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Brand-name Purchase behavior
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Tab. 5-1. demographic characteristics
Category Devision Frequency %
1. man 20 8.4%
Sex
2. woman 218 91.6%
1. 20's 33 13.0%
2. 30’s 35 14.7%
Age 3. 40's 51 21.4%
4. 50's 71 29.8%
5. 60’s 48 20.2%
1. Management
) 28 11.8%
|/ Office
2. Sales Office 56 23.5%
Job
3. Sales
. 29 12.2%
| Service
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4. Research
/ Devel ‘ 15 6.3%
evelopmen Tab. 5-2. The actual condition of the store
5. Profession 7 2.9%
Fre
6. Teacher 1 4.6% Category Division que %
. 0
/ civil servant ncy
L 1. Department store 53 | 22.3%
0,
7. Student 5 21% Distributor 2. Big box retailers 185 | 77.7%
8.Self Employed 8 3.49% 1. twice a week 42 17.6%
] ) 2. once a week 95 | 39.9%
9. instructor Frequency | 3. 2-3times a month 72 30.3%
0,
/ freslancer 2 0.8% of use 4. Once a month 23 | 9.7%
5. Once every 2~3
10. housewife | 66 27.7% months 6 | 25%
11.inoccupation 4 1.7% 1. Less than 1 hour 73 | 30.7%
i i Time  of |2 Less than 1~2 hour 103 | 43.3%
12. etc 7 2.9% 3. Less than 2~3 hour 50 | 21.0%
e stay 4. Less than 3~4 hour 11 | 46%
- 1ess than 20 8.4% 5. More than 4 hour 1 | 04%
1 million 54 10 | 1. 1~2 times 110 | 46.2%
2 less than 1~2 3] o] g | 2. 2~3 times 73 30.7%
N 58 24.4% 3. 5~6 times 35 | 14.7%
million Al
oA 4. 7~8 times 7 2.9%
3. less than 2~3 e ~ ; o,
62 26.1% UHH]E 5. 9~10 times 13 5.5%
Average | milion 1. Brand 79 | 33.2%
income | 4 |ess than 3~4 . Considerat | 2. Time 52 | 21.8%
million 37 15.5% ions 3. Quality 104 | 43.7%
4. Sales promotion 3 1.3%
5. less than 4~5 | 13.9% 1. Credit card 211 | 88.7%
million payment | 2. Cash 20 8.4%
6. less than method 3. Gift card 2 0.8%
' o 28 11.8% 4. Etc 5 2.1%
5 million 1. Walking a1 | 17.2%
1. Under high 2. Bus 33 13.9%
school graduation 86 36.1% Transporta | 3. Own car 145 | 60.9%
tion 4. Taxi 4 1.7%
2. Junior college 5. Subway 12 5.0%
student /| 64 26.9% 6. Etc 3 1.3%
graduation 1. Eye shopping 16 6.7%
Degree - - purpose | 2. Purchase goods 211 | 88.7%
3. Un|.V9r3|ty / 70 29.4% of visit 3. Obtain product information 4 1.7%
graduation 4. 7)€} 7 2.9%
4. graduate
school 18 7.6% - =
/ graduation 5.2 §F =0 ElFT ¥ M= HE
Marital 1. marriage 192 80.7%
Status | 2. single 46 19.3% 5.2.1 tizidit Elgd 24
B ATME AT B3¢ AT dot 2
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Tab. 5-3 Analysis Result of Factors and Reliability
about promotional activities

Distri
bute
Eig d Cron
Factor | env | expla | bach

load alu | nator | alph

e | ¥V |a(a)
powe

(%)

Factor Variable

Membership
system 0.653

Preference
Affiliate

Discount
Card

Preference
Improvision

0.731

servic coupon 0.701

e Preference 6.2 | 39.0 | 0.83

benefi | Shelf rack 43 | 18 7
t coupon 0.639

Preference

Bonus Pack
0.685
Preference

Inside and
outside of
package 0.537
Gifts
Preference
Saving
Mileage 0.820
Point Preference
type | Saving Cash 1.6 | 10.0 | 0.78
prom points 0.834 | 00 02 8
otion Preference
Cash Back
Preference

0.599
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mail-coupon
0.763
Preference
Inside and
coupo
n outside of
1.1 | 712 | 0.72
type package 0.751
coupon 40 3 3
prom
otion Preference
Lottery
system Gift 0.566
Preference
Event
0.601
Preference
Price
Cost | Giscount | 0.611
Savin
Preference 1.0 | 6.37 | 0.71
gs Samples
20 5 7
: 0.505
Satisf Preference
action Product
premium 0.682
Preference

Tab. 5-4. Analysis of Factors and Reliability about
Brand Transition

Distrib
. . uted Cronbac
Fact | Vari Factor Eigen | explan h
or | able load value atory
power( alpha(a)
%)
Vari
able 0.512
Bra
1
nd
. 2 0.811 56.62
T 2.831 0.798
ral 3 | 0828 5
nsiti
on 4 0.830
5 0.733

KMO = 0.770 Bartlett Globularity test
( 7}o]AI=416.782 df=10, p=0.000)

Tab 5-5. Analysis of Factors and Reliability about
Repeat Purchasing

Distrib | Cr©
uted nba
Fact . Factor | Eigen | explan | ch
Variable
or load value atory alph
power a(a
) |
rep repeat
eat | purchasin | 0.846
- g1 65.08 | 0.81
purc 2 0.837 2.603 6 5
hasi 3 0.701
ng 4 0.835

KMO = 0.708 Bartlett Globularity test
(F}o) A F=397.454 df=6, p=0.000)
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Tab. 5-7. Result of hypothesis 1
path
N

— gz

Ml

1

1

Hypot | Hypothesis

hesis
H
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© Repeat purchasing

a. Dependent variable
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30 © & )3 4 (F=13.065, P=0.000)
AAEHEE Fo SPwSe] folye o
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Pt S Avj2FEg] (WHA LA A3,
AFZANE A3, ZHFE Az v T
E Az, wyzd dezg oF AeE
%), ZRJAE § AZ(LEA Hdy HE
d IQE HY HMe, dAFIE HE), F
Z 3 BZCHE, 73S, AE&HEE, A
ZxgndAEY 231 5ol AR AEH
Ae MadE nASS g2 A=} B
%5 34 2 AEE S 1A o] Fdo] o
g3 w79 9B FEE ABRFTE Aol
% & w5 AT ARIBL HEd
71 f8lAE 219 2 #uS8Rld o
AZFs ok g HoyFa Ut
Tab. 5-8 Please refer to the table.
factor? =&
Non-standardi S’FanFja rg.
) rdization abilit
zation factor fact y of
Model actor | o
Stan signif
B dard B icanc
error e
-6.084
AbA
(o_'l‘) E-17 .059 .000 | 1.000
CoIce | 201 | 059 | 201 |8.392 001
Point
type
slaes 314 | .059 | .314 |5.302| .000
promoti
1 on
coupon
type
slaes .063 .059 063 |1.071] .285
promoti
on
Cost
Savings) 201 | .059 | .201 |3.391] .001
on

a. Dependent variable : Brand Transition

30

Tab. 5-9 Result of hypothesis 2

. Hypot
Hypot| Hypothesis
F Pgt B pgt | hesis
hesis path
test
AHIA Gl .00 |selec
T ymms | o, 201 |7 Pon
IoIE o 0.000 00 |sel
Ho-2| m=- 065 314 |- sg ec
ANTIES 0 | tion
FZ ¢ .
Ho-3| m= 063 .28 |dismi
ammg | 13. 5 |ssd
HIEE2 065 0.000
Ho-4| ot=E— 201 |90 sglec
ANTIES 1| tion
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Tab. 5-10 Analysis Result of the adjustment effect
of retail business (department store) between sales
promotion and repeat purchase

Dependent variable : Repeat purchasing

Degre

B R? A R? e of

signifi

cance

Sales

Promotion(

1 Coupon 0.090 | 0.008 | 0.008 | 0.167
type Sales
promotion)

31

Retail
business
2 0.036 | 0.018 | 0.010 | 0.817
(departme
nt store)
Sales
Promotion(
Coupon
type Sales
3 | promotion)* | 34> | 0040 | 0.022 | 0.023
Retail *
business
(departme
nt store)
*p<0.05
WA el MR Apolo] Awig]
B 2daye] E443= tab, 5-103 2t}
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jof wX&= Gl tid HAwH=E 0.8%
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H4-1. Z2vdeli(tidErtE)e] Aujx~ 4 Tab. 5-11 The adjustment effect of retail business
Mazol HIAZFAY AAE = (Big-box retailers) between sales promotion and
A 3 ot} Brand Transition

H4-2. 2w A &l (W FrtE) <) ANEY A= Dependent variable : Brand Transition
Aozt FFdsae #AAE =4 Degr
iy 7/-10]1:}. ee of

H4-3. Avdei(d@re)e] =3 m= B R? AR? | signifi
Aozel FEAeHe BAE = eane

e
A & Aot Sales
Ha-4. mjdei(t@rte)2ef wgdz 1 Pr°m°_ti°n 0.201 | 0.040 | 0.040 | 0.000
F= dzee FEAde] #AE (Service
_ Benefit)
Z3d & Aol Retail
business
2 ) 0.182 | 0.151 | 0.111 | 0.000
A AR L AU et SYASE (Big-box
il
of }E FEUFY FFVAS W Ao reaers)
2 IAEANA ZHHTY 2dHFTE © Promotion(
ARoZ FEdste HAAAY =HIHE Service
3olsl A} st B4o|t) 3 B::‘::itl)* 0.179 | 0.265 | 0.114 | 0.020
webA] BUEAASE} AEABA & business '
A (NP E)Y] 2HaHE dotry] ¢ (Big-box
e A=A 3] 7] B2 (Hierarchical Regression T retailers)
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A Theoretical Study of Promotion Activities by Types of Retailing

jin ho park*, Su dong Lee**

ABSTRACT

The purpose of this study is to look into the consumers who show the consumption patterns of brand
switching and repeated purchasing, find the decision factors of their brand switching and repeated
purchasing, analyze the difference in marketing response variables being represented as corporate
promotion activities in the brand switching and repeated purchasing process, and provide a suggestion to
apply the result to marketing Therefore, it tries to help the firms, which develop push marketing as the
result of excessive competition between distributors and sales competition focusing on external
appearance, recognize consumers as individual substances; to propose proper efficient promotion
activities; to let consumers increase loyalty to their trademark and continue to purchase their products
repeatedly; and to induce competitor brand consumers to do brand switching. The results of this study
are presented as follows: First, consumers who prefer events, price discount, samples, and product
premium which means the products with brand or logo on them had the feature of repeated purchasing.
Secondly, service benefit, point-type promotion, cost-saving satisfaction didn’t affect brand switching,
and only the consumers who prefer coupon-type promotion did brand switching. Thirdly, a distribution
type produced the moderating effect between the repeated purchasing and coupon and coupon-type
promotion, and between brand switching and service benefit.

Keywords: Repeat Purchase, Brand Transition, Sales Promotion, Service benefil, cost-saving
satisfaction, competitor brand
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