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Abstract

Purpose - This study investigates the effect of service quality of coffee shop on store attitude and store loyalty. It
demonstrates that the individual's behavior identification level plays a moderating role when the service quality of
coffee shop affects store attitude. Conceptually drawing on Brady & Cronin's three-dimensional model of service
quality, this study examines the effect of service quality of coffee specialty store on customer's attitudes and loyalty.
Also, according to construal level theory, it examines the individual's propensity difference whether the individual's
behavior identification level on service quality and store attitude has a moderating effect

Research design, data, and methodology - This study used Brady & Cronin's three-dimensional service quality model,
and 183 valid cases collected through the questionnaire survey were used for data analyses. For hypothesis testing,
regression analysis, multiple regression analysis, and covariance analysis were conducted.

Result- As a result of this study, first, it is confirmed that service quality has a positive effect on store attitude toward
coffee shop. Second, the difference of an individual's construal level did not have a moderating effect on the
influential relationship of service quality on the store attitude of coffee shop. This is because the influence of the
service quality is greater than the difference between groups at the construal level. Therefore, there was no moderating
influence according to construal level. Third, the store attitude of coffee specialty store has a positive effect on store
loyalty.

Conclusions - It is confirmed that there is a difference in the effect of service quality and store attitude on general
and college students. This suggests that it can be used to establish marketing strategies by segment. And, the college
students were found to be more influenced by physical environment quality factor among three dimensions of service
quality. Therefore, it is necessary to further improve efforts to raise the level of service quality perception through
physical environmental factors such as clean and pleasant environment including the interior of a coffee shop, and
internal table arrangement. The empirical study on the moderating effects of customer's tendency of difference is
meaningful in the absence of empirical studies.
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O] XtX|St= HIFO0| 625%@=x )0 k= 2tE, =4 A
TAIZO| o] M &3t Hols HI|HEFEel Feko| At
1 g 2= C}JoongAng Daily, 2018).

olgfet HolE F=ot ZUQ ZUMXI0|= HL|HMEHEES
oM 100He] HIHETL X|Hot A™E HO|L U= 7+2|
HOMEHE 4% S0 EUMEQl AEPHA I, FHHH|L|,
A2, F2|A0] F E == 2f 20000 7H0| 0|20,
7|Et BHEE ZESE MA| OfF == 94000] 7Ho| EHol=
FEL2NM, XEHe=E FItE|A U= F M|O|CHBae, Lee,
& Park, 2014).

HITEHO| MAre 2 oIAS0| ZIBIN 7hHE ¢
25D O7tAZEe| BIIE & ebigsTo| &7 o St et
O|ZAEIY Hotol| & Yol Hot2 MAE 2ol Jt
OlAM ot Zto| AHLE E7[H= /7t StLte & 22 X2
&t7| E0|H(Cheon, Hong, & Kim, 2013), 0|0 Ct2t
IHEHES XY FY BN MES o mumol
TS Soff nMo2 e QM FSHA| o= X0
22511 QICHChoi, Koo, & Lee, 2017).

Qsio| HIHEME Chad| I BOHE Hof o|o|x|
Lt 22171 &2 o =28 37t d2( Chyst 7F KA
28 = Us 2 o SULE HBISIHAM(Choi & Lee,
2011), M2 AH|ZE3o| Of0o| 202 QAN Qo A
HIXI=0| #HO|E 7| =4|Z0| ot 7O FOHE St A&
o 875 HSI0] 49| AES FSILAAL S 7 K[AH|A|
CHeF E0] dlLtol & 3tz Af2|of 2 =1 QCHKIm, Lee,
& Hwang, 2015).

HUMEHES Kot Y S0 1HEHE
QIS0 CHefet O E © 22 FARIE A= O, 14F
= AAE0| 7|¢at 2 o|Mel HAE FXSHHN, EF
MEFE ML2EX|, 22|10 X|Qlnt ZX|oA = Mg
dd8ste aflez AE5Hy| WMz, 7|ge X|&Hel £ 9
Er=0o| 21 HM0| € &= QCKReinartz & Kumar, 2000). CC2}A]
AIFMEESE 2ADEY BdESHE0 IS 0| K=
MHIAZEE X[2fo| Z242 QlAISHA E| Qdct

RENA| ADHEMD BHE MEETSS HIHEN
of MEAHIF NZHOEEO| 2heb AL(Kim, 2003; Kim, Lee,
& Ro, 2007; Jung, 2006), HL|MEX AH|X} EAof st
A (Ko & Suh, 2009; Shin & Chung, 2007; Lee & Kim,
2009) 52 SHoE M= THBZHE Moo x-S
= 9FE0| F2 0| ZO{RSMH(PPark, Kim, Choi, & Lee,
2013), ALMEE MHAEE 2 A3s HO|TEF A
AEZ(Lee & Kim, 2009; Park & Yoon, 2006), 11ZHo| Z{L|
M2d MHAFFE X|Zt0| AZADER0| 0] X|= EgF (Kwon,
2011; Kim & Byun, 2010) S0| R RUCE

SHE MH[AZENO| B3t MYHTS0| AFBSH MH[AEH
EHCTES MlA 2 Olo] st AH[A0 T3t MulA
=2 RS It BHO| UM, HO|TEFLe 1R
ot EME Eeth QAMRUSl MHIAEES Bt S239
O|F0{X|X| LALHHan & Woo, 2011).

Matd 2 Q7s HIHEEO| MHAZE X2tg 7
S| fI5t0], MAATFOM F2 CF FJUH SERVQUAL 2

ujCc

0| oftl, HIUMEH Mu|AFE SF0| HEe A=

_,_
=

X N oox K
v EH1wj

ot Brady and Cronin (2001)9] AA MHIAZEXE 2H
(HSQM)2 MEiSlo], o] B REe=RE TEEH =2(H

SEEE J 2NEEE 2UEE S 3808 S50 1Y
o MHAZE X|Zof i & HEE=0f 0 X|l= Fgs 24
Sta, ojife| { ZEj=7 o] H ZF Y0 0| K= S
BAE HHER} SHAUCE

o X 7K HOHEY MB|AFE #E dAEAS2
MEIAEE, DRSSO =0 2ot 70| LSSHEAM

= 74 740Io| des 1 BotA| @2 AS0| HRE0I/U
Ch 2 AFoM= 12 JHele] E45 of 4+F0|20t gt
5t0f, 7ol ‘9o Xtolofl 2lst MH|AFE X[Z0| H ZE{:
of Of X|= S0l =FH Ko7} & dot=XE 2dHED
At SiCh = A= Ol2fet WA 3 Mo M T
XtO[7F ALHEY MH|AFEDH ZE|=O| 2A0M =F
M ge2 0l K= XE 4HE2EM, 7|EQ ALTZHat
BHAE ALSO| CHRX| AT 4RI e XJ0|E HES
AT A EH Ofo|F A oot uXt otglony, 0[of et
2SUTE ZAIBHD, AHOHEE O 1 2EH3 2
J2(0 2FH AMEE MAISHLAL SFRACE.

2. 0|25 HjZ

21 FHOEex

7L E ™ (coffee specialty store)2 Q|AIAHO| BIZ=0
L3t E73o| YA, MH|A HEl, W X| 284 59|
Kol 7 2E|l= 'HEfOf ezt 27 F 3 £ES KIX|SHH,
EH9o| Hotel ¥ A0 AHLE MECE TSt X2E,
7tI|(cafe) EE= FHI|&(coffee shop)O|2t E2|7|= IC 2

glLigt #EEMHEROUM AHIWEZHE2 LS FHE2
otof &4 Bl MMt S2HEE MSdts HAEY HEE
Foto 2ot U= AMYM'Z Folgn el EE
RN E YAEFS 7SS ot HIHEHS 29
St ol RELiRMe H2Hez AHmet 7t Eet &
TS oot HEHE AT EFOl2k BTt (Park, 2008;
Hong, 2003).

o5Ho| HUHRHS 79t Ho72| 5 S48 T +

o RELH OfLIZ} O|DX|et 297] S8 EONE & 9t

22| B2, AN Ho| Ch Bt 2US 9t I

A2 HIHEYS MEss 20| OfLI2t, He Mg S

o= ExXBlo| AIZtg B7I0f AOMUHES o} ALt HR U

XQIST 2518 SR B2UCR HIHENS Mefsie
b

FMOIH, MZE FOIE &% X7|HHEFAE BHESHH 4
S FFOSIARX}; St 7F K[AHIACRE HE0] SHLt2| =
Z Xt2|of 4 st QJUCHKIm, Lee, & Hwang, 2015).

BES AHOAE2 QA HE AL|(F2 oY), &7(7D]
(Ready-to-Drink: RTD), 12|11 HIO|HME™ A|Moz L 22
%= QIom, 20104 7|&, MM HIOA|ZEHE < 2x 9,370Y
o F2A AHOZA 1X 27009 &, 87|7D 69109
o, 2|1 AHDHEHE 9760 S AX[St= R JAKX|B
(Kim, 2011), 2016H & o] HIOA|EE 6% 40419 2oz

10 w>
ot 1o
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YA, ALTEZ S HLAIZOM 62.5%(4z= /)2 H
2 AAotol =4l AOAIES| 82 FkEotn ALt
(JoongAng Daily, 2018).

SN =Ue AHUEEE Tg7(2kH
2 2@s w21 ok (L2t el 1918
HIZF2 OF 338FIQl HOE FAPET T, ASHFT B,
aH[2MO] Ha) ofge M|TIE S7h O7tAIZtel S7h
StO|ZAEFUO| Hal SO ofsl AH|RES| AR} X|
£Mo 2 FItE|1 QUCHCheon, Hong, & Kim, 2013).

T atolojot e
1012 17k Fm|a
s

2.2. MH|AZEZ(Service quality)

MHIAZRES AH MH[A dotof Cfst 0240l X|zfat 10
10| MH|20f CHet AR 7|CH K|t H] nE &% AH|XO
X|Zt0|B{(Gronroos, 1984), AH[XRZ} AHAO| AH|SH= MH|
AFHO| CHof FaHEQI S Mo 2 AP 7|0t A7 MH|A
o EX2 H| WSIHM FEH o|0IE R0sts AE JiE
3t 2 = UCL MHAZHZ £ EF AMH|AQ| FHEHEQl
EfEHO[Lt @ 280 grot AH|XfQ| THEtO = A, AH|XEIG
WEH EMRCHs RN JjHoz MHlA HBXHE
o Zol2tn = e SR MH[A0| Ch3t Yichet Amtetol
Hlmof ot Yx|ge=z= ol & = RUCKHParasuraman,
Zeithamal, & Berry, 0|5} PZBZ A&}, 1988).

Sherden (1988)2 MH|AZZEZS MH|AE H38H= TAf
He| MH|A HIIFEOM X|ZHECtD ESRL, Cronin
and Talyor (1992)= AH|A EE2 573 AMH|A0 Cigt &
71F0| MAZHQ BHIIE o|05H= E=ZE Jfdatz F
Ye[OfOF BTt FESE/|E SIRICE EDh MHAZE2 1
HOIES Z3f3l7| Sfst 4 CHoz AFRE 4« 9lom, 7|29
a0l Z7lo} AIROIMo] ZAHOl QK| oA T & ¢
L JHX| Q= =37 E £~ QICKSivadeas & Prewitt, 2000).

XISMA  MHAFHEHS] HEE St SERVQUAL
SERVPERF 12|11 RSQS £ 371X| BHO| 717 42| AMEE]
Ron, LEEoZ JHE HUO| AFEE|02 MHAEZHE &HF
E= SERVQUAL ZHO|Ct PZB (1988)= X|Zt=l MH|AZE
Ho| g ‘Mu|Ao| S4Aut BAE FEHHOl meho|Lt
Ele'= Molstm, olof mat MEAZES 5ol xilom
TAM310] SERVQUAL B8-S X| OFstY O OH(PZB, 1988), CHE
29| MH|A EF A= PZB (1985)7f A| st SERVQUAL
MOl S7HA| XIS BIIZEMN 1Zio| J|CHRt Hut At
ole| AXE ZES= O ESSIE UChlee, Jeong, &
Choi, 2014).
otH, Brady and
S2|% $HEY S 39HNle] EXoHED
SIA=M, & ZAEEES AH[AIRE MH|A HSXp 742
ZE MHAZEHZEN, YUYl Bz, ¥ & ZuEE
NSkl MHASES X|Z0o| &t A2z 'Ti7|AlZF,
d, =2y & A2l MH[A MEsgtdar BEE =
12H2 'FHEE, 'TXel S0 stAtez F
Cta ShAct
Brady and Cronin (2001)2 Rust and Oliver (1994)2| A

HIAYE, MHIATE, MH|A 2HEo| ME|AFE Stelxtal

=

[0 X 1o pA

Jo T
rn A 0%t
riot O
ox

ox

1t Dabholkar, Thorpe and Rentz (1996)2| MH|AZEZE! 2|7
Tx Z¥E ENZE 30 MHAEEE S22 2EEF o
2HEEH, ZIEEE 7 22 ME2 ZFS A o5iRie
o, S4° St &, Oli & 349l S2ar 2AHE XS
SQBH0 HAEY MHABHO| ZHO| 5SS SHULE

X GWK], AHLHEE 2 MYGERLS2 AHOHEE ME
540 nA7HX| Xzt SHE0 0] X|= 21, AMHAZE
X|Zto| nz4 QtFDF IfHEO|: S0 0| X|= @& S0 =T
2 510 THE|ASMH(Kim, 2003; Kim et al, 2007; Jung,
2006; Lee & Kim, 2009; Park & Yoon, 2006), HL|™EH
MH|AEHQ| S240| £2F &oj M2} & A7t ROl 0f
FOIM=, HIOHEEE AMHASHO| 2R 22| 4=
2 PZB (1988)2] SERVQUAL 2o 7| xst8 wM
(Tangibles), Al 2|d(Reliability), 2+2%d(Responsiveness), 24!
‘A(Assurance), SZd(Empathy) & 57HX| XIS 7|8z
MHIAEEE HE5I0 Uen, HDHMEE MHAEZEO0|
2Hak=ap JPRE2O| £ (Jin & Ryu, 2012), FHO|E(Kim, Im, &
Koo, 2012, Cheon et al, 2013) 3 HEIHEZ=ME(Chae,
2010; Kang, 2012)0] OK|&= ¥g SOf CHst A7t o] 7o
HCh

£ A= Brady and Cronin (2001)9] AH|AZZE &
Ho| HIHEYS Z8, HAEY St 22 24 rl A
HAEES ZWete #H9 9oloz TNEO| Uk F
720 275t ALME™ MHAERO| Ael 2+
SiME AT 2840l 2535t o &0 M(Cheon et al, 2013),
Brady and Cronin (2001)2| MH|AZEZE 33X ZHO|A At
& =2H 2422 4 2EHEEE 12| AnEE S2

o 10
HOHEE MHIAEEE 85 AH8SHIC

L% I

o
>

23. 3i4+=0|2

Trope and Liberman (1998)0f 2|sf| A| Ot=l 8l A4===0|
(construal level theory, CLT)2 AH[|At AME2|E dBst=
202, AZHE AHEZ|7t O] efAtAo| Cisf FAXo=
£ EAE BoiAA Mzt TR ¥Eke 0| kictn
stn QUCE =, W O[2AA0 CHsiM = F4E0|n =4
o=z 2| (high-level construal)Oj| A E4
(representation)t, A|ZHE 2|7} 7P)F 2 O|2fARAG| Cf
SiME A0l BEXHoz S =F0AM EAST| IR
Ol O] 2jAHZAO]| CHot EHotap ZF-HO| AZHE AZ|of met &
g2fRICtn 20 QICH (Liberman & Trope, 1998; Trope &
Liberman, 2003).
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H

0|42 H|Xto| FOfY HOME 2H|X7) X[Z45h= HE
o A2|of et FojejAraEgo dgs 0l H + ABR,

=
2[R FOfAIEON S0l H 5 Us

8 waz
583 4 SICHs 22 olufsich ARE Roj 4 | Azt
slo

Hoz OfR7F Aes B JHOIEHE, S2=F0A of 4
EM MHE FHHOIH CheotA BEGSY, ZAHoL T
HEQ A =20 UHX|H, FOie &0l 7P 2 SEHOIM Al
2 O R7F BICHE, SifIs=E2| s 4 &3t0] AL TS A
Ho|n SESHA ETSHo] 2X40| 0 FHM Ol At =0f g
SHX[AH EIC O ME diM+=0|22 of 4+=2l wisto mt

0
i
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£ AH[Xto| d2|E 4 EXel 2010 gt Me|® AHzZ|of
ZFE 5 AYSI UCE X FNA[Q] o] MYAFS2
O| O] 22 2 HE A|ZHH AHE|7t HO|HE FHEQI ZH
HO= 22F0|2 MAZEQI M2oM I CHAO|LE A HE
85 =L A2 20ZF1 QCHForster, Friedman &
Liberman, 2004; Liberman & Trope, 1998; Smith & Trope,
2006; Trope & Liberman, 2000).

SiA=F0|22 O] MEH St CHO| CHSHY Af 20|
Xzste de2l™ AzZlof w2t MECHE =F0M CHEA
ZOLE0[A &= ol ol HM2ZH HiEl= AHE Az
(temporal distance), &7tX 7{2|(spatial distance), A}E|H
7{2|(social distance), 7}&& L= 2HEX 72| (hypothetical
distance) 1 Z0| 47tX| AHAOIA HelE £ UCt St
CHTrope & Liberman, 2003).

SHE SjA4Z0l22 AIZH 729t Ze A EE 90l ¢
Ol 71X Qolof et HEtd &= U=0, 53| a7t
HES T Uote 8%, AHIXRe| ZHeldeol w2t FFojele
of Holo] SFE E = A2M, O| MFH 741X 2010] 5 A
F=F0| S E+ UCks Aol & SEKN[J0|E(action
identification theory)O|Ct(Vallacher & Wegner, 1989).

Vallacher and Wegner (1985, 1987, 1989)= ol A4=z0|
QIR Qolof mat ZatE 4 Ucks W SHHH0IZS A
OISIHA|, & S A= (action description)0| HFHEQl =M
o[ofst= SIRIFZEOMRE, Wele| ZX0|Lt 2t 2|05}
= THEQ He=F0 0[27] X AX[HQl AR HH
ot = Ut SFHSIRICE & FHE =F2 JoiXel g
o=2M, 2 Hikle=d sENG0 M2t H2HE = As

S0 UM ZIES7), FF, MIE
D& Yot WRE LIEHLHX|EL QX|HCl A= 27|
CHE &0 ACtn & £ Aol 'FF= o717 A
1f H| wotH Me[=FO0|X|2 '7IZetastr]'of H|SHH 512
=Zo| HHH0o| & £ UCHWegner, Vallacher, & Dizadji,
1998; Kim, 2010). Vallacher and Wegner (1989)= & 573X
oM LIELE JHRIKHE FEEE7| 1610 Behavior
Identification Form(BIF)2 726, CH¥st & tho| md
e UYe2 W SEME =&t X7| 7HEte| #AE &4
ESIRen, Xlo|d &2 FHHQ HHAM e Sl

H| XH(low-level agents)?t & =9O| Q|O|Qt At o =
= A= QXK high-level agents)E H| WS} FCt.
I=E A/RHE Aol ¥ =0| o A YHELCH
™ @olof ol Fes Ee=Ct X2}
Wako) AXl AHAlo| s Hoh QPEHOo|d
g A Bastn, Of FEo X7 ES JHR| 2 Uk

mjn mjo
rlo n
o oxr
N
o

=]

n

02

&
ol

Kl me Ot rr © ox [y
>

= 0H'|

R o\

Ot

30

n

31 ALHEY MulAFE0r HEEZ=O| 2

ot dYAZ2z ot ALAZOM AHIPEZHES2 L

=T |7{0
CHKim et al, 2012)= 29Q|7|2 HIgD, £t Ched

2otS7e 2 At2|0f E[RA7| W0, HI Rl SHE
OF OtL|2} MH|AZE FA| 5888 42 2210 ot
(Peng & Han, 2014). o[of 2} Ci=o| HI|MZHES A
o n{ol SXED OfL2t MHIAZEE HolE &3 8d<
| SHEE QI8 £ HStn QUCHUm, 2010).

Kim, Lee, & Hwang (2015)0f 2@, M=o CHst AH|
A Efes MR Folst FE2 0] X[1(Hyun & Nam,
2008), ME2| & 7tXoE 3N IS 0] K= A2
2 L}EtHOM(Dodds, Monroe, & Grewal, 1991), AH|Xt7t
SO Tl ZO|XQl =S B A= 1 BACS Ty
&t 7}b5A0| &OFEICHhun & Lee, 2010).

XSMA| MAHFTES AL™EETEO| MIsts AMHAE
2 X0| HE2nAMsol ® e AHo| IS 0| dck=
Ag 5|1 QUCL &, Chen and Hu (2010)= SFAES
oetez HOMEE MHAZZEO| 1ol X|ZHE 7t X|&
=Y = Uk AS W, Cho and Kang (2011)2 7
odEEe L& 2 HE, AHDEE 2|2 H2d0| X[Z
27 XE &=Qcts AZ AHBSIYCM, Suh and Lee
(201)= I EFZ 2HER =2Y 2HEo| HIOMEH
MHIAZRE H| n24ot0] & BEUE DRoM HIHEEH
o =28 EEE, AHuHQ S, HiEZ[AES] MH[AZHO|
DRSS FQICH= A2 HRCEL 12|10 Lee (2016)=
OEHEe MHAEE R0 5 4 2HEEE =28 &4
3 50| 2E olojX|of 3N deS T USS 4
SSHALCE

O|ME MHAZEEZ ALHMET0 st B=E Fddt=
FQoh QRIe2 M, AH|XI7L X| 5= MH[AZEO| +=FO|
LSAE BT MEO| Cf3F DMEEE So[MOR £ Lt
EtetChe MaHT(Cole & Illum, 2006; Kim & Byun, 2010)
£ EMZ 2 30| = Brady and Cronin (2001)9| & &
AEEE ANEE S2H HEEE S e 2EH =Y

Sot0 AHLHEE MH|AZEO| 2o & ZE{L0f Of
= SYUAE HBSaxt SHAUCE
Cheon et al. (2013)2 Brady and Cronin2| 2{A|& AH|
2Z2H Z¥S So10] YEaMo| MHAZH X[ZHE Tt
X[, BHE, J2|0 W&ol 7to] A E AmeEs HF+E T
Aot =0, CHE2[HEAE 8510 MH[AZSED n40HE
fol HAE ZAEst Ay & 2AEEE, Z2UEE2 M2
Foot FE2 0| XK= A A0l LIEFEX|SH S22 SEF
22 Rolot P2 O X|X| @b A2 LIELGCH

2 d4E Brady and Cronin (2001)2| AH|AEZR 3Kt
2o ¢ AEEE AUEE 22X HHEEH 52 SOt
O HO|XMZEO| MHAZHO| T ZE{ =0 O] X|= FaatA
E 0 S =AY Z2 MEHSHY HHELIXL SRS
Ch&ar 20| 7t 88 HA3EsIAnt

>t o 4

i

<HL> FEHEHo| MHAZE2 HEE{ZO 38 I
2 012 ZHo|ct.



Hwa-Seok Kang / Korean Journal of Franchise Management 9-2 (2018) 39-52 43

<HI-1> AHIFHSFO| & sXgEH ¥ mE|zo| X
sk2 0] " Zo/ct

<H1-2> ATTHRFO| 22N $BFBUS H ZE=0 3
N ge 0" Zolct

<HI-3> ATMBFO| ZNBYS H ZE|=0 3TN ¥

32. MH[AZH0 FEEE ZAO| CHoE 741 sHM=

MEIAZHO| M ez ot TojelE Sof SEEQ
DjFCHs MG F0jM 0 Jjolo] & Koo ot
AEY QS MEE o7t 019 =2 AHo[Ch &
o7 o) Mazolze X830l nH ol A xo|oj
et MulAZE x|2to| M ZE=0 O K& ¥sto| ZHE
L X2 Amsaxt Sk

SMaZO|R S SYUBHA A0 TS| AF RIS S JHelo] Al

rlu mjo

L o=
28 H2| X|Z5=F0| et A ZoEQIChH= 0| 222
M, dEld Azt H ZR0ls F8H 20§ FHeE Y
f=ZEANM S StH, dlEl® AHE7L 7Pt 2 ZdR0e 7HA
FEOM StRF=FHWM S ottt= AO|CHTrope & Liberman,
2003).

ok S M=Fo| X0l AlZHE A 22 4 Ed
QIE ofLzt ZHRIE qeolof matMe SHetX|H, & 58|
O|22 Z{Zio| dl S0| Xl £HE o0|5h= XX
SIR|=ZOMEH delol SHO|L 2ME 2|0/5l= F4H
ol &fI=F0| O|27|7tX| gt QXN AZ M= =
QlCHVallacher & Wegner, 1985, 1987, 1989). &-57HX{|40|
22 SIRI-TlE A 52 A Hole 4%, ¥ 2| MEH
Arat TR LHE0| EESH El1, dFsFElE A Y
SHA| =™ & SO0l CHs LEHEQI O[SHE =HI5t0f, 1 W =
of gkt Ano| x=HES XA Ectn HHBCHJeong,
Gim, & Ryu, 2012).

OlME ASTHMHEO|ZE LT o X & oM, <
M E St 7Hele FYHoE TSI "t ZTHOM S
M, SHRISHA S St= M2 FHEQN BES SHY "0
A" FHOM Mot AS ATESICL 2t & 3

oA ATHSHO| RBoHs MEIABE X|ZH0| cHstol
D20l B MAFO| 0 2 M3tol Kol= 242t B HmErS
SE2 XIUH gBS O HORs of4S StBiM Cheat

#0| 7t 22 2oLt

[AZEH0| H=EY

<H2> Jjole| &M $EL HEHEH
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o
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88H(48.1%)2 2 LIEGICE

<Table 1> Demographic Profile

. . Frequency

Characteristics ) %)

Male 75 41.0

Gender Female 108 59.0
18~22 years old 103 56.3

23~26 years old 72 393

Age

27~30 years old 4 2.2

over 30 years old 4 2.2

500, 000 won below 95 519

Monthly 500~700,000 won over 59 322
income 700~1,000,000 won 17 9.3
1,000,000 won over 8 44

Others 4 2.2

Once per week 30 164

Twice or thrice per week 82 448

Frequency Beyond four per week 52 284
of visiting Once per month 5 27
2~3 per month 12 6.6

Others 2 11

Global large size 39 213

Domestic large size 19 104

Preference - "

store type Dome§t|c small size 17 9.3
Small size near school 36 19.7

Non Specific brand 72 393
Total 183 100.0

= g70 O|8E 2= Z&=2 Likert 74 HE(1; Of
DX ok 78 e RIChE FFEUCH, X K

431 MHAZH

AHONMEE MHASEHE2 HOHEEZ L5
O| =Z = U MH|AQ| Fotol2tn Folx|n, & A0
A& Brady and Cronin (2001)Q| MH|AZZERYHES ELHZ
=C|H 2480, 4 3AEEH, deln Z20EEH 52 37
SIAHAS 0|25t MAATA(Brady & Cronin, 2001;
Hurley & Estelami, 1998; Lee, 2007; Sur & Lee, 2011;
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<Table 2> Results of reliability and exploratory Factor Analysis

45

Validity Reliability
Factors and Items Factor loading | Communality Eigen value e);;?::;?%) Cronbach's a
Interaction quality 8.385 28.22 928
Kindness of the employee .840 810
Communication with Employees .821 776
A neat employee's outfit 722 .760
Providing skilled service for employees 718 769
Solve a customer's specific problem 711 .582
Provides quick order menu .689 .706
Physical environment quality 1327 24.65 877
Providing a clean environment 778 823
Pleasant atmosphere 774 .769
Table spacing .768 609
Interior decoration 762 729
Convenient accessibility .607 .586
Outcome quality 1.107 19.26 .823
Taste and aroma of coffee and tea 821 825
Use advanced materials .807 716
Various menus 650 695
Provide proper temperature of menu .628 .665
KMO Measure= .928, Bartlett Test of Sphericity=2034.569, df=105, p=.000, Total Cumulative(%)=72.129
Store attitude 4.776 79.598 946
I feel good. .940 384
I like 929 862
I think it's attractive. 917 .840
I think it's great. .888 .789
I think positively. 877 770
I think the quality is good. .795 631
KMO Measure= .908, Bartlett Test of Sphericity=1122.002, df=15, p=.000, Total Cumulative(%)=79.598
Store loyalty 3.549 88.725 .954
I want to visit next time 958 917
I want to speak positively to others. .949 901
I will continue to visit. 938 .880
I want to recommend it to others. 923 .851
KMO Measure= .797, Bartlett Test of Sphericity=904.863, df=6, p=.000, Total Cumulative(%)=88.725
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<Table 3> Regression analysis: Influence of service quality on store attitude

e Unstarl;dardlzed csc:zfﬁ;f:: Standardlzelc; coefficient . sig. Results
Interaction quality 486 .063 395 7.655 .000 accepted
. Physical environment 572 063 465 9022 | 000 accepted
Service quality
quality Outcome quality 479 .063 390 7.557 .000 accepted
Rgression model R= 724, R?2= 524, Aqusted R2= 516,
F=65.702, p= .000, Dubin-Watson = 1.697

Dependent variable: Store Attitude

<Table 4> Regression Analysis: Influence of service quality on store attitude by construal level group

Dependent Variable

Store attitude

High construal level group (n=95)

Low construal level group (n=88)

Independent variable Std. Beta(p) t P Std. Beta(p) t p
Interaction quality A71 5.654 .000 326 4.886 .000
Service Physical environment quality 484 5.609 .000 441 6.455 .000
quality Outcome quality 370 4.333 .000 441 6.503 .000
Regression model R2= 395, Adj.R?= .375, Durbin-Watson=1.591 R2= 632, Adj.R?= .618, Durbin-Watson=1.944
F=19.827(P= .000) F=48.012(P= .000)
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<Table 5> Covariance analysis: the effect of service quality and construal level on store attitude

Sources SumT)g;eS]c]]Iuare df. Mean square F p Partial eta squared
Adjusted model 144.404a 4 36.101 49.002 .000 524
Intercept 4708.674 1 4708.674 6391.406 .000 973
Interaction quality 41.704 1 41.704 56.608 .000 241
Physical environment quality 59.594 1 59.594 80.891 .000 312
Outcome quality 41.409 1 41.409 56.207 .000 240
Construal level .002 1 .002 .003 957 .000
Error 131.136 178 737
Total 4991611 183
Adjusted total 275.540 182

Dependent Variable: Store attitude, a. R?=.524 (Adjusted R2=.513)

<Table 6> Regression analysis: Influence of of store attitude and store loyalty

. UnStd. Beta Std, Beta .
Independent variable B SE B t P Hypothesis Test Result
Store Attitude 1.024 .040 .887 25.868 .000 accepted

Regression Model

R=.887, R?=.787, Adjusted R?=.786, F=669.132, p=.000, Dubin-Watson = 1.998

Dependent variable: Store loyalty
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