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Abstract

Purpose — The purpose of this study is to investigate the factors that cause consumers to frequently visit large — Super

Store and goods for large — scale retailers using Super Store.

Research design, data, and methodology — The purpose of this study is to present the empirical analysis of 53 adult males
and females living in the Mokpo area on the relationship between perceived level of satisfaction and loyalty of the large —
scale marts. The results were analyzed. The statistical data of the questionnaire were verified by the SPSS.

Results — In the empirical analysis of this study, four variables were found to be the main loyalty factors, which were found
to affect the satisfaction of Super Store and the decision to return again. Therefore, in this study, the quality of goods,
price, diversity, and image were analyzed as loyalty factors, and it was analyzed as factors influencing satisfaction. It was
confirmed that loyalty factors were important. In particular, consumers’ perception of behaviors such as local specialties and
community service that can be distinctly differentiated from other distribution agencies was very low.

Conclusions — It is necessary to construct a comprehensive systematic system to analyze the detailed factors influencing
the satisfaction and loyalty of users of Mokpo ticket consumers and to systematically manage and evaluate them. In order
to raise awareness of consumer loyalty factors, consumer satisfaction and loyalty survey should be regularly conducted.
Consumers should look for ways to improve them and develop improvement plans. The various direct and indirect services
provided by Super Store to consumers include price, quality, assortment, customer service, accessibility, and feelings for
large marts. However, since the services provided by the Super Store are different from those of the consumers, the loyalty
factors for the different factors can be different. Therefore, in order to differentiate them from traditional markets or other
distribution centers, it It should be used as a weapon of competition. In this study, it is generally recognized that the
services provided by Super Store are very simple and inexpensive, so that consumers are not aware of the difference of

particular stores.
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2.1. L™ OE(General Super Market)

=
T MEE #E HEe X o HIX|Z[ofRU=s M4ES F
MOl 7tAECt 2 Hofst= MZE QOBiCh &, BEHN
MEE2 N7t42=2 F3(bundle)O|Lt SFALIR|Z CHEF T
Ste AECE Holgh = UCE bAHol= AOYJE) 7HE2
CHEgol™o|2He 0|2 AH|XE0|A 0j F=oh CHEAOY
HO|LC}

CH™EOIEE X7| Ci@golE(large discount store) =2 L]
AFFRE AEO0|(discount store)2t= J|EHCO 2 L0 HS &
U= ADYHENOICE EONHENE MAMXIZEEH HECE MES
TOiSH AHIXFSOA AE st HACE AE2| Ef K&
7|#ECH 10-30% XESHA TSt 27t MAEoE Z
AOHYERE LDICE Q=0 2P BINHO| MZEQTIQ AE
o F& Eel =E, 3N 2% St 22 HElR 2gEn
Qe 20| YutHo|LC).

JdejLt X2 SLHOIMS| CHEOES| Ho|of AH|XIES| QI
Al2 dligtENto| AYZAEO| Aotet Mt ADIYES| S, &

HRFSO| CHOHE Meio] = sirf So| o|RE YsxoR

=

MEIZo|Me| CHEEQIFOILE B0y DfEe| 7HE= CHEA
Tl QCh ofE =0f, Ex W 22171, 4=2
H, TONFEE], n2MH|A SojM 22[0te] N3t HEHR &
HE|O7tD o, ojM= o= Bk AH[XFOA Flsst 0f
OXI2 Xt2|E FUCD & 3= QUCk

S0{AIE2l B2 X7|0|& O|OtE Z2 HE{e| AUHYHEHE
CHed&ol™(Large Discount Store)O|2} ASIHOL}E, X220
ot Z|CHE2|Q1 ACHHOI FE0Hete] FESHHIR| 2|0
A5t o2| 80l HEdh= IPEoA A R-ES JfE2
2 CfotEstd 22|0X|1 ULt dgLt SEHCEE T
£#IHOI(Kwon et al., 2007)2.2 ALt MM 2 A0
= [HHOIEE YO{E= Kwon et al. (2007)0fA{QF ZO|
General Super MarketZ2 E 510 AM2SHC}

2.2. 1 ZHOF=(Customer Satisfaction)

XIS D248E=0| Cist Fol= SHAtE2| ol W2t Cf
LSHA Folx|n QUCh ALy CHefel nOEE 0|2 FO0AM
7MY B2 XXE €1 Qe ZHO| Olivere| 7|CH-2 X[ O
£0|C}

Oliver(1981)= 7|C-2LX| ZYO|M HE X AfH|20f Cf
ot APHZ|CHECE X[2HEl J0k7F SAL LXSCt 750
QIXIE AEfet HEAE HEfE LAMDFO=ZE FOSIRALCL F,
DR S O[X|= Q2 1HT=0| izt Folof
2t Xto|7t =0l Olivere| 7|Li-ELX| 20| olstH 1249
AF7|CHeE nZ40| X|24eh k7t nATFRO| ML E
Ct= ZO[Ch AMZ|CHIL o @ B 2RIt B71e =+
T Qo X|ZHE Mut GA| BIHZE = 7| 2O doto|
S0|Moj 2} AFEZ|CH7L nZHBkR0|| O|X|= Fgo| Fatx|
7|E SICHHoch & Ha, 1986). Yi(1997)= M|=MIte| TWrte
CF MH|A date| #7427t ofoist>| WEo AFMZ|CHZF 0248t
0| 0Kl g2 MIBECH MH[A0AM A LIEHACHKIM
& Lee, 2012).

Ostrom and Lacobucci(1995)2| HO|0|A= H|2™E H|E
(AlZh =8 S)1F 28% H|& OfjH| melo| nASg A
Stz 20210] EICt FHA H|g S HFTAE H|80| 1 AH|
X2t A El= Heo| 25 nA2 HESHA ECHKIm &
Ahn, 2012; Kim, Kireyeva, & Youn, 2014; Kim & Lee, 2016;
Kim & Oh, 2002; Maute & Forester, 1993; Oliver & Bearden,
1985; Oluwafemi & Dastane, 2016; Richins, 1983; Yi, 2000;
Yi & Kim, 1998; Kim & Lee, 2016; Kim, 2017).

Bendapudi and Berry(1997)= AH|X}7t OIX[St= XZ1t
MH[A, 2HAH|, AH[X| B4, £F2| FEZO|Me| MH[A FH,
HELL MEQ| It =FHE 52 LUUFCE HOlSRICt

2 =20 ¥FX= Bendapudi and Berry(1997)7f %
St OARER0| Fo|E HE ez GIFE HINSHOA; oot
2tA 2 70| M= Bendapudi and Berry(1997)7f F=&Est 11
Aot=of P2 0|X|= |QS8 SHeE =28 2oL

Ostrom and Lacobucci(1995)7} F%&St= DZOtEL AH|
X2t X|Edhe /580l HI80j| CHs AHXt7b QK|S H
2 DANFCE HOISIRLt F, nAEO TEL EUES
AHIXPZE &Y X|EShe H|8o| w2t £-o| MEL ME, 7|
2ol o|o|x|of Chet =7t CrEA LIEHHTH= Zi0|CE AH]|
A7 dzishe HE2 QubM o= XpATEe| EFMOI ko)
Cisi o< FREo= mEtst= Qo] Zstr| 20| AH|X}
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= QU= HME7HA0| CisiM 2 H|
fa g 4= QICk Jefut ME7HE
Lt AlZt SO CisiME 2dst
2 LIELt RE7|39 oA
ol HE#0t ofL2t 7t4 0[Qle|
IZSH0{0F & e R OfATICL
oloj| CHot MHAT Y SHKtE9|
FHEE 3B | SRz AHXEO0| X9l &
Ho|Lt X|EE H|EO| e} Ct2A Liettct= Zolch 2 A
TOIM HAFXIE Ol2{3t FHO| S2/5tH O|F EfE ATE
ol A Y JtME HFSI0 MTEMEZ TIHSIIAL SHoK<
Figure 1> & X).
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2.3. 1ZH0t=Nt Tj0|8] 9|

Olivere| 7|Ci-22X| 20| =M aHBF0|gt X|SO|Lt
MH|20f CHeF APZICHECH X[ZHE Moot =
£ TEe =2 Qs OIX|H AMEfe Z7EE MEfEN LHDIEFS
Bi=, A2HX|&ele, 7O o/=0| SFAel FgS 0|t
Z, 00| 7|l MH|A0 CHto] RtETE oiY 7Y
oistol 3E&Ql =8 S22 oiF 7(Yel MHIAE A%
O|&stux} ot ST 7|l MH|A0 CHSHY SHEo=Z F
HME GXICKKIm & Oh, 2002; Maute & Forester, 1993;
Oliver & Bearden, 1985; Richins, 1983; Yi & Kim, 1998; Vi,
2000; Kim & Lee, 2016; Kim, 2017; Park, 2017). tESt, 20|
M AERRO0| AHIXFE2 HE, 244, O|O|X|, MH|A, JHA,
E8o HmoM ZIUE AS HIEHSZE T F=of Chst
O HIRO| £EHE S ARl HolZtn FETMH
Bendapudi and Berry(1997)°| O|2& HIElCZ E 3= A
TEYEE dAstn JHdE HEe =22 hdSHK(<Figure
1> Ex).

olzfst MY S22 HIECE CHYOIEN M XNSSt=
ot MH|A(71HA, 7+, O|O[X|, MH|A, EF S)0f| T
20| UHEEE OM2 o 7oLt HE, 52 £3F9
EE T{o|8stuxt g Ziolzt of=xg 4= UL

2t AH|XPZE QMG BHE2 ZEE0 Ig2 O/X|n
F4a0l0] w2t PrEat STEFC| XHo|7F WSty HIm e
20| O|FOIZTICt & + RUeH, 2 HF0M HYOLEE O]
8ol 2 40| U= AHXEE LR HFEAM9 ANE
EQE olet &2 MAATFON FHEOZE AES Y5t
XFsict.

o
2
1k ]

2.4. =M (Loyalty)o} X{0|& o=

S = (loyalty)2t YHPHOo=Z AH|RZE £F2| HEZL 7|8,
20| o5t F7|Xez2 HOJE #1 0|8SHAHL L= HQ
S

ATFOM2| SY=Et 27 £EF2 0|72 £ &
of oot =Ml ZF 2 XEHoz HE5to]
YESts WSS ote A= FolStaAf oiLt.

SEEs AH|AS0| MES BHMEL HES MTOHSHALE
= MYES MO|Z Fog = UCHTucker, 1964). AH|X}
SY=et MO|§ 2= ‘Oj20f X|HHo=z HIE S MH[A
£ MOt d=sh=s ofHe= et S0t n2y

Of o EEs0 dgs BAl &1 FOIEEE oFX| BHe A
o

o2 Ho|Z WfE £ UCKOliver, 1999). Aaker(1991)= =4
=& 589 BEMEL AASIN FIIIULL =, HUE F
g8 714 Z2|0jgnt AIBERES d8%s 2UERME

7tX|e| diroz EMEO| Ao Qo Rkl HWEOl X|
SH01 ALEO| 28 PHEO{ZICD SHUCE ok, OFAE A
Ol B0 AE|0l2 7 2| StLtQl HHME F4 &= (Brand
loyalty)y= £78 EHEO| Cf5l0] 3FEHECE M= AFE HO|
HA SiE MZBO|Lt AMH|A HHEO CHSFY X704 St3=
4dgo|2ta g 4= QICh.(Aaker, 1991; Dekimpe, 1997).

Yi and Lee (2007)= nZ=ME7F AE4 S ZhofjMat
< 7|9 R datol 37X FES O|FICH AHHE S U
RALE &, AH[XH= £ F=ZU HE20| CisiM f=2=EQl 0[O
XL 278 7t oM THHES| SE2 o0, SHETt
=O0}%IC= Zo|Ct.

2HIZILHON S (loyalty)U= 2EAS
Mot HEOM HF0l & O JjME Ao

20| CishM CHMHCE =3HoR Hh8dtH tI|7h BCh=
A7|ZH0) ZXA  EHAMEICKRusbult, Johnson, & Morrow,
1986). tEot, CHEEQ SMEE 2=X¥oz ZUES AFZE
SHASHUAL St IPHOIA YWMEICED M2Astt SHEe
2 Sz S I, 2 MIAe| oLt 7|If/ELX 2H
OlM HAlSH 7|07t BFEIAS I AHXEL| SHEE &
O}XICHDowding, John, Mergoupis, & Vugt, 2000).

Yoo and Suh(2012)2 =MEIl =88 E0E M3l
LA O|HELCt= EXEiZE st 2UNTIE & 7
Ol =20, 7|0 CHe{ XHMSO0| FARA7F & = U= F
O] =Cta QIABICED SIRACE oHH, SEE =
A QHESH D2 ofL|0f, DHESH 70| gy B4
A2 OfL7[of Mol J|CHE ZFAIZ #Eot otL2t ZHEE
AAA7|E 20F Q0 2|7t EadICt St CHKeaveney,
1995).

UM o2 AH|AHs AFEZ|CHRb FOHZROIA X243 Aot
7b HlME[HM L= 7|02 €A =71 2S9| J|tHECt
22 Aoz ftihls Fd2= 28N 29X, 7|HEC 22
Ao E Wikl 2% 3HE 9%, 7|t E H=ot YX(st
M CkeUX|E ZAYSHA =ICHKim, 2016; Kim et al., 2016;
Wu & Yoon, 2017).

%, EEEZOIM AH[XEZE AFEO 7|CiSHE ME[AE S
2HAS BF UFEE J715HA, APHO| 7|CidkE MHIAE K|
SEX| Fot 29 04 F0EO0| LlsICH= Zi0|Ch [MEtA
ot 22 ARES TSI MEQ 7HH0|0f H@A=2| &

sl NAMH|AE AHXSO0| QMSH=E &
Al

=2

N

(@]
Hir — oct o|r
ro oo Ji ox >

[

i=]
+ UCkD dzimlof 2 AFoM JtEE 285t

a
= °o|=o| HIHA JHK|o|H, AH|AIES| 1HE
Fes UYOEY ofst }Ro|0jgt dgkE Ojictn & U
CH<Figure 1> £H=x).

2 dF0ME 7tZo(of o|olX|, MEo| M, H2|("2
), AEld(EE), ndMH|A 50| ZRESsE AMBE D &
drot HELVL g He THHSE ALESIIC
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Murray and Schlacter(1990)= AH|X}7F HZS THIbsH=0|
Ao MEECEH M0 Chet IEES O A X[Zetctn
SIQICE &, MH|AE 0|83t= AH|XH= X|ZHE fI”oILt &
SHAMof| Cish O< Tldsictn g = QUCE B2 MAYARE
2 A= DAAMRIT S HE0 O/Xs 523 20
O|2} BHS{2tCHLee et al., 2017). Ji(2006)= AMAXH A|ZOA
SEMO| BASHER nAotE nAMEo - S
O|XICtn 3i¥el, Jang(2008)2 =8AH|A, 2|11 Lee
(2014)= WSMH[A0|M 22t ZAZEl 2HA TS DA
2|7t nASHeo] EEC FokS OFIC SHQICE &, A

0

oco=
Zo| ZHo| Ci3t AHXHAIZE DASYE0 HYHOR o
o] o, ~HXES| MEls FEHC UM 7Y =4
IX5l= AoZ L 0| MdAATLE S3HM & = ULt
k=) &:

IHEtA ®MESoh Me|2el FE2 HIOtES| FR0|= Oftt
7tX2 CHEOIEE O|&8dst= 4o TFO[L; Ao Yeks
oiEickn & 4= Ack F, EYHZM FSSts MEOILE M
HlAo| ZEO| ChHot AH|IAEC| X[ZHEl Eohe TERE S
g2 OX2 Mz E7r 3EHo|EH E-HE0 st 59
E= =/ LEtE Ao, 2x2 EFFE s MHYE 2
E ASo AEH IS 0jF AOoJ2t oysiE & ALL Of
2t MAATFE HE2=2 2 g79 JtEE 25
(<Figure 1> &=x).

2.6. AH|XtO| X|ZHEl JhK|(Perceived Value)Qt T}

AH|XEQ| K| ZHEl ZHX|2H FOHIAMA ™o CHst A
O|L} &&E Sot0] AH|XIEQ| MZtnt TEH]| oA H k|

ZF2M 0l ™IO|C}  Zeithaml(1988)2 AH|XS0| XMES
m XpAO|A ==O{X|= ofo|L} malof CHSIY U
2 "IteeEMN X|ZHEl HX|7 ZFEICtn SHRACE
AW, X[ZE ZHEK|gt AR X5 ME7HE0 UM &
MAEQZL HZANECIZIE Moz AF HWIISH= ZO|Ch
=M, AH[XEZE XpAQ| oLt HI82| Fof H|si 2o{X|=
ojao|L} HA, 2850 ZHOM EIISt= ZAO[CE AW, At
ol AH[XZF X[ZHE EH-O| HEQ| ZSEOo CHa Mol H
EE EIM5hE Ao|H, UM= RS7|30| M3shH= CHdst &
EHOI|l CHoH AH|XE XpAIOfA OftHSE O]2ut &j|EHO| F=O{X|=7}
£ "Itshe ZAo|ct oM, X|ZHEl Z4X|of Cisl S ™EQ 71K
Qo aMo| 7|z, AlZtE H|E, 1o E4ut A, o, X|
ZtE 30 AAAel Ao <l ZFECHBolton & Drew,
1991)11 SIGILC} M2t Zeithaml(1988)2} Bolton and Drew
(1991)2] &2 JestH X|ZE JHK|= AH|X| ZAXEQI
ZHNM HESE, MHIA ¢E, 7|20 M3sHe Ciot
AorE T2 S0 CHot AH|X{e| HItet IX|2tn g
QUCL &, AHXIE2 £39 H=Z, 7|8, HE 8o Cigt

Atelo] Eeiot HIEO)| HIsh s=o|Lt o]¢f, 2|1 =

*
L)
L=l

|
84S 2R ITYCED TEE AS HQASHH, xHilo] Lol

YOI TR OfsiA7t OtL2 of2f ZHA| d&te Seldtol
LHECH= J0f Cieh Z4erd ol TRt 22435t Z28eltt= A

A HL oo X 4> K J
N

S 9lo| MUARES SoIM ¥ + UCL 022t A= AH|R}
So| F|20|Lt S 0je o= Ho|, QIINel WSOt
%2 olojgic.

2.7. 0|8 °|=(Reuse Intention)

ru
ot
kl

X|got Y KoM CHYOIEL ALHoz 2

=

i
| fsiME MER Do MauE ZX|UA 7|&1
BEA7 HE YLEES 0|FE= Aol FALLt 55}
. &, CHEOEYZL &S| fsiMe Mool &E0|2H=
O EMEE SQSHX|TH 7|ZEn 20| O3t M2l FSdiCte
o|ojo|ct. m2tA CHHEOLES| X|&£HQl HME 2iM= 7|&E
IZMENO| X|HHOl A MHF0| ERBICHLee, 2014). £,
JELME BEE MM |XIE sl 7IEnAEa K&
Ol ozt 1HHE0| RN, 0| AKEo=E X3Astn
HRANMZ HMOHHY UHMA|Z|= 20| X|g CHYHOLESO| Xdf
U= fI718 FE5t= 71 HIE2SH Zo|2t MZsict

0| = Tolg ol== 7(Yel aEo 2 M, 1HE
o AHIHSE 0|F3H7| 2t B2 247t EICKLee, 2007).
70| 7| HEL MH|AE X{0|8St= A2 7(Yel A
OME X&H oldEEs X H= A0, 1AWE0| w2
FEEE ZE=Che AE Q0igHH, 7|gel 5HQl 0|9e 2 0|
O{X|A &= Z{0|CHKim, 2017).

Han(2009)1} Park(2017)2 AH|XFSQ| AH|ALL ARZ0f CH
of "It Chfsh AH|REDE 2EE XN, 4EA HE2
HIEfo 2 J[Qo|L} AE0| CHzt EH=E dH = 2= 0|29
HEo2 LIEHLH{= AH|X} 7474Qlel ojo| & AMEo= X|o|
2 ol 2 HoIsRLCt Lee(2012)= R|O|2 O|=O0f CHs{ AH|
X7t &8 MH|A o|80|Lt MAEES T = HEXMO=R |
HE0|Lt MHAE FOiE Jtsd0l2tn FYSHH, 1HE9|
Ef=L} Azto| Oz oz O|0X|A &= °o|EZE o|O|siCt
1 }gick

o2t d+= {S7/3, 59| YEOE ANAM X|ZIf
22 EHO| maiL} FI|7te| AI7|EME AH|XF2| AH|A
2l }FCE 23X FUMSOE Qo AMATI plot &
oA EFO| M=o s =2 SEZE 2= A2 of
B Mzo| AN 22 I3A FIteCHE oojo|ct F, A
HIXIS0| £782| CHYOLEO| CHstol SHET == A2 &2
=2 =9 HE0| CHE =0 Hlsh oHEHY = on, 8%
7ts40| =Ct= AE2 QOjst7| 20 HYOtEY UM =
2 SHEE 7 e I HEH| RS9 MAS
Est= A2 oW TSt ZOo|Ck M2t nZHo| K|Fo|Lt

%
xF

o
=
=

7

13 0x
mjo ot

n

g

MES TOISBTH= HS FHET £ no| o8 S
of Zifetn I SHES &Y 4 Qs wolo| 2 ChYot

Eo| 345 Zutdoerd Aol

ek 2 AFoME flet 22 StAEol Fgar ddaT
€ HIE2= HYOIE 08Xt QlAsla Qe S8R5 &
Of 20I50| HyePolS0[H, ofH Q02I50| ~HX=2|
Z fg= 280 HEHQ IS DX=XIE 7tEE 285t

0] ASSIRACH< Figure 1> EHX).
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3.1, JPEAE

fijo

= FF0ME 2OM HASH HAATLSS HIE2Z CHZ
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<Table 1> Reliability and Validity Analysis
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<Figure 2> Results of Research Model
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<Table 4> Results of Hypothesis Analysis

Number Route B B t-value | Result

H 1 |Quality — Satisfaction| 0.177 | 0.156 | 1.770 | Reject

H 2 Diversity — 0.238 | 0.249 | 2.831** | Accept
Satisfaction

H3 Distance — 0.094 | 0.117 | 1.445 | Reject
Satisfaction

H 4 Service — 0.256 | 0.273 | 2.954** | Accept
Satisfaction

H 5 |Image — Satisfaction | 0.236 | 0.198 | 2.384* | Accept
H 6 | Price — Satisfaction | 0.352 | 0.371 | 3.784*** | Accept

p 7 |Satistaction = Retum) o7 | § 458 | 6.945%* | Accept
Determination

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