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Abstract

Purpose — Recently, many large retailers have been fre—
quently purchasing commercial brands. Not only the quality of
products purchased but also the brand images are of concern
in this process. Based on this rising trend, commercial brands
have become an important issue in the retail business world,
along with increasing general interest as well. Thus, this study
focuses on the factors affecting commercial brand images and
clarifies the impact of the resulting factors as well. First, store
images and familiarity, price sensitiveness, and knowledge are
presented as the effect factors for commercial brands. Second,
the study tries to clarify the effect of commercial brand image
on the reliability and loyalty of customers.

Research design, data, and methodology — To conduct the
study methodology, 250 questionnaires were distributed to re—
tailers who have used large discount stores located in Busan to
purchase a commercial brand a total of 234 valid questionnaires
were used in the final analysis. To verify the hypotheses, a
structure equation formula using Amos 20.0 was calculated.
First, prior to the verification of hypotheses, the reliability and
feasibility of the questions were tested, and as a result, the val—
ue of Cronbach's alpha was higher than 0.7, thereby showing
reliability. Additionally, for the verification of the feasibility of the
questions, a confirmation factor analysis was implemented.

Results — First, variances such as store images, familiarity,
price sensitivity, and knowledge were presented as the factors
of effect on commercial brands. As a result of the hypotheses
verification, all the effect factors presented in this study were
confirmed as important variables of commercial brand images.
The hypotheses were drawn based on the studies relating to
existing commercial brands, and thereby, a result similar to pre—
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vious studies was produced. However, the effect factors of the
commercial brand image presented in this study shaped a new
study model based on the previous studies. Second, it was
found that commercial brand images had positive effects on the
reliability and loyalty of customers. This study presented reli—
ability and loyalty as the resulting factors of commercial brand
image because they are the most important factors in relation to
customer behavior and variables that can suggest marketing
points for distribution businesses.

Conclusions — This study focused on clarifying the factors that
are important effect factors for commercial brand images. As a
result, all the hypotheses were confirmed in this study, indicat—
ing a meaningful result, and thereby suggesting many points
that can be presented to distribution businesses. First, the prop—
er strategies should be developed based on the hypothesis that
a store image, the familiarity of customers with brands, and the
price sensitiveness and knowledge level of customers have an
important effect on the choice of commercial brands.
Additionally, the formation of such favorable images will have
positive effects not only in terms of customer trust in the com—
mercial brands but also in terms of their loyalty.
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| &, SE2{4, O|0IE, ROOIE
oA PBAE 10t 7HE TOfstn MXOjEe| 25% HIES Xt
St QI AE, M=EE & 2 20ijA X7te =Z2|0|Y K|
2 [d2 gHlstn d&stn ot HolFEe| &4
2, AEZFE 50007 EEE OFEECE HX|TH MAOjE0|XA
AHX[SH= H|E2 DOREQL H|RSICH ME2Y222 49 A &&
HMEC OiE H|FO| 30%E HELh SSURC AHA AES =
9ot d&M™E0| =CE Z7| 220 dend H =8 At S
O QHE 7|9H XHEHoE J&EH7| of2{eTl M=o LA
Zt 78 Bo|e7| ZA™WE MatE 8o QICh 22 M=ot
= A dENE2 YR £Ad2 0|0 FSHIUZ FX|
St= Q00| 7| 3ICf FSYPAE2 AN BE-E X EO0|
HMZEYH QL AHXIAZ FO| =Ectn FHESICH F, A, 34
HEYEHENHE AIRTZE 7|28 1, 7| GME0A= M
EXtglo] mEIF SRE MEfOM QFYEHOR HES M £
UEE oCH= AOICH AHXSAE £2 S22 =2 o M
A Fofg = A= 7137t = 0|50|2H= =2[Ct. O|OE =Y
H 2L FEYA EHET ZAHWSH AF ©HE2=Z 71AH0|
oha|3tE = JUCkD MHBCH(HanKhyre Newpaper, 2014. 7.24.).

LSt RS BEHEE MZQYX EHE XMEo=E 2Hel &1
Lt OIS H[E0] XA S0 AHAt 7HEE IE0, AR 98
SICfSto] AH|XRQ| CHot 848 FFAIZ = UCL O|NH
SR XM EHES| L2 Ef Mot AtdntE = Qe H™EF
N Qoloz o|8E £ UCKLim et al, 2011). AL} FEAX
HHMEO| CHo AH|RRS| ME[=E =X ol 20| ¥ 7tA
O] MEst 4Z2E0 QASH= Z40| AHIYe| HHO|C}, Zt4of T
4ot AHXEA REYA BHET NBESICH= QAlez FOj
£ oz 433 AN EJXTH MEYH EHE(NB) A
20| dlslf 2&0| RCh= 2AA2 oS ZHX[D QUL M2 &
SAIE 2HE0M Z-E ZolE o Cradet 40 2 HAH

=

0 njo
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1 ofslsta= OHAE 30| ZARE|D UCHChun et al., 2014).
=Y 2ot F™YAEHAMOIM BEHEES ZHWE RE MG
s 23 dgtS st AUZ wOt ofL|zt BT XpO0| =iCt
90dLll Ol FSYA &BII TIESD HZ|HAM FSXLQ
S4E0 HEMER HIYHO “HE 2 fgdel 2210 E
I, MEYA HHEE 0|2t FEYA EHEQ} ZH|oF St=

SO 2|HEA EQUCt O] THE AN FS UK 2HE Of
TEE NIsH7| {8l 2EHE XHHQ| MEIE FHSH| o B2
LEHZ 5t QCHJin, 2011).
Olzfst SIFH|ZS ENZ 2 dF0AME |SYUX EMEE
e RIS FYI=H =TS F0Xt SHRICE
AX HE o|0|X|e] ZMAQISZE F JHX| HEE KA
At stoh FHECZR HPEXNZ MA[SHH Ch2ah ZCh AW
b =22ic0|0jX|o Hekgole FIo|o|X|Qt Xl&d, 7t
e, XA 529 2012 HMA[stOXt StCh =M, KSR S
EOo|0|X|7} nziol AM2let NZHO S0 OfHEt I O|X|=X]|

2. 0|24 H{ig

FEYUA EUMEE HEYH 2o Cfpzles Aoz EF
FEYAIL EXECZ J|2st MZFMOA Y MASo] Xt
H B2UEE BEXSID XpAF HEOA EOfsHE MES Tt
(Soberman & Parker, 2006). O|l= & A7l sHEMEE A7
St AAZ AEES JiHSIY st HECR FE EIME
(Store brand) = PB(private brand)2 22|7|= SHCHPark &
Jung, 2014). REYUX EMEE CHHOIEO|N BintE HOM &
Ctyot YEIZ =hitz|d Qo MEHFE HZE0A 2F, 7t
HHE SC2 2fE|n A1, FSUX HEAAM XX|SH= HIF
St Z716t0 UCHGroznik & Heese, 2010). 1ZE0| SEAX}
BEMCEE Sof 22 &+ U= O|HS X7t & HE EEO|
TOIX|X| %1 LU +FES FAGtD 7| BEXOl He2 ot
LIC} [M2tM |EYX ZHOA = Ol2{st PBEEES XtHsls}
0 fdsto] H2H Aol KEN fMES =Y et }A =
ACH oHH, dASC| =2|0|Y FSYA HHMEE AH|[XEQ|
HMEMSH|IES ASA7|IEZ2 IRz HY0| 2% I3
i, MU=Vt 2 AH|XF ZEO| KSR 2HE FOHS
Ol &1 9SSR 20| Ot PHE0| ME ==& 450
== OfEolQo= [{SYAES| Oo|EE0 7[ostA  EICt
(Corstjen & Lal, 2000).

0|t Z0] REAt BEE FMEO| £AMZ wOFI, M=
AKXt ToiFMOA XD 2 oM, M=o st o=
EE =0FE & A00 M=E| o7 7tX| dF4o| o|FE 7hMCh
Lt OOz 75t RFSYA E|MEQ| it AH[XHE2| Q2
Al2 HEYUH 2|ME0| HlSto] OfMS| W2 HO|CHLee, 2003).
oz REYUMS2 PR Ol2{st BES ECt 7iMsto] Q149
sEADE A O|0|X] ZJHME AlZ|EH FEY eIt JAS Ao|CL

FEYA EHME A AFRS| FE2 AWEH FSYX =
Cof CHst B2 7SS SSYX EMES| o8t 952 fI%t
2o A2 THXD UUSH, FEYUR EME AFOA AH|
Xt BMO| AFE AH|XHSO| MEQYAL HHE M RS =
HEE FOiSH= Q010 RAQXIE E5|1 JACH Michael et al.,
2010). E3t SR HHE KFO| AH|XQ| FOjMzO| HetS
FE Q00E X|Zt= EFHI 7t Mmd, KL= ™, &4y,
HIZO|0IX|Qt 22 DNHELD} eVl A52 =ahet nsat 2toj=
AEY 59| AS|AMA Ha(Richardson et al., 1994)=0] CHet
A7t O|R20|{M 2Tt E3| Batra & Shinha(2000)= AZEut &
SIRE MO 2 AH|XIC| PB M=0| 2 O/X[& Qo2 X|
ZtEl 7HK|, R|ZE B, AR st XM, X2E 9", 22
gof ofst =AY dg|n RTHMo CHE o|FEN S22 HMAISHRY
=4, 0|89 ¢F= XNEQ EX0| FE2 8ol & = U= ME
THCOHE TEE 8o & &= Us NEY I, RSX 2HE |
0| O M=zEls A2 LERRCHLim et al., 2011).

Edst gieynt Jof HEE ol 57|20 Y220
& AEQA7t  ECHKeller, 2002).
A £ EX e e AMO|L
o Hgtoz FolstRict, EME o|0|X|& FOiO|
L 27E o8 Hdsten a3 ddadds SR
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Cf AH|Xt= £ BHE0| Cfs 27852l O|0|X|E HMSHA
o, 228 =2 0f O MES F0istAL =oldoz HIHSHH
TOjel=of ¥ O|X[A =Cf MEC =228 SEol= Xto|7t
KT HEHFOIN AH[X[C| BHEO CHot M= =27t XHO|7f Lt
= 497 ULt Ol EWMET} H7|SEQ HXE £ U7| mf
20|, O] E®E Oo|OX|2t 3Lt =, 7{elo] EEo| L
Sf 1o 7|Y £0f OofH Q0|2 XNESIAUCHL OZ40| MEQ| &4
Ip ZoEo] gdEls A2 Yotth(Park & Chung, 2010).
=2 AHXEE2 MHE O XHE Fof S| EChe XHle

0250 U= M-Sl O|0|X|E Fofst= ZAO|Ct AH|XRZ} =
o|2{gt MEZF O|0|X|= AH|XIe| EfE FMO= SRt deZ 0|
XA EICh Sundel(1974)2 MZ=YM HM=o HS| FEYX} =
THEO| CHot AH|Xte|l EfE7l ChA BEHMOl2t= ZUE YRACL
Ol AH|IXIE0| MIHNMCE REYX HHES| EHE A &It
St UQUCl, O o|gEs FSYUA EE o|O|X|7} 2EE 0|2t
= Z0|RUCH Shin & Kong, 2005).

oHH FEYAt Efco] Ciet S22 FEYA EHMEQ
Tojeleet Mzk, FEEe M, M7of o= S0| U2, O
= fEYHe ofEduto] 5%t 2910 & £ ULt MEtN &
HIXtS0| &f REYA EHEE FOISH=X|E s, O RIS
TS W0l = FESYUA HME HO| O[HIX| 2 Zdo|Ct
(Park et al., 2011).

3.1. RS BA EHE o|Ojx|e] el

3.1.1. HEO[O|X|et RS+ 2R =0[0]X|
FEYA 2HES HTS EiM HEZFHOILE Fm=ob B
So|Hol QMS BZAZ Eart /Ch &, RSYA EHEE F
Z o|f O EEES WOl otX| &7| MEof 2H|Xt= F= 0[]
AL §2&dE Sl RSYA BEHES UMY 7tsd0| =L
Sgot 2HCES TOfsiCet: o HEO|A FGot=Lof 2t
SHabRIC

Trranor ey,

oA
H

I O|0|X|= 2H[X7F EFEFHIZOA O

g A0 =EE0f LY dEe oA EHeEM ddkls FE
O| A}

off CHet HMEMNOl QI E= =242 ZoICH(Mazursky & Jacoby,
1986). O|2{3t ®IO|0|X|= AH|XIe| AWM E It FLOjMFof 7t
X| g2 O|XCE £2 O[0|X|E 7HX|1 Qe H=ZE OS0| &
Ofst= ME0| CishMz AH|XRC| FOHE FEUSHA & Zdo|ch &
HZO|0|X|= i ELRI7ILt MH|A, AE7A HOjER MEo| i
d 89 gole2 Fdr[E=h|, o|2{st X|ZHE ®IOo|0|X|= B
E QIX|zLt HiE 3 MOz, L£EMEO| IS O/XAH =
CHChun et al., 2014).

oHH  Chol XS0 2IstH, FE O|0X|= 7|88 41t
HEld £4o=2 FEEICHD SHYEO(Dichter, 1985; Oxenfeldt,
1974), &, HAHOl £ FRE0l £4o| 42EEo=E Y
ElCH= ZO|ChH M, A 540 XRCEEs HETFME HIRE
st 7HAnt MM Fat 22 J|ed EM4E2 Yo, TN
LMol A2 HES BI7|1E EESHO AH|XZE OjEOIA =7
= E30[L} morgtnt 22 Z™EMEHE 20|BHCH Oxenfeldt,
1974). Engel et al.(1990)2 ®XE O|O(X|of| MEo| 7t#1 EF
w0F ofL|at Chot A U CIXtQl mojelo] og M=ol M
d, MHIA =& HOIEX FMx 227 S92 /210 ZgHEICtn

SIRUCE 1 Q0=  Richardson(1996)0f 9|8t QEQX} HIE

0

t

o AR, HEMEHo| O go| 242 =HAME O|OjX|et EME
M=o 2YHl F&2 OFICtD S, Keller(2002)£ 378
Ho|1 ZolXol HEE o|0|X|& AH|Xte| QI Ef=gdo
SskS Z=Ctn BIGCH Park et al, 2011). EE$F Burger &
Schott(1972)2] AFUHME FEAX EME FOiXt= AEHEL}
£ BZE O F2°51H 4Zste Aoz LEMHCHKIm et al,
2011). Tk AH|XZL REQUXA 2MES EoOfst= HIZO|0|X|E
BEYNMoz HItSHA H FEUX 2MES EXS EYEFHoR
X281 ElCtH= Z0|CHBushman, 1993; Shin & Kong, 2005).
Olgt Zo| M ATLE0AM FEYUX Mo JHK|LL EF
CHoh= ThMQ| SiLEZ MEO|O|X| B0 X™S T Zxst
22 ¢ £ Ut w2t |FEUX 2= HESHE ¢
[EYUX 2= MEYOo|Lt MEoF BT TO|FQI OlMS B
ZEAZ EQTt UL I Cheo| SEYUA HEE HEYHO|Lt
HE 27 MX E2 ZFENMoR A8 MEHMCE HASI0
oofg|7| 2o Mxep BEst GMo|Lt QX7 REYX 2HME
o Wrto| =3t FetE A =ICH Pettijohn et al., 1992; Shin
& Kong, 2005). 0| Sl & UT0M= FSYX 2HE 0|0
Xlof gg2 Okl F2%t B2 HZEO|0|X|E HAlstoxt st
Ct. SYo &EO| MES TojsiCat= ofE MIo|A Eojst=
Lol et O =icof cist oj0jX|& Eatd 5= 2 ZAOo|Ch &
5| FEYUR HHES| AR, ofd HMZO|N FISt=Lio| W2} F,
M=t 2t= o|Ojx[of a2t O M= o|OjX|e| =&zt K5Y
A 2RiE0| Mo|z|of FES O/X|A & Zo|ct, matA Hzo|o|
Xt REYUX 2 o|ojX|ete| BAE ohSat 22 Itz A
Ha 4 A AHo|ct,

30 rH
L2 Ko

<7t2 1> HEO|O|X|= F&YA 2HME O|njX|of| F(+)°] &
&= 0ja Aot

Ot At ®ot=7tet ol Qf
S Hcot oHE AR HEYO|H,
O|AE &1 L=t HEEM HES AR St £2 =2 4
g2 S0 AME BdEo Cist 3-EQl et HAEICHD
ACHHwang et al., 2003). EHE 2FO|M EMHE F5d2 AH|
A "EXZ| aFHoM EHE0 Cigt = Z =t s S0| AH]
Xt grSap HUESHA f#o| QUCkn Sk HIMEO| CHsH ZROo|
FHE XS WA ke AHAE MER QEE SHE50HA
Lt "®otsted O ENEC=E Mg = = s¥H2 7HK(A =
Ch m2td HHeo| CHs HS H=SHA =7|A |, EEe)
ZEE Fdga AMO0| ChYstH AZE|0f 2-HARl Z780| d7ICt
(Lee & Moon, 2009).

Richardson et al.(1996)2 AN {5
=2 42 BHE Cigt M==& =0
CH AHXZ EF HEO| gt S22
Se2|AERt gHOo R HIWSHA El=0|, X
2O1A EICE ol Fisd2 HHME O[0|X| ¥-do 7|=st=0
Z, NEnt 20 gt X|ZE fHE ¥FH MzEE2 =
FLh= ZAo|C). m2tM F&YA 2EHE st fisd2 HEO0|
L} HEHEO)| CiSt X|ZE S LAAI-OEMN AH|XF7L X|2Zkst
= 58 7tsst B2 =2 =9&ECHChun et al.,, 2014). BHH,

SE0| Chet s EHZ IS |of
gt 4= QUCt o|2{gt A0 AH|X}

rir )
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T
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Rl
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=
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= &4E HHE FEY = AU H2lM=(proxy variable)E &
SHA| EICE CHE|H=E AH[XPIF AN KHE S2ar 2AZE UACEH
I Q= KB BHE HE2EM EsMo| B2 M, J, AH|XL

HE0l cisto Setdst M2E 7HX10 US If £ & ZE2EE
20| 583t 9gZ SHCH(Catlin et al., 1982).

M2ty FSEX 2ME0| CHsl 00| Xzt Hxd FE
7 £, OSH FSYUX 20 Cfst O|O|X|E SHAHSE
Hote 7hs90| =Lk g 4= QUL O|33t O|2X HiZEES ECrf
B B2 dF0ME YR E|E0| i X=Mar 2-E ofd)
X|ete| MAE Ctup 22 7HHd2 HEFStuRt st

m

<7td 2> Hxg2 FEYUA 2H-ES[ O[OfX|0| F(+)2
o

=3
=

3.1.3. 744t RS YAt H#HEO|D|X|

X2 S0 AH[X}S0| 7t CjH] S 1B 2aFQl AH|
OEE HO|HA 7HA0f Cipt QI =& MENOZ oK1 U
o, Mzt ME70 280 S22 0K ARzl gak
2 O24 Z7tzln QUct olz{st 7HHRZEE JHRIFQl +=F0
M 7t EE= JtAHEst0| CHeE AH|XLQ| BHSENEE LIEfLHE F
ZXQl EM S o|0|$HCH Goldsmith & Newell, 1997). &, 7+A01Z
E= AH[XE RO ZIE0 Wt 7HAS QlAlste FRE T
EN ECt XME@st 4S8 X|Sstaxt st 7io1o] oX|E LstCt
(Kim & Park, 2003).

Kalra & Doodstein(1998)2 7t4 TIZ=E 71A9| 240 CHst
Zb Jfelel XZEe M2t =2 X|EstaAt k= 2|X[off Xto|7t
ULt SHRICE O|Qt BAE MAATZ Bloch & Richins(1983)2]
ATOoAE AH[XFO| B =0 M2t IS0| X|ZsHs 7HAERTE
= 02 Ct20, AH|XRe| o2 ot Fe2 O[XICtD shof, £t
AH|XEO| £HIIK|QF AMR|& A2of M2t T O2{eh 7t DI =0
Xto|7t Ut SkQICt &, 7Aoo 0j TIEsh AH[Xb= 7|i0[Lt
MH|A HSARe| X|&5& A ECH= CHSE CHeto| CHSH EILE
S| MEWSI= AES EOICL Bowen & Shoemaker(1998)= 7+4
off RIZSH AH|XH= 7HK7E =2 MER o2 KXo R Bt
7] W20 MEOILL MH[AO L HEEI =2 P00 =2
9| |z =E FPHK| =0t SERACH Park & Noh, 2012).

mats 7t42 AH|XIO|A HIEol2tn & 4= o, XMEQ
SI7LX[O|X} KBS FOIECEN A Zl= 280 FOoE 7HX[0]
Ct. AH|XHOA X[ZE 742 ®MES Foist7| 9ot M= 2 =
e Arm MEHO| =236 ASRATIL EICH Zeithaml, 1984). Z,
STAOf s MA|E St 7tA0|2t StHEME AH|XIL =88}
Hot= 7HE-8E= 7l 7Hof| Xto[7h Qo a2z o|2{st 7t
40| QMY J|ECR AMBEE FEE 7tATIZEetn it
(Donald et al., 1988). A=, AH|XIE2 St 7tA40|2t= 749l
O HIt7|&F0| CtE21 FOfQJAMZH™O| = XtO|7} A7| W20 7+
s AHXS| METFZES Uel=d & d2 DjECh
Z, JHERZET 52 AH[Xb= 22 7HEE JHE MEo| Chsy
JHARIA =T 2 AH|RIELE O =A 7S X|24e Ao|H, &
7to] 7tAElo| = MO R IA Y-S Z0|CH Goldsmith &
Newell, 1997). Bowen & Shoemaker(1998)= 714 QIZ =7t £2
AH|AEO| AR, HSH 77t Lo HEHElE MER OetS X|
L£Xo=Z EMMSLY| 20| MEO|Lf AH|A0 CHSE HEEIL =2
Aete 52 50| fzcs HMEX| RECtn S FEYUXt
HEof Cfst ATOIM JHACIAET =25-E REYA EHE
£ F0ig 7tsg0| &OHa SHYCHKim et al., 2011).

£5| SR BHEON olz{st JtARIAEE B3 HEF

olh, YHtso=z2 RFSYUA EWMEQS| JHA0| MjEo=
27| 20| JHERAET =2 AHXHE FSYA BEHEE M=
st Fojg Aol =rCtn g = QUCH Burton et al., 1998;
Ailawadi et al.,, 2001; Shinha & Batra, 1999). &, SEYX} 22
EE zdt= 1M2 JHA0f DIAsh AH[Xel 427t Bl A
O|CHKim et al., 2011). M2t MEYX HHEE MEASH= CHA
FSYA EHEE FO§0X} Sh= AH|XIQ| ZL0 7H40 BIHE
7l o0, B0} Mot 7142 FOiStaXt o= X7t Hot A
OS2 F # U Ao} ez FHOIL; O|O|X|7t A
LieX| QICHH 717 HMHOA ECH W KEC 4EE Mz 7ts
‘do| Ot = = UL} 0|2{3t O|E2X HiEZ EOE & A0
Me aH|XRe| 7t iz eel fEYAL HME O|0|X|ete| BAE
JHd2 dFstH ChEar ZCt

<7td 3> tANGEE FEYA 2WME ojnjX|of F(+)° &
u

3.L4. XMt 7S EHE0[O|X| 2| 2HA

I

Sl ominre 2rynx |n

AH[XfO| BRME X|Al2 AH|XL 7|90 MELO U= 2
of &kt JHQIA oO|2 Ho| © £ UL} F, HIMEQL Az
FHO|7Lt WMol HEIt X|A0| ECHKim et al., 2012
OgasHoILt Hol™ SoA XtH| |5t EMEE Hig)
ool ZR7F Hon, o|of CHet AH|XEQl HHEx 2
4Lt ict sHH, REYUXt EMEo| AR, At 023 =
of CHet MeEQt ZEo| TotRlozN SEYUA 2o
oLt HIt7F &2 0|0X|E HMSHA =l 7I05HA
Cf, =Hof Chst X|Al2 aH|Xfe| ORSEO| Xf2|&D JUe
20 ogff EOZTICH 2ME XA Ghad| mANOl aHE
L} 2hA0| olst Z{0| otL|z}, Ecot mEsh X2 EAO|O,
FHHOZ =AM CHs 7HQI0| Bojsts 7|&X, oY XA
2 25 matste= JjEol2tn & o= ULk Park, 2005)

mata ™Ms =210 chst X|A0] gl AH|X} HObs 2
HEL XAMS 7IX|D e AHXPZE S RSYUX E-E0 O
st O|O|X|E =Mooz Yo' 7tsdo| &t & = QlCh
2t O|2H HiZES ECZE RSt 2o chst X|Aar =3
E O|O|X|Qto] HAE 7tz MFstH Ch3af 2t

=
of
L

oy

r

<74 4> XIMS REUR HAUE 0[0|X|o] H(+)2 FES O]
A Zo|ct.
3.2. e YA EMEO|D[X|Q A2

M|t Hrigto| Cist 2Eo| FaA ME EEs 2oz Ho|
= UCHGanesan, 1994). Whitener et al.(1998)= M Z|0f| CHS}
SARRPI|2Iel APEA T|CHo|H, O CHa=0| & == QUCtn
O, Rousseau et al.(1998)+& ACHEO| oLt WSO CHot
Aol 7|CHol| Yot AtLEoz +=8dtd= 28 BHE o
MOl MEH2FD SIRACE oHH, EHE ME|2t HIHETE o =0

(=] , —
AT 7|ls2 Y = Y= 5HO| ULt Hzst= 30|
L, QICH( Chaudhuri & Holbrook, 2001). YHtMoz 174
A2 FOf, AH[IPYO|LE MH|A MEDFY & 3ZYRER
Ot R E HUA=7Iet X|Z5HA El= O[O|X|of w2} 42|
o et ZFEIC] BHCb(Parasuraman et al., 1988; Clemmer
& Schneider, 1996). ot N2 E3 Fmo| OIMO|LL HF2

o

Mo WX Mop O @
>
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O|OfX| % wetExA S0 il 27
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SAHEE U7 FO, 38HQ HEE ¥
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£ 7IX|2 QAL JBiLt XZ20s FEYX E}MEQ| =Z|0|Y
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El QUCE Oj™ Y o|ojX|Zt YAFoZ ETE &40 Q5 o
ElE 0| oLzt R SR HHMEQL FEYXIS| CHAD HHES
EOZE @3 AZHof ZX AH|XEe| OrZ%0f BHESO{El Zio|Ct,

FEYX BHHEO| Cfst AH|XFSC| Q1AO|Lt O|O|X|7F KEY
A EME Oz =0 Pek2 O|XICtD $HCL O|2{st BEHME o=
= AH[XPL EF BHEE QB0 X|FOisHA 1, ERQIONA|
FHE AL MOi¥eE 2 JHAE X|Est, TFOfstaxt o
= HES TSICH(Reichheld, 1996). YHIHo=Z HALC OfjsE=
BoE X gdo 595t 94 F LR FFEICH Aaker,
1991). EHE Oz Hgo d¥2 O/Xl= 22050 AUfME
2 ARS0| doliX 2, O T AH|Re EME ZH BA =
HHME Oz Yol 7|dtlo] LMMLCt st AH|XIF HHME
7t oM A= =0z EHSHA 0| UACHJin, 2011).
2 SF0ME FSYA EUE oo FE2 O/Xs ez
=2HE O|0|X|E HNAISIZAL SiCt AH|XIS0| SRR 20
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<Figure 1> Research Model
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ZoH0] =FER ST FHHe gd=o=E HuH H2 74
o EHES Fofel, © ME OISt Hof ZtAB|LE &7, “FOj
Mol thel 7tz & =hQlgl”, “7tA0| HIME 1ols St= HY”
SO| AFEEIAEL

S, XM2 RS 20| et FEoF At 22 X[4
+Eo| J=E bjste A2z 0l HEoH7| B Kim et
al.(2012)2] ATE H=ZSIN +FE2ASHH ALESIICE. A
SRR E "REYA EHMEO| CHEE AEX|AO| BB, “RESYAL
BHCo 2yol e, FSYA 20| Ciet I BET S
O] AFEEIRACE.

CHAM, 95 EME O|0|X|= EMET} Zb= 40| CHsh Mt
Ol oA e 7S LIELD el Ol =37 s
Lee(2003), Aaker(1996), Keller(2002)2| HT0|M AIEHE &=
2 O|83IRACL FHHQ HFo2E “FEYX EMES XE =
HO| £87, ‘RS EUE HE HEFHOE HEZ © F8Y
X HE HE O|0IX] £87, © REYA EME FOiSH= 20|

0|50| &" 50| AHZE|RULY.

OlAm, M2l= FEYUA 20 Cieh HEHHOl BEZS 2lO|
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AL E g5S 8 =250 AESIRILL FHHe gdRezE
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&, “RegA EUME MEF Foie 240l E" S0l AEEACL
oRX|gez, A= RSYAL 20 CHet X708 o|=2t
FHOE S XHHoz SEYFYEE 0|5IAt o= oot #H
Of ULt O|F ZH3t7| 28l Bridson et al.(2007)2] HFLO|A A
8 55 8 250 MESIUL,. YL dFeRE 7
SYA HHE HF MO 2 o0 AZT, “FEYA HUE F
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2 9A70M FHAISH SREnt JHEE ABSH|
= M5t MEXE Sl ARE +TSIUCE HE2 2440
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ZoJMoM XpAQl X2 HAEES 3HSHA Bt 2, HEX|0 LY
2 529 ot 7, 4320 HUSI=E oiqict 27|72
S5 1YEH 142K 237 HAEIALCH & 25082 4
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Frot SstHETH oiet HE0E =EXF 72 (30.8%), HIRX}
7t 26 (11.1%), *17et &M 39H(16.7%), £R2UQ}t 3HH 939
(39.7%), 7|Et7} 48(1.7%) 2= 242} LIEFGICE SHH FLOfA| A
H|gt= H|E2 50HI0]2H0] 86 (36.8%), 5EHA0|AH—100+RI0O|2HO|
98H(41.9%), 102HA0|&—202H2l O|TH0| 37H(15.8%), 202H0| &
0| 13H(5.6%) S22 2zt LtEIRLCE

2 g4 JHE0IM ALBE FadsEo| MEIY AFZ2 Y|
2|8l Cronbach's alpha A& O|&dtF =0, 2420 L= 749
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2 & = UACL M2t =0 Lt ME|HOo| SR ATt
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5.2 UBEEY BS

EY=ES0| EtEE2 ZAISH| o MA| A#HaS0f CHet
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g 5= QUCH HBEIAGER2 ZE Q019 2ol et tgfat et
BMAFEUAVE), 7HE AMEI=(CR)O Sl HItE == U=
(Anderson & Gerbing 1988), 1 Z1t, Q0| H3}&Fo| nE (Z1O|
Folst £=X|E 20|11 JYR/UCL £t WA FEIHAVE) DA
D& 0.5014 708 ME|Z=(CR)ZE 0.70|4 22 LIEHICE [EkA
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HAE Adtet Ao, BE Aol ME[F7Hof 1.00] ZgE|D
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<Table 1> Reliability and Confirmatory Factor Analysis
. Cronbach’s | Non—Standard Standard . .
Variables Items Alpha Coefficient Coefficient Error Variance t—value CR AVE Fit
SI1 1.077 0.806 0.231 10.468xxx
SI2 0.974 0.804 0.192 10.450%x
Store Image 0.836 - 0.893 0.676
SI3 0.887 0.735 0.248 9,750
SI4 1.000 0.680 0.430 -
FAl 1.018 0.741 0.370 8.355%#x
Familiarity FA2 0.807 1.004 0.781 0.280 10,758 0.834 0.626
FA3 1.000 0.737 0.366 -
PR1 0.862 0.674 0.360 9.794x
Price PR2 0.861 0.750 0.233 11.04 4
L 0.837 0.895 0.682
Sensitiveness PR3 0.946 0.822 0.173 11,758
PR4 1.000 0.761 0.292 - ' =329.436
KM1 1.641 0.756 0.191 8,786+ (d.D=226,
p<0.001
Knowledge KM2 0.776 1.321 0.925 0.188 8.352%x 0.897 0.748 GFI=0.896
KM3 1.000 0.618 0.229 - AGFI=0.861
RMR=0.031
PIl 1.000 0.758 0.268 - NFI=0.901
; PI2 1.033 0.771 0.098 11.86 15 CFI1=0.962
Private Brand 0.827 0.926 | 0.758
Image PI3 1.059 0.747 0.125 11.319xx
PI4 0.962 0.687 0.210 10.330%x
RE1 1.000 0.893 0.234 -
Trust RE2 0.877 0.953 0.858 0.245 16.840%x 0.899 0.749
RE3 0.906 0.775 0.238 14,409
LOY1 1.000 0.703 0.299 -
Loyalty LOY2 0.791 1.179 0.752 0.103 10.194 %% 0.847 0.648
LOY3 1.257 0.777 0.500 10.37 7%
Note: * : p<.05, =*x : p<.01, #** : p<.001
<Table 2> Construct Correlations Matrix _
5.4. M|et2Ho| Wot Al JHHAS
Store S Price Private
Category| Image Fanzlga)ntySensitjveness Kno(\zzllidge Brand T(rél )S E Lo(;;a;ty
(1) (3) Image(5) 5.4.1. MM ZHO| HE
1 |0.676+ 2 AF0AM AR HAIHEE ASSH7| S Amos 20.02
g 0371 s, 0|83 U HAIS HAISIRICE MHAQ RYo| MotzE o
(0.036) 7k817| QA EAY, QOIEE, GFI, RMR, NFI 59| 7|&8
0.318| 0.108 AMESH Zut 2 d32do| MTEE \*(d.f)=378.087(300),
3 0.682%
(0.033)] (0.034) p<0.001, GFI=0.883, AGFI=0.853, RMR=0.033, NFI=0.902,
,  |0.209] 0.640 | —0.078 | CFI=0.950 S22 Z{Zt LIEtGICE 0|2t Z0| £ dtRyol Xt
(0.024)[(0.0347) (0.023) | = 7|1EX0 HII'L’E*. MetstCin mEEICEH [MEkA o] g4
o 0475] 0570 [ 0225 [ 0602 |, o %_% 8% oot —r(.D_IOIEP = 3 UCH FREFEA Zit= O
(0.029)] (0.034)| (0.026) | (0.027) | <H 3>0f HA|Zlof ACE.
0.401| 0.506 | 0.129 | 0.549 | 0.631
. : . : : MAHA=
6 10.032)(0.037)| (0.030) | (0.030) | (0.032)|% 74" 5.4.2 7H2H3
;0293 0449 | 0197 | 0544 | 0.691 |0.687 | . o 2 7= RSYUA 2ME o|n|X|of FF¥S DiX= SHal
(0.025)[(0.030) | (0.025) | (0.025) |(0.029) |(0.030) o=z K"iO|EI|X|9|- Eéyg JtAQIZIE XAl S0 I 7o HAE
o MAlStE o, Z0t2Qe2E AMEQ OH==E KMASto] O Het
Note: * AVE(Average Variation Extracted), ( ) Standard Error I AHE Zo|Ch SEQX HMC o|0|X|Qt YR OISt
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ZHAQL REYR HME O|OjX|et A2| Bl O E=ete| HAE Y
StaXt $F Z40|C} ol2{3t JHE AT ZOE MAISHH CHEak ZCt
Au, MZO|O|X|Qt RS YA EHME O|O|X|ete| A A =2
H%=7F 0.233(t=4.311, p<0.001) 22 L}EIL} So|5tH 2XEol A
SFS O/X|1 ARUCH MM <7Hd1>2 KHEZ|QUACE S/, K=Y
I RSYX =S OOX|pte]  EAOAN  BEATL
0.154(t=3.624, p<0.001)2 {F[otA 2°8& 0l Fkz O|X[11 L
<7t 2> XEEZ|QICH MR, JHHRIZEe S YR} HIHME Of
O|X|Zte] ZHAIOIM AEZAH =7t 0.135(t=2.917, p<0.01) 2 {OI5}A|
SHHOl IS O|X|n QUAQUCE [MEtM <7Hd3>2 MEHE|QACE
Siml, XAl REYR HHE O|OIX|e| AN HAEA =
0.491(t=6.053, p<0.001)Z L}EHL} <7Hd4>= KHEHE|RACEH CHAIRY,
FESYX EWME  Oo|OjX|t AZ[ete]  EAHOIAN  HEAHSTE
0.981(t=9.518, p<0.001)2 LIE}L} <7}d5>= KiEHZ|QICt OFX|9
o= RESYA EIME O|0X|Qt = =7t HAON HEHSTt
0.783(t=7.904, p<0.001)2Z L}EIL} <7HM6>2 K{EHE|QICt 0|2t
Zo| 2 A7 HMAsH YA EME O[0|X|Q] YLl
D5 Z935t MIQI0| S|, ESt FEAX BEHME O]
OXl& AMEet oz 250 FFXQ &2 0jX|= HeE L}t
EFSICH MRERA 2 Ao MAISH 7HE2 25 XHEHE|QUC,

<Table 3> Hypothesis Test Result

Hypothesis Path Coefficient| S.E [t—value| Result
Store Image—>
H1 Private Brand 0.233 0.054 [4.311#*+| accepted
Image

Familiarity—>Private

H2 Brand Image

0.154 0.042 |3.624#*x| accepted

Price
H3 sensitiveness—>Priv|  0.135 0.046 [2.917+*| accepted
ate Brand Image

Knowledge—>Privat
e Brand Image

H4 0.491 0.080 [6.053#*+| accepted

Private Brand .
H5 Image—> Trust 0.981 | 0.103 |9.518##¢| accepted

Private Brand
H6 Image —> Loyalty 0.783 0.099 |7.904*+#x| accepted

x* (d.f)=378.087(df=300) p<0.001, GFI1=0.883, AGF1=0.853,
RMR=0.033, NFI=0.902, CFI=0.950

Note: * : p<.05, =#* : p<.01, **x : p<.001
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Ch 3PS HRe 43 Al2=S oM RAISH, 291717t
MEE = A=F SH0|Lt HRASC| 2oLt B 8 #E SO
S 20 150 REHez MHAY £ =S ORIES

W27 S0| OHEE(0{0F & Z{O|C} [atA
O HZE W22l F2 o072t A + UAEE P&
Exre 297t AS Aol

>
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e

rr
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OF k1 Hir H
J

=M, RS 2EHME0 Oieh =d2 FSYA 2UE
Xof 37852 s OXl= A2 LIERCL Ol R4 2
WEOf Csh Ol =ZE AIOIL; DIFOM TEEOf A= g
2 AF 2 2RSS H2H Usgs A4 e et ofo|
X7t ZOHEICt= A elojsich YL HME OtLHEtE AR
AtF HOEE, A4=iX|n FOMK= AME RSYA BIME £
oh of2fet F=yg=mitrt LIEtHCH= AOICh MZ0| otfe| =
= SX| Reh UYol2te At Fotn EA K|, FolANo=z
=o|Hol Ef=et PO HYEILt. Wt AOf-IZOA AH|REZF
FEYA EUEQ XEHoz LEEICHH S IS =71
£[0] HebHel o|ojX|7t 0t ZAO|Ct.

ARy, 7HARG =T RS YA 2 O[0jX|of 38X S
OlXl= AQZE LIEHECE

TS PA EfEE et YA EHME MSELE JHEEOIM
MEstr| W20 1A 2Fet AH|AXS0| HS M=5HA| Elthe
Ag ofojettt. MFol FSEUM 2 Xo|E /K| Rot= MET
oiME ol2fet REYAL BMES HISt= FR7b BC MatA
NHe=z 7tA0 Rigst 4H[Ap= Of2eh R0 F-s XH
7S YAt BRE0| TSt O[0|X[7F 5 50 BICh. MaH HMEF
o ZR0 A MESEO|l BOXIX| F=OtE, RS 2HlE
£ =Y 71590l 20, REYA EMEQ et O|0X = &
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