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Abstract

Purpose - The purpose of this study is to classify the quality factors of coffee shop customers with the service quality
based on the SERVQUAL, selection attributes, and service qualities used in previous studies. The path structure of coffee
shops' quality factors — customer satisfaction — trust — behavioral intention was analyzed in order to confirm the system
of coffee shops' quality factors.

Research design, data, and methodology - The survey of was conducted with college students of Kangwon University. A
total of 250 questionnaires were distributed, with 232 collected. Of them, Excluding 36 respondents’ because of incomplete
answers and missing values, 196 responses were used in the final analysis. Empirical analysis was made through factor
analysis, correlation analysis, multiple regression analysis, simple regression analysis and mediating regression analysis by
using Statistics Package SPSS 19.0.

Results - The results are as follows: Firstly, coffee shops' quality factors were classified into seven categories like service
encounter quality, product quality, cleanliness, overall interior, purchase quality, convenience, and aesthetics. Secondly,
service encounter quality, product quality, purchase quality, and aesthetics had a positive effect on customer satisfaction,
respectively. Thirdly, it showed that service encounter quality, product quality, overall interior, purchase quality, and
aesthetics had a positive effect on trust, respectively. Fourthly, customer satisfaction had a positive effect on behavioral
intention. Lastly, after verifying the effect relations of trust between customer satisfaction about coffee shop and behavioral
intention, customer satisfaction has a positive effect on trust and trust has a positive effect on behavioral intention. On the
other hand, trust did not have a mediating effect between customer satisfaction and behavioral intention. But, cleanliness,
convenience, and overall interior did not have a positive effect on customer satisfaction.

Conclusions - Coffee shop consumers put importance on price, discount systems, taste, and freshness, but more on
courteous and kind services of coffee shop staff or comfortable and calming atmosphere of inner space. Thereby, coffee
shop marketers need to take factors like service encounter quality and aesthetics into more consideration. In addition,
customer satisfaction has an effect on trust, while trust on behavioral intention, even though trust is not mediated between
customer satisfaction and behavior intention.

Keywords: Coffee Shop, Quality Factor, Customer Satisfaction, Behavioral Intention, Trust.
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AHAHEE 7O 8 7H, AUEQ7], 22 MH|L, EHE
Fd & ALXEEL MEO|RFE B0M O HS FRA|
er? ZEko|= AHHEE et HLHEE AHXE2
D5 SMIZTY, M2 HDEE S0 Qs o BHESHL
Ao, ZHAO|= AHLHEH AHIXAEL SAlEZda 7]
EE S0 o o nAFZH=IF U0 Lt AHOHEZHE g
40 o8 o 1AZHETL RCHHan, 2015). 3| AHL|HE
e dddgoM ALE E7/0 AR QlzkAol HHo
UARKX| T Z[Z0l= I Ao CrLst AHE FTsts AR
LiEfLED QUCH ADMEZESl 228 =t JoM 2E&, &,
2, M, HolE1 oxtel motE 5 #97|et QIHZ|,
A & OXRl 82 =22 THE0| g2 O|X|L UCHLee,
Kim, & Jeon, 2015).

Moz MH|AQOl EZ2 Parasuraman, Berry, and
Zeithaml (1991)1} Cronin and Taylor (1992)°] S&Md, AlZ|
g, g, g, 32 81t €2 MHAEEE dasi
QIC} gLt Zeithaml, Bitner, and Gremler (2006)2 A{H|A
EE, MEZEZ 7143 822 EZRQES HICE HIHEFE
AHXEE 0| S0M ofH EEHQQIS9| FTo| o8 Hm]
HE™E MEis)? MlHT(Lee et al., 2015; Lee, 2016;
Park, 2016)0] 2|5t | MH|AEZEZ HIECZE FZ|F 2
4 MH|ATF J|gdez AgE e A2 =22 Fme
MASD W2 STOM HIm2| QtED ofL|at ZYO| HotE|
WA 297|, H2|d, dojd S FH ME0] UM Fast
ZEEQ00| 2 = U A2E O HE XL Ut

AHLTEEO| MH|AZHO| 2tot ML= MH[Ao| T
YOl MHAEHD aZ0kEatol  EA|(Han, 2015; Lee,
2015; Jin & Ryu, 2012; Kim & Han, 2011)2 H{L| QA
HOMEHEe| F2/8 2t4, MHAEF S1F nA0Eo| 2t
A|(Park, 2016; Lee et al., 2015; Peng & Han, 2014) S2&
AL QUCE ot HLHEES| E2 ME|QFe| 2HA0f CH
ob MM ME|lE X|ZHE ZHK|QE @SSOl AtO[0fA(In
& Suh, 2013), HLTEE O|0|X|t Z{LOHS|= AO[0f|A{(Cho
& Lee, 2011), EHE O|O|X|Qt BMEZSHE AHO|0|A{(Moon
& Song, 2014), £=H= O|O|X|t &Y A}O|O|AM(Moon, 2014)
OH7HSEALE, AHIHZF-0IMS Mt MH|ATER2! Ato]o|
M(Lee, Suh, & Yoon, 2013) ZHL|l= AS & = QUCL XY
HOIFEEE AHXEE OAE ©EXQ MH|AY MH|AF
HQ0lg HEeRE = EZEQQlut nA0tEIto| HAE A
7ot MdATE BXD MHAEH, NEEE 74 st &

S2 WX Y2 ASE LI JUoiM AT} ERsiCt

M2ty 2 Adts HOMEEE AH[XRel oz S2ellar 1
Ziot=Eato] 2|, EAQolnt MEetel A S0 d¥E O/
=XE &Sty AHOHEE AH|XSO0| i MEE Al ofH EF
2010 HEZ T MESH=X| A3cHs A2 SHOE oL
0| flsiAM AHIETEEL| AHXIEE CH&C=2 SERVQUALZ
7|Hto 2 3t= Zeithaml et al. (2006)2| AMH|AY ZAQolnt
MAAFLOAM LIEFH EHQQ S2 HECZE EZFQ02 2
Ch &35t /5712 o £t HDMEFES S2al—
DAHBFRSME-HFZOE SiF 22 ZEAXRI SAHHSE
FOBHK|E ABTI0 2 AFoM EFS HULTEHS EH
20lo| YHtstE =tolst7|2 it

21. 229

E & (quality)2 A.V. Fregenbaum (1983)0| “H|ZO0|L} A{H|
20| ALEOIA AH[XRQ| ZICHo| £33t= OHHE, 7|& - H=E
S OEHO| 25 o3 JHX| 4ol TAFEe FHE XotPn
AH|XE BEOIM Holst 7jEoz H¥E 5= UCKLee, 1999).
MH|AEZ(Yi, 2005)2 MY, &, ALEXL HM=E, 7H] S9
D SHCE MEED A1, AFBX Aol 2FE “EF
AH|XFOIA E[CHO| PHEE MEshs HESMOl X=Zgol
O|dHel 7iE g 9ojste HeE Folg = AtKYang &
Shim, 2017).

YHH o2 MH|ALRSl MHAZSEHES 1980HCf =Bt
SERVQUAL(Parasuraman et al., 1985, 1988)d} 1990LCH =
Ht  =HSERVQUAL(Parasuraman et al., 1991), 2|1
SERVPERF(Cronin & Taylor, 1992) £9°| MH|AZEZS AR
St QUCHYang & Shim, 2013). SERVQUALE 7|02 &=
Zeithaml et al. (2006)2| MH|AY ZX Qo2 AMz|M, F4Y,
Y, LY, R84 & MHAEE, MEEE 712 SeE
JHEEEE st UL 3| HUNMEF SHof| 2t Ao
ME QA0|M QIZ% MHIAZEEE J|Ho=2 Znsof Hgt
2 0]X|= AS0| oS3t HES AX[St ULt

HOHEFe SERl0 ot M AT = Parasuraman et
al. (1988)2] SERVQUALE Az QOIgMstn ZEQolg
2t Mgo| mEh £88 MHAZE-DAEHEO|To| A
21X (Sustanty & Kenny, 2015; Han, 2015; Jin & Ryu,
2012; Kim & Han, 2011), MH|AZZl > 0= A A Mol
21X (Lee, 2015)7+ <UCt O] AFO|AM Sustanty and
Kenny (2015)2 =2|& 2%, S dS, O[4F XiotLX|
Ao, EESAEN, BIO|EZAEIAAX|Y S22, Lee (2015)=
{4, AElY, B3, 38, 2ild S22, Kim and Han
(2011)2 =i, /Y, Mald, S2d, T 828, Jin
and Ryu (2012)= &E344d, U84, AME[d, M2d, /Y
d, Hold SC8 ZZt MHAEEEZ ER/SIGCL CHIE M
#oipo| F2RZEE HIHEYO| NSy DADIT |
HH20|E (Park, 2016; Peng & Han, 2014), HI|HEXM0| MEH
&M DABS TS} Cel0f2iE(Lee, 2016), HTITE
Ho| MEt&H-ZtHIL M2-E7|XSH(Km & Kim, 2016),
HIWRYO| MEH-ASH TpRlet H2N Tp| £ A
XN IHK|-A2-Z0|=(Lee et al., 2015; Lee, 2014; Chen &
Hu, 2009), FIH2EO| MuSy-x|ztel JiK-gsols
(Cho & Kim, 2013), HI|ME™o| MEH=MBi= 0| (Kim,
Kim & Cha, 2015; Han & Choi, 2016)S2 2 L}EI'GC} O] A
TOj|M Peng and Han (2014)= HZAM, MO, X2+, Zf
Motatd S2F, Lee (2016)2 AH|A, 714, MM, BZ4,
QIH|2|0f, HlF S2=, Lee (2014)= AHL[o| EF, LHFSHY,
AH|A, &0l EHE SO2, Lee et al. (2015)2 HFEE,
MHIAEH, SE|H=EE 29071, CIAtel, 37t 89 828,
Kim, Kim, and Cha (2015)= EMEAIZ|, AH|A, HOEE,
MH|/22|7|, 2 592, Han and Choi (2016)2 T™2M,
ZbAE, SR, OjEd, 37hd, mHely, g8, MEly, o
e Se2 2pZt MElLdE 2FSISUCE
£3| Han (2015)= AHLMEFC EFHR0S =44y,
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MEY, REY, HE8d, AHOEE SCE LiF1 ™A=
oF JHoIEE S EAQCIEnt nATENe| HAE 22 &
MSFALCE EESE Park (2016)2 FHL|FEE Q| MH|AAFO|ZR
Rlg HUEZEal, ALHQICIXIRIl, TAHALQ!, A& & &
o2 L1 MHAAFHO|ZQQIEnt nAHDtENe| HAE &
MLt SHH Doukoure and Supinit (2016)2 FHIO|™ME™9|
MHAZEES qdd, AMaly, 28y, gy, 384 Se=2
LI+ MHIAZEEE B0 7t 52814 o7|= S22 M
2|y, Y, 3T, =Y, /84 S9 =2 24
Ct. Kim and Kim (2016)2 HIO|MEHo| MEi&=MS F
otg, 2He, 2Ad, ADIEE, 71T 7K 822 Lis1
MElLMEN ME|to| 2AE EA5IRALCE

oM ATt AME MHAYPO MHXO MHAFEEDL
HLHMZEe| MEEd2 3 MHAZEED S2[8 stFoe=2
TE2ED ol olst FR0M L SSHO 20052 Y
Ag 4 Qo Je2{ut MY MHAEEL2 22|1¥ dEx
SR 2750 FYY Qo 2= FO{0F gt MH|AT
HEZ A0 K|LEK|AH o|=stn 0{A Zeithaml et al. (2006)2
Ol MHIAEH0 MEEE, 712 S L2 QQASE FII6t
QICL. M2 E JdF= SERVQUALE 7|Etez  st=
Zeithaml et al. (2006)2| AH|AQI ZAQOInt MIHAHTL0fA
LIEfLE ZEXQQ0I S22 HIEICRZ HOFMEH™S EXQ0IS2 A
HAMEEE, S4E23, B4d, dUQQHzlo, Hald, +
AMEH, HMOld o2 EFStn HEEES Hest=0 AU
Cf. EESh Olof CHgt Ydtst =elE Qi AHDXMEES =2

5|
Q0l-NABENE|-EC|zo| FRPES EWRQID 1

ro o

N
N
kL

M=
Or=2 Oliver (1980)2] Mok H
T 7|oiet AHE = datel Antz QM1 U1 O] 2A
4 siMstH 552, 7|18, 28(385H), HAEESEH), 3
T S 22 §F MZO|Lt MH[AN e PSR FI
= £ QICKZeithaml et al., 2006). 3| AMH|A0|A DzZ4at
=0 gt d7= SERVQUAL(Parasuraman et al., 1985,
1988)1d} 19904CH ZEHF £~ SERVQUAL(Parasuraman et al,.
1991), 12|11 SERVPERF(Cronin & Taylor, 1992) S9| A{H|
AEXS MIMHH~(Raza, Siddiquel, Awan, & Bukhari, 2012;
Prabha, 2012; Tsou & Liao, 2010; Cho & Shine, 2009)Z 3}
ALl MHIAZREZ J|Hlo2 X|ZTHK|E Ml ==(Cronin Jr.
et al, 20002 = Z2FXR0|M nA0tF0| I O|X|=
HAE0| FRE 0|21 QCKYang & Shim, 2017).
HO|MEFES| AH|XE HMC R SH= HTHFO| Cfst =

>0l

— = O— ="
Lol MBIPE SASTHAS Mwsz DT PSS

OX|= E|MEXAM-DHAEHEO|(Sustanty & Kenny,
2015)2 3t Z2TE, MHAZE 2HR0l0| ZRE-HFE
E M¥psz DAES0) PES OjXlE MHAEE 3Me
09| ZRE-MHF - NHAUZESTHEO| - (Kwon, 2011)2 dt=
HARPZE, J2(3 MUARES MUESE DARZ0| IS
OlXl= MH[A SE(Es MESY)->DHUZ->HFO|(Lee,
2016; Park, 2016; Lee et al., 2015; Han, 2015; Peng &
Han, 2014)2 dSl= 423X SSZ LIE(Lt QJCL O|AH2
AHOHEHE 0|8%t= AH|AE S| =, SR MH|

o= — Oy oHd"

ABY, HEEY S CYS BURRE SIlE DAVES o
T 9ge BOIFE Ok

|

HIO|HEE AH[Xte| nMot=0| ot ZLQl dte
=2 Parasuraman et al. (1988)2] SERVQUALS 7|&2 2
HojED QUCKLee, 2016; Park, 2016; Lee et al., 2015; Han,
2015; Peng & Han, 2014). £3| Park (2016)2 FHIO|MZHE9|
MHIAERE HUER0!, HUQIC|XIQl, TAHALQ!, AEF
of # S22 ZJ/SI¥LN O MHAEEHE 25 nZok=Ent
SEHR AT USE HTSIRACE EDH Peng and Han
(2014) . HL|EEFC| MH[A EEE ZHAotatd, MOjd, &
44, 3XeE S22 2RI O MHAZEE 25 oA
E0 FEER A7 USE2 HASIRICE Lee et al. (2015)

MEFe| MHlA EE2 HREZE, MHAEE, E2IH

3 29) S2E 2RI L MHAE
lFE2%, MHAFEHE, 2971, CIXtel S0 22t 1
Zot=Eat FEER A7 ASS AFSIRICE Z|EF ATFO0IM
Lee (2016)2 &4 HHUTEFS| MH|A, 7HA, HF2Y, E
I s MESHdE & QAHZI0E Mstn 2

I S™EEQCI 2A 71 ASE, Sustanty and Kenny
| 2™ Excelsol} Starbucksl| SZ|M =4, =
e AE, O™ XiotUX|, EMEZUA|, 2}O|ZAIO|Z LXK
EXpAE0] 242 nATkE -E AT USS

T

— T = O —i
AHot=ko| Ao CHet MEATO|A LIEHt Parasuraman
al. (1988)2] SERVQUALE HIEICZ 222 CISE MH|A
AED A7} JASS AFsCE HLHEN DS Ao
ERE MHAZEED DH0ED BAT QT HE A
OME™S EXQQ-NAUESLMR-HEO|TO| HELX
OlM ZBEE ZolLCt.

(2hM 2 @Ts MABITO| HTHSFO| MHABH
H

Morgan and Hunt (1994)0] 2|StH AlZ|(trust)= “HeElst=
YA T oHF GARPE Aol 2Ear Tdde ghlg o

EXsts Aot JHESRULE. aH|Xp= AHHO| 0|83t &

=
¥ BUCLE J|YORLE Pog 4Bo| EXI M2 of
St AR EE HZLS 3 520 BEgoRN HYE
22 B¢f O =Xz WSt EICkKim & Shim, 2017).

HoHEZEo| 2ot MAATFOM AElE ZFE(Moon &
Song, 2014; Lee et al., 2013), Of7}(In & Suh, 2013; Moon,
2011), 12|20 LEH~(Kim & Kim, 2016; Cho & Lee, 2011)
BAMO| d3l2 = Z{ie=z LIEFGCE E3%| In and Suh
(2013)2 A2|7t ALHEHS| X|ZHE 7HX|t 2| =2to|
AOJOAM Z+2t OfZHEICH= AE HTSHRLL, Moon (2011)2
ME|7h ATTHEEe EMEO|O|X|QE A= Riate| AHO[of A
He gjjEicts Ae A7SHSICE ESH Kim and Kim (2016)
2 AHLXEHEC S2/F g, BHE, #Ad, AHLEE, 7t4
CHH| ZHX] BOIM A, AHIIEE, 7t40iH] 7HX| 0| &2
=8 A7t hte WS, HUEEO| ME|of 7+ 2 I¢H

OIX|0f ZHACHH] 7KK, 2HAY 89 =22 Fekg bjiint
AHE EXM3IGLt. Kim and Jeong (2011)2 FHIL|HEXN9|
2, HRLAOIM, Eu, 1nAXEH, MEd, | FoiM
o, nAxed, MEd, ROV E245 429| MRV =

(uiy) o, T SE2T=

0kl = r|r mjo
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OfX|:, 27t =245 SY0| =0t AARKIE XS 2
o MEI7t ZE24E HESEE

X7} =OEitts ZAat 0 =
0L A2 Mot

=
28t

=]
o
Mol dgtg dteX| S8 T 2457|Z Sk
24, WHEo|
YEOIL} MHA FHO| g2 w2 2H[X= ALE B
g

Sl BFREE Oz 58 ¢§F0ILt MH
= YYE, d2|d FHo: S
[

A=

AL REO| ASO=0f Cigt AF0M WS 2 o
TO| Ol 1ZARtEozsH Hekg H7{LKLee, 2016;
Park, 2016; Lee et al, 2015; Han, 2015; Peng & Han,
2014; Kwon, 2011), MEHMO| X|Zt7tX|(Cho & Kim, 2013)
L= HMQt H|24ar 22 X|ZE 7EK|(In & Suh, 2013) L=
42 9l FAH JX|(Lee, 2014)ZLE P& WL, M
d Ee MHAZSEZRE JE2 = ZU(lee et al, 2015
Lee, 2014) SO 2 L{E}GICE EESH AMZ|7F XRIEC|Z0of =H-
gas O|X|7LKIn & Suh, 2013; Cho & Lee, 2011), FHI|%
=32 BE 27t BME ZSHE0| FEE OXls A2z
LIEtSCHMoon & Song, 2014).

et & gils ALHEHES FEQQl-aA=-4z|
—~AUEFO|=O| ZZFEOA DAME E= 427t SO0
g2 ojXle XIE HSeet

=2 0oL

2 FEM MSE= ME|AZE2 AH|

A HZ 2
L 52 ER%tD A&t §E2 AAUR S O|Kl=
7

Aoz ¢gtm|l Qloth 53 =MEHY, Y, SAREAL,
MHIAEE, SYRS TEY =8 SO0l AZALE H(+)el

gdatg O/X|s ZHezZ LIEMJCKSustanty & Kenny, 2015;
Park, 2016; Lee, 2016; Lee et al., 2015; Han, 2015; Cho &
Lee, 2011).

MM 2 ¢ges HEHE 4
MHIA XS, D40l EHE AMESHA i, HHE Moz a2
o @FAlE0| ZA| S0, DAMEZ0| A&S| HE £+ U=
A XA BER, MSEH B7HK| S&6HA MH|A K&, n29|
27 E O[si5t MH|A XS, 717H0| nAo|AH =2 HS, H
ot #AE MEHEQl XA Ha, oo HE2D 2™ 52 24
2 MHA™EE SO aA0FEel 2HA0f Cist 7HEE oty
o Z0| 3™ 4= UL

<H1> MHAFFHEZES DAURO| A(+)2l IS DIE
Z0|ct.

HOHEES & SES2 7o &t o, = OA

>3 |0
T2 30 fu o

1 CiYet S22 CIME M3E, MEdts #Hmlel 53 &
SO| AADERO| h(+)2l FE2 OXl= ALZ HER
(Sustanty & Kenny, 2015; Park, 2016; Lee, 2016; Han, 2015

=~

mekM 2 7= I 2 70, E2 8282 88, E2 &
2ol CINME, QAMLL MMt 7O, T2 <ol 74|, 1240] 2
Tote Hget ¥o| Hm|, iyt Hiwel AL S 2AH=Z &
= SE D=0l Ao oist 7HES ofiet 2o &
gg + ALk

<H2> 4EFE2 DAUZ0| (+)2| S O/E Ho|Ch

HOHMEFES| HAde HUMER el H|o|S/xtAat HY
ZEI8 =7 MH|A MSE F2ldel HAYd, MHA K|
= YR MR KXHE & TEHEQl fldsFEo=E 1
F0| S22 O[X|= AR A7k QUL E3| MEHEQl
4 =F, XE=7/R2E0 =0[s0ie] HEd, Hdst 3
el RXAHE, 7IREQt HUEYEEC HZ2M S0| nADFo
(+)e TS 0O|K|le ZHS=ZE  LtEtGCHPark, 2016; Lese,
2016; Peng & Han, 2014).

o2t 2 A7ts AHDMEFES MEEQI HZ, HolZ1t
HFEO| M4, Al 20t RE1E S0 84, 3K FH
HZ, 7IREHQ dUxHE H4, TR K8 HZ, R
ot AL7| 7+ S8 272 HZdar aAnEDke| 2hAof Cyst
7H4E ofzfet Zo| dEg = ULk

A
3
0zt
[N
0x
rlo
k1

N
a
1Pt
=2
02
=
o
R
oot
mjo
=
[y
pa)
o
finl

HORHEFO| ULjQIOIEZ(ols UL BT ol2io] o8
YEL BxBH0| it ERE Aol 37I(ENet e, A
L @7ILt A7 B8, Hot 2917| So= nABE ¥
g2 OjXls 2oz REn ot So £97| U= ol

BB, AHO AUCIRIQL, Ob5otn B2 X, AlZt
Moz ofEHel Muj So| DABFO| UY+e| FFS OjX=

Zdo=2 LIEFCHSustanty & Kenny, 2015; Park, 2016; Lee,
2016; Lee et al., 2015; Peng & Han, 2014).

2t & Agts HeSHH dARt FEoF T, FH 4
201 2o K| b, I M|, HHSH AL 25/
Al

o

gE, 2 o22le AUEH MY, Z of2dls Hol A4,
T AFT EZAE((PC, E94, SFY 3), AlAH2= O
ool =2 e, o|sstr|of Hejet S|, HEot 2|
of RAE BXE S 242 U 2(0Qt DA4RHEEI}

o Ao thet 7+ES of2fet Zo] 2¥Y & ULk

<H4> U2l QIHZ|0fs DATRO| (+)2 Se= OE

Moz He 372 SO AREA 052 ¥ + Ut 322
At Bloj2 7hol HE 7k, HMo| Hok

It FES AN, 12D A &S

BIZ0| Y OjXl= HO2 AFEm ct
bk gixlof Qe FIN, Hokstm B
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ZpMo| Qhetd S0| DHTIEO| Y(+o| Ye Ojx|e Ho
LtE}GHCHPark, 2016; Lee, 2016; Peng & Han, 2014).

MM 2 Ade 7 ZA0| fIXIg 7, 7| 22
A0 @IXI2H 7tm|, ™S Ho|E W QXtztH, MED H|0|
= 7t 7H4, motst ox}, S M, 0S| 42 ZtAIHY
X 88 2712 H2|Mdut oMotEate| gHAof st 7HEE
ofzfet Zo| dEE 4= RULK

<H5> H2|d2 NAPER0 A(+)2| Y= 0jE Aol

HOHEH FYNBHL Hmet S0l BN JHHS
TR HIg Ol $E3 HYS 92 HEE I U &
HIS o1 UETE Loln| BONEL FepelNAl N
ae

—

? SOE TR F¥2 OX|= HeE d4Ln
ALt E7| Hulet 82| el 7t4, CNEQ| fa|xQl Tt
Z, X232 CiH] 7FK7F e 744 SO| DR H+)2)
gake O|X|= HOZ LIEtCHPark, 2016; Lee, 2016),

matN 2 o4s HLITEEHS XE32 ChH| 71X &X,
SHE|Xol AUt MH|A X223, ~QF =21} H|E CiH|
20 o=, EXe S8 7Hd, F 2T oA E, el
HOl CIME 74, MEHo| 0| H2 AHU|l&F, 1AFE W&
o Feish 2| X 52 2AHE 74 SEat aAMgkEt
o Ao Chet 7+ 2 ofziet 2o ™ £+ Lt
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<HE> TYUNBTS DUUZO| Y(+)O FS 01F Ho|ck

HDTEES| Molde Hrjy Zzioz HOKsH Aujelo
EO7IE FE ALQ| MM Bokt TS 2907|5 T
CHEE HiZeom AUZY, S0 3N AE7 502 2
HAZ0| FBS O|XE Ho2 ARED ULk S| OjEol
HAgQlat £917], £0 B MUZE, AU FAo| Mam
HLHEH 028, FxMI mxMo| 0j2d 50| nEHE
ol A(+)Q Y2 0O|X|l= AR LIEHRCHPark, 2016; Lee
et al., 2015; Peng & Han, 2014),

et B T ALMSHO o #xe Ay 37 o
T 22toz mokst Al £907], okt LS Fe MU
£Y, £7] TS HjZ8%, Hokstm Ane 297, X of2
2l FZMT BN S8 22 YO|g1H DABHEDS| B
of Chet 7H2S of2fet Zo| MHE 4 Sict

<HT> NO|42 DB Yo Y2 Y otk
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HTHRHO| AlZof B MBATON AT 2K Al
2ltrustys MaEoL ZTMBIS AfO[oN UshESoiRS of
Lt ZEES EE OPfHSEAO ABS Shs HoE Ligt
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Kim and Kim (2016)2] ¥FO0|AM HIO|HMEFS| E2|H &t
4, B, BAY, AHOEE, 7t40iH| 71X Sot 22 ME
£ME0| Mo E¥2 O/X= A= LIEIRCE £33 A
d, ALIEE, 7HA0H| 71K 2 282 MEof 2(+Hel FaES
0|X|= AHoZ LtEFGICE ESH Moon and Song (2014)9] At
oM HOHMEH BHEQ| X2, £2 HH, NI g
APE, Aol FEm o2, SO MHA ZHOA EE

St #2 2#-ME oOjX|7F EHE 2|0 (+)el = 0|
K= ASZ LIEFLE Moon (2011)°] HFOME HILTWEH
HHMLO| EE Oo|0jX|Qt 7|YO[D|X|7t 242t EME A2(0f
F(Hel FYge OjXle A= LIEfRC) 12|12 In and Suh
(2013)2] AFOfM HIOHEHS YAM7HA, HIEZHK| Sat 2
2 XZE 7HK7 Ao (+)el S OiKls A= LiE

WCh Lee et al. (2013)Q] A0 HIHEFHOAM2 ZZH
g g5, oA S 22 MEn ME 52 MHE 5F
ME[A AAH0|Z S1F Z2 MH[A FE 0lake| A M
M7 A2 ZEol YoM =EE= A= LIEHRC
et = A= AHOTEFel 1Antel ofLs & o[,
Z40f Cof Oie TIX|eh ®, TEMFO| ook 28 =, 2t
A O ¥F, 2AS0HA FE HLIHEEHE, A
gle 2H S 272 AHLUEde F2a
tel 2tAof chet 7S or2fet 20| 2¥e 5 ALk
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u
to

ABFELS M2lof Yol ¥ 03 Holct
<Ho> MEEZT2 Mz(of| Y(+)o| Y 0jF Hojct
<H10> 2L M=o Yo FFS 0F Holct
<H11> ALfe| SlE2|of= AlzI0] i+l ¥EHS OJa Holck
<H12> B2|M2 Nzlo] Yol IS O|F Holct
<H13> PUAETe M2lof Y(+o| Y olF Holct
<H14> Hojd2 Mzlo] (4ol FFS 0lF Holct
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3.3 AATZ1} HSO|=2to| A

AHoHMEHEe| 2l THESH AH[XES| 1
Lo, FHoE, BUERME Sut 242 AT Z0| I
2 0Kl Ae=E UERCEL HI|MEHE AH|Xte| nzHotze
ME | = (Park, 2016; Kwon, 2011; Peng & Han, 2014; Cho
& Lee, 2011), =HO|E(Kwon, 2011), DZH=ME(Lee et al,
2015; Han, 2015), 23 =5/ = (Sustanty & Kenny, 2015; Lee
et al, 2013) S0 (+)2| &2 O|X|= H2=E LIEFRLCE

M2t 2 s XEHOZ 0|8, MHE 89, 7y ME
Al 24 MES, Z4m] oY 7|37t e® KX[ED B BE,
ERRISONA 3HAHoE BH, FH AEHSNA =5 =, 7}
o FH2 fstH M FH 52 2HE 14uE0 #E0

=oro| A0 Chet 7HEES of2fet 20| 2¥Y £ ALK
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3.4. AZHOEET} M2|Qto| A

Ut MHAY0M MHAZEHZRE FES U2 a40E
2 M2t AL = AR dFE|D ot & &30 XE
St SHAIEHO| MH|AZEl(Yoon, 2015), }0|E2|EXtQ| AH|7}
KX|(Hur & Ahn, 2009; Jin, 2012), 7P4AIAL CHE AlEko| =M
E AH|ZHK|(Kim & Ryu, 2014), CIE{4ll ATI=20| X|Zt=l JHK|
(Kwon, Kim, & Lee, 2003) SC2EH gas e nZiat=

Of Az[0f Y+l Y&k OIXlE A= LIEFRLCE
et = dre HOFEEES SEQQC=RRH Jdgs

g2 DAMI=IE ME(eo] BAI st ZtEE of2fet 20|
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3.5. dlz(o Wao|=eto| 2

HOMZEe| et AFOM AHZ|HEES X|ZHEl ZHK[LE
ojojx|of FE2 Hr2 ME7t MR =0 EE2 OX|l= A
OS2 LIEtRCE £3] ALHEES| EMIHK[QL H|87HK[eE &
2 X[ZE JHK0] g2 g2 ME[7} MEEQIZO| Y(+)Q
g2 O/X|= AR LIEtRI(In & Suh, 2013), AHL|HEEH
of o|ofx|of oS =2 AE|7F THHEQIZ0 2K+ FES
OjX|= Z{oZ LIEPHOmH(Cho & Lee, 2011). E3H HO|ME
ol EE o|ojX|of FgEg 22 ME7F FYQ IIHE &
of BEMESHEO A(+)e IS OK|= ALE LIERCE
(Moon, 2011).

S Ut AH|AQIS] ITOIN IANZOZRE YD
ke M2|7t nZH=ME(Yoon, 2015; Kwon et al.,, 2003; Kim
& Ryu, 2014; Jin, 2012; Hur & Ahn, 2009)2} Z& dZo|:
of Y&e OjXls Ho= LIEpCY,

ety & EPs Alzlol SEo|Eotol BAO TSt 7hat
AHBET WEO|E ool AN A7} DiAHSHET| Ciet
7tdE ofzfet Zo| 22t dEe 4+ UCk

<H17> M2ls $So|Z0| Y(+)o FS 0" ZHolct
<H18> MZls TABEDL WSolzoto] AIOIA oz
Aolct.

36. A2y

2 A= SERVQUALEZ 7|EteZ dl= Zeithaml et al.
(2006)2| MH|AY FEHQQID MAATONM LIEIH FE2R0
S2 JlHez AHLFEEHS fREYe SRS MHAFEH
2, 48 2 HE4 2UAH2o, Hold, 7Y &
2, dold S22 ZFeICh O|A2 AN ME[AFH,
HESY, 218 S(MH|2270|z) & FERUSS 7|t
o=z PR AS ECf &gt AolCh

=1 O

mMEtM & A7e HUNZE AHAE iz H3-e
=S JfLste Ol HUHMZTL EXQ-NAOELE]
~%Zolzo| ARPXE St APRHS D] AshA
<Figure 1>} 20| 7@ MHBICL E3t DADED} WEo|
= AO0IIM AMZ|ZF OW7HSHE XIE =157 fISHA] D7) =0t
£ Z557|2 L
Service Encounter . H1
Quality N
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Product Quality ! \ _T" Customer |
\_Mé;-rté'// 71 Satisfacton |~ H15
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Overall Interior H16 1 Intention
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' Tn
Purchase Quality ust
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<Figure 1> Research model
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25025 HIESI0| 23288 B|4GIQICk A S A
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5 19682 HZ2MOIA ARSI

2 7L E7H2E YN EATI|X SPSS 19.02 At

SN, Qolg, MEEAEN, M2iMEN, 180

the A OE2TEY S HAISHAIL

Q
e
i

2 7= SERVQUALE 7|gtez &= Zeithaml et al.
(2006)2| MH|AY ZRQQII HMAHAOANM LIEIE EEQQ
S22 7|He2 AHLHEES EHR0ES /St 74714
o ZHYFO| 22 ofEfet 0| ZAFSACH

HA, 2 7o EERQEE2 A0AM gt MHMATLE
BHEsto] 25 72 2/SHH A=EX = Chaar 20k M|
AM™HE ZZl2 Parasuraman et al. (1991), Park (2016), Lee
(2016), Kim et al. (2015), Han (2015), Cho (2012) 59| &7
£ dHI¥sto] 107 g=2o=z2, AE EZL2 Park (2016), Lee
(2016), Jung and Kim (2016), Han (2015), Kim et al. (2015),
Yi, Kim, Lee, and Youn (2012) 52| ¢1& HIHsI0] 77 &
2oz, HZAME Park (2016), Lee (2016), Han (2015), Kim
et al. (2015), Peng and Han (2014) £9| G4 & HIYSIY 7
7 gEoz, ALYQICIHZ|0{= Parasuraman et al. (1991),
Park (2016), Lee (2016), Jung and Kim (2016), Peng and
Han (2014) S9| GITE u©tdstol 1074 &Fo=, Ha|de
Park (2016), Lee (2016), Jung and Kim (2016), Kim et al.
(2015), Peng and Han (2014) S9°| 1€ HIYSIY 77 &
2oz, ¢ A EZXL Park (2016), Lee (2016), Kim et al.
(2015), Han (2015) §2| AHTE HtH3BI0] 87 &A=, 40|
A2 Park (2016), Lee (2016), Jung and Kim (2016), Peng
and Han (2014) 9| A& Bt 67 dF2=2 242 4
MLt

=M, AZ|= Morgan and Hunt (1994), Yoon (2015), Lee
et al. (2013), In and Suh (2013), Cho and Lee (2011) S9|
ATE HHHStY 671 e=o = AL

Mimy, OZHOE=L2 Cronin and Taylor (1992), Cho, Kim,
and Chang (2006) §2| HTE HHASIY “HI|ITEZFH2| AMH|
A0 Cife) FUIHQI BEE"O|ats CHUSIEDIOR AMBINLE

OX|2te 2 HEO|L &= Zeithaml, Berry, and Parasuraman
(1996), Lee et al. (2015), Han (2015) £°| 72 B
T 2R AYSIALL

stH 2 ds HE9 ZFEES © ©y 12X fch
@, ® @ 230lt), ®, ® © e L+ 89 ZHE
(Likert) 78 M2 =HSILCE
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5. A=A
51. 20| EN

HEO| £42 <Table 157 20| ARSI ot 7
IHEH0ZEY B4 SO Liof MY & Yt A7E
Bt wal MEe U 541%, 12| KSIAUL 40008
-5,000¢/ O|2tat 3,000€-4,000& 0|2t 50| Zt2t 30.1%2t

29.1%, &€ i =2 200H-302H) D2 28.1% So =2 Zt
2t Jbs & LIERTE AHTHEMHOI8EY Was HON O]
872l 6102 OBt 321% X HF 0[8%4: 233
53.1%, ME{0|QE Z{I] B 27.0%, X1 0|8He HIHEH

2 YU 39.8%, M3 EEE gLt 56.1%, O|8AIZt2 2

S 42.3% 502 J4E & UEHCTL 0] £ Mase HIH
2H2 0|83t AH|AISO| SMS & Hiisln Yonf i
HEdo| EUN TAUEIfO| BHE BASIH MY
g ®oiF1 Ut

52. QPIEMIt Ml 24

2 o7s Hmnemel 2MQ0S £Esn Zu=Cl
EFET LR QRS 24| 9ef ERe0ln #sols
2 M2 5o gAML Azl Mg <Table 259 20| &
Napoict

H, BUQoll 208N ZMS HHS Ol 2t

<Table 1> General characteristics of sample
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A, 2R2M0M 77IX2 2FE EHLQl2 Kaiser-Meyer-
OKlin(KMO) 0.921(Noh, 2014), > 0.5), Bartlett p=0.000(Noh,
2014), p<0.05) O|0{A] MEt QQEMo=z =tk 4= QICt
MHHS 67.90%O 2 AlS|IIE7|=60%)S EES= ZHo=Z
LIEtGO, QQIMIjE2 AZSEEN MO|-oAM 22t 5t 7Y
Mol 0.50(5te| g 7HN HEESEES Melstn CHEE ofF
ZQst Ha=gt & £ Q= 0.5 O|Al9] 78 EHOFE= ZHo=z
LIEFSICE d2{Lt E2Q0I0l QOIZMoM Z-EE0 4 8
Qloj FOIX| A0t 127HE M| HsHOFE UL =W, Az =M
9| 7|&Ql Cronbach's agt2 CHE = HIEZESH 7|&X[2t & &=
U= 0.831-0.9232 LIEILE =2 WX LaHS HojF=n
Ch. & g+ MBATE HEHORE ZFEFS 74510 292
=82 ot 21 MHANEEE, HAY, duye2l
Hzlof, 1eAEH, HeEly, Aild § €5 K2 HLHEE
M AH|[XIO| EEQQlE ERE + .

CIESeZ2, HWEO=et MEQl QN ZIE MHFsH
<Table 3>1} ZCt. AW, QQ2IEAM2 Kaiser-Meyer-Oklin(KMO)

0.924(Noh, 2014), > 0.5), Bartlett p=0.000(Noh, 2014),
p<0.05)0|0{M XZHot Z{oz mthet £ QUth 2gH2

o XIZALL

70.83% 22 AIS|T}Et7|E(60%)2 EFSt= ZHOE LIEIGS
o, M2 2 ofF a5t Hpgt & = Q= 0.6

olgol gts EHOFE A= LEtCh =W, d2ld 249
7|EQl Cronbach's ogt2 = L5 HIEHo J|EX2t & +

9= 09 0|4 LIEIL} £2 X TS 20T ULk

Freq. Weight Freq. Weight
ey N=196 | (%) Sy N=196 | (%)

Gender Male 106 54.1 Taste 53 27.0

Female 90 459 Price 29 14.8

Reason for Interior atmosphere 48 245

Spendi 3000Less fhan ti0004\'£8 g; ;g: selection Staff service 7 3.6

pending won-iess than won ’ Brand reputation 9 4.8
Amount 4000 won-less than 5000 won 59 30.1

. Others 50 255
per one time| 5000 won-less than 6000 won 44 224
More than 6000 won 15 7.7

Frequently Privately-run cafe 78 39.8

Less than 200 won 36 184 visited Large Franchise cafe 71 36.2

Allowance 200 won-less than 300 won 55 28.1 coffee Small Franchise cafe 40 204

per month 300 won-less than 400 won 51 26.0 shop Others 7 3.6
(thousand) 400 won-less than 500 won 27 13.8
More than 500 won 27 13.8

Preferred Yes 86 439

Less than 3 minutes 14 71 brand No 110 56.1
Distance 3 minutes-less than 6 minutes 45 23.0
(On foof) 6 minutes-less than 10minutes 63 321

More than 10 minutes 55 281 AM. 3 15

Others 9 9.7 After lunch 48 245

Less than 1times 72 36.7 || Time of visit P-M. 8 423

) . After work 9 4.6

Times of 2-3times 104 53.1 .

. Frequent visits 25 12.8

weekly use 4-5times 14 71 Others 28 143

More than 6times 6 3.1 ’
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<Table 2> Results on the factor analysis and reliability of quality factor

Factors Items FacFor Eigen Var.lanoe Cronbach's o
loading | value | explained(%)

Staff providing service with understanding customer needs 0.776

Staff providing courteous services from beginning to end 0.707

Staff offering help to customers willingly 0.705

Service Staff resolving customer complaints quickly 0.699
Encounter | Staff providing very kind services in general 0.675 | 5.486 12.759 0.907

Quality Courteous and kind staff 0.653

Staff providing services within appointed time 0.644

Staff having related knowledge to quickly answer customer questions 0.642

Staff having expert knowledge associated with coffee 0.500

Clean tables and floor 0.759

Clean staff uniform 0.727

Clean syrup stand and drinking glasses 0.717
Cleanliness | Clean counter and interiors 0.697 5.238 24.940 0.918

Clean coffee shop in general 0.690

Clean environment around waste basket 0.599

Cleanly-managed coffee utensils 0.567

Reasonable beverage prices 0.856

Reasonable prices paid for coffee and services 0.831

Purchase Reasonable dessert prices 0.799
Quality Valuable cost effectiveness 0.776 4.418 35.215 0.901

Gaining more than efforts and cost spent for use 0.705

Providing good discount system 0.649

Providing good-quality beverages 0.785

Providing fresh coffee at all times 0.769

Product Providing good-quality desserts 0.762
Quality Providing good-flavored coffee 0.736 4.214 45.015 0.923

Providing good-taste coffee 0.724

Providing adequate amount of coffee required from customers 0.423

Comfortable chairs 0.772

Moderate chair space for each table 0.720

. Moderate table space 0.717
Convenience Consisting of various chairs 0.708 4.130 54.619 0.884

Providing enough chairs 0.665

Space layout easy to move 0.560

Moderate indoor temperate and humidity 0.694

Overall Pleasant indoor air 0.657
Interior Colors of indoor decoration going well with coffee shop concept 0.651 3.262 62.205 0.831

Well-matched interior designed walls 0.606

Not disturbed by surrounding noises 0.586

Dominant color matched well with secondary colors 0.694
Aesthetics Cgmfortable and calmlng inner atmosphere 0.656 2447 67.897 0.855

Nice background music 0.506

Comfortable indoor atmosphere with modern touch 0.477

Note 1) No. of Eliminated Items :

Quality 2, Aesthetics 2
Note 2) Kaiser-Meyer-Oklin(KMO) : 0.921, Bartlett's Test : 6549.459, p=0.000

Service Encounter Quality 1, Product Quality 1, Overall Interior 5(-1), Convenience 2(+1), Purchase
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<Table 3> Results on the factor analysis and reliability of behavioral intention and trust
Factor Eigen Variance .
Factors Items loading value explained(%) Cronbach's o
Coffee shop that can recommend first on other's request 0.835
Coffee shop that can actively recommend to others 0.822
Behavioral Visit with friends and relatives when drinking coffee 0.821
Intention Preferential choice when selecting coffee shop 0.761 4.822 37.092 0.930
Coffee shop that can tell others positively 0.720
Frequent and continuous use 0.668
Coffee shop wanting to visit again 0.657
Coffee shop keeping promise with customers 0.791
Coffee shop selling trustable products 0.779
Trust Coffee shop makl'n.g no.calculatlng.errors 0.763 4387 70.834 0.907
Coffee shop providing sincere services to customers 0.753
Coffee shop useful to customers 0.709
Coffee shop providing trust about displayed products 0.701
Note: Kaiser-Meyer-Oklin(KMO) : 0.924, Bartlett's Test : 2111.772, p=0.000
<Table 4> Results of correlation and multicollinearity analysis
Service .
Variables Encounter Prodt_xct Cleanliness Ovel_all Convenience Purch_ase Aesthetics Cu.stom.er Behaw.oral Trust
Quality Quality Interior Quality Satisfaction | Intention
Service Encounter 1
Quality
Product Quality 0.647*** 1
Cleanliness 0.657*** | 0.670*** 1
Overall Interior 0.541*** | 0.569*** | 0.630*** 1
Convenience 0.484** | 0.541** | 0.579*** 0.559*** 1
Purchase Quality | 0.397*** | 0.460*** | 0.419*** 0.397*** 0.427** 1
Aesthetics 0.556*** | 0.553*** | 0.654*** 0.656*** 0.635** | 0.376*** 1
Customer 0.650** | 0.642"* | 0.620"* | 0.538"* | 0.540"* | 0.483** | 0633 1
Satisfaction
Behavioral 04817 | 0.568"* | 0528 | 0.555"* | 0.505™* | 0.656** | 0.545"* | 0.574** 1
Intention
Trust 0.629*** | 0.679"** | 0.670*** 0.625*** 0.582*** | 0.571** | 0.637*** 0.704*** 0.750*** 1
Average 5.022 4.985 5.291 5.003 4.815 3.991 5.008 5.110 4.934 4.954
Sd. 0.9161 1.0312 0.9882 0.9367 1.0609 1.2401 1.0396 1.2310 1.1975 1.0079
(p*<0.1, p**<0.05, p***<0.01)
5.3. et et Chssdd &4 54. 7+243
B Qe Jhdol HHY 2N OEZMY Holg 9 £ Q7= SERVQUALZ 7|#te2 o Zeithaml et al.
QOIS 7Ho| MEtEtA It A X EAEE QIS <Table (2006)2| MH|AY ZRQQII HMAHAOANM LIEI EEQQ
4>2 20| 2ASIUCE BX, Q215 7t

ME|QACh oM 2T H(+)2
St Aoz ZMEUCL

JgLt QIS 7he| JEEAs 25 0320 A HEsMd
g2 oddg = AM SKieHA(tolerance: >0.1)2t AT

QQI(VIF: <10)2 =gt Z1f <Table 59t Z0| CIESHY
2 2= Aoz ZME[ULC.

S2 HESZE HU|MEE AH|Afe| EEHQ0IE BFstn 2
EXQQISL} nANE, MR HEFO|E, nAMTET A
2|, M2|Q} dzo|z S1jo| THE 2tz <Table 5>, <Table
6>, <Table 7>, <Table 8>, J12|11 <Table 9>2} Z0| 3|FH&
Mg HAGID 7HEAEE HASHACH

HA, AHDHEE AH[Xpe| 22a0ls0 12ft=nto| 2
HOM MHAF”EEE <H1>, MEEE <H2>, FULEE
<H6>, 2|1 HOld <H7> &2 22t F2|&(p<0.01)22 Lt

= =
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EFLEA XIXIZIACE KA, 74 <H1>Ql MHAMFEEED 1
HEtEato] A= p=0.000|A FOIX(EFSHH=0.258,
t=3.801)22 LIEILIA X|X|E|Rion 38Xl A7 = A
OS2 UEIRCE S, 7HE <H2>0l YEFE1 nZgEItol
THE p=0.000iA RO|F(EZ3}A4=0.202, t=2.850)22 L}
EfLEM XIXIEIien 38X A7t ols Aoz LIERLC)
Am, 7HE <HE>Ql T YUY F DL DHREDO| A= p=0.00
OlM ROIX(EZESIH4:=0.148, t=2.716)22 LIEILLA X|X|%|
A0 YA AT U= A= LIEHRCEL B2, 7t
<H7>9l MD|dgnt nZRkEIte] #AH = p=0.000|A RoIX(E
F817|4:=0.258, t=3.563)22 LIEItM X|X|Z/Qon 2HH
ol BAZF Q= A= LERLCh W2t MEIAPEERE, o
EEY, TYYEI J2|1 4oy S0 245 DAUZO|
27t o 2 Ho=2 LIEfiCh

Jefut 24 <H3>, HLjQlelH|2|o] <H4>, T2|71 Haly
<H5> §2 5 ROHO|X| 2ot 7|AE|RoH A R0

=1b DAREEDe| BATE 2442F SFHR BA AX| @2

30 miu
n

N HEIAHEEY <HB>, MEET <Ho>, Aujelole|alof
<H11>, FYNET <H13> 12|70 NOjY <H14> S2 22t
QOIT(p<0.05 EE p<00T)O2 LIELIA KIXIEIQACt XA,
FHE<HB>0l MBIATRETIL Aziofo] TAE p=0.0350]A]
SOIM(BEEZ3A$=0.132, t=2.124)22 LIEILIA X|X|EZ|YS
of IEEel WA} Sl 2o Uetdth SH, 4 Hool
AE BHT M2lofo| AL p=0000H RoIF(EZSHS
=0.209, t=3.222)2 2 L}EILIA X[X|E|Rol S™HEOl oA 7t
R ZOE LIERYCE A, 7H <H11>21 ALje|olE|z|ojet
Nzjofo]  BAL  p=004801N ROIK(EE2AH4=0.124,
t=1986)22 LIEFLI XIXIEIO0 SR 277} I 2
O LIERTh W, 7hd <H13>0l TQYMERm Mz|otol
ZHA = p=0.000| M [o|M(EZT2A+=0.234, t=4.689)2 2 L}
EWLPA RIX|EIRlon] SHRQl 2t Yl 2O LiEtiCt
Zoz, JM <H14>9l Mojgat Azjete] E2 p=00210f
AN FoM(BEESHA|4+=0.154, t=2.329)2 2 LIEILIM X|X|Z|Q
onf SHHQI A} Y HOR LEIKTE ot MulAT
M BN, 4ESY, Muelolgelol, TUYLEE, 123 Nol
4 S0 342 M2 242t f 2 202 Liepsct

J2iLt HHY <H10>TF BR|Y <H12> 52 BE Qo[xo|
X 0t J|ZtE|Qion £ BUQIST} MEjote] BTt 22t
O VA UK Y2 UOE LiEriLh

LS

<Table 5> Results of Multiple Regression between Quality Factor and Customer Satisfaction

Dependent . Unstandardized scC. .
Variable Independent Variable Coefficients ® t-value Sig. |Tolerance| VIF Results
B Std. error
(Constant) -0.559 0.369 -1.516 0.131
Service Encounter Quality (H1) | 0.346 0.091 0.258 3.801 0.000 0.473 2115 accepted
Product Quality(H2) 0.241 0.085 0.202 2.850 0.005 0.433 2.309 accepted
Customer Cleanliness(H3) 0.079 0.095 0.064 0.834 0.406 0.374 2.671 rejected
Satisfaction Overall Interior(H4) -0.016 0.090 -0.012 -0.180 0.858 0.467 2142 rejected
Convenience(H5) 0.057 0.076 0.049 0.754 0.452 0.508 1.967 rejected
Purchase Quality(H6) 0.147 0.054 0.148 2.716 0.007 0.729 1.373 accepted
Aesthetics(H7) 0.305 0.086 0.258 3.563 0.000 0.415 2412 accepted
R? = 0.591(Aj. R2 = 0.576), Fg}t = 38.876, p = .000
Note: S.C. - Standardized coefficients
<Table 6> Results of Multiple Regression between Quality Factor and Trust

Dependent . Unstand?rdized S.C. . Toler

Variable Independent Variable coefficients ® t-value Sig. -ance VIF Results
B Std. error
(Constant) 0.043 0.278 0.155 0.877
Service Encounter Quality (H8) | 0.145 0.068 0.132 2124 0.035 0.473 2.115 accepted
Product Quality(H9) 0.204 0.063 0.209 3.222 0.001 0.433 2.309 accepted
Trust Cleanliness(H10) 0.133 0.071 0.130 1.868 0.063 0.374 2.671 rejected
Overall Interior(H11) 0.133 0.067 0.124 1.986 0.048 0.467 2.142 accepted
Convenience(H12) 0.060 0.057 0.063 1.048 0.296 0.508 1.967 rejected
Purchase Quality(H13) 0.190 0.041 0.234 4.689 0.000 0.729 1.373 accepted
Aesthetics(H14) 0.150 0.064 0.154 2.329 0.021 0.415 2412 accepted
R? = 0.658(Aj. R2 = 0.645), FZt = 51.677, p = .000

Note: S.C. - Standardized coefficients
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MR, AZHEY AHIARS] DAREL AFo ok
A <Table 7>1f Z0| 72|H(p=0.000)22 LIEHLEA X|X|&|
UL} 7hE <H15>Q1 NZHTEN HFZ Ot A= p=0.00
oM FoIH(EESA+=0.574, t=0.765)22 LIEfL}L X|X|E[
oH SFHQ AT A= A= LIEtHCE et HIHE
H 2HAEC SERQCZRH JEs 2 AHLER0| 2
5 ALEEES Molgo=et FHOE O 2 A2Z Lt
EFSACY.

U SR, HLHEY B[R] DAREEDL ME2|efo] 2=
<Table 8>1} Z'0| |{°|%(p=0.000)2 2 L}EIL}A X|X|Z|RUALCE
7td <H16>Q1 nZRtEa AM2[ete] A= p=0.0001A &2l
H(BEZSIA4=0.704, t=13.808)2F L}EfLIAN X|X|E[YS
=8 BAT e A= LIERRC MEt HOHEY &
HIAIESl SEAQCZRH Fog w2 1AUZR0| S+F
AHOLPEE 27t o 2 A= LIEtKiCh

CHA B, AHOHEY LH[ARQ| M2t BSO|=otof 27
= <Table 9>2 Z0| {2|X(p=0.000)22 LtEFLEA X|X|E[RL

Cf. 7Fd <H17>Q1 M2[et EFol=eto| A= p=0.000fXA
S O|M(EZSIH2==0.750, t=15.769)2 2 L}ELIA X|X|E|QS
o 2EXQ A7} U= Ao 2 LIEFHCE MM HOHEH
AH|IXIEQS| DAHMFOZHE FEE 22 MEJ 255 A
LIME2E THo|BQ=Lt =M=t O 2 H2E LIEIRLCE

OX[to 2, ZO|MEF AH|XIQ| nAHTEDL HEFO|Zof
AtojojA  Al2[o] Oi7fZAE ZHFTt A= <Table 8>t
<Table 10>1} ZH0| A| CHA| B= 90|X(p=0.000)2.2 L}EIL}
H ogolojst ASUATE Y HOZE |ME|X|ZHBaron &
Kenny, 1986), £ Ol7l= T&27}| Q0|&(p=0.170)0|X| L}
N 2H 5 DABEN HFZOILo| BESHAEZE)E 0.574
0|1, nTE, ME|Qt HWEFOIEo| EFESIA(2H2)E 0.092
2 LIELEAM 2E10| ZH2ECE AN D= HEO =9t
AtOlOfA AMZ[Q| D=Lt 7|ES 83X 2H27} |2
MO|X| A0 H182 7|ZE|RUCE 2PN HL|HEF AH|X}
=9| ME|7} DATED} AHL|EEEO| XHO|8o|ELt FHOE
QF Z2 WSO Oj7HSHR| Y= A= LIEHFICE

<Table 7> Results of Simple Regression between Customer Satisfaction and Behavioral Intention

Dependent . Unstandardized Coefficients S.C. .
Variable Independent Variable B Std. error ®) t-value Sig. Resuilt
Behavioral (Constant) 2.079 0.301 6.914 0.000
Intention(H15) Customer Satisfaction 0.558 0.057 0.574 9.765 0.000 accepted
R? = 0.330(Aj. R® = 0.326), FZ} = 95.356, p = .000
Note: S.C. - Standardized coefficients
<Table 8> Results of Simple Regression between Customer Satisfaction and Trust
Dependent . Unstandardized Coefficients S.C. .
Variable Independent Variable B Sta. ermor ® t-value Sig. Result
Trust(H16) (Constarlmt) ' 2.007 0.219 9.147 0.000
Customer Satisfaction 0.576 0.042 0.704 13.808 0.000 accepted
R® = 0.496(Aj. R® = 0.493), FZ} = 190.669, p = .000
Note: S.C. - Standardized coefficients
<Table 9> Results of Simple Regression between Trust and Behavioral Intention
Dependent . Unstandardized Coefficients S.C. .
Variable Independent Variable B Sta. emor ® t-value Sig. Result
Behavioral (Constant) 0.522 0.285 1.828 0.069
Intention(H17) Trust 0.891 0.056 0.750 15.769 0.000 accepted
R? = 0.562(Aj. R* = 0.559), FZ} = 248.672, p = .000
Note: S.C. - Standardized coefficients
<Table 10> Results of Mediating Regression Analysis of Trust between Customer Satisfaction and Behavioral Intention
T Dependent i Unstandardized Coefficients S.C. .
Classification Variable Independent Variable B Std. error ® t-value Sig. Result
(Constant) 2.079 0.301 6.914 0.000
Model 1 ] Customer Satisfaction 0.558 0.057 0.574 9.765 0.000
Behavioral R? = 0.330(Aj. R = 0.326), Fgf = 95.356, p = .000 _
Intention rejected
(H18) (Constant) 0.446 0.290 1.536 0.126
Model 2 Customer Satisfaction 0.089 0.065 0.092 1.377 0.170
Trust 0.814 0.079 0.685 10.255 0.000
R? = 0.566(Aj.. R* = 0.562), FZ} = 125.860, p = .000

Note) S.C. - Standardized coefficients
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