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ABSTRAK 

 

Nurul Huda Ruminsyah, 1800917, “Pengaruh Perceived Value dan Store 

Atmosphere terhadap Behavioral Intentions Pada Coffee Shop di Bandung 

Pada Era New Normal” (Survei terhadap Generasi Z yang Pernah Mengunjungi 

Coffee Shop di Bandung) di bawah bimbingan Bapak Dr. Bambang Widjajanta., 

MM. dan Bapak Rijal Khaerani, S.Si., M.Stat. 

 

Pandemi COVID-19 yang terjadi sejak awal tahun 2019 membawa fenomena 

dimana berbagai sektor lumpuh sebab tidak diperbolehkan adanya kerumunan. 

Termasuk sektor pariwisata yang salah satunya ialah coffee shop. Penurunan 

kuantitas outlet atau gerai coffee shop yang terjadi dalam kurun waktu singkat dan 

jumlah yang signifikan, mendorong coffee shop yang masih bertahan untuk 

menemukan cara bagaimana usahanya tetap bertahan pada kondisi ini. Oleh 

karena itu, peneliti melalui temuan-temuan terdahulu mengidentifikasi mengenai 

inti permasalahan yang tengah dihadapi coffee shop beserta solusi yang dapat 

ditawarkan. Penelitian ini bertujuan untuk mengetahui gambaran pengaruh 

perceived value terhadap behavioral intentions pada coffee shop di Bandung pada 

era new normal, gambaran pengaruh store atmosphere terhadap behavioral 

intentions pada coffee shop di Bandung pada era new normal, dan gambaran 

pengaruh perceived value dan store atmosphere terhadap behavioral intentions 

pada coffee shop di Bandung pada era new normal. Metode penelitian yang 

digunakan adalah metode deskriptif dan verifikaif. Adapun teknik pengumpulan 

data yang digunakan adalah kuesioner daring. Populasi dari penelitian ini adalah 

generasi Z yang pernah mengunjungi coffee shop di Bandung pada era new 

normal dengan sampel sebanyak 200 responden. Teknik analisis yang digunakan 

adalah SEM (structural equational model) dengan bantuan aplikasi Amos 20.0 

dan SPSS 25.0. Berdasarkan pengujian yang telah dilakukan diperoleh hasil 

bahwa perceived value dan store atmosphere berpengaruh secara signifikan 

terhadap behavioral intentions. Sehingga peneliti merekomendasikan coffee shop 

di Bandung untuk mempertahankan nilai-nilai perceived value dan store 

atmosphere agar menciptakan behavioral intentions yang positif dari konsumen 
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ABSTRACT 

 

Nurul Huda Ruminsyah, 1800917, "The Influence of Perceived Value and Store 

Atmosphere on Behavioral Intentions at Coffee Shops in Bandung in the New 

Normal Era" (Survey to Generation Z Who Have Visited Coffee Shops in 

Bandung) under the guidance of Mr. Dr. Bambang Widjajanta., MM. and Mr. 

Rijal Khaerani, S.Si., M.Stat. 

 

Pandemic COVID-19, which began in January 2019, resulted in a phenomena in 

which several areas were immobilized because no crowds were permitted. This 

includes the tourism industry, which includes a coffee shop. outlets or coffee shop 

outlets that occurred in a short period of time and in large numbers spurred 

coffee shops that were still surviving to develop ways to stay afloat in this 

situation. As a result, researchers use prior data to identify the main issues that 

coffee shops face and possible solutions. This study aims to describe the impact of 

perceived value on behavioral intentions in Bandung coffee shops in the new 

normal era, as well as the impact of store atmosphere on behavioral intentions in 

Bandung coffee shops in the new normal era. The descriptive and verification 

methodologies were utilized in the research. An online questionnaire was used to 

collect information. With a sample of 200 respondents, the demographic of this 

study was Generation Z who had visited a coffee shop in Bandung in the new 

normal. With the help of the Amos 20.0 and SPSS 25.0 software, the analysis 

technique employed was SEM (structural equational model). According to the 

findings of the experiments, perceived value and store atmosphere have a 

substantial impact on behavioral intentions. As a result, researchers advise coffee 

shops in Bandung to maintain perceived value and store atmosphere in order to 

elicit consumer behavioral intentions. 

 

Keyword: Pandemic, COVID-19, New Normal, Bandung, Coffee Shop, 

Behavioral intents, Perceived Value, Store Atmosphere, Generation Z  
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Atmosphere terhadap Behavioral Intentions pada Kelompok Sampel 

PenelitianError! Bookmark not defined. 

BAB V  KESIMPULAN DAN REKOMENDASI . Error! Bookmark not defined. 

5.1 Kesimpulan Error! Bookmark not defined. 

5.2 Rekomendasi Error! Bookmark not defined. 

DAFTAR PUSTAKA .......................................................................................... 10 

LAMPIRAN .............................................................. Error! Bookmark not defined. 

 

  

file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881236
file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881236
file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881236
file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881237
file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881238
file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881239
file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881240
file:///D:/kuliah/semester%208/sudah%20di%20ttd/Skripsi_Nurul%20Huda%20Ruminsyah@1800917_Manajemen%20Pemasaran%20Pariwisata_2018.docx%23_Toc103881241


Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

DAFTAR PUSTAKA 

Abdul, A. R., M.S.M, Z., C.T, C., & M.H, H. (2019). Re-patronization at hospital 

healthy cafeterias: what does it take for the occurrence? British Food 

Journal, 121(8), 1763–1781. https://doi.org/10.1108/BFJ-01-2019-0044 

Adarsh Batra. (2014). The Role of Airport Servicescape: The Transient 

Community Perspective. Tourism Dimensions, 1(1), 27–38. 

Adiwinata, N. N., Sumarwan, U., & Simanjuntak, M. (2021). FAKTOR-FAKTOR 

YANG MEMENGARUHI PERILAKU KONSUMSI KOPI DI ERA PANDEMI 

COVID-19 Factors Affecting Coffee Consumption Behavior in Covid-19 Era 

Abstract. 14(2), 189–202. 

Ahmad, N. (2014). Impact of Word of Mouth on Consumer Buying Decision. 

European Journal of Business and Management, 6(31), 394–404. 

http://iiste.org/Journals/index.php/EJBM/article/view/16571/16973 

Akram, S., Sultana, N., Sultana, T., Majeed, M., & Saeed, R. (2021). Country 

governance, tourism and environment quality: An emerging economy 

perspective. Management Science Letters, 11, 1737–1746. 

https://doi.org/10.5267/j.msl.2021.2.009 

Alam, G. M., Parvin, M., & Roslan, S. (2020). Growth of private university 

business following “oligopoly” and “SME” approaches: an impact on the 

concept of university and on society. Society and Business Review, ahead-of-

p(ahead-of-print). https://doi.org/10.1108/sbr-06-2020-0083 

Annaraud, K., Raab, C., & Schrock, J. R. (2008). The application of activity-

based costing in a quick service restaurant. Journal of Foodservice Business 

Research, 11(1), 23–44. https://doi.org/10.1080/15378020801926627 

Arifin, Z. (2014). Penelitian Pendidikan: Metode dan Paradigma Baru. PT 

Remaja Rosdakarya. 

Ariyabuddhiphongs, V., & Kahn, S. I. (2017). Transformational leadership and 

turnover intention: The mediating effects of trust and job performance on 

café employees in Thailand. Journal of Human Resources in Hospitality and 

Tourism, 16(2), 215–233. https://doi.org/10.1080/15332845.2016.1202730 

ARMSTRONG, G., KOTLER, P., HARRIS, L. C., & HE, H. (2020). Principles 

of Marketing Eighth Europe an Edition. www.pearson.com/uk 

Ashraf, S., Ilyas, R., Imtiaz, M., & Ahmad, S. (2018). Impact of Service Quality, 

Corporate Image and Perceived Value on Brand Loyalty with Presence and 

Absence of Customer Satisfaction:  A Study of four Service Sectors of 

Pakistan. International Journal of Academic Research in Business and Social 

Sciences, 8(2). https://doi.org/10.6007/ijarbss/v8-i2/3885 

Ashton, A. S., Scott, N., Solnet, D., & Breakey, N. (2010). Hotel Restaurant 

Dining: The Relationship between Perceived Value and Intention to 

Purchase. Tourism and Hospitality Research, 10(3), 206–218. 

https://doi.org/10.1057/thr.2010.5 

Atiqah, N., Demong, R., Othman, A. K., & Bawasa, S. (2013). Influencing 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Factors on Customer Satisfaction towards American Brands in the Food and 

Beverage Industry in. 69–76. 

Aw, E. C. X., Flynn, L. R., & Chong, H. X. (2019). Antecedents and 

consequences of self-congruity: replication and extension. Journal of 

Consumer Marketing, 36(1), 102–112. https://doi.org/10.1108/JCM-10-

2017-2424 

Barros, L. B. L., Petroll, M. de L. M., Damacena, C., & Knoppe, M. (2019). Store 

atmosphere and impulse: a cross-cultural study. International Journal of 

Retail and Distribution Management, 47(8), 817–835. 

https://doi.org/10.1108/IJRDM-09-2018-0209 

Benoit, S., Klose, S., & Ettinger, A. (2017). Linking service convenience to 

satisfaction: dimensions and key moderators. Journal of Services Marketing, 

31(6), 527–538. https://doi.org/10.1108/JSM-10-2016-0353 

Berman, B., & Evans, J. R. (2018). Retail management : A Strategic Approach. In 

Retail management : A Strategic Approach. 1995: Prentice Hall. 

Birks, D. F. (2016). Marketing research. In The Marketing Book: Seventh Edition. 

https://doi.org/10.4324/9781315890005 

Bitner, M. J. (1992). Using Background Music to Affect the Behaviour of 

Supermarket Shoppers. Journal of Marketing, 56(2), 57. 

http://www.jstor.org/stable/1252042?origin=crossref 

Bookman, S. (2014). Brands and urban life: Specialty coffee, consumers, and the 

co-creation of urban café sociality. Space and Culture, 17(1), 85–99. 

https://doi.org/10.1177/1206331213493853 

Burris, H. B. (1979). Old people’s attitudes toward other age groups’ beliefs and 

opinions about the aged. Dissertation Abstracts International, 39(9-A), 5368. 

http://search.ebscohost.com/login.aspx?direct=true&db=psyh&AN=1980-

70084-001&site=ehost-live&scope=site 

Byrne, D. (2003). Interpreting quantitative data with SPSS. Choice Reviews 

Online, 41(01), 41-0350-41–0350. https://doi.org/10.5860/choice.41-0350 

Campón-Cerro, A. M., Hernández-Mogollón, J. M., & Folgado-Fernández, J. A. 

(2019). Best practices in hospitality and tourism marketing and management: 

A quality of life perspective. In Turyzm (Vol. 28, Issue 2). 

Cha, J. M., & Borchgrevink, C. P. (2019). Customers’ perceptions in value and 

food safety on customer satisfaction and loyalty in restaurant environments: 

moderating roles of gender and restaurant types. Journal of Quality 

Assurance in Hospitality and Tourism, 20(2), 143–161. 

https://doi.org/10.1080/1528008X.2018.1512934 

Chaerunissa, S. F., & Yuniningsih, T. (2020). ANALISIS KOMPONEN 

PENGEMBANGAN PARIWISATA DESA WISATA WONOLOPO KOTA 

SEMARANG. 17. 

Chang, J. I., & Lee, C. Y. (2020). The effect of service innovation on customer 

behavioral intention in the Taiwanese insurance sector: the role of word of 

mouth and corporate social responsibility. Journal of Asia Business Studies, 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

14(3), 341–360. https://doi.org/10.1108/JABS-06-2018-0168 

Charfi, A. A., & Lombardot, E. (2015). Impact of e-atmospheric elements on the 

perceived value of the online visit. Journal of Applied Business Research, 

31(1), 265–274. https://doi.org/10.19030/jabr.v31i1.9006 

Chen, Q., Huang, R., & Hou, B. (2020). Perceived authenticity of traditional 

branded restaurants (China): impacts on perceived quality, perceived value, 

and behavioural intentions. Current Issues in Tourism, 0(0), 1–22. 

https://doi.org/10.1080/13683500.2020.1776687 

Cheung, J., Glass, S., David, M., & Wong, C. K. (2017). Uniquely Generation Z: 

What Brands Should Know About Today’s Youngest Consumers. IBM 

Institute for Business Value, 1–24. 

https://www.ibm.com/downloads/cas/9PPL5YOX 

Choi, K. S., Cho, W. H., Lee, S., Lee, H., & Kim, C. (2004). The relationships 

among quality, value, satisfaction and behavioral intention in health care 

provider choice: A South Korean study. Journal of Business Research, 57(8), 

913–921. https://doi.org/10.1016/S0148-2963(02)00293-X 

Cleff, T. (2014). Exploratory data analysis in business and economics: An 

introduction using spss, stata, and excel. In Exploratory Data Analysis in 

Business and Economics: An Introduction Using Spss, Stata, and Excel. 

https://doi.org/10.1007/978-3-319-01517-0 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Method : 12th 

Edition. 

Csobanka, Z. E. (2016). The Z Generation. Acta Technologica Dubnicae, 6(2), 

63–76. https://doi.org/10.1515/atd-2016-0012 

Cuong, D. T., & Khoi, B. H. (2019). The effect of brand image and perceived 

value on satisfaction and loyalty at convenience stores in Vietnam. Journal 

of Advanced Research in Dynamical and Control Systems, 11(8 Special 

Issue), 1446–1454. 

D I, & Bunga, R. (2019). KBBI. 2019. 

de Nisco, A., & Warnaby, G. (2013). Shopping in downtown: The effect of urban 

environment on service quality perception and behavioural intentions. 

International Journal of Retail & Distribution Management, 41(9), 654–670. 

https://doi.org/10.1108/IJRDM-05-2013-0106 

Dedeoglu, B. B., Bilgihan, A., Ye, B. H., Buonincontri, P., & Okumus, F. (2018). 

The impact of servicescape on hedonic value and behavioral intentions: The 

importance of previous experience. International Journal of Hospitality 

Management, 72(April 2017), 10–20. 

https://doi.org/10.1016/j.ijhm.2017.12.007 

Dhisasmito, P. P., & Kumar, S. (2020). Understanding customer loyalty in the 

coffee shop industry (A survey in Jakarta, Indonesia). British Food Journal, 

122(7), 2253–2271. https://doi.org/10.1108/BFJ-10-2019-0763 

Dwivedi, A., & Lewis, C. (2020). How millennials’ life concerns shape social 

media behaviour. Behaviour and Information Technology, 0(0), 1–18. 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

https://doi.org/10.1080/0144929X.2020.1760938 

Espada, J. P., Griffin, K. W., Gonzálvez, M. T., & Orgilés, M. (2015). Predicting 

Alcohol-Impaired Driving among Spanish Youth with the Theory of 

Reasoned Action. The Spanish Journal of Psychology, 18, E43. 

https://doi.org/10.1017/sjp.2015.44 

Faza Puspita Wintang,  sepaldo P. (2021). Electronic Word of Mouth , Promosi 

Melalui Media Instagram dan Kualitas Produk Terhadap Keputusan 

Pembelian Pendahuluan. 5(April), 115–124. 

Ferdinand, A. (2006). Metode Penelitian Manajemen: Pedoman Penelitian untuk 

skripsi, Tesis dan Disertai Ilmu Manajemen. Universitas Diponegoro. 

Gadducci, A., Tana, R., Teti, G., Fanucchi, A., Pasqualetti, F., Cionini, L., & 

Genazzani, A. R. (2013). Brain recurrences in patients with ovarian cancer: 

Report of 12 cases and review of the literature. Anticancer Research, 27(6 

C), 4403–4409. https://doi.org/10.1006/ceps.1999.1020 

Ghozali, I. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan 

Program AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas 

Diponegoro. 

Gonibala, R. Q., Tumewu, F., & Program, M. (2018). the Effect of Store 

Atmosphere and Peer Pressure on Purchase Intention At Housepitality Cafã 

and Restaurant. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis 

Dan Akuntansi, 6(4), 2638–2647. https://doi.org/10.35794/emba.v6i4.21045 

Gordon, H., & McDougall, L. (2000). Customer satisfaction with services: putting 

perceived value into the equation. In Journal of Services Marketing (Vol. 5, 

Issue March). https://doi.org/http://dx.doi.org/10.1108/17506200710779521 

Grewal, D., Baker, J., Levy, M., & Voss, G. B. (2003). The effects of wait 

expectations and store atmosphere evaluations on patronage intentions in 

service-intensive retail stores. Journal of Retailing, 79(4), 259–268. 

https://doi.org/10.1016/j.jretai.2003.09.006 

Gu, J. C., Lee, S. C., & Suh, Y. H. (2009). Determinants of behavioral intention to 

mobile banking. Expert Systems with Applications, 36(9), 11605–11616. 

https://doi.org/10.1016/j.eswa.2009.03.024 

Habibollah Javanmard. (2016). Relationship between Store Image, Customer 

Satisfaction, Behavioral Intention and Fast Distribution in Retails. Journal of 

Distribution Science, 14(1), 7–15. https://doi.org/10.15722/jds.14.1.201601.7 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling (PLS-SEM): An emerging tool in 

business research. European Business Review, 26(2), 106–121. 

https://doi.org/10.1108/EBR-10-2013-0128 

Han, H., Lee, K.-S., Song, H., Lee, S., & Chua, B.-L. (2019). Role of coffeehouse 

brand experiences (sensory/affective/intellectual/behavioral) in forming 

patrons’ repurchase intention. Journal of Hospitality and Tourism Insights, 

3(1), 17–35. https://doi.org/10.1108/jhti-03-2019-0044 

Hanaysha, J. R. (2018). An examination of the factors affecting consumer’s 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

purchase decision in the Malaysian retail market. PSU Research Review, 

2(1), 7–23. https://doi.org/10.1108/prr-08-2017-0034 

Handini, Y. D. (2020). Pengembangan Industri Kreatif Kafe Kopi Dalam 

Meningkatkan Sektor Pariwisata Di Kabupaten Bondowoso. Journal of 

Tourism and Creativity, 4(1), 73. https://doi.org/10.19184/jtc.v4i1.14557 

Harlan, J. (2017). Perhitungan Ukuran Sampel : Power dan Ukuran Efek. 

Gunadarma. 

Heller, L. J. (2013). Encyclopedia of Behavioral Medicine. In Encyclopedia of 

Behavioral Medicine. https://doi.org/10.1007/978-1-4419-1005-9 

Hendryadi, S. (2018). METODE RISET KUANTITATIF Teori dan Aplikasi. 

Hirschman, E. C., & Holbrook, M. B. (1982). Consumption : Emerging Concepts , 

Methods and. 46(Summer), 92–101. 

Išoraitė, M. (2016). Marketing Mix Theoretical Aspects. International Journal of 

Research-Granthaalayah, 4(6), 25–37. https://doi.org/10.5281/zenodo.56533 

Jackson, C. M., Chow, S., & Leitch, R. A. (1997). Toward an understanding of 

the behavioral intention to use an information system. Decision Sciences, 

28(2), 357–389. https://doi.org/10.1111/j.1540-5915.1997.tb01315.x 

Jiang, Y. Y., Ramkissoon, H., & Mavondo, F. (2016). Destination Marketing and 

Visitor Experiences: The Development of a Conceptual Framework. Journal 

of Hospitality Marketing and Management, 25(6), 653–675. 

https://doi.org/10.1080/19368623.2016.1087358 

Jiménez-castillo, D., & Sánchez-fernández, R. (2013). Segmenting university 

graduates on the basis of perceived value , image and identification. 235–

252. https://doi.org/10.1007/s12208-013-0102-z 

Jonathan, S. (2010). Pengertian Dasar Structural Equation Modeling (SEM). 

Jurnal Ilmiah Manajemen Bisnis Ukrida, 10(3), 98528. 

Journal, S., Support, T., & Park, S. Y. (2009). International Forum of Educational 

Technology & Society An Analysis of the Technology Acceptance Model in 

Understanding University Students ’ Behavioral Intention to Use e-Learning 

Author ( s ): Sung Youl Park Published by : International Forum of Educati. 

12(3). 

July, V. N., & Syafrida, N. (2018). Promotion and Policy Influence Prices on 

Consumer Purchase Decision on Football Cafe Lubukpakam Nurul Syafrida. 

1(3), 64–69. http://exsys.iocspublisher.org/index.php/JMAS 

Kalangi, P. L. Y. S. J. B. (2020). P . L . Y . Sondakh ., J . Kalangi . THE 

INFLUENCE OF SALES PROMOTION AND STORE LAYOUT ON 

CONSUMER IMPULSIVE BUYING BEHAVIOR . CASE STUDY : COOL 

SUPERMARKET TOMOHON PENGARUH PROMOSI PENJUALAN DAN 

TATA LETAK TOKO PADA PERILAKU PEMBELIAN Jurnal EMBA Vol . 8. 

8(4), 668–674. 

Kardes, F. R., Cline, T. W., & Cronley, M. L. (2011). Branding Strategy and 

Consumer Behavior. In Consumer behavior: Science and practice. 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Kelloway, E. K. (2015). A Researcher’s Guide. 

Kim, E., & Tang, L. (Rebecca). (2020). The role of customer behavior in forming 

perceived value at restaurants: A multidimensional approach. International 

Journal of Hospitality Management, 87(March), 102511. 

https://doi.org/10.1016/j.ijhm.2020.102511 

Kim, S., Ham, S., Moon, H., Chua, B. L., & Han, H. (2019). Experience, brand 

prestige, perceived value (functional, hedonic, social, and financial), and 

loyalty among GROCERANT customers. International Journal of 

Hospitality Management, 77(March), 169–177. 

https://doi.org/10.1016/j.ijhm.2018.06.026 

Kim, Y. H., Duncan, J., & Chung, B. W. (2015). Involvement, Satisfaction, 

Perceived Value, and Revisit Intention: A Case Study of a Food Festival. 

Journal of Culinary Science and Technology, 13(2), 133–158. 

https://doi.org/10.1080/15428052.2014.952482 

Kotler, P., Bowen, J. T., & Makens, J. C. (2019). Marketing for Hospitality and 

Tourism, 5/e. 

Kushwaha, G. S., & Agrawal, S. R. (2015). An Indian customer surrounding 

7P[U+05F3]s of service marketing. Journal of Retailing and Consumer 

Services, 22, 85–95. https://doi.org/10.1016/j.jretconser.2014.10.006 

Kusmarini, R. A., Sumarwan, U., & Simanjuntak, M. (2020). The Effect of 

Atmosphere Perception, Perceived Value, And Hedonic Value on Consumer 

Loyalty Through The Service Quality of Warunk Upnormal. Indonesian 

Journal of Business and Entrepreneurship, 6(1), 53–65. 

https://doi.org/10.17358/ijbe.6.1.53 

Kusnendi. (2008). Model-model Persamaan Structura. Alfabeta. 

Kustov, A. (2020). Borders of Compassion : Immigration Preferences and 

Parochial Altruism *. 

Lam, T., & Hsu, C. H. C. (2006). Predicting behavioral intention of choosing a 

travel destination. Tourism Management, 27(4), 589–599. 

https://doi.org/10.1016/j.tourman.2005.02.003 

Liu, C., Marchewka, J. T., Lu, J., & Yu, C. S. (2005). Beyond concern-a privacy-

trust-behavioral intention model of electronic commerce. Information and 

Management, 42(2), 289–304. https://doi.org/10.1016/j.im.2004.01.003 

Makassy, M. R. (2020). Factors Influencing Consumers’ Behavioural Intentions 

Towards Restaurant Patronage in China: A Structural Equation Modeling 

Approach. Journal of Marketing and Consumer Research, 66, 43–52. 

https://doi.org/10.7176/jmcr/66-05 

Malhotra, N. K. (2015). Essentials of Marketing Research (Global Edi). Pearson 

Education Limited. 

Malhotra, N. K., & Birks, D. S. (2013). Marketing Research : An Applied 

Approach. 

Mannan, M., Chowdhury, N., Sarker, P., & Amir, R. (2019). Modeling customer 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

satisfaction and revisit intention in Bangladeshi dining restaurants. Journal of 

Modelling in Management, 14(4), 922–947. https://doi.org/10.1108/JM2-12-

2017-0135 

Mari, M., & Poggesi, S. (2013). Servicescape cues and customer behavior: a 

systematic literature review and research agenda. Service Industries Journal, 

33(2), 171–199. https://doi.org/10.1080/02642069.2011.613934 

Medeiros, J. F. De, Luis, J., Ribeiro, D., & Cortimiglia, M. N. (2015). SC. Journal 

of Cleaner Production. https://doi.org/10.1016/j.jclepro.2015.07.100 

Mira Teram Terawati, A. E. dan H. S. (2020). PENGARUH INDEPENDENSI, 

PENGALAMAN DAN SKEPTISME PROFESIONAL TERHADAP 

KUALITAS AUDIT PADA INSPEKTORAT PROVINSI JAWA BARAT 

Mira. Malaysian Palm Oil Council (MPOC), 21(1), 1–9. 

http://mpoc.org.my/malaysian-palm-oil-industry/ 

Mitteilungen, K. (2020). Concept of Management. 62(April), 400–401. 

Mulyana, A., & Ayuni, D. (2019). Modeling Service Quality: The Impacts of 

Visitor Loyalty on Culinary Tourism. Review of Integrative Business and 

Economics Research, 8(1), 47–63. 

Nadzir, M. (2015). Psychological Meaning of Money oengan Gaya Hidup 

Hedonis Remaja oi Kota Malang. 1998, 978–979. 

Namin, A. (2017). Revisiting customers’ perception of service quality in fast food 

restaurants. Journal of Retailing and Consumer Services, 34(June 2016), 70–

81. https://doi.org/10.1016/j.jretconser.2016.09.008 

Nasihin, M. A., Subagyo, S., & ... (2020). STRATEGI BISNIS ERA NEW 

NORMAL PADA KEDAI KOPI DI SURABAYA (Studi Kasus Pada Beby’s 

Coffee di Jalan Srikana Timur No. 44 Surabaya). E-Bisnis: Jurnal …, 13(2), 

76–88. https://ejurnal.provisi.ac.id/index.php/E-Bisnis/article/view/248 

NCEES. (2018). PS Reference Handbook. 

Nguyen, Q. (2020). Engaging Generation Z Customers in Coffee House Industry. 

November. 

https://www.theseus.fi/bitstream/handle/10024/347579/Quynh_Nguyen.pdf?

sequence=2&isAllowed=y 

Noel, H. (2017). Basics Marketing（Consumer Behaviour）. In Basics Marketing 

Consumer Behaviour. 

Norheim, S. E., & Sønvisen, C. J. (2020). Influencer Marketing The effect on 

consumers’ purchase intentions and perceived value A quantitative study. 

Nunkoo, R., Gursoy, D., & Ramkissoon, H. (2013). Developments in Hospitality 

Marketing and Management: Social Network Analysis and Research 

Themes. Journal of Hospitality Marketing and Management, 22(3), 269–288. 

https://doi.org/10.1080/19368623.2013.753814 

Nursalam, 2016,  metode penelitian, & Fallis, A. . (2013). Consumer Behavior. In 

Journal of Chemical Information and Modeling (Vol. 53, Issue 9). 

Nusairat, N. M., Hammouri, Q., Al-Ghadir, H., Ahmad, A. M. K., & Eid, M. A. 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

H. (2020). The effect of design of restaurant on customer behavioral 

intentions. Management Science Letters, 10(9), 1929–1938. 

https://doi.org/10.5267/j.msl.2020.2.021 

Pantelidis, I. S. (2014). The Routledge Handbook of Hospitality Management. In 

The Routledge Handbook of Hospitality Management. 

https://doi.org/10.4324/9781315814353 

Peng, N., Chen, A., & Hung, K. P. (2020). Dining at luxury restaurants when 

traveling abroad: incorporating destination attitude into a luxury 

consumption value model. Journal of Travel and Tourism Marketing, 37(5), 

562–576. https://doi.org/10.1080/10548408.2019.1568352 

Philip, K. (1973). Kotler - Atmospherics as a marketing tool (cité 171) - 1973.pdf. 

In Journal of Retailing (pp. 48–64). 

Priyono. (2016). Metode Penelitian Kuantitatif. ZIFATAMA. 

Purwadi, P., Devitasari, B., & Caisar Darma, D. (2020). Store Atmosphere, 

SERVQUAL and Consumer Loyalty. SEISENSE Journal of Management, 

3(4), 21–30. https://doi.org/10.33215/sjom.v3i4.385 

Rana, J., & Paul, J. (2017). Consumer behavior and purchase intention for organic 

food: A review and research agenda. Journal of Retailing and Consumer 

Services, 38(June), 157–165. https://doi.org/10.1016/j.jretconser.2017.06.004 

Revathy, C., & Zubair, J. M. (2017).  The Parameters Influencing Consumer 

Decision Making In Sports Utility Vehicle Launch Event Attendance. 19110–

19113. https://doi.org/10.15680/IJIRSET.2017.0609198 

Rodríguez-Torrico, P., San José Cabezudo, R., & San-Martín, S. (2017). Tell me 

what they are like and I will tell you where they buy. An analysis of 

omnichannel consumer behavior. Computers in Human Behavior, 68, 465–

471. https://doi.org/10.1016/j.chb.2016.11.064 

Ryan, M. J. (1982). Behavioral Intention Formation: The Interdependency of 

Attitudinal and Social Influence Variables. Journal of Consumer Research, 

9(3), 263. https://doi.org/10.1086/208922 

Santoso, S. (2011). Structural Equation Modeling (Konsep dan Aplikasi dengan 

AMOS 18). PT Elex Media Komputindo. 

Sarjono, H., & Julianita, W. (2015). Structural Equation Modeling (SEM). Sebuah 

Pengantar, Aplikasi untuk Penelitian Bisnis. Salemba Empat. 

Sarwono, Y. (2010). Pengertian Dasar Structural Equation Modeling (SEM). 

Jurnal Ilmiah Manajemen Bisnis Ukrida, 10(3), 98528. 

Scarpi, D. (2020). Hedonism, Utilitarisanism, and Consumer Behavior Exploring 

the Consequences of Customer Orientation. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business. 

Sitinjak, M. F., Pangaribuan, C. H., & Tafriza, N. (2019). Do Store Atmosphere 

and Perceived Value Matter in Satisfying and Predicting the Millennials’ 

Behavioral Intention in a Café Setting? Binus Business Review, 10(1), 31. 

https://doi.org/10.21512/bbr.v10i1.5345 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Sivakumaran, V., & Peter, S. (2020). Model to assess consumer switching 

behaviour. Proceedings of the International Conference on Industrial 

Engineering and Operations Management, 0(March), 1056–1062. 

Sukmadinata, N. S. (2012). Metode Penelitian Pendidikan. Rosda Karya. 

Tai, S. H. C., & Fung, A. M. C. (1997). Application of an environmental 

psychology model to in-store buying behaviour. International Journal of 

Phytoremediation, 21(1), 311–337. 

https://doi.org/10.1080/095939697342914 

Takaya, R. (2019). Analysis of Atmospherics, Food Quality, Service Quality, and 

Perceived Value That Are Died By Asicicomic Satisfaction To Behavioral 

Intention. Business and Entrepreneurial Review, 17(1), 15. 

https://doi.org/10.25105/ber.v16i2.5089 

Taufikurrahman. (2021). Analisis penjualan online ditengah pandemi covid-19 

Analysis of online sales in the midst of the covid-19 pandemic. 18(3), 440–

445. 

Taylor, S. (2020). The socially distant servicescape: An investigation of consumer 

preference’s during the re-opening phase. International Journal of 

Hospitality Management, 91(September). 

https://doi.org/10.1016/j.ijhm.2020.102692 

Thomas, S., & Rajendran, S. (2020). A Study on the Influence of Instagram on 

Business Development of Unorganised Netpreneurs Among Various Popular 

Social Media Platforms. 10, 3–6. 

Tran, Q. X., Dang, M. Van, & Tournois, N. (2020). The role of servicescape and 

social interaction toward customer service experience in coffee stores. The 

case of Vietnam. International Journal of Culture, Tourism, and Hospitality 

Research, 14(4), 619–637. https://doi.org/10.1108/IJCTHR-11-2019-0194 

Tuncer, I., Unusan, C., & Cobanoglu, C. (2020). Service Quality, Perceived Value 

and Customer Satisfaction on Behavioral Intention in Restaurants: An 

Integrated Structural Model. Journal of Quality Assurance in Hospitality and 

Tourism, 00(00), 1–29. https://doi.org/10.1080/1528008X.2020.1802390 

Veronikawongkar, E., Saerang, D. P. E., Tumewu, F. J., & Program, M. (2020). E 

. V . Wongkar ., D . P . E . Saerang ., F . J . Tumewu … PRODUCT 

PERFORMANCE AND SERVICESCAPE COMPARISON BETWEEN 

STARBUCKS AND COFFEE BEAN IN MANADO TOWN SQUARE. 8(1), 

194–201. 

Villela,  lucia maria aversa. (2013). 済無No Title No Title. Journal of Chemical 

Information and Modeling, 53(9), 1689–1699. 

Waluyo, M. (2016). Mudah Cepat Tepat Penggunaan Tools Amos Dalam Aplikasi 

Penerbit Upn Veteran. 

Warshaw, P. R., & Davis, F. D. (1985). Disentangling behavioral intention and 

behavioral expectation. Journal of Experimental Social Psychology, 21(3), 

213–228. https://doi.org/10.1016/0022-1031(85)90017-4 



Nurul Huda Ruminsyah, 2022  
PENGARUH PERCEIVED VALUE DAN STORE ATMOSPHERE TERHADAP BEHAVIORAL INTENTION 
DI COFFEE SHOP BANDUNG PADA ERA NEW NORMAL  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

Wijanto, S. (2007). Structural Equation Modeling dengan LISREL 8.80. Graha 

Ilmu. 

Wijaya, T. (2009). Analisis SEM dengan AMOS versi 18. Universitas Atmajaya. 

Xu, X., & Gursoy, D. (2015). A Conceptual Framework of Sustainable 

Hospitality Supply Chain Management. Journal of Hospitality Marketing 

and Management, 24(3), 229–259. 

https://doi.org/10.1080/19368623.2014.909691 

Yen, Y. S. (2014). The interaction effect on customer purchase intention in e-

commerce: A comparison between substitute and complement. Asia Pacific 

Journal of Marketing and Logistics, 26(3), 472–493. 

https://doi.org/10.1108/APJML-07-2013-0080 

Yoo, S. W., Kim, J., & Lee, Y. (2018). The Effect of Health Beliefs, Media 

Perceptions, and Communicative Behaviors on Health Behavioral Intention: 

An Integrated Health Campaign Model on Social Media. Health 

Communication, 33(1), 32–40. 

https://doi.org/10.1080/10410236.2016.1242033 

Yvonne, A., & Kristaung, R. (2013). Metodologi Penelitian Bisnis dan Akuntansi. 

Dian Rakyat. 

Zellatifanny, C. M., & Mudjiyanto, B. (2018). Tipe Penelitian Deskripsi Dalam 

Ilmu Komunikasi. Diakom : Jurnal Media Dan Komunikasi, 1(2), 83–90. 

https://doi.org/10.17933/diakom.v1i2.20 

Zulfikar, R., & Mayvita, P. A. (2018). The Relationship of Perceived Value, 

Perceived Risk, and Level of Trust Towards Green Products of Fast Moving 

Consumer Goods Purchase Intention. JEMA: Jurnal Ilmiah Bidang 

Akuntansi Dan Manajemen, 15(2), 1. 

https://doi.org/10.31106/jema.v15i2.838 

 

Sumber lain: 

Amyn M. Amlani, P. (2013, Februari 18). Unbundling definitely has its benefits. 

Influence of Perceived Value on Hearing Aid Adoption and Re-

adoptionntent, p. 1. 

BPS.Jabar. (2021). HASIL SENSUS PENDUDUK 2020. Bandung: 

BPS.Jabar.go.id. 

Humas. (2021). Hasil Sensus Penduduk 2020; BPS; Meski Lambat, Ada 

Pergeseran Penduduk Antarpulau. Jakarta: Sekretariat Kabinet Republik 

Indonesia. 

pergidulu.com. (2020, April 22). 18 Coffee Shop Baru di Bandung 2020. 

Retrieved Juli 3, 2021, from pergidulu.com: 

https://www.pergidulu.com/coffee-shop-baru-bandung-2020/ 

 


