Culinary Science & Hospitality Research 24(1), 1-12; 2018

Information available at the Culinary Society of Korea (http://www.culinary.re.kr/)

Culinary Science & Hospitality Research

Journal & Article Management System: https://cshr.jams.or.kr/

E:r i
& Hospitality

R wvazann

m http://dx.doi.org/10.20878/cshr.2018.24.1.001

RPN e =S R S R I R I A

OQAE7HE 4=
BAS AN G FER
IOIRTSIHE D SBERAT SEfEn SYUXRIAY, SRTTEn sHRal}

Effects of Emotional Consumption Value on Satisfaction, Subjective

Well-Being and Loyalty for Dessert Cafe

Seong-Soo Kim', Ji-Soo Han®> & Dong-Hwi Yangy

"Dept. of Korean Master-Work Culinary Arts, Incheon Jaeneung University
2Dept. of Food Service Management & Hotel Culinary, Hyejeon College

SDept. of Hotel Culinary, ChoDang University

KEYWORDS

ABSTRACT

Dessert cafe,

Emotional consumption

value,
Satisfaction,

Subjective well-being,

Loyalty.

This study tried to understand what emotional consumption value of dessert cafe is and to examine the
difference between satisfaction and subjective well - being concept. In addition, this study tried to test
hypotheses through empirical analysis by establishing research hypotheses on how affective consumption
value affects satisfaction and subjective well - being, and how satisfaction and subjective well - being
influence loyalty. Data collection was conducted from September 10, to October 10, 2017, and 210 ques-
tionnaires were distributed. 200 valid data were used for the analysis except the questionnaires that did
not meet the research purpose. The results of the analysis were as follows. First, only the hedonic con-
sumption value of the dessert cafe had a significant effect on satisfaction, whereas the aesthetic con-
sumption value and symbolic consumption value had no significant effect on satisfaction. Second, the
hedonic consumption value and symbolic consumption value had a significant effect on subjective well
- being. On the other hand, aesthetic consumption value did not had a significant effect on subjective
well - being. Third, the satisfaction and subjective well-being of dessert cafe had a significant effect
on loyalty. The result of this study is meaningful in establishing a strategy of differentiating dessert
cafe to grasp the satisfaction of dessert cafe and emotional consumption value which increases subjective
well-being and thereby maintain loyal customers.
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Fig. 1. Research model.
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Graduate school 20 10.0 YeRdt) walkA 7]./\4 3k AEEonz Jhd 12 B
Student 86 43.0 A =] A}
Office job 78 39.0
;)actlc;lr; Professional 10 5.0 432 7+ 29| Y8
Housewife 8 4.0 7H 201 #3F 24 A 2= Table 59 2ok S5
Others 18 90 #A Aol digk A ER)S 50.2%°] 7, Qﬂ
& BAA freld e AEse FEAY e 65.7900] )
Marriage Single 142 71.0 Qg &2 0,000 2 JEN 3 AR EAR R §oio]
status Married 58 29.0 g Aoz Bz ot} tyAEF ] AR AH7HR
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Table 2. Exploratory factor analysis and reliability of items

. Va-  Cron-
Factor Commu- Eigen .
Factors Items loadine  naili value TiEnces bach's
I prefer unique design dessert. .810 754
Aesthetic I seek an aesthetic beauty for dessert. .803 819
Emotional ~ “OMUTP™ 1 0o interested in the shape or color rather than dessert quality. .710 699 3434 26419 899
consumption ~ ton
value value [ think aesthetic dessert is more important than practicality for dessert. .702 762
I think it is important to dessert plating. .693 .634
KMO=914
I want to attract attention by using dessert cafe. .838 .829
' Symbolic
Bartl.etfcs consump- | think it is important to dessert brand image. 7195 749
sphericity  €OnSump 3346 25737 905
test tion My dessert style enhances my value. 790 791
(pZ.OOO) value
High-class dessert cafe represents my dignity. 17 746
Total I am refreshed myself by eating dessert when I'm depressed. .876 .848
variances  Hedonic ) .
75.109% _ I can relieve stress by eating the dessert so I'm happy. 816 760
¢ ©) consump 2084 22953 873
tlcl)n Sometimes I look for good dessert cafe impulsively. 720 .669
value
I am happy to look for dessert cafe. .665 7104
Satisfaction I am satisfied with visit the dessert cafe. 877 768
KMO=.721 I am satisfied with the dessert cafe overall. .873 762 2250 74999 831
Bartlett's sphericity test
(p=000) I am happy to use the dessert cafe. .848 720
Subjective well-being The dessert cafe gives me the psychological well-being. .903 .816
The dessert cafe gives me life satisfaction. .894 .800
KMO=.832 3.072 76.788  .899
Bartlett's sphericity test The dessert cafe enhances me life quality. .881 776
(p=000) The dessert cafe give me feeling to make a living I want. .824 .679
Loyalty I will visit this dessert cafe again. 922 851
KMO=.742 I will use this dessert cafe continuously. 919 .845 2417 80.557 875
Bartlett's sphericity test
(p=000) I will recommend this dessert cafe to others positively. .849 721
Table 3. Correlation matrix
Classification 1 2 3 4 5 6 7
Aesthetic consumption value 1
Symbolic consumption value 707" 1
Hedonic consumption value 6297 6237 1
Satisfaction 260" 318" 383" 1
Subjective well-being 530" 636 640 397 1
Loyalty 227" 335" 4317 678" 458" 1

s

" p<0l.
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Table 4. Regression result between emotional consumption value and satisfaction

Unstandardized coefficient(B) Standardized error(S.E.) Standardized coefficient(Beta) #-value p-value
(Constant) 2.779 203 .000
Aesthetic consumption value -.041 .081 -.050 13.691 614
Symboic consumption value .108 .068 155 —.506 114
Hedonic consumption value 247 .069 318 1.586™ .000
=158, Adj R’=146, df 1=3, df 2=196, F=12300, Sig.F=000

EEE

p<.001.

Table 5. Regression result between emotional consumption value and subjective well-being

Unstandardized coefficient(B) Standardized error(S.E.) Standardized coefficient(Beta) f-value p-value
(Constant) 1.224 177 6.927 .000
Aesthetic consumption value 012 .070 013 .165 .869
Symboic consumption value 299 .059 382 5066 000
Hedonic consumption value 347 .060 394 57477000
R= 502, Adj R=494, df 1=3, df2=196, F=65.790, Sig. F=.000
™ p<.001.
A 2H 7R (B=394), FAA 2H|7FX|(B=382) =& . 8 E
2 3 WP KT JFL vIAE Ao tehgrh
whelol, Auld vk E Fud 9d fo3 JFE A7 E A H 29717k 2o
mAA e Ao ettt utehd ZHd 12, 7MY 139 sloleln wEw) FukA 2ie] A 1t 2ol g Awin
A lens 7H 2& F2AE =AUk b AR = A e e - B B B S b Bl == e e B )
o oPA YL v EA, BET FEA Do FHE
433. 7Hd 31t 718 49| HE of ol &= mAleA el APATE Ed= A7}
71 33} 7} 40] THEF BA AT Table 67 2T} 24 S ARt ASEA S T8l M S HSskaAt stk
A2l A EF ] FA =] gk AAAEHR)L 50.2% = Age] Avel me de g S A A
o), 2|7 40 et BAA fele AFehe FEAT g OF ATNE ey 2o
2 99.1600]™, fr2]gHE-2 000022 UeR} 3] 94E SAH A, 7Hd 19 AT 23, UAEFH 9] 2 A 2H7HA

o7 foyol i Ao B 4 Ak AR wE(g & ALA DuTpATe] B £l @ G mA e Qe
=589), FHA AH(B=224)C FA %o Frogt S n A L s L N L] RS ] b o B e e RS Bt P e
£ Ao et e 714 33 71 4k e E e, of freld e mIAA e Ao Vet o
Table 6. Regression result among satisfaction, subjective well-being and loyalty
Unstandardized coefficient(B) Standardized error(S.E.) Standardized coefficient(Beta) #-value p-value
(Constant) 314 243 1.294 197
Satisfaction 674 .063 589 10.743™ 000
Subjective well-being 227 055 224 4.094™ 000
R= 502, Adj R*=497, df1=2, df2=197, F=99.160, Sig.F=.000

* p<.001.
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