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Abstract

Purpose — Global trends play a part to change the structure
of the fashion industry. In particular, companies attempting to
conduct innovative marketing centering on such products as
SPA brands are growing into global companies. SPA stands for
"Specialty Store Retailer of Private Label Apparel', meaning its
activities are fully integrated from manufacturing through sales,
including material procurement design, product, distribution, in-
ventory management, and final sales. For this reason, more un-
derstanding of individual corporate profitability is very sensitive
to consumer’s attitudinal changes.

The effects that corporate marketing activities on customer
lifetime value through brand attitude were analyzed based on a
structural equation model. Rust suggested value equity, brand
equity, and relationship equity as customer equity driver. The
study examines Chinese consumer because China is the fastest
growing fashion market in the world.

Research design, data, and methodology — The survey tar-
geted Chinese college student age 20s. Only respondents who
had purchased SPA brands in the past year were included for
this research. A total of 303, except for 47 missing data of 350
distributed questionnaires were included in this research. The
questionnaire is consists of six part to measure value, brand,
relationship equity, attitude toward brand, purchase intention and
demographic characteristics. This research conducted exploratory
factor analysis and reliability test. To verify research hypotheses,
structural equation model test was conducted. As for customer
equity, diversified models in consideration of the scope of ac-
quisition data, a method of collection of data, influencing factor,
and predictability were suggested based on a net present value
model. However, the history of customer equity study is rela-
tively short, and sufficient empirical analyses have not been
conducted, so more integrated analysis is required. In this
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study, the concept of driver suggested by Rust was applied to
figure out the effects that consumer's attitude has on customer
equity. The customer equity driver suggested by them consists
of brand equity, value equity, and relationship equity.

Results - This study reveals that value equity and brand
equity have a positive influence on relationship equity. And, re-
lationship equity has a positive influence on purchase intention
through brand attitude. However, value equity and brand equity
do not influence on brand attitude.

Conclusion — The results of this research generated following
implications. First, SPA brands need to take advantage of their
value equity such as perceived low price and up-to-date fashion
style to attract Chinese young consumer. Second, strong brand
equity promises dominants position in the competitive market.
As Chinese fashion market grows rapidly, SPA brands can con-
sider branding strategy such as flagship store and celebrity mar-
keting enhancing brand image. Third, the core concept of cus-
tomer equity strategy is to maintain a relationship with their ex-
pecting and existing customers. The relationship equity is built
by brand equity and value equity. When SPA brands serves
product and service meet with individual customers, customers
have intimacy to the brands.

Keywords: Customer Equity Drivers, SPA Brand, Brand
Equity, Value Equity, Relationship Equity.
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<Table 1> Factor Characteristics
Division Questionnaire Item Source
The Sales Promotions of This Brand
Value Equity are Attractive
| have Special Affection for This Brand
This Brand is Different from Other
Brand Equity Brand Y(uzr(l) 08(;})(0
This Brand is Unique Rust et al.
I am Sure that This Brandwill Provide | (2004)
what | want
Rel;gzirshlp | have Special Affection for This Brand
This Brand Provides Products and
Services Matched with My Style
Good
Brand Attitude Feelings is Good
Favorable Lafferty &
- Goldsmith
continued to Purchase (1999)
Purcha_s g Higher Possibilities to Purchase
Intention
Strongly to Purchase
Demographic Ages, Sex, Average Amount SPA
Variables Brand per Month
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<Table 2> Factor Analysis (Independent variables)

. Y%of
Varimax | . . X
. . Eigen | variance | Cronbach’s
Factors Questionnaires | rotated .
) value | explaine a
Loading d
relationship 2 .818
Relationship | tionship 1 | 790 |3.238 | 46.255 | 776
Equity
relationship 3 Ta77
brand 1 .871
Brand 1066| 15234 | 798
Equity brand 2 852
value 1 .848
Value 845 | 12074 | 553
Equity value 2 .752

<Table 3> Factor Analysis ( mediator variables, Dependent variable)

1 0,
Questionnaire VeI Eigen /?Of Cronbach’s
Factors tated variance
s : value . o
loading explained
attitude 3 .878
Brand .
Attitude attitude 2 .856 3.838 | 63.965 .890
attitude 1 .829
Intention 2 .846
Purchasing [ ontion 3 | 829 | 796 | 13.269 790
Intention
Intention 1 .585

1ot o
Hrow
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F=X|4=7} GFI=.953, NFI=.951, CFI=.979, RMR=.052 HtIH
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<Table 4> Confirmatory Factor Analysis

Factors | Coseivation| Standardze | o o |y oy [ avE | GR
Variables |d coefficient
Value | Value 1 0578 |0.078| 8.667*
Equity | Value 2 0662 0095 6619w | 0000|0386
Brand Brand 3 0.827 0.08 5.627***
Equity | Brand 2 0807 |0066| 6307 |°-801/0668
Relationgr RElatonal 3| 0783 [0.049]  9.148™
;aE;erl‘ts '"Relational 2| 0729 |0.056| 10.134™* |0.776|0.537
Y [Relational 1| 0682 |0.061| 10.674"
Brand | Attitude 1 0.867 |0.031| 8462
Atitude | Attitude 2 | 0.856 |0.020| 8823 |00 |0730

Attitude 3 | 0.840 |0.032] 9.254"
. Intention 1 0.765 0.043 9.167***
F’I‘:]rt‘;'::z:g Intention2 | 0.750 _ |0.041| 9.463** |0.791|0.557
Intention3 | 0724 |0.051| 9.883"
wn0< 001
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<Figure 2> Research Model Testing Results
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<Table 5> Hypotheses Testing Results

Independent | Dependent .

Hypotheses Variables Variables Estimate [S.E.| C.R. P

H1 Value Equity| RE1EONSNID | 576 | 47412 340" | 019
Equity

H2 Brand | Relationship | 4e | ng0| 4.405 |.000
Equity Equity
. Brand

H3 Value Equity Attitude -.059 |.136| -.658 |.511
Brand Brand

H4 Equity Attitude .053 |.074| .637 |.524
Relationship Brand

H5 Equity Attitude .892 |.099| 9.400 |.000
Brand Purchasing

H6 Attitude Intention 846 1.056) 13.217 1.000
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