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Abstract

The purpose of this study is to compare the potential effects of service quality measured in DAVINCI and
STARBUCKS, which were local and overseas reputable takeout coffee shop brands respectively, upen
customer satisfaction, revisit intention and word-of-mouth(WOM). In order to achieve the goal, a survey was
conducted to total 230 customers who have ever visited and experenced coffee shops in Daegu metropolitan
city, and valid and complete 217 copies of the questionnaire were used for the final data analysis. As a result,
the determinant of customer satisfaction was coffee quality for STARBUCKS(1=94) while it included coffee
quality, reliability and service attitude for DAVINCKn=123). Respondents regarded coffee quality as the most
“important for revisit intention both in STARBUCKS and DAVINCL Also, the determinants of WOM included
coffee quality and reliability for STARBUCKS, and coffee quality and service attitude for DAVINCL In
addition, it was found that the path coefficient of service quality influencing both customer satisfaction and
WOM proved to show partially significant difference between STARBUCKS and DAVINCL
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{Table 1> Demographic characteristics of the respondents

. Total STARBUCKS DAVINCI
Variable Level
n % n % n %
Male 106 48.8 48 511 58 472
Gender o
Female 111 51.2 46 489 65 52.8
Marital Married 35 16.1 16 17.0 19 154
status Single 182 83.9 78 83.0 104 84.6
Under 25 120 55.3 60 63.8 60 48.8
25-34 82 37.8 30 319 52 423
Age
35-44 11 51 2 2.1 9 7.3
Over 45 4 1.8 2 2.1 2 1.6
High school or below 32 2 2.1 5 4.1
Education TWf)—ye%.lr college it 5.1 0 0 11 8.9
University 184 84.8 88 93.6 96 78.0
Graduate school or above 15 69 4 43 11 8.9
Average Under 2,000,000 83 382 40 42.6 43 350
monthly 2,000,000-(Under) 4,000,000 71 327 28 29.8 43 350
income 4,000,000-(Under) 6,000,000 35 16.1 16 17.0 19 15.4
{won) Over 6,000,000 28 12.9 10 10.6 18 14.6
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Varimax rotated

% of variance

Factor Variables MeantSD loading Eigenvalue explained Cronbach’s &
s21 3,501,334 862
$20 3.68+1.238 850
Semvi s2 3.65+1.401 847
- lcte si8 3.79+1.182 784 5.127 24.414 925
counter s13 4.00£1.255 752
s12 3.75:1.230 728
S19 41141.148 597
S16 4.56:1.268 749
$3 457£1.197 726
Service sit 436£1312 715 3708 1508 .
attitude S17 43341206 707
S10 433£1243 692
s4 428+1208 585
S24 497£1276 897
$23 487£1.167 803
i . 14.051 854
Coffee. quality $26 45341206 823 2951
25 492v1218 705
S8 4.60£1.130 782
S5 4.80+1.169 735
iabili : 13.088 864
Reliability s6 4.34+1.199 569 2748
S7 4391254 634

Total variance(%) = 69.636, KMO =900, Bartlett's test=3248.899""

R e 001



2 ApA R By

=7 ekt
TR A9 BKS24), BK(S23),

9n AZEE 8712 gz o Ax 2% Ald o8 T AolthE: AFw

2Ep 2} o

]

0309 DARE, APRE, FHIE 2H 09 vAdT 19

g Adfehe d%oz ARASRRV2 A

Aubdel T4 A AR A% 859, RV2 A F 749

(826), W7ol TFFH(S25)5 0] HAH ] ALF 594 AF % 868), 7Festd o] AWAEFE o
ANFATE 8542 A2 =4 o] &(RV5), TH2ol] 22 HA=E o] &(RV3),
VFERETE ol g8 oF&3t Al 7ol Alu] A E(S8), c‘rﬁ- ATHEH] Yol= 01 HP=E o|&

22 s,

hf RN Al Thel] AT A F(SS),

A& Hola s ds)E(Se), U

Aol Bute] & (RV4), FoBE AL ERVIEC] Za‘%ﬂl‘rl@i

A1E 4 908wy Ao ¥EUQT AR EE 868F A

(87) B°] AxjEo] Asldoz gHatda, A8 el PR g g gl AT
TE 8642 OIAZ =4 JeRdth

Z3o] et A ykA ¢l
7

< e

iy

LATE LR R, TR g4
ANEBA A= <Table 3>3} 2o}, vk
g P gl Ay RAMEEE 69.551%
..
bl

==
=

BAREHE L 90.071%2] A9EE 7IXE Ao
e 2 uskm, o8 AEdA o]&B-HWOML),
?—&*‘JT‘HWOM@ T2 Al A o] A

A
AEde FA olowl ?5‘(W0M2)~°1 A = o]

2
£k
()
—{J
é

yq
&l Aoz Vel #u gl  ©d Ao TEHEND, A EE 942 5
g BFEHCS2), #17 stol] tigh THEHCST), AN Y
2 YHE(CS3), ¥-97]9)] ther

HEHCSY), A LB Au] 2o thE VEH(CS5) %5 3. PAHAZIO] ARREHSEA

Ao R =EHE, AR Es ATAFE 7 A= EF FH #AR
8902=% A veldth AbEelze ek 24 veht Aol AAE A EE I &
;e _S_O]Hk?g_,,} BabdmsEH e

o] A=} ¢

25 /e

= 0 1T

Aoz Jehgs

72.094%2] An A RSk Aoz UERITUKTable 4
3, RV2(AF7HEel A7 FEoF & F2 ASERT 77““%—

{Table 3> Factor analysis of customer satisfaction, revisit intention and word-of-mouth

Varimax rotated % of variance

Factor Variables Mean+SD loading Eigenvalue explained Cronbach’s a
CSs2 4.76+1.217 .885
Customer CS1 4.77+£1.273 856
. . CS4 4.71£1.226 .841 3478 69.551 .890
satisfaction
CS3 4.63x1.252 810
CSs 4.34+1.187 73
KMO =850, Bartlett's test=614.071"
RVS 5.00+1.194 917
Rev1§1t RV3 4.44+1.367 878 5 884 7 094 263
Intention RV4 4.12+1.453 .803
RV1 4.52+1.323 791
KMO =797, Bartlett's test=453.130"
WOML1 4.42+1.226 959
Word-of-Mouth WOM3 4.45+1.178 949 2.702 90.071 944
WOM2 4.44x1.279 939
KMO =765, Bartlett's test=612.123"

Desx p<0.001.
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{Table 4> Results of comelation analyses
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Variable Mean+SD 1 2 3 4 5 6 7
Service encounter 3.782+1.045 1

Service attitude 4404+0978 567 1

Coffee quality 4822+1.015 2667 507 i

Reliability 45311001 599 652" 517 1

Customer satisfaction 464241027 35577 o4 8127 601" 1

Revisit intention 4518+1.132 29377 477 656 42 6147 1
Word-of-mouth 4436x1.165 359 3537 6007 477" 6287 716 1
Darr 50,001,
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{Table 5> Result of the multiple regression analysis on the determinants of customer satisfaction

Dependency variable: Customer satisfaction

Variables STARBUCKS DAVINCI z-statistic

B t VIF B t VIF

Service encounter 098 1.126 2073 -017 -281 1.860 -1.117

Service attitude 141 1.770 1.734 161 2.096" 3.064 080

Coffee quality - 664 126357 1431

Reliability 094 1.063 2115 187 2558 2776 71

R¥(Ad). B) 672(.658) 772(.764)

F(p) 45.645"" 99.871""

Dk p<05, ** p<O1, *** p<001
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{Table 6> Result of the multiple regression analysis on the determinants of revisit intention

Dependency variable: Revisit intention

Variables STARBUCKS DAVINCI z-statistic
B t VIF B t VIF

Service encounter 104 834 2,073 005 063 1.860 -651
Service attitude 165 1.443 1.734 101 908 3.064 -401
Coffee quality 503 4,097 1.995 579 7.608"" 1.431 -267
Reliability -092 -729 2115 128 1212 2776 1.365
R¥(Adj. R 326(.296) 523(.507)

F(p) 10778 323247

Dx p<05, *x p<01, *** p<.001
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{Table 7> Result of the muitiple regression analysis on the determinants of word-of-mouth

Dependency variable: Word-of-mouth

Variables STARBUCKS DAVINCI z-statistic
8 t VIF B t VIF

Service encounter 230 1.871 2.073 024 284 1.860 -1.346
Service attitude -322 -2.864" 1734 232 2113 3064 3.581
Coffee quality 348 2.885" 1.995 649 8.636" 1.431 1.466
Reliability 380 3057 . oqis -114 -1.092 2.776 3078
R¥Adj. RY) 350(.321) 335(.519)

Fp) 12.005™ 33.000™

D% p<05, ** p<0l, *** p<001



22 =zl 8z A 178 Al 132011)

A7 ASAER AFGEHE A o] uf-
Al 3883 e e B2 Blls
X ¢k FA) A Q] B =l ~epH 20 1Y
AAEE Au|aEDo] nAMTE AWE,
o mA= FEe AHRD, 1 JFFH 2}
o B e B2o] gt} ol I ATA]
& 47199 AAEE Bolm, FF FAHY
BN AR-HE AAB] A% 12 EE

Algskedl 927t sk FAAHQ B4E A
H, ZEP 29 gRlA| o] o] X ZpsHs AR
F4o] AATE, APEE, FAL % v]x]E
G AT R T, 0 FEFH Aol & A Eich

S QQENZA Mu|A2FA-Le HAHA)

2, MU 2244, ASEA, 21249 7)) Ao
2 UERa, 4SS, AREeE FHEe
247y AL o= velgth 2E AHdel A4
< 8ol ® A bk ANEze] A
TARM A 349 Ade] de Ao
UebstA| =Y, 7HdEA Al VIFEE o] &3] o
T4 AL gle Aoz FAHct

£ A7 £4ZAF U 28 € AL
o7 2t

AR, M| 2FZ 0] 2AHTNE| v|R]= J g
< 2B 29 TR BT BEHOZ f
Ao et 2epHxo] A9 79 FA0]
AurEe] A aclo g Vel m, ohilx
ADEL, A= 2 A8 22 A7 2
Beeg eyttt o714 ASE
ol viXe YFEL thilA Kot 2P xvt
o 723 Ao 2 Jelyict ol e 3¢ AN E
2 i\ﬂ*— oFsIA| 9, Au] 22 A 2} Alg)do] 1A
UEL olad FAAC AL oz A K]

>
_ﬂ%m

mlm
iy =

2R A& #E slof & Aot AFAH
2 A BARER 2 A AEFAT]
RADES Fole AFQRAAT, TRl 7
S AujzzpA e} AE e e nAES THEA
4 5 dSE g F Utk ole 1‘*4 Hy=o]z|
ok, Au|2xbA e} 2lEl e B B FAe ASH
 #lE A Z A S AT
EA), M| 2aFAe] AE 2 Xl FFF
Ha 2o ‘jr‘ﬂx] TE REHOE foG
Re g vehgrt 2epdxel oilz] 25 AslE
ZAnto] A HHE2| o w46 G A= Ao
2 Uepgta, Mul2gde] ZE gQlo] AHE
o) mAe 4FE oz fle A2 Y
st ek 719de] siEH AdEe 24 A
W2 o2 AR 8918 Ak A9 Thil
F ADEdeld AnEL 2908 FHsHE A
Hl* A 82159 FAFEo| & WAl soHAH
e FE&HR AWNELrt St FEE
ZEpH 20} ThlR] o] mAo] BAAQL Alel7}
= A& AARRIL
AR, Au|2F-o] TRz v FEE
< 220 tlR] BF AR {ofF
Roz Jepsdth AepH20] A9 Au] 2 24,
AT EH, AEdo] P = FolFt Y vl
e Aoz vehga, x| 234 A9 F4,
AU 22 A7F FHexe] AR eRle 2 el
t}h o714 FEsof & H& ez AS A
Q] dFHo] Aol /M & AR Y
Egtthe Aol o) 2 Ahe Bz of
3 mAgo] Aztsle A7 v 28k, ol
3 A27F FHAQ 1AL el e 2 9
sta lthe Aolch dkx|Eh tlx e} 79 4l
Ago] Azl WX G| Kok o
RoeZ Jepton] 7Bt 17 A o
T 2ep20] 2lg o] AR Rl 4
ka e Tl ol wla] vl 23 Ao ek
ol nAEC] e o WES & AIKS
ol 719l E3} B2 0] & PN &

av]

Rul}

_u r\o jﬂ ru\o

.Xl



ZEPH 2

& %ol Bl g Agdo] 7] Wil
veh e ‘E%—_i AtRETh SpARE AR AR
7t RS T njH = sk e gzt AE
2] v)8f o)-¢ 724g Aoz vpepth e &

Ep 2 0) ThIR| o] Blm WA 2E ae A
HEAT [ o] AR E AFAE 2F 8

Qlolm, thylx|e] 75 A F A M| 22447}

FHINEE AEAE 2P etk 28 2
Ho] Azkahe Aol Bold4E T =}
FolE PEE ThIAY nAR oS ¥

A& AR obge] tRlA|e] 30| Al 4ehe
AulzApA] F40] goldeE PN =} Fob
I e 2Pzl aANY ¢ Fre
AR wheba] e e AR Al
Wdﬂ B Fato} gelg ok opv, U A
Bl olx|e] B¢ AT FAa A 2iA
of B2 Fatet A&AQA B 5 dlof & A
gk
A2H o7 ATHMEH e
2B 20 S A ERE
A &5 ARl B2
LAE] TFEE, FHE TF
QEL A7t glom, 2t Bl=e] S|
e 2w, 1 H%Eﬂ L’!OT a}:
olafst=el
A n AR, zﬂ

ol

uN

flo l
h
&
o
=i
md
o
9{&
£
il

wants &

Qe e o A 5184 ekt
9 R A EAE woled Aokt
1, 298] A el ] 2

Faloeka, ThA e A% AulzAe] 3132
oF & Zo|t), & wRAPE ¢ 4 gizo] Ay
A, AAe] BE ABAE M &

o= s AF 8 HludT 23

o
o?:;

?}7&4 /\}7}}40] 5}%}; q]?- 23]
AERIL, ZATRIAE vl Qgiﬂ
3tod Tl Tt A= 3iTh
o719 47l 31“6:":-5‘
FA g w9k AT
Sted T 7@1‘401 A
Me &9 B gAE
ez %?7 o] Fo] o} & Ao|th AlA|, &
AT Mel2FAT 2 ARE, ALEYE
FHE 5 dutA o2 AREE HgE AHEs)
AR, BT Apele nAE] Fataat &)
A7 EE BAFEEH 2 AHES
2olg 77 BeE Ao ARE A, 2
el 2oz ERE I IR
goe AFE AAFUA, ATEA
AERS AolPFe 2t nAsy &
e} Az zztel g
NFAE RaTh FF
e ARl 2Q1¥A

4»
w
Ol

Ak of
b5}
T

04
_J—r" 0{'

r& o r{r

R 2

Il

ox o
ﬂ&
=L

J

>
0
ol
b
2

o FRA

s

F

S
= o

A L - A
Poox

4 g e J
r-l
e
Anit
o
i

K

2

i
b

ol
Yl
or

Xorg e
-4 ]
-
(L
2,

e
4
=
1
%
n
iﬁz

.?.‘L
»org
L
jud
=
i)
B
i)
i,
lo
i
>
2
b
i)
v

Jg A A HE
2 i
o o ®
rir
2
hr)

e
ol
N
o
tjo
e
2
o
2
jn

B orlo Ao B

R, e
2
L,
i
HL
e
-4¥

re
re
_.u
o,
f
a2
[ ro
o,
n)
o,
ol
rlo
b
o
1o,
Ev)
P rZ
_N_‘,

3
e
S
2
oL
Mo
io
7
4 2
T
o

H
A
=)

¥o, | i

< 98l EH%LXI@,Ql 7 9]
A& 230 nAE

L SEE ITHE HE B

1z

o
2 2



24 gzel g A 1778 A 1EQ011)

AHESIATh AHE, nAvkEe] AR gole ~E}
Aol BAS- AQER, thilRle] A$ A9 EA,
A=A a2z ARz 2 et A iEe
59| 750 2329 2epAg vz nE
AR EAZ Jelydrh w3, FAo o] 2y acl
& 2P 0] A A EAY Aoz e
WL, TR 9] 2§ AR E-T Au 2z g o
Ebgttt. obg-2], 2ef a0} thlX| 9] ;o] A
Ztate Mujag o] nAREY Ao 0|
e G e AzASE BEFoz §of
g Apolrt gl Aoz Jelyit)

)

!

0

HEF (2007). 9|4 H]Rte] glo] ZAE)Y o) wpE
M| 2=F o] RANE gl AEe o] B3
AT 71w BAEkel=R, 68-89, A1,

A% 8(2010). ASHEH A& W u7)
o] ALES S X G
A AT BFAG FACE UG A
A=, 73-75, BF

LA (2008 06€ 219Y). ‘U T-E AgA
WPAREE B3l http/Awww.imaeil.cony/
sub_news/sub_news_view.php?news_id=27885
&yy=2008

E12 (2007). AR AR ol gt A4
Ao B AT FAYG Tz
Hien HAEe =, 53, o7

LAY (2009). AL ERH ] ATEATH A
7 o] g4l 7t o857 F A&l vjH)E=
I dT7FEE gt AR, 624,
o

oldlda] 20100d 7€ 299). EZAA|FUI AT 300
T &9 312 Add) FEH oF 33 g7l
gte] Zd3}.  http://efn.edaily.co.kr/Brandnews/
NewsTotalRead.asp?sub_cd=DJ&news-
1d=01728566593039440

o] frAl (2008). Al 2 wHAE A 4% @A) 3}
5, 456-462.

o K

olF L (2007). ASAER S| AMu|2FHol 1A
W& AR v G B A
7. g A =R, 56-109, A2

FYYE (201093 8¢ 11Y). EelA7T, 2LE
4 gle EF AGHEA. htp://article joins.
comy/article/article.asp?Total_ID=4374525

Anderson RE (1973). Consumer Dissatisfaction:
The Effect of Disconfirmed Expectancy on
Perceived Product Performance. J Marketing
Res 10(1): 38-44.

Blodgett JG - Granbois DH - Walters RG (1993).
The effects of perceived justice on complaints'
negative word-of-mouth behavior and repa-
tronage intentions. J Retailing 69(4): 399-428.

Chang DS - Shin CS - Kim MS (2004). A Study on
the Causal Model of Service Quality and
Customers’ Satisfaction and Repurchase Intention
of Korean Fast Food Shops. Korean Academic
Soc Business Administration 33(6):1711-1733.

Collier DA (1995). Modeling the relationships be-
tween process quality errors and overall service
process performance. International J Service
industry Management, 6(4): 4-19.

Cronin JJ - Taylor SA (1992). Measuring service
quality: A reexamination and extension. J
Marketing 56(July): 55-68.

Day RL (1980). Research perspectives on consum-
er complaining behavior. Chicago, IL: AMA
211-215.

Engel JF & Blackwell RIX(1982). Consumer behavior.
New York: Holt, Rinegart & Winston, 501.
Gronroos C (1984). A service quality model and
its marketing implication.

Marketing 18(4). 36-44.

Hart CW - Heskett JL - Sasser EJ (1990). The
profitable art of service recovery. Harvard
Business Rev 68(4); 148-156.

Hellier PK - Geursen GM - Carr RA - Rickard JA
(2003). Customer repurchase intention: A gen-

European J



2B 20} A ) DARHE,

eral structural equation model. European J
Marketing 37(11-12): 1762-1800.

Howard JA + Sheth IN (1969). The theory of buyer
behavior. New York: wiley, 145-150.

Joung KH (2004). The Effect of Family Restaurant's
Service Quality on Customer Satisfaction and
Revisit Intention. Korean J Culinary Res 10(4):
84-95.

Kang SU-Na YS (2004). The Analysis toward
Consumption State, Import and Export in the
World Coffee Market: The Case of Korea,
U.S.A., Japan Market. Korean J Culinary Res
10(3): 65-82.

Kim DJ - Kim GIJ (2010). A Comparative Study
between Product and Service for Process to
Form Intent of Repeat-Visit and Word-of-mouth
-Case of family restaurants in Daegu region.
Korean J Hospitality Administration 19(3):
127-147.

Kim GJ*Byun GI(2010). The Comparison of
Homemade and Foreign Takeout Coffee Shop
Brands in Potential Effects of Their Service
Quality on Satisfaction and Behavioral Intentions
of Customers. Korean J Hospitality Admini-
stration 19(4): 187-206.

Kwon MY - Jung HK - Han DY (2006). A Study
on How Service Quality of Family Restaurant
Exert a Significant Influence Customer Satis-
faction and Revisit Intention. Korea Associ-
ation of Business Education 44(1):65-92.

Lee AJ - Park DH - Park JW (2003). Effect of the
Service Quality of Foodservice Industry on
Customer Satisfaction, Revising Intention, and

Korean J
Hospitality Administration 12(1); 191-213.

Lee HS (1997). Determinants of Perceived Service
Quality: In the Perspective of Judgment Theories.
Korean Academic Soc Business Administration
26(1): 139-154.

Llosa S + Chandon JL - Orsingher C (1998). An en-

Oral  Transmitting  Intention.

AEoE, FHg® ZH 8 vluwAT 25

pirical study of SERVQUAL's dimensionality.
Service Industries J 18(2): 16-44.

Min KH (2009). A Study on the Education
Programs for Employees in Coffee Restaurants
from the Employers’ Viewpoint. Korean J
Culinary Res 15(3): 271-283.

Oliver RL (1980). A cognitive model of the ante-
cedents and consequences of satisfaction
decisions. J Marketing Res 17(4): 460-469.

Parasuraman A - Zeithaml VA - Berry LL (1985).
A conceptual model of service quality & Its
implications for future research. J Marketing
49(4): 41-50.

Zeithaml VA - Parasuraman A - Berry LL (1988).
SERVQUAL: A multiple-item scale for meas-
uring consumer perceptions of service quality.
J Retailing 64(1): 12-40.

Rust RT - Zahorik AJ - Keiningham TL (1995).
Return on quality(ROQ): Making service qual-
ity financially accountable. J Marketing S9(April):
58-70.

Westbrook RA (1981). Sources of consumer sat-
isfaction with retail outlets. J Retailing 57(3):
68-85.

Woodside AG - Frey LL - Daly RT (1989). Linking
service quality, customer satisfaction and be-
havioral intention. J Health Care Marketing 9(4):
5-17.

Yi YJ-La SA (2003). The Relative Effects of
Three Dimensions of Service Quality on CS.
A Comparative Study of Existing vs. Potential
Customers. Korea Marketing Rev 18(4): 67-97.

Zeithaml VA - Bitner MJ (1996). Services market-
ing, New York NY: McGraw-Hill, 8.

20108 9¥ 6¥ A

201013 11€ 139 13} =8
201090 119 249 23} =&
20103 12¢ 159 A A F

o ol oX -{)‘



