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A Study on the Influence of Coffee Shop’s Service-Scape
on the Perceived Values, and Brand Attitude of Customers
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Abstract

This study aims to analyze the impact of servicescape on the perceived values and brand attitude of coffee
customers. In order to archive our research objects, current study employed SPSS 22.0 statistal program. The
summary is as follows. First, it was revealed that the servicescape of coffee shops has a positive influence
on perceived value. Second, the servicescape of coffee shop has a positive influence on brand attitude. And
perceived value of the customer has a positive impact on customer brand attitude. Based on the results, this
research has concluded some theoretical suggestions as follows. First, in case of brand coffee shop, it was
analyzed that the attractions of interior design color, floor and wall interior, and structure has influenced on
the differentiated values of customers. Also, the accessability shows that the brand coffee shops with parking
facilities along with the convenience provided by the off-site facilities make customers highly recognize the
brand values. In addition, the results found that the factor of service condition becomes a determining factor.
Thus, current study will contribute to consider the various elements of service scape when new business de-
velop as well as redesign the previous stores.
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<Fig. 1> Research model.
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1) MHIAAFH0I=
T ATl e AVHER S Mu]azAol 2
= 24 MHlx oA Az AlF Al

A2k 749 BAE
S Mgtk GOz Mu|zsdo| o] 74
821 Bitner MJ(1992), Wakefield KL & Blod-
gett JG(1996), Nam WJ(2007), Kim YJ(2014) &
o] dFE EUE FHAe A, direA,
A, AR, AR Sow BRele 26
N £Fe Fol AR Ap|azAo|zE
24 AERGe UAE 5 HES o] g
ale] 14 M3 oprkelA 54 Wl 2Tk
7ok

p

2) N&=l JIX

sk Aoz ol 4= glth(Zeithaml VA 1988).
2 AFoM e A4E 7S &R ekt
ol A o] QA H= Hejol ik dwkA]
¢l F7tE Aol & A5 Naylor G & Frank
KE(2001), Cho SH & Kang HS(2011)2] A+ A
I sl A7 VX E AlE] 4, 7HE, A
2] To= w9 tiy] 7|, AREEQl 7HA], vl
el 7Ex]e] B84, B& Y] AlF 7HA] Tl
HHE vl 23S HAE 51 AR SH5
o}

SA & Hunter G(2003), Zeithaml VA(1988), Chaud-
hury A & Holbrook MB(2001), Low GS & Lamb
JCW(2000) 59] A5 EZE Au|AasAo] X
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51.8%013aL, A2
~30,000910] 156™(43.9%) .2 7} Eekon,
2 T2 11,000~20,0009) 1247H(34.9%) %
yebgth AAEH HEREE 1500 2~33]
=7 89T (25.1%) 0.2 7 Bekal, I v
‘1500 18] H = 6678(18.6%) wolUT Hl=
ANHDEH L o] g3h= 7 2 B71(elE A
¥ wyre] Bbo] 141%(39.7%) -2 7 Bkar,
I U2 cFdde] Aul 899 (25.1 %), A
7 77TH(21.7%), WA B Il 487

(13.5%) 9] =22 Yepytt A3 o] &
Al SRR T2 7F 190 (53.5%) 0= 7 B
1, 1 TS <Al 1087(30.4%), ‘EAP 28
(7.9%) 9] o= Yepuith A9dE4 o] 84
He A e 39 A7 1047(29.3%) 2.2
71 Bekar, 1 vh3-& SNS 957(26.8%), 7+
5178(14.4%) 59 T2 = YT

2. ZZAT It

1) MHIZ2F01ZZ01 CHet Azl R

A 2N
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od

2 AA SgE] Al e E S 3
7kt flelA ol @Wae] thE d 1] WA
U 7448 Cronbach's Alpha A=l 2J&l £33

3, B gQ1RAE B HNEES] S4E
e ARSI B423) <Table 2>l A<}t

| 222 Ao A% 267 EHFE F

7l &=o] A=At o]wl, Cronbach's Alpha %k
0.715~0.8752 Z33EE9] A7}t &
© 2 e, KMO 32 1905, Bartlette] T
= 4,399.441, AAEHEEY 62.567%E &
o2 fofsHA AAE ] Qi S AT
Fo 2 et I FolM =& g
AL 74 H=gk 545 Yehlle ¥
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{Table 1> Use behavior characteristics of the subjects (n=355)
Variable Frequency(N) Percentage(%)
Male 171 48.2
Gender
Female 184 51.8
Below 10,000 11 3.1
Spend money in 11,000~20,000 124 349
coffee shop 21,000~30,000 156 439
(won) 31,000~40,000 38 107
Over 41,000 26 7.3
Rarely used 12 34
Once a month 39 11.0
About once every two weeks 55 15.5
About once a week 66 18.6
F:)efq‘:f:g; (;i;pse 2~3 times a week 89 25.1
3~5 times a week 63 17.7
6~7 times a week 21 5.9
8 or more times a week 9 2.5
The others 1 0.3
Internal facilities and interiors 48 13.5
Visit motive of Employees of service 89 25.1
brand coffee shop Taste of the menu 141 39.7
Accessibility 77 21.7
Family 7 2.0
Friend 190 53.5
Couple 108 304
Companion Colleague 13 3.7
Alone 28 7.9
Business partners 4 1.1
The others 5 1.4
Internet 41 11.5
TV or radio 17 4.8
Sign 51 14.4
Information Magazine 6 1.7
sources
Invite friends around 104 29.3
SNS 95 26.8
The others 41 11.5
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{Table 2> Results of factor analysis of servicescape

Variance Alpha if

Factor  Eigen Cronbach’s

Factors Classification loading  value explained item .
(%) deleted
The interior of flooring is attractive. .800 .828
The color of the walls and the floor goes well. .762 832
The overall decor is attractive. 735 .828
Aesthetics  The decor of the coffee shop is well. 719 8642 34569 .839 861
:;};io(;;i:r zf the decor goes with the coffee shop 651 843
The building exterior is attractive. .629 .855
Chair and table space is sufficient. .864 .832
The seating area is sufficient. .824 .842
cosrzi“(tm Seats are sufficiently secured. 777 2.198 8.792 .844 .875
It is convenient to sit in the seats themselves. .756 .846
The seats are comfortable. .565 874
This is clean, coffee mug, cup and syrup bottle. .764 174
The counter and sculptures is clean. 718 780
Cleanliness Employees of dress is clean. 713 1.964 7.856 .806 .834
Tables and the floor is clean. 700 811
The bathroom is clean. .598 .830
Indoor lighting is comfortable. 775 782
Indoor  The room temperature is appropriate. 749 793
. 1.526 6.103 .846
environment  The brightness of indoor lighting is appropriate. .748 817
Indoor air is pleasant. .657 .824
The seating area is convenient. .663 .626
It is conveniently located coffee shops. .659 .684
Accessibility It provides a convenient business hours. .635 1312 5048 .662 15
\”l::;el;s: of facilities (computers, internet) is con- 580 67
The parking facilities are well equipped. 551 .693
KMO=.905, Bartlett approx Chi-square=4,399.441, p=0.000, Total cumulative of %=62.567
2 FZ=5F %21, Cronbach's Alpha #to] 0.861Z  0.803 o]0, KMO #-2 .817, Bartlett®] -

Z23gEo] Ayt =2 Ao Yelga, 24 AR E 655.523, AA A E o] 70.946% =
8% P e FEEQ S0FAFe] SHIEES HIZUF =2 Ao E YERth
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{Table 3> Results of factor analysis of perceived value

. Variance  Alpha
. . Factor  Eigen . . Cronbach’s
Factors Classification . explained if item
loading  value
(%) deleted
I ffered d val d to the pri
wa.s offered a good value compared to the price ., 795
I paid.
P i i
erceived [ was offered a good coffee than 1 paid. 851 2838 70.946 818 861
value
Coffee shop has a high overall value. 825 .832
It is worthful than I spent. .803 .844

KMO=.817. Bartlett approx Chi-square= 655.523, p=0.000, Cumulative variance explained(%)=70.946

3) &&= EH==0fl CHSt
M 2t

Table 4> BA;= o] % =7 et
A= g A% AR 1] 8]l
2 FZF%l2m, Cronbach's Alpha #ke] 0.8883
o7 =23 AT} B HoF L}E}H—i
7_11. _QL?_] .?_/K-]—;I,J—_y_ gl ?‘%EE/] _9_0]24;(]]31:0]
0.811°]4°|R} 3, KMO - 868, Bartlette] 73
=] = 928.168, ﬂiﬂ%ﬁ* HE o] 68.847%% =

FYEES] HYErE & A2 YEyith

tzld Bl &

3. US| AS

1) HiZ~ 210| AFDIDI| =AM

[ Jumy w—

HaRAF DA, B Al X3 22l )

Ao 7le2 A9 W o] Ao A
< Ftslr] 8l elwAs Sl gE =%
Aol diel A #AS AN dde
Table 5>°l|A] Hi= vle} Zo) AH]| A7 0] 5
7h <191 AlnlAd, A9 <kt A, tivls
A, A2 59 1249 7], 2AlE HE 7He
FHBAE p<0.001 ol A BF 2]t H(+)

2) H5DIEO| AS

(1) NHIZAHOIZI} X124 JEKI0) OIX]
= @ak(H1)

A BCIEREE EIR PSS DELES

218 Hel MAE 9 e BT Avke

{Table 4> Results of factor analysis of brand attitude

Variance  Alpha

Factors Classification 12?1?1; S;?z: explained if item Cronbach’s
(%) deleted
I like the coffee shop brands. .862 .847
I think it is useful coffee shop brand. .844 .853
a]?ézl:;e I prefer the brand of coffee shops than any other brands. .828 3.442  68.847 .863 .883
I think the coffee shop has a valuable brand. 811 .863
I have a good feeling in the coffee shop brands. .802 .864

KMO=.868, Bartlett approx Chi-square=928.168, p=0.000, Cumulative variance explained(%)=68.847
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{Table 5> Correlation analysis among servicescape, perceived value and brand attitude
Meale;rtf;rrnent Aesthetics cosrflzrt Cleanliness en\fir;ijl(r)r:ent Accessibility Pe\r;iil\;ed a]tst::fe
Aesthetics 1
Seat comfort A408%* 1
Cleanliness 435%* A42%% 1
Indoor environment — .462%* A83HE ST73%* 1
Accessibility A489%** A24%* A37H* A10%* 1
Perceived value 363%* 275%* 327 11wk 321 1
Brand attitude A448%* 253 363%* .329%* 405+ 478%* 1
** All correlation are significant at : p<0.001.
(Table 6>ell4] B vhoh 2o} AvARHe] A e} Hepd A9 A8 BE we] A7 7}
ulszAlol el 2|2k AR B HEEA B A koly] el ANAED e )
K] A A (Adjusted R) S 17.6%2 ek 24, vleka we] Alge] o) ed, elmeol4le]
W, FEAS 3 16080011, FOlmE p<0.001 954, A ol@o] vy 5o AnAe ol
2 Ueht, o] g74e BAd0R fogt Ao = o Fes) the go] Washtn Asd
225 B, 2 SR fo8e B ok HAMT FTAE BdUrke Zo] 24
wab] A el frolmel] ola) AzE el S ol d wMeAl Besthn oAz,

GG vl Al ool T e Arld, 3

A

wEbA] Au|azA o] = 2| 2HE hR] ol B (+)9

24, A o= UeheaL, o5 gAIs kel

0.194% 7} 3A Jehd Aln|Ado] 2 zte 7}

oS 712 Folcheks 71 1 ¥ AEsgch

A
o] 71 dardo] 2 g=o|m, 1 TFe-o AAA (2) MHIAA3H0|ZDOH 2 EHE=OH OIXI
(5: 0.123), A2A(B: 0.117) 591 2% & 5 =2
{Table 6> Influence of servicescape on perceived value
Unstandardized coefficients Standardized coefficients
Dependent variable t-value p-value
B Standard error B
(a constant) 942 261 3.609 .000
Aesthetics 226 .069 .194 3.254 .001##*
Seat comfort .055 .060 .055 929 353
Cleanliness .148 .075 123 1.975 .049%*
Indoor environment .086 .072 .076 1.190 235
Accessibility 129 .065 117 1.985 .048*

R*=0.187, Adjusted R’=0.176, F=16.080, df=5, p-value=0.000

* p<0.05, *** p<0.001.
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{Table 7> Influence of servicescape on brand attitudes

Unstandardized coefficients

Standardized coefficients

Dependent variable t-value p-value
B Standard error B
(a constant) 1.052 231 4.553 .000
Aesthetics 301 .062 278 4.892 .000%***
Seat comfort —.030 .053 —.032 —.572 .568
Cleanliness 153 .066 137 2.302 .022*
Indoor environment .059 .064 .056 922 357
Accessibility 204 .058 .200 3.548 .000%***

R*=265, Adjusted R*=.255, F=25.208, df=5, p-value=0.000

* p<0.05, *** p<0.001.
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= gz nX e IS dolRs AR 3
?MA XA o Fol 3o 95%2] Azl A
F 352 25208, F 2% 00022 YERSaL 3]
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{Table 8> Influence of perceived value on brand attitude

Unstandardized coefficients

Standardized coefficients

Dependent variable t-value p-value
B Standard error B
(a constant) 2.037 .144 14.139 .000
Perceived value 445 .044 478 10.219 .000%**

R*=0.228, Adjusted R’=0.226, F=104.436, df=1, p-value=0.000

wx <0001
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