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= Zo=w ey HEo] e, 244-8(2009) O AE Bt s or HAE e d=
o] Ao A= A Age AR PSS » 2Hetch(Engel €] 391 1993).
ATt E9HE -2, T tidEof gt sief 7H Cox(1967)%} Bettman(1974) “12]1 Richardson
gA SR gt siglth B (1996) -2 A2t 7}A], 2]2H 919, 21205 &4
Bettman(1974)2 -5 QA BHE] H=/do] 7 = PBAE TR T F3FE 712+ oy
71 918 A7E F4E ApolE FAAHCEH e M2 W WAL, Bettman(1974)2 PBYE Al
FEAA B E o] A RkS SIHAXITHAL =4 S Lot IEE MR H AEAL, AZ79dS o
Skl oL, BlEo] PBAE ool thgh soll 4] A
olo] PBRFLE7F GBAE2] Hu o eto] ¢ ol ot Hdat 4 E““Ol o] Bttt 4
74101]*1 2|12t %7“4 XP*FJ =1 0401 71 Afole ﬂ‘ﬁii}

H10. PBAFE OHE L Of 2} X|ZHEl ZX0| GBAIZ Q|
TOiel=0f 0|X|= E&3o| FetE Aolct &
PBOIEC7} 2(R2) AHXH= GBYES <—;L
YYo= TSt GBAZ| TOjo=
of = 0jE Aol

H11. PBAE DEE L Of 2t X2zl 2{™ 0| GBAE9|
TOiel =0 O|X|= FeF0| Hatd Ao|ch &
PBOIEE 7} =2(W2) AH|AI= GBAES 2
dHEZH) =R “faom GBAHEO| Ojo| &
0" o= ko1 X=2 | | Z-\IolEl'~

PBUISLo et S EF2 & 57H=A o
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o, @O PBAIES FH A Sl 742 &
Ash Uk, Qv TAS PBAES S WA
o2 S

6. GBAME 9| FL0j 2| = (Generic Brand
Purchase Intention)
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1. AMHA
21 M| zef AEd 24
et AE 2= 25085 v ol 34
AR IR=RY] A 1982 A 9]5t E 7| Software2+ SPSS 18.0& &85} @91
2 (Sampling).0. 2 AA5}te] 4514 w45 AAIsE =, ZF i SRSl digt
B2 A&, Frdof| AFoh= oF= 20t A== gls W= Cronbach @ grol @i 7]
2zx08 stolg] ASo] 9] F921 0.7& 5 Z3oto] YHLIA] 9 A=
ol A AE TYAHel b A HEOHATh Hmel KMOS) Barelott] T4 Hs
S tharo @ GB 7MHAFEC] <Zap «E A A ANE BHH KMO#E =55 AT dubA o
AAP 378 ANGRe, Qs gapy == 0seldel HEsnal = 5 Al = A
G0 A 9|5t ABapo] ol = A|sh o A= KMOZto] 0.837=2 WL} 0] 7|2 S5}
o <x; 157 7o} RATHE 2)
<H 1> QRS A B2 §4
#E HE £4 RE HE
o|olE 113 48.9 1% 21 9.1
EETIPN 42 18.2 Z;E' 2y 87 37.7
Zgole 37 16.0 () 39 20 8.7
stzorE 14 6.1 ole 103 44.6
FAED 12 52 s 231 100.0
2lA2¥ 3 13 100~199 6 2.6
7|E 10 43 e 200~299 40 17.3
S| 231 100.0 (D_T%T) 300~399 45 19.5
L2} 165 71.4 400~499 27 11.7
cE 042} 66 28.6 500~599 25 10.8
s 231 100.0 600~699 24 10.4
oz 91 39.4 700~799 23 10.0
a8 I 140 60.6 800 O] 44 41 17.7
SHA| 231 100.0 BE| 231 100.0
20~29M| 53 229 z=z 2 0.9
e 30~394] 58 25.1 &t e 79 34.2
40~49M| 29 12.6 He=E 22 9.5
50~59A] 56 242 e 106 45.9
60A| O] A} 35 15.2 e 2 9.5
A 231 100.0 s 231 100.0
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<H 2> KMOR2} BartlettZ} 2 Ao AZd/go] =rhal s, Azt 31 R4l o] of
HZ3 22 0| Kaiser-Meyer-Olkin2 & 837 U AFZFS] A HEA] €] Obliming AFgSHe] 2134
Bartlett®| FH-H Y ZAIO0IAE 2159.845 A A ST R BAE 7514370 st 24
piE=1=4 153 -
cojsiz 000 A 67]9] 28Q1S FE61]1aL, Z42e] K QlolE&
3=

0% aUFES AV AANDRASED Lo 0o 10l qu mas A ssto
TolE DEAOZ ASHE AATITA o u'ico goa an neez mos
OP AP S ARG B AT A ) p s AA s, SRS o 4
S8 THY AUSel S SRR g peson, wRE — A2 G=272),

<H 3> 2Q012Mut Mzlx 2M gk
e
HdEHS 29l 209I12 20913 Q09l4 Q0I5 209le Cronbach
eaeE) | e | aEem) | orem) | @ | Goes) |00

PB10 979 167 -.155 131 =213 -405

PB9 .800 178 -.069 153 -.206 =372 827

PBI11 595 164 -.190 304 =232 =315

Z2118 232 933 -472 .013 -441 -.570

Z2h0 187 762 =511 .078 -450 -.527 792

a7 122 598 =353 .068 -433 -.350

2|&21 -.129 -427 878 .071 253 251

2322 -.092 -421 842 -.045 309 305 854

2323 -.128 -471 7136 .045 336 371

OfRIOEZ3 259 -.018 -.010 .891 -.055 -.076

OHRHBEZED 161 -.005 022 553 -.094 -.058 679

OfRH0F=24 047 073 013 .500 -.091 -.060

71414 221 526 -373 .006 -.867 -.630

71415 307 488 =375 .060 =744 =577 822

71413 152 323 -208 172 =724 -.448

9|E26 284 S18 -.349 .076 -.639 -.896

9o|E27 505 434 -352 115 -496 -.825 878

O|E28 323 538 =275 .089 -.570 =815

Egine value 6.220 2.374 1.629 1.544 965 793 T59(A))

KMO(Kaiser-Meyer-Olkin) .837

Bartlett 184 2= Chi-Square 2159.845

(Bartlett’s Test of Sphericity) Df{p-value) 153(.000)
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A A 7} (H1, H2, H3)Q] oju]= AH|ztEo] B4
EEME St 7HE43 U iz E Tt uj o] tiste] BEslo|x 27511, GBA
ai £o] Fufof ol iRt R 7F G 7124
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T 0k A2 4 QAT 7 5 Betel A2t RADl golshEL p-0000 2 055 WA 9ok

g 7HA T 220 2 ()9 AEEATE S0l 1, 7 9A 1,96 T 27 UER BAH o7 89
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BT & B8] & E20

57

ElnT
Bx d1
34 -1
B2 o "
- LY M :
G| mus ) " a3 .
53 ol 28] =)
] .54 = L — L]
43 mk — 2| : EIE:?
{72113k, 5 - o|528 e15
. - | x|z
< m:?ra“:“" i 0
712184 7o 10
kL]
x12 =
i d "'E':__‘ =
[=n] L B4
|21 #im22]| mei2s)
@
<13 2> 2UEW AZE A FZYHYA 28
<H 5> DEH| W B (Assuming model A2 2! to be correct
Model DF CMIN P NFI Delta-1 IFI Delta-2 RFI rho-1 TLI rho2
At El 2 4.488 .106 002 .003 .001 .001
<E 6> CtE33Md 2ICHEE
S i
o H|E} ¢ _?r9—| A - - el
< e oE A4 23 VIF 2[232t Al
° oHA|
A S50 PBRE (S5 HS)0| 2 REE N 32N
IPBRH= -.339 -7.012 .000 -421 968 1.033 968 1.000
A|ZAEZZRA 118 2.252 .025 147 979 1.021 .979 'N
FIZ R 22 1.292
2 AUAEZRE 142 2.989 .003 195 974 1.026 952
2|2+ & 9| PBRIE (S H4)0| 2 RE S 3|2 EN
IPBRHZ -.385 -6.844 .000 -413 975 1.026 975 1.000
A2z -413 -2.232 .027 -.146 884 1.131 .884 'N
ol ot = 24 1.501
2 AAqEzR4 -.159 -2.738 .007 -.179 .883 1.132 .868
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A Study of Affecting Factors on Generic Brand Buying Intentions
and the Moderating Effects of Private Brand Satisfaction

Seong-joon Park*, Soo-dong Lee**

ABSTRACT

Generic brand grocery products have been one of the epochal ones in the retail market since nineteen
seventies. The first generic brand grocery products were introduced in France nineteen seventy six by Carrefour
and the second ones launched in United States of America nineteen seventy nine by Jewel Food Store which is
the first supermarket of United States. At the time of introducing generic brand grocery products, the related
people of professors, marketers and experts who work in distribution channel were not expected that generic
brand grocery products would not be in success. But their expectations were incorrect unfortunately. Generic
brand grocery products have quickly compete with and threaten to traditional national products and private
brand ones.

Generic brand products are distinguished by no brand name. Generally they are made by less well-known
manufactured companies on the identical production line as a named brand. The basic merit of generic brand
products is price. These no brand, no-frill products and only simple label are priced about thirty to forty percent
lower than the national brands and twenty percent lower than the private brands. This price policy and
economic recession make consumers become more price sensitive than before.

Since introduction of generic brand product in the late seventies, a large number of articles discussed generic
brand products, but only a few thesis handled generic brand products. These are about demographic profiles of
the consumers such as number of family members, ages, education and family income and about consumers'
psychological characteristics about brand loyalty, price sensitivity and advertisement. But there is no
investigation about specific and precise variables which influences consumers' buying intention for generic
brand products.

The aim of this study is to investigate and identify customers’ buying intention for generic brand products
those are not launched in Korea and related variables based on customers’ satisfaction for private brand
products. The research model(figure 1) set perceived store satisfaction and perceived price as independent

variables and generic brand buying intention as a dependent one. The research also set perceived quality and
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perceived risk as mediating variables between the independent variable and the dependent variable, and used
private brand satisfaction as a moderating variable for trying to verify correlations between these variables. The

research model and hypotheses are as follows;

H1. Perceived store satisfaction will increase perceived quality of generic brand product

H2. Perceived store satisfaction will decrease perceived risk of generic brand product

H3. Perceived store satisfaction will increase generic brand buying intention

H4. Perceived price will increase perceived quality of generic brand product

HS. Perceived price will decrease perceived risk of generic brand product

H6. Perceived price will increase generic brand buying intention

H7. Perceived price will decrease perceived risk of generic brand product

HS. Perceived quality will increase generic brand buying intention

H9. Perceived risk will decrease generic brand buying intention

H10. Effects of perceived quality on generic brand buying intention will be changed by private brand
satisfaction

H11. Effects of perceived risk on generic brand buying intention will be changed by private brand satisfaction

H3(+)

H1(+) Perceived
g Quality H8(+)
H2(-) Generic
Brand
l H7(-) Buying
ﬁ(% Intention
Perceived H5(-) Perceived 2

A 2

Risk

Price

H10 H11

HE(+)

<Figure 1> Research Model
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Two hundred and fifty paper surveys are issued to the working people aged of twenties to sixties who lived in
Seoul and national capital region of Korea. Thirty five questions are assigned to the participants in the survey. It
is showed three cyber generic brand grocery products on the survey; cola, tissue and laundry detergent because
these products are the most frequently buying products in customers.

Summary of major outcomes in this research is as follows; first, the three hypotheses relating to perceived
store satisfaction were aborted respectively. Those are the positive relations between perceived store
satisfaction and perceive quality of generic brand product, the negative relationship between perceived store
satisfaction and perceived risk of generic brand product and positive relations between perceived store
satisfaction and buying intention of generic brand products. Perceived store satisfaction does not affect the
buying intentions of generic brand product to the consumers who even though satisfied with the store
frequently visited. It means that perceived store satisfaction is not the influence factor of generic brand product
buying intention for customers.

Second, all three hypotheses those relating to the positive relations between perceived price and perceived
quality of generic brand product, the negative relations between perceived price and perceived risk of generic
brand product, and positive relations between perceived price and generic brand product buying intentions are
supported meaningful outcomes. Customers believe that high price means high quality and high quality less
product risks. Generally customers recognize that low price increases buying intentions and high price
decreases buying ones. But looking at the another aspect of generic brand buying intentions, it also means that
low price less than their perceived price makes customers hesitate to buy generic brand products. So it mentions
although low price is the key competitive factor of generic brand product, but the less price of generic brand
product that customer perceived is much more risky to generic brand product buying customers.

Third, the two respective hypotheses supported relevant outcomes; the negative relations between perceived
quality and perceived risk of generic brand product and the positive relations between perceived quality and
generic brand buying intentions. It proves that customers think high quality less perceived risk of generic brand
risk, and perceived quality increases generic brand buying intention.

Fourth, the negative relation between perceived risk and buying intention for generic brand was aborted. And
fifth, the effects of perceived quality and perceived risk on buying intention of generic brand product are
influenced by customers' private brand satisfaction. It means that satisfaction of private brand affect generic
brand buying intention as a moderating variable.

This research gives significant implication both in the light of academic aspect and practical one for
establishing fundamental guidelines and marketing strategies of Korean distributors who considering
introduction of generic brand product by suggesting several key factors of buying intention for generic brand
product.

Nonetheless, this research leaves several regrets as it could not fully reflect focus group interview of in-depth

interview but use the survey method by virtual experimental objects which could not take into account for local
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customers’ attitude and perception as well as learning effects given the fact the overseas generic brand products
have been introduced forty years ago while domestic private brands have been introduced only twenty years

ago. So, I wish more developed supplementary research should be studied in the near future.

Keywords : Perceived Store Satisfaction, Perceived Price, Perceived Risk, Perceived Quality, Private Brand

Satisfaction, Generic Brand Buying Intention, Generic Brand.



