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O SYMo=Z LIEHGTt SEHR0| H2ZDo] AT H1o| 6t 2 &% eists HAIGHAICt
ZFH0] : SEUN 2HEH HAN, HESY, X227, MEXA, HEZHIt
I. M2 BA=E A ZYA B ;= (national brand) o
H| A stk 7Aolgk= o]Ho] Fol= B
HE¢A BWE (private brand)= thF 0 E StaL 4 AvARbEe] F4d sk B9kt
oAl Wisly Held T thFst JHlE Gty < Z+31 9)7] wiZoll(Shapiro 1993), f-5 G
i glom AF HFE AdFoNAM oF, 71 = T AFe FZE obHstsla AT
A SO = A F5HA wE 7] 88k Al=E TR SkaL gt o] <
A zRAsE vl S ST ot 3to 2 fF5dAE A FAAA =S &
(Groznik and Heese 2010). Z1Hd] 8594 et AFTYFT =L B3 vty =32
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%
Sl QUok, Egk A =TF 2 Al A
oko] AFE Sl FE A 2= AlFe] 3
7| Al(package)oll 3G A=HA A& &4
2 Yeld AEH 3 (ingredient branding)-&
P e AT I SR,
cE2Y 52 fFedAdA= 8 E A
(limited resource)©] L -F-8 A ZHGA <o) Al F
£ 2 7} S S el 594 2
ol A-gsh=dloll= A7F .
Eigl ELEHOH EA de= e Basrg
o] Z7Fea 9ok, WA 1A Thg e 1
AFER} BAlE wol A 1)
of|(Zaichkowsky 1995), Bl e §=9
A NAE F 23 viA Y H o]tk (Kumar and
Steenkamp 2007). o]o] BHE Zoz T
FHPFES 2003958 AR 9 fs A Al
BPH=Q] 9o S (WISELECT) & ‘Zo|X

A (CHOICE L) & W73}, o] o] 4 o]&
o] &5 7]¢o] of 9] AAE=E Eol=Hl

SHAZE lvkar Bu w3E Ao F5YA
7 HEYA HA=Re] F24e AN
e e UERlEE AoeHeins
2011). F5A9A B=gof #3k A =2 f

AAE= AAA
name)g & AHESITE AAA Bl=we
A= AlF #d AEE or]Fow
b= Aot} (Keller, Heckler and Houston
1998). o]¢] o= AR AH-HIL = FEY

=

B = (suggestive brand

Q1 sl ¥ @
5o} S2)u YHE o} S AW,

T 10744 FEo] FrElo] Y 105 1]

Richard, Jain and Dick(1996)2 %5 4A)
BHAHE Aol Wk njxpikg-el
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ATE B o] FAAA L ot FEGA
BH=g ZA o #SE AT mlFsitt Az
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g 2] slg fetos nasrl oz
3F7] W&ol (Hong and Wyer Jr. 1989), %
JA BA=9} Adste] B A9
IS B4 AL o7t . e s
M7} AES Bk ol AlERd el
ug} oE ¥k Hol7] mwigo] Bil=rgo
A ZA7E A At 22 A
T ol wel vh2A veRd 7ol dot
ool & dAFelME FEAA BA=T A4
Kol AFFE he AFH A THE
o) o] theA] ®A R g,
=4, A7 200 M = A BIET A4
o] AFFE el wE AFF7el vlA=
AAET, AFA A 22 2onjzp 54
Foll osl of9A 2HE=A] AE A}
t}. Av|A} A7) =34 (subjectivity) 2 <l
H|Zpokeh ALLAA7F B2l P H A 2
e F doernz FdsHA vHeEtA|
5= 7Hs7dol vk 53] e Al Bei=
AFS AT AF= FAvlsks F5dA A=
o] WEshs AANAT =EH7] wiEel H
Hold) A} % S Has AE
ol o] o] Pl 2w oW Alig B
7} e ARG Sao] AN 24
WeE 488 Aoz dgEd de 3w &
H 2= Al J7kskr] Sl o4 @A s A
St ol YEFE vA= W Foll st
7h o AlFl #g ARe]r] wiEel

(Maheswaran 1994), o]9] Zd 2 oJ&ko] )3
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M= EAHE A} gt kst B8
o] =1 HAl=Ho| okl SEUA B9
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(e}

A
AlF B 7 A FE5AA BA= AAGe] &

B 298 5 Q) dEelh, o2 B &
Aol AHANSS FAD F ode
wAE geke 271 918 HEA HAEr
AA Aol AFFF ol wrel A B bl v H=
GG BANA 282 54 W) A8
o} AFA A0 o H 2L Bl=A| Lo}
oA ogd, AV AU FEYA
BAE] T wge FAAD 5 Qe B
& AN R} g

II. o|2X Hi&
L f5dA BA=) B3 37

FEAA BA=s AZA Bl=o] g
A FEQATE AR 7]
: ’3}04 AzAA oA et AArkste] 2HA] B
=8 Rasn A BN defske A
o|tH(Soberman and Parker 2006). o]+
FAA) Al BAEE A{Et 22 A
S NAsIe #Aufiste A= 2 (Lewison
1997), AE HI:=(store brand) E+= PL
(private labe) 2 E2|7|% 3t} a8 7%
QA BAsE A Al AN ol
Ao g2 AA §EAAEFLE= xEEE )
£ zk= Zo] dulA o]t (McGoldrick 1984).
FrEdA BA=Tt f-5 QA AA wiEelA
2 A|Eh= Hl5o] S7Hgtel whEt Al 7FA] S
N A7} o] FolAgith. A MAl= &H|At
SO o] FEYPA BA= Fujo] dF
Zeu|Rke] QIS A1 544 Fol
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et =a 22 v E vo m(Ailawadi,
2001), " HHE 37t
Wil WS-550] v H(Baltas and Argouslidis
2007), BHE A&7t 22 o2 AF49
B ATHEFA], Maed 2010). 2183 /%
QA 2= Fujdd vpAE dlgdl] 3 A
T= o]Fo| M=, #7128 (GOmez and Okazaki
2009; Lin, Marshall and Dawson 2009), 2+l
3} o}o|t]o] A|E(Catalufja, Garcia and Phau
2006; Rubio and Yagile 2008), X A4
(Sayman, Hoch and Raju 2002), A|Z} $J& 7+
A2 =21 3K(Lin, Marshall and Dawson 2009),
Fe R YL B3 == =2 (Amrouche and
Zaccour 2007; Gomez and Okazaki 2009), A
zt 4, Az 74, AE FAERE, JAd
H], o] 2012) o] = Aes #d A7
A Yehgtth T Al A2y SHoR o
= oAl BI=TE AxgAet 5 HA
Fo] B714 #Ae] Fto] Hth= #Ho R
(Fad, AZE, olsA 2011; Gomez and
Rubio 2008; Kumar and Steenkamp 2007),
A BIA=T} AzGA A vl A= 8 A
Aol thal FAF Zolvt. Ax=GA o F5
JA BRE AF B FF A &8
TR A, AF2 7S FH(Dunne and
Narasimhan 1999), 29F A1 Y-S 71Hs3HAl
Sl ZAPAF BRlE AlFo] dvfjell A9 == H]
£S5 A7 (Timmor 2007), A =2
BAHEV} Qe AxdAe 8 AxdA B
Nev; FEJA Bl=eto] FAA Hash
A, o] BEo g AAI o] Foled|
o|& EPst= thete] Hroke= Zolth(Kumar
and Steenkamp 2007). UjollA] o] Foizl B}

Neslin and Gedenk

S

o

T8, AL, o]$A2011)9] dTollM A=z
FA o] FEHA BA= Ak F-5FA ek
714 BA) A TS

= frEdAe AFFE, AA5FE, FA4,
A& el of3l S etk Blo] B
SRk Al A= FredA SHOE F54
A BP=TE {FE-GA ol v x= g3
A8k Aol fredAle Al Bl
= AFe dE B3 AlxzgA HasRt

e AR e nh, ol SARTH

L

z

w2 of

o] Bra Mok (Wulf, Odekerken-Schroder,
Goedertier and Oswsel 2005). T3l S-E A
= AzgAete] AAlNA FAEES Eoln
BA & QA ek AHE A R] X oM AE T5
sho] ZmjAbe] HEFAHEE Eole ZeR
YEPGtH(Hyman, Kopf and Lee 2010).
2 A= avlAE 759
B AlFel sl AS =7 A48t 5
A v A& o] Eo Y 7|7t B-olakA] ¢
te EATE o siushd fre Al Bils
AF2 7HA78 A H o] AN F22 AzGA
o] Al & WA= AL= 14 E7] wlio]
}(Quelch and Harding 1996), °]& =&3}7]
&8l HeFo 2 Richardson, Dick and Jain
(1994) Hxolw|#] #& Attt
QA BA=E TSt gk MR
T FedA AExAAMRE o] TS 5 Q)
7] wioll -5 JA7F A, AEAde] =2 4
Fole F2o] F5& Aolgt 7St {5
GA BAE AF] HHoE v @
th= Aot} Shinha and Batra(2000)&} Wells,
Farley and Armstrong(2007)-& Z~H| A7} A&

8 54 40 St 5 EE AEYA B

I [
Mo
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= AF] 7)Ao ABH FRE wol Al
%3]'04 Aol g BEHAHE HarA F
ojo} slt}al 8}t Geyskens, Gielens and
Gijsbrechts(2010)+= & HAl= 2173 (el:
good, better, best)= &3 A& TS A
8t B2} 5 g A BIE AlEH el
A WA gEA] QS sk Gk
CEiCs
Ueoz BEd, $AF, wExl2008)3
Vaidyanathan and Aggarwal(2000)2 9I4&
B4 FEA BU=e A2A DAE 7F
o] AEH ;Y (ingredient branding) A
A AEFGCE. MaCarthy and Norris(1999)& 4
£ BA=TE AFHEA dR 2857

iz §E5gA B AEGrtA BE
AE-S b EFgth. 1Hd AR Bz
BZ 982 AlFd AxGA BHET} 1F]

=

= SHAE Ak =g 75
A BRHE AFo] At T2 Hofsh= A
7F Fa AzGAe7] wiEo] FEFHA BH
|5 T BolA i HAEZ AR
o Z)zodA BaA=e] 47} 57
o] lok= A7 vt BlEo] 778 Alxd
A AGFE AL BTt 594 Bae
o] Qi B ARE-HE Zleo sl FA 4
e Jilﬂl“ AlF X@r

=
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W A7} olnl A BAER Q1 R el
o FA AL ALgIEA FRY 7%

oo HEYA BAsH Ya A o}
£ ozoluly] 91 HEA Aol mch

ELJ;GO] 5]]731110 T_‘!_'E 237]_ oL‘—_Eﬂ ,E_
Ao o] thete 2 f-5UA Bl=r
A 2GSl el AR} Sep, ubEo s

2H 2= AlFS ARESE7] o H el AlEe] }
A5 #str] ofels Aol AEH A

Aoz duEo] e o dAE E%EP
+=Ul(Hong and Wyer Jr, 1989), T+ A&
o] AAA Fioll wEt WA @A (intrinsic
cue)?} 97 whA(extrinsic cue)E TFE-ET},
a2 Foll 2RAPF oA T = go] &gatal
whgoll 43t S nXE 8Qle] HAl=
o] 7] i ol|(Zaichkowsky 1995) -5
vcrgo] S4o] AFR7te] od JFs
n 23 AFFE e & zfo|7} YA A

2 gg7} Qe

Hi=s FAE el AR AlEERE

Bl 2RAL AlES 2P 717] 23] /\P%Q%
Ao 2 o]E(name), 2il(logo) To|] AgH

Ao|t}(Kotler and Keller 2006; Zaichkowsky
2010). EHET L AT AR M 7 T
93 AFEFO 2 (Klink 2003) &AMz} A|EH
ol A Bgos ol AFEsRE WAl
TH(Zaichkowsky 1995). £ HI:H=L2 2l
Awg Foln 344 onAE A
FtH(Aaker 1991), T3+ Bl =& Fuff 2429
st Avjxle] FE4 S
o 2MAR ARk HA7}

7t @A 2 &-&3lc}(Fischer, Volckner and
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Sattler 2010). ©]°l Robertson(1989)& &<

B =2 xpEAgo] glar 7| i, 7=

= B (generic brand), Xﬂ EAS
%3 M <42 B A= (descriptive brand), A
Fol F= dd9s dehd ArH BIc=
(suggestive brand), A& #Hdo| gl A
o)A do]E ALE3E 9 ojF B (arbitrary
brand), A|F3 AF HF7} AE=A| &= 3

T2 @o]E ARR3E Fo]F Bal=(coined
brand)2 F&o] "Ht}t(Melton 1979). Keller,
Heckler and Houston(1998)2 B =S H
A= I AAR AF 3 JEE dLehe
AAA BREGI AF 54 ddo] H
2] k= tho] o EWlA A 2E o] AFA A
o7t A &2 ol E AREEh= HjHEA
B A= (unrelated brand name) o 2 &3}
Act. B A7+
I F59A BA= A A A (private brand

BT Ao =4S T
name suggestiveness)= A9 &4, Y
Fre @A Bll=rgo] yehle A== skt

ANA Bee] o)xe A, wAE 7}

BAE QREE Fola ANS AETH=U)
2o ¥e nHI"AFUAN &S =L F

A & Fub+= Aotk (Keller, Heckler and
Houston 1998), B AE &4 7ke] G4
< FXAAT= Aol vHAE I} RS BIE
7E Al SA1EAS o 7 WA sof sk
37Jrﬁ"]ﬁ‘r(Krishnan 1996). 1¥d fF5HA
BAEE P } A" g3 BH9 5

& Foes B ussl e 1

mlm
u9, r

jag

_19

Feloz BhE AR AEAA F7H5
= 77 -ﬂz:s} PR

o]l—_ 713:]—5].

i
i

E%E—t— é_‘ﬁg ah717F ol &} & H %E%g

25 £54 BT AEF9 oldE aiF
o2 AU v} gink. webd SEA B
=5 B2 vHA"AFYA A HE-& E0]A]
L AAA BAEES AMSEA olE EA4
g Qv ofd nHAIY & FA| SelA
5 AAH DASHo e ALgEE HHe of
o= 20A} AES S0} Hee

7}s3H stch(Keller, Heckler and Houston
1998). &4, AN BA=ge H7] 719H
Th= o]&o] QltKHlutz and Lutz 1977; Childers
and Houston 1984), AH|AFE-S FufoaLd
@% &} [q] oo ;%]Ef': E]—Aﬂ—g;]_x] OJ—‘.:_]:]. I
A A2l Tk 417 S 5 sles
BAd=ge go Ao 9H(Keller, Heckler
and Houston 1998), Z281d| #-5JA| 2=
2 FEAR om A& WAV FaL B
g HAAA B EgE ARgske A A4
32 gtk dfvbetd Rogt Hl=E A
0|7 ¢k& HAEE Yehd AlFL LHATL T
o Holl AlF FES Jﬂﬂf?:-_ 71 g171 wieol

(Nelson 1970), A|Z-o] &k AL} AH| =}
n}&2zo] ZklA 777} A Aol ek &
o4 BUE AT Y AE2 RS &

H|ZL AR =2 =] 7] o] Frj Al ol A
H|zoll Al vl Fol & 7|A1A HrsHA st
3 719 EEE o}k s, vjAAY Bis
]

2 719 &7} oFstth(Keller 1987). AlA,
AAA BAego vy Ao A=
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&7dol o] WA=l )17] whiel 2H
A= g HAdou dE o] THAAdS Al
stal g7 F7hd ¢ Slvks o3l it
3] ol2fek o]x2 AlxPA Bl B3]
HI2E =27]37F A 5 A Bil=oA
Y sl yebd 7hsdel ot fre Al B
== BAl=o] ofsby] mitol] AlFe] +

4e BAse g0l aTsed o A%
=

P}

B

2 ol B34 7ha e
2 o]gd F vk Aot} AH|Ak= AlF
3l AANE FHE FQ3skL AA] Ao
2 oJ7Ith(Wanat 2008). Wansink, Painter
and Van Ittersum(2001)9] IG-oA] HAE%
H57F AAA o802 7|eH A9 Hul
S7He Bol= Ao Yt o F3) Al
AA BREHE AF et 3H2 g
= olFojlle FFaWt due A & T
JthH(Cardello 1994; Cardello and Sawyer
1992), npR[Eo 2 AA| A BlEe AlEFH 7}
& flgk AA AlE# o] d(mental simulation)
<= 7Fe sl sllEthe old el vk AH AlE
glo)Moll ] AAAH Bal=rge An|A7) AlE
TE s AL 7hssA sk AlF A
AE A3 A8 2948 o 2 olalaiA 3
F7] wjFEo]tH(Adaval and Wyer 1998; Shiv
and Huber 2000)., Zhao, Hoeffler and Dahl
(2009)¢] Aol AH Algdeolde] 89S
2Astetis AbgEo] AF7HA ¢ M= A
HskA] Het N2 AFol AwsiA 2 o
A|Fo] 2H|AF AAloA AT A ES
v Hell Ao omA|S}sl= A A
AlEdlol o] Ao 7HA] A AT

FAA AFHNE o1 Aoz ve

VI TR RV

o whebA] AL A BRE AlEl

A AAE BAEEE B8 AA AlEdeld

o] 7kl A7l wWhitell BIAAIZ BH=r o

H3l o &gk 1 Aol o] Fo AL 5

Al G & Ao 2 o 3E 4 vt
tg

ool el Fal nal=

to] o}z (Kohli, Harich and Leuthesser
2005), ¥4, Tz} 2 AFH7tl=
FAA e vATE A ¢ 4 9
(Wansink, Ittersum and Painter 2005;

Zaichkowsky 2010),

2 AZFE Aol AFRIe vnE 5
3 HEYA BA=Y ANl AFH
oj® g MAEAE Arnt Row o
T USE 7

WA= (3" D3 2

Lo

Al ES A-gA(utilitarian goods)2} A
(hedonic goods)&2 T-#42 < 3JtH(Dhar and
Wertenbroch 2000; Strahilevitz and Myers
1998; Voss, Spangenberg and Grohmann
2003). A-Al= LnApP G EA1E @2



72 | SE97 197 15

FAG 75H 878 FEAATE AFoR
A, Alsh e Aol olel et
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2010;
Benzoni 1998).

Bazerman, Nbrunsel and Wade-

7oA o] Aol 3 AAHo|r F2 AF
elq 43 2o TAA, ABA ES v

Yo B} ol RolAic), vk A A
Hxhe] 4AH Sl Rzku AED} 3
Aol B, vjAA A ol Aot S5
of 249 T3 AEWL FAH0 o)
o] 21t} (Maclnnis and Jaworski 1989). o] |
Eg] MAA 2a)d 2R 7 Eo] A2
= TR ool ofm| x|, Znfof tigh A
W 17 o] 4 a4 FEETH Ao
oH(Mittal 1989). wheha] A-8-A=

Ol

—_

N
Cl

oL

As=

18H §F o] T F7]o]m AFe) 7]
53 o] vk} mgol HgrtE Bt

= whdel ek 72
5700l 2H)E B Qi A

2720 7o)

24 Bom

X
- n 27
- fETY
H1l
SEYH HUE
AE 7t

@ 1) AT 19 AN B

o AFE(0] A2, gholE 2010; Batra
and Ahtola 1990; Maclnnis and Jaworski
1989; Thompson and Hamilton 2006)9l| 4] A|
£ Fol7h gold AnAL HAL H
Ao wEl A, AgAe 2
Z2Ho| Frd 9L 5o A|Zo I

3T

A
A=

SEE

AFo] F7HETH (0] AL, gHodE 2010).

ol% HEYA BAE AEe] HgAA B
FEYA 2AS AF B FAHI
ot slehg b Al Ae] e Al
ol Aol A8A HEQA BA= A
o vzl B4 HA o 2
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=
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4 R Bekeh v Aetel F gl
= AFol 4o oI B}
AnA RS v

SERRE RN |
2ot #Y

7]_L:/K—]o] =7 wjio AE

FE&dA BAlE AFL nxpt dld A
2 WA e ol e b5l B
7] wjE-oll(Ailawadi and Harlam 2004), %

2= zﬂ%g H7}o uga Al o]ur T

%’i : *le}—: %7} B 01?,4
of Zg o, = Hed Add 259 &

| & o &njRkE A2l A8 A
31el = Q= TAE 2=tHShafir, Simonson
and Tversky 1993), ©]& o|f-7|4Hx Bl (Reason
-Based Choice) #do 2 HH A= A=
stk Afele 1 d9S Jdsketr)t of g
T}l $kch(Okada 2005). ¥HHe 2827} A
Fohe FAA e AL AT A
A ZALHT} Agslr) folstnz AH|E
@%ﬁ}‘a} = Q)= A= A A E= Ao] &o)
FoH(Hsee 1995), 0|9} e =8E &
%‘ﬁiﬂ BAE AFo HLHEH iﬂ]ﬂ‘rzﬂl——
SEAE F3 RS Wl 71

AFol oy 7] wiEel FEPA BAH=

off
ol
_ﬁ
r°*'

Fll‘

o

AAo] e Aol A FelE Lnlabs 2
Aol e FFT 5 Y= o1 E R
Y5 Aol Bk THAA JFL vl
=l @A 9 Rolek, whe] gl

FEA BlEges AAYe] 2 A
AR 2vlAE 2 Ao dlES
XA AAFeZ Hrre 4 7] W&o T+

:‘jdr-lﬂ'.ﬂﬂo_._,_,

A1 QA A=y AN Go] B A
Soli= AAnct AeAA o 2
A9 AFRE 2 Rl A ok

o ol AgAlsl el AF

B} 2fo] 2 Wol 4] 2 Zolth,

Fl

3, A7y
3.1 97 gjzjel

QoA A o]&A v} 7S uiw
0% A BA= AlFe] FH(HEA vs.
HeHAh# F54A BAH= A 5
=2 vs. W) 7he] 2x2 HegHAdAA

&ALt

(between subjects design)&

3.2 AP ZAL

4 A3 B AFoRE DFEYA 2
A= AFow BASE] govl, @9EA

o tja 2 55}2594 ?uﬂﬂ%*éf-’l UL, B
= gotetr|7t &

BA= xauwg gﬂa} AASHA
b = A= AFolofok ah, @B A= A
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Aol whE A RgEg-o] Hoxd wet ok
27 yebd & 7] W& ol (Keller, Heckler
and Houston 1998) U-8-% Foj|A Tz o
A FHol7} ) 9= AE o] oo Bk 4714
27| nEHT, 53] Syucle] 2ol
80 4RI T 3 o

e
oL

o
A oy o
i
o o rlr
Rog >
& o 3
oo,
2w
2 o
4 45
2oy
flo ol
ol
j{g 32
% a
N 2
cox
41 fo

to
Y
<
T
oft

T, ofolx=a "] 471AE &
48 ¥, 4073 s e o)
Strahilevitz and Myers(1998)2] =%
T4 y_ﬁro}oq AZ93e =419
gr o A} x4 9l AEo]7] Hup=
=] 7]—77}—,4 AEolty, T AEo]7]
A Ao}, '571eL 77 ur}
3 A2 25ty 3] Fulsl= Al
EF94 M= FAdetglen, ztzte] =4
52 78 AR ¥ FFT AR (bipolar
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M oy
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il

e

otk
g
o
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e

e o
N o2l
o[r

f
o

e
oﬂ

oo, U'lc‘;l

scale)E ARE3}FATH Cronbach's o 4k=.844).
o714 1ol 2HBrE A2} H 74
o 2ArE AL Ft, 2HA, e
AN 2E FEAFM=5.78), HFA2E= 2]

M= 9 o

2.90)0] 247k thEAe] Y= A

of w-F(
2 Yelgdthi=6.24, p{.001),

Ao ALgE Bl HAAe 7t B
W= ARRSISIT). ole Ao 7=E

A= S AREshks Aol vekd =+ 3
3o w2 &= 8 9 (confounding effect)
7R AN A 7 307
olty, Zejal /sl Al B=r A4
e HIFrES] Y AFTAN FEGA

= & 4 re
o, ofl
FlO%A
o
E;i'i}i
ﬂlro
T
OPOX;
- o
o o
o8 o Lo of
off o W X
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w oo HUL2
> =Ry
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]
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AE 714 Az
BIEREEPS EE
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2 AR Fhse o
o A s Stk 99
g ATIAE AFFIER FEPA B
AR T 2 B o] A
= (Tuorila, Meiselman, Cardello and Lesher
1998; Wansink, Ittersum and Painter 2005) ]|
A A48 ARG AFR7NO 9RE E F 9
= BN Ee A, Tk, o)A 5 The 5
714 FARLES BUS ST, heo
4078 ] Y ES o s 594l Bl
W AAAE Keller, Heckler and Houston
(1998)¢] 474 9] 57 &5 Fxsto] AF2
£4, S & A =, AFAEE &
HHow Ads| Fob, AEe 40 & =
e A i S B L ) e AR 8 A

=
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T =

= MAlgo| MERo w2t MEETI0 oxl= gk

stolor Z4zke) 4 FESL 7 HER H
g AE A% (Likert scale)E AF&3FJTh
(Cronbach's a 3%=.910), 2143} 2879
789 AAAdo] T BAEE(M=5.35)0] &
BAEM=2.92)Et} AAAo] =] ekt
O 1(t=5.30, p<.001), ;A ] Aol A
AlAde] 2 BRIE(M=6.12)0] $h& BHlE
BM=2.62)Ht} Aol = e
(t=10.34, p.001). ool whe} ALH=zA} 7
oM BHER A 22eo] AdEH <l

= drsi Aot

A\

A

331 4% W A

Hod 22 tetel Afek F2l thehy 2207
o]59] R 1608S I PR 3t AP
s, A A wet 710 g A
Fues ARG F, 74 2300 A@AES 7
Zejz ggste] sl HFEH A=
A 1987, SHER 14470 2 H F 3421
o] 457 AHEH AT

A8 £AE FAFASA AP gt F
SJAtetS AW Fol AEAE v
H!%x] A ZolMe= A8 AMES T8 3L

H AES ddrtEdA Fuid A

(filler) & 3R-AE B Fo th3 Folr SHE

PAEo] T4 S5 A9 ATRLE
W57 $istel e A Aol 4
A =g At e ATAA AREA 7%
£% she] 33 Aol vehd W @AES 5

obatil A HEASL HEEM A A 25}

332374 4%

A\
otk

A e o 2t 4 AFEvE
Yeo and Park(2006)2] ¢34 A}-&-3}F 47} 2]
4 dug Faste] FHo] = '
s Bar Alvy, ‘Sxto] itk ‘ale] 1t
o2 sk lon, A7) gEE2 7 A=
2 H YAE H=E AHgste] S48 o
SO 2 AFFEH oA 2= AAA
of thgk HAo] o] Folxtt, o]e] 54 FEe
APHZALA AR B3 T U V’ﬂu} e
B AFolA T (covariate) O 2 ARE-E
E344 Bl #AoE+= Lichtenstein, Bloch
and Black(1988)¢] 74 &55& F=xste 5
sttt Hdo] oy, Fagh AlFolrt,
Alo] Bty = 47)19] &4 E-L 513 oH
(Cronbach's a %%=.872), A ¥HIEH == 1}
23, FA%, v R(2008)] 17]9] =4 &
<= Fzdto] A o] &3k HoltP R &kt

4

S g

AFH ol e 2447 A, ARz} o)
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of o] AgA|(M=5.30)9} FHA)(M=2.87) 1t
| 52122l Z}o]E HATH1=27.06, p{ .001),
Al A fEgAl Bil=g A
Feoll gk 227 A, Aol e B
=W (M=5.72)% @& BWHE=EH(M=2.77) 1t
frolA Rl Abol7t Sl Ao =2 VR TH=22.94,
p<.001), B3k @ Joje} BFo] f-5-A HAl=
8 ARG el thgh 22 A ] B9-ole Al
Alge] e BAERH(M=5.47)3 vt Hal=r
(M=2.46) FFol| Fro 2Rl 2}o] & K rh(=2
p<.001). (3& 1)ofl Al nle} o] 23] 4#

o] JF Ao 2 o]Fo]AHEL dolst S ¢t

2

= oox

(M=5.16)lI4] ©] 52 Q1 AlF37F7}F Vel
S 1(F=6.15, p{.05), AlA]A o] vk-& Aol
AL (M=3.57)2F A (M=3.65) I+l AlF
H7 el FeA2l Afol7t Yl A= e
Wrh(F=.169, n.s.). wWehA 7Hd 12 AR E
Aoz SAFATH(E 2), (2™ 2) F=).

421 FHFEAEA A

olN

ax

A& AFH7}e] dFL 1A 5 9

WS SAlske] Mo dEe =ol

7] f13 FEHdA B FAowe} ks
U2 Ik (covariate) O 2 o] FH R

(B 1) H9| =aEA Ant
72 o t2t

MERY

Al vs, XY 5.30 vs, 2.87 27.06***
SN (G INES)

HAY: =3 vs, 2 572 vs, 277 22 94***
HHIH(LEAL! EI)

HAIY: =5 vs, I8 5.47 vs, 2.46 24,38***

(i, pd.08, (.01

4274 191 g A5

A7l “41 'J °%‘§ﬂl =g A

I AFFE 3L 28 &3

FredA ey Xﬂ/‘] A FEET s W
BOXANFEFE (AEA vs. Jﬂ‘j’}zﬂ) Zke] o] &
A (two-way ANOVA) A3} F-54A B

A= A AEFE ) FEFgo] o
20 2 VEPITHE=3.87, p(.05). T-A 4
2 AR {54 Ba=ge) A4l
Ag-ole HFAM=4.02)Ec}t A-EA

o &
o

Hir

flo



FSH 2= MANO| HERHE w2t HEZI| DIkl gk QXIS HEX|A| xFdst | 77

(® 2) MZEtoil chgt o|H= 4t

T2 PN Hox= Fat Fo|=
PS[PNP 1 144.841 119,251 000***
SR 1 2.237 1.842 176
HAIEXHERS 1 4704 3.873 047**
(=P 338 1215
A 342
72 *p(1, **p(08, *p 0t
6
5.16
3
4.02
3.65
4 3.57
s m 2 g
3=k
2
1
0

HAl'Go] =& HAl'Go] H&

(a8 2) MSE70M RS EHEF MAIY, MERYE e 4=5E 51t

= ISE S = Fat o=
Zoj= 1 25.096 21,694 000***
pSEetel el e 1 847 732 393
bSINPS! 1 9,501 8.214 .004%**
HEFE 1 1181 1.021 313
HAEXHERE 1 5,552 4,799 L020%*
Qx} 305 1157
A 311

= p(, pC0s, *p( ot

43 A7 19 I3 B 9 o AT AgA) AR o 24
Hol AEHE Qo= FEUA D=

AT 19 = F5GA B=rg A A|Ao] AAA Y a3= urAs gy 2ExY $=
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JA BA= A4 2]
AN}l sl ool
B[R} AZh FHAHOR
5 9A Aol
HolA| k& Zlom o]o
=g AAdo] m = ek

27 vehg 7R
A 2R 5T &
7490l fr5<A Ba=g A A4 <]
Aqd ke RS o
201 A 1004
= Ao aE =4

Q1A 879} AR 2 &

H g

—

o,
0!
)
b
=
)

A

rf oox

i,

B

¥

it

o

2 8 opE |z oo
o

2

o
£
BN

4 T 2
w4

fe

=1 AAdol AERFBol wet AlFH el

A= Gl 2FAF 54 Wl JAAET
o} AFA Al o 2dasrt A 2
Bzl sl AR A7 WEE o] WAe
(29 3) 7 2t}

2.7 29

21 JIAET o] =48

JAAET= BEsh= AAIE olahataL ge
spetels 7R ofn Jlal sgAcl e s
g FFES T8t = Aotk (Cohen,

(SPEl

Stotland and Wolfe 1955). Cacioppo and

Petty(1982)% ©]& Aol &g Sr|E Zkal

271% A% vehhe ergEel Aelat

ik, ol A @

237 89 A4

H2

H3




T =

= MAlgo| MERo w2t MEETI0 oxl= gk

CIX|2Te MEX|AlQ| x-S | 79

< 71&0o}k s £A

UERd) ol@l aHlake AAISL A}
AH, FAA AR o] d5o] o] Fo|xit}
(Cacioppo, Petty, Feinstein and Jarvis 1996).
wo] Q1A 8T7) S aHlAs AR e
2 Mo S $EE e By A
Heht o|2Hel AnE /|5she Aol 9
tH(Cacioppo and Petty 1982).

ARG} Te 2uAE A2 Aud)
ofd ddojy xRz mHHE wAAE Hus)
sh=t Slo] B8 B QIAH =8 7]&olH
(Cacioppo, Petty, Kao and Rodriguez 1986)
B39 Aol AeE Bg A0z 3
Al A & (central route) E E-3+ A H 2] 2] 3}7|
w ol WAIA] HE ZA o 23 A nlstr} o]
Fole, ek QAAETI) e LA B
< 2|zt vlsf AlFol ek ARt F5
Aol ge Ang o) 9l o 4540l 4

=
=

goz

HERAR 3L=.9 3t} (Chow and Luk 2006), Wk
el AART} G 2AE PR

(peripheral route)E B3 FXRA7 @ H=
W37} Yehd7] w2 ol (Petty and Cacioppo
1981), WA A] AKX Z}A| BHrh= T4 2] Ao
o B JS vtk (Haugtvedt, Petty and
Cacioppo 1992).
Cacioppo(1992)& QIR &7} Fale} e
AE AFUA o)A 7ie]l xo]E A3
Zobu Sl FAHORE AXET =
R R EEEEE EC PR

Haugtvedt, Petty and

o

2 4

FE ] WS ST ke AR
BASY, FIud, Sofst e FAH A
of  Be dFe Wt ol e
ATFENA AAGTI} ke 2w w4 A

A AEAEell= d 7|3kl 914 thA
o] vAll=r FwjEZR (Inman, McAlister and
Hoyer 1990), ¥$7|(Batra and Stayman
1990) “s-oll &= Hl W=tk Aol ¥rexdt.

o] wmolg ugoR QIAE&T FFo
el f5 A BEr Ao AlERE
upe} Kol AHARES A 2fol7t S
o7 JatdEct FAFoREE QIR
o] =& 2R A= Fulstarat sk AlE
dH= 3 AEE AeirE deta HJu
shao] A3Aglo] ujzt o4 BhAel $5
A BA=w A A odakelo] ArE ol
o= HBHAE ofd Holme AFFIo

FA & Aot a2jaL o] &RAkE
AEAA AFH7 = S AHA] dFE T

7 2 QIAET7L =2 vl #ERA B
=G AAJ A AgA o) A A ol
W2 AEH7} 2JolE HolA] k& A
ot} whHo| QI &7} re 4n|z}
£ 7594 Ba= AAajAdo] 2o
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Aole AtAET el o
A AFHRE B AolAut
w2 Bfele AgAet Aol
A

FR7E AfolE HolA] & Aotk

st e AR, AY, A=
(Brucks 1985), o]&= A&7
NP 2 rog FREC)
B, AFAHE, ARG Fs wahr,
#AA A2l Av|zbe] AlFe g IEER
AEA Aol teh 2w)ah Asze] et
2 W3}al(Johnson and Russo 1984), Z4 T3
A2 2R AAR 717 o dnt
U B2 RS AldE Sk ek 2
ngtk(Brucks 1985). £ ATellM = AlFA
21& v A BAE AFo] i)
ZE31 Qe FHA A2 o= ste] FZak it
AlFA A o] F& LM 28A] e &
Hzpol| H|3] AlF HE7} o FF-8kaL ZpAleh
Ho} %323} Eo] Qth(Alba and Hutchinson
1987). =3 AlFA| A o] 22 2| A= oA
Aol dagh AHol IR 42 HAHS A
sk sHo] o AR FaAw v & o
gk (Shanteau 1992). whebA] A|lFA 2 ]
T2 2R et F5E A4 o8
sto] A2 B7HE 4 7] wiieell AEE7t
o gt g% Eoh(Brucks 1985). °15
A BHE 2Es) B FE5PA Bl=
AFe] B7telA= lF fFedA BAE A

Foll e AFA o] BE55 fadAl B

Lo

A2 vl o2 AR A e &17] wiel Fa
2oyt sl B7te] 7lsAdol oM AlF
Hrle| ohel Fx= =X grp(Park and
Lessing 1981). 1714 A|A]Ao] &2 F-5 QA
BHEHE FE5HA B ATl et A2
o] ¥k AHApA AFS B F AeF
= 8 o] 2 F e o o ok

Aol B MRl A2 4H|Abel HlE]
w1 A o] W8-S Austetal H&siAl 2
O B & AEE AT 5 Qv v
A2jo] He e AFHANA o8
T A= JEZFo] FZ3lth(Anderson 1983).
57 AlFol gk Bk LA aAE
ob5olar xAgtety] e Hagh A A
AAAE 7HAL & vt AR o] FoF
= AtHLawson and Bhagat 2002), %A
B AF] e AAo] B svAel A
o anla} 7ol UeRtE 44e] 9t 724
zpol= AP TAjel oA o] AFH 7t
H 2= gFge] thz2A JepA sk i
7hE v webA fEdAl Bs AlE
o thall A|2)e] B AR A2 A}
H3] o5 Aefd 74 A2 o] AAStE
U7] whiEell F3 A BAHEE AAY FE
I dgle] Buststa A= FrA e &
7Fs7do] =5 Aol wEbA AFFE 1hell &}
= S o= o tdrt. vl -5 Al
A A Foll B A2 o] F53F LA = A
=371 Al o8 7Fs gk -2 A X AAI7E 9
FA) kol f5-dA BaA= AlFe] %7 Aol

\

¥

¢ o [z o
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#e guot Bag ul po) Aol Brk 2ok
R EEREEL A
o1 PP A8 AS] 7k $) A= A
Alge] g w) wr} £ W) PRA AN
B /R gel 5] skl 21 450 1
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il
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ot

o

71 3: AlFAA o] =2 M2k FEHA B
A=vg AN G A-gA ek Aol

& AFH7} AbolE HolA & A

oftt. Wl AlFA| o] w2 2uAb

© oA B=r AAde] =2
Aol HeEtAEY A8AN o

sBAS AFHE B AolA|nt

w2 Bfells 2AgAet AN
AFH7} ApolE HolA] 45 Aol

=]

3. Ay

3.1 A7 i = HAd

AT 2] AFWLE A7 13} Zo] A&
A theke] shpAY gl shRe g shgit, A4k
7}*4 =9 u}%‘rgé FEGA BA= A
o] ), AFTE LA vs,
?H%.*XH), OJZI%—TL F(ES vs. B) 119
2x2x29} §E-A) E%Efﬂ Are FF
Ea vs. B, AFFH(HLA] vs. HAD,
A FEA] 4] #%(i" vs, Sg) 7he] 2x2x2F2

d EFHIEAE sl A71M fE A

BAl=r A Al Dt between
-subject) 8108 APATHE Wl QIAS:
T} AlFA| A2 ] (within- subject) 291
o AETR WAl

SN
NS}
(E
i
iy
He

<=
I 22

7

AL Z2E2 Cacioppo and Petty(1982)7}F
et S S Farste] 'ojd Aol i =
T50] A7 ¥=A] s dstEar gy, ojd
215k 47 Blo] ek ol2AA et
= Jlo] ST, Bt TAlE B 94 2
A8 RHAL A AZ1o] EXF, o) ol
lefaha Bl Fotakel iz 74
A7e) 24 9REe 7o € ¢
E H&x 2 3K Cronbach’s a 3k=.854). 3
e N 5ol et AR(index)S 77
<, =5 -E—ﬂ‘%‘j(median -split method)el] 2]
st AR FHTE TVIEeE AASTIH
v e 2o ko 2 eIt
AZEA)2] ZZR& Blair and Innis(1996)2] 47§
o) FH A 34 GBE B2l AF A
EQAE 3 Y, AFo] FHA Lt 3]
o, ol&sl 2 Aol A, AFE FRES
UL Y E FAEt 7R 08 | gHE AR
3}t H Cronbach’s a 3k=.911). o7& FZH& 471
ol thek AEE 73 5, S91 EelHol o
Astol Amel FoE RO AFANo
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(B 4 MZGotoil chet HEEMEN 20t

7= NS F oS 1= Fat L
KA 1 48,852 49,875 .000%**
HESH 1 2.463 2515 114
oIXl=~+t 1 12,396 12.655 .000***
HAEXMERE 1 6.291 6.422 012%*
HIAAXQIX| 27 1 5,376 5,489 .020%*
HEGEXIX|I2+ 1 1.417 1,446 230
HA X HFZREXIXIZT 1 4,356 4,448 .036**
X} 295 979
SHA 311
2 %p(1, pC05, (.01

Ax|S T =5 AR T L
7
7
6
6 5.22
5.1 5 5
5 4.25 4.35
4.19 mug i mAagx
N 3 2xy 3.13 317 NEEr
3 3
2 2
1 1
0 0

HAd =2 HAE FS HAE =8 HAE Rs

(A 4 MEWIIIN KSR HAHSY MAY, HMBRE, AXIST 2to] ST Euf
THA BAE AN FEEST v B & AfedME A8A=4.192 A
o

~)><xﬂ% FEAEA vs. HFA)XJAA ST
FFE(ES vs. B2) 7H] AFEAHE A (three
-way ANOVA) 27}, 54 BA=d|<d A Ao es FE5dA BA=r AAol
AV, A, AAET 7o) e Aks Bt & Aol AR (M=4.35)HEtt HEA
FoH Aom YEuIThF=4.448, p(.05).  (M=5.23)ell4 o T4l AFH717}F kst
TAHe RS JAGTF 22 FAdeM = F 2u(F=4.12, p(.005), W2 FflA= A&
TG 2= AAo] w2 Aol A AM=3.13)9k AHA(M=3.17) Thel] fro]H <l
SAM=5. 1)k H2AM=5.0) Ztell K2 Zol7F UEhA] SF3kTH(F=.017, n.s.). w}ﬂ}
Zpol7h GEhA] 233k H(F=.115, ns), % A 7P 28 AAH W FE5HA B

—~

M=4.25) Zkoll 43l 2po|7F vehtA] &
THF=.796, n.s.). o8 A&7} &

He o ¥



oA 2ETE mAlMo| MEFR wet MEEI| 0|Xl=

o3 FmoE | 83

SIX|E7et MZX|Ae

AN AEFR ol AFERA AL
& AR LT He T Uehds

Sl = QIth((E 4y, (19 4) F=),

oL,
o
ok

N
o,

42 AFEAA Y 2AE3} B4 A
A 2= AAYGES vs. )X
A EFH (AEA] vs, A XA FA 2]
(5 vs. B2) AR RS A9 754
A A=Y AAA, AFFE, AFA2] 2]
g BITE FoHQ ZAoE Ve
(F=5.788, p(.05). TAIHo R AEA]2 0]

O
=1
2~ ==

Lo

oAM= f5dA Bl Ar]Agol
749-0lA d-8-A(M=4.86)2} FH=HA (M=
) Tkl 2] 21 AFol7} YEfbA] 29k
H(F=1.681, n.s.), W& oMz 2&4
M=3.41)9} A (M=3.71) Ztell =<l
2po] 7k GERGA] 9EQhtH(F=2.249, n.s.). Th&
o2 AFA o] e e F5UA
BA=ry AAHol e Aol FHHA
(M=3_46) K.t} 2-&7)(M=4.89) A T] 5A =4
ol AFH 7} vebs o U (F=4.31, p(.05), &
2 Aol E AgAM=3.36)2} HA (M=
3.28) 7koll f-2] &l o)z} vERFA] ekskth

N
N

(B 5) MESHE7tof cist ME2LEAM ALt
&2 ANRE | BEAS Fat Fo=
HMIAlS 1 33,579 26.353 L000***
HE2RY 1 1.382 1.084 367
DS(F=PNES 1 17.842 18.215 000***
HMAIEXMZRE 1 10,744 10,969 001**
A& X Z K| A 1 1.468 1152 303
MERIXNES KA 1 2.963 3.025 .083*
HAGXHEREXAZ XA 1 5.669 5788 017+
[=PN} 295 979
A 31
2= *p(1, **pC.05, 01
HEXA =5 HEX A WE
6 6
g 486 5 4.89
* 3.41 ‘3'71 e 4 5.46 336 328 e
A = a2 3 = gyt
2 2
1 1
0 —— 0o
HAE =8 HAE &5 HAE =8 HAYE %8
(23 5) METII0IM SEUN EHEY HAY, MEQSH, MEXA Zto] 4522 F1
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(F=.168, n.s.). mpghx] 714 32 22| =[] o™
A 2= AALT AEFFFo] AF
H7toll v = FgFo| AFA| 2o we} th=
A depdths A 30 & TR 5),
(ad" sy #=x)

V. 88
1. 97¢) 2o 2 AN

2 AFdM = FedA Bal= AxlAdel

Hatelrh. A 1904E FEYA Ha=
AR wHhE A AN AERT
o MmE Fol FEYA BACY Ao
AFA ] of® Qe mAEA BHatg
o, BAA, R BasT AL A
FA7bol 3449 JFS MAE Aoz 1
Ehstom sjebAluct Ag Ao AFH7I}
o A0z e 9T 20 Q1 1
& ste] 2mlA) B4 W AX 8}
AFEA o] ZAEIZ FEYA BA=H A
Aol AFHA TE AFA ol
WA Aungked, QA8 ¥
= HEQA BAET AN E

| AZS3 7ho) AZH7} 2ol7}

24

2 Hore
Moy o
% b
¥ L
o r“

e fFERA BA=rg AAAdel #Agll
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The Influence of Private Brand Name Suggestiveness on
Product Evaluation in Product Type: The Moderating Effects

of Need for Cognition and Product Knowledge®

* Kk

Park, Hyo Hyun™, Jung, Gang Ok

Abstract

While private brands are not new in the retailing industry, in recent year, their market shares
have growing rapidly(Groznik and Heese 2010). The product categories of private brands are
spreading from grocery items to household goods, clothing, and even electronic goods(Levy
and Weitz 2000). Researches have explored how to respond to and take advantage of private
brands for consumers. Previous studies related to private brands have mainly focused on the
several factors to increase the private brand sales. Those factors that affect to the private brand
sales are classified into low price, new idea item, positioning, quality management, gold zone
display, etc..

Recently, retailers are interested in developing good private brand name, For example,
Lottemart changed private brand name called "Wiselect' which has been used since 2003 to
'Choice L' here in Korea, This implies that the retailers are conscious of the importance of the
name in private brand product, The decision making of brand name is one of the critical tasks
in marketing(Keller, Heckler and Houston 1998), because it is used as a cue when consumer
evaluates and purchases the product(Zaichkowsky 1995). Despite the important role of brand
name in developing private brand product, little is known about the impact of name on the
consumer response of private brand product,

This paper focused on the impact of suggestive private brand name which is used as a

* This work was supported by the National Research Foundation of Korea Grant funded by the Korean
Government(NRF-2011-35C-B00131)
* First Author, Lecturer, Dept. of Business Administration, Hannam University
** Corresponding Author, Associate Professor, Dept. of Business Administration, Hannam University
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variable to improve the product evaluation of private brand. Suggestive brand name can be
defined as a brand name that conveys relevant attribute or benefit information in the private
brand product context in this study. We hypothesized that brand name suggestiveness in
utilitarian goods than hedonic goods would improve the product evaluation of private brand
more, Also, we examined the moderating effects of consumer characteristic factors such as
need for cognition and product knowledge between private brand name suggestiveness and

product evaluation,

Hypotheses are as follows,
H1: In the case of high private brand name suggestiveness, utilitarian goods will have more
positive effect on product evaluation than hedonic goods. In low private brand name

suggestiveness, there will be no difference between utilitarian goods and hedonic goods.

H2: In the case of high need for cognition, there will be no difference of product evaluation
between utilitarian goods and hedonic goods in private brand name suggestiveness. While in
low need for cognition, high private brand name suggestiveness will have more positive effect
on product evaluation in utilitarian goods than hedonic goods, but there will be no difference
of product evaluation between utilitarian goods and hedonic goods in low private brand name

suggestiveness.

H3: In the case of high product knowledge, there will be no difference of product evaluation
between utilitarian goods and hedonic goods in private brand name suggestiveness. While in
low product knowledge, high private brand name suggestiveness will have more positive effect
on product evaluation in utilitarian goods than hedonic goods, but there will be no difference
of product evaluation between utilitarian goods and hedonic goods in low private brand name

suggestiveness,

The results of this study can be summarized as follows, Firstly, brand name suggestiveness
has a positive influence on product evaluation, Specifically, when utilitarian goods is higher
than hedonic goods, private brand name suggestiveness has more positive impact on product

evaluation,
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(TABLE 1) Two—Way ANOVA Results

source d.f. MS F—value Sig.
Suggestiveness 1 144,841 119,251 [000***
Product Type 1 2237 1.842 176
SuggestivenessXProduct Type 1 4704 3.873 .047**
Error 338 1215
Total 342
Note: *p{1, **p{ 05, ***p( 01
6
5.16
5 *~—
4.02 3.65
4 !
T
3
2
-+-Utilitarian Goods
1
=Hedonic Goods
0

High Suggestiveness

Low Suggestiveness

(FIGURE 1) Two—Way Interaction Effects
between Private Brand Name Suggestiveness and Product Type

Secondly, when need for cognition is high, there is no difference on product evaluation
between utilitarian and hedonic goods regardless of private brand name suggestiveness, But,
when need for cognition is low, private brand name suggestiveness of utilitarian goods show
more positive impact on product evaluation than hedonic goods, However, there is no

difference on product evaluation between utilitarian and hedonic goods when private brand

name suggestiveness is low,
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(TABLE 2) Three—Way ANOVA Results

source d.f. MS F—value Sig.
Suggestiveness 1 48852 49.875 | .000***
Product Type 1 2.463 2.515 14
Need for Cognition 1 12.396 12.655 | .000***
SuggestivenessXProduct Type 1 6.291 6,422 | 012**
SuggestivenessXNeed for Cognition 1 5.376 5.489 | .020**
Product TypeXNeed for Cognition 1 1.417 1.446 230
SuggestivenessXProduct TypeXNeed for Cognition 1 4.356 4448 | .036**
Error 295 979
Total 31

Note: *p{1, **p¢.05, ***p( 01
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6
51
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i I — ]
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0
High Suggestiveness Low Suggestiveness High Suggestiveness Low Suggestiveness

(FIGURE 2) Three—Way Interaction Effects among Private Brand Name Suggestiveness, Product
Type and Need for Cognition

Thirdly, when product knowledge is high, there is no difference on product evaluation

between utilitarian goods and hedonic goods irrespective of private brand name

suggestiveness, But, when product knowledge is low, private brand name suggestiveness

shows more positive impact on product evaluation in utilitarian goods than in hedonic goods,

and if private brand name suggestiveness is low, there is no difference on product evaluation

between utilitarian goods and hedonic goods. Finally, the implications, limitations and future

research directions based on the study results are discussed.
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(TABLE 3) Three—Way ANOVA Results

source d.f. MS F—value Sig.
Suggestiveness 1 33.579 26.353 000***
Product Type 1 1.382 1.084 367
Product Knowledge 1 17.842 18,215 .000***
SuggestivenessXProduct Type 1 10,744 10,969 .001**
SuggestivenessXProduct Knowledge 1 1.468 1.152 303
Product TypeXProduct Knowledge 1 2.963 3.025 .083*
SuggestivenessXProduct TypeXProduct Knowledge 1 5.669 5,788 L017**
Error 295 979
Total 3N
Note: *p(.1, **p¢.05, ***p( 01
6 6
High Product Knowledge Low Product Knowledge
5 5

. 455 4
T — _\\‘ 3.36

3 3.41 B 3.28
2 2
+Utilitarian Goods <+-Utilitarian Goods
! #Hedonic Goods I * #Hedonic Goods B
0 0
High Suggestiveness Low Suggestiveness High Suggestiveness Low Suggestiveness

(FIGURE 3) Three—Way Interaction Effects among Private Brand Name Suggestiveness, Product
Type and Product Knowledge

Key words: Private brand name suggestiveness, Product type, Need for Cognition, Product

knowledge, Product evaluation
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