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Abstract

The purpose of this study is to develop a measure of service quality in the traditional market by examining previous
research on the service quality of the traditional market studied so far. After defining basic concepts through
definition of traditional market and existing studies, 5 categories of configuration items for SERVQUAL
measurement in traditional market were made up based on existing researches related to definition of service quality
and service quality of traditional market. A survey was conducted on the items that fit the intention of this study and
various statistical analyzes were conducted. Statistical analysis was performed using SPSS 22.0 and AMOS 22.0.
The reliability of the items was measured by the reliability test, and the predictability and accuracy of the items were
examined. The validity of the measured variables was verified through confirmatory factor analysis. Reliability,
empathy, responsiveness, certainty, and tangibility were the most important factors in this study. Responsiveness
factors include communication, time reduction, real time, promptness. Assurance factors include the assurance of
delivery, prompt answers, product knowledge items. Tangibility factors include, convenient device systems, location
information, presence as a fact, and as a result, the latest modern items are adopted. The quality of service in the
traditional market developed in this study was found to be good in reliability and validity test. Confirmatory factor
analysis result using structural equation model also met the conformity index standard. If service satisfaction is
measured based on this research, basic data can be presented to policy makers who implement policies on traditional
markets to make the right decisions. In addition, it will be able to provide traditional market operators with
operational strategy and marketing data. In the future, based on the traditional market service quality scale
developed in this study, it is necessary to grasp the factors to be continuously managed to improve the service
quality of the traditional market, user satisfaction, and intention to use.

Keywords : Service Quality Scale, Big Data Analysis, traditional market
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Table 1: A Study on the Activation of Traditional Market
Researcher Contents

Through the success factors of successful overseas traditional markets, we have suggested

Jang (2018) sustainable and future oriented ways of Korean traditional market.

Modeled on the modernization project of Jeonju South Market, Commercial items, tourist
Ko0(2016) attractions, and young merchants, and studied the decline of traditional markets and
countermeasures.

Through the study of problems and improvement plans of the government support policy,
Lee (2015) we concentrated on the cases of developed countries in the US, Europe, and Japan and
conducted empirical studies on the results with or without government support.

The characteristics of the cultural and emotional attributes of the traditional market are
Park(2014) characterized by the fact that the concept and characteristics of the information are
differentiated factors and the relationship quality is studied.

We analyzed the differences in perception of activation between the Soo-Yoo village

Park(2013) market and the Mot-Goal market as active effect models.
And emphasized that the traditional market introduced cultural programs in the cultural
Ryu(2012) . .
program typification through culture.
In order to revitalize the traditional market in Daejeon area, we divided the traditional
Kim(2010) market of Daejeon into various types. According to the characteristics of the market, it is

divided into regional commercial type, specialized specialized type, neighborhood living
type, and structural conversion type.

Introduction of traditional market that sells culture with traditional tourism market policy
Choi(2009) Introduction of differentiated project that can bring the culture of the traditional market to
charm centered on contents business which utilized market's history, region, Respectively.

The physical and non - physical factors are divided into thirteen kinds as the activation
factors of the traditional market. Physical factors such as toilet, parking lot, etc. Were
deduced. Non - physical factors derived the volume ratio, simplification of city planning
procedure, and brand development.

Lee(2007)

The traditional market plays an administrative role in the public role and it asserts that the
Song(2001) traditional market can be activated through administrative support, financial support and
institutional support to the visitors.

Oh & Kim The study is characterized by dividing development type according to market location
(1997) characteristics and by type
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PZB(1985)0l A AMH|A ZFZH|l 107tX| AXHAE2 X|ZHE MH|A
NE2= MBI AH[Xf

= B (Perceived Service Quality)2|
= AMH|A 7|90] G5 MBofor othtn == ME|AF dHZ 7Yl
HSdt= MHAE "= 80 MBS &2 o 2o A0 Ofsto] X|ZtEl MH[A~ FZHO

A& X|(Perceived Performance)2|

xFOI2HT FEBCHKim, 2013)
PzBS| 107HK| Xtel 97 @%g MHA BUZ ZHeX Zria FEE RYetol 1239
DIES AN AHA BHO| Y P22 MY HOICL O|UA 107HK KYUSE THE MHA

SEO| 28a2s HorRiLt.

of7|0f HA[E 107tX] XA &z72t FSE2EEXE WES XU U7 {20 H=sHAH AEHE[7|
Olz{® HOo| QCt ot 1 JHQINOl 83Tt MH|A T|Yo| AUFO| M2t 2™ 225 7o
HHe 2 40| CHE = ULKLim, 2013)

MHA BE2 FHEQ ZFOo| ofHCL HIE FHY, oY, MAtnt Avlol HE2[Y Olzhs
37tX|1e] 4 MjZO|Ct gtH FHO|Z SO|L LMt 22 ANl Hz2 FJ0| 7hssict
O|M3 MHA ZEXS AR ZX I glooz MHA 7|Q¢o Z& BHE QiMe AMHA
SO e nzo| oIS FF5= AOICkHKim, 2013).

MH| 29| S FHSHI| T MH[A 7ol ¥FO ME CHE ATZEE QEMHIANA HEH
Yol A HWILQQAES HMAISH| ol BHEAM A(exploratory study)S &3S0l DZH0f A
M3E AMHA7b nZio| J|ojstE $£FEES Ot FSFAZLLE EItstes AMH|2ol HE

HOIl7| = SHYCHCho et al., 1999).
PZB= 1988EF0|= 977f &=& 2271 @222 F0 57tX| XH@2Q| SERVQUALS 7HLSHRULCE
9% 5K X2 P dTangibles), A2’ (Reliability), SE‘d(Responsiveness), =AY

(Assurances), &Z(Empathy)2 2 =2 2HHSIFHCHPZB, 1988).

Table 2: Five Dimensions for SERVQUAL Measurements

Dimension Summary Definition
Tanible Physical facilities, equipments, appearance of contact persons, modes of
& communication means
Reliability Ability to perform the promised services accurately and reliably
. A service that helps an immediate customer or a degree that can help a customer's
Responsiveness
request
Employee manners, knowledge and attitude, ability to give confidence and
Assurance
confidence
Empathy Ability to express individual interest and affection for customers

Source: Zeithaml &. Berry(1988).

2 YMMA| B2 MHA FFE AN 7242 Ryez AEEL U
SHAITE okl X0l =5 2320 @RE 2752 AAES MSSH7|7F oEbts HES

woten QUCh Ol I¥H =W 2y SHS 25 F75H7| fE0|o.
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Table 3: Five dimensions and configuration items for SERVQUAL measurement
Dimension Configuration Item
1. The latest technology and equipment
. 2. Physical, visual equipment or facilities
Tangible 3. Tidiness and cleanliness of employees
4. Facility where service is executed (atmosphere, interior, etc.)
5. Promised service, time compliance
6. Ability to respond to customer complaints
Reliability 7. Performing the right service at once
8. Ability to observe appointment times and fulfill appointments
9. Maintain accurate manual of service
10. Describe the details of the service (waiting time, service method)
Responsiveness 11. Employee's prompt and excellent service
p 12. Dedicated support to customers
13. Rapid response to customer requests even in busy workplaces
14. Reliability of customers to employees
15. Secure transactions between customers and employees
Assurance .
16. A courteous and polite employee
17. Employees who deal with customers proficiently
18. Employees who give personal consideration to customers
19. Employees who provide convenient time for customers
Empathy 20. Employees who understand your personal needs

21. Employees who are interested in knowing the customer's interest
22. Employees who understand customer needs

Source: Parasuraman, Zeithaml & Berry(1988).

Table 32| CiA 74X XtRAQ| fge=2 HEO| JA7|&= it O OlfE ot 8 X0l =& =
RFEIL A7 WZOILt. ol =F=stn HEHQ AAEES MSst7| OfFECh HZ argH ZHit
A0H FEHS 25 Gt A7 WZo|nt £F Yo mEt MHA~ FEE 58 40 siE
Ao E40| REE ZPLFS +8S= AO| EASICH(Fisk, et al, 1993; Oyewole, 1999).

MEAFO MHA B0l Be @7 e HASH s CryeA HIol =9t S
PZB(1988)2] SERVQUAL =382 <l 57HX| XEel dfs Xgk H2 AMH=Z HE59
ARE[OX|1 QUCH CHE2 MESAIEQ SERVQUALEEE 9t 57KX] XE SFsh Mo+
At S O|Ck

Table 4: A study on service quality of traditional market

e U &

The results of this study are as follows. We examine whether service quality of

Kim(2015) traditional market is directly related to customer behavior intention, and whether self-

efficacy and customer satisfaction play a role as parameters.
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Park(2015) Traditional market traders Confirmed significant explanatory power for service quality
models, TAM models, and motivational models for education in universities.

Chu(2014) In the relationship between service quality and customer value in traditional markets,
three out of five service quality factors have a significant effect.

In order to study the effect of traditional market education service quality and
Ko(2014) psychological characteristics on behavioral intention, hypotheses were established based
on previous research results and research model

Traditionally marketed education service The empirical test of mediating effect of
Choi(2013) merchant consciousness and sales expertise on the effect of quality on business
performance

In traditional market service quality analysis results, it is proved that quality service
Kim(2012) quality satisfies customers and customer satisfaction has a significant influence on
intention to return to traditional market

Traditional Market Education Seek ways to enhance the five factors of service quality
Maeng(2011) (education environment, instructor qualification, education administration, quality of
lecture, consideration of the student)

Service quality factors according to merchant consciousness

Lee(2011) And Customer Satisfaction

An Empirical Study on the Effect of Service Quality in Traditional Market on Customer

Kim(2008) Loyalty, Customer Satisfaction, and Revisit Intention

Source: Author summary

2
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Table 9: Confirmatory Factor Analysis Result
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