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RESEARCH ARTICLE

The Effects of Servicescape in Non-Franchise Coffee
Shops Influencing on Consumers’ Behavioral Intention

to Use Services with Mediator Variables
Thitaree Sirimongkol

Abstract

The purposes of this study were to study the relationship
between servicescape and behavioral intention to use services by
having store image and satisfaction as mediated variables and to
study a relationship between store image and satisfaction. The study
is a quantitative study that employed a questionnaire to collect data
from 402 samples selected by convenience sampling. A structural
equation model is used to analyze the data. The model had
goodness-of-fit with the empirical data which considered the value
of ¥* = 102.621, df = 102.621, P-value = .153, y*/df = 1.153, GFl = 971,
AGFI = 951, CFl = .998, RMSEA = .020, and RMR = .006. The results
showed that servicescape influences behavioral intention to use
services by having store image and satisfaction as mediated
variables. Also, store image impacts satisfaction. The research results
are consistent with the model of the environment influencing
responses via organism, which demonstrates that servicescape does

not directly affect behavioral intention to use services but affect it
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indirectly via store image and satisfaction. Additionally, store image
impacts satisfaction before impacting on behavioral intention. The
research results are beneficial to new and existing coffee shop
entrepreneurs, who desire to arrange appropriated servicescape with
available resources in order to meet target market expectations.
Nevertheless, if entrepreneurs desire to have consumers’ behavioral
intention, they may create store image together with customer

satisfaction.

Keywords: Servicescape, Store Image, Satisfaction, Behavioral

Intention to Use Services, Non-Franchise Coffee Shops
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Aanudsnelaluninsiy anuianwelalundadue anuiewelaludiu
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111N71 2 @1 (Multicollinearity) laal4@1 Variance Inflation Factor
(VIF) lne3densiaaavaniiznsianduiusvesiiudsiunas fiauds
Sunansianun 13 fauds wud A VIF Sensewing 1.918 - 4.314 Fadien
#1031 10 vlildidndgymianiiensianduiusseninaduusdase
111N 2 1 (Saipattana & Piyapimonsit, 2004)

3, wamﬁwmzﬁaumﬂmaa%ﬁqQﬁﬁﬂﬁu%msﬁﬁmasiamm
filauansmginssunislduimsvesiuilna

nansiseilunaaunislassaiiegivimivinnsiidsaasie
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aonndesiutoyaiBsuszdng osnnanunaunduvedanaluning s
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(Schermelleh-Engel & Moosbrugger, 2003) WU31 W1ULNEU9 A1 GFI =
0.971 Wefiasandwiifisimualy = 0.90 (Hooper, Coughlan, & Mullen,
2008) WUT1 KNS A1 AGFI = 0.951 wazidlefinnsandediitvunls
> 0.90 (Hooper et al,, 2008) Wu31 HIWNA A1 CFl = 0.998 Wefansan
Filfidmualy > 0.95 (Hu & Bentler, 1999) Wudn H1UNA A1 RMR =
0.006 efiansandadfidnualifinsiiandalng o (Schermelleh-
Engel & Moosbrugger, 2003) U731 H1ULAME LagAT RMSEA = 0.020
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4. wan15ATERdnsnadeanvanelulunaaunisiaseasng
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AN579fi 1
Wan 1 inTIzvionsnaItva g elulinaaunislasiaig
FauUsme
faudsna  BnSwa  Servicescape Store Satisfaction
Image
Store DE 0.936* 0.000 0.000
Image IE 0.000 0.000 0.000
TE 0.936* 0.000 0.000
Satisfaction DE 0.364* 0.603* 0.000
IE 0.564* 0.000 0.000
TE 0.927* 0.603* 0.000
Behavioral DE -0.139 0.485% 0.593*
Intention IE 1.004* 0.357* 0.000
TE 0.865* 0.842* 0.593*
R® 0.869

wa7g499): DE nuneie Direct Effect, IE uneis Indirect Effect, TE gt
Total Effect
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a |

wazAUianela nmanvalresiumnazauiianelalidvznaseay
delauanamgAnssunisliuing nwdnualvesiudiisninadeninu
flanela uazndmivimsliiavsnamanssionrudslauanmnfingsu
nskdusnIg

HANSMIANUFITUS AU Qlivimdusnsiianuduiug
Beanmaganudslauanangingsunsliuinisiissdutudndymsads
0.05 (P < 0.05) HAMUFURUTVIUIN HANITHAUIFILUUTIABIITIAY
U3nsiidwaemuidananamginssumsliuinisvesiuilaaiiam
donnnesiudayalisusedny danuanunsalunisnensallaseauiuag
Dufivensy viedl 1desanddranduiusnvguiidans (R2) iy
0.869 visoRnilusonar 86.9 (0.869 x 100) Fefiedaudiovay 75 Fuly
(Hair, Ringle, & Sarstedt, 2013)

5. N3z uduiuysdunatan ndnuaivead ud
lagnanN13ves Baron and Kenny (1986) wuin ilvimiuinisilsnswa
pgsiddAyN1saifden I NaNwalve s 1UAT (B = 0.853, p < 0.05)
andnwaivesiudidnsnastellTeddymeadiseaunilodns
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