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Abstract

This study investigated emotional-utilitarian motivation to visit a coffee shop and segmented the market
based on metivational factors realizing that coffee is considered as emotional and utilitarian goods in reality.
As a result of market segmentation, three groups were identified: emotional consumers, utilitarian consumers,
and passive consumers. Choice attributes of visiting a coffee shop according to each group were found to
be significantly different. Firstly, emotional consumers highly perceived the importance of the emotional factors
such as ‘coffee taste and mood’, ‘special coffee’, ‘clean space’ and also the utilitarian factors such ‘price
benefit’, ‘internet access,” etc. Therefore, emotional consumers could be utilitarian one at the same time. On
the other hand, utilitarian consumers were highly aware of the importance of ‘independent space available
for a group meeting’, ‘degrees of being crowded’, and “facilities such as a bathroom and smoking area.” As

for the demographic and the behavioral facters of having coffee, only gender, types of coffee, time and places
have a significant relation.
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{Table 1> Measured items in previous studies
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Researcher Selected attributes of restaurants and coffee shops
Hart CL & Quality, taste, smell, color, temperature, feeling and nutrition of food, service methods, communication
Casserly DGl skills, attitude(employee's external attitude & mood), expressions(smiles, kindness, brightness), appearance
{1985) (cleantiness, physical condition), appearance of a building, interior, temperature and humidity, music
Levels of service quality, atmosphere of restauramt, smoking/non smoking area, providing time of
Khan MA bread and other dishes, diversity of daily/seasonal menu choices, providing samples and displays,
(1991) diversity of menu choices, diversity of cultural/racial menu choices, unique dessert, easy-to-understand
menu, drive-in facilities, delivery and package services, nutrition of food (providing information on
diet or not)
Kim HB Hygiene and cleanliness of employees/restaurants, diversity of menu choices, external image and
& Heo C atmosphere, taste and nutrition of food, facilities for children, smoking/non smoking area for special
(1998) customers, accessibility of a restaurant and a parking lot, outdoor facilities and fast and comfortable
services, seating capacity, kind and careful services
Cleanliness and menu(employee’s attitude, cleanliness, taste of food, employee's appearance, indoor
Baik YC atmosphere, diversity of menu choices), surroundings and image(surrounding environment, appearance
2000) of a building, size of a franchise restaurant, reputation and image of a restaurant), facilities(seating
capacity, a parking lot, menu and facilities for children, smoking/non smoking area), events(providing
something exciting, providing diverse dessert), price and accessability(price, accessability, convenience)
Kim YO Taste of brewed coffee, flavor, brand image, service quality, diversity of menu choices, atiosphere,
(2003) location, cleanliness, reputation, promotion and marketing, accessability, price
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{Table 2> Measwred items and its references

Factor Measured items Reference

To feel good atmosphere

To feel something unusual

Emotional To refresh myself
motivation To have free time escaping from hustle of the daily life Mainly based on interview results
To enjoy cultural life though drinking coffee Cho MS et al.(2008),
To have good quality coffee Yoon TH(2005)
o To spend time alone
222:::::; Good for a group study session or a meeting
Good for meeting people
Indoor atmosphere
Background music Khan MA(1991),
Physical Comfortable seats Kim YO(2003),
environment  Independent space Baik YC(2000),
Crowded space Kim HB & Heo C(1998)

A restroom or smoking area

Number of shops
Location of a shop

Brand Transportation Kim YO(2003)
Brand awareness

Foreign brand

. Coupon or point benefit Kim YO(2003), Baik YC(2000),
Price Discount from an affiliated mobile company Kim HB & Heo C(1998)
Services of Employees' friendly service Ha.rt CL & Casserly DG(1985),
employees Baik YC(2000)

Employees' knowledge about coffee )
Kim YO(2003), Baik YC(2000)

Coffee itself  Awvailability of specific coffee Kim HB & Heo C(1998)

Taste of coffee

Usefulness Accessibility of the internet Interview results
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{Table 3> General characteristics of the respondents

AH-EH Bl wE AR

Item Group Frequency(%)
Female 142(59.6)
Gender
Male 96(40.3)
20s 132(55.2)
30s 80(33.5)
Age 40s 20( 8.4)
50s 3 13)
Over 60 3( 1.3)
<20,000 111¢46.4)
Annual 20,000~ 30,000 44(18.4)
income
(Unit: ¥1,000) 30,000~40,000 39(16.3)
40,000 37(15.5)
One a day 64(26.8)
2~3 a day 89(37.2)
Over 4 coffees a day 9 3.8)
Eﬁ?ﬁﬁé’; One a week 6 2.5)
2~3 a week 24(10.0)
4~5 a week 20( 8.4)
Rarely having 27(11.3)
High school 11( 4.6)
Education College 198(82.8)
Graduate school 29(12.1)
Salaried worker 70(29.3)
Self-employed 5( 2.1
Profession 28(11.7)
Occupation
Housewife 18( 7.5)
College student 103(43.1)
Else 14( 5.9)
Alone 22( 9.2)
Friend 129(54.0)
Coworker 31(13.0)
Companion
Couple 44(18.4)
Family 8( 3.3)
Else 4 1.7
<30 mins 22( 9.2)
Time of staying 30 mins~1 hr 86(36.0)
at a coffee shop | hr~2 hr 101(42.3)
>2 hr 28(1L.7)
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{Table 4> Factor analysis of metivation for visiting a specialty coffee shop

Motivation Ttem Fact.or Eigen ::(:J;inn: Cronbach's Mean
factor loading  value %) alpha (SD)
To feel good atmosphere 0.583
To feel something unusual 0.826
Em?ﬁox‘ml To refresh oneself 0.871 3384 37602 0858 3.242
motivation To have free time escaping from hustle of the daily life 0.822 (0.908)
To enjoy cultural life though drinking coffee 0.784
To have good quality coffee 0.495
To spend time alone 0.719
Util%tari‘an Good for a group study session or a meeting 0872 2102 23354 0.674 3.148
motivation (0.904)
Good for meeting people 0.679
{Table 5> Factor analysis of choice attributes of visiting a specialty coffee shop
Factor Ttem Fact.or Eigen :;T::Z Cronbach’ Mean
loading  value %) alpha (SD)
Taste of coffee 0.644
Friendly services 0.655
Ina;tznfo:;ier: Indoor atmosphere 0.808 2.886 16.031 0.778 (322?)
Background music 0.730
Comfortable seats 0.640
Number of shops 0.672
Location of a shop 0.689
Brand Transportation 0.765 2.763 15348 0.803 (3,3;:;
Brand awareness 0.777
Foreign brand 0.671
Coupon or point benefit 0.848
Price benefit Discount from an affiliated mobile company 0.880 2.351 13.064 0.809 ((3);2)
Accessibility of the internet 0.704
A restroom or smoking area 0.591
Pleasant space  Independent space 0.760 2.096 11.644 0.684 ({3)332)
Crowded space 0.515
Coffee itself P ovees’ knowledge about coffee 0762 57 sa2’ o609
Availability of specific coffee 0.715 0.851)

RN e g e gravin & 5 ok £,
z} F718%00] 3ol uhet {olg xlolE Kol
A #Rls7] 918 Ul e E By
(ANOVAYE A% A3, 34 F7)9F 84
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2 WA 2P 498 Bt Ee v, 8
A $717h Wl et g4E 7] sl eka
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{Table 6> Quster analysis based on meotivation of specialty coffee shop visit

Emotional Utilitarian Post-hoc LSD
motivation motivation Emotional motive Utilitarian motive
Emotional customers 3934 3.278 I-1 ok ook
- (0.585) (0.640)
(N=108)
H L 1-0 *okk *okx
. 2.386 2219
Passive customers
(N=T70) (0.628) (0.654) i-m ok ak
VL H
Utilitarian customers 2997 4.000 Pilaf's trace = 1.041%*
(N=60) (0.647) (0.495) Wilks' lamda = 0.226%**
L VH Hotelling's trace = 2.248***
F 141.335%** 141 .460*** Roy's largest root = 1.407***

*xkp<0.001.

The numbers in each cell represent mean of factor and those in () do SD. The alphabets below are classified by Duncan's
multiple range test as VH(very high)<H(high)<L{low)<VL(very low).

wWatha, vk, Al HA 23S g3 H E17) AV AEH o] F7]o we} FEE =l
RE W, 84 70 7 A veh) /8 gl ASAEE A8 S diE FoE Q14
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(Table 7> Differences of choice attributes by each group

Emotional customer Passive customer Utilitarian customer

F Sig.
(N=108) (N=70) (N=60) 8
4167 3783 4.110
T:
ana;tzn‘;foz‘ﬁiz (0.594) (0.680) (0.553) 8913 0.000
P H L H
3.500 3.106 3.350
Brand (0.687) ©.813) (0.658) 6.382 0.002
H L H
3.485 3.129 3.483
Price benefit (0.870) (1.036) (1.013) 3.405 0.035
H L H
3.907 3.562 4117
Pleasant space ©.751) (0.925) (0.582) 8780 0.000
H L H
3227 2.807 3.050
Coffee itself (0.798) (0.934) (0.780) 5359 0.005
H LH L

The numbers in each cell represent mean of factor and those in ( ) do SD. The alphabets below are classified by Duncan's
multiple range test as VH(very high)<H(high)<L{low)<VI(very low).
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B2/t B AU AU Asg 297, T4 @] 42 Ao #4E & A
299 A%, A4 3 59 A9 2%
A 7AAE ddst AEY g AR Fo) 484 4 2R SO N S4 U AT 8
A9l e FLE Aol BA Uehdthe A 8 #S9 X0l
€ T 38 SOl Aok ST 84 TN ek gl Qe S e o
aulRe] B, odd Bol %S 4 St S ehieA) Tokay) Adl, T A, 9%, 39,
30 04 o, £ AT, 94 2 GA4 e 45 09 wARAE AN, PU
5o ALY AR B WY FLE Aol o] AR FIF ABYE B Ao ¥
Vg A dekgeh. Jels 484 ddel tel Asigich &, 24E A6 Pus 544 2
$E FAE B WY, AV S el A Pl A3 PYurt oJge] o] BN ¥
& A8 Bath 244 5719 484 571 & UE, 54 AL Yud gyl 74
7} RE AP e £AE Vb 58 20 ElFol tha w2 vekgeh el g 2
£ oW Y 291 B0 el e Q4e B 4 Aw) %71 5o {88 &0 B0t 52 A
Aek 555 29 ANAEA ool ol I $712 /4R aulAa 29T 5 YAk

2
IOI-H

%
A ARA BRE AT SE A7SS 2o w}a} GRS AT 8 BFo] ol
B % AR 5 oI5 gRAE A6 ABIE A FAa] A4 23 A1
Told, olEe Y £4ol el BThE BUE £ 84, F2 ol83ke AY BF, F2 MlE

{Table 8> Relationships between the clusters and their general characteristics

Emotional customer Passive customer Utilitarian customer

(N=108) (N=10) (N=60) Total Chi P
Female 70( 64.8) 31( 443) 41( 683) 142( 59.6)
Male 38( 35.2) 39( 55.7) 19( 31.7) 96( 403) 12727 0048
Total 108(100.0) 70(100.0) 60(100.0) 238(100.0)

{Table 9> Relationships between the clusters and their behaviors of having coffee

Item Emotional Passive Utilitarian Total Chi »
customer(N=108) customer(N=70) customer(N=60)

Type of Instant coffee 29( 26.9) 34( 48.6) 16( 26.7) B o
coffec  Bean 79( 73.1) 36( 51.4) 44( 733) 159( 66.8)

Before breakfast 10( 9.3) 11( 15.7) 1( 17 2( 92)
Time of After breakfast 24( 22.2) 11( 15.7) 11( 183) 46( 19.3)
having  Before/after lunch 49( 45.4) 24( 343) 25( 41.7) 98( 412) 19475 0.035
coffe  Aftemoon 18( 16.7) 20( 28.6) 22( 36.7) 60( 25.2)

Night U 65) 4 57 1( 17 12( 5.0)
e of Coffee shop 50( 46.4) 14( 20.0) 27( 45.0) 91( 38.2)
h;";go Office or school 41( 38.0) 35( 50.0) 27( 45.0) 103(433) oo
coffee. | HOME 13( 12.0) 14( 20.0) 4 67) 31( 13.0)

Others 4 37 7( 10.0) 2 33) 13( 55)

* Total 108(100.0) 70(100.0) 60(100.0) 238(100.0)
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