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The Effects of Store Attributes on Customer Equity of Dongdaemun Shopping Malls
- Focusing on Dongdaemun Shopping Mall Types -

Ting Zhangl), Eunju Ko"'
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)Dept of Clothing & Textiles, Yonsei University; Seoul, Korea
I Culture and Design Management, Underwood International College, Yonsei University; Seoul, Korea

Abstract : Domestic and foreign tourism authorities show that the most favorite tourist activity is shopping. Tourism
income in Korea set a record in 2014 due to a large influx of Chinese tourists. Dongdaemun fashion market was selected
as the most preferred destination for Chinese tourists shopping in Korea. This study examines the effect of store attri-
butes on customer equity at Dongdaemun shopping malls. This study adopted a survey; subsequently, 637 questionnaires
were used in the final analysis. Collected data were analyzed using SPSS 21.0 and AMOS 18.0 statistics program. The
main findings of this study are as follows. Among the three store attributes of Dongdaemun shopping malls, service and
environment attributes appeared to influence the three drivers of consumer equity. In addition, value equity was identified
to provide a positive impact on Customer Lifetime Value (CLV), brand equity, and relationship equity were identified as
having a positive impact on revisit intention. Second, the relationships between the variables were significantly different
in two types of the Dongdaemun fashion shopping mall (Doota vs Lotte Fitin). In addition, this study offers a valuable
implication for brand marketers to maintain and develop customer equity in Dongdaemun fashion markets.

Key words : tourist shopping(£:33 %), Dongdaemun(s ), store attributes(3d 228 44]), customer equity(2Z2] =}

Ab), revisit intention(FF2] %)

1. M =
oA %23k Q4 (Timothy & Butler,
1995)019, 714 ¢17] = #3BE(Kent et al, 1983) & o}
Lolt}, EARLRY] gahd 9= BB 3%} AFe] &
Aoz FPAE WS zlolE} S Wwk oK (Gentry,
2001), 2014 F=o] HFA F 344%7t BFLFOR &£
7P Azt S ‘6‘]—°iE1r(Korean Tourism Organization
[KTO] 2015). olell 2014 Sh= F=F9do] 1819 g2

£ 7P

pi
p

FCorresponding author; Eunju Ko

Tel. +82-2-2123-3109, Fax: +82-2-312-8554

E-mail: ejko@yonsei.ac.kr

2 =TS AAEY FFeEe] 479

© 2016 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

438

(145%] g2l) the] 244%= %oM Oﬂﬂ% Hd &
%@} ]E SIATHKTO, 2015). 7L % 3l

35.5%004 43.1%E o, 3
to g AWA 19.8% =718 2020
71013}1 o8l JTHKTO, 2015). T3 o]0
AL FojA] g A AviAgel 8%
Zi"]ﬂ'l of|%d3kal QAth(“Therefore changing”,

A&A] KTOQ015)] =™ 20143 2= Azo] 713
e 353 BARE F

©ol = APH(55.5%)01 9L, T
TS E 2014300 F=9l A3l 7P 717 e &
PAL7E G E - B E(26.0%)°] 22 83 TH“Shopping

orientation”, 2015). &t FWAERE HFEFT 3o M=
SUE A F viEo] 201490 12% 53] o= A
AL 20159l 152 Fo= wE AFHNE Helx Yt
(“Dongdaemun is the center”, 2015). W3}gz} Unk Y537}
e 712 freEs g, suiE A g iR



439 Sl FY SR A1SH A48, 2016

A1 APAPFL R v WA AHHAME FRS deshe dF
55 AFSIL dr} 53] o)X =<l #FA Al 531l
vt E3ES AlFste Sl dnk AgAgEe: 4y
st At D2FLPE S ATFe2N =l HF
oA 7P Zghe 4% HFARE W2 vk HZ &
o] 7199] 714 I s dAE B e AR
AK(Customer Equity)e] 7ide] £33 @3aty] Aulel] A4 &

A8

il glom, vHAHEL ol & AL 71EelH o2 St
BA715AL = Elal Qlrt. o2’k FA & 9
ARAES o344S %—’Eﬁl WP o2k Qs Hrh=
1A ARl €] A7RRl
ol 7HAL e S
A, ool &
-

& A 4o goll e A7ES )
B EOE HAge] BAYSE 919 24 L W e
O Aol e e W, 9Fel HYBYAL o
2 @ A% A7E oS wEg 4ol

mepd B ae] Bae thest Pk A, S A
A PES GF DAL FHOE FUE 232 NS
H99S FHHLA Bk BA, BT £9E A% 2
AR be) A Dok gk A, SR £BE F
Pl wheh £ HESA) the AN A8 37

AJol] 7}X] (CLV: Customer Lifetime Value), A|W--2% 7+] <
ok A9 X}O]E "1'-41'44]} ﬂ‘:}

A9l wet SR Sl g A7 1E
=S & Wk o, T &=}l WA AXE
A 93 71xAs= &89 & g Aoz AlsHd.
2. O|EX u{&d

21. SHE 2TE| HiH A 3

T A2 19259 71 o), 1960 SH Akt &
A B BAFEEC] AU AFEHA gk =
Tz Badslr] ARl 1960459 197085 A
2 FH3AE, AR}, 221, @3, A ol £437]
NEEEA = H =20 oF =) A FAsT
(Kim, 2014). 1988\d o] % iuﬁﬁfaﬁ A% Wat olu]g} o
st FEL EEled § o= HeHd
Tofjadat A E 71~«1 olgskE FEE WRsINTt o]
= FUolxEEE ofz} ofAloME AT & - 4wl €]
F Ao EA Y] AEARI s dE e R A3k tH(Kim,
2014; Ko et al.,, 2013). 53] sUl&2] E3ig a2l Do
19979 IMF AAII712 1% th7|Ye] F=8f Fxx24g0
AYES @A €@ Fe tReldEelA MRS 7135 AlFst
S st A7t o 2 S B doFitt. deed
oo} 1999 FERS] QEF tlEo] T} W oH = A

ror

offt
5‘.:
l~>
=‘.‘é
}.
G
}U
O

i

2o o

o 350 38 U, BUE AF U I 2 948
2 39k ol FohE Age] EFAAN 2017 By

Atk 53] =
el IMF &5 ‘?—:11749—31]‘/]' PI‘E]‘ E°] %@L %Eo] EoM A,
2014300 o= #Fzo] 7Pg wol WEd 3(55.5%) 0= ¥
g T oprlop A Ao L APFe R AHE FAL
A= AAelth(Jung et al, 2007).

S-S WHEshe 943“’ 9] 80%= T oRE aEe] 7P
27 F= EAQA X2 uiE FEP AS Q7] HA R
FEQ1’o]th(“Therefore changing”, 2015). ©] F St &3
52 9]l adWEASE FE EPIOR 5P, & MDY
B Tkt viAlY 2 oMIEE Xsstar k. sA|RE HAH
 &dE AH o9 A ulg- xpEsiEo] Qi) FERE
zlelUE §4 2 A4S FXE 3 e Ed9EQS

st ofuje} elo]Z el GRETURE APAA 9

=20 FFA oA vhdet A9t AHIAE AlFSL ATh(“The
second anniversary”, 2015). W}t FOHE o320 ik
olgia & & e TR tEAR] Htold £BE FER}
—OE— slal e AE e

el el Kohe) FeI
ZHIESNS FAoz B s

b N
%,
>
ox
o
w
z
N
E
FM

2 AL BN o) 5
g BRsH FE T 54
otsiopulos, 1992). James et al.(1976)
o thgt Frht BEE olF= 2 tigh o

rq'Hg%%iﬁmlo}ﬂ' o
B2 X 2oy T
EORRT nng
o X N
Lu}q,j_d_ T
o ot 2oz
x A H 5B
_|O iy _{o
sh L F
jm> szi
N i d
oy
g
[ éo
z > o
N —urlr
o= e gy
)
Lo ]
—HJm
* ;oé
g{i T
b y
TN
I 2
2o ox &
(o o O rob

o,
et
Ml >

il
2 r°"
)
Ql
& e
,ﬂ;
~

b3

o

=

a

=3

[\]
S

a

b
i
z
'Y
=

L

EEH =
U‘r(Kotler 2000). ool AH|AE A
, Ao ot AR E F3
Hth(James et al., 1976).

T2 I BPGERA, e
o &AW ohe} oF &% ¥ A
. Erdem et al.(1999)y 2|7 3o
F, 7H 7R AAEAA,
e oA E ke &

T &4, AT U By 24

[e

_‘Z’Y_
< 7, 48 HH]* PERO) 5 5
]—__

4
2
HE
Fl[‘
™
m R

Mo & (B ox
o 8

52l
ofje
oL
ki

it
ot
o,
_O|£

4o i" '101'

_4

o olﬂ
R
i
B
o,

o Nlﬂ l
rlo
i)
i
0?

n114
il

_“31
=
of
:

mu‘.
by
e

£ M

oX,
o
o
R
kv
s K
g(_}‘
L

4
2
Kl
b
2

o

o
f
y

my ol
,d

B
2y
oo o
Jb

s &
e

A AE 24 Au| A ,
o2 RF3tt. Chun and Park(2010)& Héf; FEo|
FE, MRS, B, E71E ERSITE W $HY 4
& 7 ¥

o]

3

J

DN

2

)

T(Kwon et al., 2011)01] s}
= ﬁ-ﬁ AU AT T2y

By 2 ood 2

o

(¢} Ris
dEe] A HExEge

il



Table 1. Types of store attributes
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Researchers

Types of store attributes

Mazursky & Jacoby(1986)

Spiggle & Sewall(1987)
Peter et al.(1999)
Erdem et al.(1999)

Kotler(2000)
Chun & Park(2010)
Kwon et al.(2011)

Product quality, price and assortment of merchandise, convenience of location, service salesman,

general services

Location, product, price, promotion and salespeople

Product and service

Store environments, products, price
Product prices, products, services, store atmosphere
Products, services, advertising, store atmosphere

Products, environment, service
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Fig. 1. Research model.
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Table 2. Results of confirmatory factor analysis
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Kim and Ko(2012), Gwinner et al.(1998), Xu et al.(2011),
Yun and Ko(2006)E FalAl A8, AT =s
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o A8 WO 77 AP,
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2 AFe U AR agElA LA F] 3
FQ WIS e E HEE st ﬂ%‘ﬂ% o=
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2 FAHAT. & AFE 93¢ &3 E A9S “Therefore
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Standardized Cronbach's

Constructs Questionnaires . CR AVE
factor loading o
Packaging of product is good. 0.755 -
Product Quality(materials, needlework, and et al.) of product is good. 0.746 18.065%** 0.884 0.789
There are many popular fashion items. 0.798 19.74%**
The services as exchange, refund, tax-free are very nice. 0.798 -
Service The salesperson provides efficient services. 0.855 23.861%** 0.882 0.599
The salesman has good communication skills. 0.781 21.062%**
Paymnet is convenient. 0.766 -
Environment . . 0.915 0.507
Store provides places for relaxation. 0.738 17.693 %%
Service is worth more than expectation 0.736 16.851%**
) The price of the product is competitive than other competitors. 0.827 18.549%**
Value equity o ) 0.913 0.733
Cycle of price discount is adequate. 0.825 18.519%**
Exchange or refund system is well. 0.712 -
Easy to recognize among competitors of shopping malls. 0.656 17.578***
Good image is coming up. 0.814 23.318%**
Brand equity Will continue to stick with it. 0.828 - 0.893 0.710
Will make sure to visit here later. 0.828 23.836%**
Be interested in suggestions for other people about this place. 0.801 22.800%**
Provide special price offer to me. 0.856 -
i i Suitable for my lifestyle. 0.873 20.113%**
Relatlo‘nshlp y ty 0.933 0.791
equity Consistent with my image. 0.851 20.419%**
Provide the product and service that correspond to my style. 0.708 20.006***
Have a chance to visit, willing to comeback in the future. 0.823 -
Revisit
e Will try to visit soon. 0.869 25444%0% 0933 0791
intention
Would recommend to the people around. 0.902 26.106%**

wxkp< 001 #p<01 *p<.05
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(1) Product 0.687 0.472
(2) Service 0.687 0.771
(3) Environment 0.740 0.715
(4) Value equity 0.730 0.745
(5) Brand equity 0.648 0.628
(6) Relationship equity 0.645 0.548
(7) Revisit intention 0.547 0.584

0.548
0.511
0.589
0.732
0.725
0.677
0.681

0.533 0.420 0.416 0.299
0.555 0.394 0.300 0.341
0.536 0.526 0.458 0.464
0.655 0.632 0.619 0.517
0.795 0.716 0.361 0.575
0.787 0.601 0.640 0.604
0.719 0.758 0.777 0.756

Note: Diagonal: AVE, Under the diagonal: ®2(Correlation coefficient2), AVE N ®2.
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Model Fit: y?=546.611, df=143, p=.000, GFI=.912,IFI=.947, TLI=.936, CFI=.946, RMSEA=.067

Estimate:Standardized Coefficient
*kp< 001 ¥*p<.01 *p<.05

Fig. 2. Hypotheses testing results.
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Table 4. T-test to compare the difference between shopping malls
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Constructs Shopping malls N Mean S.D. t-value p-value

Doota 321 4.7923 1.05366 3315 0.001

Product Lotte Fitin 316 4.4926 1.22307 3311 0.001
Total 637 4.6436 1.14977

Doota 321 4.8442 1.05012 3.041 0.002

Store attributes Service Lotte Fitin 316 4.5622 1.28043 3.037 0.002
Total 637 4.7043 1.17761

Doota 321 5.1121 1.07233 5.172 0.000

Environment Lotte Fitin 316 4.6282 1.28181 5.165 0.000
Total 637 4.8721 1.20457

Doota 321 4.9242 1.00423 5.154 0.000

Value equity Lotte Fitin 316 4.4705 1.20968 5.147 0.000
Total 637 4.6991 1.13301

Doota 321 4.8951 0.99673 4.561 0.000

Brand equity Lotte Fitin 316 4.4926 1.22076 4.554 0.000
Total 637 4.6954 1.13072

Doota 321 45312 1.05132 2416 0.016

Relahionship equity Lotte Fitin 316 43133 1.21953 2413 0.016
Total 637 4.4231 1.14219

Doota 321 5.1184 1.21385 4.822 0.000

Revisit intention Lotte Fitin 316 4.6060 1.45863 4.815 0.000
Total 637 4.8642 1.36413




Table 5. Comparison of types of shopping malls
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2 2

Doota Lotte Fitin X Ay
Path between valiables

Estimate CR Estimate CR (df=270) (Adf=15)
Product-value equity 0.157 2.225% 0.156 -0.994 546.743 1.674
Product-brand equity 0.019 2.234%* 0.112 -1.351 547.793 0.624
Product-relationship equity 0.118 2.127* 0.118 -1.397 546.931 1.486
Service-value equity 0.150 2.475% 0.149 1.229 547.26 1.156
Service-brand equity 0.129 2.685%* 0.124 2.294% 548.417 24.794***
Service-relationship equity 0.112 2.614%* 0.114 2.291%* 547.51 0.907
Environment-value equity 0.653 4.116%** 0.668 2.723%* 546.037 2.379
Environment-brand equity 0.703 3.776%** 0.692 2.826%* 548.375 0.041
Environment-relationship equity 0.611 3.966*** 0.635 2.865%* 546.967 1.450
Value equity-CLV 0.253 2.114* 0.069 0.419 548.042 0.375
Brand equity-CLV 0.149 1.463 0.313 2.074 548.276 0.140
Relationship equity-CLV 0.209 2.034 0.243 2.040 548.276 0.140
Value equity-revisit intention -0.0143 -0.53 0.080 1.031 548.226 0.190
Brand equity-revisit intention 0.467 2.284** 0.400 0.196 548.414 0.003
Relationship equity-revisit intention 0.521 3.101 0.477 0.198 548.397 0.020

wxkpC 001, *%p<.01, *p<.05

t}. o] Krishnan and Hartline(2001), Lee and Lee(2006)<]
AT At 22 ozt & F vk AH|2TF AR
AN E, 53] AAA &4 AR &E
e vRItke AgAT At IAFHH(Jung
13; Woodward & Wui, 2001). E3t FOlF &%
EES AAIFS #EaT HARE s e
A2 o=l wFAA B8 ARgh S AT
HIAE AlFet A3 AsAAdE 84 st -4
G2 A7 F %S skl ATkl AR EE el

r_l

2'O

o
x

352 1
Ag FR BBAL FUE £2o) HEL WA @
wjolth, /b2 Falshs Qels ol By e,
FF9 Aol £YYLE N o) 4

T FAIS ol S=ES3
2 AEZRARRE AFoME o]r]
orientation”, 2015). A tjF-E<
2 AsARE, 2o wiEh FZou tiRkle] "ol Adko] 9l
71e) ©o]& A= Aol T FUE LBE
A G e T2 2SS & F
A, AAF] M7 FEL4 F 7EXARe] CLvell
3940 G v o] WE2 JEXAMRE CLvel 544
Q1 G PAE Fog AR RS A HAPAT
(Lemon et al., 2001; Rust et al., 2004)¢} =2 A3} FE=H
o2 UXAg}. ol 7] FUlE aBEES] HAE o]
2 AR, B3] = FFAA & & de= AAF| AL
2 e el Basaptolv AR st
Q #AFA e Y=g FZAD F U= Al

oft (o 1o

a9
10‘1
o Of
4

&
E

=
I

il

H
o g

@ A
4
21_5

d

e

o il
o2 rlr e &

ol
o
oN
N
[«0
ﬂ'r'
phU)
o,
oft
fu)
M
B
ofl
i
o,
o X

]

QL
N
do
__K’Jg
finj
of
fo
_O|L
ko
P
o
53
o

=, il
ZAzlolr}, wiHol B =2}k |2k CLvel 23t
TS AR e Ao YT ol M7 84T AL
AR SAARA FEFS vAA] @& ZoFE UERE Kim
and Ko(2012)2] A14HE FEH 02 X|x|git}. olzjgh A3}
o] Foliz & AT gido] Tt LdEolghs o] 5%
Fejo] AEERs A ZARN AT T2 Y=]lolgs

I
of\

&
N
N

1
o

Rele] A0 YL viHch HASAe A
| SAHY 9B MAhe APATKwak &
Kwang, 2011) % 2ARte] ol A4 sld 5 shle.



siiet.

O] FLH SJ2) %] AI8H A4, 20161
(¢}

ey,

& Yang, 201152 A|A|

447

O TXH TR PRPT BLWSET T BT YT A 3 5
Ltﬂr.:in_tno_u‘mﬂo_e Gl BT A e W ok OEn.uu uow % — Lt_n.mo,.rLuAll‘_ﬂe g
Towm s w CxX ﬂﬁﬁ%? iﬂ%@ﬂ%wﬂﬁﬁﬁwﬁﬂﬂ umm
) T R o = T =AY =g =T ol )T z
sEREET Y Ftg oalew THERERCCETOTRNG 58
W T gk B PYsTEIRT ST 0P g B 3
ﬁﬂ.%mﬁf&% %Wﬁzﬁwﬂmﬂ%mﬁﬂ Wﬁ?%%%ﬂm%ﬁwmﬁi 25
o~ g o X R > 7o N ; N : CCRC= = =
u,_7£4ﬁ‘maovumu ﬂwxouﬂn_rmoﬂoxnn Eeﬂwﬂ:ﬁ X HE o _ T Q 2o 2 ﬂaKo
Py twmy EPTONT I AW T e AR T s SRR o E
) BE g FT LT EYTn RPN PR RIWE e c 2,
MR PLHLEL S dzwmy 2T ¥ g %k g 2= 2
@Ei_ﬂm_udlﬁﬂ &murhﬂbmmmﬂﬁ ,UHMAT utﬁouLﬂHMQ_‘wl Qdmﬂu[gﬂmmﬁ mu S 8
xOET PRy EX X TEE gL G eETal MY F 3 o
o PbaEs FTERERNgrael REpfiLififamiRh 2 g 5
Tr A N ~— o N 0 ol .,n_AILr\ H = # o W o 9 (0]
p X zo ST o A XK P gmdel g ¥Ep TEE T xR T -~ D
].EXMME,_ATL. 5’ o)) ]]Qﬁ;o o Rm,_ X To 11..&1 ) o 2 - D
INTW gy @:_thwﬁ%%www R T i ol B g 2§ «
oo oz B oy T gy TR = I R S S g gz &
Hﬁﬁﬁoﬁnmﬁmﬂmﬂw Negoiﬂc*#oouw_._:wﬁﬂ_ Mm;%lmmwﬂmioﬁﬁumﬁowmmwwmmm%wdl < £ 59
o) oF 7 f \ = = K H ! G NG
G oo T oz B AT PN T s T g Eap T AN By ©
Trefilx FoReBiiaT FrefIifficutiiy 1,
4 -~ S N o= ~ o~ . BN = = ! o) O X — = —
A%mm%@%% ﬂmmaxﬂo_ﬂmwu:o@ﬂrﬂ é%@%ﬂ Booy g — & < ERVRZ
B A oy T = P s L W e }modlﬁrow%aawﬂ. S =
a;fﬂ,mmﬁMﬁ%ﬁwuﬁﬁww,uaﬁmyﬁﬁowﬁ%@w%iﬁ Goog ™o 2 5 9
%%%fr%_x_iﬂ%a_}zﬁwo%ixEETA%ﬂf,mwﬂow%%%a%%& an
R o 4T WD Pa e RMWBOMN FTErRT ARG R N W £
WA P E W MW T RK T WA PN NK KT R R T Y No o =) of B
% wrﬁ Wﬂ_ﬂvﬂe_ﬁmﬂ NTE o M9 He B — S uwﬂﬂﬂgl,wﬂ% R
g R = =0 X = g ) B2 2o o) o Ly ) Ju S b E A = TX
b _ﬁ,\uﬁrnﬂlquﬂlﬂwﬁ LtMﬂMH;ooEﬂk,w,RLmrmAﬂonﬂ‘_ooﬂ.,‘olﬂl‘hEqﬁrﬁooMQWﬁAT ‘Vd‘mﬂﬂlﬁﬁ
%Y eRRusErEE R IgI s ¥ s s h vk R, wiay
T _ of o m o X g = Lol > & < o B = ¥ O "
ﬁﬂm urmﬂomﬂAmowawAf:wWWﬂﬂymﬁWMdraémﬁy%%Wmea_%%we%mxi JL:E@ME%
Yo IOBPREIACRCELROSERICTNF LR aiRTER FHIES
o X N B e o fO N ;Ao BT TR Cllli~a B © < Ol o N R
T S R I e R NS BN - AP
P B L IR B AR Yo e B AR A B PP d s P T B G ay
fEn YgThphd o gilbroneibrrzEaaNT,y BPTeAdhea I T IF
Shy FhgerlElazs iR lSr o RO MZeRTRy MR RR 0
R e - S T - S A N .8 Y A R T i ol
v R = No EH T ar TR Iy r WA S H ko ® o0 B
bigp oo T R A o_ummmmaulm J&]lg_ﬂmﬁ dx 2® L, T A ﬂa_ﬂ%mﬂmamu
EMEE LI TGS P S E I S M R S L S IR LT
LS S TR o T N S = <A e - B A A B AN o w 9o
= T 2 T - = oy X XBo - KO X Y B RS T = e o) P Hu ofn
PEx oxlt25p 380 P aup e Xe g L p 2R T 8B 20k nE e
M]o_u owﬁﬂlﬂumotﬂommﬂﬁdrkﬁoxﬂﬁw‘ﬂmumﬂ7ﬂﬂw”mm_.3lomc] @ox EA%AEHO ﬂﬁﬁjl
©T . it o Tr g Wl PET TR T A SRR o T
B o #oHMdr.oLu_AluIP‘_ﬁ wﬁuw_ﬂ_ﬂbwrol;oAcEleq‘me_rLUr:o?. c%mMLH_z n%]mdlc_eaomt_mﬂl
cRE YRR SIERE_  mFID w P g RN g TR T HTE R
2 E L_/HL]JLﬂn_.n oﬁe}_uoETqH_ﬁ%dlA._ﬁicT17LcmjlﬁEL‘EEPM e m B
O e = R - QR KM o B B A MO oo B Moo BB W
£$F .Wdﬂwlﬁ_ﬁﬁﬁsuigm« Ew AT Adm | 57 E) ) R o%%
O N R 3 e N B A N TELEEARTE I
K 3 E of o ST EHRPS TR T ERILAT T RT NPT E D EKDS EF R i AR

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. B. (2002). The
influence of multiple store environment cues on perceived

2 4= Itk Kwon et al.2011)e 5=

ZFo

N

=

=

Aol 1 o]



merchandise value & patronage intentions. Journal of Marketing,
66(2), 120-141. doi:10.1509/jmkg.66.2.120.18470

Berry, L. L. (1995). Relationship marketing of services-growing
interest, emerging perspectives. Journal of the Academy of
Marketing Science, 23(4), 236-245. doi:10.1177/009207039502300402

Bishop Gagliano, K., & Hathcote, J. (1994). Customer expectations &
perceptions of service quality in retail apparel specialty stores.
Journal of Services Marketing, 8(1), 60-69. doi:10.1108/
08876049410053311.

Blattberg, R. C., & Deighton, J. (1996). Manage marketing by the
customer equity test. Harvard Business Review, 74(4), 136-144.

Chae, H., Ko, E., & Han, J. (2015). How do customers' SNS partici-
pation activities impact on customer equity drivers and customer
loyalty? Focus on the SNS services of a global SPA brand.
Journal of Global Scholars of Marketing Science, 25(2), 122-141.
doi:10.1080/21639159.2015.1012809

Chun, T. Y. (2009). The effect of store characteristics of outlet on
consumption emotion, relationship quality, and loyalty. Fashion &
Textile Research Journal, 11(3), 417-426.

Chun, T. Y., & Park, N. H. (2010). The effect of brand image on
loyalty of franchise system: the mediating role of customer's
positive emotion and relationship quality. Journal of Product
Research, 28(2), 17-29.

David, A. (1991). Managing brand equity: Capitalizing on the value of
a brand name. New York: The Free Press.

‘Dongdaemun is the center of K-Fashion.”. (2015, October 29). Yeongnam
News. Retrieved October 30, 2015 from http:/www.yeongnam.com/
mnews/newsview.do?mode=newsView&newskey=20151029.
010190750120001

‘Doota, five days after the renewal reopened’. (2014, September 3).
Asian economies. Retrieved June 2, 2015 from http://view.asiae.co.kr/
news/view.htm?idxno=2014090308462713627

Douglas, S. P., & Craig, C. S. (2007). Collaborative & iterative
translation: An alternative approach to back translation. Journal of
International Marketing, 15(1), 30-43. doi:10.1509/jimk.15.1.030

Erdem, O., Ben Oumlil, A., & Tuncalp, S. (1999). Consumer values
& the importance of store attributes. International Journal of
Retail & Distribution Management, 27(4), 137-144. doi:10.1108/
09590559910268435.

Gentry, C. (2001). The sport of shopping. Chain Store Age, 77(9), 137-
138.

Gwinner, K. P.,, Gremler, D. D., & Bitner, M. J. (1998). Relational
benefits in services industries: the customer’s perspective. Journal
of the Academy of Marketing Science, 26(2), 101-114. doi:10.1177/
0092070398262002

Hong, H. S. (2002). Differences across types of web navigation value
and shopping mall in evaluation of website attributes for apparel
shopping. Journal of the Korean Society of Clothing and Textiles,
26(5), 642-653.

James, D. L., Durand, R. M., & Dreves, R. A. (1976). Use of a multi-
attribute attitude model in a store image study. Journal of
Retailing, 52(2), 23-32.

Jin, Y. H., & Ryu, J. W. (2012). The effect of service quality of coffee
through mediating customer satisfaction on revisit intentions
-Focused on college students who have used coffee houses-.
Journal of Foodservice Management, 15(4), 321-342.

Jung, J. W., Choo, H. J., & Chung, 1. H. (2007). Exploratory study on

FopE 492 Hedye] TR A FF 448

buyer-supplier relationship in dongdaemun market: From buyer
perspectives of fashion stores. Journal of Global Academy of
Marketing, 17(1), 51-75. doi:10.1080/12297119.2007.9707231

Jung, S. G, & Yang, J. H. (2013). A study on relationship among
relational benefits, satisfaction and customer loyalty: Focused on
the moderating effects of consumer's innovativeness & rationality.
Journal of Marketing Management Research, 18(2), 47-72.

Kent, W. E., Shock, P. J., & Snow, R. E. (1983). Shopping: Tourism's
unsung hero(ine). Journal of Travel Research, 21(4), 2-4. doi:10.1177/
004728758302100401.

Kim, H. J., & Koh, A. R. (2008). China's new propensity to consume
fashion three minutes of the benefits of collective consumer
groups women. Proceedings of the Korean Society of Clothing
and Textiles Conference, pp. 59-60.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities
enhance customer equity? An empirical study of luxury fashion
brand. Journal of Business Research, 65(10), 1480-1486. doi:10.1016/
jjbusres.2011.10.014.

Kim, J. S., & Han, S. P. (2009). Influence of experience type on
consumer-brand relationship and brand equity at flagship store of
clothes. Journal of Korean Psychology Assosication, 10(2), 209-
227.

Kim, M. Y. (2014). Exploratory study on global marketing strategy for
the dongdaemun fashion district. Journal of the Korean Society of
Costume, 64(3), 47-61. doi:10.7233/jksc.2014.64.3.047.

Kim, W. G, Jin, S. B., & Kim, H. J. (2008). Multidimensional customer-
based brand equity & its consequences in midpriced hotels.
Journal of Hospitality & Tourism Research, 32(2), 235-254.
doi:10.1177/1096348007313265.

Kim, S. W., & Chung, K. S. (2010). Comparative study of the fitness
between traditional OLS models and spatial econometrics models
using the real transaction housing price in the Busan. Journal of
the Korea Real Estate Analysts Association, 16(3), 41-55.

Ko, E., & Oh, S. M. (2009). A study on customer equity of luxury
brands. Journal of the Korean Society of Clothing and Textiles,
33(7), 1025-1037. doi:10.5850/JKSCT.2009.33.7.1025.

Ko, E., Kim, K., & Zhang, H. (2008). A cross cultural study of
antecedents of purchase intention for sports shoes in Korea &
China. Journal of Global Academy of Marketing Science, 18(1),
157-177. doi:10.1080/12297119.2008.9707281.

Ko, E., & Lee, H. J. (2009). A study on relationship between customer
equity and customer satisfaction of sports fashion brands. Journal
of the Korean Society of Clothing and Textiles, 33(5), 782-792.
doi:10.5850/JKSCT.2009.33.5.782.

Ko, E., Choo, H. J., Lee, J. Y., Song, S. A., & Hwang, H. S. (2013).
Triangulated value perspectives of place marketing: A case of
Dongdaemun and the Doota shopping mall. Journal of Global
Fashion Marketing, 4(4), 299-318. doi:10.1080/20932685.2013.822683.

Kotler, P. (2000). Marketing management: The millennium edition. NJ:
Prentice-Hall Upper Saddle River.

Korean Tourism Oranization. (2015). ‘International visitor survey. 2014°.
http://kto.visitkorea.or.kr/kor/notice/data/statis/tstatus/forstatus/
board/view.kto?id=424410&mum=2.

Krishnan, B. C., & Hartline, M. D. (2001). Brand equity: Is it more
important in services?. Journal of Services Marketing, 15(5), 328-
342. doi:10.1108/EUM0000000005654.

Kwak, M. S., & Kwang, M. C. (2011). The relationships among brand



449 SOl FLYESIR) A18H A48, 2016

equity, brand value, customer satisfaction, brand attitude, and
revisit intention in golf. Korean Journal of Physical Eduaction,
50(1), 147-160.

Kwon, H. J., Kim, S. Y., & Won, H. Y. (2011). A study on the factors
determining visits of dongdeamoon shopping mall: Focusing on
dosan tower and good-morning city shopping mall. Journal of
Korean Hospitality and Tuorism Academe, 20(6), 209-223.

Lee, H. S., & Lee, S. B. (2006). The impact of the motivation, support
services and brand equity of franchising on the quality of LMX
and on the renewal of a contract. Journal of Tourism & Leisure,
18(2), 97-115.

Lee, H. S., & An, K. H. (1992). Costumer Behavour: Strategic marketing
approach. Seoul: Bobmunsa.

Lee, K. Y., Baek, J. H., & Park, K. D. (2010). Effects of consumers’
experience of brand shop on brand equity. Korean Journal of
Communication Studies, 18(2), 83-103.

Lee, S. H., & Choi, E. H. (2006). The effects of image of discount
stores on fashion brand equity. The Research Journal of the
Costume Culture, 14(4), 647-656.

Lemon, K. N., Rust, R. T., & Zeithaml, V. A. (2001). What drives
customer equity?. Marketing Management, 10(1), 20-25.

Mazursky, D., & Jacoby, J. (1986). Exploring the development of store
images. Journal of Retailing, 62(2), 145-165.

Nasif, E. G, Al-Daeaj, H., Ebrahimi, B., & Thibodeaux, M. S. (1991).
Methodological problems in cross-cultural research: An updated
review. Management International Review, 79-91.

Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1991). Refinement
& reassessment of the SERVQUAL scale. Journal of Retailing,
67(4), 420.

Park, H. S., Park, J. O., & Lee, J. Y. (2014). Importance of store
service quality and relationship benefits according to clothing
consumption values of consumers of fashion products. Journal of
the Korean Society of Costume Online ISSN, 64(3), 93-107.
doi:10.7233/jksc.2014.64.3.093.

Park, W. J., & Yang, J. H. (2011). The effect of visitors' perceived
relational benefits on revisit intention to exhibition. Journal of
Social Science, 37(3), 27-48.

Peter, J. P, Olson, J. C., & Grunert, K. G. (1999). Consumer behavior
& marketing strategy: McGraw-Hill London.

Rust, R. T., Lemon, K. N., & Zeithaml, V. A. (2001). Driving customer
equity: Linking customer lifetime value to strategic marketing
decisions (No. 108). MA: Marketing Science Institute.

Rust, R. T., Lemon, K. N., & Zeithaml, V. A. (2004). Return on marketing:
Using customer equity to focus marketing strategy. Journal of
Marketing, 68(1), 109-127. doi:10.1509/jmkg.68.1.109.24030.

Seoul Tourism Organization. (2015). ‘2014 seoul survey on foreign
tourists report’. http://sculture.seoul.go.kr/archives/66886

Shin, H. W., Kim, H. R., & Ha, O. S. (2010). Foreign customers'
recognition on Dongdaemun fashion market and products -Focused
on the Doota-Mall zone-. Journal of Fashion Business, 14(2), 42-

56.

Shim, S. Y., & Kotsiopulos, A. (1992). Patronage behavior of apparel
shopping: Part I. Shopping orientations, store attributes, information
sources, & personal characteristics. Clothing & Textiles Research
Journal, 10(2), 48-57. doi:10.1177/0887302X9201000208

‘Shopping orientation varies by nationality ... The Chinese quality 'vs'
Japanese prices’. (2015, April 1). Moneytoday News. Retrieved
April 20, 2015, from http:/www.mt.co.kr/view/mtview.php?type=
1&n0=2015040115410697024&outlink=1

Spiggle, S., & Sewall, M. A. (1987). A choice sets model of retail
selection. The Journal of Marketing, 97-111.

‘The second anniversary of Lotte Fitin... "K- fashion Mecca stating"’.
(2015, June 2). Yonhapnews. Retrieved June 3, 2015, from
http://www.yonhapnews.co.kr/bulletin/2015/06/02/0200000000
AKR20150602047300030.HTML?input=1195m

‘Therefore changing foreign tourists, in the direction in Myeongdong,
Dongdaemun’. (2015, May 27). Economic Review. Retrieved May
30, 2015, from http://www.econovill.com/news/articleView.htmlI?idxno
=246922

Timothy, D. J., & Butler, R. W. (1995). Cross-boder shopping: A North
American perspective. Annals of Tourism Research, 22(1), 16-34.
doi:10.1177/0887302X9201000208.

Woodward, R. T., & Wui, Y. S. (2001). The economic value of wetland
services: a meta-analysis. Ecological Economics, 37(2), 257-270.
doi:10.1016/S0921-8009(00)00276-7.

Xu, Y. H., Zhang, M. L., & Tang, S. L. (2011). The impact of brand
experience on relational benefit: The role of brand familiarity,
brand image & brand personality. Advanced Materials Research,
225-226, 103-106. doi:10.4028/www.scientific.net/ AMR.225-226.103

Yang, L. N. (2009). A study on the satisfaction of the store attribute,
intention of revisit and recommendation on the clothing consumer.
The Research Journal of the Costume Culture, 17(3), 367-382.

Yoo, B. H., Donthu, N., & Lee, S. H. (2000). An examination of
selected marketing mix elements & brand equity. Journal of the
Academy of Marketing Science, 28(2), 195-211. doi:10.1177/
0092070300282002.

Yun, S. Y., & Ko, E. (2006). A study on measuring and defining
dimensions of fashion product customer equity. Journal of the
Korean Society of Clothing and Textiles, 30(9, 10), 1389-1399.

Zhang, H. (2010). The effects of types of innovation on customer equity
& customer loyalty in fashion industry. Unpublished doctoal
dissertation, Yonsei University, Seoul

Zhang, H., Ko, E., & Kim, K. H. (2010). The influences of customer
equity drivers on customer equity and loyalty in the sports shoe
industry: Comparing Korea and China. Journal of Global Fashion
Marketing, 1(2), 110-118. doi:10.1080/20932685.2010.10593063.

(Received 27 May 2016; 1st Revised 24 June 2016;
2nd Revised 28 June 2016; Accepted 5 July 2016)



