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Abstract

This study examines the effects of brand belief of a mass offline retailer on the perceived value, attitude, and
purchase intention toward the products of emerging fashion designer brands in the context of marketing colla-
borations between emerging fashion designer brands and a mass offline retailer. We invited 198 adults aged
20 to 59 to an online survey who were asked to read a news article and respond to a questionnaire. The results
of structural equation modeling show that brand belief of a mass offline retailer positively influences the per-
ceived value of the products of emerging fashion designer brands. The perceived value also positively influ-
ences the attitude toward the products that subsequently enhances purchase intention. The findings suggest that
emerging fashion designer brands should strategically select a mass offline retailer as their collaboration part-
ner by considering consumer perceptions of the retailer brand because the brand belief of the retailer may have
a halo effect on a consumer evaluation of the products of emerging fashion designer brands.
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A Aol g3 94 Abelo] AR E & 2]
oA B AR RS Yo] AR 7o B
A= 2 o] Fa/d o] 7= E Al I tH(Ministry of Trade,
Industry and Energy & Korea Small Business Institute,
2016). o] o] #rar30] g4 vl zfo] 1 o] &3t o1 A] Ao
M ko 2 WA S G2t A A A N A B
2o 72 2z = H A (Jung, 2010; Kim & Ha, 2018), &
el Qi s Aol U S FAlel] $18 ARt vl
7ro] 2] 910] o] o] 2|1 gl o & Sol, Fuj A4 425
3o s o] Fufj RS A 2 sko] A FEL ] YA
= Aé;(]-/\] 7]7—]14— XI-EH o Eﬂ—zﬂ— Al Z] _I_H/\:] E]X]_O]Lﬂ}i
Woto] 78 s 9129t 22 AA A ool
SHE & F Vo 9 Abg o] FX 5 of %EP(MIHISU’Y
of Culture, Sports and Tourism, 2017). A g<=2] 2] 124
of ol A Bf Aol A =Este = AX A tAtold S
g2 =2 jtth= Aol A (Limetal., 2016), o] Sl Al 7|
= AR 7 7F Atk Ae o g ATk

AR A H Aol = A4l o] A B ES A%
of B A s o] A LpA] ¢33 7 Qlo]u A =(0h &
Nah, 2015), | o] 52 o= ok A1 A o] 57
of glejo] AlX A tjAfolu] B =9 =7} F2A 3]
% 7}8}= A th(Korea Creative Content Agency, 2017).
2 A E Aol Y B 2} o) 45k
Lo vla) ol 5 A 4H 08 HAAZ 4 Uk
£ ofis] parolek TSR Al 54
AR G4 T Rpo] ] BElE 2 thasls ob A
AZAE sk o) Asjstel, 4ol B 2
U H G5t 442 v A o] d A o] th(Korea Creative
Content Agency, 2017).

AR AL Bl oo BAE % Wele wslgolu
AIE, 292 2 g omekel $E5A 0} v}
¥ & Y (marketing collaboration)2 A| g s}o] T2 5
AR5 91k ol S S, el aBg-L omxetel
AL 15 ol HH A3 A4 vl y

BRES mol o] BA WA dglom, £7h
= 8ho) = 32ja 3L Yrh(Lec, 2018). o] o E L} E 8w}
= Q2 AgebE 24 2 HUE A 915
of A1 341 Tl xfolf of %) AFE S 71213k ul et
(Hwang, 2017). A& EAlof| 9|23 %% wp= b
2w 9upst A2 w4 o po| ] B o] o] A] u &}
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(pop-up store)= =22 Hlth(Lee, 2017). o] T2
A Y E P2 LH[ A7 Lzl oA 41X T

A fAoly BHES YA o g AHE 5 lvk=
oA o)7L At FE A F L HRE YO E A
St 2opl A g, e Xkl -2 B o
¥t AHE o] YA AT = 0B R 1A

3
- A191] oA el
220 54 Tl BAE e A% 4] o5
7of8liz ] ob ) m] |40l ek, g-& 417 4 Tl o]
Y BASE 7 GAsD oA g ARl %
B3] 2k o)A R] Q7] o] & of|(Korea Creative Content
Agency,2017), 1 2z 2ol f-5 g A 2] npAE ¢
o] FAH R of AT ojo] A Tel7] of
ek oA AES] o] i etof| A o] Rof 7l F Yo gk A
3y A L& A = (Ahn et al., 2010; Alexander & Cont-
reras, 2016; Shen et al., 2017) =2 A+ U](intra-indus-
trial) &2 AF$] 7H(inter-industrial) E & 53 Al A&
A ohe 3L gl on, 4] 7 Beloleka s = Bl

o] Az AAE(C. A2 DA AE, A=
) BlouA] =tk Az A 5 dA T EE S
& AP A= 4g= ZrokE 4= 9l © L (Hara & Matsu-
bayashi, 2017) o] HA] §-F G A A4 B =] AlA|F
AL 913k F o] meto g A E o] A2 H <
Aol Al ojd o] F2 71 = A=A 7] o] H ek
whebA] A7 s A T ZFold Hgh = o] 3 of A, T

P ezl f5 A7 AR A T xpol BHi=

oA AGA o2& FYATFE = A=A 2 Tt
AL wrsl= A4t7F 2 asteh o] AFoAE A =
& A TH(halo effect) 5 o] 224 E& A¢tsto], HHE
AL SO A A o' 9AIQl E ezl f
TUA BHETE Aoz IAIl AR s T =}
oy Bl Eof thgh Au|A} 5ol S vE AL
223, e exehl FEdA ol that B

{rl

Al =

L

24171 34 Tl BALE AEe) A2HE 7] 71
BAE d5otaLA ghoh Bl E &4 WA= 7
9 F ot BERE AE-2 54 BRHET ofH &4
oA AR ks ofH HAoM FHH R &
Bz} Al Q1A E] 31 Ql=R] &4 7157 3l = 2 (Aaker,

1991; Aaker & Keller, 1990; Keller, 1993; Kwon & Len-
non, 2009b; Lanseng & Olsen, 2012; Romaniuk & Sharp,
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ool RSEMO BaE Mg

Ol M IHAE CIXH0IH HeH= TS ol [t

KIZtE JbAL B, L ORCI = o DXl = &gt

@
AU IHA CIAOIH HeiEQt e @Il Sl 2HOHIE 8210 Mt (M-

o HuHA] Q14 shotsis o) A esteh § B A B
ol d)g AukA Q) B Alde 1 3E A
AA) BHEL v Y T 5 Thre G ool $HO

2 A 283 4= 9l=1|(Ahn et al., 2010; Arnett et al.,
2010; Keller, 2013; Kwon & Lennon, 2009a; Leuthesser
etal., 1995; Park et al., 2011), A1 Z1 s A t]z}o]q B
E7hUE ekl fFEdAety] niAY gdew
25 NHs= o A= Al A T RfojH B
N A Fo] FF-E 7] Hrt. o] of whet Al w4
tAfolq B E AlFo] a8/l theh AvtA 7t
2kal o 4> 9l A ZHE 7HA] E(Zeithaml, 1988) o] &1+
off Aol A4 7 o= 3 Z T

3% makel v o], ] % 3% o] &(Theory of Rea-
soned Action) & A] o] ¢15-2] o] 22| &2 A el 5} gl
el 85 o) 2L QIzke] Yol o] 4, el H 7
tho| ZAste] ey em dojdrtar HA|sta, ¢l
7re] Y5 At A 253 1 TAE AA
3} o] 2 o] th(Fishbein & Ajzen, 1975; Montafio & Kasp-
1zyk, 2015). 4121 9 A o Zoj | B = o] Hei & Ak
o] u]okaltt= 4 1253 (Shim, 2017; Yu & Shim,
2016), 2R AHE2 & 4 A] ok Bl = T A Fol
et A EE g skl el A FE2o Ak Sl
AAA S & 7HsAd o] ot 2n[ A7 ALK 9 A T
Zolu B E A5 ARt o g et 3 ghe
o= FuioAAR S T, I B ol A Fel A
T ol2o Fa AYai el distHl= E F5
O &7} ol g 7hg/d o] Tt o of whef, o] Ao A
= AR R A B xolq B E AF ] A7+ 7HA) 7}
I A Eol et o) T FEFE FIL, Holrt o]
23k B =7 21 Al Foll thet ) &= 7hA] A EhA] 7
=A H5skaLa gk

tlo

o

W7oy 2metel §E A
ohw 5t AFghol 4, 4141 3} A €] zjo]
ol gt 4ulx Brh7t 20

L AT FAH R, U F ezl
o 2wl Ape] BAE Aldo] A4 34
=] A Eo| 5t 712 {7102 Ho| B, Lol
ol @7 X ZH A& 7HA = Aol T mo) 4 el
e L DERER PR e
o] BAjoltt A7 ATE E ), ol BA T T

B
1o
= o
T ¢

Bl
A
kS

39l el H Y o] B XX WA E Ho]
Ao ol a) she ] A AR S 8 4 glon, ofge
A7) 5 ERpol Y HAETL Aol AEH R
otarsls] e g exerel fEAAte] BYL
of®A| Fgalof sH=Alo tha) AFA AApEL =
23 5 9 Aol

II. O|2X uid

1. ¥ 3d CiXtolH HEet thE 2=2fQl

AR 7oA E B

ofm
()

2 Z=3lth(Alexander & Contreras, 2016). 7] 7+
& Hele] W9 Aol whet chobet P o
sfgroo, 34 43 S 2 = & ZH(sponsorship), 2F
Al k(licensing), &5 FZ(joint promotion),
Z E2}(joint venture), ©]= B 2 J(dual branding), 8
4~ B A (ingredient branding), £-§}+ 2 2 J (composite
branding), 3% 2.3 (co-branding), 2.3 = A & (brand
alliance), 35 1A 8 A& (co-marketing alliances) 5
o] Qlt}(Ahn et al., 2010; Alexander & Contreras, 2016;
Arnett et al., 2010; Wigley & Provelengiou, 2011). & ¢}
o]l EFAARJAA o]FAA AR o what A W
FPLAG P2 EFE 7| = g} o] 23 F
d& ol 7IdES Bk A Bl E 2S5
S}l(Arnett et al., 2010), R 7| A} 2o oL A} 4=
ol 5L Bol&d Al AE FES Folstth
(Alexander & Contreras, 2016; Keller, 2013).

A 7] Al oheFRt 73 o Y Mero] ofsligk
=, 53] A B == IS FAA ¢ A
HolEo2H §9 A8 AlES B A& 2
H3tA] 7] = e T 3ol Ath(Ahnetal, 2010;
Alexander & Contreras, 2016; Wigley & Provelengiou,
2011). Ahn et al.(2010)> 3|4 HH =7} 35 vpAE
Aol ZolgE o d71H oz g4 Beof fad
otk A7) Ao A2 4 kS NaE 4
Qlth 1l gt Zhang and Juhlin(2016)-2 o} S5A| FLu]
2,2k A A vrEH, HH ol Wdlteh= £ 9 714

S HIER A AlES) HARl o = A8 oA X 7F AR
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T HYGolA s B =2 F8 74

£

oA 1G5t A3 Lol 7] ksl H (Ahn et al., 2010;
Alexander & Contreras, 2016; Arnett et al., 2010), A1 2] 1}
A o) apoly Bl oy @ ekel S5 7t vt
A RS SEAA} A2 A4S o]0 & 913
oA ke A el Atk HolA At
obAE AR 2T 4 e
wotel $E A

ZH B & 24 AT 4= =Tl (Keller, 2013), 41
A a4 Aol HAE A o] FAISlT B AIH el
AALS B3 F7] wlEo|thH(Ahn et al., 2010; Alexander
& Contreras, 2016; Wigley & Provelengiou, 2011).
e AR A HAtold HEet iy e e
A FEAA 1oAY U Ay AFolA F== o
Fol1zl F o Wt} vlusto] & 7hX] SO A &
o] & Helth 4, A Aol A 2 okl g
Ao AE2 35 N Al &2l A7 E 21 (Ahn
etal,, 2010), A1 %1 o tjAbo|H Bl =9} o & @ sz 2}
A FEHA 1oAY A AabEe BEA] AlF
ojgfal g 4= gl 22 J U Y HEZFF-FUA AHA
HAE Y] AAF /Ndolatd 1 Aibs JA] AlF2
& e o] 21 x| 9k(Hara & Matsubayashi, 2017), @49 &
#7h A vl B QA vharel B Lol )4
29 B5 F2eh 1 A2e o) A o] o]}
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oM,
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o zol A9E 2 o2 Ho
5t 73 & o] lth(Amrouche & Yan, 2013; Wigley
& Provelengiou, 2011). Yol7F 4 A& 7 A=
7FE Ao Aol FaF2 vl d o Ukl 3F A TH Amett
et al., 2010; Lanseng & Olsen, 2012; Nabec et al., 2016).
AR A T Rpolu] BAEL] A9 gy oxetol &

S Aol vls B E Q1] =7} w|n| 8k aL(Yu & Shim,
2016), A AL 27] =827} obd tha= 0] Au| A
ANAE olgtt 3 BHE oju| ] 22} A=A ¢kt
& 7}5 24 0] &= TH(Shim, 2017). weha] A2 w4 o] 2}
oju] Hall=ot tfy e melel YA T AT =E
=38t7]o= ALK s A HRpoly Bl BV} AbE S
Aol B &, ek 2F F o] obd ofAL 1 F Y, & A0
o g ezepel B UA FEskL tha=o] A1
A fztely BT sk JEE =7 Hh

ne

£

2. e 2=212l RS0 et 2E MY

R
o
2
<
[}e]
(=]
*
o IT
]
[
2
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rlo
g
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o,
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o
>
lo
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i
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AEsh= Aol 7erek &
o 7] = hth Aaker, 1991). ol 2
, 58 A YRt B E Adoer AR 8 &
©-2] 2~ 9)th(Rizvi & Oney, 2018).

A =, AW A w2 Zol=
ZA 3R] 9k, 22 = o A (brand association), 2 = 9]
A](brand perception), 2.2l = 7} g (brand concept), 2.2
= o]u] X](brand image) 5 HAH = &£A-S HALSH= 7|
JEIN AT A o 2 AFR-SF 4= Q) 31(Aaker, 1991;
Aaker & Keller, 1990; Keller, 1993; Kwon & Lennon,
2009b; Lanseng & Olsen, 2012; Romaniuk & Sharp,
2003), B 20 = X] 2] (brand knowledge)S & A 3l= 7| vt
o] Eth(Keller, 2013). o] F A HEl & &4d& HALSH=
NEES 2= gojut =t e idExt
ol 22 oju], 3, 2ol A 227 2ol 7} olek

i

tusle HAEF Aot WA s G E2G S Uk

A AFFEe], HRE Ad2 HE o] x| e}
AT wgha] o 2 ARGS9l 7l o] w(Keller, 1993;
Kwon & Lennon, 2009b) Bl = o] u] x| 7} tha}- 2] -

1d A 214
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wSaHoHaE M8

Ol M A OIXH0IH He =

KIE ol CHst

KIZtE JHXL B ?UHJCOJI Oixie gt

?
SAXIHA CIRHOILH He = ot (e SE“E}

| 7SS 2HODIE 8210

o 24 (fl A4 -

AN AE SN, 29 AEL N, FEHR B
WAA WA o] B AW W4T 4 gt
O

(Aaker, 1997; Batra & Homer, 2004). A| A & Q1 s} A4 B 2
o] A A QA A, A oju| x| 223}Y o2 L
2ok QLo 1R ahe) Ale] o AR,
AlFol 7H4, F4, A, e ) ZF B =9] d4to]
ot A = A0 2 Ueluk(Alimen & Guldem Ce-
rit, 2010) E.H E/}_ g o] oA S Bluk R g Tk &
FTEAY BRE 49 3+ Kwon and Lennon
(2009b) 8] AT A = B E 41 o] }7] & A (self-
relevance), A H] 2 (service), A3 (merchandise), & 3£ gt
7 (store environment) 2] 47} 2] X} © & o] F o] Z T}l
sl HALE A0l Bl Aelnek e 720
dolehs A& HojErh

ri

=
=
C

(> oX

AR Y H e HAEe] B EHA 7 2
ol el 3, A, Fe FUA AW AL
Sl tH(Winchester etal., 2008). B = A'g-2> 57 HaH
E2 o2 BASSY vaste] AvjHom 2 %
A3 & shotel i ¢ 220]5), 1 B A=) Tt o

= A sl= 9 7]9)5}7] = Strh(Fishbein & Ajzen,

1975)- HREO 54 gaof et FAA Ad-S 2
o uj & S7F= o] of A Ak, 4 aaxof thek 4
4 ol AW 2uAE 1 HASF WolFo
A oFA Flth(Aaker & Keller, 1990; Winchester et al.,
2008). | & Sof, A7) T A, Au) A AAE Az FHA
47 AH o2 ZA 7Hs 7t e A A B E AIE 9

£(Kwon & Lennon, 2009b), -5 A B =of o
8 2037} QAR B 28 S4 02 FEUA L
= 217} 282} 2441 HaFo|ut Aol Halah
WA, FE LA T AUl AT A
2, 8 YA B =0 A Aot A, e A B

WE o g B 2 4 qlom, o] - 4o el

[e)
Blco gt Bl Alde] F4E 4= Qi

3. A™ M CIxtol 2 E NZoll chst X2}

Aol 7HA ' A7 A &8 oF sh= A3 11
7FE A= AS st I AIE a8l gt A
JH2] G 7HE o vk eh(Zeithaml, 1988). s8] 2}of 2] 2¢
& 7} (perceived value)= A H]z}2] T of A Yl 2] &=

F4 Blebs Mol Al AukA shx ot FRE )
g o] th(Bhaduri & Stanforth, 2017; Parasuraman et al.,
1985). A1 % 9] 54 o] nlzpe] 7o) 458 Ak}
3247127 BIFSHE A 20)7ke] 2|2k 7427}
A E th= T o] 9= Y (Petrick & Backman, 2002),
chabeh A% A3 v Aol whet 2 7437
Tt H o7 gt By o] glrk(Sheth et al.,
1991, 218 9] A1 M B4 o] 2HL B3 Fape] ¢
< A & 5} o, Sweeney and Soutar(2001)+= A Zof ofj 3+
e ake] 7 21 743 7} B/ 7R, 7V o 7
R e R R R EPE R
o] o] 21Tk gl it .

2H 27 A A F ] 7R E A
H 7hA7} ol d o2 4R 4
AE o)xo] A A 9% 37
3 Be FaakAL HEehs 754 7t
o, 7} o] wisto] whe} S a7k wlZHEkA] ks o]
A& E A o]th(Jackson & Shaw, 2000). Lro}-7} = 14 A
Fo 2gA7E g FolA Selh A Ao) 7 A
Folv] 2849 )4 EAs) o] 444 7
2|2 ol et A A 71 = P A= 4 9l thBhaduri &
Stanforth, 2017; Solomon & Rabolt, 2008). wh-2}4 A1 %
A T Aol ] A= o] A E-S Hobe ) A2 )
Aol a4 e nele B ast ol

N
=

RUR
)

N B e

i)
mlmmmz
o

lo

N

4. 7HE N

) o 2E2I2l RS0l Chet EHE AlF Tt AX
T Clxb0| EE= o) Mo T3t XI2tE 71| 2t
A =4 =0t
A7 T4 ey BAET gE o mekel 45

Aot B0 | he 4 Qi o] WO, 2xe}
9l g5 el Aol st BAE Aol 417 WAL T Hhe]

Y BEe] Hrtel FAA 0 R g Sy &

B A 2e) 2 5= ek F ket g4 chan of

A YA 4 9 £AE 7 AL A= 24

A ek A% Bobt 2 Folm, vt AE
1=} H

B7F Al S538] F71 FoAEHA FUAY AT AE
olgl A& A4 o] &3 e A= AFE S N
B o7 grletA] okl A A 1o = Frhs |
T}(Leuthesser et al., 1995). o} A & & ¢ o] 2kl sl = 2t
BRert 7|2 439 BlE Aalke] U A

O

|

i

i
r

rl
d

I
o:
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& 2Hsh= F8 82U = 2§ = Ql=Hl(Ahnet
al.,, 2010), o] wj o] = qF £ 0] HiHl = Xpqbo] Ao o] 2

A A FESHE 2ol bl PR B U 4
gh4do] obyl M 3 m3HE 2o of ek, 4Rt
HAES] FHA BAS ARE A} HALE 4]
Mol A7l 7o nhd Balol Fa Felolehs A
oI A](Amett et al., 2010; Keller, 2013) u}-A| & & ¢ of A]

Jefat 4 o A B THE HpA e,

e dA 9 S adtof gt AP Aol A, axH]
A7t @ ekl G5 faf Aol 7hA 3 gl
Hie Age] I Azt 22l A== Ast
RS hAY A £ e i AR U
Z tH(Kwon & Lennon, 2009a). =3}, Park et al.(2011)-2
FEAA7E -5 FAH Y AA EREo| n| A= FF &
e g, AnA7E $ 5 A A B
FEol thet R A 4o 55757 Wil -5
A o] AREA Bl o]u] x| 7} AA| H Eof A &
2288 5 gtk shoich 53] 915 A5 4
, A B ETE o <58t 4] & s -5 A B
9] 333 § 97} 7} A Vel th(Park et al., 2011).

AR A el HAE) 9w $EAA A
A B =oF A o] AA| th=A] ¢h2 Zlolth AlX 3f
A ztoly Bz HE A4 A= g Y o
ol §-5I ol |3} v]u]stn] HAT ol sh
TH(Yu & Shim, 2016). o} 7b2] A1 5 41 T #o] o] &
WEo] A ES Fuld Ao] Qi AuAE HAAY
Z7] F8Ato] MEY s AR FAHET, o] 50
AR 4 B Aol BAE A ol e 2z 214 o
Al “tizpelo] B 41K ol 1 742 o] ghal Kotk B
23 R 53k LA F o] & ¢kti(Shim, 2017). wlabA]
A A T Aol BRE) o S melel 5
A& Sl L AFS 2uAA eE AT, {5
A Rlol e Avl %ol WA Aldo] FHOE 2 g5
of A% A ) ko] B A Fo] gt 7hH) 2|2t
ol 71%] e ake v A % ek,

7H4 1.

o,

M Ho ot @
lo

tpely 1

—_\C_): A }l‘q__
gt Az 7hA off A A

744 10] A" A, HAE AT A 7HE 71
o) 519 A9 7 BAE oA o2 AEste], A4

oz g ezl S dAll gt EHE 4g 5
olw 2} ¢lo] 417 A Txfol Hal= o] Ao of
T A7k 7hA] 9 oW Ao FF& A=Al 7e
St} ek

N
~

AIFI T CIXtO | HEHEO| KIZofl CHEH X[ 24 7t
X, B, FOH Q= 7 A 2| S 0|8
2 g A T xpolu] B & Al Fof gt 21 2HE 7t
o]0 A= &B| A} Fuf YApA A o] A A o7 G
= o, o3t BAE el 4 5 o] 29
sho] 7Hd 2 Akt el 4 A ol 2
, O, 5 I HAE & olsfsty] s NEE e
JM%lol o e BT 7t AdE 2S5
7] F-o7t H= a4E udd o] 24 F2E AAIRH
Ch(Fishbein & Ajzen, 1975; Montafio & Kasprzyk, 2015).
3ol 4 g o 2] T2, WES 714 2 Aol
o % W4 W5 o) Lol ], W ol 1 A% of
o oo} A48 A 2| Zko = AR R 123 b
E7 A= 7IAR I ol et Alde] I3
n] Zch ol vt Aldolgt 3 9] o] Aut) &4 o
gt H 7}of H]FS = 4 & (Montafio & Kasprzyk,
2015), 8| 2p7F A1 g A g zfol Y HAE Al ES
mjste] = Weto| A= e idol = Aol et
B7V7HE, AEY A2 7)) sl gt Al e =
" 4= Aok whEbA Aol thgk A1 2HE 7hA] = A
o] t) 3l | = (attitude toward a product)E & 435},
B == t}A] Lol 9] T (purchase intention) o] & 3F-2- 1]
A o F o2 o]ojd ThgAd o] Ert

Pzol gt 4lge] 2 5o gt i =& o] &,
3Y5oll et Bj=7F thA] 5ol e = oo A= wA
= A2 o Weto) of 2] AP Ao A S E o] gt
kvt A" @ Ao HE Ay Aol A, ol &
o8t= e PA EHES] Bl ko] F Y AHA
of thet e ol Y= P AL, F ol et B e = £
BEE AlaLshs WA Y55 3L (Amett et al.,
2010), P ol roldt= B = 7F A A F ol
et =5 A5k dl 7]o15kaL, Aol gt el =
= A Ff o =& o] Bof Wtk WA = 5 vt
Q1 th(Nabec et al., 2016). A1 2] 9f A ] z}o] ] HIH = A
9] anjA P FE ohE AP AFo A e, AlE
of] thgt 7FA] |2} o] TheFat plo] Aol thet i =
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PRIl thal ST Bl 23 99 AL 2
3}7] Q) 147 B3t o 2 o|Foj7] oz gkel H =
A1 'd (offline brand belief) %] == (Kwon & Lennon, 2009a)
= ALgat Tt ool A SRl A AR Akt
2 7|AE YEE AAFL o] 71 AR SR of
&5t= -5 A A 7F 22 vl Qo] u & (shop-in-shop)
2 o] Aul5olA A A T ol AEL B
L5y s Aats Uee ga g
(Fig. 1). 222] 7] 4H8 218 F, 0] 414 341 Tl zjo] ] A4
Foll thall SHA7E ol | Bh-g-& Hol =] ¢oli7]
A3, X 2+= 7FA] 197 E3H(Sweeney & Soutar, 2001),
A&l o st g = 571 F&H(Spears & Singh, 2004), <0l
O] &= 37l E3H(Till & Busler, 2000) 2. 2 =745} T}, 0]
Ao A At A5 B AsgAtol A 7t
A ATEHAeH, 5 2AE A=A
A vpA e AL 7boll= A, A9, ASAlL E B

W 7HARES B AT AT 3ol Al E ek
ofo] A A A|F 2xv] e S Thetstr] ffsto] 4
A#E d B AEHE = om, AR a4 tzpo]
Aol thet B =t il =, 8425 =tk
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kHl

% 1987 0] o] A}o] Zelsto] 1A THs T AR B
Agoh ek EEL 10899 G490 2] o Yoz
FAE o] oA M mA T8 BEE BT £
A HA] 204 7] SOM|7FA] L= A] R ESFRAIL %
T 39.46 4| 2 Ve T A Ho A AL AFA}
7} 384% 71 WL, 001 A A7, A o
et SAA A sk A= oAt E2A
9} 1] 1.3 -& w(Statistics Korea, 2019b), th A & A= &
ES whedelit A8 AR A 02 gol 27
S oiek. 4121 4 Tl ol of d gk 2| Lol F2 A&
o] AFHEts AL 118 3HH(Oh & Nah, 2015), =&
HAFAEO] o] & AlFol AT 7187FH Bk= A
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AEHMT CXtOIL, _ oflA SXCH
£DA|ZH | 2017. 07. 25.
OOgE OO0 7|t
23 250 I X A CIXto|{E2| Oto|HE 20t 'SZtTheNew'E ZHDIC.
SUTheNews U7 I CIXpO|H BHE F 7|E0 Of YHSIX| UUE HUEE
oz FECh UX mH CIRto||7|2] BHE HE TJ|gE T4 F¥se TV
Z2d0|N ol§2 2T "AE CIXO|HE Ch= &7PSte], Jof2z Me2s M7 md
Cixto|H&2| oto|de 2t X2|oAf & 5= UA| =IUCE

QF oEYe e € 8= Y IMEIE HIRT CiFe Z2RH IME ¥
8oz, 2 YA SAAEQ 0|50 IED ok @E A o= j¥eE 2 1HSS
CIxto|HE0] X¥ ol A=lo|n, YFste T IHH CIRpO[L{<t o] & Azt

E2Y0|d EIMEE MAte S00FOH P& FYsHs A £t 7IEHEI‘- o[ Eo|Ct
_ HRIARJfUEC EF BWE "3ZTheNews &7 OHe £ QIQIE U MT M
CIxto|d &S| 7g EXlE oto|de DiEoA 2t = JA=S f% B OI2, "N TH
CIRo|H &A= Ofg H2E S CIXto|HQt HMEO AX=E =2 + U= 7|9E,
2HIRHOIAlE OHZOIAM A B 5 S T A CRo|He| XHEES Soff ™ol Zat

A

OFMQ B
O¥de #@2 +

UAE 7I2E NS

Zo[c2t

H )

is replaced with the brand name of a mass offline retailer, which is an answer of a respondent's favorite one.

Fig. 1. News article used in the questionnaire.

o2 HAlrh d Ft A&
ot 7} A A5 H th(Statistics Korea, 2019a) Tt
2ol 498465 2102 Uehh A LE AT
S A9 AFAL A o] EUHY
7] Wil ¥ B+t SHALE JA A S oA
s ste] Lrehy Ao mal
ool A AE % B
mist7] flsf 7H of-8-5he 2
§]_7<4 tHﬁﬂU]_E /\_LIE O]’E =N
Ehgteh A2 1 74 AE A E e
Holgick ALK 34l Cixol ] AEE o
= SHAE 47 (22.2%) 2=, A F7HA]
FoReh T SR AR A T Aol ] A EE T
WSl F 0 $EAR R LS ), 9Eko]
203, &2 =o] 183], AZ 7 0] 103], oF-&-3l 0] 63, tf
FHulE el 9 A| 7 3E(pop-up store)7} ZF 53] AFE
o, MBI} L Eo A AR A T Kol A FS
A FE = USE L 5+ At

52 FA3MA

3P o2

o Hr B
rlo rlo Fé’i' )

T
s
 do 1o
1-014 Ol'm :lﬂ.l
o 12
o
filo

=
2,

__)‘i:l‘
Ir

lo
2 gy
ol
M o
R R
o B3R
M—QFELJS‘:-H

]_

==
e

%

i

oft
F:‘,.I
w
~]
S

=] ehg

ox
=t

A A AR, olo]A 7k AA 20w AFFYCh
IBM SPSS Statistics 4~ ZE o] & &85},
A ez QolH A F2utE oulgl A&
242 Aestglch.
Hmehd S A §18h E A 8 ol B A of A
Ao w=yat TR s 58S ALgetdh B3,
ol = AA A o] 2A o 2T} A S A
Hi= Zlo] vl A 5}7) ) 2o (Matsunaga, 2010), T
A AakE argfste] 29l 5 a4 sklch
3] 1.00 04 7] % © &2 AH= 1o A 7] F(Kaiser
criterion)> 9 2] AFEE 7| = AT Y Aol gl
oty e, T3] i i]ﬂ 1.00 m|Rtol2bal siAf =8
Q 9lo] ofy 2far Wk 4= .0 & & (Fabrigar etal., 1999)
X3l okt Euga Qe At mE £
FH 27} 30 o] 4ol o] 71 9] 2elel gk AR A=
30 0]8}el ¥hae 8 9127} LrEbS ) A E o] 4
3 wEegdo] SrE Ao g mokth A
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Ha! QUiol RSOl Het MEQ] M X M CIXH0IH B8 = XIS 0l THst
XIZHE JbRI, B, 70N OIS 0l DIXI = 2t
SAZ A CIXI0IH B0t HE @il RS2A ZHOIE s 210 Wt(iiM-
.z =TS e 247t o 8 BAE AoTE 4G
olmz A7 AN Yol BA YA Ao B
1 MZEIEN o A A kgt olo] 47| HAR S 2T RS w4}
AlskaL, F2 97 o2 29l 45 37 = 7% 5}
OmeQl HAE A HEl A2 AE HES BN 8R4 Sastgch I 2} <Table 150
B A BARY 480 T2E kT FE AN YL A 25 UFol o B2 O WA Yt RG] Fol
5 B 2 (Kwon & Lennon, 2009a), B4 2] @ Q1 E- A 4=3) Los QORI EEEQn Zt Qo g 2vs o
Al QR 5 4/ & 18ttt 47 @1 9] =4 KAl gk B 70 o] F o 2 LrEhL, 2 2 O] Bl 4] it Al
H &2 60.06%% 0w T @ ot R 7} ekt 1 o] R E ]It ZF 2 212 Kwon and Lennon(2009a)
Sy A7 B S St A 37 2@l e o] Aot /A U= F /fF(merchandise), AJH] 2
SHEFET Z2 2l AR = o, AP Ao A (service), 3 3= 2}7](store environment) A} & = Y 1g
Rl @l Aol 5 HYlth. o] o A7| e 4 57 skl
TS 7HA AL 29 5 Ul 2 sk F A A 8 A Zke 7= F2/E, A8 A, 7HAgR A, A
A4S oAl s E Y, 57 2&e] 17 8.91e 52 7}x 9] 489l F+2 2 o] Fol F okl WE £ 7] o
22 Foh 247 237 232 HES Ay =oll(Sweeney & Soutar, 2001) 891 =& 471 2 117 5}
A HEE W8 o= o] R oA LTkl b I A A @RS skl 1970 27 5 770
= _ Y A7 AES Fordtth). SEA Y =% T2 RG2S A= A2 YEhH(FEY =
= oA B el Ao B Hok A A of W7 2Ql& FAT 27 =, o2l adlof wApA
Aol & 245 sh5ol SER7] &l 8d+t=7t A 370 £, ol alof = FSskA A A= A ob
At Aot oh= A yehd Zl oz B, 247} 1I7) &3, ol 2A o2 dugle B ES U 1 &
=3 £ AT g2 17 2 e 2 a9l D), o5& A A o] 2A o & B Q= w3
SEANE DS FAH QAL AR BT ¢ Folk U KATEN EEY K FH 8
At BE £Fo| o HOE A YL BA/H F  ARAS LA <Table 250 A 2 4= U, Swee-
ol © a2 EEH ek 2y A7 ney and Soutar(2001)2] 4891 25 @3t om, 2}
e 27 Babe) AENLS ouigro] 6958 7] .91 AEuE Shukgh B 70 o 4O Lheht
Rt ol 249 YHAgo] BANSAC vt o] ehga W Al Ao BA] gl Ao Kokt 2
ok 5290 700] o} 23 FulH 28 RERE 8912 Sweeneyand Soutar(2001)2] €179} ATHA 9L
7= oY AlRE, A& 57 =3 5 3705 Al A R = AF8] 2] 7} (social value), 712 2] 71| (price value),
Table 1. Exploratory factor analysis of offline brand belief
Variance
|t | Espine | ot
Variance %)
This brand's clothes are stylish. .88
Merchandise | This brand's clothes are attractive. 78 4.73 (2;3:53) .84
This brand's clothes are up-to-date. .67
Salespeople in this brand's stores are helpful. .84
Service Employees in this brand's stores treat customers well. 77 93 ( 52 } g) 79
This brand provides excellent service. 43
The interior of this brand's stores is nice. .88
EnViSrt(())Ifnen t This brand's stores are well laid out. .58 .90 ( 5;23) .76
The shopping atmosphere of this brand's stores is pleasant. .53
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Table 2. Exploratory factor analysis of perceived value

Variance
Factor Factor | Eigen- | Explained % .
Name fem Loading | value | (Cumulative Cronbach's «
Variance %)
This product would help me to feel acceptable. .89
This product would improve the way I am perceived. .80
Social - — - 6.67 36.01 ]7
Value This product would give its owner social approval. 74 . (36.01) .
This product would make a good impression on other 69
people. ’
This product is reasonably priced. .83
Price This product would be economical. .83 118 17.40 "
Value This product is a good product for the price. 72 . (53.41) '
This product offers value for money. 45
Quality/Performance | This product has an acceptable standard of quality. 1.00 Lo 6.19 .
Value This product has consistent quality. .61 ' (59.60) ’
Emotional This product is one that I would enjoy. 1.03 4.61
75 78
Value This product would make me feel good. 44 (64.21)
E2A/A5 7} A (quality/performance value), 7+ 2 7} sjAst 4= 9l o, et 71 18 A A 4= Qo).
) (emotional value) = ™ 55} ef. CICEREE L TESNER LR
Al Zoll theh B = S o e = o] 24 Aol 7l 7 A= Aol AR s HAtely HE A2 A2
Jd ®op et 7 Y L2 2 o AFE] o] (Spears & E 7FAof n| A= A A auE ﬁéﬂ AR wE, B
Singh, 2004; Till & Busler, 2000) .21 5 17} 2 14 = Al 21 ZbE 7] Q) 31 2P 7 WA= LA A
shof B A 8 Q@A ’“B”OP"*E} I A = o OS2 4= Qlk ol 5 FAlEL] e ZH AL T BAE

goloz & Holk 7S el oy, a2uts &
gk 9 A .70 o] 3 O = LrERL: A e o] Bfd i Al
432 211 5} ¢ TH(Table 3)~(Table 4). Z} 221 9] o] &2
H écaj/} AN L E A Z o g5t gl =t o= 2

fE ezl f-FAA ol thet B e Algo] Al
2 oA g Aol BHME A &0 2| 2HH 7hA] o FF
= UAtE BASCHE ) AFIAEHe R HS
r AT i exekdl fEdAlol et He Alg
2 AR R A ExFolq B E AF ] A7 7R of
ot A A G vA = A2 e THp=46, =
7.20, p<.001; R*=21, F=51.87, p<.001). o] A1} E E 3

0y exebel SEAR ) e 2ul2he] A= Al
gol Ae4E 1 G5 o A4 sk 417 o4
Rfold HAE A ES B 7HH) A A Zateka

w22 G5k AE 3 R4S =7 A A s
<Table 5>l A L A5 & = 3%, AFY A3 4 7}
2o YFES F= BHE AGO (P2 AFCR &
2 TH(p=31,p<.01). A FY 712 A 7t 2] o FF& 5
= B E A1 o] A& A H| A G TH(p=24, p<.05). A
=9 E4/45 P7\]°ﬂ Oqf%% FEEA=E UG F
6,p<.01). px|} o &2
x]0ﬂ ‘I‘Uk* %E%E Ald ] 2
ATH(B=26, p<.01). ThA] D3P, thy 2
GAN Y A Aol gk Ad 2 1 3ol
A%l A tpolr] B E AF Q] AHE]
& 7M1 2 & A A ot Y ezt
J1 o] Au] 2o gt Ald-2 A% A o=}
A&l 7158 SHAACHE, F4/7
A =725 gheh g ezekel f-5AA
2ol ti gk Alg -2 A A ZHE 71R] & of
= T A o] FR6HA] gkt
g d f Aol B E A Fo) gk X247}

K
>
I oo

ox
Jﬁi 1>

0>J2
_';
o
3;
P
?

Jﬁﬁjﬂztoniunﬁ_z
o

-0,

©orlo o4 o
oft > & -

rlr ofn

F

N

d
o

T N

I
i

lni

rﬂLglﬁEeriilﬂrﬁérﬁ
AN
N
R
;O

Noox

]_

e le
:&: i;

et
R

—-788 -



e QUEgo RSRMO Hal = ﬂ% | &1& M CIRHOIH EeH= RIS ol st
KIZtE JbAL B, L ORCI = o DXl = &gt
SAXIHA CIRHOILH He = ot (e SE“E}Q FSM 2HOIE &0 M-

Table 3. Exploratory factor analysis of attitude toward a product

Variance
Factor Factor | Eigen- | Explained % .
Name ftem Loading | value | (Cumulative Cronbach's o
Variance %)
This product is appealing. .84
This product is good. 81
Attitude toward a Product | This product is pleasant. 77 3.48 (2123) .89
This product is favorable. 77
This product is likable .74
Table 4. Exploratory factor analysis of purchase intention
Variance
Factor Factor | Eigen- | Explained % ,
Name ftem Loading | value (Cumulative Sionkec
Variance %)
How likely would you consider purchasing this product? .86
Purchase . - - - 65.82
?
Intention How definitely would you consider purchasing this product? .85 2.31 (65.82) .85
How probable would you consider purchasing this product? 72

Table 5. Regression results of the offline brand belief dimensions on the perceived value dimensions

Dependent Variable Independent Variable s t R? F
Merchandise 31 3.46%*
Social Service 05 52 16 11.87+%*
Value
Store Environment .08 91
Merchandise .03 .36
Price Service 24 2.57* 13 9.36%*
Value
Store Environment 13 1.47
Merchandise .07 .76
Quality/Performance Service 26 2.86%* 13 10.78%**
Value
Store Environment .10 1.11
Merchandise .26 2.91%*
Emotional Service 06 72 18 14,01
Value
Store Environment .16 1.87

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

A7k A E et eme] GRS Mk AE AES AZE 7S 3 AlE et 2 b
CHip ARsAEA R A5d AT AR WA Aol lelateta A 4E 4 9]

Aol HAHE A Fofl ek X ZHEl 7Hx) & 1 A Fo 714 28] A Ao A Lhok7k, A1E s T Aol 1
e B woll Y GG v HOm(F-62,=1091,p< W= A Fol ek 2 2hE kA 2] 59l Aol 1 AE
001; R*=38, F=118.98,p<001), o] of ue} 7H4 28 4 of ok e o] v X1 ok FA 402 galat]
A 4= 9lek. o] AW, A2 WA tAelu HAS 913 AYE LA F7h AASHATE <Table 6>0]
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Table 6. Regression results of the perceived value dimensions on attitude toward a product

Dependent Variable Independent Variable p t R? F
Social Value -.05 —.66
Price Value .30 3.93%**
Attitude toward a Product 41 33.76%**
Quality/Performance Value .20 2.82%*
Emotional Value .29 3.97%%*

**p<.01, ***p<.001
LFERLE QS5 Aol tiRt B ol Y32 = A2 I AR s Y Abely B = Aol tit A2 7F
7FA] &) 22 A2 7HA A 7FR] (=30, p<.001), A 2L BAE oF AL 2ol A gAY S, 75 A A
A/ 7HA (=20, p<.01), 78 & 7} (=29, p<.001) of Aol thieh kAl Ag o] A% sl Hxfoly B
A Ao 2 etttk AlE2) AFe] 2 7EA] 7F Al Fofl o H= 111%94 AF2] A 7:.”@*4 7}71]— Fol= W, £-%

S e of U] X = JFL F25HA] THB=—05, p=
Sy o] AR, A1 A fRpol | HAE AE 2] 7|
Zrd 742 5 71, BRI S, A S L AIE
of th3t =7t FH AR YA EEE FAT AFE
o] Ab3 A 7ER]| 7} A E o gt ol )X = FEF>
EEYsItE AS o+

R ESR=PUEIRS E = A Zol gt e =7 +
o] = of JeFe v Atk A S(7HE 3) AE 5T
02 ASe A3, A F digt e ool =
of A2 Jg-S u = 7o 2 YelGth(p=.56,=9.53,
p<.001; R*=.32, F=90.86, p<.001). whe}A] 7} 3 & 4|
A A 4= ik B AuE 53], AR g A o zjo]
BAHE A Fo| et Y vt FPDFE T A
e %LHH SFALA} k= AH| R} ogFo] o e xITh
o

o Aol At 414 A iAol Y] AL} oY

osetel B R 1+ O] et Y exet
QR EYA N hat 2p|2he) HAHE Aol 1 5%
QAN sk A2 w4 Aol BUE AE

A% ARE A 394 9T AR A

SrR . olof w2t AR s A HARol ] HH=of A o
B ezl FEAAT TR Xﬁ““‘ T A=
A& A5 T3, o] FA v]A7} A 78k Alx
g A H Aol B = AlE0] 7FA] = Aol Hiek =
o2 Ql B =2 ofoj A H, ypol7} il A = F itk
© 489 A& FeH s olEol LAsk AF
Atk ob2 2, iy ezehel Fe Ao HHE Al

1;10] A Z] _1HA:] T;]X]—
}ilalﬂol“ HAE
Ojl%‘;%‘:h ’ﬂ%l JH*& EIXPOM B AlFo] gt 117‘
H 7FA 9] 5h9) Ak F 7HA A 7HA], 4844 7HA,
AR 7HA7F e S AvAE L AIE dEl o
A =5 7HXIthe BA A HEch

AFAIE EURE shE 2] AAS AlAISH, 1)
A" o] detoz oy exzepl fF Aol A
A # A zpoly EHE A EL Lofsls AR}
W= A S Fubel ta| A YT olRo 2 An 7}
otk Ag BolEoza o 48 WelE
% qhﬂaﬁzﬂﬂwtmﬁqﬂ%

Asto] ojd AF &2 Bl E A
Nek o 2 32t} o] % X|(Kwon & Len-
non, 2009a; Park et al., 2011), v} A & & S84} 7+
Ao BHE A4 Bt P o2 YEhE 57 53t
of tigh A= ARt ol et o] A+ A= vHA
E] 6:1?:—]9,] UHE]—O]]A{E HIg= ;(]_A}o] = EH-&] _gﬁa]_
A FEHATE ob2] B = Aol & LA UA
O A 2] JHA:] E]x}o]q Haﬂ:4 B30 2 285k

>é
T
© ok
"ot

1

15
T Utk AL Flstarth o= vAI" F ol Y
S g5 A|ALSE A8 o EE(Ahnetal., 2010; Amett

et al., 2010; Keller, 2013) A X|3}= 2} 2, T3 G 7}
o|29 2 s WRthe dolA dedor
7\ofate

ik, A7 A Aol U] B Ao e B}
e el 4 W% ol 2ol uhet A Eo] A2t 7
7F L Aol tigt Bl =l 3 A FakE v A AL AlE
of et Bi== thAl o of7| A7 = A o=
AtAT7E et o]t A= B E ZpAE 4
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1501 &2 IHM CIAH0IH EeHE ME 0l st

KIZtE JbAL B, L ORCI = o DXl = &gt

e QUELo RSRAMO Hall = &
SAXIHA CIRHOILH He = ot (e

QU RS 2 ODIE 210 WA -

Fo| Hl=3 HRES ThubAIE B o WA g
2 & P& o] 2o WA E AZE3T A3 AT (Amett et
al., 2010; Nabec et al., 2016) A1 2] 9 A t]z}ojf Bl =
AlF 0] aH] Weko| A el A 5 o] 25 283 Al
3 o L E(Shim, 2017) Z| | gtc}. Esh B = RPAF 4
o] @A 3| zpo] U= AlX g A tiApoly B =
Ny ezl F-3AA AR F A o] et A
T geld 35 o] &o] A& 7hsslthe S Hole
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