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ABSTRAK

Penelitian ini bertujuan untuk menganalisis peran coffee shop sebagai third place
(tempat ketiga). Peningkatan kunjungan ke coffee shop di kalangan masyarakat
urban mencerminkan perubahan gaya hidup, preferensi sosial, dan kebutuhan akan
ruang personal yang nyaman. Penelitian ini menggunakan pendekatan kualitatif.
Data dikumpulkan melalui wawancara mendalam terhadap 21 informan yang
merupakan pengunjung aktif coffee shop di Kota Bandung, serta observasi
partisipatif di beberapa lokasi seperti Kawan Kopi, Bagi Kopi Ciumbuleuit,
Starbucks Ciwalk, dan Janji Jiwa PVJ]. Analisis data dilakukan secara tematik
dengan bantuan perangkat lunak NVivo 12 untuk mengorganisasi dan mengkoding
data wawancara secara sistematis. Hasil penelitian menunjukkan bahwa coffee shop
dipersepsikan sebagai ruang netral dan inklusif yang mampu memenuhi kebutuhan
emosional konsumen. Peran ini menempatkan coffee shop sejajar dengan rumah
dan tempat kerja sebagai third place yang memberikan kenyamanan, dukungan
sosial, serta atmosfer multisensorik yang memperkuat ikatan emosional terhadap
tempat. Penelitian ini menegaskan bahwa coffee shop tidak hanya berfungsi sebagai
ruang konsumsi, tetapi juga sebagai ruang sosial dan personal yang bermakna.

Kata kunci: Coffee shop, tempat ketiga, motivasi, pengalaman konsumen.

v



ABSTRACT

This study aims to analyze the role of coffee shops as a third place. The increasing

frequency of visits to coffee shops among urban communities reflects changes in
lifestyle, social preferences, and the need for comfortable personal spaces. This
research employs a qualitative approach. Data were collected through in-depth
interviews with 21 informants who are active coffee shop visitors in Bandung, as
well as through participant observations at several locations, including Kawan
Kopi, Bagi Kopi Ciumbuleuit, Starbucks Ciwalk, and Janji Jiwa PVJ. Data analysis
was conducted thematically using NVivo 12 software to systematically organize and
code interview data. The findings reveal that coffee shops are perceived as neutral
and inclusive spaces that fulfill consumers’ emotional needs. This role positions
coffee shops alongside home and workplace as a third place that provides comfort,
social support, and a multisensory atmosphere that strengthens emotional
attachment to the space. The study reaffirms that coffee shops function not only as
spaces for consumption but also as meaningful social and personal spaces.

Keywords : Coffee shop, third place, motivation, consumer experience.



DAFTAR ISI

LEMBAR HAK CIPTA ..ottt ettt 1
LEMBAR PENGESAHAN ..ottt il
PERNYATAAN BEBAS PLAGIARISME ......cccoooiiiiiiiiiiieeee e il
ABSTRAK ...ttt et v
ABSTRACT ..ttt ettt et st et et e et e nbeeneesbeebeenaesaeenseens v
KATA PENGANTAR ..ottt vi
UCAPAN TERIMA KASTH ...cutiiiiiiiiiiteeetcstee ettt vii
DAFTAR IS ...ttt sttt ettt ettt enae e e naeens X
DAFTAR TABEL ...ttt xii
DAFTAR GAMBAR .....ooiiiiiiiiieetee et xiii
DAFTAR LAMPIRAN ..ottt sttt Xiv
BAB I PENDAHULUAN .....ootiititenteeetesteneee ettt 1
1.1 Latar Belakang.........ccccuoiiiiiiiiiieiiieiiesie ettt st e 1
1.2 Rumusan Masalah ... 2
1.3 Tujuan Penelitian ...........ccooiiiiiiiiiii e e 3
1.4 Manfaat Penelitian..........ccccoooiiriiiiiiinieecee e 3
1.5 Ruang Lingkup Penelitian ............coooiiiiiiiiiiieeeeeeeeee 4
BAB II TINJAUAN PUSTAKA ...ttt 6
2.1 COfEl SHOP ..ottt 6
2.2 Tempat KELIZA .....ooiuiiiiieiieee et 8
2.3 Self Determination Theory (SDT)..........ccouuoiiiaiiiiioiiiiiiieieeeese e 9
2.4 Kerangka Pemikiran ............cccooouieiiieiiiiiiiiieie e 10
BAB III METODE PENELITTAN .....oooiiiiiiiiiieeee e 12
3.1 Desain Penelitian .........cccceviiieiiiiiiiiiiiiiieieeee e 12
3.2 Lokasi Penelitian ........cccoveiiiiiiniieiiiiesieieceeeicee e 12
3.3 Partisipan Penelitian .......c..coccovieriiiiinieniiiiiceeese e 14
3.4 Teknik Pengumpulan Data ..........ccccovieniiiiniiiiiiiniececccseee 16
341 WaWANCATA c..ooiiiiiiiiiiiieeteec ettt 16
342 ODSCIVASI.ceeuiieiiieiieiie ettt ettt ettt ettt ettt saneen 17

3.5 Etika Penelitian.......cccoiiiiiiiiiiiiiiieie e 18



3.6 ANALISIS DA coeeeeiiiiiiiieeeeeeeeeeeeeeeeeeeeeeeeeeee e 19

3.7 KIedibilitas ......covevuieiiiiiniiiieeieicceet et 20
3.8 RefleKST DT ..eeiiieiiiiiiieiie ettt 21
BAB IV HASIL DAN PEMBAHASAN ....oooiiiiiieieeeeesee e 22
4.1 Perspektif Konsumen terhadap Coffee Shop sebagai Tempat Ketiga.......... 22
4.1.1 Ruang Sosial Diluar Rumah dan Tempat Kerja...........ccccceevvrriiennnnnnn. 22
4.1.2 Tempat Produktivitas .........ccceeeieeiiiiieeiiieiiecieeee e 23
4.1.3 Nuansa Kebebasan...........cccceevieiiiiiieniiinieciieie e 24
4.1.4 Nuansa Ketenangan ...........cceeerueeeriieiniieeniieenieeesieessiieesieeesivee s ens 26

4.2 Motivasi Konsumen Mengunjungi Coffee Shop .........ccceevvvveeeciiencveennnnnn. 27
4.2.1 Motivasi PraKtiS ......ccocuoiiiiiiiiiiiiiiie e 28
4.2.2 Motivasi Pribadi ........ccoooiiiiieiiiiiiiiiet e 29
4.2.3 Faktor Keputusan Memilih Coffee Shop ........ccccovuvveviiveiicieiiieeieen, 31

4.3 Pengalaman Konsumen saat Mengunjungi Coffee Shop..........ccccccveeeunen.n. 32
4.3.1 Atmosfer dan Kenyamanan FisiK..........ccccccoiiiiiniiiiiiiniiniieie e 32
4.3.2 Interaksi Sosial dan Perlakuan Lingkungan .............ccccceevviieiiiiiencineens 34
4.3.3 Persepsi Negatif terhadap Kesendirian...........cccceeevveeviieiniieenieesiieens 35
4.3.4 Saran dan Kebutuhan Fasilitas Konsumen .............cccoocveiieniiiiiennnne 36
4.3.5 Dimensi Emosional dan Reflektif.............ccoooiiiiiiinii 37
BAB V SIMPULAN DAN SARAN ..ottt 39
5.1 SIMPULAN . c.ceiiiiii e e 39
5.2 Saran dan IMpliKasi ......c.ooiiiiiiiii e 40
5.2.1  ImPlKaST TEOTILIS ...vvveeeiieeeiieeeiieecieeesiee et e et e ieeeetee e eeeeeeeeeeeeeeas 40
5.2.2  Implikasi Praktis ......ccccoceriiieiiiniieiieiie et 41

5.3 Limitasi Penelitian..........coocioiiiiiiiiiiiee e 41
DAFTAR PUSTAKA ...ttt 43
LAMPIRAN ...ttt ettt sttt ettt sttt et e eees 46

X1



DAFTAR TABEL

Tabel 3.1 Karakteristik Informan ...........cccoceeoeriiiiniiniineeee e 15
Tabel 4.1 Ringkasan Perspektif Konsumen terhadap Coffee Shop sebagai Tempat
| Q] . PRSPPI 27
Tabel 4.2 Ringkasan Motivasi Konsumen Mengunjungi Coffee Shop................. 32

Tabel 4.3 Ringkasan Pengalaman Konsumen saat Mengunjungi Coffee Shop .... 38

xii



DAFTAR GAMBAR

Gambar 2.1 Kerangka Pemikiran Analisis Peran Coffee Shop Sebagai Tempat

xiil



DAFTAR LAMPIRAN

Lampiran 1: Surat [zin Penelitian ............cccocceriiiiiiniiiniiieecee e 46
Lampiran 2: Pedoman WawancCara...........cccceeerveeerireeiieeniiieeeieeesieeesveeeseveeeenees 46
Lampiran 3: Lembar Persetujuan Informan.............cccooveiniiiiinniiiiieniecce 51
Lampiran 4: Lembar Bimbingan............ccccoevieeiieiiieniieniiecie e seee e 52

X1v



DAFTAR PUSTAKA

Angrosino, M. (2007). Doing ethnographic and observational research. Sage.

Berger, R. (2015). Now I see it, now I don’t: Researcher’s position and reflexivity
in qualitative research. Qualitative Research, 15(2), 219-234.

Bianchi, C. (2016). Solo holiday travellers: Motivators and drivers of satisfaction
and dissatisfaction. International Journal of Tourism Research, 18(2), 197—
208.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is
it? How is it measured? Does it affect loyalty? Journal of Marketing, 73(3),
52-68.

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative
research in psychology. Qualitative Research in Psychology, 3(2), 77-101.

Broadway, M., Legg, R., & Broadway, J. (2018). Coffeehouses and the art of social
engagement: An analysis of Portland coffeehouses. Geographical Review,
108(3), 433-456.

Brown, L., Buhalis, D., & Beer, S. (2020). Dining alone: Improving the experience
of solo restaurant goers. International Journal of Contemporary Hospitality
Management, 32(3), 1347-1365. https://doi.org/10.1108/IJCHM-06-2019-
0584

Cho, Y.-N., Thyroff, A., Rapert, M. L., Park, S.-Y., & Lee, H. J. (2013). To be or
not to be green: Exploring individualism and collectivism as antecedents of
environmental behavior. Journal of Business Research, 66(8), 1052—1059.

Choi, S., Yang, E. C. L., & Tabari, S. (2020). Solo dining in Chinese restaurants: A
mixed-method study in Macao. International Journal of Hospitality
Management, 90, 102628. https://doi.org/10.1016/j.ijhm.2020.102628

Cowan, B. (2008). The social life of coffee: The emergence of the British
coffeehouse. Yale University Press.

Cresswell, J. (2013). Qualitative inquiry & research design: Choosing among five
approaches.

Creswell, J. W., & Poth, C. N. (2016). Qualitative inquiry and research design:
Choosing among five approaches. Sage publications.

Deci, E. L., & Ryan, R. M. (2000). The" what" and" why" of goal pursuits: Human
needs and the self-determination of behavior. Psychological Inquiry, 11(4),
227-268.

Denzin, N. K. (2001). Interpretive interactionism (Vol. 16). Sage.

Felton, E. (2018). Filtered: Coffee, the Cafe and the 2 1st-Century City. Routledge.

Ferreira, J., Ferreira, C., & Bos, E. (2021). Spaces of consumption, connection, and
community: Exploring the role of the coffee shop in urban lives. Geoforum,
119, 21-29. https://doi.org/10.1016/j.geoforum.2020.12.024

Filimonau, V., Krivcova, M., & Pettit, F. (2019). An exploratory study of
managerial approaches to food waste mitigation in coffee shops.
International  Journal of Hospitality Management, 76, 48-57.
https://doi.org/10.1016/j.ijhm.2018.04.010

43



44

Gentles, S. J., Charles, C., Ploeg, J., & McKibbon, K. A. (2015). Sampling in
qualitative research: Insights from an overview of the methods literature.
The Qualitative Report, 20(11), 1772—1789.

Guest, G., Bunce, A., & Johnson, L. (2006). How many interviews are enough? An
experiment with data saturation and variability. Field Methods, 18(1), 59—
82.

Guest, G., Namey, E. E., & Mitchell, M. L. (2013). Collecting qualitative data: A
field manual for applied research. Sage.

Heimtun, B. (2010). The holiday meal: Eating out alone and mobile emotional
geographies. Leisure Studies, 29(2), 175-192.

Hickman, P. (2013). “Third places” and social interaction in deprived
neighbourhoods in Great Britain. Journal of Housing and the Built
Environment, 28(2), 221-236. https://doi.org/10.1007/s10901-012-9306-5

Kimes, S. E., & Robson, S. K. (2004). The impact of restaurant table characteristics
on meal duration and spending. Cornell Hotel and Restaurant
Administration Quarterly, 45(4), 333-346.

Kotler, P., & Keller, K. L. (2006). Marketing management. Saddle River.

Lin, E.-Y. (2012). Starbucks as the Third Place: Glimpses into Taiwan’s Consumer
Culture and Lifestyles. Journal of International Consumer Marketing,
24(1-2), 119-128. https://doi.org/10.1080/08961530.2012.650142

Lin, I. Y., & Mattila, A. S. (2010). Restaurant servicescape, service encounter, and
perceived congruency on customers’ emotions and satisfaction. Journal of
Hospitality Marketing & Management, 19(8), 819-841.

Meiriasari, V., Emilda, E., Ratu, M. K., & Nurkholis, K. M. N. K. M. (2024).
Pelatihan Kewirausahaan Bisnis Kopi Pada Generasi Milenial dan Gen Z di
Kota Palembang. Jurnal Kreativitas Pengabdian Kepada Masyarakat
(PKM), 7(2), 854—863.

Montgomery, S. E., & Miller, J. (2011). The Third Place: The Library as
Collaborative and Community Space in a Time of Fiscal Restraint. College
& Undergraduate Libraries, 18(2-3), 228-238.
https://doi.org/10.1080/10691316.2011.577683

Moon, S., Bonn, M. A., & Cho, M. (2020). How can the solo dining experience be
enhanced? Focusing on perceived territoriality. International Journal of
Hospitality Management, 88, 102506.

Mulyono, A. V., Septiano, B., & Aprilia, A. (2021). Pengaruh dining experience
terhadap kepuasan konsumen dan revisit intention di restoran korea di
surabaya pada era new normal. Jurnal Manajemen Perhotelan, 7(1),20-31.

Oldenburg, R. (1989). The great good place: Cafés, coffee shops, community
centers, beauty parlors, general stores, bars, hangouts, and how they get you
through the day. (No Title).

Oldenburg, R., & Brissett, D. (1982). The third place. Qualitative Sociology, 5(4),
265-284.

Orb, A., Eisenhauer, L., & Wynaden, D. (2001). Ethics in qualitative research.
Journal of Nursing Scholarship, 33(1), 93-96.

Patton, M. Q. (2014). Qualitative research & evaluation methods: Integrating
theory and practice. Sage publications.



45

Ratner, R. K., & Hamilton, R. W. (2015). Inhibited from Bowling Alone. Journal
of Consumer Research, 42(2), 266-283. https://doi.org/10.1093/jcr/ucv012

Romadhani, P. D. (2018). Analisis Pengaruh Store Atmosphere Variasi Produk dan
Kualitas Pelayanan Terhadap Kepuasan Pelanggan Coffee Shop (Survey
pada pelanggan Coffee shop Cekopi Mendungan).

Rosenbaum, M. S. (2006). Exploring the social supportive role of third places in
consumers’ lives. Journal of Service Research, 9(1), 59-72.

Rosenbaum, M. S., Ward, J., Walker, B. A., & Ostrom, A. L. (2007). A cup of
coffee with a dash of love: An investigation of commercial social support
and third-place attachment. Journal of Service Research, 10(1), 43-59.

Saey, S., & Fross, K. (2015). The third place experience in urban and rural coffee
shops. SOfIA Undergraduate Research Colloquium (poster).

Sandelowski, M. (2000). Whatever happened to qualitative description? Research
in Nursing & Health, 23(4), 334-340.

Simon, B. (2009). Everything but the coffee: Learning about America from
Starbucks. Univ of California Press.
Singh, S. (2008). Research ethics for social scientists: Between ethical conduct and
regulatory compliance. Qualitative Research Journal, 8(1), 85-87.
SOMMER, R., & STEELE, J. (1997). Social Effects on Duration in Restaurants.
Appetite, 29(1), 25-30. https://doi.org/10.1006/appe.1996.0062

Spence, C., & Carvalho, F. M. (2020). The coffee drinking experience: Product
extrinsic (atmospheric) influences on taste and choice. Food Quality and
Preference, 80, 103802. https://doi.org/10.1016/j.foodqual.2019.103802

Spence, C., Velasco, C., & Knoeferle, K. (2014). A large sample study on the
influence of the multisensory environment on the wine drinking experience.
Flavour, 3(1), 8. https://doi.org/10.1186/2044-7248-3-8

Takeda, W., & Melby, M. K. (2017). Spatial, temporal, and health associations of
eating alone: A cross-cultural analysis of young adults in urban Australia
and Japan. Appetite, 118, 149-160.
https://doi.org/10.1016/j.appet.2017.08.013

Tan, A. Y. F., & Lo, A. S. Y. (2008). A Benefit-Based Approach To Market
Segmentation: A Case Study of an American Specialty Coffechouse Chain
in Hong Kong. Journal of Hospitality & Tourism Research, 32(3), 342-362.
https://doi.org/10.1177/1096348008317388

Thomas, V., & Azmitia, M. (2019). Motivation matters: Development and
validation of the Motivation for Solitude Scale — Short Form (MSS-SF).
Journal of Adolescence, 70, 33-42.
https://doi.org/10.1016/j.adolescence.2018.11.004

Tisdell, E. J., Merriam, S. B., & Stuckey-Peyrot, H. L. (2025). Qualitative research:
A guide to design and implementation. John Wiley & Sons.

Tumanan, M. A. R., & Lansangan, J. R. G. (2012). More than just a cuppa coffee:
A multi-dimensional approach towards analyzing the factors that define
place attachment. International Journal of Hospitality Management, 31(2),
529-534. https://doi.org/10.1016/j.ijhm.2011.07.012

Waxman, L. (2006). The coffee shop: Social and physical factors influencing place
attachment. Journal of Interior Design, 31(3), 35-53.



