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This study focuses on how self-congruity becomes a factor that
moderates the relationship between service quality and brand
image on customer satisfaction and customer satisfaction
effect on customer loyalty in coffee shop businesses in
Indonesia. The approach will be taken with a quantitative
approach and structural equation modeling. This study found
that in coffee shop customers self-congruity strengthens a
Keywords: SME, Coffee Shop, positive impact on service quality and brand image. Self-
Customer  Satisfaction, Self- Congruity plays an important role in dealing with customer
Congruity, Service Quality perceptions of their brand loyalty.

INTRODUCTION

Study Background The food and beverage sector is considered influential and makes a
significant contribution to the Indonesia economy (Badan Pusat Statistik). food and beverage
sector has a substantial contribution to the Indonesia national GDP (Badan Pusat Statistik).
The Central Statistics Agency (BPS) reported that the national gross domestic product (GDP)
based on current prices (ADHB) for the food and beverage industry reached Rpl.23
quadrillion in 2022. This value represents 6.32% of the total national economy, which
amounted to Rp19.59 quadrillion. Food and beverage also contribute more than a third
(38.35%) to the total GDP of the non-oil and gas manufacturing industry, which totals Rp3.23
quadrillion. This portion is the largest compared to other industries. Therefore, it is not
surprising that many entrepreneurs are interested in entering the food and beverage industry
due to its high demand and economic activity in this sector.

In Indonesia, small and medium-sized enterprises (SMES) contribute the largest share to
the country's GDP, accounting for approximately 60.51%. Additionally, 99% of business
units in Indonesia are classified as micro, small, and medium enterprises (MSMES). This
indicates that one of the fastest-growing sectors in Indonesia is the MSME sector. As of 2023,
the number of MSME business units in Indonesia reached 4,500,584, with the food and
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beverage sector comprising 1,800,827 million business units. This industry alone represents
40.01% of the total number of MSMEs (BPS)

Talking about the food and beverage sector, per capita consumption of beverages
(coffee, tea, juice) in Indonesia is in fourth place after fried foods, cakes, and bread (BPS). In
Indonesia, coffee is an agricultural commodity with the largest export value in 2023 compared
to other plants or fruits (BPS). This study will focus on coffee compared to other beverage as
the first study, considering that Indonesia is also one of the largest coffee exporting countries
in the world (Gois et al., 2023). It is possible that further study will be carried out on other
beverage categories, but due to it’s limitations, it will be carried out on the coffee industry
sector first as the largest commodity in Indonesia.

The increasing number of players in a market naturally intensifies competition within
that market (Pedro Bento, 2020). High competition drives consumers toward products with
the highest value and efficiency (Huang, 2023). The higher the level of competition, the more
difficult it becomes for a company to succeed in marketing its products, reducing its chances
of achieving business success (Pedro Bento, 2020).

In Indonesia, where 99% of businesses are classified as MSMEs (BPS), strong market
competition is inevitable. The high number of business units and rapid growth naturally lead
to intense competition. According to Lupiyoadi (2018), nearly 80% of business in Indonesia
fail within their first year of operation. The first five years are considered the most critical
phase for the survival of MSMEs (Adomako & Ahsan, 2022). A micro, small, and medium
enterprise is considered to have successfully sustained itself if it can survive for at least 5
years (Adomako & Ahsan, 2022). This study will analyze business units that have
successfully operated for more than five years, focusing on the coffee shop industry. In this
study we will provide It aims to provide insights into customer loyalty from the perspective of
self-congruity psychology, utilizing the Customer Satisfaction Index as a mediating factor and
self-congruity as moderator afection Customer Satisfaction to Customer Loyalty. The goal is
to enhance the competitiveness of new MSME business units in Indonesia.

There are several objectives that the author aims to achieve through this research,
namely:

1. To identify the influence of self-congruity in Food and Beverage SME’s customer
retention to facing high competition for new developed business.

2. To evaluate the significance of the impact of food quality, physical environment, and
service quality on mediating product self-congruity to customer satisfaction.

3. To evaluate the significance of the impact of brand attitude and brand image on mediating
product self-congruity to customer satisfaction.

4. To develop a for new developed SMEs to improve resilience to facing high competition for
new developt business.

The following are several questions that can be proposed based on the problem
statement above:
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1. How does self-congruity influence customer retention in Food and Beverage SMES?

2. How impactful does food quality, physical environment, and service quality on mediating
product self-congruity to customer satisfaction?

3. How impactful of brand attitude and brand image on mediating product self-congruity to
customer satisfaction?

4. What strategies can new Food and Beverage SMEs adopt to improve resilience in
competitive markets?

RESEARCH METHOD

This study follows a quantitative research design to analyze the impact of customer self-
congruity factors on food and beverage SMEs in Indonesia. This research design includes a
cross-sectional time horizon and a field setting within food and beverage SMEs in Indonesia.
The unit of analysis is individual customers of the SMEs. The target population consists of
customers of food and beverage SMEs that have been operating for more than three years.
The sample size will be determined using statistical calculations to achieve adequate
representation and validity. Primary data will be collected through structured questionnaires
distributed to customers. The questionnaire will include closed-ended questions using a Likert
scale to measure the influence of self-congruity on customer satisfaction and customer
loyalty. Secondary data will be obtained from previous research, statistical reports, and
business publications related to SMEs in Indonesia.

Research Question
Table 2. Research Question

Construct Code | Indicator
R1 The beverage i receive always matches my order
R2 The beverage is served on time as promised
Reliability R3 The taste of the bevera_lge [ con_sistent every time purchase_it
R4 The Dbeverage quality remains consistent across different
locations
R5 | rarely experience mistakes in my beverage orders
Al The staff appear well-trained in serving and explaining beverage
products
A2 The staff provide convincing information about the beverage's
Assurance content or beneﬁts_ _
A3 | feel safe consuming beverages that is served to me
Ad I am confident that the beverage ingredients are clean and safe
A5 | trust the quality claims or certifications displayed on the
packaging
T1 The beverage product packaging is attractive and professional
Tangible T2 The design of the bottle, label, or cup is visually appealing
T3 The brand's visual identity (logo, color, design) is consistent and
professional
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T4 The equipment used by the staff looks clean and hygienic
T5 The beverage service area is clean and well-organized

El | feel that | am treated personally and valued as a customer
E2 The brand provides options for special needs such as non-dairy
or low sugar

E3 The staff are willing to customized my order based on my
preferences (e.g., less sugar, no ice)

E4 The staff listen well when i make special requests

ES The staff are friendly and helpful in recommending drinks that
suit my taste

RS1 | The beverage is prepared and served promptly

RS2 | I receive service promptly when waiting in line or at the table
Responsiveness | RS3 | When | appear confused, the staff immediately offer assistance
RS4 | The staff respond quickly when I ask questions about the menu
RS5 | My complaints are responded, either in person or online

CS1 | The delivery service meets my expectations

CS2 || am satisfied with my decision to use this third-party delivery
Customer service

Satisfaction CS3 | I'would avail their delivery service the next time

CS4 | I'will recommend others to use this delivery service

CS5 | Iam very satisfied with the deliveryman’s service

Bl 1 | This coffee brand is stable and firmly established.

Bl 2 | This coffee brand is providing better services than others in the
BD telecom sector

BI 3 | I consider that this coffee brand has a good reputation for their
service

Bl 4 | I have always had a good impression of this Coffee brand

BI5 || believe that Cafe brand (ABC) has a better image than its
competitors.

SC 1 | The personality this coffee brand is consistent with how | see
myself.

Self Congruity | SC 2 | The personality his coffee brand reflects mine

SC 3 | People who buy in this cafe are very similar to me

SC 4 | this cafe symbolizes my way of thinking.

CL1 | I'will continue to use this cafe

Customer CL 2 | I'will recommend others to use this cafe

Loyalty CL 3 | I say positive things about this cafe to others

CL 4 | I'would like to use this cafe more often

Empathy

Brand Image

Materials and Instruments

The study utilizes structured questionnaires as the primary instrument for data
collection. The questionnaire comprises validated measurement scales adopted from previous
studies to assess self-congruity, customer satisfaction, and customer loyalty. Sources of these
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scales are cited accordingly. If any self-developed measurement scales are used, they will
undergo reliability and validity testing, including Cronbach’s Alpha for internal consistency.
Independent Variable: Service Quality, Brand Image

Mediating Variable: Customer Satisfaction

Moderating Variable: Self-Congruity

Dependent Variable: Customer Loyalty

Method Implementation
1. Survey Distribution & Data Collection
Questionnaires will be distributed to selected customers through online channels.
Responses will be collected over a predefined period, ensuring sufficient sample size is
reached.
2. Data Analysis
Data will be anlayzed by using statistical techniques, Structural Equation Modeling
(SEM), and mediation analysis will be used to examine relationships between variables.
3. Reliability & Validity Testing
Before the final analysis, all measurement items will be tested for the reliability and
validity.

RESULT AND DISCUSSION
Respondent Profile
Table 3. Respondent Profile

Categories Frequency Percentage
Ages

<15 9 3%
15-20 10 3%
21-25 142 47%
26-30 88 29%
36-40 41 14%
>40 10 3%
Domicile

Jakarta Metropolitan Area 237 79%
Outside Jakarta Metropolitan Area 63 21%

Measurement Model

The correlations between service quality aspects, brand image, customer happiness,
customer loyalty, and self-congruity were determined in this study by employing Structural
Equation Modeling (SEM) with the help of SmartPLS software version 4. This method was
selected because it works well for exploratory research and can manage intricate models with
several components and indicators (Balinado et al., 2021).
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Figure 1. Structural Model

The Heterotrait-Monotrait ratio (HTMT) was used to further evaluate discriminant
validity. HTMT values should generally be below 0.90 to confirm discriminant validity. As
shown in the HTMT matrix, all inter-construct HTMT values are well below the threshold of
0.90. These results indicate that there is no significant issue of multicollinearity or conceptual
overlap among the constructs, thereby providing strong evidence of discriminant validity
based on the HTMT criterion. Therefore, it can be concluded that the constructs used in the
model are empirically distinct from each other.

Table 4. Discriminant Variability — Heterotrait-Monotrait Ration (HTMT)

Brand Customer  Customer A . Self- . Self-Congruity x
Assurance Image Loyalty  Satisfaction Empathy Reliability Responsiveness Congruity Tangible Customer Satisfaction
Assurance
Brand Image 0.771
Customer Loyalty 0.773 0.780
Customer Satisfaction 0.765 0.746 0.752
Empathy 0.759 0.777 0.754 0.781
Reliability 0.767 0.783 0.742 0.767 0.743
Responsiveness 0.770 0.776 0.807 0.731 0.749 0.757
Self-Congruity 0.743 0.756 0.754 0.745 0.726 0.760 0.769
Tangible 0.756 0.772 0.762 0.765 0.746 0.757 0.782 0.739
Self-Congruity x 0600 0610  0.605 0.465 0581 0574 0.604 0379 0588
Customer Satisfaction
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The coefficient of determination (R2) is used to assess the explanatory power of the
endogenous latent variables within the structural model. R? values of 0.25, 0.50, and 0.75 are
considered weak, moderate, and substantial, respectively (Hair et al, 2022). Brand Image (R®
= 0,461), Customer Loyalty (R* = 0,625), and Customer Satisfaction (R*> = 0,639) fall within
the moderate and moderate to substantial range. The results indicate that the model is
adequate in explaining the relationships among the variables.

Table 5. R-square
R-square  R-square adjusted

Brand Image 0.461 0.459
Customer Loyalty 0.625 0.622
Customer Satisfaction 0.639 0.633

Based on the results in Table 5, 2 hypotheses were not supported with statistically
significant values (p < 0,05). The relationship between brand image and customer satisfaction
is not statistically significant (p = 0.220). This result indicates that the way customers
perceive the brand does not directly contribute to their satisfaction. The relationship between
responsiveness and customer satisfaction is also not statistically significant (p = 0.308). This
suggests that the speed or willingness of the service provider to respond does not have a direct
impact on customer satisfaction.

Table 6. Hypothesis Testing & Path Coefficient

(L?é%’tgga) P values  Decision
Assurance -> Customer Satisfaction 2,245 0.025 Accepted
Brand Image -> Customer Satisfaction 1,226 0.220 Rejected
(Llustomer Satisfaction ->  Customer 4.096 0.000 Accepted

oyalty

Empathy -> Customer Satisfaction 3,149 0.002 Accepted
Reliability -> Customer Satisfaction 2,888 0.004 Accepted
Responsiveness -> Customer Satisfaction 1,019 0.308 Rejected
Self Congruity -> Customer Loyalty 5,629 0.000 Accepted
Self Congruity x Customer Satisfaction -> 6.302 0.000 Accepted
Customer Loyalty
Tangible -> Customer Satisfaction 2,499 0.012 Accepted

Discussion

According to the results shown, it confirms that customer satisfaction significantly
influences customer loyalty (p = 0.000). This aligns with the service quality and loyalty
literature, which emphasizes that satisfied customers are more likely to return. More
importantly, self-congruity was found to have a strong and significant direct effect on
customer loyalty (p = 0.000). This indicates that when customers perceive a coffee shop’s
image as congruent with their self-concept, they are more likely to remain loyal. Additionally,
the results show that self-congruity moderates the relationship between customer satisfaction
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and customer loyalty (p = 0.000). This suggests that customer satisfaction alone is not
sufficient to guarantee loyalty. The congruence between the customer’s self-concept and the
coffee shop’s image strengthens the satisfaction and loyalty.

Regarding the service quality dimensions, several factors significantly influenced
customer satisfaction, including assurance (p = 0.025), empathy (p = 0.002), reliability (p =
0.004), and tangible elements (p = 0.012). These findings align with the RATER framework,
highlighting that interpersonal trust, personal attention, service consistency, and the physical
environment are crucial in shaping satisfaction. Interestingly, brand image (p = 0.220) and
responsiveness (p = 0.308) were not found to have significant effects on customer
satisfaction. This suggests that customers of SME coffee shops in Indonesia may place greater
emphasis on personal service quality and experiential factors rather than abstract brand
perceptions or immediate responsiveness. Unlike large coffee chains, SME coffee shops often
rely on authenticity, personalization, and ambiance rather than strong brand recognition.
Similarly, responsiveness may be less critical if other dimensions such as empathy and
reliability are well executed.

CONCLUSION

The measurement model in this study demonstrates strong psychometric properties,
confirming that the constructs are both reliable and valid. The use of multiple validation
techniques, including Cronbach’s Alpha, Composite Reliability, AVE, Fornell-Larcker, and
HTMT provides comprehensive support for the model’s imtegrity. Furthermore, the findings
reveal important insights into the dynamics between service quality, brand image, customer
satisfaction, self-congruity, and customer loyalty.

From the findings a positive effect confirmed between service dimension and brand
image to customer satisfaction, customer satisfaction has positive effect to customer loyalty as
moderating variable. As from phycological variable, self-congruity as mediator confirmed has
a positive effect moderating customer satisfaction to customer loyalty. From this positive
effect indicate self-congruity influences customer decisions to be loyal after feeling satisfy.
Customer Self-Congruity have influental role in affecting customer loyalty. But limitation
from this study self-congruity moderating from customer loyalty decision after customer
feeling satisfied. This study only from service quality and brand image variable. Further study
approaches can be taken on customer satisfaction perspective, by exploring from more
psychological or more variable finding that affect customer satisfaction.
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