T A A & 2 PR X 24(2): 181-190, 2009
KOREAN J. FOOD CULTURE 24(2): 181-190, 2009

_lr_;q-x T,El__;l(j o]

g2l
olaeiAjehotin A%

Do otz Expel Expd o] qiet Q1A Y

=
PREL
st

Perception and Attitudes toward Green Tea and Green Tea Cafe
Compared by Usage of Green Tea Cafe

Hye Lee Hong, Sun Hee Seo*

Department of Nutritional Sciences & Food Services, Ewha Womans University

Abstract

The purpose of this study was to investigate individuals’ perceptions toward green tea and green tea cafes according to
their usage of green tea cafes, gender, and marital status. The survey was conducted online and completed by 200
respondents who had been to green tea cafes and by 200 respondents who had not. The visitors of green tea cafes had more
positive perceptions regarding the atmosphere, familiar taste, good quality of raw foods, freshness of foods, good service,
excellent taste, and menu variety of green tea cafes. Males perceived green tea as ‘good for health’ more than the females.
There was no difference in the perception of green tea cafes by marital status. Regarding a popularization plan for green tea
cafes, the customers felt more need for a tea sommelier than the non-customers, and females versus males felt stronger
about having a tea sommelier that would provide opportunities to taste various tea products and develop a green tea menu
that considered nutrition and health. Unmarried respondents felt a greater necessity for having a place with a comfortable
environment, tasting a variety of tea products, and having a chance to experience tea culture. When selecting a green tea
cafe, the quality of the food and cleanliness of the cafe were considered to be most important. The implications of the data

are discussed.
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<Table 1> Demographics of Respondents

Total Visitors of Non-visitors of
) Green Tea Cafe Green Tea Cafe
Demographics (N=400) (N=200) (N=200)
N % N % N %

Male 200 50.0 100 50.0 100 50.0

Gender Female 200 50.0 100 50.0 100 50.0

20-25 100 25.0 50 25.0 50 25.0

25-30 100 25.0 50 25.0 50 25.0

Age 30-35 100 25.0 50 25.0 50 25.0

35-40 100 25.0 50 25.0 50 25.0

Less than high school 53 13.3 25 12.5 28 14.0

2 year college attending 12 3.0 6 3.0 6 3.0

2 year college degree 76 19.0 40 20.0 36 18.0

Education 4 year college attending 74 18.5 33 16.5 41 20.5

4 year college degree 144 36.0 69 34,5 75 37.5

Graduate degree 38 9.5 24 12.0 14 7.0

Others 3 0.8 3 1.5 0 0.0

Student 88 22.0 40 20.0 48 24.0

Office worker 162 40.5 77 38.5 85 425

Sales/Service employee 14 3.5 9 4.5 5 2.5

Technician 23 5.8 15 7.5 8 4.0

Occupation Professional worker 42 10.5 25 12.5 17 8.5

P Labor 1 0.3 1 0.5 0 0.0

Business 12 3.0 10 5.0 2 1.0

House worker 36 9.0 18 9.0 18 9.0

Non-employeed 9 2.3 5 2.5 4 2.0

Others 13 3.3 0 0.0 13 6.5

Less than 1,000,000 won 19 4.8 7 3.5 12 6.0

1,000,001-2,000,000 won 111 27.8 57 28.5 54 27.0

Monthly 2,000,001-3,000,000 won 80 20.0 40 20.0 40 20.0

Income 3,000,001-4,000,000 won 36 9.0 21 10.5 15 7.5

4,000,001-5,000,000 won 12 3.0 7 3.5 5 2.5

5,000,000 won or more 9 2.3 5 2.5 4 2.0

Less than 200,000 won 20 5.0 4 2.0 16 8.0

Monthly 200,001-300,000 won 33 8.3 17 8.5 16 8.0

spending 300,001-400,000 won 20 5.0 11 5.5 9 45

money 400,001-500,000 won 8 2.0 4 2.0 4 2.0
(In case of

student) 500,001-600,000 won 1 0.3 0 0.0 1 0.5

600,000 won or more 6 1.5 4 2.0 2 1.0

Marital status Married 168 42.0 79 39.5 89 44.5

Single 232 58.0 121 60.5 111 55.5

<Table 2> Correlation between the interest of Green Tea and the interest of Green Tea Cafe

Total Visitors of Non-visitors of
(N=400) Green Tea Cafe Green Tea Cafe )
= (N=200) (N=200) T-value Sig.
Mean+SD Mean+SD Mean+SD
Interest of Green Tea 3.37+0.87 3.51+0.82 3.24+0.89 -3.211 0.001**
Interest of Green Tea Cafe 2.91+0.93 3.19+£0.89 2.62+0.88 -6.439 0.000***
**p<0.01, ***p<0.001
(M=3.38), ‘== Hol AMEE= Awe Ho| b AT HEH v w3t SR gt Q14 Zfo] FA4
(M=3.37), ‘AlF== 40| A48k (M=3,33)2kL 914 AVt 52APAER o-8A ) w9171 (t=—4.,846, p<0.001), ¢
Shal QUAATE W= TheFsEA] Sshrh (M=2.93)= <14 «5F BH(t=-2.994, p<0.01), & A= H(t=-4.620,

= 7ML e Ae® YT p<0.001), 4] 4IAdgH(t=—4.191, p<0.001), F= AJH]|
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<Table 3> Green Tea perception difference between visitors and non-visitors of Green Tea Cafe
Total Visitors of Non-visitors of
. Green Tea Cafe Green Tea Cafe )
Perception of Green Tea (N=400) (N=200) (N=200) T-value Sig.
Mean+S.D. Mean+S.D. Mean+S.D.
Green tea is nutritious. 3.63+0.74 3.67+0.77 3.60+0.71 -1.012 0.312
Green tea is helpful for my health. 4.03+0.61 4.05+0.64 4.01+0.57 -0.742 0.459
Green tea is tasty. 3.17+0.92 3.224+0.95 3.13+0.89 -1.037 0.300
I am habitual green tea drinker. 3.38+0.86 3.54+0.79 3.22+0.90 -3.775 0.000***
Green tea is helpful in quenching thirst. 3.08+1.01 3.24+0.94 2.91+1.05 -3.305 0.001**
Green tea is drinkable in safe 3.18+0.89 3.28+0.85 3.08+0.93 -2.255 0.025*
*p<0.05,"p<0.01,"**p<0.001
<Table 4> Green Tea perception difference based on gender and usage of Green Tea Cafe
Male Male Female Female
visitors of ~ Non-visitors of visitors of ~ Non-visitors of
Perception of Green Tea Cafe Green Tea Cafe  Green Tea Cafe T—v.alue Green Tea Cafe  Green Tea Cafe T—v‘alue
(N=100) (N=100) (Sig.) (N=100) (N=100) Sig.)
Mean+SD Mean+SD Mean+SD Mean+SD
Green tea is nutritious. 3.80+0.74 3.64+0.68 -1.600(0.111) 3.54+0.78 3.55+0.74  0.093(0.926)
Green tea is helpful for my health. 4.07+0.67 4.01+0.58 -0.678(0.498) 4.03+0.61 4.00+£0.57  -0.360(0.720)
Green tea s tasty. 3.55+0.76 3.13+0.88 -3.609(0.000***)  3.53+0.83 3.31+£0.91 -1.786(0.076)
I am habitual green tea drinker. 3.32+0.88 2.81£0.96 -3.925(0.000***)  3.16+1.00 3.01£1.13  -0.992(0.322)
Green tea is helpful in quenching thirst. ~ 3.37+0.81 2.89+0.83  -4.140(0.000**)  3.19+0.87 3.27+0.98  0.609(0.544)
Green tea is drinkable in safe 3.39+0.98 3.26+0.84 -1.007(0.315) 3.05+0.88 2.99+0.92 -0.472(0.637)
**p<0.001
<Table 5> Green Tea perception difference based on marital status and usage of Green Tea Cafe
Married Married Single Single
visitors of ~ Non-visitors of visitors of ~ Non-visitors of
Perception of Green Tea Cafe Green Tea Cafe Green Tea Cafe T-v'alue Green Tea Cafe Green Tea Cafe T-v'alue
(N=89) (N=79) (Sig.) (N=111) (N=121) (Sig.)
Mean+SD Mean+SD Mean+SD Mean+SD
Green tea is nutritious. 3.69+0.74 3.54+0.75 -1.321(0.188) 3.65+0.79 3.63+£0.68 -0.212(0.833)
Green tea is helpful for my health. 4.13+0.61 3.95+£0.66  -1.900(0.059) 3.98+0.66 4.04+0.51  0.772(0.441)
Green tea is tasty. 3.45+0.87 3.16+0.94  -2.045(0.042%) 3.61+0.73 3.26+0.87 -3.365(0.001**)
I am habitual green tea drinker. 3.15+0.87 3.10+£1.02  -0.307(0.759) 3.324+0.99 2.79+1.06 -3.930(0.000***)
Green tea is helpful in quenching thirst.  3.36+0.76 3.30+£0.92  -0.429(0.668) 3.224+0.91 2.93+£0.90 -2.374(0.018*%)
Green tea is drinkable in safe 3.21+0.96 3.01+£0.97  -1.349(0.179) 3.23+0.94 3.20+0.82 -0.232(0.817)

*p<0.05,"p<0.01,"**p<0.001

2(t=-3.148, p<0.01), gLt BH(t=-2.974, p<0.01), o}
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<Table 6> Green Tea cafe perception difference between visitors and non-visitors of Green Tea Cafe

Visitors of

Non-visitors of

Total
g Green Tea Cafe Green Tea Cafe
G ke By (N-200) (N=200) Tvalue Sig,
Mean+SD Mean+SD Mean+SD

Good for health 3.96£0.66 3.97+0.67 3.96+0.64 -0.152 0.879
Excellent atmosphere 3.42+0.72 3.59+0.71 3.25+0.69 -4.846 0.000***
Familiar taste 3.38+0.79 3.38+0.74 3.27+0.82 -2.994 0.003**
Quality of raw food 3.37+0.65 3.52+0.68 3.224+0.59 -4.620 0.000***
Freshness of menu 3.33+£0.66 3.47+0.65 3.20+0.64 -4.191 0.000***
Good service 3.25+0.63 3.35+0.64 3.15+0.60 -3.148 0.002**
Expensive price 3.11+£0.75 3.24+0.77 2.99+0.71 -3.466 0.001**
Quantity of menu 3.10£0.70 3.08+0.74 3.12+0.66 0.500 0.617
Excellent taste 3.03+0.73 3.14+0.78 2.93+0.66 -2.974 0.003**
Variety of menu 2.93£0.76 3.05+0.83 2.80+0.66 -3.321 0.001**

*p<0.05,"*p<0.01,"**p<0.001

<Table 7> Green Tea cafe perception difference based on gender and usage of Green Tea Cafe

Male Male Female Female
) visitors of Non-visitors of visitors of Non-visitors of
Perception of Green Tea Cafe  Green Tea Cafe T—v'alue Green Tea Cafe  Green Tea Cafe T-v'alue
Green Tea Cafe (N=100) (N=100) (Sig.) (N=100) (N=100) (Sig.)
Mean+SD Mean+SD Mean+SD Mean+SD

Good for health 4.03+£0.70 4.03+0.58 0.000(1.000) 3.90+0.63 3.88+0.70 -0.213(0.832)
Excellent atmosphere 3.244+0.83 2.97+0.70 -2.482(0.014*) 3.24+0.70 3.00+0.71 -2.409(0.017%)
Familiar taste 3.23+0.81 2.85+0.69 -3.565(0.000***) 3.05+0.73 3.00+0.64 -0.517(0.606)
Quality of raw food 3.17+0.73 3.05%0.58 -1.296(0.196) 2.99+0.75 3.18+0.73 1.821(0.070)
Freshness of menu 3.51+0.64 3.184+0.58  -3.823(0.000***) 3.42+0.65 3.21£0.70  -2.191(0.030%)
Good service 3.58+0.73 3.20+0.57  -4.117(0.000***) 3.45+0.63 3.2440.62 -2.381(0.018*)
Expensive price 3.54+0.78 3.23+£0.79  -2.786(0.006**) 3.45+0.70 3.30+£0.85  -1.364(0.174)
Quantity of menu 3.04+0.84 2.83+0.70 -1.924(0.056) 3.06+0.83 2.774+0.63 -2.785(0.006**)
Excellent taste 3.37+0.66 3.18+0.54  -2.227(0.027%) 3.32+0.62 3.12+0.66 -2.220(0.028%)
Variety of menu 3.60+0.74 3.20+0.60 -4.195(0.000***) 3.58+0.68 3.30+0.77  -2.714(0.007*%)

*p<0.05,"p<0.01,"**p<0.001

2 YERITE (Table 8), n]& Sx}AR3 o847} n|& ]
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<Table 8> Green Tea cafe perception difference based on marital status and usage of Green Tea Cafe
Married Married Single Single
. visitors of Non-visitors of visitors of Non-visitors of
Perception of Green Tea Cafe  Green Tea Cafe T—v'alue Green Tea Cafe  Green Tea Cafe T—V'alue
Green Tea Cafe (N=89) (N=79) (Sig.) (N=111) (N=121) (Sig.)
Mean=+S.D. Mean+S.D. Mean+SD Mean+SD
Good for health 3.98+0.66 3.87+0.67 -1.018(0.310) 3.96+0.68 4.01+0.63 0.622(0.534)
Excellent atmosphere 3.28+0.80 3.06+0.77 -1.790(0.075) 3.21+0.74 2.93£0.65 -2.984(0.003**)
Familiar taste 3.03+0.83 3.04+0.69 0.036(0.971) 3.23+0.72 2.85+0.64 -4.178(0.000***)
Quality of raw food 3.03+0.80 3.24+0.66 1.804(0.073) 3.12+0.68 3.03+0.64 -0.964(0.3306)
Freshness of menu 3.37+0.73 3.22+0.61 -1.487(0.139) 3.54+0.57 3.18+0.66 -4.423(0.000***)
Good service 3.46+0.74 3.24+0.62 -2.071(0.040%) 3.56+0.63 3.21+0.58 -4.452(0.000***)
Expensive price 3.47+0.85 3.284+0.83 -1.484(0.140) 3.51+0.64 3.26+0.81 -2.658(0.008**)
Quantity of menu 2.89+0.85 2.86+0.69 -0.224(0.823) 3.18+0.80 2.76+0.65 -4.414(0.000***)
Excellent taste 3.29+0.64 3.20+0.67 -0.885(0.377) 3.39+0.63 3.12+0.55 -3.489(0.001*%)
Variety of menu 3.53%0.74 3.25%+0.76 -2.375(0.019) 3.64+0.68 3.25+0.65 -4.472(0.000***)
*p<0.05,"p<0.01,"**p<0.001
<Table 9> Perception difference of Green Tea cafe popularization between visitors and non-visitors of Green Tea Cafe
Total Visitors of Non-visitors of
o (N=400) Green Tea Cafe Green Tea Cafe .
Green Tea Cafe Popularization Plan = (N=200) (N=200)  T-value Sig.
Mean+SD  Mean+SD  Mean+SD

It is necessary to provide an chance to drink various tea product. 4.20+0.64  4.22+0.63  4.19+£0.66 -0.467 0.640
It is necessary to develop green tea menu considering health and nutrition. ~ 4.20+£0.67  4.22+0.63  4.19+0.70 -0.449 0.654
It is necessary of promotion strategy to increase recognition of green tea cafe. 4.17+0.66 ~ 4.15+£0.66 ~ 4.20+0.66  0.683 0.495
It is necessary to provide an opportunity to experience culture of tea. 4.10+£0.66  4.10£0.62  4.10+0.70  0.075 0.940
It is necessary to adjust taste of menu to customer. 4.08+£0.71  4.06+£0.68  4.09+0.74 0.421 0.674
It is necessary to be a more relaxing environment. 4.07£0.69  4.09£0.66  4.06+0.72 -0.434 0.664
It is necessary to develop a brand with a new image. 4.05+0.59  4.05+0.53  4.06+0.65 0.084 0.933
It is necessary to have a price discount. 3.95£0.80  3.96+0.80  3.94+0.80 -0.312 0.755
It is necessary to increase the number of stores. 3.80+0.80  3.84+0.83  3.76+0.77 -1.000 0.318
It is necessary to have a Tea Sommelier. 3.46+£0.80  3.59+0.78  3.34+0.80 -3.237 0.001**

**p<0.01
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<Table 10> Importance of selection attributes of Green Tea Cafe

Visitors of Green Tea Cafe

T olmo] & GRS X AOE Vet SR

1.
A AR AR B SAARY Aol Fo44

Selection Attributes (N=200) o] = Aolg}t s & 4= Ut} Table 11), SAPAEZ oA
. Mean£5D AFEe el o, WA RS T AR
Clealllllness of stores 4.38+0.65 A 28 owo] QS ujN= Ao eI Table
Quality of raw food 4.3440.66 R - a
Taste of food 4.27+0.65 12) . AP0l A AlSE= 2F 9 ok gt v 7+
Distribution process of food 4.25+0.70 9] QAL =X EAL o= AR A FHEt=Y 84
Kind service a0 ol & Flolet s & 4= ook, Wi 7HAR o) AR
Comfortable environment 4.13+0.68 .
Convenient accessibility 4.15+0.70 YE B2 vl 7rtAo] BEes FHErt wobd Zles
Menu price 4.10+0.77 of ==}
Menu for health 4.18+0.66
Amenities 3.92+0.73
Up-scale image of store 3.85%0.77 \4 7é-] =
Variety of menu 3.88+0.69
Availability of take-out 3.72+0.86 EH ol B =3 AR 0|2z} o]z}t =xo}
+
Number ofsors_ el AR AR vl AR e A4S Hlwsn
ilr;;irr};;;rzlmportant 2: unimportant 3: neural 4: important 5: very =R AR 0|80 Za AE &4 WER YEojre
<Table 11> Influence of attribute importance on revisit intentions of Green Tea Cafe
Revisit intentions
B t value Sig R? Adjusted R? F value
Variety of menu -.021 -2.72 786
Taste of food .093 956 341
Menu for health .098 1.051 295
Distribution process of food -.104 -1.066 .288
Quality of raw food 232 2.036 .043*
Menu price -.052 -.692 409
Kind service 143 1.579 116
Amenities .090 1.022 .308 204 144 3.389
Availability of take-out -.080 -1.017 310
Cleanliness of stores 114 1.163 246
Up-scale image of store .025 283 777
Comfortable environment -121 -1.230 220
Convenient accessibility .057 .601 .548
Number of stores -.043 -.587 558
*p<0.05
<Table 12> Influence of attributes importance on recommendation intentions of Green Tea Cafe
Recommendation intentions
B t value Sig. R’ adjusted R* F value
Variety of menu .046 595 553
Taste of food 222 2.313 .022*
Menu for health .045 490 .625
Distribution process of food -.001 -.010 992
Quality of raw food 215 1.909 .058
Menu price -.180 -2.408 .017*
Kind service 112 1.258 210
Amenities -.003 -.037 970 223 164 3.792
Availability of take-out -.134 -1.722 .087
Cleanliness of stores -.026 -.270 .788
Up-scale image of store 121 1.401 .163
Comfortable environment .016 167 .867
Convenient accessibility -.021 -220 .826
Number of stores -.031 -.437 .663

*p<0.05
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