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The Effect of Selection Attributes for Goods of Dessert Cafe on Product
Satisfaction and Long-term Orientation
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Dessert cafe, The purpose of the study was to provide useful implications for management of dessert cafe by dis-
Selection attribute, covering selection attributes for product satisfaction and long-term orientation. Using SPSS 22.0 and
Product satisfaction, AMOS 220 Version, the collected data from customers of dessert cafe in Seoul and metropolitan areas
Long-term orientation. were analyzed for frequency analysis, exploratory factor analysis, confirmatory factor analysis, reliability

analysis, and covariance structure analysis. As results of hypothesis verification, firstly, service standard
and product diversity had a significant effect on product satisfaction of dessert cafe. Secondly, tastes
and nutrients influenced positively long-term orientation of dessert cafe. Meanwhile, service standard,
mood, and product diversity did not have a significant effect on long-term orientation. Thirdly, product
satisfaction affected positively long-term orientation. The results of the study provided useful implica-
tions for management of dessert cafe.
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Fig. 1. Research model.
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ZAL thgAke] LREA Q] 582 mhetelr] 93 Wk &4
ZAT}= Table 17} 2t} A2 o4 18378(56.8%), B4 139
H(43.2%) 22 JEFSEaL, A7 2 40~494] 8478 (26.1%), 20~
294 7978 (24.5%) o= YERGT) gEe tg £ 1397
(43.2%), 1158t =% ol 829(25.5) <=0 = et
42 A1 1078(33.2%), A 6478(19.9%) o2 Ve
o, PPt 252 1007k 1T 10178 (31.4%), 201 ~300

Table 1. Demographic characteristics of the subjects

General General Frequency  Percentage
information information N) (%)
Male 139 432
Gender
Female 183 56.8
20~29 79 24.5
30~39 51 15.8
Age (yr) 40~49 84 26.1
50~59 62 193
More 60 46 14.3
<High school 82 25.5
Some college or
. 20.

Educational associate degree 67 08

level
Bachelors degree 139 432
Graduate school< 34 10.6
Employee 107 332
Official 46 14.3
Professions 48 14.9

Occupation
Self-employed 39 12.1
Students 64 19.9
Service 18 5.6
< 100 101 314
Monthly 101~200 58 180
income

(ten 201~300 70 21.7
thousand 301~400 56 174

won)
401 < 37 11.5
Total 322 100.0
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Wl 10(217%) 0.2 et ek 2 4 A SHAEES WA JBYL Badl
7] 913} Cronbach's alpha 3t E5F dwbd oz Q5 o]z
4.2. 58 =79 HEER HEE = 71581 0.60 o]de® yehd, 74 dE BF S8
UAL Soe] AE AE A4 A4E e qpm 2a T DS G0 e dege oA E s 4F A
9910l 7|4 Ao et =7 g=o] ghFAn} 2124 g £ o] alo] disle & 4t A Ee 66.34%
S AZ%7] 91519 Table 2~Table 49} o] A geolr  CIATh &AW Sk &AMz T2, 247, AE
M AAEAH Fdoleta WHsii o vhat el B2 24.98%
o] wj L/ 71FE 1.0 ©]4 8Eo] AHHEE 3} Rnom, 89l 2& AH| 2~ FFo g Wisiion #4EY
Ao, 89l HAgo] 05 o] olH FolF Aow kst HE 1552% 821 32 BV AR ZARE e 13.28%
Table 2. Result of the factor analysis on dessert cafe selection attribute factors
Construct Measures variables llj)?gﬁrg S;%Eg Reliability Va(l;l/aO;lce V(j;;zil:u(:/i)
Taste of product 913
Product quality 909
Tfﬁffmﬁd Product freshness 893 4.247 0.771 24.981 24.981
Temperature of product .889
Nutrition of product .872
Service level of dessert cafe 723
Systematic service 721
ngge Activeness of employees 678 2.640 0.843 15.528 40.509
Favorable work .669
Telephone booking process .627
Image U751
Exterior 725
Atmosphere 2.258 0.890 13.280 53.789
Comfortable F&B spaces .685
Parking convenience .655
Product diversity .825
Product . _y . .
variety Eating and drinking with a new experience .790 2.134 0.796 12.552 66.342
Kids' ment .664
KMO=0.867, 72=3598.770, df=136, p=0.000
Table 3. Result of the factor analysis on dessert cafe product satisfaction factors
Construct Measures variables Factor lording Eigen value Reliability Variance (%) Cumulative variance (%)
Overall satisfaction 796
Product Price satislaction e 2301 0.853 57.513 57.513
satisfaction Cooking satisfaction 758
Service satisfaction .686

KMO=0.638, 72=476.919, df=6, p=0.000
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Table 4. Result of the factor analysis on dessert cafe long-term orientation factors

Construct Measures variables Factor lording Eigen value  Reliability Variance% Cumulative variance%
Continuance of user .826
_ Long-term user .807
Long-term 2.601 0866 65020 65.020
orientation | ong-term benefits .803
I think it will continue to work well. 788

KMO=0.749, 7=563.503, df=6, p=0.000

2 Uehgth rixlge g2 89l 4% AE vRd o Hst = Alke A3 8 7Fs FEiE AEE: 07 o), A
qom, BEadwE o 1255%2 UERgT) 2+ 2918 Cron- FE B 05 oS BT AEsEta o] Alsxr) gre
bach's alphagt-s A B, Bk} JFS 0.7710] 3, AR~ AL golg 5= k. Ao et Akl A g
& 0.843, E9719F AL 0.890, AFE TFAEA L 0.796.2 gk AMOS £4] A3l 5 2=388.308(df=242, p=0.000)= e}
2 Uehd, dFoA ARE S =79 Al A7t W 71-El, GFI(0.927) 2} AGFI(0.903), NFI=(0.924), CFI=(0.970)
itk AdE = UQlch YA E 719 AE A9 4 89l 7F A3 AF0.90 ol E FFcha e Ao E YEe
2410l KMOE 0.867%2 YENSEaL, »7=3,598.770, df=136, p= =, RMR=0.026(<0.05) A3} = A= A AFE F3]3t
0.000 fre] gt 2to] & Kl o zH T ol A3}sirta Add I gle] B AT AFE e AAE FY5e= o 2
T Utk A= fle o= Aodn
FE NS Agste & A A Y-S 57.51%0| e,
7] A2 65.02%% LEFSITE Cronbach's alphagt-s 4t 4.4, Zt Q01 Zto| At &4
e A URE 08530, PN AGHEOMOSE Ty pasd gt gRE BAE AT, olE
Fih Qe Aed 59 =TS ARE A AT g ww Az sgus 2 3449 ) U
L HEE T AT B WSS KMOE 06382 U 9 go1g 4 gink 345 2] A9 2 3R
AL, 2476919, df6, p=0.000 IR Aol S melema 7107 o] =& FAAAE Kol A & Aoz B
Aol e e s ok BEEd BAVE T AFe de Aoz vad
oh SAA gl g Bl ST FFEEdel o
4.3. 20IH 201=4 =9 7t 74 AEEd tald A= Aold AP
OAE 719 A8 &49] a9 /Mdel wta) o of, Au| HAstr] {8l wE gAY 24 AAE T
TF, BT AE O, AE S 9 7] A9 B dubg oz T g NdE A7t 24t =& wtol F
e As3] st g4 el S AT = A INAE Tboll dBaAe] AT < sk T 743 AN
A WA WS S skl 24 g gz d el W BEAe] EAlske AR = 4 slth B
W 212 = (construct reliability)9F B 24 3% ZKAVE)  Table 5ollA] Z|A1E ule} o] TIAE 719 JF A8 $A4
Table 5. Correlation matrix
Construct Tast§ .and Service level Atmosphere Product variety ?rodugt Lc?ng-te'rm
nutrition satisfaction orientation
Taste and nutrition 1
Service level 0.283" 1
Atmosphere 0.516™ 0.514" 1
Product variety 0.441" 0.331" 0.334" 1
Product satisfaction 0.635" 0.191" 0.443" 0.226" 1
Long-term orientation 0.214™ 0.199™ 0.210™ 0.245™ 0.326" 1

" p<0.05, 7 p<0.01.
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o] A MNEE &, wt} JHr=0.214), AH] 2= F(=0.199), & 7}, RMR(0.026), GFI(0.927), AGFI(0.903), NFI(0.924),

E-91710=0.210), 3F TFFE(=0.245), FF THEE(=0.326) TLI(0.962) & CFI(0.970) 5<] A= A 47t Az AFE
b7 A A dEuAS Heln sin E)eta glo] AubAQl T2 wEo] ARE 7 EL FHA|

45. 7H49| A3

717 YEe Aoz BEAH AT
OAE 71 A8 &4, 4F UEx, 27

g71
} R A 97 7R el i AL AIE 2.oFsH Table 637}

2 A7 YA E 79 dF Y SA0] ARl Bt °
I} oJoF, |2 S35, thorA, Aol A 2ot A o) A7 7M. ol rghe] Arhgko] 1.645 miRke
¥ UEs aela 3] Ay W] ol gol R UER SANE AL af 7ol AgE e R w4
PN ATE RS FREAE ol gsle] AT 2g gl AT 7ME ASE A9 Fig 29] 7 BY 34 ARA
A& AZ30 ) Fig. 2014 Bol& uhs} o] A 2o Gl HAE Fhu AF e &4 sk9] A4 wt
3k AMOS 24 A3}, x2=388.308, df-242, p=0.000= e} o Gk, Ml G, 2971, A 3T F4589190 H

Taste and
Nutrition

Service Level

Atmosphere

Product Variety

------------------ Product
7 Satisfaction

t= 2.981, p<0.003*

o g
.,_“‘}‘.7335;:_;,_(0?95 oy

t= -1.067,p<0286 v

............ B Orientation

Significant path coefficients

_____ Non significant path coefficients

Fig. 2. Structural equation results of items.

7°=388.308, df-242, p=0.000, RMR=0.026, GFI=0.927, AGFI=0.903, NFI=0.924, IFI=0.970, TLI=0.962, CFI=0.970

Hokok

p<0.01, ™ p<0.05," p<0.10.

Table 6. Parametric estimation results for research model

Path Estimate S.E. CR. P Result
— Taste and nutrition —0.025 0.019 —1.313 0.189 Reject
Product — Service level 0.149 0.071 2.084 0.037 Adoption
satisfaction Atmosphere -0.023 0.035 —0.657 0.511 Reject
— Product variety 0.308 0.072 4.308 0.001 Adoption
— Taste and nutrition 0.104 0.038 2.709 0.007 Adoption
— Service level 0.007 0.121 0.060 0.952 Reject
I;ﬁ?i::; - Atmosphere 0.091 0.070 1309 0.190 Reject
— Product variety —0.104 0.098 —1.067 0.286 Reject
— Product satisfaction 0.603 0.202 2.981 0.003 Adoption

s

" p<0.01, ™ p<0.05," p<0.10.
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