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Abstract

Purpose — The present study theoretically reviews the use of power norm according to the cultural orientation of consumers
to categorize the shopping value that corresponds to the use of the power norm when consumers use local food stores.
Research Design, Data, and Methodology — Based on the data collected from the survey to 130 undergraduates, salaried
men and people at large, the group with cultural value orientation was divided further into the group of horizontal
individualism and that of vertical collectivism by using cluster analysis of SPSS 18.0 program. And regression analysis of
SPSS 18.0 was employed to verify the hypotheses.

Results — The following conclusions were shown in the empirical study. First, in the group of vertical collectivism,
contribution to regional profits and competitiveness, economic value and service superiority can positively affect the attitude
to the local food stores while the social responsibility activity in the community can't. In the group of horizontal individualism,
however, contribution to regional profits and competitiveness, social responsibility activity, economic value and service
superiority were all found to positively affect the attitude to the stores. Second, the distinctive shopping value of the stores
such as escapism, entertainment value and prestige does not affect the attitude to the stores. Third, the positive effects that
the stores' level of responsibility for the outgroup community can exercise on the attitude to the stores turned out to be
bigger in the group of horizontal individualism than in the group of vertical collectivism. Fourth, the impact that the degree of
the stores' contribution to regional profits and competitiveness has on the attitude to the stores was found to be positive in
both groups. However, no difference existed in the degree of positive effects between them.

Conclusions — Marketing managers of local food stores should pay more attention to managing their contribution to practical
shopping value and to interests as well as competitiveness of regional society, and to persuading consumers of the
horizontal individualistic group by performing responsible activities for the outgroup of local society regardless of the types of
consumers' cultural orientation.
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<Table 1> Culture Type-based Goal Norm of Using Power and Value Pursued in Market Usage

Cultural Orientation Goal Norm of Using Power Value Pursued in Market Usage
Horizontal not distinguished from others but market uniqueness (individual’s prestige, entertainment value, visual
Individualism Individual uniqueness attractiveness), utilitarian shopping value.
Vertical distinguished from others, high level of market prestige distinguished from other market
Individualism status via competition (prestige value of store brand), utilitarian shopping value.
Horizontal common goal with others, market's responsibility for regional out-group society, utilitarian
Collectivism not submit to authority shopping value.
. goal for in-group, submit to the will of market and region bound together by a common destiny,
Vertical - P o !
- authority, contribution of market to profit and competitiveness of region,
Collectivism . T C .
in-group competitiveness utilitarian shopping value.

Source: This Table was developed by authors of this article
=ohe OieP7t Yoz A8EE A VeSS =EOM
otot. 22 2310|E(frameworks)2 X|2Fdh= 237t Thelel
o|n|et ArE=E0| ot MEO|L Ei=E OEAH BiYSH=7t
off Ztsto] ThsiLth|, Torelli & Shavitt(2010)2| 23X &
YE LiQIALE2l 7|E2 <Table 1>1f 20| QOFE == ULt
H 7HK fRYo 22t Agd2 2= Zo0| EMot=H, &
HIAZE A=l &2 ®ofof w2t o 22t8 X|ehdterts
SHetE 4= QUCKTrindis & Gelfand, 1998). Lot 23t X|2F40|
M OWRl = AT ZEe| Ko7t ey SYotA A-Edto] It
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2k O3] 7HX| MAHE|E MSTICHHP4) So| 4282z =
YOIRUCE LYEE2 Le 2™ Lo siEHs =l
1 O] o &Fde| ZICHHE), Of ZZOM &£dsk= A
of M CE 2RE LSS HA=CHHE2), O] FIZO|A T3t
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<Table 1>0{|A =2} X|gtdE LYALEL| ZH0| CiSSH=
2H0|Me| 7t BF A7 F=H7F & 4= UCH TG A
o0 M2t Atz £H0| HAUE AH|IXE2Q| 22X dE0|
CHE &= ACE E2X|@Ee0| Y| 74| RHELZ FEk=7t=
<Table 1>9| CHZHIEO| EtEES EAMSL7| ot MM Z=HO|
ECh MEtM 2 A7 HEZAK|FQ| AH[RHEQ| 217t
of RGBS TABIO] AFATO| FHE K07 Lt

MY HORISS ChYSR +TH JoIFol, 5T ol
of, +TN HEFO|, +HY HOFo B2 ZHERZ S
WSt SPSS18.00 A K-Hi & &XM(cluster analysis)S
HABIRIEE], <Table 2014 UEHS 42 st 220 MH

20| OfET, 22 o= Zoo| ZHIIN FHN B
N#0| 33 RF20IN ST HHOIFONFO| A LIErHTE
M2hA 5% HERO|(=T10)9f +BX JHRIF0|(e=753)0)
SHye SYsto] KBRE PHENS HE2 MRS
1 At <Table 4>9| 3XZHL| 120 +=BE J{F9|
7t 569, 2@ F0IIM =Z2X FEFO|7} 56622 AlEE|RUCE
oty 2 g7 ASHZTA
grdeks +EA J{elFel FEL

-

-

Holgt mextsel 2K

—

|
P SNE FEROl FHos

— H -
gl
<Table 2> K-mean Cluster Analysis
first cluster second third cluster
cluster
12 3] 4| 1 2 | 1|2
horizontal | g 5 | 557 | 339 | 523 | 470 | 580 | 5.69 |4.54
individualism
_vertical | o6l 390 | 364|519 | 424 | 4.60
individualism
horizontal | 5 o | 501 | 517 | 4.06 | 531 | 453
collectivism
vertical | 5701 4 45 | 5.55 | 4.19 | 549 | 4.16 | 4.32 | 5.66
collectivism
N 40 | 34 | 32 | 24 | 82 | 48 | 64 | 66

JEln RN FYEES| TE SBH HoIFo| HTto)

A =
S5 FekFol

ZO| A Xto|7t U

<Table 3> The Results of ANOVA

cluster error
F P
average DE average DE
square square
vertical 58567 | 1 686 | 128 | 85.314 | .000
collectivism
horizontal - 45 g5 |4 796 | 128 | 53.939 | .000
individualism
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[[f2}A <Table 1>9| LIS <Table 4>2F Z0| MEZFSIH
Ch BN ZTolofA Hmo| QIEEt K|S0 izt Mol
ge mmo| Lzt elmEt 710] +BYE YRS o]
7| o] +EH JjoIFo| AHXF ZHEE HmO|ROM
G ERETY

Jeln X AQIFololA MEI} ERAET T
% IAI—A‘I(I-!iI:IEHI: 0|AI—7|»X|)O X‘Ii 7|-O| AKX Ol)xl-
LRSH= J§EH0|7| 20| L£EIHOI=O| FCt} 2XIF
AT B0 o= A YwEoz ChSH{ESI|T} of
et HE7} ERAIRDE THEE 52 YAM(EEEUC
ATHR)E RIAHBIRCE

rir
10 mjo HiF

Hiox

o
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<Table 4> Culture Type-based Goal Norm of Using Power and
Value Pursued in Market Usage (revised)

M Alg|Ao| e goick

d2|0 & Hp59| =HEtSH(convergent validity)g A
=517| 2|oll, SPSS18.02| F=MH& R Q2l&M(principal component
factor analysis)S H|2|2A(varimax) 3|MEHOZ MA|SH ZAqf,
THEIFE0| LB EIRUACH<Table 5> FZ).

<Table 5> The Results of Principal Component Factor Analysis

measurement components
tems | 4 | 2 (3|4 |56 |7|8]|09

HE3| .901 | .019 | .183 |-.068 | .103 | .084 | .006 | .141 | .035
HE2| .894 |-.011] .109 | .148 | .099 |-.039 | .139 | .099 | .097
HE4| .826 | .146 | -.003 | -.161 |-.007 | .173 | .160 | .118 | .007
HE1| .798 |-.068| .343 | .203 | .139 | .111 | .092 | .079 | .045

escapism

Value Pursued
in Market Usage

Cultural Goal Norm
Orientation | of Using Power

market uniqueness(individual’'s

not distinguished prestige, entertainment, market’s

Horizontal | from others but L .
o . Lo responsibility for regional out-group
Individualism individual . . .
) society, visual attractiveness),
uniqueness S :
utilitarian shopping value.
goal for in-group, | market and region bound together
. submit to the will |by a common destiny, contribution
Vertical . )
o of authority, of market to profit and
Collectivism . " . A
in-group competitiveness of region, utilitarian
competitiveness shopping value.

kA Chgat 20| 237t

mjo

Ml

<Itd 1> 2ZERE HEO| H8H LTTH| E(L %‘0
29, BNH T, MHA 254)0] 22X
70| 2AG0l 2ZFE HEEH=0| 38
s o/ Ao|Ck

<7|.AE'I 2> §?4J-L|: I—Ii0| %E)g ﬁ;éljl.il(OIM-El-* QEI-
7t @ldl) +F0| 2HRE FEEHEO| D[X|=
%ng&‘lol_l %I%kg _/'\_IIX-I KIE|—7<O| XIE}EE'. A.u.#

o Jfelzel MM & 2 AOolCt

k=3
yNL=13

o
3

b 3> 2HFC HEO| QYR XISARI) CHE A
470| 2UFC FHEel=q) ojxls 2Nl o
ge SN FERO| FEEch 2B HoIFol

ZErolAf of 2 Zojck

g 4> X4ufelel ool By 2HEE Bl )
olzrt 2REC Fmejzol ojXls 3FHe ¥
go +H JoIFo| HTtuct 25N HEEo
ZerollMf of 2 Zojck

S0 MEZ|M(reliability)S ASSH7| 2/, Cronbach’s
a2 LA ztM(internal consistency)s MM EUCE 1 ZAat
%5*53—912 X|90|2l7|04=.901, 2E2t7}+X|=.882, K|H*HQ
$5=000, ALSSM=788, ZK|7tK|=860, A|ZtH Oj
=811, Q[Al=.844, MH|ARSM=765 S22 LIELLICE M2}
M HEHLES ME|=7h YHE Ol 5{8X|Ql 0.6 Lt =0t

SP3| .056 | .862 | .080 | .247 | 123 | .208 | 131 |-.007 | .029
contributionsp1 . 017 | .807 | .028 | .243 | .113 |-.085 |-.055 | .006 | .293
to regional
profit  |SP2| 023 | 793 | 121 | 352 | 199 | .180 | .079 |-027 | 104
SP4| 057 | .722 | 153 | .074 | .138 | .363 | .147 | .240 | -.071
HP2| 128 | .140 | .850 |-062 | .049 | 189 | .216 | .084 | .047
entertain- |HP3| .085 | 176 | 792 | 200 | .110 | .134 | .240 | .079 | .074
ment  |HP1| 193 |-079 | .717 | 274 | 037 |-076 | 212 | 135 | 116
HP4| 302 | 173 | 703 | .271 | .045 | .100 | .193 | .099 | 175
responsib- |CS2| 032 | 283 | 213 | 810 | .19 | 051 | .154 | .138 | 137
ility for |CS1|.001 | .342 | 203 | .758 | 156 | 093 | .128 | .123 | .079
region |cs3| 032 | 410 | 159 | 731 | 476 | 172 | 158 | 038 | 117
shopping |UE2| 133 | 162 | 170 | 100 | 815 | 169 | 147 | .082 | 141
effective- |UE3| 122 | .097 | .055 | .005 | .761 | 133 | 110 | 113 | 216
ness  1UE1| .033 | 215 |-.023| 296 | .750 |-.008 | .040 | 128 |-099
economic |EC2| 097 | 165 | .094 | .078 | .036 | .875 | .157 | .038 | .106
value |EC1|.159 | 206 | .117 | .102 | .239 | .835 | .049 | .130 | .043
visual |HV3| 129 | 212 | 188 | .158 | .031 | 164 | .786 | .065 | .082
attractive- |HV2| .130 |-028 | .364 | .086 | .138 | .114 | .761 | .204 |-.005
eSS Inv1| 154 | 059 | 332 | .157 | .207 | .033 | 672 | .037 | .158
IP2 | 150 | .063 | .117 | .118 | .129 | .026 | .166 | .887 | .002
IP1|.309 | .046 | 198 | .117 | 202 | 188 | .062 | .796 | .174

prestige

service |SR2|.153 | .251|.239 | .182 | .261 | .100 | .130 | .148 | .770
superiority [SR1| 081 | 192 | .266 | .296 | .123 | 450 | .238 | .042 | 549

Eigen value [9.854|3.454|2.076|1.566|1.498|1.109| .952 | .862 | .734

Explained g 108 10 700 7,688 | 5.799 | 5,549 | 4107 | 3525 | 3194 | 2718
Variance%
cumulative 44 1o6149.200|56.978|62.777|68.326 72.432{75.957 79.151/81.860
Variance%

7t HEHER 9o SEWS 220 Cfsio] BHAHEESD
EEHeIoZ 3| A|ZICH<Table
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<Table 6> The Results of Regression Analysis
Dependent: Local Food Store Attitude

Vertical Collectivism Horizontal Individualism

Independent
Variables | Beta(B) | t P | BetaB) | t P
escapism .009 121 | .904 -.022 | -263 | .793

contribution to
regional profit

entertainment .057 .665 | .508 -.061 -.546 | .587

responsibility

.360 |3.668| .001 .338 | 3.596 | .001

145 (1.427| 159 235 | 2120 | .039

for region
shopping 116 |1.664| 102 | -179 |-1.937| .058
effectiveness
economic 182 |2429| 018 | .325 |3553| .001
value
visual 044 | 524 | 602 | 072 | 700 | 487
attractiveness
prestige .013 .184 | .855 .024 278 | 782
service 264 |3.101| .003 | 314 |2597 | 012
superiority
R 823 733

SHEMAL XY FCFEoIFTME  X|90[27|0f(B
=360, t=3.668, p<.01), BH|7tX|(B=.182, t=2.429, p<.05), Af
H|AQ44(B=.264, t=3.101, p<.01)0| 2HTE HmEfz0| 2
Yol e F1, £EF JHAFFLoM = X|20[7|of
(B=.338, t=3.596, p<01), X|HALS(R=.235 1=2.120,
p<.05), ZAH7IK|(B=.325 t=3.553, p<.01), AHAR4AEP
=314, t=2.597, p<.05)0| 2ZHZE FMILEY0| SHEQI Fk
2 FE ZoZ ALt

Mt <7t (ZZFE FHEo| H8H adIH| +F(
Lo| e, ANA JHK|, MH|A 244)0|, 23} g
oA glo] 2ZEE HEEjzO TN FES O

2 2o BEN0| £ YT BEOIN YD FA YX/T,
AE JHxer MHA aN2 BHH @BS Fr oz 4

Heof, £EHOR X|X|/9iCt
DM ARHRC FEO| S5 AWIK(UYLE, 227}

X, SIAl) +70| 2HEC HEef=o| OjXls IHHO Yy

2 %X FoFo| Yetwch SEN JjoiFel Y

2 Jolch & FEF BEOIN ROl $e HOR A

=of 7|ZEIir,

<IHd YRHFES HEO| QTEH KGO TS MY
F0| 2UFC YEE|=0| OjKls SN Ay NN
EizFo| FEhwth B JfIFo] FEtolA o
X| K| | ACt.

I} 4(RIMfBI0| 0|9yt FYHY| BHRE MmOl H|o]
=ot 2ERC HEEE0 0jKs 3H Yo BN I
ool FEbELH $5K HEiTo| HEtol O 2 HolCh>L,
S8 Jfelzol Yetnh $IF YEF| YEk 2t0] XYM
o o|ojat Mol RHRE YmO| J|0j=It [, 712
Z| AL

mlu
s
o
o
v
rlor

5 Z&
51. ¢l Qof

2 fies BEHFEL Fzof| oot AH|Xte| EfE2010| A
AH|XRZL X[@ste 22t 30| mHejAtgel SX
g2 0[X|1, AH[Xe| DtAAE S HO| AH|X| 2
ZAEE FZO|BOIN RS M2sts LWIHKIE 28
= UL} mEtM &2 ATE, AH[ARe| E3UHA| X|gddE o2
oz ZESIN F25td, F2UHK| K[| IHE TYALE
TS AMESInt 2|0 TIARE T i35tk 4T
£ O|EXoE AESD 2FSIGIC

2 g7, 71FL Aol BAE &TIHK| S| /Y, £ B
ZFEL FImo| ARl Mztasit X|GALz|el A= 7o
Ste A& AH|Re| 2EZEE HEEEO FE2 0X= 2
eloz MFESIQICE 2| LTS /Y, £ 2EHELE H
IOl A2l MAZFE X|YAte|e| o|at Ao 7|05t
FE7b AH[Rfe| EAFEE FEEHEO| FTE OK|= E=
AH|X| 23t X f0| ZHSH=TIE 7HEE dHS|
HEEAMSQICE
HEZXA0]| Eojot stEsHY S REeln el 130F2
AI2E Ao Z SPSS 18.02] K-mean Cluster Analysis T2
OME AFBSIY 237K X|&F(cultural value orientation)
FCtE =8A JjelFel A8 #2& FuFo| AF0E T
=otdl, 2EHFEE F=;O| Cfst AH[Xe| Ef=R201Z SPSS
18.09| regression analysis T2 1o F ASEMGI0 CtS9|
ZdIE ULk

A, +=2& HotEol AF0As X|go|nt ZM=o) 7|
O, 4X|7tX|, MH|AL24(service superiority)0| EZHEE M
HEHEO| AR I F0, XA MAeE2S 2EEFEE
TEE O FoS FX| Rot= A= EMEIQL, BHH =
H JiQIFL| OE0|ME X|F0|at A0 (0], XAtz
Molsty, AHMZHA, MHARS4E0| B EHAFEE FEEfE
of 3EHQ Fe2 F= AR AHI(/UCL M2t Z2IX[E
Yo A glo], 2dxE Fxo| H8X AUWIIX|E 2|O|st
= dMA JHK, MH|A 24/d0| EHEE FEE|E0 SEEH
gdoE F= AR MEHLQUCL

=N, EZFE FHmo| 55 4TIl YHEE, 28
K|, |AI7kK[e] =F0| =A™ FLtFo| O g0t +=EHH Il
of 0N B EHFL HIEEZO S FX %= A
o2 EAML|QCk

MR, 2ZFEE FEO| QFTH X|DAI|0f CHpH M=
0| EZFL FIEfLO| 0K SYEQ g2 2N FE
Fo| AEHOH =8A J{Fo| AF0N & IA LIEHRLCE

Ciml, X|9Atzle| oYt Ao CHst 2ZFEE FEQ|
107t EZAEE FEEHEO| Ol g2 +=83H JjeF
o Ogut =A™ HEFO AF0NM SFEOIL, & &
Ztol A FEFETE XHo|7t gl A= LIEHRLCY.

-1 oo o

1l

1 rir

A
—_

5.2. G7o] AAED oHA
SZEDONM 28X LTTHK|2t X|HA=|Q| o]t FYH

29| 7|0j=7t 2HRE HAEEHE0| 37
Xl= =7t =84 Jielze] a5l =5
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FEES| AF 7H0) Ko7k ot =gt 2HTE HEo| 9
FEE RIARRIO) Chet MNAFO| SEN FYEEo 1gH

Ch =84 JielFel OE0M 2EFE HEEEO| OX= 3
FHQ g2 H 52 =Moo, o|F2 EHO| 7|05t
Ct.

J2|n 2ZFE FHEo| O ERE ks AH|Xte| EobX|ef
70| 2ARIO| HEY LTIIKQE X|HA=|2| Ofiut
Hofl tiet 2EFE H2o| 7|6=E 2|SHoF St =t 2
YT RGAr=|of CHEt MAQUE 2SS oto +=EH 7jAF9
89 AH|IXE 2S580F g2 HE|H AMF2=2 HApiCh

= Aol Zit 8l o|9f siM2 R IIX|Q| oHAF ST St
AP0l A0M HEH FZof A0 HSF SO g |
o, ol2ist ENESES SH&st| flsf &= 2ot e a7
7t = =[O0{OF BHLY.

Hm, fe|LetofA 2ZEFES 2ofX|hdgnt HE &
ZEXlof ket A= Aol Bl= =7|H AFo7| 20, 2=
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