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Abstract

Purpose - This study examined the relationship between service quality, perceived value, customer satisfaction and
behavioral intention of coffee shop using CoffeeSERV scale. In this model, CoffeeSERV scale consists of fundamental
characteristics, physical environment, confidence, beverage characteristics, and representation factors. In particular, this
study tried to demonstrate the moderating effect of customer's regulatory focus orientation among in the relationships
between service quality, perceived value, customer satisfaction and behavioral intention.

Research design, data, and methodology - This study intends to expand the existing service quality research by using
the coffee shop service quality measurement tool developed by domestic researchers. | wanted to find some implications
for the trend. In particular, this study applied the regulatory focus theory to identify individual differences of customers
regulatory focusing motivation. In order to verify several hypotheses, the data were 227 college students and analyzed
with SPSS/PC 21.0 and SmartPLS 3 program. The moderating role of customer's regulatory focusing motivation was
tested using multi-group analysis with SmartPLS 3 program.

Results — The resutls are as follows. First, the fundamental characteristic factors only had a significant influence on the
utilitarian value perception, but in the hedonic value perception, all other service factors except for the beverage
characteristic had a statistically significant effect. Second, utilitarian and hedonic value had significant effects on
customer satisfaction. Third, customer satisfaction had a significant effect on behavioral intention. Finally, the regulatory
focus orientation played a moderating role in the relationship between beverage characteristic - utilitarian value,
representation - utilitarian value, fundamental characteristic - hedonic value, physical environment - hedonic value,
confidence - hedonic value, and utilitarian value - behavioral intention.

Conclusions - The results of this study show that the various service quality factors that make up the CoffeeSERV scale
have different effects on utilitarian and hedonic value. This means that perceived benefits from product and service
experience have different impacts on the customer's experience. Therefore, marketers should identify the impacts of
service quality dimension that customers who use coffee shops consider important, understand the impact process of
these quality factors on experience value, customer satisfaction, and behavioral intention, and allocate limited marketing
budget. The results also show that it is possible to establish differentiatied response strategies using customer's
regulatory focus orientation to find ways to enhance utlitarian and hedonic value, customer satisfaction, and behavioral
intention using various Coffeeshop service quality factors. At the end of this paper, some limitations and future research
directions were suggested.
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20 Mol STt =z FEQ| ofAZe A HI|HEHC!
gejA IRt AEMHA, ALY 1 242 =2Y B9
U ZEE QI5to] gdatE 2|Li2te| AHDHEE2 0
0] Bh=o| CHEX QAAtlo] Y82 lAlEm Qlom, MK
SIMAIOIN KXot AHTOHEHO| HIFD ABRRE X
SECERSEI =

S AL ZEAIY 2 Ofd EHE See=2 OfF 7t

SI15tHM K| Eot ™TAEE HOol1 fUol, F™URIE
XX|6E7| 25t0 SYRAL E 52 MHAE ZThot X8}
B MHA EEHE MNSSHY DAEZE HOAZ Eed
0| 0f? 2+&[ Ct O[O AH|XHE2 HI|E 7|2 4Z0|
Ol Am FWHE S A7|#S 75 EHESI0 4ol H
2 FSIAX} St 7HK|AH|QF =20 SHLIS| Z32t2 At2|
HZ St QCH(Kim, Lee, & Hwang, 2015). [2tM ZHm|H™
2 thd| AHu|tE Eofst= Fadt o, o|OjX|Lt &
g Ue BN SUSEA CHYSH JHKAES
S{ICE Haltgon, AH|E3le| 00|22
CHCho & Lee, 2011). O|0f [z} HO|HEH
W StA0M MES Tt 2OpEQl DM
Mo 2 RE QHESIX| plod= ZH o A5
QIC}(Choi, Koo, & Lee, 2017).
SO HHOIM ME|ATL XX|sks FRMOIL F27}
02 AHXL U= ARR|2M, MH[A A2 7t RS2
OIFECH CIUBHZI AH|KIO| 8T, 243 7|20 Tk, A
A ZEZ0M MH[AO| Hed B0, MEQ BEt &2
A2 40l A20i(Lee, 2004), E3| HZO0| BEE|THAM,
SHO| MH|AE MBSz Rt HMZDH0| ZHoM O|Z
= U ERA7] W20, el J[UE2 It e
2ol AMH|A EEZ ISt SICH(Park & Yoon, 2006).

= s HMAMEHO| MH[AZHO| Dol X|2E 7}
X|of w2t nATED WEO|E0f OXe PSS MHED
At SHACE XE7HK|e| HOHEE MAUTFS2 MH|AE
Mg HIFBHO| HRAIZ|DA, MHAZED DHLE,
MHASEN WSl 2o HAE Hul= A70 TS
50 QASLKKIm & Byun, 2010), HL|ME™O| MH|A E
HOi| st X[ZHEl ZHX|0| 223 D A0S 0F 2 E Gge
0|5t AMOZA(Kim & Song, 2010), HL|™EH MH|A
=Ho| thet X|ZE 71X 7= ALEZE 2EHEQ| O
g HEF 2 2E0 AOM BNE LI A= ofd
StCHLee & Kang, 2017).
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XIZ7HN| ALHSE MHIAZTo| 23t MYARSS A
HIA MQIOIA MHIABHO| £H0| 0|8 & =2 A

El =H =791 SERVQUAL(Parasuraman, Zeithaml, & Berry,
1988), SERVPERF(Cronin & Talor, 1992) S AFE5I0 A
HA EAS =HSIYCE SERVQUALE MH|AEZEZAEE AMH|
2 M7 Yol Chet nZ4o| J|Chel AMH|A datzkel Xto|of
Ol¢f A™EICt= Parasuraman et al.(1985)2| MO|E HIEIS
2 JfYste azo| 7|CHet MH[A dut Zto| XHO|E =
SlOXt 5o, SERVPERF= Cronin and Talor(1992)7+
MHAZZS D7 Milotoz =Fsl= MEo| ZutMe
SHSHHM JHLSIRALCE

oHH, MH|A MYHE siY Ao 2 Jot MH|A 2 OF
7Ie 82 0| 1 F Heo| M0 Q7 EICHLee &
Lee, 1997). 2{L} SERVQUAL 1} SERVPERF2} Z2 =
FETS2 Aol E4QI S4lo St &, LM,
e, Y & 240 o A FES FESH (0= X =LK
e 7oz M} £QUCKYoo & Kim, 2004).

2 g70ME HI|HEFES| MHIAEEE £H5H7| 215t
of =L} HLRZRIO| 2|8t0] 7=l CoffeeSERV(Park & Yoon,
200608 HHLTE MBSt HOMEE MH[AZEO| X2t
ElOZEX[of mEp 04k HEo|m0| 0|l FERA|
CHoff AmEnxt Ston, 0|23 M=S 7ro| FgatAof
M Z4o| FHOl HAto|7t 2EAN FekS O|X|l= XE Lot
Baxt Siict 2EXES?|0|E0M e gt Z= (promotion
focus)Adgko| 11ZH2 0] 20, Bto{=H(prevention focus)d ek
of nAM2 &40 o | DIYSICIL SFUCHHiggins, 1997).
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MUlABZe SF Mul2ol 4dut pst Aol
2 m™7It (Parasuraman et al., 1988)Z2A{, 11Z80| A{H|AO0|
Cieh AFS ZICHXIQE HA=Z X|Zheh AMH|A gatof Cigh o
20| X|Z{(Gronroos, 1984)0[2t1 “Holgt = UCt. FE2
HEZel 2ol £8 d&2| XI0|2 LiEtLt= AakH
(Objective) ZF 1t =, o|0|X|, &1 S0 olst 2t HH
Botel X|ZtEl(Perceived) 222 2% = U= Hi(Mitra &
Golder, 2006), O|} X|Zt=l Z2X2 AH|XH7} FAX O Z QI
A= A0|H{(Garvin, 1987), AH|XP7F MH[AZEO| CHSK
o= wi HANOR FHT 4 Qe HO| Ofl A
HIA7F MSEl= IME0M d-™stk= 710, X[, etEar
HE XV Folgtn g 5= ATt (Brady & Cronin,
2001; Park, Oh, & Hong, 2011)
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£78517| o E7| W20, 142 MH|A0| e Zdt M|
29t ZHE FEY CIME HIZHCZE EF MH|AE X245t
o o X|2rsh MH|AQE AFFO| 7[Cigt MH[AE H| WS}
MH|A EEE BIIoict $HH MHIAZEE aAEZS &
stz st FEHoz M 7ol 5= oY Bt AIZ0AQ]
BYRLAE KHX[SH7| /It 7HK| U= EFEMEE = U
CH(Sivadeas & Prewitt, 2000).

XZ7HK| MHAEZERANES Z=™t= ETFE SERVQUAL
(PZB, 1988)1d} SERVPERF(Cronin & Taylor, 1992) 59| 2
0| FZ ALEEL|QUCH. PZB(1988)0] ofsf A 2t=l SERVQUAL
DM X|Z4E MHAZEEZ MH|AQ| 4=t ZHHE
TEE Ol MErO|LL EfE "2 HOo|E|T, AlZ[d(reliability), &
Efd(responsiveness), &Zf4d(empathy), =tilAM(assurance),
SsiMd(tangibles) S 5712 Xloz FAMEICHLee & La,
2011). k™ Cronin and Taylor(1992)= X|Zt=l AMH|AZZE
o 7|HHE M Llgt J1IEtE ZHH5H= SERVPERFE 7|{ddt
R=0, 0|2 SERVQUALO| AR 7|Tf FE0|2h= 7 E2
DZHOR Q50 3lrt 0|0, MHIAZE Y Al
o|O| kALl 7|CH7t HHAE[RA7| ME0l| Haf =SR2 ZE M
HAEZEAS TI|OF StCtn FZESIQICHLee & Lee, 2001).

SHH Gronroos(1984)= MH|AZZAS 7| 5™ EX1 7|
X BEHE FESIRALCE 7|&X FE2 MHIAE S M EZ
Hazle 222 4™ 5H0| 7t soHX|Eh 7|sH 232
MH[AZE HSEl= Wt 2AEsI] SRS =2t
of 2l P2 2| Mo FaXel BIrY 4= 5o SiCk
M2t 7|&x FE2 Zaotof =Fo| T Ao, 7|sH
SEE Yo =T E ¥E AHer Mits Z20EEH, X
= IEEEE 22[R7|= ot

XSK| MHHTES WEEEHE SHLE MHAEH
= UtV (o, S21F SEEI0| tiet HIS2 HOE2
2 27 Mo, oEEEN ZaEE2 E 5E0n F
ZSH7| £ SIQICH (Llosa, Chandon, & Orsingher, 1998; Lee
& Lee, 2001). 0|0f CH3}O{ Brady and Cronin(2001)2 7|&
O MHIAZE B ES &2 2ASIHN, AH|Ke SYRAZ| o
&g 2, MIE MHA EF X120 chst 20FE, M
HA M& 240 ozt S218 =48 5 7KK 82 =2
A2 MAISH | StUCE f53t 2R MH|A HS2
BE X FOQ=E =Y = AN, MHAZEE FHES
5tof HHxHel EF HEHE HIIE = U2, 0|F Sl M
20| JhMI} HpNEE R = U MEM 22 +
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SERVQUALO|L} SERVPERF S2 QAlAtRiol EME
oh MHIAZEE M2 5HEE + QU= FE0| AU
(Yoo & Kim, 2004). &, HL|™MEH™S| 2™ MH|AQ S
Aol cist 2 20l BESIRUV| M0 EfFgE7E HUASH
(Park & Yoon, 2006), EESE A{H|A AtQle S|k AtADOCE
293 MulA 2 0P 97| 20 oj2 mafst HEzof 7|
10| TWQBICH= o| 40| H|7|Z|9(Lee & Lee, 1997), O
of (2} Park and Yoon(2006)2 FHL|HMEH™O|AM £ HAO

2 A8Z 4 U MO AHABEY SFEI=2

CoffeeSERVE 7|25} ULt
Park and Yoon(2006)2 AHTHSHOIA ALSE + SIs
NEIAZY 5H=782 Jespr| 2lsto] A 29| sthstal
of olaZas HIHLH 0|gAUSS o= 2k Z
H MEES Jjue 9o MEXAe H2J} QIEE, JIE
=

OIS HEoZ B &g LYo 0[o] Cfet Mzl &£
Nut 90I2MS B MAls] KFHOI 57 KHelo| 217
282 s, 0|E CoffeeSERVELLD HEHSIFLE.
A CoffeeSERVE XIZ7HK| QIAARI0] AHAZEE
£ =M= =2 A2% SERVQUAL(PZB, 1988) SO0|
o|AAHo] MHIA BN SR8 2400 40| Hit A,
Clo, TN, AY ST 22 240 B Q40 £
N2 vist MHAENS U2 Y 4 UH o
(Yoo & Kim, 2004)E =835t =L ofAz=zA HOM™E
HOIM ABE 4 9= M2MTt EREHO| BoEl AHIAE
U EYHCAD B4 YLt B HT0|ME CoffeeSERVE
SHTE ASOL0] ATEY AHAZTo| XI2HE JHK,
TABHE, WEo|z0| OjXE QL O PHHLE 7t
of BAo| Do ZUAY S7MF0| IV FYS
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AHIXE| AlZEH, S, =8 3 ZA-E F0| st 249
FEE oo = UM, Es JHK|= AL BFE0| CHAof Cf
8f = MEoln S7|R02] ZrEM EF I Cigt
=7t ddE|n HS22 ¢ Axls M WAL= A
o|ztn &g %= QCHKim & Won, 2005).

Zeithaml(1988)2 7IX|E 3 E(benefit)nf 5|4l (sacrifice)?t
o wete2 B, 7iX|Q| X[Z2 MEO|L} AH|A0| CHSHO]
Xl=ot At 25t Ao fsf 1z40| W2|l= et el 3
it Holst o, Schechter(1984)= X|Zt=l 7pK|7F 3
Oixte| dees ddst= AatAo|n FaEel 201 # ofL
2t X0l YHOl Q=R FME0f ATt HHSHUCH
bE X|ZEEl JHKle DZO| REOILE MEIAE ARR3HE
Ol A LS HIE, Mu|Ao| £AO|LH Zato] Cis) X
MSEQF HIIEAM DWIEK|EIIE  SHH(Woodruff,
, NA7X|= nZ40| MEL MH[A0M 25T He
= H|&7H2| XI0|E AHALRl H| mot ANZE HAHL|Y|
StCH(Kotler & Armstrong, 2008). 12|11 Holbrook(1994)
DMIHK| = ZHXEEOILt AH|Z™HE FYUSte MEL
2910| B AE0| I E netesg i 0| FO{RICD
RULE MEfA DHIHK= YAHE HZO[Lt MH[AE ALE
= LIle MEQl 2840t MH|A RS ZHs =

A0 S| EdE dEH 2502t ol = U

Z40|CH(Butz & Goodstein, 1996).

Babin, Darden, and Griffin(1994)2 71X|& 1 =4 A 8%
ZFK|(Utilitarian value)2t 2HEHA 7}+X| (Hedonic value)2 L&
S, 7Helo| AHASOM AHFEo| 48X H{ut
Batx Zoio| HIE Ofy[SiChn FEBIQICE AR K]
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= HMZ0 tiet AH|Xo| X|ZHEl ZEDb 7|CHE b0l A Ll
£l 28/M(Sweeney & Soutar, 2001)0|0, A{H|AS| ZZt
dapE 7|0 ojde2 A X2 E W H8F JEK(of Chet B
42 G Eoh St A VK MELE2RHC| FME o
EiLt =Z0| 2SO0 L {84402t & 5= RA20{(Sweeney
& Soutar, 2001), AH|XI7} HZO|L} MH|AO| CHs{ 2O
SRSV o ZEA 7EK(0f Ciet BFEEA2 =OFEICh
ZMTZEK|0f CHet A7l= 284l HE8HE THRE A
T7H 0] BO{F2Lt, 1990d 0| 22 HEF 7|2t HE0
MEH IHK|7F R24E 7] A AR n, H8F JHK|0f 2=
H JHK|E 1E{St= AT 0| R0 MCHKim, 2011). MEtA
HEHX JHK|z A LI EH FHE QAHCE FIHUCEMN
LA =IX[2H FHEA Tt dEEY EARS LEHeE A
S ZM(Kim, 2012), =& XIR0| AH|AYEES X|ZEO|Lt A
HlAo| =54, 4dH oln|, Z4FH &7| 22|a e7|E o
0| X2t g 4= QUCt (Holbrook & Hirschman, 1982). $HH
Lee, Kim, and Jeong(1999)2 HiSPHOM ATSID L2 1
AS o2 ATBE0| s A8F 7HK|Qb EE T
£ M=o X RES 4TSI SIen, 2488 AH|A}
=2 2HESES e2|H0| o FXQl HElZ AHSHH, AH|X}
A gxo|n 2 8NQl 28BS 57| Yef THrIel Y
o XIl0f| Al = ElCtD SHUCHLee et al., 1999).
A ATFAEES 2H[RPE AHIE@ESE 89 7HKIE Y2
| 28X Mot SHE £ AHESS dottk= Ao
BAIZ £, AW Z0I0l MRX JIXIHS AHKIHSO|
ZQ%t QAZ 7t TSt ALLE FIMSIGCt (Batra & Ahtola,
1991; Hanzaee & Rezaeyeh, 2013). J12{L} Woods (1960)=
M=ol Chet AH|Xt =Q0| LS XI0}2t0] (ego-involvement)
Xpia 328 (hedonic), 7| HE(functional) XHRIOA E %S
o, Atopto] X2 H o Fo| 7| 58 F¥st= MEO
ofst =22 LHECID SHRJACH. D 2 Xl NMES
2 FE ZZ4H, IME =25, 32 Mot £7|7| ¥ =5
Ol AH||X[EE, HEH, 7|SH ARl MEEE 2ol
O| %0l XIRlof|A H™Itz|n AH|Z|7| R0 (e.g., Holbrook,
1986; Woods, 1960), A|ZL I2tM £ AS™ AH| 20|
SSE|H AL R, AH[RQ| ESE FHEIHO|ALE HEHQ =
710 Qe [Et=ICtn g 4= QICt(e.g., Hirshman & Holbrook,
1982; Hirshman, 1986)11 SIFCt $HH Kim(2012)2 AH|X}
=2 AYHME YESH= 42 ZE2H E= HEH BRE
e 5tH, ol oA S35t HE8X F7| HEA¢
siEE 2og= 2N F7|7t BIECHD K| FSHRACE.
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Higgins(1997)0fl 2f3f H| otel =EAEFHS7[0IE2 7i2le]
LT S-80f W2t ArRE2 At A2 SEE SFA7I= s
s Yy 37| Lo S7I2ks F 7HKe I71F

X2 8% £ QICtd SHHA ZEAXH(regulatory focus)O|
2l= 70 EHE ARESIY dE3 O] EO|C}. Higgins(1997)0f It
EH M EE2 2 FH5tD 0 2 LSt e S7IE
X0 o, dF5tn e SHE ¥ U S0
off RtAle| S0 FetstH 1l st=hl, Aol SRE Fdst

= 80N SEEHS7|2 G-I
O LIEfLID O|H2 7§Rlof 2, &7

@2t 0| Flckn Sheict.

MEbM Sl S71= dMel o &
= 2z SYAT|EE JEE RSt
EUSAILL SR PE AW
At #Rjel HEHE RASEE SE
CHHiggins, 1997). O|M& Tatx
JRRD MF, B, 57, 2
22 480 st ZXEel oj4o|
S7lE SlmEel Mgom ofF, Mo wg,
77t A4, M2 480 tisiMe &~ =5
0| £ 2{HCHHiggins, Shar, & Friedman, 1997).

Higgins(1997, 1998)9| S10|| 9|5}H, ThAExH
2 Yot xforet ofF of Bl Mol 7t HS

| & &0 527580 =20, gt
ABSEM, EX5= A SFH Zurel £
HotA| gt 3ok BHE, o =Fo| AIFS2 o thet
St 1, 2o o RN &4-FE4 2F0 /S 7t
5d90| 22 ALESEM FXet 2EH Aol EXHof il
DIZESHA| B 23t SEQICHHiggins, 1997, 1998). ELst
Higgins(1998)= Z=FE=H2 HRA0AH Lixst £40(7|&= ot
X2t oo met fEE 7tsde A2H, WA =ExH
2 Atelst IFE0IM Z42 27| CF B sted'at 7HXS0)
@S e 2H0|D, MO ufet SEls THANS NE
o 40| YFS PHCID SHAULL

Ko et al.(2012)2 M|ZF Rt AeHIS AFSIEAN e
ST gkl aHXE ZEHY YE M2 E o, 02
ZHSI| g9 aHAHE HAHY FE XS Stote F
of 230 WAt 28| F 0| Lt 2A| LIE}
2 A0[2t= 7t 22 HIg2=z S HABH|= S,
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2 L HIMSY MHAZY 2% Z79! CoffesSERV
(Park & Yoon, 2006)2 XE3l0 HL|™EHE AH|AEZEQ|
FRRIR|ZEn DRHE, WEO|=O) OjXE FES AmEpiN
A[xfo] TUAHST| HFO| MHABE HpSo| U
A0 ZN o SHeRIE ADOIRE 6T 20| nft
<Figure 1>1} 20| A2y S ANSIGLCT.

3.2 A17td 273

3.21. HO|MEX MH|AZ A X|ZHEl JEK|ZHe] ZHA|

[SETLE m | 1= —

Park and Yoon(2006)2 FI|MEF0| MHAZZES =H
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— =1 7
olo] 2¢d 54 2 289 54, tiEdut Z0| 574 ¢l
O 217 2¢O =2 0| RF0{Xl CoffeeSERV ZHIHE J|etst
AHOM, CoffeeSERVO| 57}X| Xl FHI|AEO| EM At
249 Ot A, CHfd, dekd, SY & SA/0f &t At
S2M ATHEHES MHA EMS ZHEI| M= 5
Qst QAZID & 2= QICt.

2 A0 M= CoffeeSERVO| 57 X}2l9| MH|A EZXO|
aMSo| X|ZHE JHK|0| Rolet Fek2 0| E ARZE ofds
QAL MHAZEO| ot MAAASE MH|AFE BIHAG
H |AS0| no| X2El JHK|E SOA| ZICH SR
(Kwun, 2011; Chen & Hu, 2010), Lee(2007)2| ¢TO|AM =
HAEZOMl MHAZHO| X|ZE ZHX|0f Folot S¥S
OjX|17| E0 =2 MH|AFEH2 04 XHA0| FARgH K7
YX H|EOH| 7IX|E = H7Ietctn 2asiQich & A7
= MY¥ATLE St =Qlst nZo| X|ZHE JHKE HE8H
ZHX|eE FEH ZHX| ZHOM = A E 10 FHStaXt
StRen, CHE2ar 20| 7kd <H1>1p <H2>E JHEIIIC)

ot7| flsto 4lzlg, AHuel =Y &Y, =219 &8, A

—

H1: HT|HEHS| MHAFE2 2H[Xte| #E8H 71X X[Z
off g (+)2] &S oj& ZHo|ct.

_

H2: Huo|™EFHO| MH[AFE HIXte| ZEH 7HX| X|Z
off g (+)2] &= 0" Zolct.

H21: HTHEHO| 2% S4e As|xtel ZHA 4K/
Qofst @2 ol " ZHolct

H2-2 TS| Salx se As|xtel ZHA I/
Qofet @ere ol A Holck

H2-3: HTZSHo| Mzlze abixte] 2HH ol go

lo] 829 S42 2Hxt
&2 0/ 2o/ct

o = .
H2-5: AHI|™EH0| tiEg2 2H[Rel Z48H 7HK[0] 72

322 X|2tEl 7pxiet DATEZIO| B

=

2RO R|ZEl JhKE of M M SSEn pof & g
ZO[Lp MHOf 2|, 2|0 = Hof XFHQ gk 0| Xt
(Parasuraman & Grewal, 2000)11 S}IC} [M2fA AH|XF7t
TRAIBHE 7HXR4AE Oty FYEL 2918 ==d
T UCHE AH|XO] BEO=E REOH =€ & UM =
Bi(Hyun & Han, 2009), 0| B9 2H[X[Q| ZHX| X|Z2 124
OHEg =01 0] 10| EfE WMo 2HEQ Aztg 0| A

= QUCHKwun, 2011).

DATEFO|Z POfS SF HZO|Lb AHA0 CHE
OlLt FOfds 22 7HEX Ao FLE EMH
(Cho, Chang, & Chae, 2012), tt= 7|CjQ} S0 £ 2

o I k>
Ot olo oH

of BS3t FEEN Muto) o) 2 Sl AWA EHe=
Ho|(Cole & Scot, 2004)% + UCH. TASS HBOIL}

HI-1: ZDM2YO| BN S4e aH|xte] 48X x|
Foleh Y2 ojF Ao|ct
H1-2: AHOHEE 225 282 2H[Re] 28X 7HK[0f
wolet FekS 0| " AO|Ch
H13: ZTM2HO| AlZize avixfe] 48X JHxjo |9
o @grg 0" Zolct.
H14: T2 Eo| 29T S49lo| S=0| S42 4H|X}
o H8H THX[0] Rolet YekS 0| " AO|Ch
H16: ZTH2HO| EAS 2bIXfe] 48X JHKo] |9
Regulatory Focus
orientation
o
Service Quality

& Utilitarian Value

Customer Satisfactio Behavioral Intention

Figure 1: Hypothesized model
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(Dubroski, 2001).
OIME nAR=0| ot Heol= nATHRol Yo Wt
Zifet Igez L +0{M & 2 = A=C(Choi & Jun,
2007), D740 X| 2 Ci7jofl Cifgt = B2 DS 24w
ULt =7/|= QIX|M AE (Howard & Sheth, 1979)2 Ho|st
Huh 2LX|Q| 7|tz Qlet 70| nzbe| o FH M &4
o ZetE o 2doks A HElX HEN(Oliver, 1981)2
Foldts A2 Zute| HHoIH, AH|ZRO| XA 7|CHSHA
B ATF 2 A0| ==5F =FE E7KHunt, 1977)2 Zo|
Ste A2 g 2FEOIMS| Folzta g 4= Aot
t al.(1994)1} Jones, Reynolds, and Arnolds(2006)
£ 10| MZH JiX|el Y JK| BE DAUZo
2HT0l PHS ACID Sl U0 BREE Mg
JHXECHs FEH JHX7b & QI M EOrRCt £
A So| M St RUCt Eoh o ", o] HAEF, FH
OHEE 52 tdez of dAAFANME D240 JHX|X]
Z{0] A= SFEHL IS OjX|2 Atts A 29
ZFRUCHHyun & Han, 2009; Cho & Kang, 2011). 0|9t Z2
HHATE HIZLZ ChEZ1 20| 7k <H3>Z2 27O

H3-1: AH|XEO| MH|A EZ0| Cist HE8X 7HK| X|Zt2 1
ZHotx0| |olst de2 0l & Zo|ct

H3-2: AH|XIO| MH|A EZX0| Cigt 2™ JHK| X|Z2 1
Zat=0| |olst zr2 0/ & Zo|ct

323, XZtEl 7pxie} WEO|E7ko| T

WSO == O ™ CHOf CHSH Ef=E g5t 0j et
SHsh 0|2 BSo2 wMT 4 9 Jfelo| ofR|eh Al
o|ztn Hojg 4= Qo mH(Zeithaml, Berry, & Parasuraman,
1996), ABIHOR XY WEI X HO|E 502 ZHD Y
CHChen, 2008; Varki & Colgate, 2001).

WYEe DZH0| 0|8 A EZO|Lt HIHEHES CHA|
FEote 1Y M 2at = ALZHO|A 3= JStALE & A &

OII

=5t Ao|2t e = QUCH(Lee & Suh, 2012). HHEZES 4
0t MH|20f Chet aZio| BHERO|M H| RE|T, DA04|AH <
ok JHK|7E MISERS W nZate| Zo[FQl A 7F EY|
otEl 7+s40| HZEICH Kandampully & Duddy, 2001). A 0|
Ng4= 2o XWEI YIS KA 5L 7|

o] M3&8 HZES £ QICKKandampully & Liam, 2001). ¢t
H EHS AT YELOINE PHSMOZ ATEYO
(Suh & Lee, 2011), FHAIZIO|A = Mst2= 7 2ol
o] Mz2 Ho|st £ 9IC}(Lee, 2007).

xztel Jprlet WEolzo BAS 1 WY MEAITSe

—
HAEY, 2E, HOHUEY S8 Ud22 X4E 7|7t

#Solz0| 3 ¥ 0| FCkD H kD YUCHChen &

Hu, 2010). =3+ Moon and Bae(2013)= FHLO|MZH™ S CHA
O JAMO| X|Zfot AM|H, =N EYLR 52| ZHASEO
Xz 7HK[Qb BHEE0| 0Kl Fg2 ATstiel, A
s{Ef0| X|ZHEl ZEK|of 3EAE FeS O|X|0, O] 7EX|X|2t2
nAeE| SEN FekS 0K AS 2PISIILCE SHH, Han
and Hyun(2009)2 m{E2| 2f|& EEQ| 7HK| 42 BF, 714,
FH SO0|H, Ol= nZUE 3 HFO|=0f| Folot FakZ 0|
XCte ARLZDE A ORI, Lee, Moon, and Choi(2012)2
INAEZCHE (Ao Z ot AHA0|A Sweeny and Soutar
(2001)2| GITE EOZ X|ZE 7HXE 7| 85, A=A, &
A T2 78510 71 & 7K 2-E JHK|7F a4t
Zo| ZAutH0l AFZO =0 Folot F¥E OX|= AS o
8|0 QULCH.

B oI 0] B3t MAGITE HiEtOR HIHEH MH|A
ZRO| Cfeh X|ZHEl 7|7t AHX| WEO|E 0| IHE At
2 0| 2ICtd 75t Chaar 22 7Hd <He>E AU

off F(+el IgS 0" Ao|ct.

H4-1: AH|X[O| AMH|A ZE0| CHst ARF 71K X2t o
Solzo| fols HES 0| & Zo|ct.

H4-2: AH|XIO| MH|A ZZI0f| CHH Z™A JHK| X|ZH2 &
Solzo| Qolst FEke 0| & Zolct

3.2.4. DZHOED} SHE 0| 7Ho| B

Oliver(1993)= BI{S AH|X[ZL X} Aol BFE FFot
Z=0] CHol| TS BHS0[2tn HelStHME 2 A &0 o
2f CtAst SEfE LIEfE = /USS EXISIRULCL &
E7E 5ot 70| 2t AHlo| FEQI Hotet= 20|o|
Cf. BIEE =70 00| iEE MYEsts 22, AKX e
ol =20 = 20| 2 ZOo|c} BHE S0HESH IZH2 0|
2HoALL BN AHY/AE Sol0] =HS E Y 2 U
CHChoi & Jun, 2007). &so|== 11ZHO| Of I CHAO| CHSH
=S ddst 2 S8 Di2fdEe= LIEH2= 74212 o
X|Q} AlEE 2SHH (Boulding, Kalra, & Staelin, 1993), Fridgen
(1991)2 DH=oh A EZO|LL RAF HAEZ E= COE X
gdo| Y YA EFS CHA| HESHHE Q¥R Holstn
QICt. Lee, Park, and Park(2003)= 2AIX| AMH|A S,
nAokE, JHHE ol Gl AXMOo|E Zo| EAO|AME nZHpt
ZF A 2o Ztofl= 3EECl BATZE oS 2HelsY
Lt 2 g70Me DHoEL2 HE2Ixo st =82l
gakg 71dstHA CHEa 20| 7t <H5>E MA7E3SIQICt

2 : .
AN ZEEHSY| g =EH I

2 oI CoffeeSERV &X DEo| 574X k0] D2t
of M Jhxioh A JHXO TS XIZ, DABHE, WS
=13
=

Q|0 OjX|& F&2 1ol ZHQIXtof et Ch=H Ly
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X

Aoz OYSRCt & RFXF SV e FE A oM
(regulatory fit)Q| 7§ @& 2} HO|™EN MH|AZZEO0| 7HK

X 29 H-50| gakg F= 1Pdo|A AHES dg2
g = Ao, MM AHLFEER MH|AFEI D249
ZEK[K[Zf, DADE, WEZol=of O/Xl= FaatAls nz9|
ZEXES7| G0 w2t CHEX| LIEtE HJe 2 o 45tict

ZHXE ST|0|B0ME AHBIE2 1ES 2u/st et
FHtHE S8 7HX|n e o| 23t 7= 7Hele
|20 2t X Ao WSS FAEF O YXFo=
tAl EICH(Higgins, 1997)10 SFQICE. MHEbA] of 2z 2
2 7|7t FE HXls & oLt =AM O & TIASH
EfLts 7HAX|2t2 Z8E 7HX|ECt= HE8F 7HX|of CH
B 80| O A LiEtE Aoz ojde = Ut HE8H
K= MBof ofst AH|Xtel FF X|2fah 7|jo Chet &
240] g€MslE Hoz Mozt £ Oom{(Sweeney &
Soutar, 2001), H|Z0|L} MH|A0| CHet Z&0|Lt Mup7t 7]
Of o2 X|ZtE [ H8X ZiX|0f CHst BHS5Zo] 2l
SHA| ElCh. Q2 B2 HE8F JHKE SAlSts aHRH= 48
7|52 £5%= MBS M EHStaxt H48H JIX|E HO}
o 38Xz gtk Zi0|ct oHE HEA JHX(X|Z42 ME

|

o=l
oF >

Mook o B i mjo

L Oo~

Of 7k EMH o&f £ =0 Ofst §84 X|Z42 Lot
O, 2H|XS2 28 ZeE Sl dddote 485 &=
2t FOfelMZt 2FE 5= ULk OJME #38Y 7HK= ME
O|Lt MB|A0f Cish ZHK|l= S 8Hel =0 met X| 245X
H8H 7HKl= 282 stog H|QX|Ho|1 Fo|4Hol
700 olgt M HASS ot=5F ks 0jE & ATt w2t
N SYEESI|SE 2HAE2 MES 2HS d"E
Higez oK oM, 82, i8S HMaEn MHAZREH
e 488 2o ot 28 JHKE 28Y 7 &
CHE A XA A2z ofde 4= QUCH. Mt Mg
£ Hg2=z otait 20| 7t 2 <He>E ZFSHAC

He: AH[Xjo| ZHAMEI|INYL AUMEH MHIAE
W, X|ZE oK, ARE, Wsolzo| FHA
TS TR ERTIE

BE ZYE2 Likertt 78 Hz(18; 04 1 X QiCh 7
H 0fe 2 YUChE olgslo] FHsolon, 2 oo Al
st waso| ZAE Fols 18It 2k

AOFEE MHAEEHES HINEEE LEsks 1AS0|
X125t MH|20| Botoz YolEILh HOTEY MH[AEH
2 Aalttgol MHIAZE E40 249 Btt &, Tk, ¢
2, GY 5 240 2ot ASS vrIet HO|TEE MH|x
ZEA& =™E9l CoffeeSERV(Park & Yoon, 2006) X TO0fA
AEE SN AR (22X EY, SEX e, Az, Aol 2/
S8 =0 £, tEH)2| 2171 = 22 018510 ZHSIUCt.

X|Zt=l 7tX|= Grewal et al.(1998)1} Sweeney and Soutar
(2001)2| AHOI|AM CHAHREE HILEzZ A8 HEE
EOHE, X|ZE 7HKE H8H 7HK(et HEH 7HKZ &5t
of HASH M AHAI(Choi, Ahn, & Lee, 2015)0f| A Z+2t 47|

oH
o

on2 oo
02 % E) o

oln

mjo
rx
0

oto] SESHRACE

2 FHUTEZEC| H2|AEfOf TSt 2HE, 297
u]

N
=
2

ra J

S, OO et 2HS, AHOEEdel HEbel o
N Egoz HFE|AUCKHCheon, Hong, & Kim, 2013).

o= £F U0 thet Efe ddar O2 Qlst Ol
2 @SS LiEfLHE= 7Helel oX|jet dde=z YolFECt
(Zeithaml, Berry, & Parasuraman, 1996). 2 A10|M= &
TO|EE Cheon et al. (2013)Q] AHAFO|M AtESH XY 2,
Hx 3dz, 3 & 4| &d522 FFSIRALL

0le] EEXHET|HE2 Higgins et al.(2001)9] 7|Z
X ZXAEXH(Higgins et al, 2001)° ZTHAHMISE
(RQM: Regulatory Focus Questionnaire)2 =LHHO|AM &
S310] AFE%H 1171 & &(Oh, 201522 ZFERCH o
ZEI O HEEE L F7] fot 242 240 &0 Chst
Bl Xto|E 0|83%t0 7|EH EXFE TES= B
X 22|B(median split method)E &850 SEAS9|
Sy oz de2 FESHRALCE Conover(1980)=
HE0| oot & Hix|X| 82 2% ttestyt o Zst
A4 OF L|22 mann-whitney test7} E}ESHX| Q= AF =0
Mz & LA dY(median test)0] HEL|O{E = QUCE
S LCHConover, Wehmane, & Ramsey, 1980).

£ 970 BHg L] ABt0l, M A% HLfstm
SMS CMOR HOHEEIZUES 0|golel MRXA

=13

S HASHD CIO[EE & MU fYSS ALHEH
o Z OlZXY Bt of L2, HATAS0[AE & SIOiA
2 EMO| fARIR X MO D BEED, 5 24080 48
XIS Hi=50] HIHEE 0|8 ZE OPE Holst = 2
HARS ZAO| HOAZ 4BE M B 5, BSYO
ALt B ST M2XE MNP FAEE B

22728 7t 4 232 9P folez et 238 o
O|E{= SPSS 21.01 SmartPLS 3.0 EAi7|X|& 0|23}
Sastelt R0l N dE U ElgE, ARlEE oz,
AR £ 4, MElE £ 42 0j83t0] PFoIYon], i
A 2¥ 242 olgelo A5t
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rlo
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B 70| 9B HEE(N=227)0| HIZEAo| A= <Table
1>0 2t A= 5Hd(54.6%)0| Of sH4(45.4) 2Lt Ct
[m]

A Eton, FYCE CHEE 20 = .54HH0|H(92.9%), 7
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Table 1: Demographic Profile 43. FEe=0| ME|= 3 EtEd HE
— S
Characteristies _ n 5 £ @70 SmarPls 302 0|82}l [t #Boz 7
Gender Fols o i ME 7 CI9ISO| Bl KNS & MSCHHar, Hult,
18~22 years old 5 198 Ringle, & Sarstedt, 2016; Kim, Kim, & Lee, 2019). M,
2326 years old 166 731 Cronbach’s a2t GHER| AlZ|E(composite reliability: CR)
Age 27~30 years old 15 66 £ 0|83t A+ Ciedel LY edS FH¥ots delds
over 30 years old 1 04 é!-oddol'_l- 7EdJ——I|'| <Table 2>2|- 7EFOL E:I'LEl_l-'?'lol_l Al_lile-li E%&]’
500, 000 won below 92 405 Ed, 22X a4, SEEY, HrY, IAHIE S,
Monthly | 500~700,000 won over 66 291 28H 7HX|et 48N 7HX| S0 tiet Cronbach's o Zt2
income 700~1,000,000 won 42 185 ZtZt 955, 909, .859, .776, .751, .912, .940, .938, .815,
1,000,000 won over 23 10.1 CRZY2 .963, .937, .904, .860, .843, .938, .957, .955, .873
etc. 4 17 o=z EME 2dEINoZE Qs 7|FEQ 702 E1SH
Once per week 30 11.9 EMSRE 70| AME2|M0| 52 ZHo= LIEFLICE
twice or thrice per week 93 410 CleoZ 7| YEIEN S &=XS17| 95t0 FIEEfSA Dt o
Visiting beyond four per week 58 256 HEIGAM S AHHE Z} <Table 2>0AQ Z2t0|, St 7|
count once per month 8| 35 g 7to] g2 ATAHR WolEls TFEISHS 2 2ol
2~3 per month 23 101 HIE QOIMIIZI0| .60 0|At0|D, AVE 20| .50 O|Ato 2
At least once every day | 18 | 7.9 LIERLE Zh ol Crelsol TBEREMO| YBEQICh w3
global large size 87 | 383 Aojshof dzte] w2 AmElz Wulele mEEgde
preference. | domestic smat sse |20 83 AVES! Hl 8 2(square rooh) Zto] eial ghact S0t B
. ZEtEE0| e Aoz d8L[=0, <Table 3> ZO0|
store type small size near school 46 203 Fornell-Larker 7|2 AMH & Za}, AVE 70| M 22 Zf0|
non Specific brand 56 247 e Lt o mo o] = o HAEI-O EH;OH*M_
— 551000 27| Zro| X2 ZH0| AVE ZECH XS o= LiEf} 2t
G EHRlE 7ol EHAEIEO| YSEIQICE
Table 2: Measurement items and validity assessment
Standardized \ Composite Average Variance
Constructs and Items Factor loading Cronbach's a Reli:tzlity Extrag cted(AVE)
Confidence service quality(CSQ) .955 963 .790
sincere employee to customer's questions 929
Employees comporting customers 910
Employee's performance to customer request 932
Employees' sincere customer service 901
Employees' good working 914
Trust in employees .908
A neat and clean dress of employee .706
Fundamental characteristics service quality(FCSQ) .909 937 .788
Moderate coffee concentration 929
Moderate coffee bitter taste .891
Coffee flavor to customer's preference 902
Moderate coffee aroma .825
Physical environment service quality(PESQ) .859 904 .704
Table's moderate space 901
Chairs's moderate space .894
Comfortable chair .808
Enough chairs 742
Beverage characteristics service quality(BCSQ) 776 .860 675
Various coffee types 794
The right amount of beverage 941
The taste of beverage to customers' liking 714
Representation service quality(RSQ) 751 .843 652
Having representation food .876
Having representation beverage 941
High brand awareness .550
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Behavior Intention(BI) 940 .957 .848
I want to visit next time 937
I want to continue to visit 927
Positively talk to others 925
I want to recommend it to others. .894
Customer satisfaction(CS) 912 938 791
Satisfaction with menu, taste, quality 931
Overall satisfied .905
Satisfaction with employee service .883
Satisfaction with physical environment .836
Utilitarian value(UV) 938 .955 .840
appropriate price 938
reasonable price .899
Benefits equivalent to the price paid 927
Excellent quality compared to payment price 901
Hedonic value(HV) 815 873 637
Pleasure and joy when visiting .896
Providing a sense of stability when visiting 826
Having a good feeling to other when visiting .589
The expense is worth it .846
Table 3: Fornell-Larcker Criterion
1 2 3 4 5 6 7 8 9
1 CsQ .887
2 FCSQ A41+* .839
3  PESQ 343** 215** .889
4 BCSQ .515%* .303** .307** .822
5 RSQ AL4** .308** .106 513** .807
6 UV .199** .259** .061 120 027 917
7 EV .390** .340** .264** .225%* .282** A31** .798
8 CS .706** .507** 313* 511 .369** ABT** 622%* .889
9 607** 573** 287 .530** A20%* .365** A94** .703** 921
Mean 5.494 5.092 4.603 5.353 4.906 4619 4709 5.365 5.815
SD 1.089 1126 1.229 1141 1.355 1415 1.040 1.031 1133
** p< 0.01, - Bold numbers indicate the square root of AVE.
44, MBEH 2 0 29N £4 9 280 S4, (EMN XUE NS
HEH JX|et ZEH JHK|= FE510f, MH|A~ FEI X[
CHAXLREO] YEE 2t AL 7H0 MEZ 2ol ZtAHof of &l JhK|o| YBknAE EOIs DX} M= Z40|Ch MH|A E3
ob Wakdilt ol = HEQ| HAE Ze= XE YorE7| L[y 0| X|Zt&l 7K, nA40rx HEZo|0| O/X|= F2H0| CHst
LA 2 M2 HAISIRICEL &4 Z4f, <Table 3>1t Z0| XN DA E B M A= <Table 4>9 ZICH. A Z T},
LIEFston, Arngut A77F 20N HAIE BiS 2to 2oM EM0| AEX JHK|0of Ol YoM EAXO
W2 LR|St= A2 LIEFRiCh Z 90|8tH LIEIL} <H1-1>2 X|X|E|QUCHP=.219, t=3.091,

451. G7tA0| AHA

<SHI>Tp <H2>E AIHEE Mol2 2Y SO
CoffeeSERVO| 5Q0I(A122!, 2oIx £41, 2a|d 2tz , #

p=.002). 2L} E2|™ =& (p=-.011, t=0.132, p=.895), Al
2|M8(p=.115, t=1.368, p=.171), 22 E£(B=.052, t=0.571,
p=.568), CHEA(B=-.010, t=0.087, p=.931) 52 A&H 7}
Ko sAXN=zE [ O|X|IX| XSteE=
<H1-2>, <H1-3>, <H1-4>, <H1-5>= X|X|E|X| & /ULCL.

SES
=
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Table 4: Summary of structural model estimation results

Paths Estimate t p Results
H1-1 Fundamental characteristic SQ — Utilitarian value 219 3.091 .002** Supported
H1-2 Physical environment SQ — Utilitarian value -011 0.132 .895 Non-Supported
H1-3 Confidence SQ — Utilitarian value 115 1.368 171 Non-Supported
H1-4 Beverage characteristic SQ — Utilitarian value .052 571 .568 Non-Supported
H1-5 Representation SQ — Utilitarian value -.010 .087 931 Non-Supported
H2-1 Fundamental characteristic SQ — Hedonic value 210 3121 .002** Supported
H2-2 Physical environment SQ — Hedonic value 134 2187 .029** Supported
H2-3 Confidence SQ — Hedonic value 224 3.002 .003** Supported
H2-4 Beverage characteristic SQ — Hedonic value .007 102 919 Non-Supported
H2-5 Representation SQ — Hedonic value 171 2.507 .012* Supported
H3-1 Utilitarian value — Customer satisfaction 237 5.079 .000*** Supported
H3-2 Hedonic value — Customer satisfaction .557 13.831 .000*** Supported
H4-1 Utilitarian value — Behavioral intention 018 335 738 Non-Supported
H4-2 Hedonic value — Behavioral intention 110 1.792 .073 Non-Supported
H5 Customer satisfaction — Behavioral intention 629 11.220 .000*** Supported
SMC(R?)
Utilitarian value .094(9.4%)
Hedonic value .275(27.5%)
Customer satisfaction 490(49.0%)
Behavioral intention .514(51.4%)

* p<.05 ** p<01, *** p<.001

<H2>E= MH|A ZFO0| AHEA ZHX[of OjX|l= Sl 2
oF Z0o|Ct. EMA1L 29X E4d (=210, t=3.121, p=.002),
=C| 24 (B=134, t=2.187, p=.029), AlZ|ZH=.224,
t=3.002, p=.003), CHEE(B=.171, t=2.507, p=.012) 0| &
FH KO SAMCE Rolgt FE2 O|K|= AR LIEt
L} <H2-1>, <H2-2>, <H2-3>, <H2-5>= B% X|X|Z|QICH
Jojut 2N EY o 2RO EMS SAHoz fof3
dske O|X|X| Of <H2-4>= 7|ZtE|RUCHB=.007, t=0.102,
p=.919).

[tSoZ <H3>2 X|ZHEl 7HX|7t D2BHEO| 0| e
Of eret Aol 24 Ay, H8F ZHX|X[2{0] AZHDt=0
0| X|= ¥k ((B=.237, t=5.079, p=.000)1} ZH’Hd™ J}K|X|Z0|
DZHAEEQ| O)X|= Y3 (B=.557, t=13.831, p=.000)2 2 &
EA™Moz Qo|Igon, mMatA <H3-1>, <H3-2>= D=
XX Z| ALt

<H4>z= X|2ZtEl 74Kt dso =0 OjX|lz G| 2t
Zolct. £4  ZAut, AME8H JHX| (B=.018, t=0.335,
p=.738>.05), Z™™ 7}X|(B=.110, t=1.792, p=.073>.05) 2
F SO0 Folot FEE O|X|X| Zot= AR LIEIL,
<H4-1>, <H4-2> 2= X|X|g|X| ZS}QULCE

<H5>= LZHDEEO| ¥FO|=0f O/X|= Fekof| 2ot Z0|
Ct. 2MZ4n;, nHOEE(P=.629, t4}=11.220, p=.000< .001)
2 WEolzo| EHNo= Qo3 T OXlE o= L
EfLt <H5>= X|X|Z|ACH

452 ZEBI LM

MH|AZE 200t X[ZHE 7HK|, DA40Hs, HEo|zo| A
AN Mol EAXFESY| dekof 2t =EA zat
71 gidst 40|zt <H6>S ZHZSH7| {5t SmartPLS
3.02 0|8, FREAME HAGIRCH, ZEXHSI| S0
el 2510 2 49t Zat= <Table 5>2F 2T,
<H6>2| AZE 50, MAATOM ZEXE 7|9
2E2517] {8l Ar23%t Higgins et al.(2001)9| 7|&™ =
H dEE=ERFQQ 117) 2 &2 S5t0 HeIKE &
b 2=(Oh, 2015), 2k&E7| TEKN=107)1t of 57| FEt
120022 FE2SIRACt 2F T H2 AHOWEE MH[A
o] 2t Q0lo| 48X JHX|Qt Z4FH ZHK|of| OX|= &
Skob X[2HEl ZHX|7F ndokE, dEo|zof Ol e Y
Ot27| 2|5t SmartPLS3.02 O|&23}0] L ZRHEA0| A
AERlen, O Zit= <Table 5>2F ZC}.

2N ZDl, 29X EN(APR=226, t=1.801, p=.073;
p<.10), 22| BHZH(AP=.212, t=1.771, p=.078; p<.10), Al
2|ZH(AB=.386, t= 2.958, p= .003; p<.05) 52 Z4HH™ 7}
X, 88 EAM(AP= .322, t=1.711, p= .088; p<.10)2 A&
M 74K, d2|n A8 JHK= S| =(AB=.223, t=2.083,
p=.038; p<.05)2| HAHO|MTE & Tt Zt0] SAXHSE {9
ok Ko7t U= A2 LIERCE M2t <H6>2 fEXH2
E XX Zen, ZEXH S7|8e2 2 a2ls 7t A
of FROjA EEXHeZE ZERINIt YMS= A= LIEH &
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Table 5: Analysis of moderating effect by regulatory focus group
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Paths Promotion group Prevention group

Estimate t p Estimate t p

Fundamental characteristic — Utilitarian value 263 Diffi.r‘leigces 013 5‘1]48 gigg g;g
Physical environment — Utilitarian value ~114 ‘ 0914 ‘ 361 105 0977 329
Differences 219 1343 181

Confidence — Utilitarian value 149 | Diff:(Le.rzeches | 200 %g 8;1(1) jiz
Beverage characteristic — Utilitarian value ~088 | 0.649 | 17 234 1780 076
Differences 322 1711 .088**

. o 153 | 1119 | 264 -204 1.280 201
Representation — Utilitarian value Differences 357 1688 093*

. . 106 [ 1122 [ 263 332 3.955 .000
Fundamental characteristic — Hedonic value Differences 226 1801 073
. . . 035 [ o037 [ 714 246 3.226 0.001
Physical environment — Hedonic value Differences B 1771 078
Corfidence — Hedonic value 411 [ 4392 [ 000 024 0.266 0.790
Differences .386 2.958 .003*

Beverage characteristic — Hedonic value 067 | 0615 | 539 139 1421 156
Differences .206 1416 158

Representation — Hedonic value 146 | 1604 | 109 158 1458 145
Differences 012 0.086 932

o e 211 [ 2977 | 003 250 3.508 .000
Utilitarian value — Customer satisfaction Differences 039 0389 598
Hedoric vale — Custorer satisfaction 582 | 9349 | 000 551 10.046 .000
edonic value = Lustomer satistactio Differences 032 0386 700
Utilitarian value — Behavioral intention ~091 ‘ L118 ‘ 264 133 1855 064
arian valde — Behavioral intentio Differences 223 2083 038*
Hedonic value — Behavioral intention 088 | 0912 | 362 120 L579 115
Differences 033 0.269 788

o o 670 | 7969 | 000 599 8.408 000

Customer satisfaction — Behavioral intention Differences 71 0652 G5

*p< 0.05, **p< 0.1

5. Z&
= g7s ALEEES a2 MHAFZEO| X|ZE
7HX], DATE, ASOI=0f O|X= SF2AAE 7 Bof 24

= A0|H, 2H|[Xt| ZEXHSI|J0| M2t ME~ FE
O X|Ztel ZHX[Of OIX|= Y&, RIZtEl Z4A7F DTS,
SO|=ofo] BAOM =EH K07} LYSI=XE HdHED
At SFRACEH. ot =L AFRIol ol JHREE HOHEE A
HIAZEE ZHFPTHQl CoffeeSERVE HMEot0] A=
., 7|&=e] AHUHEH ME|AFE 53 =
QAo 45 HEst= Hlof ohAI7E UARUC= HEE
12 [0 (Yoo & Kim, 2004), HL|MEX™ MHAZZE AR
Of M Cia ooj7t s Yooz HESIAL. met = o
7o Zit= CoffeeSERVEHETE A2 HO|MEH
ME[AZEO o 2f E4Q0S0 tisto] F¥g2=zM 74|

Si
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oo
HEFe MHAZEHES B2lotn fHE = U= 7I=X=

2 AMEE # US Aok

Sto] AH|RRS| S7|getof et AMHAZFHEO| AH|RRQ| 7t
KX|Z, DHHE, BFO o] A0 =EH JES OlXl=
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AZHO| CfS 2t WSS 7h0] FHBAO| KOl DA
Mol 07 SOjRE SRo| Rol0[E 2AXRE HBE

A
= e

+

= g4= MEN MH|AEZE =Y 9] CoffeeSERV
O| 57§ Xty , HEX 7IX|et Z™EA 7IK|, nAELE, WFO|
£ § FHHsE0 JHAAE HPRYo= Fdstof Tt

H44d % 4B5Ien, £ A #E0= thaa £t

e AZ AW, AW, ALEER MHAEY SEET
CoffeeSERVO| 5XgI(AE2, 2eH =4, 2|0 87, 2

AY B4 9 2R &4, Hrd)T 2/{H &4 20|
HEH JHK0] Rolgt F¥E 0Ny, AEH ZHK[ol= M
HA FEO| 57 22 & 2=254E Het 47 Qo 2
T Folet E¥g 0|X|l= ALE LEF L

=M, coffeeSERVE™ T HO| MH|A EXO| X|ZHE
DR AFO|=o| FYF EAOM FEHe=z HYEH
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7M4E X|X|Stn ASS =RlIsRICt.

MR, HO™EEE MHAEEHO| X|2ZH=l ZHX[of OjX|= &
AN EEXES7|E™0)| mat Xto|7) glgt Zol2t
=7t 48 Z557| et 22 Zhh, 248 KXol 4
2, 28 Ed 200M F ZEXFST| T 2to] Folot
ZEBNL SMSICHE AE SHRISHRACE 2L Lt HX| 4
7he| sl oM E fol0jst RE BT LHESHK| 9 QL
sHH ™A ZHX[0|ME AMH|A SZo| 571 Xt 5 2/
£4, 28 &4, ME[Z a00] & Tt 7t SAEHCER
{o|0jgt ZEaMIF Y= A2 =05l SR E
‘A tiEH0M= F2ISHK| 8 ULt

24 d0E Z2HE 2 A7 AAE2 Ch3aF 20k A
M, HLHEE MHAEE ZHET CoffeeSERVE X85t
Oof LSS Ol o2 MH[ASEDF X|ZHEl 74|, D40HS
WEolro| P HAHE HLEUCH, MHAER 22 &
2HH Ed2 H8F JHK0o| |olgt g2 O/X|1 UAUK|
oh SEA 2 E, dEld, 28 Ed o 289 Y, U=
d S0ME HE8H 7K @S DXX| = A= L}
EfRICE 2E EM2 HE F, Ao 299 4o st
Zo|Cy. AHme| Stutgk, s SO0 Cfsto) nAE2 KNE
2ol HE8X IiX|of g 3stn AZS =elg = UCE 1
ZHo| AM™ TJIX| X|Ztu} 2&SH0] Babin, Lee, Kim, and
Griffin(2005)2 7| =& (functional) &2 1tidr 2z
HE8N MH|A 7IX|Qt 2HHO| Qloh, H8H JX|= AH|X}
BED 0 MM oR FokE F1, £ X4E H8H
7HX|e| St Et2 O] 2ot ER2%t ZIE HAaA|Z|AH E ZolZt
D Si¥=, MHA EFHo 20E EM2 7| 8H JHK 8

Py Ny 1 o o

A9t 2HHEl AOZ A Babin et al.(2005)2| F&It A £
= ZX|ots Aolet g 4 ALt

oHH SER, dEol2d, MIEE= ME[Ao Xt S0
Chotols Sk BAZE ROISHA] §A| LtEH 242 29|
EdEQ| BiotE HtEot AO|AL £ AHIAEEO|AM Lt
EfLtE e = ULk F 2Zojffjstdez oHgEof
i, 2 59 280 gt 7|t +=&0] 5| LEH Ol SEfo
A & A7| W0 olof ChHsiME 2ot =HeeEl a8 &

CHo|M AF0| Eesh £20|2t WEEICE d2L) 4™
1Ko CHst MH|A~ FEO| FE AM= 2F EM
e 8829 §42 Nstiles HREES MHIAEH R20F
O] Rolst ¥at2 O[X|l= AoER LIEtHonE AHXE2
HEOM MSBEl= MEDF MH|A0 CHSHO X5 27
X 7tX|9| H|EO| HLI O &2 A2 FEg = QUL Z
Y 7Kz MEBO|Lt MHARREQ FMA MEfL =2
o] BH=0 e f8dolzte & == . F, AH[X7LA
SO|Lt MH|20] CHsl S8&el =242 713 W 4E& 7t
X|of CcHst D=2 =OERICKSweeney & Soutar, 2001). [t
2tM MEDH MH[A ZdYHo2REH X[ZE ZEE iK1
2oz stolg HAUZ X|2SHA ot, o|f n4=0| HI=LY
O ZHES HEo=z HAZ A E Z2, H=0f CHe Ef=
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O|0X|= MH|A O] & ALERAQ] 5280002 HMSIEE
225t £~ QI8 ZI0|CKPark, Lee, & Lee, 2015).

=N, ADHEZE MHAEE FHEZHQl CoffeeSERVE
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