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ABSTRACT

Single-person households have emerged as a new class of consumers. The current study examines the behaviors of single-
person household residents and their use of dessert cafes. The study aims to provide dessert cafes with marketing strategies
to develop relevant services. An online survey was conducted in April 2020, targeting 216 single-person households in the
Seoul metropolitan area. Using cluster analysis, food-related lifestyles were classified into three groups: convenience-seeking,
health-seeking, and gourmet-seeking. Factors that affected the choice of dessert cafes were examined, and the cleanliness and
sanitary conditions of the shop (4.44 points) appeared as the most important external factors. The reputation of recommenders
(3.44 points) proved to be more influential than online reviews (3.38 points) for selecting a dessert cafe. Subjects in the
health-seeking group valued healthy menus and considered the calorie and nutrition information (3.54 points), while the
gourmet-seeking group was more concerned with the taste of the dessert (4.63 points) and the visual appearance of the menu
(3.65 points). Women in the gourmet-seeking group showed a strong preference for cakes on the menu. Furthermore, both
the gourmet-seeking group and women placed more importance on the quality than prices of the dessert, as well as the
cleanliness and sanitary conditions of the shop. Results of this study identified that the lifestyle of subjects significantly affects
the selection of dessert cafes and their corresponding preferences.
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Table 1. General characteristics of the subjects
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Variables n %
Male 83 384
Gender
Female 133 61.6
20’s 71 329
30°’s 97 449
Age (yr)
40’s 40 18.5
50°s 8 3.7
Seoul 143 66.2
Area Incheon 9 4.2
Gyeonggido 64 29.6
High school graduate 17 7.8
Junior college 30 13.9
Level of education
University 139 64.4
Graduate school 30 13.9
Office worker 151 69.9
Professional 29 13.4
Occupation Self-employed 17 7.9
Service industrial employees 8 3.7
Student 11 5.1
<200 37 17.2
200~<300 103 47.7
Monthly household income
. 300~<400 53 24.5
(unit: 10,000 won)
400~<500 15 6.9
>500 8 3.7
Total 216 100.0
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Table 2. Factor analysis of food-related lifestyle
. Factor . Eigen Cumulative s
Factors Details loadings Communality value  variance (%) Cronbach’a
I frequently purchase discount products. 0.87 0.79
Factor 1: I often compare prices among similar food items
Economy pare prices among 0.82 0.72 2.295 16.39 0.799
. before making a purchase.
seeking
I tend to prioritize quantity in relation to price. 0.80 0.66
I have a tendency to bu?/ .new food items that look 0.74 0.60
delicious.
Factor 2:
Gourmet I enjoy cooking alone. 0.74 0.61 2293 16.38 0.705
seeking I enjoy dining out at famous restaurant. 0.72 0.58
I enjoy trying new foods. 0.66 0.45
I frequently use health_y foods, natural foods, or 077 0.63
organic foods.
Factor 3:
Health I consider calories and nutrition when eating. 0.76 0.62 2271 16.22 0.727
seeking 1 prefer low-calorie and low-sodium meals. 0.76 0.61
I prefer healthy food prepared with fresh ingredients.  0.59 0.54
I don't spend a lot of time preparing meals. 0.84 0.74
Factor 4 :
I fr 1 h 1 repl HMR
Convenience equently use home meal replacement (HMR) = o) 0.72 2,007 14.33 0.702
. products.
seeking
I often utilize food delivery and takeout services. 0.61 0.62
Kaiser-Meyer-Olkin scale=0.658, Bartlett’s test of sphericity: x’=908.676 (p<0.001).
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Table 3. Result of cluster analysis for dietary lifestyles
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Cluster
. F-value
Variable Convenience seeking Health seeking group Gourmet seeking group ®

group (n=71) (n=83) (n=62)
Factor 1 Economy seeking 0.100"22 —0.428° 0.059° 1(60601091)
14.162™
Factor 2 Gourmet seeking —0.246° —0.190° 0.537" (0'0601)
, 92.971™

Fact Health seeki —0.735° .830° -0.270°
actor 3 ealth seeking 0.735 0.830 0.270 (0.001)
Factor 4 Convenience seeking 0.754* 0.063° —0.949¢ 8(60'905051)

Y Responses using a 5-point scale (I=strongly disagree to 5=strongly agree).
? Different superscript letters are statistically different at p<0.05 by Duncan’s multiple range test.
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Table 4. The usage behavior of dessert cafe according to dietary lifestyle and gender n(%)
Food-related lifestyle Gender
Variables Total Convenience Health Gourmet A value 1 value
Male Female

seeking group seeking group seeking group

Once a month or

ees often 57(26.0)  29(36.6) 19(22.9) 9( 14.5) 3238.6)  25(19.2)

Frequency of 273 Timesina o050 15352 38(45.8) 25403) 971 35(422)  53(40.8) 10980’

) month
visiting (0.037) (0.012)
dessert cafe  (Once in a week  55(25.1)  17(23.9) 1518.1)  2337.1) 12145)  41(31.5)
More than 2 times
. 42 11(13.3 5( 8.1 4 48)  14(10.8
Lo ST (8T 342 133 (8D (48)  140108)
Well-known brand
(franchise ypey 8O SIOLY) 6088 4064s) 57(68.7)  91(68.4)

(I:rzf;ZgEd Typical coffee-shop 5.518" 6.600"
IS’ Stemg (individually 57(264)  17(23.9) 1517.6)  21(33.9)  (0.023) 18217  39(29.3) (0.037)
Y operated stores)

Etc. 1(51)  3(42) 3( 3.5) 1( 1.6) 8(9.6)  3(23)
ToIndulge in —olag ey @24y 31425 33(434) 34(38.6)  52(40.0)

desserts
Reasons for

visiting a  To meets friends  77(35.6)  31(45.6) 24(32.9) 22(289) 10590 37420y  4030.8) 13.740

(0.032) (0.019)
dessert cafe  Ag 4 meeting place  44(19.4)  13(19.1) 11(15.1) 19(25.0) 13(148)  31(23.8)
To spend time  11( 5.1)  2( 2.9) 7( 9.6) 2( 2.6) 445 (54
<5,000 6(28)  2(28) 1( 1.2) 3( 4.8) 448  2( 15)
EXpi‘:ime 5000~<10,000  137(63.4)  45(634)  59(71.1)  33(53.2) 53(63.9)  84(63.2)
purchasing  10,000~<20,000  64(29.6)  20(282)  21(253)  23(37.1) (iigig) 2(265)  42(31.6) (3:?‘7‘1)
(unriie‘jv‘on) 20,000~<30,000  8( 3.7)  4( 5.6) 2 2.4) 2 3.2) 4(48) 4 3.0)
30,000< 1005 0 0.0) 0( 0.0) 1( 1.6) 0(0.0)  1( 0.8)
Alone 56(25.9)  12(169)  27(32.5) 17(27.4) 21(253)  35(26.3)
Family 5(23) 4 5.6) 1( 1.2) 0( 0.0) o224 3(23)
Companion Friend 78(36.1)  32(45.1)  28(33.7) 18(29.0) 23’33% 23(27.7)  55(41.4) ((7):‘52)
Lover 55(255)  15(21.1) 19229)  21(33.9) 29(349)  26(19.5)
Colleague 22(102)  8§(11.3) 8( 9.6) 6( 9.7) 8(9.6)  14(10.5)
Total 216(100)  71(32.9)  83(384)  62(28.7) 83(384)  133(61.6)
* p<0.05.
A2 7K(Sohn IN 2019)¢} WS Zo|gitty AR ¥ Th of W YAE 7hu| WHEo| -5 AT EH, v 3] 7
UAE 7l9|e] HHE o] 5 Bol A= Table 49 2 $ UXNES 9] & HEeth= 25o] 434%2 =4 1}

th AAAoz gAES 9y 98] Zeve 7o) 39.8%  ERdd] uhel, WelFpEe] A9 AFE why] s tAE
2 7P Ek3, O theo R Feke] vhd35%)olvh ok Aol RSt SHel 45.6%=, Btol I wet
FA(19.4%) = o] &3ttt skl o, AR 7] $lE) o] YA E 7h ¥ o] 7} thEA UrE}‘ﬁ A e + 3
B3t SH(G.1%) T2 YRRt A8 glo] Z ek AtHp<0.05). 4Hel s F8 ATE ] S8l
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Table 5. Preferred dessert cafe menu according to dietary lifestyle and gender n(%)
Food-related lifestyle Gender
Variables Total Convenience Health Gourmet 1 value A value
seeking group seeking group seeking group Male Female
Cake 131(60.6) 43(67.6) 46(55.4) 37(59.7) 38(45.8)  93(69.9)
Sandwich 21( 9.7) 2( 2.8) 12(14.5) 7(11.3) 10(12.0)  11( 83)
Scone 19( 8.8) 4( 5.6) 9(10.8) 6( 9.7) 9(10.8)  10( 7.5)
Cookie 10( 4.6) 4( 5.6) 2( 2.4) 4( 6.5) 7(84)  3(23)
Dessert Shaved ice 10( 4.6) 6( 8.5) 3( 3.6) 1( 1.6) 21232" 5( 6.0) 5(3.8) 18662
menu item  Bagel 9( 4.2) 1( 1.4) 6( 7.2) 2032)  (0268) 4048 5038 (0029
Waffle 6( 2.8) 1( 1.4) 2(24) 3( 4.8) 5( 6.0) 1( 0.8)
Toast 4 1.9) 3( 4.2) 1( 1.2) 0( 0.0) 1012)  3(23)
Pancake 3( 14) 1( 1.4) 1( 1.2) 1( 1.6) 2(24) 1( 0.3)
Muffin 3( 1.4) 1( 1.4) 1( 1.2) 1( 1.6) 2(24) 1( 0.8)
Total 216(100) 71(32.9) 83(38.4) 62(28.7) 38(45.8)  93(69.9)

* p<0.05.
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Lee YS(2017)= F/del vl of/d<] Aoz gt A=
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& dzske 2oz & F ok

HZ YA E e Bok AlEa AEskE vyrek gart
A A ekt ®Wgksta 9 em(Kim YJ & Kim HS
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71} Qlelg]ol7t Fasttta rista glom, 7k o] YA
U w3 Aol elA e A4 E gfo] agtAH 2 {0 4]
Zpol & YepfA] ekskeh. Ao whebre wige] A 3
Aol FaAdd el FA@.27d)ET} A @.54%)0] T2
s At S 4 UATHp<0.05).

2= 0]

oM tAE e 22 & dE 5
A4 AR E PR 5 Yo Bus
1

9 % A ST, ol VA ETRE
el 290719k Slelelol s Zasttn Qlalehs A3 fAF
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(3.66%) glo] Zxeldo] 714 Be Jakg wow HolF
P (3.23%)°] 7P AA 9T B Ao YERTh Choi

Table 6. Important factors of choosing a dessert cafe according to dietary lifestyles and gender

Food-related lifestyle Gender
Variables Total Convenience Health Gourmet F(p) tp)
. . . Male Female
seeking group seeking group seeking group
Ambience and . 4227 —1.187
o . 3.9240.78  3.70+0.76"®  3.99+0.71% 4.06+0.85" 3.83:0.92  3.97+0.6
interior design o 7 70£0.7 99+0.7 (0.016) o o7 7 0.237)
4.242" —2.883"
Hygi f sh 4.44+0.64 4.32+0.60 4.39+0.70% 4.63+0.58" 4.27+0.77 4.54+0.53
ygiefie ot shop (0.016) (0.005)
Location of sho 3.78+0.83 3.85+0.86 3.85+0.86 3.74+0.87 0310 3.90+0.76 3.71+0.86 1711
p 3. . . . . . . . (0.734) . . . . (0.089)
4.560" -0.310
i A44+0, 23+0.85° A7+0.80™ 66+0.87° 4240, 460,
Recommendation ~ 3.4440.85 3.23+0.85 3.47+0.80 3.66+0.87 (0.012) 3.4240.86  3.46+0.85 (0.757)
Online search 2.648 —1.414
.38+0. 27+0. .33+0. .60£1.02 .28+0.91 A45+0.
and reviews 3.38+0.88 3.27+0.83 3.33+0.80 3.60+1.0 (0.073) 3.28+0.9 3.45+0.86 (0.159)

Y Each value represents the means and S.D. of using 5-point scale (1: very negative, 5-very positive).
? Means in each column with different superscript letters are significantly different by Duncan’s multiple range test.

* p<0.05, ” p<0.01.
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YJ & Cho YB(2022)2] ellA] YA E 7o #3t g Ho]
HE A= FH A7 7FEo] 124%(47.7%), SNSE -5
ARE A= 742 1147(43.8%), FAC] AF 157(5.8%)
o2 Yeht £ A7Ae} fARE 277 YERTE Kim
KI(2020)& &H|AFEC] YA E 7HE o] &S 53 &1
PETE wr= 5o A4 PHez 8 HAE 719
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AEE golr7] Jste] AR AT Table 72 2t T
A E9] vi4.447)0] 71 Fedttta SHEe L, o2

19l 772 OAE 719 o] eAlE 229

Qg TA D AXAEE274), 2R D HK3.214),
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o ¥lal F a8 AAFTHE AL & 5 ATHp<0.05). T2
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Table 7. Important factors of choosing a dessert cafe menu according to dietary lifestyle and gender

Food-related lifestyle Gender
Variables Total Convenience Health seeking ~ Gourmet F@) t®)
. . Male Female
seeking group group seeking group
Quality and 5,685
freshness of ~ 4.2740.66 4.06+0.71"™  436£0.62°  4.36+0.62° (6 004) 4.1340.73  435+0.61 —0.040953
ingredients ’
4.300" -3.227"
+0.60° 10.65° +0.62° 4
Internal Taste of dessert 4.27+0.66  4.41+0.60 4.34+0.65 4.36+0.62 (0.015) 4.284+0.65  4.55+0.57 (0.001)
factor ok
Nutrition value b a \ 11.205 —1.032
4.4440.62  3.13+0.83 3.544+0.82 2.87+0. 3.13£091  3.26+0.90
of desserts 7209 (0.001) ? ? (0.303)
Low-calories 15.961" —0.568
2.81+0.95  2.77+0.81° 3.18+0.89* 2.34+0.97° 2.76+0.93  2.83+0.96
dessert (0.001) (0.517)
4.560" —-0.936
M i 440, 23£0.85"Y  3.47+0.80° .66+0.87" 540. 640.
enu variety 3.444+0.85  3.234+0.85 3.47+0.80 3.66+0.87 (0.012) 3.54+0.75  3.64+0.73 (0350)
External . ) b . 2.648" 0.144
. . 2710. .33+0. .8240. .660. . .
factor Food styling 3.65+0.88  3.27+0.60 3.33+0.62 3.82+0.34 (0.037) 3.66+£0.80  3.65+0.79 (0.885)
Seasonal b 3.546" —0.125
. 91 131 .53+0.85° .32+0.84° 340, . .
desserts 3.35+0.9 3.13+1.03 3.53+0.85 3.32+0.8 (0.031) 3.34+0.89  3.35+0.93 (0.900)

Y Each value represents the means and S.D. of using 5-point scale (1: very negative, 5-very positive).
? Means in each column with different superscript letters are significantly different by Duncan’s multiple range test.

* p<0.05, " p<0.01, 7 p<0.001.
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