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A Study on the Importance and Satisfaction of Consumers in
Selecting a Side Dish at a Coffee Shop
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'Department of Wine Coffee Baristas, Incheon culture & Art College

Abstract

The purpose of this study was to provide the basic information necessary to efficiently run a coffee shop. It comparatively analyzes the
relative importance and satisfaction of side menu selection characteristics through analyses on customer importance-satisfaction when selecting
a side menu as well as their usage behavior of the side menu at coffee shops. According to reason price the analysis result on the
differences in the coffee shop side menu importance and satisfaction, there was a difference because the importance of selecting a side
menu was higher for the attributes of taste, health, packing & appearance, economics and personnel service compared to satisfaction among
which the price of a side menu was found to be the top priority for improvement. The significance of coffee shop side menu for the
respondents prior to usage as well as their satisfaction after usage was evaluated in order to comparatively analyze the relative importance
and achievement of each characteristic through the IPA. The result indicated that the variables positioned in the Concentrate Here area (II)
were related to economic feasibility such as reasonable price, appropriate price of set menu, telecommunication company affiliated service
and coupon usage and point accumulation. As for the Keep up the Good Work area (1), there were many variables regarding personnel
service including taste of side menu, blending with coffee, clean packing, clean packaging, staff's side menu knowledge, staff's quick
response, staff's politeness and staff's sincere response. As for the variables in the Low Priority area (III), health variables on health such as

nutritional value, eco-friendly food materials and calories were observed.
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Table 1. Reliability and Feasibility Analysis of Measurement Tools(based on customer's importance & satisfaction)

Importance Satisfaction
Factor Variables Factor  Eigen % of , Factor  Eigen % of ,
) ) Chronbach's a ) ) Cronbach's a
loading value Variance loading value Variance
Reasonable price 0.704 0.639
Set menu of appropriate price 0.788 0.715
Economics  Alliance service of telecommunication company  0.891 6117 29127 0.905 0859 8520 2,191 0.909
Earn points and coupon 0.885 0.804
Alliance service of credit card 0.848 0.837
Employee's knowledge of the side menu 0.745 0.707
Personal Employee's of rapid response 0.810 0.778
o Friendliness of the employees 0862 2703 12870 0.844 0856 2191 10.431 0.902
service Employee's whole-souled response 0.859 0.851
Employee's menu recommendation 0.600 0.776
Packaging's neatness 0.806 0.813
Packaging & Appearafice of ne:iltness ' ' 0.795 2295 10931 0.800 0.776 2,035 9692 0847
Appearane  Appropriateness of the unit packaging 0.052 0.751
Clean the display 0.746 0.752
Nutritional value 0.819 0.760
Health Eco-friendly ingredients 0.843 1788 8.517 0.829 0.832 _
- — 1537 7.320 0.836
Calories 0.799 0.027
A taste of the side menu 0.625 0.752
Maches with drinks 0.752 0.830
Taste - — 1447 6892 0.733 E— _
Variety of the menu 0.795 0.877 1.198 5.703 0.900
Familiar taste 0.093 0.803
A A= 2]l AR Fhol BT 0.60130ldT 7Y & Table 2, General Characteristics of subjects
QBT BgAe 2 23 Ao 2AEg,
Variable Characteristics N %
Male 67 277
Gender Female 175 72.3
. Za 2« 3= Total 242 1000
20-29 years 161 66.5
30-39 years 47 19.4
1. ZAHAIRIO| Qdi EAM Age 40-49 years 16 0.6
> 50 years 18 74
ZARIAS] Qb BAo) YIS WERA A Table Toul 221000
s 2 Cole s R
el uhE wREAME HAel 67 Mo 237 %, oo Education level University degree 124 51.2
175 WO R 723 %2 PR} o] H|go] 2 FFEOR >Graduate school 26 10.7
vrebsdth A" 20 ti7t 66.5 %(161 1), 30 tH7F 19.4 %(47 Total 242 1000
), 40 7} 6.6 %(16 ), 50 W7} 7.4 %18 HE A}Ae= Salesman/service worker 35 14.5
ZAoZ Jehgth g w2 EXdis AFold) 14.0 Technical/prod‘uction 6 %.5
%34 W), AR Zo] 24.0 (58 W), thet Zo] 51.2 I“depend];ﬁczgn&mm ;f 13302
(124 "E HAL HFH oln], sk o] 10,7 %(26 Occupation Office worker 39 244
WE AR5 AR yEldth ZYd] w2 EXoN= A Housewife 20 8.3
WISl 145 05 ), AZGe 25 906 ), A9e] Student B a9
5.0 %(12 ), 3ol 13.2 %(32 W), BYAFFZ0] 24.4 96(59 Other 5105
W), AYFR7E 8.3 %20 W), o] 219 u(s3 ), 7P T S R—s
25 HOoF 103 %s AABR= Aoz Uiyt € HaAs Monthly income 201~400 88 364
01] w2 EZoAE 200 vHY o3} 17.4 %42 W), 201~400 (unit: 10,000 401~600 53 21.9
o] 36.4 %88 ™), 401~600 FFo] 21.9 %(53 W), 600 7t won) 2 600 59 244
Total 242 100.0

°1 oo 24.4 %(59 H)E 2AAFH= Ao vpehyith
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Table 3. Purchase patterns of side menu dish in a coffee shop

Classification N %
Under 2 times/month 143 59.1
. ¢ 3 times/month 37 153
requency o
C k 13.6
Use of the Side once /wee 33 5.
i 2-4 times /week 21 87
menu dish
5-7 times /week 8 33
Total 242 100.0
In the stores 214 88.4
Use method  Take out 28 116
Total 242 100.0
Under 1,000 won 9 3.7
Under 1,000-3,000 won 45 18.6
The average
Under 3,000-10,000 won 158 65.3
purchase —
Under 10,000-15,000 won 22 9.1
amount -
Under 15,000-20,000 won 8 33
Total 242 100.0
Internet 10 4.1
Where to get  Coffee shop 164 67.8
information on  Someone who knows me 51 211
the side menu TV Advertising 8 33
of the coffee  Newspapers, magazines 3 12
shop Others 0 25
Total 242 100.0
Alone 10 41
Friends or lovers 202 83.5
Partner when - - =
. i Family and acquaintances 11 45
purchasing Side
) Work colleagues 18 7.4
menu dish
Others 1 0.4
Total 242 100.0
Meal substitutes 6 25
Snack substitutes 113 46,7
Reasons to use Going well with drinks 58 24,0
a side menu of
) For dessert after a meal 53 219
the coffee shops -
Set menu discount offer 11 45
Others 1 0.4
Total 242 100.0

ASAER Atel=rir o g Mol wE FXelMe @
ol 237} 59.1 %(143 1), & Dol 337} 15.3 %(37 '3),
ATl 137} 13.6 %(33 W), LFL 2~43]7} 8.7 %21
), @Fdel 5~737F 33 w® E AAsHE Aow Y
St Atol=wire] o8l thaiMe v Wl of8-3t
= 797 884 w14 W), W <o ol8shs A
11.6 %(28 )& AAsh Ao® deyt Fdradel 4
£= 10009 wwlke] 37 %9 ™), 1,000~3,000 Y wRe

S 2 F 22 83 A A 207 A 235 (2013)

48.6 %(45™)E, 3,000-10,000 Y PTHE 653 %(158 W),
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€ Pk 3.3 % H)E 2RISR Aos YETh
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PAE FAAE 7IEo=2 Yol 48We digte] 77t
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Table 4, Analysis of the difference between importance and performance of the attributes when selecting a side menu dish in a

Coffee shop Mean=®SD

Attributes Importance Performance Importance—Performance t—value

1 A taste of the side menu 4284070 3,650.74 0.63+0.89 10932"

2 Maches with drinks 419+0.79 3.66+0.81 0.5310.96 8.635

3 Variety of the menu 3764085 3.40+0.84 035+1.05 5209

4 Familiar taste 3.56+0.91 3.44%0.75 0.12+1.09 1656

5 Nutritional value 3574095 2.77£0.90 0.80+1.19 10464~

6 Eco-friendly ingredients 3.630.99 2.7040.95 0.93+1.24 11.708"

7 Calories 3.7741.04 2554105 1224139 13617

8 Packaging's neatness 4.21+0.80 3.6420.76 0.57+0.94 9474

9 Appearance of neatness 4,09+0.86 3.690.77 0.40+1.02 6.060

10 Appropriateness of the unit packaging 3.67+0.76 3.38+0.76 0.29+0.99 46717

1 Clean the display 3.9610.80 3,58+0.74 0.3810.96 6120

12 Reasonable price 4361071 2.88+1.13 1.48+132 17.604~

13 Set menu of appropriate price 4351072 29141.05 1.44%1.29 174217

14 Alliance service of telecommunication company 4.060.90 3.0740.96 0.99+1.26 122227

15  Fam points and coupon 4.09+0.92 3174096 0.92+1.24 11481

16 Alliance service of credit card 4034092 3.10+0.94 0.93%1.27 11465~

17 Employee's knowledge of the side menu 4234078 3.3040.93 0.93+1.18 12287

18 Employee's of rapid response 4314076 3562081 0.75+1.03 11327

19 Friendliness of the employees 449+0.74 3.59+0.89 0.90+1.03 13554

20 Employee's whole-souled response 4461073 3602088 0.86+1,07 12436

21 Employee's menu recommendation 3.74t1.05 3.30+0.98 0.44%1.28 5283

Mean + SD 400+ 054 320t 0.65 075+ 1.05
“p¢.001
e} anApE HE He ARbe] AF T 2 5% + AT R AfolErFEe] B2 AR} T
Al AR wfe FEoe Bkl AHREe] 1A H| 2 o] REETE B Yehss Zlo® AlsEn shARE A
gk vhso] o gl vl 7P =2 ZloE UEhge e Z=go] HA v Alol=dwElal s A&Hom
M 87 FF g EA Jehd ARAREdA 2o 4 e A8 SHREe] AFHETAAAN Alel=HwE Al
1A Au|= AlFol gk FAH U=yt EAE o= YEr 93 de AdEYGE e o FaAlEke] Fuishr] wiid
gtk AFA9IFEIDeRE 12, 13, 14, 15, 16H L8 53 T8%7F WA Uy Aoz ddEh Kim JEQ2012)9] 413
AR digt RE HFEe] X Qv ol FE2 ATE BH F49 Fa% 949l wo] A U 3 o
Fosittal A= ghde] wile- EvkEshe 54 UERY AE9 71 718AQ AL, ez uAEe] righe= 4
7] wiell, old FEEo] e thE AR sty b e

A=A #el 9 WAE sfok & Aol olelgt Ade A Y J9dav)dl JAg MFELS AlolmdlwE MEd o
I Aol ARAEAl TR ] A 9% FEo QAL glA] k2 wHA, 93|Y wEEE
F des AR St wEkA AT EE AR Ee 1L =& Fo7 3, 4, 10, 11, 21 WFo|th Fo%d v wE
A A HES £ Qe AES S SAHE davt Q) =7F = e Slentk dAle =EE oS4 As

oAl Als

A =9 JGame] =gt
o F8=9} Tt wlg- B
Ho|t}h, 53] 7179 tigk BE #gE] A £ wx
Hol ot webd o] WFEd teHe dAleE o]t
g 2o Edast Aoz oy olslt Ante] o

HEEL Alo|odTg Agd
Uelh+= HS5ER 5, 6, 7
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1 A taste of the side menu 12 Reasonable price

2 Maches with drinks 13 Set menu of appropriate price
. Alliance service of
3 Variety of the menu 14 L
telecommunication company
4 Familiar taste 15 Earn points and coupon
5 Nutritional value 16 Alliance service of credit card

) ) ) Employee's knowledge of the side
6 Eco-friendly ingredients 17

menu
7 Calories 18  Employee's of rapid response
8 Packaging's neatness 19 Friendliness of the employees
9 Appearance of neatness 20 Employee's whole-souled response
10 Appropriateness of the unit
packaging 21 Employee's menu recommendation
11 Clean the display

Fig. 1. IPA chart for the attributes when selecting a side
menu dish in a Coffee shop
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Table 5, Importance—Perfocmance Ananysis of attributes when
selecting a side menu dish in a Coffee shop

Section Attribute
1. A taste of the side menu
2. Maches with drinks
I 8. Packaging's neatness
. 9. Appearance of neatness
(Keep it up,

) 17. Employee's knowledge of the side menu
Doing great) .
18. Employee's of rapid response
19. Friendliness of the employees

20. Employee's whole-souled response

12, Reasonable price
13. Set menu of appropriate price

II 14. Alliance service of telecommunication
(Focus here) company
15. Earn points and coupon
16, Alliance service of credit card

. Nutritional value

il > ) ) .
- 6. Eco-friendly ingredients
(Low Priority) )
7. Calories
3. Variety of the menu
4. Familiar taste
v

10. Appropriateness of the unit packaging
(Over done) .
11. Clean the display

21. Employee's menu recommendation
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