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Abstract 

Purpose: This study divides choice attributes that can help strengthen the competitiveness of traditional markets into product, price, 

personnel, and physical evidence. This study also examines which choice attributes affect customer value perception, satisfaction, and 

loyalty. Research design, data, and methodology: The data were collected from 542 traditional customers aged 20 or older who 

frequently visit traditional markets across the country and analyzed using the Smart PLS 4.0 program. The survey was conducted with 

the help of an online survey company for a total of 14 days from April 7, 2023 to April 20, 2023. Result: First, product, price, and 

employee quality have a positive impact on utilitarian and hedonic value, but physical evidence does not. Second, product, price, and 

employee quality have a positive impact on hedonic and hedonic value. Second, utilitarian value has a positive impact on satisfaction 

and revisit intention. Third, hedonic value has a positive impact on satisfaction, but does not on revisit intention. Lastly, satisfaction 

has a positive impact on revisit intention. Conclusions: Based on the S-O-R model and the theory of consumption value, this study 

proposed and examined an integrated framework in which satisfaction leads to revisit intention through selection attributes acting on 

perceived value.  
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1. Introduction 
 

The traditional market has become more than just a space 

for economic activities. It is now a space where various 
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elements (human, material, temporal, and spatial) are 

combined and exchanged, and it represents local culture 

and economy (Hwang & Lee, 2012; Kim, 2014). However, 

many traditional markets are failing to respond to changes 
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in the consumer and distribution environments and thus 

are being neglected by consumers, leading to stagnation  

(Kwon et al., 2012). The downturn in traditional markets 

has a negative impact on local commercial districts, 

including accelerating the decline in the local economy 

and negatively affecting the lives of local residents. 

Therefore, a systematic and detailed comprehensive study 

on traditional market commercial districts is required 

(Kim et al., 2009). 

Creating values and enhancing the competitiveness of 

the traditional markets by establishing strategies can 

contribute to the revitalization of the local economy (Kim, 

2017). For example, in order to strengthen the 

competitiveness of traditional markets, there is an urgent 

need to develop and discover various tourism and cultural 

aspects such as things to buy, things to see, things to eat, 

and things to do from the consumers' perspectives (Kim & 

Heo, 2012). This means that there is a need to understand 

and explain the current state of traditional markets from 

the perspective of consumers rather than from the 

perspective of small business owners (Choi et al., 2012). 

However, stakeholders of traditional markets were 

unable to avoid the negative impact of the COVID-19 

pandemic, which rapidly shifted consumer sales methods 

from face-to-face sales to non-face-to-face sales. 

Although large corporations responded quickly to 

enormous social changes caused by the COVID-19 

pandemic through online sales and delivery systems, small 

business owners in traditional markets were forced to use 

active sales methods to overcome the COVID-19 

pandemic due to the lack of human and material resources. 

could not be found. As a result, they struggled to compete 

with large corporations and other online companies. Thus, 

it calls for extensive studies to find ways to strengthen the 

competitiveness of small business owners in traditional 

markets. 

The competitiveness or competitive advantage of 

traditional markets needs to be found in the quality of 

services they provide. In other words, one of the biggest 

factors causing customers to turn to retail stores, such as 

large discount stores, outlets, or supermarkets, is that the 

service quality of traditional markets has not met the 

customers’ standards.  

In general, traditional markets are small businesses with 

relatively lower profits, and they tend to lack 

responsiveness to changes in the distribution environment, 

responsiveness to consumer purchasing desires, and 

modernized facilities (e.g., parking lots, customer 

convenience facilities, and store aisles) (Kang & Lim, 

2007). Studies on traditional markets conducted so far are 

as follows. Hur and Lee (2001) divided traditional markets 

into three types: urban comprehensive, regional, and 

tourist-focused, and suggested ways to improve traditional 

markets in terms of products, stores, logistics delivery, and 

customer attraction. Kang and Lim (2007) pointed out the 

lack of responsiveness to changes in the distribution 

environment of traditional markets and consumer 

purchasing desires, emphasizing the need for 

improvements in parking lots, customer convenience 

facilities, and store passages. Kim and Kim (2012) argued 

that in order to revitalize traditional markets, it is 

necessary to secure parking lots, expand the distribution of 

Onnuri gift certificates, and regulate shuttle buses and 

large discount stores. Ahn and Yi (2018) suggested that in 

order to revitalize traditional markets, improvements are 

needed in terms of management and service, and that 

systems such as certification systems and certification 

marks in the product sector should be applied to traditional 

markets. Koo and Ahn (2018) stated that in the case of a 

lifestyle market, there is a need for programs that local 

residents can continuously use and participate in, and that 

local traditional markets should be recognized as the home 

of one's life and used with continuous interest and pride. 

The need to build a symbolic space was presented. On the 

other hand, they argued that in the case of tourist markets, 

the priority is to control the quality of face-to-face services 

experienced through merchants and to create a visually 

interesting and harmonious traditional market 

servicescape to attract tourists. Choi and Lee (2020) 

proposed psychological, physical, diversity, functional, 

and stability factors as factors to revitalize traditional 

markets, and examined their impact on expectations and 

recognition. However, previous studies have not 

systematically presented factors that revitalize traditional 

markets from a marketing perspective. 

Therefore, this study divides choice attributes into 

product, price, personnel, and physical evidence, which 

can help strengthen the competitiveness of traditional 

markets. Then, this study examines which choice 

attributes affect customer value perception, satisfaction, 

and loyalty. According to the S-O-R model (stimuli-

organism-response) (e.g., Peng & Kim, 2014), the four 

choice attributes of traditional markets are stimulating 

factors that affect consumers' evaluation and response to 

traditional markets. The quality of products, prices, 

personnel, and physical evidence of traditional markets 

affect the hedonic and utilitarian value perceptions of 

customers using traditional markets, thereby influencing 

their overall evaluation and behavioral intention toward 

traditional markets. Typically, perceived value is 

described as the difference or comparison between 

perceived total benefits and total costs (Bolton & Drew, 

1991). Hence, identifying the impact of the four 

multidimensional choice attributes of traditional markets 

on the practical and hedonic values experienced by 

customers using traditional markets may help establish 
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marketing strategies to strengthen competitiveness and 

enhance the value of traditional markets. In this context, 

this study may verify the impact of the two dimensions of 

utilitarian and hedonic values on overall satisfaction and 

loyalty. 

In summary, the contributions of this study are as 

follows. First, the current study identifies the choice 

attributes that determine the value of traditional markets 

based on the S-O-R model (Peng & Kim, 2014). Second, 

based on the value consumption theory (Sheth et al., 1991; 

Lee et al., 2021), this study provides an understanding of 

the process by which the quality of traditional markets 

improves customers' value perception. Third, this study 

could confirm whether the positive connection between 

satisfaction and loyalty also applies to the traditional 

markets context. 

 

 

2. Literature Review 
 

2.1. Choice Attributes 
 

Choice attributes refer to how attitudes toward product 
attributes that differ in customer preferences and 
purchases are formed in the consumer purchase decision-
making process and how product attributes can be 
distinguished from other attributes (Day, 1984)  Choice 
attributes are important factors that determine an 
individual's decision before choosing a product. Attributes 
are tangible and intangible characteristics or properties 
that belong to an object (Kotler et al., 1996). 

Choice attributes help individuals choose what to 
evaluate and are used in various terms depending on the 
context, such as services, festivals, products, and stores. 
For example, it is used as service scape for services (e.g., 
Bitner, 1992), festival scape for festivals (Lee et al., 2008), 
and store environments for stores (e.g., Baker et al., 1994). 
Few attributes make it easier for consumers to choose, so 
much research is being done on this topic (Fasolo et al., 
2007). In this study, we divide choice attributes in 
traditional markets into four subdimensions: product, 
price, personnel, and physical evidence. 

 
 

2.1.1. Product Quality 
 

A product comprises all the necessary elements for 

delivering a service that adds value to customers (Davis & 

Brush, 1997), while marketing encompasses everything 

offered to meet consumer needs (Whalley, 2010). In 

general, a product refers to anything tangible or intangible 

placed in the market to satisfy customer needs and desires. 

Products can be categorized into core products, actual 

products, and extended products. Core products represent 

a blend of benefits that addresses the fundamental 

requirements of potential consumers and resolves usage-

related issues. Actual products combine physical, 

symbolic, and chemical attributes, effectively delivering a 

range of benefits to potential consumers. Extended 

products encompass the array of services offered by 

companies related to consumption and purchase activities, 

aiming to ensure complete customer satisfaction with their 

product acquisitions and experiences (Lovelock & Wirtz, 

2004). Products are recognized as a key variable 

influencing customer satisfaction (Abdul-Muhmin, 2005). 

In this research, product quality is assessed based on 

criteria such as size, packaging, product taste and quality, 

certification systems, and design. 
 

2.1.2. Price Quality 
 

Price serves as a means of communication between 

marketers and customers and stands as the sole element 

within the marketing mix that generates revenue 

(Mohammad, 2015). It is defined as the sum of money 

exchanged to acquire something (Winkler, 1995). 

According to Zeithaml (1988), price can be viewed as an 

attribute that necessitates a sacrifice to obtain a specific 

product or service. In marketing strategies, there is a 

strong emphasis on price as it represents the total cost a 

consumer must incur to secure a product or service, aimed 

at capturing the attention of diverse customer segments 

(Armstrong & Kotler, 2007).  

Price constitutes the fundamental criterion for 

consumers' overall assessment of a brand (Peter & 

Donnelly, 2007). Consequently, price-sensitive 

consumers tend to hesitate when it comes to purchasing 

products and services from a particular brand if they are 

offered at elevated or unjustifiable prices (Martin-

Consuegra et al., 2007). These various pricing strategies 

have a substantial and positive influence on consumers' 

buying behavior (Devi & Harjatno, 2019). In the context 

of this study, price quality pertains to cost-effectiveness, 

cost-consciousness, timeliness, product pricing 

competitiveness, and pricing based on market segments. 

 
 

2.1.3. Personnel Quality 

 

Customer-oriented employee service is a primary factor 

driving customer satisfaction (e.g., Lee et al., 2016). 

Therefore, how employees deliver service holds 

significant importance for customer satisfaction and can 

serve as a crucial source of differentiation and competitive 

advantage (Raj et al., 2014). In service encounters, 

employees are the sole component responsible for 

delivering services to customers and serve as the face of 

the organization to customers (Manoj, 2013; Judd, 1987). 
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Consequently, employees' attitudes, conduct, expertise, 

confidence, politeness, and helpfulness towards customers 

exert a notable influence on the evaluation of services and 

subsequent customer behavior (Bitner, 1990). 

Consequently, service companies must devise a strategy 

aimed at enhancing managerial performance by providing 

ongoing training to cultivate employees' service-oriented 

mindset and customer-centric thinking (Yüksel & Yüksel, 

2003). In this study, personnel quality pertains to service 

quality, product description, friendliness, attitude, uniform 

attire, and appearance. 
 

2.1.3. Physical Evidence Quality 

 

Physical evidence is a systematic approach employed 

by companies to present the physical environment within 

the spectrum of services provided to customers, 

facilitating a better understanding of the range of services 

offered by the company and influencing customer 

attitudes and behavior (Berry & Parasuraman, 1991). This 

includes various elements such as environmental factors 

(noise, room temperature, color, lighting, etc.), store 

layout, spatial arrangement, and symbols (Kim et al., 

2018), serving as tangible elements to promote interaction 

or communication (Lee, 1999). 

Companies must meticulously manage physical 

evidence because it can significantly impact customers' 

perceptions (Klaus & Maklan, 2012). Physical evidence 

within the realm of marketing elements encompasses the 

supporting environment, including aspects like furniture, 

color schemes, layout, noise levels, as well as supporting 

facilities such as cleanliness, space, parking, restrooms, 

and more (Kukanja et al., 2016). In the context of service 

marketing, the physical environment can enhance positive 

perceptions of products and services, boost customer 

satisfaction, and act as a factor that increases the 

likelihood of making a purchase (e.g., Lee et al., 2006). 

For the purpose of this study, the quality of physical 

evidence pertains to workplace cleanliness, the condition 

of display shelves, hygiene factors like POP displays, 

product organization, price tags, lighting, and parking 

facilities, among others. 
 

2.2. Perceived Utilitarian and Hedonic Values 

 
Perceived value is commonly described as an 

evaluation arising from comparing the overall benefits 

received and the total costs incurred in connection with the 

product or service (Lee et al., 2014). It has a subjective and 

dynamic nature, because it varies among different 

consumers and cultures and necessitates the inclusion of 

subjective emotional responses occurring in the 

consumer's mind (Bolton & Drew, 1991; Havlena & 

Holbrook, 1986). 

Babin et al. (1994) devised a measurement scale for 

hedonic and utilitarian values derived from the shopping 

consumption experience. Utilitarian values pertain to the 

efficient, specific, and economical aspects of a product or 

service (Overby & Lee, 2006), and play a crucial role in 

evaluating customer behavior in offline e-commerce 

(Chunmei & Weijun, 2017; Avcilar & Ö zsoy, 2015). 

Utilitarian values relate to the functional, instrumental, 

and practical benefits provided by consumption (Chitturi 

et al., 2008). Moreover, utilitarian values are concerned 

with a product or service's ability to fulfill specific 

functional objectives or needs (Lee et al., 2021). 

Hedonic values are more personal and subjective 

compared to utilitarian values and are characterized by 

their association with enjoyment, play, and sensations 

derived from a product or service, in contrast to the 

utilitarian goal-oriented perspective (Hirschman & 

Holbrook, 1982; Voss et al., 2003). Hedonic values 

represent aesthetic, experiential, and enjoyment-related 

benefits, such as fun and playfulness (e.g., Chitturi et al., 

2008). 

In this research, perceived values denotes the value 

experienced by consumers when using a store, 

encompassing both utilitarian and hedonic values. 

 

2.3. Customer Satisfaction 

 
Satisfaction plays a vital role as a service element in 

retaining existing customers and attracting new ones, 

helping differentiate between these two customer groups. 

It encompasses the concept of meeting customer needs and 

expectations, resulting in product and service repurchases 

and fostering customer trust (Kim, 2022; Zeithaml et al.,  

1996). Customer satisfaction can be described as a 

comprehensive psychological state influenced by the 

interplay of a customer's past impressions of the 

consumption experience and their varying expectations 

(Oliver, 1993). 

Satisfaction is the extent of contentment or discontent a 

customer experiences after comparing their pre-service 

expectations with the actual service received (Whitener et 

al., 1998). It is viewed as the outcome of a customer's 

subjective evaluation of service quality performance and 

the emotions evoked during the service encounter, as 

described by Oliver (1999). In this study, satisfaction is 

elucidated as the overall assessment that consumers 

undergo when using the store. 
 

2.3. Revisit Intention 

 
Revisit intention is the probability of a customer 

returning to use a service provider in the future (Taylor & 
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Baker, 1994). It serves as a crucial metric to assess 

whether the customer intends to maintain an ongoing 

relationship with the company (De Cannière et al., 2010). 

Revisit intention plays a pivotal role in relationship 

marketing as it enables customers to anticipate their 

likelihood of making repeat purchases during subsequent 

visits (Boulding et al., 1993). The role of intention is 

significant as it serves as a bridge between visit 

satisfaction and the visitor's intention to revisit (Söderlund 

& Ö hman, 2005). This concept is a critical variable in 

predicting consumer behavior post-purchase, and it 

manifests during interactions with the service or during 

visits (Geva & Goldman, 1991). In the context of this 

study, revisit intention is elucidated as the extent to which 

a consumer intends to use the store again or on a 

continuous basis. 

 

 

3. Hypotheses 

 

3.1. Relationship between Choice Attributes and 

Perceived Value 

 

Prior research demonstrated that choice attributes exert 

a direct and substantial influence on perceived value 

(Petrick & Bachman, 2002; Zeithaml, 1988). Smith and 

Colgate (2007) further substantiated that products capable 

of eliciting appropriate experiences, feelings, and 

emotions in consumers exhibit a connection between 

utilitarian value and hedonic value. The relationship 

between choice attributes and perceived value is positively 

correlated (Andreassen & Lindestad, 1998; Sweeney & 

Soutar, 2001). Additionally, research has revealed the 

positive impact of choice attributes on perceived value in 

various sectors such as financial services (Hsu et al., 2006), 

mobile services (Turel & Serenko, 2006), events (Lee et 

al., 2014), and tourist destinations (Wang et al., 2009). 

In the telecommunications industry, Bolton & Drew 

(1991) emphasized the significant role of price and quality 

perceptions in influencing utilitarian value. In the context 

of hanbok tourism experiences, Park et al. (2019) 

underscored the significant impact of sensory and 

behavioral experiences on practical value. Ding and Tseng 

(2015), focusing on consumers of restaurant brands, 

affirmed that choice attributes, including sensory, 

emotional, cognitive, behavioral, and relational 

experiences, positively affect hedonic emotions. Similarly, 

in a study targeting cosmetics consumers, Lee and Jeong 

(2016) found that choice attributes, encompassing sensory, 

emotional, intellectual, and behavioral experiences, 

significantly contribute to hedonic consumption value. 

Based on previous studies, we propose the following 

hypotheses. 

 

H1a: Product quality will have a positive effect on 

utilitarian value. 

H1b: Price quality will have a positive effect on practical 

value. 

H1c: Personnel quality will have a positive effect on 

practical value. 

H1d: Physical evidence quality will have a positive effect 

on practical value. 

 

H2a: Product quality will have a positive effect on hedonic 

value. 

H2b: Price quality will have a positive effect on hedonic 

value. 

H2c: Personnel quality will have a positive effect on 

hedonic value. 

H2d: Physical evidence quality will have a positive effect 

on hedonic value. 

 

3.2. Relationship between Perceived Value and 

Customer Satisfaction 

 

Overby and Lee (2006) proposed that utilitarian value, as 

formed through the shopping experience, contributes to 

customer satisfaction, preference, loyalty, and continued 

usage intention in the context of online shopping,. Notably, 

they found that only utilitarian value had a significant 

impact on customer satisfaction. Their findings were 

rather surprising. Babin et al. (2005), in a study focusing 

on customer satisfaction and word-of-mouth in Korean 

restaurants, discovered a positive relationship between the 

utilitarian value of customers frequenting Korean 

restaurants and their satisfaction. This, in turn, had a 

positive correlation with customer satisfaction.  

Jones et al. (2006) contended that hedonic value exerts 

a more favorable influence on customer satisfaction 

compared to utilitarian value. They argued that while 

utilitarian value relates to the functional utility derived 

from the product, hedonic value, stemming from the 

enjoyable aspect of the shopping experience, plays a 

significant role in shaping positive word-of-mouth and the 

intention to revisit.  

Based on these previous studies, we hypothesize the 

following:  

 

H3a: Utilitarian value has a positive effect on satisfaction. 

H3b: Utilitarian value has a positive effect on revisit 

intention. 

H4a: Hedonic value has a positive effect on satisfaction. 

H4b: Hedonic value has a positive effect on revisit 

intention. 
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3.3. Relationship between Satisfaction and Revisit 

Intention 

 

In an exploration of consumer service quality in 

traditional markets, Kim and Bae (2008) demonstrated 

that higher customer satisfaction among users of 

traditional markets yields a more positive impact on their 

intention to revisit. Likewise, in their tourism experience 

model study, Cole and Scott (2004) asserted that the 

satisfaction experienced during a visit positively 

influences people's intention to revisit local travel 

destinations in the future following a satisfying experience. 

Conducting a study on the fishing village experience in 

Fisheries, Gangwon-do, Lee and Ko (2022) confirmed that 

tourists' satisfaction with small fishing villages and fishing 

ports has a positive effect on their intention to revisit. Cha 

et al. (2020), in their examination of store choice factors 

in traditional markets, revealed that these factors exert a 

positive influence on the relationship between customer 

satisfaction and revisiting traditional markets. Hence, we 

hypothesize the following. 

 

H5: Satisfaction has a positive effect on revisit intention 

 

3.3. Operational Definitions and Measures 

 

All questions used in this study were measured on a 7-

point Likert scale (1 = strongly disagree, 7 = strongly 

agree). The survey questions were those whose reliability 

and validity were proven in previous related studies and 

were modified to suit the context of this study. 

 

4.2.1. Choice Attributes 

 

Choice attributes are divided into sub-dimensions of 

product quality, price quality, personnel quality, and 

physical evidence quality. Product quality was assessed 

using six measurement items based on previous studies 

(Manoj, 2013; Anjani et al., 2018; Baek & Seo, 2007; Cha 

et al., 2020). Price quality was measured using five 

measurement items based on previous studies (Manoj, 

2013; Anjan et al., 2018; Han, 2020). Personnel quality 

was measured using six items, referring to previous 

studies (Manoj, 2013; Kushwaha & Agrawal, 2015; 

Anjani et al., 2018; Han, 2020; Kim & Lee, 2021). The 

quality of physical evidence was measured using six items 

derived from previous studies (Manoj, 2013; Anjani et al., 

2018; Han, 2020). 

 

4.2.2 Perceived Value (Utilitarian and Hedonic value) 

 

Perceived value is defined as a trade-off relationship 

between benefits and satisfaction based on the 

performance of a product or service (Zeithaml, 1988). Pr 

Utilitarian value is related to the efficient, specific, and 

economic aspects of a product or service (Overby & Lee, 

2006) and was measured with four items (Lee et al., 2014). 

Hedonic value refers to aesthetic, experiential, and 

enjoyment-related benefits such as fun and playfulness 

(Chitturi et al., 2008) and was measured with four items 

(Lee et al., 2006; Lee et al, 2014).  

 

4.2.3 Satisfaction 

 

Satisfaction is an overall psychological state in which a 

consumer comprehensively evokes emotions before 

consuming a service or product regarding feelings that are 

inconsistent with the consumption experience (Oliver, 

2014). Satisfaction was measured using four items (Lee et 

al., 2000; Lee et al., 2010). 

 

4.2.4. Revisit Intention 

 

Revisit intention is a customer's intention for future 

behavior related to actual behavior performance, and it can 

be a link between customer satisfaction and revisit 

intention (Söderlund & Ö hman, 2005). Revisit intention 

can be explained as the consumer's will and belief that 

determines future behavior after forming a positive or 

negative attitude toward the store. Revisit intention was 

measured with four items (Lee, 2019). 

 

3.4. Sampling and Data Collection 

 

The survey targeted customers aged 20 or older who 

frequently visit traditional markets across the country. The 

survey was conducted with the help of an online survey 

company for a total of 14 days from April 7, 2023, to April 

20, 2023. An email was sent to 5,774 of the online survey 

company's panelists, and 753 responded. Among the 

collected questionnaires, 542 questionnaires were used for 

analysis, excluding 211 questionnaires whose responses 

were judged to be inconsistent or insincere. 

 

4. Analysis 

 

4.1. Demographic Profile of the Respondents 

 

The general characteristics of the respondents (n = 542) 

are shown in Table 1. Regarding gender, most of the 
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respondents were female (63.3%). The largest age group 

was 40-49 years old (29.7%), followed by 30-39 years old 

(28.6%), and 50-59 years old (21.0%). The most common 

educational background was college graduation (57.7%), 

followed by high school graduation (19.2%) and junior 

college graduation (12.5%). The average monthly income 

is less than 2 to 3 million won (21.0%), 5 to 7 million won 

(20.5%), and 3 to 4 million won (18.3%). 

The most common area of residence was Seoul (28.8%), 

followed by Gyeonggi-do (26.9%) and Busan (7.2%). The 

highest period of use was more than 7 years (55.4%), 

followed by 3-5 years (14.4%) and 1-3 years (11.1%). The 

most common type of store use among respondents was 

recently visited stores (48.9%), followed by recently 

visited stores and regular stores (35.6%), and then regular 

stores (15.5%). The most frequent use was once a month 

or more on average (39.3%), followed by an average of 1-

2 times a week (31.0%) and an average of once a month 

or more (23.1%). Lastly, the highest average expenditure 

was less than 10,000-30,000 won (43.4%), followed by 

less than 30,000-50,000 won (35.1%), and less than 

50,000-70,000 won (8.9%).  

 

4.2. Measurement Model Assessment 

 

Measurement model analysis was conducted with the 

SmartPLS 4 program (see Table 2) to test the reliability 

and validity of all constructs (Kim, 2023; Kim et al., 2023). 

As shown in Table 2, the CR (composite reliability) and 

Cronbach’s α values were greater than .7, and the AVE 

(average variance extracted) value was greater than .5, 

indicating that each construct had no problems with 

validity and reliability. Meanwhile, discriminant validity 

was verified using the Fornell-Larcker criterion and the 

heterotrait-monotrait (HTMT) ratio of correlations 

method. First, the Fornell-Larcker criterion (see Table 3) 

shows that the square root value of AVE is larger than the 

correlation coefficient value, indicating that there is no 

problem with discriminant validity. In addition, the 

HTMT criterion statistics was found to be less than .9, 

confirming discriminant validity (see Table 4). 

 

4.3. Model Assessment 

 

The proposed model was evaluated using Smart PLS 

4.0. PLS is an analysis method suitable for research aimed 

at maximizing the explanatory power of endogenous 

variables, that is, maximizing variance explanatory power 

or minimizing structural error (Chin, 1998; Vinzi et al., 

2010), and was evaluated in the following criteria.  

First, the VIF (variance inflation factor) value must be 

less than 5, and in this study, it was 1.784 – 2.753, 

indicating that there is no multicollinearity and common 

method bias problems. Second, the predictive fit is 

determined by R², which is the coefficient of 

determination that represents the explanatory power of 

endogenous variables. The R² values of utilitarian value, 

hedonic value, satisfaction, and revisit intention were 

found to be higher than the standard of .10 (10%). (Falk 

and Miller, 1992). Additionally, when compared to the 

standards suggested by Chin (1998) for the size of 

explanatory power (.67: strong, .33: medium, .19: weak), 

it can be seen that the explanatory power is at a strong 

level. Third, the construct cross-validated redundancy (Q²) 

value indicates the redundancy of endogenous variables 

and is used as a predictive suitability index for each 

research unit. If the value is greater than 0, it is judged that 

the research model has predictive suitability. As shown in 

Table 5, the value of Q² was greater than 0, indicating that 

it sufficiently satisfies the criteria. The SRMR (the root 

mean square residual), which is the standard for judging 

the model's predictive power, was found to be .055, which 

was less than 1 (Hu & Bentler, 1999), indicating that the 

model's predictive power was sufficient. 

 

4.4. Hypotheses Testing 

 

H1 predicts that product, price, employees, and physical 

evidence quality would be positively associated with 

utilitarian value. Table 5 and Figure 1 shows that product 

(coefficient = .332, t = 7.475, p < .001), price (coefficient 

= .214, t = 5.465, p < .001) , and employee (coefficient 

= .332, t = 6.556, p < .001) quality have a positive impact 

on utilitarian value. Therefore, H1a , H1b , and H1c  are 

supported. However, contrary to expectations, physical 

evidence (coefficient = .013, t = .254, p > .05) does not 

have a significant impact on utilitarian value. Therefore, 

H1d is not supported.    

H2 proposes that product, price, employees, and 

physical evidence quality would be positively associated 

with hedonic value. The findings show that product 

(coefficient = .119, t = 2.464, p < .05), price (coefficient 

= .252, t = 5.000, p < .001), and employee (coefficient 

= .351, t = 5.747, p < .001) quality have a positive impact 

on hedonic value. Therefore, H2a , H2b, and H2c are 

supported. However, contrary to expectations, physical 

evidence (coefficient = .107, t = 1.860, p > .05) has not a 

significant impact on hedonic value. Therefore, H2d is not 

supported.    

H3 states that utilitarian value would be positively 

associated with satisfaction and revisit intention. As 

hypothesized, utilitarian value has a positive impact on 

satisfaction (coefficient = .520, t = 12.652, p < .001) and 
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revisit intention (coefficient = .291, t = 7.447, p < .001). 

Hence, H3a and H3b are supported.  

H4 predicts that hedonic value would be positively 

associated with satisfaction and revisit intention. As 

expected, hedonic value has a positive impact on 

satisfaction (coefficient = .200, t = 6.661, p < .001), 

indicating supporting H4a. Meanwhile, hedonic value has 

a positive impact on revisit intention (coefficient = .027, t 

= .674, p > .05), indicating not supporting H4b.  

Lastly, H5 predicts that satisfaction would be positively 

associated with revisit intention. As expected, satisfaction 

has a positive impact on revisit intention (coefficient 

= .594, t = 16.655, p < .001), indicating supporting H5.   

 

 

5. Conclusion and Implications 

 

This study derived the choice attributes of stores 

through consideration of previous studies on choice 

attributes and perceived values (utilitarian, hedonic) of 

small business stores, and categorized the choice attributes 

based on this. Then, perceived value was divided into 

utilitarian value and hedonic value dimensions and the 

impact of choice attributes on perceived value was 

analyzed. Lastly, we analyzed how utilitarian value and 

hedonic value affect satisfaction and revisit intention. This 

study presents detailed theoretical and practical 

implications based on the empirical research results as 

follows. 

 

5.1. Theoretical Implications 
 

The theoretical implications of this study are as follows. 

First, this study used previous studies related to retail 

distribution to present four subdimensions of the quality 

experienced by consumers using traditional market stores. 

The findings not only expand the literature on consumers' 

small business store experience quality focusing on choice 

attributes, but also provide a basis for empirical research. 

Second, based on the S-O-R model and the theory of 

consumption value, this study verified an integrated 

framework in which satisfaction leads to revisit intention 

through choice attributes acting on perceived value. Third, 

this study found that the effects of utilitarian value and 

hedonic value on satisfaction and revisit intention are 

relatively different, providing guidelines for market 

segmentation using experience quality and perceived 

value. 

 

5.2. Practical Implications 
 

The policy and practical implications of this study are 

as follows. First, this study presents the choice attributes 

of small business stores as the quality of products, prices, 

personnel, and physical evidence, and shows that the 

effects on perceived value (utilitarian and hedonic) are 

different. Looking at this in detail, it is as follows. 

Product quality was found to have a significant effect 

on perceived value (utilitarian and hedonic). These results 

mean that various marketing strategies using product 

quality are needed. For example, there is an urgent need 

for a marketing strategy based on product quality that 

considers the consumer's perspective, such as providing 

high-turnover products, high product quality, 

diversification of product types, sales of certified products, 

high freshness products, and packaging. 

Price quality was found to have a significant effect on 

perceived value (utilitarian and hedonic). These results 

mean that price and quality are one of the reasons why 

consumers visit traditional markets rather than other store 

attributes. Therefore, this means that small business stores 

must implement a variety of pricing strategies to provide 

consumers with products at reasonable and appropriate 

prices. For example, when choosing a store, consumers 

often rely on product price volatility rather than other 

factors, such as cost-effectiveness, cost-mind-

effectiveness, implementation of price discount policies 

by time, provision of prices by market segment, etc., so 

various methods of pricing strategies and prices are used. 

We must do our best to maintain quality. 

As a result of the analysis, among the four attributes, 

quality of products, prices, personnel, and physical 

evidence were found to have a significantly higher impact 

than other attributes. These results mean that personnel 

quality has a relatively stronger impact on utilitarian value 

and hedonic value than other store attributes. In other 

words, personnel quality is one of the choice attributes that 

consumers first experience when interacting with 

employees when visiting a store, and the importance 

perceived by consumers for the quality of human 

resources in traditional market stores is high, so 

continuous personnel management is necessary. For 

example, continuous efforts are needed to improve the 

quality of human resources between consumers and 

employees through friendliness and promptness when 

responding to consumers, professional knowledge training 

through product education, and neatness and uniformity of 

clothing and appearance. 

Physical evidence quality was found to have no 

significant positive effect on utilitarian value and hedonic 

value. These results mean that, due to the characteristics 

of traditional markets, the level of the physical 

environment of the store is not very high compared to 

other modern stores and large stores in terms of consumer 
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perceived value. Efforts are needed to improve the quality 

of physical evidence by managing the store's unique 

physical environment. For example, small business stores 

need to make active efforts to improve external 

environmental factors so that consumers can feel satisfied, 

such as the cleanliness of the store, product display, price 

tags, employee clothing, and interior design. 

Second, utilitarian value was found to have a relatively 

higher influence on satisfaction and revisit intention than 

hedonic value. This means that small business stores need 

to use strategies to increase satisfaction and revisit 

intention through perceived value with consumers. In 

other words, in the four store attributes, the perceived 

value of the store is low for the quality of physical 

evidence, which is relatively poor compared to other 

distribution types, so a strategy of emotionally appealing 

to consumers may be more useful. 

Third, satisfaction with small business stores was found 

to have the greatest influence on consumers' intention to 

revisit. These results mean that satisfaction has been 

proven to be an important factor that increases revisit 

intention. Therefore, small business owners will be able to 

use strategies to increase satisfaction by using different 

choice attributes for each customer. 

Lastly, in relation to the development of small business 

stores, policy managers need to establish plans based on 

an objective analysis of the choice attributes of small 

business stores from the consumer's perspective from the 

point of store activation planning and establishment based 

on the reality of the store. Provides implications. There is 

a need to develop marketing strategies and stores tailored 

to the characteristics of each traditional market. 

 

 

5.3. Limitations and Future Research Directions 
 

The limitations of this study and future research tasks 

are as follows. First, this study was conducted focusing on 

the perceived value (utilitarian and hedonic) of the choice 

attributes of small business stores. However, since studies 

affecting customers who use small business stores are 

diverse, future research may be conducted considering 

other variables. For example, variables such as eco-

friendly behavior, trust, online (positive and negative), 

benefits (economic and psychological), etc. may be 

included to explain the behavior of visitors to small 

business stores. Second, in this study, data was collected 

from consumers who has recently visited stores or regular 

stores in traditional markets across the country. Therefore, 

future research needs to conduct comparative research on 

customers who visited traditional markets and cultural 

tourism markets. Third, in traditional markets, people not 

only make purchases but also have a variety of experiences, 

such as eating food, so future research can focus on 

experiential value. Lastly, due to the COVID-19 pandemic 

in 2019, eco-friendly behavior and hygiene factors became 

important attributes when selecting a store, but eco-

friendly behavior and hygiene factors were not included in 

this study. Therefore, future research needs to include eco-

friendly behavior and hygiene factors to analyze the 

impact on consumers visiting small business stores. 
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Appendix 

 

Table 1: Demographic Profiles (n = 542)  

Category Frequency % 

Gender 
Male 199 36.7 

Female 343 63.3 

Age 

20 ~ 29 75 13.8 

30 ~ 39 155 28.6 

40 ~ 49 161 29.7 

50 ~ 59 114 21.0 

60≥ 37 6.8 

Frequency of visit  

1 ~ 2 per week 17 4.9 

3 ~ 4 per week 18 5.2 

Over 5 per week 123 35.4 

Over 1 per month 95 27.4 

Average 1 per every 3 month 47 13.5 

Average consumption (KRW) 

Below 10,000 51 14.7 

10,000 ~ <30,000 63 18.2 

30,000 ~ <50,000 96 27.7 

50,000 ~ <70,000 110 31.7 

70,000 ~ <100,000 20 5.8 

Over 100,000 7 2.0 

Educational level 

Graduate high school 104 19.2 

Junior college graduate 68 12.5 

Graduate university 313 57.7 

Graduate school 57 10.5 

Monthly Income (Million Won) 

Below 2 40 7.4 

2 ~ <3 114 21.0 

3 ~ <4 99 18.3 

4 ~ <5 66 12.2 

5 ~ <7 111 20.5 

7 ~ <10 84 15.5 

10 ~ 15 21 3.9 

Periods of Usage 

Below 6 months 27 5.0 

6 ~ 12 months 30 5.5 

1 ~ <3 year 60 11.1 

3 ~ <5 year 78 14.4 

5 ~ <7 year 47 8.7 

Over 7 years 300 55.4 

Type of Stores Recently Visited 265 48.9 

 Regularly visited 84 15.5 

 Regularly and recently visited 193 35.6 

Place of Residence 

Seoul 156 28.8 

Busan 39 7.2 

Daegu 27 5.0 



30                   Yong-Jae RIM, Yong-Ki LEE, Jae Youl KIM / Korean Journal of Franchise Management 14-4(2023) 17-33  

Inchon 38 7.0 

Kwangju 15 2.8 

Daejeon 21 3.9 

Ulsan 6 1.1 

Kyunggi-Do 146 29.9 

Kangwon-Do 10 1.8 

Chungchongbuk-Do 14 2.6 

Chungchongnam-Do 13 2.4 

Cheollabuk-Do 7 1.3 

Cheollanam-Do 4 0.7 

Kyongsangbuk-Do 16 3.0 

Kyongsangnam-Do 23 4.2 

Jeju-Do 5 0.9 

Seojong  2 0.4 

 

 

Table 2: Measurement model  

Constructs and items 
Standardized 

factor loadings 
α C.R AVE 

Satisfaction  .935 .935 .837 

I am satisfied with my decision to use this store. .907    

I can describe my feelings regarding the service of this store as satisfactory. .924    

I have good feelings about this store. .912    

Overall, I am satisfied with this store. .917    

Product quality 
 

.856 .870 .585 

I think the taste and quality of the cooking products sold at this store are excellent. .813    

I believe that this store has high reliability (certification system) because it sells products that have been certified 

by a third party (e.g., including an organization that certifies products). 
.752    

This store has a variety of products. .649    

The products at this store are fresh. .863    

This store continues to offer products with a fast turnover rate. .817    

This store provides adequate compensation for product returns. .674    

Price quality  .922 .930 .763 

This store seems to have high cost-performance effectiveness for its products. .807    

This store seems to have high cost-mind effectiveness for its products. .907    

The product prices at this store seem to be cheaper than those in other distribution channels. .819    

This store is holding various discount events, including price reductions on set products. .916    

This store provides prices for each market segment tailored to the characteristics of customers. .912    

Personnel quality  .921 .928 .720 

This store staff treats customers kindly. .845    

The staff at this store have high product expertise. .792    

The staff at this store are well trained. .898    

The staff at this store have an excellent work attitude. .917    

The staff at this store are quick to respond to customers. .874    

The employees of this store have a neat appearance, including uniform uniforms. .752    
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Physical evidence quality  .901 .908 .669 

This store's products are well displayed. .766    

This store has a well-decorated interior. .782    

The clothing sold by this store's employees is hygienic. .869    

This store has well-prepared notices explaining the products. .794    

This store maintains cleanliness in the workplace. .878    

This store has good signage so that customers can easily find the store. .814    

Utilitarian value  .857 .864 .700 

Using this store was relatively economical. .796    

This store offers many benefits. .818    

Buying a product from this store is more valuable than buying it from another store. .875    

Overall, this store has good product quality. .855    

Hedonic value  .909 .912 .786 

This store gave me pleasure. .901    

This store provided me with the opportunity to purchase products that I enjoyed. .860    

This store intrigued me. .877    

This store gave me joy. .908    

Revisit intention  .925 .927 .817 

I plan to continue visiting these stores I used to go to and purchase products. .908    

I will likely revisit this store in the future. .921    

Next time I visit again, I will give this store priority. .927    

I will revisit this store soon .858    

α: Cronbach's Alpha; CR: Composite Reliability; AVE: Average variance extracted 
 

 

Table 3: Fornell-Larcker Criterion 

Constructs 1 2 3 4 5 6 7 8 

1. Product quality .765        

2. Price quality .638 .874       

3. Personnel quality .631 .496 .848      

4. Physical evidence quality .609 .532 .772 .818     

5. Utilitarian value .685 .597 .657 .585 .837    

6. Hedonic value .566 .559 .634 .584 .720 .887   

7. Satisfaction .710 .644 .693 .590 .728 .664 .915  

8. Revisit intention .700 .621 .701 .581 .743 .631 .824 .904 

Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE) 
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Table 4: Heterotrait-Monotrait Ratio (HTMT) 

Constructs 1 2 3 4 5 6 7 8 

1. Product quality         

2. Price quality .723        

3. Personnel quality .707 .540       

4. Physical evidence quality .692 .583 .844      

5. Utilitarian value .784 .666 .732 .651     

6. Hedonic value .633 .608 .687 .637 .811    

7. Satisfaction .780 .690 .744 .630 .809 .717   

8. Revisit intention .776 .670 .756 .624 .830 .685 .885  

Mean 4.717 4.345 5.017 4.687 4.725 4.776 3.346 3.451 

SD .853 .973 .963 .959 .986 1.164 1.287 1.281 

 

 

Table 5: Standardized estimates (PLS) 

Paths Estimate t p Results 

H1a Product quality → Utilitarian value .332 7.475 .000 *** Supported 

H2a Product quality → Hedonic value .119 2.464 .014 ** Supported 

H1b Price quality → Utilitarian value .214 5.465 .000 *** Supported 

H2b Price quality → Hedonic value .252 5.000 .000 *** Supported 

H1c Personnel quality → Utilitarian value .332 6.556 .000 *** Supported 

H2c Personnel quality → Hedonic value .351 5.747 .000 *** Supported 

H1d Physical evidence quality → Utilitarian value .013 .254 .799 n.s. Not-supported 

H2d Physical evidence quality → Hedonic value .107 1.860 .063 n.s. Not-supported 

H3a Utilitarian value → Satisfaction .520 12.652 .000 *** Supported 

H3b Utilitarian value → Revisit intention .291 7.447 .000 *** Supported 

H4a Hedonic value →> Satisfaction .290 6.661 .000 *** Supported 

H4b Hedonic value → Revisit intention .027 .674 .500 n.s. Not-supported 

H5 Satisfaction → Revisit intention .594 16.655 .000 *** Supported 

      

 R² Q² 

Utilitarian value .581 .572 

Hedonic value .493 .482 

Satisfaction .571 .596 

Revisit intention .722 .587 

SRMR .055  

*** p < .001, ** p < .01, * p < .05, n.s. = not-supported 
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Figure 1. Estimates of the Structural Model (PLS) 

 




