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Segmentation of Coffee Shop Customers based on Organic Coffee Choice Motives
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Dept. of Food Service Management, Kyunghee University, Seoul 130-701, Korea

ABSTRACT

This study investigated organic coffee choice motives from a coffee shop market segmentation perspective in order to under-
stand the potential importance they may have upon attitudes and behavioral intentions to buy organic coffee. A factor-cluster
segmentation approach was used for this study. An exploratory factor analysis identified five organic coffee choice motives:
'Sensory', 'Environment', 'Trust', 'Health' and 'Price'. Based upon these five choice motives, cluster analyses classified all
respondents into three homogeneous subgroups: 'Highly motivated', 'Moderately motivated' and 'Unmotivated'. Analysis of
variance tests indicated that attitudes and intentions to purchase organic coffee were significantly different among the three
clusters. In particular, two cluster groups representing 'Highly motivated' and 'Moderately motivated' were found to offer the
most utility for further organic coffee market segmentation research. Especially, due to perceptions about high price premium
of organic coffee, the 'Moderately motivated' group had higher positive attitudes, although, their intentions to buy organic
coffee were not higher than those of the 'Unmotivated' cluster. Findings support previous research propositions that high price
could be the strongest barrier for people to purchase organic products including the organic coffee business context. This will
assist to market and promote pricing strategies for cafés and restaurants to optimize organic coffee sales revenue. Implications
for all cluster groups regarding unique socio-demographic characteristics and behavioral intentions are discussed. Organic
coffee marketers can apply these findings towards the development of effective target market strategies.

Key words: Organic coffee, organic coffee choice motives, coffee shops, market segmentation, coffee shop
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Table 1. Exploratory factor analysis of organic coffee choice motives

Organic coffee choice motives Mean S.D. Loading Efzz eX;]eril;:;(i %) Cronbach’s a
‘Sensory’
The coffee has a good color. 5.47 1.39 .86 3.77 19.86 91
It has good body. 5.36 1.45 .83
It tastes good. 5.19 1.45 .83
It is fresh. 4.98 1.47 .82
It smells nice. 4.84 1.48 .79
‘Environment’
Produced without breaking the balance of nature 4.41 1.39 .86 3.11 16.36 .89
Environmentally friendly packing procedure 423 1.38 .82
Environmentally friendly production 422 1.41 .81
Produced with considering environmental protection 4.08 1.38 74
‘Trust’
Credible production 4.67 1.37 .82 2.81 14.79 .86
Credible distribution process 4.78 1.41 79
Trust in the official coffee certification system 4.39 1.46 78
Credible coffee in stability & quality 4.43 1.49 71
‘Health’
Coffee should be produced considering human health. 4.20 1.40 .85 2.37 12.46 .85
Coffee has the least harmful ingredients. 4.62 1.54 .85
Coffee helps to enhance health and wellbeing. 431 143 .80
‘Price’
The coffee is expensive. 428 1.61 .89 2.05 10.78 76
It is not cheap. 4.96 1.51 .88
It does not offer a good value for the money. 4.58 1.43 .64

Total variance explained 74.25
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Table 2. Exploratory factor analysis of attitudes and behavioral intentions towards purchasing organic coffee

Mean S.D. Loading Sﬁ?g ex;/lzriﬁl:(;(i %) Cronzach’s

‘Attitudes’

Purchasing organic coffee is useful. 547 1.39 .86 3.77 19.86 91

Organic coffee offers better quality than conventional coffee. 5.36 1.45 .83

I am strongly in favor of buying organic coffee. 5.19 1.45 .83
‘Behavioral intentions’

I definitely intend to buy organic coffee. 441 1.39 .86 3.11 16.36 .89

I recommend that others buy organic coffee. 423 1.38 .82

I will try to purchase organic coffee in the forth coming months. 4.22 1.41 .81

I would purchase organic coffee if I could find it easily. 4.08 1.38 74

Total variance explained 74.25
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Table 3. Comparisons of organic coffee choice motives among the four cluster segments

Cluster 1. Highly motivated

Cluster 2. Moderately motivated

Cluster 3. Unmotivated

Choice motives (n=183, 38.13%) (n=173, 36.04%) (n=124, 25.83%) Fevalue
‘Sensory’ 575 5.47° 3.61° 226.69™
‘Environment® 526 3.76° 341° 192.36™
“Trust’ 5.58° 4.04° 3.83° 186.82™"
‘Health’ 5.28° 4.04° 3.53¢ 118.28™
‘Price’ 5.16° 473 3.67° 66.400""

* Significantly different groups based upon Scheff’s test where the alphabetical order of the letters represents the ascending order

of the mean for each row, = p<.001.
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Table 4. Characteristics of the three cluster segments (%)
Highly motivated Moderately motivated Unmotivated 1
Socio-demographic
Gender
Male 47(25.7) 72(41.6) 45(35.7) 14.50"
Female 136(74.3) 101(58.4) 81(64.3)
Age
20~29 100(54.9) 109(63.0) 79(62.7)
30~39 55(30.2) 56(32.4) 39(31.0) 17.10"
40~49 22(12.1) 06( 3.5) 5( 4.0)
50~ 05( 2.7) 02( 1.2) 3(24)
Marital status
Single 136(74.3) 147(86.0) 109(88.6) 13.74™
Married 47(25.7) 24(14.0) 14(11.4)
Education
High school graduate 22(12.1) 27(15.6) 15(12.0)
Junior college 28(15.4) 32(18.5) 16(12.8) 18.81"
University 92(50.5) 95(54.9) 83(66.4)
Graduate school 40(22.0) 19(11.0) 11( 8.8)
Monthly income
Less than ¥ 1000,000 60(33.0) 72(41.9) 42(33.3)
W 1,000,000~ 1,999,000 42(23.1) 32(18.6) 32(25.4) 6.787
¥ 2,000,000 ~2,999,000 39(21.4) 35(20.3) 32(25.4)
More than ¥ 3,000,000 41(22.5) 33(19.2) 20(15.9)
Prior experience drinking organic coffee
Yes 120(65.9) 106(61.3) 81(64.3) 2.488
No 62(34.1) 67(38.7) 45(35.7)

Coffee consumption patterns
How often do you drink coffee?

Once a day 78(42.9) 79(45.7) 44(35.2) 10571
2~3 times a day 91(50.0) 85(49.1) 68(54.4)
4 times a day or more 13( 7.1) 9(52) 13(10.4)
Where do you drink coffee?
Home 114(63.0) 99(57.2) 68(54.4)
Schools or works 35(19.3) 37(21.4) 27(21.6) 7.454
Coffee shops 28(15.5) 25(14.5) 23(18.4)
Restaurants 04( 2.2) 12( 6.9) 07( 5.6)
Average amount(¥¥) spent for a cup of coffee
Less than ¥ 2,000 21(11.5) 37(21.4) 19(15.2)
W 2,000~2,999 79(43.4) 71(41.0) 49(39.2) 8.688
¥ 3,000~3,999 62(34.1) 52(30.1) 44(35.2)
W 4,000 or more 20(11.0) 12( 6.9) 13(10.4)

*

p<.05, " p<0l.
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Table 5. Comparisons of attitudes and behavioral intentions to purchase organic coffee among the four cluster segments

Cluster 1. Highly motivated

Cluster 2. Moderately motivated

Cluster 3. Unmotivated

F-val
(n=183,38.13%) (n=173,36.04%) (n=124,25.83%) vatue
Attitudes 4.99* 4.41° 3.99¢ 48427
Behavioral intentions 4.32° 3.51° 3.41° 32717

*¢ Significantly different groups based upon Scheff’s test where the alphabetical order of the letters represents the ascending order of

the mean for each row, = p<.001.

g3alo] AR slgon, 7 2He 8]
HH‘/]I:,E_ B w3l 2k £
5L A9 ] S5 2Akske] 771

H
5 A% BolE F0F 5 Qe oY DS AASTA

1) 713 €] ul— 6‘]: A7 2 AN} AEE A %@’,
2) f71s A9 AL 9 7k 3] F18AA a4 B2
$7 nsod BAE B A8, 3) H70% A% Y 2
Ve & A, el A3t 2 7)E
Foll ta Lgol Bk A, 4) 7% A7 A7
olFa UE Fyslthe el U = 2 5) &
7% A9 714d #E" Tk o)A
=4, AdHEH 2AsS /‘1]-‘?"33:}‘8}7] 95 87]% A
B8 AAE Ay}, A
A 39 FHoz EFEAL 2 ATl f71% Av A
o E1~J+ By

g

A}

¢

15

fru
W
X
of
ook
tlo
=)
o
pau
[o
fru
N,
=2

Kl
=LA E
N =
M o N
s AR
I oy, 4= U=
wp DX L0 M 1o
oo
&—Q‘g{ﬁo
%
K
o
IOL
fl
mri
= %
3%5
rlo
X2
_CLH
r
~

B > AL N o
o

M
o =
rJ
o T
o
AW
uf
= i
PR
[o
olo fu
>,
f
it
v
1
ol
N o
p
o
1o

Ex
)
— 7
A
oX,
tlo
Mo
Y
o
i)
H

€ 2~37ke] AE F2, F] £ T B Al A npam,
5t ko] ATE 1Ygslr] sl 2,000~4,0009L A EsH= A
oz yehyth 2y Al 73 2452 A3 &H] el

e FelHe ol B HolAE B,
g, 2 240 §70% A6l g HE 2 Pojoles
AT A, A2 2 B 2401 71E 29 A
=9} e Pole £E e, A E718 24| g ¥
BH9 B=st e Tl 8 ek et 3 §7)
B 2R A B3 23 DS He) AviHem §7)
~ 2 BgA, A Tk

% Ao ol 3P =
A B PP DATH FHA Aolsk A etk o]

t 3 B/150E 2R A5 #70% Ase Zejuige
A Bt ol a5e] Fujelrle] RYROR JFL
nAE Ao ARE

dgdon B Ao A dRE 20A45E f7]%
A szl Mt 914eka glov, oleld o] 2 o
A DAZE 471% HEA W X E 2 BorehEn
= A4 PR Bel ololAx) gm Irks A9 A7A
st AxBliTh webd A3 RN 7% A3 Bl
A2 g8 woAo ek 71 2e] 1ol AYAL gl F
B gAe] ArjH o Basths A% & 5 Utk o2
A3 At Avlsh w15 A FAEN AP L B8
& Folehs S ARG A AR B Aol De
@ otk T4, #71% Ave] A Fndel @ F Ut
2 A9% )& JHAASS BEAGOR BHT 5 b
CRM A28 P5& 913 Aol 2 vbe deks e

ZojA]7] ¢u gt aHEz B JdJias 2 8]
Ax] AEH NG ARastn, AEA A g T2
2 =59 §71% Ao et HE 2@ el es BAE

24, oz §71'%5 As) ARA] Uolrlof & vl
& AASIA G B, B ATE gl 97
i 715 AEH DASRE Az 2A5) Ul
A %71% A5 AERe] nAd fe dEAINE 7

SO
2 Jo o [o ml off

¢

=2



922 Zu] 3

REFERENCES

Browne AW, Harris PJC, Hofny-Collins AH, Pasiecznik N,
Wallace RR (2000) Organic production and ethical trade:
definition, practice and links. Food Policy 25: 69-89.

Chen MF (2007) Consumer attitudes and purchase intentions
in relation to organic food in taiwan: Moderating effects of
food-related personality traits. Food Quality and Prefe-
rence 18: 1008-1021.

Choi SI, Kim SY, Nam HS (2011) A study on market seg-
mentation of consumer at coffee bar: Adapting marketing
4p mix. Korean Journal of Hotel Administration 20: 89-
104.

Connors M, Bisogni CA, Sobal J, Devine CM (2001) Mana-
ging values in personal food systems. Appetite 36: 189-
200.

Eertmans A, Victoir A, Vansant G, Van den Bergh O (2005)
Food-related personality traits, food choice motives and food
intake: Mediator and moderator relationships. Food Quality
and Preference 16: 714-726.

Engel JF, Blackwell RD (1982) Consumer Behavior 3rd ed.
Hilsdale, Illinois: Dryden Press.

Gil JM, Gracia A, Sanchez M (2000) Market segmentation
and willingness to pay for organic products in Spain. The
International Food and Agribusiness Management Review
3: 207-226.

James JS, Rickard BJ, Rossman WJ (2009) Product differen-
tiation and market segmentation in applesauce: Using a
choice experiment to assess the value of organic, local, and
nutrition attributes. Agricultural & Resource Economics
Review 38: 357-370.

Kim YG, Choi JE (2011) The relationships of consumers' ob-
jective knowledge, subjective knowledge, risk perception
and purchase intention of organic food: A mediating effect
of risk perception towards food safety. Korean Journal of
Culinary Research 17: 153-168.

o738

soMAIok fkiEaM it

Kotler P (1994) Marketing Management: Analysis, Planning,
Implementing and Control, 8" ed.. Englewood Cliffs. NJ:
Prentice-Hall. pp. 232-241.

Kwon DK (2011) Effects of reusing and the recommendation
depending on the satisfaction rate of coffee shop service
quality. The Journal of the Korea Contents Association 11:
449-465.

Lee SY, Kim IH, Jang JW (2011) A study on the relationship
between health concern and purchase behavior of the en-
vironmental friendly agricultural products. Korean Journal
of Local Government & Administration Studies 25: 77-100.

Loureiro ML, Lotade J (2005) Do fair trade and eco-labels in
coffee wake up the consumer conscience? Ecological Eco-
nomics 53: 129-138.

Manaktola K, Jauhari V (2007) Exploring consumer attitude
and behavior towards green practices in the lodging indu-
stry in India. International Journal of Contemporary Hos-
pitality Management 19: 364-377.

Michaelidou N, Hassan NM (2008) The role of health consci-
ousness, food safety concern and ethical identity on attitudes
and intentions towards organic food. International Journal
of Consumer Studies 32: 163-70.

Narain C, Paterson A, Piggott JR, Dhawan M, Reid E (2004)
Whitening and sweetening influences on filter coffee pre-
ference. British Food Journal 106: 465-478.

Nunnally J (1978) Psychometric Theory, 2™ ed, New York:
McGraw-Hill p 47.

Park S, You SY (2007) A study of the effect of health moti-
vation and environmental concern choosing organic food.
Consumer Behavior 10: 107-126.

Petty RE, Cacioppo JT (1986) The elaboration likelihood model
of persuasion. Advances in Experimental Social Psychology
19: 123-205.

Rice RA (2001) Noble goals and challenging terrain: Organic
and fair trade coffee movements in the global marketplace.
Journal of Agricultural and Environmental Ethics 14: 39-
66.

Shin SY, Chung LN (2007) Analysis of customer perception
for quality attributes according to consumers's coffee con-
sumption types. Journal of the Korean Society of Dietary
Culture 22: 748-756.

Steptoe A, Pollard TM, Wardle J (1995) The development of
a measure of the motive underlying the selection of food:

The food choice questionnaire. Appetite 25: 267-284.



24(6): 915~923 (2014)

Suh BW (2010) A study of consumers' food choice behavior
by comparison of past experience: Focus on organic food.
Korean Journal of Food Marketing Economics 27: 19-39.

Tarkianen A, Sundqvist S (2005) Subjective norms, attitudes
and intentions of finnish consumers in buying organic
food. British Food Journal 107: 808-822.

You SY, Park SJ, Yoon HY, Xuefei D (2008) A study of
influencing factors of behavioral intention for organic food.

Journal of Industrial Economics and Business 21: 441-460.

923

i 3+

pad

)

A AR B AT

Ll

27

i<

=
=4

Yu JP, Yoon NS (2011) The market segmentation of coffee
shops and the difference analysis of consumer behavior: a
case based on Caffe Bene. Journal of Distribution Science

9-4: 5-13.

Date Received Oct. 2, 2014
Date Revised Dec. 7, 2014
Date Accepted Dec. 16, 2014





