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Effects of Perceived Choice Attributes in Traditional Markets and Relationship

Quality: Moderating Effects of Consumption Emotion and Consumer’s Value
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Abstract

Purpose - This study examines college students’ perceived choice
attributes in traditional markets and the relationship quality. We study
the relationships between attributes that common people look for
while choosing a store (e.g., product, service, advertising, and atmos-
phere), consumption emotion, consumer’s value, and relationship
quality.

Research design, data, methodology - In order to verify the rela-
tionship between choice attributes and relationship quality, and moder-
ating (i.e., consumption emotion) and mediating effects (i.e., customer
value), we collected data from 202 consumers in Gyeonggi province
to test the theoretical model and its hypotheses. For this purpose, this
study, utilized an empirical methodology.

Results - First, contrary to the previous research findings involving
college students, this study observed that four factors of store choice
attributes at a traditional market were important to consumers in
heightening the relationship quality. Specifically, product (8 = .608, p
< .01), service (8 = .351, p < .01), advertising (8 = 237, p < .01),
and atmosphere (S = 425, p < .01) are significantly related to rela-
tionship quality. Second, consumers selected product (£ =. 521, p <
.01) as the most important attribute. Atmosphere (5 = 254, p < .01)
148, p < .05), in this order, are the other
important factors in this regard. However, advertising (8 = -.112, p =

and service division (£ =

.100) is not statistically significant. To improve and develop the rela-
tionship quality with consumers, traditional markets should ensure
supply of suitable products and goods, improve store atmosphere by
modernizing facilities, and educate merchants to improve their
services. Third, the results of the moderating effects, although margin-
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ally statistically significant, suggest that for the consumers with low
consumption emotion for traditional markets, an affirmative experience
of products and store atmosphere heightens their values. In addition,
the consumers having low consumption emotion who could promote
consumer values were found to improve and develop a marginally
significant relationship quality. Finally, the study revealed that the
consumer’s value exhibited a complete mediation effect in the rela-
tionships between service and relationship quality, and advertising and
relationship quality and a partial mediation effect in the relationships
between product and relationship quality, and atmosphere and relation-
ship quality.

Conclusions - Consumer satisfaction is important to increase the
competitiveness of traditional markets, and products and store atmos-
phere are important attributes to increase the relationship quality.
Specifically, merchants should supply different products, modernize
their facilities, and improve store atmosphere to compete in traditional
markets. In addition, traditional markets should provide value and
competitive prices to attract consumers, and should maximize the con-
sumer’s value and promote the consumption emotion. Traditional mar-
kets should evolve to accommodate changes in the consumer’s value
and invest in not only functional elements but also symbolic
elements.

Keywords : Traditional Market, Store Choice Attribution, Consumer's
Value, Relationship Quality, Consumption Emotion.
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Jung et al.(2006)2} R AHJXX}E(Kim, 2004; Kim et al., 2012;
Lee & Yang, 2012; Yang et al., 2011)0f| [I2H MEA|IZL2 +=QX}
ot IEAL Aefste 252 & = e 7t HIEQ AYeR
Mo MEANS dAMHoz @ AlZE S0 MOS0 ZX|Me
o 42 BAHE XL 2 LS| 0)7t= THALL|OA Q] f2|of Al

S2 BEESD SARSYD SHYAE WAHSEEDE (%
DIEo| ZHA, AM2lH HHOIM 2% HES XpX|St Ut
Hskn QUCE ESt MESAEE2 2 AlZt ¢ s=4i5 A
F20l Oiet 382 SHA des =¥t el XY Fo
| et 229 AJ0QF MO, w2, At R @9 TAZM
Z|QICH= X0 1 £LAI0| O AL} (Lee et al, 2011).

Bang (2012)2| FHO|0lM LIEIt EXES s{iASH/| flsh S|
LE A EX[ A= K| 2002 HRE 2009 7K 8 S0t
FAE EX, =2AE 2 dFnet s fsl 1= 2HY
HE X HSIRen, XLHHIE ZESI0 2&R0| 0|2 A|EEX}
7l O|R0X Ao Z EIE|ACHNam & Jeun, 2011). O|E°| E1n
Mo EM AlZ9| 2% Xk 8 ZH OFAO|E 5744, FXHE
3697, HABINE 6247, TYUZ 92 52 X|sigol HIHM
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AlZI &elof £=7t 142,000H0]| 0|2 A= =lx[Ct 0|2
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HEQl ZH0| Lee and Yang (2012)°| AHF0|A= AM|CH
O] MEAIZO O ol= He e #10 UK
SEIHK, MH|A, F0of IEER(7]9 47 2
o2 H4Estn ol 20| #ASE O/X|
MBIl PR AHIAFESE, Oif#HS
HIX} ZHXE M7HSHY CHEHMES0| FEMERSE BHAE
o a2 OX[=X|E 2M3RUCt 0|F Sl MAH
TOIM CHePESo| HuMElSdo| A0 712 St @olez &
571 MH|A Q010] LEIRISHAHE SLSHA LIEHL=X|QF AH]
X ZHX|e| OW7hzdf, AH|ZEel AEBRNE Hugez x| 1
HE9| BAALE RISt X} SHRALY.

O|F fIet HFEX= Lee and Yang (2012)2] ALl SSHA
s FH=Ql L8 Ch3at Zot

R, HSAIZO Cfer BEMEiSHo| HitaASTt MSAE
Ol CHot 2HAIZE off CHof ot axt oot =W, FEMEMEH
of W7IRASI MESAFEE 0|83tz Ao st AH[XF 7HX|Q|
Ao AHZE FEIt FEE 0|X|=X|E YOotEnXt L
MM, AH|XE 7K HEAIEO| CHeE A S E 2k 2HA|of CHY
2HZFO| =7t E@E O|X|=X|§ YotEnAt otCy.  ORX|ak
o2 FEMEHZMO| HIIRASI HAZTEHO HAOAM AH|X}
ZEX|7¢ @2 OX|=X|E YOLE X} Bt Ol I8 ==t At
2EE EAX 2M7|Y (Youn and Kim, 2007)S &8 HSSIOXt
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HEUE dF2 FOE < S8 HEREs dHos A
ap BHEEICE §5] AH|Xt] MY WSaFg2 SYHEO| o
off X|zfeh MELHGO| Applo] HEME AS7|ES1F LX[ettt
AZhE of 2 Fz=of st 4E40] O|R0{FICHJo, 2003). HERY
2 7|9z o MEMEKY2 AH|XVF EE HESALE ot

g 7|F0| Ele HZEMHCE FE O[0XE Fdsts 8
(Shim & Kotsiopulos, 1993)2, Osman (1993)2 A0 ™@EO| MEH
O|O|X|et HHzo| ARHo| 2ot g5 &3l n2ol EF Tz
Of Ciet Of DY S(patronage behavion)2 HE MEHS ¢[oh O[O|X|
25 L= Ao2t SR D AH|XE HEE WES
= ¢ LIt O X=2| dde &3 ddLn, Ol 44|
XS0 HE Ofn ®SS ZWAE Q00| ECHHucheson &
Moutinho, 1998). =, E& Mm0| C§at 0|0|X|7} SO|MULE 4
HIXFS0| 1 H=Oo|M Foig 7t540| oA Ee HELHEE T
TMERT AOfAS0]| 5%t deS SHCHChun and Park, 2010).
Seo et al. (2012)2 AH|XFS0| MEE MEHS I MEHCHOISS H|
u, ISt FOA™ES SN, oY 7kK| 24Xl o AHAHo| &=
1oz £YE(0{OF BtCt I J2ln FOiE QsiA Fof
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Lesile (1984)2| ¢t Z+2 ZHOIM HEMEHSHO| BRe
Hong (1999)0| &7 Ho|d, MM, MH|A, &457H4 o o4,
d8e 1gd, RUAEel &5, JF2 BEME Sl RAFol A
o2 Mot OM, Chun and Park (2010)0] AHE, AH|A, 2T
HE 29Plo] 47) 20102 HOPBICL 2 ATOIME st
o] HPENM MBAHAIQ} ZHO| Chun and Park (2010)0| Ho|sh A
=, MHIL, g0, Hx 290719 4712] JiEE SYSHA HESH
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ot AH[X} 7HK|= AH[XRQl 2E FEH, HEH,
b =SEM HOHEQI EIF7|F0| 1
2=l ZHX[Of CHs "ot g 2= QICKSchechter, 1984).

Sheth et al. (1991)2 AH|7}K|E 571K fYCZE EX5I¥=0|
THAQ L8 Ch2at ZCh AW, 7|sX& 7HX|(functional value)
= Mg E%, 718, 714, MH|Aet #EE Hd8F F2(F AH|
ZEX[of CHaH AH|XEZE X238 2&S 2l0|ottt. M, Atz Tt
K|(social value)= MZS AH[SH= AZ|AZE TTHar BHEE AH|
7HX[2 MEH MERCHONO| Zhe HEX QI SA|F, Atz ZHA,
22 2IFA Ml HetTE20] Qs AN HEUE 5E
AA & = Us 7KIE 2Olstch Am, 2445 71K|(emotional
value)= HMZAH|O| oot 3EA = 2N 20 2EE AH|
7HX[2 =720|Lt 2o/ QI Aets [Uste CHeto| ofs &Skl=
QlEl 28S olO|pict YR, THBH Z4K|(epistemic value)= H|F
dgS s MER, XHET, test 27|HE SFAZ = US
my ZrMisict Opx|ato 2 AEHA  JHX|(conditional value)= Af|EA
HIE stA Zle E-4gnt BEE AH|ZHKZA Ao w2t M
BACHRHSO| 74Kl ZHK|Z} CHEA| QA El= ZAS 2|0|BHCKSuh,
2012).

ATRISO| w2t AH|XE ZEK|0 CHot Chbot 2+
ol AH|A WSUTFOME H4E8F 4T JHKQ A 4T
ZEXZF ge| QI8& Uk FEH & TR HE8F &Y Tt
Xlof Hlsf 2Ot =EXO|H 741Xl HEHe R =X MFHLH=
ot EHLE Edf 7HKE X|ZSHH  E=lICHHirschman &
Holbrook, 1982). J2{L} & Q7= AGM ol AN ASMA
of HFE  AH[X}t ZLX|Of CH3H Vinson et al. (1977)2 FEt 7t
X|=2=50| Atzl-22td 1P otollM O|RO|X|H, M2 CHE JHX|
FT XE2 MEBOILE MES| MM CHE ZNE i
Aolgts Fo| F=ot UACE EBE TR JHX|7E HMES HIt
Sl= 7|12 MN36HHHoward & Woodside, 1984), AH|XS0| O
H CHeH SOlM o 7HK|E MEISH= 242 Ci2H0| HMSdte {217t
(valence) O[O, ZFX|7} HEZ O|2{gt {QIZIE O|FO{HCI=
Feather (1995)2| %0 ZAE 410 QUL

O|X& AH|XtQ| 7EX|7F AH|XL WSS AL O Est=0|
A0 ER% Adatg AX[SIER, HEAIHS dHY =2E 2|
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H& Ol 37|0| ¥eFS O|XICHBabin & Darden, 1996; Westbrook
& Oliver, 1991) ot AH|ZPE2 40| CHot S/UE Ao L
o Z™ol| Qs Wists 7|x=ZEe| Age=z AH|ZADo| CH
2H[ZF BHEol ™A EZ MSTHCHOliver, 1999). J2[11 AH|Z
H2 429 MY =2 FYME ZHK0| 25t XAz M AH|Xt
7t 2H|ZY S 4F A MH|AQ| H=0f Ofdf LIEH= 4]
Aol X|AlS 2 & = QJCHChaudhuri & Holbrook, 2001).

Ol2{gt nME9| AHIAFE AHAHS0| H=to| AZHE
oigt QAo Hzof gets OXA &0 Foje=E FHst=h
TR A2 & Ao YL O FYE Caro & Garcia
(2007)2] ATFAMOIME =HQIZ 4= U= 0|2 &EO0(|Lt MY
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CHSE DH=o MEMMQl Hoto| FekE O|RICtD SHHAM AH|XE 2
Y oHEol M2l X|&ok HE QUCH EESE Choi (2011) HA[ &
HIZ7Eat nZ40kE0ko| Ao AH|ZPE0| n4ak=0| dek2
OXls MAHEUS HSHoz 249 HE Uk FIZO|M O|F
OXl= AH|Xte| 27X ZR0| FE=0o| Cfet Ej=Qt BHE, Hzof
CHet THEEC|AtY| 3EEel s ORicts B ol A7S
(Dawson et al., 1990; Donovan & Rossiter, 1982; Westbrook, 1987)
2 43 HEAIFO| it AH|XHE| FI et AH|X}F JHK]|
Qfo| EAHE OL|E} AH|XF Z7HX|QF AZES| 2HA 0| AH[ZE
o Mr= 38% dotZ g Ao|zt MBIt
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o2 71 7tel EAlE AlZte] ZE0| Ml HSE0l £dE
Zt=0| (Garbarino & Johnson, 1999), ZtAEZZXEES 1ZHO| AH|AXK|
SAOA e 0t A QM-S TIXRE of MEHEQl WIIE £
SICH(Henning-Tharau & Klee, 1997). &, &tA|0| C{gt 0240 HIt
£ ZHY W= £ AIFEO|LE AtHO| CHeh ®747F ofL2t 1 o
Mol AHS0| FHEO LiEtL= & HHESI0J0F SHHKIm &
Park, 2012). [O2tN ZASHES DAZHE, BAXSY, 143
X|et MEXOl HIUAHE 2Lt

ESH AH[APE HES FONSt 20| wdlsks ®EBof chst
2H[IPgaE AH[o| Ao CHet H7tabEE ool T = A
S(Post Purchase Behavior)dt SAISH ZHEHOZE, ZAEZEXRES HEXHN
2l 0|8 s HtEXCQl HHE Sl FME Aol 0|8 Ee A
2iEtA o Ciet nzo| ZNHQl EItE Folg 4= UCKChun and
Park, 2010).
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Osman (1993)2 A0§ HEO| Meh 0|o|x|9f F4=o| 2|
B G Sof Mol SF HEO| it 4N S (pawonage

behavion@ FE MU I3t O|O[XIZHE LME|S Holzt S

Ct. EESH Prendergast & Man (2002)2 M MEH O|0|X|Qt M
SZ0| 2t Aol CHZ| AlZh Bx= =tE, M= K| St 2

i

2 HE onxe] JI5H 4T Aol AN RESE BHH
SEI 22 dElH £40| MYE o=t 7 o=0| Rolet &
s F= ZFQAXL ECtn dHSHHAM, Iz o|0jX|e| J|&H
S40 M2x SAmCH OIS AP HYY & s wsas
ZHAMCL Andreassen & Lindestad (1998)= X|Zt=l EA, TZHOFE
M =EE0 WE 7| o[0|X|Q| H|woj &St ATE S AH|
2 sHA0M= O|O|X|7t nd otE, X|ZE EEH FHEZ 2%
Qolsh aiarg EChe A2 wHCL HEMH| o) soiHel
LA 22 042 NSE AMH[A0 BEE = U0 i Hxo
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Chet 38Xl Ef=7t 2dots A2 AtEeh LO|oh =k Cist
dof vl dui¥ez poiHnt WE FFo| § B2 AHAES
tgez gz &4 & oist 2200 2AFEY o des F=
AE =ole =i HSAZe 2HE AT HME HE = US
No=Z J[CHSHRC). Ojdel ZntE Eff2 ofga 22 788 &

FotRILY.

7t 1 HSAEe FEMHMKYEE MElL, 31, HEZ24
D2 2HAES| BAZEY el dgs O
OlC}.

322 HEMESG0E 2H|XF ZEK[O] BAIOM 2B =F

2HXEQ| 7HK|= IX|APE T OfL2l W0 H3Hstn =
Ol gakg O|X[A =0, 7HX7R7F CHE 2H|XES| dE
CH&t Yang and Lee (2002)°] HTPOMANE AH|X= XpAIQ| 7t
£ BH57| /oM ME CHE F=ZE #7L =2 vtz 5Y
ob 20| o M2 CHE 7HXIE Zdst7| fls L2 5= UCt

AO§F™ O|OJX| O|=(Store image theory)S FXSH Monroe &
Guiltinan (1975)2 FOjE7}7|Z=0| 2H3t0] TZ2H0| S@xoz <
RISt Rkt X|2to| Froj| et S8 =7 ddxH, Of
A HHE o|0X|et 07| F-E F& CHASH 10| EH0|
ofs Hzx EAO0| O|RO|TICt FHBIRALCE &, 142 Hr} 3H
Ol o|ojX|E 7h%l FI=of ofnsi, makA 1
7t5-d0| ECt FOtEICH= Z0|Ch O THO|M A&,
1, |t &2 FRMHMSHE2 AH[XF JHXZRe| BAE
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B MERSE 0 AH|XF ZEX|ZEQ| BA IO AH|ZEe ZEBNE

=5

JZg Metg

ME[2, &
9

ot o

£l

A

o
| 285
H13} Lee and Yang (2012)Q] HTO|A= FIIMEHSMTL AH|X}
=

ZHEXZte] M= SAMLR ROOISHA] A LIEIL 2ES
WE S + QUNACH MEHM 2ol ZI7h FofEE It 4H

I
ME0AE SLotA LIEILH=XIE 2QI5k7| 9f3 Ch3at 22 7t

25 2EoIACk

7t 2. HEUEESGIE R} 7HK( 2] BAE AH|ZEOl =

323. AH[RF 74Xl BB RS BAOIM Ab|He| ZYRD}

Lee and Yang (2012)Q] M AHIFO|AM= EO

HEAIZO st 2HIZEa #AZE 2o

—

of
=
|.|-|
)
1o
0=
mjn
1o

qr
il
e
08
0%
=

=250, p<OD)O| RUAS ¥ ofL|a}, AHAFe ZHER} Eot S
Moz 90|0|8tK| UL HIKS =125, p=379)2 LIEISS &
~ L|

= QUUCL Ol AH|UHO| H=7I oW AZH =7t &
OFEICH= A= Mg 4= 0] HSAIZO| Lo CHEHEE9

Hap Me[PHEEO| HEE Yer|n UZFE & #= AUtk ALt
Bloemer & Ruyter (1988)2| G 0ME= HZE O
2 I7HE WS Mot Ex SH=0| g =
v HE SHEE D4o| ¥S o0 xS
= A Aolgte FHO| FISof oiL). F, 0|9 AFM=
X7l ol 9 TH o|et 22 ME o[£t nABAEo| ZH
QIXPL EICE D FHSIQ=H Ol |8SHH AH[AF 7HX|QF BAE

o
2 AOIE AZsts ARPE EXY A2 oldE = A7 WEOIC

o
Rl
rr
o
H
o
By



Hoe-Chang Yang, Yoon-Hwang Ju / Journal of Distribution Science 10-12 (2012) 25-34 29

mat, AH|XF 7HK= QIX|2H # oLzt Aoz ZE5tn
L EZNQ IEZ O0/X|A E # ofL[2f, AH|XtE2 AH|bgo
A ZRddts AH|IZEO| AH| = EIto| FE2 O|X|H (Blackwell
et al, 2001), OjEOIA HEsS= LA|AQl Z7H0| THEEeL &
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