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Analysis of Beverages Usage Motives according to Selection Attributes of Beverage Shop
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Abstract

This study aimed to analyze beverage usage motives according to selection attributes of beverage shops. Questionnaires
were completed by 509 persons living in the Seoul, Gyeonggido area. The results show significant differences by gender,
age, and monthly income. Female customers stayed longer and spent more money than males. Younger customers (20s,
30’s) stayed longer and visited beverage shops to meet friends. Those with higher incomes stayed shorter and visited
beverage shop with company staff. In the factor analysis of selection attributes of beverage shops, there were four factors:
‘physical environment’, ‘economic benefit’, ‘specialized service’, and ‘approach convenience’. Two clusters, derived from
selected attributes of beverage shops, were ‘highly involved group’ and ‘low involved group’. The ‘highly involved group’
was high income and highly educated, whereas the ‘low involved group’ was low income and low educated. ‘The highly
involved group’ drank beverages in the office and school while the ‘low involved group’ drank beverages at home. The
‘highly involved group’ cited safety, comfort, pleasure, and happiness more than the ‘low involved group’ at beverage shops.
Beverage shops should develop health beverages such as caffeine or sugar-controlled beverage for ‘the highly involved
group’. Discounts for take-out beverages and promotional coupons should be used for the ‘low involved group’.
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<Table 1> Demographic characteristics of the subjects <Table 2> Beverage usage characteristics of the subjects
Characteristics N(%) Characteristics N(%)

<20 6(1.2) Coffee 308(60.5)

20~30 173(34.0) Green tea 20(3.9)

Age (year) 30~40 163(32.0) Black tea (including bubble tea) 10(2.0)
40~50 130(25.5) Ofher teas (burdock tea, com tea efc.) 48(9.4)
>50 37(7.3) L Soft drink 43(8.4)

Drinking beverage Fruit iui 19
Gend Male 217(42.6) other than water n{lt Juee 3.7)
ender Female 292(57.4) Dairy product 35(6.9)
ink 10(2.
Students 11021.6) Sports drinks 02.9)
Healthy drinks 5(1.0)
Office 160(31.4) .
Mineral water 4(0.8)
Government Staff 6(1.2) Others 7(1.4)
Job Housewife 21(4.1) :
Ownership 37(7 3 ) Coffee 365 (7 1 .7)
Professionals 105(20.6) Green tea 1122)
Black tea (including bubble tea 193.7
Others 70(13.8) Drinking beverage - - (including bul ) (3.7)
" B Fruit beverage 73(14.3)
High school 45(8.8) in beverage shop .
L. Smoothies 17(3.3)
. In university 91(17.9)

Education . Hot chocolate 14(2.8)
University 287(56.4) Others 102.0)
over Graduate school 86(16.9) ’

Al 64(12.6
Under 200 200(39.3) one (12.6)
200-300 93(18.3) Friends 227(44.6)
Monthly income ’ ) Company staffs 110(21.6)
300~400 97(19.1) Companions
(10,000won) Lovers 57(11.2)
400~500 55(10.8) .
500 and over 64(12.6) Family 3707:3)
' Others 14(2.8)
Once a day 73(14.3) <30 minutes 90(17.7)
2~3 cups a day 223(43.8) .
30 min~1 hour 182(35.8)
o 4~5 cups a day 110(21.6) Average length
Frequency of drinking 1~2 hours 173(34.0)
Over 6 cups a day 31(6.1) of the stay
a beverage other than 2~3 hours 53(10.4)
water 4~5 cups a week 23(4.5) <3 hours 122)
2~3 cups a week 33(6.5) — ’
1 cup a week 6(12) <2,000 won 18(35)
: 2,000~3,000 37(7.3
Seldom drink 10(2.0) Average spending 3 o0 4 000 won o 1(9 4)
Beverage shop 88(17.3) cost per visit 3,000~4,000 won (194)
L 4,000~5,000 won 191(37.5)
Beverage drinking Company or school 319(62.7) >5.000 won 164(32.2)
place House 82(16.1) - ’
Others 20(3.9) Total 509(100.0)
Am 7:00~9:00 46(9.0)
Am 9:00~12:00 165(32.4) vl ol o a0l
1=
B dinki 12:00~pm 2:00 91(179) 500 L'd 0] o o] 126%)01 )x}\q'.
evera}%sursrl M pm 2:00~5:00 132(25.9) E ol9e] SEFFY, 2}, FEF 5)E dvhd A v
Pm 5:00-8:00 2(83) EAE slotal A3k, ol 2338 vhle SRA) 1
PAg 8:0041%:%% 23((5)-;) UL (43.8%), HFEol 4~5%+& e SHAL 21.6%, SHF
: me .1 1( K o] 3 7S wRITh= SEA} 143%% Uelth 2 ol9] &
ol 20(190.0) RBE F2 vpE AE 94 912407} 324%2 7P
B, 9F 2-5A17F 25.9%, SH12~2A17T 17.9%% H3E
21.6%, AFFA 0] 31.4%, FF-Hol 1.2%, 7HF77E 4.1%, Atk B ol9le] SRE FE 3F F AR B AS
Gl 7.3%, A=Al 20.6%, 724 2 7IEE 13.8%3A BUle Aoyt shadlr Bol S8k Aom AL
o shele kL E9l0] 0.0%, sk Alsk Fo] 1.9%, o % olole] SRE F2 wplE Fht Agel} st
ekl 0] 56.4%, ekl o] =9ol 16.9%°1Ut}. 4 62.7%Z 7P B Z10E Yelor, S8270] 17.3%,
252 2007+ mIREO] 39.3%, 200~300%+ H|RHo] 18.3%, 7Hg0] 16.1%5 AA8Ii). L 9lo, 85 2.4 7F

300~4005H T Ero] 19.1%, 400~500%HY W ¥ko] 10.8%, @o] uAlH, AT Wo| wirl= AR ulelE ),
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<Table 3> Frequency of visiting beverage shop

.. Coffee shop Tea shop Juice shop Smoothie shop
Characteristics N%) N%) N%) N%)
Once a day 72(14.1) 33(6.5) 32(6.3) 28(5.5)
2-3 times a day 17G3.3) 9(1.8) 10(2.0) 9(1.8)
4~5 times a week 48(9.4) 9(1.8) 7(1.4) 9(1.8)
2-3 times a week 100(19.6) 30(5.9) 26(5.1) 20(3.9)
Once a week 76(14.9) 38(7.5) 37(73) 25(4.9)
2~3 times a month 72(14.1) 4709.2) 33(6.5) 18(3.5)
Once a month 56(11.0) 80(15.7) 56(11.0) 68(13.4)
Never visit 68(13.4) 263(51.7) 308(60.5) 332(65.2)
Total 509(100.0) 509(100.0) 509(100.0) 509(100.0)
<Table 4> Beverage shop usage by gender
.. Gender
Characteristics Total 1
Male Female
<30 minutes 60(27.6) 30(10.3) 90(17.7)
N et 30 min~1 hour 98(45.2) 84(28.8) 182(35.8) P
Vz;atghz Se:;g‘ 1~2 hours 49(22.6) 124(42.5) 173(34.0) et
o4 2~3 hours 8(3.7) 45(15.4) 53(10.4)
>3 hours 2(0.9) 93.1) 112.2)
Alone 31(14.3) 33(11.3) 64(12.6)
Friends 70(32.3) 157(53.8) 227(44.6)
‘ , Company staffs 56(25.8) 54(18.5) 11021.6) 30.456%*
ompanions Lovers 28(12.9) 29(9.9) 57(11.2) df=s
Family 2009.2) 17(5.8) 37(7.3)
Others 12(5.5) 2(0.7) 14(2.8)
<2,000 won 12(5.5) 6(2.1) 18(3.5)
R . 2,000~3,000 won 24(11.1) 13(4.5) 37(7.3) 14705es
Vif;%e Sfe:isi‘?g 3,000~4,000 won 45(20.7) 54(18.5) 99(19.4) (';_j
pe 4,000~5,000 won 74(34.1) 117(40.1) 191(37.5)
>5,000 won 62(28.6) 102(34.9) 164(32.2)
217(100.0) 292(100.0) 509(100.0)

#%p<0.01, ***p<0.001
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<Table 5> Beverage shop usage by age

Age
Characteristics £ Total 1
0 20-30 30-40 40-50 >50
<30 minutes 2(33.3) 24(13.9) 33(202) 24(18.5) 7(18.9) 90(17.7)
‘?Veraﬁe 30 min~1 hour 0(0.0) 48(27.7) 54(33.1) 62(47.4) 18(48.6) 182(35.8) .
Oef“ie 1~2 hours 3(50.0) 66(38.2) 54(33.1) 38(29.2) 12(32.4) 173(34.0) 33;__5]3 .
say 273 hous 1(16.7) 27(15.6) 20(12.3) 5(3.8) 0(0.0) 53(10.4)
>3 hours 0(0.0) 8(4.6) 2(1.2) 1(0.8) 0(0.0) 1122)
7(100.0)  173(100.0)  163(100.0)  130(100.0) 37(100.0)  509(100.0)
Alone 1(16.7) 24(13.9) 25(15.3) 1209.2) 2(5.4) 64(12.6)
Friends 5(83.3) 92(53.2) 64(39.3) 48(36.9) 18(48.6) 227(44.6)
. . Company staffs 0(0.0) 14(8.1) 32(19.6) 51(39.2) 13(35.1) 110Q1.6)  78.460%%*
OMPpanions y vers 0(0.0) 32(18.5) 20(12.3) 5(3.8) 0(0.0) 57(11.2) df=20
Family 0(0.0) 52.9) 17(10.4) 12(9.2) 38.1) 37(7.3)
Others 0(0.0) 6(3.5) 5(3.1) 2(1.5) 12.7) 14(2.8)
7(100.0)  173(100.0)  163(100.0)  130(100.0) 37(100.0)  509(100.0)
Am 7:00~9:00 2(33.3) 6(3.6) 17(10.4) 18(13.8) 38.1) 46(9.1)
Am 9:00~12:00 0(0.0) 26(15.4) 59(36.2) 60(46.2) 20(54.1) 165(32.7)
lfie}/e](rgge 12:00~pm 2:00 1(16.7) 32(18.9) 28(17.2) 21(16.2) 9(24.3) 91(18.0) 105.502%**
r}'l‘(‘nir';g Pm 2:00~5:00 1(16.7) 65(38.5) 32(19.6) 29(22.3) 5(13.5) 132(26.1) df=20
Pm 5:00~8:00 1(16.7) 30(17.8) 11(6.7) 0(0.0) 0(0.0) 42(83)
Pm 8:00~10:00 1(16.7) 10(5.9) 16(9.8) 2(1.5) 0(0.0) 29(5.7)
6(100.0)  169(100.0)  163(100.0)  130(100.0) 37(1000)  505(100.0)
#%p<0.01, **¥p<0.001
2) A, AFHE, A5 2 S5 AEd o8 d9 UERTIAL sfod 2 Aef fARSE 48 UeEIRIth 258
SRS Qo] nje S8 ARA olf YL <Tble  mAE A7TE 40009} Soth o)A F= 9 91241
4>9} 72}, GAE oAl Hls] S8 AEH AR A nRlta S99, 2001 &F 2~540) T2 rRaltal St
Zro] ATt 30E~1AZF A FITRE Eel B 45.2%, o A5 e S5 A4 o8 S AvHH, 4590]
3L 28.8%aL, 12417+ AFFTHE S| FA 22.6%, 2007+ o8}l LB 12A7F AFEtha sl 5
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<Table 6> Beverage shop usage by monthly income

IBE S SRTEH

Monthly income (10,000won)

Characteristics Total 1
Under 200 200~300 300~400 400~500 500 over
<30 minutes 22(11.5) 17(18.7) 22(22.7) 15(27.3) 14(21.9) 90(18.1)
‘?Veraﬁe 30 min~1 hour  54(28.1) 28(30.8) 49(50.5) 21(38.2) 30(46.9) 182(36.5) 44.176%**
ofiﬁftsta 1~2 hours 86(44.8) 37(40.7) 21(21.6) 15(27.3) 14(22.2) 173(34.7) df=12
Y 2.3 hours 30(15.6) 9(9.9) 5(5.2) 4(7.3) 5(7.9) 53(10.6)
192(100.0) 91(100.0) 97(100.0) 55(100.0) 63(100.0) 498(100.0)
Alone 25(13.0) 9(9.8) 15(16.0) 9(16.4) 6(9.7) 64(12.6)
Friends 118(61.5) 41(44.6) 32(34.0) 16(29.1) 20(32.3) 227(45.9) 100.843%++
Companions Company staffs 14(7.3) 18(19.6) 28(29.8) 24(43.6) 26(41.9) 110(22.2) d =16
Lovers 27(14.1) 21(22.8) 5(5.3) 0(0.0) 4(6.5) 57(11.5)
Family 8(4.2) 3(3.3) 14(14.9) 0(10.9) 6(9.7) 37(7.5)
192(100.0) 92(100.0) 94(100.0) 55(100.0) 62(100.0) 495(100.0)
***p<0.001
<Table 7> The selection attributes of beverage shop and factor analysis
. . . Variance )
Characteristics P}'}yswal Fconomical Sp%la}lzed Ap progch Eigen value explained Cronbach’s Mean
environment  benefit service convenience %) o
(V]
Indoor atmosphere 728
Indoor music .630
Comfortable chairs 7l 3418 18990 0811 37430617
Facilities like toilet and smoking room 619 ’ ’ ’ ’ ’
Private space for group 571
Level of congestion 712
Brand power 531
Coupon and point cumulative benefit 832
. . . 2438 13.543 0.744  3.265+0.737
Promotional telecom discount .833
Lower beverage price than others 533
Beverage taste 505
Kind service of staffs 219 2222 12346 0685  3.6140.605
Staff’s knowledge of beverage .705 ’ ’ ’ ’ ’
Sales status of certain beverage 621
Good location .858
Convenient transportation 815 2.030 11.277 0.681  3.582+0.718
Convenient parking facilities 385

KMO =0.856, Bartellet’s test 3°=3241.622 (p<0.001)
Total cumulative variance=56.2%

Source: Lee et al. (2017)
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<Table 8> Cluster analysis for selection attributes of beverage shop (Manova analysis)

1 cluster (n=219)

2 cluster (n=290)

Low involved group  Highly involved group t-value Significance
Physical environment 3.34+0.57 4.04+0.44 239.317 0.000%**
Economical benefit 2.77+0.60 3.63+0.60 249.995 0.000***
Specialized service 3.25+0.58 3.88+0.45 190.649 0.000%**
Approach convenience 3.10£0.63 3.94+0.54 259.176 0.000%**

Pillai’s Trace: 0.563 (p=0.000), Wilks’s Lamda: 0.437 (p=0.000),
Hotelling’s Trace: 1.286 (p=0.000), Roy’s Largtest Root: 1.286 (p=0.000)

##%p<(.001
<Table 9> Cross-tabulation analysis between cluster and demographic characteristics
. 1 cluster 2 cluster 2
Characteristics Low involved group  Highly involved group X
Under 200 105(47.9) 95(32.8)
200~300 35(16.0 58(20.0
Monthly (16.0) (20.0) 14.039%*
income 300~400 32(14.6) 65(22.4) dfd
(10,000won) 400~500 19(8.7) 36(12.4)
500 and over 28(12.8) 36(12.4)
High school 20(9.1) 25(8.6)
Educati In university 51(23.3) 40(13.8) 13.165%*
ueation University 123(56.2) 164(56.6) df=3
Over graduate school 25(11.4) 61(21.0)
Beverage shop 41(18.7) 47(16.2)
Pl Company or school 121(55.3) 198(68.3) 10.720%
ace House 46(21.0) 36(12.4) df=3
Others 11(5.0) 93.1)
*p<0.1, **p<0.01
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<Table 10> The usage motives of beverage shop and factor analysis

Emotional Practical Eicen value Variance Cronbach’s o Mean
motivation motivation g explained (%)
To get different feelings 813
To change mood 1 2822 40.309 0.866 2.9040.92
To get composure out of daily life .865 ’ ’ ’ ’ ’
To enjoy the culture through the beverage shop 733
To spend the time alone 762
Good for studying or meeting .846 1.786 25.513 0.637 3.105+0.84
Good for appointment 611
KMO0=0.793, Bartellet’s test 3°=1385.849 (p<0.001)
Total cumulative variance=65.8%
<Table 11> Difference verification among two groups
1 cluster 2 cluster t value
Low involved group Highly involved group p
Emotional motivation 2.67+0.87" 3.08£0.92 5.031 L000%**
Practical motivation 2.90+0.81 3.26+0.84 4814 .000%**
D(Mean+SD)
**p<0.001

Bk F P w3 T AR AR E (cumulative variance)y>
65.8%°1tt. 82112 Aok =4S A7) flsiA°, T1Ed
gHS flslAC, E3E o] flEiA 5 e B3R
T PMA st BHsii o, o] 812 A
BAke] 403%E A9t 891 2 EAA A7 Hu)
7] AP, FHE A mE el A, ok A
Ageir’ & 35FeE HAH H8H sl B
1om, Bal ArEe 253%0]AT) o]5 ZF Q2ld] T
T 21Z)4 A% (Cronbach’s a)gke] B 0.60 o]/
Fgvhel FFo|lnh ATHE dHEHo R vhe

3 o] a0l Ao e BXA F
A &710] thete] gk AbolE Hiedl, A
A ZFRT XA F719F 484 57] BEvt

Ehtct.

i‘.?l‘l o by
>

et
X ob HU ol

i
X
lo > M

2 )

—

Lo
11
oo

2o

=

o

Hir

°

A

o
o
< o

g 1 o e
oX,

2
4 b
_0|L

i M o IS

olN
S
1

of, 1o wE vAY WRES AASIALAL SFR T
A= o 2

AP EAS] AR = FA0] 42.6%, 1730] 57.4%R 2
o, AFWEE 200 v 1.2%, 2000 34.0%, 30tHe
32.0%, 40t 25.5%, S0tE 7.3%Ath 8H8- ool
skl &% 56.4%, e o E%ol 16.9%= 71 B3k
th A4S o] 21.6%, AHEZ0] 31.4%, 0] 1.2%,

BN

THFETE 4.1%, AE o] 7.3%, HAEZ ] 20.6%, T2 &
71Eb7 13.8%clth. €452 2009k w]¥ko] 39.3%,
200~3005H ] Tro] 18.3%, 300~400%HY wlwho] 19.1%,
400~5007+] m]Tko] 10.8%, 5009+ o]do] 12.6%C]|ATt.

2HEES] Al 85 2 SEXHER o8 e o]
g Ade v 2k & 0l9] fEE "He NEe o
o 2~37]°] 43.8%= 7P B, 310l 4~571°] 21.6%°]
At SEE "= AIHE oA 9~12A17F 7P Bk
(32.4%)), 7L T2 2.3 2-SAATH25.9%). 2 5E e
o Aoy gt 7P BokaL, 28 AEH, el
A ATH

& ol9d miAlE SE= AYTE 7PY BAL, 718 AR
(FDAE, Sr3h), SR, FAE, S23, AEFE=E )
AL AT S5 AEHAAA Bol vl SEE A, #
AF2 B2 oIt &8 AEHAN AFehe A7
30E~1A17k0] 7 BOkAL, T v 12417 AR
ATk 25 AeHe F2 7Y AeETt skl A
o} HHEA] Z2E]shs F92 4,000~5,00090] 78 B2kt

=5 A AFske A 25 A 599, 13] 3

& A2V 8] PN EAHOZ Y 7k A2 fol7

My r

7, SRARY FYQ, 7 ARY P Ahe] G5l
A el wek 9149 Rolsk heksith. &8 AR A
o



126 EBEREELEEEE Vol 32,No. 2(2017)
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