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A Conceptual Model and Propositions : Servicescape Influencing

on Behavioral Intention in Context of Coffee Shop
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customer satisfaction as mediated variables.
In this article, the following propositions were
presented: the coffee shop's servicescape
influencing on the store image, the coffee
influencing on

shop's servicescape

customers’ behavioral intention, the coffee
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intention, the store image influencing on
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Abstract

This paper presented a conceptual
model of the study of servicescape
influencing on behavioral intention in context

of coffee shop by having the store image and
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behavioral intention. Consequently, research

implications  for future researches were
proposed such as studying the impacts of
servicescape toward customers’ patronage
intention and studying servicescape for the

purpose of working space purpose, etc.

Keywords : Servicescape, Store image,
Customer satisfaction, Behavioral

intention, Coffee shop
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