
 

 

1 INTRODUCTION 

The implementation of management science in marketing activities used to identify and meet 

human and social needs (Kotler & Keller, 2016). As in the case of coffee plantation commodi-

ties in Indonesia have applied marketing management knowledge so that coffee plantation 

commodities in Indonesia can score foreign exchange rates and have high commercial value. In 

2016, Indonesia ranked fourth in the world among the most quantity of production in the 

world after Brazil, Vietnam, and Colombia (Sudarto, 2017). According to the International Cof-

fee Organization (ICO) (Sudarto, 2017) states that the State of Indonesia occupies the seventh 

position as a consumer of coffee in the world. It was motivated by a change in the tradition of 

drinking coffee. Today, the traditions of drinking a cup of coffee are not only in entertaining 

guests or celebrating weddings, but in some activities such as meetings, reunions, dating, or 

gathering, then breakfast cannot be separated from a cup of coffee. Consumers can enjoy 

quality coffee not only at Starbucks or at Coffee Bean. But, the local coffee cafes are now pre-

sent everywhere from the roadside, business district, to the mall. The increasing number of 

new coffee shops can lead to increasingly fierce competition in the coffee industry. Situations 

like this require companies to create superior strategies.  
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ABSTRACT: Since the percentage of coffee consumption in Indonesia increased, coffee shop 
growth has increased as well. This phenomenon has caused tighter competition among coffee 
shop entrepreneurs and courage the businessman to understand consumer behavior to ex-
pand the market. Therefore, this study purposed to identify the factor of satisfaction and the 
positioning attributes that impact the consumer's satisfaction. This research investigated 184 
customers of Coffee Shop in Garut Regency. The method of this research using quantitative 
and the primary data obtained through observation and share the questionnaire. Then, the da-
ta analytics use factor analysis and multi-dimensional scaling. The result of the research four 
factors impact satisfaction to the customer these factors are the taste of coffee, the freshness 
of coffee, the appearance of coffee, and the originality menu. Besides, the positioning of cus-
tomer’s satisfaction indicates that freshness of coffee and originality menu has a similar per-
ception of coffee shop satisfaction while the taste of coffee and appearance of coffee has a dif-
ferent perception of coffee shop's customer.  
 
 



 

 

2 LITERATURE REVIEW 

2.1 Consumer Satisfaction 

According to (Kotler & Keller, 2009) the consumer satisfaction is the level of one's feelings af-

ter comparing the performance (or results) that consumers feel compared to their expecta-

tions. Consumers can experience one of three levels of satisfaction. But, when the perfor-

mance of service is under expectations, consumers are disappointed and reversely. According 

to (Tjiptono & Chandra, 2016), customer satisfaction is a response (emotional or cognitive re-

garding a particular focus (expectations, products, consumption experience) that occurs at a 

certain time, then the customer satisfaction consists of three components. This research exam-

ines three main attributes that can illustrate coffee shop characteristics: customer needs, de-

livery system, and value proposition. The prior research has defined customer needs as the 

producers must pay attention to what is required by consumers (Liu, et al., 2019). According to 

(Kotler & Keller, 2012) stated that the customer needs the taste of coffee, the freshness, the 

appearance of food, the originality menu, and the price list. Besides, those prior literature has 

shown that food quality is the most significant element in the foodservice business (Dorn, et 

al., 2016; Han & Hyun, 2017). The second variable that the study examines is the "delivery sys-

tem" which defined as the experience gained by consumers during the desired product that in-

cludes the quality of service (Han, et al., 2012; Ryu, et al., 2008). Similarly, according to (Hwang 

& Ok, 2013) revealed that in casual and fancy dining restaurants, outcomes (e.g., customer sat-

isfaction and favorable behavioral intention) determined by the interaction between custom-

ers and employees. The delivery system involves promptness of service, staff skill, the hospital-

ity of the staff, and the staff's appearance (Kim, et al., 2009; Ringle, et al., 2011). The third 

attribute of this research is the "value proposition" that defined as the value or benefits of ser-

vices offered to consumers includes hygiene and the atmosphere (design). Several studies 

have found that the selection of a restaurant is harder than in many other situations because 

both intangible and tangible products are involved. Customers are partially involved in a physi-

cal environment such as interior design, lighting, cleanliness, and size of the restaurant (Quan 

& Wang, 2004; Lopez, et al., 2018).  

3 RESEARCH METHOD 

This study schematizes the hypotheses and presents them in Figure 1. The confirmatory varia-

bles are customer needs, delivery systems, and value proposition. The four attributes are pos-

sible antecedents of satisfaction, and satisfaction considered to explain the positioning. Nu-

merous studies reviewed about measurement tools, and they adjusted in the study context: 

The items presented on a 5-point Likert scale (1 = strongly disagree–5 = strongly agree) and 

modified according to the study content. Then, the google form used as a collection technique 

to obtain the primary data by providing the questionnaire. The total number of participants 

was 184 (all were the customer of the coffee shop in Garut). For the data analysis, the Statisti-

cal Package for the Social Sciences (SPSS) version 20.0. Initially, the mean, mode, median, and 

standard deviation calculating to collect descriptive information. The method analysis that 

used in this study is frequency analysis to obtain the demographic of respondents, factor anal-

ysis, and multi-dimensional scaling. 



 

 

4 DISCUSSION 

In this research, to obtain the data to the coffee shop’s consumer satisfaction in Garut Regen-

cy, researchers distributed questionnaires to 184 respondents who are customers of Kopilogi 

Coffee Shop. The distribution of questionnaires conducted on August 9-April 4, 2020 online via 

Google Form, the characteristics of the respondents in this study are males accounted for 98 re-

spondents (53.26%) and females 86 (46.74%); 74 participants were in their 21-25 years old 

(40.22%) followed by the 20s (62 respondents,33.7%) and 26-30 years old (16.30%). In terms of the 

level of highest education, bachelor's degrees (66.30%) respondents and 46 (25%) had senior high 

school. Concerning annual income levels, Up to Rp.1.000,000 had the highest proportion, account-

ing for 53.26% (98), followed by Rp.1.000,000 – Rp. 2,000,000 (45 or 24.46%), and Rp.2.000,000 – 

Rp. 3,000,000  (21, 11.41%). In other characteristics, the usage of Coffee Shop illustrates the usage 

of the coffee shop based on 184 respondent's perspectives. Usually, almost respondents visit the 

coffee shop 3-4 times a week (48.37%); 63 participants visit the coffee shop 1-2 times a week 

(34.24%). There several purposes that they visit the coffee shop for gathering with their friends ac-

counted for 102 respondents (55.43%), and the other respondents reply to celebrate a special 

moment with family or family party 40 participants (21.74%). When they were visiting the coffee 

shop, the participants provide a consumption budget of about Rp 26,000 – Rp 30,000 accounted for 

61 respondents (33.15%); 47 respondents provide Rp 20,000-Rp25,000. The interesting data that 

the customer obtains the information from social media which accounted 157 participants 

(85.33%); 24 respondents obtained the information about the coffee shop from the other people 

(family member and friend), while the other media such as found by themselves unintentionally for 

3 participants (1.63%). In addition, the result shows that the overall reliability of each variable in 

the questionnaire indicates more than 0.6, which means high reliability. The factor analysis be-

gins by determining the correlation matrix of all indicator pairs in this study. Then, based on 

the KMO and Bartlett's Test indicate that the indicators correlated and worth further analysis.  

Table 4. Rotated Component Matrix 

Rotated Component Matrixa 

 Component 

1 2 3 4 

Taste of coffee -,307 ,319 ,472 -,086 

Freshness of coffee -,205 -,040 ,886 -,035 

Appearance of coffee ,300 -,022 ,890 -,108 

Originality Menu ,741 -,042 ,568 -,134 

Price of Menu ,919 ,075 ,134 -,069 

Promptness of Service ,892 ,136 -,169 ,131 

Staff Skill ,710 ,241 -,317 ,271 

Hospitality of Staff ,203 -,024 -,169 ,916 

Appearance of Staff ,032 ,139 -,115 ,889 

Interior design of coffee shop ,250 ,735 -,005 ,181 

Lighting of coffee shop ,155 ,910 ,000 ,097 

Cleanliness of coffee shop -,036 ,902 ,011 ,000 

Size of coffee shop -,306 ,371 ,198 ,498 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 



 

 

a. Rotation converged in 6 iterations. 

 
Then, from the 13 indicators above, summarized into four factors. The highest values of corre-
lation with the first factor consist of the originality menu, the price list, the promptness of ser-
vice, and staff skill. Then, the second factor consists of the interior design, the lighting of the 
coffee shop, and the cleanliness of the coffee shop. In addition, the third factor consists of the 
taste of coffee, the freshness of coffee, and the appearance of coffee. Then,  the fourth factor 
consists of the hospitality of the staff, the appearance of staff, and the size of the coffee shop.  
In addition, the figures in the table are factor loading that shows the magnitude of the correla-
tion between indicators factors 1, 2, 3, and factor 4. The process of determining indicators fac-
tors conducted by making a comparison on each row. The multi-dimensional scaling (MDS) 
used in this research to investigates the positioning of attributes that impact on customer sat-
isfaction by comparing the Euclidean distance.  

 
Figure 1. Results of the Euclidean distance model 
 
Based on the picture above, indicate that the value of stress as of .036241 indicates the good-
ness of data was perfect, and the coefficient of determination (RSQ) value found to be com-
paratively high at .12073. Then, the positioning map illustrated that staff skill, the taste of cof-
fee, price menu, and cleanliness of coffee shop has a higher value of 2 dimensions than other 
variables. In other words, the hospitality of the staff, taste of coffee, the appearance of coffee, 
and the price of the menu showed a higher score than others in dimension 1. 

5 CONCLUSION  

Based on the results of research and discussion conducted regarding the analysis of factors 
that encourage satisfaction of Coffee Shop in Garut Regency, the researchers concluded from 
the results based on responses from 184 respondents using factor from 13 indicators that are 
determined to form 4 factors that can drive business success. The factors are the taste of cof-
fee, the freshness of coffee, the appearance of coffee, and the originality menu. Meanwhile, 
based on the positioning of customer’s perception using Multi-Dimensional Scaling indicate 
that staff skill, the taste of coffee, price menu, and cleanliness of coffee shop has a higher val-
ue of dimension 2 than other variables. Meanwhile, the hospitality of the staff, the taste of 
coffee, the appearance of coffee, and the price list showed a higher score than others in di-
mension 1. 
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