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A2 HAIAYYFol A3 o4 uF

]

1. %9 g

HES ‘FZ2 AE ey 7R FEFol IEH A= FHAIAE(A business
establishment where usually diversified goods are kept for retail sale)l)& <jm]3ic.
o714 &g AFGEo] ofd Q1A AHE BFROZ A&t HIZAH| A A

FEIY AHAE Briste AY #HEE EE 252 Lo, &MEE WA Jlse
3

FRHE RE/NBORE SRLY, AQY, Zazeld, Jimsty Sol Ak
Qur oz Aujen W BE Lvjots HES At 1 ARS 2u@Eel

ZuAY JEAGRY S FEIG FEe| i AYAYH | BHo= P,
ol AL avAEl HES AU A BHE ANAYAYE ARNNE 5
)

CE OE Z9elt AEFAHS FYMNE Fh oA AZY IJA2FAY

gt

1) Webster' s New Collegiate Dictionary, Massachusetts : G. & C. Merriam Company,
1975, p.1147.

2) 84, "AdrAYgLEE, , 294, 1998, p.3o%9.

3) ALF, "AARAGE, , BEAL 1981, p.271.
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o] FX = o] A F Yve A& BAFEH dE 5o LHARER 9
olg A Zolthd A|ZtH = 71Xt ¢l7] Wi oW EFHITE MUy ©
=2 Zotd i gBEFE Jdrhs Aolthd

E=Z(Monroe) ¢t 2 EW (Guiltiman)& (I 2-D3F £ FEZRIDS AASATH
5 2HIAY RJIFEAA, B2 M8 59 58 (4A DE2 oW Fa&F (=
25 A&, olgd &= ] FE HSES Frlsted ¢AeH (A 3)E

FAVDT Stk oMY SHEE BAY, AwA AAFE, BohY, T4 Y

T SPHI WP oM A(IA HE LAY T ALY AHHEY B

B AR A BAEA FYHEd, FE|NAT 204 &T SRS
S (3R o A 2 3% PAeSS) HE) B BE (4 5)E FHo|n ®
27t 1 HEZAA PG h5Hol ADHEA 6).
U FEF AGHE culAE AFFA(ER). . 4D 5% 2L FTA A
3 (3R D B o A1z W o® AFL Mgk (34 8). 1
B 2 AL AEN BFF HEANN FYF AT BEATE HXo) e 37
A olulA7} FuEo] (34 25 4o BFH) 1 FEES W WEL A4S %
Asted, 1G9 P ASHY AP 2MAT GB2 BE AP0l Yok 5
et

g 485 FoiRgel QelAE vt FES BRI Qo) o)A nE 3P

Be AL AL otk 2 U4 54 FEe| U AAZPe] BE2P o

%

Z70] BUSTA AWAE A4 G I AL PR HIL RS BEHoE
AdE aEgRges JEe 5 Qe Aotk webd FEWEe] @A BEF
AEAGHG0) APE olFo] doluhs AL ohigkn Rt

4) +&d, JAANAYETE, . =EAEE A, 1989, pp.401-403.



l_ Ay A _l
*1 % *3 % 5
ME/70A Bl 28 2 B HESHY P AE L | Az
=4 et | |28 ouA | | e B=
s | 4 ' v
NE
-1 N EXE
Lv
1A H y
*7
h ‘ EES
-Life style HR A
v
_7H/g *8
-BA A o AE =
— A E o)

A& : Kent B. Monroe and Joseph P. Guiltiman, “a path-analytic exploration of retail
patronage influences”, journal of consumer research, vol.2, (June, 1975), p.121.

HEAG Slolx FE ST E X oA7F AQD Stk 1A & AF
g

ST

e

olmA” AHAT 5 HEA Fuidd FAHoz dYHe £ 7

H= 7435485 ojgta AA (Kunkel)# Wl (Berry) = dosta Ut



FuBERE 4% 54 FEONAZ} FA Fow 2MA4E 02 HEE Hd
A = Aol

1) 944, E94, ZE(Engel-Blackwell-Kollat) 2] o]r|x] F4246): $1X (location):
AES ¥ (assortment), 7F4 (price), B¢t #ul 3l (advertising and sales
promotion), ¥l (store personnel), A1B]Z~ (service)

2) wElS (Martineau) 9l ol A FA AN AA9 A3 (layout and architecture)
4783 A A (symbols and colours), #L(advertising), ¥ (sales personnel)

3) slAT, 2w, EHEL (Hirschaman-Greenberg-Robertson) & o]w| =] 743
248 A BAF (salesclerk service), $1X (location of the store), 7}4

(merchandise pricing), A8 %=+ T4 g3 (credit or billing policies), &<

5) John H. Kunkel and Leonard L. Berry, “a behavioral conception of retail image”,
journal of marketing, vol. 32 (october, 1968), pp.22-27, (87, “BZHA X Ad Q09
of &S AT, AL AAFEH =&, 1983, p.13, A1E)

6) James F. Engel, Rogen D. Blackwell and david T. Kollat, Consumer Behavior, 3rd, ed.,
(Illinois: The Dryden Press, 1978), p.506, (B A, “AuAFujd)Zo] Qojxel FEA
gef # AT At AAES=E, 1993, p.34, AAE).

7) Pierre Martineau, “The Personality of the Retail Store”, "Harvard Business Review,
Vol. 36(Jan. - Feb., 1958), p.5.(;8 44, AA =&, p.35 AUL).

8) Elizabeth C. Hirshman, Bernett Greenberg and Dan. Robertson, “The Intermarket
Reliability of Retail Image Research”, Journal of Retailing. (Spring, 1978), p.5.(Zg A1),
AA =, pp.35-36, AAL).



(veriety / asortment of merchandise), %% <& (merchadise

, W a8 ZFAA (guarantee, exchange and adjustment

policies), H kA (real saving represented in sales)

4) AAF} wlg (Kenkel and Berry)d olnzA F4249 7}4 (price  of
merchandise), A& & (quality of merchandise), ¥vl] € (sales personnel),

Z] (locational convenience), =L ¥re] el Q4 (other convenience factors), A1H]

2 (services), ¥mlZZ  (sales promotions), #HIL (advertising), &%7](store

atmosphere), =7 (reputation on adjustments)

2. oW A L&Y TAH W&

AF7HA A Eolu Ao #AG Fe o7
HHEg =,
9l @A B oA AFT

StAE 9] olmA] FAH LA Uty A
2 =R HEuAE ZE HESA (store attributes) ] 274
SIAEY] FEolH|A] FHRAE FHSY 9A,

4, B, Bz, BeiQ, Auls AFY AT E7, AY, 297, 1 9

1

e AEe 912 AFE W Pshel Telslok s AgEo
() AF : QFE o= gulold FAnAl Ak Az geln 2 o B

9) John H. Kunkel and Leonard L. Berry,

Joural of marketing”,

) &84,

A $8% 2K ABE,

“A Behavioral Conception of Retail Image,
(October, 1968), p.22, (A, DA =&, p.36. AMAE)
AFU et EHF, 1998. p.o62.
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. BFEAL 1996, p.5.

13) &84, AAA, 1989, p.578.

12) #¥&.



(32 2-2) CHAH[X} BHEo| 2xy 7
=z A & o
AEQ oA E g2z o] (display), 2=, QA A7 w1t
T3] 95 AE 29 (market leader)
oWl E(event), A4, £AdT==WE ZUEA
3 o UJ_I;_E_
AES ABs = AE AAE, dold, AgAE £ =
at7] 9sta] gee =
] 2HATA (M) ETA, AANAATY 5),
A}ECO 3|
;:; S A, HAE(text), 71223, AFEEEA,
° PRA, 22, 2437 S
I AN AR 2, BARAEZH A E (] 0] 7 2]
BE 715S 285 @A | © :
;?}i 58 $E3] P 2asAmAz =), ng:am quzng)
° =, AAEA 5
T2 golaHA FAYEAE, AZAE, 2470, EA )
st7] 95k W EAH A &
AATAL Fo}s}] 270, FACE, AAE, AEBd 7@, =
ISESRS) 7AMH] &, SRZEAE A 5
I A9 ALz, zyud, AA=uE, 97}
QB E 23477 95t ol A8l S
) i 15l =T s
A% e 2ANA] et | oo PRA MRS gaFad
(trade-in) &
AN S I ZATFUAL =, A=, AHEAE =
317 98k 2E, ZHUE B4 =
] L AE(set) B, 298 ¥F $F7QzH 0]
weh gl FOSES A | e e T
¥25: 39y, A" HAYE, TR Ab, 1991, p. 677
5) Fuj
2HRAE BURS BT FTAGS = AR glomz Aude AHRe 7
rAY Q9o st & 4 ity BTsp dutiHA AAES Gaos s I¥
2 Ays a=d e, BRde 7 2uAs gEsEz B 4% 392



sfoF st=dl dytdoz AujdolA 53 22 HEC] &TEH.

(2)

(3)

(4)

(5)

(6)

(7

£98 J-™sA Zolstedol Ftl (greeting customer) : I P wiE &
g ml Z2 A4S GU|B=E, 53] AJAYE £ ZEE

£do7 JlogF ERle E&FE dxF 3§ Fojok 3t} (determing the

L

ES A FstodoF g} (presenting the merchandise) : ©ol& AH|Re &3 =
Fote AFS AAst] BEFE =7 EF FoktS dr
Bl 71 & ZFoloF dr}h. (selling technique) @ ¥old2 &A@ A

2 @ EX 2 BFA AF Tk ANAZ 2} F89 olHHES

aH A7 AF W Ze ALHEFES AAS Folo FTh  (meeting

objections) : &HZ= I7F Aot AFA Wis) obs Wb gle W o= U4

i=]
=
HjgdES 2dE= A& St (closing the sale) : WujgLe o)A RE &3}

9 ANBEL BHL AT EASE ok Bk TP =dsa v

g2 P =0 3 AokS Fo) (suggesting selling) : AH|AS FrjEE

= 9 F #ud2 I %Y FaiEEs SHACA Agtsts Aol o]

_13_



t} (developing customer

Aok

AYEs

good-will)

AA 2 Qe ok

ks

A= g4

6) Au=

o] A AEL 2HANA

CECRE

s oF 5t7] wWZ ol

23]

Ko

o
M2 AEAR(ZHAYEFE T,

Ho
el

<

= AH|

3

kel

a5 o, gAH. HA

7%

SEERE

o

o

oj

L._._O

ol
R
o)
B

o|J

A1 H]

o
L

o9 2
27 vehg,

o ek o= HE9 AFE

tde vtz AlE

9

29 F¢

fof 2mAe] wg

ke

a9

o, Yy o))

- =
. O

7}

4

X

3

o] Ao o

kv
=3

g Al

T
N

Aol LA T

Zol,

E AL 1989, p.202.

A7E B4,

14) o]%4.
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AR, AES Yol (width or breadth) & HE7} AYIL Q&= AEFESFY HAES

il
1o
o
fol
[me)
X,
N
e
i)
I
e
o
Ir
i
rir
P
s
iv)
N
)
X
i
&)
£
_o'h
rir
03
o)
=2
]
o
A
Io

aulA7t AE) SAAE Aokt AFL FUI) Aste] AITWY E2T B
FES BT Bd Qo odF F 2vAAA Dokt 289 A
[ez]

St E77F 240l .

gk X4 (window displays) ol
AHRZ2 Stog #FHAlGE =

Ae Fe AFe ALst] AUAE kHAVE & 2A o

A¥ 2971 &9 & (the quality of the surrounding)!®” o]gtx 3t}
o] T2 AH[AZ} HEo| S0 E W mFoE o' AP E =Zdrt = oy

3 AALS 2y Aol vt2 E9|7]o|th

e

©7]

rr

15) Philip Kotler, “Atmospherics as a Marketing Tool”, Journal of Retailing, (winter, 1973-
1974), p.50.
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FEZ (Kotler) & E$715 QI7Fe] 22 (senses) S Sof Au Hrhle) = Q7
o A& wZS ALY A, ZZ, HZL a8l S4E Yuste AoZ Bl

= A4 AdelMEe A (color), BE (brightness), T2 (size), 28I EF

L)

IN

(shapes) S, 379 ALoA = =7] (volume),, LA (pitch) S, FHZ 9 AL E T
71 (scent) 9} Al Z(freshness) S, F2Z49 Ao+ F =22 (softness) I =3}3+
(temperature) o] 2t WO E FEIIA] %

oY A UL 08T B SolwW, AFE FUAE YU o TFIF

ox,
1o
Mo
1o
N,
il
i
=l
re
W o
o,
Kl

(ad 2-3) ZHZI=b Foiztsdel A

Tl g2 A% e Aad g7l |y [748 Aus
a3 54 | | avat Az [ | 2nag ge || | @ggEe 9
B % gBNE [ el FEHA

57 3%

¥ZE : Philip Kotler, “Atmospherics as a Marketing Tool” , Journal of Retailing, Winter,
1973-1974, p.b4.

16) Ibid., p.5lL.
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-7 A, AAA, 1989, pp.105-106

17) o] %-&



PN
T
AFEAH W5 F UolZ /F08 st 204 49 924 FaaNge 4

Zd) 1A, ojdol 5L volo] we} & B3 Eolyol Gk 5 2

i
Ir
N
fr

HE B gule] mE ARt 44 Sl she Bopelth
E5E A AFC U Bao PP Beld @+ s 3P Wrelth ¢
Uete 49 58 AMe $8ANELe ARsets W HE Wsst Ay 2

aH ke A2l gEel wE B=r
A3 dge 7HE ATEAE s 290 e E I A A wgdde

A8 (life style), 70 (personality), 911 A] (risk-perception) S°] A

) B&F

Agga ol Aol ofEA AbE Bl E7t (FF: activities), A4 73 &
A FQlo] FQsttta AZ4EEsE (F4A ¢ interests), L2 L AFA1S] FHA| Al B3}
o oy A4S st 7t (A opinion) o sl FE Bk & & e,
oW P5, A, J7 (AIOW : Activities, Interests, Opinion) o= (I¥2-4) 9 2
2 Aol XSH,
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A~
I
o
"
N
~
0 >
I
02
1>
10
|'D:
4>

5 (activities) A (interests) 9]7 (opinion) ATFEAHES
o 7+ A7 A4 a3
=k 7+ AL A e
ALS] A AL 2] 5 B A T
F7F A G A}3] A 2
o= o= BA PSR
ZH Y Zt 3 A= ¢

ALY &5 2] A} A& TAY =Y
Sl ) A el N GTF7] A
Eal ek o3

A5 : Joseph T. Plummer, “The Concept and Application of Life-style Segmemtation,
“Journal of Marketing, January, 1974, pp.33-37.

olg gt AIO M& °ol&3td Tigert < A5 Bl E0J A st RECFC (ready
to eat.carry out fried chicken)E FFste A9 AduA Y EH& B4 st
ogaAEY] &L EHS Y rgd AAA o s F#Holx
Fa4 25 A, AEAAE FolstaL, 7170 AR S FFaty o, &5
ol FFYe] oH, Bt} AFEZE HES 7AW, FH Eok B2 AIkS B
= dFe] ATt st

olglgt 540 ZAE T uFd 22 vHAE HAFE HAAsiof @tk & BFas
Fzx4 A%y AME 9al ofelvolzt s oo stal, o olH F2S A A
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ABSTRACT

A study in How Drivers Select Gas Staion

-Around cheju Area-

Ki-chang, Yang
Majored Business Management
Department of Business Administration
Graduate School of Business Administration
Cheju National University

Surprised by Professor Yong-chul, Hwang

Gas station businesses which were developed under government protection and
regulations are now in the mist of great changes because of the liberalization of oil
industry policies and import export pricing laws which were established in January
1997. Change has been further brought about by laws regarding foreign trade
established in May, 1998.

The purpose of this study is to let gas station operators know what factors
influence drivers in their choice of gas stations and to help these operators improve

their management skills to better deal with customer dissatisfaction.

The present writer would like to make some suggestions to gas station operators

should devise a marketing strategy differently to meet their diverse needs.

Convenience and the quality of service are the most important factors influencing

drivers in their customers with high quality service by getting rid of inconvenient
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things which cause problems and letting their employees know the spirit of real

service.

As Women drivers are increasing day by day and become big targets for sale,

operators should work out a special scheme to captivate them.

Customers want more variety in gas station service. Therefore operators should
steadily carry out various projects to diversity their service by setting some
convenient facilities at their gas station like those of Japan or the West.

Manufacturers’ activities in advertisement of their brand name and sales
promotion of their products have great influence on drivers™ selection of gas station.
Operators can have more customers by setting up strong and mutual cooperative ties

with the manufacturers and strengthening their advertisement.
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