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A Study on the Market Segmentation in
Coffee Shop Customer's Benefit Sought

Ki-Ran Kim, Dong-Jin Kim'
School of Food Science and Food Service Industry, Yeungnam University!

Abstract

The purpese of this study is to examine the market segments of Korea specialty coffee shops based on
the benefit variables by customers when they visit a coffee shop. For this study, SPSS WIN 17.0 was used
for the frequency analysis, factor amalysis, reliability test, cluster analysis, one-way ANOVA and cross
tabulation. Bepefit factors were divided into atmosphere factor, value factor, marketing factor, cleanliness &
comfort factor, and service factor. Three distinct segments of customers were identified: passive benefit
seekers, marketing benefit seckers and emotion benefit seekers. In order to explore differences between clusters
and demographic and behavior variables, cross tabulation were used. These findings could be helpful for the
marketers who need to establish a marketing strategy for grasping the characteristics of market segments and

genenating profits.
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9] dfte a2 BA AE9 £4Gatribute)} A
Ho] @02 A HE L7 (needs)tt &%
(wants) S oJu|aHH, R Fe] AMGL2HE AH)x}

o] el FHEQ B (subject reward)ol 2t
3t thPeter JP & Olsen JC 1987). &3] HY
< 371U &9 FEA ¥a A He
72$7) gon, §3) 2HlA PF ATl E ol
A 71 E-& E831 AHEBHATHAE2 2000).
A& AFE Mgk FHAQ Ule] =7
w £l A Fe] AR LERelA AEHE F
£ gol2A AH|R} PBg olssta 2o e
opAY AgE Ased o AFsie, oA olf
2 AR AR 2880 88 F o 7
2314 AH-Erta sFAvWoodside AG & Jacob
LEW 1984; 358 2005).

£ dFoM e A9 MdE o8 14 A
I ARAE 549 7distn d3te AE A
e dHolet Hostgrt. aela 1 #Ye] 3
T A AREE A&FHo2 o835 de
T8 B AZ4HY e Rojgt stk

=
=
al

2. 37 molo] ME NE MEZsH 9172

2¥REC] AEE THE o T 7=
Heje) Aolof] wepr] 2M|AE B e ApEF
Faoz AEshs WS He AEsk(benefit seg-
mentation)ek3l TH(E7] & F 2002). 7 €
o w2 AF AlEsle] A3 ATE A¥EY o
&J(Woodside AG & Jacob LEW 1984; Yannopoulos
P & Rotenberg R 1999), %A 2 o] ¥ E(Formica
S & Uysal M 1998; Ko HS - Back YC 2000), T3
ZA(Tang SC et al. 2002; Frochot I 2005; Li M et al.
2009), = F3HOh SH 5 2008) <] &k} &
o}k B EolllA 7 AYe B3 A AR
= BgAge &3¢ deAde & o vt
£ 290A 835 A2 o] g lria Irk(Loker
LE & Perdue RR 1992; Gitelson RJ & Kerstetter

‘DL 1990; Jung MR - Ko JY 2006).

Hel Ao d2e a¥Apt F7eke 1Y
off wie} Ak AL $A] oA B3, AAA 5
F 08 &3 7, 5 FF 5] a4 AR AR
o8 FE3% Haley RI(1968)2] A7} 912, 9]



37 ool we As ATPe A AR A7 141

A FofolA 7 Ao o7 A7 AEske] A
AFE AHEDA e A

G001 T A de 47l &5 3d
H 2B o] &AL Yo e 7 He
o 12 A AlEst QoA 197 F7 |
FES o] g3l 2o A 37 G, By &
T A, 7 3 Jd, s 23 3G 5
N AR AgE Zoldlct A7 A}, AR AR
o Mg o] & A Aol Aols AT d3,
38 A4, T e, FE AH, WE A,
Hd AA AT FolA f2AA Afelz} Vel
3, AR AP BHE QIEA ¥geete] Aol g
AE A3 ARolA f2lHQl Aeol7) Yehgt.

Jeong KH(2003)= F7 Hejol| @& H2EH
ol gAES] A ARslol] A7 ATl 2270
7 U FES o] &3] M3 F7 A, 7]
T FT JE, B 7 AD 5Y 3 AE
AlgE Zoldoh AE AR A7EA B4
o] 2ol & AET A3 A, 9, g, & o
B 5o slold EAZ oz R Axr} JE}
sk

Jung MR3} Ko JY(2006)E F7 Hejd] mj&
R o] A A3l Aol 147) S 9
o] B2 o] &3] A E3} APH R 7Y,
SRRl 214 279, HA A A4 7Y Fe
Y Jdor PRI

Tan AYF & Lo ASY(2008)= EF9 A A
e WY HLE o] &3t Al AlEsto] At
ATE STk 4070 W] WFE o] &3] F
9ol Hize} Mulx, Aol &, 2917]9) e,
vyt A&, ke bR, S8 A9, v
&F, U] A4, ALE A H 5o o) 8o
Z2EAch T Y da, AEla 37 g4,
971 7 I, AT A 3 Jd, vAE
7 9 5 4l AE AIFE Fopynt

Hejof] whd Al AEsle] A8 QoA A
HE e} o] ME AIGE o] e W Q)
T5A W Foll mel ;o] F ek H ol

42

L

= Aol7l Yepde) 2 d2E% g ol 8she
Aol BU B 2512 o
Erhe Aolth B3, $UE HS F7E 3
Aole} ol g ok HlAEYel uhe} Bo T
Faxzel Aol eyt

. o34 2

1. A2 [hat & B2 F&

B A ez AAE s/ AY ARFE
(=B 2, AR, g2, dARUS, ga" )
2 3=l 2A7H2006) B E1HAF 2E]3 A3
A (Jung YW 2006; 2 2008)14 AH€ 3
A T 7 AKRE &9 Al i)l e
2 #aH(2009. 9E 71ELE Mg, B UlF X
o] #Au AT BR=EE 7} )] o)t vl
< X33 A7) o 7} 1207 o)l 2oz
e 2AGe A2 671Y ol Ay AR
g RS A0 e E - ANAR AE,
B3 AT A9 AFAE ez st ¥
B 22 dye ngE B2 32 0 $ U
Eulg) &% FE FZ%(non-proportional quota
sampling) & AH8-3t] AL QA EEE 318
dlod A2 2008, FAF 1005, T 10078 B
AE W Za et AFE AR AR 2AM] &
Az B4 2 FoAR}] Uishd wEE e A
B Ao o3t AQEE exx U AY
7§57 B 2E SR o|FojHh

AR B4 gt w2909 Ay AR o
YA 1o 2 5E dH] ZAME AAIE R, 94
A4t AF Y 34EE tides dEAE &
- Bgsigion, g AEXE o) &sl 333t
ZARE AAEI T A EA = F 40058 vl 23}
o] 36652 3|l en, o] F B SHe
2 Q] BN AR grin wdEE 155
E AE 35155 HF B4 2839k

2. d2XNQ 74



142 d=2283)A) A 164 A 45(2010)
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£ d7e dFEAE 98t BAHIIA SPSS
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1. QSIS S

(Table 1)& ATEATHQ 54L& ety
At W= £4& A Fao|r),

AL oA 2047(58.1%), A 1473(41.9%)
o2 Yepgon, A3 20t 179%(51.0%), 30

{Table 1> Demographic characteristics of the res-
pondents

Varjable Level n %
Gender Female 204 58.1
Male 147 419
20 to 29 179 51.0
Age 30 to 39 117 333
40 or over 55 157
Marital Married 131 373
status Single 220 62.7
Office worker 123 350
Professional 40 114
Occupation Govemment employee & service 62 17.7
Student 69 19.7
Self-employed & others 57 162
Some college 51 145
Education College graduate 210 59.8
Graduate school 90 256
Less than ¥1,000,000 81 231
Monthly  ¥1,000,000~1,999,999 116 33.0
income %#2,000,000~2,999,999 84 239
¥#3,000,000 or more 70 199
Total 351 100.0

o 1179H(33.3%), 40t ©]4 559(15.7%) 22 1}
it 2E o 8E ulE 220%(62.7%), 71E 131
B(37.3%) 22 VEpsttt 832 AEY o g
T E 2108(59.8%) 2.2 7 FA JEl,
et AT 2 2 908(25.6%), AE L ol
gt A3 519(14.5%) -2 Jebstth Jde 3
AR 1239(35.0%) 2.2 71 A JERgen, &
A 6978(19.7%), FF-4, X123 6278(17.7%),
A4, 71E 578(16.2%), AEZ 407 (11.4%).L
2 Vet € 252 100~2009F 9 vgtk 116
H(33.0%), 200~300%F ¢ |9k 8478(23.9%), 100
7+ 9 |k 8178(23.1%), 3009 9 ©14 7073(19.9%)
o2 ZAMEAh

2. 0I2 ey S|
79 AEA o 8452 o}8 el 5L (Table
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9 2o

ol & A5 F 1~23 1148(32.5%), € 1~2
3] 109%(31.3%), F 3~43] 5878(16.5%), 5+l
W o)A} 40%(11.4%), A9 o]-838k4] =t} 30
H(8.5%) 22 VERTE BHRIE AT 1917(54.4%)
o8 Ity ol AAEA I, AR FE 768
(21.7%), 42) 6378(17.9%), 71€} 217(6.0%) .2
bttt W] B4 AE vlAlr] 9slA

{Table 2> Behavioral characteristics of the res-
pondents

Variable Level n %
More than once a day 40 114
. 3~4 times in a week 58 16.5
YCQPancy 1~2 times in a week 114 325
of visit
1~2 times in a month 109 31.1
Rarely visit 30 85
To drink coffee 117 333
To take a rest 81 23.1
Purpose of
the visit To meet people 63 179
To visit after meal 49 14.0
Others 41 117
Friend 191 544
Boy/girl friend 63 179
Company
Colleague 76 21.7
Others 21 6.0
Americano 133 379
Cafe latte 56 16.0
Favorite  Caramel macchiato 52 148
menu Cappuccino 24 68
Cafe mocha 36 103
Others 50 14.2
09:00~12:00 33 94
12:00~14:00 58 16.5
Visiting
. 14:00~17:00 106 302
time
17:00~20:00 101 28.8
20:00~23:00 53 151
Internet & promotion materials . 35 10.0
Information Past experience 190 54.1
source Word of mouth 108 30.8

Others 18 5.1

117%8(33.3%), BAsHA 7412 #Hspr] #18liA 817
(23.1%), ¥ AAZ o] 83171 $siA 638(17.9%),
24} B RSN AAAEA] 499(14.0%), 71EF 419
(11.7%) 22 Jehgth, Az vlye oielst
= 133 (37.9%) 2.2 M BA Jehgow, 71
2| 56(16.0%), 7HFdrl7]oRE 527(14.8%), 71
B} 5078(14.2%), 7RI} 36%8(10.3%), 7FFX]x
247(6.8%) 28 JERth Al E AHEY 14~
1741 106%(30.2%), 17~20A] 10178(28.8%), 12~
14A] 5878(16.5%), 20~23A] 5378(15.1%), 9~12
Al 33%(9.4%) 2.2 YEbgT A Ee] 42 3A
o} W2 2AE 190%(54.1%), FH2] Y4F 1089
(30.8%), AEIY, THE 357(10.0%), 71EF 187
(5.1%) 2.2 UEhyit

3. ROl BN gl AZE BAM

(Table 3)& #3 AR o]& wHAE9 187}
7 99 FEE dlgtd 2 E4S AN
Axtolth 89 F& WL FHE BHE AR
st 3, 891 314 W2 Varimax rotationE
AP%@'}%E} 8918 F&37] Hﬂ 715 ofo]
Agk 1 o]F2o R Fo 571 8R1S EEson,
AA 8150 dHshe & E—f& $2 61437%E
vebytch g9le) Wid 43S AFI) st
o} Cronbach's ¢ & AASIHEH, VA= AlFe
0.6~0.92 Nunnally(1978)7} A etet 3ol 7}t
A VER Cronbach's o€ 0.60 |42 23%
= A7 e Ao VERTHNunnally 1994).
8219 B12AE Frsy] HalH KMO Ass
FE4 AFAE AT B2 ARHS 2
Adhe &4 X9 KMO(Kaiser-Meyer-Olkin) Al
o] WHelE 0dM 17RlolH, & 82l EA¢
KMO AlFE 07482 o] 20 $53l= A=
2 4ol 183 22 BAo] S dds}
= T84 HASX(Bartlett's test of Sphericity:
Chi-square= 2374.924)% BAH 22 folgoz
231 BA9 HHAge] EHUT

E&9 57 8910 didte] Zpzke] g1lel] £
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{Table 3> Factor analysis of benefit items

Factor and variables Factor Eigen Vm.‘iance Cronbach's
loading value explained(%) a
Factor 1: Atmosphere 3493 19.403 0.86
Atmosphere 0.769
Interior 0.877
Music 0.718
Design 0.867
Factor 2: Value 1.951 10.842 0.63
Price of coffee 0.836
Quality of coffee 0.856
Taste of coffee 0.483
Factor 3: Marketing 1.923 10.684 0.71
Discount coupon 0.745
Membership 0.861
Brand 0.614
Factor 4: Cleanliness & comfort 1.873 10.405 0.64
Comfortable to drink coffee 0.585
Comfortable seat 0.548
Location 0.717
Parking convenience 0.616
Cleanliness and hygiene 0478
Factor 5: Service 1.818 10.102 0.62
Friendly staff 0.702
Service speed 0.841
Variety of menu 0.590

*KMO=0.748, Bartlett's test of sphericity: Chi-square= 2374.924 %2 && 0.000

B RALEe] B2 sl 8 12 £97] 8

¢, 8212 71 87, 81132 vHIH 8¢9l &

Q4e 3E % Ay 89, 89 5& AHl= 8
1

891 BA8& A3 27, =29 57) 891 H
TEFE o183 23 AL AAEAT B 4
FoXE 270 992 2R FHoz AFst
o AAFF A osl] & HIAIEM
HA ) £ & Fe vAZE 23 e K-
B 25 RS ol gt e, 1 2 309

=3TE 2FE + JATh

TR 1L 1268208 BE 3 HY <l o
g Qo] yol <£FA He FF I ez
F3lQ I, T 28 115522 Au|x ggle] v
&yl 7kx] 8913 npAlE 8ol tiE U4
o] ol ‘wiAR] W] 7 I o2 AL
o, 23 32 oz AE ¢ Ay 89, B4
7] 891, Mujx 8l thgt <4le] o} ‘2
HY 7 HAgrez PYusych

(Table 4)& TR & 8212 Ajol& golrr]
218 AAEANEA (one-way ANOVA)S A% Ax}
o], 0,019 BAIF LR felF 2lolr} YERT)
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(Table 4> Coffee shop customer segments

Factor name Cluster 1 Cluster 2 Cluster 3 F statistic
(n=126) (n=115) @0=92) (p value)
e | 0 ol -
Atmosph ) . : 000***
osphere L M H (0.00 )
actor 2 (2‘22) (ﬁ; (g'i.{,) 8.656
Val . : i 000***
alue L . y 00 )
Factor 3 3'(5)2 2’}12 3’2; 216217
Marketing 07 ©49) 068 (0.000**%)
M H L
09 9" w oo
Cleanliness & comfort (0.49) (0.49) 047 (0.000%+%)
L M H
Factor 3 32 (3).2: ?)'(5)1 67.603
Service (0.62) (0.55) (6.549) (0.000°+%)
L M H

*p<0.001 A FoHd FRAZE Jeh.
T, BEEA, DMR Testol A HF 1ol & YeRd,
® DMR Test(Duncan's multiple range test): p<0.05%) =73} H(high>M(middle)>Llow)Z E71 -2

5. N2 ANE0l ME QIRSAHSAN SO0l o gloir] F21=2l bl 7} Yehstet. Al o
2 e &Y oM AE AF 1 B o] 9do) wal ¥4 v
A Al e AFEATH 549 ozt et AE A 29 AR AR 3 Aol @
JeA HE] st AR E AAIG 2 Aol viE wA Jelten, 53 AR A 2e
(Table 5)¢} 2] 2H(p<0.001), THE<0.05) 5 o] 53] EA Vel &= glojA] 374

(Table 5> Demographic and behavioral profile of three clusters

2
Variable Level Cluster 1 Cluster 2 Cluster 3 X
(n=126) (n=115) (n=92) (p value)
Male 67 31 38 17.117
Gender e
Female 59 84 54 (0.000***)
20 to 29 61 67 42 5850
A 3 32 )
ge 0to 39 48 30 ©211)
40 or over 17 18 18
Marital Married 47 39 40 2.013
status Single 79 76 52 {0.366)
Office worker 47 48 23
Professional 14 12 14
. ) 13.487
Occupation Government employee & service 20 22 18 0.096)
Student 29 12 19 '

Self-employed & others 16 21 18
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(Table 55 Continued

2

Variable Level Cluster 1 Cluster 2 Cluster 3 X
(n=126) (n=115) (n=92) (p value)
Some college 11 22 16
Education College graduate 72 79 53 18.737
(0.001**)
Graduate school 43 14 23
Less than ¥1,000,000 30 22 22
Monthly ¥1,000,000~1,999,999 35 40 34 10.164
income 22,000,000~2,999,999 27 36 19 (0.118)
¥/3,000,000 or more 34 17 17
More than once a day 12 18 10
3~4 times in a week 20 20 15
z;e‘j::’cy 1~2 times in a week 44 37 28 (3 f (:’17)
1~2 times in a month 44 31 26
Rarely 6 9 13
Friend 60 74 46
Company Boy/girl friend 25 16 19 14.034
Colleague 33 23 17 (0.029**)
Others 8 2 10
To drink coffee 43 46 21
To take a rest 22 29 27
m:t of To meet people 23 18 20 (101 162;)
To visit after meal 19 13 12
Others 14 9 12
Americano 44 50 31
Cafe latte 23 17 15
Favorite Caramel macchiato 19 10 19 15.166
menu Cappuccino 6 13 5 (0.126)
Cafe mocha 18 9 7
Others 16 16 15
09:00~12:00 11 10 9
Visit 12:00~14:00 20 20 15 2873
isi .
b e 14:00~17:00 4 29 32 0369
17:00~20:00 37 38 21
20:00~23:00 18 18 15
Internet & promotion materials i3 10 10
Information Past experience 74 64 41 5.791
source Word of mouth 32 36 36 (0.447)
Others 7 5 5

#55500,001, **p<0.05.
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AR A1IM dED 2 digte £9 ool 7t
2 A vebgen, Al A 13 A AR 3

& e A% R 2Y o4, AR 2 et

Ak Fo £MZ Jelgt) vbEd] A& A% 2
EAEY % hekn A% &, g gk =

g olde &ME Yelyg)

AE Aol wE o] & P8 FAe] 2olzt A
<A A7) st mAENE AN 2y
(Table 5)¢} o] FHRI(p<0.05)°1 45 F-2]4
1 2Pl ettt Bukelel] gloiA 37) Al
A R 4 A v g
AR A 13 AR A 2 A% B8, 99, 7
Ete] &AM 2 veldm, AR A 38 99, A%
TR, 7etel &AM E velyth

V. 28 & ANAE

2 A7 I A9 JEY o8 4L U
o2 pAel &1l Qg votd & Qe F7
e MFE o] &3l A AL AR
B ZF AR Al uhE A RE AFs] ¢l8)
AFEATHE L o] g Ye W] Aol@EE
Bt AAA wAE ek AA st st
Ak

7 Hel A E 89 ¥4 & A3 57 2
E$17] 821, 7K1 891, vHE 8, AF 2 ¥
24 2gl, A2 gRho] EEFHYeH, =&H
570 8R1& o] &3t 2 A& AN g Fw,
379 AR AV ESE 1Y 7 Jd, oHE
e 7 Jd, A 99 3 Jhez R
HAk 24 Aol Mg zZt A8 Ao B4
[kt o} 2t

AR, AE A 12 2538 1 37 Jd(126
Byelth o] ke 200 v dAo|t) FY
< Zakdolx, AEd 2 digtw £Y ol &
g £FE 7D den, ¥ HE A5 1009
2 o]d~2009t Y vigto g Vet An] AE
el BE Are 7 1~239 9 1237 FY

54 Aol7} geA

A Yebd, B9l 70 24 JERge
o, W AIZHlE 14~ 1741 2 Vet As A
By wRe] B4 AUE wlAY] fEixelm,
Azsle viwe oiElste, R dde 7
A9 WE Bz JEsTh

B, A% A1 2 vhAlE He S Y115
w)ojch. o] Rk 200 W& HJAelrt FY
< alela, ARG 4 dgta Yo &Y &
5 7R leH, 4 BF &5 2009 9 ©]
Z4~300%F 9 v|gte 2 Jelhgoh Ax dEH
HE e 128, e At #A Y
w3, B A7 E 17~2040 2 YERt) A
AEY 9o 22 ANE vlAr] A4
ol MF e vl oifiElsbe, HE] 9H
& A HE ZPoE Ve

AR, AR A1 3 24 Bl 7 ATh92E)
ojt}. o] Feh2 20th] W& oAdolth AHP L
satgdola, MEY 2 dgtw 49 & %
£ /K1 3o, ¥ P A5 1005 ¢ vigt
o2 Jepyth #An AEHY WHE AFc
1~23), Eutele A7t A4 vebga, 3
e 14~174 2 Jepsteh As J24 32
24 FAE Hslr] Aslirola, dzste o
e olgl7he, FHe] 9L FAY BE A
go2 eyttt

= A9 7 HY 7 I Tan AYF
& Lo ASY(2008)9] ATellAe AHlx =3 3
&, 297] 7 dge s Uehgen, s AR
o} viAlY W] 4 JE Tan AYF & Lo ASY
(2008)2] Aol = Ao A 7 Jd, v
B 23 Fdoz Jepsdtt aelm @5 Aol
A& Tan AYF & Lo ASY(2008)9] Q19+= 2&
AF3 Hel 7 o] vehdth

A A7 e JAFEATA & o]& Py
Z317] Hsted mAEA
£ AN g A7, AJH(Ep<0.001), E=(p<0.05), B8t
A(p<0.05)°14 F A1 o7t VERsiTh o] A
d Ad AR PRI o8 1A AR Al

H

A
> N
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38 Ball 2 AE AFe] 8k B Q)
TEAEA 4 o|& A 50 QoA o]}
NS & F Yk A ARH &N %
I EAE e 4 AR AR 29 &3
87 gt A& &9 g, 1o A
g oA AFE Fslof a7 ME A1
AA S AR oL 2o

AR, £33 He 7 I Y& ] 9|
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