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between Bakery Cafes Servicescape and Revisit Intention
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Abstract

This study aims to analyze the influence of bakery cafes servicescape on customer satisfaction and revisit
intention, and to verify the mediating effect of customer satisfaction on the relationship between servicescape
and revisit intention. This study targeted 10 bakery cafes located in Seoul, and after asking the persons con-
cemned of the bakery cafes to check understanding, a survey with customers aged 20 or over was conducted
over 10 days from March 15th to 24th 2015. A total of 250 self-administered questionnaires were distributed,
and 244 questionnaires(97.6%) were used for study analysis after the exclusion of 6 incomplete and unreliable
responses. To investigate the demographic characteristics of the respondents, a frequency analysis was carried
out; for verification of the reliability and validity of the measuring tools, a reliability analysis and exploratory
factor analysis were carried out; and for verification of the research hypotheses, simple and multiple regression
analyses as well as a mediation analysis were carried out. All the data required for this study were analyzed
using the SPSS 18.0 statistic program. The study findings showed that servicescape influenced customer satis-
faction and revisit intention, and that Customer satisfaction had a mediating effect. Based on these findings,
future marketing strategies and differentiated servicescape application methods for bakery cafes were suggested.
Moreover, the limitations of the study and orientation for further research were discussed.
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{Table 1> Demographic characteristics of the respondents

Variable Group N % Variable Group N %
Male 68 27.9 High school 100 41.0
Gender
Female 176 72.1 College(S) graduate 44 18.0
Education
20~29 102 41.8 University(S) graduate 82 33.6
30~39 47 19.3 Graduate(S) 18 7.4
Age
40~49 76 31.1 Self-employed 14 5.7
> 50 19 7.8 Employee 44 18.0
< 100 44 18.0 Public official 5 2.0
100~199 37 15.2 Occupation Student 81 332
Monthly .
. 200~299 38 15.6 Housewife 75 30.7
income
(ten 300~399 18 7.4 Professional/freelancer 13 53
thousand 400~499 4 57 Others 2 49
won)
> 500 9 3.7 <1 44 18.0
Income less 84 344 1~2 82 33.6
F
< 5,000 16 6.6 requency 3~4 73 299
Average of visits
expenses 5,000~10,000 122 50.0 5~6 20 8.2
per 10,000~15,000 94 38.5 > 6 25 10.2
(won)

> 15,000 12 49

Total= 244 100
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{Table 2> Result of factor analysis and reliability analysis on servicescape
; 0
Factor Topic 1}222(:1; Ii;gl"z: Va/r(;a(r)lie
The working condition of employees is hygienic. .821
Employees are dressed cleanly. 178
Cleanliness Furniture and fixtures are clean. 725 3.167 18.632 .849
Interior decorations are clean. .646
The toilet is clean. 592
Interior decorations are attractive. .852
The wall and the floor are in harmony. .806
Aesthetics 3.037 17.867 .870
The colors of interior decorations make the cafe atmosphere good.  .785
Overall, interior decorations have attractive characteristics. 742
There is enough space between the seat and the table. .848
There is enough space between the seats. .844
Comfort 2753 16.193 .843
It is easy to take a seat, or stand up from the seat and go out. 773
The seat is comfortable. .603
Information boards in the cafe indicate the indoor direction well. 757
The space between the tables makes it easy to move. .699
Convenience 2457 14455 740
Convenient to use the wireless internet, the toilet and the counter. 551
The facilities are arranged to approach easily. .536

KMO=0.870, 7’=2171.551, df=136, p=0.000
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{Table 3> Result of factor analysis and reliability analysis on customer satisfaction

Factor ~ Eigen % of

Factor Topic . .
loading  value  variance

Satisfied with the interior and the environment of the bakery cafe.  .889

Customer Satisfied with the atmosphere of the bakery cafe. .884
. . 3.008  75.193 876

satisfaction - Qatigfied with the quality of the products sold in the bakery cafe.  .865

Satisfied with the service quality of the bakery cafe. .830

KMO=0.825, 2°=550.161, df=6, p=0.000

{(Table 4> Result of factor analysis and reliability analysis on revisit intention

Factor  Eigen % of

Fact Topi
actor opie loading  value  variance
I will visit this bakery cafe with other people. .900
Revisit e .
. . I will visit this bakery cafe again. .890 2321 77363 .839
intention

I will visit this bakery cafe, though there are many bakery cafes. .848

KMO=0.720, ’=328.088, df=3, p=0.000
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{Table 5> Result of multiple regression analysis on servicescape and customer satisfaction

Analysis Unstanda‘rdized Standar.djzed Collinearity statistics
coefficients coefficients tvalue p-value

Variable B Std. error Beta TOL VIF

(Constant) 1.025 248 4.138 .000
Cleanliness —.003 .084 —.002 —.032 975 .550 1.818
Aesthetics 345 .066 343 5.196 .000*** .696 1.436
Comfort 213 .063 227 3.376 .001** 673 1.485
Convenience .067 .084 .060 796 427 533 1.878

R =273, Adjusted R*=261, F(Sig.)=22.437(0.000), Durbin-Watson=1.813

* p<0.05, ** p<0.01, *** p<0.001.
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{Table 6> Result of regression analysis on customer satisfaction and revisit intention

Analysis Unstandardized Standardized
coefficients coefficients t-value p-value
Variable B Std. error Beta
(Constant) .885 115 7.703 .000
Customer satisfaction 748 .036 798 20.579 .000%**

R>=.636, Adjusted R*=.635, F(Sig.)=423.491(0.000), Durbin-Watson=1.992

* p<0.05, ** p<0.01, *** p<0.001.
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<Table 7> Result of multiple regression analysis on servicescape and revisit intention

Analysis Unstandardized Standardized Collinearity
coefficients coefficients t-value p-value statistics

Variable B Std. error Beta TOL  VIF
(Constant) 881 221 3.987 .000

Cleanliness .103 075 .098 1.385 167 550 1.818

Aesthetics 268 .059 285 4.533 .000*** 696 1.436

Comfort 225 056 255 3.992 .000%** 673 1.485

Convenience .103 075 .098 1.365 173 533 1.878

R?=342, Adjusted R?=331, F(Sig.)=31.078(0.000), Durbin-Watson=1.838

* p<0.05, ** p<0.01, *** p<0.001.
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<Table 8> Results of the mediating effect of customer satisfaction

Stage 3
Stage 1 Stage 2 g
Model (Independent = (Mediating = (Independent, mediating = dependent)
ode .
Cm‘i;iilétlng)l Cde];t?l?dent)?’ Mediating control(O)  Mediating control(x)
ondition (1) ondition (3) Condition (2) Condition (4)
Cleanliness —.002 .098 .100*
Aesthetics .343%* 285%** .050
Comfort 255%* 227H** .100*
Convenience .060 .098 .057
Customer 7ok 635 HH
satisfaction
R 273 636 342 .683
Adjusted R? 261 635 331 .676
F(Sig) 22.437(0.000) 423.491(0.000) 31.078(0.000) 102.542(0.000)

* p<0.05, ** p<0.01, *** p<0.001.
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