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Abstract

Purpose — The aim of this study is to develop an empirical
model of the effects of traditional market service quality factors
on customer value, relationship quality, and behavior. The spe-
cific objectives of the study are as follows: 1) to classify study
objects into cultural tourism markets and non-cultural tourism
markets as well as to verify the differences in service quality
among the two markets and, 2) to present practical service mar-
keting methods that fit with the characteristics of the traditional
markets by amending the five quality evaluation items of
SERVQUAL (a multiple-item scale for measuring service qual-
ity)to suit the characteristics of the traditional markets and es-
tablish the relationship among customer value, relationship qual-
ity, and behavior intention.

Research design, data, and methodology — The study meth-
ods of empirical investigation are as follows. First, this study se-
lected for a study object the Suwon Paldalmun Gate Market to
represent the cultural tourism market, and general traditional
markets to represent the non-cultural tourism market. This study
also conducted personal interviews in order to increase the re-
sponse rate and collected a total of 418 responses between
March 18, 2014 and April 05, 2014. The total of 418 responses
used for this study excluded 14 responses that had either mis-
leading information or missing values.

Results — This study verified the perceived differences of
service quality based on traditional market specialization through
an independent sample t-test. It appeared that the perceived
service quality of the cultural tourism market was generally high-
er than that of the non-cultural tourism market.
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This study executed a path analysis in order to examine the
effects of service quality factors on customer value, relationship
quality, and behavior intention. This study also comprehensively
analyzed the specialized market and non-specialized market
separately. Although there were some differences among the re-
sults, the overall results were uniform. It appeared that con-
venience, reliability, and empathy, among the service quality fac-
tors, exerted meaningful effects on customer value. On the other
hand, convenience, reliability, responsiveness, and empathy, ex-
cluding the tangibles, exerted meaningful effects on the relation-
ship quality. In addition, it appeared that all service quality fac-
tors exerted meaningful effects on the customer value, relation-
ship quality, and behavior intention. Therefore, the study verified
that all of the hypotheses formulated in the study were gen-
erally adopted.

Conclusions — The implication of this study may be classified
into academic and practical implication as follows. With respect
to the academic implication, it seems that this study is among
the early studies to verify the differences between the cultural
tourism market and the non-cultural tourism market. The prac-
tical implication of this study is that the perceived service qual-
ity, such as convenience, reliability, responsiveness, and tangi-
bles, excluding empathy, was higher in the cultural tourism mar-
ket than in the non-cultural tourism market. This means that
customer satisfaction is enhanced by governmental aid such as

hardware, software, and information and communications
technology.
Keywords: Traditional Market, Service Quality, Customer

Value, Relationship Quality, Behavioral Intention.
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1. N2

2 =Y 201EA= 2A o= WECE 545 Fddgs &
ofstn Ao, olz{gt 0Pl dH2 B0l K& A
CHKim and Kim, 2013). 0|23t 2L SEA|IRC| A AlSH= A}
My 19961 REAL HH JjYo| 1 Fav HAOR £ £
ALt £3] 2000EHREH 2A4Ho=z S0 ST HYOE

= 20 oA HERRE SESHH X[HIE QI AFRXIR HES
o, oo 2} ADHA|ES| CHERES KXt UAE HSAE
2 HEOE § M2 2Oiztel A0iYEietel AFAQl Z7™o
02 Zde Zap7t 7106k ALk ot AH|[XHES| &+ &
TOHRIS| M=tQkAl Mot CHYOLEQ| Mgt AldDt AMH|AO]| LY
of =98 F7AZICH, SRS HEH [ME 22t 49|
=45 9 ASFEQ 0| ME gl UED FAHE Q] ©
SAIEQ 27| B 4 7H5ED A= HFEo|CL

HRO|ME= CHHEOIEO 2Ipt MEAIES| 2EZHME siZstn
XS 7tsde =ES7| Qo HSAIEO| E3tE X|MAE
TEoHEH 2SHICh 2004E 100 SEHHS MFSIRL Al
HEETS 0|2t =32 MESHQCt 2012EH0= FAE Y |
A S2 ETots AIGACHSIALO| 1,606 2| OfitE
Xsta, oolus Sl E43t Ao £2HE & dIAMXY AL
20l 488 RO| X|RE= & T 2,0949 o] HEoLto] X[J
ZIRUCE OOz 275t MEAEC dEAME = SH Yatg|
I U= AHOICE =AEHT R 2013 Xt=0f 2I5HH, XY
H MEA|R MIO| ZX0|= 20054 M= 239,2007H0i|A 20124
204,237702 2F 35000702 MEA|R MmJ ZAASIFOH, OI=
Oh ESE 20051 CHH| 2F 11.6% ZASIFCH X|SAXol RA=
et sl MEAIMS EEA2 XAGH HHEZE Qs XY
S&3 MK FEAZ|D QUCEH OHM O|EA MSAEQ #
2Ot Hdaste QISR CHYOLE CHH| F2|H HEo| H=-40|
Ol X|ME[D QUX|TH SHHOZ= MEA|EO| MH|AFEEO| X}
7t Dol HE oAt FOEE ZAA|7|= THE 583 0|F
2 2 94k O Lted QUCh

et 2 A4s HSAIES 4y HEE 2ot 2aHE0l A
HAEE Q0 fE5t i MHAFEO| D271X], 2AZEH,
WSOz o| 2o O|X|= Y2 WASIIAt CHEap 22 A4S
MZ FESICE A, MHAEE FEZEQ SERVQUALE E
CHE MSAIZO Mottt E2%5d2 FHotax} oot M, M8
Al MHIAZESH0| DZIIX|, A EE, WES2=0| O/X|l&=
A2 HSHOE ML MW, AEEM30| o2t 2atdy
AZaL Lt FEAIE 7t MH|AEH XI0|E FIHECE 20lst
OX}p B 2 7 MEAIEC 243t W ZWY LSBT
o|Ol = ¢TIt E A= HEEH, Ol &SN HMEAIE2
E40 Mot AN MHADIAE "HotES HAZ = AS A
o|Ct.

[¢]
—_

HEANT2 +2X2t SGA7F 7|82z 20l 252 jofst
z o|ojst, M&It Algel ZYCZO=FE 0[0=2'9
o|oE Li=et TE2| JHEo| 70jE Algez, MAHez ¥y
FAEO2 172l AFE 2l0[sti(Chang, 2003).

HEAE2 200AIE2| o QEf=ZM Ch3t Z
s= ZHK[A UCE AW, SH|RPOA CHER 4F
g HE, 82 ugo| kst 2214 & HES 7t
W, ¥X 2HdS MSeoh MR, FXHIE0| $1 ¥FTE Cf
o| doleS HEez #8317 WE0 71HB8dHo| ZYs X7t
TOf7E 7bsSoiTIch UM, MASS WA SUSHA = 45T
of 7|=lE MSSCh CHAM, X9SLYN 7t datsts K70 H|
= XM XGZH0 =85 &= DLk ol 4R, M2 X}
=O2E JARE T = Y| WEO| Ci M &l HY =+
THo| E[0{, A0l CHEISH AlelH ot Agte o 4= QUCh Ol
of MSAIE2S &5 T2t &5 o8 58 0= 28X of7t
£ 2U1 23t HEds & & U= S BES grdte M=
of g9 g A V|sS Yo=M ARH, EotHQl of9 Lot
Arctn g 5= ACKSeo, 2012).

HEAIGE 2 JAet WSUF FH2 BoE HAeH 8T
2E St A2, AP[of wat S840t o710 HISHHA
Crefot EME Z=alotRAct B, 27| MEAES HEe Al #
Sito| TS FE EXo= ot AFC| ZEX 2o Chdl
Me S8 dE7 ™LX itte "2 A8Y 5+ ULk =
oF WSAIZQ StEH oMl 5T S25pH R4E0 B2 X[

O O|RO{BX|TE AQlofAl, O E H2F Fix HiX|, 12 S49f
Al SIF 22 AEQ| AZEQIO{FQl §20| 0|55t0] HEA|IEO|
S0 s R N3SHA| XSIFICE 0|20E FEAIES
JHEtol| MHE Aol ZEHI, X JiH, REEER st 242
SH4A Qo Jde(n MEgof Hls] doEez HETE0L M=
J4M0| O|SHE FSAYO| Lt HHME Q0 50| ZHTELE
M7=l RJACHHong, 2010).

2008 HEE HEONM FXE 2T 84 A
AEel AXE ZaAlZ|D MSAIFOIN Lildt= X
St MEMst AIZ|7] QIS SMoz AlE|RACt HE= 20084
FH 2011EMX| 2459 22| Of|At2 TS0 24712 Eotatdy
AEE XS0l Aldatisr 3 &4 T S |FESHRiCh &
ZRHAIAG 2 HSAEYO| 7HX|1L A= 7|EQ AlL-4H| &9
SilietE 2ot X|HAYO| ofLlzt, AlEe| Zatet &2 TSt
of EMzt 2471 AAE MER 852d A2 BEss A2
O| =S|t

HSAIZO Ofst MAGF= I3A HEAYS AR H =
A5} gtotg) Cist (Yoo et al., 2009; Hong, 2008; Hur and
Song, 2009), HEA|IZ A|EHCHt ARl 1M TtF 58 243t
A(Kim et al., 2009; Yoon and Lee, 2009; Chung, 2010), M &
A|ZEo| MEHz=MOf CHeE S1(Kim, 2007; Hansen and Deutscher,
1997, Engel et al., 2005), 12|11 MEA|EO| MHAZZAO0| CHet
A (Park et al.,, 2001; Shin and Moon, 2003; Parasuraman et
al., 1985, 1988)Q Z0| 47|X| CimXQl 2otz EFY = ULCL
2 AF0M= 48/ 20kel MESAIECS| MHAZHO| gt 2&2
o =FZ FRUACL

2.2. MHAZZA

MH|AE= 2EM(intangibility), H|[22|(inseparability), A%
(perishability), 0|Z!Ad(heterogeneity)lt Z+2 EAMOZ Qlsf ZHabE
QI Mof ogt 50| ofFLCE. ol2{st o]0 7|25t MH|AE
2 SR}, A7, &= S0 w2k JHEE Ho|7t CHISHA AR E|
OX| RUACL Garvin(1984)2 MH|AEHE MEN, 4ESHE,
MAESAE, 7HKESHE, DASHEO| CHY 71| XSl B2HE
0|83l 2FE ATt CM, Gronroos(1984)= AHIAZEHZ A
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HIXto| w2t FaEoz QlAlrl= ESHEMN JHEA HolE St
O|& ‘X|ZEl MH|AZE’Oo[2tn Fo5tRirt.

YEH O 2 MH|AE= MH|A =E, MH|A MSAL 142 X
of MZIAAIZ LIEPE 4= QUCH MH|A ZE2 MH|AE K|35
(2, MEA HSAHe =& FHRE, J2(1 D2 MH|A
NS8= AMEZ QOliCt ofof M2t AMH|A RAE2 XNSAtet 1
oA 2EMS 7|05HH, MH|A HSXHe AtgdE 7[CHsH,
N2 ot=gZ J|CHSHA =L

MH|AEHO0| CHstol 7HY g2 3Tl SXt Fo| SiLE
Parasuraman et al.(1988)S2 A{H|AZZAO0| CHSHO ‘AH|X}o| 7|
CHet X|Z+ Atolel 22X ME'E Holstl Ao, o|of mE B
ddS FRA| ot ot ZAutMo 2 10| J|CHSte AMH|[AQL
40| M2 X[2HE MH|AZR H|WSL0] O|F X[2tEl MH|AE
Zo|2t SHRALE

MHIAZEO| FTIXEE2 1Z80| MHIAZEZ HIISH| Il
285l WEloz FHA =22 Q002 siCh AAM 2Z3%
Parasuraman et al.(1988)2 *|ZX AMH|AZZIO| AMHMQAE Y
d, AR, BtEd, oEd, 88, otNd, A8d, E280ld, 9
AILE, DZoset 242 1071 Q42 EF3ICH, 0|2 23,
FAHE| L, SASNY, MEFIEZA & 02t 5719 MH|A
7|0|| CHSE ASEMS J|Hto 2 1071K| AHAS QuM, Al2l4,
SN, SN, 3ZH9| 57X XHHSE =AAF{ SERVQUAL
DEE FAHSUCL

MH|AZEO| CHet 1ziof QA2 7|Cisl
oF X|ZHEl MH|AQ| X{O|(gap)Ofl A LASICE M2kA X|ZHE A
AHCEH 7|CHs MH[AZE O 2 U MH[AE § o4 BHE
ZIE EE5HX| 2o, Hitjel Z2%+= 0
LIEFLEA EICt oHE, Z|CHeb X|240|
A2 FEO| MH|AZL HHEICH Ag Zolg &= UCk

£ 970|AME= SERVQUAL 23S 80 HMEA|IY0 A
of 57X MH|ARHES FESI 0| nZTIK|, HAEH, 2
O|of OX|= Y2 HmEIX} oiCh MSA|E0| SERVQUAL
O| 57tX| XS HE% O|fFe %2 MEAIFO| HO| sljstaEe
EM HHOE § HHEaSYHo =2 X8t SERVQUAL %t
ol Mg BMo| JtssiAen, Aldat MelS0| et HEA
2l 7440l O|RO|RC =N Zatxol Mt HIto| e do| 715t
I 7| mEo|Ck
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2.3. IHI7IX|

Ml FHHQ JjEo R Y SHEEO0F e W20 [t
CHE 2oOIE X|HCh M=o 7HX= 2841 sYst Q0
MR e, AlREtoM e E7E THK], 22 £TH JHKE =
ghot QIZIEX|o] HHO|A, de[EojMe ol2{st 7HXIE Qlzt 9|
X|o| EHO|Lt QIZt S0|2H= oA F2 75t QUCEH

DMK BRE OE 232 J|Z2RAEA, 1ZIIX|
(customer value)= 12 ZFHO|M FE FHOo|E|O, AIR|H, 7|54,
22, 485 £48 7 aHHESe| 7|42 FH 7t
40| AafEtA 2= ool ZFEE THK| QCHHolbrook, 1994;
Lee, 2009). Kotler and Keller(2007)= 1Z49| X|Zt=l 7}X|7f 2=
S|Eint H|E7He| Xto|2 B 7|0l LAojAH Mt MI=2
718, Meld, dMA o|Foi| Cish AH|XH7E IS 2tm|E Tt
X2t SIQICE SHH, Kotler et al.(2008)2 1ZHIIX|E Aol 4
W CHekut H|WSHo] AIEO| X|ZE HIEut =S5 &8 Zke| Xto|
Off CHot nzo| EItat SHRUCE F, AH|Xt= X|ZHE Z4X[of w2t
WSSOI AMH|A AL A-0| M2t X[2fst 0 "HItst= Z0|Ct

m2kA 2 AH|XZE 22(X0|1 O]4Eo|2ts 7Hgstof| HI&
oF Hol 7t AMA 28I7IK|Qt A7t 287t S2| #EoAM 1
AIEX|of CHet MOl A= GITE0| AL ZTIdEln QUoH,
0|22 ZHZA 7HX|, AlZH 7HX|, & JHX|, 487X JHK| 52
FE HMAISID UCE TEKjof et MYATE HTHEH, ©X
Woodruff(1997)= 1Z4X|Zt 7HX[E ME AR/, ME &4, ME =
oz FMEICtT HULE Kotler and Keller(2007)= 11249| X|Zt
El JEX|ZF MEEE O B! Sf|EH0) CHSHY] O Bkl= 2ol HItet
Na&Eel BE HIE9 Xto[o|H, & 19| JtK|l= A= ZH A,
718X, deld ZEO| ofjsf 10| X|ZSt= A ZHKZ =Y
C. Oh(2000)= HM|ZE2t AH|A0] CHot Hlwm7tAwt X|EE 7+4CH
H 7], 244 &0 £2 A, 22|10 7HA0| 48%t FA0| ot 7
CH7HKE Z7E5IR M, Sweney and Soutar(2001)= % 7HX|
= X|ZE YEHES daA7|e 220 #3EE NEe :84
ZHE o0zt HULH.

MAATFOME FHZE THR|t 2T JHK|of Cfst a7t
HEoZ HMA|IZL en, E3 DI MHA HHEOM &=
t¥oz X|ZE JHXIE "Iste Ante CREA MHA E52
sl AHEXIH X2t a8, HEHA HE&28 5 X
O|0|& LW=stn QUCt HQCHZeithmal, 1988; Oliver, 1997).

2 dFoAME A7 AFZntol HMASEE s W82 B
Oof MEAIE Dol HIE1t AZHETHOIA X|ZHEl IZHIIXE F
A QOllt AlZHY @olez FdSIRICE

HASE2 LAERE SFAF= Aar 2Esh 2A Q| Hatd,
Aol Hitd =z FoFH, ASES Fdaass I, B
=2 522 FAEICKHHennig-Thurau et al.,, 2002). Mohr and
= HAFES FEeLr2EMN d3F DEHMZS
of F, =€, ME|, oS, T, SS2H HES HAISHA
EOINME AZE2 ADHHES Sa% /=M CHXEA
T FI1H 2FEoIMel AH[XL BUHE QOfstA|gt TRy EHE
Moz MEEOX= ZAFE2 Fdas THEIL AEZ[0|C
(Crosby et al., 1990; Mohr and Spekman, 1994).

DE=ab A2(of CHeh YBPHOl ZHEAM AHgtd2 AW, 2ot 4
B2 THEZRQ| CHY ko2 HL= EE(Crosby et al., 1990),
SR, IEE2 AMEo| MiHLEZ HiE= 2 (Bauer et al, 2002),
M2lS pimol MMz 2E Zpoz molgn Qrt
(Anderson and Narus, 1984). MIAL A= DtEnt M|t 2
el £ HES ZF AHefTiEol oo A =7, Bz, Eot
S= LIEMHCH= o|ojof maf, JARHA 27t BEED HEH
=2 &2 SEE B7Io|H, mEtM BTS2 dzlel S AN
o2 7tFstn QCHJang, 2006).

= UM MHYALE HIECZ HAZSEE AMHIL HSA
78 7h0| HdEls 2AEM Dol XEH ue VsdE
st oj2hol oo FeE O = U Oi7HY JHEo= 7+
5t0f, HAZTEL FRY FHYRILE AL HAUSS
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25 3ol

dEolo= MO ST CHAO| CHSIO] Ef=8 dMot = LIEt
40|2} & £ QICHBoulding et al., 1993). gEo

(=} = —|
cof ofh A WSS ojyE & ATks L oY ML,
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F20F0 2% AAES MSSICE ol2fet olgz B2 oAt

LS =
=2 AH[Ao| WF0EE s dsolzet= JHEES A8stn U
CHEngel et al., 1990).

Dawn and Thomas(2004)= #EO|=o| HHEE IAA ZAMA H
SO =t AIR|E WEQEE FEof AMESt UCL HHME dE
o= FE MNEH JZUHO| FYE F= ASE Mo Xf0f &
?l, Z2|0[Q X|2QAl, Metlls 52 USHH
12 20t0| EA|, PH S1f 22 $SS WLt Ol 7[e
nzegent ofLj2t Ao o|Z0|K| EEE2 O/E = AS
LoICE O|NE dWFoloEs IFAE BEAE £H, MAOieL,
THo|gelE, Mo, IMEHE S MutHoR ZEs= 28
£E2 =H™E|1 QJCKHRyu et al.,, 2008; Macintosh, 2007; Son and
Joo, 2008).

2 dF0M=e HSeEE Tt 242 FHOEet X0
oL E gt SHH Ol THECE MIEH C3nt ZLf
WA, FHZ= AL AR Zto| CiHE HiEo= 3 T
(word of mouth) FLIHO|MOE AH|Xt 7Hof HAEl JHQIEQl
A7 Ao Ciet Y&l FEE HSANOE Ao
A F=Hste 118E Lot Gily et al.(1998)2 OAHEIOIM &&
Off CHer MEH nPgap AMH|A KSKARe| MEH IPFHoA FHE2 A2
A AEHEO O 2 20 LEHD, O 0 2HEeX] g2
Hol Mo 7|8t 2o 2ol =1, LY HJRLAO0
MOM ZBHZE Ci=o AEEIIC] HRLIAOMEES A7
20| O Fo| HEs| At FESHRUCE oHH, 0|82l
= ME ¥ MHAE BEXEOo=E O|8dt2{= 2/X|0f ME Bts O
89| 7tsdoletn Folgt 4= ULk

mjo =2

SHUVYHALT HISIAVTHAIN 21X HSAY S8E |
21l 124 Kj0|o| Tt HES FIHOE UABOEM HEAR
Q¥ Wy OpY A0 J|0fStaxt <Figure 151t 28
ATDHS YL}

3.1.1. HSAED ME[AZE 78 24

TEAEI A& SEIe| A
and Han, 2007; Hong, 2008)= A&t
Ol M= IH|IX|HAIYE Q! Eatatdd A& MEANCE 2RE =
HI 2SS HAIE 78 MHAEE KXO0|E F/HEoZ =QlstuX}
SHRICE O30t "8I B oitE2 sl HEAIE 2MzE =
TIMX|TE StEQOfM HZo| JACH=s X|A0| el 200835 E
FoEHXE Sot HSAIY gdst Y2 FTISIALE 0fof ot
X2 HSAIEC MER2 HEQ Eotaad AR CHet 71K
o EME EAMSt= ATt BIKStn QUeD(Han et al. 2015;
Kim and Heo, 2012), &= &= A|&9l EMIt Mt Xfo|of CHst
A7t Eor2 Zo|C} olof 2t 2 d+e= Chaat 22 d+7t
H4E +EHIACL

A

<7td 1> WSAE S8t w2t Mu|AFZE 202 i Ko
7t A= AO|Ch

3.1.2. MH[ASED D471, 2ASE 2t 2HA

2 AFS0M MHA FE2 047Xl Sy MAQQIoE
HAOMH(Lee and Kim, 1999; Bolton and Drew, 1991b), A{H|A
SHEo| 1ATEX|of ChHot AFEAN FoE SHSH= TS0 H|
AlE|D QUCHDodds et al., 1991; Kim & Joo, 2007; Baek and
Han, 2007; Kim et al., 2011).

MH|AZHO0| BASHEO O/X|= FTol| Cyst MAATE A
HM Crosby et al.(1990)2 AMH|A7|Yo| Z&l0j| LSt 1Z24o| o
7t= MH|A7|e SE0o|| CHot nziof fr=at ME|2 HMEICHD
SISIC}E $HH Cronin and Taylor(1992)= MtE SAo= X|ZtE
MH|AO| ZRIS =X TK} sH= SERVPERF R&0| [MEtA A

= gps MEAF 08 20| X2t MulAEFel Fa ~0| BPS SBetunt oo SERVPERF 2 A
Q012 metstn STt ZAQQI0| TZHTIA|, BAZN, $=o|Loj HIAZE S 5L, Ol2fet MH|AFZHO| 2h=at Mz|of 1
o . . L o A= =35
OjXE Qe YolmDA BCh FiHoz Syagmol mezp  RUOIERE S ATHOR ASAHAC
- Service quality .
Tangibility
» Customer
Value
U Reliability \
E Depends on Characteristic T
(R e e > . intenti
|8 el Responsiveness . E:tlcsl?nli:l:r?élaul?un
E intention
Convenience /
Relationship
Quality

Empathy

<Figure 1> Research Model
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BB DAk BASEe dnEnE Koz Fu
@ 20| galE DA aAwE0| FHE olie
xjol ol nAVES AT ABE JAlof Chet 14 @20
2= A7 7F =X SHH(Woodruff, 1997), AMH|A x1|gxf§ H N&

gl JHS 57 QA% DAL GSH UEAS LChe o
So| EXfgiChJung, 2004). Olafet MHGIRES HiEFoR Ca}
Ze Jhdg Syt

<7t 2> HEAZQ MHIAZE
o2 Zo|ct.

<7td 3> HSAIFO MHIAFEZ2 BAZEN 389 I
o= Zo|ct.

<7t 4> FPSAZe DX = BAEEN 38 = 0|

£ ZAojck.

rlo

DAMTHR| =8 &

0%
mjo

og
mjo

3.1.3. DATLK|, AR WEolT 7+ T

40| MIE MH|ALE MEO| CHet SHE JHXIE =AH X2
SheE DMOEEO|LL 10| HEolkEs BV Z0|CHSweeney
and Soutar, 2001; Byun and Seo, 2010). 2= L1ZHJtX|= 0O}
O|=Q} FOiHRIQ| A,jooﬂﬂ—’,ﬂf E|H(Zeithmal, 1988), 142 &
O] MI3&2 ME, =2 MH[20| CHsl 7HXIE QAXE2EM O|=
BEEIF BPH 2AXIELl 20|l MOl 8L|=0= Folot deE 0|
A 4= QL= o] HB3XHeE {FHEn RACKHRho, 2001).

<Table 1> List of measurement item

ltem

Contents
number

Variable

Tangibility Street, Status of Hygiene 2

Convenience of use of mileage,
Convenience of use of gift ticket,
Convenience of Parking lot,

Convenience of use of credit 6
card,
A thank-you event, Recognizing a
guideboard

Convenience

Merchant's kindness, Reliability of

Reliabilty | proguct, Reliability of a Merchant

Service
quality

Interesting attractions and events,
variety of events, Feedback
collection box,

Regular customer's benefit

Empathy

forcing purchase or solicitation,
Compliance with labeling price tag
, exchange
and refund system, atmosphere,
Compliance with certification of
origin

Responsiveness

value comparable to cost, lower
price than a mart, Efficiency of 3
time and effort

Customer value

Continuity of relationship, love
and affection, Relative 4
satisfaction, General

relationship quality

Reuse Revisit, Wise choice 2

behavior - .
intention | Recommendation Intention of recommendation, 2
Spread of excellency

ohH, Q2 TS0 2AZEE 14 A8 AS=0 3
=) FICH= APt =ole| 1 QICKSong and Shi
Mt MAATE HIECZE Cigut 22 7HEE =% 'ﬂ?‘xEk

b 5> DATMIE BSO=0| BHN B 01" Holct
b 6> BABNL wSolzo| 3N ¥¥e 0" Holct
32 ZNH Ho| U FHYS 7Y
= G0N ALSE Biho| ZXH Holt Ctgut 2ot BiX
NelAEe a2 K

to| MH|A™HON st &-28 MHAEE S2 4
OF MH[AO| CHEH 1249 7|EH52f X2z Zte| SEYXEEEN
(Parasuraman et al., 1991), 2 HALAGME SUst HO|Z A3}
o, MSAIEL MHAZHO "*°*°FEE Y, dEld, BtEd,
Hold, g9l 57X Ao 20749 HY EBEEe st
‘SERVQUAL’ ZEIS 27toz 3l0] MASIQICE DZIIK|E Gill
et al(2007), Lee(2009)2| AT ZANE FAHOZ MEA|E O|2Xt9
NMIIKE FHS| QT dFoE FLYsien, AAEEE =
o, =, ME|, oAIAE, #O|, SSEA iE, otE, 44 Se=
T-stn, ol H7|M EOIM EH AH[X;F HILZ 2 = ULt
= =ZMHo| M A (Mohr and Spekman, 1994; Henining-Thurau
and Klee, 1999)E HIEICZ ol UAERES FLMSIRUCE HF9|
= Bendall and Power(2004)0A] A3t HEO|Eo| 7jEHE &
Aol HEO| A FHOZel MO|Bo=E HEIYUCEL UM
oiZst XM Yol Sof 2 W70 AL YR Halo}
M C}29| <Table 1>} ZHCH

33 RESY U BAH

2 oI70| AT 2M2 ARCINO| Cfg ABY 2HS 9}
o BRI HSBH Aoz ARME 2R
MZg HASYON, LS 247 SHBTEANS 29 TR
A, BISSEBEAIES F7|s BUol Uit HEAZSE MY
Soict

530l e U SUEL HOlARF UL
terview)S HA[SHROD], FA|ZH 201414 3% 18U
UK FWSIHD, BHUS ST B2 AXYS T A=S
Rlefstn & 41828 = o170 BIAUCE

2 gFoN EEE =AY QTSAHSE E4S H4THE
O <Table 2>9} ZC} DIX| Aldo| AQ LIX} 37.6%, OJX} 62.5%
o HEZ2 OfXte| Hlgo0| <f 2Hf HE U2 =F XX[SIF2H,
olzifo| Z Ztzh 10T 0.5%, 20CH 15.1%, 30CH 24.2%, 40CH
27.0%, 50C 20.8%, 60CH O|At 12.4%9| H|2S HYCH
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<Table 2> Samle characteristics

Factors Frequency %
Male 157 37.6
Gender
Female 261 62.4
10 years 2 0.5
2 years 63 15.1
30 years 101 24.2
Age 40 years 113 27.0
50 years 87 20.8
60 years and 52 124
more
Middle school 1 98
and less
' Hish school 160 38.3
bg“c’igfoﬂ': | diploma 87 20.8
Bachelor 90 21.5
on more. 4 06
Civil servant 6 14
Businessman 142 34.0
Specialist 37 8.9
Self employment 44 10.5
Job Housewife 96 23.0
Joblessness 17 4.1
Student 11 2.6
Service 52 124
etc 13 3.1
Average Below 2 times 204 48.8
number of 3~4 times 93 22.2
monthly 5~7 times 71 17.0
usage Above 10 times 50 12.0
Fishery products 162 15.6
Meat,Livestock 193 18.6
clothing, shoes 67 6.4
: Appliance, digital
Pu'\r/I:r:gged pZIectronicsg,] 6 0.6
products :jlte:‘om
i itchen,
9{,';'22'; Household items 87 8.4
Restaurant, food 179 17.2
Furniture,
sescobes | s
linen & cotton
Etc 31 3.0
SOl g2, AETAL T 383%= 7HY 2 HES AHX[S}
oM, et U FZ 0|57t 22t 9.6%%t 9.8%2 W2 HEgS

2o{Fa Ut

Y2 SIAROl TN 142Ho= 34%E AX|otH JHY B2
HES EJY, TEl2= JFEFRIt T 23%=2 M2 HEs
KIX|S}QCE CHFEo 2= MH|AY 124%, A9 Y 10.5%2 =02
LHEFRACY.

YT 0|83l 42, & 29| 0[5t 0|80| 48.8%= 7+ B
2 HIZ2 AX[BIoH, & 109 Ol WE2 TH 12%E XiX|
Act.

F2 TSk 232 SEHeZ A5y dm= Zu,
LE0] 296% 2 7Y =2 HIES AX[SIA2H, 0|0|M H=,
20| 18.6%, Al HZHE| 17.2%, $=A2 156% SO «O
M2 HIES AXISHALE

O] Qo= AlE 22 42, 22 WY, 70 3, o|SHEY
Bl EMe HAISHO] Cifst WEE MAISt= 40| 7hsotX|gt
A= XY YIS BiC

.
[e]

—_

T

rhT on

_

42 Hz2ld A Efdd EF

2 AFoN 28t QM= MHAEEHOZAM FHFoZ
A% O|8XIS0| QIASH= AIZO| CHSE MHIAEEZ S &5
O|Ct AN Aot HEQL Z0| MHAEEZ HHSHY| s LEHH
O Z AEE|= SERVQUAL BH®E 7
HE =HESY| 3t HHOE EHMN QOIEMZ MASHK| %1
201N QOIEM S MA[SHACE

MHIAZSZER0I0] CHet =oId Qo 2M ZAnE AMEHEH,
KMOZ}2 0.846, Bartlett 4% So|<tE22 0.000¥ oM, Ztzh Ut
Hol 7|1FEX|Ql 0.6 0|4, 0.050[5l2t= +=X|& THHSI0] MHAE
ZHQolof| st Mol EtEMO| SEEACL FHHOZE MHAE
o0l M2l U EtEE AT ZIE A <Table 3> AT
HOH 05 20| Cist 291835 2K factor loading)O| 0.50|4 9=
LIEFLE ESENEEES LIEHHD e, 57§ 29219| T 1/t
(eigen value)0| 2= 1.000 O|A2 7|238}0] S9olst ANt E=
| AL}

AME|E BEMo QHtM o=z Alg|afstol AL, Cronbach o Z}0|
0.6 O|&2| £X|& LIEHNH ME|EIt SHE|QCD TESHE H
2 J2stH, 57 Q0 2% J|EXE M=t ME|EIF SR
AL

C2eE WMHSE 45t U= D2TEK], A SE,
o0 CHet Zh2to| ME|Y Sl EtEd AT S olsh AntE o
HMH Ch20f ZCh HA, 071X = KMOZ0| 0.723, Bartlett A
d R2o=HE0| 0.00002 Etd0| ABEACH, DHIIKE +
dot= 37 MFEE=0] 25 RQIF5HEF 3 Cronbach o 10| 7|
EXE M35t Efd0] SEE|RACE

AZRECl AR KMOZf 0.8790|1, BartlettA™ So|2HZ0|
0.00022 ElZ0| ABEIYCH, 4719 HEE 25 2018}
2ko| 7|&=X|2l 0.55 At%|St1, Cronbach a 4t EESH 7|&=X|Q1 0.6
2 43|510] EtEgo| S TR,
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t=0| RolRst A ME|Mol 7|FEX|E M2[sto] EfEdo| =2
CIQACE s EAd0f CHet Zlb= <Table 4>1} ZH0| H2[SIJACE.

I
|0
Hu
Of
:Q
N
Ho
=)
m
on

Eloon

00t



Myeong-Jo Choo, Yeon-Sung Jung / Journal of Distribution Science 13-11 (2015) 79-92

<Table 3> The results of analysis and reliability of the service quality's factor

85

CFA loading Reliability
Factors - — - —
Convenience Reliability  [Responsiveness| Empathy Tangibility Cronbach o
Convenience of use of mileage .839 .045 .064 .166 .105
Convenience of use of gift ticket 773 .059 132 164 .021
Convenience of Parking lot .698 182 105 -.011 A74
Convenience Convenience of use of 647 037 208 -019 121 0.810
credit card ’ ’ ’ ' '
A thank-you event .614 .012 107 .267 -.009
Convenlenvg of Recognizing a 512 355 002 148 457
guideboard
Merchant's kindness 120 .874 196 .060 .090
Reliability Reliability of Product .081 .804 .106 -.002 .085 0.808
Reliability of a Merchant .085 .652 .303 17 178
No forcing purchase or solicitation 151 .218 .706 27 -.017
Compliance with labeling price tag .059 .203 .660 .088 147
Responsiveness exchange and refund system 251 .293 .612 .103 .010 0.697
nice atmosphere 176 -.189 .569 .051 .362
Compliance W|t_h_cer1|f|cat|on of 145 558 562 032 054
origin
Interesting attractions and events .073 145 .038 .818 105
variety of events 143 -.034 .201 .766 .006
Empathy - 0.725
Feedback collection box .295 -.003 .074 .720 .035
Regular customer's benefit -.009 482 .013 514 119
Wide street 152 .045 224 124 .815
Tangibility - - 0.678
Status of Environment Hygiene 124 422 .052 .022 .748
<Table 4> Customer value, Relationship quality, The results of analysis and reliability of the behavior intention's factor
Reliability
CFA
FEETR CENES loading Cronbach o
The traditional market | visited is worth the money | paid for .900
customer value Traditional markets are cheaper than wholesale markets .884 0.850
Exploring traditional markets is not a waste of time .855
Hope and continuous relationship with traditional market's merchants .896
| feel attachment to this traditional market. .892
relationship quality 0.914
| am satisfied with this market more than the others. 725
| am generally satisfied with his market. .888
I will continuously use this market. .906
Reuse ) ) ) 0.891
behavior It was a wise choice to use this market. .804
intention -
R dat If 1 have a chance, | want to share a excellency of this market. .908 0.908
ecommendation I want to recommend this market to the others. a77 ’
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<Table 6> Perceptive customer difference depending on traditional
market's type of culture tourism -hypothesis verigication-

%ol 2M2 Sl ME|Eu EfFdE =ED 0|, WEAE & Levene's
Mot 920 WE o|8xte| X|ZHE MHABHO| KH0|E SYEE equal T-test
THES E3IA ASS| 2UCH 1 AT} <Table 5>, <Table 6>0 Classification | variance test
Aot 22 DI} LIEFLCH S 2SS A|R0| H| 2SS A E Sig t Df Sig d.fl\f/Iean standard
MECH MUHOR Of £ LIERACHEOA: t=3.930, p<.05 / Al (P) (p) | difference | error
2|4d: t=6.142, p<.05 / g3 t=6.277, p<.05 /| LA t=1.684, equal
p>.05 /| Q&A: t=4.195, p<.05). —E—*}tk:'ékgon_l ZHCHDA|RLO| H|E Com ;/Sa:jr:iz 13.849 |.000/3.930| 416 |.000| .18272 |.04649
SBTHO Yot MEATEC NZE AHARTO pz0] My [
Moz =7 LIEFLE Z{0|C} .
HeE =t ol fioe | vanatee 3.956 | 395.466 |.000| .18272 |.04619
4.4, PLZHHA(SEM) &M assumed
equal
FEA|IZ| HSIS MH|AZE QOIS HEY 0| BT MH|A variance | 143.308 |.000|6.142| 416 |.000| .20814 |.03389
ZRIQO| kL IIX| BHEO ol al- '—TO‘-I"';;O AP .| assumed
E120/0| DA7IK, 2AHETY, WSSO DX AWS MHE  |Rela
7| Sl HREMS MABQICE AREMS SMeNED B[Sy |biity| SE
3l AJRIS %%pé—l_o;l 23 ADIQF EABIA|E U HIEAS} AR not 6.243|295.788 |.000| .20814 |.03334
2 44 SEHCeE Mo ZUtE 2T HAISHRICH assumed
equal
<Table 5> Perceptive customer difference depending on traditional variance | 70.184 1.0006.277| 416 .000| .21931 |.03494
. - Resp | assumed
market's type of culture tourism !
. onsiv| equal
-Average comparison- eness| variance
v Depends on standard | standard not 6.3461355.8781.000) 21931 |.03456
Classification . N | Mean o
Characteristic deviation | error assumed
Cultural Tourism Market equal
(Paldalmun Market) | 20%|4-8268| 40348 | .02825 variance | 5.087 |.025/1.684| 416 |.093| .11103 |.06595
assumed
Convenience| Non Cultural Tourism Emp equal
Market 214 |4.6441| 53455 | 03654 Y | ariance
(General traditional ’ : ’ not 1.6891413.570(.092| .11103 |.06575
market) assumed
Cultural Tourism Market equal
(Paldalmun Market) | 204 |4:9542| 19596 | .01372 variance | 69.230 |.000/4.195| 416 |.000| .13448 |.03206
; T assumed
Reliability Non Cu&uril ;I'ourlsm ibéiilﬂ?/ equal
arke ;
(General traditional | 214 |4-7461 44455 | .03039 "arr;irt‘ce 4.281|248.263|.000| .13448 |.03141
market)
assumed

Cultural Tourism Market
(Paldalmun Market)

Responsive-| Non Cultural Tourism
ness Market

(General traditional
market)

204 |4.9333| .26236 | .01837

214 |4.7140| .42822 | .02927

Cultural Tourism Market

(Paldalmun Market) 204 |4.4510| .62976 | .04409

Non Cultural Tourism
Market
(General traditional
market)

Empathy
214 14.3400| .71357 | .04878

Cultural Tourism Market

(Paldalmun Market) 204 |4.9779| .12458 | .00872

Non Cultural Tourism
Market
(General traditional
market)

Tangibility
214 |4.8435| .44143 | .03018

SEMOIA =& BEo| MI-E ANSI= 7|22 9K Of
C} CHESHA FA|zl CE 2 AR LBtEHo =2 SEMALO]
A A #8510 U= 7|FESQ Chi-square, CFI, TLI, RMSEA,
RMRO| 57}X| £=X|2 Ar2sQICt YHFMOZ Chi-squarel| AL
Chi-square/DF Zt0| 50|3}H 20| CHNZ HBHSICtn ECHs|,
CFI, TLIO| AL 09E AS|S5l1, RMSEAL 0.1ELCH XE4E,
RMRE 0.05HLCH M242 O3 Mot J| Y2 £ ZHoz ut

T 4 ook

4.4.1. EGsHIEEet HH AlZel & SEM &4

Sol/H|SAs K| AR S8 SEM M2 93t BH
L= Chi-square/df 4.901, CFI 0.988, TLI 0.975, RMSEA 0.09
RMR 0.0442 LIE}HOH RE X7} 7|Z=k|0f Mkt o
LIEILE S4alH|Edet TH AR SE24S ¢t ZH2
ofst Z{o 2 mLCHSIQICE 0|0 W2 SEMEE EME Bl E=E
2t AZHA|4== <Table 7>1f ZC}

st
=
7,
=2
b
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<Table 7> Coefficient of channel of characterized/non characterized all
market study model

Path Bstim-| se | CR. | P |Hypotesis
ate
Convenience | — C“\/S;‘I)urge' 0.233|0.081| 2.874 [0.002| adopt
Reliability | —| US| 4277 10.100| 2.764 [0.003| adopt
value
Responsiveness| — Cu\f;fu’zer 0.119|0.111| 1.342 [0.180| reject
Empathy | —| US| 4296 |0.073| 3.121 [0.002| adopt
value
Tangibilty | —| ST | 0082 0.128| 0.908 |0.364| reject
value
Convenience | —|"®1atONSID1 4 56 1 049 2 780 [0.006| adopt
quality
Reliabilty | —|"®2UONSNID| 13516 060 2.133 [0.026| adopt
quality
Responsiveness| — | S2UONSNIDT 155 16 066 2.093 [0.048|  adopt
quality
Empathy | —|"®3UONShiP |6 4a816 044 | 2708 [0.005| adopt
quality
Tangibilty | —|"12UONSNIP| ) 44310076 -0.255 |0.449|  reject
quality
customer value | —|"S/@1ONSNID |6 o181 044 121.361| ** | adopt
quality
customer value | —| . R8YSe 1061 (0.088| 2.188 |0.021| adopt
intention
refationship | _ | Reuse 14 45116 080[12.708| ** | adopt
quality intention
Recommen
customer value | —| dation |0.281|0.116| 3.038 [0.001| adopt
intention
relationship Recorpmen x
ol —| dation |1.263(0.106|11.959 adopt
q Y intention
< 001

AT NHIABERS FOIN Hol, Mzld, 3L
Qo I FHS DXl HoR Lerdn, BARYS A
AEHQ0l 5 SuM2 W moly, Y, WY, 3P40l |
ot 2N FFS OIMCE TP DAJIXTE BABHO| DjxiE
JhEE EAHoR Qo 3WH ol LERYC J2ln 1Y
JpRlet BABRO| WAL MB ROl FFS Ol HOR
PLiTh B DAHE BART, FHolE U HOI8E 2%
of 3YHoR Qo YHS 0jES U + YUCE oyl Za}
L

£ CABISI0] <Figure 2>2 LIEPH %= QICH

442, S48} AlRto| SEM 24

E83 AEQ| SEM 2AM2 23t ZEXNTTE Chi-square/df
2.678, CFl 0.919, TLI 0.923, RMSEA 0.096, RMR 0.0392 L}E}
sen RE £X|7H 7|EXof Helsto] M0 Mot RYels
oISt

SEMEY 2AMg S8 cE S} AR Do) Cfeh 2t
27|40 AL <Table 8>01A HAIE Hiet 2Tt THMO=
Pl ME|AEE 22 § #8381t fIdds Ml Hold
2lY, SHE0| XLz Rofpt ks DjAen, HAFE
MEIAEE 20 T RAYS M Holy, izld, 83d, 3¢
O] 38522 Rolst s OIMCE. £t AAIIX|7F HAFHE
of OXl= I SAHLZ ROISHA LIEHGCE CRA[ 23 024
7HE BAEE, Mol8ee W FHo: RF0 Jgs OHES
golgh & QUAUCL olyel ZWE =43} 5t0f <Figure 3>1t 20|
LIEFLH QUL

MR
=
0% ro r> I oY

OF

44.3. HEM3} A|Z9 SEM £4

HIEd2t Al HO|HE &8st SEM 243 ¢t ZyH
Stz Chi-square/df 2.819, CFI 0.938, TLI 0.965 RMSEA
0092, RMR 00422 TE J|Z=A|Z Als[sl0] Mstst msjoz
THERE| RACE

Tangibility 0.233
o009
e 0,277\ Customer 0.261 Reuse
Reliability Value Intention
0.133 »281
0.119
Responsive h 0.948
ness |
o122
0.226 . 0281
N /-A\ )
- 0.188 i Relationship / Recommendation
Convenience Quality 1.263 Intention
0.082
0.043 P>.05
> P<.,05

<Figure 2> Characterized/non characterized all market's integrated SEM model analysis result



88 Myeong-Jo Choo, Yeon-Sung Jung / Journal of Distribution Science 13-11 (2015) 79-92

<Table 8> Channel coefficient of characterized market's research <Table 9> Non characterized market SEM model analysis result
model
im- Estim- .
Path BStim-| e | cR | P |Hypotesis Path o | SE.| CR | P |Hypotesis
ate ae
Convenience | — Custlomer 0.331] 0.078 | 4.264 | *** | adopt Convenience | —| CUSIOMeT | 38510.004| 2.364 |0.015 adopt
value
Reliability | — C‘f;ﬁ;ger 0.377| 0.100 | 5.764 | ** | adopt Reliability | —| US| 237 |0.006| 2.094 |0.036| adopt
. Cust .
Responsiveness| — ‘j; I‘Z’:er 0.049| 0.111 | 0.342 |0.742| reject Responsiveness| —| CYSOeT |4 051 10.003| 0.589 |0.532| reject
Customer .
Empathy | —|~ 7 |0.896 | 0.322 | 8.987 adopt Empatny | —| US| 0698 10.010| 5215 | *** | adopt
- Customer h
Tangibility | —| 72 7| 0.042) 0.123 | 0.344 |0.731]  reject Tangibity | —| CUSOMeT | .0,015/0.005)-0.344|0.731 reject
Relations ) !
. Relati h
Convenience | —| hip |0.243| 0.117 | 2.092 [0.038| adopt Convenience | — esu';’l?; 'P10.290 |0.110| 2.561 |0.010| adopt
quality - -
Relations Reliability Re'at"’l?s"'p 0.201(0.118| 2.031 [0.042| adopt
Reliability | —| hip |0.318] 0.106 | 2.121 |0.025| adopt quality
quality Responsiveness| — Re'a“olf‘Sh'p 0.221|0.003| 2.491 0.013| adopt
Relations quality
Responsiveness | — hip 0.223| 0.049 | 2.032 |0.042| adopt Relationship o
quality Empathy - quality 0.672|0.086| 6.072 adopt
Relations . Relationship .
Empathy _ hip 0.9821 0.352 | 9.052 | *** adopt Tangibilit - quality -0.031]0.134| 0.523 |0.542| reject
quality Relationshi
Relations Customer value| — e;u';’"rs 'P11.043|0.053|20.361| ** | adopt
Tangibilty | —| hip |0.024| 0.135 | 0.463 |0.642| reject
quality Customer value| —| R8YS€ 16 93410212( 2.008 [0.046| adopt
- intention
Relations
Customer value | — hlp 1.348 | 0.044 [24.361 adopt Relahopshlp _Reuge 1.1280.091(11.383| *=* adopt
quality quality intention
Reuse Recommend
I - . . 2 . 2.21 .024
Customer value intention 0.283| 0.088 000 adopt Customer value | — 0.269|0.131| 2.427 |0.008| adopt
- - intention
Relationship | | Reuse |4 541 ) 080 [14.703| ** | adopt
quallty intention Relati hi Recommend
Recomme e(?u';ﬂi L 1.287(0.183[12.921| ** | adopt
Customer value| —| ndation |{0.329| 0.116 | 2.727 |0.002| adopt intention
intention *** n<.001
Relationship Recomme
quality - 'n?atlgn 1521 0.106 |11.959 ™* | adopt <Table 10> Comprehensive table of hypothesis
intention
Hypotesis Contents Hypotesis
p<.001 Depending on characterizing
H1 traditional market there is Service adopt
EMD AIRO| AEASE AMEHEH DNZHIK|= MHAZZRQ quality difference among factors
O 3 uieuint QHM2 Mol Mok, Azl 220 ol | Soroe aqually in radional market |,
388 g2 0N, #AZEE MHAZEHAR & fA4S gives a rlus ZI zc 0 customer adopt
wiomolx, M|Y, BHSA, BZNo| Kol 2HN Fze DA =
CF. $HE, DATIA|7L BAZT0| DXl FPE SAHOZ g9 | v e st cfoa o et | partaly
3P7i| '—Ef‘;{ﬁhoﬁ, 03'—7—'17}5% %ﬁl%’é',LFIHOI%QFIE, $EEJE quality adopt
w1 oiasto ot L
250l .,.,.9|o|_|-+ S%taomxl: Ao= LHz_l'Mtl" e 2o 3= Customer value in traditional market
A= A EABHE CHEQ| <Table 9>, <Figure 4>2f ZHOMH, TX| H4 gives a"Plus" effect to relationship adopt
JHdo| KEHOIE = <Table 10>9} ZHC}. quality.
=2 AN TS JME2 5 Qo ZANE EL|Z X{Eig] H5 Customer value gives a"plus" effect adont
OICh 7 29} 30| AL MH|AZES JASH= 574 Q0I0| 1 to behavior intention. P
HIHK| 9 ZAEEN BE Qo3 Bk O|X|X|= U=Ct=e A H6 Relationship quaIiFy gives g"PIus"effect adopt
oE Efiz REXCE JHEE MESIAL. to behavior intention.
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<Figure 3> Characterized market SEM model analysis result
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<Figure 4> Non characterized market SEM model analysis result
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