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The Policy Effects on Traditional Retail Markets Supported
by the Korean Government

g7 SAE K&

—

X xH
Al

4
(@]

21t0] Chet

0I>|

o1

Kyu-Hyun Lee(O|1121)*, Yong-Jae Kim(Zl&X}j)**

Received: October 08, 2015. Revised: November 02, 2015. Accepted: November 15, 2015.

Abstract

Purpose — A traditional retail market is a place that offers
economic opportunity to employees and employers alike it also
is a place where the community can meet. The Korean govern-
ment has invested three ftrillion won to improve physical and
non-physical aspects in traditional retail markets since 2004.
However, little research on this has been conducted. We ex-
plore this research gap that could lead to theory extension. We
analyze consumption behavior with respect to traditional retail
markets through an empirical analysis, thus overcoming limits in
previous research. We empirically analyze policy effects of tradi-
tional retail market projects supported by the Korean
government.

Research design, data, and methodology — We propose a tra-
ditional retail market improvement plan via the relation between
cause and effect resulting from the analysis. More specifically,
logit analysis was carried out with 1,754 consumers in 16 cities
nationwide. In order to analyze consumer consumption behaviors
nationwide, the probability was analyzed using a logit model.
This research analyzes the link between support and non-sup-
port by the Korean government using binary values. The de-
pendent variable is whether Korean government support is im-
plemented; the binomial logistic regression is used as the stat-
istical estimation technique. The object variables are:1 (support)
or 0 (nonsupport), and the prediction value is between 1 and 0.
As a result of the factor analysis of questions related to attrib-
utes of service quality, four factors were extracted: convenience,
product, facilities, and service.

Results — The results indicate that convenience, product, and
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facilities have a significant influence on consumer satisfaction in
accordance with the government's traditional retail market
support. Additionally, the results reveal that convenience, prod-
uct, facilities, and service all have a significant influence on
consumer satisfaction in a traditional retail market's service qual-
ity and consumer satisfaction. Finally, the analysis indicates that
the highly satisfied traditional retail market customer has a sig-
nificant influence on revisit intention. Moreover, the results reveal
that the highly satisfied traditional retail market customer has a
significant influence on recommendation intention.

Conclusions — This research focused on consumers nation-
wide to measure policy effects of traditional retail markets com-
pared to previous research that focused on one traditional retail
market or a specific area. We verified the relationship of service
quality and customer satisfaction and consumer behavior based
on service quality theory. The results indicate that consumer
satisfaction of traditional retail markets supported by service
quality factors has a significant impact. In a concrete form, the
results indicate that these effects are from facility modernization
projects and marketing support projects of the Korean
government. The results also imply that these facility and man-
agement support effects from the Korean government have been
consistent. We realize that the Korean government has to se-
lectively support traditional retail markets in major cities and
small and medium-sized cities. To that end, the Korean govern-
ment needs to select a concentration strategy for the revital-
ization of traditional retail markets.

Keywords: Traditional Retail Market, Policy Effect, Logit Analysis,
Large Discount Store, Super Supermarket(SSM).
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SAE2 4 AYe| sits, Site 5 4T 4E=0| ez
HE A=l HHE MSOHY =& o] AZA2| d¥g sl
=

U #OF ofL|t FMTH AdSCIe MWAHRX 7|2 Zof, X|YF
DofAl= CrYstn MESHH o852 7 = AUs
St QICKKim, 2013). 12| Or2g| FRIS9 HE
d, H2|et ot2E RRYel FolHEAE QAE NIGHH AlRlE
o2 FR% dotg £Hstn QCt 2Lt FSAHINE,
ZA|gtdi#Het, 2tOo|ZAEIUHe § WEAYES S CiLielH
Mot Q02 Qs A5 JWHS o7t UCh 1 Al
2004H 32X 20|AUE MEA|IZO| D=l 2013 20.7x02
22, MEAE == 20054 1,6607H0 HHE F=Zo| ME
AE9 == 20134 7|& 1,502712 ZtASIRICHSmall Enterprise
And Market Service, 2013). CHYEOIER MEA|Z 7to| Dj=ZA%X}
£ S HE2SE Hatk(of 7t ok

YRE 48 Z™EZS dHsi7tn e HSAEE A2l
s 2005 T X{EHAlY SEE Pt EEE L2 MHSI6 24
oz TEAIEES X|J5H7| AZfSCE Aldzitiztet Aot
Of YHROE ot MEAY X2 2E[Ste HEAYY 25 A
2 FYSID on, MEAY 220 HE S AdaZ sjen ULCL
U™ X|XHH7L MEAE HHSE 2lof X 20025 EH
2014E77kK| of 3=J0| He= oitES FYUSIRULCL HEQ| Ol &
2 XoE EFStn MEATC OjE SH20| X|FEX}, 2=
20129 43Sy HsPEnr CfF0rE, 7| EIH(Super-Super
Market: SSM)0j| CHst o|FZ &X|(Mandatory Holiday)E = Q!5
YN e= AIAVSIALE HEFS A0l et FHoE 2T
St MEAYS A JHpes TSI, TEAIES jEAS
EESt MM MEAIEC OiEAH2 100f EH Ho| Hut =Fo=
=48t Ao LIEHGHCE FRo| XS &2 AHE It
LAHECE 2HE T CHA| Xl & HoHEQl gt LIEFLt
1 e H7o|C) olet= HICHE CHYOIE, SSM &1t 22 Oy
FEYHM= 19963 FSAIE 7Y = S50 EE O|F0 Oy
OIE Oj=Ao| ZAL 2010EHE 38X R0A 2013 451xo =
18.7% Z7t5ERICHSmall Enterprise And Market Service, 2013).

HSAIZO| Mot o]2422 ZH-A2|d TN 2 I 01 A

= 1=

2ok ZHOIY, MSAY dos59 =52 52 28 A AR
d=3t 2ME =25t =7t Mo HX| @2 EHHE F A0
Ch ol2ist 2MEE e I FEAT Edzt= Hedl HEAl
g ot B2 =l=AI7[= 40| OfLat O olyel 2jn7p ULt
g o= ok 7 YEXYE A2 X9E 52 AEE 582 1
2OHA| B2 X OFX| CHYORES| SEEQ0] AlE JHMd Z2MAE

EEoiL7ER0| 2l2dM0o|1, ECH2(Top Down) H4{o| 2HXHOl
YEiZ TAE|UCE. O|ME HSAIY Ot ERotn U=
E4E H2|1, 1eE HoISS H2 HE deez B A F
e Az AT SE2 2l XA-ME Y 227t AUt
= gFoME 232 ORI HEAIZ X0 ot X[& d
et 2XMEE 240t 221N, HIZEH X 5 Al2dtiziet
Boitel X|d A=E2 20E A4BHCER Mo, VMY =2
WAl YHX|Y dEms =ESY g WSAY XYY oY
Al dE0 HES Sl 84 Tdol 28ds MuY & A= Al
AEE MAlRILh. HSAIE2 XFEHMOIM AHX[St= HISO| O§<
37| 2o ZFo| HSAIFO st O MX|d F27F S7tot
UASLt, HHH MSAFL HE2 XEH22 da5td U0 |-
=200 et 28Xl AZ0] TO| EXfst= A Ardolch 2[4

1) Among 228 local governments 152 local governments are in effect
for mandatory holiday

MEO| oAt K|AS BO| w2 MEAFO| BIEA| 2SR
= OFF| HBE|R 2 A ARMOICL XIFTHE| ' FHEAFO
ASSiTist ARlo] FMsmnt 9 ) MEARO| T Yot 5
Of Chef B2 ARS0| SHEIYX|BHLee et al, 2013) T 2]
A2 o AHRPE M2te MEo| WHX|Y BuE BN
A= MESICL Kim and Kim (2013) L8 A1=0| AH|HEY
O I MHAZHOIZS J|WoR 9IRS UKD HT Ay
A2 Mo Chysh BEOM MEAY FHXY 2uE BN
OITE oict WA £ 9Pt AHIAZNOIES JluoR Chy
8 SLUAS Nefolo] NHSO| AN FRO| HEAY HA
A9 Bt Yopid 1 80| Yt Ol S| Yoy 2
ATONE CHYSH WS BB MEAT XY Mo 2HHS
FIEHEMSLD TS RIASHAR} BiCh MEAIE XY Mol 2
T2 AZo| Sl SAN 7Y wRBORN MEAF Xg
AHo| 2ukEol M Weto] =5 © 2oz kel

2 gt F 550z THELY, 1¥2 HE 2Eo2 A7
o tj, WX S FMABIL M2EUME 02X HHo= =
Lol E2t 0|22 DEICL IS T, HANOME HAFE
Moz Foo| oMK We HEAET WA g2 HEAF
M et XYY Mojo| gt SB4S SAY £Y J|Y
S @gs AZUCL 5HOINE 22 U AT $HE FAICE

—

MH|AEZ(service quality)2 7|CHet AMH|A(predicted service)2}f
X|Zt=l MH|A(perceive service) 70| X}0|2 HO|=ICHParasuraman
et al, 1985). 12|11 X|ZtEl MH|A EEH2 0 MECE AFN=
=%t QoloZ QlAlL| 1 QICHTaylor and Baker, 1994). AMH|A =
2 7|thet AH FEC| Xto|0|1, Mol EfE=Qt H|ph Bt
2t 23 QUCHZeithaml, 1988). Parasuraman et al. (1988)= Zx7|
0l 1074e| 2™eIESS /IE=Ri=0 olF F&H(tangbles), A2
A(reliability), CH2(responsiveness), =HilM(assurance), SZA
(empathy) & = 57| XRlez X|7MdsIRICt. Parasuraman et
al.(1992)= MH|AZA =H™HE 19l SERVPERF ZEO| 273t A=
ATE S AMHA 22 04 =R E ATk 3% 20
S HMAIZMCE Baker and Crompton (2000)2 A{H|A ZZO0| A
HIA HSXH0| o5 =2 SHE AMH|A £d0]| Cist 70| o
= 2 dutof me FFol2tn FHGHRJACE =LoAM= Kim and
Kim (2013)0| CHHOLERL HEAIE O|AE] Xto[of 2ot MEH
TOIAM QEH 7F ATHIE, ATAIZE O|lsHE| 245 S Q0|
e 2UE EE5IQCE 2MZNE EH IHE2 HF
e TEAIE HOb= IAEOIEOM 4TS 2l HEXD, oA
=2 HOE 2R Bz MSAFEED RUCE Hwang and
Lee (2012)2 T{2HA|EQ| MH|AFHEO| MH|ATEK], OA40HS, &
SO0 Okl Fo| 2ot AN THHAIFS| MH[AZH 5
7EX| @Ql1dF MH|A JHX|to| HAIE ASTH Aur MEAIEL M
HIAZE 5 84, MEY, 32780| MH[27HK0| Fg2 O]X]
= AS=Z LIEHLE 2|1 THEfAIEe] ME|AFE 571K Q0olut
AMBEENO| A E ASTH A0t A ES MHAEE F 7Y
4, deld, t3dol 1 PR FefE O|X|= ARE LEML
Ch OFX|2fe 2 MfA|Fe| MH[A FEO| 19| HF o|=0f X

HHOl Y2 O/Xls X2 mopt At SYDI0| Kol FE
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= O|XCL Sung and Han (2007)2 ZH2HA|&Q| AH|A EZEO| A
gi2tAlel 2ab 07y ALEo| OfXle o 2ol AE SHACE
70 MAS2 AMH|A FE2 AH2EA2l 2o foXQ It
= 0IX2 AeH, AHeA el 2 19| IL=E0 St ¢
= DEot FE5HRAC.

22. MHIAZEE QO nZHOt=EL

MH|ADOMA S 2OF0|A MH[AEHEO| nAot=ES| =0 QIO
2t= AR ZAIKCronin and Taylor, 1992; Woodside and Daly,
1989)7 AX|TH, X|ZE MH|A EFHO| =25 04 UHFO0| X
nEg dF3NoE FZYst ARsSE #YEn QUCKBrady and
Cronin, 2001). =l HMEAIEY MHAZSEN 2224 ot=e 7+ QI
R St HEX|YEMO| W2 JE MEA|FO| Chet AtS
T27F QUCHOh and Oh, 2007; Kim and Kim, 2008). Hong (2013)
= 7|EHYARE HIYHOE MHAZEEHEZ F2H 24 23, &
S 22 A Hut EHE FESY 0|F T MSAIFOIN 0
I 2 T Q02 ¥Y| sl AF =AM 21t MHAE
DAL FYE T Ol CHA| SHIZ0| dHdE =
HEJARE OtSHQICE 2|1 Kim and Kim (2013)2] &0
A01E MEASM(MH|AEE) K010 MEAED CfAOIE

Ol 8 BHZL0| O/Xl= Feko| CHsf 2tz mbetst Aqt

o Mo

0.

p

Ho|
AR BIEE0 gg2 Fo Qole SAIMI(IHENE, 4

7H
—
Z, JEHYY S Y22 =4E[UC

mH rx 0 > rir pA

oH olm Mo rir

N
w

e

rl:l

ISt 1A

A7 DEEEoF THE o|=ofo| A0 CHSi CHfst AHTLE0|
AL |A=0|, Dorsch and Darden (2000) S2 1ZHE9| R
HoAlZ|=H 718 =93 Q42 7|Z 127010 A Z & &
St= Adol2tn FESIGCHJones and Sasser, 1995). Hwang
and Lee (2012)2 XHZHA|RO| MH|AZZEO| MH|AJIK|, DZH0H
, SO0 OjX|E @3 iROIN n2RIZ0| 1Y Yol
of SAXLE {olpt IS OjFICtn AFSIRACE Lee and
Hwang (2009)= A2{A|OIN 02| SMHEE =0(7] siMe
DHS UZAF|E A R FQCtD FHUCL Shim (2013)
2 UEAYELSH0|Me oMz HEY THEDF UEO|=of
o A Ao HEAIE o|84e| 2 HEN MHEOIEE
SA3H Z0} DY BH50| 5242 YR 97t &2 HoR U
S yv{=g

A qijo 4>
02

M

P

3. ATEA
31, gpEy

2 Ao W 28d 0oz ZWHO| ot MEAE
o CHSt MEX|Re MM g MEEINX 7t HE X|AEH
0| O|F0oiMTH HOFE £dE29| HFEZO Cish 2MSIRACEL =8
EZBHEE AI2E 20fd £ME2 Parasuraman et al. (1988)0|
MAlSE MHIAZE BH F H=5Z Z8SIRUL}. Parasuraman,
et al. (1988)0] 2olsff MH|AQY FEY LHOIAM AH|XI| X|ZHE
AMHIA BEE FEE A2 FIH AFE Sl HSAIE Nt
MH|AER £Mdo=Z RFASHSICt

7| AFE0| JHE HEAIFO| Cigt At X AEAHTE Y

E[0] deieto| SHAE ZHEICHE FO Aetotd MRz =
LS 2Hoto] 2H|ARSS| MEAYL MHAFH et T
Eof AH[XF WSO ol HAHEQUACE OIF floh M= Bl HE
A0l ol =2 3:7K2010~2012H) AldoiistAdnt Z 3o
Cheh AP Al Al oF M= XAR-R] Rot AlgES Hyge=z
AgE 2RJoIen, XE0F0 e dM= & §7A|- 3
Mol FUE g 42 HHEUATE

I8 >

3.2. 7Hd MAH

321 MEAF XYL W2 MHAZE Kol

HEAE X2 WE ME|AFE 22inte] Jg 2AQ| A+
(Park, 2013)E ELZ HSAIH2 MHIAFE 2210 FX[H
7RO IE AO|E 2 AO2t=s HE FEY + ACh MM
HEAE XAMY 772 ME|AFEE 221 ZF K07t /S A0
2h= Foil 2ersto] thgol 7HdE 2oLt

<H 1> HSAY XFAY 70| U2t HSAY L2242 M
HIAZZ0 Xto|7t = AO|Ch

322 MHIAZE ol DAUFE

Dol X|ZHE MHABHI THOIZ0| B AL A
ot 2OpojA Be b FISEQUCE MHAHE EotolM A
HIAZZI0| k=Sl FQ Q00|2k= HZIKCronin  and
Taylor, 1992; Woodside, Frey and Daly, 1989)7| RURUSMH,
Oliver(1997)= Z3&1t DHEO| I EX X0|E 24I5IHA 7|H=Y
X|O|2(Expectancy disconfirmation theory)2 2310} 1Z240| A
H|A0| CHot BHEar S0HE2 1240| Q1ASH= dal(performance)
ot 7|Cl(expectancy)2| XtO[0f 2l HAEICT HUCE = A0
Me HEAE MHASE 2010 MEAIE HEZo| ot=Ee7t A
SHAE melsty| Qs Chaat 22 JHES HHSHRUCH

<H 2> HEAT MHIAEY Q012 DAUFE0 IHH Iy

T - o

k

323 IHQIEZZot NHHE

70 AH[XE S 2HEE G0 AR E = R0 A
o, S0 Hgzl= AR W2 ALBE[JACHANN and Youn,
1990; Cho and Lim, 1999; Shin et al., 1999). Hwang and Lee
(2012)2 TSA|IE 0|814S YR St MHAZHEO| A
RIEZ O7f2 310] WEO|=0| DXl HI BAS FHSUCL

3|, PZB2| SERVQUALE&0|A MHAZES ZXSH= 57}K|
A0 FEM, AMEld, Hold, 3ZY, Uidd F /3y, AE|
d, iS40 nABtFo FZ 0K Aoz Mg, 0

M |.
¥
oime Wso|=o| RolNel ¥¥S FCtn TN £ A7

o
M= DARZEIE DAANS, F WYE o=t FH o=0
g2 e 7F8 st 72

Nz o

2) In order to overcome difficulties to measuring traditional market
support business effects we selected traditional market which
government supporting programs are completed
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REX HoRME K WA MHIAEY $42 HEAY O
g2 BEC2 FOIn, £ A BEE 242 0188
ol cfet Hutsel BEEz Yelton], A
of 442 no| Lyt WSols & Moz U K|
L d2n xY fRs MSAR AL
Atlol MA| RE2 Hojotn WY 2

YHS ALESIACL

10 |
A% 0Q H 0% rx
oz ret Hu ofn ofm > .

<Table 1> Operational Definition

Attribute Operational Definition Measure Method
1=very
Service Quality | Each item satisfaction when dissatisfaction---
(19 Questions) using traditional market 5=very
satisfaction
1=very
Satisfaction | Visited traditional market Overall | dissatisfaction---
(1 Question) satisfaction 5=very
satisfaction
Consumer Consumer's behavior intention . 1.= very
. . . . dissatisfaction---
Behavior (intention to recommendation, -
. S . 5=very
(2 Questions) revisit intention) ) ’
satisfaction
traditional market facility and Suppo_rt
Support or not . market=1,
. management business support or
(1 Question) non-support
not -
market=0

3.3.1. HEAT XLAY XY &

KSR HEAY X[ SMnr 2HEHsto Ciyet Aop Tl
E|AX| 2 ZHX| Ol O|ROIT 7HE AIZO| CHet AT f1F
2 Lo oAEE A0 Ut mEkd 2 AoME ol
SAEES 20| Qoo M=EHelel AH|A Y dEZ0E &2
o Oigez Stte FolM HSAIY SHAI =atof Cish Et
S0 A4S SESIRUCE 2 AFM AREE AtEE 2013
of Z=AE H= HSAY HEHZAMOIAM FESIL, 22X 3
MR 2UE mefsty| s ZAAIE ZHQl 2010H~20121H0]
Ald 81 B SMAIO| X[J0| zE HEAYE 7IE22 T
H 150270 AldE Hge2 X g7E 28010, 20| A
8 Has AMYE SEAS 24 HRZ NFAT 242 "1,
DX EAIE g2 "0"22 ZEoHALt.

nE rh -0

3.3.2. MEA|A MHAZZ

MH[AZEZ MH|A OS2t 0N O|2N FHEat &
e SRl MHAZE HHATE AHXEQ 7|0 ot
Lt H|n(Lewis and Booms, 1983)2} 2X| &< X|(Gronroos,
1982) 59| A& E3|| ==l = parasuraman et al. (1985)9|
ATROAM 7HES7T A|EE|RD, parasuraman et al. (1988)2] ¢t
£ S HEESE SHE=T7F JHEE/UCE JNYE FSHET=E B

227} 2&0| a2t 572 9l(Tangibles, Reliability, Responsiveness,
Assurance, Empathy)2 2 JIME|QUCE 2 AHAJR0|ME= Jeong
(1999)2| IOl AM HMAIEl HEQE ZH0] MH|A &HE0| dZut AH|
A E42 135t MHAZHEO Chet 5 49| CHst Mg
O] EQ3iCH= o0 7|X5QICt Ol EME 7|&E HEAYE A
HAEZ 23 H34Kim and Kim, 2013; Hwang and Lee, 2012)
oM HMEZ Q=2 EIIRUCE & A7 MSAE MHAE
A2 199 2R Fdstol 2f 20| Cisf WEAHS0| X|
215t Qe HE 2|HE 58 MEE ZHSIICE

)

o = [ ]

= YEX|Y HMoj| e JHE HMSAEO C
CHOh and Oh, 2007; Kim and Bae, 2008). Hong (2013)2| ™
TOME HSAEL A" R ZEHM Atof CHsi 128 2HEo
M BEEEE ZABIREM, AlgTitizst Aro| Cist =LY &
2 Zo=2 MUHSIRCEL O2|1 Kim and Kim (2013)2] AHL0|A =
200E MESH(MEAZEE) R010] TESA|IZD HHOIE 0|84
o MR OX|= Herol| CHoi ZbZh mstRAL, MSAY 1A
of MHEEO| FEE Fe KOS HHUIHK|(7IHBHE, 4EEE,
JEOYY S H2dez 270 H ok 2 dFoMes A

SAFE Y2 DASO| MUY BIZEE 5F aliE Hez 5
Yot

I HSAO| MEAEND w2 OiE
=]

344, HEAT WEH BE|E

o

FH o= MYEQZet B nWASS LEE XEE
AFEE|D RUCE Kim and He (2012)2 ZHATHHSEAM HSAIEO
CHS 74X|E EIVS17| I5t0] nnt=nt D24 s0| Chsto] £
SIRACEL 2 AFOIME ZAO| SEHT MSAY 0|80 LEM
S A|ZO|| CHs ERIO) CHSE =M o= & 5F Z|HE MEE =&
5l0] =H™SIQUCE o] E(intention)2t 7i Q19| AlEdr EfE7F Of2f0f
WHSLE LIEFHS 2|0[3tCHJeong, 1999). AH|X|EHS 020N
HLE2E F=8 B2 AFBLD on, XHE2 7|9 oA E
e fENM a8t JfECR QAL Qo) 2 AFoME ™
SAIEO| Cigt X|@E Sl HSAIE L2242 X|ZtE HEEIt
EEZ0| o2 EChs 7t o2t 2(HE 581 Hx2 22
TISHALE

3.4, ZAHEA

g HEiZAE 3FS2USAH|(HI30902
- ZAE SERH 1280 H= S
ASdEoE 8 SRR, J2[10 YE0HS Y= ZATL Of
RO{RCE = HEATSE7 A H2E S HEi=AE PEAY
= Lofots HSAIY HEiZAtet M=ol 23
dlgs Ofools MEZIHEEAL 2|0 dENASS YL
2 3= DALEIEAR FYECE 2 AF0M AEE REE
2013 9FRH 1MENK| H=x HSAY X 4TS L= 1
A5 U2z AASASY 5, USATYE7L OI8HEH,
MHIAZE 20 Q4E, EE 8l DAds S5 =ARRE Aot
Y= HEfZALS| BEdA= W= AlF &87F 720 WE A
oHEEES Sof W=7 of 30,0008S 22 O|ROFC.
= AF0ME HSAIY XEMol 2utE o] 25t
ddoT dEE Sl A2y 7HEs 2ERInh & Ao

—

Olot
|

ox
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=0l AL E fRREE2 HIT/Z ZARH FEAZEEL A
HxzZY HE=A X2 & O|YAIE Mot FARREFES
ol 1,7457P 8 +TSIUCE = A2 Z=AF tidel HEAIE &

30

7L 240 ASA Y S82 C3nt 20 PSAE
U B EEY T S8 A

O] M= 40| HIslH o2l HIFO|

728%2 LCtE XIX[SI¥en, A= 10-30CY7} 389Ho = <F
22.3%E2 ZAFE|AD, 40CH O|AO| QF 77.7%E LIEPSICE 2=
ANE2E Yz M SEAC| 2utd Ediu HSAIE O|SAE]
Metol ool BIERNS MASIYCL THEZBS A Fa Bt
2 M8 HSAT MHAZHO| CHel EfEEar dzd 242
SOl FESIE oI, TSAE XEAY |F0| w2t MuAF
A 0 Xz aro| XHo|AM™(t-test) Sl OlupEM(Logistic re-
. L2ez2 FEAY MHAFEI IAUEL
Zo NAUS 7+ AINEAS Tt
At

<Table 2> Demographic Characteristic

factor analysis: EFA)1} 2H01H Q Q12 M (Confirmatory factor anal-
ysis: CFA) 22 LIFOX|=0, TEAE MHAZE 42 MY
A 2EM0M ZESH HiQF 20| Parasuraman et al. (1988)2] ¢
TAanet I FS4HHo| HEE ¢gi(Zhang and Jang, 2010;
Kim and Kim, 2013)0A AtEEl RSS2 HESIH MEIIGLCY
olof 2t MEA HMEE Wit FHE Q0lnte| MAME &
AXez metStaxt EHME QOIEME HAISIRICE Q2IZA0
Me 29l aQlo| =Elds 7HE = JUEE FZ3|H(varimax
rotation) HHHES AM23}QICE 2AZD KMO Zf2 08972 HE
Mot 7t EfEst Aoz LIENG OO, Bartletto] -1 d(sphericity)
AEo M Ro+=FE p<01Z2 EIESH ZHo2 2ML|QUCL HSA|
B MHASE 252 B 197 28 & Q0IFX|E0| 0.40(5t01
T SEHAETIGHEL, A B AT U 1 3 HE)S AFEISH
1774 20l CHol eigen-value Z{O| 10|42l QOIFF FE3IA
Cf. 2} QOl¥ A2z X|£=Ql Cronbach a& HH Ho|M Q9I0|

Classification frequency(person) Ratio(%) Classification(person) f:)g:]segr::)y Ratio(%)
Sex Man 475 27.2 marital status Married 1,505 86.2
Women 1,270 72.8 Single 240 13.8
Total 1,745 100.0 Sum 1,745 100.0
Agriculture, forestry 146 8.4
and fishery
259 14.8
Self employed
) 429 24.6
Job Office Worker
Kangwon 110 6.3 H . 725 415
) ousewife
Kyunggi 179 10.3 116 6.6
Student
Kyungnam 223 12.8 Others 70 41
Kyungbuk 166 9.5
Kwangju 43 25 Sum 1,745 100.0
Daegu 79 4.5 under 1,000,000Won
Daejeon 52 3.0 Monthi 1,000,000Won~ 214 12.3
Area Busan 126 7.2 Incomg 3,000,000Won 656 37.6
Seoul 212 121 (won) 3,000,000Won~ 675 38.7
Ulsan 56 3.2 5,000,000Won 200 114
Inchon 70 4.0 Over 5,000,000Won
Chennam 122 7.0 Sum 1,745 100.0
Chenbuk 80 4.6
Jeju 35 2.0 10-20 196 11.2
Chungnam 100 5.7 30 193 111
Chungbuk 92 5.3 A 40 332 19.0
9° 50 413 237
60 355 20.3
Over 70 256 14.7
Total 1,745 100.0 Sum 1,745 100.0
4. JLI:!%_E_&! 0.865, AE Q0l0| 0.785 A|Md Q09I0| 0.804, AMH|A S92I0|

HEAE M Ko BIE USR] U HYE Th
ABO= HEAIY MHA BT 9000] FQ B4E AL
AZSo| YH AHT BIEE U XE ZHA0 S AHK 58
=52 9t Sywolom AIRE MEAR MHAZEZ Sus

xploratory

Uk
i)
0

-

S

o
o
T T.
bl
|o
Hu
fo
ro
iy
X
lo
[u
X
m
=
bl
fo
ro
AT
£L
m

3) Considering population ratio in the 16 cities such as Seoul, Incheon
we derived 1,745 people using random sampling

0.7782 U 29 ZZ= 0.60|AQ1 ZHOZ LIELICE
41, KoL W2 &4 Xio]

HEAD KYYMS YN MHE Hioh Zo| AN FHH
AYAFIOE PREICE J4A 10 Sfots HEAY K| Off
M2 MHAZTIN| YHRH S42 9lef HH KA O
NS 25, NURRY ME £ U MEAF YL

=TT
He FHETR of0] 2AEM(Logit analysis)s =ASIALt. 2
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A Zot O[X| A H] HMX[AS &2 AFe] MHAZH
QQ150| BEEI 22 AR LIEIRICE

YE = 20022 E 2014 HTX| HSA|ZO| 2F 3354 f R
29| oitE XM, MEEHZ2= ALDCtALR0] 2F 308
B o 9, FAHAARO| o 274 of S X|ASACKSMall
Medium Business Administration, 2014). 2 AG0A FQ H
B AMBED U= MSAIE MH[A FH 40t Q52 A8 3
270 At LES AEE ZEX[D QUL o7 SS2HEA,
FAAY, nSHE[H2 ALzt MEAIYLE HAZS n, &
F 2022 FH5tn U= HE 2F 7H4, OHdd 52 4
oF AMRab GIEE| RUCE OZ|n Hold RS FELtL U=
OMIES H|EoH THEJMAL 4K & 7tARA|, ZH=E CHet
L2 A W ZI0s MRAIEDE SA R0 RACE EDE AH]
A Q0 FHSI e Holel TEY 52 4IM MY B
mEAut LHEDE HAE JIEICh O|ME MESAIFS MHA E
A SdE2 85 A XY A YESHA SAE0f 7| TE
| HEAIE AH|XE| MH[A S22 £40]| Chot QA mteks S
e GHo| XY 2uE FHSH=H &80| 7tstiCh o[ &
Ao Me X|REM0| O|F0{F MSAEL O|FOX|X| b2 ™
SAE HEAo| X[2tE MH|A~ EF 20200 gt Xjo|E HFH

g0l SHP+E Neol0] 2AEMS SO dHER(ACH

2

<Table 3> Effect of Service Quality according to Traditional Market

Support
B SE. Wald Sig. Exp(B)
Constant 775 .052 218.500 | .000** 2171
Convenience 119 .052 5.132 .023* 1.126
Product 224 .052 18.717 .000** 1.251
Facility .259 .052 24.410 .000** 1.295
Service .080 .052 2.380 123 1.083
Dependent Variable: Support or not, model x2= 50.912*,
-2LL=2,137.766**, % of Right prediction=68.6%

*p <.05 *: p<.01

RUMR0| AE HEAY W2 TASS (jyo= o 2X
Z1 DE/EE, ZASEO| Co, OME WAL 43HE 5 3
O HOIS St ROE% ROITT)I HSAY L 422 ac
(1% ROI4F), 12|71 HEAIF| 7|80 Cfst UFET} =

2 A(1% 7FolFE)22 LIEtRLE 12|10 SAH22 Rol5HX|=
REIXT ME|A 201= X|O0| O|ROIT AlY HEA49| UELT}
E2 ASE LIEfRCL Hold gol2 ust 3l HE/gs, 2+
Tol golgt & ol & HOIE 3 MI &= AMH[A20H F
e O MEAY &2 3 Y=g

MEFIEZM ALE =8, HEAY SSMHY A S 2249 &
g Hold MIE 93 2 =S 7St 2MZu0 L2
AN 57 W MEANY g2 & Yo7t b Z

Holg 0lof Chet X Ho| & NS
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2003; Lee et al., 2009; Kim and Kim, 2013)S2 MEA|X K=

20| 2SEl Z00| AUk BNATOME LIRS TS
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S 28|, dotek FHl S 7|8 Aldant DECIE et
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g Y2432 dHo| dgs 2 HHOIC}. CfEh MH|A 2
olo] Z% gelof HE S tu HEO U= JeI24 huof
TEE S852 NEAAME Y242 URETF =70 WXL SAH
o2 FOISHK|= HRUACE 7 BVM AY T dolu=o B2
SHX| 0| O|RO{F oLt CiYot s ZHXO| ot O[H|Qb &
QI n¥a}, NAF et S22 X[RAIED OXHAIE 7t SR
Aol Xfo[7h Gl= A2z FFEEICL SHATH 22 nSAtgel 4H
a g SEY U] S HEHY HE JiHez F= FHXR
B7) LIEHE ez BEHEICH

42. MHAZZDO OEE

2 AF0M= MH[A O E 20t d2| S771 AT X
ZHEl MH|A EF-0 PHEE, O2|0 02 HFZo| O[EF ZHE0
A5 HEAEY 20F Ao HESIRICE MH|A FHA 0
HEE 2H AFM= HEe| JiEE Helet #AEE0 LiEtL=
YotE QIS o|2{5t W7t +HE(0| =2 QIAIE|0] MH[A
EXE O|¢ZICt= 9ol H4L(Bolton and Drew, 1991; Carman,
1990)7} U= EHH, MH|AZSZEO0| nZAPtEo| Ma H2t= 2
O 34(Cronin and Taylor, 1992; Woodside and Daly, 1989)=
O|FO{ACE FIUOIME AT MHA SEDF 04 O 2
A QlukEAM ASl(Kim and Bae, 2008; Oh and Oh, 2007; Hwang
and Lee, 2012)0A MHAZHE £ME0| 04 tFEof ¢S
FE AR ISt MSAIE X M0l 2A4XFo=z A™dE
AZlof S HME 0 52 HSHUCEH

HEAE MHA ZE& Q0 H=E2 Parasuraman et al.
(1988) S =L TSAIECQ| MH[A FHETHA AF0AM L3St
T 4 Q22 RIS AH|A ZEt 02 oEe G A
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<Table 4> Analysis of Cause and Effect Between Service Quality and

Satisfaction
B S/E Beta t-value
Constant 3.692 .011 334.284*
Convenience 0.220 .011 .338 19.893*
Product 0.282 .011 433 25.480*
Facility 0.203 .011 313 18.415*
Service 0.201 .011 .310 18.220*
Dependent Variable: Overall Satisfaction, R2=.497
F=429.008*
*p <001
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<Table 5> Analysis of Cause and Effect Between Traditional Market
Customer Satisfaction and Revisit Intention

B S/IE Beta t-value
Constant 1.175 .073 16.119*
Overall 0.686 019 646 35.280*
Satisfaction
Dependent Variable : Revisit Intention, R2=.417  F=1,245.316*

*p < 0.01

gt oz AHIXIAS0A FOiEolet BHEEEDE OfL2 Xi7
2 | dA= S8 OAHEH AAES Mt oo &

=2
0=
o
B
|0

HIA HFEs dEQxo| Sact dAHSZ ALEL|H 2H[XtO
EZOf w2t aHXe] EE 220 des Okl Az &
218 RUCHChang, 2005). = ATOM TSAIYS Y2t 2H|A
o HetHQol MELEIL 2248 MYE2A=: =0 2= 0
S22 O|0fX|& ALz oiME + Atk = Ao SEA= M
SAE &= Al FOIARATA O|ROT BES2 EE(UCY. M
2hM TTOf o= HA 7O WSOl tiE|HeE A8 & U
of, &= Fofet MY 2ABS JHXe g2z AMETE FHof
M F=got o|ojE 7L g 4= UCMaxham, 2001).

<Table 6> Analysis of Cause and Effect Between Traditional Market
Customer Satisfaction and Recommendation Intention

B S/E Beta t-value
Constant 0.813 .079 10.316*
Overall 0.736 021 643 35.010*
Satisfaction
Dependent Variable : Recommendation Intention, R2=.413
F=1,225.712*
*p <0.01
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