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<Abstract>

Domestic PB products have emerged and been distributed by hypermarkets, department stores, convenience stores, as well
as TV home shopping channels and Internet shopping malls. However, the fierce competition among the distributors due to
the emergence of the PB products have caused the diversion of consumers’ recognition to be reduced weight and volume
as well as had the effect of misleading consumers about the prices. The width of the PB product price’s up and down is
larger than the width of the NB product. Thus, following consumers’ purchases of PB products, there has been an increasing
number of consumer complaints.

In order to research consumers’ recognition of PB products and to examine how consumers” recognition and information sear-
ch comparative to PB products affect consumers’ dissatisfaction, an online survey targeted consumers with experience purchas-
ing PB products. This study was conducted and analyzed using SPSS 19 Statistics. The findings can be summarized as follows.

Even though more consumers who frequently purchased and used the PB products, the more they compared with in-
formation search comparative to the NB product and then purchased the PB product.

We investigated the result that the relevant variables of consumer complaints have some relative influence in the purchasing of
PB products. There will be a higher probability o the group having high recognition about price and safety not making consu-
mer complaints in comparison with the probability of other consumers making complaints after the purchase of a PB product.

Therefore, based on the results of this study, companies need to build a system so that they can figure out consumers’
needs in order to prevent the occurrence of consumer complaints related to the products of distribution companies’ brands.
By means of the system, it is also necessary for companies to collect consumer complaints and analyze them by category.
Then they eventually should develop a consumer-centered management system which may contribute to quality improvement,

product development and the reduction of consumer complaints.

ATA o} (Key Words) : e QA EHE= AE(PB products), 22H] A} 914 (consumer recognition), W] a7 B8 (information searches

comparative), ZH] A&V (consumer dissatisfaction)
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Table 1. Comparison Between Private Brand(PB) Products and National Brand(NB

) Products

Division Private Brand(PB) products National Brand(NB) products
Subject Distributors Manufacturers
Object Specific distributors, visiting customers national customer
Methods Attachment to products manufactured by subcontractors Attachment to products produced by manufacturers
based on OEM
Advantage Low price, high margin High awareness, medium and higher-level quality
Disadvantage Low awareness, medium and lower-level quality Limited lowering of prices, low margin

Source: S. G. Lee and S. H. Bae(1996), New Theory of Distribution Management.

o] AFE FEYA A =Hl g (Sainsbury) 7t 194
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2 A&H 02 FrEUHW. Choi, 2009). =Wl A= PB
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A HAE AFold F5HAY SAH, M3 Fo| 54
2o A A4 BIE AFoz Hosta IthM. Kim,
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S 7
1
s UHoR B &

2. 73U diYPvlE F59A BAE AT d8
Syt 2 YEnE #5444 BHE AE vE &
3+S A9 EH <Table 2 7t B

>, Azt F W ERA F5GA
B AF wjEdo] A st HlF-2 2008 19.0%, 2009
21.9%, 20103 22.4%, 20113 97| 71% 224%=2 A3} &
gE 2 ok dgrtEd 2= 20119 i) 7jEoE EF
G 27} 26.0% % /M =31, o|nlE 23.7%, SH ULE 20.8%
9l &0 2 34 BF FEAJA BA AF njE o] 20% T
9 & HFE AA S E AoE Yegt =3 7
E9 AA HA= xﬂ%" Pi}aﬂw 37 yEAA ] F
BAT F= 3570, F5 46,1007101H, 20089 % of gl

- 101 -



7B 813 A - A 3248 235 2014

Table 2. Present Condition of Sales of Private Brand(PB) Products

Division E-mart Homeplus Lotte mart Hanaro mart Total

Total Sales(A) 9,400 bn 7,700 bn 45489 bn 1,658.9 bn 23,307.8 bn

2008 sales of PB products(B) 1,800 bn 1,925 bn 6945 bn 18.7 bn 443.82 bn
weights of PB products(B/A) 19.1% 25.0% 15.3% 1.13% 19.0%

Total Sales(A) 9,900 bn 9,800 bn 4,837 bn 1,442.2 bn 25,979.2 bn

2009 sales of PB products(B) 2,300 bn 2,548 bn 816 bn 27.8 bn 569.18 bn
weights of PB products(B/A) 23.2% 26.0% 16.9% 1.93% 21.9%

Total Sales(A) 10,800 bn 10,900 bn 5933.5 bn 1,516.5 bn 2915 bn

2010 sales of PB products(B) 25,000 2,834 bn 1,163.2 bn 27.9 bn 2,902.51 bn
weights of PB products(B/A) 23.1% 26.0% 19.6% 1.84% 22.4%

Total Sales(A) 5,900 bn 3,700 bn 3,395.9 bn 770.9 bn 1,376.68 bn

Th‘;fﬁ;f)tl 1ha1f sales of PB products(B) 1,400 bn 962 bn 7067 bn 117 bn 308.04 bn
weights of PB products(B/A) 23.7% 26.0% 20.8% 1.52% 22.4%

Source: KCA(2011), A research on the price, display status and consumer awareness of PB products at hypermarkets.
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whol

=2

2
(e
re

gl

S

Table 3. Operational Definition of Variables and Measurement Tools

variable Questions measurement
Gender Males, Females Nominal scale
Age 20s, 30s, 40s, Over 50s Odinal Scale

Average monthly
household income

Under KRW 3 million, KRW 3 million - 4.5 milion, KRW 4.5
million - 6 million, Over KRW 6 million

Nominal scale

Socio-

High school or lower level, Junior college / university, Graduate

demographic Education school or higher level ’
Characteristics . .. .. . . .
of Subjects Occupation Office / technical jobs, Administrative / professional jobs, House- "

wives, Students, Others

Residential area

Seoul / Incheon/ Gyeonggi, Busan / Daegu / Gyeongsang-do,
Jeonbuk / Gwangju / Jeonnam, Daejeon / Chungcheong-do,
Jeju-do / Gangwon-do

Marriage

Unmarried, Married

“"

Cognition of the PB products

Product manufacturing dates are well managed

Likert Scale
(5-Point)

Safety information is well indicated

After-sale services are good

Prices are low

Prices vis-a-vis quality are low

Large price discounts are provided

Know that PB products have separate brands

Know PB products

Packaging designs are diverse

There are diverse kinds

Information search comparative to
purchasing the PB products

Purchase PB products after comparing them with NB products

Likert Scale
(5-Point)

Purchase PB products after comparing the indicated unit price
with that of NB products

"

Purchase PB products after comparing their ingredients with
those of NB products

Purchase PB products after comparing their volume with that of
NB products

Purchase PB products after comparing their manufacturers with
those of NB products

Consumer Dissatisfaction of PB
products

YES / NO

Nominal Variables
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A BRHE AF 714 - BA AE F 2HA A 2AVE AHQ] zfo] & dotr 7] $13t] Duncan’s Multiple Range
HHE O 2 A A3k dtt. & AR @A AE HEAR 20 TestE ©] &3t AFHFTS st 2HAEY F5YA
Al ol 4% 307 Tt A AABT oH] BRAE AlF 7 F &HlA B tid Al Mese] 4

o= o] ©
ZAE AR & HAER ] g8 BFS A 9 Bl xﬂ YIS Gopr 7] 9Jste] 22228 3] E4(Logistic Regre-
I Z

= 37) tEnE ssion) & AA ST

= ]
9% 8U~9¢ 199717 % 120138 ol Arzs N A7E
RRES i o

7 =
015= Al9st & 1,0001?“(83.3%)%: = 1. o\i:ILEH}E}X]'-OJ A}ﬁ%xﬂ?ﬂ EA

2Rl AAAE By e
305 245 49 0 SHET 4 2E fE 9E PES, A
<Table 4>} 2t} HA AE&
A 43.6% o= Yeygton, A% 50t) o4 3 12%, 4OEH

= 1A AFAAH b7 24.8%, 30t 24.0%, 20t 20.0% &2 UElYTH AFA =

£ <Table 3>3 Zt} =HHA

B, 98, AFA, g4, 2EFTF, €97 A4S, M&/AH/7717} 61.8%, F2/ U/ 3=t 195% 2
) o8 G0, HEAERE SAT o s 2 28t g8 g E 601%, 1E0)38 31.1% +o7
TE9A BAE AF 74 A vaBREA HFE §549 Etony, AR 68.9%7 HE oo g UEhytth
A BRE AF TUA 7HE, FAE @9 7HE, BE, & AE FFEE 71E 71.7%, Pl€ 283% =2 YEIoH, 9%

=
AzA ol s AZPA 2H=9) Hlng & Fo 7 7HA A58 3009+ 19 36.6%, 3007HA~4507H 1] 7k

>
ol
§e o o

A g gow 58S vl 2 AA A 18A 261% O 2 UEstth AYEEs AHF - B - AR - 7
Vel 54 PAE AL g 2431 oH, FEYA BAE A &3 539%, FH 24.9% o2 YEhT.
Foll thghk AnA kA4, 7H, AR, thkR) S ot
B7] 93t AYPAT(E. Jo, 2010; G. Lee & S. Jun, 2011; 2 SEQA BAS AFe] U AHA S1AQHAA,
S. Lee, 200805 FA % TF& F4 B3ttt & A7 714, A, ThEA)e Hol
dre FEe AzxgA Byt 2 "ok, 7HAo] Adst
¥, F5dA Has AEE ¥ HAS) e AL ¢ 21 FEUA BRAE AlFol 3t 4na; A (b4, 71,
1Y, ‘2R bARle] st 59 1088 - 1 AAE, TdA)
drvolx ‘AE 184 vl 54 YAE &R HFTt AHAESY FEHA BAE AF AAE gotstr] 9fs)
F45 Qo] 22 Aoz AT npx e g F4W 2 Q&4 (Factor Analy51s) AN % A= <Table 5> 2
9l AHAp Bkl cEute] Y, ‘Eue] gty 5 W& ok 81312 27+3] A (Orthogonal Rotation) o2 g
T8 =489 % 2~ (Varimax) S AR skAth 71 A3} 4719 aclow
Fozon, 2tz 99l 1 ‘¢hdA, 890 7h, 89l
4. A RIAE @RIV ‘Thfd oIt ¥HstAa, oldd 2dE
B AT A5 E4& 9% BAAEE SPSS Statistics < 723%° AHES YeE L Sl
195 A&kt WA AL A AL A A A W, f5 FEUA BAE A Fol e Anzt A4 53 th o
AA BAE AF it AnA 1Y, F5HA BA= xﬂ Wi 336H 08 HE FEOE Ueyth 47 2 ¥
F 7Y AN AR, FEYA BRE AF 79 F s AYEH, 92 I (kdA4)9] B+ 35941, a9l
HZE BRk 58 B3] At RIE(%), B 2 411-1; ( 14)9] BFL 3.060.2, QAMIAR)] BFL 323
o FEYA BAE AFol thd Aana AX 9 f¥sE d, AIV(TSA) Q) Hoe 3498 02 YEhyt 4709 &
98t 8.21%-4 (Factor Analysis)< 3FATh THr o2 FAF AT AT (A HaAdsrt M =30 ol #F
dAbe] dnkd £ FEAA BAE Ao ik 4H HA BAHE A Fol i A AAME 71E] AFH wpdrt
A Q12 2 YRGS AR 7] 95 ttest, YAFE A2 FRAS TG AFS TUE o F9 2A &
ZHEA (One-way ANOVA)2 AAstoH, A ke 7 stele AFE Hole 2102 AzHr
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Table 4. Socio-demographic Characteristics of Subjects N(%) = 1,000(100.0%)
Frequency Ratio Frequency Ratio
cotesory (peopl) (% cotesory (peopld) (%
Males 436 43.6 Unmarried 283 28.3
Gender Marriage
Females 564 56.4 Married 717 71.7
20s 200 20.0 o
Under KRW 3 million 366 36.6
30s 240 240
Age i
40s 248 248 Average KRW 3 million - 4.5 %1 %1
milion )
Over 50s 312 312 hmoni’l{d
ouseho s
KRW 4.5 million - 6
Seoul / Inche.on / 618 618 income million 226 226
Gyeonggi
Busan /' Dacgu / 195 195 Over KRW 6 million 147 147
Gyeongsang-do
Residential ~ Jeonbuk / Gwangju / g5 85
area Jeonnam ’ Office / technical jobs 390 39.0
Daejeon / 79 79
Chungcheong.do ! Administrative / 149 14.9
professional jobs '
Jeju-do / Gangwon-do 23 23
High school or lower Occupation Housewives 249 249
311 311
level
i Student: 78 7.8
Education 1T college / 601 60.1 aeen
university
Graduate school or 88 88 Others 43 43

higher level

Table 5. Factors of Consumer Perception of PB Products

OQuestion Factor 1 Factor II Factor I Factor IV 12 M
safety price awareness diversity (SD)
Product manufacturing dates are well managed 819 733 359
Safety information is well indicated 782 698 (0' 66)
After-sale services are good 748 631 ’
Prices are low 885 789 3.06
Prices vis-a-vis quality are low 820 727 (O. 66)
Large price discounts are provided 791 715 ’
852
Know that PB products have separate brands. 736 3.23
Know PB products m 741 (0.59)
There are diverse kinds 878 625 349
Packaging designs are diverse .614 841 (0.75)
Eigenvalue 224 220 1.46 1.32
Factor loading 2242 22,05 14.62 13.24 -
Cumulative loading 2242 4448 59.11 72.36
Cronbach’s a 777 814 620 611 -
3.59 3.06 3.23 349
M(SD) (0.66) (0.65) (0.59) (0.75) i
Total average” 3.36(0.45) -

1) Average (standard deviation).
* Based on the full score of 5 points
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T 7 B YA A EE Yoty g5t A EE B A} el 99l T (SHAA), 8T (7HE), LAM(AA =),
A5 & A3}, Cronbach’s agtol 0.6014 0.2 £&3te] wla SAN(TFER) o2 ro] 7o adld Aol Bol&

A 52 HEEE Hole A0 Yyt AFE oudA S A¥ Rl
808 Uy AwE A 1A 99 T (HEA) Aelg B
22. A AAA gl mE FEUA BAE AlF A ol MFEE 9%, Y, €¥I/MAS, AERTE Ve
A, M, QA R, Bl tig 2uak A2 2ol wom, 40th(3.28%) ¢k 50th ©]/¢(3.29%1)°] 20t (3.15%) ¢t
A AA A dpe] ;e FEUA HAT AFo kA,  30tE16H)ET FEAA BAE AF kel B &
7HA, A%, thekgel tid &nA 149 Aol AHE Hl7L Q14fo] & Ao yeyith 18 1F olste} tiE,
A= <Table 6>3 20 fr 5 A B AFo) tidh & 4505Hd o4, 71 & Aol HAA o tig &AL Q14 o]

Table 6. Consumer Perception (safety, price, recognition, diversity) of PB Brands According to Socio-economic Variables

Perception Perception
. 1) . - N0 P P
Variables Perception I (safety)” Perception II (price) m (awareness)]) v diversity)])
M sb D! M sb D? M sb D? M sb D?
By factor 359 066 306 065 323 059 349 075
Total 3.36(0.45)
Male 322 060 362 064 353 070 304 064
Gender Female 324 059 356 3.56 347 078 308 065
t value 0.728 1.59% 1.238 0,744
20s 315 058 b 371 068 a3 342 081 bc 305 067
30s 316 058 b 356 061 b 360 072 a 302 064
Age 40s 328 061 a 355 069 b 339 078 ¢ 308 061
Over 50s 329 059 a 356 064 b 354 069 ab 309 066
F ratio 3.865%* 2.893* 4.3471* 0.641
High SCh‘[’?ija:iilower level 06 055 a 36 068 331 077 a 315 062 a
C maduste SC}:; # 21 A hicher 324 060 a 36 064 359 071 b 303 065 ab
Education ool gher 506 065 b 346 066 351 081 b 294 070 b
F ratio 4.828* 1.751 14.057+++ 5,387+
Admmsgzvz Siocfeessmal/ 318 058 354 063 354 072 ab 3 065
o  others 317 052 366 069 331 084 ¢ 305 062
Occusati : 328 057 357 064 341 077 be 308 063
pation Housewife 325 063 36 067 357 071 309 066
Office, technical ’ ’ ’ ’ ’ ’ a ' '
F ratio 1.775 0.905 5.318%** 1183
Average Under KRW 3 million 316 058 b 351 064 337 079 b 305 052
monthly KRW 3 - 45 million 32 05 ab 363 068 a 350 072 a 305 067
household Over 4.5 million 330 061 a 364 065 a 361 071 a 308 066
income F ratio 4.950%* 4397+ 9.181%+* 0.150
Not married 314 058 367 066 343 079 302 067
Marriage Married 326 060 355 065 350 073 308 064
t value 2923+ 2.670%* 1562 1202

*p < .05, *p < .01, *p < .001

1) A full score of 5 points.

2) D: Duncan’s Multiple Range Test Results
3) a>b : difference between groups
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Table 7. Factor Analysis and Reliability of Comparative Information Search when Purchasing PB Products

Question Factor W M(SD)

Purchase PB products after comparing their prices with those of NB products 770 593 3.74(0.80)
Purchase PB products after comparing the indicated unit prices with those of NB products 818 668 3.65(0.83)
Purchase PB products after comparing their ingredients with those of NB products 767 588 3.35(0.90)
Purchase PB products after comparing their volume with that of NB products 824 679 3.62(0.83)
Purcahse PB products after comparing their manufacturers with those of NB products 732 536 3.37(0.90)

Eigenvalue 3.064

Factor loading 61.277

Cumulative loading 61.277

Cronbach’s a 840

M(SD) 3.55(0.66)

. Ma & S. Lee(2012)°l w2

geo] e s HAY] NE Tt BA vER o, 71zz
A o] FEAA BAC AFS o] &3 F A g
NEETF FUASE e A0E UEht F5YA BA=
AZF] kg BEE AFAAE Y, HEETF £S5
22U AT EE F ASS B AT 2HAA & 5 AN
o o2 QRN (7H)el AolE Hole WFEe 99
(p<.05), @H A7 &5 (p<.05), AEHF(p<0D)ZE YES
oh A®2 20th7} 300 o]} H{d Bk €9 A5

30059 o]0l 3005k mIRke] Hok Bt W&ol 7]E9 F
o H0 §5A BAS AFe) Aol U@ 20A1 Aol
2o oz tehgth LAM@AAR) 3o & Hol=
ZE A8 (p<01), (p<.001), Z-1?3(p< 001), €37}
O)A R dehgton, d3e 40the [g 1
OEIH A, 82 &0l gl 1? ojstel A& H}
A€ol 19 A A Boh AFFI AL
1ol 300w olste] AT Hek FEAA
Eoll tigk &nA 4ol o w2 A
= Jcio]IV(u].OkH) z}ol & _H;_o]
=

oo
o VR

_11n

rlo
>
—[n

oo o2 O ox R O
o 22 o B r
(€8]
S
o
=
ri
[

[e)

[

:

!
N
i
1o
-0,
N

o) Bl ol de uet #
42 Lol Aelol ©

A
Ao Mo EAH R Fostdth AA, IAE
A4 e aAd, stel, A, YRR LS WrelH EAH
O fFofatie A, tFdAe 88 WA 5AF
o2 FBYTE AF W 7h HR AvlA 2149 Hol
£ 7 2950 W4E ol AT ARYE 1T e
g =

H

3. QA B AF TYUA Bl g EEA e 2o

31 FEHA B AF FUA vl

FEdA BEAE AF 79T wf vl ug RS giota}y]
913l 8.21E4 (Factor Analysis)s 443t A3} <Table 7>
3 2t FEAA BAE AF FAA nn g EEA o) 23
Lt BEEE ARET] g, oA WS e AFES
9sla Az BHsHA daH e e Fee B4
st BAA 8R4 (exploratory factor analysis)< 4 Al
Atk 22131 27+3] 4 (Orthogonal Rotation) & Hj
2™ 2~ (Varimax) & AHE shdth. 1 23 1] &<l
o2 Fozon, 8202 61.2%9 A¥ESs el 9t

FEUA BAE AF 7UA HRFERRY P== 53
ol B 355H R HE FFEOR YEton, AR 7
FHE 498 v 7HHo] 374902 VMY Ek1, O TEe
2 IANE G974 3654, £ 3.624, A=A 3374, 4
B 33589 o2 eyt mg =
dotr 7] st AFHEE ’3 HE 7&-“}, Cronbach’s agkol
08002 Z3te] Hla 2
e

A 5 ek

32 A3 AAA o] e FEAA B AF YA
H 3G B Aol

A AAH W] WE fFEHA HAE AF
AREA 9] afo]| 5 AFE A
AA BAE AF TUY o vingRGA | 2ol &
M A9 (p<05), 88 (p<.01)01oH, A5 A
30t 9] %J% ] 20th9} 40t o] & By A B
AF TUA HRFERGAS T go] 3k AR \%E}”
A E tE o] 1F o3t JHrT &

T AE FYA BRGNS O Bo| Fh= ﬁf‘_

o= M. Ma & S. Lee(2012)9] I-+4 3} A}3]

FYA
<Table 8>3} 2t}

t=J

o
o

ome m o
o
o
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R ]I
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Table 8. Comparative Information Search Difference According Socio-Economic Variables, When Purchasing PB Products

Comparative information search difference when purchasing
PB productsl)

Variables
M SD D’
Male 351 0.65
Gender Female 3.57 0.67
t value -1.524
20s 3.50 0.70 b
30s 3.64 0.60 a
A 40s 349 0.72 b
ge
Over 50s 3.55 0.64 ab
F ratio 2.712*
High school and lower level 345 0.67
Graduate school and higher level 360 065 a
Education raduate school and higher leve 351 075 ab
F ratio 5.549**
Administrative/professional/sale, service 3.55 0.61
Student / others 3.39 0.66
Oc . Housewife 3.57 0.70
cupation X X
Office, technical 3.58 0.67
F ratio 2.564
Under KRW 3 million 349 0.68
Average monthly household KRW 3 million - KRW 4.5 million 3.57 0.63
. Over 4.5 million 3.59 0.67
income
F ratio 2.372
Unmarried 3.53 0.69
Marri Married 3.55 0.66
arriage
t value -0.592
*p <0 , **p < 01
1) A full score of 5 points
2) D: Duncan’s Multiple Range Test Results
AT Hepo] ME HuAH AR F&o gt 2ol AE) (p<.00)E Yebgth 8 I (FAA) M= A4
A A, A, dHFIMAE 59 HFM FAHLE A2o] Al Fodo] 4 FJUho F5HA BRHE AF T
UEhd A7 A 7e BEA R dAste ZoE UEYTH Y A HR RGNS O go] sty ZO0E YEEon, g
AT EHA) tigh A2 A= 2l Fko] 5, k¢l JdH
33. YA HAE AFol tigt AnAt 1A BE 7% O f59A BAHE AF 79 A Hag RG-S go] st
QA BAZ AF T A NTHRGH Fol Ao yEt s 2 RAMERAAS)IAE 4] 3
FEHA BAE AFo ok &nA A4l BE §54 o], 9 4, 39 Jd Btk f5UA BAE AF 7
A BRE AF 7Y Al BB Afo)E AuE A= Al B A BRA S go] e Z0E YERT wekA f5
<Table 9>9} 72t} GA BHE AF g &nAF QAo =&4E F5UA
FE5HA BAHE AF o AHA 1A mE §54 BAC AF AT wf Y REN A2E 52 Jo2
A BARE AF 7Y Al BB o] Holg HEE Efgtth & Ao =

4 S
89T (A (p<.01), SA I (7HE) (p<.001), LAY AR & Q129 zpo]2 HYPon, o] FEYA
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Table 9. Comparative Information Search Difference According to Consumer Perception of PB Products, when Pur-
chasing PB Products

Comparative information search difference when
purchasing PB products b

Variables
M SD D’
High 3.70 0.72 al
) Middle 351 0.64 b
Factor (safety) Low 3.56 0.76 ab
F ratio 5.585**
High 3.78 0.77 a
Middle 351 0.62 b
Factor II (price)” Low 357 077 b
F ratio 8.738***
High 3.89 0.65 a
Middle 359 0.63
Factor ]]](awareness)a) Low 315 0.64 c
F ratio 51.098***
High 3.65 0.72
Middle 353 0.64
Factor IV (diversity)S) Low 353 0.75
F ratio 2227
*p <01, *p < 001
1) Full score of 5 points
2) D: Duncan’s Multiple Range Test Results
3) High: M+SD, middle: (M+SD)~(M-SD), low: M-SD
4) a>b : difference between groups
e AEFES TUE 9 HnA RGN F&ste] FujolA 7HARlY, kA Herh 1H wobd s #EdA
AAYE st JoE ARdH. B AF 794 F & 2] gle FEo] 1] 9l
S GERT {594 BAE AFY 7MY gA = 1.54
4 HEYA HA= AF Y F 2004 gue g P CEBUAAIE 100 werdtha A% 7 95 4
7 Q4 Fzo] Bold4E, FEYA BAE AF 7Y F
FEEA BAE AF 7 F A B 9L 7| ZuAHET] gl 8ol EXte] & FERT oA
A 29le) BY 2A2Y HARA AHE AT AT, molivkw ¥ 4 doh 12D, $EYA BT A Be
olf TAAHCE AdWHE B <Table 10>3} 2t 7HA S} Aol T Aol ARE Al FsA HE vzt
FEEA BAE AlF 74 & anAEel 7o IF Brto] wrobd Aolth o] BRSO frEYA BAE A
g AL MFRE QAN AN E<00), 2T (@A Fol Uld £ 74, 4%, 714 5 744 4ug A3
A2 (p<.05), FrEAA BHAE AF 7Y A HluFR oo A %24 Bdc AZ3 YR st AZe 7
A(p<01), LAMAAE) et A (p<.01) o2 et A o Ao JEE AA £ & FYsHA =9 754
O 594 2hE AF 7Y F &HA B P 2 A B AxYA BB tiste] 2lehA] A Ha
FFE AT WFEe 290 (7HE) 1482 EXP(B)# HEo] &Ha 8% 208 AR 33 & 5 it
o) 1542 ehgon, Be WsEY 22 Al BA b v aAMEAAE)AY, FEGA RAE AFE 7Y A
Aol QA& 199 ZAANTY, 24 Biho] §1e FE  WmARTAL AuART 2H() JFS A= Ao
< &M 2ol Sl SEHT 1.540) F7keHA Eoh & 2 Uegth o) F8UA HAE AFY AA =} F5
02 SHUsEY ol 44T b 594 2= Ao A B AF 7 A e g S 424 199 S7H
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Table 10. Effects of Variables on Consumer Dissatisfaction after Purchasing PB Products

Variables B SE. wald df p EXP(B)
Constant term 836 663 1.591 1 207 2.306
Factor I (safety) perception 407 178 5211 1 022* 1.503
Factor II (price) perception 430 121 12.639 1 .000*** 1.537
Factor IIl(awareness) perception -347 108 10.206 1 .001 ** 707
Factor IV (diversity) perception -.046 168 074 1 786 955
Comparative information church when purchasing PB 356 129 7616 1 006% 700
products
Gender -281 173 2630 1 105 755

(O=male, 1=female)

Residential area
(O=outside the Greater Seoul area, 1=Seoul, Incheon, .045 149 .089 1 765 1.046
and Gyeonggi)

Age

(0=40s, 505, 60s; 1=20s, 305) -.059 177 110 1 740 943
Occupation

(0=others, 1=housewife) -.097 208 217 1 642 908
Education

(O=high school and lower-level, 1=junior college and 021 168 015 1 902 1.021
higher-level)

Average monthly household income

(O=under KRW 4.5 million, 1=over KRW 4.5 million) 77 A5 247 1 619 1.080
Marriage 003 203 000 1 988 997

(O=unmarried, spouse dead, others; 1=married)

*p < .05, *p < .01, *¥p < .001
* Dependent variable (0= dissatisfied, 1= not dissatisfied), classification accuracy=71.8%

0, AnjaErke] gls 8o Bto] & FEHT < A BAE AFY JAEY AZLYA A AFH9 vl
A% A2 A= 0710, 283 frEdA BAHE AF 79 AEEAo] GolAH el s, Aua} ko] MAE FEo| ¥
Al Bl BERA o A 0.708] HolAE AR YEond, g Aot ol 7]& AYATY Y. Kim and K. Lee
TEHA BAE AF 79 F AR AA 3 Hw A B (1990)9] ATAANA ANHFAET} & LHALTE
oAl &HIAL BRte] §le SEo] &AL BRbe] 9 & SER LHAEA AE S BWol e ASE YR vt dXEhs
o vopritta & 4 gtk AYA+Y ] Ye and S AoZ AnA7} AFLAE B3 Thokdt ARE QA5
Jun(2010)¢] AT AFNAE FEHA BHE AFS A= UA FobAl 23] AaHlA; Brto] TAEA e 4 qlthal
HA BAHE AFol HlsiA AP oE FEAAY B FZ3 & 5 9

o FaAgtE A7EAAE E2H 7 dAEH o,

B AFNME F5UA BAE AF A7} 0 A

AHIA BTl BopA & AL ofd A& 5T & QST V. 2E

AZAA BAE AFHe] FujAAAR vl FF0] S

FE 28 Bio] gle SEo] AnA BEvto] & FER L gorw Az

O EolA = AL obd AL o= 4 Ut =8 54

A BAE AF 7Y A AZGA BAHE AFHY] HuAR B ATE 2HA g YA BHAs A E Oig
gAS o ) fEYA BAT AEF AxYAS ¢ 7Y AHIZE A4, FEAA BAS AF 7Y A v YR
e 2RAE 326%9 FEOE YEgoH, ol 454 FEGA B AF 7Y F Aulx Evbel] tfsf #4543
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th olE 93 FEUA HA= AFE TS £ AnAE
Qo2 ekl HEZALE AAEY o8, SPSS T2 13
V198 ol &3te] FALH sttt d7AdE sofstd 1

AA, A AA D W 2 FEHA BRE AFl o
Sk AHlzE Q1A 9] Aol AT E A, 99 T (HHA)A
= 40tk 500 o, 1E olslet UE, €HEIMAAS
4507+ o]/, 71EQ Fee]l 1 o Fa Bt kdAg <
ol f &2 1o Yyt SN (HE)dAE d¥S
o, €37 45 3009HY o4, nlE ko] 1 9]
B} 7hF e gk Q14 o] B &2 Ao YEiytth 219l
(AAE) gt Aol A= d#-E 30t9 500 o], o
o1, dHF7IAALS 3007HY oo Heo] 1 9 M B
o A Z gigk Q1A e] o E& ZOE YElgon, npx|
gto 2 QRIV(GEA)S oAt 1F olste] o] 1
9] A B} thofA ol tlg AnA Qo] o & Ao
Uebgth 8ol & A¢ s
dA BAE AEF o A s
7H4, AA = tg Qo] EA Ve
T 200 A T2 ARG 7}

iy
T = R P

Aol o% 2140] ¥
Uehgto, Hhel 40tl~50t) o)l FYFel AL b mT
A Aol U Aol B A ke,

SA, AH8AAA Wrol hE SEUA BAE AF 7
@ o v RG] GolE 4nE A, A, oA
B HEYA BAE AF FYT W DRG] FAA
0% fol% A 02 tehdeh. ol 30t WA thEol ¥
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