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Abstract

This study investigates coffee consumers' perceptions of coffee shops, using the Importance-Performance
Analysis and the Fishbein Attitude Model approach. A survey was camied out in coffee shops(2010,
12/6~12/20), and 175 out of 200 copies of questionnaire were returned from the coffee shops. After excluding
27 unusable cases which had an unacceptable level of missing data, 148 cases were used for analysis. The
IPA showed that an attractive facade, toilet cleanliness, coffee freshness, coffee taste were included in the
area of maintaining good results while coffee price was in the area of concentrating efforts, which coffee shop
managers should improve. Also, the analysis using the Fishbein attitude model showed that coffee taste, an
attractive facade, toilet cleanliness, and coffee freshness were in order of importance, and Starbucks,
Angelinus, Caffebene, and Pascucci are in order of brand preference. Although this study has some
limitations(such as self-report, common method bias), it shows significant implications to coffee shop
managers.
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1. OIRENSN EN T= sfjof gt
14878 ZAF ti/dAke] QIFEATE 548 A HJ7FsAdel sldehe FES 2l A9 <l
HEH JEE T2 59(39.86%), A 891 AlR|Ux AELF-o] AlZHA e, Fleuv] e} g}
(60.14%)°1H, A2 254] m|Rte] 714 Wol g AFAR = AEFo AZ4F v} Ayt &
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£EL 309 o olsk43™), 507k ¢ o3l 405t AR TR sEsAl0] E7] wjie tHE &4
9 o3} o2 et o= Hjitshe Zlo] HigrAlsitta & 4 itk
[ e e e L B s o B B
2. IPA Z1} AU 2= Aol 29 A, ohekst
IPA(Importance-Performance Analysis)= Martilla ~ o|¥lE S0 2 Yelytn, 7Huuv| ¢} AT =
o} James(1977)°l o8l A5 L= o™ o] H o] AEA, T3l oW E Fo] gFo] £
B2 AFAEd o8l AFEEOIA $ith IPAE HAE ool A3 AEEAELS Fawe)
#HHE JFe] UxAQA AMEEA(attributes) S WELU) PHirolstE UERE Ao g Fr1A0l =
TEdle] Tt Ao HiE =ES] 8] ge Bgasitda B 4 o
E(grid)ell EAIFo=ZH nARHES FYs= ol ldote g e 0} gk
o w¢ 88k AFEE 4 QUTtHOh, 2001). FRE AN stAoz e, <lAley st
<Fig. 1>2] IPA 225 FAHoZ ARy tf  JhulE 79 w3 719 714 59 2o
=7 2t YERSTE IPARA S B8l AFAEH Je9&4
2 A Aol algshe e 2 F 7P S8s] AuEolof 3 HEoz A
o} gaFA = wHAQ AUES7], el AEo] ml$- S Agshs AgE&AJ oA
AAA, AV Y AAE, A9 Bt 47]e] o]l o]d] g ERE B HrlE 1 e ez
AL, AU~} FhvlE wiEH A A ko g FFAQl glo] Hgslu & 4= gt} o
<Table 1> Demographic characteristic the respondents
Frequency Percent
Male 59 39.86
Gender Female 89 60.14
Freshman 58 39.19
Grade Junior 18 12.16
Senior 72 48.65
Less than 100 18 12.16
Money spent per month 100-200< 23 1554
1 P dp 200-300< 4 29.05
(thousand won) 300-400< 30 2027
More than 500 34 22.97
Less than 20 4 2.70
Age 2125 116 78.38
More than 25 28 18.92
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— . Type of zervice
= 000 Concentrate Here Keep Up The Gook Work
C Starbucks
[ Angelin-us
» Caffebene
N Pascucci
16 16
Oa o
4.500] 518 12
2 2 2
5l 23013 30 %
o1& 7}
[
_ 7 7
TE_; OI?QW 0 ey H
5 4.000+ 40 [+
z B I8 g i
7 x o
I8
T
K &
4
3500
19 19 19
o] o b
]
300071 Low Priority Possible Overkill
2750 3.000 3250 3500 3750 4000
Performance
1. attractive facade 2. interior design 3. toilet cleanliness 4. music 5. coffee freshness 6. coffee taste
7. coffee price 8. employee with knowledge 9. variety of events
<Fig. 1> Importance-Performance Analysis Matrix.notice:
71el &3 B o] ATNEH BF A 7F o Jlde] Hasithn B 5 ik <Table 2>+
Aow 2RSS 7] tig Aoy 7k 4 JAE ZAaE o 2] Aelsisith
ol Aol e BREE 22T 5 9] HE
{Table 2> The result of each coffee shop
Maintaining good results Possible overkill Low priority Concentrating efforts
Interior desi
& Music

Starbucks

Angelinus

Caffebene

Pascucci

Toilet cleanliness
Coffee freshness
Coffee taste
Interior design
Coffee freshness
Toilet cleanliness
Interior design
Coffee freshness
Toilet cleanliness
Coffee taste
Interior design

Toilet cleanliness
Coffee freshness

Attractive facade

Attractive facade

Attractive facade
Music

Attractive facade
Music

Employee with knowledge
Variety of events

Music
Employee with knowledge
Variety of events

Employee with knowledge
Variety of events

Employee with knowledge
Variety of event

Coffee price

Coffee taste
Coffee price

Coffee taste
Coffee price

Coffee price
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<Table 3> The result of consumer attitude
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7] $A45 AEd, i), dAeu s,
2B 2, SATH) o B9l A A
AAAR & 710l = ZHwdlZE -9l e
Aoz vehsdtth sPgd A2 A 4o
2 Zhd], ARy 2, 2BpH 2, 9T
To g UehgTh

Aot 46 #et Hrke gaFAH, J1
Hu], Z=Bp 2, A2l | 2 o, 7]9]9] 414
Tof] B AL 2EpH 2~ gaFH] A2
2, BT Fo ' UERTh ¢ uff ~EpH 20
BF A9 E 2B F ugedlA Algstr 17
o] Alzte] Aol AdehA] Falrhe Fo K
(MBC News ¥ 2009. 11.12)7} 11&=d 259k
Zol /AHE ez HTh

A7) stel] #et SHOZE 2EP 2 FluH]
), g2=FA, dAled 2~ eo 2 ekt 2
Hrol Ade A L 45 AT 7Y Ble
W7l fe AE7HEe] HaE e
g o w AlfEolA Huljs &
3 o] A Avs AHESHA|
Zol AMEE FA|(www.istarbucks.co.kr)StaL
NE HOR ofF nlm 2B 2B 0] gt
= O dsstan e Aoz yehgth

A" 71Fel e AL AUz, gt

2 £O B UERITE ANzt

Eo] u-§ T8 A7 sk A &AdolA]ut o]
o tigt == A HrtE e AeE A

Importance Starbucks Angelinus Caffebene Pascucci
Attractive facade 3.993 3.635 3.831 3.838 3.581
Interior design 4.385 3.601 3.811 3.899 3.486
Toilet cleanliness 4318 3.574 3.622 3.709 3.480
Music 3.709 3.291 3.270 3.419 3.547
Coffee freshness 4311 3.635 3.446 3.615 3419
Coffee taste 4.554 3.858 3.399 3.459 3453
Coffee price 4.122 3.074 3.203 3.108 3.128
Employee with knowledge 3.865 3.392 3.169 3.034 3.176
Variety of events 3.108 2.716 2.845 3.324 2.865

125.41 124.3984 127.3252 122.3053
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< 7H o Wztke
Aol B3 AL 2Ep A SATH| <A
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