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The Effects of Cultural Marketing on Customer Satisfaction of Coffee Shops:
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Abstract

Purpose — Since the number of cafés operated by using cultural marketing in Jeju Special Self-Governing Province is
increasing, this study emphasizes the necessity of cultural marketing, which is a different strategy of specialty coffee
shops, focusing on Jeju Island. The purpose of this study is to investigate the effect of positive effects of service quality
and brand image on customer satisfaction through cultural marketing.

Research design, data, and methodology - It emphasizes the necessity of cultural marketing of specialty coffee shops,
and how the positive effects of service quality and brand image brought through cultural promotion, culture support,
cultural support, cultural enterprise influence customer satisfaction. The results of this study are as follows. In order to
verify the research hypothesis of this study, Jeju residents who have experience using cultural marketing conducted in
coffee shops in Jeju Island are targeted. The cafe in Jeju area, which runs from April 4 to April 14, 2018. A total of
110 copies of the questionnaire were distributed, and the final 100 copies were used as final empirical analysis data.
Result — The results of the study are as follows. First, promotion and culture business activities have positive influence
on brand image. Second, production and cultural business activities had positive effects. Third, brand image has a
positive effect on customer satisfaction. Fourth, service quality has a positive effect on customer satisfaction.

Conclusions — The implications of this study are following as: First, if you want to grow into a cultural enterprise in the
province by enhancing your brand image, you need to prioritize cultural direction and business direction for cultural
companies among sub-factors of cultural marketing. Second, it is necessary to improve the customer satisfaction through
the improvement of the brand image considering the composition of the stores in the city, the facilities and the
atmosphere, and the consumer tendency such as product and customer age.
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Figure 1: Five Types of Cultural Marketing
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Ct. I, Hsieh and Hiang(2004)2| A T0jA= AH|X}7L 7|
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Table 1: Profiles of samples

Category Frequency (n) %
Man 49 49.0
Gender
Woman 51 51.0
20 - 30 81 81.0
31 - 40 12 12.0
Age 41 - 50 5 5.0
51 - 60 1 1.0
over 61 1 1.0
. Yes 9 9.0
Marriage
No 91 91.0
Under High School 33 33.0
. Associate Degree 33 33.0
Education
Bachelor Degree 30 30.0
Graduate 4 4.0
42. m2o| Yt £4
£ Q70| 10080 SEA0) Cifeh YLt SHE <Table
z

L 5oz JdE AFLHRol TIAXtEMEE AHBSH|
floil QlEAMar M 2l 40| HAZQUCE HA FE30H
Elo] QOIEAMS AASH ZD}, <Table 2>9F 20| KMO=
843, x2=694.954(df=105, p<.001)C2 L} E}ton, QolEA
of O|8%= HEE2S0| Mot JAO= LIEFGICEH

23} ThE(QQIXYK|: .427-.843, 1227}k 3.216), 23} X|
SI(QOIXXYX|: .706-780, 127} 3.216), 23} 7|A(QOIX
TYX|: 594-.832, Q7 2.633) HRCHQIO|A k2t 17H2] &
50| MXERoH, 23HE(RLIXYK]: 698-773, 1FLk:
2.733)0f CH®F AAEH0IA = 2742 =H=0] M| E|QICt.
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test, 2 Q010 Cfst ofo|Zl Zt2 2.633-3.2162, Zt Q XK .446-705, TLZ): 3.031), AHIA ZE XL & XX

Olo| EAF MBS 18.218-21.446%2 LI Ef5tOM, XA & 507-.789, 17k 2.799), DZHOHE(Q Q! M X{X|: .591-.773,
A2 78.659%E MYHSI= Ao Z LLEtR7| R0, 23pmt 1Rk 3.477) AFLHRIQl Antvt Ly EFGCE
%, XY, 23HE, F3V|gez BRste Ao CHsh ESE ZH QOlo| CHSH Ofo|Al Zte 2.799-34772, 2t Q
ZH7t gle Ao = LERLCE Qlo| EAF M2 18.659-23.180% 2 LI EfLtOH, My £
Cteez 2t eolof Cfsf MEM HES fldh MEE & A2 62.046%E HYSts A= LLEIRY| IR0, EHE
Mg HA[SH Zot, <Table 2>0i K[A|sH Zd 20| Cronbach’s O|O|X|, MH|A~ E &, notRoz FFst= A0l s 2
a 20| 2 2HE0| .808, E2tX| 0| 841, E2tAE0| 772, M7t ele A= LLEFGCE
=2t7| 0| 8192 Lt EtLt A B[=7F SE%H A2 =eI0| Cteoz zH QQlof O8] AlZ|A =S Q8 Al ZE &
[ RALCE M2 AIA|SH AT}, <Table 3>0 KM|A|$H 2 ZH0| Cronbach’s
2ZHE 0|0fX|, MH|A & &, DZTH=0|| Cist 20184 8 a g{0] ERE O|OjX|7} 814, AMH|A F ZO| .868, nzot
A2l 2M8 AAISHZADL, <Table 3>Q 2H0| KMO=.826, Z0| 80822 L}EfL} Al 2|E7F 83 ZHo=z #0I0| 5| 9f
x?=612.915(df=150, p<.001)22 L} E}Lton, Q1L A0 O Ck

& E=S0| M el A= LIEfRtCL E3E ojojx|(ael

Table 2: Factor analysis and reliability analysis on sub-factors of cultural marketing

Constructs and Items L':)aa((:i'fr)l:; 5332 Var Re";'b'"t
Sales 3.216 21.443 .808
This coffee shop offers art tickets or offers discounts for movies, music, plays, 834
exhibitions, etc. when purchasing products or services. )
This coffee shop indirectly advertises products or services through cultural and artistic 584
activities such as movies, music, plays, and exhibitions. '
This coffee specialty shop uses cultural and artistic elements such as cultural artists,
entertainers or art works to enhance the image of the store and convey the message. 468
This coffee shop actively utilizes cultural elements as part of marketing. 427
This coffee shop is actively promoting cultural events.* -
Sponsorship .3.216 21.443 .841
This coffee shop operates cultural and artistic spaces and facilities (theaters, art 736
galleries, movie theaters, etc.). )
This coffee specialty shop is carrying out social contribution activities by supporting 706
culture and art events, programs and groups. '
This coffee shop supports culture and arts education. 723
This coffee shop contributes to the development of culture and art. .780
This coffee shop actively supports cultural events and artistic activities.* -
Synthesis 2.733 18.218 772
The store atmosphere of this coffee shop creates a culture that you can enjoy more 773
than coffee. )
This coffee specialty shop conducts cultural event projects such as art performance 698
performed by itself. )
Coffee_specialty stores effectively give cultural images to their stores through cultural 708
marketing. )
This coffee specialty store effectively gives cultural images to employees through various )
cultural marketing. *
This coffee shop is effectively giving culture images to menus through various cultural )
marketing. *
Style 2.633 17.555 .819
This coffee shop can feel the unique culture of the cafe. 594
This. coffee shop creates a new cultural or cultural brand through its products or 694
services.
This coffee shop has a high cultural brand, so you can have a cultural experience 832
through these specialty shops '
This coffee shop is striving to be a store that symbolizes differentiated cultures. .768
This coffee shop is making efforts to build a cultural image.* -
Total Cumulative 78.659

Kaiser-Meyer-Olkin=.843 x?=694.954(df=105) p=.000
*It is removed from the process of factor analysis.
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4.4, AT B <Table 4>I} Z'0|, TR EA0| MA|E|QUCE A
o, AR ARIH0N HASH B4E 2o WL
CHAXt@IMOo] LT = ZF ARTR(O CHs MZo ZHA7t x|r3}5:rlgdg§r|_f ijl'xtrlif. A N |
o3t wto|n, Of= HE BAE ZEX| Yotw7| 2stol
Table 3: Analysis of the factors of brand image, service quality, customer satisfaction and reliability analysis
Constructs and ltems Factor Loading | Eigen value Var Reliability
Brand Image 3.031 23.180 .814
This coffee shop has a differentiated image than other coffee shops. 492
This coffee shop feels a sense of trust. .705
| feel the quality of life is high when | use this coffee shop. .678
| think the overall atmosphere of this coffee shop is attractive. .666
This coffee shop makes me stand out. 446
Service Quality 2.799 18.659 .868
The facilities of this coffee shop are suitable for enjoying coffee. .611
The atmosphere of this coffee shop is suitable for enjoying coffee. .660
The music of this coffee shop is suitable for enjoying coffee. .789
This coffee shop offers a clean and pleasant environment. .634
The tables and seats of this coffee shop are enough to enjoy coffee. 507
Customer Satisfaction 3.477 20.207 .808
It was a wise choice to use this coffee shop. .607
| am satisfied with the service provision ability of employees of this coffee shop. .686
| am satisfied with the price and quality in using this coffee shop. .640
| am satisfied with the cost (money, time, effort) of using this coffee shop. 773
| am satisfied with the convenience of this coffee shop. 501
Total Cumulative 62.046
Kaiser-Meyer-Olkin=.826 x*=612.915(df=105) p=.000
Table 4: Mean, standard deviation and correlations of the constructs
1 2 3 4 5 7
1. Sales 1
2. Sponsorship .682*** 1
3. Synthesis 591+ 578" 1
4. Style .530*** 591*** .586*** 1
5. Brand Image .185* 301 444+ .536*** 1
6. Service Quality 142 .196* .339** 420" 446"
7. Customer Satisfaction 194~ 221 344 .368*** 546" 614" 1
Mean 3.041 2.856 3.361 3.215 3.358 3.866 3.687
SD .720 771 .706 .686 .645 .600 .599
**p<.001 *p<.05 *p<.1
Table 5: Measurement model
Paths Estimate t-value p Results
H1-1 Sales — Brand Image -.264 -2.066 .039 Accepted
H1-2 Sponsorship — Brand Image .017 132 .895 Rejected
H1-3 Synthesis — Brand Image .304 2.520 .012 Accepted
H1-4 Style — Brand Image .488 4.134 .000 Accepted
H2-1 Sales — Service Quality -.168 -1.196 .232 Rejected
H2-2 Sponsorship — Service Quality -.070 -0.481 .630 Rejected
H2-3 Synthesis — Service Quality .238 1.794 .073 Accepted
H2-4 Style — Service Quality 410 3.163 .002 Accepted
H3 Brand Image — Customer Satisfaction .349 4112 .000 Accepted
H4 Service Quality — Customer Satisfaction 476 5.599 .000 Accepted
SMC(R?)
Brand Image .352
Service Quality 215
Customer Satisfaction 459

x?=6.222, df=68, p=0285, GFI=0.98, AGFI=0.887, NFI=0.976,

CFI=0.995, TLI=0.979, RMR = 0.016
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45. Aq7pdol 25

2 d7e HNE dT7R"E AEGH| Rt dRRME
AMA|SHRCE 2M8E ZDf, M3tz x2=6.222, df=5, p=.285,
GFI=.980, AGFI=.887, NFI=.976, CFl=.995 TLI=.979,
RMR=.0162 & glot 4O =2 L} EfRICE Q=0 oI5t LY
M=ol HEHZ L} Eflle R? 2MZ1, 2EfE 0|O|X|
352(35.2%), MH|A E A 215(21.5%), 172 0F = 459
(45.9%)2 = L} E}SCE.

=2t OA|8e| steleAasnt BEEE O[O|X|, MH|A & F,
nAoh = 7io| mAO| CHzt ot 952 ATTH dutes
<Table 5>@f ZCl EHHE O|OJX|0f H (+)2 F&E OX|=
=2t OBl SIRIeAE & EHH(EEA4=-264, tif
= -.006, p<.05), E3}UE(ZEH$=.304, t3/=2.52, p<.01)
It 2 3517| Q(AZAH =488, t3/=4.134, p<.01)0| E A Xo=z
SQolst dek2 O|X|= ZHOZ L} EfL} H1-1, H1-3, H14=
XHEHE|QICE dBL} H1-2= ZZA$ 20| .017(t3F = .132)
EEANHCE RoI3t FYE O|X[X| U2 AHLE L} EfL}
7|2t E| U CHp>.10).

=% OBl teeaslt AMH|Ax EH(E2E H4E
) 7te| A of cizt PtHES AT 2ot MH[A FE EO
d+el g 0Xl= 2 2t OAEel stfleaxs 5 2%
TE(G2H =168, t3t=-1.196, p>.10)2} & }IX| (=24
£=-070, tgf =481, p>10)0| & AZ2=E 7o+ FHZ
O/X|= Z{O 2 L} EfL} H241, H2-2= 7| Z+E|Qict 23 g
(BEAH4=.238, tgf= 1.794, p<.01)it 2 2}7|H(BEA =+
=410, tg{=3.163, p<.01)0| MH|A & ZHo| F&Z O/X|=
Z{O 2 L} EFLAC} [afA H2-31F H24= E A Moz Qo|st
deE O|KX[= ADt7F LEEHLE K ERE| QAT

HE o|O|X|Qt n4Bt= 7Ho| EHAIOf CHet 7t HE AT
St ANt A2 A4 ZH0| .349(t7F = 4.112)2 =2HC o|0|X|
7 g =20 g (12l FekE OXICts H3= & AR
folst EEZ O|X|= Ao R LI ERCHp<.01). M2t H3=
{EH = A
OX|2e 2 MH|A F Hut DZ40kE 7k 2HA|0f CHE 7t
HdZ AE%H 2ot dEA = 40| 476(tZk = 5.599)C= H4
=& AMCRE f|olst FEZ OX|l= AHSE L} ERRCE

(p<.01). W2t HAS XfEe|Qict

>+

pS|

5 24

i

2 o70MEe FIEENS 23 0FYe S0 TR

9t e o[o|x|t MH[A E Ao HFel Huprt 1A

QHE7HA| Of meh Fee XX Y ofwy| 93t neH
l. 7

S JIKD Yoo, B4 Hite cred 2
BN, HLHEHO| 2 S0H|E 819 B4 5 2 ojmzg;
23RS Helstn 23S, 27| 2 of
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= & 20 gol # £ 250 M F2o| X9 S4¢ iiE
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o5 Lot =Ch= Z0E 2 5 UCE 2EIE O0jX|= 2
HE O EO0] 2[R H2|0f HF BE[0] AUCE. [HEbA 2 ]
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5.2. of otA 8l e A7 ItA|
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