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ABSTRACT

Nowadays, along with the economic growth and the increase in the national
income. Coffee industry continues to be growing. Coffee industry has occupied
market through that coffee shops comes into existence quickly.

This study investigated the relationships between consumer values of drinking
coffee and the importance of coffee plaza attributes. Using a questionnaire, 350
patrons were surveyed at Urban spotlight. The results showed that consumer values of
drinking coffee divided into two factors; hedonic and utilitarian. The utilitarian value
had positive correlation with all coffee plaza attributes. The hedonic value of drinking
coffee hadn’t correlation with volume of repast. Consumer value follows different
attributes of the coffee plaza which have different result. The utilitarian value had
positive correlation with frequency of consumption. Consequently, if coffee plaza
increase frequency of consumption, they will focus on coffee shop attributes of
utilitarian value in marketing.



Key Word  Consumer value Consumer behavior

a bk wpneE

3.1
(Rokeach, 1973)

(Hirschman & Holbrook, 1982) Chaudhuri

Coffee plaza attributes

Morris(2001)

(Utilitarian Value)

(Hedonic Value)
1990)

(Hirschman & Holbrook, 1982)

(Batra & Ahtola,



Kim  (2002)
(2004)

(2003)

Park(2004)

(2005)

3.2
(Kaynak et al., 1996)
Nicosia(1966)
Engel  (1993)

Kotler(1998)

(Oliveira-Castro, 2003)

(Yi & La, 2004)
(Park, 2004 2000 2005)

3.3

(Bennett, 2004)

Pettijohn  (1997)



(2002)

3.4
Urban Spotlight
2001
SMILE-2001
SMILE-2001 Cit e Station
24
4.
4.1
1.
2.
3.
4.2

Park(2004)

(2002)

150

2001

g 5 B
HRERME
.




4.3

4.4
60
350 332 94 % 2005
7
4.5
45.1
Park(2004)
(utilitarian value) (hedonic value)
Babin (1994) Okada(2005) WVoss (2003)
(2005) 15
Likert
1 5
452
Hsu  Hung(2005) Park(2004) (1999) (2002)
(2005) (2002)
24
Likert
1 5
453
12
(nominal scale)
(ordinal scale)
454
Park(2004)

(ratio scale)

4.6



46.1

4.6.2
4.6.2.1 (Item Analysis)
( )
4.6.2.2 (Reliability Analysis)
Cronbacha

Cuieford(1965) Cronbacha  <0.35 0.35
Cronbacha  <0.7 Cronbacha 0.7
4.6.2.3 (Factor Analysis)
4.6.2.4 Pearson (Pearson Product-moment Correlation Analysis)

Pearson
(interval scale) (ratio scale) Pearson
SPSS (SPSS, 2001)
5.
51
51.8 % 48.2 % ( 1) 21~25
41.0 % 26~30 25.3 % 41
1.2 %
50.8 %
23.6 % 14.8 %
20,000 42.3 % 30,001~40,000 20.0 %

20,001~30,000 17.2 % 34.0 %

18.1 % 13.6 %

444 %( 2) 37.6 %

8.5 % 2 28.9

% 1 3 23.5% 4 13.0%
1~2 79.3% 3~4

139 % 5~6 4.2 %



76~125

54.3 % 75 27.8% 126~175 13.1%
38.6 %
29.5 % 7.9%
55.6 % 21.9% 9.7%
52.4% 38.6 %
1
()

51.8 16~20 15.7 55.6
48.2 21~25 41.0 21.9
26~30 25.3 9.7
18.1 31~35 12.1 0.3
13.6 36~40 4.8 0.9
4.2 41~45 1.2 0.6
3.3 1.8
5.1 20,000 42.3 0.3
0.6 20,001~30,000 17.2 0.3
34.0 30,001~40,000 20.0 0.6
1.5 40,001~50,000 121 4.6
0.3 50,001~60,000 4.8 1.2
7.5 60,001~70,000 1.8 2.1

1.8 70,001~80,000 0.9
0.9 80,000 0.9 0.6
2.4 0.3
0.3 () 14.8
23.6
50.8
10.0
89.0 %

22.5%
5.2

(principle component analysis)

(factor analysis)



(Varimax)

(Hair et al., 1998)

2 62%( 3)
2
38.6 1 23.5 7.9
52.4 2 28.9 2.5
3.0 3 23.5 2.2
2.1 4 13.0 1.2
1.8 5 11.1 29.5
0.9 2.2
1.2 75 27.8 7.9
76~125 54.3 3.2
8.5 126~175 13.1 38.6
44.4 176~225 2.3 4.9
4.5 226~275 1.6
1.1 276~325 0.3 1-2 79.3
37.6 325 0.7 3-4 13.9
4.0 5-6 4.2
6 2.5
3
( )
1. 0.854
2. 0.813
3. 0.768
4. 0.610
( )
1. 0.822
2. 0.815
3. 0.727
2.409 1.932
% 34.4 27.6
Cronbach’s alpha 0.766 0.718




5.3

4)
(2005)
4
4.45 4.14
4.44 4.08
4.42 4.08
4.42 4.00
4.30 4.00
4.30 3.98
4.30 3.96
4.29 3.93
4.25 3.86
4.22 3.82
4.18 3.79
4.15 3.62

Hsu

Hung(2005)



Park(2002)
Hsu  Hung(2005)

5.4

Pearson
( 5 Park(2004)

(2005)

0.365" 0.224" 0.2317 0.335"
0.407"" 0.202" 0.273" 0.354"
0.395" 0.218" 0.173" 0.279”
0.3997 0.292" 0.306" 0.360"
0.253" 0.231" 0.288" 0.179”
0.354" 0.252" 0.303” 0.212"
0.361 0.254" 0.163" 0.217"
0.358" 0.166" 0.243" 0.342"
0.157"" 0.320" 0.159™ 0.154™
0.2797 0.269" 0.079 0.438"
0.250" 0.337" 0.120° 0.353"
0.256" 0.240" 0.1857 0.259"

Note:™ = Correlation is significant at the 0.01 level (2-tailed);
= Correlation is significant at the 0.05 level (2-tailed)

Park(2004)



5.5

Park(2005)

Hsu Hung(2005)

Park(2004)
(2005)

Park(2004) (2005)

P P

0.063 0.307 0.123°  0.043
-0.015 0.795  -0.010 0.859

Note: = Correlation significant at the 0.05 level (2-tailed)

Pearson






Babin, B. J., Darden, W. R. & Griffin, M. (1994). Work and/or fun: measuring
hedonic and utilitarian shopping value, Journal of Consumer Research, 20,
644-656.

Batra, R. & Ahtola, O. T. (1990). Measuring the hedonic and utilitarian sources of
consumer attitudes, Marketing Letters, 2, 159-170.

Bennett, D. (2004). The Taiwanese are just like Australians in their loyalty to fast food
outlets, Australasian Marketing Journal, 12(3), 97-103.

Chaudhuri, A. & Morris, B. H. (2001). The chain of effects from brand trust and brand
affect to rand performance: the role of brand loyalty, Journal of Marketing, 65,
81-93.

Cuieford, J. P. (1965). Fundamental statistics in psychology and education. (4™ ed).
New York: McGraw-Hill.

Engel, J. E., Blackwell, R. D. & Kollat, D. T. (1993). Consumer Behavior. (7" ed).
Fort Worth: Dryden Press.

Hair, J. F.,, Anderson, R. E., Tatham, R. L. & Black, W. C. (1998). Multivariate data
analysis. (5™ ed). New Jersey: Prentice-Hall.

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic consumption: emerging
concepts, methods and propositions, Journal of Marketing, 46, 92-101.

Hsu, J. L. & Hung, W. C. (2005). Packed coffee drink consumption and product
attribute preferences of young adults in Taiwan, Food Quality and Preference,
16, 361-367.

Kaynak, E., Kucukemiroglu, O. & Aksoy, S. (1996). Consumer preferences for fast
food outlets in a developing country, Journal of Euro-Marketing, 5, 99-113.

Kim, J. O., Forsythe, S., Gu, Q. & Moon, S. J. (2002). Cross-cultural consumer values,
needs and purchase behavior, The Journal of Consumer Marketing, 19(6),
491-502.

Kotler, P. (1998). Marketing management: analysis, planning and control. New York:
Pretice-Hall.

Nicosia, F. M. (1966). Consumer decision processes: Marketing and advertising
implication. N. J: Prentice-Hall.

Okada, E. M. (2005). Justification effects on consumer choice of hedonic and
utilitarian goods, Journal of Marketing Research, 42, 43-53.

Oliveira-Castro, J. O. (2003). Effects of base price upon search behavior of consumers
in a supermarket: an operant analysis, Journal of Economic Psychology, 24,
637-652.

Park, C. (2004). Efficient or enjoyable? Consumer values of eating-out and fast food
restaurant consumption in Korea, Hospitality Management, 23, 87-94.

Pettijohn, L. S., Pettijohn, C. E. & Luke, R. H. (1997). An evaluation of fast food
restaurant satisfaction: determinants, competitive comparisons and impact on
future patronage, Journal of Restaurant and Foodservice Marketing, 2(3), 3-20.

Rokeach, M. J. (1973). The nature of human values, New York: The Free Press.

SPSS (2001). SPSS. Version 11.0. SPSS Inc., Chicago.

\oss, K. E., Spangenberg, E. R. & Grohmann, B. (2003). Measuring the hedonic and
utilitarian dimensions of consumer attitude, Journal of Marketing Research, 40,
310-320.

Yi, Y. & La, S. (2004). What influences the relationship between customer satisfaction
and repurchase intention? Investigating the effects of adjusted expectations and
customer loyalty, Psychology & Marketing, 21(5), 351-373.

88



91

2005
94 6 25

91

92

93



