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ABSTRACT

The purpose of this study was to examine the structural relationships among
consumer’s values(individualism and collectivism), attitude, subjective norms, and
visit intention using reasoned action theorv(RAT). The data were collected from 12
5 customers who visited coflee shops in Seoul and Kyonggi and were analyzed usin
g Structural equation modeling with SPSS and AMQOS The result of the overall
model analysis appeared as Bllows: x°=11.347 df=2 p=0.003 GFI=0.966,
NFI1=0946, CFI=0.954, RMR=0.05

The findings are as llows: First collectivism had a positive influence on
attitudes and subjective norms. Second, Individualism had a significant positive
influence on attitude toward cofice shops, but not on subjective norms. Third, both

attitude and subjective norm had positive eflfects on visit intention.
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