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The Effects Attributes of Dessert Cafe Selection on
Relationship Quality and Behavioral Intentions

Young-Kyun Kim'
Dept. of Culinary and Science Management, Honam University!

Abstract

This study examined the factors that affect the relationship between dessert cafe customer attribute election,
relationship quality and behavioral intention. A total of 260 questionnaires were distributed to consumers, of
which 250 were deemed suitable for analysis after the removal of 10 unusable responses. In order to perform
statistical analyses required by the study, the SPSS 18.0 Statistical Program was employed for frequency
analysis, factor analysis, reliability analysis, correlation, and regression analysis. The results of the exploratory
factor analysis showed that three factors regarding attributes selection were extracted from all measurements
with a KMO of 0.757 and a total cumulative variance of 67.885%, With regard to relationship quality, three
factors were extracted with a total cumulative variance of 76.070% and a KMO score of 0.715. One factor
for behavioral intention was extracted that accounted for a total cumulative variance of 66.254% and a KMO
score of 0.771. All factors were significant to 0.000 and the correlation between variables was significant.
Thus, based on the results, the main research hypothesis that identifies the relationships attributes selection
between relationship quality and behavioral intention was partially adopted.
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<Fig. 1> Research model.
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{Table 1> Demographic characteristics of the subject (N=250)

Z(46.0%), 2%

Division N % Division N %

Male 132 52.8 Marital Unmarried 136 54.4
Gender
Female 118 472 status Married 114 45.6
<100 67 26.8 21~30 131 524
Income 100~200 84 33.6 Age 31~40 113 452
201< 99 39.6 41< 6 24
High school 55 22.0 Officers 66 264
College graduate 115 46.0 Service/sales 76 30.4
Education Job

University graduate 74 29.6 Teachers/educators 52 20.8
Graduate school 6 24 Others 56 224

Total 250 100 Total 250 100

= o
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{Table 2> Desertcafe attributes selection factors and reliability analysis

Factor ~ Eigen Variance Cron-

Factors Classification .
loading  value (%)  bach's a
The cafe has a tasty dessert menu. .835
The menu of the shape and decoration in dessert cafe are good.  .831
Flavor 3.800 24.158 814
The temperature of the desserts is suitable. 813
The dessert menu of the cafe is considered healthy. 721
I like the music in this dessert cafe room. .863
This dessert cafe has a pleasant atmosphere. 769
Atmosphere 1.964  23.228 775
I like the decorations in this dessert café. 743
This dessert cafes’ indoor temperature is appropriate. 701
Dress or appearance of the dessert cafe staff is neat. .896
Service  Dessert cafe staff are accurate and readily available. .864 1.703  20.499 .805
Dessert cafe staff are invariably friendly every visit. 791

KMO Kaiser-Meyer-Olkin .757

Bartlett chi-square 1,127.229

significant 0.000

Total cumulative variance(%) 67.885
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{Table 3> Relationship quality factor and reliability analysis

Factor  Eigen Variance Cronbach's

Factors Classification loading  value %) o
This dessert cafe is proud to provide reliable information. .805

Reliance This dessert cafe has honest deals and prices. 776 2.601  44.084 0.789
This dessert cafe keeps it promises to good customers. 762
I am satisfied with the dessert menu offered in this cafe. .873

Content 1.202  31.986 0.713

I am satisfied with the services provided by this dessert cafe.  .830

KMO Kaiser-Meyer-Olkin .715

Bartlett chi-square  403.155
significant  0.000

Total cumulative variance(%)  76.070

{Table 4> Behavioral intentions factor and reliability analysis

Factor Eigen Variance  Cron-

Fact Classificati
actors assttication loading  value (%) bach's a
I plan to vist again even if prices rise. .876
Behavioral 1 will visit again although I need to pay additional costs. 831
oo 2650 66254 814
mntentions [ will visit again even if the distance is not close. .807
I will continue to visit this cafe. 736

KMO Kaiser-Meyer-Olkin 765

Bartlett chi-square  450.346
significant ~ 0.000

Total cumulative variance(%)  64.312
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{Table 5> Correlation analysis

Division Flavor Atmosphere Service Reliance Content l?ehavlioral
intentions
Flavor 1
Atmosphere 334%** 1
Service 186%* 241%* 1
Reliance 346%* A11%* 212%* 1
Content 270%* 913%* 174%* 335%* 1
]13;};:2;21 177 211 973% 189 145% !
* p<0.05, ** p<0.01.
{Table 6> Influence of reliance on relationship quality
Dependent In ndent tandardiz
5::;213166 izfijlb(ll: B Scoecflﬁc(iienetd t-value Sig.
Flavor 224 .060 37347 .000
Reliance Atmosphere 314 061 5173 .000
Service .095 .058 1.628 .105
R2=226, Adjusted R?*=.217, F=23.996, p=0.000
% 0,001

0l DIxls @&
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A b8 A4 A= (Table 7>l A|A

Aok AA 3)AA e AHE-S R2=149(adjusted
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0.000°.2 3R H3el oz ¥}
EYE Fol B2 p<0.00194 F-<l5H
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{Table 7> Influence of content on relationship quality

Depe'ndent Independent 8 Standar§ized rvalue Sig.
variable variable coefficient

Flavor .037 .051 0.731 465

Content Atmosphere 379 051 7375 .000

Service —.060 .051 —.060 239

R?=.149, Adjusted R*>=.141, F=19.006, p=0.000

w5k 0,001,
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{Table 8> Influence of relationship quality on behavioral intentions

Dependent Independent

Standardized

variable variable B coefficient t-value Sig.
Behavioral Reliance ~.071 051 ~1.385 167
intentions Content 381 051 74507 000
R*=.149, Adjusted R*=.144, F=28.579, p=0.000
% p<0.001.
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