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ABSTRACT

Mobile location-based services are evaluated as effective sales promotion tools that can influence
the purchasing decisions of consumers based on individuality and ubiquity. This study investigates
the effects of consumers’ intention to visit a store on their self-construal level, types of fashion
products and types of mobile location promotion . The study uses a 2x2x2 factorial design: 2(the
self-construal level: independent vs interdependent) x 2(types of fashion product: utilitarian vs he-
donic) x 2 (types of mobile location promotion: value-additive vs price discount type). One hun-
dred and sixty-eight women in their twenties and thirties residing in Seoul participated in the
study. As part of the study we conduct a frequency analysis, reliability analysis, 3-way ANOVA,
and simple interaction analysis using the SPSS 18.0 Statistics package. Results are as follows. It is
shown that the type of product and mobile location promotion both have a statistically significant
effect on consumers’ intention to visit a store. It is also shown that self-construal level does not
have a statistically significant effect on intention to visit a store. The effects of consumers’
self-construal level and the types of products purchased are shown to have an interaction; how-
ever there is no interaction between self-construal level and type of sales promotion strategy.
Lastly, the study confirms an interaction between the type of products purchased and the type of
sales promotion strategy used in influencing intention to visit a store.
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(Table 1> Analysis of controlled effects of type of fashion product

Variance N M SR t
) Women's high-heel shoes 28 4.64 438 _
Type of Hedonic : 23.587%*
i Running shoes 28 1.50 .50
fashion —
duct o Women'’s high-heel shoes 28 1.53 .69
produc Utilitarian -16.88%**
Running shoes 28 4.39 .56
#5001
(Table 2) Analysis of preference difference between two products
N M S-D t
Type of fashion Women's high-heel shoes 3.39 .62 L06
product Running shoes 3.21 62 ’
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ZAE e NHEE Lolrr] Y& A=
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98 AL EEA (3-way ANOVA)S A&
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(Table 3> Means and Standard deviation of consumer’s self-construal level, type of product, intention to visit a store

visit according to the sales promotion type

Self-construal level
Independent Interdependent Total
Variance Type of fashion product
Hedonic Practical Hedonic Practical Hedonic Practical
product product product product product product
- 3.15(0.60) 3.07(0.75) 3.11(0.69)
Value additive
- - 3.73 2.56 3.37 277 3.56 2.66
aes (0.60) (0.60) (0.77) (0.73) (0.71) (0.68)
promotion
) ) 3.82(0.50) 3.74(0.58) 3.78(0.54)
type Price discount
e 3.82 3.82 3.77 3.72 3.80 3.77
(0.47) (0.54) (0.57) (0.59) (0.52) (0.57)
3.48(0.69) 3.40(0.76) 3.44(0.73)
Total 3.78 3.18 3.57 3.24 3.68 3.21
(0.54) (0.85) (0.70) (0.82) (0.63) (0.83)
m(s.d)
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(Table 4> 3 - way ANOVA (Intention to visit a store)

Variance SRS D-F M-S 1
Self-construal level (A) 1.00 1 1.00 1.32
Type of fashion product (B) 36.37 1 36.37 114.50%%*
Sales promotion type (C) 77.13 1 77.13 299.10%**
A*B 3.97 1 3.97 707
A*C 14 1 14 19
B*C 31.86 1 31.86 132.317%**
A*B*C 518 1 518 12.93%**

Total 167

F At B SRl 4 el 73 iAol wel FEWELE frofg Ael7t
(M=378)4 7% 7k F7F F3(M=311)% = AR Ty AFFH]l LA Agelle A
o Ao Ert o 57 Uebstth o] AL 71 eEel wE AEHEe L ol 7b e
AAEFS Foie o sfAdAFel dal 7IE= 7 A gkt &, HAAEFFH ol AAY W, &H
2 eF JAGle] 7HAE APl HEWE ko] Azl el =HA A-(M=378)71

Lo 523 Q9lolgt+= Hwang, Kim, Hwang Ao o)EZHQ A (M=357)Et} FEHEoL7})
(2005) 9] A+ AFet fAkgh Heks Zhevy @ =7 vetsth Fig. . 3o A= &
T AUtk H27E AE AAE AotrEe] =R Fdte

(Table 49 ZAFelA vepd A} o] z7] AE Zrerh w13 59401 A eEs %
A FEG AFFY e Fold deAgany v AFEE A A A T WS 1
7 Qe AeZ2 YehH(Fre=7.77, KX 01) (M4 etn g T2 st A4S Zed
HE AA=HRY s eEt AFFI (Yang & Cho, 2015). whebx] o9} & A2
HeAgo 2XE AHHE7] 93] (Table 5> 2 I AT FEe]l YA AnAE HEAE
o] T Aoz BAS AAst I A Al Aot Ao EFE s AlF e 384 &
F48 S A A (Frg=5.71, K.05) A7 Aol WA HEIWEALE P AT /F

(Table 5> Analysis of simple interaction effect on intention to visit a store(Self-construal x Type of fashion product)

Variance SERS D-F M-S v
Self-construal level * type of
fashion product (Hedonic)

Error 130.89 167 78
Self-construal level * type of
fashion product (Practical)

Error 116.67 167 .70

4.48 1 4.48 5.71*

.50 1 .00 71

{05
- 12 —
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360 A
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340 4 — Type of product (Hedonic)
—==Type of product Utilitarian)
________ 324
320 | g e
300 T 1
Independent self-construal level Interdependent self-construal level

{Fig. 1> Analysis of simple interaction effect on intention to visit a store
(Self-construal level x Type of fashion product)

g %tk Je (Table HlA 2 5 U%el & AAHUh AFHFES BNEAGE e A
avAe AN ES BREARE) HEL SHE] EFAE 24 As) (Table 6)3F 7o)
go HEWTAEA WAL dgol e A olgh W RGNS A A BUEAGY
L M e AAEA et o) AR HHYD B (Fuug-11852, pL001) A

Tt (Table DA ANE AAY AFFY FFI WE FZPRARY o7k RlaH
3 oREA6Y gl g8 AEAsEAE  Jehdd 2eu BuEAeRe A4 4
Qe AT VEHFLp-1323L K001 H6)  Solt AERGe] wE HEPEIE G2 A

(Table 6> Analysis of simple interaction effect on intention to visit a store(Type of product x Sales promotion type)

Variance SERS D-F M-S /2

Type of fashion product *
Sales promotion type 68.16 1 68.16 118.52%#*
(Value additive type)
Error 96.04 167 .58

Type of fashion product * Sales
promotion type .07 1 07 17

(Price discount type)
Error 73.77 167 44

5 pC 001
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400 4

380 3.80 =

————3.77

Sales promotion type (Value additive type)

===Sales promotion type (Price discount type)

266

Hedonic product

Utilitarian produet

{Fig. 2> Analysis of simple interaction effect on intention to visit a store
(Type of fashion product x Sales promotion type)

441 %}Zﬂ Zﬂ%%f‘é o (M=356) <}

hel zpol7h foskAl skt (Fig. 2).
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(Table 7> Analysis of simple interaction effect on intention to visit a store (Self-construal x Type of fashion product x
Sales promotion type)

Variance §°8 D-F M-S F
Type of fashion product * Sales promotion type
at Self-construal level (Independent)
Error 54.67 88 62
Type of fashion product * Sales promotion type
at Self-construal level (Interdependent)

Error 65.53 80 82

29.94 1 29.94 48.20%**

5.96 1 5.96 727"

ro

= A AFe Al F2F 29072 2
= UrE‘rkEEKFlg 3. Jd 27184 5 ke A& At AR AujEzH o]
=49 o Ao AL AT o 7H E3pAelgke Kang(2007)9] ¢k 2 4
EFEM=377) 7FA57F A7 o]t
ot

380 - /__————'7
373 ¥

360 A s
340 A ¥
3.20 ’ —— Type of product (Hedonic)

# ===Type of product Utilitarian)

300 A g

240 T
Value additive sales promation Price discount sales promotion

{Fig. 3> Analysis of simple interaction effect on intention to visit a store
(Self-construal level (independent) x Type of fashion product x Sales promotion type)
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