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Abstract

The purposes of this study were to extract choice attributes of bakery cafe customers and to conduct
important-performance analysis (IPA) of choice attributes perceived by bakery cafe customers. The ques-
tionnaire was developed through literature review and focus group interview, and modified after pilot test.
The questionnaires for main survey were distributed to 320 males and females aged 20 and over in Seoul.
A total of 275 questionnaires were used for analysis (85.9%) and the statistical analyses were conducted using
SPSS Win (12.0) for descriptive analyses, exploratory factor analysis, reliability analysis, and correlation

analyses. The main results were as follows. ‘Products’,

‘convenience to use’, ‘services and price’, ‘interior

environments’, ‘brand’ and ‘location’ dimensions were extracted as choice attributes dimensions of bakery cafe

customers and customers of bakery cafe regarded ‘sanitation and cleanness’,

‘kindness of employees’, ‘quality

of products’, ‘comfortable and pleasant facilities’ and ‘taste of bakery products’ as more important than other
attributes. In addition, the results of IPA showed that marketing managers of bakery cafes should focused
on the dimension of ‘services and price’ in the reason that this dimension was low at performance although
customers regarded it very important. Overall, researchers and managers of bakery cafes should understand
unique choice attributes of bakery cafe customers, and make efforts to establish marketing strategies that

meet bakery cafe customers’ needs.

Key words: bakerv cafe, choice attributes, importance-performance analysis (IPA)
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Table 1. General characteristics of respondents

Rl

Category Frequency (%)
Gender Male 124 ( 45.1)
Female 151 ( 54.9)
<26 127 ( 46.2)
26~30 39( 14.2)
Age (vear) 31— 37( 13.5)
36~40 30( 10.9)
41 < 42 ( 15.3)
Marriage Single 182 ( 66.2)
] Married 93 ( 33.8)
<High school 57 ( 20.7)
College or university student 59 ( 21.5)
Education College 56 ( 20.4)
University 76 ( 27.6)
Graduate < 27( 9.8)
Student 76 ( 276)
Housewife 9( 3.3)
Profession 53(19.3)
. Office worker 44 ( 16.0
Oceupation g jeq 33( 12.0)
Self-employed 22( 80)
Laborer 4( 15)
The others 34(12.4)
<100,000 won 14( 51)
Personal 110,000~ 200,000 won 63 ( 22.9)
- 3 210,000~500,000 won 147 ( 53.5)
CXPERSEs 510,000 ~2,000,000 won 40 ( 145)
3.000,000 won< 11(C 4.0)

Total

275 (100.0)

Table 2. Factor analysis for choice attributes of bakery cafe

A
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Item

Variety of bakery products
Taste of bhakery products
Taste of coffees & beverages
Variety of coffees & heverages
Quality of products (freshness, appearance, etc.)

0.739
0.737
0.661
0.396
0.592

Scale of bakerv cafe
Accessibility from place for leisure (downtown, complex mall, etc.) 0.683
Accessibility by public transportation
Number of similar stores near by
Kinds of amenities (internet, etc.)
Noticeabhility of place

0.719

0.670
0.522
0.476
0.434

Promptness of answering complaints from customers
Usable discounting services (membership, etc.)

Low price

Kindness of emplovees
Speed of service

0.721
0.693
0.647
0.541
0.523

Comfortable & pleasant facilities (chair, light, etc.)
Calm & easy atmosphere
Sanitation & cleanness

0.729
0.706
0.535

Well-known brand
Reputation & image of brand

0.796
0.713

Accessibilitv from duty place (work place, school, university,
Accessihility from home

etc.) 0.721

0.696

Eigenvalues

2978 2690 2382 2066 1960 1.308

9% of variance

12948 1169  10.359 8.984 8523 5.685

%

Cumulative % of variance

12.948 24643 35002 43986 52509  58.195
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Table 3. Reliability coefficients for choice attributes measure of bakery cafe

Corrected item-total Alpha if item Cronbach’s

Dimension ftem correlation deleted alpha
Variety of bakery products 0.2944 0.8145
Taste of bakery products 0.2319 0.8170
Products Taste of coffees & beverages 0.2381 0.8173
Variety of coffees & beverages 0.3976 0.8099
Quality of products (freshness, appearance, etc.) 0.3303 0.8130
Scale of bakery cafe 0.3131 0.8137
Accessibility from place for leisure
(downtown, complex mall, etc.) 0.3628 0.8115
Convenience to use Accessibility by public transportation 0.3096 0.8142
Number of similar stores near by 0.3364 0.8128
Kinds of amenities (internet, etc.) 0.2720 0.8128
Noticeability of place 0.4453 0.8078
Promptness of answering complaints from customers 04715 0.8058
Usable discounting services (membership, etc.) 0.4365 0.8078
Services & price Low price 0.4468 0.8074
Kindness of employees 0.4850 0.8072
Speed of service 0.5868 0.8013
Comfortable & pleasant facilities (chair, light, etc.) 0.4786 0.8066
Interior environments Calm & easy atmosphere 0.5018 0.8059
Sanitation & cleanness 0.3900 0.8112
Brand Well-known brand 0.2260 0.8181
Reputation & image of brand 0.2944 0.8144
Accessibility from duty place 0.3501 0.8122
Location (work place, school, university, etc.)
Accessibility from home 0.3008 0.8154
0.8297

A EAze 5’4%}1 wu,%l A RE 078 & dEe] 2ashelw, WA (27411.03), HOoZHE
28

8+0.88) Foll 3ol B5(F

I SIEL T ) £E we], AT Fg3] 9%

Aolu R HARET AR Ert AFHN oM, & 2%171 Al o] AR e Ardrh

24} 23k S (alpha if item deleted)7} EobAl= 2% oA QA Foret £PRL 44 Aol AT AH

= glo] RE F3-& FAo Ab&-stsickTable 3). SR t-testE A g A (Table 5), AlF 2L (p<0.01),
D, 2d=

(4.02£0.84) 52 F5& F287 A7t olo] A%
olg} Alu 1*54% moﬂ at Fovd w4 o713

e QAT QJ“ A 1(2 99+1.07),

o] oddb wo}7ie *d%‘

Jeong ¥ Kim(13) %
Hof wo] 7| =7}

rlr N‘

A AHGH FLE-FAE 5

" Aul -7 D (p<0.01), HHEE7 24 (p<0.0
212} (p<0.01), 312 2HA (p<O.OD) S| A §-2)H Q) 2}o) 7} v}e}
), AE A, AR 2, W s AR, A AFell

Q1) wolA e} 7}l A%
T ZFawo] w8 dop Ax Lol Aztale

able 4¢] v}eld vle} 7

A S E

-

A7(4.44%069), F%9] 4 N N » -
(432+0.73), A EE2(429+0.73), Bekstr HA5 A4 - R, o) o= w2 Bl = 24lef gl e R =7t F 2
Au](4205081), ol Ae) A F2] H4242083), 2gapn =0 Ml EA et A Aol AAEhs FAE ol
A 297 (AI8H078), AH] 2 FEUTE085), APy TAEEEE AReR 240 e 2] ARl
m o] ol tjr]g], &9 Fo] HA=E AL ddA=ts
9= 7% Az BdEA, AR AL Bl ojes
Aol nel el A& b F 2.8 AF qujx A, W83 55 FashA Aata ol
wjeky) s of el 2] A F SRR A eEe £ el 3 9l EE el & A1 H
A F Fai s9loz el A AF qulzel] g WAL 7Es Aol AA -9
) Park(14)®] ¢} Wzl Aol E A 9)a $4 81l BofFo)h ¢, o] 44 HelA
In) wlo] A e ol AbE bl oA E el Fo o vl Al =r) oha A AobE 7= gkl

Lot R R el e IS oat frejAel Al sTh

B g Eo] Balze fH(4.05F W37 AR AA B4 welA v A& xaE



460

#vl 4 - G

Tabie 4. Importance and performance of choice attributes perceived by bakery cafe customers

Dimension ltem Importance“ Performance”
(Mean£ SD) (Mean= SD)
Variety of bakery products 3.74£0.85 3.79£0.75
Taste of bakerv products 4.24%0.83 3.85£0.80
Products Taste of. coffees & beverages 3951092 3.54+0.81
Variéty of coffees & beverages 3592090 353%£0.83
Quality of products (freshness, appearance, etc.) 4.29+0.73 3.89*0.75
Scale of bakery cafe 3.27%£0.86 3.41£0.95
Accessibility from place for leisure (downtown, complex mall, etc.) 3621095 347x1.11
Conveni 0 u Accessibility by public transportation 356%0.96 3.56+1.01
onvenience 1o use Number of similar stores near by 3.15£0.95 3.27%£1.02
Kinds of amenities (internet, etc.) 307092 274+1.03
Noticeability of place 4021084 3.92%0.86
Promptness of answering complaints from customers 3.84%X1.04 3.26£0.75
Usable discounting services (membership, etc.) 372£1.01 3.09£0.98
Services & price Low price 3.60£0.93 2.88+0.88
Kindness of employees 4.32%20.73 3.55%0.79
Speed of service 4072085 3.60*0.75
Comfortable & pleasant facilities (chair, light, etc.) 4.29%0.81 3.49£0.88
Interior environments Calm & easy atmosphere 4.18%£0.78 3.33+0.94
Sanitation & cleanness 4,4410.69 378x£0.77
Brand Well-known brand 3.69£0.93 4.05%0.78
a Reputation & image of brand 3.9720.83 3.95+0.75
Locati Accessibility from duty place (work place, school, university, etc.) 3.42+0.97 3.16%1.20
ocation Accessibility from home 2.9911.07 2.77+1.25
" not important at all, 5: very important. 21: ot satisfied at all, 5 satisfied very much.
Table 5. Difference between importance and performance of bakery cafe choice attribute dimensions
Dimension Importance'’ (Mean % $D) Performance” (Mean=SD) t-value
Products 3971054 3.74%054 537"
Convenience to use 3.45+0.53 3.40£0.62 1.18
Services & price 391064 3272056 13.98™
Interior environments 4.30%£0.60 3.53£0.69 15.117
Brand 3.82%£0.79 3.99£0.69 -3.00"
Location 321091 2971095 3.85"

T'li not important at all,
“p<0.01.

- . 2)
5! very important.

1! not satisfied at all,

5 satisfied very much.

ZQ w7t ATAA S £43 A3 (Table 6), A& 2Hd 7 & p<0.01)7kel, 287 23} Ball = 2481 (r=0.124, p<0.05),
2] 2 (r=0.234, p<0.01), An] 2 - 7+ 2441 (r=0.307, p<0.01), ) 241 (r=0.126, p<0.05), Bl = 2hd 3} o} 2] 24=4(r=0.207,
W7 22 (r=0.386, p<OODZhel, o] &2 Wol 4 ALt p<OODZE 217 H (1] ArAs} BAA . 53]
A 2 - 7FA 2481(r=0.448, p<0.01), W24 2H=1(r=0.294, o] g9} oA xpda Auj - 7bA AR Au| - 7R 2R
p<0.01), M= 291 (r=0.294, p<0.01), A 2+ (r=0.267, o g ) gl 23EE ARk o] veld ], o= A
p<OODZEel, Al -7bd 0 R ANG=0565,  Hl2-7bd AU AAEE AT LALFF o]
p<0.01), Hal= 291 (r=0.131, p<0.03), YA 2191 (r=0.270, 2] HolAda W 34L& A Fe A3l Q18-S Ho|F
Table 6. Correlation between importance scores of bakery cafe choice attribute dimensions

Dimension Products Convenience Servu.:es I.n terior Brand Location

to use & price environments

Products 1 .OOOM

Convenience to use 0'234.. 1.000“

Services & price 0.307" 0.448" 1'000”

Interior environments 0.386™ 0.294™ 0.565 1.000

Brand 0.012 0.2917 0.131" 0.124" 1.000

Location 0.077 0.267" 0.270" 0.126" 0.207" 1.000

p<0.05, Tp<0.01.
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Table 7. Correlation between performance scores of bakery cafe choice attribute dimensions

Dimension Products Convenience berwges I.n terior Brand Location
to use & price environments
Products 1.000
Convenience to use 04417 1.000
Services & price 0.362" 0.363" 1.000
Interior environments 0.456“_" 0.389*’_“ 0.503f 1.000
Brand 0.286" 0.195" 0.164™ 0.375" 1.000
Location 0.022 0.101 0.210” 0.176™ 0.094 1.000
“p<0.01.
it 2] 7 A A pASE FAE A A= vhE o] Al F3E 24el Aoz dudEda, HEER A, AFE A
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8 A. Focus here o Interior B. Doing great.
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E Services
4 & p‘rice ® Products
378 " & Brand
35 Convenience.
to use
*
Location
3
C. Low priority D. Overdone
25
25 3 3.48 4 45
Performance

Fig. 1. Importance-performance analysis of bakery cafe choice attribute dimensions.
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§ 5
g A. Focus here B. Doing great.
g Keep it up
E 45 Mo .7
A
L ol4
; . I A %s
578 *0 4 ¢3 .18
L) 119 o
35 o0 g 12
*
.6 ®13
3 .9
C. Low priority D. Overdone
25
25 3 3.47 4 45
Performance
1: Taste of bakery products. 13: Number of similar stores near by
2. Taste of coffees & beverages 14: Noticeability of place
3 Variety of bakery products 15 Scale of bakery cafe
4: Varlety of coffees & beverages 16! Speed of service
5. Quality of products (freshness, appearance, etc.) 17: Kindness of employees
6: Kinds of amenities (internet, etc.) 18: Well-known brand
7: Sanitation & cleanness 19: Reputation & image of brand
8 Low price 20. Calm & easy atmosphere
Y Accessibility from home 21: Comfortable & pleasant facilities (chair, light, etc.)

10: Accessibility from duty place (work place, school, university, etc.) 22! Usable discounting services (membership, etc.)
11: Accessibility from place for leisure (downtown, complex mall, etc.) 23! Promptness of answering complaints from customers
12 Accessibility by public transportation

Fig. 2. Importance-performance analysis of choice attributes perceived by bakery cafe customers.
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