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Effects of Service Quality Characteristics of Dessert Cafes on
Consuming Behaviors according to Dietary Life Style
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Abstract

This study verified the effects of the quality characteristics of dessert cafes by business start-ups according
to dietary life styles of consumer. Data was collected over 15 days startingfrom April 15, 2016 from 218
customers who visited dessert cafes. In brief, the research results are as follows. First, in order to verify the
influence of service quality of dessert cafes according to dietary life styles, 3-kinds of variables, namely taste-
pursuing type, convenience-pursuing type, and health-pursuing type, were set up for the lower variables, and
2-kinds variables, specifically credibility and sympathy, were established for service quality as dependent variables.
The results of the regression analysis showed that, taste-pursuing type (3=.371, p<.001), convenience-pursuing

type (8=.401, p<.001), health-pursuing type (8

=474, p<.001), all 3-kinds of dietary life style, had a significant,

positive(+) corelation ton the credibility of service quality. in addition, regression analysis revealed that the
sympathy type of service credibility and, all 3 dietary lifestyle types, taste-pursuing type (8=.145, p<.001),
convenience-pursuing type (5=.208, p<.001), health-pursuing type (3=.236, p<.001), showed a significant,
positive (+) corelation. Second, as a result of verifying the effects of service quality on customer consuming
behaviors at dessert cafes, it was determined that there was a significant, positive (+) corelation with credibility
and sympathy in consuming behaviors such like credibility (8=.313, p<.001), sympathy (3=.228, p<.001).
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{Table 1> Demographic characteristics of those

surveyed (N=218)
Classification N %
Male 93 43.0
Gender
Female 125 57.0
20~29s 78 35.8
Age 30~39s 88 404
40 < 52 23.8
High school 18 83
College 84 385
Education
University 87 39.9
University < 29 133
< 1,500,000 won 116 53.2
1,500,001 ~ 91 417
2,000,000 won
Monthly 2,000,001 ~ 9 41
income 2,500,000 won ’
2,500,001~
DN 2 0.9
3,000,000 won
3,000,001 won < 0 0
Married 147 67.4
Marital
A Not married 71 325
status
Etc. 3 1.3
Total 218 100.0
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{Table 2> Type factors and reliability analysis
. . Factor Eigen Variance KMO Cronbach
Factors Classification .
loading value (%) Bartellet «
Friendly dining 137
Tast
aste Expensive food 721
type
Delicious food .847
4.707 38.827 .895
Convenient food 769
Bating ~ COMvenience . 4 food 644 KMO-952,
life type Bartellet=
style Meal with bread, milk, etc 686 1,733.671%%*
Healthy food choices 716
Health  Healthy, natural foods available 698
e 3.588 35450 795
type Consideration of ingredient contents .661
Nutritional considerations .599
Background music 734
Toilet cleanliness 732
Reliability 2.834 37375 924
Attractive space 766
Service Interior atmosphere 742 KMO=2875,
. - Bartellet=
quahty Passion 172 2,7345 15%%*
Best customer care 718
Of empathy 2127 22243 .899
Successful management of service failures .738
Affectionate attitude 733
. ) Satisfaction in facility 793 KMO-=862,
ogls;mp ton Satisfaction in price J71 0 3.137  73.718 Bartellet= 814
chavior o
Satisfaction in service 754 236.274

w0k p< 001
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{Table 3> Correlation matrix

Division Taste Convenience Health Reliability of Consumpti on
type type type empathy behavior
Taste type 1
Convenience type .633%* 1

Health type 369%* S576%* 1

Reliability 523%* .580%** 502%* 1

Of empathy .658%* .618%* A80%* 545%% 1

Consumption Behavior .656%* .606** .503%* 547 703%* 1

% p< 01,

{Table 4> Regression result of H1

Non-standardized

coefficients 3 ¢ p R Adj}‘;fted F p-value
B S.E
Eating Taste type 371 036 371 10.247  .000

life style .
Convenience type .401 .036 401 11.077  .000 .766 587  89.690  .000

X

Reliability Health type 474 .036 474 13.099  .000

Eating Taste type .145 .043 237 5429  .000
life styl
BOSY® T Convenience type 208 043 443 10130 000 636 405 42410  .000

X

Of empathy Health type 236 .043 315 7.207  .000
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Non-standardized

coefficients 8 ¢ p R Ad];fted p-value
B SE
Reliability 313 037 315 7.207 .000
47 .559 399.821 .000
Of empathy 228 037 229 5.240 .000
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