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Abstract

The purpose of this study was to investigate the effect of store attributes on brand equity of and brand attitude
toward Korean SPA brands. Data were collected from women living in Seoul in ages from 18 to 39 with purchasing
experience at Korean SPA brands. A total of 554 questionnaires were used in the statistical analysis including factor
analysis and structure equation analysis. The results were as follows: For store attributes, 8 factors were extracted:
product assortment, fashionability, price, quality, store environment, service, convenience in location and advertise-
ment. Two factors, brand awareness, brand image were extracted for brand equity, and brand attitude was derived
as a single dimension. Product-related store attributes such as product assortment, price, quality have positive effects
on brand awareness, brand image and brand attitude. Other attribute such as store environment has positive effect
on brand awareness and brand image, Attribute such as advertisement has positive effect on brand awareness and
service, convenience in location have positive effect on brand attitude. Moreover, brand image and brand awareness
have positive effect on brand attitude. These results indicate the product-related attributes are important factors to
consider for improving brand equity and brand attitude for Korean SPA brands.

Keywords: Korean SPA brands(el=+& SPAE ZHE), store attributes(FZ<), brand equity(E = ZILh,
brand attitude(H = Efx)
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I1l. Methods

1. Research model
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<Fig. 1> Research model

2. Research hypothesis
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4. Data collection and analysis
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IV. Results and Discussion

1. Demographic characteristics of respondents
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2. Exploratory factor analysis and reliability
analysis
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{Table 1> Exploratory factor analysis of store attributes

135

T, 89l 4k EW, 29
L PSR TR Y
W gyskch A4 41

1%em AFe A 25 0.7 o

2 s %7 e,

Factor | Eigen- |Cumulative|Cronbach’s
Factor Item . .
loading | value | variance a
This brand’s stores sell various product items. .820
This brand’s stores provide products of various designs and colors. 819
Product is brand’ fous si 2610 | 10039 | 816
assortment This brand’s stores sell products of various sizes. 762 - - .
This brand’s stores sell various products not only clothes but
741
also scarfs or bags.
Products in this brand’s stores are in present fashion style. 854
Fashionability Products in this brand’s stores are in line with present trends. .862 2956 18715 20
This brand’s stores frequently change inventory with new
. 777
fashion products.
Products in this brand’s stores are relatively inexpensive. 874
Products in this brand’s stores are reasonably priced. .881
Price Products in this brand’s stores are affordable. .884 3.113 30.688 900
Products in this brand’s stores are cheaper than competitive
. .829
fashion brands.
Products’ in this brand’s stores have high quality. 874
Quality Products in this brand’s stores use good materials. .859 2.339 39.684 .853
Products in this brand’s stores are not easily changed after washing, .858
The overall image or atmosphere of this brand’s stores are satisfied. 786
S The interior or display of this brand’s stores are satisfied. 768
tore
i ’ 2.692 X .82
environment This brand’s stores are comfortable and clean. 798 69. 50.039 827
It’s convenient to shopping because of the efficient product 206
arrangement. ’
Salesperson in this brand’s stores are kind. .839
Salesperson in this brand’s stores don’t make uncalled-for meddling, .839
Service Salesperson in this brand’s stores tend to explain well to any Q4 2.848 60.994 861
question about products. '
It’s easy to make exchanges or refunds in this brand’s stores. .841
; This brand’s stores are conveniently located. 903
Convenience | — 1723 | 67619 | 821
in location | This brand’s stores are convenient since they are close to other stores. .885
This brand’s stores advertise extensively in newspapers, o11
Advertisement | magazines or TV. ' 1762 | 74396 | .865
The advertiserrents of this brand’s stores are informative for purchase. 923
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{Table 2> Exploratory factor analysis of brand equity

Ak ul BAE YEete] g BARsiAT

Factor Eigen- |[Cumulative|Cronbach’s
Factor Item . .
loading value variance a
I can easily remember the logo and symbol of this brand. 726
Brand
ran I can easily remember the name of this brand. .895 2254 32205 .820
awareness
It’s easy to distinguish this brand with others. .841
The brand has a intimate image. .850
The brand has a distinctive image. 172
Brand e 2456 | 67280 | 789
1mage | The brand has a dependable image. .670
The brand has a good image in general. 707
{Table 3> Exploratory factor analysis of brand attitude
Factor Eigen- |[Cumulative|Cronbach’s
Factor Item . .
loading value variance a
I am satisfied with this brand. 939
I evaluate this brand positively. .950
Brand : poTey 3525 | 88.128 | 955
attitude | T feel friendly toward this brand. .940
I like this brand. 926

H EHE ;(].A]—oﬂ EHE‘]— EI—AH&]
o g4lo] =EH e, 841
80l 2= ‘BHHE oju| xR PHs}Sct
g2 67.280%=2 UElGon AFE A
0701402 WA &7 vhebge,

HPE simof digt 244 8Ql2AE AR
A, shute] Tl APoE 8glo] =EEgeh A
Al AT 88.128% =2 LERgon A= A4
0955 olArow ulid 7 ekt

rr

3. Confirmatory factor analysis

B AN AgE ZAUSRY SHekAT
e S BAH 0= AFal] SIstel TaIA
2910 AT o SRl4 aQHAe A

S~

st

1) Store attributes

AzEAo gk #8918 QAEBAL AlAE 2
TH= (Table 4)9} o] FmEe] H3hE 257}
2 =472.898(df=291, p<.001), IFI=.972, CFI=972, TLI=
.969, GFI=.938, AGFI=.925, NFI=.931, RMR=.039

2 eht YESHY RAES 127 By
Fug Aoz Yehyth

ek,

2) Brand equity

BAHE Aptol o Bely Rk
Ak (Table 52} o] Fxud HFE x|47h
27=93.464(df=13, p<.001), IFI=.945, CFI=.945, TLI=
911, GFI=.955, AGFI=.903, NFI=.937, RMR=.034
2 el BHE 2RARY] Qo158 XA B
< See oz et £33 aF
63494 8372 b} o4kl EAel 0.7%
8w 2 $A2 e AdegdEst 8
HE e}

3) Brand attitude
BAE fwo o Bely RARAS AXF

ARz (Table 6)3} Zo] FxmE ] ZHFHE 2427}
77=2.948(df=2, p<.001), IFI=1, CFI=1, TLI=.999, GFl=
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{Table 4> Confirmatory factor analysis of store attributes
Factor Item S.L. E S.E. CR | SMC
This brand’s stores sell various product items. 71 1 594
This brand’s stores provide products of various designs and 200 | 1101 | o065 | 16810 | 624
Product colors.
assortment | This brand’s stores sell products of various sizes. 686 | 1.090 | .073 | 14973 | 471
This brand’s stores sell various products not only clothes 673 | 1o | o069 | 14700 | 453
but also scarfs or bags.
Products in this brand’s stores are in present fashion style. | .823 | 1264 | .081 | 15.588 | .677
. N Products in this brand’s stores are in line with present 20 | 1297 | 083 | 1559 | 706
Fashionability | trends.
Thlsi brand’s stores frequently change inventory with new 677 | 458
fashion products.
Products in this brand’s stores are relatively inexpensive. .852 1 726
Products in this brand’s stores are reasonably priced. .854 | 0930 | .038 |24441 | 729
Price Products in this brand’s stores are affordable. 854 | 0975 | .040 |24.441 | .729
Pro@ucts in this brand’s stores are cheaper than competitive 777 1 092 | 045 | 21000 | 604
fashion brands.
Products’ in this brand’s stores have high quality. .802 1 .643
Quality Products in this brand’s stores use good materials. 828 | 1.005 | .053 | 19.056 | .686
Prodl.xcts in this brand’s stores are not easily changed after 907 | 1046 | 056 | 18805 | 651
washing.
Th.e overall image or atmosphere of this brand’s stores are 734 1 539
satisfied.
Store The interior or display of this brand’s stores are satisfied. | .712 | 0990 | .066 | 14977 | .507
environment | This brand’s stores are comfortable and clean. 741 | 0987 | .064 | 15.505 | .549
It’s convenient to shopping because of the efficient product 765 | 1060 | 067 | 15889 | 585
arrangement.
Salesperson in this brand’s stores are kind. 795 1 .632
Salesp.erson in this brand’s stores don’t make uncalled-for 276 | 0935 | o051 | 18278 | 602
] meddling.
Service Sall in this brand’ d lai 11
aespersc?n mn this brand’s stores tend to explam well to 766 0.881 049 | 18.034 | 587
any question about products.
It’s easy to make exchanges or refunds in this brand’s stores. | .782 | 0.926 | .050 | 18.407 | .612
) This brand’s stores are conveniently located. 754 | 0.895 | 130 | 6.894 | .569
Convenience
in location | This brand’s stores are convenient since they are close to 929 | 263
other stores.
This l?rands stores advertise extensively in newspapers, 82 | 0941 | 112 | 8367 | 76
) magazines or TV.
Advertisement
The advertisements of this brand’s stores are informative for
.895 1 .801
purchase.

2 2=472.898(df=291, p<.001), IFI=972, CFI=972, TLI=969, GFI=938, AGFI=.925, NFI=931, RMR=.039
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{Table 5> Confirmatory factor analysis of brand equity
Factor Item S.L. E S.E. CR | SMC
I can easily remember the logo and symbol of this brand. .689 1 475
awBarri:nn(iss I can easily remember the name of this brand. 814 | 1358 | .085 | 15922 | .663
It’s easy to distinguish this brand with others. 837 | 1362 | .085 | 16.054 | .701
The brand has a intimate image. 744 | 1.051 | 077 | 13.558 | .554
Brand The brand has a distinctive image. 755 1.069 | .078 | 13.661 | .570
image | The brand has a dependable image. .652 1 425
The brand has a good image in general. .634 968 079 | 12244 | 413
27=93.464(df=13, p<.001), IFI=945, CFI=945, TLI=911, GFI=.955, AGFI=903, NFI=937, RMR=034
{Table 6> Confirmatory factor analysis of brand attitude
Factor Item S.L. E S.E. CR. SMC
I am satisfied with this brand. 919 1 .845
Brand | I evaluate this brand positively. 939 1.032 026 39.705 .882
attitude | [ feel friendly toward this brand. 919 1.060 029 37.122 845
I like this brand. .893 1.032 .030 34.193 797

1 2=2.948(df=2, p<.001), TFI=1, CFI=1, TLI=999, GFI=997, AGFI=986, NFI=999, RMR=.004

997, AGFI=.986, NFI=.999, RMR=.004& L}E}L} H
HE BHE 200 F24 ghgAdS FEe oR
Uehgth 223} QAR 89304 9392 U
EfLt o]l 71EA1Q1 0.7 3] Ao R UE
U JNdEld =t EEE o

4. Correlation analysis

AR EA S MBI AR TERES Y
A= (Table 7)1} Zho] 23 FA Y 2
A|4=E0] 72904239, df=574, p=000, IFI=.970, GFI=
919, CFI=970, TLI=.965, NFI=.923, AGFI=901, RMR=

oX, 0\'-1
Ao

0312 Aoz ot Aoz yehy Azo
2 F2U4 By 9 HEHSE ¥t
ol Aeet Zor Jdd 4= Qo

shol pelRs AT} wlxgo] AEH 7

20915 Afo] 9] HAHElFA] o] HE2H T Q21719 6. Hypothesis test

A W HeE 2lsty] flske] 7 ajls 7VdAS Ade the T ZthTable 8).

7o) FEANS EIsH] S8l AHEAE 24 AR, x&QT HAE QA= 719 HAoA

fom ZF QRITte] AuATE 191 WAV Vet HEEA 89l F F31(303), AFA(253), i

A gkol wHE S ShEsHGITh 2H(.170), 7HA(.136), “"‘(098)4 o= BT

A o] FFFE mHeH A, A, A

5. Research model Ol o] HHlE Qx| kof FJTFS u|z|x] ¢ttt o]
Q7w PF5] 9o AMOS200S AHgstel W A4S Bz 2 0 Fak HASS Aujxo]

{Table 7> Fitness measurement of research model
CMIN df GFI FI TLI NI AGFI IFI RMR
904.239 574 919 970 965 923 .901 970 .031

_648_



Vol. 22, No. 4 2FA - ol 139
{Table 8> Hypothesis test result
Hypothesis Path it(;?f(fi N(::I;it?fr.ld' S.E. CR. P Results
Product assortment — Brand awareness 253 245 051 4.851 .000 | Supported
Fashionability — Brand awareness —.047 | —.051 055 | —.929 353 Rejected
Price — Brand awareness 136 .099 033 3.001 .003 Supported
Quality — Brand awareness .098 .086 042 2.061 .039 | Supported
! Store environment — Brand awareness 170 167 052 3.190 .001 Supported
Service — Brand awareness .043 .034 035 965 334 Rejected
Convenience in location — Brand awareness | —.014 | —.010 037 | —.271 187 Rejected
Advertisement — Brand awareness 303 204 032 6.424 .000 Supported
Product assortment — Brand image 174 147 043 3429 .000 Supported
Fashionability — Brand image .059 .056 .046 1.229 219 Rejected
Price — Brand image 126 .080 028 2.908 .004 Supported
5 Quality — Brand image 147 113 035 3.227 .001 Supported
Store environment — Brand image 133 114 044 2.610 .009 | Supported
Service — Brand image .070 .048 029 1.663 .096 Rejected
Convenience in location — Brand image .002 .002 .030 0.052 958 Rejected
Advertisement — Brand image .048 .028 026 1.056 291 Rejected
Product assortment — Brand attitude 214 329 064 5.132 .000 | Supported
Fashionability — Brand attitude .030 .051 .066 779 436 Rejected
Price — Brand attitude 117 135 .040 3.333 .000 Supported
3 Quality — Brand attitude 133 185 052 3.584 .000 Supported
Store environment — Brand attitude .063 .098 .063 1.545 122 Rejected
Service — Brand attitude .106 131 042 3.137 .002 Supported
Convenience in location — Brand attitude 104 120 044 2.741 .006 Supported
Advertisement — Brand attitude .021 .022 038 576 .565 Rejected
4 Brand awareness — Brand attitude 259 469 .103 4.567 .000 | Supported
Brand image — Brand attitude 215 340 .080 4.238 .000 | Supported
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