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ABSTRACT

Emotional consumption value orientation has played a significant role to have a direct effect
on making purchase in our lives. And emotional value has been dealt within the SPA brand con-
texts recently. Therefore, the current study investigates how SPA brand consumers’ emotional val-
ue consumption orientation has affected brand loyalty, with a focus on mediation effects of mar-
keting mix attributes assessment. Results of this research are as follows. First, there was a sig-
nificant difference between Zara and Uniglo on the assessment of marketing mix attributes.
Second, emotional consumption value orientation had significantly impact on brand loyalty for
both Zara and Uniglo. Third, multi-regression analysis was conducted to find out the mediation
effect of marketing mix attributes assessment in the relationships between emotional consumption
value orientation and brand loyalty. For Zara, hedonic promotional and pricing attributes of
products and place show full mediation effect on brand loyalty. For Uniglo, utilitarian, hedonic
and pricing attributes have impact on brand loyalty. The current study strives to find out how
emotional consumption value orientation attected the consumer evaluation process and purchase
behavior in the contexts of SPA brand product purchase. Product assessments have stronger effect
than place, and hedonic attributes have stronger effect on brand loyalty in comparison with utili-
tarian attributes. Also, hedonic attributes of product and place have stronger effect on brand loy-
alty in comparison with utilitarian attributes.

Key words: brand loyalty(X & E /%), emotional consumption value orientation(77d % 24| 7}X]
’33F), hedonic attributes(#] 2% 7}X]), marketing mix attributes assessment
(A" Y 2~ A H7h, utilitarian attributes(2-£2 7HX])
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SPA BAlE avlAhe] A 2w7H A sbIY B &4 WAk FAme RlAE 99
(Conger, 1998). HH7F 71FolBaL gejste HE &4 Hxd o
2| gitopell Al A QAE AT A9 g HWyht HEE ol FEolWA & 4 &
AFEo 95}H, Babin & Darden, & Griffin(1994) 2E HYth HE &4 dFsie HFES 9A,
& auA gl lejA A8 (Utilitarian) #3 3 7HA, E B3R, R, AE Al 19, 144
724 (Hedonic) #3¢] 7 29| Lu7EAE At Hl 2, g AR Auakse] HEE A
3, o] F A S aWAF] AH, %A, 8 - ARshed %S FoHKim, 2002: Seo, Hong,
Fa7, AR LE 242 Y XF T & Jin, 2002). olHd HE £4 wFre AFTA,
T ONE 7R T A#E Asiddy sl 7HA, HEFE 59 A424 HX &4 W Ay
(Babin & Jill. 2000). =3, Fxet #97] 59 wt 2, gy, Jx 297 59 A4 AE &
AY FAEEE] A g4 WS fidst A AFE FRE7E doh(Lee, 1997: Lim et al,
T AMH 7HAE oy ool AF FuE A 2006)
A =™ (Holbrook & Morris, 1980), 1A% AH|7FX]
st #4 e #4445, O FrEE 5ol & 3 4 &4
v 2o PEwistsE 4o 4+ Svk(Hansen, 1972). 719e 74A%7 PR 2 FIEE ojWE @ I
4 59 wHAY AfrUAd #Fs T3 BAC
2. PlEs 248 71 &4 Ae BT A7 (Keller, 1998), F1L
D AE &4 FHA G s vHAIgE sioF FTH(Fill 2002).
T E el B AFelA AEFL] £ AE
A NS | == 0
AF FAdeld LA Asks AES] T1eS £ A3t Agder RSt Chandon, Wansink, &
oot o AT 248 wdHHong & payrent, 2000). ole@ £HS FHldE A v
Na; 2007). %]% AFe] &SAolF AHAEY oF J=d, 712 AakA BejEae AAA LAdo] u)
AFe Adg o 712Hoz yHse v A, o BHAe Ake = MW opgl AZANAT 2
FH R A AT ok S Gne ARAR]L gz gem pe AP £ wmY P 99
A SR ohE ARMEh AEA, A% S A zo goisigdtk(Lynch & Dan, 1998),
A7b daks FAAA 54E 2FS THHA A
& ovgth(Park, Ku, & Koo, 2007). AlFE 74 ) A3 &4
3] L XNEO AL A LA g &
SlAl e SAES UA A8 SAF AFH & NAL MARYA QAS = 208 AZas
gel 27k £ 8 roiAH, AEH HA2 o Goleh 22 (Keller, 2008). 71%1e] WlZal @ olo]
3 1l = =
W AFol} Auze] A5A g wggy ¢ o e
. - o AFA 4TS nAE As BEE 1 A 2
Aol HFS T e v, AH] £4 AFE
kel A AFE vAE wAEH S Q4]
ojuf MHIAE o] &3orA Ae FAH EAF
. i L B2 w)$ FR3th(Choi, 2003). 53], SPA BHE
WAE SAAlel tate] zple] dAdks olWAE ]
e _ 59 7t AYALE o9 AF 29 T R #
UebH I, Al 9ds m8sA st 4 2
f R ] P A R B =Bl o i = -
stk (Park & Mittal, 1985). B
o] HE R 4 &4 248 detee 2
o = o=
) AE 24 & T3t A 2uAeA o8 7kA onE
AUA =, FdatA A" ABH spHolgE &
A FAoldk Axs A8 sl o8 /A w2, A=, :rLuH}\]—il— A7)e] weEt HE g2 FaE
548 wale 22F Peter & Olson(1987) & oz #7tg Q= 7}A¢] FEAo] 9th(Jacoby
AL Mu 2zt 5o g Ads sk A sn
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AAAA T2, 7HAAd, AR 9 1Y T b
7 &£4S <A sth(Lichtenstein, Ridgway, & Nete-
meyer, 1993).

5) Z4A 27 S48k B

&Y} o987k DA thel 173 Shim
& Bickle(1994) & £3& 273 A= FHolw o
AUEASOlE & F Qe 9% AAA/E7H
NEAEE % Y A AEA, A, 44 oY

1
Aotolul A F& FAG] 2T oS
A7ksh DA WAL A HE
wage] glo] Aml7hR
AL AMEEE, AWML A8 - HAH AR,
a8 7154 7}11 Fe- 401 A, 4915 A

o,
ol o

7HA7F BE %%?‘ﬂl%“oﬂ ;‘é@‘ﬂ FaaA
wit dx &4
H 2ok AEE AFfelr HFH LYotz

15 7=
AU AES Ajg), VMD 2 #eiE Hrbel 3
Aol $o)3t Jdae mATE Az 92 (Kim

2000), Y2FHON/AEFTA, 7HAE FLAEE A
° 2 YERTH(Pyo, 2005). 20t 9149 AANAE
AAANZGIEA, AFAGIEH, ATAAFIIR 9 371
A FYPOZ o] EFFHY, oB&A] &
oete] AAE ZAN AFelA AHA IR} 4
AP E FAAGE AHAES &9 753
euo A4 d9S F7ste] o8 Fu A B
g7 $AERgE gl &4
= 437 AR HRyou & Lim, 1988).
AYATES T3l LH7EX el weh Fuf Al 3
sS4 dig 4 Hrie dEde AHAE o
ssta, & AFdAe AA AugZelA Frksta
AE A AM7E7E SPA BAES &4 7t

= ]
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(Dick & Basu, 1994:

Jacoby & Chestnut, 1978), A Mds =Y
24 HIWHAA godst A3t AygEAh

HEE4 J2Uyda Bds SA=s 54 29
Zo gt 593 Bl=(Oliver, 1999) &, == &4
vAE /‘o% 92 My 29 £E53 7hX|ol figh 4&n

% (Chaudhuri, Holbrook, & Morris, 2001:
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SPA BRAE An|zte] 2PAFA &7k A vy B2 &4 Hrph AR wAE 9%
Attribute
Evaluation of
Propensities of SPA brand SPA brand
emotional Prodiet loyalty
consumption value Place
Promotion
Price
<Fig. 1> Research Model
AL Arelo] AAl oW AES A ATEHI ez Attt
8“3} T SPARARE T AZRRFEC] 7MY A, SPA BT F AG HAf&ol 7HE Fol AHA
Fgo] tE HAE S 7HAE AoE AZEHT o] A&ty L7l BAHETE FSAA golr
A Zara®t Uniqlog 3o & 7} WA A4 i, E%HEQ N3 R AAE Sdste A A
zZkol7h AEA A5t A gtk o] F BEAEE Aok 7P & E3 AEEA =7, A2 6L A
o I (A7 ARAA 7MY w2 RES B ole] %LUHOH Fo] & SPA HIAEZ FUE A
ol QA HIEIF B AR Ugy o5 7 2 AR Y Tjr BIdAME 20129 "iE Top 8
AEE Fotg dort JrkKim, 2012). AFEA< SPAXE# = (Uniglo, Zara, H&M, Forever 21, SPAO,
o3 2o(Fig. 1) #3). MIXXO, 8 Seconds, Top Ten)& AASAT F ¥
A e Addg Bl g B s/ A
ATEA 1. SPA BEHC miAEEA 94WE & o il HrIst=E sth BAT JjAS }W“fé}
A¥7ret B AL o Zaradt A7, f5, AEE, AU 7 AdeE
Uniglo J& 7+ &Fe]7h JEA] gopiet, A=l e, 200 £FoE FAdste] 53 ﬂﬂE
QTEA 2 SPA BAS AMAES 4RA 2 ARE 2uAel A4 GARE JEE wARE
H7}R] A gko] wmiA”HE A &0 7t £ 3k BAE i HUMAHEE Aaker(1997)
MR e PTFE Golirh o Bt JR4d 7t HE(BPS)E FEste At
AFEA 3. SPA BT Av|ARES wAHE A~ 7v 73, WAsh
24 S A AR A A WA g diside F s 308 T
g3 HAHT FAZY AAE wiEe Uniglog® 159, Zarag 119, H&M<E 39, Forever
2 A, 21 199] ’d‘i‘é}%’iﬁr o] w}a} 74 ol M4
3 Uniglo®} Zara®l BAT AAS ZAst= F WA
1. Of[H|Z=A} A el g A3 2dE 7H*39] 57kA1 2
AZEE, AEE, RN E Zaravt, AT, &
Zarash Uniglo B&=o] tie £8de] B3l B wqgoqs Uniqoh EAH0E fo8 o ¥&
4= **-L‘:L” FA YA AEES HROE BEE yg naFen mepy B A7k 4ol s
FE23A0, A 2gdo] tig A7) FAAde] Fst g A%} 207 BHHE Zaradt UnigloD At
I SPA BEIE F gAE 20~300 FUE XA o2 B ZAE AN
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22459} Uniglo
to] & 45559 A= Ao
AFZEAL SPSS 21.0 for Windows €4 ZT&E1

I

Q X
Sl
N
Do
«
1o
2
frtl
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4
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o
>

[e}

WS ALt AAE T A F AvAdE vAH
X 94 SA4%7 9 BiE FARe A8
< w3)7] 98] Varimax 3AS o] &3 QA8A
(Factor Analysis) & A3 Fof Qo0F3d AL
AALE 3™ Zara$t Uniglo 7 EHE AH|ARY
2437 2uAE nAgY A 940l SA97 B2l
T A HolE gal7] Jd SHIE t-PgA4S
AANSHL, A An|AdEo] wAIEY A 84
ST HAE 93, £ HUpt BRE FAE
o mxE QI A4 4AuAgo] SPA HA:
AT WA 4TS golr7] 98 FIAEA

(Table 1> The Result of Factor Analysis about Propensiti

2 Ansg,

1
S, AHE B4 A% 344

01—9] B—?‘% Z—l“% RUey | =1 i
7 dd ool SRIHNY, ol AWde
SHAE 5769% % UEhETh I3+ 195013, B

84 £497td #He T2 A9
ATE uES R AF(Choi, 20050 Kim & Lee,
2004: Oh, 1997), A *Z(Jung, 2010: Kim, 2007: Lim,
2001: Yang, 2009), %2l(Jang, 2011: Kim, 2000:
Kim, 2004: Lee, 2002), 7+ (Jung, 2004: Kim, 2007)

of e 4 Wt YR 2549 BYoR &

es of Emotional Consumption Value

Factor : : o Cronbach’ s
Ttems e Eigenvalue | Variance % Alha
Sensual atmosphere of the store, such as music
and scent, exerts a great influence on my 74
product purchases
1 tend to shop more depending on the feeling
}z;nd the mood, rather than to shop on a regular .68 1.95 57.69% 63
asis

I want to buy certain goods when famous stars 63
appear in the advertisement )
I am willing to buy a product for fine designs

> . 64
and colors, in spite of low quality

- 50 -
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(Table 2> The Result of Factor Analysis about Attribute Evaluation of Marketing Mix

MMarksting Fatr | ., o Croeback’s
i Corefructs Itema o Eisamzhe Varanes %5 i
It has a good fit when 1t is worn 80
It 18 convenient for activity when it s wom 7
Utiltarian | [g material is practical 72 140 ) 935 80
Its sewing and fimshing touches are well 70
I -
Product Tt may well represent my dignity, class and 78
values when it is wom B
I may T it then it 15 w 8
Hedonic may app§51 0 opposite sex when it is womn ] 12 1410 M
I may receive positive reaction from others -
. 73
when it 15 worn
I feel happy when 1t 1s wom 69
Transportation 1s conventent to visit i)
The store 15 close from home or frequently
ited places |
Utiltarian (o oC PACES 120 | 861 78
Parlang 1s convement for visting the store g4
Ttems in the store are efficiently placed to 60
shop convernently ]
Store image or store display 1s catches 79
attention B
Place The overall appearance and the facade of the 75
store make me want to enter the store a rar
The atmosphere of the shop is classy and 14 06.26%
Hedonic | attractive B 282 | 1876 83
Store VIVID) management is well composed 74
and hence, always produces a new image i
The images displaved on the Internet
advertising or Out-door advertising are 35
classy
There are usefil free gifts provided when 3
purchasing a product i
) This brand's provided free gifis are excellent T4
Promotion Internet advertisement or Cut-door 116 1 7
advertisement provides products 58
performance, quality and other useful -
information
This product's price is beyond satisfactory 82
This product's price 1s reasonable 52
This product's price 1s reasonable for its <0
Price quality ' 116 | 772 88
This product’s price fits well to the brand 69
image )
Others will envvy to purchase this product at 56
this price -
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Zhzt A8H S5 A £ gcle] FRH TYE Aok, "ERIEAE o] HAtE AHF

FEHAOY, 7HAF 4 lolME &4 TR FRY Foth” 5 g wFoE AHAEsid

o] HA ¥ 7t7] Td 2108 FZ= o] F 67 (Garbarino & Johnson, 1999; Lemon, White, &

9 golog At 671 LU0 wAEYA Winer, 2002: Maxham & Netemeyer, 2002: Mittal

84 SAYIME dWste TEARS 6626% AL & Lassar, 1998).

QolFskgol S6oldow Hie] eidol AFHA

ok AT Agel deAE AF-28H £42 80, 4) 28] 24

AE-NGH 42 84, Jx-HEH &4 78 A ZaraSt UnigloZ #7189 % A9 7+ Q11 EA4 8%

oA ST 8 SAKYL L RIS ges nas AsE Qo SYEE 3% 2

88%E Eob 21 L7t SIE AT 3}, Levened &4 AAE B3l B4 5% T

oA frelek zhel7k YA kel F mE 7F #4ke

D Hd= 3A4E 442 BT 4 AT TE WA 0P 59
BAE FARY g 342 dPdrE Fxat FE -0 A T AS T FAF Zevh e 2

& Zara$} Uniglo EHE gk M3 e, Ao &9k F=5 HogF

TFANE, A E 5& BF EPse NE2E A

Tl e} ALFEE EoHE 87 FYOE ¢ V. g1 2 =9

Aotk 2R A sl 2910 FEH

or, ol dHdle & B4 71232 YEyth X 1. OIAEEA SAMIyLet Hele SEMT0

R 570012 EE FFY QARsEFS 76 o 0| Zara?} Uniqlo & X}O|

£ 2o gdo] IR B AHE ALt

HUE =2 s YEo AT F QUL FELE 2B AEL Zara®th Uniglool oisl A& 7%

! A, Ao, A84d dig dEe =4 Hrlste W
B Apo A U= o] HAlEo] tlE] 5970 A, AFS TR, A AN, A=l g

", ‘U= o] BHAEEZ Zolath”, “U= o] Bl £4& Unigo®th Zara® © #74 J7Hds €

== Zujg ogko] 9t} “o] HaTe AZL 1} ATk B, Azl HI Lol WA, £ &

Zol ohAl Fujaly Aok”, vo] BAEel wge A Fel thsiM= Zara®vt Uniglo®] Batel o =t

HREEl T AT, “o] HAEe mjAS me] Alu 9ok, Hae) ojmA], AA 971 T 24

Ee712 @, "geRE A& o] BASES o4 UnigloRth Zara® H#o] o ¥ ZoR

(Table 3> T-test Results of Attribute Evaluation of Maketing Mix and Brand Loyalty in Zara and Uniglo

Zara Uniglo
Factor Mean ) Mean D t-value
Product Uﬁﬁtan'gn 3.31 58 3.64 49 6.49*::*
Hedonic 3.12 64 2.80 .62 -543
Place Uﬁhtarign 3.13 76 327 71 2.1 1:**
Hedonic 343 52 3.12 61 -5.76
Promotion 2.89 65 3.03 55 246"
Price 3.04 67 3.29 62 4.01™
Brand loyalty 347 .65 3.46 63 -13

% 001, *p<.05
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(Table 5> The Effect of Emotional Consumption Value Propensities on Attribute Evaluation of Marketing Mix and Brand
Loyalty on Zara

(N=224)
Independent . R?
~arable Dependent variable B B t (Revised R?) F
Utilitarian 18 21 321" (%4;) 10.28"
Product _ » 12 "
hedonic 32 33 529 (11 27.94
.. S . 022 .
Propensities Utilitarian 17 A5 224 (02) 5.02
of emotional | Place 67 0
consumptio hedonic 22 28 435" ( 07 18.91™
nalee P ti 26 26 407" 069 16.55™*
romotion . i : (07) )
3 skl -070 e
Price 26 27 4.10 (07) 16.78
L .08 1 ko
Brand loyalty 28 28 441 (08) 19.47
#p.001, **p<.01,*p<.05
Product—utilitarian
Product—hedonic
Propensities of
emotional . Place—utilitarian Brand loyalty
consumption

Place—hedonic

Promotion

Price

{Fig. 3> Relationship with Propensities of Emotional Consumption Value,
Attribute Evaluation of Marketing Mix and Brand Loyalty on Zara

#4001, **p<.01,*p<.05
Shaded box : positive mediation effect

L gAY W 5ol HAT FAEA /g A o
$2 F2 9 5 YUt
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2) AR 2EFbA] Aso] v A g a0 Rz U= JBL 59 oA Folg A
A7) BAE FAEY A 43 2 EAHUY, wpAYYs 24 F PEe 4L
Uniglo 242 A9e yuA 29le] FolaA AFS 1A

Uniglo 2:M7ke] 748 w742 Aako] Hax= = Ao EAY vAgY A Hoieh 2 A

{Table 6> The Effect of Emotional Consumption Value Propensities on Attribute Evaluation of Marketing Mix and Brand
Loyalty on Unialo

(N=231)
Independent ] R?
variable Dependent variable B p t ReedIRE) E
Utilitarian 13 16 248" 45 6.15"
(02)
Product 08
B hedonic 28 29 4.58 (08) 20.98
Propensities Utlitarian -01 -0l -08 o o1
of emotional | Place ( = )

consumption hedonic 21 22 332 (on) 11.05™
value : - 04 v

Promotion 17 .19 294 (03) 8.61
Pr1 23 23 3.52* A5 12.39*

18(¢§] Wik 23 3. (05) o
* .02 "
Brand loyalty 16 .16 240 (02) 5.75
%0001, **pd.01,*p<.05
Product—utilitarian
Product—hedonic
Propensities of
emotional Place—utilitarian Brand loyalty
consumption

Place—hedonic

Promotion

Price

{Fig. 4> Relationship with Propensities of Emotional Consumption Value,
Attribute Evaluation of Marketing Mix and Brand Loyalty on Unialo

#4001, **p<.01,*p<.05
Shaded box : positive mediation effect
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