0.917, CFI=0.959, RMR=0.071, RMSEA=0.053 
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