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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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JEL Classifications: C12, C82, D30, M31.

1. M2
A2 pSdel 24 stz Qlof HdRSHo| 2ot 2y

[ ODIX| S 0K T Q= FAOICE. 3,

DY QS 0t OfLI2H WSHHOLE BOIMUINE XX RE}

SHCE A Bojge sk Hgas Bu oy ¥Edl 8
P
7

f YHSO| 7o HEHES Jol= M=



74 Yu-Kyung Kim / Journal of Distribution Science 13-7 (2015) 73-83

A BEHE XA SB|IXSOA 2¥E 1 QVIE e ME
B2 0|t E52 SEL JES0M ARSI "t
M, oF S2= =0 24 RSEMS2 =0l X[CHS 710

o, 22[Lt2te| CHYOIE 3AF &, 2|2, O|OIE, ROOIE
SO0 PBAE 1Tt0] 7iE HOfSID ™A O =S| 25% HIESS Xt
Xstn QUct AF, d&E8F 5 ZF 200 X7t =2|0|Y |
T2 17 Z50 YE FH|stn gaEstn ot HoFo|
L, H4EZFE 500007 FE= OLERCH HX|2H A OiE0|AM
AX|St= HlE2 OLESQF H|XSICH MEYd2e 49 XN &=
MEQ| fE H|EO0| 30%E HeCh FSYURC AHH| AEstti=
Zast daMero| =k 47| 220 YA X =H Kot S
o= QYE 7|20 KAHEHCE MAETH| oZTl Ao LA
b 0 B0|27| d™E alotE 5o gICh 22| =Tk
= e AEMHES RSP ~AddE 0|1 FHIUZ FX|
St FRU0| T|7|k 3L FEYAES AN EHE KEO|
MEYHeL AHXOHZ S0| ECtn FHEsiCh F, A, 34
HEGHENHE= AYTE 7|38 F1, 7| gHE0AHE= A
EXtgio] 27 SEE MEfoM FEHo=R HEZ Mg
AUEE SICH= ZO|C AHIXIEA= £2 S22 =d2 o M
A Fofg = A= 7127t & 0|50|2t= +=2|Ct. O|OtE XM=

21t FSYX EUETE FAHSH A THZE=ZE 74A0|
sh2|3he 4= QL MESICHHanKhyre Newpaper, 2014. 7.24.).

LS SR BEHEE MZQX BEHE XHEot= FHel o
L} O H|8O| HA S0 AH|XL 7HAE ®F=1, A0 |8
2 sty AH|XEe| CiYst 84L& FFAIZ = AUk O|HH
FSYUX M| HHEQ| L2 Ef HIet AtHatE = Qe H™EF
M Qoloz 0|2E & QUCKHLim et al., 2011). gLt SEAX}
HEo| CHeE AH|XLS| ME|Es= =X| Yol, E20| 21, 7H4
O] MEst 4EC 20 QIASH= Z40] Aol H7HO|CE Z+Aof T
Zoh A|XE0H REYA BHETL MESICH= Aoz FOj
£ FEo2N M3t ANE EUX|T MEYH EHE(NB)A
=0 Hlgf EHO| RCh= QA2 o3| ZHX| QUCH MEtM |
SAIE 20N FWH Z3E ol Crdst 4270 R HAN
des it ndo| FEUX BHUEQ| Cfst AHHS S B
|sistei= DAY =20 Z=E QUCHChun et al., 2014).
of AHWAEAKOIN EHEE BAHWNY R MTG}Y|
of Adgtg ot RUg w0k ofLet HE et AHAo| ECh
ARt AEIF TESHD SCHE|HAN S YAt
2 HEYA0 7HY 2 X 2I0] U
HE= O|2f3t REYAt HHELL ZHS|OF o=

4010 kire

[{e]
o

SEE MIsH| o BHE XHQ| MEIE #5517 o B2
=S S YUCHJin, 2011).

ol2{3t AFHidE EOE 2 ATF0M=
|

o
REYUR HHE

rot mju

=2 7 A FLadls A= =8S 7oA SILh =

7S YAt EHE 0|0X|e] ZRole2E & JHK| BE HASH
Xt ottt FHHoz AFSHS MAISHE ChS1b ZOh AW,
7S 8At BEE0|0[X|e] e ol2 HEOo|O|X|et H=sd, 7t4
UHE, XA S 228 MAISHIAL ottt =W, RSt 22

EO[OjX|7t nzio| izt N2 =0f OfiEet s OfX|=X|

QEYR SAUCE HEYH SO CfHEs Ho2 SH
FEYA7 SXECE J|LSto] MZEYKOfA SPY MASHo] X}
N BHEE BASIO XA EZO|A TOistE NES Lot
(Soberman & Parker, 2006). O|l= SEYXIV} SHEMEE A
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=2 0OizlolQol= [ISYAESl Oo|fE=0| 7|osHA  EICt
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0|t Z0| REYUA EMEE M=O| $£AME =0FL, M=
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2o Chet AF0IM ZHARIZEI 22458 FESYA BEHE
£ Joie 7tsd0| =Lt SHCHKImM et al.,, 2011).
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ojojx] 8! metz=dA SO tisf 378N MES WA =H A2
BAE E2C0F M2BHA 2Ly nEetAloAM d2ls X9 =
2eds gaAA FH SEHY HEE SdY2N Soignt
Y7142 HEE Jdo=N Signt 37|42 HAE Jdst
=0 Sast H2ts olCHGanesan, 1994). RSYUAF HHEO| Cf
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oHH, RSYA 2EME0 et ojnjX|gde Ciet FHOILt
B2 oY Y2E S /tsotA ==, o|FA X[ZE 2EHMEo
Chet O|OjX|= CRAl ERHEO| ChHet =Xl 30| et MES
25t TR0 202z M5 2 AOLh MERlE AIHL
2 d7l= 7igol otLet X[EHez anE ZUE S Agx
g7 O|RO0X|= de[Hel 8t80]7| 20 HeH dsHe 2fl
OlLt ol== UEHE 7hsd0] =Lt Ol2igt O|2H HidE =M=

TS YA HMEO| Chsh FGE OO|XE S 1 2MEO Cfst
SHOIL 45 & 7IEF MEa 2 E gatof et dl=lof dgs
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£ 7MKL QAUCE 2Lt HZols FSYA 2;ES =2|0|Y
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FHE SHAU dui¥ez w2 7tHE XSotd, FOiStRA}L o
= WS2 UTICKReichheld, 1996). YHtXMoZ HAUE O
HAUE I FE0 I 22 F SILE  FGECHAakKer,
1991). EHE Of=: Hdgo| S DXz RS0 M=
M2 GS0| Aol =0, 1 F aHAeE BEE ZF A=
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¢ 2oy e Ol=2=0l= ZHSHA 20| ACKJin, 2011).
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thet 3°840[1 =o|M2l O|0[X|gdE Sl 2Lt wS YAt 2
Eof tist M=7F S7r2 #T ot} gh=roiet 242 MO o
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ot 2880 S o 2 AOIL}. WMEtM RS B0
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<Figure 1> Research Model
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<Table 1> Reliability and Confirmatory Factor Analysis
Variables Items Gl Non-St'ar'ldard Stanggrd Error Variance t-value CR AVE Fit
Alpha Coefficient Coefficient
Si1 1.077 0.806 0.231 10.468***
SI2 0.974 0.804 0.192 10.450***
Store Image 0.836 0.893 0.676
SI3 0.887 0.735 0.248 9.750***
Sl4 1.000 0.680 0.430 -
FA1 1.018 0.741 0.370 8.355***
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 9.794***
Price PR2 0.861 0.750 0.233 11.044***
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.N=226,
p<0.001
Knowledge KM2 0.776 1.321 0.925 0.188 8.352*** 0.897 0.748 GFI=0.896
KM3 1.000 0.618 0.229 - AGFI=0.861
RMR=0.031
PI1 1.000 0.758 0.268 - NFI=0.901
; PI2 1.033 0.771 0.098 11.861*** CF1=0.962
Private Brand 0.827 0.926 0758
Image PI3 1.059 0.747 0.125 11.319***
P4 0.962 0.687 0.210 10.330***
RE1 1.000 0.893 0.234 -
Trust RE2 0.877 0.953 0.858 0.245 16.840*** 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 10.377***
Note: * : p<.05, ** : p<.01, ** : p<.001
<Table 2> Construct Correlations Matrix
5.4. Het2Eo| WY} gl VA=
Store L Price Private
Category| Image Fan;gantysam. iveness| Knozi?dge Brand T(né')s L Lo()glty
(1) 3) Image(5) 54.1. MM R2&Eo HS
1 |oere 2 G0N TAIRH A7 2B 9lef Amos 2002
REZ . 0|got0] BEYHAS HABIYCL HHTO BHo| M-S B
(0.036) K17 QIsh EAZ, ¥ RCI2HE, GFI, RMR, NFI 59| 7|%2
5 |0318] 0108 | oo ARSE ZAnf, 2 97RHEo| HEze  \*(d.fy=378.087(300),
(0.033)| (0.034) p<0.001, GFI=0.883, AGFI=0.853, RMR=0.033, NFI=0.902,
4 |0209| 0640 | 0078 | . CFI=0.950 S2o= Zi2f LEfGICE o|et Zo| & AHftzgol Xgt
(0.024)((0.0347)| (0.023) ) ZE= 7|FK0| "™ AsHSiCtn mot=IC) m2fA] o] g3t m
5 |0475| 0570 | 0225 | 0602 | o co g2 +8% U ¢¥0IEP 2 # QUCh PXYHA ZibE O
(0.029)| (0.034) | (0.026) | (0.027) | = <H 3>01I JHIAIEICH AL
0.401 | 0.506 0.129 0.549 0.631 "
6 10032 (0.037) | (0.030) | (0.030) | (0.032) |°74° 542 7H4dS
7 0.293 | 0.449 0.197 0.544 0.691 | 0.687 0648* 2 3= QEQX EE O|OjX|o gEE O|X|= g3kl
(0.025)| (0.030) | (0.025) | (0.025) | (0.029) |(0.030) o=z MZO|O|X|Q} gg JFHDIZEE . X|Al £0| 1| JHo| HA=
» HAlSt 2O, 713&9 = M2t Oj2E=E HAISI 1 Fet
Note: * AVE(Average Variation Extracted), ( )Z Standard Error :I|L|'7:" AEH—H% Zdoll:l_ gxl_ E?_HE olDlX'gl_ %%‘:RO._I%J_.'}‘9|
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AL RSYA 2EHE o[0X|et 42| 8l Oj==oto] BAS 7Y
StA} oF Z4OICE Of2fet 7HE AT ZutE MAISHH ChEah 2Tt
HwY, HIzZo|0jX|F #E YA EHME O|O|X|2fo] ZA M F=
A7t 0.233(t=4.311, p<0.001)22 L}EIL}L FOIStA 2-EQl &
o= 0K ARACE W2t <7pE1>2 MEEACE =W, T=d
I RSYA =S oojx|ete] AN BRASt
0.154(t=3.624, p<0.001)Z FolsIA 2HHQl Fg= OjX|1 U
<7td 2>= AEEIRACE AW, JHARGE REYA HHE O]
O|X|Zke] AN B2A =7} 0.135(t=2.917, p<0.01)= 7[5}
=M IS 0K AUCE MRt <74E3>2 XHEEIAC
AW, XM3 KSR 2= OOjX|ete] EAOMN B=ASE
0.491(t=6.053, p<0.001)Z L}E}L} <7}d4>= K{EHE|QUCH CHAIMY,
FEYA 2= O[o[X|eb  AZ|ete] AN BERA7t
0.981(t=9.518, p<0.001)= L}EfL} <7}d5>= AHEHE|QIC. OFX|9f
o2 RSYUA HUME O|0|X|Qt O r=7to| AN B2AH 7t
0.783(t=7.904, p<0.001)2Z L}EIL} <7HH6>2 KHEHE|RUICE 0|2t
#o| = AT0M HMAlet REYA EE o|0jX| Fealfle
EE 320 JAe0IYol QIEfN, ot RSHUA HHME O
DRl M2let iz BFo| 37840 ks OXls A= Lt
EHGCE 2t = AF0IM HMAfeh 7hE2 2F MDA

<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
Brand Image

H2 0.154 0.042 |3.624***| accepted

Price
H3 sensitiveness->Priv|  0.135 0.046 | 2.917** | accepted
ate Brand Image

Knowledge->Privat

H4 e Brand Image

0.491 0.080 |6.053*** | accepted

H5 Private Brand 0.981 |0.103 |9.518**| accepted
Image-> Trust

He Private Brand 0.783 | 0.099 |7.904**| accepted
Image -> Loyalty

*(df)=378.087(df=300) p<0.001, GFI=0.883, AGFI=0.853,
RMR=0.033, NFI=0.902, CFI=0.950

Note: * : p<.05, ** : p<.01, ** : p<.001
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HI=of CHSt O[O|X|E FAZ|7] fleh CHEet L=t TEfo] &
g3 Z{0[Ch F=OM k= HF| oL +=&5 =0l 2

SYHS HIRe 4T AMdSS EZ5A |/AlBL, 291717t
2 5+ AEE SOILE RS2l oYolLt B 8 #F S0

2 24, 130| 284z MHAY £ EF ORIES

)y
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O RrHr =
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o

Y & 9= MEE2IY 50| OEElofor & HOICE Tf2k
20| 1 HES B22 £2 00K} HYY & Y= REF
xf
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=M, RS 2HME0 et Msd2 RS 2
Ao 38X Fets OXl= A= LIEIHT Ol RSYAt
HEO| ChSH B0l =FE ALEOILE DIFOIM TEEO A= d8
2 AF 2 2HAES H]H sgde A EUE0 dish o|o|
X7t BOHEICH= AS olOjgttt. U, EME OfL|HEI: AlEE
Atz 2CHEE, o=siX|1 FOoHX|s AME RSYAL BHE =
oF of2fet =dg=itrt LIEtHTHE AOICh M0 offe| =
= SIIX| Rot HiYolete ApFE Hot BA| £|H, foAMNoz
=O[HQl et ZE0| FYELt MafA A0HFRZOA AB|XE7}
FEYA HUE0 XEHez SEECHH HS MISHA =7
£[0] HerH ol o|ofX|7t FO0tE Z{O|Ct.

AR, ZHARY =7 FEYA 2-E O0jX|of SFHL Set=
OXl= A2 LIEHRICH

TS YA BMEE E MZYAF HME HFLELH HATHOIM
MEst| W20 7HA0l 2get 2HXHS0| HE H=ot Elthke
AS olojeitt. XMEFQ| SHOAM 2 AOIE 7K Xot= MET
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