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Abstract

Purpose - The development of technologies lead the volume of sale on online market increase but an off-line shopping
center is still a core component in the omni-channel strategy. It is generally thought that high-level retailtainment on brick
and mortar store affects purchase intentions positively, but some previous studies dispute that and have reported that
retailtainment does not affect purchase intentions. So we have studied the additional factors' effect - the nature of purchase
and utility - with retailtainment.

Research design, data, and methodology - There are 8 treatment groups which were assigned by the method of
retailtainment (high vs. low), nature of purchase (essential vs. non-essential), and utility (acquisition vs. transaction). A total
of 240 subjects (office workers = 163, 68%; undergraduates = 77, 32%; average age = 30s; female = 39%) were divided
into groups and exposed to one of the eight scenarios. Participant’s purchase intention was the dependent, and ANOVA and
L-matrix were used to analyze for main and interactive effects between factors.

Results - First, the main effect and interactive effect between retailtainment and the nature of purchase are significant. We
also found that the contrast between essential and non-essential at low-level retailtainment is higher than that of high-level
retailtainment. Second, in the case of retailtainment and utility, transaction utility under high-level retailtainment affects
purchase intentions positively. Third, between the nature of the purchase and utility, the main effect of the nature of
purchase and the interactive effect is significant, but the main effect of utility is not significant. In the case of non-essential
goods, the purchase intention was high when transaction utility was provided but in the case of essential goods, acquisition
utility increased purchase intentions. Finally, when transaction utility is given, purchase intentions of essential goods increase
under low retailtainment, and the purchase intentions of non-essential goods increase under high retailtainment.

Conclusions - When customers buy essential goods, discounts decrease purchase intentions. During the season for bargain
sales, purchase intentions increase when retailtainment of essential goods is low, and retailtainment of non-essential goods
is high.
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£ 7HX|3 4ESIg oL, 2010E0] EHA ZHIYV|= UHS
H7|2 ADIEEO| Mg X0 AHEN 222 452 80
StA BHERA0(Amchang & Song, 2018), AH|XAIEZ 310j=
ZLIHE HOL} CHAE HPZMES Tt ot 2%t 22[H
SUE 7HHLLCE FOf S717F (X7t et ekl |
Ql(Benefit)2 F0 He ‘E7{(Entertainment)C 2 ZHEE|H
2-2I2t0l X" 7H ZATH ARRtX|Y Aol X g X1 R
= AO|CL =M, AFO| ME2%}, CHet E[HAM FHEQE AlZt
O| 7HX|7} L ZQ8X|1 QUCkLee, Jang, & Kim, 2012). O]
o 2| AH|X} 2tO|ZAELUO| DEDHEIO] 2t A|ZFESE, A
HA & 4TS S FTots 7HKI7F ZEtRCE AHAES
713348 E22 A0 #FE PBYEZ TSt SAI0
(Yoo, Kim, & Kwon, 2018), AZ0|L} EHEE E8 EF A}
/&, 2218 Q0§ AAY = U&= ML BEUEE HE=Ct
(Becker, Lee, & Nobre, 2018). 0{7|0f] 40| AEF A [t
2=0|2k= QlAlo] SAME|H(Fram & Ajami, 1994; Reda,
1995), S53 4E0 MHIAE, HILAHQ Z7H0A EFLR
2|0f0|E(Time Create, A|ZFE2FO| Ol A|ZtEHEAH|)R =
e =2 H™AILES MBSHA Z|Q0(Beyard, 2001), Of%E
CIXtQl, OJHIE HME & AHIXIEQ| ATWEHE IOzt Al
= A= 2HYHQHE 240 2AS ZA ALt DX
2 220 40| 2451 S7t5ta UX|TE, Zetel ojE2
O™s| SLIAEe| SHaJo|Ct ofohEDt YZ|HiHERb 22 22}
ol &2-EZo| AXE0| MEAE ¢l =20l ZHYES S
5t4, OfOFEL S LISt A|=E &dff 7HK(HeIE 2212l
22 SEAZ| DX} ot Ol 2Z2Ql OjEe| SR+ i
202t g = QUCE AH|XF ZRo| 2Z2tel OjES st
AZ17| st 7t 583% 94 F StLE 2ZtEjE ZO|Ct

O|et b AH|Xte| 7HXIAH| L=k S SFEish & O
Ch. 2/HYHQIHE 4= OjE0| EEst AHXF2| LA
Bt=(Intrinsic Satisfaction)2 =0|11, 7FK|AH|E X|{8}H, Of
e 22 Hat= Z[HYZHSE Stoa XHI0| MSste Azt
E IHKIE ZX517| e S 85k BE UL

AH|RF FO§ZEK] Z7|BE MEF2 FETHK|(acquisition value)E
AxSt=  Z{(Monroe & Chapman, 1987)u}  H2{7tX|
(transaction value)E Zslste A2 Z LIEE o+ QUCHGrewal,
Monroe, & Krishnan, 1998). AH|Xt7} QIX|St= H|Eo| Toj
740t Hmsty MEC| E41t 5oE ZXYLEN FETL
XE ¢ £ QSMH(Bolton & Drew, 1991; Dodds, Monroe,
& Grewal, 1991; Monroe & Krishnan, 1985; Zeithaml, 1988),
7190t AHXE 7 ARUAOIM HMERE Sof ¢elo| MIE
Mg ZxBCEN WHEMII4u HluES o 7tAS o
2|EE HMSStAL, 20| 7K s W EAHIEE =Y
S EZMN H2§7}K|(transaction value)E Zstet 4= QULCE

ESE 7|Y2 AH|XPIE FOiSIAX} St= A4EEM0| et 7t
X|E Ct2A =2 + ct= Fo| FF60F otCh AH[Xt= +
iS5t 10Xt S MES Xg 22 FOjsHoF o= ‘E70f &
oz QX=X =2 FOfsi= E|1, =X UOt: E|l=
‘HE=T70f 422 QIX|SH=X|of M2} 2t7| CHE QAEHE
WHE HX|A EICHPiercy, Cravens, & Lane, 2010). O|& &
o, X|Qlg ZCHst FulAlAt 20l BHE CIMEE 1E2&
4%, ole Fojsi= F|1, 2K Yfote k= ChYst Dot
Z St Zio|Ct 2Lt X|Qlo| AAl = BtEA| FHL|E Ot

Of olCt= AdE Y1 UCHH, HI|j= BEEA| FLOfSHOF St=
A

= ——

XS7A| THEo 2 2[HYHAHES Cit MAATES
AEEH OIS Yot AHRS0A 24 02 BY
2 M3IZLe=N FOe=E =QIC= ¢FZIEE AKX
(Risley, 1990; Reda, 1995; Sit, Merrilees, & Birch, 2003), Z|
HYHQMHE Q47t DiEdt HEto| gitt= OfHE EXWSHH
(Parsons, 2003; Talpade & Haynes, 1997; Ae, 2004), Of%
L AHHAHEN FoE 0Kl 2452 o= S(Hul
Dube, & Chebat, 1997; Spangenberg, Crowley, &
Henderson, 1996; Bellizzi, Crowley, & Hasty, 1983) 2|E| 2 E|
OIHE & JHX| QOl0f Cfsf AHE HPS0| FE 0|21 9
Ch ZIHYHQIHEE =2 +=FE2E N37| fldiMe +=H
2 L3I} TOet H| 80| MAE|O{OF 2ol =51, CHst
QPSS A 135ty Mot AF= A2l gl= AHFOICH
et 2 AF0M= AH[RZE OiEo] HEWe W ==
2[HLHQIHE 0|20 Fof2l=0| S 0|
Q019! FojEga AR 8&8S ZESIY 0|5
MozM 02X, 48X AAFY HQIStXt

[ ]

-

2. Mol
2.1. 2|H 2 H| 2™ E (Retailtainment, RT)

2|HYH AHER, ‘2| Y(Retailing, AOf)yat AMEEQ
M E(Entertainment, 22’0 StHOZA|, QEO| J|ES A0
Qo= HE2A|7|HE oA A|EHE|QUICE  Edutainment’,
'Infotainment’, 'Eatertainment’ S QIEH|QIHE 7jE2 Alg,
ng, 23t Mo 2K X1 e, MSHo= AEE
QIHE QAJF ABE|X| UUE M L MHATX] HotF2
OXl= A&S ZZESHHDobni, 2007). 2|HYHQAHE &2
HO} S0|810 AR L£TEES M3dt7| 26 o=xE, S
o, HIX| 52 =830 1950HCEE HMEE|YSH(Evans,
1999), 1990HLCH =0 XHEtE O E Z™TECR LUHSt
7| AESHACE 2IHYLHQIHE a2 AH|X} Q10| B4
SEAZ =0 ofL|2t OfEel 2EA o|0X| ¥, ZYLH
ste, 0|2 =7 52 Qo - E|H(Sit et al., 2003), AH|X}
S FORIEE =0[7| fle 2|, &Y, 2917 82 H&
2 H0| it BEE SHEE NIAZ|7| fIgt H2N =
51 QICHRobertson-Dunn & Alastair, 2015). Of%

AE TOiE e XG®E ofL|2t SOI2E, EAs, g4,
2E2|, 7|2Te & Ot 7HKIE M = URE
C|XQl E=ICHJansson, 2002; Kozinets et al., 2002; Pine &
Gilmore, 1999; Wolf, 2010). 2t O =tdut 22(7|E Ot
X SOEME o7|H AH|X 2-E2 NS0 ol sl
H|A|E|H(Baron, Harris, & Harris, 2001; Pine & Gilmore,
1999; Schmitt, 2000), CtYFSIAH ZTEHE|O] 2LCE EESE 22k(HUI,
Dube, & Chebat, 1997), &7|(Spangenberg, Crowley, &
Henderson, 1996), Z2{(Bellizzi, Crowley, & Hasty, 1983), Of
2 22|7|(Robert & John, 1982) S9| 2t4 QA Zst0| 2|
UHQIHE =FZ =0|1, AH|XEE Stojg DR HESt
1, HEE7 st=h 388 IS 0|H 5= UCHWakefield &
Baker, 1998). Z|H|YLHIQIHEE AH|X}IEQ| ML 7HK|E
=0|= tt2 H0o aH|X} FEE It APle 2 284
2 XIglstn QCHRobertson-Dunn & Alastair, 2015). HPM O

=1 rlo ot |
|o
Hu
ja}
fot
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2 ZIHYHQHE: IYE WESH AHXE0AH S840 8
D2 d¥2 M3gdez2N FOe=E &0l AR o
S0{X|1 QOMH(Risley, 1990; Reda, 1995; Sit, Merrilees, &
Birch, 2003), Eastlick, Lotz, and Shim(1998)2 AXE ol=
AH|XHOA AHQIHE 242 HIsts Z0| D=0 ™A
g2 O/ #O o2t ATt AHEHQHE QA 4%
A2A FOE ZOtEICH= AMME SiS{LIQICE HHH AT O|
HEHQHE Q47F O{ZI0|E SIS 7I5EHe| AHIXIES
Qlst= AE2 UKL BT AHXIER HESHE EME =7}
Ao, FHFL 72 RO AFANIH EXiSHH(Talpade
& Haynes, 1997), 22, 4, HEHA S ATIMEQ| AEH QI
HE Q47 W& 085 Z7AZ|X|E, O§ED HEEX|=
Ot=rC}1 FCHParson, 2003).

O|ME Z|HYHAHE TEfo| M2 O ISPz 2
Foln, AZEo| Eset IESHEl AH|XF 2fO|ZAEIYLS
EEAMZ|7| fI3 2[HYHQIHE TEfol ME, A, FXIE
oM B2 A=l o] @7 EICL DR 2[H U
HETL FOjel=0f ofEA F-ES O/X[=X| FHHQl AFRSt
7] ?IsiM= EZIHYHAHE Q1D OfL|2 CHE QQI1Ek
el n2{siA MmEEs 20| Easiot

—_

dore Y

2.2. FFO0jEM(Nature of Purchase, NP)

AHIXF EAME] aFE2 siY FON7F XZ Y& HEA| T
Ojsfiof o= LF FOiYEQIX|, FOiSi: =2, JZHX| @
Ot &= H|EE FOjMSQIX|Of M2} CISHAH LIEHE ==
OICHPiercy et al., 2010). EE AZ0| ZH= 193t EMo| I}
2t €1 HZE+E FOMgeR LHE =2 UX|T S
AE0|2} StHELE AH|XF JHQIXtRL Zb2tol Mg M2t &
El £~g QICKCai, Bagchi, & Gauri, 2016). 0|& £0{ 7|9
42 ME0| #d= EHoE Qg 4R AH|XA= ExEL
2, O aH|XojA= HE=E22 oAHE = UCL SHX| gt
F{L|7t H|E+FQ AH|XILX[ZEE AAO] ERCHSE XF71 A
At 2 HIEA| 7O E ORACHE AMME 230 JUCHH, A7 E
TEOE OIX|E # Ues ZAO|CH o[et 20| &Eo| SRt o
go| xtolof 28 FREl= FOiEE0| Fojel=0| FgZ 0|
Al AHH2 7HEHE, dRXo= OldiE| ZOE0N g2
L}, oo Ciet A= OjH|S A7YO|LCt.

O7|M ot 7X| n2{siof g EE2 EaFOiaE) =5
of At o RASE Qs Fo{jel=rt SHatd 4= Ut
= ZI0|C}. Glth, Schmittberger, and Schwarze (1982)= %|=
EXAY(Ultimatum Game)2 E3f AIZHS0| A2 & [ Of
2 Qlef &Mst= dXA o|AU®EBt oLzt SFMMX| Dot
Cl= AMMES BiSUICH AHXP 422 F0ig I FOj=7H0|
SIXS| S| YCtD L7I0HH ZREC=ZE £&6iE UMt
L ol HE SHSHK| Y2 = UCh= ZAO[Ch H|E AH|Xt
7t BEEA] FO§SHOF SH= ETOjAE0)| AUCHD et K|
AlE 714, B3, MHA & o QQE2 Qg FOj0i=HET}
X5 HolX|= 42 FOE XHAZ = U2 #E oLz}
&S E ZoiEEte FOiSHR| U2 = UACH=E AS 2(O[pict
T dToidge| 22 Fojel=t Fes| A LIEHLtOF St
X[oh 2HYHOIHE +=FO|L} FijEE & CHE 22158 ¢
of FOjel=rt SEHEe = ot &= Ok

2.3. 7 0& &(Purchase Utility, UT)

AHRTL ARG AHEORN P2 4 Uk ZBRS HS
Z-2(Acquisition Utility)} 72l & -&(Transaction Utility)2| o2
2 %= QCHThaler 1983, 1985; Grewal, Monroe, & Krishnan,
1998).

MH[AO| HEHE Sl &
FENE O|20| A AH[Xt

[F nE e 1% oX
Djooco A

|
Lt MH|AE AH[EOZM Zddt= 0|Yof 22
o, O|E FtONSH?| fl8h X
(Grewal et al., 1998). FE&20| Ci3A= 'perceived worth'
(Szybillo & Jacoby, 1974), ‘bargain value'(Keon, 1980),
'perceived value'(Dodds et al., 1991; Lichtenstein & Bearden,
1989; Monroe & Krishnan, 1985) S H|E L[}2 80 H9|
o7l SRt HE AFREE SO W ESt Z0RUCt

72j&(Transaction Utility)2 it AZS 0S| It
SHUH ZUCZREH L= HF 52 EUES LSI0H{(Thaler,
1983), MAIEl &=2 7tAD EAH7HA 7 K0|E S Haf
O =& HI}SICHThaler, 1985; Monroe & Chapman, 1987).
F& ZHEolM g2l® AHX JPEE Sl 7tAHE Eldts
4% BE LAH[X 280] SYSHOF ShLf, MM Zi2to| AH|X}
= 888 C}2A L7Ict. Darke and Dahl(2003)Q| Ao Lt
M, 718 2H[X= JHggelez e MA SEiEC O
2 SO S THAEQI™EE =0 AMESHH,
S8l =7le 282 A7|7F dN Ekl= of®nt UKX|SHK|
et FYSIULE Eok AR SEHCZ 0jf F2 &=
Ho| AYE LU= ER oY 4FS TSR YCEt
HEZA dEUAS SVLE AR SR 20{(Gelbrich,
2011; Ashworth & McShane, 2012), O] Z2 ARAEL2 AEQ|
TOiRE AHIE & =yl FEA 281t XS o
280| LX[SHX| =Ch= A4S 2o|0fstot.

of Z2 LS el & W ‘Exa8 = FS2S(F0ist
482 28 - XE7H) + HH=zEUWME =AM - X&

YO 2 LtEtH = QOMH(Thaler, 1985), X|27td4S 1M
i=1 Tofet 4ZF2 281t LAY EH7HA0] et
W W20 E=AH7 A HEHez &2
OlX|= 7tAdelo] i S8t oo =L}

slo|l2
=2 L=

4>

2.4. 71Ag0olo] H&H(Role of Discount)

L8 Fojae2 7Hy of 2Xh 9% Fofsty AH[7F
3%t MAZ0|E2 FESZL(Acquisition Utility)0] FOHO|=0f &
k2 O/& Zo|H, LHAA E=H7t40t X|23l{0f st= AE7HE
b Xto|of oJglf izt Hej&E(Transaction Utility) SA| T+
Ofo| =2t A7} JUS ZAO|CL O[3t A=ofA ZHAEQI0] H|
SEIX| U=CHH, AH|[X= HAIE 7H40] 7|740| X|2&ftst
FFEQ| JHAQIX|TE 12{50] [OiQIAMZ™E W2A E=ICh
ZEXoz "E JOIMZOAM 7HAZRI0l MIEZX U=
42 Helgg82 B8N g2 EX| Y=CHCai et al., 2016).

HHH JtAE0l0| HBEl= 49 EAH7H4ne| Ko7t O
ZAX| ALt ZOtX|HA Hej=&0 Fek2 O/XA =0, o] 4=
XAl 7H40| 7[7H0| X|E& +&E2| 7HAQIX| ot ofL|z}
O] OAXRAHOE Qlgf| a7l = £E2 =7 HzjlX|,

S
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, OFE oiet2 glexl s

50| d=EXe| abgE AXA 2ot F
di2g2 7tAZRIez 2 38 JYEL FJEXNZ| HIE
S7t0 ME R8N Sgds O 3 wot FOEE RE

ol o E& z70| HAIE %X
i b X

)

HZ=E Fojgeol 42 2 Zesix| 2 4E2 7
g = A BEY F= EAH(Justification)7} FLOfQ|=0f Fo
oz 8= ME FET HeliE80| MS%/0fof $iCt O
Fo= xastol AAKE He FSEES ZFMob FoOj
74 dojd &= QICt OtRz2| 7HAE 0| Eolsls &E0|2te
M| 229 AEO0|2tH FOistX| Y2 Z0|7| WEOo|ch O

222 HESE FOdEe R LUNISe2RE HE 3
X 27t St MZEez ot f8Y st 3
dets O™ Foie=7t FOHEIC,.

3. YEE

31, A=A

71240 o FESAHY L ATAMENTL HlStD 02 A
SHO| BZE|HA Z|HYHQIHE @4 M2 S 0 29
719 MH[A THM &2 S LAFES MOA|F| LK} CHfst
ATet A7 HEO| O|ROX|L QAeL), Z|HYHIHET 7
Oje|=0f OjXl= Fakof| CHst o|742 CiA AO[SICKSIt et al.,
2003; Robertson-Dunn & Alastair, 2015; Wakefield & Baker,
1998; Parsons, 2003; Talpade & Haynes, 1997; Ae, 2004).
m2id 2 AF0ME 2IHLHQAHE(ES vs. Rt &
THEL(EFE FOiY vs. HESE F0jE)at FOHEE
(F=72E vs. HAUEE)S FII5I0 QQIEQ FEuet 4=
A8 zof Cisf AHgoc=MN FOje|=of OjX|l= o CH
of 245k, o[of CHot MEA AATEE KMAISIX} SHCH

31.1. 74A 1

Z+-EE Fiste 42 XF HIE 25t Fojsiofr st2
2 Z|HYHQHE =&t oaelo] HE+ES Fiists &2
20| Hlsl =A LIEFE H2E O & X|T, 2t2ko| 2|H L2l
HE +=F0AM Z=F FOj&ED HEE S04 Z2H o)
Ol CHH|XH= 2[HYLHIQIHEIL =3 W MA LIEFE ZO|Ct
Ol ZIHYHHEY =2 2% DiE0| 22f HEM Chafst
AMES E3gn [OIE DEHAH E O ZM(Beyard, 2001;
Wakefield & Baker, 1998; Schmitt, 2000), H|EE J0OHQ| =
7l 2lHYLHAHEI 22 o] Hlgl HLES= =O0tE Z0|
7| =2 o|ct.

7H2 1: 2|HIYHQHE +=F0| ¥E W(RTow)2Lt =2
[(RThigh) Z~Z(NPess)ut H|Z<4Z(NPnon) Zt
TOfe|= CHH|ZLO] & Z40|CH(MRTlow*NPess
- MRTlow *NPnon) - (MRThigh*NPess - MRThigh
*NPnon) > 0).

31.2. 74 2

2lHLHQAHET FOHE B2, 2HIMES EA8, 802

= ZI28g S8 L0 Ooigo § 3 A7 HEEH
(Wakefield & Baker, 1998), Ctfst AE G MH|AE EMTL
108 =222y, OMIE S0 =E&[0] FOiel=7} =0t
CHRisley, 1990; Reda, 1995; Sit, Merrilees, & Birch, 2003).
O[2{gh 2H|AMSCS| 32 LEHe=z ®OLSOX|= At 20|
AR SO AHAH=E0| MSEH FOHEE =2 &+ U
2 Zolch g3 2IHYHQIVET} Fe A, Qusl Ay
2= 2HAIZ ool dach 4FT 0ot WaA ES
HO|LIA BtS Z{O|CHFram & Ajami, 1994; Reda, 1995). O]
2 o5l 7HAZRS MIH0 Hejz8&2 &O|H2t: o
Z0f ggs OjXR| 2 Ao|ch

712 20 E[HYHQIHE £=FO0| &2 F(RThigh), A=
g(UTtran)0| FS5&Z2(UTacq)2Ct FOHC|E7t &=
£ Z0|CH(MRThigh*UTtra - MRThigh*UTacq) > 0).

31.3. 74 3

71A82Ql ME32 EAH7t4nte| HAE HetAZ] Mz &0
AgkE O|X|O{(Thaler, 1983; Thaler, 1985, 205; Lichtenstein,
Netemeyer, & Burton, 1990), ZHE JOjAZEO| AL HIZ
TOiBSHA AH|EICEMN Hdste FERE 20 ofL2t FA
7t X238 7 Xtolof| olst Heje 8= FOjel=of e
£ O0|& Z{0|CKHCai et al., 2016). BtH H|E4E J2OfAEO|
41 z[A3e| 7|FE E5Sts 5280 HIECHH oiF
TOHE Y Al = As T2 AU =EO0| HSE0fof
TOje|=7t =O0FA ZO|CHDarke & Dahl, 2003; Gelbrich,
2011; Ashworth & McShane, 2012). 12|22 H2j&E0| F
2 g™ 0jX|Y, elX32 olof Chet ™Al AR 0|
A TOHe|=7t =OtZICt.

7Hg 3-1: 25 TOiYE(NPess)2| B2 FS2&(UTacq)
O] AHei=&(UTtran) 2Lt FOHRI=0] Of B2 &
&2 0/E Aolck.

7H2 3-2: HIZF F0{eE(NPnon) Z9 H2{2&(UTtran)0|
FS28(UTaco) 20 FOiC=0f O B2 I
& ZAolct.

314, 7}A 4

ZHIYHQHET} £ AH|XZL E£=EE FO0icts &g
M 7tAgRlo] MSkle 8%, FOE st7| gt 7IF0| HAl
El 7t ofeh AH2Hel i = 27tX|2 sofLt HEX2| HE
0| 37151, Ol #2280 £HX IS 0/H Foie=E
= Z{O|CKCai et al., 2016). HIC|E 2|HLHQHET} £
2H|XP7E HESES F0icts 2%, 7HAERl2 Fojol ot
YIEE HSHEM Hzgo SEH F&2 0K, #
Oje|E & =OtZE Z{0|CHDarke & Dahl, 2003; Gelbrich, 2011;
Ashworth & McShane, 2012).

CESH Ofet #2 WEloz QIO MBSkl 29, ZIHYH
OIHE £F0| &2 AHXZ} L2 AH[XI0| Hs| HEHz]
e MOjEo=z J)740| 7|2Y ZI0|ZZ(Risley, 1990;
Wakefield & Baker, 1998; Sit, Merrilees, & Birch, 2003), H|
ZE Tzt EF FOel=Ert =4 LEFE ZAO|Ck
Olet HiTiz Z|HLHAHET K2 AHXIO| B2 EE
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O & OIS L7t D & Zd0|EZ(Fram & Ajami, 1994;
Reda, 1995), €& FOi2l=7} H[EF0| BISH =4 LIEf
= A0|ct

7H2 41: Z|HIYHQHETL 52 AH|XtO| A <2(RThigh),
L+E 04 (NPess)0fA| #5 Z=&(UTtran)
0| A2z &(UTacq) 2Lt FOHQ|=0f O 2
g2 O/ ZHo|Ck

7H2 4-2: 2IHLHQIHETL =2 AH|X}C| ZL(RThigh),
HE+E TO&Z(NPron)OjA  Hai| =&
(UTtran)0| #S5=&(UTacq)2LCt FOHOI=0f O
oo g2 OjF Zo|ch

7Fd 43 HEE 80| &2 ZR(UTtran), Z|HLEHQIHE
+F0| =2H(RThigh) H|Z4=E(NPnon) T0{2
EOt 2==F(NPess)T0{2|=0f| H|3{ =& ZIO|Ck

714 44 HEE80| 2 Z<(UTtran), Z|HLHQAHE
+F0| HOM(RTlow) Es=E(NTess) FLOH2| =7}
H|Z==E(NTnon) FO{e|=0j H|s} =& ZO|Ct

2 d7e SEHsE 24 2IHYHQAHE(RT, &3 high
vs. 23 low), FOIIEE(NP, 22 FOj4ZE: ess vs. H[E
E JojMZEk non), FOIEEUT, FEEZE: acq vs. HElgE:
tran)2 2 ZAfoh £ Q¥ FaRt 4ZAERNE 2M
7| I8 AEH2*2*2) 7+ Q21 A|(between-subjects design)S
O|&SIRALt. Ho|x==/E 0|83t ME AX| Ciekdl & st
O XHEF=Ql 240 (ZIEQI=163, 68%; SHli=77, 32%; W
& 30Cf; Oofd 39%)2 BE2RE MFSt, 2F T 30FA
SAQ| St F A Foi R FAOM of 202 7t A8E
B ZZF O KA=FE2 EAM 7 FOeEE FHoio T
Ch 7F X}O|HE H|WoIRCi<Table 1 &FE> MY HA| &
et HoHE ZYSI0  T-test, O|RZ 424 (Two-way
ANOVA)E HASIRCH, TS0 Falst 2171 YojH
32, 2012 =Nl 2t £Z0|N BlZHs T FxT} b
1l(ie., comparison of simple main effects)2 ZHAZSsl7| Q|
Green, Marquis, Hershberger, Thompson, and McCollum
(1999)0| H|otot L HIE HHZ 0|83 GLMEME Sl Tt
2t Fo|+=FES HmBICE

2 gFoM BSEss FOoER HECH, O &
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ROl £719 JHZolakn W2BHLINY 320 Chef 7

Table 1: Experiment Model
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Independent Variable

Dependent Variable

Retailtainment (RT)

Category High Low
Nature of Purchase (NP) Nature of Purchase (NP) .
. . . - Purchase Intention
Essential (ess) Non-essential (non) | Essential (ess) Non-essential (non)
Purchase | Acquisition (N = 30) (N = 30) (N = 30) (N = 30)
Utility (UT) | Transaction (N = 30) (N = 30) (N = 30) (N = 30)
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Table 2: Manipulation Check & Reliability

. A number of
Category Cronbach's o Patent Variables Contrast F
Retailtainment (RT) .97 3 High(5.53) - Low(2.10) = 3.43 462.35***
Nature of Purchase (NP) 94 2 Essential(4.77) - Non-essential(3.10) = 1.67 55.18***
Purchase Utility Acquisition .89 3 Acquisition(4.45) - Transaction(3.42) = 1.03 411
(um Transaction 93 3 Acquisition(4.06) - Transaction(4.69) = -0.63 44,29
***p<.01, **p<.05, & *p<.1
Table 3: Main Effect & Interactive Effect between Retailtainment and Nature of Purchase
Nature of Purchase Simple Main Effect
Category ; "
Essential Non-essential Contrast t-value
High 4.93 4.36 .57 2.28*
Retailtainment
Low 3.91 2.64 1.27 5.24*+*
Contrast 1.02 1.72
Simple Main Effect F_rrne(1, 236) = 3.97**
t-value 3.91%* 7.40%**
***p<.01, *p<.05, & *p<.1
DiX|2to2 o] FMEls SOt MMl KXY + Y 50 -
&8 M ctAoM 20iF O|0|X|Q HiZES X|SHoRE =&
AlZLCH 4.5 -
4.0 -
4. g__rl.éij_ll- Purchase |
Intention
Melo| ZAEZe s 2 oY HWF NS AWY B 30 - .
D5 AR [OSHA LIEtGCH, SE Mzt F&MHE |
(94) 25 =2 MZ|T Z4(Cronbach's )2 QI 2.5 1
PSS
<Table 2 £rZx>. 2.0
HIGH LOW

4.1. 2|HLHQAHESR} FOIEY

2IHIYHQAHELR FOIEH0| FOI2=0f OjXl= F&S
= e XIHSICI<Table 3 &Hx>,

2IHLHOIHES| CtxFZiKsimple main effect) 24
Q3 L-matixE 0%+ CHH| Y ¢to| Zif, BuA MD
(NPess vs. NPnon within RThigh or RTlow)= t(uRThigh *
NPess - puRThigh * NPnon) = (4.93 - 4.36) = .57) = 2.28**
0|1, t(URTlow * NPess- uRTlow * NPnon) = (3.91 - 2.64) =
127) = 524™2 QAQCh w3 POISHO| SreFEd 24
41t MD(RThigh vs. RTlow within NPess or NPnon)=, t(u
NPess * RThigh - uNPess * RTlow) = (4.93 - 3.91) = 1.02)
= 3.91* 0|1, t(uNPnon * RThigh- uNPnon * RTlow)
(4.36 - 2.64) = 1.72) = 740" 2 EAHoz Qo|st Zut
AL},

BIE|YEQIE £ZD FOHSA Atole] Rojelzof Ciet
ASEE G INF_RT*NP(1, 236) = 3.97**)= <Figure 1>t Z
C}.

AT

un

~ |

Retailtainment

== ESS ---l-- NON

Figure 1: Interaction between Retailtainment and Nature of Purchase

42. 2lHLHQHES}t IR E

EHYHAHE +=Fut FOZE0 IHE F0io|z=o| HH 7t
2 MEHEQYOD, Alt= <Table 4>2F ZC}.

B|H Y QIHES| Cra=FKsimple main effect) 2AE
s L-matrixE O[8%+ CHH| =g Ziel ZAu, HadA
MD(UTacq vs. UTtran within RThigh or RTlow)= t(uRThigh
* UTacq - pRThigh * UTtran) = (4.39 - 4.89) = -.50) = 1.90*
0|1, t(uRTlow * UTacq - YRTlow * UTtran) = (3.24 - 3.31)
= -07) = 262 ARUCL F Z|HLHQAHET} =2 22 &2l
a2 &8 H2m80| =OX|H FOeI=0 SAESE &

|3t Fok2 O|FeLL, ZHYHQHET e 42 Fiieg

ofsh
2 Jojolz0) SHEo=z Qo3 Hste DJX|X| UYL




Hyun-Seok Oh, Hongsik J. Cheon / Journal of Distribution Science 16-12 (2018) 57-68 63

Table 4: Main Effect & Interactive Effect between Retailtainment and Purchase Utility

Purchase Utility Simple Main Effect
Category — -
acquisition transaction Contrast t-value
High 4.39 4.89 -.49 1.90*
Retailtainment
Low 3.24 3.31 -.07 .26
Contrast 1.16 1.58
Simple Main Effect F rrur(1, 236) = 1.35
t-value 4.44*** 6.08***

p< 01, **p<.05, & *p<.1

Table 5: Main Effect & Interactive Effect between Nature of Purchase and Purchase Utility

Purchase Utility Simple Main Effect
Category o "
acquisition transaction Contrast t-value
Essencial 4.77 4.07 .70 2.67
Nature of Purchase
Non-essencial 2.87 413 -1.26 4.81***
. . Contrast 1.90 -.61
Simple Main Effect F_rrut(1, 236) = 27.95**
t-value 7.24%* 22

*p< 01, **p<.05, & *p<.1

ol Fo0je89 ChkexFmut 24 Znb MD(RThigh vs.
RTlow within UTacq or UTtran)=, t((uUTacq * RThigh - p
UTacq * RTlow) = (4.39 - 3.24) = 1.15) = 4.44**0|11, t(u
UTtran * RThigh- yUTtran * RTlow) = (4.89 - 3.31) = 1.58 =
6.082 ANz RFolgt ZutE ULk Lt 2|H L
QIHERL FOIRE 7 d2HERIE (FRTUT(, 236) =
1.35)2 SAHLZ [OSH| @2 A2 LIERLCE

43, FUHSHI} Toj=S

TOHEM =8 7t FOje|E BRI <Table 5>2f ZLC}
TOEMO| Che=FZ1Ksimple main effect) =M Q|
L-matrixZ2 O|&3%t CHH| F=H™ Ztol Zah, EFX MD(UTacq
vs. UTtran within NPess or NPnon)= t((uNPess * UTacq -
pUNPess * UTtran) = (4.77 - 4.07) = .70) = 2.67**0|1, t((u
NPnon * UTacq - pNPnon * UTtran) = (2.87 - 4.13) = -1.26)
= 4812 LEIHQICE F E=F FOj4EQ 42 &S
NSSHR| %2 W FOQ=7t A LiEtRtD, HE~E 04
gol 42 2el2 H3IdoioF FOjel=7t &A LtEIHeH, F
42 BF SAHHCE [olgt AR LIEMHLH ESH 289
Cte==g 0t 24 A1 MD(NPess vs. NPnon within UTacq or
UTtran)=, t(uUTacq * NPess - pUTacqg * NPnon) = (4.77 -
2.87) = 1.90) = 7.24**2 QOISO L}, t((UTtran * NPess
- MUTtran * NPnon) = (4.07 - 4.13) = -.06) = .222 EAA
o2 ROISIX| RAUCE Lt FOEMED FO2 8t H=E
251t= (F_NP*UT(1, 236) = 27.95)**2 =2 MIMUAHE L}
EMSAC}. <Figure 2>= FOIE4at FOiEE AtO|Q] FOHQ|:
Ol Chot M=Z85utE LIEHHCE
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Figure 2: Interaction between Nature of Purchase and
Purchase Utility

4.4. 2|HZHQHE, FOIESD FH=E

OIX|Zo 2 2lHLHIQHES| Feo| wat FoiS-dat Foj
280 FOiQlz0| DXl= Fd FO=E0| [HE 2| Y|
QIHEQ} FOfSH0| FOQ=0| O|X|= Fof| CHsH CrEat
Z0| HBSAL

HX, ZHYHAHEIL =2 FF FHEE 7R A
ole| FOie|==, EF UMY W, HH2BEL F=2
80| FO|E ZR H =& HEous EACHu(NPess *
UTacq) = 5.38 > u(NPess * UTtran) = 4.48). BtH H|ZxE
Fojagel A2, HSuguct Jugs =2 o 52
Higte EQCHU(NPnon * UTtran) = 530 > p(NPnon *
UTacq) = 3.41).
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Table 6: Main Effect & Interactive Effect between Nature of Purchase and Purchase Utility within High Retailtainment

Purchase Utility Simple Main Effect
acquisition transaction Contrast t-value
Essencial 5.38 4.48 .90 2.99***
Nature of Purchase
Non-essencial 3.41 5.30 -1.89 6.28***
. . Contrast 1.97 -.82

Slmple Main Effect F_NP*UT|RThigh(1, 116) = 42.98***

t-value 6.54*** 2.73**

p< 01, **p<.05, & *p<.1

Table 7: Main Effect & Interactive Effect between Retailtainment and Nature of Purchase within Transaction Utility

Nature of Purchase Simple Main Effect
Essencial Non-essencial Contrast t-value
o High 4.48 5.30 -.82 2.33*
Retailtainment

Low 3.66 2.96 .70 1.98*
Contrast .82 2.34

Simple Main Effect F_RT'NP|UTtran(1‘ 116) = 9.30***
t-value 2.33* 6.64***

©5p< 01, **p<.05, & *p<.1

CHEo 2 LHE HAEZMES ALESIo FOE4 Foi=E
2 247 SEAQ =F0M HeFaltE Hlush 20 =2
2IHYLHQIHE SHHoM FOISH0 [HE T80 HTXt
0] MD(UTacg vs. UTtran within NPess or NPnon)= t((u
NPess * UTacq - pNPess * UTtran) = (5.38 - 4.48) = .90) =
2.99**0|1, t((uNPnon * UTacqg - uNPnon * UTtran) = (3.41
- 5.30) = -1.89) = 6.28"*2 LEHLHD, SAXLZ [FlSHA
LHEHGATE

ok 2IHYHAHET =2 SEoM FORE0 IE 7
OiEMo| EHXt0] MD(NPess vs. NPnon within UTacq vs.
UTtran)2 t((uUTacqg * NPess - pUTacq * NPnon) = (5.38 -
3.41) = 1.97) = 6.54***0|11, t((uUTtran * NPess - pyUTtran *
NPnon) = (4.48 - 5.30) = -.82) = 2.73**2 D= EJXHo=z
Q0|st Z{O 2 LIEISICt. <Table 6 & =x>
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Figure 3: Interaction between Nature of Purchase and
Purchase Utility under High-Retailtainment

<Figure 3>2 =2 Z|HIYHQAHE =F StojM FOHESL}
28 7t MASEEFINF_NP * UT|RThigh(1, 116) = 42.98***)
£ LiEH QACH

5 HE, 2SS Sl AH2E 80| 52 49 ZIHYH
QIHEQN FOIE-d ALO|2| T2 X}0|E AI{EULCH

HAY Hlzg& A=oM ZHYLHQIHE =FO0| =2 O,
2EHD HE$E FOHEI § =A LERRRB
(RThigh * NPess) = 4.48 < p(RThigh * NPnon) = 5.30), 2|
HIYHQHE +=F0| X2 4%, % TOe=7l HEFE
HOb =H LIESCHu(RTIow * NPess) = 3.66 > u(RTlow *
NPnon) = 2.96).

LHE HHEMS ALBSIY Z|HYHQIHES FUEHLS
22t SEEQ +=F0|M tteFI)E H|We 4t HYzE
O] FO{Zl =tA0M ZIHYHAHED [ME FOHEHS B
XI0| MD(NPess vs. NPnon within RThigh or RTlow)= t((u
RThigh * NPess - uRThigh * NPnon) = (4.48 - 5.30) = -.82)
= 2.33**0| 1, t((uRTlow * NPess - uRTlow * NPnon) = (3.66
- 2.96) = .70) = 1.98*2 LtEILD, SHAXH2ZE [OIStA LIE}
ALt

Eot FOEMo mE ZIHYHQHES HZIXO| MD
(RThigh vs. RTlow within NPess or NPnon)= t((uNPess *
RThigh - uNPess * RTlow) = (4.48 - 3.66) = .82) = 2.33*
0|4, t(uNPnon * RThigh - uNPnon * RTlow) = (5.30 - 2.96)
= 2.34) = 6.64™ 2 LIEILL, SAXLZ [JOISIH LIEFGLE
<Table 7 &=x>

<Figure 4>= HHHE +F sj0jM TOIEMT B8 7+ 4
ST IHF_RT*NP|UTtran(1, 116)=9.30***)& L}EfLjD QICt
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Figure 4: Interaction between Retailtainment and Nature of
Purchase under Transaction Utility
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