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Abstract

Purpose — Theorists and researchers in the area of customer
satisfaction generally agree that product satisfaction intervenes
between expectancy disconfirmation and various post-purchase
cognitive states including attitude and behavioral intention.
Studies in a variety of settings have supported the effect of ex-
pectation and its disconfirmation on satisfaction, but only a small
number of studies address the cognitive consequences of sat-
isfaction decisions and none report data on choice processes
such as brand selection.

This study examines the influence of satisfaction and its de-
terminants on behavioral intention and product preference in
eight coffee shops across the country. Generally it was found in
both overall and summed attribute analyses that satisfaction was
a function of expectation and disconfirmation, that intention was
a function of satisfaction, and that preference was influenced by
satisfaction and disconfirmation, the latter having the greater
effect.

Research design, data, and methodology — The main ob-
jective of this study was to assess the dimensions of consumer
selection and satisfaction in choosing a coffee shop. In order to
achieve this objective, a study of coffee shops across the coun-
try was conducted. This study comprised in-depth questionnaires
distributed to coffee shop customers. A survey was conducted
from September 1, 2011 to September 30, 2011, involving fran-
chise coffee shop, independently owned coffee shop, and roas-
tery coffee shop customers.

Results — Hypothesis 1-1, which states that coffee shop
choice attributes differ based on the type of coffee shop, is
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accepted. It has a significance level of 0.05, according to
choosing properties of coffee shop by convenience of trans-
portation, varieties of beans, residence of the owner (manager),
information, and relationships. Hypothesis 1-2, which states that
satisfaction with the choice factor differs depending on the type
of coffee shops, is accepted. The P-values for cleanliness and
varieties of beans were 0.04 and 0.00, respectively, and have a
significance level of 0.05, according to the satisfaction with the
chosen coffee shop. Hypothesis 2-1, which states that the im-
portance of the choice attributes in coffee shop selections differs
based on the demographic characteristics of the customers, is
accepted. According to the t-test result, convenience of parking
and residence of the owner (manager) are significant.
Hypothesis 2-2, which states that satisfaction with the choice
factor will differ depending of the type of coffee shop, is
accepted. According to the t-test result, convenience of parking
and residence of the owner (manager) are significant.

Conclusions — This study has shown that intention to revisit a
certain shop is most likely correlated to satisfaction in all cases.
In order to offer subsequent developments for coffee shops, this
study also identifies relations between customer satisfaction and
selection by finding significant factors. In order to maximize cus-
tomers’ satisfaction, coffee shops should analyze and satisfy
customers’ needs and wants in terms of coffee service. While
the findings do not generalize beyond the mall sampling proce-
dure used here, we have hopefully identified a close approx-
imation of the process of satisfaction decisions used by con-
sumers generally.

Keywords: Choice factors, Customer Satisfaction.
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Hl=1 Importance of Selection

m Attribute

Coffee Shop Type

Demographics %

Type H2-2

Satisfaction of Selection
Attribute

<Figure 1> Hypothesis Model
3.2. 7t

<7td 1> ALEEE 70 O2tM S0 d2ske AUl
=l dEi&go| o AO|Ct.
<7t 11 (H1-1)> AHDFEE {0 w2t dEisdo 38
7} CHE Z40|Ct.
<7td 12 (H1-2> AHOPEE 7o wat dEfsdo 25
L7} CHE Z{0|Ct.
<7t 2 (H2)> 49| QFSAHE L0 Wt St 4ot
= 7uEEgel deSdg2 Ktolg Ao|ct
<7td 21 (H2-1)> AFSAEE0 Wt HEEdol 2k
7t CtE ZAOIC.
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<Table 1> Sample

HEA ZAK|G2 871 XG0 23085 HEXIE ZAE oY
=0 O|F 2[580| 86%, 19875 2|-otRACt. Hul& HEfE 4
=A| 2lE ZAO|= AHILHEFO| 10174, 742 AHL|HEE 31

N 2AH2| ERE 667070 |UCt

ZOHMEH O|8X 198YHZF O|=0| 138%, 7|= 60Ho|O{, M
0]-d0| 143Y 40| 552 0j40| MUNHCE = Lt
b cESE a2 = 20CHQF 30CH7F 74AF WS Z{o2 TALE
. ASSFYURE 20092 0[5t A0l 79822 THE £

<Table 2> Sample Frequency

Unit: million won

Category person % Category person %
Single | 138 | 69.70 Male 55 27.78
Married |Married| 60 30.30 | Sex | Female 143 72.22
Sum 198 100 Sum 198 100
10 Age| 6 3.03 1 Low 53 26.77
20 Age| 98 49.50 2 Low 79 39.90

30 Age| 52 26.26

In- | 35 Low | 33 | 16.66

Year |40 Age| 24 12.12

come| 45 Low 16 8.08

50 Age| 13 6.57

60 Age 5 253 other 17 8.59
Sum 198 100 Sum 198 100
43, N2|Y 2
ME SQE QO0Int IEEERE Q010| OS5t CHEar &
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ZARE SH0|E2 HAISHK| SUCE

MENY 2M2 SEHXEO0| dEX|0f CHsH 49|
HE ZEASHE AR 0| =Z0iAMe ASH Yut=
(Heo, 2002; Lee, 2010). ME4=Q T QOI0| Cist Al
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E— — ol w3t A =4} Yn} Zto| 0.8170|22 AlZ|A0| &L},
Researched the customers that who have experienced to o _
Sample | use franchised or individual coffee shop and Roastery <Table 3> Sample Mean, sd & Reliability Coefficient
drip-shop more than once. Factors for Factors for
Research Face to Face Importance | N |Mean | sd | Satisfaction | N |Mean | sd
Method selection Selection
Research ; ;
i Sept. 1 ~ 30 2011. Transportation | 198 | 4.26 |0.78 | Transportation | 198 | 4.12 | 0.77
period S : Comfort | 198 | 465 [055| Comfort | 198 | 4.20 | 0.79
Research Seoul, Busan, Gyeongi Provice(Guri, Bundang), - -
A Jeola-do(Jenju), Chungcheon-do(Cheonju), Interior 198 | 4.44 |0.64 Interior 198 | 4.10 0.73
rea Gangwon-do(Wonju) Cleanliness | 198 | 4.72 [0.53| Cleanliness |198| 4.28 | 0.83
Reply number & ratio Parking 198 | 4.27 |0.91 Parking 198 | 3.25 | 1.15
Questionn 230 Franchised Coffee shop | 101 Sight View | 198 | 4.34 [0.88| Sight View |[198 | 3.58 | 0.98
aire Individual Coffee shop | 31 | 198 86% DIVSFSIty of 198 | 3.72 |0.96 Dlvgrsny of 198 | 3.36 | 1.08
Rostery Drip Shop 66 ean €an

Menus 198 | 442 |0.71 Menus 198 | 3.91 | 0.83
Music 198 | 4.46 |0.70 Music 198 | 4.12 | 0.81
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Price 198 | 4.50 |0.74 198 | 345 | 1.05
Size(Refill) | 198 | 4.21 [0.78| Size(Re-fill) | 198 | 3.42 | 0.81
Taste 198 | 4.72 |0.55 Taste 198 | 4.21 | 0.69
Kindness 198 | 4.56 |0.63 Kindness 198 | 4.06 | 0.71
Neat 198 | 4.16 |0.71 198 | 3.86 | 0.76
Ower Residing | 198 | 3.63 |0.94 | Ower Residing| 198 | 3.17 | 0.87
Coffee | 108 | 360 |0g2| Co™ 1498 306 | 1.00
Information Information
Relationship | 198 | 3.64 |1.00| Relationship | 198 | 3.07 | 1.19
Expertise of | 4oq | 375 | 1.47| BXPertise of | 4oel 398 | 1.15
Employee Employee
Reliability
Coefficient 0.838 0.817

44.7td 48 A o

<7t 1>2 T meh 2kt
<7td 1> IO

0|7t ULt
<7td1-1> HO|MEH

£ zo|ct.

Al testS HAISIRACH
& 70 mE MY S99 T2k 200= Xt

7ol et dESge] SR O

of XtolE Eo|x A=
1-19| X§EHZ|RICE.

E95| M2HEEAN usHIlYd HdHEYY OisiMs ZaXtol
= AHUEEE JHAAHLHEEE 0| Xo|E 20| UM S
HAAHDPEEa =2AH2| E8S 2H0|= XO|E HO|n oLt
ZeXo|= AHOHEPA 2AHZ| RSO XO[E 20|
QUX| BECh M2k ZEXO|= O MEEN 2AHZ| EEE2
uWES0| Halgt X0 YY¥S dts ANO| Felotrtn EEHEICH

5T CHFge ZAR0|= AHOFE2FD 7Hel AHDZTEY 2ol
Xo[7h Ui, ok ZAMXO|= AHLIPEHar 2AH2| H2E At

Zi02 LIEFLCI<Table 4>. [M2FA] 7}A

= — = O
O|f 0|1 A& A2z ZMEIAUCEL MEfM HO| CHFg2 =
AO|= HLHEFY2 2Me] Moz Qs Hulvt Cifdol= At
017} A= A= HZEICE

BIA $F £9R002 AIE FYO W2t Xo[E 20[1 /U
Ch. Ol ZEHALO|=L} JHRIAHLIHEHC 49 WFZ0| Ol=Ht0|
Eds 1830 2ot Qi 2AEE| EEE2 ZFAL HHE
aMRe| oA SO M | OfL|0FS0| 2 0[8sta
= A2z dZEDL
FE £H4R000] oot Ak= Z¥Z0, Zxtold Hol™
=Y 2AHZ| EEL0| AJO[E 2O[d Ut Ol AF CHYd
L £[0] = A= AHulo tist §2E 21 1 MEo| &
S 22E0I0] AHAISE St0g AUl Ok O #ole|
S LA g+ 7| WEOIck w2t
M ol= 2AHZ| EEES CE AHUTEY 52 LE 22HE

<Table 4> ANOVA Table(Importance of selections by types of coffee shops)

Category N Mean sd F P e Imultlple
comparisons
Franchise 101 4.38 0.68
. Individual 31 3.81 0.91
Transportation - 6.78 .00 F#l, IR, F=R
Roastery Drip 66 4.29 0.80
Sum 198 4.26 0.78
Franchise 101 3.45 0.82
o Individual 31 3.71 1.04
Diversity of Bean - 11.39 .00 F£R, I#R, F =1
Roastery Drip 66 414 0.99
Sum 198 3.72 0.96
Franchise 101 3.50 0.97
o Individual 31 3.45 0.77
Owner Residing - 4.67 .01 F£R, I#R, F=1I
Roastery Drip 66 3.91 0.92
Sum 198 3.63 0.94
Franchise 101 3.39 0.81
. Individual 31 3.61 0.92
Coffee Information - 7.23 .00 F#£R, =R, F =1
Roastery Drip 66 3.92 1.00
Sum 198 3.60 0.92
Franchise 101 3.36 0.91
. . Individual 31 3.77 0.99
Relationship - 9.76 .00 F#R, =R, F =1
Roastery Drip 66 4.02 1.02
SHA| 198 3.64 1.00

F: Franchised Coffee Shop, I: Individual Coffee Shop, R: Roastery Drip Shop

HolE RO w2t AHolE dELgo] tist

He|dnt HFOEE, 3SR 4F, HO8Ee RO
o #£0| Zz} 0.00, 0.00, 0.01, 0.00, 0.0022

¥2 F0|M 15
B 5

wel+& 0.05
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<Table 5> ANOVA Result by types of Coffee Shops

Category N Mean! sda | F | P Post Hoc .mult|ple
comparisons
Franchise | 101| 4.43 | 0.75
Individual | 31| 4.23 | 0.80
Cleanliness 3.40(0.04| F£R, F=I, I=R
Roastery | g6 | 4.09 | 0.92
Drip
Sum |198| 4.28 | 0.83
Franchise | 101| 2.82 | 0.88
o= Individual | 31| 3.42 | 1.03 447
=T "10.00| F#R, F#l, IR
Chory | Roastey | ol 447 |0.87] 6
Drip
Sum |198| 3.36 | 1.08

F: Franchised Coffee Shop, |: Individual Coffee Shop, R: Roastery
Drip Shop

7|o|E& R0 Mzt Aoy ME SHEEEo|
EEZzet |FCHYY 52 |9 &&0| 22 0.04, 0.0022
Fe|=F 0.050] X0|E HO|1 QYes HOZE LIEMSCI<Table 5>.
makA <7td 1-2>7F HEH | QICH

E35| ARdEED 1Y HZL DHEZ0| OfsiM = Xjo|=
HOXAZEI 2AHZ| ©EF 7H0| XH0|§ Eo|n UCL Ol =
UWXFOIX| AHLMEHS LIEEIYAES FO & HES FAGIES
Stn Qe HHH 2AHZ| EES0Ms JAFE EAEY O B2
40| ¥rlez HAL HoM X0|E EOol= UAs Az W
EICh 53| 2H[XE2 EO A0 FA20M AHIE OA7|1E A

74
A

2 Zoploz 2AHZ| CUS WA AU AHS MO T
o= Mzt

AT CIPMO| CfSH ASHEAD 37T S 25 K02
w0|1 QUCh E3| 2AEE| SS9 DHELIF &1 1 CH20)|
WOl AHIHEN, TAA0|X HIHEN S0 202 FAL|YE
Gl Ol I OH|OFS2 CHEO|D CHYS HIE OtAls %S &
st Q7| Oj2o|ct Matq HIMEHS CHE 1HS Bo| ¥
S10{0F BiCh.
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<td 2> dY, Z20R= TEMS AL LA H
o, MY, dHsE2 2iEMS A HESHRACL
<7td 2> AA49| A SAHSL0 Wt SsH d45t= 7
oEEde Me5g0| ChE Aok
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<Table 6> TEM0| olste, QITSAHEY Kol Yo 0=
test2 S0l OBHE FA B2l Q0l0] Tisto t 30| 2.340)
T R9I2H80| 0020|122 RASE 0.05014 HOIE ®olT Y
Ch g0l TR FER A4F Husyol FRE O t 3ol

2.490|11 Q0|320| 0.010|22 QO|4Z 0.050|A So|8t X}
£ 20|11 Lk

<Table 6> T-test Result by Sex

Result
Category Sex N Mean sd '
p

Male 55 451 0.92

Parking 234 | 0.02
Female 143 417 0.89
Male 55 3.89 0.98

Owmer 2.49 | 0.01
Residing Female 143 | 3.52 0.91

<Table 7> TEMZA0| 2QI5IH ZA=0{F0| E FXAt HE|Y,
BEAYFE, AHLYE A5 X 0424 20l Sof ofgh t 20| 2
2} 2,05, -3.53, -2.36, -3.08 £0|1 20[£20| 0.04, 0.00, 0.02,
0.000|22 SOoJ&Z 0.050|A Xt0|2 0|1 QICh mjapA 7Hd
212 A= 20| mE MEISHo| Cisi Xo|E Ho|n UCt=
7H4E XESIRICE £9] o] Kl SN FXAt H2|d, dEXt
oF, AHLEEAE 52| 29210 Cigt Hxgto| 0|2XECH= 7|
SX7L A LIERCE Ol AHI|E Ok 7|=2Xt AHXE2 A
o MEFM HUE ot oz Z7HEE0|H FXIF Helstn
BIXL AFEsta Aolof Cist HEE O|oF7| & == e HaE
MESHE 4oz M2

<Table 7> T-test Result by Marriage

Result

t p

T& Marriage | N |[Mean| sd

. Single 138 | 4.18 | 0.93
Parking - -2.05 | 0.04
Married 60 | 447 | 0.83

o Single 138 | 3.49 | 1.00
Owner Residing - -3.53 | 0.00
Married 60 | 3.93 | 0.71

. Single 138 | 3.50 | 0.86
Coffee Information - -2.36 | 0.02
Married 60 | 3.83 | 1.03

. . Single 138 | 3.50 | 0.96
Relationship - -3.08 | 0.00
Married 60 | 3.97 | 1.02

<Table 8> AYO| ME FAt Held, 8, ZIX &=, 70|
Y2 45 S 2020 Xo|§ Eo|1 {lof. Ao WE =X H
2ld, 8% BSX 4F AUEE &8 S2 FU2 4% 273,
2,59, 4.30, 2.900|11 QoletE Zte 242} 0.02, 0.03, 0.00, 0.022
2 RO|$FE 00580t ooz Qosict. et 7Hd 2-1 oY
of I ME&Go X0|E UCks 7tdE 7|HBIA| RetLt

"1 0O

<Table 8> AVONVA by Age

Post Hoc multiple

Category |Age| N [Mean| sd | F P e RS

10 | 6 | 3.67 |1.03
20 | 98 | 4.08 | 0.95
30 | 52 | 454 |0.80
Parking 40 | 24 | 4.46 |0.88|2.73|0.02

50 | 13 | 446 |0.66

60 | 5 | 4.40 |0.89
Sum| 198 | 4.27 |0.91

10#£30, 2030
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10 | 6 | 483 |0.41
20 | 98 | 4.13 |0.83
30 | 52 | 4.33 |0.68

10#60, 20#£60,

Size 40 | 24 | 4.04 [0.86]259/003| 30%60, 40%60
(refill)

50 | 13 | 4.08 |0.64 5060

60 | 5 | 5.00 |0.00

sum| 198 | 421 |0.78

10 | 6 | 433 |0.82

20 | 98 | 3.38 [0.96

30 | 52 | 369 |0.94
owner o4 | 4.08 | 0.65|4.300.00 20240
Residing

50 | 13 | 3.77 |0.83
60 | 5 | 440 |0.55
Sum| 198 | 3.63 |0.94

10 | 6 | 417 |0.75
20 | 98 | 3.41 |0.85

30 | 52 | 3.83 |0.94
Coffee 10#£20, 20#30,

Information 40 | 24 | 367 |0.92/29010.02 20#60, 50260
50 | 13 | 3.46 |1.13

60 | 5 | 440 |0.89
Sum| 198 | 3.60 |0.92

<Table 9> QITFEASA ZQEHO| w2t MERLHO| Xto|E
C} 2= 7Hdol CHSto 2 XYY Fatmz|d, 7t4, AHLER
£ )7} FZe 2.10, 2.08, 2.530|1 Qo|gt2e Ztz} 0.03, 0.03,
00192 Q0|&Z 0.05 0|3} 0|22 7}AS AfeHsIC.

—

B 2

<Table 9> ANOVA by Job

Post Hoc
Category | Age N |[Mean| sd F P multiple
comparisons
SJ 28 | 4.54 | 0.88
PO | 13 | 469 | 0.63
AP 4 | 400 [1.41
TP 3 | 400 (173
OJ | 28 | 4.36 | 0.87 géiss
Parking S 62 | 3.90 | 0.97 | 2.10 | 0.03 0U2S
SE 13 | 4.46 | 0.97 SE#S
SS | 29 | 4.45 | 0.69
H 16 | 4.31 | 0.70
oJ 2 | 450 | 0.71
Sum | 198 | 4.27 | 0.91
SJ 28 | 4.36 | 0.87
PO | 13 | 462 | 0.65
AP 4 | 375 |0.96
TP | 3 |333 153 SI#TP
OJ | 28 | 454 | 0.64 %J:TTF',D
Price S 62 | 465 | 0.68|2.08 | 0.03 SE£TP
SE 13 | 4.31 | 0.85 SS#TP
SS | 29 | 445 | 0.69
H 16 | 4.63 | 0.50
oJ 2 | 5.00 | 0.00
Sum | 198 | 4.50 | 0.74
SJ 28 | 3.79 | 0.88
PO | 13 | 3.92 | 0.95 SJ7#0J
Coffee =54 | 250 [1.00 | 253 | 0.01 SJ#AP
Information - - OJ#AP
TP 3 | 433 |0.58 S#AP

OJ | 28 | 3.29 | 0.85
S 62 | 3.47 | 0.88
SE | 13 | 3.85 | 1.07 SE#AP
SS | 29 | 3.76 | 0.91 SSzAP
H 16 | 3.56 | 0.81 H=AP
oJ 2 | 5.00 | 0.00
Sum | 198 | 3.60 | 0.92
SJ: specialized job, PO: public official, AP: administrative position
TP: technical post, OJ: office job, S : student, SE : self-employed
SS: service sector, H : housewife, OT : other jobs

<Table 10> QITEAStA stziHo| wat Mei&Mo| Xjo|g
C} 2he 7hof CHStOl, R 2907], AMKICIAN, ZURE AF,
HOHEAS0| MEbEM Q@A0| FZ0o| 2t2t 3.65, 3.03, 2.79,
2.680|11, §9|=t&0| 0.01, 0.03, 0.04, 0.052Z2 99| 0.05
22 01004 7t KB,

<Table 10> ANOVA by Academic Ability

Qg N IMeanl sd | E | P Post Hot Multiple
Comparison
High
School 19 | 447 |0.70
. ) College | 35 | 4.63 |0.55 College#University
Sight View "y S ersity [ 124 | 4.19 [0.96] 82|00
Graduate | 20 | 4.65 [0.81
Sum |198| 4.34 |0.88
Hish 1 49 | 4.26 [1.10
School ) ) High
Diversity | College | 35 | 3.51 |1.01 3.03/0.03 School#College
of Beans |University | 124 | 3.66 [0.93| ' High
Graduate | 20 | 3.90 |0.79 School#University
Sum |198| 3.72 |0.96
High 1 49 | 4.1 057
School ) ) High
Owner College | 35 | 3.34 |0.87 27910.04 School#College
Residing | University | 124 | 3.64 |0.99|™" ’ High
Graduate | 20 | 3.60 |0.88 School#University
Sum | 198 | 3.63 |0.94
High
School 19| 4111081 High
Coffee College | 35 | 3.43 |0.88 268/0.05 School#College
Information| University | 124 | 3.55 |0.92|™" ' High
Graduate | 20 | 3.75 |0.97 School#University
Sum | 198 3.60 |0.92

<7t 2-2> QAT EAEG0 Wt dESEol BFLE0| Xt
7b UCF.
ASASY /Y F G20 UE HESGo| FZ0| CH3Y
Me TEMS AHg M3ttt TEAZn0| 25t 7rz1 St
20210 XO|E 20l= A2z ZME[RUC}. <Table 11>0f 2[5HH,
S8 WE 7tAD SHof| CHE tg40] 242t 2.459F 2.460|0 pgto|
0.022} 0.012 {o|== 0.050|M Lo|st XI0|E EO|1 ULt B}
B2 7HES 2-28 Ml
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<Table 11> T-test Result by Sex

Result

Category Sex N Mean sd

Male 55 3.75 0.91
Price Female 143 3.34 1.08 245 0.02

Sum 198 3.45 1.05
Male 55 4.40 0.53
Female 143 413 0.73 2.46 0.01

Sum 198 4.21 0.69

Taste

<Table 12>0f o[5}EH, ZEOF0| WME FXt H|d, MK
Chrd, o tEd, YR 45, 7ol YEAS, 242A 52
7o =& 0.050(A Felst2z 7tdS AEGHCt

<Table 12> T-test Result by Marriage

Result

Category Marriage| N |[Mean| sd

Single | 138 | 3.12 | 1.07
Married | 60 | 3.55 | 1.28

Parking -2.26 0.03

o Single | 138 | 3.14 | 0.99
Diversity of Bean - -4.33 0.00
Married | 60 | 3.87 | 1.11

Single | 138 | 4.12 | 0.69
Taste - -2.86 0.00
Married | 60 | 4.42 | 0.65

. Single | 138 | 3.96 | 0.70
Kindness - -2.79 0.01
Married | 60 | 4.27 | 0.71

Single | 138 | 3.07 | 0.81
Married | 60 | 3.42 | 0.94

-2.51 0.01

Owner Residing

. Single | 138 | 2.88 | 0.92
Coffee Information - -3.88 0.00
Married | 60 | 3.48 | 1.05

. . Single | 138 | 2.80 | 1.06
Relationship - -4.78 0.00
Married | 60 | 3.68 | 1.24

5 28
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