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Addistn ojFstn, Arguistn thehd st}
Abstract

The purpose of the study was to compare two different MBTI personality types by
evaluating the influence of perceived risk on brand and store loyalty and purchase
intention. 340 questionnaires were used for the analysis. For statistical analysis, SPSS
20.0 and AMOS 20.0 were performed, and frequency tests, reliability analyses and
Structural Equation Modeling were used. The results of SEM analysis, confirmed that
one question of brand loyalty and one question of store loyalty were inappropriate
for this study. Thus, these two questions were removed and the research model was
modified. To determine the goodness of fit of the research model, convergent validity
was tested. Most items fell into the goodness of fit, and the average coefficient was
fulfilled. According to the results of a path coefficient analysis for the Judging type,
perceived risk has a significant influence on brand loyalty and brand loyalty also
affected store loyalty. Furthermore, brand loyalty and store loyalty have a significant
effect on purchase intentions, but perceived risk did not affect brand loyalty for the
Perceiving type. Brand loyalty influences store loyalty and purchase intentions, but
store loyalty did not influence purchase intentions. As a result of this study, it is
concluded that considering consumers' personality types is critical to developing
strategies that enhance brand loyalty.

Keywords: MBTI(MBTI), perceived risk(-9/8X]Z}, brand and store loyalty(H#HE L
HE 545), purchase intention(7* 2/ %)

I. Introduction
A ERlE 945ty ERQlo| HhEo] ABIE ot AH|AREC] Aol A4
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9] gto]mAEtYo| L} ApAlo] St HHAHE A
H|5t= Aol AUtk o|AL AHAES] 48] HER
9k otuzh, AH|RFO] Ao 4] Alof] a3 ATS
5t7] wiZol2k ot Solomon(2007):= Aol 7
of 7zl A=Al et stHom, o]AL A
= ofg] @0l ®EEShe sl dFE 1,
naE gEy ololE 59 4% W50] AL
) A THChoi, 2010). AH|RF0] AL EF AH|AE
2 sl coret av] HEE PRIIT. FETUNE
SHAY AZHQl HulE ok 59 4] x| Slo]
A9l a0l & UEtZ| = gttt A|F71A]9] 48|AF 3
& AFolA AaHRRe] A7 W7 FolRIvte] &%
SHA e S she Ao® ERlIE ] oM (Kassar-
jian, 1971), FoFFON A= AFEFT} AB]A H Lol A
Wo| ALE-Eo] 2t} (Robertson & Myers, 1969). AH]
A Y5 NN JFHEFON, ok, ", 2olZ
2ERD)eE 32 JFHRCLS, w3, ARA 9T
g, 4% T JAEA TGOS Tdet Mo 3§
FoE Ags|] &4, dSs17F g4 thKim &
Park, 2000). Cl5H AH[AYE-2 22 SRSl A
T Auith A2 g ¥g-& Hol7] Wi H&
2317] o2 dolthKim & Park, 2000). o]Z7]o|
A2 P JASA A9 2F} A4S ols|
She AZ HEAo2E AHR A9 99L& Ho
A7l Qudes Adold, A A& olA= Bt
AY M9 7|2ARE 7HE Ad Aolet £t
AH|AO Ao BAS 71A & mporst 4 QL Hf
W % e MBTIS o83 42 dAolch MBTI
4799 B 2912 AR §ung9 o]
2 vigro s wEolzl ez, dle] 42E ¥4
o]—L HZ3} @ &4 T olt} o]AL 17kl P
g wIAY AER FRAT Y A0, 7 AR
Az wrl B o1Re) 48 8T 29 e
EFditH(Lee, 2007). o] AALS E5}o] Q19 AA
Wor 4 518 ¥ ofjel, 447 s 9% o
248 4= )t} MBTIOA= E3]4 Q14 (perception)
ekudgement) @ ZEBIAET, oS AT
59 ool dFE 71 WZolth(Kim, Shim, &
Jae, 1995). |4 A Foko A= 7H19] 740l &
Hlo] JFZ @ol ulA7] gge], 44L& 7|¥te=

She Awlge] A GF HAS FF A ALY

o O,

ot

rulo Aw Fl

_E

. o]A}ol 141
AEASHGAOIRS Tk oiAY AF A 3
23 240 @ slole

71 ARATY A9, AT Hopnar ohe}

of2] Fofof A J/:H]XH BAFBT HEAA 4H
ZF P59] ApolHE dots A7 AP &
S|ut s Hofo A= MBTI §3d A4 &5t o
T+Oh & Kim, 2006)2} 7119} A3} o & = 2}e]
A T3 A (Lee, 2007), Q12 AT} An]
A P55 FHAZ A7FHKim & Park, 2000), T+ 2F
TAA] o] JAo| WE AAA TI AT (Ma &
Koh, 2001)9} AH]|z} 3§%5of 735t 5 (Hong, 1996)
7F APt o] sA Fopoll A Anat 4
I HEAIR] AF-E0] AP=HAARE, MBTI 473
F AHAY go|mAEYTL Aol 2 f3Q T
SR type)Tt AAFH(P type)o] BHE
FHOER o]ojR= At WS AHCR £ A
TolA= A9 03401]*1 ThRo]A| 2] 952 MBTI *51

Il. Theoretical Background

1. The types and characteristics of MBTI

MBTI= Carl. G. Jungo|gh= AQA AlE|skAte] 4]
2l go]2 & HIE O & 3} Catherine Cook Briggs
9} 11 9] I Isabel Myers, 2A} Peter Myers©]| ]3]
70999 9] 717+ AX LA = A tHHong, 1996). Jung
o Qestd $YEL Aol YRRE ue
Ak, AA0] 4T el AN

i

52 92 24 veled@rlsel oA 2
Qo] MEshe Wie] ZRHOR Tharks Ho|

I TH(Choi, 2010). ©]°f Briggse} Myers= 209] | &
b AZMEHES 5 Jung?] A28 o|29] A
o251 1 (Hong, 1996), o] & HIF O 2 AR
dohd 4= Sl BFES ARAlE Aol itH(as cited
in Hong, 1996). 0]£2] ALo]AL= Jung?] o] 2o A
AAE ZHE) - WIK1), ZZHS) - FTHN), AFLL(T)
- AR ET ZA BREA LGSk wH(Q) - A (P)
Fo] =L AFAE ATHKim, 2003).
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AEo] 9o, Z+ A xE Yl 7HA9 7EZHQ] A%
BFAHZE = A24) F9 shHE HEATHKim
et al.,, 1995). 89| o|Zo| 9Jst¥ o] A5 HTFo] A&
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2, Perceived risk

A A A =oEdd Mdoz dHA 9
A, oHAE BN ARAZ e A7 e
2 PP At(Jeon & Jung, 1999). Rodelius(1971)+=
AR FEoAe aBAREe] S skl o]
A AF FHiE A, IS Fitezs A
4 7 A= &Y AololA LeEuto] BEAA H=t,
198 3 Foll AL =He 2AS AdAZelzt

)

3 SHTk. ol He SN Ana APy P
L AoE auAl FEd ¥olu e s,

Tl oA X oA Ee= Add S Dok
AO2, 1960A0]| Bauero] OJsf #|Z& A:7]%] Qeh(Park
& Lee, 2015). Bauer(1960) 93Xz o 24

S—‘I’

< o &HAE =7
, 2HR7E S
A7t Ik st &, 9¥A
4 HIZAZE A, AR &2 AEAE 9T A
N7FE AAst=tl UolA AHsHA == B0l
th(Jeon & Jung, 1999). Bettman(1973)Q] oA+
Ao gt B F240 Jof 2HE= H
AAZE 244 A% 48 o= &5t
=, 244 92 AF F2oA A== H7ol
I, A A2 AR oA A= Hdel
Sheleh A&l A4S 280 Qs A o
Y REoE EREEeH, AR $4, A 84 ¢
AH|R] A of #sto] wEbA & gEbXIth(Jeon
& Jung, 1999). o]t AFX|Z-Z AH|R oA Slof
A AR OE EAAS 7 BRE e Fao A9
9 FofigEo= JFZ vlA 5 ok
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3. Brand and store loyalty

Oliver(1999)= FALEE AHx7} A55= &
RO AFI AHIAE mlof] AtuistazAl she 4
214 dHl 2, B8 AFeolu M2 niA" Y} 2
9% wsle] FZEA ek, M HUAS
AEO FEI} AU AS WY PSS
L golojety Shgiek H=UA TN FYEE
IA0] A&H o2 & AR Fosta, 1 SlAk
9] AlEFZ ARISANA FH5t= AL Avlsh= A2
2, 17 FHEE 9ed P53 SURe ops,
HEE, AF Ex FOE 5 S Aol
(Wirtz, Chew, & Lovelock, 2012/2014). o]&|st 117
e AA BHE 3459 JX SR Us
4 Qth(Kwon, 2002). o}A€9] X & £Q953t St
M= AAAIEC] HieE AR At HEE S
7H7lE AL, of7|oA B SA4=7F HiF

)

jtad

ro

I e rlo

o] 9&& Sth(Lee, Ahn, & Ha, 2010). Oliver(1999)
L HAE SRS A7 99 BUL S

golz AsHon AsE AES frshs Aow
A QA o] ABYES A
et 2o HASS W0 E o] g, L
BRSO AES FosHe Holeka st 5. 1
A= FYZE 20 BAY FRFEES EQE
=4 BA=o] s} Azsks HEg 24 Hol, 5
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BAEE 47 o gatvl, WRHOT HACE o
Ste B58FS TUTHKwon, 2002). o7t H
= 4R 95RO gow gred gao
4% 4 g, A5RY HRlAE o 5
2o YTHYUL MRS BUE FHER B
Zolal, =g HoMs 54 BEl=d] 34
o BEE /A, 1 HACE A0 R o]gE
£ 5= S F ErhLee et al., 2010). Yu(2004)
HE =S FAHY 71t 3¢ S H=2E

I
Iy

anl2te] gyt 54 Hx] e Q7]

fol
ol
p

B 2uA7t ME A0 E PPk AFOR A
Sk 5, AR FHEL 26 B Hmo
s 29713

3
B¢ Hol= 394 gix 9 7o w

S8 Figsolg & 5
Jch(Jeon & Jang, 2014). AR oju|x|, AX =, A
WS, AH|A 5 o8 7HA] Q47 X SAE
o T vA =], FAE FHETT AR S
o A-AQ dF= vA7] Wol HE FHEE
o= A& T 4ol Slo] A Fgt AR oA -9
S AT 5= e A F sttt & 4= UTHOL,
Suh, & Lee, 2010).

Hoxo &t 1o A O pff o @ M U oo o

u ey ol

4. Purchase intention

AH| R}z o] AEtEE Hul - 7}sto] A
9] A& g3 o] 7MY &g A FHlisHA =
=tl, FHiol gl B4 Bt gk AujagE
ofyz}, I ARE FFote o7 Axs 5 ¢ A=
9] Melabgo] EFETHLee et al., 2010). Engel, Black-
well, and Miniard(1993)= LUjQEE AH|R}7} Bzt
Skl P5oHA He rlH S A4S Qs AL
=, 28R g7t el g AdE 7ol
sttt FHi o= EIF AlES FYSHA S 4
H|ZE 7191 7ke QR H Q] A FHAQl P& 59
AzGAZL & 4 Q1L Aujay AFo 39, B
HE He E= FEY] 0] gt AgH Fso=
AZ=E= Aolka Ao 4 Qth(Park & Lee, 2015).
AL o A|EQ] Fuf RS AT o, 1 AE
Aol gt B ot T AlES st =
9w 7} B P A THKim et al., 2008). TLH %=
= AEF 7RIS 714 A 2213t A 8919
S 9H7]) & FCHKim et al., 2008). =, B To] of

A - o4l 143

ok

By 34T 59 7l]lel FHA o= 2 He
gt ofye}, Aok, B4, =Y 59 709 71
)l E4ol ool = vt & = At

g

2

5. The review of preceding research

WA ZoollMe &vA] JARFF LA
2 AEAR AFET ofye, o EH ot ¥
. B8 wAGEY BT Aoeo] Wit A, 3§
ojAEUY} AH|A] FAHRFS BHAO] ZAT
AG-E0] HPE At

Hong(1996)2 JARFH 4HAF P52 F5A
A Z1Pet Aol AB|Rte] 72+ JAR[Y S0l
o 2T o ISHA wiibES HEAIA AH
9] 4 f@ol wE wodo] AEe 3 HEE
3GAR FESIH. 2R A 194 = Bl
7 149 BAE AN O, AFHE) 40
A A9 o)A o ok, YFBHHI
2AE Qo2 AZslo] B olzgt 14
o 42 wotsto] Sjsjof st sholx, Wzt
o] A 29 170] &7 shot Ul ALk A2
STS9Q] 282k AMo] $03}L, SFREE A8l

7} s, NTRYY A4 g Hdge
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31, NF&E|RoAL WA AN 4 glolof 3
The Aat ek, Belee oled 1A 44
% wiofste] 14 ) A FI8 7]2elok Stk
stick. Wolagel whAE BA A EACAE
W43 2 vhge AR BRP0e 2L 271

o, AP Py IEE S7171°] Hrjdo] ofzfqt &
28 meeof Ak AN,

Lee(2007)= i8S tjAto g sk Lol A
AAE0] =71 A7] olujA|et ol EH=eke] A
2 VIBTISH 9244 2450 26]459) ejaes
o et 7157 BES RHINAG. ATAT £ O
B =9} MBTI®] #1429 3% AFF(E), HEH(),
ATBMS o BAY, o2 BaE, o2 523
oA A2 ZaA ehts, YAINL o2
Ao, BAHS)L 2 BYYI} 0B 527
oA Aoz g2 AolE HH

AL FHoR RAST 44399 BAS
EA431 Jon and Kim(2001)9] Ao A= JEHF
S7HA] WRIQ1 R, A=A, A, AR, ARl

gl
il
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o] MBTI+- @ E oH3t 2ol & H=A] EA 53Tt
I A3, 53848 QA7IEl &5t AN
AR (S)olA Fou|et AolE HALL, F5AdT A
AL WFIOT AFFE)NA Fulgt Zpol7t
ARom, FAGT HudE o AAFIHNAE
ojulgt Apol7t Qitk= AT YT

Ma and Koh(2001)= AH|Z}9] 4R3-S mets}
of 1o wE AB|AREY] HHj AH|A Hriel tuf
P50 54 B4t e 821l A%
o A%, M AL, & A,
Aol HZAA], wojdo] B, AH|A Al At
OJrtollA BARE 1 Aol7t Sl A SISk

AE R ZARF0 e +FAEY A
29} AN PR = BFE 24T Zheng, Lee, Kim,
and Na(2015)9] AoA= AE4RFER 5o o
3t AT ASert 2 RS ERIstAH. W)
AH| A= QY (E)Et B § oA Holal &
Alsteta Bk, QFR(E) ARAH= HWZAIl A
FE AL oA R A5 on, SAHEE ¢
S AL =T AAP(S) aRAE ABFE(N)
AH|AET 7S o ofgHolgt . = B
o] Q1A o] FFo] ATErl &2 Zo] I
b ARLF(T) AR FJER=2E 9 ASote A
o= Uehgon, AAHF(F) aHAE H7HIE Eot
H ZH4eta SAHESE 9 AlAEATY =7
oh WHYP(J) AHAE QIAY(P) AB|[AH: ETet
gojA HuAg ¢ FEjAlsittal Wz om, shold
2 Hdg(J) 28R ASETF B8 Aog yeRg
&, 44 139 Aolo wet 1579 I IHE
FE SP7|% 5l 59 o] 4AEE FF T
oFsl7|e ot Ao E FRIEIH

SojAErdT} o) o|w||7t 4F [P0l wet of
w3t Zo]2 Holx] EAF Oh and Kim(2006)2]
AT A3t 44 73 dlojAEd-S RES 73
olA= FYulgt Afo]E HolA] gkgtont, o] Ak
A 5 HolB9 {7 loiAvt A (S)H} P
(N)APe]oA Y] Zpol7} SQl= Aol FRI= T 84
3T 95 ojn|R 9] HAYE Lol A= &
524 olm]x], Lofgt o]u]A|, o]=xH o] AH|ZL
olu] 7], M¢jAola F4IHQl ouR|of glojA {9
u|gk zto]7} Sl Aol It

i

o ox,

l_

il

l.

E2N

Fo4g Zfol7h Glgo] ShlE|oieh. LFH(E)LHIA

S 2101913, HEFF (1))

2 AL ARBEOR AL sh:
° A9(S) vl 484 FA

s, ol2 49 Ao u

A Boi) BEg FAsHs A ekt A
re ofg ol HIAoR P e Ao U

I, B2 AL 26E S A

o SlHglon, toR ANF(P)AuAE

K
3L rlo

= UERgT

e 2H, £ A4 A8E ¥ el 44

A1 FHAFO)F 4B (P2 A7 FEA=
Zo] gl WA, #AdFnY ¢ A&l
o ST =UAL, AZHR] &¥E SHRloH, A4
Foll disiAe 2522 HE=E Hol Zlo] &H
AL, AAF(P)2] Feolle dE FH=E FReH
&3 ZEf Aot H=20aL, SETHE o
Aom, dEo] gt EYEE TR, AGES H
w2 27)9| #&oh= ACE YETHKim & Park,

3o ME 7T Actde] HEfHE
#o|7t vebgel, HHB()E %

7t
Be Adolui ZEW LAS i HLa o
N
T
%S

[\
(]
(=)
(=)
N
ox,
)
do

o] Ao & UEL, APy 5+
AEFAY] ERFAQl 94 FolA SHAT FES &
2101 %] i th(Zheng et al., 2015). O] 4]
d AgAT 2HE B9l 7Rl 4AE Ay A
8 5 O #opolA 47 e IS A= A
o| gl uct. ET HARFT S AZAIX A
PAFANAE 2HAE] Ao wt fHS dist
= HZolA = 2|7} U= Aol FRIFIT). o] 4™
TFRt Q4] JF2 vA = LavA] 44T #4
AlA & AFoA = A AFolA TRl A] &
MBTI 44 4 $ 54 4473 #dR30)
JAFF (P2 R 4473 02 98 Azt
I BHE SAE, JX S5, ol olojA= T+
9|z 9] ZpolE H|WEA St} BTt
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. Methods

1. Research model

2 4= MBTIRE 5 7 AlA Il di#]sh= H
T8 PFFo] ol AF 7lsel B AL devkE
TFEste BEFOR dHFP)E SHeE AEA
Zto] HeiE FAE 9 HE FAH%, 1Al 9
Tof vAs FFUA L] F24 FAE wefstal,
SR P2 2y HrASNA FRE 2ol 7t
W=AE Lot 7] 9l JF=HUACH &, £ AofA

AT Aol BdE 4, HE SHE,
T ole] g2 VA BA, I3 BlE 34
=9k HE AL wiAHA HEE sk dAE A
g T2 RYor Jfdsteteitt. o, oA
= A9 Ao, YA Hee Bl I4E,
X FE, Frjeleolth. BHE =9t HE 34
Ee WAlHpolds wiziEes dYHoH, B
A9 A+ (Fig. DI &t

2. Research questions

(P)g o= T Yo @Azl B
B4 AR TSm0 ool AL JFBA

LR

- o]AFel 145

Ak 7ko] F2HR1 Aol7h YEAE Lotry] 3]
= HJ'@/L] E—% Tf‘i‘/:}% /\E]/\]f‘)‘]':.l—’_x]' ‘(:)__1-]4— 0]% '?4
O

o oot Ze ATEAE ARsdt

ATRA 1. BHIO)T ALFP) I AFAZ}
o] BAE FHE] XL G Yopct,

ATEA 2. BHFO ANBE)FH 8A
Zo] HE FHEO WAL JFS Lol

ATEA 3. BHHO AYBE)FH 98A
Zto] Fojole] HlX: JeFE Lol

[,
r
ofj

o}
=
ATEA 4. WY DA F(P)Ieke] B

Bt FoRolwe] HAs G Fohrck
ATEA 5. WU AYBP) P HE F
Yot ool Ee] wA g Tohrck

ATEA 6. FRAAT Tl Eo] BAA B
ZHEe WX 34O 7Y anpt §o

3. Data collections and procedures

2 A g AFskn Qe At F29
g oz Az7t FPHYE, 1 olfE K
e JAR9E ABAge] 4T L Fuelmd
A= ¥ AEE HlustE e F5AF o)l €

Brand
Loyalty 1

Brand
Loyalty 2

Brand
Loyalty 3

Brand

Brand |

Brand
Loyalty

Perceived
Risk 1

Perceived
Risk 2

Perceived

Loyalty 4 Loyalty 5

Purchase
Intention1

Purchase
Intention2

Purchase

Risk

Perceived
Risk 3

Perceived
Risk 4

Perceived

Risk 5 Loyalty

Purchase
Intention3

Purchase
Intention4

Purchase
Intention>

Intention

Store
Loyalty 2

Store
Loyalty 1

Loyalty 3

Store
Loyalty 4

Store
Loyalty 5

<Fig. 1> A proposed research model
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B BAL Fustel FAAZ sEF0ung, 2015;
Kim, 2004; Kim, 2010), B2 4 3 553K Shim,

<Table 1> The contents of questionnaires

fo] 34 9 o] viAlE I

0

wAgolT

2012; Wang, 2013), B2 F4E 5FF(Chen, 2008;

Lee, 2005), T2 % 558} (Xiao, 2012; Yu, 2016)TH

A7 FAH BY 2299 F 28Fo, 57 IA
£ A% 9 gEAEE FYESIc diol2 ol

AFF FRAT BT AFF FHo] Wl
o

G IPS AR AU HEA Y

(Table 1)1} Zt}.

Researcher
Construct Item
(year)
) I'm worrying I can only use fashion items that I bought in a very short
Fashionable- | {ime due to changing trends.
ness
. I'm worrying about fashion items that I bought are behind fashion trends. | Jung (2015)
Perceived .
. . L Kim (2004)
risk I'm worrying that I can purchase fashion items at another stores. .
Price Kim (2010)
I'm worrying whether I'm buying fashion items expensively or not.
Product I'm worrying whether 1 can buy much better items at another stores.
I usually shop in fashion brands that I prefer.
Brand use
and I'll buy fashion items in brands that I prefer regardless of price.
T
Brand preference I feel pleasant to use fashion items that made by the brands I prefer. | Shim (2012)
loyalt Wang (2013
vay Brand I want to recommend fashion brands that I prefer to friends and family g ( )
recommen- | Mmembers.
dation I will introduce fashion brands' advantages to acquaintances.
I will purchase fashion items in the stores that I like regardless of price.
St .. .
0:; duse I feel the pleasure to use fashion items that made by the fashion stores'
reference that 1 like.

Store |7 I usually enjoy shopping in the stores that I lik Chen (2008)
loyalty usually enjoy shopping e stores tha e. Lee (2005)
Store I want to introduce the fashion stores that I like to the acquaintances.

recommen-
dation I will introduce fashion stores' advantages to acquaintances.
I make a plan to purchase fashion items in the stores that I like.
Purchasing I will .preferentially consider visiting the stores when I buy fashion
items in the future.
plan
Purchase I will preferentially choose fashion stores that I like when I shop in the | Xiao (2012)
intention future. Yu (2016)
I have some thought of purchasing fashion items in the fashion stores
Purchase | that 1 like.
intention
I feel an impulse to buy items in the fashion stores that I like.
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2 7L MBTI AARE AAsts A7 wate]
A stoll olFojF o, FARE ARG dex
AS 7 AASITE B A3E Q5 AERAE=
20164 49 209EE 2016E 5Y 202 Afolof o]&
ojpiom, A AYPL SR F 36052 HEAE
HjESI, 11 5 A4AS| ST 340589 HEAT
A0 ARgSERT

EAEAL SPSS20.07 AMO0S20.02 AFE31%C
), B2 A3} AZ = B4 Structural Equation Mo-
deling(SEM)& A A5} T}

IV. Results

1. The demographic characteristics

24 oAt AT BAN B4 & 4Es 27
ulgS MERAS §of gohusith 1 A, SuA
Z 3407g0]%1 1L, o] F BAL 1141(33.5%), 994
22674(66.5%)°] At £AF HIAFAY] A SA A
q % A9 Aolg HERHS F3 Yok 2
, & 34079 SHA F =Rl 24575(72.1%)°]
AT, F29 SHAE 95H(27.9%)0| Tt 1 A}
L (Table 2)¢} Zth

o X fo fF

2. The MBTI types of the research targets

24 AR MBTIR RS Yobi 23, Weke
F( type)oll k= SHAH: 3409 F 14703l
VHRYP typeyell Sk $TAE 5 19380l ATt
FAF O AEe] MBTIRE A= (Table 3)3} Zth.

3. The reliability result of measurement tool
AR 33 SHATF AFA4L 7 AR
B3}ol| & AAFPL=AZ dolR7| 98] SPSSE zZ+

[e]

<Table 2> The respondents' demographic characteristics

Frequency(%)
Male 114(33.5)
Gender

Female 226(66.5)

Korea 245(72.1)

Nationality

China 95(27.9)

Total 340(100)

ol4Fel 147

<Table 3> The respondents' personality type

Frequency(%)
Judging type 147( 43.2)
Peri;);:hty Perceiving type 193( 56.8)
Total 340(100.0)

F31o] AFE e AAE AAET 1 A Y8Rz
Cronbach®] &1}A47} 837, HHE AT L= 839.
AL ZHEL 82608, T oEl 8478 LEhd
t}. £, Cronbach9] &utA 47} % 800]Ao 2 L}
o %o A=AE olFT At Ao LA

T O

4. The result of research model

1) The goodness of fit and path-coefficient
Ag 44 mdo] B Ao APUAS SEME
& B9 Pohmskeh. 1 AT, HAE F4w) 59
i} AR 2A0] 2 Eglo] B oA =
3 ke SR 2 Ut ¥ RYe *—}Zﬂ stoict. Eat
A@AZto] Fojelze] YHHoZ mAL Jol
e AoE YERL, H%IXM 1 A A 54

nﬁ,

r.l

AL 9F B fR5H) G o] Felse] K&
A e T ARE AASL, £ Ao] AU B
PO +ystect 1 Avke (Fig. 2)9 2ok
FEPAA 2y BAS skl Huey Agd
ANGY W 7 ARASE AL L(Fig. 2), B

H B3 s A4tk 8 e EE B, 3RS
I} Q14339 E31o] AR Chi-square©] 454.342,
p=.000, GFI=872, CFI=.931, AGFI=.833, NFI=.854,
RMSEA=47% Hths AL} B Pt AS7t o
Az =g o 2 9k CMINS 17412 Ug
Wi, RMREIO] 942 B AFEofA] ol Hr &
Rt Zo] El= It

2) The test of composite reliability
5% 599 FHYASS WHR P 145
= Atk M&EH’T o A% AEAAe crol
76, BHE SAALE= 82, HE SALE= 74 Hof 9
= 7302 Yehith 1459 BUES Crol 9
BARe 73, HAlE BHEL 79, AE BHEL
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Judging Type Brand Brand Brand Brand
— Loyalty 1 Loyalty 2 Loyalty 3 Loyalty 4

Perceiving Type
—_—

Perceived
Risk 1

Perceived
Risk 2

Perceived

Perceived

Brand
Loyalty

Risk B i) S

Purchase
Intention1

Purchase
Intention2

Purchase
Intention3

Purchase
Intention

Risk 3
Purchase
Perceived Intention4
Risk 4
Perceived Purchase
Risk 5 Intention5
Chi-square = 454.342
P-value = .000 (<.001)
GFI = 0.872
Store Store Store Store AGFl = 0.833
Loyalty 1 Loyalty 3 Loyalty 4 Loyalty 5 NFI = 0.854
CFl = 0.932
RMSEA = 0.47
CMIN = 1.741
p<.05, ""p<.001, n.s.=not significant RMR = 0.94
<Fig. 2> The resulted model
77, FH Q=E V. Conclusion

T6L2 UERHT. F, *?lr 3t
Q14499 BE BFo] AFE HFo0] 70 ooz
WA diAjo] =2 Aol Q1) OPA—] SPSSY
A 249 Al AMOS?| g4 AlF = 23z,
9 A A7 fie Aol ERIE AT

3) The path-coefficient results of Judging type
and Perceiving type
SaAl 04712%01] ot ﬁiﬁ]* AHE AAIst
E‘r FEY B, FeeE 05004 AF Az o]
c %Hioﬂ, BHE 3% E7P Hx 4=, A
of, Bjl= 4=t Fui9=
FE HAE AoE YErgTh
T

3
0121930l AL HAT ZAL7} Ax

O ol

Hﬂ ju? ;R
O

gz,

T o, — ]— %_
g BAE FHE7} oo %4? Fe vl
A Zo& et figAze] Bis Sz

o}o}

= 9% FYgE 492= ‘rr’]‘:’]6

HE BHE7L PSEo] UL % Eat o9
£ 1002 §ouF oS 0|77 P AOR U}
Wt A= (Table 4)9F 2t

_4

111

"/V\ s

—_
(=

£ A7 MBTIS 4712 4413 5 45 AlA
of A= B} P50l ol A 75l HES
F1 Qe 7R FEEE w4 A b2
o FHCE ZAREE YA Zo] BTl %
T FA= a8 Fujezol v A
HEoZH, fMutAY Rofof| A9 TP s 5/
&5, 10 w2 A AlESHETE ofy e, oA
2 Euto] o] ek Wk A|AJskaLAt gt ojof &
Ao AYE vigo g g uAgE AL S HE
St o3t gt

@A Zo] HAHE FAE 9 2 FHE H|A|
FFIA E‘—%ﬂ A, B Jde B8, BN
FZo] Folgt TS vA,
Ae FootA] A et
Azt go] M FAZoE
= Yepgtth ghE,
H) x| = FFaA A
AE Baom, Q14

E
=

m{o a2}

fir

U, A4999 ol
e F A RS
IFE XA e A
B B} 2
Ag 25 G089
| 4doz e o

_,_,10_,_1_411-1
019}.'4
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=
e
OO
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<Table 4> The result of structural equation model analysis

Judging type Perceiving type
Depen-
dent- Independent Unstan- | Stan- Standard Unstan- | Stan- Standard
variable variable | gardized | dardized t p | dardized | dardized t | p
. . error . . error
estimates | estimates estimates | estimates
Percei Brand
erceived | _ ram 337 341 | 097 |3463| e« | .059 059 | 086 | .687| 492
risk loyalty
Brand | Store 522 685 | 092 | 5684 | e | .635 763 | 083 |7.671| e
loyalty loyalty
Brand -\ Purchase | = 5, 627 | 096 |5228| e | 421 613 | 090 |4.666| s
loyalty intention
Store | | Purchase | g0 276 | .113 | 2.543 |.011()| .161 195 | .101 |1.601| .109
loyalty intention
AE Holi STt £0]= Z=o| v Zolth. BHH, AARF(P)Y
Az FAZZE o) nA = JFAANA= A5, J8AZo] HAHE ST Y HE FH% 3
F A 7F JolE Ho|x Yt &, wHRFY F HAHQ FFTA = HolA Yoo}, HAE FAHE
9, AR FHEA wod PHOEE £& o2 7} YAECY BUsdnt Ax FHne g2
=T % glouk, AA5BY A9 FE A=t PuOlE 94 94 Abseithn 2 4 onw o)
Folojo] ke AL B & gsith 2 Elos & A9, AEHThs HUso] 34EE
HAE SAHEe} dx ST Fujolro) 7+ =ol= S /LT devt Qe B
HIE UL AS BAT A3 DHRFS GO 2 ATE MBI & Av70] Sholmark]
ZHHEIT Qe AoR E 4 oy, A4S 7|5kt 4AR3R BERF0)T JARIP)E 2
B SHZAT Fol3t 71 B3t Sl AL ’Tz 17401 E%E A 4 Fx S4: J93 olg

Hﬁ

72 B AL ATE, Lee(2003)9] AHRIE
A2 FAA717] G5 Pl Ao BAE F
Hwrt %& HUSE Mt MgATel 4 EE Il T AL A B B sl
alel SHR FHOLE] GUE FBE LS B olRolfoM, ol9 e -
SRS Jung(zouu A7ATE QYRE A5
oGtk Buk oheh muty Al AR FHE A
T, Q499 2EAE AR FHEE ot

ox,
Y

o] 4ARF B2 FHPs E4S etole AS

Ierek 4= AQich ey Sl S=919] HES

, £ 2 Ao AnE gutstety] fIsiA

47 80| el BEFPo] £3He Kim and Park = FF Bt ookt 349 ARAE g 7

(2000)2] AT IS ES FAF A AL B 4= Ql). e 4A993e vn EAskE F45A77t 0] Fof

J8uz Anzke] 7|44l 89S 1Hg A Aok & Zlolw, T35t HEO| 5 o] AW, o

B o] mjaAAEHTtolA M AL AdS] B g, Ao 2 vuATE Y= ofof & Folrt.
9, 4473 § 9930 3%, A4 +
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