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A Study on Brand Trust and Product Attribute of the Convenience Store
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Abstract

Purpose - The perception of the quality of the consumer's distributor's brand(PBs) is generally perceived to be lower than
that of the manufacturer's brand(NB), although it is a critical factor in determining the success of PBs. Accordingly, this
study examines the characteristics of the convenience store PB products and their correlation with brand trust and purchase
intent in the consumers who have had experience purchasing the convenience store PBs to expand the sales variables.
Further, this research shows that the marketing strategy is to increase the share of PBs by providing an empirical analysis
on the effect of the product attribute factors on the sales volume associated with brand trust, purchase intent, and others.
Research design, data, and methodology - The survey period of this study was approximately three weeks from December
1, 2017 to December 21, 2017. The study samples that were taken from 100 random people extracted. The statistical
analysis was carried out with multiple regression analysis using the SPSS statistical package.

Results - The analysis shows that the brand credibility and purchasing intention were statistically significant differences
between the private convenience store private brand products. Specifically, brand trust showed a statistically significant
relationship the brand images and quality levels, but the perceived value was not affected statistically. Although the intent of
the purchase showed a statistically significant relationship the quality level and the perceived value, the brand image was
not statistically significant in its relationship.

Conclusions - Overall, it has been established that the perception value does not statistically affect brand trust for
convenience store PB products, and that the brand image has no statistically significant effect on the purchase intent.
These results are analyzed to be due to the influence of brand in convenience stores themselves rather than brand trust
and purchase intentions that affect sales performance, which is the property of private brand food and beverage products,
the perceived value of their products. Accordingly, the study found that not only did the marketing performance of the
convenience store PB products be improved statistically, but also the cause of the product attributes that were not
statistically significant was identified.
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<Figure 1> Research Model
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<Table 1> Descriptive statistical analysis

Variable L Hes

Male 58 58.0

Gender Female 42 42.0
20s | 41.0

30s 11 11.0

Age 40s 12 12.0
50s 22 22.0

60s 14 14.0

GS 30 30.0

CuU 21 21.0

Preferred 7-Eleven 11 11.0
Cvs E-mart 24 14 14.0
Ministop 17 17.0

etc. 7 7.0

Food 36 36.0

Beverage 22 22.0

Purpose of Daily Supplies 15 15.0
Visit ATM 7 7.0
Delivery Service 8 8.0

etc. 12 12.0

PB 40 40.0

PBINB NB 60 60.0
00-06 o'clock 10 10.0

Hours of Use 06-12 o'clock 16 16.0
12-18 o'clock 36 36.0

18-24 o'clock 38 38.0

Less than 5000 won 35 35.0

lfl;’ri:]af:e 5000-10000 won 30 30.0
Amount per 10000-15000 won 13 13.0

Once 15000-20000 won 9 9.0
More than 20000 won 13 13.0

Once a week 17 17.0

Frequency of 2-3 times a week 41 41.0
use of CVS 4-5 times a week 18 18.0
6-7 times a week 11 11.0

More than 8 times a week 13 13.0

THESE HE2 "HA 58H(58.0%), ‘04 42H(42.0%)
2 LIEFICH SIS 20T 413(41.0%), 30CH 11%(11.0%),
‘40T 12(12.0%), ‘5OCH 223(22.0%), ‘60CH 143H(14.0%)2
LIEFSAC. MSHOIML ‘GS25 30%(30.0%), ‘CU 213(21.0%),
HEUAME 113(11.0%), ‘O|0FE24’ 14T(14.0%), ‘O|L|AE’
17H(17.0%), 7|EF 7E(7.0%)2 LIEFS2D, HOIH O|&8=H
2 AETO 36F(36.0%), ‘SETOf 22FH(22.0%), ‘MEHEE
FOp 153(15.0%), ‘ATMARR’ 73(7.0%), ‘EiHjo|®’ 8
(41.0%), ‘7|EF 12(12.0%) 2 L}EFSACE

Sk HO|F O|A|ZHS ‘00-06A 10B(10.0%), ‘06-12A]
16(16.0%), ‘12-18A" 36%H(36.0%), ‘18-24A|" 38H(38.0%)2
2 LIEIRCeH, 12/E7 TOj2 '5,000@ OJ2F 35%(35.0%),
*5,000-10,0009" 302(30.0%), ‘10,000-15,000’ 13(13.0%),
“15,000-20,00090 9H(9.0%), ‘20,0009 O[AF 13H(13.0%)C.2
LIEFSECE

TZoz HOM 0|2 HIEZE ‘Z 13 17H(17.0%), ‘F 2-3
B A1HA1.0%), ‘3= 453 18H(18.0%), ‘= 673 11H
(11.0%), ‘= 83| O|AF 13H(13.0%)22 LIEFICY.
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<Table 2> Regression Model

Model
Standard
Adjusted error of Durbin-

o I e R Square | Estimated Watson

value

1 .525a 276 253 .961 2.323
a. Predicted value: (Constant), Level of quality, Perceived value,

Image

b. Subordination variable: Credibility

y=0.997 +0.351* &3 =0|0|X| + 0.171*X|Z}7}X| + 0.178*ZZ

AR
T
SHHES0 SS OiXl= SHES2 dUH F2Es
BED Ao BUYCR 2¥Y = A=H, EES 2HAF
£ EHMEOOX>X|A7IX>ERE+E =22 MRS 23}
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=tEME 2l 7“*574% FZro] 12181011 Rol=tE
20| 0.0000|22 [o|=F 0.05£LCt 2oo=z FRIMES 7|
7I-‘é>‘|-|:|-.

<Table 3> Result Regression Analysis(Brand Trust)

Non-standardized |Standardized MJ
il CWfstC;\;ard B : Slgtr)ltI)ﬁality
B Beta P
Error
(Constant)| .997 425 2.344 .021
Image | 351 | .089 363 |3.946] 000
1 |Pereeived) (o4 | g 180  |1.999| .048
Value
Quality |7 | 593 178 1911|059
Level

Z, fo+E 5% Slo|M BlH2HS FolstCtn g =~ QUCt
=821 =2fE o|0X|et X[Z7HX|el foEES
0.000, 0.0480|22 QOo|4F 0.05£C} Afooz :r‘|—'|:—7f§'3
7|ZHE|QICE =, Q0|4 5% oA E2H=o0|O|X|QF X|ZH7}

X EANoR [0l £F0[QlcE B BEU4ES folzt

£0] 0.0590|22 Qo|4Z 0.052C 202 YRS (e
S0k 5, QOI4E 5% olojA BU4ES 4= 99
S| S £ZO0IQULH.

A2XMoz WO|R AEAAMT} HAHC Al
?éﬂfE Ch21t 2ok

of et 7HEdE

<7td1.1> HEE O|0[X|= BERE 2|0 dFS FCt
<td1.2> SEaE2 BUE Mo dgs =k
<7bE1.3> X Z7HK = BE-E 2o S FX| =t

<Table 4> Result of Dispersion Analysis(Brand Trust)

Model Sum of |Degree of| Mean F Significance
Squares | Freedom | Square Probability
Regression 43 777 3 11.259 [12.181| .000b
Model
1 Residual | 88.733 96 .924
Total 122.510 99

a. Subordination Variable: Credibility
b. Predicted value: (Constant), Level of Quality, Perceived Value,
Image

4.2.3. g4I FOiel=0 et 2=
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SiCt &, RO+=F 5% o+01IA1 IHEEES RosiCtn & =+
QICt.

JHEEZZa XZVHKeL EESFE fRoEE:
0.000, 0.0000|22 w9|¢$ 0.058C} XMooz Jayiae
7|1Ztsict &, Qo|=F 5% SHoM X|Z7HK|et BEELFL &
ot & == ULk HEHEOIDIIP E=Xe]k-E=Tof 03920|c-§
[9|=F 0.05£LC} ELDE HEIFES *Esict =, |ol+
5%3t0 N EESELS KOISHK| UCtD B = QUCH

ZEXMOZ HOIF MESJNt FOio|=0f 2t
o= CHEot ZCk

¥0 ot
mot
4

0 |0 N

|-A“ A %71

<7td2.1> ER-E O|0[X|= FO{e|=0f ek
<Itd22> EEaES FOe=0 SgS FLh

P 1=3

=

<IHE2.3> R|ZTHKlE PojolE0| Fst



86 Chang-Kwon Yoo, Gi-Pyoung Kim, Chan-Mi Kwon / International Journal of Industrial Distribution & Business 9-3(2018) 81-87

<Table 5> Result of Regression Analysis(Purchasing Intention)

Non-standardized | standardized
Model Coel’t'lsc::n:j = Factor t

B naal Beta

Error
Constant | .871 431 2023 | .046
Image | .078 090 076 861 | 392
1 | Perceived | 59 | g7 340 | 3909 | .000

Value
Level of | 4e4 094 348 3.865 | .000
Quality

a. Subordination Variable: Purchasing Intention

<Table 6> Dispersion Analysis(Purchasing Intention)

Model Sum of [Degree of Mean F Significance
Squares | Freedom | Square Probability
Regression | 43797 | 3 | 14599 [15.409| .000b
Model

Residual 90.953 96 .947
Total 134.750 99

a. Subordination Variable: Purchasing Intention

b. Predicted Value: (Constant), Level of Quality, Perceived Value,
Image
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