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A Study on Consumer Satisfaction, Recommendation Intention, and Revisit Intention
According to the Selection Attributes of Large Specialized Coffee Shops in Busan

Kyung-Hee Kim*

Department of Business Administration, Silla University

Abstract

This study aimed to determine consumer satisfaction according to selection attributes of specialized coffee shops and also
understand the effects of consumer satisfaction on recommendation intention and revisit intention. Through positive
analysis, the study produced the following results. In the factor analysis of selection attributes of specialized coffee shops,
there were six factors: ‘quality’, ‘brand image’, ‘economic feasibility’, ‘menu diversity’, ‘the atmosphere and convenience of
the shop’, and ‘service’. Among these factors, ‘brand image’, ‘economic feasibility’, and ‘menu diversity’ were found to exert

a significant influence on consumer satisfaction. Second, consumer satisfaction had a significant influence on

recommendation intention and revisit intention. Third, consumer intention to revisit specialized coffee shops showed a

significant influence on recommendation intention.

Key Words: Selection attributes, consumer satisfaction, recommendation intention, revisit intention
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<Table 1> Socio-demographics of subjects
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<Figure 1> Research model
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. . Frequency Percent

Socio-demographics N) %)

male 151 414

Gender female 214 58.6

below 300,000 231 63.3

Average month 310,000-400,000 86 23.6

v a“iwame Y 410,000-500,000 28 7.7

510,000-600,000 10 2.7

over 610,000 10 2.7

etc 12 33

below 2,000,000 62 17.0

Average monthl 2,010,000-3,000,000 96 263

iﬁcome Y 3,010,000-4,000,000 ) 252

4,010,000-5,000,000 57 15.6

5,010,000-6,000,000 21 5.8

over 6,010,000 25 6.8

2-3 times a week 101 27.7

once a week 77 21.1

Frequency of once in two weeks 68 18.6

q isity once a month 55 15.1

v once in two months 10 2.7

once in three months 30 8.2

once in six months 24 6.6

within 1 hour 108 29.6

Average length of within 2 hours 136 373

the stay within 3 hours 98 26.8

more than 3 hours 23 6.3

.. pm 12-5 140 384

Visiting hours s 1y 25 616

Below 5,000 35 9.6

Average spending 5,100-10,000 245 67.1

cost per visit 10,100-15,000 77 21.1

over 15,100 8 22

Daily average less than 1 cup 125 342

Y g 2 cups 64 17.5
number of coffee

drinkin more than 3 cups 47 12.9

& non drinking 129 353

Frequentl vending machine coffee 35 9.6

dii?:ll(ein Y commercial coffee 128 35.1

coffee s s shop coffee 173 474

WP oe 29 79

Frequently visiting famous franchise 245 67.1

coffee shop types individual store 120 329

Total 365 100.0

1’4—% <Table 5>9}
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<Table 2> Result of visiting coffee-shop by gender

Gend i
Variable ender Total o
Male Female SYRIE
2-3 times a week 35(9.8) 66(18.0)
once a week 34(9.3) 43(11.8)
once in two weeks 21(5.8) 47(12.9)
Frequency of visit once a month 23(6.3) 32(8.8) 101(27.7) 15.340**
once in two months 6(1.6) 4(1.1)
once in three months once in six 16(4.4) 14(3.8)
months 16(4.4) 8(2.2)
within 1 hour 69(18.9) 38(10.7)
Average length of within 2 hours 52(14.2) 84(23.0) .
the stay within 3 hours 27(7.4) 71(19.5) 108(29.6) 38.608
more than 3 hours 3(0.8) 20(5.5)
.. pm 12-5 59(16.2) 81(22.2) 140(38.4)
Visiting hours pm 5-11 92(25.2) 133(36.4) 225(61.6) 0813
below 5,000 13(3.6) 22(6.0) 35(9.6)
Average spending 5,100-10,000 92(25.2) 153(41.9) 245(67.1) 431 %+
cost per visit 10,100-15,000 43(11.8) 34(9.3) 77(21.1) ’
over 15,100 3(0.8) 5(1.4) 8(2.2)
vending machine coffee 25(6.8) 10(2.7) 35(9.6)
Frequently drinking commercial coffee 63(17.3) 65(17.8) 128(35.1) 27 500k
coffee types shop coffee 50(13.7) 123(33.7) 173(47.4) ’
etc. 13(3.6) 16(4.4) 29(7.9)
. less than 1 cup 43(11.8) 82(22.5) 125(34.2)
m?;‘t‘)leyr ivfezi%;ee 2 cups 28(7.7) 36(9.9) 64(17.5) 6436
drinkin. more than 3 cups 26(7.1) 21(5.8) 47(12.9) ’
& non drinking 54(14.8) 75(20.5) 129(35.3)
Frequently visiting famous franchise 106(29.0) 139(38.1) 245(67.1) 1104
coffee shop types individual store 45(12.3) 75(20.5) 120(32.9) ’
151(41.4) 214(58.6) 365(100.0)
**p<0.01, ***p<0.001
<Table 3> The ranking of selection attributes (coffee shop)
Individual items Ranking Mean S.D
Staff’s kindness 1 592 1.175
Coffee taste’s superiority 2 5.56 1.322
The atmosphere and interior decoration of the shop 3 5.56 1.172
Accessibility 4 5.55 1.228
Staff’s rapid service provision 5 5.49 1.213
Coffee’s freshness [§ 544 1.324
Convenience in using convenient facilities 7 5.38 1.499
(ex. The wireless internet & smoking seats, etc.)
Coffee quality 8 5.38 1.314
The rest menu’s taste 9 5.24 1.501
The diversity of the other drinks 10 5.24 1.458
The environment around the shop 11 5.13 1.324
The discount benefits of associated cards 12 498 1.630
The possession of a membership card or coupon 13 4.90 1.592
Staft’s knowledge about products 14 4.69 1.355
The brand reputation of a specialized coffee shop 15 471 1.469
Diverse events (ex. appreciation events) 16 4.67 1.710
The brand image of a specialized coffee shop 17 4.67 1.522
The size of the interior space and the size of the shop 18 454 1.502
Cake and bread (cookies) diversity 19 453 1.645
The brand awareness of a specialized coffee shop 20 437 1.587
Convenience in using parking facilities 21 3.88 1.758




<Table 4> Result of selection attributes (coffee shop) by gender

Individual items Gendar Mean  T-test
. male 5.87
Staff’s kindness fomale  5.95 -0.649
, . male 5.50
Coffee taste’s superiority fomale  5.60 -0.694
The atmosphere and interior male 5.56 0.089
decoration of the shop female  5.55 ’
- male 5.66
Accessibility female  5.46 1.533
. . .. male 5.37
Staff’s rapid service provision fomale  5.57 -1.513
, male 5.38
Coffee’s freshness fomale 548 -0.695
Convenience in using convenient male 557
facilities (ex. The wireless internet female 5'2 4 2.089*
& smoking seats, etc.) ’
. male 5.28
Coffee quality female 545 -1.208
, male 495 -
The rest menu’s taste female 543 -2.919
. . male 5.03 %
The diversity of the other drinks female 540 -2.310
. male 5.25
The environment around the shop female  5.05 1.419
The discount benefits of associated male 4.50 4.60]%4*
cards female 5.32
The possession of a membership card ~ male 442 475450
or coupon female 524
male 4.50 «
Staff’s knowledge about products female  4.82 -2.195
The brand reputation of a specialized male 4.65 0615
coffee shop female 4.75 '
Diverse events (ex. appreciation male 420 43]9%%x
events) female 5.00
The brand image of a specialized male  4.64 0237
coffee shop female  4.68 ’
The size of the interior space and the = male 4.44 -1.008
size of the shop female  4.61 ’
Cake and bread (cookies) diversi male 425 -2.640%*
Y female 473 5
The brand awareness of a specialized male 443 0.606
coffee shop female 4.33 ’
Convenience in using parking male 4.30 3,005+
facilities female 359 7
*p<0.05, **p<0.01, ***p<0.001
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<Table 5> The selection attributes coffee shop and factor analysis

Variance explained

Factor Variable Factor loading Eigen value (il @)
Fl: coffee’ quality 0.897 26.908
Lali coffee’s freshness 0.885 5.651 (0.831)
quality coffee taste’s superiority 0.817 :
F2: the brand image of a specialized coffee shop 0.903 39.604
brand the brand awareness of a specialized coffee shop 0.896 2.666 © 597)
image the brand reputation of a specialized coffee shop 0.844 :
F3: the discount benefits of associated cards 0.898
. . . 48.296
econimic the possession of a membership card or coupon 0.830 1.825 (0.891)
feasibility diverse events (ex. appreciation events) 0.808 ’
F4: the diversity of the other drinks 0.872 56.526
menu the rest menu’s taste 0.834 1.728 © éS 4)
diversity cake and bread (cookies) diversity 0.811 :
convenience in using convenient facilities 0.703
Fs: (ex. The wireless internet & smoking seats, etc.)
atn.'nos here and accessibility 0.683 1531 63.817
convegience convenience in using parking facilities 0.655 ’ (0.665)
the environment around the shop 0.558
the size of the interior space and the size of the shop 0.504
F6: staff’s klnflness ' - 0.729 69.660
service staff’s rapid service provision 0.718 1.227 (0.682)
staff’s knowledge about products 0.647 )

KMO=0.785, Bartlett's test of sphericity=3933.155, p<0.001%***

<Table 6> The selection attributes coffee shop and consumer

satisfaction
Standard
Depe.ndent Indepc?ndence A py——
variable variable S
B

F1: quality 0.087 1.759

F2: brand image 0236  4.755%**
consumer F3: economic feasibility 0.168 3.394**
satisfaction F4: menu diversity 0.139 2.802%**

F5: atmosphere and convenience -0.003 -0.065

F6: service 0.098 1.967

2=0.120, Modified B=0.106 , F=8.157+**
#4p<0.01, ***p<0.001

<Table 7> consumer satisfaction and recommendation intention

Dependent Independence  Standard coefficient tvalue
variable variable B va
recommendation consumer
. . . . 0.671 17.247%%%*
intention satisfaction
R’=0.450, Modified R>=0.449, F=297.450%*%*
**p<0.01, ***p<0.001
O OF O
V. 2ot 9 Az
A2 B Fo ) ANARGe] F5F Aoz 2

<Table 8> consumer satisfaction and revisit intention

Dependent  Independence Standard coefficient
. . t-value
variable variable B
revisit consumer 0.735 20.639%%+
intention satisfaction

’=0.540, Modified R=0.539, F=425.965%**

#£p<(0.01, ***p<0.001

<Table 9> recommendation intention and revisit intention

dependent  Independence Standard coefficient
. . t-value
variable variable B
recor.nmen.datlon . rev1§1t 0.690 18, 14g##+
intention intention

R’=0.476, Modified R*=0.474, F=329.355%%*

*%p<0.01, ***p<0.001
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