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Tém tit

Hiéu r6 hanh vi mua hang ctia nguoi tiéu dung va cac yéu t6 khac anh hudong dén su lua chon cua
nguoi tiéu ding hién nay thudng duoc coi 1a thach thirc 16n nhét dbi véi cac chu doanh nghiép dé
duy tri murc ting trudng tich cuc cia minh, khi cac yéu té chat luong san pham va gia ca hap dan
khong con chiém wu thé trong qua trinh canh tranh. Nghién ctru nay nham xac dinh cac yéu té anh
hudng dén quyét dinh mua ca phé cua sinh vién dai hoc tai Thanh phd H6 Chi Minh, tir d6 cung
cap cho Ca phé Ong Bau nhiing dir liéu can thiét dé thanh 1ap doanh nghiép nhuong quyén ca phé
tap trung vao phan khic khach hang muc tiéu la sinh vién dai hoc tai Thanh phé Hd Chi Minh.
Phan tich cac yéu t6 chinh la gia cd, san phém, dich vu, dia diém va anh huong ctua thuong hidu;
nghién ctru nay thu thap dir liéu tir cac sinh vién dai hoc & Thanh phé Ho Chi Minh, tir 18 dén 24
tudi bang cach guri bang cau hoi qua tai khoan email ctia ho dé thu thap phan hoi va tat ca dit liéu
da duogc xtr Iy dé dua ra két qua. Tir két qua phan tich hdi quy trén 489 phan hoi dang tin cdy cho
thiy gia c6 hé sb cao nhit trong s cac bién, tiép theo 1 anh hudng thuong hiéu va cac yéu t khac.
Diéu nay goi y Ca phé Ong Bau hoach dinh chién lugc gia mot cach can than dé dua ra murc gia
hop 1y va chap nhan duogc nhét cho timg loai d6 an, d6 udng tai thi trudng muyc tidu nay.

Tir khéa: Thoi quen mua hang, khach hang sinh vién, ca phé Ong Bau, gia ca, chét luong dich vu,
san pham, dia diém, tam anh huong thuong hiéu

L Téc gia lién hé, Email: dauthihangnga2011155345@ftu.edu.vn
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FACTORS INFLUENCING HCMC UNIVERSITY STUDENT CUSTOMERS’
PURCHASING DECISIONS TOWARD COFFEE SHOPS: RESEARCH AND
RECOMMENDATIONS FOR ONG BAU JSC

Abstract

Understanding consumer purchasing behaviors and other variables influencing consumer choice
Is now often seen as the biggest challenge for business owners to maintain their positive growth,
as the factors of product qualities and attractive prices are no longer dominant in the competition
process. This study aims to identify these factors which affect the coffee purchase decision by
university student customers in Ho Chi Minh City, from there provide Ong Bau Coffee with
essential data for setting up their coffee franchising business focusing on the target segment of
university student customers in Ho Chi Minh City. Analyzing the main factors namely price,
product, service, physical environment, and brand influence; this study collected data from
university students in Ho Chi Minh City, aged 18 to 24 by sending the questionnaires via their
email accounts for collecting their feedback, and all data have been processed to reveal the
outcomes. From the result of regression analysis on 489 reliable responses, it is revealed that price
has the highest coefficient among the variables, followed by brand influence and other factors
respectively. This suggests Ong Bau Coffee to carefully plan the pricing strategy to come up with
the most reasonable and acceptable prices for each type of food or drink in this target market.

Keywords: purchasing behavior, student customers, Ong Bau Coffee, price, service quality,
product, physical environment, brand influence.

1. Introduction

Up to now, various studies on the buying habit of Generation Z and its driving factors have
been carried out, including domestic and foreign articles. These studies show that most of them
rely on personal experience, and consult other people before making decisions regarding purchases
while using the Internet as their primary information source. Besides, the fact that there is the
"acquired attention deficit disorder" phenomenon in the awareness of Generation Z customers
demonstrates the necessity for modern firms to put more effort into capturing the interest of young
consumers by producing words and visuals, which ensures a stronger first impression.

Considering the lack of research focused on practical application to customers who are
university students in Ho Chi Minh City in particular and Vietnam in general, this study examines
the purchasing behavior toward coffee shops as the subject of research. Coffee shop chains are
expanding rapidly in Vietnam, particularly in Ho Chi Minh City, and are expected to develop at a
compound annual growth rate of 8.5% from 2020 to 2025 (Rubik Top, 2023). One of the most
common target customer groups are university students, who not only have characteristics of
Generation Z customers, but also other factors based on local lifestyle and spending patterns.

Through selected factors based on previous studies, including Price (PI), Service Quality
(QL), Product (PO), Physical Environment (PE), and Brand Influence (BI), this study has been
conducted to provide Ong Bau Coffee with essential data about the factors that decide university
students' purchasing behaviors. The objective of this study is to help Ong Bau Coffee franchising
business focusing on the target segment of university student customers in Ho Chi Minh City, and
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also propose some implications to support coffee shop chains to enhance their brand value and
consumption volume.

2. Literature review and hypothesis development
Consumer purchasing decision

Solomon et al (1995) considered consumer buying behavior as actions made towards goods
or service to satisfy people’s needs and wants, these include but are not limited to selecting, buying,
and discarding products. Research findings of Engel et al (1968) classified the purchase decision
of consumers into five different stages with high complexity involved. For the decision making
process, consumers are influenced by various factors for consideration.

Price and purchasing decision

Price is referred to as the amount of money or the total values that consumers have to pay in
exchange for a product or service. (Kotler et al, 2016) Previous research has found that consumers’
perception of price would greatly alter their purchase decision. Research by Wang (2000);
Reidenbach et al (2006) both showed that if the customers perceive price as reasonable, they will
be prompted to make a buying decision. Pelsmacker and partners (2005) has shown that
consumers’ sensitivity for prices makes them unwilling to pay extra to buy organic coffee. Thus,
price is one of the important factors influencing purchasing decisions, and we propose our
hypothesis below.

H1: Price has a positive effect on buying decision of consumers
Product and purchasing decision

Product is anything that satisfies a need or want and available on the market for purchase or
consumption (Kotler et al, 2016). By this definition, products are not limited to physical form but
also include intangible aspects. Therefore, it should be noted that both service quality and brand
influence can have a significant impact on the overall value of a product. Products can also include
attributes such as usefulness, quality, designs and packing. Previous research like Archer and
Wesolowsky (1996), Bastos and Gallego (2008) has proven a positive relationship between quality
and customer satisfaction. Rambabu and Porika (2020) researched and concluded that product’s
characteristics such as quality, material, design, color, etc can have a positive effect on consumers,
thus affecting the purchasing decision.

H2: Product has a positive effect on buying decision of consumers
Service quality and purchasing decision

Service quality is defined as the support being offered to customers during their purchase and
post-purchase in order to ensure a desirable customer experience. Proficient service quality
demonstrates a company's concern for its clients and dedication to meeting their needs. Positive
experiences generated by excellent service quality can result in recurring purchases and positive
word-of-mouth marketing. According to Kotler and Keller (2005), service quality is associated
with customer experience, satisfaction and thus significantly impacts customer behavior. Research
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of Jeaheng et al. (2020) on Halal-friendly hotels also showed services and staff quality were the
only elements that highly and significantly indicated the guests’ perceived satisfaction.

H3: Service quality has a positive effect on buying decision of consumers
Physical environment and purchasing decision

According to Kotler (2016), the physical environment refers to the convenient access to the
location of a business, convenient parking lots, satisfactory environment, inside and outside
atmosphere... This factor is closely related to the layout of a shop, the designs, and the atmosphere
outdoors or indoors. Jaravara & Chitando (2013) classified all the causes for consumers choosing
coffee shops into 05 factors such as types of shops, comfort, cleanliness, kindness, and
creditworthiness. Wood, Browne (2007) made a conclusion that that location greatly influences
customers because stores located in a beautiful, convenient location are highly likely to attract the
attention of customers.

H4: Physical environment has a positive effect on the buying decision of consumers
Brand influence and purchase decision

Another noteworthy factor is the brand and promotion. Since brand image is a long-term
perception that is mainly consistent, creating and maintaining one once established is a challenge.
The brand image that is created needs to be distinct from competing brands and have a clear
advantage. Previous research of Bian and Moutinho (2011) showed that brands can potentially
alter and influence the buying decision of consumers. Also, both Wang's (2000) and Reidenbach
et al (2006) results highlighted that customers will decide to buy products whose brand image
impresses them more deeply than others. The study of Santi and Radyan (2021) illustrates that the
cafe atmosphere, including exterior, interior, interior point of purchase display, and store layout,
significantly and positively influenced purchasing decisions of Generation Z.

H5: Brand influence has a positive effect on buying decision of consumers

Research model

Price

Service
Quality

Purchasing

Product Decisions

Physical
Environment

QOOOG

Brand Influence
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3. Research methodology

The project involves qualitative research to identify key factors affecting consumers' coffee
brand choices. The information provides adjustments for subsequent quantitative research. For
quantitative research design, the objective is to evaluate the influence of external factors on
university students’ decisions to purchase and repurchase coffee. For an effective exploratory
factor analysis (EFA), you need at least 200 observations (Gorsuch, 1983) or, alternatively, five
times the number of observed variables, which is 155 in this case (Hair et al., 1998).

The study collected 438 responses from HCM students, well exceeding the required sample
size and emphasizing the importance of a substantial sample. The survey questions were carefully
crafted to ensure participant comprehension, and the survey was administered in the HCM area.
The authors provided clear instructions and distributed questionnaires. If participants found the
scales confusing, explanations were given to ensure accurate responses. To facilitate participation,
the authors reached out through social media, student Facebook groups, and emails to HCM city
university students.

The results of the survey sample analysis show that there were 486 valid survey participants,
of which 97.12% were students, the target population of the study (14 people were not students).
The highest proportion of participants, accounting for 49.1% of the total number of respondents,
reported occasionally drinking coffee (1-2 times/month). This was followed by those who
regularly drink coffee (> once/week), accounting for 36.7%. The lowest proportions were those
who reported always drinking coffee (once/day) and those who do not like to drink coffee, both at
7.1%.

The research panel uses a quantitative approach to assess students' coffee purchasing
willingness and its relation to five factors: price, service quality, quality, physical environment,
and brand influence. The factors are rated on a 5-point Likert scale, ranging from 1 (Totally
Disagree) to 5 (Totally Agree). Higher scores indicate greater interest in the factors.

The questionnaire presenting the relationship between the intention to purchase and the
purchasing decision of the customers is developed based on the result of Doan H. (2021) and Abby
N. (2018). Measurement scale of “Price”, “Service quality” and “Product” is mostly covered based
on the research of Thanh N., et al. (2021), Tuin P. (2019), Hoang Diéu, et al. (2018), Trinh T.
(2019) and Duyén T. (2015). Most of the questions related to the Physical environment are based
on the research of Duyén T. (2015), as well as some based on Hiéu H. M. (2019) and some
suggested by the authors. Finally, besides the mentioned results, the research of Ngoc T. & Hai L.
(2022) also becomes the reference for measurement scale of “Brand influence”.

4. Results
Measurement model evaluation

Firstly, we initiate testing data reliability using Cronbach's Alpha. If Cronbach's alpha is >
0.6, the scale is deemed reliable (Nunnally & Bernstein, 1994). We observed that both dependent
and independent variables meet the requirements for proceeding to the next step, Exploratory

FTU Working Paper Series, Vol. 2 No. 2 (11/2023) | 5



Factor Analysis (EFA). The KMO and Bartlett test, which confirmed the suitability of condensing
numerous interconnected variables into a smaller, meaningful set, must be satisfied for EFA. The
KMO results for Purchasing decision and Factors affecting Purchasing Decision (PI, QL, PO, PE,
Bl) are 0.690 and 0.906 respectively, exceeding 0.5, with significance levels of 0.000 < 0.05,
meaning that the variables are ready for further analysis.

Table 1. Results of Exploratory Factor Analysis (EFA) on Factors affecting purchasing decision

Observed Component (loading factor)

variables

Factors

PI1 0.735

PI2 0.656
Price

PI3 0.788
PI5 0.561
QL1 0.768
QL2 0.780
Service quality QL3 0.843
QL4 0.695
QL6 0.713
PO1 0.616
PO2 0.679
Product PO3 0.742
PO4 0.740
PO6 0.684

Physical PE1 0.622

environment PE3 0718
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PE4 0.737

PE5S 0.642

BIl1l 0.659

BlI2 0.734
Brand influence

BI3 0.687

Bl4 0.643
Eigenvalues 7.310 1.771 1.509 1.391 1.202

Variance explained

: 33.229 41277 48.136 54459 59.924
(cumulative %)

Source: Analyzed by authors

During the process of Exploratory Factor Analysis (EFA), it was found that the total variance
explained by PD1, PD2, and PD3 is 72.740%, surpassing the minimum threshold of 50%. This
implies that these factors account for a substantial portion of the variance within the Purchasing
decision dataset. Additionally, the EFA yielded five distinct factors (Price, Service quality,
Product, Physical environment, and Brand influence) with Eigenvalues exceeding 1. The loading
factors of observed variables all surpass 0.5, meeting the criteria for the convergent validity test
and obtaining practical significance. Consequently, no observed variables were omitted. The
cumulative variance, which stands at 59.92%, also exceeds 50%, signifying that these five factors
collectively explain a significant portion of the data's variance.

The next step is to take Linear correlation analysis (Pearson correlation coefficient) into
practice to verify the relationship between Purchasing decision variable and five factors’ variables
before performing regression. In case of no correlation (significant value > 0.05), the independent
variables are rejected to proceed further in the following analysis step.

Table 2. Matrix of correlation coefficient between variables

Correlations Pl QL PO PE BI PD
Pl 1
QL 4807 1
PO 410™ 453" 1
PE 472 4697 4377 1
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*%k

Bl 386" 4287 4497 451 1

*% *% *% *%

PD 541 533" 522 531 530 1

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Analyzed by authors

As depicted in Table 2, based on the correlation matrix, it is sufficiently noticeable that there
is a relationship between the dependent variable and the five independent variables, usually above
0.5 at the significant level of 0.00. In addition, since the results for correlation tests between the
independent variables are all below 0.6, the regression analysis does not suffer from
multicollinearity. Low evidence of multicollinearity increases the precision of the model and the
statistical power of the regression model. Hence, regression analysis can be applied to measure
whether each of the independent variables is statistically significant and the extent of its influence
on Purchasing decisions of consumers.

Multi Regression Analysis

In the multiple regression analysis, the assessment of the impact of five factors (Price, Service
quality, Product, Physical environment, and Brand influence) on students' coffee purchasing
decisions has been conducted. The "Enter" method has been employed, wherein all independent
variables are simultaneously included to evaluate their collective influence on the coffee
purchasing decisions of university students in HCM. Subsequent tests are administered as follows.

Table 3. Summary of multi-regression coefficients

Unstandardized Standardized S; Collinearity
Coefficients Coefficients 9. Statistics
Model
B Std. Beta Tolerance VIF
Error
(Const ha10 0.220 -3.682  0.000
ant)
Pl 0.270 0.051 0.221 5.342 0.000 0.664 1.506
1 QL 0.213 0.052 0.174 4112 0.000 0.634 1.578
PO 0.211 0.047 0.184 4473 0.000 0.671 1.490
PE 0.222 0.055 0.169 4.007 0.000 0.635 1.574
BI 0.265 0.051 0.212 5.197 0.000 0.684 1.463
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Source: Analyzed by authors

The regression analysis demonstrates that the model, comprising five factors, explains 50.5%
of the variation in the dependent variable PD. With R2 and adjusted R2 coefficients of 0.510 and
0.505 (> 0.5), respectively, the model's accuracy is strong. An F-value of 89.933 and significance
level of 0.000 (< 0.05) confirm significant differences among analyzed value groups. Positive Beta
coefficients and significance levels below 0.05 validate hypotheses H1 to H5, implying that each
independent variable (PI, QL, PO, PE, BI) positively affects coffee purchase decisions.
Multicollinearity tests (Durbin-Watson and VIF) yield satisfactory results, with a Durbin-Watson
coefficient of 2.013 and VIF coefficients around 1.5 (< 2), indicating minimal multicollinearity.

After thorough testing, we came to the conclusion as presented in Table 4.

Table 4. Results of hypotheses testing

Hypotheses Meaning Sig. Hypotheses testing

Price h ff '
H1 rice a_s ane _e(_:t on students 0000  Accepted
purchasing decisions on coffee.

Service quality has an effect on
H2 students' purchasing decisions on 0.000  Accepted
coffee.

H3 Product_has an _effect on students 0000  Accepted
purchasing decisions on coffee.

Physical Environment has an effect on
H4 students’ purchasing decisions on 0.000  Accepted
coffee.

Brand influence has an effect on
H5 students’ purchasing decisions on 0.000  Accepted
coffee.

Source: Synthesized by authors

5. Discussion and implications

In view of the results discovered, all the five factors (price, service quality, products, physical
environment, and brand influence) have their certain impact on purchasing decisions by student
customers in the case of Ong Bau Co.

Price is always a crucial element in the development of the coffee business. The collected data
mean that the majority of university students prefer to buy coffee at reasonable prices. With an
average price of 34,000 VND, is a little bit acceptable to younger customers because this
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company’s current market segment is average-income customers. However, adjustments are
needed for drinks priced at 41,000 and 45,000 VND to match students' budgets.

Brand influence is also an influencing factor. The results reveal that student customers have
chosen their coffee shops mostly by their friends’ or relatives’ introduction (65.30%) and because
of appealing promotion policies (68.26%). This highlights the need for effective strategies,
targeting younger buyers. Besides, drink quality is essential, that influences a customer's decision
in the business. The diversity of drinks set in a menu will attract more customers and their loyalty.

The analysis identifies service quality as the fourth most influential factor on student
customers' purchasing decisions. Over 81% of student customers favor professional, friendly
service with innovative styles. 71.69% prefer quick, convenient payments. Ong Bau's service is
mostly professional, but some inadequately trained staff make errors. Addressing this through
enhanced training can bolster service reliability. Smaller Ong Bau outlets lack non-cash payment
options, causing occasional customer inconvenience.

In the coffee industry, the physical environment including elements like accessible space,
comfortable seating, air conditioning, etc, significantly impact customer comfort and satisfaction
during coffee consumption, which determine loyalty. Survey data reveals that despite moderate
incomes, students prioritize a good physical environment. Spacious open areas (86.07%), well-
designed layouts (81.51%), and easy access (82.19%) are top requirements. Ong Bau coffee shops
generally offer professional setups, but there are some adjustments required. The absence of study-
friendly furniture (demanded by 78.31% of students) and the location in business areas rather than
near schools or universities, is a challenge for students’ accessibility.

This result also showed consistency with the theories on purchasing behaviors as well as the
findings of Stavkova (2008), Limpo et al (2018), Thanh N., et al. (2021), when these authors assert
the relationship between the proposed factors and purchase decision. While the methods employed
may differ, as Stavkova (2008) used the data classification by the interference measurement, the
final results are consistent and reasonable. Furthermore, this finding is also consistent with reality
since students, gen Z in particular, make thorough considerations before concluding their purchase
decisions, with price being the most influential factor.

Recommendations for Ong Bau Co.

Price is a crucial issue for Ong Bau Co. to address, as most students are financially dependent
on their families. Proper pricing aligning with students' budgets is vital to maintain brand
reputation. Affordable drinks, coupled with effective services and a pleasant environment, can
encourage spending. Discounts and coupons can enhance competitiveness, appealing to price-
conscious university students.

Brand influence is an incredibly important factor and Ong Bau Co. benefits from its sports-
related brand, appealing to sports-loving university students. Strategic promotions, such as
discounts and charity initiatives, can amplify brand recognition and loyalty. Key considerations
include suitable cafe locations, targeted advertising, and cost-effective campaigns. These steps
leverage Ong Bau Co.'s brand influence and strengthen its market position among engaged student
customers.
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The factor ranking third in terms of importance is product. Research highlights students'
attraction to unique coffee menus. Ong Bau Co. must prioritize diverse, hygienic drinks to boost
appeal. Despite quality ingredients, menu variety lags. Novel signature drinks like coconut coffee,
incorporating feedback, can differentiate the brand. Expanding to snacks can cater to increasing
student demands.

Service quality ranks fourth in importance. Efficiency-focused youth value trained staff,
prompt service, and quality. Ong Bau Co. should adopt modern tools for payments, update
technology, and offer unique services. Loyalty programs and special events create lasting
impressions. A diverse service approach with skilled staff enhances customer experiences,
establishing Ong Bau Co. as a premier coffee and treat destination.

Finally, it is the physical environment. For this variable, two factors should be improved:
ambient, and design factors. Control over noise, aroma, and music is essential, as students use
coffee shops for studying and discussions. Layout and furniture arrangement must cater to student
needs. A well-designed environment creates a positive first impression, impacting perceived value.
A comfortable design and atmosphere convey the shop's worthiness, ensuring customer
satisfaction during their visit.

6. Conclusion

The study assesses factors influencing university students' purchasing decisions in Ho Chi
Minh City's coffee shops, focusing on Ong Bau Co. Data from 489 responses via online
questionnaires were analyzed using regression. Price is the key factor, with 55% preferring
affordability; brand awareness also plays a moderate role. Factors like service, environment, and
product quality have significance but lower coefficients. Ong Bau Co.'s shortcomings in pricing,
product range, service, branding, and environment were identified, along with suggested solutions.
Understanding the target market's characteristics is crucial for coffee businesses to formulate
effective marketing and strategic plans, particularly for the competitive student segment.

Ong Bau Co. should focus on pricing strategies and brand building to attract more student
customers. Diversifying the menu and offering a comfortable environment can further enhance
their competitiveness. In today's fiercely competitive business environments, this result is also a
trustworthy source of information for similar beverage brands or those that are planning to enter
the student market segment.

Limitation and future research

This study's findings are relevant exclusively to coffee service firms targeting student
customers, focusing on five influencing factors. For enhanced solutions regarding Ong Bau Co., a
more extensive analysis of its operations is recommended, involving data from financial reports,
statements, and personnel records. Another necessary data for further analysis of OB is the
feedback from their customers about prices, products, service, physical environment and brand
influence, which can be considered as most essential grounds to work out more effective solutions
to this company.
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Ong Bau Co. should rely on the analyzed influencing factors mentioned above and use them
to analyze other regions in the country, especially in the capital city of Hanoi, where the lifestyle
is similar to Ho Chi Minh City. After achieving significant growth domestically, Ong Bau can
consider researching and expanding its market internationally, starting with neighboring countries.

FTU Working Paper Series, Vol. 2 No. 2 (11/2023) | 12



Reference

Ajzen, 1. (1991), “The theory of planned behavior”, Organizational Behavior and Human
Decision Processes, Vol. 50 No. 2, pp. 179-211.

Archer, N. P., & Wesolowsky, G. O. (1996), “Consumer response to service and product
quality: A study of motor vehicle owners”, Journal of Operations Management, VVol. 14 No. 2, pp.
103-118.

Bastos, J AR., & Gallego, P.M (2008), “Pharmacies Customer Satisfaction and Loyalty: A
Framework Analysis”, Journal of Marketing.

Bian, X., & Moutinho, L. (2011), “The role of Brand Image, product involvement, and
knowledge in explaining consumer purchase behavior of counterfeits”, European Journal of
Marketing, Vol. 45 No. 1/2, pp. 191-216.

Engel, J.F., Kollat, D.T. & Blackwell, R.D. (1968), “Consumer Behavior ”, Holt, Rinehart
&Winston, New York.

Hieu, H. M. (2019), “Cac yéu td anh hudng dén quyét dinh lua chon chudi cira hang ca phé
clia ngudi tiéu ding: Truong hop nghién ctru khu vue TP. H5 Chi Minh”, Commercial Scientific
Journal, Vol. 135/2019, pp. 41-50.

Jaravaza, D., & Chitando, P. (2013), “The role of store location in influencing customers' store
choice”, Journal of Emerging Trends in Economics and Management Sciences.

Jeaheng, Y., Al-Ansi, A., & Han, H. (2020), “Impacts of Halal-friendly services, facilities,
and food and Beverages on Muslim travelers’ perceptions of service quality attributes, perceived
price, satisfaction, trust, and loyalty”, Journal of Hospitality Marketing and Management, \VVol. 29
No. 7, pp. 787-811.

Kotler, P. & Keller, K. (2005), “Marketing Management ” (12™" edition), Pearson Education,
London.

Kotler, P. & Keller, K.L. (2016), “Marketing Management” (15" edition), Pearson Prentice
Hall, New Jersey.

Limpo, L., Rahim, A., & Hamzah, H. (2018), “Effect of Product Quality, Price, and Promotion
to Purchase Decision”, International Journal on Advanced Science, Education, and Religion, Vol.
1 No. 1, pp. 9-22.

Namkung, Y. & Jang, S. (2007), “Does food quality really matter in restaurant: its impact of
customer satisfaction and behavioral intentions?”, Journal of Hospitality and Tourism Research,
Vol. 31 No. 3, pp. 387-410.

Neal, C., Quester, P. & Pettigrew, S. (2007), “Consumer behavior: Implications for Marketing
Strategy ” (5" edition), McGraw-Hill, Berkshire.

Pelsmacker P. D., Janssens W., Sterckx E. & Mielants C. (2005), “Consumer preferences for
the marketing of ethically labeled coffee”, International Marketing Review, Vol. 22 No. 5, pp.
512-530.

FTU Working Paper Series, Vol. 2 No. 2 (11/2023) | 13



Rambabu, L. & Porika, R. (2020), “Packaging strategies: knowledge outlook on consumer
buying behavior”, Journal of Industry-University Collaboration.

Reidenbach, R. E., & Goeke, R. W. (2006), “Competing for customers and winning with
value: Breakthrough Strategies for Market Dominance”, ASQ Quality Press.

Rubik Top. (2023), “Vietnam’s Coffee Shop Market: A Growing Hub for Socializing, Work
and Relaxation?”, Available at: https://www.linkedin.com/pulse/viethams-coffee-shop-market-
growing-hub-socializing-work-relaxation [Accessed on October 26, 2023]

Ryu, K., Lee, H. R., & Gon Kim, W. (2012), “The influence of the quality of the physical
environment, food, and service on restaurant image, customer perceived value, customer
satisfaction, and behavioral intentions”, International Journal of Contemporary Hospitality
Management, VVol. 24 No. 2, pp. 200-223.

Santi, B. & Radyan, D. (2021), “The Effect of Cafe Atmosphere on Purchase Decision:
Empirical Evidence from Generation Z in Indonesia”, Journal of Asian Finance, Economics and
Business, Vol. 8 No. 4, pp. 483-490.

Solomon, M. (1995), “Consumer Behaviour” (3" edition), Prentice Hall, New Jersey.

Stavkova, J., Stejskal, L., & Toufarova, Z. (2008), “Factors influencing consumer
behaviour”, ZEMEDELSKA EKONOMIKA-PRAHA-, Vol. 54 No. 6, pp. 276.

Susskind, A. M. (2002), “I told you so! Restaurant customers’ word-of mouth communication
patterns”, Cornell Hotel and Restaurant Administration Quarterly, VVol. 43 No. 2, pp. 75-85.

Tuan, P. T. (2018), “Cdc yéu t6 dnh huwong dén quyét dinh mua san phdam yén sao cia nguoi
tiéu dung tai TP. HCM”, MA thesis, University of Economics HCMC.

Viet, N. Q. (2016), “Nhitng nhdn t6 tic dong dén quyét dinh mua ca phé bt Trung Nguyén
tai TP.HCM”. MA thesis, University of Economics HCMC.

Wang (2000), “A New Coffee Shop Location Planning for Customer Satisfaction in Taiwan”,
Department of Nutrition and Food Sciences, Fu Jen University, Taipei, Taiwan.

Wood, S. & Browne, S. (2007), “Convenience store location planning and forecasting — A
practical research agenda”, International Journal of Retail & Distribution Management, Vol. 35
No. 4, pp. 233-255.

Yuan, Yi. (2019), “Enhanced on-campus coffee shop interiors: Informal learning and design
for the millennial students”, Graduate Theses and Dissertations.

FTU Working Paper Series, Vol. 2 No. 2 (11/2023) | 14


https://www.linkedin.com/pulse/vietnams-coffee-shop-market-growing-hub-socializing-work-relaxation
https://www.linkedin.com/pulse/vietnams-coffee-shop-market-growing-hub-socializing-work-relaxation

