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The Effect of Luxury Fashion Brand Customer Equity Drivers on Customer Loyalty
- Differences among Segmented Markets based on Purchasing Patterns -

Yookyung HwangJr

Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : To generate future profits, luxury brands need to recognize and understand customers as individually impor-
tant and analyze the impact factors that improve specific customer equity. With the growing recognition that customer
equity is a key strategic asset, this study empirically investigates the effect of customer equity drivers on customer loyalty
based on the study of Vogel et al.(2008) which expanded the Rust et al.(2000)’s study on customer equity. We empirically
examine if the customer equity drivers have a different impact on customer loyalty. This study hypothesizes that the rel-
ative effect of customer equity drivers would be different depending on the purchasing behavior of consumers and exam-
ines the effects of them on the relationship of the drivers of customer equity and customer loyalty. We use stepwise
multiple regression analysis to empirically test the relationship of value equity, brand equity, and relationship equity and
customer loyalty. Relationship equity influences customer loyalty more strongly than value equity and brand equity. Cus-
tomers seem to build loyalty based on the careful assessment of all costumer equity drivers (value equity, brand equity,
and relationship equity). In addition, their relative impact is different depending on the purchasing behavior of consumers.
A company cannot maintain all customer equity drivers at a high level with limited marketing resources; therefore, mar-
keting investment for all customer equity drivers need to be allocated differentially depending on the purchasing behavior

of consumers.
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Bain & Co.2012)°] w=2W Mg AFFERE Ay
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Kumar, 2000; Rust et al, 2004; Vogel et al., 2008). 3}*|%t

ot Rl AE Mz Base] mARE AP g
Ae] BAE w27} AR HAE dgel] B

T(Hwang, 2013), IAE] Ha=o] 2AuiAY o] 1A%}
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o] iR 717k aEste] A 2] IR S
Bk ok HEH O Z Rust et al.(2004)S TARAES 7ER|AFA
(Value equity), B =2HBrand equity), ZHAIAMH(Relationship
equity)© ZE] 53"351‘?}1 Ferlon, 54 AFe BA=s
Tuie g e RIS Este] A 27
IARN7IRE SABA. ol 71 AFA HAE 53
stedl #-83 AIHHE F shtelAR iR el
AAR Agg £AE SAsk= olHe-S AL Urk(Stahl et
al, 2003; Vogel et al, 2008). 12|31 7]&2] AL A4
52 74 e el s ke R g Al ARk
ARI S F2 ARSI 7] wEe sAEAd F
(Marketing input), 327 Bl =(Customer attitude), 7] 3§
(Customer behavior){Fe] QIFFAE AHsl=d] A7 I
(Villanueva & Hanssens, 2007), Pl&] +ujdsS ST -
A= AAFA S (Customer loyalty)S 3ol o] 424,
o2 S AHEA] AL T e, FafRlEe}l e
j3Ea o] 2E(Vogel et al, 2008)3k= LAl
(Ahn et al, 2011). WEhA £ AFo)A= Rust et al.(2000)°]
ARt IAAIRGS SFGAA AR ZA 0l o] AF
S H8A7] Vogel et al(2008)2] AT-E niEro®
J—ZV]'”‘J T8 4Ee] 29 v REFiowE HidAlT]
© AR MAE FIS AV EIA

IR Yo g RE Mg Hlls nARAR SR
o AARE 47 fEixE AR FES nXE I
WA FA R A7 FRAA 28| AR (T,
TFujehE AR e Tt AAFHE PR s
Bl AGA thER it o]zt Adeg=|ofof gt} H
A wEle] E7F Sl met g sidAge]
TAH R olsfistal 7+ Aol Aget vAE e Yol ¥
a3k HAlrk 58] #ME AFe] A =2 7 4
T olfE A9 3’—7“°ﬂ7ﬂ Z2H7E JFE QJernzg, 7]
9] wjEo} o]]e] o] 4] I SEgTh= T
E o] 7 Hg 1:]'(Goldsmlth 2000). wehA 719l 9F
A= "”\—1%44' FREE 719olA wig- Al Mg
olBg W%, tiguite] §4& olFsle Aol Fasitt.
= ’\“]X]'«] GAE] AFT HE 2 s VEe R o
APAEske M Bal=o] miAY AR FRlo] {188 Al
AE AlFE Aol

718 IR RYSS AR Fo a0
o], o]go] MiE & 7] RkEFHjeEe] w|X= %'f%bﬂ
F2 2 AL A, B ATlAE Rust et al.(2000)°]
ARbet a1 AR DS SPFAZL Vogel et al.(2008)0] A+E
o g aARPRe] g 9 AEo] ] wHES o eE Bk
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2l wHAE AFYAOlA FAF Al vlge] & £ = 712A
S5 AT 2 997t At

2. O|EH Hi&

2.1. OZXLte| T A FH A

37 A}k (Customer equity)ol] t g 7’32 Blattberg and
Deighton(1996)°l] 28] &0 & A¢telgon, AR TAES]
I 7R 9} wig) A ES] wAAYel7Fx| 9] F-et(Blattberg
et al, 2001; Gupta et al., 2005; Rust et al, 200422 72|
Et}. &3} Blattberg and Deighton(1996)2 1248 th& &
7 AR o] 7|dely 2Fo] A5 A=slof she
AT kol F4stAth. Rust et al(2000)S IS
gt 7|49l Ao 7Ex] (Customer Lifetime Value; CLVYS &
AR 2 kgl Fgolet st AFH #HE olojzhom, o
71A QA7 g ar7o] 7]QiFe] AAE fAlEE F
717k BRF 2 7199 AlFolv AMHIEE FYFOEA EE
= Folzt At

Rust et al.(2000)2 714<] mAEEE
Mo Az wol Aelslgel] Qe n|xu, 7o Bl A
ggo] IS Ashs 7|Ho] ke ARG S A
QF3IAL, IR ZIXARY, B, AR 27 §
et FEsITE S 7199 BAEs & EEEH A,
xﬂ% = ARz tig X7k JERE 22 W), 283 719
el A & FAE g W o] fAE FE
Eolxith= Aol
Ao 71044 o 2o R AAELL o] st}
Sl =8E& o8 AFE(Helson & David, 1993; Dwyer,
1997)S & H 28 Eo] gkl Rust et al(2004)S £ AEH
A=s g 5T v oA 717k Esk]
FAe] AN E A E TARES 2R3 28
ud

o

AHEE AN ZEX (CLV = 7199 AFA Bae S48k
ol &gk ZidolARE, giiite] 7ol ol Ags] Zs)
£ olEe-S 73 Urk(Stahl et al., 2003). L3 AP
gk 71E AFES F2 2o ERGAIFY Zh= Tz
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23S S S, AlF Aol tigk 2o ]l Bjest
T k] AFHaAZE vl Sek(Kim, 2010). w5

oF BAE HEHU= FHEE 7K I Ee] Alud
7Fs/d¢e]l =th(Ahn et al, 2011). ©]°] Vogel et al.(2008)
IS FAEEY IAFAAE ES A8 2AF
Aee 329 v HEEs 9% 4 Ue W5 (Behavior)
delglolng miAEY ke g3t Hrige] o H=
(Attitude)d|o]E1 Bt} JEAdo] ] =UK(Seiderset et al., 2005).
wEhd B A2l E Rust et al(2000)0] A2FeF 1R
g8 ARl Vogel et al.(2008)2] AL wlgo g mzzlak
FALAEC] 9] v RHEFjo e g widsle A
Tof HX= S A EIA S

Rust et al.(2000)0] A& ZARRARS] 2191 7HX[RRAE,
B =xPid, fAAR ] digk g2 o3t 2ok 3, 71X
APk 7o) 719 32 Bilzel IAE Y vPg 718
FElEdoR AnEe] Faet 7t FiEs Ha=e
A BpfEoR Fejum, ae] AFS A o AF
1, 7H4, 28] A 2o R FAE AR 7XE
23 HrplFos &8s Hrh(Rust et al, 2004). 2 A
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W ASEREE o R AR P AE A, REE, Bl
= 2 7AIAIE, 7HEE ] 1K) Ao g mEEeleH, A
Jo] Hal=aptk 4821 F 7P & 9 vRIt s

2.3. IZHRIAMD} DHEMT

IAYN IR (CLV)E A3 IARPS EH e AL 7
do] AFH 445 SHsk=t] f8e oA R, oiF
o] 71HEe] AAR o]F F4sled o#E$S FH=THStahl
et al,, 2003; Vogel et al., 2008). T=3F 7|2 Izt A4
2 FAT R e, FeidlE 52 7INke R gk Al
A SARYG F2 ARG 7] wiEe] nHARAR
o, e, A5k AAAAE A=l A7t
TH(Villanueva & Hanssens, 2007). ¥5F ol v Fujdy
EQ_ ___IJJGL 2= 01‘_: *77141/\-]122 _Jhs}oﬂ °1°i 37_7_][4_0,] /‘kj]a
A, o2 xS wAstaL, FA Fujd, peiRlE, S 7]7
—J+ 7o Fue e Aol 9)E3he EAIHC] Ah(Vogel et

30 A

al

., 2008). 3FX2t AT JgS wAe] mE Fajs)
E# Ha=o) oighk A, B2 FAll REdsy] wiel| mt

AY BE] B} A2 AN Bl Qo] Bt
whlE dolelol vls) B f-83tckaL 2 4 9Irk(Seider et al,
2005). TebH £ ATRA 20045 Mol ol §3te] A
Sh7HAImTt 24o] Goldt TAFHES ZHelGOn, ofi= 1
o AT ATk Pl wARte] o He
=AM 9e ow AlmEr,

24. o
& T ol

FH2 YA AR Sl ek M) anjake]
g5 5L FAFLR ofslslar 7} AEAIFERE A3t vl
g Z2F Ate] "ao] A=k 53] Mg xAIE
AE B2 7 84 T olfE Age] AHRIA 4]
7} AEEo] 9Jom, ol 20%2] FAL AA AT A
80%= AMgtie e Ee] W] & A& THGoldsmith,
2000). WebA 719 YAelA = wiEe] titkrs ARshe &5
o IAeA HFsHA =, 2%, gl Fuixie] 5AS ols)
sk Zlo] Faslt) weba Anzke] M) A Ee] Tl
N 2 s v)Eo R g APAIRESHE vAlE ekl &
83 AAES AT Ao ® AAEHETHKIm et al, 2011). ©]o]
uEl & A ME gMe] Anlxke] e v, el
Tl w2 AlREHTE ke 84 vAFAEe] 4
FAAE Dol vaL AT-EA 38 AP

(TS, Pojelol WS DAEEH THX}

£ qige] BAe iz spnase] TR AL}
AFgEe] A 9Pl thel Aunw, ol s

7 anlarse] 2] A AE PolaE e, Folele
weh ofw @ Apol7h YA Awn s el ek,

ATEA 1. T GAE) 2AEe] oL Lsa%t}

ATEA| 2. IAAF PP LAEC] IAFAAE vR= A
Ud g ol tEx gviEd,

ATEA 3. A A AFE PRYE A, oo
el f35E ARIRER DAY TP oL TAFA
ol WA e duid,

3.2, AT & KETH

32.1. AR

B AFelde gMg BAas uAzke] 74 37
= —‘% Wi Er] 23k A i Hal=s AAs] 9
5 3l o)Feh At 508e tdeE AR 2ARE A
o AREAL ARAlE gMe] sl Halsshd mes
%E% XWO] 7}1* A&sh= HEHEOH sl 71isk==

Brand 2012 ETMW o7, 7P, Al dAME FELE E
ksl Y= EME 77l(Louis Vuitton, Gucci, Hermes, Cartier,
Tiffany & Co., Burberry, Prada)®] =915 d1ksle] ¢ 1070
B =(Louis Vuitton, Prada, Gucci, Burberry, Chanel,
ARMANI, Hermes, Cartier, Fendi, Tiffany & Co)& £ <
T U Baleg AAEG. B AN gAE] &HR
o] FufgdEo] #Ag TP Hol| g e # B

=, 18] Hd g, AHle Ao e e, A Het
slgee B AR sttt B ARIEAN Agd
107he] Be 5 397t 7P H2ol Faisk Balsof gk

;

AL, BAEAY, BARRI ISR ES 57 AAE H
B2 SgaiTh B AR $URE @A) & T oy
P4 BAS AFL HAT APl AT E ATE &

u Q14 Falel QASKE o)) HEe) oulEAE Fo
of aulAEe A2 2d ool ToF Aol thelAE lele

7 WEE S Ath(Yun & Ko, 2006)= HS 7Hebste] A
" BAH= F /P 2o gt B s SHEiES

0]’)\}\
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2 A7) A AR Slsl dRErA] 71 Aas ol
gslo] A=l AFsls 2040t o 2HAE dFo=
2012 49 12947E 49 147 AERARE AAET A
g FHE AF3 AR FAMA 71 (Tillion)o] H-A-3+ =)
A= el F8 EAE S FAH A FAITE
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ol o X R orle
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B8, Fofolold, THHAS Fof B AROT ;e 5

e AAsiont, T gl gt BaMe 2 22y

AT P B SHA, B o) Aol e HAss} AL

A 2ALE el AR HAE olsle] Aol $UT A
Sh=]

H#Oﬂ’ﬂ Aoz B AR A3 BAALE SEE A

33 SHEF

B o] AgE TARY FHak
224 Aels) olol] UiE ZHE HYATE vjko Sgle
m, 7t 29le] Aol tg gole thewt 2. w74
QA4E Rust et al(2000)3 Vogel et al.(2008), Aaker(1991),
Gwinner et al.(1998)°] #AIgH SHIHES EUIZ & Ao
et e SAYERES A9tk 7R
o] AES WS w Prp|Fer &&ae AFY 7H
2, 283 dedel e s F49 ﬁ—i AF *‘W]i
B8 EE AFl dig BrkE AolHH, e SHEFe
TFAEJT Bk Hae Qe GA) Z]-EO,E
e 5 7199 mAE D5l o) S48 e T
Btz Aelum, The ZHEgos FYAU. WAL
0] AF B HAS9e] WAE ALHOR FAIshe
oz Aolue, 1078 SRRFoz FAHU

SAFAEE TAE0] AFolt Aulzel] ol 2

Table 1. Demographic characteristics of samples

Lm lo n{m _|§_

_Bi =
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oh‘. fo o I

o) AR PHRLTELAFYE FA G G A AE S Tpele) mhE ARATEE B - 223

N

2 L

Zholu} oo = Jidsld 4 e, B AiMe
AlFolt Aulzol thet Ao Eg gty IAFHE
3 2432 Vogel et al(2008)014] ARES 24JEE
H Ao Aekst = EES M) :t] A7) o] A3

o of\

I

2 Ei

3.4. XBEN

AEZAE B3] 18 A8E SPSS 18.0, Amos 18.0 5
Al PackageE ©|-&3to] A3 £ AFolA AMSE &3
T 2EAH A ARE A3 8 AlE= B4
[RIFAS Ao, AR Anky EAS Yolr
7] 98l WERAE AAEh AEAl 1A EAE
= E“ﬂh’ﬂ T3 ES Dol 3] ‘ﬂEE 1S A

41. A7iel AITEAE S o M2 HE Foius
A2 24 ol FMel AFES FF ol Y 2%

Characteristics N (%) Characteristics N (%)
Female 168 (56) Single 140 (46.7)
Gender Male 132 (44.0) Married 159 (53.0)
Total 300 (100) Marriage
etc 1(0.3)
20s 100 (33.3)
30s 100 (33.3) Total 300 (100)
Age
& 40s 100 (33.3) Under 3,000,000 9 (3.0
Total 300 (100) 3,000,000 - 6,000,000 30 (10.0)
Under hi hool 723
nder high schoo @3) 6,000,000 - 9,000,000 122 (40.7)
In college 27 (9.0) Income
Education College Degree 213 (71.0) (KRW) 9,000,000 - 12,000,000 3 243)
Graduate Degree 53 (17.7) 12,000,000 - 15,000,000 22 (1.3)
Total 300 (100) 15,000,000 and more 44 (14.7)
Sales/Service 10 (3.3) Total 300 (100)
Office 146 (48.7)
. Under 200,000 30 (10.0)
Professional 59 (19.7)
Independent Enterprise 26 (8.7) Spending 200,000 - 500,000 41 (13.7)
Occupation Housewife 24 (8.0) on fashion 500,000 - 1,000,000 105 (35.0)
Student 31 (103) goods per
’ month 1,000,000 - 1,500,000 94 (31.3)
Unemployed 1 (0.3) KR
(KRW) 1,500,000 and more 30 (10.0)
Other 3 (1.0)
Total 300 (100) Total 300 (100)
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£ gAg AR Hgela o]59] $H AHE nlEeE A&
vz} B4 MS5ES SYsIoinh 2R 74 2 EAS o}
17] 98 MI=EAS AAIgE A= Table 13 ot
SHARE 9Ao] 56%, BAd0] 44%S AXFAL e, 20
o, 300, 400 =5 333%2 5ol A HEeEe
qEgEgo] 71%E 7P =2 H5-8 AH8laL o, oigt
4 Agte] 177%5 AABIATE A9 AMFE 0] 48. 7%= 7}
7 gskom, AEA(19.7%), 3HY(103%) T2 T2 HFS
A8 SHAR] 53%e 71E, 46.7%= HlE&olleH, 7t
= AA 4 HF F FYULS 6009 ©]4~9005+] mRbo]
40.7%= 7FE E=2 HISs ARSI ARlon, theo® 900
7l o)d~12000H4] wlRto] 24.3%S AT EME] 4]
ZFe] 35%7F 4 et 50%kdelM 1008kl wIRkE S g5

Table 2. Purchasing behavior of luxury fashion product

2H|Z Y8 AEshe Ze® velgten 1009+ ©]4~150
T BRkE AEShs Av|Rke) 208k ~509H HIRES X &S]
B 2R 242 313%, 13.7%2 YERgTh o5 gxg
AFE Fuldse ARy o2 Table 29} Zth.
BEHT] 13 Ha M AF vl 1009+ o]
F~2005Hd BITko] 457%2 7 wokem™, 1009+ PRk
2005H oPd~3005+d mIRke] ZHzt 20.7%, 19.0%% FAI5H
o} S gEAe] A "Wt M AF ¥ SHE AuEdA
3009+ ©)2~5009+] w|vho] 43.3%, 100%HY ©]4~3005H
ujgte] 41%E ARSI o]E°] 7 F 2ol Fuist Hals
ZE 19917} Louis Vuitton(27%)S.2 717 Bekow, 29171
Prada(17.7%), 3917} Gueci(15.7%), 4917} Burberry(11.3%) <=
o2 yeith 2 AEE 7P 2o FAist Bl= gis)

Characteristics N (%) Characteristics N (%)
Under 1,000,000 62 (20.7) Yes 164 (54.7)
Clothes
1,000,000 — 2,000,000 137 (45.7) No 136 (45.3)
Spending on 2,000,000 — 3,000,000 57 (19.0) Ves 137 (45.7)
1 000,000 — 4,000 16 (5. Shoes
uxurg/ goo%sRl\);r 3,000,000 ,000,000 6 (5.3) No 163 (54.3)
one time (KRW) 4,000,000 — 5,000,000 18 (6.0)
Yes 216 (72)
5,000,000 and more 10 (3.3) Handbags
Total 300 (100) No 84 (2%
Yes 183 (61)
Under 1,000,000 28 (9.3) Purse
1,000,000 — 3,000,000 123 (41.0) Purchase No 117.(39)
| Spendingd on 3,000,000 — 5,000,000 130 (43.3) experience of Yes 82 (27.3)
uxury goods per 1 d Accessory
year (KRW) 5,000,000 — 10,000,000 12 (4.0) uxury: goods No 218 (72.7)
10,000,000 and more 7 (2.3) Yes 124 (41.3)
Watch
Total 300 (100) o 176 (58.7)
Louis Vuitt 81 (27
ous Vuitton @7 Yes 138 (46)
Gucci 47 (15.7) Cosmetics
No 162 (54)
Hermes 13 (43)

" 1 Tiffany & Co. 7. (23) Ete Yes 103)
ost recenty No 299 (99.7
purchased Prada 52 (173) ©9.7)

luxury ARMANI 21 (7) Total 300 (100)
fashion Burberry 34 (113) 1 52 (173)
brand
Chanel 22 (1.3) 2 54 (18.0)
Cartier 12 4) 3 36 (12.0)
Fendi 11 (3.7) 4 £ (140)
Total 300 (100) 5 37 (12.3)
Cloth 65 (21.7) Purchasing
sh 30 (10) frequency 6 23 (1.7)
0€s
(per 2 years) 7 2 (0.7)
Most recently Handbags 119 397) 8 8 (2.7)
purchased luxury Purse 48 (16) ’
goods Accessory 11 3.7) 10 32 (10.7)
Watch 27 9) 11 and more 14 (47)
Total 300 (100) Total 300 (100)




$He o= Louis Vuittonoll thal] A8 SHAT 74 &
2 Zo= AT F Utk 7PE H2ol e AlFe] S
7hgo] 39.7%= 7P BRkoH, o 2= oF(21.7%), A3t
(16%), AMA(9%) o= FlstAct. gt 2 2:d7F gXE
AZe] Tuul=S AHBEH 237} 18%, 137} 17.3%, 43]7}
14%= VEFETE

SHHUTFE ARRE FANEES B ASs] Slel

Fedll 2918Agke] e 3l =S AQd ¥ 2% 22
AASH A3}, ZPgEE] Il 910 E Fol=
ge15l 2 THTable 3). 82112 Hal=o] thal Alg], of g, B
9} AJolo]n] | (Hennig-Thurau et al., 2002)2] U4, ¥
&l (Gwinner et al., 1998)°] &3t HEZ AA RO R

¢

ok 12F QRMHEAS AR A3t AARRES S5k
7
o
=

o

ol o [ o

ol &

Table 3. The results of exploratory factor analysis and reliability test

1,

) (Keller, 2001; Aaker, 1991)°] &3t 7
&5 o3 FHE 1] FAAXR] FriEN BRHEAIo R
WSt 82132 7o) AFS A9 o Yrplees &
|3l ARl 7H, 4, "ol digh
AAPRe 2 st THFATEAZTYE ) gk 89184
A7 9 alo g FEER oM, I AFolu Au]ze] T
g o, ATulelE, FHeER AT

o2 & A AEH 7 gl dist S8AEE
o] AFAE AES] 8l Z F3/NEEE Cronbach’s oF
ZHsI9on, 1 Ay BF 0.70140% FelFe], ZAHeTR
Aol A=dE 2ok A 4 Itk (Nunnally, 1978).

)4

(Confirmatory Factor Analysis) S AAI8H A}, x*=453915
(df=312,p=.000), Xz/dﬁl.455, GFI=0.900, AGFI=0.876, CFI=

0.963, RMR=0.027, RMSEA=0.048, NFI=0.915, TLI=0.9582=

Eigen Variance Cumulative

Factor Items Factor Communalities value %) %) Cronbach's o
I feel intimacy toward this brand. 0.74 0.64
This brand matches my image. 0.73 0.69
) ) This brand is suits my lifestyle. 0.70 0.60
Rel:“u"i‘t‘ysh‘p This brand treats me specially 0.69 0.55 431 2267 2267 0.88
1 This brand provides item and service that matches my style. 0.68 0.60
I have an employee at this brand’s store who remembers me. 0.68 0.48
I am a true fan of this brand. 0.65 0.54
I think this brand is different from other brands. 0.77 0.71
I think this brand is unique. 0.74 0.66
I like this brand’s overall image and professionalism
Brand compared to other brands. 065 059
equity I come up with good images when thinking about this brand.  0.61 0.57 3771985 42.52 087
This brand comes up first when I think of luxury brands. 0.60 0.49
This brand is worth more than other brands. 0.59 0.58
This brand generally has outstanding design and style. 0.56 0.50
This brand guarantees high quality item and service. 0.70 0.54
This brand’s items use good quality materials. 0.69 0.64
e\t];:};i; This brand has proper pricing that matches its quality. 0.62 0.50 270 1421 56.72 0.73
This brand provides easy exchange and refund policy. 0.60 0.50
Information on this brand is easy to find. 0.57 0.39
1 would repurchase this brand. 0.71
Customer 1 would recommend this brand to friends. 0.72
loyalty I have intention to buy other products of this brand. 0.70 272 079 6794 084
I would actively search for the information on this brand. 0.59
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x%%h: X]é‘,‘—7]— 7]2,:2] o]/\]—oi X*E"??} Zﬂ—o—i
(Bagozzi & Yi, 1988). E3) AlGe RE Q1782 0.
oFez 99%0/de] AEFEdA Felsiion,
(Composite Reliability, CR>.07)$} o #2F3=Z Fh(Average
Variance Expected, AVE>.05), %t 3+ -#2](C.R>1.965)51A)
Ve AZElA T 21840 3RE Aoz ALEETKTable
4). B3 AVE %£0.56~0.68)°1 7S 7t daAel Al
(0.09~0.14)Hr} ABZ A e1E9] e r} Stk

g

s}

-2 (Stepwise multiple regression analysis)yS A3} O H,

1 A3= Table 59 74t}

AR 7 s oFS el VIF 32 ZE ©
A 712AQ] 108 S ygtone bqs3404d fis A

o= UEROm, Table 5 AAE HHg} o] AL T
8.2 AR, BAEA, FHA BT} 2254 o
AN 9L A Aoz Uelsth, ol PMe) Has

So| ZAe] 47129 BAZ 53] Slal 7HIAY, B

HE th(Fornell & Lacker, 1981). SRR AR 2R SAska ARslor 2 on]sit).
3 3ARpIe] PYRAF] IAFYES vAe Fhd az
43, A2 BUS AR PHRATF THSME OF = AuRm, BARRNE042)] BAEALB033), 7R
= dthy =1t 2H(B=0.14)0 W3] 2AFAE FAol wXe iy FFo)
B Ats aAzpte] 7F PR AEN IATAE 7] Q) E2 ZoF yehsth ols Bl 7xARle| vjs) #
AN FE B ASEAE] S8 9AE tEslH AR o] AT djde ¥ 2 9% VA= A
Table 4. The results of confirmatory factor analysis
Factor Items Factor Loadings S.E. SMC CR.(t-value) CR AVE
I feel intimacy toward this brand. 0.75 0.56
This brand matches my image. 0.82 0.08 0.68 14.69%**
This brand is suits my lifestyle. 0.76 0.08 0.58 13.45%%*
Relationship This brand treats me specially 0.73 0.08 0.54 12.91%** 0ol 060
equity This brand provides item and service that matches 076 0.08 0.58 13 445 : :
my style.
ierl;?;bilrlserr;lgloyee at this brand’s store who 0.59 0.09 035 10.17%%*
I am a true fan of this brand. 0.72 0.08 0.52 14.84%**
I think this brand is different from other brands. 0.81 0.65
I think this brand is unique. 0.72 0.06 0.52 13.77%%*
i ;Ll;: at;:; lz(r)al:)ctl}’ls;3 r()\gerﬁiisnage and professionalism 0.79 007 0.63 15.66%**
eB;th;l ll3 rc;)nn;e up with good images when thinking about this 077 0.06 0.60 15,1355 0.93 0.67
grhai;dts).rand comes up first when I think of luxury 072 0.08 0.52 13.8]%4%
This brand is worth more than other brands. 0.78 0.07 0.61 13.81%**
This brand generally has outstanding design and style. 0.68 0.06 0.46 13.81%**
This brand guarantees high quality item and service. 0.73 0.53
This brand’s items use good quality materials. 0.79 0.09 0.62 13.14%**
;f;ﬂlt; This brand has proper pricing that matches its quality. 0.66 0.10 0.44 11.05%** 0.86 0.56
This brand provides easy exchange and refund policy. 0.56 0.08 0.31 0.23%**
Information on this brand is easy to find. 0.64 0.09 0.41 10.63***
I would repurchase this brand. 0.79 0.62
I would recommend this brand to friends. 0.79 0.06 0.62 14.42%%%*
Customer
loyalty I have intention to buy other products of this brand. 0.76 0.06 0.58 13.89%** 0.90 0.68
1 would actively search for the information on this 0.70 0.06 0.49 12,58 %%

brand.

Model Fit Statistic: 3~ =453.915 (df=312, p=.000), x"/df=1.455, GFI=0.900, AGFI=0.876, CFI=0.963, RMR=0.027, RMSEA=0.048, NFI=0.915,

TLI=0.958
Note:*p<.05,%*p<.01,**%p<.001
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Table 5. The results of stepwise multiple regression analysis on the relationship between customer equity drivers and customer loyalty

Unstandardized coefficient

Model

Standardized coefficient
t

B Standard error B
(Constant) 1.38 A1 12.48%**
: Relationship equity .67 .03 71 21.05%**
(Constant) .66 13 5.24%%*
2 Relationship equity 42 .04 44 10.43%**
Brand equity 43 .05 40 9.46%**
(Constant) 45 14 3.22%%*
Relationship equity 39 .04 42 9.84%**
3 Brand equity .36 .05 33 7.28%**
Value equity .16 .05 .14 3.49%*

R’ =60, Adjusted R*=.60, F=217.26, Durbin-Watson = 1.79
#Ep< 01, #*%p<.001

omgitt, AR JidHo® 7Ie] A1 v A
£ g &40]2& Hl=d] #ARle] &3hz{e]ar AL
Z2a9 5 AR Akl 9

g v ‘—EZLB”OI INFAHEE A 2 Asp7IEE S8
3 AFH 7 2§ JLSe AR tee 2 gxg] B
HEo] T, At A2 AF o]9] ewA|elM ] 2pEEkE 7
HEo g 75EE HHEARke Al ofs) 4iA] 2] of
HaL, BAlE B} v e} 22 A71A viAIY 2t
o Ta% IdF= Ul% T 71
gt} 7] g &
o7 IAZHE Ul e P w2 Aoz yesler, o
= gMe] 2Rt AlEE Add o) AlFe] 714, $4, Ae
3 A2 AFe] 284 SHntE s tiek Al

Aol olmix|ote] UA| A g Hal=o] MukQl mAdol
°W EE 8T AEeR Azehe Ao= siMdn

4.4 HME| HMAHIX MEXCHE DHEM T HEkE 0|
= DX PHRARA
44.1. XY AF P EEERE, A7 A AF T
ujH)ol] o)gk e
gAg] A s RlE, o)) weh AHIRE #
Folal FAATR] FE2E AFESITE H2 2d ou] gAY
PAAF FelRI=e] 7 S99 3.00190em, 37 H|Rke]
AES Fue SERT} 1429 (27.3%), 370 ol AES F+
gk SR 1588 (52.7%)% e, F Hee 27k el
7) ke Ao w8 Huo s PRI HAe faAE
AZE el A ko] H(3009H) HIRkE A &g A
2= 15878(52.6%), H oS A& av|AE 1429
47.3%)%2 e} 7 Jehs 27k i), olgeiar e
o= FEa ﬂ%ak?ﬂﬂx}(Heavy buyery= T AR (Heavy
user), T (Frequent buyer), RIH3 AF-2K(Frequent user)s 2]
fojo} FREE dez %BH%OIL} o] e NS

A EHKim et al.,, 2011).

Mg A 2HRE FFsle] S8 gAE] AAAIE
i F (TR E, el )l wet Table 69 o] 48T o R
ot Hebd AHR; BERES AU EITE IS Aan)
ZH(High frequency - Light buyery= 29.7%% 7 £& EXE

Heor, AN AgFuR=(Low frequency - Light buyer)
207%= 7Pg W EEE BTk a2 palET)E EaL A
ujeo] =& AH|XKHigh frequency - Heavy buyer)= 23%, -
iRl wron) ujode] =2 AH|RK(Low frequency - Light
buyer)= 26.7%%5 WePATE f3skd 4] -sA4 5
ge] ApolE AT R Sl HAZF vol, "R TL5] A
0|2 UYEAEA T P oz BAF A3 9zt Q1A
4 B4l gt zxtel7t vt A 30089 M 3
A ZeHRte] drol= 200, 300, 40007t 333%E HEEAE
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©(34.94 el Wl FefsAl =Skt % 3“4131 Bl AF T
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20~30ch AH|ARIAN E2 v AR b e
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e "M 2HR el His] folsiAl @A vEkith &
AEo] yro 2] AHAASRE BT T ¥lEs) Ao
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Table 6. Luxury consumers’ segmentation depending on luxury fashion
product purchasing frequency and purchasing amount (per year)

Purchasing frequency

High frequency Low frequency

Purchaging Heavy buyer 69 (23%) 80 (26.7%)
amount  Light buyer 89 (29.7%) 62 (20.7%)
Ml e IAZRE 7] P8RS SHUTE S, AL

Eas=
NSAEE THATE 5t e384 (Multiple regression)

Table 74 TJ*QAH B, IR e Akl Sl A
oA BAA BAEA o] TAF AR Fel3t
FE A AlE yesith Fojedlat Fas HME AlE
o] FuHler} =& Hdue] A9 Bz <ixx W g Hal
Eoje] e Zlwe Belso] g Avka] 429l Ao} of
njx|eke] AAYE FashAl AH TS ofnditt. whE Kim et

al.(2011)9] ArelM= thFst gME] Bal=oA Fufjsls &
HIZIPE Balmee] A& IAIE fA8] SsiMe &
A7Re} ZAA 7H7F wigEojof githal FAsleh. 53

SHE PR S 4 e 22 3, o
o HE HAS FoM o] WSS 71 FAI} 9
34840 e AFL P F Qe BAse) gsiie
AFHOE BAS RAL /15 2 S50, A
roiatel A9 BAAN} TR
JEL A Ao Vet o] Pe
A2 RAL FUE IS Ro2 o, e T
e AR @9 o ke PMe AES
e A e 789 Tk, 49 Ry ¢
£ NSl B8-S FAASHE 02 et o
Esje] A& B Ao TS I e
o 4 9IT), B ANE-AGPAE PARIT BAEA A

N

0

=

l

_1

IR =L} AHHARL olulR|o] HIFIA TS & 7 Ut ®
3k Kim et al.2011)0] W= AF=2] H
st AHRRE AAIA 79 AvE F87EX7F BARA 9
Zof folgk FEFS AT 84EA, & Q
Ao 2 ogste S Z FFAET e A5
BA=ox AV A&H0E FAES & F ULk
TujRlEe}l ujdel] HAAglo] HMY HAAF
ojx] AAAP o] 5’—7—‘]%*3501] freleh dIFS RS & A
=, ol M AFL A Bt 7RRRtelA HE
3P ol FAR AL U= TFH] IAAHE S TR A
FHAAE 75, Assli7he Aol F838 AL At

H

5. 48 ¥

=
re

I
£ AFelMe HAE AR oS Wel, I}
2k —T“é LT ALE, BRERLE, #AA ] IS5
HRE Ao 23S ARt gk HME deRE
TFoRIEe} A7 Fajde] wt fY e, 215 §4S W
S|laAl fEskE JAHEE AT IS vRE GAE
IR Rl diEl AmEdct £ Ao AxE 89
s R 2
AR, GAg] BAs RAEL 13] e gME] AF
H|-8-2 100~2008H miRbo] 712 @gtom, AMd M7 &
H|FHL 300~5005+910] 433%=2 7 B ¥]eS K8l
AATE BEFF o]Eo] TP H2o Fuig gAE HA=
Louis Vuitton®] 7 @ty the-© 2 Prada, Gueci 0|31t}
TS o = A 237} 18%E 7Y Bkt
A, g8 YA AL AT IAFA R v Xe A
4 Ao A3, dAARY, B = 7R
ke B AR FEE vRE ZoE YEoH, o
o WR= G HARRMIe] 7P ZloH, vy
, ol Mg BItE
A #AE :r’% oL °X]6‘—EM1 HAAE

fr

o

a2 ko] A& A=
< SHAAE ke S ot ol 2Ash] fs B
A=s 7AFUE dEo 119 298 Z2ad] B8

Table 7. The results of multiple regression analysis on the relationship between customer equity drivers and customer loyalty depending on luxury

consumer group

Relationship equity Brand equity Value equity R? F
High frequency - Heavy buyer (3‘7;}‘:*) b (2:22*) (_5233) .59 31.71%%%
High frequency —Light buyer (3.:5482* %) (3.6359 *) ((;)564) .68 60.82%%%*
Low frequency - Heavy buyer ( 638’1* - ((ﬂf@ (2.'9228**) 74 71.48%%%*
Low frequency — Light buyer (3.’;42* ) ( lég ¥ ((;)573) .69 42 58%

<05, Fp<01, <001
* °= Standardized coefficient B, *= t-value
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(Ahn et al, 2011). 7}% Mg Ha== SNSu g% =3
A3 FAAANE T3 BH= tigh MR A4S F-Et
3, ARt ARG TR, AHAe} HFH0R 4 %L T
oo s}, AT dA gAM2] Hl== Burberry, Chanel,
Gucci 5 Y7 BHE=E A9, 2HRRe} wFtdhs WA o]
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A A% AE DA% BANY 4AH9 25
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= _Q‘
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L et
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A ol AUth(Hwang, 2013). 53] Az sjaakeielr B
W& AR 7o) e4H IS VAL AAFHES 7535
=4l 53] T35l (Ailawadi & Keller, 2004).
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