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Abstract

Purpose — The primary purpose of this study is to employ effective marketing methods using market segmentation of
coffee shops by determining how motivations to visit coffee shops have different impacts on demographic profile of
visitors and characteristics of coffee shop visits, so as to draw out a better understanding of customers of coffee
market.

Research design, data, and methodology - Data were collected using surveys of self-administered questionnaires toward
coffee shop users in Daejeon, Korea. A number of samples used in data analysis were 253 excluding unusable
responses. The data were analyzed through frequency, reliability, and factor analysis using SPSS 20.0. Factor analysis
was conducted through the principal component analysis and varimax rotation method to derive factors of one or more
eigen values. In addition, the cluster analysis, multivariate ANOVA, and cross-tab analysis were used for the market
segmentation based on the types of motivation for coffee shop visits. The process of the cluster analysis is as follows.
Four clusters were derived through hierarchical clustering, and k-means cluster analysis was then carried out using mean
value of the four clusters as the initial seed value.

Result - The factor analysis delineated four dimensions of motivation to visit coffee shops: ostentation motivation,
hedonic motivation, esthetic motivation, utility motivation. The cluster analysis yielded four clusters: utility and esthetic
seekers, hedonic seekers, utility seekers, ostentation seekers. In order to further specify the profile of four clusters, each
cluster was cross tabulated with socio-demographics and characteristics of coffee shop visits. Four clusters are
significantly different from each other by four types of motivations for coffee shop visits.

Conclusions — This study has empirically examined the difference in demographic profile of visitors and characteristics of
coffee shop visits by motivation to visit coffee shops. There are significant differences according to age, education
background, marital status, occupation and monthly income. In addition, coffee shops use pattern characterization in
frequency of visits to coffee shops, relationships with companion, purpose of visit, information sources, brand type,
average expense per visit, important elements of selection attribute were significantly different depending on motivations
for coffee shop visits
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<Table 1> Results of factor analysis of Motivations to Visit Coffee Shops

Factors ltems Factor | Eigen Variance o
loading | value | explained(%)
| prefer popular foreign coffee brands to domestic coffee brands. .839
. | get different perspectives on a person based on the coffee brands that 776
Ostentation | e/he visits. ' 3562 | 25444 | 769
motivation - . . P
| visit relatively expensive coffee shops to maintain dignity. 714
| like to show off to others when | visit luxurious coffee shops. .628
) | visit coffee shops to drink good (tasty) coffee. 877
Hedonic " it coffee shops to try out various kinds of coffee. 736 | 2.379 16.993 755
motivation
| visit coffee shops for diversion. 734
] | try out any new kind of coffee. .827
mEoStitC:ttilc();n | tend to try different kinds of coffee every time | visit coffee shops. .736 1.630 11.643 .720
| tend to try out newly opened coffee shops. 721
| visit nearby coffee shops. 714
Utility | visit coffee shops for the convenience of not having to make my own coffee. | .707
A 1.158 8.268 .659
motivation || usually purchase coffee for take-out. 702
| tend to visit relatively low-priced coffee shops. .658
Total variance
explained(%) 62.348

KMO=.702, Bartlett's Test of Sphericity=1105.583(df=91), p=.000
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<Table 2> Results of cluster analysis for Motivations to Visit Coffee Shops

C1(I) C2(Im) C3(1m) C4(IX) Scheffe's MRT
_ _ _ _ F-value p-value

(n=62) | (n=59) | (n=76) | (n=66) I-O I-m | I-IX | O | OIX | OHX
Ostentation 2.130 3.229 1.734 3.068 143.898 .000 * ** ** ** n.s **
Hedonic 3.301 4.073 3.118 2.965 30.782° .000 ** n.s n.s * * n.s
Esthetic 3.487 3.621 1.846 2.566 176.293" .000 n.s ** ** ** * >

Utility 3.529 3.250 3.470 2.845 14.341" .000 n.s n.s ** n.s ** **

Utility/ Pillai’'s Trace=55.108(p<0.01)
Clusters Esthe):ic Hedonic Utility | Ostentatio | Wilks’ Lambda=75.662(p<0.01)

seckers seekers | seekers |n seekers | Hotelling’'s Trace=91.683(p<0.01)

Roy’s Largest Root=207.776(p<0.01)

**p<0.01, n/s: not significant
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<Table 3> Characteristics of segmented clusters

EL;:Ihhgi/c Hedlc()nic Utiﬂty Ostenktation Total
Characteristics seekers seekers seekers seekers Goodness-of-fit
(n=52) (n=59) (n=76) (n=66) (n=253)
20.55% 23.32% 30.04% 26.09% 100%
Male 17 24 39 34 114 x’=5.983,
Gender df=3,
Female 35 35 37 32 139 p=.112
<19 0 2 13 4 19 2
Age 20-29 36 34 55 45 170 X _j’fi'g 30,
30-39 16 20 6 11 53 —hn
p=.000
>40 0 3 2 6 11
Middle school or less 0 1 0 5 6 2
Esucation High school 29 23 59 33 144 X ‘;‘1‘9651'
Four-years college 22 32 16 24 94 p=.00‘0
Graduate school or more 1 3 1 4 9
i ’=10.073
Mta;ital Single 42 42 70 54 208 X s ,
status Married 10 17 6 12 45 p=.018
Salaried worker 5 16 3 17 41
Self-employed 6 6 9 4 25
Technical 3 4 2 3 11 x°=47.986,
Occupation Profession 6 7 3 7 9 df=18,
College Student 24 19 58 30 131 p=.000
House wife 3 4 1 1 23
Missing 5 3 0 5 13
<220 33 29 59 41 162
Monthly 200~300 12 20 13 19 64 x’=21.962,
income(unit: 300~400 7 8 2 3 20 df=12,
¥#1,000) 400~500 0 2 1 3 6 p=.038
>500 0 0 1 0 1
Frequency 1 5 1 29 6 41 ,
of visits to 2~3 9 9 15 18 51 X'=51.272,
coffee shops 4~6 13 19 9 17 58 df=12,
éTé’J;tQ'ey) 7~10 14 17 18 12 61 p=.000
>11 11 13 5 13 42
<15mins 4 2 8 3 17
Average use 15~30mins 5 3 9 13 30 x°=33.981,
(fare on the 30mins~1hr 6 26 17 14 63 df=12,
first inning) 1~2hrs 22 22 36 28 108 p=.001
>2hrs 15 6 6 8 35
Media 3 4 3 4 14
Friends/ Coworkers 18 28 25 34 105
_ Internet 3 7 3 5 18 x'=30.795,
Information Signs and leaflets 3 2 3 5 13 df=18,
Hearsay 1 6 4 6 17 p=.030
Direct visit 23 12 34 11 80
Missing 1 0 4 1 6
Alone 3 10 9 12 34
Couple 5 15 27 16 63 234 607
Companion Family 2 4 0 4 10 X:jf=1.5 ‘
Friends/ Coworkers 35 22 35 30 122 p=.00%
Acquaintance 7 6 5 2 20
Missing 0 2 0 2 4
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Utility/ . - .
Characteristics seekers Goodness-of-fit
(n=52) (n=59) (n=76) (n=66) (n=253)
20.55% 23.32% 30.04% 26.09% 100%
For some time alone 0 10 7 4 21
Private meeting 28 30 36 29 123
Business meeting 4 1 2 3 10 2
Purpose Purely to enjoy coffee 5 8 10 10 33 X Z?:Zigg
of visit Dessert 12 8 13 15 48 ’
Daily visit 3 2 4 3 12 p=.260
To quench your thirst 0 0 2 2 4
Missing 0 0 2 0 2
Global brand coffee shops 13 24 22 21 80 x2=5.488,
Brand type Domestic brands coffee shops 23 21 30 31 105 df=6,
Local stores 16 14 24 14 68 p=.483
<4000won 9 4 14 4 31
Average 4000~5000won 14 25 26 31 96 x*=21.709,
expense per 5000~6000won 21 26 22 18 87 df=12,
visit 6000~7000won 4 0 9 8 21 p=.041
>7000won 4 4 5 5 18
Brand image 4 2 0 2 8
Important Coffee quality 14 23 19 16 72 ,
elements Atmosphere 11 16 20 33 80 X =47.036,
of Diversity on the menu 2 8 2 2 14 df=18,
z?t'ﬁgﬂ?g Price 15 5 27 8 55 p=.000
Accessibility 6 5 6 4 21
Missing 0 0 2 1 3
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