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Abstract

The purpose of this study was to investigate the consumer's current use and recognition for foodservice social enterprises type cafe.
During the research, problems regarding the developmental directions of foodservice social enterprises type cafe. A one-to-one survey
method was used for data collection, and 301questionnaires among the 309 distributed questionnaires to consumers were analyzed

(97.4% response rate). The main results of the study were as follows :

with reference to the awareness of the foodservice social

enterprise type cafe, a majority of respondents (81.1%) replied that they had knowledge related to the business of social enterprise.
Furthermore, regarding how customers came to know about the foodservice social enterprise type cafe results showed that 28.2% of
respondents knew about the cafe by acquaintances such as friend, co-worker, family, 23.2% by mass media, and 27.2% by others. Data
concerning a companion when visiting the cafe, revealed that more than half of the respondents (80.0%) had visited with friend and
co-worker. On problems with using the cafe, approximately 46.2% of the respondents replied that there was lack of public relation and
28.9% replied that it was an uncommon store. Since the findings suggested that the major problem is a lack of promotion, foodservice
social enterprises type cafe should prepare organized brochures and guide system to attract customers with various purposes and values.
Finally, the promotion for foodservice social enterprise type cafe requires a guidance map.
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Fig. 1. Recognizability of social enterprise type cafe
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Table 1, Recognizability of social enterprise by demographic characteristics
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n(%)

Experience to heard

Perception to work Product and Purchase experience

Characteristics
Yes No Yes No Yes No Total
~ High school 71(71.0)  29(29.0)  57(57.0)  43(43.0)  55(55.0)  45(45.0)  100(100)
Education College/ Undergraduate 132(84.1)  25(15.9) 114(72.6)  43(27.4) 104(66.2)  53(33.8)  157(100)
level  Graduate school 41(93.2) 3(6.8)  33(75.0)  11(25.0)  30(68.2)  14(31.8)  44(100)
x’-value 11.735" 8.049° 3.946
10-29 127(77.4)  37(22.6)  104(57.0)  60(43.0)  99(60.4)  65(39.6)  164(100)
Age  30-39 58(78.4)  16(22.6)  51(72.6)  23(274)  41(55.4)  33(44.6)  74(100)
(") Less than 40 59(93.7) 46.3)  49(75.0)  14(25.0)  49(77.8)  14(222)  63(100)
x’-value 8.253" 4358 8.197°
Less than 100 108(77.1)  32(22.9)  83(59.3)  57(40.7)  84(60.0)  56(40.0)  140(100)
Monthly More thanl00 - Less than 200 47(75.8)  15(24.2)  47(75.8)  15(242)  42(67.7)  20(32.3)  62(100)
income  More than 200 - Less than 300  41(89.1) 5(10.9)  37(80.4) 9(19.6)  29(63.0)  17(37.0)  46(100)
(10,000)  More than 300 48(90.6) 5(94)  37(69.8)  16(30.2)  34(642)  19(35.8)  53(100)
x’-value 7.586 9.927° 1.160
Total 244(81.1)  57(18.9) 204(67.8)  97(322) 189(62.8)  112(37.2)  301(100)

"p<0.05, “p<0.01
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Table 2, Awareness of foodservice social enterprise type cafe by demographic characteristics

Characteristics Yes No Total x*-value
Male 65(62.5) 39(37.5) 104(100.0) .
Gender 3.979
Female 145(73.6) 52(26.4) 197(100.0)
High school 57(57.0) 43(43.0) 100(100.0)
Education level College/Undergraduate 117(74.5) 40(25.5) 157(100.0) 12.440"
Graduate school 36(81.8) 8(18.2) 44(100.0)
10-29 100(61.0) 64(39.0) 164(100.0)
/g;gr‘; 30-39 51(68.9) 23331.1) 74(100.0) 23.073™
More than 40 59(93.7) 4(6.3) 63(100.0)
) Not married 128(64.0) 72(36.0) 200(100.0) -
Marital status 9.400
Married 82(81.2) 19(18.8) 101(100.0)
Less than 100 88(62.9) 52(37.1) 140(100.0)
Monthly income More than 100 - Less than 200 42(67.7) 20(32.3) 62(100.0) 161"
(10,000) More than 200 - Less than 300 32(69.6) 14(30.4) 46(100.0)
More than 300 48(90.6) 5(9.4) 53(100.0)
House wife 31(88.6) 4(11.4) 35(100.0)
Officer/service and seller 52(72.2) 20(27.8) 72(100.0)
Occupation  Business/Expert 49(70.0) 21(30.0) 70(100.0) 18.790"
Student 58(56.9) 44(43.1) 102(100.0)
Unemployed 20(90.9) 2(9.1) 22(100.0)
Total 210(69.8) 91(30.2) 301(100.0)

"p<0.05, “p<0.01, "p<0.001

Table 3, Chances on how customers got to know the foodservice social enterprise type cafe

Characteristics Fan;zzéhir(ljnd. Mass media Internet site el;zsetri;lz:e Others Total x’-value
Less than 100 33(41.7) 25(35.7) 13(72.2)  26(56.6)  43(52.4) 140(46.5)
l\i/:l(;r(itrl:lley More than 100 - Less than 200 20(23.5) 21(30.0) 1(5.6) 6(13.0)  14(17.1)  62(20.6) 21.398"
(10,000) More than 200 - Less than 300 17(20.0) 14(20.0) 1(5.6) 7(15.2) 7(8.5)  46(15.3)
More than 300 15(17.8) 10(14.3) 3(16.7) 7(15.2)  18(22.0)  53(17.6)
House wife 7(8.2) 9(12.9) 000.0)  5(10.9) 14(17.1)  35(11.6)
Officer/service and seller 24(28.2) 25(35.7)  4(222)  7(152)  12(146)  72(23.9)
Occupation Business/Expert 25(29.4) 17(24.3) 3(16.7) 11(23.9) 14(17.1)  70(23.3) 30.028"
Student 23(27.1) 15(21.4) 10(55.6) 17(37.0)  37(45.1) 102(33.9)
Unemployed 6(7.1) 4(5.7) 1(5.6) 6(13.0) 5(6.1) 22(7.1)
Total 85(100.0) 70(100.0)  18(100.0) 46(100.0) 82(100.0) 301(100.0)
"p<0.05
9 IEGT0%)0) A ATF01%e Fa) WA HATE  ABUL B Tu B3 5ol ALH A= sjof &
&0 3] vehton], Aglel 49 AGe00l U ez AsgH oldel elshe, g4 J19d
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T-A5ulel A 56.3%, AU A 26.2%, <EAAP
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Table 4, The main purpose of the visit for foodservice social enterprise type cafe

Characteristics P}erose to Appointment On impulse Soc1.al' va}ue Others Total x’-value
drink or eat place participation
’ High school 24(32.3) 43(29.3)  20(60.6) 8(20.0)  5(38.5) 100(33.2)
Education o oe/Undergraduate 28(35.3) 86(58.5)  11(33.3) 27675  5(38.5) 157(52.2) 24.341"
level
Graduate school 16(23.5) 18(12.2) 2(6.1) 5(12.5)  3(23.1) 44(14.6)
10-29 40(58.8) 77(52.4)  27(81.8) 14(35.0)  6(46.2) 164(54.5)
/(\ygrs 30-39 21(30.9) 32(21.7) 6(18.2) 9(22.5)  6(46.2) 74(24.6) 34.747°
More than 40 7(10.3) 38(25.9) 0(0.0) 17(42.5) 1(7.6)  63(20.9)
Marital stat Not married 49(72.1) 90(61.2)  30(90.9) 21(52.5) 10(76.9)  200(66.4) 15.745™
arital status .
Married 19(27.9) 57(38.8) 3(9.1) 19(47.5)  3(23.1) 101(33.6)
Less than 100 32(47.1) 69(46.9)  24(72.7) 10(25.0)  5(38.5)  140(46.5)
Monthly More than 100 - Less than 200 12(17.6) 28(19.0) 5(15.2) 11(27.5)  6(46.2) 62(20.6) 27 155"
income .
(10,000) More than 200 - Less than 300 13(19.1) 19(12.9) 4(12.1) 9(22.5) 1(7.6) 46(15.3)
More than 300 11(16.2) 31(21.1) 0(0.0) 10(25.0) 1(7.6) 53(17.6)
Housewife 2(2.9) 25(17.0) 0(0.0) 8(20.0) 0(0.0) 35(11.6)
Officer/service and seller 16(23.5) 30(20.4) 5(15.2) 18(45.0)  3(23.1) 72(23.9)
Occupation Business/Expert 16(23.5) 39(26.5) 3(9.1) 8(20.0)  4(30.8) 70(23.3) 52.743""
Student 27(39.7) 42(28.6)  23(69.7) 6(15.0)  4(30.8) 102(33.9)
Unemployed 7(10.3) 11(7.50 2(6.1) 0(0.0)  2(15.4) 22(7.3)
Total 63(100.0) 147(100.0) 33(100.0) 40(100.0) 13(100.0) 301(100.0)
**p<0.01, ***p<0.001
2016; 32(1):65-75 http://www.ekfcs.org
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Fig. 2. The inconvenience of using foodservice social enterprise type cafe
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Table 5, Customer loyalty of foodservice social enterprise type
cafe

Category Mean+SD
Customer perceived value 3.73+0.74"
Custormer satisfaction 3.90+0.65
Intention to recommend 3.90+0.75
Re-visit intention 4.05+0.71
Re-visit intention, if expensive 3.19+0.98

D1 point: strongly disagree, 5 points: strongly agree
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Table 6, Customer loyalty to foodservice social enterprise type cafe by demographic characteristics (n=301)
Characteristics Cl-lstomer CL}storn.ler Recommend .Re-Vi-sit If, -e?<pf3nsivej, Total
perceived value  satisfaction purpose intention Re-visit intention
Male 3.74x0.71" 3.94+0.67 3.75+0.76 3.98+0.75 3.22+0.95 3.73+0.62
Gender Female 3.73£0.76 3.88+0.64 3.98+0.74 4.09+0.69 3.18+0.99 3.77+0.60
t-value 0.161 0.819 -2.548" -1.278 0.366 -0.596
10-29 3.710.72 3.94+0.63 3.91+0.77" 4.09+0.75 3.24+0.95 3.78+0.59
Age 30-39 3.69+0.83 3.84+0.74 3.74+0.84° 3.96+0.73 3.09+1.07 3.66+0.70
(o) More than 40 3.84+0.70 3.8740.55 4.06+0.50° 4.08+0.58 3.1740.93 3.80+0.51
F-value 0.896 0.696 3.164° 0.844 0.607 1.162
Hosewife 3.69+0.63 3.71£0.57" 4.00£0.49" 3.97+0.66 2.89+0.93 3.65+0.51%
Officer/Service and seller 3.7240.65 3.82+0.61% 3.81+0.68" 3.97+0.65 3.15£0.90 3.69+0.51%
Occupation Business/Expert 3.76+0.81 3.97+0.61% 3.93+0.77° 4.10+0.71 3.30£1.04 3.81+0.64°
Student 3.81+0.74 4.03+0.68" 4.0120.80" 4.16+0.77 3.29+0.99 3.86+0.63"
Unemployed 3.36:0.90 3.64+0.66° 3.45+0.86" 3.8240.73 3.00+0.98 3.45+0.67°
F-value 1.739 3.256° 3.028° 1.564 1.604 2.804"
Total Mean 3.73+0.74 3.90+0.65 3.90+0.75 4.05+0.71 3.19£0.98 3.7620.60
i’b'c Duncan's post-verification.
p<0.05
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Table 7. Factor analysis of the popularization method for foodservice social enterprise type cafe

Factor loading

Factor name Items
1 2
Differenciation of menu and specialty 0.79
. Improvement of the service 0.73
Menu and service factor
Improvement of the restaurant atmosphere 0.72
Improvement of the products and service for reliability 0.70
Giving motivation to use cafe 0.76
. Promotion and marketing of cafe 0.75
Location and brand factor . . .
Securing easily accessible place 0.68
Franchizing of the social enterprise type cafe 0.68
Cronbach-a 0.75 0.71
Eigen-value 2.29 2.20
Dispersive explanation ratio (%) 28.61 27.48
Accumulation ratio (%) 28.61 56.09
KMO and Bartlett 0.787
A9 deEse]l FAE D FYEE AFE A HY 5 B oF ML £MAES TAo AF D A

(2013)°ll ofatd A= wlF Qb oA wlFe] 7
ol 4.137/54, A2 RS el odAE mi
w5-o] FA4° 5ol 445%/5%, YA flidAE A
o9 §o]4 gFo] 4.19%/58 ToE & JEEHG
H7b =7 vehd vk o

AR A Z1dold AFRlR TRIEE 5 ddx Sast
A @A S ARE 7o E EAHeE AXE =
7} o|EH AlzHolA Hloju JHEE Y] AR LellA
UAE THAHA A AHE HdH o=z A=s)of

Table 8, The popularization method of foodservice social
enterprise type cafe

lj:c;;r Items Mean=SD
Differentiation of menu and specialty 3.88+0.71"
Improvement of the service 4.02+0.68
Mseer;ii::d Improvement of the restaurant atmosphere 3.99+0.63
factor Imprc)\fem.e.nt of the products and service 4.1840.64
for reliability
Sub-mean 4.02+0.50
Giving motivation to use cafe 4.05+0.81
Location Promotion and marketing of cafe 3.93+0.80
and brand Securing easily accessible place 4.09+0.75
factor  Franchising of the social enterprise cafe  3.58+0.96
Sub-mean 3.9140.61
Total mean 3.96+0.47

Y1 point: strongly disagree, 5 points: strongly agree
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