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ABSTRACT 

 

This study was  conducted  to  identify  the  relationship  between  

customer satisfaction  and customer‟s return intention who are customers of garden 

coffee shops. Besides that, it also  examines the impact of the five factors 

(tangible, assurance, responsiveness, reliability and price) and the factor of 

customer satisfaction on return intention.  As a result, the empirical information 

found in this dissertation provides a general view about assessment of customer 

about customer satisfaction of garden coffee shops in HCMC in order to make 

appropriate adjustments and effective improvement for running a good business. 

 

Based on the results of the path analysis exploring the direct and 

indirect effects of five independent  and two dependent variables on return 

intention, this study argues that in order to achieve high return intention, garden 

coffee shops should have high level of customer satisfaction, the better  tangibles, 

the better assurance, the better responsiveness, the better reliability and the price. 

Moreover, from the result of this research, the findings indicate that the factor of 

compensations  and benefits plays crucial role regarding to both customer 

satisfaction and customer‟s return intention. 

 

In conclusion, from the experiences in process of conducting 

research, it points out limitations of  this  study and provides helpful 

recommendations for further dissertation. And according to the research findings, 

this study gives some recommendations to garden coffee shops in HCMC in order 

to take adjustment and improve the level of customer satisfaction and return 

intention. 
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CHAPTER 1 

INTRODUCTION 

1.1 Background 

Coffee originated in Ethiopia and was first cultivated in Arabia. Coffee is 

one of the most widely consumed beverages in the world today. Historically, people 

have enjoyed the taste and effects of caffeine, as well as associated coffee with social 

interaction and intellectualism. Coffee houses and coffee shops meet this need for 

social interaction with coffee.  Coffee house (café) serves coffee, tea and snacks. 

Depending on countries and regions, cafes have adopted variations.  In the United 

States, coffeehouses or cafes may offer a variety of coffee styles, hot chocolate and 

teas served as well as light snacks while others serve full menus. Alcoholic beverages 

may also be offered. Cafes in France almost always serve alcoholic drinks. 

 

 In the past, coffee was for patricians and intelligentsias. Coffee becomes a 

popular drink with the development of Vietnam society. Coffee was started to plant in 

Viet Nam in 1857.  Nowadays, Viet Nam is in the top rank of coffee production in the 

world. Coffee connects the West‟s culture with the East‟s culture. Many coffee shops 

appear to meet the needs and desires of customers. Café is not just the place who sells 

coffee and beverages.  People come to café not only to drink coffee but also to 

entertain, relax after studying and working hard.  In addition, young people enjoy 

beautiful decoration and special space at café. In Ho Chi Minh City, there are many 

cafes built. They can be franchise cafes such as The coffee bean and tea leaf, 

Gloreajeans, Starbucks, Trung Nguyen Caféor take -away cafes such as Passio, Effoc, 

Caztus or garden cafes such as MiềnĐồngThảo Café, Countryhouse Café, 

ĐenvàTrắng Café, Khúc Ban Chiều Café. 
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Some popular coffee shops in Ho Chi Minh City 

 The coffee bean and tea leaf 

In 1963, Herbert B. Hyman started The coffee bean and tea leaf. The 

coffee bean and tea leaf is franchise café.  His dedication to finding and serving the 

best coffee and tea in the world made him the founding father of gourmet coffee in 

California. The coffee bean and tea leaf has continued to search for the finest and 

rarest loose- leaf teas and premium coffee. Today, they offer over 22 varieties of 

coffee and 20 kinds of tea. The Coffee bean and tea leaf first opened in Viet Nam 

since 2008. It is impressed by warm modern space and attractive beverages. The 

original Ice blended and Tea latte which are unique only have at the Coffee bean and 

tea leaf. Customers come to the Bean to enjoy delicious tea and coffee with 

considerate service in warm atmosphere.   

 

 Passio- coffee to go 

“Take away coffee” is a new kind of modern café in Viet Nam. This café 

is the solution for modern young people. The difference between Passio and others is 

“busy”. Passio Coffee which has green atmosphere is salient and stylish. Italian coffee 

making machine combines fresh flavor of coffee bean to satisfy Vietnamese‟s needs. 

In addition, Passio also provides snacks such as Panini pie, Italian cereal bread, 

France sweet cake. Italian coffee is served as the style” To Go”. There are eight 

terminals in Ho Chi Minh City. Passio is still expanding and developing its system to 

compete with Effoc, Caztus etc. 

 

 Garden café  

“MiềnĐồngThảo” café is a popular café in systems of garden cafes in Ho 

Chi Minh City. It has France style. Mien Dong Thao Café has the same style of Du 

Mien Café, Sorrento Café. Atmosphere is commodious and airy. Garden café is 

decorated by many kinds of ornamental plants and flowers. It creates the feeling of 

pureness and freshness. Menu is diversified with coffee, light snack, tea, smoothies. 

Nowadays, garden café is appealed by not only elder people but also young people. 
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Vietnam coffee culture is different from other countries. People do not 

consider coffee as a fast drink. They spend long time to enjoy a cup of coffee. In Viet 

Nam, garden café is the most popular because it is suitable with Vietnamese culture. 

Although there are many styles of decoration, the landscape of garden café must be 

beautiful.  This will impress and attract a lot of customers.  Garden café „architecture 

is important. Customers come to garden cafés to enjoy fresh atmosphere. They will be 

back to nature. Garden café is one type of business but the owners of garden cafes 

attach special importance to state of mind‟s customers.  The life of HCMC people is 

busy. Thus, they always need quiet and romantic places to find the peacefulness in 

soul. Garden café is an ideal destination. 

1.2 Problem statement 

Many coffee shops are opened. They are highly competitive. They have to 

satisfy customers to exist and develop.  A study of factors affecting customer 

satisfaction and evaluating them is critical for development of business. 

 

Thus, I would like to do my thesis about “Measuring the effects of Return 

Intention through Customer Satisfaction- A study of garden coffee shops in Ho Chi 

Minh City". 

 

1.3 Objectives 

This research includes objectives as follow: 

 To explain the relationship between customer satisfaction and return 

intention. 

 To identify which are important factors that have  related  to  

customer satisfaction,  and  which  one  had  the  most  impact  to  customer 

satisfaction. 

 To explain the relationship between each independent variable  and  

return intention,  and  how  well  those  factors  can  explain  to  return intention. 

 To identify factors (including customer satisfaction) which are 
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directly and indirectly affecting to return intention. 

 To propose some recommendations for garden coffee shops to improve 

customer satisfaction and return intention to satisfy customer‟s needs. 

 

1.4  Research questions and hypotheses 

Question1: 

Which are important factors that influence to customer satisfaction? 

H1: Factors of tangibles, assurance, responsiveness, reliability, and price 

are hypothesized to be positively associated with customer satisfaction. 

Question 2:  

Which are important factors (including customer satisfaction) that 

influence to return intention? 

H2: Factors of tangibles, assurance, responsiveness, reliability, and price 

and customer satisfaction are hypothesized to be positively associated with return 

intention. 

Question 3: 

Is there relationship between customer satisfaction and 

customers‟ return intention? 

H3: Customer satisfaction is positively associated with and 

affect return intention. 

Question 4: What are the direct and indirect effects on customer return 

intentions?  

H4:  Customers‟ return intention is directly and indirectly affected by 

factors of tangibles, assurance, responsiveness, reliability, and price through 

customer satisfaction. 
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1.5 Scopes and Limitations 

 

This study was conducted in Ho Chi Minh City through 10 garden coffee 

shops to investigate return intention through customer satisfaction. 

 

Data will be collected from customers of garden coffee shops in Ho Chi 

Minh City, not in Viet Nam. Therefore, it can not generalize all of customers. 

 

Besides that, the length of time to conduct this study is within a short 

period of time (about 4 months). If this study had more time to be deeply 

investigated, it could provide a better result. The results can not avoid some mistakes. 

 

1.6   Structure of this study 

Chap 1: Introduction 

Chapter one presents the reasons why research needs to be conducted, 

and objectives of this research.  The core of this chapter is comprised of the 

following sections: introduction to coffee shops, problem statement, objectives, 

research question and hypotheses, scopes and limitations. 

 

Chap 2: Literature review 

Chapter two reveals the literature review of the independent and 

dependent variables. This chapter contains five main sections: customer 

satisfaction, return intention, the factors affect to customer satisfaction, conceptual 

framework, and operationalization. 

 

Chap 3: Research Methodology 

Chapter three describes how the research was conducted. It provides an 

overview of the methodology which includes various sections: research design, 
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target population and sample size, survey instrument, operational definitions and 

measurements, data collection, data analysis, factor analysis. 

 

Chapter 4: Research Findings 

Chapter four presents the results of the study. This chapter contains four 

main sections: the demographic characteristics of customers and univarate 

descriptive statistics of independent and dependent variables, multiple regression 

analysis, simple linear regression, and direct and indirect effects on return intention. 

 

Chapter 5: Conclusion and Recommendations 

Finally, chapter six discusses the findings of the study and answer 

questions of this research were raised in chapter one. Besides that, it also includes 

limitations of this research and recommendation for further research. 
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CHAPTER 2 

LITERATURE REVIEW 

2.1 Customer Satisfaction 

2.1.1 Definition 

There are many definitions of customer satisfaction in many different 

ways. In a simple way, customer satisfaction refers to the extent which customers are 

happy with product and service provided by a business. Customer satisfaction is 

frequently used in marketing and many aspects such as consumer research, economic 

psychology, and economics. 

 

Yi (1990) defined that customer satisfaction is a collective outcome of 

perception, evaluation and psychological reactions to consumption experience with a 

product/service. According to Bitner&Zeithaml (2003), Satisfaction is the customers‟ 

evaluation of a product or service in terms of whether that product or service has met 

their needs and expectations. Customer satisfaction is very important in today‟s 

business world as according to Deng et al., (2009) the ability of a service provider to 

create high degree of satisfaction is crucial for product differentiation and developing 

strong relationship with customers. 

 

Customer satisfaction is important to any business. If they satisfy with 

your product or service, they will purchase and return more often. The more a 

customer is satisfied, the more he or she spends. The more customers spend, the 

more company sells. And company‟s profit can be greater if they sell more.  

 

Satisfaction is defined as a personal‟s feeling of pleasure or 

disappointments resulting from comparing a product perceived performance in 

relation to his or her expectations (Kotler, 2000). In a previous research, Hennig-
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Thurau and Klee (1997) claimed that Satisfaction of customers with products and 

services of a company is considered as most important factor leading toward 

competitiveness and success.  

 

Customer satisfaction makes the customers loyal to business provided 

service. According to Eshghi, Haughton and Topi (2007), satisfaction of the 

customers can help the brands to build long and profitable relationships with their 

customers. Customer satisfaction has positive effects on customer loyal. In order to 

satisfy customer, a company should focus on service quality to maintain customers.  

 

Nowdays, customer satisfaction can be considered to be as a key 

performance indicator to assess a business operation. In a competitive market, every 

enterprises compete seriously with one others to attract new customers and keep the 

current existing ones and promote the current customers to become loyal ones. 

 

Customer Satisfaction is affected by many factors such as friendly 

employees, helpful employees, knowledge of employees, quick service, competitive 

pricing etc ( Hokason, 1995).  
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2.1.2   Measuring Customer Satisfaction 

 In this study, factors of SERVQUAL MODEL (Parasuraman,1998)  

are used to measure customer satisfaction.  

 

  Figure 1: SERVQUAl model (Parasuraman et.al 1998) 

In recent research, Kotler and Armstrong (2012) claimed that satisfaction 

is the post- purchase evaluation of products and services taking into consideration the 

expectations. Researchers are divided over the antecedents of service quality and 

customer satisfaction.  Ting (2004) believed that service quality leads to customer 

satisfaction. Service quality is an important tool to measure customer satisfaction 

(Hazlini et al., 2011). 

 

Bastos and Gallego (2008) provide evidence that customer service quality 

directly affect satisfaction and satisfaction directly affects the positive behavioral 

intention. 

 

In this research, Researchers measures customer satisfaction through 

factors in service quality model to identify which are important factors that have 

related to customer satisfaction.  
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Tangibles  

These include the appearance of physical facilities, equipment, personnel, 

communications, use of appropriate materials, etc. such as modern equipments of 

garden café, beautiful appearance of staffs etc.  

 

Assurance  

The knowledge and courtesy of employees so well so their ability to 

convey trust and confidence. The assurance dimension includes the following 

features: competence to perform the service, politeness and respect for the customer, 

effective communication with the customer, and the general attitude that the server 

has the customer„s best interests at heart. For instance staffs check bills quickly and 

exactly or the staffs resolve complaints quickly and satisfactorily. 

 

Responsiveness 

It is the ability to deal effectively and promptly with customer 

requirements and complaints. Keeping customers waiting particularly for no apparent 

reason creates unnecessary negative perceptions of quality. If a service failure occurs, 

the ability to recover quickly and with professionalism can create very positive 

perceptions of quality. 

 

Reliability 

It is the ability to perform the promised services both dependably and 

accurately. The service is accomplished on time, in the same manner, and without 

errors every time 

 

Empathy 

It is defined by the way that the ability to give individual attention to 

customers. Empathy includes some features: convenient operating hours, sensitivity 

and effort to understand the customer„s needs. 
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Table 1 - Modified SERVQUAL INSTRUMENTS 

 

EXPECTATION SECTION 

 

TANGIBLES 

E1. Excellent COMPANY companies will have modern looking equipment. 

E2. The physical facilities at COMPANY companies will be 

visually appealing 

E3. Employees at COMPANY companies will appear  

professionally dressed. 

E4. Materials associated with the service (promotional 

brochures, service tracking documents,invoices etc) 

will be visually appealing in a COMPANY services company 

 

RELIABILITY 

E5. When excellent COMPANY companies promise to do  

something by a certain time, they will do so. 

E6. When a customer has a problem, excellent COMPANY 

 service companies will show a sincere interest in solving it. 

E7. Excellent COMPANY service companies will perform the  

service right first time 

E8. Excellent COMPANY service companies will provide 

 their services at the time they promise to do so 

E9. Excellent COMPANY companies will insist on error-free records 

 

RESPONSIVENESS 

E10. Employees in excellent COMPANY companies will tell  

customers exactly when serviceswill be performed 

E11. Employees in excellent COMPANY companies will give 
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 prompt service to customers 

E12. Employees in excellent COMPANY companies will  

always be willing to help customers 

E13. Employees in excellent COMPANY companies will  

never be too busy to respond to customers' requests 

 

ASSURANCE 

E14. The behavior of employees in excellent COMPANY  will instill  

confidence incustomers 

E15. Customers of excellent COMPANY companies will feel  

safe in their transactions 

E16. Employees in excellent COMPANY companies will be 

 consistently courteous to customers 

E17. Employees in excellent COMPANY will have the knowledge to answer 

customers‟question 

 

EMPATHY 

E18. Excellent COMPANY companies will give customers 

 individual attention 

E19. Excellent COMPANY companies will have operating  

hours convenient to all their customers 

E20. Excellent COMPANY companies will have employees  

who give customers personal attention 

E21. Excellent COMPANY companies will have the  

customer's best interests at heart 

E22. Employees in excellent COMPANY companies will  

understand the needs of their customers 

PERCEPTION SECTION 

TANGIBLES 
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P1. COMPANY has modern looking equipment 

P2. The physical facilities at COMPANY are visually  

appealing. 

P3. Employees at COMPANY appear professionally dressed 

P4. COMPANY materials associated with the service (promotional brochures, service tracking 

documents,invoices etc) are visually appealing. 

 

RELIABILITY 

P5. When COMPANY promises to do something by a certaintime, they do so. 

P6. When a customer has a problem, COMPANY shows a  

sincere interest in solving it. 

P7. COMPANY performs the service right first time 

P8. COMPANY provide their services at the time they promise to do so 

P9. COMPANY insists on error-free records 

 

RESPONSIVENESS 

P10. Employees in COMPANY tell you exactly when services will be performed 

P11. Employees in COMPANY give prompt service to you 

P12. Employees COMPANY are always be willing to help you 

P13. Employees in COMPANY are never be too busy to respond to your requests 

 

ASSURANCE 

P14. The behavior of employees in COMPANY instills confidence in you 

P15. You feel safe in your transactions with COMPANY 

P16. Employees in COMPANY are consistently courteous to You 

EMPATHY 

P17. Employees in COMPANY have the knowledge to answer your questions 

P18. COMPANY gives you individual attention 

P19. COMPANY has operating hours convenient to all its Customers 
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P20. COMPANY has employees who give you personal Attention 

P21. COMPANY has your best interests at heart 

P22. COMPANY understands your needs 

 

(Source: Parasuraman et al., 1998) 

 

2.2  Return Intention 

According to Hellier et al. (2003), customer repurchase intention is the 

individual‟s judgement about buying again product or service from the same 

company. After purchasing products or services, customers could recognize 

satisfaction or dissatisfaction. If customers are satisfied, they have willingness to 

purchase again.   

 

There are many previous research studies which indicated the strong 

relationship between customer satisfaction and repurchase intention. According to 

Patterson et al. (1997) and Durvasula et al. (2004), Future purchase intentions have a 

relationship with customer satisfaction. Petrick (1999) claimed that when “the more 

loyal a consumer is to a service, the more likely they will be satisfied with the service 

and the more likely they will repurchase the service”. Thus, repurchase intention and 

customer loyalty have a positive relation.  

 

Eugene (2000), Michael(2001), Nigel&Jim(2002) believe that the if 

customer satisfaction is promoted, customer repurchase intention will increase.  

Customer satisfaction is the antecedents of the customer repurchase intention and it 

can make a certain degree of interpretation of the customer repurchase intention. 

 

2.3  Price 

Price is the money which pays for product and service.  Kotler and 

Armstrong (2010) defined that price is the amount of money charged for a product or 
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service, or the sum of the values that customers exchange for the benefits of having or 

using the product or service while Stanton, Michael and Bruce (1994) defined price as 

the amount of money or goods needed to acquire some combination of another goods 

and its companying services. 

 

This research measure customer satisfaction through factors mentioned 

below in Literature Review. Parasuraman‟s model is an open model. In process of 

research, factors that are not suitable can be extracted and replaced by others. In this 

research, the factor of empathy is extracted and the factor of “price” is added in the 

model.  
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2.4 Conceptual framework  

 

Figure 2: Conceptual framework model  

 

H2 

H1 H3 

H4 
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2.5 Operationalization 

Table 2: Operationalization 

CONCEPTS DEFINITIONS DIMENSIONS HYPOTHESES 

Return Intention The individual‟s 

judgement about 

buying again 

product or service 

from the same 

company 

_Try more products  

_ Coming to this cafe 

is a good choice and 

decision 

_ Come regularly 

_ Continue using 

_Overall intention  

H2: Factors of 

tangibles,assurance, 

responsiveness, 

reliability,price and 

customer satisfaction 

positively affect the 

return intention. 

 

H3: Customer 

satisfaction is 

positively associated 

with and affect return 

intention. 

 

Tangibles The appearance of 

physical facilities, 

equipment, 

personnel, 

communications, 

use of appropriate 

materials 

_ Appealing physical 

facilities 

_ Modern equipments 

(Parasuraman (1985))  

_ Clean areas 

_Suitable music 

_Neat-appearing staffs 

H4: Customers‟ return 

intention is directly and 

indirectly affected by 

factors of tangibles, 

assurance, 

responsiveness, 

reliability, and price 

through customer 

satisfaction.  
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Responsiveness The ability to deal 

effectively and 

promptly with 

customer 

requirements and 

complaints 

_The staffs give good 

guidelines 

_ Prompt service 

(Parasuraman (1985))  

_ The staffs always 

satisfy customer's 

needs 

_ The staffs tell 

exactly when services 

will be performed 

_  Be willing to serve 

customers 

 

Reliability The ability to 

perform the 

promised services 

both dependably 

and accurately 

_  Customers believe 

in the durability of 

product and service's 

quality 

_Provide services as 

promised 

_ Perform the standard 

service at the first time 

_ Insist on error free 

records 

_ Ensure food safety 

 

Price The amount of 

money charged for 

a product or 

service, or the sum 

of the values that 

customers 

exchange for the 

_Reasonable price 

_Price deserves money 

paid 

_Price matches with 

product value 

_Competitive price 

_Overall satisfaction 
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benefits of having 

or using the product 

or service 

on price 

 

Customer satisfaction Satisfaction is the 

customers‟ 

evaluation of a 

product or service 

in terms of whether 

that product or 

service has met 

their needs and 

expectations 

_ Satisfaction on 

product and service 

_ Satisfaction on staffs 

_ Satisfaction on 

equality of treatment 

among customers 

_Satisfaction on 

prestige and reputation 

_ Overall satisfaction 

 

H1: Factors of 

tangibles, assurance, 

responsiveness, 

reliability, and price 

are hypothesized to be 

positively associated 

with customer 

satisfaction 
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CHAPTER 3 

RESEARCH METHODOLOGY 

3.1  Research Design 

The questions that this study attempt to answer are: “1) Which are 

important factors that influence to customer satisfaction?  2) Is there relationship 

between customer satisfaction and customers‟ return intention? 3)   Which are 

important factors that influence to return intention?”.  According to literature review 

in chapter II, customer satisfaction is dependent to four factors that are tangible, 

assurance, responsiveness, reliability and price.  Besides that, return intention could 

be affected by those four factors indirectly and customer satisfaction directly. 

 

Quantitative approach deals with statistical, mathematical, and 

computational techniques. This research will be applied only quantitative approach. 

This means that this study is based on survey. Data was collected from sample in 

the target population. Most of questions in the survey were used 5 point Likert scale 

to measure in which 1 is “strongly disagreed” and 5 is “strongly agreed”.  

 

After collecting data, SPSS program was applied to analyze those data. 

The statistical techniques were applied including factor analysis, multiple regression 

analysis, simple analysis and path analysis. 

 

3.2  Target Population and Sample Size 

Target population to do the survey is customers who are in garden coffee 

shops. There are number of garden coffee shops in HCMC which are located in many 

districts. Base on convenience of conducting data and objectives of study, this 
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research concentrated on districts which have large garden coffee shops: 1,3, Binh 

Thanh, Phu Nhuan. 

 

According to Gorsuch (1983) and Hatcher (1994), a minimum subject to 

item ratio of at least 5:1 in Exploration Factors Analysis (EFA), but they also have 

stringent guidelines for when this ratio is acceptable, and they both note that higher 

ratios are generally better. Based on the number of items (in dimensions) are 

about 37 items, and each item needs 5 cases to ensure reliability and validity. 

Therefore, the survey will be delivered  conveniently to 200 full time customers 

who are in garden coffee shops in HCMC so as to guarantee for the reliability and 

validity of research. 

 

3.3  Survey Instrument 

Survey was built base on the items of four independent variables and 

two dependent variables that the literature reviews and various researches in chapter 

II were mentioned. In order to ensure reliability and validity of the research, 

questions will be raised as suitable as possible. Most questions were set as 

statements on five-point  Likert scale, ranging from 1 is “strongly disagreed” to 5 is 

“strongly agreed”. 

 

In order to create suitable and accurate survey, first, researcher based 

on operationalization to formulate questionnaire. Second, the draft of 

questionnaire was sent to Advisor in order to correct mistakes and give comments. 

After that, survey was  revised  by  researcher  and  sent  to  advisor  one  more  

time  for  approving.  Third, the questionnaire was pre-tested by 30 customers who 

are in Phuc Am Café( Hoang Hoa Tham Street, Binh Thanh District) in order to 

measure the reliability of the measurement. The pilot test with the  small sample 

size (N=30) could help researcher to detect potential problems of the 

measurements in  questionnaire and revise it again to avoid Halo Effect. Finally, the 
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final questionnaire was completed and was ready to be delivered to customers in 

target population. 

 

3.4  Operational Definitions and Measurements 

Operational definitions of each variable must be measured, after 

conceptual framework was developed in chapter II. 

 

In this operationalization, customer satisfaction and return intention 

were known as  dependent variables. In addition, tangibles, assurance, 

responsiveness, reliability and price were known as independent variables. Each item 

was measured on five- point Likert scale with 1 is “strongly disagreed”, 2 is 

“disagreed”, 3 is “neutral”, 4 is “agreed”, 5 is “strongly agreed”. Questions of 

individual demographics were also included in the questionnaire such as: gender, 

marriage status, age, education, income. A copy of the survey is showed in 

Appendix (Vietnamese version). The items were used to measure variables are 

listed below with Cronbach‟s alpha coefficient (reliability) of the pilot test. 
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3.4.1 Customer satisfaction measurement 

Table 3: Dependent variable of Customer Satisfaction 

Variable Items       Cronbach’s alpha=.526,  N=200 

Customer 

Satisfaction 

1) You satisfy with the product and service of this garden 

café 

2) You satisfy with staffs of this garden café 

3) You satisfy with equality of treatment among customers 

at this garden café  

4) You satisfy with the prestige and reputation of this cafe 

5) You satisfy with product and service because it meets 

your need 

6) You satisfy with product and service because it meets 

your expectation 

7) In general, you satisfy with this garden café 

 

3.4.2 Return intention measurement 

Table 4: Dependent variable of return intention 

Variable Items           Cronbach’s alpha=.737,  N=200 

Return 

Intention 

1) You will continue coming to this café  

2) Will you come to this cafe more regularly? 

3) You will try more food and drink in the future  

4) You believe that coming to this cafe is a good choice 

and decision  

5) In general, You will continue using the product and 

service of this café  

  

All five items were added by researcher.  
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3.4.3 Price measurement 

Table 5: Independent variable of price 

Variable Items Cronbach’s alpha=.675,  N=200 

Price 1) The price of this garden cafe is reasonable 

2) Price deserves money which you paid for  

3) Price matches with the product value  

4) This café has competitive price 

5) In general, You satisfy with the price at this garden 

café 

 

3.4.4 Tangible measurement 

Table 6: Independent variable of tangible 

 

Variable Items Cronbach’s alpha=.725,  N=200 

Tangibles 1) This garden cafe has appealing physical facilities  

2) This cafe has modern equipments  

3) This cafe has clean areas (wc etc) 

4) The staffs of this cafe have neat appearance 

5) Music is suitable with the space of this café 

 

The first two items and item 4 were adopted from Parasuraman (1998). 

Items 3 and 4 were added by researchers.  

3.4.5 Assurance measurement  

Table 7: Independent variable of assurance 

Variable Items Cronbach’s alpha=.700, N=200 

Assurance 1) The staffs are consistently courteous with you  

2) Doorkeepers are enthusiastic and thoughtful  

3) The behavior of staffs instill confidence in you 

4) The staffs check bill quickly and exactly 

5) The staffs resolve complaints quickly and satisfactorily 
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3.4.6 Responsiveness measurement 

Table 8: Independent variable of Responsiveness 

Variable Items Cronbach’s alpha=.782, N=200 

Responsiveness 1) The staffs give you good guidelines  

2) The staffs give you a prompt service  

3) The staffs always satisfy customer's needs  

4) The staffs tell you exacly when services will be 

performed  

5) The staffs are always willing to serve you 

The first four items were adopted by from Parasuraman (1998). The last 

item was added by researcher. 

 

3.4.7 Reliability measurement 

Table 9: Independent variable of reliability 

Variable Items Cronbach’s alpha=.917,  N=200 

Responsiveness 1) You believe in the durability of product and 

service's quality in this garden café 

2) The staffs provided its services as promised 

3) This cafe performs the standard service at the first 

time 

4) This cafe insists on error free records 

5) This garden cafe ensures food safety 

 

The fisrt four items were adopted by from Parasuraman (1998). The last 

item was added by researcher.  

3.5.Data Collection 

This research is made by both primary data and secondary data. Survey is 

used to collect primary data. The study included the use of questionnaires distributed 

directly to customers in garden coffee shops in HCMC ( Phuc Am Café, Du Mien 
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Café, Soi Da Café, The Myth Café ) Surveys were conducted in 1 weeks to reach 

target population (N=200). 

 

The secondary data was collected from published articles, books, research 

reports, web pages and online newspapers, etc. 

3.6. Data Analysis  

After collecting the data, this dissertation will explore many kind of 

statistical analysis in order to measure  reliability, validity, how the relationship 

between customer satisfaction and return intention, how the  factors that affected 

to customer satisfaction and return intention. 

 

After the data were entered in directly to SPSS program, descriptive 

statistics such as percentage and frequency were used to describe the general 

characteristics of the employees who joined to  conduct  this  research.  Correlations  

and  the  Pearson  product-moment  correlation coefficient  were  also  employed  in  

this  research  to  explore  the  relationships  between  the dependent  variables  

such  as:  customer satisfaction and return intention,  and  the independent variables 

such as: tangibles, assurance, responsiveness, reliability and price. 

 

Next, the validation and internal consistency of the items of variables in 

the questionnaire were  determined.  In  that,  Cronbach‟s  alpha  coefficient  is  

considered.  According  to  Pallant (2005), ideally, the  Cronbach alpha coefficient 

of a scale should be above .70. Therefore, in order to guarantee the reliability and 

validity of this research, Cronbach alpha coefficients must be equal to or greater 

than .70. Factor analysis was also conducted in order to test the validity of the 

measures. 

 

Multiple  regression  technique  can  be  used  to  explore  the  

relationship  between  one dependent  variable and two or more independent 



` 27 

variables. This technique provides research with  information  about  the  model  as  

a  whole  and  the  relative  contribution  of  each  of  the variables  that  make  up  

the  model  (Pallant,  2005).  In  this  research,  the  multiple  regression technique 

was used to find out how well the independent variables were able to predict 

customer satisfaction and return intention. Besides that, it can also exactly show 

which factors most influenced to customer satisfaction and return intention. 

 

Simple linear regression technique can also be used to explore the 

relationship between two dependent  variables that are customer satisfaction and 

return intention. This technique  was  used  to  measure  how  well  customer  

satisfaction  can  predict  return intention. 

 

Path analysis,  an  extension  of  the  regression  model,  was  also  

explored  to  test  the hypotheses that  the four independent variables and customer 

satisfaction have direct and indirect  effects  to  return intention.  The  effects  are  

reflected  in  the  so-called  path coefficient  standardized  regression  coefficient   

(beta:  β).  the  interpretations  of  the  path coefficients in this study are shown in 

table 10 below. 

Table 10: Interpreting  Strength of Path Coefficients 

Coefficients Strength of Relationship 

0.00 No association 

0.01 – 0.09 Trivial relationship 

0.10 – 0.29 Low to moderate relationship 

0.30 – 0.49 Moderate to substantial 

0.50 – 0.69 Substantial to very strong 

0.70 – 0.89 l Very strong relationship 

0.90 Nearly perfect relationship 

 

Source: Adopted from De Vaus (2002) 
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3.7 Factor Analysis 

3.7.1 Factor Analysis for Dependent Variables 

In this part, factor analysis was applied for the group of 2 dependent 

variables including 12 items of Customer Satisfaction and Return Intention. 

 

Method involves inspecting the correlation matrix for coefficients of .40 

and above, and calculating the Kaiser-Meyer-Olkin Measure of Sampling Adequacy 

(KMO) and Barlett‟s Test of Sphericity. 

Table 11: KMO and Bartlett's Test of Dependent Variables 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .801 

 Approx. Chi-Square 325.997 

Bartlett's Test of Sphericity Df 45 

  Sig. .000 

 

According to KMO and Bartlett's Test the Kaiser-Meyer-Olkin Measure 

of Sampling Adequacy is .801 (According to Pallant (2005), to be significant, value 

has to be .6 or above) and Bartlett's Test of Sphericity value is significant at .000 

level. Therefore, this factor analysis is considered appropriat 
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Table 12: Total Variances Explained Dependent Variables 

Component 

Initial Eigenvalues Rotation Sums of Squared Loading 

Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

 

1 

 

2 

 

3 

 

4 

2 

 

3 

 

4 

 

 

       3.119 

 

1.119 

 

1.023 

 

.938 

 

 

31.185 

 

11.186 

 

10.233 

 

9.381 

 

31.185 

 

42.371 

 

52.604 

 

61.985 

 

2.392 

 

1.845 

 

23.918 

 

8.453 

 

3.918 

 

2.371 

 

 

In order to determine how many components to extract, it is needed to 

consider the Kaiser‟s criteria.  In  this  regard,  only  components  that  have  

eigenvalue  of  1  or  more  are considered appropriate for retaining. This can be 

identified by the Total Variance Explained in table 12.  In  the  table  12,  the  first  2  

components  recorded  eigenvalues  above  1.  These 2 components explain 42.371 

percent of the total variance including component 1 explains 31.185 percent, and 

component 2 explains 11.186 percent of the total variance. 
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Figure 3: Catell’s Scree Test Results of Dependent Variables 

 

The two new variables were created after a variamax rotation. These 

factors account for 42.371 percent of the total variance. Factor 1 is Return Intention; 

factor 2 is Customer Satisfaction. 

 

Table 13 showed Factor Loadings of each item in dependent variables 

and Reliability of those variables. 
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Table 13: Factor Loadings and Reliability of Dependent Variables 

Factors Factor Loading Cronbach’s 

Alpha (N=200) 

 

FACTOR 1: : RETURN INTENTION 

You believe that coming to this cafe is a good 

choice and decision 

You will try more food and drink in the future 

In general, I will continue using the 

product and service of this cafe 

Will you come to this cafe more regularly? 

You will continue coming to this café 

 

 

 

 

          .782 

 

          .725 

          .665 

 

          .596 

          .584 

 

     .737 

 

FACTOR 2: CUSTOMER SATISFACTION 

You satisfy with the product and service of this 

garden café 

You satisfy with product and service because it 

meets your expectation 

You satisfy with staffs of this garden café 

You satisfy with the prestige and reputation of 

this café 

In general, you satisfy with this garden cafe 

 

 

          .644 

 

          .572 

 

          .559 

          .556 

 

          .485 

 

      .526 

 According to Kerlinger & Lee (2000) Reliability analysis was then carried 

out to examine the internal consistency of the factors obtained where Cronbach‟s 

alpha coefficient at 0.5 or higher.  Field (2000) also claimed that to determine 

reliability of a factor, a Cronbach‟ s alpha of over 0.6 is usually required but for 
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exploratory work or for large samples, it may be 0.5. Thus, Cronbach Alpha of 

customer satisfaction could be acceptable. 

3.7.2 Factor Analysis of Independent Variables 

  

In this part, factor analysis was applied for the group of 4 independent 

variables including 30 items of Tangible, Assurance, Responsiveness, Reliability, 

Price.  

Table 14: KMO and Bartlett's Test of Independent Variables 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.838 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 
1970.067 

  Df 276 

  Sig. .000 

 

According to KMO and Bartlett's Test the Kaiser-Meyer-Olkin 

Measure of Sampling Adequacy is .838 (According to Pallant (2005), to be 

significant, value has to be .6 or above) and Bartlett's Test of Sphericity value is 

significant at .000 level. Therefore, this factor analysis is considered appropriate. 
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Table 15: Total Variances Explained Independent Variables 

Component Initial Eigenvalues 

Rotation Sums of Squared 

Loadings 

 Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

1 .161 25.672 25.672 3.902 16.259 16.259 

2 3.600 15.002 40.674 3.253 13.553 29.812 

3 1.844 7.682 48.356 2.386 9.941 39.753 

4 1.288 5.368 53.724 2.321 9.671 49.424 

5 1.076 4.483 58.206 .108 8.782 58.206 

6 .958 3.991 62.197       

7 .932 3.884 66.081       

8 .872 .635 69.716       

9 .783 .260 72.977       

 

Extraction Method: Principal Component Analysis. 

In order to determine how many components to extract, it is needed 

to consider the Kaiser‟s  criteria.  In  this  regard,  only  components  that  have  

eigenvalue  of  1  or  more  are considered appropriate for retaining. This can be 

identified by the Total Variance Explained in table 3.12. In the table 15, the first 

4 components recorded eigenvalues above 1. These 2 components explain 58.2 

percent of the total variance including component 1 explains 25.7 percent, 

component 2 explains 15.0 percent, component 3 explains 7.682 percent, component 

4 explains 5.368 percent of the total variance. 



` 34 

Component Number

242322212019181716151413121110987654321

E
ig

en
va

lu
e

6

4

2

0

Scree Plot

 

Figure 4: Catell’s Scree Test Results of Independent Variables 

 

The four new variables were created after a variamax rotation. These 

factors account for 60.2 percent of the total variance. Factor 1 is Reliability; factor 2 

is Responsiveness;   factor 3 is Tangible ;  factor  4  is  P r i ce ;  f ac to r  5 i s  

Assu ran ce .  

 

Table 16 showed Factor Loadings of each item in independent variables 

and Reliability of those variable. 
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Table 16: Factor Loadings and Reliability of Independent Variables 

FACTOR Factors 

Loading 

Cronbach’s 

Alpha 

(N=200) 

 

FACTOR 1: RELIABILITY 

This cafe insists on error free records 

This garden cafe ensures food safety 

You believe in the durability of product and service's quality in 

this garden café 

This cafe performs the standard service at the first time 

The staffs provided its services as promised 

 

FACTOR 2: RESPONSIVENESS 

The staffs give you a prompt service 

The staffs resolve complaints quickly and satisfactorily 

The staffs are always willing to serve you 

The staffs are consistently courteous with you 

The staffs give you good guidelines 

The staffs tell you exactly when services will be performed 

 

FACTOR 3: TANGIBLES 

This garden cafe has beautiful physical facilities 

This cafe has modern equipments 

This cafe has clean areas (wc etc) 

Music is suitable with the space of this café 

 

FACTOR 4: PRICE 

The price is worth money which you pay for it 

 

 

.878. 

874 

.861 

.853 

.843 

 

 

 

.668 

.645 

.642 

.627 

.621 

.568 

 

 

.756 

.725 

.640 

.526 

 

 

.655 

 

        .917 

 

 

 

 

 

 

 

         .782 

 

 

 

 

 

 

 

          .725 

 

 

 

 

 

          .675 
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The price of this garden cafe is reasonable 

In general, You satisfy with the price at this garden café 

The price has correlation with the value of product 

The staffs of this cafe have beautiful appearance 

 

 FACTOR 5: ASSURANCE 

 This cafe has competitive price 

Doorkeepers are enthusiastic and thoughtful 

The behavior of staffs instill confidence in you 

.621 

.611 

.550 

.529 

 

 

.751 

.604 

.582 

 

 

 

 

 

 

          .700 
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CHAPTER 4 

RESEARCH FINDINGS 

4.1 Characteristics of Customers and UnivarateDescriptive 

statistics  of  Independent and Dependent Variables 

4.1.1 Characteristics of customers  

This part concentrated to information of individual demographics of 

customers who had done survey. Descriptive statistics run frequency procedure on 

primary data and it was displayed in table 17 below. 

Table 17: Customers (N=200) in Garden coffee shops 

 

       Frequency    Percentage (%) 

 Gender 

- Female   120    60 

- Male   80    40 

Total  200              100 

 Marriage status 

- Single   115    57.5  

  

- Married  85    42.5 

Total  200    100 

 Age 

- 18-25   81    40.5 

- 25-35   43    21.5 

- 35-45   54    27.0 

- 45-55   14    7.0 

- Over55  8    4.0 

Total  200    100 



` 38 

 Education 

- High school   24     12 

- Vocational   16     8 

- College   24     12 

- University   72     36 

- Post-graduate   64     32 

Total   200     100 

 Income 

- Under 5mil   64     32 

- 5-10m    33               16.5 

- 10-15m   48     24 

- 15-20m   32     16 

- Over 20m   23               11.5 

Total   200     100 

 

According to the table 17, most of customers who are coming to 

garden coffee shops in HCM city are female with 120 and occupying 60% and 80 

customers are male and occupying small ratio 40%. (Figure 4) 

 

Regarding to marriage status, single customers occupies 57.5% with 115.  

A group of Married customers is smaller with 85 customers and 42.5%. (Figure 5) 

 

About age, it have big group of employees who are in age from 18-

25 with 81 customers and  dominating 40.5%. The group of age from 35-45 

occupies 27% with 54 customers. The group of age from 25-35 have 43 employees 

with 21.5%. The last two groups just contribute a small percentage; those are 14 

who belong to age from 45-55 with 7.0%, and 8 customers who is in age over 55 

and occupying only 4.0%. (Figure 6) 
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Customers who are in grade of university dominate in term of 

education with 72 people and occupying 36%. Next group is post-graduate with 64 

customers with rate of 32%. The group of college and high school have the same 

ratio which occupies 12% with 24customers. The last group is also group that has 

smallest ratio is 8% with only 16 people. (Figure 7) 

 

Regarding to monthly income, there have 64 customers who have 

income under 5 millions per month (32%), and 48 customers who have income 10-

15 millions per month(24%). The group of customers which has income 5-10 

millions   occupies 16.5% with 33 people. There have only 32 customers who have 

income 15-30 millions (16%), and 23 customers who have income over 20 millions 

with 11.5%. (Figure 8). 

 

 

Figure 5: Percentage of Gender of customer 

 

  60% 

 40% 
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Figure 6: Percentage of Marriage status of Customer 

 

 

Figure 7: Percentage of Age of Customer 

 

57.5% 
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% 

21.5 % 

4
%
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Figure 8: Percentage of Education level of Customer 

 

 

Figure 9: Percentage of Monthly Income of Customer 

 

36% 
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8% 

12% 
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16% 
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4.1.2. Univarate Descriptive Statistics of Independent Variables 

 

In order to check whether all scores were normally distributed, the 

descriptive procedure was conducted with all variables - the dependent and 

dependent variables involved in this study. In table 18, there was no missing value; 

all variables loaded with sample size of 200 cases. The minimum and maximum 

value of each variable are also included. 

Table 18: Univarate Descriptive Statistics of Independent Variables 

 

 N Minimum Maximum Mean Std. 

Deviation 

REL 200 1.40 4.80 2.7900 0.99985 

RES 200 2.00 4.8333 4.0292 0.53791 

TAN 200 1.75 5.00 4.2275 0.557155 

PRICE 200 2.40 4.80 4.174 0.45779 

ASS 200 2.00 5.00 4.1267 0.61123 

      

 

4.1.3. Univarate Descriptive Statistics of Dependent Variables 

Table 19 presents the univarate descriptive statistics of the two dependent 

variables with a sample size of 200 cases, minimum, maximum, mean, and 

standard deviation values of each variable. 
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Table 19: Univarate Descriptive Statistics of Dependent Variables 

 

 
N Minimum Maximum Mean 

Std. 

Deviation 

CUSATIS 200 2.40 4.80 4.196 0.387732 

INTE 200 2.20 5.00 4.1470 0.509006 

 

4.2 Multiple Regression Analysis 

Multiple regressions are a group of techniques that can be used to explore 

the relationship between a number of independent variables and one dependent 

variable. This technique can help researchers  with  information  about  the  model  

as  a  whole  (all  subscales)  and  the  relative contribution of each of the variables 

that make up the model (individual subscales). 

Table 20: Correlation Coefficients between Independent Variables   

 

   1  2  3  4  5 

 REL(1)  1.000  

     RES(2)  -.141*  1.000 

 TAN(3)  -.177** .394**  1.000 

 PRICE(4)  -.124*  .440**  .498**  1.000 

 ASS (5)  -.196** .598**  .391**  .428**         1.000 

    Mean   2.79              4.029               4.2275             4.174         4.127 

    SD                            .999              .538              .557                 .458         .611    

     Note: * Significant level at p < .05, ** Significant level at p < .001 

 

 

 

Table 20 shows correlation coefficients between four independent 
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variables those are Reliability, Responsiveness, Tangible, Price, and Assurance and 

the significant level of those. 

 

4.2.1 Factors affect to Customer Satisfaction 

Table 21:  Descriptive  Statistics  and  Variables’  Correlations  of  the 

CUSATIS Model 

Note: * Significant level at p < .05, ** Significant level at p < .001 

 

Table 21 shows that there were significant relationships between the 

dependent variable, CUSATIS, and  the  independent  variables:  REL,  RES,  

TAN, PRICE and ASS. In these significant relationships, there was substantial 

correlation between TAN and CUSATIS (r=.422, p<.001).  This means that the 

better tangibles customers were gotten, the higher level of customer satisfaction 

they feel. Besides that, the  variables  of   ASS and RES  were  also substantially  

correlated  with  CUSATIS (r=.415,  p<.001)  and  (r=.408,  p<.001),  respectively.  

This  means  that  the  better  assurance and the better responsiveness were gotten, 

could lead  to  higher  customer  satisfaction.  In  addition,  there  was  a  moderate  

correlation between PRICE and CUSATIS (r=.370, p<.001). This means that the 

                     CUSATIS    1                  2     3        4             5 

 

CUSATIS     1.000  

REL (1)         -.123*  1.000 

RES (2) .408**  -.141*        1.000 

TAN (3) .422**  -.177**       .394** 1.000   

PRICE (4)      .370**  -.124**       .440** .498**      1.000 

ASS (5)           .415**             -.196**       .598** .391**     .428*        1.000 

 

Mean   4.196       2.79        4.029 4.2275      4.174       4.127 

SD                     .388               .999           .538    .557       .458         .611 
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better PRICE customers have gotten can affect positively to the level of customers 

satisfy. 

 

In conclusion, the CUSATIS was substantial correlated with the TAN 

(r=.422, p<.001), ASS(r=.415,  p<.001) and RES (r=.408,  p<.001) and moderate 

correlated with the PRICE(r=.370, p<.001). 

Table 22: Coefficients between IVs and CUSATIS 

Note: Dependent Variable: CUSATIS: Customer Satisfaction 

- Predictors: REL, RES. TAN, PRICE, ASS 

- Model summary: R
2 

= .279 

For greater clarity, a regression equation for the model of CUSATIS was written 

using the standardized coefficients (Beta) in table 22: 

CUSATIS = .160(RES) + .234(TAN) + .181(ASS)  

Where: 

• CUSATIS: Customer Satisfaction (the dependent variable) 

• RES: Responsiveness 

• TAN: Tangibles 

• ASS: Assurance 

 

Standardized 

Coefficients 

(Beta) 

Sig. 

Correlations 

 

(Part) 

REL -.011 .864 -.123 

 

RES 
.160 .045 .408 

TAN .234 .002 .422 

PRICE .104 .167 .370 

ASS .181 .024 .415 
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4.2.2 Factors affect to Return Intention 

Table 2 3 :  Descriptive  Statistics  and  Variables’  Correlations  of  the  INTE 

model 

                        INTE  1  2  3  4       5 

INTE  1.000  

REL (1) -.177** 1.000 

RES (2) .528**  -.141*  1.000 

TAN (3) .490**  -.177** .394**  1.000   

PRICE (4) .632**  -.124*  .440**  .498**  1.000 

ASS  (5) .631**  -.196** .598**  .391**  .428**       1.000 

 

Mean  4.147                2.79              4.029               4.2275             4.174         4.127 

SD                     .509               .999              .538              .557                 .458        .611 

Note: * Significant level at p < .05, ** Significant level at p < .001 

 

Table 23 shows that there were significant relationships between the 

dependent variable, INTE, and the independent  variables:  REL,  RES,  TAN, PRICE 

and ASS. In these significant  relationships, the variables of PRICE and ASS were 

strongly correlated with INTE (r=.632, p<.001 (r=.631, p<.001), respectively.  This 

means that the better price and the better assurance customer were gotten, could lead 

to the higher return intention. Besides that, There was very substantially positive 

correlation between RES and INTE (r=.528, p<.001), and TAN and INTE (r=.490, 

p<.001). 

 

In conclusion,  the  INTE  was  substantial  correlated  with  the  RES 

(r=.528, p<.001), and TAN (r=.490, p<.001), strong  correlated  with  the  PRICE  

(r=.632,  p<.001),  and  ASS (r=.631, p<.001). 
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Table 24: Coefficients between IVs and INTE 

 

Standardized 

Coefficients 

Beta 

Sig. 

Correlations 

 

(Part) 

REL -.025 .596 -.177 

RES .096 .115 .528 

TAN .121 .032 .490 

PRICE .371 .000 .632 

ASS .362 .000 .631 

 Note: Dependent variable: INTE: Return Intention 

 - Predictors: REL, RES. TAN, PRICE, ASS 

- Model summary: R
2  

= .578 

For greater clarity, a regression equation for the model of INTE was written using 

the standardized coefficients (Beta) in table 24: 

INTE = .121(TAN) + .371(PRICE) + .362(ASS)  

Where: 

 INTE:   Return Intention( the dependent variable) 

 TAN:  Tangible 

 PRICE:   Price 

 ASS:   Assurance 

 

4.3   Simple Linear Regression 

Simple linear regression technique can also be used to explore the relationship 

between two dependent variables that are customer satisfaction and return 

intention. This technique  was  used  to  measure  how  well  customer  satisfaction  

can  predict return intention. 
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Table 25: Correlation Coefficients between Dependent Variables 

 

 1 2 

CUSATIS (1) 1.000  

 

INTE (2) 

 

.461** 

 

1.000 

Mean 4.196 4.147 

 

SD 

 

.387 

 

.509 

Note: * Significant level at p < .05, ** Significant level at p < .001. 

 

Table 25 shows correlation coefficients between two dependent variables 

those are Return Intention, and Customer Satisfaction, and the significant level of 

those. 

Moreover, table 25 also shows that there was significant relationship 

between the two dependent variables, CUSATIS, and INTE. In this significant 

relationship, there was substantial  correlation  between CUSATIS  and INTE 

(r=.461, p<.001). This means that the higher Customer satisfaction, it can lead to 

higher return intention. 

Table 26: Coefficients between INTE and CUSATIS 

 

Note: Dependent variable: INTE: Return Intention  

-Predictors: CUSATIS: Customer Satisfaction 

- Model summary: R
2  

= .213 

  

Standardized 

Coefficients 

Beta 

Sig. 
Correlations 

Part 

     

 CUSATIS .461 .000 .461 
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For greater clarity, a regression equation for the model of CUSATIS was written 

using the standardized coefficients (Beta) in table 26: 

INTE = .461 (CUSATIS) 

Where: 

• INTE:           Return Intention (the dependent variable) 

•   CUSATIS: Customer Satisfaction (the dependent variable) 

4.4 Direct and Indirect Effects of Return Intention 

Path analysis,  an  extension  of  the  regression  model,  was  also  

explored  to  test  the hypotheses that  the five independent variables and customer 

satisfaction have direct and indirect effects to return intention. 

 

The  path  analysis  provides  estimates  of  the  magnitude  and  

significance  of  the hypothesized causal connections between sets of variables. This 

is best explained by considering a path diagram. 

 

Based on  the  multiple  regression  results  and  the  simple  linear  

regression  from  the previous sections, Path analysis was performed with the 

dependent and independent variables, from that  all  variables  making  significant  

unique  contributions  to  predicting  the  dependent variables were retained for 

further path analysis. 

 

Based on significance (Sig.) of table 22 , REL and PRICE (Reliability 

and Price)  failed to achieve statistical significance in order to have effect on 

CUSATIS (Customer Satisfaction)  with  significance  (Sig.)  =  .864  >  .05(REL) 

and  a significance  (Sig.)  =  .167 >  .05(PRICE). The  rest  of  independent variables  

including:  RES (Responsiveness),  TAN (Tangible), and ASS (Assurance) with 

significance (Sig.) of < .05 have effect to CUSATIS. 
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Also, based on significance (Sig.) in table 24, R E L  a n d  

R E S ( R e l i a b i l i t y  a n d  R e s p o n s i v e n e s s )  failed  to  achieve  statistical  

significance  in  order  to  have  effect  on INTE (Return Intention) with 

significance (Sig.) = .596 > .05 (REL) and significance (Sig.) = .115 > .05 ( RES).  

The two of independent   variables   including:   and  PRICE (Price) and ASS ( 

Assurance)  with  significance   (Sig.)  of  .000  have  effect  to  return intention,  

the  last  independent  variable  is  TAN (Tangible) with significance of .032 also 

have effect to return intention. 

 

4.4.1 Direct effects of Return Intention 

According to table 24,  Three  independent  variables  have  directly  

effects  on  the INTE.  The effect of each independent variable on the INTE 

varied; PRICE produced the direct effect on the INTE with β = .371, next, ASS with 

β = .362, TAN with β = .121. 

 

According to table 26, CUSATIS produced the strongest effect on the 

INTE with β = .461. 

    4.4.2 Indirect effects of Return Intention 

                4.4.2.1 Indirect Effect between RES and INTE 

 

RES   CUSATIS   INTE 

 

  .160             x     .461  = .074 

Where: 

• RES: Responsiveness 

• CUSATIS: Customer Satisfaction 

• INTE: Return Intention 

The RES indirectly affected to CUSATIS through INTE (.074) 
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4.4.2.2 Indirect Effect between TAN and INTE 

 

TAN   CUSATIS   INTE 

.234   x .461  =  .108 

 Where: 

• TAN: Tangibles 

• CUSATIS: Customer Satisfaction 

• INTE: Return Intention 

The TAN indirectly affected to CUSATIS through INTE (.108) 

     4.4.2.3 Indirect Effect between ASS and INTE 

    ASS   CUSATIS   INTE 

 

.181 x          . 461   = .083 

 

Where: 

• ASS: Tangibles 

• CUSATIS: Customer Satisfaction 

• INTE: Return Intention 

The ASS indirectly affected to CUSATIS through INTE (.083). 
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.234 

.

.461 

 

4.5 Path Diagram of Return Intention 

     

 

 

 

       .121 

 

  .160    

 

 

          

                                                    .181 

                                                     

                .362 

 
     

                               .371 

         

 

 

 

 

Figure 10: Path Coefficients of the Structural Equation for Hypothesis 

Testing  Note: All coefficients in the model were significant at the .05 level. 

 

4.6 Summary of Path Analysis 

Table 27 summarizes the effects of the independent variables 

(Responsiveness, Tangible, Assurance, Price) and   Customer Satisfaction on the 

dependent variable (Return Intention) of this study. Regarding the total effects, 

Customer Satisfaction   factor had  the  strongest  effect  on  Return Intention 

with β = .461, according to De Vaus (2002), this can be considered as a substantial 

effect.. Next is Assurance with β = .445, this also can be considered as a 

Responsiveness 

Tangible 

Assurance 

Price 

Customer 

Satisfaction 

 

Return Intention 
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substantial effect (De Vaus, 2002). The factor of Price was ranked at third with β 

=.371, this means that price had a moderate effect on the Return Intention. Next  

is  Respons iveness  with  β =.234 and Tangible with β =.229. This means that 

Responsiveness and Tangible have a low relationship with return Intention. The 

total effect of these factors on Return Intention was 1.740. 

 

Regard to the direct effects, the Customer Satisfaction had the 

strongest impact of the Return Intention with β = .461. Next is the factor of Price 

with β =.371, the factor of the Assurance was ranked at third with β = .362, and 

lastly, the Tangible with β = .121. The total of direct effects of the both 

independent and dependent  variables on the main dependent variable of the 

study was1.475. 

 

Regard to the indirect effects, the Tangible factor had the strongest 

indirect  effect  on  the  Return intention  with  β  =  .108,  followed  by  the  

Assurance  with β = .083 and the Responsiveness factor with β =.074. The total 

indirect effect of the independent variables through the intervening variable 

(Customer Satisfaction) on the Return Intention was .265. 

Table 27: Direct, Indirect and Total Causal Effects 

 

Variables 

Causal effects 

Direct Indirect Total 

RES 

TAN 

ASS 

PRICE 

CUSATIS 

Total 

.160. 

.121 

.362 

.371 

.461 

1.475 

.074 

.108 

.083 

--- 

--- 

.265 

.234 

.229 

.445 

.371 

.461 

1.740 
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CHAPTER 5 

DISCUSSION AND RECOMMENDATION 

5.1 Discussion of Findings  

 

This part concentrated to discuss and answer questions of this research 

which were raised in section IV of chapter I in order to understand the relationship 

between the four independent variables(Tangible, Assurance, Responsiveness, 

Reliability and Price) and the two dependent variables (including Customer  

Satisfaction, and Return Intention), and the impacts of those factors on Return 

Intention. 

5.1.1 Relationship and Impact of the five factors on Customer 

Satisfaction 

Question 1:  

Which are important factors that influence to customer satisfaction? 

H1: Factors of tangibles, assurance, responsiveness, reliability, and price 

are hypothesized to be positively associated with customer satisfaction. 

 

In order to answer the above question, this study used two hypotheses 

(H1 and H2). The second hypothesis was used to explore the relationship between 

each independent variable (in the five factors) and customer satisfaction. 

Whereas, the second hypothesis was used to identify which factors influenced to 

customer satisfaction. From that, pointing out which factor had the most effect to 

customer satisfaction. 

 

The first multiple regression analysis was conducted to test the second 

hypothesis and also the third one. From the result of correlation coefficient matrix 

was showed in table 21, it can be seen that the three out of four independent 
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variables of this research indicated substantial relationship at the 99  percent  

confidence  level  with  customer satisfaction.  Those  are  TAN (r=.422, p<.001), 

ASS(r=.415,  p<.001) and RES (r=.408,  p<.001) .The factor of price possessed a 

moderate relationship (r=.370, p<.001). 

 

Therefore, we can conclude that when customers who feel that they are 

satisfied to the factors  such  as:  tangibles,  assurance, responsiveness  and price, 

there are more likely to see that they are also satisfied with garden coffee shops  

because these three factors are positively  associated with employee job 

satisfaction. 

 

According to the result of significance and coefficient between each 

independent variable and customer satisfaction, as showed in table 22, we can see 

that the three out of four independent variables of this research had direct effect 

on customer satisfaction. Those are responsiveness, tangible and assurance with 

significance (Sig.) < .05. The reliability factor and price have significance (Sig.) 

>.05, this means that reliability and price have no effect on customer satisfaction. 

Besides that, in order to identify which factor in the three factors have most 

influence to customer satisfaction, this study based on standardized coefficient 

(Beta indicator). Through that, it can be seen that tangible possessed the highest 

Beta with β = .234, followed by assurance with β = .181, and responsiveness with β 

= .160. 

 

Therefore, this study can conclude that tangible factor is the most 

important factor that affected to customer satisfaction in HCMC, followed by 

assurance, and last is responsiveness. In other word, the result of this study pointed 

out that customers in garden coffee shops in HCMC estimated the tangible factor 

is important and necessary in order to satisfy with customers. Regarding to 

reliability, customers do not care about reliability.   
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5.1.2 Relationship between Customer Satisfaction and Return Intention  

Question 3:  

Is there relationship between customer satisfaction and 

customers‟ return intention? 

H3: Customer satisfaction is positively associated with and affect return 

intention. 

 

In order to answer this question; researcher used the first hypothesis 

(H1). Simple linear regression was explored to test the first hypothesis. And from 

the result of correlation coefficient matrix was showed in table 25, it can be seen 

that customer satisfaction (with r = .461, p <.001) was substantial relationship at 

the 99 percent confidence level with return intention. 

 

Therefore, we can conclude that when customers satisfy with garden 

coffee shops, there are  more likely to see that they can have intention to return 

that garden coffee shops because customer satisfaction is positively associated with 

return intention. 

 

5.1.3 Relationship and Impact of the five factors (including 

Customer Satisfaction) on Return Intention 

Question 2: 

Which are important factors that influence to return intention? 

H2: Factors of tangibles, assurance, responsiveness, reliability, and price 

are hypothesized to be positively associated with return intention. 

Question 4: What are the direct and indirect effects on customer‟s return 

intention? 

H4:  Customers‟ return intention is directly and indirectly affected by 

factors of tangibles, assurance, responsiveness, reliability, and price through 

customer satisfaction. 
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In order to answer the last question that is also the main question of 

this research. This study used the  next three hypotheses (H2 and H4). The fourth 

hypothesis was used to explore the relationship between each independent variable 

(in the five factors) and return intention. Whereas, the fifth hypothesis was  used 

to measure how well the independent variables  contributed  to  explain  to  return 

intention,  and  how  well  the  customer satisfaction  factor  could  explain  to  the  

main  dependent  variable.  Besides  that,  the  sixth hypothesis  was  used  to  

identify  which  factor  (including  customer  satisfaction  factor) influenced to 

return intention in both directly and indirectly. From that, pointing out which 

factor had the most effect to return intention. 

 

The second  multiple  regression  analysis  and  simple  linear  

regression  analysis  were conducted to  test  the fourth hypothesis, the fifth, and 

also the sixth one. From the result of correlation coefficient matrix was showed 

in table 23, it can be seen that the three out of four independent variables of this 

research indicated positively strong and significant relationship at the 99 percent 

confidence level with employee engagement.  Those  are price  (r=.632,  p<.001),  

and assurance(r=.631, p<.001), responsiveness(r=.528, p<.001), and 

tangible(r=.490, p<.001). 

 

 Therefore, we can conclude that when customers who feel that they 

are satisfied to the factors such as:  price, assurance, responsiveness and tangible, 

there are more likely to see that they will have intention to return garden coffee 

shops because these four factors are positively associated with return intention. 

Whereas, when customers satisfy with the factor of reliability, there are not likely 

they will return to garden coffee shops. In other words, although, price factor is 

positively relationship with return intention, but maybe, it does not affect to the 

main dependent factor. 
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From the result of R square in note that was showed in table 24, we can 

see that the five factors: reliability, responsiveness, tangible, price and assurance   

have contributed to well explain 58 percent to return intention (model summary: 

R
2  

= .578).  Whereas, in table 4.10, return intention was also well explained 21.3 

percent by customer satisfaction  factor (model summary: R
2   

=.213). 

 

According to the result of significance and coefficient between each 

independent variable and  return intention,  as  showed  in  table  26,  we  can  see  

that  the  three  out  of  five independent variables of this  research had direct effect 

on return intention. Those are assurance, price with significance (Sig.) = .000, and 

tangible with significance (Sig.) = .032.  The reliability factor with significance 

(Sig.) = .596, this means that reliability have  no  effect on return intention and the 

responsiveness with significance (Sig.) = .115 this means that responsiveness have  

no  effect on return intention . Besides that, in order to identify which factor in the 

three factors have directly  most  influence  to  customer satisfaction,  this  study  

based  on  standardized coefficient (Beta indicator). Through that, it can be seen that 

price possessed the highest Beta with β = .371, followed by assurance with β = .362, 

and tangible with β = .121. 

 

Besides that,  from  the  result  of  significance  and  coefficient  between  

customer satisfaction and  return intention, we can see that the factor of customer 

satisfaction had a  strongest direct effect on return intention in the five factors 

with the highest Beta β = .461, Sig = .000. 

 

Regard to the indirect effects, the tangible factor had the strongest 

indirect effect on the return intention with β = .108, followed by the assurance with 

β = .083 and the responsiveness factor with β = .074. The total indirect effect of 

the independent variables through the customer satisfaction factor on the return 

intention was .265. 
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Regarding the total effects, the customer satisfaction factor also had the 

strongest effect on return intention with β = .461. Next is the assurance factor with 

β = .445, this also can be considered as a substantial effect (De Vaus,2002). The 

factor of price was ranked at third with β =.371, this means that price had a 

moderate effect on the return intention. And lastly, the factors of responsiveness 

with β =.234 and tangible with β =.229 , this means that responsiveness and tangible  

provided a low effect on the main dependent variable. The total effect of these 

factors on return intention was 1.74. 

 

Based  on  the  degree  of  effects  of  those  factors,  this  study  can  

conclude  that customer satisfaction factor is the most important factor that affected 

to return intention of customers of garden coffee shops in HCMC, followed by 

assurance, price, responsiveness and last is tangible. In other word, the result of this 

study pointed out that customers of garden coffee shops in HCMC estimated the 

customer satisfaction is most important necessary in order to lead them to return 

intention, followed by and, price, assurance and last is tangible. Regarding to 

reliability, it had no effect on customer satisfaction. This  means  that  customer 

satisfaction of garden coffee shops  in  HCMC  do  not  care  more  about  

reliability. Because of that, reliability cannot have impact to their return intention. 

 

5.2  Limitations andRecommendations 

This part was used to show the limitations of this study in research 

process, and from that, giving recommendations for the further study. Moreover, 

from the result of this study, researcher also gives some recommendations to 

garden coffee shops to enhance return intention through customer satisfactions, 

especially in HCMC. 

 

5.2.1 Limitations of this study 

Although this study yielded some valuable results, it still cannot avoid 

limitations. Some of the  limitations of this study were discussed in chapter one. In 
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this section, the limitations regarding the results of this study are addressed. 

 

The first limitation is about knowledge of the researcher. It related to 

literature review of definitions of Customer Satisfaction. Items used to measure this 

factor were excluded three out of seven items after rotation matrix between four 

independent variables was applied. This problem possibly come from translation of 

information in the survey, it led to misunderstanding of customers. 

 

The last limitation of this research is target population. Because of 

limitation in finance and time, thus, this research just chose the garden coffee shops 

in large districts. Therefore, the result of this study may not completely correct for 

all customers in Ho Chi Minh City. 

 

5.2.2 Recommendation for further study 

From the limitations of this research was showed in above section, this 

research gave some recommendations for further study. 

 

First, the further study needs to have more definitions of career 

development factor in order to develop items which could help to determine this 

factor. In this problem, group working can be applied to brainstorm more items and 

find out more information that relates to career development.  

 

The final recommendation is group working for the further research. It 

means that before carrying out the research, it is very necessary to form a group of 

four to five members. It does not only solve problem of knowledge, but it also solve 

problem of data collection process. It can divide members of group into small team 

in order collect data from customers in other districts of HCMC. And with four to 

five members, it also allows us to conduct research with a larger sample in order to 

increase the accurateness of results. 
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5.2.3 Recommendation for garden coffee shops in HCMC 

5.2.3.1 Tangible 

The tangibles in garden coffee shops in HCMC should be more invested to 

attract customers. Almost customers come to garden coffee shops because they are 

impressed by the beautiful architecture. This kind of café required commodious place 

in order to serve a number of people. Garden café is usually decorated by flowers and 

owners should update new style decoration such as vintage style, France style, classic 

etc. Beautiful decoration will create special style for them.  

 

Next, furniture should be also invested carefully. Eye-catching furniture 

will also create good impression. Furniture should be ensured its comfort. 

 

 Secondly, Music is also important to this kind of café. Romantic and soft 

music will be suitable. Loudspeakers should be invested not to affect space of garden 

café. Moreover, the staffs should have uniforms to distinguish with other coffee 

shops. Cleaning work should be done several times a day to ensure other areas are 

neat and clean. This will make customers a feeling of tidiness when using products 

and services at garden coffee shops. 

 

5.2.3.2 Assurance 

Assurance is mainly mentioned about the staff. The behavior of staffs is 

important to garden coffee shops.It affects to service problems of shops. Staffs are 

people who interact directly to customers.  They shoud have enough knowledge and 

necessary skills to serve and answer customers‟ question about garden coffee shops 

and products of garden coffee shops. After mastering the specializing knowledge, 

staffs need to learn how to communicate well and effectively to transfer those 

knowledge to customers in the most attractive and reliable way. Staffs need to be 

enthusiasm and patient in communicating with customers. Staffs should instill 

confidence in customers and make they satisfy with service.  
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Human resource management should organize a training day for recruited 

staffs to train communication skills. Staffs have to communicate well and politely to 

customer.  The gesture when communicating is also important. The customer will 

read the state of mind and communication way to evaluate service quality. Return 

intention is also decided base on attitude of service. 

 

One of the most important things is checking bills. Checking bills need to 

be exact. It required staffs who are honest and straight.  

 

There should be some staffs who ask feedback from customers regularly to 

find a solution timely. Managers of garden coffee shops are necessary to be flexible 

with staffs and have some benefits to staffs. Thus, staffs will have motivation to 

perform well and be enthusiastic with the jobs and customers. 

 

5.2.3.3 Reliability 

Third, customers always considered food safety to be the most important 

problem when they come to garden coffee shops or restaurants etc. Garden coffee 

shops should ensure this problem. This will create a feeling of safety in customers. 

They satisfy and have intention to return to those garden coffee shops.  

The first impression is really important. Food and drink should be served 

in a standard way.  

5.2.3.4 Price 

Price affects directly to return intention, garden coffee shops should have 

reasonable price. Customers will accept to pay for more money if the quality and 

service are good. Almost customers usually prefer high quality but lower price. 

Garden coffee shops should always find the ways to enhance quality of food and drink 

but the price is controlled lower. Any manipulating actions that do not affect quality 

should be rejected.  
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APPENDIX 1 

 
BẢNG KHẢO SÁT VỀ Ý ĐỊNH QUAY LẠI THÔNG QUA SỰ HÀI LÒNG 

KHÁCH HÀNG 
CỦA CÁC QUÁN CÀ PHÊ SÂN VƯỜN 

TẠI THÀNH PHỐ HỒ CHÍ MINH 
---o0o--- 

 
Em là Nguyễn Hoàng Bảo Linh, sinh viên năm cuối của Đại học Quốc tế- Đại 

học Quốc Gia thành phố Hồ Chí Minh. Hiện nay em đang làm luận văn tốt nghiệp 

với đề tài “Đo ý định quay lại của khách hàng thông qua sự hài lòng của họ tại các 

quán café sân vườn ở thành phố Hồ Chí Minh”. Kính mong Anh/Chị bỏ chút ít 

thời gian giúp em hoàn thành bảng khảo sát này. Thông tin mà Anh/Chị trao đổi 

sẽ được bảo mật và chỉ sử dụng cho mục đích học tập. Thời gian làm khảo sát chỉ 

trong ít phút rất mong Anh/Chị giúp đỡ. Cảm ơn Anh/Chị rất nhiều! 

1.   Anh/Chị khẳng định như thế nào về các yếu tố sau đây của quán café sân vườn 

mà Anh/Chị thường tới. Xin vui lòng cho điểm theo thang điểm dưới đây (1 = rất không 

đồng ý, 2 = không đồng ý, 3 = trung lập, 4 = đồng ý, 5 = rất đồng ý) 

 

SỰ HÀI LÒNG CHUNG VỀ SẢN PHẨM VÀ DNCH VỤ 
Tôi hài lòng với sản phNm và dịch vụ của quán café sân vườn này 1 2 3 4 5 
Tôi hài lòng với nhân viên phục vụ tại các quán café sân vườn này 1 2 3 4 5 
Tôi hài lòng với việc đối xử bình đẳng giữa các khách hàng tại quán café này 1 2 3 4 5 
Tôi hài lòng về uy tính và danh tiếng của quán café này 1 2 3 4 5 
Tôi hài lòng về sản phNm và dịch vụ vì đã đáp ứng được nhu cầu của tôi 1 2 3 4 5 
Tôi hài lòng về sản phNm và dịch vụ vì đã đáp ứng được sự mong đợi của tôi 1 2 3 4 5 
Nhìn chung tôi hài lòng với quán café sân vườn này 1 2 3 4 5 

Ý ĐNNH TIẾP TỤC UỐNG CAFÉ TẠI QUÁN 
Tôi sẽ tiếp tục ghé quán café này vào những lần tới 1 2 3 4 5 

Có khả năng tôi sẽ ghé quán café này thường xuyên hơn trong tương lai 1 2 3 4 5 

Tôi sẽ thử các loại đồ ăn và thức uống của quán này nhiều hơn trong tương lai 1 2 3 4 5 

Tôi tin rằng ghé quán này luôn là lựa chọn tốt và là quyết định đúng của tôi 1 2 3 4 5 

Nói chung, tôi sẽ tiếp tục sử dụng sản phNm và dịch vụ của quán café này 1 2 3 4 5 

      

GIÁ SẢN PHẨM ĐƯỢC PHỤC VỤ TẠI QUÁN CAFÉ SÂN VƯỜN 
Giá sản phẩm được phục vụ của quán café hợp lí 1 2 3 4 5 
Giá sản phẩm được phục vụ tại quán café này xứng đáng với số tiền tôi bỏ ra 1 2 3 4 5 
Giá sản phẩm được phục vụ tương ứng với giá trị của sản phNm 1 2 3 4 5 
Quán café này có giá cả cạnh tranh so với các quán khác 1 2 3 4 5 
Nhìn chung tôi hài lòng về giá của sản phẩm được phục vụ tại quán café này 1 2 3 4 5 

CÁCH TRANG TRÍ VÀ KHÔNG GIAN CỦA QUÁN CAFÉ 
Cơ sở vật chất của quán đẹp và bắt mắt 1 2 3 4 5 
Quán café  có trang thiết bị hiện đại 1 2 3 4 5 
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Quán café có những không gian sạch sẽ, gọn gàng (nhà vệ sinh..) 1 2 3 4 5 
Nhân viên của quán ăn mặc đẹp và gọn gàng 1 2 3 4 5 
Âm nhạc của quán phù hợp với không gian quán 1 2 3 4 5 
SỰ ĐẢM BẢO DICH VỤ CỦA QUÁN CAFÉ 
Nhân viên tại quán café tận tình, vui vẻ, nhanh nhẹn 1 2 3 4 5 
Nhân viên bảo vệ, giữ xe nhiệt tình, chu đáo 1 2 3 4 5 
Cách cư xử của nhân viên tạo niềm tin cho khách 1 2 3 4 5 
Nhân viên tính tiền nhanh gọn và chính xác 1 2 3 4 5 
Nhân viên được trang bị kiến thức để xử lí than phiền của khách một cách 
thỏa đáng 

1 2 3 4 5 

SỰ ĐÁP ỨNG NHU CẦU KHÁCH HÀNG 
Nhân viên ở quán café sẵn sàng giúp đỡ và hướng dẫn khách hàng 1 2 3 4 5 
Nhân viên cung cấp dịch vụ một cách kịp thời và nhanh chóng 1 2 S3 4 5 
Nhân viên luôn đáp ứng mọi yêu cầu của khách hàng 1 2 3 4 5 
Nhân viên nói chính xác thời gian dịch vụ được cung cấp 1 2 3 4 5 
Nhân viên luôn hân hạnh được phục vụ khách hàng 1 2 3 4 5 

ĐỘ TIN CẬY      
Tôi tin vào sự lâu bền của chất lượng sản phNm và dịch vụ của quán này 1 2 3 4 5 
Nhân viên của quán luôn thực hiện lời hứa trong thời gian gắn nhất 1 2 3 4 5 
Quán café này phục vụ sản phNm và dịch vụ chuNn mực ngay lần đầu tôi đến 1 2 3 4 5 
Quán café này luôn lưu ý để không xảy ra một sai sót nào đáng tiếc 1 2 3 4 5 
Quán café này đảm bảo vấn đề vệ sinh an toàn thực phNm với khách hàng 1 2 3 4 5 
Tôi đăng những mNu tin nói tốt về các sản phNm và dịch vụ của quán café này 
trên website của họ và trang (Blog, Facebook, Twitter, v.v.) cá nhân của tôi 

1 2 3 4 5 

Tôi dự định tiếp tục ghé uống café tại quán này 1 2 3 4 5 
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Phần thông tin cá nhân 
 

2. Giới tính của anh/chị: Nam Nữ 
 
3. Tình trạng hôn nhân: Độc thân Có gia đình 
 
4. Độ tuổi của anh/chị: 

Từ 18-25 tuổi Từ 35-45 tuổi Từ  55 tuổi trở lên 
 
Từ 25-35 tuổi Từ 35-45 tuổi 
 

5. Trình độ học vấn của anh/chị: 

THPT Cao đẳng Sau đại học 
 
Trung cấp nghề Đại học 
 

6. Thu nhập hàng tháng: 

Dưới 5 triệu 10-15 triệu Trên 20 triệu 
 
5-10 triệu 15-20 triệu 
 

7.   Để phục vụ khách mỗi ngày một tốt hơn, anh/chị mong mỏi điều gì nhất khi ghé uống 
café tại quán này? 

………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………… 
………………………………………………………………………………………………. 
 

Trân trọng cảm ơn sự hợp tác và thời gian của anh/chị.  Chúc anh/chị sức khoẻ 
 

 


