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Sol Wit BAEHES HH NEEN WS WEHES 290 REA
3 —BMe Y ERA &S A, ol¥WA HRIY BR2
NERE BHel Fexet RHE PEE B R XES nidd B
£ pEME dd WY xds HEE BHe EEEc ABNEEA
w3t RS FRsStA =W, e EBEe wel HEHEc BHE HHE
B EEsHA "vh, olgl ol HEamel EES RIS =w
BEE 913 429g stA "ok, o #EHdAM WESESE DEEARSY
tEHEE @ES AxA =Ed, 2 £ Ao HA¥EQ ¥ F2 ®
H Sd vt He ®HEeH HES ERSA dcis Aojrh,

ole} o]l I WS AAHAM NEME, WE, HEVY EFESoANH
ol&igt Ei¥ol wistol WEEY WEAHA AAEW 2 pEEA o
HAMQ EE MEElel &I Rl widt BRI HEE i
BMew K#Hcte Aol

a9y o] wde HEkel HMEmd £¥8E I @2 HEIG
EE OB R0yl wWFd o] wde] oA B A A
U WEESS ANEE EE OBHS BW, SHsts AL FHEHol
obstct,  olElt MEHM #ME mue HAHE HAsr] 9% AMEE
57 o] FolH =d|, Bruce 9F Mattson o) o3 §HZEsE 1Rolr}, 1
av pEE O ER ui 48 28BS PEEER BEA EAsd
ojgol olRA YRS vIJHE dot BI At 449 LB ¥
8, & HEEHY AE} AES S 2¥H} gCEHSE A% 4l
olgt ASPHE WA sl 2 R ONEK EHoU N
HiE Ml HER FHEA UM R HEM BRSO HimEsiA &
2 7NYE &R

18)Kent B. Monroe and Joseph P.Guiltion, op.cit., pp. 19-28.
19)Bruce E. Mattson, “Situational Influence on Store Choice”, Journal of
Retailing, (Fall 1982), pp. 46-57.
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olgizt RYUES HHEEZF BERE @8- AGc=
M RIRE WE BWHRAOBA @EAstel Mgyl i
rdl = RolBnR HEE 183 WS 3HiBIEA
RS 43S Adsicd EANY E& i
18 SRS stodl Bl BEfgolal MEMR oS
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w3 EE A aE el vl X =}
ZINEE R SFE SR

BLIEH DHEolvIAA el HEEIVIA S FEEE

HEHY DEEA d&d HdeE shexe] mET HEES FEEE
B HEES] PEEERKEA A dd @9 9od, ol mE HHE
IGel W3 HEHF] RE MRS BHMOE DEMEOIVIXIE oA
olgigt /PEMEoIvIxlo] Wizt Feole EiFwirt deld  pEFEolvw 2] 8
ZEell ol 7 AWA BA - UhEEoInI A Follu” o W3 wEH
T ooJwA diElby s Holrh,  2#ug o] #EAME oy Big
wol olm=zl #Re] FEEE oA Yy AHARD, oyt olmz
ol FHEl: olWy EREol e vixm o ERES HHEN D
Hiolml 2l ol oA fERish=A  HEsirlg g

L. &Kol 21 EH

olmiAldg W@ @EE 195099 Fub Bouldingel ol B €9
M, el olsY AMS AL 2d S HEdn ks s @
on BHel RIS ol MM (B AMES E® Ao
MM RS 1783t Aol ohiwl FEolelw wWE A wa
REstn figystoe FHM KHEA olvixst Fesitta o, zo

olE¥ olmAL LEBMN MESA HEE ovA:E oy AR
B, Wi, A, EE B S W MEESY vhe Hdd MR
¥ WA gko=ln ¥ 5 o, zv

20)Kenneth E.Boulding, The Image, (Ann Arbor, Mich:University of Michigan
Press, 1956), p. 6.
D eME, mlAx. P.139.
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2 OBiRE EE R BEsEE $4 A3na BRdde X
B FHo sl ow BEE HMA MRS EAE SEEIWA
ol BT oAl ol Rl WA EFAQLA 4Rz woh

(1) Martineau & #2722

Martineau = olwW /NEEol oial WHEHEMo) HkEKES WEE
2ol with, EISEE, Bt P Pt MmN EHRHAA ER S
T ol gt ¥a olyd ¥E owE ®¥u gtk 2% ,H
fEolvl A7t HEEZF 1 AEKEO il Yuiw ovlE RE A,
el ERSE #=o dov 23 TEAo WMEkES vrS
olwAl EEFAALU s AL Fekucin ok, 292 o)y e
oMM HEHESO NEEA W E® W AEEY HEHEA o
e =l Wil 2del wel HRY NEE FMEZEZA NEE
Wl 2= Hfft ohE Bgge R EHWI

2 pEE Wi olvizle e S ERoR MFIN His(
layout & architecture), @3 HE¥ (symbol & colors), &4 (advertis-
ing)et PREH (sales personel) & E3 9t}

©@ Arons o] fFzFpE®

Arons & PEIEIMAE  EEl ARl wH L@mE Y= 1535 < 3
pesonality) @ & 3u “AFER stold HKE PEBES BEM e o
KA wEE FRUE AES YW A" ojgty  EHEEC, o714 A
Role RS0 ER 2L mMHolU %Ee T, REH 2=

LR

e

22)Pierre Martieau, “The Personality of Retail Store”, Harvard Besiness
Review, (Jan, -Feb, 1958), pp. 47-58.

23) Leon Arons, “Does Television Viewing Influence Store Image and Shopp-
ing Fregency?”, Journal of Marketing Research, (Fall 1962), pp. 12-13. »
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o1t MHMES #stel fEHEE oW AR #HES deEhada ¥

cl,

@ Kunkel®} Berry o #7 <*

Kunkelst Berry & /N#EEolvial S Wik /EIE M (patronage)
o HES Fv EHRCE B3 1HNEMN BE FHikd A RS
st edl, “/hEKoIvIAIZ fTEH S EHM W (Jiscrminative
stimuli for an action's expected reinforcement)” eolgl2 EHEES U
gt

utebd  (HEHY BHRHE Lo HRE HEAAF SV HEE W
A2l Hal de B BRA wEtAd HRSEA dEhun, o8 KRS
o] E®|S WMoty HEMY ovixE An US W I NHEEAAY
BE AB8< dkElo udehdrin & 4 gdrk, ol G5 AEHolvi X
°] ¥® FRoE WS B/K, @A, B, WoH BRE8, vE, €85
Meak, FEM S S Yt

(@) Oxenfeldt o #FzZE=>

(xenfeldt & AEFoIMAES olm=x BAES @it o4 How
B xR (factual) @) RS Et#HM (emotional) ¢  ERHE Sv.
= PEHES g8 PpEEA JdF olrlxs g S SEE

a
S AWM B&sA Fcvin FF
@ Ba BESAH 8 Z@R=Hu 27EE BRE Kxss EZRY

t},

@ 8% ®asd W HHEE] EEMA ES AP

24)John H.Kukel and Leonard L.Berry, “A Behavioral Conception of Retail
Image”, Journal of Marketing (October 1968), pp.21-27.

25)Alfred R.Dxenfeldt, “Developing a Favorable Price-Quality Image”,lJour-
nal of Retailing, (Winter 1974), pp. 8-14.
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@ e PHEEA EF wESh

@ ozl e BHMESA A% NEKEA W FR, HE, olviAE
RERTL,

® ol" MMl olvlAel HZS flEsy 4271S @REdCL

® H#E olvi7el REEML Higstel ol MEd HH, clvA s
“HIXR” o8 MFiEsol stestE AF g

@ HEHgER#AY @mRS ustol HMAH FRS EREMC

® ®BRE S#HEHC

(® Doyle 2} Fenwick o #fz=

Dolye o} Fenwick & /hEREolvIgt JFAHM H#HEelr] Ros WHE
# famAcl J&stw mWEMS Kol AEEA e ERSH o -
 Ffetn @oh, OEE PEMKol AASE olvA: H#tES W
HAEBRES stedl 2 8L nxvl 2y AEE ovxAr oE
o FEMCE HRETES MEEDZ ol 1 HEEAAH BWBESILE
b ey, 232 PEEN AL &Esl EEY BREREN
ot MEETHS WYshs RS ohdrh, DI ol AR S My
HIR, & K, BHRYE, REZRE S FRE BERSAH daMdy oF
of et Ja¥BEE HERHZ Zc oniAE BEISC EREM R
Kol I ZbFevl Hroks HEEV SmH RHE® @it att
ribute utility function)ol <ol&] /EEES Ao w HEsitly 2
F9rh, I osbd LEM BRSES onzyg 3 H#Ee sia
W JEHE BEERSANAMS WEEY BROE AH{bsie d"Hde Fe3A
242 VAN 3= 8

e E¥ O PEEA At HEEF IBRFRSS WEsled Hke
thsat 32 [kl Qltkn 3ol

26)Pete Doyle, Ian Fenwick, “How Store Image Aflects Shopping Havits in
Grocery Chains”, Journal of Retailing, (Winter 1974), pp. 39-51.
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A, WEATO PR MEES FEsSCY WHN: RER BN
g EEAW Aotk
W, WEHES TR MASH: AL Be olvgel wEo

® Cardozo °] #fzee™

Cardozo - @Xel olm 2 ptgee] S wikstzl s BE LHE
1 %k (psycholinguisitic  technique)& {€Histol DEJEoIvIE B%
Yok, A T el ANFEBolv AT EEhhel  #Eal wel ool
20 @rel elall hFIEeI M A 7E Bbkstexl, WHEEIT @& MM
ubel  4FEel  EEASh: AAEES by Ao E SRS Yl

e &AW DEMoIvIX S ®WE M8 (product class) ¥l Fwel
Zo%b R ol Mol HlE, Mol ubeh cherstAl vbebvdriar ol
TyEl NEIEe WAL st SR BEWORT: AR, AR
%A, WEhe!  GhVE, AR ER, HAC A% B & 59
vl

(M Jainat Etgar o #ze2®

Jainat Etgar = “/NEEOlvI ) = HEH HEIEYR DEIE Rt
det B, 1l BHARA BREE S -2 pEECA w3l
Figelct” a. stodct, 15 B4 WEEA o8l HERA  phERolv
% Hfgsty: AL © e DEE OBBE BIERM  Sod BREMR
#olel 3har, ERE olv|zjopty FWHER slold WHEREEAN ¥
BE Ay BHEM WS BiFstAU #BWSES st MEES
ol #EiFAl =l FEOBRRE B EAA Friy g

2D Richard N, Cardozo, “How Images Vary by Product Class”, Journal of Reta-
iling, (Winter 1974), pp. 85-97.

Z8,Arun K. Jain and Michael Etgar. “Measuring Store Image through Multidi-
mentional Scaling of Free Response Data”, Journal of Retailing, (Winter

1976), pp. 61-70.
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@® James, Durand 2t [Drevese] §f%g 2=

James, Durand 2+ lreves 5.8 /EF v AT “HHEEA od EE
Ao oAHA: NEIEMHESC FFE AR MBS HA” o
vha EEeth RS BEC BEY Hgolsl 9l Fed AEEolv A
viOoREES PpEEO MY 2t Al Bl tk{Fxivim o) P},
oy ¥t MRS T wiEMow ApHEMA HREI AL ohizmh, /b
FMiel JEARY ol s BUIskW 4 ADEIEAN Al KERA oish
G olopry] e AE HMAR MERS Ry NEHEA o
RS HERsStIE v aeoi REMe) WifE BB DFEE
s EEscln W2l wFel ANEREoIWI A B sl HBA L
7t viotAY  {EEHS  FfTelvdl AL fEET RS Soiw ¥ 4
st

o] 5 Rosenberg 2} Fishbeinol 2l&l whiro)zl ww & $8300 %
B DEEolrlA mYS ol &8l MEE @FE stk ol 9
s BB O HE WA 93 B89 AE sged © o
fBas FFSA Fo EwgeElan 3ol

(@ Nevin 31} Houston o} &tz 30
Nevin it Houston &  #Bilild BRFMQ LDkl 42 Kol v =) 2
HEMS MZEst A 16l m#Es Edsiych  ol#st le#o i
NERER B, DEIES SH%, dmhhel ME, ey E K B
fRE W (R, BRI, BRULMEER, A A KRR FATREH, LWL il
B olMEd Rk, FER, REE, ool Jutel AHHM, WS 0%
& ¥d 5 de We @M, REH ANY Solu

29 Don 1.. James and Richard M,Durand and Robert A.Dreves,op.cit., pp. 23-32,

30) John R, Nevin, Michael J Houston, “lmage as a Component of Attraction
to Intraurban Shopping Areas”, Journal of Retailing, (Spring 1980), pp.
77-93,
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olSe WEmHe MHN 4B WKL #HMSou Huffel mdo o
n 2] PBEe HBE KBS #5] B#(attraction variable) S WA

of frsta Yk

(10) Pessemier °| @7 3"

Pessemier t: olW UKW KK WE AEEIMAE BEshv
WSS el omAl AREeIMAE WER £ QuAE HRs
WA RER FES BWE ERS eI Uol stz vk

D BE M2 EE BEY ANMN ge= 2Ed &%
® PEIE HEH W3 wglol= Aetde &, MEKEA #RAK R
AR (institutional maturity)

O Bt R EGSE @MY R, HEHE I @Rl
forx [EME, w5hol W3t ego-intensive WA, EEKRF, WSS

® fMEL FHH

® " ZA%

® *%k° #EH#

@ ) Mg

® #HEH

@ olvlx WES BIRH

(11) Mazurskye} Jacobye] @17 322

Mazursky?} Jacobyr: /pEjEolmlAel JEE #@# UE HRsiUA
AR W EHEE 4KRAoE Epste Awstn dch
O Wi =t W¥HH

31)Etgar A.Pessemier, “Store Image and Positioning”, Journal of Rétailing
ng, (Spring 1980), pp. 94-106.

32)David Mazursky and Jacob Jacoby, “Exploring the Developmwent of Store
Image”, Journal of Retailing, (Summer 1986), pp. 145--165.
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it mA® (MEE e S) oR

@ 1 Hgol @AAA JEERst: RS depdrh

weba] ol gl BRE RaAstel R4, AEMOIVIA™” HES HEd
MY NEKAd de 2R o il HASE FH O HRY AR
4 0 Bl EAAMA HRYS AL vehye R X e
& 5 Udrh

gz X@e S BEA ¥ LHHE EdER sl PDEEIVR
°] M-S EHEsW, WHE SEE EEI} HHSA da HEE
ZRA mEHR Bt oAl ERA DEEA d} Higo R4, 43
d “X/hEES AuiArt #FBste] sPshzd 5§88 Fo” FL ‘YA
HES KA REEIstel Rtrsirt” o 32 EER uvehdrh

g gt A4S E BEP PEECIvIN] EXES LRI (=
3-1>3% 3t
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Fet,
David Mazursky | #iEst ikl REERY DEKEA W% R ¥o
Jacob Jacoby Al Bl HAED RoEA EAdA B
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"Don L. Janes WEESA N WESA oAA: AEE B#
Richard M.Durand | Sol w3 Fffolm olalst ¥ &Aool HHE
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Pete Doyle WEEE fEEAc A&/ mEMS MRYS PE
lan Fenwick jHel EES ELEA U A

John H. Kunkel

Figpel  WEYE Y S BR XMl M.
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Leonard L. Berry :
Kent B, Monrone
Jeseph P.Guilti-
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L.eon Arons

Pierre Martineau

]

Richard N, Cardo-

Z0

AERES HBREIE Bkl wal  WEEIT Rme
~ EwEEel HE AR ol olEd Bt
Lol et TEESl  aEel ksl HERICL
WMrEv Adel: AW, el & B, &
oW NEMEol WEHEO! viSHolMd. ol FA EHK |
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2. AEEIV A HRBE
Monroeet Guiltinan & B¢ #To) zbstol SHEER MBS
EoolmA RS olmlAvt mEe waA: @RS AAsT g

2L DEIEY EES DEIEA N3 MRE BE (oviA) o

olal FFE& wow hEE W BES PEKES #HASS @B
W3 WEHEY Yolsts EREVE BE DEKA oA oEd E#
ol W MEH MmN al FHHrin fweh, @m0 %

BRE HERES BHI DEKY HES uel o224 HlEcn F
it

gtsl, 2 olA Mdzursky2l Jacobyy KB ##2 (Objective

reality)2t FHH B (sujective reality) 2 7-83to] <% 3 - 1>
B} e 2YE RURsr

IRl Y WRES FHEM BiRdA KEM KR 8RS A
A DEECIVIAZE R ), of Rrol A WEET Dk e
HEE WHHE ME W HEsSAl W

33) Kent B. Monroe, Josep P, Guiltinan, op,cit., pp. 19-28.
34)David Mazursky and Jacob Jacoby, op, cit,, pp. 145-165.
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| e e
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BECARE L LLE R | R, D
| ik NERERE iﬁﬁ% 4 }ﬁ
| BRI AE * 1 i
‘ M@l! i ! {
R el s EAMRL BRER
! | g | Lolgutx & ol el
| Ze} |2 oamee WAz,
! l 1.7) \ I —
! | ME | r
g St 48 JE MR 55 8 S 0 -
| 82 (ol v 2 F4RR) .
B 1.0l pERES A Fe
{ Ze} MBS AT
------ 2.qul A% 2 ok,
]
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| EHA e |
! 5 N }é&%{ N - - ORIEY
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<19 3- 1> oulA HRER

¥} : David Mazursky and Jacob Jocoby,op.cit.,p.149.
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NFERA A WMEHE BEA HEN RS vIs RBRE oW
Aol glow, 1Y BHELS oWy YFL Fol WHHKS Dol
el olwaiid EEste AE o SEtEol vk 28y a8
AEIGoIv 2l 0] HHEN-L BHFvict SMERI vty HERmH:Y W
S/AFERES MR el depxivh, oE . MRS PEE ERE
8% & o wWs gWISYM 4 DoV 4FE vAdo
Wl KL cokotop I Aojrh,  AizbA] 4w F oojuiz|e] o
of 7lxi Fol FRERI HEL A oty <x3- 1>

Fret.

<EI 1> BEY PEREolv4 AU

e

Bk £ o2 2 W

Engel, kollat, fuiE, WmBe, K RSt BEHRE REA,

Blackwel | A u] A

Martineau B &%, gma ¥, EBh WBRER |
Hirschman HBEE Awl~A, MEEME. FAmel BB, SHBECR
Greenberg, BlES ¢V, Mo E|, fES S 2 M
; Robertson 75 5 B 71

{
| _

Kunkel, Berry FGhel K, Ao HE, B Hf, m&e M
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FiL ¥ 4 odrh. 53 felvels EM A+t ik RE S
o] M¥ete HRFYoSE oYy gAY REATC HARERE F
Ealok 3 Aotk B BHEAAMI olE oy eelF JMF A ¥
®& MAE RAdE FHoR o WEAHKE PEM ERGTH U
NEREOIM 2l Rl ol®A fFRstEA] 4B g

1. RER®
REBRE: AL, P72l B, P9 RPEE S A
vl ol ROl oM AR HRHS BEAOBY M= clviAd
ZEE v

(1) Aeh Fag

DGRl il v #ihel Aek WHEHIH DEIEAA ol EJatbx]
o FlE HM- WMEEY BEAOSA 2ES v, ol ¥ ANEK
°] M, Hfn, mERE, e &L vz, et AQOst &
Y= FES AL DEKES] BEZE AW S "W H
& ZFol vjAnriolE @Y EEEHESS ¥shA Rrch

o7l A - Hpis) HEm Egclrl Bohs FEsicd ES
Sfolut EMBRRIN 2o HESISCl oS WAMMTL 2@z By
BiF7r DEIEAN o= Fefdal uwlel deElAl HPE W Eigd )
HES BER By HEKES WES fdAe HAEEAA BRG]
& EY T Ue @BE Rtdor i,

AR} ko]l o3t ww2yx (Converse?] @z, 3> Nevin 3+ Houst-

on®| B3 36 Fo] gl

35)Paul D.Converse, “New Laws of Retail Gravitation”, Journal of Market-
ing, (October 1949), pp. 379-385.
36)John R Nevin and Michael J. Houston, op.cit.,pp.77-93.
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¢tH Bruner2t Masson /PEEERES T W [(EBHES PEIE7R
Rl = BEfijel EEE miciy R BHMWERRel 1582t FE
o B BRT SR webd 15E LIRS dels gl B
£& @Balstrl A uAoA TR i e Aua B
ol 9 g she}, 37

(2) &g BP ME

Bucklin 2} Sturdvant +-
Hiiol ikfrsicin

&g eiol

o EACl DEIE EES &dx99
ghet,

wmP

B iRNCl - AE, el R OGS

< 3 %t e JRESI=
NEIGe]l WHEEO o= HEXRY W ygow

#Hool B9 2 HRE
g7 Alstvl Aol e oksteh. olvidt BB mAsh: dils
#widiol A AT WPiE  #Rs AN A=

T ok 3t

ARl NS
uf el o] gt

EE Y SN
2. MEHE MR
ot AEMOIMAE M Fi KEM DEWKe Mol [ -3
E ST WEES ol wel BE MG sl ARy
olulAE WA W maket A Awal
MEE Wt

bl £ BRE S

Fv BBl

A", AS, BE, ZEAEEY. S
o AO#ETH 2% elol=~ebed, Find file, FIRES, BE S
LN BHRE, DRlu DFEIEERE, BABLY M, 2gA S
METHERE Hro 2o

37)J. A, Brunrer, J. L. Mason, “The Influence of Driving Time upon Shopping

Center Preference”, Journal of Marketing, (April 1968), pp.57-61.
B &Lk, PELZESH, N A4, 1986, pp, 184-189,
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(1) AO#Et 8%

ALgEETES  %wol = ubol, MBI, FKEEOl B, HISKE, KR &Y %
BAETEEM, R¥, AW, B Sol drt,

YUt o R MRS WK Jol A oldg ANGitm BEESS
AMo s stol oW HE #MpHiPadut FEsv wFe 4op g
To2rh wEkd olw hERGel abMel AR FH-shAl H#rshol
HHEE f18& AAeA stdd gxiel gukd o AKKS @H
fighel MR E AL 5 Yt 3

1) ol

vtololl  whetbA wrotAl® =R el Hitkol 4oldAl ARE W
ch. usk uole]  uwiebd  EA ol weldu NEEESE T
depalg] wFolrt, 53§ ool oAt EEFEMo) ojo), Fay
gel, x3l Sl uwtet BHEATBI o9 MRSl debhdo

i Fel A KT AN wEW 254 LT EEE AR
fg or29deints MshER thal 35Alel A 44412]  mme o)zajo)
Aol 70 E XKstaL ol violol  wiEhAl B s Elo] IR
EE gldol vt ATt weld violsiREHEE 2 dARAZAAM9
VoA e s =228 5 A BHEZZIWS ESsiof ), 4

2) H#H

PiteE WSl EWAROlDE MIEET KR wul AEES w@e
ERER Zolrh  H3 KM M ISR RIL &EEsicin  dr},
A MEESS HEY HEMHPlAT EFHEEe MiE 3
olel X YA EHEstrh e Fifgel KMol WHY AEluze o

FHAZGol gt av

29) Acoskum Samli “Use of Segmantation Index to Measure Store Loyalty”.
Journal of Retailing, (Spring 1975), pp. 51-60,
40) James F.Fgel, et al.,op.cit.,p.278.
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3) #afEm

HabRgoIst  “RAbzt HiEH, 4EEL O3 58S ol s
@AY KitE 3t thedd A SEE 5 S kMol MHERY
@5, 78 YHEEch EMoln HRelw  BMR B ® I
¥, N, HEEASE H%, WE, Eel EESL S fadv 2
FoAAE BEEol sbg FEEsieh, @ol RS AEEol oY
A olBA WRaoF st=vtel dste]l FEES wixlvh, W2 Hp
A B AuA, dA BRERxE € 5 U ke DMEIES
FEprdtet,  #B(ME-S PREEAA  Lskdl 252 BHA REs
MEEFACI 7] W oo},

wrebA vl PIGKERES] MEER w0 e BEKel WREEe BH
1B A"E2 ti2A dvebd e &8 DEE O ERAS ZEE vzt

(2) LN BHEER
DR BHREEc clolz= Ak, JmY Gk, RS BE <

o] glrh.

1) zlojx  ~elY (life style)

etojx  AEQE Atglo] AlolvPH A RIS B 8L EHEE
Mo x wEhEEY HFEC REwolAd, BE, (e MM, ADMM
0 Hfthe] ctiE el uid 9o EoMEdA REY ¥ o
A sHAl el 4 olyglt wlol=  A¥tdo] {HEEE HERE
3 e RS ¥ 3 - 3O I
HEETEY B3 QoA glolx 2e1Y-E WEsicdl Weol FAE

FHEo 2 HRHES f18(activies), B (interest), &FH (opinion)
&l wlol= AU & WESk: A0 B MM, REM BHS

no rlr

41) &84, §iRAE, p. 308,
42) James F_Engel, et al.,op.cit.,p.328.
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¥} : James F.Engel, et al p. 189,

43)Ibid,, p. 252,




VR & HRRE SBmstel  stekste  DEE R (psychogaphics) o)
3)’[[;}_ 44>

DEHBRES P EEAEGKoY BEBEELS o) Rryw
" RAARTT del &M BEE  sHAl Esict

Crask « FEHHEE BT elolxAetdS Al0 #8:S S S48 oo
BEE BEe &E#HS ol EEMoly KTE 3

sty HEMCI L bl E#HS Wol siv LW Wol it g
th. RDE 7K 2ES R AR HRH, 5% 24, RGN
Wt HAE Seolw EKEABMMoly LEMA Al Wishyvistd %
BRE 2y BEEMN fmnS JtAY ghEEy #wAs RS
o LS stk DElm EEer ¥ iFEMol adoeE e E
Aests HES BEHES SHdc 9

Tigertel Bleeg = 25 ey Hoj7hy= &/ ool &4 % %M
XHFAES st 1 B ODEKES BMS BBEMY BES
B3 otolrjojyt AR Y KAIFMClM  BR A M7 &k, EARK
#el &K, ®HEMAd EEIN MulA S dFsHor 3, 7

713 AXEE Fo}

o
=

2) XA e

HItES ADHEIES ZEsHN 9 gl hEK B o2 oy
HE A oluz, # & EEstol MEsHA Wk o W MK
Ao oW RS L7A wmEd oE ¥ fERReletw wich 2
e fmbge] M 1960Ww R.A.Bauer o] o3 A& AAMEY},
I “IHER#ES od 1018 oy IMEMKY WEMS Ty BRY
A HRE BEXE - Y1 28T BEE FAA4 od AL w

S|

N

44y Ibid, , p. 253,
45) Ibid. , p. 253,
46) Melvin R, Crask and Fred D, Reynold, “An In-depth Profile of the Depart-

ment Store Shopper”, Jnurnal of Consumer Research, (Summer 1978), pp. 23-
47) Tigert Lvthrop, Dougals J.and Michael Bleeg, op.cit., p.81-90.
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v EIRE BAE 7 U 93 EBECAA oW RS wpgy
sh2] X AY gx vk HolA HEELS 18X fikgel u
A H

®3b Spencest Engel §-8 HBWeA BES S Abgnch KA
B BHE st Aol filek®ol Fris AS dopiAwl, &
Mol R Nl AHEM KMol Zuh: AL waWA 2y
v} oas

Taylori: whgol  Ll#gel BARERA L #Ribslol WHEHE fiBd42
kg el A KRS st M o] nmug 4 < 23
3 4> e ek, o sk WEEZY DEN EEA wET W
il KEstAl X3m 1 Riol oprl¥o] o]lE  Holvl gl U Ey
o fERBY WS BSFoR4 HE BHE BEAN olEA Hriun
ghot,

Dashet Schiffman 58 ovje W Wi BHEHHS wmal w
BEell A A7 REHS BHRsiE 29 BaY flkd £RJ gge
WalWreh o BIRER HMES BABESO HHO MESESE s
GRS 7Ex 3w 9eow gMpoe s Mpks HREAN ma7ie] RHs)
ARIA dsto) B Adu P&E HFHol stu oldI AL JEK
ol T RAMREBES 8R4 AT HEevh Yok weld gpEe
o RBHIE S Hibsta obF HMSIn KITE evle gWiholetsiriel
EOAISS MM BEENS Qiolol jrian  1ERBTE

ol HEH PIEHEERN FEL vid: BaY @RS Jacoby
o MBMN ER, BB Gk, SEM GR, OB BR SoR &

Hep” 3 ghet,

48) Homer E. Spence, James F_ Engel and Roger D.Blackwell, “Percieved Risk
in Mail-order and Retail Store Buying”. Journal of Marketing Research,
(August 1970), pp. 354-369.

49)Taylor, J.¥., “The Role of in (onsumer Behavior”, Journal of Marketing
(April 1974), pp. 54-60,
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<" 3-45 WMBRHOBAA fHRARK
¥ : 1bid,, p. 56,
-38-



AEsdl Fol Roselius of ola  ByM Mk fEbgol Fwmauslglch. ol A

& Efsty vhga e

O RN Bk (performance risk) ;s BHEEEMC A2 H5& RiFHA
Xate HES file.

@M®M kg (financial risk) ; RES LAEFo 2y YAl He L

%,
OWmHEr b (physical risk) ; #FE-S stz A Wiy ks =
gt

@LMMY ik (psychological risk) ; RS 3 @aholvt /EIESl W
feF AHe] olvAete] ABME

@uamy g (social risk) ;WS Bhol vt AFEiECl RXel %8
olvt Wi EMel R (peer approval) & W7l oYl HE.

©@fslul ek fbg (Lime risk) ;5 BEfEolvt %30 s4klel WAH &5

WHELC GRMY Jitkd #8E& ¥ B%ET Roseliuse]  B%E7L

oh, Ll MSEEVH SRS MM Wy theel 4 vbq MEow
WshA ®vupy ghep, SD

X2

OWBXIB/E kM2 3 ®HEES FolAaAuv 2 WHOBY sk &

i
dow HA 9 B 52 Mgl B HES EYogd awd
fabgs &l

@y WY KEWEEAA I RARCE KEV QY A 4
He HEAEAS wEgoEd Y mReS EAoAL

QRS EYdoEd AZL o) H43 $% g},

QI E YorA s HARch,

50)Joseph . Vash, Leon G, Schiffman, and Conard Berenson, “Risk-and Person-

nality-gelated Dimentions of Store Choice”, Journal of Marketing,
(January 1976), pp. 32-39.

.51)]'ed Koselius, “Consummer Rankings of Risk Reduction Method”, Journal
of Marketing, (January 1971), pp. 55-61.
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3) HIEKWME (self- concept )
FIR#Lols fMAcl W%, FHLMe [OCBESY REEANA 7o
P AZtolvt 719 @itelrh MHTHS BB S KEolh wE
HEn el Rkl A EEREIW KRS AGETE HEEOHS #HLAA

FAvE 8L}, 50

Hewitty- HFE (self) o #MREE S OHHLY B H£4#8 OA
falol Ak HER REe] gl O eRFE KB ws 2
M (commitments ) °] %A @LHO KA OHHY AE, £H
SERMEE Sl Rt ololvlole]l A/ & F5Me WFR o
atHgstel, s»

a0 Gordouss  EIRMIEC] HBMEREZSA =24 F R ool
SHetch 1 A" A€M FER (social identity ) 24 olol ¥ a
3, M, R, BE, KE, Hfh deHane &F So =gew, %
A @AR BHoEH oldy M AWYE R, W] At A}
Forolel  ~vtd  FHEM ®on, fhAd Wls Mg e Aol x g
GRS 1=

3%t Rosenberg ¢ #H&M (F#2 (social identity ) , #:f (dispositi-
on) S H#E E A i WEE Uyn Qo

Listel & Bkel uwtebd HEEEC word welsty 2i-dl, Glene)
Biliv HEEER (real self) oF BAM HHK (ideal self ) & 7283}
aL o girh,

Mason st Mayor &= /EE EE BEd  9QolA
OB WMEES HBHERNAN wERNS u

Ao NEES BRI
#9 Aol fEfegiehy

52) James F.Engel, et al.,op.cit., p.321.

53) John P Hewitt , “Social Stratification and Deviant Behavior (New York:
Random House, 1970), pp. 32-33, quated in Ibid,, p, 321.

54) M, Rosenberg, “(onceiving the Self”, New York, Basic Books, Inc, 1979, pp.
9-38,



BRs AT BHE DEK oY i dd JANFEE sSIxF

stadct, 55 st SRabE & Kk#Ee] HBMMR S MEsn 1
stz gldl G KWRAY  BHHRE HERT A2A Jdelar deA
o M AP L ER 4 SdRsd gy ohyd hEE
of el AY ¥ BuUHET VA HoR FHEsw don, tidol
oyl vim =] hERES] FHWERE O YY EEEIL S JeEhgs

Aox st 25E 919 fakel wva@dd uwel phEEolv )
TGRS wi: olyet HHIEMy HEsor dtriw sigdul,  olEe
Y%+ fon Dolichet Shillingo] 2jsh ﬁﬁ%%%%,ﬁml%ﬂ sl
of 21 Hikdiol et MiEel ororxz @y BE AN MM
B Fid#tas Midsstol 91l Hohderan ok eivh WA 2hat
MRS HuEes 2AYy dv 25uEY BHS 2Ada Q7w
Vs oosbior MARRYQ) FIRBLES  HifsstYl la Biicine B2 4

hLt.

4) el

Axiaib MG wEW AYES EH#E: Gl BEE Ml
Alan oheh olEer BB (RS W@ ¥t (evaluation of an
alternative ) 2 ek oy 7 iR golt 78l W FENoE
Bstar = vhE 7Y ( posture), #R6 (predisposition), X 2E OB
9% (el ol HiEE: welv) MRS M HRIR 118
MY HBpe T WS zixich, o

55) 3. B. Mason, and M_L.Mayor, “The Problem of the Self-Concept in Store
Image Studies”, Journal of Marketing, (April 1970), pp.67-69.

&Yira J. Dolich, Ned Shilling, “A Critical Evaluation of the Problem of
Self -Conception in Store Image Studies”, Journal of Marketing, (January
1971), pp. 71-73.

n7)James ¥ Engel, et al.,op.cit., p. 117,
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upebA B ods ANEEolM R, NERE O ERol uelaAl o,
ol gt fEREC) HRERE: DHEM (cognitive) BEE  OHEEHIM (conact -
ive ur behavioral) ¥ol 3 J14E gt}

olvlgh fEikel ML UHES SHER BAdAM KK T e
vhizal BAl AL £ BB, RS RS Bkl Byl A
RS Wich

ol 714 WFE B Wk fiBHuel WAL Agnw g
oy, s

A, HEs HdIu fimd Wl foksAvt Aoty MM
g @asty vk,

=4, BRI WIHES BAM Mol AMEYM WAST A4S W
A BEPY Aolwty ‘4 9iv},

A, BES f18E AEskm £ Bl AN S BEIET MR
OBEYE faEe

(3) BARAORE

BHETEREZ S DEGBKE, BAGMH MM, BRI KR, B
#/ ool BEUE lodl MEES) BROH weldw Afdst: olw)
2= #HEsHA et

1) NERRBEKRE (store  loyalty)
PEIELBE (store  loyalty)3t HEHEI HE PEES —ENA
FEsh: ¢l vial BFESE MAdsis AHY BHEY DEKA 9
3 BHES MENCE v P NFERC FEEE aBHmEEeS =

58) Gorden Allport, “Attitudes”in C Murchison, ed., Handbook of Social Psy-
chology (Worcester, Mass:Clark University, 1935), 798-884, quoted in Ibid,
p. 115,

59) James F.Engel and Roger D.Blakwell, David T. Kol lat, Consumer Behavior
4th ed., The Dryden Press, 1982, pp. 440 -441.
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seh, SO A MEET oWy A ATS ALVEE fAw 6
& uEhdE @ERCE fWo-BHo W §4R¥e ERen SEZ s
of ¢ MEENA [ ¥ MEM BB BAME RS Ke:

Ao ZpF¥ct 6D

ol et PpEHIEEBE: NEMS BRDBIG vHE FEES HEolD
YO ARS HERS #Y, mfdslolb shirdl ole PEIMH K (store
by store approach)& EalAd o] FolHop gt} e

Eniset  Paul e 12M9 fR&MAS HFPsto PEEEFEES 2a 9
RS ‘REXMFEES #AEYcC. 59 R PDEEREES
Zal gl #HntBeE BRMPEXEFAA BAMNeE MBS Fo My

is-&  Eikdctn sinl RRtWMDERES DABREKES Zu s
U2 8KE Aoletar Aljbgtet, 53 22 ONERBETES
whmxhel WMBES WREstH @EBHol B MEITIE BEEI 2L

BIART 48 EEY ARG W ol KAidy QHRAMES o
wol A SEEITE S HBLHAERS Roln OBLREES I
BHEAANCE Mu Aol flel W Eri: A4e SRATE o
Cunningham®& Alz}3e] A& 50779 FwE ﬁ%ii 1d&ed &
FEh BAE®S 4o AEEY i Wi WESE BRES W
Astdrh, e ANEE CRREEA A9 AEZ S mEEs o
s BESd Wi EREI BEY e dd 2aR&e  KHE
SolAl AUkE KWSIEUME Ao WEHACH 1o HE HRES B

60) &K, HIEH/,P.378.
61)Fred D.Reynolds, William R, Barden and Warren S Martin, “Developing an

Image of The Store-Loyalty, Customer A Life-Style Analysis to Prove a
Neglected Market”, Journal of Retailing, (Winter 1974), pp. 76-717.

62) %), ddviotAY R (H-& :vrd 4}, 1984) ,p.347.

63)Ben M_Enis and Gordon W.Paul, “Store Loyalty as a Basis for Market
Segmentation”, Journal of Retailing, (Fall 1970), pp. 42-56.
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Baim chgw g, oY

MRHEEZE 718 52 DEMA - At XS 19.3%5 04 19.7%
7 s @EYE Wdow S0EKUTel ¥iHe 48.6% Al

@7t BBE =& PEEA W KK 2 stpEtn A
vt Dol ADEGA AR BEHS A el BEEZ AU e
7t WESE ADEE @S 23 divlo]l gladr,

QA ¥ EMK WHA MdwEo vk, G PG 48,6
Lo A ANEREl 20.9%  AlHA pEKA 9,954 2SRl
ol sl 80% 2 KM

@86% 7t 1 I el HEGA O #E O BEA. 9eR 4
g7t et DEK OREEIL #Euch

ONEIEBHEES REH WA Wftsis @#us Wumolch

@B v/AEIEReE ALl B ol BEEVE o vk w3 A4
2ufE Aoldl X MEEYE o % pEGol qrh

@NEEA W3 RBKEI =& P w2 HERTE BHES MR
®i4% (private brand)ol w3 MEEIF Ecoh

olgiet W RS Fui st 1= pEMA Wl thSab e
2 3tth, AREARS FRAA A s el rar
¥ ONEIEREEN BES R ARty st

Lessing & /hEJE2] olm 2} HAERMA = SH ME7E Ak
ek, o) Rkl ksl WHEEIY Bl ADEME W st o)y
A5 odngd PpEEN I REES 4 o Urk: Aorh

1]

o]

at]

|

64) Ross M. Cunningham , “Customer lLoyalty to Store and Band”, Harvard Busi-
ness Review, (November 1961), pp. 129-137.

65) Kenneth E,Miller,Kent L.Granzin, “Simultanous Loyalty and Benefit
Segmentation of Retail Store Customers”, Juurnal of Retailing, (Spring
1979), p. 50.
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JRE—— U | SR |

<a%W3-6> HEE KR OBE
Z1kt 5 1bid., P.50.

aFelA RE MBS, WA BH, 37E B HERERS
piEstsd E8e A1 AThEBE FEv MESW BRRES
geh, ol@d 4i#pSol KEIE W @AEol @yWrh ®F ol
ABAYol Gway W ARFKES Zl = Rolrh

oledt HES R ¥ o Hi KRN By PEEUAR
o Esto] WEHKS BHKES BMELANES st Rl WS W
mES WAN UZ W BRES #HHAY £ gom ot oA
Bt ckEOZ M WMERS HWMmAZR £ A Aolrh

2) WABMS MM

WEE7 B@Esle WH M w2t mEs s PEBESS AR
MRS Aolw, @3 pEMKoIEL stuwtr PEHIES olvixrt LM
Ql pFEEA uis ¥ —EH Aol ohdzt WEHE Fdste A
ool uwel @Al k. e webd WE M @l ADEK

66)Richard N, Cardozo, “How Image Vary by Product Class”, Journal of Re-
tailing, (Winter 11974-1975), pp. 85-97.
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ol rmi: o olwlzizh vheiel gk BEFSRE ANl viEAl uehd
Chr RS MK ESLBMA WY wHm GRS S
Hirschman € /&g #E @9 GRs S04 A MRS
MR R, RECBEEE, SRAMEIEEE, M L 47k
Mo pstel Sumbeldl (37X MEME W Zbg o
BTG D& MBS AN stelch O ESR WEM EITE O
AR AT A Bl O wEe el MadEw A
B ZASR Qow RHEMETIES WO e mReds ol
RIESD ity Bl BRI T Ul WA iR 4 e, R
(f fudatbol WO WA SR KAdsta Wl Aok WYt ¢
Krugm O @i SR RROl MM wel SEREd MY
BEW B R olal WAEME BAST WEE 5O WO
Mol 9levl RS AALU 2 @ch U m Mol fdolv)
Aol WS Fowa Wfrkst WED W vehbiol REMS) Rl
el WES SRR WS KRR WEew e ¢ Yrh webs
WA GRNC) MES AN 5O EEMe WS BAG.
vl e KM rEEelR A Y MBS e,

",

3 EefElel A
AP {EERYe.x ot fhBol  AKufgEsta Migvol ¢ oy
WA W SRS SR 2 o 2 R o LIRS |

o670 RS A0 RIS @E weld  BE{i#ho) DE R

ER 4B gelvh meld mE# BEABS BRdbd R
ol ftifol HuENlolop Prp, oo

67 Elizabeth C.Hirschman “A Descripf ive Theory of Retail Market Structu-
re”, Journai of Retailing, (Winter 1978), pp.29- 48.

b8)James F.Engel, et al.,op_cit. . p 24,

69) Laurence P, Feldman and Jacob Hornik, “The Use of Time;An Integrated
Conceptual Model”, Journal of Consumer Research, Vol,7(1981), pp. 407-419,
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dl£h SR AZhel  FEarebxl Ht B WEHER, WHel EERER
W Tl BRRC) RHES wrto vy wze] @AM WES -72d
fiholvt DHEIES WEGID S RERMKES PSABBRKEI 0 HA
REPEL: EEFStrh, ®E WYL Hhleox BHIEEHS stAlEwW KHA
Al Aol -Hmel BEfTEOl Y redel, ® ORI S vtetwn
FOEX, Ao AwiAoh ke KEME (in- home shpping) £
A gk, T
2OkAM Rl FEfTBC v
Rl a4 s wilRgch 2HE MEBETHO MR B8 0
o] EE W 9N 4ifstol mBWH (stock up), MEWE (il
in) . BT (emergency) o Zve BB Aol @EgsAAldl o)
st WfgEstalvl. 1 KR MEBES 2Sd- BSM &Kol 2 %4
B0 absba HEtg ot HWiAHRE, MAWMEE A4 245 BM K
el BEEMD Aamsl WMhnstAl Pviy jhol,

st Achabal, Kriewall, Mclntyre

@ A

BF B fahol oW Bhfel sl WA LE: BIRoT W
YOS Rl et b &8l 9ol HES 9% Aot s: A
olebtix  MAiHESl RER B BE LA, KT ES EKHe Bl
2 sk A ol

WHEHEE Gk #tal wel A0 o PEKS O ERT Aol
Mukstyl  D2Gel W EAY MRS T8 PEIES #ENC AHEE w

Ok

T0) SHEK, KRR BB HEE 1B s FEd BR #Hr .
Al WY HAbsel =g, 1983, pp. 145-147.
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vbochEvkan GB#Es Wi Felvt, & MHEASS WHHEA et b
HiEel o RS uEZA Ffste] b gERowR LSTMEE B
wal F1- PEMES O EESZ dFelvh nerg o wd WEHBHM-
WEE) HE, &R, BE, 8, BH Sd o4 HAMOE KESA
T,

Mattson & AEE& 3t71 % £¥9 AHS A% &M, FEID B
Ml EHS AE|ES HRBRE REstal 2} BB A Al =&
NERE BHe)l E|EES ostgch 7 #BROdECT WAL KB
REES Y&, MERK e A4F Sol FHES [EHox ery
om  HHol MHsY v WHES WAT A= HEA o 1vl Sl
Bl W& How ety 7V

3. NAIGBHRE
DEEBHRBE - DEES M#E, RARSO HEa EH, AR, &N
WORERE REQ, Anls, BB R, B BER R, SER
BE% Auls, ®ehd A% WA S AN FIE REY 28s
HEE NEIE ERTB DEMEA W ERE: olvixld RS
vl Aoy wsl ek, ofrlell M o] FollA HES W vtz #
Kol HEHe NEKNEER 1B W PEECIVIAZ owA s

g Atg ¥z g,

(1) {¢#& (Location)

NEIE ERA R 1Y mEY BRe &=t @ 5+ glvh
28y AL #E (i) B HEES DEISGER 784 Q)
of 73 HEEI BREES EESE EE Fd shuolvk, T wely w

71)Bruce E Mattson, “Situationl Influence on Store Choice”, Journal of

Retailing, (Fall 1982), pp. 46-57.
72) James F.Engel, et al op,cit.,p, 499,
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oF {7l EEel #EEO vkl MEIETHAL BA WEZS s
ol fEmEe)  YHS vl olor gt

Noherty 3= /MEIE Mgl olx (MEEES Aol B A
d@stol vhga Re ggHS Ui, 7Y

OFiliBel B, BATIS KE Wt KM REAAN #63
o9 RWe WS B

@ftel HEl MAR MM 8S Kio R aiuzich
QRUABIZS 23 HENM AFE MEEEN SES RAEA o
Skl R ORMEMQ) GHELERS  HEA

@W:RI 7RI Kovel A RIS Bst v Emigel  wifiFd o
A WA B MBRAEBAYEE BORS ma g
OMHEHIBNA A FIE  THES ROBEC HUGEBS A dwich
@viziciolgol W3 EABHS HEHH Fv GBEHS  oEstAl e
AR BEES e

ol WHREHS NEEKEAN FEsHl WS MU nEHS
A wW HRol ¥ HHoN: DAL, OBUEES WBHEMA O
Y @f HIR, OEMENC BPRE, OREO #HEM Lo 9
e,

(2) %W (Product)

®anel wHEH, Be, WAH, M, e e ®Hd RED ER

O vHE EINGS 3 AEolvix el NEIE EEN E®S v

Cho MftE Hinol Howl BRSOl W 3 s st
DR B REYY Mupel AN w8 B

73)Peter A Noherty, “lLocation Stralegies to Support the Marketing Mana-
gement Function”, Columburs;Management Horizons, 1984, p. 4. quoted in Ja-

mes F, Engel, et al,,op.cit.,p. 500,
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1) & (quality of product)

el A WMLtV Rfgste s xdd &E, B e
Ao viebgvl, webd FA%E KRS A KA W o
MEL MGG BR 9 FS B wial EaAl e

Weatley ¢t Chius: &EQl Bxzt DEKES £%, 8K, 852 A
B9 ¢t W el MAL HEKEEN oW RilMol A Al REF
e HWgoR AbdlEd dsl BAT ek TV o g Adee F
2.0 EAES UM APAFEKYSE vly Kol w4 s w o)

' o).

S
Reaes o 9 Aost AM¥y AS& wallvh se R
L i

2) ¥§#% (brand)

PEIERA A olw gt @] WAES B stk whel stebdic
S S MEe ®Aolel suuty MAsty 9y EEZE ot
FHel EpELE el vebd Zojrk, uErsl el £iEe HE
Bl Wi WBREFES HFEM Gan B dsiYol S
1@mA A -t

Bellizzi & 4 (national hrand) , AT (private brand)
EEGE (generic  brand) WERIC)  Wifedk & EEIE XUUHHKS R
fistol M&SIATE & AN #8080 N L 45l
AT AoR WMEES -fiINe R g3t Aoy KM D
Hgye 2 F7kx @@ i Este AR FE@stuw Qe 7o

2wl o MR &GRS EdE o e 8BS 3ot 4

74) John J_ Wheatiey and John S.Y.Chiu, “The Effect of Price Store Image
Product and Respondent Characteristics on Perceptions Quality”, Journ-
al of Marketing Research, (May 1977), pp. 181-186.

75)J. A.Bellizzi, H.F. Krueckeberg, J. R, Hamilton and ¥.S. Martin, “Consurmer

Perceptions of National,Private and Generic Brands”, Journal of Retai-

ling, (Winter 1981), pp. 56 68,



M M, AGHMolL Rt ILEe i BRAAL REEER
LS Fo4el 2ol gfisha olehd: el wbe kKol RAGel
OBIKAAY R BEMe mEsty el Wae RS oh

Aol tt,

3 WY (stock- out)

Hulel RS (CAMyQl Mo sty Scharyeh  Christopher o] R P Y
of W wwulol 9lvk,  EHe o RWE E&Al b kel /DER
o] ojujdol S wix: WK E HBIsta dvh Ty 3

6> ol vhebyd wiel ol RN WEPE, MEAETTS, Mk
Wt KiHE, /NFERES) RELhCEREE o 47bd @Ple.s bl oot
of ol Witwl W#EHvE SIS EERPS W th NEED RIS
Ubovhr pgMERe]  feEs silw shel fao-db AAEMS vhA GRSt
D 9lal WTTT 4EIShAGE £ WEBES st 3% ¢ 4
Jb) ol ol vl 4FE AAFAEl  mMste WE#A: 1 DR
Mol Wlal kg olmlx s Pw 9lojA rhE UhFMo.x whFol EIE
s 9w L PNEERNAIA tHE FEu ®ito R whFo] JEESHAG
0 WYUsbA Al Wk MES stz s W WY FES WD
A A REEBEE EMAZA YT o Aol e WEES W
g PEIERC RS Wik AT

(3) {5 (Price)
INEEERE (retail price ) ol¥F {HIE&IE EGholvt AwAE BWHS
B IHEHIEA T#eE oS Witk 7T ket vt fifkel H

76)Philip B.Schary and Martin Christopher, “The Anatomy of a Stock-out”,
Journal of Retailing, (Summer 1979), pp. 59-70.

77) Stuart U Rich and Bernard D.Ortis , “The Imageries of Department”, Jo-
urnal of Marketing, (April 1964), pp.5-15.
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strbul MFTE: golal #Kkol AdshAl FHY PpEKS EiFsl
A4 Aojr},

Dol dlstol @Al Wy FNoN4 HY FHEMHS B, D
File) EAE JEREel wheba Rlhcl o 3wl S nbAol Rxte]
¢ BRI K0l KAN MUEE LS chebd wba, 7Y EER o)
B2kel  BZEel Aol WM E Wl HHAAE obF we Aoy
B, oEy RESIAN o3t MIRY 2{hdol &Y %
thell wboh BEROl A sl sy dergcol. diddl %S MKRECE
AN Hrstal MHEHE Bob oo S@skshi: @EATSY Qo TV
fiiks TNl A TEEsHor T B pKE REsh: EEM BEK(
subjective price)ol FEEM B (actual price) Wl EBspol AL
adafkdll OF Tt PO v p g NNl YIS WA ERS B
&% M7 Aok S 7B ¢ Adr S ERECRA  fEEs o}
% Aojrt,

kel ¥t mobt @R Shapiro o #1%E Yudl - BEE
7bORES EESHA W wdl e el Hyk, WM g s
e ZXss HE7Y RS oAty Wokrh 8D w3 FKRS H
emyo . MECl Al WMol WEEGS HEKS MHEI RIEY
CHMEERRTE o R fERel okl Bk 9 @i el BR
o] ¥3ir Ao 43 (trust) , BLA#E (snobbery), g (risk), #%k (desi-
re) , pGEEXERS] B4n(perceived brand difference), Fifik% (self conf-
idence) , ¥ (thrift) Sol viw stdvh, 283 - -EER  KKE
# ooldg AER Sruus BE HEGHE Ko dow %
& OBBGES B WEZRG aigRRd U3 MK FeEe

78) James F. Engel, et al.,op.cit., p. 507,

N Ibid., p.507.

80)1bid. , p. 507.

81)B.P.Shapiro, “The Psychology of Pricing”, Harvard Besiness Review, (

July August 1968), pp. 14-25,
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fEHC thE¥Ee #HEN HReln oAEL o9 HEEEG ASE&
wbalmAl <o 3 - 7O 7ve #KK{EH# (price reliance model) & %

Rakal gl

[~ - o r- 1
TR ~%ﬁ& ﬁﬁi
Ee G Lo
R e |

e men |t
wE R U misem ) gmm
ME k| | . S
LE e g— { | C
& fm | A kst |
e e Co
rrTmi I T |
i PR 4] ‘_‘; (feed back) i ¥ : i I[ ;
b ELTary ETY
MEXRZH |4 A R | Lo
L I | R 1 L o §
H K

]

I —
m  ® [ Y armas

N |
CAY3-7> FiiEE =9

PAE - Ibid., p. 292,

W K&t WEMRE (Advertising and Promotion)

AT old wEEo KN EY oW HERY WrtE Xksty M
& (ideas) , M (goods) & AuwlAi: JEAM WY o AAsty (R
stz A& EERstoh % Hel @ EMboldt AuMAE RESH: ADH

82) Philip Kotler,op.cit,,p.587.
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JEOl A I ARAA s WY DEIGEECL drh

Aol TRl ek BRIV wuherelrl ojwl v WHo mA
AR R whih e dE G ARS GEsAEE RYE
BaskAl B O BRS BAAst: Mize M HEMU R (visual
notice) 7k 50.5% ¥ vielyrow  [l44o] 32.6% ¥ iebchdl bl K
soEAAdE v 16.9% wrol  Fshi: Aeox wsl Ak Alckrb A
2 MEKS 3 fmEd g EHE ERERCl Tt e
Aol S abES (140 Gl 2w, HEMNA RaBEcie 3w o4
olgbal gl A iy e R BEAd Mol AR &Mool W 2
A9-& b & gl

8] ANERE RS KIS el EFld oav g Avid
2bole 21 ol gt R Wol FIAE = MRl g dwl, oAl ¥
Fie v Sl v EiEEES) %Kol ol REREel k. ol
s olstel whzl ojn ¥ FEA i O] J|EL B
21720 Aol 48 EWH#e WY Qo FJEC HE MEY Wi
) vhe pgeEe] e ® &b" Ao, =5 2 FHEE MmA
1) olol HE MPIEoENE vrE di HAXKE BEAE AUAA

Solr, #h

Ol

AC#it 8ol oIt Wpiise BRESD oAl 1/3 o8l &S
wbew  Ciirel BT theel ARG o hEMeRE O d@n
& A6 w2 upell FEES vz X, s

Keiseret  Krumel olsbwdl 2 LAgTel /hEMEolvI Aol 71xE Fo &

fult

W Y MBE REHA o oluby 4 gdviw @roh

83) James F.Engel, et al,,op.cit.,p.509,

84)Joseph N.Fry and Gordon H.McDougall, “Consemer Appraisal of Retail
Price Advertisement”, Journal of Marketing, (July 1974), pp. 64-74,

85) James F_Engel, et al,,op.cit., p.509.
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& HHREY Bkl MWECl  mftgel NEMESN FES vy

olelgt tHHEIL fAmR LW MER, 7, HRESES BRaAw o

BROoZNE ok &AS dgur, sw

McKinnonatt  Kelly = EALSTHEN A Hi &Ry EHES WAz o
FowRe "1 R

-

E

ol HFERl 4% oS Eo ERERT 98

bl waEla gl s

® BWES (Sales Personnel)

MERES REBS WERHIE DEMERS AU Dk dig o)
G ekl RS A widoh oldd Sl K#Bdiel A
mRES AR 3/4 LLLel EEESCl RAMSS Ui MftkdA &
ed AT RERY 8% PEIS EIESa WmES g Kol
9ol viebytrt, 88

2ev RSl 3 Bl st A A RN s MEEH
ol fEHEE B3R Yoty duba ok B oAbl Sybziel wrA L
ojstrt WERS W& Wevky @izl ol: FPHEER  JAMcH 0¥
v Woixl  fp¥olrh,

Lomonte}  Landstorm & BR&EFTR wgl ojAl 7o) oy Bl
Hme oA BRERAS BT ERBRE, 5B WMEeW, mE
MUl A GoR T olHd KT SOoKmgo R EfIS7l i AM - @

86)Stephen K. Keiser and James R, Krum, “Consumer Perceptions of Retail
Advertising with Overstated Price Saving”, Journal of Retailing, (Fall
1976), pp. 27-36.

87)Guy F Nckinnon, J,Patrick Kelly and £, Doyle Robinson, “Sales Effect
of Point of Puchase in Store Singing”, Jouranal of Retailing, (Summer
1981), pp. 49-63.

88) “¥hy They Shop Some (enters”.Chain Store Executive 54, (May 1978), pp
31-35.quoted in James K, Engel,et al.,op.cit.,p. 509,

89) 7th National Consumer Survey”, Advertising Age,quoted in Ibid,, p. 510,
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A &R ALsHA shml ®Waha EE R ligel  we &S

7}z 3L glojop Frrtar  Ftrk, 900 O wib REAS AKREBRESRE
W ZKLH, ZmH, #EM Ry, I OAES S Jdan WA H#
oxs oY, 7, HVA, FHEAF, BH BRAY ¥, G e
#ael AfAEKga e BERES Ha gvh

Jolsn?: WEEMBME WEAEVEM WAstel AMEES RERMQ
TR HYS st gk U0

Burnett  §-& M) LUMFEEES REEN W& oE ey
HEdol Weov HREEMR S dolsty REAS Afe RE

¥ S A REHA g FEM) EBEE Ve REARS
o} MEgolt WE FE@AA ¥HolA drin ey ol i
Lol BRERKAS WEAACE girial Kl o2

(6) Aul A~ (Services Offered)

Rz M= Aquls ek, AR ALY, KE GRARE S5 =%
$oAulAe RES pEROIVAE JERSHEd vy FAER HES
RS vigdol waFch o oyt MulAy: A W, HEE
ol uwtel MRsHAl vebdor, o E Gol PHIERAA dAARZS

yo)Lawrance M, Lomont and William J Landstorm, “Identifying Successful
Industrial Salesman by Personality and Personality Characteristic”,
Journal of Marketing Research (November 1977), pp.517-529.

91)Narvin A, Jolson, “The Salesman's Career Cycle”, Journal of Marketing,
(July 1974), pp. 39-46.

92)John I, Burnett, Robert D). Armason and Shelly D Hunt, “Feminism lmplic-
ation for Department Store Strategy and Sales (lerk Behavior”, Journal
of Retailing, (Winter 1981), pp. 77-82.

93)Lindquist, “The Meaning of Image”, quoted in James F_Engel,et al,,op
cit,, p510,
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REG Fol AR KBS S¥NA G¥E EE 9 Eol e AT UV

58 @ AL FEHT AMulsel o WMEE AWIBES
BRASHE = i S hsior ek ohvk slwl kAol BER wm
abiERBFol W Ha DA ES]l gtgolrl whiolr),

O

(7) iy Mgk (Physical Store Attributes)

dulelolE], BAHY, odlolATI MY, RS Wol 2 Hi AWy, M
Wi, v E, @8N S DEMoIVIAY HMERSY BROY INEIER
Fol RS vidol WAHUH T olut MBWMES DHIEERES o
=R LAES] olvlxl i hel  FEstel, uwlvba EESEES WEE
witostold HHEI MERHS olRF 4 AL E Fownx  KiFMe)

ojwl 2] & RS- Wl HBEIL S sho}

(8) hEIES @AE (Nature of Store (Clientele)

HEHES Bdoviat /ANERoM Azt ALY svglal ks
famel vl Wi Fel WEH MR w3 DEIE O EE e v
t}, 96
Hirschman 2. &) M2 MHAY SEE, QX mad, #gl
aEGel 3 7HA ADEE HEEY W@ o w  slelstalvl 1 gAML gk
Ml EWES BEs: AMRS ol Rl adWvlE Ani HiAishal
PR 3541 hEe] HAlztel A4lE aksizl B FEESom =
< AAISI HEKES Yok, AFddgwspde] ASE we @
Bl 9olA RN &N Udom FEIHEK HMES 48vc FA

94) Jo-Ann Zbytniewski, “Eating Out in Supers”, Progresive Grocer, (June
1980), pp. 68-72. quoted in James F Engel, et al.,op.cit.,p.510.

95)ibid, . p. 510,

96)Bruce |, Stern, Ronald F, Bush and Joseph F Hair, “The Self-Image/Store
Image Process;An Emprical Test”, The Journal of Business, (January 1977
), pp. 63 69,
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of Aovl e HAREI BOAES UV AR EEl Aol
ghiskd 2o dolm el KT MR A RHAKHA RDS
2zt o7

(9)  “5I%% (Store Atomospher)
NERGCT olmixo]  EESH HAY FHEMA A, 5 ZEEANT Y-
Wloolr JhEIEO) ADE, RIAhe) B, RETEM, M, (el MR R
oo HEYITE, S Kotler: REIRES AN A K#HHe W
aniEdFel 4 AR NENEREIC] EEHS EMsidv. s BRER
g1l ¥ (the quality of the surronding) ole} 3stx2  “BEIT K
AL oW HRE ABESHZ 1% EEMl Rl R 2 REAES
ojef shglrt, o
oluigt HRML7E /ENES M #ial A AEE S KEE
2 xgshi: AR HED w #9719 el BAM #ikol
vhebvbebe gteh, s B9I7E ARIel BBS Be As BRiA
RSO Sl 2 B0Vl BWEAE dAEE 8BRS ey

) et
l

WEUBH - o MEH) y
2 RS | | HEHS) fhHe
Lo tEEE BT

I

[ e e

!

{m ] |

R BRSL o BEY et
I !
|
’l

AkfEol  fsho]
P2l 118

<9 3 - 8> BEES WE TR F#R
2}% 3 Pillip Kotler, “Atomospherics as a Marketing Tool”, Journal

of Retailing, Winter, 1973-1974, P. 54,

g7)Elizabeth C Hirsciman ,“Intratype Competition Among Department Store
Journal of Retailing, (Winter 1979), pp. 20-34.
98)Philip Kotler, op.cit., pp. 48-64.
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1§l eavdel s pEM HBEEYE SV #HNA #HEIS BRE ¥
¥ 3 qlvk, Stokols o) ojaim  HBE-S WM #&# (physical con-
dition) B HERMY B (experiential  state) ¢ 2712 HBERE
RE pEEM . gl U ofvl A MR FfFolgt S Wahw HIRR
Y R Aol EhEhol WIRRS W AE wESY BRM Ak s
FRgs 72R] wiwol gkste WMEEC EHHREES wastch

B WMREEANA FREES YA a9 §8IvE Elshe A
oljgirvt, IwryE &k P M-S BRI T 2 Bl
uh: Amstal A S9IVIE RS 9ol Jigshup, ow
A, HELS F7R177?
wA, HEew v MHEET oW BMEGRoY NVE Fol& Qo
IR S 4
A, oW {elvlel REC WHEE vz sk s kgl
KE-S  ssfbst?

A, #FReE Aojzl HoAviet Psh: obrt K ¥
BEMNOE BT 5 Yun?

(10) BE% Aul29 #i(Posttransaction Service and Satisfaction)
KE, ki, A%hdiel e HRAMEE S WH A FEMel A
28 ARES KBS BERGRE #HRS s b BIMo R ik,
HACE, HEMMt 32 BEMC Auwlsd well ooty shri FEotgl
t}, 100

Millerel @zeal olsbul @ AR THa A W A

Y9)Daniel Stolols, “On the Distinction Between Density and Crowding;Some
Implications for Future Research”,Psychological Review, (May 1972), pp.
175-171.

100)Philip Kotler, op.cit,, p. 61,

101) James F, Engel, et al.,op.cit.,p.5l2.
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Wl ARE Jolw FHE HAS N wexicl WEEN WS @
ayvbar ghep, 192 aRry NGRS BARBS #sty gEmMe
PDEMCIVIZIE RS A A BB Auise B BN
B XEN BWOE M PEK O EBS E15d Jviop @ Zojrt

M3 BOolvIA} Apifigelv el -Béd ol MBHETS

ojulz} i A&l WAl A AR mFE S WA geR EHY
rhoomebA FrdelviAigt ECEI Sl dlal A EAMO R Mol @
tros “uiz ARt 2P0 “ur WMEmMoltt” S e HER
Ehvbay W 4 Qdrh

Ao oM, o

Ad4, WAL Rrlelulg s s

wA, fAoolvlA: WAdA M Aojrh
A, FlolvlgE Folv: Kes @A fiBsicl,
G€A, Fcelvlxl ®y¢ AO#&S B, RO
ALl HIHAER AR A RN o),

ChAlA, METS: AR &B(social symbol)o} RES s AfuA
ojel @EIVE ¥th

of A, L #BE MWHS WAL I NEf fAdA BHKES
Hikety HEMEHS AfA st fIColwAE  Eolel i

A, weld WAL g@eo XAl WITE EWHslol Mo w4y
Fdielm A& Fola) b,

Mason st Mayersy: Hdolvl A #a& MEED REEAZ 5 drin
NaL ACl ACelv A= fiAel el ulglt olwmiaiel: rhE 4

t02)John Niller, “Store Satisfartion and Aspiration Theory”, lourna! of
Retailing, (Fall 1976). pp. 65-84,
103; B4, &9, BFvtotANRHEA, RAL@RHL, 1977 pp. 115118,
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HielvldE A5 & Foly stvl” w @Yo}, T OHBEC O
Ficlolwl 2l & yolsr Jimox MWHIEHS a4 dsd ow ase
HEA7 Ha DA ZRsh: A8 HMshA ste hEGel olw
25 Mfgels AL EAI FE wmgs AW d EEsiow
sk}, 100

Waltero] wuwt®wl PEELS HE HEol dsh KM olw ), #
Wil olwlx], ARi@EIL olvizl, JEREFMCQ olwixl Ho #EE vl
A gheh 199 of 71 K4S olml A HfEEVE B HEA uls
Bkl @S HIRES WS w #4Nn, ojule] ¥t {g#fo)l
gumslol 9lS Wi upebdich 2@lw REES olwlAy: WEES 4§
AP A vhehudw JEKIFMCL olvixl = W EIE £ RS A¥
&zt 9Es W ®ANICH =35 KM olvlai: olvAvt Wik
s — Bl deom EEJstw Al WMy Gkl G#sust
Wil REEMD Kb REELS W YIS fEe)l ol
FE olvA st Al KEFM olwlw TR AL ohuxyt
FA oulArt MEHES olvial 2%k WA fiffidl ald |\
g 9 RKEHA oWzt " ¢ 9t} 1o

tH  Martineau v HBHES 1Eo olmet HEE PHEKES
EREIChE SRS AEoR wEdch el whew “PEEIL olw
PEIES ERY o SERMNOR DAoL 1% Fife ou =z
et —BatertE AR w0 sy, U

Bellenger ¢} Steinberg - M#H BHOEolM At WBET Hi /I
Al A b pERCIwMR W T NERE a3t MEHe)

oLl FHdelviAler 1 A Aok HElyen £ 98 ¥rulolyw

0

104)J. B. Nason and James M, Mayers, up, cit., pp. 62-67.
105)C.Glenn Walter,et al., op.cit., pp. 453-454.
106) Ibid, , pp. 453 -454,

107) Pierre Martineau, op.cit,, p. 48,
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kIS Ttel AHRHBHLRVY ffEshi-ale) BRIGI whslwh 10w 59 Bz
oA KA AR wvlda NER BBRES ADHSEN maewns

DM BrEREge] WA QM B8 fAdov st AEREol R 4
kel RAtkelar shedch,

Atlanta ¢} Georgia ol 4] E:@% pitiMEel Wa WEEel BRkEEL
B sty MBES A4, BAEANE HEKAA dstoln WA
Bel R, w4, R ek, WITE® BiER s AR g, REAa
°f IBIE, DEN FER, BAKE LS HED BP PAEE Aold A
ERFOME, AA, HEEEZE HARE DEEIA BESES sk Sol
BOW Sl EERE BRIty 3o,

DR BURBES Ad, SR RE O pE MEY Sk S
Pkl el pIgiel vzl o) KMl PO BEE Ly, oy
et SE U WEY EHERD KEAA RAE HE NEIE7A9
i, Khgol Al BAWE ADFETA) FrERGRD, ¢RI, AENE, FEH
BOBEX, viol, HYTEE, AM, Fitel iK%, BREElol  #EEHYol U
O REEolVEl A JIER DAV, REHC KEMAY Fo
BEMR 7 A WESR  PEIEOIVIA, AT BRI 5 FEh
bl A WER B A, HEE KEMAYE £ B stad R
¥ fcelnd gFolget, oAl HE olm fHEREolw g -
Bftell A vehdt ZEES OF#H# 9@ BCoIv e Aol v X
ohol  AHRIRALE, QEMM W poolmA el FEEoIm <okl  AIKIRE
th, @ EHel W EIColvidel JEEOI VI =9k HRIRILR, @&
oA et Bg olwlxel JpEMolv ) ele]  MHRMRRERIS] A4l lojr),

Dl ACOMAgAMl HEREIT AT DEBBRRE  wE
HEE Ry {BERe Bugsetel RMES Rasta s, o g8
MDERGoIvIA b Folm Xl 2kl RRRE ADFEHIERBMEA ol ADOKITY

|

108)Danny N, Bellenger, Earle Stainberg, “The Congruence of Store Image

and Self Image”, Journal of Retailing, (Spring 1976), pp. 17-32.
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¥ ok OEfY 28I og Jhe A Aoy vehgon
FhGolvl Al gle)l  —-BE DEEBRIEN FMIthE EABRS  RESHA
spgleh, ubeba BREYR) WIRE R R JREShE MERED BSH
il 7HE ED kS WEKR stold NEREolvi vy HFusty
Yrstm @B olviAE ZNF sl Aolnk,  dvksiW WBEES

SR e R ol ZEel AMERA WS BEE s Aoy ek

Iy

uﬂ {{-o] L:]»' 109)

109) Danny N, Bel lenger, Earle Stainberg, op.cit., p. 32.
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A FHe B S A A el Az R &S
MLRESl el GFEAYY MIE-S RUS W DEEERE (ol ks
of upepybupal gheh, o] FdlAd & ojwidt HRS wdex HWE A
A HE w0 ZEHEe) WAL KRS aRiEstel KRaEstEa ¢
h.

1. AaEHE ik
A W @Al HMel FOoTchy oA AN @
bR BT MEACR EWEStch Tlelan HURe] ERW Y tiHihh
Mkt L Mm-S dRetol ®aEetlud B #AT 1989 10
J 1005 1057 24H A=A BETT¥ Xt

2. @K ik

Bl RIBAAS AW fFRY ARG sl Wl u
v shalth M0 EF  WiMd GRRIEET 218 $(83.8%) el ol
OMFSHAA ERE 1ES AAA ARel BKEe 207 %5 H
%o olsolgr,

Mol BT WOMAEE Aol VAYWS AE S R el

SPSS munWes pHEdnh

3. akflel Ak
el R ET EEUS HHistel EE WEN AHE FWRAH
gat  likert type scales] o}slol olm x| GfAStE  stglom, ol
Reb sl Sl AR RS R skl
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T8l EEE ALY e & BEA o Y.

w2 i, WEAe] BEAE, AR, H, S, V97, Aels,
A Rahel L, AR, el R, EEE oo
Wiyl st MANY. S 9% BNS HEsty @

w3 o il ZINol el BU&EIN DEIERE RS
sty s g

w4 EMFel: SEvbel 4, g wple], A GhRshAl A ¥
&, RS v A, Wy 8 oo AR

VO s EH e asivbael Aol NIt Bl e kA
olmAlE  GHESHL g

wEE AN Wt S Sl BB, PR, oY

R AU

W2W el R

& %Rl KRR A0 slal chS b 3RO RGeS aadshelcl

L. /pEMoIv Aol RS izl LN WA ulel A Ksiol

2. PEIEOIM Aol EES WA RINS WAL el 4ol
ch.

3. BRRNGITS WHoIMA R AERol v A E -4 st

4. xSl DEBOIMR = WEREHMN ol Folsit

oO. MEIECIVIAY HE&FFH PEKA W@ BIBEE LA e
th.

H2W HAARERE oHn Bd RE

1. Sxbatel AO&tm  #4%
SE&Wate]l 42.08(878) 7t uvFolw wldol 15.0%(31W), thaxol 244

1(50), HFol 18.4%(389W) X bk FS BMES Molw, ojg H
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VKRR Asnyl 3pnglai A S0Rkdol  39.4%(63%) oM 60%h
Rlofl 24 70wtdol  27.1%(56%) o hxslol glvk, wlal HEXol &
S-ql @b 49.3%(102 W) olw] sl el w4 1L 1X(E3%) , &
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ojar 30Hel e 38.Z28(79%W) Yk
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ABSTRACT

A STUDY ON THE AFFECTION OF STORE-IMAGE
IN THE STORE-CHOICE

KIM CHUNG-HEE
Department of Business
Administration
Graduate School of

Che-ju National University

I . INTRODOUCTION

Store image is evaluated by consumers, Therefore retailer must under-
stand consumer’s desire and need and develop systematic and planned
store image.Bécause the creation of a more favorable consumers store
image is one way that retailer can obtain a differential advantage over
competitors,

However most researchers have been examined relatively narrow aspects
of store choice and have been conducted without broad, comprehensive the-
oretical stucture,

This attampts to systematize the factor in the store image and store
choice by reviewing the past literatures and inffering the princial con-
cepts involved, In addition, the empirical research relevant to these
factors and their interrelationships is performed,

This study consists of four part:

@ introduction

©@ theoretical background

@ empirical research

@ conclusion
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I. THEORETICAL BACKGROUD

1.Store Image

Store image is a'set of attitudes bases upon evaluations of those
store attributes deemed important by shopper. It is “the way in which
the store is defined in the shopper’ s mind.

Retail store image is the total conceptualizing or expected reinforce-
ment that a person associations with shoping at a particular store.

When the image of store is positively evaluated, the store is chosen,
Common methods of measuring store image include the semantic differen-

tial multidimentional scaling, and other method,

2.Store Image Attributes

Store image attributes is complex and various, [t is composed of
three dimentions of environmental attributes, consumers attributes, and
store attributes,

@© Environmental attributes

Environmental attributes include the population of the city, surroun-
ding trading area and driving time,
®@Consumer’ s attributes

[t is maybe pussible to understand why stores are acceptable or un-
acceptable to specific consumers by analyzing the profiles of those who
are there, In the following sect ion, domographic variables, psychological
variables, buying habits are examined,

Demographic variables, such as especially age, sex, family size, incone,
Uccupation,education.nationality,social class, place of residence, affect
store image and store loyalty,

Psychological variables are composed of life style, perceived risk, self
-concept, and attitudes,

Buying habits, such as store loyalty, types of goods, time, impression, and

-105-



buying motive, affect store image.
QStore attributes

Stores can be perceived alpng a large number of attributes, Store att-
ributes composed of store location, merchandise, price, sales promotion,
store personal,atomospher,service,facility,convenience.store clentele

etc,
M. EMPIRICAL RESEARCH

Theoritically the store is chosen when the image of it is positively
evaluated. The data for the empirical research were obtained by gestion-
naires which had been asked the housewives who live in Che-ju, The data
were analyzed by help of computer used SPSS program,

The research findings can be summarized as follow:

1. Consumers take into consideration when they choose store .The ranking
of store choice criteria was as follow

(@supermarket : locatioal convenience, price, relationship with sales
personal, quality of merchandise, service etc.

®@clothing store:price, quality of merchandise, variety of merchandise,
relationship with sales personal, locational convenience
etc,

CDshoesrstore:price,quality of merchandise, locational conveniencé,
variety of merchandise, relationship with sales personal
etc.,

@electronic appliance store:quality of merchandise, price, service,
locational convenience, relationship with sales personal
etc,

®furniture store:price, quality of merchandise, variety of merchandise,
locational convenience, relationship with sales personal,

etc.
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2. Most consumers carry different retail images according to their demog-
raphic attributes such as occupation, education, age, income,
3.Most consumers prefer the retail store which have good image.

V. CONCLUTION

From the findings of the analysis, the following marketing strategies
are derived as following:

First, they must search loyal consumer group. Therefore target market
can be found by considering the characterictics of consumers,

Second, evaluation of variety of merchandise factor were very low. To
solve the dissatisfaction, retail management should develop new private

brand product,
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