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The Impact of Coffee Shop Visits and Coffee Consumption Factors
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Abstract This study aimed to identify the factors consumers consider when visiting coffee shops or
consuming coffee and to investigate the impact these factors have on the preference for specialty coffee.
A survey was conducted to assess demographic information and the differentiation and perception of
specialty coffee consumers. Collected data were subjected to factor analysis and logistic regression
analysis. Factor analysis identified four factors considered when consuming coffee and visiting coffee
shops, namely, "spatial factors," "experiential factors," "coffee factors," and "knowledge factors." Logistic
analysis revealed that an increase of 1 point for "spatial factors," "coffee factors,” and "knowledge factors'
led to 1.5-, 2.3-, and 1.6-fold increases, respectively, in the likelihood of preferring specialty coffee.
However, in the case of "experiential factors," this likelihood decreased by 0.3-fold. This study provides

valuable insights into the specialty coffee market that aid strategic decision-making.
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Table 1. Characteristics of survey respondents

General Information N %
Male 245 | 56.3
Gender
Female 190 | 43.7
Less than 20 6 | 14
20~29 66 | 15.2
30~39 76 | 17.5
Age
40~49 105 | 24.1
50~59 99 |22.8
60 or more 83 | 19.1
Metropolitan City 247 | 56.8
Residentil Town of City 128 | 29.4
Area
Village of County/City 60 |13.8
1 36 | 8.3
2 75 [17.2
Number of 3 79 | 18.2
family
member 4 192 | 44.1
5 41 | 94
6 or more 12 | 2.8
Employee 71 [16.3
Specialized Job 92 |21.1
Self-employment 87 |20.0
Occupation Public Official 12 | 2.8
Student 50 | 11.5
Housewife 52 | 12.0
Etc. 71 116.3
Less then 1 million won 11 | 2.5
1~2 million won 25 | 5.7
Average of
monthly 2~3 million won 72 |16.6
household 3~4 million won 87 |20.0
income
4~5 million won 62 | 14.3
More then 5 million won 178 | 40.9
Elementary school graduation 3 0.7
or less
Middle school graduation 3 0.7
Education High school graduation 105 | 24.1
University graduation 207 | 47.6
higher than University graduation | 117 | 26.9
All 435 | 100
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Table 2. Results of Exploratory Factor Analysis

Factors FaCt.OF Corfnpun Crc,)nbach
loading alities s @
Atmosphere .898 .891
Factor 1 Interior .813 749 .849
Landscape 568 .403
Kindness 811 .768
Service 779 732
Factor 2 Time for serving 519 371 863
Cleanliness .505 .583
Pleasantness .486 .561
Convenience 480 471
Taste .810 742
Factor 3 Quality 739 .681 .867
Aroma 729 .621
Barista .685 .593
Factor 4 Health .622 .496 773
Country of origin 611 572
KMO .885
Bartlett's test Sig=.000
(*=3653.445, df=105)

note: Method is Principal Axis Factoring, Verimax with Kaiser
normalization was used, Factor rotation converged in 7
iterative calculations.
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Table 3. The effect of factors on preference

Factor B S.E. Wals Sig Exp(b)

1 415 171 5.877 .015 1.515

2 -1.103 .240 21.142 .000 332

3 .838 .186 20.388 .002 2.313

4 471 154 9.373 .040 1.601
Hosmer & Lemeshow Sig= .021 (X*=18.039, df=8)
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