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T H(Retail Brand Application)
019} J?%Ed% A-H| 2} P50l et A7t
}2}ro|th(Grewal, Roggeveen and Nordfalt
2017; Lemon and Verhoef 2016).
CIPHE, e 5 e
E F shuolH, fr5dAIe] Aol ﬁ
AolA HEHIY BHE 2}k (Retail
Brand Equity)®l] t$t o]sll= 75 A A ket e
off oA HeFA o g Fasitt whebA f-5of
Aol A L B ol gt 270 =1L
?lth(Londono, Elms and Davies 2017).

ZH Y BT 24t WS A, Aakers) Keller
o] Bl & Z}+H(Brand Equity) 18-S -5 &7l
285 dFE0] o, F-54F A (Retail Industry)
o] £4Z olsfistr]ell= F/4dA0laL, HE|Y Bl

Are] A e AWshrlole Besttt
(Anselmsson and Tunca 2017; Londono et al. 2017).
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Hoffman and Novak(1996)<
RN S AES T 9 A AL
4SS o]l A1, Aol cheet A&
744, B4l tizt AR E 27t fuo] 2ol 4
F AEE AFche 28 AHES] fHebolzt

ru

elstelet.
‘B S AH|AEo] AUPEE, e,
PDA 5 A9 Folg B2 Baf, Akt g
o TohE glo] £WANE T 4 U AAsH

e AujAceral H Ol 7|k 5kal(Huang, Lu
and Ba 2016), ‘74 AU EY I L} A EHlo] 7Hs
& LS o) BT} AUIAS oo 2o
2 A O] &] 31 QI tH(Wang and Li 2012; Wolf, Bick and
Kummer 2017).

22}910] 1 57 % s
oJseE o]t @ maRRlol AL 4H7} AE
Aul oo g A 43} HEAS 577} ol 23
oy, ZeplolAd = A dwidS SHsH] 7t
iz oz Solshact. 14e 4ulAe] e

éEQCso]_Q_

o[BS A 5, T 4 UL, 2HAE TAo]
QL R fsh 47 o] 7hsshzich. Bt of
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Lroldinh, DEEFA fg A d el gt AHxho]
a8 1A 2 o] Tt A, 2)REFA AT Al A
HS Aot U9 -5 dAlel it Aol
et fEA ol it A= HHEA o] 54, o]
87154 (Usability) 2 -5-84 (Usefulness), 4H]2}
£ (Consumer Characteristics), 7} %12 £/ (Personal
Traits), A< (Circumstances), ¢ (Risk) 5 &3
H oot 4§ 8 lof s A-5FTH(GroB 2015;
Marriott, Williams and Dwivedi 2017; Marriott and
Williams 2018).

12 2B LB BHYLTLE &4

@ maEQl ot o] £/49-2 thefet A=l o)
A X =] o] L=t Ailawadi and Keller(2004)= 3
g, W 29171, 718, 2R A, A4S Grewal,
Levy and Kumar(2009)> Z=RA4, 714, &, &
=29, 91%& A A5 H. Verhoef, Lemon, Parasuraman,
Roggeveen, Tsiros and Schlesinger(2009)-= A]H] X,
j 29171, AFETM, 7F4A2, Backstrom and

Johansson(2006) A, AH|A, AEFA 7HA,
gzpel, gAZde] 55, Ismail(2011)-2 i 2F
7, Wi 29171, AulA FE, 7 5& AASHA
o} AFAE0] FEA LR At = EAE
efotd, A7, 7H, dlolobz, 1A, A4, &

917] ol Qlet.

g, ekl o] EAA S AETR
0] chepAd otk 2 HIAFE-S AE Fof A chad
ABES vasHAA, FLH 4015 S 47
o EAge Fstud gk LatelagEe o
PG ATE 47 vl mtT TS 5 ek 57
S AA R Yt A7 4WESL W AEL B
wlst7] 18] BHe AE-L St Qlrkel T, %

32 2013; Vrechopoulos, Siomkos and Doukidis
2001).

Arto| E o] cr)zpel(Hololey-S 1A §-9l5}

o] HBE F ALY 4 YEF A ] gloiA of
8517] Welslof Gl AAE 2017; Yoon

2hRl& g Zol A AlFshs
hE L 9 A T of] J S u] W th(Dadzie, Chelariu

and Winston 2005; Nguyen, Leeuw, Dullaert and Foubert
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2 o) &0 W H T AT 2 AEY] X
2 WORA, 41 ooz 2 go] B3 glrk. &

ZFFEA(VR: Virtual Reality), 2733 4(AR:
Augmented Reality) 52 HH7|&’2 LHAU 7] 7]
£ AFEShe & Aol -8 =7t E
7= 5ol AHA= AlFolu B EoF 4
8= & ST, olF Sl 360% H|H L,
3D(Three Dimensional) G4, 7Hd A A (VR: Virtual
Reality), 574 & A (AR: Augmented Reality) 7|%& 5
o] &g&1
ey Qe #
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McLean and Wilson 2019).

APAT-E Fol Ao 2243 Kt
L0 £ AR H, AlE+
OF22 el mige] KoM I
&0t B v, AES, A
A=A F7He LAl I Foll M=
71€(3D, AV, VR)¥} Tl £A402 it
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B7h A
o, A9 5)9] Aol & UEHUA Fth(Keller 2013).

Keller(2013)= o] @7 Ha &7} v 4w} 7195117
A4 BAE TS AIA] o disl A5t B
T 3 29 (Brand Resonance Model)-& A A5}k
th HE 37 getu|Es 6719 FRE O = o] F]
A dom, 67l Fi2 tha it 2t

A 4(Salience)> 11 HA=E Anp} 243 4
Al W&o =xet &2 JAAEE on|eitt. Adxt
(Performance)i= Al &oU A H| A90] £4-& oJn|s
o, 2, HARRl 7H4 Fol xZetHEn A4
(Imagery)-> HRHE O] 74 Q 4-o]w, ofH Apg
o], ol i} FFol| A BIHEE ], AME-ShH=

2

3} 71A] 5o ZHHET. TWk(Judgement)> B
= o] 449010t Wejo] o 1740] A7tehe B,
HHET AR QA Hols Ak, B =7 dnt
L =53] 5ol Higt Aot A (Feeling)> 1
Zo] BUEo] ) L7l B WS ET,
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Au], &), Fd 5)o|t}. -FH(Resonance)< 1174
o] HAHE S} Shrt Helek Lol HEg, ne
& 2ot A7, Bol oI A, B o

ks
S o
(Resonance)

3mts T 2
(Judgement) | (Feeling)

2.900] A4

1.0t HEIE] (saience)

‘E%E Z}AH(Brand Equity)’ @] @ 244 %

ot AF7F S7FHAA, f-F okl A
Hl ?ﬂ——r“’ﬂ ek gl ol S71E o] girt.
HHE= thai} Zo] 412
= =T, l)if’ﬂcﬁ—% +J5te 719 e BRE
(Company Brand), 2)m3 2] o] 5<1 A B
(Retailer Brand), 3)A 0] o] 2pA| 2 0 2 #|Z5t11
Tl sh= -5 YA B9 =(Private Brand) 2 52
I QATH(A -8, %1521 2006).

Ailawadi and Keller(2004)-2 -G-5-Eofo] A 2
= "% FQ35tH, HiL(Store)E Aot F4

L5 7= 93-S vtk 59t Baldauf,
Cravens, Diamantopoulos and Zeugner(2009)-= ‘2]
H| 2] Ei E 2H4H(Retailer Brand Equity)’ < ‘A&

olu} Afu| o] o5 AIBELE 7HE FH7ke B

= Zpikat 2 of e o2 A 25kt Swoboda,
Weindel and Halsig(2016)2 ‘2]E]|d BT zpit
(Retail Brand Equity)’& ‘OHA|® W Ao o)) 3
& WAl 2R A G2 A= FAA A

wet st

‘YEH|Y BT 2 A a9l HEHY B
T Z}:H(Retail Brand Equity)= &/dot= ol &=
2= AlF-A Rl a9 ofnlsiH, 2lH Y BHa=
ZHAES A 5= Q218 Aaker®} Keller?] A%
2 7o 2 wslol ok e HAs Ao
it A AT FollA, 2 Aot A4 o= o
o 9= @78 Fefate gt 2k

Arnett, Laverie and Meiers(2003)= 2 €| g2 =}
At Qg A (Retailer Equity Index)E 7@ shH= A+
£ shgom, Ahde 4L, QA% Aus E
4 AAFS 2| HAlE ZALS HAste golo
A SFATE.

Pappu and Quester(2006)= 174
ZH:H(Retailer Equity) S ofl T gh 4+ °
274 Wsa e deio] 1A%, 94, A)7h &
T4 =S AASHE

SH= T B0 9(2009)2 AUfH  AHiH(Retailer
Equity)°ll tigt 7Hd-& g otaL, Anfzd zpito] of
2 YA SR AAZ BES At st
orl, 1 A3hE FEALANNY, T, )

)

Z

HU

M, TvERT, 2ehela)= vl A4St &
g Zp4k d gPgeloz Eajd gl oA AH|A
281, AlE a9l, BH 8]l AZHd oln|A], Ao
gH4l

Gil, Ruiz, Michel and Corraliza(2013)-> 2]€| Y
Bl E Z}iK(Retail Brand Equity)e] ¥t 2
A5 EFG FPE DL AL 99 A
Lotk JdFH2 M E o]u] 2| (Store Image), A
ZvE 73R, A=), QIZ 5, AIPHS42 Az gt

i

Ol

Su Lo
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%, SAEE AT 11 Axt, X ofn]7], 7 a2 Ao &2 UrERt T

ZFE 742, AR T 7F 2 ZHK(Store Equity)oll 9 o|A g o AFAE] o5l 2EI Y B E A4
= A AL, A ZAHK(Store Equity)o] THEIof, of thet AF7F IF = QLo ZrAA 7]Hte]
WEL 7L AT o) 9L | 2]= Ao 2 et 2 &l(Process-Based Model)ol| Tt 147} E @5}

Das(2014)= 3 X (Store) &7do] 112 7|6t 2]H| o= FAo] 55 17 21tk (Londono et al. 2017).
A2 Zpibol| ul 2| = gkol s A-tstlet. H =2
S o= i Z971, AE 7HA, AE 28d T o 3. 2[E|Y BEHE Xk @ apd
S, A A B, FA, dAaE, 2E Ll e
AN B, Mgyt B e, miag W At 2 3.1 2|E|Y 2 E Xtk Fd aPdof| oyt
A& A AR, 2E D] A4t o = 2 D2 e <l *"%'E:r"

ALk, A4, A4H 4, 4 =E AAsH .

Swoboda et al.(2016)> 2H|Y BT &-4Jo] AHZZE A, A 2= ofsl 5= 5H7]7t
Hd BHE 2pikt S E m 2] Gkl didl A= 7E2 8¢lo] ZE Ao e AAE A
A dtstlon, gHA BT 2p4he] o544l e} o] IS AAA 2 F-sti A} 6h= R
o2 gH|Yd HAlE £AS Aupgelog AL 9] stt2, EBM 22(Engel-Blackwell-Miniard
£ AASHH. FElYd BRE 4oz = AlEA Model)°] ATt EBM 2&-2 47F2] Q1 F4 (=
A 714, Elolobz, AR YA Ol AEEL), A B (A =), BEAD, JAEH(ET), dFaler F&
A AE|)E AAHFE AL, ElH Y Bl E 2pAF =4 HtH(Engel, Blackwell and Miniard 1995).
FEoE dupt Zrelt HHEI], duht & o AB[ZP7F oot WA, 94 A= (7199 AlE,
HZ B Q17 mj g Ho]1l ZE3F BRI E 7HA, 5, SX Ak )0l wE=H, AH| A= 2}
AATSFA T = &ofl 23t AR E A2 sho] 2441 9] 7] £

Anselmsson et al.(2017)2 534

dejelel el ARG AE PRE 2EA0 472 A4s
E A4t e 9128 TS A} shck, 1 A, Q)
&

U Al A4S A0 AR2 88U

A%} AE B, Az B, A, Bl o

o G v1A T, AF FY, Aux EY, A, B
=

=
214 g2 BlE AR, BHE A=Es

Ao YFS v|A = AL =2 eyttt H|Z}] oA A o] JFS FlAl= 291& <Y
Troiville, Hair and Cliquet(2019)= 1174 7|4t 2] FQ ol olgtal shH, JFQRlol= AH|A} 7l

H 47 HA:E 2} Consumer Based Retailer Brand Qo1 42 g lo] JIth(@FA, o]=2017).
Equity)oﬂ oA AEskiet. 1 Axt, H2Ad, Al FE3t S 52 o] E(Means End Theory)©] T2
A, 29171, oA, A, AlE FEREAA A, Al ZFolv B EE £ 3= 44 (Attribute)'©]
”*UHQL AF] F4), AE 7HA (A 2o A Bl = /ol it ZHQ1A Q1 oJm]Ql <3 ©](Benefit) 0=
+ A1&-2] 7}A]), PB(Private Brands)7} 2]H| 42 B AZ =, Hel2 ThA] Z]&Ao]al A1t 74219
EiAS x}/&oﬂ F= AL, Y H YR BRE 2pE E71H =2 7FA](Value) 9F A =M, AypA o
o] Hl&, FA &, WOM(Word-of-Mouth)°]| %3S 2 A =3} BaE Sof i3k gl £ (Attitude)ol] FIF
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ol =2HC XAt HA 1t

< 4= e Aol 754 WP}t AR A P

HoPow FRET 124l 7HA]= (EAA T}
Z](Instrumental Value)’'$} “g=2 7}x]|(Terminal
Value)'2 EH THGutman 1982).

Keller(2013)= <1174 7]¥t HsHE 2H4HCBBE)Y
= ‘HHE O nAY S5S 5o F4H HHE A
2
2]

7} 34
HlA7E AEoIL M| A% TujAlyFo = 2
4

o
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1o
rx
olo
o
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e
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ell
38
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|
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=
Jelxr B ¥ 2 d(Brand Resonance
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Ailawadi | ©= S
ilawadi
- Oj2F 227
and | 7Hr§§ I SIEY
Keller _nég)&q 00| |
(2004) | ;AH -
B
Verhoef
etal -/t
|- oha =90
(2009) | MH|A
- []HJéI»
- 29)7]
-7
-AHE LEHY - 2|EY
- MH|A~ 2 - 2|8 22
Das |-&X1 ol A
(2014) |- YL - 2|EY
- 2[E| Yo =
Cifet el - 2le|Yef
pa eyl
BaHcd
- O3 2|2}
22
2247
Ding and E;:%j [
Tseng Ol 2|2 - ‘;l
=4
(2015) 24MA S©e
A
Y
Swoboda | - 7} A - 2/H Y
etal. |-2{0|O}R HaiE A
(2016) |- HRUH O zME
- MH|A
Thakur 512 221 |- 26tU4 Y
(2016) PIagdy | 8=
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2E|Y 2lEY 2fE|Y
Bac BaHc Baic
24 e RpAL
RTPTE
Exal=)
- AlRE A7)
A2
.2z Qo|
[ Ry | —
GroB - 284 - QHIU AT
0. _iHé!_Z__I‘ T A-IE-I-I-O
2018 = s
@01 - 4813 °
_Hajc
- 22t —_rl:ll—
=
Shahzad RPTIREY E;ﬁE
etal. R -gi
(2019) A Teo
oo T _ °|Z|E

32 2|H|Y BHE £

eI s 4 B 4T
Ailawadi and Keller(2004)+=
7HA, 2 WA, FAEZ Grewal et al.(2009)->
A, 7H, AE 38, fxE A 1“}93&}.
Verhoef et al.(2009)2 48] 2, w7 24171, A&
, 7F4-<, Backstrom and Johansson(2006)< 2],
/\W]i, AETA, 7H, 2], 42AE&d 0] 52,
Ismail(2011)-2 o 3H73, wfak 29171, AH)A &
4, 714 52, Nguyen et al.(2019)+= thFsH &
H| A 0] £70-& A A 5F T
=etdfgol et HUA, JEFd e
et WY Fa7do] 71Xl Jlow, Hupd 43y
2494 360% H|H 2, 3D, 3 A o
A(VR) & A7 280l 7453t =1L ot 53]
HHkd g oA o] e A8 1A B
oA shod, 71E 9] 22Hl4a g o] PARE A
Aol Fepd ofl et F-E2 HekshA shal ek
&, §FJ %} 2019; McLean and Wilson 2019). wa}A]
2 Ao E BEtdagolA o] e Yd Bt

S0 AFTA, A, dolob, vk, BT
A, A9716E AN

33 2|HY B AH

e Y BT o dlE APALE A
Brakus, Schmitt and Zarantonello(2009)% BHa=
A= 12 (Sensory), T3 A (Affective), Q124
(Intellectual), 38-524(Behavioral) 3@ 47}4]
F3stlom, 471x] 9] HE ZedS o ‘B
o] TAAQ o] e Hrkar skt

Schmitt, Brakus and Zarantonello(2015)< 7] 4]
AlE-oh= vHAE ol digh a9l B A4
(Sensory), H73&(Affective), 1] (Intellectual),
%2 (Bodily), AF3] 2 (Social) 082 TH51%
T Z12]al o] et ZZto] Helt o] g A A
TAA BEE Aol AL, AR[AR-HHE BAE
@/dSh= 7]5te] Hrhal sH3i

Shahzad et al.(2019)2 H#= ZAF-& 77HA
(Sensory), /3% (Affective), 1| (Intellectual),
54 (Behavior) @02 U1l BT HHO|
A8 ZF4(Utilitarian Emotion), 24 74
(Hedonic Emotion), 2= 7} (Brand Personality)

3, B Aol ol A ol e A7}
93\1—4_ O AT AL A = 744, B E )
42 BAS Aol DU Aokl P I

o1 —1-—

fu
@ do

GroB(2018)= T2 o] A8
(Hedonic), At3]&(Social) 3¢
HIH o WL ﬂﬂa E_H HH

Thakur(2016y= BHFAL M| A 9 17 Z2F &
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910 2 A}3]& ZZ(Social Facilitation), 2}7] A2
A(Self Connect), A4 Z71-2(Intrinsic Enjoyment),
A|ZF A-9-7](Time Filler), A-8J(Utilitarian), =71
2 Q Ql(Monetary)2 A|Al5tgl.om, 14 Aol =
Aol A Y= Tl sl
HHtd 4 SHg oA 7Sl StEete e At
(Huang and Zhou
2018). Kumar(2018)- HFel-S ghaat R A4,
fr3go] F7FsHA A ZiQlste] et S Aol AX| 1L
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Shukla and Nigam(2018)-2 2| €| d 2|52 11243
2

o ARUAEL Fol HIA APL FEh,

t

ZH|Y BalE 24kt I E APAFE B,
Keller(2013)2] 2= F 1 29 (Brand Resonance
Model)oll A= ‘@A (A= FA), A2 (A&
ojuf AH|A0] 4, A8, Y], 714 5, ‘A
(TR A, A" s F & ol 7t
A e BRHE JHA, 714 5), ‘m (Bl

(e)
i

S Ao|u} Welol ofjsl wAo] A2t £, Bl
= 424, $94 5, @ ER=] o) 7]
AR B 5, B (FAE, N, Hel 5)
2 AAsH
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A Study on the Retail Brand Equity Formation Process in
Mobile Shopping

Ni Eun Song*, Renee B. Kim**

ABSTRACT

Recently, mobile shopping using smartphone app has become a popular choice of shopping method for
consumers, and the relationship between mobile apps and consumers is an important competitive factor for
retailers. This study investigated the relationship between consumer and retail brands in mobile shopping app
platforms and approximate the process of how retail brand equity is generated in consumers' mobile shopping
experience.

The research presents a process-based model based on consumer information processing theory to access the
process of consumer based-retail brand equity development. At large an “Integrated Model” is presented, which
includes independent factors (Retail Brand Attributes), mediating factors (Retail Brand Experience), and

dependent factors (Retail Brand Equity) which are important for retail brand equity in mobile shopping

Retail Retail Retail
Brand Brand Brand
Attribute Experience Equity
Assortment
Price Utilitarian Retail Brand
Quality
Layout Hedoni
_ SIS Retail Brand
Delivery _ -
Product- social .
Recommendation Personal RetLall Blf[and
Advanced- oyalty
Technology

<Figure 1> Research Model

* Adjunct Professor of Business, Hanyang University
** Professor of Business, Hanyang University
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<Table 1> Measurement

Scale Definition Item Reference
- It is important for me that the shopping mall is equipped
The degree of product wit'h Yarious types of products. . ‘ Swoboda et al.
o . - It is important that popular products are being sold in 2016;
Assortment | availability in retail-brand .
anDs shopping malls. Verhoef et al.
PP - It is important that the products that I need are being sold 2007
in shopping malls
- It is important to sell products at reasonable prices in | Swoboda et al.
. Price of products sold in | shopping malls. 2016;
Price . . . . .
retail brand apps - It is important to conduct special offers in shopping malls. | Verhoef et al.
- It is important to discount prices in shopping malls. 2007
- The overall design of the shopping mall app is important.
. - It is important that I il h for th ducts I
Layout of retail-brand ' anpo an a' can castly searcht ot the Procucts 1 gwoboda et al.
Layout anDs want in the shopping mall. 2016
PP - It is important that shopping malls are well organized to
check product search results.
Retail - i is i i :
. Retail brand app Pr.orr'lpt delivery is 1@p0rtant. Dadzie 2005;
Brand Delivery . . - It is important to deliver products safely. Nguyen et al.
. delivery service .. ..
Attribute - Reasonable shipping cost is important. 2019
- It is important to recommend popular products from the
: P Hro =
Product | Product recommendation prqd uc.:t line I am considering. . Nl
. . - It is important to recommend similar products to the 2016;
Recommen | service provided by the
_dation retail brand app products I have purchased. Costa et al.
- It is important to recommend related products to the 2017
products I have purchased.
- It is important to be able to check whether the product
suits me through advanced technology (3D, virtual/
Services utilizing augn}ented reality, etc.) in shopping malls. . %i AL,
- It is important to be able to check whether the product is &0
Advanced advanced technology .
. . suitable for the place (home/company) through advanced 2017,
Technology | provided by retail brand . . .
ADDS technology in shopping malls. Pizzi et al.
PP - It is important to be able to feel reality as if the product I 2019
am looking online is real through cutting-edge technology
in shopping malls
- When shoppi ing shopping time is important to me. i
The real benefits gained en shopping, saving shopping time is important to me Gro
e .. .. | - When shopping, saving shopping costs is important to me. 2018;
Utilitarian | from experiencing a retail .. . .
- It is important for me to make shopping easier through Thakur
brand . .
using retail brands. 2016
. S Grof3
Fun and enjoyment of |- When shopping, it is important to have fun. 2018
Retail Hedonic experiencing a retail - When shopping, it is important to feel enjoyment. Thaklir
Brand brand - When shopping, it is important to feel refreshed. 2016
Experience
- When shopping, it is important to be able to exchange
. . . . Grof3
Benefits gained from information with others. 2018:
. experiencing a retail - I tell my acquaintances about the product I saw in the ’
Social . Thakur
brand based on shopping mall. 2016
relationships with others | - Ll‘;alllk to other people about the products I bought at the Wu et al. ’2 018
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Scale Definition Item Reference
Benefits for myself - When ShOpplTlg, 1F ls. g90d to have my own time. Rose et al.
. - When shopping, it is important for me to have my own
in the process of 2012;
Personal Lo . space (my page, etc.).
experiencing a retail RO Thakur
- When shopping, it is important for me to be able to check
brand . . 2016
my previous purchase history.
- It is important for me to provide good quality service in a
retail brand. Erdem
Qualit Quality of service offered | - It is important to me to provide consistent quality services | and Swait
Y by retail brands in the retail brand. 2004;
- It is important for me to provide reliable quality services | Keller 2013
in a retail brand.
Retail - It is important to have a differentiated brand image from
Brand other retail brands.
. Unique image of the retail | - It is important that the retail brand has its own unique | Keller 2013;
Equity Image . .
brand brand image. Severi
- It is important that the retail brand has a brand image with | and Ling 2013
its own individuality.
. - T have a retail brand that I consider first when purchasing a
Preferring one roduct Frasquet et al.
Loyalty retail brand b ) . 2017,
. - I have a preferred retail brand.
to another retail brand . . Keller 2013
- I have a retail brand that [ mainly use.

For this study, we conducted a survey of consumers (teens to sixties) living in Korea. As a result, 604 responses
were included in the analysis from the respondents who use smartphones and shopping apps.

In order to examine “Retail Brand Equity Formation Process in Mobile Shopping”, we conducted a structural
equation analysis how Retail Brand Attribute (Assortment, Price, Layout, Delivery, Product Recommendation,
Advanced Technology) influences Retail Brand Equity (Quality, Image, Loyalty) through Retail Brand

Experience (Utilitarian, Hedonic, Social, Personal).

Assortment
273 i
.128 iros
Brice s éjtlllt?rlan
xperience 665 Rt b 5 ;
etail Bran
37z -253 Quality
L t Hedonic - -
ayou Aoa Experience Syak . —
200 REtI?ﬁl’)Ia%J:eand
< 187X -
. -36Z Social AP
Delivery 3 . .
/103 Experience
5563 300 R i Brand
156 g 145 F etai ran
- : 12 - 1203 . Loyalty
Product- Sy y £ Personal 257 -
: 233 :
Recommendation Experience
i ra2 -
124
_ A0 121
Advanced-

Technology

<Figure 2> Structural Equation Modeling Results
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<Table 2> Structural Equation Modeling Results

B(p) S.E. CR.

Assortment — Utilitarian 273%** .029 5.160
Assortment — Hedonic 128%** .039 3.463
Assortment — Social .050 .057 1.082
Assortment — Personal 145%* .042 2.923

Price — Utilitarian 208 ** .029 4.051

Price — Hedonic -.052 .039 -1.421

Price — Social .073 .057 1.616

Price — Personal .032 .042 .665

Layout — Utilitarian 312%H* .030 5.475

Layout — Hedonic .104%* .039 2.717

Layout — Social .041 .057 .854

Layout — Personal 362%%* .043 6.795
Delivery — Utilitarian 197%* .051 3.591

Delivery — Hedonic .031 .066 .841
Delivery — Social -.038 .097 -.823
Delivery — Personal .103* .071 2.066

Product Recommendation — Utilitarian 156* .025 2.581
Product Recommendation — Hedonic 553 .035 12.612
Product Recommendation — Social A412%** .050 7.651
Product Recommendation — Personal 233%** .037 4.020
Advanced Technology — Utilitarian 124%* .025 2.084
Advanced Technology — Hedonic .340%** .035 7.949
Advanced Technology — Social 142%* .050 2.690
Advanced Technology — Personal A21%* .037 2.163
Utilitarian — Quality L665%** .099 9.693
Utilitarian — Image 253 %** .092 5.023
Utilitarian — Loyalty .065 .084 1.348

Hedonic — Quality 019 .032 454
Hedonic — Image 147%%* .041 3.462
Hedonic — Loyalty 200%** .040 6.649

Social — Quality -.042 .029 -.942

Social — Image 255%H* .039 5.291

Social — Loyalty .057 .037 1.200

Personal — Quality .300%*** .048 5.856
Personal — Image 203 *%* .060 4.004
Personal — Loyalty 257xH* .059 4.952

<Model Fit> x2=1055.752 df=630 p<.001 GFI=.919 NFI=.953 CFI=.980 RMSEA=.033

* p<.05 ** p<.01 *** p<.001
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As a result, among the Retail Brand Attributes, “Product Recommendation” and “Advanced Technology”
turned out to be the major factors influencing all Retail Brand Experiences. In addition, among the Retail Brand
Experiences, “Personal Experience” turned out to affect Retail Brand Quality, Image, Loyalty, which convinced
us the importance of “Personal Experience” as emphasized in previous studies. It was also found that both
“Hedonic Experience” and “Personal Experience” influenced “Retail Brand Loyalty”, which proved the
importance of providing “Hedonic Experience” and “Personal Experience” to increase the consumer loyalty in
mobile shopping.

This study has meaningful academic implications regarding changing consumer behavior in mobile shopping
experience, and proposes an integrated model for the Retail Brand Equity Formation Process. Findings show the
importance of the Retail Brand Experience in consumers based retail brand equity formation.

The retail industry is passing a time of upheaval with the development of information technology and rapid
changes in consumption culture, and is growing and developing especially in the mobile market. In this current
situation, this study has practical implications in that it presents a marketing direction for retailers that are
growing and developing based on the mobile market, by looking at how consumers form retail brand equity

through mobile shopping.
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