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Abstract: As the economy grows in South Korea and the needs of consumers become increasingly
diversified, various consumer markets are emerging. In this study, the reasons for customers’
intentions to revisit a franchise coffee shop were explored. Many researchers have found that customer
satisfaction is a major factor in the intention to revisit, and the factors affecting this satisfaction have
been presented as major research topics. However, in this study, in order to examine the consumers’
behavior toward revisit intentions, the results were analyzed by dividing the consumer data into a
group of college students in their 20s and a group of office workers in their 30s and 40s. The results
of this study found that in regard to customers’ habitual intentions to revisit, perceived product
quality and brand awareness were more influential than service quality or the physical environment.
In particular, before returning to a coffee shop, customers habitually recalled the coffee shop they
wanted to revisit, suggesting that the taste of the coffee and the quality of the various products had a
very important impact on their revisiting habits.

Keywords: intention to revisit; customer habit; customer satisfaction; physical environment; brand
awareness

1. Introduction

Recently, the market war among franchise coffee shops has grown very heated in
South Korea. As the economy grows in South Korea and the needs of consumers become
increasingly diversified, various consumer markets are emerging. Franchise coffee shops,
such as Starbucks, are some of the fastest-growing businesses in recent years [1]. Koreans
drink 26.5 billion cups of coffee a year, which is equivalent to 512 cups of coffee per person,
and the coffee market continues to grow [1]. In addition, Starbucks Korea’s sales are on
course to exceed $1.7 billion in 2021, the largest-ever annual revenue for a coffee franchise
operating in the country [2].

Many other coffee shop franchises are entering the Korean market. However, the
needs of Korean consumers are becoming more diversified and are constantly changing. In
order to satisfy consumers who change their preferences periodically, many companies are
interested not only in brand quality but also in forming relationships with consumers.

As a wide variety of products appeared in the market and consumers’ choices were
expanded, it became necessary to analyze consumer’s purchasing behavior from a realistic
viewpoint. According to previous research, consumers act on reasonable decisions based
on accurate information and knowledge. However, the behavior of actual consumers is
limited in terms of economic rationality, and they often make unreasonable decisions.

Thus, this research examined the effects of brand awareness, perceived service quality,
perceived product quality, the physical environment, customer satisfaction and mediation
of the customer familiarity heuristic on intention to revisit in the franchise coffee shops
market. In particular, research on customer psychology is actively underway to secure
long-term competitive advantages through favorable relationships between companies and
customers. In previous studies, researchers have shown that when customer satisfaction
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increases with the superior quality of products and services, they are more willing to revisit.
Despite the importance of the intention to revisit, most research focuses on customer
satisfaction as a factor of that intent. Therefore, it is necessary to study new factors that
deviate from research regarding customer satisfaction-centered revisiting factors.

Thus, this paper addresses new factors affecting intention to revisit. The paper specifi-
cally focuses on the mediation effect of customer satisfaction and the familiarity heuristic
on intention to revisit, as this is a very important factor in analyzing customers’ intention
to revisit.

2. Literature Review and Development of Research Hypotheses

Based on previous research, a hypothesis to analyze the causal factors and factors
affecting Korean customers’ intention to revisit franchise coffee shops has been developed
for this study.

2.1. Theory of Reasoned Action (TRA)

Prior to building a research model based on the theory of reasoned action (TRA), a
referenced research analysis of customers’ intentions to revisit franchise coffee shops was
conducted. The TRA is a theoretical research model that many researchers refer to when
studying customers’ purchasing intentions, and it is an important area in business for
researching consumers through attitude and behavioral relationships. In other words, this
theory provides a significant basis for understanding consumer behavior; however, it is
limited in explaining human intuitive behavior because it is a model based on rational
control of reason [3]. Behavior in TRA encompasses actions that can be controlled by will,
i.e., through behavioral intentions. In addition, such intentions are influenced by personal
factors, such as attitudes and social norms [4]. It is also important to measure behavior
intention to predict an individual’s behavior, and as most human behavior can be controlled
by the will of the actor, it is not the “attitude of action” but the “intention of action” to
carry out the action. Thus, this paper will adopt the TRA as a basis from which to study the
intention to revisit.

2.2. Heuristics Theory

Heuristic means intuitively thinking through an experience rather than analyzing
conclusions based on rational thinking [5]. In other words, it is bias and the heuristic that
expresses the human being who is satisfied with bounded rationality rather than pursuing
the impossible true rationality [6].

It is necessary to apply the theory of behavioral economics to solve these problems [7].
Behavioral economics utilizes the dual process theory of psychology to analyze the causes
of seemingly unreasonable behaviors. According to this theory, human decision -making
can be said to be the result of two completely different processes: System I (intuitive
decision-making by instinct) and System II (decision based on rational reasoning). The
result is that two completely different processes are operated concurrently [7]. Thus, if the
choice of low-involvement products and services, such as franchise coffee shops, is always
a decision based on rational reasoning, as in System II, the psychological fatigue of a person
can be maximized.

Familiarity heuristic means that the customer prefers a familiar brand or product [8].
However, Ouellette (1998) found that the familiarity heuristic might only occur in situations
where the target behavior is habitual and occurs in a stable context. Thus, the familiarity
heuristic could be limited to habits and behaviors in routine situations [9].

The mathematician, Polya, described the heuristic as “helpful in some discoveries” [10].
In addition, Hsee (1998) explained the irrational behavior of people using ice cream ex-
periments as a heuristic [11]. Therefore, heuristics can be summarized as a convenient
discovery method that is used to solve a problem when there is no clear evidence. The
rational choice is to choose results based on the information given and on rational analysis.
Therefore, it is necessary to consider different variables in the rational decision-making of
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consumers, but there are limitations in perfectly understanding decision-making due to
lack of information and time constraints. Therefore, a feasible solution considering realistic
constraints is required. However, many customers adopt behaviors, such as making deci-
sions based on habits or beliefs or following others’ decisions. This is generally heuristic,
that is, a process of simplification to avoid complications. Therefore, heuristic means to
choose intuitive thinking rather than rational thinking.

2.3. Brand Awareness and Customer Satisfaction

High brand awareness can increase customers’ likelihood of choosing a particular
brand, which can increase customer loyalty and alleviate the disadvantages of competitive
marketing activities [12]. Brakus et al. (2009) studied the effect of brand awareness on
customer satisfaction and loyalty [13]. Brand awareness can be a means to encourage
customers to use products and services. It can also serve as a foundation for building
customer relationships with a company’s brand. Therefore, customer brand knowledge is
an important factor that should be actively pursued in business activities [14]. In this study,
the following research hypothesis was established based on previous studies:

Hypothesis 1 (H1). Brand awareness positively affects customer satisfaction.

2.4. Perceived Service Quality and Customer Satisfaction

Parasuraman and Zeithaml (2002) found that consumers’ positive perceptions of
service quality provide a positive impact on companies and affect customer behavior [15].
In addition, Cronin, Brady and Hult (2000) conducted a large-scale survey of six industries
and found that there is a significant relationship between perceived service, customer
satisfaction and behavioral intentions. Chow-Chua and Komaran (2002) also found that
a high level of service quality could lead to customer satisfaction [16]. Therefore, in this
study, the following research hypothesis was established based on previous studies:

Hypothesis 2 (H2). Perceived service quality has a positive effect on customers’ satisfaction.

2.5. Perceived Product Quality and Customer Satisfaction

Baker and Crompton (2000) found that satisfaction with perceived product quality
was positively associated with future intentions, such as customer intention to revisit
and intention to portray the product positively to others [17]. Tsiotsou (2006) determined
that product quality perceived by customers is positively correlated with customer sat-
isfaction [18]. In this study, the following research hypothesis was established based on
previous studies:

Hypothesis 3 (H3). Perceived product quality has a positive effect on customer satisfaction.

2.6. Physical Environment and Customer Satisfaction

Brady, Robertson and Cronin (2001) concluded that customer satisfaction increases as
satisfaction with the environment in which services are provided increases [19]. Yoo, Park
and Macinnis (1998) revealed that environmental factors, such as temperature, lighting, in-
terior decoration, design and facility layout, could directly affect the revisiting of customers
in the service space [20]. In addition, Baek et al. (2018) found that a shop’s atmosphere
influences shoppers’ perceptions and behaviors [21]. That is, a warm visual atmosphere
can induce psychological warmth between the store and the customer. In this study, the
following research hypothesis was established based on previous studies.

Hypothesis 4 (H4). The physical environment has a positive effect on customer satisfaction.
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2.7. Physical Environment and Customer Satisfaction

Many researchers have studied consumers’ revisit behaviors. Um, Chon and Ro (2006)
found that as overall consumer satisfaction increases, revisits also increase, resulting in a
company’s improved performance [22]. Allameh, Khazaei, Jaberi, Salehzadeh and Asadi
(2015) defined the intention to revisit as visitors recognizing value and satisfaction, return-
ing to the destination in the future and recommending it to others [23]. Ting et al. (2018)
defined revisiting as an intention to visit a particular coffee shop again based on consumers’
satisfaction in its products, services and empirical quality [24]. Oliver (1997) determined
that customer satisfaction had a significant influence on intention to revisit [25]. In addition,
customer satisfaction has been studied as a variable that influences the likelihood of cus-
tomers to repurchase services [26]. In other words, these studies demonstrate that overall
customer satisfaction with service is strongly related to behavioral intent to reuse the same
service provider [27]. In this study, the following research hypothesis was established
based on previous studies.

Hypothesis 5 (H5). Customer satisfaction has a positive impact on the intention to revisit.

2.8. Customer Satisfaction and Habitual Behavior

Habit is a “learned sequence of acts that become automatic responses to specific
situations which may be functional in obtaining certain goals or end states” [28]. When
an individual repeats an action regularly and is satisfied with the outcome, the action
then becomes habitual [29]. Triandis (1979) suggested that a habit may develop when it is
associated with positive effects, e.g., repeated satisfaction over time [30]. That is, repetitive
satisfaction leads to the formation of a habit. In addition, repeated satisfaction increases the
likelihood that consumers will repurchase the brand, and such continuous behavior may
appear as brand loyalty or habitual use depending on the level of involvement with the
product [31]. Based on previous research results, the accumulated satisfaction of customers
can make use of the product a habit. In particular, as the use of franchise coffee shops
tends to have a higher purchase frequency than other products, it can be inferred that such
repeated satisfaction will have a positive effect on habitual use. In this study, the following
research hypothesis was established based on previous studies.

Hypothesis 6 (H6). Customer satisfaction has a positive impact on customer habits.

2.9. Habitual Behavior and Retention

Khare and Inman (2006) realized that consumers purchase the same brand repeatedly
or only try new product types within the same brand, depending on the situation [31]. It
has also been determined that there are various types of habitual purchase patterns, such
as purchasing various trademarks according to customers’ values [32].

Ji Song and Wood (2007) demonstrated similar results that consumers with a strong
habit of fast food consumption repeat this behavior even when their intentions for such
consumption change when the circumstances are stable [33]. Neail, Wood, Lally and Wu
(2010) found that customers with a strong habit of eating popcorn ate the same amount of
popcorn at the theater regardless of whether they received fresh or stale popcorn [34]. These
results demonstrate that habitual customers repeat their consumption when situational
cues are maintained (movie theater) without consulting their evaluation of the product
(popcorn). Through the above research results, it can be inferred that habitual use will
have a positive effect on repeated use. In this study, the following research hypothesis was
established based on previous studies.

Hypothesis 7 (H7). Customer habits have a positive impact on intention to revisit.
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3. Research Methodology

This study maintains that habit serves as a full mediator that transfers the effect of sat-
isfaction with franchise coffee shop to continuance intention. This paper defines mediation
as a situation wherein the satisfaction has a significant influence on the mediator (habit),
which in turn has a significant influence on the criterion variable (continuance intention).
Based on the hypotheses, the following research model was developed (Figure 1).
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3.1. Structural Models

In this study, the structural equation modeling (SEM) analysis method was used
to analyze the structural relationship of factors affecting the intention to repurchase. In
the social sciences, SEM is used as a research method to analyze the multiple causal
relationships between factors. SEM can analyze the theoretical concept of the research
model and the complex relationship between concepts. It has potential advantages over
linear regression models, which make use of the methods of choice in analyzing path
diagrams when these involve latent variables with multiple indicators [35]. Therefore,
it contributes to the verification and development of the theory by linking the empirical
and theoretical aspects [36]. In addition, the structural equation model is useful in social
science research fields, such as management, marketing, psychology, education and health
to elucidate the relationship between various constructs [37].

3.2. Sample Size for Structural Equation Models Formulas

This study calculated the appropriate sample size for the analysis within the statistical
significance level in the following structural equation model (SEM). According to Cohen
(2013) and Westland (2010), the sample size was calculated by the following method [38,39].
Equations (1)–(3) were used to compute a priori sample sizes for structural equation models.

Error function:

erf(χ) =
2√
π

x∫
0

e−t2
dt (1)

Lower bound sample size for a structural equation model:

n = max (n1, n2)
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where:

n1 = [50(
j
k
)

2
− 450

(
j
k

)
+ 1100]

n2 =
[

1
2H
(

A
(

π
6 − B + D

)
+ H+√(

A
(

π
6 − B + D

)
+ H

)2
+ 4AH

(
π
6 +
√

A + 2B− C− 2D
))

]
(2)

A = 1− ρ2

B = ρarcsin
(ρ

2

)
C = ρarcsin(ρ)

D =
A√

3− A

H =

(
δ

Z1−α/2 − Z1−β

)2

where j is the number of observed variables, k is the number of latent variables, ρ is the
estimated Gini correlation for a bivariate normal random vector, δ is the anticipated effect
size, α is the Sidak-corrected Type I error rate, β is the Type II error rate and z is a standard
normal score. Normal distribution cumulative distribution function:

F
(

x; µ, σ2
)
=

1
2

[
1 + erf(

x− µ

σ
√

2
)

]
(3)

where µ is the mean, σ is the standard deviation, and erf is the error function. The study
model used had 7 latent variables and 20 observation variables. Therefore, at least 223
samples were required considering a 95% significance level. Therefore, the 460 surveys
used in this study were considered to be within the significance level range.

3.3. Data Collection

The survey was conducted among 460 adults who had visited a franchise coffee
shop more than twice within a month in Seoul, South Korea. In addition, the two groups
(230 college students and 230 office workers) were selected because, even though the
customers were the same age, it was thought that students and workers would have
different intentions for visiting. The survey employed a five-point Likert-type scale and a
20-item questionnaire. As a result of the survey, data were collected from 494 customers;
the data for 34 customers who responded inappropriately were omitted. Then, the data
were analyzed by applying statistical analysis and structural equation modeling using the
AMOS 24.0 program.

3.4. Research Model Analysis

The research model shown in Figure 2 and its components are based on the experiences
of customers using the franchise coffee shop. The research model was developed based
on seven factors (brand awareness, perceived service quality, perceived product quality,
physical environment, customer satisfaction, customer habits and the intention to revisit).
Based on the research model, the effects of customers’ satisfaction and habits on the
intention to revisit the franchise coffee shop were analyzed.
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3.5. Measurement

This study surveys the opinions of customers. Therefore, the research used a verified
questionnaire based on previous research analysis. This study tests the research hypotheses
and attempts to answer the research questions through the development of a questionnaire
as a research instrument. The items of each construct were adopted from previous literature.
This study analyzed the behavior of customers for this, the research used verified measure-
ment items found in an analysis of previous research. And the results were summarized
in Table 1.

Table 1. Measurement items.

Construct Measurement Items Related Studies

Brand
awareness

• I know a lot about coffee shop brands.

[40,41]
• I think I am very familiar with the franchise coffee

shop brand that I frequently visit.
• I think I know the brands of franchise coffee shops I

visit very well.

Perceived
product
quality

• The coffee flavor of the franchise coffee shop I visit is
very good.

[40,42,43]• I am satisfied with the products sold at the franchise
coffee shop I visit.

Perceived
service
quality

• Employees at the franchise coffee shop I visit respond
quickly to customer complaints.

[40,44]

• Employees at the franchise coffee shop I visit provide
services very quickly.

• The employees of the franchise coffee shop I visit are
very kind.

• Customers are allowed/encouraged to stay for as long
as they like.
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Table 1. Cont.

Construct Measurement Items Related Studies

Physical
environment

• The franchise coffee shops I visit offer additional
benefits, such as price discounts, event coupons and
free upgrades.

[45]• The setting is comfortable with tables, chairs, reliable
internet connection (Wi-Fi) etc.

• The store is convenient and always clean.
• I like the atmosphere of the franchise coffee shop that I

often visit.

Customer
satisfaction

• The franchise coffee shop I often visit provides a
good experience.

[46]• The coffee shop I visit often meets my expectations.
• When I visit my favorite coffee shop, I am satisfied

with my time and effort.

Customer
habit

• I visit a familiar franchise coffee shop.
[47]• I will continue to remain in the membership program

in franchise coffee shops I often visit.

Intention to
revisit

• I intend to continue revisiting the same coffee shop in
the future.

[48]
• I will repurchase the beverages of my favorite

coffee shop.

4. Research Results
4.1. General Characteristics of the Survey Respondents

In this study, the valid sample (460 respondents) was divided equally into college
students (50%) and office workers (50%). Among the respondents, 207 (45%) were males
and 253 (55%) were females. Regarding age, 66% were in their 20s, 24% were in their 30s and
10% were in their 40s or older. Table 2 presents the results that explain the characteristics of
the respondents who participated in the survey.

Table 2. Analysis of survey respondents.

Gender

Gender Frequency Percentage

Male 207 45.0%
Female 253 55.0%

Total 460 100%

Job

Job Frequency Percentage

College student 230 50.0%
Office worker 230 50.0%

Total 460 100%

Age

Age Frequency Percentage

20s 303 66.0%
30s 110 24.0%
40s 42 9.0%
50s 5 1.0%

Total 460 100%

Table 3 summarizes the arithmetical average of the latent variables of the study model.
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Table 3. Descriptive statistics of latent variables (overall customer group responding to the survey).

Latent Variable
Mean

Std. Deviation Statistic
Statistic Std. Error

Brand awareness 3.672 0.053 0.754
Perceived product quality 3.796 0.041 0.582
Perceived service quality 3.745 0.038 0.550

Physical environment 3.987 0.038 0.548
Customer satisfaction 4.058 0.041 0.591

Customer habit 3.393 0.056 0.801
Intention to revisit 3.510 0.052 0.747

Table 4 summarizes the arithmetical average of the latent variables of the study model
for two groups (office workers and college students).

Table 4. Descriptive statistics of latent variables (office workers and college students).

Latent Variable

Mean
Std. Deviation StatisticStatistic Std. Error

Office
Worker
Group

Student
Group

Office
Worker
Group

Student
Group

Office
Worker
Group

Student
Group

Brand awareness 3.621 3.723 0.075 0.074 0.759 0.750
Perceived product quality 3.820 3.772 0.054 0.060 0.551 0.613
Perceived service quality 3.689 3.801 0.055 0.053 0.555 0.542

Physical environment 3.881 4.092 0.056 0.050 0.572 0.504
Customer satisfaction 3.964 4.152 0.060 0.055 0.608 0.560

Customer habit 3.364 3.422 0.076 0.082 0.771 0.834
Intention to revisit 3.505 3.515 0.074 0.074 0.749 0.749

4.2. Reliability and Validation of Factor Analysis

Table 5 shows 7 latent variables that represent the properties of observed variables and
20 observed variables by considering the characteristics of the factors with similar properties.

Table 5. Squared multiple correlations.

Estimate

Office Worker Group College Student Group

Customer habit 0.382 0.267

Customer satisfaction 0.592 0.438

Intention to revisit 0.787 0.470

Q1 0.796 0.738

Q2 0.707 0.625

Q3 0.383 0.314

Q4 0.603 0.595

Q5 0.555 0.723

Q6 0.449 0.515

Q7 0.469 0.335

Q8 0.502 0.455

Q9 0.519 0.512

Q10 0.404 0.434

Q11 0.559 0.469
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Table 5. Cont.

Estimate

Office Worker Group College Student Group

Q12 0.526 0.462

Q13 0.535 0.522

Q14 0.457 0.489

Q15 0.690 0.710

Q16 0.723 0.655

Q17 0.488 0.424

Q18 0.414 0.403

Q19 0.417 0.457

Q20 0.483 0.489

The validity of the survey questionnaire for this study was examined through an
analysis of average variance extracted (AVE) and construct reliability (CR). In order to test
the validity of the survey questionnaire for statistical analysis, the CR for each item should
be at least 1.95; the standardized regression weights should be at least 0.5; the AVE should
be at least 0.5; and the constitutive reliability of the latent variables should be at least 0.7.
The results are presented in Table 6, and all survey questionnaires in this study were found
to be valid.

Table 6. Validation of survey questionnaire (office worker group).

Latent Variable Variable
Number Estimate S.E. C.R. Sig.

Standardized
Regression

Weights
AVE Construct

Reliability

Brand awareness

Q2 1 0.841

0.747 0.897Q1 1.011 0.063 16.021 *** 0.892

Q3 0.637 0.057 11.255 *** 0.619

Perceived product
quality

Q12 1 0.745
0.784 0.879

Q11 1.187 0.110 10.767 *** 0.777

Perceived service
quality

Q16 1 0.721

0.573 0.841
Q14 0.858 0.108 7.970 *** 0.519

Q15 0.861 0.082 10.451 *** 0.708

Q13 0.912 0.091 10.013 *** 0.670

Physical
environment

Q23 1 0.731

0.639 0.875
Q20 1.249 0.107 11.621 *** 0.725

Q19 1.285 0.108 11.943 *** 0.748

Q18 0.928 0.104 8.915 *** 0.552

Customer
satisfaction

Q24 1 0.598

0.738 0.892Q25 1.415 0.134 10.597 *** 0.832

Q26 1.341 0.125 10.693 *** 0.851

Customer habit
Q31 1 0.651

0.584 0.737
Q27 1.371 0.181 7.572 *** 0.691

Intention to revisit
Q34 1 0.544

0.627 0.771
Q10 0.849 0.179 4.742 *** 0.512

*** p < 0.001.

Table 7 is the result of analyzing the survey validation of the college student group.
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Table 7. Validation of survey questionnaire (college student group).

Latent Variable Variable
Number Estimate S.E. C.R. Sig.

Standardized
Regression

Weights
AVE Construct

Reliability

Brand awareness

Q2 1 0.790

0.656 0.848Q1 1.099 0.096 11.397 *** 0.859

Q3 0.713 0.078 9.181 *** 0.561

Perceived product
quality

Q12 1 0.850
0.810 0.895

Q11 0.934 0.123 7.622 *** 0.771

Perceived service
quality

Q16 1 0.716

0.617 0.865
Q14 1.039 0.120 8.667 *** 0.579

Q15 0.900 0.091 9.849 *** 0.675

Q13 1.038 0.101 10.280 *** 0.717

Physical
environment

Q23 1 0.723

0.556 0.828
Q20 1.001 0.116 8.610 *** 0.602

Q19 0.634 0.103 6.146 *** 0.411

Q18 1.128 0.123 9.203 *** 0.659

Customer
satisfaction

Q24 1 0.537

0.733 0.888Q25 1.608 0.176 9.142 *** 0.842

Q26 1.503 0.166 9.056 *** 0.809

Customer habit
Q31 1 0.711

0.535 0.697
Q27 1.502 0.281 5.340 *** 0.751

Intention to revisit
Q34 1 0.696

0.556 0.712
Q10 1.590 0.388 4.093 *** 0.561

*** p < 0.001.

4.3. Research Model Fit

The criterion used for determining the fitness of the research model was the fit index,
which is most commonly used in the social sciences. Table 8 shows the results of analyzing
the fit of the research model.

Table 8. Analysis of the fit of the research model.

Model NFI GFI AGFI CFI X2/d.f RMESA

Reference value ≥0.9 ≥0.9 ≥0.8 ≥0.9 ≤3.0 ≤0.100
Measurement value 0.902 0.907 0.866 0.945 1.744 0.060

For this study, the research model and hypotheses were analyzed through statistical
analysis, and the results are presented in Tables 9 and 10.

Table 9. Research model analysis (office workers).

Standardized
Regression

Weigh

Regression
Weights S.E. C.R. Sig. Research

Hypothesis

Brand awareness

Customer
satisfaction

0.093 0.058 0.052 1.127 0.269 H1 Reject

Perceived service
quality 0.370 0.303 0.086 3.513 *** H2 Accept

Perceived product
quality 0.576 0.578 0.111 5.188 *** H3 Accept

Physical environment 0.143 0.140 0.142 0.983 0.326 H4 Reject
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Table 9. Cont.

Standardized
Regression

Weigh

Regression
Weights S.E. C.R. Sig. Research

Hypothesis

Customer satisfaction Intention to
revisit 0.106 0.108 0.145 0.746 0.456 H5 Reject

Customer
satisfaction

Customer
habit 0.618 0.613 0.096 6.387 *** H6 Accept

Customer habit Intention to
revisit 0.841 0.838 0.189 4.444 *** H7 Accept

*** p < 0.001.

Table 10. Research model analysis (college students).

Standardized
Regression

Weigh

Regression
Weights S.E. C.R. Sig. Research

Hypothesis

Brand awareness

Customer
satisfaction

0.223 0.124 0.037 3.322 *** H1 Accept

Perceived service
quality 0.188 0.143 0.068 2.101 0.036 H2 Accept

Perceived product
quality 0.185 0.117 0.045 2.606 0.009 H3 Accept

Physical environment 0.306 0.252 0.085 2.975 0.003 H4 Accept

Customer satisfaction Intention to
revisit 0.408 0.362 0.127 2.848 0.004 H5 Accept

Customer
satisfaction

Customer
habit 0.517 0.584 0.120 4.887 *** H6 Accept

Customer habit Intention to
revisit 0.379 0.297 0.124 2.396 0.017 H7 Accept

*** p < 0.001.

4.4. Research Hypothesis Test (Multi-Group Analysis)

In this study, the customers who visited the franchise coffee shop were divided into
two groups (office workers and college students). The results in Tables 9 and 10 proved
that the reasons the two groups intend to revisit the coffee shop differ. Table 9 displays the
results of the research model analysis of office workers.

As a result, H2, H3, H6 and H7 in office workers group were accepted in the research
hypotheses presented. Additionally, satisfaction with the franchise coffee shop did not
affect the intention to revisit of office workers. The analysis further showed that the habits of
office workers had a greater influence on their intention to revisit, more so than satisfaction.
Satisfaction intention to revisit was rejected in statistical significance.

Table 10 displays the results of the research model analysis of college students.
All research hypotheses were accepted in the college students group. According to the

analysis of the collected data, both customers’ habitual revisiting behavior and customers’
satisfaction had a positive effect on their intention to revisit. The analysis indicated that the
intention to revisit due to customer satisfaction was greater than their intention to revisit
due to habit.

Specifically, customers responded that they revisited a familiar coffee shop habitually
to maintain their coffee shop loyalty program (membership program). Customers also
responded that the excellent service of franchise coffee shop, brand awareness and their
overall satisfaction with the physical environment affected their satisfaction. Customers’
preference for coffee and overall satisfaction with the product habitually induced revisiting.
In addition, the analysis demonstrated that remaining at the coffee shop for extended
periods posed no inconvenience to customers, and that various amenities (free Wi-Fi, décor
of the coffee shop, comfortable seating, etc.) and cleanliness of the shop were all factors
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affecting customer satisfaction. Furthermore, it is evident that the attributes of the coffee
shop’s environment had a greater influence on customer satisfaction than product quality.

College students preferred to enjoy good coffee in a shop that was easy to visit, clean
and comfortable and one that offers a variety of additional amenities, such as Wi-Fi. In
considering these reasons, college students’ intention to revisit the coffee shop was analyzed.
This suggests that in order to encourage the intention to repurchase of low-involvement
products, such as revisiting coffee shops, it is important to provide the factors that the
customer can immediately think of when deciding to consume the product.

Perceived product quality as a positive influence on customers’ habits was also ana-
lyzed. Customer satisfaction caused the repurchasing of familiar brands among the various
franchise coffee-shop brands they knew. Overall satisfaction with products, such as cof-
fee taste, product diversity and brand awareness, as major factors influencing customer
satisfaction, were also analyzed.

According to the findings discussed above, it is necessary to provide customers with a
positive image by ensuring quality and convenience using various amenities in order to
continuously encourage customers to revisit. In addition, this positive image results in the
brand of the franchise coffee shop being perceived positively. Therefore it can be deduced
that customers will habitually revisit the shop. This leads franchise coffee shops to infer
that customers need to continually and consistently recognize their brand through ongoing
public relations.

4.5. Analysis of Mediation Effect (Multi-Group Analysis)

In Table 11, the college student group was analyzed, and it was found that the mediat-
ing effect of habit on customer satisfaction and revisit intention was considered statistically
significant. From this, it is evident that among the college student group, habits play a
mediating role in customer satisfaction and revisit intentions.

Table 11. Indirect effects—two-tailed significance (college students).

Perceived
Service
Quality

Perceived
Product
Quality

Brand
Awareness

Physical
Environment

Customer
Satisfaction

Habit 0.040 0.024 0.006 0.024

Revisit 0.064 0.018 0.024 0.031 0.046

Table 12 shows the results of analyzing the mediating effect of customer habits.

Table 12. Analysis of mediating effect of customer habits.

Path Estimate S.E. 95% Significance Level

Customer satisfaction-> customer
habit-> intention to revisit 0.174 0.100 0.025~0.401

5. Conclusions

This research explored the reasons for customers’ intentions to revisit a franchise
coffee shop. Many researchers have found that customer satisfaction is a major factor in the
intention to revisit, and the factors affecting customer satisfaction have been presented as
major research topics. Previous research has also identified the convenience of the space
and friendly service as main factors of customer satisfaction.

This paper results demonstrate that coffee quality and satisfaction with the service
quality have important roles in revisiting. Therefore, a coffee shop should respond quickly
to customer complaints and provide services very quickly. Furthermore, the quality of the
product should be continually maintained.

In addition, as a result of this multi-group analysis, it was determined that satisfaction
with franchise coffee shops creates familiarity, and this affects revisits.
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5.1. Research Implications

Consumers are limited in terms of economic rationality and often make irrational
decisions. This is especially true for products that are not expensive and are consumed
in everyday life. Through the research, it was studied that habits play an important role
as well as satisfaction in consumers’ intention to repurchase. This study indicates that
if a customer is satisfied with a franchise coffee shop (price, quality, space, etc.), there
is a probability of purchasing the same brand again. From the customer’s point of view,
purchasing products of the same brand is a means of reducing the risk of product failure [31].
Thus, habits become a means of reducing the risk of purchasing [31]. This is also consistent
with the analysis of previous studies. However, a different research result was found in
the college student group. In particular, it was studied that satisfaction with the physical
environment of a coffee shop is important, and that customers of this group spend a lot
of time in information search for new products and physical environment even though
this involves a complex decision-making process. This is a different study result from
the results of previous studies, in which the habitual behavior of the consumer is mainly
applied to low-priced products and daily decision-making. In other words, this means that
the characteristics of consumer behavior differ by generation.

5.2. Managerial Implications

Before revisiting a coffee shop, customers habitually recalled the coffee shop they
wanted to revisit, suggesting that the taste of the coffee and the quality of the various
products have a very important impact on customer habits. In other words, the franchise
coffee shop needs to improve its brand awareness through continual promotion. In addition,
ensuring coffee and beverage quality and the diversity of coffee sold are key points for
attracting repeat customers. In addition, it is necessary to maintain a customer inducement
program to make customers feel familiar with the coffee shop.

Moreover, the results of the present study indicate that office workers and college
students have different intentions to revisit coffee shops. Office workers’ satisfaction is
based on the quality of coffee, brands awareness and familiarity of the coffee shop, and
these are the main factors for revisiting.

The satisfaction and habits of college students were observed to have an effect on
revisiting. Of course, satisfaction was determined to be a greater factor than habits when
deciding to revisit. In addition, it is the quality of the coffee and beverages sold at the shop
that influences students’ revisiting habits.

6. Discussion

This study divided customers into groups of office workers and college students, but
the fact that there were only 460 valid survey subjects remains a limitation of the study.
Therefore, it is necessary to examine these questions with a larger sample and to study
customers’ intention to revisit through various types of surveys, such as questionnaires
and interviews.

In addition, it is necessary to consider the limitations of SEM applied as a research
method in this study. In other words, latent variables and unmeasured variables that are
not considered when developing a research model can create a more suitable research
model than the current research model. In addition, an error in data measurement and an
error in causality caused by it may be raised as problems. Moreover, even if the direction of
the causal relationship between latent variables in SEM is changed, the effect on the fit of
the research model is limited.

Further research is needed on the causal relationship between customer satisfaction
and customer habits. The study found that customers’ habits influenced their intention
to revisit. Therefore, companies need to identify strategies for creating and maintaining
new habits. In addition, it is necessary to study how changes in customers’ habits affect
repurchasing. A comprehensive study on customers’ purchase habits by analyzing their
habitual purchase types, the factors influencing these habits and the role played by variables
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in influencing changes in habits is suggested. In addition, it is necessary to analyze the
repurchase characteristics of consumers by diversifying the purchased product groups and
the age groups of consumers.
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