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Abstract

Based on the self-congruity theory, this study investigated how congruity between multi-brand store im-
age and consumers' self-image affect store attributes and consumer responses. A total of 331 questionnaires
were used to analyze data. The results of research were: 1) ‘Sophistication’ as the congruity factor between
store image and consumers' self-image affected ‘utility’, ‘atmosphere’, and ‘design’ among store attribute
factors. Also, ‘sincerity’ influenced ‘utility’ as the store attribute factor. 2) ‘Atmosphere’ as the store attri-
bute factor positively influenced consumers' emotional responses, and ‘utility’ and ‘design’ factors positively
influenced consumers' cognitive responses. 3) Consumers' emotional responses had a positive impact on
consumers' cognitive responses; in addition, consumers' emotional and cognitive responses had positive im-
pacts on consumers' behavioral responses. 4) A-Land indicated higher scores on ‘sophistication’, ‘atmos-
phere’, and ‘design’ factors than ABC Mart. ABC Mart had shown higher scores on ‘ruggedness’ and ‘uti-
lity’ factors than A-Land. This study provides practical implications to develop effective marketing strategies
to manage multi-brand stores.
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2008). SR RE ol tigh o] Mot =7} Frtst
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FCH(Kim, 2008). AA) <] Aol Goli= A A

7 (Specialty Store)o]2h= £-012 A5 AFEE A THAC-
hrol & Kotler, 1999). =t o3 GA A=
5‘15__0_ _Tiqz] UHX]. ‘}‘E]ﬁ /mgj]Eﬁ \:HE] uHX]— 7—]@/\
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© 2 ARE-SF Q) EH(Kim, 2008). B2 19700
B3 n| 2o Hx2 543 T2 wEA dAsige
m], ol A= 1990 F3bel) 53511 tHKim, 2010).
=) FRgro] EA51E 2 200020 AAA QAE
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A A FH Azl om, 72t Bl =9 AlEFES A

Eo] A NS ZHE Shuke] 2o A A st
TSI THE HellA dxle ARF NES e AE
o] et & 4= 21tk(Shin, 2011).
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v|sh, o] = & Z7te] @401]’\1 ZRRFE0] Q1A BEAL
A Hle SHES A Th(Aaker, 1997, 1999; Fo-
urnier, 1998). 53] Aaker(1997)] W2, AW A= X

T2 HACE QI 22 A7t 553 545 AU

3= AR 14 01'3:1“ ZAake] ATk 3o,
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A E EFate] JNEsATh Aaker(1997)¢] F=4 7173
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A, AE e} MRt BA Tl Wik Aol A-8-Eof gtk
(Jeong & Kim, 2003). 5-3] Sirgy(1982)= AH|z}] z}o}
oju|R| e} ARRF HAE, B E 52 A F2] o|n|=] 7k
o] AX| A5 Apold XA (Self-Congruity)©| 232 74 2]
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7ol tiate], &H|Rpe] zlofo|m|R] ofe] YA o] A
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AL B, A, 2 29719 2o B A olo] BaAl= o 3 A 9 JakS mzlda s
S A3k Eo), wjE, 214, B91719] o] AHjA} Lyu(2013)= =+l WA ] A2 &gl 3t Aol
o] AX Hxol A G nZIva 3k T3, Hg, 1A, AAE, Aol o 8RleE =&
Park and Jung(2010y& A3 74 7} Zololn] =] o] U X H ek g o=l AR} 7k zbol 7t g U
do]l X HIA, HE Ul Y& T HFHo=m st om 9ele AFA, A&A, A 0], W=l
AE FA= T4 F&FS nxIoha stk & 4 Fa, gR, vidElA] 5o 319 de] o Fasithar
Tl AYATES 7|HES. 2 Aaker(1997)2] 714 2 32T}, Shin et al.(2013)S SPA Bl =9] A X &4 3
T2 o]l HYH FEES st A4S 717 Bl AR gzl #Agk AFolA 971, AF, AHlZ, He
=2 At FE NS S, B2 ez 4 4, 32 f-90 8Rlo] AnfRbe] YA Ad/Ad g0l W
X NG H|Re Alololn A& A 5IaL & 7he] A ol whah gEkx|H, SPA A= 43 o wheba thEA
o] HAE &9 AnAL WSl J &S vX =T Ueh= 28 A58 02 et o498 Jx &
Az 17} g}, Ao st BE A7 A1 H7t 71ES Al
A& AL & e, AE Mo doja] thFst
LHEZ &Y E EAo] ZHAENA BH o2 JFS vX]7] Wi
ojth, B Ao A ATl Fo AQERE X7
73 44 (Store Attribute)o| ¥ HEE A3 U= H Ax &rgo] 2u|A} kel o §F S mXEA]
o8 714 549& 531 (Ko & Jin, 1995), &H|A7F A Yot 34} St
EE AU e & o 7)Ee] He EAES 9
1] & cH(Peter & Olson, 1996; Shim & Kotsiopulos, 1992). 4, AH|X} HES
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o] WS M sh= Ao ol HE S22 HH F ofg Ao A W 1A H W& M=
2 Jgg o} At Flolg} & 4= A tk(Shin & Kong, W3] AAF o] ke BN 3 " et
2005). 578 Aazd tis] 59421 o|v| A& ERETH ATh(Park & Lee, 2005). AxH]2}2] wk-g-of] HHF 413
I Az el E 7FeA B3 BolxlE A o] Atk Aol W= = 9SS T oz ByjHc) 7
3 HYTHLim, 2012). o|E 5% HXE o]u]2= AR} A A O] F /A Ao R PR B, P2
AX &4 Hrt 71 vaste] X Ee Jmrt 55 2827 AP He =4S ov|Eka, A= Bl

Z},
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/32 T 2 o] ofd TR}

E2 o]FofA de AL & 5 AUrk w3k HE
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A2z, A, 7], A =] Ol 71K Ao g &
312t Kim and Lee(2004)= A E 33, Mu| 2, A&,
T 7, Ao JE &4 QRlo] T oE Bt
& AH|Re] Rt FUHA 81912 ™, Na and Oh
(2010)= PR YA, Al A2, HaE 3
74, ol 719 HE £4S 5o 02 A 7eE o)
A Hxe] Al bl A9 Jake nzldal 5
At} Yi et al.(2012) A FE £4J0] Bt Ejxo) n
= el ek AellA 7HA, Au| 2, A, 747
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ozzi et al., 2010).

Mehrabian and Russell(1974) Al w7A == 3
A REgol| o7l AmR}e] F2F whgo] UERdTal &)
%21 PAD(Pleasure, Arousal, Dominance) =.- v}
| Ao mE AM)Rke] 27 WS Ashs AR
F2 AHEEigT) PADS] H o)l Z7]8-(Pleasure), 2}
“d (Arousal), A1¥}*d (Dominance)S-Z ©]Fo]%] 32140
Z P =EA A=, Russell and Pratt(1980)2 &A%
I 7173 AAE FA R Y S A ST 7
AR 2] A

S AR EH RS A E o] HE £A49 aclEo] &
Hzpol| Al 378 A o] AL B A1 A W& Bl
o7, o] wf FAE A wkgo] Anjxte] o 3
H)e] 52 whgel FFS m|RITIAL S THPark & Lee,
2009). =3} Lee and Park(2000)2 2B 217} 3 3L oA
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A ghehar &1t Bigné and Andreu (2004)= AH|=F7}
x| A=ol| &3 A% Ao FL2TF =SS
7} FORRAL SR F o=k av]o] T B2 H]E

AL A7 A7E A S ATsksith 3 Jiand
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Lee(2006)= 71554 <] Mz o] d2d0] 2n]2ke] A A
o) Aol G mHm, Y= 2ol Rel

FFE Fol Y& )=o) P vFIThA 1Atk Park
and Lee(2009)%= AH| A7} 9|4 M 3E2] VMD 23S
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4 Whg ojm g FIFS vIX A oA} gt

5. 47z It

Self-Congruity
Self-Image
and Store
Multi-Brand Store Attributes
Image

OiN
3
B
i
[
=)
N
o
I,
oo
o
i
)
E
I
fru
il
ox
o

¥
-
ol
odlt
rlo
o
da
v
K3
>
J

r (o
]
+
32
uj

e e
=y

o [
= 8
i)
oy
o
ofy
o>
o
fu
)
T,
o)
oX
_'qi
2
[}
o
o
=)

)
o
N

O
e

o
9,

s
Bom
2L

ol
oy
38

o
)
B
I
2
lo,

-3
oo oo o

N
-

)
M
12
ol
e

I HE
lo
M

o> Rl
tlo o\

i 2
o lo
ol it
30 He
a1
ol
o
N
ﬁ
=
%
W
N
N
lo
re
-
{e r
2
®
N
N

IHdmt AH|X} Xtoto|0|X|9] K|
01| CHSH 20A|
155 olg] 71 gt Hal=
E]g}a ML 7R HEZ B 3
Bz} zjofolu| & A3} AP
N3 Apotolm|A] 7he] AR A el tigt &
gl thell 2 Aretion, T Bl
BA= sfe FE 23S S UATKSigy,
o olsh HAx 733} Apotolm x| 7F LA
o]_o]j]A—] o] h—_g_{,:i _7_714 u]—?-:oﬂ :LX-IXJ
1T} SFAAL(Yi & Ra, 2002), 2 A X9
a2 x| AFE 2HlstaLA} e
3} th(Sirgy, 1982). A ATZ v}
22 7 & A skl

i}
i3
1o
]j>|

~

i)
il
H:|

[e)

O

pL
z T
©

_191; g K jﬁ“ rrulln == "
54y

MR o P gx

1011N~rﬂ1:o1r%:£r$ﬂ41

|=JN] Nlﬂ In i.,>, é

Wﬂ‘~ >

= "
o F:‘ o> H

II

2
2
o

oo =
Koy
o

o

2o
_o|£
H

o o
kd

Ax450] AL WY Aotolnle] AR ol
FEFE 22 AT £49 Bl TR

Consumer Response

Emotional
Response

Behavior

Cognitive
Response

+ s

[ Type of Multi-Brand Store ]

Fig. 1. The model of the study.
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1 3L WA Aot ol MYPATEL AZ O HX FE3 FTHE L
H|zle] ¥ Elx, BlE g5, A8 A HE vEs
2) HEBO| EHIx M HILet AH[XL BES ZH| 2| ol Z+7] o2 93FS ZIThaL 3 ch(Shin & Kong,
A, 9171, AR o Ax &40 245 2005). Shin et al.(2013) Hlo] A& o] ¥l EANTY
&M HE-S AA S ol 5835 W E $ o AXES sl HE A, FE &4, 2vRe]
Park and Jung(2010)2] Aol M= HE $Ado) HE A Ax Y=t J2e 5w o 245 et
glo] 32 JFS vtk 24E Wy, X 3 ST AYATES 7N R ARG e Ao
Ul A, 89171, 74, AE, AHE 5] AE S 7t 2& Aolgkes 7MY el theat 22 718 Al
Zu|Rpe] 29 A W-g-g Beld o7)w wlgel tigh g
TE 882 PAsA TETAL ST Jones and H5. BR w2 HE 73} Afote|n|=] X4,
Reynolds(2005)2] AolA = &M 27t A &2 37t AX &4, ARz kgl & 2] 7} Y& Aolth
o] 3 X ol 2ol tist FZOZ o]oX L FH x|
el o L Alo] sl &7 S YL M 11 A7
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A A Wk T Al FEgE nE Roltk ~300) H A&H|AF 30 S e AT 2 A
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2ZF 1] HAG ol Aol wisk s, HEe A £ ATllM = F e |3 (A-Land, ABC FIE)S
3 N3 F AR|REe] zpofolm|R] o] XA S5 303, AR st ARG RR T HAZYF 14 AL *}o]
AE S W7 24 1328, 20Rke] 4, 1A, AF ASE 93 SHEE A8 S AAEIET HAE T
RHE S 1559, v R ATl Rk /1-E A FE A= Apo] £4 A3} A-Land(M=5.43)F ABC
A BEAS 2ARP) 918 6RFER T 9 PR T PHE(M=5.32) el Bt 2pol7t e Ae' veh(=
A= Utk & AFE fl5te] AP AFdA] ARE-SE A 0.70, p=43) ¥ HE 70 QAL zjo|7} gl Ao R
EAE B AT B g g-835te] AE-st o bt = @% BT A= =A E4 =] Tl

(Choe & Kwon, 2009; Kim, 2011; Lee, 1999; Lee et al.,
2010; Lyu, 2013; Oh et al., 2007; Richins, 2011), Z} .91
< A 284 Gty el wl-¢ 2H k7)) 7k
©] 74 Likert # =5 AR5} T

S 2 AFellM BdS HFsk] A8l diFe A
3 W33 AotolnR] YRFE S48k HHOZ Sigy
(1982)7} A ¢tk Au] x}o] =71 (Absolute Difference
ModelyS AHE-3te] S8 313Ath. Apold X4 o] 782
A3 N3 &M =] Apotolu]R] o] ARG 2] 7} A

S5 A= 2SS K Sirgy(1982)0]
z}o] md] F2& SC=2SP-SIN°|™ SC(Self-Congruity)
= Aro}A X114, SP(Store Personalityy= 3 3Z 7143, SI(Self-
Image)= &M 219 zpotoln] =], N g HE 74 2t
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3, ABC PLE 17.8%(59%)7F th 0.2
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$E3517} 393%(130%)E 718 g oz EAH
27} 15.7%(521), DA E 13.3%(4438)2) =02 Vet
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Ysto] FAZ @ Q182 (EFA: Exploratory Factor Analy-
sis) & AAEATE BE ST FAHARE F535
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AZ3] -°r] 3| LT}A|4=(Cronbach's o) S F-3l #4131

AF s B5 AA 45321 070 o] =

E5 YepiATh 28y HE g Zpofe]
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7] fsked QA A Fhol 0.5 o]ske] Ak SMC(Squ-
ared Multiple Correlation)7} 0.4 ©]3}Q1 X|ZE A <] 3}
Atk ZE FANEE T P nde) 245 o2
(153)=260.12(p=.00), CFI=.93, AGFI=.90, IFI=97, TLI=
96, RMSEA=042 LR} Q&< th3t 274 55
o] A ot M SAEE k] #A &

7Haske 89le] frofshA A= e
THEFA Ol SRS AN o] e
T2 F% SHRD ] gelF 89T ZIe= <Table
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=
9lom =& wao] AT}

rz = B o
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gt & 5 9lem, ¥ Ad=7EE 5 H]Z o] 2po] ASE AAEh FARE ] B
A7 E AL 2 eyt o AlEe B A el wet A Hol A
ek 913 Q1R S8 S 4] FHENSA 23 AYw 7= v4(168)=374.46, RMSEA=.06, GFI
(Convergent ValidityyS SAIH o2 HES] 93 Z& =93, AGFI=.90, TLI=.96, CFI=.97, IFI=97Z UE}gt}.
TANES BA EIN T 2PUE o] 991 A AR AFEo] B B 7122 903} ]t
Aol fol8AE AR 7 A% BE AXSS O B 257} Bon, RVSEA 3 £8 F4 57
Table 1. Confirmatory factor analysis
Standardized Item
. . . S.E. t-value
item loading loading
—_— (AT13) I can purchase products discounted prices. .69 1.00 - -
ili
v (AT15) There is a wide-range of service. .87 1.12 .20 5.66%**
(AT7) The exterior and display windows of the store are pleasant. 94 1.00 - -
Atmosphere — -
(AT8) The interior of the store is pleasant. 91 94 41 23.08%***
(AT4) 1 am satisfied with the design of the item I purchased at 3 1.00 ) )
the store. ’ ’
Design -
(ATS) The store consists of styles that fit my body type and 84 113 88 12,785
image.
(EM4) When visiting the store, I am excited because I feel as if
Lo . .80 1.00 - -
I am experiencing something different.
(EMS5) The store makes me feel something new and exiting. .88 1.06 44 24.13%**
Emotional (EM6) The store stimulates me emotionally. .87 1.14 .62 18.30%***
response (EM7) The store's atmosphere is ahead of the trends. 81 1.01 .60 16.74%**
(EM8) The store's atmosphere is sophisticated. .83 1.00 .59 17.00%**
(EM9) The store's atmosphere is new and fresh. .79 98 .61 16.10%**
(EM1) The store has a special aura that other stores do not have. .67 .89 .68 13.09%**
(CO2) The store makes me want to test or use the products. 75 1.00 - -
Cognitive (CO3) itzerizlly understand the store or products when I visit this 77 101 20 12.62%+%
response ’
(CO5) 1 can gain information about the store or products when 75 1.00 31 12,3755
I visit this store.
Behavioral | (BE7) I am interested in purchasing at this store often. 93 1.00 - -
response (BE®) I am willing to come to this store often. .88 99 .62 15.89%**
**Ep<.001
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0622 1o} -5k Ryolgta & 4 it} H2= HFls5e] A X £4o] avjate] 244, 1A 4
HIS A5387] 98l 2+ A2 7+e] 3AAFE 2H=3) HEgol| w2 = @l el A Bz} spv.
ATk YA FE AN ellA Afotou] A E wil Zholl & 42 ByollA freldt A2 e IAATE A Ed, 1
NS AR RolBR, £A7F ASa5 A i 3 &4 e E97) 2Rl AnlAke] A REgol
Aotolu =] o] YR|AJo] E& Zlofth. mEbA 4 () 7 S8AR] S PIAE AR YER O (B=0.73 p
EAF7E U2 ) 7Hdo] ASET SAH LR FoF <001), HZ &4 BHrte] “de)id a0 LnjAke ¢l
BEATE SR, FXE 7N Aeteor]A] o] Al™ K| b‘&%oﬂ BN dFS A= Aew %E}‘;kil
H Qolo] AXTFE HZ &4 Bk 97 29 (B4=0.16, p<.009), UWE}QE HAx &4 B7te oA
o A IS PIA= Ao E FEPEI (=030, Q' 8e —8— lZH 172 Wh-gol] SHA L 7]
p<001), 3 7§35} Apofolulx] ] AHF> alo] o A& Ao 2 eI THB=0.48, p<.001).
2SS HE S HEe] HARD 2”10 34 HA H3-& ARFS 2T 2nke] A wh-go] Q1A
Fe MIAE AoE YETHy15=—0.14, p=.026). 3¢ A k3ol vl A= Gl el dobr At siglon, f
HE W3} Apotolm|A| o] A H” gQle] °‘Xl§"—. ot AR EE] BAATE AW EH, LH|Rbe] A A
HE 54 H7re] Adead 2900 S FFE T WhE-2 MRS QIA A whgol] T A FFE 7|
e Ao 2 YePgthy=-0.17, p<.01). 28 HE £ AE&(B~037, p<001) & 5= AATH(Table 2). ]9} 2
W2 Apofolm| Al o] Al alo] AT 2 < A= Ax el B2, Al YA, AR
&7 e] Al a]lell 38 AA Y P Zolg= ol &H|Rke] 79 H whgo] MA JFE mjx|H ofuf
THE FAHCE frolahA] U (y=-0.12, p= B A A alle] &nlte] AlFe] olsit
060), A4 TR0 p<059 ZHIOE o= A= e Aol vk A4 T3 22 AAF whgel FIFE v
3 Aoz Bolth weba HI-13} H127F HiEde s ke AYATE AR et A3 & F AThPark &
A2 = A THTable 2). Lee, 2009)
Table 2. The result of structural equation modeling testing hypothesis
H Path Est.” SE t-value Result
Sophistication —  Utility -0.12 .08 —-1.88 X
H1-1 Sophistication —  Atmosphere -0.30 .07 —5.33%%%* O
Sophistication —  Design -0.14 .06 —2.23* O
Sincerity —  Utility —-0.17 13 —2.59%* O
H1-2 Sincerity —  Atmosphere —-0.00 11 -0.03 X
Sincerity —  Design 0.06 .08 1.04 X
Ruggedness —  Utility —-0.06 .09 -1.02 X
H1-3 Ruggedness —  Atmosphere 0.05 .08 1.03 X
Ruggedness —  Design 0.04 .06 0.66 X
H2-1 Utility — Emotional Response 0.08 .04 1.67 X
H2-2 Atmosphere —  Emotional Response 0.73 .05 13.19%** O
H2-3 Design —  Emotional Response 0.02 .06 0.49 X
H2-4 Utility —  Cognitive Response 0.16 .04 2.60%* O
H2-5 Atmosphere —  Cognitive Response 0.08 .06 0.93 X
H2-6 Design  —  Cognitive Response 0.48 .07 7.28%%* O
H3 Emotional Response —  Cognitive Response 0.37 .07 4.18%** O
H4-1 Emotional Response —  Behavioral Response 0.14 .06 2.22%%x* O
H4-2 Cognitive Response —  Behavioral Response 0.47 .08 6.47%%* O

*p<.05, **p<.01, ***p<.001
+: Est.: Standardized Path Coefficients
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Table 3. The t-test results for the comparison between two stores

Factor Multi-Brand Store Mean S.E t-value
A-Land 0.86 78
Sophistication —3.00%**
ABC Mart 1.14 .96
A-Land 0.84 .67
Self-congruity Sincerity 0.76
ABC Mart 0.79 .55
A-Land 1.05 .84
Ruggedness 2.22%
ABC Mart 0.86 .76
A-Land 3.62 1.36
Utility —3.66%***
ABC Mart 4.11 1.02
A-Land 4.95 1.07
Store attributes Atmosphere 7.80%**
ABC Mart 397 1.19
A-Land 5.23 97
Design 1.97*
ABC Mart 5.01 1.00
A-Land 4.70 98
Emotional response 9.74%**
ABC Mart 3.61 1.04
A-Land 4.76 91
Consumer responses Cognitive response 2.31%*
ABC Mart 4.52 .99
A-Land 491 93
Behavioral response 1.88
ABC Mart 4.70 1.01

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