Sang-Seol Han / Journal of Digtribution Science 15-3 (2017) 61-72 61

Print ISSN: 1738-3110 / Online ISSN 2093-7717
http://dx.doi.org/10.15722/jds.15.3.201703.61

Effect on Brand Loyaty in Omni-Channel: Focus on Category Knowledge'

SLAHE JE0AM BE-E S0 2o A5t 2] X4 =E -

Sang-Seol Han(ShatAd)

Received: February 1, 2017. Revised: March 6, 2017. Accepted: March 15, 2017.

Abstract

Purpose — The ICT development is affecting the consumer behaviors in selecting channel or distribution system. This study
aims to advance the theory on the influence and interaction with omni-channel behaviors. Specifically, analyzing moderating
variable is category knowledge that effect between propensity of brand loyalty and its precedence factor which is perceived
difference, perceived value, authenticity and consumer-brand relationship.

Research design, data, and methodology — The subject of this research is consumers who purchase goods in omni-channel
situation. The hypothesis of this research is derived from the literature of the preceding research analysis on brand loyalty,
omni-channel and consumer behaviors. This study have constructs that were defined operationally with reference to previous
studies, and the research model was designed to figure out the structural relationship among perceived difference, perceived
value, authenticity, consumer-brand relationship and brand loyalty.

From 2016 Sept. 1 to Dec. 31, a questionnaire survey was performed targeting customers using omni-channel. 327
questionnaire survey had conducted. 316 survey data were used for empirical analysis except data that had missing and
wrong value. AMOS(structural equation) was used to confirm the hypothesis which developed by researcher.

Results — The results of this study are as follows. First, an authenticity has significant effect on brand loyalty. Second, in
the omni-channel situation, but perceived differentiation, perceived value, consumer-brand relationship does not affect brand
loyalty. According to this result, it is judged that it is easy to search for information in the situation of omni-channel and
integrated decision making is done without distinction between channels. Third, category knowledge has moderating effect
between brand loyalty and precedence factors. When the category knowledge level is low, preceding factors have a
significant effect on brand loyalty. when the category knowledge level is high, the preceding factors did not have a
significant effect on brand loyalty except the authenticity.

Conclusions — This study finds out omni-channel’s phenomenon is different from other distribution channel phenomenon. In
the situation of omni-channel, it is suggested that brand loyalty may be relatively low for a certain brand because it raises
the knowledge level of the category. Then this study provides a managerial implications based on the role of the moderate
effect on category knowledge, brand loyalty and omni-channel.

Keywords: Omni-channel, Brand Loyalty, Perceived Difference, Perceived Value, Authenticity, Consumer-Brand Relationship,
Category Knowledge.

JEL Classifications: C3, M3, O3, P2.
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QUCH &Folzt @29l OjFoA KME0ol| CHet EtAint EIt
siEn 0 R E ZF-S OHF AOIEEZ S siEHZ2l
7tAE HlmAMst = JHE o2&l 7HA0|M KB FLOist
= Yoz, IRl jEH0| AFE(TAYLE HEL o
M Fo= 7t XNES 7IEE NSSke FSMEolM SHA
Il= AE oolsiCt Est HA=0l(Reverse Showrooming) &
o 9A| ZHEED AEH, ol =22t2 SoM MES 249t
0 AH F0fs SA| FO047F Jtset Z2tRl DA T
She A2 o|O|sict. o|2{st H42 CiHTAD 7tsstH 2=
2tel " fIFe| MEXQ FS2HYO| ICTe| ¢Ho=z 22t
RIo2 HFO| 7HsStHA AH|Xe| AH| X{E0| HotEZ o
0|tk

O|2 QIsto] AH|Xt7} 7|0| NSSh= THUstE! Shtel &Y
oM MES2 QXS FEE EAMStD X|F FLO§7EX| 0]0f
G Fofe| SEO0IM AH|XZE FA7F E|o] CHYRtEl XES
= &l /20| /st EE HEZ2 7Helel FaAel =0
Hetste FOE ot 2l YElE2 HSIICE AHIXHE
O tH Ao HEE FSotn FOiSIH H=xE, o
a2 g8ste HEME O2|n 2219l xjg@ot oLzt
PC, ZHIY & 7|7|E 0|85t K| OCIAL} CiYet XdS
LSO 7HHM A29WoHe L XY HEHZ HFY D QUCH

SLKHE2 7IE9 HEMES M &= U= FSMEE
A HEEMIL Oi7t siLEo| HEE O|RO{X|X| &1 ChYst
2 =ME S F0i7F O|F0iX|= HAl0|CHVerchoef et
al., 2015). FLXHE ALEXt= 22toldh QEZIeE =Al7H|
AtEStHA ETHEO0|D RIIHOE J|E AYo| HHEE MM
N, HetN BEo= HHRO| SRUCL [M2tM [FSAIESl HMEt
Hol dFE 7|t &= UA2M(Fei, 2013), AH[XRO| 2O A
T AjZta Hlgo| Hef, HE|gte| 45 & WAL 2apst Lt
EfLtn QICHNapolitano, 2013).

S SLKY B42 20 ADEE0| SHOEA &
9 Ao SN0 LELD| DH20) SUEIL BeiEl o
£ 20| NYER R 20| HAOICE SUHLS 2
JIE9| Y me =aidel gl O TN 5

DE H0|1 QY= AO|CHFrazer & Stiehler, 2014). 7|& A
LR0M = AaH[XtO| LAY 0| OXl= EF 2olzt
7t BUME deE Hols AHX EF & A7 AL
T SIC)

detxoz FLME oM AHIXES HES TS
ZHKE 258k O A0M MEadztel 5240| HOiEo
E QORI AHIXE2 MERd HECts 20 A= 714
CiH| 7HXIE & S5k=0 £F0| Z|O{QUCE HZ0| AHAER
BE o= QIsto] ZiE g2(Xo|n ST B0 CHsto
=2 7422 HMIsts AEolAM FojdsS Eo|A ECh

22t Fof 8 ZLRE MHAFNM AH|XIE S26HA
125k 2010| tHUXHE, HEIXHEo|MLL CHE S Eo
I QICt o|2fst OIS =EHstel LAY AEoM= AH|
AHE0| 2etdoz Y FtH | LHOM XNE MERDPY Al
Cierot MHEE gA =S5ta, 7t4H|u7t olstH, 7t4 &l
#4440l =10 MF <t Hlum7t 80|5iCH= ZAO|Ck [M2tA 0|2
ot Aol JHACHH| =2 7HK|E MEESt{= AE0| ZoHA|
LIELD 2= £ HiE S4E= UMY 4% o|MELDt

=

= BOX|s dg= B¢ Aot

re

k=]

>
Nrn4rgE 4T

2. 0|2 Hijda 714 H4H
2.1. 2Lxjdol 9|9

ZL|Xi d(omni-channel)2 ZE AE Kot 2HEIY S
(omni)et OHAEISl RES XSh= Xf'd(channel)0| ZTHz|Of
H7|El Z0[Ct. AH[X7E 22101, @Z2tel J2|0 ZHFY 7|
7] 89 ottt AHldlE HE HEES Sl 4B GAst
I Fofg = AUEE o MHAR 2 R MEe §42 4
greto] ofH K42 o|83IHEtE o3 MES O|8st= AA
H HIlStn ZEXel 4l SEZ USHCKPiotrowicz &
Cuthbertson, 2014).

Aol iR 7|9E2 TEAY, =212 iE S0zt
£ =X d(single-channel)g Sl AH|XFS0A AHAQ| K&
o MH|AE HMSOIYUCE LD AHXEE a2 E0M EE
£ Bt s xfEolM FOIE SIQUCE Ol= MSAL E
OM= ZE&Ql jEEZIE & = AUACk= O|FO0|l UL
ICTe| ez 229l H|=L|AJF JFeo| w2t 7|gEe
HES MENSIY AES THONSHA| TIQACE K2l FO0| 2|
oKXt 7|¥E2 o 7 ojel MY F=dh= HEIX D (multi-
channel)2 CtAsH S 22|5HA IQUACE Ol o HEIX
42 O Z8Xez 2 AX|7t SFE|RUCt O &
st 7|2 AEd Cidet AEES FFol xMeE 7 d™S
|ESHD 7Y WHOIME XHAEC| HEN HHEE AH|XE
oA Cish HEZ MEQAOZM XHHOl xHd 2INES
Sot0] 02 Fent ESHUE WSHRALCE 7|YE2 ol2et &
FHES fls 2.2zl ARMEs Jfdstn XHESute|
NBE 8¢l ME2 HsH7| = Bt

gLt dESA0| LEstn ZHHAO0| Aot E|HA 7|
g2 Ot e Sot0 HEL FOHEE|IEES MSIR2
O, Ol2fet Hzto| AH|AFEE HEXHEL ZAHE "o U
Cf. o|O] &Est 7|Y=0| BESMI|EL 7[R R AH|[XE
oA =222l A 2m=2ele| AAHE FHojHol dutd A &

YHQ HME FHE MIotn LH|AE 2AE 2ot /L
Ch. & 82, o0, ZX, 8iE AIL=-E xE 2t Seoto 2
ot RACk= AOICh 7|&e| ATz [S(distribution) HEf
Of BHYX R= ZAO|Ck

22, FLHE 2H|R AS

Tojme|dut 23EE ICTe| wHo| MEStn [0 Chst
JHE0l HEE|Z| ARG 0oz =5 QEEI0 AIZCE
Fele HEFEjo| 220l &2f7t CH=2O0|RACt. SHX|E
DHY S mHpo| Chefst ofZ2|7 0| S7tE oI O{C|M
Lt §EE EAMSID LOHE &2 & = A ALk ICTS
Loz Qs |EXHE0| CHAsHA M| A2H, MRS
2 2.0 MEdE SA0f YISt =810 X|H AH|
Sl= AEA QH A-H(crossover shopping)O| S2SISILCE

i rj

Olz{st A2AQH AlH(shopper)s Z2tQl DIEOM HE=
dgotn 22t oiFgoM  mMES  FOictes aRY

(showrooming)Z, 22l0 HES H&sn ematel mjEe
E&f Fojsts 42 Y(reverse-showrooming)E QI 2Ol Oj
YoM MBS Festn RHES S HEMESS Folists
D 2dl(mobile showrooming)%, 22218 E%t 15} HE2 4
g = 2mZQIMM 2kt HME des AN 220 xF
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TOi5le 2 HZEH(boomerroomer)=0| RUCHYeom, 2015).

SLAEE gt =4 20| EXSt= 720 M2 2
2 HABHE MAOM SHoLE HdS T HY Al2">E 2
0 AH|XIO|A EOF HS 20 @S MSSHAE JHEE
AL QUCHLazaris & Vrechopoulos, 2014). $iXjl= o2 &
OFOIlM Cito HWEHZ X &ARE1 U=0H, 2 LEERI9|
gl 2Hrdnp emeolol At & CHfsh xiidol fojEtAlel
HE|X LM L= HENSID 2 4= QCHBell et al., 2013).
AMHZM ZLHS| O|OLE, MMA a2 2221 ATAIE
£ SSGHA 3lLtZ S5t AH[Ate| SLxHE 0| TS
St RUCE LR Eel =2 =2 - 2EEPRI0A AH|XIEO|
AHYSE EOl= IT 7|& =t B0l ZCh SSGHRHAHQ|
SLAME M2 AHME AHXE2 2HY J71E 0|8%t=
sha1t 2ol e, ol 7|& =HE Bept AHAH dE 8
7199l oA E MEF WS H D e Ao|Ct

SHAE 2 0E EYEO|H, BEXfES| Tt
EHEAM CHoh 4ZXES S5t0] 1250 HEGAM,
& S| dAY H2E Lok olzst SLxHE
golM 7o xErEs da38ez "I fsiMe
sMES 0|83tz AH[X[Q| W=t ol2fst WS IS
Kz S 2018 APt A2 R EICH

AH|X} WSZOF AN AH|KLS| E{EQF HSALO[Q 2
AE dYSt= 0|20 MEH, AHXIE2 FOIAA™ES W
2 I 7|2X22 o2|X0|H, dMds £ 0| At EfE et
OX[of mzZt SHECID JHEBICE OfE S0, AH[AE 22t
ol @mztol Y-S AYE 0|8%te =K' 0|&Xt= H|x
ot ME 2te| ¥2 JtA, Fof HeEld 8o L=It sCta
RULE Of SOl Sl ATo| 2ot Ol oM =
FES 8% O|8X7 HE[H0|L H2Fel dFS &
X™9o| 7Hel(best deal)E ERdt= ARO0| QUCtD IR
(Chatterjee, 2010; Lim & Han, 2016).

oHH, AH|XRO| FOjASo| FLE He2 ICT7|&2
Hut g0 ZHY AMEHIE F7 522 MER §%F
0|1 RAC}. of2{gh WM FL HE UM AH[X[2| HE

2

8 Ho 0z oM o2

Ok g ok

1o
el

=]

=
- T171

AASto] SSHAE Ho|n U=H XZE {8 X

Ho|gol aHRtel SLME deo 38Hel IgS o

USE H5|7| = SIQUCHLIMm & Han, 2016).

R B HE

221. HAMCE =M (Brand Loyalty)

50 O AT0lA BEo] AT |02 JE F9| siLtel
HHE ZdZ(brand loyalty)y= £ 2#=0f CHsHo] SEA
oz Mz Z¥E E=O|HM T HEO|Lt AMH|A EHEQ
Cistol Moy sleds ZEolatn & 4= RACHAaker, 1991;
Dekimpe, 1997). E2HC SN0 At AAXS0HCH 47X
Ct2A golg|a 7|z oict $HH, MZsHe HEO|Lt AfH|
A5 HFOistALE BHEOH0| fHE 42 SYUMdEEtn H
O|E slgion, 2ME SE=o Cist Holot B SH =0
OXl& g Q9 & CtYst ZHzofA AT 0|20 =
O 7t8 2 Fodozes dE2Y MWD El=2Y M2
#10|2} & 4 QICKOliver, 1999).

=S HIYHOMLE S2AE oIx

g NS 2EE, 38

|
H, 4SE2H Y282

ol B S §=BAE AV 5
NMPEE, DANY, M0 SoE = 2AE BiSlA AUt

2.2.2. X|Zt=l X} M(Perceived Difference)

718 ME FE AATE, J|gdnr 5 Chdeh S
Sd HAMCR} AXE HOIAHU dE HHMEES mEt T
sto] ZMBICL X|2tel = 2l
2| Lol HHWSt= BME 7to| EF, 9™ 3
£l 2ME F XL0J0f TS AH|X} QIAIS 0[S HChaudhuri
& Holbrook, 2002).

- [=1
otLzt 71¢ 42 oM dYe =H=E Qo 25 20
O|CHLevitt, 1980).

EHoZ J|US2 AR 52 J-E 20|7| fI5t A
ZO[L} MH|20f L0} AMHEdE FOSH0] AH|KSO|A &
TAI7|2] BICt Kolter(2001)= $8= =2 14s 2 5
e oo7t Qe =l XrEetE Motstn UCh. HIEQ|
AEshe 7Y BEECHE MSot e A 2 S 2140
M HED MEA XHEY YRS EOHH, FHE2| oM 2
HWE ZF 2HXPE X125 £ HUME0 st MHEY F
= NE S22 2 2 OfL[2t oiF EMES EHEHY
1 P00 S-S OfEICh

oHH HEMEE AHAPE RS Erela FE e SiLke|
THMZ AMEEH, Ol2F Z2 &H|Xte| Xtop FHd2 Efelnt
AEE s HMEE AH|BIOZN ZHOIEICKTian et al.,, 2001).
mEtA E-E XEY2 52 50 BUE SYAE 222
& Qlen, ot EMET ZY HaEer HopLt CHEX|QF 2
Of QUCH(Holt, 1995). 2~H[XH= CHE ARSI FEE= 77t
UG AppITRe| HEHES FOfSI0] 3o KOS PR
AL Ol OiHHo|L S5 EEte] X|&Hol BAYY

€ E4dj| 0|Z0|ZICHBhattacharya & Sen, 2003).

a4

<H1> ZUME M X[ZHE xtEg2 2H-E S0
o =]

o
=8HQ IS D1E AOoICh

2.2.3. X|Z=l JHX|(Perceived Value)

X|ZHE 7tk 2Hdol w2t Chfst JiEe = AFRED e
0o, AEE0] 2siM ddEl= FEEe "ItE BHEC
(Sweeney & Soutar, 2001). CHEE AT M= X|ZE 7HK|=
Arglel, dl2leh, Atzle, ds dXet S 2O0kolA Q17| Ef
Lot WsS dYHSIH= 2EoM T2t ZI™ME0 RiCh £
5], XZE 7Kz QZtlso| FE2 01FICH= FHHOAM 4
g, 50|, Eie 52| JHEECH Yot JHEeE Fo|EIrt
(Eggert & Ulaga, 2002). X|Zt=l 7tK|= OH|& 20f9| AH|H
SO oE HE=E2AM OBl HMEX EHOM Z23t 0|7t
&[0 RHCh Zeithaml(1988)= =FO0IM X|ZHE 7HX| 7HEE2 4|
74X gEez MdYstn ok A Hm= thed| X|E 7t
Z1F HIZD JHEeE & 5= ULCEL =M, 7K o AE F
k= ERFOICE MM, ZHXe X|ZE SF=at X[E7H ALO|
O dz Axf FEoct & A aPIoM X|EH|E(E38H)2t o
El(0|2)2 HFstn RUCL Y HW= 7Kg B7P|ES 0
ot AEfOo|AM F=EA TEX| CH0| CHet E2HO|CHHwang et al.,
2005)2t1 SHSICt $HHE Blackwell et al.(2001)2] HFHA=
XZE 7HXE 10| E7F Tzt MH[AE ARESHHM @A
Cl= D} ALESIHAM X|Z6joF & H|EAt0|Q] Xjo|2 HF
SHHA St HOIALO|Q| o] AT R FoISIRILL 0|

8 B2 $2TE Sof 10| FUKET Hime) A
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O, XL 72T 2HE(e, AlZH HE o
2SS &= FEO| Ofor X2z Folx|n MEE #Ee
2 HHE|QCHDuman & Mattila, 2005).

XZE 7= 2 gEeo| 3EHez Feg OXO,
AR N SHEE AMoteH 3TFHRE FYE F
Cho 2e{d QUCh Eoh SEEet #EE AFSHMZ X|2HE
K7t Q3 MdioAaztn HA|StD QCKOliver et al., 1989).

535 o xEe LMz Agfsls SLME =M
2H[Rb= X|ZHE Z7HEX7E Fof 2ol 55 AHEY
A Aolct I MFBIALL 7t 2/Aldo| =2 SLAE
HEOM X274 CHH| X[ZtE 7H #=E2 £ BYMEES
NS dEol SEECE FRE 0| ZAo|Ch

<H2> ZLIAHE SN X[ZE 7HKE 2HE SY=0|
=840 S 0jE Aot

2.2.4. FI%A(Authenticity)

I8 M(authenticity)2 &k of£st HolLt OFZe| ME=E
M OIMRILE 28 = JHAOILE B9 St EHE| R2iel A
(original)d} 2X|Sl= ZO|2t= <Q|OIE XL UCKTalor,
1992). 2ol AHEl HME T M(brand authenticity)S
Cha AXtof| w2t Cr2A Fo|x|of RCh Spiggle et al.
(2012)= MES AH|SHE IFHOIM Lijs AH|RIO| EHS
o W=, F3b Zol2t e, I AFoMs EE
Ol CHsl AH|XE2E ME[SH O|X|S= 7HXIE ddst= 20|zt
1 SlSLCHSeo et al., 2014). Kim et al.(2014)2 =Z2HE XM
dE AHXZE EF BEHME OfSte X[ZSh= THREM Tl
‘gt £lao] LiAK|E HEekn SHRIC

HilE MPHEE EHE QN AQt AR HeE EME
QF AH[XES| BAHXQI ZHOA MAIZ|D U MHATOA
IXIE K2 F=E AHX BiE G0 g2 OXl= A2
2 LIEfLL Ef=s BatE 4= QU SH7|&el fEol2t 2
M, ECt Z7|XOl ™Al AH[Xtete| MAE MY =+
A= HES0| ERsHA ZUCH

Ol2ft EE ZTIdM(authenticity)Of CiEH MACITE AT
HH HHE X™MMO| HME SMHEof Z+2 AH|XIO| &7

= — = E—
ol A0 37840 ks FCk SHRUC) £oh 2HME TY
0| HEME OfEH(SE 2= Cfist TAOL) nEHl &
S0 33He=z FgS DLt StUCKSeo & Lee, 2013).

2.2.5. AH|X-E221 = 2HH|(Consumer-Brand Relationship)
ot MEEAM 7|&o WMoz XY CrY¥st 3 1Ziniol
ARUAOIM £Eto| J7re0| M2t 7|PE2 BEHE G2
Zetet = s HMASS Soff AH|XIR AAOHAEES Ll
7| BiCh QOME AZSIA Zlo|

BOIRARO0| gHME vlgdez F

HAM xE Ztel Sehh AS0| S LolLt 2HRE T

HeZ HAIZt BEO| I/, 20| O|R0E AOICL MES

2 O Oy s 7HE AH|XOA XMEFS 825t o2
2

sHE M3IohFE= oln|7t ot SEYAel 2EUE FHs o

0

4 UE= SiFE 00| oIk HHUE AHRUHOIM Mo
M MEEQ |7IH HZ2 EHWE ZHo| 7|8ts F0 AH|
Rto| HEEMI TOjE o=z O|ojx|n, Ol MEXol o
& M2 0|2 & StLt2l AIDMA ZE0|A AISAS REO| ZH
o ZQMH8 HOFLCHAmaly & Hudrasyah, 2012).

SHH AH|Xf-EZHE 2HA|(consumer-brand relation)Q| 7i'EH2
AH[APIL HHEE d% O|FESs LIEHZ Q45tH Z3H
Algldoz HHMEO Cfgt 20jE ROi5l= AS LIEHHCt
(Fournier et al., 1998). AH|X}Qt EHaHE7tO| ZA|O| CHSHYY
o= AtEnp @7, Xjof ¢4, Hd=o|EM, dil, dgd, 1z
TEHEMO| XHE S 67tX| BERMEQ} AH|X}L 7ko| 2t
A =2 MABH | SHICH $HH, Ol AH[RPL £ A

la

=0te| HAHE Sl Atot O|0|X|E st Feg Fat
AQIH[, At 2A| &0 7HQl 2to| EAOIMMEH AH|Xtef
HE ALO|OAM QIX|IM, ZEN, WEH SA2te & = U
CHChang & Chieng, 2006). O & &0 7{Qlat HE JfHt &
C 20N HEMZ HIAMER XS EH, 72 HE
HAMEO| CHo{ ‘Lo AEIYS CHHSHFD, Atot O|OX|E &
SRAIZICED QIAISEA EICHH JHQlo| EfE2AM ERMEO =2
2 7|0 YAE AR 0|FY = ULt Ol AH[APF EHE
o AtE2 & QI8 M|FO|Lt AMH|A0| CHSIo] PHESELD X ~LOK
Ol 2 HEO| SiLtel el4o = o[n|E F0{5t0f 7{elnte)
ZHAEEE E00|= Z0|CHAaker & Joachimsthaler, 2000).

SHH AH|ZRERC Eo] MM 4Fo| Hnk E HAUCS
RHA Jhxlof SEMO Ase F 4 7| 20| S257 Cf
FO{MOF BICt AH|XR-ESHE ZAQ] A Tyo| JFds F
= 2Qe2M FHo| HIETIL =0, Y, Jfelate] ML,
AAOAH S S0| AL QUCHFournier et al., 1998).
Park and Lee(2006)2 AH|X[Q} HHE0f 2Hst HAFO|A =2
E J§41t Xtop o|ofx| YX|d, BHE 2|0 AH|X-EME 2t
A & AFE Sdt0] ol2fet BEAUME A JHES0| AH|
X-2HE AKX SHEL

[T rir do o kJ

JETR

ol Feks OjXCk=s ZuE HAlSH

S, SUKE 4ge J|To| B 2 =i of
Mgt Cr22 AHIXtel BZO| B0[sin WA} 51

o
oF Chefot 2 A ASS 2017 Elths AT AH|XF T10j
S FEOAM 20 Cie S8He g2 AHAREHE
A0 MY g2 E + US A= AI=ECE
<H4> ZLME YoM 2HIAREME 2AE EHE S
g0 2852 Sg= o2 Aot

2.2.6. ZHH|2|(MZ ®3F) X|Al (Category Knowledge)

2L £ HME20| Cig AFHX|A0] =2 AH|XH=
Xelsforgt nteint ool s FEO| XS UFA 2=
HENZIE 2882 & £ EE SN, 283 HE HF
o e S| =ICk

HE XAs=F0| =2 HEIIQ 42, XAMeF0| 2 £
X0l His HEAMZ|0 UM L HHe[ot HEEAO] O
FO{X|H oloj w2t NS0 CHst BIF Al G =ZXel A
£ 12{3l0] THE=ICtT SHCHDe Bont et al., 1995).

otH, gdto 2 A2R JHH 2|7t BEE0f =g7], HE
7|, 87| & T LH0| €55 AH|X} ED ST FHH
o X|Al0] =OITIct d2Isty =7|2ohs d57(0 7t
ol & ZEZM S0| AH|XL FOjof F>E O O/X|A EICk
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et SLAE S0l sid FHE|2(of Chish QEEM
2 ZHE| N2 W ME 2 HnEIF 80g Ao|n ZtAE
S Z2EH S0 SgS o ©S Ao7| W20 tHEat 2o
tds st

<HS5> SLME JEOIM SH|XR| ME #H3F0f CHeE X4
TE2 SEE0 OX= JYs0 =E2=10t /U
= A0|ch

3. HTBHD AT
31 A7 2

44 KEE, X4H 7H|, E-E TEE, LHRREHE
A SOl 2H[RRS| SUME M EHE ST 38
Mol Fge OX[1 ASS LOLER} Soh ot *HIXfOI
SLIAHE S&0fA of2fet HARS0| 2EHE SEE I
o= 0K AM i MZFe| 7HH|n2| X|44==0| 5’5
27F A= Ao|tt 2h= JHEE Y|HeR 2 AfRE2 O
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<Table 1> Operational Definition

Category
Knowledge

Perceived
difference

Perceived vale

Brand Loyalty
\_in Omni-channel

Consumer —
Brand
relationship

<Figure 1> Research Model

3.2. o] XN Ho

Mol jge 5 JHsHES Ho|
Jb QIch AEEOl TS Zsp| 9letol Mo
2 ¥ty 2 A7e Fa 7HL='01| Ok ofzhet 20| **°”
TE &5t XTEEOF TO|(operational definition)E S}
O GAPOIN ZEN Molo| mE XS 7H SUMEZ
oHH, 2|0 AHXR-EHE A Azt 2124, 3944
SOZ AN oS sigon, RE 2Ye 7Y Hew &
He|onf of2f <Table 1>0] LIEFL} RUCH

Variables Operational Definition Reference
) There is a big difference in quality between brands Chaudhuri, A., &
gﬁg‘zxig There is a big difference in competence between brands Holbrook, M. B.

Having a difference in product strength and service level (2001)

think that it is worth the cost(time, effort, expenditure) | paid

Zeithami(1988),

Perceived Value

getting a lot of benefits compared to the cost | paid

Blackwell, R.,

feel that | filled my shopping needs for the cost | paid.

Miniard, P., & Engel

think that it is excellent in quality compared to the cost | paid (2001)
having confidence in the brand.

Authenticity feeling sincere about that brand. Lee, J. M.
The brand is more of a genuine value than a commercial one (2016)

Feeling sincerity about that company

creating a bond with the brand

Consumer-Brand having a good feeling toward the brand

Fournier et al.

Relationship having a relevance to the brand (1998)
thinking of valuable brand
Having prior knowledge of the category(products)
Category | am familiar with the category Rao, A. R,
Knowledge | know the benefits of similar products & Sieben, W. A. (1992)

| know the features of many products in that category

Repurchasing specific brands in omni-channel situation

Brand Loyalty
in Omni-channel

Having a strong positive attitude toward a particular brand in omni-channel situation

Aaker (1991),

Recommending a the purchased brand to people around in omni-channel situation

Oliver, R. L. (1999)
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<Table 2> Descriptive Statistics

THE 28 ARo| AHROf CfEE 2R EdEM s
Ch21t 20k gg2 HAh 114F(47.8%),

(52.2%)2 2 LIEFGILCY.

OX}7} 2029
20~30A| 1523(41.8%),
133(38.1%), 41~50M|7} 24(16.0%), 514 O|ALO| 7(4.1%)
Soz LjEfYD, 0j=0| 2313(59.0%),

31~40M|7}

7|50| 85%(41. o%)

o2 LEMHLCE F0f HE 2 WE8E0| 95Y(23.9%), 7

F/FAF HZ0| 99%(34.3%), O|B7F 113%(29.1%), &}
I} 9H(12.7%) EO=Z LIEFLLCE
0|8t7} 128(13.5%), 43| O|AF 73| O|3}7} 103(33.7%), 8
3| O|AF 10%] O|5}7} 553(40.95), 112] O|AF 153] O|s}7} 21

H(11.9%), 163| O|AtO] 9H O Z LIE}ACE.

Gender Monthly Purchase Frequency
Items Frequency % Items Frequency %
Men 114 ~3 128
Women 202 4-7 103
Marriage 8~10 55
Items Frequency 11~15 21
Married 231 Over 16 9
Single 85
Age Purchase category
Items Frequency Items Frequency
20~30 152 daily necessities 95
31~40 133 electric appliances 99
41~50 24 clothes 113
over 51 7 cosmetic 9
<Table 3> Exploratory Factor Analysis
Iltems Factor1 Factor2 Factor3 Factor4 Factorb Factor6
PD1 .814 221 136 119 .017 110
Perceived difference PD2 .803 170 170 .093 .024 .089
PD3 .764 196 .203 119 .036 .092
PV1 117 .803 125 234 110 .083
Perceived Value PV2 143 .796 175 A73 174 .066
PV3 137 .784 .189 .109 .155 135
PV4 144 .644 120 .082 374 .004
AC1 199 183 .766 190 .067 -.036
Authenticity AC2 79 .168 .758 201 .068 -.018
AC3 .098 .084 .719 .083 101 162
AC4 167 104 .707 .029 129 184
CBR1 .259 195 .267 .706 127 .090
Consumer-Brand CBR2 .229 138 247 .693 .054 .079
Relationship CBR3 167 .335 151 .617 113 104
CBR4 .308 .267 .284 .552 41 .088
CK1 .019 161 109 .007 .843 .012
Category CK2 .029 175 114 .048 .765 -.010
Knowledge CK3 .168 214 137 151 .746 -.019
CK4 103 .264 .166 161 711 .033

=
gEF

27t Fof 23S s 32
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ltems Factor1 Factor2 Factor3 Factor4 Factor5 Factor6
BLO1 152 .042 120 .075 .021 .812
Brand Loyalty BLO1 141 101 105 094 -.068 806
in Omni-channel
BLO3 179 .038 126 .042 -.002 773
eigenvalue 1.908 2.657 2.993 3.256 2.656 1.985
cumulative % 51.324 59.564 62.234 65.981 69.053 71.326
Cronbach’s Alpha 0.903 0.778 0.761 0.810 0.838 0.798

2 R E ZIdWstHN dFEE 7HdE dEsH|ol oM FE

3 2Mg BN AASRCL MEE 2NE

g SN Q0| A (Exploratory

Factor Analysis)S HASSIGICE 244
1= <Table 3>1F ZH0| E=E|QUCE

st M2|E ZZ A1 ZE H4=9| Cronbach's Alpha 7|

=7t 07ECF =7 '-f FAZZTE Qe AQ2 THCHE|QICH M

SUX{O| O|2S HIEtOZ 8l0] EFME QOlEMS AlAISH ZT}

hO

BHE xpgA,
7HH| 2| X|4,

S|
2012 Zit= HAjEsot
2 REFPRPTL 0L F U2
~ =3

o

A,

AR
1} SEEES Sec

21 20| BE TN
T EbThy

o= LIEtL}

N Qolg ZIts <Table 4> ZTh 2oIX @0l
M& 0|22 ThA| ZESHe KlojM 02OfXIC). Btold
S Zho| B0 Cfst o

20| Yrt & G0N

R|ZHE JhK], FHEA, AHRREHE

HAUE SHE S es BE T

96 O|AtoZ LIEIICE 0|23t ATt= _L.-_o|5|

1
H2FS MOsl=0 XESH o2 mEig|= A

[E———

240
9]

= A
5YHS

=
e
=~
o
M
=
il
(i

b

2 6719 /9 £7t =X |M_Eq KMO-Barlett Z}2 0.9392 2 ot 2t gto|ck
<Table 4> Confirmatory Factor Analysis
ltems Factor Loading Standardized FL T P
PD1 1.000 743 - -
Perceived difference PD2 .999 .735 28.334 ol
PD3 .996 .754 17.934 e
PV1 1.000 877 - -
Perceived Value Pv2 984 864 27.451 -
PV3 .969 .889 28.856 hx
PV4 .826 .708 19.787 e
AC1 1.000 .905 - -
Authenticity AC2 .950 .839 27.288 e
AC3 711 .620 16.706 hx
AC4 .939 .839 27.274 ol
CBR1 1.000 .804 - -
. ) CBR2 1.046 778 19.993 ol
Consumer-Brand Relationship CBR3 1070 779 20035 s
CBR4 1.028 .783 20.166 el
CK1 1.000 .859 - -
Category CK2 919 792 21.730 ol
Knowledge CK3 .868 781 21.314 x
CK4 .801 772 20.964 hx
BLO1 1.000 .864 - -
Brand Loyalty BLOT 963 878 26.677
in Omni-channel
BLO3 1.027 877 26.629 o
Model Fit Index Criteria Result Acceptance
CMIN / DF under 3 1.915 fit
RMR under 0.05 0.031 fit
GFI over 0.9 0.871 not fit
AGFI over 0.9 0.816 not fit
CFl over 0.9 0.902 fit
NFI over 0.9 0.902 fit
IFI over 0.9 0.904 fit
RMSEA 0.05 ~ 0.1 0.055 fit

** . p<0.000
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43. 71" Hd=

431. Z2EMI A

= 9T 7HEET0| 7|x5HY, 4 AHAF SLME dF
oM BEYE Y=ot MAQQlt JAHASE ASI| 23l
IXREHA OHS 23t AZEMS MAISIYECE d2|T I}
H1Z2| X|Al0] HHE FH=et MAQlol Ao =HHS
oate MAISHER| EOIsL7| Qs RERAMS Efz FEE
N2 Tl 8 9 AL X o7 Eol Hels AN 2
J_}._, CMIN/DF=1.933, RMR=0.039, GFI=0.867, AGFI=0.812,
CFI=0.906, NFI=0.907, IFI=0.903, RMSEA=0.0862ZM\
<Table 5>} ZO| LiEtLt HEHoz B Motk FI|ES
OHEA|ZICH

Ltg <Table 6>= Fd2=EMES 0|8% 7MHEHE ZAIO|Ct
<H1>Ql "SLIXE AZolA |2 xruw
=852 dg2 OIE AotfE= TO[ 1
7hE0| MEH|X| RSIRACE R|ZE AHEY

o
.67

TZf0| 0.458, P<0.7222 7pA&0| 7|ZE|QACt X|ZH=l JHX|=
S ol ool Adeo SHAY BHE 20

K| ARUCEL <H3>Ql ‘BLRHE HEojAM EHE FPHd2 EH
E Fdzo] 3dEAe FES 0 Ao|ICh= FEA =7t
0.418, TZ}0| 7.549, P<0.000C2A 7}A0| KHEHE|QICt XN
Mol 1 S7Fet [Iff 2LAHY A=A EMHE =MHETF 0418
N Bt AE BEoF0 UQUCE CHS <H4>Ql ‘JLIXHE
20| AHXR-EHE A BEUE SHE0| 3EEQ F
sk=2 0|& Z{0|Clet= 71 AS ZAnf, TZH0| 1.467, P<0.215
2N 7Hd0| J|ZE|QICE AHXR-EHE A= LMY &2
OlM ERE SHZ0| F20/5HH Fda2 F0 UX| A/UCL
4.3.2. 7tH|02| X|Alo] =&t A

4321 ZEEM

ARXIL Aot <H5>= FHH| 2| X|Al=F0f M2} BHe
SHEe MAMIEHtel A Fa0| CHEA LIEtE Zi0|2t
ZERRL BHAZ[Of QUCE M2kM FHE| 02| X|A=Fof o
FEe| 277t ERdsiH, Ol s AZE ZEEN
(hierarchical cluster analysis)& At23IQULCE M HSEo=Z
=& gdof HiEAsHK| g2 de2 OjX|ls 3Tl 7o
EME =St oLt MIA|7{of & STHEQl S Atgs
SR XSHQUCEL = 7] 28 $E S 420 °”874|—r
(agglomeration coefficient)2| B3lE20| Z2HE F1 HESHA
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=
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i r|r

E

iz

SAHSE g0t b= Fu QUX| B2 A9 LIERTH 2 $2 =QICE o2{st Zits <Table 7>1 20| £
<H2>Ql ‘ZLIME =M X|ZE 7PKIE AH|AtS| HAME Jjo| 2rloz BE3l0] XMLSIULCY.
S8R0 8™ g nE Aojtfekes 7tE 4% Al
<Table 5> Path Analysis(Model Fit)
Model Fit Index Criteria Result Acceptance
CMIN / DF under 3 1.933 fit
RMR under 0.05 0.039 fit
GFlI over 0.9 0.867 not fit
AGFI over 0.9 0.812 not fit
CFI over 0.9 0.906 fit
NFI over 0.9 0.907 fit
IFI over 0.9 0.903 fit
RMSEA 0.05 ~ 0.1 0.086 fit
<Table 6> Hypothesis Test
Path Estimate T P Verification
Perceived difference R Brand Loyalty H1 0.101 1672 0.130 reject
in Omni-channel
Perceived Value R Brand Loyalty H2 0.057 0.458 0.722 reject
in Omni-channel
Authenticity - Brand Loyalty H3 0.418 7.549 0.000 adopt
in Omni-channel
Consumer-Brand - Brand Loyalty H4 0.166 1.467 0.215 reject
Relationship in Omni-channel
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<Table 7> Hierarchical Cluster Analysis

Average Case Number
Factor F P
Cluster1 Cluster2 Cluster1 Cluster2
Category Knowledge 5.71 3.87 138 178 809.104 0.000
<Table 8> Hierarchical Cluster Analysis
Average Standard Deviation
Factor Cluster1 Cluster2 Cluster1 Cluster2 T P
(n=138) (n=178) (n=138) (n=178)
Category Knowledge 5.71 3.87 0.421 0.398 21.658 0.000
<Table 9> Path Analysis
Category Knowledge Regression Estimate T P
High Perceived difference - Brand Loyalty in Omni-channel 0.087 1.107 0.273
Low Perceived difference - Brand Loyalty in Omni-channel 0.412 4.790 0.000
High Perceived Value - Brand Loyalty in Omni-channel 0.047 0.221 0.867
Low Perceived Value — Brand Loyalty in Omni-channel 0.210 1.971 0.047
High Authenticity - Brand Loyalty in Omni-channel 0.378 4.296 0.000
Low Authenticity — Brand Loyalty in Omni-channel 0.423 8.971 0.000
High Consumer-Brand Relationship - Brand Loyalty in Omni-channel 0.137 1.442 0.207
Low Consumer-Brand Relationship — Brand Loyalty in Omni-channel 0.311 2.934 0.000
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