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A2 32069 | 1.1142
A4 $ 3.3710 8914

CARTIER FR/ma | 34737 | 11239 AT 178
T 3.3750 8378
71} 33333 | 1.1547
3| Y 3.6667 8825
AEA 3.7931 9776
A9 3.7903 7711

HERMES 1 o m | 40000 | 8165 | O 6%
T 3.7500 7425
71} 3.8333 8348
3| A 3.7157 7832
A A 3.7931 8185
294§ 3.7258 6052

PRADA T/ | 41053 8753 1270 21
T 3.7000 6076
71} 4.0000 7385
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A5 2 g J7+ | EFHA| F-# o8&

SIARY 3.1471 9054
A 52 3.4138 9456
2194 < 3.1290 8195

BURBERRY wramd | 29474 00 1.281 272
T4 3.1750 8439
7| e} 2.7500 6216
SIALY 3.4706 9303
A 52 3.3448 7689
ke 3.3065 6425

C/DIOR zw/wA | 31053 7375 1129 346
T4 3.5500 8756
7| e} 3.5000 6742
SIARY 3.1961 9124
A 52 2.9655 7784
A9 4 3.1774 8001

BVLGARI zrg/uz | 34211 1.0706 963 Al
T4 3.1750 8439
7| E} 3.5000 7977
S|ALY 3.1961 1.0994
A2 3.4138 1.2682
A4 < 3.6452 9250

ROLEX Tw/wa | 3.3158 1.2496 1615 156
T4 3.1500 1.0754
7| E} 3.3333 9847

x p<0.1, *% p<0.05, *#x p<0.01
¥} 7ol

Aok
Uebgth 98 Aol gAY 7 HAE F AR
AR oy 2
LOUIS VUITTONS F% GUCCIE &5%¢/34, FERRGAMOE 34+,
CHANEL 7|e}, TIFFANY: 7]El, CARTIER:E & %-9/1% HERMES:
TF/a4 PRADAE ¥F9/3%, BURBERRYE H#%, C/DIORE F3,
BVLGARI= 7B}, ROLEX:= Aol 7H =& A% E Eoll ATt

M e due A
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BHile AsTols folgh ato]7h glsA] dolry] 9iste]
TS AN A < 4-10>7 2e At vy

LOUIS VUITTON, GUCCI, FERRGAMO, CHANEL, TIFFANY,
CARTIER, C/DIOR, ROLEXelA 23 Apol7} gl Ao R Yesket o
2 Hdc W AERy oo g

| .
250-350RHIH|RE | 35769 1816 4.381 0027
|

4509+ o)Ak | 4.0256 | .8107
50-150%+d ||k | 32000 | .8335
150-250%kAw) ek | 36515 | .6904
GUCCI | 250-350%Hgmuk | 35513 | .8320 2677 032"
350-407Hiul ek | 35738 | 7844
450k oA} | 38718 | 7671
50-150%+d | | 2.8000 | 7678
150-2505FA W)Wk | 33636 | .8528
FERRGAMO | 250-3502kim et | 31923 | 7036 2.381 052
350-450%+H )k | 3.0656 | .8138
450%Hg) o)Ak | 31282 | .8329
50-150%+d ||k | 35500 | .9445
150-250%kAw) ek | 37727 | 9734
CHANEL | 250-3509Fdw]wt | 33077 | .8266 2.447 047"
350-450ukdm ek | 34262 | 9391
4507+ o]} | 35385 | 9416
50-150%+m ek | 3.3000 | 1.0809
150-2505kAw) vk | 33182 | .8257
TIFFANY | 250-350%+dw]wt | 30641 | .7786 2.820 026™
350-4505H |k | 28852 | 7767
450%H¢) o]} | 3.0256 | 5843
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A% 2 Auds wF |EZWA| F-# | 4988

A

50-150%Hd MRk | 2.9000 | 1.0208
150-2507kdm| Rk | 31818 | 1.1219
CARTIER | 250-350%H 7|5t | 3.2436 9284 2.338 056"
350-4508Hd Pt | 3.3443 | 1.0784

450%H o]} | 3.6667 8983

50-150%kdm| vk | 3.4000 9403
150-2507k 1w vk | 3.7727 7804
HERMES | 250-350%kdm] gt | 3.7308 .8630 1.449 218
350-450%Fdm] Rt | 3.7541 8298

4505k o) 3.9487 8255

50-150%Fd )Rt | 3.8500 6708
150-250RHdm vk | 37273 7135
PRADA | 250-350%Hdm| Rk | 3.7821 8320 173 952
350-450%kdm vk | 3.7869 7098

450%H o] | 3.7179 6468

50-150%kdm| Rt | 3.1000 9119
150-2507kd e Rk | 3.1970 .8269
BURBERRY | 250-350%H¢I=|vF | 3.1410 8787 719 080
350-450%FA Rt | 3.2295 9956

450%E¢1 o) 2.9487 7236

50-150%+dm] Rk | 3.6500 9881
150-250RHm vk | 3.4545 8261
C/DIOR | 250-350%Hdw] ¥t | 3.3462 8190 2.066 086"
350-450%kdm| vt | 3.5246 8871

450%Hg o] | 31282 0221

50-150%kdm|RE | 2.9500 | 1.0990
150-2507kd MRk | 3.1667 1958
BVLGARI | 250-350%kdw] %k | 3.1538 8386 854 492
350-4505H PRk | 3.2459 | 1.0109

4505k o) 3.3590 6684

50-150%kdm Rk | 27500 | 1.0699
150-2507kd e Rk | 3.0303 | 1.1090
ROLEX | 250-350%redm] st | 3.2436 9959 7.759 000"
350-450%HA Rt | 35410 | 1.1485

450%Hg o] | 4.0000 7609

* p<0.1, **= p<0.05, *** p<0.01
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<R 4-11> "AE A wE Bl

AT 2 g B | EFHA| F-g | FAEE
LOUIS K #A4 3.2381 9321
S WAH 3.9291 7147 18570 000"
VUITTON [ 1 wixqx | 34316 7388
K ®A % 3.2143 7501
GUCCI S WAH 3.779% 8059 9.172 000"
L AA% 3.5368 7118
K A% 3.4286 7696
FERRGAMO | S WAH 3.1496 7876 2.959 054"
L WAH 3.0737 8153
K WAH 3.1667 8811
CHANEL S WAH 3.2126 8965 30.728 000"
L WAH 4.0421 7281
K A A4 3.6905 1.0238
TIFFANY S HAlA 2.8976 7219 17.313 000"
L WAH 3.1053 6600
K WAH 2.9286 9726
CARTIER S WAH 3.1732 9848 8.149 000"
L 3A % 3.6000 1.0355
K AA 4 3.5952 1.0373
HERMES S A 3.9134 8167 4556 011"
L WAH 3.6105 7336
K ®A % 3.7619 7590
PRADA S WAH 3.7008 7592 1.167 313
L WA 3.8526 6837
K WA% 35714 9145
BURBERRY | S WHA#H 3.1181 8694 7.016 001"
L WAH 2.9895 7786
K ®A % 3.5238 8036
C/DIOR S WAH 3.1417 7424 14.679 000"
L AA% 3.7053 8235
K WAH 2.6905 8968
BVLGARI S HAlA 3.0079 8309 28.755 000"
L WA 3.6632 6781
K ®A % 2.9048 1.1647
ROLEX S WAH 3.4094 1.0717 3.948 020"
L A% 3.4211 1.0476

x* p<0.1, #*x p<0.05, *=*+x p<0.01
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ABSTRACT

A Study on the Brand Image and Brand Preference

Jun-Seok Moon

Department of Tourism Management
Graduate School of Management
Cheju National University

Supervised by Professor Hyang-Jin Huh

The tourist business has increased recently to become one of
the major worldwide contributors to the trade scale, due to the
improvement in quality of life and salary increases.

The purpose of this research is to verify the characteristics
what travelers consider when they purchase goods at DFS(Duty
Free Shop) in Jeju. And the purpose clarifies the present
attributes of choice and examines each format to get how much
differences could be made.

Many of previous studies on the Duty Free Shop have focused

on the relationship between store image and brand in physical
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environment, or on consumers’ information processing, information
search costs, and consumers’ choice in DFS. Also, brand
familiarity and product attribute level affect buyers when they
purchase products. It i1s useful to understand of the Duty Free
Shop’s brand image and brand familiarity when DFS managers
and marketers plan their strategy.

But I concentrated my efforts on establishing relationship of
brand image and brand preference about Jeju Duty Free Shop.

For empirical survey research, I distributed 280 questionaires to
employees working for tourist hotels which are placed on Jeju.
And 264 questionaires were adopted and analysed. The aggregated
data form questionaire interviews were empirically analysed within
SPSS 10.0.

Empirical study was carried out according to brand image
levels(favorable/unfavorable), brand preference and consumers’
purchasing decision. One-way ANOVA, t-test and regression were
used to verify research hypotheses on relationship among brand
image, brand preference, consumers’ purchasing decision.

The hypothesis that the brand image has an influence on the
brand preference and the brand preference has an influence on the
consumers’ purchasing decision are empirically verified.

Thereupon, this research demonstrates the difference of Korean

and Japan consumers’ brand image. According to the research
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results, the brand marketing strategy and the management
strategy for the Duty Free Shop are differentiated by nationality.

The development of Jeju Duty Free Shop business is highly
affected by the uncontrollable outside marketing environment.
Especially, inbounders, mainly the Japanese, exchange rate of the
yven, price difference among same products between Japan and
Korea, and the influence of the Japanese market condition. To
activate the Duty Free Shop business needs marketing survey
about brand image.

The brand preference may improve consumers’ purchase
decision. Specially, the brand preference may impress consumers
to have high intention to purchase products.

In practical aspect, as the result of this study provides strategic
management of brand image and brand preference for us, it

presents the importance of brand image.
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