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I.NE

L5 WY 7IdES AT AMHES Aidelr] fldf AxdidA, 23U, o
AL & F 7R o) e daAE Ak ol 2wk H3HIAEA| Al F(bi-national product)
AYate]l FEskaL lTh(Phau & Chao, 2008). 734 FE0] gt FAFTLR AlFd 24
HuA Ve AF AAAtE oA FaAe M S Aol oE YR
HEolth E8 BA=HS Fao o7le 4F HMeEACE ofH7hA] SdAMAR A
e Adst AL o2 ALY L] AFES HERdAAEY dHE AdE
AL el Fdo] ofy

SHEEoklM e BEAMAAFA g B2 AEHH o7 Fopgolon, I Fet ggdt
WA BFANAAFA A3 AFSo] Haxo] gty a3t AFES FE 1) Ui

1993), 2) U4HA]

3) BIAMNA A F3} G QA A Fol| gt 4|2 7be] H A T-(Han & Terpstra, 1988; Li
et al, 2000), 4) YA ELA ol W2 LM A} Fo] AT (Han et al, 2010; Godey et al,
2012; Riefler et al,, 2012) 52 THOE Hgulo] gith o|ite] AFEdA = n] e Al

AHES ANS] FA, et ge SR glold B 7k @S0l 9k Row A

Ay

ST Gold, AFE T LA A5k oI A Tk S5 A,
%, A% 5o] golah Ueht AFel dig 97} w3 B8 AA4e] $7] v e]tHChen

et al, 2011). <& 5o, A&Ad e Hrle LH|AY] A SHo] FEACI
afo] AlFo] gk HKE %ﬂ ks
=AY SR A Fo] z 2oLt °1Ul 1 tolz} Zﬂ iﬂlOﬂ gk 4]
Ak =olut gol o % %&6}74] e 545 A'dH(Chemnev, 2004). ©]AF Al Fl
et AHAEe] ARl L AlF HE o2A Jehdrlel AEF8Ad wep RS
FaAE AT digh Z2AE dutslaly] o 9H, AFHRE A AAAE AA ST
AAXNE F27t s 4 gich

AEL TES AEd 2 U AdFEdAE F2 AEY EYH 54, auAE] F

Tk 7HA] Sl g3 A|Fo] FEH 4 odvtm Euslm YTHChen et al, 2011; Poon &
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Joseph, 2000). ©]’de] AFEddAM = L S 7 AFY B/, = AFE
73 (product category similarity)ell whe} H]S=gk FA 0 AFES FEOHA @1'3'5‘}04 gom, nf
A”oly AEle FoflAe AFS AT UM AT 7HH e H=
7F dubd o7 ZgEo] Skt Amatulli et al., 2015; Godey et al., 2012). 6}xlﬂ =3k

SHA ALX] A
< 7tke] GNP REEH ALE 5 0137177}Xl Tt Fele] AFEC] EAFT =
B33, HA7A o] ool AFFNAE AFL AHne W2 FReel B4 A8
AF7F tha wFeA Aguo] gk 59 HFAMAAEFS AF AAS] HAA TA
],

% oheh Aaehs AH BAIA eSS B 9PE w % Q1o BFAAA

AFL 44 W2 PRI BAHE Ae 283 99E A

%
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£
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™
g

541

= U= wol vlg ZdEe &Y FEo] AUAoR WA e AT B B2 ]
AEdH FAl B 52 F5 AHAS st do T39Sk Ak ofs) A<
2 99de Aol Bz digk 2HaEe] JidieEs A vEkd HdAel Ao
(Machleit & Eroglu, 2000). 3 o}2-8l2 AH|A}E0] FU3H £ A47HAEY A= EHA
T & AARE AnE, W] AF T T F de F59 MAVE AdHeH u
5ozt EHste] miel tigk &HARES] Zldiee] B UEhd 4 SithBeverland &
Lindgreen, 2002). ©|A ¥ &H[AHES mjge] 3ol wet 7|vszo] 7
AlF Eg ojm gt wjdoll A FujsteAdl wet Hrp 2k 4 o

Bl ERE Men B AT PARAAEE Adan He TEdel ¥
W 239 AnAE S Aok oF A8 AYVIAAF Aelneld) we
AR e SRS AN, BN Wt vl 9ok o< @

B ATE HGUUAAES SasRe 9 HgauAAEe B et

A3k

He

Fo|tAhmed & d’Astous, 2008). <Zit] Ws}d S WHESleE AHAEL o}&d
Qo

[ IR=4

o

I K
(i H
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II. OIE% HI'8

1. EUANRFZO] ANA|LL

E- A AEA] A (bi-national product)e] T A& F F7} ool FHsl AFe 7= i
OAR, A A4, 98 55 5HAoR st Akt AlEFS <Jn]th(Chao, 1993). 9
Az 9] FAAEe Bl = 2EA] (brand origin), A2 2HA] (country of manufacture), TJAFQIAH

[ _1

Z](country of design), Z=HUAFA](country of assembly), -3 FA] (country of parts) o2 T
HtH(Chao, 1993). YA = AB|AFENA AlF digh Ad3 Q=g FPA17I= g4l &
SR o] BA 2HIAHEY] FujofAL A F AlEel tE oA HEEAE L-8H
HUAFA] & ZH(country of origin effects)@ 2H|2HEC] 54 =7t At disl 73 Sl=
nA7E g =7kl A, =Y 5 gzl " AEel dig BrF e e rAe o
]

o]

ko7 ZJolHth(Verlegh & Steenkamp, 1999). YAMA| F It AH|AHEL E43 719 o]
g AFFeEN Fuste AFY Wte 284S TR Ja, AFHFE wReR 35
HoRe AFY FujeArdgel dFe mA7] Wil FeAol AxEHI UThelAlE,

2012). AR B 54 =7He AREARQl omA25EH fFEHBR ALA] ojuxe ALt
A g3ke] AR el & 4 gl 1—575], %*‘W olm|z] ¢} Bal=oln|R]= AH| A9
HETARA T arag o] Ao 9 9371 W<l (Phau & Chao, 2008), U4t
A7 ek APAFES AR o|n|A| o A|FEAME)S AHAAAN FZaka Utk
AR oW A 7} A Felr Al gk Sl aefEojol dthe F4E A Ho| E(information
theory)S HIEC & AWE 4 QItHPhau & Chao, 2008). FHo| 2o w2 ABAES AF
o] AHGAME vgo g Ao st Friatta AAleta vk FEREAE A F 74
2 782 7 don, sivbe WAAQl A BN (intrinsic cue)ZA AF A E2]A< 7]
sholt)h, &£ T2 shu= A4 A B (extrinsic cue) ZA] A|ES] 714, AE, YA
greteh(e] A%, 2010).
HIZES WAl FEA e}l A8 JEEME o] &sto] AlFe Hrbeta Fujelard
st WA FEREATOR AFS Hrterle oels 7 Utk ol 2 ol
2 DRSS YAA FEEAE Baw o, oAF FERYEAE WA FEHTA Ho T
AA T AR EE A7 Bk kA ARAES AFY A FEREA G iAlF
HEGNE nefste] AFH I} FjAAA & sl "k oleldt Aol AnakE AlFol

o
g,
i
4 5

ot off
b

o B dlo al
]

o
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SobAl G AFS AAA FEREAQ A FEIF B Fas) Aok =8 LHA
o] 54 =7te] AFel tiete] W A4S 7 Y& wells A9 o]u]A]7}
Aol AlF ek g dol dFE nXA & F Uk AR dvE o
AF date] B2 A4E g1 de Afe =87 g 9] o
12 7

AZH7 ] AHAeR Jakg n2 4 = Holth(Verlegh & Steenkamp, 1999).

2. WD QAN| TE 7

27 Feu FPW 9 o2} AHAE
T 2 E}(Godey et al, 2012). =, &H|A}
Z,:

il

AES] 7 aed W FES v A|E9
o] F7dte 7HU go] ZAErdol wepd e EE
9 AgA 7Rl dellM AFe] FEol ofFo A F s, "Iy Agdt Fofd
A8l olejgh o] dRtH R AF o] gt V|EATEAME AFE F= AviEe 7t
Aol ujeto g AR A2 ]/\}x] ANE@FANZE FEote] $ES™(Chen et al., 2011; Li et al,
2000), ©|& Bdl AH|ARE FPeeE AMIZFA|7)F 7154 (functional) AP /37 A (symbolic)
Aoz BT HE_S}SL Atk 71EAAELE AFY 7T Be s Axdte AFE
< dulet 71%A JH7E w2 AEY AT 2R 2 AlES ARSSHA T1s Aol
AAAR FAE sidsk=r &ttt v FHAAFLE A, A%, AR 54 2
THRE A AES B ARAAEY Aol LHIAY AR RS FE
A 9L FYsta FEAYE EAAolHI T AAA R o] FolA e 54| Utk
A AFoll dlgste A Al (luxury goods)= Al &2 ot £, HAll==2 FE9 I, B
Ao vy Fol AxEM, 7154 AFl dldsts BFllnecessity)= 7H, &4 7%

Zo] Exo] 29314 oJA7kShukla & Purani, 2012; Liu et al., 2016).

L
o FN

2=
T

g R 4/ =Fo] He T4 A F(public consumption product)- }ﬁzﬂ A1$1 Edel,
EE wZo] HA| = AFA|FE(private consumption product)< AP7|RHEo] ZrRETi En
atal SIthAmatulli et al., 2015; Bearden & Etzel, 1982). &£ Th& 3252 A& (utilitarian) ¥
olo] =& AFY FH=HA (hedonic) Aol & AFLZ AF AESE 3 thKeller, 1993).
AeA #1e aH PN F2 AFe] AFdE SHEC] 484 &7 v FEA)Y)
AIE B s vk A4 - Fvieh #hE] AlFe 224 S 714
7} o] APAQ 71FE uleto 2 A E S ¥y

]
7ZrA 0l Hio] A|EH o] FE2Q

o R
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3t A ARElAEIAQ A &8 23 T e FRAQ TE
= 37k,
o|MF Azte] AFL ME v FAEC] EAIEH, ol2lg A4 R AFS PEdHoks
ol A|Eo| wgt AB|AFEe AnH|gEo] Fekx]7] wjFo|thHan et al, 2010; Riefler et
2012). 53] ARA G HIARIA, A 2 BFAe] TS Bkl tig FAA 2|, &
2 Azl FFd J3FS nE 4 AUrhAmatulli et al, 2015). THA] Tl DAk

o

oz A%

B oar

0
W
b X -

Y HIZFE 9] B k2 rlA 4 glon, o Bt tigh Hrlel=
29 F de2 9uigth. dAF LHREY] A9 T U gAH @A F ot
Sl = AHAEC A A gk T3 = F Jenz Y AlFe Hi=
ge AN Hdge] ETh o9 o] ABAES JHH| A MR FE A
o wet ZH|EEe] G ¢ 7l EFLAAES FHst Zﬂ%% Brlete AL e
A7k glo} Helth o]de] =& HlEe R B dAFdr s EdARAE
o] AFES Fxslod FHARA| A (publicly consumed luxury), A ETXH(publicly consumed
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ot
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necessity), AFAFX] Al (privately consumed luxury), AF224=A(privately consumed necessity)= -

wotal Ao &-gaotaal gk

3. SUNMRNIZA| Gt B

B AT ek Hrhs AFAAC e B rte AlFS dvjets wf el of
gt q7te 72 4 SUTHHan et al, 2010). SFAAA TS Bl =] ok ket vl
gt Frtz Fiste] AuEolol sl o] fE AHAEC] AlFe] A wEhA &g B
= 9 AFs dufete wfdel tigh £8F5719 deee] v ¢ 7] wWiEelth 7140l
HE AR A S Fulete ARAES 2R el BREAAR7L BdXehe S Bis
gol astAl Hvi(Ahmed & d’Astous 2008), SiF AF& dvjst= widel et Fri= 4
Adto] Mol s HY ojz)7} Wrh(Massicotte et al, 2011). ¥FH, Selujgolr A}z H4e
ARl BFAMA AFS P2 e AFel dig BAH=He fAS /Aol zom, i

=
=
o
o
1
N

Bo AR or AL 4 9tkGodey et al, 2012).
ojA® AFel het BAH=Hrte alld AF BAHE=ZH(brand strength)o] Erht 4]
7

Aol et Ao ol d 4 ek H@Ea—% HEAA} 2 wa A

it >
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»I:I

of Z3HAtAl AFe] Bal=de 7)EY AFHIF ATohs D} d4= Adth(Fionda &
Moore, 2009) 7}‘%‘ B A A Eolel et AEd Hg Baed $Fe R &
T FE FEFHA G2 AREASRIA A webA Depd o272t go

A Fl EH gt 2H2HES ke ERAMAAES drfste vl o

A uﬂ 3o

iy
EY
nu
zz
=
c%
[«
o
&
g
&
(V]
S
&
=
o3
e
N
N

&& F glrh(Sirohi et al, 1998). %%%J_*M ﬂ%—% Fojsle w3l rﬂ;l
HIZ7E Aol M Hgsol e e e 44E Ay ]‘:} oz
3t 27t B A Fo A
o2 HEd oo ol & stk whd 7HAo o
= ZAGd s A2t dld AlFe] BAsdE B afge tigh 521 1ol
=old 7jAdo] ETthHamzaoul-Essoussi et al. 2011). o]t SHx] H3FALHA]

sto mE 2nAZbE AEFAAC W Blegrte 28 AFE dvfste wigel dg

AHAFES] AR 715 T2 # 2 F7)(hedonic motivation)} -84 F7](utilitarian
motivation) 2 T2 ¢ 1TKStoel et al, 2004). AT FHF FHEA=S HFete B3
A, HAA, A T2 #AAG P ApHst | AE|AE "o R LA
of ¥l ol 9 "Z’;_“’J“Hﬂ—o* AR ANE7HA R A”SHA A

Ag Ao 284 £9F)E %é*l?ﬁ—i}. S e AFEANE A¥AE]
At $UA) o] FRER Yk /1% AFFIAE LelAEe] WgozRE s
£ FEN AR89 Pe YA £F0 ALEE 2045 AT Bl e A
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2l A 4= gltha Hadtar itk Machleit & Eroglu, 2000). ©]& AMAZ|H =3} 43
2@ B R LBAEC] AHI A E Ao Fujg AlFS B8 vl g F
g =old 4 9th= Ao|thBeverland & Lindgreen, 2002). ©|% % 7+
AL Wt 2HAEY] £ F7)9 ZIeEe] e 7] vl Aujud HE 59

¥
Bogell thgh 2nAEe] SHA F7ke frdske 8QEc] 7o
2] o] uro}oq =ol5lo] ¢th. Monroe & Giltinan(1975)2] ATl E An|AHE<] wjgdl]
ato] FAR HbE frddte SQIEE wgRSY Ay, W s, g 29
71 B ARz, AIF AdE] 713 5& AABIATE 3 Stoel et al.(2004)9] AT AT 4H]
Asol vl A4, MM, Wga, duEdE, Ao B, widA AlFdhe
Aul 2 T& vz v tig B=s Pt it Bk OMa‘r SHIAE S

T [<]
el gk 7l 2R del BLAE As dE e BriE FAAY F v

B3l thPan & Zlnkhan, 2006; Stoel et al, 2004). 17}2] FHHEANE=E F2 Fulfsl=
QoA A9 HAZAAL DA AES AR Ao] 2450l 47
Zltet X = 7l wAged tig Bl FHA4Y & vk Ao|th o] H g A

Hote wl, 2vAES frediddl ueh SgddAAE et W7ke a2 & Aol

B 475 AS] fall SFAIAAFEAAMNAA, SHBFA, ARARA, AHAES
AP sty 2 Aozl 2 lufahe] wE Baewrt 9 o3 Oa
Qo] AREE YL & A7 FEHUR BFAMAA Fol tigh B =7}
FEoF, vggrke A SE e Bl AR

B A2 A F-& Amatulli et al.(2015)Z} Bearden & Etzel(1982)9] H17-E5 nlgto 2 F3A]
Z AAAE, ANAE, BeAZor T2 FESY. o4k ) 1A A

F UEY
AFS A ool & ATNAE ¥z ANSYOD, SHASR BolF TR

il
o

(R
e w2
T

o

n

g
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AFTEC] FAA &H], B2 ASA on|A] Az} Arhg #ARAGo] w4 Hrletes @)
Atk 2AAT e oftd SHAES WEM, EHAE, 2RlE TV 59 AEFS ARAR
0] 2] , 923 AL dojgo]r] 5L BARAR dAET). Ea B 04?—‘:4 Al
Z 972 20| HE FAANED YA AgE] SRR wmZo] Hx] FE AHEA|
F(private product) % -5} Th(Bearden & Etzel, 1982).

T JIAES dFo2 EFAAAF di olalls 571 A8 A EAEe &
BHi=Es dgor Bl g JIAEE gtotetaat ik ol& H@ thetdA 359
ggos THEZiOJ FHEAEE AAG F, 24 Bdsd g AR =S gttt
3k ZAFE Rubio et al.(2014)2] AA7oA o] & Eg& B o] g

= gisf 53 Az Fgoz S o F /MY = B
Uehd Billse Az colttir 2 Yeht &g 2les A3t e, v
& Stoel et al.(2004)°] A7E Faste] T vige] dAnp A aBAES

A] o] o wPE‘r Al sbd A gy, ofggyeeln oz TRkt

2 A7 FHUFE SRAANAF dig AvAErie Basgrlet gl 5
< Hamzaoui-Essoussi et al.2011)2] A5 EE A|A|Staz} sty Hal =g 7t tjat =%
GE2 o] BFYMAAFE AlZTo] t2rjgks s7to] 7he Holth, o] HFALHA|
& Az=o] adez wE Al Holth, ‘o] EFUMAAFL AlzTo] tars 4l
7b 7be Aot o] EFAMAAFL Axae] t2rjgts Ll Heltk o o) g5
2 2338t stk w4 E 71 Bridson et al.(2008)9] HTE wlgo g UE o] uj#
A&H oz RS Holtp, ‘U o] mA 9o b wjAe o]gd Azte] gtk ‘THE vj

[z o of
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o Y
L o A

==

oM.
2,
of

of
Lo

0

3

2

1oﬂn{u

o

A o B " AFdtt dle Y o] e o] & Aotk o 3 gEor 3
SRt Ave T A4 74 Ui tigk AES YAE 57 H=R FAEITH

2 d7e A AHE A7 SR B AFAEe A5Eslth aQdFE v
HoR FAETAS AHEsIon, AuT2E deslety] Hste] wlE W 2(varimax) 3747
e ol &ttt adlEA 23, F HY SRSl Y 2R RS gl
o g g, SHET WS Wrkely] fall AHRAEMS AAlsilen, S
WA L/ (internal consistency reliability) < ©]-&-5t%th. ZE0I8E Y3 (Cronbach’s @) AlG~ 4t

o
ls
= ruz
I
i)

FASEOD, WIAEEYANN BF £ @ Jehe ez 2450 o)



202 SAEEAT K19d R (20179 68 309)

2. HRIAE ME LAY BN

ddA=e=s H‘L%Whﬂ%ql ueh Ak 3 AJAAE Hdeie] 471219 Aluel eE A%
Stk AUzl eE YT dlolokE A8aiglen 2 AFE Halso] AR 3 AAdE i
Al 289 ddATE2 A LA d4A A ¢ sle Hded AFew
datslen, FAAMAANE Tt AR e, FALFAE EvAoRt ol T #-E s,
AHEARIAE ZelEAE LG X 0TH, AE S Hl=At BH2 dloj=eteolr] = A sisit
T 43789 e 3 gk o] ARl Arkeglen] Ao 713 2017d 5¢ 38U HH
2017 5€9 1397HA] oF dFL7e AlZte] 2aHIY AR ks dRAl 4L
3 2078(@47.3%), <14 2309(52.7%) -2 JERgom, tighy 3819@87.1%), tietdA 56
(129%) o= thetgo] 4 o B tﬂzé 2}7\16}% Aew ‘JrE]r"L‘ﬂr. 439 ﬂﬂx}%—% 7}
Ao AFE e ae] H Ay ed AT
Avele d g = B esgket w7 Jéﬂoﬂ J?_rt& *é!'ﬁ:oﬂ SHES T8Itk

2o 3
=" 3

2 Ao AAG 2AAEC] AR dEE AGEAJEAE AFH] Adel 2

A4S ANAG. UA, APAL lwel o] AR MAR ] ABzAo] ANAAES
oAl QAHREAE Wk el AR AN HPASE 27ke] APz
of 249z ggEel A4 2 uAA A HAES Boleke Gud SRedt. B4
ARG BRI ARz FolAge] AN D uAAA A QA6 BARew

FmE S A= AR YEITHF=1244, p<001). ©|5 &3l A77te] Jethz AHA|
Aol Hak3.56)2 B Hak3.13)0] Fon|gh AolE HiS & 4 SUth

T e M gdzkse] 48%7] FdA AlelE HoleAlE Ilsh] sl 5
gk S Agsto] SISkt ddRREA 23 wishdAduidat obsaidlu) gl gk
@25 HFA £BE7] T Fng Aoyt dE AR IRIHATHE=1024, p<0.01).
FAR R Aw B, WobdA Gl o] tigh £E7]e] HiEwkol324) oyl et
£ T Highed3) Bt =& kS /Ko en EAFoR folnjg oz BAFTh
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B ATe BF9AAAE Feue) 22 BA=gste gl 9S vAE g
B9 28719 F 3 BSAERAE AR Ssl] HYHAL o2 8 BarA
(ANOVA)S AAJ3lo] A5s HAste] 7M1 Agaiinh 2t F4d%d g dduh
P EFAAE <E 1o e uhsh 2o}

KH 1> EHEFTIet nfE-EItof Chet AT EH B (EEHA})

S ARR| 7Y SHEH AEALR[ZY AEE Y

(n=102) (n=105) (n=111) (n=119) SHA|

BSIE | o2 | WS | of2El | WM | ofEEl | WEE | of2E!

Y= 248 2.87 3.26 3.29 3.11 2.87 3.04 297 2.99
737} 0.89) 0.87) (1.04) 0.81) 0.87) 0.98) 0.87) 121 (0.96)
o} 2.57 2.73 3.16 2.96 2.76 2.75 2.97 2.39 2.78
37} 0.77) 0.91) 0.74) (0.80) 0.74) (0.83) (0.78) 0.94) (0.84)

2 A7 AE A 82 PR SGAAE] 1 3R3e ve masgtst
g7 Aelt g Aolha ST ] AFAA, <E olA AAE st 2

of AFFEH ridREe] FrAeaNt SAHCE fovdS AAD AU

(E 2 IMZES B BaEs 2

24 ot Zit=A
SHEEIIO| Ofet MERE-HEREY AR | EEI ciEt MEFEHEREY 4SHERD
sa |MUTE | o lmEnz | r sa | MUEE o |mEnz | F
FARY 24.39 7 3.49 3880k | A 2.04 7 3.15 4.69%%%

bl 3917.89 1 | 3917.89 | 4361.78*** ekl 3415.02 1 | 341502 | 5083.91%**
A Fr 19.74 3 6.58 7330 | AEHY 11.28 3 3.76 5.60%%%
-3 0.07 1 0.07 0.07 -3 2.77 1 2.77 4.13%*
jﬁf%* 6.06 3 2.02 2.25% xjﬂzijig* 837 3 2.79 4.15%%x

A} 39253 | 437 | 090 9} 29355 | 437 | 067

A 4395.17 | 445 i 376323 | 445
S A | 41692 | 444 T4 A | 31559 | 444

2y w0 p 001, ** p<0.05, * p<0.1
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re
e
-
rr
8[is
o
r*°
E
o
N
g
fd

U E
E)
gl
(T
2=
I
ol
)
49
2’1—'4

YR 717F g el ohet
AAAE M ] wWE B
2 o) GG 7S o] Ul A] BAHEA (two-way ANOVA)Z -4 —a}g}

A2, BAEgrt e AE Hel e et 2lolrt e AR UrE‘mJ%(FJ 33,
p<0.01), "ol wetAs FAALE Aol7t gle AoE Yeyth g Al 7he iz
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ABSTRACT

A comparative study of consumer evaluation according to

category similarity and store type of bi—national product

Jeyoung Son* - Inwon Kang**

In order to evaluate the evaluation of bi-national products, this study was classified according to product
category similarity. In addition, by comparing the types of stores, we tried to suggest alternatives that can
be practically applied to companies producing composite origin products. For this purpose, this study is
applied to the analysis of bi-national product by product categories, such as public luxury, public luxury,
private luxury, and private necessity, based on the psychological bases of consumers. The types of stores
are divided into department store/direct store, outlet/discount store to elaborate measurement.

As a result of the verification, it was found that brand evaluation and store evaluation had interactive
effects depending on product type and store type. Specifically, in the case of public luxury goods,
outlets/discount stores in both brand evaluation and store evaluation showed positive evaluation than
department store/direct store. In the case of private necessity, there was no significant difference in brand
evaluation, but in store evaluation, department store/direct store was confirmed that they had a relatively
positive evaluation than outlets/discount stores. As a result, it was verified that consumers’ evaluations can

be changed according to the type of sales store for each product.
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