The Korean Journal of Culinary Research
Vol. 21, No. 6, pp. 312~330(2015)

O HIEEZ2E9| Al
HXIO|

- A9 At 10 =E

84

2474
= N3

312

Identifying Differentiating Attributes of Local Coffee Shops
in Daegu
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Dept. of Agricultural Economics, Kyungpook National University'

Abstract

Domestic coffee franchise market in South Korea has been rapidly growing along with developing the global
coffee franchises as well as entering domestic franchise companies into the beverage market. Competitions in
the markets are getting more accelerated and local franchises and owner-operated coffee shops are losing their
market shares gradually as a result. Local franchises and owner-operated coffee shops in Daegu, however, are
notable in that they are maintaining the competitiveness in the markets. This is a unique phenomenon, which
deserves to be analyzed to identify the successful attributes as a case study. Important Performance Analysis
(IPA) method has been employed for analyzing and its gap(i.e., difference between importance and perfor-
mance) analysis shows that the price and quantity of coffee are the most important differentiating attributes

of local and owner-operated coffee franchises in Daegu.
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{Table 1> Non-alcoholic beverage market in South Korea, 2006~2013
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(Million KRW)

Number of non-alcoholic

Year beverage store (A) Revenue (B) Revenue per store (B/A)

2006 26,452 1,639,908 62

2007 25,890 1,724,224 67

2008 26,279 1,922,794 73

2009 27,768 2,118,772 76

2010 30,801 2,503,612 81

2011 36,249 2,909,585 80

2012 42,458 3,277,863 77

2013 48,121 3,644,329 76
Z}&: Korean Statistical Information Service(KOSIS).
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{Table 2> Ten most frequently read studies on coffee stores in the Korean Journal of Culinary Research

Respondents
Study
Purpose Method (Number of
area .
observation)
Kim KR & Frequency analysis, Seoul, .

: . L General public
Kim DJ Market segments factor analysis, reliability test, Busan, (351)
(2010) cluster analysis, one-way ANOVA Daegu
Son YJ Customers revisit and Factor analysis, correlation U General public

nknown

(2010) word-of-mouth intention coefficient, regression estimation oW (292)

Kim YJ
rtn ) Coffee consumer’s IPA, Unkn General public
et a own
perceptions fishbein attitude model (175)
(2011)
Structural relationships b/t
Ahn SH & e ra? relations l,p s : : University
functional-congruity, Correlation coefficient,
Chun BG " " d thei . Gimati Seoul students
self-congruity and their regression estimation
(012) gty & (299)
consequences
J MS & Infl f physical
eon . fHiience of pysica . Factor analysis, Seoul, General public
Park OJ environments on menu quality . . .
. . regression estimation Gyeonggi (376)

(2011) and service delivery

Yang JY . . .
¢ al Formation of customer’s Factor analysis, Unkn General public
et a own

(2013) repeated use correlation coefficient 457)

Kim GJ &
m Potential effects of Factor analysis, General public
Seoung TJ . . . . Unknown
service quality correlation coefficient 217)

(2011)

Kim JS &  Effects of consumer’s brand .
. s . . . . . General public
Choi SH individuality and satisfaction Correlation coefficient Seoul 307)

(2011) on brand trust
B GI Age 20~40

yun Influence of price discount Frequency analysis, & .

et al liev in brand coffee sh ANOVA Daegu General public

olicy in brand coffee shops
o3y PO P (400)
K BN & Mediati ffect of t

ang ¢ .1a mg_ etiect © .cus F) et Hierarchical regression General public

Moon SS satisfaction and attitudinal . Unknown

estimation (290)

(2014) loyalty
2012b) 2T ohekel A8 s Ha, ol
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{Table 3> Summary of attributes used in the previous research

Beverage Internal environment External environment Reference
. Kim JY & Ahn KM
Taste, price Pleasant space, atmosphere Brand
(2010)
. L Oh HK & Chung KY
Coffee Service, cleanness Brand, communication
(2013)
. . . Kim KIJ et al
Flavor, temperature Mood, light, service, kindness - m ca
(2012b)

Physical environment, service,

L Lee JW
Location, brand ce €S & Lee ]

study environment (2015)
. . . o . Park KM
Product, price, variety Environment Accessibility, promotion (2010)
. . . Atmosphere, convenience, Brand image, economic Kim KH
Quality, menu diversity . -
service feasibility (2014)

Environment, service,

. Suk MR & Park JY
Promotion, accessibility

convenience (2012)

Qualit Indoor environment, service, Brand Lee JH
uali ran

Y discount (2014)

Busi . ! t
usiness 1mage, corporate Kang BN & Moon SS

culture image, marketing 2014)

image

Flavor, freshness, Service, kindness, cleanness,

quantity, price interior, mood, discount

Interior, brand reputation,
Cho SY & Park EA
(2014)

brand image, brand
awareness, location,
parking, accessibility
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Quadrant IT

Concentrate Here

High importance-Low performance

Quadrant I

High importance-High performance
Keep Up the Good Work

Importance

Quadrant III

Low Priority

Low importance-Low performance

Quadrant [V

Low importance-High performance
Possible Overkill

Performance

<Fig. 1> Importance-performance grid.
Z}&: Chu & Choi(2000)
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2 A zAliatel =2 SAES SAT 7R A =x) Amus] 98 AAs)
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g &Adol it vhEEel el Apold] /Y
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Gap analysis
(Regression estimation)

(T-square statistics) 1

Test of difference among different samples )

(Kolmogorov-Smirnov statistics)

<Fig. 2> Structure of importance performance analysis.
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Beverage attributes
Internal environment attributes
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Flavor, price, quantity

Promptness, service, interior, cleanness, discount

Location, parking lots, brand image
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{Table 5> Descriptive statistics of importance-performance attributes
Whole sample La_rge LOC}?.] Personal
(N=320) franchises franchises stores
Attributes (N=138) (N=94) (N=88)
Mean Std. Mean Std. Mean Std. Mean Std.
Dev. Dev. Dev. Dev.
Flavor 4.11 0.76 4.12 0.78 4.21 0.67 3.99 0.81
Price 421 0.75 423 0.73 4.30 0.73 4.09 0.81
Quantity 3.87 0.79 3.88 0.78 397 0.77 3.75 0.81
Prompt 3.36 0.83 3.36 0.71 343 0.81 3.28 0.99
Service 3.74 0.75 3.73 0.78 3.76 0.70 3.73 0.77
Importance Environ 3.74 0.82 3.75 0.78 3.70 0.80 3.78 0.90
Clean 3.65 0.84 3.75 0.80 3.51 0.85 3.66 0.88
Discount 3.43 0.76 3.44 0.71 3.38 0.70 3.48 0.88
Location 4.07 0.82 4.12 0.79 4.04 0.88 4.01 0.81
Parking 2.66 1.05 2.75 1.03 2.49 1.04 2.69 1.05
Brand image 2.84 1.02 2.94 0.97 2.85 0.98 2.67 1.11
Flavor 3.70 0.73 3.58 0.74 3.79 0.70 3.80 0.71
Price 3.50 1.03 3.05 1.01 3.87 0.95 3.82 0.84
Quantity 3.60 0.81 3.36 0.76 3.78 0.83 3.80 0.76
Prompt 3.73 0.71 3.60 0.62 3.80 0.78 3.85 0.72
Service 3.80 0.76 3.67 0.74 3.78 0.75 4.02 0.77
Performance Environ 3.78 0.75 3.79 0.69 3.73 0.67 3.81 0.90
Clean 3.58 0.81 3.65 0.71 341 0.85 3.66 0.88
Discount 3.04 0.80 2.88 0.76 3.28 0.69 3.03 0.92
Location 3.84 0.81 3.68 0.75 3.87 0.85 4.06 0.79
Parking 2.74 0.77 2.62 0.79 2.86 0.67 2.78 0.82
Brand image 3.51 0.67 3.46 0.62 3.64 0.69 3.45 0.71
Gender(male=0, female=1) 0.57 0.50 0.54 0.50 0.61 0.49 0.59 0.49
Age 21.80 2.12 22.07 2.08 21.51 1.97 21.70 2.31
AEIgiek, eiE el Zbo) mgteka AEA AL S7h 7bg kAL, A9 A4 9] Lalate] =)
&80 W A3 Zdixfol = Ble) BAl= o] il AHEHE S HIAJol &elgh fA]ol gt
n|A] 5ol ofFE A ARHEA S =7F 7P =0th tiE 79 Zalxjo] =9
wredeta glek, Eme] glolE By AN T ARs HAE wahivt Beld Wy 8 24
Wrfo] = QlEElo] 5 R B0 ot I oA & VIR AT, T 2o A7t
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{Table 6> Test of difference in price and quantity among different samples

Americano price
KS test statistics (p-value)

Sample

Americano quantity
KS test statistics (p-value)

Whole sample
Large franchises
Local franchises

Personal stores

0309 (0.000)
0.464 (0.000)
0.181 (0.068)
0.205 (0.035)

0.150 (0.001)
0.275 (0.000)
0.096 (0.731)
0.023 (1.000)

Table 6> olvlg|7 e 7FA =} oF &4 7H2t
o) Faxe} VEEL BAHOR feld Aol &
7HA I SlEAlell tig EE KS % A A
oh A AT S o= KSHE &
gH AT} 1% FrelaolM 7HA e o S48
T8RS} IR FAH R o7 Afo
o Zzto] = PR AW R oY 79
dapo] zel| ek 7HA T} fol gk TR
E=7F 1% frelaegel ] SAH LR freljt Aol
7F vERdth S, A1 A A o] Zefajo] =9} )
Al ARHTA] A5 MR & S8 R F
&+9‘r HEETE FAA SR frefgh Aol 7t gl
= A5 AulstH, ol sid £/ IPA AHEH
oA Al TAFEE R AMAHEH O 9128 2 3}s}
o1 %] g},

IPA 24 23}, thg #A3) Zahsto] = w3
A<} 2y A Zaliato| st A9l 7317 #5 el
A s} $4e opijzlrhee] 7123 g9l e
ek olel @ Aolrt Talael 282 te 7
FA, oA Wl Zalajo|= HE AT oo o)
& Fe4o] thas] e WA AAUA, 5

A
2 H|S53 9] VIEXE 7R 2 o, AA

S
>,

N
N
m %0 ok

—_—

=

FEE WELo] lold 7] AR AHE
Fast glek wehd see] TAFS AHEsl]

op| 2} 7hiee] 7FAF} ofrE]7hee] el ek W
T8%E Ztzto] 7]9] Zallzte]= PR
Zpol7k Sl Ak

Al 71 AT Zazte] = Feo wh ol
Fhwo] 7HA 7 gl dig FaxE 7 =
o] gl Arke AR S 5% #o] =l
A 712VSHA] E-8H(p=0.12, p=0.07) WP, TS0
dairE AF7HS 71251 (p<0.00, p<0.00)
Zyzke] wiEe] sqto] FAA LR frefgh 2jo]
7F A5S ofnlshs digrMdol AlEEnh o)
IPA AREHA A tg A7) Zaizto]ze] -9, |
OAHEHO] S Me) £421 o] 2] 7hw9
7¥ATL ko] A A4 A5 Zahato] =} sj<l
AR AR Q] 735 Al AR A8 =&
A& BAH R RoFth F, ope|7hwo] <F
I 7 g Anase] g olu g ¥
glo] Zlzte] 25 o] &atitia st gtE A
Aol 7k VAl ARk, 1 ghE o] SlojAle o] &
g Zelato] =0 wat SAH o2 Folah T

=z
e

Fol BEEE AFstn dss EoTr
(Table 7).
3. C-OEE AR 2M 21}
o

<Table 8>—8— FQE WL A} BAo] AL

{Table 7> Test of importance performance gap in price and quantity

T-square test statistics(p-value)

Americano price

Americano quantity

Importance

Performance

50.55 (0.00)

433 (0.12) 5.71 (0.07)

19.17 (0.00)
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{Table 8> Descriptive statistics of Importance-Performance gap analysis
Variable Definition Mean Std.Dev.
Dependent Price gap Importance-performance gap of price —0.71 1.25
Variable Quantity gap Importance-performance gap of quantity -0.27 1.07
Stay Average stay time 61.92 41.55
Expense Average expense at coffee stores (1,000 KRW) 4.03 2.07
Experience
Royalty Number of coffee shops frequently visited 241 1.07
Side menu Side menu order(0=No, 1=Yes) 0.14 0.36
Gender 0=Male, 1=Female 0.57 0.50
Socioeconomic Average allowance except for housing expenses
status Allowance (1,000 KRW) 353.44 107.50
Age Age 21.81 2.12
Building Independent building (0=No, 1=Yes) 0.25 043
Store Dlocal Local franchise dummy (0=No, 1=Yes) 0.29 0.46
Dpersonal Personal store dummy (0=No, 1=Yes) 0.28 0.45
& FEAFL A Ueplith $5085s . A Fd0] FEHASS EoEnh
A3 & 2ol S oE-EE Aajola, 79 t53] 714 A= 22t <Table 8>, (Table
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{Table 9> Estimation results of importance and performance gap in price

Variables Coefficient Standard error P-value
Stay(x107) 0.083 1.856 0.964
Expense —0.028 0.387 0.473
Royalty 0.113* 0.065 0.081
Side menu —0.055 0.213 0.797
Gender —0.083 0.157 0.599
Allowance(x10~°) —0.438 0.662 0.509
Age 0.047 0.036 0.198
Building —0.225 0.164 0.173
Dlocal 0.750%%** 0.166 0.000
Dpersonal 0.999%** 0.169 0.000
Intercept —2.118%** 0.809 0.009

* p<0.1, ** p<0.05, *** p<0.01.

oA SHR A ol et S99 oIS B AV B P ther Fele] A

AR R QFdte], A A AT ZAelzsk ol Folt Aol Asislw gk AFHoR

AQ AnARA ] AT AN vlm £ AP LT Bolw YUY AT Tl
WEEE A FeL 9eE Rk 27} §5 opold 2 AE Seed SAE B

ol gl AL FE W @olc. o)t A9

V. @of Ul = & 7o G A A A Zae] = A

{Table 10> Estimation results of importance and performance gap in quantity

Variables Coefficient Standard error P-value
Stay(x107) 0.625 1.630 0.702
Expense 0.004 3.400 0913
Royalty —0.027 0.057 0.634
Side menu —0.147 0.187 0.432
Gender 0.009 0.138 0.949
Allowance(x10 ) 0.739 5.810 0.899
Age 0.071%* 0.032 0.025
Building —0.218 0.144 0.133
Dlocal 0.334%* 0.145 0.022
Dpersonal 0.613%** 0.148 0.000
Intercept —2.031%** 0.710 0.005

* p<0.1, ** p<0.05, *** p<0.01.
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