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Abstract

Recently, the luxury brand market has expanded from the 5060 market to the 2030 market
segment due to diversification of distribution channels, an increase in income, and changes
in consumption values, This change is attributed to the increase in sales of fashion accessory
products, such as bags and wallets, thereby confirming the importance of the luxury brand
fashion accessories market. However, there are few studies of the luxury brand fashion
accessories market or brand loyalty for fashion accessories, which accounts for a large
proportion of the overall luxury brand market. The purpose of this study was to develop and
empirically test a theoretical framework that captures and compares the difference of impact
of service quality, product attributes, and consumer satisfaction on luxury brand loyalty
between the 20-30 market and the 5060 market of the fashion accessories market. Data was
collected from 598 customers who purchased luxury brand fashion accessories by objective
sampling. Structural equation modelling was used to test the hypotheses developed for the
study. Results found evident effects of consumer satisfaction on luxury brand loyalty through
the perception of service quality by consumers, Additionally, in the 2030 market, the fashion
accessory attributes had little impact on consumer satisfaction and luxury brand loyalty,
whereas in the 5060 market, it had a significant impact only on consumer satisfaction, but not
on luxury brand loyalty. This is the first study to examine a structural equation model of
luxury brand loyalty to compare the difference of the model between segmented markets,
such as the 2030 market and the 5060 market of the luxury brand fashion accessories market.
These results will contribute to a better understanding of the mechanism that underlie the
operation of an effective luxury branding strategy for fashion accessories.
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ThKim & Kim, 2002). o|#3F glAg|2a= oA
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Hwang & Kim, 2016; Lee, 2017), 4t s A A)A;
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ARl IAZE 5ol SHEIGAL(Lee, 2004; Lee,
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34 FFE A= Ae®E YERTthYang,
2013; Lee, 2004; Lee, 2012b; He, 2016).
A7 A g Hie sf A B Ak
2 ARl HAENE AS o R Pl
Aefoluf HRe, #fo} oju]x|, Av[x}o] Ao w
L Al=, Bl AAAd Foll e s AdAlE A
o] gk At=o] olFolHth(Hwang &
Kim, 2016; Kang et al, 2018; Lee, 2019;
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H, S 2HAPE )IAISkE S A AL
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{Fig. 1) Research model.

Holl A= 2 AHISY &5 7 miAEA] 2
AHev AE BHE 5 7[99 ohekeh At
g1o] =Al, FEAEe] vkl 7IQlet dA
o2 MyErk(Kang et al, 2018). ¢+ Ay}
of sk, ot Adyt e )
5740 wet gMeEiE H A ot
A HE Sl Aelrh dge] dSHer 5
W E QI tHKim & Chung, 2008; Seo, 2015;
Choi, 2010). ZAZBEIME=O] 5060 A& oA
7P SasHl atdEe sl A4S AR

:
oA oleeolgla, Hakel, FA, 2Ep Ho
Aula aole gad, ANED 5 4R

o]
SHET § FQASFE O 2030 AlAOA=
U4, A Tol Fa3t AEFHHYeR A
AlE] A THKim, 2005; Lee, 2019), FE3F ZHA]
gEAE s HdztEE g o] 5060 Aol
A nEshs sAdE 48 Hals/bE, A
efl/TizRlo)l ot 2030 AlAOAE H
=, gl 4, 714, iy Fol Fa3t A
FEAOR Yepa &4 ] wmet 5
QAEl= Aol ztol7b QltH(Jung et al,,
2018; Lee, 2012a), 122 ZHijgHI=
A4St AlolA 2030 AR 5060 Al
Ao G e Eoll zfolzh 9l Zlojm=E

ket 2e ApEe Akt

7Hd 6 AR ERE s aRel AlelM S
el ddd ®¥es e WA=

2030 AT 5060 AlRO|A] 2ol 7}

9L Ao,

ol AN mEE FHUS uitowm
(Fig. DI} e Amage Agstalr)

AP FAtoll ASEsh T 1d 59t =
el HAMzEHE s axtEE St
AEo] A= 2030 Al 5060 Al £8k= o]
A s e R ARAE ARESte] 54
FATAL F]E 645 T HAAHR AAE
A Lletar F 59857} Atoll ARgE|Qlct, AR
o] AT 2030 AlFO] 44.8%, 5060 Aol
55.2%%l01, ATojR= 7]& 689%, H|E
31.1%E YERGTE A9 AR 27.6%, AHY
A 24.9%, tfeAY 17,20, HAEAlo] 15 4% L, SF
g2 g} 9 HAEsE EYol 42.5%, e/ ZE
et Aot 9 FE7E 30.6%, kol 20.9%,
a5l E}Jolal 6.0%mE YERGTH LEt 7t
Al FAa5L 5008H o]4fo] 49%, 350-5007H

u]ako] 29 4%, 200-3509H w]wko] 12.4%, 2004+
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(Table 1) Confirmatory factor analysis

tandar Cronbach’
[tems © d g t+value AVE CR Sl e=eille
loading a
Tangibility .79 -
Servi.ce Reliaf?ility .89 23,96 20 96 &7
quality Reactive .82 21.77
Empathy 84 22.063
) Aesthetics .68 -
Fashion Practicality 20 13.38
racticali
St ’ ’ 6 8
a:tc,e:g?ry Scarcity 70 14.86 o8 77
attributes
Brand name 77 14,46
A wise decision .81 -
Consumer  Pleasure of purchase .80 20.32
e e .59 .92 .85
satisfaction ~ Purchase satisfaction 77 19.55
Recognizing a good purchase .08 17.12
Willingness to recommend .83 -
Loyalty Willingness to repurc:hase .86 24.05 64 89 87
Recommended experience .82 22,81
Willingness to reuse .66 17.06

A wlto] 9.200= UERtT]

gt o
16+3HYang,

2013; Lee, 2004; He, 2016

Parasuraman et al., 1988), A|&&A] 1283}
(Park & Kang, 2016; Lee, 2012), AH]x} ut
= s5E3Kpark & Kang, 2016), A= 5&3)F

(Lee, 2010;

= [}
A 5=

S =ige)
P <

e Wt w25% Hd 2R
[e]

Ash= 212 Yehd AFREAS Spss

Jung et al, 2018) W QIG-FATk

=t wdeER MENIH. dEA

AR 5E 2 23S A9

59 e AHEE AREsklen,

ojgste] RlIkitd, A¥E 4

WA BAS AASIIE AMOS 24.0

1S RA R
A](MSEM)S-

olgate] BlA moliAy
BA, ey pEREARY B
AAsc,

qelnds et ook wAE A
S50 ehgmet e 4] Skl 2l

B A= (Table 1)1} At}

BRI 9l Ay}, A 4= /=301.40
(d<95, p=.000), GFI=94, AGFI=92, NFI=94,
CFI=96, RMR=028 UEl} HAHMezo] 2
RS dstrle] Aest ZloR HriE

gtk ZgusEel mRystel 6olyom

o} E3 SARHRE 1Y FHEAHCR)O|
Boolo = Yelt Y AlEErh SEEA
P RAZZTHAVE)S] 59 oo R UER
eSS FEEgIch AARREe] Al
= Ags 77 ogeR At o9l
of, Selg s £ giRaleEglo]
Fowete] AlAle] Alppxco 32 g
Egrh qlokar sgshAl Ecok zZF R
59 AR ARE AHET] 9lst
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(Table 2) Correlation coefficient analysis

) . Fashion accessory Consumer
Construct Service quality attributes satisfaction Loyalty
Service quality .70a
Fashion accessory attributes 3 67
v (28)b :
Consumer satisfaction (22) (?2) .59
49:!:** . 58*:1:* . 60:1::1:4:
Loyal ’ 64
vy (24) (14) (36) :
Mean 3.93 413 4,00 3.79
SD .66 .56 .62 .70

*: Diagonal values are the Average Variance Extracted (AVE) for each construct,
P: Values are squares of correlation coefficients between latent constructs,
wep< 001

— Significant path

Tangible ~* Unsignificant path

Reliability

Aesthetics

o8

Practicality Fashion
Accessory
Scarcity Attributes X?=396.63 (df=98, p=.000), GFI=.92

AGFI|=.89, NFI=.93, CFI=.94, RMR=.03
" p <001, 7p < .01,7p< .05

Brand Name

(Fig. 2) SEM of loyalty.

Pearson®] AtA A4S AR Aik= ol tfste]  GRHAARIYSEM)  HAS

(Table 2)¢} 2t} HyriAb FZFHAVE)Y} Akt O A= (Fig. 2)F grh B4

A=) AlFe] g e, 72 A Avf, Hyol  ARwE A= 42=396.63

220l WHAF Z=Z Zlo] HE ZA|H4=o] (dF98, =.000), GFI=.92, AGFI= 89,

A AlgEo =4 yehd shderd o] NFI=93, CFI=94, RMR=03°22 I

el =gt 5 Y IAE drshsd st AeR 3
] QAT

2. 2M2|EEC DjMELS 7HA 1 AR EE s Age) T AuIAE
Dot = Ao aBAREEo] Qekg wld Alolth, £Ad
AN

o
0x
H1
2
H
rok
re

T HE -
3, G| e s ARste] Jtufel ofksto]

AR HE s dgel Aol A Sl o X]?%}t i ﬂ:] Oq jﬂli»i a
= = 5 A o kX

ZA o) nR)= JrS ol ] 9Fle] 2AE 11=50, &} 8.65, p<.00D)°f S HAQl &= v

A= Ao Yelth o= YAeHEE oA
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(Table 4) Multiple—group analysis
Model X af NG Adf Je) Results
St. Model Unconstrained 500.76 190
Model 1 Measurement weights 523.91 202 23.15 12 .000 ot
supported
Model 2 Structural covariance 536.07 210 12,16 8 .000 Not
supported
Model 3 Measurement residuals 634.85 228 98.78 18 .000 Mot
supported
- — Significant path
-* Unsignificant path
21"
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Attributes X2=396.63 (df=98, p=.000), GFI=.92
AGFI=_89, NFI=.93, CFI=94, RMR=.03
7 p < .001,7p < .05
Brand Name
{Fig. 3) SEM of loyalty for 2030 market
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{Fig. 4) SEM of loyalty for 5060 market
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(Table 5) Direct, indirect and total effects of the variables

Path Direct effects Indirect effects  Total effects
2030 Service Quality — Loyalty 0.21* 0,28"* 0,49
Market  Fashion Accessory Attributes — Loyalty 0.06 0,22%* 0,28
5060  Service Quality — Loyalty 0.12 0.30%* 0.42%*
Market  Fashion Accessory Attributes — Loyalty 0.10 0,20%** 0,39%*

#p< 01, **p< 001
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