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to investigate improvement. Of 350 questionnaires distributed to customers of six brand coffee shops (three
questionnaire included a seven—point multiple-item scale for measuring service quality. The 21 items measuring
employee attitude” and "physical environment” were 5.42, 4.77, 4.74, and 4.13,
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The purpose of this study was to compare service quality between local and global coffee brand shops and
local brands, three global brands) located in Daejeon, 330 complete questionnaires (94.3%) were analyzed. The
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service quality were grouped into four factors, and the mean scores for the levels of "representativeness
sensory and beverage features
respectively. The levels of "coffee sensory and beverage features” and "employee attitude” of the high income

customers were significantly lower than those of the low income customers. The results showed that the levels
of "employee attitude” of local coffee brand shops was significantly higher (p=0.050) than that of global coffee
brand shops. Whereas, the levels of "representativeness” of global coffee brand shops was significantly higher
(p=0.003) than that of local coffee brand shops. Based on the results, the global coffee brand shops should
pay attention to internal marketing and the local coffee brand shops must strive to improve service quality
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through strategies such as improving brand awareness and developing representative beverages and foods.
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Table 1. General characteristics of responding customers n (%)
Characteristics Local brands Global brands Total value”
(n=141) (n=189) (n=330) P
. Male 50 (35.5) 90 (47.6) 140 (42.4)
Gender Female 91 (64.5) 99 (52.4) 190 (57.6) 0027
20~29 104 (73.8) 132 (69.8) 236 (71.5)
Age (vears) 30~39 23 (16.3) 43 (22.8) 66 (20.0) 0.199
£e 40~49 14 (9.9) 12 (6.3) 26 (7.9)
>50 0 (0) 2(L.1) 2 (0.6)
<High school 18 (12.8) 19 (57.7) 37(11.2)
. Attending university 63 (44.7) 90 (47.6) 153 (46.4)
Education University 60 (42.6) 74 (39.2) 134 (40.6) 0.146
Graduate school 0(0) 6 (3.2) 6 (1.8)
Student 62 (44.0) 94 (49.7) 156 (47.3)
Professional 44 (31.2) 51 (27.0) 95 (28.8)
Job Office worker 20 (14.2) 26 (13.8) 46 (13.9) 0.697
© Self employer 9(6.4) 9(4.8) 18 (55) >
Housewife 6 (4.3) 7(3.7) 13(3.9)
etc. 0 (0) 2(1.1) 2 (0.6
<100 63 (44.7) 91 (48.1) 154 (46.7)
Monthly income 100~199 58 (41.1) 49 (25.9) 107 (32.4) 0.010
(10,000 won) 200~299 14 (9.9) 33(17.5) 47 (14.2) ’
>300 6 (4.3) 16 (8.5) 22 (6.7)
>1/day 12 (85) 20 (10.6) 32(9.7)
3~4/week 15 (10.6) 19 (10.1) 34(10.3)
Using frequency 1~2/week 46 (32.6) 42 (22.2) 88 (26.7) 0.054
2~3/month 58 (41.1) 77 (40.7) 135 (40.9)
<1/month 10 (7.1) 31(16.4) 41 (12.4)
1)p—values by Chi-square test.
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Table 2. Service quality and factor analysis results

(n=330)

Factors Mean +SD" Fagtor Eigen Var;ance Cronbach’s a
loadings value (%)
Factor 1: Employee attitude
Reliability 4.65+1.19 0.854 4.63 22.04 0911
Sincerity 473+1.15 0.847
Efforts to accept customer’s need 480+1.14 0.776
Comfort 452+1.22 0.770
Try to perform their duties 4.83+1.21 0.768
Answer to customer’s question with honest 481+1.13 0.656
Neatly dressed 5.01+1.13 0.646
4.74+0.92
Factor 2: Coffee sensory & beverage features
Proper density of coffee 4.65+1.21 0.840 3.81 18.16 0.858
Tastiness of coffee 4.70+1.41 0.809
Proper bitterness of coffee 455+1.27 0.795
Proper flavor of coffee 492+1.25 0.742
Various kinds of coffee 5.18+1.21 0.619
Proper quantity of beverage 446+1.17 0.527
Variety of beverage 471+1.19 0.462
4771094
Factor 3: Physical environment
Comfortable chair 4.00+1.39 0.890 3.04 14.49 0.874
Appropriateness of space between tables 4.07+1.35 0.890
Appropriateness of space between chairs 4.13+1.31 0.818
Sufficient number of seats 4.37+1.38 0.687
4.14+1.16
Factor 4: Representativeness
Representative beverage 498+1.39 0.929 2.44 11.64 0.862
Representative food 461+1.31 0.915
Brand awareness 542+1.26 0.700
5.01+1.17
Total 4.66+0.74 66.33

YA 7-point scale was used from 1 (very strongly disagree) to 7 (very strongly agree).
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Table 3. Service quality according to general characteristics of responding customers (n=330)
Service quality factors
Characteristics Employee Coffee sensory & Physmal Representativeness
attitude beverage features environment
n Mean + SD"
Gender
Male 140 4.76+0.90 4.74+0.91 411+1.04 5.10+1.10
Female 190 477+0.97 474+0.92 4.16+1.24 493+1.21
t-value (p-value) -0.052 (0.959) 0.014 (0.989) -0.400 (0.690) 1.206 (0.229)
Age
20~29 236 4.76+0.93 4.72+0.90 4.15+1.15 5.09+1.17
30~39 66 472+1.01 4.82+0.96 3.95+1.17 476+1.19
40~49 26 4914091 470+0.94 460+1.14 4.99+0.99
>50 2 4.57+0.20 4.29+0.40 4.00+1.06 3.50+1.18
F-value (p-value) 0.266 (0.850) 0.392 (0.759) 1.940 (0.123) 2.541 (0.056)
Education
<High school 37 495+1.01 4.65+0.89 4.24+1.08 5.08+1.34
Attending university 153 4.78 +£0.80 4.76 £0.88 416+1.13 5.14+1.09
University 134 471+1.06 4.75+0.97 414+1.19 4.83+1.18
Graduate school 6 4.45+1.25 4.38+0.10 3.25+1.41 511+1.39
F-value (p-value) 0.833 (0.476) 0.457 (0.712) 1.297 (0.275) 1.707 (0.165)
Job
Student 156 4.82+0.78 4.77+0.85 4.27+1.09 5.13+1.08
Professional 46 461+1.16 4.54+0.94 397+1.16 4.59+1.30
Office worker 95 4.73+0.10 4.77+0.97 3.95+1.23 501£1.22
Self employer 18 5.14+1.23 510+1.21 451+£1.28 5.26+1.24
Housewife 13 4.45+0.92 4.37+0.43 4.08+1.13 4.46+0.81
etc. 2 4.14+0.20 4.43+0.40 4.38+0.53 5.67+0.94
F-value (p-value) 1.440 (0.209) 1.537 (0.178) 1.538 (0.178) 2.401 (0.037)
Monthly income
<100 154 478+0.81% 4.73+0.81° 4.23+1.07 5.06+1.14
100~199 107 4.87+1.02° 4.83+0.93° 4.07+£1.22 4.89+1.19
200~299 47 4.77+0.98° 4.82+1.12° 4.26+1.27 5.16+1.19
>300 22 418+1.13" 4.21+0.90 3.64+1.08 4.83+1.17
F-value (p-value) 3.373 (0.019) 2.981 (0.032) 2.001 (0.114) 0.875 (0.454)
Using frequency
>1/day 32 486+1.12 475+1.10 466+1.21% 5.17+1.03
3~4/week 34 496+1.01 4.83+0.95 4.02+1.18" 485+1.22
1~2/week 88 4.86+0.96 4.87+0.93 422+1.14™ 5.05+1.13
2~3/month 135 4.68 +0.88 4.67+0.86 410+1.07" 5.04+1.18
<1/month 41 4.61+0.88 4.60+0.88 3.82+1.30° 481 +1.27
F-value (p-value) 1.257 (0.287) 0.935 (0.444) 2.642 (0.034) 0.646 (0.646)
YA 7-point scale was used from 1 ( very strongly disagree) to 7 (very strongly agree).
YDifferent superscript letters mean significant difference between groups by Scheffe” test at a=0.05.
Table 4. Comparison of service quality between local and global coffee brand shops (n=330)
Factor Brand nV Mean +SD? t p
. Local brands 141 4.88+0.92
Employee atitude Global brands 189 468+091 1.960 0.050
< Local brands 141 4721091
Coffee sensory & beverage features Global brands 189 4764092 0.370 0.711
Physical environment é‘l’ss;lbéigjss }é% ﬂ?iﬁg 0.654 0513
Representativeness I(J}(l)cfl;illlb;;lr?;s 1;151) gzg i }g -3.028 0.003

“Responding customers.

A 7-point scale was used from 1 (very strongly disagree) to 7 (very strongly agree).
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