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Effects of Coffee Shop Brand Attributes and Price Fairness on the Purchasing Behavior
- Focus on the Case of Coffee Shop A -

Mi Sun Choi, Ju Hee Jung, Ye Young Kim*

Department of Foodservice and Culinary management, Kyonggi University

Abstract

As many companies are performing brand management as a marketing strategy to establish long-term relationships with
their customers, consumers decide the actual purchasing behavior by understanding the brand attributes of the relevant
company based on an evaluation standard of the products. This paper provides the basic data for improving the
competitiveness of the coffee shop market continuously, and analyzes the influential relationships between each variable by
limiting the brand attributes of the coffee shop and the price fairness factor that would be expected to affect the consumers'
purchasing behavior as the cause variables. The results showed that the-out of brand attribute factors of the coffee shop, the
brand awareness and perceived quality had significant effects on the price fairness while the influence of the shop image on
the price fairness was not verified. In addition, all the brand awareness, shop image, and perceived quality had significant
effects on the purchasing behavior while the statistical significance between price fairness and purchasing behavior was
verified. The rationality of the price presented by the coffee shop could be judged depending on the quality perceived by
the consumers. Similarly, once consumers classified the propriety of price and then perceived that a suitable price had been
set up regarding the quality and service provided by the coffee shop, it was highly possible for them to include it in their
actual purchasing behavior, despite the higher price than other brands'. Further research on the psychological variables
affecting the purchasing behavior by securing more diverse consumers to understand their purchasing behavior for a wide
range of research subjects and the generalization of research results, will provide useful data for establishing marketing
measures necessary to form strong relationships between consumers and brand in the currently-saturated coffee shop

market.
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<Table 1> General characteristics of the subjects

Classification n=296 %
Male 121 409
Gender  pemale 175 59.1
20-29 88 29.7
30-39 93 314
Age 40-49 68 230
50 or more 47 159
Almost every day 94 31.8
Frequency of 1-4 times a(per) month 112 37.8
coffee shop  5-8 times a(per) month 74 25.0
More than 5 times a(per) month 16 54
Coffee Less than 10,000 won 18 6.1
product’s 10,000 to 30,000 won 83 28.0
average monthly 30,000 to 50,000 won 102 345
purchasing 50,000 to 100,000 won 51 17.2
cost More than 100,000 won 42 14.2
To drink coffee 91 30.7
To visit the appointment place 65 22.0
To spend the remaining time 44 14.9
B.easons to To have a simple meal 13 44
visit i coffee To have a good mood 27 9.2
Shop For a relaxing break 13 44
For purchasing other products 17 5.7
etc 26 8.7
Total 296  100.0
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<Table 2> Factor analysis and reliability analysis of brand attributes

= 1 0, 3
Factor Details Cor{lrflu Fac?or Eigen Au of  Cronbach’s
nalities loading values variance o
I can easily remember brand names or logos. 727 797
I know very well about this brand. 751 764
brand I can e:a§ily separate this brand when comparing with other 701 756 3194 2815 871
awareness competitive brands.
I can easily think of several characteristics of this brand. 639 703
I can explain this brand to other people. .580 .600
This coffee shop is a pleasant place to visit. 749 .796
The staffs of this coffee shop provide positive helps when
. 752 787
purchasing products.
coffee shop T1.1e concept, interior design, background music, and lighting of 671 774 3492 24043 875
image this coffee shop.
The usability of this coffee shop is high. 665 693
The staffs of this coffee shop are equipped with high knowledge
577 672
about products.
The design and packing of this coffee product are excellent. 732 814
perceived  The country of origin of this coffee product is reliable. 679 .766
quality I think that this coffee product is safe. 703 766 2977 21.266 860
I think that this coffee product is hygienic. 736 727
Cumulative % variance=69.023 KMO=.923 Bartlett’s test=2399.544 Sig.= .000
<Table 3> Factor analysis and reliability analysis of price fairness
. Commu- Factor Eigen % of  Cronbach’s
Factor Details .. . .
nalities loading values variance o
I think that the price of this product is suitable for the quality
. . 748 .865
and service provided.
price I think that the price of this product is reasonable. .683 827
. . . . 2.372 59.310 753
faimess  The price of this product is proper compared to coffee products
583 764
of other brands.
I think that the price of this product is pretty fair. 358 .598
Cumulative % variance=59.310 KMO=.714 Bartlett's test=353.928 Sig.= .000
<Table 4> Factor analysis and reliability analysis of purchase behavior
. Commu- Factor Eigen % of  Cronbach’s
Factor Details L. . .
nalities loading values variance o
I highly evaluate the value of this coffee shop compared to
754 .868
other coffee shops.
I preferentially purchase product of this coffee shop than other
691 .831
" coffee shops.
PUICRASe 1 am interested in this coffee shop. 616 785 3.203 64.055 .858
behavior . . . .
I will continuously purchase products of this coffee shop in the
592 769
future.
I have an intention to continuously purchase products of this
e 551 742
coffee shop even if prices go up.
Cumulative % variance=64.055 KMO=.817 Bartlett’s test=669.111 Sig= .000
sle] HAE &4 7 89lo] HATHHS] Ve 9P J5hA LeIthF=73.942, p<.001). AT AR HAE &
< Asslen, £42 7= <Table 6> A 8I3Att d¢] 88l § HAE A=l Xztd FHL 74 el
7 19] 3AA el tig A REES 42.6%% UERRS T3 S VA= AR Yoy, wieln| e}k 7}
o, HAE 431 ATHR ARG BANCE & AT 19 494 IFWAE A3 Rakieh
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<Table 5> Correlation Analysis

1 2 3 4 5 Means+SD
1. brand awareness 1 3.571+0.743
2. coffee shop image 652%%* 1 3.812+0.690
3. perceived quality 601%* S58%* 1 3.492+0.734
4. price fairness 595%* .502%* ST1** 1 3.368+0.800
5. purchase behavior 656%* .645% .590%* A94** 1 3.467+0.750
*p<0.05, **p<0.01, ***p<0.001
<Table 6> Regression analysis of brand attributes and price fairness
o Unstandardized coefficients Standardized coefficients
Classification t-value p
B S.E. B
(constant) 410 213 - 1.926 .055
brand awareness 364 068 338 5.384%** .000
coffee shop image 129 .070 111 1.840 .067
perceived quality 333 .063 306 5.325%** .000
R>= 432 AR’= 426 F=73.942 p=.000
Dependant variable: price fairness *p<0.05, **p<0.01, ***p<0.001
<Table 7> Regression analysis of brand attributes and purchase behavior
o Unstandardized coefficients Standardized coefficients
Classification t-value p
B S.E. B
(constant) 226 179 - 1.260 209
brand awareness 320 057 317 5.628%*** .000
coffee shop image 341 .059 313 S5.771%** .000
perceived quality 229 053 224 4.346%** .000
R?= .542 AR?*= .538 F=115.333 p= .000
Dependant variable: purchase behavior *p<0.05, **p<0.01, ***p<0.001
<Table 8> Regression analysis of price fairness and purchase behavior
o Unstandardized coefficients Standardized coefficients
Classification t-value p
B S.E. B
(constant) 1.909 .165 - 11.604 .000
price fairness 463 .048 494 9.732%** .000
=244 AR?*=.241 F=94.716 p=.000
Dependant variable: purchase behavior *p<0.05, **p<0.01, ***p<0.001
5. Hel= £40| o=l olxl= g =4 6. 7 IASE 0| FofEof nlxl= M.

A ARA ] HAE S4o] Zulzpe] oo vl AT AR 14340l ?LUHSE MAE GPES
FFES vetebr] flete] 7Hd 13 o] Hll= £4e] 2 Tetslr] flate] e B S *E‘f\]f‘i AI= <Table 8>
AL HAE A=, mfgeln|x], A2t F2E SHHETE o skt A A4 AHE RS 24.1%%
PG, PAYTE FHAGE BRG] OF R dehion, /g R g 2 %ﬂHﬁﬁ% o Al 3
Arsislon, S A 3= <Table 7>3} 2 FE A ez ey 3FIRge] $AH freldS A

7Hd 29] 3|92l tigh A E R 53.8%% UERES A THEF=94.716, p<.001).
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