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The Effect of the Selection Attributes of Coffee Shops on Customer
Value and Revisit Intention
- Focusing on College students in Busan -
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Dept, of Foodservice Management, Kyungsung University

Abstract

This research investigates the causal relationships between the selection attributes of coffee shops and
customer value and revisit intention. To do this, the statistics programs SPSS 18.0 and AMOS 18.0 were used
targeting 218 college students from three universities (K, D, Y) in the Busan area. Frequency analysis,
explanatory factor analysis, confirmatory factor analysis, correlation analysis, and structure model analysis for
hypothesis verification were conducted to analyze the data. Based on the results of exploratory factor analysis,
five factors were drawn as quality of coffee, indoor environment, service, discount, and brand. Model fidelity
and validity was confirmed by implementing the confirmatory factor analysis. In addition, results of structure
model analysis confirmed partial relationships among the selection attributes of the college students regarding
coffee shops, customer value, and revisit intention. Furthermore, a positive relationship between customer
value and revisit intention was also confirmed. Thus, this research suggests that coffee shop managers should
manage in a way that customers may acknowledge the value of the expenses they pay.
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1.4%, EAF 9.2%, 717} 3.2%% 2FA8F3it). o]
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{Table 1> Demographic features of the subjects
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<Table 2>°l] A|A|= o] Ut} & AFoA = a9l

A PR o 2 AR EA o e) ] 2x(varimax)

3 AHEFA oM, 7] a-f-Bk(eigenvalue) 1

b
[ = = = =
= e 8%l & FE9en, 22l AR

M
1%
i
fr

(o]

ol

] (factor loading) 0.4 ©]’g2] A& A8l Th
IF g 1 a”lo] Atk Bkl S vE
U= ZlolB& o] glo] & 891 Aixog &
f3k aQlolgh= A on|gth(FAIE 2009). 7]
AT AHEA, A7, AR J=E &
A 89l A3 A7 AGAEH AYEHEL
% 5719 aQlo® BA=Qch Zt7te] 29l W
AT FA, AUl 4, TARIL ARz, 7R,
HAH=2 HHsinh a e 87 7k et
A 712 2709] alo 2 aisla, AT
o= le] alo® EA I 7F 8]le] A
A #E .601~9375 HERARLL, A= =S e

N=218
Characteristic Frequency(N) Percentage(%)
Gender Male 94 43.1
Female 124 56.9
Age <20 38 17.4
21-24 147 67.4
25< 33 15.2
Grade Freshman 48 22.0
Sophomore 74 339
Junior 48 22.0
Senior 48 22.0
Monthly allowance <20 40 18.3
( ten thousand won) 21-30 74 339
31-40 53 243
41-50 24 11.0
51< 27 12.4
Companion Friend 151 69.3
Boy/girl friend 37 17.0
Family/ relatives 3 1.4
Alone 20 9.2
Etc. 7 32
<4 107 49.1
The number of times per month 5-8 34 15.6
9-12 38 17.4
13< 39 17.9
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<Table 2> Exploratory factor and reliability analyses of the items

Factor Measurement item

Factor loading

Factorl Factor2 Factor3 Factor4 FactorS Factor6 Factor7 Factor§

Offering good coffee compared to its cost
ical val Offering good value compared to the amount
Practical value Offering a good amount compared to its cost

Offering high quality coffee in general

8348
802
781
615

Brand image
Brand Brand awareness

Brand reputation

935
914
868

Associate discount cards
Discount Partnership discount cards

Coupons

922
919
896

Having a sense of fun
Hedonic value Having a sense of joy

Having a comfortable atmosphere

854
726
670

Comfortable chairs
Indoor environment Room temperature and humidity

Interior

833
770
7155

Will continue to use
Revisit intention ~ Will use primarily

Will use again

345
783
648

Employees' knowledge of a product
Service Employees' rapid order response

Employees' kindness

811
807
791

Taste of coffee
Quality of coffee Consistent taste

Temperature of coffee

827
825
7138

Eigen value
Cronbach's a

5363 3569 2371 2234 1751 1354 1078 1.028
830 913 912 771 761 827 192 754

KMO(Kaiser-Meyer-Olkin): .776 Bartlett Test of Sphericity: 2743.304 Sig: .000 Total Cumulative(%): 74.990

W+ Cronbach’s av .727~9135 YeER| oM,
KMO %< 784, Bartlett 734 7% #e
2947(p=.000), & =AHIHE-L 70.601%E e}
UlojA] 891 A e[A] W] e 33tk A

o7 etEnh

e

. ZHE=F0| (et =018 201 24
AT7F A3 o] B4 RYFS A Slst
o] 7} 2 e gR14 a9l FX(confirmatory
fact analysis; CFA)< AAIgH A3} <Table 3>}
2o AR A9S4F0 #4, AW 27,
TAHAAH| 2, 7HAER], Bl E), A 7EX| (A8

3
=

2 7HA, #AFA HA), AR o =l i B
S5 Atk A AT ¥=343.512(df=242), p
%£=0.000, CMIN/DF=1.419, RMR=0.043 , GFI=
0.894, AGFI=0.858, NFI=0.880, CFI=0.960,
RMSEA=0.044= WERH AL B]= Kgkell g p
% 2 GFI=0.894 AGFI=0.858 NFI=0.880 ZZA|
712 ek o} GFI, AGFI, NFI& 7|53 A}
3k x]o] a1, CFI=0.960%k°] 715 43|st=
w2 YERNITE GFI 9} AGFIE= #2] E4j0|
71¢18l= ¥l Y P (inconsistencies) & & 2135}
Qe S F 7] o] FE] EHoRR

B AHFEE CFIE duste e H(EEAE
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2009)7 RMR gto] 0.055 T 27| wiiZel] 2d 3 o] B3Ee v5sHANt B Ert Sle Ao
Prr Wwolsd] A F Sl ZoR wddr 0 dAdds FHE A A
23l A 8R13t 37 W 3] A s
&5 g A 99 By Ae] EREEE 4 AR 2M
2+ 3% Zi(average variance extracted; AVE)-S 3 E A AE Tdadxpgdde] golg 72 g0
T3 8% ¥ade AR A5 BFO2 I o v AU L BPYL e SAstel 4
2717} 0.5017%, 33412 Z(construct reliability; A BA12 A8 A3} <Table 4> 2t}
CR)Y @e EFS 891 Palgmh o B AnEde /1A vas, 281 /S A
@O 2 gte] 070190l AF whAel Y oldk RE 2P e folF 3BBAE vheh
o2 kel 4= ko] gh]-UA|FE 2009). et 3, HATE Ay HeEAo thE a9l
A E AT e EFHTEA 75 fhaverage  Zolle 523 ARAAS JERRA] AT
variance extracted; AVE)©] B 0.5/ YEl 283 71X|(=212 p<0.01), AZZ] 71X (=173
Wdar, 39418 S (construct reliability; CR)S]  p<0.05), A 9] = (r=298 p<0.01)°4] F2] 3t
e 682~7465 VERIAA R, AR E7} 07 Azte Uepqich AR owe Ay 843
of A FXE Uehidth M B AT A Auag A9 2E 2ASdA feld
{Table 3> Confirmatory factor analysis and validity of the items
. . Standardized
Factor Measurement item Estimate . t-value CCR AVE
estimate
Taste of coffee 1.000 704 fixed .682 .508
Quality of coffee Consistent taste 921 .691 7713
Temperature of coffee 990 743 78337
Comfortable chairs 1.000 .690 fixed .684 .523
Indoor environment Room temperature and humidity 1.093 789 8.603""
Interior 969 685 8.095™
Employees' knowledge of a product 1.000 761 fixed .692 .560
Service Employees' rapid order response 971 127 9.160"™"
Employees' kindness .986 757 9357
Associate discount cards 1.000 .820 fixed 725 .778
Discount Partnership discount cards 1.145 941 16.508""
Coupons 1.083 881 15.643""
Brand image 1.000 .808 fixed .726 .786
Brand Brand awareness 1.171 946 16.495™
Brand reputation 1.068 900 15.962""
Offering good coffee compared to its cost 1.000 712 fixed .746 .543
. Offering good value compared to the amount 1.236 .828 10.706™"
Practical value . . ot
Offering a good amount compared to its cost 1.270 701 9.769
Offering high quality coffee in general 1.068 .699 9435
Having a sense of fun 1.000 .699 fixed .685 .526
Hedonic value  Having a sense of joy 934 .679 8.504""
Having a comfortable atmosphere 1.202 7193 9.188""
Will continue to use 1.000 .819 fixed .702 .623
Revisit intention Wil use primarily 1.167 915 14.044""
Will use again 651 623 9.700""

X’=343.512(df=242) p#=0.000 CMIN/DF=1.419 RMR=0.043 GFI=0.894 AGFI=0.858 NFI=0.880 CFI=0.960 RMSEA=0.044
CCR=composite construct reliability ; AVE=average variance extracted
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{Table 4> Conrelation analysis
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1 2 3 4 5 6 7 8
1. Quality of coffee 1
2. Indoor environment 1917 1
3. Service 3167 403" 1
4. Discount 116 145" .165* 1
5. Brand 110 041 064 012 1
6. Practical value .097 -109 044 -.053 2127 1
7. Hedonic value 150" 212" 149" 165" 173" 434" 1
8. Revisit intention 185" .003 125 148" 208" 5297 5127 1
"p<0.01, "p<0.05.
AAAAS JeRRa, AeF =529, BAS HAsH=H 83 AMOS(analysis mo-

p<0.01), A 71x](1=512, p<0.01)l|A &= A
HEAE YEiIYE A84 JHe Bales
A <] & N FAACRE o3t At
= YehlAl &3k

S M .

TE Qo]

o !

5. IJIMO| A8}

ment of structure) ©]-&3f] T3 Wga g E

A& AA1E AF= <Table 5>9F 2tk A 34
71 718A o2 Ao F-3A] 4 (absolute fit meas-
ures) S ©]-g-sto] o] HnbAQl Fes vt
e AFE LEllAB), ARE ARGH

goodness of fit index), =3 ¥ A= RS(AGFI;

&

B AR e AFRdoA] AAE /MEE  adjusted goodness of fit index), T 72} A
(latent constructs) 7Fe] %2 BAZ AA 617 (RMR; root mean-square residual) 5°] .t} £
8t FHE 2 B4S Bl ol Jid 7 AFA BAE HIE AF2E ’=307.664,

{Table 5> Structural equation model result

Path Estimate ndardized oo R p
estimate
Quality of coffee — .093 .086 0.097 957 339
. Indoor environment - ) -246 -256 100 2458 0147
Selection X Practical
H1 . Service — 146 156 097 1500 134
attribute Py ount o, vale -036 -061 045 -794 427
Brand - 145 215 052 2802 .005"
Quality of coffee - 112 .109 .092 1.211 226
Selection Indoor environment - Hedonic 114 124 .093 1.226 220
H2 by SrVice - valuc 055 062 091 604 546
Discount — .090 .163 043 2097 .036
Brand — 1092 143 048 1900 057
Quality of coffee — 061 .080 054 1113 266
Selection  Indoor environment ~ Revisit -142 -209 061 2322 020"
H3 . Service - 064 097 055 1172 241
attribute Py unt —, ntention s 103 026 1609 108
Brand - 071 .149 030 2383 017"
He Customer value Practical value —  Revisit 331 447 074 4.460 .000::
Hedonic value —  intention 184 261 063 2905 .004

X*=307.664(df=239) p#=0.002 CMIN/DF=1.287 RMR=0.044 GFI=0.902 AGFI=0.867 NFI=0.893 CFI=0.973
RMSEA=0.037

p<0.1, "p<0.05, ""p<0.01
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p#=0.002, CMIN/DF=1.287, RMR=0.044
,GFI=0.902, AGFI=0.867, NFI=0.893, CFI=0.973,
RMSEA=0.0372.2 Uelfltt 28 H3JEe
g 714 B3-S Fxs| ddeted, RS
2 B0 HI=E Hrish] ¢ Aiidel 7
2 glvbar gtk Bentler PM &Bonett DG 1980).

AT A BIE Fgko] FelA o YRt
U 02 AE AFES IubEd 71Ex]9) v
we o HHoR 58 7heg ZoeR & 4 9l
ok 7 7P 1Rl ATHER AEs
o AR F HE&A THA| ol vA= dFH
= Ay 2 Ay Ay & F8 Al -256, CR
-2458, p=014), Bal=(E 53} A5 215 CR
2.802, p=.005)> F2]slAl BA AT AT E
A, TAM AH| 2, 7P ER1E felgt AoE
EPA] 9k7] wj el 7M1 -2 A= ATk
72 AFAER dugdel nATEA] F
A 7Hx o] nX]= FFAAE A 2 A7
7VA &R (FEF3) A5 163, CR 2.097, p=.036),
Bal=(E53) Al 143, CR 1.900, p=057)= 5
ARCZ frelatA wAEHIAT, ADEFH, A
A7, FAKY Mu| 2 frole 27E Jeh)
7] wjiol| 7H2E FHE A E Aok g
Va3 AR Aol Ao E
o] HX&= Fe2 A AGETS AF - .209,
CR -2.322, p=020), BA=(F =3} A 149,
CR 2383, p=017)& SAIHC2 s &4
H QAR AT FA, TAL ARz, 7 1S
frolgh AxE YRR &5k] wjiel 7H3 %
BE QeE Qo) 7Hd4E a7 7 AR 9
o mXE JgHAE 284 JX(EeS Al
4= 447, CR 4.460, p=000), Ft2 712 (F 532
A4 261, CR .2.905, p=004) -2.322, p=.020)=
5 BAACE oAl EAEHA7] W] 7t
Hae A AT

SIS

RO ol W= Gl Bek A
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o ZAE FRe) 87EE B Agelgn @
S A nASe ATNATEL Aejs] 9

F59A A2 BES 7] A58 A4,
AHEA, A AR QAs HE AT

Aol et 71X E 7= 3
A7t mold Zlolw, o]

, °l=
ghe e A8 9l Aol oleigh 714

A, GAA 29l B AGHEH A
L 57e] gclow EAEQE, o5 &
AT FA, A 3, A Au s, 7
L, BA== =] stk o= A3 A7 Lee
SH(2012)°] Aol A AA g 57]9] @91 A9 9
A, wjge] gA, 7HER], Hills, FAME o R

THE 83} vjEsht B AFE AYES

fo b

o2 FES ARSI 7] wlEel nje] A
£ 8% a9o] H 4 ¢S Ao dedEo] 4
Y 74 goloz BA3i9T)

=4, g2ld a9 B4 HA A} x=343.512

(df =242), p%=0.000, CMIN/DF=1.419, RMR=
0.043, GFI=0.894, AGFI=0.858, NFI=0.880, CFI=
0.960, RMSEA=0.0445 YER A TE H] = ¥3kol]
3k pak 2 GFI=0.894 AGFI=0.858 NFI=0.880
FZA71A ZSko} GFI, AGFL, NFIE 753
o 24} $=2x]0] a1, CFI=0.960%k°] 71532 4
3ot w2 JEIth EEE At 5 @
(average variance extracted; AVE)e] 5 0.5 ©]
3 eI 2L, 39418 Z(construct reliability;



182 Sz 8k3)A] A 208 A 335(2014)

CR)2| k2 682~7462 ERNIAI T, 4415
T=7F 0.7l 2H 3 FAE JERIATE whEbA

.
B Q7o) BgEe VST Bt e
_‘:'L

pe)
B
N
®
b
o,
=2
>,
N
A=
2
M
ol
g

b
oX
o,

1o
i
fo
1
N
N
i
2
g
fr
2
o
2,
S
>
=
rio
Moon Rl

p

30

B
%0,
X,
=
>
o =

2 M
s
z =

=
R

&I o= &
ST

2
> 18
ol
ok
el

e g ok

>,
oo
L
ro,
N
N
il
ro,
1z
ol
ol
o

)

R

S-Ki

dlo
i
o
ot
r g
X
il
&
=
fr
P

o
Lo

o] Azt=
Y(2013)%= 7

i
o
P
L
)
k)
ol
r =l
@)
3
=
Z
3
la~)

o
)
)
1o
(e
iy

)
fru
N
)
(it
N

M
& o o

v
N
=)
2
Mo
UN
r>4
)
I
ox
o]
T B
5 b
& g lo
1
L
o
i

2 fE rir
N
o
jufsl
X
(ka3
=
r (
o

o to & rr
oz
i
)
0,

%t Jo
iy

2,
=
rr
of
)
)
Yy
B -+
v j::—)‘ _m
=

of\
>,
o
1o
>
)
>
rr
e
)
B

oo
of
ot
rJ
b
N
NS

o 3
i oo
SO
1% o
2
N o
2N

i

AN 30
N
o,
2
M

O oy 2

)
e

o,
o

ol
il

l
N,
7

il

o
[y
I~
o mt
N
ol
ol

i

> N\
L
(TSN
o
e
9‘ -
(T
oo
of m
3 Lo
B
w
f N
<IN
w
X8
i e
i
o,

AF o] Al A= A spR =

PIAA| R, vl e oF 2] oAl A7
7l @@= AR erta sisivh AdA
A A S0l AT of el miA=
o] 7HAA A = AdEEd e skl ed]
A5 (), BRAEZ R AP 9
= vAle Aoz ZAHI o
Aeke AT AdgE

$35 Aokl o

of
o

<
)

bt

=

o =

o

o =
o

oz o
il
o,
% of

o

o
rlo
N
H
o L I
e
i)
o
)

o
2
=

ERF e A it s e 4= Ao
nix|eko 2 771X 9] 319l aQl(AeA 7

of|A] 25 felgk A= YERNRITE Cho SH-Lee
JW(2011)& AFAZH o|n|A| 7} A2 7Fx] <l
Qe PR3 A 4E 7= AT o=l £
ozt g3 vt i, IN SH-Suh

7hel
Fet AAE IS AW AvAHES Ay
AR A =71e A2k 7 AR o)
frelgt A7 A7) wlEel] AIAES AVHE
7 ol &u o JHXE =] gk A EHH
o] Zad Zlow AlgHTh oo 72
I BRI EA g Ee] AR A9
e AT (EEA, HFA)oll FEA] dFF
AE AT 5 U3, =3 deEAdo] At
Folmo] FEAQ JEHAE AT 5 U,
AR E AR ozl H(He dEFDA}
U= 2RI webA A A9AE
& aMEo] AESHE HE gt 1A Ee|
7 1A 7 UEE At Ao ast
= AARE AASkaL itk # ATe] A
o Re FEo] AEdA o r st
= A7 AFH oz ko st Al
= 5 7 Atk 5 A7E AAgEE 38
< Adgsie] A7E HyPsilom EAT
Sl
2 AT dEAES] AHER degE5Ado]
D7 & AHE ol Eefe] Q13 HAE ERlst
7] {5t FA4k19 37 tist(K, D, Y)E 2189
S e s E7 =79 SPSS 18.03 AMOS
18.0% ©] 83t AFE WPttt ATl 54
< 2A48P] Ysto] vl B4, 5alE 99) BA,
glA 99l ¥, AadA BN /MEEE S



A FEREY FAE Algsil 24 23t 7
AR e Ede] S gl Tl 574
o 8Rlo R =% Hith ol 8915 AF
A, AW 4, FAHE] Az, 7HAER), Bal
=2, a7 e A8H 79 A T =,
AR =R Zhzt Wit 2l 89l £
A AAste] 2l A geel BEES 2e1sl
o, 7P AT ey AN A9
9L AT (E A, Al FEAl F
FHAE HJAL F AL, AE Qe F
A% GFAAE EAF F Ak 2 n
A7 = AR ez FHe dFATE
= ARleitt webd AYAEH ddAtee
5] A EstE B thste] nAEe] 71|
£ T F d=s A9t Aol Fadite
AARE AASR gl

$2]3(2009). SPSS/AMOS EA| E-A M,
=3 2141714 271

o349l AF(2009).  FEREHARF A
AMOS 16.0. T=A1&3 HEAL 27

BT (2013). www.wowtv.co.kr.

Ahn SS:Suh MS-Han YJ(2012). Study on the
Effects of the Customer Response of the Food
Service Encounters on the Customer Value and
the Behavior Intention of Post Purchase.
Korean Journal of Tourism Research 27(5):
343-370.

Bentler, P. M. & Bonett, D.G.(1980). Significance
tests and goodness of fit in the analysis of co-
variance structures. Psychological Bulletin 88:
588-606.

Brady M. K., Cronin J.J.(2001).

thoughts on conceptualizing perceived service

Some new

quality : A hierarchical approach. Journal of
Marketing 65(3): 34-49.

W wd WA G w3 AT 183

r

Butz, H.E., & Goodstein, L.D.(1996). “Measuring

Customer Value: Gaining the Strategic
Advantage,” Organizational Dynamics 24(3):
63-78.

Cho SH-Lee JW(2011). The Effects of Coffee
House Image on Perceived Value, Customer
Satisfaction, Trust and Revisit Intention.
Journal of Foodservice Management 14(4):
297-320.

Cho WS(2012). The Study about Scale to Measure
the Selection Attributes of Coffee Shop. Korea
Journal of Tourism and Hospitality Research
26(4): 155-166.

Cho WS-Kim PY(2013). The Effect of Selection
Attributes on Perceived Value and Behavioral
Intention. Jowrnal of Tourism & Leisure
Research 25(4): 189-206.

Choi WS-Lee SB(2012). The Effect of Servicescape
of an Eco-friendly Restaurant on Customer
Perceived Value, Attitude and Behavior Intention.
Korean Journal of Culinary Research 18(5):
43-62.

Cronin, J.J., Brady, M.K., Brady, R.R., Hightower,
R. Jr., and Ahemwell, D. J.(1997). A Cross-
sectional test of the effect and conceptualiza-
tion of service value. The Journal of Service
Marketing. 11(6):375-391.

Holbrook, M. B.(1994). The nature of customer
value: an axiology of services in the con-
sumption experience, in service Quality: New
Directions Theory and Practice, Roland T.
Rust & Richard L. Oliver,(Eds.), Thousand
Oaks, CA: Sage Publications: 21-71.

IN SH-Suh KY(2013). Mediating Effects of Trust
on the Relationship between the Perceived
Value of

Customer and Revisit Intention in the Coffee-Shop

Restaurant. Korea Journal of Tourism and



184 gharze]sks]A] A 209 A 33(2014)

Hospitality Research 27(2): 381-396.

Jang JH-Kim MK-Hwang JY-Lee KA(2011).
Effects of Service Provider's Characteristics,
Price and Physical Environment on Customer
Satisfaction and Repurchase Intention in the
Hotel. Korean Journal of Tourism Research
26(2): 329-350.

Jung HS-Yoon HH(2009).The Effects of the

Family Restaurant Service

Quality upon
Customer Satisfaction and Revisit Intention
Using DINESERV Scale. Journal of Foodservice
Management 12(3):103-124.

Jung JY(2013). The Effect of Coffee Shop
Selection Attributes on Revisit Intention :
Focused on Mediating Effect of Brand Trust.
The Journal of Digital Policy & Management
11(11):289-304.

Kim CG(2011).The Execution of Customer Value
Creation Management for Gaining of Competitive
Advantage. Journal of Korean Regional Devel-
opment 10(2): 1-25.

Kim DIJ - Chung YH(2013). Effects of Coffee
Shop Selection Attributes on Customer
Satisfaction and Royalty. Journal of hotel ad-
ministration, 22(1):131-149.

Kim HB-Lee JW-Ro YJ(2007). Impact of choice
attributes on customer loyalty in the cof-
fee-restaurant. Journal of Foodservice Manage-
ment 10(4): 237-252.

Kim KJ-Park GY-Park GY(2012).The Effects of
Importance and Performance of Coffee Shop
Selection Attribution on Customer Satisfaction.
Journal of Foodservice Management 15(4):
277-295.

Kim RK(2012). A Study on Customer’s Selection
of and Loyalty to Coffee Shops : Comparison

between Franchised and Individual Shops.

Northeast Asia Tourism Research 8(3): 191-

214.

Kim YG(2012). Effects of Dimensions of Price on
the Consumers’ Eating out Value and Satisfaction:
Focused on Family Restaurants. Journal of
Foodservice Management 15(5): 55-71.

Ko BS-Kim HC(2012). of Food
Related-Lifestyle and Selection Attributes of

Relation

Coffee Shop Consumers: Focused on aged
20~39 Female. Journal of Hospitality and
Tourism Studies 14(2): 84-99.

Lee HJ-Suh JY(2012). A Comparison of Local and
Global Coffee Shop Brands and the Effect of
their Physical Environment on Customer

Satisfaction and Revisit Intention. Journal of

Hospitality and Tourism  Studies 21(2):
131-147.

Lee SG-Kim JH(2012).The relationship between
cultural value and eating-out value: An ex-
ploratory study. Korean Journal of Tourism
Research 27(3): 225-242.

Lee SH(2012). The Effects of Choice Attribute of
Franchise Coffee Shop on Customer Satisfaction,
Loyalty and Reusing Intention. Journal of
Tourism & Leisure Research 24(7): 219-236.

Lee SG-Yoon YS(2007). Effect of Perceived
Customer Value on Satisfaction &Service
Loyalty in Casual Dining Restaurants. Journal
of Tourism Science 31(5): 51-73.

Lewis RC(1981). Restaurant advertising : appeals
and consumers’ intention. J Advertising Res,
21(5): 69-74.

Min KH(2001). A Study on Consumers’ Choic
Behavior of Itlian Restaurant Menu in Hotels.
Journal of Foodservice Management, 4(1):65-
814.

Morgan, S,M.(1993). Benefit Dimensions of

Midscale Restaurant Chains. Cornell Hotel and

Restaurant Administration Quartely, 33(2):



ARNARA o] TATR S ARl e HA = e

40-45.

Oh MJ(2012). An Examination of the Role of
Hotel Choice Attribute between Personal Value
and Satisfaction: Focusing on Moderating and
Mediating Effect. Korea Journal of Tourism
and Hospitality Research 26(1): 403-419.

Oliver, R.L(1980). A cognitive model of the ante-
cedents and consequences of satisfaction
decisions. Journal of Marketing Research 17
(November), 460-4609.

Oliver, R.L(1993). Cognitive, affective, and attrib-
ute bases of the satisfaction response. Journal
of Consumer Research 20:418-430.

Park KY(2011). Consumer needs and satisfaction
of specialty coffee shop and their purchase
behavior. Sungkyunkwan University Master’s
thesis Seoul.

Petrick JF(2002). Development of a multi-dimen-
sional scale for measuring the perceived value
of a service. Journal of Leisure Research 34:
119-134.

Schroder, J.J.(1985). Restaurant Critics Respond:
We’re Doing Our Job. Cornell Hotel and
Restaurant Administration Quartely. 25:57-63.

Sohn IN(2011). The Effect of Service Quality and
Relationship Quality on Revisit Intention.

Korea Journal of Tourism and Hospitality

o AT 185

r

Research 25(3): 273-283.

Son BM(2011). The Effect of Destination Choice
Attributes on Perceived Value and Loyalty of
Tourists.
Hospitality Research 26(1): 201-228.

Son YJ(2010). The Effect of Consumer Choice
Attributes on Customer Satisfaction, Revisit

and Word-of-Mouth Intention in a Coffee

Korea Journal of Tourism and

Shop. Korean Journal of Culinary Research
16(4): 76-93.

Suk MR-Park JY(2012). Influence of Takeout
Coffee Shops' Attributes on the Customer
Satisfaction and Loyalty. Korean Journal of
Tourism Research 26(6): 175-189.

Zeithaml, V.A.(1988). “Consumer Perceptions of
Price, Quality, and Value: A Means-End
Model and Synthesis of Evidence,”Journal of
Marketing 52(October),2-22.

Webster, F.E.(1992). The Changing Role Marketing
in the Corporation. Journal of Marketing 56:
1-17.

1=}
2014 04¥ 309 13} =554
2014 05€¥ 154 23} =557
2014 059 30Y 32 =&
20143 06% 102 =EAAEH





