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A Study on the Consumption Behaviour of Coffee Product according to
Monthly Income in Franchised Coffee Shop’s Consumer
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Abstract

This study was conducted to analyze the differences in consumer behavior of coffee product according to monthly income
in franchised coffee shop's consumer in Korea. A total of 293 questionnaires were used out of the 330 that had been
distributed for analysis; those that lacked reliability were excluded. Frequency, ANOVA, and Duncan's multiple range test
was conducted to analyze the hypotheses of the study. The findings are summarized as follows. There were significant
differences in consumer behavior with regard to seeking health, eco-friendly products, product brand, and product taste as
well as preferred coffee menu and coffee consumption expenditures. High income consumers rather than low income
groups showed much higher score for concerning health, concerning diet, concerning calorie, concerning instant,
concerning caffeine and concerning nature, organic in coffee consumer behavior. In amount spent on purchasing coffee
products according to income, low income consumers rather than high income groups had much higher financial expense

burden.
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<Table 1> General characteristics of the subjects

Variable Group N(%)
Gend Male 111(37.9)
endet Female 182(62.1)
10s 9(3.1)
20s 130(44.4)
N 30s 107(36.5)
£e 40s 28(9.5)
50s 16(5.5)
Over 60s 3(1.0)
Less than 1,000 55(18.8)
Monthly Income 1,010-2,000 61(20.8)
(1,000 Won) 2,010-3,000 103(35.1)
More than 3,010 74(25.3)
Total 293(100.0)
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<Table 2> Coffee shop’s visiting behavior characteristics of the subjects according to income

Average Monthly Income (Won/Unit: 1,000)

Variable Group Less than 105000 20103000 MO than Tora) -value
L0002 e T ami03) 3,000 (p-value)
(n=55) (n=74)
Between 1-2 24(436)  24(39.3)  30Q9.1)  27(365)  105(35.8)
Frequency of visiting Between 2-3 16(29.1)  1423.0)  28272)  14(189)  72(24.6)
franchised coffee shops Between 3-4 6(10.9) 60.8)  13(12.6) 795 32(109) 10918
(per week) Between 4-5 6(10.9) 9(14.8)  15(146)  10(13.5)  40(13.7)
Above 5 3(5.5) 8(13.1)  17(165)  1621.6)  44(15.0)
Less than 10,000 24(436)  20(32.8)  27(262)  23(G11)  94(32.1)
, Between 10,00120,000  23(41.8)  20(32.8)  37(359)  25(33.8)  105(35.8)
Expense for pulr:hasmg coffee b etween 20,001-30,000 473)  15246)  29282)  15203)  63(2L5) 14231
(per week) (Won) Between 30,001-40,000 2(3.6) 46.6) 5(4.9) 6(8.1) 17(5.8)
Over 40,001 2(3.6) 2(3.3) 5(4.9) 5(6.8) 14(4.8)
Reasonable price for Under 2,500-3,000 40(727)  46(754)  55(534)  47(635)  188(642)
Americano, Under 3,001-3,500 9l6d)  12197)  40688) 2184 RBWO) oo
Espresso perceived Under 3,501-4,000 6(10.9) 3(4.9) 8(7.8) 4(5.4) 21(7.2) ’
(Won) Under 4,001-4,500 0(0.0) 0(0.0) 0(0.0) 202.7) 2(0.7)
, Under 2,500-3,000 15273)  15246)  17(165)  19257)  66(22.5)
cl:fia‘?zﬁibl&?ﬁfifﬁa Under 3,001-3,500 DALY 2WASH) 4SRN R 18@D)
< iochd, Under 3,501-4,000 1221.8)  15246)  34(33.0)  16216)  77(263) '
Macchiato perceived
Under 4,001-4,500 509.1) 3(4.9) 6(5.8) 4(5.4) 18(6.1)
Under 4,500-5,000 26(473)  35(574)  52(505)  39(52.5)  152(51.9)
Reasonable price for Under 5,001-5,500 1934.5)  10(164)  23223)  18(243)  70(23.9)
Hand-drip coffee perceived ~ Under 5,501-6,000 8(145)  11(180)  23(223)  13(17.6)  55(188)  11.904
(Won) 5 Under 6,001-6,500 2(3.6) 582) 4(3.9) 202.7) 13(4.4)
Under 6,501-7,000 0(0.0) 0(0.0) 1(1.0) 202.7) 3(1.0)
Very low 6(10.9) 349)  11(10.7) 34.0) 23(7.8)
o N Low 1323.6)  11(180)  25(243) 79.5)  56(19.1)
Avaﬂab‘(li‘ti/l of e"a;“m;fflg @ste N foderate 30545 3760.7)  51495)  S53(71.6)  171(384)  19.967
and flavor of cotiee High 6(109)  10(164)  15(14.6) 8(10.8)  39(13.3)
Very high 0(0.0) 0(0.0) 1(1.0) 34.1) 4(1.4)
Very low 59.1) 8(13.1)  14(13.6)  23GL1)  50(17.1)
o Low 7(12.7) 9(148)  27(262)  25(338)  68(232)
Financial burden of coffee Moderate 22(40.0)  30(49.2)  44(42.7)  20Q27.0)  116(39.6)  55.288%%x
price High 20(36.4) 8(13.1)  17(16.5) 68.1)  51(17.4)
Very high 1(1.8) 6(9.8) 1(1.0) 00.0) 8(2.7)
Total 55(100.0)  61(100.0) 103(100.0)  74(100.0) 293(100.0)

#£p<0.05, ***p<0.001
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<Table 3> Analysis of differences in behavior regarding health according to income
Average Monthly Income (Won/Unit: 1,000)
Analyzed consumption behaviour for More than
coffee products Less (;l;aéls)l,OOO 1,0(112-621(;00 2’?;2;%’3?)0 0 3,000 Total F-value
(n=74)
Concerning health 3.02+0.82° 2.79+1.00° 3.11£0.93° 3.42+0.89" 3.10+0.94 5.501%*
Concerning diet 2.95+0.95 2.66+£1.08° 3.04£0.90* 3.30+£0.99° 3.01£0.99 4.987**
Concerning calorie 2.64£1.18° 2.54£1.19° 2.81£0.89° 3.19£1.02° 2.82£1.07 5.103%*
Concerning instant 2.73£0.93% 2.57x1.10° 3.01£1.11° 3.55+1.08" 3.00+1.12 11.093%**
Concerning caffeine 2.36+1.01% 2.30+1.09° 2.68+0.98° 3.04+1.14° 2.63x1.08 7.094% %
Concerning Endocrine hormone 2.76+1.02° 2.61£1.13° 2.84£1.03° 3.28£1.05° 2.89+1.08 5.241%*
Concerning nature, organic 2.69+0.86° 2.77£0.97° 3.00:£0.90° 3.50£1.00° 3.02:0.98 10.302%**
*+p<0.01, ***p<0.001, V5-point Likert Scale (1=disagree strongly, S=agree strongly)
#Means in the row with different superscripts are significantly different at p<0.05 level by Duncan’s multiple range test
<Table 4> Analysis of differences in behavior regarding eco-friendly products, brand and taste according to income
Average Monthly Income (Won/Unit: 1,000)
Analyzed consumption behaviour for coffee products Less than 105 000 2.010:3.000 More than
1,000 ? (n= 6i) ’ (=1 0’3) Total F-value
(n=55) (n=74)
Consideration of eco-friendly, recycled container 273+1.16*  228+0.92° 2.68+0.92° 2.86+1.09°  2.65+1.03 3.982%*
Consideration of organic ingredient used 2.55£1.02% 231+£0.81° 2.80£0.91® 3.03:1.09° 2.71+0.99  7.033%***
Consideration of buying eco-fiiendly products even if more expensive 273+1.01°  241£094° 2.93+0.89° 2.86+1.01° 2.77+0.97 4.172%*
Consideration of taste of coffee 2.53+1.10°  2.70+1.15°  2.87£1.05° 3.09+1.06° 2.83+1.10  3.221*
More weight on taste than calories 349+1.07  3.33£1.12  345£097 3.38t1.04  3.41+1.04 2223
Availability of examining taste and flavor of coffee 2.65+0.82°  2.89+0.73® 2.71+0.88° 3.01x0.73*  2.81+0.81 2.987*
Considered well-recognized brands than price of menu 2.62+1.05°  2.70£0.96® 3.02£0.90° 3.03x1.01°  2.88+0.98 3.303*
To consider my image in public, use specific brands 251098  2.69+0.85% 2.89+0.89" 2.93+1.00°  2.79+0.93 2.947*

*p<0.05, **p<0.01, ***p<0.001, "5-point Likert Scale (1=disagree strongly, 5=agree strongly)
3¢Means in the row with different superscripts are significantly different at p<0.05 level by Duncan’s multiple range test
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<Table 5> Analysis of Differences in Amount Spent on Purchasing Coffee Products According to Income

Average Monthly Income (Won/Unit: 1,000)

Coffee products spent Less than ) 165000 2,010-3000  MOre than
1,000 ’ @ =6i) ’ (=il 0’3) 3,000 Total F-value
(n=55) (n=74)
Expense on purchasing coffee products 231£1.00° 197117 2.1141.09°  1.74£099°  2.02+1.08 3.275%
among the total expense of eating-out
Financial burden of expense on purchasing 359,097 9gp11 0% 266:095° 211095  266:1.04  12.601%%*
coffee products
*p<0.05, ***p<0.001, Y5-point Likert Scale (1=disagree strongly, S=agree strongly)
3Means in the row with different superscripts are significantly different at p<0.05 level by Duncan’s multiple range test
<Table 6> Analysis of Differences in Preferred Type of Coffee Preparation According to Income
Average Monthly Income (Won/Unit: 1,000)
Preferred coffee menu Less than 1.010-2.000 2.010-3.000 More than
1,000 ? @ %i) ’ il 0’3) 3,000 Total F-value
(n=55) (n=74)
Espresso 1.64£0.95° 1.85£0.85®  1.93+1.04®  2.16+1.03° 1.92+1.00 3.105*
Americano 2.80+1.52° 3.38+1.19* 3.38+1.32% 3.58+1.18* 3.32+1.32 4.029%*
Espresso includes milk (Cafe latte, Cappuccino) 2.80£1.27° 3.34£1.20® 2.95+1.20% 3.38£1.12° 3.11£1.22 3.844%
Espresso includes milk and syrup (Cafe Mocha, 5 16,1 30 30001170 280£121%  253:098°  2.84+118 3.623*
Macchiato)
Dutch, Decaffeine 1.82+1.04 2.20£1.11 2.19£1.03 2.23+0.90 2.13+1.02 2.183
Hand Drip 2.00£1.20 2.13+0.99 2.30+1.09 2.30+1.04 2.21+1.08 1.203

*p<0.05, **p<0.01, V5-point Likert Scale (1=disagree strongly, S=agree strongly)
®Means in the row with different superscripts are significantly different at p<0.05 level by Duncan’s multiple range test
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