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Abstract

Purpose - The purpose of the research is to identify the demographic characteristics of the customers with high private label
purchase intention. According to the previous research demographics such as gender, age, income, and residence type
affect private label purchase intention indirectly through psychographics rather than directly. For instance, higher income
group is time pressured, price-insensitive, quality-sensitive, less likely to enjoy shopping utilitarian products, and less likely to
be variety-seeking. The main contribution of this research is to verify the results found in the previous empirical foreign
research using scanner data and to investigate the differences of the characteristics of private label users between Korea
and the foreign countries.

Research design, data, and methodology - In order to empirically test the proposed hypotheses, scanner data of a Korean
major super center was analyzed.

Results - Empirical results show that private labels are more favored by old people over 50s, dwellers in individual house,
lower income group, and frequent store visitors. Age of 30s, dwellers in the apartment of 30 pyung, higher income group,
and consumers who purchased a large amount are less likely to purchase private labels. Gender turned out not to affect
private label purchase. It should be noted that there is a significant multicollinearity among independent variables.
Conclusions - The research findings provide managerial implication for retailers’ private label strategy. In general, retailers
heavily send private label coupons to the customers with high purchase volume. According to the research, however, store
visit frequency is much more positively associated with private label purchase than purchase amount.

The study has some limitations. The samples are only consumers with private label purchase experience. The data were
drawn from one store and only 8 commodity products were used for the analysis. Also, if more demographics were
available, a more complete description on the private brand users’ profile could have been derived.

We propose the following future research. Research using the data including consumers without private label experience,
research investigating direction of causality between private label loyalty and store loyalty, and research using hedonic
private label products such as TV and PC could be promising.
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(expected sign)
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no relationship H1(no difference)

store loyalty(+)

enjoy shopping(+)

time pressure(-)

age shopping maven(+)
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enjoy shopping(-)
price sensitivity(-)
income qual!ty senS|t|y|ty(+) i H30)
variety seeking(-)
time pressure(+)
brand loyalty(+)
apartment size perceived storage space(+) - H4-1(-)
house perceived storage space(-) + H4-2(+)
purchase frequency H5-1(+)
purchase amount H5-2(+)

4. Mz0T
41. Xt=2

Heot 712dSE 2o PE|LtEr o HYnE(ADE)S| §
Lte| X|Hel 274 mid H|O|H7t ARBEIRICE = =22 §
Ho| selel QtEAY £F0| PL M2=0f DXz Fg=
=45k A0|7| WEo 7HR F=2| 0§ H|O[E(27H i
2 HoIH)E S HIOHE 240 AH83SIALt Atz +4
7|12+ 20144 12 2E 2016 12g7tX| 21H0|C}

—_

HE2 OEQ o XFHUA At 2 & 1,0228= 2
TEA o Qo 2E B2 FEA2O A WY T A

M, HUX, HYX|, &EF, 2HH, 2], X=X, AL S F 87Y
AE9o| 7l LfY(scanner panel data)g &4 XAIRZE AMES}
ULy AF2|1Zt 5 BE0| ATIEE HESH SI=& 180,9930|
o, A4t E=9| & FijHs= 20824022 0| & PLO
Hellz=+= 17,1430|C}.

X272 =EE ADE XE2 &5 2" TAIEAM 0|20
= AOIE 20f| BOLEQ} COLE, 12|11 D7t YT UCH
2 XFEE 2006 ™SI ol OjE A7|= & 15,180m 0|
C}. AOKE QIZ0j= BOLERb COLEZ} QUSL} BOLEE AOIE
ZE2F 5km, COIE= 6.6km EO{X Q0{A| dfLto| M=o

23317] o@D, DfHE 7km 04 HO{M Q0 HM=z= #
DT ADLEO| W L M2t O] X|ge| 3% HZS2 A
OIEQ| DfE0 FE2 XMA OX|& Ho=Z MEtEM 2 A
o| EtEdE s0ECID & 5= UL

4.2. BiZ=0| Kz

QRSN HRTF PL 4E 00| OXE YO YES
2AEME A0 &5, LI0|, OMItE E==7t PL FO4E0] O]
K= ggo| X $H4=F(monotonic function) ZA7} Ol 74
O=F LIEtL} O] H52 OOz WIS 452 d
45 5,0002H O|&0|H 2E, 3,2008H 0|4, 5,0000HY OJ
PHO|H =%, 32002+ O|RtO|H S5z ERISIUCL FXE
OfSE ZYK|ZE 2197t DAO| oY ME 5 WEIHot B
£ 489 FF0MAS AESIAUCH

SEHFQ PL M= M 7H2l HeE AMSSIRACE PL
TOHEIE HE2 871 A7y HMEQl & F0
TFOHIES, PL POIE HIES AT O XZBo £ oY
CHH| PL FLOHEFS, PL 3% HE2 AU ME2 & 70
2 oyl PL 0 22 FolSHC

>

=
re
H
i
o
T
—

o

<Table 2> A5 @T0| ALBE HASO|
2ol

tot 71287

r

Table 2: Descriptive Statistics of Variables

. minimum | maximum standard
TR value value average deviation
age 22 86 41.72 8.223
gender 1: male | 2: female 1.63 482
income 1: high 3: low 213 .545
4: bigger
apartment size| 0: house | than 40 1.89 1.085
pyung
purchase
frequency 49 575 177.10 89.735
purchase | 4 975 106 |51,825,672(10,975,909.85 | 5,263,452.69
amount
PL purchase | 94 1572 16961
frequency ratio|
PL purchase
unit ratio 0 .89 .1007 12441
PL purchase 0 80 0969 10386
amount ratio
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Table 3: Table of Correlation Coefficient
PL PL PL
purchase purchase over high |medium| low |purchasepu
ﬁequencyﬁ:‘l:fhr::g amount (9ender|age30| aged0 | ageS0) apt10 | apt20 | apt30 | 5 | hOUSE |jnoame (income income|  visit | amount
ratio ratio
PL  |correlation " sk " " " ok * . " .
rga%%%%% coefficient 1 .946* | .886 .006 | -.08* | .036 |.063*| .007 | .016 | -.096* | -.014 |.089**|-.084* | -.054 |.099**| .056* | -0.89
ratio sig value 0 0 0 842 | 009 | 249 | .046 | .825 | 6 .002 | .648 | .004 | .083 | .082 | .002 | 0.040 | .004

pur;Lase gggﬁ!g}gt‘ 946* 1 906" | .017 |-.09**| .033 |.091**|-011| .002 |-.077*| .002 |.089**| -.047 | -.05 |.090**| .063* | -.051

unit ratio| sig value 0 0 59 | .002 | 298 | .004 | .716 | .939 | .014 | 94 | .004 | .135 | .099 | .004 | .044 106
PL correlation " Kk e * *k ek * ok

pg,%cgfﬁte coefficient .886 .906 1 .014 |-10 .047 |.073*| .001 | .013 |-.110**| -.007 |.110** | -.077* | -.050 |.109 .050 -060
ratio | sig value 0 0 .653 | 0001 | .13 | .019 | 97 | .67 0 .818 0 013 | 114 0 .059 .056

correlation " ok
gender | coeffcient .006 .017 .014 1 .027 | -.037 | .014 | .013 |-.022 | .007 | -.01 | .018 | -.018 | .01 | .001 | .073* | .083

sig value | .843 .59 653 .39 | 232 | 665 | .686 | 478 | .833 | .757 | .576 | 574 | .757 | .964 | .019 | .008

correlation * ok ** sk * ok * *k - ok
age30 | coeficient -.082* | -.099** | -.101 .027 1 |-.726**|-.388*| .016 |.152**| -.042 |-.069*| -.132 | -.032 | 0.1** |-.089**| -.087 -.042

sig value | .009 .002 .001 | 39 0 0 |602] O 181 1026 | O .301 | .001 | .004 | .006 | .184

correlation . . ok
aged0 |coeffcient .036 .033 .047 |-.037 |-.72 1 |.352* .001 |-.050 | .042 | .03 | .005 | .053 | -.032 |-.001| .040 | .102

sig value | .249 .298 A3 232 0 0O |.968 | .111| 176 | .343 | .880 | .09 | .303 | .978 | .205 | .001

correlation " ** " ok ok o ok ok ok * *
age50 | coefficient .063 .091 .073* | .014 |-.38**|-.352 1 |-.024 |-139* .000 | .055 |.173**| -.027 |-.093**|.123**| .065* | -.080

sig value | .046 .004 | 019 | 665| O 0 445 0 | 993 | .08 0 391 | 003 | O .038 | .01

correlation k| Kk ok * ok ok
apt10 | coefficient .007 -011 .001 | .013|.016 | .001 |-024| 1 |-.219**-136*"| -.032 |-.108**| -.072* |-.286**| .37 -.043 | -.057

sig value | .825 .716 .97 | .686 | 602 | .968 | 445 0.0 | 0.0 | .306 | .001 | .021 0 0 165 | .069

correlation wek ek *% ek ek ke *ok ek *k ok
apt20 | coefficient .016 .002 .013 |-.022 |.152**| -.05 |-.13**|-219 1 [-579%|-.136**|-.459*|-.307**| .635™ |-0.49**| -.045 |-.083

sig value 6 .939 67 | 478 | 00 | .11 0.0 | 0.0 00 | 00 | 00 | 00 0.0 | 0.0 | 151 .008

Correlation Kk % *k ek | %k | Kk Kk *k Kk | *% Kk
apt30 | coefficient -.096 -077* | -110* | .007 |-.042 | .042 | .000 |-.136™*|-.579 1 |-.085"|-.108" .369** | .058 |-.321*"| .121 .098

sig value| 002 | .014 0 |.833|.181| 176 | 933| 0 | 0 007 | o 0 | .064| 0 0 002
over gggﬁ!?fg’t‘ -014 | .002 | -007 | -01 | -06*| .03 | .055 |-032|-136*|-.085%| 1 |-.067*|.444*|-209*-075 -038 | .032
M0 o vale| 648 | 94 | 818 | 757 | 026 | 343 | 08 | 306 | O | 007 03] o 0 |.016| 226 | 310

correlation . . . - - ok . * ok - -
house | coefficient .089 .089 110 .018 |-.13 .005 [.173**| -.108 |-.459**-.286**| -.067 1 [-.143*| -.65* |.825 -.042 .015

sig value | .004 .004 0 576 | 0 .880 0 .0 0 0 .03 0 0 0 178 .629
high gggﬁ!ifgt‘ -084* | -087* | -087* |-018(-032 | .053 |-027 |-072"-307*| .369** | 444**| -143 | 1 |-47* |-17*|-083"| 015
NCOME ['sjg value| .003 | .005 | 003 | 574 | 301 | 0.09 | 391 | 02 | 00 | 00 | 00 | 00 00 | 00 | 008 | 631
medium ggrerfef:gfé%rt‘ 054 | -052 | -05 | .01 | .1** | -032 |-093*|-29* | 635*| .058 |-209**|.650**|-47*| 1 |-79*| .103** | .006
MNCOME ['Gig value| 082 | .099 | 14 | .757 | .001 | .303 | .003 | O |.000 | .064 | 000 | 0 | 0 000 | .001 | .857
low gggﬁ!ifgt‘ 099" | .09* | .109** | .001 |-.09"| -001 |.123**| 37" |-496*|-.321*| -.075* | 825" | -17** | -79* | 1 | -057 | -017
NCOME I'sig value| 002 | 004 | 0 |.964|.004] 998 0 | 0 [ 0 | 0 [016] 0 | 0 0 071 | 592
purchase corelaion ose* | .063* | .050 |.073*|-08%| .040 |.065*|-043 |-045|.121* | -038 | -042 |-083"| 103 os7| 1| 490"
VSt g value| 1040 | 044 | 059 | 019 | .006 | 205 | 038 | .165 | 151 | 000 | 226 | 478 | .008 | 001 | .071 0
purchase gggg:g}'e%q -89 | -051 | -060 |-.08"|-042|.102"* |-.080* | -057 |-083*(.098* | .032 | .015 | .015 | .006 |-017 | 490" | 1
amount

sig value | .004 106 .056 | .008 | .184 | .001 | .011 | .069 | .008 | .002 | .310 | .629 | .631 | .857 | .592 0
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Table 4: Results of Regression Analysis

coefficient value standard deviation beta
Plf're%l:::::yse PL Qurch_ase PL purchas_e Plf're%l:::::yse PL Qurch_ase PL purchage Plf're%l:::::yse PL Qurch_ase PL purchas_e
y unit ratio |amount ratio y unit ratio |amount ratio y unit ratio |amount ratio
ratio ratio ratio
constant 162 .079 .083 .023 .017 .014
purchase frequency .000 .000** .000** .000 .000 .000 .021 112 116
purchase amount -0.00** -000** -000** .000 .000 .000 -.096 -.102 - 113
gender .006 .006 .004 .011 .008 .007 .017 .022 .019
age 30 base base base base base base base base base
category category category category category category category category category
age 40 .027 .019 .018 .012 .008 .007 .077 .076 .087
age over 50 .035** .032** .021* .016 .012 .010 .074 .094 .075
low income .070* .053* .031* .039 .028 .024 A71 176 123
. . base base base base base base base base base
medium income
category category category category category category category category category
high income -.014** -.018** -.012** .023 .017 .014 -.009 -.005 -.027
apartment 10 -.064 -.055 -.029 0.043 .031 .026 -.081 -.095 -.061
base base base base base base base base base
apartment 20
category category category category category category category category category
apartment 30 -.028* -.018* -.020* .014 .011 .009 -.074 -.065 -.085
apartment over 40 -.018 -.003 -.003 .045 .033 .027 -.015 .003 .004
house .042* .031* .009* .039 .029 .024 .095 .096 .033
R? 212 .225 251
** p<.01, *: p<.05
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