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79 (category legitimacy)*ol2h= 7I'd-2 AltsEaL, AAIE-S] EHE H-3(PB vs. NB)©| 71| 18] A g-d-& &l 421|242 71|
212 B, 80l ke, B E ool teof] mix|= gt 11 Aol 48] A 2E TS HSOIA o F sl A Z|oF
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gxol HAlE 7 wolSoz| 1 9t AA 2
Hold dAl= 71&Y &9 A 24 gl 5
Alo] AAA Yo, 2tH BAEo} 7GRS
TAE AE S EAR dAFoz Hd¥star ot
(M9, 2026). TAoll= Aol o] A &
g o]l%o fEHA BHEsE o 22 Y
St A7 BT, FH2ols M= AE 7t
Blare)7t 5ok 271 SACIARE PB7F FA
of EA1E]o] NBeF A3 AA o= BEE Zoba|
T Aok(e]4aA, 2026). ©]= PB7} ¢ o4 714
FA Aol MR=22] ka1, fFAA ] AEst
kg AdHo=r fdste o= 2y ok
S-S HojZth

AHZ7F A Aot AlE ZElales AR}
Ado] FEoHA] %7 "o EEHor E94
o] ATHWu et al., 2021). o]t AgtoA] 4
H 2= A AR 71solv dss AlEstA
w2]7] oo, 1 Zhe|ate] AA7E WS Tt A
E1Z| 12 FE mastes ARRE Heloh A3 A
TFoAE olHet e HId(legitimacy)2] =

Apo] AEH o Eheel
Ao Q" o wzs A%
7Fsotttal Eth(Suchman, 1995).
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1. 7tE| 2 2] 24 (Category Legitimacy)

A3 d(legitimacy)> ZZ]o] 2}4lo] &3 27 9]
ol HAAZEFE F5ch= ARSI F-E(social
acceptance)= 2]1|$tcH(Suchman, 1995). 7] Q49|
st A=A 9 delA Ak 7199 A
73991, Ao Y= mlA= A4 ofsHHAR}

o]th(Buysse & Verbeke, 2003). WahA], AH|ZH=
7190 AYAE B £ 9= FA2 2 4 9
ow, AHR7E E4 7]Y9e A4lo] &3t %}7§4
Ao g £851= A s AH|R HFA(consumer
legitimacy) 2.2 A 2]gt 4= QJth(Randrianasolo &
Armnold, 2020). Randrianasolo and Arnold(2020)°f
AMe Z1dell dis ARjAE QIXshE AP
Ag2x A (pragmatic legitimacy), =534 A
legitimacy), <1A1A A/ (cognitive
legitimacy) 2.2 FE5}3ch A84 HAFAHAL X
21 9o] Pgo] 7t AAA Ao ottt o]
UARE] B7HE oJu|stH, olsiEARTE 229
AEA A Fosh] Halide sl 24 0]
Algshe FAAelal AAAQ dES Q1A sloF

stk meEA Agae 246 oet EA B

AJ(moral

2A, olsiBAAE] 7HA] 7| H]Fo] diE =
o] meHoz ultAs AR AlEER|e}
Agt oo x4 AFAL 22 o
A ohjel, 1 220] BAHH
ZhR ZAR AAZHA WolEel AL A
mgstel, sl WA s 22o] 1457
ZAF Aoleks Q14w g
gAolets Aol zsxq% Qo Ao
AF7HA] Aol At BT AT
19 AAE oz st A9t wet
(Chung et al., 2016; Forstenlechner & Mellahi,
2011; Panwar et al., 2014; Vergne, 2011). 124},
npAg Ropl s AL 7]4do] opd BAlE
U AE SRl AgstE wdn olold itk
Kates(2004)= BHT7} A4zt AFYE Wof
A olgA AgAe BE D fAHAE A
== 7]H} 2 =519 Fan et al.(2026)
AME sie] HlEo Ade s 2HES
5ol U= %7} A AP qtH, 7,
A A=A B Aty dAsHEA]
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= Q% 9 AT o Aole] d S A
Zapgck. @, A4l AL AR AT
oA =olet AEL ZholE 4= Qlth Bork

al.(2015)2 A= AlF 7HH 2] o] s} i}
< Musly] ¢35t o]l2d EaA AE Host

i1l =

F
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=
AL Z(PLF: product legitimation framework)
AN, Ao kS wx= oAl 74|
922102 o|d[|7H5*d(comprehension), 3 (output),
23+ (compatibility), 413 (signalling), BAH4 &
A (procedural justice)= AAISFFATE. Lee et al.
Q017N = ml= §71% A ZHEleE
o g A AF 7HElL ol gt A3/d(legitima-
cy)°ol F4%= M 1 avE 2AsHT A
A2 ZH L] A SR A 8, &
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27 Aslska Adstel AASHE BEoleR: A
ofl A, AB[ZPlA HFH HEA] E=
delom A4 Tk Aol ek

ol/Fe] =oF Higog & A= FHEH L
2] A (category legitimacy)= sE A& 7}
Tk 2ujApel ] Golulgt e AeH e
AS Ad A9 fiios Holsozls AEm
gelshnzt g,

2. 22H| ‘42 (Consumption Orientation)

J3¥(consumption orientation)< AH|Z}7}
U AEIAE AEe off ofE 7|E3 7]

Ao MelsheAS tehs A2l 54
o

A
= AstHete ofd AH|ZE 7]5 34
A 48 F5& SAIohs ¥,

= ARE oA e EARIY A A
o © 85t Britth o3t AolE A
Skl flsf Add+E2 4H 718 A 4
Z(utilitarian) AFP¥ F2A (hedonic) S
23] gtch(Batra & Ahtola, 1991; Hirschman
Holbrook, 1982). A-8% 4-H] A3k 4H]
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Sttty H7]= o]t} Babin et al.(1994)2 43
o] e 3 9t =42 7hA|(utilitarian
value)?t E7= 9 Amet 22 FHA 7HA]
(hedonic value)S FAlo A= 4~ okl HS
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3. 7129 8%

A ATt upet o], AHAEE AR Al

F ZHElage] =EE5H0S o oig e
ES a d= F7kHA #
(Navis & Glynn, 2010). A2-& A= 71e| 12
AH[Zpf| A ols3shA] frob AE T]sEo] HE
=0 A 7] "otk ojdf, BIE &

o FHeae] FYA Tl GFS v

m{

AxHGA BEEHENB)= ditd o=z 24| B4k 5
Hip A&EA] A4S 7|Rte s oF 2 &
4 FEoR QA Eo] AR e B4
v 9lde ekt 4 lok(Sethuraman, 2003). HF
H, A HAHE(PB)= A2GA BHES] &
AME& Bohe 7397 gubdolgln, w7t

st
TH(DelVecchio, 2001). 124 o
A B9 RS AE) Ho AAdds B
= tdelshs AS5E PB Adfo= ﬂﬂ’éﬁ =
(Geyskens et al., 2010), o= B
4, 2 4 3 7}
L AnOtE pB Aoz
et al., 2021). oJof e},
ol AHdo] 9= /\H]Z}%

AzgA Bai=of HlOH

Thiel & Romamuk, 2009).

A §EAA BHEE AAAAS 7
= 7MLl AlseBFr1d A87Id s
710l +EFAR AlEFS S48 74 s
1905k, 22y F ol 4 glold
} ERIEE Adsto] AlxGA|ETE WA A=
Z 728 E S5tk f5dA BElER
FolE 4= QUTh(Abril & M rtos-Partal, 2013).
17 54 ZHEazeo] AAEs SAH

Aol st 2 7
A Slel A Jelclekn BAAS

CH(Ter Braak et al.,

>~ O
O

==

B
Y
N
o,

offf XL
W

o]
H

o rr do i Mo

o
4
ol
> i

>
fol
fr
%
>
rukﬂ
;2



6| AT H31H H3%

2014). thil WA, 1 AE sl AR
Aol 27 wge] SEGA A 294
A2 AABY B fEAAt) AR 2
¥el 9912 42Y 4 9L o BEYThL
2 4 olek. webd, 2HAE A2 AE A

22 sk Aol e dAl BA= o, S

T AR 754 a8 4
AAA =, A ofuier 22 A THRE
O FAISHH, &H] oA Az ol Aja),
AR HAde 5% 7eem Ae APl 3
CHBabin et al, 1994; Hirschman & Holbrook,
1982; Voss et al., 2003). ©]2|3t &H[ZAEL -5
AA7E AAES SARE ZHEIAL7E Aol A 2t
£ 4744 Qulol g5 st e Aot
ChA] hsf, Zheate] Aol ob2 @l

il

A% ARe A4 A5 odc

b2 1. MMZO| RS YN EMECH N=YH =
)2 M, siE HMZol chet 7te|n2] Y

|-
TE2 SHIALS| AH| G E oH|
;M AH g Kooyl w2t ZHatE 0|

Ch FHAH22 35 A8 20| dUyez
gt 2HAESE NS0 RS UM 2H
EY Mo 2 7tHn2 3EdS AR A
O|Ct.

FAE o] AA] &7 wRoll =2 ST A7
= 9¢9-& U (Castaiio et al., 2008; Hoeffler,

2003; Laroche et al., 2010). o]2gt A& oA A
H| 2= AlE2 7154 S4olv #4d& H7tolr]
o|del, i 7HElare] AA7F FuisiE = o
AA7p, ArRlAom AEet AEypet 42 K
o ZEAQ 59 moE AgHow 3Pt
(Feurer et al., 2021; Ma et al.,, 2015). Fan et
al.(2026)> o] HiH=o] Aol s B
7F A2 AFolA EANE Aol e FAE
JAEE APA ddE iz AHzke] 4AlF]
g Aol ro] JFE nRE A

AHZZE tige] AdAN B =l
HE4 3744 Hret s =7t J4Es 9
0]gtt} Lee et al.(2017)2 A4 A& 7HH|aL2]7}

Awd ZPAL FRASF Lulzet AR Hof
AS2RY o B 583 A4S dov, 1
A FHEae o AR o] FAPL HelF
At =, AL Ame AFoNt WA A%

Hog Q) g B4

o

Hd 2 UM E BEHME Y2 FtH 0 §EdE Sl
Siie M= FHE|22(0f Ciet Ef=ot 82|k,
Jde|n HHE Fojo|=0f s 0jE A0
Ct. #MH 22, MR F0l st 7te| 12| 8
g #=0| =S5 39 HMF 7HH 2|0 of

St EfEQF =89O|%, O2|1 EIE JA0jo|x

H 288 € Ao|Ct

rrr

Bl gl wet FEAT e ), ZHEae dE
42 BA S ZrElaLEle] ot Bt ¥F 9
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FEUA BHEe AXPA BlE Z4zte] 150
JA SrgE o, Al A ZF HeoA 50:50
o2 IFEQet. Pt Lrol= 43.894(SD=10.783)

2 1941914 75417H4] BxEQlch A Exls
20t 8.7%, 30t 28.3%, 40Tl 30%, 50t} 27%, 60
o} 6%oltt. 7zt gk 7+ Qo] Holk §oJstA]

FATH=1.719, p=.087).
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sl = 7He] o] oJx}o](semantic differential)
o2 SAGI. WhiEe 440312
ojtbel utgo A Yerhukge] e <

= F8AF Aol disll 22t 78 A (1=F78 4 0]
t/mtgol S2 gt 7=a Aotk &
o, @=929)2 SHEoIeH, F =2¢°] g
AHEste] 7Y HiE A #®E ARESEITHHE
A, §744, 2018).

O, TT 0 1,

Zhe| a2 2] 482 (category adoption intention)
+ 1A x]oF AlFTtol digt 48 oS SAst
7] A8 Al el BFog =AA. EAH e
2 A b g AR gk, A A
OFS Ald4tol AEIE WMES 7 Zcy, <31A| A]
°Fg AHGHEI e AZto] Exbol wis) 74

_lZi oo N,

_4

e Hr(-dd 184 g, -0 18,
1-961)E SHSHES shonl, A Eeel B
& pESel £8OlE AR FESHACHAIE
21 2], 2014).

E%E o ©] & (brand purchase intention):=

o 9

1:1-1:1

it Al 7He
7} wrot 14 %
g Solek, ik gk 1A %
ohd HOMSY A&S st
op, ook 3t 2 E}‘?i Ur% HOMSYolA &
Al 1A Zofs Fe ZAolzta Tk Aoty
of el 78 HAE Ax(1=H5 1A 4o}, 7=
WS T8tk a=9202 $YFES stom, A
2o R ABste] nAc Tulel AE
2 g-gol¥th(Darke et al., 2016).

7Rl ZHE| A ”] YA (category legitima-
cy)< Randrianasolo and Arnold(2020)2] A-8-%

AlZl vt 7ol ogs S5k
BEgog Z;G—].odr/]- FAHoZ 1

A A& B oI digho| gh| £A35le] =
atglnt. FAHoR A Aok Fujshe A
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10 | SE4T H312 H3=

2 A, ZHLY HE, ZHEE] 8ok, F2 AAste] el addAS skl &
Hile Fojoje, A8AY, fEdA BRE 2] A A @dadl B AL s mle E2
A 174 ATE] oo V|x5A et AT Fo=2 UEGTHCFI=.624, TLI=.540, RMSEA=
HAE Elotal, miZfeieet S5 A4S F 299, SRMR=.122). °o]&= EE &4 E°] sy
of foJjt Aol JHPAE 71 Aew yetyt o aRlom S| dee oulstH, £ A
CH<E 1>). T3 4 AdoflA mi7ir7t 5 oA SLHTE = Qb Azt =AI7F 3R
HPET FEEEAE Qo] fs F7HE & 7Fe e W2 o= wohE
TEEEE ASS okt =1 aQlEA M 1-3& AS5H] Y3l Hayes(2022) PROCESS
Ay, By Aotk AvtEos 8 75t & Macro®] Model 78 AHgalRlth S Bl
F0 7 JEPG OH(CFI=941, TLI=918, RMSEA= & &9, mi/id4s 7ig e AgA, 2dds
126, SRMR=.056), = 232 BFS} @d4A] &= 4H AFAR AF Bot-A AF B4, T
A= 82 olfer A uEwth ES 24 4 S¥Se 7Y HE, sHEAE 80k, B
ME o] HaZAFEUAVE)S 74 oFeR 7] e Fojor s AU e dA BHE
A5 AARlstlen, AVESY Algde] o - Aa 7 AT Bk FAMSE 2odst
ANE 2 AR Y 374 UERY Fomell- oW, M AT {oHd HIFole RFEAETH
Larcker 7]50] $5H2 gQlstrt. o yobrl, 5000815 283 95% AlFF7HE AREsHTh 2
HTMT 7|&& F7Hox AERN 43, Be F dAFoA e HEES} 2 AASB)E Eilskit
37 7t grol .85 olsk= uEht F471E 1t 7Ha 13 PHste] BE {fof wE 7L
et et SHES SISkt T2y, RMSEA 2] FEA Q1A o] AB|Ae] AH] Aok ot
ol 0.12602 tha ot Al 7H2] FE5HF-E 5 2 GEtxeA] Eelshr] {6l 2fEAe AAls
Aol 3ol thE EARo] ofd FEHS UTH<E 2>). &4 43}, Bt 533 44 A

2 Y420 ZAS s gE], 39 F9 AeAE st fostAl dEhkTths=
HFHE 0] 0] 7142 HASH] ¢Jo) dY¥acl » —.270, SE=.096, =—2.81, p=.005, CI=[—.459,

<B1>F2 Hpo| W, BEHaL, A2l
MR |ERWEz 2 3 4 5 6 7 8

1. E2HE Q3 (PB=1) 500 501 067 | -.067 | -.081 012 .005 1717 | -.009
2.7t 02| Ay 4.050 1.152 .599" 576" 634" | 2237 | 309" | 2427
3.7 D2 Ei = 4783 1.290 698 | 5527 | -.119” 2107 | 2217
4. 718|n2| £89 5.089 | 1.341 6157 | -.093 3397 | 3317
5. 22E Aojo|= 4.549 1.152 -.077 308 | 358"
6. 2H| M4 & 1.085 | 1.253 -.087 084

7. RSP EUME AAM+FE | 3.963 | 1.184 099

8. 7 e 2o 5.442 962

* p<.01, " p<.05.



FtE|DE] YMH0| RSN 2ME MNE 20 OXl= g | 11
<& 2> 7tE|n2| AYEdMS SEHFE of = 3 HEN

B SE t P LLCI ULCI

At 1.572 .388 4.053 000 .809 2.336

HaE 23 345 159 2.176 .030 .033 .657

AH| MGk -.077 .066 -1.166 245 -.206 .053

HalE Q3xAH|HGF -.270 .096 -2.807 .005 -.459 -.081

SQEHAH BEE 2| ALZ 267 .052 5.150 .000 165 .369

T4 M| A e 271 .063 4.321 .000 .148 395

R?=210, F(5, 294)=15.595, p<.001.

—.081]; AR*=.021). o]= BT §Fo] 7te L o|AFel HQ(EE] oF 13%)olAE 2(-)2] W&
2] el mAls FIFol Av[RFY] AH] AR o2 FEUA BHEL} AlRYA BHE I+ 2
of et gef-& oJn| gttt Johnson — Neyman -+ o7} BAH R FolotA UEtem, o] AAIR
e Eoll He 3t folsHA vEis AH] o T FrolA= A Gt [olskA] 2%k
A A& SR gRlskelt. A8 A A h<1d 2>). ol= iAoz =t o] st
Oﬂﬂi M AAF 25 W gro] 212 o]skel H-¢ aHZE HeoA FEdA Bert ¥ =2 7t
29 oF 32%)oAE Fhel FFem, 2761 HAH HAFES F¥cle v, ddiHoR A8

95% ClI Significance

&

0X0R0% M|y

fok ror1 2

i

&

o?&
k=]
A
u
m
|.
E
.I.
'l'
ox
=2
a

Significant (95% Cl excludes 0)

Nonsignificant (95% CI includes 0)

r

2 S 39] Johnson-Neyman 12



12 | SE4T H312 H3=

ne] Aol F4
AL QL BEAAHE 35, 9

o, 7 AE] e Al 7HA] FEHS BR

s A=A Folet e TF= Hi +
AHo g, s ae] A4S 7H e "HEE &
oI5} Z7HAZ 0™ (B=.643, SE=.056, =11.587,
p<.001), FH 18] 8ol Al AgAo] =&
$2 QolslA Z7}stAth(B=.557, SE=.056, =
9.976, p<.001). T+ BA = Fufj o] of tisjiA =
AL giglo] Yeh Aol w25 Y
T7F §ol5lA EolAthB=.547, SE=.046, =

<E 3> 716|202 EfS(DV)E S4H S 2 SHe 5|72

B SE t p LLCI ULCI

Ak 1.570 390 4.03 .000 803 2.337

Hie o -.290 120 -2.413 016 -.526 -.054

e 2| HEA 643 056 11.587 .000 539 752
QEA Has 2AlLR .049 053 913 362 -.056 154
72 olAlmE| 2o 103 064 1.623 106 -.022 228

R*=.378, F(4, 295)=44.786, p<.001.

<E 4> 76|12 28

S|=(DV)E EHHLE 5= 2| EA

B SE t p LLCI ULCI

Ak 665 392 1.699 .090 -.105 1.436

Hie o -.388 121 -3217 001 -.626 -.151

e 2| HEA 557 056 9.976 .000 447 666
QEAA HAE 2AlLZ 223 0354 4.156 .000 117 328
72 olAlmtE| 2o 272 064 4.264 .000 147 398

R?=419, F(4, 295)=53.07, p<.001.

<E 5> HUCS FU|Z(DV)E FHUSE SHe 5724

B SE t P LLCI ULCI

Ak 512 324 1.582 115 -.125 1.149

Hie oy -.102 .100 -1.024 307 -.298 094
FE|ne| A 547 046 11.868 .000 456 638
QEAH HAE 2|AlLZ 122 044 2.752 .006 035 209
72 o|AimE| 2ol 255 053 4.838 .000 152 359

R*=.462, F(4, 295)=63.195, p<.001.



11.868, p<.001). o] AAZ 7Hg|a]7l 4H|=}
oAl B Aoty et Aoz AHSE
s ZHeleje] it Hrket BE olwrt 3
Hog PgHS onlstH, 7He|1E] Fgigol

T 9 AE oro A dgad o
JEv, 2EHESE T8ohA] 2 49 mifE
= A=3517] 9% PROCESS Macro Model 49]
Ao A= Al 7HA] TEH BEA TR At
= fYotA dskthFhE e Hx: CI=[-.076,
2771, 7HEle] 489k Cl=[-.072, .284], B3
T FHjolk: CI=[-.069, .255]). watA] 7Hd 271
712t = et

(o3
O:

E
4

ro

[e) KeX
=

HI

m
rlo

o wet HepHA] AEFUTH<E 6-8>). HE
~EY 5000318 HeT 2AR FHE B4
am, Al F404 LEoN SAg WEo] x4
| R stiEgdeh A8 AE A5l
1% S A4S A ol BE HE 16

N

Blare] Bt ait=25
Blae] +goleHHa
J2]3 Hele oo
386)E FootA F7HAZIE
A W $55(1.085) 2
+1SD)9] AH] AFAH Ao

*217 Cl= [047, .410]),
7HH A =214, CI=[.048,
ZAoZ UK

TF(2.338, Bt

npRlEte g HHE f{go] shE|ald] A= A8 Aol et
sl FHEHEeSCl vl HHEIWE 20 AF AP)elde Be #golAM b Bﬁjq'-/] A= 3t
<& 6> ZAE 0723}t Z4A: 7HE| 02| EfE
Z7% 21 E0}
AH|AMGE Effect BootSE BootLLCI BootULCI
-.168(-1SD) 251 .057 465
1.085(M) .034 079 -.111 .203
2.338(+1SD) -.183 -431 .072
ZEE oi=ERt
Index BootSE BootLLCI BootULCI
AH|ESF -.173 .069 -.309 -.040
<& 7> ZHE WHED 24 FlE 22| £82E
2215 2HEE Y}
AH|ASF Effect BootSE BootLLCI BootULCI
-.168(-1SD) 217 092 .047 410
1.085(M) .029 068 -.105 .166
2.338(+1SD) -.159 -.396 .058
ZEE oi=Rt
Index BootSE BootLLCI BootULCI
AH| ek -.150 062 -.282 -.037




14 | SEA4T H312 H3=

<H 8> RAE 7| ED 2N [T, T[]} 3
FUR ™=
AH|AMSE Effect BootSE BootLLCI BootULCI
-.168(-1SD) 214 .086 .048 .386
1.085(M) 029 .066 -.101 156
2.338(+1SD) -.156 111 -.384 .049
ZAE O ED}
Index BootSE BootLLCI BootULCI
AH| MG -.148 .060 -.268 .036
of oo] ZgEo] fFofskx] ¢ratrh. Tt £EHE  tiFo=® A HdolMe FEAA BHETL =
7§ & 7}2] 2]4%(index of moderated mediation)+= AlE AAE 7|8 e AGAL o =A <A
H % (Index=—.173, CI=[—.309, —.040]), &9 lom, olgjgt QA2 o]% rlE| Ay B} 4
T (Index=—.150, CI=[—.282, —.037]), #"iel= &9k, 12|31l HIlE Fujoe = Oloi%it‘r o]
(Index=—.148, CI=[-.268, —.036]) LLFoA 0& & F-5UA BEHTIL 4H|pe] Hrtof] Hg2 o
ZQFekA] Qkob o5ttt ol HIE /39 = AES|Hty, HA oY AEE AA] of
A 27178 &8 A el e QA 8 7HEA S TS Ttes AERE Fl
oz depls oueth. FEohd, Adidezr JRFE nldoes He AR
et aH] Aol ZRt An[RbeA & AA 59] & A9 At F5UA BRiEe} Az
He o] 344 anrt 7Ee d9de Sl FA BRI A2 o PAlew 4HAF EhS
ZHl Y] Hket 89k, 183 FujoEgr & o|fithe & HolErh PB AH[AF] Bt
FHEE= Aor UEen, ol 7 35 A of AdAer JFS mA7|EHH, WA o A
2|t = 7Hag Y] dEAdEs sk e sl
A or Agsohs AR UEHH &, AH|
4. =9| ZH= PB AAIES A o HE AE £4S
AESH7]ol 9FA, 11 AlFo] &3t 7HE|ale] ZHA
2 ATE AAEC] 5Y9A BEHEEPB)E Al E & 7hett tieE Hlolsd ZRIAHH
AEEZ] B AZAA BEHENB)R AAEE Tdste S HA ol FEdA dEe
2o whef Au|zie] Hrtb o] ofEA dekzr]  AWsty AAste Al HellA, PB EA17F
A5 AHHEI, o]t Apol7t FHE| e FEAd s ZHel o] APyt B dS SEXshe
AAE wiZfR PR, 2 I 83t & AR AR fees AT 4 Sl
H) Aol et g =218 A5 Civi=g T AR AA BHELE o]=et uirf BF-E A
w4 A3}, BHE {39 dF o+ 2t A2 41, ZAH A&} A=E 7w &
ol HAYE7|Htt= AHZ £4Y o of H|Z}F grte] B A{Aor JFS vA= &
FESHA ekt 55] #2E] 4H 14 AL 2o A2 AEES 3 o Axze



5

1

20 Ok IS

A

s T

TELELE
X T oor oy oF o
SF JCRTLTRIZEIITY o B F
o NS EE_E%%A_OO_EﬂEi%EﬁV A CH
oo £ RS A Furm 4= A
c_%_ﬁwﬂg E%ﬂz moﬂoo_aaiu_@w_a TRoE
el ol T ﬂgmm;;njMZOL_?%L_LEm REEs R
T X 4 Maoodl o o — B2
N N O_I m = = 1

me@ﬂ@L_Ll Eoélﬂuu._mﬂxﬂ 4_.@& .ﬂwm w_wxﬂqolwi
uu7auA_|§zL ok oy ﬂﬂa%uﬂ mﬂlwﬂo 7@nﬂ|1ro_nﬁ_vn
T L_Lﬂiw_aﬂﬁz@%%ﬁ 1 L G
LN T - R T g RN T T T 5 R
(RO = T TR S 0 T T e X | X T o
X = g A oo oMo Xk
%ﬂ&ﬂ:.ﬂ ﬁmﬁdu% ﬂm_.ﬂ‘_ﬂuﬂ%aﬁ or E%ﬂm_uoﬂﬁao
CRE TR M%%%ﬂ%ﬁazuﬂ%a@ o4 =TarEE

K 0 ~ =
® oy LeED @Eig%@quW%E@ U (g N
uHﬂszc_ﬂ %%MH%L_L,E%ﬁ_%@ﬁ J - mw%ﬂ%zf%
SIEE I EIEEEI 00 F 1 B EEELE
10° ay ] _— = o - —
%o%n_rmOME%Wuﬂ%ﬂ%ﬂ%u_&%ﬂﬂiﬂo S S o7 & U u-
TN o R G i T " o ur
[ SRRCT o X T X~ H T
H@%% o % a <F 5 T AH A e BORON = mMﬂW
| 1_.1_ N ) _—
o N o o) R ur o zem_a = W\AM T

R 7.pm;ﬁ%ar.ua1mnﬂ G R

T X T J) e ,‘_.._noo " G = WM TS oA [URRTH ‘_Wﬁ‘ Ly o . X ook kN m_urﬂ
T & 1 2 xﬂlﬂ@.ﬂﬂﬂo W o o %o M2 R
oﬂ_]Nﬂo ﬁomkw - w <k MIFHIAOATHE@'E._ ﬂlEZ .o_,.ﬂ_wﬂ
T T ™ e T A S S L R oog Ny
o ol ~ T o = = T o ©oF I { F91_.._1r1_a_a1__/| " M or qF b
0 ol & T =g . W o R K o do T @ =T
=Rany %%m%ﬂa'%q st,__.aﬂﬁmﬁuﬁ L_:T%fﬂ%m
BORe A ~ — Y om I N A L
29T n;_aqjmggw El.s%w_ai%w.wuiw%m%a
I AR Hﬂ@;:%wm@gmgg_gﬁ;wﬁ

oa,m NS it 3 U = A m o mﬂ]‘qlw _Jl,.D
O#Equmﬁﬂ_ﬁuo %dém_o%%umz_u ﬂo,_ﬂﬂw_ﬁiduﬂﬂ %FAL__
o A L BT GE &m0 Ao_aiﬂjfﬂmﬂ,ﬂ#%
I PaTLywl D o _.w&mManﬂOT Be s 8 fs
pe ik EeX 233 Eﬂ.%%%ﬁozﬂc_@m%__.AT )
g L S K o & or W 5t AER( i RN m i
e 0 il "oy o T —~ 3 il o AR | ool B R
W%%m#nmﬂqﬂ‘#%%%w PJ%MLWH%_X%L_LH_WHQQ,_qwowaL_
! e ° e NP ! N oF w N ] A = o
T ol uch ol ol e of & L v N MH w— = B o =2 oy

N T <k T o O o A T g8 S = =< o X ik - 20 L F
EE L EAWV%E%d@mawmwmmﬂﬁ@zma_4q%
moxr o X o q_%o o o o = o H @ L@ o5 o ™ o8 T
%htuhwﬁi au._o_ezf__o}ij.ﬂ TR
,,_nmEOEO mc_ﬂ_ﬁﬂOMOATATH71
o R oMo 2T

A A S

T

1

]_

S

ML AAEE S8

9 A7

—

A
A

FolAE BAE fgelel

2]



16 | REAT H31H M3z

E
)
=2
A
o)
Ny
)
Ut
Rl
o
051
o
o
Jo
1o,

ra
ol
_\;
HI

2,
_V,L
é
BN
A
2
|
=

ce 7hH e %94 # 4501%1 AgHo
13 124140] Jﬁ7]-E vk 7301: ]
2uf HHE Fufjojrof k= Bl
W e gsict el

A7)y, 7 427 9 S0
2w QA7 AEFe Koz

2. =X AAHE

& A7 v 22 Al 7HA SHolA ol
A 7195 Al

AR, AL MIL
mct migog &

12+ 2] 7H|are]

4-H
st /& AP ATk

193]
AAE 2 omoﬂ o] 7} dlnelst sl o
Qb dg mete] @ATGE AL A
GomA, BLHES AA WA A Y
g JAZ AN ol AP Ade =

o>

o o rlr

»

2z A A= Hg e @ AHA SFom

kAt Almaks AojA ool7} it
SEAA BAE 7o MoS AL

G FA =ololA AAE steae] wetow

>

Jot

o
ol
8
AL
N
i
Jo
offt
e
__)dl“
(o9
)
o r&

o
4
my N

flo pu
N

oL ;1:‘

)

N

it

fr oofh M off &L > HU kol

)

N

M
52

o
oo M

>,
%
od
o i)
i
oo

w H
Y
L)
K
n 2
=

>
5
T S >

ye T

it

E(‘

>

oX,

S
rr Ev)

o l‘% Mo re

o]
9,

K

|z

=

|t

N

E)e

)

2

~
fol
iz
N,

N
30 O g

—

ol
oL
rr
18

ol
ol
filo
I
ofo

IO ol
o
>

It F-E
=
x5
>,

HAE Ry v AF ¢
SgF7] DAl whet e
Attt A PBE F2 7H4 i
Azels ZAAYL Ha) 9] wRo] Al
2] gFte] Aol duHer —E_E}
o] gtrh. Iu 2 A7 A= AlE
g A5t 7hE 1 aoﬂm
Z-H| 2 A4 PBE]

2

Rt -l> el
o,

ob kol 30
ad,

oE H
[:oh il', 4N © 4N oo UIO e

2o Bo® N o o o nle

N

)

oL

1o

)

>

32

2 dlo

o

&

f“

MN

o o

E] ﬂl
ok o
rr

g
g
N

2ol g

>~ 2

=

I r

2

-

2

it}
k 4 &
o 30



7

1

80 ojXj= B

A

=
= T

|

T

¥

shtel Az

5| PB

A A 9

O]
A}\'CO

2
T

1

s 71

A
Szol et

=
=

wjr

N

o
olp

<F

G oUdEE S AR

Y
T

L

<

7)ol

ze)

s

—

ot
o
ok

B

Aelneg FHo=

LT

=

A, G A

3|

A

A of
o}, ot

_.]_1__

—
=z
—

O

7

5]

1

AN HAA=Z 7]

O

=

A]

T
T

=

kel

JEE geL b 7)o

ol &HATE A2 AHET
PB7} T3] JHE Al

°

o

glazolA 2

= "AE shHel BA=E Al

b

g4, 7
hg % 9l

90

=

S|
T

THHGOR of

oltt. B2 UA]

al

S
=]

443

S

X

f

5

= Ao=

°

Al

o

N
T

oa

1l

T
)

bl ol

S

Fre|zefe] 2§57

3T

=

Al

o

7 A7)

bl e 7

S

Hel

d

g

7

TollM=

ot
)
!

el
ol

3|
S

A

o

=

tol AFste e

(PB vs. NB)
Aol A PBe NB2| o]z}

°

=2

L

3

A7k et olefd
94 gz

=
L

o}

S

o]

L
oy

o}

°

ke o

[e]

I

PB2} NB 2t #fo|7} 714

L
T

=o] AA A

3

I 7Helate) o) Al 7Hs

9|

A7+

=

Ta
o
oF

i
]

Al



18] &
Fed
017 H31A A3

N X
o maL_L
e .
ﬂaWHWOMML%EﬁLMMﬁ
© G X T
No o omw T ¥ v
‘_lo_._.quu._,_oﬂaﬂoﬂLxm.o‘_mwl
55 3 @
N = T o X T
u‘oﬂﬁﬂmmﬂ%&ﬂ@ & o o
leTQv,ﬂo,l _]L__,_l_ R In
L I B 2T e o o G
%g%%ea%a@% o %o Gl -
M. mﬁ N o= B o 2 o o < = gall W
[l E_o_amﬂ#uuﬂlao o a G — m s
& o O gl = o w s g g2 N o "
5 = N o B R 8 B 4 o H
qﬂ%oawﬂﬁyauﬂm.} a Y H il X
ﬂg%@ﬁ%?ﬁ%ﬂw Sac B = — il
o ,mowﬂh1a S 2 : jod ~H o U
™ n xﬁégzms_ S 4 8§ 2 -
1D|.H1 13 o 21_-2 _l.t ‘U.f o
A NI Jmﬂ@ﬁ__n% o - wa o i =
Qﬂvaoo,@u'% ol T ol o ) N
om.__.EauﬂH._ MTﬁomm Klo — ey
o T Moo ZHAT.W <0 ﬂ”ﬂu E e o}
m E,|_. me o P o o _.Ph_. o op A K L
SENEE T E TxX ° Fi ] y m o
| 3 N
) .1:_%d,gﬁ:gﬂ ) o T ha ¢
PrE® R T uE BZ > @ a ¥
q%ﬂg%& %2 I wo W Lf
= E._O s__,A ,17.A||_IAJ|0_E ~o ~o _._.10 O#,l _.E._L.E 7=
Ho £ 8 X XE s VAR F i R E T
o o ~ BT % 5> 3 TSI o) T 0 — o
" P — 1 T K« Bkl o B < o =y ®
. up ol 5 T oo gl X = KT H ok = o 5% G _
%o o QT o o' LI]E__.Ql o < it
X4 R X o= A =) X © 0| < - of ﬂl No 7B o] o] o T _
Eﬁ]oﬂﬁlodl_/du] ) ﬂu.aﬂdomﬂqonﬁﬁ }E,_ of Np ox
el X mMLlu.__/mﬂ]i__d E__EJ%PE__OL o_LL_LuHu'uu ~
s ™N ‘_H_OI‘_ _.*n_AIO ~ N ,Z‘._ ,w OM ‘_Qﬁ ,H U:WL Ov mE — N U_.W.._ W_A” =l o _‘_ﬂol N —_ A
Jxﬂoio_auo__oﬁv _d},__;odr HLH_ézém T ®
U}HJ@}H__OL}__ 5 X H_%E_Eﬂh %ﬂé%ﬂb.x
z_oxou zq%_a% 10_Eo_fﬂLﬂ T 5 4 I E%%qﬂ
— ™ _H_X_'uu_u_l,lmaq ﬂ/‘AXH_ __o&l]ﬂ,mﬂ ﬂ]]oeNM]
H._ MH L_L Jvmo,aﬂ_olm.ﬂ ~ J_U OML. oo Be T, 1__/I17_A|o T 0 Ao\ﬂﬂmo HAE%I!,M E._O N
ma¢H&LM§J§uo#%muoo_nti%ﬂub%ﬁkﬁﬁxnﬁiﬂ.ﬂe
%@nﬂurmﬁﬁnmomS_mxﬂnunula.xmﬂ&.ﬂﬁ7%34%ﬁ13@
T R Eii] w o O cl g pET T PR
naLMﬂﬁtmmagﬂanqw%w@%tuwtwago
e (el —_ are) NG JI‘I_D
gzmwﬂ;mqa%wywwamwﬁmwaﬂEg%m%
—~ | N —
ﬁao%aﬁ:fa;%@ﬂiow% ﬂzlwxmﬂmﬁw,wiﬂ
ovaEmﬂmﬂHﬂ%OTWﬂﬂ.mJldu7&uxnon,_oi
N RS 7l = ) Mo o " /
= T+ ™ o3 M ok = jy oo e :.1,
™ E.*H._q__moxOuAlﬁo_eﬂ7
B ari_pqu_z.o_
_J.AIJI_L_.EL <M =
T m 2 uy )
! ol ,DI]X
E@H._Z}
,fu

e

N E

al

A
o

Aol ARR
o% Q]O]Ei‘_l__._ A1
AR A

o

AT
1018 8= 7t

[ =

==

2

—

3

)

Aol
o] ¢t} B oI
i /\_]TL__“ O]E_

1

—

gl

Sh=
—

=



an)

O

o
==
=

o

M

oft

kl oE
N

A}

oY

o pe T
WE

ul Hore

Ny

e

2o e
ol R

L]

0=
lo

e
ro

Ho

12

-l'L] m.lm r—?-ll‘
o N Jm &

s
[ I—

>~

-

4

2. oFAEEHR eIl R] 14(12), 935-949.

A g4 (2026. 1. 12.). WO AA, &<l oAl PB:
NEGE Bk AE BAY SR olEA
EglFA https://www.industrynews.co.kr/n
ews/articleView.html?idxno=76749

olA% (2026. 1. 19.). ‘F&Fqt FHlo] TAE
A7ER- FEAA T AFE S EAl.
5 OoFYH, https://www.donga.com/news/Eco
nomy/article/all/20260118/133180168/2

Abril, C. & Martos-Partal, M. (2013). Is product

innovation as effective for private labels as

Jk&

it is for national brands? Innovation, 15(3),
337-349.

Ailawadi, K. L., Neslin, S. A., & Gedenk, K.
(2001). Pursuing the value-conscious consu-
mer: store brands versus national brand
promotions. Journal of Marketing, 65(1),
71-89.

Albrecht, C. M., Hattula, S., & Lehmann, D. R.
(2017). The relationship between consumer
shopping stress and purchase abandonment
in task-oriented and recreation-oriented con-
sumers. Journal of the Academy of Mar-
keting Science, 45(5), 720-740.

Babin, B. J., Darden, W. R., & Griffin, M. (1994).
Work and/or fun: Measuring hedonic and
utilitarian shopping value. Journal of Con-
sumer Research, 20(4), 644-656.

Batra, R. & Ahtola, O. T. (1991). Measuring the
hedonic and utilitarian sources of consumer
attitudes. Marketing Letters, 2(2), 159-170.

Blair, M. E. & Innis, D. E. (1996). The effects of
product knowledge on the evaluation of
warranteed brands. Psychology & Marketing,
13(5), 445-456.



20 | 85T H31A M3z

Bork, S., Schoormans, J. P., Silvester, S., & Joore,
P. (2015). How actors can influence the
legitimation of new consumer product cate-
gories: A theoretical framework. Environ-
mental Innovation and Societal Transitions,
16, 38-50.

Ter Braak, A., Geyskens, 1., & Dekimpe, M. G.
(2014). Taking private labels upmarket:
Empirical generalizations on category drivers
of premium private label introductions.
Journal of Retailing, 90(2), 125-140.

Buysse, K. & Verbeke, A. (2003). Proactive envi-
ronmental strategies: A stakeholder manage-
ment perspective.
Journal, 24(5), 453-470.

Castafio, R., Sujan, M., Kacker, M., & Sujan, H.

(2008). Managing consumer uncertainty in

Strategic Management

the adoption of new products: Temporal
distance and mental simulation. Journal of
Marketing Research, 45(3), 320-336.

Chung, J. Y., Berger, B. K., & DeCoster, J.
(2016). Developing measurement scales of
organizational and issue legitimacy: A case
of direct-to-consumer advertising in the
pharmaceutical industry. Journal of Busi-
ness Ethics, 137(2), 405-413.

Cuneo, A., Milberg, S. J., del Carmen Alarcon-
del-Amo, M., & Lopez-Belbeze, P. (2019).
Private label and manufacturer brand choice
in a new competitive reality: Strategic di-
rections and the future of brands. European
Management Journal, 37(1), 117-128.

Dhar, R. & Wertenbroch, K. (2000). Consumer
choice

between hedonic and utilitarian

goods. Journal of Marketing Research,

37(1), 60-71.

Darke, P. R., Brady, M. K., Benedicktus, R. L., &
Wilson, A. E. (2016). Feeling close from
afar: The role of psychological distance in
offsetting distrust in unfamiliar online re-
tailers. Journal of Retailing, 92(3), 287-299.

DelVecchio, D. (2001). Consumer perceptions of
private label quality: The role of product
category characteristics and consumer use
of heuristics. Journal of Retailing and
Consumer Services, 8(5), 239-249.

Fan, C., Jiang, F., Jia, J. Y., & Wei, Y. (2026).
Exploring the impact of authenticity of
foreign brands on host country consumers’
purchase behaviors: The mediating role of
brand legitimacy. [International Marketing
Review, 43(1), 200-223.

Feurer, S., Hoeffler, S., Zhao, M., & Herzenstein,
M. (2021). Consumers’ response to really
new products: A cohesive synthesis of
current research and future research direc-
tions. [International Journal of Innovation
Management, 25(8), 2150092.

Forstenlechner, I. & Mellahi, K. (2011). Gaining
legitimacy through hiring local workforce at
a premium: The case of MNEs in the
United Arab Emirates. Journal of World
Business, 46(4), 455-461.

Garretson, J. A., Fisher, D., & Burton, S. (2002).
Antecedents of private label attitude and
national brand promotion attitude: Similari-
ties and differences. Journal of Retailing,
78(2), 91-99.

Geyskens, 1., Gielens, K., & Gijsbrechts, E.
(2010). Proliferating private-label portfolios:



How introducing economy and premium

private labels influences brand choice.
Journal of Marketing Research, 47(5),
791-807.

Gielens, K., Ma, Y., Namin, A., Sethuraman, R.,
Smith, R. J., Bachtel, R. C., & lJervis, S.
(2021). The future of private labels: Towards
a smart private label strategy. Journal of
Retailing, 97(1), 99-115.

Hayes, A. F. (2022). Introduction to mediation,
moderation, and conditional process analy-
sis: A regression-based approach (3rd ed.).
The Guilford Press.

Hirschman, E. C. & Holbrook, M. B. (1982).
Hedonic consumption: Emerging concepts,
methods and propositions. Journal of Mar-
keting, 46(3), 92-101.

Holbrook, M. B. & Hirschman, E. C. (1982). The
experiential aspects of consumption: Consu-
mer fantasies, feelings, and fun. Journal of
Consumer Research, 9(2), 132-140.

Hoeffler, S. (2003). Measuring preferences for
really new products. Journal of Marketing
Research, 40(4), 406-420.

Jin, B. & Suh, Y. G. (2005). Integrating effect of
consumer perception factors in predicting
private brand purchase in a Korean discount
store context. Journal of Consumer Mar-
keting, 22(2), 62-71.

Kates, S. M. (2004). The dynamics of brand
legitimacy: An interpretive study in the gay
men's community. Journal of Consumer
Research, 31(2), 455-464.

Keller, K. O., Dekimpe, M. G., & Geyskens, I

(2016). Let your banner wave? Antecedents

and performance implications of retailers’
private-label branding strategies. Journal of
Marketing, 80(4), 1-19.

Kim, J., Kim, S. S., Jhang, J., Doust, N. A. S.,
Chan, R. Y., & Badu-Baiden, F. (2023).
Preference for utilitarian or hedonic value
options during a pandemic crisis: The mo-
deration effects of childhood socioeconomic
status and sensation-seeking. International
Journal of Hospitality Management, 110,
103427.

Laroche, M., Vinhal Nepomuceno, M., & Richard,
M. O. (2010). How do involvement and
product knowledge affect the relationship
between intangibility and perceived risk for
brands and product categories? Journal of
Consumer Marketing, 27(3), 197-210.

Lee, B. H., Hiatt, S. R., & Lounsbury, M. (2017).
Market mediators and the trade-offs of
legitimacy-seeking behaviors in a nascent
category. Organization Science, 28(3), 447-
470.

Ma, Z., Gill, T., & Jiang, Y. (2015). Core versus
peripheral innovations: The effect of inno-
vation locus on consumer adoption of new
products. Journal of Marketing Research,
52(3), 309-324.

Navis, C. & Glynn, M. A. (2010). How new
market categories emerge: Temporal dyna-
mics of legitimacy, identity, and entrepre-
neurship in satellite radio, 1990-2005. Ad-
ministrative Science Quarterly, 55(3), 439-
471.

Nenycz-Thiel, M. & Romaniuk, J. (2009). Percep-

tual categorization of private labels and



22 | fREHT HM31& HM3=

national brands. Journal of Product &
Brand Management, 18(4), 251-261.

Okada, E. M. (2005). Justification effects on con-
sumer choice of hedonic and utilitarian
goods. Journal of Marketing Research,
42(1), 43-53.

Panwar, R., Paul, K., Nybakk, E., Hansen, E., &
Thompson, D. (2014). The legitimacy of
CSR actions of publicly traded companies
versus family-owned companies. Journal of
Business Ethics, 125(3), 481-496.

Randrianasolo, A. A. & Arold, M. J. (2020).
Consumer legitimacy: Conceptualization and
measurement scales. Journal of Consumer
Marketing, 37(4), 385-397.

Sethuraman, R. (2003). Measuring national brands’
equity over store brands and exploring its

antecedents. Review of Marketing Science,

1(1), 1-28.

Suchman, M. C. (1995). Managing legitimacy:
Strategic and institutional approaches. Aca-
demy of Management Review, 20(3), 571-
610.

Vergne, J. P. (2011). Toward a new measure of
organizational legitimacy: Method, validation,
and illustration. Organizational Research
Methods, 14(3), 484-502.

Voss, K. E., Spangenberg, E. R., & Grohmann, B.
(2003). Measuring the hedonic and utilitarian
dimensions of consumer attitude. Journal of
Marketing Research, 40(3), 310-320.

Wu, Y., Liu, T., Teng, L., Zhang, H., & Xie, C.
(2021). The impact of online review vari-
ance of new products on consumer adoption
intentions. Journal of Business Research,

136, 209-218.



<HE=ES
<FEE >4 Yz
2 AlLt2|2

Fots Ba 2210 472HE Soll Y2EFS Folicks HYUCL 2= BRSHHESS
TOHSEZ | floll e W25 E 2210/ Y2 EF &7/a) S24E9) 26/ 20| HESHAS U
SN F2 0|8Sh= 2212/ Y2 EF &7/a) Z26EF2 U MEERE 42 371 Al S
SHLEQILICE 1A, 28FY 4 4Tl LI =0f SRS UCH HiHOl= 14| 2|2 AAIZ
Of EAIEACtE EF7F AU, O HF A S 55H0] s HiHE S2I5tASH T

A= ST O|X|0f W= 0] AEFS 2210 YEEF &7/ E24EF A7 AEA 7188t
X EOZ ZIHE X252 = private brand, PB) 2I'HOMSY’ 9] AAZ0/ QLI *

P& A= g2 A|30] §B510 Z2 APEE0] AFE S X2 2 O El= AFaE L1€510]
PBE SA/ZLZH £9/42 F£0/1 BAUE S8 = A 1S 2517 EL/C) RELAE
AAZ JERIO) 2 HAHCZ Y85t 5212 I/ X HL AHIXEI} AR Y H2H S mational

TS YA EME(PB)

brand, NB) O] Gl £/5613] ot &, 2 GJ0/E1E S I/o/3 41 EH=0] R gfots

LIAE 7|20 7158 E-P0 PB 24/ 122/g/L/C}

A 2[9F2 1Y YA HEH =2 2|0 U0f Lt FEY 2|t 2IEEF 0|1 FLi-F0| F O
20| 2 YHYLICH SHAE 87|17 ER YL 2| A8tE0f AN 27| HIES 2L
UL, A7} OFL| 7| W20f 7|LH B 0| A 7220 O{>O|Lt 2| F Al ZHHSIA| AHEE 4= U
SLICH AL Y2 ZTHELICH HA Y0 22 &% a2 & 24 2|of ot &3 Yol g1
HoT AE0 47|11, 0|F Lt AL LS 5 FLCL IVt EL o= 22 dHFH &
1, AR AZ2 = Y0IE A B Y 4 UET 2HA|=0f ASLICH

HOMSY 13| 2|Qk2 101 7| OF 2702 AL 7Hs5H 120 o 7H
1 5

SLICL £A1 7|8 2224 O|HIE=Z




24 | SEAT HM31d H3Z

<HEH 1>HS

N
ry

AlL2|2

=

=
YEEZ A Z G 26 20l Y& t
872 &2 370 YA S st ot 22|

b BiHOIE 24| 2|9f MAIE0| SA|= A= 2+
=
=

HE YA O| /o) TfEFH Of HZ2 YEEE HE A7} AMEA 718 et HELZE AZ YA
HeHEnational brand, NB) 2I'HOMSY 2 A& &0/ & L/Cf *

AMZGAE g2 A1E80] §&o10 BE AIEE0/ A8 S X 2= Y El= AEFE £125/0f
LIAEE EA|Z 24 7982 BE0/ 21 BHE SHE A 1E = Do EL/C, A ZZA
= =27 720/t ATNE SEE sdSfolAAf of= &R LH[RAf CFE A E2 YA Hels
of thaf Bt=o1 2] ZotE &2 7faf GIO/EIS Saf Bfofat £ 6] E2I=0) FElotE LAE 7/

20/ 7155 B L0INB E4/E D8/

A2 Y| HRH=(NB)

DA 2|of2 Y GA| HEHZ 2|0] A L FEY 2[FECH IEHEFH0|1 FL-FO| FHOf
20| 2 YYYLICH SAAE 877 ER YL 2|48t 0f AN 27| HIES 2L +
UL, A7} OFL| 7| W2 0] 7|LH B 0| AR 22D O{HO|Lt 2|2 Al ZFHSHAH| AFEE 4= U
SLICHL ALE Sy 2 UERILICHL HA Qo 25 &2 D2 & 24 2|9 e 2= gof g1
o AHFO0| 7|1, 0| Lt ASAS 5HE FLCL F27tEH Flole 22 AHFE &
A, GFAZE =2 Y0I= A S Y 4 UES 2A|=(0] ASLICH

HOMSY 13| 2[9f2 191 7|Z of 274 ALE 7t58t 120 B S 9,800 0ff EHOHGHLL AR
SLICL 2A1 7|8 224 O|IE=Z & 24 7101 A| & TS 7t SHotD AASUIT

[* EHEE 3 M2 YA HMEWNB)LE FE YA EHE(PB)Z FE2YLICE A2 YA HHEE MZYA Tt 7|2 A5k, o2 & AHE
= S0l U= HUEE Lo, REYA EHEE RSYATH 7|1 HLS L, AL 7S 2EE Sl +2 Uists 2HES TELICH]



The Impact of Category Legitimacy on the Adoption of Private
Brand New Products:
The Moderating Role of Consumption Orientation

YongGu Suh?*, Jieun Kim**, Youseok Lee***

ABSTRACT

Purpose: Private brands (PBs) have recently evolved from low-price alternatives to strategic instruments
that enable retailers to create differentiation and even lead the introduction of new product categories.
Despite this shift, prior research has primarily compared private and national brands (NBs) in terms of
price or quality perceptions, offering limited insight into how PB entry influences consumers’ acceptance
of unfamiliar product categories. This study introduces the concept of category legitimacy and examines
whether the effect of brand type (PB vs. NB) on consumers’ evaluations operates through perceived
legitimacy of the product category. Furthermore, it investigates how this process varies depending on

consumers’ consumption orientation, specifically hedonic versus utilitarian tendencies.

Research design, data, and methodology: A between-subjects online experiment was conducted with 300
consumers using a newly introduced product category (solid toothpaste). Participants were randomly
assigned to either a private-brand or national-brand condition. Category legitimacy was measured as a
mediator, and consumption orientation (hedonic — utilitarian gap) was modeled as a moderator. Category
attitude, category adoption intention, and brand purchase intention were assessed as outcome variables.

The hypotheses were tested using moderated mediation analysis with PROCESS Model 7.

Results: The findings show that private brands significantly increased perceived category legitimacy
among consumers with relatively stronger hedonic orientations. This heightened legitimacy, in turn, posi-
tively influenced category attitudes, adoption intentions, and brand purchase intentions through indirect
effects. In contrast, national brands generated more favorable direct effects on category attitudes and

adoption intentions regardless of consumption orientation. No significant direct effect of brand type was
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observed on brand purchase intention. These results suggest that consumers evaluate new products not
only at the brand level but also at the broader category level, and that brand-type effects depend on

individual consumption tendencies.

Conclusions: This study extends legitimacy theory to the consumer decision-making context by
conceptualizing legitimacy at the product-category level. It reconceptualizes private brands as signals that
facilitate category acceptance rather than merely low-cost substitutes. The findings provide theoretical
contributions by explaining how brand type interacts with consumer orientation to shape new product
adoption and offer managerial implications for retailers seeking to stimulate category growth through

private-label strategies and legitimacy-enhancing communications.

Keywords: Private Brand (PB), National Brand (NB), Category Legitimacy, Consumption Orientation, Hedonic Orientation,

Utilitarian Orientation, New Product Adoption



