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go=M XA #F GEHE Wit
3= Aol th(Heider, 1958).

wgolEel HHS AFe Holet &A™
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F/AZGA 2= 37HA AR A ET
53], & dAFdAE A HJoA =He A
F/AZGA ] A5 olel digk Ar7E gl7]
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=
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Ry = 76‘%% 5}4\&“’ %‘)"E—j%a]
& A% s §5% 7 -9-(Miniard,

Sirdeshmukh and Innis 1992; Petty,
Schumann, Richman and Strathman,
1993), &4, F7F bkt A A A of
o] FAXAY 52 A7t qtute] S AS

(Albarracin  and Wyer, 2001; Pham,
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Cohen, Pracejus and Hughes, 2001; Shiv
and Fedorikhin, 1999), A, s37}e] 7]%
7} o258 7 -$(Gorn, Pham and Sin,
2001; Isen and Shalker, 1982; Miniard et
al, 1992), UlAl, H7Fdd FdHellA e A&
Aol F-=3 w(Ottati and Isbell, 1996;
Srull, 1987)2kar B8] 3L it

AT el @ Bg m= w@E
dee Qeid 4 b fPoz A
We 4 e, AAE ol FEel o
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(Staats and Staats, 1957). =, A3 74
AEE Atolo S AYHos HA 9
BI7HA |7t o2 SAAESE Sk,
olfgt AAE ‘g ol (transfer of affect
&2 affect referral)etal 3FtH(Mackenzie
et al. 1986). 7Hgxdols} Hadd Be A3

&

= A

7F S-S ¥ gth(Batra and Stayman,

1990; Edell and Burke, 1987). Baker,
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F oA fEE ool dis Bk ol %
A4 Fotel Aue Adowm Aol Al

f¥th= B o tH(Schwarz, 1990; Schwarz
and Clore, 1996). H &4 o2 An|x} Ag]g}
2, wHAE ARl yE5H AA o|EIMES

Ae A AR shedl Qo] 4w

o) Ade A, A7 BHE AN FE(
g 5W, $4, 54, o9, 14 )=

u)-g- FastA Agoletd th(Pham, 2004). 1
2]v}  Schwarz and Clore(1983; 1988)=

“affect — as — information(AE.EA 2] 7+A)”
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Zofo] #AE ojn B2 AygAFAA T
A1 #AZE 5ol WAtk Doney
and Cannon(1997)°ll °oJ3stH, vz
TujAHE Abele] AlFE= Pl Ed JEFS
nzchar Ak o] Ganesan(1994)2] <
TFolAE gsla =], AlsE v
of & FaL 7] Wl FUIATY 3
doll A9l a} sttt Morgan
and Hunt(1994)+= AlZe} 747k wEo
Ao dEV S} % AT H = A
Atolel= FAAQ BAZE S Hola
Atk A7} Anderson and Weitz(1989)&=
AF = AEA FEAZDANA AAA
e Aolgkar sty Bk AF =
e} FA = FEFS WA
(Chaudhuri and Holbrook, 2001), -}
Axe Fag A4S = o= ey

]:o ES

1

3449

t}(Henning-Thurau and Klee, 1997). £3],
Sultan and Mooraj(2001)= £2}¢l 373 3}
el Aol 2lFe] ko] is)

Avngked ¥ 84 mE 22E Azl
oA w$- FashH, mrh B4l 2
Hn weEs L)) A4 e o
go] B% FoF Ao vrhith & f
SQA=RE deln AF AZIAo o
® Az PAgEd 3599 9T

<7t 40 Aojd (aAEF AEk (WA
- o] T o]

3449

<3| 2> o7y




STaMOo| HSr 227t Private Label MZ it MIZZMO| TSt ME|E HMOIE|=

igof o AR 79

N
e
-
0 @
IC3

»

>
e ol > oy @

N
ool Hr )
2 &
e

It L
ol 1o,

P

o

N

i

o

D

fr

BN ek

ok

o 2 >t dp
N

Zﬂ%% W*Pgi A} gt H 82

o, AH|A= P

ek AE Eﬂ}i L3 fFrEdAel o
B

%LTS‘}D}FL Sidazle )

&, AGrhde] AR E
of tis] H7HAF 7HA A A= A4
FAE A WA= ofE=gelet
2tHMoorman et al., 1992; Rempel
et al, 1985). webAl fFEdAlol digh A=
A Fe] AR FEAA A Je
B, AF T 2e AEAds vEeRE
g 37l ] Ao r FAh

kot

ol 4

32 ZEH L=

HAA AT o] g ook A
of Frel o3 AAG AL 7uke R 3}
ol IAF Adow o A BHE T
3 FAE A 7] %3k] 9 EsH= Ao

tH(Johnson and Grayson, 2005; Johnson

George and Swap, 1982, Rempel et al,
1985). °l& =Ast7] {3 dE= z
QA mAel W S, LALES 2L
[e]

178 =1
Al R A 2 A

3.3 MZ/ MIZ=x[of CHSH A=

AEel A g%l AF/AZJAZ A
olfl AFE AFH AxGAL oA A
@ EE AR Qe BT R
st olE Wa gEse sl

Mcknight et al., 1998). uw}&}A
MEA AelE o]&3dte] JH
4 AzAAE AFHE 5 2l

27 3Egor Z4sqn.

BN ooxl RTood
N lo
o
o> g
2t
= 1o

2 A s S4skEd 9o,
ojml gt A<
7h obd AlFe ok
ﬂﬂ FAHJoBRE FE FEHA ]

2 PLAIES 7iE ool #ste] 1719

FEoz A3t
V. o420}

1. QIEAEN =

PLZH%% FujE Ao 9= ATEL
o s F 30049 HdEAE WEsII S
™, 349 272*1‘-4 HEZ] ZF o] A



80 S{TMF 1434 2%
<E 1> SEAe| TSN EY
1l %= () A E(%)
ot 53 25.7
] =2
o] 153 74.3
) & 142 68.9
AT o5
nE 64 31.1
20tH 64 31.1
30U 52 25.2
& =
40t 60 29.1
50t 30 14.6
g 7 206 100
ghal AEXE AT 2065 (F 68.67%) 7 217 g 18X (confirmatory factor analysis)
o] S-S nlgtow B A3y} A ek S E3 99 AYA(uni  dimensionality)
7HdS Edstazr st AT SR S Zlsglen, SANSTESY FHF 3
<GE 1> 2 QJIFEAEH 5SS B go <;E 2>¢F 7}
o] 9t}

2. w50l ENTH O ARl 2

Aol By % AR Sls) 8w

TRUST1 TRUSTZ TRUSTI TRUST4 TRUSTS TRUSTE
TRUSTL 1.49
TRUSTZ 062 1.10
TRU3T3 079 0.68 125
TRUST4 050 031 0.50 1.51
TRUSTS 036 0.34 0.40 1.14 1.53
TRU3TE  0.14 0.23 n.z7 1.00 1.18 2.22

FROTRL  0.30 037 043 .22 n.za 0.28
FROTRZ 039 0.46 0.44 0.1a n.z? 0.27
FROTR3  D.44 0.39 0.48 0.34 0.a7 0.32
MANUTRL 022 0.20 043 0.25 0.26 0.51
MANUTR2 022 0.23 033 0.34 0.36 0.43
MANUTR3 0.18 0.22 0.24 0.34 0.3 0.54
FEFUR 028 021 0.25 0.45 0.53 0.62

FROTR! PROTRZ FPROTR3I MANUTRI MANUTR2Z MANUTRI FEFUR
131
110 1.27
0.95 0.96 1.33
0.91 0.77 0.80 1.44
037 0.74 0.78 1.08 1.30
0.7z 0.75 0.78 110 108 1.89
n.sz n.e3 0.80 0.60 0.59 067 1.75
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<E 3> =9 2olN 0IEM Znt (dEE=2 Appendix 1)
1A A A g] #HAA AlE A4 E Al 2= A A =
TRUST 1 0.84
TRUST 2 0.75
TRUST 3 0.92
TRUST 4 1.01
TRUST 5 1.13
TRUST 6 1.03
PROTR 1 1.05
PROTR 2 1.04
PROTR 3 0.93
MANUTR 1 1.07
MANUTR 2 1.01
MANUTR 3 1.04
X’=101.69(df=48), p-value=00, CFI=0.97, GFI=0.92, RMSEA=0.074, NFI=0.4
T AdE Fd AE e AFAE A A <GE 4> 2k
574 5o 4% Cronbach’s a #, 7t
Mol A E(CR: composite reliability) 3, 7IMZR
o} HAEAFZE(AVE: average variance
extracted) S ©]-&3dte] A8tk Fornell B dgd] SEAC gE A
and Larcker(1981)~= AVEZ} CRell H|3l 7F ez 2 Aoz FEgS H A
Bl Wfoldtal sith Ao = ok3l, PLAE A9} PLAIES QA A
AT AFEAELe 8 7sd +F(CRe Zzd7 2o Ao|HAL Ea] Fulone] o
0.70, AVE= 050) elde= veht Wid  gg mxe mas s gt o F
ARG = Eﬂ’EO]'M_—Uﬂ(BagOZZI and Yi, Hlel o 2 LISREL 83< o] &3e] =4
1988; Fornell and Larcker, 1981), #%x¢] of that XA A} 7AA A s} o=
<& 4 HEo| A=Y EY
W i Cronbach’s a CR AVE
SE A A=A A= 3 730 0.742 0.513
gae TAA A3 3 838 0.756 0.560
Aol Al A= 3 907 0.888 0.745
K Az A2 3 876 0.895 0.773
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<IE 5> AN|otpEn}

A™MoE v

oco-1L=2

e EEEKE BRAS
R ey 23 &3
FEdA AxH Al \ FEdA AAH Al .
e g A J =] 0.99" frEa A ] ] 0.29°
— PL Al A% — Fjo =
FEdA AAA A 0.9 FadA 244 AlF 0.31°
— PL A& AxdA A= ' — o= '
FE54A %‘iéﬁ 21E] 0.24° PL A& AzxgA AFH — 079"
— PL A& A T o] =
FadA 244 AF -0.08 PL Aol digk 215 -0.13
— PL AF AzdA AF (n.s.) — o= (n.s.)
PL A2l AlzgA4 A7 0.67°
— PL A|Fo 3 A= '
PL A& AlzgA4 A 0.02
— JFulo %= (n.s.)
PL A5 i3k Al )
|55l o =] 050"
— Fu o=
7H 83
FEdA AAA A 0.96°
— ool =
FadA 244 A3 0.05
— % (n.s.)
PL Al5o] A=A Al 0.20°
— Fu o=

nd Hghe

X*=127.85(df=58), p-value=.00,
CFI=0.96, GFI=0.91, RMSEA=0.067,
NFI=0.92, PNFI=0.66

nd Hge

x*=108.31(df=56), p-value=.00,
CFI=0.97, GFI=0.92, RMSEA=0.068,
NFI=0.94, PNFI=0.67

w7l &3 glel PLAIES]
49 GFL MAL A9, B
Aot 2129 ]
o AFE % X Aol BAL F
=

A2 wifgart £8H Aot

Mol g el

ip <001, "p <005
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g, & A7t At wiAEsTE e ol A e E 3 Q1] witoll, PLAIFE of
AFEdy wj/fHsrt gle AR 7 g ey e A Fato] i
BEAT R g 2do] AFEF vlust 7Fsdel =k Wb, githge] AR
of rdlo] A gl wpyjadE wrelazt PLAIE S A8t AlzdAs & 4A 3
SUH<E 5> Fa1). B Ao Aok mdo) sl A9Vl Bomw zHAg A Hio] )
A x=127.85(df=58),  p-value=.00, qE 7heAdo] Wolxe Aolg duHT)

CFI=0.96, GFI=091, RMSEA=0.067, NFI=0.92, HolH AFE 7o AAAH AF e Mol
PNFI=0.66011, ZARDL x*=10831(df=56), A4S UelllE PLAIES AzgAdl o
pvalue=00, CFI=0.97, GFI=092, RMSEA=0.068, 3 A7 PLAIEC digh AF e wX| =

NFI=0.94, PNFI=067% %+ =4 &% 23t P> FHAA A2 YERHy=067,
Zoll glojA & whE FFEolglen x* t=9.98), 714 38 AAH I
zfo] A At Aol s eR pxjato 2 Aol®  AFEIE Fuje ko
= WlE deS #IE 5 sl A= el s e Az, PLAE
Aol AnE T8 & & ko], AFe e A Pz FAA &S
dolFrgo] EFE Aot do] At & A= o2 YERg o (y=059, t=6.05),
AR e, b B Ao JHAHAE S PLAIE 9] Alz=d A digh 22E Fu9
gk Zhztel A=At TAA FI8E Lol Fes wAA e Arh(y=0.02, t=0.19).
B 7}starzt gt wabx] M 4a)e AXEHJed A
WA fedAe dAH Al#rt PLAFE 4b)= 717tE R om, PLAIES] Az Al
of digh alzlel FHA s nAE A gt Al 7b Fejee] ggS mx =
o2 e om(y=0.29, t=4.26), =3 F% AoIA PLAIF digh A7t i Eats
JA 2] AAH A 7F PLAFES AZFA Holx= AL AT 4 drh
of digh Al A FHAA TS v

A= Ao 2 YEbRth(y=0.22, t=2.53). wet
pa

A 7HE 1@ (b 25 <49 9le, V. A=
FedAe 44 A= PLAE o

gk Al = %Xé@‘” FEFE VA= Ao

2 UERLHy=024, t=2.86) 71 2= A% 1 ATED 9

= :IEWr PLZﬂer dz=g Al st

AFo|= GaEs W x| L= Aoz e 2 AFE FEGAe digk AF7t AF

U (y=-0.08, t=-1.20), 7} 2(b)= 717} R AzGA ] e AFE o= #AA

AT ol @ AW Yu e #4d 2 4FHoz Avngt A APAT

AL B AHA Aol ols) FAH oA A= Aold] dE AEH AFEe 9

= Aol WEolth PLAEES FEUA  Qou o]F dFHoz AW Ayt A

BAsolA Y fEYA TFH 4E o (N ¥ Ave A de] e
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Abstract

The purpose of this study is to empirically examine the transference of trust process,
an important factor to consumer’s purchase decision—-making. Even though several
researchers have discussed the trust transference process, there is no research related to
this concept. Specifically we have focused on the transference of trust from the retailer
to low involvement private label (PL) products. PL products were chosen as
transference of trust occurs under ambiguity due to lack of information about the
product and their manufacturer. PL products provide relatively less information than
national brand (NB) products. In addition, retailers have been rapidly expanding their PL
product categories.

To identify the theoretical and empirical limitations of prior studies, we discuss
several theories explaining the transference of trust: 'Balance theory’ and ’availability
heuristic’ in transference of cognitive trust; ’'affective transference’ and ’affect as
information’ in transference of affective trust. An empirical test was performed. A self
completion questionnaire was developed and administered to a convenience sample of PL
users. 206 usable questionnaire were received.

The results show that the transference of trust plays a mediating role linking the
retailer to the manufacturer and to the product. Although our model, which included the
transference process of trust as a mediating effect, did not improve the competitive
model, the coefficients of the respective paths were found to be better.

This study confirms the transference of cognitive trust from the retailer to both the

manufacturer and the product, but not for affective trust. We offer the explanation that
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PL products may tend to have affective trust resulting from brand familiarity but not to

their PL. manufacturers.

Key Words: trust, transference, private label, purchase intention

I. Research Background and Objectives

The purpose of this study is to empirically examine the transference of trust process,
an important factor to consumer’s purchase decision—-making. Even though several
researchers have discussed the trust transference process, there is no research related to
this concept. Specifically we have focused on the transference of trust from the retailer
to low involvement private labels (PL). PL products were chosen as transference of
trust occurs under ambiguity due to lack of information about the product and their
manufacturer. PL products provide relatively less information than national brand (NB)

products. In addition, retailers have been rapidly expanding their PL product categories.

II. Research Methods

To identify the theoretical and empirical limitations of prior studies, we discuss
several theories explaining the transference of trust: 'Balance theory’ and 'availability
heuristic’ in transference of cognitive trust; ’'affective transference’ and ’affect as
information’ in transference of affective trust. According to the ’balance theory’ and
"availability heuristic’, people tend to trust products and manufacturers on the basis of
their trust towards the retailer. Following Johnson and Grayson (2005) and McAllister
(1995), cognitive trust and affective trust as two dimensions of trust were compared.
'Cue utilization theory’, suggested by Olson (1972), explains the relationship between
transferred trust of the manufacturer and product trust. Finally, extant research
emphasizes understanding trust as the key to purchase intention (e.g., Doney and
Cannon, 1997, Chaudhuri and Holbrook, 2001). A number of hypothesized relationships
are posited in the following figure.
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An empirical test was performed. A self completion questionnaire was developed and
administered to a convenience sample of PL users in different cities in Korea. 206
usable questionnaires were received (about 68.67% response rate). The first step in
analyzing the data obtained was to test reliability and validity. We applied a Cronbach’s
alpha test to the individual scales and the overall measures to assess internal
consistency, which were found to be all over the threshold of 0.7. We also assessed
validity by examining composite reliability and average variance extracted (AVE) from
the measures. Our composite reliability values range from 0.742 to 0.895 and the AVE
values range from 0.513 to 0.773, which are above the acceptable parameters. We used a
rival model (suggested by Morgan and Hunt, 1994) to compare with our proposed
model. Because our model permits no direct path from cognitive and affective trust
toward retailer to purchase intention, it implies a relationship between trust toward

retailer and purchase intention.

[II. Results and Conclusion

The results show that the transference of trust plays a mediating role linking the
retailer to the manufacturer and to the product. Although our model, which included the
transference process of trust as a mediating effect, did not improve the competitive

model, the coefficients of the respective paths were found to be better.
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Suggested model

Competitive model

— purchase intention

path coefficients| path coefficients
Direct effect Direct effect
cognitive manufacturer trust — 0.9° cognitive retailer trust 0.99°
PL product trust — purchase intention
cognitive manufacturer trust — 0,99 affective retailer trust 031"
PL manufacturer trust — purchase intention
affective retailer trust 0.24° PL manufacturer trust — 0.7
— PL product trust purchase intention
affective retailer trust -0.08 PL product trust -0.13
— PL manufacturer trust (n.s.) — purchase intention (n.s.)
PL manufacturer trust 067
— PL product trust
PL manufacturer trust 0.02
— purchase intention (n.s.)
PL pr r -
— pufc:ajlst tiritlelrsltion 05
Indirect effect
cognitive retailer trust 0.96"
— purchase intention
affective retailer trust 0.05
— purchase intention (n.s.)
PL manufacturer trust 0.20°

Research model fit indices

GFI=0.91, RMSEA=0.067, NFI=0.92,
PNFI=0.66

X =127.85(df=58), p-value=.00, CFI=0.96,

Research model fit indices
x*=108.31(df=56), p-value=.00,

CFI=0.97, GFI=0.92, RMSEA=0.068,

NFI=0.94, PNFI=0.67

<001, "p<0.05

This study confirms the transference of cognitive trust from the retailer to both the

manufacturer and the product, but not for affective trust. We offer the explanation that

PL products may tend to have affective trust resulting from brand familiarity but not to

their PL. manufacturers.
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There are a number of limitations with this study.

First, the use of PL products

cannot simply be adapted to NB products. Future research should be undertaken to not

only include

experimental design can provide

NB products but also

in other diverse product categories. Second,

better explanations in transference of trust by

controlling other factors that impact the level of trust transfer.

Appendix
L fredAlel gk 2414 2
1) A7t ol gsha i FAHS BAGANA B 2eR Holok.
2) A5} ol g5k Yt FAHE ChFF AFL 2F 3 Yok
3) At olgda i FAMS AFS FLHA AFow Hua
2. FEAA A A A
) ASE T2 olgatt SAHe wAe] WelE AF wA Auag ATen v
2) a7t 2 ol&ste FIHL Azt EsS AT AH=E Alwsta vk
3) A7t ol &t e AL FAstelA #HAS Zha Uk
3. AlEol gk A=
D AL ol gehs FEGA PLAES dAZ Wewsi,
2) A&7t o] &sk= QA PLAIFES #4242 S vkelth
3) A7k ol gshs FEQA PLAES 752 AuA7A 22 Aol
4. A=A gk 4=
D Ak olgske f59A PLAES] AzgAEe gz wSait.
2) FAa7t olgats FEQAN PLAES] AxdAE AshE AGA7A FS Aot}
3) A7t olgake HEUA PLAES AxGAE 3 Fed AL Zolok



