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Abstract

Purpose - Increasing sales of PB rice products can hinder
the growth of domestic brands of rice, notwithstanding that the
government is promoting domestic brands of rice. This analysis
evaluated the influencing relationship among the variables of PB
image, product credibility, and purchase intention of consumers
who have never bought PB rice, to know the factors influencing
consumers’ decisions to purchase PB products.

Research design, data, and methodology - PB products’
brand image was analyzed as the factor that has a direct effect
on purchase intention. The mediation effect of credibility on PB
products is also analyzed, in terms of influencing the relation-
ship between PB products’ brand image and purchase intention.
The analysis is performed on consumers that have not pur-
chased a PB product and consumers who have purchased PB
products from major distributors. Data is collected through ques-
tionnaires, from 389 of responders, and the AMOS 19.0 sta-
tistics package is used as a statistical tool.

Results - It is proven that brand image has direct effects on
the credibility of the product, and the credibility of product has a
direct effect on purchase intention. However, it is revealed that
brand image does not directly affect purchase intention, but that
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brand image indirectly affects it through the credibility of the
product. Although the customers’ recognition about PB image is
low, the result shows that PB products’ external attributes have
effects on customers’ purchase intention relating to the PB
product. Therefore, it is important to establish the credibility of
the PB product more than other products in terms of marketing.

Conclusions - The following are the implications of the study.
First, in a rice brand promotion, the credibility of the product
should be ensured by a uniform brand image. To ensure the
credibility of a product, the RPC brand and other brands should
be unified, and the unified brand image should be applied to
every product. Second, the package must possess a design as
well as contents that could build consumers’ perception of prod-
uct credibility. Products’ external attributes contribute to their
credibility, which leads the consumers to purchase the products,
including those consumers who have never bought PB rice
products. Therefore, the products’ credibility and sales can be
reinforced by applying information about consumers’ consid-
erations when buying the PB rice product in different colors,
font sizes, and packaging designs. This study is meaningful in
two ways. First, it seeks to identify an NB revitalization strategy
by exploring the purchasing behavior of customers who have no
experience in buying PB rice products. Second, the results of
previous studies about general brands are considered and ap-
plied in this study in order to investigate the influencing relation-
ship among different factors of PB products. However, this study
is a consumer awareness investigation; therefore, its results only
have limited meaning to the relationship between brand image
and purchase intention.

Keywords: Private Brand, Brand Image, Purchase Intention,
Product Trust, Consumer Trust.

JEL Classifications: M10, M21, M31.



84 Deok-Hyeon Kim, Ji-Young Ha, Seung—Hyun Lee, Wook-Hyun An / Journal of Distribution Science 12-8 (2014) 83-90

1. N2

2HAE0l= 52 H4ET0| CHYst HEiE 450 SA|ED
AN X|XHH, =, sYEGH, HEs7t S9f ¢
o] AMUM =2 HHSEUN AN EME AE(Private Brand :
PB)2| A2 AEA™O| Jhizt £l ACL CHEFSUME=E RS
CHAHE Z|A3I510] AH|XIOAH MBS 7HH0] £2 4E2 M3%
Cte =2X2E PB oE2 7HYStH THOfSID RUCH PB ME2

N
o

O|OE, ROOIE, SE2A7l FEHoz2 2Ysta ULk x7(9f

— TS =

PB 4E2 X7IHCE AZ oLt M= AHAES M2
SI2 CHfst ZEA&0 00| &= 71402 X-HE 51 M4ERS &
CHSFO] TORSH= 2=A|0|Ct 2012 Korea Chainstores Association
(2013)0f o5tH =Lf CHHOLE 3ArS] HOHEAUO|N PB AEO]|
AX|SHs H|IFO| 23.1%2 LIEHGICH PB 422 J7tSAE0r Mg
28 S0M sAME 20X ™ O 207t &thEn e,
Kim et al. (2013)2] =Lf CHHEOIE =AE PB AEQ| FOHH|E
ZAL ZAqtof ofstH, At FFFI w2 =99 HIES AXst=
QO Z LIEIGCH<Table 1> £H=x).

ox

<Table 1> Purchasing rate of agricultural food PB product of the domestic major distribution enterprises

Cold/ processed marine/
Constructs | Fruits |Vegetables| grain meat Frozen food egg side dish |health food| etc total
. dry fish
Foods /Milchpulver
N 176 168 140 106 98 85 60 25 24 4 10 896
% 19.7 18.7 15.7 11.8 10.9 9.5 6.7 2.8 2.7 0.4 1.1 100
Source: Kim(2013).

22 WM YRE= 2H[AHMS BHE S {47H5H0 & B2 NB) 2ot Hehg EMACH= Foloh =B 7|E AXE7 =2
HEO| st ME=5 =0 Li7H7| I3 =25t A0, X|XHA, BHEES Oi¢fez HAME QOlut #F L=, Fojds 2t gt
=Y sYEAM, JHEs7t SOME FF 2| § 2EME H2E BAE AT 2oVt M BEMENME SLSHAH HEEI=X A
Soff & AH=o =3otn QUCh IW SYSl EEo|Yol & Soff 20X HCh= HolM ol o2l &E 5 AUACL

THHis7to| 0 HEARAME 4 EE S0 &g &1 Arts
ZHOM = Of CHYOE PB & AE0| Tj=tie I & Eel
E 2doto] MeljefleR 2Ed {7t A0l CHRto| Eadh A
Folct. otH, MEFO0iol FH7t k= AHXILEOIME A2ty
= ot A=, AHXES & MF F0f oAMEFE FEES
OXl= 20l0f #&HE MAGASS 20, BHE &EH 2010 A
Ci2t FStHTE |0 Q= HOE LIEFGCHZeithaml, 1988; Biel,
1992; Keller, 1993; Chaudhuri & Holbrook, 2001). J12{L} E2E
RPASTe 2 PB A 2|0 M2 AHAES| WSS HYS7|of
= Ok F2171 AS F= Uk 20| 429 S-da AH[Rte| +
Ojole 7he| A E AMEE EeIt s, 2 AFSel 1&Z
I HHE, SRQME 22, WME SF), 7t4, dAL ®HZH,
A8 A2l S O 2210] Y= A2E LIEHHCHHwang & Ku,
2008; Lee, 2010; Kim & Koh, 2010; Park & Lee, 2012). [}Z}A]
2 AJ0ME A EHEZ M AHAZO| SESHe] |zt B
OjH[E0| RE PB &F0| CHSHO] AH|XES| TFOfAES AmE
X} otk AH|XFSL| FOfe|=of EEE O/X|= /¢l 23 oA
=2 F20| 70 dXEE YR 2AM5tn oLt & o
TolM= EOiH|E0| XZHLE FII5tL US0|= PB HES
of M FOjs 2X| $2 AHXES AR PB &E0| it
QM £MUteR FOio=rt HWME £ Ues K| PB &E0| Of
ot M2|7L HMe[ofofRt ooz HWHE = A=K XA
2 X0 SEHAE AFYSI XL DL ZAILHHOIA PB A
OjXt= FOHE of £ ZEo=Z Olg| s =F5(likes and dislikes)2|
Z4780| O|UE #= US AO|2fn 7HFStD ZAIL A0 H| AR
Ch. Aol XHEEE2 =W PB 4Z&H 7[E G750 RSN
ZHOAM PB 42 2d%to] Chot ¢l7i(Park & Kim, 2002; Hwang
& Ku, 2008; Lee et al., 2010; Wang & Kang, 2011; Lim, 2012;
Choi et al., 2013)7} CHEEO0|L} & GFOM= X BHE 2
3} ZHOAM PBFOICI=E Am{E T, X}A| E2HE(National Brand:

PBE @5 AERFSYAM A l=H|2|(Sainsbury)Zt 19X7| 20
Mg =5t0i(Jin, 2011) Oj= & Y= S22 ZHMEQCE MZ
9| PBRT &2 AMEH, 32 PB 4E9| HE0| Ot =
2 HeIG 1 olfE HERSYMel Al ERE0| =1, AH[X}
=9| 7tA0| C{st BtS =7t st otH HHE0| [HE FEX(Y
of dHlsf HwX NCHEX %7| MEO|CE 0= 18874
A&P(Atlantic and Pacific)0|AM M2 ZOE[0 19204 ZCH A0
Of el oA HIHE[Z| ARSI Q0WCH O|F TA| Oj= 4
YA Of=< CHH| PB oE H|S2 25% +=F0|H, 852 <«
4,5007H0] EHot= Ao =2 LIEMGICE Y= PB &E2 EAl= 1959
13 CHo|OrE EH3IE(DAIMARU department store)0| 7jetst ‘E=2
0|2k AMAMEO|QID, 1960 U= A X|ZZ CHO|Of 7} ‘Cf
Oloj 'S =Al, 1962 O|MAA| HizEHO| ‘Bo|E2 AE3t
i, AMzE, Y8fe, JIHMEES SHRE JHwet HE UL
(Choi, 2011). 20104 O|= ZFAMA Q| LHERSYMSS PB &=
Jekof ==stn =0, x2 F0tEE F=Z0|A ‘ASDA chosen
by you ZZHME G MES JjdHrSt0, 72 (Carrefour)=
‘HALAL', H|A3 = TESCO Venture Brands’, Casino= 71Z2tdH
‘Bien pour vous's AME2 EHEO| AEIJHEY| L2510 UCt
(Kim, Deok-Hyeon et al., 2013). =L}{{°| *£7| PB AEZ2 X7IA
THOE AZERUCLE AHAES| METE dXjl= PB 4E2
SHo| w2t BEHEE FHESID 10| ME AP ME 751
oSt e, 4EQ 2ot: JSAE0AM sAE 2O &
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CHElof CHYOLE OjEHO| =2 HIES AHX|Sta RUACE 201214 Cf
ARSYM Q| DfEH(HTtR) T PB THH|[(%)E 2T, LS
E0| 1,746,570(25.3), 2|& S m{MEZIZt 1,321,948(19.1), O
F0N sTFM4E IIEW2 F 3,202341(46.3)2 FYEICHKorea
Chain-stores Association, 2013). & HL0jA{e| PB 2t O|OIE,
ROOIE, 2224 52| NHOIEO M st XA EMEE T
StH, PBE =0 Tkl &&2 PB &&0[2t Folsict £t
AMX|Qb CHEOREZRS| A|9fF S0 CHHEOLES| PBE =0{A ZHOfE|
= & 4E2 ‘PB A0|2t He| ok

2.2. HE 0|O|X|, AZ Alg|, ROjo|E

221. =23ic o|o|x

O= O el 2HEE TojRE ZHQI0|LE CheIZb THStet
MHA22 EF 1, O|AHE BRIt Mot MH|AZREH KHE
SHAZ17] ot FE2E DHEOZEl 0|5, O, EA|, dE, C|XtQl
e O|F9 Zgolzta Folstal Urt F, B EE AH|XI} 7|
HO|Lt &8, MHIAE QIAISH=O 80|t StLte| =Etojz2ta g
%= QICHHan, 2010). Asseal (1998)2 O|O|X|E LCIYst /XMoo=
£ HEE N5k 2N ddEls Do oist MxEQl
X|ztolets BHOIA 2BE O|D|X|S BMEO| B3t FEO D
Aeo2RE WAMEE MHHQ XZo[2R Folsten(Kim,
2013), Kotler and Keller (2011)= E2H= O|O|X|E AH|X}7t 2t
D Qle SRHEO) TfS X|ZHN HEORA AH|XETE SHEUCO
2ojste O|4H & ZEH X[Zoz FE(i et al, 2014)sl1
AH|XHS0| EHEE OfEA| A5t U=THE RS A(Lee
& Choi, 2014)2 2 HO|S}RICt. HIME O|0|X|= MEQ| ZX2 E
gofl CHel &% AEsEE JHXX| Zot et AH|XE0A +
js7|et #Hsty HE2 MYk THI7|FEE XM S5t(Dann,
1996; Lee, 2014), AH|X}7F 20| CH3) Zt= ™AHZEQl olMS
o|nfst, HHEQL FE o2 AYES0| BE|0f WHEICHLee,
2014). EME =M1} DEBL0] Zeithaml(1988)2 K|ZT0{ O|At
Z2Fo|Lt EF Ede MEin AEE WS E-E o|OjX[7t
FHCt2E HekHTF 2 2= QICk SF 1, Biel (1992)= E2HE Q|
OX|= AH[XE SiEHES -5k 7I&E0| ECk SHACKKImM
et al,, 2012). Romaniuk (2003)2 AH|X}o| OFS40| E2HE0|E
If Azl £dE0| =of O50| sy HHEE MES= A2 3
FHOI HAAE JHX| 2 QUCHD SHSICE O|ME AH|Xt= MEL| 7|
SIt 7440 w2 & H5H 0|Qo|= 2F HHel HAE o|d|X|
£ OF 323 d2tte 427t U=, ol AHXPE £F
Baicol HHEls ZE QA4S0 XS EUME OOX|E B
O|E S¢fl 7ol cigt A27t gk EfE SH=2 0[0jE
£ A7] Uf20|CHHan, 2010). M2tM & AFO|M= PB &2
Fojo|=0f ¥ekS O|X|= QOS2 HIME O|0|X|E HE4Z ALE
SIQICEL EEE O|0X|Zt PB 20| CHot QIX|=, Ef MF1kel Xt
24, FEYX HE o|O|X| Sof Cisto] FME AH[XE2| X2t
&g Usict ™A=L Lim (2012), Kang and Moon (2012),
Park and Chu (2013), Ko et al. (2011) 50| A3t StEE ML
S, PB AMEO| AH|AF QIX|E, PB AHEQ| C=A QIX|E, PB
&0l Bt MEL KHEY, PB 4E2 REYUM HEMHMCE T 4

=go|Ct.
222 AZ Alg|

M2lo] AFHH 20l MM, AFHOILL AEel & Ee {40

=

[
-

3t =l = o|ESHE A, EM, A £ 37t g0l 8
StALE QPEsh= 24, AR, O Ziof CHot =4I Z|CcHz:, SR,
MN2IH THKe| &d, A, 224, Td=0|CHBhattacharya et
al., 1998; Park & Lee, 2012). AZ|= CHYsH A1 EOFOA O
kK] Mol2 MYyz|1 =0, Schurr and Ozanne (1985)= Al2|
= MOjEe| FELE oF%0| CishA TS 5= U= ISR oIt
1 RUSMH(Kang, 2013), Jarvenpaa and michael (1999)= CHAH0]|
CHst X|2HEl Eota 2 &2 &1 UA=0, O[o] CHSte Lee
2010)2 AIZ|Q| CHAO| AR #Th OfL|2t 7[™o|Lt ME, ME
0| & £ ACHD SIRACE DL Yoon (2000)2 AlZ[ZH AFRO[LE
t=e| & L &40 ofst = = o|EZ 2|0|SHH TAF £
= 577} Qin2te CH&E QUdst= A CHAMO| CHst =HIE T|Cy
&, AMEE I HECERY, Bed, 3dER)SeE Folstn
CHKang, 2013). AZ|Q} 2&HEI0] MHALES EM Morgan and
Hunt (1994)= e TARKIZL TEELREO| HefjollA ZZar HEHE
of gt =ilg It mj EXSt= Z0|2t %1, DelVecchio
(2001)= HHEE F0j5H= Aot AEtE e HE = Us B
HE HY sHe= FolSIRACHPark & Chu, 2013). AIZ|0]| CHot
Clfte= 37 BHE M|, 02 ME|, 4F 42 S2E F&51Y
HYg = A=, BEHE MEE= HE CHH| 249 A £01M
Bl XSHoE L2 O[T Zo|gts AMIPEo 7[8EtE
F1 en, ME7|st #EE HHMES| SHo| oESIIX; o
= AH|XQ| 9|X|E LtEHCHChaudhuri & Holbrook, 2001; Sohn
& Lee, 2010). 02 42|t nZH0] 7|0 HSSt= 21t M
HlA0f CHst ME| FE2tn go|(Sohn, 2013)g == ULk THH,
422 oot 452 7450 U0 Olson and  Jacoby
(1972), Olson (1977)= &2 40| CHsto] ATYEQl =4t
LHTHE Q1 &7d0] QACED SRUCHLee, 2009). LUAHE(2EE) &4
2 Mol S oHE 28 SE42 sk, ATH(F+H)
SH2 7H4, 48, Xl & ME0 T2tes HESS XIFot
(Koo & Ko, 2003). MEO| &Mt Fofetel ZHA AT0oA Olson
and brown (2003)2 AH|Xt= WHXHEQl XNE5-40]| CHsto] 27
Sot MEE JHK|0 UAS I ATHE CHMO| o3| XMES Btk
J(Kim & Koh, 2010)st$ 1, Alba and Hutchinson (1987), Rao
and Sieben (1992)2 XEX|A0| M2 AH|Xl= LKA &M
2 UX| Z5H7| 2O A &40 o|ESH= d”o| ACtn ot
RALCHLee, 2009). O|= PB AZ9| F0{ HIZEXII 2THE £40f
O|&SICt & = QUCt Blackman (1965)= A{H|A 7|Ri0f AH|
Aol ZHAO UAOIA Thed| 2 QUCED Sh= THA|, MH[A Az
B0 2Sto] Y UCH= CHA|, MEZAE #=5t U= THAl
O 3EHAIZ L& QUsL], Yutsoz QXA £H4E AH|X7E
CH&O| El= 70 2510 X9 HEfoM 21 UACH= THA=E
O| 0|50 O|8E|l= d%7t WLt ASZSIHA, XA £40| M
H|A AZ0| Cigt QIX|EHAZ O|535t7| ot £7d0| & = UCtn
SIRACHKoo & Ko, 2003). Ol =701 40| gl= AH|XE0|
QME MEBLEFo el 4F AME7F WEE0] FOf eIME™ES
g 7tsd0| ot & == ULt MM PB AF2| EHWE 0f
O|X|2F FOHe|E= Zte| RHE QI £4o & AlZ(0 CHot Oj7f=
IE ASStAxt oot o F A2 PB AF0] ofst 23, s
HIE 2 3tz AHXIELSl SEEQ QAlZ st HFPA=RS
Lim (2012), Cheon and Huh (2011), Byun et al. (2007), Kwon
et al. (2003) S0| AHESH &5E MBI, PB &&2| AEY,
S, FEY, HEO| MEYeE & 4EY0|CH

—

>
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2.2.3. Fojol=

o= WO CHS 2 O|=X[0|0, 2|=0] sl W27t ZH
EICHFishbein & Icek., 1975; Choi & Cheon, 2014). FO{2| L0
CH5He] Park (2002), Kim and Kwon (2014)= S4E9| d3X™ X}
o2 HUMEO| Cigt SEX EILE HIEHSE AH|XP7L AE A
SOE FI|AX = FEA AM2| MEf2tn Fo| e, Jeon
(2008)2 AH[XtZO| OffH CHaO| CHst EH=F AMoH =, 0|2y
HSCE LIEHLE J0Q19] ofX|et 4lF0|2t SHRICE. =, FOjo|
L AH[XRO| A Ej=7F HE FAHE SHEEA AHXQ|
O|FE L= A=E o2 Hol X[Eetn & 5= UACh AH|XH=
S48 AH0| Cfsh 0j =o/&Ql Ef=E 71X UCH StEHEHE Of
© O|f MZ0] O 4EE HAZE FiiY 7Hs40| Zsiin M
ISt 0] Chet FLOQIAE 27|85 Z27F HCt ol Of
O|=7t EfEQt WSS O§7§5tH, AH|Xe| AN FOiWSE2 Ei=
off 287t ofL|2t FOe|=0f olshM & O H=sHA o=se =
QLI & = QUCKMun & Kim, 2014). 2 HAJZO|A FOjo|x=2t
PB &Z0| O3t AH|XEQ| 0§ e FHOfY 59| =o/XQl
Ej =& Yolct EH™HTZ2 Kim et al. (2012), Lim (2012), Cheon
& Huh (2012), Byun et al. (2007), Kwon et al. (2003) S0| A2
ot a2 HE3tYn PB o422 FO{o, PB #Fo| =HolE,
B 4F9| Foj=cy otz & 3Z&0|Ck

ro

T

PB &30 Ofet EME O[0[X|ef FOf2l= 7o &F iZ(Q|
Of7i=atE H8otaAt o2t 22 7Hds 2ottt

B &2 Foiol=of J&= o2 A

7bd3. PB &F2| 2L O[0|X|= FMEIE D7z otel
O

CHYOE PB &30 st dAe7SS am=n, dda4 2
et MEZES o EMZE EEX|E JHE(<Table 2>F=)5HYA
oo, 1A o] AENRES MM NI E2ASHRACE W= oY
OIE O|8AH72 12) & PB & 452 ol 2 d-0| 8l=

M

<Table 2> Construct Measurement

AH|XF 4008 E CjAMo=Z 20134 62 1058E 6€ 287K &
1727 2 QEZRICE MEXALE SIQALE =& H4EZX & ¢
20| QAL SHASHAH AHEEl MEXIE HQISte E 3891 E
2M K22 2ESIQC Mo SPSS 19.0 for WindowsS
AESI0 2ol HIZEMZ, AMOS 19.02 ARSI 2RI @
QlEMIl DHASS MASIACEL EAHLHER PB & HE9| EH
E O|0|X|, PB 4 AEQ| AlE|, PB & AE9| ¥ FO0E &
0|04, Likert 58 M E O|83}RICt

=
4. BMZT
41, ADEABH £

SERtY MES N 1968(504%), HACH= 4ok 129%
(33.2%), 212 3002+ O|A~4990t2l 0|5} 146H(37.5%), &
=2 [hE 230%(59.1%), AL SIAFAET) 1078(27.5%)2 2
S20|M THE &7 LEERKLCE

— -

42. BEO| Mz HA

d|

ZYREO| Y A= <Table 4>2f ZCt 2t 20l0] CHst 2
EX9 = U2 1% FATFUAM SHNSE Folst AR L}
EFGICH HEREO 78 MEeEs 25 HE =F0I 700 O|&o
2 WA datdo] EEQJACE ZHEFO| Hole 2Mo2 HE
BAMFEUC IV|E AEE Zif, EHE O|0jX|[7} HFEZHQ
HYFFQ 500 O|de| ¢fECH IX|Th =88 Bt St =
QloH LIDIX|: $2EtEA0| Shats Yot

L2 HENEo| 2y #Mst Zlt= <Table 59 ZICh
X =287.6259(df=87, P=.000), GFI=.912, RMR=.042, RMSEA=.077,
NFI=.921, IFI=.944, TLI=.932, CFI=.943, AGFI= .8792 L}E}LICE
X3t AGFIZ H|QI$h MEtX|40| Zte #|X =Ho| Xyt £=of
e £=X|E 20|11 QCL

ATZRo| BME2 2t 0 7 AAMHZ J|XE S0 &4
4= <Table 6>1f ZIiCh 2Ho| 2 AZ2YH 2MZA0 HIE Of
OxX|et &2 AE0), 4F AMel= FOio=0| F20|5HA LiE:
oLf, EE O|0X|et FOje|lEs SHELE Fo|0|5HA LIEHG:
C}. C.R o HOigto| 220t 310 PZO| .05ELCH ZA LIEIG2E
2 dEAFI SAX2E 2[O|7t QUCkn TEREICE matd ST
DHo| Mot = 8% Ot sttt 5= QI

r

Constructs Variables Supporting literature
1. Awareness of consumer
Brand Image 2. Awareness of the masses Keller (1993), Lim (2012), Kang and Moon (2012),
3. differentiation Park and Chu (2013), Ko et al. (2011)
4. distribution enterprises representability
1. Reliability .
2 Confidence Doney and Cannon (1997), Chaudhuri and
Product Trust 3. Honesty Holbrook (2001), Lim (2012), Cheon and Huh
: == - - (2011), Byun et al. (2007), Kwon et al. (2003)
4. Reliability of the information
1. Recommendation Garvin and David (1987), Kim et al. (2012), Lim
Purchase Intention 2. Continued purchase intention (2012), Cheon and Huh(2012), Byun et al. (2007),
3. Intention of purchase expansion Kwon et al. (2003)
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<Table 3> Demography Analysis

(income of measures: million)

87

Category Frequency % Category Frequency %
Gender Male 196 50.4 middle school below 9 2.30
Female 193 49.6 Educational high school below 108 27.8

20s 39 10.0 background University below 230 59.1

30s 93 23.9 Over graduate school 42 10.8

Age 40s 129 33.2 housewife 67 17.2
50s 85 21.9 employee(permanent) 107 27.5

Over 60s 43 1.1 employee(temporary) 24 6.20

100 below 12 3.01 occupation government employee(permanent) 43 11.1

100~299 114 29.3 government employee(temporary) 22 5.70

Household 300~499 146 37.5 self-employed 67 17.2
income 500~699 70 18.0 student 10 2.60
700~899 31 8.00 etc. 49 12.6
Over 900 16 4.10 total 389 100.0

<Table 4> Confirmatory Factor Analysis(CFA) result and reliability

. Standardized Standard Error Construct .
Constructs Variables Regression Weights (SE) Reliability(C.R) Variance Extractes
brand image 1 .619 429
brand image 2 757 .309
brand image 3 .738 .282
Brand Image brand image 4 563 567 .830 462
brand image 5 516 .376
brand image 6 .350 .608
prduct trust 1 .886 128
prduct trust 2 877 139
prduct trust 3 .891 123
Product Trust prduct trust 4 860 154 .954 778
prduct trust 5 .762 .230
prduct trust 6 .646 .390
purchase intention 1 .864 .140
Purchase Intention purchase intention 2 .829 A77 934 .825
purchase intention 3 .875 151
<Table 5> Goodness-of-fit index of Research Model
Absolute fit index incremental fit index
Fit index X2 XA/df(Q) GFI AGFI RMR RMSEA NFI IFI TLI CFlI
Research 287.625
Model (p=0.000,d.7=87) 3.306 0.912 0.879 0.042 0.077 0.921 0.944 0.932 0.943
Standard p>.05 <3.000 >0.900 >0.900 <0.050 <0.080 >0.900
<Table 6> Adoption of Research Hypotheses
Unstandardized standardized Standard Construct
Paths Coefficients coefficient Error Reliability P-value
(U.C) (S.C) (S.E) (C.R)
H1 Brand Image — Product Trust .561 .549 .074 7.595 .000***
H2 Product Trust — Purchase Intention .950 .783 .085 11.225 .000***
H3 Brand Image — Purchase Intention .068 .055 .062 1.083 .279

**p < 001
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AYEo=E 0Kz 0| ALt HHE O|0[X|z HF MEE A
MM Z mf Fojel=of DXl E0| 2 A2 & = Ut
<Table 7> direct and indirect effect verify
direct indirect cause
el effect effect effect PRI
Brand Image — ok
Product Trust 549 ) 549 000
Product Trust = 783 - 783 000%
Purchase Intention
Brand Image — 055 430 485 010*
Purchase Intention

*p < .05 ***p < .001

5. 42

5.1. ¥F10| Q0F Gl AJALH

o BMEI BN JTYECH SN S KRN U= A
Ol0f CHYOIEO|M = PB 3 KXot 7tH2=2 AH|IXSOA A
SO EIRACE olof a2t FHGo| FESHK| ot E HUESS
CHYOLEO RESaAt2 TG E0] 240 BHMED A
= J¥0| ZUCt oj2fet HE2 & HME AIF0| CHEOLES)
SHAELZ 0[0]F 227} A 0|0 ZH|Ql4lE 7M1 =
TOME IL & 2ME ML 0 NB Y9t
2SR AH[HES 2T EUCE HOES 0|83t U=
HIAH & PB & dF= FOict BHO| §le LHAIE Hd2z
R, PB HF2| EHME O[0jX|et &F 42|, Foiele Zte| 3
BAE AR F2 FTFZE et 20k JW, PB &F
of gt EE O[0|X|= Foie|=0 XFEXQ S&= O|XX| ¢
1, 45 ME2E St ZEHeZ Fue=0 IS OXle A=
2 LIEFGCE =W, PB 4&2 EE O|0|X[= oF 4I2[0, PB
&2 MEls Fojel=of HEH Heks DiX|ls A= LIk
Ch. Ol= PB &&= TOHY BHO| Gl= LH|AH= PB &0 O
ot HRC O[0jX|He= FOfol=rt WYX g, <52 e

& 20| 047t 7ksoittn & 5= Utk AFENE S
214 &0 PB & O[O|X|0f CHEH IX|=& OFX7EX]

= & & Utk g4 E3E onjx)7t ¥FL=E

X Fofel=of Fet2 D|Xcks 2tz £ W, PB 2ol Foj
B0l gl= H|IRE PB2| 2XH £40f 23 JF4M27t Y
EICHE FOiE & 7hs80l Atks HE FF 2 + ULk w2t
M NB & 37t52 PB #its CHE YM2z FIo0 o=il=|
7t 489E = A=F o= A0 SRsICh PB & 2o ME 4
A| CHSSTHOIA HEH AAES MAlSHE CH3at 2ok JW, 2
MZMo|M BE O0|X|E & M=o HFH e OX=
Zo2 LEH A2z = I I & 2ME & A| o[OjX|of &
g2 7O 2HAE0 RS =0|1 4FME HEI 52

- oA oF XS0 RPCEAME, AlZEel BRME, | BiiE
2 BEHMES LHFON Qs # BEUMES SHLHE SYUSHL,
JEO AEHEMN SLE O|0IX|Z AH[ARSOHA HE2|7t
£ ofof st §ESl A4 o FRO 90 IE 7=
| EHEE AMESI0] dlMet ojojX|z F2E = UCh
§ ORI 2BIXFS2| NB & &&0f tieh M27F &
CIXtRIaL LHE2| EAIS diOF St PB HE 04

r

Pl
nu

3

r
J
0% ok > mjo r2

rin a

£
ng
ru

0% M rlo gt HI ojn 1 me
0x
o
g H1

i =

1
g0 0
rir

B0| Bl= MHAE 4F FOA AXH £80 23 4=
2|2 O|0{M 047} O|R0 & = U222 AH|XS0| & F0j
nfsk= F=a 20l0f st YEE M, 2X37|, ZFCIAte
= F2lote AH|AEC =0 g 2 + U=F NB & ¢F0
HEICHH &F0i| st dlzl=tE S o0z AAE 5 AS AL
2 AMZEELCE Kim(2013)0] 2f5tH AH|AFSC| & 0 Al 124t
= 1&fle 8oz LiED, gez =F LA, &5, LAt
o, 8, dUMAE SO= LIEfRICh Ot 25t 2011 ot=
TESMS M2 Ot 20 oY =, BE XY 2

> rxro

2 Gt metiHE 259 7les 0|8%t0 & S858s
Pt & 247|(Infratec™ 1241)E TA-EFIL A=, Ol2fet
=M7IEE & 430 Edu HESH AHIXESH S5t
ZZR O BAIHCZMN 2HRSO &5 701 Al SEMSS| g
= g =+ AS Aojl2tn 2o ¥ S8 5382 47| % FH|
= 204 Mo ST5 ==& Yot s LEtoM= olh)
AFEE[OR|2L QU= FH[O[C

52 Q70 BAH U HTAT W

= A7 sHE2 EZYEF0| oict AHXSQ 2IMZ=AR
HAC oojX|et ool ZHe| Ao Chet ChEgel otAZE
bl = = ULk Eoh HYOIES 0|83t US0= PB &=
Tt 20| Bl= AH[ASO| CHSIO] FOHSHA| B2 O|70f CH
o =AML O|RO{X[X| ERUACHE HOICh. &= AFMM=E SHEF
FE0M PB 55 of Hk OS] =2X| @= 2H|ASDH PBEE
F2 Feols A4S 71| HUATE Al F22M CHHel
SHOM AF7E 01RO E = UAVIE ZItis =Lt

N

References

Alba, J. W., & Hutchinson, J. W. (1987). Dimensions of con-
sumer expertise. Journal of Consumer Research, 13(3),
411-453.

Asseal, H. (1998). Consumer behavior and markefing action.
Cincinnati, Ohio: South-Western.

Blackman, B. A. (1965). Making a service more tangible can
make it more manageable. in John A Czepiel, Michael
Solomon, and Carol Surprenant, eds. The Service
Encounter Toronto: Lexington Books.

Bhattacharya, R., Devinney, T. M., & Pillutla, M. M. (1988). A
formal model of trust based on outcomes. 7he Academy
of Management Review, 23(3), 459-472.

Biel, A. L. (1992). How brand image driver brand equity. Journal
of Aavertising Research, 32(6), 6-12.

Byun, Kyung-Sook, Cho, Young-Dae, & Shin, Min-Ja (2007).
The effect of perceived value, customer satisfaction,
trust, switching costs on customer loyalty in fast food
restaurant. Journal of Tourism Research, 22(2), 37-58.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects
from brand trust and brand affect to brand perform-
andce: The role of brand loyalty. Journal of Marketing,
65(41), 81-93.

Cheon, Deok-Hee, & Huh, Yong-Duk. (2011). A study of the ef-
fects of on-line travel agency's e-service quality on trust,



Deok-Hyeon Kim, Ji-Young Ha, Seung—Hyun Lee, Wook-Hyun An / Journal of Distribution Science 12-8 (2014) 83-90 89

commitment and purchase intention. Academy of custom-
er satisfaction management, 13(1), 233-252.

Choi, June-Seek, Kim, Hee-Ger, Roh, Sung-Hoon, Choi,
Myung-Rae, & Lee, Jong-In (2013). A study on the con-
sumer awareness and buy patters with pb agricultural
product of large discount store. Journal of Agricultural,
Life and Environmental Sciences, 25(2), 28-36.

Choi, Hun-Ho, & Cheon, Hong-Sik (2014). The effects of
self-construal, price frame and characteristic of in-
novativeness(INV) on purchase intention of innovative
product.  Journal of Consumer and  Adverising
Psychology, 15(1), 1-39.

Choi, Sung-Sik, Lee, Sang-Youn, & Kim, Pan-Jin (2011). A
study on private apparel brand's product strategy in dis-
count stores. KODISA Winter Conference, 377-401.

Dann, G. (1996). Tourists: image of a destination: an alternative
analysis. Joumnal of Travel & Tourism Marketing, 5(1/2),
41-55.

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, 239-249.

Doney, P. M., & Cannon, J. P. (1997). An examination of the
nature of trust on buyer seller relationship. Joumal of
Marketing, 61, 35-51.

Garvin, & David A. (1987). Competing on the eight dimensions
of quality. Harvard Business Review, 65(6), 101-109.

Fishbein, M., & lIcek, A. (1975). Belief, attitude, intention and
behavior: An inftroduction to theory and research.
Reading, Ma: Addison-Wesley.

Hwang, Seong-Hyuk, & Ku, Ja-Seong (2008). A study on con-
sumer's preference on private brand and national brand
by characteristics. Journal of Distribution Research, 13(4),
47-70.

Han, Baek-Jin, & Nam, Zi-A. (2010). A study on color and im-
age of brand design: Inter-brand selected 100 compa-
nies around the world in 2009. bulletin, brand design as-
sociation of korea, 8(2), 63-74.

Jarvenpaa, L. S., Noam, T., & Lauri, S. (1999). Consumer trust
in an internet store. /Information Technology and
Management, 1(12), 45-71.

Jeon, Jeong-Ah (2008). A study on brand equity's influence on
tile consumer purchase intention of user's tastes: with
focus on the hotel braw J bakery. Tourism & Leisure
Research, 30(3), 227-247.

Jin, Chang-Hyun (2011). The relationship between consumers
awareness, image, perceived quality toward private
brand and brand loyalty. Journal of Business
Administration, 24(6), 3461-3480.

Ji, Ke-Yung, In, Sung-Ho, & Han, Jin-Young (2014). The effects
of family restaurants® brand image on brand extension
and behavioral intention. /nternational Journal of Tourism
and Hospitality Research, 28(1), 117-129.

Kang, Byong-Nam, & Moon, Sung-Sik (2012). A study on the
effect of brand image, trust, commitment and brand loy-
alty on capital area and non capital area coffee shop-

focusing on mediating effect of trust and commitment.
Journal of Culinary Research, 18(1), 182-198.

Keller, K. L. (1993). Conceptualizing, measuring, and managing
customer-based brand equity. Journal of Marketing,
57(1), 1-22.

Dae-Yun (2011). A study on the improvement of the do-
mestic in producing area organizations according to the
change retail environment: focused on organized, scaled,
specialization.  Journal  of Industrial ~ Distribufion &
Business, 2(2), 5-14.

Kim, Deok-Hyeon, Ha, Ji-Young, & Park, Jeong Woon (2013).
The analysis of consumer’s purchasing behavior fo dis-
count store. Jeollanamdo Agricultural Research and
Extension Services.

Kim, Deok-Hyeon, Ha, Ji-Young, Lee, Seung-Hyun, & Park,
Jeong-Woon (2014). The effects of the levels of percep-
tion about the PB apples in the major supermarkets on
the purchase intention. Journal of Agricultural Extension
& Community Development, 21(1), 83-115.

Kim, Dong-Kyun, & Koh, In-Kon. (2010). A study on the influ-
ence of brand image and product attributes upon pur-
chase intention- focusing on the analysis of full-sized
sedan. Joumal of Corporation Management, 36, 215-231.

Kim, Eun-Jin, Choi Woong, & Kuem, Seok- Bae (2012). A study
on the effects of perceived value on consumer sat-
isfaction and repurchase intention in packaged kimchi.
Journal of Hotel & Resort, 11(2), 355-375.

Kim, Hwa-Dong (2013). The effect of brand image on consumer
evaluation of vertical brand extension products according
to technical similarity. Journal of Consumer and
Advertising Psychology, 14(3), 489-506.

Kim, Mi-Kyung, & Kwon, Ki-Joon (2014). The effect of PPL ad-
vertisement attitude of restaurant business for brand atti-
tude and purchasing intention: targeting chain restau-
rant's customers. Journal of Food service Management,
17(1), 353-374.

Mi-Sung (2012). The effect of the satisfaction and loyalty
reliability and consistency to self-image of new products.
Conference of Korean Society of Consumer Studies,
2012(11), 113-117.

Kim, Moon-Jung, Oh, Young-Ye, & Kim, Ki-Soo. (2011). An in-
fluence of distributor’'s corporate image on consumer be-
havior towards PB products. Journal of Distribution
Science, 9(4), 83-91.

Kim, Shin-E, & Kwon, Ki-Dae (2013). Impact of brand's multi-
dimensional image on brand trust and loyalty- focused
on goodtre co brand in buyeo county. Journal of Brand
Design Association of Korea, 11(2), 35-46.

Ko, Jang-Suk, Cho, Joong-Hwan, & Jeong, Suk-Won (2011).
The effect of consumers purchase intention at private
brand product of internet shopping mall. 7he e-bussiness
studies, 12(3), 49-68.

Koo, Hyo-Jin, & Ko, Jae-Youn (2003). A study on importance of
extrinsic cue for service quality evaluation: The subject
of casino industry. Joumnal of Hotel & Resort, 1(1),
25-35.

Kim

Kim



90 Deok-Hyeon Kim, Ji-Young Ha, Seung—Hyun Lee, Wook-Hyun An / Journal of Distribution Science 12-8 (2014) 83-90

Kotler, P., & Keller, K. (2011). Marketing management (13th),
NJ.: Prentice-Hall.

Korea Chainstores Association. (2012). 2072 The yearbook of
retail industry. Korea Chainstores Association.

Kwon, Soon-Hong, Kim, Tae-Yong, & Lee, Yong-Ki (2003). The
roles of customer's perceived value, satisfaction, trust
and their relationship with loyalty in internet shopping
environment. Korean management science review, 20(1),
149-163.

Lee, Byung-Kwan (2009). The role of intrinsic and extrinsic at-
tributes in product evaluation: The moderating effect of
consumer product knowledge. Journal of Advertising,
20(4), 263-277.

Lee, Chae-Eun (2014). Analysis of structural relationships among
customer's consumption emotion, consumption value,
brand image and customer behavioral intention in hotel
restaurant: focused on comparison between with and
without the social commerce. Journal of Hotel
Administration, 77, 23(1), 125-144.

Lee, Seong-Hee, Lee, Heung-Youn, & Ahn, Sung-Sik (2010). A
study on the effects of choice factors of PB products in
large discount retailers on the perceived qualities and
values. Conference of Korean Academic Society of
Business Administration, 1-28.

Lee, Tai-Rhim, & Choi, Seog-Jung (2014). Characteristics and
evaluation factors of museum design for improvement of
regional brand image. Journal of Korean Society of
Design Culture, 20(1), 545-557.

Lee, You-Kyung (2010). International management: Trust and
purchase intention to made-in korea product caused by
chinese consumers’™ animosity and ethnocentrism: Focusing
on the made-in korea mobile phone. /ntemational Area
Studies Review(IASR), 14(2), 133-158.

Lim, Chae-Kwan (2012). The effect of consumer’s perceptual
characteristics for PB products on relational continuance
intention: Mediated by brand trust and brand equity.
Journal of Distribution Research, 17(5), 85-105.

Morgan, M. R, & Shelby, D. H. (1994). The commitment-theory of
relationship marketing. Journal of Marketing, 58(3), 20-38.

MUNKHTSETSEG, Kang, Man-Su, & Park, Sang-Kyu (2013).
Empirical study on the effects of mongolian customer’s
perception on foreign products image toward product
trust, product attitude and purchasing intention focused
on korean and chinese products. Korea Research
Sociely for Customs, 14(3), 305-328.

Mun, Cheol-Ju, & Kim, Ju-Won (2014). International manage-
ment: An empirical study on determinants on purchase
intention of chinese consumers toward counterfeit luxury
goods: A case of consumer conformity international area
studies  review(IASR).  /nfernational Area  Studies
Review(IASR), 18(1), 303-328.

Olson, J., & Jacoby, J. (1972). Cue utilization in the quality per-
ception process, Proceeding of the Third Annual. Conference
of the Association for Consumer Research, 34, 1-19.

Olson, J. C. (1977). Product evaluations. in consumer and in-
austrial ~ buying behavior, eds. Arch G. Woodside,

Jagdish N. Sheth, and Peter D. Bennett, New York:
American Elsvier, 267-286.

Olson, J. C., Pracejus, J. W., & Brown, N. R. (2003). When
profit equals price: Consumer confusion about donation
amounts in cause-related marketing. Joumal of Public
Policy and Marketing, 22(2), 170-180.

Park, Hyun-Jung, & Lee, Sang-Hwan (2012). Relationship
among corporate social responsibility, trust in fair trade
certified products, purchase intention and willingness to
pay a premium price. Joumal of Product Research,
30(7), 103-122.

Park, No-Hyun (2002). Concentrated on homepage advertise-
ment of family restaurants: The impact of internet adver-
tisement on web-site attitude, brand attitude and pur-
chase intentions. Journal of Hotel Administration, 11(2),
115-132.

Park, Sang-Hee, & Chu, Yoon-Kyung (2013). Effect of servers
non verbal communication at franchised coffee shops on
brand image and brand trust. Journal of Tourism
Research, 27(6), 301-317.

Park, Yeung-Kurn, & Kim, Chang-Wan (2002). A study on fac-
tors affecting pb(private brand) products preference.
Journal of Korean Academic of Marketing Science, 9,
189-201.

Rao, A. R., & Sieben, W. A. (1992). The effect of prior knowl-
edge on price acceptability and the type of information
examined. Journal of Consumer Research, 19(9), 256-270.

Richardson, Paul. S., Arun, K. J., & Alan D. (1996), household
store brand proneness: A framework. Joumal of
Retailing, 72(2), 59-185.

Romaniuk, J. (2003). Brand attributes—distribution outlets in the
mind. Journal of Marketing Communications, 9, 73-92.

Schurr, H. P., & Julie, L. O. (1985). Influences on exchange
processes: Buyers preconceptions of a seller's ftrust-
worthiness and bargaining toughness. Journal of
Consumer Research, 117(3), 939-53.

Sohn, Yong-Seok, & Lee, Sung-Hack (2010). Influences of pa-
rent brand trust on the evaluation of dissimilar ex-
tensions: Focused on product involvement and brand
breadth. Journal of Consumer Research, 21(3), 243-262.

Son, Young-Jin (2013). Influence of customer change intention
by the perception of the physical environments to korean
restaurant: mediated effect of customer trust. Journal of
Tourism and Hospitality Research, 27(5), 221-233.

Wang, [I-Woung, & Kang, Chang-Dong (2011). The influential
analysis for customer preference in the perceived quality
of  hypermarket  pb. Journal  of the  Korea
Academia-Industrial cooperation Society, 12(5),
2099-2107.

Yoon, Sung-Joon (2000). A study on the antecedents of trust
toward shopping mall web sites and Its effects on pur-
chase intention. Journal of Business Administration,
29(3), 353-376.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality
and value: A mean-end model and synthesis of
evidence. Journal of Marketing, 52(3), 2-22.




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 1200
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 1200
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




