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The Effect of Tourist Shopping Value on Product Types and Satisfaction
- The Moderating Role of Escaping-Seeking Motivation -

Hee Jin Hur and Young-Gu Suh"?

Dept of Fashion Design & Business, Daejeon University, Daejeon, Korea
" Business School of Sookmyung Women's University, Seoul, Korea

Abstract: This study analyzes the type of preferred shopping items based on tourism shopping value pursued by
tourists through shopping at travel destinations as well as verifies their impact on satisfaction. A survey on 310 adult
men and women aged 20 to 69 collected data samples representing tourism shoppers in Korea. Based on the collected
data, a factor analysis and a structural model equation analysis were performed using SPSS 25.0 and AMOS. Tourism
shopping value was divided into functional value, emotional value, exploratory value, and shared value. In addition,
shopping items were categorized as physical materials and experience materials to identify the difference in preferred
item types according to the value that tourists perceive. It also confirmed the adjustment effect of tourism motivation
that affects tourism shopping behavior. According to the analysis results, the more tourists perceive functional and
emotional values when shopping, the more physical material they prefer, and the more they perceive exploratory val-
ues, the higher the preference for experience goods. However, the shared value affected both physical materials and
experience materials. Based on escape-seeking motivation, the adjustment effect of tourism motivation (a major vari-
able to understand the behavior of tourists) on tourism shopping behavior was confirmed. Based on the academic and
practical implications of this study, we hope to broaden our understanding of tourism shopping and revitalize research

on tourism shopping.
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Table 1. The result of confirmatory factor analysis

Construct Items StandardlZ.ed Cronbach’s AVE  CR
factor loading o
Revive/s me .860
Address/es stress 910
Emotional value ) 928 768 882
Make/s me get out of routines .880
Make/s me feel good 855
Give/s special opportunities to understand the local culture 905
. . Help/s me understand the local lifestyle .906
Epistemic value ; 930 769 .900
Increase/s knowledge on other countries .848
Make/s me experience something new 847
Has/have good value for money .838
Is/are priced well compared to domestic products 853
Functional value .894 686  .832
Is/are reasonably priced 875
May be used in ordinary situations after the travel 743
Give/s opportunities to share my traveling experiences with other people 774
. Give/s opportunities to get along well with my travel companions 923
Sharing value .889 680  .806
Form/s a bond with my travel companions 913
Make/s me feel like talking about it to everyone .700
Experiential purchases during travel make an enjoyable travel. 776
Experiential . .
product I prefer the experience I can have during travel. 701 .823 643 775
Experiential purchases during travel make a memorable travel. 930
Product purchases during travel make an enjoyable travel. 903
Material product I prefer products that I can buy during travel. 795 .878 689 782
Product purchases during travel make a memorable travel. 819
I am content with the outcome of my shopping in the travel destination. 873
Tourist shoppi . - .
Ourls.t S oppmg I am pleased with the outcome of my shopping in the travel destination. 916 925 .808  .890
satisfaction
Overall, I am satisfied with the outcome of my shopping. 908
Table 2. The squared correlations and AVE of variables
Factor Emotional Epistemic Functional Sharing Experiential Material Tourist shopping
value value value value product product satisfaction
Emotional value 768"
Epistemic value 412° 769
Functional value .329 251 .686
Sharing value 219 345 289 .680
Experiential product .188 402 202 272 .643
Material product 460 362 526 404 276 .689
Tourist shopping satisfaction 425 421 537 401 317 666 .808

a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below diagonal are squared correlations estimates of two variables.

Suk(p=.108, ns), 7154 7H(B= 491, p<.001), 774 7}=
(B=.307, p<.001), T4 7EX|(B= 293, p<.001y= EZA| A
joﬂ ]’O‘]’ Oﬂzﬂ—.— n] ]‘~ 74_& §1—0]E]04u1r ,Jrur_qg:_o]
B Al 718A 7, A 7K, 3RE 7ERE A A4
5 EZA g Asut e A & 5 Aok v g
AA 7 (B= 461, p<001)¢} 374 7HX(B=.185, p<0l)=
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AGA Azl eI FFS WAL Qo Uetont 1%

2 71 (5= 128, ns)?t LA 71 (B=—034, nsye ATA

Aze] G AN e Ao etk #a A B
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B4 sk T4 7R B A2R5E AR og A
b 5 & 5 Aok 715 SRk 2R AE B4R
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Tourist shopping value Shopping product

Functional value |~ 491 %%
Emotional value i*
Epistemic value |~ :

.

Material
product

RS Experiential
product

Tourist shopping
satisfaction

Sharing value

*xx p 001

Fig. 1. The result of structure equation model.
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Fig. 2. The result of structure equation model of motivation.
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