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Abstract

This study aims to understand basic concepts of fashion multi-brand stores (e.g. definition, type, and current state)
and to look into of fashion multi-brand store users by examining the differences of awareness, attitude, and purchase
intention of multi-brand stores according to demographics. A questionnaire survey was conducted for women in their
20s and 40s living in Seoul metropolitan areas, Busan and Gyeongnam areas, Daegu and Gyeongbuk areas. Data was
collected from 417 women through the survey administered between 12th and 30th of September 2016. The results
of this study are summarized as follows. Firstly, most respondents were aware of fashion multi-brand stores and recognized
a store as a multi-brand shop by store display or sign board. Secondly, the result of factor analysis revealed that the
attitude toward fashion multi-brand stores divided into five factors such as shopping pleasure, popularity, product value,
price satisfaction, and product diversity. Among them, shopping pleasure was evaluated most positively. Thirdly, the
respondents purchased fashion items in multi-brand stores mainly for pleasure and satisfaction through wearing clothing.
Their purchase experience and purchase intention in fashion multi-brand stores were slightly high. Fourthly, there were
significant differences in awareness, attitude, and purchase behavior of fashion multi-brand stores according to age,
marital status, and education level.
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Helolla] Blof} gejAl 1S FAIBhkE 7Hx|AH]
Hslo]] W2 Aot} Ad] AurEL ARxIvke] AEsd
= TR T AlE TRyt ofdet 2ERke] i
A7 7EAE A ¢ s ApEsE Al g fls o
g o]g3h= Aol AUtk olgh Amizt

Eo] Wstol wpe} Aol /b= Uk
H2 2 d A5Y At w2 dska 9le
™ AGud 27)ok= k] e HES TAoE Hvf
3l= 3to]i=(high-end) AR o] a2 o] KK,
H. Kim, 2015), HIdle= a2l 7149 ATl
ARurge] o]l FeAL Jlor 200 #He TS
Agst Aol HdEola 9k 2010 k7| REl=
Aol A F7HEE ofuE} 23 Wl FEgA
A YeRtaL glom, o]zt Wl Ee] 71gst #
ool A Fesligtd AR g 743 22
d B 5 ot fsAdE s gltk(Samsung
Design Net[SDN], 2011). T3t ABCrIE, #l2Ro}, 47
A 5 Ak AR A= Ee] o] A u
74 2EolE MEoli Al 137)e] tiE Al AFw)
o] Q5o 9o Wl = Al Al 4
4 79 9 WSS 77 UvkKwak, 2016).0]#3F 3
AE A7) BFds Estal v gwde 53

T A3 dAS Askela Sl AAAM s B
o

o]tH(Cho, 2016). F=gF 2Efddtiel HrjEdo]2, o
o= T2 A MEE ol Al 5=
sl 71&58) we 5 A fravictes 2HjsiEle] W
sh g Akl ojAuishyt ol gt

ZulRlEe] Zn|dde] wighe] wkel AR uigo] St
3Rl 9lovt oo et MPATE A T+ 2 Wi o
Z1R1(Kim, 2001; Oh, 2006; Shin, 2010)% VMD(K.
S. Kim, 2010)0] #3 A7} thiolc}, wegh 2n|a}
g5 S A7e nARAZKKim, 2003; Oh, 2009)
I AEZyS(Lee, 2007; Lee & Jo, 2007)0l T3t AH]
A} BE 5402 AgkEo] lo] Al tisf I8t

T gk sk AAl PelaEe] S4e soks) s
A77h Pashha AZE w5 Agvige] Adea
(Shin, 2010), FEXH(Kim, 2003) 5 thaksh/)] H=a
slol Waet Aol vid Aolel HE¥R7} Lash
o webd 2 Ao Bdulel g 2 4P o
£202 3@}, 20400 oS o= WA Ay
ool Tk 914, B 2 FojEel the) dobow
A s AP olbe] B3 olshska sy B
AL 9% FeiHel TARAS Sl 252 F F 9

= 71ZARE AAstaAl st

=

ZHKim, 2008; K. H. Kim, 2015) 5= H|$23F 74419
BABNES gt vpdol} gt & 4 AIX mige s
Aeol=AcHJeong, 2012). AYwhE-2 Fe]H o= 7|
Jo] mgahy] wlel 48] Hols elrle ¢A ¥o
1 H3AF(multi-brand shop), A& EAk(select shop), H
Elif(multi-shop), HE] do]lE  AEo](multi-label
store), HWE|H:= XEo|(multi-brand store), FIAAF
(concept shop), #to]Zxeld AxF(lifestyle concept
shop) 5o &olE0] &850 n|s=gt on|2 ARR-EaL
ITHKim, 2003; S. Y. Kim, 2010; Kim, 2008; Lee,
2007; Oh, 2009).

A2 sds A4S 7 ofe] BAlleE bzt
olve] AFES st HE Wl Hushks v
(Kim, 2008; K. H. Kim, 2015) == 1|23} 7149] 7
ABAEE g wigolt g el PP e s A
o] =%itk(Jeong, 2012). AHEXK(select shop)- 74T
wel g Bl 5 7] ole] malssl thak AzAle)
AES ARJstel ol 2ufgElE eln)gckEom,
2015; Kwon, 2001; Shin, 2010). HeFe ‘tjokst, o}
o, Bpe], Betel ofnlE Ad ‘multiple’olglis
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ofe} g oJn)3h= 'shop'eleh= Tolrl ARt 21z
ofoln] HEMFL FUe 7449l thosl ofolglog 74
= wA(Kim, 2003; Lee, 2007) T ujge] A4S A
3 & o] Bz AJES dvilshs B3¢l uiges
AolEtHKim, 2001). g do|& ~Eo](multi-label
store)v=  TRFSE,  the],  Eife)  oulE AW
‘multiple’, AEE ov|shk= ‘label’, "I&AS 5=
‘store’ Tro]So] AgtE Alxo|2 F2 o] gt 2t
= AEL shte] viellx] gl s F7hvte] o}
d 73} gxteaH of 4 Hsls 52 9= o
A HEHS SmFH(Oh, 2009). HEEAE= AEo
(multi-brand store) = 2=Eo]2] 7AAlel| wlg} tjekslk B
A= o] E-S AEst] ARJstaL o|dt AEER 74
o &3} 3L on|gKS. Y. Kim, 2010). wjeh &
AFAME HePdTel Hog vigor wd A
(fashion multi-brand store)2 vi#e] AA-S sl & 1
Ao Bg=le F Ul olde] s Bas AFolt o
2 714 g FFreE FAE wiIge g il uiol
U 3 A8 dA o e wide s Aojstaal gt

A Aol FEe oeket Aoz WEr|=
st @ Y52 AfEe 5 dS] olEe dus
wHslslal glom(Lee, 2007), S| vheqdat 3ads
ST vk 2vdE e dekl] B B 4
g 73} Z7ko g Walsla JrKim, 2008; Lee, 2007;
Oh, 2009).

Lee(2012)= AR BE5(F43, <14), ofoldlE
E(Ed, opriz=, RIER, S, JFA(H7]
A, TS24, JHJAKIAD, ZEAFA1AY stold=
FE|ZY, 240 24F AEAY, 34 WEd 559),
HAFEFEEA, A & BolZ2elY, 98) 5 570 7IE
< g3t AYF F3S BRIk Kwon et
al.(2010)7} K. H, Kim(2015)& $9 e 24| ule}

=3 Ayuidy slold= AP or BRI
Oh(2009)= HAFw-S sl Al ¢ trlelyd 4
L T2 FAFshe 7199 A X1E Pl wet o))
o, 98 65 7|gdow EEalgr). S. Y. Kim(2010)&
g eI i AR Fhe|ae], 2Eo] olo]dElE
(store identity), WS 2
sto] HAErte ddem ASWy 3 Ad, AR
+GTA 71FEem Weldo] sk X, A Y =
AR 71goe] s X, AR T2ARIAPE 29
sk FElZE Al 71 f99] wskd R, wA JE

froe

Ay, &qte FEFFoR ER3I

Kim(2008)2 AZugS sid7]yd Ax v st
A Ao R ®FsHeler] Kwon(2008)2 71 A
o] FES AMdshE ol wet rfERE A H)
A3 HelpAs Agvigo 2 T8 Eom(2015)S 7]
A3 AR, W o AR, 24 Ao
2 BE3l9r). K. S. Kim(2010)% Choi(2008)= w3}
A AR, sAGA A, eholZ 28kl A,
Hol|A B A, 458 AT T AEFEE=E
EH3tgem, S. H. Park(2014)& ofjo]@i=(A-Land)
s sy AP, ok Ald AFwE, HEH
A - FeERAth Lee(2007)9F  Leest
Lee(2013)& 4% =l Agwi-ES FE]=(boutique)
AR, wWsbd o AP, 478 2=4f(road
shop)o & F3F3irt. Kim(2003)> #Avds 2=
AF, e e Wk Y Fo8 ERsk ey =
AR aAEo] Wskd &S AEskal AR 2
A% 27] wiE Fieh AR wiEe] o]dS AL
= Wz JfHEe As st skgith
Apparel News(2014)o] vept B Hujzt
7R ARuPds A, 343, FUEY, 7154, 2o
Z2eR, & YA, A, AZE] =, obs s,
g 5 2YERE FEsH

APAT AAE TN EH <Table 1>3 o] HF
W FEe A GTFA I} AR A, 2R AR
FAAN N wet EFEAT. FAF R e 79E
A (714, tHE fs 7149, H8719 B9,
nfERAE AYed, HeEEA= ARed, FEA
(boutique)®d A, Mabd f AFYniE, ZE=Af(road
shop), 2to]Z2Eld AR uld, wo]A EY A4, 435F
A¥ugo g EREdom 1 9 ok A
BE Utk B AFelxe A AF(Eom, 2015;
Kim, 2003; Lee, 2007; Lee, 2012; Lee & Lee, 2013)
E v s 2EP Q] dtolde FEAH, Wby W
A (shop in shop), 2=AF AEow FH& &7

sfo] AxlvPgel ATHSIE Ageka A A=
o

o

o
2 e
e oo x0 of,

=\
ne

O

= Agaheirh.
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(Table 1) Type classification of multi brand stores

Author(Year) Classification criteria Multi brand store type
Kim(2003) Store type Road shop, multi shop in department store
Lee(2007)/ . . .

Store type Boutique, multi shop in department store, road shop

Lee & Lee(2013)

Kwon(2008)

Place of buy

Mart brand multi shop, multi brand shop

Oh(2009)

Business entry

Large companies, large distribution companies

Kwon et al.(2010)

Main

Popular multi brand store, high-end multi brand store

/Kim, K. H.(2015) target product

Multi shop in department store, multi brand store of fashion

Kim, S. K.(2010)/

. Distribution type
Choi(2008)

company, lifestyle multi brand store, maker total multi brand

store, soho multi brand store

Department store distribution, fashion specialty store, small

Kim, S. Y.(2010) Operating body

boutique

Type of clothing

Men, women

Identity Trendy, avant-garde, vintage, classical
Lee(2012) Operating body Large company, small businesses, individual business
Store type High-end boutique, multi shop in department store, road shop
Handling item Fashion, fashion & lifestyle, leather
Fashion corporate multi brand store, multi shop in department
Kim(2008) Operating body

store

Park, K. H.(2014) Distribution type

Multi shop in department store, outlet/specialist store

Apparel Zoni Men, women, unisex, casual, lifestyle, home collection, watch,
onin
News(2014) & accessories, shoes, kids wear, jewellery etc.
) Corporate multi brand store, multi shop in department store,
Eom(2015) System for operating

road shop

2. md HEoiEo] chet 21X, Bl H TS

QA ofugh AHLE QlgEtEE W e A E
i e s
2 BUse TEY 5 Qe 7}4 ohipe ojnlgut

(Aaker, 1995). Kellero]| w}=w(as 01ted in Park,
2008) B Q1A= AH|REo] HallErke] 555 o

_—

e Gaste] 1 BAES Poje=S ahs WA ol
2 AzAn & 5 glon, zuate] 7o) & g
BaAEe Ao} BeAso] MR Ao Fro] Hep
B olx A} tharky sF¢IckPark, 2008). o
BaAsd tg oj2] 714 Jus) 4 wWeerhd AF

Tof Al Fa% 43e T 5 vk

Awgell gk A=} AdH JPATE AR
W o 2ok AP A= 2AF A SEA Ui
ol AYmES AL I e (Eom, 2015; Kim,
2001) QJNA=7} =2 AYugL o F/3sE A A
QL elojdi=e} 7= i Al ABCrEE 5]
th(Eom, 2015; H. J. Kim, 2015; K. H. Kim, 2015).
SIA|E) JFFS H|X= FQ 94 AAE AR|ET) 7}
7 TasH argjEojok sbr skl vt W A=
7kl Hx7t ISl A AA JAAETE T Hxe
e 157 S7Fehs AR e THKim & Lee,
2007).

Bl ofd didol thsl] oo A vjsels e
FAHO|AY FAHH o= vkl ShyE AR Eolgt
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AoJst 4= gJtHLim et al., 2006). Kellerol] ¢JapH 22

= Bsd sk Anjzke] Wkl JrkE Ao
E4% A 5o 55 Al wet gt
Zchar 3F9dck(as cited in Kim, 2014). sjAA|Z9] 7-¢-
o|lBxeldF vk, 7HA, E8F B4, AR Sol 7
AA ol JEFS mlx]7]¢l(Sproles, 1979) olzfgt ZuhA]
Jd Pt Felg=E FAdga & 4 Qi

Aol o3k "BE #AH dFE Aued
Eom(2015)-2 ARl v A] ‘Thokst A }Eﬂ%ﬂsﬂ
TH T SEAF ol %7%101 Ll
o AaHRE Fgalr] fg R E
HalelE sk Zlo] 7P &<l slo=m b}E}ME‘r.
ek Hao] o), Y] yaZye] &

o] Am|zte] s oAl TAS Bedod  glom, 7t
7531—0] q_okb—]. HH]}\Q} 71-0 ‘}\13]/\ Q

L R e B = e S <

U= AR HHe| TA A °§50
(K. H. Kim, 2015).

TdEoldt 875 37| AAste] Alsht Afu|=
5 Y53t AR 9 Aeled wEs AR Aol
Al Hol= A, SA14 PsHde onlgitt. o5+
UH6§ 2 o)Eo 3t %ﬂrél, % Sofl ofsfiA] o5 Al

g, ul, 283 A ovlst(Lee, 1994), 283t
*}E‘ﬂr DS BAE 2L Qlo] ARl EAE0] ofF
T Eol] vhdEicHan & Na, 2003).

Tt Anjzke] FuldFel 2HAQ YIS
A AAA 82102 P Es dtalst e okt
st ™(Jung, 2010), AH]=ke] Fruljel] thgh ofA& 5
s, Anjztke] Fufds-S wivishs Zlos Fujewe}
TR E Thlle WAe #AHAde] Qivkal shirh(Park,
2009). K. H. Kim(2015)& AX oA Anj#}e] A
2 ghgo] Fujolug Yo A Anzte] gEH vkl &
A2 Qe vRIvkaL shirk. Chae(2011)2] A-ellx+=
Z2H]zke] SPAR =l thgk i A F=rt Al
oxo THARI JEFS mzItkaL &t

Aol digk 1A, B, FoidsS AR A7
9 W85 sokshd tha3 2t} Kim(2001)9] o]
A= PSS QJABIL e olf= 2] T
2 5o] glo] ol Fols B A & F W] o
olgbal 3ot AR P-S ol8st= olfi= “WEH
YA A @2 FES ] Sls, thekst 2

o] FEE Tet] s, ThRE Ba=o] Aol

—

[ r1r [‘-{U

oA Fog zbHow tiekdt AFTAE 2L Q7
o] ti(Lee & Jo, 2007) Eom(2015)-& Hwje]
W HAo] AFS Fulsty] Qg Aokl skl

ol-g3h= Ao R Fol, Fulil, ABCHIE
o]gjom(Lee & Jo, 2007), Kim et al.(2014)& H]o]
o7 sty 319} H.
J. Kim(2015)9] i7-ollxl= 2 FuikE flal wHest v
o2 ABCREEZL 71 #4aL dlojdls, 3 o= v
Efyitt. 2 Fulshs ofoldlo 2= offF, A, 7P
o] 71 wWskom(Lee & Jo, 2007) Tuigh FEOE
FARe] 7R Wkal TulEEe] 7= 5-109H v
oto] 714 BithH. J. Kim, 2015).

Kim(2001)2 FeE, 2AFs Lo AZmg o] 842
oz A ool i3l Gol A} oo A
Hoh Aulg o]go] weokow nlExr} 7lEAiH A
Hupd o]&-Fo] =haL 20t K1} 20t Fxko], 39
o8 Bgo| B SHA HYuH ol §Eo] =5 &
T Ak olef o] AYmES o]&3sh= MRk <l
2 A AL gl A, AE Sl

R
Z
_]_

im;xw

, %\:{}\k 1022719

FEALH Welow
ot

1. 7=

B A7 20-400 o avjAkEe] s Al
3} T 2 Fugse golslo 24 HARuA
I 54 olsEly] S8 thest e TR

ATEA 1. 20-400) o] Zu)Rke] sl AR ol
ek QIAE okt

AITFEA] 2. 20-40t] A vkl FA A uF
et B=E Yol

ATEA] 3. 20-400) ofd AsH)Rbe] s AR gl
ek Fulel=s dolErt
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ox
o

hdog stk 2016 99 129%€ 94 30
A AEA 45055 iRkl 44075 Skl
hedl B4l SRe AARg AlQId 41795 &
o AR&eFlet. AR At 7 EAsH 54
I s Al tigk 1A o= Thetabr] SfEiME
789 AnE BT d8stglo, AP o8t
574% detstetl 23S 7] Slsl Axduidel gt
e} s EAeM = AGuellA] gt A
o] = 393 tiFoR Akt

ZAIN A JITFEAA SAS Avud, 20t
53.2%, 30THE 20.2%, 40THE 26.6%% 20t) H]Fo]
I e R R 61.9%, 7]&0]
38.1%= ml&o] AAslE HIFe] =2 A& & F 3tk
AKFES S 6.5%, tidtal A}l
46.8%, t8tal Z¢0] 39.3%, thetd A3} o]4to] 7.4%
2 Ueht dvtees astzte] HiFo] 2 e & F
et 2P Aol 37.9% 0% 7P wWgka, Aujxy
19.4%, ARE-2o] 14.9%, T3 12.5%, F5-93 29
o] 24zt 2.5% o2 Urhton 7IEKS.3%) Ae=
ZAA, 34 Sol A A FEE AuEE o
T % BEA 0] 56.4%= 7P wekom Rk 8l gy

A 24.2%, A& 2 FEHo] 19.4% Lo ekttt

7

U

N
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% F

M

g S (-5
e

Lo

ol

Yol

w
]

MET

B odA7e] A A ¥ A= SHE 8y
Apparel News(2014)ol] et B AZud B
7lEo® oA avixtel #EHE 2ol oAE, JUE
g, NFY, Hxzgs), golz e, 4
N1, 7, 293, JE 238E 5 A58l
A w7 2o 377 AfviRe AAsksle
Hull agE 4l A Alel=odet. =&E 3770
ARvidat deATolr A= 9 F=2 sk T
WPA 2170 AR T FEE= AW At
50709 AFMAS 2016 8Y 27U E 99 3U7tH
Mg B S, FAEA Y, A G AFshks 20-40T)
o 75E dPdeE ARG Wl digh R E=AE
st AGuid 8 ZAbellA] 107 o) do] Q1AL
Je o /sl BRI oojds, FolokE, duo]
=, "lolA, ®uif, ¥, d=&, I, §F 28] I
o, 10xE2TR, £9EY, 3032, o ¢ =

R

Y, ghibgle, 2Eldt), duZde]s, o), Sejrst

2§, geud, Adde Follal = AR
ABCPHIE, gl=Ro}, fpulr] o]l7]el] olejgt 2371 HY
e AN R HAEI)

AiA] w3 A ARl tigk QA Bi= Bl
TldE, QTFEASHE welow A= A
of thgk Akl IA|(Lee, 1992)sF A vl 8 <A
(K. H. Park, 2014)%= oju]zAol|lA g% 2371 A
wfrgol] ek 14 of el of3) 1AstaL = vl ¢
doz ZA3srt. A A tiE HEs
Chae(2011), Chae(2015)¢} K. H. Kim(2015)o4] A}-&-
& 2383to 7 PAEIgon, FrjelE= Chae(2015)2F
K. H. Kim(2015)0] AM&-8F 5323 61 2AEA (A
& 234 v}l a¥hE A8 FelEE &
(K. H. Park, 2014), Fuljolo]el #3H(K. H. Kim,
2015) o= Fetlon, JIFEAEHY Wl <,
AERT, ST, A9, AT Bk 2w 74

sk

dHE
1oHd

S
HI

B 79 2ks 42 SPSS WIN 23.0 Z2a38-5
ARgate] AR gL Qe ASA 5433 S A3
ool thgk 17, B, FujdEe] S49S vetslr] ¢
3 WImRA, Mg, Wi, FEAAE Sk A
AR gl thak el ohe] 2hde stetstr] ffste] 2l
e A WA Gobrr] $laA
Cronbach's agkg Ab&stitt. A7-EAsHs S wt
2 A APl gk A, B, FeldEe] AolE

=
= =
A =E

—_

o HEfE| et 2lx|

A4 Bl g A Tetalr] gla) MERA
g A} merEa g SR 319(7.4%),
3 gAw A AEL AL 2] glrpela
8 SEAE 23(5.5%), ‘L Y1 AN AES

B0l glrbelal Heh SHAP 363WET.1%) 0

IS

P

o
>

2

>



e T ol cHt
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Sl

ARl el AuAE 9l
% Sl B Bl 2 D2 Yol 4
s 14 237) A thal Bl Mol Q= 712
A1 2031 ) ol oK el ol ol
SIEP L HE A} 4123(98.8%) 0 2 e} i
| S5} BINY B V) ol g sl ste
9ich. Eom(2015)9] @7eM vl At
o3 MRS QAR T Ae 4 4

—_— =

F

o

ﬂélvﬁXL Hol| sl SoliE #o] = 4127S
2 AAE 237] FAA ¥ A g R E do}
Az} Eoli Aol 9= AR vIF o E ABCUIEY} 4047
(96.9%)22 7P =4 et or I thgo 2 fprbA
324%(77.7%), #Kol 314%(75.3%), =Efdddth
305%(73.1%), FdT 3019H(67.2%), Luo]= 2651
(63.5%), 3 26378(63.1%) =o2 UER A% HGwH)
A5 7 wol ¢4 ek K. H. Kim.(2015)2] 937+
A JAET} H& AYuido] ABCRIE, #2Ro}, o
olh= T fr=vlgol|d Ao} nlssAl YERTE &
3 Ao 3k IR E ol BT} 3190]
Sow Bratn #yupd ¥ olxw Auboa= )

e |

el thsf IR A b ZAFHEATE STEES] o]
# < GaL glent I mie] AFugRlA]
S
A1 EAIA Sl whe g dxuidel] tigk 1]
o] zfolg Lotrr] g8l EAREAF} Duncan A7
<Table 2>9} o] oie, AE
7, 25T Qo] Freldh Apol7t vEhtt. = 200
7} 30the} 40thEet HAwld el i) o Wel &
Aer vlgo] 7jErt), tigkd At o) el =AM

Aoy ol sl o wel QAska Qe Ae & 5

A AGulgel digk Bx=e] SFAES Yopry] ¢
Mol 23t Varimax 3]7-& AA5HS
th 821 IFA7E 1.00 o33l 8RS FE3AS

A LA =) B 288 ALt 2158 sl a3l

A A= <Table 3>3} o] ﬁ-é%ﬂ%, Fr

i

(Table 2) Differences of awareness toward multi brand stores according to demographics

Variable Aware of multi brand stores
Mean(S.D.) 10.51(4.76)
20s (n=222) 12.09(4.31) B
Age 30s (n=83) 8.84(4.39) A
40s (n=107) 8.54(4.77) A
F 30.21%**
Single (n=257) 11.74(4.37)
Marital status
Married (n=155) 8.48(4.69)
t 7.12%**
High school graduate (n=27) 8.11(4.11) A

College student (n=192)

11.10(4.76) BC

Education

College graduate (n=162)

9.80(4.58) AB

Over college graduate (n=31)

12.65(4.83) C

F

6.85%**

*#% »<,001, Duncan test results A<B<C
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ARl 71.36%E Arsislen] AEeg: yehle sl tdstn] dxmidair e a8E S71e
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(Table 3) Factor analysis of the attitude towards multi brand stores

o Uehgth 2 24 82 )2tk K. H. Kim(2015)¢] 72sksl fAKHI

Factor Eigen Cumulative
Factor Item . . Cronbach's a
loading value variance(%)
I feel pleasure when I buy fashion products at multi brand 26
stores. ’
I lose track of time when shopping at multi brand stores. .83
Shopping The multi brand store has many fashion products that I am 2
pleasure interested in. ' 3.97 18.90 92
I find it interesting to search information from and to
. . .81
purchase fashion products at multi brand stores.
I enjoy shopping at the multi brand store. .80
It reflects the fashion trend quickly. .89
There are many new trendy products. .88
Popularity It is equipped with the latest fashion styles. .85 3.80 36.99 90
The products change quickly. 75
When comparing to the other brands, the products change 69
frequently. ’
I feel special after purchasing these product. 81
Product i imi
I think that the purchased products are limited. 77 260 4937 2
value When I find a product that I like, I need to purchase it since .
there aren't many in stock. ’
I am satisfied with the price of a product. .81
The price is reasonable when comparing to the quality of the 76
goods. ’
Price
L The product value more than its paid price. 61 238 60.68 .69
satisfaction
The prices of products are generally expensive(R). .59
The prices of products are higher than the ones of other
54
brands(R).
In addition to apparel products, there are various products and 21
assortments. ’
P.rOdu.Ct There are a variety of products in the store and the wide g9 234 71.36 81
diversity  gelection is offered. ‘
There are various brand products in the store. .79

R: Reversed scales
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(Table 4) Differences of attitudes toward multi brand stores according to demographics

) Shopping . Product Price . .
Variable Popularity . . Product diversity
pleasure value satisfaction
Mean(S.D.) 4.03(1.07) 4.43(.84) 3.35(1.08) 3.42(.71) 4.41(.82)
4.25(1.07 4.51(.81) 3.25(.66) 4.49(.81)
20s (n=220) 3.38(1.08)
B B A B
3.70(1.99) 4.27(.94) 3.57(.64) 4.23(.73)
Age 30s (n=76) 3.29(.92)
A A B A
3.78(1.01 4.35(.80) 3.70(.75) 4.35(.89)
40s (n=79) 3.33(1.20)
A AB B AB
F 12.23%** 2.95% 25 16.94%*%* 3.21%*
Marital Single (n=254) 4.23(1.05) 4.52(.84) 3.41(1.07) 3.30(.67) 4.47(.81)
status Married (n=139) 3.66(1.01) 4.26(.81) 3.24(1.09) 3.64(.72) 4.29(.83)
t 5.20%** 2.95%* 1.45 -4.774%%* 2.09*
High school 3.73(1.03)
4.18(.97) 3.19(1.07) 3.51(1.82) 4.21(.99)
graduate (n=26) A
College student 4.27(1.03)
4.46(.76) 3.44(1.07) 3.35(.63) 4.48(.78)
Edu- (n=184) B
cation College 3.80(1.03)
4.43(.89) 3.22(1.07) 3.47(.77) 4.37(.81)
graduate(n=153) A
Over college 3.95(1.25)
4.43(.88) 3.59(1.18) 3.53(.68) 4.31(91)
graduate (n=30) AB
F 6.37*** .86 1.93 1.32 1.22

*p<.05, ¥*p<<.0l, *** p<<.001, Duncan test results A<C
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(31.6%), 2=AE(29.8%), ANFA/AD(27.2%), Bale2/
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(22.9%), HIZ=E(7.9%), oldol(T. 6%) Z=olQdt). o)=
253}, gAZ, dAME £or AFES Tt K.
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(Table 5) Differences in purchase intention, purchase experience & purchase item according to demographics

. Purchase Purchase .
Variable . . . Purchase item
intention experience
Mean(S.D.) 4.23(.95) 4.30(2.67) 4.87(3.09)
4.36(.91)
20s (n=220) B 4.94(2.62) B 5.56(3.31) B
4.05(1.00)
Age 30s (n=76) A 3.58(2.41) A 3.99(2.46) A
4.10(.95)
40s (n=97) A 3.42(2.59) A 4.01(2.60) A
F 4.30%* 15.40%*** 13.12%**
Marital Single (n=254) 4.37(.93) 4.79(2.61) 5.45(3.24)
status Married (n=139) 3.99(.93) 3.42(2.65) 3.82(2.48)
t 3.82%** 5.01%** 5.16%**
High school duat 3.75(1.17 3.38(2.67
igh school graduate ( ) ( ) 481(3.84)
(n=26) A A
Universit 4.36(.92 4.61(2.62
. Y (92) (2.62) 5.33(3.22)
Educatio (n=184) B BC
n Graduate from 4.17(.90) 3.94(2.39)
. ) 4.47(2.76)
university (n=153) B AB
M th duat 4.20(1.01 5.07(3.77
ore than graduate ( ) ( ) 420(2.85)
school student (n=30) B C
F 3.67* 3.66* 2.70
: p<<.05, o p<<.001, Duncan test results A<B<C
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