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ABSTRACT 

A cafe is considered a "third space" in urban life, distinct from work and home, 

offering a location for individuals to socialize, unwind, and form relationships. However, 

as coffee shops become more prevalent in metropolitan areas, they are increasingly 

playing a more comprehensive range of responsibilities and serving as places of business 

and pleasure, providing social spaces where people may connect and form communities. 

This study looks at the effect of the physical environment, fair pricing, and service quality 

on millennial customer satisfaction. The field study will be conducted at a homegrown 

café in Kota Bharu, Kelantan. Data for this study will be gathered online via a Google 

form. A quantitative analysis will be carried out to finish this investigation. The data will 

also be analyzed using descriptive analysis, reliability testing, and Pearson correlation. 

Customers will prioritize quick service delivery and better ingredient quality when 

deciding which cafe to include. Therefore, this study aimed to identify the independent 

variables that could affect the dependent variable, customer satisfaction, including fair 

price, service quality, and the cafe’s physical environment. In Kota Bharu, data was 

collected to determine customer satisfaction with homegrown cafés. 

Keywords- café, homegrown café, service quality, fair price, physical environment, 

customer satisfaction 
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ABSTRAK 

 

 

Kafe dianggap sebagai "ruang ketiga" dalam kehidupan bandar, berbeza daripada 

tempat kerja dan rumah, menawarkan lokasi untuk individu bersosial, berehat dan 

membentuk hubungan. Walau bagaimanapun, apabila kedai kopi menjadi lebih berleluasa 

di kawasan metropolitan, mereka semakin memainkan pelbagai tanggungjawab yang 

lebih komprehensif dan berfungsi sebagai tempat perniagaan dan keseronokan, 

menyediakan ruang sosial di mana orang ramai boleh berhubung dan membentuk 

komuniti. Kajian ini melihat kesan persekitaran fizikal, harga yang berpatutan dan kualiti 

perkhidmatan terhadap kepuasan pelanggan milenium. Kajian lapangan akan dijalankan 

di sebuah kafe tempatan di Kota Bharu, Kelantan. Data untuk kajian ini akan dikumpul 

secara dalam talian melalui borang google. Analisis kuantitatif akan dijalankan untuk 

menyelesaikan penyiasatan ini. Data juga akan dianalisis menggunakan analisis 

deskriptif, ujian kebolehpercayaan, dan korelasi Pearson. Pelanggan akan mengutamakan 

penyampaian perkhidmatan yang cepat dan kualiti ramuan yang lebih baik apabila 

memutuskan kafe yang hendak disertakan. Oleh itu, kajian ini bertujuan untuk mengenal 

pasti pembolehubah bebas yang boleh mempengaruhi pembolehubah bersandar, 

kepuasan pelanggan, termasuk harga berpatutan, kualiti perkhidmatan, dan persekitaran 

fizikal kafe. Di Kota Bharu, data dikumpul untuk menentukan kepuasan pelanggan 

terhadap kafe tempatan. 

 

Kata kunci- kafe, kafe tempatan, kualiti perkhidmatan, harga berpatutan, persekitaran 

fizikal, kepuasan pelanggan 
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CHAPTER 1 

 

INTRODUCTION 

 

 

1.1 INTRODUCTION  

 

 

This section discussed the research topic and the direction of this research. The 

purpose of this study is about the factor influencing customer satisfaction among 

millennials towards homegrown café in Kota Bharu, Kelantan. The research background, 

goals, and questions are addressed in chapter one along with the study's implications. The 

main subjects are also covered. The purpose of the study is to  outline the method used 

briefly. All the following are essential elements to include in this topic: the background 

of the study, the problem statement, and the research questions, the objectives of the 

inquiry, the study scope, its significance, and the definition of terms. 

 

1.2 BACKGROUND OF STUDY 

 

 

A "café" is defined by the Cambridge Dictionary (2020) as "a restaurant serving 

simple and usually quite cheap meals." Restaurants are establishments where food is 

made and provided to patrons. Additionally, the food service facility comprises the 

location where individual portions are served, whether consumption takes place on or off 

the premises, and where food is made and intended for individual portion service. A cafe 

is a small business that offers drinks as well as small meals or snacks. The cafe is a 
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charming establishment that offers quick service and simple cuisine (Andrews, 2009). 

Nowadays, there is a rapidly expanding interest in and demand for cafes from various 

groups, including businesses holding meetings, families enjoying valuable time together, 

and the millennium generation, particularly university students working on assignments 

and participating in group discussions. Davis, Lockwood, and Pantelidis (2012), in the 

present, a cafe is a place who are  welcoming  people to meet and socialise and a place 

that sells hot drinks, snacks, and meals. With the advancement of new technology and 

innovation in the 21st century,  cafés have improved their facilities to meet the demands 

of the millennium generation. For instance, providing consumers with comfortable seats, 

a pleasant environment, and high-speed Wi-Fi capabilities provides an online connection 

for their convenience while using their electronics. Access social media and the internet 

to conduct information searches. One of the factors luring millennials to cafes is the 

incentive mentioned above. As a result, the café has evolved into a location that clients 

value the most for using their computers or other technology. In addition to offering hot 

beverages and light meals, the current café also offers chilled drinks and basic course 

suppers. Cafes are currently standout restaurant ventures in Malaysia. These attractive 

elements have made the café an inviting and popular place for millennials and other 

generations to gather and socialise. Despite this, many of the same core elements remain 

as when it first began: providing good, fresh food and drink, in an inviting and relaxed 

atmosphere that creates a sense of warmth and comfort that ensures customers keep 

coming back. 

The café industry has become highly competitive. The owner of this firm was 

inspired to invest. Several well-known domestic coffee shops include Starbucks, Zus 

Coffee, Coffee Beans, and Nasken Coffee. By investing in a well-known café, the owner 

gained recognition from customers and differentiated their business from the competition. 
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While investing in a renowned café benefited the firm's owner, they also had to be aware 

of the potential risks associated with the venture. Every locally-owned coffee business 

has unique marketing plans and client retention initiatives (Peck et al., 2013). It is due to 

the city's parking lot, vast population, and accessibility that the café may be opened there. 

Making yourself stand out from other companies selling the same sort of goods has 

proven to be difficult. However, one strategy to do this is by creating a unique experience 

for customers that can't be found anywhere else. By offering special discounts, loyalty 

programs, and engaging customers with innovative ways to communicate, the cafe can 

foster a long-term connection between the customer and their business. This unique 

experience can help the café differentiate itself from the competition and create an 

attractive offer to customers. 

Coffee consumption has increased globally as a result of the coffee-drinking 

craze. According to Bloomberg, the millennial generation's new coffee-drinking 

propensity has led to the United States highest-ever coffee consumption (Perez 2016). 

Asia's coffee consumption has increased significantly to 4.9% since 2000, 

outpacing South America, Africa, Central America, North America, and Europe, where 

it is expanding at a dynamic rate of 4% yearly. (International Coffee Organization, 2014). 

Furthermore, Malaysia is one of the countries that has contributed to the rising rate of 

coffee consumption in South East Asia, with the consumption of coffee bags increasing 

from 48,000 in 1990 to 393,000 in 2012 (citation here). With its inaugural opening in 

Kuala Lumpur in 1998, Starbucks, one of the biggest chain cafés in the world, joined the 

Malaysian market. More than 190 of their shops are now located throughout Malaysia. 

Starbucks entry has encouraged young entrepreneurs to invest in the café industry. There 

are several shops selling coffee café around Malaysia namely Coffee Bean, Nasken 

Coffee, and others café can found here.   
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Customer satisfaction also has evolved in every business to reach customers is the 

hardest part of the business into one of the most important aspects in the commercial 

world. The worker need the skills to build customer relationship to increase customer 

satisfaction. In the café business, customer satisfaction is key to determining reactions 

and retaining customers. Each consumer has specific wants that must be met. Numerous 

researchers and business owners worldwide have emphasised the significance of 

customers. That is the fundamental factor on which businesses are concentrating so much 

today. However, since it is a promotional business, many entrepreneurs are investing in 

the coffee shop industry nowadays. As a result, all businesses are concerned about the 

growing number of companies selling the same product. 

Consequently, consumer happiness is highly valued as it promotes higher 

customer loyalty. Customer loyalty is the new marketing tactic in a competitive corporate 

environment when competitors are only a click away (Citi, 2017; Davey, 2014; Sapura & 

Dewy, 2016). Today's consumers are prepared to remain with businesses that go above 

and beyond to meet their needs in terms of customer service (Kim & Mauborgne, 2014; 

Kuo & Chen, 2015). After water, coffee is the beverage that most people consume 

globally (Gma News Online, 2014; Pablo, 2016). Due to the strong demand for coffee 

and the abundance of cafés on the market, businesses are starting to resemble one another. 

Homegrown coffee shops are in high demand nowadays, and they often have to have 

coffee on their menu. The importance of client loyalty must be highlighted if a business 

is to continue (Peck, Christopher, Clark, & Payne, 2013; Tsai) & Tsai, 2017). Thus, 

according to Kumar (2015), a homegrown coffee shop was founded in the area where it 

is now. Local coffee shops may have a strong reputation in the neighborhoods and garner 

a lot of repeat business (Chiang, 2013; Nugraha & Indrawati, 2017; Pablo, 2016). 

Homegrown café shops are becoming popular as people look for ways to support their 
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local economy and connect with the community. Home-grown coffee shops can provide 

unique products and services that no other businesses can offer by understanding their 

target market. Furthermore, customers seek an experience when visiting homegrown 

coffee shops. The ability of coffee shops to provide such a unique experience has allowed 

them to differentiate themselves from other coffee shop chains. 

At the moment, the millennial generation determines customer volume. Millennial 

generation. According to Kueh and Boo (2009), young adults regularly eat out and order 

takeaways, making millennials the food service industry's key target demographic (Gale, 

2007; Hume, 2007). Furthermore, millennials have shown to be more adventurous when 

it comes to trying new foods and restaurants. Millennials tend to be more neophile than 

previous generations, as well as searching for goods and services that could satisfy their 

demands (Gale, 2007; Hume, 2007). Moreover, due to the technology-driven society of 

millennials, they tend to rely heavily on digital information for reviews of restaurants and 

food items (Kueh and Boo, 2009). As a result, they are likely to be influenced by the 

content published online and their peers' recommendations when deciding where to dine 

or what food items to purchase. Therefore, restaurant owners and food companies need 

to keep up with the latest trends and technologies to ensure that their products and services 

remain attractive to millennials. 

In this sense, the locally owned cafe in Kota Bharu pays closer attention to 

customer satisfaction to build strong customer loyalty. They particularly comprehend the 

expectations of the consumers who would primarily be the cafe's regulars. 
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1.3 PROBLEM STATEMENT 

 

The Cafe that provides an efficient service will further increase progress in 

business and even increase customers' interest and attraction to the Cafe.  Full-service, 

the obstacles posed by increased interest in other comfort-favoring channels and customer 

price concerns, restaurants remain the primary sector. Cafes, bars, and 100% takeout or 

delivery to homes (Euromonitor, 2014). 

Service excellence is crucial, particularly in the food and beverage sector. High 

service standards positively impact customer satisfaction and repeat business. However, 

some cafes, particularly Homegrown Cafe, fail to provide quality service.  

Building relationships over time requires trust. As long as customers are satisfied 

with the services and have a continuing desire to make purchases, this will increase 

customer loyalty. When staff members agree to serve the customer a beverage it is 

important to delivery on time Some consumers lack patience if their ordered beverage is 

not delivered promptly, they will simply cancel their order and leave the cafe As a result, 

assurance is crucial to service quality as Tan, Oriade, and Fallon (2014).  

However, the majority of the employees today are younger and they need training 

for their jobs. The prioritising customer service training needs some of them to 

communicate poorly in English and doesn't understand the breadth of their jobs. 

According to Kaur (2013), the reliability dimension reflects the likelihood that a product 

may break down or malfunction within a predetermined time frame. The mean time to 

first failure, the time between failures, and the failure rate per unit of time are some of the 

most used reliability metrics. 
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Additionally, a cafe's physical environment has a big impact on how successful it 

is the cafe shop can maintain its competitiveness and obtain a competitive advantage in 

the market thanks to cleanliness and outstanding service. If a specific coffee shop. If 

Homegrown Cafe doesn't give consumers a decent environment, they'll be unhappy and 

likely go elsewhere. A cafe will provide a better setting for many people to interact or 

enjoy themselves. As a result, this Homegrown Cafe offers a pleasant environment for 

patrons to feel at ease and comfortable, which will satisfy patrons and encourage them to 

return frequently. Customers use a restaurant's physical environment to measure how well 

it meets their standards for quality, which affects how they judge the quality of the cuisine. 

The claim that customers' reactions and evaluations of a cafe are depending on the 

environment was further supported by Lim (2010) and Chang (2000). Maintaining the 

cafe's environment is one of the cafe's unique business strategies, and giving customers a 

unique atmosphere experience mainly focuses on a comfortable environment, an open 

store concept, a clean environment equipped with music, and a friendly server towards 

each customer, it has been found to increase customer awareness and response (Othman 

et al., 2018). 

 

To garner strong customer loyalty, café owners must focus more on the quality of 

their services. In especially, they must consider the targets of millennials, who will likely 

make up the majority of their clientele and are of the neophile generation. A cafe should, 

at a minimum, concentrate more on enhancing customer satisfaction and service 

quality.  A cafe that provides the best service will maintain the level of customer 

satisfaction, an organisation must be able to handle consumers' top concerns (Hill, Roche, 

and Allen, 2007). To develop a successful cafe, it is crucial to understand the essential 

elements that invite consumer pleasure, especially millennial customers. 
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1.4 RESEARCH OBJECTIVE 

 

Here is the Research Objective of the study:  

 

1. To examine the physical environment of the Homegrown Café at Kota Bharu, 

Kelantan affecting customer satisfaction.  

2. To examine  the relationship between satisfaction service quality toward customer 

satisfaction  

3. To examine the relationship between satisfaction fair price toward customer 

satisfaction.  

 

1.5 RESEARCH QUESTION 

The study's research question is as follows: 

1. Does the physical setting of the locally owned café in Kota Bharu, Kelantan 

influence customer satisfaction? 

2. How do customer satisfaction and service quality relate to each other? 

3. How do fair prices and customer satisfaction relate to each other? 

 

1.6 SIGNIFICANCE OF THE STUDY 

 

This study looks at what affects customers' satisfaction with fair prices, quality 

services, and the physical environments in a Homegrown café in Kota Bharu, Kelantan. 

A successful business depends on its consumers, and satisfied customers are crucial to its 
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expansion and competitive edge. After using a service or product for a specific time, 

customer satisfaction is defined as the discrepancy between what consumers expect and 

what they receive (Azman, Ilyani Ranlan, et al., 2016). (2010) Mosahab, Mahamad, and 

Ramayah. The best fresh ingredients were used to prepare the food at Homegrown Café 

to preserve its original flavor and taste. The cafe's interior design aims to create a 

welcoming, tranquil atmosphere. Those seeking a quick snack or a relaxing activity will 

find it in this tidy and welcoming setting. This demonstrates the growing popularity of 

locally owned cafes in Kota Bharu. As a result, eating time has increased over the years 

due to the modern way of life. This has caused the food industry to flourish quickly, 

particularly the cafe industry in Kota Bharu, Kelantan. 

Currently, the cafe sector emphasises many elements in the development of the 

coffee industry, including a pleasant environment, affordable rates, and high-quality 

service, as well as playing a crucial role in the factors that affect customer happiness. 

Because of this, the young adult knows that consumer loyalty and indigenous café-based 

food tourism inspiration are related. As a result, the proprietor of the café needs to be 

picky about what they serve, advertise, and sell. It is advisable to investigate additional 

factors based on customer loyalty, such as the age, income, and purposes for the target 

customers' visits to the café. Customer happiness, promotions, or offers may help to 

increase the local café sector and draw in a broader and more diverse market rather than 

the quality of the cuisine, ambiance, or service. Future research comparing cultural 

differences in consumer motives, intentions, and values may encompass additional 

categories. Finally, more studies might examine other food service sectors' customer 

satisfaction levels. Cafés offer various services and matters, affecting patrons' preferences 

and actions differently. The story of the café, including its lower, middle, and upscale 

parts, may impact several aspects of young people's intentions. 
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1.7 DEFINITION OF TERMS 

 

Table 1.1: The table shows the definition of the terms 

 

Terms  Definition  Author  

1. Customer 

satisfaction 

Customer satisfaction is a statistic used to measure 

how satisfied a company's customers are with its 

goods, services, and expertise. Data on customer 

happiness, such as surveys and ratings, may assist 

a business to decide how to adjust or enhance its 

goods and services. The author emphasised that 

more customer satisfaction results from a pleasant 

customer experience. The marketing mix and the 

customer experience are essential elements in 

order to attain high levels of customer satisfaction. 

A business may decide to focus on these 

characteristics to attract clients 

Oliver 

(2014) 

2. Café  Cafe is where people have coffee or other non-

alcoholic beverages. The term Café comes from 

French vocabulary which literally means coffee. 

The Café then developed into a place to enjoy 

coffee, other soft drinks and low-alcoholic 

beverages. Café also defined as a place for people 

to relax and having casual conversation while 

enjoying food and beverages. Café is restaurant 

Musfialdy, 

M., & 

Lusrivirga, 

R. (2021) 
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that prioritises a relaxed atmosphere, 

entertainment and convenience of its visitors. 

Therefore, most café provide comfortable seating 

and music. 

3. Homegrown  Homegrown, as the name suggests, refers to 

produce in one’s locality or country. 

Arpit 

Srivastava 

(2020) 

4. Millennials  The term Millennials is frequently used to define 

the segment of society with birth years 

approximately between 1980 and 2000. 

Howe & 

Strauss, 

2000; 

Twenge, 

Campbell, 

Hoffman & 

Lance, 

2010). 
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1.8 SUMMARY  

 

This study was conducted to look into the variables affecting customer satisfaction 

with locally owned cafes in Kota Bharu, Kelantan. Customer satisfaction is a metric used 

to assess how satisfied a company's customers are with its products, services, and 

capabilities. This chapter concluded by outlining the research objectives and research 

questions that were addressed in the discovery and dissuasion phases of the study. This 

study's goal is to ascertain how the physical environment, service quality, and affordable 

pricing in Kota Bharu, Kelantan, relate to customers' satisfaction with locally owned 

cafes. The next chapter will explore the existing literature review on the factors 

influencing customer satisfaction towards homegrown cafes in Kota Bharu Kelantan.  
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CHAPTER 2 

 

LITERATURE REVIEW 

 

2.1 INTRODUCTION 

 

  A literature review is a comprehensive analysis and interpretation of a study that 

is based on preceding works that academics have looked at and that address a given topic 

(Rhoades, 2011). Both the cause-and-effect relationship and the relationship between the 

dependent and independent variables are discussed in this study. Most frequently, a 

dependent variable depends on an independent variable. Along with customer 

satisfaction, the value of the locally owned café in Kota Bharu, Kelantan, is being 

examined in this study. Customer satisfaction with Homegrown Café is a dependent 

variable, but customer perception of Homegrown Café's value is an independent variable. 

 

2.2 CUSTOMER SATISFACTION 

 

 

Customers' experiences after trying out a product or service are used to compile a 

summary of their comments, known as customer satisfaction. A customer's satisfaction, 

by Yan and Chau's (2013) research, can also be characterised as a compilation of their 

opinions on various aspects of the services they receive, with the customer weighing the 

disparity between the benefits they receive and the costs they incur against the benefits 

they anticipated to receive. The significance of measuring and tracking customer 

satisfaction since doing so can yield essential and crucial information for determining a 

customer's purchase intention and forecasting the customer's propensity to return and 
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make more purchases (Baker & Crompton, 2000. (Petrick, Morais, & Norman, 2001; Jang 

& Feng, 2007). The positive relationship between customer satisfaction and the intention 

to return was noticed by Oliver and Burke (1999). As a result, a customer's degree of 

satisfaction plays a crucial role in determining whether or not they will return to a 

restaurant. The likelihood of recurring business and product returns is closely correlated 

with the customer's level of satisfaction.  

 

2.3 PHYSICAL ENVIRONMENT 

 

To make structures more environmentally friendly, physical environmental 

variables have always been significant in building design (Esin & Yüksek, 2008). Despite 

countless research on how the physical environment of contemporary commercial places 

influences consumers' perceptual-behavioral performance, it is still a crucial issue (Sun 

& Yazdanifard, 2015; Yldrm et al., 2020a, 2020b; Wang et al., 2020). Customer 

behaviour and perceptual evaluations are directly inversely correlated, according to a 

study by Yldrm et al. (2019). This study demonstrates the significance of purposeful 

design employing proper space design concepts. Studies by Mihi et al. (2018), Sun and 

Yazdanifard (2015), and Yldrm et al. (2015) have found that when the physical 

environmental characteristics of interior spaces are regarded and valued favorably, 

individuals may stay in the same place for a longer period.  

Several physical environmental characteristics, such as the space's size and shape, 

the color, materials, and texture used, as well as their influence on people's behaviors and 

the quality of their physical, emotional, and mental well-being, were also emphasised in 

the study by Wang et al. (2020). Due to their effect on spatial definition, construction 
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materials are seen by Garip and Seymen (2021) as an essential factor that affects the 

architectural output. Materials, material transitions, intersection points, relationships 

between fullness and space, and colour characteristics may all be used to limit spaces. 

This may impact consumers in a variety of ways. Similar studies have found that the 

materials used in interior spaces affect how a variety of people perceive space (Fujisaki 

et al., 2015; Burnard & Kutnar, 2015; Watchman et al., 2017; Ulusoy & Olguntürk, 2018; 

Garip & Seymen, 2021; Poirier et al., 2019; Shen et al., 2021; Ikei & Miyazaki Visual 

perception research can aid us in comprehending settings from a range of perspectives 

(gçe et al., 2020). A comfortable and appealing café setting might attract more millennials 

to locally owned cafés, boosting business at the café shop. 

 

2.4 SERVICE QUALITY  

 

According to a recent study, there is a link between satisfied customers and high-

quality services. Orel and Kara (2014) looked into the effect of Turkish customers' loyalty 

to a supermarket chain in addition to the discussion highlighted above. We utilised 

functionality, fun, security/privacy, assurance, design, simplicity of use, and 

personalisation as metrics for evaluating the quality of the services. These researchers 

discovered that customer happiness and loyalty are both highly impacted by service 

quality. This finding was validated by earlier research from Djatmiko et al. (2015), Malik, 

Ghafoor, and Iqbal (2012), Mahmud and Jusoff (2013), Kaiman and Zani (2013), and 

Valaei and Baroto (2013).  

The term "SERVQUAL" refers to a tool that Parasuraman, Zeithaml, and Berry 

(1988) identified for evaluating service quality. The SERVQUAL has five service 
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dimensions. On the other hand, customers frequently assess the quality of service using 

five different factors, such as tangibility (the appearance of physical facilities, equipment, 

and personnel), reliability (the ability to deliver the promised service dependably and 

accurately), responsiveness (the ability to provide prompt service and a willingness to 

assist customers), assurance (the ability to provide the promised service on time), and so 

on (Parasuraman et al., 1988; Zeithmal et al. One of the most critical variables in 

obtaining the target level of client happiness is the perceived service quality (Zeithaml, 

Berry, & Parasuraman, 1996). According to reports, service quality significantly affects 

price, reputation, customer satisfaction, switch intention, and product quality (Peng et al., 

2014; Saidani & Arifin, 2012; Venkatesan et al., 2006; Wang et al., 2003). 

 

2.5 FAIR PRICE  

 

Numerous aspects must be considered when determining how prices impact 

consumer satisfaction. For instance, studies have examined how elements like fair 

pricing, price knowledge, and perceived price impact consumer satisfaction. Consumer 

satisfaction may be influenced by various variables, including product and service 

quality, price, and personal and environmental situations, according to a study by Wilson, 

Zeithaml, Bitner, and Gremler (2008). The study's authors place a strong emphasis on 

cost. Price may influence customer happiness, service quality, product quality, and trust 

(Adi & Yoestini, 2012; Haghighi, Dorosti, Rahnama, & Hoseinpour, 2012; 

Kusumanegara & Sutopo, 2012; Runtunuwu et al., 2014). The current investigation found 

a connection between pricing and consumer satisfaction. Haghighi et al. (2012) 

determined the degree of restaurant patron loyalty. In their study, food was connected to 
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customer happiness. Customer satisfaction was linked in their study to food quality, price, 

and service quality. 

Additionally, there was a correlation between loyalty and customer satisfaction, 

but the setting and atmosphere of the restaurant were linked to customer trust. They found 

that elements including meal quality, cost, service quality, and restaurant atmosphere 

greatly influenced patron satisfaction. Additionally, trust was highly affected by meal 

quality, price, and service quality. Last but not least, customer satisfaction affects loyalty. 

In a similar study, Runtunuwu et al. (2014) evaluated the customer satisfaction of café 

patrons in Manado, Indonesia, using the predictor variables of product quality, price, and 

service quality. Following a regression study, these researchers found that these three 

predictor factors considerably influenced customer satisfaction. Price was a factor in other 

investigations, which discovered a strong relationship between price and consumer 

happiness Kaiman and Zani, Malik et al. (2012);Djatmiko et al. (2015), . 

 

2.6 RELATIONSHIP BETWEEN IV1, IV2, IV3 AND DV 

 

The independent and dependent variables for this study are shown in the figure. 

The variables that affect the independent variable, customer satisfaction, are called 

dependent variables. The dependent variable, however, is the attitude of millennials 

toward a locally owned café in Kota Bharu. The three independent variables that have 

been established in this study are the physical environment, service quality, and fair price. 

The link between the physical atmosphere, service quality, and fair price among 

millennials who frequent a locally owned café in Kota Bharu is depicted in the image. 
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The following is a summary of the hypothesis that had been developed based on this 

study: 

 

2.6.1 The relationship between physical environment on customer satisfaction 

among millennials toward homegrown café in Kota Bharu. 

 

 

The physical surroundings of the establishment influence customers' perceptions 

of and ratings for a café's quality. Maintaining the cafe's surroundings is a special 

approach to help the business and provide a standout ambiance experience when 

compared to other restaurants in terms of a cheery setting, open-air idea, and ambiance 

proven to increase client awareness reaction toward the café. Physical fitness significantly 

impacts food quality, which in turn affects consumer happiness in the restaurant industry. 

The physical factors might contribute to a calm and lively atmosphere. As a result of the 

dining experience, these concrete factors may favorably influence patron behavior 

(Namkung and Jang, 2008). 

Additionally, Canny (2014) emphasised that physical appearance is vital in 

conveying the type of restaurant by drawing consumers in with a pleasant and engaging 

ambience. In this way, both attracting new clients and keeping current ones are greatly 

impacted by physical condition. According to Han and Ryu (2009), two physical 

conditions—the ambiance condition, fashionable facilities, and lighting—cannot have an 

impact on customer happiness. Therefore, to be successful, a restaurant must create an 

inviting and pleasing atmosphere to customers through modern fixtures, well-designed 

and comfortable furniture, and proper lighting. The ambience of a restaurant is highly 

important as it sets the tone for customers. 
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H1: There significant relationship between the physical environment on customer 

satisfaction among millennials toward homegrown café in Kota Bharu. 

 

2.6.2 The relationship between service quality on customer satisfaction among 

millennials toward homegrown café in Kota Bharu 

 

Customer experience is linked to service quality and customer satisfaction as 

emotional states that result from an interaction-based reaction (Lilijander & Strandvik, 

1995). (1990; Crosby, Evans, & Cowles). Based on the customer's perspective when they 

are engaging with the service provider, Nikolich and Sparks (1995) concluded that service 

providers' performance during service delivery will influence how well a restaurant's 

service is served.  According to Omar, Juhdi, Ahmad, and Nazri (2014), Munna, Abang 

Abdullah, and Rozario (2009), Kivela, Inbakaran, and Reece (2000), Namkung and Jang 

(2007), and Sulek and Hensley (2004), service quality will have a major influence on 

future consumer visiting patterns. Customer satisfaction is significantly influenced by 

service quality. Since it causes consumers to have an emotional response, service quality 

has a direct influence on customer satisfaction (Omar et al., 2014; Munna et al., 2009; 

Kivela et al., 2000; Namkung & Jang, 2007; Sulek & Hensley, 2004). To win and keep 

client loyalty, restaurants and service providers must uphold high service quality 

standards. 

H2: There is a significant relationship between service quality and customer 

satisfaction among millennials toward homegrown café in Kota Bharu. 

FY
P 

FH
PK



20 
 

2.6.3 The relationship between fair price on customer satisfaction among millennials 

toward homegrown in Kota Bharu 

 

The price can influence customer satisfaction, considering the café price was 

linked to trust and satisfaction to loyalty. Cafes attempt to employ fair pricing to increase 

customer demand. Price is defined by Kotler and Armstrong (2010) as the entire amount 

of money spent on a thing or service or the total amount of substantial value that the 

customer trades for the privilege of possessing or using a particular good or service. On 

the other hand, Stanton, Michael, and Bruce (1994) defined pricing as the entire amount 

of money or commodities needed to buy a certain combination of a specific product and 

the related services. Customers can choose from a variety of food and beverage options 

in cafés, with prices varying according to the quality of the products. In the café business, 

if the customer is willing to pay the price demonstrated, it becomes appropriate for 

consumer satisfaction and loyalty. Thus, pricing strategies in the café business must 

consider various elements such as costs, competitors' prices, market situation, and 

customer demand.  The successful pricing strategy, café businesses should consider not 

only the price of their products but also the costs associated with production and services. 

By accounting for all these elements, café businesses can create a pricing strategy to 

maximise profits, ensure customer satisfaction and loyalty, and outpace the competition. 

 

H3: There significant relationship between fair prices on customer satisfaction 

among millennials toward homegrown in Kota Bharu 
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2.7 HYPOTHESIS 

 

In the literature review, the physical environment, service quality, and a fair price 

are independent variables influencing millennial customers' satisfaction with Homegrown 

Cafe in Kota Bharu. The study will therefore look at the variables that affect the 

independent variable, customer satisfaction. The following summarises the study's 

hypothesis in relation to this literature review and discusses the research question. 

 

 

 H1  

There is a significant relationship between the physical environment on customer 

satisfaction among millennials toward Homegrown Café at Kota Bharu.  

 

 H2 

There is a significant relationship between service quality on the level of satisfaction 

customers among millennials toward Homegrown Café at Kota Bharu Kelantan. 

 H3  

There is a significant relationship between fair prices on the level satisfaction customer 

among millennials toward Homegrown Café at Kota Bharu Kelantan. 
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2.8 CONCEPTUAL FRAMEWORK 

 

         (Independent Variable) 

 (Dependent Variable) 

 

 

  

 

 

 

 

 (Source:Michael Amaral,2015) 

  

Figure 2.1. The figure shows the conceptual framework 

 

2.9 SUMMARY 

 

The study's methodology is discussed in this section. It is making the conceptual 

framework and research hypotheses more clear. After learning about the influence of 

customer satisfaction among millennials at a café in Kota Bharu, a study of the literature 

was conducted for an independent variable. This involved researching the literature on 

PHYSICAL 

ENVIROMENT  

SERVICE 

QUALITY 

FAIR PRICE 

CUSTOMER 

SATISFACTION 
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customer satisfaction with the café and any past studies regarding millennials and their 

perceptions of customer service about the café. 
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CHAPTER 3  

 

RESEARCH METHODOLOGY 

 

3.1 INTRODUCTION 

   

 According to, research methodology is "the methodical way to solve the research 

challenges" (Kothar, 2004). This chapter describes the research questions the author 

investigates and the process through which the author assesses the results of these 

activities in light of the central problem. The study design, population, sample size, 

sampling technique, data collecting process, research instrument, data analysis, and 

chapter summary will all be covered in this chapter. 

 

3.2 RESEARCH DESIGN 

  

 Research design is defined variously by different social scientists; such definitions 

include. According to Jahoda, Deutch, and Cook, a research design is the organisation of 

parameters for data collecting and analysis to balance relevance to the study objective 

with economy and method. According to Jahoda, Deutch, and Cook's definition, the 

research design should be organised such that it is pertinent to the study's goal and is 

carried out effectively. Although research design has numerous meanings, the most 

important aspect is that relevance and efficiency should always be balanced while 

developing a research project. 

 The term "qualitative research" refers to a broad range of research techniques that 

utilise language-based data. Some research techniques employ linguistic data, and they 
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are frequently included in contemporary manuals and textbooks (e.g., Denzin & Lincoln, 

1998; Merriam, 2002; Seale, Gobo, Gubrium, & Silverman, 2004; Smith, 2003; 

Weinberg, 2001). According to Creswell (1998), five unique techniques may be classified 

as follows: biography, phenomenology, grounded theory, ethnography, and case study. 

Different types of research questions are asked and various analytical techniques are used 

in the many qualitative approaches. Depending on their fields of research and views on 

the philosophy of science, they collect multiple kinds of language-related data and 

conduct it in diverse ways. 

Using numerical data to gather knowledge about the world is known as 

quantitative research. This technique is formal, objective, and systematic. Burns and 

Grove (2005):23. This study employed a quantitative method of the causal kind that was 

developed from questionnaire replies. This study, which is of the causal variety, examines 

how the physical environment, the services provided, and reasonable pricing affect 

consumer happiness. Finding the causes of a certain behavior is the aim of causal analysis. 

It identifies the causal connection between several variables. The purpose of this analysis 

is to determine how variations in the independent variable impact the dependent variable. 

 

3.3 POPULATION  

 

A population is the total number of individuals in a group, whether a nation or a 

neighbourhood of people who share certain characteristics. A population is the total 

number of statistical units with at least one common characteristic relevant to a statistical 

study. The study's target group includes Millennials who frequent the homegrown café in 

Kota Bharu. The 50 Cafe area in Kota Bharu is the study's target demographic. 
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  In this research, the study's target population has been set for customers among 

the group millennials aged 18 years - 34 years at Kota Bharu Kelantan. The method 

applied in the study is probability sampling, which is the selection of individuals from the 

population who will represent the population. 

 

3.4 SAMPLE SIZE 

 

The term "sample size" describes the portion of a population necessary to 

guarantee that there is enough data to make conclusions (Sekaran & Bougie, 2010). 

According to Kumar et al. (2013), the sample size is the "total number of participants in 

the sample" (p. 122). It simply indicates how many participants or observations a research 

will need. A variety of factors must be considered while choosing the appropriate sample 

size. A few examples of these variables are the research method, the number of variables 

or model complexity, the time and resources allocated, the progress achieved, the research 

supervisor, the sample size used in prior studies, and the program used for data 

processing. The ideal sample size enables the researcher to effectively and precisely 

respond to their study questions. Suitable sample size is crucial since it can significantly 

impact on how a study's findings turn out. Small sample sizes can also result in higher 

expenditures, a waste of time and resources, and incorrect results. This survey will be 

carried out at random among the Kota Bharu group of millennials. Therefore, it is crucial 

to make sure that the sample size chosen for this study is sufficient to produce precise and 

trustworthy data. 

This study employed the table created by Krejcie and Morgan Table (1970) to 

obtain a proper sample size. An efficient method of determining sample size is required 

by the growing need in empirical research for a statistical sample representative of the 
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population. Krejcie & Morgan (1970) created a table for determining the sample size for 

a certain population to close the gap. This table gave researchers a reliable, simple 

technique to precisely estimate the number of participants required to acquire 

representative data, which was a smart response to the problem of estimating sample size. 

 

Table 3.1: Table for Determining Sample Size for a Finite Population 

 

 

3.5 SAMPLING METHOD 

 

According to Alvi (2016), sampling is the process of choosing samples from the 

population. When performing a study, researchers must be aware of the best sample 

technique to use. The two types of sampling that may be used in a study are probability 
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sampling and non-probability sampling. The two types of sampling are probability-based 

sampling and non-probability-based sampling. Convenience sampling is done since there 

are several persons to ensure each is considered. 

 Each component of the population has an equal chance of being included in the 

sample when sampling is done using probability. One method for random sampling is to 

utilise a computer software that produces random numbers to select a sample from the 

sampling frame (Zikmund, 2002). Probability or random sampling may be the most time- 

and energy-consuming sample for a given degree of sampling error even while it is the 

least biassed (Brown, 1947). Non-probability sampling is frequently connected to 

qualitative research and case study research design. The latter, or case studies, often use 

small samples and are designed to study a real-world event as opposed to generalisations 

about the entire population from statistics (Yin, 2003). It is not necessary for a sample of 

participants or cases to be random or representative, but there must be a good reason to 

favor some situations or people over others. 

 

 

3.5.1 CONVIENCE SAMPLING   

 

 Convenience sampling refers to choosing individuals who are frequently 

available. Because convenience sampling is less expensive and more practical than other 

sample processes, students frequently pick it (Ackoff, 1953). Convenience sampling can 

assist researchers in overcoming some obstacles. It is simpler to target known individuals 

than, for instance, acquaintances or relatives when they are part of the sample. 
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However, there are potential drawbacks to convenience sampling as it does not 

always produce a representative sample and may lead to biased results due to the limited 

scope of its sampling frame Additionally, the individuals sampled may be aware of their 

involvement in the research and thus may be more likely to give answers that conform to 

what they think the researcher wants to hear making the results unreliable. Convenience 

sampling is frequently employed in research because it is simple to perform and generally 

more economical than other sample methods, despite these potential limitations. 

Furthermore, convenience sampling can be useful in exploratory research as it allows for 

a quick response from the sample population and this feedback can be used to develop 

more refined research strategies and questions. In conclusion, although convenience 

sampling is far from perfect and may produce biased results, it can still be a useful tool 

for exploratory research due to its cost-effectiveness, ease of implementation, and ability 

to quickly yield useful feedback. 

 

3.6 DATA COLLECTION PROCEDURE 

 

To assess the data, support the hypothesis, and address the research questions, 

data collection comprises acquiring information from various sources. The researchers 

employed non-probability sampling in their study. To fill out the data requirements for a 

non-probability sample, the researcher gathers the information utilising an online 

questionnaire like Google Forms. Using an online questionnaire and social media 

platforms like Facebook and WhatsApp, the researcher randomly distributed 

assignments. The intended respondents are both genders and are at least 18 years old. 
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A survey scale is a set of possible answers, both verbal and numerical, that 

captures a variety of viewpoints on a subject. It's all a part of the resolved issue. For the 

convenience of the respondents, the researcher used Likert Scale survey questions. A 5-

point scale, often known as a pleasure scale, is used in this inquiry and it ranges from one 

extreme attitude to another. Computer simulation is a further source of data that generally 

favors the simple scale. According to Lissitz and Green (1975), Likert-scale dependability 

increased from 2- to 5-points, but no further advancements were discovered after this. 

This upward range, however, was increased by larger-scale simulations that came after it 

(Cicchetti et al., 1985; Jenkins & Taber, 1977). The 5-Point Likert Scale is useful for 

research and survey analysis because of the following benefits. The responses may 

comprehend it more readily, and the 5 Point scale standpoint is evident. 

The study's second objective is to investigate factors influencing millennials' 

usage of a locally owned café in Kota Bharu. Therefore, the study's respondents would 

be those who had dining experiences at locally owned cafés in Kota Bharu, Kelantan. The 

term "survey scale" refers to a set of verbal and numerical response options that represent 

various viewpoints. All of it is a part of a resolved problem. The researcher employed a 

Likert Scale to simplify the survey question for responders. It is a 5-point scale inquiry 

that runs from one extreme attitude to another and is occasionally called a satisfaction 

scale. 

 

3.7 RESEARCH INSTRUMENT 

 

 The equipment used in research is used to collect data from the subjects of studies.  

In this study, questionnaires were utilised to collect information to understand better the 

FY
P 

FH
PK



31 
 

factors influencing young people in Kota Bharu's enjoyment of a locally owned café. The 

questionnaires are a method the study used to get data from the respondents. The 

developed questionnaires given out to respondents included various questions on the 

customer's social, personal, and environmental characteristics. The questions addressed 

basic demographic data like age and gender and more in-depth queries concentrating on 

consumer opinions and experiences regarding their satisfaction at locally owned cafés in 

Kota Bharu. 

 

In This research the questionnaire is distribute into three (3) Section  A, B, and C. 

. The Section A is generates all of the demographic questions, including those on age, 

gender, marital status, and occupation. There are also multiple-choice questions in 

Section A; all the participant needs to do is choose the right answer. Section B  which 

investigates the theoretical framework, range from 1 (very insignificant), 2 (unimportant), 

3 (neutral), 4 (important), and 5 (important) (highly important). Participants are asked to 

select a Likert scale point in this area based on the reference they have personal 

experience with. Additionally, the Section B questions are concentrated on how fair 

pricing, a good physical environment, and service quality impact millennials' satisfaction. 

For each of the following factors, there are several questions based on the components of 

each important factor. Similar to Section B, Section C will be created utilising the Likert 

scale methodology for concepts, with a range of 1 (strongly disagree) to 5 (agree), 2 

(neutral), 3 (disagree), and 4 (disagree) (highly agree). Focused solely on millennials' 

recommendations and word of mouth, all research on the factors influencing their levels 

of happiness is based on their generation. All of the inquiries concern the real feelings of 

the patrons, both during and following their meals. Therefore, the data obtained from this 

survey will reflect the genuine experiences of the respondents and offer valuable insights 
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into millennials' happiness levels. The responses collected from the study will be analysed 

to identify patterns or trends that can be used further to explore the idea of millennials' 

levels of happiness. From this survey, we hope to better understand what influences 

millennials' levels of happiness and how they perceive different aspects of life. The data 

gathered from the survey will provide an accurate measure of millennials' happiness 

levels based on their own experiences. 

 

 

Table 3.2: The type of question that will be asked to respondents 

 

Section Factors  

Content 

Questions 

Section 

A 

Demographic 

profile of 

respondents 

 Gender  

 

 

 

 Age  

 

 

 

 Martial 

status 

 

 

 Male  

 Female  

 

 

 18-34 years old 

 

 

 Married 

 Single  

 Others  
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 Occupation 

 

 

 Government sector 

 Private sector 

 Self-employed  

 Student  

 

Section 

B 

 

Independent 

variable 

i) Physical 

environment 

 

 

 

 

 

 

 

 

 

 

ii) Service quality 

 

 

 

 

 

1. The lighting of the cafe 

while dining in 

2. The decoration of the cafe 

and the facilities provided 

3. Ambiance conditions that 

refer to the music, 

temperature, and scent 

 

 

 

1. The responsive provide to 

the customer by the staff 

2. The staff provide 

knowledge and help to 

customer based on the 

menu 

3. The staff shows the 

intention of caring 
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iii) Fair price 

with  understanding what 

customer needs and wants 

4. The cafe produces 

promised service 

 

 

1. The food and beverages 

have good values of 

money  

2. The price for food and 

beverages is reasonable  

3. The price provided is 

acceptable  

Section 

C 

Dependent 

variable 

 Customer 

satisfaction  

1. The food and beverages 

served to fulfill my 

satisfaction  

2. The homegrown cafe is the 

best place to try 

homemade coffee and 

food 

3. I will recommend my 

family, friend, and others 

to go to the homegrown 

cafe 
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4. I will share my experience 

through the homegrown 

cafe 

5. The food quality, service 

quality, and fair prices in 

homegrown cafes 

influence my satisfaction  

6. Homegrown can fulfill the 

millennial’s needs and 

wants 

 

(Source: Murugan Krisnamoorthy and Kandappan Balasubramanian, 2019) 

 

3.8 DATA ANALYSIS 

 

Data inspection, modelling, and transformation are all steps in the data analysis 

process, which determines if the information is relevant to the study being conducted and 

whether it will be used for decision-making. Data analysis is done to determine whether 

or not the information collected from respondents can be used to answer the study's 

questions. Another definition of data analysis is the process of cleansing, altering, and 

modeling data to acquire relevant information for choosing a research or firm. Data 

collected from respondents through surveys analysed to produce the precise results 

required for this study. The data obtained from respondents who were chosen at random 

will be examined using a variety of methods. Data analysis is crucial since the results will 

enable the reviewer to reach the same precise conclusions as the study's researchers. The 
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researcher employed the intended respondents to get the data. The researcher analysed 

the data using SPSS, Statistical Package for Social Science. Descriptive statistics, 

reliability tests, and Pearson correlations are all used in the data analysis. Numerous 

approaches to data analysis are covered in the part that follows. 

 

3.8.1 DESCRIPTIVE STATISTICS 

 

Descriptive statistics sensibly and fundamentally combine and describe the data's 

content (Zikmund et al., 2013). These will therefore give information on the factors under 

consideration, which include customer satisfaction, fair pricing, service quality, and the 

physical environment of the café, as well as the demographic profiles of the respondents. 

Results range from 1 to 5 in the rankings. A necessary mean shows that the respondents 

must concur that specific criteria are crucial for achieving customer happiness. 

 

3.8.2 RELIABILITY TEST 

 

Scale measurement is used to evaluate the reliability and correctness of the study's 

findings. This study uses questionnaire surveys to gather data and information. Questions 

for the response are created using a variety of journals. Reliability testing is an example 

of a scale measurement used in the study. The reliability test determines a measure's 

internal consistency, which indicates homogeneity, or the degree to which all of an idea's 

points converge on a single, fundamental meaning (Zikmund et al., 2013). To evaluate 

the reliability of a multi-item scale, the majority of academics use coefficient alpha 

(Zikmund et al., 2013). Because it is the procedure most usually employed in reliability 
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testing to determine the internal consistency of multiple-item scales, Cronbach's Alpha is 

used in this study. According to Hair et al., the coefficient changes from 0 to 1. (2003). 

the internal consistency dependability of the variable is considered low if the estimation 

of Cronbach's Alpha is less than 0.7. However, it has been demonstrated that internal 

consistency reliability for the variable is sufficient if the estimation of Cronbach's Alpha 

is more significant than 0.7. 

  

3.8.3 HYPOTHESES TESTING USING PEARSON COLLECTION 

 

 

According to Zikmund et al. (2013), the correlation coefficient is Pearson's 

measure of linear connections between two metric quantities (c). The link between the 

variables is investigated by this type of analysis. The correlation coefficient, according to 

Hair et al., spans from -1.00 to +1.00, or from negative to positive, with zero denoting no 

association between the two metric values (2003). As the degree of linkage r grows, the 

relationship coefficient rises (Hair et al., 2003). Increases in X are associated with 

increases in Y, and vice versa, if there is a positive correlation coefficient between X and 

Y. Hair and others (2003). 
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Figure 3.1: Figure show hypotheses testing using Pearson Correlation 

 

 

3.9 SUMMARY  

 

Introduction, research methodology, study design, population, sample size, 

sampling technique, sampling methodology, research tools, and data analysis are all 

topics discussed in this chapter. In this chapter, an introduction to the topic of research 

methodology will be discussed, including the study design and population that was 

chosen for the research. The research methodology used in this project will be discussed, 

followed by the study design, population, sample size, and sampling technique that was 

chosen to conduct the research. The research tools used in this project will then be 

discussed, followed by an overview of the data analysis techniques used to evaluate the 

results of the research. 
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CHAPTER 4 

RESULT AND DISCUSSION 

 

4.1 INTRODUCTION 

 The descriptive analysis, Cronbach's alpha reliability analysis, and Pearson's 

correlation tests are covered in this chapter. Every investigation would clarify and answer 

the study questions, and the descriptive analysis would show the respondents' 

demographics. In assessing whether the samples gathered are real and predictable, 

validity and reliability are crucial. As a result, the reliability test would employ 

Cronbach's alpha. The link between the variables would be investigated and additional 

analysis would be performed using Pearson's correlation test. 

 

4.2 RESULTS OF DESCRIPTIVE ANALYSIS 

4.2.1 Demographic Profile 

In this study, there were a total of four questions asked in Section A, such as 

gender, age, marital status, and occupation. 

4.2.1.1 Gender  

The gender distribution of the 384 respondents that participated in the data 

collection is shown in Table 4.1. Table 4.1 and Figure 4.1 both depict how the respondents 

in this study were split by gender. Among the responders, women made up 70.1% of the 

total (N=269) while men made up the remaining 29.9% (N=115). 

Table 4.1: The Gender of Respondents 
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Gender Frequency (N)  Percent (%) 

Male/Lelaki 

Female/Perempuan 

Total 

115 

269 

384 

29.9 

70.1 

100.0 

 

 
 

Figure 4.1: The Percentage of Gender 

4.2.1.2 Age  

 Table 4.2 presents the age distribution of a total of 348 respondents collected from 

the data collection. Table 4.2 and Figure 4.2 show that there were a total of four age 

groups. The findings showed that, of the 384 respondents, 13.5% (N=52) were between 

the ages of 18 and 21, which represents the majority of respondents. The age group 

between 22 and 26 years old came in second with 42.7% (N=164). While 27.1% (N=104) 
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of the population are minors, they are in the 27–30 age range. Next, there were 16.7% 

(N=64) of the population who are in the 31–34 age range. 

Table 4.2: The Age of Respondents 

Age Frequency (N)  Percent (%) 

18-21 years old 

22-26 years old 

27-30 years old 

31-34 years old 

Total 

52 

164 

104 

64 

384 

13.5 

42.7 

27.1 

16.7 

100.0 

 

 
 

Figure 4.2: The Percentage of Age 
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4.2.1.3 Marital Status  

 

Table 4.2 presents the marital status distribution of a total 384 of respondents 

collected from the data collection. Based on Table 4.3 and Figure 4.3, a total of 98.2% 

(N=262) reported that they were single. While a small percentage which is 31.8% 

(N=122) of the total respondents were reported married at the time of the survey. 

Table 4.3: The Martial Status of Respondents 

 

Marital status Frequency (N)  Percent (%) 

Married  

Single  

Total 

122 

262 

384 

31.8 

68.2 

100.0 

 

 
 

Figure 4.3: The Percentage of Martial status 
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4.2.1.4 Occupation  

 

 

Table 4.4 and Figure 4.4 represent the occupation distributions of a total of 384 

respondents. The highest occupation among the respondents was student with 40.6% 

(N=156) respondents. The private sector was the second highest number with 26.3% 

(N=101) respondents. Self-employed represented 22.4% (N=86) of respondents. While 

there were 10.7% (N=41) of respondents were Government sector. 

Table 4.4: The Occupation of Respondents 

Occupation Frequency (N)  Percent (%) 

Government sector 

Private sector 

Self-employed 

Student 

Total 

41 

101 

86 

156 

384 

10.7 

26.3 

22.4 

40.6 

100.0 
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Figure 4.4: The Percentage of Occupation 

4.2.2 Independent Variables and Dependent Variables 

 

The descriptive analysis consists of frequency distribution, means, and standard 

deviations based on a Five (5) Likert scale which values: (1 = Extremely unimportant; 2 

= Unimportant; 3 = Neutral; 4 = Important; 5= Highly Important) were calculated for all 

independent variable of adaptation in a physical environment, service quality, and fair 

price. Also, for dependent variable items of customer satisfaction were measured using 

the same type of Likert Scale. 

 

4.2.2.1 Physical environment 

 

Table 4.5 shows the frequency, mean, and standard deviation for the items used 

to measure the physical environment. The mean range for the Physical environment is 

from 4.02 to 4.13 and the standard deviation is from 0.790 to 0.790. The statements "The 

decoration of the cafe and the facilities provided" and "The lighting of the cafe while 

dining in" were the two (2) things with the highest means, 4.13 for item PE2 and 4.03 for 

item PE1, respectively. There were three (3) questions total.  There were 294 replies 

overall (76.5%). The cafe's décor and the amenities it offers are quite significant and vital 

for item PE2. When it came to the statement "Ambience condition that refers to the music, 

temperature, and scent," PE3 had the lowest mean score of 4.02 out of all the items. There 

were a total of 8 responders (2.1%) who agreed that the statement was insignificant and 

highly unimportant. PE1 and PE2 had respective mean values of 4.03 and 4.13. 

 

Table 4.5 Descriptive Statistics for Physical environment 
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Frequency 

 EU U N I HI Mean  Std. 

Deviation 

PE1 The lighting of 

the cafe while dining 

in 

0 

0% 
11 

2.9% 
95 

24.7% 
149 

38.8% 
129 

33.6% 
4.03 

 
0.836 

 

PE2 The decoration 

of the cafe and the 

facilities provided 

 

0 

0% 

 

4 

1.0% 

 

86 

22.4% 

 

151 

39.3% 

 

143 

37.2% 

 

4.13 

 

0.790 

PE3 Ambience 

condition that refers 

to the music, 

temperature, and 

scent 

 

 

0 

0% 

 

 

8 

2.1% 

 

 

99 

25.8 

 

 

153 

39.8% 

 

 

124 

32.3% 

 

 

4.02 

 

 

0.816 

 

 

4.2.2.2 Service quality  

Table 4.6 above shows the frequency, mean, and standard deviation for the items 

used to measure the Service quality. The mean ranged for Service quality is from 4.13 to 

4.27 and the standard deviation is from 0.685 to 0.782. There were four (4) questions 

measured and item SQ4 had the highest mean, 4.27 on the statement ‘The cafe produces 

promised service’. Out of 384 respondents, 332 respondents (86.4%) responded highly 

important and important on item SQ4. However, SQ1 items were measured with the 

lowest mean of 4.13. There were ‘The responsive provide to the customer by the staff’ 

statements. There were 13 total respondents (3.4%) extremely unimportant and 

unimportant for item SQ1. The mean values for the other two (2) items for SQ3 and SQ4 

were 4.20 and 4.27 respectively. 

Table 4.6 Descriptive Statistics for Service quality 
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Frequency 

 EU U N I HI Mean  Std. 

Deviation 

SQ1 The responsive 

provide to the 

customer by the staff 

1 

0.3% 

12 

3.1% 

53 

13.8% 

187 

48.7% 

131 

34.1% 

4.13 0.782 

SQ2 The staff 

provide knowledge 

and help to customer 

based on the menu 

0 

0% 

5 

1.3% 

63 

16.4% 

189 

49.2% 

127 

33.1% 

4.14 0.727 

SQ3 The staff shows 

the intention of 

caring with 

understanding what 

customers need and 

wants 

1 

0.3% 

1 

0.3% 

59 

15.4% 

183 

47.7% 

140 

36.5% 

4.20 0.717 

SQ4 The cafe 

produce promised 

service 

0 

0% 

0 

0% 

 

52 

13.5% 

176 

45.8% 

156 

40.6% 

4.27 0.685 

 

4.2.2.3 Fair price 

Table 4.7 shows the frequency, mean, and standard deviation for the items used 

to measure the fair price. The mean ranged for fair price is from 4.25 to 4.31 and the 

standard deviation is from 0.650 to 0.671. There were three (3) questions measured with 

the highest mean of 4.31 for the item FP1 on the statement ‘The food and beverages have 

the good values of money’. There was a total of 350 respondents (91.2%) who chose the 

highly important and important item FP1. Meanwhile, the lowest mean was item FP3 with 

4.25 on the statement ‘The price provide is acceptable’. A total of two respondents (0.5%) 
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selected FP3 as highly unimportant and unimportant. The two (2) remaining elements, 

FP1 and FP2, had respective mean values of 4.31 and 4.28. 

 

 

Table 4.7 Descriptive Statistics for Fair price 

 

Frequency 

 EU U N I HI Mean  Std. 

Deviation 

FP1 The food and 

beverages have good 

values of money 

0 

0% 

3 

0.8% 

31 

8.1% 

195 

50.8% 

155 

40.4% 

4.31 0.650 

FP2 The price for 

food and beverages is 

reasonable 

0 

0% 

1 

0.3% 

42 

10.9% 

189 

49.2% 

152 

39.2% 

4.28 

 

0.662 

FP3 The price 

provided is 

acceptable 

0 

0% 

2 

0.5% 

44 

11.5% 

193 

50.3% 

145 

37.8% 

4.25 0.671 

 

4.2.2.4 Customer Satisfaction 

 Table 4.8 shows the frequency and percentage of the items used to measure 

Customer Satisfaction. The mean ranged for fair price is from 4.06 to 4.14 and the 

standard deviation is from 0.738 to 0.815. The item CS5 on the statement "The food 

quality, service quality, and fair price in homegrown cafe influence my satisfaction" was 

one of six questions with the highest mean of 4.14. 302 respondents (78.6%) selected 

strongly agree and agree with question CS5. The statement "Homegrown cafe is the best 

place to try homemade coffee and food" was item CS2's lowest mean, coming in at 4.06. 

On item CS2, a total of one respondent (0.3%) picked either strongly disagree or agree. 
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The two (2) remaining components, CS1 and CS5, had respective mean values of 4.12 

and 4.14. 

 

Table 4.8 Descriptive Statistics for Customer Satisfaction 

 

Frequency 

 SD D N A SA Mean  Std. 

Deviation 

CS1 The food and 

beverages served 

fulfilled my 

satisfaction 

0 

0% 

0 

0% 

86 

22.4% 

165 

43.0% 

133 

34.6% 

4.12 0.746 

CS2 Homegrown 

cafe is the best place 

to try homemade 

coffee and food 

0 

0% 

1 

0.3% 

94 

24.5% 

169 

44.0% 

120 

31.3% 

4.06 

 

0.752 

CS3 I will 

recommend my 

family, friend, and 

others to go to the 

homegrown cafe 

0 

0% 

1 

0.3% 

85 

22.1% 

175 

45.6% 

123 

32.0% 

4.09 0.738 

CS4 I will share my 

experience through 

the homegrown cafe 

0 

0% 

1 

0.3% 

87 

22.7% 

168 

43.8% 

128 

33.3% 

4.10 0.749 

CS5 The food 

quality, service 

quality, and fair 

prices in homegrown 

cafes influence my 

satisfaction 

2 

0.5% 

6 

1.6% 

74 

19.3% 

156 

40.6% 

146 

38.0% 

4.14 0.815 

CS6 Homegrown can 

fulfill the 

3 

0.8% 

2 

0.5% 

82 

21.4% 

165 

43.0% 

132 

32.4% 

4.10 0.801 
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millennial’s needs 

and wants 

 

 

4.3 RESULTS OF THE RELIABILITY TEST 

Table 4.9 shows the results of the reliability test. High internal consistency for all 

questionnaires used for this study had demonstrated (Cronbach's α ranging from 0.855 to 

0.914 alpha coefficients). Reliability analysis ranged by the physical environment, service 

quality, fair price, and customer satisfaction (0.890, 0.855,0.858, and 0.914). In 

measuring the variables that influence customer satisfaction, the result of Cronbach’s 

Alpha has shown reliably that coefficient obtained from the Likert- Scale. 

Table 4.9: Reliability Analysis 

Variables Cronbach’s Alpha No of items 

Physical environment 

Service quality 

Fair price 

Customer satisfaction 

0.890 

0.855 

0.858 

0.914 

3 

4 

3 

6 

 

4.4 RESULTS OF INFERENTIAL ANALYSIS 

4.4.1 Univariate Analysis 

 The results of the univariate analysis conducted on each item for each variable are 

shown in this section along with their respective frequency distribution, means, and 

standard deviations. The five (5) Likert scale with the following values was used to 

evaluate each Independent Variable item: Extremely unimportant (EU), Unimportant (U), 

Neutral (N), Important (I), and Highly important (HI). Additionally, five (5) Likert scales 
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with the values Strongly Disagree (SD), Disagree (D), Neither Agree Nor Disagree (N), 

Agree (A), and Strongly Agree (SA) were used to measure the dependent variable. 

 

4.4.2 Pearson Correlation Analysis 

 According to the Pearson correlation analysis, there is a moderate link between 

Kota Bharu's physical environment and millennials' levels of consumer satisfaction. The 

physical environment and consumer satisfaction among millennials in Kota Bharu have 

a correlation value of 0.890. As seen in Table 4.10, a moderate correlation may be inferred 

from the range of 0.41 to 0.70. Additionally, Table 4.11 shows that the physical 

environment's impact on customer satisfaction was statistically significant at the 0.000% 

level. 

 The Pearson association value of service quality and customer satisfaction among 

millennials in Kota Bharu is 0.577, which indicates a moderate association between the 

two variables. As seen in Table 4.10, a moderate correlation may be inferred from the 

range of 0.41 to 0.70. According to Table 4.11, the relationship between service quality 

and customer satisfaction is modest and statistically significant at the 0.000% level. 

 The Pearson link value between a fair pricing and customer satisfaction is 0.595, 

which indicates a moderate link among millennials in Kota Bharu. As seen in Table 4.10, 

a moderate correlation may be inferred from the range of 0.41 to 0.70. As shown in Table 

4.11, the impact of a fair pricing on customer satisfaction was statistically significant at 

the 0.000% level. 
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Table 4.10: Table of Pearson’s Correlation Coefficient  

Coefficient range                                             Strength of association 

0.91 to 1.00 

0.71 to 1.90 

0.41 to 0.70 

0.21 to 0.40 

0.00 to 0.20 

Very strong 

High 

Moderate 

Small but definite relationship 

Slight, almost negligible 

 

Table 4.11: Results of Pearson Correlation Analysis 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

Pearson 

Correlation 

Customer  

Satisfaction 

Physical  

Environment 

Service  

Quality 

Fair  

Price 

Sig. (2-tailed)  .000 .000 .000 

Customer  

Satisfaction 

1 .635** .577** .595** 

Physical 

Environment 

.635** 1 .659** .613** 

Service  

Quality 

.577** .659** 1 .677** 

Fair  Price .595** .613** .677** 1 
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4.5 DISCUSSION BASED ON RESEARCH OBJECTIVES 

 

 The Pearson Correlation Coefficient analysis is one of the key methods for 

assessing the strength of the linear relationship between the independent variables (IV) 

and dependent variable (DV). This study aims to determine if there are any relationships 

between the dependent variable (Millennials' satisfaction with a locally owned café in 

Kota Bharu) and the independent variables (physical environment, service quality, and 

fair price). These are the findings of the correlation analysis between the variables. 

Hypothesis 1: Physical environment  

H0a - There is no relationship between Physical environments on customer satisfaction 

among millennials toward homegrown café in Kota Bharu. 

H1a – There is a relationship between the Physical environment on customer satisfaction 

among millennials toward homegrown café in Kota Bharu.  

 

 4.5.1 There is a significant relationship between the physical environment and customer 

satisfaction among millennials toward homegrown café in Kota Bharu.  

 

Table 4.12: Pearson Correlation of Physical Environment on customer satisfaction 

among millennials toward homegrown café in Kota Bharu. 

                                                               Correlations 

                                       Customer Satisfaction Among                    Physical 

                                          Millennials Toward Homegrown             Environment 

Café’ in Kota Bharu 

Customer 

Satisfaction  among 

Pearson Correlation                         1                                             

.635** 
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millennials toward 

Homegrown Café 

in  KB 

Sig. (2-tailed)                                                                                 .000 

N                                                      384                                           384 

Physical 

environment 

Pearson Correlation                         .635**                                         1 

Sig. (2-tailed )                                .000 

N                                                      384                                            384 

** Correlation is significant at the 0.01 level (2 – tailed) 

  The Pearson correlation coefficient, significant value, and number of cases 384. 

were all displayed in Table 4.12. Less below the significant level of 0.01 is the p-value of 

0.000. The Pearson correlation's positive value of 0.635 indicated a connection between 

the physical environment and customer satisfaction. Both variables' significance levels 

were 0.000, indicating that they were highly significant with a moderate significance 

level. According to the findings, there is a positive correlation between customer 

satisfaction and the physical environment. As a result, this study accepts the alternative 

hypothesis H1a for Hypotheses 2 while rejecting the null hypothesis H0a. 

 

 

Hypothesis 2: Service Quality 

 

H0a - There is no relationship between the Service quality on customer satisfaction among 

millennials toward homegrown café in Kota Bharu.  

H1a – There is a relationship between the Service quality on customer satisfaction among 

millennials toward homegrown café in Kota Bharu.  
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4.5.2 There is a significant relationship between Service quality and customer satisfaction 

among millennials toward homegrown café in Kota Bharu. 

 

Table 4.13: Pearson Correlation of the Service Quality on customer satisfaction among 

Millennials toward Homegrown café in Kota Bharu. 

                                                                    Correlations  

                                   Customer Satisfaction Among                    Service 

                                   Millennials Toward Homegrown                  Quality 

Café’ in Kota Bharu 

Customer satisfaction 

among millennials 

toward homegrown 

Café in KB 

Pearson Correlation                  1                                                 .577** 

Sig. (2-tailed )                                                                             .000 

N                                              384                                              384 

Service  

Quality 

Pearson Correlation                 .577**                                           1 

Sig. (2-tailed)                           .000 

N                                               384                                              384 

** Correlation is significant at the 0.01 level (2 – tailed ). 

 According to Table 4.13, there is a substantial correlation between customer 

satisfaction (DV) and service quality (IV 2) (r=0.577, p0.00). The Pearson correlation's 

positive value of 0.577 established a relationship between customer satisfaction and 

service quality. Both variables' significant levels, 0.000, were demonstrated to be highly 

significant. At the same time, with moderate range significance. According to the 

findings, there is a positive association between consumer satisfaction and service quality. 

As a result, the researcher accepted the alternative hypothesis and rejected the null 

hypothesis. 
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Hypothesis 3: Fair Price 

H0a – There is no relationship between Fair price on customer satisfaction among 

millennials toward homegrown in Kota Bharu.  

H1a – There is a relationship between Fair price on customer satisfaction among 

millennials toward homegrown in Kota Bharu.  

 

4.5.3 There significant relationship between Fair price on customer satisfaction among 

millennials toward homegrown café’ in Kota Bharu. 

 

Table 4.14: Pearson Correlation of Fair Price on customer satisfaction among 

Millennials toward Homegrown café in Kota Bharu. 

 

                                                                        Correlations 

                                                      Customer satisfaction among                               Fair 

                                                     Millennials toward homegrown                            Price 

                                                               Café in Kota Bharu                                   

Customer 

satisfaction among 

millennials toward 

homegrown Café in 

KB 

Pearson correlations                  1                                                    .577** 

Sig. (2- tailed)                                                                                  .000 

N                                               384                                                  384 

Fair 

Price 

Pearson correlations                 .595**                                                1 

Sig. (2-tailed)                           .000 

N                                               384                                                   384 

** Correlation is significant at the 0.01w level (2-tailed ). 

 

 Fair price (IV 3) and customer happiness (DV), as shown in Table 4.14, have a 

substantial correlation (r=0.595, p0.00). The Pearson correlation's positive value of 0.595 
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indicated a connection between a fair price and customer satisfaction. Both variables' 

significant levels, 0.000, indicated high significance, and the intensity of the significance 

is in the moderate range. According to the findings, there is a positive association between 

customer satisfaction and fair price. As a result, the researcher accepted the alternative 

hypothesis and rejected the null hypothesis. 

 

4.6 SUMMARY 

 The data analysis for the screening questions, demographic section, independent 

factors, and dependent variables is covered in the chapter's conclusion. 384 respondents' 

responses were used to create all the results presented in this chapter. Additionally, for 

the millennial generation, a homegrown cafe in Kota Bharu, Kelantan. Customer 

satisfaction for the physical environment (H1), service quality (H2), and fair price (H3). 

As a result, there is a link and a satisfying relationship between the dependent and 

independent variables.     
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CHAPTER 5: CONCLUSION 

 

5.1 INTRODUCTION  

This chapter will expand on the analysis findings from Chapter Four. A thorough 

discussion of data analysis and conclusions was undertaken by contrasting the set 

hypothesis with the actual data results. The final section of this chapter explains the 

ramifications of this study and its limitations and recommendations. 

 

5.2 RECAPITULATIONS OF THE FINDINGS 

The first hypothesis (H1) said that there significant relationship between the 

physical environments on customer satisfaction among millennials toward homegrown 

café in Kota Bharu. Table 4.11 shows that the physical environment recorded value of the 

Pearson correlation is r = 0.635, p = 0.000. So the results support the first hypothesis (H1) 

which says that the physical environment positively affects customer satisfaction. Also, 

Hypothesis 2 (H2) said there is a strong positive relationship between service quality and 

customer satisfaction. Table 4.11 shows that the service quality recorded value of the 

Pearson correlation coefficient is r= 0.577, p = 0.000. So, the result's hypothesis 2 (H2) 

says that the physical environment positively affects customer satisfaction. The third 

hypothesis (H3) said there is a significant relationship between fair prices and customer 

satisfaction. Based on what was found in Table 4.11 the Pearson correlation coefficient 

for fair price was found to be r =0.595, p= 0.000. So, the result supports hypothesis 3 

(H3), which says that fair price is related to customer satisfaction. The study found that 

all of the variables passed the test of reliability test. As a result of the online survey on 
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Google form, the majority of respondents were between 22 to 26 years old, which is 164 

people (42.7%). 

The first hypothesis (H1) said that there significant relationship between the 

physical environments on customer satisfaction among millennials toward homegrown 

café in Kota Bharu. Table 4.11 shows that the physical environment recorded value of the 

Pearson correlation is r = 0.635, p = 0.000. So the results support the first hypothesis (H1) 

which says that the physical environment positively affects customer satisfaction. Also, 

Hypothesis 2 (H2) said there is a strong positive relationship between service quality and 

customer satisfaction. Table 4.11 shows that the service quality recorded value of the 

Pearson correlation coefficient is r= 0.577, p = 0.000. So, the result's hypothesis 2 (H2) 

says that the physical environment positively affects customer satisfaction. The third 

hypothesis (H3) said there is a significant relationship between fair prices and customer 

satisfaction. Based on what was found in Table 4.11 the Pearson correlation coefficient 

for fair price was found to be r =0.595, p= 0.000. So, the result supports hypothesis 3 

(H3), which says that fair price is related to customer satisfaction. The study found that 

all of the variables passed the test of reliability test. As a result of the online survey on 

Google form, the majority of respondents were between 22 to 26 years old, which is 164 

people (42.7%).  
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5.2.1 DISCUSSION ON OBJECTIVE 1 

Table 5.1: Discussion on objective 1 (physical environment) 

Research objective 1  To examine the physical environment of 

the Homegrown Café at Kota Bharu, 

Kelantan affecting customer satisfaction.  

Research question 1 Does the physical setting of the locally 

owned café in Kota Bharu, Kelantan 

influence customer satisfaction? 

Hypothesis 1 There significant relationship between the 

physical environment on customer 

satisfaction among millennials toward 

homegrown café in Kota Bharu. 

 

 

The main objective of this research, as indicated in Chapter 1, is to examine the 

physical environment of the Homegrown Café at Kota Bharu, Kelantan affecting 

customer satisfaction. Based on the data collected and output in Chapter 4, reveal that 

physical environment and customer satisfaction have a strong relationship. It shows 

(r=0.635). Hence hypothesis 1 is accepted. Several physical environmental 

characteristics, such as the space's size and shape, the colour, materials, and texture used, 

as well as their influence on people's behaviors and the quality of their physical, 

emotional, and mental well-being, were also emphasised in the study by Wang et al. 

(2020). Due to their effect on spatial definition, construction materials are seen by Garip 

and Seymen (2021) as an essential factor that affects the architectural output. Materials, 

material transitions, intersection points, relationships between fullness and space, and 

colour characteristics may all be used to limit spaces. This may impact consumers in a 

variety of ways. Similar studies have found that the materials used in interior spaces affect 

how a variety of people perceive space (Fujisaki et al., 2015; Burnard & Kutnar, 2015; 

Watchman et al., 2017; Ulusoy & Olguntürk, 2018; Garip & Seymen, 2021; Poirier et al., 

2019; Shen et al., 2021; Ikei & Miyazaki Visual perception research can aid us in 
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comprehending settings from a range of perspectives (gçe et al., 2020). A comfortable 

and appealing café setting might attract more millennials to locally owned cafés, boosting 

business at the café shop. The positive relationship between customer satisfaction and the 

intention to return was noticed by Oliver and Burke (1999). 

 

5.2.2 DISCUSSION ON OBJECTIVE 2 

Table 5.2: Discussion on objective 2 (service quality) 

Research objective 2 To examine  the relationship between satisfaction 

service quality toward customer satisfaction 

Research objective 2 How do customer satisfaction and service quality 

relate to each other? 

 

Hypothesis 2 There significant relationship between service 

quality on customer satisfaction among millennials 

toward homegrown café in Kota Bharu. 

 

 

The second research objective focuses on examining the relationship between 

satisfaction service quality toward customer satisfaction. The data analysis results in 

Chapter 4 show that there is a positive relationship between service quality and customer 

satisfaction. The outcome of the relationship between the independent and dependent 

variables indicates the reflection of the H2. Customer experience is linked to service 

quality and customer satisfaction as emotional states that result from an interaction-based 

reaction (Lilijander & Strandvik, 1995). (Crosby, Evans, & Cowles, 1990). Nikolich and 

Sparks (1995) concluded that the performance of service providers during service 

delivery will have an impact on how well a restaurant's service is assessed, which is based 

on the perspective of the consumer when they are dealing with the service provider. Future 

consumer visitation patterns will be influenced by several important factors, the most 
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important of which is service quality (Omar, Juhdi, Ahmad, and Nazri, 2014; Munna, 

Abang Abdullah, and Rozario, 2009; Kivela, Inbakaran, and Reece, 2000; Namkung and 

Jang, 2007; and Sulek and Hensley, 2004). Customer satisfaction is significantly impacted 

by service quality. Customer satisfaction is directly impacted by service quality since it 

gives customers an emotional reaction that affects how they feel about a certain restaurant 

or service provider (Omar et al., 2014; Munna et al., 2009; Kivela et al., 2000; Namkung 

& Jang, 2007; Sulek & Hensley, 2004). Consequently, restaurants and service providers 

must maintain high levels of service quality to gain and retain customer loyalty. 

 

5.2.3 DISCUSSION ON OBJECTIVE 3 

Table 5.3: Discussion on objective 3 (fair price) 

Research objective 3 To examine the relationship between 

satisfaction and fair price toward customer 

satisfaction.  

Research objective 3 How do fair prices and customer satisfaction 

relate to each other? 

Hypothesis 3 There significant relationship between fair 

prices on customer satisfaction among 

millennials toward homegrown in Kota Bharu. 

 

The study's third objective is to examine the relationship between satisfaction and 

fair price customer satisfaction. Based on the data analysis outcomes in Chapter 4, there 

is a positive relationship between fair prices and customer satisfaction. The results are 

consistent with other studies. The price can influence customer satisfaction, considering 

the price of the café was linked to trust and satisfaction to loyalty. Cafes attempt to employ 

fair pricing to increase customer demand. Price is defined by Kotler and Armstrong 

(2010) as the entire amount of money spent on a thing or service or the total amount of 
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substantial value that the customer trades for the privilege of possessing or using a 

particular good or service. On the other hand, Stanton, Michael, and Bruce (1994) defined 

pricing as the entire amount of money or commodities needed to buy a certain 

combination of a specific product and the related services. Customers can choose from a 

variety of food and beverage options in cafés, with prices varying according to the quality 

of the products. In the café business, if the customer is willing to pay the price 

demonstrated, it becomes appropriate for consumer satisfaction and loyalty. Thus, pricing 

strategies in the café business must consider various elements such as costs, competitors' 

prices, market situation, and customer demand. To set a successful pricing strategy, café 

businesses should consider not only the price of their products but also the costs 

associated with products and services. By accounting for all these elements, café 

businesses can create a pricing strategy that will maximise profits, ensure customer 

satisfaction and loyalty, and outpace the competition. 

 

5.3 LIMITATION 

The process of finishing the research has been helpful and relevant throughout the 

entire study. However, there are some inescapable restrictions on allowing the research 

process to function properly.  

The first limitation is that some responders were unaware of the questionnaire. 

Therefore, the researcher should explain the questionnaire and how it is asked. In 

addition, some respondents said it took too long to complete the questionnaire. Since it 

takes between ten and fifteen minutes. 

Additionally, quite a few target respondents declined to respond to the 

questionnaire. Some of them may not be interested in the survey's topic and may believe 
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that participating in the survey will be a waste of time as a result, which might be one of 

the possible explanations. In addition, some of them may not want to divulge the 

information and believe that there is no benefit to them in responding to the questionnaire, 

so they choose not to respond.  

The other limitation of the study is the limited independent variables that are being 

tested. Other variables that can have an impact on customers' satisfaction with locally 

owned cafés are not taken into account in this study. The only three variables under test 

are fair pricing, physical environment, and service quality. This demonstrates that the 

research was not carried out completely and properly because it only pays attention to 

three variables. 

 

5.4 RECOMMENDATION  

5.4.1 Theoretical Recommendation for future research 

The variables studied in this study include customer satisfaction (the dependent 

variable), physical environment, service quality, and fair price (the independent 

variables), all of which significantly and favourably correlate with the dependent variable. 

Any other variable, such as price level, may be used by future study as an independent 

variable for suggestions. Customer satisfaction is positively correlated with the factors 

employed in the prior study that served as the thesis model for this investigation. The 

reason is the different behavior and acceptance towards owning a homegrown coffee 

shop. Future research should explore another framework influencing customer needs 

toward homegrown cafes in the tourism sector. In addition, from this, future researchers 

can get more information about customers. 
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5.4.2 Practical recommendation 

The current study may assist in developing practical recommendations for 

facilitation. Homegrown cafes better understand the critical importance of quality food 

and service. This is because researchers can get more information about customers from 

the database and owner perspective, which benefits the owner by enabling them to 

understand their customers' preferences and expectations better. Based on the findings, 

some implications and recommendations for cafe management can be obtained to 

improve customer satisfaction with the cafe's food and beverage services. First, 

management Cafes should establish a system for continuous training of cafeteria workers 

through custom programs designed specifically for them. Second, invest in improving the 

quality of settings, especially concerning the comfort of the sitting room. The last thing 

is management, particularly about them. Second, invest in improving the setting's area. 

The previous point is that management should devise strategies for appealing to different 

segments of millennials. 

 

5.4.3 Methodology Recommendation for future research  

This study still needs improvement for future studies. As a consequence, in order 

to improve the quality of the output from future investigations, several recommendations 

have been created. The first suggestion is that employing qualitative research 

methodologies would improve and increase the effectiveness of this investigation. This is 

because it may enable researchers to do future studies with more precise and high-caliber 

outcomes. The next step is for academics to distribute survey questions more officially if 

they are provided online. In addition, a letter of approval from the institution or superiors 

is required in order to conduct the study, along with questionnaires. For respondents to 
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feel confident and not be hesitant when responding to the questionnaires sent as the survey 

has been included along with the confirmation letter. It is recommended to choose 

respondents among millennials who come to the study place such as a homegrown cafe 

and submit questionnaires to respondents. The reviewer should go to the study site to 

meet with the respondents and submit the questionnaire to the respondents themselves. In 

this way, the researcher will obtain more accurate information as well as obtain the 

necessary information from the respondents that is suitable for the study being conducted.  

 

 

5.5 SUMMARY  

This study has used a Conceptual Framework Adapted from Michael Amaral 

(2015). It is making the conceptual framework and research hypotheses more clear. After 

learning about the influence of customer satisfaction among millennials at a café in Kota 

Bharu, a study of the literature was conducted for an independent variable. This involved 

researching the literature on customer satisfaction with the café and any past studies 

regarding millennials and their perceptions of customer service with the café. 

This study also proposed examining the factor influencing customer satisfaction 

(physical environment, service quality, and fair price) among millennials toward 

homegrown cafes in Kota Bharu. 

Based on the results, almost all the respondents. Most respondents are very 

interested in homegrown cafes around Kota Bharu. Respondents also agree that physical 

environment, service quality, and fair price) have a significant relationship with their 

satisfaction. They also enjoy the food provided at the homegrown cafe. 
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