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Abstract

The purpose of this study was to examine the formation of customer’s repeated use that is real long-term
commitment in franchise/chain coffee shops. 457 effective samples were analyzed using PASW 18.0 and
AMOS 18.0. The results of the analysis of the relationships between user experience, customer satisfaction,
customer commitment and repeated use are as follows. First, it was presented that atmosphere, price faimess
and coffee product quality had a positive impact on customer satisfaction. Second, customer satisfaction had
a positive impact on customer commitment and repeated use. Finally, there was the mediating effect of
continuous commitment between customer satisfaction and repeated use. Based on the results of the above
analysis, the managerial implications for increasing repeated use of coffee shops are as follows. First, the
strategy for enhancing performance of user experience is to try to improve atmosphere(facilities,
ambient/lighting), price faimess, coffee product quality(taste, flavor, temperature). Second, the strategy for
forming repeated use is to enhance customer commitment(affective commitment, continuous/normative
commitment).

Key words: User experience, Coffee product quality, Service quality, Atmosphere, Price faimess, Customer
satisfaction, Attitudinal loyalty, Repeated use, Customer commitment
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(2000), Liu Y - Jang SC(2009)<} Jeong EH - Jang
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W (vA8. BF A oke] HlmE A, v49. ] wh
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AT A E- ol tgt AT A9HE 7o
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(2011), Namkung Y - Jang SC(2007)8] <72 u}
Fog 37 SHWR(vS3. AN o] &
gk vEE v54. o] 718, V55 RkEe] gt
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©]8}al, Evanschitzky H et al.(2006), Ha J - Jang
SC(2010), Han HS-Ryu KS(2009), Back KJ
(2005), Lee BS - Kim GJ(2013), Lee WG - Kim
GJ(2012), Jin YH et al.(2013)2] A2 vlgto =
6712l S WF(v56. 4101 82l =, v57. 378 T <]
T, V8. FH Y &, v59. 57N 9 &, v60. ] W&
He 9%, vol. AT ek 2Am)E

T=Z3ITh

A A P F+3 o= % eJ5kal, Chaudhuri A
* Holbrook  MB(2001), M - Laurent
G(1997)8] T2 ulgro = 3719 MG (ve2.
HHEA o] 8, v63. 5714 o] &, ve4 A EA o] )
= =&319nk
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{Table 1> Reliability and Exploratory Factor Analysis
Cronbach's a Items after EFA Factor's  Eigen Cumulative
Constructs . . . .
(Adjusted @) (previous item) Name value  communality
Coffee Product Quality  .784(.789)[v5,v6 eliminated] 3(5)[v3,v7eliminated] CQ 2.044 68.145
Reliability .806(.806) 4(4)
R i . .
Service esponsiveness 778(.779) 3(3) sl 4292
) 1(5)[v19,v17,v18,v15 60.834
Quality Assurance .852(.852) .
eliminated]
Empathy .879(.878) 5(5) SQ2 3.616
Facility .811(.812) 5(5) AT2 3.225
Ar.nble'nce 157(.759) 3(3) AT3 3103
Atmosphere Lighting .810(.810) 3(3) 63.057
P Table setting 869(.870) 3(3) ATL 4104 :
Layout .858(.858) 3(3) '
Service staff .762(.763) 3(3) AT4 2.089
Price Fairness .542(.544) 5(5) PF 4.002 80.036
Customer Satisfaction .879(.881) 5(5) CS 2424 80.784
Affective
. .886(.892) 5(5) cc2 3.746
Commitment
Cust Conti
. o (ﬁfrt Con “,’zzust 904(.905) 3(5) 64.183
ommitmen ommi .en cel 4508
Normative
) .824(.825) 303)
Commitment
Attitudinal Loyalty .897(.896) 6(6) AL 4.008 66.805
Repetitive Use .925(.925) 3(3) RU 2.611 87.017
ANl 1A QRIEM AT <Table 2>9F  F%1 0.5~0.9500 ZARES 283t glo] W 4lE]
wol 2guFe AP Ao etk EF Aol Yt Ao tEdeh RE FEEo] F9
EE B3] 53t "l va(541), va8 A= slo] FHENA el lem, T AlEd et
(.695)= Aelsta 0.7 Far ek 0.7 mwkol2t  AVEZF 242} 073 0.5 o= Z3atr] wEel
T 11 zpol7k AA] ¢en, Bagozzi & Yi(1991)e] AWM FES] AlE|Ao] e Ao YEiya,
7191 0.5~0.955 WESte] /A=) A= ZF AVES] &gkl SMCe| Huigtkeh A v
y=:] A=
= R

[ R

21Z)14d0] e Aoz Jepsdtt 7t AVES] 4
#kol sMCe] Huigteot ZA] bt 2E A
FE el W eddo] gle Aoz JERdth

WAZNde] g1 291 A7} <Table 4>}
go] S RFo] A3t Aoz Adhe ], #5
W=e] w73 Frhrt CC1(.465)2 Al9)8kaL 0.7
= g slo] RS 2ol e AR
o}

FHE T CC1(.498)2 Bagozzi & Yi(1991)2] 7]

Bt mE GRS 1 B

Aoz vepg.
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{Table 2> Confirmatory Factor Analysis of Exogenous Constructs

Constructs Items after CFA(previous items) Goodness-of-fit
Coffee Product Quality 3(3) Chi-square=47.870, d.f=24. p-value=.000,
Service Quality 0(2)(SQ1,SQ2 eliminated) RMSEA=.047, RMR=.026,
Atmosphere 2(4)(AT1, AT4 eliminated) GFI=977, AGFI=.956,
Price Fairness 4(5)(v49 eliminated) NFI=.982, TLI=.986, CFI=.991
Constructs  Ttems N SE CR qd) st 2 Var({i)2 Construct reliability SMC(corr'elation
(1-std. X*) & AVE coefficient)
v4 650 .060 10.864 541 293 707
Coffee v2 979 066 14.821 798 637 363
Product vl 1000 - - 848 719 281 780 CQ & AT
Quality total 2.187  1.649 1.351 & 375
total® 4783 330 (612)
AT3  1.000 - - .865 748 252
AT2 .889  .076  11.635 755 .570 430 794 CQ & PF
Atmosphere total  1.620 1318 0.682 & 014
total® 2.624 .659 (.118)
v52 992 027 36244 930 .865 135
v51 991  .024  40.684 965 931 .069 AT & PF
Price v50  1.000 - - 925 .856 144 935 033
Fairness v48 644 034 18.758 .695 483 517 & (.182)
total 3.515  3.135 0.865 784

total? 12.355

* Measurement error €9(AT4), e6(AT1), el1(v49) are eliminated by Modification indices. Service Quality without discriminant validity
is eliminated [ AVE 0.548 < SMC 0.667(AT&SQ)]

{Table 3> Confirmatory Factor Analysis of Endogenous Constructs

Constructs Items after CFA(previous items) Goodness-of-fit
Customer Satisfaction 3(3) Chi-square=35.091 d.f=17. p-value=.006,
Customer Commitment 2(2) RMSEA=.048, RMR=.021,

Attitudinal Loyalty 0(6)(v58,v59,v60,v61,v62,v63 eliminated) GFI=.981, AGFI=.960,
Repeated Use 3(3) NFI=.986, TLI=.988, CFI=.993
Constructs "™ A SE CR sdA stdX Varlstd ) Comsmuet reliability SMC
s ) & AVE (correlation coefficient)
v55 1.000 - - .860 740 260
Customer v54 900 .040 22.766 .874 764 236 .882
) . v53  .803 .040 20212 .800 .640 .360 &
Satisfaction total 2534 2.143 857 714 CS & CC
total>  6.421 .503(.709)
CcC2 1.000 - - 1.034 1.069 -.069 759
Customer CC1 472 .057 8332 465 216 784 CS & RU
Commitment total 1478 1.224 776 & .314(.560)
total>  2.247 643
v64 1.000 - - 908  .824 176 CC & RU
Repeated v63 967 .036 26.809 .866 .750 250 926 397(.630)
v62 952 .032 30.073 918 .843 157 &
Use total  2.692 2.417 583 806
total>  7.247

*Attitudinal Loyalty without discriminant validity is eliminated [ AVE 0.604 < SMC 0.666(CC&AL)]
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{Table 4> Correlation Analysis
Mean SD 1 2 3 4 5 6
Coffee Product Quality 3.719 .6932 1
Atmosphere 3.551 6128 502" 1
Price Fairness 2.712 .9632 1247 186" 1
Customer Satisfaction 3.500 7368 463" 606" 429" 1
Customer Commitment 2.893 6991 269" 4227 476" 5527 1
Repeated Use 3.287 .9809 248" 359" 303" 508" 561" 1
: p=0.01
4 08 2= 29 BN AUl ~EL B FAE 7
B A7o APrge ANAEY olgnAs  HEo] Huux o AAYoRR 2y
o] o873, IATE, uAEY, WAFAE ,  ATIAE A=A
Ao]g 3te] YFBAE FrRP o HA5A
th <Table 5>} #o] ATRF | 24 7t 2 5. D= HEN
Foll glo] Bl AW AP UEhl= AT ] o] 8 wE nAREE jE
RMSEA(.053), RMR(.050)4 g}, AgE s v B4 o] 1t Qo] aAEYS] wifEdE
Bl = GFI(.938), AGFI(915)A &, 24 g¢AT  Alsh7] 915t <Table 6> o] FH e Lol &
NFI(.955), TLI(.968), CFI(.9749)%= 25 A3t 2 AAIStAnh uAwEa) v o] g 7o) F8
oz Yeh}, d7rge] Adwrl sREotn 7H.558)9 AHAT142)S v mdS w(.558-
gtk JMEASATE AYEH, uATSo]  142=416), AL U 222 BE oyl aast
et A9 dEEd, o8, 7ol /1 dva & & glen, FEXE S (bootstrap-
o3k o] gee A Aoz YeEht HI-l,  ping)ol 28 1HH AT BAA foldS AS
H1-2, H1-47} g = glon, navtso] vk gk A3} p=008 = (SE : .057)°A] 2l 2o
ol &3 A=Y FF G A= Aew = Ueuith med ANHE HE 1459
Ueht H3, H72 A9 ek w3, oA 5912 nAEo] kA oo o & 9IS v}
AT FolFt YA mAlE e Uit 1 & 5 vk mEk H9= AEE Atk He E
W H6-> A= Q0T HI-3, H2, H4, H5= 9124 =4 SA=rt BdedS dHshA] Xaf A7

{Table 5> The results of the hypothesis test

Path

Estimate Std.Estimate ~ SE CR.  Hypotheses Support/Reject

Customer Coffee Product Quality 228 .166 076 2978 Hi-1 Support

Satisfaction Atmosphere 656 588 072 9124 H1-3 Support

Price Fairness 195 321 023 8512 H1-4 Support

Cust(?mer Customer Satisfaction 969 763 055 17.695"" H7 Support
Commitment

Repeated - Customer Satisfaction 242 .163 .098 2472" H3 Support

Use Customer Commitment 622 532 074 8373 H6 Support

Customer Satisfaction's &%: .678, Customer Commitment's R%: .582, Repeated Use's R*: 443

Chi-square=254.079 d.f=111. p-value=.000, RMSEA=.053, RMR=.050, GFI=938, AGFI=.915,
NFI=.955, TLI=.968, CFI=.974

p=0.05, 7 p=0.01
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{Table 6> The decomposition of effects

Customer Commitment
— Repeated Use

Customer Satisfaction
— Repeated Use

Customer Satisfaction
— Customer Commitment

Path

.656
.656
532

569
569
163

406 (p=.008, S.E..057)

763
763
763

Total Effect

Causal Effect
Direct Effect

Indirect Effect
Spurious Effect
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