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Abstract

The tea and coffee shop business are like a dream come true for young entrepreneurs.
As a result, it creates many business competitors. Consumers have the opportunity to transfer
their preferences to other tea and coffee shops. The service marketing mix is a variable that
helps entrepreneurs create satisfaction between sellers and buyers, provides potential, and is
an important tool in creating sustainable tea and coffee business standards. The service
marketing mix focuses on creating differentiation, novelty, and increasing the value of the
coffee shop business along with providing excellent service. This is considered an important
factor in attracting customers to the coffee shop continuously. In addition to the taste of
coffee, location and service procedures are practices that contribute to the continued growth

of the tea and coffee business.
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