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Abstract

The present study examined the consumer’s evaluations of apparel quality and price, and
the brand recognition according to the consumer’s decision making styles (quality-conscious,
brand-conscious, and price-conscious consumers). The two hundred and three subjects were
asked to evaluate the quality and price of the two almost identical experimental blouses
except for brand labels. One was the national brand, Keith and the other was the private
brand, Ivy house. Also, the subjects were asked to answer if they recognize these two brands.
The data were collected by self-administered questionnaire and were analyzed by frequency,
percentage, one-way ANOVA, two-way ANOVA, and factor analysis.

The results of the study were as follows:

(1) Examining the perceptions of product qualities, generally speaking, -all three types of
the consumers evaluated the national brand’s qualities more highly than those of the private
brand. However, in-part, the price-conscious consumers evaluated some product charac-
teristics more highly than those of nationa} brand: touch of fabric, sewing, and the hemline
finishing.

(2) Investigating the perceptions of product prices, All three types of the consumers
evaluated the price of the national brand more highly than that of the private brand. Among
those, the price-conscious consumers recognized the price of the national brands most
expensively.

(3) Identifying the brand recognition of the two brands, the brand-conscious consumers
showed the highest brand recognition and the price-conscious consumers showed the lowest
brand recognition in both national and private brands. 51.9% of the total respondents
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identified the private brand showing comparatively high brand recognition.

(4) Examining the relationship between the demographic factors and the consumer decision
making styles, the monthly household income was statistically significant. Namely, 71.4% of
the brand-conscious consumers have the monthly household income of 3,000,000 Won or
higher which means that the higher monthly household income, the higher tendency to be

brand-conscious consumers,
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I. M =

Zu|ze] AF Aol e ol Fag AFH
4|7} 437 (brand name, or brand label) o}c}, =}¥
¥9 4vjAelA]l FBFL AFe E4& d9dke A
Eolo] 4Eol ofg FLE ALe] o] A A=
9] 71Eel € 4 ok g§e dFSo] 4} HAE
o FVel] cfeiA il A Fuct o Fo FLLE A A
o2 A3 de-& Wil (Mazursky & Jacoby,
1983). ol2{®t Av|Ale] Hle& vAs AHF sde]
7|48 Aol F87 Hfo] siglon] g ulfol
vacE Misl=o) Al8-=la glel. Baugh$} Davis
(1989) ol &j3}ed §o4 cizlolig] ol e AE A
a4 (brand identity) & FZ8}=u)] o 53qt P2l
u)g-o] £tz o}

aziv HT ol ¥ dxlely AR A 4F
(national brand)e] oi§ £ulztel $ejdql BE&
b gle}, o|2| ¥l slxe] wWishe AldolA A 29)A}
o] #5 723 AdAe] wistel 4 FPele Yol v
62l AR oz Az 2T o0y
BAs A5E A Al 99 ARAG g =43
€ Yoshe 5 Ans] M A6 olvlx §e] 4
AsA solen oz vl il 4u|=e
A% wFol AzAZo] BASE Fisio] Aoy
vPcel yAeE ZaldA A ook =7 FA
Felof] £ &8 AFoll T 4ulAe eln|Ae} T2
o] YA A oA A= LAY G 3 AAFY

1) 2d=(4E) o€ dAoly vds, W4d vy
EAT 4E)5¢ =57 29U 48 14 5% &
Al Qo A¥7 gl AFF FEst] Agdlq

.

&}o|r}(Nadan & Dickinson, 1994), 2]z 90w
ol 444 7AE T3 LA £v) HE
wigtx AT Ao ¥ s Wl g F3 gl
o,

ol Ze AgLoA ol RollA} Hte] vedx]
I gkol vl AF Adol AT JEES} T T W
$As AL Y Lo|HEEL AFo] F4=2 FA
St A Ao Ajuiste YA Aslo) o]z A s}
=23 AH2E §% Yl A AFA (specialty
store) 7 &<l (discount store)e] SAo 2 7|&9
A % 423 iy WA S| dYe wx
Ue AMolch wetA o] & Wity e uol sjAdsisn
g2 2l A2 (private brand) Mg-g 4 A2
A3t FFAIA 3= AR ojnlx] 2pHsE A=
¥ Ye g 73 Qo H7elA AAE F, pri-
vate brand E-+ private labelo]a} E& AolAo] 9
& FRAes susan gaslo] 2 Aot o)
HAY £F3s A5G S Yo

o] o AAHEL AN 4B V4L A

T8 80Mdel FUE Aol YT ot AF 4E

€ Audhe 4vA Agst A4k B9 AY 9 AF
719 A QY $559 Udes 43¢ AFA 2R
o 22y 199090 o) ¥ A=A +% Aol Ay
3 g A A2 Ade WL 4L terin gled
A 28 AFol Y3y oF olEold Ax s v
ol Ax FolAstxz ek =} A=YAL] F7 o}A
+ AAs U T2 AF 4R AFo w8 70~
80069} 4=i7HE AAStre FEF 30~40%9] ol&E
@G 9lo] 4ulAst A2 2ol F2 S1A A
€ A 4 Ak WA A Axe] AL gF §
F A7e A AU wgd A4 Ade] dae
SESH A= 7504 WYL mow gieh
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ol2|g Agold £ T HAl I oY A
FAoz uslol ol AT AFel AT 4]
A9 Q4 AF AR} AFAH oz vagtezA J
AFE A A AR Aol £30] e ARE
Al g3tzAt gt

II. ol2% v

1. X}&| 4}#F (Private Brand)

£¥) 2R AF SAo) Y =& YAstes) 3o
A AEe A Aol 714, AE, 3, AES
A AYH e A E AL o|FA AFe o
g £u)Ae] Hr} A1FEe AF A E2H sS4
w2} glol& w4 gl WA (intrinsic) 71E AF
e s<elv YA E43 A de 9
(extrinsic) 7]F2o2 o] ¥4 ok WA JFE
228 gakloly 21l Fol gl 8]l J|EL 4
£, 714, 44 olv|xs} e Aolglch EY 4]
A AE Az G oA FLE AF A
(product cue) 7} AEuiolcl, oo LulAelA 4
Boe AT B4 dgshe Aol AR o
4 Ay E AT 4ol g Hxe 71T H 4+
c}, gke dFE(Davis, 1987 ; Mazursky & Jacoby,
1983 ; Jacoby, Olson & Hadock, 1971, Aql&)e] £
v A} 487} Y e 23A ge AFyg o
¢ FAE A Aoz sk AL Ul ol
g £ulzle] Bz A5 Aol JAE AFolA F
2% AAE A& A2E APt

a2 A2 5 72e wgst ol whE FRA
9 $4z Q8 valc MFo] Y 4u)A 4] vt
Ha glek 2 olf A, AAF Egol B4R
3led 3 A4EE ALEEE ¢ Aoln A 4Rl
g 4l AE wifo] Az=AEe] AEE G
o AlRolA Axe] 23 Aulg zedA & Aol
=3 T Ao £Es1e] Aol diY £ujAe ofv]
Ao} FAo] dAsA %A HAk aEd LA
Axe) At s1X & FA5A Stk oleE AR
Aglel wislol] ojsl] AniiAEE A AEE F4I5)
Al 5]ick(Forsythe, 1991),

Baugh & Davis(1989) & 4l $EdA5o] 2]
Aol FE3T Y olFE oHEe 4 AR £
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oh 272 AA, Aol A8 Alde xbw e
Aol SAE AR o 5L AT 2 £u]7}
oAlE 7HAE, 4ol dRolAlE L olRE 3] 9
8, AAdZe J2 A AF F2E E4 Bae 7)
& W7 A% Aolct ¥ =2 A =4y
A8 7% Ao ITHA 9¥e A Ao
(Nadan & Dickinson, 1994), 2712 A=), 4uja} &
Ax9] 3% (Schary & Christopher, 1979), E#2
AZA AlEsh 714 Agd AE3he}l re HAY A
A AESHE 53 48R §1l E3E A, A,
74743 ojAlY Sdold fd4dE gudtm, s, A
3 A% Ao g 4 A FU7) sy, A
A, AF ARuc Y7t AEE Ao 3us
LRl A AFo R A E FE5, M, F
¥ 2e}d& 2uH(knock-off) o2 Lu]x} Hiol A
wz] o 28 4 Qo) vlARoz: FelAHq e
A ABE Lof JAE] AMES] JHA WA, 48
AA, AEe] Hu) Sol glojA Hejel =Ao) A4
#AAA 94§ 24317171 Lol

olg]¥t %e AL AR YU AA 4 AT
A QA AE 71A 4, Z1E A6 A% F2
o 4% HEse AF AR A g AT F2
7z} 74, Wal-Marts} 22 4o qlzle] dieiel
Z7tst e 5 A A3l wigracql ffel o5
ARG e v]Fe] 73 oln] 19850 AA #-F A
o] 609% o]kl A AE AF-¢ Woldtz YA &
2o £% Al oiEde 20% ol4-E AA AR
AFo] Az (4wl REL, 1990), == 4
ulzte] Q1 FAHQ SA A AEote] BAE B
W, 35~44418} 45~54412] & wol ¥ 7HAE
450] B dgFEol b A AFol Y FAE
7} 22 702 Jelycl(Karolefski, 1990).

Sl A £ 8035 Fubol ¥ Wk Aol Adolo]
AA WAL s ool x| AHE
ST AL AT =gich oy 199630 F
5 Aol Augozd 25 it AFHE ¥
S8 A2 5 Al 2 Aol JEHT e
A8 4ol H olalcteld 74 (merchandising power)
o] wjore 1% FF AN Wlel AN 4E AW
o &ela glck ¥A W cigustde] A dIe
37k #8E AR Ads s ged A A4 &
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Al A4 Helz wsiddo] Z18, A4 g Aol A apay
€ @33 Yelolx A 718 A4 ez 429
718 o fAle Wstae] Betsla gake J)E Az
Mol A et ez oA oA 9, RARE
HAollA 2 &2, ¥ iAo FFe YHF
Helok A odaleld 4, ¥RANE Busle A2, 7}
B3 Ful2 Fidelh Ad Ry de 48 3
Hefolct olZe Y <AlolA Akt Aol Al
BEGE FASH Aoz FUAFY Y A F
& SRSz A Wil FEshe SAAH A
oot

feh 22 Fule) §-5 Al 44 2 o)Ale
770l R& AzdA Alold £5 AT Aole 434
Aol A 1l okl Azl 5 Aol 424
A A5ezsx ddga 9&e 44 Atk =Y #
TAAEE AR 4He 4ulA A=} A5 g A
8 FASRL e AL ohdn F27 AL F Aol
THE FASHe Aolehe A4S st ek F, 4]
AolAl Bac olo|Yelel & AFslo] 4F}n v
AF 4EE A3 FA%n 2% 2% 4EE A4
AT A 4B dalste] 4 s} g ool
FHEE 3T ojck :

ol2|dt 4ol ¥ of LoigiRtEolAlE Lu]z}s
AT 8ok vlaste] za) 4RE o FA <4 En g
A A3 ojdjdhz AL iy Fog Yoloh,

2. 24|X} R8I} HE x|2t

8ol AF A2zt Fol A Aol ojml g m)x
€7h s o Ee $43 shs § Bl ge o
T2t dflev A 4EY As 489t e A &
ol AF Az ol Ao vlAE GGl g A
T ®A 9ot (Forsythe, 1991). Holstius & Pal-
tschik(1983) 2 o] A|Eoll ¥ 4u|a}t x17el 9ol 4
4ol H4e] 3l 4v)AH(fashion-minded) A}o]of
Ae AEgel o8 Jakg dAT Y £u)2E
< YT ¥A Yok Ae W cH(Forsythe,
1991, #il4). Baugh & Davis(1989) 2] o-ol4+
avlAgol Aoy 4He) Hxg A A4Ee Hx
Yo 52 A¥e] 4doz AAsgiod 1 Mot
Azl elMe ol7b ¢le-g ¥tk Norum &
Clark(1989) & =% 4ulg7l AF AE AL 714

BEKASEE

of Al AE AFo AR v Aoz s
AT AL LedFgic) wets AZAA e AT A
2 & o 4R} oF AE-E %o o) 2] AR}
AF 4E Aolo] Aolg F=R& s}z 7} ebe},
4ulAe] AE Hriel o)A} AAe Lu)A §8ole)
8] %3k Al "cH(Sproles & Kendall, 1986), o7}
A &ulal oAl AA fyolad ‘Aol Hjgt Lu)zle]
A& SAdsl(characterizing) 3= HA1H wlep oz

~ A9) sich Sproles & Kendall(1986)¢ 25-2] A8

ATE T4 8714 4l oA A F9E Ats}
3 Consumer Style Inventory(CSI) s} 7jq] £4 &
A4S 9% Profile ~of Consumer Style(PCS)<] &3
ETE o] 83l 8714 4viA} oA AY w8 &2H
& ¥ 29 ¥4¢ 58 AFssich A2 £uz
g A% f8e e o

(1) %4 A2 49 (high quality-conscious con-

_sumer) : AFolH H4ate) F4g £T8 Fof Pu

ZAH o g vlmsle £ F¥olct,

(2) 4% A7 §¥(brand-conscious consumer) :
Fol vlda, F dejA AF AZE Folsels A
o] glet. Wetdal AEAHL Folsta 7bg mhol B
2 337}t Bol S 4XE A5

(3) A2$ A4 2+ §%(novelty-fashion con-
scious consumer) : A 2§ AL Aol Hloj4] 7
& =79 “zejale] Qlesimel wle Fashc) chokd
FT= 523 4% shold) -

(4) HYA &5 '~?rf§ (reéreatioﬁal, hedonistic shop-
ping consumer) : £%-§ ojrsje} eFo g Az}sin
Aelg =77) A £,

(5 714 A&A £3 §8(price-conscious con-
sumer) : Bl ¥ Holghe] /tH§ ST 4
T ol AF vlae ko] &}

(6) %54 3 (impulsive consumer) : £ol| o
Al o] g delubF 4 PEA “F§& Fo"7} of
| A o) fqE FAle] el

(1) &% #¥(confused consumer) : @& AEs}
A2 A3 o SAL AR o e-e x4 A
39} #-3}(information overload) & 7 Y§l £u]x}
sl

(8) &4, 4% 24 43 (habitual, brand-con-
scious consumer) : Foldl= ALE s} Aol oA 4
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BH oz Felshe 7 gl AUtk

2 AFoAe 99 87kA 385 4 AYAH &
v)zbel A¥ A A 4w}, 7pA AgH 2uH 7F
o] 371A] 4w §8& Adsisch

AE A7l gloiM WA = o dMF AAAH
S8ol(salient factor)-& £ulx} &AAA {3 =}
g Zez vehd Aoz slused 4AEAFH 4
vlzke AEe FAs sHAS Holsed 43%E A
FH o g o]g3lw wide] FAR A 4u]|Al= 5o
EAL ALY Aoldd, =3 FAsAt sHA APA
£u] A HrlelA] 7HA o] sl 2 ulF5E ARAY Ao
o,

o 4vlAe AT T AzzA 4EYS A
L3177 ukek agidd 258 o e 48 A
3}7] @ ol mole] AR E Aduldh=rl? ABTe £
e 28 LAl F2E AU £ £ujAe
A AF f8el et 249 AQSL? o] E Aol
w}el7] Sla A2} 7o) ZhA et 2 27t mlA =
e A AL F2% Yol

o Ayer of Hxt

AFAE Bl avlAte] AR REE 4L
3, 4uxe] AAAfYe] =t AZAE(NB!
national brand)e} =4+ (PB : private brand)ell
gk E A (quality), 7}A(price) ¥ A= QAAE
(brand recognition)ol wjk- x| ztxjo] & otofrr] $

A o3 A ATEAE dAskE

1. A3 EH

AFEA 11 FAE A £vlAe] dAAAR
ol wal A E(NB vs. PB)e] 20l tlgh %o} o
£ Aol

AFEA 21 AFAE YA 4ol AAAAR
ol ulz} AZ(NB vs. PB)S] slel g 57t
o Zoldh

AFEA 31 AFAE B Lulake] olAARH
ol wte} AE(NB vs. PB) ] e x=sl g8
Aol ek,

o 4EAE Y 44,

2. 88z

E A5 AT AEAE ARATFolA A 23
3} AFAs} whE FEo2 FAdle oulzAls 4
47, Lol ABaslTh ATAS AYRe sun
SAAAFYEE & T BFAR} A4 g
o i3 4, 714, A=) Sdo] JP £ 9 9l
FEAA EAE A% £H2E o|Foix

1) 2H|X A A 78 (decision-making style)

48]A A A§-8-L Sproles & Kendall(1986) 2]
2ol GAAAHYE Fnadle) ANSYAE 2
%) 84 (quality-conscious), &A% (brand-con
scious), 7} %) &H (price-conscious) 2} 3714 §§
xR e TSt

2) E%(quality)

Forsythe(1991) 8] #4el i H7} £4& #nz
o 4 £7h, 4] A4, 4] ALA, FAA
o] mo}, YAl A, EA4e, e, A=, A
uhF el oizlele] 9712) £43¢ 53 M= S8t

3) 71 (price)

AZLAEQ Jlo]A(Keith) o] +eh¢-49 714
(%86,000) 2} A}a)|A3EQ) olo]u]3}g-£(Ivy house) 9]
£e5-22] 714 (69,000) & STl Al AAjste] ‘of
FulsepP R ‘o}FHchrile] 5P E ZHsligich

4) B2 QIX| < (brand recognition)

AZAE Q) 7]olA(Kieth) o AAAFES]T ofoju] et
(Ivy house)oll edle] ‘qbc}’, ‘B Eche] HEAx 2
£33k

5) QILEAHN H(demographic variable)

o3, UHF7ASY, 8, AEN, Addel A
Fiee T4,

3. APOY U KBS

H5e] AlAA WA gel A A4 EUAE HJEL
ZZdlo] F 23099 oA4vIAE 2 AP2Z A
o}, 1998 19 20¢%E 23U7AA ollu]ZALE 4413
2 ¥ 149 25947H 24
15974 & 248 A4S §2305-9] HAEAt
slzsle] 2 F $¥o] A AEAE Aa
206%-7F A% AFEAoll AHE-H AL

33, 714 9 vac A x9 Aol S Hrts]
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<A 1> 7)o} A (Keith)

A~ Z*%*‘ii“ 4R FolA A=} F2 o
&l F2 (P YL 59 slo]2(Keith) & = 234
B2e AAA wsizde] AAgel ololu] A
(Ivy -ouse) & Ad3led, o £ 2ahzols 7b §4}
A, A4, cjele vele s 144 o
3l AE 4FT SHATA A F HEHE o]
B3l Hrbshe wale Ak

ZAledate] QI EAA AL g Aok 24
chdate] de 2541018, 2641~304), 31~4049)
d@est A2} 26.9%, 28.0%, 27.7%% & L% S
Hebdn 40410l 4e]l AAe] 17.7% & A8}, ¥
HE 74 300~4002H o] 33% 2 7H wgkw,
200~3001k<1(22%), 2002k810]3}(22. 5°/) 4001H19]
2H22.5%) 2 elygel,

HEAFE 71E&0] 36.4% vl &) 63 6/ 2velga
gL Agol/ciEe] A9 61.2% = 1915 FAY
o Ade &4(30.6%), AHFA(25.7%), AEA
(18%), AAF4(16.5%) 2] #2.2 Jelyie},

4. SAUHY

2 A7 A2 24e SPSS/PC* 54 A7|AE o]%
3ted, W=, W¥-g, 2<l¥4(factor analysis), ¥4
Y Z-¥4 (one-way ANOVA), Duncane] A333
ol A Z¥-4 (two-way ANOVA), »* A4¢ AHes}

BETELEE

<ARE 2> olo]u] 8¢ (Ivy house)

ek

V. 2427 o =
1. &8I} o AEY R &Y

4¥)Z AR AG g etslr] s Sproles &
Kendall(1986) 9] d+& #ng & 17709 282 o
MZAHE S8 ¥ARsichn B 50 TYE AA
T F 12709 F8o 2 8Q¥-Asle] Mrlaie] £z}
ARG o2 ek E3o] AdE oln
AL 84U e 4v)z} dAAA S 292
ol ojs] Al=ls 24 (reliability test)-e AATgch
a A3}, FAAFH 464592 Cronbach ae3to
0.65, AEA%H Lu]AF82 Cronbach aFto]
0.71, 7IAX YA £u]54-¢ Eronback agke] 0.67
2 1271¢] E¥e] AAsicln Arisle], 7 SiApye
FAAYH 4¥A5Y ST oY 290HS, A
EAYH £uARY 28] g 8" 4, 714
A £u|AFY SHE] ol 84T o]
o] T ®€ A4E vehd $3E 2 £vFs) &
G 4u)R FYP o2 FRa,

<& 2>9] A3E 4njug, AN Sz F 1A=
A 465 o] 39.3%2 14 =4 Jehts, ogo
2 BEAGA £uA58(34.5%), EAXGH 4y
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<E 1> vz gAY FHol =& 2984 A3 <E3> BAs FY(HIAE vs. ANALE) N £un
ool e 9]4’%’51%"%‘@1 ‘4%-‘ AE FH(quality) 3} 7}
+ & "A%}L{} (AW # (price) Aztoll gl ojYuiztry (two-way
v g %) ANOVA) 73}
F A A 84 (quality-conscious) u]=}: il 4 Fzt| pg
= &YA Je /b T304 A -
2% Al vagef, 0.7764 Fas} 7.838 [ 0.000°*
~ 32 ZAo] 2 Al HE ol 2= YW =(NB vs. PB)| 12.057 | 0.001°*
R s ” 0.7483 2| 204 49 5.728 | 0.004**
— v M3 F49 & A & 2.77 A5 oo
| cage 0.6347 | (53705 A >-186 10006
—Qudoz e Fhel M3 F | 5o FE3} 8.337 | 0.000**
< & A : A 2= (NB vs.PB) | 17.957 | 0.000°°*
~ ok AR AE STl AT | g g5 A4 2vA 4y 3.526 0.030°
* =t AEAE 1.142 |0.320
%3;;': ;-‘. ibgnt:n;xo:}si}i:l:}}iﬂ z53} 9.592 | 0.000°
& _\\:d_—alll—_l_;_ ‘“%:g__ R 7;!; 7}% 0.7274 = _,}_:4‘10 Bac(NB vs. PB)| 17.628 | 0.000°°*
Fe Adelny, e £ 44 5.574 | 0.004"*
—~ vt 73 2 Hee nde AF 1.77 A3 g 0.476 10.621
e 07092 | (37.8%) e -
-.Oéu‘l-;x_«l'_g_i “"ﬁ' .‘2’_3‘“_57]’ e} 0.6274 Tz 17.406 | 0.000°"
Al 71 Zo) o}, . nze| =2B=(NB vs. PB)|18.641 |0.000"**
~ & dejA vales} Sba $ob | 0.5877 2% ¥z} $8 16.788 | 0.000°**
7472} 2} 8t (price-conscious) Z ]2} : 457E 2.316:0.100
~ g BE shAe] 4 MEG AW 0.7750 Fasz 21.984 | 0.000***
34' _ . 1 Ht e ) L7 ozl = (NB vs. PB)| 7.365]0.007**
— U= oz v|8} 7}z >7 . E .ss
€ A9go, == 1 0.4939 | (5750 1| auA g 29.2940.000
L ol ol 4ERE 1.496 0.225
— = Zhedtdt Aol iAoz T 0.3106
=&}, : FRA 4.560 |0.04°
# dzc (NB vs. PB)| 2.951|0.087
i £ul2 3 5.364 | 0.005°*
<E 2> 4vA A A F¥o g LA FE(%) 4528 1.189 {0.306
£ A 2} 84 (quality-conscious) £ w}=} 54(26.2%) Fas 8.665 | 0.000°°"
- i Hle(NB vs. PB)] 1.07810.300
A+ 8 x} 8k (brand-conscious) Z-u}x} 71(34.5%) 3| g4y vl 8 12.458 | 0 000°**
7}74 2] 8 A (price.conscious) Z ]z} 81(39.3%) AsA}L 1.660 |0.191
1';} A 206(100%) Fa3 10.307 {0.000°°*
el E.ﬂ_‘?_(-NB vs. PB)| 17.884 { 0.000°**
&2} §3 6.518 | 0.002°**
2AH-8(26.2%) 8] o2 el Azag 0.817 | 0.442
Fa 30.908 { 0.000°"*
A S E=X-}] 2 = I . T
2'. :l-ulxl‘ oAl Felol e HiEe| X (qual AHupAel Balc(NB vs. PB)| 47.538 | 0.000°**
ity)ol chgt o} dael | 4w % 22.593 | 0.000°**
. 4528 0.111 |0.895
402 A A Gl o Al e S8 g ¥
7hs) Hholg Yohr] AsA ol Uiz a4 18.274 10.000"""
& A -4 (two-way 4 | SAWS(NBve PB) 35.195 0.000"
ANOVA) & AA8el, £vla 48 9.813 1 0.000°**
<E 3>9] AFelA med, sulat | AAAFYel =t 4x2e 0.581 }0.560
& £A44, LA AJA B ExpAo] o Hol= *p<0.05 *°p<0.01 ***p<0.001

2R, AEAGA, AN

o i

‘anz £ 25
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AZAEE o) FA Hohglon, S5 HEAGH 4]
A FYe AT4Ho| N YL 713 wA @ Ao
2 vehyich,

A 4ehs} gk elol gk Hoh EgAgA 4o
Y AEAYE su)f3o] AT4E] U BIHE
AR ARG 2ol AA4EE A Yo
& Aoz Yehge,

A 9 A dxele] g ke 4 F¥e)
402 A% 2F AFAEE 54 Hoged 53 4
EAYA £ulA-GYo) AT4E] oY WE A%
4 @ Aoz i,

olejdl A2 u3e] Buj T £uAEL JAiA
4ol 4elel okArAE # YR 48 o §
e 2A¢ s Aoz QAge & 4 Uok

CE Do) AAE Adua, AF F4 Y W4
F LAl &7}e A% 28 (two-way interaction)o] %
A7) A Fol (2 1 A4l U FEA (one-way

<E 4> £¥|A gAAAFH FE MF T4 (qual
' ity) #7le] 373k (mean)

BEKMEER

4.1
4.0 —
3.9 )
3.8 e
3.7 o

3.6 e
3s{ 7
341

3.3 v
FAAYAYY  HEAGAYY
48%  ---—-- Ivyhouse

(33 1] £A&33e) 45

gty

ANOVA)9| iz ulite] E4dled = o AEY
49l Duncan test& AA3led Aula} o)A} A G0l
D £ &7}o] it oo} 2fo| & Folrsgiel,

2 A, (E 56l AAG ups} o] L&zl
g Wrhs EUAGA LuAFEo] e 4v)a &
ol vla} AAALE 8] b A oG Aes
et}

<E 5> £¥A JAYGYel e &Y A4

z i w24 (one-way ANOVA) 3 A3 A4A A}
£ u)=}-5-8 'a"g ‘Aol-g- 7}‘74
¥ 4 e '?"T-\'vi- 2 :ﬁkf} 2 : f} 2 : :i | (Duncan test)
o £ A8 7
Ivy house | 3.50 | 3.62 | 3.78 W 4 | S22 Sya z]%‘ Alxga| pg
29| A4 BRETT | ol | 2oz | 202
Keith 3.79 | 4.00 | 3.94
Ivy house |3.39A | 3.69B | 3.93B
Ivy house | 3.49 | 3.73 | 3.74 L& .000°°*
e el Keith 3.91B | 3.99B | 3.92B
Keith 3.78 | 4.01 | 3.91
— 300 | 351 | 362 p<0.001 &4l F2¥ o7}l e ALE & A
. vy house . . . o
Bzl wek 2 g& ¥4z A%
Keith 3.47 | 3.8 | 3.73 .
" |Ivyhouse | 3.15 | 3.74.| 3.69 3. 28X} AR || mE MEe I
A F4 - .
: Keith 3.65 | 3.8 | 3.1 (price)ol| st o}
AR fyhowe |35 |39 ]3%  suiRelangeyol Bhe AZS) shAel ot 37}
Keith 3.83 | 4.11 | 3.83 8 ol <dolrr] HsiM ol FEAH (two-way
vy Ivy house | 3.39 | 3.89 | 3.94 ANOVA)-& 41439,
T
v Keith 365 | 3.97 | 3.88 A 6>9] ZHE Asinw], £u|z} o) AH MGl
Ivyhouse | 3.20 | 3.52 | 350 WHE AES siol otk Bohe sAgA 2uls
A= - o] AT4Ee] 74 L 7bg ulA AAsHE Ros
Keith 3.5 | 3.77 | 3.4
— 3 velste), o) vlF 4ujAE dade e AZA4T}
A e |t | S0 ] 357 ) 356 4MgEs) s A7Aols 2AHE Norum & Clark
Keith 3.52 ] 4.08 | 385 (1989)¢] A7tk YAz Uk,
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<E 6> £ulA AAY T wE AFHA HIU

(mean)
) ARS8 | EAR oA | A B A A | 7} A A A
AF | wae g | £u)= _/:-_u%z{ £ u] X
" | 1vy house 2.31 2.06 1.89
71 A
Keith 1.69 1.85 1.55

B2 okF vlAcH(D) ~ oFF Aehs)el 53 Axz2 7t ¢

4. 20X} oAREEHFHO| E HHS QXT
(brand recognition)oi] CiEF H7|

£u)2 AR Ao HE BAE A= HE
378 dohrs] SisiM F AAE AAEH

CE 7-1D3 (E 7-2)¢) AFHE 4sjrgd, vdxs o
A xofl hih W7k ARAGH Yoro] AF4ESY A

55

AgHe] A 2A= AAE774Y A Jelygton
ZWAAGH LvlAATre] AZA R} A ARl Yy
AA=S 71 RA debstel, =7 ARl 4u) 2§38
€ =5 EYY AM A AMAEQdAEE
51.9% 2 dlad %€ AAEE ¥eolzm 3le¢ ¢ 4
At

5. AHIX} AAE Y RYD AT EAHE H
2

oje|

£ulA ANARSES AFEAR Wsote) BAE
dobis] A 22 AHE AR, AFSAL
42E o), B, WHPAALS, AESQY, A
213315

CE BolA} wEo] £¥|A SIAAASES A5
el Waste) A 3 YT £500] &

ALY

<ET1>  4uA AAA FYol B8 AFTAE (Keith) Jx| = (brand recognition) & 2 FAH A : W= (%)
4‘.
) Jﬂ
:§§Z°; FAAGA | AARR AR | v | £ P2
A (%)
A= 37 55 36
A= 28.9 43.0 28.1
ok 68.5 77.5 4.4 128(62.1) 25.26 0.0000
18.0 26.7 17.5
17 16 45
= 21.8 20.5 57.7 - Q)
=25 31.5 22.5 55.6 78(37.9)
8.3 7.8 21.8
A (%) 54(26.2) 71(34.5) 81(39.3) 206(100)
***p<0.001 o
<ET-2> £v|A o)A A §¥el o2 A 4LE (Ivy House) U = (brand recognition) & 2* £4Z2# ! Ul s (%)
T .
o, 3 =} . x =
[T | ee | ee | e
A (%)
vae _ 31 43 3
Qalx 29.0 40.2 30.8 P
¢ < 57.4 60.6 40.7 107(51.9) 22.89 0.0000
15.0 20.9 16.0
23 28 48
= 23.2 28.3 48.5
=22 2.6 39.4 59.3 9(48.1)
J11.2 13.6 23.3
A4 (%) 54(26.2) 71(34.5) 81(39.3) 206(100)
*+25<0.001
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<E 8> aulA SARHFYH YHE AAFURY 2 443 (%)
‘_TL- %) EFAX sk ALE A % = 7} 7 =} 8kA N o
35 %) £u) _&_H]z{—‘ Au)A A4 (%) 23 P 3t
A1 (%)
j{jﬁi‘ 17 10 18
T4 (20029 vl 37.8 22.2 40 . .
k4l o] 5 - " 230 45(22.5) 15.57 0.0033
8.5 5.0 9
9 10 25
20.5 22.7 56.8
200~3002+%) o]}
4 17.3 14.3 32.1 4(22)
45 5.0 12.5
13 32 20
20 49.2 30.8
300~40024%) ]zt
400241 =l 2.9 45.7 25.6 65(33)
7.0 16.0 10
12 18 15
26.7 40 33.3 A
4005+9) o] 4} ‘
4l 23.1 25.7 19.3 45(22.5)
6.0 9.0 7.5
& A 5226.0) | 70(35.0) | 78(39.0) | 200(100)

2
=
ARz Yo} £50] 4T AEAYH Hoo] 2

Ae % 4 ek

V. €8 ¥ A
1L 2%t e

£ A747E Sokshn AEL Weld et g,

A, £ulz AR GH) wel ATLEe} A
4E2] el Aol & ZAR A3t AZR LvlR
#9 2% Aoz WT4Ee FRE ALY
FRuc 2 Yolgen) o AEAYH Lu)4 &
Yol AT4EY F444E 713 ¥4 Hogdh 29
4 ARG tulAGYe $EAe s £a9) &3ko)
U FA4e U GAe So) FR4Adel dadE A%
AEu o AALEE 54 9 He2 byt

A, 2012 ARGl wet ATAES R
A4 SbAel Aol s zARG A, AZMA LR

+Y 25 A48T SAL AAES sHAu v]
sekn Qs o B8 AR L)z} 224
29 7A4¢ 7 EA srbekelch

A, £olzte] A G ol B W4T} 2}
AR BT ANEE Wi A, FEARH £
vl 258 o] AT} A A Eol g AR £} Spat
Fokoo AAARNGYA LulAgYo] HZAES} a4
ol tigt AAES} Fb PA dehted, E=@ A7k
4ulAFYE 25 28 A $9Ae) AAA4E 2
AEE 51.9%2 vlad £& JAEE Mol &g
o 4 gck.

WA, ul% NARSY ) ATFEAS wsele)
Al YHF A4S ato] £ulx Sl G A}
olf vk &, YT 300Ul P 24T £
vzt AEA S Lv|AFEe] 71.4%S Az
o), £50] FL4E AHEAGA Ago] T L L
4 9k

£ A7 ADE S oY qAPE A
o ohe3t o
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AR, ABAFA Au)AGHo] ASSo|wA 2
AT AAEE A3 A Jebd Aoz £ o 2
AR AppAzke M7l AEAolnt AFE o
ohlel ¥ A A oln] 2LESe] Lu]AE FaAY 4
e, AFATUE 7Hdo] AesA HFA &
AR sA B e EA E2 44 (positioning) & =
7h, 2EAY ANAE NLE AL 4 1L Heolch

B4, I AMLuASL Abos AT
F4¢ A48 FAuct WA A7sn dgov
AANALR QA EE 51.9%2 Aeks B4 dehdw
7iA el QoM s AFAT VY 4 QAA|stn glon
2 §59AE o4 spAol BAsn Edo] A4
E 827 e 4EAwa o] FoiAcin a4E of
& £u|Ae] Fold e Yol e T Mol S
AEAL3 ) Luzte] AAALE Sl Olg A
72 gloly] HelA meals Baakd] 2EAe ofv]
AE Aol F 4 gt =hAY Hzko] Wastchn wof
R,

2. 72| MBS % ol

AT AANAE F 27} g A gut delsie] v
&, FA% AAE 2§ AFo HEAA Puiz} e
AL F27t AT 4 den, A% ololdlx 79 g

< FAE7] 8 dAQlA 4Ale) FH, ¥4
e, AAEolA A9 {4 AL shAlE g eA
Btz Aglsled vlmslglenz 8E ofojsle) cfsle
ket A7l Aol AF-E 7|stodol & Aol =
T AY AR A 4B ATAEE QAA R
LB Aol § AR E QlAshe £u|AHEY] YR
HolM AT Ax & A7 Aol € 4 ek
a8doll® F7Ea £ A7 AR Tl A
Foll g} £uAte] Q4] =4} A gl 44E 2
28 ¥ 244 <lF-(exploratory research)2412]
gulE o4 4 glow, £ AEE 4v|A7} A
H7reHA she A dube AdEsie LulAle)
TFAH ol 472AQ HrAAE B 4 AAY A
of 2 ooz} glet 33, o2 R4 AFoHE &
o] ookt 4B EF o] olo| L vlmdle AAAE
ol At Av)AbE2] Azkale]E e &4 Fyal=
o] W sirta RedAlc,

ofl
ok
n

Ho
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