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Abstract

Purpose — Global trends play a part to change the structure
of the fashion industry. In particular, companies attempting to
conduct innovative marketing centering on such products as
SPA brands are growing into global companies. SPA stands for
"Specialty Store Retailer of Private Label Apparel", meaning its
activities are fully integrated from manufacturing through sales,
including material procurement design, product, distribution, in—
ventory management, and final sales. For this reason, more un—
derstanding of individual corporate profitability is very sensitive
to consumer’s attitudinal changes.

The effects that corporate marketing activities on customer
lifetime value through brand attitude were analyzed based on a
structural equation model. Rust suggested value equity, brand
equity, and relationship equity as customer equity driver. The
study examines Chinese consumer because China is the fastest
growing fashion market in the world.

Research design, data, and methodology — The survey tar—
geted Chinese college student age 20s. Only respondents who
had purchased SPA brands in the past year were included for
this research. A total of 303, except for 47 missing data of 350
distributed questionnaires were included in this research. The
questionnaire is consists of six part to measure value, brand,
relationship equity, attitude toward brand, purchase intention and
demographic characteristics. This research conducted exploratory
factor analysis and reliability test. To verify research hypotheses,
structural equation model test was conducted. As for customer
equity, diversified models in consideration of the scope of ac—
quisition data, a method of collection of data, influencing factor,
and predictability were suggested based on a net present value
model. However, the history of customer equity study is rela—
tively short, and sufficient empirical analyses have not been
conducted, so more integrated analysis is required. In this
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study, the concept of driver suggested by Rust was applied to
figure out the effects that consumer’s attitude has on customer
equity. The customer equity driver suggested by them consists
of brand equity, value equity, and relationship equity.

Results — This study reveals that value equity and brand
equity have a positive influence on relationship equity. And, re—
lationship equity has a positive influence on purchase intention
through brand attitude. However, value equity and brand equity
do not influence on brand attitude.

Conclusion — The results of this research generated following
implications. First, SPA brands need to take advantage of their
value equity such as perceived low price and up—to—date fashion
style to attract Chinese young consumer. Second, strong brand
equity promises dominants position in the competitive market.
As Chinese fashion market grows rapidly, SPA brands can con—
sider branding strategy such as flagship store and celebrity mar—
keting enhancing brand image. Third, the core concept of cus—
tomer equity strategy is to maintain a relationship with their ex—
pecting and existing customers. The relationship equity is built
by brand equity and value equity. When SPA brands serves
product and service meet with individual customers, customers
have intimacy to the brands.

Keywords: Customer Equity Drivers, SPA Brand, Brand
Equity, Value Equity, Relationship Equity.
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1. M2
S2-50| A2 HMMYel FRE HBtA|7|= 92 St
QUCt £3| SPA HHEQ} Z0| MEL 82 SR HLAXN
OHAEE ANESHE 7|HE2 2EYI|YPoR MEStn UL 5T
OiE 10% Ol&E7 HXL e SF0M= SPA EUEES9
deHo| FItetn UYs A7JO|CH(Boston Consulting  Group,
H

2011). SPA BACE YESUCOLE Ch2i CHES CfRHMS
Sef HAZ Cht 750 AHIERE SEA0} SO 2 )2
AH|RPO| CH3H O[8H7t TAX0|CE HS0| SPA M=o [
S0t ol W] G2 Yo woke Aulxtel HEwio]
RIZISIA| BHSE 2810 §ICHSu, 2010).
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= ¢S EAHAMEAE (BCG)O HEH 2015 &
T LHO|FEOfAO] 8000 IQH(F144F)S Zatgt Zoj2tn H
UM, 202090 1= 3480 QN 243= )L = 104
Z2to] 1 EES o WELICH (Ko& Kim, 2009). =58 ZHE
HIp 7ol ASFO| FMOE FoAHXIESS ClAfRlnt EES
220 F= T{MolA TATF HEC CHYOEEL ZHE 38
HE2 Sol o FFLS =istn UELICE O|2st FAH0 &

HIXtE2| ZIO|ZAEIYS FestA msl HFo| Mzt X
IE F1, FUFSUHES AKX L0 2[HQl FtHo= AH|
A=A CH7H7hs SPA ERHETJF G 8t QICt

S22 MYV |YS2 GUHLSIE 2ot

F 22 AHXfO| HEE Ty =g = U= E2 =M

. HXf EEXILO] 7| Yol A FEHEHE T2 T
QoL 7|YE2l 7|g58Hs BERE MEYMEAIA
Aot NMZ0| JHXE BEAZ|7] ot B#EoE FHX|1 L
olof w2t X|FHeE 1NMZ =St Oj2fels HESH| ot
whtoz DMXpMO| JHE0| Z=UZIACEH (Vogel &Evanschitzky,
2008).

2 0= nAXAEZIO|H el JHEE M0 AH|XIe|
T Ef=7t DX 01X = e AHEIX}F SHEH(Kim
& Kim, 2011). O|F0| MA|gt DX AERLO|H = HEREXMAL 7t
K[RpAE, AR E O|FOM Aol X|EHEQl nzidof 7HXE
SXle 2% SAYEE PHCHLemon, Rust & Zeithaml,
2010). M2t 2 A7= ST TS Y= T2 SPA EHEE
CHefo 2 AW, ZFXIRHAL HBEXMA BAXIAZIC| BAE miet
Sk, =W, ZHX|RHAE I EXPA BEAXEAO] HEHEE(EOf OfX|
= G2 IS, AR, EWEEET) FOjQ|=of O/Xl= Fg
2 AXxDYS S| metstnAb SHCF (Rust et al., 2004).
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2. O|2H Hi4

SPA Ef-EE 7|E, CIX}Ql, AR
IMYE Nelste 2E-HEE ZetLCH Ol SdiA FEIPdoM
Ltes= HIES HH g FHO| ZOF, 7HEE8 HFBAME,
B2 AlZE otof HES 2T = ZEO0| AZL|CE ot
HHEE SPA EHC=FTAER2ESSHNJACHINESFO|=F7t

FEMYLCE (Keller, 2003).

OF
S

NAXAZ BE NMS0| HMIIKE AMIHKIZE 2HitSto]
At A2 AZPHEE TSI nZinr 2AE X|&5H 0o
Mol B St Wldt= THKE TYste Ao 2F = & A7t
X| 7H'E0|Ct(Blattberg & Deighton, 1996; Kumar & Shah, 2009).
ol2{3t N HMIIK|Q| /g2 ATYOAENM =USTH2E LM
st7| fIet 712Nl JfEe 2 =HEE|QeH O E7|sel EHe
2 Qs MEAH =52 g1 ULt X|H7tsstl 22859 HHE
HEE FAYdBHENN = I MAojEoA Djojg 222 XpX[SH
= FEHES2 HAHsloF & CHA 20 AAMEIQCH Jung & Yun
2014). BHH DAXMBEOM = HHOIZIM XHX|S= E&20|
HMEXEtE MES ¥ 00| QCHH Fo| A #e|sof g Cf
AO|C}. Rust et al. (2004)2] IZHXFATEZLOIH A|AEI2 O|2{%h
et Hgez EFPIZM0| JOjEMEE MET SHES &
20|22 &8I0 FHIFCL O] REOM I FQ%t FE2

[ol3

DATAERO|HEE 1MF0| 7|Y¥0| XNSst= ZHKIRH, Eih
EXR, AR Z TR0 QUL ZEK|RHAE2 70| MEst=
£ L= MH|AO0| CHpE AHIXIES| AHEAQI WIS HhEstD,
HHMEXMEE 7[0] MBdt= ME £ MH|A0 CHt AH|XLE
O FEAQl HSE HHASHH, TA KA 7|t AH| XS 7H0AM
Al BAH Q] Z=E AH|XIQ| AlZO|AM FIFSH XpLt74X|O[CH
(Kim &Yoo, 2015; Kim & Ko, 2009).

2.1.1. ZEK[XpAE

= =0l O 7|9
S40| ot US0sh7E o= EEE Zbn ETE AEO| Mgt
2 SteE7HE HIKSHA EICh ZHEKIRHE2 ®E s AH|AO| CHEH
Hlm& ZH2E Ol AH|XIO| QIX| =l oA S HIPSH=E HoZE 7|9
ME E= AMHA G| o8 Xzl LHX QI XHito|gt g =
QAUCHKim &Park, 2009).

2HIRFS0| 2IX[BH= 7|Y¥o| ZEXIAHA2 AH|
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2.1.2. HEHEXIA

—

SHERAM2 o SFO0ILE MH|A0| RItE[E 22

i

[N

= o] 0|2
2 MEN BAEE ARo|H, Z2|0|Y JtAE X2t AH|X}
O| OJALE HHETIT (Aaker, 1992). AH|XHE0| EHMES Ot
O|OIX|2 QIAlst U7t O] =S| O|O|X[7t LY FEkof =
7t 88 HINECEM NME Ee MHA0 £IHE JHXIE 2olojst
Cf. BREXMS 7o ZEX|AHAtTE 20 AH|XIRIX], B =S
& S TAIEZFOIN SFHIKEN SHEQ XHIZHKE Bt
Z|1 QUCH (Ko& Oh, 2009). EHMEXME 7ty E= IO
JO{S0|7| {3t Lte=Z O|8E|H, Ol 172 HAHE
7HKE HMSle ASHO| 22, HHEXMMNS 2
222 OWXAE SAIO] =O0|A EICHLeone et al.,

mju rir

of

fjo 3

2.1.3. BAXL

BAXLEZ 7|0l AHIASOA MFOILt ME|AE HMSSHH
M DHHHA LS A CHet 7HXIE 2HIXHSO0| EA
QIX| St=X[of CHot EIPHEO|Ct Aaker= HMEXR FEa4
£ HHMEQIXE, BEUEZHEE| X|ZE FEH, HEHE AYO0[X|
H +E2=2 FE2oIRACL 07| BEHMERHE[= NARLOIM 2
ARt SHEEIH, X|ZtEl S22 ZHXIARSO| siF &Lt olet #
Of Al g2 /o529 220: =73t AN 05
BAE FESL A= Olfs EUEAME 2F HUEZ Qs
RQSEMN 0|52 Eolots S, DAXUEAN M= 2L CHO|
LHoist 2AIE 23517 flof E2to|Hzie] BAE Tt 2H]
Atet EREZIO] BAE ST AUVHKIE EII6H| flet L=0l2t
g 4 UACH BARME AHRIRE BEHEZS] BAE +H, RA
A Yoots oA EES0| 23 2HSOTICH( Berry, 1983). 1A=
O B0 s St dEE =77 32| M= F71nA

of Qrf, MATO| O U O, 4B, DAXFY, DAY

of =x 9 =Hgu Z2 OpAHENEF HHA] D2fsioFstct
(Gronroos, 1990). HAXE FHSICHE A2 09| SEEE

=0l ALE OsfE #+ Uen, HIHTH FOHE Ko 2
JHARIAEE X E @D ofLel HeEE Mo dEE2
SICE (Aaker, 1991).
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2.2. DAXRLE FekQlnt HEEEE Sl SOOI =7to| 2

DTSl FFROl2 7ol 2ME MEHo| FE
HESE FolE|H EMETIS| MEsES At 9
(Rust et al., 2004; Vogel et al., 2008). & AHFOME LHQ0l
o] FRE mofste Ao ™S F1, BUMEXDE TER| KR
2 BARXRLEES Of7isto] Do EMEE =L OO =0 TS
OX[= ZHoz JPHSIUCH (Chen, 2011; Holehonnur et al.,
2009).

3. 7o 24
31 g7ey

£ QfE J|E MUATE Jjgtoz dof 30| MEE SPA
SEHESl DR FHRQI0| HHEEESt FOIOI=0| O|X=
ASES
o =

Felationship

E quity

<Figure 1> Research Model

flet 22 ATRYS EOZ ohga 22 7Hds 285l
<HI> ZHX[RRA2 BARAO] F(+)2 Fgts 02 AO|Ct

<H2> BRMEXM2 AR H(+)2 &= 0= AO|Lt.
<H3> ZtX[AH2 BEHEEIE0] F(+)2 &= OE AO|Ct.
<H4> HUMEXM2 BEHMEEE0] FH(+)2 Se= 0/E ZHo|Lt,
<H5> BARM2 BMEEE0 F(+)2 &= OE AO|Ct.
<H6> EBUMEE| == FO{e|=0 F(+)2 &= OE AO|Ct.

3.1.1 S

= Aol BAHE Al ZHXIAHL, EMERRL, BEAXL, HEHE

Efe, FOie|= &57H2 2olnt QAFEAXHFE <Table 1>1t
ZO0[ gt RALC.

87
<Table 1> Factor Characteristics
Division Questionnaire Item Source
The Sales Promotions of This Brand
Value Equity are Attractive
I have Special Affection for This Brand
This Brand is Different from Other
Brand Equity Brand Yun &Ko
: : - (2006),
This Brand is Unique Rust et al.
I am Sure that This Brandwill Provide| (2004)
what I want
Relationship . . B
. I have Special Affection for This Brand
Equity
This Brand Provides Products and
Services Matched with My Style
Good
Brand Attitude Feelings is Good
Favorable Lafferty &
- Goldsmith
Purehasi continued to Purchase (1999)
urchasing Higher Possibilities to Purchase
Intention
Strongly to Purchase
Demographic Ages, Sex, Average Amount SPA
Variables Brand per Month

AFfeE U 200 iEMES Aoz HEXRAE Al
o, 2012 10Y ot ©7F HAISIUCH HESEH2 22 1H0|
W SPAEEES O3 ARO| Us AH|XIE Y2 MASHY
Ct. & 350588 HiZ=st0] 2943 SE 4788 Mot 30357t

2 OEMYE 2ME {8l SPSS

oget ez EMit BMA QQEM0| HAFU2D,
o
=

HAISHAC

aroys

= =
Y RYEHS HASIALY.

of, LIO|E 2= 22 A3Z|HE st EXo=zat L UCt
HMESEXO| 2= U 84T (27.7%), 018 219 (72.3%) 2 Lt
EFSICE SPA EMEQ| =nZi0| o d0o|E2 O0f4SEXAe| H|ZO0|
Ab

= O L= —

AN
MAUEoZ 52 ZOE LIEINICL EETOISX|EHE2 102H
St 87H(28.7%), 10—302H2l 117H(38.6%), 30—502t 579

(18.8%), 50—1002H2) 33 (10.9%), 1002HA0|A 9RH(3.0%)22 1

£ ZEE LIEHHRULY.
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Hr

=40 varimax2|HE 08310 HAY Q0zME HAGIY
. SEHES Sts BAR, EHEXE TERAHE
= 70 20 et M2le R BEEEMZDHE <Table 2>2F
on, ZLHU0 FSts HUMEEE FOIREE FISt=
M= 8l BtgERAZ0hE <Table 3>1F ZCH

my ok 11 ox

(o))
=
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oot
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<Table 2> Factor Analysis (Independent variables)

. Yof
Varimax | .. . ,
. . Eigen | variance | Cronbach’s
Factors | Questionnaires | rotated .
. value | explaine [}
Loading d

relationship 2 .818
relationship 1 790 |3.238| 46.255 776

Relationship

Equity
relationship 3 777
brand 1 871
Brand 1.066| 15.234 | 798
Equity brand 2 .852
value 1 .848
Value 845 | 12.074 | 553
Equity value 2 752

<Table 3> Factor Analysis ( mediator variables, Dependent variable)

. . |Varimaxro| .. % of 5
Factors Questionnaire tated Eigen variance Cronbach’s
S . value . a
loading explained
attitude 3 878
Brand ;
Attitude attitude 2 .856 3.838| 63.965 .890
attitude 1 .829
) Intention 2 .846
Purchasing [y o Gon 3 | 829 | .796 | 13.269 790
Intention
Intention 1 .585

=l 240 MRIEEM S 8 5719 /08 FEI
on, TR RHEMO| UM HLEZIO| EtTEQF MBEE
2HoIst7| I3l 2QIMQIREMS MAISIRICE EAAN 2yo| X
St X|$=7t GFI=.953, NFI=.951, CFI=.979, RMR=.052 FHIX o
B Yo NMotrt ¥zet AoR LIEHOol, HAEMEEY
(AVE), I} ZEAE|Z(CR)L <Table 4>0| HA|E HiQ} ZC},

<Table 4> Confirmatory Factor Analysis

Observation | Standardize

Factors Variables |d coefficient S.E. t value AVE | CR

Value | Value 1 0.578 |0.078| 8.667+xx

Equity | Value 2 0.662  0.095] 6.610wm |0006]0-386

Brand | Brand 3 0.827 | 0.08| 5.627wx

Equity | Brand 2 0.807 10.066] 6.307wm |-501]0:668
Relatione Relational 3| 0.783  [0.049] 9.148«xx

e;“?l?ts "Relational 2| 0.729  |0.056| 10.134%#x |0.776|0.537
PRy T clational 1| 0.682  |0.061| 10.674%%

Brand | Attitude 1 | 0.867 |0.031| 8.462%w

Attitude | Attitude 2 | 0.856  0.020] 8.823wer |0-000|0-730

Attitude 3| 0.840 [0.032] 9.254w
~ Tntention 1| 0765 0.043] 9.167=%

Pl‘rllrtcef:ilsglg Tntention2 | 0.750 0.041] 9.463%+ |0.791|0.557
Intention3 0.724 0.051| 9.883#xx

##xp< 001

4.1.3. 71245

Relationship B3Zeee iGees

Purchasing
Intention

Equity

Buand Equty Y

<Figure 2> Research Model Testing Results

/

2 O3= SPA EEEQo| NIt Feeolo] HHEEE S
FOje|=0f OjX|l& FT2 25| s FEUHAS 0|83 =
HEMS MAGIF N, O A= <Figure 2>, <Table 5>0f LtE}
Ch HRob 2T}

FREHA DS O| Mot X|$== GFI=.942, NFI=.942, CF[=.971,
RMR=.0452 L}E{L} ZHO| Motot 42 LIEtHON, 6712 7t
d B 4749 70| XHEHEZ|QICE FEX|RpAROE BEAREARZEC] EHA
(H1), EMEXMAT; AR ZEC] BA|(H2), BHARHM O EEY =
ZHO|EHA|(H5), EMEE =9 FOfQ|=7to| TAH(H6)7t SHHSE
FoIst Ho=2 LIEILt O|F 7Y 25 X[X|Z[RACE SEX|ZH Z4K|X}
A EHEEY=7EO| BHA|(H3) 2t EMEXAL 2R EE = 7o 2t
AHHE SA™MSZE ROISHX| ot = FHE2 7|22 ULt

<Table 5> Hypotheses Testing Results

Independent | Dependent

Variables Variables Beliucaite] S8 |- L L&

Hypotheses

Relationship

H1 Value Equity 276 [.17112.340%#%|.019

Equity
H2 Brand | Relationship | 50 | 490/ 4405 |.000
Equity Equity
s . Brand e _ sra |
H3 Value Equity Attitude .059 |.136 .658 |.511
Brand Brand
H4 Equity Attitude 053 |.074| .637 |.524
Relationship Brand
H5 Equity Attitude 892 1.099| 9.400 {.000
Brand Purchasing
H6 Attitude Intention 846 1.056) 13.217 1.000
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A2 R Y ST RSSO0 MA AXIF AIZOIM At
HAHXIZ FAY0 met SHlFFLME SO AKE 28|

ol F=57| ARZUCE olet CIE0 &334E 7Hd0| siot
Ct SO{LIBHA SIAHAZON FAE AH|XIO| Rz 25
FAX|D ACHYi& Su, 2014). e T FES A QT
15%—20%01 &t of 29iHo 2 FMEM, O|F2 EHHCRE &
=0 FETH W2 SPA OREIMES0| TS U QL oHHE
22 g2 2ot LEHUAN F= ZRABARE SHELASAH|
AlZE E S| RIBiM OS MEsteE A-HEit AHHE9
EoIZEX0| FHoljoF stotn ZEYCE F=9| FHES AH|XGO|
FREXN2 QFME, 7I&, MRFQ|, AH|X|AFo|o THK|Etnt
ZIO|ZAEIUZ X|Bfstn, =4t +=Y&E AH|IESE 7Y E
giof 0|0, H|IXN MELD 7|=YAXN0|H C|XIQI0| ofjeyn Al
Aoz LefXl EMEQS| NES MZotn, AHIEFRT HM Xt
7|BMsES XN AKKIES A= SHCH
222 IMAIES| 71 2 YAZ0[Rt AH[=O =2 22
2 SpA EMEZEO| 71&3t £/ JUCH ZARA, H&M, UNIQLO
o Z2 Z2Y SpA HUMEE LEZ ITOMAIRS X|gst 4
HO| O MEH, Ol BEHE DjE= AERE 20% Ol =HE O,
2016FH0]&= 1500742 OjEO| S0 HYO|CL 2 A& o[t
Zo| wEAH HESI U= SIWAEIMN AR AH|XHE CHA
o= NI Fekaolo] HMEEfEet FOoI=o| O/X|= FE
= HHED ZSIIMAIZOIAC] O Y Mafglof Zash diot
HAISIDX} ShQICE DX nZHo] WX E ZHENS
HASEO) 7| 0] 0|8 &83t0] O e 82 SE 0|8
£ 87| gt XMoo=z JNLEQUCE DAXAE =2
HokQOle FSAMOZ JHK|RbAH HEHEXPAL BHAXFALO| AH|
| Bz O/X|= e AHEczZMN O 8 Makgo 2
TEDHZ MA[SIYICH SIpZAN| MEH S50 AH|XIE9
PA EZEO0| CHSH B DXL FQ0lnl 27} s A
LIEFGICE E&ar 7HAn 22 Aaxoz Hirg 5+ e
=1t XX Ql =2Eo|0[X|Qt 440 AH[XtQF HHMEZLO|
£ TMAZ|E HSE LIEPGCE ESH 2RHEQL AH|XIZHO
= EUEERZOf Qs TFOHQ|=E O|0jX|= ASE LIEtRICE
S| 9| WMAIEE 20-309| AH|7I FE 0|1 oM,
£35| oj-4oIT70| ogt AH|7t FERX|A LIEHtD QUCH FE
S EA|QIFO| SOt BA F=AH|ARe| TiMOf CHet 2ao] A
X2 e, TPOO| [}E IiMAH|Q} style2 &&= AH[ZF XHAHA
A SPA EFE AH|Z O|0|X|1 UCL MIHEo=Z XNEHTH 7+
I RS MESHE MESH0| SIAHXEAH A 2t
Ae A= Mgt 5= o, O|E |X[3H7| st sSAEE
£ XIHESE S|Livtop & ZOICE FSR0A 7HFE WA KIE
MESH ZaraEs QEsH7| Q8 H&M2 |YHQIAE =83t 0|0|X|
Moo LhMI ol SUEXE FA| EiadAE0 e A
Z|E|E &3 OHA|E8 Hlstn Tt SPA BEMESO0| =2 E}
AS FHES AHXE AR 87| R0, O2{st EMEX}MS
T=67| et B2|YA| R
Rmf, DZXpAo] siMe nZEmbol MAE OEA XHHCR
X AOIX| metst= Zi0[Ct AH[XIeES| FLHE QI BAE X
£otE A2 MEMETL MESsts 7HKQt EMEQ| olsf 2=
A == Uk 7| mjMo| ZR0|= o] EMETL LIofA = AEL
o] MAEN MHAE HIsiE I TMYH2 =7A =H K&
2 XE WA =t W, IfM7|PE2 2EHEQIAMH[A

n njo
T 5o ot U0
H

|0

iR 0 [0 5 12 330 4 b nj

X X 1O Hu

Il

o Z2 AH2 W8I0 AHXISI NEHOR ARLH 0N
4 9ls A2E =Estn, AT, NEATO e SUIZENE ¢
¢ O g NLES So 279 e Hwels Heo| Basi

= 972 Bof SRX, 4PN ANHS A3GD AU £
TSI P 74X SIS RILD UCH AW, SPA AT e
DAS0| MSn Tz RofsHs Fo| Yol MRIFoE H

AYSOAM O|FOX| A7 WE20, 2 AFEUE TH2HXE
thed22 2fth sfiaatr[of= F2|7F WELE =M, ST HAZ
=S40 X|9Hel olo] des MOl e=rths AOILh HHEAIS
SHOE T U= SPA EUESO| WX OiFY+E =St
g0l ALt X|GHel xtolof chet etAEE =53517| oLt
ORX|gfez, NZHXA ekeQiftoz HEE Cfeh Efe S 7
OHel=8 Z=ASIRAZ| 20| X DAL 58S SH| ROt
Ch 2SAF0ME dE=Ate] HRIE =iste], DnAXMIER
ol o|ele| OO Qe H4E 28 CIAHRIFQ AP H2ed A
o|Lf.
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