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	 The	aim	of	this	study	was	to	investigate	the	impact	of	store	
atmosphere	and	baristas	on	customer	loyalty,	mediated	by	
customer	satisfaction	as	an	intervening	variable.	The	study	
was	conducted	with	the	hope	of	enhancing	customer	loyalty	
in	coffee	shops	located	in	the	city	of	Cirebon.	Convenience	
sampling	was	employed	in	this	study.	The	primary	data	was	
collected	by	distributing	questionnaires	to	115	consumers	
in	 coffee	 shops	 located	 in	 Cirebon	 city.	 The	 data	 was	
analysed	 using	 partial	 least	 squares	 (SEM-PLS)	 structural	
equation	modelling	with	the	Smart-PLS	3.0	application.	The	
study's	 results	 indicate	 that	 the	 store's	 atmosphere	 has	 a	
positive	 impact	 on	 customer	 satisfaction	 and	 loyalty.	
Additionally,	 the	 barista	 variable	 was	 found	 to	 have	 a	
positive	effect	on	customer	satisfaction	and	 loyalty.	 It	was	
found	that	the	customer	satisfaction	variable	mediated	the	
relationship	 between	 store	 atmosphere	 and	 baristas	 on	
customer	 loyalty.	 Achieving	 customer	 loyalty	 is	 not	 solely	
dependent	 on	 the	 store	 atmosphere	 and	 baristas.	 It	 is	
important	to	explore	other	variables	that	can	contribute	to	
this	 goal.	 Future	 researchers	 should	 investigate	 these	
variables	further.	

	

	 	

INTRODUCTION	
A	coffee	 shop	 is	 a	business	 that	 serves	 ready-to-eat	 food	and	drinks,	with	 coffee	 as	 its	main	

commodity	(Chadios	&	Dennis,	2005).	The	agricultural	sector	is	the	second	largest	contributor	to	the	
Indonesian	 economy,	 with	 coffee	 being	 one	 of	 the	 country's	 primary	 agricultural	 commodities	
(Fatkurrohim	et	al.,	2022).	Global	coffee	production	in	2022/2023	achieved	170	million	60kg	bags,	with	
a	 growth	of	2.8%	year-on-year	 compared	 to	 the	165.37	million	bags	yielded	during	 the	2021/2022	
period	 (USDA,	 2023).	 Indonesia	 has	 been	 ranked	 as	 the	 third-largest	 producer	 of	 coffee	 globally	 in	
2022/2023,	after	producing	11.85	million	coffee	bags.	Speciaically,	Indonesia	produced	1.3	million	bags	
of	Arabica	coffee	and	10.5	million	bags	of	Robusta	coffee	(Nabilah,	2023).	The	 increasing	number	of	
Indonesians	who	consume	coffee	is	inseparable	from	the	growing	and	expanding	Coffee	Shop	business	
(Sutrisno	et	al.,	2022).	Indonesia's	ready-to-drink	coffee	sales	are	expected	to	reach	234	million	liters	by	
2023,	up	4%	from	225	million	liters	last	year	(Euromonitor,	2022).	The	total	domestic	coffee	consumed	
is	projected	to	increase	by	20,000	to	reach	4.79	bags	by	2023/2024.	This	is	due	to	high	demand	from	
the	retail	and	food	service	sectors	as	the	economy	recovers	from	the	effects	of	the	pandemic	(Rizaty,	
2023).	Having	fully	recovered	from	the	pandemic,	coffee	shops	have	begun	to	alourish	again,	with	a	aierce	
competitive	 aspect.	 The	 number	 of	 coffee	 shops	 in	 Indonesia	 is	 expected	 to	 reach	 10,000	 by	 2023,	
according	to	the	Asosiasi	Pengusaha	Kopi	dan	Cokelat	Indonesia	(APKCI)	(Mone,	2023)	
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The	innovation	strategies	of	SMEs	and	the	competitive	landscape	of	today's	retail	industry	have	
changed	significantly	due	to	the	prevalence	of	disruptive	innovation	practices	and	intense	competition	
(Liu	&	Si,	2022).	These	outlets	operated	in	a	highly	competitive	environment,	with	competition	coming	
from	 the	growing	number	of	 independents	 and	 rapidly	 expanding	 coffee	 chains.	 (Chen	&	Hu,	2010)	
Furthermore,	 the	coffee	sector	competition	has	 transformed	 into	a	 fierce	battleground,	where	every	
company,	 regardless	 of	 size,	 employs	 various	 loyalty	 strategies	 to	 establish	 enduring	 customer	
relationships.	 The	 facts	 have	 shown	 that	 competition	 is	 inevitable	 because	 the	 more	 profitable	 a	
business	is,	the	more	newcomers	will	this	threat	of	competition	(Sofia	et	al.,	2023)	

Competition	 has	 arisen	 among	 coffee	 shops	 domestically	 and	 internationally,	 including	 in	
Indonesia.	 Coffee	 start-ups	 like	 Fore	 Coffee	 have	 emerged	 as	 formidable	 competitors	 to	 traditional	
coffee	merchants	 such	as	Starbucks	and	Coffee	Bean	 (Zuhriyah,	2019),	There	 is	 intense	competition	
among	five	coffee	shops	located	in	Korea,	namely	Paik's	Coffee,	Banapreso,	Hollys	Coffee,	Angel-In-Us	
Coffee,	and	Caffe	Bene	(Ditamei,	2023).	Additionally,	the	coffee	shop	industry	is	faced	with	competition	
across	the	American	continent	(Canada,	Argentina,	USA,	Mexico,	and	Brazil),	 the	European	continent	
(Belgium,	 Norway,	 Germany,	 Russia,	 England,	 Turkey,	 and	 Poland),	 the	 Australian	 continent	 (New	
Zealand	and	Australia),	and	the	African	continent	(Egypt,	Kenya,	Morocco,	South	Africa,	and	Nigeria).		
(Euromonitor	 Tim,	 2022).	 The	 existence	 of	 a	 contemporary	 coffee	 house	 in	 a	 nation,	 in	 addition	 to	
engaging	 in	 competition	 with	 other	 contemporary	 coffee	 houses,	 or	 what	 is	 known	 as	 global	
competition,	likewise	serves	as	a	rival	for	coffee	shops	within	the	local	market	(Öztopcu,	2017).	Martínez	
&	Casielles	(2021)	that	companies	cultivate	a	behavior	and	an	attitude	of	the	consumer	that	is	loyal	and	
consistent.	

Chen	&	Hu	(2010)	The	growth	of	 independent	and	chain	coffee	shops	 is	driven	by	customer	
demand.	 Customer	 loyalty	 plays	 a	 vital	 role	 in	 business	 survival,	 with	 loyal	 customers	 sustaining	
operations	 (Ball,	 2005).	 Companies	must	 learn	 to	 adapt	 to	market	 fluctuations	 that	 can	 change	 the	
perceived	value	of	their	products	to	succeed	in	this	industry.	To	retain	customers	over	the	long	term,	
companies	must	earn	loyalty	through	exceptional	service	and	value	(Cardoso	et	al.,	2022).	The	applied	
service	considers	relationships	with	customers,	from	family	members	and	friends	to	strangers	who	may	
consume	 our	 products.	 Connection	 with	 others	 need	 not	 entail	 frequent	 or	 complicated	 social	
interactions.	 In	 fact,	 mere	 acquaintance	 with	 someone's	 name	 or	 some	 information	 about	 their	
background	can	 foster	a	sense	of	connection	and	recognition	as	a	person	(Bruckberger	et	al.,	2023).	
Eichinger	 et	 al.	 (2022)	 state	 that	 it	 is	 beneficial	 because	 it	 offers	 strength,	 security,	 and	 stability.	
Additionally,	 it	 enhances	people's	 ability	 to	 remain	 loyal	during	hardship	and	contributes	 to	overall	
happiness.	In	modern	times,	success	in	the	competition	among	coffee	shops	demands	significant	efforts.		
Important	 factors	 to	 consider	 include	 barista	 services	 and	 seating	 arrangements	 at	 tables	 and/or	
booths,	as	they	serve	as	key	indicators	of	store	ambiance.	(Chadios	&	Dennis,	2005).	

Kotler	(1974)	emphasizes	the	significance	of	atmosphere	 in	a	company's	marketing	strategy.	
Store	atmosphere	refers	to	the	environmental	elements	that	elicit	an	emotional	response	in	potential	
customers,	 encouraging	 them	 to	 stay	 in	 the	 store,	 browse,	 evaluate,	 and	make	 purchases	 (Yani-de-
Soriano	&	Foxall,	2006).	If	the	store	atmosphere	does	influence	purchase	patterns,	then	the	challenge	is	
to	develop	a	framework	or	significant	reason	for	investigating	such	impacts	(Donovan	&	Rossiter,	1982).	
Grewal	et	al.	(2003).	According	to	this	argument,	including	music	in	a	store	environment	leads	to	a	more	
positive	evaluation	by	customers	than	in	an	environment	without	music.	Ballato	et	al.	(2023)	found	that	
70%	of	coffee	shop	visitors	enjoy	live	music.	It	is	important	to	note	that	this	evaluation	is	subjective	and	
should	be	interpreted	as	such.	In	addition	to	music,	there	are	three	components	to	interior	ambiance:	
environmental	 factors	such	as	temperature,	noise,	aroma,	music,	and	 lighting;	design	factors	such	as	
architecture,	colors,	materials,	patterns,	texture,	and	store	layout;	and	social	factors	such	as	customers	
and	employees	(Yildirim	et	al.,	2007;	Ettis,	2017;	Alfakhri	et	al.,	2018;	Kim	et	al.,	2020).	

In	Amani	&	Ihsaniyati	(2020)	research,	employees	at	coffee	shops	are	referred	to	as	baristas.	
The	 term	barista	refers	 to	 individuals	who	prepare	and	mix	coffee	drinks.	While	 the	profession	was	
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originally	associated	with	coffee	brewing,	it	has	since	expanded	beyond	this	role.		However,	the	focus	
should	be	on	enhancing	customer	satisfaction	when	enjoying	coffee	prepared	by	baristas.	This	can	be	
achieved	by	improving	the	service	and	process	of	coffee	preparation.	By	doing	so,	the	value	of	the	coffee	
will	 increase,	 resulting	 in	 higher	 sales	 for	 the	 coffee	 shop	 (Tucker,	 2011).	 To	 enhance	 company	
performance,	 it	 is	 essential	 to	 provide	 training	 and	 raise	 awareness	 among	 employees.	 To	 achieve	
optimal	 performance,	 a	 company	 requires	 a	 skilled	 and	 proficient	 workforce.	 This	 enhances	 work	
quality,	 commitment	 levels,	 self-efficacy,	 and	 job	 satisfaction(Hameed	 et	 al.,	 2020).	 (Isbandi	 &	
Handayani,	2020)	research	indicates	that	communication	between	baristas	and	consumers	is	crucial	for	
good	service.	Service	quality	has	become	increasingly	important	in	many	companies	as	a	set	of	tactics	
that	enable	increased	client	satisfaction(Shen	et	al.,	2022;	Vera	&	Trujillo,	2013).	

In	2023,	there	will	be	an	increase	in	the	number	of	coffee	shops	and	customers	in	Cirebon	City	
(Fitria,	2023).	Camilleri	&	Filieri	(2023)	Faced	with	ever-increasing	competition,	businesses	must	find	
ways	to	keep	consumers	returning.	Other	researchers	suggest	that	satisfied	travelers	may	be	loyal	to	
companies	that	exceed	their	expectations	for	service	quality	(Rodríguez	et	al.,	2020).	As	loyalty	is	an	
important	factor	that	businesses	strive	to	achieve,	it	is	recognized	that	loyalty	and	satisfaction	are	key	
measures	of	a	company's	success	(Han	et	al.,	2018).	Setting	up	a	business	is	not	just	about	recording	
business	 transactions	 and	 building	 customer	 relationships.	 It	 is	 also	 about	 strategically	 managing	
customer	satisfaction	with	products	or	services	(Oh	et	al.,	2019).	Therefore,	it	is	important	to	investigate	
the	 role	 of	 baristas	 and	 store	 atmosphere	 in	 consumer	 loyalty	 and	 satisfaction	 as	 an	 intervening	
variable,	as	the	number	of	coffee	shops	in	the	city	of	Cirebon	continues	to	increase,	it	is	important	to	
note	that	this	includes	both	local	and	international	chains.	

This	condition	results	in	increased	competition	among	coffee	shops.	Each	coffee	shop	employs	a	
unique	strategy	based	on	its	human	resources	and	operational	capabilities	(Sari	&	Halim,	2022).	The	
aim	of	a	coffee	shop	is	to	gain	customer	loyalty	through	customer	satisfaction,	and	this	can	be	achieved	
by	improving	the	quality	of	the	baristas	and	by	creating	a	pleasant	atmosphere	in	the	shop.	Previous	
research	 results	 relevant	 to	 the	 above	 are	 as	 follows:	 1)	Miswanto	 &	 Angelia	 (2017)	 The	 research	
demonstrates	that	the	ambiance	of	stores	has	a	significant	impact	on	customer	satisfaction.	2)Binaraesa	
et	al	(2021)	The	evidence	suggests	that	maintaining	the	cleanliness	of	the	cafe	provides	security	and	
comfort	to	consumers,	thereby	improving	the	quality	of	service.	3)	Purwadi	et	al	(2020)	It	was	found	
that	 the	 Store	 Atmosphere	 variable	 has	 a	 positive	 influence	 on	 Consumer	 Loyalty.	 4)	 Jaeroni	 &	
Wachdijono	 (2023)	 	Professional	baristas	can	provide	excellent	 service,	which	can	 lead	 to	customer	
loyalty.	5)	Sam	et	al	 (2023)	The	correlation	between	store	atmosphere	and	customer	 satisfaction	 is	
positive;	 as	 the	 store	 atmosphere	 becomes	more	 attractive,	 customer	 satisfaction	 also	 increases.	 6)	
Taufik	et	al	(2022)	Demonstrating	the	quality	of	barista	service	does	not	have	an	impact	on	customer	
loyalty.	 The	 research	 results	 show	 differences	 in	 conclusions.	 Some	 studies	 suggest	 that	 Store	
Atmosphere	and	barista	affects	loyalty,	while	others	suggest	that	baristas	have	no	effect	on	coffee	shop	
consumer	 loyalty.	 Therefore,	 a	 theoretical	 gap	 exists	 in	 the	 form	 of	 research	 gaps	 resulting	 from	
different	research	findings	(theories)	(Miles,	2017).	

This	 study	 analyses	 the	 impact	 of	 baristas	 and	 store	 atmosphere	 on	 customer	 loyalty,	 with	
customer	satisfaction	as	an	intervening	variable,	in	the	city	of	Cirebon.	Differences	in	variable	indicators	
were	found	compared	to	some	previous	studies.	The	author	utilises	the	dependent	variables	'barista'	
and	 'store	 atmosphere',	 which	 have	 not	 been	 employed	 in	 prior	 studies.	 According	 to	 several	
practitioners,	improving	the	quality	of	'barista	friendliness'	and	'coffee	shop	atmosphere	comfort'	can	
increase	consumer	loyalty	and	improve	chances	of	winning	in	the	current	marketing	era	(Faqih	et	al.,	
2022;	Oktafiani	et	al.,	2023;	Sofia	et	al.,	2023).	However,	to	achieve	high	quality	for	the	customer,	the	
author	utilises	customer	satisfaction	as	an	intervening	variable.	This	assumes	of	microeconomic	theory,	
which	explains	that	no	variable	can	stand	alone	or	be	mutually	exclusive	(Sukirno,	2014).	Referring	to	
the	 description	 of	 the	 phenomena	 and	 research	 problems	 outlined	 above,	 as	 well	 as	 the	 identified	
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research	gaps,	therefore,	the	study	titled	 ‘Enhancing	Customer	Loyalty:	Optimizing	Barista	and	Store	
Atmosphere	for	Increased	Customer	Satisfaction	(A	Study	on	Cafes	in	Cirebon	City)’	requires	further	
investigation.	
	
METHODS	
	 This	 study	 employs	 a	 quantitative	 approach	 based	 on	 a	 positive	 philosophy	 and	 is	 used	 to	
investigate	specific	populations	or	samples	(Sugiyono,	2019).	The	researcher	employs	an	approach	that	
begins	with	a	theoretical	framework,	previous	ideas,	and	prior	research	findings.	This	approach	is	then	
used	to	formulate	new	questions	and	solutions	evaluated	empirically	in	the	field.	

This	study	employed	convenience	sampling,	a	non-probability	sampling	technique	based	on	the	
availability	 and	 ease	 of	 obtaining	 sample	 elements	 (Stratton,	 2021).	 The	 sample	was	 selected	using	
convenience	sampling,	a	quick,	uncomplicated,	and	economical	method.	However,	it	risks	bias	and	error	
as	 it	does	not	 consider	population	 representation	 (Emerson,	2021).	 It	 is	 important	 to	note	 that	 this	
method	was	chosen	due	to	its	availability	at	the	right	place	and	time.	

The	research	utilizes	primary	and	secondary	data	sources.	Primary	data	was	collected	through	a	
Google	Form	questionnaire	from	consumers	in	Cirebon	City	coffee	shops.	Measurement	of	the	indicators	
on	the	Google	Form	using	the	Likert	scale.	The	Likert	Scale	is	used	in	research	to	gauge	respondents'	
attitudes,	opinions,	perceptions,	or	assessments	of	a	statement.	Respondents	indicate	their	agreement	
or	disagreement	with	the	statement	by	marking	a	selected	response,	such	as	a	checklist	or	cross.	The	
questionnaire	includes	statement	options.	Secondary	data	was	obtained	from	various	sources,	including	
literature,	physical	or	electronic	books,	previous	research	journals,	and	literature	reviews	(Hair	et	al.,	
2014,	2019).	

The	research	population	comprises	coffee	shop	consumers	in	Cirebon,	although	the	exact	number	
is	 unknown.	 Therefore,	 the	 sample	 size	 is	 determined	 based	 on	 the	 number	 of	 loading	 factors	
intentionally	determined	and	considered	representative.		The	loading	factor	value	should	be	at	least	0.5	
and	preferably	0.7	(Barati	et	al.,	2019),	resulting	in	115	respondents.	PLS-SEM	is	a	research	framework	
that	uses	path	analysis	and	is	suitable	for	small	sample	sizes.	The	study	employed	Partial	Least	Square	
Structural	Equation	Modeling	(PLS-SEM)	as	the	data	analysis	technique,	using	SMARTPLS	as	the	analysis	
tool	(Benitez	et	al.,	2020).	

	
RESULTS	
Respondent	Characteristics	
	 This	study	analyzed	115	respondents	who	were	customers	of	coffee	shops	in	Cirebon	City.	The	
study	collected	data	on	the	respondents'	age,	gender,	and	occupation.	The	following	section	describes	
the	characteristics	of	the	respondents.	According	to	the	results	of	the	analysis	presented	in	Table	1,	the	
majority	of	respondents	in	this	study	were	consumers	aged	between	21-30	years	(48%),	followed	by	
10-20	year-olds	(28%),	and	31-40	year-olds	(24%).		Based	on	the	respondents'	gender,	55%	were	male	
and	45%	were	female	consumers.	Based	on	the	respondents'	occupations,	52%	work	as	employees	in	
offices	and	retail,	8%	work	as	civil	servants,	36%	are	still	students,	and	4%	have	other	occupations.	
	

Table	1.	Description	of	Respondent	Characteristics	
Characteristics	 Category	 Frequency	 Percentase	(%)	

	
Age	

10-20	years	 32	 28	
21-30	years	 55	 48	
31-40	years	 28	 24	

Sex	 Man	 63	 55	
Woman	 52	 45	

	 Employee	 60	 52	
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Respondent's	occupation	 Student	 41	 36	
Civil	servants	 9	 8	

other	 5	 4	
	
Data	Analysis	Result	
Convergent	Validity	Test	

	
Table	2.	Outer	Loading	

	 Store	Atmosphere	 Barista	 Satisfaction	 Loyalty	
SA1	 0.836	 	 	 	
SA2	 0.863	 	 	 	
SA3	 0.524	 	 	 	
SA4	 0.876	 	 	 	
SA5	 0.774	 	 	 	
B3	 	 0.550	 	 	
B4	 	 0.828	 	 	
B5	 	 0.794	 	 	
S1	 	 	 0.714	 	
S2	 	 	 0.715	 	
S3	 	 	 0.784	 	
S4	 	 	 0.756	 	
LY1	 	 	 	 0.615	
LY2	 	 	 	 0.701	
LY3	 	 	 	 0.636	
LY4	 	 	 	 0.719	
LY5	 	 	 	 0.827	
LY6	 	 	 	 0.798	

	
Based	on	the	outer	loading	value	table	results	presented	above,	it	can	be	concluded	that	each	

reflective	indicator	construct	for	every	variable	in	the	questionnaire	has	a	value	above	0.5.	This	indicates	
that	 the	 construct	 indicators	 used	 for	 measurement	 in	 the	 research	 questionnaire	 are	 valid.	 A	
satisfactory	outer	loading	is	0.7	or	higher	(Gotz	et	al.,	2010;	Henseler	et	al.,	2009).	Loadings	above	0.5	
are	also	acceptable,	but	factors	with	loading	values	less	than	0.5	should	be	eliminated	(Chin,	1988).	

	
Table	3.	Average	Variance	Extracted	(AVE)	

	 Average	Variance	Extracted	(AVE)	
Store	Atmosphere	 0.617	
Barista	 0.540	
Satisfaction	 0.552	
Loyalty	 0.518	

	
Based	on	the	Average	Variance	Extracted	(AVE)	results	above,	it	is	evident	that	all	the	reflective	

constructs	used	in	this	study	produce	values	above	0.5.	Specifically,	the	Store	Atmosphere	variable	has	
a	value	of	0.617,	the	Barista	care	variable	has	a	value	of	0.540,	the	Satisfaction	variable	has	a	value	of	
0.552,	and	the	loyalty	variable	has	a	value	of	0.518,	meeting	the	requirements	of	convergent	validity.	
AVE	 measures	 the	 amount	 of	 variance	 captured	 by	 the	 indicators	 of	 the	 construct.	 For	 reflective	
constructs,	AVE	values	above	0.5	are	considered	acceptable(Barati	et	al.,	2019).	
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Reliability	Test	
	

Table	4.	Reliability	Test	
	 Cronbach’s	Alpha	 Composite	Realibility	

Store	Atmosphere	 0.836	 0.887	
Barista	 0.772	 0.774	
Satisfaction	 0.729	 0.831	
Loyalty	 0.814	 0.865	

	
It	can	be	concluded	that	each	variable	in	the	study	passed	the	reliability	test	and	was	declared	

reliable,	 as	 the	 Cronbach's	 alpha	 values	 for	 each	 variable	 were	 greater	 than	 0.7,	 thus	 meeting	 the	
specified	conditions.	A	Cronbach's	alpha	or	composite	reliability	value	of	0.7	or	higher	 is	considered	
acceptable	for	construct	reliability	(Barati	et	al.,	2019).	
Path	Coefficient	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

Figure	1.	Path	Coefficient	
	
The	 above	 image	 illustrates	 how	 to	 calculate	 the	 t-statistic	 value,	 which	 is	 used	 to	 test	 the	

significance	of	the	variables	in	this	study.	
Significance	Test	

	
Table	5.	Direct	Effect	Test	Results	

Hypothesis	 Relationship	 Path	
Coeffisients	

P	
Values	

Information	

H1	 Store	 Atmosphere	 ->	
Satisfaction	

0,186	 0,014	 Significant	

H2	 Store	 Atmosphere	 ->	
Loyalty	

0,722	 0,000	 Significant	

H3	 Barista	->	Satisfaction	 0,667	 0,000	 Significant	
H4	 Barista	->	Loyalty	 0,259	 0,000	 Significant	
H5	 Satisfaction	->	Loyalty	 0,574	 0,000	 Significant	

	

The	hypothesis	testing	results	can	be	explained	from	the	path	coefficient	test	results	presented	
in	Table	5	and	the	visualization	in	Figure	1.	
Hypothesis	1:	The	store	atmosphere	positively	and	significantly	affects	customer	satisfaction.	
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The	research	data	analysis	results,	based	on	Table	5,	show	that	the	path	coefficient	value	of	the	
effect	of	store	atmosphere	on	consumer	satisfaction	is	0.186,	which	is	greater	than	0,	and	the	p-value	is	
0.014,	which	 is	 less	 than	0.05.	Therefore,	 it	 can	be	concluded	 that	 there	 is	a	positive	and	significant	
influence	 between	 the	 store	 atmosphere	 variable	 and	 consumer	 satisfaction.	 In	 other	 words,	
Hypothesis	1	is	accepted.	
Hypothesis	2:	The	store	atmosphere	positively	and	significantly	affects	customer	loyalty.	

The	research	data	analysis	results,	based	on	Table	5,	show	that	the	path	coefficient	value	of	the	
effect	of	store	atmosphere	on	consumer	loyalty	is	0.772,	which	is	greater	than	0,	and	the	p-value	is	0.000,	
which	is	less	than	0.05.	Therefore,	it	can	be	concluded	that	there	is	a	positive	and	significant	influence	
between	 the	 store	 atmosphere	 variable	 and	 consumer	 loyalty.	 In	 other	 words,	 Hypothesis	 2	 is	
accepted.	
Hypothesis	3:	Barista	has	a	positive	and	significant	effect	on	Customer	Satisfaction.	

The	research	data	analysis	results,	based	on	Table	5,	show	that	the	path	coefficient	value	of	the	
effect	of	Barista	on	consumer	satisfaction	is	0.667,	which	 is	greater	than	0,	and	the	p-value	 is	0.000,	
which	is	less	than	0.05.	Therefore,	it	can	be	concluded	that	there	is	a	positive	and	significant	influence	
between	the	Barista	variable	and	consumer	satisfaction.	In	other	words,	Hypothesis	3	is	accepted.	
	 Hypothesis	4:	Barista	has	a	positive	and	significant	effect	on	Customer	Loyalty.	

The	research	data	analysis	results,	based	on	Table	5,	show	that	the	path	coefficient	value	of	the	
effect	of	Barista	on	consumer	loyalty	is	0.259,	which	is	greater	than	0,	and	the	p-value	is	0.000,	which	is	
less	than	0.05.	Therefore,	it	can	be	concluded	that	there	is	a	positive	and	significant	influence	between	
the	Barista	variable	and	consumer	loyalty.	In	other	words,	Hypothesis	4	is	accepted.	
Hypothesis	5:	Customer	Satisfaction	has	a	positive	and	significant	effect	on	Customer	Loyalty.	

The	research	data	analysis	results,	based	on	Table	5,	show	that	the	path	coefficient	value	of	the	
effect	of	consumer	satisfaction	on	consumer	loyalty	is	0.574,	which	is	greater	than	0,	and	the	p-value	is	
0.000,	which	 is	 less	 than	0.05.	Therefore,	 it	 can	be	concluded	 that	 there	 is	a	positive	and	significant	
influence	between	the	customer	satisfaction	variable	and	customer	loyalty.	In	other	words,	Hypothesis	
5	is	accepted.	

	
Table	6.	Indirect	Effect	Test	Result	

Hypothesis	 Relationship	 Path	
Coeffisients	

P	
Values	

Information	

H6	 Store	Atmosphere	->	Satisfaction	
->	Loyalty	

0,107	 0,030	 Significant	

H7	 Barista	->	Satisfaction	->	Loyalty	 0,383	 0,000	 Significant	
	
Hypothesis	6:	Customer	satisfaction	mediates	the	effect	of	store	atmosphere	on	customer	loyalty.	

The	results	of	the	data	analysis,	presented	in	Table	6,	indicate	that	the	path	coefficient	value	of	
the	 effect	 of	 store	 atmosphere	on	 customer	 loyalty	 through	 customer	 satisfaction	 is	 0.107,	which	 is	
greater	 than	 0,	 and	 the	 p-value	 is	 0.030,	 which	 is	 less	 than	 0.05.	 Therefore,	 the	 data	 suggest	 that	
customer	satisfaction	can	mediate	the	effect	of	store	atmosphere	on	customer	loyalty,	or	in	other	words,	
Hypothesis	6	is	accepted.	
Hypothesis	7:	Customer	satisfaction	mediates	the	effect	of	barista	on	customer	loyalty.	

The	results	of	the	data	analysis,	presented	in	Table	6,	indicate	that	the	path	coefficient	value	of	
the	effect	of	barista	on	customer	loyalty	through	customer	satisfaction	is	0.383,	which	is	greater	than	0,	
and	the	p-value	is	0.000,	which	is	less	than	0.05.	Therefore,	the	data	suggest	that	customer	satisfaction	
can	mediate	the	effect	of	Barista	on	customer	loyalty,	or	in	other	words,	Hypothesis	7	is	accepted.	
Discussion		
The	effect	of	Store	Atmosphere	on	customer	satisfaction	
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The	 study's	 results	 indicate	 that	 the	 store	 atmosphere	 positively	 and	 significantly	 impacts	
customer	 satisfaction.	 This	 includes	 the	 interior	 design	 and	 various	 facilities	 available,	 such	 as	 the	
layout,	architecture,	colour,	 lighting,	 temperature,	music,	and	aroma.	These	elements	aim	to	create	a	
positive	impression	and	bring	satisfaction	to	consumers	when	visiting	and	transacting	in	coffee	shops.	
This	demonstrates	that	an	appealing	store	atmosphere	can	enhance	customer	satisfaction.	The	research	
conducted	in	this	study	is	also	corroborated	by	previous	studies	(Nasrul	Efendi	et	al.,	2023;	Utomo	&	
Maskur,	2022)	
The	effect	of	Store	Atmosphere	on	customer	loyalty	

The	results	showed	that	store	atmosphere	has	a	positive	and	significant	 impact	on	customer	
loyalty,	this	is	in	line	with	previous	research	(Francioni	et	al.,	2018).	However,	frequent	shopping	does	
not	necessarily	equate	to	loyalty	to	a	particular	store,	as	low-frequency	shoppers	can	also	exhibit	loyalty.	
This	finding	is	consistent	with	previous	research	by	East	et	al	(2000),	which	demonstrated	that	frequent	
shoppers	tend	to	visit	multiple	stores,	thereby	reducing	their	store	loyalty.	

The	 researcher	 suggests	 that	 coffee	 shop	 entrepreneurs	 should	 not	 rely	 solely	 on	 customer	
loyalty	as	a	basis	for	their	marketing	strategies.	Rintamäki	et	al.	(2006)		It	is	important	to	consider	the	
role	 of	 store	 atmosphere,	 and	 vice	 versa,	 when	 evaluating	 the	 success	 of	 a	 store	 loyalty	 program,	
managers	 should	 expand	 their	 assessment	 criteria	 to	 include	 the	 commercial	 offer	 and	 shopping	
experience	that	customers	seek	when	visiting	a	coffee	shop.	
The	Effect	of	Barista	on	Customer	Satisfaction	

The	study	results	suggest	that	baristas	significantly	and	positively	impact	customer	satisfaction.	
It	can	be	inferred	that	baristas	establish	effective	communication	by	displaying	a	positive	attitude	while	
serving	customers.	This	finding	is	consistent	with	previous	research	(Rashif	&	Yulianita,	2023;	Rizki	et	
al.,	2019)	

Therefore,	retailers	should	provide	empowerment	or	training	for	baristas	to	improve	their	skills	
and	effectively	communicate	with	consumers.	As	(Alfiansyah,	2023)	stated,	employee	empowerment	
can	enhance	 skills.	This	 implies	 that	 the	barista's	 skills	 and	 communication	with	 customers	directly	
impact	customer	satisfaction	and	vice	versa.			
The	Effect	of	Barista	on	Customer	Loyalty	

The	study	findings	indicate	that	baristas	are	crucial	in	enhancing	customer	loyalty,	consistent	
with	prior	research	(Jaeroni	&	Wachdijono,	2023).	To	achieve	customer	loyalty,	coffee	shop	businesses	
in	Cirebon	and	other	 cities	 should	 focus	on	 improving	 the	quality	of	 their	baristas.	Researchers	 can	
examine	 barista	 variables	 and	 customer	 loyalty	 indicators	 to	 identify	 the	 most	 effective	 technical	
recommendations.	This	will	 help	businesses	understand	 the	dominant	 indicators	 and	 improve	 their	
services	accordingly.	

Efforts	to	achieve	or	increase	consumer	loyalty	can	be	accomplished	by	improving	the	quality	of	
barista	 friendliness.	 Additionally,	 coffee	 shop	 entrepreneurs	 can	 focus	 on	 one	 or	 a	 combination	 of	
elements	of	the	marketing	mix,	such	as	product	diversity,	taste,	and	branding	(Wachdijono	et	al.,	2019)	
											The	Effect	of	Customer	Satisfaction	on	Customer	Loyalty	

The	study's	results	indicate	that	customer	satisfaction	has	a	significant	and	positive	impact	on	
loyalty,	consistent	with	previous	research	(Joshua	Cuñado	et	al.,	2020;	Mudjiyanti	&	Sholihah,	2022).	
Therefore,	coffee	shop	entrepreneurs	should	improve	customer	satisfaction	by	enhancing	the	quality	of	
their	baristas,	the	comfort	of	the	shop's	atmosphere,	or	other	relevant	aspects.	Picón	et	al	(2014)	State	
that	satisfaction	is	crucial	 in	building	loyalty.	Assuming	that	the	 level	of	satisfaction	with	the	service	
provider	is	the	primary	factor	in	determining	loyalty	to	the	service	provider.		
The	Mediating	Effect	of	Customer	Satisfaction	on	Store	Atmosphere	on	Customer	Loyalty	
											The	study	demonstrates	that	the	store	atmosphere	positively	and	significantly	impacts	customer	
loyalty	through	customer	satisfaction.	The	statistical	testing	results	indicate	that	the	store	atmosphere	
positively	 and	 significantly	 affects	 customer	 loyalty	 by	 mediating	 customer	 satisfaction.	 Increasing	
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comfort	 and	 improving	 the	 store	 atmosphere	 can	 enhance	 customer	 satisfaction	 and	 mediate	 the	
relationship	between	customer	satisfaction	and	customer	loyalty.	
The	Mediating	Effect	of	Customer	Satisfaction	on	Barista	on	Customer	Loyalty	
										This	study	demonstrates	that	baristas	positively	and	significantly	impact	customer	loyalty	through	
customer	satisfaction.	The	statistical	 testing	results	 indicate	that	baristas	positively	and	significantly	
affect	customer	 loyalty	by	mediating	customer	satisfaction.	Training	or	empowerment	programs	can	
improve	baristas'	skills,	leading	to	increased	customer	satisfaction	and	customer	loyalty.	Skilled	baristas	
with	effective	communication	abilities	can	mediate	the	relationship	between	customer	satisfaction	and	
loyalty.	
	
CONCLUSION	

This	study	presents	a	comprehensive	analysis	of	 the	relationship	between	store	atmosphere,	
baristas,	 customer	 satisfaction,	 and	 customer	 loyalty	 in	 coffee	 shops	 located	 in	 Cirebon	 City.	 The	
research	 findings	confirm	 that	 store	atmosphere	has	a	positive	 impact	on	customer	satisfaction	and	
customer	loyalty.	The	coffee	shop	in	Cirebon	aims	to	enhance	the	store	atmosphere	by	improving	the	
interior	design	and	various	facilities,	including	layout,	architecture,	colour,	lighting,	temperature,	music,	
and	aroma.	These	factors	are	expected	to	increase	customer	satisfaction,	leading	to	customer	loyalty.	It	
can	be	concluded	that	the	store	atmosphere	significantly	impacts	customer	loyalty	through	customer	
satisfaction.	 The	 research	 also	 confirms	 that	 baristas	 positively	 impact	 customer	 satisfaction	 and	
loyalty.	Coffee	shop	owners	in	Cirebon	City	can	provide	training	or	empowerment	to	each	employee	or	
barista	 to	 improve	 consumer	 communication.	 These	 factors	 are	 expected	 to	 increase	 consumer	
satisfaction	and	loyalty.	It	can	be	concluded	that	baristas	significantly	impact	customer	loyalty	through	
customer	satisfaction.	This	study	acknowledges	its	limitations,	such	as	its	specific	location	and	scope,	
and	 encourages	 future	 research	 to	 expand	 the	 geographical	 area	 and	 increase	 the	 sample	 size.	
Additionally,	 it	 suggests	 that	 future	 researchers	 explore	 other	 variables	 that	 may	 contribute	 to	
consumer	 loyalty	 in	 coffee	 shops.	 This	 study	 offers	 valuable	 insights	 for	 coffee	 shop	 owners	 and	
researchers	 seeking	 to	 comprehend	 and	 enhance	 customer	 loyalty	 influenced	 by	 store	 atmosphere,	
baristas,	and	customer	satisfaction.	
	
REFERENCES	
Alfakhri,	 D.,	 Harness,	 D.,	 Nicholson,	 J.,	 &	 Harness,	 T.	 (2018).	 The	 role	 of	 aesthetics	 and	 design	 in	

hotelscape:	A	phenomenological	investigation	of	cosmopolitan	consumers.	Journal	of	Business	
Research,	85,	523–531.	https://doi.org/10.1016/j.jbusres.2017.10.031	

Alfiansyah,	R.,	Pamungkas,	R.	A.,	&	Rosmaningsih,	D.	E.	(2023).	EDUKASI	PEMASARAN	PRODUK	UMKM	
MELALUI	STRATEGI	PRODUCT	BRANDING.	MUSYAWARAH	Jurnal	Pengabdian	Masyarakat,	2(1).	
http://jurnal.anfa.co.id/index.php/musyawarah/	

Alfiansyah,	 R.,	 Rohidatul	 Aisya,	 R.,	 Rosmaningsih,	 D.	 E.,	 &	 Muthiarsih,	 T.	 (2023).	 IMPLEMENTASI	
STRATEGI	BRAND	IMAGE	DAN	PROMOSI	MEDIA	DIGITAL	PADA	PABRIK	TAHU.	Communnity	
Development	Journal,	4,	7177–7182.	

Amani,	A.	F.,	&	Ihsaniyati,	H.	(2020).	Barista	Art:	Coffee	Education	Strategy	to	The	Community.	Jurnal	
Seni	Budaya,	35(2),	127–132.	

Ballato,	 R.,	 Latuni,	 G.,	 &	 Takalumang,	 L.	 (2023).	 PENGARUH	 LIVE	 MUSIC	 PADA	 DAYA	 TARIK	
PENGUNJUNG	DI	KAFE	REID	COFFEE	&	EATERY	DI	BITUNG.	Kompetisi:	Jurnal	Ilimiah	Bahasa	
Dan	Seni,	3(10).	https://doi.org/https://doi.org/10.53682/kompetensi.v3i10.6603	

Barati,	M.,	Taheri-Kharameh,	Z.,	Farghadani,	Z.,	&	Rásky,	É.	(2019).	Validity	and	reliability	evaluation	of	
the	persian	version	of	 the	heart	 failure-specific	health	 literacy	scale.	 International	 Journal	of	
Community	 Based	 Nursing	 and	 Midwifery,	 7(3),	 222–230.	
https://doi.org/10.30476/IJCBNM.2019.44997	



International	Journal	of	Social	Service	and	Research		 https://ijssr.ridwaninstitute.co.id/	

IJSSR	Page	10	

Benitez,	 J.,	Henseler,	 J.,	 Castillo,	A.,	&	Schuberth,	F.	 (2020).	How	 to	perform	and	 report	 an	 impactful	
analysis	using	partial	least	squares:	Guidelines	for	confirmatory	and	explanatory	IS	research.	
Information	and	Management,	57(2).	https://doi.org/10.1016/j.im.2019.05.003	

Binaraesa,	 N.	 N.	 P.	 C.,	 Hidayat,	 I.,	 &	 Lestariningsih,	 M.	 (2021).	 STORE	 ATMOSPHERE	MEMODERASI	
PENGARUH	 KUALITAS	 MAKANAN	 DAN	 KUALITAS	 LAYANAN	 TERHADAP	 KEPUASAN	
KONSUMEN	 (Studi	 pada	 Konsumen	 Moonk	 Cartil	 &	 Cafe	 Surabaya).	 Jurnal	 Manajemen	
Pemasaran,	15(2),	61–68.	https://doi.org/10.9744/pemasaran.15.2.61─68	

Bruckberger,	G.,	Fuchs,	C.,	Schreier,	M.,	&	Osselaer,	S.	M.	J.	Van.	(2023).	Retailing	Groundedness:	How	to	
improve	 customer	 experience,	 brand	 perceptions,	 and	 customer	 loyalty	 through	 feelings	 of	
groundedness.	 Journal	 of	 Retailing,	 99(4),	 594–604.	
https://doi.org/10.1016/j.jretai.2023.11.004	

Cachero-Martínez,	 S.,	&	Vázquez-Casielles,	 R.	 (2021).	 Building	 consumer	 loyalty	 through	 e-shopping	
experiences:	The	mediating	 role	of	 emotions.	 Journal	of	Retailing	and	Consumer	Services,	60.	
https://doi.org/10.1016/j.jretconser.2021.102481	

Camilleri,	M.	A.,	&	Filieri,	R.	(2023).	Customer	satisfaction	and	loyalty	with	online	consumer	reviews:	
Factors	 affecting	 revisit	 intentions.	 International	 Journal	 of	 Hospitality	 Management,	 114.	
https://doi.org/10.1016/j.ijhm.2023.103575	

Cardoso,	A.,	Gabriel,	M.,	Figueiredo,	J.,	Oliveira,	I.,	Rêgo,	R.,	Silva,	R.,	Oliveira,	M.,	&	Meirinhos,	G.	(2022).	
Trust	and	Loyalty	in	Building	the	Brand	Relationship	with	the	Customer:	Empirical	Analysis	in	
a	 Retail	 Chain	 in	 Northern	 Brazil.	 Journal	 of	 Open	 Innovation:	 Technology,	 Market,	 and	
Complexity,	8(3).	https://doi.org/10.3390/joitmc8030109	

Chadios,	K.,	&	Dennis,	M.	(2005).	The	Urban	Coffee	Shop	ROTCH.	
Chen,	P.	T.,	&	Hu,	H.	H.	(2010).	The	effect	of	relational	benefits	on	perceived	value	in	relation	to	customer	

loyalty:	An	empirical	 study	 in	 the	Australian	 coffee	outlets	 industry.	 International	 Journal	 of	
Hospitality	Management,	29(3),	405–412.	https://doi.org/10.1016/j.ijhm.2009.09.006	

Chin,	W.	W.	(1988).	The	Partial	Least	Squares	Approach	to	Structural	Equation	Modeling.			Advances	in	
Hospitality	and	Leisure	·	,	277–319.	https://www.researchgate.net/publication/311766005	

Deborah	 Ball.	 (2005,	 October	 25).	 Lattes	 Lure	 Brits	 to	 Coffee.	 The	 Wall	 Street	 Journal.	
https://www.wsj.com/articles/SB112976614135073805	

Dewi	Aminatuz	Zuhriyah.	(2019,	July	8).	Strategi	Starbucks	Hadapi	Panasnya	Kompetisi	Bisnis	Kopi	di	
Indonesia		 .	 Ekonomi.Com.	
https://ekonomi.bisnis.com/read/20190808/12/1134170/strategi-starbucks-hadapi-
panasnya-kompetisi-bisnis-kopi-di-indonesia	

Donovan,	R.,	&	Rossiter,	J.	(1982).	Store	Atmosphere:	An	Environmental	Psychology	Approach.	Journal	
Of	Retailing,	58(1).	https://www.researchgate.net/publication/248766608	

East,	 R.,	Hammond,	K.,	Harris,	 P.,	 &	 Lomax,	W.	 (2000).	 First-Store	 Loyalty	 and	Retention.	 Journal	 of	
Marketing	Management,	16(4),	307–325.	https://doi.org/10.1362/026725700784772907	

Eichinger,	 I.,	Schreier,	M.,	&	van	Osselaer,	S.	M.	 J.	 (2022).	Connecting	to	Place,	People,	and	Past:	How	
Products	 Make	 Us	 Feel	 Grounded.	 Journal	 of	 Marketing,	 86(4),	 1–16.	
https://doi.org/10.1177/00222429211027469	

Emerson,	R.	W.	(2021).	Convenience	Sampling	Revisited:	Embracing	Its	Limitations	Through	Thoughtful	
Study	Design.	In	Journal	of	Visual	Impairment	and	Blindness	(Vol.	115,	Issue	1,	pp.	76–77).	SAGE	
Publications	Ltd.	https://doi.org/10.1177/0145482X20987707	

Ettis,	S.	A.	(2017).	Examining	the	relationships	between	online	store	atmospheric	color,	flow	experience	
and	 consumer	 behavior.	 Journal	 of	 Retailing	 and	 Consumer	 Services,	 37,	 43–55.	
https://doi.org/10.1016/j.jretconser.2017.03.007	

Euromonitor.	 (2022,	 February	 3).	 RTD	 Coffe	 In	 Indonesia.	 Euromonitor	 Internasional.	
https://www.euromonitor.com/rtd-coffee-in-
indonesia/report?recid=2840016245012&id=462818	



International	Journal	of	Social	Service	and	Research,		
Rifky	Alfiansyah1,	Rafly	Abdi	Pamungkas2,	Saeful	Bakhri3,	Jefry	Romdonny4	

IJSSR Page	11	

Euromonitor	 Tim.	 (2022).	 Coffee	 in	 Western	 Europe,	 Coffee	 in	 Eastern	 Europe,	 Coffee	 in	 Australia	
continent,	 Coffee	 in	 African	 continent.	 Euromonitor	 International.	
https://www.euromonitor.com/coffee-in-western-europe/report	

Faqih,	A.,	Aisyah,	S.,	Wachdijono,	W.,	&	Rosdiana,	E.	(2022).	The	Influence	Of	Building	And	Atmosphere	
On	 The	 Development	 Of	 Coffee	 Shop	 Businesses	 In	 The	 SDGs	 Era	 Through	 Social	Media	 As	
Intervening	 Variable.	 Jurnal	 Manajemen	 Industri	 Dan	 Logistik,	 6(1),	 99–111.	
https://doi.org/10.30988/jmil.v6i1.1010	

Fatkurrohim,	Hanani,	N.,	&	Syafrial.	(2022).	The	Impact	of	Input	and	Output	Prices	on	Indonesian	Coffee	
Production	 and	 Trade	 Performance.	 HABITAT,	 33(1),	 33–43.	
https://doi.org/10.21776/ub.habitat.2022.033.1.4	

Francioni,	B.,	Savelli,	E.,	&	Cioppi,	M.	(2018).	Store	satisfaction	and	store	loyalty:	The	moderating	role	of	
store	 atmosphere.	 Journal	 of	 Retailing	 and	 Consumer	 Services,	 43,	 333–341.	
https://doi.org/10.1016/j.jretconser.2018.05.005	

Gotz,	O.,	Liehr-Gobbers,	K.,	&	Krafft,	M.	(2010).	Handbook	of	Partial	Least	Squares.	In	Handbook	of	Partial	
Least	Squares.	Springer	Berlin	Heidelberg.	https://doi.org/10.1007/978-3-540-32827-8	

Grewal,	D.,	Baker,	J.,	Levy,	M.,	&	Voss,	G.	B.	(2003).	The	effects	of	wait	expectations	and	store	atmosphere	
evaluations	on	patronage	intentions	in	service-intensive	retail	stores.	Journal	of	Retailing,	79(4),	
259–268.	https://doi.org/10.1016/j.jretai.2003.09.006	

Hair,	 J.	 F.,	 Black,	W.	 C.,	 Babin,	 B.	 J.	 ,	 &	 Anderson,	 R.	 E.	 (2019).	Multivariate	 data	 analysis	 (8th	 ed.).	 .	
Cengange.	https://doi.org/https://doi.org/10.1002/9781119409137.ch4	

Hair,	J.	F.,	Hult,	G.	T.	M.,	Ringle,	C.	M.,	&	Sarstedt,	M.	(2014).	A	primer	on	partial	least	squares	structural	
equations	modeling	(PLS-SEM).	European	Journal	Of	Tourism	Research,	211–213.	

Hameed,	Z.,	Khan,	I.	U.,	Islam,	T.,	Sheikh,	Z.,	&	Naeem,	R.	M.	(2020).	Do	green	HRM	practices	influence	
employees’	environmental	performance?	International	Journal	of	Manpower,	41(7),	1061–1079.	
https://doi.org/10.1108/IJM-08-2019-0407	

Han,	H.,	Nguyen,	H.	N.,	Song,	H.,	Chua,	B.	L.,	Lee,	S.,	&	Kim,	W.	(2018).	Drivers	of	brand	loyalty	in	the	chain	
coffee	 shop	 industry.	 International	 Journal	 of	 Hospitality	 Management,	 72,	 86–97.	
https://doi.org/10.1016/j.ijhm.2017.12.011	

Henseler,	J.,	Ringle,	C.	M.,	&	Sinkovics,	R.	R.	(2009).	The	use	of	partial	 least	squares	path	modeling	in	
international	 marketing.	 Advances	 in	 International	 Marketing,	 20,	 277–319.	
https://doi.org/10.1108/S1474-7979(2009)0000020014	

Isbandi,	 I.,	&	Handayani,	N.	D.	 (2020).	 Illocutionary	act	between	barista	and	customers	 in	 starbucks	
coffee	shop	at	Changi	airport.	Journal	of	Research	on	English	and	Language	Learning	(J-REaLL),	
1(2),	142.	https://doi.org/10.33474/j-reall.v1i2.6923	

Jaeroni,	 A.,	 &	 Wachdijono.	 (2023).	 THE	 INFLUENCE	 OF	 BARISTA	 ON	 COFFEE	 SHOP	 CONSUMER	
LOYALTY	IN	THE	CITY	OF	BANDUNG.	Prosiding	Seminar	Nasional	Hasil	Penelitian	Agribisnis	VII,	
7(1),	109–117.	

Joshua	Cuñado,	A.	P.,	Ann	Cuñado,	J.	L.,	Marie	Palmada,	E.	D.,	Jane	Mumar,	Z.	A.,	Naeg,	R.	A.,	&	Pagod,	J.	M.	
(2020).	 Determining	 the	 Role	 of	 Customer	 Satisfaction	 in	 Gaining	 Customer	 Loyalty	 among	
Cafés.	University	of	Bohol	Multidisciplinary	Research	Journal,	8,	74–85.	https://orcid.org/0000-
0003-3256-8082	

Kim,	D.,	 Hyun,	H.,	 &	 Park,	 J.	 (2020).	 The	 effect	 of	 interior	 color	 on	 customers’	 aesthetic	 perception,	
emotion,	 and	 behavior	 in	 the	 luxury	 service.	 Journal	 of	 Retailing	 and	 Consumer	 Services,	57.	
https://doi.org/10.1016/j.jretconser.2020.102252	

Kotler,	 P.	 (1974).	 Atmospherics	 as	 a	 Marketing	 Tool.	 Journal	 of	 Retailing,	 49(4).	
https://www.researchgate.net/publication/239435728	



International	Journal	of	Social	Service	and	Research		 https://ijssr.ridwaninstitute.co.id/	

IJSSR	Page	12	

Liaquat,	M.,	Ahmed,	G.,	Ismail,	H.,	Ul	Ain,	Q.,	Irshad,	S.,	Sadaf	Izhar,	S.,	&	Tariq	Mughal,	M.	(2023).	Impact	
of	 Motivational	 Factors	 and	 Green	 Behaviors	 on	 Employee	 Environmental	 Performance.	
Research	in	Globalization,	100180.	https://doi.org/10.1016/j.resglo.2023.100180	

Liu,	 W.,	 &	 Si,	 S.	 (2022).	 Disruptive	 Innovation	 in	 the	 Context	 of	 Retailing:	 Digital	 Trends	 and	 the	
Internationalization	 of	 the	 Yiwu	 Commodity	 Market.	 Sustainability	 (Switzerland),	 14(13).	
https://doi.org/10.3390/su14137559	

Miles,	D.	A.	(2017).	A	Taxonomy	of	Research	Gaps:	Identifying	and	Defining	the	Seven	Research	Gaps.	
Doctoral	Student	Workshop.	

Miswanto,	 M.,	 &	 Angelia,	 Y.	 R.	 (2017).	 THE	 INFLUENCE	 OF	 SERVICE	 QUALITY	 AND	 STORE	
ATMOSPHERE	ON	CUSTOMER	SATISFACTION.	 Jurnal	Manajemen	Dan	Kewirausahaan,	19(2).	
https://doi.org/10.9744/jmk.19.2.106-111	

Mone,	R.	(2023,	September	7).	Kopi	Fest	Indonesia	2023,	Ajang	Berkumpulnya	UMKM	dan	Pecinta	Kopi.	
M.News.Com.	 https://mnews.co.id/read/fokus/kopi-fest-indonesia-2023-ajang-
berkumpulnya-umkm-dan-pecinta-
kopi/#:~:text=Asosiasi%20Pengusaha%20Kopi%20dan%20Cokelat,diperkirakan%20akan%
20mencapai%20Rp80%20triliun.	

Mudjiyanti,	 R.,	 &	 Sholihah,	M.	 (2022).	 The	 Effect	 of	 Cafe	 Atmosphere	 on	 Loyalty	 through	 Customer	
Satisfaction.	 Innovation	 Business	 Management	 and	 Accounting	 Journal,	 1(1),	 18–23.	
https://doi.org/10.56070/ibmaj.v1i1.5	

Muhammad	 Adham	 Rashif,	 &	 Yulianita,	 N.	 (2023).	 Pengaruh	 Komunikasi	 Antarpribadi	 Barista	 dan	
Konsumen	 terhadap	Kepuasan	Konsumen.	Bandung	Conference	Series:	Public	Relations,	3(2),	
533–541.	https://doi.org/10.29313/bcspr.v3i2.8033	

Nabilah,	 M.	 (2023,	 July	 6).	 Indonesia	 Jadi	 Produsen	 Kopi	 Terbesar	 Ketiga	 di	 Dunia	 pada	 2022/2023.	
Databoks.Katadata.Co.Id.	
https://databoks.katadata.co.id/datapublish/2023/07/06/indonesia-jadi-produsen-kopi-
terbesar-ketiga-di-dunia-pada-20222023	

Nasrul	Efendi,	Tya	Wildana	Hapsari	Lubis,	&	Sugianta	Ovinus	Ginting.	(2023).	Pengaruh	Citra	Merek,	
Promosi,	 Kualitas	 Pelayan	 Dan	 Store	 Atmosphere	 Terhadap	 Kepuasan	 Konsumen.	 Jurnal	
Ekonomi,	28(2),	197–215.	https://doi.org/10.24912/je.v28i2.1626	

Oh,	D.,	Yoo,	M.	(Myongjee),	&	Lee,	Y.	(2019).	A	holistic	view	of	the	service	experience	at	coffee	franchises:	
A	 cross-cultural	 study.	 International	 Journal	 of	 Hospitality	 Management,	 82,	 68–81.	
https://doi.org/10.1016/j.ijhm.2019.03.022	

Oktafiani,	A.	R.,	Nita,	D.	A.	N.,	Rosiyani,	Khijjah,	D.	R.,	&	Wachdijono.	(2023).	The	Influence	of	Barista	on	
Coffee	 Shop	 Consumer	 Loyalty	 (Utilizing	 Indicators	 for	 Theoretical	 and	 Practical	 Purposes).	
JTUS,	1(8).	

Öztopcu,	A.	(2017).	EVALUATION	OF	COMPETITIVE	STRATEGIES	OF	COFFEE	RETAILING	IN	ASPECT	OF	
MARKET	ECONOMY.	Business	&	Management	Studies:	An	International	Journal,	5(2),	246–267.	
https://doi.org/10.15295/bmij.v5i2.89	

Picón,	A.,	Castro,	I.,	&	Roldán,	J.	L.	(2014).	The	relationship	between	satisfaction	and	loyalty:	A	mediator	
analysis.	 Journal	 of	 Business	 Research,	 67(5),	 746–751.	
https://doi.org/10.1016/j.jbusres.2013.11.038	

Purwadi,	P.,	Devitasari,	B.,	&	Caisar	Darma,	D.	 (2020).	 Store	Atmosphere,	 SERVQUAL	and	Consumer	
Loyalty.	 SEISENSE	 Journal	 of	 Management,	 3(4),	 21–30.	
https://doi.org/10.33215/sjom.v3i4.385	

Rintamäki,	T.,	Kanto,	A.,	Kuusela,	H.,	&	Spence,	M.	T.	(2006).	Decomposing	the	value	of	department	store	
shopping	into	utilitarian,	hedonic	and	social	dimensions:	Evidence	from	Finland.	International	
Journal	 of	 Retail	 &	 Distribution	 Management,	 34(1),	 6–24.	
https://doi.org/10.1108/09590550610642792	



International	Journal	of	Social	Service	and	Research,		
Rifky	Alfiansyah1,	Rafly	Abdi	Pamungkas2,	Saeful	Bakhri3,	Jefry	Romdonny4	

IJSSR Page	13	

Rizaty,	 M.	 A.	 (2023,	 May	 30).	 Penjualan	 Kopi	 Siap	 Minum	 RI	 Diproyeksi	 Naik	 4%	 pada	 2023.	
Dataindonesia.Id.	 https://dataindonesia.id/agribisnis-kehutanan/detail/penjualan-kopi-siap-
minum-ri-diproyeksi-naik-4-pada-2023	

Rizki,	 M.,	 Pambayun,	 P.,	 &	 Soedarsono,	 D.	 K.	 (2019).	 PENGARUH	 KOMUNIKASI	 INTERPERSONAL	
BARISTA	 TERHADAP	 KEPUASAN	 KONSUMEN.	 E-Proceeding	 of	 Management,	 6(2).	
http://www.big.go.id,	

Rodríguez,	P.	G.,	Villarreal,	R.,	Valiño,	P.	C.,	&	Blozis,	S.	(2020).	A	PLS-SEM	approach	to	understanding	E-
SQ,	 E-Satisfaction	 and	 E-Loyalty	 for	 fashion	 E-Retailers	 in	 Spain.	 Journal	 of	 Retailing	 and	
Consumer	Services,	57.	https://doi.org/10.1016/j.jretconser.2020.102201	

Sadono	Sukirno.	(2014).	Mikroekonomi	teori	pengantar	(3rd	ed.).	.	Raja	Grafindo	Persada.	
Sam,	 Y.	 K.,	 Husna,	H.,	 Lubis,	 A.,	 &	Mufti,	 R.	 D.	W.	 (2023).	 Store	Atmosphere	 dan	Kualitas	 Pelayanan	

Terhadap	 Loyalitas	 Konsumen	 Dimediasi	 Kepuasan	 Konsumen.	 Bisnis	 Digital	 Dan	
Kewirausahaan,	2(1),	35–49.	https://doi.org/10.55983/inov.v2i1.394	

Sari,	R.,	&	Halim,	C.	(2022).	Analisis	Strategi	Bisnis	Guna	Meningkatkan	Daya	Saing	pada	Coffee	Shop	di	
Bandar	Lampung	(Studi	Kasus	Dr.	Coffee).	 Jurnal	Ekonomi	Dan	Bisnis	Digital,	1(3),	231–248.	
https://doi.org/10.55927/ministal.v1i3.1139	

Shen,	Y.	C.,	Lin,	H.	Y.,	Chou,	C.	Y.,	Wu,	P.	H.,	&	Yang,	W.	H.	(2022).	“Yes,	I	know	you”:	the	role	of	source	
familiarity	 in	 the	 relationship	between	 service	 adaptive	behavior	 and	 customer	 satisfaction.	
Journal	of	Service	Theory	and	Practice,	32(5),	620–639.	https://doi.org/10.1108/JSTP-01-2022-
0017	

Shopa.	 S	 Fitria.	 (2023,	March	 18).	 Sedang	 Trend!	 Banyak	 Coffee	 Shop	 Terbaru	 di	 Sekitar	 Daerahmu,	
Ternyata	Ini	Alasannya.	RadarCirebonId.	https://radarcirebon.id/sedang-trend-banyak-coffee-
shop-terbaru-di-sekitar-daerahmu-ternyata-ini-alasannya/	

Sofia,	Firyal,	R.	N.,	Oktaviani,	A.,	Ghifari,	N.	M.,	&	Wachdijono.	(2023).	THE	EFFECT	OF	BARISTAS	ON	
CONSUMER	 SATISFACTION	 THROUGH	 COFFEE	 SHOP	 ATMOSPHERE	 AS	 AN	 INTERVENING	
VARIABLE.	JTUS,	1(8),	769.	

Stefani	 Ditamei.	 (2023,	 May	 24).	 5	 Merek	 Coffee	 Shop	 Populer	 di	 Korea	 Selatan.	 Khub	 By	 I-Style.	
https://khub.istyle.id/article/17060-merk-coffee-shop-di-korea/	

Stratton,	S.	J.	(2021).	Population	Research:	Convenience	Sampling	Strategies.	In	Prehospital	and	Disaster	
Medicine	 (Vol.	 36,	 Issue	 4,	 pp.	 373–374).	 Cambridge	 University	 Press.	
https://doi.org/10.1017/S1049023X21000649	

Sugiyono.	 (2019).	 Metode	 Penelitian	 Kuantitatif	 Kualitatif	 dan	 R&D.	 .	 Alfabeta.	
https://scholar.google.com/citations?view_op=view_citation&hl=id&user=MGOs5rkAAAAJ&ci
tation_for_view=MGOs5rkAAAAJ:yD5IFk8b50cC	

Sutrisno,	Reza	Irwansyah,	S.,	Rochmi,	A.,	Setiawan	Wibowo,	T.,	&	Utami	Rahmawati,	H.	(2022).	Analysis	
Of	Product	Quality,	Price	And	Brand	Awareness	On	The	Purchase	Decision	Of	Coffee	Products	
At	Mccafe	Fast	Food	Restaurant.	Management	Studies	and	Entrepreneurship	Journal,	3(6),	4121–
4128.	http://journal.yrpipku.com/index.php/msej	

Taufik,	A.,	Santoso,	S.,	Fahmi,	M.	I.,	Restuanto,	F.,	&	Yamin,	S.	(2022).	The	Role	of	Service	and	Product	
Quality	 on	 Customer	 Loyalty.	 Journal	 of	 Consumer	 Sciences,	 7(1),	 68–82.	
https://doi.org/10.29244/jcs.7.1.68-82	

Tucker,	C.	M.	(2011).	Coffee	culture :	local	experiences,	global	connections.	Routledge.	
USDA.	 (2023).	 Coffee:	 World	 Markets	 and	 Trade.	 United	 States	 Department	 of	 Agriculture	 Foreign	

Agricultural	Service.	https://public.govdelivery.com/accounts/USDAFAS/subscriber/new	
Utomo,	 P.,	 &	 Maskur,	 A.	 (2022).	 PENGARUH	 KUALITAS	 PRODUK,	 PERSEPSI	 HARGA,	 KUALITAS	

LAYANAN	DAN	STORE	ATMOSPHERE	TERHADAP	KEPUASAN	(Studi	Pada	Pelanggan	Antariksa	
Coffeeshop	 Semarang).	 Jurnal	 Ilmiah	 Ekonomi,	 17(1),	 40–60.	
http://ejournal.stiepena.ac.id/index.php/fe	



International	Journal	of	Social	Service	and	Research		 https://ijssr.ridwaninstitute.co.id/	

IJSSR	Page	14	

Vera,	J.,	&	Trujillo,	A.	(2013).	Service	quality	dimensions	and	superior	customer	perceived	value	in	retail	
banks:	An	empirical	study	on	Mexican	consumers.	Journal	of	Retailing	and	Consumer	Services,	
20(6),	579–586.	https://doi.org/10.1016/j.jretconser.2013.06.005	

Wachdijono,	 W.,	 Trisnaningsih,	 U.,	 &	 Wahyuni,	 S.	 (2019).	 Analisis	 Preferensi	 Konsumen	 Kopi	 di	
Lingkungan	Akademik	Universitas	Swadaya	Gunung	Jati	Cirebon	Pada	Era	Revolusi	Industri	4.0.	
Agriekonomika,	8(2),	181–193.	https://doi.org/10.21107/agriekonomika.v8i2.5427	

Yani-de-Soriano,	 M.	 M.,	 &	 Foxall,	 G.	 R.	 (2006).	 The	 emotional	 power	 of	 place:	 The	 fall	 and	 rise	 of	
dominance	 in	 retail	 research.	 Journal	 of	 Retailing	 and	 Consumer	 Services,	 13(6),	 403–416.	
https://doi.org/10.1016/j.jretconser.2006.02.007	

Yildirim,	 K.,	 Akalin-Baskaya,	 A.,	 &	 Hidayetoglu,	 M.	 L.	 (2007).	 Effects	 of	 indoor	 color	 on	 mood	 and	
cognitive	 performance.	 Building	 and	 Environment,	 42(9),	 3233–3240.	
https://doi.org/10.1016/j.buildenv.2006.07.037	

		
Copyright	holder:	

Rifky	Alfiansyah,	Rafly	Abdi	Pamungkas,	Saeful	Bakhri,	Jefry	Romdonny	(2024)	
	

First	publication	rights:	
International	Journal	of	Social	Service	and	Research	(IJSSR)	

	
This	article	is	licensed	under:	

	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	


