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Abstract

Purpose - The purpose of this study is to examine the effect of basic value satisfaction on service quality evaluation and
customer loyalty and the moderating effect of Bargain-proneness in this process. Specifically, | analyzed the influence of
basic value satisfaction, the mediating effect of service quality evaluation, and the moderated mediation effect of
Bargain-proneness.

Research design, data, and methodology - Data collection for this study was conducted for adults over 18 years of age with
shopping experiences in traditional market within a month around the traditional market in the metropolitan area. A total of
250 questionnaire response data was obtained.

Hypotheses were tested using SPSS. The PROCESS macro method was used to verify the mediating effect of the service
quality evaluation on the relationship between basic value satisfaction and customer loyalty. Hierarchical regression analysis
was performed to analyze the moderated mediation effect of the bargain-proneness tendency.

Results - Empirical results showed that the basic value satisfaction affected service quality evaluation and customer loyalty.
Specifically, it has been found that it directly affects customer loyalty and indirectly influences through service quality
evaluation.

The moderated mediation effect of the bargain-proneness tendency in the process of basic value satisfaction affecting
customer loyalty through service quality evaluation has been verified. In other words, the higher the bargain-proneness
tendency, the more influence the basic value satisfaction has on the favorable service quality evaluation.

Conclusions - This study contributed to the distribution literature in that it attempted a new empirical study considering the
variable 'bargain-proneness tendency', which had not received much academic attention in the past. Furthermore, this study
contributed academically in that it presented important moderating variables that should be paid attention in the field of
distribution studies. In this study, bargain-proneness was used with a focus on traditional markets, but this variable could
play an significant role in future offline distribution studies that should pay attention to meet hedonic needs of shopping.
These results suggested that traditional market practitioners should focus on the basic value and that the bargain-prone
consumer segment should be considered as a target.
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Kassaye(1990)= Z7(bargaining)S ‘TOfAIR} ZHOfX} AfO|
OlM HOX|= FEE(give-and-take)of| 2HE ST WS
o2t Folgtgict CHE AF0|M= O|E 'haggling'ol2t &
oI5| StCHDawra et al., 2015). AH|X} SS9 HL0=
M, HNEg 7ls, BEF, MH|A & CHot ZHO| ZEhECh &
HIXIS0| 882 ot= Olfe ECt L2 7HKE geds A
OlMEE TOjXiRt &7|& ZAE dddts ANA| i ChY
SlCHSharma & Krishnan, 2001). O|2{st O|[Z QI AH|Xt
=0| 88& Mz5le d¥E 8% M=(bargain-proneness)zt
1 StCHDawra et al., 2015).

Evans and Beltramini(1987)0f 9|3l AH|X} S 10
Reb THOiXE AtOlo] 21 M2EEE EHRE dh= AlRE ot
M(social process)O|Ct. HI™H Kramer and Herbig(1993)2 ==
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o FZ EAE =olsty] 2O st AlR|d HAHE F@A
St aPgE ZBEIChe oIk 5789 S7(9F EE N
ATE =3t Jones et al.(1997)2 SHO| HIFENE 7|2
HF 27 (need for achievement), & EL7l(need for
dominance), XI3}2(need for affiliation) 52 EZZE3IQULCt
Gillison et al.(2014)2 ZSHMSXH(bargainer)2t= MEXEHE
T&3 O[F0| CtE T o3t XO|E HO|=X|E &5
otot HE QUCH 2 oM E S8 M= 282 dHE 57|
o HIANAE &7, & 8% 37(t H2=AH 7|9 HHS 2
5 ZAoHM, R AMHA "It 2% dg2 dte= JHER
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AH|X} 23} 0|ZE(consumer culture theory)2 Arnould and
Thompson(2005)01 23l HA|El O|22=, AH|XF AF, AT,
=2t & CiYet ZHE IS5t AH[AE S dsHQl
HAE R = O|EX FO|Ch AHIE 2480 AN F=H|Qt
std Zto] HAE 23l ¢tttk FIstHe AolZtn
&= QUCL AH[QF HAE HE, GME S 52 ez
F25t0] 2M5t2= AH|XF ¢Ito| oF mi{Ctol2te g =
ACE FSO| AGME W2f0|| CiS HOF ZHES A[ZHCE A
HIZt WS olshe ERIt ASS AlASE QUCt

{27t 22 Olslisr| Qs RS SR/St= 2oy,
MEREA TIX] S2 AR Olslfoliof s WX E, AH|
A dESS olsigol AL =2HEel A0 Chet n2{7t E
R3ICHJoy & Li, 2012). 0|Q} 2t&435t0 McCracken(1986)2
AH| AF0|M AH[O| M2, MFN, X ZHE RF 1
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of Fn e A F 7Y 2238 A2 7t (price)nt
(quality)O|CHLichtenstein, Netemeyer, & Burton, 1990). [}
M HE FOHE Sl AHIAZE =38 7t 22Xl JHK|
£ 7t4 ojH] & ZHO|AM ot FHojt CHots FOid=
X|E oJOJstct. &8 O|Z(utility theory)o| ZHEO|A EHH, =
7HKe =253t ME9 280M X[E3t 7t42 W ZO|Ct
(Lichtenstein et al., 1990). Chang and Wilt(1994)= X|Z9|
7t4, 22 S0 et TEte2 dEl X|2HE 7HK|= AH[X}
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Ei S 22 EXX & El(supplementary benefit) = LI
£ NEe R Bt

WKl M3nt gHEE UHERO| M FZHE0) 0Kz FE2
O 2ofe| =R2 70N HEE Hb RUACHAndreassen
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HA|E|RICHBloemer & Ruyter, 1998). 2ZXIX =MHO| X|Zt&|
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ot Mmoo EHOF 4 =MEcE= =OfEICE Wu, Yeh, and
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23, M 30| gZ n[XIcH= F2 0131 2 oM ¥
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Scharitzer, and Zuba(2000)= QA EZ|OF AlEE ADIA|INMNS
a2 of MBAUTE S /& FZO| CHe EIHO| U
MeEel S8at 7140 71y 2 g2 0|tk A 2E
LHSIRLEL A= F& AMH[AQ 2EA JHK|0f HESA+E of
T 7o §& MH[A0 Ofst EF B7h= =O0FE Zo2td
OlaeliE 4= QUCH

stH o2 7|& d4(Kim & Lee, 2016; Magi & Julander,
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2h 882 M28l= AHIXES2 RO L2 HHE S| 9
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HEZAE S8l +=EEIQUCE 2IMX| H27|Ho 2l=[stof
ZotEl HEXE 0|85t THERO| AE SHAE g HE
St= HAIOZ O|FOMLE Ol f& & A5 A (Luk et
al., 2013; Gillison et al, 2014)0|A FZ ZE2E|= geloz,
SN AE XERE 8o =M E(mall-intercept) &
Alojlgtn g 4= UL F 250Ho| dEXAL S& Hlo|E 7t &
2r|Qlon, ZE % CIo|E7} 2Ao| ZHELIJACE E=9|
E42 AHEH HN SEA & od SEAI 217H(86.8%)
OS2 HEES AX|St UL} =0IZ s HSAE BAXS
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I e 20 O|}7t 25%(10.0%), 30CH7} 522(20.8%), 40
CH7} 73(29.2%), 50CH7} 713(28.4%), 60C{ O|Ato| 299
(11.6%)C 2 2ZL|QC} XA =2 MATEL(165F, 66.0%)
O|em, ZEQI52E, 20.8%), AEU(19Y, 7.6%), SHH(13
d, 52%) 502 AAME|QCE

HE ZTAE HABIL, =
o = 2 M2XAZ ZYSIRIC,
M3 A& Gillison et al.o] AL
(2014), Dawra et al.2| H742015) SO|A 2EP FJYFS
= o, ‘L= e & I 88Hots AS dzoiCp,
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Lichtenstein et al.2] ®5(1990), Arnold and Reynolds®| ¥+
(2003), Dawra et al.2| ®71(2015) £52 Atx&}QIC, 2XX
7HA| BHEZ2 "HEA|IEE O|8SHAEA CiE KoY DEEs
Ol EEQUL?Els EE off ‘MEQ 27, &2 714,
HE SR CHYEQ 37 2l MASto] 8IS HEE 78
ME2 ZXSIYUCHo = .80). X &t Ot=Er 22 EZ o}
2o ‘“Ax Hold, ‘FE A OrZ|X| o=, HOIAA, THY
st OMIE’Q| 47§ QOIS HABI0 BIE HE2 7H Mgz
ZHSIRACHa = .82).

Oj7HH4=Ql MH|A ZZE HIL= Parasuraman, Zeithaml,
and BerryQ| 2131(1985), Babakus and Mangold2| &1(1992)
SO|lM AMETH SERVQUAL MEE EHAGI0] & 15719 &=
of CHel SLYHEE 2= 78 Hr2 FYSIUCHa = .94). T
=0 N =Mc = Oliver and Swan(1989), Venkatech
and Davis(2000), Gillison et al.(2014) & XZT5l0{, “O| A|
2 CHA 223 Zo|Cy, “0] A|¥e| 0|8 HI=E 53 A0
Cf, “O|2=0lA o] Al 0|82 HFE ZHo|Ly, “O|=0A
Ol AlZol sl SEHez HE Zo|crel 474 =0 of
o SQE 2 78 HEE FYSIUCHa = .87).

3.3. XAtEAE| G 2AMEH

7Hd B0 oM FEFE Aald & EHEMol Cist 4
EJt O|RO{ALCL SPSSE =&l HUad HH AM2ldE
o|0jst= I =HE Yn} g2 o Ho| HEYE Y Fo| LiE
HOHEQF 20| BE YTok 42 ERACE AMOSE &85 20l
X Qo2 M(confirmatory factor analysis)S S8 2% AMZ|T
(composite reliability; 0|5} CR)Q} H# EAL F=Z(AVE)S =t
OlSIQICt. O Zaf, 22X JHX| BHE(CR=.77, AVE=.53), AH|A
EZX HIHCR=.83, AVE=62), 02 =M (CR=.85 AVE=.58)
EH™o| AME| Mot B2 M7 gigS =olg = UL
O|E EOE Zt 7 EEE FEY=E9| Er2 o &4
o 2&83stRUCE

’td BEE2 %ot 8AH 240jl= SPSS2t PROCESS
macro?| Z2E|QUCt Hayes(2015)°| 7|2 Of7fs1dt ASS
28 AR EZ|AE Baron and Kenny(1986)2| =X}, Sobel(1982)
O| Sobel Test S0f H[3{ ZES #= HOE Q1L QUCL
Baron and Kenny(1986)2| ZZ diHe L=p|&Ql 3ChA =2
2 & o7z utE ASsicte oA Bo| 8 E[UAX|T H
ghdof Ao Ok ZH7F A0 X|ME|QUL, Sobel(1982)0|
Al 2 Rold #4F5 Al B229| Had 7Fd& THSH
0, HSEZE H0|l= o7zt 450 sHAE #Z=Ct= t
HOo| X|ME|RUCKHShrout & Bolger, 2002). PROCESS macro
7192 #29| Fd 7H-0| H1H XREChe §82 #1
A0| O] &1 UCt

4. @
41. 7194 45 4du}

MK Hayes(2015)2| PROCESS macro 7|¥H& =23}0
JH=otof CHet 7HE HEES HAGIRIEE d2[ o] IEZ
e 285 HnEx 7rdo| IotelX| g2 HEjolM HS
R0|42 BERLI| 9ol 500070 REAEY MBS Tg
AMZ| 1 7Hconfidence interval)2 Z|ASIRICE SO &
M JHX| BERO| D70l MH|~ FE HIE AN 35
0l 1 SEzof 2 0K 2|40 AEERJACE FIt
Mo Opfpiael SEWA0 YHS OjY HoR HErEs
BEX 5|8 EEZ IpEez FYUSIRCE A PROCESS
macro BE & the Oi2NE ABSe ZES 8% &4
A1t= <Table 1>1F ZCH

SEYHA0 BEY Jx| BIET S4H40 12 SYE 7
HAE BT ZH A FEt2 30.676(p<.001)22 R2|XQ
Dol HMobdg UEHHDL 22F JHK] BEQ A U2
A42(p<01)2 LIEICD, SAXMLE RFLCEL 21 RE
2EBfE FHEK|Q| 95% ME|F7H| Slotgh(LLCI) 3182 &%t
U(ULCI) .566 AtO|Of 00| ZTE|X| BiOF A2 FoldS M
golg 4= ARUCE d2|d 2FEH IHX| 2H=0| a2 SHEo
OXl= AHYRUE 20lsts Al 24(.354(p<.01), LLCI=.214,
ULCI=493) [olgts =olg &= URACE oo a2t H 1-12
ML SWYo2 NS X SiE BFo| A4 e
038(p>.05)2 EAMSZ FOISHA| RIRALCH.

nArek 1o o 2
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Table 1: Regression Analysis by PROCESS macro

73

o B Coefficient Standard t p LLCI uLCl
Basic Value Serv. Qual 451 .053 8.458 .000 .346 .556
Sup. Benefit ) ) 118 .042 2.836 .005 .036 199
R?=.309, F=55.315(p<.001)
Basic Value Loyalty 442 .063 7.006 .000 .318 .566
Sup. Benefit .038 .049 .783 434 -.058 135
R?=.199, F=30.676(p<.001), Total Effect of Independent Variables
Basic Value .354 .071 4.997 .000 214 493
Sup. Benefit Loyalty .015 .049 313 .754 -.082 113
Serv. Qual. 195 .074 2.628 .009 .049 .342
R?=.221, F=23.241(p<.001), Direct Effect of Independent Variables
Indep_endent Depe_ndent Mediator Indirect Bootstrap Closs
Variable Variable Effect Standard Error BS LLCI BS ULCI
Basic Value Loyalty Serv. Qual. .088 .038 .028 174
Table 2: Moderated mediation Analysis
<Equation 1> <Equation 2> <Equation 3>
Dependent Variable: Dependent Variable: Dependent Variable:
Customer Loyalty Serv. Qual. Customer Loyalty
Coefficients t Coefficients ¢ Coefficients t
(Standard Error) (Standard Error) (Standard Error)
Basic Value .455(.061)* 7.482 467(.051)* 9.189 .359(.069)* 5.174
Bargain-proneness .022(.037) 592 .026(.031) .819 .021(.037) 576
Basic Value x Bargain -.010(.036) -.280 .102(.030)* 3.364 .002(.042) .037
Serv. Qual. .244(.078)* 3.132
Serv. Qual. x Bargain -.068(.043) -1.568
F(3,246)=20.272 F(3,246)=39.348 F(5,244)=14.654
p<.001 p<.001 p<.001
Note. * = p<.01
ZE2IH0l EA™ J1X| QHEEDF o789 MH|A ZEA H Yzerbyt, 2005). AAE 3Z|F EA(hierarchical regression
7t OlX|= G0l 2t 3|HAlel Fgt2 55.315(p<.001)2 analysis) Zil= <Table 2>Q ZCl Z=Ez 5= {ot 2
LIEFGICE 22F 1K BFRQ| A% 42 451(p<0)Z2 S M0 AN CHESHE 2HE HSH7| {6 &E HeE2
Moz QO|Ct J2|n HEEAEMT F=HX|Q| 95% Az ZAlgl(mean-centering)st0] £ Q18IS CHWest, Aiken, & Krull,

I
7to| SIBIZHLLCI) 3469} AFBIZH(ULCI) 556 AfO|0f 00| st
X QkOF AH4=9| FO|MHE CHA| =l = JURUCE MEkM H
125 ML BHYOR Mt BX HY BIEO| A%
e 118(p<.05)E SAHXHZE [FoISIUX|T, Z&™ JHK| Tt
FO| Al£= ECH= RAH LEMRCH BeXez SHEQ BX

S RS2 MHA FF B isiM= 228 7H| TS

2ot ®2 Jgs ORI, 2 SEE0 AoME HEH
deks OIXX| e A2z Holth

oHH 2EN VR TR 1 SEE 7 A A ME[~
2 7t i7ietE HBMEUL. REAEMTS EET

o7z 2M Znh, 2P Fike 0882 & 71H.442)9]
19.9%E HYst= A= LIEIRCE Oi7i= 0t Al4=2| Stotgt
2 .0280|11 &5IgE2 1742 LIELLL AME|F7H0| 00| Tt
K| 240t 5% RoF=F0[A SAXE [Folgt Aoz melk|
RUCE M2tM MH|A E2 7l 22 JHK] fHEat 02 &
HE 72t Z2AE 28 0745t 40| =elx[of, H 1-32 XHEd
Z|RACE

Ch2e2 <H 2>9| AZZ 2o ZHE Dj7fmant 2o
(moderated mediation analysis)S A A|SICHMuller, Judd, &

1996).
S Mz dgo| 2HA i BEI MH|A~ & Ot 2t

AN Z=EB0| HHS =X HB7| et <Equation
2>0| FZh2 39.348(p<.001)22 ROt 2Ho| HolHg EOf
AL 88 = B9 A% 2 .026(p>.0522 RIS}

X UKD, FHEW HES A HSHIHEIY I
G ¢ SH M3 FO| A gk 102p<0NZ RIS
Ch wi2pd H 212 MEEIYCE 5 Abjxie] 8 M3 #3
O F242 SMT Jix| BHZO| MHIA BT Bojo| DjAl
TN FFHL O ATCE UF ZE =T 4+ YN
Cf Q30| 17 ZY=ES S4Ea2 ok <Equation 15014
2NN Jbx BED BY M Fgel yEu8yol A+ 3
2 -010(p>.05)2.2 QO|8}K| UQILH.

XM ojfsuto] Bk 7ol H 220] Thet HES e
Muller et al.(2005)0| X{|otst 3CHA| =QInbH S 7K HAY

<Equation 1>0 A SB40l BT x| BHE0| FaEiAol

4 sdo| oist RoXQ Fee QISHAUCKHB=.455,
p<.01). Ct& 22 <Equation 2>0A &% 7tX| otEur 87

)
M= B 4=480| ol Mul~ F2 Eotof 0|
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Xe Qo/& HEe LQISHACKHP=.102, p<.01). BoZ2 =g
M, ZEHs, SEHL ZEHSO| YD AEY, D7,
O A= ZEME0|  MDAEEE BE ZETAR
<Equation 3>0flA D{7HH==0l MH|A EF H7I| {o/X I
0| =HOIx|ACHP=.244, p<.01). O|F FSI =ZEH 7JHK|
DFE-MH|A EF B/ SHE AN 88 M= F
of ZHE Oi7f B0 2ot H 2-2= EAE(RICE FItEe=z
PROCESS macroE &&%l 88 = Zd¥o e Mgzt
A== 22 Hlus) 2 21, 83 3 80| =2 TLH118)
O] &2 TEH.059)01 Hsh ZFH=atIt =A LEHES =l
= F AL = 5Y Mz o] =2 IHdsE 22H

7HX BHERO| MH|A FFE E7HE HS =011, 1 Zap 1A

SEEE RO =Qtte HS l5HRIC;

4

2 Aol HF "o EREX|E RUXT SH M= F
S TIEl HEE AAES BRASH| U8 FVt SAENS
HAlSHILE & 59 Mz 40| 52 AH[XE2 ot §
g2 Z1n J=X| ZAESIGLE O|E ol M 8H Mz FE
=3 gesol Wag 7o 03, Bae JIFez Y N
oz PEN £ Yt e U2 2ol VY YHe Muel
QULCE O|HZ F7F M2 HiASt Olf= S M=z ZdE0|
2 AH|XE0 ZE2 AH|XES| EAE ELF SFEsH AmE
7| QIsiMolct. Zch 7+ Kjojoj| Esh EAMEAMO| Fg ZHit=
<Table 3>1} ZC}

Table 3: Results of ANOVA
High Low
Construct | Bargain-proneness | Bargain-proneness F P
Mean SD Mean SD
Basic Value | ¢ 196 | 706 | 5868 | 866 |7.605 | .006

Orientation
Sup. Benefit | 5 g6 | 41286 | 5190 | 1155 | 245 | 621

Orientation

Person | 451 | 1119 | 4506 | 729 | 5690 | .018

Serv. Qual.

Empathy | 4791 | 1203 | 4425 | 868 | 5204 | 023

Serv. Qual.

Facility 4909 | 1210 | 4723 | 1.093 | 1.137 | 288

Serv. Qual.

Community | 554 | 1666 | 2839 | 1651 |18.641|.000
Participation

Warm 4976 | 1011 | 459 | .778 | 7.610 | .006
Image

84 d= dY0| =2 [EHM=6.19%)2 2 T
(M=5.868)0 H|o 2EXN 7tX|e] SRE(FE, 7t4, &g
TR d4ts FE)0| 52 A= UEHTHp<.01). B
SElo] SRE(EH Hold, F2 3 orE(X| &8, HolAld,
Cifel OHMIES FR8PH 473t dx)of AoM= &8
M= Y =2 AUEH(M=5.008)0t &2 HEHM=5.190) 7+ B
XOl= ROISHA| EACHp>.05). J2[i MH|A F2 & 1A
SE(SERVQUAL &5 T 252 4=ld, gsd)of st
Totof o 38 M= 0| =2 WUEH(M=4.851)0] &2 F
EHM=4.506)01 Bl =°o|MQl BIIE St A= LEFRT

mjo r

(p<.05). 344 =H AH|A EX(SERVQUAL 25 & MOI=
o SEY)0 AoM=E B8 H= B0 2 HYEHM=4.79
0 R2 HLHM=4425)0f Hlof oMol F7HE ot gHH
(p<.05), Al =T MH|IA FF 710 AM= {2 %o
7t YACKp>.05). ot 88 M= F0| &2 HTHM=3.924)
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oM RERDY, g AN MRsitfels @50 32
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