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The Influence of Store Images of Discount Stores on

Shopping Values and Shopping Satisfaction
: The Roles of Perceived Retail Crowding

Byung-Ryul Bae

Abstract

Conceptualization of store image have been suggested in the past by many marketing
scholars. The dominant perspective about store image is treated as the results of a
multi—attribute model. Store image is expressed as a function of the salient attributes of a
particular store that are evaluated. Though, there is a little confusions about what elements
compose the store image, most scholars agree that merchandise, service, atmosphere,
physical facilities, comfort, and location are generally accepted elements as store image.

A considerable researches support that shopping can provide both hedonic and utilitarian
value. Hedonic shopping value reflects the value received from fantasy and emotive aspects
of shopping experience, while utilitarian shopping value reflects the acquisition of products.
These two types of shopping value can affect shopping satisfaction.

This study examines the relationships among stores images(store atmosphere, salespeople
services, facilities, product assortment, and store location), shopping values(utilitarian
shopping value and hedonic shopping value), and shopping satisfaction based on discount
stores (E-Mart, Home plus, and Lotte Mart).

The author hypothesized that five store image components affect shopping values, and
these shopping values affect shopping satisfaction. The author focused on the roles of
perceived retail crowding between these relationships. Specifically, the author hypothesized
that perceived retailing crowding moderated the relationship between shopping values and
shopping satisfaction. The author also hypothesized the direct effect of perceived retail
crowding on shopping satisfaction. Finally, the author hypothesized that five store image

components affect directly shopping satisfaction. Research model is presented in <Figure 1>.

* Professor, Department of Management, Chonbuk National University(bbr@jbnu.ac.kr)
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(Figure 1) Research model

To test model and hypotheses, data were collected from 114 consumers located mid-size
city in local area. The author employs PLS methodology (SmartPLS 2.0) to test hypotheses.
Data analysis results indicate that among five store images salespeople services, and store
location affect utilitarian shopping value. Store atmosphere, salespeople services, and store
location affect hedonic shopping value. Two shopping values affect shopping satisfaction.
Hedonic shopping value affect more shopping satisfaction than utilitarian shopping value.

Data analysis results is presented in <Table 1>.

(Table 1) Hypotheses testing results

path path coefficient | t-value | remark
store atmosphere — utilitarian shopping value (H 1-1) -0.151 1.059 reject
service — utilitarian shopping value (H 1-2) 129 4013 accept
facilities — utilitarian shopping value (H 1-3) 223 1472 reject
assortment — utilitarian shopping value (H 1-4) .025 0.155 reject
location — utilitarian shopping value (H 1-5) 324 2.020 accept
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path path coefficient | t-value | remark
store atmosphere — hedonic shopping value (H 2-1) 228 1.842 accept
service — hedonic shopping value (H 2-2) .340 2.846 accept
facilities — hedonic shopping value (H 2-3) -.009 0.054 reject
assortment — hedonic shopping value (H 2-4) .009 0.485 reject
location — hedonic shopping value (H 2-5) 345 1.842 accept
utilitarian shopping value — shopping satisfaction (H 3-1) 416 4978 accept
hedonic shopping value — shopping satisfaction (H 3-2) 466 5.464 accept
hedonic shopping value > utilitarian shopping value (H 3-3) 466>.416 sig. accept

The author examines the moderating effects of perceived retail crowding between

shopping values and shopping satisfaction. Results indicate that there are no moderating

effects between shopping values and shopping satisfaction. Moderating effects of perceived

retail crowding between utilitarian shopping value and shopping satisfaction are presented in

<Table 2>. Moderating effects of perceived retail crowding between hedonic shopping value

and shopping satisfaction is presented in <Table3>.

(Table 2) Moderating effects of perceived retail crowding( 1)

ath model 1(main effect) model 2(interaction effect)
P path coefficient | t-value |path coefficient| t-value
Tan oo I
utilitarian shoppmg vaiue 283 3.122 253 3765
— shopping satisfaction
retail crowding — shopping satisfaction 438 7.257 425 10.834
retail crox.Ndmg .utlhta}nan shopping value 144 73]
— shopping satisfaction
R? 348 364
(Table 3) Moderating effects of perceived retail crowding (II)
model 2

path

model 1(main effect)

(interaction effect)

path coefficient | t-value |path coefficient| t-value
hedoric shopping value 405 5.337 424 3.937
— shopping satisfaction
retail crowding — shopping satisfaction A74 8.482 421 11.419
retail crowding* hedonic shopping value o9 1182

— shopping satisfaction

RQ

348

470
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The author examines the direct effect of perceived retail crowding on shopping
satisfaction. Results are presented in <Table 4>.

(Table 4) Direct effects of perceived retail crowding on shopping satisfaction

path path coefficient t-value results
atmosphere — shopping satisfaction .052 .600 reject
services — shopping satisfaction 313 2.980 accept
facilities — shopping satisfaction .059 429 reject
assortment — shopping satisfaction 505 3.410 accept
location — shopping satisfaction .094 879 reject

The author analyzed the relationship between perceived retail crowding and shopping
satisfaction using WarpPLS 3.0 which can analyze the non-linear relationship. Result

indicates that perceived retail crowding affects directly shopping satisfaction and there is a

non-linear relationship between them. Among five store

image components,

store

atmosphere and salespeople services affect directly shopping satisfaction. The author

describes about the managerial implications, limitations, and future research issues.

Key Words: Store image, Shopping value, Shopping satisfaction, Perceived retail crowding



