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The purpose of this study was to examine the effects of consumption experience on customer satisfaction
and customer happiness for dessert cafe. The survey was conducted with those who have visited dessert
cafes in Seoul and Kyonggi area, using a convenience sampling method. After a total of 200 responses
was collected, 172 responses were included for the multiple regression analyses in order to test the

hypotheses. The results are as follows. First, it was found that consumption experience did not have
an effect on customer satisfaction for dessert cafes. Second, the consumption experience (diversity,
symbolism, sociality, and playfulness) of dessert cafe significantly impacted customer happiness. As a
conclusion, consumption experience at dessert cafes has increased customer happiness by improving the
psychological gratification rather than cognitive satisfaction.
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A73817] Al 28 TH(Van Boven, 2002). AtAlS] oA &M=
Toe AAG TR PR TP ee Fagk ajlo] H3l
O m(Ryan & Deci, 2000), &7%=0] ofd 4B E S
24 29e Qojrh Bgo] BTt Al e, 2u]AE
< 2HE o X SART ANl A8 st ah,
ol& F3l &nlgt= Aol ulE PEQl Ao]th(Lipovetsky,
2006; Chang, 2014). 50|k AlFE2] o] Uigh 1A A <]
1, A Woheha & 4 Yen, avEEe] o Lol
£ %o JPsa 59, 299 BAg Gl et
U 8 A6)a Aol oo, 2nl4 BRo|d ol
= Desmeules(2002)7} #5202 AF&-3}th

ol 3t YPE2 F74 A (subjective well-being) S Z &
Zo] F-A 714 S 2|u|(Ahubia & Friedman, 1998)3}= |
W, TF(satisfaction)= 7|t 3F =23} A A A3} 7] Z}old|
&k 9124 H7KTse & Wilton, 1988)2 oJu| g}, o) Ea}
R A o Aol A, 2 F de diadl e 4
vbR o] B 7tel ZAA 7L bl st Aol A& §A}
S 7R 22 2 tH(Theodorakis, Kaplanidou, & Karaboxoglou,
2015). wepA HA EFteo| 9] 4B E Eg vbEa) &
H| 2} & BT G nA 5 Q7] wiiel], & Aol A
= ‘?_} 2} /\H]Z} PES e Yoz Fu pv|AEYH0|
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2015Lﬂ 1= szd_ 4, 2016wl 2% Yo7 A&H0
Holx 9ttt gAE A AR wjAd = 7Y
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Aol A <dafl 7|9 7<4+>‘Ur Helzdol o 15 A
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o245 Au|R}F #BAlo] Zolzl A TAE xqu Zalx}
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(Kim et al., 2017).
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2013).
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Lyu, 2013). =7} YA E €]2] A7} ZAle] w2 (Ministry
of Agriculture Food and Rural Affairs, 2016), TIA E2] £]24]A]
F TEE AN AA Y < 107%E AR ek, wid
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quzte, g71e 5 559 el gk v e
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JefM 252 avA| F87k 8] ohyta AZgn
(Brulde, 2007). Z2H] A5 42H] 9] 7] 4% 12 dolA
ZH7F 3HS o] gEsHA wteE Fgolgtn Azteid, &
H| 2o A Fo|u Au] 2 2|} Aele] Aafo)] 23
o] 5ol gl WhH, Aua}; P u-S A A 4] FY
oA d=ths HollA] zte]7} 2dthlJeon & Kim, 2011). ©]#

3t AH] 2} 8 E-(consumer happiness)e] 7Hd-S A& AF&-3H
712 Desmeules(2002)°] ™, & AH|x} ES 4ol Ank
ARl A& F 2] G Yehte P&t otk
AwbAQl o] sk9] Mg o2 HkthJeon, 2011). 5, &F
o] 3t Z=A0l FEZLL Ajolo] X et & AH o] EHOH
A Esith et e 3o tigk A ek 2
AstH, PELHS w7 dde 95 4, 24, AeAQd
aRl% Fadh aQlo g A&t 53], oHle ©A] A
7 | ek %7‘%'{‘ Aol ope}, ol A, Ty,
ag]3 Fuff Fo o
T Atk wheba] &HA| doﬂ A BEAETE 4HE B A
o o3 PHol U F7HE & ke Zlelth &, =4 AA
Hoy FAAQ A vt d&o ¥ 2 JFs
(Howell & Hill, 2009; Nicolao, Irwin, & Goodman, 2009; Van
Boven, & Gilovich, 2003, Van Boven, 2005). 3}A| 9 73 %]
287 AL el 352 23] 4" rth(Nicolao
et al., 2009; Sung et al., 2013). A& A WS o
ol a1, olg S U L ERt AEEE SA0] AUtk
(Howell & Hill, 2009). &, @ aHE= B2 20 B8] 719
S| A AA|HT} o 59707 W] wf&ol|(Mitchell, Thomson,
Peterson, & Cronk, 1997), B =& 5 2| ZsHA THETh
= Zo]t}(Carter & Gilovich, 2010; Yang & Cho, 2015).
o|FA| An| LS Bl AP He PR PR T
QI ANA Fufgh A Fell 2 Bt Tl o] o

g 71l et s v we Av)a) Jé— = g2, &0 P9
ZRE gy 3189} VW ZASS onlsitis Hoj A
Ho} ¥2H ol AH|A} /‘<1W4°1 Mdoleta & 4= itk

(Chang, 2014).
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Fig. 1. Proposed research model.
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3.2. B2 ¥ Xaf

B ATl E A8, S Adeld OAE S ol
3 & Aol e &HAE W R Ao R EFEW (con-
venience sampling)S AH-&3te] A REZALS 2 gsigitt. A
BEAPZIZEE 20174 42 1097 49 24U71A] 2= 9
ow, AEAE 20075 WXL, o] F AFHA 75
S B AEAE AT FED AR 1127E E4 0 A
&3tk THEASS A 89 Ase FAIA)

SPSS 20.0= °]-&ato] 3|72 A6

B AFoA &HARE YA ET A AFolu AH]
AR AR A, A Aol
1 Foletth. 2432 Yeo(2015), Kwon(2014), Choi}
Kwon(2012)2] <75 EE 2 Ao AgsiA 4 - 1
st F TS ARSI T EgE 2 AFoA e &HA
e T34, AN, O, Al o= st 43t
27t gk fF382 AlFelu AR~ HEE W =)=

[
ty
-
=
>
R
N
2L
rr

Anl e} AR F2 AERZ Fosta, SHTES Yeo(2015),
Jung@} Lee(2009), Mathwick, Malhotra®} Rigdon(2001)2] 1
75 EUZ & dFd AgstA 74 - st T 283
= AHESIITE A S AL A orlE FAEkH, B A
AR Ao mA Y] 2HAF e, ARty ¥ F
o] Fag AIA A n & Aot S FES Jeon,
Cho®} Cho(2012), Tsai(2005), Jung®} Lee(2009)2] <1 7-5 &
2 B A Aot 774 - Beote] T 428 A
st S YA EFE At 53 W= AlE
3 TE AL Qs HE Aeg Hosta, SHTES
Park(2015), Kim(2016), Mathwick 5(2001)2] A2 EtH=
B Aol AgdstA 47 - Besto] F 43S ARSI
A& YA EFM & A st 5 S8k 7oy A
T 52 79 AHEET] BN BAsE 84, 25%
elwF3 53 o] Abgate] 3 A BAREEE Q)
sl Aoz Fojsta, 5452 Kwon(2014), Park(2015),
Mathwick 5(2001)°] A5 EHZ & Aol A3 -
3 - Bgdte] F 2832 ALEET

3.3.2. M=

2 AFoA w5 YA ETH| A 9] 2v|Rte] A S
EWE g A52e 55 S vt dele H7E 3
9J35la, %352 Kim¥ Han(2017), Shin, Kim¥} Ko(2016),
Son(2014)2] A= ETE B AT HgeA 4 - Het
st F 2w8dS AHEEES

3.3.3. AHA} =

02
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B AFoA R} PEES UAEFLH A 2] alghe
FTAAQ Aoz Qe frd 34 7w A 1Ela

A GV Fete] 2R 228 2pile] et 3
2 Zgeell h=Ttel thsl Hrteta ddete FHA PE
To2 ottt S FE-L Jeon(2011), Kwon(2017), Ho-
wellZ} Hill(2009), Van Boven¥} Gilovich(2003)2] A& &
=2 B A7 A3gstA 7% - Bt F 35de A
skt

B g Eo E4L Table 13} 2tk AHL It
637 (36.6%), AIAF7} 1099 (63.4%) 2.2 Vel on, Ad
20T 7} 12078(69.8%), 30t 7} 527 (30.2%) 22 UElstT)
3t o 31Z0] 129(7.0%), AEHA)ZE & theh(A)Zo]
112%(65.1%), e Z¢o] 487(27.9%) .2 UElsith 4
A ggo] 981 (57.0%), B|AHIo] 557(32.0%), Eaam
7} 10%(5.8%), F5-7} 9 (5.2%) .2 Vet A& o1
n)&o] 157%(91.3%), 7]1&0] 15(8.7%) 2% L}EP;,%\:},

Table 1. Demographic characteristics (N=172)
Characteristic N %
Male 63 36.6
Gender
Female 109 63.4
20~29 years old 120 69.8
Age
30~39 years old 52 30.2
Completed high school 12 7.0
B .
dlue C\i:llon Completed college & university 112 65.1
Completed graduate school 48 279
Student 98 57.0
Office job 55 32.0
Occupation
Freelancer 10 5.8
Housewife 9 52
Marital ~ Single 157 91.3
Status  Married 15 8.7

Efz 2919] £2 o2 ek & BadEEe w
% 700 oo tehstom, 7t e9le] $E4 8Ql 2
A7ke] 25 0.6 o]2Fo = Jehth tx EF o] 4nAE
2 Fl: A, F2: TFA, F3: AFS)A, F4: w8l el 471 &

EERgom, W5 2v)2 PEe dAAAYo|
ST} wlebA 7 adse AEdueRdel Jrkn
gtk A2 AZ-S 2219 Cronbach’s Alpha Al4=7}
0.7 olFo.= vheht Aol Erha & 4 glov,
AP Table 294 2t}

olN 10

—b

fr N

R A
—{n

43. 712 8438

Zt AN EE Tt ojd FAGE 2 E dolEy] ¢
o JEBARLN S YAsETh BAE, 4 TS 2
A7} Fe] WEd S Holx 9lo], AF7HdoA AAH
291 7k B9}
Table 33} 2t}

=

43.1. 7t2 191 48

7He 10 7 24 A= Table 49 A} FE5H R 1t
Zoll gk AAGHH(R)S 12.9%0]H, 372 gt A
A FodS ASote FeAE a2 6.207°1H, FolghE2
0.0005-= Ueht 3742 SAA = frolde] Sle ALl
2 & 7 vk HAE FheM 9] & de A4 A
o Aol AF ] HHell= ol S vIAA d= A
o= yehgth mEbs 7 12 7124 o

432. 7K4 29| A=
74 20 #3 EA AT E Table 59 2t} FEHHRQ &
]2} 3B T gk A H(R) 65.8%°1H, 3712 o
g A Fol & HSdhe FeAT g2 80367011,
o)gtg e 000008 UER} 3] AL EAA o7 Go]Ao]
JE AR B & vk gAE FlFde] 2nAY F

AA
F(B=324) "3 4(B=318), ALB]H(B=145), +3]4(B=142)
Fo g XA o|H HAAMA Yoo Avle] THA A
Ql ABap B Fol3t JgS v = Aoz YElTh
wabs 7Hd 2= AEEch
54 E

2 ATM = YAET e &b o] FJIAE I
obala, W3 ARl B njx]E 3y -S AmHEth
2148 v 71X Q1 AAA, TR, AR, A
o7 PR %
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Table 2. Results of exploratory factor analysis and reliability tests
Factor Commu- Figen  Variences Cronbach's
Factors Items . .
loading  naility value (%) a
- My consumption experience at this dessert cafe 784 796
represented my values.
- My consumption experience at this dessert cafe 759 811
represented my image that I wanted. ’ '
Symbolism 3.028 25.232 .902
- My consumption experience at this dessert cafe
. . . 743 811
was consistent with the image 1 wanted.
- My consumption experience at this dessert cafe 716 757
represented my lifestyle. ’ '
* My consumption experience at this dessert cafe 794 218
Consumption gave me a new experience. ’ '
experience - My consumption experience at this dessert cafe 762 797
KMO=.929 gave me a new excitement. ’ '
Bartlett’s Diversity 2913 24.271 .901
sphericity test - My consumption experience at this dessert cafe 699 771
(p=.000) made me refreshed. ’ )
- My consumption experience at this dessert cafe
Total . . .685 734
gave me a special experience.
variances
(79.987%) - I had social relationships (e.g., promoting friend-
ships) during my consumption experience at this  .848 .842
dessert cafe.
Sociality 1.952 16.264 791
-1 could share good feelings with my friends
during my consumption experiences at this .827 827
dessert cafe.
-1 could feel getting away from my daily life
during my consumption experiences at this .807 .857
Playfulness ~ dessert cafe. 1706 14.220 770
- I have lost track of time during my consumption
. . 715 816
experience at this dessert cafe.
Customer satisfaction - | am satisfied with my visit to this dessert cafe.  .916 .839
Bart thOZ’S(.)O.t et 1678 83.881 807
cft’s sphencity 16t . 1 am satisfied with this dessert cafe overall. 916 .839
(p=000)
-1 was happier than before because of my con- 0] Q47
. sumption at the dessert cafe. ’ ’
Customer happiness
I?MOZ.TS% - I considered that my money was well spent at the 914 936 2 504 Q3474 901
Bartlett’s sphericity test ~ dessert cafe.
(p=000) . )
- I was happy with my consumption at the dessert
.906 .821
cafe.
o]iL git}. o]

o2 ARy e 2 23 2
A, M 19 A% AT, OAE Asle e anAge o

JAAH A AE AT BEol = fP FFS T wAVEE
A4 ek Ao Jepg) ol A9 ARde] ANAgd T Al U@ 7

B Q7] Azl WE AE @ Ak AL
2 e

TAHA 3 Yeo(2015)<] oﬂ?ﬁurg}b N NN
T

T B AT B v

gtolut 7kl thgt <
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=73} #ado] 9l
2= 9t} 7| =9 7\1630#—?01 Yeo(2015)9] Aol A
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Table 3. Correlation matrix o AlF % AH| =9 FHo|u 7H F AR SH e &
A1e 4= gk W], YA el s 2B
- T 2 3 21 s LlE‘I‘ME}_ |, IAE7 2 10 12

. =2 15~169) 12} 3|22 FAdetn A AL T 20~214]

Symbolism ! o] = Wa) 31 =Ebe] o] LehdTth(Shinhan trendis report, 2016).

Diversity 783" 1 ol A4} F ulAlE Avlohs g W A7 EE S U}

Sociality 529" 5717 1 £ vzl YAzt Ay El ot 3 GEg A ESE ¥
Playfulness 689" 694" 507 1 WA HAbetAl Fa& Hske Aem & 5 ek

. S, M 29 FF A3, OAE s 23

Customer satisfaction 333" .306™ 273" .299
= Tk, AAA, ALEA, B34 £o 2 QXA ojm # A

2 Aol A ] AH|A} o] F93F IS nXE AR
P p<01. Uttt ol 2HAH F thekdo] 4n|z} sk ogke
n XA e Ao UERd Kim(2016)9] A9 tha 2}

sk ok ok sk *k

Customer happiness .746 .754° 570 .660  .376 1

ol A EA A ] v R o]l uARtS JFEE A o]Z Hol1 gith B AFoAE 2H1AE F ol &
o2 B 5otk v, B ApoAE AXA Hrts xg WA BEe MY E S nX e RAoR degth v
g AR Al 2L @ua) ApEgely] g8 g Aol UAET M ARE Aol A=, S 49
QA A ¢l 2ol A 24 H Q7] o Fof] Fof] 73] HEA ol A 5 Foam nzt PES A2t drke Aot ole
o] &7 go] nATE] JIFE TAET|H oA e] AH] gdatd Zalatol= ATAEH S Y2 3 Kim(2016)
AL X7 2P o JFS nAA] Fe Ao o] AFddeles g, AW S Adstae Aol Zallatol
B 4 olt)h oA T, ATARHE o] Sl AHAE 23} HA] e 17T 542 7 HAET A =2
& F2 JAANZE B 12~13A 7} 3] =LE}] © 2(Shinhan tren- T U 2HAE F R E Aok wEbA] g EFLE
dis report, 2016) A= HAAAL Fof] viAlE SEE 23} © 23 e A9AEH I ApEstE ] flsiA] 2l

Table 4. Results of regression analysis between customer experience and customer satisfaction

Unstandardized Standardized Standardized

coefficient (B) error (S.E.) coefficient (Beta) f-value p-value
(Constant) 2.711 255 10.648 .000
Symbolism .162 .108 185 1.498 136
Diversity .028 .098 .036 281 779
Sociality .090 .075 .108 1.198 233
Playfulness 073 .085 .092 .858 392

=129, adj R’=.101, df 1=4, df 2=167, F=6.207, sig. F=000

Table 5. Results of regression analysis between customer experience and customer happiness

Unstan('iardized Standardized Stanfiardized rvalue pvalue
coefficient (B) error (S.E.) coefficient (Beta)
(Constant) 137 .198 .690 491
Symbolism 346 084 318 4.108™ .000
Diversity 312 077 324 4.064™ .000
Sociality 150 .058 .145 2.574" .011
Playfulness .140 .066 142 2.118" .036

R’=658, adj R*=.650, df 1=4, df 2=167, F=80.367, sig. F=.000

* p<05, 7 p<.001.
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A S Sall &avAf P85S w4 $ R glof & Ao T3} YA AR Q1 AR} R F 7EA] Aol A 9
th oo 2, YA ETF A F8te Blo] v B P vlws] Bgton, 2Hle 71l SHE do

z #del Fa, W7t dske ofn Ay ve] gho] T e 3} e TS AEoH vtes PR AHFAS FEl QA
Aol e S 2R AES AL F v 2 REEHET Al 2] A who] gdE o] AH| At g o] 24
ot o] YA EF Ln[AtEo] 2 20~30tHe] o Hoes 2ES %0} | =] eJoj7t dvka & < Tt
iAol FFE At 9lom, o]Eo] Fete gho| = AT AR B g AEe v 2k 2
2B 3 7= UE g AR AP R 71| AH] EdlE ATelA e A 471 AFelA HAEFEE o] &4l & 4
£ 35t glon, tAE £33} e Fad IS ol = APAE e R ZAPHSE el eng,
W2 5 3#A] 7 (target market) -2 2] ol kAL 917 W& Fol= HHE gist] dAFderA AFEHE It
ojth. whgbA YA EFH wiAlEl= F A Fo] e Al 313t = glojof & Flojth B B AFl = HAETL
o M-S B3l 150l F8te 79 gle| 2B S 9 o] &l Uizt AHAHE TR ATE Y3, &F
ofste] mAe] &35 FZAIZ F e UAETH 9 £4 T A=Fo| A} T B3 Astan]| ko] vl
715 AlFslord Aeolth & Eof, T 13| 20t 44 AFE Fall A o nAlE GEEH ] oW Aol 7}
Solepd 7Hgu|of Zen|q] BFE FFAAH ok & Flolth KRR ek 2 ATE AAlske Ax onr = A
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