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Abstract

Purpose: The ultimate purpose of this work is to investigate gender differences in the relationships between product quality cues and
perceived values at a food select shop. Specifically, this study examines the effects of internal and external cues, which are indicators of
product quality, on emotional and social values based on gender differences. Research design, data and methodology: In this study, a
questionnaire technique was used to collect the data necessary to test the proposed model. 183 data were collected through this
technique. PLS SEM (Partial Least Squares Structured Equation Model) was used to test the research model. Results: First, there is no
gender difference between intrinsic cue and emotional value. When using male and female data, there was no significant causal

relationship between intrinsic cues and emotional values. Second, we found no gender difference between intrinsic cue and social value.
When analyzed with female data, there was no significant causal relationship between intrinsic cue and social value. On the other hand,
in the case of men, it was found that a weak causal relationship exists. Third, this study found gender difference between extrinsic cue
and emotional value. In the case of men, it was found that a weak causal relationship exists, whereas in the case of women, a strong

causal relationship exists between extrinsic cue and emotional value. Fourth, we found gender difference between extrinsic cue and

social value. In the case of men, there was no causal relationship, whereas in the case of women, there was a strong causal relationship
between extrinsic cue and social value. Finally, we found that there are moderating roles of gender in the relationship between external

cues and perceived quality. Conclusions: As a result of analysis, it is necessary to focus on extrinsic clues of product in order to

increase the perceived emotional and social values of women. On the other hand, in order to improve the perceived emotional and social
values of men, it is necessary to pay attention to both intrinsic and extrinsic cues of product. Therefore, it is necessary to consider what

clues and values are important to core customers.
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1. Introduction

TYSH BTE SOk HE FE| JHKI7E UCkD BEHECE
B 52 BES(Select Shop)0J2t 3 ofojgo| BE
BACSE OfFO) 2 Jf o4l HMC XEFS mO WS
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ZAF7ALL BE OIO|HIZ 20| & ETEa7tE Eolth (Yim &
Lee, 2019). 2 7§ O|&e| EZMETL 2 RU7|0| HE|E(Multishop)
=2 MHEESelect Shop)Ol2t = BICH (Yim & Lee, 2019). Lt

OiEa 2|F OjE0| BME § =L

FE CIB0|7 LeX|X| 2 2EHEE Yasitke §70| ULt
oL EHE OjEE 1990 A S A S0t HEHSO| Hakyat
oi7|ol  CHRol =2 0o T|£=(PISHION),
XAER|E(gstreet) S0 A|XRJACEL HEBZO| WSt A2
2000 & AMA QUEHLHMEO]l Z2(¢#) C&(Boon the Shop)s
QESIHMEE{O|Ct (Maekyung, 2017).
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euatolo 22felez o WEA olsstan AN X2
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7%l O|= S22 ' Bameys New York'0| &2 B2
ARIALCE R zztel HEMESO0 28 He A
IOl 2221 S22 Hifl F=F0| AL} (Joongang, 2020).
IjM7|YEEE 247 Ol EMES 22t
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105%, 92% & UL} (DongA, 2020).

OMH 7|&E 7|Y¥E2 AH|9| Wzl SE0| a0 2e1¢
HEL0H| MSAH TESHALE Zotstn ALk 2020 & 5 & 27 &
shdo] ZYUY ME AL 2e2tel HAE EQU(Equal2
EHSICE 2020 = 6 E 18 Lol= EQL O AT EHOfSE ME
FEE M EME RareViewES ZXHSIFCE F = 7=

=

‘LFmall 220t ofL|2} 22421 HEILEQ! ‘AroundtheCorner.com’, ‘AU S

Z M 7ol 22l AEEE 2Y IO ordEie S8
AHHEZQ SSF AF otof =222l HEEQ! 'ANOTHER#ZS T RILL
OlHiEE =Y OolsE AT /e 1 9l2ts Z2TE &8 2020 &
4 Y Ols Zlo|mZAEY HELEQ kidkidiE EAMCE SHX[DE
22kl HE &0| S0ttt M 7|E 2AEE =ziQl
&2 etds| Epst A2 OfLLCE 29)3, 7[E YHES2
QmRol OiEE ZStHA 22pQlEdt oLzt @maiel N
D% HZctke SE2 ok JCk SfHsE2 2020 H 8 Y
MEH SEAA X8t 2 B0 MZ MTH(1980 i O] Efoft
LY Mciet z MhHE 7t o EES T O{(PEERIE M
CHYs @EZCE MEA B2 de moEs 22 MZ MUZERH
W2 Mg ZoE OIE[AE Y AEL shdgh HE XE,

[ o —
MNCH o|=5& TBAIZIL AUCH (DongA, 2020).
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Chefotxl @ Zo] U= o ZADO
YYE(ZADO ranking shop) M 2 2HEHAE) A 2Yd5t=
ZHE AN 28 FEHIE GOEIEZs 220 AF,
AMREE 4288 S Cidet F5 UOfsts YMx= Tk 2,
dols AMRE HUS T2 o= AUl HAHZIE
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Ding, & Xing, 2009). & &2 M|Z &2 AH[Xo|A s 20|
Oist M2IE F2EMN AH|XL SHE HMES FOiSHALE E713 2
She B7|8 R OI8ICt (Hapsoro & Hafidh, 2018).

HZo| EHOIZ ot MZ0l| Chal AH|XEZb 7|CHS= 32
2 2|0[SHC} (Haryanti, Hastuti, Lako, & Krisprantono, 2019).
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2H|Zt7F Oj2hof s MEZo Tojof 2alE HA BHECH (Haryant,

Hastuti, Lako, & Krisprantono, 2019). 3t siE X|Z9|

SH|XP7E 27l AME FR0| oY ZR@HIXe| 7IHE 7L

HMZ0l| CHer 2= X o= M2 %= QUC} (Haryanti, Hastut]
e

HME 52 Sl

Ve

2 = AHROIA ®M3B17|
20l AHXt= siY HMES T8 = ULCH (Hapsoro & Hafidh,

2018).

21.1. HIEQ| £

MEe| £d(characteristics) 82 & (attributesy2 FAH XIE1}
e MES FESH| =Ch (Moslehpour, Aulia, & Masarie, 2015).
O7IM &d& 7HA EF, 715 d&8 52 =, ol
452 MNEOIM siE ME2 ofolLt +=&0| FeS OJRICt
(Moslehpour, Aulia, & Masarie, 2015). A2 Z0] CHst HItz Z+2to|
E40| o8 O|FO0{TICHMoslehpour, Aulia, & Masarie, 2015).
Moslehpour, Aulia, and Masarie 2015} MEEQ| £40 2 714,
AHAb OIAb OF Zzb Wo|d, J4mE OHMA 7AW S0

o 1

SHEBICE FESHALE

QIX|El EH(perceived quality)2 HZ/AH|A0 CHeE 1249
MHN WIS HHESICH (Banjbarian, Sanayei, Kaboli, & Hadadian
2012). Kwak and Kang(2009)2 ¢QIX|=l EHZ HMEol HEHH
Q=0 OHE AH|XRO| HHCHO|ZER FHOlSHRACH
Sanayei, Kaboli and Hadadian (20122 CQIX|=
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ARt TEFY Hotetn FHolSkRICE MEQl 2AX|E ZHO|

SETHH AH|Xe| O 7HsdE EO0HE £ AT (Moslehpour,
Aulia, & Masarie, 2015). &2, | Z/A{H|22| QK| &l EE2 1749
SHE0 g2 0/E 5= ATt =2 79| ME/AMHA EH2
2H[XP7L Rt HE/AMHIAE FOSHEE FE3HE Moslehpour,
Aulia, and Masarie (2015)= %o| £-40| 0§ ol=of [Folot
SE 0[FCHe A2 HYSRICE B, 252 2X[E FHO|

t=} =21
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HIXte|l Fof ol=of |olst IS OX|X| Zcte A2
THHSIRALH (Moslehpour, Aulia, & Masarie, 2015).
Mo 2H, AX|E SHu ¢HE Zofle LEDH B0
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(Banjbarian, Sanayei, Kaboli, & Hadadian 2012) Fol& {2
H 22 FaE07| 2o 2™ 2t AN EE 2o
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BERO| 25, 74, Mz, siMdE fleh 74X
Y-S LS} (Prabowo, Brahmasari, & Suryani, 2019). 2tA,
FEEE gX2te siE FEE M2Skes AR M2k
QUL (Prabowo, Brahmasari, & Suryani, 2019).

OIX OlAlS JHolo| X|AlAZE ZHB O,
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SR COE O Ay FE
EXZ EHBIC} (Snoj, Korda, & Mumel,
MY EE BI7ts JltiEls 2N
AOZ Ol LIEtLI=
Ct (Moslehpour, Aulia, & Masarie, 2015). 7|CiEl= &2
|=l %XE' CIME 7|HICZ 3SHH, 0] ChMe HES

EEA, intrinsic quality cures)it EHET, 712,
230, HEHa ’._ CHe S4@QA 3 T, extinsic quality
cues)2 25 EFBICt (Moslehpour, Aulia, & Masarie, 2015).

2HAEE MEQ WA E4a X E4¢HA, 74 o[olXx|
AR, etc)y2 7|ECZE HZF2l =FE
HIIoCE Zeithaml (19882 H|ES| EEZ2 2 7HX
ISR} St LA 20| CHE Stbhe 2
£ MZ0| tist AH[Xe| F0f o|X|= o|2fgt LA 2|1 o
29I10f| o|=&0|C} (Huba, Hassan, & Dastane, 2017).

ME|~ 2tE, 3n

ChA =8 O|Z(cue utilization theory)2 EE XEZ &L=
QY TM(HY, EUEY =ZF, 1 0iIgd 52 HI%EI’H
SR WA SMER o dAl, Z2H)EQ TEeEN HE

i€ zst= O|2O0ICt (Chi, Ding, & Xing, 2009; Huba, Hassan, &
Dastane, 2017). L{& JHX|= ME2 =2/d S4™Z, 37|, &
SF7))db HEICH  (Prabowo, & Suryani, 2019).
AHAEE MES AP MY, MET, =% S 2F cthMof ol
HItste Aek0| QUCH (Moslehpour, Aulia, & Masarie, 2015). ZL2{Lt,

o

Brahmasari,
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S LA BME AH|XRQ| FOf Q=0
=83t 29210|Ct (Moslehpour, Aulia, & Masarie,
2015). MAAT0| M= O|2{e HMEZ2|l S40| FOi 2=0f
AYEoZ Fetg DX A2E LIENILE (Moslehpour, Aulia, &
Masarie, 2015). 2H|Xt7} Oflgh XZ2| SZO| Chsl LMoz
BWSHA =W QX HWItECH= ".Z. | ol MMl Ago| ALt
(Prabowo, Brahmasari, & Suryani, 2019). SHX|Zt X|E0f CHst X|4/0]
SE5HALE siE HBO H:OW 22 2HXEE2 2H
CEMEE O[O|X|, HZAte| o[0[X|, O4E O|0|X)E EHZESI
HEol 2 Bk &0l UL (Oh, 2000).

Snoj, Korda, and Mumel (20042 HE EZO0| 2X|=l ZiX[of
Folgt gk 0[FICH= AS HESIRUCE Aghdaie, Dolatabadi, and
Adibparsa (2012)= L&AE L0 A0IM QIX|E FEO| 2IX|E
ZEK[0f F2let @% O|XIChe AS FESHRACE Kwak and Kang
20092 QIX|E & of ol=of Az Fekg O[X|7|=

o=
SHX|2F QIX|El ZiX|of <lsff Oi7HElof FOf ol=of FES
OX|7| = S WS HESHRALE
2.2. 2AAX|E 7HX]
Metd EEs0b ofuzt B0 Chet Zhk| Hrkel Opx|gt
CHAE ME EQ&E) g AH[XHe] Q1A0|CH (Moslehpour,

Aulia, & Masarie, 2015). 2X|E 7HX|E HES2Z HA|I$ Zeithaml
(1988)0] [FEM, QIX|El 7}K|(perceived value)= 2H|X7L HIE2

AFgez Qs A £l At MEQ ALz 23 FOX|=

0| CHel OfEA L7l=Xlof w2t MBL|l ArEdE Hotet
ZAatE0|2tn Folg = ULt (Zhang, Sun, Liu, & Chang, 2020). Tu,
L, and Chh (013)= 37| OIX|El 7HX|2 20|
MZ/MHIZ22H 2AH E= A0 FAATN| Cist QAME
7|8o 2 HlE/MH|A0| Tt 280 Cfjet FEHEY Hoteid
O[St RALY. Shafig, Raza, and Zia-ur-Rehman (2011)= 21X|El 7HK|E

HEZ2e 2F 714,
Hot X|EetD FolstCh 1nZo| QIX|El JHK|z 1 JHK| B2
ZkX2tn 22| ot 2E OHE & =2t0| EICt Ty, L,
& Chih, 2013). X|El ZHX|of it “Fol= i BHEZO|HM
ZEHO|Ct (Oh, 2000. MAUAHTE HMEH 074 JEX0f TS
=l Yol #ote7| EEL} (Oh, 2000). Yoo Park (2016)2
7EX|et g Ho|50| EZtn, SHBID,
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AH|XEQ| QIX|El ZEX|7t 1988 HOf| ATHE O|F
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Zeithaml(1988)2  2IX|E ZHX|7}
getg D|RICtD FESHAULCE
de AFoMe AH|RRQl THKIE
TFESIYCHZhang et al, 2020). THY XP%
IX|E THKIE @F SiLiel =EE g
A =& Ao AAO|E(trade-off theory) EFEOIA FZsict
(Zhang, Sun, Liu, & Chang, 2020). Snoj, Korda, and Mumel(2004)2
IX|E JHXIE £ 72 FESIFE Stite QX|El SX0|H
CHE Stihe QIX|E f”olch. 252 19l QIX|E 7HKE
CHAHREA JHE 2 Hi2kE D QIX|E ZEX|7F QIX|E o]2lat QIX| &
H|& 7to| 2 BHAIZ LIEFHATI EQATH (Snoj Korda, & Mumel,
2004). 2IX|El 0|92 MEQ| FOHRt AHE &bgut RAHSIO] 7HEt
HZo| Crst E49| g2 TSIt (Snoj, Korda, & Mumel, 2004).
QIX|E HIE2 YAK 7HH@EDt ofLZt MEQl TRt AFES
St O AN LS b g2 90|$H} (Snoj Korda, &
Mumel, 2004). & F2'H0| 01 ZHHESICh= ZEO| As BHHO|
StLtel E=o2 QIX|E 2 H2%Y5l= O= A7t
UACts XMz EXfeiCh M2k, B2 S7X= CHRIE i8S
48 ZHMBISCH (Zhang, Sun, Liu, & Chang, 2020)
K|o| CHAHIA HoYE AH|Xto| FOjEQ(ol Crfst
St Q7| WEof, ATAks AHdle| AT FHof
AtE3St= 40| ABtSICt (Zhang, Sun, Liu, & Chang,
2020). Sheth, Newman, and Gross (1991)= EHH TO§ (9t
ZHEBI0] AH[XIO| JHKIE AE|H Z

2H[RRS| SJAFZEO Rt

n

mn

> 3

ﬂJ°J
My
Nomo ]

0§

=
[

Ar pX re o
Ral

4 e
oz Mo
LE

mjo

7FK|(social value), Z
7HX|(functional  value), =
7}X|(conditional value), X|& 7}X|(epistemic value) S2| 5 7HX2
TE8IFCE Sweeney and Soutar (2001)& Ao Chst 7|5H
7HX](functional performance), =0 CHst

7}K|(functional values for money), AtS|E ZHX|, ZHE JHK| S
4 7HX|2 FE2SIUCE Mathwick, Malhotra, and Rigdon (2001)2
AH|XES| FEA  JIKIE A=IE 7HK|(expressive/social  value),
ZHd™ 7HK|, AHA 7K (economic value), AE8X IHK|(utilitarian
OS2 TEIRUCE Zhang, Sun, Liu, and Chang (2020)2
Sweeney and Soutar (2001)2| YITE 7|HICE AH|XIQ| JHK|E
A48 7K, ARE JHK|, 220 oig 718E HK, =0 Tt
7188 7t S22 FE23HRALL Ghazali, Soon, Mutum, and Nguyen
20172 ®7|s MEI 2HE5HY AH|XEe| QIX|El 7K =
7 X](hedonic value), 742 74Xl (health value), S+ 7}K|(safety value),
24 7HK|(environmental value) S22 TESIYCE Yu and Lee
019 M8 HMEQl THOIM ZMoHH 7HK|(green value),
MO THK|@esthetic value), 715X ZHK, ZAEH FHX|, Ats|H

7HK|E AH|XFQ| QIXK|El JHK|Z ERUCE Merle, Chandon, Roux, and

7}X|(emotional  value), 75X

values for

value) &

Alizon, (20102 AH|Xb QIX] ZHK| =& KQHSHHA  OfA
Z{AEOMO[X[O| M2 5 JHX| ZkK|E= BN JHK], HE8F THK|,

n3ekuniqueness), AtOt HZE 7HX|(self-expressive value), HZEX

A1t 74X|(creative achievement value) S0|2t1 FESIRALE Ghazal,
Soon, Mutum, and Nguyen (2017)2 AH|XQ| QIX|El 5 ZkX| FHXK|
F A% 71X, o JHK|, HEE JHK|, BHEE JHKe /f7ls/H A
HE MT7of Ef=of Rolst FEE OIXX|Z MZE JHK|&
Fo3t #A7E gitte AE [ESIRCEL O|ME AH|Xt 7HK|Q|
Stel XHRo| EFE ME SEXoIZte Hit ME FUHE =k

1 O = ==
ot Feks 0| £ UCt Ghazal;

=
UL ZtZ}0| AH|XO| =4O & 2 2

Al
Soon, Mutum, & Nguyen, 2017).

Zeithaml (1988)2 &, 7H4, 7HX|7t 242} Ch2 Jidolete HE
X|HstRACt 7HX(Qb 7H4E H|WSIAE M, Zhang, Sun, Liu, and
Chang (20202 ZH|XF JHX|ZF XAl MIE 7HEE2 ZdEsk=
7}0|E7t STt BRACE 7HK|Qt 22 SIS M, Ch2el &+
7tX| O|RE 7H|z SEECI O A9 Xtalol = 7ygolct
(Zeithaml, 1988). AWM, 7tX|l= ZEECH o JHeIXel J4Fo|ct
(Zeithaml, 1988). 17| WE0], 7tX|= SHEL O 429 X9
4o 2 2Otof St (Zeithaml, 1988). M, 7HXl= SE1}t Ct2A
W7t X238t 240t O2 Qs 27| &le 84 7tof &

ug ula

HBIOIT} (Zeithaml, 1988). BHEHO|, EE2 A &= Q40
ZHE FD QCh Zeithaml, 1988). O|ME, 7k, BH, 717
CHE 7HEO[X[2H MAMATO|M= IHX|2t EH R 7tAS FEHK
1 7HK|o| 2R E He FRE UL O S0, Zhang, Sun, Liu,
and Chang (2020)1} Sweeney and Soutar (2001)7t ARE3t Aatof|
Oist 7185 7tKl= E3at 7| Jatof Ciet WIS =abotct
(Zhang, Sun, Liu, & Chang, 2020). & S&2 Htgst QUCt =0
Oist 718X JtXl= o|Yut HIEQ| HIWOM EEL= 282
[=1%51 Z

tCH (Zhang, Sun, Liu, & Chang, 2020). Ol= 33X & 714
st QUCE OIME  aH|ARel ZHX|0 Cist ot
AT ol maEtM et 4 Aol oo ¢
2 M8 = U= WE2 OFRl = EXSHA| =Lk Yu and
Lee (2019y= ZIX|7} CHTh XpRQ| €0|7| WZ0f, 7IX|7} tHE
JEOM CHE SFS 0E = AT BpCE A9 QIX|E
ZHRl= 7HY, o, ME SOl mEk ZEHEIEE (Yu & Lee, 2019).
Zhang, Sun, Ly, and Chang (2020)2 AH|Xte| QIX|E 7HK|=
Aol Mtof et 0f ChUsHA Mg 4= QUCtn 2EUCE Yoo
and Park (2016)= 17 ZHX|7b HTHXO|: ZHRIFO|H fetof
o|EXo|2tn FHSIULE
8™ IHXl= M=ol &
SHCHZhang, Sun, Liu, & Chang, 2020). AtS|S ZHK|E XRAlQ|
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= OP Z40| OtL|2t HZE AHBLlERH Wilsl= EAHZ1t
ZERpat CHE MBt R4S SREX(0f 25t AlRH
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TOH 2l=0f FE MRALQQI0ICH (Ty, L &
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AR, 3SHo2 FOj HE, FOjE0| S7I5t0 AHMNELR
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Yu and Lee 2019)= HBEAZ Sof M8 HME2 70 2|=0f
g 0K 72 SMzhy 7R| dEA THK|, MEIA I
S0| ACH= AS FHSIRACE BHHO|, OS50 AFE EH AR
s W28 HMEZQl Toi °|501| Folet e DIX|X| ot
Ho=Z LIEICHYu & Lee 2019). Yoo and Park (2016)= ZAZ|
Bae ME0o| Chst BHEOof ’é%x—*‘ 7ER|, A ZEK|, ARlE 7EK],
BxH gut 7KK S0 |olst IS OX|X|E Xp7| ®HH
7Kl BERO| Folot Fes O/X|X| Rottte Ae HHSHRICE
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XIE IHXoM EEEl= 245 BR80Tt (Yoo and
Park, 2016). 2H|Xh= FLO| ™ =2 0§ BHAGIM ZHK|E 2AI51A
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Park, 2016).
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2.3. 82 %ol

Hdut ool 7|2& E4& CHECL (Schmitt, Long, McPhearson,
O'Brien, Remmert, & Shah, 2017). Q1Zto| &tof Ztst 7HE Aot
X

= & otth= e g8t 01’8 ofigt HeofA CHEA

O
=21
ASotn ot CHE JEoME FAfet BES SE=LF"OICt (Eagly

SZ°

ﬂl|0|-_c')_il'

Wood, 2016). 0| 2=0f H=tet B2 M3 F= =2
ZXSHR| &=Lt (Eagly & Wood, 2016). Eagly and Wood (2016)=
olof st BiLte] QIR AIO| UAOA  H XO|(sex
differences)@t FAFS@imilarities)2 A & AE(gender role
belief)2 EtHSID U, Ol & AZ0| HOPZH= AR2|0|M
0 o] dol Ats|™ SAgh(social roles)dil CHet AtEES| 7|CHE
HESHE Ao|2tn FHSIUCt (Eagly & Wood, 2016). 2 FEO
THE HAlst Az|E gt 0|E(social role theory)of| 2lstH
Ktojol ME AlRlH dsE2 4 I XA WSSH= 40|
2lol0| EICt (Fagly & Wood, 1991). £ O|20| M=, Ats|H
HSoIM 8 Kol HH o kol Atz|H ogtol LRO|M
AZHEICE (Huang, Kumar, & Hu, 2018). =dnt oAo| Cr2H
WSSH= OlFe 80| &3 UAs =HE0M XHo|A| Hizk=
2TAREO| CHEZ| W-EO0|C} (Huang, Kumar, & Hu, 2018).

5 0|22

‘g Kol o g ZHA HHEICH Eagly & Wood, 1991). ‘&
ggolzt FMat o o] oA ot WEE F ook sHeX[of
et ZRE AMEE TSICH (Huang, Kumar, & Hu, 2018). 3 Xto|of|
st 71E AFES XHSiAM Hea oMol £ W AlRE
S0l Chet CH2 7|07t EXpiCie @2 ZRS UCH (Eagly &
Wood, 1991).

A Xolof UoIM = IHX| Aol EXfste o 3SH

38 2| XH2l(agentic

A74A, ofl, X[HHA, 1t S4)OICt (Collins,

Xtl(communal dimension, 2F%X,
dimension, S&4,
Burrus, & Meyer, 2014; Eagly & Wood, 1991; Kimbrough, Guadagno,
Muscanell, & Dil, 2013). 82 =2 F=F9
MZ8t 0 (communal attributes, A EAH F4), FsHR0|1
0|7|H0|1, HYIE0| ZotH, ERQIO| Ot Hi2q{«lo|
ZSICt (Fagly & Wood, 1991; Kimbrough, Guadagno, Muscanell, &
Dil, 2013). QEYU AL ZAYME Ood2 HHEC Ol
A O, ME, etc) EE Qs AHUES O O] A=
ZE0| ACKKimbrough, Guadagno, Muscanell, & Dill, 2013). O|E
£0], O 4220t O|F0{Zl FEM EE2 &A "o AL/
O 29 7H540| &=CHMoskowitz, Suh, & Desaulniers, 1994).
M2 oi2|3 dE(agentic qualities)0] ZHH, =EX0|T,

27|18 SEHO| FO{LtCt

o aMe

PAYSES|
=Nk

x
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(Eagly & Wood, 1991). SIE{Ll A0 ANM HEe SR M

1

A 97|, MY g AEAL 38 HE BN AY 58 9P
F2 QlEUZ AIBSHs H0| ZBIThKimbrough et al, 2013)
m2hy, Y028 O|ROIT HEHN HMSS CfelX S42

LIEILl= oo =2 7Isd0| &=Lt (Moskowitz, Suh, &
Desaulniers, 1994).

H|wStH, 0do| A2 AR =20 #alo| =2 HHH, He2
X9, 71=0f gt 20| =L} (Huang, Kumar, & Hu, 2018). O|E
S0, SNSs &0l|M OfdE XAl JEFARY, R AR, B2
XAlofA SR8t AIRel ARRlE 22|l= 40| 4ot HHHO|
Hd2 08 AxXx HE0| R L8E 22l dE0| Zoct
(Huang, Kumar, & Hu, 2018). £HH0j|, g4af of 40| 40 U= =d

HLIM= gt oo AE TiHo| EHel

Suh, & Desaulniers, 1994). O£ =0f, =4 XM Od=2
OdECls S0 O SSHoE & dsstHA gdol o
7t HE2 EY 7t5'80| UCHMoskowitz, Suh, & Desaulniers,
1994). o[ofl Ci3t O] & itz QAX|El A (perceived gender role)
X|gkdol HEEC= 180 A&E[0f UAes XM
25t AR A" o 582 & 7ls8ol =7| oot
(Harrion & Lunch, 2005). & AHO| &S0 UM dH Xo|&=
A oA FOX|= AtelA g0 S EH=Ct (Harrion
& Lunch, 2005). ZHIH, HEfSHY, Al=lH, 7|&H
HA 2 MHE E40| Se o

(Harrion & Lunch, 2005). 22 QI7t0| &Lto| SAghofot

=9

e oflct Qlzk2 Edsh AlRH
QE0|gte E CH2 QStn 2sks{of SO K| iLfo| si=ot
=30t & == QUCF (Eagly & Wood, 2016).

M gdgt2 0| S O|EICt (Eagly & Wood, 2016). Huang,
Kumar, and Hu (2018)0f =3 2 JHele| Ef=2t HE0
ges 0iRCE gdat ofdol oA dsste Olge 189
EEHQ AZ|H Ao Xto|7t EXSH| IEO|CH (Moskowitz,
Suh, & Desaulniers, 1994). 0| =0{, SEIXIZAIR} ZtZAt0]| LYt
7|0iEl= HS0| CH2 At 22 OlX|2tn & 5= UCH (Moskowitz,
Suh, & Desaulniers, 1994). BtCHZ, A0t of 0] St AlS|H
g2 JHX|D JCHHE FABE WES FHE tsdE EXTCH
(Moskowitz, Suh, & Desaulniers, 1994). TFF ZIZto|A 1t
O0j4o| Yzt Fetg FOoi=CtH, FARSH T2[& d2|n 2
g o 2e 7Hs540| ULt (Moskowitz, Suh, & Desaulniers,
1994). 3SHCE H41t o) 7to| MY Xtojof AES O[E =+
e s 2010| &)

#H==0|Ct (Moskowitz, Suh, & Desaulniers, 1994). A2t 2} sHE

—
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Figure 1: Research Model

OlME MY Xtolof 2 Aol HE2 o A0l st &EX
7| CHo| EEtEf CE2A LiErd 5= QUCH (Fagly & Wood, 1991).
XpAlofAH Foi7l datg MIHoz $£Jsty| QsiA, =¥t
g2 ot sl AHAO0| ERSICH (Huang, Kumar, & Hu,
2018). [2tA, 4 Xtolof| 2 7=t 7|we| Xtolof w2t Zatst
Ct2A LtERd & UCH (Eagly & Wood, 1991). Mg iTLof =,
g XoZE AA LiEtE dRE A1 A LIEHHE 3= AT
(Fagly & Wood, 1991). CtY 3._ AHToIA - AtOlof| e ATt
SUXSHA LIEL= &S A5 s AlRlH g2 o|l22
4 X0|E =FE HE A A2 Mtstn ACH Eagly & Wood,
1991). Ol € =04, Kimbrough, Guadagno, Muscanell, and Dill (2013)2
QIHUW AL IFO| UM HE K07t EXSCle A2
TFHBICE Huang, Kumar, and Hu (2018)= SNS(social network
sites)2| A0 RUOIA HEHO| [ME XO|7F EXeitte AE

TEOIRACE  mMEkM, =  dFoME Bt 22 JtEE

MIAISER; SHEL,

H1: MEe| 80t Z8H 7HX| Zte] A= gEof w2t Xto|7t
ZXg Zolck.

H2: MZ2| 81 Ale|H 7HX| Ztel 2= 920 a2t Xto|7t
Exg Aolck.

H3: X Z Ol0|X|et Z-dX 7HK| Zte| &A= SEof W2t Xto|7t
ZXE Zolck.

H4: XIF O|OfX|ob AlR|H ZHK| Ztel A= G20 a2t Xto|7t
EMe Aojck.
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7+s S factorability) 2 =E6H7 (0] HISHAIE HIIBHC (Yim, 2015 O[0f|
Chst 7= KMO 2F Bartlett's Test S EEIQICE MeiolTo) =X
Kaiser-Meyer-Okin(KMO) Measure of Sampling Adequacy & |2~ 06 0|4
Z|O{OF HgtSHTE L =L} (Yim, 2015).

2 AT0|A= SiEH ZH0| 0874 2 LIEL} 7|Zg PSSl 9
CHSOZ Bartlett's Test of Sphericty(&d Hohe A= [t
4Rp<005) HSICID 20t (vim, 2015, &
0000 22 RO[SHA| LIEFSITE

Ch2o2 2N
Heloh QQIZE
Zotsks HHOICH (vim 2019). MEATO| @2
HEO| 7t QiMoo 51, 32 F

STEIC} (Yim, 2015). & S0 = E 147l 50| AFRE|AL, AL =

n

Table 1: Measurement Model
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HEO| £7t 183 7HO|C}. M2, 51 7[ELEE 70 i HEZO|
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RACE

=
SR 9ol A2 9

=4S fle 71

I
B

BHH2 PARPringpal

Ads FactoinggE  AFESIRIL, 291 ™2 Obimin with Kaiser
Nomalzaton = AMESIRICEL PAF € ARESH Olg= Q0I5 7He
HEEAE TPgStn U WHo|7| WEOICH (vim, 2015). 291 7+
ke S A,

= & A70ME 71282z 2015 7H o= Feo|

0x ox
e
e
N

e
=
i
_}l_
oz
_('J_}-
k1
30
rir
0
b=
N
k]
110)
rot
H
-
m
k1
Il
i
[l
a

Construct tems Factor Communalities
1 2 3 4 Initial Extraction
Q2 .055 .587 .095 -.065 .294 .374
Intrinsic Cue Q3 -.031 754 -.075 .057 391 .546
Q4 -.035 777 -.027 -.007 424 .610
11 .046 .016 -.030 -721 482 577
Extrinsic Cue 12 -.033 -.008 .063 -.859 475 .672
13 -.004 .005 -.074 -.617 .382 426
EMV1 .006 .040 -.865 .006 721 .755
Emotional EMV2 -.065 -.038 -.960 -.011 769 849
Value EMV3 119 015 -.755 -.059 738 755
EMV4 .067 -.003 -.815 -.011 715 751
Svi .824 .044 -.051 -.047 .766 776
Social Value Sv2 .946 .010 .015 .031 .821 .855
Sv3 .959 -.014 .043 -.002 .820 .866
Sv4 .808 -.047 -.078 .004 741 743
Eigenvalue 6.129 2.354 1.253 1.124 Extraction Method: Principal Axis Factoring
% of Variance 43.781 16811 8.947 8.025 Rotation Methogzag?limin with Kaiser
Cumulative % 43.781 60.591 69.538 77.563 Normalization (OKN).
KMO and Bartlett's Test
Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy 0.874
Approx. Chi-Square 2515.728
Bartlett's Test of Sphericity (BTS) Degree of Freedom 91
Significance 0.000

cEstk SHEt

ot BHH2 PCAPrinGipal Component Analysis X2 & & total

varance)0| OLIZ} ZEEAKcommon varancdS EO| CHZAMO|

HIXISEZ (o) Cf et 7|Z0| Wet eolg Axsplo| o Mt
LQ9QIZ==0| 7HS3SILCt (Yim, 2019
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Table 3: PLS Crossloadings Analysis

Emotional | Social | Image | Quality t value

Q2 -0.0927 -0.0694 | 0.1199 | 0.8165 2.6935
Q3 0.0057 -0.0511 | 0.0572 | 0.6722 2.2671
Q4 -0.0336 -0.1027 | 0.1552 | 0.8309 3.2559
11 0.3599 0.3515 | 0.8648 | 0.1367 25.8620
12 0.2703 0.2180 | 0.8210 | 0.1391 17.0520
13 0.3131 0.2714 | 0.7772 | 0.1095 13.5683
EMV1 0.8520 0.4054 | 0.2825 | -0.0505 29.8453
EMV2 0.8898 0.3939 | 0.3395 | -0.0972 32.3371
EMV3 0.8713 0.4975 | 0.3787 | -0.0238 32.6273
EMV4 0.8862 0.4921 | 0.3471 | -0.0606 43.0433
Svi 0.5099 0.8948 | 0.3777 | -0.0422 45.8541
Sv2 0.4735 0.9076 | 0.2872 | -0.1054 50.4932
Sv3 0.4183 0.9059 | 0.2937 | -0.1043 39.1361
Sv4 0.4158 0.8496 | 0.2749 | -0.1147 23.0975

29 =  J|E(factor retain) 7|F2E2 Q9 HI|Zkfactor
loading)O| 05 O|&0|HA, 04 O|&Q| Z+2 % ﬂxfﬂm(cross

loadings)0| SiE 20212 FESIFICE (Yim, 2019). £, s 20l
HFEA| DRZkeigenvalue)0| 1 Ol Q015 M 6}9‘; b (Yim
2019). DXL 2, & 20| 60% OldE 7|82 A rmtr
(Yim, 2019). O|2{st 7|&=0|| el FEE 4 74| 2012 Table 2 2t
ZLt

3.2. ME| "I}

= AF0AM = Azl g0 Ciet E7t= 2 71K EjES AFESIALE

StLil=  ZbZfe| Jfge=ol Cfet dEldE BiRbke ¥R
MEldtem reliability)0] 2  CHE St ZEA=ES  LHH
L& H(internal  consistency)y2  B7tSH=  Cronbach’s  alpha 2t

Composite (Factor) Reliability & ATHERQUACE LI Labd X|BE F

7IXE AEHEE Olfe 5 K&t 22 HAH(upper bound)2t
StAH (Iower bound)2| Z20| RUAOIA SLIQ| X|HDILZ BHIISH=
A2 MEEE " "okt o 2ATH 7| WEOICt (vim,
2019).

&= ME[Yol| i3t HI7H= PLS crossloadings &A101A 2219
50| MY 20 ZMoM ZHE =t Yot HHE
M=7tE 2Lt & 229l g50| AtA12| 8 Ql(parent facton)0fl &2
HIgte 7HKE Hestotn 20f Hjgiol gt 7IE2 0707

o
0>

0]

il

k. Table 301X E= HiQI 20| Q3(06722)2 M2t LIHX|
Aol 2Ol(parent factonOff = HIHZIULD sHL
2L _'Irﬁol(foragn facton= EMSHA| RUALCE Q3
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07 2 H35HA|= ROt sl AL 2 wAReol

U0l EXSHK| @, SAHS=z [{olSIATIM diF H=E
A-ESFRALL

g2 WA 2ude 8o delde Hoiiglch WA

Lol CHEE H7t=  Cronbach's alpha 2t  CR(Composite

Reliability)S AF8StRACt = at%01| Oist 7|82 EAME 79|
42 06 Of4, YA 1o A2 07 O|AO|Ct (Yim, 2019). Table
40| 28 Cronbach's alpha ©| 2 06967 2 07 Off ZAtSH=E
Ho=2 LIEMCE CR 9| %% 08187 2 7|TZtS A3|ste
Aoz LR mats, Z-E=R0] chst d2ldol 287t 8f
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Table 4: Correlation Analysis

Construct Emotional | Social |Extrinsic| Intrinsic
Emotional 0.8750
Social 0.5135 0.8898
Extrinsic 0.3883 0.3502 | 0.8218
Intrinsic -0.0662 | -0.1003 | 0.1559 0.7765
AVE 0.7656 0.7917 | 0.6753 0.6029
Composite Reliability | 0.9289 0.9383 | 0.8617 | 0.8187
Cronbach's a 0.8983 0.9123 | 0.7615 0.6967

Note: The diagonal values (in bold) are the square root of AVE
while other values are the correlation between the respective
constructs.

3.3. EtEd "ot

Efghdol cist "ots EE EFZhd(convergent validity)dh THH
Etd(discriminant  validity)2  E7KSIRCE &5 Etdd2
AVE(Average Variance Extracted)E 7HX|1 E7}SHC AVE Of CHgH
7|1E¢2 05 O|&O|Ct (Fomell & Larcker, 1981). Table 4 Of &=
Z|4 AVE 40| 06029 2 7|ES TESIL A7|0f YSEFHO]
X7t GiCkn & 4= QUCL CH2e 2 THEENEE2 2F R0
SEEAH At AVEL| &2 a2 HIWSo ST (Fornell
& Larcker, 1981). EEt 7|Eo=2 2120 AEEHH Al gtRCt
AVE o &2 20| 2 4<% T EfEdol X7t eicte 2ot
(Fornell & Larcker, 1981). Table 4 & =M X|C Art2A A4 242
05135 0|11 Z|4 AVE Ml& 242 07765 2 T8 Etehdol| 2|7t

r



Myung-Seong Yim / Journal of Industrial Disribution & Business Vol 11 No 10 (2020) 59-73

= A

Ly |

34. =D H

12
=

ARoME F=2H 2MS Aol PLS-SEM(Partial Least Square
Stuctured Equation Modeling)?|'812 ARSSIICE &2 7['#2 Co|EQ)
74 HALL BHO| EXSIALE FMA Z2Y(formatve mode)S
1ALt H|O|E{2| H-Emomal distibution)0| ZHEE|X| L AL
reg 7| Eolct TEDYstucture mode)at
T B8 (measurement mode)2 SA|0f =HE 4= QICH= AHEO0| QL)

To=2 T Ml oo

Aol ZF HIO|EC| rdo| =HEE[X| Bof HO|HS| rd=

A Ol

>

-
i D ¥ EEOI'

o

69

Table 5: Tests of Normality

Kolmogorov-Smirnov Shapiro-Wilk
Statistic| Df Sig. | Statistic Df Sig.
Intrinsic .306 179 .000 732 179 .000
Extrinsic | .105 179 .000 927 179 .000
Emotional| .110 179 .000 .963 179 .000
Social 119 179 .000 941 179 .000

2 2o it MpE K|EQ R S AHEE 2A8E s

Moz BEg FESHE MUMakimum Likeihood) 7|8 2EE
AFSH S HBISIK| OTh 0167 2 LEHT, AIBIH 71Kl 0147 2 LI E2 71FQ1 10%
2 OI7o| 29 Of2f Tabe 5 O HAIE Hiet Zo| Gojeje] Ol GE SRIOHS H2R LB Sosk Kahai & Piovoso, 2009)
0| ZRE(X| Ik | W20 PLS-SEM 7| S ARZSHAULE
Table 6: Results of Causal Relationships Analysis
Path Mean Standard Deviation Path Coefficient | Standard Error | t Statistics Sig.
Intrinsic — Emotional Value -0.115 0.098 -0.130 0.098 1.325 0.185
Intrinsic — Social Value -0.152 0.090 -0.159 0.090 1.763 0.078
Extrinsic — Emotional Value 0.405 0.071 0.409 0.071 5.724 0.000
Extrinsic — Social Value 0.369 0.078 0.375 0.078 4.809 0.000
HH| HOEr=10)E 7|2z ZHS FYoIAS W Fgure 2 2F WY M= 28X JHX(0| Relet Sge OXX| Rok= A=
Table 610F 2L} 24 ZuE FE[6H S X &S| F 71| F 5tLtel  LIERTHE=-0130, t=-1325).
Table 7: Gender Differences
Male Female
Hypotheses Path Standard | Sample Path Standard Sample (dtif\f/:::;?ie)
Coefficients Error due Size Coefficients Error VElE Size
Quality — Emotional Value -0.1200 0.1722 -0.697 80 -0.1188 0.1149 -1.034 103 -0.0060
Quality — Social Value -0.2209 0.1328 -1.663 80 -0.0469 0.1319 -0.356 103 -0.9207
Image — Emotional Value 0.2395 0.1437 1.6667 80 0.5366 0.0888 6.0428 103 -1.8468
Image — Social Value 0.2098 0.1369 1.5325 80 0.4786 0.0943 5.0753 103 -1.6766
n=183 R2-0.167 35. ZF 21 M
Intrinsic Cue ) E"i,’;lli;’:"‘]
g0 ME X0l M| 9l = it 2MS
THSIUCE. g FEel Kol 2ME IH Sosik, Kahai, and
Piovoso (2009)0| XMA|2t 5t HE& &4 7| B (subsample analysis)=
AHESIRCE 2 7|82 B2 R Q| 5t EEHez L=o 4
w0147 BT O PEEHES 240 20| 24 ZnE Sl
trinc Cue Do) Social SEE U2 HDOL0 A5 SH( vaugS AESH= weo|ct
45 SAY2 Chin (2000)0] HAlgt SAS ARESIRICE oiE
Figure 2: Results for Structured Model Analysis 2412 ofgfet ZC}
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Mo M2 XI0|E 24zt ZWE M A[SHH Figure 3, Table 7 1t
ZL WA ChMQl ZHdA JHK| Zhel AN Mt of i 7Hof
Xol= EXSHA| YA, Hdut o 2F SHHLZ ROISHA|
%2 Ao LIEICHt=-00060). CHSOZ L§N CiAQL AMS|H
TER] Ztel EAOIM HHE2 {5 LIEHRSLHB=-0.2209, t=-
16634, p<0.10) Ol 42 [USHA| QA LIEFGHCHR=-00469, t=-
03556). &' 7to| X0|&= FoIGHA| @A LHEHGCHE=-09207).

OIF thMet ZMEE K| 7| BAlE E4(B=02395 t=16667,
p<010)2t OfM(B=05366 t=60428, p<0001) ZF EAHXo=2
FOISHA| LIEFRCE S JEHO| CHEH Xoj EXfsts A2
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d2 SAZLE ROt AV A= A= LIEFHATHB=04786,
t=5.0753, p<0001). ot JEo| Cigt KXol EXfSts A=
LEEFSCHt=-1.6766, p<0.1).
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Figure 3: Results of Gender Differences
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SHER| 1 WS AR STET S, SO, HEO| 2 4¥S JIEC2 HHm oY o XojE TN %
Aol Olsf Zzte] Mol WA PR FUYE S0 M meM FToks Bl SHI JHIL RALANE
Apgslolop SHER| RS GTRNE B 4 Q0L UHNOZ  FYSIUCHE HOIA o7t Arkn TEHEL,
BESS 2 OfEol met 4 FHS TN CIEXY HFoE
HMEL Feoz BOfSts MBS HROICh Z2 CXRlYl 44 BHAY U S5 oI g
MBS SAo| EBOjS|E B ol Sof 97| H=So

o XIgH &+ EHS X2k =Q5 = 9|3
T, WEoRSSl Arast WIO| 38t OIS SN waieiaict sixie abixtSe S ol osiMRr eks
H8s8l wR 59 SUdN Asel9Es OIS SUM g st ot g aTolMs gBED oLzt ab| 43|
SUTES WEY Bt A S 80l MARSE  yg asaz 5o me xojg A=K 4HX RFHe
%‘ﬁﬁ!%(}“ EHB;I' :'nll')lkzlol =1 H|7d(vegan=beginning+vegetarian, _J_—'LET_EE_‘;}_% _—I_L)gé-l_7| _(I)_la-H oE|.0|_0F AO-I_E l:_l _—r|_x_"x_.||ol_| _+_H|X|-9|
SEOANM L2 52 5= 482 HA AEE 2F 9X| &2 EANS okt & 9IS ZHo@ ALREIC E3F BE2Lb19 2 QI3
AAE SRR o M2t SRL MHS HE NS0 mommes ome so eajoln omaloln 2 F2 1o
=73 ol - o E X2 = dig HisE 4
S/t =0 fElLE e FRe 3 2RO 7|He & 2} O[St X{O|7} BHASI=X| FHHs BT LQBC Eot
HEY ABOlts S 22 287t UM Eoh BN ayxpgt =S sdstomm 9| gl JHAE ZAX a3
SFE Sel S=& iSOt £8, WA S92l SEAN S5 oge 4 gt esnok o3 set Zo| AHIXH HIES
dEs REsu Welds Few AME ONDols =0l Jgmos Al oxists Jbs 2R i Al
LeICtL WOECH S SO, BR Melol OBMM JSHE i oo MR JK, ANH K|, JISH I ZHH IH
SOl et BE 71EE OiEots =50 Basttt JpRlo] HIIB GOl O CIYY JiXiet XE 2o 2AS

TEote ATE Ao A= S| 7HK(7F ALt TEHEICE

References

2 g7e 7|Zo HIUS BE UTS0| of jEe Moz
O|R2O0|Zl THAFOIAM Tt 2 O Liop7t AZE/AIE ALRiQ| Aghdaie, S. F. A., Dolatabadi, H. R., & Adibparsa, M. (2012).
_ N Investigating the effects of price and brand leveraging strategy
X429 =AloZ Of oict= ™ o|o|7} oICt o|= m{Akn h ’ : ;
HUES SR A7BIaltts BOIM 2lol7h /U0 ofF oiEat on consumer’s behavioral intention. International Journal of
AlE OfFel YE 281 siE HEUSS YESHE AHXEQ Business and Management, 7(2), 76-85.
%7&‘1% %4§||'JO'| x}oljr 9}|\|:|_ [[I_El_)\_ll QI_E_ 7|H|_|- E‘Eﬂggf Banjbarian, B.,.Sanayei, A., Kaboli, M. R.,.& Hadadi'an, A. (2012)

o axe o Gl o L N An analysis of brand image, perceived quality, customer
ARE HESS YU=cle AHAEE Olslst= O ohA7H AL satisfaction and re-purchase intention in Iranian department
= AMZE 7|H HISS RSl AHRIES Moz 1ES Zt(())zeg International Journal of Business Management, 7(6),
Ofeishs 77k Tash ARFOICE & 7= 0128 7IE @72 (ni K. H., Ding, Y., & Xing, Y. (2009). Quality and customer
SHAEE 7|HICR AlgE HAS B2 AMH|XES EME MAEHE satisfaction spillovers in the mobile phone industry. Service
e Science, 1(2), 93-106.

A Ol o= ASWSIGCH= MOA O|2X JkX|ZF OICHT ) > > ) )
__'_ M= '—:'-LE_ TSttt ol t =5 ZHZE b Chin, W. W. (2000). Frequently asked questions- Partial least
THCHEICE £9), HEE ge 282 489 = U= HEQ 42 squares & PLS-Graph. Retrieved December 4, 2008, from
LH& 2|1 Q& ChAMQ} AH|XISO| XHZES AH[BoZM A http://disc-nt.cba.uh.edu/chin/plsfaq.htm.

: - - o Fhadxd = Ef - ol = :E Collins, B. J., Burrus, C. J., & Meyer, R. D. (2014). Gender
e Zl2d ZHe d8n d2ln ARlH ZHKel EAIE differences in the impact of leadership styles on subordinate
TSI SA|0| AH|AIE S jEE QITEASHE EXMO| embeddedness and job satisfaction. Leadership Quarterly, 660-

671.



72 The Relationships between Product Quality Cues and Perceived Values based on Gender Differences at a Food Select Shop

DongA (2020). Fashion Companies ‘Catch Online Customers’...
Opening of a special select shop. The Dong-A Ilbo, 23 June,
Seoul Korea.

Eagly, A. H., & Wood, W. (1991). Explaining sex differences in
social behavior: A meta-analytic perspective. Personality and
Social Psychology Bulletin, 17(3), 306-315.

Eagly, A. H., & Wood, W. (2016). Social role theory of sex
differences. The Wiley Blackwell Encyclopedia of Gender and
Sexuality Studies, John Wiley & Sons, Ltd.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural
equation models with unobservable variables and measurement
error. Journal of Marketing Research, 18(1), 39-50.

Ghazali, E., Soon, P. C., Mutum, D. S., & Nguyen, B. (2017).
Health and cosmetics: Investigating consumers’ values for
buying organic personal care products. Journal of Retailing
and Consumer Services, 39, 154-163.

Halim, P., Swasto, B., Hamid, D., & Firdaus, M. R. (2014). The
influence of product quality, brand image, and quality of
service to customer trust and implication on customer loyalty.
European Journal of Business and Management, 6(29), 159-
166.

Hapsoro, B. B., & Hafidh, W. A. (2018). The influence of product
quality, brand image on purchasing decisions through brand
trust as mediating variable. Management Analysis Journal,
7(4), 528-539.

Harrion, L. A., & Lunch, A. B. (2005). Social role theory and the
perceived gender role orientation of athletes. Sex Roles,
52(3/4), 227-236.

Haryanti, K., Hastuti, T. D., Lako, A., & Krisprantono. (2019).
The relationship between product quality and brand image
with willingness to buy: A study on Batik Lasem Consumer.
International Journal of Applied Research in Management and
Economics, 2(1), 1-11.

Huang, J., Kumar, S., & Hu, C. (2018). Gender differences in
motivations for identify reconstruction on social network sites.
International Journal of Human-Computer Interaction, 34(7),
591-602.

Huba, H. F,, Hassan, Z., & Dastane, O. (2017). Factors leading to
consumer perceived value of smartphones and its impact on
purchase intention. Global Business and Management
Research: An International Journal, 9(1), 42-71.

Indiepost (2017). Enjoy delicious food together at food select
shops. Retrieved August 1, 2020, from
https://www.indiepost.co.kr/post/1261.

Joongang (2020). The world's famous fashion select shops are
closing... The end of the offline select shop is coming. Korea
JoongAng Daily, 30 January, Seoul Korea.

Kimbrough, A. M., Guadagno, R. E., Muscanell, N. L., & Dill, J.
(2013). Gender differences in mediated communication:
Women connect more than do men. Computers in Human
Behavior, 29, 896-900.

Kwak, D. H., & Kang, J. H. (2009). Symbolic purchase in sport:
The roles of self-image congruence and perceived quality.
Management Decision, 47(1), 85-99.

Lin, C. H. (2011). A study on the relations between the brand
image and customer satisfaction in catering businesses. African
Journal of Business Management, 5(18), 7732-7739.

Maekyung (2017). The start of competition for the 'select shop' of
department stores. Maekyung News, 23 March, Seoul Korea.

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential
value: Conceptualization, measurement and application in the
catalog and internet shopping environment. Journal of Retail,
77(1), 39-56.

Mediapen (2020). Shinsegae department store introduces the first
lunch box select store. Mediapen, 17 May, Seoul Korea.

Merle, A., Chandon, J., Roux, E., & Alizon, F. (2010). Perceived
value of the mass-customization product and mass
customization experience for individual consumers. Production
and Operations Management, 19(5), 503-514.

Moskowitz, D. S., Suh, E. J., & Desaulniers, J. (1994). Situational
influences on gender differences in agency and communion.
Journal of Personality and Social Psychology, 66(4), 753-761.

Moslehpour, M., Aulia, C. K., & Masarie, C. E. L. (2015). Bakery
product perception and purchase intention of Indonesian
consumers in Taiwan. International Journal of Business and
Information, 10(1), 63-94.

Oh, H. (2000). The effect of brand class brand awareness, and
price on customer value and behavioral intentions. Journal of
Hospitality & Tourism Research, 24(2), 136-162.

Prabowo, P. K., Brahmasari, I. A., & Suryani, T. (2019). The effect
of country of origin on brand image, perceived quality, and
purchase intention of hydraulic excavator for limestone quarry
in east java Indonesia. Archives of Business Research, 7(12),
83-98.

Samsung Economic Research Institute, (2009). Food industry:
New values and challenges. CEO Information, No. 725.

Schimitt, D. P, Long, A. E., McPhearson, A., O’Brien, K.,
Remmert, B., & Shah, S. H. (2017). Personality and gender
differences in global perspective. International Journal of
Psychology, 52(S1), 45-56.

Shafiq, R., Raza, ., & Zia-ur-Rehman, M. (2011). Analysis of the
factors affecting customers’ purchase intention: The mediating
role of perceived value. African Journal of Business
Management, 5(26), 10577-10585.

Sheth, J. N., Newman, B. L., & Gross, B. L. (1991). Why we buy
what we buy: A theory of consumption values. Journal of
Business Research, 22(2), 159-170.

Snoj, B., Korda, A. P., & Mumel, D. (2004). The relationships
among perceived quality, perceived risk and perceived product
value. Journal of Product & Brand Management, 13(3), 156-
167.

Sosik, J. J., Kahai, S. S., & Piovoso, M. J. (2009). Silver bullet or
voodoo statistics? A primer for using partial least squares data
analytic technique in group and organization research. Group
& Organization Management, 34(1), 5-36.

Steptoe, A., Pollard, T. M., & Wardle, J. (1995), Development of a
measure of the motives underlying the selection of food: The
food choice questionnaire, Appetite, 25, 267-284.

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value:
The development of a multiple item scale. Journal of Retail,
77(2), 203-220.

Tu, Y. T, Li, M. L., & Chih, H. C. (2013). An empirical study of
corporate brand image, customer perceived value and
satisfaction on loyalty in shoe industry. Journal of Economics
and Behavioral Studies, 5(7), 469-483.

Yim, M. S. (2015). Factor analysis for exploratory research in the
distribution science field. Journal of Distribution Science,
13(9), 103-112.



Myung-Seong Yim / Journal of Industrial Disribution & Business Vol 11 No 10 (2020) 59-73 73

Yim, M. S. (2019). A study on factor analytical methods and
procedures for PLS-SEM. International Journal of Industrial
Distribution & Business, 10(5), 7-20.

Yim, M. S., & Lee, H. J. (2019). A Study on the Effects of
Selection Attributes on Perceived Values and Repurchase
Intention in Traditional Foods (Sauce) at Select Shop: Focused
on Premium Market Customers. Journal of Korea Service
Management Society, 20(5), 93-116.

Yoo, J., & Park, M. (2016). The effects of e-mass customization on
consumer perceived value, satisfaction, and loyalty toward

luxury brands. Journal of Business Research, 69(12), 5775-5784.

Yu, S., & Lee, J. (2019). The effects of consumers’ perceived
values on intention to purchase upcycled products.
Sustainability, 11, 1-20.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality,
and value: A means-end model and synthesis of evidence.
Journal of Marketing, 52(3), 2-22.

Zhang, F., Sun, S., Liu, C., & Chang, V. (2020). Consumer
innovativeness, product innovation and smart toys. Electronic
Commerce Research and Applications, 41, 1-13.



