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Abstract This study examined the main factors affecting consumers' decision-making when purchasing
specialty coffee through an expanded goal-oriented behavior model. Indirect experience, prior
knowledge, and customer satisfaction were added as extended variables in addition to the existing model
applied to test the hypothesis. For empirical analysis, 467 questionnaires were collected between July 15
and 30, 2023, using Naverform without time and locational constraints. Of 467 responses, 434 valid
samples were analyzed. Confirmatory factor analysis and hypothesis verification through structural
equation models were performed using SPSS and AMOS programs, and the analysis results are as follows.
First, positive and negative expectation emotions, prior knowledge, and customer satisfaction
significantly influenced the consumers' aspirations. Second, attitudes, subjective norms, perceived
behavioral control, and indirect experiences did not significantly affect aspirations. Aspiration, one of
the main constituent concepts of the goal-oriented behavioral model, positively affected the behavioral
intention. Specialty coffee is a preferred drink because of its taste and flavor, and consumers are more
affected by emotional factors than cognitive factors associated with purchasing the product. This study
is significant because it proposed a direction to secure competitiveness in the coffee market, where
competition intensifies.
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Table 1. General characteristics of respondents

General information N %

Male 179 | 41.2

Gender Female 255 | 588

Less than 20 2 0.5

20~29 63 14.5

Age 30~39 62 14.3

40~49 99 22.8

50~59 127 | 29.3

More than 60 81 18.7

Metropolitan City 347 | 80.0

Residential Area Town of City 67 15.4

Village of County/City 20 4.6

1 38 8.8

2 55 12.7

Number of 3 112 25.8

family member 4 187 | 43.1

5 33 7.6

More than 6 9 2.0

Less than 2 milion won 30 6.9

Average 2.01 ~ 3 milion won_ 66 15.2

monthly 3.01 ~ 4 milion won 64 14.7

household

income 4.01 ~ 5 milion won 84 19.4

More than 5.01milion won 190 43.8

Middle School Graduate 5 1.2

Academic High School Graduate 98 22.6

Ability Collage Graduate 238 54.8

Graduate School or higer 93 21.4

Public Offical 15 3.5

Self-employment 06 15.2

Specialized job 77 17.7

Occupation Housewife 73 16.8

Student 29 6.7

Company staff 89 20.5

Etc. 85 19.6

Awareness of know 281 64.7

specialty coffee Don't know 153 35.3

Less than once of a week 314 72.3

Average Twice a week 51 11.8

number of Tree times a week 30 6.9

specialty coffee four times a week 9 2.1

purchases more than five times 30 6.9
a week

All 434 100
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Table 2. Confirmatory Factor Analysis (CFA)
Variable
Name [Question Question Sta?iard Sk CR CR | AVE
Q.10 I am positive about purchasing specialty coffee 712 - -
Q.11 Buying a specialty coffee has environmental/moral value .825 .065 16.429
wise [[qu Py ol bt o | s | o | s osmlocs
Q13 B enclopment of the coffes ety 851 | 061 | 1695
Q.14 People around me like specialty coffee .890 - -
Subjective Q.15 People around me support my specialty coffee purchase .939 .033 31.070 0.934|0.780
Norms Q.16 People around me understand that I buy a specialty coffee .862 .037 25.618
Q.17 People around me recommend buying a specialty coffee .838 041 24.180
Q.18 I can buy a specialty coffee at any time 644 - -
g:ﬁ;i‘;ijl Q.19 I have enough time to buy a specialty coffee .930 .083 15.680 0.8550.606
Control Q.20 I have the economic power to buy a specialty coffee .905 .080 15.493
Q.21 There is a place to buy a specialty coffee 569 .087 10.690
Q.22 I will be exciting to buy a specialty coffee .894 - -
Positive Q.23 I will be happy to drink a specialty coffee .901 .035 29.136 0.956|0.845
Expectation| .24 Specialty coffee will smell good 941 .031 32.664
Q.25 Specialty coffee will be of good quality 941 .031 32.681
Q.26 Specialty coffee is less satisfying for the price .556 - -
Negative | Q.27 Specialty coffee is no different from regular coffee .750 .128 10.940 0834|0562
Expectation| (.28 Specialty coffee consumption will not be good for your health .839 .128 11.519
Q.29 I will feel bad if I bought a specialty coffee .821 122 11.427
Q.30 I can explain the specialty coffee to others .819 - -
Prior Q.31 I often look for specialty coffee and specialty stores 770 .049 18.497
Knowledge| (.32 I have a knowledge of specialty coffee 922 .044 24.271 0.919)0.741
Q.33 I know the specific characteristics of specialty coffee 922 .045 24.268
Q.34 I often see advertisements for specialty coffee .840 - -
; Q.35 I heard about the specialty coffee 745 .045 17.322
E;:Séijtclzn Q.36 I look at social media about specialty coffee .803 .051 19.194 087010627
Q.37 I've heard people talk about specialty coffee 777 .048 18.355
Q.38 I want to buy a specialty coffee .892 - -
Q.39 I want to experience many kinds of specialty coffee .885 .035 27.642
Aspiration 0.945|0.810
Q.40 I will continually repurchase specialty coffee 918 .035 30.175
Q.41 I will continue to be interested in specialty coffee .904 .036 29.079
Q.42 I'm generally satisfied with the quality of the specialty coffee .818 - -
Customer Q.43 , I'm ?atisfied with the specialty coffee seller service .843 .054 19.488 o856l0.509
Satisfaction Q.44 I'm satisfied with the fticelh(':c:)ef?eznjh[c);lstomer convenience of 699 058 15.406 | .
Q.45 I am satisfied with the price of the specialty coffee 726 .055 16.177
Q.46 I will buy a specialty coffee in the future 917 - -
Behavioral | Q.47 I intend to repurchase specialty coffee in the future 912 .030 31.863 0.937|0.788
Intention | (.48 I will invest money and time to buy specialties .888 .032 29.542
Q.49 I will recommend the specialty coffee to the people around me .830 .035 25.116

Chi-Square=1665.737, df=695, P=0.000, X? /df=2.397,CFI=0.938, IF1=0.939, TLI=0.930, RMSEA=0.057, SRMR=0.058
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Table 3. Correlation analysis

Subiective Perceived| Positive | Negative Prio Indirect Customer |Behavioral
Variable AVE | Attitude P27 "V |Behaviora Expectati | Expectati rior Expectati| Desire R ‘r 14 N
Norms Knowledge Satisfaction | Intention
1 Control on on on
Attitude 0.669 1.00
Subjective Norms 0.780 | .809™*** 1.00
Perceived stk oo
Behavioral Control 0.606 | .622 .632 1.00
Positive Expectation| 0.845 | .769™* | .689** | .633%** 1.00
Negative Expectation| 0.562 |-.261%* | =231 | - 201*** | -.242*** 1.00
Prior Knowledge 0.741 | 46G** | 398%** | 357wk | 4Ok | o 111w 1.00
Indirect Bxpectation| 0.627 | .416™* | .372% | 308* | .450*** 046 810 1.00
Desire 0.810 | .696™* | .639™** | .575% | 767** | -385™* | 648" | 533 | 1.00
Customer Satisfaction| 0.599 | .662%** | .582%* | 560™* | .653%** | - 237* | 537 | 537%* | 747%* 1.00
Behaviorallntention | 0.788 | .684™* | .602%** | .541** | [723%* | - 406™* | .581™* | 471%** | 914%*|  749** 1.00
**p<0.001, **p<0.01, *p<0.05
Table 4. Hypothesis verification result
H Path Stand?rfiized SE SR P-value Verification
coefficients result
H1 Attitude — Desire 0.014 0.080 0.217 0.829 Do not support
H2 Subjective Norms — Desire 0.072 0.057 1.386 0.175 Do not support
H3 Perceived Behavioral Control — Desire 0.010 0.053 0.246 0.860 Do not support
H4 Perceived Behavioral Control — Behavioral Intention 0.018 0.045 0.548 0.584 Do not support
H5 Positive Expectation — Desire 0.336 0.050 6.721 <0.001 Support
H6 Negative Expectation — Desire -0.181 0.056 | -5.260 <0.001 Support
H7 Prior Knowledge — Desire 0.314 0.053 5.385 <0.001 Support
H8 Prior Knowledge— Behavioral Intention -0.032 0.033 | -0.916 0.360 Do not support
H9 Indirect Expectation — Desire -0.064 0.054 | -1.053 0.292 Do not support
H10 Customer Satisfaction — Desire 0.304 0.060 6.245 <0.001 Support
H11 Desire — Behavioral Intention 0.921 0.051 | 19.084 <0.001 Support
**p<0.001, **p{0.01, *p<0.05
Table 5. Indirect Effects
Subjective Perceived Positive Negative Prio Indirect Custome
Variable Attitude jectt Behavioral “ . 8 1_ rior o R Desire u .r
Norms Control Expectation | Expectation | Knowledge | Expectation Satisfaction
Behavioral - - - "
. 0.013 0.067 0.009 0.313 -0.169 0.293 -0.059 - 0.283
Intention

#40¢0.001, **p<0.01, *p<0.05
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