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ABSTRACT

This study aims to examine store image dimensions of department stores, to classify depart-
ment stores according to store image and to distinguish the store image attributes that have a
significant influence in classifying types of department stores. An online survey was carried out
from July 28 to August 10, 2017. A total of 450 consumers participated in the survey. In order
to examine the store image attributes of department stores, an exploratory factor analysis was
conducted. The results identified 11 of the following store image dimensions of department
stores: location, price, after sales service, promotion, reputation, product quality, fashionability,
product assortment, facility, the salesperson and familiarity. Based on these 11 store image attrib-
utes, a K-means cluster analysis was conducted, classifying department stores into three categories.
According to the results, differences by department store type appeared in all the store image at-
tributes except for the attributes of price. In order to find out the store image dimensions that
have a significant influence in classifying department stores, a discriminant analysis was conducted.
The results found that three store image attributes, which include facility, the salesperson, and
product assortment, turned out to have a significant influence in determining store types.

Key words: classification of department store(¥3t3 F& 3}, store image(FE |1 A]),
store image attributes(JE ©]v]x] &4)
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1. ME s wokde AEAAY 99y wss
Frrat sl sk S (Kim, Ahn, & Yoo, 2012),
s AL dEd dEd skl FASAA XS Fdwskd g 20161
1930 13 93t o8 dAHoA &= n2AFA] A4 4 F8 54 ‘%‘%‘ﬂ AE G7ds G
Aol MeA] 85wkl 2016 HEF7F 10075 oH(J. Kim, 2016). AA AN s A FY
g oem(J. S, Kim, 2016), A/AGFEE 302 € o] WO EA F *01494 T EAS WY
< doldth(Kang, 2016). Hxet & F7t Agaay wsbdel AsiAE 201613 A3
+ NC ¥t 5 =A7F Wshide] 3440 Fx (J. Lee, 2016). AqPE3st Mk 4l Wl 9
SR s uehd @idol o]En} 3= A 2HAES] Fo SRS vIE g S
sl ZUWsk, AlA ]““5}%’, ol a3k > FE TS AFE, ol B NE9RE 34
73713 A ”715}9} 2 E WsE 5o QQloR g F dthe FRlel Ao
s 2010 Furs 7R E A7 F43] Wl Aol vGebe oy wsky, 99
w3t o] gutet AAAE ook Aok S 28 sty 5o wRE WEHY 7 HExEol
Kim, 2016). ME 08 5455 7 glen, ey Hx
oly g AFstollx Fe|wstd, AMAMS, & & HEY F8 543 22 7 wet /st
sty 5 SW frE d7IdES 98l sk g F dFs AXET AYPAFEE WSS
HEFE sdle 23 4AdA Holv ZE A PA SA wet =AY, AAEY, wedgew
gE AZst ek (Cho, 2017). Al WA A (Klm & Lee, 2003), &+ °ﬂ et AFFAE, A
X gwgs Tl A 2 s A= ws o TAYOZ(Yu, 2001), 7+E =t gy us)
4> 3 sket A9EFsE vehty it @. T4 Wl o2 (Park & An, 2001) #3
Edste] x4l A= ddeshde 2015 statal ok ey ol 2 f3ste AXE £
d 8Y FEE Y #EI AuFs AdAT e THHLE wgsts o] oium, AFH
(Bae, 2015). AIAIAIY 32 20161 9€ =uf A Aol At olvEe A AL Atk
o R &g et ﬂ'e——A s Qbol] s} HE Fol wet 49 At 2vjA gFo] o
A& MAPLH(E. Kim, 2016), 22 3 12€ o} 24 vetd +# des 18T #(Kotler, 1984)
FotglF B vgd 3 Ade e dFEe Wty #Ad AFoME FEA JlEel o wis)
MA3ATHH. Lee, 2016). o9} 22 wWsbd e A AE FYspt 26tk
st Atele ZUIES ZUYE B, du 2HAF A7 FE FY3ke F8% Vel 2
Ao ogr wW3ld HA gA, 31 glote I 921 (King & Ring, 1980: Srivastava, Alpert,
xR 4 FAME YeEbdTH(Cho, 2017). & Shoker, 1984), Hx FF3}o] 7ES I &
dyst d=e JAads 2dded & AL, e THHCE ukYge Aolojof grh(Kang,
WA AFAZFE AA wEo] AALHA 1987). ¥A, =, A, AHs Foll tg Hx
&S goste EHZ o] XA Hr, AR 34 AAAR AARE dehdes Ao
T e AHoRE F2 7 AA A AGdE, & AE FFolH olo] 3t &
&> AGelA e JHeY HE EFdolA F8 v 2 A7k HE ouA otk (Cho, 2002). HE
540 2HE 9 AP Ags s oAl AX £ i AW 1/ (Jung
At AAPaste] hxAQl o= 2006 X & Kim, 2003) 2= Az YA, #E, AlA, A
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g0, o5e @t g A4 PTE o AT ovAE BEAIA 9
Wpew ARenE Wy AT FNAT M
7] 01‘?3‘:} ‘?l-ff‘} 71E0] A4d gd ¥ F 2. M= 0|O|X|
qE
92 EA w}a} TAY GAA, 1o A o)H A (store image) 3 &4 Hxe A
2 838387 9Om. Cho(2008) 7S 7]%0 e T 450 tg Anake] B 2
wel mEd AES gEA] Wads AUEa o] tH(Bloemer & Ruyter, 1998) o= Au|A7}
SHoz f388T Uk YuQoDE Metd g 0o G WESE SR =eHs aed v
T2 449 we ATENY, A9zygez, e AFE ARARA I4AT Awd
Park & An(2001)< Wald Ax=2 o] wal AukAQl oz #AF et AFAF £A3
0 wad, Fo Wy soz gasew g ) YHS AR TR S84 daAs
o E Ko & Rhee(2010), Lee(2012)% #ajge) % F8ATH(Iung & Kim, 2008). 2124 57
BT AYL ApsEA, mHASE szoz v o8 THLUPAR AL AN 5 7IeH 54
wald H¥e §3satdct o] FHH A4 AAS E9071, "3 Foly
o] 29 ;‘\jﬁg FEqA Vet Wad 4% & Htgt Z:}% A Al %*éol‘ﬂr(l\/[azursky &
). & HAE ovAE FE &4 HUt

Yoe Azl Wastel B5 A gEshre ey 1986,
] : = wgom @ avASe FHA2

woAE 30 AEA U FHE F
o WIS wodslol S TET W ZWE AA} < At Oxenfeldt, 1974).
4 ATAAE Foth AT SR s o Engel, Blackwell, & Miniard(1990)& A% o]
Y e AEe m agEe ge OV FESE GRS A% $4 4, A
ot HE §UE HS sty 4y e, @ oo SR S ANG, S s,
oA, 97 B4, AF ES Amg, REmam, - 1 ¥ER S8 58 ANSES £
olgsl A 5 el b By AAgel g LNISUTOE AR A0 5052 E, 4
Hoz Agslolol BrhKang, 1987). & 4 § o oo W SAAE EA7I 2L
g s o 2w £ o g gag LU AT F B e A S5 AN
ool tig PAA AY Al wgow vrp A
£ Rolmz @4 %9 A% 3y 9F SHRE epel e e Syahsel A% ol
8359 BeAo] A7)HT )z 9} #HFE AFLE AU Kim & Chung
9% Adns BE Ade quom wze (05 HE oluAZ avAel BI FYEA
Q2] A FE. A AR, Huo) wpE Au A degS w Rty SITE o5 AFolM HE
A B U s AR g oge o CIPTIE EIREY SR e gase 9
449l AA2A 4Y8E Qo) gme gy § oo LESEE G Ao SRS
O, & HE §R0lH, o] e au Aze  TOE FUSHAR Jong & Park(lE L)
HE oJulAClth(Cho, 2002). BB o gx of 1) SURSHI AL ofriAel ek S HE
HA= AT 24 g3 2FAel Hrlo|nz A Ado]l gdgtd F ASE FAsIPLH, oE9]
@ same NEomd guns Ad & qo ST A2 elMAL B4, Oa gu A
meba B Qe Mabg AE faste) Az o DHL HOIRS I SEE R
BEAY AE oAt AE FHE % 4EAD

|
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—
)
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HE orlAel g MEY PE FFB) olo] FIL VAL WL olnA] S4o B A7

Pzl mAE FF= 249 & Lee & Jo(2007) sto] gPete Zlo] B Aoz AEHAG
o A= AX ovAE et AR 2 A7e AgATSdA FE Fd HE o
A7), AE AEs, AE QAR AFE g e oA oz AAE GE TS dE FR
AT HE o gdalon, AdF HALS dddE AL

e ore N e bk d

3 9 2 57, .
971, AE AN, DR, M) 87 SRR He ge 5o M43 BuE Wt B
FA s FANE SUs) FEHYOM, TZEH @
oSt Zo] AYATFEL HE olUIAS BFE  HHS Azt wnhgl, B F0] FEHAYT
SHEE PAN FEAGOE, o8 FUA B AYATANN Mua 24 B S4FH 44
W ) vE 4P mel dEets SAES 2 sl ANE A9 Beb B AFAE A A
MR A7k R SHoR TRe 2 4otk d2E FHoR EUUN ®d AddTE
((Table 1)), ¥ A7 A% olvlAo] weh Wal A 4% #d HE on)A S48 AL 94
e FYSeE, EF WY AT 45 9 AM £ 94 B A7) gE5n0m, 2
Feol £ FE oA £4L BEALA = A A4 $HORE ABATEAA 9 BEH
242 AAL ok wepA] ARATEANA AN 297, B4, AAEs EHoE BEHUG
$3 gt HE olvA $HEL EBHOE TG AAE £HS HAATSIA N3P B A

(Table 1) Attributes of Store Image in Preceding Studies

Attributes Researchers
Assortment |Engel et al.(1990), Jun & Lee(2004), Lee & Jo(2007), Lim & Kim(1998),
Variety  [Sung(2009), Mazursky & Jacoby(1986)
Product ‘ Engel et al.(1990), Jeong & Park(1993), Kim & Rhee(1992), Lim & Kim(1998),
Related Quality . .
Lindquist(1974)
Design Engel et al.(1990), Hwang & Shin(2001), Jeong & Park(1993), Kim & Rhee(1992)
Price Low Price Engel et al.(1990), Jun & Lee(2004), Lim & Kim(1998), Mazursky &
Related Jacoby (1986), Sung(2009)
. Engel et al.(1990), Hwang & Shin(2001), Jun & Lee(2004), Lee & Jo(2007),
Service . .
‘ Lindquist(1974)
P;OT‘EUSH Sales  |Engel et al(1990), Jung & Kim(2003), Lindquist(1974), Kim & Rhee(1992), Lim
eate Promotion |& Kim(1998)
Salesperson |[Chun et al.(2009), Engel et al.(1990), Jung & Kim(2003), Kim & Choo(2013)
Location Chen & Park(2010), Engel et al.(1990), Jegal & Park(2016), Jeong & Park(1993),
Place Jung & Kim(2003), Kim & Rhee(1992), Lim & Kim(1998)
Related o Chun et al.(2009), Engel et al.(1990), Kim & Choo(2013), Kim & Rhee(1992), Lim
Facility .
& Kim(1998)
Atmosphere Engel et al.(1990), Hwang & Shin(2001), Jeong & Park(1993), Jung & Kim(2003),
Perception P Kim & Rhee(1992), Lee & Jo(2007), Lindquist(1974)
Related Reputation |Chen & Park(2010), Hwang & Shin(2001), Jun & Lee(2004)
Awareness |Jegal & Park(2016), Kim & Chung(2005), Lee & Jo(2007), Lim & Kim(1998)
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B eEd 197 59 g9 g AN EL AR olmz] £A45 Wt
gov, ¥ APE AR e dERAL
UOE HHOBE AR $4E 454 B4 2 STHA U A4
o7 &&3ant
AYATAN 43 B vek 2ol YE olnlA AFe 179 ol My $E Aol
C WE A4l 08 FRAA Dol g 4 O AT 2UAA Aniye eae g
ol AFAe] oAt AA AHARE JYE= FE9 AEZA S B3 20179 79 289%EH 8¥ 3
A9 Fejoln, olo] tjak ¥l Azto] gw of =M1 VA AR, AT sy =
AT Al AT olulAn AT fage g O AT SHAZL Aol 4FA 4 27k ARSY
g JEo] @ 4 glen, zulA Az wesp ) UHARR HAEHLR 40 Suel AT
WE f3H 489 1% @ 5 Yo Az AT
£ (King & Ring, 1980: Srivastava et al., 1984) EE SH0E AUS WA 2269(502%).
o o]Z gux sy 3 2247 (498%) o1, A= 10 673
(14.8%), 200 799 (17.6%), 30t 7874 (17.3%),
M. et 40t 7978 (17.6%), 50t 8178 (18.0%), 60Th 0]}—5
667 (14.7%) 22 Wy 4 V& +X5 Btk 3
. de istw AT % 97, 615%)9) W
A A uEgoR, 4mF Qe 4009
AFEAL: WSk HE o] £AS Rlght A o4 ~6005F A wek F7H(1297, 28.7%)°] Wl
AFEA2: HE oWAE 7FSE Wk A =7t W =4 JEbsteh((Table 2)).
% 35,
ATEA WA HE 4 B2 AE o] 3 ZHET Y XNBEM
Ak HE ojuR] £A4 6] ol
sl B odpel ZRETE HE sy gzl o
ATEAL WY AE fYse] Qe 2 T TN HE N SN AT w7 AT
(Table 2> Descriptive Analysis of Respondents’ Characteristics
Variable N(%) Variable N(%)
Sex Male 226(50.2) 10~19 67(14.8)
Female 224(49.8) 20~29 79(17.6)
Under 2 Million 19(4.2) Age 30~39 78(17.3)
2~3 Million 56(12.4) 40~49 79(17.6)
Household 3~4 Million 83(18.4) 50~59 81(18.0)
Monthly 4~6 Million | 129(28.7) Over 60 Years Old 66(14.7)
Income
(KRW) 6~8 Million | 95(21.1) Under High School 76(16.9)
8~10 Million 37(8.2) Education College Enrollment or graduation 49(10.9)
Over 10 Million 31(7.0) Level University Enrollment or graduation 227(61.5)
Graduate School Enrollment or graduation| 48(10.7)
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(Table 3> Exploratory Factor Analysis of Store Image of Department Store

Variance Cron-
Factor Item Factor | Figen | explained % bach's
Name loading | Value | (Cumulative o
variance %)
The department store I visited is easy to find. 879 -
Location |The department store I visited has good access for shopping. 802 | 2.634 ( 8.232) 845
The traffic is convenient around the department store I visited | .800 '
The department store I visited sells products more cheaply
. 877
than other retail stores. 7897
Price The department store I visited sells inexpensive products. 870 | 2.505 (1 6 059) 862
The department store I visited sells products more cheaply '
845
than other department stores.
The department store I visited offers a nice return and refund 816
After |system. ’ 7195
Sales In case problems occur, the department store I visited resolves 2.398 : 814
. .780 (23.554)
Service |them smoothly.
The department store I visited provides good after sales service.| .685
The department store I visited provides various benefits such 802
as discount and coupons. ' 7454
Promotion |The department store I visited provides several benefits 2.385 o 811
. . . . 757 (31.009)
including special deals for credit card users.
The department store I visited holds various events. 726
The department store I visited is highly evaluated. 766
Reputation The department store I visited has a reputation as a great 730 | 2284 7.139 880
department store (38.147)
The department store I visited has a high reputation. .656
The products being sold in the department store I visited are
756
trustworthy.
Prodgct The products being sold 1n the department store I visited 696 | 2.269 7.092 895
Quality |generally have good qualities. (45.239)
Consumers can always trust products being sold in the
. 648
department store I visited
The department store I visited is sensitive to trends. 729
Fashiona- |The department store I visited carries many brands which 706 | 2963 7.072 840
bility  |offer products of the latest styles. ’ ’ (52.311) ’
The department store 1 visited sells products of the latest styles.| .637
Product The department store I visited sells a variety of products. 810
rodue The department store I visited carries a variety of brands. 7192 6.932
Assort- 2.218 - 819
ment Consumers can see a variety of products more easily in the 530 (59.243)
department store I visited than in other stores. -
The department store 1 visited provides good additional facilities. | .774
Facility Th(AeAcAlepartment store I visited is equipped with convenient 710 | 2095 6.546 810
facilities. (65.789)
The department store I visited is pleasant to use. 575
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6.436
(72.225)

3.921
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1.255

769

731

.658

797

.593

The salespersons in the department store I visited are

trustworthy.

The salespersons in the department store I visited have the

ability to resolve problems.

The salespersons in the department store I visited have

appropriate knowledge of products.

I am well familiar with the department store I visited.

visited.

Salesperson

Familiarity | have often seen advertisements of the department store I
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(Table 4> Information of Department Store Branches and Sample Number

Classification | Location Branch N Classification Location Branch N
Main 13 Main 9
Jamsil 16 Gangnam 10
Yeongdeungpo 10 ) Yeongdeungpo 10
Cheongyangni 8 C;f:;l Incheon 11
Gangnam 9 Gyeonggi 10
Nowon 9 Shinsegae Uijeongbu® 3
Mia 8 Department Starfield Hanam 8
Gwanak 9 Store Masan 8
Starcity 9 Gwangju 11
Capital | Gimpo-Airport | 8 Clig?t;l Centum City | 12
Area llsan* 4 Area Chungcheong 13
Incheon 8 Gimhae 8
Bupyeong* 2 Daegu 11
Jungdong™ 3 Apgujeong Main* 2
Anyang* 2 Trade Center* 2
Lotte Pyeongchon 10 Cheonho 9
Department Ansan® 4 Sinchon 8
Store Bundang* 3 Capital Mia 8
Guri 8 Area Mokdong 9
Suwon 8 Jungdong 8
Busan 10 Kintex* 2
Gwangbok 8 D-Cube City* 4
Centum city 9 Hyundai Pangyo 9
Dongnae 7 Department Busan® 1
, Store
Ulsan™ 3 Non- Daegu 8
Non- Changwon 10 Capital Ulsan™ 4
Capital Daegu 8 Area Ulsang Donggu*® 0
Area Sangin® 2 Chungcheong 9
Pohang 8 Total 63 Stores 450
Gwangju*® 3
Jeonju 10
Daejeon 11
Masan*™ 3
*Case excluded from analysis
Ao EYHEE K-ARZIRAL NS A% 2P PNE @ 497 way 9E 43
@9 WA HES 2~5) FTHOE BRAL  AE o)uA &4 AolE 4 WEel e
2 A9e QUARNRA A%E FEAUTL. 1 7 puse ) 2o wIsdt 1 A%
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(Table 5> The Results of K-means Cluster Analysis

Category Department Stores N
Lotte Department Store
Jamsil, Nowon, Mia, Starcity, Suwon, Centum City
Type T Shinsegae Department Store A 15
Gangnam, Yeongdeungpo, Gwangju, Gimhae, Daegu
Hyundai Department Store
Cheonho, Mokdong, Sinchon, Daegu
Lotte Department Store
Main, Cheongyangni, Gimpo-Airport, Incheon, Pyeongchon, Busan,
Gwangbok, Dongnae, Changwon, Daegu, Jeonju, Daejeon
Type 1l Shinsegae Department Store 20
Main, Incheon, Gyeonggi, Starfield Hanam, Centum City
Hyundai Department Store
Mia, Jungdong, Pangyo
Lotte Department Store
Youngdeungpo, Gangnam, Gwanak, Guri, Pohang
Type Tl Shinsegae Department Store )
Masan, Chungcheong
Hyundai Department Store
Chungcheong
© (Table 59 2o, A 143 1571 s} A, AW ) Ax7t 235, 24 W
A A% A 2% 2070 AE A 3%Fel 8 AW WA 94 2§ EAH] Ve,
RS ot e AFE AMASES TR £HL
(Table 5)ll4 weph= nsh ZFo] Z2F Hx NNFEls AXE HrietH, A8 HAx &4 o
o= A3 AFE(Cho, 2008: Kim et al, 2012: g Azt AR AE ow|A] Azl Apol 7}
Park & An, 2001)°] AAIg o] Eut yg WshA Ues BAFT AHAES @8] 27 A7
3 AGUAY Wy, Uy WeEs F2 W ) Fudd 948 o B4 AY dEs
S, SRR WSS A WsE BEBC & dd #AR WS dEE 2ol otk ol
Aol et Utk RS VIFEoRE JUTA A 2 Ao AMEE HE MR EAE
100000nt o4l Zth® wahgel AAA AWA o JIHAAYL HFH, FE 39 2R
EIR(198.000n) 3 AT H103000n1) & THE £3  71EE0] N YHY BN AT U, A
o2 ERIFJCH, Zt7F Ag W AqE X £33 98 A 71Ee 54E A Zen
3 Wsde Tty E(Kim et al, 2012) ¥ T F33 Rhee(2007) 9] #43 fAbsit
dustd MRAERS solEe pe fYow 2 d7e 3RH /o ws YEs
EREAD YAE 7IELE2 A 158 F=d FHsthe HellA 7129 AFEFH AEAS
1070 A=, A 570 A=E, Al 273 F=4d 12 THA, M A7E A sk HE oW £A4]E 0
A BE AY SN A A 3RFA FEA 4] JERSH0|RE A MRY PE S0 3¢

- 119 -



Nidfi 25684 19%

Ao Beldole} Arhe WY NS AT

Eias

HAE olwx] HA

73] oo vERe
| X

BE fR04 Az Z
bR RS Aol
CRE olAE A 187l M A

|
3. HHEIM XME S&H ME 0|0|X|9 HE 1}EeR A 2frde T2 FEelden, A 3
olo|x| 4 %ol S Mg e AL e olE 9A 4
A% Az §9ste] 902 woFw A 4
AT oulAg HE olujx &4el By YT - T
e A o e A= doz A 1/ £ Wy dx
S o] 3] 5 A5 =
F8E ZolE Folslr] 9 dYE = NEE M =4 Aztetr 9SS on) st
= Qs S B A O Al A]ELS)
LSDE o4& AIFEAS A5t Levened] AT olux A YHNE AT &89 3
= 2 ~ o 053 ~ Ake]
;T: H?$5%OW ﬂj;%5 %@5 : ol7} gk YA, ER, TP AL A |
PARSES) o) g = Al 2]l HE - S
sdde] EelEden, 7S A9 F3oA 71 =A vElges, A 2538, Al 3+
olulx] &AF HE olujx] h HE H 3l 993 zo|7} UERGTE ALE AMu] A, AFE
L A =
o)gt ko] 7} LFERSETH((Table 6)). - )

{Table 6> The Result of ANOVA and Post Hoc Test of Store Image and Store Image Attributes by Department Store

Type
: Type I (N=15) Typell (N=20) Typell (N=8)
Variable F
M(S.D) M(S.D) M(S.D)
Store Image 3.7907(.10779) 3.5981(.09513) 3.3867(.17798) 30 146+%*
A B C
Location 4.2636(.2686) 3.8495(.2329) 3.7777(.3783) -
A B B
Price 2.7690(.2904) 2.6475(.2090) 2.7132(.2336) 1.068
After Sales Service 3.8484(.1930) 3.6544(.1555) 3.5032(.2050) 10.672%%*
A B C
Promotion 3.5115(.1484) 3.2090(.2439) 3.2137(.2934) 8.685%*
A B B
Reputation 3.8093(.2400) 3.7835(.1975) 3.2952(.2732) 15,7447 %
A A B
[~ [~
Product Quality 3.8746(.1474) 3.7075(.1512) 3.5365(.1754) 13.055%%*
A B C
Fashionability 4.0010(.2308) 3.7817(.1895) 3.4170(.1776) 91 625+
A B C
Product Assortment 4.0213(.1591) 3.9714(.1989) 3.4515(.2683) 93 965+
A A B
Facility 4.0846(.1751) 3.8793(.1951) 35012(.1872) -
A B C
=4
Salesperson 3.8277(.1543) 3.4312(.1709) 3.5257(.2039) 93 478%
A B B
Familiarity 3. 686223056) 3.6640;2585) 3.3184](3_1160) 6.179%*

*pC 05, ** K01, ***pX.001
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(Table 7> The Result of Wilks's Lambda by Discriminant Analysis

.000
.000

df

chi-square

72.072
24.437

Wiiks's Lambda

158
534

Function
1 through 2

(Table 8> The Standardized Canonical Discriminant Function Coefficient

Function

793
-.067

.699
211
701

Salesperson

Product Assortment

Facility
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Total
15(100.0)
20(100.0)
8(100.0)

413
443
.061
145
102
-.113
766
-.645
419
199

Typell
Frequency (Hit Ratio %)
0(0.0)

1(5.0)

7(87.5)

Function

IRAf 25684 19K
658
530
498
.350
304
146
536
582
327
197
Type Il
Frequency (Hit Ratio %)
1(6.7)
18(90.0)
1(12.5)

Predicting Group

Type 1
Frequency (Hit Ratio %)
14(93.3)

(5.0)

0(0.0)

Facility
Location

Promotion
Salesperson
Reputation
Familiarity

Fashionability
Product Quality
After Sales Service
Product Assortment

Type I
Typell
Typell

{Table 10> The Frequency and Hit Ratio of Predicting Group

(Table 9> The Structure Matrix
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