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Abstract

The purposes of this study were to examine bakery cafe use and to identify differences according to gender and age.
The questionnaires developed for this study were distributed to 320 males and females aged 20 and over in Seoul. A
total of 285 questionnaires were used for analysis(89.1%) and the statistical analyses were completed using SPSS Win (12.0)
for descriptive analysis and 1 ’-test. Over 80% of customers used bakery cafes once a month or less, and female customers
visited more often than males. The main reasons for using bakery cafe were to chat, and then, to buy and eat bakery products.
There was a significant difference by age. Average time consumed at a bakery cafe was usually under 1 hour and 30 minutes.
Female and younger customers stayed longer than male and older customers, respectively. The majority of customers(85.6%)
were accompanied by 2 or less guests and there was no significant difference between the groups. The expenses per person
per visit were usually 3,000won~10,000won, and the percentage of customers who spent at least 15,000 won was highest in
those aged 41 and more. The groups with different gender and age also differed in their choices of products. Customers who
are female or under 41 years old used coffees or beverages more often than other group customers. There was no significant
difference in understanding on bakery cafe between groups, and 64.9% of respondents answered that they understood bakery
cafe as a complex of bakery and cafe. Overall, for eady settiement and development of the bakery cafe industry, it seems
very important to establish marketing strategy that meets target customers' needs on the basis of understanding their pattems
of bakery cafe use.

Key words : Bakery cafe, actual states of use, choice of products, difference of pattemns.
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Table 1. General characteristics of respondents

Category Frequency(%)
Gender Male 133( 46.7)
Female 152( 53.3)
20~25 130( 45.6)
26~30 43( 15.1)
31~35 39( 13.7)
36~40 31( 10.9)
Age
41~45 19¢ 6.7)
46~50 14( 4.9)
51~60 6( 2.5
60 < 2( 07
Single 188( 66.0)
Marriage ~ Married 96( 33.7)
No response I( 04)
< High school 58( 20.4)
College or university student 59( 20.7)
Edu- College 57( 20.0)
cation University 80( 28.1)
Graduate < 28( 9.8)
No response 3 LD
Student 76( 26.7)
Housewife 9 32)
Profession 55( 19.3)
Occu- Office worker 46( 16.1)
pation Sales 33( 11.6)
Self-employed 23( 8.1)
Laborer 4 14)
The others 39( 13.7)
< 100,000 won/month 17( 6.0)
i:o(:;?:lgnt:nder 200,000 64( 22.5)
Personal ?:jrgg;;nder 500,000 149( 52.3)
Epenses 500,000~under 2,000,000
wor;/month s 42( 14.7)
2,000,000 won/month < 12( 4.2)
No response I 04)
Total 285(100.0)
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Table 2. Utilization of bakery cafe by gender N(%)

Item(frequency) Male Female Total 1 -value

Frequency of using bakery cafe

Seldom or never _ 35(26.3) 16(10.5) 51(17.9)
2~3 times/year 34(25.6) 17(11.2) 51(17.9) .
1~2 times/month 47(35.3) 89(58.6) 136(47.7) xd2;259’01
1~2 times/week 11( 8.3) 23(15.1) 34(11.9)
more than 3 times/week 2( 1.5) 3( 2.0) 5( 1.8)
The others 4( 3.0 4( 2.6) 8( 2.8)
Reasons for using bakery cafe
To chat 43(32.3) 61(40.1) 104(36.5)
To eat bakery products 23(17.3) 28(18.4) S51(17.9)
To buy bakery products 26(19.5) 17(11.2) 43(15.1) 1 =1091
To drink a cup of coffee 10( 7.5) 10( 6.6) 20( 7.0) df=6
To wait for somebody or spend time 16(12.0) 22(14.5) 38(13.3)
For mental satisfaction or relaxation 8( 6.0) 13( 8.6) 21( 7.4)
The others 7( 5.3) 1( 0.7) 8( 2.8)
Average time consumed at bakery cafe
< 30 minutes 51(38.3) 23(15.1) 74(26.0)
30 minutes~under 1 hour 51(38.3) 41(27.0) 92(32.3) 1=39.11""
1 hour~under 1 hour and 30 minutes 23(17.3) 58(38.2) 81(28.4) dt=4
1 hour and 30 minutes ~under 2 hours 7( 5.3) 21(13.8) 28( 9.8)
2 hours < 1( 0.8) 9 5.9) 10( 3.5)
Usual number of company
None 16(12.0) 8( 5.3) 24( 8.4)
l 55(41.4) 60(39.5) 115(40.4) xdzf‘==223
2 46(34.6) 59(38.8) 105(36.8)
3 < 16(12.0) 25(16.4) 41(14.4)
Average expenses per person at 1 visit
< 3,000 won 10( 7.5) 2( 1.3) 12( 42)
3,000~under 5,000 won 46(34.6) 54(35.5) 100(35.1) y=14.68"
5,000~under 10,000 won 52(39.1) 81(53.3) 133(46.7) df=4
10,000 won~under 15,000 won 18(13.5) 13( 8.6) 31(10.9)
15,000 won < 7 53) 2( 1.3) 9( 32)
Total 133(100) 152(100) 285(100)

™ p<001, " p<0.001.
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Table 3. Utilization of bakery cafe by age N(%)

Item(frequency) < 26 26~30 31~35 36~40 41< Total 2 >-value

Frequency of using bakery cafe

Seldom or never 20(15.4)  10(23.3) 9(23.1) 5(16.1) 7(16.7) 51(17.9)
2~3 times/year 18(13.8) 6(14.0) 5(12.8) 7(22.6) 15(35.7) 51(17.9)
1~2 times/month 61(46.9)  22(51.2) 20(51.3) 16(51.6) 17(40.5)  136(47.7) Xd1:32(())-02
1~2 times/week 24(18.5) 5(11.6) 2( 5.1 2( 6.5) 1( 24) 34(11.9)
more than 3 times/week 2( 1.5 o 0) 1( 2.6) o 0) 2( 4.8) 5( 1.8)
The others 5( 3.8) o 0) 2( 5.1) 1( 3.2) 0 0) 8( 2.8)
Reasons for using bakery cafe
To chat 54(41.5)  15(34.9) 16(41.0) 10(32.3) 921.4)  104(36.5)
To eat bakery products 26(20.0) 7(16.3) 5(12.8) 7(22.6) 6(14.3) 51(17.9)
To buy bakery products 14(10.8) 4( 9.3) 5(12.8) 6(19.4) 14(33.3) B151) 23886
To drink a cup of coffee 5(3.8) 4 93) 7(17.9) I( 3.2) 371 20070y dF24
To wait for somebody or spend time 14(10.8) 9(20.9) 3(7.7) 6(19.4) 6(14.3) 38(13.3)
For mental satisfaction or relaxation 13(10.0) 4 9.3) 1{ 2.6) 1( 3.2) 2( 4.8) 21( 7.4)
The others 4( 3.1) o 0) 2( 51 o 0 2(48) 8( 2.8)
Average time consumed at bakery cafe
< 30 minutes 21(16.2)  11(25.6) 15(38.5) 10(32.3) 17(40.5) 74(26.0)
30 minutes~under 1 hour 36(27.7)  13(30.2) 13(33.3) 15(48.4) 15357y 92(323) 23753

| hour~under 1 hour and 30 minutes  45(34.6)  15(34.9)  8(20.5)  5(161)  8(19.0)  81(28.4) dF16
1 hour and 30 minutes~under 2 hours 18(13.8) 4(93) 3( 7.7 1( 3.2) 2( 4.8) 28( 9.8)
2 hours < 10077 o 0 0 0) o 0) o 0) 10 3.5

Usual number of company

None 7( 5.4) 3( 7.0) 6(15.4) 1( 3.2) 7(16.7) 24( 84)

i 57(43.8)  23(53.5) 16(25.6) 12(38.7) 13(31.0)  115(40.4) x;f:lliss
2 44(33.8)  13(30.2) 18(46.2) 15(48.4) 15357 105(36.8)

KR 22(16.9) 4( 9.3) 5(12.8) 3097 7(16.7) 41(14.4)
Average expenses per person at 1 visit

< 3,000 won 2( 1.5) 4(9.3) 4(10.3) o O 2( 48 12( 4.2)

3,000 ~under 5,000 won 46(35.4)  12(27.9) 17(43.6) 10(32.3) 15357)  10035.1) 243 36™
5,000~under 10,000 won 66(50.8) 25(58.1)  14(35.9) 13(41.9) 15(35.7)  133(46.7) df=16
10,000 won~under 15,000 won 13(10.0) 2 4.7y 4(10.3) 8(25.8) 4( 9.5) 31(10.9)

15,000 won < 3( 23) o 0) o 0) o 0) 6(14.3) 9( 3.2)

Total 130(100) 43(100) 39(100) 31(100) 42(100) 285(100)

Y p<005, T p<0.01, 7 p<0.001.
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Table 4. Choice of products by gender N(%)
Item Male Female Total + 2-value

No 72(54.1) 49(32.2) 121(45.2) 1=13.92"
Coffees or beverages

Yes 61(45.9) 103(67.8) 164(57.5) df=1

No 70(52.6) 87(57.2) 157(55.1) 17=0.61
Breads or sandwiches

Yes 63(47.4) 65(42.8) 128(44.9) df=1

No 89(66.9) 84(55.3) 173(60.7) 7=4.04
Cakes

Yes 44(33.1) 68(44.7) 112(39.3) df=1

No 130(97.7) 147(96.7) 277(97.2) 1°=0.28
Products for gift

Yes 3( 2.3) 5( 3.3) 3( 2.8) daf=1

No 130(97.7) 147(96.7) 277(97.2) 77=0.28
Cookies

Yes 3(23) 5( 3.3) 8( 2.8) df=1

No 129(97.0) 149(98.0) 278(97.5) 77=0.32
The others

Yes 4( 3.0) 3( 2.0) 2 2.5) df=1

Total 133(100) 152(100) 285(100)

*Aokk

p<0.001.
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Table 5. Choice of products by age N(%)
Item <26 26~30 31~35 36~40 41< Total % *-value
No 50(38.5) 18(41.9)  14(35.9) 12(38.7) 27(64.3)  121(452)  x’=9.91
Coffees or beverages
Yes 80(61.5) 25(58.1)  25(64.1) 19(61.3) 15(35.7)  164(57.5) df=4
No 84(64.6) 19442)  20(51.3) 15(48.4) 19(452)  157(55.1)  2%=9.27
Breads or sandwiches
Yes 46(35.4) 24(55.8) 19(48.7) 16(51.6) 23(54.8) 128(44.9) df=4
No 69(53.1) 29(67.4)  27(69.2) 19(61.3) 29(69.0)  173(60.7)  1’=6.47
Cales Yes 61(46.9) 14(32.6)  12(30.8) 12(38.7) 1331.0)  112(39.3) df=4
No  129(99.2) 41(953)  38(97.4) 31(100) 38(90.5)  277(972)  2’=028
Products for gift
Yes 1( 0.8) 2 4.7) 1( 2.6) o 0) 4( 9.5) 8( 2.8) df=1
_ No  125(962)  43(100) 38(97.4) 29(93.5) 42(100)  277(97.2)  x’=449
Cookdes Yes 5( 3.8) o 0 1( 2.6) 2( 6.5) o 0 8( 2.8) df=4
No 127(97.7) 43(100) 36(92.3) 31(100) 41(97.6) 278(97.5) x’=6.34
The others
Yes 3( 2.3) o 0) 3( 1.7 o( 0) 1( 2.4) 7( 2.5) df=4
Total 130(100) 43(100) 39(100) 31(100) 42(100) 285(100)
" p<0.05.
Table 6. Understanding on bakery cafe by gender N(%)
Item(frequency) Male Female Total % *-value
Bakery cafe is a complex of bakery and cafe 80(60.2) 105(69.1) 185(64.9)
Bakery cafe is a kind of cafe 28(21.1) 24(15.8) 52(18.2) y2=2.57
Bakery cafe is a kind of bakery 20(15.0) 19(12.5) 39(13.7) df=3
I don't know 5( 3.8) 4( 2.6) 9( 32)
Total 133(100) 152(100) 285(100)
Table 7. Understanding on bakery cafe by age N(%)
Item(frequency) < 26 26~30 31-35 36~40 41 < Total i *-value
Bakery cafe is a complex of bakery and cafe  27(20.8) 9(20.9) 7(17.9) 4(12.9) 5(11.9)  185(64.9)
Bakery cafe is a kind of cafe 18(13.8) 7(16.3) 4(10.3) 3(9.7) 7(16.7) 52(18.2)  ,2=11.14
Bakery cafe is a kind of bakery 82(63.1)  26(60.5)  27(69.2) 24(774)  26(61.9)  39(137) dfF12
I don't know 3( 2.3) 1( 2.3) 1( 2.6) o 0 4( 9.5 9 3.2)
Total 130(100)  43(100)  39(100)  31(100)  42(100)  285(100)
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