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1A Aol td Bh A el Jee E slolh

woAeld s AWS BAAD o] HLAGe] WA 4
Aazat}Aaﬂﬂo7hﬂﬂ%¢ﬁ@ﬁzﬂmfwﬁﬂaiwﬁ1ﬂ
domA A, AAA, AAA, A, BAA AP Folsns @
.

Childers et al.(2001)> =2}Ql 3o A 7FA7F Heo] ddFs
vk sQleh ek, APl AAAA 87 MYEE Ao, o=
A=x 2|2 BlEel AAo] Hof 3 2™ (Pullman and Gross, 2004),
AE &sgol A olfdh Audar Sl FAHE Aol HHeet =¥
of g&& v Zthar 3 (Menon and Kahn, 2002).

Schmit(2003)& H#A=9] AwA <l Aol AH|xtel HAl= ko] 4
AR FuRAE gg"Hsr] flg i skQlal, Brakus et

=
al.(2009)& BA= AFS 1%‘6}{— FANA oW AZF FoF HAE=E
7]

_v;

ol 7(2010)-_4 HA= S 7”41*, g A, 3

2 3
om Wy HAE ool BAZ FEF A wAA AW A

o BE AYe] olFel felg Fg Aty sk FA% - o] 4H
L AATAY, B}

[e]
(2011)2 3AF BU=ESES o= A4st Ayt
A", BAvAEe] BA= of 2o o3t JgFS

[e2xe]
thouebA thedt 2o e 44T 5 A
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AT E 7S S8 A FAAS Fe= e 7]
Fo] A AFE nE o R Jdd Mg AEs SHTES AAsa
EE ol MEE o YRom SAse dd@Fom 4T A
AT = Qe SAA 93 34 dAAtes WA ST (Bagozzi and
Yi, 1988)

1) A A

2 A= FHAlOl digk AP A TEA] 2R ANl gisiA gt A
H7MA = AA F VA 4R AYAYE Y HAFAder Fistal ).
3 7HAY F8% st < 74 (value shopping)©] #ghof A

Hap A 7/Mlgo e e ade de A de AdS #
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2) A=A

A TS Brakus et al.(2009)2] AFE vl o= 0}04 A=A 1A
st HgFAgor ALYt FtodA AA He EAS st
o w A3t Brakus et al.(2009) 5\—”04(2010)9] ATE

wete] Aol AFHE FAAA A, AN AP, AAH A
o

D)

A

7H #2A Ay
Brakus et al.(2009)¢] A& #33dte] oS3 e 37 =S #HA
E 74 HE(1="Hd38 2" Fo}, 7=""|§ 2Z2})2 A3

(1) of 7=
(2) Y= #A4H oz of 7}

(3) °f 7F

) AAA AY
Brakus et al.(2009)¢] A& #33dte] oS3 e 37 =S #A
E 74 HE(1="d38 2" &}, 7="v|§ 222 SA33

(1) o] 7sle FAAL WS Fuach
(2) °] AL B3Y Yol Lojur}
(3) o] FdlE BYAQ FLrolL,

o) A" A
Brakus et al.(2009)¢] A& #33dte] oS3 e 37 FES #A
E 74 HE(1="d38 2" Fo}, 7=""|F 222 A3
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(1) of Zhlell A o= A2 (FE)HA =



) W5 A

Brakus et al.(2009)9] A+& Farste] o3

E7d Ax(1="ds 1%~

(1) o] MM = st Frej7F dojutry,
(2) o] 7t A &3] o FHE = HA dAn
ul) #AA A
Brakus et al.(2009)¢] AFE Faste] v 2
E 78 HA=(1="d3 %A &}, 7="1¢ 2€})HE
(1) o] 7tol& FallA s dA7 A
(2) o] ZtalAlA A& o] A



3) 7H wjH =

AT FHE AE 846 #g ARHSsE JE iy EE T4
o2 HF3AY. Teller and Reutterer(2008), $4<1(2010)9] A+E
Ediz Jheel d& =71= wigs 7He B, ghe 5A A TH oS
s FAHOE AU

71) Zhel =
Serverin et al.(2001)9] A& Frasle] o3 22 17 $52 g
AL 78 AR(="4% 184 g}, 7= TG S0,

(1) o] 7sl2 ol ga Aste BHiY),

) 7 8% ek

Serverin et al.(2001)¢] AFE FHaste] o3 2 27 g5 7
] [e)

AE 74 AL (1="238 21¥g=x

(1) gdozx

o] =
(2) o 7HlE FFol= vl W Aol
) 7 o5 ox
Serverin et al.(2001)9] AFE Fadle] g3 2 27 &S ¢

AE 73 AE(="4F 284 G, 7= aHg)R ST,

(1) o AAAANA AR Bl o] FHh
(2) thgol E e FulE S 2 Aol



Al 3d A8 FF

BoATE A AReds YNNG ASAHOR o] oS0l
el W Ee] WA E G ote BAow rh B ATE AW AR

FHe A AZdE A ol% APol Yt HAL FHoE A
Ystsict.
MEAE F 2005370 WREAT, 18658 AEAS Hrtgom, o

S5 Z B St HAEAE A8 17552 HEZ B ALY

FRE B dnkd EA4S gR1s] A datEA WEREAS A
o1 —1]oll AA A

AA SHA TolA 928(52.6%)°] ARk, 837 (47.4%)°] FAR o
2ot @2ke] mlgo] v S2shAl e

SHAS] o= 20~24417F 10978(62.3%) o2 7 @kar, 20t] H
T 359 (20.0%), 25~29A4] 279 (15.4%), 30t) o4 49 (2.3%)2 A
A SHA T oF 80%7F 20t AE & 5 3

SHAY AT gt Aol 1429%(81.1%) o= 7PE wWokow,
A/ qu =2 99 (5.1%), A2 8% (4.6%), w2 4% (2.3%), T4 3
H(1.7%), 71} 9%8(5.2%) .= YE}STY.

3 o i Ay, SECEAE I 53 BE"E AEuLe
50,001~100,00099 0] 497 (28.1%)°.= 7 @Skl 40,001~50,000Y
o] 379 (21.1%) 2= vl AA SEAe] dAvk JrQl 49.2%7F 719 ¢}
x| EH]go] 40,001404 100,0009F 9 Apo]el Ao = el
20,001~30,000¢ ©] 247 (13.8%), 1~10,0009 189 (10.3%),
10,001~20,0009 169 (9.1%),  30,001~40,0000 15" (8.6%),
100,001~200,0009 107 (5.8%), 200,001~500,000¢ 6% (3.5%)o=
e T

i



#4-1] 229 Ak 54
T HIE=(Y) H & (%)
= 83 47.4
23 o] =} 92 52.6
Total 175 100.0
204) w|wk 35 20.0
20~24 109 62.3
L}o] 25~29 27 15.4
30t o)A 4 2.3
Total 175 100.0
i eH() A 142 81.1
Fufj /A 1] 2= 2] 9 5.1
AR 4 2.3
ekl AHEA] 8 4.6
FH 3 1.7
71 e} 9 5.2
Total 175 100.0
1€9~10,0009 18 10.3
10,001€9~20,000¢ 16 9.1
20,0019~30,000¢! 24 13.8
30,00199~40,000¢ 15 8.6
ﬂﬁ](’ﬁfé* :E_)“] 40,00191~50,000¢) 37 211
50,0019~100,000¢ 49 28.1
100,001€9~200,000¢ 10 5.8
200,0019~500,000¢ 6 3.5
Total 175 100
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2) AFEA 4

B0 FHH OB WAL oF TN SYYREC HF o
& WEE AAsA wgstsle Bastel NHEE WG Bast A

ANH LS SHss Yo rs F2 dHEA (test—retest method)
I WA A3 =AM (internal consistency method), IFE-E-SHH
(split—half method) T©°] +2 &85 At} FAASEEY] W A4
TR 3t H7ME ¢ste] U¥b4 o2 Cronbach AlphaEs &-83f+=d], &
ATl A% Cronbach Alpha AlFE AM&ste] =% H7ME TR0
Cronbach Alpha A& SAEEY] 2SS Hrlsts d Ao 7 B

FA ol kS e o] ®o] AFEE 1 dtH(Carmines & Zeller, 1979).



Cronbach's
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e g ga&4os 2 B8 Fued
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Ag o] Zteel A Al 7\] %
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o] FtHo= W7
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V== =9

of sl AAAQ WL Furgc

4A4 o] Zhlel M= A ddol dojdtt .926
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o] FAsol A st Wil AT

olo 1= o] Fl¥|E o]&3 A At}

= o] FHHE T o) v Al WHE3 Aot} 914

chgol wogEaA el s d el

Nunnally(1978)+ Cronbach‘s Alpha A4¢] AA AFEE 712 AF
wokE 0.80 o], &8 AT ok 0.90 o4, AE] 3 Hof= 0.60 ©]
ol EHojoF gtthal A|AlsATE i AT A=Y AR [ 4-4]
4,
#2443, Cronbach Alpha Al &-&83 AHAA S FAMES 0.60
oA thE FTAMNEL 0.80 oo w RE dho] AgHor AlFst =
]
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7hH AYAE a9 B &4
AeAd Ay SAEGA A &gl eIy Axes [2¥ 4-1]
7 b 2?=12.591(df=8, p=0.000)2 YElstch. SHRH et 2%
o] oA YEhtar o (p<0.01), o]& Fio Ar|9l wdl H3HA
of ?7sl= 2 GFI(goodness—of—fit index), AGFI(Adjusted Goodness
of Fit index), CFI(comparative fit index), NFI(Normed fit index) &2
2 REAANEE Hrtste Zlo] A dslth(Bagozzi and Yi, 1988).
HolAlg  aclel tiE oy ecliAel Axs  Folsr,
GFI=0.976, AGFI=0.938, CFI=0.981, NFI 0.950, RMSEA=0.057= 4t
Z=28$ AT EE HoF=3 ¢Jth. RMSEA(root mean square error of
approximation)+< 2?9 SAIF HAIE SES7] S8l siEE A 3RSt
Steiger(1990)% RMSEA o] 0.1Rt} 2ow dolHE & AF A7),
0.05H T #towm wje- 2 A3 Al7|H, 0.01Hu 2o 7pg o=l
Ageota sioith. webd FE7NE Y SRS dAl= A HlolE ¢

h
[e) fe) <
25 & 4 U

L
oo

Al
1=}
a

= vl
v7 O|AHEE v2
0.571
(0.084)
v8 v3

Agtd A E AP
22=12.591(df=8, p=0.127), z*/DF(Q%t)=1.574,
GFI1=0.976, AGFI=0.938, CF1=0.981, NFI=0.950, RMSEA=0.057

F) *TAE 0=0.05 F=d A 593

«
()eke] A= EE=2A4 Y




HojAlgd Q9lo] 23 #lH Qi Me Algst Ayp FAHEYI
e A2 AuEW, 22=12.591(df=8, p=0.000) 2x}Y¥ Q21¢ =4
e RB3w X522 Folsww, GFI=0.976, AGFI=0.938, CFI=0.981,
NFI=0.950, RMSEA=0.057% WFg w3l H3es pojaa o) u

[e)

B A SHGE WA AA dolE e PR o & vk

Holx =

AdA A}E AP
22=12.591(df=8, p=0.127), 2*/DF(Q%t)=1.574,
GFI=0.976, AGFI=0.938, CFI=0.981, NFI=0.950, RMSEA=0.057

F) *EAE 0=0.05 FEolA o
()ere] A= FFL A
(29 4-2] A9AF 2 22k FIH alieA] Ax
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v20

NFI=0.998,

=0.000

AGFI=0.991,
0.555
(0.066)

1.032(df=4, p=0.905), z%/DF(Q%})=0.258,

GFI=0.998, AGFI=0.991, CFI=1.000, NFI=0.998, RMSEA

2 4

GFI1=0.998,

T

vi12
v13

0.905),
RMSEA=0.0002.2 v}
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AehAd 8209 2244 Q’?lx—i QoRAS A3 Ay}, =AH1RF
Boe A4E Aud, 2=1.032(df=4, p=0.905) 220 @9lo] =4
e Haln 242 Folgrd, GFI=0.998, AGFI=0.991, CFI=1.000,

NFI=0.998, RMSEA=0.0002.2 ©vj$ w3k whsl A3 e E HolFa Q)
o wmetd FAAES S4FEe B A dol

(e}
2R

o
to
_{
%
ittt
ftllo
e
4 3

vi2 v13 v14 v20 v21

Agd AP A
2?2=1.032(df=4, p=0.905), 2°/DF(Q%t)=0.258,
GFI=0.998, AGFI=0.991, CFI=1.000, NFI=0.998, RMSEA=0.000

()gke] $AE BEAY
[ 4—4] AFA AL 2309 FAH 2ARA A3}



vh AA SRR By 24

AAEPe] @ FAH folwA Ase SARY YR A5E I
B, 2*=16.676(df=11, p=0.118), GFI=0.975, AGFI=0.937,
CFI=0.988, NFI=0.967, RMSEA=0.054%2 vu}j% "w£g qkst H3e s
wolFa gk web AT SAGER BAE A4 delHet

o O o 2~
gEe ¢ % 9l

=
T, i SAWSY HEFAIFEE, AVE(average  variance
extracted) 7} JAFAA 219l AVE #£(0.440)S A€ 3Fal, Bagozzi and
Yi(1988) A 7|EA(HFAFE 0.6 o], AVE 0.5 o] hHE T4

713 Qe [ 4-510] 3914 cl®ale] Ass AlAsheint,

U
(o]

[ 4-5] AA S4EFe /M= 3 CFA 27
= 2] B} B |7 |l = 0 % =
29 | SALE EEAAA EER ¥ pk | gme | AVE
a8 .682 103 6.604 sk
oA 611 440
AALAA | 644 .095 6.757 k%
A=A 1.166 241 4.840 sk
FetAE 679 522
HA A .839 191 4.385 Kotk
v23 1.004 077 | 13.021 | s
==R=d v25 1.104 075 | 14.676 | #xx 915 783
v26 1.188 075 | 15.774 | #xx
22=16.676(df=11, p=0.118), z?/DF(Q%k)=1.516,
GFI1=0.975, AGFI=0.937, CFI=0.988, NFI=0.967, RMSEA=0.054




SAEAEEY Y FAMNEES 45 = BF SAZYew
osle] SA4EgEe] FHETAHS ST L g 79
BAA = T ¢ AFY AFF($E2SE) 1.00] ETE A 9
(Anderson and Gerbing, 1988), 7/37ldE°l lstth= 7HE S 717
T A HA FAANEETY SEEE Aol & At

(3 4-6] AA 747 ko] @ WEH~
T z§ qxAd | AA A4 e
a8 1

0.434

Ol A} A A

R (0.104) 1

4 0.192 0.412 )

(0.100) (0.131)
0.139 0.237 0.565

277

27 (0.090) (0.115) (0.187) !

o2 0.291 0.344 0.002 0.084 )

o (0.083) (0.101) (0.109) (0.097)
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A5 d AF7HEe AF

wojof ith. ARG A Hrb= dubHor dujE A, dnt

H g
4 AFE, AFmge] wpTze ARE 5 A /N olReur

Ei
ol 59 @2} #4F(negative error variance)©| <&#)3d}k
1R 2 gho] SleA, AaaA7E 1o HeA X T 29843

2)
AAY F A fle7h ET Ak (standard error)= YUY & #t

o] U¥ 2 =
o] 97t B Belshs Agjo] Wil o] TojAok Frt,
olel g aln] /|F] o FA EAZL Q= Aow AHHw, mPe] A

A9 APE /1FS Fedshof s, /AL A 2ge] folsA 2

H LS
ofof Fvh. = HAAE AFEIH vlolHAM FAHE BA Arolol o]
[e3]

# Aol7} glorw ¥ mae] gri: %7}@3 712k E A erolof w.

(AGFI), =%A4=(incremental fit index), %Zﬁ?} D ]-Ol(RMR) A%
A5 (coefficients of determination) SollA] TS whdl =27} Ao ok
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ABSTRACT

Effects of Convenience Experience and Hedonic
Experience Factors on Cafe Attractiveness

Kim, Jae—Hwan

Major in International Business
Dept. of International Trade
The Graduate School

Hansung University

This study aims to divide the customer experience elements into
convenience and hedonic experiences and model them as
two—dimensional hierarchical structures to verify empirically.
Specifically, two basic dimensions of customer experience were
presented: convenience and hedonic experiences. The two basic
dimensions are modeled as consisting of three and five
sub—dimensions, respectively. The lower levels of convenience
experience Include decision—making convenience, information access
convenience, utility convenience, and hedonic experience, including
sensory experience, emotional experience, cognitive experience,
behavioral experience, and relational experience. Through empirical
verification of the two—dimensional hierarchy of customer experience

presented in this study, the effect of convenience and hedonic



experience factors on cafe attractiveness was identified.

Of the 200 surveys distributed for analysis, a total of 175
pieces of data were used for the final analysis, except for 14 parts
that were not collected or were unreliable. Screening and refinement
of measured items, reliability analysis and feasibility analysis were
conducted. According to the analysis of the factors, the convenience
experience factors consisted of decision—making convenience and
utility convenience, and the hedonic experience factors consisted of
emotional experience and related experiences. Correlation analysis and
covariance structural model analysis were used for hypothesis testing
in this study.

The analysis confirmed that the convenience experience factor
had a positive effect on the cafe's attractiveness. In addition, it was
confirmed that the factors of hedonic experience were not statistically
significant.

The results of these studies are meaningful in identifying the
differences in customer experience factors in cafe attractiveness,
providing information that can be helpful in terms of cafe operation,

and presenting direction for future marketing strategies.

Key words : Convenience Experience, Hedonic Experience, Cafe

Attractiveness
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