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Analysis of Customer Perception for Quality Attributes According to
Consumers’ Coffee Consumption Types

Sun-Young Shin, Lana Chung*
Department of Food and Nutrition, Inha University

Abstract

The purposes of this study were to analyze importance and performance for coffee quality attributes based on customers
according to their consumption types; and provided ideas and marketing strategies to increase sales through IPAs (Importance-
Performance Analysis). University students in Incheon were conducted a survey from March 13, 2007 to March 31, 2007. As
for a quality attribute with the highest importance, the survey showed ‘price’ was important for Tvending machine coffee,, and
‘taste’ was important for "commercial coffee;, and coffee house coffee,. And ‘thirst relief’ was found to have the lowest
importance for three types of coffee. As for a quality attributes with the highest performance, the survey showed ‘taste’ was
important for coffee house coffee ;; ‘price’ was important for vending machine coffee ;; and ‘period of circulation’ was
important for "commercial coffee ;. IPA results for coffee quality attributes also showed quality attributes that should be improved
quickly for each type of coffee: ‘hygiene’, ‘safety’, ‘period of circulation’, and ‘package’ were for "vending machine coffee;
‘price’ and ‘freshness’ were for "commercial coffee, ; and “price’ and ‘period of circulation’ were for "coffee house coffee .

Key Words : coffee, quality attributes, importance-performance analysis(PA)
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<Table 1> Demographic characteristics of the respondents

Gender Male 152 543

Female 128 45.7
Age(yrs) <20 94 33.6
21-24 130 464
>25 56 200
Pocket money <100,000 17 6.1
(Korean won /month)  100,000-<200,000 51 182
200,000-<300,000 111 396
300,000-<400,000 71 254
400,000-<500,000 17 6.1
>500,000 13 46
Cost of beverages <10,000 81 289
(Korean won /month)  10,000-<40,000 143 51.1
40,000-<70,000 43 154
70,000-<100,000 12 43
>100,000 1 04
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<Table 2> Importance of quality attributes according to coffee consumption types Mean+SD

1. Taste 4.00£0.872 3 41940.76P 1 4.53+0.68° 1 33.28**
2. Portion 3.52+0.87 10 3.71+0.83b 7 3.98+0.86° 6 20.46**
3. Flavor 3.57+0.90% 8 3.86+0.82° 6 43540.73° 2 65.94*
4. Price 4.10+£0.832 2 409+0.772 3 427+081P 3 438
5. Nutrition 3.21+1.007 13 3.46+£0.95° 15 3.58+0.95P 15 10.30%
6. Hygiene 4,10£0.94% 1 4.01£0.912 4 4.19+0.88° 4 2.90

7. Color 3.26+0.922 12 3.4240.92b 16 3734094 11 19.08%+
8. Temperature 3.69+0.85° 6 3.61+0.89° 12 3.98+0.87P 5 13.93%
9. Functionality 31940922 14 3.3520.99 19 3.43+0.96 18 483
10. Safety 3.76£1.00 5 3.65+0.98 11 3.78+0.96 9 141
11. Season 3.18+1.007 15 3.38+0.99 17 3.53+0.98P 16 9.02%+
12. Health 336+1.04 11 3.38+0.98 18 3.49+1.01 17 1.28
13. Freshness 3.651+0.98 7 3.70+0.96 8 3.96+0.93P 7 8,84
14. Thirst relief 2.87£1.07% 20 3.21+£1.00° 20 3.08+1.07° 20 7.56%
15. Ingredient 3.1541.08 16 3.67+1.04° 9 3.36+1.08° 19 16.71%*
16. Period of circulation 3.86+1.04% 4 4.14+0.88" 2 3.79+1.022 8 9.95%*
17. Condition of package 3.53+£0.99* 9 3.90+091b 5 3.7520.97 10 10.89%**
18. Shape of container 3.14+1.017 17 3.5941.05P 13 3.72+0.99° 12 25.33"*
19. Brand 3.06+1.04? 18 3.66+0.99P 10 3.702099> 13 35,77+
20. Name of the product 2.94+1.00 19 3.54+1.01° 14 3.64+1.01° 14 40.36%

*p<0.05, *p<0.01, **p<0.001
abe Duncan’s multiple range test
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Mean+SD

<Table 3> Importance of quality attributes by gender

1. Taste 3994096 4.01£076 -0.21 415086 4231063 -093 451£075 455+0.60 -0.49
2. Portion 351£096 3531075 -0.24 3.72+£086 370+0.80 0.14 3.94+087 4024086 -0.80
3. Havor 351£096 3631082 -1.11 3851084 3881079 -0.35 4361079 4341065 021
4. Price 4101088 4101076 -0.03 404+£083 4151069 -118 4244086 4301074 -0.70
5. Nutrition 3071108 338+088 -2.66* 336+1.04 3574083 -187 351+£1.03 3661085 -134
6. Hygiene 400+£1.07 4224075 -2.00° 3941+1.03 409+074 -1.37 4114099 4301073 -1.86
7. Color 314+1.00 340+078 -2.39* 333+102 3.53+076 -1.89 3741106 373+078 0.9
8. Temperature 3.600£0.89 3.80+0.80 -2.02* 346096 378+078 -3.09* 3881097 4.10+0.72 -2.25*
9. Functionality 3114102 3.28+078 -1.59 324+106 349+088 -2.17* 3344105 354+084 -1.71
10. Safety 3.64£1.06 3914091 -2.35* 3561107 3761084 -174 376101 3801089 -0.35
11. Season 3081105 329+093 -1.76 328+106 350+089 -1.83 3441104 3031090 -1.64
12. Health 327+112 3474092 -1.60 318+1.04 3.60+086 -3.62* 339+£1.08 359+092 -1.64
13. Freshness 353+105 380%087 -243* 356+1.06 387+079 -2.79% 387+1.00 4.08+082 -1.93
14. Thirst relief 275+117 301£092 -207* 3.03+1.06 3411088 -3.24™ 294+115 3252093 -244*
15. Ingredient 293+1.13 341+£095 -3.80* 346+112 3924089 -3.84 328+119 3474091 -1.53

16. Period of circulation 3741113 4.01+£089 -2.24* 4014097 4294073 -2.64" 3651109 395+090 -2.53*
17. Condition of package 341+1.08 3.66+087 -2.08 370+£1.02 4142070 431 3594107 395+080 -3.16%

18. Shape of container 300£1.08 330+089 -248* 342+1.14 379+090 -3.02¢ 359+1.08 387+086 -2.38
19. Brand 2841114 3331085 -4.14** 3504110 386+0.79 -3.16" 3601109 383+084 -1.98
20. Name of the product 274+108 317+£083 -3.79* 343+1.09 368+089 -213 356+111 3734086 -1.49

*p<0.05, *p<0.01, **p<0.001
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<Table 4> Performance of quality attributes according to coffee consumption types Mean+SD

Vending machine
rformance.  Rank , S
1. Taste 34010872 2 3.560.81P 2 4.04+0.80° 1 41.80%
2. Portion 3.31£0.75% 4 3.3940.71 7 3.67+0.78 4 16,07+
3. Flavor 3.11£0.772 5 3.37+0.79° 9 4.00+0.71° 2 92,504
4. Price 3.78+0.81° 1 3224077 14 271+ 1.00? 19 100.97+*+
5. Nutrition 262+0.75 15 2.90%0.78 19 3.0310.71¢ 15 21.39"*
6. Hygiene 2.5940.89 16 3.3320.80 10 3.3740.75 12 7694+
7. Color 3.0940.65 6 3.21+0.72P 15 3.44+0.71¢ 9 16.76**
8. Temperature 333+0.73 3 323+0.83 1 3.58+0.79° 7 14.39"
9. Functionality 3.01+0.81° 8 3.1440.84% 16 3.15+0.76° 14 268
10. Safety 2.841+0.76 9 3.23£0.80° 12 3.27+0.78° 13 25,254+
11. Season 3.07+£0.73 7 3.22+0.78 13 3.37+0.78° 11 10.12%
12. Health 2.59+0.822 17 2.86£0.86 20 2.95+0.71P 16 14,21
13. Freshness 2.714+0.83 14 3.13+0.83" 17 3.40+0.82¢ 10 4662+
14. Thirst relief 25740917 18 2961095 18 283+087> 18 14,00+
15. Ingredient 2.38£0.95" 20 3.3810.88° 8 27020900 20 84,85+
16. Period of circulation 2.55£1.007 19 3.56£0.91° 1 2.92+091° 17 78,96+
17. Condition of package 2.7840.84° 11 3.55+0.83P 3 3.53+0.78° 8 77.20%
18. Shape of container 2.78+£0.75" 12 3.47£0.85P 6 3.6920.78° 3 95,54+
19. Brand 2.81+0.822 10 3.51+0.81° 4 3.60+0.78" 5 76.90%
20. Name of the product 2.76+0.78 13 3.5020.81P 5 3.58+0.82 6 84.45%
#%<0.001

abe Duncan’s multiple range test
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. laste 3.46+0.78 135 3.60+084 3.51+0.77 3.95+09 12+£0. -1.68
2. Portion 3314075 330x075 0.06 336+0.76 34310066 -0.75 3.62+0.88 3.71+£0.66 -0.90
3. Flavor 3.13+0.78 3.094+0.76 048 336+0.83 338+076 -025 396+0.80 4.03+0.60 -0.81
4. Price 371+083 3871078 -1.60 3.16+0.81 328072 -1.24 285+1.04 258+093 2.12¢
5. Nutrition 267078 255+071 126 293+085 286+069 077 3.05+084 3.02+054 036
6. Hygiene 2724091 2434085 2.76™ 3361083 3201077 0.64 3354082 3.39+0.68 -0.42
7. Color 3.11+070 3.06+059 061 3.24+075 317+0.69 071 344+077 343£064 018
8. Temperature 3321071 334+0.77 -0.22 3274082 3.19+£083 0.82 346+084 3.70+0.71 -245*
9. Functionality 3.05+090 296+0.70 090 3.18+£0.89 3.10+078 0.85 3.15+0.84 3.16+£0.68 -0.17
10. Safety 2.84+075 284+077 0.06 329+084 317+075 124 3.24+089 331%0.67 -0.65
11. Season 3.09+£0.75 3.05x0.71 048 3174084 3264070 -092 3324084 3.42+072 -097
12. Health 263+£088 2554074 0.88 2871099 284+£0.69 0.25 289+084 3.02+054 -144
13. Freshness 2784087 263+077 154 320+084 3.04+082 161 334+093 346+0.69 -1.17
14. Thirst relief 2524100 263079 -0.99 287+£097 3061092 -1.57 273£095 3.03+0.75 -2.75*
15. Ingredient 2502099 223+087 2.38 331+092 3441083 -1.22 265+097 2754082 -0.85
16. Period of circulation 268+105 241+091 231* 3424095 371+£084 -2.70* 2.89+095 294+0.88 -0.49
17. Condition of package 281+0.89 273+0.80 0.78 352+084 358+0.82 -0.01 347+0.87 3591068 -1.22
18. Shape of container 282+077 273x£073 1.03 3454086 350x085 -0.50 3.68+0.87 3.71+0.68 -0.33
19. Brand 2831083 279+0.80 0.46 344+087 3594073 -1.49 3574086 3.63+0.69 -0.57
20. Name of the product  2.79+£081 273+0.74 055 347+088 3531073 -0.64 35741088 3.59+£0.76 -0.16
*p<0.05, *p<0.01

<Table 6> Difference between importance and performance of quality attributes of different types of coffee Mean +SD

1. Taste ‘ 4004087 340087 1001 419+0.76 556+081 1251

454+068 4.04%080 10.61**
2. Portion 3511087 331£075 3.49* 3724084 339+071 623 3961087 3.67+078 502
3. Flavor 3584089 311+077 7.86™* 380+082 337+079 975 4351073 4.00+071  7.68*
4. Price 411+£082 37814081  5.44* 4101076 3224077 14.98"* 425+0.80 271+£1.00 1835
5. Nutrition 321£1.00 2624075 836 3441095 290+£078 858 3561092 3.03+071 870
6. Hygiene 4104£095 259+0.89 19.06"+ 3994091 3331080 9.96* 419+087 337x075 1198
7. Color 3261092 3.09+065 270 34541090 3211072 4.0%3* 3774090 344+071 554
8. Temperature 3.70£086 3.33x073  6.08"* 361£090 3231083 655 400+0.85 358£079 741"
9. Functionality 3204091 3.014+0.81  3.24* 335+£099 3.14+084 347 3454093 3154076  5.08*
10. Safety 3781098 2841076 1294 3.64+098 3231080 6.07* 3.75+095 327+078 751"
11. Season 318£099 3071073 181 338+098 3.22+078 275" 357£092 3371078 354
12. Health 3371103 259£082 990 335+098 2861086 651 3474101 295+071 811
13. Freshness 3661096 2711083 1291 3681095 313+083 839 39741092 3404082 8.68™
14. Thirst relief 2.87+£1.07 257£091 467 3224100 2964095 4.26™ 310£1.06 2.88+087 3.6
15. Ingredient 314+1.08 238+095 889 3674103 338+088 438" 3381106 270+090 864

16. Period of circulation 3.86+1.03 255+1.00 14.73** 4131088 3561091 9.03* 3771104 2924091 11.17**
17. Condition of package 3521099 2781084 9.64* 390+089 3551083 583 3.80+094 353078  4.36*

18. Shape of container 313+1.01 2781075  4.80"* 358+1.04 347+£085 172 377+£096 3.69+0.78 123
19. Brand 3.06+1.03 2811082 3.40™ 3.66+097 3.51%+081 255 3784092 360+0.78 3.38~
20. Name of the product 2934099 276£078 256 354+1.00 3501081 0.63 3.69+095 3584082 2.02*

*p<0.05, *p<0.01, **p<0.001
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<Figure 1> Importance-performance analysis for quality attribute
of ‘vending machine coffee’
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<Figure 2> Importance-performance analysis for quality attribute
of ‘commercial coffee’
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<Figure 3> Importance-performance analysis for quality attribute
of ‘coffee house coffee’
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