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The Effect of Coffee Shop Selection Attributes on Revisit
Intention: Focused on Mediating Effect of Brand Trust
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Abstract In Korea the consumption of coffee has been continuously increased last 10 years. During the period
the market size and the numbers of the coffee shop also has been expanded dramatically. The purpose of this
study was to examine whether the consumer’s selection attributes of coffee shop affect the revisit intention of
coffee shop and the brand trust had moderating effects between consumption attributes and revisit intention.
Also it was analyzed whether there were statistic differences according to the demographic characteristics. For
this study the survey was conducted on Seoul City and Kyeongki-do province and 600 questionnaires were
distributed and 480 were collected and 470 samples were analyzed. The results of this study were as follows.
All the factors of the consumer’s consumption attributes of coffee shop had affected the revisit intention. And
the factors of brand trust had moderating effects on revisit intention. There were statistic difference by gender
for the additional services and there were also statistic difference according to the age group for the new
technology environmental service of the inside of coffee shop. The implications of this study were the selection
attributes of coffee shop were diverse and the brand trust were considered significant and the consumer’s
preferences were different according demographic characteristics such as gender, age, and incomes.
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[Fig. 1] Research Model

3.2 ST 7y Y SHUH

AT AHgE SAHTETE ATl ALgH
s T4 2 dATd Had 3u8-S 35t
7 - Bekg B8 EEACh B Aol AMEE AR
Ao AT B SUHe oga 2ol AT
of thdk AE-2 o] - AFA(2009), £971(2010), A+
- QHAE(2010) 52 =ES ARl AYAEHY A
423 227 28, BilE 218 9] dE-E Ko, Chiu(2008),
HWE A1 GL(2010)9) =8-S Fx o] 57 73, Ay
A A me] A A7) A EE2011), 2
A-o]=71(2012)5 Farste] 671 #Fo = FAsHTh
aar A A AE w3 8 5 % 3370

3.3 XtgsH| ¥ 2

AT 20139 3¢9 19%E 39 3197HA] A&
A% Aol AFetE AFES U o R 60059 A
TAE st AR 48052 AEA] Tl S50l
A28 1098 AT F 47095 A5 240 AH8-3)
Atk A5 A= SPSS Win Ver.180% ©]-&3}
Qom WIEEXN(frequency analysis)T  AlFAdEA
(reliability analysis), 221+ (factor analysis), thz 3
AEA (multiple  regression  analysis), %3] 2]
(moderated regression analysis), #2HE4(ANOVA,
analysis of variance), t-test 52 AAI5I T

A, ATEAE EAL gl MRS 3Holgt

R MERA S AN
1

o s

2PN ol 2 Tt

EAo] wE AolE tHF(ttest) T HAHEA S A}

Fom Scheffé test® AH&3le] AMEAZS 519

3.4 gLl E4

50 o4 627 (13.2%) 0.5 LERSETY.

(Table 1) Respondent's demographic profile

Classification N %
male 186 396
Sex

female 284 60.4

20's 204 434

30’s 97 206

Age A0's 107 | 228
over 50's 62 13.2

Marital Status single 20 A3
married 215 457

students 159 338

professionals 39 83

. office job 107 22.8
Occupation service/sales 97 20.6
housewife/unemployed 32 6.8

other 36 77

high school graduate 217 46.2

Education university graduate 211 449
in graduate school 42 89

Seoul 261 55.5

Residence In-chon/Kyun-gi 179 381
region/other 30 6.4

Under 100 166 35.3

Average 100-under 200 150 319
%iiﬂ;lley 200-under 300 B | 155
(1000 won) 300—under 500 50 10.7
Over 500 31 6.6

Average Under 5 48 10.2
Monthly 5-under 10 93 19.8
eating—out 10-under20 176 375
expenses 20—under 40 112 238
(1000 won) Over 40 a1 87
Total 470 100.0
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(Table 2) Validity and Reliability Analysis of (83%), AR/ B 1077 (22.8%), A1H]2/2uj#] 97
Selection Attributes of Coffee shop (206%), T3/ 329 (6.8%), 71E} 36 (7.7%) 22

Component ettt sheEe usstu £9jo)s) 217%(46.2%), thst
Factor | Measurement items
1] 2131|415 A E 2117 (44.9%), thek] st 01” 429(89%) 01 2.
Mood in coffee shop| 826 | .160 | .132 | 173 | .152 ), AFAE AE 2618(555%), 91%1/77] 179(38.1%),
: : Z)8}y/ 7 u| ot} YAdf E.‘: tﬂ"?']utﬂ'
Qmetne:;om coffee Q19 | 156 | 181 | o041 | 100 ] o/ ]E]—SO 3(6.4%) ] ]’ BRI oS 1009k ]
SHop 166%4(35.3%), 100~200%F] w]vH 1507 (31.9%), 200~300
- Comfmslﬁ(ffe cofeet 71 | 119 | 126 | 311 | 21 k9] mk 731 (155%), 300~5009H) ek 503 (10.7%),
nsiae
Mood | [nterior inside coffee 28 | 271 | om0 | 216 | 218 500‘3}% 0]/\]- Slm(6 6/)o]9j\i7., %‘ Eiy 9—]”3] 5U]'°J
shop e 1] vk 487 (10.2%), 5~10%H) 15k 931(19.8%), 10~207F
Music in coffee shop| 678 | 309 | .197 | .104 | .094 2 vk 1769(37.5% 0, 20~401F] m]ut 112”3(23.8%), 40
Convenience of table| e | 17 | 109 | 331 | 379 w9l o)A} 417(87%) 0.2 LFEFE
and chair(furniture)
Free offer of cake or| 17 | go3 | 081 | 075 | 073
cookies
Diversity of types of 4 o 741
| cake or cookies in | 087 | 812 | 170 | 133 | 081 a7 2o
Additio
nal coffee shop 41 EFSEA 31 AIZA BA
Service| Taste of Desert | 121 | 765 | 196 | 219 | 077 ce = THo &
Bvauation and | o | oo | ore | oo | o 2 A9 ISy B AgdEs HASE
Recommendation | ‘ I o Akl Q1A T AN EAS AAEATE 8918
Differentiation | 340 | 615 | 201 | .102 | .179 o Kaiser Ata7 9= Azksdel wjgwe uha
Recipe of Coffee 051 | 172 | 84 | 078 | 018 (Varimax rotation method)% o]%ijl. _7_}\6]% 99l %i_)j'
Quality Diversity of Coffee | 117 | 233 | 781 | .049 | .017 (principal component analysis) %1 ,\] 3]_%\ i, % %AL
of Rmmggﬁﬂ;‘m’; Nl 050 | 236 | 724 | 157 | 161 (eigen value)S 71F 0.2 1.0KT} ZHA 291 A Ajko]
Product - S . - -
o] Ako] Ao = 053 Wz ksl ol#]d Q
Sanitary Condition | .224 | -.030 | 681 | 281 | .169 0501l B2 Fad ¥re st ol d
OB AO EF —=4%] Qo =] QoMo Bl
Taste of Coffee | 354 | ~041| 637 | 289 | .020 A edl mEE adlel tiste] a9lge Fostha,
) - AFA Ao 7 3288t 43 Cronbach’'s W) AIFE T
Kindness of 340 | 113 | 211 | 758 | 086
Employee ‘ ' ' ' ' ste] AW L34S #3538t Cronbach's
Speedy of service | 066 | .336 | .096 | 709 | .004 ayq]_/,:o 73% o] 5}0] 060 ]/\o ]gq_ ’Lﬂ“oﬂ 'r*xﬂ7]' oiq
Service Cle"‘““e;; of Coffee | 1o | 022 | 249 | 663 | 214 e e
0P
Manager's
Professionalism 182 | 223 | 381 | 642 | 215 411 AHO|HMEH™ MEHEM
about Coffee - -
- P EEVR RSy R pp AR AT A& dist F 2739 8RS
sing Internet 3 . . . . B _ N
Using Do Norehoon AN A, <3E 2>9F o] A 10014341 5719 &
I’I‘ sing otebook 1n - — - = - -
Coffee Shop 358 | 191 | 125 | 152 | 843 ?_]o] L:—E'E] 9}\1’ O]'é‘ &?19] ;ﬁzﬂ @%];% 70.355%93\1;]_
eigenvalue 4220 | 3498 | 3264 | 25547 | 1949 201 18 /X 4220, HAF 19.182% 2 Av|AEd A
accumulative Explanation % |19.182(35.080(49.918|61.495|70.355 g Al A 29171, 283 Ul ke, SlEE o,
Cronbach's a 902 | 860 | 847 | 826 | 928 =<, gAY ozte] A 5 FAsE 35S X
shar glo] ‘UFEEL7Iecl6dE) o2t Wittt &
AE oFelAE 71 2568(43%), VIE 215% o) o= w4 3498, W 15808069101, A AEA A
(5790)01% 5, A2 oHd 1507 (338%), MwA] 398w A Ao, 7] So| T2 AT 5o} THo| vhopA,
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A, 7] 5o w AT vat che AlgEe] Bkt

23, AT ApAA ) EHS EAG= FES w3}

ataL glo] ‘FhAu| 2= 2 Q1(5% ) o2} BTk 29l 3&
JfrA] 3264, W 14838% 24 AV AEH AE Al A
g9 Az} T, A9 Gk AT o A E W
=2 149 EH 9 Ad e Bke SAEE S
Tt glo] ‘FH2JAGIE) o)} ek 29 4
AR 2547, WA 11577%2A AV AT Ae A o)
UA G fErte] AAE Fe o] Aus S A
274, dEjAe] Aol g AEdE SAE FF
& EgataL glo] ‘Auj2eRl(ddgE) ol kgl a2l
5 LfrA] 1949, W 8860% =M A AR Ae Al
AUl 7Fs 34 ofF-oF =ER 5o AMS AYEE T
NEle o Fakala 9o} AlAm a7 Q0252 o
et g akich

ST FE 89 AAFE 055 VLR do] B
0501dS Kol aQl®A sgellA AAY FE2 gl
o

H, 2184 &4 23 Cronbach’s aAlF7}F 24
3l A

71291 0902, F7FAu] =891 0.860, F22R1 0.847,
H| 2821 0.826, A1 K37 871 09282 4] 080145 K

A dEAe] HAE A= #F 5EFS adwH
& Ak <3 3> o] FA| 10013131 1749] £.910]

(Table 3) Result of Brand Trust Validity and
Reliability Analysis

EE2EUL, BAET & AT gig 7204
Q1 A1), 91719k g, AT shewk ol o] & W
Lo w2 AlFg e} o] et FHoF FAFATE o]
8912 AA #A4t FollA F 62921%5 AL, &
AEA Bl BE 5o ]l HA|ge] 05014
B AAR FgEe glled, A 24 Axn
Cronbach’s a7} 0.851 24 A3 =7} =7 ekt

744%*‘”4 xﬂﬂ —"5: ool #3 6FFS QWA
A} <F 4>0l| M 9f 7o) 2] 100441 1712] 2.910]
EEHQA, A o)Edte AMES oA HET 9
W 7} oA thE AL Al FAHEAY WTeh
T3 o), AY A HAA, THYY IEYo =
A OA] RS 9, 5 13] o)) g7 o o] 48 9
ol Tt FgHoz FAF L o] 89l AA B 7
oA % 64.4838%%5 AWt aL, Q18 oA BE
o) 99l AAe] 050148 Bl AAR I5& ¢l
o AlFA 24 A3} Cronbach’s aZl5-7} 0.8882A]
A =7} A Yebd)

(Table 4) Result of Revisit Intention to coffee
shop, Validity and Reliability Analysis

Component
Factor Item I
I have revisit intention of the coffee 48

shop that I use regularly.

T would like to recommend the coffee
shop that I use regularly because of my 337
high revisit intention.

. Component
Factor Item 1 I will go to the coffee shop that I used 318
- regularly with my friends more often. ’
Brand-good coffee shop is always ey Revisit
confident. : Intention I would like to visit again the coffe'e
Brand-good coffee shop has always good shop that I use regularly because of its 804
810 cleanness.
atmosphere.
Brand [ Brand-good coffee shop is always _ I would like to visit again the coffee
Trust comfortable. 805 shop that I Fse reygukiardlry1 because of 794
Brand-good coffee shop gives always 03 CMPloyees Knaness.
high satisfaction. : I will visit again the coffee shop that I 710
— use regularly more than once a week. ’
Brand-good coffee shop serve always 709
good taste coffee. o eigenvalue 3.869
eigenvalue 3.146 Variance % 64.483
variance % 62.927 Cronbach’s a 838
Cronbach’s a 851
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(Table 5) Effect of Selection Attributes on
Revisit Intention

Outcome Variables Revisit Intention

Independent Variables B t P
Sex(Male=0, Female=1) -.054 -1.228 220
Age -219 | -2.930" 004
Martial Status(Single=0,
Married=1) -.048 =729 467
Occupation(others=0)
- Occupy 1(Student=1) 043 A47 655
- Occupy 2(Professional=1) .004 070 944
- Occupy 3(Office Job=1) -128 | -1.829 068
- Occupy 4(Service/Sales=1) -.053 -75%6 450
- Occupy 5(Housewife/Non.=1) | -.098 | -1.879 061
Education 170 | 34107 001
Residence(Region/others=0)
- Residence 1(Seoul=1) -126 | -1510 132
- Residence
2(In-chon/Kyung-gi=1) ~002 -0 981
Monthly Income -.001 -.020 984
Monthly eating—out Expenses 089 1.997 046
Inside Mood 354 8.823™ .000
Additional Service 133 3.390" 001
Quality of Product 148 | 3820 000
Service 115 2955 003
Using IT 084 2.053" 041
F 13.418™
R’ 349

p<05, “p<01, T p<.001

Ge 340esith. MeE 7] FUEgAe 28] 9
o TEEAAE AT A3k VIFge] 1042~49272A
1001k Lhehh thE A4 Al wae el

AN AR AR Eol thF JFLAE v,

7F FEFE Fa Uk AH(B=-219, t=-2.930, p<.0D)

)
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= Ukt
Z, UIF-E91718.91(B=.354, t=8823, p<.001), F7FxH] 2~
221(B=.133, t=3.390, p<.01), FHLA(B=.148, t=3820,
p<.00D), AH]2=8.1(B=115, t=2.955, p<.0l), A8 K37
221(B=084, t=2.053, p<.05) EF7F ATHAEH AT
of el A(+)HQ FFE vIA AL AT o] A= 7]
AT FE7Iv 54, A, F7RH s, A
831 5] AEEAge g A=t =55 7
e ATt s vt moxs Aoz 34
Ark wEtA ARG 4] AT =
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E M9 =F

B oATE ANARY Aeeds YRR 1o
JapAel ) DA Az 2AERE A A5
of 27N S HASTh B o] 28R
= A7, Baron, Kenny(1986)0l 4 Al2ket 2459
BN Agstg o, BEEagel BAE e 9
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(Table 6) Mediating Effect on Brand Trust between Selection Attributes and Revisit Intention

Step Step 1 Step 2
Independent Variables B t P B t P
Sex(Male=0, Female=1) -.029 -.664 507 -.027 -632 528
Age -253 -3546™ 000 -.268 -3.783"™" .000
h/lm;\i;gr‘;f:gfilezo' -031 - 490 6% 024 -330 704
Occupation(others=0)
~Occup. 1(Student=1) 049 518 605 042 440 660
~Occup. 2(Professional=1) -.005 -.086 932 -.002 -031 975
Demographic -Ocuup. 3(Office Job=1) -.137 -1.975° 049 -145 -2.097° 037
Profile -Occup. 4(service/sales=1) -.04 =187 432 -.055 =797 426
~Ocuup. 5(Housewife/non=1) -.120 -2.342" 020 -125 -2.447 015
Education 137 2.756™ 006 149 3038 003
Residence(Region/others=0)
~Residence 1(Seoul=1) -14 -1.761 079 -.138 -1.687 092
-2 (In-chon.Kyung-gi=1) -.024 -.288 773 -.016 -.188 851
Monthly Income 032 489 625 018 280 780
Monthly eating-out expenses 081 1.834 067 .086 1.952 052
Inside Mood 294 5,085 .000 291 49677 .000
Additional Service 016 334 138 034 702 483
Selection Quality of Product 102 2184 029 091 1930 054
Attributes
Service 027 S12 609 022 A05 686
Using IT 021 .39%6 692 .007 128 898
Brand Trust 156 3847 000 154 3.788™" .000
Inside Mood#*Brand Trust -.081 -1.380 168
Additional Service*Brand Trust 128 2.639™ 009
Quality*Brand Trust 102 2124 034
ServicexBrand Trust 109 1.901 058
Using IT*Brand Trust -.056 -1.116 265
F 13.814™ 11.765™
R’ 368 383
AR 020

‘p<05, “p<01, p<.001

HZ 43 Mean Centering) W52 HH3W,e 24w ot floy, 2AWsE {38 A dozts &
o] Haghs TalA o] wgolA Hagg Wl A EHo] FofsithH 424 W (pure moderator)g} $HCE
S geh, o]g /) Sl WgES] o AeAeds 1g|a AWt JeAtg ol B {8 Ae
< =& FAFZE AW (quasi moderator)2kal &9, A A-g &
A3 AN 9] Ao 2EHee B9 IR HEE FYsH o2 I s 35S Rl
P 2o Aog S B FQle SRy A4 ARGAGE vlaste] f-on gk Msrt Ql=A
S Alaste] It o Qlrh TGl disle] =AW B IRIFgo 2N 2ARHE AT
FE ot deag o] folalA] gfow 2dE 2 ATE AT LT ATHEE A&, B
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(Table 7) Result of the Difference of Selection Attributes of Demographic Profile

Inside Mood Additional Service | Quality of Product Service Using IT
M [SD] UF | M [SD] vF | M [SD] vF | M [SD] vF | M [SD] UF
Male(n=186) | 3.752 | 619] _ 3240 [ 730 o | 3492 [ 657 - oopr | 3621 ] 666 ] 3667 |.833
SeX Female=3D) 3800 [65] 1 [ama[73s] 27 [3em 73] > i Tem] V% G366 865 %
20s(n=204) | 3857 | 69 3.384 | 778 3560 | 708 3661 | 667 3‘377 823
Ws(m=97) | 3677 | 668 3219 | 733 351 | 72 3608 | 620 3'%46 7| | g
Age 2590 L115 524 2414 [ e
40s(m=107) | 3702 | 605 3320 | 681 3643 | 629 369 | 672 Pl a
overs0(n=62) | 3868 | 602 3319 | 629 3635 | 691 3883 | 546 S'i% 1.014
Marri| Single(n=255) | 3835 | 678 338 [ 166] . | 3584|707 .. | 3677 661 3833 | 815] _ .o
age | Marriedn=215) 13729 [.632] "™ 3301 T705] *° e esz] ™ [Bemem]| Y [3am 7] *%
Student(n=159) 3‘229 653 3“;23 7% 3584 | 672 3703 | 643 3287 801
Professional | 3748 | g 3369 | 5q 3785 | 583 3769 | 616 3526 1 g
(n=39) ab ab ab
Office Job | 3773 | . 3198 | - _ N ] 3556
occp|  (melD) o162 gus | T 175 | g | 3574 | 680 . 3699 | 673 L L 70 10,951
ation Servmf/Sales 3.639 799 a>b | 3.369 765 a>b 3506 | 31 3606 | 754 3.485 795 a>b
(n=97) ab ab ab
Houserf{e/non. 3.849 67 3431 606 3675 | 613 183 | 65 3.359 73
(n=32) ab a b
others(n=36) 3‘? 58 3‘%33 573 3322 | 562 3542 | 465 3’%97 852
High School _ | 5439 | 79 343 | 7o 3577 | 749 3667 | 727 3733 | 890
Graduate (n=217) a
Educal  University I W 3247 .- |46157] . _ _ ; _ . .
ton | Gradimte (11| 3754 | 605|463 |70 )695 | 70| 3507 638|145 | 3701 | 627 | 201 | 358 |.823| 2710
Graduate(n=42) | 3.829 | 529 3'&” 548 358 | 696 3720 | 419 3607 | 753
Seoul(n=261) S'Z;’Z 662 3'i97 769 3568 | 726 3657 | 700 3‘336 844
Reside|In-chon/Kyung—g| 3.756 88153292 | .. | 6361 1 o [ | & o | 3517 4863
o 170 o]0 [ TLT (62| T | 3608 | 62| 228 | 3708 | 626 | 132 | PV g6 T
Reglorj/others 4.267 556 3793 567 3627 | 621 3858 | 477 4,000 777
(n=30) a a a
underl00(n=166) | 3887 | 679 3417 | 781 3509 | 69 3700 | 627 00| s
Month|  100"under g o | o5 3272 | 639 3593 | 718 3647 | 718 30T g6
iy 200(n=150) b
fncom| 20 under a0t g6l 9313 | 3279 | 707| 1065 | 3644 [ 700| 402 | 3678 | 7m2 | s | 3982 75| 8118
300(n=73) ab a>b
ellooo— 3 er 3610
won) | S te 3753 | 603 3328 | 872 3520 | 715 3750 | 604 O8N 729
500(n=50) ab
over500(n=31) | 3.876 | 457 3219 | 533 3465 | 578 3685 | 376 3'?303 800
under5(n=48) 3‘?383 724 3258 | 720 3567 b| 791 3'%09 642 3’%00 833
A (>N 5
Monthi o deriom=03) | 3819 | 667 3348 | 753 3611 | 77 331 615 375 o0
ly ab ab ab ab
eating] 10-under20 | 3815 ,..,|3935" 3589 | . 3668 2.689" | 3543 2.640°
2.362 436 ;
Cout =176) il IC7CY R R o S |65 AR G s it 0] ety
Expen)  20-underd) | 3693 | oo 3306 | 5% 3534 b| 650 358 | 619 36431 761
ses (n=112) b b ab
I
overd0(n=41) 4‘277 63 3649 | 753 3,693 4| 781 3'9:7 647 3276 750
"p<05, “p<01, Tp<00l, a and b are result of scheffé test.
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p<0l), AHZ=8R1(F=2639, p<b), A1GRZH 2l
(F=2.640, p<0B)oll A et 2po]7} Aoitt. Asgvt 4]
8o 5kl mwkat 20~40%t

B

(Table 8) Result of the difference of revisit
intention by demographic profile

Intention to Revisit
Classification
M SD t/F
male(n=186) 3435 | 613 .
sex 2.567
female(n=284) 3.286 | 622
20's(n=204) 3562 a | 646
30's(n=97) 3218 b | 547 | 16459
age T -
40's(n=107) 3179 b | 579 a>b
over 50's(n=62) 3116 b | 496
. unmarried(n=255) 3503 | 627 -
marriage - — — 6.218
married(n=215) 3158 | 562
student(n=159) 3607 a | 641
professional(n=39) 3.363 ab| 531
Office Job _
) 10 3250 ab 60 | o
occupation
Service/Sales a>bh
(n=97) 3146 b | 643
Housewife/non.(n=32) | 3.021 b | .629
others(n=36) 3264 ab| 589
Under high School ;
graduate(n=217) 3312 |19
Education University - 589
Graduate(n=211) 3370 | 510
Graduate(n=42) 3389 | 447
Seoul(n=261) 3293 b | 603 i
= roo
residence |In-chon/Kyung-gi(n=179)| 3.363 b | .637 J’?Ef)
Region/others(n=30) 3689 a | 5%
under 100(n=166) 3551 a | 681
average | 100-under 200(n=150) | 3202 b | 622
monthly [ nder 300(n-73) | 3201 b | ds4 | o0
incom a>b
(1000 won) | 300-under 500(n=50) |3.300 ab| .539
over 500(n=31) 3.344 ab| .38
under 5(n=48) 3233 | 619
average
monthly 5-under 10(n=93) 3330 | 654
eating out 10-under 20(n=176) 3.342 | 641 643
expenses 20-under 40(n=112) 3399 | 588
(1000 won) over 40(n=41) 3378 | 568

<05, “p<01, *p<.001, a and b are result of scheffé test(a>b).
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