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TE I QAT Zpob dx]Adolgt AH|REe] HEHE
o HHE 7)1 9 BEHE ARG} o]n|
2y} A8 2} ZFot 7 (self-concept) 2] H| W& 55
QY5 Aold 2R, AohEd 870 3
2 AP BTt A9 ATSE Aot x4 )
4

=

firg

| 72| SHFAZFA(EANA, o)A, AFS]A, o]
FA-APRA) o 2 JEsto], ZF Fo] FHA7 )=
AL oM, 4ol A oln|A] Bl
£ "HAEA 2 &8 e AFetk(Sirgy,
Grewal and Mangleburg 2000). ©]23F zFo} & x]4]

Qo] Ao, HE-27} o]ulx] QA Ho] 4
H ko) A A 7HH) 2|2k gekeho 24 AR 54
2 Awshs Aadlel @ 4 e 59 B

% oleh E5t o} BES BHOoR oxatel 2
HES PR 2HASE 50| 2ot 4
2 747k AEE AR SHe Fa AP 20

2 1| = EH(J in, Nathaniel and Goh 2013; Jones,
Reynolds and Arnolds 2006), H X FA =S A5t
off o] HE-48]A} o]m| 2] ARG A THA]
7He] GIFBA S F S D Aol Al 7] Hck. Tt
A F7HA] & %%¥¢4*W§ T ARAAE

2
Aguirre-Rodriguez, Bosnjak and Sirgy 2012), 2~H
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AR 1A 3% A@7HA), 193
g7 ddel o WFsHe oA AR 7
B5l1, oS 7FA|7F A E-AH|Z} o]u] 7] A=A
o8 74ste] WS FEstaA Gk SA, o7}
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congruity), 12| 11 o] A2 AFS] A Zpob A %] A (ideal
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Q1 M2} YZAE S5 F7|86t= 22
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Mangleburg(2000)2 AH-f-520Fo Zpofoln|]
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ST ENE 4 A 1 AAE S WAA B
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2 4% 1 AAE E71= LHARA 9 Aok A
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Mathwick, Malhotra and Rigdon (2001), Journal of Retailing

Y] EAR, YA & 55 525 A9 E
+ WAA Q! F71eF T Ag ol

Lol7t Holbrook(1994)2 52191 124 -1 A)
2 7}x] o] 2plef AB|AFe] 3Y5A ApL-E 1ot
S =2H AYA 7FA] (experiential value)2] 7Nd=
GANAY BEA 2L ¥RSH 71X (reactive
value)®} 524 7}*]|(active value)=Z +dHct A
2= AH] thid(objects) &2 7 H(experiences)®l|
i3t A H|Z}O] Wh-S(reactions)= 2]H|ol= HHH, &
Az AH| 2R} n AR A @ AF 1He] A=A A
S 28(collaboration)= 21|},

Holbrook(1994)°] &2 742] 7idof| 7145},
Mathwick, Malhotra and Rigdon(2001)-2 U] 7}2] 2]
BAA 7] sHIP NS st BA7EA] A=
(experiential value scale, EVS)E 7R&sto] A AJ5H4]
THE 1 &%), YA Ad7ix 2 RS s

2 QyoIAe] @UH BASE QofHel L A1)
A FE] 3202 2YFORA Lol 27

r(enjoymenty 2J0]sh= BHH, Hnlde g g
7 9] =24 WA (physical objects)2t A H] A Adit2
HE 7= &HARY] §35]4 BF3(entertaining
reactions)2 2|u|gtc}. ok 2pdel A& AF7}
2o A, A-B]ZLe] H]-GrjH] gt
return of investment, RO {74, A|7H4, 45
2, 1231 A=A 2 S(resources)= FAFH Tk
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(consumption efficiency)°]l tet X|Z+-& 2Ju]stal,
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+= } T SHEE AP Y &5 ASS
oJgF A olafgtth(Backman 1991; Dimanche

and Samdahl 1994; LaMondia and Bhat 2012;
Pritchard, Howard and Havitz 1992). LaMondia and
Bhat(2012)= o1715-2 o 3)(leisure travel) T S5
A = Ao th gk ol 2H(destination attachment) 2}
&5 oL (activity engagement)©]] 2Jol FAAHS
url ul it

o7} 2 A 2] 94*‘“1—3— Z7]= AR SE vy
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BHog sy } o 1o J]eogitt
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o SlKo] o7} BE0] 7|58 SR8 SRt
51 31, Chang and Hsieh(2006)= tHRFe] oFA]
BAl02 a7 1ol ol 21412
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L H=-2H|X} o|0|X] UX[ St FEH 71|

g4 oK, Rojmoz
]‘_—-_

o}, 914 Az o]

2
-,

ZFoF A 4d (self-identity)
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of, WA A 7}2]= Aol A AH| 217t 7 @ ok i
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7Vd3a. A4 7

= Ao
%

= SHOEN TrEAYE 4o A& QIXA7| A,
o] AH|ZE thFet o7 E Thed 94 4
H] o] tiet 4 A S8 =5 =ol7 "ot

& AT Zofoll A ol gk /3ot 54
ST ] AH AR BAE W] A= BET
o|ut, fAFSH W2ho| 4 LaMondia and Bhat(2012)
o] A= o7} o Y (leisure travel) T 71 s 5
A= Ao thet ofZh(destination attachment)™}
ks o] (activity engagement)l] 25| FAJH =
431 v Qltt. o]+ Kyle, Manning and Bacon (2004)
ol o7t &F= mEA 24 o e SEF A
ofl thet off 2k, = &4 o Zk(place attachment)©] &4~
o] gt A4 & (place loyalty) S E3f| o]7} &5 2|
SA7I = AR dE ASe A aaet £
Joletal & 4= 9tk T3 Moore and Graefe(1994)
AP R o] §ASE Y0 & AFHAE F5t
of Adeof gt off2to] AP E O] P Lot FR T
£ SAZIE T8 A e ddde dE5sH

ol2lgt A7y Aol ZASNE o, AH| A= A4
o] A Zr=ThZ oA Hamof gk A o2t F
ol sffd &-<toll tislf ztot Ao A4 2 ofm| & 7
oo B, thefet o7t E = SolA & A F

[e]
o HFS =Y AS

Hu
2
AN
ek
>

Itk (Moore and
Graefe 1994; Kyle et al. 2004). AP ALEof =74

sfol cheat g2 7HaE A,

N

M4 HE FAAEE A7l EE SAHEE

Zott.

Hir

ne o
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<E 2> APEAY £

T2 Hl= HHE
20~22M| 98 58.3%
A 23~25M| 68 40.6%
27~28M 2 1.1%
208+ ojat 5 3.0%
2u 4ol 20-402E 8 50.6%
40-608H 52 31.0%
600t 0|Af 26 15.5%
1-43] 43 25.6%
HET O7iA Bl 5-83] 70 41.7%
9-103] 55 32.7%
102H0 LY 26 15.5%
- 11-208H 75 44.7%
LG o71eA XE3H
21-300+ 32 19.1%
3009 0f 7 4.2%
=2 o= AEAH ofsf Y= et st A0 &2 A 7| A} S HAEAA S oA A
RS2 Ao Al d ol FehE= M| 2~E A5, azof ysto] FAAQ ABES A A= st
F YA ERIEC] q1ste] Q7] Qe XS (- A% 215 7| = Frg ek o e ol 1]k of
27 golrhm Age] 27182 2 APl 9 HF A4 714 SHL Ho 2 o7 2o
o] dpiako & Agsith westgirt 914 G 0|87 ARA TG A Fsto] & 1685 A
A7telA AHAEe] G HEZALE fiated,  BA AmE B0 AHLeiAlt SHA S4L
A2 AFtol| oA M F ol o7 B o R <} 2>ef frh
2G4 Aus 4L 5 1 PuolA 4EL
B2 7ol SHHES shert. ofnf of7} 94 242 88
ot <3157 At F, F2 59| 7} A7k, 71 o]
Qo] eJA QA A AL} F= (AT, 7R/ 5) & HPE] SAFES 244 Ao(& 3 Hx)9
MHIASS Aok BE S5 0= Ao 9 A4 Ay Aol A st AT oM (E 4 Fx)
Skt 53] of7kelA] AHHE S A Aol F RE B3RS Likert 78 2 S =t

<H 3> Q40| ZAH Yol
U= ZEH HY =X

2H|X7F X[246ke HEO| 0J0|X|2F AH[XC| XMl Xtop 0|ofX|

< HXlots =

HIE-AH|X} 0|0|X| XA Sirgy and Su (2000)

LHIHA ded 71X - 24 Y O AAZRE BoEE= H8H 71K
T

- - thwick et al (2001
SIXYE 215 1| - 91 215i0] o2 UE SME BAN sl | Mook o 2Le00D

O O (=]
M =N T (provider)2 2 &2 ERRIO|A| =Xt SH= o1&k Zeithaml et al.(1996)
HriAEtEs S48 sz A AHIE XI&E o Kyle et al, (2004)
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0| Fxzo| o[0|X|= Lo AA| 0|0|X|2t & O{STIC,,

2HH KtotolofX] Ux|d

=
0] ol 2= AIS2| 0|0fX= Lo &A| 0|0|X|2} HIZGITt,

Ol&= Xtoto[o|x| Hx|d

0] Hxo| o[0|X|l= U7t olHez zisk= Ltef o[o|x|of &
st
=i

LI

0] zof 2= MHSQ| 0|0fXl= W7t d2dst= 0[0[X[2t FAL
Shet
0| g9 o|ojXl= =0| 24 sk= Lte| ojo|x|of &=t

A2l & xtoto[ofx] HX|d

o g=of 2= MF&9| 0|o[Xl= g&0| 4st= Lol o[ofX|
o FABITH

0l Hz=o| olo|Xl= gS0l7l £017| Est= Lel ol¢= o[nfX|
Q.” H%FEl[f

T H

Sirgy and Su (2000)

e 0] MIof 2= ARZEQ olojxls GSfAl 2ol7| Hsts Ltel
0l&4= 0[0JX|2} HI=5IT
oLt AME HotsHL &4 & 4 U=Tt
SlEtZHEscapism) —
HARHE Ao ZLSI0IAM SHOLE RS TH & U=7t
A0l =410] dMsHA Ze|=RALE
| S| i S| prul oz] =235
01 22l(Aesthetics) Tl Qo] HofLt EB‘—UP_ Mathwick et al. (2001)
O e 2717t Lot 2880t Wu and Liang (2009)
AP 71240] gf2[HR1t
HIZCHH| g1k X2+ (ROD) .
7VACHH] Mu|ATF HESET}
MHA 2244 S40] Hoft SiUA=7t
(service excellence) T2 MH|AZ} oLt o2 X|gEsoIz}
L= O] HEE MUE & M2l ACH
Mz SM=(Store Loyalty) ———— — Zeithaml et al (1996)
L= O HEE S8g 9fgfo] UC
- L= Y2 2Alg &2 Zolct
ortelMEE BN _ T AT — Kyle et al, (2004)
L= o7tefsez M 2AS ndells 2 20t
3. M| gl Efete AS #]-¢=7 ¥ (Maximum Likelihood)oll 2]$+ &H¢l12]
1R Ae Atk Aol 8 AHATH2)
= A= A FET WA Lo EA o] FAIA & oIt A o & et S HEFGA
=22 Felsty] 9o 2MA QB T S HHA-S2 &I5HATE (Anderson and Gerbing
Cronbach &} A48 o] §5to] A1) S 2745k 1988) (3 5 %)
th. 71 A3 2 E 5E59] Cronbach &t gho] 0.7 QTN THe] A9 )7 1.0 oI5| 7
ooz  yeptiy, AT (Composite o2 Yy /g s 7 B g ot SEENS
reliability) Ztol 0.7 Zst= Aoz et =S Atk (FE 6 HX). dtH o r H Y9
(Bagozzi and Yi 1988), RS 2] 2] ]3] A4 o] 54 5=l diste] 8 € EETET A5
SGHEES S 5 At AL A5 5, 2959 =] A

o
Etd7d& 2elsh7] #Asf LISREL 8.50 A8t



s HIX} O|O|X| YX|A0| AEE JhK|Q HE A0 0jX|= Fekof st i | 149
<H 5> 23 01ZM
Ha = LOIXxHZE =7l SHMME|E | 324} nf
A o} 0|0fA| Yx|d 712 11.421
Z{IL_AH|Z} 0|0 O|AHA zto} 0|O| 2| Y =] 914 16.651 - 36
224 AF2|2 210} 0]0| 2| Y2|A 909 16.522 ' '
O|&&-Ate| A 0]0|Z| Y| 929 17.034
- H|SCHH| 2t 2|2+ 770 11.025
oA AT = 861 841
MH|A 244 944 13.818
S off 2t 708 9.373
LHAH A A 73| 702 700
A0/4 20l 695 9.296
) A2 0|5t 916 14.033
Hdr z4= S — .941 939
2210|3 966 14.718
L QAlISIE 2|£4:0|5} 958 13.335
o7IeAlE s 2H T — . i 910 897
O7t2 M 2AlZE X &2l 859 11.316
ST 2|4 X(p-Value) 119.611(.00), df =44; CFI=.952; GFI1 = .910; NFI = .928; NNFI =.929; RMSEA =.092
<H 6> 47" 7t AEtAl
X-IE_AH|X|- o P = o7teAlels
L= X 744 L| X 7454 HNiz= A =
Hm-_AH|X} 0|0|X|] Ux|AM 1.000
CIVNESEPZ LV PN -0.008 1.000
BN ESEPE il o 0.397 0.625 1.000
HEIEMT 0.298 0.114 0.154 1.000
o7leAlBtE EMT 0.120 0.299 0.266 0.315 1.000
4. SAUHMHEO|(Common method bias) e ord =4 el sl a2¥E=
75% method-and-trait model ©]T}.
Al 29 aRHE ©, M22}F M3 Mo 1]
2 Aol FAT SHAS o R o) B FE ATES HANE 7 H2). M3 A%
94 BYES SA%e weh sduwmel  Se Mol s SARCE fefob T2 slos
(common method blas)J A 7S Ad o] Qi) whek e oL 1 FE7F ufl- AATH( 4 x *= 66.664,

A F g welo] EAjel R AZ Tt Al

7HA] H]n R Y 7T M1 2

WS olm|5l= Shte) ﬁﬂ(method factor)°ll &

A =]+= method-only model ©] 11

M2 = 7]£ 2] CFA

B3} o] 4ol =74 R0l o JH\(trait
factor)©]| &2} =] += trait-only model©] ™, M3+ &4

X
df=17, p<.05). o]t A3t= Ao HH A
A Aol 2 FFS PR X
=2 "l (method)©] oFd

(trait) o] 23 2kz.0] Ho] 2 Ay HS o|n|gh
o} wEkA 2 Ao Ae Y H ezt HAY e}

A g2 Aer AEAS 4 Ao
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M1: Method- only model

X(p-value)=917.789(.00), df =54; CFI = .456; GFI = .604; NFI = .445;
NNFI = .336; RMSEA = .260

M2: Trait-only model

X(p-value)=119.611(.00), df =44; CFI = .952; GFI = .910; NFI = .928;
NNFI = .929; RMSEA = .092

M3: Method- and-trait model XNZI(\?FYTSZS ﬁ;g& .‘(1)27: 27; CFL= 984 GFL = 938 NFL = 968; Ax?:f6é264,

p<.05

5. M3 2M Aqiel 71 HS A7) Ao = e 7hd 2= A== Qi ok (7FA

2: - Beta=.673, p <.05).

Aol e F2g A 24 A, BE A 7HA3E T 7139 A 7HA 7 A 2ol digt 5
T AgHoz At s Hof(x*48)= Aol 3AAQ G n)d Aoleh= 7ot
145.187, p=.00; CFI=939; GFI=.900; NFI=912; w4 AT WA FA7ER ] HE FAEE &
NNFI=.916; RMSEA=.098), A|HH Amgo] A OI5HA| S7HA 71 AL & Y 7hd 32 i A
A glo] g of] 2 Bgtol= A 0 2 YEFI T (Bagozzi oz Y=t (7H 3a: Beta= -.120, n.s., 3b:
and Yi 1988). 7H 9] AZEL Aol 275} Beta= 363, p <.05).
g/\ﬂtﬂ/\ 7]—_/] /R]-J,]-Jq-ﬁ] O]_Q_g]_;q ol—oh;]. 7].&142 24;1,1; %“157]' 017]-Q 1%]—% %—*{JE%

7HA 12 HE-AB]2} o|u| 2] JR]Ado] T 7Y 9 =Y Zolgt 7Md e 24 At Hx SAEE o7)
BAA M E S7HAA Aolghs AR, 74 4 QA &Fof tit AR|ALY] FAEE Fole AL
T olmz] ARG HAA FA7ER] 9 {o) gt 2 Ve 7H 4= A9 = Qlek (714 4: Beta= 304,
FEF= A= Ao Ye 7M1 REAo R p <.05)

A=At (7HE 1a: Gamma=-.012, n.s., 7Hd 1b
Gamma = .453, p<.05) (& 8 IX).

7Hd2& A A A 77 WA B 7ER] el V.48
oot GFS v A Aolehs 7HEA, 4 A3
QA A A7 = WA A BAZIAE ol A & 2 AT A= of7F 2]A] AH|AprE 94 4w

7t 42 HEAZA L p-value
It 1a I AH|Z} 0|0]R| Uz|A — QAR HEIIR| Gamma 012 ns
74 1b 2L AH|Z} 0]0|2| YR|A — LIAIR ZETI| Gamma A53%x p<.05
7t42 QAA Fx| — LHAHA AB I} Beta 673%% p<.05
7t43a QA HEItx| - PR EHE Beta -120 n.s
7+43b LKA BE7b2] - 2 2EE Beta 363%x p<.05
7144 HE 2HE - IRAEE 28T Beta .304%%* p<.05

ZBHE 2|4 x*(48)=145.187, p=.00; CFI=.939; GFI=.900; NFI=.912; NNFI=.916; RMSEA=.098
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The impact of store-consumer image congruity

on experiential value and store loyalty :

Focusing on leisure dining consumers

Grace B. Yu*, Hyun Min Lee™

ABSTRACT

Retailers understand that the growing number of consumers are spending more on leisure dining activities.
These consumers are motivated to dine out as a form of leisure activity. This study focuses on one of the key
determinants of those consumers’ store selection, experiential value from the store services.

Experiential value from a store service is defined as the customers’ internal and subjective response to any
direct or indirect contact with the store. Specifically, drawing on Mathwick, Malhotra and Rigdon's experiential
value scale(2001), this study identifies experiential value as having two sub-constructs of extrinsic experiential
value (customer ROI and service excellence) and intrinsic experiential value (escapism and aesthetic appeal).
Moreover, based on the self-image congruity propositions in retailing research, this study proposes that
store-consumer image congruity intensifies consumers’ experiential value perception from the store.

In this study, store-consumer image congruity was measured by four sub-dimensions of actual self congruity,
ideal self congruity, social self congruity, and ideal-social self congruity to capture multidimensional nature of the
variable as possible (Aaker 1999; Sirgy, Grewal and Mangleburg 2000).

Under these conceptualizations, this study hypothesized that store-consumer image congruity has positive
impacts on the two different kinds of experiential value perceptions from the store services, which in turn have
positive influences on store loyalty. Also, extrinsic experiential value perception from the store services is posited
to have a positive impact on intrinsic experiential value perception from the store services. Lastly, store loyalty is

postulated to have a positive influence on leisure dining activity loyalty(see Figure 1).

* Assistant professor of Marketing, Duksung Women's University
** Corresponding author, Professional researcher of Yonsei Business Research Institute
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<Figure 1> Conceptual model

Survey data from leisure dining customers were used for the SEM testing. As presented in Table 1, the results
show that store-consumer image congruity indeed has a significant influence only on intrinsic experiential value
which in turn has a positive impact on store loyalty (intentions to revisit and recommend to others), partially
supporting H1 and H3. Also, extrinsic experiential value significantly increases intrinsic experiential value as
predicted (H2). In turn, store loyalty has a positive impact on leisure dining activity loyalty, supporting H4(for a

summary, see Table 2).

<Table 1> Results of hypothesis tests

Standardized path
Hypotheses Path cooffi cientls) p-value
Hla Store-consumer image congruity — extrinsic experiential value Gamma -.012 n.s
Hlb Store-consumer image congruity — intrinsic experiential value Gamma AS53H* p<.05
H2 extrinsic experiential value — intrinsic experiential value Beta L6737 p<.05
H3a extrinsic experiential value — store loyalty Beta -.120 n.s
H3b intrinsic experiential value — store loyalty Beta 363** p<.05
H4 store loyalty — leisure dining activity loyalty Beta .304%* p<.05
Goodness-of-fit indices : x*(48)=145.187, p=.00; CFI=.939; GFI=.900; NFI=.912; NNFI=.916; RMSEA=.098
<Table 2> Summary of hypotheses testing results
Hypotheses Results
Hla: Store-consumer image congruity increases consumer’s extrinsic experiential value perception. Rejected
H1b: Store-consumer image congruity increases consumer’s intrinsic experiential value perception. Supported
H2: Extrinsic experiential value perception increases consumer’s perceived intrinsic experiential value. Supported
H3a: Extrinsic experiential value perception increases consumer's store loyalty. Rejected
H3b: Intrinsic experiential value perception increases consumer's store loyalty. Supported
H4: Consumer's store loyalty increases their leisure dining activity loyalty. Supported
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This study’s contributions to retailing research are as follow. First, reflecting an increased interest toward
leisure-related consumption, this study suggests the importance of investigating factors that affect store choices
for leisure purposes. Specifically, this study shows that store-consumer image congruity and experiential value
perception from a service are two important antecedents for leisure consumers’ store choice.

Second, this study shows that experiential value from a store mediates the relationship between store-consumer
image congruity and store loyalty. The study reveals that an intrinsic experiential value perception rather than an
extrinsic experiential value mediates the relationship.

Third, this study used four different dimensions of store-consumer image congruity (actual, ideal, social,
ideal-social) to fully capture the construct. Even though they are not analysed independently, this approach would
better reflect the meaning of store-consumer image congruity.

These results suggest following managerial implications. First, store managers have to strategically manage
store-consumer image congruity to improve leisure consumers’ intrinsic experiential value perception from a
store. Managers need to consider matching their target customers’ self image(actual or ideal) with store’s overall
image to magnify a positive effect spillover. In order to do so, they have to carefully integrate a store’s various
service elements to make a consistent overall image.

Second, results suggest that store managers have to give a special attention on creating intrinsic experiential
value to improve consumers’ store loyalty. They need to design service delivery processes to help leisure
consumers have such feelings as escapism and aesthetic experience through the service experiences. High-end
stores might focus on offering high quality aesthetic experiences that match with the consumers’ ideal self images
to generate affective involvement and long-term relationships. Low-end stores could focus more on giving fun
and excitement through the service processes.

Third, store managers can also design experiential value based communication strategies. Communication
contents that successfully portray experiential values from the store would help leisure consumers actually
choose the restaurant and further boost positive word-of-mouth among customer groups.

Despite several limitations, this study suggests an importance of store-consumer image congruity on
consumers’ experiential value perception and store loyalty for their leisure related consumptions. It is hoped that

this study facilitates more studies on this fast growing area.

Keywords : store-consumer image congruity, experiential value, store loyalty, leisure dining activity loyalty



