
i 
 

 

 

 

 

INFLUENCE OF SERVICE QUALITY AND 

SERVICESCAPE ON CUSTOMER SATISFACTION 

TOWARDS BEHAVIORAL INTENTIONS IN 

INTERNATIONAL COFFEE CHAINS 

 

 

BY 

 

BEH WEI WEN 

LEONG YING YEE 

WONG SEK YAU 

YAP CHIN YEE 

 

 

A research project submitted in partial fulfillment of the 

requirement for degree of 

 

BACHELOR OF INTERNATIONAL BUSINESS 

(HONS) 

 

UNIVERSITI TUNKU ABDUL RAHMAN 

 

FACULTY OF ACCOUNTANCY AND 

MANAGEMENT DEPARTMENT OF 

INTERNATIONAL BUSINESS 

 

NOVEMBER 2014 

 
 

 

 

 

 

 



ii 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Copyright @ 2014 

 

ALL RIGHTS RESERVED. No part of this paper may be reproduced, stored in a 

retrieval system, or transmitted in any form or by any means, graphic, electronic, 

mechanical, photocopying, recording, scanning, or otherwise, without the prior 

consent of the authors. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iii 
 

 

 

 

 

DECLARATION 

 

 

 

We hereby declare that: 

 

(1) This undergraduate research project is the end result of our own work and that due 

acknowledgement has been given in the references to ALL sources of information be 

they printed, electronic, or personal.  
 

(2) No portion of this research project has been submitted in support of any 

application for any other degree or qualification of this or any other university, or 

other institutes of learning.  

 

(3) Equal contribution has been made by each group member in completing the 

research project.  

 

(4) The word count of this research report is 22,400.  

 

 

 

 

    Name of Student:     Student ID:         Signature:  

 

1. Beh Wei Wen     1200815        _______________ 

 

2. Leong Ying Yee     1200670               _______________ 

 

3. Wong Sek Yau     1200427              _______________ 

 

4.  Yap Chin Yee     1200872               _______________ 

 

 

 

 

 

 

Date: 28 November 2014 

 

 

 

 

 

 

 
 



iv 
 

Acknowledgements 
 

We would like to take this opportunity to express our gratitude and appreciation to 

those who have contributed in the research project. The research project would not 

be so successful without the contribution of them in giving advices, suggestions 

and guidance. 

First of all, we would like to acknowledge the help of Universiti Tunku Abdul 

Rahman for giving us an opportunity to carry out the research project. This 

research project has helped us to gain so much knowledge and meaningful 

experience before we end our degree studies. 

Secondly, we woud like to express our most heartfelt thankfulness to our 

supervisor, Miss Malathi Nair a/p G Narayana Nair. We truly appreciate her 

guidance and assistance throughout the progress of the research project so that the 

research can be completed in a timely and professional manner. Her valuable 

advices and suggestions have made us to improve so much upon the completion of 

the research. 

Next, we would like to express our sincerest appreciation to our second examiner, 

Miss Amalina Binti Azmi who has shared with us her own experience in International 

Coffee Chains and given us advices on how to further improve our research. Her 

suggestions have made us to study more in depth into the research topic. 

Furthermore, we would like to extent our gratitute to Miss Fitriya Binti Abdul Rahim, 

the research coordinator of UZMW3224 for providing us guidelines and directions on 

how to conduct a research project in a profesional manner within the given time frame. 

Besides, we would like to thank all the respondents who have participated in our 

research and contributed their thoughtful opinions and comments in our research. 

Their time spent in doing the research is truly appreciated. 

Last but not least, we would be so grateful with the help of the four members in the 

group. Without the well cooperation and efforts contributed, the research project 

would not have come to such a successful completion. Therefore, we would like to 

express our deepest appreciation to everyone that has helped us so much in the 

research project. 



v 
 

 

 

 

TABLE OF CONTENTS 

  

 Page 

Copyright Page......................................................................................... 

 

ii 

Declaration................................................................................................ 

 

iii 

Acknowledgment...................................................................................... 

 

iv 

Table of Contents...................................................................................... 

 

v 

List of Tables............................................................................................ 

 

xi 

List of Figures........................................................................................... 

 

xiii 

List of Abbreviations................................................................................ 

 

xiv 

List of Appendices.................................................................................... 

 

xv 

Preface...................................................................................................... 

 

xvi 

Abstract..................................................................................................... 

 

xvii 

CHAPTER 1 RESEARCH OVERVIEW 

 

 

                1.0 Introduction..................................................................... 

 

1 

                1.1 Research Background...................................................... 

 

1 

 1.1.1 Coffee and Coffee Industry................................ 

 

1 

 1.1.2 Coffee Trend and Culture Worldwide............... 

 

3 

 1.1.3 Coffee Industry in Malaysia............................... 

 

4 

 1.1.4 Prospective Customers....................................... 

 

5 

                1.2 Problem Statement.......................................................... 

 

7 

                1.3 Research Objectives........................................................ 

 

13 

 1.3.1 General Objective.............................................. 

 

13 

 1.3.2 Specific Objectives............................................ 

 

14 

                1.4 Research Questions......................................................... 14 



vi 
 

 

                1.5 Hypotheses of the Study.................................................. 

 

14 

                1.6 Significance of the Study................................................ 

 

15 

                1.7 Chapter Layout................................................................ 

 

16 

                1.8 Conclusion....................................................................... 

 

17 

CHAPTER 2 LITERATURE REVIEW 

 

 

                2.0 Introduction..................................................................... 

 

18 

                2.1 Review of the Literature.................................................. 

 

18 

 2.1.1 Behavioral Intentions......................................... 

 

18 

 2.1.2 Service Quality................................................... 

  

21 

 2.1.3 Servicescape....................................................... 

 

28 

 2.1.4 Customer Satisfaction......................................... 

 

34 

                2.2 Review of Relevant Theoretical Models......................... 

 

37 

                2.3 Proposed Theoretical/Conceptual Framework................ 

 

38 

                2.4 Hypotheses Development................................................ 

 

39 

 2.4.1 The relationship between service quality and 

customer satisfaction.......................................... 

 

 

39 

 2.4.2 The relationship between servicescape and 

customer satisfaction.......................................... 

 

 

40 

 2.4.3 The relationship between customer satisfaction 

and behavioral intentions................................... 

 

 

41 

                2.5 Conclusion....................................................................... 

 

42 

CHAPTER 3 METHODOLOGY 

 

 

                3.0 Introduction..................................................................... 

 

43 

                3.1 Research Design.............................................................. 

 

43 

                3.2 Data Collection Methods................................................. 

 

44 

 3.2.1 Primary Data...................................................... 

 

44 



vii 
 

 3.2.2 Secondary Data.................................................. 

 

44 

                3.3 Sampling Design............................................................. 

 

45 

 3.3.1 Target Population............................................... 

 

45 

 3.3.2 Sampling Frame and Sampling Location........... 

 

45 

 3.3.3 Sampling Elements............................................. 

 

46 

 3.3.4 Sampling Technique........................................... 

 

46 

 3.3.5 Sampling Size..................................................... 

 

47 

                3.4 Research Instrument........................................................ 

 

47 

 3.4.1 Questionnaire Design......................................... 

 

48 

 3.4.2 Pilot Test............................................................ 

 

49 

                3.5 Construct Measurement................................................... 

 

51 

 3.5.1 Origin of Constructs........................................... 

 

51 

 3.5.2 Scale of Measurement........................................ 

 

55 

                3.6 Data Processing............................................................... 

 

56 

 3.6.1 Questionnaire Checking..................................... 

 

56 

 3.6.2 Editing................................................................ 

 

57 

 3.6.3 Coding................................................................ 

 

57 

 3.6.4 Transcribing....................................................... 

 

58 

 3.6.5 Data Cleaning.................................................... 

 

58 

                3.7 Data Analysis.................................................................. 

 

58 

 3.7.1 Descriptive Analysis......................................... 

 

59 

  3.7.1.1 Frequency Distribution..................... 

 

59 

  3.7.1.2 Descriptive Statistics........................ 

 

60 

 3.7.2 Scale Measurement........................................... 

 

60 

  3.7.2.1 Reliability Test.................................. 

 

60 



viii 
 

 3.7.3 Inferential Analysis........................................... 

 

61 

  3.7.3.1 Pearson Correlation Analysis............ 

 

61 

  3.7.3.2 Multiple Regression Analysis........... 

 

62 

  3.7.3.3 Linear Regression Analysis............... 

 

62 

                3.8 Conclusion....................................................................... 

 

63 

CHAPTER 4 DATA ANALYSIS 

 

 

                4.0 Introduction..................................................................... 

 

64 

                4.1 Descriptive Analysis....................................................... 

 

64 

 4.1.1 Respondent Demographic Profile...................... 

 

64 

  4.1.1.1 Gender.............................................. 

 

65 

  4.1.1.2 Age Group........................................ 

 

66 

  4.1.1.3 Race.................................................. 

 

67 

  4.1.1.4 Allowance/Pocket Money 

per month........................................... 

 

 

68 

 4.1.2 Respondent General Information........................ 

 

69 

  4.1.2.1 Which International Coffee Chain 

do you prefer? Choose ONE 

only...................................................... 

 

 

 

70 

  4.1.2.2 Do you have dine in experience 

based on your choice in 

Q1? ...................................................... 

 

 

 

71 

 

  4.1.2.3 How often do you visit the chosen 

coffee chain? ....................................... 

 

 

72 

  4.1.2.4 Based on your choice in Q3, 

what is the purpose of your visit 

to the coffee chain?.............................. 

 

 

 

73 

  4.1.2.5 On average, how much 

do you spend on coffee per 

visit? .................................................... 

 

 

 

74 

 4.1.3 Descriptive Statistics........................................... 

 

75 



ix 
 

                4.2 Scale Measurement......................................................... 

 

76 

 4.2.1 Internal Reliability Test....................................... 

 

76 

                4.3 Inferential Analysis......................................................... 

 

77 

 4.3.1 Pearson Correlation Analysis.............................. 

 

77 

 4.3.2 Multiple Regression Analysis............................. 

 

78 

 4.3.3 Hypotheses Testing............................................. 

 

80 

 4.3.4 Linear Regression Analysis................................. 

 

81 

 4.3.5 Hypothesis Testing.............................................. 

 

82 

                4.4 Conclusion....................................................................... 

 

83 

CHAPTER 5 DISCUSSION, CONCLUSION AND IMPLICATION 

 

 

                5.0 Introduction..................................................................... 

 

84 

                5.1 Summary of Statistical Analysis..................................... 

 

84 

 5.1.1 Descriptive Analysis........................................... 

 

84 

 5.1.2 Scale Measurement............................................. 

 

85 

 5.1.3 Inferential Analysis............................................. 

 

85 

  5.1.3.1 Pearson Correlation Analysis............... 

 

85 

  5.1.3.2 Multiple Regression Analysis.............. 

 

86 

  5.1.3.3 Linear Regression Analysis.................. 

 

86 

                5.2 Discussion of Major Findings......................................... 

 

87 

 5.2.1 Service Quality.................................................... 

 

88 

 5.2.2 Servicescape........................................................ 

 

90 

 5.2.3 Customer Satisfaction......................................... 

 

91 

                5.3 Implication of the Study................................................. 

 

92 

 5.3.1 Managerial Implications...................................... 

 

92 

  5.3.1.1 Service Quality.................................... 

 

92 



x 
 

  5.3.1.2 Servicescape....................................... 

 

93 

  5.3.1.3 Customer Satisfaction.......................... 

 

94 

  5.3.1.4 Behavioral Intentions........................... 

 

95 

                5.4 Limitation of the Study................................................... 

 

96 

                5.5 Recommendations for Future Research.......................... 

 

97 

                5.6 Conclusion....................................................................... 

 

98 

REFERENCES......................................................................................... 

 

99 

APPENDICES.......................................................................................... 

 

121 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xi 
 

 

 

 

LIST OF TABLES 

 

 

 

Page 

 

Table 1.1: Enrolment in Higher Education Institutions………………… 5 

  

Table 3.1: Rules of Thumb about Cronbach’s Alpha Coefficient  

                  Size………………………………………………………...... 

 

49 

  

Table 3.2: Results of Pilot Test…………………………………………. 50 

  

Table 3.3: Origin of Constructs………………………………………… 51 

  

Table 3.4: Sample Items of the Constructs……………………………... 53 

  

Table 3.5: Rules of Thumb about Correlation Coeficient Size…………. 62 

  

Table 4.1: Gender………………………………………………………. 65 

  

Table 4.2: Age Group………………………………………………….. 66 

  

Table 4.3: Race…………………………………………………………. 67 

  

Table 4.4: Monthly Allowance Level…………………………………... 68 

  

Table 4.5: Preferred International Coffee Chain……………………….. 70 

  

Table 4.6: Dine in Experience………………………………………….. 71 

  

Table 4.7: Frequency of Visiting Coffee Chain………………………… 72 

  

Table 4.8: Purpose of Visiting Coffee Chain…………………………… 73 

  

Table 4.9: Money Spent in Coffee Chain per Visit…………………….. 74 

  

Table 4.10: Descriptive Statistics on Variables………………………… 75 

  

Table 4.11: Reliability Test…………………………………………….. 76 

  

Table 4.12: Pearson Correlation Analysis……………………………… 77 

  

Table 4.13: Model Summary…………………………………………… 78 

  

Table 4.14: ANOVAª…………………………………………………… 78 

  

Table 4.15: Coefficientsª………………………………………………... 79 

  



xii 
 

Table 4.16: Model Summary…………………………………………… 81 

  

Table 4.17: ANOVAª…………………………………………………… 81 

  

Table 4.18: Coefficientsª………………………………………………. 82 

  

Table 5.1: Summary of Research Objectives, Hypotheses and 

                  Results ………………………………………....................... 

 

87 

  

 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiii 
 

 

 

 

 

 

LIST OF FIGURES 

 

 

 

Page 

 

Figure 2.1: Measuring the Mediating Role of Dining Experience       

                   Attributes on Customer Satisfaction and Its Impact on 

       Behavioral Intentions of Casual Dining Restaurant 

       in Jakarta……………………………………………………. 

 

 

 

37 

  

Figure 2.2: Study on The Influence of Service Quality and Servicescape 

                   on Customer Satisfaction towards Behavioral Intentions in 

                   International Coffee Chains………………………………… 

 

 

38 

  

Figure 4.1: Gender………………………………………………………. 65 

  

Figure 4.2: Age Group…………………………………………………... 66 

  

Figure 4.3: Race…………………………………………………………. 67 

  

Figure 4.4: Monthly Allowance Level…………………………………... 68 

  

Figure 4.5: Preferred International Coffee Chain………………………... 70 

  

Figure 4.6: Dine in Experience………………………………………….. 71 

  

Figure 4.7: Frequency of Visiting Coffee Chain………………………… 72 

  

Figure 4.8: Purpose of Visiting Coffee Chain…………………………… 73 

  

Figure 4.9: Money Spent in Coffee Chain per Visit…………………….. 74 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiv 
 

 

 

 

 

 

LIST OF ABBREVIATIONS 

 

Sig   Significant 

 

SPSS   Statistical Package for Social Science 

 

Std   Standard 

 

TARUC  Tunku Abdul Rahman University College 

 

UCSI   Universiti College Sedaya International 

 

UM   Universiti of Malaya 

 

UPM   Universiti Putra Malaysia 

 

UTAR   Universiti Tunku Abdul Rahman 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xv 
 

 

 

 

 

 

LIST OF APPENDICES 

 

 Page 

Appendix 3.1: Questionnaire……………………………………………. 121 

  

Appendix 3.2: SPSS Output: Pilot Test…………………………………. 129 

  

Appendix 4.1: SPSS Output: Respondent Demographic Profile………... 131 

  

Appendix 4.2: SPSS Output: Respondent General Information………… 133 

  

Appendix 4.3: SPSS Output: Descriptive Statistics…………………...... 135 

  

Appendix 4.4: SPSS Output: Reliability Test…………………………… 136 

  

Appendix 4.5: SPSS Output: Pearson Correlation Analysis…………….. 138 

  

Appendix 4.6: SPSS Output: Multiple Regression Analysis……………. 139 

  

Appendix 4.7: SPSS Output: Linear Regression Analysis………………. 140 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xvi 
 

 

 

 

 

PREFACE 

 

This research project is conducted as part of the fulfillment of the requirement for 

the course of Bachelor of International Business offered by Faculty of Accountant 

and Management, Universiti Tunku Abdul Rahman. The purpose of conducting 

this research project is to study of service quality and servicescape which will 

significantly influence on customer satisfaction towards behavioral intentions in 

International Coffee Chains.  

 

For the tradition coffee shops that are solely focusing on selling food and 

beverages, it is hard for them to survive in this modern world. In this 21st century, 

customers do not only focus on food and beverages quality but also demand for a 

better service quality, comfortable environment, and creative design of the coffee 

shop. Therefore, it is important for a manager to design a coffee shop with high 

attractive power and provide an excellent service quality in order to satisfy 

customers which will eventually influence the customers’ behavioral intentions. 

 

The research project helps to reveal service quality and servicescape that influence 

on customers satisfaction towards behavioral intentions in International Coffee 

Chain. Factors that pose the strongest influence in customer satisfaction towards 

behavioral intentions will be determined which aids in providing a better 

understanding for manager of International Coffee Chains.   
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ABSTRACT 
 

 

This study focuses on examining the influence of service quality and servicescape 

on customer satisfaction towards behavioral intentions in International Coffee 

Chains. In order to attain the research project objectives, research questions and 

three hypotheses are developed and tested. Moreover, each hypothesis is measured 

accordingly and results obtained are subsequently explained. Literature review are 

also included in this research project as to provide better understanding of each 

variables in terms of terms, definition, characteristics and relationships.    

 

Furthermore, a sample size of 200 had been selected for this study by using 

convenience sampling method. The questionnaires were distributed to the target 

respondents which are full-time undergraduates from public universities, private 

universities, and university colleges in Malaysia. By using Statistical Package for 

Social Science (SPSS) version 22.0, data collected through survey questionnaires 

are able to analyze and get the results are being discussed in tables and charts. In 

addition, major findings of this research project were discussed in order to 

understand the relationship between service quality and servicescape towards 

customer satisfaction as well as relationship between customer satisfaction and 

behavioral intentions.  

 

After conducting this research, the empirical results revealed that all of these 

factors have positive influences on customer satisfaction. Results also show that 

customers’ satisfaction will influence the behavioral intentions among 

undergraduates towards International Coffee Chains. Last but not least, 

managerial implications have been discussed to provide insightful and useful 

information to the International Coffee Chains’ manager. While the limitations 

faced in this study will be addressed and recommendations will be developed to 

assist future researchers in managing these limitations.     

 

 


