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The Impact of New Media Art on Shaping the Cafe Customer

Experience: Based on the Kano Model
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[Abstract]

This study examines the impact of new media art on customer experience, loyalty, and repurchase intentions in café
environments. As experiential consumption becomes increasingly significant, cafés are adopting immersive and interactive
technologies to strengthen their competitive edge. Using the Kano model, consumer surveys were conducted at three traditional
cafés and three new media art cafés to assess the effect of twelve customer-experience attributes on loyalty and repurchase
intentions. The findings reveal that although new media art offers unique experiences, customers' core expectations remain focused
on a comfortable atmosphere, high-quality coffee, and excellent service. Therefore, new media art should complement rather than
replace traditional café elements. Particularly, augmented reality and interactive projection technologies proved more adaptable than
virtual reality, due to their lower equipment requirements and better integration with physical spaces, thereby enhancing customer
loyalty and repurchase intentions. These findings provide practical insights for café operators and theoretical support for the

broader adoption of new media art technologies.
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Table 1. Cafe consumer experience factors summary
No. Dimension Experience factor Description Citation
. Comfort of seating, air circulation, noise level, and overall spatial
1 Environmental comfort ;
comfort of the café.
) The degree of spatial separation and the extent to which (Waxmaq, 2006[12];
Environmental . . ) h Ferreira et al.,
2 ) Environmental privacy customers can enjoy personal space without external .
experience ) 2021[13]; Min Sun et
disturbances.
| al., 2011[15])
3 Environmental lighting The intensity of lighting inside the café and the harmony of colors
and color harmony used in the interior.
4 Coffee quality ghe tastea aromt';l, textutrr:e 31‘ coffee, as well as the type of coffee (Dhisasmito et al..
— ans and roasting metnod. 2020; Han et al., 2018;
S Product . The taste, freshness, and appearance of the food served at the Kim et al., 2017a;
I . Food quality ; .
experience café. Tapper et al., 2022;
N : . - . Ufer et al., 2019; Wang
6 . . The novelty of the café's menu, including the creativity of unique ) .
Menu innovation drinks or food items. et al., 2025[17]-[22])
7 Service efficiency The speeq at which staff reqund to customer requests and the (Kim et al., 2017b;
time required to complete services.
— Abdul Salam et al.,
8 Service . . The politeness, friendliness, and attentiveness of the staff 2022; Ge et al., 2021;
. Service attitude )
———  experience towards customer needs. Kermanshachi et al.,
. - . 2022[19],[23]-[25];
9 ) ) Communication and interaction between customers and staff, as ’
Staff interaction well as the level of customer engagement by employees. Yuan et al., 2015[16])
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Table 2. Information of surveyed cafés

Café
number

Ranking

Café type City Source Rating

Dazhong

dianping 4.5

Café A Traditional Café Beijing

Café B Traditional Café Shanghai Meituan 4.3

Dazhong

dianping 4.7

Café C Traditional Café Chengdu

New Media Art Café
(Full Hologram, AR
Technology Applied)

Café D Shenzhen | Meituan 4.6

New Media Art Café
(Full Hologram,
VR, AR Technology
Applied)

Café E Shanghai | Meituan 4.2

New Media Art Café
(Full Hologram
Technology
Applied)

Café F Beijing Meituan 4.4
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E 3. ALl AtEl- ol AN SM EE (N=440)
Table 3. Distribution of participants’ socio-demographic characteristics (N=440)

Category Options Frequency Percentage (%)
Male 204 46.36
Gender
Female 236 53.64
Under 18 16 3.64
18-35 160 36.36
Age
35-60 244 55.45
60-80 20 4.55
High school or below 160 36.36
Associate degree 136 30.91
Education level
Bachelor’s degree 84 19.09
Master’s degree or above 60 13.64
Once per 1-7 days 80 18.18
Once per 7-14 days 136 30.91
Café visit frequency
Once per 15-30 days 152 34.55
Once per 30+ days 72 16.36
Professional/technical (teacher, doctor, lawyer, researcher, etc.) 100 22.73
Public sector/corporate employee 80 18.18
Occupation Foreign worker 116 26.36
Freelancer 84 19.09
Others (e.g., homemaker) 60 13.64
Below 50,000 76 17.27
50,000-100,000 168 38.18
100,000-150,000 120 27.27
Annual income (CNY) 150,000-200,000 48 10.91
200,000-300,000 8 1.82
300,000-500,000 4 0.91
Above 500,000 16 3.64
Café A: Traditional Café 72 16.82
Café B: Traditional Café 70 16.36
Café C: Traditional Café 65 15.19
Survey location
Café D: New Media Art Café (Hologram Technology Applied) 78 18.22
Café E: New Media Art Café (Hologram, VR, AR Technology Applied) 71 16.59
Café F: New Media Art Café (Hologram Technology Applied) 72 16.8
Total 440 100.0
2912 FAT) b Be W A(A; attractive), © 7 291 44e o FPoz FRIAQL Y BF
(0; one-dimensional)), &< 79;(1\/[2 must-be), —rx}tﬂ(L = AN EA SAdo] EAISIAY AT v 7l 45
indifferent), 9(R; reverse), #|2]4( Q)Q} 2o oAl 71 I A A vlalshs WA 0R o]Folxlon o] uhe}
71 o PR aNAZL 7 AY gl dhel 8% thee] e vl W) A3 RREES JIE0R S48 TR

@ 8, 24 ARE RSk, e wael Sl weh S 4 3
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Table 4. Kano

wolc|of ofET| FtE 12

"ot Znt 2F CHH|E (N=440)
model evaluation result classification table (N=440)

2

[m]
>
rir
02
ook

F: 7t (Kano) 2 2 7

rc
|0
fu

Negative Question
Very Dissatisfied Dissatisfied Neutral Satisfied Very Satisfied
(1 point) (2 points) (3 points) (4 points) (5 points)
Very Dissatisfied (1 point) Q R R R
Dissatisfied (2 points) M | | | R
Positive :
Question Neutral (3 points) M | | | R
Satisfied (4 points) M | | | R
Very Satisfied (5 points) 0 A A A Q
T 5. 7HH 2H[XF FE 240 It £M1 Better 2 Worse @t (N=440)
Table 5. Kano attributes of café consumer experience factors and better & worse values (N=440)
Dimension Number Item A O M | R Kano | Better | Worse
1 Environmental Comfort 28 53 217 102 40 M 0.182 | -0.675
Environmental |, Environmental Privacy 17 | 203 | 79 | 103 | 38 | 0 | 0.548 |-0.561
experience
3 Environmental Lighting and Color Harmony 68 163 62 115 32 0 0.533 | -0.533
4 VR Technology 103 38 31 238 30 | 0.337 | -0.168
Newmediaart | 5| AR Technology 223 | 87 | 29 | 63 | 38 | A | 0.745 |-0.296
experience
6 Hologram Technology 237 104 18 53 28 A 0.777 |-0.250
7 Coffee Quality 49 63 198 93 37 M 0.224 | -0.641
Product 8 Food Quality 43 | 182 | 68 | 119 | 28 O | 0.574 | -0.559
experience
9 Menu Innovation 77 184 59 82 38 0 0.648 | -0.594
10 Service Efficiency 31 43 203 17 46 M 0.173 | -0.611
Service 11 Service Attitude 22 | 49 | 223 | 76 | 70 M | 0.166 | -0.673
experience
12 Staff Interaction 198 83 39 81 39 A 0.691 | -0.264
99 BRE upgroz 2} W] g 37 v =g 2y A WY T A B, nEAS) A, 29w
skal, Better #k@ Worse #ts Alikste] 7 &2do] a7y ot Asar g Aulzs Al o o] JFEm, o= FH|H
Sreoll vl GBS O U BANAKES B2, o] obEr} ESiEiEhE Weh ks 2AH 8xoltk
wltle} obErl wal AR Asteln HAHel aag 3
D 33 4 7V = YA, olelgk 7| EAR1 M| A~ s AT
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Table 6. Customer loyalty and repurchase intention scores

(N=440)
ltem Mean Standard deviation
Loyalty 4.231 0.872
Repurchase intention 4.032 0.922

7.7t ZE Q¢0lo| 28| ZHEof olxlE I N=440
Table 7. The impact of café experience factors on customer loyalty (N=440)

o] Fh|ol] tigh Adr
QI HEIR. T2 AN Vel &
S

pud
A 73t

Collinearity diagnostics

ltem Regression coefficient 95% CI
VIF Tolerance

Constant 0.129 (1.080) -0.115 ~ 0.373 - -
Overall environment 0.297* (6.948) 0.201 ~ 0.393 3.112 0.320
Coffee quality 0.352" (7.502) 0.267 ~ 0.437 2.865 0.350
AR technology 0.142" (2.521) 0.019 ~ 0.265 2.950 0.338
Interactive projection technology 0.178" (3.812) 0.089 ~ 0.267 2.900 0.345
Sample size 440
R? 0.422
Adjusted R? 0.415
F value F(4, 399) = 324.764, p = 0.000

Note: Dependent variable = Loyalty

D-W value = 1.987

" p<0.05, " p<0.01 The numbers in parentheses represent the t-values.

E 8. 7t ZY 20lo| AH[AF Ty 2| of o|x|l= P& N=440
Table 8. The impact of Café experience factors on customer repurchase intention (N=440)

Collinearity diagnostics

Item Regression coefficient 95% ClI

VIF Tolerance
Constant -0.076 (-0.587) -0.528 ~ 0.376 - -
Interactive projection technology 0.348" (5.611) 0.213 ~ 0.483 4.015 0.249
Environmental comfort 0.248™ (3.874) 0.116 ~ 0.380 3.658 0.274
Coffee guality 0.195" (2.651) 0.050 ~ 0.340 3.825 0.261
Sample size 440
R 0.671
Adjusted R® 0.666
F value F(3, 436) = 271.332, p=0.000

Note: Dependent variable = Repurchase Intention

D-W value = 2.042

" p<0.05, " p<0.01 The numbers in parentheses represent the t-values.

http://dx.doi.org/10.9728/dcs.2025.26.4.957

966



of 0|X|= Y&k 7t (Kano) =2

So

A

C)EIO

Zn

o|C|of ofEJ} FHH D2 A

[
TT

TREIRBETHETTTE + BT EF T oo ®
SRR LRTTET T Ep sEIERSLTTATTLTRE DY PHRZAIRTT AR
g R g K " SR e o o 2o 2T R wp B ooy VM o O
R (R i) I R W T A IR N I R R RN
fEEp TR LERg LECERPRTLLCLRTEETY (FtaE e EeY
N TN T RSN i g R KT A TN TE B RKT B o Y B d e
Ty gt T Eﬂdnu,%taar]ﬂﬂm.% ~ o I & M E o N o R
TR = B e o EN N R N R - - B .
T 3 ‘Dl\zrv‘l_l‘l_lmmﬁ‘l »A;OE_ _/; Of = —~ 0 Jliﬁo‘ul ‘Mﬂy o Vﬁ.a
SEITREITIEYT 5EEiTocRETessIii i hrTR R, 00
T B L Ay TR Y =w g P g MR G E T R N o= ) PR R
R - O foo= <o do T I T Ol 7 o % BN g N oA N
e Ja T o 7 o) Mo op B F g ° W o ol W iy R "ol
_zﬁ%drdrﬂ._zgozﬁmﬂﬁ/h‘_% o o WAy He ﬁoimaE;oﬁuo»_%} e R~ [ m
= AR VoD 5 ol Wy o B Y g B MM %o
Enﬂ dﬂpoIM a8} OME o T \U_Hl o) 1_|~|‘D| 7E ° o ‘I‘Ur 0 ‘,L_oﬁ 3 o EO ﬁo o) c.: e . %dﬂ\la_/l = X
<®BPW S E R oo oo o g T o B, o R op w A o Wl ok g %0 b il fuy
éagaﬂ%ﬁomﬁﬁe MqﬂEMﬂHIJ oy od R I o oy o B wm_auu_v],bt&_. i
4wt @@m@@@x%mzﬁwe;q%wﬂn%aﬂﬂﬂw%ﬂ4%a1m4H%Eza
o R T BN TR - e M B AR S RN EE TN g ook
T A Mo oy X L e N - R T Rl < R )
Boopew,, SEEETBET g mMur«i_cooﬂag1ﬂ%5aﬁﬂ7i%ﬂ;o% NIRRT
W o z#.oﬂmo,maﬂiﬁo#aél7qwlLl&;Qm]ﬂEOtﬂu%oﬂ.u =+ o = HoL_H]inuL R ® o) XV
ToEw Mo - L Gom © Mo N T e ol = of I o Mo T o w® T OUTE W oy <
e T ol I L w A P T L N e
i E R s Lt s PR LR s S ISP E TR Ea oS
TR TNl R O o A [0 T RNl SR B W ROT o] of e D N
mmﬁw%?wﬁ%%mg%@W$@wﬁW%w%mmwgw%»%M%ﬂ%%%%wmaﬁlw
PR E e 0T TR o = 5 b . T Moo @ o Mo TN o L R
wEmw@ﬂ%E%gawﬁﬁww%%zﬁu@%%Haﬂ%%iﬂﬂﬂk;%%@%%%@ﬂﬂ
T WO R e R ﬂgurgﬂ,ﬂiﬂuﬂoﬁe,zﬂé%ﬁ,H%wgl%_%mu}m
NOX o< oo XM W XO N7 Mok b ke T E o B oo W o = o X XITE TN
5o WO R e %0 ol or ol o o kE W T I T
T o o ) — ~ — o R
TEETLATY PLTSPIALTESE crTERTATIAE wMEEaTE
MM@WW%%EQ %Q@@WW%E@@% W%E%M%WH&WE ?Eﬂgawﬁ,ﬂw
N = ) X ~ = . H__ _‘l_‘,l [t —_—
dldﬂiwﬂmwwﬂvmﬁ ;ofi,‘“oz,,%w_q‘lﬂdwﬂlr‘_ée E_E\.W_l,w.o]ﬂLoa%oM_',mLh fral d_ﬂo.Illm_M.o
LD‘I\MM UXO AI W:Oﬂ ‘%H_OBEEL —_ ot 5y 11HAr‘_ﬂﬁU ]‘A#E_ _AHT_\Nﬂ
CEER LY PrasOHU g RS S LSRG SO TEEER T
ﬂ?ﬂqﬁmwnﬁmmﬂ = e T W?%Wﬁr%ﬁmﬁ%mmg T BERY
prablyle M%yﬂmww“ﬂgmﬂﬂ? ulvﬂ,mﬁwt.h T o FET LTk
" R o <R T e " ko =3 . = D o B
mo%ﬂoﬂi%ﬁa_wr,o_uaﬁﬂﬂ_%%uummwrmow 4@%5%%%&#@% @%%WU%@.
G A TR I M T %ﬂmﬂﬂﬁgo?ﬂriﬂn = g
B wmg . O - RN TR I = SR
“ngtlrebatiafeeiiEx sPefiirEsel _~uulEY
RS S PR R R ki PRS- E 0 PR LTS -
~ B ooy S o o T PPN o T W o X X g _ oo o T 8 g N ar
<N g e o e i M g B e T ® o B o W o Mom W OE o Koo m o R M om M o= X
S AL A D oo 0 - mo o el r G A I = S ) T BT
T Ko e % ar e — IF uum_dm < = AL o) N -
-l A X~ o Y =7 o T R T ) BT o o
16 e ” P N TR R =Rk FNMOT ok T e
@i%ﬂ&@%%uﬂ#m%uﬁﬁﬁwﬂ%maz. 4T g WEwit Y fo o o T
eI,  BEXEAZTE Y s R DR R L i
S ErrziZizigodobzeslAar w N S e
| o _
ﬂﬁgﬁ%mﬁlo&% ﬂrﬂuzoa@_{auc.ﬂﬂo_eﬂ'mﬂdﬂ ?%2_@ .]uu_#Oﬁ%@m.ﬁ_.MoﬁmﬂEm#ﬂ
TN 5 B N - I - DI i SRS Gy WA N e T e
ﬂﬂq ]OL.O‘I‘.m,Io#EH_A e ! 71_._|HT_ =l T = fe) jze) = EE,I@.LH Q BR
WA rme I = o N R %Mmﬂ%_a%]xn R om0 g X
PR R R A > %O#EM@W@ﬂ%%@N;%&Mﬁm%%
Ko w2 P H K o E e B R

A 71 -S4, ARl A
http://www.dcs.or.kr

e 7k webd, - g

7} jvlele] o} 7]

967

]

o
R

SHA

5]

Q

=
5

A doE
o)A 2147}

s
2]

3t 1

].

4 2

AR Al 7]

3T

Hell A d A Sal i
™

737l



C|X | 2El = &t5]=&X|(J. DCS) Vol. 26, No. 4, pp. 957-970, Apr. 2025

>{\l
e
N
v
o
:(I)(:“
i)
2

=5
N
i
tlo
i)
o
=5
3 o
-0,

o
=) rx
o &

0
dlo

f

g

o

2

%

i
ol
92
I
et}

i
M
Nl
ol :
S > &

LN

&
%0,
a

L
o,
I

fru
)
ty

St

2

o

N

(o

P§ r

oL

ohy

-

X |d
[

N,
AN

10

ol o o

ox,

22

Ho

=

Ox

Lot

0
O:

R

ol
44

X

i
Kl
13
=
A
W

o M

g
>

O
o
|z
[t
e
i
2
o
ofy
jutad
i

AA, ATE B3] AR
g fprjtio] o}EY} J1¥| a1
HH oz A 5= g1l

& MAYGES F22-8d 3 AN

o & oo

o
ol
o,
kit
i
R}
o4
=)

=
bl Lo

o

o
o,
i
32
v
o,
1o
N ol

Rlorx oo -
~N
z

ro 4

s}

i
o
Lo
2
%0
o

it
2 oon

re
-4
il
A
WE,
ro,
)
)
u)
=
(K
u
2

NS
k)
ol ox O -

oFEE SAIAQl A
e ol AT} Bls 2ho] 1A foizt
4] 7]odh= Aoz Yelhsttt o]
g JQE AN FEES AT

F2 % A QE A
3]

e e

1T’ o

off
ol

Y

|
Ox
ot
o fr

£

:
o
:%
B
=
=
> o
2
do lo oy =

1z

=]

g,
it o
koo

R
ook,
b R [W o

0ot o

THES 58 5 9) o}
soide] okEe] g s ALHoR BAst, of
CRpek A2 929} AR
Fl vhel et 23 vkl ~ekE BEH il 28YS
o]t Ao 3Ae] HAE Q14 Aol A7) ol

E1“
i)
e
fo
)
%0,
£
2
Gl
il
2
o
By
o

s
ol Muj2 FAS ywko g uAwke] A A FolE 73let
I HRE FAEE = Wk oje}, A71AQ AT 9%
© S frieste] Bl=o] A& 7hset dle] 7]9E 4
Ark. X Fk A BA FollA] FrrlTio] o} E V&g 443
Fl7t xpashe an] AES Algskal A
Yakab, mlel 4] Edl=olA 9915 Hshs

oy W
rlo
Y

-1 =

SR, & A v oker) T A AdE
FIANT= Al it gk A AlgekARE 2 b
A AAE SAF AA, AT tide] T AR dAH
lor, - Aol vt =7F 2 sk wfgellA e
ATl dasity, &4, & A7 F2 ] AR v
ol ejEatglon, ol wk a4 Ao YL The
go] EA). G- ATelA= AAl 2H] B dlolEv A
214 Wk A TS Haste] B A e]a xEHQl A
T AdE EEshs Aol dasith B

A 2ol o)Ed AR AL,
& A

—‘]_;_I
r2
-
rlr
o N 4
[
o2 r

o 2
il
of

1= ir_\i

ox I

qo K
N

=
LE

rob

rob

X

N

N

%0, of
:oé

o

=y
4o O ko

ot
<)

2l & WAYF! o
7 ik el ek, B el
of o}= 7)4g wR1% o)

gev, 53 2 4%

nlejo} of=e] o @A)

rol

g =
o

> 7

N
)
=
N
Ho
o2
=
o > ox 1o -

to wa K
R}
-
2
lo,

-
PS g
oSt
oy
|
(2o
2
>,

http://dx.doi.org/10.9728/dcs.2025.26.4.957

e

[1] M. Farshid, J. Paschen, T. Eriksson, and J. Kietzmann, “Go
Boldly!: Explore Augmented Reality (AR), Virtual Reality
(VR), and Mixed Reality (MR) for Business,” Business
Horizons, Vol. 61, No. 5, pp. 657-663, 2018.
https://doi.org/10.1016/j.bushor.2018.05.009

[2] X. Qiao, P. Ren, S. Dustdar, L. Liu, H. Ma, and J. Chen,
“Web AR: A Promising Future for Mobile Augmented
Reality-State of the Art, Challenges, and Insights,”
Proceedings of the IEEE, Vol. 107, No. 4, pp. 651-666,
2019.

[3] N. Chung, H. Han, and Y. Joun, “Tourists’ Intention to Visit
a Destination: The Role of Augmented Reality (AR)
Application for a Heritage Site,” Computers in Human
Behavior, Vol. 50, pp. 588-599, September 2015.
https://doi.org/10.1016/j.chb.2015.02.068

[4] J. Grubert, T. Langlotz, S. Zollmann, and H. Regenbrecht,

Augmented Reality:

Augmented Reality,” IEEE
Transactions on Visualization and Computer Graphics, Vol.
23,  No. 6, pp. 1706-1724,  June  2017.
https://doi.org/10.1109/tvcg.2016.2543720

[5] W. Wei, “Research Progress on Virtual Reality (VR) and
Augmented Reality (AR) In Tourism and Hospitality: A
Critical Review of Publications from 2000 to 2018,”
Journal of Hospitality and Tourism Technology, Vol. 10,
No. 4, pp. 539-570, 2019.

[6] C. Moro, Z. gtromberga, A. Raikos, and A. Stirling, “The
Effectiveness of Virtual and Augmented Reality in Health

“Towards Pervasive

Context-Awareness  in

Sciences and Medical Anatomy,” Anatomical Sciences
Education,  Vol. 10,  No. 6, pp. 549-559,
November/December 2017. https://doi.org/10.1002/ASE.16
96

[7]1 M. Park and J. Yoo, “Effects of Perceived Interactivity of
Augmented Reality on Consumer Responses: A Mental
Imagery Perspective,” Journal of Retailing and Consumer
Services, Vol. 52, 101912,
https://doi.org/10.1016/J.JRETCONSER.2019.101912.

[8] J. Scholz and A. N. Smith, “Augmented Reality: Designing

Maximize

January  2020.

Immersive  Experiences  That Consumer
Engagement,” Business Horizons, Vol. 59, No. 2, pp.
149-161, March 2016. https://doi.org/10.1016/J. BUSHOR.2
015.10.003.

[9] D. R. Chitra, Augmented Reality Changing the Food and
Beverage Industries, in Innovating with Augmented Reality:
Applications in Education and Industry, pp. 53-69,

December 2021. https://doi.org/10.1201/9781003175896-3



TO|C|0f ofET} ZHH 2 A ol o|x|= Fek Fhr(Kano) RH S T|He R

[10] E. Sung, D. 1. D. Han, and Y. K. Choi, “Augmented Reality
Advertising via a Mobile App,” Psychology & Marketing,
Vol. 39, No. 3, pp. 543-558, March 2022,
https://doi.org/10.1002/MAR.21632.

[11] Y. J. Jang, W. G. Kim, and H. Y. Lee, “Coffee Shop
Consumers’ Emotional Attachment and Loyalty to Green
Stores: The Moderating Role of Green Consciousness,”
International Journal of Hospitality Management, Vol. 44,
Pp- 146-156, January 2015.
https://doi.org/10.1016/j.ijhm.2 014.10.001

[12] L. Waxman, “The Coffee Shop: Social and Physical Factors
Influencing Place Attachment,” Journal of Interior Design,
Vol. 31, No. 3, pp. 3553, May 2006.
https://doi.org/10.1111/j.1939-1668.2006.tb00530.x

[13] J. Ferreira, C. Ferreira, and E. Bos, “Spaces of

Consumption, Connection, and Community: Exploring
the Role of the Coffee Shop in Urban Lives,” Geoforum,
Vol. 119, Pp- 21-29, February 2021.
https://doi.org/10.1016/j.geoforum.2020.12.024

[14] E. Kwame Opoku, A. Tham, A. M. Morrison, and M.-J. S.
Wang, “An Exploratory Study of the Experiencescape
Dimensions and Customer Revisit Intentions for Specialty
Urban Coftee Shops,” British Food Journal, Vol. 125, No.
5, pp- 1613-1630, April 2023.
https://doi.org/10.1108/bfj-04 -2022-0361

[15] M.-S. Jeon and O.-J. Park, “The influence of the Physical
Environment of a Coffee Shop on Customer Evaluation
and Satisfaction,” Culinary Science and Hospitality
Research, Vol. 17 No. 5, pp. 42-56, 2011.

[16] B. J. C. Yuan, H-F. Chang, and G-H. Tzeng, “Evaluation of
Service Quality Continuous Improvement in Coffee
Shops,” Human Factors and Ergonomics In Manufacturing
& Service Industries, Vol. 25, No. 1, pp. 1-11, 2015.
https://doi.org/10.1002/hfm.20526

[17] P. P. Dhisasmito and S. Kumar, “Understanding Customer
Loyalty in the Coffee Shop Industry (A Survey in Jakarta,
Indonesia),” British Food Journal, Vol. 122, No. 7, pp.
2253-2271, June 2020. https://doi.org/10.1108/bfj-10-2019
-0763

[18] H. Han, H. N. Nguyen, H. Song, B. L. Chua, S. Lee, and
W. Kim, “Drivers of Brand Loyalty in the Chain Coffee
Shop Industry,” International Journal of Hospitality
Management, Vol. 72, pp. 86-97, June 2018.
https://doi.org/10.1016/j.ijhm.2017.12.011

[19] S.-H. Kim and S. Lee, “Promoting Customers’ Involvement
with Service Brands: Evidence from Coffee Shop
Customers,” Journal of Services Marketing, Vol. 31, No. 7,
pp- 733-744, November 2017. https://doi.org/10.1108/jsm-

03-2016-0133

[20] K. Tapper, K. Yarrow, S. T. Farrar, and K. L. Mandeville,
“Effects of Calorie Labelling and Contextual Factors on
Hypothetical Coffee Shop Menu Choices,” Appetite, Vol.
172, May 2022. https://doi.org/10.1016/j.appet.2022.105963

[21] D. Ufer, W. Lin, and D. L. Ortega, “Personality Traits and
Preferences for Specialty Coffee: Results from a Coffee
Shop Field Experiment,” Food Research International,
Vol. 125, November 2019. https://doi.org/10.1016/j.foodre
$.2019.108504

[22] S. Wang and Y. Song, “A Study on the Aesthetic Tendency
of the YZ Generation in China Toward the Facade Design
of Coffee Shop Buildings,” Buildings, Vol. 15, No. 4, 608,
2025. https://doi.org/10.3390/buildings 15040608

[23] A. Salam and S. Abdiyanti, “Analisis Pengaruh Celebrity
Endorser, Brand Image Dan Brand Trust Terhadap
Keputusan Pembelian (Studi Kasus Pada Konsumen
Wanita Produk Skin Care Merek MS Glow Di Kecamatan
Sumbawa),” Accounting and Management Journal, Vol. 6,
No. 1, pp. 60-68, 2022. https://doi.org/10.33086/amj.v6il.2
204

[24] Y. Ge, Q. Yuan, Y. Wang, and K. Park, “The Structural
Relationship Among Perceived Service Quality, Perceived
Value, and Customer Satisfaction-Focused on Starbucks
Reserve Coffee Shops in Shanghai, China,” Sustainability,
Vol. 13, No. 15, 8633, 2021. https://doi.org/10.3390/sul31
58633

[25] S. Kermanshachi, T. J. Nipa, and H. Nadiri, “Service
Quality Assessment and Enhancement Using Kano
Model,” PLoS Omne, Vol. 17, No. 2, Feburary 2022.
https://doi.org/10.1371/JOURNAL.PONE.0264423

[26] L. Witell, M. Lofgren, and J. J. Dahlgaard, “Theory of
Attractive Quality and the Kano Methodology — The Past,
the Present, and the Future,” Total Quality Management &
Business Excellence, Vol. 24, No. 11-12, pp. 1241-1252,
June 2013. https://doi.org/10.1080/14783363.2013.791117

[27] G. Tontini, K. S. Sgilen, and A. Silveira, “How Do
Interactions of Kano Model Attributes Affect Customer
Satisfaction? An Analysis Based on Psychological
Foundations,” Total Quality Management & Business
Excellence, Vol. 24, No. 11-12, pp. 1253-1271, September
2013. https://doi.org/10.1080/14783363.2013.836790

[28] M.-Y. Ma, C.-W. Chen, and Y.-M. Chang, “Using Kano
Model to Differentiate Between Future Vehicle-Driving
Services,” International Journal of Industrial Ergonomics,
Vol. 69, Pp. 142-152, January 2019.
https://doi.org/10.1016/j.ergon.2018.11.003

[29] A. Pandey, R. Sahu, and Y. Joshi, “Kano Model

http://www.dcs.or.kr



C|X | 2El = &t5]=&X|(J. DCS) Vol. 26, No. 4, pp. 957-970, Apr. 2025

Application in the Tourism Industry: A Systematic QA (Tian jing Wu)
Literature Review,” Journal of Quality Assurance in
Hospitality & Tourism, Vol. 23, No. 1, pp. 1-31, 2022.
https://doi.org/10.1080/1528008x.2020.1839995

[30] W. D. Hoyer, M. Kroschke, B. Schmitt, K. Kraume, and V.

Shankar, “Transforming the Customer Experience Through

20223 : Lishui University AMR A3
(Al &AL

New Technologies,” Journal of International Marketing,
Vol. 51, No. 1 op. 57-71, 2022 2018\ ~2022\d: Lishui University A% & (o314}
20233~ Al gL Frjtelole st

# A ok 1 vt ool 24 wt]of

https://doi.org/10.1016/j.intmar.2020.04.001

http://dx.doi.org/10.9728/dcs.2025.26.4.957 970



	뉴미디어 아트가 카페 고객 경험 형성에 미치는 영향: 카노(Kano) 모델을 기반으로
	요약
	Abstract
	Ⅰ. 서론
	Ⅱ. 이론 배경
	Ⅲ. 연구 설계
	Ⅳ. 연구 결과
	Ⅴ. 결론
	참고문헌


