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ABSTRACT 
This study aims to explore the relationship between atmosphere, employee attitudes, 

service quality, coffee quality, and customer satisfaction on customer loyalty in coffee 
shops. The research method used is quantitative with a descriptive approach. Data 
collection using a survey and distributed via a google form barcode with a questionnaire, 
a data analysis method using Structural Equation Modeling (SEM). The research findings 
show that atmosphere, employee attitudes, and coffee quality have a significant effect on 
customer satisfaction, while service quality does not show a significant impact. Customer 
satisfaction, in turn, has a positive effect on customer loyalty. This study emphasizes the 
importance of a pleasant atmosphere, positive employee attitudes, and high coffee quality 
in increasing customer satisfaction and loyalty. These findings provide valuable insights 

for coffee shop managers in designing strategies to improve customer experience and 
ensure their loyalty. 
 

Keywords: Atmosphere, Employee Attitude, Service Quality, Coffee Quality, Customer 

Satisfaction, Customer Loyalty. 

 
 

INTRODUCTION 
Nowadays, coffee shops are important for some people in their daily activities such as 
relaxing, working, studying, meeting friends and meetings (Diatmono et al., 2020; 
Rumaidlany et al., 2022; Selvi & Ningrum, 2020). Data shows that the number of Tuku 
coffee shops has 46 shops and 10 cloud kitchens located in the Jabodetabek and East Java 
areas (Nuky, 2024). In a business like a coffee shop, the quality of service provided can 
create its own satisfaction for customers, when customers are satisfied with the quality of 

the products served, consistent taste and aroma and good service tend to become loyal 
customers and may recommend the coffee shop to others (Chandra et al., 2019; Giacalone 
et al., 2016; Imran, Mariam, et al., 2020; Sukarno et al., 2020). Customer loyalty is the 
main thing that must be maintained in an entrepreneur (Hair et al., 2021; Imran, Arvian, 
et al., 2020; K. Kurniawati et al., 2024; Mariam et al., 2021). That customer loyalty can 
help researchers and practitioners in their efforts to understand the complex interactions 
between trust and distrust factors, especially when trying to generate or increase customer 
loyalty (Ghazmahadi et al., 2020; Meidiyanty et al., 2023; Nurdiansyah et al., 2020; Utz 
et al., 2023). Customer loyalty as a positive opinion of customers towards an organization 

Service Quality, 

Satisfaction and 
Loyalty 

 

 

_____1697 
 
 

Submitted:  

AUGUST 2024 

 
 Accepted:  

SEPTEMBER 2024   

JIMKES 
 

Jurnal Ilmiah Manajemen  

Kesatuan 
Vol. 12 No.5, 2024 

pp. 1697 - 1714 
IBI Kesatuan 

ISSN 2337 – 7860  

E-ISSN 2721 – 169X 
DOI: 10.37641/jimkes.v12i5.2824  

 

mailto:siti.mariam@esaunggul.ac.id
mailto:abdul.haeba@esaunggul.ac.id
mailto:siti.mariam@esaunggul.ac.id


and has always been a source of attention for both businesses and academics (Amalia et 
al., 2024; Chen et al., 2023; Lin et al., 2021; Sinurat et al., 2024). In industrial businesses 
must understand how to encourage customer loyalty to their cafes (Jin et al., 2022; 
Khasanah et al., 2021; Nurcahyani et al., 2023; M. P. Pratama et al., 2023).  
Customer satisfaction can be assessed through their cognitive and emotional reactions 
(Febriani et al., 2023; Kalim et al., 2024; Rezaldi & Mariam, 2021; Yunus et al., 2023). 
The main purpose of customer satisfaction is to determine customer needs in meeting 
needs that are achieved through continuous customer feedback (Kiran, 2010; Mariam et 
al., 2023; Steven et al., 2023; Sutriani et al., 2024). Likewise with customer expectations 
that quality goods and services are a satisfaction for customers (Islahulkhair & Muhajirin, 
2022; Mariam et al., 2022; Megawaty et al., 2024; R. A. Pratama et al., 2023).  
The atmosphere in a coffee shop often depicts the image of a place as a sign of a visit in 
the form of taking photos (Bachtiar et al., 2023; Chang & Spierings, 2023; Situmorang et 
al., 2023; Utama et al., 2020). The atmosphere of the environment or the atmosphere of 
the shop becomes as comfortable as possible to attract customers who come to the shop 
and buy the products sold (Mulyadi et al., 2020; Pasaribu & Khalid, 2023; Rizky et al., 

2023; Takaya et al., 2019).  
Employee attitudes and customer loyalty are not influenced by customer perceptions 
(Fachridian et al., 2024; Mariam et al., 2020; Miaty et al., 2024; Selvarajan et al., 2006). 
Employees reported that there was no negative impact on employee attitudes there are 
theories and predictions in the company (Felstead & Reuschke, 2023; Ramli et al., 2020; 
Supiati et al., 2021; Takaya et al., 2020).  
Service quality is widely recognized as a determining factor in success in differentiating 
itself from competitors (Angelo et al., 2024; Ramli & Novariani, 2020; Thamanda et al., 
2024). Knowing the quality of service with customer satisfaction with transactions or 
general positive promotions from one person to another, and repurchase intentions 
(Prassida et al., 2024).  

Healthy product quality then all samples are also selected to be processed dry or unwashed 
(Bolka & Emire, 2020; Rinaldi & Ramli, 2023). Coffee assessments including aroma, 
aftertaste, acidity, balance, sweetness, cup cleanliness, and other related properties are 
used in assessing product quality (Munoz et al., 2022).  

Based on several studies above, it is important to know the quality of service and customer 
satisfaction in influencing customer loyalty. However, there are differences between the 
current study and the previous study (Lee et al., 2018). The previous study used IT service 

variables, while in the current study the author replaced the variable with service quality 
variables. The addition of this service quality variable is to determine the effect on 
customer loyalty from the quality of service provided. If the previous study chose 
Starbucks coffee shops as the object, then in the current study the author uses Tuku coffee 
shops as the object. The purpose of this study is to determine the factors influencing 
customer loyalty at Tuku coffee shops. This study is expected to provide deeper 
knowledge about customer perceptions and behavior that shape their loyalty in buying 
coffee products at Tuku coffee shops. 

 

LITERATUR REVIEW 

Atmosphere  
Café atmosphere is a physical attribute used to create an impression, foster loyalty, and 

attract customers (Purwadi et al., 2020). Store owners should consider various elements 

such as window displays, music, mannequin displays, lighting, color, visual 
merchandising, signage, store design, and atmosphere to make their stores attractive to 
customers (Furqan Khan et al., 2023; Mariam & Ramli, 2017, 2023). In addition, perhaps 
a comprehensive understanding of how store atmosphere affects the perception of parent 
brand quality can increase the effectiveness of brand extension strategies (Dewi & Ramli, 
2023; Gultekin & Sarac, 2021; Mariam & Ramli, 2021). 
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Employee Attitude  

Sicilia et al, (2021) a more positive attitude towards employees will be produced if we 

show happiness than if we show anger. Employee attitudes become dissatisfied because 
of these things and many of them resist change (Gunawan & Ramli, 2023; Heim & 
Gierlich-Joas, 2022; Sari & Ramli, 2023; Sylvia & Ramli, 2023). Employee attitudes, 
refers to the extent to which employees trust the people they work for, are proud of what 
they do, enjoy the people they work for (Brunner & Baum, 2020; Eki & Ramli, 2024; 
Mulya & Ramli, 2023). 

Service Quality  
According to Asnawi et al, (2020) quality can be denied in the timeliness to meet customer 

expectations. Because the quality of a service is influenced by the services provided and 
the products delivered, evaluation is difficult (Mendocilla et al., 2020; Rahmawati & 
Ramli, 2024; Ramli & Mariam, 2020). This study includes a large body of basic literature 
that suggests the importance of experience touchpoints in understanding how people 
perceive the quality of the services they receive (Harahap & Ramli, 2023; Maharani & 
Ramli, 2024; Senapati & Panda, 2023). 

Product Quality  
According to Sualeh et al, (2020)  product quality is one of the most important factors in 

helping producers support in order to reach the global coffee market. The global market 
that increases product quality with a new approach process for product quality markers 
(Bagnulo et al., 2024). Meanwhile, according to Ha & Jang, (2009) product quality is a 

characteristic that determines both the taste, aroma and overall coffee drinking experience 
for customers in coffee shops. 

Customer Satisfaction  
According to Han & Hyun, (2017) explains that customer satisfaction is the main element 
that is important in doing service business because it can be associated with examples of 
positive business results, increasing sales levels and customer loyalty. One of the culinary 
businesses that is growing and promising today is the coffee shop business (Mariam et al., 

2022). The level of competition increases along with the increasing number of producers 
participating in it who become oriented when meeting customer needs and desires as the 
main goal of satisfaction (Solimun & Fernandes, 2018). 

Customer Loyalty  
Customer loyalty is a loyal customer who will choose to buy products or use services from 
a business repeatedly (Arbol & Ramli, 2024; Indriani & Ramli, 2024). More than that, the 
strategy can produce loyal customers, which is important for the success and sustainability 
of the business because it makes new customers friendlier than old customers (Puspitasari 
et al., 2023). Various marketing designed to reward consumers for returning to the same 

business, supporting the same brand and making repeat purchases for customer loyalty 
(Kadir & Ramli, 2024; Maharani & Ramli, 2024; Srivastava & Rai, 2018). 

Relationship of Atmosphere to Customer Satisfaction  
Morkunas & Rudiene, (2020) some people judge restaurants based on the atmosphere. 
Aspects of food, service, value and price and atmosphere have a greater direct influence 
on the intention to revisit compared to indirect aspects (Liu & Tse, 2018; Novianti & 
Ramli, 2023; Salma & Ramli, 2023). Unrevealed assessments indicate that customers are 
satisfied with their experience, so they are more likely to buy products or use services from 

the company again (Blessing & Natter, 2019). Previous research has found that there is a 
positive relationship between atmosphere and customer satisfaction, indicating that coffee 
shops with better atmospheres will increase higher customer satisfaction (Lee et al., 2018).  

H1: Atmosphere has a positive effect on Customer Satisfaction 

Relationship of Employee Attitudes to Customer Satisfaction 
According to Arshad et al, (2021) this study investigated the direct and indirect impacts of 

employee attitudes and behaviors related to their environmental work on ecological 
practices, using the theory of planned behavior (TPB) as its framework. In addition, they 
proved the fact that employee satisfaction with training that increases their assessment of 

Service Quality, 
Satisfaction and 

Loyalty 

 
 
 
 
 
 

_____1699 



the usefulness and ease of use of the program, in improving employee attitudes towards 
the training (Bitri et al., 2023; Mariam & Ramli, 2020; Sylvyani & Ramli, 2023). There 
are strategically allocating resources to areas that have the most significant impact on 
customer satisfaction and consequently employee attitudes value behavior how perceived 
innovation and perceived value affect consumer attitudes ultimately value co-creation 
behavior (Ling et al., 2023). In addition, the results of this study indicate that customer 

satisfaction has a positive correlation with customer satisfaction loyalty (Dam & Dam, 
2021). H2: Employee attitudes have a positive effect on customer satisfaction. 

Relationship between Service Quality and Customer Satisfaction  
This service has widely utilized service quality assessments related to customer 
satisfaction (Balinado et al., 2021). The business world must consider service quality from 

a different perspective (Buyukozkan et al., 2019).. An important factor that shows the 

results is the development of a relationship between service quality and customer 
satisfaction (Wu et al., 2018). Because customer perceptions of service quality determine 

satisfaction, it has become an important strategic tool in business (Ju et al., 2019). H3: 

Service quality has a positive effect on customer satisfaction. 

Relationship of Product Quality to Customer Satisfaction  
Specialty coffee is becoming more popular as customer demand for premium coffee is 
increasingly diverse (Ufer et al., 2019). According to Ge et al, (2021) because the coffee 

shop business has a high level of popularity and low barriers to entry, the coffee shop 
industry is considered one of the most profitable sectors globally today, namely from the 
food and beverage (F&B) sector. The main determinant of product quality and consumer 
preference is taste (Giulia et al., 2023). This objective is to determine how the level of 

roasting and quality of coffee beans affect the levels of mutagenicity, cytotoxicity, and 
genotoxicity (Silva et al., 2021). H4: Product quality has a positive effect on customer 

satisfaction. 

Relationship between Customer Satisfaction and Customer Loyalty  
The results show that the importance of environmentally friendly practices in increasing 
satisfaction and various behaviors that have various differences such as loyalty, word of 
mouth promotion and willingness to pay more (González-Viralta et al., 2023). Tourism 

literature has studied the relationship between experience/perception and satisfaction and 

between loyalty and satisfaction (Milman et al., 2020). According to Xhema et al, (2018) 

because increasing profits is the main goal of the company, maintaining customer loyalty 
is very important. The company's image from sales is greatly enhanced by service quality, 
and satisfaction and is positively influenced by both (Chien & Chi, 2019). H5: Customer 
satisfaction has a positive effect on customer loyalty. 

 
 

Figure 1. Research Model 
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METHOD  

This study uses a quantitative method that will explain the hypothesis studied based on 6 
variables including atmosphere, employee attitudes, service quality, product quality, 
customer satisfaction and customer loyalty. Independent variables (exogenous) include 
atmosphere adapted from (Han & Jeong, 2013) consisting of 4 statements, employee 
attitudes adapted from (Gazzoli et al., 2010) consisting of 3 statements, service quality 

adapted from (Soenawan & Malonda, 2020) consisting of 4 statements, product quality 
adapted from (Ha & Jang, 2009) consisting of 4 statements and mediating variables 
namely customer satisfaction adapted from (Han & Ryu, 2009) consisting of 3 statements, 
and dependent variables (endogenous) namely customer loyalty (Almohaimmeed, 2019) 
consisting of 3 statements. Thus, the total items used in this questionnaire are 21 
indicators. In this study, data collection was carried out using a survey with a 
questionnaire, a method that involves distributing statements to respondents, the 
questionnaire was distributed via a google form barcode to make it easier for respondents 
to access and fill out the survey. The population in this study were consumers at the Tuku 
Bintaro Boulverd coffee shop aged 20-40 years and more than 5 times to the Tuku Bintaro 

Boulverd coffee shop. The use of purposive sampling techniques was used in determining 
the sample because the number of respondents was not yet known. Therefore, for this 
study, the sample collection method used a reference from (Hair et al., 2019) which 

showed that the number of samples was 5-10 statements, so this study had 5 x 21 
statements and the number of respondents collected was 105 respondents. The data 
collection technique applied in this study was to apply a 5-point Likert scale. This scale 
provides five answer options that reflect the level of respondent agreement with the 
statement given. The answer choices on this Likert scale are as follows. 1 for "Strongly 
Disagree," 2 for "Disagree," 3 for "Neutral," 4 for "Agree," and 5 for "Strongly Agree." 
This approach allows respondents to express their level of agreement or disagreement 
more loudly and clearly, which then helps in measuring their attitudes, opinions, and 
perceptions towards the variables being studied. By providing a variety of structured 
answers, the 5-point Likert scale helps researchers collect quantitative data that can be 
further analyzed using various statistical techniques. In this study, the technique used in 
data analysis is Structural Equation Modeling (SEM), which is a mixture of factor analysis 

and regression analysis. Smart-PLS software is applied in managing and analyzing data. 
Using two main stages in carrying out the data analysis process. The first stage is the outer 
model analysis, where the validity test is carried out by testing Convergent Validity and 
Discriminant Validity. The Convergent Validity test is carried out to ensure the loading 
factor value is more than 0.70 and the Average Variance Extracted (AVE) is more than 
0.50 (Hair et al., 2019). Discriminant Validity Test involves measuring the standard 

reciprocal relationship between constructs with larger item measurements. After that, a 
reliability test is carried out using Cronbach alpha and composite reliability with a 
reliability standard of ≥ 0.70 (Hair et al., 2019). The second stage is the inner model 

analysis, where the R-square value is used to assess the strength of the model. Certain R-
square values display different levels of strength, with values of 0.75, 0.50, and 0.25 
displaying strong, moderate, and weak models. In addition, the hypothesis is tested by 
comparing the path coefficient value with the T statistic value which must be greater than 

the T table of 1.96 (α 5%) to determine whether the hypothesis is accepted or not (Hair et 

al., 2019). 

 

RESULTS AND DISCUSSION 
This questionnaire is in accordance with demographic data, where the majority of 
respondents in this study were aged 20-25 years (59%), with employment status as 
students (35.2%) or private employees (33.3%), who live in South Tangerang (85.7%). All 
respondents (100%) are Kopi Tuku consumers, so this data is very representative of Kopi 
Tuku customers in the South Tangerang area. 
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Average Variance Extracted (AVE) 

The results of the AVE value in table 1 show above 0.50. Where the AVE threshold value 
is usually 0.50, with the results of the AVE above can show a good convergent value 
because it shows the results of the construct, namely >0.5 average value for each variable 
and this meets the requirements of convergent validity and reliability. 

Discriminant validity 
Cross Loading Discriminant is an approach to assessing reflectance validity through the 
results of cross-loading tests when measuring structures. If the correlation between a 
particular item and structure is higher than the correlation with other structures, this 
indicates that the latent structure can predict block size well. All variables in the 
discriminant validity test showed good results, with values exceeding 0.7. In addition, 
these results can be seen in the appendix. 

Reliability Test and Validity Test 

The results of the study show that the indicators as a whole, consisting of 21 questions in 
the questionnaire, have Cronbach's Alpha and Composite Reliability values above 0.70. 
In detail, Customer Satisfaction has a Cronbach's Alpha value of 0.867 and Composite 

Reliability of 0.919, Customer Loyalty with Cronbach's Alpha of 0.819 and Composite 
Reliability of 0.893, Product Quality with Cronbach's Alpha of 0.851 and Composite 
Reliability of 0.900, Service with Cronbach's Alpha of 0.920 and Composite Reliability of 
0.944, Employee Attitude with Cronbach's Alpha of 0.923 and Composite Reliability of 
0.951, and Atmosphere with Cronbach's Alpha of 0.930 and Composite Reliability of 
0.949. These values indicate that each variable has high internal consistency, confirming 
that measuring the desired concept is done by relying on a questionnaire. Thus, it can be 
concluded that all indicators and variables in the questionnaire have good reliability, 
supporting the validity and consistency of measurement in this study. In addition, 
construct validity was evaluated using Average Variance Extracted (AVE). All AVE 
values exceeded the threshold of 0.50, with Customer Satisfaction of 0.790, Customer 
Loyalty of 0.735, Product Quality of 0.692, Service Quality of 0.808, Employee Attitude 
of 0.865, and Atmosphere of 0.823. This explains that the construct variables have a fairly 
high level of variation and are explained in their respective indicators. Good construct 
validity is indicated by the results of the measurement instrument. 

R-Square 

  R Square R Square Adjusted 

Customer satisfaction 0.759 0.749 

Customer Loyalty 0.567 0.563 

 
The R-Square analysis in this study provides an understanding of the extent to which 
variations in the dependent variable can be explained by the independent variables that 
have been measured. The R-Square value for Customer Satisfaction is 0.759, which 
indicates that 75.9% of the variation in Customer Satisfaction can be explained by the 
independent variables measured. The Adjusted R-Square for Customer Satisfaction is 
0.749, indicating that after adjusting the number of predictors in the model, 74.9% of the 
variation can still be explained. For Customer Loyalty, the R-Square value is 0.567, 
meaning that 56.7% of the variation in Customer Loyalty can be explained by the 
measured independent variables. The Adjusted R-Square for Customer Loyalty is 0.563, 

indicating that after adjustment, 56.3% of the variation can still be explained. These 
results indicate that the model used in this study is strong enough to explain the variability 
in both dependent variables, with a higher level of explanation for Customer Satisfaction 
compared to Customer Loyalty. 
The results of the hypothesis testing show significant findings on the correlation between 
variables. Hypothesis H1, which states that atmosphere affects Customer Satisfaction, is 
supported by the data with a T-statistic value of 2.625 and a p-value of 0.004, both of 
which indicate that the results are significant (T statistic > 1.96 and p-value < 0.05). 
Hypothesis H2, which states that Employee Attitude affects Customer Satisfaction, is also 
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supported with a T-statistic value of 2.834 and a p-value of 0.002. On the other hand, 
Hypothesis H3, which proposes that Service Quality affects Customer Satisfaction, is not 
supported because the T-statistic value is 0.298 and the p-value is 0.383, indicating an 
insignificant result (T statistic < 1.96 and p-value > 0.05). Hypothesis H4, which states 
that Product Quality affects Customer Satisfaction, shows significant results with a T 
statistic of 12.269 and a p-value of 0.000, supporting the hypothesis. Finally, Hypothesis 
H5, which states that Customer Satisfaction affects Customer Loyalty, is supported by the 
data with a T statistic of 9.220 and a p-value of 0.000, showing that the results are 
significant. Overall, most of the hypotheses tested support the significant influence of the 
independent variables on the dependent variable, except for Service Quality which does 
not show a significant influence on Customer Satisfaction. 
 

Hypothesis Testing 

Hypothesis Hypothesis Statement T Statistik Pvalue Information 

H1 
Atmosphere affects 

Customer Satisfaction 
2.625 

 
0.004 

Data Supports 
Hypothesis 

H2 
Employee Attitude 
Affects Customer 

Satisfaction 
2.834 0.002 

Data Supports 
Hypothesis 

H3 
Service Quality Affects 
Customer Satisfaction 

0.298 0.383 
Data Does Not 

Support Hypothesis 

H4 
Kualitas produk 

mempengaruhi Kepuasan 
Pelanggan 

12.269 0.000 
Data Supports 

Hypothesis 

H5 
Product quality affects 
customer satisfaction 

9.220 0.000 
Data Supports 

Hypothesis 

 

DISCUSSION 
Based on the results of the study, the atmosphere affects customer satisfaction, so the 
hypothesis is accepted. These findings are in line with research conducted by Morkunas 

& Rudiene, 2020 which states that some people judge restaurants based on the 
atmosphere. Factors such as the atmosphere of Kopi Tuku are very comfortable for 
customers to spend time. This means that consumers at Kopi Tuku feel very comfortable 
spending their time at Kopi Tuku. This shows that a comfortable atmosphere and 
complete facilities are effective in making consumers feel more comfortable at Kopi Tuku. 
Thus, it can be concluded that a comfortable atmosphere and adequate facilities play an 
important role in increasing customer satisfaction. When customers feel comfortable and 
at home in a place, they are more likely to spend more time there, which in turn can 
increase their likelihood of making repeat purchases and even recommending the place to 
others. Kopi Tuku, with its warm atmosphere and complete facilities, has succeeded in 
creating an environment that not only meets customer needs but also exceeds their 
expectations. This proves that in addition to product quality, the atmosphere created by 
a place is also a key element in building a positive and satisfying customer experience.  
Furthermore, the findings regarding employee attitudes positively influencing customer 
satisfaction are supported by the results of this study. The results of this study are also in 

line with several previous studies which show that employee attitudes have a positive role 
in customer satisfaction (Arshad et al., 2021; Bitri et al., 2023; Dam & Dam, 2021; E. 
Kurniawati & Ramli, 2024; Ling et al., 2023; Ramli, 2020; Samuel & Ramli, 2024). Other 
things such as consumers at Kopi Tuku make customers feel happy. Because the waiters 
at Kopi Tuku provide good service so that customers feel satisfied. This means that the 
service provided by Kopi Tuku employees has a crucial role in creating a positive 
experience for customers. Because when employees show a friendly, professional, and 
responsive attitude to customer needs, it can significantly increase customer satisfaction. 
This positive employee attitude not only strengthens the relationship between customers 
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and the company but can also encourage customer loyalty and increase their likelihood 
of returning or recommending the place to others. Thus, a good employee attitude is one 
of the key factors in building and maintaining sustainable customer satisfaction. 
However, the findings regarding service quality on customer satisfaction were not 
supported by this study. These results are also inconsistent with previous studies which 
stated that service quality in coffee shops may be considered adequate by most 
respondents, as expressed by (Wu et al., 2018) and (Ju et al., 2019) who identified service 

quality as an important factor in customer satisfaction. Meanwhile, Kopi Tuku employees 
responded well to consumer requests, which was not what customers were looking for. 
However, what customers saw were other factors such as atmosphere or product quality 
that were more influential in determining customer satisfaction. However, Kopi Tuku 
employees in their service provided personal attention to consumers, which could also be 
a factor in increasing customer satisfaction. This means that although the quality of 
service provided by Kopi Tuku employees was not the main factor sought by customers 
in this study, the role of service cannot be completely ignored. Although customers may 
prioritize atmosphere and product quality, the personal attention and responsiveness 
provided by employees still contribute to building a positive experience. This suggests that 
although service aspects may not be the main determinant of customer satisfaction in 
certain contexts, the personal touch and attention provided by employees can strengthen 
the emotional connection between customers and brands. Thus, although other factors 
such as atmosphere and product quality have a greater influence, good service quality 
remains important as a supporting element in creating an overall satisfying experience for 
customers. 
Then the findings regarding Product quality affecting customer satisfaction are supported 
by the results of this study. In addition, this study is also in line with previous studies 
which show that product quality, taste and aroma are the main determinants of customer 
satisfaction (Ge et al., 2021). Factors such as the taste of Tuku coffee are also very much 

a factor in customer satisfaction. This shows that Tuku coffee has succeeded in providing 
good product quality and is consistent with customer expectations and customers feel 
satisfied with the very good coffee aroma to customers. Thus, it can be concluded that 
product quality, especially the taste and aroma of coffee, plays an important role in 

shaping the level of customer satisfaction. Consistency in providing high-quality products 
according to customer expectations is the main factor that makes customers feel satisfied 
and appreciate their experience. Tuku Coffee, which has succeeded in maintaining this 
quality standard, has been able to build a strong reputation among its customers. 
Customer satisfaction has an effect on customer loyalty. The results of this study are in 
line with previous studies which state that customer satisfaction is a step in building 
customer loyalty that leads to long-term relationships (González-Viralta et al., 2023; 
Mariam & Ramli, 2022; Ramli, 2013). The factors that support this hypothesis are that 
customers feel satisfied every time they purchase Kopi Tuku. This means that customer 
satisfaction plays an important foundation in building customer loyalty. When customers 
are satisfied with their experience, both in terms of product quality and the service 
received, they tend to develop a strong emotional bond with the brand. This increases the 
likelihood of customers remaining loyal, making repeat purchases, and even becoming 
brand advocates, which can contribute to long-term business growth. Based on the results 
of the study, customers are satisfied with the superior service and consistent product 

quality of Kopi Tuku to build strong customer loyalty among customers so that they 
continue to come back. Thus, ensuring customer satisfaction is not only about meeting 
momentary expectations, but also about building ongoing relationships that can 
strengthen customer loyalty consistently. 
Thus, this study confirms the importance of various factors such as atmosphere, employee 
attitudes, and product quality in shaping customer satisfaction and loyalty. Each of these 
elements plays a complementary role in creating a positive customer experience at Kopi 
Tuku. The comfortable atmosphere attracts customers to spend more time in the place, 
while the friendly attitude of the employees and quality service encourage them to feel 
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satisfied and happy with the service they receive. In addition, the quality of the product 
that is consistent with customer expectations strengthens their satisfaction, which 
ultimately contributes to long-term loyalty. The combination of these factors forms a 
strong foundation for Kopi Tuku in maintaining its competitiveness in the market and 
ensuring that customers continue to choose and recommend this place to others. 
Understanding and implementing strategies that emphasize customer satisfaction can be 
the key to success in building long-lasting and profitable relationships for the business. 

 

CONCLUSION 
This study adds important insights into the factors that influence customer satisfaction 
and loyalty at Tuku Coffee Shop. The findings of this study can show that Atmosphere, 
employee behavior, and product quality have a significant impact on customer 
satisfaction, while service quality does not show a significant effect. Customer 
satisfaction, in turn, has a positive effect on customer loyalty. This study emphasizes the 
importance of considering various elements in creating a satisfying customer experience, 
especially in the context of a coffee shop business. 

From this study, the insights gained underline that a pleasant atmosphere and positive 
employee attitudes can significantly increase customer satisfaction. And high product 
quality is proven to be a key factor in determining customer satisfaction. Although service 
quality did not show a significant effect in this study, this may be due to the perception of 
customers who are already satisfied with the existing level of service. This study also 
highligh 
ts the importance of maintaining customer satisfaction as a key to increasing their loyalty. 
The findings of this study indicate that a pleasant atmosphere, good employee attitudes, 
and high product quality consistently affect customer satisfaction. While service quality 
did not have a significant impact, product quality was proven to be the dominant factor 
that influenced customer satisfaction. Customer satisfaction then contributes to customer 
loyalty, which is an important indicator of long-term business success. 

Research Limitations 

The research conducted has several limitations that must be considered. First, this study 
specifically considers several independent variables of several factors that influence 

customer satisfaction and loyalty, so it is possible that other important variables have not 
been included in the model. Second, the data used may have limitations, such as small 
sample sizes or representatives that do not reflect the wider population, which may affect 
the results of the study. Third, external factors such as economic conditions, market 
changes, and industry trends may not be fully reflected in this research model. Suggestions 
Therefore, the first suggestion for future research is expected to be able to evaluate 
statements to be more complex, so that respondents can easily understand them and better 
results. The second suggestion is for researchers to add other factors such as product 
quality so that they can complement the results of this study. To increase customer 
satisfaction and loyalty, Kopi Tuku is advised to continue to strengthen the store 
atmosphere by updating the interior design and adding decorative elements that create a 
warm and comfortable atmosphere. In addition, employee training should be more 
focused on developing a friendly, responsive, and professional attitude to strengthen 
relationships with customers. Product diversification by adding new coffee variants or 
interesting side dishes can also help attract new customers and retain loyal customers. 
Although the service quality is considered adequate, Kopi Tuku can also consider 
additional services such as a customer loyalty program or an easy-to-use ordering 
application to enhance the customer experience. Actively using customer feedback for 
continuous improvement is also highly recommended. 

Managerial Implications 
The managerial implications of this study are that coffee shop managers should focus on 
improving operational efficiency, including managing raw material stock and reducing 
customer waiting time. Strengthening a culture of excellent service among employees is 
also important, by providing regular training, incentives, and recognition for employees 
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who show the best performance. In addition, product and service innovations that are in 
line with market trends must continue to be developed to maintain Kopi Tuku's relevance 
and appeal in the eyes of customers. Optimizing the overall customer experience, from 
room layout to lighting that supports comfort, must also be a management concern to 
ensure that every customer gets a satisfying and consistent experience. Thus, Kopi Tuku 
can continue to improve customer satisfaction, strengthen their loyalty, and maintain its 
position as the main choice in the coffee shop market. 
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VARIABLE OPERATION APPENDIX 

ATMOSPHERE 

1 Kopi Tuku has a comfortable atmosphere 

2 The atmosphere of Kopi Tuku is familiar to me 

3 It is very comfortable to spend my time at Kopi Tuku 

4 Kopi Tuku makes me relax 

EMPLOYEE ATTITUDE 

5 Kopi Tuku employees are friendly 

6 Kopi Tuku employees are kind 

7 Kopi Tuku makes me feel happy 

QUALITY OF SERVICE 

8 The order list system used by Kopi Tuku is able to speed up customer service 

9 Kopi Tuku employees respond well to customer requests 

10 Kopi Tuku employees have good knowledge of the products being sold 

11 Kopi Tuku employees provide personal attention to customers 

PRODUCT QUALITY 

12 The taste of Tuku Coffee is very good 

13 Tuku Coffee has a good aroma 

14 The aroma of Tuku Coffee is very pleasant 

15 I like the aroma and taste of Tuku Coffee 

CUSTOMER SATISFACTION 

16 I am satisfied with the variants in Kopi Tuku 

17 Kopi Tuku is very satisfying 

18 I feel satisfied every time I make a purchase of Kopi Tuku 

CUSTOMER LOYALTY 

19 I am willing to pay money to Kopi Tuku 

20 I have loyalty to Kopi Tuku 

21 I am a loyal customer at Kopi Tuku 
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