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Abstract

Purpose: This study analyzes service quality of Pivate BrgRB) productsto provide some academic and pedditieplications .
Research design, data, and methodologyrhe focus is on how service quality of No Bramdich has recently received much
attention, affects brand attitude and, to confirtrethier consumers’ prior knowledge of PB moderdtissdffect. A total of 167 men and
women in their 20s who have experience using Non@naere surveyed. Hypothesis was verified by usirggarchical regression
analysis.Results a) Tangibles, reliability, empathy, and assuraotservice quality for No Brand have a positivéeef on brand
attitude; b) The moderating effect of prior knowdeds only statistically significant in the cont@ftreliability. Conclusion This study
provides academic and practical implications faalglsshing differentiated PB strategies. It highligythe effects of service quality and
consumer prior knowledge on brand attitude. Thigyests that the sub-dimension of PB service quihftya discriminatory effect on
the brand attitude of No Brand, and that consunpeits knowledge of the product influences relighibf service quality. Therefore,
consumer's prior knowledge is important in ordantoease trust.
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analyzed that these crises on the large companighei
distribution industry have resulted due to forcddsing
days or restrictions on creation of new storestdube rise
Lotte Shopping, whose operating profit has plungedgf small businesses declaring large companies esies of
decided to shut down 200 offline stores. In 2019&t  the public. But, there are increasing analystsfdnat on the
decided to withdraw from the ‘Pierro Shopping’ Inesis, complacency of the large businesses that resulted
and also closed almost half the number of totalestdor insufficient responses to keep up with the Changiagds

1. Introduction

‘Boots’, a health care and beauty specialty stiordight of
these occurrences, there has been concern thatethié
apocalypse is in full swing for Lotte Shopping é&dVart,

which are commonly referred to as the “Big 2" ireth

distribution industry, for their restructuring. Semhave
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for the distribution industry.

In order to overcome the crisis of these offlineiters, a
variety of strategies were examined, such as tbation of
private brands (PB) where their characteristic @stc
effectiveness and is attracting attention. In pafér, E-
Mart's PB, ‘No Brand’, demonstrated visible resuiig
achieving sales of 100 billion won in one yearhie midst
of the crises of the on-line retailers (Lee, Cho,Coi,
2019). However, consumers still have the inclimatio see
No Brand products as being cost-effective, but alseing
low quality as a result (Hwang, Lee, & Noe, 201Bast
studies on PB-related research has been conduciietyrto
reveal consumers' intentions to purchase PB predarcthe
characteristics of buyers. There have been fewiestud
conducted on the service quality of PB and havebeean
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examined with in-depth (Yoon, Park, & Kim, 2008).

In light of this, several studies have reported tha
importance of increasing the quality level rathieart the
price in order to attain the loyalty of customess B (Ye &
Jeon, 2010). In the case of E-Mart, PB stores ssciNo
Brand are strategically showcased in differentisiszhs of
the store, so that the service quality of PB stariéisoe felt
with distinction compared to that of the existirgailers. In
addition, it is judged that these effects may sluifferent
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simply providing a cost-effective product to distriors
(Quelch & Harding, 1996).

2.2. Service Quality

Service quality is a unique characteristic of ssyiand
it is a concept that is very diversely discussechbse it is
difficult to measure, define, and evaluate servgcslity,
unlike products (Bae, 2014). In the consumer seqtaality

results depending on the consumer's knowledge af PBf service refers to how well the level of serviceets
Therefore, this study aimed to present academic ar@listomer expectations (Hong, Kim, & Oh, 2020).

practical suggestions in the distribution industby
examining how service quality perceived by the comars

about PB affects brand attitude and consumer priggervice quality have been

knowledge.

2. Review of Literature

2.1. Considerations for PB

PB refers to a brand that carries a retailer's wagemark
and plans, manufactures, and commissions prodactelk
to consumers through the distributor's internal nolets
(McGoldrick, 1984; Shutte, 1969). It can be saidbt® a

concept that is distinguished from the national ntra

(National Bran: NB) that is distributed nationwidgy
securing the financial power and management algitity&
Jeon, 2010).

Because service quality is evaluated based on an
intangible concept of customer satisfaction, dismrs on
conducted around the
SERVQUAL model (Parasuraman, Zeithaml, & Berry,
1985). The initial ten characteristics of the SERVAL
model revealing differences in customer perceptiand
expectations, which were based on Oliver's (1980)
expectation discrepancy model, have been shortenide
characteristics of tangibles, reliability, respwesiess,
assurance and empathy (Parasuraman, Zeithaml, &,Ber
1988).

Tangibles refers to the physical facilities and ipoent
necessary to provide actual services, and religlilirelated
to whether the service will keep its promise. Respgeness
is about whether the service provider can meet the
consumer's needs and provide the service promatig,
empathy means that the provider of the service nstateds
the consumer's individual context and provides gbevice
accordingly. Finally, assurance means that the icerv

In recent years, the emergence of various large-scaprovider has the knowledge or attitude to meet cows

retailers and low-price strategies have influencixe
performance of distributors, and as a result, thgortance
of PBs is increasing. For this reason, it was dised that it

wants or needs (Tabash, Albugami, Salim, & AkH84,9).
Several previous studies have revealed that the fiv
service quality dimensions positively affect braaititude,

is possible to satisfy the needs of consumers, make customer satisfaction, revisit intention, and wofdmouth

difference from competitive stores, and securepiwser of
NB and diversify the supply line (Nu, Park, & G@15).

Additionally, PB products are growing rapidly besau
manufacturers can secure sales through the distribu
network of large distributors, distributors can remse
profits by reducing the middle distribution stagend
consumers can purchase high-quality products atploges
(Kim, 2016). It has also emerged as a reasonatdmative
for both manufacturers and consumers, as well
distributors, and thus the scale of PB is gradustiyanding
(Kim, Yang, Chae, & Park2019).

In the beginning, consumers had a strong prejuthat

PB was a “low price-low quality” product. Howeven

intention (Bae, 2014; Lee, Choi, & Ryu, 2015; Traa20).
That is, considering that the retailer plans, depeland
releases PB products on its own, and is sold oaly t
consumers through stores in the retailer, consumer
evaluation of the quality of the PB service wilfeat the
attitude of the PB brand. Accordingly, the follogin
hypotheses were established to verify the influeoicéhe
main sub-dimensionality of the SERVQUAL model.

as

H 1: The higher the tangibles, the more positive Narigl's
brand attitude will be.

H 2: The higher the reliability, the more positive No
Brand’s brand attitude will be.

order to increase consumer awareness, efforts eiegb H 3: The higher the responsiveness, the more posiive

made to display PB products in the golden zone oor
improve the product quality management system R0a}).
Now, PB can be understood as a strategy to setrategic
advantages from a long-term point of view by buitdia
store image and differentiating it from NB, rathiéran

tBrand’s brand attitude will be.

H 4: The higher the empathy, the more positive No Blan
brand attitude will be.

H 5: The higher the assurance, the more positive No
Brand’s brand attitude will be.
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2.3. Moderation effect of prior knowledge decisions. Therefore, when this is applied to shigly, it can
be expected that No Brand's brand attitude may vary

The consumer's prior knowledge is the content #mat depending on the consumer's prior knowledge of PB
individual has accumulated in relation to his orr heproducts. Therefore, the following research questias set
consumption life (Alba & Hutchinson, 1987). Thigees to  Up, and the research model was observed, as isnshow
information that is recalled from consumer knowleggior ~ Figure 1.
to the consumer's search for a brand or producbeo
purchased (Kim et al., 2019; Brucks, 1985). Consymier RQ 1:  Does the consumer's prior knowledge control the
knowledge has an important effect on consumer asing ~ ©ffect of PB store's service quality on No Brariotand
decisions. When the familiarity with a product oamd attitude?
increases by experience, various information abtet
product or brand accumulates in the consumer's memo
and the level of knowledge increases, thereby aming 3. Methodology
professional judgment (Park & Chae, 2013; Hwan§,7)9

Even in the consumer.contex.t, consumers with higlr p 3.1. Research subject and design
knowledge levels are immediately recalling from the
evaluation criteria for decision making, and pusgha
choices are made based on that criteria (Feldmayr&ch,
1988). In other words, consumers with low prior kiexge
do not have the existing knowledge structure faanis,
products, and services, so they have difficultyarsthnding
and interpreting related information and complicagkated
information, making it difficult to make purchaseaisions.

Because of the lack of experience in the produds i
difficult to evaluate the target, which increasdseilt
tendency to rely on peripheral cues or externaluetians
(Selnes & Grgnhaug, 1986). On the other hand, coes
with a lot of prior knowledge have various knowledg
structures for brands, products, and servicesjtas@asy to
understand and interpret related information.

The current study has selected E-Mart's No Bramd fo
study. This is because E-Mart's No Brand utilizée t
concept, image, and characteristics of PB discusselier
as a marketing method and was thus judged as a g
because it is a brand launched by a retailer cdiedart'.
Therefore, the survey was conducted over a week fro
November 7 to 14 for men and women in their twenti$o
had experience using No Brand. The participants wee
in their twenties were chosen as the subject ofstiuely
because it was an age group who used No Brand @sodu
the most compared to other age groups (Lee & SXO1Lf3).

A total of 187 respondents participated in the syrbut 20
unfaithful respondents were excluded for a total 16f7
respondents measured.

Tangibles - 3.2. Definition and measurement of key
variables
Reliability H2
e As an independent variable, service quality is racept
Responsiveness Brand Attitude in which not only the quality of the service itsbklit also the
H4 quality of the service delivery process must besaered,
Empathy . and it can be said to be an overall judgment dtue#
RQT toward the service itself (Parasuraman et al., 1988this
Assurance study, among the SERVQUAL questions proposed by
Parasuraman et al. (1988), some items were used in
Prior knowledge accordance with this study, and each item usedpairi-

Likert scale of ‘strongly disagree’to ‘stronglyrag’.

The tangible category had four items £ .74): The
. . . . interior of the store is attractive', 'The outepegrance of
In addition, it is possible to make quick purchase[he store is attractive', 'The products and faeditof the

decisions by determining that product evaluatioreasier ) . : ' '
. . store fit well with the overall image', and 'Thepaprance of
and the risk through purchase is lower (Bettman akP the store staff is polished'. Reliability categdncluded

1980). Son, Han, and Li2009) suggested that the effect ofthree items ¢ = .87): 'The store employee's service is

the quality of service can be controlled by VanouSejiaple, 'Employees of the store tries to sohedustomer's

ao!justtr?_ent vagables_ such a_z cu(ljt_t;fral d|ffereg)(_;ef)]stslum(|er problem from the perspective of the customer', ‘Exyges
orientation, and Serviceé proviaer differences. EVeIS " of the store fulfills the promise with the custoimer

of prior knowledge of consumers can influence défe

Figure 1: Research Model
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Responsiveness category included items such asltdyegs
at the store execute services quickly to the custem
'Employees at the store inform customers accuratiebut
the service delivery and contents’, ‘Employeeshat store
immediately respond to customer needs', 'Employres
willing to help customers kindly', using 4 items £ .82).
Empathy category also had 4 items= .75): 'Employees
pay attention to customers', 'Employees at theeshave
sufficient work knowledge', 'Employees at the stknew
what the customers’ needs are’, and ‘Employedseastore
are sincere to the customers’.

The assurance included 4 categories of "You carabhdy
trust the products recommended by the store sEif store
staff gives you assurance about the product infooma
"The store is open to customers at a convenierd'tith is
convenient to locate the stores, € .83).

As a control variable, consumer prior knowledgenef
to the contents that an individual has accumuletedlation
to his or her consumption life, and is informatitirat is
drawn out from consumer knowledge, and the recimgndf

the brand can be called brand knowledge (Park &eCha

2013; Brucks, 1985). In this study, items used layn let al.
(2016) were referenced to include the 4 followitegris: 'PB
products are familiar to me’, 'l know about thechion of
PB products well', ‘Others ask me about PB produatsd
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‘I know comparatively more about PB products thaose
around me’¢=.76).

Brand attitude as a dependent variable is a fal@rab
unfavorable attitude that consumers perceive dvatmut
the brand, and is a comprehensive evaluation facfor
consumers for the brand (Keller & Aaker, 1992). 8oof
the scales of Jeon and Yoon (2001) were modifiezbtwsist
of three items: 'l like No Brand," 'l prefer No Bch' and 'No
Brand is appealing' A =. 90). The reliability coefficient
(Cronbach's) of all variables was found to be reasonable.

4. Results

4.1. User and usage characteristics

The demographic characteristics of survey respdsden
are as follows. Gender consisted of 75 males (4%&% 92
females (55.1%), and the average age of the resptsd
were 23.34 years old (SD = 2.21). In addition, logkat the

number of times it had been used in a month wé& tinges
(SD = .83), and the average amount used everytitag t
went to No Brand was 2.13 million won (SD = 1.65).

Table 1: Results of hierarchical regression analysis on brand attitude

Sy Model 1 Model 2 Model 3

SE B t(p) SE B t(p) SE B t(p) VIF

Constant 49 .00 A3 -.52 43 -.40
Gender .09 .09 1.20 .08 .08 1.18 .08 .10 1.42 1.12
Age .02 .03 .33 .02 .05 .76 .02 .04 .58 1.09
Number used .06 -.06 -.80 .05 -.04 -.55 .05 -.05 =77 1.06
Amount spent .03 -.18 -2.35 .02 -.13 -1.86 .02 -12 -1.70 1.09
Tangibles 12 24 3.32" 12 21 2.88" 1.27
Reliability .08 .19 2.78" .08 .19 2.70" 1.14
Responsiveness .08 .01 .10 .10 .05 .53 1.89
Empathy .09 18 2.33 10 17 2.09° 1.50
Assurance .05 21 2.64" .05 17 2,07 1.65
Prior knowledge 13 -17 -1.70 2.47
Tangibles * Knowledge .25 .04 .56 1.22
Reliability * Knowledge 13 .23 3.25" 1.18
Responsiveness * Knowledge 21 -.03 -.30 1.90
Empathy * Knowledge 31 -.04 -.44 1.91
Assurance * Knowledge 17 A1 .96 3.24

R?, AR? R2=.043, AR?=.020, R2=.290, AR?=.249, R2::3553.5APR<2=05237
Fp F=1.84, p=.125 F=7.11, p<.001 Durbin—\/.\/at,son.= 1.858

" p<.05, " p<.01

behavior of respondents using No Brand, the average
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In this study,
conducted to verify the effect of various levelssafrvice
quality factors on No Brand's brand attitude. Geraahel age,
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hierarchical regression analysis waand prior knowledge was found to be statisticaliyiicant

(B = .23, p <.01). This means that the higher therpri
knowledge of PB, the more prominent the influende o

average number of times per month used, and averagdiability on the No Brand brand attitude. Theulés of

amount of use per visit were used as control veagab
Variance inflation factor (VIF) was checked to itignthe
multi-collinearity problem among independent valéah
and it was determined that there was no multiqocedrity
problem because the VIF of all variables did nateexi the
standard value of 10 (Burton, Lichtenstein, Neteeneg
Garretson, 1998).

The hierarchical regression analysis was conduicted
total of three stages: demographic variables irfiteestage,
and all independent variables of service qualitthinsecond
stage (tangibles, reliability, responsiveness, dhypa
assurance), and in the third step, an adjustmenabla
(prior knowledge and independent variables as \asl|
adjustment terms of prior knowledge) was set aridirgo
the model. The regression model for each step aawdfto
be significant (see Table 1). Thus, it can be s$hat the
influence of the independent variables set in shigly and

each research hypothesis and research questiditatgwn
are as shown in <Figure 2>,

5. Discussion and Conclusion

Recently, the crisis of the Mart, which is a tremlitl
offline distribution channel, is becoming a realdy large
retailers, including Coupang, monopolize marketésswith
the release of “lowest price” products daily. Insttmart
crisis', PB is attracting attention as one that bd able to
compete with online retailers. In particular, E-Marapidly
growing PB, No Brand's products, has demonstrated
considerable performance in competition with e-caroe
companies. Accordingly, this study conducted a ysthy
setting No Brand's various service qualities (taleg,
reliability, responsiveness, empathy, and assujarae
independent variables and setting consumer priowladge

the moderating effect of prior knowledge both affec a5 3 moderating effect.

consumer’s brand attitude toward No Brand.
In terms of quality of service, tangibled € .21, p <.01)
and reliability ¢ = .19, p <.01), empathy = .17, p <.05),

The main findings and theoretical implications bfst
study are as follows. First, the relationship betwe?B
service quality and brand attitude, which is adyive

and assurancg & .17, p <.05) showed a positive influenceresearched in the field of management, was apptieo

on the attitude of No Brand, supporting Hypothesjs
Hypothesis 2, Hypothesis 4, and Hypothesis 5. Hanev
Hypothesis 3 was rejected because there was nstistdty
significant difference in responsiveness among iserv
quality. When examining the relative influence, was
found that tangibles among No Brand's service guhkd
the most influence on brand attitude, as well #iabity,
empathy, and assurance, in this order.

Tangibles

Reliability

Responsivenes Brand Attitude

Empathy

Assurance

Prior knowledge

Figure 2: Research hypothesis and research question
verification result

As a result of analyzing the moderating effect nbip
knowledge, only the moderating effect between bélts

Brand for research. As a result of the study, talegi
reliability, empathy, and assurance were found ® b
variables that influenced the attitude of the Narif brand,
and among them, tangibles was shown to be the most
influential variable. Responsiveness, on the oltard, was
shown to have no direct effect on the No Brand dhran

Thus, it was confirmed that not all dimensionsafige
quality affect brand attitude, but only specific atjty
dimensions. Kim (2019), who researched the seryicgity
of coffee shops, and Nu et al. (2015), who analytex
effect of retailer reliability on attitudes towaRB products
and purchase intentions, also showed that the diioen
did not all confer the same effect. This study deademic
significance in that the sub-dimensionality of seewquality,
which has been recognized for its explanatory poimner
various management-related fields, has a differdhtence
on the brand attitude of distributors, and has ¢bun
applicability in the context of PB products.

Second, it revealed that prior knowledge regulates
influence of reliability on brand attitude amongnéee
quality of No Brand. This showed the same resulbthgr
previous studies that reported that prior knowledggilates
the effects of various independent variables in the
consumer's information processing and purchasioggsses
(Park & Chae, 2013). This can be said to be a megari
result in that the influence of reliability becomstsonger
when the prior knowledge of No Brand is high. Ewerthe
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context of retailers, the prior knowledge of consusnis a
result that suggests that service quality needshb¢o
considered as a variable that can control the teffebrand
attitude.

Meanwhile, the practical implications are as foloun
this study, we intend to propose the use of colarketing
considering that the tangible effect is the gredatesong
service quality of PB stores. Color marketing aitas
generate purchasing desire by using colors thaswuoars
think positively as corporate identity. Even in ttentext of
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number of offline stores, the notifying consumebnsw No
Brand would be easier. It would also be necessamake
the product available on the app or the web. Ta&gather,
it suggests that domestic distributors need to foon
exploring the hidden needs of consumers and deiyer
differentiated values unique to PB, rather than pym
securing price competitiveness to improve serviaality
for PB products.

This study has several limitations despite its ificance.
First, the questionnaire was limited to the congenetheir

PB, color marketing has been considered as oneéhef ttwenties. In this study, the scope of the study kivaited to
means to build a favorable brand image (Jung & P8&9). people in their twenties based on the findings tthet

In addition, the research results show that conssiraee  majority of people in this age range purchased Rilycts.
most influenced by the visual sense (87%) amonditlee However, Lee and Sung (2018) predicted that theatem
senses when choosing a product or service, whisb alfor PB will continue to increase in the domestistidbution
supports the effect of color marketing (Singh, 2006st as market through the fact that the share of PB wikéase in

the color red is thought when imagining Coca-Calagd major developed countries such as the US, Europe, a
green when thinking of Starbucks, color serves dey Japan, and the demand for PB will increase when the

element of brand identity. Therefore, a consisterand
image can be delivered to consumers if the packagfinhe
products as well as the interior of the store iloye
ingraining in the consumers that the symbol of Nargl is
yellow.

Next, it was shown that No Brand’s reliability sedvas
a major factor in determining brand attitude. Tikig result
consistent with the study of Lee and Sung (2018)iciv
said that the No-brand value proposition elememtstional,
emotional, self-expressional, and comparative prce the

economic recession continues. Therefore, futurdietumay
yield more useful results when considering a widege of
demographic characteristics than specific age group
Second, this study only measures brand attituda as

dependent variable. Therefore, in future studids,isi
considered that more meaningful results will beawted if
the attitude toward PB products and purchase iot@tare
further examined.
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