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A

3.7 44

= AFolM = F8 W4l PB FuH|E} M
FAE o BAE &st] ffsf 29 A H A AlE
H(2SLS, Two Stage Least Squares Method)= AH-&

Mo g 12
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=
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U148 A (endogenous)©] 2tal 5HH o]

BA14 A (simultaneous relationship)2tal SHch
(Lee, 2004).

yi=asyt Biot Buxnt e,

y=a iyt B+ Baxat €,

1 Aol A 2y Yol A thE ®Soll ofs A9
=y, you WARSoIH, Bt dAgle] A2
&= Xy, xo2 ARSGolTE 18| 2 o] 2Rt Wi
= o 4o A4 JHE FAAH B o
o A 4] 2y (simultaneous equations model)©] =t
gttt 2SLS= WA A7 oF7 12 wff LRt 3]
=4S H8ot= A HY(bias)ot HLETA
(inconsistency)©] WEtH= wAE sf4dst7] {1

R

P

3 g Agke] £ WA Bz 2,
ol P& #8517 S AE ZS 915 AL-LH

H2% Mz "ot ety o] eE =W

Z*(instrument variable)2} F-E=TH(Seo et al., 2013).

th=o] Al A5 Fofl PB Fuliv]Eat Hi F4
T A4S 3AV AthE AE el 2 A
TFo| A= 2SLS WA o 2 = W7k A E €l

sharat g,
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<H 4> FSYUAE A=Y PBAIS FIE| 22|+

= 2014 2015 2016
PB7E|12| PB7tE| 12| &~ PB7IE{| 12| 4=
o|OIE 38 40 40
sZpA 40 31 29
ZOoiE 34 36 36
siLiz2a 10 14 15
IAED 6 11 13
9okt 1 12 14
ISE[[=ES 14 23 24
ol=2|H|o| 26 31 30
olAIaA 37 29 32
20| AT 27 27 29
GS #14 21 24 22
o|OEZ 27 37 40
52T 29 42 40
ZOolES 21 25 27
<E 5> SYAE MY HdRE L PBH|E: Ii'de| oA A 7|& (Tl %)
2014 20154 2016\ 2014~20164
EES Al SR Al A Al SR Al SR
w2 PBH|S dARr2 PBH|S HAw2 PBH|S HAwE PBH|S
O|OIE 14.4 7.7 13.6 8.5 12.3 11.4 13.4 9.2
SZA 13.4 9.9 114 10.1 9.8 9.0 115 9.7
2O|0IE 7.8 8.2 7.0 7.1 6.2 7.1 7.0 7.5
3CHOLE 35.6 8.6 32.0 8.8 284 9.6 31.0 9.0
IAED 24 6.5 3.4 7.7 5.1 6.5 3.7 6.9
glopz 0.4 27.7 0.5 16.1 0.8 12.9 0.6 16.8
E?jo|gA 1.2 10.6 15 155 1.8 17.9 1.5 153
Zageeld 4.0 9.7 5.4 10.7 7.7 9.9 5.8 10.1
o=2|H0| 1.7 3.1 1.4 7.6 1.3 10.4 1.5 6.9
QAIR A 2.1 13.9 1.9 11.4 1.7 8.9 1.9 115
PN SR 3.8 8.3 3.7 8.4 3.4 8.2 3.7 8.3
GS#I{ 23 14.9 22 13.4 24 13.8 2.3 14.0
~THOL 9.9 10.1 9.1 10.1 8.8 10.2 9.3 10.1
O|OIEE2 1.2 9.8 1.7 10.0 1.9 17.8 1.6 13.1
oA 1.1 8.6 1.2 11.9 1.1 9.6 1.1 10.2
ROOIES 0.6 6.6 0.8 6.6 1.0 8.0 0.8 72
22I0EZ 2.9 8.7 3.7 9.9 3.9 13.0 3.6 10.8
stLiz=2 23 1.7 22 1.5 1.8 1.8 2.1 1.7
7|E} 453 0.8 475 0.8 493 0.9 474 0.8
EX 100 5.1 100 5.1 100 5.4 100 5.2
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SOW;; = a,+ 3 PB share; + « Distance;
+ a, Size; + a 3 PB propensity;
+ a4 Pricecon; + a 5 Age;
+ a ¢ Famsize; + @ ;7 Income; + @ g Edu;
+ a9 Y2014;ta Y2015+ a ;; S HMP;
+ a1 SLM;+ € g4

masS W

mmmmm

£ Df 2
oiieaigio], e~ Zej A B0, GsaL)

PB Share; = 7o+ 82 SOWi + 7 Qualitycon;
+ 7, Brandloy; + 73 PB propensity;
+ 74 Pricecon; + 75 Agei + 7 ¢ Famsize;
+ 757 Income; + ¥g Edu; + 79 Y2014,
+ 710 Y2015; + 711 S HMP;
+ 712 SLM; + € 5

o710l A, ol At i= W, t= AEE YEd
o} SOWiti= H'd 0] td & o] 57 A3z of thigt
ZA X Z PB Shareit= t@d ko] 1'd i2] PB FujjH]
= U3ttt Distancet= H'd o] AFA2HE EF
HEIA Y] ARS e, 2 ATAL o2
Ak 7)o r i) WEoh=t] A= £99 Al
7ro 2 A5 Size= 2] Y WAS 2]
5}, PB propensity== PB AZEE 2u|gict,
Pricecon< 7} 2]/ (Price Consciousness), Qualitycon
2 E4 Z]3¥/d(Quality Consciousness)=, 131!
Brandloy+= H# & & & (Brand Loyalty)S L}EHH
o} 71 9] Ager Td o] 9, Famsizer= o9 9] 7}
= T4 Y4, Income 'd 9] &5, Edue oHE&

UeRATE Y2014, Y2015= sjdo] zF A 1)

A
Lo

=

nnnnn

ek s
(OIoIE g E WS~ Bdiots &)

<% 2> PB FOHH| S} HE SHL Zte| MEE
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AAZEE] 247] & FAISH ] 917 A= HuHS
°]il, S HMP, S LM 4 Z7te] gFels A5
ks =)

F 3L o] A (Size)o], PB FHiH| ST TEHTE S
= 73-Follgt 23t e = Hgol= a5 54 A
(Qualitycon)¥} B el = ZA % (Brandloy)”} it
to] 7 Hgof BF JFS v|A]+= H4-2E+= PB
I (PB propensity), 7t Z|3/d (Pricecon), T 2]
(Age), 9 9] 71= 44 Y 4=(Famsize)7} ATt

WA Bgof lojA B4 0 7 &
il ' A o] S=A] 2 (order condition) 2} |
4= ZZ(rank condition)®] TFEo]Ho] o]Z5H=g],
Seo et al.(2013)2] WA o whet 9] 9 PP A2 o]
T 270& TS ERlskelnh. ERt 2SLS w40

]

M oox 1

rol

A
hil

o ol

rg o

1A=

olojA A e EFR40] Melo] Fasieh, £

41745+ BH(Wooldridge, 2010).
Er S Al skl = 7 9] 517

S HEA GG =

=
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N
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e
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mhl
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=

Ist stagell A AT W4Z o] g5to] o =gk 2k
2 Fgolo] AT ind stage®] A= ThLT} 7
o}, ATHE AR PR TujulFo] HE S

TojH]Fof thet &8 A4, 71 A4, PBA S

<E 6> 71= SAE

Eye EAFN=1,119) HAHN=816) LAHN=399)

M SD M SD M SD

PB share (0 - 1 / money base) .048 .065 .043 .056 .047 .035
SOW (0 - 1/ money base) 342 242 349 238 358 244
Distance (minute) 13.7 9.75 13.14 10.30 10.93 6.67
Size (m?) 11,711 3,801 9,574 2,120 11,170 4,001
Qualitycon (1 - 5) 3.381 .649 3.370 .649 3.395 .565
Brandloy (1 - 5) 3.251 739 3.222 .813 3.142 749
Pricecon (1 - 5) 3.462 .699 3.522 741 3.446 .647

PB propensity (1 - 5) 2.643 .803 3.623 728 2.650 718
Age (year) 45.80 8.84 45.27 8.44 45.03 8.302
Famsize (person) 3.502 1.030 3.577 .965 3.764 1.066
Income ($/month) 425.7 156.0 411.7 165.4 435.2 183.3

- QA BAA 0| 249 ZUYHE YESIZ WAHE T

49 23307 EAETL US.
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7hobd Zoltk ot I FHE ESHF AT Ago] OB, of F WA B Foz
A0] P Pl S0l S0k ol el U A W A W00 el ARl @
Mo BT AXHALS Stk ok b A 7} Glek o]o]l A FH =] 2 71 FQ) Pof 4
98 99 ST B BRE0] G P R ol M52 o] 5 Wsle] BAS 3712 A
Lo, g ol S ol gotel B Aot GARGY  mEGITh BA A3 Sl MRS JE0R §
Hog % o] oo AT Ailawadi et al(2008) B BF, FhE /| FOE DBe wet npirbA 2
of Aol A= A R20] Go] 0066~0.174 5% PB FullulFo] AE FAme] e FHGF 7%
© 2 o4 Yt AH "1 PB share — SOW: 0.174, £=0.112, t=3.588 / 1% 7] £=0.112, t=3.539)%
SOW — PB share: 0.080 / C1000 "H% PB share — ofyzl, M FAL7} PB FufjH|So v|x]= G
SOW: 0.066, SOW — PB share: 0.117). T 715 £=0.107, =4.849 / H1&= 7|F $=0.108,
ARG AFRO] BAlo) A Ayele] folo] SR =5.010)°] BEF o] WeFo.s o5 theiet.
Holdehs TAYAL gl AL A i BAE  ER TR WSS Aunw, Foe |zon o
SAAslolor & oz Haltk oo 2R 2T Ao AR, S MRS JFOE & 7
EU2E 20 24 oo BN L AT E SOl A FAL e A, PB AEE, 5
AL HAL LA B PB Tl AR SAE k] SRS 5o 9L BYoM, £ 71E0E 9
A7} Y fole AR S E et 2 ) 744 A gyo] HE FHEo] Ho) A F
SHH, PBAME-L Wb o NBHLH7bZo] e ok stlwgick. PB o] )] the BAE 54

<H 7> HL7H9]

A EA Zak A

A SOW PB share

B t B t

PB share 237 11.672" - -
SOW - 0.236 17.345

Distance -122 -6.026"" -

Size 038 1.829 -
Qualitycon - 0.037 2.591
Brandloy - -0.04 -2.866
Pricecon -.018 -.858 -0.006 -0.444
PB propensity -.068 -3.280™" 0.121 8.643
Age 040 1.913 0.015 1.008
Famsize 030 1.446 -0.066 -4.735
Income -.018 -.878 -0.001 -0.06
Edu -.054 2572 0.047 3.178
Y 2014 135 5.969"" -0.009 -0.562
Y 2015 043 1.9177 0.011 0.694
S HMP 029 1.307 -0.092 -6.232
SLM 033 1.5717 -0.125 -8.462

R2(adjusted R?) .092(.089) .094(.092)
F 18.497" 39.665™"

*P<0.10, **P<0.05, ***P<0.01
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Lo} 7S AU RO IF F ot
PBASE, W& 2 7|F0R T, PB
TS0l =& A TS rFeH ol = Fd&
710 2 Yo wiot FASH YErH . &,
HE 5 7|0 &2 3 Aok, “PB FH|H| 5ol =&
5 ol 2o 9] S L7t ol Aojohret <
2 ST =2 E H‘;* F o] PB FHjH]F©
Eobd Aot = 7Hd BE AAHYZE F
T}

3.2 PB TtOjH|Z3} = 39

HAof st =™ E

ZFefaZ 2] groj: & ATl A= ZHe| a1 2] o] ko
L7} PB FHH| S0 HE FAE 7He] A o A 9]
ANt Q& Ao=w A5 &, Tt

NP

T O 2Aadhs vehdA] ekskd 74
A =elsl 2 A3}, EARSE HATS] 789

oA et BEIZIA| 2 P g A B £
Efubz] et ot LARS] Z-9- PB FHfjH]5-0] %E )
m 2= Gl olA HFolert 1
102 LERsITY,

fiot= 74, SR ]
© g AAstgih
Z9ol=, PB ufulFo]
036;}011 ol 11 H*EHA 35
he vrEhA] ehgten, A Eﬂ
A o= 5 o] 7+ 3}
ohget =2 PBE AlgstaL Yz
M Fw o] BAol= fro

<H 8>PB JLOjH|=o| HE =Mz of CHSH A 2o A
T BATHAI) BRTHA]) BBEHAN)
=g PB share 3107 290" 3637
Distance -2517 =223 230
Size 157 201" 184
Pricecon -.109 -.051 -.008
Sxma PB propensity -236" -222" -.199"
Age -017 .000 -.022
Famsize 168 204" 190
Income -.043 -.085 -.067
Edu -.141 -.128 =215
ZHEHSL Inv 192 -208"
AT 2= PBsharexInv 270%
R2(adjusted R?) 207(.107) 236(.127) 294(.182)
F 2. 062** 2.1617 2,613

*P<(.10, **P<0.05, ***P<0.01 / Inv(Involvement)= 20 XA H



<HE 9>PB FO{H|S2| HE SH=0f| oy

=2
T B(1 AN B EHA) BB THA)
=g PB share -.047 -.044 -.051
Distance -170™" 167" 167"
Size 062 .090 .090
Pricecon .052 101 102
PBpropensity .014 .054 .054
Age 017 034 034
2 famsize =011 .020 .020
Income -.062 -.039 -.039
Edu 053 056 056
Y2014 227 124" 123"
Y2015 085 .000 -.001
S HMP -.062 047 048
SLM -.106 -.060 -.059
REHS GB 3317 330"
MS2E PBsharexGB .010
R2(adjusted R?) .073(.026) 160(.114) .160(.111)
F 1.561" 3.492™ 3.248"
*P<(.10, **P<0.05, ***P<0.01 / GB(Good Best)y= =& 24 H4Q
<H 10> HE /45 9| pB FL0HH| S 0| Cliiet Feke| Z2 2A S0 HA|
TE BEHAI) BREHAN) BBEHAI)
=g SOW 030 021 -011
Pricecon .083 106 110
Qualitycon .039 037 039
Brandloy .000 -.018 -.020
PBpropensity 1777 194%™ 194
Age -.009 .000 .000
RN famsize 1837 170" 171
Income -.029 -.019 -.016
Edu 017 017 019
Y2014 -010 -.053 -.053
Y2015 074 038 042
S HMP -117 -.068 -.063
SLM 1577 136" -1377
ZHHS GB 1577 1637
AT 2R SOWxGB 058
R2(adjusted R?) .120(.076) .140(.093) .142(.091)
F 2,712 2,978 2.813"
#P<0.10, **P<0.05, ***P<0.01 / GB(Good Best)= Z2| ZZ 4l



2|7} Wopr o] A, = 11 FA 9| Zfol7t 11 27 7) 0] HEJRJH o] & 7+ mpA| 9o 2 2 Ao
o JHeIME 47 P5-& WA AT Gojujg Al TASe] WA o] gzo] T Mpzke]
Aol 7} ok 7] w2 4= 9l A stets AR} e Ao 4sta 9l
<& 11> HE S 0| PB 7OjH| 0] CHst Fake| HE|2'E 0| 8rF 2SI HAL
T BAEHAI) BREHAD BBEHAN
Z2Hs SOW .186 198" 112
Pricecon -.082 -.075 =117
Qualitycon -.066 -.017 -.052
Brandloy .066 .019 .038
PBpropensity 199" 226%* 220
PN Age -.050 054 .100
famsize -.025 -.051 -.018
Income -.038 -.027 -.025
Edu 143 075 .095
Y2014 -.053 -.040 -.029
Y2015 031 .093 .100
ZHHS MC -.356™" =373
AT 2R SOWxMC -.200"
R2(adjusted R?) .108(.003) 213(.106) 242(.129)
F 976 1.907" 2.136"
*P<0.10, **P<0.05,***P<0.01 / MC(Multi Channel)2 HE|Hd 0| 4=
<H 12> HE /49| PB FO{H| S0 Ciiet Feke| HE|zHE 0|&8+F 2= LA
T B(1 A B EHA) BBEHA
e ki SOwW 028 156 323"
Pricecon .032 -.002 -.020
Qualitycon -.077 -.146 -.218
Brandloy .059 .086 225
PBpropensity 215 .198 141
S Age .540™" 489" .522?‘*
famsize -.133 -.186 -.249
Income -.188 -.183 -.163
Edu 218 125 -.020
Y2014 -.092 -.162 -284°
Y2015 123 -125 -.073
ZHHSL MC -332" 505"
AT2R SOWXMC - 429"
R2(adjusted R?) 276(.091) 364(.182) 478(312)
F 1.491 1.888" 12.887"

*P<0.10, **P<0.05,***P<0.01 / MC(Multi-Channel)&

LE|AYHE 0|84
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The Relationship between Private Label Brand Share and
Store Loyalty by Applying Panel Data*

Ragyung Lee™, Jin Yong Park™*

ABSTRACT

The three most significant changes within the domestic retail business that have happened over the past 30
years are as follows. First, the increase in scale along with offering of multi-channel. Second, the power shift
from that of the manufacturers to that of the retailers. Third, the development and strengthening of private label
(PB) by retailers. Technology development, entry of various channels and changes in consumption patterns
have led to infinite competition which has no channel boundaries. In such extreme competition, retailers are
encouraged to invest heavily in development and expansion of PB as a strategic weapon to realize store
differentiation and profitability at the same time. This is also an effective way to ultimately acquire customer
loyalty.

Although the introduction and development of PB in Korea are slower than in developed countries in
Europe and North America, most channels including hypermarket, convenience store, TV home-shopping,
supermarket, on-line shopping mall, and mobile commerce have actively introduced and developed PB in
recent years, which requires research on PB from diverse perspectives. However, the proportion of research that
confirms factors influencing PB performance is high but there is little research regarding the ultimate purpose
of operating PB, despite that the retailers take the risks.

In this study, we extended the scope of the research topic of PB and investigated the relationship between
PB purchasing behavior of consumers and loyalty to the retailer. The moderating effect of the involvement of
product category, the quality level of PB and customers’ tendency of multi-channel usage on the relationship
between PB share and loyalty to the store have been identified as well. Unlike most preceding studies, we took
a three-year FMCG purchasing data of 2,350 panelists among various channels, managed and accumulated by
Nielsen Korea. Instead of conducting a survey which measures customers’ level of perception and purchase
intention, we calculated store loyalty to a particular store as share of wallet (SOW) which shows the ratio of

spending in a particular store to total spending of the household across the stores.

* This work was supported by the Ministry of Education of the Republic of Korea and the National Research Foundation of Korea
(NRF-2016S1A5A2A03927413).
** Instructor of Marketing, School of Business, Konkuk University (ragyung@konkuk.ac.kr).
*** Professor of Marketing, School of Business, Konkuk University (jypark65@konkuk.ac.kr), Corresponding Author.
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We also conducted a questionnaire survey targeting the same panels and matched the questionnaire results
with purchasing data to enhance the structure and completeness of the data set. The stores are set into 14
different categories, and the big 3 hypermarkets’ data are mainly used for analysis as they are the key players to
enlarge PB market in Korea and they have more categories that offer PB. In addition, their PB shares are higher

than average and they have on-line channels as well.

( R ' ~ - -
Competing hypothesis =S :
(causal direction) PB share < Store Loyalty
\ J \ J \ J
y N e ~ - .
Moderating effect PB Share - : Store Loyalty
\, J L 4 I L )
il ~
Category involvement Quality of PB Multi-channel
Usage level
~ J

* Main variables are operationalized by purchase amount of money, and
by purchase item ratio and purchase frequency as well for the additional research.

<Figure 1> Research Framework

The analysis unit of this study is the individual panels in a given year. Store loyalty to a particular store is
defined as the share of wallet (SOW). In addition, the share of items purchased and the share of shopping trips
have also been used as alternative indicators of store loyalty to observe the relationship between PB share and
store loyalty from various perspectives. Since it was already proven from many previous researches that PB
share and store loyalty have an interdependent relationship, we implemented the 2SLS (Two Stage Least
Squares) Method to investigate the causal relationship between two variables (see [Equation 1 & 2]. As for
competing hypotheses set to verify the direction between PB share and store loyalty, PB share has positive

effect on store loyalty and store loyalty also has positive effect on PB share (see <Table 1>).

[Equation 1] SOW; = @+ (| PB sharey + @ Distance; + @, Size; + @ 5 PB propensity; + @ 4 Pricecon;
+ as Agei+ ag Famsizei + a4 Incomei + ag Edui + ay Y20141 +a Y20151
+ a;; SHMPi+ a5, SLM; + € g5

[Equation 2] PB Sharei = 79+ £, SOW; + 7 Qualitycon; + 7, Brandloy; + 7 ; PB propensity;
+ 74 Pricecon; + 75 Age; + 7 ¢ Famsize; + 77 Income; + 7 s Edui + 79 Y2014;
+ 710 Y2015+ 711 SHMP; + 712 SLM; + € »;



50 | g5%7 25 23
<Table 1> 2SLS Model Estimates
Variable SOW PB share
B t B t
PB share 237 11.672™ - -
SOW - 0.236 17.345™"
Distance 122 -6.026"" -
Size 038 1.829 -
Qualitycon - 0.037 2.591"
Brandloy - -0.04 -2.866"
Pricecon -018 -.858 -0.006 -0.444™
PB propensity -.068 -3.280™" 0.121 8.643™"
Age 040 1.913 0.015 1.008
Famsize 030 1.446 -0.066 -4.735™"
Income -018 -.878 -0.001 -0.06
Edu -.054 25727 0.047 3.178""
Y 2014 135 5.969™" -0.009 -0.562"
Y 2015 043 1.917" 0.011 0.694
S HMP 029 1.307 -0.092 -6.232""
SLM 033 1.5717 -0.125 -8.462""
R2(adjusted R?) .092(.089) .094(.092)
F 18.497"" 39.665""

We also investigated these relationships on the basis regarding the share of number of items purchased and
the share of purchasing frequencies which are known as other measures for behavioral loyalty. In both cases,
PB share has a positive effect on store loyalty(based on number p=0.112, t=3.588 / based on frequency
=0.112, t=3.539), as well as store loyalty positively effecting PB share(based on number p=0.107, t=4.849 /
based on frequency f=0.108, t=5.010). Each store level produced the same results.

We postulate that category involvement has a moderating effect on the relationship between PB share and
store loyalty. However, no moderating effect between the two on either direction has been detected. The
assumption is based on the conjecture that customers still lack knowledge or recognition about PB, despite it
being said that the awareness of PB has been improved. In addition, it may be due to the context of this study,
which is FMCG categories that are often considered to be purchased habitually.

Observation of the analysis results at store level, the hypermarket L, compared with hypermarket E and H,
shows not only stronger relationship between PB share and store loyalty but significant moderating effect of
involvement on the direction of PB share to store loyalty. No moderating effect of PB quality has been found in
either direction and it has been the same at the store level. It implies that premium PBs have not been actively
spread and are not considered as alternatives of high-quality NBs yet. The implication is interpreted as the main
reason for customers to buy PBs is the lower price than alternative NBs, even though many retailers offer

diverse PBs in price and quality perspectives.
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Finally, the results also show that there are no moderating effects on customers’ tendency of multi-channel
usage on the relationship between the main two variables in either direction. However, at the store level,
hypermarket H and L show negative moderation effect on the direction of store loyalty to PB share. If the
customers’ expectations and needs for the great advantage of on-line channels, which are competitive price and
convenient searching, are taken into considerations, customers crossing from on-line to off-line channels to
shop are much accustomed to search and purchase products that meets their needs. With this reason, while store
loyalty is positively affecting PB share, customers who purchase more at on-line shops than off-line stores are
likely to find more competitively-priced products than PBs, which might be the reason why this moderating

variable has a negative effect.

Keywords : PB(Private Brand), PB Share, Store Loyalty, Share of Wallet(SOW)
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