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Abstract

Pumpose - The purpose of this study was to set brand awareness and brand image as independent variables from
Keller's (1993) definiton of brand equity and to analyze whether those variables have an influence on customer
satisfaction and customer loyalty with perceived quality and value as mediator variables.

Research design, data, and methodology - Data is collected through questionnaires from 200 of responders. Survey
respondents were young people who use convenience stores. Questionnaires were tested in October 2017. SPSS and
AMOS were used for structural equation as an analysis method.

Results - The analysis results specified above can be summarized as follows: 1) Brand awareness had statistically
significant influence on perceived quality and perceived value; 2) Brand image had a positive (+) influence on perceived
quality and had no significant influence on perceived value; 3) Perceived quality and perceived value had a significant
influence on customer satisfaction, and customer satisfaction had a statistically significant influence on customers’
repurchase intention.

Conclusions - Brand awareness and brand image had an influence on young consumers’ decision-making process for
purchasing PB food products. Convenience stores have to focus on developing food products with brand awareness and
brand image more suitable for satisfying consumer preferences.

Keywords: Private Brand, Brand Equity, Brand Awareness, Brand Image, Perceived Quality, Perceived Economic Value.
JEL Classifications: L10, L81, M10, M30, M31.

1. Introduction

With the intensifying competiton in the distribution
industry, retailers are pursuing a new marketing strategy
that minimizes the distribution stages in consideration of
the consumer behavior and provides satisfactory products
at low prices. The most representative one is the private
brand (hereinafter PB). Since 2010, large distributors
around the world have been focusing on developing PB
products. In the early days, PB products began to be
developed at discount stores, selling cheaper products by
reducing intermediate distribution stages. As PB products
have begun to be developed at convenience stores
(hereinafter CVS) in recent years, however, PB products
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are gaining popularity mainly in the younger generation.
The reason why they prefer CVS PB products is because
lunch box foods that can be easily eaten at any time at
relatively low prices for 24 hours have been developed.
Not just an image of a simply low-cost product, PB
products have now become one of the preferred brands
centered on food and beverage products such as lunch
boxes, popcorn, and cup-ramen. It is necessary to
understand the consumers’ purchase preference factors for
CVS food PB products which have boomed in recent years.

In the past, the brand image of PB products was not as
good as those of NB products. Nowadays, the brand
awareness and brand image of PB products sold in CVS are
as good as those of NB products among consumers. The
number of PB products being purchased by consumers has
been making steady progress without any help of special
advertisements made through the mass media. When PB
products initially appeared as a brand self-developed by
retail companies, they were simply recognized as cheap
products, and their product quality was recognized to be
relatively low compared to that of NB products.

However, the brand awareness of PB products recently
has been making progress through the word-of-mouth
effect as more and more purchase review comments have
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been spread on blogs and social networking services used
by young consumers. In addition, the friendly image of PB
products has been inducing consumers to leave favorable
comments about the brand quality of PB products as well.
‘YOURS’, a PB brand launched by GS25 in 2017, and
‘HEYROO', a PB brand launched by CU, were developed as
premium brands differentiated from pre-existing PB
brands, and the economic and quality values of these
brands have been receiving favorable comments from
consumers. The sales ratio of PB products sold in
convenience stores is focuses mainly on food products.
The brand awareness and brand image of PB food products
perceived among consumers are becoming more and more
favorable.

Brand awareness and brand image are known as the
components of brand equity. Brand equity is a term initially
used by Aaker(1991), and the components of brand equity
were specified further by Keller(1993) as brand awareness
and brand image. As far as convenience stores are
concerned the positive effects of the brand awareness and
brand image of PB food products are determined to have an
important influence on the economic value and quality value
perceived by consumers(Shin et al., 2016).

Perceived quality value and perceived value are not the
objective, but the subjective values of a product evaluated
by consumers after purchase(Zeithaml, 1988). The positive
brand awareness and brand image of a particular product
have an important influence on the quality value and
economic value subjectively perceived by consumers. On
the other hand, a number of studies on PB products
suggested that perceived quality and perceived value had a
positive influence on customer satisfaction and customers’
repurchase intention.

However, although there were a number of studies on
PB products that used brand image as the independent
variable of customer value and of customers’ repurchase
intention, not that many of these studies also used brand
awareness as the independent variable of customer value
and of customers’ repurchase intention. Accordingly, the
purpose of this study was to set brand awareness and
brand image as the independent variables of customer
value and of customers’ repurchase intention, and, thereby,
analyze whether or not the set independent variables have
an influence on customer satisfaction and customers’
repurchase intention.

2. Literature Review

21. Changes in the consumption status and

patterns of PB products

PB products in Korea began to attract attention when
low-priced items called price destruction were sold at

discount stores during the depression of the financial crisis
in the late 1990s. As distributors’ own brands, PB
products began to attract consumers’ attention while the
mid-margin  drastically declined and the price of the
product became cheaper. The domestic PB market has
been growing sharply over the past decade. The consuming
pattern of consumers, which is looking for cheaper
products due to the economic downturn immediately after
the global financial crisis, has played the role of
locomotive in the sales of PB products. And the base of
PB products originating from discount stores was led by
convenience stores due to the diversification of PB
products and diversification of consumers' preferences.

PB is the relative concept to the manufacturer brand NB
(National Brand), and refers to the brand that the retailer
independently  launches by  planning,  development,
production or consignment production along with marketing
and sales (Kim & Kim, 2008). Schutte(1996) defined it as
making own brand of discount store for the product
produced through the subcontracting with the manufacturer.

2.2. Brand Equity

Brand equity is a commercial value where consumers’
favor to the brand enhances product value. Aaker(1991)
identified 5 brand equity components: brand loyalty, brand
awareness, perceived quality, brand associations, and other
proprietary assets(patents, registered trademarks,
distribution relations, etc.). Namely, consumers tend to
perceive the value of the product higher than what they
actually have paid with greater brand equity. On the other
hand, depending on how brand equity is measured, it can
be defined from 2 perspectives: the financial perspective
of companies, and the perspective of consumers.

Keller(1993) defined brand equity from the perspective
of consumers and stated that brand equity is the additional
value that a consumer attaches with the brand that is
unique from all the other brands available, which eventually
brings benefits to company performance. He proposed
brand awareness and brand image as the components of
brand equity. The definition of brand equity proposed by
Keller(1993) can be seen as more of an advanced version
of the components of brand equity proposed by Aaker
(1991), because Keller (1993) introduced a sequential
concept between the components of brand equity, and
simplified the definition of them. As described, a number
of studies were conducted on brand equity, and the
components of brand equity were diversely defined.
However, the definitions of brand equity still remain to be
unified. In addition, it was proposed in many of these
studies that the components of brand equity selected as
the independent variables had an influence on perceived
value and customers’ purchase intention.

Although perceived quality is one of the components of
brand equity proposed by Aaker(1991), brand image and
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perceived quality as a component of brand equity are often
studied as causality. There are a number of studies on PB
products conducted to analyze whether or not brand image
has an influence on perceived quality. In case of PB
products, CVS have launched premium private brands
focusing on food products and there are many cases where
consumers purchase, or repurchase the product with positive
perception from brand associations and brand image built
from the experiences like review comments on the internet.

In a study by Keller(1993), brand awareness was defined
as an important component of brand equity. However,
although there were a number of studies on PB products
that used brand image as the independent variable of
customer value and of customers’ repurchase intention, few
of these studies used brand awareness as the independent
variable of customer satisfaction and customers’ repurchase
intention.  Accordingly, this study is differentiated from
previous studies by using brand awareness and brand image
as the components of brand equity, and this study will
analyze whether brand equity has an influence on perceived
quality and perceived value as well as analyze whether
brand equity has an influence on customer satisfaction and
customer loyalty, using perceived value and perceived
quality as its mediator variable.

2.2.1. Brand Awareness

According to Aaker(1991), brand awareness referred to
the ability which customers can recall or recognize a brand
included in a particular product category. According to
Aaker(1991)’s theory, brand awareness not only leads to
the positive brand image in the minds of the potential
consumers, but also creates favorable consumer responses
to a product or service and enhances purchase intention.
Keller(1993) also stated that brand awareness is the
ability of a consumer to recall in mind a particular brand
in a product. Brand recognition is also known as aided
awareness which refers to the ability of a consumer to
recognize the brand of a particular product that one has
seen or heard. Brand recall is also known as non-aided
awareness which refers to the ability of a consumer to
recall a particular brand in one’s mind in the process of
selecting a certain product. Brand awareness is an
important component is brand equity, and the reasons that
support such statement are as follows. Initially, a brand
product with high brand awareness is included in the
consideration set that consumers can recall, and serves as
a preferable product to be purchased. In addition, a brand
product with high brand awareness induces consumers to
build brand familiarity and confidence, which lead to
customers’ intention to pay premium for that brand
product. Keller(1993) also stated that when it comes to a
low-involvement product brand, higher brand awareness is
more likely to enhance consumers’ purchase intention.

When consumers are aware of the brand of the product

that they wish to purchase their information search cost for
that product can be reduced and their decision-making
process for product selection can be more promptly
processed, meaning that brand awareness will have a positive
influence on their perceived quality. In particular, the brand
awareness of PB products sold in CVS has been recently
making considerable progress. Unlike NB products advertised
through the mass media, the brand awareness of PB food
products sold in CVS has been making progress through the
word-of-mouth effect as more and more purchase review
comments have been spread on social networking services
used by young consumers. Since such brand awareness
induces consumers to recall or recognize a certain brand in
the process of purchasing a product, it serves as an
important factor in their purchase decision- making process.

2.2.2. Brand Image

When consumers select a particular product, they
evaluate the values of that particular product based on the
brand image that they have in mind. Aaker(1991) stated
that brand image is the overall impression of a brand that
consumers have in mind, and that brand image is created
through the process of combining various factors
associated  with  that brand.  Keller(1993),  having
approached brand image from the perspective of
consumers, stated that brand image is the thought or
feeling itself that consumers have in mind when they recall
a certain brand. He stated that brand image includes
certain types: product, price, property, benefit, attitude.
Kotler(1997) defined brand image as a subjective mental
picture of a brand that consumers have in their mind.

2.3. Perceived Quality and Perceived Value

According to Mitra and Golder(2006), quality is
generally divided into objective quality and perceived
quality. Perceived quality is the quality of a brand
evaluated by consumers, and is a concept different from
the actual quality of the product. Zeithaml(1998) defined
perceived quality as the overall perception about the
superiority of a product that consumers have in mind.
Garvin(1987) stated that perceived quality is the quality of
a product subjectively perceived by consumers through
their indirect evaluations made with brands, product images
and advertisements. Aaker(1991) also stated that perceived
quality is the overall quality of a product or service
perceived by consumers. Richardson et al.(1994) stated that
it is important to monitor both the intrinsic and extrinsic
factors in evaluating quality. He proposed product function,
convenience and design as the intrinsic factors, and proposed
price, brand image and store image as the extrinsic factors.

The components of perceived quality include product
function, design and characteristics. For food products,
taste serves as an important component of perceived
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quality. Putting previous studies together, perceived quality
can be defined as the evaluation about the overall product
quality after the purchase, affected by brand image, brand
awareness and product image(Kim et al.,, 2011). In this
study, considering precedent studies on PB products, the
intrinsic factors included as the components of perceived
quality were product taste, ease of use, and menu
diversity recognized after purchasing PB food products.

Perceived value refers to not only the physical
characteristics or objective values of a product perceived
by consumers as they purchase the product, but also the
benefit values of the product properties perceived by
consumers(Woodruff, 1997). That is to say, a product is
highly valued when consumers determine after the product
usage that the quality of the product is higher than
expected in comparison to the price paid. Sheth et
al.(1991) said ‘Economic value is a perception of good
quality for price or lower price compared to alternatives’.
Zeithaml(1988) proposed the perceived value as the
concept that mediate the influence of price and price
information on the purchasing behavioral intention.

As components of values perceived by consumers,
Zeithaml(1988) viewed the cheapness of price, the demand
for the product or service, quality compared to the cost
paid, something obtained for payment as components.
Regarding it as a relative benefit related to the price of
the product rather than meaning the price as an absolute
concept of value perception. In this study, among the
various concepts of perceived value, the analysis was
focused on the economic value proposed by Zeithaml(1988),
considering the importance of functional value for PB
products.

2.4. Customer Satisfaction and Repurchase Intention

Customer satisfaction has been frequently studied as a
very important mediator variable that has an influence on
customers’ repurchase intention or customer loyalty. It was
reported in diverse studies that consumers who felt positive
about the perceived quality or perceived value of a product
were usually satisfied with the product or service, and were
likely to repurchase the same product or service. As a result
of analysis about related theses on customer satisfaction
and customer loyalty by La et al.(2015) it was found that
‘perceived quality’ was used as an independent variable of
customer satisfaction in 32% of all the analyzed studies, that
‘perceived value’ was used as an independent variable of
customer satisfaction in 25% of the studies, and that
‘repurchase(reuse) intention” was used as an outcome
variable in 37% of the studies.

Customer satisfaction was mostly based on Oliver(1980)’'s
expectancy and dis confirmation theory. Oliver(1980) stated
that customer satisfaction is the summary of cognitive
evaluations on the difference between actual quality or
performance and expected level made by customers. Mano

and Oliver(1993) included consumers’ satisfaction with their
purchase decisions and wether it was wise choices or not in
the overall satisfaction level(La et al., 2015). Homburg et
al.(2005) defined customer satisfaction as the extent to
which consumers evaluate their post-consumption perceived
quality based on their pre-consumption expected quality(Choi
et al, 2015). In a number of studies on PB products,
customer satisfaction was studied as an important mediator
variable of customers’ repurchase intention. In a number of
studies on PB products, the overall satisfaction associated
with perceived quality and perceived value served as
important variables that resulted in customers’ repurchase
intention.

Repurchase intention refers to consumers’ intention to
repurchase, or consumers’ purchase behavior to continuously
purchase, the same product or service after they got satisfied
with the perceived quality or perceived value of the product
or service. Blackwell and Eagle(2001) stated that if
consumers’ trust and attitude had an influence on their
purchase intention, it is likely to result in consumers’
purchase behavior. Richardson et al.(1994) stated that
consumers’ intention to purchase PB products sold by
retailers refers to the extent to which consumers are willing
to purchase such PB products. Accordingly, purchase
intention is known be to be most suitable variable for
predicting consumers’ actual purchase behavior. Because
purchase intention is a variable that can be comparatively
easily measured, it is widely used in related studies.

2.5. Previous research studies on How the Brand
Equity of PB Products Affects Customer
Satisfaction and Customers’ Repurchase Intention

Previous studies on how the brand equity of PB
products affects customers' repurchase intentions in Korea
are as follows. Kim et al. (2014), in a study on PB rice
products, suggested the brand image of the PB product has
a significant influence on the purchase intention by using
the credibility as its mediator variable. Kim et al.(2011)
analyzed the effect of PB brand on consumer attitude (brand
attitude, product attitude, purchase intention). Yoo et
al.(2018) showed brand trust of the CVS PB products had a
statistically significant relationship the brand images and
quality levels, but the perceived value was not affected
statistically. In a study conducted by Choi and Lee(2013),
the display and presentation of VMDs of SPA brands had a
positive influence on brand awareness and brand image,
which in turn had a positive influence on purchase intention.
In this study, the SPA brand had three VMD factors of
space, display and presentation, and both brand awareness
and brand image had influence upon purchase intention. The
study of Lee and Choi(2015) revealed that value equity and
brand equity have a positive influence on relationship equity.
And relationship equity has a positive influence on purchase
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intention through brand attitude. However, value equity and
brand equity do not influence on brand attitude. However,
this study did not devide brand equity from brand awareness
and brand image. Kim(2015) found that commercial brand
images had positive effects on the reliability and loyalty of
customers.

Most of previous research above set brand image as
independent variable. But few research set brand awareness
as independent variable. Aaker(1991) presented brand
awareness, brand image, perceived quality, and other
proprietary brands as brand equity. but it does not describe
the causal relationship between components. Keller(1993)
defined brand equity more clearly by setting brand
awareness and brand image. In a study by Agarwal et al.
(2000), it was confirmed that products with more favorable
brand awareness had a more positive influence on
consumers’ perceived quality. It is also meaningful to look
for factors influencing customers' intention to repurchase by
using purely brand awareness and brand image as a
exogenous variables as a brand equity component.

Accordingly, this study set brand awareness and brand
image as independent variables from Keller(1993)’s
definition of brand equity, and analyzed whether those
variables have an influence on customer satisfaction and
customer loyalty with perceived value and perceived
quality as mediator variables.

3. Research Design, Data and Methodology

3.1. Research Design and Hypothesis

3.1.1. How Brand Equity Relates to Perceived Quality
and Perceived Value

In this research, using brand awareness and brand image
as components of brand equity set by Keller(1993), we will
analyze how brand equity not only affects the perceived
quality value and perceived economic value of PB products,
but also uses these two as its mediator variable to affect
customer satisfaction and customers’ repurchase intention.

Dodds and Grewall(1991) conducted a study and proposed
that brand image had an influence on perceived quality(Shin
and kong, 2004). Richardson et al.(1994) stated that
perceived quality was more influenced by images,
advertisements and brands than it was influenced by actual
quality. In a study by Agarwal et al. (2000), it was found
that products with more favorable brand recognition had a
more positive influence on perceived quality and perceived
value. Accordingly, in this study, it was assumed that the
brand awareness and brand image of PB products sold in
convenience stores would have a positive(+) influence on
perceived quality value and perceived value.

H1 : Brand awareness would have a positive(+) influence
on perceived quality value and perceived value.
H1-1 : Brand awareness would have a positive(+)
influence on perceived quality value.
H1-2 : Brand awareness would have a positive(+)
influence on perceived value.

H2 : Brand image would have a positive(+) influence on
perceived quality value and perceived value.
H2-1 : Brand image would have a positive(+) influence
on perceived quality value.
H2-2 : Brand image would have a positive(+) influence
on perceived value.

3.1.2. How Perceived Quality and Perceived Value Relate
to Customer Satisfaction and Customers’ Repurchase
Intention

Oliver(1981) stated that perceived quality enhances
customer satisfaction, and thereby, has an influence on
customers’ use intention. Formell(1992) stated that
customer  satisfaction is the overall post-purchase
evaluation made based on all the product/service purchase
and consumption experiences acquired over time.

Accordingly, in this study, based on the precedent
studies described above, the following hypotheses were set
regarding the relation among perceived quality, perceived
value, customer satisfaction and customers’ purchase
intention about PB food products sold in CVS.

H3 : Perceived quality and perceived value would have a
positive(+) influence on customer satisfaction.
H3-1 : Perceived quality value would have a positive(+)
influence on customer satisfaction.
H3-2 : Perceived value would have a positive(+) influence
on customer satisfaction.

H4 : Customer satisfaction would have a positive(+)

influence on customers’ repurchase intention. The
model of this study is shown in <Figure 1>

Brand Perceived ™ H 3-1
Awarenes: Quality
H 2-1
Customer H4 Customer
tisfactio Loyalty

Perceived
Value

Figure 1: Model of Research
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3.2. Operational Definition

3.2.1. The Operational Definition of Brand Awareness

In this study, as far as the operational definition of
brand awareness is concerned, the definitions of brand
awareness set by Keller(1993) and by Aaker(1996) were
used as a reference to set brand recognition and brand
recall as the constructs for selecting two questions. The
selected questions were as follows: ‘I choose the PB food
products in CVS based on the positive images experienced’
and ‘When | purchase PB products in CVS, | purchase the
ones | recall’.

3.2.2. Operational definition of brand image

With reference to the definitions of Keller(1993), Aaker
(1996), the operational definition of brand image consisted of
three items such as the favorability for the CVS PB brand,
familiarity with the CVS PB brand and trust in the CVS PB
brand reputation.

3.2.3. The Operational Definition of Perceived Quality

In this study, as far as the operational definition of
perceived quality is concerned, a study by Richardson et
al.(1994) and Zeithaml(1998) were used as a reference to
select three questions for determining the subjective
quality of food and beverage brands experienced by
consumers. The selected questions were as follows: 1) ‘It
tastes good’, 2) ‘It is convenient, and 3) ‘There are diverse
menus’.

3.2.4. Operational definition of perceived economic values

With reference to the definitions of Sheth et al.(1984)
and Zeithaml(1988), Kim et al.(2014), perceived economic
values consisted of three items: cheapness of the CVS PB
food, CVS PB food price’s relatively cheapness for the NB
products and the CVS PB food price’s help for consumer
life.

3.2.5. The Operational Definition of Customer Satisfaction

In this study, the operational definition of customer
satisfaction being concerned, the definition of customer
satisfaction set by Homburg, et al.(2005), and the
definition set by Oliver(1980) were used to select three
questions for determining customer satisfaction. The selected
questions were as follows: 1) ‘It is a wise choice to
purchase PB food products’, 2) ‘I enjoy purchasing PB food
products in general’ and 3) ‘I believe that it is profitable to
purchase PB food products’.

3.2.6. Operational definition of repurchasing intention

With reference to the definitions of Blackwell and Eagle

(2001), Ajen and Fishbein(1980), the operational definition

of the

repurchasing

intention consisted of three

items:

Intention to continuously purchase CVS PB food, Intention

to re-purchase, and

intention to

recommend to others.

<Table 1> shows the operational definitions of the
variables applied to this study.
Table 1: Operational Definitions of Variables and References
Variables | ltems| Operational definition References
Choosing PB food
BA1 products based on the
positive images
Brand experienced Ke”yer(1 993)
Awareness - Aaker(1996)
Choosing a product that
BA2 | comes to mind when
buying a PB product.
BI1 Favorability for CVS PB
brand,
Brand BI2 Familiarity with the CVS Keller(1993)
Image brand. Aaker(1996)
BI3 Trust in CVS PB brand
reputation.
Perceived PQ1 | Taste Richardson et
Quality PQ2 | convenience al.(1994)
PQ3 | Diversity of menus Zeithami(1998)
Cheapness of CVS PB
SN1 food.
. Cheapness of CVS PB Sheth et al.
Perceived | SN2 | food relative to NB (1984)
products. Zeithaml (1988)
Helpfulness for economic
SN3 consumption
cs1 Enjoying purchasing PB
food products in general
Buying CVS PB Homburg et al.
sustomer | Cs2 | products is a wise (2005)
choice. Oliver(1980)
Buying CVS PB
cs3 products is beneficial.
RI1 Intention to continuously
purchase Blackwell and
Repurchasing - § Eagle(1982)
Intention RI2 | Intention to re-purchase Ajen and
Intention to recommend Fishbein(1980)
RI3
to others

3.3. Sample Design and Data Collection

Data is collected through questionnaires from 200 of

responders. Survey respondents were young people in their
20s and 30s who using convenience stores in Incheon.
Questionnaires was tested in October 2017. In this study,
SPSS and AMOS were used for statistical analysis, and
structural equation was used as an analysis method.
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4. The Results of Analysis

4.1. Characteristics of Samples

<Table 2> shows the demographic results of the analysis.
Respondents consisted of .55.3% male and 44.7% female.
The age group consists of 81.2% in their 25s or less, 18.8
% in their 30s or less. The number of times a consumer
visits a CVS was 34.5% once a day 22.3% once every 2
days, 14.2% once every 3 days, 11.7% twice a day. The
most frequently purchased products at convenience stores
were 39.6% of food items, 31.5% of beverages, and 23.4%
of cookies.

Table 2: Demographic Characteristics

Variables ltems Frequency | Percentage
Sex Man 109 55.3
Woman 88 447
. Twice a day 23 11.7
’\(l;r::li:]:r;tlvr?s?ts Once a day 68 34.5
cVS Once every 2 days 44 22.3
Once every 3 days 28 14.2
, NB 14 71
s N
P That's all right 151 76.6
Frequently Food items 78 39.6
purchased Beverages 62 315
products Cookies. 46 23.4

4.2. Confirmatory Factor Analysis

In <Table 3>, a confirmatory factor analysis (CFA)analysis
was performed to test the model fit. If values such as
Goodness-of-Fit Index (GFl), Adjusted Goodness-of-Fit Index
(AGFI), NFI, IFl, TLI, and CFC are 0.9 or more and RMR
and RMSEA are 0.05 or less, CMIN / DF are 3 or less,
there is a fit of the model. As a result of the CFA analysis
on the total variables, In <Table 3>, the GFI, IFI, TLI, and
CFl indices were found to be 0.9 highe. And the
standardized Regression Weights index values are 0.5 or
less. Accordingly, the fitness of the research model is
satisfactory as a whole.

4.3. Reliability and Validity Analysis

Validity analysis was used to measure the accuracy of
the variable concept. The validity test requires the higher the
convergent validity value, the more satisfactory, and the
lower the discriminant validity value, the more satisfactory.
Average variance extracted (AVE) values are used to
measure the degree of convergence and the value should
be at least 0.5. Composite reliability Index should be at
least 0.7, indicating that it is internally consistent. The
reliability and convergent validity of these items can be

considered to be satisfactory. Therefore, the test of reliability
and convergent validity of the items meet the reliability and
convergent validity. As a result of discriminant validity test, if
the AVE value from each factor is larger than the square of
the correlation coefficient of each factor, the discriminant
validity is satisfied among the factors.

In <Table 4>, the values (*) of the correlation coefficients
of each factor show the AVE index. The AVE obtained
among the factors is larger than the square of the
correlation coefficient of each factor and the coefficient of
determination, so it can be considered that the discriminant
validity is meet between the factors.

Table 3: Results of Confirmatory Factor Analysis

. Composite
Constructs | liems |Estimate| SE. | CR Re“::iﬁty AVE
Brand | BA 1| 1000 | - -
Association | BA 2 | 1.024 |0.132| 7.787 0.763 | 0617
BI1 | 1000 | - -
32222 Bl 2 | 1.094 |0083| 13206 | 0783 |0.715
BI 3 | 1.097 | 0085 | 12.867
, PQ 1| 1.000 | - -
Pleael'i‘t’;d PQ 2 | 10151 |0.145| 7.953 | 0.807 |0.583
PQ 3| 1.030 |0.135| 7.643
_ PV 1| 1000 | - -
Pe\;glel:‘;ed PV 2 | 1061 |0417] 9082 | 0793 |0.562
PV 3 | 0093 |0.101| 8979
cs 1] 1000 | - -
Customer = > 0982 | 0.071] 13.916 | 0.899 | 0.75
Satisfaction
CS 3| 0908 | 008410819
RI1 | 1000 | - -
Repurchase o 5992 [0.106| 9359 | 0.84 |0.637
Intention
R13 | 0990 |0109| 9.122
Model fit= GFI 0.910, NFI 0.897, IFI 0.956, TLI 0.941, CFI
0.955, RMR 0.056, RMSEA 0.037, CMIN/DF 1.668

Table 4: Correlation coefficient and Results of Discriminant
validity Analysis
* (AVE coefficient)

. . Customer
Brand |Brand | Perceived | Perceived " . | Repurchae

Factors | xseociation|Image| Quality | Value sa“an“’m Intention
Brand "
Association 0.617

Brand 0.715

Image 0.26 *

Perceived *

Quality 0.39 |0.40| 0.583

Perceived | 07 |001| 008 | 0.562*

Value ’ ’ ’ ’

Customer &
Satisfaction 0.21 0.10| 0.19 0.20 0.75

Repurchase) 0.33

Intention 0.267) 0.41 0.13 0.17 0.637*
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Table 5: Hypotheses testing results

Hypotheses Path Unstd. Coefficients | Std. Coefficients| S. E. | C. R. P Result
H1-1 Brand Association — Perceived Quality 0.339 0.454 0.081 4163 e Accepted
H1-2 Brand Association — Perceived Value 0.316 0.322 0.113 | 2.789 | 0.005 Accepted
H2-1 Brand Image — Perceived Quality 0.334 0.420 0.077 | 4.348 b Accepted
H2-2 Brand Image — Perceived Value -0.038 -0.036 0.106 | -0.361 | 0.718 | Not Accepted
H3-1 Perceived Quality — Customer Satisfaction 0.517 0.412 0.108 | 4.803 o Accepted
H3-2 Perceived Value — Customer Satisfaction 0.353 0.370 0.077 | 4.569 e Accepted
H4 Customer Satisfaction — Repurchase Intention 0.458 0.461 0.082 | 5.5600 o Accepted

P***<0.001

4.4, Results of the Path Analysis of the Research satisfaction had a statistically significant influence on

Model

The final model analysis showed GFI 0.883, IFlI 0.918,
TLI 0.898, CFI 0.917, RMR 0.082, RMSEA 0.077 and
CMIN/DF 2.159. In some indices, a value of 0.9 or less was
found, but the IFl and CFI, value were 0.9 or more, and
RMR and RMSEA are 0.1 or less, CMIN / DF are 3 or
less, Accordingly, the results of fitness of this study model
can be accepted as a satisfactory overall value.

The analysis results specified above can be summarized
as follows. It was found that brand awareness had
statistically significant influence on perceived quality (H1-1)
(C.R=4.163) and perceived value (H1-2) (C.R=2.789). It
was found that brand image had a positive(+) influence on
perceived quality (H2-1) (C.R.=4.348), but had no significant
influence on perceived value (H2-2) (C.R= -0.361). Brand
image had no significant influence on perceived value. The
reasons for rejection can inferred that the brand image of
familiarity and favorability of CVS PB no longer affects the
economic value of being ‘cheap’. Also, It was found that
perceived quality and perceived value had a significant
influence on customer satisfaction, and that customer
satisfaction had a statistically significant influence on
customers’ repurchase intention.

5. Conclusion

This present study differentiates itself from others of its
kind since it was to analyze the impact of brand equity on
customer satisfaction and customer repurchase intention
using perceived quality and perceived value as mediator
variables. The analysis results specified above can be
summarized as follows. It was found that brand awareness
had statistically significant influence on perceived quality and
perceived value. It was found that brand image had a
positive(+) influence on perceived quality and had no
significant influence on perceived value. It was found that
perceived quality and perceived value had a significant
influence on customer satisfaction, and that customer

customers’ repurchase intention. Brand image had no
significant influence on perceived value. This implies that the
brand image of PB food products sold in CVS has no
significant influence on the perceived value of PB food.

On the other hand, it was confirmed through research
that brand awareness consisting of brand recall and of
experience-based brand recognition had an influence on
perceived value and perceived quality value. It was
confirmed that brand awareness consisting of brand
recognition and of brand recall had a greater influence than
brand favorability and brand reputation on perceived value
and perceived quality.

The results from this study also confirmed that brand
awareness and brand image had an influence on young
consumers’ decision-making process for purchasing PB food
products. In other words, consumers tend to prefer and
repurchase PB products of which brands are liked, enjoyed
and remembered more. Since PB food products already left
such a strong impression on consumers, it is expected that
they will be continuously welcomed by consumers in the
future. It is suggested that convenience store companies
focus on developing considerable food products with brand
awareness and brand image more suitable for not only
satisfying consumer preferences, but also leaving a strong
impression on consumers.

However, as the distribution of PB products gets
expanded and the portion of sales is becomes growing
larger, the profit structure of NB makers is on gradual
decrease. Especially, the profits of small and medium-sized
enterprises is becoming more serious. The supply of
high-quality PB products suitable for consumers' preferences
is also good, but the management crisis of small and
medium-sized manufacturers should be solved through
win-win efforts. Manufacturers and retailers should jointly
participate in the development of the PB products and
brands, and the retailers should reduce costs through joint
logistics and collaborative structures such as SCM strategy
to perform inventory management and sales management
together rather than price competitiveness due to
manufacturer's sacrifice and should be socially trusted by
consumers and the public. In addition, related departments
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such as the Small and Medium Business Administration
should establish a support system in which retailers and
manufacturers can co-exist.

This study has a limitation that the subjects are mainly
younger students and the research samples are not plentiful.
The variables used in the study should be more diverse
including variables such as service quality but the fitness
level was lowered in the analysis process, so excluded. In
future studies, we are to perform related studies using more
diverse samples and variables.
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