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Abstract

This study examines the structural relationships between functional-congruity, self-congruity and their
consequences, under coffee shop consumption setting. More specifically, it investigates how functional-
congruity and self-congruity influence emotional responses (comprising positive and negative emotions) and
store attitude formation. The authors propose a structural equation model comprising five constructs. Data
were collected from 280 college students in Seoul and analyzed by LISREL 8.30. The findings can be
summarized as follows: First, functional congruence of coffee shop customers appeared to have a positive
effect on positive emotions and a negative effect on negative emotions. Second, self-congruity has a positive
effect on coffee shop customers' positive emotions. Third, the effect of coffee shop customers' positive
emotions on store attitude formation was positive and statistically significant while the effect of negative
emotions on store attitude formation was negative. These results suggested that the effect of
functional-congruity and self-congruity on store attitude formation was mediated by positive emotions and
negative emotions.
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{Table 1> General Characteristics of the Subjects

Variables Category
male 142(51.3%)
sex
female 135(48.7%)
20~25 234(84.5%)
age 26~30 33(11.9%)
30~ 10(3.6%)
~100,000won 59(21.3%)
food . 100,000~200,000won 86(31.0%)
consumption
00C consumpHo 200,000~300,000won 72(26.0%)
per month
300,000~400,000won 38(13.7%)
400,000won~ 22(7.9%)
~1 time 69(24.9%)
Number of coffee shop visit 2~3 times 126(45.5%)
per week 4~5 times 59(21.3%)

6 times~ 23(8.3%)
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variance extracted : AVE)= 33 7|91 505
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T ATALE Uig FHEIE RS w
4 ITHHair JF et al 1995).

T UATE HEEE FR14 21EA S Fl T e =S A5 Al 24 81ls
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LISREL®] ©]gt B}d=e] Hrle a3 3 ZFBAFSRAVE)RES 22718 A
7 FFoakE Sol HAEE et 88 Fel & .ﬁj_TJr(Fomeu C & Larcker FD 1981), 3324k
{Table 2> Reliability and validity of the exogenous variables
. factor Cronbach's
Factor Question loadings AVE t-value Alpha
I-1 The taste of coffee 0.66 11.58"
. 1-2 Kindness of staff 0.69 12.45”
Functional . . . -
C . -3 Facilities(convenience, cleanliness) 0.74 0.6294 13.55 0.851
ONEMUIY 1 4 Atmosphere 0.72 13.10"
I-5 Overall expectations 0.85 16.61"
[I-1 Actual self-congruity 0.67 12.20”
-2 Actual self-congruity 0.74 13.85"
Self - - i ) 95"
e ' [I-3 Actual self- cong1tu1ty 0.78 0.6855 14 95** 0.908
Congruity  [[-4 Ideal self-congruity 0.86 17.63
I-5 Ideal self-congruity 0.84 16.91”
I1-6 Ideal self-congruity 0.84 1695
;Fit Statistics* *:XZZ 268.32(df=43, p=0.00), GFI=0.84, AGFI=0.75, RMR=0.082 NFI=0.86 NNFI=0.84, CFI=0.88 -
1> 1.96, " || > 2.58
{Table 3> Reliability and validity of the endogenous variables
. factor Cronbach's
Factor Question loadings AVE t-value Alpha
M-1 Tt is fun. 0.91 19.517
posiive 1172 1 feel good. 0.91 19.25™
p -3 It is attractive. 0.83 0.7180 16717 0.900
CMOHONS 114 1 feel comfortable. 0.62 1124
[1-5 It is satisfying. 0.73 13.83"
-6 T resent. 0.81 16.117
Negative -7 1 get a'ngry o 0.84 17.08**
" -8 It is disappointing. 0.88 0.7845 18.48 0.931
CMOUONS 1.9 1 regret. 0.87 17.86"
M-10 It is inconvenient. 0.87 17.87°
IV-1 Tt is worth using. 0.88 18.15
Store attitude IV-2 I'm fond of shopping. 0.88 0.8532 18.09” 0.913
V-3 I'm willing to use it again 0.89 18.44™

-Fit Statistics: xy*= 169.96(df=62, p=0.00), GFI=0.92, AGFI=0.88, RMR=0.050, NFI=0.94 NNFI=0.95, CFI=0.96 -

It > 1.96, "t > 2.58
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{Table 4> Evaluation relationships between the variables

Classification Functior}al Self ' Posit.ive Neggtive SFore
-congruity -congruity emotions emotions attitude

Functional-congruity 1.000

Self-congruity 0.488" 1.000
Positive emotions 0.541" 0.508" 1.000
Negative emotions 0.295" 0.1237 -0.402" 1.000

Store attitude 0.615" 0.436" 0.653" -0.430” 1.000

P < .001
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<Fig. 1> Hypothesis testing results of the research model



ASAER ol g7l 7%5A AR} Aol Aol AT AEAEGAe] M E 9% 79
{Table 5> Estimate of the research model
Variabl Effi
ariables ect Whether
. Endogenous . Coeffi- SMC
Hypothesis . Exogenous variables . t-value to adopt
variables cient
HI1 Positive Functional-congruity (7;,) 0.38 7.01” 037 Adoption
H4 emotions Self-congruity (3,) 0.32 583" ’ Adoption
Negative . . - .
H2 . Functional-congruity (v,;) -0.30 -5.11 0.09 Adoption
emotions
H3 V1>V Y41 =-0.30 < ,,=0.38 Reject
H5 . Positive emotions(7;;) 0.57 12.73" Adoption
Store attitude . 0.43 .
H6 Negative emotions(~;,) -0.20 -4.44 Adoption
“lt|=1.96, p<0.05, "'|t|=2.58, p<0.01 SMC : squared multiple correlations

model fit statistic: v2(df,p)=81.67(4,0.00), GFI=0.90, RMR=0.10, NFI=0.83, CFI=0.83
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