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ABSTRACT

This research study aims to explain and analyze the effect between thematic cafe and perceived value on behavior intention with
customer satisfaction as a medi-ating variable. This research is quantitative research and uses an online ques-tionnaire in
collecting data. The population were 130 consumers who had visited at least 1 Industrial Thematic Cafe. This study uses non-
probability sampling with purposive sampling. The data analysis technique was used is PLS-SEM. The results were showed by the
thematic cafe atmosphere had no significant impact to behavior intention. However, perceived value has a significant impact on
be-havior intention. Based on some results of the mediation test, customer satisfac-tion is able to mediate the impact between
thematic cafe atmosphere and per-ceived value on behavior intention.
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INTRODUCTION

Cafe comes from French, means coffee in Indonesian which can be defined as a coffee shop (Ardian, 2019). In Indonesia, cafes
are not only used as places to drink coffee, but also many cafes in Indonesia already have a few functions. In their development
the cafe has become a place to gather with friends, do assignments, and relax (Nafi, 2019).

Malang is one of the many cities in Indonesia, which is known as a city of education that accepts a large number of new students
every year, in 2018/2019 the number of state university students in Malang reached 123,445 and private universities reached
123,582 (BPS, 2019). However, many cafe entrepreneurs began to appear in the Malang cities. According to the Association of
Indonesian Cafe and Restaurant Entrepreneurs (Apkrindo) Malang in (Mazda, 2019) also stated that the Malang cities is one of the
cities that has a growth rate with more than 1,000, but cafe businesses in Malang are not all running well and successful.

According to Hariyanti (2018), in running a business, business actors must understand the character of the business being run,
understand the basic concepts of marketing and financial management. Business actors must continue to make new innovations
and appropriate strategies in marketing their products so as to make the business able to survive, develop, compete with competitors
(William R, 2015), and be able to show the uniqueness and characteristics of the business they own and attract consumers (Nafi ,
2019). A restaurant uses a theme is a good opportunity for Indonesian businesses, the theme of a restaurant has the role of provider
and differentiator (Puspita, 2015).

Cafes are usually designed uniquely with a bit of characteristics that make consumers interested and visiting the cafe (Sumarsono,
2015). The concept of an industrial-style cafe (Industrial thematic cafe) is a trend for cafe entrepreneurs today. However,
entrepreneurs also need to know apart from the theme that attracts consumers to evaluate a product or service related to the costs
to be incurred and the benefits obtained before making a decision (Kotler & Armstrong, 2018). Nevertheless, customer satisfaction
is something that needs to be considered. Customer satisfaction will be created when consumers give a positive response to what
they get from an item or service that will lead to behavioral intentions (Liu & Tse, 2018).

LITERATURE REVIEW

Thematic Cafe Atmosphere

Store atmosphere is the physical design of a store designed to create any impact for consumer purchases. Setting the store
atmosphere can cause certain emotional reactions such as pleasure, and passion. It can affect to the time and money spent by
consumers when shopping (Blackwell, Miniard, & Engel, 2012). Thematic cafe atmosphere is the physical environment of a cafe
including layout, employees, atmosphere, and aesthetics (Heung & Gu, 2012).

Perceived Value

Perceived value is an evaluation made by customers of a product or service about the differences in benefits and costs offered in
competitive offers (Kotler & Armstrong, 2018). Perceived value is a value felt by customers when buying a product or service
related to the benefits obtained in accordance with customer perceptions and the costs to be paid. Customers will buy the same
product or service when they feel that they are getting value from the product or service (Sankrusme, 2017). In conclude, the
indicators for the perceived value of authentic restaurants are consist with:

a. Economic values
Economic value is the price that consumers feel when buying a product or using a service.
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b. Functional values
Functional value is consumers get the product or service at the right time.

¢. Emotional values
Emotional value is the feeling that consumers feel when buying a product or using a service.

d. Symbolic values
Symbolic value is the meaning of positive consumption that becomes self-identity to others (Yrjola, Rintamaki, Saarijarvi, Joensuu,
& Kulkarni, 2019)

Customer Satisfaction

Customer satisfaction is an assessment of the performance of a product or service in relation to customer expectations. If the
product or service does not meet expectations, then the customer is not satisfied. If it is in line with expectations, a customer is
satisfied and if it exceeds expectations, the customer is very satisfied or happy, then it provides benefits and a positive impact on
the company (Kotler & Armstrong, 2018). Some of part, the determinants of satisfaction consist of 3, such as product performance,
feelings of consumption, and expectations (Blackwell et al., 2012). The measurement of customer satisfaction consists of four
methods, such as complaints and suggestions system, ghost/mystery shopping, lost customer analysis, customer satisfaction survey
(Tjiptono, 2019).

Behavior Intention

Behavior intention is the result of a choice by planning one or more behaviors (Peter & Olson, 2017). Indicators in behavior
intention are divided into three, such as purchase intention, positive word of mouth, and recommendations to other (Fakih, Assaker,
Assaf, & Hallak, 2016). Behavioral intention is the development of TRA and TPB theory. Theory Planned Behavior is a theory
can predict a person's behavioral intentions (Ajzen, 1991).

RESEARCH METHODS

This study can uses explanatory research with a quantitative approach. This study uses purposive sampling and uses Smart PLS
3.0. Respondents in this study amounted to 130 people.
The sample criteria that will be used in this study are:

1. Consumers who have visited at least 1 time Industrial thematic cafe consisting of (Golden Heritage, Nomu 9 Beverages, Oura,
My Kopi O).

Minimum ages 17 years

At this age a person can give an assessment and decision on an object.

Visiting times

Minimum visit time in the last 6 months at one of the Industrial Thematic cafes (Golden Heritage, Nomu 9 Beverage, Oura,
My Kopi O)

agrwd

Thematic cafe
atmosphere

Behavior
Intention

Customer
Satisfaction

Perceived
value

This research study, thematic cafe atmopshere uses three indicators including layout and employees (Heung & Gu, 2012),
Atmosphere (Heung & Gu, 2012), (Choi & Kandampully, 2019), Aesthetics (Heung & Gu, 2012), (Choi & Kandampully, 2019),
(Ha & Jang, 2012). Perceived Value uses three indicators such as economic value (Yrjola et al., 2019), (Oyedele, Saldivar,
Hernandez, & Goenner, 2018), (Mao & Lyu, 2017), fuctional value (Yrjola et al., 2019), emotional value (Yrjola et al., 2019),
(Oyedele et al., 2018), symbolic value (Yrjola et al., 2019). Customer satisfaction uses three indicators such as satisfied (Konuk,
2019), (Choi & Kandampully, 2019), (Oyedele et al., 2018), (Lu & Chi, 2018), (Ryu, Han, & Jang, 2010), Choice (Konuk,
2019),(Choi & Kandampully, 2019), happy (Konuk, 2019),(Oyedele et al., 2018), (Lu & Chi, 2018),(Sezgin & Gode, 2017),(Ryu
et al. ., 2010). Behavior intention uses three indicators such as purchase intention (Fakih et al., 2016), (Ha & Jang, 2012), (Lu &
Chi, 2018), (Sezgin & Gode, 2017), (Ryu et al., 2010), (Mao & Lyu, 2017), positive word of mouth (Fakih et al., 2016), (Ha &
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Jang, 2012), (Jang, Liu, & Namkung, 2011), (Lu & Chi, 2018), (Sezgin & Gode, 2017), recommendation (Fakih et al., 2016), (Ha
& Jang, 2012), (Jang et al., 2011), (Lu & Chi, 2018), (Sezgin & Gode, 2017), ( Ryu et al., 2010).

RESULTS

Respondents in this study were 130, a gender was dominated by women (59.2%). The age category of respondents is dominated
by the age range of 23-28 years (69.2%). Education is dominated by undergraduates (63.8%). The work is quite balanced, such as
students (33.8%) and private (33.1%), industrial thematic cafe visitors have an income dominated by < Rp 3,000,000,-(53.1%).
During the last 6 months the most visited cafe was My Kopi O with (52.3%).

Characteristics of Respondents Frequency Percentage
Gender Man 53 40.8%
Women 77 59.2%
Age 17-22 years 26 20.0%
23-28 years 90 69.2%
29-34 years 13 10.0%
35-40 years 1 0.8%
Education High School 27 20.8%
Diploma 8 6.2%
Bachelor Degree 83 63.8%
Magister 11 8.5%
Doctor 1 0.8%
Occupation College student 44 33.8%
Entrepreneurs 22 16.9%
Private 43 33.1%
Government employees 5 3.8%
Other 16 12,3%
Income <Rp 3.000.000,- 69 53.1%
3o s s
S0 4Ry ;
S0 0o :
>Rp 11.000.000,- 5 3.8%
Last visited cafe Golden Heritage 24 18.5%
My Kopi O 68 52.3%
Nomu 9 Beverages 14 10.8%
Oura 24 18.5%
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The results showed that the hypothesis H1,H2,H4,H5,H6,H7 was accepted, while H3 was rejected. Thematic cafe
atmosphere did not impact to behavior intention (1.07 < 1.96). This can be caused by a less tempting aroma so that consumers or
visitors are less interested in visiting industrial thematic cafes. Lighting in industrial thematic cafes is also considered less
comfortable for cafe visitors. However, it will affect to the behavior intention. Customer satisfaction variable also can mediate
such as H6 and H7 are accepted.

Hypothesis Relationship Between Path t-Statistic p-value Results
Variables Coefficient

H1 Thematic Cafe 0.216 2.593 0.010 Significant Accepted
Atmosphere— Customer
Satisfaction

H2 Perceived Value—~Customer 0.607 8.347 0.000 Significant Accepted
Satisfaction

H3 Thematic Cafe 0.085 1.072 0.284 Not significant Rejected
Atmosphere—Behavior
Intention

H4 Perceived Value-Behavior 0.381 4.460 0.000 Significant Accepted
Intention

H5 Customer Satisfaction— 0.417 5.373 0.000 Significant Accepted
Behavior Intention

H6 Thematic Cafe 0.090 2.107 0.036 Significant Accepted
Atmosphere—Customer (perfect
Satisfaction—Behavior mediation)
Intention

H7 Perceived Value—~Customer 0.253 4.764 0.000 Significant Accepted
Satisfaction—Behavior (perfect
Intention mediation)

T-statistic > t-table (1.96)

CONCLUSION

This research study aims to explain and analyze the impact be-tween thematic cafe and perceived value on behavior intention with
cus-tomer satisfaction as a mediating variable. The results were showed that thematic cafe atmosphere was able to increase
customer satisfaction. This can be seen from an attractive design with provide satisfaction for consumers, currently a consumer
behavior who likes to take selfies or take pictures with friends and family when they gather at the industrial thematic cafe. Perceived
value is able to increase customer satisfaction. This can be seen from the value that can be felt by consumers which will increase
customer satisfaction. Ultimately, cafe must be able to create an atmosphere that can make one's heart comfortable in an industrial
the-matic cafe. However, thematic cafe atmosphere was not able to increase behavior intention. In the Summary, some factors are
make thematic cafe atmosphere unable to increase behavior intention, because of the less tempting aroma and lighting. Perceived
value can increase behavior in-tention. This can be seen from one of the emotional values (comfort) that a felt by consumers or
visitors to the industrial thematic cafe have a de-sire to return to visit the cafe. Customer satisfaction variable that can mediate
thematic cafe atmospheric and perceived value on behavior in-tention.
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