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Atk AIAEES HAAME= thh ESHAIE Hol:= HHH, RTD(Ready to Drink)222} 7|9
A &2 AEH 0w Sojub= FAIthE AYAEHY A& 200749 28%°] A 1
| sl 37%7HA] S7FskSth 2012 SherReddt B S| gdE R Hol A= =W
ATHZF el 2012 2 15000705 doldl Aoz AR Ay, Aupdas A,
SAA & ARE Biete MR Zge oF 30,0007 o]2= Ao® UEHTHEY Y

1, 2013). oA F ANHER Aol Espibelo] mete] el 27 A%he o
Ao) AR thas FEe Atk b, Bigs, s 5 AR Zaixjolzo)
AT 2ol ol T ZolE RS BE A Y So| T4EE Aupzow W
HOH A ESIA 7, 2013). ]9k 2o S w2 Fu 7F AT ARE HALT] Aol
A arobd7) $ig Aede Aol BANSIE AL A 4 o, AU g 9
3 deka Ay esel dist Bad we Z7kE es dubEc
o2 ofi 3 Algle] FRE AlZto] AWo] vel iAo Wi oS

190 el 1450 WS, AW BART L Fuel FAS AT T W o1k, 4
A7R] 40] sk S S ARSI sl <ls) ARle] FE7L W 4 9l Aol
o|ef} e AMFF2 2] WIS utelstr] sl AlES"8 7 (product life cycle)®] 7igo] &
S5k o] Jidel &Jstd A& A= oS 7HestAl Wk, =471, AT, A=, 4
E|719] ADAE AXA et ZF A= 1] 54, AR, 7199 oA 5 SHol
A AR T S-S 7HAAL e, ZIdoAlE A7) v 7139 flEe Alwetth A3
oz oyt Hak= 7o Ayt Mwol Sttt IS vAA Il gL 5, 2009). =
W AAER Ao =)471E 2P A7 Sioll A v AR Ao R Eobd
Z2 =X RRE oF 109 ol 7Ixte] Afstalon, 1 5o AvHAZH Ao o4
A HEol A AR RS AFTET71e 4 dAE EAf vFo] & o =y
AAEHE A G715 AAA w710l Ade Aoz gl & 4 AtE44],
2011; o] &%k &, 2012). oA B Z=rt A Gt Aa7] Aol A= At vAR A
Y(marketing resource)= E-&Z 02 FQlsto], s Flslr] 93 A=FE viA|g] &
0] Q@7 E tH(Fleisher & Bensoussan, 2003). 7|49 AWEF} AAS &35 Q= AJA9] 27

rulo
2
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I} ggof tf-goh= kel o8] P W=tHDess & Davis, 1984). E3] HZFe Z]0]
At 3 of A = tfgdl Uk AS 289 sidolgl= JS 11 & o, st A
2o E7HEO] Ao UTHAWE, 1997). A=k Aol A ol TA|of QI=A15 Tots
a1, o] & "o 2 AH|xEo] Yok AL FRIAE HAASRE Jgshs AH|AF F419
Az Uzrste] niA" [ =5 2 AsS I slo]of FtH(Page, 2003). A&H|[Z} F4 9]
A HEke AR E-S 7|22 SF AS Al E-SKsegmentation)dtal, AR A
(targeting)dlod, EAAIR W ARSI Q= BEHESo digh APEd-& 2hof vhgbz]st 9]%]

E A7(positioning) = IS FolA = ETH(Kotler, 1997).



53] Ax7] AolA AEH oz AF Ao AP 7HE ZEn|gde fA
AaliA= A, Adls 2Ea Blis ofufx|of A apEA] 915 7}7\10F‘?l AHEE 5,
2009). 0|3t FANA BT xpHsE AR Lrjo|n, st HAT A
Cop skl olul4E WS Aol TojelsolE 2 A8 vAA A el
H AWATL 76 dE 4 Qe HAE oju)AlE B AL AU 4
- S ZH= ZolthAW4 5, 2011004 AjQle). HA=E 4
AR Ade A Y Fel4E DA (heuristic cue)2 2851 H=tl, AlFolvt €14

TAE RS0 | Hofle A4 4 Qle WSS Ad A A5
/4], 2011). o= Ao ARRJolA avjAb= 434 71l ofsh
b BRlEst Ay 3 g Ahsske ojulzjel ghat wWgo] TuE
oA BT o|u|X|7} FQ38tckal & 4= Qlti(Martenson, 2007). 53]
UAER gro|up Au|20] Zpo7h Fojes AR Ho w=h FA
5ol oA, A= 2v[AP) 2 BHE ofux|7} Fa3%t 3
3] . 2009).
of 8 AT HAS A4l ofd YA L ofuAE =
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2.1.1. HuPHZFol| chgt Ee

S50, ol <3t 2001 Al ﬁ—?—x}%A S AJARI ol THE 9 Rl AE
Wol AnREHL oAalol o Pz B 4 Ak ANAEYS AYE Feow
MESIX, o] 5 7hele 2uae] Axet SRS FAFshs daEwol o He
oLtk H718008) A EHe] lstol s BB diEe] st A
glovt, Sjeli Aule 2heieh 2URE Bk 5Y Augd Avge 4
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Wofshe Avt AT GO R BRSGG B AL ATAREE St A 4ES F
gom pulsteA Rl FRY SR vlEe] sl AURE W AT gor
Helshin gt

(E 1) ATRE o delg 2R

74 £
» Family Restaurant
» Coffee shop * Buffet * Ethnic
Coltman . .

* Gourmet » Commercial * Delicatessen
* Fast Food * Cafeteria * Institution
» Family Restaurant * Dinner House » Fast Food

Lundberg & Walker * Coffee shop * Cafeteria * Vending
* Luxury Restaurant Machine
* Personal Server « Fine Dinin * Delivery

Kimes & Mutkoski * Mid scale 9 * Take out

: * Fast Food
» Family Restaurant
* Chicken * Doughnut e ce cream
Quick Service Style * Mexican * Pizza * Retall
» Sandwiches * Hamburger * Sea Food
Muller : —
& « Cafeteria * Casual dining
Midscale Service Style | ¢ Family type * Hotel steak house
Woodes :
* Sea Food « Ethnic
. . | dining: high
Upscale Service Style Casua d|n|.ng 'gh grade

* Hotel speciality

Atz) &712(2003) N AMMH THE

2.2.2. =l HIHEE AlEel EF

U A9 AR R Al 429 Holalth AIFAEZRAZIZE ACHES] AL

2 Y An AL 20079 12 55809 LoflA 2012 4= 13009] ¢ g 2.5u] AR
t} QIAEIES A= thh ESHNE Kol vhH, RTD(Ready to Drink)S5¢ #ud

Aol &2 solths FAth ATHER S A-FE&2 20079 28%)4 wid S A&
810137%712] S7FE|SIEh o]et A ATAREH ] = Folual Qi) 2012 F=R-EA
1 7| dRE A5 YUe 2 AuAEAo] 20121 I 17k 5000742 HolA Aow =
AR AIHY, Aatdss HEH, SAH 5 ATE dishe 27 e oF 39
of o2 qlrk AwrtES AR ol S7ek= ol F 31te] id o] = 7] wiw
ojgfal FTHFUUE, 2013).
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£ thi FE9 Ak bl gaEs, FeliAs 5 AR Zakatel=e At wia
2ol ol HA ZolE AL BE AR W 4+ F7HE 94 AW el B pro= @
7] sholct. olo] 7t Aol AU AU 3 SO AR AFE )
ok Sh, ThFS UAE S Alnolt B3t wpge Adsks 5 AGe A A
ohd7] $I3t Buk7E mAlSHeY FEshe mgolth AEALLA, 2013). S AsjaE

Aol iy 4 AR <x; 250 AN vheh P,

(E 2) HugA 20114 vs, 20124 of% & S&

oj &7

o 2 20111 = 201214
&£ B 4 2 ® &~ BEYH A 3 g of 455 480
LA B E EEARE ® X o & ot 550 788
o o OoF #H I & 0l = Of 580 80004
= A ol B o = o H & 79 79
= = =1 & o &£ 2 2 4 21 80
b ®H o# & It = #H 730 83004
7 o Gl G 7 o Hl 7 2 of 244 255
Edz=Z g o 2 ®® ¢c J ¥ E d 200 300
0o 2~ F XA @ o 2 3 2 o 190 261
g 2 2 A IO @ g2 Ao = o 366 396
Atz) MEIAEH (2013)

2.2, Mg +3F7It d4=7| Al EF

A& 57](product life cycle; PLC)©] 22 Vernon(1966)°] 2|3 AJAE Ao = 1960
o ml=2] AAIEEC] Al a7l AEskE d'1Y e =97, AR, 5], 4
7] 49dAR Yral dAEE EAS kst Arskiinh ol Al(2008)= AlEET

719} 7R 2 A|ZE] w2 uljE 7|02 A B| AT ST (service life cycle; SLP)7F Q)
Chal shRlom, Haq, olXI=E(2005), ¢Hal4l(2012)2 LHbA oz AlFol AlF8+717F
QU5o] BA=o|e Hle S 37|(brand life cycle)7} Qlof, 1 H=9] = 7] A &
A 91215 stelsiol, 10 Mgk WS AMgelE 2] vhe: FRIER, HUE 4 %]
o) WdE& Aelstal 2t dAM B Rl MeEke Aokshr = etk vy <3t 3> A&
GFle) 7 A S Weke Helsiol AAs
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2.3. Bie 3 Fmolidat oofXof et ol2X nE

2.3.1. EE Jidat oofx|

Aaker(1997)= HIE HAHDEE "AH|AS0] EZJBAT oA HHA7]= Q17HE
XE9] Z&Hthe set of human characteristics associated with a brand)" S 2 7% 9|3} A
T ol EY] AW 7hedl BA0leS v e R o], Bt JjAe 242 A
olZol Uo] HAE 4T ol2F BS W ATk HA= Y FUSS shelsy
Al F 63159 AR AFEo] 37702 BHEE 114742 7 EA= disll 552
ofgt A TATS B} S7o] FuE A4 Aol USS W Adkarrt £
3l BEd= 7fAS] 571K AFY-e AAlSK(sincerity), 27](excitement), < %(competence),
A|HH (sophistication), 1231 7+218Hruggedness) ©]W, o] 57}X] HHE /AL FAo0R
2219 9918 AT 4270 PAH AY FRES FESALE. Aaker(197)7h A
HHE 71 89S AT Bl iAo B WRE SA0|RR AE W AH|A
wA ] dRtsrt 7hssh, =] At A AgE o] Bldo]l dFEH UK
2007). Keller(1993)= Hal= 2]A]& 4HRE0] E4 Hltof thsf &l Q=
o7} ItEoU= ALlR Bl I FARAE BT <olX|(brand awareness)Q} HHE o
Z](brand image)2 o] AWstal itk Bl oju|x|gk 4n|AE0] 7|9 Lol =
HE 4ol vhgE YA Aofstar, Hile Ao §3, HlE Ao 594, B
T Ao A=, BERE A0 5540 wet HE o|nX|= vekstAl yERd +
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wpebs] H= oln|xl= uiAIE o] & F APE3} HEFe] £83 Ugo] il Jlon shE,
ofF &2 ot #o] I S Fl WAR AlES AEAAS] ZpEste] ATE o]
SRS AR Al HRHE ozl H& o oESH HER HIHE ou|7t v
83 A= Zolth

é‘.:

2.3.2. E%-gut ojofx|

32 7] A(store personality)2 #|ojofe, LR 59| 7|54 ST AL AL S0 Al A
o] Azl oJaf FAEct 743t Martineau(1958)0] o8] &0 & AMREQUTH AL
1522k, 2008). Martineau(1958)2] HEZ/NAJL AUtz AL o|u|X & EHA O F EL
1 A elvls ot 53 B el A3 S Yl & el o
o= Aolg}t 4= QJrKSteenkamp & Wedel, 1991). A+, 7152£H2008)2
‘:"ﬂ_,] }\ﬂﬁﬂO:]:[L———o] 7]‘—}(4 /\A-Lq» /K]—X]}G _YA(—)]o] Eé}—% 7H1E:]r—9—§
A HxE olnA= o] mAHold, F4, 7H4, AnlL,
A4S UEtaL, A HE onfAe AgdE, ddF
o P £4E ouatm stk olse 2o
(sophistication), AlZ(trust), bl]S(attraction), Ef|(unpleasantness)e] ThAl
0} Eom THE AEAY A= Austel AXsc
o) Zjof] Tet Ay 1S AwHEy, vkzle, Aujgh2011)S B
FAEe] A AL ATSUA, oln|Xe FHAAS 5
nEe FERoR éxéﬁbw— Qg S (2012 &84, A=A
Holslo] thAl 712 HAlE 74 Yoz Hals ojn]x|S 1A
H2012) AMAEHO) HEolu]Ae] T4 AL AEolu]x]
A, A glolu)x], A ofulX 2 Wiro] 30| AAH I v AA A BEL vjfsiol
Lo mAE= PGS =3 v Utk o] fow 243, 7E4(2010), A5
43], ANSK2011) 5= 2Fsh= tiF-2o AuHdEH oju|x] B koA B2
4o BUE ojujqeh SUT AW gt oIk oleh ge WAL ATAZ
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oﬂ k=0 H|WElH I sh, AB|RE0] QA
ZZ AL 7)o QA oA = BRI £ &

QI 1A G = YTHREE 5, 2009). Kotler(1997) XA dolst 719 2] AEo]

U Au|A7F BX 459 ulS{(target customers mind) <£of EESFL 7FA] 9= 9F

(place)E AHAIBIES 7|YP9 AlFold AHIAE HARISHES sl S22 H o353

AAE AFAL E3)| ‘position'e] oJn|= AlwmEw, Altiaol 9%, Alg Eo

palace, situation or standing) .2 W&l glrt o]|gd Ay ZoA] 7HRF 2u] gl thol

+ A (elative)olehs Wolty. &, thE ARdbel IHA sl EAAQ AdEe olsist

ol Eofolet 9127} F4E7] ujEolct.

AL E ZAH] Aol AR FEE BAoz Lule) ohg
o) AE Ho AulAe} TEA AMEEES Bag oA o b
1 Aojaiel, mAMY AE HANHNA AALY] DS elH = Bag 4
el ZAksiart 7199 ZAAY Aeke ARAIESE 2w xgsw TR
o] npeol AAEA, LARM, AR 5& 7|22 o] &
olujzz Algol Tist 7190] olER e FFHCR sk 9l
olul, 5o o] | oux| g, ofd WHlo® AAAZHL wesierlE EA|A]
2o ofa) shobak 4= YTkl 2008). LA, QHAI2007) Aol Bt AR
L EAHS guskiy 1 ooj7t glon], 9a719o] ool REat A mAe] St
19 A A0S AaBOIPAD SfSich. AUl B ZAHE ol D5
ag 7o) Aulzol dis) oA X7kl Q] taelAle] Hado] &
2008). olejat Ql4lo] tiFt olslE HiErom 7|9l AAle] BAEsl nASe] ulgLo] 1L
G3 0B AHT 4 YRR tlord WG AL AA & 4 7] wEolth
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2.4.2. X|Zt=

A Z¥ &= (perceptual map)+« XAy W(positioning map)©]2tile 3}, o7
%Oﬂ gt au|Abe] Az shue] i Aol yEhd S Uitk é A= 3
o Zaxis) EX A (dimension) 2 to] THE F7F ol AHREE] A 91719}

vl Eo] URHe o AES AHOR TANEE Hos ool Aow] 53
= AlEF =93 BA4S AR AlFE 915 2AAY W ARk A4S FEf 2
3h= A2 =7 QIeHAIA Y, 2001).

Ao 2 WS oha e Ul 7HA] WHe F2 ARg3lth

¥ ZRakel AEprofile chartol ofgh WS 2n|ak A2k AT AEAQl Wl
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i

2 AWHoE £ o) AFS Adstel o5 Tl £40R Z4ste] ZEstel XjE
s

She W 919 maEuhel AEolA] AgH o
N ool eI Aokl el 210 gstel B L

2
Ol
=z

R
1P
oX.
|t r

= -84 (correspondence analysis)2 FlA] 32| Y(row)d} H(column)S
’SME’J T g@sto] PAE Trebsh= Alolth H] WA= thabd 2 =R (Multidimensional
= Ol-85t= WHoR 7P} dnbd o g ARgshE WOt G5, 20006).

A =R o] 83t 2 Ao BE A FolA ARHEY BHEE T4
2 3 AF Hxo Ae HY-2006)0] AHEF ZAAY Aol gt Aol o]
A= AN & =, AEp A, oA, de| a0, ARy, A9EMA 22HE
o] T/l AWNHERS A O R, ALSCALEAS o]838te] SAMES dotr T, SHAEL]
ol A& BAsl7] $18ll PREFMAPS ARE-sIGATh #u] oF, A2, &£917], e 2], Bl
=, vl ok, e, 7H 9 87HA] ARA Y AEEAdE o gstel EAL motst
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KYST(Kruscal, Young, Shepard, and Togerson)& ©|-83¢t FAM E4& E3l, #A
BYEE] A4 BAcH B 94 Bastdon, HEAY Hrh 4= 7|22 PROFIT
(property fitting)o]&-5}e] E8E7HX) E(joint space map)S AHA5to] %0] Azt # ] AE
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(communality) ZF2 H4of Z3HE Q259 oA A==
z|el 0.4 O]*Poi Uelgdth E3E 1.0 oJAre] ofo]Al 7HS Hol:= g

o [e]
A AL

Ay
Sl
flo =&

o

N
s
o orsac 24 Yol B3
-

oX ot

30| 47

ie] g2 o] Q ol ARFH(factor loading) = =5 0.6 ©]A9] EO]‘— 7]—° E-]] Ay
H & BARL 70.1%2 UEbdt
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4.3. EEME 220l chgt X2t xto] =4
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g2 (e) —.009 .948
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AL
A9E 32F o]l A -oll= Auke] AX L} iAo ofEfRo] EY] ol o] & iy
slo] 27) Apgo =z BAS AAEITh ok A9 A3l (goodness of fit)+= Kruscal 2]
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£8 et golth 49 A2o) Quhal 4ohes) Bes 5 24H A A
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45.2. 708 A= 2074 =0 cHet PROFITEA

F8 AVAE BlEe] s H2Ad Ak 207 S ol-&ste], ABREe] 74 A
=2 P71ek Ao Pk ohA AASH KYSTEA Zutz dojdl 57 Au ey 2l
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LA, QAT WS 5 Ul 59 H4 WEloli Aep s hgoR W Hxeke Kol

4.6. PREFMAPS 0|83t AHIXIEAH OJAKE B

A5 QRS ol§He SATA] 20-300) AU AR AXF A 2Ajelx 7
7} Ul SAe] 0 AT ARE HASo] that ABES 1915 597H 912 Bolel
A shck ol9A SUE 4RE WP oEhE ggle] 47 AlRARCR tiro] 7 A
HAPGOIA 78 ST ATHEY HHEE &9 Bk ARSIt olof Ze AnAdE
Holl et 24+ AlRAPEE A2 &9 F7F A=t KYSTRAS S8 &2 94 & 4=
0]-8-5lo] PREFMAP(a program that relates preference data to multidimensional scaling

solution)S ©]-&sto] AutE B A 5T

T

= = = == = = = = = = = =
1_50== H =%
1_38== H e
1. 27== H i
1_15== | =%
1.04s= ! =z
_92== ! =z
_81== ' =z
.69== H ==
_Gg== ! =z
_4e== =z
.35== | e
.23ss #U=2 | AT 2|A ==
_132== ' =z
L0 EE e e e e B-————— e e R e d
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- 23es 3297 s i) 4 -
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-_G53== ' %]_i.“ zz
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-.81== ! =z
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-1.15== | =%
-1.27== | i
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—1_50;; 4 =%
= == == = = = = = = = =
- -1_6667. -1_00Q0, -. 3333, L3333, 1.00Q00, 1. 6667,

=2.0000 -1_3333 -.BBBT .0QQQ .BBET 1.3338 2.0000
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A Study on Coffee Shop Brands Image Positioning by Store
Personality Scale

*

Lee, Dong—Han® - Lee, Chang—Joo™ - Lee, Hyung—Keun™*

ABSTRACT

The coffee shop market in Korea has been rapidly increased in quantitative terms over 10
years since the time when Starbucks opened their first shop in 1999. In recent years, the
mature market characteristics that the serious competition of the coffee shop brands make
the difference in taste or service reduce has been shown in that market. It's important to
build the differentiated brand image for the differentiation of products and services and
obtaining a price premium in serious competitive mature market. This study presented
practical implications based on the results of empirical analysis of current positioning using

'Store Personality Scale.

Key Words : Coffee-Shop, Store Personality Scale, Positioning, Multidimensional
scaling(MDS), Multiple Correspondence Analysis(MCA)
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