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Abstract

Purpose — PB (Private Brand) refers to the product for which
the distribution company plans the production independently,
consigns the production to the manufacturer, or attaches the
self-developed trademark and sells it. To reinforce competitive-
ness in such a market environment, diverse products develop-
ment, systematic management activities, and marketing efforts to
analyze and understand the consumers' behavior regarding PB
products are emphasized.

Therefore, this study aims to investigate the relationships
among PB product attributes, consumption emotion, brand atti-
tude, and brand loyalty in general supermarkets. First, PB prod-
uct attributes were defined using the five categories of per-
ceived price, store image, familiarity, perceived service, and per-
ceived quality, based on preceding studies. This study examined
the influence of PB product attributes on consumption. Further,
this study examined the relation among consumption emotion,
brand attitude, and brand loyalty. This study provides more de-
tailed and concentrated strategic implications.

Research design, data, and methodology — In this study, the
research model was designed to examine the relation among
PB product attributes, consumption emotion, brand attitude, and
brand loyalty. For the data collection method, the questionnaire
survey comprised multiple items for each component and the di-
rect interview method was employed. To collect data, the ques-
tionnaire survey was conducted for customers who personally
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visited the general supermarket after verifying the PB product
purchase experience. The questionnaire survey was performed
for one month, May 2014. A total of 300 questionnaires were
distributed and 240 questionnaires were used for the analysis,
excluding the unanswered and insincere questionnaires. The da-
ta were analyzed using SPSS ver. 20.0.

Results — First, PB product attributes had a significantly pos-
itive effect on consumption emotion. The PB product attributes
perceived by the customer at the point of service contact are
important to form the positive consumption emotion. Second,
consumption emotion had a significantly positive effect on brand
attitude. Third, the consumption emotion had a significantly pos-
itive effect on brand loyalty. Such consumption emotion is an
important factor in causing the positive evaluation on the brand
attitude perceived by the customer. Fourth, brand attitude had a
significantly positive effect on brand loyalty. The consumption
emotion was positively represented to invoke the relational con-
tinuance behavior. The relational continuance behavior accom-
panies the repetition of purchase, word of mouth, and recom-
mendation activities, and influences trust regarding the brand, for
which the customer maintains the transaction continuously.

Conclusions — The PB product attributes perceived by the
customer at the point of service contact are important factors to
form the positive consumption emotion. Based on this result, the
discount store service provider would prepare the measures that
can make the customer recognize the positive value, and make
more detailed efforts. Consumption emotion is an important fac-
tor to cause the positive evaluation on the brand attitude per-
ceived by the customer. Based on this result, the general su-
permarket must make efforts to provide fun or convenience in
the purchase process for consumers.

Keywords: General Supermarket, PB Product Attributes,
Consumption Emotion, Brand Attitude, Brand

Loyalty.
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CHZimmer & Golden, 1988). ERHCEfCQ EHE =M= EH
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<Figure 1> Study Model
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<Table 1> The result of the factor and reliability analysis of PB product attributes

Factor Iltem Factor loading Eigen value Variance cronbach’s o

PP1 .862
PP2 .837

Perceived price PP3 .828 10.192 40.8 917
PP4 .763
PP5 .758
S .828
SI2 811

Store image SI3 .798 2.806 11.2 .838
Sl4 .796
SI5 .718
FA1 817
FA2 .763

Familiarity FA3 715 2.221 8.9 916
FA4 677
FA5 .630
PS1 797
PS2 .763

Perceived service PS3 .756 1.360 54 .882
PS4 .708
PS5 .569
PQ1 .804
PQ2 726

Perceived quality PQ3 .652 1.146 4.6 .853
PQ4 578
PQ5 .566
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HEHZ LIEHD QUCH

20I50|ME ZFL0E PBYES| MEISM & A0 A
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<Table 2> The result of the factor and reliability analysis of consumption

emotion
Factor Item | Factor loading | Eigen value | Variance cront;ach’s
_ CE1 .928
Cemoton | GEa|  on | 3%0 | 825 | 29
CE4 .887
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<Table 3> The result of the factor and reliability analysis of

consequence
Factor Iltem | Factor loading | Eigen value |Variance cront;(achs
Cs1 .801
Customer | CS2 .785
satisfaction | CS3 775 3.122 480 906
CS4 773
CT1 .813
Customer | CT2 .798
trust cT3 798 1.398 18.0 916
CT4 .768
BL1 .821
Brand loyalty | BL2 797 1.192 9.7 .873
BL3 .761
4.3. AR 7tHE HS
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<Table 4> Effect of PB Product Attributes on Consumption Emotion

Variable coefficient | beta | t-value | p-value
perceived 211 | 285 | 7.415 | 000"
price
store image .235 317 | 8,238 .000***
familiarity .280 377 | 9,809 .000** | R? = .657
perceived s | F-ratio=88,984
service 219 295 | 7,685 .000 p-value=.000"*
perceived 368 | .496 | 12,915 | .000**
quality
(constant) 3.104 109,066 | .000
*x n< 01
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<Table 5> Effect of Consumption Emotion on Customer Satisfaction

Variable | coefficient | beta | t-value | p-value
consumPion | 671 | 498 | 8859 | .000%*| R =248
emotion F-ratio=78,474
(constant) -2,088 -8,618 .000 p-value=.000***
*kk p<'01
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<Table 6> Effect of Consumption Emotion on Customer Trust

Variable | coefficient | beta | t-value | p-value
, -
consumption | g17 | 480 | 8436 | .000%+| R =.230
emotion F-ratio=71,165
(constant) | -2,012 8,207 | .000 | P-value=.000***
*kk p<01
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71 23l 2lF2ME 2ABRRAEN, O Bits <Table 7>1p ZCt
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<Table 7> Effect of Consumption Emotion on Brand Loyalty

Variable | coefficient | beta | t-value | p-value
- 2 _
consumplion | g5 | 464 | 8077 | o007 | R =215
emotion F-ratio=65,230
(constant) | -1,945 -7,857 | .000 | P-value=.000""
*k%k p<01
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<Table 8> Effect of Brand Attitude on Brand Loyalty
Variable | coefficient | beta | t-value | p-value
C‘tJ.Stf”fr 469 | 469 | 6431 | .000™*
satisfaction R2 = 595
customer 295 295 4,040 000** F-ratlo=_130,7i§
trust p-value=.000
(constant) .00 .000 1.000
*k%k p<01
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