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ABSTRACT

This study measured the effects of coffee brewing education, verified the consumer’s
evaluation and satisfaction with the education program, and confirmed the factors
affecting the satisfaction of the education program. The coffee brewing education
for this study was conducted for 12 weeks in Daejeon, and the results of 136 people
were collected and analyzed. The results showed that after coffee brewing education,
the preference for coffee and taste changed. In addition, the level of coffee knowledge,
attitude, and skill, which are subjective coffee competencies of the participants,
increased. In particular, the factors affecting the satisfaction of coffee brewing
education were the coffee attitude, helping to distinguish fresh coffee, and confirming
the coffee extraction variable through a comparison with others.
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Table 1. Demographic characteristics and motivation of the education participants

Variables N(%) Variables M(SD)

Male 18(13.2) To know and drink coffee 4.27( 0.75)
Gender

Female 118(86.8) To increase hobbies and to improve culture  4.01( 0.78)

20s 5(3.7) . To want coffee brewing at home 4.16( 0.79)

Educational

30s 31(22.8)  participation To taste a variety of coffee 4.30( 0.70)
Age 40s 62(45.7) PUPOE To prepare for business 2.54( 1.12)

50s 32(23.5) An acquaintance recommended 1.63( 0.80)

60s 6( 4.4) To have a seat left 1.40( 0.73)
Coffee 1 cup/day 45(33.1) S Cultural center 45(33.10)
drinking 2 cups/day 63(46.3) platcea ond Lifelong education center 56(41.20)
frequency 31/ day 25(18.4) Private education center 34(25.00)
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Table 2. Changes in coffee preferences before and after training

Measurement B(-ef(‘)re A A.ft-er A
training training
Brewing coffee 2.4500.96) 4.0100.72) -14.0117"
Capsule coffee 2.37(1.07)  2.29(0.93) 1.064
Zzpe Cold brew coffee 2470086 254095 ~0.933
coffee Americano/latte drinks sold in coffee shop 4.0000.77)  3.80(0.90) 2.907""
Instant coffee powder 2.25(1.13) 175097  7.392""
RTD coffee 2.22(0.88) 1.90(0.86) 4386
High—quality coffee is extracted & consumed directly at home. 2.46(1.26) 4.18(0.79) -13.801"""
Value the brand and use a high—priced franchise with many benefits.  2.65(1.01)  2.55(0.92) 1.074
cclrci)rflflffng Use a low—priced franchise with an emphasis on price and quantity.  2.15(0.97)  1.88(0.72) 3.587""
place Use an independent busines's cafe that takes advantage of the 358(0.69) 3.83(0.75) -4.467
atmosphere and personality.
Use roasting spencialty café for drinking fresh, professional coffee.  3.18(0.90)  4.02(0.94) -9.869"""
Sourness 2.13(0.99) 3.65(0.99) -13.542"""
Bitterness 2.67(1.04) 2.73(0.84) -0.570
Coffee -
flavor Body 3.04(1.00) 4.11(0.65) -11.552
Complex flavors 2.53(0.85) 4.38(0.58) -21.446"""
Preferred taste of coffee producing countries 2.21(0.99) 4.1500.76) -18.367"""

“p<0.01, "

"p<0.001 / *=Mean(sd)
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Table 3. Results of factor analysis of coffee consumer competency

Factors  Variables Mean  Factor Eigen Cummunalative Cronba
(SD)  loading value % —ch’s a
Understanding the difference of production 4.26(0.62) 0.646
Understanding the difference in the processing method 4.20(0.59)  0.660
Understanding the variety of coffee 4.06(0.73)  0.567
Coffee Understand%ng the c?ffee pers-onahty 4 4.45(0.59) 0.713 4,939 24.695 0.899
knowledge Understanding the difference in brewing tools 4.54(0.54) 0.748
Understanding the difference in water temperature 4.53(0.54) 0.672
Understanding the difference in griding size 4.55(0.62) 0.807
Understanding the difference in the roasting level 4.60(0.57) 0.748
The pleasure of knowing and drinking coffee 4.54(0.57) 0.594
The importance of the taste in café 4.40(0.70)  0.651
Changes in brewing coffee needs 4.14(0.81) 0.713
aCt(t)ifti:Ze Understanding the price of brewing coffee 4.49(0.56) 0.698 3.786 43.625 0.854
Variable according to extractor 4.60(0.53)  0.551
Need for premium coffee 4.19(0.73)  0.635
Roastery café preference when purchasing coffee beans 4.56(0.62) 0.731
Using transmission equipment 4.31(0.72) 0.661
COffcje Using immersion equipment 3.94(0.89) 0.803
fer:s:;i . Using other extraction tools 411074 0799 3158  59.416 0.827
(skilD) Preferred extraction tools 4.21(0.85) 0.707
Planning extraction 4.23(0.68) 0.503
KMO=0.914, Bartlett test=1461.328(p<0.000)
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Table 4. Evaluation and satisfaction of coffee brewing education

Variables Mean(SD)
Benefits from increasing coffee common sense 4.45(0.56)

Coffe.e Benefits from home roasting experience 4.51(0.58)

brewm.g Benefits to be able to know my coffee taste 4.54(0.57)

education i . .

effect Benefits to be able to judge the condition of fresh coffee 4.49(0.66)

evaluation ~ DBenefits to be able to choose the extraction tool suit me. 4.55(0.61)

Benefits to be able to check the extracted variables through the comparison with others 4.54(0.58)

Education satisfaction

4.58(0.62)
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Table 5. Factors affecting coffee brewing education satisfaction

Variable B Standard Beta t
error
Constant -0.036  0.414 -0.087
Knowledge 0.029  0.127 0.022 0.226
Coffee . ae
Coffee attitude 0.349  0.125 0.270 2.793
competency
Brewing technique(skill) 0.079  0.083 0.077 0.949
Benefits from increasing coffee common sense 0.046  0.089 0.041 0.515
Coffee Benefits from home roasting experience 0.036  0.075 0.034 0.481
brewing Benefits to be able to know my coffee taste -0.002  0.093  -0.001  -0.017

education  Benefits to be able to judge the condition of fresh coffee 0.225  0.088 0.240 2.544
Benefits to be able to choose the extraction tool suit me. 0.099 0.090 0.098 1.101

effect
evaluation

%

Benefits to be able to check the extracted variables through .

the comparison with others

0.176  0.086 0.166 2.043

F=17.403(p<0.001), Adjusted R?=0.517 / "p<0.05, ~"p<0.01
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