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Effects of Food Selection Attribute on Post—purchase Consumer
Behavior in Big Discount Stores
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Abstract

The purpose of this study is to examine the effects of selection attribute in big discount stores upon
post-purchase consumer behavior and provide reference materials required for big discount stores to
develop customer satisfaction strategies. As a result, this study shows the following findings: First,
product-related factors had positive effects on post-purchase consumer behavior. Second, service-related
factors had positive effects on post-purchase consumer behavior. Third, store-related factors had positive
effects on post-purchase consumer behavior. Conclusively, it is advisable that big discount stores provide
a variety of personalized services for customers to create and attract their trust, motivating effective
recommendation to their acquaintances.

Key words : big discount store, post-purchase consumer behavior, product-related factors, store-related
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<{Table 1> Demographic characteristics of the
sample

{Table 2> Results of reliability and validity
analysis

Rati Fact
Classification N ato Classification actor o
(%) load
1~2 times 118 67.0 Reliability 0.757
3~4 times 45 19.9 Product variety 0.726
Average s ¢ times 35 68 Product-— o ity 0.676
number of ) related ) 0.62
.. 7~8 times 6 34 Affordable price 0.608
visit factors
9~10 times 1 0.6 Eigenvalues 2.062
Over 11 times 4 23 % of variance 41.237
Alone 18 10.2 Complaint handling 0.756
c . Family 117 66.5 Employee's kindness 0.691
ompanion ice-
P Friend 61 21.6 Service Business hour 0.684
related o 0.51
Others 13 1.7 6 Counter waiting time 0.443
actors
Less than #10,000 15 8.5 Eigenvalues 1.713
Average cost 7710,000~30,000 57 26.7 % of variance 42.822
of each 30,000 ~50,000 73 28.4 Display conditions 0.770
purchase 50,000 ~100,000 49 27.8 Accessibility 0.693
More than #100,000 15 8.5 Store- Interior environment 0.687
- related o 0.65
Distance 56 31.8 6 Facilities 0.665
actors
Price 78 38.6 Eigenvalues 1.987
Reason of Product 27 15.3 % of variance 49.687
lecting bi
Sf.: ectng big Store image 30 7.4 Recommendation 0.870
discount
Events 8 1.1 Post- Satisfaction 0.839
stores rchase
Services 2 1.1 pu Re-purchase intention 0.835 080
consumer
Others 8 4.5 . Eigenvalues 2.160
behavior
Total 209  100.0 % of variance 72.004
AR {Table 3> Relations between product-related factors

&}a] Cronbach' ¢ A5 A3t Th O 23=
(Table 2)9} 2t}

07l 1 2B
)g—%‘ 1% _8_0 O] :rLUH 3;7_ 8§Eoﬂ L q;qo] og
2 VA Zeleke M 12 AEE Ave

{Table 3)3} 2t}

and post-purchase consumer behavior

Classification b B SE. CR p

Post-

Product- o}sl
urchase

related — P 1.04 0.67 0.20 5.14 0.000%**

factors consumer
behavior

**p<0.001
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{Table 4> Relations between detailed product-
related factors and post-purchase consumer behavior

Product-

related b S.E B t P
factors

(Constant) 0.741  0.188 3.940  0.000
Affordable ) 06 0030 0231 6769 0.000%*
price
z;’st‘;t 0232 0038 0221 6187 0.000%*
Quality  0.161 0034 0.169 4791 0.000%**
Reliability 0.169 0.032 0.195 5299 0.000%*
Sold-out  0.035 0027 0042 1293 0.197

R’ 0.310

62.7627%%

) (0.000)
*%5<0,01.
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{Table 5> Relations between service-related factors
and post-purchase consumer behavior

Classification b B SE. CR. P
. Post-
Service- hase
urc
related P 1.64 0.85 0.70 2.36 0.018**
factors consumer
behavior

#%<0.01.
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{Table 6> Relations between detailed service-
related factors and post-purchase consumer behavior

Service-related

@) 7t 2-4 AS

Al #HE 81 FollA At ti7] AREe T
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(Constant) 1.608 0.155 10.384 0.000 (@) 7t 32 &3
Ermployec’ W B a3l FolA Ao golae 7ol
. 0300 0.041 0.270 7.267 0.000%** 5 FEoll Lxlz]o] odEko 2 -
kindness T ol A JTS v RAolgg= 7}
Business hour 0.080 0.026 0.112 3.048 0.002** 3 302 7A=3 A7, ¥23 AZASE 0.142
Customer
complaint 0.154 0.036 0.162 4269 0.000%** {Table 7> Relations between store-related factors
handling and post-purchase consumer behavior
Counter 0057 0.024 0084 2414 0.016%* Classification b B8 SE CR p
waiting time P
2 Store- ost
R 0.192 purchase
related — 1.07 1.07 034 3.19 0.001%**
F 41.545%* fact consumer
al T
) (0.000) O pehaviors
**p<0.01, ***p<0.001. **%p<0.001.
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{Table 8> Relations between detailed store-related
factors and post-purchase consumer behavior

Store-related
SE t
factors 8 p

(Constant) 1.677 0.133 12.615 0.000%**

Facilities 0.021 0.035 0.021 0.594 0.553
Accessibility 0.099 0.025 0.142  3.949 0.000%**
Display

L 0219 0.037 0225 5924 0.000%%*
conditions
Interi
frerior 0223 0027 0293 8189 0.000%*
environment

R’ 0.261

F 61.796%*
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