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Abstract 
The purpose of this study is to empirically investigate the impact of service quality and customer satisfaction of a 
cafe at Johor Bahru, Malaysia. This research selected Starbucks as the target cafe and a modified SERVQUAL 
model tends to be used and analysed the customer satisfaction. Customer satisfaction is a function which uses to 
identify the relationship between the actual service performance and customer inner expectation. Hence, it is vital 
to analyse how the five dimensions of service quality tend to influence the overall customer satisfaction level in 
the cafe industry. In Malaysia, the cafe business is gradually expanding and it is significant for owner to clearly 
understand which qualities of services enable to stand out among other competitors and increase customer 
satisfaction. Data for this study were collected from a sample of 60 guests who live in Johor Bahru and had visited 
Starbucks. The collected data was analyzed using Statistical Package for Social Science (SPSS) version 28.0.0.0 
and Partial Least Squares (PLS-SEM) with SmartPLS version 3.3.3. The findings revealed that four dimensions 
which are tangibility, reliability, assurance and empathy positively influence customer satisfaction whereas, 
responsiveness does not have a significant impact. As a result, it is suggested for Starbucks to appropriately apply 
relevant specific tactics to enhance those components as well as customer satisfaction.  
 
Key words: Service Quality, Customer Satisfaction, Tangibility, Reliability, Responsiveness, Assurance, 
Empathy and SERVQUAL Model 
___________________________________________________________________________ 
 
Introduction 

 
As the demand for cafes and restaurants grows in Malaysia, more are being opened 

(Moorthy et al., 2016). Cafes and restaurants in the food and beverage industry place a premium 
on providing excellent customer service and continually improving service quality. In this 
competitive environment, providing high-quality service is the most important goal to keep the 
customer’s attention; otherwise, the customer would turn his preferences (Dani, 2014). To 
increase competitiveness, each company can be a pioneer by displaying their best products and 
being able to meet changing customer demands (Kotler, 2005). According to Ryu and Han 
(2010), one of the keys to gaining a competitive edge in market rivalry is focusing on 
strengthening long-term relationships between consumers and goods. As a result, one of the 
considerations that must be weighed in a business's long-term viability is service quality. 
Service providers must get the service correct by enhancing service delivery efficiency to meet 
consumer needs. Hence, it is important to gain a better understanding of how tangibles, 
reliability, responsiveness, assurance, and empathy impact on Starbucks’s consumers customer 
satisfaction in Malaysia. Superior service quality increases customer satisfaction and helps in 
attracting new consumers as well as retaining existing ones (Keiser, 1993).  

 
On the past study by Shanka (2012), the results of study shows service quality has 

positive impact on overall customer satisfaction. Empathy and responsiveness are the dominant 
determinants of customer satisfaction, followed by tangibility, assurance, and finally reliability. 
According to Bharwana, Bashir and Mohsin (2013), service quality is a critical factor in 
customer satisfaction. Tangibles, assurance, reliability and responsiveness are positively 
correlated with customer satisfaction. As a reference to the study of Khan and Fasih (2014), 
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service quality and all its dimensions have significant and positive association with customer 
satisfaction. Previously, there are less past research on the relationship between service quality 
and customers satisfaction of Starbucks’ consumers. It is very important to study which factors 
have a significant impact on customers satisfaction. However, there are also limited research 
in coffee shop industry in Malaysia. Thus, this research is studying on a more specific area 
which is in Johor Bahru, Malaysia. 

Literature Review 

SERVQUAL Model 

One of the most useful measurements of service quality is the dimensions from the 
SERVQUAL model. SERVQUAL model which is also known as the gap model was developed 
by a group of American authors, Parasuraman, Zeithaml and Berry (Parasuraman et al., 1985). 
They had created ten dimensions of the service quality by determining the similar criteria in 
the evaluation of customers. Originally 10 dimensions of service quality included reliability, 
responsiveness, competence, access, courtesy, communication, credibility, security, 
understanding the consumer, and tangibles. In 1988, Parasuraman, Zeithaml and Berry found 
that these ten dimension were overlapped with each other and they reduced the dimension to 
five which included reliability, responsiveness, empathy, assurances and tangibles 
(Parasuraman et al., 1985). SERVQUAL model has been proposed by many researchers as the 
most prominent and widely used measurement tool for service quality (Chadha & Kapoor, 
2009). Based on previous researches, SERVQUAL theory has been applied to a variety of 
studies in the service sector, including hotels (Al-Rousan & Mohamed, 2010), tourism 
(Movafegh & Movefegh, 2013), and hospitals (Mostafa, 2005). These studies suggest that 
service quality and customer satisfaction are key factors of service industry.  

Tangibility 

The appearance of physical factors such as the apparatus and facilities provided by a 
service firm is considered as tangibility of service quality. Wakefield et al. (1999) indicated 
that service providers can enhance the level of customer satisfaction through effective design 
and maintenance of the tangible service environment. The design and layout of a dining room 
can enhance the pleasure and satisfaction of the dining experience (Ryu & Jang, 2008). Caro 
and Roemar (2006) stated that physical environment and personal interaction has impact on 
consumer satisfaction in the British travel and tourist business. According to Oberoi and Hales 
(1990), tangibility has a significant impact on customer satisfaction. 

H1: There is a positive relationship between tangibility of service quality and customer 
satisfaction.  

Reliability 

According to Yang and Fang (2004) reliability consists of accuracy in order fulfilment, 
accuracy in record keeping, accuracy in quotation, accuracy in billing, and accuracy in 
commission calculation keep the service promising to the customer. Ibáez et al. (2006) 
examined the relationship between service quality dimensions and customer satisfaction. They 
discovered a significant relationship between service reliability and customer satisfaction. 
Samen et al. (2013) pointed out that reliability dimension of SERVQUAL has the highest 
impact on customer satisfaction in Greek Cypriot banking industry.  
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H2: There is a positive relationship between reliability of service quality and customer 
satisfaction.  

Responsiveness 

Parasuraman et al. (1988) defined responsiveness as the willingness to help customers 
and provide prompt service. Waiting may cause tension, boredom, anxiety, and irritation, 
resulting in a psychological cost that has an impact on service quality and satisfaction. 
(Carmon, Shanthikumar & Carmon, 1995; Kumar, Kalwani & Dada, 1997) As a result, 
companies must be more responsive in their delivery handling and in offering more immediate 
resolution to customer problems, concerns, or grievances as customers demand greater 
convenience. (Berry, Seiders & Grewal, 2002). Moreover, the result of Ravichandran et al. 
(2010) indicates responsiveness is the only significant dimension of service quality that affects 
the satisfaction of customers positively.  

H3: There is a positive relationship between responsiveness of service quality and customer 
satisfaction.  

Assurance 

According to Shanka (2012), assurance refers to diverse feature that provide confidence 
to customers such as the firm’s specific service knowledge, polite and trustworthy behaviour 
of employees. It is assumed that if financial institution employees behave in a trustworthy 
manner, customer loyalty would increase significantly. (Khan & Fasih, 2014). In addition to 
tangibles and responsiveness, Parasuraman et al. (1988) has described assurance as a 
significant dimension of service quality. They propose that all of these dimensions significantly 
enhance customer satisfaction. According to the findings, assurance of service quality 
dimension ranked first as the most important factor impacting consumers' satisfaction with 
restaurant service quality (Lee & Hing, 1995). 

H4: There is a positive relationship between assurance of service quality and customer 
satisfaction.  

Empathy 

Empathy is defined as paying more attention to and caring about someone or particular 
things. According to Al-Marri et al. (2007), customers may remain dissatisfied with service 
quality if a gap in empathy is leftIt keeps consumers happy and, in the long run, acts as a 
significant indicator of the organization's financial success. Wieseke et al. (2012) examined the 
effect of empathy on customer satisfaction and the role of empathy in service quality. 
According to research, customers who are treated emphatically are more likely to return and 
forgive any errors that may arise (Wieseke et al., 2012). Iglesias and Guillén (2004) discovered 
a positive and significant relationship between empathy and customer satisfaction. . It was also 
established by Al-Marri et al. (2007) that customer satisfaction is significantly impacted by 
empathy. 

H5: There is a positive relationship between empathy of service quality and customer 
satisfaction.  

Customer satisfaction 
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Customer satisfaction is a term that is used often in a variety of areas, including 
marketing and finance. (Fornell & Larcker, 1981). Customer satisfaction is defined as “the 
individual’s perception of the performance of the products or services in relation to his or her 
expectations” (Schiffman & Karun, 2004). According to Ojo (2010), if the perceived 
performance is less than expected, customers will be dissatisfied. On the other hand, if the 
perceived performance exceeds expectations, customers will be satisfied. Ali and Raza (2015) 
stated that satisfied customer will share his or her positive experience with others and became 
a source of word of mouth advertising. On the other hand, dissatisfied customers spread 
negative word of mouth and are more likely to switch brands or products.  Raza et al. (2015) 
studied customer satisfaction and service quality dimensions. According to the findings, 
customer satisfaction can better predicted through service quality dimensions. 

 

 
 

 

 
 
 
 
 
 
 

Figure 1: Conceptual Framework 

Research Methodology  
 

Research Design  
 

Since the study involves an overview of the service quality dimensions that impact 
customer satisfaction among Starbucks’s customers in Malaysia, the research took a 
quantitative approach. Daniel (2016) pointed out that quantitative research is to study system 
phenomena by collecting quantifiable data and applying statistics, mathematics or calculation 
techniques. The reason of choosing quantitative approach is because the relationships between 
variables can be statistically checked, which necessitated a quantitative approach as well as 
hypothesis testing in order to assess the relationship. Dudovskiy (2018) claims that quantitative 
methods are more comfortable to implement than qualitative methods and can be applied in a 
shorter period. In addition, the quantitative findings are likely to be generalized to a whole 
population or a sub-population because it involves the larger sample which is randomly 
selected (Carr, 1994). 

Population, Sample and Sampling Procedures  

The aim of this study is to examine how service quality impacts on customer 
satisfaction among Starbucks customers in Malaysia. As a result, the study's target respondents 
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would be people who have visited Starbucks in Malaysia and they are staying in the area 
chosen, which is Johor Bahru. A survey approach was used to perform this analysis in order to 
analyse the relationship between the service quality and customers satisfaction. The “10-times 
rule” is a commonly used minimum sample size estimation approach based on the premise that 
the sample size should be greater than 10 times the model’s maximum number of variables 
(Kock & Hadaya, 2016). As a result, the sample size for this analysis is expected to be 80 
respondents, which is higher than the 50 respondents after ten iterations with the five variables. 
Then, in order to obtain the sampling data for this analysis, questionnaires will be distributed 
to the target respondents. According to Saunders (2003), the most popular non-probability 
sampling methods are including convenience sampling, judgment sampling, and quota 
sampling. According to Taherdoost (2016), convenience sampling is the easiest method, as 
respondents choose based on their availability and willingness to participate in the analysis. 
Due to time and cost constraints, convenient sampling is used to overcome all these problems 
because it is cheap and easy compared with other sampling methods.  

Research Instruments and Questionnaire  

In this study, questionnaire is the research instrument that used to collect data from the 
respondents. Google Forms will be used to develop the questionnaires, which will then be 
delivered online. Online questionnaires will be distributed by sharing links on social media 
such as Facebook, Instagram and WhatsApp. Structured questions are used to conduct the 
survey. According to Bryman and Bell (2003), closed questions have the following advantages: 
they are simple to process; they improve the comparability of answers; and they make it easier 
to demonstrate the relationship between variables. The questionnaire was divided into three 
parts and it contained a total of 28 questions. Section A includes questions about the 
respondents’ personal profiles, such as gender, age, frequency of visits and purpose of visit. 
The SERVQUAL questionnaire (Appendix), which consists of 20-item statements relating to 
the five service quality dimensions of tangibles, reliability, responsiveness, assurance and 
empathy is included in the section B. Section C evaluates the customer satisfaction of the 
respondents. This study uses 5-point Likert scale to analyse the impact of service quality on 
customers satisfaction of Starbucks among the respondents in Johor Bahru, Malaysia. 
Furthermore, there are five point Likert scale, namely, 1=strongly disagree; 2=disagree; 
3=neutral; 4=agree and 5=strongly agree which are used to express how much the respondents 
agree or disagree towards each question that asked in the questionnaires.  

Data Analysis and Findings  

Partial Least Squares (PLS-SEM) with SmartPLS (Version 3.3.3) and Statistical 
Package for Social Sciences (SPSS) version 28.0.0.0 software were used to analyse the 
collected data. SPSS was used to analyse the relevant descriptive statistics whereas, SmartPLC 
was applied to investigate the relationship between service quality (tangibility, reliability, 
responsiveness, assurance and empathy) and customer satisfaction.  

Descriptive Analysis: Demographic Profile of Respondents  

The results of the overall demographic profile of respondents which have collected 
from the answered questionnaires are shown in Table 1. It includes the respondents’ age, 
gender, the purpose of visits and frequency of visits of the respondents. From Table 1, it 
indicates that 56.67% of male respondent and 44.33% of female respondent, which further 
describes that in this research, female respondent is having higher response rate in this research. 
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Followed by the analysis of age; from the overall 60 sets of respondents’ feedbacks, 56.67% is 
in the range of age between 18-25-year-old, which represents the highest response rate; 16.67% 
ranks at second highest response rate which is the age group of between 36-45-year-old; 
followed by 15% for 26-35-year-old and 8.33% for 46-55-year-old. The least percentage of 
respondent is 3.33%, which is the age group of 56 and above and only two respondents 
answered in this research. For the frequency of visits, respondents who visits less than 4 times 
meet the highest percentage of 48.33; followed by 41.67% for more than 5 times. Moreover, 
frequency to visits in 4 times is contributed 8.33% of respondents. The least percentage of 1.67 
is represents one respondent who had the visit frequency 5 time a month. The purpose of visit 
in this research, represents the last question of the section A of the questionnaire, relaxation 
achieved the highest response rate of 41.67%; followed by socializing 30% and 23.33% for 
spending one’s free time. The least percentage of respondent is 5%, which is business.  

Table 1: Demographic Profile of Respondents 
Background Categories Frequency Percentage (%) 

Gender Male 34 56.67 
 Female 26 44.33 

Age 18-25 34 56.67 
 26-35 9 15.00 
 36-45 10 16.67 
 46-55 5 8.33 
 56 and Above 2 3.33 

Frequency of visits 
(Monthly) 

Less than 4 times 29 48.33 

 4 times 5 8.33 
 5 times 1 1.67 
 More than 5 times 25 41.67 

Purpose of visits Relaxation 25 41.67 
 Socializing 18 30.00 
 Spending one’s free time 14 23.33 
 Business 3 5.00 

Reliability Test  

As reference from research methodology, Cronbach’ Alpha Coefficient and Composite 
Reliability are the indicators which represent the reliability of the data collection in this 
research and according to Hair et al. (2017), the value of composite reliability and Cronbach 
Alpha are > 0.70 and 0.60 are acceptable. Based on Table 2, the Cronbach’s Alpha value for 
tangibility is 0.822, reliability is 0.824, responsiveness is 0.795, assurance is 0.870, empathy is 
0.866 and customer satisfaction is 0.851. The Composite Reliability value for tangibility is 
0.882, reliability is 0.883, responsiveness is 0.867, assurance is 0.911, empathy is 0.909 and 
customer satisfaction is 0.900. The Cronbach’ Alpha Coefficient for the variables is at the range 
from 0.795 to 0.870 and the Composite Reliability for the variables is at the range of 0.867 to 
0.911. Both results indicate the good reliability test in this research.  
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Table 2: Cronbach’s Alpha Reliability Test 
Variables Number of Item Cronbach’s Alpha Composite Reliability (CR) 
Tangibility 4 0.822 0.882 
Reliability 4 0.824 0.883 
Responsiveness 4 0.795 0.867 
Assurance 4 0.870 0.911 
Empathy 4 0.866 0.909 
Customer 
Satisfaction 

4 0.851 0.900 

Construct Validity  

In this section of the validity test, Smart PLS has been used to generate two components 
of the validity test to evaluate the validity of the data sets used in this study. Convergent and 
discriminant validity are the two components of a construct validity test. Convergent validity 
is a parameter used in sociology, psychology, and other behavioural sciences to indicate the 
degree to which two measurements of variables that should be related theoretically are actually 
related (Taherdoost, 2016). Discriminant validity is the opposite; it entails demonstrating a lack 
of or an extremely low correlation among different constructs (Kinnear & Taylor, 1996). Both 
results of the test would be further interpreted at the following.  

Convergent Validity  

As from the results shown in Table 3, the average variance extracted (AVE) is presented 
to examine the accuracy of convergent validity. As reference to Hair et al, (2010) the indicator 
of AVE value shall be more than 0.50 to have the positive relationship and represent the 
construct validity is valid in the research. According to the results analysed in this research, 
Table 3 below indicates the AVE for tangibility is 0.651, reliability is 0.655, responsiveness is 
0.620, assurance is 0.719, empathy is 0.713 and customer satisfaction is 0.692. In summary, 
the range of AVE for all variables is from 0.620 to 0.719 which is more than 0.50 and fulfil the 
positive relation and represent the validity of data collection in this research. Furthermore, the 
range of each item loading results for tangibility is between 0.783 and 0.820, reliability is 
between 0.786 and 0.855, responsiveness is between 0.686 and 0.851, assurance is between 
0.785 and 0.889, empathy is between 0.834 and 0.859 as well as customer satisfaction is 
between 0.773 and 0.900. Each loading items can be explained to have a positive relationship 
when the result of more than 0.5 are presented (Hair et al., 2010). Based on Table 3, the range 
of each loading items was shown between 0.686 and 0.900 which revealed the acceptable value 
was computed. Consequently, convergent validity is clearly studied in this research.  
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Table 3: Results of Measurement Model for Convergent Validity 
Construct Items Loadings AVE CR 
Tangibility T1 0.806   
 T2 0.820   
 T3 0.819 0.651 0.882 
 T4 0.783   
Reliability R5 0.790   
 R6 0.786   
 R7 0.855 0.655 0.883 
 R8 0.804   
Responsiveness RES9 0.790   
 RES10 0.814   
 RES11 0.686 0.620 0.867 
 RES12 0.851   
Assurance A13 0.850   
 A14 0.865   
 A15 0.889 0.719 0.911 
 A16 0.785   
Empathy E17 0.847   
 E18 0.839   
 E19 0.859 0.713 0.909 
 E20 0.834   
Customer 
Satisfaction 

CS21 0.773   

 CS22 0.830   
 CS23 0.900 0.692 0.900 
 CS24 0.819   

Discriminant Validity  

This research used the Fornell-Larcker Criterion to analyse and validate the 
discriminant validity. According to Fornell and Larcker (1981), the indicators should load 
higher result in the research than other variables in the model and the average variance shared 
between each variable and its measure should be greater than the variance shared between the 
variables and other variables in the model. Based on Table 4, the Fornell – Larcker criterion 
for tangibility is 0.807, reliability is 0.809, responsiveness is 0.788, assurance is 0.848, empathy 
is 0.845 and customer satisfaction is 0.832, which the results of this research fulfil the 
discriminant validity required under the reference of Fornell and Larcker (1981).  

 

 

 

 

 



Journal of Arts & Social Sciences  
Vol 5, Issue 1, 49-68 (2021) 
 

57 
 

Table 4: Fornell-Larcker Criterion for Discriminant Validity 
Construct Assurance Customer 

Satisfaction 
Empathy Reliability Responsiveness Tangibility 

Assurance 0.848      

Customer 
Satisfaction 

0.811 0.832     

Empathy 0.798 0.821 0.845    

Reliability 0.753 0.795 0.740 0.809   

Responsiveness 0.733 0.624 0.691 0.607 0.788  

Tangibility 0.786 0.805 0.801 0.775 0.622 0.807 

Path Coefficient and Hypotheses Testing  

The path coefficient analysis is examined by using the software of Smart PLS. R square 
represents the variance indicator between dependent and independent variables, higher the 
indicator represents the higher relationship of the variables. Based on Figure 2 and Table 5, the 
R Square value was 0.788 which commented that 78.8% of the variance in the customer 
satisfaction can be explained by the five dimensions of service quality, namely, tangibility, 
reliability, responsiveness, assurance, and empathy. As reference to the Figure 2 and Table 5, 
the Beta (β) value for tangibility is 0.181, reliability is 0.257, responsiveness is -0.057, 
assurance is 0.269 and empathy is 0.311; which further elaborate that all these independent 
variables are significantly drawing the impact on the dependent variable, as according to Hair 
(2011), Beta (β) value above 0.10 indicates significant relationship impact on dependent 
variable. Furthermore, from the results as seen from the Figure 2 and Table 5, the t-value and 
p- value for tangibility are 1.696 and 0.045, reliability are 1.681 and 0.047, assurance are 2.127 
and 0.017 as well as empathy are 2.337 and 0.010, which represent the positive relation impact 
to customer satisfaction, as according to Hair et al. (2017), t-value > 1.645 and ρ-value < 0.05 
represent the positive relationship between independent variables and dependent variable. 
However, responsiveness indicates the different results in this research, the t-value is 0.605 and 
the p-value is 0.273, which represent no positive relation impact to customer satisfaction. 
Therefore, this implies to the results of supporting the hypotheses developed earlier where 
H1,H2, H4 and H5 are supported and H3 is not supported in this research. According to the 
results presented in Figure 2 and Table 5, empathy established the most factor or impact to the 
customer satisfaction in this research. The Beta (β) value of 0.311 which is the highest value 
among other variables and its t-value of 2.337 and p-value of 0.010 represent the most 
significant influence on customer satisfaction as compared to the other positive impact 
variables, namely tangibility, reliability and assurance.  
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Figure 2: Structural Framework 

Table 5: Path Coefficients and Hypotheses Testing 
Hypotheses Relationship Std. 

Beta 

T Value P Value Decision R 
Square 

H1 Tangibility -> 
Customer 

Satisfaction 

0.181  1.696 0.045 Supported  

H2 Reliability -> 
Customer 

Satisfaction 

0.257 1.681 0.047 Supported  

H3 Responsiveness 
-> Customer 
Satisfaction 

-0.057 0.605 0.273 Not 
Supported 

0.788 

H4 Assurance -> 
Customer 

Satisfaction 

0.269 2.127 0.017 Supported  

H5 Empathy -> 
Customer 

Satisfaction 

0.311 2.337 0.010 Supported  
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Discussion  

H1: There is a positive relationship between tangibility of service quality and customer 
satisfaction.  

The first research objective is to examine the relationship between tangibility and 
customer satisfaction of Starbucks’s consumers in Johor Bahru, Malaysia. Table 5 revealed 
that tangibility has a significant relationship to customer satisfaction of Starbucks’s consumers 
in Johor Bahru, Malaysia which the Beta value of β = 0.181, p < 0.05, t >1.645. It indicates 
that the customer satisfaction of Starbucks’s consumers in Johor Bahru will be influenced by 
tangibility. Asides from this, the finding also obtained the same results with some previous 
studies which had conducted by Dalia, Hesham, Elham and Osman (2016), Omar, Ariffin and 
Ahmad (2016), Mohani, Mohd Khairi and Mastora (2015), Murad and Ali (2015), Adewale, 
Samuel, Moradeke and Adegoke (2015), Rozkee, Jaafar and Jalal (2016) as well as Aftab, 
Sarwa, Sultan and Qadeer (2016). 

 
According to Mohani, Mohd Khairi and Mastora (2015), company’s tangible attributes, 

such as its physical appearance, equipment, personnel, and communication materials, are 
critical components that lead to customer satisfaction. Moreover, Murad and Ali (2015) 
revealed that there are a lot of things despite quality of food the customer observed such as 
adequate lighting, seating arrangements and location of the cafeteria. The cafeteria’s location 
is the most significant factor that customers consider. Customers are attracted to the proper and 
adequate location with parking arrangements. Adewale, Samuel, Moradeke and Adegoke 
(2015) stated that facilities such as parking lots and attractive building exteriors are important 
to increase customer satisfaction with the services they deliver. Furthermore, management 
should ensure that their employees are properly dressed and presentable. As a result, tangibility 
has a positive relationship to customer satisfaction. Thus, Starbucks is required to strengthen 
its components of tangibility by paying attention to the physical appearance of its building, 
internal facilities, equipment to ensure that they completely meet the customers’ expectations, 
and employees is provided with a well-looking uniform to ensure that they always look good 
and professional when dealing with customers. Tangibility is capable to build a high level of 
customer satisfaction. Then, the results revealed that H1 is supported.  

H2: There is a positive relationship between reliability of service quality and customer 
satisfaction.  

The second research objective in this study is to examine the relationship between 
reliability and customer satisfaction of Starbucks’s consumers in Johor Bahru, Malaysia. Table 
5 revealed that reliability has significant positive relationship customer satisfaction of 
Starbucks’s consumers in Johor Bahru, Malaysia which the Beta value of β = 0.257, p < 0.05, 
t >1.645 are showed. It indicates that the customer satisfaction of Starbucks’s consumer in 
Johor Bahru will be influenced by reliability. Therefore, the stated research objective and 
research question are attained. In addition, the finding also obtained the same results with some 
past studies which had been done by Dalia, Hesham, Elham and Osman (2016), Aftab, Sarwa, 
Sultan and Qadeer (2016) and Rozkee, Jaafar and Jalal (2016). 

 
According to Rozkee, Jaafar and Jalal (2016), reliability has important relationship with 

customer’s satisfaction, cafeteria should provide prompt and competence service to their 
customers. This includes the staff’s ability to manage customers’ orders and complaints 
accurately and competently. The staff’s sensitivity to customers’ requests with professionalism 
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would also ensure reliability for high level of service quality. Then, the results revealed that 
H2 is supported. 

H3: There is a positive relationship between responsiveness of service quality and customer 
satisfaction.  

The third research objective in this study is to examine the relationship between 
responsiveness and customer satisfaction of Starbucks’s consumers in Johor Bahru, Malaysia. 
Table 5 revealed that responsiveness has no significant relationship to customer satisfaction of 
Starbucks’s consumers in Johor Bahru, Malaysia which the Beta value of β = -0.057, p > 0.05, 
t <1.645 are showed. It indicates that customer satisfaction of Starbucks’s consumer in Johor 
Bahru will not be affected by responsiveness. Hence, the stated research objective and research 
question are not attained. In fact, there are three past studies which had been done by Dalia, 
Hesham, Elham and Osman (2016), Omar, Ariffin and Ahmad (2016) and Rozkee, Jaafar and 
Jalal (2016) are also resulted in a similar finding regarding to responsiveness tends to contribute 
less impact to the customer satisfaction. 

 
Omar, Ariffin and Ahmad (2016) revealed that responsiveness is an important variable 

to increase customer satisfaction. Service provider should to be skilled in problem solving, 
providing prompt and efficient service, and providing excellent service. According to Paul 
(2015), if a service firm unable to apply responsiveness to reduce the total required time that 
customers spend receiving services, customers will be unsatisfied, which will have a negative 
influence and disadvantage for the company. As a result, Starbucks need to provide training to 
their employees to increase employee motivation, improve serving skills, possess positive 
attitude, clearer job perceptions, high service knowledge, and high awareness of corporate 
regulations. 

 

H4: There is a positive relationship between assurance of service quality and customer 
satisfaction.  

The fourth research objective is to examine the relationship between assurance and 
customer satisfaction of Starbucks’s consumers in Johor Bahru, Malaysia. Table 5 revealed 
that assurance has a significant relationship to customer satisfaction of Starbucks’s consumers 
in Johor Bahru, Malaysia which the Beta value of β = 0.269, p < 0.05, t >1.645. It indicates 
that the customer satisfaction of Starbucks’s consumers in Johor Bahru will be influenced by 
assurance. Asides from this, the finding also obtained the same results with some previous 
studies which had conducted by Dalia, Hesham, Elham and Osman (2016), Omar, Ariffin and 
Ahmad (2016), Adewale, Samuel, Moradeke and Adegoke (2015), Rozkee, Jaafar and Jalal 
(2016), Aftab, Sarwa, Sultan and Qadeer (2016). 

 
According to Dalia, Hesham, Elham and Osman (2016), customers of cafeteria pay 

more attention to the assurance variable of their service quality perception. Customers will trust 
and believe the cafeteria that the service provider is qualified to perform the service and to 
manage customers in a professional and competent way. It is critical for service providers to 
improve their assurance by becoming more welcome, polite, educated, and trustworthy during 
servings or transactions (Huam et.al). Starbucks should ensure that their employees are well-
qualified and experienced to provide high quality service in order to achieve high levels of 
customer satisfaction. Then, the results revealed that H4 is supported.  
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H5: There is a positive relationship between empathy of service quality and customer 
satisfaction. 

The last research objective in this study is to examine the relationship between empathy 
and customer satisfaction of Starbucks’s consumers in Johor Bahru, Malaysia. Table 5 revealed 
that empathy has a significant positive relationship to customer satisfaction which showed the 
Beta value of β = 0.311, p < 0.05, t >1.645. It indicates that the customer satisfaction of 
Starbucks’s consumers in Johor Bahru, Malaysia will be influenced by empathy. Therefore, 
the stated research objective and research question are attained. Besides that, the finding also 
obtained the same results with some previous studies which had conducted by Dalia, Hesham, 
Elham and Osman (2016), Omar, Ariffin and Ahmad (2016), Mohani, Mohd Khairi and 
Mastora (2015), Adewale, Samuel, Moradeke and Adegoke (2015), Rozkee, Jaafar and Jalal 
(2016) and Aftab, Sarwa, Sultan and Qadeer (2016). 

 
According to Dalia, Hesham, Elham and Osman (2016), customers of cafeteria expect 

the staff to provide them personalised and quality attention as well as being considerate of their 
problems. Empathy are considered more important to customers, and thus will be the key 
determinants of customer satisfaction. Furthermore, Huam, Seng, Thoo, Rasli and Abd Hamid 
(2011) stated that empathy is important for a cafeteria to provide a caring and personalized 
service to customers. If the customers of the cafeteria are not well treated or if the customers 
have any negative feelings about the staff, they would not return to the cafeteria once they leave 
the place (Rozkee et.al, 2016). Thus, service providers of Starbucks should strive to improve 
their empathy by offering more caring and personalised service to customers in order to achieve 
high level of customer satisfaction. Then, the results revealed that H5 is supported. 

 
 
 

Managerial Implication  

This research objective of this study is to examine the relationship between service 
quality and customers satisfaction of Starbucks’ consumers in Malaysia. From the data 
analysis, it showed that the four dimensions which are tangibility, reliability, assurance and 
empathy tends to affect the customer satisfaction. Therefore, it is important for Starbucks to 
emphasize on these four variables which have a positive relationship towards customer 
satisfaction of Starbucks’ consumers in Malaysia.  

 
This research indicates the dimension of tangibility would significantly influence the 

customer satisfaction of Starbucks’ consumers in Malaysia. Starbucks need to pay attention to 
the physical environment such as space, design, floor cleanliness, lighting and smell. Customer 
satisfaction is also influenced by the cafeteria’s atmosphere, which includes music and 
decorations that create a favourable image of the cafeteria in the minds of customers. Starbucks 
should maintain its physical environment in order to provide a unique customer experience that 
encourages customer to visit frequently. The implications of these findings suggest that the 
Starbucks should concentrate more on its tangibility and enhancing service quality, which can 
lead to higher levels of customer satisfaction. 

 
The second component which is vital for Starbucks to increase customer satisfaction of 

Starbucks’ consumers in Malaysia is reliability. It is important for Starbucks to be aware of 
customer expectation of reliability in order to perform the promised service dependably and 
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accurately. Customers will negatively affected by companies that do not provide the core 
service that they believe they are purchasing (UKEssays, 2018). If the delivered service meets 
the customers’ expectations and what Starbucks promised to deliver, it will result in high level 
of customer satisfaction. Starbucks should listen to the needs and wants of their customers by 
customer feedback. The manager can come out to visit with table to ask the customers how 
they experience has been. This help Starbucks to take an accounting of how well they are doing.  

 
Apart from this, this research indicates the dimension of assurance significantly related 

to the customer satisfaction of Starbucks’ consumers in Malaysia. It is important that 
employees possess knowledgeable skill to solve customers’ problems. Starbucks need to make 
sure that all of the employees have undergone the necessary training and are able to provide 
consistent service to the customers. It is the responsibility of the manager to train the employees 
in a way which they will strive to satisfy the customers.  

 
Empathy should be attentively concerned by Starbucks as it is the strongest factor in 

influencing the customer satisfaction which obtained the highest beta value among other 
components. The well-known proverb among those involved with restaurants is “The Customer 
is Always Right” (Posist, 2021). Any customer complaint or concern should be taken care of 
on a priority basis If any customers are dissatisfied with the service, the service provider should 
allow them to express their issues and listen carefully to what they have to say. Starbucks 
should put themselves in their consumers' shoes and strive to understand and provide their 
desired needs, then coming up with effective and efficient solutions. 

Recommendations for Further Research  

There are few recommendations for the future research that needs to be developed to 
ensure a better research tends to be studied in the future. Firstly, there is a significant need to 
increase the sample size used in the study as the total of 60 respondents are not able to represent 
for the whole target population. Secondly, the future researcher can emphasize on more than 
one cafeteria in Malaysia other than Starbucks and also apply this study into the other states in 
Malaysia in order to obtain more significant results through the comparison between few 
cafeteria. Lastly, the future researcher should create a questionnaire that may be provided in 
more than one language to ensure that respondents can easily comprehend the questions and 
provide accurate answers. 

Conclusion  

In conclusion, this research is aimed to examine the relationship between tangibility, 
reliability, responsiveness, assurance, empathy and customer satisfaction of Starbucks’s 
consumers in Johor Bahru, Malaysia. Based on the findings, the study showed that the customer 
satisfaction is significantly influenced by tangibility, reliability, assurance and empathy. 
However, responsiveness is not resulted to have a positive impact to customer satisfaction. In 
addition, empathy is the component that contributes most to the customer satisfaction. Hence, 
it is important for Starbucks to listen to their customers’ needs and wants in order to provide 
distinctive customer experience which can lead to increasing the level of customer satisfaction. 
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APPENDIX (QUESTIONNAIRES) 

Factors 

In this section, respondents are asked to choose on the extent to which they agree, or disagree 
with each statement using 7 Likert scale: 
1=strongly disagree; 2=disagree; 3=neutral; 4=agree and 5=strongly agree 

No. Questions Strongly 
Disagree  

Disagree  Neutral  Agree  Strongly 
Agree  

  1 2 3 4 5 
5 There are modernized and 

professional equipment and 
facility in the cafe. 

     

6 The cafe responds has bright and 
clean facility and appearance. 

     

7 Dress and appearance of service 
staffs in the cafe are neat. 

     

8 Atmosphere of the cafe is 
comfortable. 

     

9 Service staffs can make efforts to 
assist with customers' problems. 

     

10 After customers finish the meals, 
the amounts on the bills are 
accurate 

     

11 Service staffs of the cafe precisely 
serve customers with food 
ordered. 

     

12 Service provided by the cafe can 
be accomplished punctually. 

     

13 Service staffs of the cafe can 
immediately respond to my needs 
and questions. 

     

14 Service staffs are not too busy to 
immediately respond to customers' 
demands. 

     

15 Service staffs can immediately 
provide the service I need. 

     

16 The cafe responds to customers' 
special or extra needs. 

     

17 Service staffs kindly solve all 
problems encountered by 
customers. 
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18 Service staffs of the cafe can 
provide responsible service. 

     

19 Service staffs have sufficient 
professional knowledge to 
respond to customers' questions. 

     

20 The cafe provides comfortable and 
relaxing service for customer. 

     

21 Service staffs actively provide 
individual care and service for 
customers. 

     

22 Service staffs make efforts to 
assist with problem solving. 

     

23 Service staffs can precisely 
analyze customers' needs and 
provide proper service. 

     

24 The cafe treats customers’ benefits 
as the priority. 

     

Customers satisfaction  

In this section seeks to evaluate satisfaction of respondents. Respondents are asked to choose 
on the extent to which they agree, or disagree with each statement using 7 Likert scale: 
1=strongly disagree; 2=disagree; 3=neutral; 4=agree and 5=strongly agree 

No. Questions Strongly 
Disagree  

Disagree  Neutral  Agree  Strongly 
Agree  

  1 2 3 4 5 
25 Overall, I am satisfied with the 

cafe. 
     

26 Satisfied with the decision to visit 
this cafe. 

     

27 I say positive things about the cafe 
to other people. 

     

28 This cafe is always my priority 
choice. 

     

 

 

 

 
 


