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Study on Vitalization Awareness of Traditional Markets
- Focus on Participation in Management Activation Education of Traditional Market Traders -

Yong-Sook Kim', Wan-Soo Hong”*

'Department of Foodservice Management and Nutrition, Sangmyung University Graduate School, Seoul
2Department of Foodservice Management and Nutrition, Sangmyung University, Seoul

Abstract

This study aimed to provide insight into methods for activating management of traditional markets by understanding
differences in merchant perception according to whether or not the merchant has participated in management activation
education. Analysis of merchants’ levels of perception of market activation found that educated merchants had a higher
perception of pre-post modernization satisfaction, promotion of traditional market revitalization projects, and post-support
changes in sales. In a co-marketing context, educated merchants showed significant differences in onnuri gift certificates,
bargain sales, festivals and events, and advertisement promotions. With regards to perception of management
performances, educated merchants showed statistically significant higher responses for items such as satisfaction with the
current vendor, increased sales, and increased customer awareness. The results in this study may be incorporated into the
policy-making processes of the government or local governments in order to revitalize traditional markets, and merchant
education for activation of management is deemed to be continuously necessary.
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<Table 1> General characteristics of study participants

Item Frequency %
Gender Male 168 50.9
Female 162 49.1
20s 15 45
30s 60 182
Age range 40s 73 22.1
50s 112 339
60s 70 21.2
Less than 5 years 46 139
5~10 years 70 21.2
(?f:;;iglfl 10~15 years 94 28.5
15~20 years 58 17.6
Over 20 years 61 18.8
Shopping street 31 94
Underground shopping street 6 1.8

Market  Traditional market
type (permanent, 5-day interval 288 87.3

regular market)

Others 5 1.5
Livestock products 19 5.8
Agricultural products 48 14.5
Processed food products 42 12.7
Marine products 29 8.8
Items Neighborhood living services 14 42
sold Clothes and shoes 62 18.8
Household goods 13 39
Restaurant business 55 16.7
Other retail goods 38 11.5
Others 10 3.0
Monthly Less than 3 million won 46 139
sales 3 million~5 million won 60 18.2
(Unit: 5 million~10 million won 61 18.5
Korean 10 million~15 million won 97 29.4
WO Over 15 million won 66 20,0
Total 330 100
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<Table 2> The recognition of the traditional market revitalization business that merchants according to education participation

Item Educated (N=143) Not educated (N=187)  Total (N=330) t-value
Competitiveness with supermarkets 3.15+0.98! 3.05+£0.92 3.09+0.95 1.000
Degree of local product assortment 3.28+1.02 3.19+0.99 3.23+1.01 0.827
Pre-post modernization project satisfaction 3.64+0.93 3.28+0.88 3.44+0.92 3.495%*
Promotion of traditional market revitalization project 3.31+£0.99 3.05+0.82 3.17£091 2.537*
Post-support change in sales. 3.65+0.78 3.29+0.75 3.45+0.78 4.199%**
Future business prospect of traditional markets 3.24+1.07 3.21£0.94 3.22+1.00 0.211

YMean+SD with a 5-point Likert type scale: 1 point (strongly disagree)~5 point (strongly agree)

#p<0.05, **p<0.01, **%p<0.001

<Table 3> Improvement points for the traditional market revitalization of market merchants according to education participation

Item Educated (N=143) Not educated (N=187)  Total (N=330) t-value
Increase government interest and support 4.01+0.98! 3.61+1.08 3.78+1.06 3.481%*
iﬁﬁgﬂ?&?ﬁf@ﬁ‘;ﬁ;ﬁm and 3.94+1.02 3.830.95 3.88+0.98 0.991
Facility environment improvement project 4.03+0.93 3.84+1.04 3.92+1.00 1.724
Strengthen market promotion 4.03+0.97 3.90+1.02 3.96+1.00 1.115
Change in merchant perceptions and efforts 3.88+0.98 3.82+1.04 3.85+1.01 0.511
New management store development and support 3.82+1.01 3.87+1.01 3.85+1.01 -0.475
Adequate budget compilation for support 3.90£1.05 3.82+1.03 3.86+1.04 0.679
Enrich merchant education 3.69+0.99 3.79+0.97 3.75+0.98 -0.860
Simplify support service procedures 3.89+1.02 3.83+1.01 3.86+1.02 0.476
Increasing experts and institutions 3934101 3.86+1.01 3.8041.01 0613

related to traditional markets

YMean=SD with a 5-point Likert type scale: 1 point (strongly disagree)~5 point (strongly agree)

*p<0.05, **p<0.01

<Table 4> Co-marketing recognition of market traders with and without educational participation

Item Educated (N=143)  Not educated (N=187) Total (N=330) t-value
Bargain sales 3.71+£0.93! 3.50+0.95 3.59+0.95 2.053*
Premium ticket event 3.80+0.93 3.68+1.02 3.73+0.99 1.076
Festivals and events 3.96+0.97 3.73£1.03 3.83+£1.02 2.020*
Advertisement and promotions 4.07+0.99 3.81+1.00 3.92+1.01 2.315*
Onnuri gift certificate 4.04+0.96 3.72+0.97 3.86+0.98 3.014%*

DMean+SD with a 5-point Likert type scale: 1 point (strongly disagree)~5 point (strongly agree)

#p<0.05, **p<0.01
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<Table 5> Awareness of the market merchant’s business performance, according to education participation

Item Educated (N=143)  Not educated (N=187) Total (N=330) t-value
Satistied with the current shop management 3.58+0.86" 3.25+0.92 3.39+0.917 3.334%*
Increased sales 3.59+0.98 3.28+0.93 3.4140.967 2.911%*
Increased customer visits 3.45+0.92 3.29+0.91 3.36+0.919 1.505
Increased sales volume 3.50+0.97 3.30+£0.93 3.394+0.956 1.878
Increased customer awareness 3.57+0.93 3.35£0.94 3.45+0.945 2.044*

DMean+SD with a 5-point Likert type scale: 1 point (strongly disagree)~5 point (strongly agree)

#£p<0.05, **p<0.01

<Table 6> Importance-Satisfaction gap analysis on modernized facility in traditional markets according to education participation

Importance” Satisfaction? Importance-Satisfaction (Gap)
ftem Educate . dlll\i)(;.tte J t-value  Educate . dlIJ\i:(:fce d t-value  Educate . dlljc(:);te d t-value
Signboard repair 4210940 3.97+1.09 4.449*%  267+£1.157 2.58+1.13  0.482 0.24£0.11  0.08£0.12  2.000%
Build public parking lot 4.60+£0.71 439+0.84 6.083*  2.73+1.39 241+1.18 4.939** 0.21+0.00 0.31+0.14 3.381**
Merchant education area creation ~ 3.92+0.85 3.75+0.93  3.047 3.12+0.88  2.89+0.87 5.601** 0.17+0.09 0.23+0.09 2.777**
Ramp and floor construction 425+0.82  3.944091 10.437** 295+1.03 2.80+0.97 1.934 0.31£0.09 0.15+0.11 3.228**
Streetlight 421+0.77 3.9440.93 8.079** 3.30+0.94 3.03+0.87 7.159** 0.27+0.09 0.26+0.10 3.720%***
Shade(sunshade) 3.85+0.87 3.81£0.90 0.203 2.99+0.90 3.03£0.75 0.200 0.04+0.09 -0.01x0.09 0.078
Drainage system 4.06£0.92 3.84+0.90 4.811*  3.11x0.92 3.01+0.83 1.079 0.22+0.10  0.10£0.09 2.196*
Improvement of old electric facilites 4.15£0.82  3.80+0.93 12.729*** 2944094 2.90+0.87 0.206 0.35+£0.09  0.04+0.10 2.793**
Create rest area 4.0740.84 3.7240.93 12.247** 297+0.96 2.88+0.87 0.667 0.3440.09  0.08+£0.10 3.051%**
Cooling and heating facilities 4.00£0.92 3.76+0.92 5225*  2.94+0.88 2.97+0.93 0.055 0.23+0.10  -0.02+0.10 1.419
Renovation of public restroom 4244082 3.93+0.93 9.727** 3.16+0.93 3.04£0.93 1.291 0.30+£0.09 0.11£0.10 2.938**
Shop remodeling 42740.85 3.93+0.91 12.045** 2.87+1.04 2.944+0.94 0376 0.34+0.09 -0.06+0.10 1.901
Arcade installation 4.05£0.85 3.82+091 5476*  3.13x0.95 3.09+0.88 0218 0.23+0.09  0.04+£0.10  1.906
Public billboard installation 420+0.88 3.91+£091 8215** 3.56+1.13 3.34+1.00 3.413 0.23+£0.10  0.21+0.11  2.942**

DMean+SD with a 5-point Likert type scale: 1 point (strongly unimportant)~5 point (strongly important)
IMean+SD with a 5-point Likert type scale: 1 point (strongly unsatisfactory)~5 point (strongly Satisfactory)

#£p<0.05, **p<0.01, ***p<0.001
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I
(Doing great, keep it up)

5. Streetlight
11. Renovation of public restroom
14. Public billboard installation

1. Signboard repair

I
(Focus here)

2. Build public parking lot
4. Ramp and floor construction
8. Improvement of old electric facilities

12. Shop remodeling

I
(Low priority)

6. Shade(sunshade)
9. Create rest area
10. Cooling and heating facilities

v
(Overdone)

3. Merchant education area creation
7. Drainage system
13. Arcade installation

<Figure 1> Results of IPA analysis of traditional market modernization facility according to education participate
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<Figure 2> IPA of modernized facility selection attributes of edu-
cated merchants
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<Figure 3> IPA of modernized facility selection attributes of Not
educated merchants
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