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This study examined the factors that affect the relationship between consumption value, bakery select pro-
perties and satisfaction. A total of 320 questionnaires were distributed to consumers, of which 300 were deem-
ed suitable for analysis after the removal of 20 unusable responses. In order to perform required statistical
analyses in the study, the SPSS 18.0 Statistical Program was used for frequency analysis, factor analysis, reli-
ability analysis, correlations, and regression analysis. The results of exploratory factor analysis showed that four
factors regarding consumption value were extracted from all measurements with a KMO of 0.841 and a total
cumulative variance of 72.937%, With regard to bakery select property, one factor was extracted with a total
cumulative variance of 64.917% and a KMO score of 0.756. One factor for satisfaction was extracted that
accounted for a total cumulative variance of 76.944% and a KMO score of 0.719. All factors were significant
to 0.000 and the correlation between variables was significant. Thus, based on the results, the main research
hypothesis that identifies the relationship between consumption value, bakery select property and satisfaction
was partially adopted.
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<Fig. 1> Research model.
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<Table 1> Demographic characteristics of the subject (N=300)

Division Frequency  Ratio Division Frequency Ratio
Male 141 47.0 Married 130 433
Gender Marital status
Female 159 53.0 Not married 170 56.7
<100 61 20.3 High school 68 22.6
Average 100~200 56 18.7 _ College 140 46.7
. Education level
mncome 200~300 74 24.7 University 86 28.7
300< 109 36.3 Graduate school 6 29
<20 6 2.0 Franchise 184 61.3
Age 20~39 142 473 Usage patterns Window 50 16.7
40< 152 50.7 Etc 66 22.0
Total 300 100 Total 300 100

A e 2 YA KMO ZEe 0.841 2 Uhe}
wom, & Babdng e 72,9372 YERT) Bar-
tlette] 7349 A% BAX = 1,598.574(p= 0.000)
oz s Ho] QAR 2 gsitta &

4% % 9ok
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TE 07 o4 AF=ZE Yehidth KMO

Mol rlo

{Table 2> Consumption value factors and reliability analysis

. . Factor Eigen Variance  Cronbach's
Factors Classification .
loading value (%) a
My goal is to live a fun and happy life. .892
My life is to unleash the power. .863
Inner  The value of my life is living an interesting and exci-
L .830 3.630 39.805 .899
value ting life.
I would like to proud of myself. 823
My life is to succeed in what I want. .820
My life is to have an intimate relationship with others. 900
tward My life will be protected from misfortune. .895
Qutwar 2034 33131 884
value My life is respected and recognized by others. .858
My life is accepted by society as necessary. 790

KMO  Kaiser-Meyer-Olkin .841

Bartlett chi-square 1598.574
Significant 0.000
Total cumulative variance(%)  72.937
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{Table 3> Bakery select property factors and reliability analysis

. . Factor Eigen Variance  Cronbach's
Factors Classification .
loading value (%) a
There is a wide variety of products. .861
The bakery uses high-quality ingredients. .836
Quality 3.585 22.468 .804
Bakery products have good freshness and flavor. .801
There is a range of prices. .695
There is convenient parking. .829
The surroundings are clean. .828
Accessibility The bakerys’ location is convenient. 815 24717 22.056 841
It is used when traffic convenient. I use at my conve- 689
nience. A
Employees are friendly. .826
The employees are well aware of product information. .805
Service
Gift cards can be used to earn. .801 1.722 20.393 781
Rapid processing of complaints. .676
KMO  Kaiser-Meyer-Olkin 0.756
Bartlett chi-square 1,419.730
significant 0.000
Total cumulative variance(%) 64.917
< 075602 UEpgon, F g ) OEEE 01 & M 2N
64.867% LEISITE W= ko] o] 09145 A o] gk 291 3 AR =EAe] dyte
g3k Bartlett®] 7878 A% A7} 1,419.730  <Table 4>} 2t} 3712] W57} shte] galoz
(p=0.000)=A] “gHgPHo] ol str]o A T2 a9 HAFE

sria AN = 9

(Table 4> Satisfaction factor and reliability analysis

. . Factor Eigen Variance Cronbach's
Factors Classification .
loading value (%) a
I am satisfied with the facilities. 873
Satisfaction I am happy with the price of the products. .852 2.278 76.944 821
I am satisfied with the service staff. .829

KMO Kaiser-Meyer-Olkin  0.719

Bartlett chi-square 368.303
Significant 0.000

Total cumulative variance(%) 76.944
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<Table 5> Correlation analysis
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Factors Inner value Outward value Quality Accessibility Service Satisfaction

Inner value 1

Outward value 237%* 1

Quality .189%** 330

Accessibility 209%** 367** .330%* 1
Service 246%* A13%* 315%* A30%* 1

Satisfaction 338%* 352%* 281%* 301%* .309%* 1

** p<0.01.

k] go] 091415 % ot= Bart-
lett®] T34 % B 42 368.303(p=0.000)2-
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o
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<Table 6> Influence of consumption value effect on quality

Dependent variable Independent variable B Standardized coefficient t-value Sig
Inner value 257 .038 6.791%%* .000

Quality
Outward Value 329 .038 8.690%** .000

R=229, Adjusted R*=236, F=98.082, p=0.000

#xx 5<0.001.
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<Table 7> Influence of consumption value effect on accessibility

Dependent variable Independent variable B Standardized coefficient t-value Sig
Inner value —.021 .026 —.808 419
Accessibility
Outward value 811 .026 31.392%%** .000
R=615, Adjusted R’=.644, F=567.425, p=0.000
**% p<0.001.

A FrelstAl vebem, WA7k=
UER AL S8l Al e e )l

[e]
el s

(3) 2HIZEXIZH MHIZ0I DIXlE K&

2H]7EX 7} wlo]A ] AE&Ad ZF AH| 2ol 1|
2 ekl tigh t3| AR S A A=
<Table 8>l A|AI=]o] Slch. 2] 3]F 22 A
2.2 R’=634(adjusted R2:.623)°]_TL, F7:e 862.377
oln, 3|94 p=0.0002. 8 EAZ o8 §o|3k
Aoz A5 ;q:,q/qutﬂo] Adtsitt= Ao
2 Uehgth S9W S 871 p<0.0019]
Al frelstAl velgtod, 871 = Anl 2] <
g nHte AL FoFEes JeEhA Rl
FiE A= ok

2) HioIzH2l MEliLA0| BEEE0 OIXl=

gt
MAEN S SYPHFR DS FHUFE
o] tha3]AEA & AAISE A2 <Table 9>l
A= o] ek A Ao HAEEE R=126
(adjusted R*=.122)°] 3L, FFES 29.4580]™ 3]7]4]
£ p=0.0002.2 EAZC R Fo|3t oz HA
F Sk Aelgrdo] e n|x|= ekl wet

7P F FAL p<0.00194 FrolabAl Ve
o A2 el G 93 vidne
M E felgEs deiA e w9
ok

V. 22 9 A

<Table 8> Influence of consumption value effect on quality

Dependent variable Independent variable B Standardized coefficient t-value Sig
Inner value .858 .022 38.384*** .000
Service
Outward value —.003 .022 —.146 .884
R’=.634, Adjusted R*=.623, F=862.377, p=0.000
*% p<0.001.
{Table 9> Influence of select property effect on satisfaction
Dependent variable  Independent variable B Standardized coefficient t-value Sig
Quality 322 .041 7.782%** .000
Satisfaction Accessibility .060 .041 1.467 .143
Service 015 .041 369 712

R*=.126, Adjusted R’=.122, F=29.458, p=0.000

w5k 0,001,
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