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Abstract

The purpose of this study was to investigate the consumers’ selection attributes of social enterprises type cafe by
IPA(Importance-Performance Analysis). Data were collected through a self-administered questionnaire by 309 random consumers in several
social enterprises type cafes in Seoul and Gyonggi area. The data was analyzed using SPSS windows(ver. 17.0) for descriptive analysis, t-test,
one-way ANOVA and factor analysis. The importance of cafe's selection attributes were divided into five factors including ‘promotion and
menu’, ‘service quality and atmosphere’, ‘location’, ‘taste’, and ‘brand name’. The mean scores of importance and performance for cafe
selection attributes were 4.01 and 3.68 out of 5, showing a significant difference between importance and performance. According to the IPA
results of 17 selection attributes for social enterprises type cafe, the selection attributes with relatively low performance but high importance (Il
quadrant) was ‘easy accessibility’. The factor to be improved through the TPA was accessibility factor, showing that the consumers had a low
satisfaction compared to the significance of cafe's location.
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Table 1. General characteristics of the subjects N(%)
Characteristics Categories Frequency Table 2, Value attitude of the subjects
Gender Male 104(34.6) Characteristics Categories Frequency(%) Meanis,?)_ F-value
Female 197(65.4) Tendency Low 47(15.6) 2.83+0.39°
Undergraduate university 100(33.2) personal valye TEndency Medium - 216(718) 3_59io_26‘f 31507
Education level — Graduated university 157(52.2) Tendency High 38(12.6) 4,3610.23"
Graduate university 44(14.6) Total 301(100.0) 3.5740.49
10 ~ 29 years 164(54.5) Tendency Low 52(17.3) 3.01+0,32°
Age 30 ~ 39 years 74(24.6) ol vl Tendency Medium  201(66.8) 5_80i0_25l’) 44599
More than 40 years 63(20.9) Tendency High 48(15.9) 4,51+0.17"
T Not married 200(66.4) : Total 301(100.0) 3.78%0.50
Married 101(33.6) 1 point: strongly disagree, 2 point: disagree, 3 point: neither agree nor
Less than 100 140(46 5) Hdisagrec, 4 point: agree, 5 pointf stlri)ngly a(grﬂce
Monthly income More than 100 ~ Less than 200 62(206) mean’ groups tb?t éhowed significant difference as the results of
(10,000 won) More than 200 ~ Less than 300 46(15.3) zu(r)lg? n's post-verification
More than 300 53(17.6) o
Housewife 35(11.6)
Officer/Service and Seller 72(23.9) 3. AI‘_?.|I'| 7|°4 7 I-J.I:" 15 —J_'lﬁAo'i_OJ %_;OJ_E _.o_._|°_|—E—A_'||
Occupation Business/Expert 70(23.3)
Students 102(33.9) ek Fho g SRS tFo R g uA e of
Unemployed 22(7.3) s Oﬂ?h Kim HJ % (2012), Sung NE(2012), Kim HA(ZOOS)
Total 301(100.0) Yang TS & (2007), Choi MK} Jung JC (2006), Noh YA %
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Table 4. Importance scores of the selection attributes for

social enterprises type cafe

Table 3. Factor analysis of the selection attributes for social

enterprises type cafe

= e FEEg A57t =7 dedh =3 89l
49 gt goldME wly vt Ao 94 8l AR FE
o Hito] 420458 Hylom, a9l 59 ‘HA= @olA
= 5 T ARE onle P 42135808

Factor Factor loadings
Items
name 1 2 3 4 5
Restaurant scale 0.68
Promotion Sales promotion products 0.68
Menu diversity 0.68
Menu  Using credit card and coupon 0.60
Menu price 0.55
Cleanliness 0.70
Service +  Restaurant atmosphere 0.69
Interior  Employee's kindness 0.66
Service responsiveness 0.52
Transportation convenience 0.79
Location Parking convenience 0.77
Easy accessibility 0.52
Consistency of taste & menu 0.81
Taste
Excellence of taste & quality 0.75
Brand image 0.80
Brand  Brand reputation 0.79
Social meaning 0.60
Cronbach's alpha 078 072 079 078 0.70
Figen-value 266 229 278 204 201
% of variance 15.67 1346 1222 1201 1181
Accumulation ratio(%) 1567 2913 4134 5335 0517

S 2 F 22 83 A A 297 A 635 (2013)

Factor name ltems Mean+£SD
Restaurant scale 3.43+0,89"
Sales promotion products 3.2740.96
Promotion + Menu diversity 3.890+0.81
Menu Using credit card and coupon 3.75%0.93
Menu price 4131071
Subtotal 3.69+0.63
Cleanliness 4.4510.66
) Restaurant atmosphere 4174071
Service + . _
. Employee's kindness 4.3410.65
Interior )
Service responsiveness 4.13%0.70
Subtotal 4.2740.50
Transportation convenience 3.95+0.87
) Parking convenience 3.57£1.08
Location
Easy accessibility 4.1940.72
Subtotal 3.90£0.73
Consistency of taste & menu 4.27+0.63
Taste Excellence of taste & quality 4.2910.63
Subtotal 4284057
Brand image 3.7910.89
Brand reputation 3.6010.89
Brand . )
Social meaning 4.2140.84
Subtotal 3.8940.69
Total 4.01+0 44

"1 point: strongly disagree, 2 point: disagree, 3 point: neither
agree nor disagree, 4 point: agree, 5 point: strongly agree

4. M2 7| Fh MESM| e S0t +-T Hlw

A 71 FHE olgste SHARE tideR Jhu A
gl B Fawet FYEY 2olE HIHE restE
B3} A= Table 59 AT}

[9¥E Fhv MelgAel e Fawel FYPETe fo
A zbolg AT A A= - uiF 749, YA, o
291, BAE 99l 5 4714 89ld dgle] Fox7 Y=
Hoh foHom(po.001) = dehgth dEER foF
Aolg FAHoR AuHEW, AFYEF H5, T #A
FE 5 F A FES A ZE FEl dst] foF
Ql zpelE vhebon, wigate] ek g oo RE F=
of thatel 7hu Ae&Ae)] Fowr} b g HAe) 53
= Boh B4 Jesth ol Jh olgAlEe] Fhvl Hd&
el gt Fawe} wjws] A 719 o8] we FPEE
Se AR ZAtE] MubHoz iy MEsAd g H
gho] ozt AEA 719] 7hul9] ol&&dstE ffEiA Al
ARl oz tlEe] AMAEY FAE T AT
2o o] Hod Zow AlRHTE Choi MKS} Jung
JC006)9] AFelME A0 Fawel FYPEZE fofH A
o] AFAN ‘ol gAY 2830L A9 BE FEA £
2 Zpol7k Yehdon, o] F  HAE Qg Aeg RE
QoM Fard wE FHErt YA Uebdth =8 Kim



AMEE J1g o Tt ME

=
Table 5, The importance and performance of the selection attributes for social enterprises type cafe (Mean £SD)
Factor name ltems Importance Rank Performance Rank t—value
Restaurant scale 3.4340.89" 16 3.8140.80 4 592"
Sales promotion products 3.2740.96 17 3.2510.74 17 0.26
Promotion  Menu diversity 3.8920.81 11 3.620.78 10 416"
* Menu Using credit card and coupon 3.7510.93 13 3.60+0.87 11 214
Menu price 413+0.71 9 3.77+0.83 6 598"
Subtotal 3.69+0.63 3.6140.55 1.74
Cleanliness 4454066 1 4,06£0.71 1 794"
Restaurant atmosphere 4.17+0.71 7 3.97+0.80 2 372"
Service *
. Employee's kindness 4.34%0.05 2 3.8110.71 3 10.01
Interior
Service responsiveness 4.13+0.70 8 3.7710.75 7 0.47
Subtotal 4274050 3.9040.58 945"
Transportation convenience 3.95+0.87 10 3.5410.88 14 619"
Parking convenience 3.57+1.08 15 3.48%0.89 16 1.29
Location
Easy accessibility 4194072 6 3.59+0.90 12 9.41
Subtotal 3.9040.73 3544075 640"
Consistency of taste & menu 4.27+0.63 4 3.73£0.80 8 999"
Taste Excellence of taste & quality 4.2910.63 3 3.71+0.75 9 1043
Subtotal 4284057 3724072 11,017
Brand image 3,7940.89 12 3574077 13 377
Brand reputation 3.66+0.89 14 3494071 15 3.00°
Brand
Social meaning 4211084 5 3.79+0.82 5 7.28
Subtotal 3.8010.69 3.62+0,61 6.00"
Total 40120 44 3.08+0.47 959"

U point * strongly disagree, 2 point : disagree, 3 point :

'£¢0.05, "p0.01, "p(0.001
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Social meaning

Fig. 2. Importance—performance analysis by the customers’
personal value
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