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The Effect of Marketing Communication and Store Loyalty in Traditional Markets:

Focusing on Shopping Value and Shopping Experience
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Abstract

Purpose - This study examined marketing communication in tradi-
tional markets by assessing consumers demonstrating brand loyalty
through repeat purchases despite active marketing by competing
brands hence, showing that the brand did not lose customers owing
to communication. Specifically, this study examined the effects of
marketing communication factors in traditional markets upon consum-
ers' store loyalty and to determine consumers' practical and hedonic
values, as moderating variables. Moreover, this study determined that
both experienced and inexperienced consumers in traditional markets
could similarly assess the market and examined the outcome of tradi-
tional market development as well as future strategies.

Research design, data, methodology - To verify the relationship be-
tween marketing communication and store loyalty, and the moderating
effects of shopping value, data were collected from 230 consumers in
the Gyeonggi Province to test the theoretical model and its
hypotheses. Although the field of distribution management typically
uses two research methodologies, this study was conducted using em-
pirical methodology. Specifically, analysis of varianceand hierarchical
regression analysis were used to test the hypotheses.

Results - Consumers who had experienced the traditional market
placed a greater emphasis on the physical environment or
word-of-mouth marketing. Moreover, other factors apart from advertis-
ing had a significantly positive influence upon marketing communica-
tion sub-factors and store loyalty. Word-of-mouth marketing was
found to be more important than other factors, thereforeaffirmative
word-of-mouth marketing was considered important from various
viewpoints. The study investigated themoderating effects of hedonic
value and practical use value in the relationshipbetween marketing
communication sub-factors and store loyalty: The negative influence
of publicity, physical environment, and word-of-mouth marketing was
considered to be statistically significant.
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Conclusions - Consumers who made use of the traditional market
did not think of the physical environment in an affirmative way, and
consumerswho did not make use of the traditional market perceived it
as having a poor physical environment. However, consumers who en-
gaged in word-of-mouth marketing experienced the traditional market
in anaffirmative way. Consumers who made use of thetraditional mar-
ket had significantly high hedonic value and/or practical use value,
therefore future strategies should encourage consumers to make more
use of the traditional market. Consumers who had experienced the
traditional market demonstrated strong market loyalty. For consumers
who did not make use of thetraditional market, marketing communica-
tion was likely to influence store loyalty in a different manner from
a practical perspective. In other words, marketing communication was
needed to develop the traditional market, and consumers who did not
make use of the traditional market should be given the opportunity to
do so. Consumers having low hedonic values experienced high publi-
city to have high store loyalty, and consumerswho experienced good
facilities of the traditional market had high store loyalty (Nam & Jun,
2011). Consumers with low hedonic values as well as those with
high hedonic values on the traditionalmarket could have high store
loyalty through affirmative word-of-mouth marketing.Therefore, various
types of events and strategies were needed to enable consumers to
experience the traditional market in anaffirmative way.

Keywords : Traditional Market, Marketing Communication, Hedonic
Value, Utilitarian Value, Experience of the use of
Traditional Market.
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=4, 74, 221 ol 47 st ol Zz 471 2, mH=
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<H 4> BIZT 2N Znt
- e 7HE 2iMFE
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< 5> o, BEEAL 24itEM(ANOVA) 2ot

49 249
H=0 (n=154) (n=48) F p
g | BFEOHX | B | B2FEEHA

=7 2.00 0.69 1.97 0.63 0.13 | 0.72
HEZ|AIE| | 2.79 0.70 2.63 0.69 192 | 017
THOfE T 249 0.66 227 0.75 378 | 053
22| 34 | 227 0.66 2.02 0.66 488 | 0.03
A 2.70 0.75 2.26 0.72 13.05 | 0.00
M JHK| | 2.65 0.68 235 0.68 6.66 | 0.01
Agx T | 277 0.64 2.49 0.74 6.58 | 0.01
HMEEMT | 311 0.80 245 0.82 24.67 | 0.00

~
n

dEP =62, p <0DZH0|= 2F SAH2Z [FolOi ZutE
EFRCE ol Zib= O E AHRUAOM 22 & HE2|AlE|,
o=, =218 28t 18 25 HSAY ZEHHEES flet
2ot 22I4S AJARSEL RACE

sAH2zZ YHHY g2 OiXl= oA E ARUA M 22l
T O 20l0| F=za5dE0 O IS OIX=XIE el ¢
3 2012 25+ T OS2 Zits FHR2IB =68, p
<ODTO| SAH=Z Rolbjet ZUE LIEHL TSAY ¥
SEE M= 384 0| Jhseh Chyet 2Eel Mool E
g2ts AARSED QO MEEM 7t 12 S2Ho= KHEL|R{Ct

oy e

<E 7> C}ES7EN 23t

=
. SEY (n=154) 288 @49)
=re B | SE| B p B | SE B p

20 025 | .098 | .022 | .796 533 | 196 | 413 | .009

= (0.66)

2. HE2|A|E| |0.38%*( (0.55)

3. THOET 0.50%*]0.53** | (0.60)

4. S2|X 244 |0.48%*|0.53%*|0.57**| (0.66)
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