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ABSTRACT 

 
          The purpose of this study were ( 1 ) To explore the Cambodian people’s in 

Phnom Penh. As such product quality, service quality, brand innovation and physical 

environment, the coffee shop. ( 2 ) To explore the impact of (Independent variable), 

product quality, service quality, brand innovation, physical environment, on the 

Cambodian People’s (dependent variable), on customer loyalty and found towards the 

coffee shop. 

         The research was based on primary data collected by using questionnaires. The 

180 sample were randomly selected. The mean, standard deviation, and multiple 

regression analysis in the used for data analysis and hypothesis testing.     

It was found that the factors which influenced the Cambodian’s loyalty to were 

the service at coffee shop in Phnom Penh were service quality and physical 

environment.  

Keywords: Product quality, Service quality, Brand innovation, Physical environment, 

customer loyalty.  



	

	

v 

ACKNOWLEDGEMENT 

 

          Firstly, I would like to express my gratitude to Asst. Prof. Dr. Kasemson 

Pipatsirisak who is my advisor for this research for all his time, effort, patience and 

encouragement He supported to conduct how to process with this research through 

using his excellent experience. it’s very thankful to him and especially he is very kind 

and deep in understanding of Independent Study. In addition, he spends valuable time 

for sharing me with the good ideas and research method to improve my work process 

until it is done. If not so, I will not get successful for this independent study because it 

is not easy to run it.   

          Secondly, I also would like to express many thank to my family and my god-

sister for continuously supporting budget, guidance, encouragement. Moreover, I 

would like to thank the temple providing place to stay during my study. and also my 

friends who have encouraged me to study hard until graduating. These activities make 

me are forgettable for their kindness. I am also thank all professors, lecturers, and 

staffs of Bangkok University. They give valuable knowledge to me. 

          Finally, I deeply appreciate and send my gratitude to closed MBA classmates 

for their cooperation on my task and success.   

 

 



	

vii 

    

TABLE OF CONTENTS 
Page 

ABSTRACT .................................................................................................................. iv	

ACKNOWLEDGEMENT ............................................................................................. v	

LIST OF TABLES ...................................................................................................... viii	

LIST OF FIGURES ...................................................................................................... ix	

CHAPTER 1: INTRODUCTION .................................................................................. 1	

1.1 Background of Research .............................................................................. 1 

1.2 Statements of Research ................................................................................ 2 

1.3 Summary of Research Study ........................................................................ 3 

1.4 Purposes of Study ........................................................................................ 3 

1.5 Contribution of Study .................................................................................. 4 

CHAPTER 2: LITERATURE REVIEW ....................................................................... 5	

2.1 Product Quality ............................................................................................ 5 

2.2 Service Quality ............................................................................................. 6 

2.3 Brand Innovation ......................................................................................... 6 

2.4 Physical Environment .................................................................................. 7 

2.5 Customer Loyalty ......................................................................................... 8 

2.6 The Relationship between Product Quality, Service Quality, Brand 
Innovation, and Physical Environment, and Customer Loyalty ................................. 9 

2.7 The hypothesis: .......................................................................................... 11 

 
 
 
 
 
 
 
 



	

vii 

TABLE OF CONTENTS (Continued) 
Page 

CHAPTER 3: RESEARCH METHODOLOGY ......................................................... 13	

3.1    Research Design ...................................................................................... 13 

3.2    Research Instrument ................................................................................ 13 

3.3 Measurement of Instrument ....................................................................... 16 

3.4 Population and Sample .............................................................................. 17 

3.5 Data Analysis ............................................................................................. 18	

CHAPTER 4: RESEARCH FINDING ........................................................................ 20	

4.1 Data Analysis ............................................................................................. 20 

CHAPTER 5: DISCUSSION ....................................................................................... 34	

5.1 Conclusion and Discussion ........................................................................ 34 

5.2 Conclusion ................................................................................................. 35 

5.3 Discussion .................................................................................................. 36 

5.4 Recommendations for Managerial Implication ......................................... 36 

5.5 Recommendation for Future Research ....................................................... 37	

BIBLIOGRAPHY ........................................................................................................ 39	

APPENDIX .................................................................................................................. 47 

BIODATA …………………………………………………………………………...54 
 
LICENSE AGREEMENT …………………………………………………………...55 
 
 



 

	

viii 

LIST OF TABLES  

Page 

Table 3.1: The range of mean interpretation: ............................................................... 16	

Table 3.2: illustrated that each parts of the questionnaire  

had accepted value of the Cronbach’s alpha coefficient.  

                  The results indicated that the questionnaire had an acceptable 

reliability value which was equal to or more than 0.7 (reference). ............ 17	

Table 3.3: The locations of data collection .................................................................. 18	

Table 3.4:  Summary of descriptive statistics for data analysis ................................... 19	

Table 4.1:  Summary of demographic data (n = 11) .................................................... 21	

Table 4.3:  Mean and standard deviation of attitudes toward product quality ............. 27	

Table 4.4: Mean and standard deviation of attitudes toward service quality ............... 28	

Table 4.5: Mean and standard deviation of attitudes toward brand innovation ........... 29	

Table 4.6: Mean and standard deviation of attitudes toward physical environment ... 30	

Table 4.7: Mean and standard deviation of attitudes toward customer loyalty ........... 31	

Table 4.8:  The relationship between independent variable and dependent variable .. 32	

Table 4.9: Summary of hypothesis testing. .................................................................. 33 

 

 



 

	

ix 

LIST OF FIGURES 

Page 

Figure 1.1: The relationship between independent variable and dependent variable  

                   …………………………………………………………………………...12 

 

	



 

	

1 

CHAPTER 1 

INTRODUCTION 

     

1.1 Background of Research 

At the present, the trend of coffee drinking become popular in Phnom Penh 

city, according to the change of social structure of Cambodian people’s lifestyle. 

Therefore, there are a lot of coffee shops competitor operating in Phnom Penh. It is 

very economy for those coffee shops to find the things that can motivate people to use 

their service in order to market the business arrival for long time. This present 

economic research world Like to finds the new factors in terms of product quality, 

service quality, brand innovation, and physical environment that have the impacts on 

Cambodian People’s customer loyalty the benefits of the study are expected for the 

coffee shops in Phnom Penh, in applying the findings to equate the appropriate 

strategies and are it for business sustainability at the present time and in the future. 

The market has become expanded currently and continuously every year, furthermore, 

with the increase of trendy consumer bolstered by breakfast, lunch and dinner times 

rapid adoption of foreign ways life, coffee products and similar drinking are on high 

demand among young and citizens, including expatriates who work and stay in 

Phnom Penh, giving rise to the increasing needs for attractive and comfortable coffee 

shop setting where trendy consumers can enjoy talking with families, and friends for 

coffee food & beverage. In Phnom Penh, Cambodia has a lot of coffee shop that are 

highly concerned at the top market for upscale and trendy coffee shop.  
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1.2 Statements of Research  

The currently research on business in Cambodia is relatively thin, and there is 

a significant knowledge gap surrounding consumer behavior currently. However, this 

dose not explain about product quality, service quality, brand innovation, and 

customer loyalty affecting customer loyalty. Because of this, it is not possible to 

determine from the current research what affect customer loyalty has on the opinions 

of repeat customer purchases in Cambodia coffee shops. however, there are models of 

consumer behavior and branding available in the existing literature.  

This will offer insight into customer loyalty in Cambodia consumer market. 

This research would be generalizable to external markets, which will help expand 

knowledge about these coffee shop markets. In a more general sense, it will help to 

determine the finding that are useful for describing Cambodian consumer behavior 

through the coffee shops operation. Many theories a previous researcher mentioned 

about the product quality, service quality, brand innovation, physical environment and 

customer loyalty.  

For example, According to a (Korean media report), (2014), Dana Longlois, ( 

2017), Owner of Java Café, (2016), explained about the characterization of product 

quality and its effect on customer loyalty. Moreover, (Emil Kastrup/The Cambodia 

Daily), ( 2017 ); (Rami Sharaf, CEO of RMA),( 2012 ), Established,(2009); discussed 

about service quality and its effect to customer’s impact of using service, 7 Makara 

Sky Bridge,  (2017  ),K.E Café IFL2016,  Established,( 2009),  explained that product 

innovation  is one of the marketing incentive  that  can encourage people to use the 
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service again. While Sisowath Quay, ( 2011),PTT Gas Staions, ( 2014 ),Nak Kvorn, 

(2014 ).  discussed about how physical environment influences customer’s decision to 

buy the specific product now in the future.  

 

1.3 Summary of Research Study 

           A mentioned above, the researcher world like to study the impact of product 

quality, service quality, brand innovation, and physical environment on customer 

loyalty. This in became the researcher and other people can enhance the knowledge 

about this relationship. Moreover, the finding of this research world be applied for 

business formulation and development in setting the product strategies the customer 

and business it self in the future. 

 

1.4 Purposes of Study 

The purposes of this study were demonstrated as follows: 

1) To explore the Cambodian people in Phnom Penh toward. As such;  

Product Quality, Service Quality, Brand innovation and Physical Environment, the 

coffee shop.  

2) To explore the impact of (Independent variable), Product Quality, Service 

Quality, brand innovation, Physical environment, on the Cambodian People’s 

(Dependent Variable), on Customer loyalty and found towards the coffee shop. 
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1.5 Contribution of Study 

Regarding the economic findings of this study, they will explain about: (1) 

How the Cambodian people’s precious about? (2)  What are relationship among? 

In addition, the research Findings will be applied for establishing marketing strategies 

of the coffee shop business in Phnom Penh for their sustainability in the future. Those 

of which strategies may include product innovation strategy, product quality, service 

quality, brand innovation, physical environment, and customer loyalty that affect the 

Cambodian People’s on coffee Shop market in Phnom Penh.
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CHAPTER 2 

LITERATURE REVIEW 

      

This study review are divide into five parts, which are product quality, service 

quality, brand innovation, physical environment and customer loyalty.   

 

2.1 Product Quality 

Product quality is defined as the interaction between the customer and the 

service provide, since the customer sees the service quality through comparing his 

expectation of this service with the actuals performance, and product update to 

market., (Parasurman,1990). it’s the characteristics and specifications of a products or 

a service that generates the ability to fill explicit and implied needs. product quality is 

reaching the gap between the customer’s expectation for the product’s quality and 

their realization of the actual performance of that product. (Parasurman,et.al) & 

(Dade, 1994 P.3). In addition, product quality is achieved under consumer’s 

expectations in and outside whether these expectations are explicit or implied, 

(Tenner, 1995) (Evans, 1997). 

In summary, product quality is defined as the overall characteristics of a 

product (service or a ware) that shows and reflect the product’s capacity to fulfill 

explicit and implied needs. (Heazer & render 2001). In summary, product quality is 

key variable in encouraging of customer loyalty. Studies have shown that customer 

loyalty with the Product quality has positive effects on customer loyalty (Baing & 
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Khan, 2010), & ( Martisiute et al., 2010) & (Song et al., 2012) (Kapferer, 2008 & 

Martisiute, et al., 2010). 

2.2 Service Quality  

Service quality include – reliability, assurance, tangibles, empathy, and 

responsiveness. Are the five service dimension in which their customers (Consciously 

or not) evaluate business-owner. The RATER framework evolved from the 

SERVQUAL study psychologists A. according to (Parasurman,  Zeithaml, & 

Leonnard, 1988). Reliability is their ability to deliver the service a customer expects, 

when the customer expects. Reliable service is regular, accurate, timely, and 

consistent. Unsurprisingly, it’s the most important of all the service dimensions. 

Moreover, quality is a standard of correspondence between the actual performance of 

the service with the customer’s expectations or the difference between the customers’ 

expectation and their realization of the service’s actual performance. (Hoffman, 

Bateson, 2011, p.4)     

 

2.3 Brand innovation  

Brand Innovation is the setting of designs innovation for product performance 

innovation. According to WWF, ( Dutton, 2008). Brand innovation presents a given 

level of product quality, service quality when on consumer’s term innovation is used. 

It means that the brand innovation represents the creation of something new by an 

organization that satisfy its customers and increase the market share. because the 

purpose of innovation is to bringing something new that is unique and competitions 

do not have and cased positive and good experience of customer toward the provide. 
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According to (Pan & Zinkhan, 2006), the innovation used for strategies orientation 

toward customer loyalty, can gain market potential that increase the market share of 

the coffee shop. So, the brand innovation can be perceived in terms of new product or 

new concept that has derived from systematic research and new ideas. it also defined 

as commercialization of creation. Brand innovation is also recognized the product 

quality relate to process of converting the invention or ideas into a product that 

customer purchase and provides financial benefit to its providers. This idea that have 

to convert into an innovation into a product or service must have the quality to satisfy 

some specific needs of the customers and can be implement at an economic cost to be 

covet into brand innovation according to Nemati, Khan and Iftekhar ( 2010). 

 

2.4 Physical environment  

According to Bitner (1992), the physical environment in which service are 

delivered. The term servicescapes refers to, all of the objective physical factors that 

can be controlled by the firm to enhance ( or constrain) employee and customer 

action”.   

The effects of physical surrounding on service quality have been studied also 

by Wall and Berry (2007) they stated that physical environment could essentially 

influenced customer’ expectations of service quality and service (loyalty) because 

clients need tangible clue to create a picture in order to estimate the quality. Physical 

surrounding is one of the most important marketing tools for business-owner.   
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2.5 Customer Loyalty  

Customers loyalty is the extent to which a defined customer loyalty as a state 

of mind in which the customer’s needs, want, and expectations throughout the 

product, service, innovation or environment life have been the customer for 

requirements (Nemati, 2011), resulting in future repurchase loyalty, again the future 

( Baing &Khan, 2010; Choi, 2011; Nemati, 2011)  Are also more inclined to 

recommend it to their friends and family (Baing &Khan, 2010; Choi, 2011).   

Customer loyalty was defined by many researchers are the impression of 

reward received by the customer after making the sacrifice of purchasing a product 

according to Daniel (2001). 

Moreover, loyalty is a positive impression from the customer side towards the 

consumed product, this impression is formed by comparing the customer expectation 

versus the actual product performance according to Kottler (2001).  

Belin (2002) stated that loyalty was psychological state following the 

purchase of a product or trying a service translated by a temporary feeling resulting 

from the difference between the customer expectations and the actual realization. 

Being parallel with the pervious time with the service. 

             Hesselin and Wiele, (2004) explained that loyalty was the positive impact 

made by rating all the aspects of a relation with another, a useful set of brand loyalty 

metrics is provided by Choi et al. (2011), which integrate attitudinal and behavioral 

loyalty characteristic. The behavioral characteristics selected by Choi (2011) include 

whether the person will continue to buy the product itself, which is the defining 
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behavioral component of customer loyalty based on the theory of Bandyopadhyay & 

Martell (2007). 

However, as others have noted, behavioral loyalty can be influenced by other 

factors such as habit or convenience rather than true brand loyalty. Because of this, it 

is necessary to add an attitudinal component to measurement of brand loyalty, Choi et 

al., 2011). Choi (2011) also added that an attitudinal question to the measurement of 

customer loyalty, including asking about recommendation of the brand, preferred 

choice, positive speech, and encouragement compared to other measurements of 

customer loyalty make it useful for this research, despite the potential issues 

recognized by Soderlund (2006). Choi et al.’s (2011) measurements of attitude and 

customer loyalty have adapted for the current research, and these adaptations are 

show in Chapter 3.     

 

2.6 The Relationship between Product Quality, Service Quality, Brand Innovation, 

and Physical Environment, and customer loyalty 

The study of this research is include as independent variable and dependent 

variable, of the researcher’s conducted on the interrelationships of these variables as 

follow:   

In summary, service quality is defined as the difference on good service 

relationship between customer expectation and the perception of service quality, 

(Parasuraman, 1990 et.al, & Dade, 1994, p.3) provided a list of their focus group 

studies with service provider and customers: access, communication, courtesy, 
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competence, credibility, reliability, responsiveness, security, understanding and 

tangibles.   

   In addition, service quality defined as the whole service quality perceived by 

customer after suing the service quality is very important to customer’s loyalty and 

trust. It is also one of the often studies antecedents of relationship quality. In addition, 

service quality was found to have a positive effect on relationship quality which 

include customer loyalty and trust.     

  Brand innovation can be defined as a positive attitude toward the brand on 

the part of the consumer that leads to repeated purchasing and strong support for the 

brand on customer loyalty (Hoyer &MacInnis, 2008) However, brand loyalty is 

behavioral response, expressed over time, by some decision marking unit with respect 

to one or more alterative brands process (Jacoby & Chestnut, 1978). Essentially, the 

study of researcher has agreed that brand innovation cab be measured through 

attitudinal loyalty and behavioral loyalty (bandyopadhyay & Martell 2007, Chaudhuri 

& Holbrook, 2001; Gremlera & Brown 1996; Yi&Jeo, 2009).  

Finally, physical environment for customer’s loyalty is very high. ( Lloyd, 

2002 ), & (Auld Siegrist, 2002). From the other side in the shops, physical 

environment is extremely important because creating just with service is a challenge. 

One could create a great atmosphere, a nice experience with service, it is necessary to 

have a proper physical environment for customer to perceive the coffee shop.  
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2.7 The hypothesis: 

Regarding the service above, the hypothesis of this present research are as 

follows  

H1: Product quality will have positive relationship effect customer loyalty for 

the coffee shops in Phnom Penh, Cambodia, ( Parasurman, 1990 & Dade, 1994), 

Heazer, 2001). 

H2: Service quality will have positive relationship effect customer loyalty for 

the coffee shops in Phnom Penh, Cambodia, ( Parasurman, Zeithaml, & Leonnard, 

1988). ( Hoffman, & Beteson, 2011). 

      H3: Brand innovation will have positive relationship effect customer loyalty for 

the coffee shops in Phnom Penh, Cambodia, ( Nemati, Khan & Iftekhar, 2010; 

Hausam, 1995). 

H4: Physical environment will have positive relationship effect customer 

loyalty for the coffee shops in Phnom Penh, Cambodia, (Loloyd, 2002 & Auld 

Siegrist, 2002). 

The relationships among those factors which are product quality, service 

quality, brand innovation, physical environment, and customer loyalty are those in 

figure as follows:  
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     Figure 2.1: The relationship between independent variable and dependent variable 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

 3.1    Research Design 

The present research has applied the technique of quantitative research to 

attain the purposes of the study. The questionnaire, which was used as the research 

instrument, was constructed by applying the related theories and was approved by the 

expertise. The samples of the research were selected from the people who had the 

direct experiences of consuming the coffees at different coffee shop in Phnom Penh, 

the capital of Cambodia. Moreover, the samples were randomly selected regarding 

conveniere/ purposive sampling method. The statistical techniques used for data 

analysis and interpretation included descriptive and inferential statistics. The details 

as mentioned above were described as these followings. 

3.2    Research Instrument 

The research designed the questionnaire as the research instrument by applying 

the explanations and evidences of the related theories and the precious research 

findings. The questionnaire which consisted of four parts were as follows: 

            Part 1: The close-ended demographic questions consists of questions to of 

gender, age, education, occupation, income. 

            Part 2 : The close-ended questions about IV./DV. Consisted of (product quality) 

statements and were divided into (4) hoardings as follows:  

2.1 The coffee shop you often attend has high quality of materials.  
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2.2 The coffee shop often attend has varieties of coffee.   

2.3 The taste of coffee at the coffee shop that you often attend is strongly 

delicious. 

2.4 The aroma of coffee in the coffee shop that you often attend is good.   

            Part 3: The close-ended questions about IV./DV. Consisted of (service quality) 

statements and were divided into (5) hoarding as follow:  

3.1 The coffee shop that you often close and open at appropriate time. 

3.2 Staff are welcoming when serving customers.  

3.3 Staff can solve the customer’s complaint immediately.  

3.4 Staff take care of customers in a polite manner. 

3.5 The service is providing quickly.   

            Part 4: The close-ended questions about IV./DV. Consisted of (brand innovation) 

statements and were divided into (5) hoarding as follow: 

4.1 The coffee shop that you attend always provide a new menu of coffee. 

4.2 The coffee shop that you attend always provide a new service to customers. 

4.3 The coffee shop that you attend always promotion to attract customers. 

4.4 The coffee shop that you attend always provide a new time of close and 

open for customer’s availability.  

4.5 The coffee shop that you attend always provide a new marketing media to 

communicate with customers. 

            Part 5: The close-ended questions about IV./DV. Consisted of (physical 

environment) statements and were divided into (5) hoarding as follow 
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5.1 The coffee shop that you attend is located in a convenient place.  

5.2 The coffee shop that you attend has good decoration inside the shop.  

5.3 The coffee shop that you attend is clean and tidy. 

5.4 The coffee shop that you attend has enough seats for customers. 

5.5 The coffee shop that you attend has good atmosphere making you want to 

stay longer.  

            Part 6: The close-ended questions about IV./DV. Consisted of (customer loyalty) 

statements and were divided into (5) hoarding as follow: 

6.1 You always feel good when you attend the coffee shop that you visit 

frequently. 

6.2 You think it is the right decision to be a customer of the coffee shop you 

mostly visit. 

6.3 When you need to drink coffee outside, the coffee shop that you mostly visit 

is your preferred choice.  

6.4 You would recommend the coffee shop that you mostly attend to friends 

and relatives.  

6.5 You insist that you would stay longer at the coffee shop that you mostly visit 

in the future.  
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Regarding parts 2 to part 6, the researcher exercised on the liker’s 5- scale for measuring 

the statistical mean interpretation as follows: 

Range = Maximum-Minimum 

                      Scale level 

     =              5 – 1 = 0.80 

5 

Table 3.1: The range of mean interpretation: 

Range Interpretation 

1.00 – 1.80 Strongly disagree 

1.81 -  2.61 Rather disagree   

2.62 -  3.42 Moderate              

3.43 -  4.23 Rather agree       

4.24 -  5.00 Strongly agree   

      

3.3 Measurement of Instrument 

1. Content Validity 

The researcher has measured the content the validly by considering the 

comments of advisor specialized in the fields of this study. The validity was calculated 

by considering the mean value of the 5 opinions toward each stamen of questionnaire. 

The value of validity was more was approved and be able to was toward for this study. 

The statements of questions in the questionnaire developed according to those 

comments.      
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2. Reliability 

The value of Cronbach’s alpha coefficient was conducted for measuring the 

reliability of the questionnaire. Consequently, the questionnaire would be approved 

when the alpha value must be 0.7-1.00 according to Tavakol (2018). The researcher 

conducted a pilot kept for this concerns by using 40 qualified people who were not in 

the group of samples of this study. 

 

Table 3.2: illustrated that each parts of the questionnaire had accepted value of the 

Cronbach’s alpha coefficient. The results indicated that the questionnaire 

had an acceptable reliability value which was equal to or more than 0.7 

according to Selmon (2015). 

Statements of each part                       Alpha coefficient                      Accepted/ Not 

Product Quality                                   .568                                           (Not) accepted 

Service Quality                                   .714                                           (Not) accepted 

Brand Innovation                                .496                                           (Not) accepted 

Physical Environment                        .667                                           (Not) accepted 

Customer Loyalty                              .537                                           (Not) accepted 

Total Value                                       .795                                           (Not) accepted 

 
 

3.4 Population and Sample 

1. Population 



	

18	

Population included the individuals who had the direct experience of using or 

well understanding of the product/series specified by this of study.   

2. Sample and Sampling Method 

The (180) of samples were assigned by using the G*Power method (Cohen, 

1977). All of samples size of this study is calculation from research population that 

derives from the number of people who had the direct experience of using or well 

understanding of the product/series specified by this of study. The specific locations 

where the research chose were illustrated in Table 3.1    

Table 3.3: The locations of data collection 

Locations Quota (n = 5) 

Place 1  Royal Palace of Phnom Penh  36 

Place 2  International Airport of Phnom  Penh  

Place 3  Eon Mall of Phnom Penh  

Place 4  Royal University of Phnom Penh  

Place 5  Train station  of Phnom Penh  

36 

36 

36 

36 

Total 180 

 

3.5 Data Analysis 

 The statistical techniques applied for data analysis were as follows: 

 1.   Descriptive Statistics. It was used for analyzing the following data 

1.1 Demographic data including gender, age, income, education background, 

and occupations would be measured by using percentage ratio and frequency counting  
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1.2 Respondents’ attitudes toward dependent “(customer loyalty)” and 

“(product quality, service quality, brand innovation, physical environment”) 

independent variables of this study which were measured by using the value of mean 

and standard deviation 

Table 3.3: illustrated the summary of descriptive statistics for data analysis of 

each variable. 

Table 3.4:  Summary of descriptive statistics for data analysis 

   Independent Variable                       Type of Variable                            Descriptive Statistics 

Demographic                          Independent                                     Percentage / Frequency 

         Product Quality                       Independent                                     Mean and Standard Deviation 

         Service Quality                       Independent                                     Mean and Standard Deviation 

         Brand Innovation                    Independent                                     Mean and Standard Deviation 

         Physical Environment             Independent                                     Mean and Standard Deviation 

    Dependent Variable                    Type Dependent of Variable              Descriptive Statistics 

    Customer Loyalty                         Dependent                                       Mean and Standard Deviation 

  

          3.6 Inferential Statistics Multiple Regression technique was used for analyzing 

the relationship between independent variables and dependent variable. The purpose 

of conducting this relationship analysis was to find out the degree of influence of the 

(4) independent variables on the dependent variable However, such relationship was 

proposed in each hypothesis of this study Moreover, the analysis was conducted at .05 

level of statistical significance.
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CHAPTER 4 

RESEARCH FINDING 

 
4.1 Data Analysis 

             The research findings which derived from data analysis were presented in 4 parts 

as follows: 

 Part 1: Demographic data 

 Part 2: Attitude toward product quality  

 Part 3: Attitude toward service quality  

            Part 4: Attitude toward brand innovation  

            Part 5: Attitude toward physical environment  

 Part 6: Relationship between independent variable and dependent variable   

 

Part 1: Demographic Data 

 The research findings of this part presented the respondents’ personal data including 

gender, age, income, education background, and work experience. The statistical 

techniques used for data analysis were percentage ratio and frequency counting. The 

findings were presented in Table 4.1 as follows: 
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Table 4.1: Summary of demographic data (n = 11) 

Demographic Data Frequency Percent 

Gender:   

Male 85 47.2 

Female 95 52.8 

Age: (Years)    

       17 – 25  114 63.3 

 25 – 30    54 30.0 

 30 – 35     9   5.0 

 more than 35     3   1.7 

Marriage: 

Single  

Married  

Devoted   

 

144 

  36 

_______ 

 

80.0 

20.0  

______ 

Occupation: 

Banking/Financial                                         13  

Employee of Private company             40 

Students                                                       59 

Business Owner                                           26 

Sale/Marketing                                              39 

Other                                                                     3 

 

  

 

 

   7.2 

  22.2 

  32.8 

  14.4 

  21.7  

    1.7 

 
(Continued) 
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     Education of background:    

      Below bachelor’s degree   23  12.8 

      Bachelor’s degree  136  75.6 

      Mater’s degree 

     Doctoral degree                          

  20 

   1 

 11.1 

    .6 

Monthly income: (Dollar)  

less than $180-$250  

 

 95 

 

52.8 

   $250 – $300  22 12.2 

   $350 – $400  15   8.3 

   $400 – $450  16   8.9 

   more than $500  32 17.8 

 

Which is the most appropriate time for the coffee shop to open? 

0:5.00am                                                     3                                                       1.7 

0:6.00am                                                   23                                                    12.8 

0:7.00am                                                   36                                                    20.0 

0:8.00am                                                   52                                                    28.9 

0:9.00am                                                   65                                                    36.1 

Other _____                                                1                                                        .6 

Table 4.1 (Continued): Summary of demographic data (n=11) 

(Continued) 
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Table 4.1 (Continued): Summary of demographic data (n=11) 

Frequency of visiting coffee shop? 

Daily or almost                                       25                                                    13.9 

Times a week                                         10                                                       5.6 

2-3 times a week                                    25                                                    13.0 

3-4 times a week                                    31                                                    17.2 

one a week                                             34                                                     18.9 

Rarely go to coffee shops                      52                                                     28.9 

 Amount of coffee drinking coffee a day? 

One                                                      123                                                  83.67 

Two                                                       20                                                  13.60 

Three                                                      3                                                    2.04 

Four                                                        1                                                     0.6 

Factors attracting for using coffee shop service?  

Coffee tastes                                          127                                                 70.6   

Nice decoration                                      12                                                   6.7 

Location                                                  9                                                    5.0 

Price                                                      10                                                    5.6 

Good service                                         15                                                    8.3 

Other _____                                            7                                                    3.9 

 

 
(Continued) 
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Table 4.1 (Continued): Summary of Demographic data (n=11) 

Times spend for using service at coffee shop? 

 $3-5or less                                            160                                                  88.9  

   $5-7                                                        16                                                    8.9 
 $7-10                                                       1                                                       .6  

$20 or more than                                      3                                                     1.7 

      

   Table 4.1 Should that total target population 180 respondents, illustrated that almost 95 

respondents are female (52.8%), and also have found the left is total 85 male (47.2%), 

have found that almost of respondents are aging between 17 – 25 years consisted of 

response 114 (63.3%), were 54 of the respondent in the between 25-30 years (30.0%), and 

9 of the respondents have found that between 30-35 years (5.0%) the last only 3 of the 

respondents have between more than 35 years (1.7%), have found that mostly of the 

respondents 144 are be still single (80.0%), were 30 of the respondents have a married 

status (20.0%), have that did not response divorced are fill on (00.0%), show occupation 

of the respondents 59 that were student (32.8%), with 40 response have that were 

Employee of private company (22.2%), and have 26 response answered of business 

owner (14.4%), also have 39 response of worked in sale/marketing (21.7%) only 13 of the 

respondents banking/financial (7.2%), for last only 3 answered with is filling on at 

Other___ (1.7%), Moreover, it was also found that most respondents’ education 

background were are from of the respondent 136 in bachelor’s degree, for (75.6%), of the 

respondent 23 under bachelor’s, with (12.8%), also have the response 20 for master 

degree (11.1%), and last counted of the response (only 1 person doctor degree ) for (.6%), 
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show that the frequency and  respondents 95 with monthly is income between $180 – 

$250  (52.8%), and the  respondents 22 were those who between income rage $250 - $300 

for (12.2% ), of the respondents 15 between income $300-$350 for (8.3%), the 16 people 

answered between income $400 - $450 for (8.9%), and only 32 response answered 

between income more than $500 per monthly (17.8%), show the largest of times the 65 of 

respondents people appropriate for to open on time go to coffee shop at 9:00am (36.1%), 

have found that were 52 the respondent all of them went to coffee shops at 8.00am (28.6), 

36 of people respondents went to coffee shops at 0:700am (20.0%), also have found that 

were 23 of respondents went to coffee shops at 0:600am (12.8%), and also have 3 only 

the respondents of people went to coffee shop at 0:500am (1.7%), the last only 1 person at 

other times (.6%), show in preferable in a week 52 the respondents were rarely go coffee 

shop (28.9), have found that 34 people of the respondents go to coffee shop one a week 

(18.9%), and have 31 the respondents go to coffee shop 3-4 times a week (17.2%), 25 of 

people answers go to coffee shop 2-3 times a week (13.0%), and also have daily or almost 

25 the respondents go to coffee shop (13.9%), only 10 people of the response go to coffee 

shop( 5.6%), and also have 3 people were answer of them went to coffee shop (1.7%), 

also have want to shows that 123 of respondents drank one cup of coffee per day (68.3%), 

only 33 people answered were the respondents all of them (did not or None coffee) 

(18.3%), and 20 people were answered drinker  two cup of per day  (11.1%), also have 

only 3 people of them drinker  three cups of coffee per day (1.7%), only 1 people would 

like to drinking more 3 cups of coffee per day (.6%), 127 of the respondents would like 

use coffee tastes (70.6%), also have a 12 were the respondents nice decoration (6.7%). 
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have found that were 9 people of the response in location (5.0%), 15 the respondents of 

them would like good service (8.3%), with 10 respondents a prices (5.6%), with 7 the last 

of response answer people attract to drinker would like at Other___ (3.9%), the last  have 

found that are 160 of the respondents spend price $3-$5 to $5-$7 or (88.9%), also have 16 

the respondents spend is a price $7-$10 or (8.9%), the last have found that only 1 person 

respondents spend more than price $20 or (.6%).  
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Part 2: Attitude toward product quality  

The research findings of this part presented the respondents’ attitudes toward 

product quality The values of mean and standard deviation were used for data analysis of 

the attitudes. The findings were shown in Table 4.2 – 4.3 as follows: 

 

Table 4.2:  Mean and standard deviation of attitudes toward product quality  

Product Quality  Mean 𝑥  S.D. Interpretation 

The coffee shop you often has high quality of 

materials 

  3.93 .85 Rather Agree  

The coffee shop you often attend has varieties 

of coffee  

   4.08 .86 Rather Agree  

The taste of coffee at the coffee shop that you 

often attend is strongly delicious  

   4.13 .89 Rather Agree 

The aroma of coffee in the coffee shop that 

you often attend  is good  

   3.91 1.02 Rather Agree  

Total   4.01 .905 Rather Agree  
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        Table 4.2: showed that (most respondents rather agreed that product quality should be 

concerned with customer loyalty  (𝑥 = 4.13 , S.D. = .89) the tastes of coffee shop that you 

often attend is strongly delicious  (𝑥  = 4.08, S.D. = .86) and (𝑥  = 3.93, S.D. = .85) 

respectively. Moreover, the respondents rather agreed that the aroma of coffee in the coffee 

shop that you often attend is good should be concerned with customer loyalty (𝑥 = 3.91, 

S.D. = 1.02).  

Part 3: Attitude toward service quality 

Table 4.3: Mean and standard deviation of attitudes toward service quality  

Service Quality  Mean 𝑥  S.D. Interpretation 

 
The coffee shop that you often attend 
close and open at appropriate time  

 
4.11 

 
.93 

 
Rather Agree  

Staffs are welcoming when servicing 
customers.  

3.89 .93 Rather Agree  

Staffs can solve the customer’s 
complaint immediately  

3.93 .98 Rather Agree 

Staffs take care of 
customers in a 
polite manner 
 
The service is 
provided quickly 

      4.06 
 

 
 
        4.17 

.91 
 
 

 
.91 

Rather Agree  
 
 
 
Rather Agree  

    
Total          4.032 0.932 Rather Agree  

 

Table 4.3: showed that (most respondents rather agreed that service quality should 

be concerned with customer loyalty (𝑥 = 3.93, S.D. = .98) staffs can solve the customer’s 

complaint immediately (𝑥  = 3.89, S.D. = .93) and (𝑥  = 4.11 S.D. = .93) respectively. 
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Moreover, the respondents rather agreed that staffs take care of customers in a polite 

manner should concern with customer loyalty (𝑥 = 4.06, S.D. = .91), and  the service is 

provide quickly (𝑥 = 4.17, S.D. = .91).  

 

Part 4: Attitude toward brand innovation  

 

Table 4.4: Mean and standard deviation of attitudes toward brand innovation  

Brand Innovation  Mean 𝑥  S.D. Interpretation 

The coffee shop that you attend always provide 

a new menu of coffee  

  3.63 1.00 Rather Agree  

The coffee shop that you attend always provide 

a new service to customer  

   3.92 .97 Rather Agree  

The coffee shop that you attend always provide 

a new promotion to attract customers  

   3.56 .93 Rather Agree 

The coffee shop that you attend always provide 

a new time of close and open for customer’s 

availability  

The coffee shop that you attend always provide 

a new marketing media to communicate with 

customers 

3.52 

 

 

   3.62 

1.01 

 

 

1.04 

Rather Agree  

 

 

Rather Agree  

    

Total    3.65 0.99 Rather Agree  
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Table 4.4: showed that (most respondents rather agreed that brand innovation 

should be concerned with customer loyalty  (𝑥 = 3.92, S.D. = .97) the coffee shop that you 

attend always provide a new service to customer (𝑥 = 3.56, S.D. = .93) and (𝑥 = 3.63, S.D. 

= 1.00) respectively. Moreover, the respondents rather agreed that the coffee shop that you 

attend always provide a new times of close and open for customer’s availability  should be 

concerned with customer loyalty (𝑥 = 3.52 S.D. = 1.01), and the coffee shop that you attend 

always provide a new marketing media to communicate with customers (𝑥 = 3.62, S.D. = 

1.04).  

 

Part 5: Attitude toward physical environment  

 

Table 4.5: Mean and standard deviation of attitudes toward physical environment  

Physical Environment  Mean 𝑥  S.D. Interpretation 

The coffee shop that you attend is located in a 

convenient place   

  4.12 .83 Rather Agree  

The coffee shop that you attend has 

decoration inside the shop   

   4.01 .83 Rather Agree  

The coffee shop that you attend is clean and 

tidy   

   4.26 .77 Strongly  Agree 

The coffee shop that you attend has enough 

seats for customers 

The coffee shop that you attend has good 

atmosphere marking you want to stay longer   

4.11 

 

  4.20  

.88 

 

.80                                   

Rather Agree  

 

Rather Agree 

 

Total   4.14 0.822 Rather Agree  
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Table 4.5: showed that (most respondents strongly agreed that physical 

environment should be concerned with customer loyalty  (𝑥 = 4.26, S.D. = .77) the coffee 

shop that you attend is clean and tidy (𝑥 = 4.12, S.D. = .83) and (𝑥 = 4.01, S.D. = .83) 

respectively. Moreover, the respondents strongly  agreed that the coffee shop that you 

attend is clean and tidy should concern with the coffee shop that you attend has good 

atmosphere marking you want to stay longer (𝑥 = 4.20, S.D. = .80), and the coffee that you 

attend has enough seats for customers (𝑥 = 4.11, S.D. = .88) respectively. 

 

Part 6: Attitude toward customer loyalty  

 

Table 4.6: Mean and standard deviation of attitudes toward customer loyalty  

Customer loyalty  Mean 𝑥  S.D. Interpretation 

The coffee shop that you often attend close and 

open at appropriate time.  

  3.97 .89 Rather Agree  

Staffs are welcoming when servicing 

customers.  

   3.81 .86 Rather Agree  

Staffs can solve the customer’s complaint 

immediately  

   3.92 .92 Rather Agree 

Staffs take care of customers in a polite manner 

The service is provided quickly  

   3.55 

  3.63 

1.04 

1.05 

Rather Agree  

Rather Agree  

    

Total    2.77 0.95 Rather Agree  
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Table 4.6: showed that (most respondents rather agreed that customer loyalty should 

be concerned with staff can solve the customer‘s complaint immediately (𝑥 = 3.92, S.D. = 

.92) the coffee shop that you often attend close and open at appropriate time (𝑥 = 3.97, S.D. 

= .89) and (𝑥 = 3.81, S.D. = 86) respectively. Moreover, the respondents rather agreed that 

the service is provide quickly should concern with staff take care of customers in a polite 

manner (𝑥 = 3.55, S.D. = 1.04), and  (𝑥 = 3.63, S.D. = 1.05) respectively.  

 

Part 6: Relationship between independent variable and dependent variable  

 The research findings of this part presented the relationship in terms of the degree 

of the effect of customer loyalty on product quality, service quality, brand innovation, 

physical environment. The Multiple Regression Analysis was used for analyzing such 

relationship. The findings were presented in Table 4.7 – 4.8 as follows. 

 

Table 4.7:  The relationship between independent variable and dependent variable  

Independent Variables           b                       Beta                   T                      Sig 

   Product Quality           -.060                 -.064                  -.774         .440 (not affected) 

   Service Quality             .270                  .305                  3.700        .000 *(affected) 

   Brand Innovation          .043                  .043                  .606          .545 (not affected) 

   Physical Environment   .266                  .225                  3.241        .001* (affected) 

Dependent Variable         b                         Beta                    T                    Sig 

Customer loyalty                                                                         

Adjusted R-square =   .169, F =   29.754, *p≤0.05 
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        Table 4.7 showed that service quality & physical environment affected by customer 

loyalty (Beta = -.305, 3.700, Sig = .000) & (Beta = -.225, 3.241, Sig = .001) at 0.05 level 

of statistical significance. This finding supported the research hypothesis which was 

proposed that product quality & brand innovation not affected While it was found that did 

not affect by customer loyalty (Sig > 0.05) That was interpreted that the finding did not 

support the hypothesis which was proposed that service quality & physical environment 

affected by customer. The summary of the results of hypothesis testing was illustrated in 

Table 4.8. 

Table 4.8: Summary of hypothesis testing. 

Hypothesis                                                                                  Result 

Hypothesis 1: Attitudes towards product quality                       Not Supported 

were a strongly are not affected by customer  

Hypothesis 2: Attitudes towards service quality                        Supported Sig≤0.05 

were a rather are disagree by customer loyalty          

Hypothesis 3: Attitudes toward brand innovation                     Not Supported 

  were a strongly are not affected by customer loyalty  

  Hypothesis4:   Attitudes toward physical                                  Supported Sig≤00.5    

  environment was a disagree by customer loyalty 

 

Table 4.8 showed that both hypothesis 1 and hypothesis 3 were not supported, is 

while hypothesis 2 and hypothesis 4 were supported. 
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CHAPTER 5 

DISCUSSION  

 
5.1 Conclusion and Discussion 

         The purpose of this study was to explore the relationship in terms of the effect of 

the independent variable which were product quality, service quality, brand 

innovation, and physical environment on the dependent variable which was customer 

loyalty. As this study was quantitative research, the close-ended questionnaire were 

designed to collect the data. The (180) of the respondents were randomly selected 

from the customers in Cambodia, who were live in Phnom Penh city. Regarding the 

purpose of the study, Multiple Regression Analysis technique was used to analyze the 

hypotheses. Moreover, percentage, frequency, mean, and standard deviation were also 

applied to analyze the demographic data, and the samples’ altitudes toward the 

independent and dependent variables. The research finding of the study were 

concluded in this chapter. Moreover, the discussion of research finding, the 

recommendation for managerial implication and future research were also included  

 

5.2 Conclusion  

1. Demographic Data 

According to statistics, the total target population 180 respondents, show most 

important are female the age is between 17 – 25 years. the statues is Most of them are 

students group studying in bachelor’s degree. The average monthly incomes are 

between $180 – $250. The frequency of using coffee shop is 9:00am at the coffee 

shop. And drink one cup of coffee per day. Mostly the coffee shops because coffee 
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tastes The largest respondents suggest the range of should be $3–$5. All of them 

expected to get the product quality and brand innovation which with the average and 

the high level of agreement on customer’s.   

2.  Attitudes towards variables 

2.1  Regarding the attitudes toward the product quality, the coffee shop has 

been able to provide strongly delicious taste of coffee.   

2.2 Regarding the attitudes toward the service quality, the coffee shop has 

been able to provide the service provided quickly.   

2.3 Regarding the attitude toward brand innovation, the coffee shop has been 

to provide a new a service customer. 

2.4 Regarding the attitudes toward physical environment, the coffee shop has 

been providing a new marking media to communicate with customer. 

3.  Hypothesis results of researcher summarized as follows: 

According to consumer’s hypothesis four of independent variable difference type the 

relationship between from perspective an information in using the service concerned 

on Cambodian’ customer loyalty at the coffee shops. 

1. Product quality business-owner was found the affect positively on 

Cambodian’s customer loyalty strong agree supported in using the at coffee shops in 

Phnom Penh.  

2.  Service quality business-owner do not support agreed the affect positively 

on Cambodian’s customer loyalty in using the service at coffee shops in Phnom Penh.  

3. Brand innovation business-owner was found the affect positively on 

Cambodian’s customer loyalty strong agreed in using the service brand innovation of 

products at the coffee shop in Phnom Penh.  



	

	

36 

4. Physical environment business-owner do not support agreed the affected 

positively on Cambodian’s customer loyalty in using the service at the coffees hops in 

Phnom Penh.  

 

5.3 Discussion 

            This paper is trying to find out factors positively influence customer loyalty 

who lived in Phnom Penh, Cambodia. Consumers may consider factors as such 

product quality, service quality, brand innovation and physical environment can 

positively contribute to consumers to loyal to a coffee shop.		

            In	overall, this paper found that service quality and physical environment 

perceived by customers have no positive relationship with customer loyalty.   

          Based on the analysis that hypothesis 2----service quality has the positive 

relationship with customer loyalty for the coffee shops. This finding was related to the 

explanation of Parasurman, &Valarie Zeeithaml, & Leonnard (1988).  

         According to the hypothesis 4----physical environment has the positive 

relationship with customer’s loyalty for the coffee shops. the finding was related to 

the study of Loloyd,(2002) & Auld Siegrist ( 2002).  

 

5.4 Recommendations for managerial implication  

The recoupment of this study and based on the researcher findings of this 

present study. they could be managerially utilized for the coffee shop in Phnom Penh. 

The details the recommendation are as follows:      

1. Regarding the findings which was found that service quality and physical 

environment affected the customer’s loyalty of visitor using the service of the 
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coffee shop, it means that the owner would consider a bout how to develop 

service quality and physical environment to keep their customer loyalty to 

visit the coffee shop eventually.    

2. Regarding the service quality spotted by this present study, the coffee shop 

owners should strongly focus on the quick service, the appropriate time of 

closing and operating the shop, and staff’s polite manner. 

3. According to the physical environment, the coffee shop owner that to focus on 

the cleanlier and tidier of the shop, the good atmosphere to make the client 

stay longer, the shop location inside the shop, the enough seats for customer, 

and the good deconation inside the shop.  

4. Regarding the different levels of influence between the service quality and the 

physical environment, the coffee shop owner must consider to implement the 

service quality as the priority mission, It will be more significant in allocation 

the business operating budget appropriately. Moreover, there are some 

consideration about product quality in terms of the strong delicious, and the 

varieties of coffee taste, Rewarding the brand innovation, what the coffee shop 

must mostly focus is to provide a new service to customer.                  

 

5.5 Recommendation for future research  

      1.  According to the product quality and brand innovation, both of them do not 

effect Cambodian customer’s loyalty the further research will be recommended to 

find out the fact. It will be beneficial in enhancing the new knowledge for academic 

discovery in the new future.  
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      2.  It is very interesting to study the other factors which could affect the 

Cambodian customer’s loyalty. This is became the factors studied for their present 

research have been effect on customer’s loyalty. The further study of the new factors 

is useful for the coffee shop business-owner in setting the appropriate strategies 

maintaining customer to use the service again eventually. 



	

	

39 

BIBLIOGRAPHY 

 

Lewis, R.C & Booms, B.H. (1983). Chicago: American Marketing Association  

     Yi, Y., & Jeon, H. (2009). program loyalty and brand loyalty. Journal of the     

             Academy of Marketing Science,   

 A.Parasuraman (Texas A & M University),1986, p.5 – p.7, Marketing Research      

 Walter B.Wentz ,1972,p.1, Marketing Research : Management and Methods  

William G.Zikmund (Oklahoma State University), 1989, p.147, Exploring Marketing          

      Research (The Dryden Press International Edition 31 (3), 229-240  

Am, S. B., & Nguon, S. (2014). Situation Analysis for Disability Inclusive    

       Governance and Community Development in Cambodia. Retrieved from    

       http://www.asiainsurance.com.kh/  

A.Parasuraman (Texas A & M University), 1986, p.5 – p.7, Marketing Research 

Walter B.Wentz ,1972,p.1, Marketing Research : Management and Methods  

William G.Zikmund (Oklahoma State University), 1989, p.147, Exploring Marketing         

       Research (The Dryden Press International Edition)  

 Parasuraman, V.A. Zeithaml, & Berry, L.L. (1990). Survival: Balancing Customer   

       Perceptions)	http://www.ils.unc.edu/daniel/131/servicequality.html Visited on   

       6th April, 2009.  

Lakhe, R. R. L. & Mohanty, R. P. (1993). Total quality management concepts,       

       evolution and acceptability in developing economics. International Journal of    

Quality & Reliability Management, Vol 11, No9, (1994), P: 13 

Bitner, M. J. (1990). Evaluating service encounters: The effects of physical   

      surroundings and employee responses. Journal of Marketing, 54, 69–82.  



	

	

40 

Bolton, Ruth N. (1998). “A Dynamic Model of the Duration of the Customer‟s   

         Relationship With a Continuous Service Provider: The Role of Satisfaction.”   

            Marketing Science 17 (1): 45-65.  

Bryman, A. & Bell, E. (2011), Business research methods, (2nd ed.), Oxford   

           University Press, New York, USA  

Bridson, K, Evans, J. & Hickman, M., (2008). Assessing the relationship between   

loyalty program attributes, store satisfaction and store loyalty, Journal of   

Retailing and Consumer Services. 15(5), p364-374.  

Aishoni, M. (2005). Total quality management. Retrieved from   

    https://www.simplesat.io/2017/02/measuring-customer-service-quality-  

    rater-framework/ 

 Parasurman, A., Zeithawl, V. & Berry, A. (1990). Survival. Retrieved from     

       https://simplicable.com/new/product-development 

     PCAP.CD Xinhua Daily, (2014 & 2015) The World Bank Data Retried:          

                  http://data.worldbank.org/indicator/NY.GDP 

 Numbeo. & Seiha, H., CBRE. Factbook, W. East & Southes 

          (2014 & 2015). Asia::www.cia.gov/library/publications/the- world-     

           factbook/geos/cb.html Lak, S. (2012).Report, Statistics, ( Food & Labor :    

           2015). http://yp.com.kh/search/? 

William, C. Symonds, A. Java, J. (2004) & ( 2006). Retrieved from 
 

     http://www.fastcompany.com/magazine/89/dunkin-donuts.html. 
 

Isabel, Isidro. (2004). Retrieved from  
         
     http://www.powerhomebiz.com/vol144/starbucks.htm,. 

 



	

	

41 

Makara, K. (2012&2014). Retrieved from http://food-and-beverage-industry-vital-   

      cambodian-tourism  

Adler, D. (2008) Land, Development and Conflict: Urban & Peri-Urban Phnom Penh,                

Centre for Advanced Studies Working Paper. 

Amnesty International (2012). Retrieved from      

http://www.amnesty.org.au/iar/comments/29139/  

Ros Bopha (2012). Retrieved from       

           http://www.amnesty.org/en/library/asset/ASA23/005/2012/en/cbb1b531-       

           b422-45d3- 9e3f-89099e50fab5/asa230052012en.html 

Rights Razed Cambodia, (2008 & 2009). Retrieved from       

            http://www.amnesty.org.uk/press-releases/cambodia-night-raid-leaves-     

           hundred-homeless-after-forced-evictions Forced Evictions in Cambodia. 

Matthew Backhouse, & Sen David, (2010 & 2013). Retrieved from 

 Williams, C. C. & Round, J. (2007). Beyond Negative Depictions of Informal   

         Employment: Some Lessons from Moscow‟, Urban Studies, 44: 12, pp. 2321-              

          2338.  

Williams, C. C. & Windebank, J. (2002) Poverty and the Third Way (Routledge) 

 Williams, R. C. (2008). Stability, Justice, and Rights in the Wake of the Cold War:    

         The Housing, Land, and Property Rights Legacy of the UN Transitional     

         Authority in Cambodia, in Scott Leckie (ed.) Housing, Land, and Property    



	

	

42 

         Rights in Post-Conflict United Nations and other Peace Operations: A   

         Comparative Study and Proposal for Reform (Cambridge University Press), pp.   

         19-60 

Royal Government of Cambodia (2014). Retrieved from  

http://www.cdc-       

crdb.gov.kh/cdc/aid_management/DER%202011%20FINAL%20(31%20Oct%  

20201 1).pdf  

http://www.cdc-       

crdb.gov.kh/cdc/aid_management/Development%20cooperation%20trends%20  

(July %202014).pdf   

Blnakson, C. and Kalafatis, S.P. (2007) 'Positioning strategies of international and    

         multicultural-oriented service brands', Journal of Services Marketing, 21(6). pp.    

435-450.  

Starbucks Marketing Analysis (2014). Social Media Principles. Retrieved from   

        https://www.degruyter.com/downloadpdf/j/cris.2015.2015.issue-1/cris-2015-  

        0002/cris-2015-0002.pdf 

Kotler, P., Armstrong, G., Wong, V. and Saunders, J. (2008) Principles of Marketing.   

5th edn. Essex: Pearson Education Ltd.  

Kotler, P. and Keller, K.L. (2006). Marketing Management. Upper Saddle River, NJ:   



	

	

43 

       Pearson Education. 

Krauss, M. (2014) 'Authenticity: One Ad Man's View', American Marketing   

Association. Retrieved from    

https://www.ama.org/publications/MarketingNews/Pages/michael-krauss-twitter-   

facebook-linkedin-social-media- barry-krause-livelab.aspx (Accessed: 1 May   

2014).  

William G.Zikmund, (Oklahoma State University), 1989, p.5, Exploring Marketing    

  Research DJS Research, (2005 – 2009)   

  http://www.marketresearchworld.net/index.php?option=com_content&task=view  

&id=800&It emid=64 Visited on 20th April, 2009.  

Hoem Seiha, H. (2014). Retrieved from 

          https://opendevelopmentcambodia.net/tag/coffee/ 

Park Café, (2014). Retrieved from   

    https://www.tripadvisor.com/ShowUserReviews-  

     g293940-d4591113-r405557769-Brown_Cafe-Phnom_Penh.html   

Sophirom, K. IMF GDP, (2014). Retrieved from    

     http://www.akp.gov.kh/?p=41613 

National Institute of statistics, (2013). Retrieved from  

          https://www.slideshare.net/HoemSeiha/restaurant-consumer-study-report-    

          2015-extract 

Pearce, D. W. & Washington, D.C, (1999). World Bank) Retrieved from 



	

	

44 

                  http://eprints.soas.ac.uk/23581/1/McMahon_4289.pdf 

Phak, S., & Shaun Turton, T. (2015).  

http://eprints.soas.ac.uk/23581/1/McMahon_4289.pdf 

Kamili Dimock, (2012), Retrieved from http://www.tostacoffeeco.com/online-   

              coffee/its-great-to-be-a-part-of-the-coffee-culture/2012-11-26  

Kharibam Ajit, (2012), Retrieved from    

             http://www.scribd.com/doc/94771423/ Customer-Loyalty, 2012-12-08  

Monday, Michael,. (2012), Customer Loyalty: A Condition For Business Survival,  

            http://businessplaze.blogspot.se/2012/11/customer-loyalty-condition-for- 

            business.html, 2012-05-06  

Sally Kane, Generation Y, (2012), Retrieved from        

             http://legalcareers.about.com/od/practicetips/a/GenerationY.html, 2012-11-30  

Ros, B, (2015). Retrieved from  

http://www.amnesty.org/en/library/asset/ASA23/005/2012/en/cbb1b531-  

b422-45d3- 9e3f-89099e50fab5/asa230052012en.html (2009) Cambodia:   

Council of Ministers. (2011). National Social Protection Strategy for Poor    

and Vulnerable (2011-2015).  

Croll, E. J. (2010). The Intergerational Contract in the Changing Asian Family.    

               Oxford Development Studies, 34(4), 473-491.  

Crowe, M., Inder, M., & Porter, R. (2015). Conducting Qualitative Research in    

              Mental Health: Thematic and Content Analyses. Australian & New Zealand    

Journal of Psychiatry, 49(7), 616-623. doi:10.1177/0004867415582053       



	

	

45 

Disability Action Council. (2014). National Disability Action Plan, 2014-   

            2018. Cambodia: National strategic Development plan 2006-  

           2010; 2009-13 

Geedipally, S. R., Turner, P. A., & Patil, S. (2011). Analysis of Motorcycle Crashes in   

Texas with Multinomial Logit Model. Journal of the Transportation    

Research Board, 2265, 62-69. doi:10.3141/2265-07  

Ghose, L. (2007). Karma and The Possibility of Purification - An Ethical and    

             Psychological Analysis of the Doctrine of Karma in Buddhism. Journal of   

             Religious Ethics, Inc., 35(2), 259-289.  

Giddings, L. S., & Grant, B. M. (2009). From Rigour to Trustworthiness: Validating   

Mixed Methods. In S. Andrew & E. J. Halcomb (Eds.), Mixed Methods    

Research for Nursing and the Health Sciences. USA: Blackwell Publishing    

Ltd.  

Guillen, M. D., Ishida, H., & Okamoto, N. (2012). Is the Use of Informal Public   

          Transport Modes in Developing Countries Habitual? An Empirical Study in    

          Davao City, Philippines. Transport Policy, 26.  

National Road Safety Committee. (2013). Annual Report, Road Crashes and    

        Casualties in Cambodia. Cambodia: National strategic Development plan 2006-  

        2010; 2009-13 

National Road Safety Committee. (2014a). Retrieved from  

         http://eprints.soas.ac.uk/23581/1/McMahon_4289.pdf 

Nguyen, H., Ivers, R., Jan, S., Martiniuk, A., Segal, L., & Pham, C. (2015). Cost and   



	

	

46 

        impoverishment 1 year after hospitalisation due to injuries: a cohort study in    

        Thái Bình, Vietnam. Injury Prevention, 22, 33-39. doi:10.1136/injuryprev- 2014-  

         041493   

Palmer, M. (2011). Disability and Poverty: A Conceptual Review. Journal of    

          Disability Policy Studies, 21(4), 210-218. doi:10.117/1044207310389333  

Poverty Alleviation Cambodia. (2008). Health. Retrieved from http://www.pac-  

           cambodia.org/Programs/Healthcare.php  

Powell, B. A., Mercer, S. W., & Harte, C. (2002). Measuring the Impact of   

          Rehabilitation Services on the Quality of Life of Disabled People in Cambodia.   

          Disasters, 26(2), 175-191.  

Probst, B. (2015). The Eye Regards Itself: Benefits and Challenges of Reflexivity in   

         Qualitative Social Work Research. Social Work Research, 39(1), 37-48.   

          doi:10.1093/swr/svu028  

Richman, M. J., Nawabi, S., Patty, L., & Ziment, I. (2010). Traditional Cambodian   

         Medicine. Journal of Complementary and Integrative Medicine, 7(1).    

         doi:10.2202/1553-3840.1194  

Rifaat, S. M., Tay, R., & de Barros, A. (2011). Effect of street pattern on the severity   

of crashes involving vulnerable road users. Accident Analysis & Prevention,   

43(1), 276-283. doi:http://dx.doi.org/10.1016/j.aap.2010.08.024  

          Traffic Law, (2006).  

 

 



	

	

47 

 

 

 

 

 

 

 

 

APPENDIX 

  



	

	

48 

 

 

Questionnaire 

On 
Factors influencing Cambodian’s customer loyalty in using the service coffee shops in 

Phnom Penh, Cambodia 

         My name is Sinit To. I am a student of International business at the Bangkok 

University in Thailand. I am conducting a research to fulfill my Master Degree. As my 

independent study, this questionnaire is designed to collect information of consumer or 

customer in selecting coffee shops. The questionnaire will be utilized by a student of 

the Master of Business Administration (M.B.A) Program of Bangkok University 

Graduate School of Business (International Program) as part of the independent study 

course. Your information will be treated with strict Confidentiality; the researcher is 

thankful for your time in completing the survey. 

 
      Please choose your most favorite coffee shops brand in Phnom Penh. (Choose only 

one by marking (√) 

 
                5 1.) Brown Coffee                                            5     2.) True Coffee    

                5 3.) Amazon Coffee                                          5    4.) Costa Coffee 

 

Part 1: Demographic and Behavioral Data  
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1. Gender               

          5 Male              5 Female  
2. Age (Years)           

5 17 - 25            5 25 - 30             5 30 - 35         5 35 + older         

3. Marriage Status    
    5 Single            5 Married            5 Devoted  

      4.   Occupation    

    5 Banking /Financial   5 Employee of Private Company      

                5 Student                     5 Business Owner    5 Sales/ Marketing        

                5 Other______ 

       5.  Education        

5 High School   5 Bachelor’s Degree     5 Master’s Degree          

5 Doctoral degree    

       6.  Income/ monthly 

5 Less than $180 - $250 per monthly     5 $250 - $300 per monthly           

5 $300 - $350 per monthly                     5   $400 - $450 per monthly         

5 $500 + more per monthly  
      7.  Which is the most appropriate time for the Coffee Shop to Open?      

    5 05.00am                   5 06.00am                           5 07.00am                               

    5 08.00am                   5 9.00am                             5 Other______ 

   8.  Frequency of visiting coffee shop? 

    5 Daily or almost     5 Times a week    5 2-3 times a week   

    5 3-4 times a week   5 one a week        5 Rarely go to coffee shops  

    5 never go to coffee shops   

    9.   A moment of drinking coffee day? 

            5 None                     5 One                    5 Two        

              5 Three                    5 Fours                  5    Five         

 

                                       

   10.  factors attracting for using coffee shop service?  
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    5 Coffee taste      5 Nice decoration    5 good service                                             

                5 Locate              5 Price                      5 other _______  

  11.  Times spend for using service at coffee shop? 

               5 $3 - 5 or less        5 $5 - $ 7       5 $7 - $10     5 $20 or more  

Prart2: Independent variable and Dependent Variable   

This section comprises of questions on product Quality of coffee shops. Please 

use the following scale ranging from 5= Strongly agree, 4= Rather agree, 3= 

Moderate, 2= Rather disagree, 1=strongly disagree 

 

 

 

 

 

 

 

 

 

 

 

 
 

Statement 

Level of Agreement 
     1 
Strongly 
Disagree 

     2 
  Rather 
 Disagree 

     3 
Moderate 

   4 
Rather 
Agree 

     5 
Strongly 
Agree 

Part1. Product Quality     

12) The coffee shop you often attend has high   

      quality of materials.        

     

13) The coffee shop you often attend has   

      varieties of coffee  

     

14) The coffee shop you often attend has   

       varieties is strongly delicious 

     

15) The aroma of coffee in the coffee shop that   

       you often attend is good 
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Statement 

Level of Agreement 
     1 

Strongly 

Disagree 

    2 

Rather 

Disagree 

     3 

Moderate 

   4 
Rather 
Agree 

     5  

Strongly 

Agree 

Part3 Brand innovation     

21) The coffee shop that you attend always  

      provide a new menu of coffee. 

     

22) The coffee shop that you attend always   

       provide a new service to customers. 

     

23) The coffee shop that you attend always  

provide a new promotion to attract   

customers.  

     

24) The coffee shop that you attend always   

provide a new time of close and open for   

customer’s availability. 

     

25) The coffee shop that you attend always  

provide a new marketing media to   

communicate with customers.  

     

 
 

Statement 

Level of Agreement 
     1 

Strongly 

Disagree 

    2 

Rather 

Disagree 

      3 

Moderate 

   4 

Rather 

Agree 

    5 

Strongly 

Agree 

Part2 Service Quality     
16) The coffee shop that you often attend close       

       and open at appropriate time 

     

17) Staffs are welcoming when servicing    

      customers  

     

18) Staffs can solve the customer’s complaint   

       immediately.  

     

19) Staffs take care of customers in a polite  

      manner 

     

20) The service is provides quickly       
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Statement 

Level of Agreement 
     1 

Strongly 

Disagree 

     2 

Rather 

Disagree 

      3 

Moderate 

   4 

Rather 

Agree 

     5 

Strongly 

Agree 

Part4: Physical Environment     

26) The coffee shop that you attend is located in   

       a convenient place. 

     

27) The coffee shop that you attend has good  

       decoration inside the shop. 

     

28) The coffee shop that you attend is clean and   

       tidy. 

     

29) The coffee shop that you attend has enough  

      seats for customers.  

     

30) The coffee shop that you attend has good  

      atmosphere making you want to stay longer. 

     

 
 

Statement 

Level of Agreement 
     1 

Strongly 

Disagree 

    2 

 Rather 

Disagree 

      3 

Moderate 

   4 

Rather 

Agree 

    5 

Strongly 

Agree 

Part5 : Customer loyalty     
31) you always feel good when you attend the  

     coffee shop that you visit frequently. 

     

32) you think that it is the right decision to be a   

      customer of the coffee shop mostly visit. 

     

33) when you need to drink coffee outside, the   
coffee shop that you mostly visit is your    
preferred choice.  

     

34) you would recommend the coffee shop that   

      you mostly attend to friends and relatives. 

     

35) you insist that you would stay longer at the  
coffee shop that you mostly visit in the  
future. 
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Please recommend other factors influencing that might positively affect the Customer 

loyalty in using service coffee shop.  

 

  

 

 

 

 

                                                                                             Thank you for your assistant  

                                                                                                                     Mr. Sinit To                                                                  

Email: sinithbu@gmail.com 
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