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INTRODUCTION

Coffee shops, which are public spaces, function as social spaces where individuals engage in social interaction,
opportunities for relaxation, and experience various aspects of life, beyond being mere coffee consumption areas
(Bayindir and Caligkan, 2022; Hanafi et al., 2025; Lee et al., 2018). In this respect, coffee shops stand out as places
where individuals strengthen their social bonds and gain different cultural experiences in their daily lives (Ferreira et
al., 2021). Especially for university students, coffee shops have become important socialization spaces that are not
only places to consume beverages, but also where friends meet, where people choose to study or work on projects,
where social networks are expanded, and where individuals or groups spend time (Bayindir and Ongel, 2019; Lee,

2022).

The atmosphere of a food establishment consists of components such as decoration, lighting, music, and scent
(Antikasari et al., 2021; Saputra, 2023). These elements directly shape consumers' perceptions of the establishment,
their emotional states, and their overall experience (Saatci and Temeloglu, 2019). These atmospheric elements play
a critical role in determining consumers' satisfaction levels, their loyalty to the venue, and their intention to revisit
(Canakei, 2023; Rahayu et al., 2018; Wowor and Kurniawan, 2025); while also influencing levels of social interaction
and the quality of time spent in the space (Tan et al., 2024). The literature emphasizes that atmosphere is a decisive
factor in the service sector on consumer satisfaction, perceived value, brand image, and behavioral intentions
(Athallah and Sunanto, 2025; Adveni and You, 2024; Najhan et al., 2022). Various studies have shown that,
especially in businesses offering experience-based services such as coffee shops, atmospheric elements create
positive emotional responses in consumers, strengthening customer loyalty and increasing the likelihood of repeat

visits (Ismail et al., 2025; Kamila et al., 2024).

The psychological and behavioral effects of atmosphere in the service industry on customers have long been a
subject of research (Ahmed et al., 2023; Wowor and Kurniawan, 2025), while the decisive role of the enjoyment
these elements create on their ultimate behavioral intentions is also gaining increasing importance (Astrini et al.,
2022; Bilal et al., 2023). The main objective of this study is to determine the effect of perceptions of coffee shop
atmosphere on the behavioral intentions of university students and to examine the mediating role of perceived
enjoyment in this relationship. In this regard, the study investigates how atmosphere shapes behavioral intentions,
both through its direct effect and through the feeling of enjoyment it creates in individuals. The study aims to reveal
the significance of emotional experiences in explaining behavioral tendencies, particularly those related to repeat
visits, recommendations to others, and positive evaluations. Although the link between atmosphere and behavioral
outcomes is well established, prior coffee shop studies have largely treated atmosphere as a direct antecedent of
outcomes such as satisfaction, loyalty, or service quality, giving limited attention to the affective mechanism through
which atmosphere shapes behavioral intention. In particular, the mediating role of perceived enjoyment—and
whether atmosphere's effect is direct, indirect, or fully mediated—remains underexamined, especially among young
consumers such as university students, for whom coffee shops are primarily hedonic and social spaces. Addressing
this gap, the present study examines perceived enjoyment as the affective link between coffee shop atmosphere and
behavioral intention. It thus contributes by specifying this emotional mechanism rather than a direct effect alone, by
focusing on the under-studied university-student segment, and by offering atmosphere-management implications

grounded in emotional rather than purely aesthetic value.
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Literature Review

The role of environmental and emotional factors in understanding consumer behavior in the service sector is
becoming increasingly important (Gulam et al., 2023; Mason et al., 2023; Singh et al., 2022). Particularly in
experience-based consumption areas, the impressions left by the physical environment on individuals and the process
by which these impressions turn into emotional responses are decisive in shaping behavioral outcomes (Gardner,
1985). In spaces focused on social interaction and relaxation, such as coffee shops, atmospheric elements not only
create an aesthetic environment but can also influence the consumer's psychological state and perceived level of
enjoyment. This study is grounded in the Stimulus—Organism—Response (S-O-R) framework (Mehrabian and
Russell, 1974), which explains how environmental cues shape behavior through internal states. According to this
framework, environmental stimuli (S) elicit an internal organismic state (O), which in turn drives behavioral
responses (R). In the present study, coffee shop atmosphere represents the stimulus, perceived enjoyment represents
the affective organismic state, and behavioral intention represents the response. This framework provides the
theoretical basis for expecting atmosphere to influence behavioral intention both directly and indirectly through

perceived enjoyment.

In service marketing literature, the physical environment in which the service is delivered is considered a
fundamental element that directly shapes consumers' perceptions, emotional responses, and behavioral tendencies
(Rahayu et al., 2018; Rathnasiri et al., 2025). The coffee shop atmosphere consists of multidimensional components
such as decoration, lighting, music, scent, and staff attitude (Suryana et al., 2024; Wachdijono et al., 2023). These
elements can create positive perceptions among consumers, increasing satisfaction levels and strengthening
behavioral intentions such as revisiting and recommending to others (Wowor and Kurniawan, 2025). Previous studies
in the field have shown that atmospheric elements enrich the service experience by creating positive emotional
responses in consumers, thereby increasing behavioral intentions (Tular, 2023). It is predicted that positive
perceptions of coffee shop atmosphere will also support consumers' behavioral intentions, such as revisiting the venue
and engaging in positive word-of-mouth communication. From an S-O-R perspective, a salient environmental
stimulus such as atmosphere can directly elicit approach responses—here, revisit and recommendation intentions—
which is why a direct path from atmosphere to behavioral intention is also expected and tested. In this context, the
following hypothesis was developed to examine whether coffee shop atmosphere perception has an effect on

behavioral intention:

H1: Perceptions of coffee shop atmosphere have a positive and significant effect on individuals' behavioral

intentions.

Perceived enjoyment is a concept closely related to hedonic value, expressing the pleasure, satisfaction, and
emotional fulfillment an individual derives from a service experience (Huang et al., 2024; Kurniawan and Tankoma,
2023). Especially in experience-based services, the pleasure felt by the consumer constitutes an important component
of the total perceived value of the service (Alotaibi et al., 2024; So et al., 2021; Weerasinghe and Samarathunge,
2020). Enjoying time spent in social spaces such as coffee shops shapes consumers' attitudes toward the venue in a
positive way and increases the likelihood of these attitudes translating into behavioral intentions. The literature
contains various studies showing that perceived enjoyment strengthens behavioral tendencies such as revisiting,

recommending to others, and engaging in positive word-of-mouth communication (Chaudhry et al., 2023; Hasan et
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al., 2021; Ulaan et al., 2016). In this context, it has been observed that consumers who derive a high level of
enjoyment from the service experience develop stronger loyalty towards the service provider in question and exhibit
positive behavioral intentions (Zulgarnain et al., 2023). Therefore, it is predicted that perceived enjoyment in coffee
shops will increase consumers' future visit intentions and positive recommendation behaviors. Therefore, to examine

whether perceived enjoyment has an effect on behavioral intention, the following hypothesis has been developed:
H2: Perceived enjoyment has a positive and meaningful effect on individuals' behavioral intentions.

In the literature on service marketing and consumer behavior, it is emphasized that the physical environment has
both direct and indirect effects on shaping consumer responses (Heung and Gu, 2012; Nusairat et al., 2020). In
particular, various studies have shown that the atmosphere influences behavioral intentions through the emotional
experiences it creates in consumers (Jalil et al., 2016; Ryu et al., 2021). In this context, positive perceptions of the
coffee shop atmosphere can elevate the consumer's internal emotional state, particularly the perceived level of
enjoyment, and this situation can facilitate the strengthening of behavioral intentions. Therefore, perceived enjoyment
is expected to serve as an important emotional bridge in the relationship between coffee shop atmosphere perception
and behavioral intention. It is predicted that the effect of coffee shop atmosphere on behavioral intention will be
meaningfully shaped through the pleasure the consumer derives from the experience. This mediation follows directly
from the S-O-R logic, which holds that stimuli affect responses through the organism's internal state; accordingly,
perceived enjoyment (organism) is expected to transmit the effect of atmosphere (stimulus) onto behavioral intention

(response). Therefore, the following hypothesis has been developed:

H3: Perceived enjoyment plays a mediating role in the relationship between coffee shop atmosphere perception

and behavioral intention.

Taken together, the literature suggests that coffee shop atmosphere is an important factor shaping the consumer
experience, and that this effect frequently operates through emotional processes (Heung and Gu, 2012; Jalil et al.,
2016; Ryu et al., 2021; Tan et al., 2024). In this regard, it is considered that the level of enjoyment the consumer
derives from the experience is a critical factor that strengthens this relationship, rather than the perception of
atmosphere alone directing behavioral intentions. Therefore, this study aims to make important contributions to both
theory and practice by examining the mediating role of perceived enjoyment in the relationship between coffee shop

atmosphere perception and behavioral intention.
Material and Methods
Variables and Measurements

The coffee shop atmosphere scale was adapted from Hussain and Ali (2015) and consists of five statements that
allow participants to evaluate environmental elements such as cleanliness, music, smell, temperature, and lighting in
their preferred coffee shops. The perceived enjoyment scale, adapted from the studies by Hasan et al. (2021) and
Rouibah et al. (2021), consists of three items that measure participants' emotional evaluations of their experience of
spending time in coffee shops. The behavioral intention scale consists of four items developed by Baymdir and
Caliskan (2022) and aims to measure participants' future intentions and recommendation behaviors regarding coffee
shop use. Participants rated all statements on a 5-point Likert scale (1=Strongly Disagree, 5=Strongly Agree).

Because the original scales were developed in English, a translation—back-translation procedure was applied to ensure
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conceptual equivalence. The items were first translated into Turkish by bilingual experts and then independently
back-translated into English; discrepancies between the two versions were reviewed and resolved to finalize the
Turkish form. Prior to the main study, the questionnaire was reviewed by a small group of four respondents to assess
the content validity and comprehensibility of the items. Based on their feedback, minor wording adjustments were

made to improve clarity. Information about the scales used in the study is presented in Appendix 1.
Research Model

The research model tested in this study is presented in Figure 1.

Perceived
Enjoyment

Coffee Shop

Behavioral
Atmosphere

Intention

Figure 1. Research model
Sample and Data Collection

The target population consists of university students who visit coffee shops and have experience spending time in
these establishments. The sample population comprises students enrolled at Kirklareli University who actively use
coffee shops in the city center. In selecting the sample, due to time and cost constraints that made it difficult to reach
the entire population, the convenience sampling technique was preferred over non-probability sampling methods. In
this context, students who volunteered to participate in the research were reached without regard to demographic
distinctions such as faculty or class level. The participants represent a target group suitable for the purpose of the

research in terms of their experience of spending time in coffee shops.

Ethical committee approval for data collection in this study was obtained from the Scientific Research and
Publication Ethics Committee of Kirklareli University with decision number E-35523585-199-152455 dated
February 12, 2025. The data collection process was conducted both through face-to-face surveys and online survey
forms. Data collection began in February 2025 and continued until the end of June. As a result of the data collection
process carried out within the scope of the research, a total of 407 survey forms were obtained. However, some of
these surveys were excluded from the evaluation because they contained incomplete answers to basic questions. After
eliminating forms containing incomplete or incorrect data, the number of valid surveys included in the analysis
process was determined to be 400. Accordingly, the statistical analyses of the research were performed on a valid

sample of 400 participants.
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Data Analysis

SPSS and SmartPLS software were used together to analyze the data obtained within the scope of the research.
First, descriptive statistics were presented by calculating frequency and percentage distributions using the SPSS
program to analyze the participants' demographic information and general descriptive characteristics. Partial Least
Squares Structural Equation Modeling (PLS-SEM) was used to assess the measurement and structural models. PLS-
SEM was preferred because the study is prediction-oriented and aims to explain the target construct (behavioral
intention), because it does not require data normality assumptions, and because it is well suited to models involving
mediation. Following the standard two-step procedure, the measurement model was first assessed using outer
loadings, composite reliability, and average variance extracted (AVE); the structural model and the hypothesized

direct and indirect paths were then tested via path analysis.
Results
Profile of the Consumer Sample

Table 1 shows the distribution of demographic characteristics of the individuals participating in the study. When
examining the gender distribution of participants, 46.5% were female and 53.5% were male. By age group, the highest

participation rate was 41% in the 21-23 age range, followed by 38.8% in the 18-20 age range and 15% in the 24-26

age range.

Table 1. Demographic data of the sample group

Cl)lleal:;)cgtl;li)sl;;ss Frequency Percentage Demographic Characteristics Frequency Percentage

Gender Female 186 46.5 Education Associate Degree 54 13.5
Male 214 53.5 Level Bachelor’s Degree 324 81

18-20 155 38.8 Graduate Degree 22 5.5

21-23 164 41 Less than 22.000 TL 256 64

Age 24-26 60 15 Monthly 22.000-30.000 TL 81 20.3
27-29 16 4 Income 30.001-40.000 TL 44 11
30 and above 5 1.3 Level 40.001-50.000 TL 16 4

More than 50.000 TL 3 0.8

When examining educational status, undergraduate students constitute the vast majority of participants at 81%;
this is followed by students pursuing associate degrees at 13.5% and graduate-level education at 5.5%. Looking at
monthly income, 64% of participants have an income below 22,000 TL, 20.3% have an income between 22,000-
30,000 TL, 11% have an income between 30,001-40, 000 TL, 4% have an income between 40,001-50,000 TL, and
only 0.8% have an income above 50,000 TL.

Information on Coffee Shop Preference Habits

Tables 2 and 3 present findings regarding participants' frequency of choosing coffee shops and the most preferred

coffee types in these establishments.

Table 2. Frequency of participants' preference for coffee shops

Frequency of preference Frequency Percentage
Once a month 103 25.8
1-2 times a week 171 42.8
3-4 times a week 97 24.3
Once a day 29 7.2

1945



Baywndr, B. JOTAGS, 2026, 14(2)

Table 2 shows that 42.8% of participants prefer coffee shops 1-2 times a week. This is followed by those who
visit once a month (25.8%) and those who visit 3-4 times a week (24.3%). The percentage of participants who go to
coffee shops once a day is the lowest at 7.2%. These results show that the majority of participants prefer coffee shops

on a weekly basis and that the daily usage rate is low.

Table 3. Type of coffee participants usually prefer at coffee shops

Type of Coffee Frequency Percentage
Turkish coffee and its varieties (menengicg,

dibek, damla sakizli, etc.) 02 23
Espresso or espresso-based beverages (latte,

. . 228 57
mocha, americano, cappuccino, etc.)
Filter coffee 77 19.3
Other 3 0.8

According to Table 3, the most preferred type of coffee in coffee shops is espresso or espresso-based drinks (latte,
mocha, americano, cappuccino, etc.) at a rate of 57%. Turkish coffee and its derivatives (menengig, dibek, damla
sakizli, etc.) rank second at a rate of 23%. While 19.3% of participants prefer filter coffee, the percentage of those
who prefer coffee types in the “other” category is quite low at 0.8%. These findings reveal that modern and espresso-

based beverages are more popular than traditional coffee types among university students' coffee preferences.
Measurement Model Assessment

Before testing the research model, validity and reliability analyses were conducted on the constructs used in the
study. In this context, internal consistency reliability, convergent validity, and discriminant validity criteria were
considered. Cronbach's Alpha and composite reliability (CR) values were examined to assess internal consistency.
In determining convergent validity, the average variance extracted (AVE) values with factor loadings were used as
a basis. The relevant literature indicates that factor loadings of at least 0.40, Cronbach's Alpha and composite
reliability coefficients above 0.70, and AVE values above 0.50 are acceptable levels (Hair et al., 2006; Hair et al.,
2014). In line with this, the findings regarding internal consistency reliability and composite validity obtained in the

study are presented in Table 4.

Table 4. Factor analysis results of the scales

. Average
b
Construct Item Code Ii z;c(;;)l:' Cr(:;b;:h s ICQZ;?a [;)(;lsiltte Variance
g P y Extracted (AVE)
CSA1 0.674
Coffee Sh CSA2 0.727
offee Shop
Atmosphere CSA3 0.684 0.789 0.789 0.512
CSA4 0.693
PEI 0.824
Perceived Enjoyment PE2 0.652 0.761 0.773 0.518
PE3 0.672
BI1 0.781
Behavioral Intention BI2 0.753 0.820 0.821 0.603
BI3 0.795
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An examination of Table 4 shows that the factor loadings for the coffee shop atmosphere variable range between
0.674 and 0.727. The Cronbach’s Alpha and composite reliability values were found to be 0.789, while the AVE
value was calculated as 0.512. These results indicate that the scale has an acceptable level of internal consistency
reliability and that convergent validity is achieved. For the perceived enjoyment variable, the factor loadings range
from 0.652 to 0.824. The Cronbach’s Alpha value is 0.761, the composite reliability is 0.773, and the AVE value is
0.518. These values demonstrate that the construct possesses adequate reliability and convergent validity. Finally,
the factor loadings for the behavioral intention variable range between 0.753 and 0.795. The Cronbach’s Alpha value
was calculated as 0.820, the composite reliability as 0.821, and the AVE value as 0.603. These results indicate that

the construct has high internal consistency and strong convergent validity.

In determining discriminant validity, the criteria proposed by Fornell and Larcker (1981) and Henseler et al.
(2015) were considered. According to the Fornell and Larcker (1981) approach, the square root of the AVE value for
each construct should be higher than its correlations with other constructs. Table 5 presents the analysis results

obtained based on the Fornell and Larcker (1981) criteria.

According to the HTMT (Heterotrait-Monotrait Ratio) criterion proposed by Henseler et al. (2015), the ratio
between the average correlations of indicators across different constructs and the average correlations of indicators
within the same construct is taken into consideration. In this approach, an HTMT value below 0.90 is recommended;
for conceptually distinct constructs, the threshold is expected to be below 0.85. The HTMT values obtained in the
study are presented in Table 6.

Table 5. Discriminant validity results between constructs (Fornell-Larcker Criterion)

Perceived Enjoyment Behavioral Intention Coffee Shop Atmosphere
Perceived Enjoyment (0.720)
Behavioral Intention 0.695 0.777)
Coffee Shop Atmosphere 0.661 0.421 (0.712)

The values in parentheses in Table 5 represent the square roots of the AVE. The findings indicate that the square
root of the AVE for each construct exceeds its correlations with the other constructs, thereby demonstrating that

discriminant validity is achieved.

Table 6. Discriminant validity results between constructs (HTMT Criterion)

Perceived Enjoyment  Behavioral Intention Coffee Shop Atmosphere
Perceived Enjoyment
Behavioral Intention 0.700
Coffee Shop Atmosphere 0.654 0.421

As reported in Table 6, the HTMT coefficients are below the threshold values. Considered together with Table 5,
these results indicate that the constructs examined in the study are sufficiently distinct from one another and that

discriminant validity is confirmed.
Test of Hypotheses

For testing the proposed hypotheses, the resampling technique was employed. A total of 10,000 bootstrap
subsamples were selected for the resampling procedure. The standardized path coefficients, p-values, and R? values
of the tested model are presented in Figure 2.
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Algilanan Keyif

0.661 (0.000) 0.741 (0.000)
0.486
-0.069 (0.429
( )
Kahve Diikkam Atmosferi Davramgsal Niyet

Figure 2. Structural equation model

The direct effects obtained from the testing of the structural model are presented in Table 7, and the indirect effects

are shown in Table 8.

Table 7. Path analysis results for direct effects

Path p Standard .
Deviation t-value p-value Hypothesis Result
Coffee Shop
Atmosphere Behavioral -0.069 0.088 0.790 0.429 Not Supported
Perceived Intention
. 0.741 0.086 8.655 0.000 Supported
Enjoyment

According to the path analysis results presented in Table 7, the direct effect of coffee shop atmosphere on
behavioral intention was not found to be statistically significant ( = -0.069; p = 0.429). This indicates that the H1
hypothesis proposed in the study is not supported. In contrast, the effect of perceived enjoyment on behavioral
intention is positive and statistically significant (f = 0.741; p <0.001). This finding reveals that the level of pleasure

students experience in coffee shops has a strong influence on their behavioral intention.

Table 8. Path analysis results for indirect effects

Standard Hypothesis
Path B Deviation t-value p-value Result
Coffee Shop Perceived Behavioral 0.490 0.079 6.243 0.000 Supported

Atmosphere Enjoyment Intention

According to the results presented in Table 8, the mediating role of perceived enjoyment in the effect of coffee
shop atmosphere on behavioral intention was found to be statistically significant (f = 0.490; p < 0.001). The standard
deviation was calculated as 0.079, and the t-value as 6.243, indicating that the mediation effect is strong and
significant. This finding reveals that although the coffee shop atmosphere does not have a significant direct effect on
behavioral intention, it indirectly influences behavioral intention through the sense of pleasure it evokes in students.
In other words, a positive atmosphere enhances the pleasure students derive from their time spent in the venue, and

this feeling of pleasure strengthens their behavioral intentions, such as revisiting and recommending the coffee shop.

As stated by Zhao et al. (2010), if indirect effects are found to be statistically significant, the presence of a
mediating effect is accepted. In this regard, the mediating effects obtained in the study were evaluated within the

framework of the mediating effect decision tree proposed by Yildiz (2021). The analyses revealed that perceived
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enjoyment played a full mediating role in the relationship between coffee shop atmosphere and behavioral intention.

As a result of the findings, the study's H3 hypothesis was supported.
Discussion and Conclusions

The purpose of this study is to reveal the effect of perceptions of coffee shop atmosphere on university students'
behavioral intentions and to examine the mediating role of perceived enjoyment in this relationship. The findings
from the research show that the coffee shop atmosphere does not have a statistically significant direct effect on
behavioral intention, but it creates a strong and significant effect on perceived enjoyment. However, it was
determined that perceived enjoyment has a positive and significant effect on behavioral intention. The analyses
revealed that the effect of the coffee shop atmosphere on behavioral intention occurs indirectly through perceived
enjoyment, and that this mediating effect is statistically significant. Accordingly, it appears that students' behavioral
tendencies, such as revisiting coffee shops or recommending them to others, are shaped more by the feeling of

enjoyment created by the atmosphere than by their direct perception of the atmosphere.

The results obtained from this study are consistent with findings in the literature that suggest service environment
elements influence consumer behavior not so much by directly affecting it, but rather by guiding it through emotional
processes (Handriana et al., 2020; Prameswari et al., 2019; Tan et al., 2024). The fact that the coffee shop atmosphere
does not have a direct significant effect on behavioral intention shows that students do not rely solely on their
perception of the physical environment when choosing a place, but that the emotional satisfaction they derive from
the experience is more decisive. In particular, the fact that perceived enjoyment is significantly influenced by the
perception of atmosphere and strongly explains behavioral intention emphasizes the strategic importance of hedonic
experiences in service marketing. In this context, the research findings indicate that coffee shop operators should
focus not only on aesthetic design elements but also on factors that increase the enjoyment derived from the time

spent in the space in order to increase customer loyalty and positive word-of-mouth communication.

The findings of the study show that emotional experiences play a central role in the coffee shop preferences and
behavioral intentions of young consumer groups, particularly university students. This reveals that visual aesthetics
or physical comfort alone are not sufficient in service environment design, and that enhancing the enjoyment
consumers derive from their time spent in the space can strengthen loyalty and recommendation behaviors. Therefore,
coffee shop operators can contribute to customers developing positive emotions by combining elements such as
appropriate lighting, pleasant scents, harmonious music selection, and friendly service into a holistic atmosphere
strategy. Such an approach will not only increase customer satisfaction but also provide a differentiation advantage
in a highly competitive market. By examining the mediating role of perceived enjoyment in the relationship between
coffee shop atmosphere and behavioral intention, this study also contributes to the literature on service marketing
and consumer behavior. Thus, the study extends this literature by demonstrating that atmospheric elements should

be evaluated not only in terms of aesthetics and functionality but also in terms of the emotional experience dimension.

This study has certain limitations. First, because the data were collected solely from students at a single university,
the sample is relatively homogeneous in terms of age, occupation, and location. The findings may therefore not
generalize to other age groups, occupational or professional backgrounds, or to consumers in different cities and
countries. The research model only includes certain variables (perceived coffee shop atmosphere, perceived
enjoyment, and behavioral intention), while other possible influencing factors such as price, brand image, and service
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quality are not considered. Future research should use broader and more diverse samples from different universities
or cities to examine the results comparatively. Furthermore, qualitative research methods (interviews, focus group
studies, etc.) could be used to collect more in-depth data on students' coffee shop experiences. In conclusion, this
research contributes to the literature, both theoretically and practically, by examining the effect of coffee shop
atmosphere on university students' behavioral intentions in the context of the mediating role of perceived enjoyment.
The findings highlight the need to prioritize emotional experiences, particularly in service environment design, and

provide strategic insights for businesses to enhance customer loyalty.
Declaration

Ethical committee approval for data collection in this study was obtained from the Scientific Research and
Publication Ethics Committee of Kirklareli University with decision number E-35523585-199-152455 dated
February 12, 2025.
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Appendix 2. Items of the scales used in the questionnaire

Scale Item Code Items
CSAl The coffee shop I usually prefer is clean.
CSA2 The music played in the coffee shop I usually prefer is relaxing.
Coffee Shop Atmosphere CSA3 The scent of the coffee shop I usually prefer is pleasant.
CSA4 The temperature of the coffee shop I usually prefer is appropriate.
PE1 Spending time in coffee shops is enjoyable.
Perceived Enjoyment PE2 Spending time in coffee shops is interesting.
PE3 Spending time in coffee shops is exciting.
BI1 I plan to drink coffee at a coffee shop soon.
Behavioral Intention BD I am c.onsidering increasing the frequency of drinking coffee at coffee
shops in the future.
BI3 I can recommend drinking coffee at coffee shops to my friends or others.
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