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38 COFFEE LAB experienced a decrease in sales and received
complaints on Google reviews and from customers. People complained
about the servicescape of 38 COFFEE LAB that the parking was not
adequate, had a small space and a lot of noise in the cafe. The
management did not do promotions on social media frequently and on
other platforms. The purpose of this research is to find out the effect of
servicescape (X1) and promotion (X2) on customer revisit intention (Y)
with customer satisfaction (Z) as the intervening variable at 38 COFFEE
LAB. This research uses a quantitative method. Data is collected by
distributing the questionnaires using Google Forms. The population in
this research are all customers of 38 COFFEE LAB, with a total sample
of 100 people with a non-probability sampling technique which is
convenience sampling. The results, all data has passed the normality
test, heteroscedasticity test, and multicollinearity test. The result from
the hypothesis test showed that store servicescape and promotion
influence customer satisfaction and customer satisfaction influences
customer revisit intention. However, servicescape and promotion do not
significantly influence customers to revisit intention. In addition,
customer satisfaction intervenes between servicescape and customer
revisit intention and between promotion and customer revisit intention.
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INTRODUCTION

Seeing many new F&B business openings along the street may raise the curiosity of many
people. The growth of the F&B business sector, which dominates the economy is interesting
to explore considering that F&B business at this time does not only sell food and drinks but
can also be used as entertainment or a means of gathering with friends and family. Therefore,
the culinary business is increasingly in demand, many are established in various big cities in
Indonesia, including in the city of Medan.
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Figure 1. Growth of Food and Beverage Industry in Indonesia
Sources: www.dataindustri.com

Data from Badan Pusat Statistik (BPS) states that the number of businesses in the F&B
sector reached 11.223 units in Indonesia in 2020 that have been established (Dihni, 2022).
According to the graphic above, it explains the growth rate of the food and beverages
industry. Every year it has grown by 4.41%, while the annual performance of this sector in
2022 has increased by 4.91%. This growth had a positive impact, even though in 2020 it
experienced a drastic decline due to restrictions preventing the growth of the Covid-19 virus
in Indonesia. One of the culinary businesses that are currently on the rise in number in the city
of Medan is a coffee shop or café. The popularity of coffee is increasing and has even become
a part of life for Indonesian people. This is what caused the emergence of various café in
Indonesia, ranging from simple café to prestigious coffee shops.

Cafés in Medan are experiencing rapid development because of their promising
business potential. This is reinforced by the status of Medan which has dozens of universities
and offices where which is very promising for the cafe market segment to be established. This
is also supported by the current cafe concept where people who go to cafes don't just enjoy
the menu, but can also meet lifestyle needs, increase productivity or just spend time with
friends. Therefore, it is not surprising that because of these factors, there are many cafes
scattered and becoming a trend in this city. The number of cafes in Medan has even reached
1000. This number was followed by the emergence of many cafes with various unique and
interesting concepts, ranging from small to large store, menus from ordinary to unusual, and
places designed to resemble certain themes. The growth of cafes in Medan continues to
increase so this is also followed by increasingly fierce competition. As a result, many cafes
were forced to go out of business because they failed to compete with other competitors.

Therefore, based on these problems, cafe business continuity is needed to survive in the
face of increasingly fierce business competition in the food and beverage industry. One thing
that needs to be considered in achieving this sustainability is to create interest in repeat visits.
38 COFFEE LAB’s coffee and food often being praised by customers as well as in Google
review, however despite its reputation, the writer obtain information from owner, 38 COFFEE
LAB sales are experiencing decreasing as data below:
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Table 1. Revenue Data of 38 COFFEE LAB (2016-2022)

Year Total Sales Percentage
2016 12.060.000

2017 1.004.649.000 8230,42%
2018 954.279.000 -5,01%
2019 940.929.000 -1,40%

2020 167.958.000 -82,15%

2021 573.420.000 241,41%

2022 555.582.000 -3,11%
Sources: Prepare by the writer (38 COFFEE LAB, 2023)

Based on the data above from Table 1.1, in 2016 the total revenue is low because 38
COFFEE LAB opens in December. As time passes it can be seen that there are more sales,
which is 1.004.649.000. However, its sales gradually decreased although before COVID-19
hit on Indonesia, and cause drop in sales. Even after post-pandemic, there is recovery in sales
in 2021, but still in the next year, 2022, 38 COFFEE LAB sales were lower than the previous
year.

Along with the decreasing sales, the writer also found out that the review critic about
servicescape, since the size of café is one building of shophouse. This café is using a 3-floor
building with the 1st floor where the coffee machine and cashier are. A few tables outdoor
are suitable for customers who want to enjoy the breeze and smoke. Inside there are only a
few tables because the place is quite small. There are more tables on the 2nd floor, and the
only toilet in the building is on the 2nd floor. As it is a hassle for the customer to climb to the
2nd floor, most of the customers sit on the 1st floor, except customers who want to have a
quiet place.

From interviews with the owner, they admit they didn’t actively promote their product
very often. The highest frequency of Instagram postings in one month is 13. There was also
time with no social media activity and or only one social media post in a month. There is no
target set by the owner for how many times they should be promoted. Based on the writer’s
research, sometimes the owner of 38 COFFEE LAB conducts promotion via Instagram story,
that they open today, and customer can order either from Grab or Gojek together with photo
of the food on the 38 COFFEE LAB menu. Also, 38 COFFEE LAB attracts customers with
purchase Grab and Gojek get discount of 20%. In addition, they attract customer by
introducing new menu, for example variety of bottled coffee drink, Korean strawberry milk,
birthday noodle cake, and boxed side dishes. 38 COFFEE LAB also promoting with famous
Instagram celebrity and the most recent was 2,5 years ago. From that time until now there
have not been any promotion with famous Instagram celebrity may also be due to COVID-19.
In January 2022 the owner started selling hampers for Chinese New Year and Ramadan and
no more since then.
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METHODOLOGY
In this research, the writer uses quantitative research with questionnaires to emphasize
objective measurements and numerical analysis of data collected questionnaires. Descriptive
statistics are used in this paper to summarize data in an organized manner by describing the
relationship between variables in a sample or population.

The population of this research is 38 COFFEE LAB customers that have ever visited the
café. This research uses a convenience sampling approach because of limited time, for
convenience purposes, and the total population is unknown. To determine the minimum
number of samples, Sugiyono (2019) suggests that the number of sample members is at least
10 times the number of variables involved in the research. Therefore, the minimum number of
sample members is 10 X 4 variables = 40. The number of samples taken is 100 respondents
since the more respondents the more accurate the result will be.

The Model Development
The Effect of Servicescape on Customer Satisfaction At 38 Coffee Lab

Rijae (2018) cited in Roz (2021) found that the surrounding conditions, spatial planning
and functions, signs, symbols, and artifacts have a significant positive effect on customer
satisfaction. This forms the first hypothesis. H1: Servicescape has an influence on customer
satisfaction at 38 COFFEE LAB
The Effect of Promotion on Customer Satisfaction At 38 Coffee Lab

Suryana et al. (2019) promotion had a positive effect on consumer satisfaction. This
forms the second hypothesis. H2: Promotion has an influence on customer satisfaction at 38
COFFEE LAB.

The Effect of Customer Satisfaction on Customer Revisit Intention At 38 Coffee Lab

Roz (2021) explained that there are positive and significant effects on customer
satisfaction towards customer intention to revisit. This forms the third hypothesis. H3:
Customer satisfaction has an influence on customer revisit intention at 38 COFFEE LAB.

The Effect of Servicescape on Customer Revisit Intention At 38 Coffee Lab

Roz (2021) explained that there are positive and significant effects on servicescape
toward customer revisit intention. Ayunisa (2018) also reinforces previous findings, that
implementing a good servicescape strategy can increase the intention to revisit customers.
This forms the fourth hypothesis. H4: Servicescape has an influence on customer revisit
intention at 38 COFFEE LAB
The Effect of Promotion on Customer Revisit Intention At 38 Coffee Lab

According to Tjiptono (2002) cited from Pradana et al. (2022) promotion is a form of
marketing communication that is a marketing activity intended to disseminate information,
influence, persuade and expand the target market of a company and its products to encourage
customers to accept, buy, and be loyal to the products offered by the company. This forms the
fifth hypothesis. H5: Promotion has an influence on customer revisit intention at 38 COFFEE
LAB.
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The Effect of Servicescape on Customer Revisit Intention with Customer Satisfaction as
Intervening At 38 COFFEE LAB

Research conducted by Shen & Bae (2018) cited in Roz (2021), found results that
servicescape has a positive influence on customer satisfaction. Service conditions that are in
accordance with customer perceptions lead to experiences that are difficult to forget and a
sense of satisfaction that is felt. Satisfaction that appears in some customers can bring up the
intention to revisit. This forms the seventh hypothesis. H6: Servicescape has an influence on
customer revisit intention with customer satisfaction as intervening at 38 COFFEE LAB
The Effect of Promotion on Customer Revisit Intention with Customer Satisfaction as
Intervening At 38 COFFEE LAB

Research conducted by Rizan et al. (2022) promotion variable has a significant effect
on revisit intention through satisfaction. This shows that the more attractive the promotional
offer is, the better the satisfaction will be and stimulates visitors’ intention to return. This forms
the eighth hypothesis. H7: Promotion has an influence on customer revisit intention with
customer satisfaction as intervening at 38 COFFEE LAB.

Servicescape
X1

Customer | 55— Customer Revisit

Satisfaction > Intention
/ Z — Y
H7
i H5
Promotion
X2

Figure 3.1. The Research Model
Source: Prepared by Writer (2023)

Tabel 3.1. Indicators of Servicescape, Promotion, Customer Satisfaction, and Customer
Revisit Intention

Variable Indicators Scale
Servicescape 38 COFFEE LAB has a comfortable and cozy 1-5
Lovelock, W.irtz, And atmosphere Likert scale
Mussry (2011) Layout in 38 COFFEE LAB is well arranged 1-5
Likert scale

There is enough signage in 38 COFFEE LAB 1-5
Likert scale

Promotion Promotional message from 38 COFFEE LAB is well 1-5
delivered and can be understood Likert scale

Kotler and Keller (2016) 38 COFFEE LAB uses the right media for promotion 1-5
Likert scale

Promotion by 38 COFFEE LAB is conducted at the right 1-5
time and duration Likert scale
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38 COFFEE LAB always has sales promotion program 1-5
Likert scale
Customer Satisfaction The service performance of 38 COFFEE LAB meets my 1-5
expectation Likert scale
Tjiptono (2014) | am interested to revisit 38 COFFEE LAB again 1-5
Likert scale
| am willing to recommend the food and beverages of 38 1-5
COFFEE LAB to friends or relatives Likert scale
Customer Revisit | am going to revisit 38 COFFEE LAB again 1-5
Intention Likert scale
I am willing to promote 38 COFFEE LAB to others 1-5
Daniel et al. (2020) Likert scale
I am willing to recommend 38 COFFEE LAB to friends or 1-5
relatives Likert scale
| will put 38 COFFEE LAB on my visit list in the future 1-5
Likert scale

Source: Prepared by the writer (2023)

The data is analyzed for its validity and reliability. Then, classical assumption test is
conducted to determine the “goodness-of-FIT” of the data in the forms of normality,
multicollinearity, and heteroscedasticity tests. Hypothesis tests are conducted to determine
the influences of the independent variables on the dependent variable through the intervening
variable. Finally, coefficient determination tests are conducted to measure the strength of the
influences.

RESULTS AND DISCUSSIONS
The results of validity and reliability tests are as follow:
Table 4.1 Validity Test for Servicescape (X1)
Validity Value Criteria Value

Question (r count) (r table) Criteria Result
X1.1 0,784 0,361 r count > rtable Valid
X1.2 0,774 0,361 r count > rtable Valid
X1.3 0,772 0,361 r count > rtable Valid

Source: Prepared by the writer (SPSS 25, 2023)

Table 4.2 Validity Test for Promotion (X2)
Validity Value Criteria Value

Question (r count) (r table) Criteria Result
X2.1 0,814 0,361 r count > r table Valid
X2.2 0,651 0,361 r count > r table  Valid
X2.3 0,531 0,361 r count > r table Valid
X2.4 0,754 0,361 r count > r table  Valid

Source: Prepared by the writer (SPSS 25, 2023)
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Table 4.3 Validity Test for Customer Revisit Intention (Y)
Validity Value Criteria Value

Question (r count) (r table) Criteria Result
Y.l 0,811 0,361 r count > r table Valid
Y.2 0,818 0,361 r count > rtable Valid
Y.3 0,788 0,361 r count > rtable Valid
Y.4 0,822 0,361 r count > rtable Valid

Source: Prepared by the writer (SPSS 25, 2023)

Table 4.4 Validity Test for Customer Satisfaction (2)
Validity Value Criteria Value

Question (r count) (r table) Criteria Result
Z.1 0,948 0,361 r count > rtable Valid
7.2 0,667 0,361 r count > rtable Valid
7.3 0,801 0,361 r count > rtable Valid

Source: Prepared by the writer (SPSS 25, 2023)

The above tables show that all statements' validity value (r count) are more than 0,361.
Therefore, it can be interpreted as that all statements are valid.
Table 4.5 Reliability Test

Variable Cronbach’s Alpha value N of ltem
Servicescape 0,661 3
Promotion 0,630 4
Customer Revisit Intention 0,823 4
Customer Satisfaction 0,743 3

Source: Prepared by the writer (SPSS 25, 2023)

The result shows that the Cronbach Alpha value of all variables is more than 0,6.
Therefore, it can be interpreted that all the statements are reliable.
The following table is the outcome of descriptive statistics from the servicescape variable:
Table 4.6. Descriptive Statistic of Servicescape Variable (X1)

Statistics
Servicescape (X1)
N  Valid 100
Missing 0
Mean 8,6600
Median 9,0000
Mode 11,00
Std. Deviation 2,04604
Variance 4,186

Source: Prepared by the writer (SPSS 25, 2023)

The following table is the outcome of descriptive statistics from the promotion variable:
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Table 4.7. Descriptive Statistic of Promotion Variable (X2)

Statistics

Promotion (X2)
N  Valid 100

Missing 0
Mean 11,9700
Median 12,0000
Mode 11,00
Std. Deviation 1,83377
Variance 3,363

Source: Prepared by the writer (SPSS 25, 2023)

The following table is the outcome of descriptive statistics from the customer revisit
intention variable:
Table 4.8. Descriptive Statistic of Customer Revisit Intention Variable (Y)

Statistics
Customer Revisit Intention (Y)

N Valid 100

Missing 0
Mean 10,7400
Median 10,0000
Mode 10,00
Std. Deviation 2,72148
Variance 7,406

Source: Prepared by the writer (SPSS 25, 2023)

The following table is the outcome of descriptive statistics from the customer
satisfaction variable:
Table 4.9. Descriptive Statistic of Customer Satisfaction Variable (2)

Statistics
Customer Satisfaction (Z)
N  Valid 100

Missing 0
Mean 8,3300
Median 8,0000
Mode 8,00
Std. Deviation  2,37008
Variance 5,617

Source: Prepared by the writer (SPSS 25, 2023)
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Classical Assumption Test Structural 1
Table 4.10 Normality Test Structural 1

Omne-Sample Kolmogorov-Smirnowv Test
Unstandardiz
ed Residual

N 100

™Normal [hean 0000000

Parametersat [Std. 1,97062594
Deviation

Most Extreme |Absolute 073

Differences Positive 073
[Negative - 069

Test Statistic SO73

Asymp. Sig. (2-tailed) L2004

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. This is a lower bound of the true

significance.

Source: Prepared by the writer (SPSS 25, 2023)
From the table, it can be seen the significant value is 0,200, which can be concluded
that the data used in the test is normally distributed.
Table 4.11. Heteroscedasticity Test Structural 1

Coefficients?®

Model Unstandardized Coefficients  Standardized Coefficients t Sig.
B Std. Error Beta

1 (Constant) 1,463 ,923 1,586 ,116

Servicescape ,013 ,064 ,022 ,206 ,837

Promotion -,005 ,073 -,008 -075 941

a. Dependent Variable: ABS_RES1
Source: Prepared by the writer (SPSS 25, 2023)

From the table it can be seen the significant value is 0,837>0.05 for servicescape and
0,941>0.05 for promotion. Therefore, which can be concluded that heteroscedasticity does
not occur from the data used in the test.

Table 4.12. Multicollinearity Test Structural 1
Coefficients®

Model Collinearity Statistics
Tolerance VIF
1 Servicescape ,939 1,065
Promotion 939 1,065

a. Dependent Variable: Customer Satisfaction
Source: Prepared by the writer (SPSS 25, 2023)

From the table, it can be seen servicescape variable tolerance value is 0,939 and VIF
value is 1,065. Therefore, can be concluded that multicollinearity does not occur from the
data used in the test. From the table, it can be seen promotion variable tolerance value is
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0,939 and VIF value is 1,065. Therefore, can be concluded that multicollinearity does not
occur from the data used in the test.
Classical Assumption Test Structural 2
Table 4.13. Normality Test Structural 2
One-Sample Kolmogorov-Smirnov Test

Unstandardiz

ed Residual

N 100
Normal Mean ,0000000
Parameters?®® Std. 1,69213955

Deviation
Most Extreme Absolute ,083
Differences Positive ,083

Negative -,062
Test Statistic ,083
Asymp. Sig. (2-tailed) ,083¢

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

Source: Prepared by the writer (SPSS 25, 2023)

From the table, it can be seen the significant value is 0,083, which can be concluded
that the data used in the test is normally distributed.

Table 4.14. Heteroscedasticity Test Structural 2

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) ,646 ,792 ,816 417
Servicescape ,018 ,063 ,034 ,282 ,778
Promotion ,002 ,064 ,003 ,025 ,980
Customer ,057 ,055 ,125 1,033 ,304

Satisfaction
a. Dependent Variable: ABS_RES2
Source: Prepared by the writer (SPSS 25, 2023)

From the table, it can be seen the significant value is 0,778 > 0.05 for servicescape,
0,980 > 0.05 for promotion, and 0,304 > 0.05 for customer satisfaction. Therefore, which can
be concluded that heteroscedasticity does not occur from the data used in the test.

Table 4.15. Multicollinearity Test Structural 2

Model Collinearity Statistics
Tolerance VIF
1 Servicescape ,710 1,408
Promotion ,902 1,109
Customer Satisfaction ,691 1,446

a. Dependent Variable: Customer Revisit Intention
Source: Prepared by the writer (SPSS 25, 2023)
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From the table, it can be seen servicescape variable tolerance value is 0,710 and VIF
value is 1,408. Promotion variable tolerance value is 0,902 and VIF value is 1,109. Customer
satisfaction variable tolerance value is 0,691 and VIF value is 1,446. Therefore, can be
concluded that multicollinearity does not occur from the data used in the test.

Result of Hypothesis Testing Structural 1

Table 4.16. Hypothesis Test Structural 1

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) ,705 1,451 ,486 ,628
Servicescap ,564 , 101 ,487 5,685 ,000
e
Promotion ,230 , 115 , 174 1,991 ,049

a. Dependent Variable: Customer Satisfaction
Source: Prepared by the writer (SPSS 25, 2023)

From the table, it can be seen servicescape variable significant value is 0,000 < 0,05,
Therefore, it can be concluded that servicescape has an influence on customer satisfaction. In
line with Rijae (2018) cited in Roz (2021) statement that the surrounding conditions, spatial
planning and functions, signs, symbols, and artifacts have a significant effect on customer
satisfaction at 38 COFFEE LAB. Therefore, if customers feel that 38 COFFEE LAB provides a
high servicescape, the customers will be more satisfied. On the contrary, if customers feel that
38 COFFEE LAB provides low servicescape, the customers will not be satisfied. In other
words, good servicescape influences high customer satisfaction.

Promotion variable significant value is 0,049 < 0,05, Therefore, it can be concluded that
promotion has an influence on customer satisfaction. In line with Khansa (2020) saying that
promotion has a positive and significant effect relationship to customer satisfaction.
Therefore, if customers feel that 38 COFFEE LAB provides good promotions, the customers
will be more satisfied. On the contrary, if customers feel that 38 COFFEE LAB provides bad
promotions, the customers will not be satisfied. In other words, good promotion produces
high customer satisfaction.

Table 4.17. Coefficient of Determination Structural 1
Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 ,556%  ,309 ,294 1,99084
a. Predictors: (Constant), Promotion, Servicescape
Source: Prepared by the writer (SPSS 25, 2023)

From the table it can be seen, the coefficient of correlation adjusted R square is 0,294.
Therefore, can be concluded that servicescape and promotion influence customer satisfaction
29,4%, and the rest 70,6% is influenced by other factors which are not studied here.
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Result of Hypothesis Testing Structural 2

Table 4.18. Hypothesis Test Structural 2

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 3,417 1,254 2,725 ,008
Servicescape ,047 ,100 ,035 A471 ,639
Promotion -,039 ,102 -,025 -,380 ,705
Customer Satisfaction ,885 ,088 771 10,102 ,000

a. Dependent Variable: Customer Revisit Intention

Source: Prepared by the writer (SPSS 25, 2023)

From the table it can be seen servicescape variable significant value is 0,639 > 0,05,

Therefore, servicescape does not significantly influence customer revisit intention. This is line
with Qurnia et al. (2021) research, where the physical environment does not affect the
interest in revisiting.

Promotion variable significant value is 0,705 > 0,05, Therefore, promotion does not

significantly influence customer revisit intention. There may be other factors that might
significantly influence revisit intention. They could be:

a.

Dining Experience

Based on Barkah & Febriasari (2021) stated that the dining experience is one of the
important factors in the emergence of the desire to visit the place again. Thus, the better
the dining experience, the higher the customers’ revisit.

Perceived Value

Based on Hadipranata & Hartana (2023) research, perceived value has an influence on
the customer's desire to visit again.

Word of Mouth

Based on Yulia & Sari (2022) research, there is an influence between word of mouth and
revisit intention.

Food Quality

Based on Tagwim et al. (2021) research, food quality has significant influence on
customer revisit intention. This is also in line with the results of research conducted by
Safitri, Surachman & Mugiono (2020), and Wiwoho (2018). As cited in Tagwim et al.
(2021), food quality will significantly affect the expectations of customers who visit
because, with the distinctive taste contained in the cafe, the customer will revisit.
Brand Image

Based on Maulina & Fauzi (2022) research, brand image has a significant effect on revisit
intention.

Service Quality

Based on Tan et al. (2014) cited from Yolanda & Rahmidani (2020), states that the better
the service provided to consumers, the more consumer retention will increase and lead
to an intention to revisit. Also as cited in Yolanda & Rahmidani (2020), Kotler & Keller
(2012) argued that the important thing in satisfying customers is service quality.
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Creating good and satisfying service quality for consumers will make them come back

again.

g. Price Perception

According to Martin et al. (2009) cited by Safitri (2020), they explained the price that

customers pay for the service and how they view price becomes important. Because it

affects revisit intention. Also, according to Liu & Tingko, (2016) cited from Safitri (2020),

an increase in the positive perception of prices held by consumers for a product will

increase consumption or repurchase interest.
h. Lifestyle

According to Hapsari et al (2020), the result shows that lifestyle has influence on revisit

intention.

Customer satisfaction variable significant value is 0,000 < 0,05, Therefore, customer
satisfaction has an influence on customer revisit intention. This is in line with Roz (2021)
statement that there are positive and significant effects of customer satisfaction towards
customer intention to revisit. In other words, if customers are satisfied, the customers will
come more frequently. On the contrary, if customers are dissatisfied, the customers will come
less frequently. In other words, high customer satisfaction produces high customer revisit
intention.

Table 4.19. Coefficient of Determination Structural 2
Model Summary
Model R R Square Adjusted R Square  Std. Error of the Estimate

1 ,/83% 613 ,601 1,71838
a. Predictors: (Constant), Customer Satisfaction, Promotion, Servicescape

Source: Prepared by the writer (SPSS 25, 2023)

From the table it can be seen, the coefficient of correlation adjusted R square is 0,601.
Therefore, can be concluded that servicescape, promotion, and customer satisfaction
influence customer revisit intention by 60,1%, and the rest 39,9% is influenced by other
factors which are not studied here. To determine whether a variable is an intervening variable,
the result from z test with Sobel test should be more than 1,96.

Table 4.20. Hypothesis Test Indirect

Variable Z-count Z-table Result

H6 5.30 1,96 Ha is Accepted
XltoZto)

H7 2,95 1,96 Ha is Accepted
X2toZtoY)

Source: Prepared by the writer (SPSS 25, 2023)

From the table it can be seen, H6 z-count is 5,30. Therefore, can be concluded that
customer satisfaction can be an intervening variable between servicescape and customer
revisit intention. H7 z-count is 2,95. Therefore, can be concluded that customer satisfaction
can be an intervening variable for promotion and customer revisit intention.
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CONCLUSIONS

Based on the results of the hypothesis tests, it can be concluded that servicescape has a
significant influence on customer satisfaction at 38 COFFEE LAB. Promotion has a significant
influence on customer satisfaction at 38 COFFEE LAB. Customer satisfaction has a significant
influence on customer revisit intention at 38 COFFEE LAB. Servicescape does not significantly
influence customer revisit intention at 38 COFFEE LAB. This could be due to other factors
that are not mentioned in this research such as food quality, service quality, location, and
price. Promotion does not influence customer revisit intention at 38 COFFEE LAB. This could
be due to other factors that are not mentioned in this research such as dining experience,
perceived value, word of mouth, food quality, brand image, service quality, and price.
Servicecape has a significant influence on customer revisit intention with customer
satisfaction as an intervening and promotion has a significant influence on customer revisit
intention with customer satisfaction as an intervening at 38 COFFEE LAB. Based on the
lowest mean of servicescape variable, the management of 38 Coffee Lab is recommended to
rearrange the layout to provide better comfort for customers. Based on the lowest mean of
promotion variable, the management of 38 Coffee Lab is recommended to increase their sales
promotion on Instagram and other social media platforms and create promotions like
discounts and product bundling. Based on the lowest mean of revisit intention variable, the
management of 38 Coffee Lab is recommended to improve their servicescape, products, and
service quality. Based on the lowest mean of customer satisfaction variable, the management
of 38 Coffee Lab is recommended to focus on improving food and beverage quality such as
creating new and innovative menus, having a standardized taste, using fresh ingredients, etc.
Future researchers are recommended to expand the scope of research to F&B industry in
Medan, not only in one café. They can also analyze other factors that might influence customer
satisfaction as well as customer revisit intention at 38 COFEE LAB, such as dining experience,
perceived value, word of mouth, food quality, service quality, brand image, location, and price.
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