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The differences in Cognition, Purchasing Experience and Attitudes towards
Attributes of SPA Brands between Appearance Interest Groups

Kwanghee Park'
Dept. of Fashion Marketing, Keimyung Univiersity; Daegu, Korea

Abstract : This study explored the degree of cognition, purchasing experience and attitudes towards SPA brand
attributes. This study examined the differences in variables and demographic characteristics against appearance interest
groups. A questionnaire survey collected data from November 1% and 15" 2012. The convenience sample was drawn from
females between the ages of 20 and 39 who lived in the Daegu and Gyeongbuk regions of South Korea. A total of 255
responses were complete and usable questionnaires. Data were tested through factor analysis, t-test, and x test using
SPSS 21.0. The results show that there were significant group differences in the cognition and purchasing experience of
SPA brands and the attitudes towards SPA brand attributes. The high appearance interest group was more aware of SPA
brands and evaluated SPA brand attributes more positively and bought more SPA brand products than the low appearance
interest group. The high appearance interest group showed that domestic brands were excellent in low price among brand
attributes but foreign brands were relatively excellent in various design and store display. There was a significant dif-
ference in educational level between appearance interest groups; however, there were no significant differences in age,
marital status, and income level group. This study contributes to basic information for the SPA brand buying behavior
research field and apparel industry marketing strategy by analyzing the relationship among appearance interest, cognition,
SPA brand purchasing experience and SPA brand attribute attitudes.
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Table 1. Factor analysis and reliability of the attitude towards SPA brand's attributes

Factor/Item Fact.or Cront.)ach' s.(x
loading  (cumulative variance)
Factor 1: Fashionability/variety
There are various designs for the product. 0.85
There are many new products in trend. 0.78
The product has various designs. 0.77
It reflects the trend fast. 0.76 0.92
It has current trends in display. 0.69 (27.4)
When comparing to other stores, it has current trends in display. 0.68
The type of products change quickly. 0.67
The display is sophisticated. 0.66
The accessories are well coordinated with the outfit. 0.65
Factor 2: Good location
The store is located in the central business district like Dongsung-ro. 0.87
Large apparel retailers are near by the store. 0.85 (2;99411)
The store is located where it has a large floating population. 0.83
It is easy to find various products because the store is big. 0.75
Factor 3: Good quality
The quality of the fabric is good. 0.85
When comparing to other brands, the quality of the product is good. 0.83 (ggi)
The cutting and sewing are better than non SPA brands’. 0.83
The products is made of good quality materials. 0.77
Factor 4: Diverse promotions
The store often offers special events. 0.88
The store offers local independent sales when comparing to other brands. 0.86 ((5)'58‘1‘)
The store often offers special deals. 0.81
The store offers special sales price. 0.63
Factor 5: Low price
The price of the product is generally low. 0.86 0.85
The price of the product is relatively low than other brands 0.81 (61.2)
The price range of many products is low. 0.80
Factor 6: Limited number of merchandise
I feel special after purchasing these products. 0.83 0.78
I think that the purchased products are limited. 0.82 (66.6)
When 1 find a product that I like, I need to purchase it since there aren’t many in stock. 0.68
Factor 7: Sales person’s information
The sales person’s advise helps me to purchase the product. 0.85 0.73
The sales person has professional knowledge about the product. 0.77 (70.5)
The sales person knows the current trend. 0.73
0.73 ol’do.2 VERTH(Table 1). 2H34.5%)= Xk A 28aL RA4 e ﬁé& | 4.14 o3
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Table 2. The differences in cognition and purchasing experience of SPA brands and attitude toward SPA brand's attributes between appearance interest

groups
Variable Appearance interest ¢ value
Total Low group High group

SPA brands 3.65 333 3.95 -6.78""
Cognition Domestic SPA brands 3.65 334 3.93 570"
Foreign SPA brands 3.65 331 3.97 650"
SPA brands 5.55 448 6.54 -4.40""
Purchasing experience Domestic SPA brands 328 2.78 3.73 296"
Foreign SPA brands 228 1.07 2.81 -5.00""
Fashionability/variety 347 321 371 5337
Good location 4.09 3.83 433 497"

. Good quality 2.95 2.95 2.96 -0.04
towaﬁizn?t?r?butes Diverse promotions 338 3.16 3.58 -4.88::

Low price 3.64 337 3.89 -5.51
Limited number of merchandise 273 2.56 2.89 285"

Sales person’s information 2.81 2.84 2.79 0.46

*#p<01, ***¥p<.001
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Table 3. The relative excellence evaluation of domestic and foreign SPA

brand's attributes (%)
Fl;)rr;rfln D(;flaflsdnc Equivalent
Low price 13.4 50.3 36.3
Convenience 12.3 39.1 48.6
Various design 46.4 19.6 34.1
Relatively good quality for its price 17.3 33.0 49.7
Trendy product 275 242 483
Brand awareness 542 10.6 352
Store display 35.8 12.3 52.0
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Table 4. The differences in relative excellence evaluation of SPA brand's attributes and demographics between appearance interest groups (%)

Low price

Convenience

Appearance interest

Foreign brand Domestic brand Equivalent Foreign brand Domestic brand Equivalent
Low group 7(11.4) 35(42.9) 43(30.9) 10(10.4) 33(33.2) 42(41.3)
High group 17(12.6) 55(47.3) 22(34.1) 12(11.6) 37(36.8) 45(45.7)
> value 14.98"™ 0.06

. Various design
Appearance interest

Relatively good quality for its price

Foreign brand Domestic brand Equivalent Foreign brand Domestic brand Equivalent
Low group 31(39.4) 20(16.6) 34(29.0) 13(14.7) 25(28.0) 47(42.3)
High group 52(43.6) 15(18.4) 27(32.0) 18(16.3) 34(31.0) 42(46.7)
2% value 639 2,01

. Trendy product Brand awareness

Appearance interest

Foreign brand Domestic brand Equivalent Foreign brand Domestic brand Equivalent
Low group 19(23.1) 20(20.3) 45(40.6) 42(46.1) 11(9.0) 32(29.9)
High group 30(25.9) 23(22.7) 41(45.4) 55(50.9) 8(10.0) 31(33.1)
> value 231 1.78

. Store display
Appearance interest . . .
Foreign brand Domestic brand Equivalent

Educational Level

below high school graduation Attending college Above college graduation

Low group 19(30.4) 14(10.4) 52(44.2) 12(7.2) 43(42.6) 32(37.0)
High group 45(33.6) 8(11.6) 41(48.8) 3(7.8) 46(46.2) 45(40.0)

> value 13.098"" 744"

Appearance interest Marital status Monthly income

Single Married below 2 millions 2-4 millions above 4 millions

Low group 77(78.3) 10(6.7) 18(15.9) 35(37.9) 28(27.2)
High group 86(84.7) 8(9.3) 16(18.1) 46(43.1) 30(30.8)

2> value 0.45 0.99

*p<.05 **p<.01, ***p<001, a : Observed frequency b : Expected frequency
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