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Abstract

The purpose of this study was to classify customer's satisfaction of coffee shops in term of economic and non-economic
satisfaction, as well as to examine the effects of coffee shops image on customer's economic and non-economic satisfaction and
customer brand loyalty. For this purpose, we collected data from 301 coffee shops, as well as from customers who visited brand
name coffee shops in Seoul, Korea. The result of this CFA shows that this study was valid and reliable. Our findings were as
follow: (1) Product and accessibility image of coffee shops influenced customer's economic satisfaction, whereas facility and
staff image did not. (2) The effects of product, facility, staff and accessibility image on customer's non-economic satisfaction
were significant. (3) Coffee shop image was not influenced by brand loyalty. (4) Economic and non-economic satisfaction had
a significant impact on brand loyalty.

Key words : Coffee shop, store mage, economic satisfaction, noneconomic satisfaction, brand loyalty.
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Table 1. Demographic and general characteristics of sam-
ples

Characteristic Category Case Percent
Male 113 375
Gender Female 188 62.5
Total 301 100.0
20~29 189 62.8
30~39 87 28.9
Age
40< 25 8.3
Total 301 100.0
Single 235 78.1
Married 62 20.6
Marriage
Others 4 1.3
Total 301 100.0
High school 115 382
Associate degree 28 9.3
Ei‘i‘zﬁon Bachelor 142 472
Master or doctor 16 53
Total 301 100.0
Office worker 84 27.9
Independent businessman 17 5.6
Student 124 41.2
Job Professional 33 11.0
Unemployed 17 5.6
Others 26 8.6
Total 301 100.0
<200 51 16.9
200~400 85 28.2
Monthly 400~600 59 19.6
?;’:;i;"ld 600~800 54 179
(W10,000)  800~1,000 32 10.6
1,000< 20 6.6
Total 301 100.0

(=168, p=000)% - A kel EAH 0w
Uehston, mabd B Al 24 vyl =
o2 yehdd aey 12 A4l 49 3

weh 2 ghe vig RgE wga]
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Table 2. Result on confirmatory factor analysis of measurement model

Ttem Std. A S.E. CR AVE CCR @
Product image 541 779 7164
Quality of beverage including coffee 753 fixed
Quality of side dish 732 .080 11.793"D
Menu diversity 683 082 11.024™
Facility image .608 .860 .801
Attractiveness of interior design .675 fixed
Convenience of seat and layout .635 .095 9.461™
Cleanness of the store 693 093 10.188"
Overall atmosphere of the store .825 .099 11.463"
Staff image .655 .851 780
Kindness of the staffs 127 fixed
Professionality of the staffs 777 099 11.480™
Accuracy of the staffs 715 .100 10.820"
Accessibility image 703 .876 .856
Overall accessibility .838 fixed
Accessibility by public transportations .882 .063 16.122"
Visibility of the store 730 063 13.604™
Economic satisfaction .790 .882 .860
Resonable price 948 fixed
Adequate price 796 082 10.475™
Noneconomic satisfaction .700 .874 .856
Benefit versus expectation 709 fixed
Satisfaction of choice 870 .085 142117
Overall satisfaction 890 .085 14.484"
Brand loyalty 775 912 .878
Repurchasing intention to the coffee shop brand .847 fixed
Recommending intention about the coffee shop brand .897 .055 18.942™
Positive word of mouth about the coffee shop brand 793 .058 16.085™

Model fit : x2=411.456(df~168, p=.000), normed- x =2.449, GFI=886, CFI=930, RMR=.039, RMSEA=.070

D™ p<.001.
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Uehgth 28 A3HeelA] 4%=5560d-1, p=018)2 A5 T AR et [7HE2d)9] H2olvAle] 253 AR
o] FEA YA} Rio] FEA P Tl EAHoR F9 AGE 0.110(CR=2.180, p=.029)% 5= 5% mow =
g 2ol yehkon, mab B Aol Sgmge] Agel  AMCR freldt Ao vEkth uebM [7H 2= Al

Table 3. Comparison AVE with squared correlation coefficients

1 2 3 4 5 6 7

1. Product image 541" (:333)? (:329) (.220) (.199) (.701) (458)

2. Facility image 5777 608 (.444) (.184) (.102) (332) (.127)

3. Staff image 5747 666 655 (:296) (.160) (:301) (.166)

4. Accessibility image 469” 4297 544" 703 (.095) (.144) (.130)

5. Economic satisfaction 446" 320" 400™ 308" 790 (227) (.185)

6. Noneconomic satisfaction 837" 576" .549"™ 379" 476" 700 (.634)

7. Brand loyalty 677" 3577 408™ 360™ 430™ 796™ 775

Mean 3.44 3.70 3.32 3.25 2.84 3.44 3.19
S.D. 80 64 70 68 95 77 89
D" AVE, ? Squared correlation coefficient, * * p<.01,
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Table 4. Result on path analysis for testing hypotheses
Endogenous variables Exogenous variables Std. estimates S.E. CR. P smc”
069
Product image 152 .056 2.737 .006
Eczzgggiﬁon Facility image 076 056 1367 171
Staff image 138 .056 2.476 .013
Accessibility image .145 .056 2.600 .009
238"
Product image 375 .050 7.443 .000
NOS;TS;ZEEE Facility image 243 050 4.821 000
Staff image .163 .050 3.238 .001
Accessibility image 110 .050 2.180 .029
580"
Product image .035 .042 .843 399
Facility image -.073 .040 -1.875 061
Brand loyalty Staff image -.048 .039 -1.243 214
Accessibility image .057 .039 1.488 137
Economic satisfaction 240 .040 6.195 .000
Noneconomic satisfaction 693 .044 16.179 .000
Model fit: x?=5.560(df=1, p=.018), GFI=995, CFI=986, RMR=.028, RMSEA=.123

D SMC(Squared Multiple Correlation)=R?, p-value of SMC from bootstrapping.

27 p<05, T p<oOl.
= 3Tt

w7 3], [7HA 4], [P S)ell dig A Ay, A
AFHe] Hdxoln|A] et A2 = gl v AA A e B
W= FHEe 58.0%] BAA R ok AE S 2ta 9l
= Aoz Yelgon, [71d3a] AFEeluR| e xFs) A

ZAIGE 0.035(CR=.843, p=399) 2 fro|5= 5% Wl &
AR R froldk o] obd Ao ® vttt [7Hd3b]2]
AAoln|x] o] FF3} 7 ZAE -0.073(CR=1.875, p=.061)
B2 FOATE 5% WA SAIH R Fofgk o] obd A
o8 Uehston, [7Hd3c]dl A doln| Ao REs} A 2AF
£ -0.048(CR=1.243, p=214)2 F2|5F 5% WA 54
Ao g folgh o] opd Zo = ysitth [7HE3d]S) A
Zoln|rle] ®FE} FEAGFE 0.057(CR=1.488, p=.137)Z
FrelE 5% eA SAA 0 R frolgh o] ofd AoR
yepsttt whebA [7Hd 312 712 vk

&, [7HE 4191 BA1A] Wo] Bale 4wl WA

=9
gkl thet E3} 74 ZAFE 0.240(CR=6.195, P=.000)%

[e]
[e)
T

ol 5% YollA BEAFoR F93 Aoz YEhytoe
[7Fd 5191 ¥ A4 "hEo] Hile S % n]X]= o ol
3t 3} A ZAFE 0.693(CR=16.179, P=.000)°-Z -
o) 5% WellA BAA R ol Aoz Yehyith ot
2hA [7Hd 419 [ 51 A=
HE o o

B AFAE 71E A3 ATl T alo s iy
oA mAR ol tigt Nd-S A A whE v AA A v
Fow FEata, Ad 7Hdol tall A5ARE EdE A
3tk o33 23E BEU B A3 g AA
A A B AAS v o] A

AR, B A7 7MAS A3 AR AldewA],

HelolnlA e BAA W) Folat IS 0144 B A
o= Ugten HAAA BEdE fela 9 A
Zglo]
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