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Impact of Lifestyles of Cultural Center Users in Discount Stores on the Store Usage

Intention: Mediating Effect of Shopping Value
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Abstract

Purpose — The purpose of this study is to identify whether
the operation of cultural centers in discount stores contributes to
their profitability. Thus, this study is aimed at exploring how the
lifestyles of customers who use the cultural centers influence
their intention to use the discount stores. Specifically, the effect
of shopping value on the correlation between the lifestyle types
and usage intention of the customers were examined through a
structured research model. To verify the effect, a survey on 139
customers of the Cultural Center of Nonghyup Hanaro Club's S
branch was conducted and the valid questionnaires were used
for analysis.

Research design, data, and methodology — The findings are
as follows. First, the lifestyles seeking self-realization had a pos-
itive effect on utilitarian value, and lifestyles seeking pop cul-
tures had a positive effect on hedonic value. Second, the medi-
ating effect of shopping value on the correlation between the
lifestyle types and usage intention of the customers is as
follows. Utilitarian value had a mediating effect only on the life-
styles seeking self-realization. In case of lifestyles seeking pop
cultures, the use of Cultural Center had no effect on the in-
tention to use the discount store. Third, an analysis of a revised
research model revealed that the store usage intention of life-
styles seeking pop cultures can be enhanced by boosting the
utilitarian value through hedonic value.

Results — The findings suggest the following. Customers with
lifestyles seeking self-realization, who value what is beneficial to
them with little attention to the perceptions of others, are highly
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interested in the benefits they can gain from shopping. As for
customers with lifestyles seeking pop cultures, they are highly
likely to consume products popular in a particular culture such
as new products and sports, based on financial stability they
pursue. Thus, they prefer more subjective, personal experience,
unlike consumers pursuing utilitarian value.

Conclusions — As a result, the former pursues hedonic value
gained in the process of shopping with fun and joy, rather than
doing shopping with a particular purpose in mind. Therefore,
Cultural Centers need to offer information that fits the lifestyles
of the users so that they are more likely to use the discount
stores. However, if the Cultural Centers offer unified, profit-driv-
en products and information, just to increase their store sales, it
can backfire, which occurred in the past. On the other hand, if
they provide information that fits the lifestyles of the users, it
can actually increase the sales. Also, the findings suggest that
sophisticated marketing strategies that can boost the hedonic
value of customers by linking the educational contents of
Cultural Centers to actual shopping, which is beneficial to con-
sumers, should be set and operated by discount stores. In par-
ticular, customers with lifestyles seeking self-realization can be
encouraged to use the stores by making them recognize the
utilitarian value. However, the use of Cultural Centers doesn't
necessarily lead to higher sales among customers with lifestyles
seeking pop cultures. As mentioned previously, unified marketing
strategy is not as effective for Cultural Centers of large discount
stores.

Keywords: Cultural Center, Lifestyle, Hedonic Value, Utilitarian
Value, Usage Intention.
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HRS0| SSHCE = ERRlnt FEE= EREQ dEetAo|
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|10 QJOom(Batra and Ahtola, 1991; Engel et al., 1983) {2t X|
SR AH|XISO| H|SH ATHEOR O B2 METAMES 3 # Op
2kBloch and Richins, 1993) X}AI0| AZIHEH SRS H43Ho=R
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O|n J§oIXQl AYZ HSHH, Olof 2t AHSHol MFHIH=
Ol2fet S8 Z Hodst= IPH0|M TO|Qt EHBS ZRst=H o
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TEY 5+ U20{(Lee, 2010), 53|, 2HK} WS ZHO| 7=
B 0|8 o= ofY MFol thet 28RS SE= SgdE F
o= XEHO To|8S REAIZI= 0|2t Assael(1998)2
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2 7oA xHESSH 2lO|ZAELY R HEQl LOVE KahleQ|
AI2|XH-20|2(social adaptation theory)0f| 7|XE £ U0, At
2| ZO0|20| M= ZHX|Et QIZt0] At SHo| st X8 +=
UEE St 71 FAHQ FEjQ| Atz| QAMERO=Z HO|=ICt.
Z, LOVOIM ZEX|ZE Q17H0| X[ 9| ME|MEE FXISH| sl &
B2E 53, 8, 2%, T 7= oA 2HEae| nFE &
ZIAZ[7] sl X|&EHo2 WOl M3t Wigo| FAXQl JjEel
Z{0|CHKahle, 1983). [M2tA LOVE $=EHO|LE S &L OfL 2t 217t
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<1 1> BSHE 0l 2| 2o|TAEIYS 4T FHK|f
M2l Yare ojE zojc.

o =

Mg 141> ROPETES HAN Tplo| H(HHel S 0
A so|c,

T 12> KopETHS X x| FrHel S 0
A Ho|c,

T 13> OERse A Ko YeHe ¥HS 0
A solc,

M 14> DE2Ee 48N JHo| H(HHel ¥¥S O
A Zolct

= dS EoF AR} ASO|H ool H[X HSO|
Fol 2oSH= ALRSl Fofet AH[QF HHE 2FS T
dOZ Engel et al.(1983)2 AH|X} HFZ2 ANXHR} AH|
25 FS A I AFFoz A A= f7Helel #S0l2tn
FolE Ugln Ael, 5SS 2FANs ANBTNAE ZAFA
Of otCfil =oALt o2 2FoM = If 2eHIH 081 AS
o| BIO|ZAEIY 2 0|80 B2 0|E 7Hsg0| =20 OtE
ol81t &M CIX[St= HEH 7HK], HEHAH JHK|0e Sed=S

02 == AS AO|Ct. £t 0| olee CHYDH HES(Ol: B~
B, MHIE /&, 7)o o8l ks HEChs et M

T=(Bigne et al., 2001; Bowen, 2001; Chang and Wildt, 1994;
Kozak, 2001; Kozak and Rimmington, 2000; Oliver and Swan,
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fl
4
d

198955 22 L3t 22 7t

mjo

Sspoict

<7td 2> &% 7HX|= OiE 0| ol=0 F(+HH
& Zo|Lt.

<7t 2-1> A JHK= OIE 0|8 2=0f F(+)H¢el
oj& ZAolct.

<7t 2-2> Z8H 7HKl= OIE 0|8 2=0f F(+)H¢el
oj& ZAolct.

<M 3> BlO|ZAEIAT OfE O|8E 7t 4T FHX|7H of
g zo|ct.

<74 3-1> XopEPur OE 0|82l Zt2 EH 7HK|7t
o7&t Z4o|ct.
<7t4 3-2> XopFEFPur OLE 0|82k Zt2 HE8HF 7HA|7t
oizie Zolct.
<7td 3-3> iS=2dut O 0|82k Zt2 A 7HX|7t
oj7Ht Zo|ch.
<Itd 34> HISE2FEat OE 0|89k 2te #&8H K7t
o7igt Z4o|ct.
TZotE AFEH2 <Figure 1>0] HA|SHIACH
Self-seeking Hedonic
type value
Mart
utilization
Pop culture Practical
type value

<Figure 1> Research Model
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of Z 0|21Z0| ofMolats Lt EMg HtEstn
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H(11%), 200~3002+2! O|2t0| 34H(25.0%), 300~400CH] O|2HO|
30%(22.1%), 4002+2 O|AIO| 46H(33.8%)2 2 LIEIL}I FEIHO
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42. HEX|9| 74

AOA EISl HiQb Z0| 2fo|=AEIY 2 Kahl(1983)2| LOV(list
of value)E& 27 Z Bak and Jang(2001)7f 255t 47} XRlQ| 2t
O|ZAEIY F XotE+Y 87 28, WEEEY 57 282 2|7
E 58 Mz 2 Z=H3IQCL ALIHK|= Mathwich et al.(2001)9Q]
ATE ZHE A 74X 9 =&, H48F 7HK| 74 &9 2
7E 58 XMEz2 Z=HS|QICL 0|8 k= Zeithaml et al.(1996)2]
ATE ZHE 4 29| 2HE 7H HEz FHIRAL s
O HEXIO|E si45t7| Qs 2t HEE2 z-score2 H2HSIY 2
MEpRACt

M

5 Al=H
- [S L |

=
5.1. M2|=Qt EfEt:

SHYS 0| LN LEE QXS ALIIE W] S
Cronbach o0& At23I0 AME|IHES ASSIFSH(Nunally, 1978),
HAS0| EINASS S8t HOIN Q=M EEHIYAI}
0.5 OJ2tol CiEEtAel 271 22 M5, CA| 4% Zut
LHX] 2 2Q1S2| BFEMIX|ZL 0.5 0]40|7| W0 7HEES
4(construct validity)2 =HET|/UOH AVEZIO| 0.5 0|2H0l CHEE
StEE Nt 2t M50 2iMFEXFs BF 05 O|¥e=E
£=HE}CH (convergent validity)= SHEE|QICID & %= QICL CiE
=otYe| 4% oo M Sdll gl Ma U 2FE
A==ete| Hlw At +HEIYEE =HESID JYSS 2QUSHRACE

= =

<Table 1> Reliability and validity

Variable Final Gl Concept SlEEE
Name Sub-factors Munhanasu ach's confi der?ce distributed
9 o index(AVE)
Self-seeking 8 0916| 0905 | 0547
type
Lifestyle
Pop culture 3 0782 | 0.732 0.485
type
| Hedonic value 9 0934 | 0.937 0.623
Shopping
Value | practical value 7 0.899 | 0.911 0.597
Mart utilization 4 0926 | 0916 0.692

TH= <Table 2>0f F|AIBFLCE.

<Table 2> Correlation analysis(Pearson correlation coefficients)(n=139)

1 2 3 4 5

1.Self-seeking type |(0.547)

2.Pop culture type | 0.070 |(0.485)

3.Hedonic value 0.043 |0.318™| (0.623)

4.Practical value |0.255**| 0.146 | 0.804** | (0.597)
5.Mart utilization ~ [0.353**| 0.120 | 0.612** | 0.781** | (0.692)
Average 3.90 | 2.80 3.14 3.41 3.7

Standard Deviation | 0.85 | 0.99 0.79 0.73 0.88

Note: * p<.05, ** p<.01, ( ) Is hayeoteum mark the AVE

<Table 2>0iM EZXO| XjotFEHE2 HEX  7HX|(r=0.255,
p<.01), 0|&2|=(=0.353, p<.0)ilt= SAHH2=Z RSt H(+)
M Aol =HQIE|RAoLt TIEZ2H(r=0.070, n.s), HH THK|
(r=0.043, n.s)2t= SAXLZE ROISHA| YUUACE THH S22
= A THK|(r=0.318, p<.01) 20| SAHH2=Z {5t H(+)
A O2AZE A HEF JHX|(r=0.146, n.s), O|&2|k=(r=0.120,
ns)2t= SAXLE ROISHK| HAUACL oHH IHEH JHX|= HEH
7tK|(r=0.804, p<.01), O|22|=(r=0.612, p<.01) ZtZt0f CHs| EA
Moz Rolot 4ot F(+H)A A7 ALY, H48F Iz 0|8
O|=(r=0.781, p<.01)0i| Lis SAHXL=Z {olot F+HHE ATt
Ue A2 QIZ|RUCt O ZAut= MY 0|8 14=0| 2t
O|ZAEFYO| &F ZHK|O| CHoi ZHSHA CHE FeatA7E U
T UASE ol = A0 ofF HEE S| 0|8 E HTIAIZ
= ASX|0| Ciet Z=2EME Sl Yt TME ¥E 7tsd0|
UASE AlABED ACt

53. 7t A=

08 HOZ OjyEls TEAN Helol o

o
= o
S2 SHoD HTRNES A B} KOPETH

ol 9l 252 5
o HmEX Zujel Zo| HH JHxI(B=0.024, ns)olls SIS
2 QOID[SIX| YOLY, A FX|(B=0.248, p<OT)Ols A
o2 Qolnjei HwEH ol YIS Helstect et <7t
8 1-1>2 J|2tE|0ln, <IbE 125 HEEIICE Uel hE2st
s AT J1xI(B=0.208, p<0N)0= A= olnjsh
(X HEo| UKD, ABH JX|(B=0.089, ns)olE SAHHO=
QOI0[o}R| QIACE. Tiepk <7HY 1-3>2 Al <Tpe 14>

= 7|ZE|QCt.

2HIIX|QE o|82lkete| AFZZIt= A 7HX|(B=0.580,
p<.01), &% 7IX|(B=0.770, p<.01) 22} O|82|=0| SAXH2=
o0zt F(+)A 0| JASS oISkt Wt 7 <IHd
2-1><7pd 2-2>= E5 K{EHE|RUCL O| 9|0 CHSH Ot ZHX|7t
o s OX|=XE &el57| o Lot +SAHX Helg
SHotD CHea|fRME HAIS 20t 48X 7HK|(B=0.812, p<.01)
ool SAMCE RolOlot F(+)A FE0| UASE SeISHALE

MBI EB0M SAE Ro0lEE HEGHK| Tt XOIFE+
A1t FEH JHK|, isEekdar J8H TJHKE Nelstn 2to|&
AERUNt o|8o|: Ztof AWIEK|Q| Of7fznt A2 o 21+
EA® EMZ EXS5tD Baron and Kenny(1986)2| 3THA| O§713)
& M(three-step mediated regression analysis)S AA|SH Zit=
<Table 3>0 H|A|SHRICE
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<Table 3> Mediated effects of test results worth shopping

Argument Steps D(ipl):gd;n:h\éaﬂzgl)e R2 F

1(81) 0.248*

Self-seeking 2(B2) 0.378** 0.641| 44205
type 3(B3,Argument) 0.200**
3(B4,Parameter) 0.718**
1(B1) 0.208*

Pop culture 2(B2) 0.067 0.341| 14350+
type 3(B3,Argument) -0.115
3(B4,Parameter) 0.613**

Note: * p <.05, ** p <.01, R2 and F values are reported Phase 3
results for, Parameter practical value of self-seeking type, type
parameters of popular culture is being hedonic value

247} ROPERET 0|80lE 7H0| USH JHKlE Loy
(partial mediation)ot 242 EQIsiioLt iSRRIt 0jgols
20 =N FpRl 26 0| pZrol SAXSE Qolnjerx| oot
OHED7L gl o= HRIE|Ct Makh <7hd 3-2BF xfeg]
AT <M 31>, <7 33>, <71 34> 7| 2te|9ict

ATZYol 42 =0l 2o xEEA Z2E2MZ HAS
At ool 24 Aot Zo| XotETEE2 ME8H JHK|E ¢l O]
Eoz0| FetE Okl AS € = AU, HSEetd2 =
A OJHEot gEg 0Kl A2 2 = AL HTEE x
2=166.738, d.f=4, p=.000, GFI=773, NFI=530, CFI=.527,
RMR=.156 2 LIEIL} Aotz et o O|FEste A= A2 =l
SIGICE A2 Zt0f| CHsiA= <Table 4>2} <Figure 2>0f A|A|S}
ALt

ARDHO| Kot S JMEL7| 2|8l Joreskog & Soérbom(1981)
0| X|otst =™ X|4=(Modification Index: MI)E 0|23 ATLZHO|
HEEE =Y = Ae FEEEE NASID e ZHEute| Hjn
SO =EEHO| JNMEE SQISHIX; SHRACE +=EX|=0f of
Joreskog & Sérom (1981)= 3ILto| XIRLERMNAEA SR

o
e S7HIZIH FI0IRS(xat0] aag = ALK BIRAS

H1 St i

O, Gim(2011)0f 25t MK 7I0|AtE(x2) #2l daE MYkl
N S 7Itiet A olyel 2 ¢z UErE 4 QUL oich o
dHoz = [Iff YOLEY O3 == A 7HKl= CHYOtE
o| 0|85H¢Ql 7HQlel oj9fut: EEHO| Y= A2z = I &8nt
oM =7= HEEH K7 ISH22= JHQIofA o]0 E[of
Of g2 elbfettt. &, SUAH 2TsHA|2 O &89 Zits 2=
2HIRLOA| o]efo] & 2= RUO{OF StCh= ZO|Ch MHEtM =8 KX|4
7t Mereh A JiK|et HEF JHK| Zto| F=E FIKHY 24
= 2AlSH 21t S22 HEY JHXet 28X JHKIE Sl

o+ =20
0|80 =8He dg= 0K, ¥8H 7HK[0= FFHL

GB(y=0.13, p<ONZ OlXIE XS ¥ & UACD H: ot
X2=7.550, d.f=3, p=.056, GFI=.0.979, NFI=979, CFI=.987,
RMR=0262 LIEILt $H2H0| Hgist A4S & & ULt =3
GTDHI SHBHO| AO|S QUS| AT RAJAE |
olojg S & & UL $HBY B4 AL <Figure 359
<Table 5>0 X|A|SFSICE.

<Table 4> Path analysis results

Standardize| Stan toval
Route d dard p

. ue

coefficients | error

Self-seeking type — Hedonic 0019 0076 02|08
value 35| 14
Self-seeking type — Practical 0246  10.071 3.0/0.0
value 10 | 03
Pop culture type — Hedonic 0322 0.094 3.9/0.0
value 93 | 00
Pop culture type — Practical 0136 0.088 1.6]0.0
value 61 | 97
Hedonic value — 0.7|04
Mart utilization 0.038 0.049 84 | 33
Practical value — 16.] 0.0
Mart utilization 0.817 0.054 714 00

Self-seeking type

Hedonic value

0.04

Mart utilization

0.82"

Pop culture type

Practical value /

Note:) * p<.05, ** p< .01, *** p<.001

<Figure 2> Path analysis results of the research model
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Self-seeking type [~

Hedonic value |

0.84™

0.04

Mart utilization

0.80

Pop culture type

Practical value

Note: * p<.05, ** p< .01, *** p<.001

<Figure 3> Correction model results

<Table 5> Results of the modified path model

Standardized | Standard
Route . t-value p
coefficients error
Self-seeking type — 0.019 0.076 | 0235 |0.814
Hedonic value
Self-seeking type — 0.230 0.040 | 5011 |0.000
Practical value
Pop culture type —~ 0.322 0.094 | 3.993 | 0.000
Hedonic value
Pop culture type —~ -0.134 0052 | -2770 | 0.006
Practical value
Hedonic value —
. 0.839 0.045 17.302 | 0.000
Practical value
Hedonic value —
S 0.037 0.082 0.471 | 0.638
Mart utilization
Practical value — 0.798 0.089 | 10.041 | 0.000
Mart utilization
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