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Abstract: The recent market and pandemic, with their complex nature and unpredictable developments, have
had a great impact on coffee chains. The recovery factor in today's fiercely competitive coffee market is also
derived from customer satisfaction, and the product's perceived value and ever with businesses' capabilities
and recovery strategies. The research is based on the Customer and Service Recovery Performance model.
Therefore, this study aims to investigate the impact of the Customer Satisfaction premise on the service
recovery of the coffee chain and some other effects. After collecting surveys from 300 customers who have used
beverages at famous coffee chains in Vietnam and performing data analysis via SEM-PLS, the results show that
customer satisfaction positively influences customer loyalty. Customer loyalty mediates between customer
satisfaction, and price fairness affects the resilience of the coffee chain. In addition, the two factors, Flexibility,
and Adoption, also positively affect service recovery performance. Therefore, for coffee chains, customers are
an important factor, and they need to maintain customer loyalty. In addition, seek ways to increase flexibility
and apply technology at stores so that the company has enough experience and capacity to respond promptly
to difficult market conditions, natural disasters and epidemics. This study presents insights into how coffee
chains can adapt to the dynamic business environment during the current difficult business environment.

Keywords: customer satisfaction antecedents; flexibility; adoption technology; and service recovery
performance

1. Introduction

In Vietnam, the coffee chain market is increasingly competitive, making it increasingly difficult
to maintain coffee chains. First, many coffee chains from abroad are imported into Vietnam, which
has had a big impact on other coffee chains. Many coffee chains are not successful because they do
not understand the market in Vietnam, operating costs are too high but do not make a profit, causing
many coffee chains to close their branches gradually (Nguyen, 2019). In addition, the COVID-19
epidemic has caused severe and unprecedented disruption in today's business environment. Coffee
chain businesses have been affected by difficult conditions and are facing issues such as labor
shortages, falling demand, limited supply, and dissatisfaction with customer satisfaction. Due to the
complicated outbreak of the epidemic, Vietnam has worked more closely on imports, negatively
affecting the production and transportation of goods (Ha & Quyen, 2021). In addition, the price of
empty containers is increasing rapidly, making it more difficult for coffee to compete in the global
market (Chi, 2021). For these reasons, the current coffee chain environment is significantly damaging
to business operations, with resource constraints and an inability to meet customer needs having
adverse effects has placed unprecedented stress on some businesses, forcing them to restructure
operations to stay afloat and maintain product availability, demand, and customer loyalty (Flynn et
al. events, 2021).

This study explores and understands the coffee chain and finds out what factors help businesses
recover in today's difficult and competitive conditions. First, this study will examine the relationship
between antecedents of customer satisfaction and factors that influence Service Recovery
Performance. Second, evaluate the factors, and find out which factors affect Coffee Chain's ability to
recover. Third, provide solutions for coffee chain companies to increase resilience in today's difficult
market conditions.

© 2024 by the author(s). Distributed under a Creative Commons CC BY license.
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Coffee is one of its most important exports for Vietnam, and the country is also the second-
largest producer and exporter of coffee in the world (after Brazil) (Cekindo, 2022). According to the
data provided by the Import-Export Department (2022), Vietnam exported 1.77 million tons of coffee
in various forms, resulting in a total turnover of more than 4 billion USD. This represents an increase
of 3.4% in volume and 35.6% in value compared to the same period in the previous year (2021) (Khoi,
2022). The convenience of coffee is one of its defining characteristics, and coffee chains compete with
one another based on location, quality, and service. Because there are so many different types of
individuals who drink coffee, entrepreneurs are allowed to be innovative (Openstax, 2019).
According to the findings of a study on the F&B (food and beverage) business in Vietnam that iPOS
carried out, the country will have 338,600 restaurants and cafes by the end of 2022. This represents
seven straight years of development in the period 2016-2022 at a CAGR of almost 2% (VNA, 2023).
Coffee chains in Vietnam are expanding, sustainable coffee chains have appeared for a long time in
Vietnam, such as Highlands Coffee, Cong Cafe, Trung Nguyen Coffee, and foreign coffee chains like
Starbucks. During the epidemic, most stores closed temporarily to comply with anti-epidemic
regulations. The number of stores is large, and the fixed costs are very high. The retail market has
seen many businesses close, pay ground, or downsize their business models. As of the second quarter
of 2021, the occupancy rate of commercial centers and retail podiums reached 94%, down from the
same quarter last year (Chi, 2021). Trung Nguyen coffee chain lost a third of its revenue, and The
Coffee House was among the coffee chains that suffered the most during the current competitive
environment.

Customer happiness can also have an impact on customer loyalty, according to Yieh, Chiao, and
Chiu (2010). Consumer loyalty positively correlates with customer happiness, trust, and perceptions
of justice regarding pricing and product quality. Consequently, this study aims to ascertain how
client satisfaction premises affect quality and customer loyalty. And in terms of the ability to recover
from difficult conditions, these elements have an impact on the chain's resilience.

This study contributes in many ways: first, it will systematize the theoretical basis of Customer
Satisfaction and Service Recovery Performance. Second, it explores important aspects and
investigates customer loyalty, attitudes, and product prices affecting resilience, to improve
operational performance in terms of resilience. responsiveness, responsiveness, and quality; Third,
complete a new study, help understand the business better, provide solutions, and help the
companies have a new direction in the future. Fourth, help the company have more ideas to overcome
difficulties, and increase the ability to recover quickly.

2. Literature review
2.1. Theoretical framework

Firm Performance Recovery

According to Walker et al. (2004), academics and business practitioners have become
increasingly interested in business and organizational resilience. Resilience is the organizational
capability required to deal with disruption while maintaining the same functions and structure as the
business (Nikolopoulos, et al., 2021). This is in addition to the organization's capacity to adjust to new
circumstances. The demands, requirements, and expectations of customers, the availability of
supplies and people, and how to leverage the organization's capabilities to deal with difficult
competitive conditions are all continuing consistency (Gereffi, 2020).

Effective service recovery is an important factor in the service sector to sustain client happiness.
By ensuring efficient service recovery, service businesses may sustain positive long-term connections
with clients and win their loyalty, dedication, and product approval. Because customer happiness is
the foundation of customers' strong connections with businesses and brands (Javed et al., 2018).

To effectively solve operational and Supply Chain (SC) concerns, organizations should employ
flexible procedures and practices that encourage innovation to increase their capacity for rapid
reaction and resilience (Siagian, et al., 2021).
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According to Srinivasan and Swink (2017), organizational flexibility is the capacity to function
in an environment characterized by increased levels of uncertainty. At the same time, technology
adoption has emerged as an essential component of organizational success and market
competitiveness in today's internationalizing operations and globalization (Das, et al., 2020).

Customer Satisfaction Antecedents

The contentment of customers offers a solid foundation for those who work in marketing and
consumer research. According to Oliver's (1980) model of expectation validation, the seeming (non-
confirming) mismatch between expectations and the experienced performance of an item or service
is what creates satisfaction. In preventing future difficulties, customer satisfaction is essential to
promote financially resilient growth (Reichheld & Sasser, 1990). Attracting new consumers from
rivals is costly because convincing customers to switch from competitors requires more significant
service improvement (Anderson & Sullivan, 1993). Because of customer satisfaction's vital role in
business, several studies have been conducted to understand how customers form views about their
experiences with services. Examining the aspects that affect customer satisfaction is crucial since a
firm sets such a high value on it.

Customer Retention Service quality, convenience, perceived value, personality traits, perceived
brand, brand experience, employee satisfaction, adaptable selling, dominance, service workers' focus
on the needs of the customer, equity, customer-based brand equity, customer experience, equity,
marketing mix, delivery efficiency, and supplier expertise are just a few examples of the many
variables that can be used to explain antecedents (Johnson & Fornell, 1991). These factors all play a
role in determining customer satisfaction (Pugh, et al., 2002). Nonetheless, service quality, perceived
price fairness, and consumer satisfaction are the focal points of most research efforts.

2.2. Hypothesis Development

The Relationship between Service Quality and Customer Loyalty

Service quality is how well a good or service meets the requirements or expectations of its
intended audience (Lewis & Mitchell, 1990). Retaining existing customers is more likely to result in
profitable business than acquiring new customers, making customer loyalty a crucial byproduct of
providing services (Reichheld & Detrick, 2003). According to findings from a study that was carried
out by Leninkumar (2016), the level of service quality has a considerable and favorable influence on
customer loyalty. Oliver (1977; 1980) argued that the link between service quality and customer
loyalty is mediated by the level of satisfaction experienced by consumers. In a similar manner,
individuals experience negative disconfirmation when the services they receive fall short of their
expectations, and as a consequence, their level of pleasure with the service is diminished (Budiastari,
2016).The research that has been done on the topic lends credence to the theory that the quality of the
service provided might moderate the connection between satisfaction levels and customer loyalty. In
addition, service quality has a strong relationship to customer satisfaction when using the service
and the likelihood of returning to the store is high (Srivong, et al., 2021).

Hypothesis 1 (H1): Service Quality will affect Customer Loyalty.

The Relationship between Perceived Price Fairness and Customer Loyalty

In the service industry, the way prices are perceived plays a crucial impact in the decision-
making process. Perceived cost, price fairness perception, and price equity perception are some of
the dimensions that have been analyzed in research on customers' perceptions of pricing (Bolton &
Lemon, 1999). In the work of Bassey (2014), a conceptual model is developed to investigate the
relationship between customers' perceptions of price justice, their levels of satisfaction, and their
loyalty. In this model, it is observed that customers' perception of price fairness leads to an increase
in satisfaction and loyalty. According to Martin et al. (2009), loyal consumers consider small price
increases to be fairer than disloyal customers and such an impact will not be emphasized when
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significant price adjustments take place. Customers will have a positive experience with a product or
service if the cost is reasonable relative to the value they receive (Hutagaol & Erdiansyah, 2020).
Consuegra et al. (2007) found that perceived price fairness is positively related to consumer loyalty.
According to Wijaya (2016), the price has a positive and significant effect on word of mouth, if the
price is reasonable, customers will stick with the product and recommend it to others. Consuegra et
al. (2007) found that perceived price fairness is positively related to consumer loyalty.

Hypothesis 2 (H2): Perceived Price Fairness will affect Customer Loyalty

The Relationships between Customer Satisfaction and Customer Loyalty

According to studies done in the past, a company's degree of success is significantly dependent
not only on the amount of satisfaction experienced by its clients but also on the caliber of the services
it offers (Dawes, et al., 2020). Ganiyu (2017) investigated and showed the existence of a connection /
interdependence between a company's level of customer satisfaction and the amount of loyalty that
its customers feel toward the company. They were convinced that a positive link exists between the
level of pleasure a consumer experiences and the level of loyalty they feel toward a brand. A
customer's overall attitude or behavior toward a service provider can be characterized as satisfaction.
Companies with loyal customers tend to have the highest profits because those customers are more
likely to make repeat purchases, spend money testing new products and services, recommend those
products and services to others, and provide those organizations with helpful feedback (Reichheld &
Sasser, 1990).

Hypothesis 3 (H3): Customer Satisfaction will affect Customer Loyalty

The Relationships between Customer loyalty and Service Recovery Performance

According to Souiden and Pons (2009), using organizational disaster management and planning
processes is the most effective method for preventing a fall in customer loyalty a company obtains.
Customers are more likely to exhibit behavioral commitment, such as an interest in making future
purchases, when they are made aware of marketing acts such as corporate social responsibility (CSR)
as a proactive approach and allowed to feel caring through these marketing acts. CSR is a form of
marketing known as a proactive approach. Due to this growth in the frequency of traumatic events,
which involves an expansion in the danger of both natural and anthropogenic catastrophes, the
significance of these strategies has grown (Lee, et al., 2020). When consumers, for instance, are
exposed to detrimental information about a business in which they have placed their faith, they are
more likely to continue buying the brand, even when they are aware that the information is factual
(Laverie & Arnett, 2000). Customers may find it easier to identify a connection with a company that
demonstrates resilience, which also helps those consumers in overcoming whatever unpleasant
information they have received about the company in the past. This is due to the fact that when
customers have previous experience with a specific organization or brand and are then shown
unfavorable information about that brand or company, they are more likely to counteract the
negative information and preserve their preferences for the firm or brand. This is because customers
with prior experience with a brand or business are likelier to maintain their intentions for the brand
or business (Thesis, 2018). In other words, a company is more likely to rebound when it already has
a specific number of devoted clients (Rew & Minor, 2018). Service recovery is thus essential in
determining how customers feel about the products they purchase after they have experienced
unpleasant situations.

Hypothesis 4 (H4): Customer loyalty will affect Service Recovery Performance

The Relationships between Technology Adoption, Flexibility and Service Recovery Performance

The most important goals for a resilient business are to have a comprehensive understanding of
the situation as a whole and to continually challenge oneself to improve one's goods or services, as
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well as one's overall organizational performance, one's level of organizational sustainability, and
one's level of customer loyalty (Harcourt & Ateke, 2018). Operational flexibility, which refers to the
organizational capacity to reorganize corporate resources to product offerings in a way
products/services in the dynamic and fluctuating market environment, is one of the key factors
enhancing organizational performance on an operational level (Saenz, et al, 2018). Flexibility
becomes a necessity for resilience and promotes organizational resilience; coping capacity is the
ability of an organization to react swiftly and fairly to both anticipated and unanticipated occurrences
(Karman, 2020).

Additionally, utilizing technology to establish a competitive advantage and ensure client
connection has become crucial (Kabir, et al., 2018). Also, the Willocx, et al. (2016) study on technology
adoption will cover a variety of strategies for business growth, but one of them will be mobile apps,
which will be crucial for service recovery performance. People can now connect with businesses via
mobile apps to get feedback, compare pricing, and make purchases. The need from clients to get
finished goods or services at the time and location of their choice has steadily increased the appeal of
mobile services.

Hypothesis 5a (H5a): Technology Adoption will affect Service Recovery Performance
Hypothesis 5b (H5b): Flexibility will affect Service Recovery Performance

3. Research Model

Independent factors, psychological variables, dependent variables, and moderating variables
are the four types of variables that make up the research model (Milin & Hadzi¢, 2014). Customer
satisfaction antecedents are the independent variables, and the three primary ones are service quality,
perceived price fairness, and customer satisfaction. Flexibility and technology use are two more
independent factors that impact service recovey performance. Secondly, customer satisfaction
antecedents and Service recovery performance will have an impact on the intermediate variable,
customer loyalty. Ultimately, the dependent variable, service recovery performance, is influenced by
customer loyalty, technology adoption, and flexibility. The suggested research model will be based
on the analysis.

Service Technology
Quali A Adoption
ty ~_ Mz &L

Customer
Loyalty

Service
recovery
performance

Perceived - ﬁz, B

Price Fairness

> W /“/56
®

Customer
Satisfaction

Figure 1. Research Model.

Flexibility

4. Research Methodology

The author uses positivism throughout this paper to denote the idea that research can only be
done objectively and cannot incorporate subjective viewpoints (Alamgeer, 2022). Automated data-
gathering techniques, surveys, and questionnaires are simple to input into the database and may be
modified further (Saunders, et al., 2019). In my study, I will use a deductive approach, which involves
"forming a hypothesis (or hypotheses) based on a current theory and then developing a research plan
to evaluate the hypothesis" (Wilson, 2023). In addition to gathering data from secondary sources, the
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researcher conducting this study will also use quantitative research methods such as polls, surveys,
and questionnaires to collect the information necessary for the study component that is devoted to
analysis (Walia & Chetty, 2020). To facilitate the collection of data and the subsequent investigation:
The survey will be carried out with customers who have bought drinks at coffee chain, and the survey
questions will feature Likert scales to analyze the overall mood of visitors about the many factors.

In this research project, I use a cross-sectional study, which is a research in which data is collected
from samples only once during a certain time period. To be more specific, the period has been
determined, and in order to carry out a cross-sectional research, the data will only be collected once
(Alamgeer, 2022). Data was collected using Google Predefined Forms to allow the opportunity to
answer specific research questions. Data collection will begin within a certain period and after
reaching the set number of answers. This will eventually allow the testing of hypotheses and data
evaluation. The sampling survey has its own limitations because only a part of customers at coffee
chain establishments of Phuc Long, The Coffee House, Starbucks, Trung Nguyen in Vietnam were
sampled. So the author randomly selected 300 customers at coffee chain stores in Vietnam.

Table 1. Interpretation of variables in the research model.

Variables Source
SQ1 Staff at the store are enthusiastic and friendly
SQ2 The space of the cafe is comfortable Kumar and
Service Quality SQ3 Drinks are served quickly Dhisasmito (2020), Ge
504 The staff of the cafe is knowledgeable about the needs of et al. (2021)
customers

PPF1 The cost in the cafe is in line with what customers experience
The quality of raw materials used to manufacture products is

PPF2 suitable for the price
Perceived Price . P . Ge et al. (2021), San
. The coffee chain that offers the best price can meet the needs of
Fairness PPF3 . (2022)
customers with products
PPF4 Overall, coffee chains offer low price options compared to
single coffee shops
The last time I went to the coffee chain, I was satisfied with the
CS1 . .
drinks and the service
Customer CS2 I will recommend my friends to the coffee chain San (2022), Kumar and
Satisfaction cS3 The quality of the food and service of the cafe met my Dhisasmito (2020)

expectations
CS4 Overall, I am satisfied with the facilities and service

You will continue to support new products from the coffee

CL1 chain in the future
CL2 You will continue to come and have drinks at the coffee shop
Customer Loyalty You will buy the product even if the price is higher than other Hutagaol &
CL3 Erdiansyah (2020)
brands
Cla You .will l:fuy products from this cafe even if it increases the
service price
F1 The coffee chain is always up to date and has a diverse list of
s drinks
Flexibility F2  Chain of stores constantly introducing new products/services Saad et al (2022),
F3  The store offers many promotions for customers
TA1 The company should create/improve the mobile app
Mobile applications help customers track promotional activities
Techn?logy TA2 of the cogge chain ’ F Saad et al (2022),
Adoption

Applying more technology will help the company operate more
TA3
developed
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RP1

Service Recovery
Performance

RP2

RP3
RP4

The coffee chain can quickly solve the shortage of input

materials (For example, when a customer orders a product that

is not available due to a shortage of raw materials, it will be

quickly resolved) Saad et al (2022), Liu
The store adapts to disruptions (i.e. out of stock products and and Lee (2018)
materials) in a way that adequately addresses customer needs

Quick response to customer inquiries

Quick complaint handling process

4. Finding and discussion

Outer Loadings

PLS-SEM for the first time, the results I get have items below 0.4 and the results are good when
the threshold is above 0.4, best when above 0.7 (Hair, et al., 2014). And I feel that items below 0.4 have
no credibility nor affect key factors, so I remove those items from my model, the items I removed are
CL4 (0.138), CS2 (0.087), PPF4 (0.081), SQ1(0,026), SQ4 (0.236) and TA2 (0.370). In addition, the
variables above 0.7 will be important variables, achieving high confidence. However, I kept the
variables below 0.7 because, for me, items above 0.4 and below 0.7 still had an effect on the factors so
I kept the results. Finally, I have the Outer Loadings data below:

Table 2. Outer Loading Results.

Perceived Service

Customer  Customer Service  Technology

Flexibility =~ Price Recovery

Loyalty Satisfaction Quality  Adoption

Fairness Performance

CL1
CL2
CL3
CS1
CS3
C54
F1
F2
F3
PPF1

0.780
0.698
0.670

0.850

0.688

0.595

PPF2
PPF3

RP1
RP2
RP3
RP4
5Q2
SQ3
TA1l

0.663
0.721
0.770
0.774
0.702
0.780
0.664
0.471
0.793
0.629
0.753
0.803
0.794
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Figure 2. Descriptive analytics.
Construct reliability and validity
Table 3. Construct reliability and validity.
Cronbach's alpha Composite reliability (rho_c) Average variance extracted (AVE)
CL 0.531 0.760 0.515
CS 0.542 0.758 0.517
F 0.535 0.762 0.518
PPF 0.618 0.797 0.567
RP 0.528 0.739 0.422
SQ 0.352 0.755 0.606
TA 0.508 0.802 0.670

Cronbach's Alpha is an index to measure internal consistency, a measure of the internal
consistency of a group of variables of a factor, the scale on which the observed variables are positively
correlated, the better that scale is high consistency. With the obtained Cronbach's alpha coefficient,
the SQ coefficient is less than 0.5 (not acceptable), the rest has no coefficient below 0.5 (that is, the
confidence level has no reliability) (Hair, et al., 2014), and the systems the numbers are from 0.5 to
0.6, i.e., the confidence level of the data . However, the data of Cronbach's Alpha often underestimate
the intrinsically consistent reliability; the reliability must also be based on other data evaluation.
Although Cronbach's alpha of SQ is low, the data is still retained for further research.

Composite reliability is an alternative to Cronbach's Alpha coefficient that is used to quantify
the internal consistency of indicators on a scale. This coefficient is also known as the reliability
composite. Utilizing a scale for the internal consistency of the indicators in a scale, using normalized
coefficients, and taking into account the variation in the inaccuracy of the observable variables of a
hidden variable are all instances of how this can be done (CR coefficient reaches the value from 0 to
1) (Hair, et al., 2014).

With Figure 15, the synthetic results obtained are wrong when running PLS-SEM, it can be seen
that the obtained results are not less than 0.6 (lack of confidence) and not higher than 0.95
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(problematic variable). In general, the variables all range from 0.7 to 0.9, at this level, the data can be
considered the best and highly reliable. Besides, the data reliability index in Cronbach's Alpha is
obtained at a low level, just enough to be reliable, but with Composite Reliability, the index is at a
high level and can be completely trusted. With such an index, it is possible to use the results of
Composite Reliability instead of Cronbach's Alpha because Composite reliability has higher
credibility than Cronbach's Alpha.

AVE is an indicator that summarize convergence; as a general rule of thumb, AVE values of 0.5
and above indicate that there has been full convergence. With the runnable results, most of the
variables are above 0.5, indicating that the items above 0.5 can be explained by structure or latent
variables, which explain more than half of the variance of the observed variables of it, now the scale
achieves good convergence. On the contrary, there are indicators below 0.5, namely RP, so there is
still more error in the observed variables than the variance explained by the latent variable. However,
a drawback in the calculation of the AVE index is the uniform assessment of the observed variables
with each other, not considering the observed variables with low external load coefficients.

However, when analyzing variables, it depends not only on the significance between the
variables, but also considers the strong or weak impact of the relationships. From there, it is possible
to assess whether the relationships can affect each other (Hair]r et al., 2021). According to Chin et
al. (1996) when analyzing the impact of the independent variables on the dependent variable, the
researcher not only considers the relationship as well as the significance or not between those
relationships, but also considers the strong and weak impact of the dependent variable. relationships
as a basis for whether the elements are related to each other. Therefore, the topic continues to perform
bootstrapping calculations.

Table 4. Hypotheses Result.

Hypotheses Relationships Path coefficient P Values Results
Hi Service Quality -> Customer 0119 0.107 Rejected
Loyalty
Percei Price Fai
H2 erceived Price Faimess 0.366 0.000 Accepted
-> Customer Loyalty
isfaction -
H3 Customer Satisfaction -> Customer 0.292 0.000 Accepted
Loyalty

Customer Loyalty -> Service

H4 .247 .012 A t
Recovery Performance 0 0.0 ccepted
Technology A ion - i

H5a echnology Adoption ->Service ;o0 0.009 Accepted
Recovery Performance
Flexibility -> Service R

H5b eXIDILLy = Service Recovery 0216 0.006 Accepted

Performance

Hypothesis 1 (H1): Service Quality will affect Customer loyalty -> Rejected

The first hypothesis examines the positive relationship between Service Quality and Customer
Loyalty within the organization. P-value to test hypotheses and assess reliability, the higher the P-
value, the lower the hypothesis reliability, the hypothesis will be significant if the P-value is lower
than 0.05 (Hair, et al., 2014). Based on the obtained results, the P-Value of H1 is 0.107, greater than
0.05, so the path coefficient is not significant. This means that these two factors have no effect on each
other and the result is negligible. Besides, the results show that the Path Coefficient is 0.119, which is
a low coefficient and the two results analyzed according to customer response data have no positive
effect on each other.

Although this study shows that these two factors do not affect each other, compared to previous
studies, the study shows that the two values are related. Also, in a study in the same industry, the
results are that service positively affects Customer loyalty, it can be said that when customers receive
the service that meets their needs, customers will be satisfied and return to use the service in the
future. The study also shows that service quality influences customer loyalty, service specificity,
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reliability, responsiveness to customer needs, peace of mind, and attention (Srivong, et al., 2021). In
addition, with other findings, this study shows that service quality aspects (tangibles, reliability, and
assurance) are the drivers of customer satisfaction rather than just one of the contributing factors
(San, 2022). Research in other industries also shows that service quality affects customer loyalty, such
as perceived value (Budiastari, 2016).

In general, the service of coffee chains is currently following the customer self-service process;
staff are only in charge of cleaning, while most of the staff focus on beverage processing. This self-
service type is popular with overseas models, such as the self-service customer model at Starbucks,
Highland Coffee. Although the two factors of service quality and customer loyalty in the data of this
study do not influence each other, factors such as the space of the cafe and the speed of the store's
fast beverage preparation have a positive effect that can be overrated. The two excluded factors may
interact because the SQ's Cronbach's alpha results have low reliability when running the data.
However, the two factors are retained for the study, so the two factors are excluded.

Hypothesis 2 (H2): Perceived Price Fairness will affect Customer loyalty -> Accepted

The P-value of H2 (Perceived Price Fairness and Customer Loyalty) is also a highly reliable
result, less than 0.05 reaching the maximum level of 0.000, which means that Perceived Price Fairness
and Customer Loyalty have a positive significance on customer loyalty. The results show that the
path coefficient is 0.366, in the same positive direction (+) as the P-Value.

The findings of earlier studies also indicate the beneficial effects of two factors; more specifically,
the results suggest that pricing fairness has a good impact on the loyalty of customers. This is in line
with findings from earlier studies on service failure and recovery: the effects of relationship elements
on customer satisfaction demonstrate the importance of consumers' perceptions of fairness as a factor.
Price Fairness has been shown to correlate with Customer Loyalty in various contexts directly
(Hutagaol & Erdiansyah, 2020). However, another study on the relationship between service
excellence, brand equity, pricing fairness, and customer loyalty revealed that price equity had no
direct or indirect relationship with customer satisfaction and loyalty when people buy health
insurance (Wu, et al., 2011).

Currently, there are unique tea products and prices that are suitable for the pocket and taste of
the majority of customers in Vietnam. The price of the product is in the middle range, not too high
and not too expensive. Many customers who love branded goods and have a need to drink regularly,
the prices of coffee chains are considered reasonable. Price changes can affect customer loyalty. As a
coffee chain brand, prices include brand and product quality, so fairness and pricing can affect
company loyalty.

Hypothesis 3 (H3): Customer Satisfaction will affect Customer loyalty -> Accepted

With the results obtained in Hypothesis 3, it can be seen that P-Value reaches 0.000, reaching the
lowest level, which means that the reliability of the hypothesis is high. The result of the path
coefficient is 0.292, the relationship has a positive index with the variables, so it can be concluded that
Customer Satisfaction positively affects Customer loyalty in the organization.

Based on previous research results, customer satisfaction has a positive impact on customer
loyalty, which is consistent with previous research indicating that customer satisfaction has a
significant impact on customer loyalty. Customer loyalty, attitude, or behavior towards a service
provider can be described as satisfaction (Keiningham, et al., 2007). With other research, customer
loyalty comes from satisfaction when using services. It has a positive relationship with each other
and is also an organization's efforts to bring benefits to customers (Mohsan, et al., 2011).

Drinks of coffee chains are loved by many people, coffee chains have a stable service quality.
Customer satisfaction is always something that businesses always focus on because this is
indispensable if they want to have loyal customers. Product users love the store's products, which
allows the coffee chain to satisfy customers among other factors.

Hypothesis 4 (H4): Customer loyalty will affect Service Recovery Performance -> Accepted
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Hypothesis describes the relationship between Customer Loyalty and Service Recovery
Performance, resulting in two factors that positively impact each other. The P-Value of H4 reached
0.012, lower than 0.05, the relationship is significant between the two variables.

Compared with the previous research results, the majority of studies show a positive impact on
Customer loyalty and Service Recovery Performance, and the results are similar to the results
obtained in the study. In a study, Customer loyalty affects the resilience of the company, and this
research shows that if the company is in trouble or has terrible news, customer loyalty will be a critical
factor essential to help the company recover (Lee, et al., 2020). Other research says that a company
has a high resilience when it has a loyal customer base for its company, so customer loyalty affects
the ability and recovery plan of the business (Rew & Minor, 2018).

Difficult market conditions have left many losses to coffee shops in general and coffee chains in
particular. The competitive market causes many coffee companies to close or reduce their branches.
However, the number of customers who love the brand is the key to recovering coffee chains. The
remedy also comes from coffee chains receiving and handling material problems and answering
customers' questions. Maintain loyal customers and attract new loyal customers.

Hypothesis 5a (H5a): Technology Adoption will affect Service Recovery Performance -> Accepted

Next, for the relationship between technology adoption and recovery performance, the P-value
obtained was 0.009. This means that these two factors have meaning and influence on each other. The
path coefficient is only 0.186, the two factors analyzed according to customer response data have a
positive effect positively with each other.

The result of the study is Accepted, with some research papers, these two factors have an effect
on each other. The application of technology to resilience is meaningful together, the applications of
technology have a positive impact, helping the company to come up with many valuable strategies,
making the company's recovery faster (Willocx, et al., 2016). In addition, another study has the effect
of adopting technology to establish competition for more effective recovery (Kabir, et al., 2018). Some
coffee chains do not have their own application, or the application is too sketchy to impress users;
Create an application that can help the coffee chain for customers to track their points, order under
pressure and have their own promotions for customers and capture promotions. In an increasingly
developed society, other coffee chains are also applying technology to develop their companies.
Based on the results obtained, the Technology of Adoption is weak affecting the resilience of the
company.

Hypothesis 5b (H5b): Flexibility will affect Service Recovery Performance -> Accepted

In this hypothesis on evaluating the relationship between Flexibility and Service Recovery
Performance, the resulting P-Value is 0.006, reaching below 0.05. The result of the path coefficient is
0.216 path coefficient of the relationships. This shows that the two factors, Flexibility and Service
Recovery Performance, positively impact each other.

The results obtained are similarly to some previous studies, the relationship of Flexibility and
Service Recovery Performance has a positive impact on each other. In one author's research paper,
the results obtained show that flexibility is a factor that has a positive meaning in enhancing the
company's operations and minimizing losses and disruptions (Gkanatsas & Krikke, 2020). Besides
another research result, organizational flexibility affects the ability of the organization to reorganize
the company's resources to deliver the product in a way that the product/service in the market
environment is one of the main factors (Karman, 2020). The flexibility of coffee chains is reflected in
always researching and launching branded drinks, products, and souvenirs. There are drinks offered
by the chain on a monthly or seasonal basis, offering programs to attract customers to use new
products and buy souvenirs at the store.

5. Conclusion and Recommendation
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With today's increasingly complex society, especially impacted by epidemics and increasingly
competitive markets, causing many businesses to face difficulties, each business always needs to
prepare a recovery plan for their business in the face of challenges. Challenges due to scarcity of
goods, unexpected events and natural disasters. Learn and realize that to plan recovery factors for
coffee chains, service quality is very important. Because coffee chains belong to the service industry,
understanding the factors to develop company services is important. This study aims to understand
the antecedents of customer satisfaction that influence customer loyalty and then examine what
factors other than customer loyalty also influence customer loyalty. customer loyalty. After surveying
the number of customers using services at major branded coffee shop chains, the PLS-SEM model
was used to determine factors affecting the organization's recovery coefficient. First, the antecedents
of customer satisfaction, including Perception of Fair Price and Customer Satisfaction, have a positive
influence on customer loyalty, except for the Quality factor. Service quality has no impact. Second,
from those effects, Customer Loyalty positively affects service resilience. In addition, Flexibility and
technology adoption also positively affect service recovery performance.

Recommendations

Using quantitative research methods and PLS software. After running the data, it can be seen
that most of the relationships are positive and mutually impactful. The Coffee chain has the quality
of food and service that meet customers' expectations but it should still keep the current price because
customers think that this is the right price for the value they receive, affecting loyalty of customer.
Customers of the coffee chain will continue to support new products and trust the store's drinks and
the company can launch many new products and will be supported by customers, but need to double
check before roll out because sometimes customers will feel that the new product is less suitable than
the old one. Coffee chains need to address issues such as the need for inputs and the ability to adapt
to disruptions (no ingredients or products). Companies need to research on creating apps for coffee
chains and find ways to drive customers to use the app. The application of technology will help
increase the flexibility to enhance the resilience of the company.
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