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Abstract

Purpose - This study aims to classify and extend the con-
sumer value of movie theaters into various values such as func-
tional value, emotional value, social value, epistemic value, and
conditional value based on the theory of consumption value by
Sheth, Newman and Gross (1991). It also aims to verify the
path structure of consumption value—customer satisfaction—be-
havior intention of movie theaters to confirm its generalization.

Research design, data, and methodology - This study was
conducted by collecting data on Kimpo university students from
various areas in Incheon, Northern Seoul, llsan, Kyonggi
Province, and Kimpo City. The survey was conducted by distrib-
uting 280 survey papers from Oct. 5 to 15, 2013 and collecting
238 of them. The final analysis used 208 questionnaires, after
excluding 30 invalid responses. The statistical analysis of this
study used the SPSS 19.0 statistics package.

Results - The results of the survey are as follows: First, con-
sumption values of movie theaters are classified into the follow-
ing five groups: functional value, emotional value, social value,
epistemic value, and conditional value. This study verified that
consumption values play a role as a previous variable of cus-
tomer satisfaction. Second, functional value, emotional value,
and epistemic value have positive effects on customer
satisfaction. On the other hand, social value and conditional val-
ue do not affect customer satisfaction. Finally, customer sat-
isfaction has a positive impact on behavior intention. Theater
users have an intention to re-use or recommend the movie the-
ater they used when they are satisfied with a movie theater's
physical environment and services.
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Conclusions - This study can provide academic and practical
implications as follows based on the results mentioned above.
First, academic implications can be found in that consumption
values of movie theater users are classified into five values
based on the theory of consumption value by Sheth et al.
(1991). In the previous study, the service quality of a movie
theater was studied based on the service quality of service en-
counters and a physical environment—customer satisfaction—be-
havior intention path structure. However, this study was verified
by a consumption value—customer satisfaction—behavior in-
tention path structure to classify consumption value, but not
service quality or perceived value of quality, to confirm this
generalization. Second, practical implications can be found in
that the relative impact of consumption value of movie theaters
on consumer satisfaction showed that functional value was fol-
lowed by epistemic value and emotional value. In the previous
study on movie theaters, previous variables of customer sat-
isfaction were separated only by functional service quality includ-
ing service encounters and physical environment; in some other
studies, quality of service encounter had a direct effect on cus-
tomer satisfaction. Accordingly, a marketing manager of a movie
theater should develop various differentiated services by reflect-
ing not only functional value such as service encounters and
physical environment but also epistemic value and emotional
value.

Keywords: Film Theater, Consumption Value, Customer Satisfaction,
Behavior Intention.

JEL Classifications: C12, C42, D12, M11, M31.
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et al, 2011; Ryu et al,, 2010; Goetzinger et al., 2007; Lee &
Overby 2004)= AT ZotE == Uk L Fotag CHEe
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HO|= Z{92 LIEFCHKIM & Cho, 2006).
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Sheth et al.(1991)0] o|stH 7|5X ZtX|(functional value)= A
Z9| 7tA#, U7, A2, dela 28 &4 SoM 22 =
QICtT SiC.

MH|AQo| MAATFON 7|5H JHK= HOM, 7H4, Mt
N SI e N8N JXZE SFEN DT Y2 Oix
= AO=2 LIEtSCHRyu et al., 2010; Babin et al., 2005; Lee &
Overby, 2004). ot MHAF™HE, LolNE, HHMMZ, H2o
I, H4d § 718X JHKIE ZEgste gatatel MH|Alt Sa
XM 2}40| EZl(Lee, 2008; Lee et al., 2013)0|, MH|AQ| EZ
(Kim & Cho, 2006)0| 2{zf nA0L=0| Fekg Okl ALE L}
E}ctC}.

oHH I{AEZEYAEZN 2|ZRE 0|8, o|=AH| S0|A AH]|
A MM Z7F molM, 74 St 22 Sheth et al.(1991)2] A
HIZEXQl 7|S% ZEK|7F n48t50| geks Okl A2E LiEHE
CHYang & Shim, 2013; Kwon & Yoon, 2008; Park, 2002). [z}
M 2 g7e 7188 ZHX|Qt nZBt=0to| 2HA|0| CHSEO] ofzf et
0| 7 AHS7|2 ik

H1: Foketel 718X 7Hkls AAT=o| H(+)o F¢e o/E
Zo|ct.

Sheth et al.(1991)0]| 2|8t ZH™H=X J}K|(emotional value)= &
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MH[AQO| MMATOM BHAEZD =HQl ZF-H 7HX(7F 1
=0 FEZ O|X|l= A2ZE LtEfEICHLee et al, 2011; Ryu
et al, 2010; Babin et al., 2005). EESt 2|=E 0|21} O|&AH|
SO0IM =g, oratel, A XE Sut 242 Sheth et al.(1991)9] Z
A 7HX7F nA0k=0| Feks O|X|s A2E LIEHGHCHKwon &
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|ZE 0|8, ojsaH|0M M2 B,
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I 2
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Sheth et al.(1991)0f o|StH A=A J1K|(conditional value)=
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AN BEEEo| ML el AE I MH|AQ X|FOi|E, T

S CiYet dEo|=E 7HX|H, O|E EHERte 2N ETE0| oY
ot SMEE HO|7|T SHCKLee et al., 2006).
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AEHO| X ZIHK|- L AHTFS| A2FLAE AN MRz H +
Moz 59| WEe|=E HO|A E=Ch Fzpzte| O|8Xt= nZHpt
E2 M2 610 JHEQIro WEO|=0| FeZ 0jX|= A
OS2 L}EGCHKIm & Cho, 2006). §3| Fatat2 MHAFE A
SE2|1A 2HFo| MH|ASHO| e ol ot= Mo w2t AE
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<Table 1> Variables and scale items

77

Variables

Items

No. of
items

Source

Functional value

screening good movies

maintaining high-quality movies at all times
valuable movie contents to price paid
reasonable price for movies and services
well-built convenient facilities in and out
spacious and comfortable interior environment
space arrangement convenient to move
service of very kind staff

staff providing services within appointed time
movie theater providing good discount system
movie theater providing various programs
providing services at various times

Yang & Shim(2013), Lee et al.(2013),
Lee(2008), Kim & Cho(2006),
Sweeney and Soutar(2001)

Emotional value

pleasant feelings of watching movies at a theater
cheerful experiences of watching movies at a theater
thrilling and delightful feelings of watching movies
pleasant feelings comparable to other movie theaters
enjoy watching unique movies with interests

movie theaters comfortable to watch movies

Yang & Shim(2013), Ryu et al.(2010),
Sweeney and Soutar(2001)

Social value

feeling value from frequent use by friends and relatives
movie theaters making feel a sense of social belonging
movie theaters well presenting myself

movie theaters upgrading social status

movie theaters giving good impression to others

Yang & Shim(2013), Kim et al.(2012),
Kwon & Yoon(2008), Sweeney and
Soutar(2001)

Conditional value

movie theaters
movie theaters
movie theaters
movie theaters
movie theaters
movie theaters

providing convenient transportation

providing visited due to friends' recommendation
providing visited because of good reputation
providing visited often at weekends

providing visited on special occasions

providing visited after frequent advertisements

Epistemic
value

theaters
theaters

movie
movie

providing new experiences

having uniqueness

movie theaters providing with outstanding traditionality
movie theaters providing with differential image

after getting sick and tired of other cultural facilities

Yang & Shim(2013), Kim et al.(2012),
Kwon & Yoon(2008)

Behavior intention

frequent and continuous use

wanting to visit again use

preferential choice when selecting movie theater

watching movies with friends and relatives

positive recommendation to friends and relatives

active recommendation to friends and relatives

recommendation of movie theaters when requested from friends
and relatives

Yang & Shim(2013), Babin et
al.(2005), Zeithaml et al.,(1996)

Customer satisfaction

satisfied with overall service

satisfied with program provided

satisfied with price

satisfied with customer management

satisfied with choice of movie theater

more satisfied with movie theaters than other culture facility

Kim & Shim(2013), Cronin and
Taylor(1992), Kwon & Yoon(2008),
Lee(2008)

5.1.

A

S O PHROZ Hmosl7| YIBIM & 74K Ha2 FARSIHULE,
oM, QITEH S A MOl OiMO| 58.2%, HZEX|0I0]A
OIFT} 7|EFR|0| 242t 231%9 20.2%, HED SaH|0JA 10
okl O|Rtnt 109H-158HY O|QtO| 242t 57.2%, 26.0%, FTW7
2E0fM 208k DjokL 209kel-302Hel O|RtO] ZbZh 35.1%,

2 <Table 2>2f Z0| Yotz o] £

30.3%, WP
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O] 2t} 28.4%, 20.7% S22 71 & HE2 E0|1n UCt £ 3|=0A 2-32|7t 54.3%, HEO| 2S0|A olgZ@at AHUO|
O] Hi= JOM 23ts0| HE F= =1 3| 242} 27.9%2} 25.0%, Ptk O|SHIXIO|M L7t 56.7% S
82 HEdS9| Fotet 0|8 BHIEE %Y ¥z 32 % =2 HIFS E0|n Att. O] B30 A= Hopt 0|8
O SUE T UHD Uk SN FUROSSY WAL MO of S8 Bxe T AR Yoot of Yise Fodol 2
FOIIM Z|ELQE CHFS T27¢ Z4Zf 26.5%, 24.5%, A3 O|&%t HZHX[- 0 AAZ-AFO|z0| F2Fx 240 HSirtd &
Aol CGVel ROAHOML 242t 63.9%2f 25.5%, & O|& = ALt
<Table 2> General characteristics of sample
Freq. Weight Freq. Weight
Category N=208 (%) Category N=208 (%)
Gender Male 87 41.8 Various genres 51 245
Female 121 58.2 Membership system 27 13.0
Movie theater facilities 39 18.8
Southern area of Seoul 20 9.6| Reason for Staff service 4 19
Northern area of Seoul 36 17.3 selection Brand reputation 17 8.2
Residential | Incheon city 48 231 Discount system 15 7'2
area Kimpo city 27 13.0 Others 55 26.5
lisan city 35 16.8 '
Others 42 20.2 cav 133 63.9
L than 100 119 579 Lotte cinema 53 25.5
ess than won “~| Frequently used | Megabox 14 6.7
Cultural cost | 100 won-less than 150 won 54 26.0 . .
movie theater | Primus 6 29
per month 150 won-less than 200 won 15 7.2 Art film theater 1 0.5
(thousand) | 200 won-less than 250 won 6 29 Others 1 0'5
More than 250 won 14 6.7 '
Less than 1times 55 26.4
Less than 200 won 73| 351 . : !
Al 200 | than 300 63 303 Times of 2-3times 113 54.3
owance won-less than won ’ monthly use | 4-5times 34 16.3
per month 300 won-less than 400 won 36 17.3 More than 6times 6 29
(thousand) | 400 won-less than 500 won 25 12.0 i
More than 500 won 11 5.3 Word of mouth 46 291
L than 1.0 6 29 Usage experience 58 279
ess fhan 1.4 won : Getting Adv.(TV,News paper) 36| 17.3
Parents 1.00 won-1.99 won 28 13.5 3
. Information Internet 52 25.0
income per |2.00 won-2.99 won 40 19.2 Outdoor signboard 3 15
month 3.00 won-3.99 won 59 28.4 Others 13 6.3
(million) 4.00 won-4.99 won 32 15.4 ’
More than 5.0 won 43 20.7
Single 10 4.8
Colleague 5 24
Companion Couple 62 29.8
P Family 10 48
Friend 118 56.7
Others 3 1.4
52. 008X AMa|d 2 oz Fopsteh, 2 A= 060|142l e 2ol nAT=EL} 0.6
O3S ¢S MEH IS HOISI LDiRls 25 08160.933
OISITIO| AH|ZHA| 2EZ ol 2 7= QOlEMTF AlZAM il Us ol Hf%*iil‘.’i 7|-’.Efl§ 'E'.'OLA‘I =2 WA Oa'ﬂ._*f% ES1
2Ag =51 SEERO| BUAT Y UpE EAS <Table 3 TUCH JBILE 4HE T 05632 2of LHABYS Zofw
T} ZHo| AIA|SFQICE A, QQIEAM0|A] Rolx—le 2t 3} Jjo| = AoE LIEtGoL S 2o 5HE=S Meldte 4% 2E
He2e Felstn BT 0.50/40/0{A OFF waz gy RUSO SEBIO FPS Fof 01 A2 |AIS|2 B
2 o3l= Sheth et al.(1991)2| AH|7IX|E 7|HIoZ Ho|a

(>0.4; Chaiy, 1999)%| %}

1999) | QUCt. =
ol

=& 20150 F242 HY
Moo QHIX Ol ARS|TSEH 7| =X 60%E A

EFSICE S, AZ|A M2 =242(Cronbach's o) HIZHEISH 7

ACk 8Lt Alg 7rx|01w o Thel =
@%m 050312 Zt2 20 fofgt B4z HWIK>04; Chaiy,
S HIB(%)2] FA
66.094%2 L}

fnE=T3
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<Table 3> Results of factor analysis and reliability

79

Factors Items FacFor Eigen Varllance Cronbach's o
loading value explained(%)
watching movies with friends and relatives
wanting to visit again use 0.802
. . . . 0.802
preferential choice when selecting movie theater 0776
frequent and continuous use 0'757
Behavior intention positive recommendation to friends and relatives 0'750 6.250 16.026 0.933
recommendation of movie theaters when requested from friends 0.736
and relatives 0'723
active recommendation to friends and relatives 0-580
satisfied with choice of movie theater ’
spacious and comfortable interior environment 0.688
well-built convenient facilities in and out 0.670
movie theater providing good discount system 0.668
service of very kind staff 0.644
movie theater providing various programs 0.636
Functional staff prowdlng. services W.Ithln appomt(.ed time 0.634 5692 30.620 0.905
value reasonable price for movies and services 0.617
space arrangement convenient to move 0.585
screening good movies 0.575
valuable movie contents to price paid 0.548
providing services at various times 0.546
maintaining high-quality movies at all times 0.527
movie theaters providing with differential image 0.775
Epistemic movie theaters having uniqueness 0.769
movie theaters providing with outstanding traditionality 0.734 4.038 40.975 0.864
value . - .
movie theaters providing new experiences 0.715
after getting sick and tired of other cultural facilities 0.622
movie theaters upgrading social status 0.664
Social feeling value from frequent use by friends and relatives 0.645
movie theaters making feel a sense of social belonging 0.618 3.037 48.763 0.863
value . .
movie theaters well presenting myself 0.586
movie theaters giving good impression to others 0.524
pleasant feelings of watching movies at a theater 0.691
Emotional cheerful expgrlences of watching movies a.t a theater 0.676 2843 56.052 0816
value pleasant feelings comparable to other movie theaters 0.580
thrilling and delightful feelings of watching movies 0.541
Conditional movie theaters providing visited on special occasions 0.694
value movie theaters providing visited after frequent advertisements 0.624 2.313 61.982 0.563
movie theaters providing visited often at weekends 0.470
Customer satisfied with price 0.647
satisfaction satisfied with customer management 0.535 1604 66.094 0.689

Note) No. of Eliminated items :

item added)

5.3. ABEA RN £ 8% Pl Yy
SIX|RH BE AH|Y

B RE Jpdol wWEMZ sosh| Sl ymayg W SEEAS 2F 032d
<Table 4>} 20| PMSIGILL EMol 21t RE Rolgel daw (VIF)S 2OISIACY. 1

AL ROSE 001014 SHXCR Rolxolrt w2ty stas S ASKEA: 2043

Emotional value 2, Conditional value 3, Customer satisfaction 3(+1),

Behavior intention +1(Customer satisfaction

= DMop=Eq}
StA|(tolerance) 2t

MME <Table 5> Z0| &
209l <10)2Z ZAL|RUCE

g 7t

i
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<Table 4> Results of correlation

. Functional Emotional Social Epistemic Conditional Customer N .
Variables . ) Behavior intention
value value value value value satisfaction
Functional 1
value
Emotional 0.600* 1
value
Social 0.595+* 0.584* 1
value
Epistemic 0.433* 0.452% 0.635% 1
value
Conditional 0.336"* 0.418"* 0.484** 0.496"* 1
value
Customer 0524+ 0.510% 0502+ 0.494++ 0.378" 1
satisfaction
Behavior intention 0.658*** 0.581*** 0.599*** 0.393*** 0.241*** 0.504*** 1
Average 4.754 4.537 4143 3.824 4.013 4.058 4,928
Sd. 0.943 1.011 1.093 1.119 1.132 1.213 1.119
(p*<0.1, p**<0.05, p***<0.01)
54. 74 AX™ Z0o| A= FO+FE p<0.010|AM SHESZ ROIFO|IA H
(12| FE0| U= AoE LIEtRCE =M, Z7ES JHK|Qt 02Tt
2 o7l gislmlo| BEHES [AIOZ Sheth et al.(1991)9] Z0o| A= ReFFE p<0.050M SAHH2Z FOHO|OM H
AH|7HK|»>DZOEE S E0|zo|  AZAXE  AMSE| 98 (H)2 Fol Uz ASE LIEMGCE AR, THH JEX|QE 240t
<Table 5>9} <Table 6>1} Z0| CEE3|PEAMT}f Cras|pgMde Z0to| A= ReFFE p<0.010M SAHH2Z FOHO|OM H
2b2t AA|SHICE (He I U= A2E LIERCE Ot Fote| 7|83 7t
DR, QalR0| AH|ZFK|S T D=0 AN 7|SE 7} X, 488 7, FHA K7L 258 2A4BR0] 424 o 52
X|o| 7 H1, 2 FpXIe] Jhd H2, TN JpKle kg Has  HSE UERD

SAmoz Qo|xoloiA MHLIUCL KM, 715H sixlet nzat

<Table 5> Results of multiple regression between consumption values and customer satisfaction

Unstandardized scC
coefficients :
Depgndent Indepfandent t-value Sig. Toler VIF Results
Variable Variable -ance
Std.
B Beta
error
Functional value(H1) 0.321 0.095 0.250 3.388 .001 0.549 1.823 accepted
Emotional value(H2) 0.230 0.089 0.191 2.580 .01 0.541 1.850 accepted
Customer Social value(H3) 0.074 0.093 0.067 0.799 425 0428 | 2339 rejected
satisfaction
Epistemic value(H4) 0.240 0.080 0.221 2.999 .003 0.546 1.833 accepted
Conditional value(H5) 0.077 0.070 0.072 1.096 274 0.687 1.455 rejected
R2 = 0.399(Aj. R2 = 0.384), Fg} = 26.801, p = .000

Note: S.C. - Standardized coefficients

J2{L AlRld 7HRIe| ZhE H3Lb &' 7HK|Q| 7tE HEE 2

oo
2t S7XO2 QOIXOIX| 0P B MEEIX| YSUICH Tk
0 £ 2HPHKISS DATZ0| 242 Yo FHS OIXIK| Yt

o= LIt
= W, Qsipte] DAVE WSo|zoto| BA <Table 6>
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<Table 6> Results of regression analysis between customer satisfaction
and behavior intention

Unstandardized
- S.C
Dependent| Independent| coefficients .
) . t-value | Sig. | Results
Variable | Variable Std
B " | Beta
error
Behavior Customer
. ) satisfaction | 0.465| 0.056 |0.504| 8.367 |.000 |accepted
intention
(H6)
R2 = 0.254(Aj. R2 = 0.250), Fg} = 70.012, p = .000

Note: S.C. - standardized coefficient

SHE ol O|AH AH|ZIKSO| DADIE0| Cfst ATHE o
k242 <Table 5>9F 20| 7|S& 7}K|(S.C.=0.250), RIFX 7}X|
C.=0.221), ZHHX 7}x|(S.C.=0.191) 59| 202 LIEfC &
2 0|83tz UEMEE2 Yot Q| EH20|LL 7|18 &2
d, Gelao| XpEA O|O|X|Lt MESEECH Falate| HE|oh A
, TREOMWO| CHFMut =F, X|27t4 OfjH| H9|, HELC| M
HA 2 S H 8257 o7 A2E LIEIRLCH

00k

wx oy Lok g
T

6.1. Aol 2o 8l AJARY

= Sheth et al.(1991)Q] AH|7}
2AH|ZHKE 27510 MAATO| M
| MHAZZED} HustACn, £t F
240I57| QIsHA AH|7HK| >0 HBHE—

WSO o] JEFXE ABSIAUCEL AH|ZHK[S| 2Rt HEFE
o HZZUE oStH of2fet o] Al = UCL

XM, Sheth et al.(1991)Q| AH|ZtX| 7|8t H3lEO| AH|IHK| S
2 718X ZH|, dEA JHK, Al=ld 7K A I, 22|l
22X JHN| S A 7HX|2] JHEE 25 E/E(ICH M3l
= SERVQUAL(Parasuraman et al., 1988)2| MH|AZZAS Z2HZ
MHIAEHE, S2F =2t 59| gt MH|A EFHE 14059
M2 St AEFPTE A5 X|OHLee et al., 2013; Lee,
2008; Kim & Cho, 2006), & 9= AH[ZFK[7F A2
a2 g = UASS EFE = UA/ULCL

=M, Falat AH|7EK| 9| YutetE = I
O AH|ZIX|S1r aAMDtENo| A= J|sH VK|, dF™H Tt
K|, A 74X S0| 2tz nMok=o| Fys O|X|l= AR Lt
EFRtCE @M, 7|88 7= A0S0 A g2 Ok|=
Ao E LIEFGCE O|AdE2 HHTS S
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i
fot
O

Of
d

= =l

8 2, geldel 7t ¢
OIME, 7HK Q= FoihE S TS BE, ofH AlZ Lol AH|
25 MSots S OfF TEeh Aol MHATE HoiMel 2,
2 S=iE CiYet Z2I0F AjZHfof Hg5te AL =2
TEO| oS RAlots SotEtel MHIAZE S Fetato| Lkt
SERQS0| 38HY g2 F7| W2ol2te & 5 ULk OfA
2 Gopzel MEAEY S =228 28 52 MH[AEE(Lee et

al.,, 2013; Lee, 2008; Kim & Cho, 2006)0| A{H|AAMRIO| AH|Zt
X|el 7|sX 7tX|(Yang & Shim, 2013; Kwon & Yoon, 2008;
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Park, 2002)7} 24zt NZHI=0| Febs OjF s A7Z2ne &
Ste AOICh & HIM, ZEH 7HK7F DR SFHY
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ARE 48 § oy JHX| 7|& F2 &dHo
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2012; Kwon & Yoon, 2008; Park, 2002)7} nZ40t=0| Aok
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