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28) Rovert F. Kelly, “The Search Component of the Consumer Decision Process — A
Theoretical Examination”, American Marketing Associalion, Chicaco, 1968, p.273.

29) David L. Loudon and Albert J. Della, Consumer Behavior . Concepts and Application, 2nd
ed., McGrow-Hill, Inc., 1984, pp.469-470.
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30) John A. Howard, Consumer Behavior: Application of Theory, McGrow-Hill, 1977, p.9.

_17_



BAS fitre & Jde KR Hge #F T M FRBRT =M FES
wmA(bsle 2 goh ahebd] HEERS PR Y BA BEiEd W ki

o] By ®iel HfE7 & o wolxAl dct

3. AE FREE

HEEC WHRIEREDS 39 HRE 45 F olF Hrisks Bl AHAEA
Hed o]& RESY FFHEEMely Ioh. FEY HEREY alE =c MR
3 P R HY RES BRIl f3le] S KL RIEE A &
Edhs EEE Ut

1) FREZEHEES] B3R

RES] FREBRME HBES WaHE 2 HES sueshs Afd sl 713
Fosivhy AzbEls K == RWOBMS X2 std o2 RS viwss A%
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31) James F. Engel, Rogers D. Blackwell and David T. Kollat, op. cit., p.36.
32) J.A. Howard, Consumer Behavior: Application of Theory, N.Y., McGraw-Hill, 1977,
p. 28.
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33) D. M. Gardner, “Is There a Generalized Price-Quality Relationship?”, Journal of Marketing
Research, Vol.8. 1971, pp.241-243.

34) Kent B. Monreo, ‘Buyer’s Subjective Perceptions of Price”, Journal of Marketing Research,
Vol.Feb., 1973, pp.286-2%4.
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5 A LREBOR, HEESM RENL TUERE, Bexulsd] REt BmECR

Se 5 4 ok 9 o] wAlel glol BEEAE ZA T /A2 JE 5 el
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35) Drugstore Packages, Sales Managemen!, September, 1970, pp.41-52.
2, TololAlel FHEE) ik, 1986, p.286. |
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36) James F. Engel, Roger D. Blackwell & David T. Kollat, op. cit., p.440.

37) Gerald O. Caballo and M. Lewis Temares, ‘Barand Switching at the Point of Purchase”,
Journal of Retailing, Vol .45, Fall 1969, pp.27-36.

38) Kenneth E. Runyon, op.cit., pp.361-362.
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39) Drothy Cohen, op.cit., p.413.
40) Ibid., pp.413~414.
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41) Del 1. Hawinks, Roger J. Best, Kenneth A. Coney, Consumer Behavior : Implication for
Marleeting Strategy, Bussiness Publications, Inc., ed., p.598.
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42) Jacob Jacoby, “A Model of Multi-Brand Loyalty”, Journal of Advertising Research,
vol.99., (June, 1971), pp.25~31.

43) George Brown, “Brand loyalty-Facti of Fiction?”, Advertising Age (June, 1952), pp.53~
55., in Engel, James F., Roger D,Blackwall, op.cit., p.566.
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44) J.U. Farley, “Why Does Brand Loyalty very over Products?”, Jouknal of Marketing
Research, Vol 1(Nov, 1964), pp.9~14.

45) Leon Festinger, A Theory of Cognitive Dissonance, Stanford Univ. Press, 1957, pp.1-10.

46) James F. Engel, Rogers D. Blackwell and david T. Kollat, op. cit., p.496.
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47) R. A. Westbrook and J. W, Newman, “An Analysis of Shopper Dissatisfaction for Major
Household Appliance”, Journal of Markeling Research, 15(August, 1978), p.457.

48) E. Laird Landon, “The Direction of Consumer Complaint Behavior”, Advances in Consumer
Research, 1977, p.337.
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49) Ralph L. Day and Laind Landon, “The Hidden Agenda of Consummer Complaining”,
Journal of Relailing, Vol.57., 1981, pp.86-87.
50) T. G. Williams, Consumer Behavior, Newd York, West Publishing Company, 1982, p.506.
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51) R. A. Cardozo, “An Experimental Study of Consummer Effort, Expectation and
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A 2y 2 HERES Uk HieET ] EBYE ¢ & ded Olivers
gl i 8N HE Wimeld Wis ik HETS ¥ + v MBS
ShEel Wi oebd Wifgech X% Avbs BT ol FESN Wied o
A= KEENE FEAC sy

£38& HRE THT AxoialE

52 wAt Aol ae Wolalel o PRES) MR NS Miks] 9
R shiel it Bl mEve s Tro IMRES HAS RHEH 9
g FEH EBIS IRl Qo

57) P. Kotler, “What Consumerism Means for Marketers”, Harvard Business Review, May-Junem

1972. (BS5IH : w/fE, HBRERE TRZd W3 pik B rRX, HERKA BB 1985,
pp. 25-27.)
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chAlA oloh e AFeeEe M ol AEANES Bl Aol R
B WS - B RIES ] A MRS 5 B 02k Sk ok

Ageleigoldt walol Webd oa HRE Deish gou MRES RREH
FEABE RS gl Wb o JGERS TR gE Aolch oY Al
o qlste] WARES AWT S Mshod Folshn gt el 2e 28 MY
= oA b RAR TS ok A, B0 EROEX HE W A
PS4 g B M RES R MM AW (AT, e - AR
T SE ISP ol Al HEN EA BH o R MEE A Kt
IR MOl B Solch A, e (RESEEC A MREME ey
PR RO MEE M) R0 BHE S S dov) oW (THBERERC
24 M2 MEE FGHEL B Bk els shtos w&ny Hil
2A) (38l HEON RS ML S TEN MM HEN MR BMEAYE
o gl Aolch .

Jelow olge) MHRERMEYG AFedssgel UASE FRE Boh ERM
olHA S BRI SR ol gl ANk PIBES] HUEE ARRsHzo) gl Aolch mei
dgrolelel MM Muesl) Aolids MBS FARES Lol she RF - K
Wl @ ERS MUIShY sk Bl JiTslelor ¥ Aolch
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BIVE RELH BEE TWE BETH

F1& BES 8093 BE

—f e g MEMARE sl HERESE WL == THRES &kl 2o
ol2lgk W MHIsy] HAshAs HEMA FHAES 3k FHEMA SHE A=
of & zloln o]F KER 3o rnlolAd BMZS widsteiol & Ao

A PR HERES T KBS et Bael glene MRE 2=
A NEEHS BEE (e Hirsheddl RS 2 gled, 2 #H
g2 RELME BH= HEBES HEoR 3, RELHEES MM My
e o2 ARSI

HENE S HEE 78 w1H37] AT 7HdE ARzt feAd zole A
sohled SRS SHos HEEY THRE ERE Edsigles ¢ ozt
71943 obgel i IEIKES oAl o3 HRBRESS THWE BRE Lt 2%
g1l viobAR Emgel 3 BB V¢ HES #rsked Uk

B8 BEAEMS ExE U SFE

1. SARme| &5

A B BIS IS BiTs] Hstd EHEOQD PIEBEFK 2= SR
RELRE BEES HEos sfglor, MENSE REXBHS BMbd #iEs

§

JEHE HEow stglch HEES RWE HEE dohrr] HAste RN RAESE
= {EHBIGA, F 37088 NS Adfiste Massislon o] FellM A
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READ 319hE BRAE 330KE ZHAT Shbrelalch
A CRES A% RMSE R L BAENRIS 199249 4% 209 - 59 3U7kA B
fToh9ly AfHE) ST SPSS/PC Programel ojsle] waboizich.

2. FRIES KEH

HEE BRITEA I REE AnHET FHE S 77 Bl s, MHEE
o] REAH BAKSR == BEMEY FARE 228 17/ HEo 2 slgen
e Es7) dstd 28es 2559 MR HARECh

3. SmAE

HEES TRERE 5537 dstd m3e Xestde ReEd BHe K
317] A8l SPSS/PC' =g 3g o|83led x?(Chi-square) &S 08 ¥

A3hglc

4 RO BE

2 BREe) B @mab] dskel oheal 7ol ERLe @Estich

W 1 MRES TRE RS ADSEHY i @e o ol

B 2 WEES WAMEA o2 TWE AMES ADHGEH Hitol Be oE
Holc}.

B3 3. WEMRE % RRES Mkehs SMol WREe AR Kt
w2} ohg Aolch

BB 4 MERES FWE PEERS HREY ANFEH B e oE
Holck.
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R 5 HEE NRE KES BELRE KREEs 192 @2 £ER
of ZER7F & Zelth

3 REARWES RESW

1. #&%9 An#atey 4%

A prouolA B&fulol BEY ANEH S R 4-1olK BE vle} zho] 7Y
BES BE HE 29 3440 19.4%, AKIF7E 13.2%, FFdo] 10.0%,
571 50.05 S22 vehty glojA F47F AA) 50. 058 2A|stn glon, iFE
A2e 30tH7} 61.2%F 8 2R3l Qut. =3k BEER| SAS ww 7o)
72.1%, WEo] 23.2%, FEo] 2.9%, FFol 1,8%E Yelxtorn! EAEEE MERE
PEfE ol MR (CEES AR Yok Fo Bol oM 290l 42.9%, 190l
25.3%% Jepda glow, FrffkhEed glojM: 505k ol4b 100ukd w]mhe] 50.3
%, 1007k o]4F 2003kd wlgto] 23.8%, 509+ wulwlo] 19.1%, 23 2009kd

o|Ato] 6.8% % ‘ielts gich
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E 4D BEEES AOREe 4%

= 5 N % H] vl

deg Coo0m % | 219

30 208 61.2

40t o] 4} 37 10.9

sy | @x | 6 | 18

=F 10 2.9

oE 245 72.1

= 79 23.2

xejn Ak 66 19. 4

5 34 10.0

Akl F 45 13.2

aAb 3 0.9

= 170 50. 0

Ay 3 0.9

71e} 19 56

4 2 7] & 249 73.2

n|E 91 26. 8

A= 1= 66 19.4

27 146 42.9

39 32 9.4

4-5 3 0.9

7]%_ B ?3 ,,27' 4

254 509Hd =gt 65 19.1

1002k ujg} 171 50. 3

2000+ m]ul 81 23.8

2009k el |23 | 68

© 30 | 100.0
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2. RERR METEBHO CE AQREH ERSH

HEE S RuiRes WMEs] A% BRRES 317) dstod RES ZmBEE
A REQ B o= 7R 2|3 Qe Uubl 2-lS Am Bul HERREME
B, HEEGSR B Es 22 it e EIFE, BAER o=
TR = glck mely o] F Mo w AnNFite) BBl o3 RN ERE B
Zel Bm R 4-2>9F zbol vehty, ol BRES KFEWISE Hrs de=A
REE WMRES) FES BAT 5 glon, oF weos MEZJNAL vty
WEITHS #TF, BEENAS HWRE fEam oA TAY & e
ootk

(Fk 4-2)0lA B vlhe} zro] REAR MHEES ADHEH Bl 23 SALS
HEM ER7E s Aoz ey ot & Sget BEMmds 27 BT
Il BRfkECls A BHBMEC] 2 Aeg ey gtk

1) BEEY BmEMM i3 MEEA EREEQ BE, KKodt A7 BRE
R, BB Solx oiwit MBS Wy Slorbe sl 2 &R BRI FRil
2ol a=0.01o4 HEHA ERE Jepllz gick

2) WS WEY o MEES] MEMN ¥ 34 BEEIHoRA Hame HE,
B, dagl, B Sl disld 53 RER orsl 2 &R A5 FEKNEE|
Bkl izt fFERGI AREE o]l a=0.0504 HEMY EZRE el ok

3) MRES RERY BI= FFS dotnr] Hsto mEE RR3td HETD
R EENZS AEE) 0.00000)T FRYES 0.00022 Jehdn glojH a=
0.0104 HEM] ZRE Jehlx gck 12z RERS ESG iz &E
9 8% ohid FE I/l e FHEE AEN 2 &R BEIEs ot
0.00350] 2 fERRFI 2+ 0.00002 vtehtar gleja] a=0.01¢4 -9 £RE
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elfja glch

4) BBEEC EELELTS] Mo i REEAS Rk MEE FeeiEies vy
A Herhe sl 2 &SR BESIE< AEE 7T 0.00000) 2 FReFI == 0. 0001
2 e gl a=0.0194 AR ERE Jehix gich

5 MEE RER WMEKKE i Bz F2 BHs = BEES
Traty, ERNH S¥E RAWE. Hfit S22 Hsl 2 &R BEEjEs
=7 0.00010) 2 FEEHI 2= 0.00008 vehdx gloj4] a=0. 01904 HEH
ERE e gl

6) BEE7 Rilks BH3 49 WalHs S53ke KRe TV,
FE, BERS, DMES, AR, Hft 502 od KRS dse=rt 2= R
HER SHEzE fox7t 0.00000]x <deEa2 0.00008 Jehdi glojr] a=
0.01014 F2jAl ztolE elfia glch

7) HEES AW N FERIEEA FEE, B4, 9l e, Hit F
o2 REIN 2 R BEAZ= o271 0.04190]1% Al 2= 0.00072 Yeht
T gloA EHERE folaal AtolE vl glx| @ow, ddas a=0. 01
A FolHel ApolE Boli ik

8) MEE7l REIRS MHET + Wi 3 TRES =2 A% ol g &
BHE ogA & 27 2= el delA BRI f9%71 0.00000] 2 “ERsH
2% 0.00002 depda glojd a=0.01d14 F&JHal xpol& vehlz Yok =g
MRS ] 1TEholl N KRl delM= B fo57t 0.44940) 7 bR 2=
0.0000% vehtz gloj4 sEaE foAl ajolg vehla gla] gon) o=y
2= a=0.0104 {FH Apols e gich
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(R 42> BETEHS BEIL FK5 MM
BRI 51 1
BT vt e e | et | oo | ae | B0
HE R R ) 21,6258/ 9 | .0101 |62.3607] 6
BT 40.6138] 12 | .0001 [19.4792| 8 |.0125
A 38.3565 12 | .0001 |31.2123] 8 |.0001
B 33.0149 9 |.0001 (31.2146| 6 |.0398
oizkel  19.8331] 9 | .0190 [21.7486] 6 | .0001
57 76.3248| 24 | .0000 |44.5374| 16 | .0002
B 29.3105| 12 | .0035 (36.6862] 8 | .0000
I SR AT 47.9934| 12 | .0000 |31.2788| 8 | .0001
i N 38.9713| 12 | .0001 [57.7519] 8 | .0000
HHES 57.8477| 18 | .0000 (44.3844| 12 | .0000
TR 21.6981| 12 | .0419 [26.9651] 8 | .0007
BREITE)
(M%) 52.5887| 12 | .0000 |74.6801| 8 | .0000
(R NE) 11.9539] 12 | .4494 (42.3073] 8 | .0000
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3. BRBE X MR

@3 1 HREY SR BREE An §Et Fttd gd=t o Zloldh "
g B4 W AFo s BER, FEE ARE ERoE Jehd 5 g Aol
o, B 4-DF K 409 )

B E AREERS 29 Gk 4-3d4 B ukst o] a=0. 055-F¢l4 #4
A ztolE vepl glow o] nEF4Fo] HEEI & HES AR Yo
e EBRG) KES 2o ViAol digh 895 0] 51.85% Ad won, I o5
o2 "mfuAl” §Fo] 30.0%0]l3, “tizlle] 8.8%, “MA el 2.1% “7IEl" 7}
7.4%% Jepta gl

ujeld ololAR) (RAREE-S (Hixol Bl Ha HEY + U=H WES
g Zlolw, mE3l wpA FRo] ARHGS v WAKKK oY AME Au|2T} ulRis
oo} & oz Aztgich

TWHE AREBERS B9 Gk 4-4)0A] B vle} 2o] a=0. 015-Fo4 {2
el zjo]ld bl gleon] tjy-Eo] 30u Awjabrt Z wlFE aARste ok A
WE BNG| KHES wm 7 Hol oigh 8ubE"o] 51.9%% MY ¥ou, 1 thge
2 “Bpual” B Bo| 30, 1%o0|3, Tz}l o] 8.8%, “MAF ol 1.8% “7IEV7l 7.4
%2 vehda ged ol gy BubE ey HWits) ¥ W, E2S FEWE X
< el gl Aotk

wrebA] slojsilel fRiERmE S [HAkol WA o HWED 4 U=S REsolok
g Zlo|of, =3t wpAl PFo] RS dis iAscH#iot AFF Aujast mlas

ofef & zleog Azbect.

_42_



(XK 4-3

SR TRE EHE

B ® |6 M| dad | w=A" (K | & &t
&= o
1 3 3 6
=% 50.0 50.0 1.8
1.7 10.0
.9 .9
2 5 5 10
TE 50.0 50.0 2.9
2.8 4.9
1.5 1.5
3 127 7 20 75 16 245
IE 51.8 2.9 8.2 30.6 6.5 72.1
72.2 100. 0 66. 7 73.5 64.0
37.4 . T 5.9 22.1 4.7
4 41 7 22 9 79
RIS 51.9 8.9 27.8 11. 4 23.2
23.3 23.3 21.6 36.0
12. 1 2.1 6.5 2.6
N 176 7 30 102 25 340
Al % 51.8 2.1 8.8 30.0 7.4 100.0
Chi-Square D.F. Significance Min E. F. Cells with E. F. ¢
21. 69817 12 . 0410 .124 10 OF 20 (50. 0%)
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(E &4  FR3 TRE ER

Ak o] v =]
! 7t A A A gzpd b= 7] € S
T - 1 2 3 4 5
1 33 1 15 36 10 95
20-294| 34.7 1.1 15.8 37.9 10. 5 28.0
18.8 16.7 50.0 35.3 40.0
9.7 .3 4.4 10. 6 2.9
2 123 5 9 59 12 208
30-394 59.1 2.4 4.3 28.4 58 6l. 4
69. 6 83.3 30.0 57.8 48.0
36. 3 1.5 2.7 17. 4 3.5
3 20 6 7 3 36
40-494) 55.6 16.7 19.4 8.3 10.6
11. 4 20.0 6.9 12.0
59 1.8 2.1 .9
A N 176 6 30 102 25 339
% 51.9 1.8 8.8 30.1 7.4 100. 0
Chi-Square D.F. Significance Min E.F. Cells with E.F, (
26. 96519 8 . 0007 . 637 5 OF 15(33. 3%)

R 2. HEES WOEHY 4 THRE K¥ES AOHHE Httd ot o
€ Zolch "ol g S5 R BEoRAME BE, RG] SEAN N WEKES
2 yehd = gle Aol (kR 4-59 & 4-6>7 2
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(¥ 45 BE3 MA9 R[H st REAKE

T * ol $-oF & B % = £ An g ks A
1 6 6
== 100. 0 1.8
2 9 1 10
=% 90.0 10.0 2.9
3 10 207 11 17 245
Iz 4,1 84.5 4.5 6.9 72.1
4 6 59 10 4 79
W 7.6 74.7 12.7 51 23.2
Al N 16 281 22 21 340
1% 4.7 82.6 6.5 6.2 100. 0
Chi-Square D.F. Significance Min E.F. Cells with E.F. ¢
11. 46595 9 . 2451 .282 9 OF 16 (56. 3%)

BEHNZ HHY SEA N REAKES 29, o9kl 4.7% “BE 0]
82.6%, "€%7°] 6.5%, “HEEL = uhbgol 6.2%F el glek. o]g} o] &
el A g WRRS R 4-50004 Bt ule} zto] BMEEANES] wleby §oA
A ER7 Qe e Jepdy gk Awlle] ATEAH EAL oiiy vEsE
HEREZL 2 HES X3 e d4och

oA ofell iyt wlolAY ERMK-S HEAY FEAAES shiz MBEHGT O M
fE=lolof & Aoz Azbe 4 gich
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(R 46> Fip3 &2 &EO oist WEKE

ety | wo® | % o= | wus | @ A
Y
1 4 68 9 14 95
20-294] 4.2 71.6 9.5 14.7 28.0
25.0 24.3 40.9 66. 7
9 9 179 13 7 208
30-394) 4.3 86. 1 6.3 3.4 61. 4
56. 3 63.9 59. 1 33.3
3 3 33 36
40-494)] 8.3 91.7 10.6
18.8 11.8 f
!
|
#) N 16 280 2 21 339
% 4.7 82.6 6.5 L 6.2 100. 0
Chi-Square D.F. Significance Min E.F. Cells with E.F. ¢
22. 93893 6 . 0008 1. 699 4 OF 12(33. 3%)

FRJI 2 BGhS SVEC i WEKEES 29, ToleekETol 4.7%, “EE )
82.6%, "4l o] 6.5%, “HRECH & W&ol 6.2%% viehdx gl ojef o] B
] AREel ¥ WERRE Gk 46004 B ukst o] il FEfEOl whebx
a=0.0157FlNA Fo4AQ E£R7} glor], dii-Fo] 30the] HEEZL T HES 2
At = Aot 30t) AuAbe] whgnlES MW, “vi-9FE7F 4.3%, RET

o] 86.1%, “ER"F ol 6.3% “HREHL = uhgol 3.4%EA UE FEREI= BRI
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I 3= Zelch

afeta ofell gl clobAR M= ey wlolsily By clablAR B
HEEHFH Mitsloler & Zoz Hird 4 ok

R 3. Wl E® RWES Mmshs gifle] HEHS An#atn it
o2} oS Zolok. "ol g i F BFE o 2A= BER, TR TREER Je
4 o 3lE Ao, (R 4D Gk 483 3k

T 47 B HRES FTHRE AR

TuAAR | 8] G | F 9 o | R4 3 A
S

1 6 6

5F 100. 0 1.8
2 1 4 5 10

% 10.0 40.0 50.0 2.9
3 159 22 37 12 15 245

A= 64. 9 9.0 15.1 4.9 6.1 72.1
4 42 17 7 7 6 79

) Z 53.2 21.5 8.9 8.9 7.6 23.2
A N 208 43 44 19 26 340
% 61.2 12.6 12.9 56 7.6 100.0

Chi-Square D.F. Significance Min E.F. Cells with E. F. <
52. 58875 12 . 0000 . 335 10 OF 20 (50. 0)
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(K 4-8 Fy HEREY TRARE AR

B 5 T | JFE B E7 & B8 AR | A& &t
1 56 16 13 10 95
20-294 58.9 16. 8 13.7 10.5 29.0
26.9 37.2 29.5 40.0
16.5 4.7 3.8 2.9
2 130 26 31 19 2 208
30-394 62.5 12.5 14.9 9.1 1.0 61.4
62.5 60.5 70.5 100. 0 8.0
38.3 7.7 9.1 5.6 .6
3 22 1 13 36
40-49A)] 61.1 2.8 36. 1 10.6
10.6 2.3 52.0
6.5 .3 3.8
A N 208 43 44 19 25 339
% 61.4 12.7 13.0 56 7.4 100.0
Chi-Square D.F. Significance Min E. F. Cells with E. F. ¢
21. 69817 12 . 0410 .124 10 OF 20 (50. 0%

PRAZE FNRERER BREAYE o, HEES) KEI HkE By, “FuiA
"ol 61.2%, “uld’ o] 12.6%, “&el” 12.9%, ‘W o] 5.6%, “FHA" o] 7.6%
2 vl gloh oleh 22 RERREol uigt HEEY (78S (F 4D BE
upe} zro] BREEKHES) weld a=0.0104 #oj2ql £} glow, tite] v
T HEE T HES AXstn s Pt S g Aol
=7He B 2 &R sloh = ukgo] 9. 7%z “‘ok & ukgo] 90.3% 2 F=
ojgh= B E-R fEEgo] ¢l Ao® Jehix glon] 31Zo] ol gloMx
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Sleh= 4hgo] 91.0%2 A velstch. e diE AwjARl A9-= 13.9%7F g
e S EAE o vehdy gl o] w245 HEETHS HEHos
g3ty = Aow pET 4 Qo

u2ta] ole] oyt ERMZS HEBGHBEAE] HREES mlksly uo BEr<
HERAAES U2 HEBREHE b=l & 22 HHE 5 o

FE THREFREC BRANS o, HEBES EET Hks vd, “TiA
A7o] 61.4%, “uld’o] 12.7%, “&e]” 13.0%, ‘"ol 5.6%, “FHAl"o] 7.4%
2 vepia goh ofeh 2 el it HEES] 1TEHE (X 4-8oAM H:
vhel Zro] fEREH BEE ol Wl E a=0.059F 4 FoiHql £RI} ¢on], i
o] 30uHe] HEE & HES A5l de daleld. 2AEE 2882 Aol
A7 A & AT U = qkgo] 9. 7%l ‘Yo’ = ukgo] 90. 3% 2 FFk
o] HL MEYTS BBl dv AR Jepgton} 300 HERES A9 B}
wml ez Jeptw gch

atebs Ewpilol et RHET BRI EE s dehda glolA old oidt
B2 HRESBEAHY FEARES iRz o BENY BAFEY shis
HEEHH st=olel & Zez e 5 gk

B 4 HEE TRE FEERS HBREY AN Htd dg OE
Zolck. "ol th3t S5h Y BE o2 E BHA, ERD RE Y e KEes
vebd 4 9le Aelw, (kR 499 ok

(B 4-9 BES E5 =dlcol st KRR KE

& il |
= 7 _ %
Miatie | B e | BRE | BatHE | BB | B REE

A 76. 3248 24 . 0000 (44.5374] 16 . 0002
= 29.3105| 12 . 0035 |36. 6862 8 . 0000
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BECE S WEMGC e MR SEiRe] BAs EFE dotrr] Asto i
B Rste REY 23 PR ERE ARAKES a=0.0104 oA Afe)
= Jehiz 9ok 2l RERe Kl delME SR @47t ohid &
BEzbol Y FREES Fersl £ SR BE FH AEKEEC] a=0.0104
o)Al xjolE jehl: glck mA=o} AnFiatry M) BER, Fin5 BEM
ol AT BBMEe]l &S RRE Jehtz glew, ol =B AR FFHES RIE
ol golMT fEE, A, oAkl wh=A, Hip S TR ERS<) BE
FRHIE HREAKEEC BT a=0.01004 FoH ol depi gloiA REE
wWEel A Oty BRME HE MBHEY 22 AR deEuth

aebs slolAR B FRE EHEE Fakst olol it SERel vl
g Aolch =3 WEES THS MET BRI ESY A Rl
Q WRESLBEAEY EAS HBREHB EELsr & Holokh

3L 5 THBRES AWE KEES MERRE Y UREED 13 @2 £EH
ol E7} & Aolth” & Hisly] Hste) MHEA) Y EFEE WED &R
chea 2 RS dEde 3ok

FAEEERREE o) gloj4l: MERE S Hhttol whebd R57F a=0.01e4 o4l 2t
o] & vz gtk F WMEE S HtE BER S £ o, REKE o2}
A REMES sl gde Aew dehia gich

i
K

BE 2 fyndce] BEMES BH GR 4-100004 B vpel 3Fo] dif-Eo]

7] Roke BE BASY) PEES Bt TF Bslel e 2 & g 13
U4 2% olele] shelel tjalaE SHnAS FES UeE & 5 v sy

2 2 o nE35E HEES St A7y REBKSE ol=bsor & ot
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(E 4100 BEER miE LEE
dAsjolo] | @ A~ | BUE | EA= | FmY | 7] o | @ A
F oo
3 3 6
ER3 50.0 50.0 1.6
4.9 6.7
.9 .9
2 4 4 10
T 20.0 40.0 40.0 2.9
3.3 14.3 8.9
.6 1.2 1.2
31 24 1 16 4 169 245
aE 12.7 9.8 .4 6,5 1.6 59.0 72.1
50.8 85.7 50.0 94,1 100.0 74.1
9.1 7.1 .3 4.7 1.2 49.7
25 1 1 52 79
S 31.6 1.3 13 65. 8 23.2
41.0 50.0 59 22.8
7.4 .3 .3 15.3
N 61 28 2 17 4 228 340
Al % 17.9 8.2 .6 50 1.2 67.1 100.0
Chi-Square D.F. Significance Min E. F. Cells with E. F. ¢
76. 32848 24 . 0000 .035 24 OF 36 (66. 7%)
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<K 41D

FipR) @mE DEE2

dootol | @ ~ | B | EA= | Fme) | 7 e | @ A
S
L 1 2 3 4 5
20 - 13 1 6 75 95
294 13.7 1.1 6.3 78.9 28.0
30 - 35 24 1 11 4 133 208
394 16.8 11.5 .5 5.3 1.9 63.9 61.4
40 - 13 3 20 36
494 36.1 8.3 69.0 55.6
N 61 27 2 17 4 228 339
A % 18.0 8.0 .6 5.0 1.2 67.2 100. 0
Chi-Square D.F. Significance Min E. F. Cells with E.F. {5
44, 53742 16 . 0002 .212 12 OF 27 (44. 4%)

TFRAI R e BAMEES 2y Gk 4-1D0A BE vl Zro] diffo]

30 HBEREZE & HES 2R glon oW SAHRA=E EFIH]

Brhe BE BA=s HiEe fefts oF RS Jss & 4 ok ey
30t ols]o] dRFel hafAs dF SAHRI=Y RESH YT & F Y=,

R E & o 30chFrol HRBRES AME A7 EERKS vkdsiol & Ao

ct.



(E 412

Bh3 BE DHEA

of -5 k7kyey | B & 34 o} F g A
7 ou T84
1 6 6
=% 100.0 1.8
3.8
2 4 5 1 10
TE 40.0 50.0 10.0 2.9
57.1 3.2 1.0
3 3 28 104 82 28 245
rE 1.2 11.4 42. 4 11.4 11. 4 72.1
42.9 65. 1 66. 7 75.7 75/7
4 15 41 9 9 79
1= 19.0 51.9 11. 4 11. 4 23.2
34.9 26.3 24.3 24.3
A N 7 43 156 37 37 340
% 2.1 12.6 45.9 10.9 10.9 100. 0
Chi-Square D.F. Significance Min E.F. Cells with E.F. ¢
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Summary

A Study on Dissaticefaction of Child’s Cloth Buyer

— Emphasis on Cheju Region —

By kwan-soo, Kim

Department of Business Administration
Graduate School of Business Administration

Cheju National University

The purpose of this study is to analyzing the buying after dissatisfaction
of child’s cloth buyer for set up effective marketing strategy and consumer
-orientied marketing. The method of this study is to examine through
theoretical and empirical approach to accamplish the purpose of this study.

As summarized, This study consists as following :

1. The theoretical study examied decision making process and buying after
dissatisfaction of consumer behavior for child’s cloth.

2. The empirical research were randomly smampled those respondents who
purchase the child’s clold’s 339 of 370 buyers in cheju city. The
empirical analysis were established 5 hypotheses and statistical analysis
were used frequency, crosstabs, f-test by spss/pc+ statistical
program, which were analyzed into what difference demogapphic
variables of the child’s cloth buyers has made.

3. The results of analysis is as following :

1) The type of dissatisfaction consumer showed that percentage 51.8%
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out of total purchasers reconized product price, next 30.0% for
needlework, 8.8% for design, 2.1% for cloth color.

2) The level of dissatisfaction sonsumer showed that percentage out of
total purchasers reconized 4.7% for the “very good”, 92.6% for the
“normality”, 6.5% for the “dissatisfaction”, 6.2% for the “ignorance’.

3) The type of dissatisfaction problem settlment after buying product
showed that percentage out of total purchasers reconized 61.2% for
the “buying rejection”, 12.6% for the “criticism”, 12.9% for the
“protestation”, 5.6% for the “prosecution”.

4) The factor of ingluence to dissatisfaction showed that percentage out
of total purchasers reconized in order to product price, needlework,
design, cloth color and demograpic variables verse dissatisfaction
variables relation showed thad significance.

5) The type of dissatisfaction as brend loyalty problem showed that
percentage out of total purchasers reconized 11.6% for the “brend
consideration”, 42.4% for the “normality”, 44.9% for the “nothing” as
education variables.

The marketing management and strategies are as following, Through
the results of the data analysis, the marketing strategies are that
marketing management, market segmentation, consumer education,
product quality control because demograpic variable were able to in-
fluence to consumer behavior.

Because child’s cloth purchasers will be boycott or aviod to
dissatisfaction products, marketing manager must will to be new
marketing strategies for consumer satisfaction and development

corporate.
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