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Abstract

Purpose - Understanding how service convenience drives
shopping performance is imperative for retailers such as depart-
ment and large discount stores. Retailers have to enhance
shopping productivity by reducing the costs of shopping, as con-
venience triggers customers' perceived shopping value, leading
to customer satisfaction, and ultimately patronage behavior.
Consumers, generally considering time as a scarce resource,
are more sensitive to the time costs of tasks in regard to
shopping trip, differently from forming perceptions of con-
venience in time orientation. Therefore, this study attempts to
examine the moderating effects of consumers’ time orientation
on the relationships among service convenience of retailers and
shopping performances such as shopping value and service
performances.

Research design, data, and methodology - The department
and discount store chains were chosen as the point of analysis
in this study. Data were collected from a survey of real-life con-
sumers and all respondents were screened to ensure only those
who had visited in the department and discount store chains
within past six month prior to the day of data collection. Out of
600 self-reported surveys that were distributed, a total of 530
responses were returned and after excluding 20 incomplete re-
sponses, the final sample size was 510. The three hypotheses
were proposed and tested in this study. The one hypothesis
was on the moderating effects of time orientation for the effects
of service convenience on shopping value (hedonic and utili-
tarian shopping value). The other two hypotheses were on the
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comparisons between high and low time-oriented customers with
the effects in shopping value from service performance.
Hierarchical moderated regression analysis was used to test the
hypotheses.

Results - The results suggest that the effect of service con-
venience on utilitarian shopping value and the positive effect of
utilitarian shopping value on customer satisfaction are greater in
low time orientation than high time orientation customers.
Conversely, when customers are highly oriented toward time,
the effects of hedonic shopping value on customer satisfaction
and revisit intention are greater than for customers who are low-
ly oriented toward time.

Conclusions - This study has two-fold significance. First, this
study contributes to the consumer behavior and services market-
ing literature by incorporating customers’ time orientation into the
service convenience-shopping performance. Although the effect
of service convenience on shopping performance might differ
from customers' perceptions concerning shopping, there has
been little investigation or comparison between customers' per-
ception on time. This study is a first attempt to consider how
the effects of service convenience on shopping value and serv-
ice performance vary with differing levels of customers' time
orientation. This study advances prior studies by showing that
the service convenience-shopping value and service con-
venience-service performance relationships vary across different
combinations of the customer's time orientation. The findings of
this study suggest that the retailers need to enhance the experi-
ential aspects of the stores for their high time-oriented
customers. Conversely, for the low time-oriented customers, the
retailers should boost the visual distinctiveness and ease of
store navigation.

Keywords: Service Convenience, Time Orientation, Shopping
Value.
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2 20| QUCH Fof HDE PHE AHXE2
A2 SHIMD, B]ATH AH0|2E D QIAIBITE £3| oh=of "]
el ot AHXEQ| AlZHO| CfPt Ef=E BHESICE o238t &
HIXHZ0| X|2{St= AlZtel E4#ot ofL|2t %[ CHsh AlY
stZo| Hztof et AYHSS AH|IXISO|AH ECH 2110 2
HMEL MHIAE NSt 0 i, AH|X S Lot AT 2
#Hoh A7t =¥ E S0|=0 22 HeChKim & Park, 2015).
BiSIEOILE B8 FHO SO CHfst ADiAHM0|M O|F0X|=
AHIRHEL aTAME2 =0t AZHe] K& EMA|ZICE ™t
a2l A7t FMeHEo|L, AtEtol el ZEX|7L FERRICE Azt
HESH AR M2st= AHXAIER2 A|ZtE AH|SH= 2&50 T
S O RIZSHA HR2SICHLIoyd et al., 2014). Ho|Me2 LOjuE
Ol M AHIXFSOIA AlZta =3 SOf HIZHA HI82 HHsH &
o =2 XN 7tX|E E3BCHColwell et al.,, 2008; Farquhar & Rowley,
2009). AH|X}FEO| AlZh X|gHde| Kto[7t Ho|Moj| Cist X[Zt=
A SICHGagliano & Hathcote, 1994). Berry et al. (2002)0] Lt}
20, MH|AQH BEE Aj7H H[80] 30 242 AH|XISQ| A
HlA HOMO| s} x2S o Wopzich

AMH|A HolMof| CHet sh=A ¢i= Brown(1990)2| ATE 7|
A2 O|RO0{MLCt. Brown(1990)2 AH|XHS0| MES FoOig M
&= A2t 3o Cot HIg ™A H|82| #EAN HoldS
HMIA|SHRICH Berry et al.(2002)2 HCF HAXHCE Hold 7ES
o, JHEEoE 5THK|Q| Hold XtRlE HMA[SHRICE O|F
Cheo| S5ATS2 Berry et al(2002)0] HMA[SH 7HEH &S
2 CHFsh MelS CiACZ 10l MH|A HO|Mo| EHEE
THEFSERI (0|, Seiders et al., 2007; Colwell et al., 2008; Kim &
Park, 2014), MH|A HO|Mo| XS} AH|XtO| X|Zt=l 74|, 1
Hob=, THFO0jelE, BHAIRHE So| JutHas7to| 2AIE FHSIR
CHByun & Seo, 2010; Kim et al., 2012).

d2iLp MH|A HEoldol 2utE HELCt & Ofsistr| {shAM=
MH|A HOlMO| Crfot &l MitHaF0| O|X[= I A
of A= 9 AH[XRO| JHOIN EGES T 1LY et
QICHBerry et al., 2002; Heinonen, 2006). Mi2tA 2 HF= A
Of KO MH[A Hol g datetel 2tAof Cist MAlT=
o StAEES ESHT| /St AH|RRe| A[ZHOf CHBH EfE=QL A
7t X[@go| MH|A Holdat 4% MHuto] Ao 0/X|l= =F
X QuE SO} ofh 2 Ao ZutE ElE A0fYH|
=0| MH|AQF MH[EZ 7fMstn, SFEHCE IMZ0| THE
= O|E0Lf=0l 2O0|es AAEEZ M3d = Zol2ta 7|0y
=g

2. 0|2 &

]
2 2o 2%

21. MH|A Ho|d

7|10| MEste Fefor HEQF He|oh MH|AE AH[XRO| F
Ao XERls AlZtY =8 52 HE&Z ZOFELCH
(Seiders et al., 2007). AH|A THO|M(service convenience) A|
ZHo[Lt L3t 22 H|gHA H[E9| HEe g, AH[XS0| ME
OlLt MH|AE FONSH=O| X[&3t= Algtat =29 X2t &2
o|o|stCHBerry et al., 2002).

MH|A HO|Mo| Cfst Ciol HHEE Brown(1990)1t Berry
et al.(2002)°| HHE 7|ZXZ 3ICt Brown(1990)2 HO|MES =
S FOiE I AHXZE AQ8Hs AlZHnF L2o| MZoZ Hols}
1, Berry et al.(2002)2 AH|XI7f QHIXMOZ MH|AE AH|S)
= P80 et JjgEdoz  MH|A HOIEE HEf molM
(transaction convenience), M= T 9O|4(access convenience), 9
AMZA Ol M(decision convenience), diEH T O|4d(benefit con-
venience), AZS|EH 90| (post-benefit convenience) S°| oI¢
ANAEE FYECD MAISHIICE AMH|A HOlEo| JHEES Ofsfst
=04 0 Brown(1990)1t Berry et al.(2002)°| A= EQ3%t E
CHE OpESHRICE J2{Lt O|&2| Sifts MH|A HoldE WEXH
O Olsfist MHS U7| R0, MH[A HO|Mol JiEut &
g H35oz =olg = e ¢ EeMo| XEHoE X
7|2 QACE 2Lt ZZ0| SO{AMOF MH|A HOEO| CHSH Ch=9f
HEH AFES0| O|FOFLCL O|E 0|, Seiders et al.(2007)2
AHXSS 150 MHIAS POfSIR AH[SHED] ABEE AlZt
=2, AHIXOIA| MBE MHIA HOIS FYSHs AlZH} =3,
PHehE Dixls SOt wHsts A7l =3, 1212 P0f & BE
S CHAl $88He AlZMIH =2 58 Sof M|~ Ho|Ng o4t
Cto SHQICE 12|10 Berry et al.(2002)°| ¢IE ELCfE MEH
(speciality store)2| IHES MO E Tl=l XIEE 0|21 M
H|A molM X9l SERVCONS 7{EHSIRACE  Colwell et
al.(2008) YA| Berry et al.(2002)°] /X DEE ELHZ FOI=
ot QIEHIE AMBSHe DHEE TAKSIO] AMH|A HO|Mo| HHE
TE MAISIYCE Kim & Park(2014)= Sizhdat Ciyeteld o
=2 HYeE A0gH el MH|A HoldE Tdst=s 57HK| At
It 2071 =™EES JfESGcE 2|2 Kim & Park(2015)= A
HlA Holdo| XS MH|AEoto| HIHAHE S, gt
Hob oy 2QIFZE MH[AMDILO| QA0 AMH|A HOlY XHE2

SRk KO HEoUL,

22. A7t X|EEA

AlZke  AHX} POfSOl  MsmsolpiA  Ampwsolct
(Jacoby et al,, 1976). SF2H 02 AIZI0f Chet Chyst BEO| =
TS, AIZIO| TS R BE2 AIZKS HEHo|n Skt
o2 JHRD O} I 22 E O XS Bof HSH 4

Ues FHol HECZE IHFSCh O|E =0, Becker(1965)2t
Jacoby et al.(1976) 52| A[Zt0l| st &4E &ES EOIZ of A
TE2 9F, oA, of7tet 22 Aofgt AAH EFE7H| FE1t
O{EA AHIXHSO| Holst Fof A THA(EX A, HEEH,
CHOHEZE 0§, 0§ = IFY)0IA AlZHS ZOHSH=X[0| CHEH Al
7 AFE IjEO X™E SH=QICKLIoyd et al., 2014; Usunier &
Valette-Florence, 2007). Atz| Al2|atd ZHOME= AlZE OAMS
Soff =N ZHo|M Al HiEu X|ES HFshen X=FO|
9+E FCHLloyd et al., 2014; Robinson, 1977). A|Zt X|&HE &
el afo|Lt O|2HE ofZsk= Zdut CHH[SHO fAof CHe Z=&st
= ML E O|0|stCkBerry et al,, 2012). Kluckhohn & Strodtbeck
(1961)2 oF AH|XtO| A2t X2 HMS AZSIALE HE2
S 8%t Fr 2|1 MXNE0| Chet 7|ChE 28 7[7t
S Mys=H S8% 7§H0|2t SISCHKo & Gentry, 1991).
AH|RES| AlZE X[gHdDF AlZtE HiESts RS AR 2t
CIECE B2 AFXES2 AlZE X|ghdar 2HEste] CHAXIEEE Al
Zhat S9FAIZEe| ARE, HXHet Oj2f X[, M¥ut oA Azt

0E, 2|1 A|ZHO| RotStX|of CHSt 230 2ot 2o XjO0|E

[y wi L

ATSIRACE AIZHOf| CHSE EH=Of RO 2= XIO|E AT MH
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Gl E2 Al 3ol A2l FOdsS Fes OXICeE AS
MIAIStCHLIoyd et al.,, 2014). Al7ZF X|&HE2 AF27IsSH A|7H9]
SE0| Cigt X|ZHE AlZke| HiE HEko| g2 OJRICE A|ZHX]|
SOl H0| F AHIXEE2 AZRe] =27t =2 I 2EZt &
AR AMAE O2|0 de2|erE S40| LEHE 7Hs440] A0t Cf7|
QF &2 AlZhel X|E0| Mg M, A7 Er2 EXEHO|Lt £
40t 242 ZEstn 2EEQ A-E FYAIZ|D, BEE Ho|
Mol X|Z+2 ZzfstCHBerry et al., 2002).

23. 7td AH™

= 7 2HIAE X|Zfoks S0 YHQ] AMH[A HOPYIF &
garel BAOM B[R] AlZE X[gde| 2E Ofsist=E
Ho| ULt Ol fIoto] & A= 2ONYHMS Jut Haz
oAl nefEls ad7HX|QE DARE Sl HEOEE MH|AY
B2 FYOIRILE O|E 3 = A= B[R] A[ZHof of
ob Ef&=0f [t SOfARMOIAM NZHO| X|ZBh= MH[A Holgo]
2H[RES| £EIHX|QF MB|A G0 O[X|= Se0| OfFA Hatx|
=X TefStxt otk & Aol JiEH 2ys MAGHE <O
g 1>1t 2L

Shopping value Service performance
Service convenience
>
A
HI @ E

Time orientation )t

Note: Dashed paths are hypothesized relationships (H1, H2 and H3) in
this study. Solid paths have been studied previously (the service
convenience-shopping value linkage: Byun & Seo, 2010; Seiders
et al, 2007, the service convenience-service performance linkage:
Kim & Park, 2015 the shopping value-service performance
linkage: Babin & Attaway, 2000; Babin et al, 1994; Jones et al,
2006; Mano & Oliver, 1993)

<Figure 1> Proposed conceptual model
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= 70N =EE VHESE 4TEH Chaa 2ok

231, MH[A Holgnt £dTEKS] BAGMS] AlZE Xetg2

ZE =t

£TIME BE &3 FUS TESHe ABHO|D FQ
QAEE FMEICKBabin et al, 1994; Jackson et al., 2011;
Zeithaml, 1988). MHALS0| =X AT HEE0[1 FH2HH
Ol 7HX| BEE KN ZSHCHBabin et al., 1994; Babin & Attaway,
2000). & ZtX[Q| 7HX| |HO| 25 EXNSIX|DCH AH[XESE e
HOALE H8H THK| & StLtof| QshM F= 7|06t 4T AH
= = A¥0| QCHBatra & Ahtola, 1991). AOAH M 2
HIXIES| £E2 AH[XRO| o E =Xg d3H=2 HESAL
(HEHF 7H)), Ot EASFEE 7HK|)S HMSSL=MN THK|
abin et al., 1994; Stoel et al.,, 2004). 482X 7JiX|

mjn
02 0
M
rot
il
@

= 7[8X0|1 =7HQl S LIEHHY, 4F ZRol 2ot nted
Xgt&o|z, QIX|Ael =Ho=z2 n2{E=ICHJones et al,, 2006). 2t
oF AHIXIE Sl0jg AEO| Yo[Lt npge=z 7HEE Of, &E2
Q|&(extrinsic)?! O]K0 98} W=ICKBellenger et al., 1977;
Jones et al., 2006). Jg{L} YEHIHOZ AH|XAIE2 MBS =H
oF 22 HE8F JHA ECt o 2 OhE &7| 5, WE(intrinsic)
O|R0ll 2 &EES otti(Lloyd, 2014). WAL S7|= A &
o 7Kt 2UFSH 2t20] QJUCHAmMold & Reynolds, 2003; Lotz et
al., 2010). A 7HX|= PR E edhe A EOh= X0t &
HEo2H2H 7|95t (Hirschman & Holbrook, 1982), AXIO| @
20| Z™EAQIl JHXK|E o|0|SICHBabin et al., 1994).

MH[A ol 2 MH[AE 2E517| s aH[XZ} X|Edt=
At LEE2 SUCEMN JHIE FIt5HE $=LHO|CHColwell et
al., 2008). AOAX|O|A AHIXIEES CHASE FEQ| AE1r A
AE AH|BIC HSEDE T FHOI 52 AN ES MH
of Aot =, jXQl 1Y S2 S AH|AES 4HE &
O|8}A| BiCHBloch et al., 1994). MH|A Ho|Me ATO|2H= ot
A2 ZUMOE 2ARGV|E YUsts 28 XHQl AH|XHSOA|
02 F2SICE EASS FHoks AHXEOA GA] MH|A H
o|d2 AH[XE0| HL} Ot #&3%t1, O B2 422 4
Sst, Hlon AZE 80|5HH THCHCollier & Sherrell, 2010). A
HlA HoldE M3dte ANYNESS 4T HES ZAINZ2
BN AHR| £W SHE 2O 28Xz gdy = A o
1, &% FEHS JINZESEN LWIHKE FCHAIZICKLIoyd,
2014). AH[AES2 HetEO|LL B2 FHOE SO AD{H| o)A
YA E(one-stop) &+, WAL, OH28 4 58 S 48 H|
288 =2 £ QUCKHKIm et al.,, 2002). [MELA AH|A HHO|MH 2 I

2 &7 Jpxiet A8 & Jh 20| IFH Y2 0jA
Cho gt 4 Qlct

AIZE R[EH0| 22 ABIRISS S3| AIZS HH[SH 0| o
Zotm, ALtz AZH2 BESIol MBSt 2 MSeict wet
AIZE XZA0| £ AHIRISS AT K30 ke AH|XISHL}

o

o

Sl

q =
IT

o

o
AlZbe O & A2 7HFoitHLoyd, 2014). M2tA AH|~
Holds &3 AHIASR dolg 2+E JdFs 20 ZHHOH
TOists A ojldez RIHHQl Hs 2EY = As 20N
= A X[&80] &2 2H[AE0| ARl A[ZhS SiE A0H A
oA © O] oist, ciefet o 582 249
St otCi(Lloyd, 2014). @AE £ES 7hsot
2 o #o| E8E & A e
(polychromic)22 A|ZtE AMEY £ UA
g0| {2 2H[AE2 20 B X2 (monochromic) 22 AlZE
= AESH7| MEof, ME[A Hold2 AHARS| AlZts Eofge
ZM 2ot wEA 2 od NYS ARSEE o0 O 2 284
= Magith. ZEHo=R, MH|A Hold2 HO AlZts 28 8
2o 2 AMEsts 0| A= AlZH X&FH0| 52 2H|AS
oA Aol & 2 =X KIS MSeict. oHE, Az Xegol
2 2HASA A0 ME|A HOlE2 AlZts EUete=M o
88X 7K 3/ MSeitt & 5 Ut 0|ye| =2l§ EMz
= g7e MH[A EHolgnt £gTEK(S] BA AL AlZE Xkl

ZZEZ a0 oiet C2at 22 <UHE1>2 25U

0

0t 0

ot 1y
il
i
e
Rl
[~
>
i

<7t 1-1> M|~ EHO|HO| HEH &8 ZHK0f OjX|l= F(+)
o Fek2 AlZE X|ghgo| W2 AHIRREEE AIZH X
0| 52 2H|AZHE Z ZAO|C

<7t 1-2> MH|~ HO|YO| 28X &d ZHK0f OjX|l= F(+)
o k2 AlZE X|ego| &2 2HIRREL AIZH X

IT i
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20| H2 AHAHE 2 ZAOIC

232, &EIHX[QE MH|A gate| A OMel AlZE Xlgtdel =
221t

= Ao JHEH ZHOo|M MH|A gube ARSI Ziof
Ol E mloltt. NAMDEE2 QIX|Ho|d ZHARl aar HEE
Zotsle= 172H0| AH| & HILO|CHMano & Oliver, 1993; Oliver,
1997). 4| Z¥o| MBX W= WO} QIX|ZQl BB, ajatx
b= ZEEO|CHMano & Oliver, 1993). 24X ATIIX|Q Al
8™ ATWIbK| BF IAOIED FFel TRI0| UX|THBabin et
al., 1994; Jones et al., 2006; Mano & Oliver, 1993), T ZHAt=L2
48X Kelwrchs a@o| MK SEof o) O dgg wert
(Babin et al., 1994; Jackson et al., 2011; Jones et al., 2006).
Z2U0[E(flow theory)of| =M, LM 20[Lt H2H F7(0f 2
of £-E St= AHXIES S HEHE O ol 2 71540
RACHParsons, 2002). WXe=z= =7|=te o7t #a&2 AEH 2
s PHSOU= et|(arousal)2t 0| RACHDay, 1981). ¢
MEHO| Qe AHIRISS TpRI0| THEE Za} AMRIGl0| BC &
SH™M0|n, 40, =AY UA™HE HYSHCHCsikszentmihalyi &
LeFevre, 1989). [t2fA DZHDFZO0| CHst IHEHA AT IHX|= A
S8 &2U/HK|ECH O 2 A= 7|CHEC

M FHEM0IM =OlE|/RO|, A 7= Al X[2E0] =
2 AHIXEOA O S50k kA 2HEE ZEX|Z7F 048R0
0Kl G AlZh X[2g0] H2 AH[XEEDH AIZH X[2d0]
=2 AH[RO| 42 O Z Z0|Ch o[t Z2 MMM, HEX Tt
K= AlZH X|ghdo] 2 AH[XHO|A A0l EC Z2517| M0,
HEX ZHX|Qt OAEEO| A= AlZt X|gHd0] @2 AH|XEO|
A o AN o ZSHA LIEFE Ao|ck 2 dAFE oldel =9&
Elz a1t 22 <7td2>E 43S0

M 21> MY STIPIE AADZO| DX HE)O
2 AlZh XS0 K2 AHIRLECE AIZH K3
o 2 AH[xfel 2 ©f F oIk

Mg 22> AN 2IIHKYE DADUZO| DK FH(+)
2 AIZ XZA0| &2 AHIREECH AIZ X
o we At[xtel 2 o F oIk

08

HLE o= AH[X}Z0| EF AMYME CHA| BHESHaXt
= o|X| HEE 2|0|3tCHJones et al., 2006). M HQ| =
MEA Ol 48X 4E VK| BEF HHE o|=0f SHHQ!
oS O|X|= Ao =2 LIEIGCHBabin & Attaway, 2000; Jones et
al., 2006). J12{L} Jones et al.(2006)2 A% JtX|ECt 3=
ZHX17F 2oz of 2 FE2 0|XCt=E Ao NAISHICE
AlZE X280 =2 AHIXES A HKIE O 525 1nd
ST} MMR2fM AlZH X[2Hg0] 2Ot &2 AH|Xto| QU0 {2 7t
A7t ML2o|zof Okl Fe2 o = Zo|ct HHH, AlZh X[
‘go| H2 AHXIE2 HE8F ZHXE A JHKEC § 5235t
A D25t WEof, ¥8& JHK|7F IHYEL|=0| O/X|l= g2
A2t X[2g0| =2 AHIXFEELDE AlZH X[@d0] 22 AH|XE0|
A Aol o = LiEFE ZOICE & AT O|4e] =9l EME
Ch21t &2 <7Hd3>E HHEIIRACE

[ol3

08 re

<7t 31> FEY LWIHKZF MAEL=0f DXl F(+)2Q
ek AlZh X[go| &2 AH|RRECE AIZE X|ef
§0| =2 2H[RRe| B2 ¢ 2 AOICh

b 32> MEN AT WLRolzo| Oxls H+e
FBFS AlZH K[ENO| &2 AH[XpECE AZE X2
Ho| w2 2sixte] A2 o 2 Zolch

3.

e
E

Tt
yeT

2 AP1= MAAH(Seiders et al., 2007; Colwell et al., 2008;
Kim & Park, 2014)E ELC|Z AH|A HO|HS 7Hof mHolM, B2
Hold, oArEE Hold, ol|E Hold, AR Holdo| 57IX|
Aoz FHE[E BHEA 2%t QQIFRE JHEslstRin, I &
OiXe| MH[A  HolMo| Ofgt ZHH=TE JHYs Kim &
Park(2014)2| ZHa=S 08510 HHYSIRUCE QAEE Hold
2 AHXPF L0HE ZEsH7| I8 XEECHn 425k AlZtdt
LHZ S0l M2 Hootgm, XYZo|M Ade I FojZEH
2 St Z0| 8Oo[siCt, ‘W7t East AS XYZIt HISt=X&
A

3.1.

A%

PRI Torsts 20| RICE, ‘Lbs XYZOIA 2B3 uf w27 2
HZFS $ICk, U7 XYZOIM HBEe Fes ofe Y=ohm,
Lo 47 2Rz ZHsioict HT HoNe AH|AS

OI7| £l

21 [=]

O|83t7| ol HIAZE MH|IA HSAIRE MHSH=H RS
CIX[Sl= A7t B EHofsls ZE2 FStA, ‘L= XYZ

Of W20 &A & = ULk, XYZe Hegh 2AIZtE MST
Ch, "Hag of Xyzo| HAS Pte A &k, XYZe F20|
0[st fIX[of ACH’o| 47 &2 HFSIUCE Hef HoM2
2H|XP7 2802 ANYHLt AH2HSH7| sk st 42t
St A7t = HE S0l FEE FolStn, ‘XYZo| Fof X|=
itz HE|SICh, ‘Lhs XYZO|M FOHE #EXH Eg =
Ch, XZYo|M adste S0 ARE AlZH2 3 27t gict,
XZYO|Me AlLb A|ZHO] HA AQEICE Ol 474 2gezr &St
RUCE SE HOold2 AH[XZF AONAK|ZE MBSt SHuE el &
BiS ZYst7| flsi 7 EICtkn TEEls A7t =¥E E0s
FER FolgtYn, XYZOM HIEl= siE2 M2 Hoz o
2 & UALE XYZe O ZH7F LASHK| b Lol HeE &
ZIICE, XZYOM MBEl= sEs 7] s 22F AlZt2
2|HO0|C}, XZYO|M MSEl= dEE 27| fIs @7E= =8
HMAESICL' S| 471 2oz FYSIFL) XU 2 AL2sE HO|
g2 A0UME 0|83 20| AHIXI o MR CHA| &St
= IFEOIM Zasittn M2she Azt =3¥S HofShs FEE
HOISH L, XYZO|M wto|L} 2h=2 &k, XYZs F0f 2 U
7t Bt Atz ZHE #tEA sfZsict, XYZe Wb Mag2
MH|2Qt ZHElot ZXE WEA S{ATICE, ‘FOf = XYZOIAM Lt
o ZHE sliZstk= A2 &OI5Lh 2 47 2oz FFSIAUCL
2 971= Babin et al.(1994)1} Jones et al.(2006)2| GHTE E
=2 5to ALIIXE e 4TIt 48H AWUIHKZE T+
SHICE 2 AT 7t aldte SQ FOERE 22 5
O|Lt ZARh Z7-oll tiet 2=, Jones et al.(2006)2| ¢17L0{A]
o ZYEYES EME ‘W7 & = Us COE ASL HuHS
M, XYZOM EH A2t EARLCE, XYZO|M 4WSH= S Lt
= ARCE, XYZOM £8sH= A2 TRUCE, XYZo|M 4Tst=
oF EMSHe =AS S/ LRl 4 2R R ZHSIRULE A
N 4WIHEs 4dots SQ £ FEHCRE Pz
|EHO|| CHEH O 2, Jones et al.(2006)1} Lloyd et al.(2014)2]
£ EME XYZ0M &™ote S0 L7t fote A & =

rlo

el

rQ rlo ofo ol

-
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UCE, XYZOME W7t Rsks A2 FOIE + AUCE, XZYOIM
adots S W e AS 2HY 5 A9 I 2oz
Tt ACt

2 GRS AH|A NI} H4E DABED HYSEE 7Y
SIICE DABIZS AOHUMZLE FFL2 AH|20| Chet O
HEZ Molstgn, Westbrook & Oliver (1991)2] AOA A2
[

= SYEESE EUE XYZE YEo Ao THEESoh, Xyzof
M 2ds5t7|2 of A2 eiget HEO[UICE, ‘L= XYZOo|M2| &

7]
ol dWEsICHe| 37 EEoE FYSIIC MHE o=s Af
X2 0|8 T CiA| HEg MZo] A=X|el = Hol5t3in,
Seiders et al.(2007)°| YT E 7|Z=Z ol0 ‘©Z CiA| 4TS
SfoF & W, Lh= XYZE e Z{0|Ct, ‘L= OJ2Hofl CRA| XYZ
£ WEY Ao|ck, ‘Ltz gt XZYE CHA| #Esta{n g 20|
Cho| 374 2oz =3siqict.

A2t Rlgd2 AH|XEZE AlZHo] CHel 7HXE e 2 Fo
2 £ o, 2 A= Ko & Gentry(1991) 2t Lloyd et
al(2014)014 AIREl BRSS Efjz ‘Lte AHZS mEs A

(o]

= BORRCE, ‘L= ot 3¢t &8 miEHo| W2t O|R0X[= &5
s= Aty ‘U £ AES 44, A0S A5 A
= Ot ‘L= LdXel 232 AlEtts AS FORIM &4
2352 QMR Aohol 4 gRez T = Ao
M 58 BE 2¥S2 2IFHE 78 HE2 FYOUC

2 d7s I AFSYEE CiEss WatEnt T +4
IS oo = ottt AtEo| &2 %[ 67§& O|Lf HiztH
H(HCHESHE, ROESHE, MAMASsE)e B2 FHoEl
O|OIE, =E2{A, ROOIE) F§ StLt O 0|8% & 4T
U= AHXSZE2ERE O|FOFCL HIZEE 60072 MEX| &
2E xT M0 o|8stRIct. SHAO| Cigt Q+SAHN §4
HiolE HEQ| 42 HH2 325%, od2 67.5%= LIEtRD, 20
L= 51.9%, 30CH= 39%, 40CH O|AME 9.1%Z2 FMHE|QUCt =t
FLO EE29| 42 Hd2 46.6%, 02 53.4%2 KHX[SHA
1, 30CH7F 505%E MEb HEZ ApX|stD, 0[0f 20CH: 39.1%,
40CH O| &2 10.4%Z LIEFSICE

— O
= =

2 9L CIRgoR ZWE AU e SHRY 2
S 9o N SYR0| MzlY, TFEITY, Joln BeEy
£ solegict,

AW, SE=Tol WA edes =Qlsts| {5t Cronbach's
oA =gf2 OI8SIL, Me|dE =ty Qs MAlLl= 7|FE2
0.7 0|22 3Lt 2 471 E0i| tigt Cronbach's o7}
LErEQl £=87|FQl 0.7 H25te ARZE LIEIL; deld +=F
0| 283t OKSICIT THCHEICK<Table 1>3} <Table 3> AHX).
=M, FYHde YBEEde F8= BES M|t 74
HAZ|E(CR; composite reliability) 2} T2 A3Z=(AVE,; average
variance extracted) Z}S AF2Y = QULCL I8 =H=2 0t 2HEHH
0| SRE FU0| QAZLELD 37| siM= SES=0] Cish

0.50|At0| MI§X|7} QTE|M, CRO| 0.70|Af, AVEZ} 0.50|A+0|0f

o

b ook 2HAIEES| 1XH(first-order) F-7iEn TH FY7HE

5YY=S0| Cfst Z1HX|= <Table 1>1} <Table 3>0f F2|%(0f
UACE 2 AN DEEl=E 2ZE PFiEe FEL=0 st H

MAZE 0.72 Azlstn n, 70| gt CR2 7|&EA| 0.7
HrOt 30, AVE FA| 7|&EX| 058 425t A2E LIEHL 74
JHEE0l HBEIEE0] =8¢ Ttot =Fo=Z HTEHEICHHair et
al., 2006).

<Table 1> Results of validity analysis of first-order constructs of
service convenience

Construct Factor loading
(Cronbach's ) Iltems (t-value®) CR AVE Model fit
N DC1 0.605 (15.125)
Decision DC2 0.893 (24.512)
convenience 0.890 | 0.667
(=0.880) DC3 | 0.917 (25.312)
DC4 0.814°
AC1 0.829 (19.313)
Access AC2 | 0538 (12513)
convenience 0.815 | 0.532
(=0.799) AC3 0.609 (11.792)
’ b 2=493.574
AC4 0.884 X df—1$.36
TC1 0.699 (17.275) |(3<(_) 01)’
Transaction TC2 0.805 (20.625) GFI=0.930
convenience 0.888 | 0.638 _
=0.869) TC3 0.883 (22.157) TLI=0.940
(@=0. Toa 0798 CFI=0.972
. RMSEA=0.
_ BC1 0.724 (15.720) 046
Benefit BC2 | 0.790 (16.402)
convenience 0.873 | 0.589
(=0.857) BC3 | 0.866 (17.499)
BC4 0.677°
_ PBC1 0.748 (22.542)
Post-benefit PBC2 | 0983 (38.216)
convenience b 0.931 | 0.707
(@=0.917) PBC3 0.907
PBC4 0.693 (20.347)
Note) ? All factor loadings are significant at 0.001.
9 9
® Parameters was fixed as 1.
<Table 2> Intercorrelations and measurement statistics
of first-order constructs of service convenience
1 2 3 4 5
1. Decision 0667 | 0065 | 0141 | 0.198 | 0.077
convenience
2. Access

: 02547 | 0532 | 0175 | 0.214 | 0.158
convenience

3. Transaction
convenience
4. Benefit
convenience
5. Post-benefit
convenience
Mean 4.598 0.526 4.977 4.718 4.966

S.D. 1.007 1.025 1.043 0.885 1.078

Note) Correlations are significant at 0.001 and reported in the lower
half of the matrix. The squared correlations between each
pair of constructs are reported in the upper half of the
matrix. Average variances extracted are presented in boldface
type along the diagonal.

* p <005 ** p<001 ** p<0.001

0.375 | 04187 | 0.638 | 0.286 | 0.205

0.445" | 0463 | 0535~ | 0.589 | 0.243

02777 | 0398 | 0453”7 | 0.493" | 0.707
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<Table 3> Results of validity analysis of all latent constructs

Construct (Cronbach's ) Items Factor loading (t-value®) CR AVE Model fit
Decision convenience 0.598"
Access convenience 0.712 (10.158)
Se""ic&:"gg‘;g;‘ience Transaction convenience 0.657 (9.759) 0.767 0.525
Benefit convenience 0.856 (10.811)
Post-benefit convenience 0.773 (10.186)
HV1 0.906"
Hedonic shopping value HV2 0.878 (21.777) 0.760 0660
(0=0.801) HV3 0.593 (10.002)
HV4 0.834 (14.549)
uv1 0.874° X’=683.445
Uti'itaria[‘a:gf’&‘ﬂr)‘g value uv2 0.788 (21.083) osas | 066t | O aro P00
uv3 0.773 (21.472) (Tzlﬁl;g'_ggi
CS1 0.858° RMSEA=0.076
C“Stor&ezrofg‘fss)fa"“"” cs2 0.912 (27.796) 0951 | 0778
CSs3 0.875 (26.006)
RI1 0.867"
Re‘ziaszoir;tg;‘)ﬁon RI2 0.597 (13.729) 0867 | 0547
RI3 0.729 (17.437)
TO1 0.742°
Time orientation TO2 0.910 (18.912) 0.869 0616
(a=0.872) TO3 0.781 (17.389)
TO4 0.690 (15.265)
Note) ° All Factor loadings are significant at 0.001.
® Parameters was fixed as 1.
<Table 4> Intercorrelations and measurement statistics of all latent constructs
1 2 3 4 5 6
1. Service convenience 0.525 0.204 0.154 0.458 0.429 0.062
2. Hedonic shopping value 0.452" 0.660 0.269 0.072 0.212 0.007
3. Utilitarian shopping value 0.392" 0519 0.661 0.085 0.368 0.054
4. Customer satisfaction 0677 0.268" 0.292" 0.778 0.508 0.026
5. Revisit intention 0.655 0.460 0.607" 0.713" 0.547 0.035
6. Time orientation 0.248"™ 0.081 0.232" 0.162" 0.187 0.616
Mean 4.901 4786 4133 4.962 4.967 4812
S.D. 0.732 0.986 1.234 0.887 0.992 1.134

Note) The squared correlations between each pair of constructs are reported in the upper off-diagonal in the matrix. Average variances extracted
are reported in boldface type along the diagonal.
* p <005 * p<00L ** p<0001
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Nmf, THEHEIEEES Z-EY| diMe AVEQ ME2ub CHE
Hoto| AEtAl ZHE =QISHH EICE <Table 3>2t <Table 4>
O MAIE HIQF 20| AVE Ml&2 20| CHE -d7igatel A2tA
FHO 25 37| LIERL GA| BHEHETHMO] e AR ol
QACHHair et al., 2006).

5 , 2 GTOM MH[A HOlEE 24 QR7XE
NSt 0| EFEiSH HOR WEHE 4 QIth o BE S
Of AME|Mut Ef0] oISt ook =FQl Zdo = HILEICE

42 7pEHH

lehdel =g tiet 7kd 1, 2, 35 ZE5H| fIsto] 9
o o EME ZAIBHRACE ZtE1e] HEol 3 1EHANME
B0l MH|A Holdnr 2EHS0l AlZE XeS(E2 2H|A
. K2 2HINE FYotl, 2TA MM E SEE(MEL He
g), ZEEAZE Xehd) d2[1 SSHES(ME|L HOlGxA|
it A s FYSHULE. <7td2>0 A2l B2 1HAM= =

= 7= AMH|A Holgnt & Jatzh BHAOA AH[XIS| A
X d
.|

20l 2N AWIIK|QL MEX ATIKK| da|n ZEEQl
A2t X|EM (=2 AH|XL vs. ©2 AH|IXNE SQU8tD, 2CHA0f|A
S =2ty aTOHKQL A8X ATIKK|), REg(AIZH
X|EFA) da|n ASEEBHIRIE ATIIKxA|ZE X|EHA, AgX
ATTFX|xA|ZE X|EH)S £QUstRICE REZ 0| o|0j= 26HA of
Mol MmEIRsto| AHl4eob R? Hpj2ko| QojMoz mEHSICE
S2|H0l REHS0| MBRIEBLS HBSE CIEE|HEM A
SYUMSEY CEESM Y (multicollinearity)2] 2|7p get 4 U
Ch metd 2 97e RE =2BsZ HAZEA3Kmean-cen-

tered)5to] CHESSM G2l M7t 24Y 7tsdE SO0|LA ofR
CHRokkan et al., 2003). A{H|A HO|M0| AEIHX[Of O|X|= &
ol U0 H[RFQ| AlZE X[ HE =Eo| tist 7tE1S
#Yet Zits <Table 6>0f HA|=|0f ACH

MH|A HOlGo| MK aFIHK|0f DXz S0 A0 AH|
Atol AlZh X[ghgof mE =E=of| st <7tkd 1-1>9] HFZ
af, 2CEAOM MBI HOlgnE AlZE Kol d2A8dE FY
oF it MH|A Holghnt MEY &WIEK A A AlZE X
do| =m0 tiet Art SAH2E ROSH]| @2 A2=
LIEFSEE oHE, AMB[A Holgo| 28X &FIHK(0| O|X|= ek

2o Lo — oo

<Table 5> Results of H1 test

of A0 AH[XE| AlZH KXo MHE ZEz 0| Cfst <IHd
1-2>0| ZAFAD), 2EHA 0 MH[A HoldDE A2t X2l &=
Agots Foh At MH[A Hol gD HE8X A&WIHK|Q| 2HA o
M OAIZE X|EEAo] MBI CHSH Al5of RPEHBIZEAR?=0.010)
O] SAXMLE [FolsiC). Mt AMH|A HOlHO| HE8X AWt
Klof| OjX[= P2 AH[XIQ| AlZH X[ dof| w2t XHo|7t = A
O LEHL} <THY 1-2>= X|X[E[QICL 2 A& O|2{et XIO|E
siMsty| s SEH,o| 20| 22 FX(YHELH 1EEHA 2
et B2 4R(EHELCH 1EEHA 22 gHE L0 MH[A H
oM, AlZF X2, HE8X AHWIIX|el HAE 2[HM2E LIEtLY
Lt O]= Ailken & West (1991)7f HMA|St EHAS J7|XZ SiCL
<Figure 2>0A EZ0| A7t X|2k40| =2 AH|XtQ| ATt Al
b 20| =2 AH|Xe| ZRELE MH[A HOlgut 88X &
WIHK|IZE E(+)e| SEAZL O 2 AS =elg = ULk o2t
At AlZt X|2hdo] =2 AH[ARe|o] ARk MH|A oo
2t X2t A85 LTWIHKTF g4 =O0kX|7|= SHX|T AlZh
Xgdo] B2 42 MH[A HOMo| AZESE X|ZE 48X &
WIHK|7F o HO| ATICH= AS LtEMHCE

— A=

Utilitarian
shopping value
75

—+— Low time orientation

---m—-High time arientation

6.5

5.5

Low service convenience High service convenience

<Figure 2> The moderating effect of time orientation on
the service convenience-utilitarian
shopping value linkage

Dependent variable Hedonic shopping value® Utilitarian shopping value”
Model1 Model2 Model1 Model2
Independent variable B t-value B t-value B t-value B t-value
Main effect
Service convenience 0.298 55117 0.332 3.390" 0.474 12.080" 0.382 6.257"
Time orientation® 0.121 1.993" 0.119 1.299 -0.163 3.766 -0.120 2.007
Interaction Effect
Service convenience x Time orientation® 0.067 0.589 0.185 3.982"
F 17.657 11.846 73.629" 50.637"
R2 0.165 0.167 0.225 0.235
AR2 0.002 0.010

Note) ° Unstandardized Regression Coefficient of constant: Model1=4.738, Model2=4.756,
® Unstandardized Regression Coefficient of constant: Model1=4.981, Model2=4.965,

¢ Dummy variable(Low time orientation=0, High time orientation=1)

* p <005 ** p<001, *** p <0001
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<Table 6> Results of H2 & H3 test

Dependent variable Customer satisfaction® Revisit intention®
Model1 Model2 Model1 Model2
Independent variable B t-value B t-value B t-value B t-value
Main effect
Hedonic shopping value 0.112 2.587" 0.254 3.8427 0.360 8.387 0.390 8.387"
Utilitarian shopping value 0.212 4915 0.093 1.457 0.240 5598 0.148 5598
Time orientation® 0264 | -3583" | -0.261 3570 | -0276 | -3.763" | -0276 | -3.763"
Interaction Effect
Hedonic shopping value x Time orientation® -0.246 -2.829" -0.051 -0.593
Utilitarian shopping value x Time orientation® 0.212 2.007 0.170 1.978
F 25.913" 17.640" 77.282" 47.406"
R2 0.133 0.149 0.310 0.321
AR2 0.016~ 0.011°

Note) ° Unstandardized Regression Coefficient of constant: Model1=5097, Model2=5.088, ° Unstandardized Regression Coefficient of constant:
Model1=5.107, Model2=5.109, © Dummy variable(Low time orientation=0, High time orientation=1)

* p <005, ** p<00L ** p <0001

277 ME|A gatof OjX[= S0 A0 B[R] Az

Alghgof e =zl st <7pd2>et <7hd3>2 A8t 2
A= <Table 6>0f HMA|Z|0f RUCY.

20K E 0|82 = AH|XIL X5t AHT7IX|QE DTS
ZAHO|M A2t X[gtde| -z tof Tt <7Hd2>9| A™ A,
CHAOIM A"7EX] XIS AlZE X[2Hge| dzEE8ds FY
ZoF e LT DAMBE Teln J8H ATt 0
OrZ=o| BAOA AlZH K|EHAo] REBII0)| TS AHl4Qf RPH3}
2ZHAR?=0.016)0| EAXMoz QO[8t ZOZ LIEIGCE W2tA
SN ALK HE8F AWIHK|ZF DATER| O/X|= g2 &
HIZtS| AlZh X|gHdeo| Feof M2t e AZE LIEfL <7HMd
2-1>1} <Ipd2-2>= X|X|E|QICE & A7 O[3t Xto|E A5}
7| Qo <Figure 3>2} <Figure 4>} Z+0| EAISISIGICE M
<Figure 3>0A EXO| A& X|&d0| &2 AH[XRR| HR+= Al
7t X0 H2 AH|Xfe| ZRELCt A ATIEX|QF n2otE
7t SEEAZE O gt A2 = 5 U= BHHO|, <Figure 4>0]A
HZ0| AME X[@M0| H2 AHXIS| BAR= A7 X[&Ho| =2
AH[XIO| ARELC H8X AWIHK[ZF nAOHR| 0|l Fgs
O & 422 2 == UCL of2et Zuts N AWIHX|e M
A AYIHK| 7 aMok=ol F(+)o| dee O|XX|T AR X|gd
O] #2 42= A LTIt SO0tE4E nA40F0| o 2
EO0E FOMX|4, A X240 H2 Zdf= AMEX WKt
HE+E 0A0=0| o BO| AHTCH= AS 2|OloiCt

OpX|gto 2 AWIHK|QL HH-2O|Zo| AN AlZH X|[EFMQ|
ZE2 0| Chet <7Hd 3>9| AFAL), 2CHAO|M A"IER] Kt
S A7 X|ehdol d=AtgetE FU%H At I=E AEIHK| e}
HLE oo A0 A2t X[gkdo| ZHEZ 0| CHot Al4=et
RCHBIZHAR?=0.011)0] EAXog QOoJst ZoZ LIEICE o}
2bA A ATIHEKTE R 20| Ol FE2 AH|XLQ
AZE Rlgdel F=o| et Qe A2E LIEILL <IHY 3-1>2 X|
X|Z|RUCt 2 A= Ol2{st Xto|E siAfsts| I8 <Figure 5>2f
20| ZADSIRACE <Figure 5>0f HMA|E HEQE 20| AlY X|gkd
O] =2 AH|XIS| FR& AlZt X|2Hdo] 22 AH|XIe| ZRECE
A STIEKTE IHLE Q=0 O 2 EE2 0Kl AR &
= QUCL Ol2fst Zduts MY X|gdo| =2 42= HEE oY
X7t 2Ot +S MHE o=t O & ZEC=2 =0RRICH:= A
o|O|stCt.

1o

I\

mjo o

Customer —— Low time orientation
satisfaction

; --m-- High time orientation

6.5

55 /

Low Hedonic shopping value  High Hedonic shopping value

<Figure 3> The moderating effect of time orientation
on the hedonic shopping
value-customer satisfaction linkage

Customer —+— Low time orientation
satisfaction

7 ---m--High time orientation

65 |
6 /
55 |
5

45 4

4]

354

3

Low Utilitarian shopping value  High Utilitarian shopping value

<Figure 4> The moderating effect of time
orientation on the utilitarian shopping
value-customer satisfaction linkage
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Revisit intention —+— Low time orientation

; ---#-—High time orientation

6.5 4

5.5 1

Low Hedonic shopping value  High Hedonic shopping value

<Figure 5> The moderating effect of time orientation
on the hedonic shopping value-revisit
intention linkage

5. 22

HMEOILt MH|A0] TS BF oF TOA DHX|DA; oh= 2H|

Xte| Li=9o| BizloA HmbEo|Lt B o0l S B2 A0
HEe 8 tdete|n, a8 7150 2N 7|sS S Chst
Mades Ssf Helot MH[AE MSSHY AH[ARe] 4E HIES &
Olz{1 L@oiCt O3t ANYAMEZSl 39| A=Ql HoldE
Ak TR 22 MH|A IS O|F0|L= 3EE el 3
A VMKt HE8F TJIKE HEUSEMN ATO| MAME T
AZ|A EICh 2 AT7e A0 YAl MH|A Ho| 0| AH|XIE X|
25t &TWIHK|QF MH|A dot So ATt OjX|= Fgo
QU0 AH|XES| AlZE X|2kdoj| 2 XIO|E =QlSt Xt SHRICE &
oM EEE F2 GTFZNE Q95HH O3 20t

R, AE7EX[0 CHoE MH[A HO|Mol 2= AH|XfO| AlZt
Xlggof et XHoj7t e AR LIEHCE AR Al X|
MOl F2 F2 MH|A Holdn X2tE HE8X AWK F
FEQ BAC o Zot AR LIEtRED, Ol AlZt X|gHdo|
2 AH[XE2 2 230 Dot Azt 3g Z[Ao6he A2
Hote A2z ol = UCH AlZH X[FH0| 2 AH|XIE2
AZHE AZSte AE 05, FI|HSZE St Y(chore)2
42 Fsty o =0 2% AIZHS XASSIHLE &
Ol oICh M2t AlZt X[gHd0| =2 AH|XE0| U0 A0
HE& AH|AHSO0| SOCHL TN Hast £ HEO|LE MH[AE
2O} g0 HestH 2Hg = AEE 5o AWE ARY
T+ Qe 4T 2HEZS OtEgiof siot o2 S0], A7t X[gdol &
2 AH|XFEO0| XS MH|A HOlME SHAIZ(7] sl 04
M= ol =HEUoM MES olg8st oLt SYUTH AlZfE QI
TAo| 2 13 AN KEoE 0|8 5= UCHHaytko &
Baker, 2004). EESH A[ZH0] ZZ7|= AH|AFSOIA| A2[HO[E fIX|
L &dst=0 713 e dEE UEPH 43 X8 H3ste &
HIY OfE2A0|ME ZEst MER 7|22 8% et ot
(Lloyd et al., 2014).

=R, DA0E=0| CHet ATIHK|Q] [k AH[XIC| AlZh X[
‘gof et Xo[7F e AL E LIEHRCE FHZEE, AIF Xy
O] =2 4= HE AaWIIXKQL DADRo| FFHAEQl 2HA7t

Zotm, AR RIgN0| K2 deb MEF aWIixel nUiE

mjo
Ot

O 2XXOQI BA VL ALt Z{O2 LIEFLICE 0|2{3t ZAnt= Babin
et al.(2005)1t Jones et al.(2006) 52| G| ZAME X|X|Sl= ZO|Ct

MR, 2 [0 CHSE &WIHK|Q| Zats AH|XIQ| Al7E X|
Mol w2t XHo|7 s AR LIEHRCE FHESE A2t X[EF
40| 52 29 HEF LTIt MHE oo HALE [olst
X2 S ATWIHK|Q IHHUE oo SFHHQl AT o Zot
AoE LIEFHCE Ol AOjYA MH|AQ| TEMut Holdoj Cf
b AH|XLO| Q710 OfL|et ATste S0t0f deg = e 2
POl A2 O HO| st UCH= Kim et al.(2002)2] =&t
HALSSICE A JHKE TGOl ZEEQl JHK|E LIEILY
0, AH[XRe| gmol HEES APt 583 240\t 4£TY
oM HEX K| ZHHE2 AH|XE0H 4L l(hygiene fac-
tors)2 1|7 WZ0, &% JHXE F715k=0 U0 B2t
ot @A0[X|2t, ALZAYE S 142 UFAF|D FHEE O
So|Lf0He HE8N It e2E= FESHK| QUCL Ot Z2 o
oA 2 Ao Zub Al A0NTE B-EHE [FXISHT| ok
2H[AFSO0] 4T nFEOAM ChYst N JHKE e = Ue
SH4E THEE 0| ZRSICH= A|AMEE FLL Berry et al.(2002)
2 FEH LTI aEo| o FHY I, AH|XIE2 HIE2
EM AlZtp 3ol X|ES S| gn, el ATE S|
o M2 AIZHEXE D2{oictd ShQIct o2t AlZh X[gd0| =
2 AHAEE |G| YdiMe 2AdS A=510 § 22 HE
ED CRA| HESIEE RO = = EAR &Y 242 N3l
OF otCf.

2 d7es 2o 2 48 JHXE AH|XES0A F7| flsh 204
UM S0l ChAot HEfe| HOlHE MIstL U= AlY H2olAM
=701, HUjEe=z O] A7t O|FOX|X| %2 AOIHUME
o2 MH|A Holdur MH|Adate| ZAO|A AH|XEQ] AlZt
Algdof w2t ofiHst XHo|7F U=XE HTEQJACE 2|0 Aoy
UMES0| o =2 date H=0|| U0 AH|RIQ| Al7H0f| CHSH EfE
QI AlZH X[gkdolet= 7iEel sode =QIstRIct Ol 8 &
Glts MH|A Holdol| Chet ¢iftel RHRE =CHSt, AOfAK|
oAl AH|Xt HS0] Cie SH2X QI O[sfE =O0|=0 7|ofetCtn
g 4= QUOh ESH 2 AF0M EEE AnEE2 AFE AFNM
2O00AX7E MH|A =FS 2fotl, 0| &dff BCF 2 7HK|et
MH|AEE &ESH7| et OAENERE =&st= O A0 <O
fAe At=Z7F 2 Ao|2tn MZpict

2 d7es ANl MH|A HOlEDE AH|XIO| AZH X|EFd
5k CHISE AAE S MBSl =10 AR ChEd 242 SHAE
3|

n rot

ne J

|

01 —_
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FE2 @ D Zort UL MEtM g2 AFoA= ofEA
AH|XHSO0| &aWsHE S0t2| A|ZtE ALESH=X|E EOt & dEe
T QU= AH|XHSO| K| 2fSH= AlZtof Cis Ef=o| Crdst XiRlE
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2} Xpole] RaHE MAISID RUCE m2tM ZFE GT0|AME Azt
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