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ABSTRACT

This study aimed at verifying whether the store image of department stores was different de-
pending on whether they offer luxury overseas brands and shopping value. For an empirical
analysis, an online survey was conducted from July 28 to August 10, 2017 involving consumers
who had visited department stores in Korea. A total of 450 responses were collected. In order to
identify the dimensions of store image, an exploratory factor analysis was conducted. The di-
mensions were identified as product quality, price, reputation, product assortment, fashionability,
facility, and atmosphere. Consumer groups were classified into three groups according to shop-
ping value through a K-means cluster analysis. Subsequently, in order to verify whether the store
image of department stores differed depending on whether they offer luxury overseas brands and
shopping value, a simple factorial ANOVA was carried out. A significant difference was detected
in all the dimensions of the department store image except for price. The effects of interaction
between the offering of luxury overseas brands and shopping value were apparent in the di-
mensions of fashionability and atmosphere.
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{Table 1> Exploratory Factor Analysis of Store Image of Department Store

Variance
Factor Item Factor | Eigen | explained % | Cron-
Name loading | Value | (Cumulative |bach’s a
variance %)
The products being sold in the department store I 831
visited are trustworthy. ’
Oulty |vitod generely nave good st | T8 |25 g | 4
Consumers can always trust products being sold in the
department store I visited 709
The department store I visited sells products more 883
cheaply than other retail stores.
Price The department store I visited sells inexpensive products.| .879 2.442 (;}3232) 862
The department store I visited sells products more 867
cheaply than other department stores. ’
The department store I visited is highly evaluated. 772
Reputation ;heztdzizzr?rszits‘;)iel visited has a reputation as a 799 2431 éé?;i) 880
The department store I visited has a high reputation. 718
The department store I visited is sensitive to trends. 743
The department store I visited carries many brands 719 10.864
Fashionability [which offer products of the latest styles. ' 2.281 ( 46:0 44) 840
The department store I visited sells products of the
latest styles. 81
The department store I visited provides good additional 793
facilities. ’
Facility The department store I visited is equipped with 2.249 10711 810
convenient facilities. 735 (56.755)
The department store I visited is pleasant to use. 689
The department store I visited sells a variety of products.| .799
Product The department store I visited carries a variety of brands.| .798 9931 10.623 819
Assortment | Consumers can see a variety of products more easily in 566 . (67.378) .
the department store I visited than in other stores. ’
The department store I visited provides a high level of 762
atmosphere. :
Atmosphere ;I‘tftlrea:tt;/neo.sphere of the department store I visited is 685 2,030 (797.‘606464) 843
The department store I visited provides modern 553
atmosphere.
FR= 2421, 2045% WrERSTE 2Q15-8HFS 686 T642 JERsth gAA 203 A s A ERA
~3853¢] HMAE JgEHow, AIE AFes 773 ZA3}= (Table 2)9F Zth
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{Table 2> Exploratory Factor Analysis of Shopping Value

Variance
Factor Ttem Factor | Eigen | explained % Cron-
Name loading | Value | (Cumulative | bach’'s a
variance %)
Shopping truly felt like an escape. 828

HedOIjiiC Regardless of purchase, shopping is interesting. 798 34.591

Shopping - - - 2.421 773

Value Shopping is truly a joy. 784 (34.591)

While shopping, I am able to forget my problems. 686
o I only buy things I need. 853

ggg;irlf; I tend to budget ahead of time when I shop. B9 | o 29.212 761

Value When I shop, I think about buying certain products 799 (63.803)

beforehand. ’
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52 AAD o) WF S Fdeate] K-Hg ZHE FHA agrHAel mE AfAaAEe 22l A
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(Table 3> The Results of K-means Cluster Analysis

Mean
Cluster N > > —— :
Hedonic Shopping Value Utilitarian Shopping Value
Hedonic 140 4.00 2.77
Utilitarian 126 3.01 3.87
Ambivalent 184 4.25 4.09
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(Table 4> The Simple Factorial ANOVA Result of Store Image by Whether Offering Luxury Overseas Brand and Shopping

Value

Store Image Sums of Square | D.F. | Mean Square F P
Shopping Value 9.709 2 4.855 21.963 .000
Whether Offering Luxury Overseas Brand 4.523 1 4.623 20.916 .000
Shopping Value * r
Whether Offering Luxury Overseas Brand 1.390 2 695 3.145 D44
Residual 98.139 444 221
Total 5925.946 450

(Table 5) The t-test Result of Store Image by Whether Offering Luxury Overseas Brand

Offering (N =309) Not-offering (N=141) "
M S.D. M S.D.
Store Image 3.6616 4810 3.4461 5169 4.305%**

*£X.05, **pX01, *** K001
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{Table 6> The Post Hoc Test Result of Store Image by Shopping Value

: Hedonic (N=140) Utilitarian (N =126) Ambivalent (N=184)
Variable A
M(S.D.) M(S.D.) M(S.D.)
3.4745(.5404) 3.4758(.3861) 3.7660(.4944)
Store Image 19.795%**
B B A
*pX .05, **p 01, *** 001

Store Image

__ T

12 o

Utilitarian Ambialent

e CffEriNG LUxUry Cverseas Brand  «=«0+« Mot-offering Lusury Cverseas Brand

{Fig. 1) The Interaction of Whether Offering Luxury Overseas Brand and Shopping Value for Store Image

Atk Levene®] ¥4 A4 A% p=(532% © &4 2MASH IAA 2¥A5e A3 HEo|
ARare] FUqo] ARHYOH, AT (Table  #lA A7kl 2 2jolE molx) wou} fetd &
6)3 2 MRS Ao sRELAS 9d Hxs)

A auASH 28H LuAE v & WY

K &
Axe) olu]x) Azt 2 AtolE UEn)

A aEREe]l AXoMAE HE EA Az Aes AT & Atk ol ¥
T AR Ueyth ole A HH e 484 Hera kA9 F2A4ES F4¢ Smith & Colgate
I E BE FEE LauAEe] B wEky A (2007), Tynan, McKechnie, & Chhuon(2010) %
Folm Aol tal A H7HE ke ALR 3 o] A AIst frafeirial & 4 Slth
Mg olvh FHA AnAEe] As Al o
gt wstE AEE ste FEAel AMjAe|ln® 2) Axolvujz|e] 7+ 24
(Kim & Hwang, 2012) W3t Hx 54 wzt MBA &Rz 234 &4 Axo|n|A e 7t
Mo A sty melzal s = 490 Qe ux 2l ATolux 2 7k
Ak W HE7F RERE e AvA #Ag QS ZHE FHYWIBAT YPARG &3
A aF Ao AY d84 anAd Bedde T JHRe] We dxolu] Y A7te] zpo]2 wo}
AHREC] it FEEA AFS T8 HExol 7] Q& AxoluA 7+ e e HAL A
PiAE #EE BeAo] AVEnt A=,

Fig. D2 AZomAd tg sfgFENE
oot £qrhA o] HoAde BoE 4
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0 BEEA

Y EFRANE P F e} &HFTHA Y wWE
FEFA A A8 atelE Thetalr] 8w
29 FAHEAME AN AT Levened] T84 A
A A p=078Z LAFEe] Tl AAHU
o, ¥4 A= (Table 7)3} 2t

AEER L9 AZelEe aFYAAT F93
FFE FE ALE YEET Wede ey E
HHT 7 olyyet: dntroz Fdo 2 A
F< jsts v A o] 22 (Rhee, 2007), 3]
BEEHE YRR wE FFFE ALY A
zb ztol

= Uehx g2 Zoz dgEd 1y
U &grie] met AEEE Az Apolvt e
AL Z UeEth &PrpRd ©E AF ¢
Az} Zolg st 98l
o AMEAAS AT
A p=05302 QAR FAAol HAHA
o, A3 (Table 8)3} 7t}
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(Table 7> The Simple Factorial ANOVA Result of Product Quality by Whether Offering Luxury Overseas Brand and

Shopping Value

Product Quality Sums of Square | D.F. | Mean Square F P
Shopping Value 16.342 2 8.171 24.461 .000
Whether Offering Luxury Overseas Brand 112 1 112 335 563
Shopping Value *
th‘fhef Offering Luxury Overseas Brand 1518 2 759 2212 104
Residual 148.317 444
Total 6377.778 450

(Table 8> The Post Hoc Test Result of Product Quality by Shopping Value

; Hedonic (N=140) Utilitarian (N=126) Ambivalent (N=184)
Variable F
M(S.D.) M(S.D.) M(S.D.)
) 3.6333(.5729) 3.4947(.5823) 3.9293(.5814) "
Product Quality B A 22.461%%*

*£X.05, **pX01, *** K001
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{Table 9> The Simple Factorial ANOVA Result of Price by Whether Offering Luxury Overseas Brand and Shopping Value

Price Sums of Square | D.F. | Mean Square F P

Shopping Value 571 2 .286 2.642 072

Whether Offering Luxury Overseas Brand .005 1 .005 047 829
: %

Shopping Value 261 2 131 1208 | 300

Whether Offering Luxury Overseas Brand

Residual 48.012 444
Total 444171 450
= gz JdET 7] "WE(Seo & Lee. Ao fojd JIFE mAE AR YEygow,
2008) el £ Aellx] &-83t P FEAE YF g BaE oA Fotth sHFERE
Ho} &b e} 22 AxEGLS 744 2 A PRz vd" Fxo HA A A7) ztol
Ztell JaFE FA BE ASE AzEn £ sl Al t-tests 2AISATE Levene?]
SEA A4 A p=58T2 SxpEAre] FdA o]
3) B4 AREReH, A= (Table 11)3 2t
HAEFEAE AR} &PriA] wE HIWELAT YW Axo WA Y FHFol
A A Azbe] Apelg otaby] 913 weEacl NYd Mo Fgrt §o3 =7 vehgt
WaHEA S AN ST Levened SE4 HA 2 o= 6H94ﬂé%ﬁ =7 A48 sle AEEA O
F p=T05E ARE4He] FUAdol AR EHULH, 3 WAool 1ER $o Ay HE] AYHPoE
B2 Az= (Table 1003} 2tk A ALHIT dee HAET ol HEol H
oEEz e Qyoie 437l BE WA A ZAALE M FES Y EE(Hong &

(Table 10> The Simple Factorial ANOVA Result of Reputation by Whether Offering Luxury Overseas Brand and Shopping

Value
Reputation Sums of Square | D.F. | Mean Square F P
Shopping Value 11.661 2 5.831 13.876 .000
Whether Offering Luxury Overseas Brand 7.489 1 7.489 17.823 .000

&

Shopping Value

Whether Offering Luxury Overseas Brand 1.699 2 849 2021 134
Residual 186.558 444 420
Total 6370.000 450

(Table 11> The t-test Result of Reputation by Whether Offering Luxury Overseas Brand

Offering (N =309) Not-offering (N=141) "
M S.D. M S.D.
Reputation 3.7886 6584 3.5083 6861 4.134%**

*£X.05, **pX01, *** K001
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{Table 12> The Post Hoc Test Result of Reputation by Shopping Value

: Hedonic (N=140) Utilitarian (N =126) Ambivalent (N=184)
Variable F
M(S.D.) M(S.D.) M(S.D.)
) 3.5429(.7200) 3.6005(.5751) 3.8895(.6707) ,
Reputation 13.876%**
B B A
*pX .05, **p 01, *** 001
Kim, 2007), ol 2& sl9lgEnA=e] S4o] & 2uASo Way Gz ¥4 49 H%
AxolnAe B4 Aol G FIL Adnz o ¥ When AL AnE
48 4 gk
a371A6) BE By Ad A7 Aoz ¥ ) A&7
&t7] f1sl Tukey HSDE AHE-3ted AMSAA S AP FEAE YT} LA wE
AN AT Levene® w4 A4 A3 p=.084 FETA AL Az Aol & wetetr] Sl T
Z oARge FU4ol AAHgod, At 29 BARAS HASAT Levened $A 2
(Table 12)9} 7tk 4 A p=.0612 A4 Lol AU
Feta 2u RS AL AuSd we)] % onf, #4 A= (Table 13)3 2t
HA Anse] WA Ade vS EA AAske R FEAL JHoFe aP7HA] BF AFE
Ao® uehdt. ol #H &% kA T A T Aol HF IS pAL A0 UEg
27 a97x = 3 2L = 2ra= AHF o, g adeE oA sk sAHE
So) vsl B b 497k RS 2 27s 2AE 9d AEe ugd Axe WA A9 A7

{Table 13> The Simple Factorial ANOVA Result of Product Assortment by Whether Offering Luxury Overseas Brand and
Shopping Value

Product Assortment Sums of Square | D.F. | Mean Square F P
Shopping Value 9.387 2 4.693 11.256 .000
Whether Offering Luxury Overseas Brand 8.352 1 8.352 20.029 .000
Shopping Value * -
Whether Offering Luxury Overseas Brand 2491 2 1.246 2.987 051
Residual 185.141 444
Total 6995.667 450
{Table 14> The t-test Result of Product Assortment by Whether Offering Luxury Overseas Brand

Offering (N =309) Not-offering (N=141) ’
M S.D. M S.D.
Product 3.9752 6199 3.6879 7402 4,010+
Assortment

*p< 05, ** K01, <001
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apol 5 Bolaty] el t-testS AAEATE Levene st AoRE yetyth ol #HFA aWrHA

o] TR AR A p=041E AR FLA e aYtNE BF Fdhe 2HAES

o] AAREA Fo} TS THEA U AFHE sHEe AEFAS Tt AzeA R et

71435kt t-test A3} (Table 14)9} 2t} Lg7pA et AEF 2P F g B =
A FHAE A Hxo] FF7A 24 TFobe ARAES FETA oAl die o

ol HlYA Hxo] HagHo {5 =4 ‘/}E} b AR @SS ongth

Wk oot e A Wy duigeR o

U AES FHFshe v GEH o) (Rhee, 2007), (6) w34

BE Wk XA YEEEAEE H T FoEEEAT QJHRet &I w

UAE LorT FHYWEEFEA=IL A e oA 2k A zte] atolg motslr] Qs ©e

7B AEFANE U g Aztee Ze® 9l BAHEA S A5t Levened SE4F A

A & gl Az p=1882 QALY FUA ol AAEHA
LA e AFTA A A7 Aol o, 24 Az= (Table 16)3 2t}

gl fsl AMAAE S AT Levene? slelgFads Pt &7 7F {4

SEMN AA A p=0132F QAEA] FUA Aol frejgt JEgs A= AoE Yegton,

o] ZHAHA Pol Welche ZHXAE A A Gk 9A §o3A4 Uebdth §9)

(p=.000)5 AAsty id AF4E 71k A BE g Axe vigd dxe F34 A4

FEAZ Dunnett T3E AME3tSieH, ZAige= A7t ztelg stz 8] t-testE AA o}oﬂ\i}

(Table 15y} 7t} Levene®] S84t A4 A3 p=19622 A&
A AuaEF A84 LH|AREC Hl& ¥ o] FUAel HAAHNSH, A= (Table 17>JJr

HA AHREe] AEFA ALE U w4 A7 ks

{Table 15> The Post Hoc Test Result of Product Assortment by Shopping Value

; Hedonic (N=140) Utilitarian (N =126) Ambivalent (N=184)
Variable F
M(S.D.) M(S.D.) M(S.D.)
Product 3.7405(.7722) 3.8254(.5853) 4.0362(.6174) .
8.469%**
Assortment B B A

*pC 05, **pX 01, <001

(Table 16> The Simple Factorial ANOVA Result of Fashionability by Whether

Shopping Value

Offering Luxury Overseas Brand and

Fashionability Sums of Square | D.F. | Mean Square F P
Shopping Value 11.203 2 5.601 14.086 .000
Whether Offering Luxury Overseas Brand 6.769 1 6.769 17.022 .000
Shopping Value *
th‘fhef Offering Luxury Overseas Brand 3967 2 1.983 1.988 07
Residual 176.552 444
Total 6558.222 450




Nkt 25684 29%

(Table 17> The t-test Result of Fashionability by Whether Offering Luxury Overseas Brand

Offering (N =309) Not-offering (N=141) ’
M S.D. M S.D.

Fashionability 3.8414 6331 3.5816 6882 3.929%**
*05, #* 0L, {001

ARFELAS 9d FE) KUY AQ W o A8F 2NASH JUF 205 HS
of WQH AEe] AWert Kol A et SRFRAE 97 AEs wgd FE 83
o ol semERAESe] Aol AH EAE A Azo] 2 FoT Holx gront A2 v
g @483 UA S NS M JOBE  ASe Atel: AdHERAS 47 HEs)
(Yoon & Youn, 2010) sHBEEFEAHE 4H =2 dA HE FY AZed & AolE YeilX
o] vYgd HEd vE MFL A= g A A FAT F Qdrt A Lvjzte] A9 3§
& st AoE AZ4HY J&S n| st AUEEFEANT PP R wet FIA Ao &

£t e FIAH Y ALY zolE Aol & HolBZ I AHAE EELVAE
gelstr] s AMFEAAS AASH T Levened] Ste Axe A AP FERAE Yol T
SE AA A p=014ZE fii}%{}ﬂ TYA o Ao #oHAY
AR ool Welchel ZHZ2AE #HA(p=.000)
< AN T A3 71% }S&E} e asHiofait
Dunnett T3E AHE39iom, A= (Table 18) .
3} 2o )

HFq LuAEFG L4 LB RE v &
w4 AvAEe] 34 ALE ds =4 A4 =2
= Ao2 Yeigty. ol Ay xaFrkA & ) .
AEA 29NA F @ BS BA Fyes L) i
A0 Hs F A &R BREE A FF ‘
ste AHRtEe] Wby FXo FYPAS HS = —o—Offering Lusury Overses Biand et-offering Luairy Oy
7-]] ﬁg 7]—6‘]—_]7_ 9\)\%—% }\]}\]—’8}1;]- <F|g 2> The Interaction of Whether Offering Luxury

Overseas Brand and Shopping Value for Fashionability

(Table 18) The Post Hoc Test Result of Fashionability by Shopping Value

; Hedonic (N=140) Utilitarian (N=126) Ambivalent (N=184)
Variable F
M(S.D.) M(S.D.) M(S.D.)
) o 3.6286(.7384) 3.6534(.5488) 3.9330(.6338) )
Fashionability 5 " 11.418%%*

*p< 05, ** K01, <001
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Y EFRANE P F e} &HFTHA Y wWE
A 2k A 7Ee] atelE Thetalr] glE) TeEadd
AR S 2t Levened S84 A4 4
3 p=.09022 QxHEAte] FUAde]l AAHAUL
o, ¥4 A3= (Table 199 Zth

NP EFEAE PHARYG L 7tA BEF A

Rl o
Ehgon, $EA4E Ak e Sk a9
HERAC 4F FESH Y FEY AL 29

A7 olg

Levene?]

golsl7] Y8l t-testE AAEIh
BEA AR A3 p=06922 Q. AHEA

o] FUAo] AAHYOH, A= (Table 2003

Kasy

(Table 19> The Simple Factorial ANOVA Result of Facility by Whether Offering

fHEEANE AH HEY HAdH HEY A
A Ao diE e HAE F7AERY 24 U
Ehot s ERAT 9gd Hxo Ad x4
Hiol FosiA =A dersttt ol 7lsd #A
ol WEo] YA wiFolgs TR E XF
3= Choi, Hong, & Lee(2010)9] A+ A¥s}
Zo] FePEFEAT = UFE Aol £ 9g
A Axe] M, mEtA AL Ade] disk &
H|zk A zZk Aol 7k YEpd Ao 2 s E 4 it

]
AE A ol Welche] ZHZ2AE AA(p=.000)

?l
2 44 A p=00022 QAHEAe] FUAo
A
< AANEEL Y A 7EE AR

Luxury Overseas Brand and Shopping

Value
Facility Sums of Square | D.F. |[Mean Square F P
Shopping Value 10.014 2 5.007 12914 .000
Whether Offering Luxury Overseas Brand 4.777 1 4.777 12.321 .000
Shopping Value * -
Whether Offering Luxury Overseas Brand o12 2 256 660 ST
Residual 172.150 444
Total 6925.333 450
(Table 20> The t-test Result of Facility by Whether Offering Luxury Overseas Brand
Offering (N=309) Not-offering (N=141) p
M S.D. M S.D.
Facility 3.9374 6234 3.7210 6698 3.336%**
*X .05, ** <01, *** <001
(Table 21) The Post Hoc Test Result of Facility by Shopping Value
; Hedonic (N=140) Utilitarian (N=126) Ambivalent (N=184)
Variable F
M(S.D.) M(S.D.) M(S.D.)
- 3.7643(.6989) 3.7275(.5568) 4.0471(.6206) .
Facility B 5 A 13.183%**

*£X.05, **pX01, *** K001
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Dunnett T3E AME-3t91on, A= (Table 21) A3} p=798Z AEte] FUAel HAFAL
3 2t o, A Jer {Table 22>9Jr =3
HeH anAEH AE&H AHRE HlE & A EFENE Yoot &Pk BF £9)
13 AHAbEe] A aE S E=A A ztete 71 2ol o FFS vAE AR YRS
Ao® Uetgth ol #Ht 4aqrhA] ZE A o, AezE 23 A9A UEsth g EFEas
S4 &Y7HA T & FS A FEEE &HA dH Hxeh vigd Fxeo 97 A A7 A
ol Bls) F A &gHA BRFEE EA Fs olZ Feldly] sl t-testES HAFAUT Levene
= AHREe] WSty FEY AAHE US = o) TR AA AT p=4672 LAEALY] FUA
ket Ae& AlAbET o] AREReH, A= (Table 23)3F .
s FEAT JF FE9 v Hxe] &
M 971 A7 Al g B> HAE FUHAET F=A
HAPFEAHE JHAF &P7F] wWE et oY, YW FEAE P43 FEY Hfol
971 2 A7ke] Apelg whetstr] 93 Tl FoatA E=A YeiEth ol P FEASI
o] HARXM S A3 Levened SH4F 714 Eds EI7E A 2ol (Dubois &

(Table 22> The Simple Factorial ANOVA Result of Atmosphere by Whether Offering Luxury Overseas Brand and Shopping

Value
Atmosphere Sums of Square | D.F. |[Mean Square F P
Shopping Value 7.583 2 3.791 8.379 .000
Whether Offering Luxury Overseas Brand 16.862 1 16.862 37.266 .000
Shopping Value *
2.868 2 1.343 3.170 043
Whether Offering Luxury Overseas Brand
Residual 200.895 444 452
Total 5879.222 450
{Table 23> The t-test Result of Atmosphere by Whether Offering Luxury Overseas Brand
Offering (N=309) Not-offering (N=141) p
M S.D. M S.D.
Atmosphere 3.6731 6731 3.2624 7069 5.910%**
*X .05, ** <01, *** <001
(Table 24) The Post Hoc Test Result of Atmosphere by Shopping Value
; Hedonic (N=140) Utilitarian (N=126) Ambivalent (N=184)
Variable F
M(S.D.) M(S.D.) M(S.D.)
3.4357(.7469) 3.4656(.6255) 3.6812(.7149) s
Atmosphere B 5 A 8.379%#*

*£X.05, **pX01, *** K001
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Atmosphere

39

Hedonic Utilitarian Ambivalent

== Offering Lusury Overseas Brand «--0-+ Not-offering Lusury Overseas Brand

{Fig. 3> The Interaction of Whether Offering Luxury
Overseas Brand and Shopping Value for Atmosphere
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FolmA] Ao T3 FEXEHAAS A

e FEAE Aol ol we} sy HE
ojmAe] &g LM E {3 2to]7h FRlH
Ak AeFFRAETL A Ae HES AS
B, AETA FEA, A B97] AdelA T
S = H7HEL AAJTE ole B FEAE
dHogFe 22 9d HxEAo] sty Hxol
A 7t 2k GF¥s E 7 des dvE,
w3k sk Hx A o] sEFEaE ¢
HqARE VR &8 F dve A& AA
ghot,

] PSS B ol bl B R I e e e A L P
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AR Uehgth FAA 2S4S A3
CEE VRN EUEEER BRI
© %] Y W, & W9 £YAARS F
FoE 2RSS AAe] FeE nBskAG
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I8y B Ad3EeE ded 22 dAES 7e
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A @Al Utk AAATY 7S B
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