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Abstract

Purpose: With the rapid changes in the technical development and the trend of consumption trend, the convenience store industry is
facing an unprecedented competitive situation in the consumption environment where the boundary between online and offline is
broken due to the stagnation of offline distribution channels and the spread of online shopping. The biggest innovation strategy of the
major convenience store brands in recent years are introducing the 020 (Online to Offline) platform and presenting new products and
services beyond the boundaries of online and offline to transform themselves into Omni Channel stores. The study is designed to
analyze the effect of innovativeness of convenience store as a stimulus in 020 platform which customers perceive on store loyalty,
the final response to external stimuli, through customer engagement with convenience store brands. Specifically, the innovativeness
of convenience stores was divided into types of core activities in corporate marketing and focused on innovations in services,
products(proposals), promotions and experiences. Research design, data, and methodology: Various hypotheses have been
developed to achieve this research purpose. The data were collected from 1,128 questionnaires the age between 15 and 60 who had
experience using retail store apps and delivery apps and were analyzed using SPSS 22.0 and SmartPLS 3.3.7 program. Measurement
model analysis was carried out to assess convergent and discriminant validity. Also, common method bias was tested using the values
of VIF (variance inflation factor). The hypotheses were tested using structural equation modeling with SmartPLS 3.3.7 program.
Results: First, service innovation has a positive effect on cognitive engagement. Second, product, promotion and experience innovation
have a positive effect on cognitive and affective engagement. Third, cognitive influences affective engagement. Finally, both cognitive
and affective engagement affect store loyalty, but affective engagement has a stronger effect on store loyalty than cognitive
engagement. Conclusions: All four types of innovation and cognitive engagement have a positive effect on emotional engagement,
which has a stronger effect on store loyalty than cognitive engagement. Thus, while innovation can build loyalty through emotional
engagement, innovation strategies must be designed and pursued with caution in terms of impact through cognitive engagement may
not achieve the planned goals.
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O 2BIX F49| AlZH0] BAOIA B4HO|C} (Kunz et al, 2011)
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Table 1. Demographic Profiles (n=1,128)

Category Frequency %
Male 431 38.2

Gender
Female 697 61.8
Student 270 23.9
Office 445 395
Professional 89 7.9
Job Self-employment 82 7.3
HouseKeeper 121 10.7
Inoccupation(Preparing) 80 7.1
Etc. 41 3.6
GS25 638 56.6
Cu 377 334
'fﬂrzﬂgebrr‘gﬁ g 7-Eleven 69 6.1
e-Mart 33 2.9
MINISTOP 11 1.0
Almost everyday 147 13.0
4~5 times a week 181 16.0
Freqe\%;cty of 2~3 times a week 414 36.7
Once a week 216 19.1
1~2 a month 170 15.1
Mobile App Convenience storeApp 649 575
Experience Mart App 692 61.3
(Multiple Supermarket App 369 327
selection) Delivery App 926 82.1
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Figure 1 : The estimated structural model
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Appendixes

Appendix 1. Measurement model

45

Constructs and ltems Factor loadings a CR% AVEP?
Service innovation .950 .958 .740
offers many innovative self-services 813
offers many innovative services .854
offers a new app or online ordering tool. 817
offers more various services than other stores .862
offers me personalized services. .864
understands my specific needs. .893
offers recommendations that match my needs and to the situation. .896
customized to my needs. 879
Product innovation .923 .942 .765
offers many new products .839
offers creative own designed products .887
offers innovative private brand products .888
offers more innovative products than other stores .884
offers various products for selection 874
Promotion innovation .929 .946 779
create original advertising content. .856
offers different discount programs .897
offers differentiated reward (membership) program. .887
offers an innovative promotion mix 877
offers more creative promotions than other stores .895
Experience innovation .932 .947 .748
creates a holiday atmosphere through store decoration .746
has ability to create a different in-store atmosphere .891
offers an innovative shopping environment .895
well-known for innovative events .883
The employees interact with customers in innovative ways at this restaurant .886
The way the employees help solve customers’ problems at this restaurant is 878
' i Cognitive engagement 872 .922 797
Using [brand’s] products gets me to think about [brand name] brand. .884
| think about [brand] brand a lot when | am using their products. 916
Using [brand] products stimulates my interest to learn more about [brand] brand. .878
Affective engagement .854 912 775
| feel very positive when | use [brand’s] products. 873
Using [brand’s] products make me happy. 913
I am proud to use [brand’s] products. .854
Store loyalty .885 921 .746
I am willing to do business with [store] in the near future. .850
I will frequently buy at the [store]. .909
I will continue to buy at the [store] in the future. .905
I will like to spend more time to find [store]. .786

@ CR: Composite reliability
® AVE: Average variance extracted
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Appendix 2: Fornell-Larcker Criterion, Mean, and Standard Deviation (SD)
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1 2 3 4 5 6 7
1. Service innovation .860
2. Product innovation .685 875
3. Promotion innovation 697 .745 .883
4. Experience innovation .649 .645 .685 .865
5. Cognitive engagement 581 620 571 519 .893
6. Affective engagement 620 732 .666 .635 647 .880
7. Store loyalty ATT 634 557 569 528 672 841
Mean 4.13 4.74 443 4.20 4.65 4.71 5.08
SD 1.25 1.09 1.16 1.24 1.22 1.11 1.08
Appendix 3: Structural estimates (PLS)
Paths Estimate t-value p Results
H1 Service innovation - Cognitive engagement 221 4.843 .000** Supported
H2 Service innovation - Affective engagement .042 1.024 .306 Rejected
H3 Product innovation - Cognitive engagement 328 6.877 .000** Supported
H4 Product innovation - Affective engagement .353 9.505 .000** Supported
H5 Promotion innovation - Cognitive engagement 13 2117 .034* Supported
H6 | Promotion innovation - Affective engagement 13 2723 .006** Supported
H7 | Experience innovation - Cognitive engagement .086 2.022 .043* Supported
H8 Experience innovation - Affective engagement 74 5.402 .000** Supported
H9 Cognitive engagement i Affective engagement 249 8.179 .000** Supported
H10 | Cognitive engagement - Store loyalty 161 4.993 .000** Supported
H11 | Affective engagement - Store loyalty 568 18.148 .000** Supported
R2 Q?
Cognitive engagement 441 347
Affective engagement 631 483
Store loyalty 467 315

*p<.01, **p<.001, n.s.: not significant




