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The study at hand investigates customer experiences at the American
coffee company Starbucks and develops a new scale to measure
customer experience quality on the basis of four dimensions: Service
quality, atmosphere quality, flow quality and learning quality. The study
reveals that product quality itself is a separate, but related construct to
customer experience quality which alone is not sufficient to create
customer loyalty. The effect of customer experience quality and
product quality on customer loyalty intentions is found to be fully
mediated by perceived value. Moreover, perceived wea



