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A Study of College Students' Actual Conditions of Using Coffee Shops and Choice Attributes
- Focused on Seongnam Area -

+ .
Kum Mi Park
Dept. of Food and Nutrition, Shingu University, Seongnam 462-743, Korea

Abstract

This study investigated college students' patterns of visiting coffee shops which are formed by students' preferences. This
study surveyed 300 college students in Seongnam. The subjects were consisted of 45.2% males and 54.8% females and
the average age was 20.8 years. 41.3% of subjects visited coffee shops once or twice a month and 42.4% of subjects visited
coffee shops on a random basis. 26.7% of subjects stayed in coffee shops for 1~1.5 hours. The main purpose of going
to coffee shops was to enjoy specialty coffee. The subjects' first favorites was coffee with various kinds of syrups and
second one was Americano. When the female subjects in Seongnam chose the coffee shops, they focused more on variety
factors than the male subjects. The group of subjects who had monthly expenses of less than 400,000 won focused on
price factors more than the group of subjects who had monthly expenses more than 400,000 won. Moreover, environmental
factors were heavily related to the usage rate and staying time of the coffee shops. Above all, price factors and promotion
factors affected subjects' choice of the coffee shops in Seongnam.
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Table 1. General characteristics of subjects

General characteristics Frequency %
Male 122 45.2
Gender Female 148 54.8
Subtotal 270 100.0
Age 20~29 270 100.0
(year) Subtotal 270 100.0
Yes 222 82.2
Drinking No 48 17.8
Subtotal 270 100.0
Yes 74 274
Smoking No 196 72.6
Subtotal 270 100.0
Big city 136 50.6
Mai
am Small city 108 40.1
raised c ’s 93
region ountry -
Subtotal 269 100.0
Less than 100 38 14.1
money per 200~300< 81 30.1
month 300~400< 44 164
(thousand won) More than 400 27 9.7
Subtotal 270 100.0
Less than 3,000 131 52.0
Monthly 3,000 ~5,000< 87 345
income of a
, 5,000~7,000< 20 8.0
family
More than 7,000 14 55
(thousand won)
Subtotal 252 100.0

o]gk ARgEHE AR 14.0%, 10~209EY w]qt 29.7%, 20~
309 wlek 30.1%, 30~409kY U9t 16.4%. 409k o] 4t
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Table 2. Factorial validity and reliability of items relating to choice attributes

Factor
[tem 1 2 3 4 5 6
Product Price Variety ~ Environment Accessibility = Promotion
Taste 0.791
Strength 0.791
Flavors 0.795
Freshness of coffee beans 0.770
Proper temperature 0.647
Quantity 0.517
Overall quality 0.770
Proper price 0.693
Various coffee menus 0.713
Various other menus 0.832
Attractive interior 0.584
Atmosphere(music,light,couch etc.) 0.717
Overall cleanness 0.802
Sanitation of restroom 0.788
Quick response of employees 0.676
Employee's kindness 0.809
Hygiene & appearance of employees 0.647
Exterior beauty of building 0.588
Location 0.533
Proximity 0.683
Convenient parking 0.695
Brand value 0.572
Various incentives(membership cards & coupons) 0.708
Partnership with credit cards co. 0.757
Marketing strategy 0.801
Brand reputation 0.753
Size of company(ex. franchised) 0.748
Cronbach's a of each factor 0.871 0.693 0.743 0.896 0.632 0.847
Cronbach's « 0.927
Eigen value 9.628 2.877 2.174 1.323 1.120 1.022
% Variance 35.658 10.655 8.050 4.898 4.419 3.784

% Accumulated Variance 35.658 46.313 54.363 59.262 63.411 67.195
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Fig. 2. The staying time at a coffee shop.
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Fig. 3. The favorite items of subjects.
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Table 3. Differences of subjects' importance of choice
attributes according to gender

Factor Gender t-value
Male Female

Product 3.82+0.70" 3.88+0.66 —0.76
Price 4.04+0.94 4.14+0.94 —0.80
Variety 3.40+1.00 3.6740.81 —2.42%
Environments 3.8310.78 4.0940.61 —3.00%*
Accessibility 3.56+0.81 3.54+0.73 0.22
Promotion 3.47+0.93 3.59+0.74 —1L11

Y MeantS.D., *p<0.05, **p<0.01.
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Table 4. Differences of subjects' importance of choice
attributes according to smoking
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Table 5. Differences of subjects’ importance of choice
attributes according to spending money per month

Gender
Female
3.83£0.70
4.13+0.95
3.62+0.86
4.00£0.66
3.53+0.72
3.54+0.77

Factor t-value

Male
3.91+0.62"
4.000.89
3.35+1.00
3.90:£0.80
3.60:£0.88
3.52+0.98

*p<0.05.

Product
Price
Variety

0.94
—1.07
—2.22%
—0.89

0.65
—0.16

Environments
Accessibility
Promotion

D MeantS.D.,

Yh(p<0.05).
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Pocket money

Factor per month Score” F-value
(thousand won)

Less than 100 3.88+0.81
100~200< 3.8740.58

Product 200~300< 3.80+0.70 0.19
300~400< 3.8840.61
More than 400 3.87+0.84
Less than 100 4.111.09°
100~200< 4.28+0.84°

Price 200~300< 4.00+0.89° 4.33%*
300~400< 4.30+0.82°
More than 400 3.48+1.08°
Less than 100 3.67+0.86
100~200< 3.4340.95

Variety 200~300< 3.67+£0.94 1.11
300~400< 3.5240.79
More than 400 3.3740.95
Less than 100 3.97+0.69
100~200< 3.9540.66

Environments 200 ~300< 3.91+0.72 0.62
300~400< 4.12+0.77
More than 400 3.96+0.68
Less than 100 3.56+0.71
100~200< 3.50+0.77

Accessibility 200 ~300< 3.60+0.81 0.37
300~400< 3.4840.76
More than 400 3.6440.71
Less than 100 3.53+0.76
100~200< 3.53+0.80

Promotion 200~300< 3.5440.85 0.39
300 ~400< 3.62+0.94
More than 400 3.37+0.76

Y MeantS.D., **p<0.01,

Values within different superscripts are signigicant at p<0.05 by
Duncan's multiple range test.

4971 AR AL AL 49T e &

Fasi7) Azels Ao vehy,
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Table 6. Differences of subjects' importance of choice Table 6. Continued
attributes according to visiting time Factor Visiting time Score”  F-value
Factor Visiting time Score”  F-value Before breakfast 3.17+1.50
Before breakfast 4.04+0.77 After breakfast 3.33+0.79
After breakfast 3.59+0.70 Between breakfast & lunch 3.56+0.86
Between breakfast & lunch 3.72+0.56 . After lunch 3.9440.85
Product After lunch 3924067 o4 Promotion g ween lunch& dimner 3462078
Between lunch& dinner 3.7840.80 After dinner 3.49+0.70
After dinner 3.90+0.63 At night 3.28+1.71
At night 4.19+0.67 Randomly 3.60+0.79
Randomly 3.90+0.61 Y Mean£S.D., *p<0.05,
Before breakfast 3.50£1.29 Values within different superscripts are signigicant at p<0.05 by
After breakfast 3.57+1.27 Duncan's multiple range test.
Between breakfast & lunch 3.70+0.59
price After lunch 433082 5) HIXMEH HF= Alzkat MB £
Between lunch& dinner 4.12+1.09 AT HE-G O HF= Azl what Adg &40 2ke] 7t ¢
After dinner 4.19+0.85 =AE ¢7] $18 ANOVAE AA|gH A= Table 7914 &
At night 4.50+0.55 < vt 2ok AVPEH Hie AR 8 803 F8
Randomly 4.14+0.87 gk BA7E Y AR EAE AT p<0.05). E3] ADHER
Before breakfast 3.25+1.71 of A 30 o] MF= et 30& ot MFE= He AL
After breakfast 3.00+1.04 A 2 Y3 2ol & Bk AYHAEH A4 &
Between breakfast & lunch 3.56+0.88 ¢lo] A AHHE oo FiFs v|Xths A(Jung HY
. After lunch 3.47+0.72 2008)0f| A€} Zro] 2Hd 2912 ARAREHE Aeste] HF
Variety Between lunch& dinner 3.49+0.97 093 < Al 9¥= Eo weEn
After dinner 3.85+0.66
At night 3254137 6) ZLIMEE 0I8A| 1212 X|Sok= HISnt MEY SN
Randomly 3.50+0.89 AGAZY A8 £ 199 U 8|-&of w2t o]z}
Before breakfast 3.56+1.17° A=AE 271 9130 ANOVAE AR E o= Table 834 2
After breakfast 3.3040.69° o AYAEES Y 1 10T ¥ v 7HE eyt
Between breakfast & lunch 3.66+0.60™ WA = AR EHETHp<0.05). 53] 4 4094 ©]st
o Sl Ao L A sl Ao &
Environments After lunch 398084 2.15% i ;gﬂ_—r% E0 /:]‘—‘g_o}“ ;—é_—'—iﬂl 1‘} A]\;%;}L %Ti—}‘}\]—_’—?
Between lunch& dinner 4.06+0.66" 8 A3k folzh 2olS Ktk 5, ARG vpA)7] Al A
After dinner 4.0340.70% AEA 2 o 714 a9& A8 4024 FasHA dd
At nigh 44250 65 ST AR ASR Molnl, $ES 9 40U o3 AL
Randomly 1095065 SHe %92k 1 ol AHgehe F9oke A ey 4
Before breakfast 3.25+1.26 Al %E_’Jﬂ ApolE e O]i“f R %{JSE:E kel
After breakfast 3.4840.66 U deEe AvHEH %"? FE 2 /ﬂE—.“ S B A
Between breakfast & lunch 3.51+0.64 T AxH{Byun 5 20094 HRESE] & S 8] 1140
ghelo]m] o] FolA] Aw) mhAly] AHEsHs WS 1 ~4g
Accessibiliey PN gem 2w 29 Bushd ADAEES 92 0 et
Between lunch& dinner 3.51+0.72 _ B _
BEL 714 292 Fashl Azstn HEsts Aoz
After dinner 3.59+0.66
| wheI,
At night L0 Ea AT REHAN 21U FEo| YA F= 3}
Randomly 3.55+0.82

S AFE Tl w3 Ao F1 A FHA B 5 W
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Table 7. Differences of subjects' importance of choice
attributes according to staying time at a coffee shop

. HERE LD

Table 8. Differences of subjects' importance of choice
attributes according to personal expenses for visiting a
coffee shop

Factor Staying time(hour) Score” F-value
<0.5 3.73+0.76 Expenses
05~1< 4.09+0.70 Factor (thousand won)/ Score” F-value
Product 1~1.5< 3.78+0.63 07 person
1.5~2< 3.8340.63 Less than 100 3.8340.75
2~3< 3.83+0.57 100~200< 3.76+0.73
3< 3.89+0.66 Product 200~300< 3.96+0.61 0.97
<05 3.98+1.02 300 ~400< 3.87+0.49
0.5~1< 4.14+0.93 More than 400 3.75+0.85
Price 1~1.5< 4.00£0.99 086 Less than 100 4.05+0.90"
1.5~2< 4.22+0.82 100~200< 4.13+0.92"
2~3< 4.32+0.80 Price 200~300< 4.2240.92° 2.67*
3= 4.27+0.80 300 ~400< 423+0.83"
<0.5 3.33£117 More than 400 3.63£1.10°
0.5~1< 3.69+0.95 Less than 100 3.45+0.91
Variety I=15< 3:39:0.71 149 100~200< 3474105
1.5~2< 3.45+0.86 Variety 200~300< 3.64£0.91 0.51
273 3.77+0.76 300~400< 3.55:0.80
3= 3.60:0.66 More than 400 3.6120.74
;(;'5 - zfggb Less than 100 3.8240.79
' T 100~200< 3.93+0.71
Environments 4‘09i0'59b 4.86* Environments 200 ~300< 4.13+0.65 247
1.5~2< 4.04+0.63
)3 41240.60° 300 ~400< 4.01+0.64
1< 3.9340.60" More than 400 3.75+0.73
03 3391087 Less than 100 3.39+0.88
05— 1< 3674078 100~200< 3.49+0.70
| —15< 353071 Accessibility  200~300< 3.68+0.79 1.91
Accessibility L5 —2< 3534075 1.13 300 ~400< 3.67+0.74
2—3< 3 7340.68 More than 400 3.36+0.67
3< 3574065 Less than 100 3.32+0.99°
05 33241.00 100 ~200< 3.51::0.84"
05~1< 3.6540.78 Promotion  200~300< 3.7240.75 2.44%
1~1.5< 3 5640.73 300 ~400< 3.57+0.80"
Promotion 15~2< 3.47£0.81 215 More than 400 3.300.77"
2~3< 3.89+0.66 Y MeanS.D., *p<0.05,
3< 3.42+0.85 Values within different superscripts are signigicant at p<0.05 by

D Mean£S.D., *p<0.05,
Values within different superscripts are signigicant at p<0.05 by
Duncan's multiple range test.

& 805 199 HE H8of w2t A8 SA4o FF= v

tH(p<0.05).

Duncan's multiple range test
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