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{Abstract)

Brand equity is one of the most important concepts in business practice as well as in
academic research. Successful brands can adlow marketers to gain competitive advantage
(Lassar et d.,1995), including the opportunity for successful extensions, resilience against
competitors promotional pressures, and the ability to create barriers to competitive entry
(Farquhar, 1989). Branding plays a specid role in service firms because strong brands
increase trust in intangible products (Berry, 2000), enabling customers to better visuaize
and understand them. They reduce customers perceived monetary, socid, and safety risks
in buying services, which are obstacles to evaluating a service correctly before purchase.
Also, a high level of brand equity increases consumer satisfaction, repurchasing intent,
and degree of loydlty.

Brand equity can be considered as a mixture that includes both financia assets and
relationships. Actudly, brand equity can be viewed as the value added to the product
(Keller, 1993), or the perceived value of the product in consumers minds. Mahgan et d.
(1990) clam that customer-based brand equity can be measured by the leve of
consumers perceptions. Severa researchers discuss brand equity based on two dimensions:.
consumer perception and consumer behavior. Aaker (1991) suggests measuring brand
equity through price premium, loydty, perceived qudity, and brand associaions. Viewing
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brand equity as the consumer's behavior toward a brand, Keller (1993) proposes similar
dimensions. brand awareness and brand knowledge. Thus, past studies tend to identify
brand equity as a multidimensiona construct consisted of brand loydty, brand awareness,
brand knowledge, customer satisfaction, perceived equity, brand associations, and other
proprietary assets (Aaker, 1991, 1996; Blackston, 1995; Cobb-Walgren et d., 1995; Na,
1995). Other studies tend to regard brand equity and other brand assets, such as brand
knowledge, brand awareness, brand image, brand loyalty, perceived qudity, and so on, as
independent but related constructs (Keller, 1993; Kirmani and Zeithaml, 1993).

Walters(1978) defined information search as, "A psychologicd or physical action a
consumer takes in order to acquire information about a product or store” But, each
consumer has different methods for informationsearch. There ae two methods of
information search, internd and external search. Internal search is, "Search of information
dready saved in the memory of the individual consumer”(Engel, Blackwell, 1982) which
is, "memory of a previous purchase experience or information from a previous
search."(Bedles, Mazis, Sdop, and Stadlin, 1981). Externd search is "A completdy
voluntary decison made in order to obtain new information"(Engel & Blackwell, 1982)
which is, "Actions of a consumer to acquire necessary information by such methods as
intentionally exposing onesdlf to advertisements, taking to friends or family or visiting a
dore."(Bedes, Mazis, Sdop, and Sadin, 1981).

There are many sources for consumers information search including advertisement
sources such as the internet, radio, televison, newspapers and magazines, information
supplied by businesses such as sdes people, packaging and in-store information, consumer
sources such as family, friends and colleagues, and mass media sources such as consumer
protection agencies, government agencies and mass media sources.

Understanding consumers purchasing behavior is a key factor of a firm to attract and
retain customers and improving the firm's prospects for survivad and growth, and
enhancing shareholder's vdue. Therefore, marketers should understand consumer as
individua and market segment. One theory of consumer behavior supports the belief that
individuals are rational. Individuas think and move through stages when making a
purchase decision. This means tha rational thinkers have led to the identification of a
consumer buying decison process. This decision process with its different levels of
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involvement and influencing factors has been widely accepted and is fundamental to the
understanding purchase intention represent to what consumers think they will buy.

Brand equity is not only companies but aso very important asset more than product
itself. This paper studies brand equity model and influencing factors including information
process such as information searching and information resources in the fashion market in
Asia and Europe. Information searching and information resources are influencing brand
knowledge that influences consumers purchase decision.

Nine research hypotheses are drawn to test the relationships among antecedents of
brand equity and purchase intention and relaionships among brand knowledge, brand
value, brand attitude, and brand loyalty.

H1. Information searching influences brand knowledge positively.

H2. Information sources influence brand knowledge positively.

H3. Brand knowledge influences brand attitude.

H4. Brand knowledge influences brand value.

H5. Brand attitude influences brand loyalty.

H6. Brand attitude influences brand vaue.

H7. Brand loyadlty influences purchase intention.

H8. Brand vadue influence purchase intention.

H9. There will be the same research model in Asa and Europe.

We performed structura equation model analysis in order to test hypotheses suggested
in this study.

The mode fitting index of the research modd in Asa was X2=195.19(p=0.0),
NFI=0.90, NNFI=0.87, CFI=0.90, GFI=0.90, RMR=0.083, AGFI=0.85, which means the
model fitting of the model is good enough. In Europe it was X°=133.25(p=0.0),
NFI=0.81, NNFI=0.85 CFI=0.89, GFI=0.90, RMR=0.073, AGFI=0.85, which means the
model fitting of the modd is good enough. From the test results, hypotheses were
accepted.

All of these hypotheses except one are supported. In Europe, information search is not
an antecedent of brand knowledge. This means that sdes of globa fashion brands like
jeans in Europe are not expanding as rapidly as in Asian markets such as China, Japan,
and South Korea. Young consumers in European countries are not more brand and
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fashion conscious than their counter partners in Asia

The results have theoretical, practicd meaning and contributions. In the fashion jeans
industry, relatively few studies examining the viability of cross-national brand equity has
been studied. This study provides insight on building global brand equity and suggests
information process eements like information search and information resources are
working differently in Asia and Europe for fashion jean market.

Key word: brand equity, purchase intention, brand loyalty, brand value, brand attitude,
information search, information sources
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Classification Asa Europe
frequency % frequency %
Mae 63 24.7 60 36.5
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occupation student 255 100 175 100
under $50 25 10.7 41 259
average $50 ~ less than 100 63 26.6 60 38
clothes $100 ~ less than 200 76 326 A 215
expenses $200 ~ less than 300 38 16.3 8 51
per month 1 300 ~ less than 400 15 6.4 9 57
$400 or more 17 7.3 6 3.8
Subtotal 255 100 175 100
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Table 3. Analysis of Reliability

Asa Europe

Dimension ltemS | Fpad | Alpha | Find | Alpha

items (a) items ()

Brand loydty 5 5 .824 5 .827

Brand Vaue 13 5 .701 8 .673

Brand attitude 3 3 937 3 .750

Brand knowledge 8 7 .894 8 .818

) Interna search 3 3 .703 3 .676
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Externd search 10 5 753 10 .883

Personal source 5 4 .750 5 .750
Information sources

Non-persond sources 6 4 632 6 861

Purchase intention 3 3 755 3 717
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Table 4. Results of Confirmatory Factor Analysis

Asa Europe
Dimension| Items| pah Items | path
coeffi- | t-vaue gogfd?i?s coeffi- | t-value go;d?i?s
cient cient
1 | o065 | 1118 1 095 | 1660 2
=60.54(p:0.0) X*=66.89(p:0.0)
Brand |2 | 90 | 1761 GFI: 092 2 | 094 | 1609 GFI: 0.90
loyalt 3 | 08 | 15680 AGFI: 0.75 3 071 | 1066 AGFI: 0.70
vaY "4 [ 064 | 1093 - 4 | 060 | 86l o
= T 066 | 145 RMR: 0.066 5 057 | 800 RMR: 0.072
; 8-82 18-32 X’=3.36(p=0.64) ; 8-?; 191-42‘; X?=23,90(p=0.00
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Y "4 [ 042 | 655 o 4 | 08 | 1266 -
= T 053 | 859 RMR: 0.021 5 o8 | 7@ RMR: 0.048
1 065 | 11.32 ; 8 gg g-£
4 | 076 | 13% | 26560000 3 | 070 | 995 | x*=6248(p.00)
Brand | 5 0.85 16.56 GFI: 0.93 4 0.63 8.74 GFl: 0.92
knowledgel 6 | 089 | 17.9 AGFI: 0.83 g 8;2 3-2523 AGFI: 0.83
T o8 | 1751 RMR: 0.045 2 0% o RMR: 0.043
8 | 078 | 1456 8 061 | 835
6 | 079 | 1368 , 6 075 | 1117 ,
. 0 o3 | 22 GFI: 0.97 8 0.74 | 10.89 GFI: 0.92
search ' 8'9 AGFI: 091 9 083 | 1291 AGFI: 0.82
1] 0s | 82 RMR: 0.045 10 | 080 | 1226 RMR: 0.044
12 | 054 | 840 12 | 071 | 1045
1 ] 035 | 530 | \Zo684100) % 8’28 g-g X’=17.42(p:0.0)
Persond | 3 | 043 6.51 GFI: 095 3 08 1101 GFl: 0.96
source | 4 | 095 | 1312 AGFI: 0.77 4 080 | 1158 AGFI: 0.88
5 | 068 | 10.00 RMR: 0.078 5 071 | oo RMR: 0.057
8 | 030 | 413 6 | 059 | 818
NoM-berso Xx’=16.18(p:0.0) 7 | 083 | 1309 | X’=54.38(p:0.0)
n;er 9 0.43 6.60 GFl: 0.97 8 083 | 1427 GFI: 091
sources | 10 0.82 9.80 AGFl: 0.86 9 0.85 13.50 AGFI: 0.78
RMR: 0.060 10 | 074 | 11.07 RMR: 0.058
11 0.59 7.86 11 0.61 8.66
0.083°.% Uelyth S 7|22 st o] drht Zol7t e T BoFe
of FoIxl Age] Wkeld IHFE € RMRE 0083 Uitk 2oz w
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S50 g8 ANYAHE vjEZF ATk A4 00), GFIE 090, AGHE 085 NF+=
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b=y Europe
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Information sources — Brand knowledge 134 355 | accept 0.39 212 | acoept
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