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The Effect of Chinese Customer Coffee Benefit Sought
on Korean Coffee Shop Satisfaction, Attachment, and Loyalty
Based on Mediating Effect of Korean Wave Attitude -

Hyung-Ju Lee" - Ji-Youn Suh™'

Dept. of Business Administration, Gyonggi Universityu
Dept. of Food Service Industry, Baekseok Arts Universityz) ‘

Abstract

The purpose of this study is to understand the influence of Chinese customer coffee sought benefits on
satisfaction with, and attachment and loyalty to Korean coffee shops. Based on a total of 200 samples obtained
for empirical research from 10 Mar. to 25 July, 2015, of self-administrated questionaries completed by patrons
in Beijing, Shanghai, Haerbin in China, data were analyzed forfrequency, exploratory factor analysis, reliability
analysis, correlation analysis, multiple regression and hierarchical multiple regression analysis. The results of
this study are summarized as follows. First, it was found that Chinese customer sought pursuits (functional
& experimental benefits, symbolic benefit) had an effect on satisfaction of Korea coffee shop. Second, satisfac-
tion influenced Korean coffee shop attachment and loyalty. Third, Korean wave attitude had a mediating effect
between satisfaction, attachment and loyalty. From the results, we can conclude following implications: First,
by providing atmosphere of South Korea, menu, barista service, we can predict that Korean coffee brands can
prevail in competition through active promotions of their brands. Second, Korean coffee brands can make a
strategy that includes providing full service from trained South Korean baristas and hosting talk shows between
baristas from South Korea. Third, providing the opportunity to visit South Korea for local cafe tours is a good
social event. These results will help control marketing strategies in China. Limitations and future research
directions are also discussed.

Key words: benefit sought, satisfaction, Korean wave attitude, attachment, loyalty
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{Table 1> Demographic characteristics N=200

Characteristic N %

Male 83 41.5

Gender
Female 117 58.5
Single 146 73.0
Marriage

Married 54 27.0

20 yrs> 27 13.5

20~24 92 46.0

Age 25~29 46 23.0

30~34 11 5.5

35 yrs< 24 12.0

Student 117 58.5

Government official 26 13.0

Occupation Teacher 22 11.0

Office worker 17 8.5

Other 18 9.0

High school graduate 22 11.0

Technical college graduate 37 18.5

Academic career University graduate 98 49.0

Graduate degree 33 16.5

Other 10 5.0
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{Table 2> Exploratory factor analysis and Reliability of items

Factors Items

Factor Commu- Eigen Varien- Cron-

loading nality value ces(%) bach's a
Coffee tastes good to me. .887 793
Coffee :
duct Functional- coffee agrees with me. 828 720
product  experiential 2.687 38388 .850
sought benefit  Coffee can relieve my stress. 780 .694
benefit Coffee makes me happy. .667 .660
(75.063%)
. ()
KMO= I feel superiority when drinking coffee. 871 813
825 Symbolic et onfidence when drinking coffee. 858 829 2567 36.675 .872
(.000) benefit
Drinking coffee differentiates me from others. .854 744
Satisfaction I am satisfied with visiting Korean coffee shops. 938 .879
(82.070%) I am satisfied with Korean coffee shops. .894 800 2462 82.070 .890
KMO=716(.000) Korean coffee shops meet my expectations. .885 783
The Korean wave provides entertainment to Chinese. .875 766
The K titi f K
e (;:?n wave causes competitiveness of Korea 632
Korean wave pop cutture.
attitude The Korean wave will continue. 779 .607
64316%) 3216 64.316 .860
(64. ’ The Korean wave hasa positive influence on Chinas’
KMO=.846(.000) 778 .606
pop culture development.
The K is better than J. d Ame-
[ e Korean wave is better than Japanese an e g 605
rican culture.
Attachment I have enthusiasm for Korean coffee shops. 973 947
(94.721%) 1.894 94721 944
KMO-=.500(.000) I have an attachment to Korean coffee shops. 973 947
Loyalty I will recommend Korean coffee shops to others.  .943 .890
(88.977%) 1.780 88.977 .876
KMO=.500(.000) I will continue to use Korean coffee shops. 943 .890
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{Table 3> Correlation matrix

szl els]x] A 227 A 55(2016)

4. JdASZ]
B Ao 7HEASE 98 d=g AR Mul-
tiple regression), Z|%-%]# %4 (Hierarchical multi-

ple regression) < 2 A5}

1) Jid 19| &S

71 19 tigk 223} (Table 4>l YeRS
vio} 2t} &Sl digh AA A= (R squ-
are) 18.7%°|t}. 3|20l it BAA 2]
< A5dhe FEAT 3 22673019 #<93&
< 0.000°.% Yeht} 374 BAACE {9
dol e s B 7 Utk 4 SHAs] SAA
oS Adaty] 9t ks AbEssle
A%, 799 HeJ(B=260)°] 7|5
2 73382 He(B=235)°] vl&l = ATAEH
o] OS2 9IS v e AeE YE
ot olgfgt Ad= FHaH|AEe] BhE AR

2EY2E ot 719l gk 7l %

= 34

2= o]l
AT

Functional-experiential

Symbolic Korean wave

benefit benefit Attachment  Loyalty attitude
1. Functional-experiential benefit 1
2. Symbolic benefit 5317 1
3. Attachment 372" 384" 1
4. Loyalty 268" 255" 4997 1
5. Korean wave attitude 407" . 238" 6707 579" 1
* p<.05, ** p<0l.
{Table 4> Regression analysis of H1
Unstand.ardized Standardized Stan(%ardized rvalue pvalue
coefficient(B) error(S.E.) coefticient(Beta)
Constant 3.056 296 10.322 .000
F“nmola;‘:;‘:eriemal 217 070 235 3.095 002"
Symbolic benefit 222 065 260 3.428 000"
R’=.193, adj R*=.185, df 1=2, df 2=206, F=24.571, sig. F=000

#% p< 01, *#% p<001.
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7Hd 3o tigt #4127 (Table 5><] (B)
MODEL 1] VRt uhe} g, F&m o] gt
AAAEH (R square) 33.5%°|th 3]H2]l o}
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{Table 5> Multiple regression and hierarchical regression analysis of H2, H3, H4, H5 and H6

Dependent variable

Korean wave

Korean coffee shop attachment

Korean coffee shop loyalty

attitude
A B C
MODEL 1 MODEL 1 MODEL 2 MODEL 3 MODEL 1 MODEL 2 MODEL 3
Korean. coff.ee 499" 670" 507" 209" 5037
shop satisfaction
Korean wave ik ok ok .
. 579 326 .528 232
attitude

Rz(%) 249 335 449 .528 279 .503 .543

Adjusted )ia (%) 246 332 446 .524 275 .500 .539

F-value(Sig.) 65.755(.000) 99.835(.000) 161.135(.000) 110.328(.000)

76.596(.000) 200.310(.000) 117.159(.000)

ok

" p<.001.
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