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The Impact of Low Price Coffee Shop Service Quality,
Brand Image on Revisit Intention

Sun-Ho Lee'
Dept. of Culinary Science, Honam Universityﬂ

Abstract

This study examined the factors that affect the relationship between low price coffee shops service quality
and brand image, and rrevisit intention. A total of 225 questionnaires were distributed to consumers, of which
210 were deemed suitable for analysis after the removal of 15 unusable responses. In order to perform statis-
tical analyses required in the study, the SPSS 18.0 Statistical Program was used for frequency analysis, factor
analysis, and reliability analysis, correlations, and regression analysis. The results of exploratory factor analysis
showed that four factors regarding service quality were extracted from all measurements with a KMO of 0.864
and a total cumulative variance of 73.235%, With regard to brand image, one factor was extracted with a total
cumulative variance of 66.497% and a KMO score of 0.885. One factor for revisit intention was extracted that
accounted for a total cumulative variance of 60.192% and a KMO score of 0.845. 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 among service quality, brand image and revisit intention was partially
adopted.
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<Fig. 1> Research model.
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{Table 1> Demographic characteristics of the subject (N=210)
Division Frequency Ratio Division Frequency  Ratio
Male 97 46.2 Marital Married 103 49.0
Gender
Female 113 53.8 status Not married 107 51.0
<100 63 30.0 High school 6 2.9
Average 100~200 63 30.0 Education College 72 343
income 200~300 51 243 level University 82 39.0
300< 33 15.7 Graduate school 50 23.8
<20 4 1.9 Profession 54 25.7
20~29 91 43.3 Service 64 30.5
Age Job
30~39 113 53.8 Official 49 233
40< 2 1.0 Other 43 20.5
Total 210 100 Total 210 100
{Table 2> Service quality type factors and reliability analysis
. . Factor Eigen Variance Cronbach's
Factors Classification .
loading  value (%) a
Employees have a lot of practical experience. .841
Employees have great knowledge of the menu. 812
Interaction 3.347 22.493 736
The processing capabilities of employees are excellent. .805
Employees are friendly and sincere service. 750
Location is convenient. .866
; Traffic and parking facilities are convenient. .822
Physical 2474 20485 625
environment  [nside the lavatory is clean. 772
Signage is good. 703
The building exterior is visually appealing. .855
T
pe The interior space is unique. 799 1.795 18.250 677
castle
The interior decoration matches the image. 716
The dessert menu is various. 11
D
essert 1246 12007 756
meny The menu is unique and distinguishable. .701
KMO  Kaiser-Meyer-Olkin 0.864
Bartlett chi-square 815.647
Significant 0.000
Total cumulative variance(%) 73.235
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{Table 3> Brand image type factors and reliability analysis

. . Factor Eigen Variance Cronbach's
Factors Classification .
loading value (%) a
I am familiar with this coffee shop. .846
Brand I has been experienced the coffee shop very often. 775
. 3.452 66.497 .847
Image The coffee shop matches my image. 771
The coffee shop has a good reputation. 752
KMO  Kaiser-Meyer-Olkin 0.885
Bartlett chi-square 549.674
Significant 0.000
Total cumulative variance(%) 66.497
3) M2 201 2 AZ|=24A 7+ g9l 7+ AT A=s Ee] Hst
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{Table 4> Revisit type factors and reliability analysis
. . Factor Eigen Variance Cronbach's
Factors Classification .
loading value (%) a

I will continue to visit the coffee shop. 822
Revisit I will deliver the benefits of coffee shops to others. 795
. . 2.562 60.192 .849
intention [ would recommend this shop to others. 793

I will continue to visit low price coffee shops. 7191

KMO Kaiser-Meyer-Olkin ~ 0.845
Bartlett chi-square 386.104
Significant 0.000
Total cumulative variance(%)  60.192
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{Table 5> Correlation analysis
Factors Interaction P}.lysmal Type Dessert Brand . Rev1§1t
environment castle menu image intention
Interaction 1
Physical environment .143%* 1
Type castle .075 284%** 1
Dessert menu .042 171* .539%* 1
Brand image 191%* 937** .288%* 210%* 1
Revisit intention 196%* 910** 252%%* 193%* .934** 1
* p<0.05, ** p<0.01.
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{Table 6> Influence of service quality on brand image

Dependent variable Independent variable B Standardized coefficient t-value Sig
Interaction 238 .060 3.860%** .000
Physical environment 275 .063 4.593%** .000
Brand image
Type castle .064 .073 0.685 377
Low price menu 246 071 3.290** .001
R*=213, Adjusted R’=.269, F=19.384, p=0.000
**k p<0.001, ** p<0.01.

{Table 7> Influence of brand image on revisit intention
Dependent variable Independent variable B Standardized coefficient t-value Sig
Revisit intention Brand image 210 .062 2.861%* .004

R'=220, Adjusted R°=211, F=16.275, p=0.000

% p<0.01.
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