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Abstract

Purpose — As the domestic coffee market is rapidly growing and competition is intensifying, coffee shops need to
establish a marketing strategy that grasps the needs and desires of consumers in order to secure a competitive
advantage in terms of survival. From this point of view, this study suggests what choice attributes consumers consider
when visiting coffee shops, and analyzes the effect of customer choice attributes on franchise and private coffee shops
using fsQCA.

Research design, data, and methodology — In the present study, we tried to understand the effect of the combination of
choice attribute on satisfaction by the type of coffee shop based on the complex system theory, while studying the
existing coffee shop choice attribute focuses on the causal relationship. FSQCA is a complementary analytical method
between quantitative and qualitative research, and is a method for effectively analyzing the complex combination of
causal variables.

Result — The results of the study are as follows. First, cleanliness was found to be the most important factor in
determining coffee quality, which is the most important factor affecting customer satisfaction. Second, customers who
prefer franchise coffee shops seem to be most concerned about atmosphere, menu, cleanliness and price. On the other
hand, customers who prefer private coffee shops consider image the most important.

Conclusions — The implications of this study are as follows. Overall, coffee shops should manage cleanliness basically
regardless of the type of store, but they should manage the choice attributes differently depending on the type of coffee
shop. Franchise coffee shops will be able to increase the level of store satisfaction by systematically managing the store
atmosphere, menu, cleanliness, and price according to the manual using the advantages of the franchise system. On
the other hand, unlike the franchise coffee shops, private coffee shops can operate autonomous stores, so customers
can use various marketing mixes to enhance their store image.
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<Figure 1> Configuration model

<Table 1 > Measurement Model by exploratory Factor Analysis
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satisfaction

Outcome

Factors Items Factor loadings Eigen value Variance explained(%) Cronbach’s a
Satisfaction with coffee shop visit 0.872
Satisfaction Positive idea with coffee shop 0.862 3.243 10.135 0.902
Positive emotion with coffee shop 0.860
Overall satisfaction with coffee shop 0.853
Coffee quality of Coffee 0.874
. Taste of coffee 0.837
Coffee quality Incense of coffee. 0.826 3.125 9.766 0.862
Fresh of coffee 0.698
Appearance of coffee shop 0.745
Interior design of coffee shop 0.740
atmosphere Temperatures of coffee shop 0.723 2972 9.288 0.805
Music of coffee shop 0.704
atmosphere of coffee shop 0.614
Logo of coffee shop 0.804
Image of coffee sho 0.738
Image Awareiess of coffee sr[:op 0.680 2685 8.391 0.782
Reputation of coffee shop 0.657
Variety of coffee menus 0.918
Menu Variety of non-coffee menus 0.863 2.581 8.066 0.880
Variety of side menus 0.837
Business hours 0.739
" wi-fi 0.731
Additional Promotion strategy 0.690 2.516 7.862 0.763
Membership benefits 0.689
Cleanliness of employees 0.757
Cleanliness of menu 0.746
Clean Cleanliness of coffee shop 0.738 2:466 7.706 0.6%6
Cleanliness of toilet 0.670
Accessibility _ Nearness 0.835 1.624 5.074 0.671
Location of coffee shop 0.798
. Quantity 0.879
Price Price 0.757 1.538 4.807 0.602

KMO = 0.790, Bartlett Test of Spehricity (Chi-Square = 3,14851, df = 496, p = 0.000)
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£ Hd3%= XE | o Tedm 2M(Fuzzy Truth
Table Algorithm)S 2 #3HEICt X3to| AQ0| 4kt 249
£ LEHD, Ao StAEES 12 2735gen, O

ot 4>

HA, 2 A0 FHE HUTEH MEeLga 2BHE0
Chet Efggat d2ld 43S flote MY olzMat 4
El= 40| ZAZIR{CE 22124 Zlf, <Table 1>0fAfet
Z20| E2 M Z, ALBE2 4 2, W 29
71 570 ¢, Ol0|X|= 57 &, Hiw 37 2, Rt M
HI~ 470 2, 12|11 H2d 3 =2¢, 828 24 =4,

OX|2te g2 7t40| 22¢es & 97§ X0| ==E[UCK
290 HxjX|l= 25 0.6 0|4, FHELME 68.9%E HYS|
= A2z LIEtL} O|¢0| Bl A2 LIEHLH Ol E,
0l0| CHE HStE TIH=  KMO(Kasier-Meyer-Olkin)2t
Bartlett's Test of SphericityS Sdf HAST|UCE KMO 42
0.7902 7| Zf?l 0.6 O|MSZ LIEILIOM Bartlett's Test
of Sphericity= 3148.51(df=496), p<.000@ & L{EIL} &=
Holol o= LIEMRICE =& QOflof Chet Az2ld HE
A, 2= MEZ|E 0] 7|F el 0.6 OldE &5t
UAe ALE LtEfL Malg Btet =FQ 2 LIEHHCHHair
et al., 2006).

<Table 2> Correlations and Discriminant Validity

1 2 3 4 5 6 7 8

1 1

5 -033 015 AN 319~ 1

6 118 -008 | .31 | 204 | 170* 1

7 .181* 23 | 475% | 27157 | 116 | 337" 1

8 037 | 20927 | 198" | 208%™ | 201" | 106 | .260™ 1

9 -036 | .288* | 126 100 106 158" 109 106

Mean | 3804 | 3643 | 3823 | 33% | 3189 | 3624 | 4137 | 3527

SD 0613 | 0802 | 0726 | 0851 | 1.035 | 0981 | 0.731 | 0893

Note : 1=satisfaction, 2=coffee quality, 3=atmosphere, 4=image,
5=menu, 6=additional, 7=clean, 8=accessibility, 9=price

3 = Qloff et 40| AE|
b2 g A9 A2l gtat  Cronbach’s agt
Hlmsto 2E H=0A AatatA A=l gfo| ACHH

Z =4 AN}, <Table 2>0]A{Qt Z0|,
H=0| AEtA 2£0| Cronbach’s affHC 2 ASE
P EHHEIEE O] HASE|ACHANdaleeb,1995; Gaski &
Nevin, 1985; Kim et al., 2014)
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53. AFEHe AF

ATEXN 452 fsQCA 3.02 O|8d] &A|IZ|RUCE A,
O(non-membership)df|A{ 1(full membership) AL0|Q| Az X
L2 HotEl Ho|HE 0|83ty Zlzlm® YnZ|EFE(Truth
Table Algorithm)0]| (2} EME|QUCL RIZ2|FEe Alge 12|
1 ST QINEAE O|F = QIS At UX|
St FEol HeQl YX|d(consistency) 22 T EICE A
O| HIZOo| CHzt %A BEET|F(frequency cut-off)S 10|,
UX|Ho| 0.8 oA W, Al A ATt FESICH &
%= QUCHRagin, 2008). 2 ¢IT0|ME= Ci= Al O|L] THF
X dE H= AHSHAH 09 oMz HHSIL, mERAMY
= At ==& Complex SolutionZ Sdff Sl =

o

[o

AES 24SIUCL o2t H|HY HZRoIM E5E= &
X|’d(consistency)y} =2t (coverage)2 2Ztzt, BEH=7t0| Al
Do d2|1 RPQF Z+2 J|E0|CHWoodside, 2013; Wu et

al., 2014; Olya & Gavilyan, 2016). X3t 7| HiEto =z
AIHEE FE(ZHXI0|=/71Ql) 1Z80| PHES= Al
Ol Z85t7 07| MEiLdol S LOtERUACE

ALHEEH 0|8 10| ZRA| Stz MEHKMOl 2AMA
1= <Table 3>1} ZtCt.

HA, HOHEYS YWESH TH FEe| MEfmMa 0HE
T BAOIM LBt ZEE A E%ACH

24 24, oEE XE0] 1Y 52 2 Aldle ~A
T EZEAV*2Q|7|*0| 0 X[*H &7 * £ 7FMH| A*H A~ 24+ 71 2
(0.92189) 22 HU|FHI HZHE Negt ZE £H0| &

<Table 3> Results of Fuzzy Set Qualitative Comparative Analysis

ot Ao=2 LIEfRCL & Mz LX[Q0| =2 =2 ~
AHU|FE~2 21700 X[*H 7 ~F 7t MH| A B~ T 2™~
7t2(0.92124)2 2 O|OJX[2t MiF 2|1 HZAMO| CHE &
‘g0 HSH dUiMoz FQ% A2 LIERLL OHX|Eo R,
LRGO| w2 =2 AHLFE~Z97[~0|0|X[*~H 75
7tME| A Y E~TE 2 ~714(0.91997)2 2 AHO|FED £+
ME[A J2|0 FEO| Jiifez % H80=2 LE
Ch ==E M =gt Z2Eoto] 42z LErd 21, E2
A ~HZGEDE 22X @ A)0| THEO| Cieh siyze
2 EE&ACH

Loz, ZHX0|= HIFEES Yo dtel dH
S0 UHEE BAOM LEILLE ZE SAoIACH

24 A, 0E Oy 2X]do] g2 A2 HulEE*
LH Q| £ 22| 7|*~O| 0| X|* O 7 *~ R 7 M H| A A~ T 24714
(0.90960)02 AHu|EE LHEEY7|, 0w HZE, 7t4
S0| ZL2A| |0, O[0[X|, BI7MH|A, FZH2 MIiFS
2 F8M 42 ZX| s AOZE LIEIGCE & HZE
Xgo| 52 22 HUZE QS E22!7[*0|0|X|* 0 F*~F
TEMH| AR 3 A4*7124(0.90320)2 2 E7tMH|AZ F|Q|
ot BE £M0| Q% AR LIEIGICL OmX[gtez, UX|
H0| =2 22 ~ALFE QAR 7|*0|0|X|*0 7 7}
MH|A*HZ~H28*714(0.90307) 22 HO|ZED H2d
2 Mot LHHX| £40] 5%t J2 & LtERCE d2E8
M Zgte A5t0l Aoz LIEHH AL}, LH[FE217], O
w BZ, 7t4 50| 2o Chsh SAMRHCE EEE|RUC

Model(All Complex Solution) Raw Coverage | Unique Coverage | Consistency
~coffee quality*atmosphere*image*menu*additional*clean*~accessibility*price 0.34588 0.04703 0.92189
~coffee quality*~atmosphere*image*menu*~additional*clean*~accessibility*~price 0.30754 0.02629 0.92124
coffee quality*~atmosphere*~image*~menu*additional*clean*~accessibility*~price 0.32758 0.05688 0.91997
Solution Coverage 0.47868
Solution Consistency 0.93063
Common solution: clean*~accessibility
Model(Franchise Complex Solution) Raw Coverage Unique Coverage | Consistency
coffee quality*atmosphere*~image*menu*~additional*clean*~accessibility*price 0.35008 0.02189 0.90960
coffee quality*atmosphere*image*menu*~additional*clean*accessibility*price 0.43041 0.10340 0.90320
~coffee quality*atmosphere*image*menu*additional*clean*~accessibility*price 0.33327 0.03108 0.90307
Solution Coverage 0.48964
Solution Consistency 0.87772
Common solution: atmosphere*menu*clean*price
Model(Private Complex Solution) Raw Coverage Unique Coverage | Consistency
~coffee quality*~atmosphere*image*menu*~additional*clean*~accessibility*~price 0.35168 0.03115 0.94246
coffee quality*atmosphere*image*~menu*additional*~clean*accessibility*~price 0.31842 0.04838 0.94524
coffee quality*atmosphere*image*menu*additional*clean*~accessibility*~price 0.39915 0.06441 0.95169
Solution Coverage 0.47868
Solution Consistency 0.93063
Common Solution: image*~price
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OiR|Yoz, 9l ALMEHS YR FEto| Meay
I BESE BIAOIM LIEIHE I30| Cfet A <Table
-1t 2t

S 2, BEED JPY YR &S I AHIBT
Lj2J542.917]*0] 0] K|* Bl 7+ £ 7 A | A8 2~ H 244"~ 7424
(095169)02 MR 7tzHe NUjo= Fashi M2t
SHR| oLt 1 9lo| 442 BE F2A| H HO=2 Lief
STL £ B2 AXHO| F2 XS USRS
7|70| | X|*~Dil 45" ST A B| A~ 2 E 2 4*~71 4(0.94524)
2 AOBY, YolRRel7|, ol0jX|, RIAHA, HRHL
FR3ILt ket 87, 1HS FQEs We 2oz et
O OHR|ZIO2, AXHO| &2 EF2 ~ALET-~Ljeles
©]7]*0| O] X|*Dil 7157 AT B| A5 24*~F 244*~ 7} 24(0.94246)
o= olojx|et by, HZO| FRHA| WAzl HO|CE
o Zpe HUBMD LYRES7], £IMHA, H2Y,
Tb240) Tfe ATHY ZREst We o ettt 8o
2 M X2 A0 +AOR Liepd 2, ojojx|et ~
J1Z(7120) BIZSIR| R )0 BHEO| Chet sy £z
2 EELACH

6. 28

6.1. £O| Ol AJAFH

T AT AR ChS US| 0| et FBRE

Jb FXF ASHEID QUCk Of2{3t ABOIN AHIHERSO] 4

=2 QAL 7|Zo| 0| Chet CHEEo|D HATol
it

% 0z

—= T — — T
ZOojlM HojLt CHst 2HE0IM nAZ metsto] HI™E
HO| X = U= G2 =olstojof g Zo|Ct ofof izt
2 dFoM = AHoH EER PN
oz gEio] 24zfo| Meizm D
g Z3t0| X0|2 OIS
OIF 93 2 ATOIME = Ol2g HigoR it
HICHE 2@ AEHOl fsQCAE HMESH0] 2AMSHEILE 7|
T LT ETS MEizMo| 2ot AFE2 IR HEA
Atno| FZiKmain effect)E AMI HORICHH, fsQCAY 2|
of EM2 SME0 STt 4zEE0 tE 7o MAE
S AR HmE 4 UACE Mt ZgE oy 45

2 EZEE|0] 1ol tEo| CHst S 7o = LEFGC
Ol HLMEXE WENM0| HEME 71T E25HA Mz
StH, 22 3A 1BstX| YeChs A2 LIEHHCE O
HOMEE WE0Ho|A HZo| 7IE E23 £do|2t
MA#EARLED UYX|St= ZIHO|CHCho, 2012; Park &
Lee, 2013).

rir rir

[}
SHRICE P, ZEHAIOI= HOMEHE M
IR0ME WelFE217Iet Hw, dE, 714

D6l 19|
£40] DABEZ ZHsH= BEHQ WHRO2 E5E

ALt ol HAMYL OiF 4ol 5240 =1 E¢97|=
ZQAMO| WS ZHoZ L}EILE Kim et al.(2012)Q] G719} &
Sxoz KBt

o, WY HOHEERS Md=ots 10| FRA St

= = =
2 =EE0 HHRAOR LIERRICL Ol 14S0| 72l A
oEEde olnX|E S5 ¢
| 245tX| Hebke As EolE

AFLZA0| IHE AJAFE2 Ci3af 20k AW, MEtdo=
AHIHEEES HERH0 A Qo] HZE 7|25z e
StOJOF L} Park and Lee(2013)0) MEM, HZA £H42
FEE 420 DESHX|D, 235 2 420 =2UEE Yo
7= YE FERARCH, & GFoME HE 40|
Zot=0f A0 THE FQ5H £HC 2 LIERSY| IE0|Ct.

=N, ALUEE M= Fx FEHEE FO| At oM
el MEAEO| XI0|7F Qe AL E LIEIRLCE Ol #
O™l Mx |0 mE Hefo| =£0| FatMofstct
71E Ao FYE LS FCHKIm & Kim, 2016;
Kwon, 2015).

mEtN HEXEE ADHZEL Ex FAH0| et 2|
WS H2Stofof & Zo|Ct FHAHLE, ZUXI0|= o]

rir

od

MM ojh 2ol M2 ohFo| 2907, oity, HZ, 7S
mRR0|x AAHO| Y| et HANoE BABON
ool BEES &Y 4 92 Holck

I
0ol HU|ME™ 2 TaX0|= AHO|M 2™ g2 XA
o2 A& ¥ 4 9IE Hefo| Eo| Clsin, YTjHoE 1
I PN Ol ALt kM
82 2oisi7| Sl croset

|8 P35 20| Bay

6.2. A7o| oHAH S &= atA|

— =

2 9L 7]
zof cheto]

Y2l NAS0| BECS ROIFE 450 Zy| Cf
= ZWSIQIC TRkM £ 7E HIHE2HO|
of BIZg £0|7| Slf MEYHo= nefsors oINS
AMNESS HBot QIct Jjut 8 $7E Chgn 22
SAET B2 IS FABCE
AR, 2 ARE AHLWEHO| MU&Mo| it $20|
27N ZHO| O|ZO|X|X| Rek HOZ WEHECL HTHE
Mol Mejsa olso| ZHM £52 Yotol o M
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ATSS Q8% FESIRoLL, A 2H MEISHO|M
AHO|MEHE| Ao SHA IHTHEE EFES0| HE20|UCE
ot gz AF0MeE ADFEEZE AHHo|AMel el
20 ¥ ool Mot 8l Bt Chst 2% 2t A7}
Zasict

=N, & g7 Ha MHEAM AFSAHSH e A
otA™ EZ H4=0| EXYO|Ct. Hsiao et al.(2015)2 B|AE

J

2ol MH|~ Ystet 7ol RHEZIO| ZHA O EH‘ AT A
AEY IXE BE ZYYH, nsHold, H#HE olret
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