281429 YYolE PBAF TR Ee) B a7 117

2022 hErtE PBYF FoidEdl B3 A
An study on purchasing activity of Private Brand clothing in
large discount store

A 94 #(Kim, Young-Hwan)* - 7 3 F(Kim, Pan-Jin)**

<zF #H>
I. A&
O. o294 uj73
m AFEA
V. 28
[FE%=]

¥ 7 2vlze] WkE PB(Private Brand AAFEEAE))F AYA] olH 24
o zeaEe] FoEe] GeaEel G Bl e SREAE TS hE)
B} AN A1AA%, B, AY, B2BF A nAe] 27E JB3 Heste], EE o]

3 ZBRAY A BFo] o FoiAY] AR NEARE AFSH FHo| Utk B =R
M &ElAEo] PBIFE FohE mel@ ) NBS GeHos vmsteld 714, E4, 74
A OE A7 BOE SRR A2 EA0], A2 FL 5 ASHA], GE B
= RErhE BEA A48 2570 Aol gl AGEES B A48 Tojze] ¥eES
o o JHas BES Fo) A2HA EASH Yoz AT sk B A7 23] o
9 ThPEhE 2HlAe] PROF Al £ 2% 29102 B B, Aude) Bw
& NBRAES EAE F2, FAT 4840l JE AF AL mE Aol Ay o4
Moz Estaolehe graolth

N

ZAo] : PB, AvAFHPE

AR F55 A

2ista 19 AAeH T

]-}ll oﬁ,

*
e



I. X&
HT dIvEE 73 AR &AM EA
g ZHE g8 nANESE 53 d4Y
#F Zsle] o7 i}ﬂgﬁ} z}y} %ﬁy_t}ﬂ

01 ;Aﬂ% %‘E‘-‘*]‘%]
Aol BAEe] flom, HIZoe oked
Feje] /A Y # 2elhgPEe
iz <] HPES PBoRE GFH
F FaolA gy Bde i dej 2
A BA=E AH|R)A Fuishs FA)Y
AAFAD FELA ] 2= oS
NAdshe AEZE 2ds) dgEs Heln 9l
t}.
olZg Al UlFwlEe] PBF
e A BAY gREe U F240] A
A A3, HA AAEE FHE7] 95 2
AAEset xpEstE v S F7) ska Qlvh
22 = O e P g PB-JE‘E Melglel] ¢l
oA ofw gt 24 :1 248 FAq3)
*FE ﬂlil% 24 Z:E

l‘

=

£Ho=

AEE 2HR} ﬁa“oﬂ %‘f%k% o3
S0 T BE 24 ¢ A7 24

ol t& g5 A Ao, 53] 14
ARSHE flsted AR3AQ] Edl= sy

Z2Ezp & 2ug)E o] W3Els FAsjok
& Zlo|rt

QEnlES YRS AHxSo] PBR
2 Addd] o] AWd Q2 (factor)Sol
J&te] P utEE desh=A]d tisted &
BAFE =g)d AlmAtel 24F A Z <)
2lete] A GSA T ALS], B85l dE g

W zulAe] Huase] g BE =
AL, 98, AEE, 254, Y S
d% A7 FAHZAG vt PBIF
YA oWF ake) o FLF S ¥
oAstzAlo] thste] AZ2A EA4sHe, 1Y
o] ThIY 2 1E5E $% J9AF
FYL AT N2ARE AZsHen A

0. o]=24 wj7

1. ZulAp Fojes

2HA Tl S (consumer purchasing
behavior)& w3HH] Fdsls Al
Tuiel Avle] BHEE RE E5S A3}
€ ALE, AvAEFo|@ ARt 24l 9
E7E FEAE Aoz Ve AlFolvt
AlB]Z: IEE ofolt]olE &M Fuf ARE,
7t Ag] gl sl E9FE ot
HIALEE AlFeoly Auli e AdE
d@3 71, BE, %, 715 T 7‘}/‘] 9

e fok
-U > b

S
il
R
4
:‘é

we

s —’F— Ak

wEhA] Auja g5 o A|Folnt
AlBl2e] ey, dide] oabay#go
TPHE BE 2458 ¥ o &

oo} it AHAH o8 Y vlE W=
AN EEE Bl 2HRLY] & (needs)
£ E AR AvRle] 26EE 2 9]
A Wzl mAE 4949 AE(product),
YA (price), AA(place), & (promotion)

59 DR AR FEe BEse] A8



281259 Y ErlE PBOF FoiFo] B3 47 119

o,

s}sfof .

2. PBY o|&4 7

PB(Private Brand, AHAtes BEHE)
‘2E OEAE JAVE B 2 S e A
234 43EQ] NB(National Brand)s} 4wt

= NELZ FedA7E 4% & 8t
T Jer AAE AE JfHE welst
= AlFo} AMul2"e]tBoone and Kurtz
1995;Kotler and Armstrong 1996; Lewison
1997).

29 PBAES 180 939 MU=
H Al Hx=Z e 3 1920d ) ==
AN E] st =HAM avidRte] 2
AVEEES APES| AIEAE vHRe.E 3 )
ZFAE Fslr] AT rHAR FEeE i
Az gk

AR =7 EXQ(1997)E PB/IES
FEHA AENE VIdE 2 =344 L3

ol we} dpB, SdPB, $HPBE T&
Blo] gofstar gl

1) 3 PB o|&(Core Private Brand
Theory)

A% gelel alvlz B Aoz $EUA
A4 5 998 FE

7h A 2 F AFEA
AL A3 54F AEFS RS Ax

FA7F AFE = AL ¥PB = gt

2) 3UPB ©¢]&(Extended Private
Brand Theory)

SiPB Hr} sehAdl §e side] 2l PB
ol A8l Be=(Generic Brand)& 2~E
o] BAME=(Store Brand)E V7o s
pay=3

* A3 BAW=(Generic Brand)= 7
&5 REEo JA & ARl
How AEFHolut AxzdAl, HEE
FEA AT HA2FY BAE Holle
HE 7hAagh A|l~"E B3l vl&o] FA
3 A7HE #ejr) 7ty ABIRIETE &
2 A8 H5F ToAM AFEHETH

* 2Eo] HH:l=(Store Brand)® H#A=
FREA, BF T e AS AAS
ol tistd= HPBet w-¢- FARSHTRAL
T ey FEFAVE 5244 AEFAL
£ At AEFAS Ak W20
Y NB(National Brand)#|Z9] 7] A gt
£ ¥Ast] SHA0E 2}t BAE=EE £
o] ffste A7t sigEh

ol AEo] HA=E AUy Hi=
Rt} F2WAA 3 @A o1 2Eol B
HEE FEEFE HelM 5340 g7l
IPBe} it

oft r

il o

2 rr o

[
-

3) FH PB
Theory)

F¥H PB= tEF(double chop)d 2}o]
2 B#=(licence brand)7} Stk

Ul EF(double chop)»2 NB(national
brand)®] #2l& FH3IWA FTLE] NB
(national brand)¥%F ofzh FF54A ©l&
< A BrlEteE A2 NBIAZF HeEA
olmg EAWUL oy FEUAL =314
AFNEA A &% EF7} of B 1 AF
9] ExAL HojXn) Fuldls 28R} o]
AFE-S- NB(natioanal brand)E A2z} dk2 ¢
on hEgARS Flmg AZRPA dFIA
= AAHo] ol RrE At A AlF
si71= g

* 2ol B @l =(licence brand)E 312

o]Z(Edge Private

Al

*

]

o

>



120 g=n8dT - Al6d A1E [20089 6€]

AZGAZE Al de AEelv Y
FEEAY =4 BA=d gt Fyo A
=3 dvds Za fujEe El=olth
Tujol] loixet 55 Hufdel] Slo] %
AE I3 4 ot PBEF AR
H|Z 2 433 HLeqolth

e} e olE Z%3la] PB(private
brand)9] =d & HH PR

AAe thi we 2471548 AEFS NB
(national brand)thy] 30750%A &3k 714
o2 AFde PBRHILE A=z FHL
A7 2=} Hlzsht 1ETE 0 A9
gk o] EAolth 281} PBAAA 0] ﬂx]
A THARE &St AFET FHo
FoWA 7HEL b HR=HG xi@sl
PBR-&29] AlFo] A= A0 He
Al gtk Wileman & Jary(1997)- PBxﬂ
Zo] 7IR|E-Z(value corridor)E W} PB
21X PBRE2E A 3 FHol 7ha
Aok ofEf e} Zol vERith

é rulrl
mlm m[o

Z7

3. EntE PBolF A7) FH

FUHE slEJAME 19303 =5E PB
AFEE Mg AFH =A7IE AA
19951 o] & thFrlE EH‘:“:‘fﬂ =AH2
Fojsted AL 718, B, B, dRL
T AIHRA HErIE BA=EEA A2
ZsA "k

200004tH o] F axHle] HAZ HolEuA
W RPIEANE SES AT AELH
o= 15}%711‘:”2 %’H f&nﬂﬂ 7:‘13?:‘ gH

]-.J_ 2005

|

Huck

a3y H2 Y vtEYdAE PBYF
s & HE AR AA @delMe F o
e g 2 o 53 34 A
it @ PBY B9 Aol gk d1lo]
dAH37] HEol7| = SFARE 4 FHelA
Ao gFoll it HEEE AAFY A
zZk A 5ol wE vl&Hg A4 5 71
3lole ZZAHEn

LEAAZE PBAES d¥nfE dist
AGNEE BEHOR e FE= U] F
AWE FlaHrisk)el] il GAFE o3
o Z-g¥o] HQ 3t

D3 73 PB(Domestic  Private
Brand)

x A 7S PBe 5 H4A7E 7199
ARE A B o277k A B
sl mAo] A= AEFS FFET
AMELZ AES A A2 F59A Y
ZHA YAl 71983 xpEsE gE NS
o] "z

« 7174 PBe AP AdE 78S
st FEPAE T3l Bilsle EHAREEA
Ao 983 AFUA AT F2AA}
ol F Ao} 7153}t

2312l =¢9¥¥ PB(Imported Private
Brand)
* =24 =9 PBE 319 BH=S 55
°Fg Adstn AFE AU At
e B3 A% AAgesA AdaE
< 7z 3 A" NG PBHEE =
R CE = *thﬂﬁ slet o
e =dtEle FAE Eola Stk
* ZoldA~y PBE AA fEdo]Ag



28252 HEvtE PBOF T Fel @3 o

121

-

71e AFst] ISl B Eadhe Al
Fo= F9f txltely HA=rt AH AF
o A e Ful=A grrele] 2pEst
7t A9l Brbsdsle] SAolth

HE otESL A HeRE FES AT B
At gofshs HEHA 2d=24 PR ¢
vl 718, A, Ak F5 4RV defu
ol dhex] Z2RA 8 AxgAd 17
< ol % = wt PB L F8S
A3} st3 Uk

3 NLHEA  wWE
Brand)&#
=2 2R B4 FEl(Private Brand)
oE etESL ZpA AL 21E 7HA7FA
A AF7E, A, e, A BeErbR] A
Zo g AIAAL AFES EYse FHE

4
T,

PB(Private

* 718
Brand)

HEETL AFY] 719 2 A
Ao 7N aARE AALRE ol AN S FaEl
7S S8t AxzgAA g sk
ol

* G AE B2 Fe|(Private  Concept

Brand)

HEEZE 54 AxdA< dEHAE
Pof AzdA = 718, A4k Au7A] Az
FAE FEEHSIL FEFAE AAH HEE
Farste] Fojgk sl= FE otk

#3247 = FEf(Store Brand)

e FEEA7} sle] BAHES} SHA oF
< AZ, ¢AEFE FHFAst AAre 5
FHE SHAVAIE o|HAY AzGA
Me AF7IEE . e F5IA7

FEdhs Fejolth

Axr de(Private  Concept

fo
i)
9,

<z 1> oF REYA} Axel EFet xo|H
25 H = TS
PB A7z AFENE, A, Bo), Az B
{Private Brand)
PNB 718, A%, AD7A] H S| 23

(Private National Brand)

PCB A An 2e A4l 718, Aol B

{Private Concept Brand)

SB A

g 544 B, Anrg

(Store Brand)

Az el 922000

Z < W& ulE 9 PB(private brand)= =
WEE MERge ey 89 Agads
T8 FUAEFS oheFetAl sk T

(© OEM(Original Equipment Manufacturer)

dRRtE wlololg Eal GBS AFS

TAHOE At oFIl= FHoE ¥
FARE AELY Wil wet A A F
HEe FHEA AP HA WRolth

@ ODM(Original Design Manufacturer)

R oRgs FikEel AeEH ¥



122 g=n8dT - Al6d A1E 20089 6€]

A7 AEG RIS HIVE 718 7
F mlolojel Al AAlsle] 2rlE FSEn

A7FA tiguls PRelR £

AH| Aol A] 21AH PB2]RH olu]X]

#E A FEFS HololEH T
e URE S FBAL s F
oltk,
HZ FY d¥elEs 27]dE OEMY
e dEstgont SYE2ol SuEel n
E5¢) s FAGHE ODME
liglaz) 1) ¥inls}2
2) et
el | () 5 Eaiel aas
=l 4) NEvI= Bl Hus e
Ml 2 5 TR 9 ¥=
6) =37
7) A
8) 23
g) H oAl d Fo
10) ]ﬂﬂ'l: )\]:——.;]
2) 742

7Hd 1 : PBOF 79 Al #uj7bEE& &
23 1 Q9o E Ao}

7hHd 2 @ PBYF FHl Al 2EYE F8
g 18 agle] & AHojo},

714 3 : PBYF 7l Al Fd3 H84
S a3 317 29 & Aot}

7Hd 4 1 PBOF 7l Al thE FFHo=
B, FETE E Aol

7Hd 5 1 PBYF 7l Al gL 4%
281l & Aot

714 6 1 AF 3 UErtES PBYF B
Aol sk A7 =4 vehd Aol

PB2] 5

Tl P

M4 A TRiALE

8= Hr HEEHA
oz 3.90 906
AER 355 1.006
E40 UEN 333 921
Mesie gol gl 9
S~ 3 322 1.106
2L &7 o= 292 1.034
CIE S8 9E Al 5
= 201 1218
E570
Pt 268 1185
Zlglo| AET 2.89 1.121
HOAY 0|82 ,
Hals 316 1.04
Sei=0f| CHst AlZ| 322 1.079




ZHAE ] ¥ ULE PBYF

TR Ed B3 A7 123

PBOE A= A m@Aete] tis] Auts
oz AHEYA <F 2>7 Zrh
AWAo g PBAFE T o 72
= ARl sl ‘Bz o] W 3908%
}% =4 v #drtae 7P aest
o2 vehdtl w3k Age WH 268
04 g 742 nEAE = 7h a8 st
e FEQ Ao yehgth wurt
BT 390, ‘28 FE 35, FAW 48
W 353, 4G B B B2 F
2’ @ 322 ‘WA o]ge] HIA
7 316, ‘Bz ta 28 ¥F 322

ok of m[o r

<32 1> PBYF

Ueh} 99 7714 8Ee) erE BE
ol FoTE /AT e, ‘TR
DE|E FE 292, TE 5 HE A F
291, ‘XE A 268, ‘AU
2808 o] 47}A] ;} oﬂ A

D 7H2 19 A#%F

744 1 - PBAR 7o Al BjriAaLe =
23 31 g]le] & Aotk

At AY THAPEE FHEY drt

ToR7 I T EE

AN NN

Ao 3t 187} B 39002 ul> &
Ukt PBYF 7 Al S8 8.2 gl0]
S Ao vehyth B8 49 a0
B gujztZd i a¥e ¥ A
N e =1

webA 74 1 PBEF 7 Al #H7H4

40CH O] Ab

Eof 7+

T A

& Fa% 31y aglo] E Re]
A HE Aoz vehgth
2) 7Vd 29 AF

744 2 - PBF 7l Al 2ERLR 8
3 a1 aglo] 2 Relh

= 7S



124 g=58dF - A6d A5 [2008 6¥]

<38 2> AEfo] cist Y=

-
Bl
w
3

AN NNNNAN

2EQ0] e TAAEE AAnE 1A
Hoz B 352 Uth} 2edel e
TP PBIF ol A 4% 3 aglo]
S Aoz tehgch Pun A% ot}
HE G4 2B BE TEE F8F 8
Qolgon PEelE Al Ayl
3007k 2ERLel e meit A BA 1
Ehge.

w2t 744 2 PBOIR Tl A 2B e

7Hd 3 - PBF 7 Al F43 84
& F8% 18 22lo] @ Aotk

FA A8 Ui nHAEE v
AAHoz B 35302 Vet $43 4
249 g z#E PBYF 7 A £4F

<OE 3> ZE, 4S84l gt 1z




28250 HUE PBYE Tuja)Ed #3k 97 125

ol

2@ ee] HE Aoz vehin. AU
Ao M= 9A 2ede] g 1y
23 gololglow A ME YA}
A= 2007} FH2 A& dish
1H7F 71 =4 dEstth

webd 714 3 PROF Pl A 23 A

r
of

Bore e
ot

< Fag uaclo] 8 Aolge 7t
X

4) 7+ 49 45
7FHd 4 - PBAR 79 A 4E 4o

WE, SETHE E Aot

<OE 4> O 2 Y2 A E5T0) Y=

2.98

2.96

2.94

2.92

2.9

"
T

2.88

2.86

2.84

AA NN NN

2.82
2.8

2 BEXHOoF ulEE WE A 2E5FHO
Z PBYFE 7E Rl tisiA durd
AANHeE B 2918 Yehl thE E3Ho
Z g F Foske 49t A &
Aoz vkt Ada dARe] Az
BE 9 30 vvte s Jeh} g 230
Z ulEE YB3 $EHOE PBARE T
wate A7t BA 455 YEE o
2 71 4 PBEIR ) Al BHE BHoR
e, FETEE E 3otk o 7ML V1A

H At

) 7Ha 59 AF

7Hd 5 - PRI il Al Age F03
s egle] @ Aotk

g U3 1HHEE AHRYE AAH
o2 B 2682 vER) el g 17
= PBYF 7 A 593 18.29lo] HXA
oE Aoz Yeiyth Add Ao weE)
ANE GA gl g 3ele FHd 30 7
oz F8 vegles veRtA it

webA 742 5 PBRF 7l A JEE F
83 328clo] 2 Aeolgte 7ML 7%

= ALE YET

6) 714 629 A=

7Hd 6- A= dFES] PBYF{ B
Ao it HE7F A g Aok

AEEhs HFERIEY we} HEdh=
PBoF HASE AWRYA <F 3>¢ 2



126

FEAFAL - A6 A1E 2008 6€]

<78 5> Felol| ofst nA¥E

(g 2) T
40cf of Ak
<E 3> AlEf5le jEgoIniEd TE M3l PREES
NE[3I= ol
_I?_ 2001 . X_I = 2;
= ojoie | 2Be~ | xomie | saoire | vl | X7l
=
oo |5 8 1 2 0 56
- 0.4% 14.3% 1.8% 3.6% 0% 100.0%%
sgainl L 13 3 2 0 19
== 55% 683.4% 15.8% 10.5% 0% 100.0%%
Mast e |3 1 20 1 0 2
=pB|* T 120% 4.0% 20.0% 4.0% 0% 100.0%% 304.39] 55
= | 2001, 14 4 2 40 0 60 {.000)
EBTP%%*J 23.3% 6.7% 3.3% 66.7% 0% 100.0%
oo 79 22 13 6 20 140
= 56.4% 10.7% 9.3% 4.3% 14.3% 100.0%
45 142 A8 39 51 20 300
= 47.3% 16.0% 13.0% 17.0% 6.7% 100.0%5

FrAFF s 1 pLO0L

‘olntE'E 71 AF e A-3ole PBY
F BHZo] glojA oulE'E 71 HEd

oo

= 580l 684%ZE 71 A JElgt ‘E
HulE'e] ALdE PBYF BAHE o

the $9e] 804%= Uehkth 3 ‘FE
H2E s Brel= 94 PBEF B
Ao SN ‘FEHSE P A5

A EYeEE g AzsiteE $go)
R0.0%8oH 2001, FRololA'S 47
3= A AE PBYF BHZd] oA



2001, FEololeH'E Mg HEdthe &
7o) 66.7%2 Ueksith 71Eke] @ d]ivt
EE d353le Afe EF 453k PBY
F 2HET gle AR YENT

A A B EArE wet A
53l PBAF BAEE BAHoE for]
& SHY HolE VFEhIIITH x7=204.391,
p<00D). $18} AFdE uiReE HePe
AZ3ke HEEAuIES] PBOIR BA=d
e A3t =4 vehg RS & 5 ik

M 7HE 6 AHshs ti¥rlES] PB
ojFol g dart FA vebgd Aol &
7HE AEEE ZoE JEeRth

v 28

ATl 2FHE FHsk AHEY oS5
ok
A, 2HA7) PB &F7E AHE o £
ARnE Wi7bE, F4 9 484, 28d
s aste] Z2A3n ivke AT 2
3 PBAF 7oA @<ed] HEriES o
EHog BEst FoTd & Aol
7Hdol 714902 AR fYrlES
olgsle &HIAES PB oARE HHT
ke Aok, web 1A AREE 53
FeAQA 7HAAN, FAAL, ERERA S
Y A PBYE AT R AE) L
A et

A, 20127t PBERE A" dset
T BEdEs &EAEe] AR w2
H@etEc N HASkE PBeF HA=
Az ke 7Hdol A=t

uEba 2Blxle 2EE BiEeE e
22 B 2L ENTeE 7HARA,

[S]

A 9 Aey 2Ed 5 As 49A8% A

iy

fr e b3 o

il

o

E% 50] s F28 4%k 2
&A FHAUTH

s

IR S|

AE7] (1999) “oF AF9 F5LA 48® 4%
o thdt FF &<l AAWstm =Atst
H =8
o3l (2005 “PB Fviel=o] F
Qa]ldl #g E7 24
A4 =5
ZEZ (20000 “FEEA EBI= H3Ed
= FEFa sl #ek A7 AAs)
o AL =

58k H2A (2006) “arlA 9] old” of
73 EAL

SR 5 8k8)(2006), A=

AE215(2006), “UlE =lEQ] 8 PBAE

Andre Gabor and CW.] Granger (1996)
“Price as an Indicator of Quality”
Report on an Enquiry Economic.

Brian T. Ratchford (1987) “New Insight
about the FCB Grid” Journal of
advertising research.

Donald H Granbois(1963) “The role Communication
in the family Decision Making Process”
American Marketing Association.

James P. Womack and Daiel T. Jones (2005,
“Lean Solutions”

London, D. L. & Albert, J. D. (1998) “Consumer

Behavior” concepts and application. 3rd,

5
ot
Bl o
&
>
_L?‘_',

T

New vork.



128 gzaed7 - A6d Al 20089 69)

Abstract

An study on purchasing activity of Private
Brand clothing in large discount store

Kim, Young-Hwan* «+ Kim, Pan-Jin**

The purpose of the research is to furnish basic data for efficient and effective
marketing by examining the correlation how a certain element effects on customer’s
selection behavior, when they choose private label branded clothes at the store of giant
discount store like E-mart, Home-plus, Lotte—mart and 2001 outlet.

We come to the following conclusions through such procedures;

What we found on this study is that main factors of decision related purchasing
garment of private brand in giant discount store is based on the

sales price, quality of products and needs of customer’s using.

Further to this, in terms of choice activity in private brand clothes, we realized the
price value is depend on the resonable price with the items because nowadays most
customers can be compare to other discount store around their shopping place including
trend of garment and quality of products.

The order of the general inclination in selection behavior of private branded garment
in giant discount store is as follows;

Sales price > stvle & trend > quality of product and substantial convenience > display
and prompt buying.

Judging from the conclusion of the research we noted that customer’'s satisfaction
comes from their target price to supply substantial needs and in terms of styling of clothes

should be considered current trendy compared to national brand as well.

Keywords : PB, Purchasing Activity
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