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Abstract

The purpose of this study is to analyze service factors, particularly physical environment factor, that influ-
ence consumer satisfaction, and to identify how coffee consumption behavior is affected in relation to an in-
crease in consumer satisfaction. For the study, factor and regression analyses were employed. As a result,
five factors were derived relating to physical environment, while four factors impacted on consumer satis-
faction. In addition, the three factors extracted from consumption behavior were influenced by consumer sa-
tisfaction. Additional discussion and implications for future study were provided.
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<Fig. 1> Research model.
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{Table 1> Demographic information (N=776)

Demographic information Frequency(%)
Gender
Male 401(51.7)
Female 375(48.3)

With whom do you usually visit a coffee shop?

Alone 32( 4.1)
Friend 512(66.0)
Couple 224(28.9)
Other 8( 1.0)

7} 224%(28.9%), “EAP 7} 32%(4.1%), L1B]aL
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W2 28-S A 85170 A 257 E(data scr-
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{Table 2> Factor analysis and reliability analysis of physical environment

Factors
Items Communality
1 2 3 4 5
Interior goods
Comfortable furniture 0.547 0.560
High speed Internet service 0.500 0.453
Clean tables and chairs 0.771 0.721
Acceptable space between tables 0.779 0.672
Readable menu 0.701 0.608
Clean restroom 0.822 0.737
Adequate restroom supplies 0.698 0.588
Appropriate environment for conversations 0.645 0.512
Sight & sound
Noise level 0.519 0.679
Background music 0.813 0.690
Light 0.811 0.770
Interior design 0.761 0.776
Overall color 0.792 0.681
Space
A clean order/pick-up/side counter 0.737 0.737
A side counter of suitable size 0.868 0.822
Various personal preferences 0.785 0.680
Temperature & smell
Indoor temperature 0.876 0.827
Aroma 0.726 0.766
Floor & exterior design

Flooring design 0.611 0.669
External appearance 0.816 0.737
Eigen value 6.62 3.08 1.77 1.15 1.07

Variance(%) 33.08 15.39 8.85 5.76 5.35

Cumulative variance(%) 33.08 48.47 57.32 63.08 68.43

Cronbach’s alpha 0.88 0.81 0.79 0.83 0.76

Number of items 8 5 3 2 2

KMO=.861

Bartlett's test of sphericity (p<.001)=8,298.280.
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{Table 3> Factor analysis and reliability analysis of consuming pattern

Factor Commu-
Coffee consuming pattern | 5 3 nality
Behavioral intention
I will visit more frequently if a coffee shop has a broader selection of beverages. 0.770 0.599
I will spend more money if a coffee shop has a broader selection of beverages. 0.847 0.772
1 will visit more frequently if a coffee shop has faster service. 0.800 0.654
I will spend more money if a coffee shop has faster service. 0.513 0.304
I will visit more frequently if a coffee shop has more reasonable prices. 0.680 0.507
Take-out
I usually place my orders for take-out. 0.841 0.741
1 usually enjoy a cup of coffee more when I take out than when I dine in. 0.848 0.809
Expense
My take-out expenditures at a coffee shop usually average less than 5,000 won. 0.870 0.804
My average spending on dine-in at a coffee shop is usually less than 5,000 won. 0.910 0.841
Eigen value 2.94 241 1.28
Varience(%) 2939  24.09 1277
Cumulative variance(%) 29.39 5348  66.25
Cronbach’s alpha 0.68 0.75 0.72
Number of items 5 2 2

KMO=.69%4 (>.60)

Bartlett's test of sphericity (p<.001)=2,890.172.
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{Table 4> Results of regression analysis among physical environment, consumer satisfaction, and consuming

pattern
Independent variables B t

Interior goods 0.28™ 8.88
Sight & sound 0.34" 10.54
Space 0.06 1.91
Temperature & smell 0.14” 441
Floor & exterior design —-0.09" -2.77
Dependent variable : Consumer satisfaction (adjusted R’=772; F=44.156; p<.001)

Consumer satisfaction 0.44™ 13.64
Dependent variable : Behavioral intention (adjusted R°=.880; F=186.040; p<0.001)

Consumer satisfaction -0.11" —2.93
Dependent variable : Take-out (adjusted R°=.610; F=8.599; p<.001)

Consumer satisfaction 0.117 2.96

Dependent variable :

Expense (adjusted R°=.611; F=8.730; p<.001)

Note: * p<0.05; ™ p<.001.
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