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In Campus Specialty Coffee Shop
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Abstract

The purposes of this study were to identify the consumer behavior using in campus specialty coffee shop
and to establish the marketing strategies through Importance-Performance Analysis (IPA) of service quality.
Questionnaires were distributed to 725 students at K University located in Masan, from April 23 to May 3,
2007. Finally, 621 questionnaires were included in the final analysis (response rate: 85.7%). For statistical
analysis, SPSS (12.0) was used to conduct the descriptive analysis, t-test, factor analysis and reliability test.
The results of this study were as follows. The average cost of using specialty coffee shop in campus was
¥ 2,096, the average staying time was 25.92 min and the average number of visits per month was 2.17 times.
The importance level of ‘employee’s attitude’, 'physical environment’, 'sensory quality of coffee’, 'beverage
features’, ‘representativeness’ were 3.88, 3.79, 3.73, 3.67, 3.28 points, respectively. Also, the performance level
of 'sensory quality of coffee’, 'beverage features’, 'employee’s attitude’, 'physical environment’, 'representa—
tiveness’ were 3.13, 3.06, 3.05, 2.77, 2.61, respectively. The importance and performance levels of service quality
of specialty coffee shop in campus were significantly different (p<.001). Establishment of marketing strategies
for in campus speciality coffee shop was possible through the IPA of service quality. Strategies for improving
customer satisfaction were to secure enough chairs/ tables, to procure comfortable chairs for customer and
to ensure the quality of coffee bean and service of employee.

Key words: in campus specialty coffee shop, Importance-Performance Analysis (IPA), service quality
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Table 1. Demographic characteristics of subjects (N=621)

Item Frequency Percentage (%)

Gender Male 252 40.6

ende Female 369 59.4

. . Married 12 1.9

Single/Married Single 609 98.1

18~20 167 26.9

Age (yr) 21~23 310 499

More than 24 144 23.2

College of Economics and Commerce 108 174

College of Engineering 140 22.5

Maior College of Liberal Arts 73 11.8

! College of Laws 72 116

College of Education 76 12.2

College of Natural Sciences 152 245

Freshmen 74 11.9

Sophomore 137 22.1

Grade Junior 195 314

Senior 215 34.6

Less than 200,000 178 28.7

Monthly income (won) 210,000~ 300,000 279 449

More than 310,000 164 26.4

Own House 411 66.2

Relative’s house 7 1.1

Status of living Lodging house 20 3.2

Living by self 139 22.4

Residence hall 44 7.1

No Mean+SD
Age (yr) 621 21.99+2.27
Monthly income (won/month) 601 306,384 + 146,020

Table 2. Coffee intake of subjects
Frequency Percentage (%)

More than 2 cups per day 143 23.0
1 cup per day 148 23.8
3~4 cups per week 97 15.6
1~2 cups per week 91 14.7
2~3 cups per month 54 8.7
Less 1 cup per month 88 14.2
Total 621 100.0
Mean +SD
Average coffee intake per day 058094

(cup/day)

Table 3. Status of using in campus specialty coffee shop

No Mean +=SD
Average cost per person (won) 589 2,096.43 +792.24
Average staying time (min) 579 25.92+20.92
Frequency of visiting last one 598 217+2.77

month (times/month)
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Table 4. Reliability and factor analysis of service quality of in campus specialty coffee shop

Service quality

Factor Eigen % of Cumulative Cronbach'’s

loaded value variance variance alpha
Sincerity 0.783
Reliability 0.752
Emplovee’s Comfort 0.731
aiity o Efforts to accept customer’s need 0692 7990 38050 38.050 0.832
u Try to perform their duties 0.686
Neatly-dressed 0.614
Answer to customer’s question with honest 0.612
Appropriateness of space between tables 0.835
Physical Appropriateness of space between chairs 0.769
environment Comfortable chair 0.730 2.005 9.548 47.538 0.849
Sufficient number of seats 0.723
Tastiness of coffee 0.787
Sensory quality of Proper bitterness of coffee 0.785
coffee Proper density of coffee 0.765 1619 7112 55.309 0.814
Proper flavor of coffee 0.617
Representative beverage 0.861
Representativeness Representative food 0.860 1.319 6.283 61.592 0.891
Brand awareness 0.841
Variety of beverage 0.763
Beverage features Proper quantity of beverage 0.730 1.065 5.072 66.664 0.719
Various kinds of coffee 0.654
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Table 5. Comparative analysis of importance and performance of service quality of in campus specialty coffee shop

(N=621)
. . Importance“ Performance” .
Factor Service quality Mean+SD Mean+SD T-value
Sincerity 391+0.91 3.08+£0.85 17.589™
Reliability 3.85+0.93 3.02+0.78 17.940"™
Comfort 3.91+0.94 3.00+0.79 19.019"
, . Efforts to accept customer’s need 3.90+0.93 3.04+0.81 17.937
Employee’s attitude Try to perform their duties 3.840.92 303082 16722
Neatly-dressed 3.85+0.90 3.10+0.82 15.895"
Answer to customer’s question with honest 3.91+0.90 3.10+0.77 17535
Average 3.88+0.76 3.05+0.62 21742
Appropriateness of space between tables 3.80+0.92 2.76+0.93 19.763"
Appropriateness of space between chairs 3.79+0.92 2.79+0.91 19.576™"
Physical environment ~ Comfortable Chair 3.87+0.96 2914092 18918™
Sufficient number of seats 3.72+0.95 2.62+0.91 19.813"
Average 3.79+0.80 2.77+0.76 22749
Tastiness of coffee 3.77+0.96 3.16+£0.74 14.760™"
. Proper bitterness of coffee 3.54+0.86 3.05+0.73 12.622""
Sensory Proper density of coffee 375+0.85 312+0.73 15372
Quality of coffee Proper flavor of coffee 38540386 3184078 15756
Average 3.73+0.72 3.13+0.60 18.586™"
Representative beverage 325+0.97 2.59+0.85 135417
i Representative food 3.30+0.99 2.59+0.85 14.077
Representativeness Brand awareness 3294101 2664086 12474
Average 3284091 2.61+0.77 14.654™"
Variety of beverage 3.63+0.90 3.03+0.82 13.049™
Proper quantity of beverage 3.71+0.87 3.05+0.89 13.748"*
Beverage features Various kinds of coffee 3.65+0.90 3094085  11969™
Average 3.67+0.72 3.06+0.68 16.0217
})5 point likert type scale (1-very unimportant/5-very important).
Y5 point likert type scale (1-not satisfied at all/5-very satisfied).
“p<0.001.
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Concentrate N .
Here’ 10. Comfortable chair
ere 11. Sufficient number of seats

Fig. 1. Importance-performance analysis on service quality of in campus specialty coffee shop.
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