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The Effects of Tourist Shopping Value on Fashion Brand Attitude and Shopping Satisfaction
-The Moderating Role of Cosmopolitanism-

Hee Jin Hur'
Dept. of Fashion Design & Business, Daejeon University, Daejeon, Korea

Abstract: This study sought to identify the types of fashion brands preferred by tourists based on the shopping val-
ues that they pursue through purchases at tourist destinations and to verify the effects of these values on their sat-
isfaction. To obtain a representative sample of South Korea’s tourist shoppers, a survey was conducted among 300
subjects involving adult men and women in their twenties to sixties. Structural equation modeling analyses were per-
formed on the collected data using SPSS and AMOS. The effects of tourist shopping values on brand attitudes were
verified by dividing tourist shopping values into social, epistemic, and functional values and dividing brand attitudes
into attitudes toward fashion global and local brands. Additionally, this work intended to ascertain the moderating
effect of cosmopolitanism on tourist shopping behaviors. The analysis results reveal that a high level of epistemic
value as perceived by tourists during shopping resulted in a corresponding high level of preference for local fashion
brands. Furthermore, a high level of social value as perceived by tourists led to a high level of preference toward
global fashion brands. Contrastingly, functional value influenced both local and global brands. As a result of the mod-
erating effect, in the group with high cosmopolitanism tendency, the effect of epistemic value was not significant, but
the low group significantly affected brand attitude based on the social and epistemic value. Given its academic and
practical implications, the present study is likely to broaden the understanding of tourist shopping and facilitate future

research on that phenomenon.

Key words: tourist shopping value (3323 7}X]), tourist shopping
local fashion brand (22 @41 =), global fashion brand (FZY 3

(F332:9), cosmopolitanism (Z2=EZ 2 EFUF),
A )

.M B

o7PE R Ao rmiA wFH| oA ol
T8 AHEFOR A, 29| F

ofao] Fad
A5 Aol

~
®
nj
e
2
)
()EIX:‘?
X,
e
oM,
I
o
o
ol

fCorresponding author; Hee Jin Hur

Tel. +82-42-280-2464, Fax. +82-42-280-4971

E-mail: hjhur@dju.kr

© 2021 Fashion and Textile Research Journal (FTRJ). This is an open
access journal. Articles are distributed under the terms of the Creative Com-
mons Attribution Non-Commercial License (http://creativecommons.org/
licenses/by-nc/4.0), which permits unrestricted use, distribution, and repro-
duction in any medium, provided the original work is properly cited.

576

'S (¢}
N5%E 7Y =&
2 3gE0] 644%Z 7FF E=A UEREe™ 9F771 43.8%,
ARER7E 15.5%2 HAAE o] 7P B2 ZloE IR
tHMinistry of Culture, Sports and Tourism, 2020). 34
o] & Al HAAIFE s A7 Sl

SEO
449 9L

ul2 ek ohjel Mo Solh Fol A&HOR oloq &
2ol 49, A7 507 AAHTKCui, 2016). TS FAEsl}
WodE 27 BAE HAES AES B JAXS 345


https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2021.23.5.576&domain=http://ftrj.org/&uri_scheme=http:&cm_version=v1.5

BRG] FTSHE S} AHUBUE g} HFREEC) PAE G AARF Y ZIEAE FYCE ST]

AFEEA BHE X9E e Hol og=71e]
oJH]|R] el 71998 4= Urh(Kang, 2013).

o i X
k) fg‘ ol
o > T
30 g A\
1
“3iad
L -
rd
3
B
ot
&
it
2
X,
N
‘;L
2
B
ot
ool
o
@
AN

2
B9
X
fvie}

i
%0
O

2
o
o, i
e
2
S~

@ s e Azl ogxggg_ura o
= E':c}i(Oh et al., 2004)

_L,mEE

m
O
-z

1:!
< FAskt # A 3H—H:}(Fodness, 1994).
9 £Be2EE /T £BS 3 gov,
A3t tH(Turner & Reisinger,
 BAASE 5] QAN Avlsle veRT T
B =5 WEA N Lol 22 Aol JJom HFA|
A 9ol AZSR vge A oY A B R
Z}A)EtHHeung & Cheng, 2000). ZH32collA] Fuljsh= A
F3) BUG ABDATANE THAF FH) 2HL D]
A A8 AST e QLEATH EA mE

A5 AE

0«] Z}o](Lehto et al., 2004; Rosenba m & Spears, 2005;
Zhu et al, 2016)S} 72 QlF 4741 o1k 05;7} 2= o]
£ Ak whEbA Tegh A gk
Wl AHR; BeE J%ﬁ& EE‘HE EHE

ruﬁ
mﬂ
\:o
N
L
%0
i

Y 2016) iﬂ]ﬂrc
Ak 9} E%E ZzyA 2 dxgdo= o)
A7} tH(Han et al., 2019). H3= 4]
B2 SAkEel af o] Fol ot HEsid
LA ;.M@ UFe A7 79 olFoA|
E}(Cui & Choo, 2018). HAl= FEHAAF} A=A
glod &3 A A3ste HAE Bzl dis) 2=
ol 27 HAE HEg 2R3l J3ES AF
eje)7t g Ao Azter)

FEAR| A O] ahSES

Hg o2 AJNEL TFL
Joli MZL 7IXE A2ttt ¥ %‘7—‘1% gl
g B3 e dg By ol &S e Bt
3 2 AR BREEe) dREA WUE7HE Frh(LeHew
esley, 2007). =
845 ¥FsR= AT APE /1A

AR

N Q9 & mlm

0 o

fo
£
o i
;Lo i

o8 |z

~

ul

:%

a

z.

8

a

=

:(l){:,"

fo
&
N
X
rlr M

S~
™
£
1n

e

=
i
)
4

o

¥

&2
f
;2

LT o XN
N

O
o 1

o
PAEC) rE

rlo [

B

o L g %4 o
rJ
OE
>
&
lo
-

Sh
ol
24
Eﬁ
=2
=
o
i
=
4
o

o
o}ﬂ} H
e
rr
_]N
©
o,
o2
>

ﬂ3£

N
X
:E, of
5
k)
%
B
o
o,
)
3 o
% o
i =
o
A I
43
i
br ol
o o
N
3 |
2 B

Jo & orfroao X oo R loodd e Lo
b
of\
o e
<]
N
&)
Ky
e e
ol

* re
fu
i}
E=
=
z
=)
[
'S
il
Fll’ l-nl]] rJ
09, NME
% g,
o -,
z
=)
I
=2
=
ot
Bu)
b1

N
R
X
B
o
2
i
pu)
bt
s
B
o
rlj
)

b
=2
2
5]
0!

fijlo
=)
R

r
o

o =7
L
e
FR_{Q;
b ool
S e
mboﬁ
ol

_ﬂz\:
N, o

_E
ok
>4
3
2
4
>
re
2
E
do
it
g, Mo
Lor
i ot

r
m
9
R
rd
o
B
o
lo
N
P
i
-
)
>

= A% AAE S BAsL e AaAlFel i B3t
A5 gRlgtozx At 2 ool AARS Alwst
27} @}

2. O|EX uiE A JHd=E

WFLEYS AFA NN dofuvke Fa3t rMEFor AP
< 3k= B olFoX= PulEES oW|gth(Yu & Littrell,
2003). FFHENA Jo] HFEFLS 7P Fog 5 F st
U= 1= sutol et 21 AYEEEe) AlFet
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Z FulE Z23THChung et al, 2013). 2y 3=
Ergl & gl #BAELS HAIH Fuljol] WX
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A == 71eHola 84U T8-S ofnlshe AH|A; )
5o F93 F7)7F Ark(Williams & Soutar, 2009). =
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AYL vEE G rAE F83 99deEy & 4t
(Duman & Mattila, 2005). A}3]2 71x|= #g2]o] &3l UA
v Fatd ke Jue] #A4Y 1 AN HEags B3
F JE 282 9n3tKHur & Choo, 2019). #34:7
S ERICERE S QIFet A9 A AETivt
4 F ERIFe] WA e B8 e AR 79
# UtHArmold & Reynolds, 2003).
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3t A3l s €8 U= 12l O Z (Hannerz, 1990)
54 =7ht #31] Al digl] ddE Psol HeE ol
A e AFS JnETH(Cannon & Yaprak, 2002). FAEE
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IS ARESl] 7]EFC] JEeEAel RIEEY AEE Y

< AN, AMOS 22.0 T2 3L o] 83le] ATEAS
AZ37) 915k 1A QR1BA I 2P S B HREA
3 T B S AAEh

A0l AMgE RO tigh QITFAIEE 54 vt 2
o} Fedal F FAS 1509(50.0%), 9142 1507 (50.0%) 02
Y v&S Yo, AFUMER 200 759 (25.0%),
300 749 (24.7%), 40H1= 7578(25.0%), SO ©]’d 76%(25.3%)
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3 "9 Z9]0] 229%(763%)E 7P H& H1ES X8, o
SHl At ot 427%(14.0%), 253 S olsk 29%(9.7%)
TOE PAEUT AEL ukAREAC] 1457 (48.3%) 0= 7t
B2 HFS AXEH e, HEH o] 419 (13.7%), T 29

H(9.7%), AUFH 289 (9.3%), AH2/7153] 27%8(9.0%), 7]
B} 20%(6.7%), F-2 107 (3.3%) <22 UEyith. §2e] ¢
Hi /MRS 5009+ o) 1429 (47.3%), 3005+ o)~
5009+ wEF 113%8(37.7%), 1005+ ©]’d~3009+d w]qk 427
(14.0%), 1009+ PIRE 355(1.0%) 22 2=t

4.1, TANEel MEs J EEE HE

SN s} WEE S AS] S8 &
AH Qe E ANsiden B4 AR, ARG F
409.638(df =174, p=.000), GFI=.889, CFI=.962, NFI=.936,
TLI= 954, RMSEA = .066°.=2 T=-8 wigl 0] =y 29}

Table 1. The result of confirmatory factor analysis

CR), ¥ 5% (average variance extract: AVE) gt 3t
S viek 2o R ERIEe] FAYE] g gk
HEFIA S S8k Table 29F 7] BE #471dE9 He
HAZFZ(AVE) FHEo] EE 7 AEASe] AF @)S
2}38]5le] Fornell and Larcker(1981)2] A|A] Wl w2 b
B3 7S WEoshe Zle® YEkiTh

42 =Y HB

of HXe FFE FRIEIALE ¥4 A4 2R 3= A
T 1 =602.819(df=178, p=.000), GFI=.850, CFI=.931, NFI
=906, TLI=.919, RMSEA = 0792 UEh} 1528 o
2 ERIHAT

ArEY e AR FodS ERIst 43 Fig. 13 2ol YEr

Construct Items

Standardized factor rvalue AVE CR

loading
Tourist shopping items symbolize wealth and success 923 -
. Tourist shopping items reflect my social status 934 29.543
Social value . o . . . .823 .885
Tourist shopping items give a good impression to others 935 29.654
Tourist shopping items give me social recognition .833 21.713
Tourist shopping items give special opportunities to understand the local 37
culture ’
Epistemic value Tourist shopping items help me understand the local lifestyle 841 17.964 767 899
Tourist shopping items increase knowledge on other countries 920 20.685
Tourist shopping items make me experience something new 911 20.385
Tourist shopping items has good value for money 725 -
. Tourist shopping items are priced well compared to domestic products .885 15.093
Functional value . o . .685 .831
Tourist shopping items are reasonably priced 855 14.621
Tourist shopping items may be used in ordinary situations after the travel .836 14317
1 like local fashion brand of the tourist destination better than any other global 291
fashion brand ’
Loca! brand Local fashion brand of the tourist destination .1s my preferred brand over than 912 23767 317 850
attitude any other global fashion brand
I would be inclined to buy local fashion brand of the tourist destination over
. 909 23.607
than any other global fashion brand
I like global fashion brand better than any other local fashion brand of the 045
tourist destination ’
Globe}l brand Global fashion brand is my preferred br@d over‘ th@ any other local fashion 045 24880 846 802
attitude brand of the tourist destination
I would be inclined to buy global fashion brand over than any other local
—_ . . .867 24.853
fashion brand the tourist destination
I am pleased with the outcome of my shopping in the travel destination. .859 -
Tourist shoppi
ourls:t s o,p PIE | am content with the outcome of my shopping in the travel destination. 928 22.221 .804 .889
satisfaction

Overall, I am satisfied with the outcome of my shopping. 902 20.410
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Table 2. The squared correlations and AVE of variables

Tourist shopping

Factor Social value Epistemic value  Functional value Local brand attitude Global brand attitude . .
satisfaction
Social value .823*
Epistemic value 023° 767
Functional value .184 249 .685
Local brand attitude .063 203 236 817
Global brand attitude 181 058 233 211 .846
Tourist shopping 123 416 534 214 133 804
satisfaction
a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
b: Numbers below diagonal are squared correlation estimates of two variables.
Local
brand 346%x+

Epistemic
value

Functional
value

Fig. 1. The result of structure equation model.
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Table 3. Comparison of path coefficient

*p<.05, *** p<.001

*pK.05, **p{.01, *** p<.001
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Path coefficient

Constraints model(constraints path)

High group Low group Ax

Social value — local brand 129% .016 2.69%*
Social value — global brand 152% 264%%* 1.98*

Epistemic value — local brand 072 359% 2.83%*
Epistemic value — global brand 015 183 919
Functional value — local brand A66%** 373%* .505
Functional value — global brand 306* 534xE* 1.24
Local brand — shopping satisfaction 317H** 251%** 594

Global brand — shopping satisfaction 112 199** 3.67%**

p < 05, *p< .01, ***p< 001
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