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The Effects of Image of Discount Stores on Fashion Brand Equity
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Abstract

A purpose of this research was to analyze an cffect of discount stores image on brand cquity of fashion brand.
One hundred ninety-four women living in Seoul and its suburb were surveyed for this study, For data analysis,
descriptive statistics, factor analysis, multiple regression, and ANOVA were used for this study. As the results, first,
discount storcs image was classified into five factors such as convenicnee, service, slore atmosphere, familarity, and
easy use. Second, brand equity was divided into three factors such as brand loyalty, perceived quality and brand
rccognition. Generally, discount stores images were correlated with brand equity factor. Third, results revealed that
service, easy use, convenience, and familarity were 32% of the cxplained variance in brand loyalty. Alse, store
atmospher¢ convenience, service, and easy use were 26% of the explained variance in perceived quality. Results
revealed Store Aimosphere and easy usc, and familarity were 21% of the cxplaincd variance in brand recognition.
Based on these resuls, discount stores in private brand marketing strategies would be suggested.
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