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An Effect of the PB Products attribute of the Large-sized Discount
Stores on the Consumer Attitude and the Purchase Behavior
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Abstract : Recently the sales of PB products attribute shows a steady growth day by day. The consumers buy
them due to low prices, however, lately they buy the high premium PB products. And thus the large
distributors made a rapid growth of sales. The aim of this study is to analyze what the PB products attributes
may affect the consumers' purchase behavior. First, the attribute factors of the PB products: store image,
knowledge and information, quality perception, economic value etc. have effects on the consumer attitude after
usage experience with PB products. Second, the consumer attitude after usage experience with PB products
can have an effect on the purchase behavior. As a result of this study, the various attributes of PB products
such as store image, knowledge and information, quality perception, economic value appeared to be positive
effect. At the same time the attitude after buying the PB products showed positive effects on the purchase
behavior.
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(Table 1) sample

. percen
categories N tage
male 121 432
Sex female 159 | 5638
under 200 million Won 28 10.0
under 300 million Won 49 175
income under 400 million Won 67 23.9
under 500 million Won 58 20.7
over 500 million Won 78 2179
household 33 11.8
salaryman 82 29.3
occupation self-employed 41 14.6
student 108 38.6
others 16 5.7
20's 123 439
age 30's 38 136
40's 53 189
over 50's 66 23.6
high school diploma 30 10.7
educational college student 120 42.9
background university degree 112 40.0
master’'s degree 18 6.4
E-mart 145 51.8
discount Home plus 64 22.8
store Lotte mart 56 20.0
others 15 5.4
Total 280 100
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value good quality maintaining 20|
3486, 2179) | excellent quality | 82 .
PB Products | advertising attention 368
information/ | focus on PB Products 837 0.901
knowledge speaking with others 837 |
(3142, 1964) | price concentration | 2y
social contribution 826
store image ethical management activities | .819 082
(2609, 16.30) | good store image 789 |
............................ good image of store | 70
PB Products | good display 780
quality diversities of products 728
; . . 0.813
perception low prices 634
(2.460, 15.37) good package 58
Barlett’s Test of Sphericity=2682.103(p<0.001),
df=120, KMO=0.878, total var.=73.101%
attitude after | overall satisfied 918
usage . performance satisfied 396 0904

experience o . X

PB Products package satisfied 863

(3311, 77.83) | price satisfied 851

Barlett’s Test of Sphericity=715.512(p<0.001),

df=6, KMO=0.825, total var.=77.829%

PB Products | positive think .930
purchase continual purchase intent 909 0.9%
behavior recommending others 905

(3278, 81.95) | continual concern 876

Barlett’s Test of Sphericity=857.981(p<0.001),

df=6, KMO=0.853, total var.=81.947%

Principal Component Analysis, Varimax.
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(Table 3) Confirmatory Factor Analysis

Factors Variables i‘tst Est. SE CR. AVE CCR
: good quality 0.690 1.000
economic quality satisfaction 0.685 1.065 | 0.105 10.11 s 0511 0806
: value good quality maintaining 0.726 1111 | 0104 10.65 s '
excellent quality 0.774 1.044 | 0.093 11.23 s
T T advertising attention | 0870 | Tooo |TTTTTTUTTITTT
i information/

PB Products| knowledge
attribute  i-eeeeeeeeeeneeees

quality
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good display
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low prices

attitude after usage
experience of

overall satisfied
performance satisfied

0.893 | 0948 | 0.039 24.55 s 0.713 | 0.908

PB Products price satisfied 0752 | 0851 | 0.051 16.74 s
positive think 0912 1.000
PB Products continual purchase intent 0.886 0997 | 0.044 2291 s

purchase behavior

recommending others

continual concern

72, 913
0867 | 0954 | 0.04 2176 s 075 | 0

0821 [ 0925 | 0.048 19.29 s

Model Fitting

x*=601.382(df=219, p=.000), Normed-

X?=2.746, GFI=0.846, AGFI=0.806, NFI=0.892, NNFI=0.917,

IFI=0.928, CFI=0.928, RMSEA=0.079, s p<.001
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(Table 4) Hypothesis Test Result

exogenous variable endogenous variable | Estimate S.E. CR. alternatn{e
H hypothesis
‘economic value : . accept(H1-4)
PB Eformation : attitude after usage
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