HIHSIOIT |73 H4& 20044 128(pp.89-101)
The Journal of Information Technology, Vol.7. No.4

(@]

I

Sl
g

fo

SEOI0IAD 2HIAL £TSSH OIXls &

89

o

£ 44 PES HYHE 2GS F FE0lAd) Y YE A% £3F7] 5O UES Tl
AES B o2HoZ ARG T@ o|F AL 4FEAE s FEMLH) 0l 2u%e

el oSl P HEMGFH)MAENY FoEE AFH o2 AU 1 2FHE ugoE &
Hate] £8%7) 2 HEouARY F& wu-EAFo2A FI(Ag)e nAREES HF 7|xA8E A

Astded 2 x| g},

L. NE

2Ed JIde de Bz A &4
AM EAsta o ol FFd h$atr] 9
qA 714 HAREEE A¥AY 87 FEE
TRA Sk 3t 53] ofdl Fid BEo <3
HF20 27 AFolY MEIAE TujsertE
st Aol FAROE SAHEHok A
Az B o2 @ AN EAES ¥4
HE Aol w2 LuAgFATolit. o= Y
A oA"Y $HE ofFE A2 FEEkIY
AR AYgS A8402 F£YFr AdME &
HAgEE a2 ofdshs Ao ddHez ¥
8319, AR YFd #d A7 oAREAH
28 A7) 5o AsFA B okt AH|ze] 7]
HAF L dFste dox ofgdnD

T8 7199 vtARAFALAN & | AE
Ad, dadd 4 HEH T 28T Ed

Y JMZein QIHURAn ALine
) B2 0IBJ! - vgr, "AHIAIS-HANAE-., A
A4, 1998, p.31.

He4ES 1 7o PAGHoR 43 Aok
28 4, B85E, 45, 99 9 49 5
9 ATFAY 4% 4BFEL 4294 9

e g sulAe SAE gAsA ol s
£ o PE Dol 2HRE0] AT Y
FEHY SA4L WU sofste] Ao g
AR AEE sy ok A

wetd B AFE $4 FEE ddss 4|
AYE = HEo|u|A o o FE MdH &Y
571 59 WEe FUY oAy 2ASLS 59
olgxog uAFAY. EF oF TAZ A2

FAHE AAste HEMSA))E ALY g
FHER o]go] B FE(WYA)ol A5
o FAEE ARHoz EMeyd. 1 298
uigo g 2uae £3%F71 R HIOMAEA
e HaE-EHFezA FEMsE)Y wAE
AgE Ag 7122A8E AAMSes 1 FHo|
At



90

OlEH &

2.1. AZ0I0INC JHE

2.1.1. HX0I0INY 29

HEomAle] 7de Hza AA
uE] & (P, Martineau)o]™, 7= H¥Eojn| 3]s
HE 715H 54 9, & dFe 4l
of oJsto} Ml vpg&o) HET} A%
i Aostdn. a5 FEnAE
AR 248 EIgstE AoRM &

sHA 8l= A E 78X (store personality)

>
=
o

O)'
>
RO
Btorlr 2 e rlo

<
2 U 1

ox 2 o o I
N |
IF ﬂJIO 4|m
P
rir
i
=
lo Hd

~
[+
2
i
%,
L°
i —{N

J2 2
£=T
N
-

S )
ku
Bul
a2
oz R
L
Iz
R
et
4
¥°

lo
=

ey

o £ fo B
i

b

to ot LY o
o
o
RLN]

ox e XN
ST <)
o3
1
1o
=2
!
oX
ich
s
o
o
3

2

=2

of b3t H¥E 5
o EgA"ea AUt o Ao J’:HIX}
oA HHA @:‘TL_O 4, 419
Mo ot A
A% EH Lo AEaAS HEAR A2
1 o2 B bsd FrRow FaAAUGE
v WEs 9

F7(]. H Kunke) 2 #2(L. L. Berry)9o

2) Piere Martineau, The personality of the retail store, Harvard
Business Revie, 3&January-February), 1958, p.47.
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A Study on the Customer Shopping Behavior based on the

Store Image

Sung-Joo Kang’
Abstract

This study, Based on the study theories of up to the present was to a consumer's shopping
motive, the process of choice and the theory of a consumer's store choice by his or her preference.
It investigates the components of store image referring many thesis from documents of domestic
and foreign countries. The major findings of from study an as follows:

First, as general characteristics of samples, the component ratio of women is much higher than
that of men. As for marital status, married consumers are large in numbers, and for educational
back ground, high educated young cuples go shopping frequently at department stores. As for ages,
consumers under the 30s take great part in, for the occupation, many are housewives and for the
average income of a month, under one million won income earners are major consumers.

Second, about shopping motive, married ones do it for refreshing themselves, but for singles,
they do shopping for th pleasure of bargain sales. The most important reason which influences on
the shopping motive is ‘pleasure of bargain sales'regardlesss of all ages.

Third, according to the analysis of shopping motive and the characteristics of 15 store images,
there are noteworthy differences statistically in shopping motive, attraction and reliance on

advertisement, an atmosphere of a store and the degree of crowdedness.

* Professor, Dept. of Internet Trade, Gachongil College



