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Abstract

Purpose — The purpose of this study is to investigate the relationship between customer trust and intention to return to the
traditional market by using empirical analysis.

Research design, data, and methodology — For the empirical analysis of this study, questionnaires were conducted for
adults and over 20s. A total of 200 questionnaires were distributed to consumers with experience in traditional markets, and
163 of them were used for empirical analysis. In order to analyze the relationship between customer trust and return visit
intention by consumers visiting the traditional market, variables were selected through 10 constructive concepts and revised
based on previous studies. The SPSS for win 18.0 was used for data analysis.

Results — In order to clarify the relationship between consumer's visit to traditional market and customer's trust, it was found
that the tolerance values of both the visiting factors and the consumers' perceptions of traditional markets were higher than
.01. In the relationship between visitor's visit to traditional market and customer's trust, price was positively related to
customer trust at 0.1% level. Image, product quality and freshness of traditional market were 5% Positive effects were
found. These results show that consumers who Vvisit traditional markets gain customer's trust in price, image, product quality
and reliability of traditional market.

Conclusions — In this study, the results of this study are as follows: First, the effect of customer trust on customer
satisfaction is affected by the image (emotion) consumers feel about traditional market, the trust level about the price of
goods offered by the market, The confidence level of freshness, the reliability of consumers' connection with the local
economy, the consumer's traditional marketplace, and the level of awareness of the service (kindness) of the variables on
the independent variables. As a result of the analysis, it was found that among the influence variables of customer trust
used in this study, consumers had a high level of confidence about the price of commodities offered by the market, quality
of goods, and freshness, The same relationship, market environment such as hygiene or cleanliness, connection with a
local economy, service (kindness) of traditional market did not affect consumers' trust in traditional markets.
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<Figure 1> Research Model and Framework

3. 7td 23

HEATO| Y2Q0UT 2HIK ANSEO T2 KW of
b ABE PYHY U HBo £Y 2

= 9170 UZEH2 50| AH(XISO| HEAY 018 Al
D2IZIo TR o= Terety| FfSto] 200k Ofatel Mol
SIS (Y02 22 AUASIUCL MEAN olgFol o
L AH[XIE BNOE T 20059 M20| HEEOD, O

= 0lo
L
T o
o

o
@
i

i

AL E4ASHH SET HEX| 37HE A2t
MSEMo| 0|83t SEXte QAREA TN
L oM 530 325%, 0]A 110% 67.5%7} STl
, 7|ZX7F 1143 69.9%, O|=X}7} 499 30.1% 4 St

Ron, HAHOA= 50CH O|4 69Y 42.3% U2 SE=2
Az MYFEIL 86 52.8%= 7hEt gt

0x
|o
Hu

T o,
23l 70| 33] 0|4 WEATS WECH: SHO| 65
30.9%2 TP BS SYE 190, F2 7YUss 4E

[0 0F OF Ot mjo fi Jjm |1 ofy
ot

tu

= Si=E 89Y 54.6%, =AH=20| 718 40.8% =22 L

_

EtGiCh SE2|Y 7HIE2 102 3 O[2o] 142 87.1%7t
orCHsLaiL
OHol-M I-

2 A0 Ciet At2 242 SPSS for win 18.02 0|23}
b

38
&

<Table 1> Constituent and Question

Constituent Question
Trust
Image Friendliness.
Goods and Service
Price Price
High Quality
Quality Goods Diversity
Goods Trust
Freshness Freshness — 1
Freshness — 2
. Kindness
Service )
Convenience
Relationship
Relationship Price Discount
Existing Customer
Cleanliness
Environment Sanitation
Environment
Regional Economic Regional Economic
Trust
Customer Trust Satisfaction
Positive
Return Intention Recall Intention
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2382 =0l gM= MESY KT ELds WISIRACEL
2t R= Hp0| QOO 05 O|¥22 A LIEHLLL,.
oHl, LiMgargel M2lY E7Eel Cronbach's o A&
2% 08 O|gez EF NLads 7Hittn = 5 Qlof
Efggt M2ld24 Zite Of2f2] <Table 2>9+ ZLt.

<Table 2> Reliability and Validity Analysis

Construct Variable Factor | o onbach's «
Loading
Image3 0.831
Image Image4 0.730 0.805
Image2 0.558
Price Price1 0.799 0.929
. Quality1 0.843
Qualty Quality2 0.766 0.752
Freshness Freshness3 0.799 0785
Freshness3 0.730
. Service3 0.772
Service Service1 0.746 0.744
Relationship3 0.793
Relationship Relationship2 0.710 0.791
Relationship4 0.603
Environment3 0.747
Environment Environment2 0.683 0.791
Environment4 0.680
Regional Regional Economic1 0.778
Ecoiomic Regional Economic3 | 0.695 0.766
Regional Economic2 0.539
Customer Trust2 0.756
Customer Trust1 0.724
Customer Trust Customer Trust3 0.651 0815
Customer Trust4 0.628
Return Intention Return Intention1 0.664 0.928
KMO=0.902  p-value=0.000
33. @7 JH9ME L ol FxE FO

3.3.1. 7pd MH
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22 7hds 285Ut
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FeH+)S 01F Holc

<H 3> HEAIF2 &2 S22 DAMZ(Q MY =0
Yek(+)2 ojE Ao|ck.
<H 4> FEAIFO| &3 MHEs DAM2Qf YR =

<H 5> HEAIY H2AS9| MH|~ FE2 DZLZ(QL AN
Xl 7

<H 6> X-IEAIXI-

— - o
WYL =0 YeH+)2 O Holct.
<H 8> TEAIFO| XIHHH
T 2ol =0l Fek+)

<H 7> HEAIFO| HEHQl SE (Y, dE)2 nAz(et

3.3.2. HiZ0| REFK Ho

HEAIFES 0l8st= AH|A| PEQ0ez Qloh Ntz
7t MYE0182=0f OjX|= BAE HI243t7| flstd 10
Hel +gigs Sot Bz M5, dATS 7|=2 o
o] =8 FololRALt dEgFs2 & g7t 20| Q= &
g2 Helstl 2[HE SHYER Fd5tn SEASHA 32

St =& HI|SHER SHICH(<Table 1> Tx)>.
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41, HEAY WRaoIn DAME| Zto] A2

AH|RRO| MEAIE HEL0Int nZHAMZ(Qt HIMUAE Y
5t7| s HEL1F MEA|FL| AH|X}; QAl+~FES CHE 3|
=MUEHE 0|85t EMSIRICE 11 At SXAFSHA|(Tolerance)
20| BE .01 O|A9 £XZ LIEtSH Dubin-Watsons=
19612 TS 7H AEEATE glof 3=yl Hatst Ao
B LIEIRCEL MEAEE SES= AH[Xe| 2HEQeI0] 0
A0 OjX|l= A A0 74A(t=5.121)0| nZ44IZ|0f
0.1%Z0|M - FTEAHTL LIEISCH, HMEA|EQ|
0|0|X|(t=2.445)2} AMEZEZ(t=2.106), AMME(t=2.395)7} 5%
Fo|AM AN Fo| 0K e AR LIERRCE o2zt
Zits MEAYE HESHE AHXES2 MSAIES 7+, 0
Ox|, 4224, ME|ZOM Do M2E 1 Q= ez
LFEFCE

<Table 3> Results of Cognition Level Regression

Dsz::gleem Inc\l;:’p:lgr:::nt B |tvalue |pvalue| T
1.959 | 0.052
Image 0.187 | 2.445 | 0.016* | 0.522
Price 0.322 | 5.121 |0.000***| 0.773
Quality 0.142 | 2.106 | 0.037* | 0.675
C“TS:l‘j;‘t‘er Freshness 0.176 | 2.395 | 0.018* | 0.567
Service 0.107 | 1.471 | 0.143 | 0.574
Relationship 0.071 | 0.915 | 0.361 | 0.510
Environment -0.047 | -.609 | 0.543 | 0.515
Regional Economic| 0.059 | 0.757 | 0.450 | 0.500
R?=0.530, F=21.705, p=0.000, Durbin-Watson=1.961

* p<0.05, ** p<0.01, ** p<0.001
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ZX}8HA|(Tolerance) 40| R 0.1 O|AtQ| #=X|2 LIE}GtOH
Dubin-Watson= 1.7562 2 TS 7F AMZEAI7F Q0 3|3
DYOo| Mot A2 LIEHRICE AZM2[7 YHF0| =7t
(t=8.035, p < 0.001)| HBFBAHoIN SHHQI H3F BA 7}
Qe Aoz LIEC ol nMM=0| mat HEAIR XYE
g ZFE 22 2 Utk

<Table 4> Results of Customer Trust and Return Visit Intention
Regression

Independent Dependent

Verible Verioblo B ED) )

Return Visit - 0.000

Intention Customer Trust | 0.535 | 8.035 | 0.000*** | 1.000
R2?=0.286, F=64.558, p=0.000, Durbin-Watson=1.756

* p<0.05, ** p<0.01, ** p<0.001
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"0.246™

0.129'
0.157’

43. ATIHEO| FREMA}

ATRHON 2t HRASet 1 o] RolMS EASUCL
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HEAT WWE oE2 ke Z2O| SEls <H 153t <H
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Return Visit
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0.057
Regional Economic
<Figure 2> Results of Research Model
<Table 5> Results of Hypothesis Analysis
Number Path Analysis Estimate S.E. CR Result
H 1 Image — Customer Trust 0.174* 0.050 3.470 accept
H 2 Price — Customer Trust 0.246*** 0.041 5.976 accept
H3 Quality — Customer Trust 0.129* 0.049 2.630 accept
H 4 Freshness — Customer Trust 0.157* 0.048 3.260 accept
H5 Service — Customer Trust 0.088 0.044 1.991 rejection
H6 Relationship — Customer Trust 0.063 0.048 1.315 rejection
H7 Environment — Customer Trust -0.042 0.048 -.871 rejection
H8 Regional Economic — Customer Trust 0.057 0.052 1.098 rejection
Customer Trust — Return Visit Intention 0.660*** 0.099 6.655

* p<0.05, ** p<0.01, *** p<0.001
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