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Abstract

Purpose: This study examines the structural relationship between perceived quality, relationship quality, and revisit intention in the
context of coffee shop. In this model, perceived quality consists of product, service, and experience quality, and relationship quality
consists of satisfaction, trust, and commitment, and performance consists of revisit intention. More specially, this study identifies whether
perceived quality plays a mediating role in the relationship between perceived quality and relationship quality and the direct/indirect
effects of perceive quality on intention to revisit. Research design, data and methodology: The survey was conducted from September 1
to 30, 2019. The data were collected from 320 respondents and analyzed using structural equation modeling (SEM) with AMOS program.
Results: The findings are as follows. First, quality perception of coffee specialty stores had a statistically positive effect on relationship
quality, indicating supports H1. Therefore, customers can know that they are aware of the quality of coffee specialty stores, including
quality of service and experience as well as products, and that they form relationship quality with coffee specialty stores. Second,
relationship quality between coffee shops and customers had a significant positive effect on performance. Thus, H2 was supported. The
results show that if the coffee shop does not consider relationship quality as important, customer loyalty decreases, the number of
customers decreases, and the number of customers who switch to another coffee shop increases, which can lead to a threat to the coffee
shop. Third, in the case of hypothesis H3, it was found that there was a partial mediating effect of satisfaction and trust between quality
perception and reuse intention of coffee specialty stores, so hypothesis H3 was partially supported. As commitment appears to have no
mediating effect, it can be said that customers who use coffee shops are not only difficult to maintain as regular customers of a particular
coffee shop, but also have ample room to move to other coffee shops. Conclusions: Although many scholars point out the importance of
service quality, few studies were conducted in the context of the Korean food service industry (including coffee shops). From this
perspective, this study tested several hypotheses that the quality (product, service, experience) perceived by customers can have a positive
effect on relationship quality and performance (re-visit intention), either directly or indirectly. The findings of this study demonstrate that
if the manager of a coffee shop understands the characteristics of quality perceived by customers and the role of relationship quality, the
effect of quality perceptions on customers can be maximized in order to maintain the relationship with customers.
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2015). Olgfgt 7|EGRAESS HIECE O3l #2 7HES
MESIAC
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A FEE O =20HE LIEHE Z0|C
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HE Hiol ZH0|, CiEE HE 59| Cronbacha #40| 7 O|ASZA
[m]

=
1= oSt £F 02 LEEtiC

— =2 - =

Table 1: Respondent’'s Characteristics (n = 320)

Class Frequency(n) %
Male 128 40.0
Gender
Female 192 60.0
20-29 143 46.6
30-39 35 10.9
Age
40-49 60 18.8
More than 50 82 25.6
High school graduate 52 16.3
Education College student 147 45.9
level College graduate 107 33.4
Graduate school 14 a4
graduate
Under 3 80 25.0
Monthly 4-7 111 34.7
usage 8-11 58 18.1
More than 12 71 22.2
Preferred Global brand 106 33.1
coffee shop Domestic brand 135 42.2
Personal brand 79 24.7
=W, CEAREE ABSH7| s AMOS 2008 0|8%t
SOIQQIEAO0| HAIZRACE 24 ZAD Appendix 40AQF Z0],
FYHo| dEE2 FHAEE (Composite Reliability: CR)QF
HAFEERL  (Average Variance Extracted: AVE) EEX|7}
Zzk 71t O|42= LIEF} (Fornell, 1992) CHAXIRIEES

Ao= LIEHTE  EESh Appendix 301AM2t 0],
A|=E0| M&ETh 20| AVE ZHECH A M=o XtZ9
A OF LIEHRTC} (Fomell, 1992).

2 AFEYEE RS AHESI0 249t ZAul, M= oM
x%/DF = 2.891, RMR = 086, GFI = 906, AGFl = .892, CFl = 920, TUI
= 907, RMSEA = 0772 LtEILL 240 F£2|7} SiCta EEREICH
Tt BAESHEHS opimite=

(s}
0|83l0] AZEIALCH (Hoyle et al, 1994).

r

B _
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Appendix 1. Measure of Variables

Variables and Items References

(X11) Customer's taste of coffee

(X12) Various drinks and menus other than coffee
Product

(X13) Hygiene for products

(X14) Product price is resonable

(X21) Kindness of employees

Perceiv_ed (X22) Responding to customer needs
quality Servi
ervice

Jakpar et al. (2012), Ryu et al. (2012),
(X23) Employee training Schmitt (2010)

(X24) Mistakes on the order

(X31) Used for coffee and relaxation

(X32) Regular customers
Experience

(X33) Suitable meeting place

(X34) Space atmosphere

(Q11) Overall satisfaction

Satisfaction (Q12) Experience satisfaction

(Q13) Trust satisfaction

(Q21) Customer interest

(Q22) Honest hospitality
Trust

Relationship . Athanasopoulou (2009), Vesel & Zabkar
quality (Q23) Customer service (20104, b), Yu & Tung (2013)

(Q24) Overall trust

(Q31) Customer benefits

(Q32) affordable price
Commitment

(Q33) Coffee shop convenience

(Q34) Frequent use

(Z1) Intention to recommend

Revisit - Poyry et al. (2013),
intention (£2) Keep visiting Kiihn & Bothma (2018)

Performance

(Z3) Favorable evaluation
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Appendix 2: Results of Factor Analysis and Reliability Test

The Effects of Perceived Quality and Relationship Quality on Store Performance(Revisit Intention) in the Context of Coffee Specialty Shops

Factors and Items Factor loading Cronbacha
Customer's taste of coffee 727
Product Various drinks and menus other than 559 763
coffee
Hygiene for products .578
Perceived Kindness of employees .848
quality
Service Responding to customer needs .824 .928
Employee training .802
Regular customers 737
Experience Suitable meeting place .763 757
Space atmosphere .628
Overall satisfaction .804
Satisfaction Experience satisfaction 787 .893
Trust satisfaction 722
Customer interest .851
Honest hospitality .803
. . Trust .900
Relatlon§h|p Customer service .760
quality
Overall trust 617
Customer benefits .661
affordable price .745
Commitment 711
Coffee shop convenience .673
Frequent use .729
Intention to recommend .875
Performance Rews!t Keep visiting .888 .981
intention
Favorable evaluation .885
Eigen value 816 | 241 | 188 | 156 | 1.35 | 1.10 | 1.03
Variance (%) 3551 | 1048 | 8.21 | 6.79 | 5.87 | 4.79 | 3.89
Appendix 3: Correlation Coefficient and Square Root of AVE
Item 1 2 3 4 5 6 7 Mean SD
1 Product Quality 732 3.61 .62
2 Service Quality 405 .900 3.92 .71
3 Experience Quality .196 .206 732 3.72 .68
4 Satisfaction 325 373 317 .867 3.54 .62
5 Trust .357 .508 .314 494 .834 3.76 .74
6 Commitment 375 232 141 .206 277 724 3.38 72
7 Reuvisit intention .301 .395 31 412 478 .290 972 4.41 .67
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Appendix 4: Measurement Model Analysis

Structural

33

Constructs and ltems Estimate | S.E. C.R. Construct CR AVE
Customer's taste of coffee(X11) 747 .035 9.186***
Product
Various drinks and menus other than coffee(X12) .733 .050 9.443*** Quality 77 537
(X1)
Hygiene for products(X13) .718 .038 9.697***
Kindness of employees(X21) .887 .016 8.953***
Perceived Service
. Responding to customer needs(X22) .902 .016 8.257*** Quality .928 .810
Quality (X2)
Employee training(X23) 91 .016 7.768***
Regular customers(X32) 776 .077 9.757***
Experience
Suitable meeting place(X33) 724 .065 6.407*** Quality 776 .536
(X3)
Space atmosphere(X34) .694 .052 9.442***
Overall satisfaction(Q11) .949 .01 4.546***
Experience satisfaction(Q12) 881 | 011 | 88lg™ Sa“(sQfﬂ‘;m” 900 752
Trust satisfaction(Q13) .762 .018 | 11.350***
Customer interest(Q21) .790 .027 | 10.708***
Honest hospitality(Q22) .879 .020 8.584***
Trust 901 696
Relationship c ice(Q23 882 | 017 | 8582 (@2) ' '
Quality ustomer service(Q23) . . .5
Overall trust(Q24) .780 .024 | 10.837***
Customer benefits(Q31) .752 .062 | 11.062***
affordable price(Q32) 618 .093 | 11.888*** Commitment
(Q3) .814 525
Coffee shop convenience(Q33) 776 .046 6.908***
Frequent use(Q34) 742 .048 7.837***
Intention to recommend(Z1) .984 .003 5.544***
Revisit
Performance Keep visiting(Z2) .965 .004 9.396™** Intention .981 .946
2)
Favorable evaluation(Z3) .968 .003 8.923***

Goodness of Fit Index

x?=506.433, df = 209, p =.000, RMR = .041, GFI = .907, AGFI = .877, TLI = .930, CFI
= .943, RMSEA = .067
*p<.1,*p<.05**p<.01
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Appendix 5: Results of Hypothesis

The Effects of Perceived Quality and Relationship Quality on Store Performance(Revisit Intention) in the Context of Coffee Specialty Shops

Unstandardized Standardized
bl FElnE Regression Weight SE R Regression Weight el
Product Quality(X1)
—, Satisfaction(Q1) 445 .085 | 5.253 377 Accepted
H1-1 | Product Quality(X1) — Trust(Q2) .358 .078 | 4.617 .300*** Accepted
Product Quality(X1) -
—» Commitment(Q3) .270 .082 | 3.302 .269 Accepted
Service Quality(X2) ook
_, Satisfaction(Q1) .160 .047 | 3.414 187 Accepted
H1 H1-2 | Service Quality(X2) — Trust(Q2) 451 .050 | 9.106 .522*** Accepted
Service Quality(X2) -
—» Commitment(Q3) 167 .049 | 3.405 .230 Accepted
Experience Quality(X3) ok
. Satisfaction(Q1) .346 .078 | 4.442 317 Accepted
Experience Quality(X3) oxx
H1-3 — Trust(Q2) .348 .075 | 4.626 315 Accepted
Experience Quality(X3) .
— Commitment(Q3) 153 .071 | 2.154 .165 Accepted
H2-1 Satisfaction(Q1) — Revisit 675 051 | 13.193 6320 Accepted
intention(Z)
H2 H2-2 Trust(Q2) — Revisit intention(Z) 123 .050 | 2.463 A7 Accepted
Commitment(Q3) — Revisit xx
H2-3 intention(2) 196 .065 | 3.029 .156 Accepted
. x%=630.332, DF = 218, p = .000, x2/DF =2.891, RMR =.086, GFl = .906,
Goodness of Fit Index AGFI =892, TLI = .907, CFI = .920 RMSEA = .077
*p<.05 **p<.01,***p<.001
Appendix 6: The Mediation Effect
Unstandardized | 95% bootstrap Mediation
Hypotheses Paths Regression Cls p -value Effect
Weight LLCIs | ULCIs
Product Quality(X1) — Satisfaction(Q1) 300%** 480 870 005 Accepted
— Revisit intention(Z) ’ ’ ’ ’ P
H3-1 Product Quality(X1) — Trust(Q2) 0447 047 | 382 005 | Accepted
— Revisit intention(Z)
Product Quality(X1) — Commitment(Q3) 052 -.090 291 378 Reiected
— Revisit intention(2) ' ' : : )
Service Quality(X2) — Satisfaction(Q1) .
_, Revisit intention(2) .108 480 .870 .005 Accepted
H3 | H3-2 Service Quality(X2) — Trust(Q2) 055+ 047 | 382 005 | Accepted
— Revisit intention(Z)
Service Quality(X2) — Commitment(Q3) 032 090 221 378 Accepted
— Revisit intention(Z) ’ ’ : : P
Experience Quality(X3) — Satisfaction(Q1)
_, Revisit intention(2) .233 480 .870 .005 Accepted
H3-3 Experience Quality(X3) — Trust(Q2) 042 047 | 382 005 Accepted
— Revisit intention(Z)
Experience Quality(X3) — Commitment(Q3) 029+ 090 221 378 Reiected
— Revisit intention(2) : : : : !
*p <.05,** p<.01, *** p<.001




