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Abstract

Purpose - The Purpose of this study is to observe the value of LOHAS as an exhibition that is perceived to be a
specialized local exhibition with good fame and differentiated advantage as well as the spectators’ will to visit the exhibition
coming from the future behavior intention of visitors.

Research design, data, and methodology — In order to achieve the purpose of this study, This study organized questionnaire
after setting a hypothesis based on the theoretical background from the parameters. verification of the hypothesis by
statistically analyzing the answers for questionnaire follows. Finally, the implication of this study is drawn through
comprehensive discussion while This study indicated from the limits of the study and future direction for research. This study
set up a model to research the influence on the structuring factors in LOHAS exhibition in forming perceived value,
customer satisfaction and future behavior intention. Frequency analysis was used for getting demographic characteristics,
verification of plausibility, reliability of measured parameters and factors analysis. This study have performed verification of
difference at selection property level based on multiple regression analysis and demographic nature.

Results - To summarize the study result, through the verification of hypothesis about meaningful influence among structuring
factors in LOHAS exhibition, perceived value and customer satisfaction shows some noticeable points to focus on. That is, it
is established things that partial adoption and meaning relationship of partial influence. The perceived value affected both
customer satisfaction and future behavior intention meaningfully.

Conclusions - This study could note that in the structuring factors of LOHAS exhibition, perceived value for visitors and
customer satisfaction play their roles positively on the future behavior intention. In conclusion, this study implies that strategic
measures are necessary to fulfill the structuring factors of LOHAS exhibition as they would make positive impact on
acknowledged value, customer satisfaction and future behavior intention to contribute to the growth and development of
LOHAS exhibition. Also it suggests that the method to join each other with activities is necessary to strengthen the
properties of the exhibition and position well to be a solid local exhibition.
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24H(10.3%) 22 LIEIICE 2|0 9ats| &ojAl Bt X|
£ HzE= o 50k O[3} 85Q(36.3%), ¢ 6~109HY 62
(26.5%), & 11~202H) 243H(10.3%), A 21~309te 13 Qe
(5.6%), ¢ 312t O|A 10H(4.3%), 7|El 2FH(0.9%)2 LtEFR 1

1, X225 B= SEAVE 383(16.2%)2 LIEHL = A9 4
TES OIF1 s A= ML B2 T 2AFEA

X E42 <Table 1>1t ZIT.

gelet 53

S

£92 Likert 58 MT(1=Mg 1HX| ct 5=042
g3siict. THHel YIS <Table 1, 2, 3,

<Table 1> The measurement and definition on LOHAS exhibition fame

Operation Definition

List of Measurement

Previous Studies

1 Provides most current information and trends about LOHAS Industries.
2 | A variety of national and international companies attended.
Overall Image of LOHAS - y — P Coombs(2000),
Exhibition Portrayed to 3 | A variety of buyers and participants attended. Shipley et al.(1993),
Different LOHAS 4 | The organization of booths in the exhibition were environment friendly. Joo(2011),
Exhibition’s Stakeholders — — - - - Cha(2004).
5 | The exhibition has high interest and understanding of eco-friendly ideas.
6 | The exhibition has high in objective coincidence of eco-friendly ideas.
<Table 2> The measurement and definition on LOHAS exhibition PR

Operation Definition

List of Measurement

Previous Studies

Activities that provide an 1 | This exhibition is well-known nationally and internationally.

understanding about the The perception of the LOHAS exhibition was clearly advertised to the

LOHAS exhibition for the | 2 erooP - Y Harlow(1977)

participant companies. Kang(2002)
customers, local - - -
community and Advertisement was successful in the local community. Park(2005)
stakeholder. Recruitment of participating companies and buyers was successful.
<Table 3> The measurement and definition on LOHAS exhibition facility

Operation Definition

List of Measurement

Previous Studies

The tools, equipment - S
required for the 1 | The overall facility of the exhibition is comfortable. Bitner(1992)
establishment and Kim & Park(2010)
operations of the LOHAS 9 The facility of the exhibition takes into consideration the efficiency and Kim(2009)
exhibition safety for customer.
<Table 4> The measurement and definition on LOHAS exhibition service
Operation Definition List of Measurement Previous Studies
_ 1 This exhibition is consisted of diverse programs.
) Th? tangible a_\nd_ The booth pathways in the exhibition are organized and categorized
intangible humanitarian 2 appropriately Cooms(2000),
and materialistic items 3 The qualit C.Jf human services of thc exhibition is excellent. Cha(2004),
provided to the quatly n set : 1 1S excetent. Park(2005),
customers of the LOHAS 4 The quality of materialistic services of the exhibition is excellent. Un(2011)
exhibition 5 The staff and employees of the LOHAS exhibition are very well
educated about the exhibition.
<Table 5> The measurement and definition on LOHAS exhibition trust
Operation Definition List of Measurement Previous Studies
The faith and expectations 1 | This method of operation of the exhibition is trusted.
or:let?:ocli_?;ﬁﬁe?;?cﬁl,h?r?es 2 | This exhibition has a good understanding of what the visitor's want. Ko et al.(2005),
trust relationship of the 3 | This exhibition is organized appropriately to the current social trends. Kim et al.(2005),
participant companies and | 4 | This exhibition helps in advocating the LOHAS was of life. Jang et al.(2011)
its visitors, and social
trend appropriateness 5 | This exhibition approaches the visitors through a various method.
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<Table 6> The measurement and definition of perceived value on LOHAS exhibition

Operation Definition

List of Measurement

Previous Studies

The benefit and

The exhibition process matched with the LOHAS exhibition’s purpose.

satisfaction on level that

The exhibition helps in living the LOHAS way of life.

LOHAS exhibition
customers obtain

The LOHAS exhibition provides new knowledge and experiences.

AW [IN|=-

compared with investment

The LOHAs exhibition is overall an exhibition of great value.

to get such benefit and
satisfaction 5

Through the participation of this exhibition, one would feel that one’s
lifestyle and values will be changed.

Westbrook &
Reilly(1983),
Woodruff(1997),
Kim(2008),
Kim(2009)

<Table 7> The measurement and

definition of customer satisfaction on LOHAS exhibition

Operation Definition

List of Measurement

Previous Studies

Satisfied with this exhibition in general.

The subjective

Satisfied with the overall services provided by this exhibition.

psychological status
concerning fulfillment of

Satisfied with the benefits obtained from the experience of this exhibition.

expectation that LOHAS
exhibition participant 4

Satisfied with the knowledge and capabilities of the exhibition'w
organizers.

experience and feel

Satisfied with the event facilities of this exhibition.

Westbrook &
Reilly(1983),
Kim & Park(2010),
Choi(2013)

<Table 8> The measurement and definition of future behavior intention on LOHAS exhibition

Operation Definition

List of Measurement

Previous Studies

If exhibition participant

willing to use the exhibition participant companies’ products.

companies and visitors are

Willing to revisit this exhibition with others.

equipped with their view
on the event and if it is

Will continuously participate in this exhibition.

reflected to their specific

Want to recommend this exhibition to my acquaintance.

future behavior

A |WIN|=

Willing to take about this exhibition positively to my friends.

Yoon(2011),
Nam(2011),
Choi(2013)

4. IMEUZ (17.9%) &0= LiEtLCh H¥2E ofH0| 145%(620%)02
S Eten], B 88F(37.6%)22 LIEtRICE o2, 44
41. HE9| EH H|CH/ZEO| 99 (42.5%), CHEHY O|Ar 68H(29.2%), 2HXN|CH/E
= -e 44™H(19.9%), 1E 0|5} 22H(9.4%) =2 F LIEIGICE ZlH
= ool Ity Eee esadms maAse oy R oRRo EOERRG SN UEEE 2 h’[ﬁ:.’
o=, SEIA} 23430| UHIY EAMS ATHED <Table 99 ;gm 16771/ ‘TS""JEL; Srd 4481ask), E=/Bud
Zrt oix clgde Mum , 40CH 713(30.3%)2 745 2ot B(16.7%) =22 LIEFRT,.
1, 30C§ 673H(28.6%), 20Cf 543H(23.1%), 50C{ O|x 42
<Table 9> Demographical Analysis
Division Frequency Rate(%)
20s 54 232
30s 67 28.6
age
40s 71 30.3
50s 41 17.9
Male 88 37.6
Gender
Female 145 62.4
Highschool Graduate 22 9.4
. 2 Year College Degree 44 18.9
Education Level
4 Year Bachelor Degree 99 425
Mast's Degree or Higher 68 29.2
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Division Frequency Rate(%)
Business Owner/Self Employed 74 31.6
LOHAS Industry Employees 77 32.9
Career "
Exper/Sales Position 39 16.7
House Wife/Student 44 18.8
S Yes 94 40.2
Participation
NO 140 59.8
Printed Media 16 6.8
Mass Media 56 23.8
Acquisition of Information Website 30 12.8
Recommendation From Acquaintance 119 50.9
Other 13 5.6
Under 50,000 won/year 85 36.3
60,000~100,000 won/year 62 26.5
) o 110,000~200,000 won/year 24 10.3
Spe”d'Rg for Exhibition 210,000~300,000 won/year 13 56
dmission
Over 300,000 won/year 10 43
Unpaid 38 16.2
Other 2 0.9
2 time a year 110 47.0
3~5 time a year 74 31.6
Exhibition’s average 6~8 time a year 13 5.6
number of visits per year 9~10 time a year 34
Over 11 time a year 5 21
No Visit 24 10.3

Bojatigls| ETIEE0| gl SEHXIL 140H(59.8%)2 2
fEE Eoln, 4 e SERIL 94H(40.2%) 22 LIE}
SCL 2|0 2stAbige|o] HESS0| #oiM=, XQHEF
7 7 BE 1195(50.9%)2 k=Tt EHA| LtEpE D, Ut
Aol CHE0HK| 56H(23.9%), SLIO|X] 30H(12.8%), 2U2HOHK|
16(6.8%), 7|E} 13H(5.6%)=0 2 LIEFLLC).

H2ts| Mg AOHEE QI28] 110H(47.0%), ¢ 3~53| 74
3(31.6%), O 6~83] 13(5.6%), ¢ 9~103| 8T(3.4%), ¢
13| Ol 5H(2.1%) =2 = LiEtH, EO{sHX| b= SEXL
249H(10.3%)22 LIEfGCE O Bias| HoAl 2HEH| X|
= Mot of 50t 0|3} 85W(36.3%), ¢ 6~100+Y 621
(26.5%), © 11~200+2] 243(10.3%), & 21~300+Y 13Q
(5.6%), & 312t O[4 10H(4.3%), 7|El 2H(0.9%)= LIEIRE
1, X|=oHK| %= SEHAZ 38FH(16.2%)2 LIEILE & AT
TEE 0|1 U AR EME|RULCE

42. MEMT} By 24

m
>

EFAHT O] 41 20f0j| A= Cronbach's o A|%=7} 0.7 O|At0|H
ZE=F0| 4210l ACtn THERSICE EFEEE ZESIAX
St= EolH Hd8 3| FYSIU=TIE 2ogts AL
E UMY ZHE=ES0| Q22M0| HAATHK|E YotH7| 2|sf
KMO(Kaiser-Meyer-Olkin) & =2} Bartletto| L&A ZHASS AMA|
SHRICE

2 87e 58 =72 43 2E9 MEYat Etgd
gtEs5t7| Qs Az[d(Reliability)24d, EHAEA QQIE
(Exploratory Factory Analysis)S A A|SIQICE 29I |
Bl R0l FEWS FYEEN0|D, S|HUAL 2t 2
B2 |ABIES 37| 98] K2 H(Varimax) Y
8l0] @olo| EHg £UCE ROIO| S 0foH i(Eigen
Value)o| 1 Oat0l g 7|F22 3Lt

=

157) g22 o|g
MAlgH Aae Cheolm 1159 2
O HMeE K42 AHEE JOHE  3(x2)=330.782
p=0.000, df=140, RMR=0.038, GFI=0.877, AGFI=0.833,
NFI=0.9122 EHs X7} CZEPA & DHo| Ho|EEA

of Hefoitts 222 s + AMUCL
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<Table 10> Results of confirmatory factor analysis on LOHAS exhibition factor

Factor pre_item final_item N RMR GFI AGFI NFI AVE
Exhibition 330.782
Property 22 19 (df=140 p=0.000) 0.039 0.877 0.833 0.912 0.668
Perceived 11.006
Value 5 4 (df=2 p=0.004) 0.019 0.977 0.885 0.982 0.775
Customer 15.552
Satisfaction 5 4 (df=2 p=0.000) 0.024 0.967 0.833 0.981 0.779
Future 3396
Behavior 5 4 - 0.008 0.993 0.966 0.999 0.785
) (df=2 p=0.183)
Intention
<Table 11> Construct validity of exogenous in confirmatory factor analysis
non_standardized standardized .
Property Item coefficient coefficient standardized error B
fame2 1.000 .673 - -
fame4 1,255 .758 0.104 e
Fame fame5 1,211 .766 0.117 ox
fame6 1,168 797 0.109 ox
fame7 1,188 .833 0.107 bl
pr2 1.000 .880 - -
PR pr3 972 .898 0.51 ox
pr4 .997 .842 0.59 bl
facility1 1.000 722 - -
Facility
facility2 1.127 .899 0.103 ox
service1 1.000 .816 - -
service2 .881 .709 0.047 bl
Service service3 1.103 .780 0.083 i
service4 1.100 .833 0.076 ox
service5 1.028 795 0.075 bl
trusts 1.000 .876 -
trust4 .946 .853 0.054 ox
Trust
trust3 1.012 .904 0.051 ox
trust2 916 .841 0.053 bl
x*=330.782 p=0.000 df=140 RMR=0.038 GFI=0.877 AGFI=0.833 NFI=0.912
Lieis=0| =l QQIZA AL}, LMo Cist =olA It CH2o|[& Iv-6]9F 20 MYk X|+=E AmEH FI0[H|
QOEME E|| X|Z= JHK|, BHE, O2jd=oE S 2 99l = ak(x2)=73.268, p=0.000, df=49, RMR=0.017, GFI=0.952,
g g 1704 2ol MY E XNOAZ|L e AS LHst AGFI=0.924, NFI=0.9762 X3t X7} TEE|HM 2 ZH
1 HMA =, LHX| 2=0] Cigt 2HolX Q0lgMs AAg 4 O] HIO|HZAMXetSICHs HB2S ¥e + UMUCL
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<Table 12> Construct validity of endogenous in confirmatory factor analysis
Factor Item nongzt:fr;ig;aer:tized ngg;g?;etd standardized error P
value4 1.000 .848 - -
Perceived value3 .980 .818 0.064 o
Value value2 981 868 0.058
value1 .976 .852 0.060 ek
satisfaction4 1.000 .883 - -
Customer satisfaction3 1.090 910 0.053 ok
Satisfaction satisfaction2 965 874 0.051
satisfaction1 1.057 .886 0.054 b
Behavior6 1.000 .883 - -
B';‘r“g‘\:;r Behavior5 1.040 922 0.040
Intention Behavior4 1.044 .899 0.052 hx
Behavior3 .985 .881 0.052 e
X2=73.268 p=0.000 df=49 RMR=0.017 GFI=0.952 AGFI=0.924 NFI=0.976
<Table 13> Correlation of LOHAS exhibition factors
Division =l Perceived | Customer | pti®
Fame PR Facility Service Trust Value Satisfaction | | o tion
Fame 1
PR .683** 1
Facility 515** B17** 1
Service .609** .664** .644** 1
Trust .656** T14* .546** 729* 1
Perceived Value .654** .661** .536** .782** .765** 1
Customer Satisfaction .657** .697** 512** .730** .854** 774 1
Future Behavior 638 637 490 689 775 764 804** 1
Intention

* OE HEes ROTER0IM R2fRt *p<0.05
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<Figure 2>

18.957, p=0.002, df=5 RM=0.020,
GFI=0.981, AGFI=0.862, NFI=0.9982 LIE}5ICt.  AGFIZLO|
09 O|y2o| &2 Hel=& UEIXE IULE oM A=t
AXO| GFIL} AGFIZIO| 0.80|40]1 RMRZ(O| 0.50 77t
o Hgst YRR 25 5 A=, 2008)1 3iien
2, = g7 2Y2 JHEE AP0 Mot o
Ch. 2t = ATRYs AT ATRYo= St
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H1
0.215(3.425)** [ Perceived
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H2 1 ane®® -

H4
0.316(5.807)**

Future
Behavior
ntention

H3
0.220(3.523)**

024 e, v
.236(3. 339)** Trea,,

4
L
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M

H5
0.575(10.559)**

Customer
Satisfaction

H2.s  0.422(6.701)**

CR( ) /™ P<0.01 / e SignificantRoute ««=s= T TR # InSignificant Route

Model Verification: x2=18.957, p=0.002, df=5, RM=0.020, GFI=0.981, AGFI=0.862

<Figure 2> Final Research Model
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