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Effects of Marketing Strategy on Brand attitude, Store affect, and Store loyalty:
A comparison between Global and Korean SPA brands

Soon Hwa Ko and Eun Young Kim'
Dept. of Fashion Design Information, Chungbuk National University, Cheongju, Korea

Abstract : This study was to identify underlying dimension of marketing strategy, and to examine effect of the marketing
strategic factors on store affect, brand attitude, and brand loyalty in global and domestic SPA brands. Based on pilot study,
four SPA brands of which consumers were most aware were selected: Korean SPAs (e.g., Codes-Combine, Basic House)
and global brands (e.g., Zara and Uniqglo). A self-administered questionnaire was developed based on literatures. By using
intercept survey, 421 respondents were obtained from consumers shopping at the selected SPA retail stores located in
cities (Seoul, Daejon, Chongju) in Korea. Result showed that SPA brand marketing strategy consisted of four factors:
Product differentiation, store location, in-store VMD, and price value. The marketing strategic factors had partially sig-
nificant effects on brand attitude, store affect and store loyalty. However, there was significant differences in those effects
between global and Korean SPA brands. Specifically, the effect of in-store VMD on brand attitude was higher in Korean
SPA brands, whereas the effect of price value was higher in global SPA brand. Also, the price value was significant pre-
dictor of store affects in global SPAs, while in-store VMD was significant predictor of store loyalty in Korean SPA brands.
This study discussed a managerial implication for creating brand attitude and emotional responses, which obtains com-

parative advantages in the competing marketplace.
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2.1.1. EAE

SPAEE JE7|8e] 714 FR38 AL vz AZsla
H83l Ao th(Lee, 2009). =, SPAHAE
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912]-8- AloZ=Th(Cha, 2010; Lee, 2009). H&MS] 7Hg 1
g HHAY 84 5 HRleluy ZelETe] S EY o)A
FEoltt. FH R ol JES A 3 E& A A 3
T2 715 4o BhE oo} IXEE FATIE d
E 29THKim, 2012: Lee, 2009). SFUEEE AAelA] At
g % r“’l %‘*Ur Wi E BF #eEEke A e FEAl
29 Zl33 glon S|EH, FepEE|s 5 AHIAR F2
AFS ¥ oP— 719olmAE 53 Ut

3, =)l SPAERE T)RE-S o)A S S dES ¥
FiE FEHE BEdse] A3ois AARe] AES of9A i
walifol] gty B 4 AtiUung, 2010). 2 =)
SPAEAE=EE FZH SPAHA TS} ZHAA] Aopdr] $3]
sk JERgC R WESUlE Hela ok dEAd
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9 ApEslE AEAYeE 2o mEs g9y alt}(“Natwe
SPA”, 2012).
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2008). Ui SPAHch
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g At ERAley, 22 Y, 7] 1F4d, a8
A E v RO R o] gatal Q= 2 oFF7A] mlek
8k @A o] tH(Jung, 2010; Kim, 2007a). Suh and Lee(2011)%=
/9] SPARNE=YE AFEHA, 71473, Al S0 g
zlolE g A 7HASANA WSS U SPAZH U =
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AxE 233AY a¥ES] vcleg HA7EaL Urhk(Lee,
2009). SUZ=E woloh =419] 4US B3l rHChae,
2011). o]zigt 22 SPABM =S| FAXI Agud S
R AR} agvbale B2 ) ofds) {587, Aol |
3= 7P $TH(“Global SPA”, 2010).
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o}. 2 VMD((visual merchandising)s &3z o=z 83
IAENA SAARJ] BAE o|nAE AolFal FuiErIE A
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7o} Wie &Rk EEel E}E w2 A7l EE
< G838 taFel, dEelle] "2 &ola wHeo] =
oAe7le] J"E Fol =l HA=e) UHXUr HlaLste] 2 jo]
& Hole FEolti(Jung, 2010).

A8z} /\.Llrng g 2 71 ojmx]o]] kS m|x]&= H]
#9 matel e wgel BaglomH ATl wet WE
9 7](Donoban & Rossiter, 1982), A]H] 2= o] Z(Binter,
1992), E2]4 37 (Baker et al, 1992) 508 BHE gt}
HA7IHEL A2 B0 7] BHsiE AFde] xpEsirt
ofH A AAF Hale xpdst ko s Halso] i
X omRE ;‘426}71 9l vAIE Aoz A VMD(visual
merchandising)E &-&3h= HA7|YEC] Eojuvl= FAlolth
THjAl el A S]] VMDE ARl A] Bl =e) Al Fol] theh A]
ZF2Q] ARl Hall=o] o|uA|E ANFe=A Al A
Hal=el 2pasel = Sl 7138 Algske 783 wiE
Ftolgl & 4= Ith(Choi, 2009).
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el Folg FFE vAE AR UEsth(Park et al,
2007; Shin & Kim, 2006). Park and Lee(2009= VMD &
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o7 7P %3 HAs RS AYEeE 9t aulzAt 4
& vEeE HAE lswrt om tleAlde] & U=
Haleg ¥ SpARAE iR, FUER)S} 323 SPA
BAE yiEd= HuRl, Wold sh2)E A
2 AtdME AEFFE 8 ARAH] AREeH,
FATE viEgez Ha= vy A, BAs e, JE
, AEZATE AU SPAERIAE HF nid A
Z2A3)7] 93] SPARAE wlF HAZAS} SPAH O]
S AFEIA, AE7IAF 2 AP AF(Cha, 2010; Chae,
2011; Lee, 2009)8 Zarsle] 2 Are] HFo] 9A 4 B
deto] F 170 o R AT BasE e A w3k
A3 A+(Choi & Jeon, 2009; Mackenzie & Lutz, 1989)%
Farsle] AREA | oA FAsle F 3EFeR I
AEexo] &3t Fge APAFolA ALge x4
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Table 2. Reliability of brand attitude, store affect and brand loyalty

Table 1. Sample size per selected brands

Brand Types Brands Sample size N(%)
Zara 106 (25.2)
Global SPAs . 215 (51.1)
Uniglo 109 (25.9)
Codes Combine 104 (24.7)
Korean SPAs . 206 (48.9)
Basic House 102 (24.2)
Total 421 (100.0) 421 (100)
3.3. 7 A XEE
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Factors and items Factor loadings Eigen value Variance(%) Cronbach’s o
Brand attitude
I like this brand. 94
2.54 84.38 90
I am interested in this brand. 92
I am favorable to this brand. .89
Store affect
I love this store. 91
o 2.33 77.82 .86
I am pleased to visit this store. .88
This store makes me happy. .85
Store loyalty
I will shop at this store in the future. .86
) . . . . 2.10 70.194 79
I will consider this store at the first when buying clothing. 85
I will recommend this store to friends or other people. 79
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Table 3. Factor analysis of marketing strategy for SPA brands

s, & Jio) njxlE B FEY SPA o) $7% SPA Bl 391

IAshe A AdE Weow TR o R sttt 4
N 2Rl Al ko] 74%E Adrslal glor, 7+ a]le] Al
B 7 oPFeR 8]l WEEhdieet At A A
o= FetEict.

229 o 9% SPARUE mHY A 29 g Ha

ZjolZ Lol 7] I8 t-testS *‘Ald A} Table 4904 HE=
nke} o] A FAPAERe} HELNA] Q1A el gt zfe|7t 1t
EiT) ARAES AEAPES A HEQ)x] SHlA ¢
=% SPAHIEHT} F2Y SPAHUNEE U EA <l
s & F Atk o9 e Axks AFSAAAN HER
& S SPAERE=YE o =4 YER tARIME =9
SPARA =Y} B =A veld APAF(Suh & Lee, 2011)2]
Aol FRA 0T AXBIGATE. Ee SPARAE A4 oA
224 SPA BAHE=E= AH|RRe] S2HQ] vke-g whgs Al
o ZEfLS E wEA AFeh UEE AFeE IEFH
2p8shE, 344 AFYHAES 31 (Cha, 2010; Lee,
2009), 224 SPAEANE w2 P35}, Bsle] A
< Hol MAIFS =AY A gES Adsia e F4
el el s Rl fEdTE e Frshe(Kim,
2007a) PHAIE Moz Ayl ke g3 IXsk 2l
o} olge A5 B3 33 SPAHMEE F2HE SPAE
A=} AAsr] Sl Weket AMS 71 AEFAPEsE ek
FeAT7E B A Sk fEXEe auslof ¢

Factors and items Factor loadings Eigenvalue Variance(%) (cum.) Cronbach’s o
Product differentiation
The product purchased in this store is exclusive. .81
Products in this store are not usual. .79 386 24.12 77
There is products avaliable to buy only at this store. 73 (24.12)
because this store introduces only limited number of new items, I have
to buy when I found products of interest in. 65
Store location
It is convenient to shop at this store because there are many shopping 3
districts around the store. -~ 14.67 78
This store is located in a place with high pedestrian traffics. .80 ’ (38.80) '
This store is located in a place with convenient transport. .76
There are a complex of large scaled apparel shops around this store. .65
In-store VMD
In this store, product items are well displayed by categories. 78
In-store display is in harmony with its brand image. 72 179 11.18 7
In-store diplay is easy to find a product what I want. .69 (49.98)
Merchandise assortment in this store appeals to me in a sight. .69
In-store display is attractive to me. 52
Price value
The price of products is low compared with quality. .82 166 10.40 4
The price of products in this store is somehow inexpensive. .82 (60.39)
The products of this store is valuable compared to its price. 74
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Table 4. Differences in marketing strategic factors between Global and
Korean SPA brands

Marketing strategic ~ Global SPAs  Korean SPAs

t-value
factors Mean(S.D) Mean(S.D)
Product differentiation ~ 3.03 (.69) 2.88 (.72) 2.15%
In-store VMD 3.54 (.55) 3.49 (.52) .80
Store location 3.85 (.62) 3.51 (.58) 5.76%***
Price value 3.18 (.69) 3.11 (.72) 1.09

£p<.05. **%p< 001

& 5 Qnt.

o

4.2. SPA EHC OAE dM2o| EWE EH=0l| O|Xl= P&

SPAHRE viA|gxdefo] AnalEe] HAlE eiel] miA|&
P Yohr] ffal Y =k 4 891S SHWcleR
EE FEUQCE ARgee] SRS A3 Table
50048} 7ro] Sy SPAHA=9] A9 7HA7EA] 22 A9
Sk AlFAPEs), X VMD, HEIX] 8%10] HAE el £
ot dEFE vA= ASR YUEHTHF=2138, p<.00l,
Adjusted R*=29). nAE Ak @4 F AFApEsi) Bas
Hzo 7Y 2 93FEe HolH (=336, p<.001), H2xW
VMD, FELA| =02 Yept) g, S22 SPAH T o)A
= AlgApast, JEA], 7M7) aRle] HAlE Bl o]
0= JEeRgon, 53] AEAPES 8310
7P 2 JgFHE Holm (B =369, p<.001), I TS 7147}
x|, MESIA| =02 YT
o, FRESPASH S SPA Afelo] HAE lwef tig

g Agkgaed o7t AeA HE3] 8 AdAT
(Pedhazur, 1982; Suh & Im, 20064 AR&-¥ Hpjo=w =
U SPARRI=9}l F2d SPARAI=S] 3ARX AT et
HEFS) 39T B)yEC] A2 fFovlstdal AdE 4= 3l
S AER A7t = ZQIA Yol y] S8 HHwF] 39

!

3 Qeke m)x

to M
>,\I

o

Table 5. Regression Analysis for brand attitude: Global vs. Korean SPA
brands

Al zole] tigk BAA felde A5 5
T} $=33 229 SPAH =] niAE gk
of "X Aol A% Ao, vl VMDS}F 7E71HE
Akl A F28 o7t JE Aoz YEThH=-2.68,
p<.001). "HIE A= 5 vigy] VMD 8912 =13 SPAE
W Hzol folgt G35 Hole W, 77| HElAe
229 SPARAE Elmof fofst 95 FE= o= e
t}. o123t A= I=d FEY SPAEAEY] niAlE A
o 2ozt U TSI JoH, 53], g3 SPAHHME==
7] VMD7} Bailso) tigh 5929l Bleg P45kt 5
23 9GS FlaL Y-S AR Ut Eg F2 SPAEE
To] 7%, 77 ] HdE HEgAel axdos
Rt ol 7] 2EAAZte] S Bi=o] 7o)
gl ANEE APAT AAE AAEFATHLee, 2009; Rhee &
Choi, 2012).

s
[JR=E

4.3. SPA EHE 0|8 H2fo| MZZHHo| O|X|= At

2|27} X)2Fsk SPA Bl niAY Ak QA7) AEA
o HX= FS dohr] f1al 3RS A3, Table 6014
9} 2t} @y SPAHEREC] HEA ) P v v
B A=ke e AFRPES), WF i VMD, JEXE Ve
(F=21.604, p<.001, Adjusted R*=29.8). =% SPAHU;=
o] A= w9 viAY A=k Qo] nF HEA F23h
P A= AR YERom AFiAl daEe AFArE
37k 7P Z1om(B =38, p<.001), 7FA7HA, W VMD,
AESA] o2 et ol st Ayl AvAt el Al
v Qg dSsh=t] SPARRES] HELA(YRHe), F1H
o], HeA A, B2l e FoA4S =3t Aydraas
HERHo 7 XX|3PHA(Cha, 2005; Rhee, 2009), 53] Z2¥
SPABRE 7HA7E] Heke An|xlEe] Hxe dist 744 &
e Fgdshedl S99l v HEke) EUS o 4 ok

g, SPAHRIE witelld F29t 9=y sPAHA=C] A

Table 6. Regression Analysis for store affect: Global vs. Korean SPA
brands

Brand attitude

Marketing

Store affect

Marketing

strategic Korean SPAs Global SPAs C%ﬁci@m Strategic Korean SPA Global SPA Coefﬁci. ent

Factors Standardized . Standardized comparison Factors Standardized . Standardized Comparison
B B B B

gir;‘:;‘:;ﬁaﬁon 34 553 37 591 =43 gir;’f‘ei:‘e";ﬁaﬁon 37 601 38 617F =24

In-store VMD 32 5.26%** .10 1.61 =-2.68%** In-store VMD 28 4.65%%* 15 2.46* t=-1.68

Store location 25 4.06%** 14 231*%  t=-142 Store location 25 4.20%** 13 2.19*% t=-1.62

Price value .06 95 .26 4.14%** =2.40* Price value 11 1.87 26 4.31%*%* t=1.93*

F 21.38%** 15.98*** F 21.60%** 18.30%***

S 31 24 R’ 31 26

Adjusted R? 29 2 Adjusted R? 29 25

p<.05, **%p<001

£p<.05, **p< 001
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Table 7. Regression analysis for store loyalty: Global vs. Korean SPA

brands

. Store loyalty
I;ffrattegtil?g Korean SPA Global SPA Coefficient
Factors Stand%rdized t—valueStandardized tvalue Comparison
Product 45 p— “ - sover 04

differentiation

In-store VMD 27 4.65%** .08 1.15 t= -2.29*
Store location 19 3.32%%%* .16 2.74% = -57
Price value 31 5.55%** 30 5.21%%* = .18

F 30.63*** 25.26%**

R’ 39 33

Adjusted R? 38 32

*p<.05, ¥**p<001

el vl Pl 2

Aox mAY Z*%k a3l i3k x}o]
g A 7S] aell A folgk Abel(t=1.93,
p<.05F BIth &, &¥REEe] Ak 77 =9
SPAERH =M= fFolgt a5 Holx| §gtort 2 SPA
Basoxs JxA6 folgh d3 mAs AoR Ry
Atk o] Axhks Anfd I o] AzZbE TR CHEe] el w
2t Aztehs F45% 7H 9 A vlaye A Aol
&, FHro F3 IS VA= R vERt **8304
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o 50—

ERATHF =30.63, p<.001, Adjusted R*=38). A4tl& 29w
2 A9 AF PSP = 45, p<.001y7} 7P A Ve
ou, 771, WY VMDHEE, AER] £0
3, F2 SPAHRIES] A4 vl VMDH R

< WY o] FExFAE Fold BT Hlil—t— ﬁii
velgth AXFdE 9T nXe AX A
ol ot A=8 F F= SPAHRIEZI Ao|7F A &
oli7] 93 FHAATE vt xpolEAS A A7 vl
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Y VMD7F 229 SPARHAERT} 38 SPAH =9 A

FEAT] 293 g=HoldS & 4 Uttt
5 4 =
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O g s Sk D
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al., 2007; Keller, 2001). wabr], vAE o)A s=82 2
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= Ao Jehgou, viAY ke a3E vwe A3 v
A VMDE 229 SPAHAE=HT} 33 SPpAHUME Az

FAEA o 2 9P mAE 890w Uehdeh meb,
SPABRIE 7195 47149l 2AL fXI317] S8l B2k

e "Ael A" 84S dEok 8 Aot} E3] &
2 Haleote] AAggIM d=y Hillees F3l A17H
Aot o] Helds Asiet HiRd mAteldos A
ATE xRN AAE flesla MES L 5 3
S Aojth.

2 AFelrs Sliadelr 7 2 gl ) SPAR=
& AgHoz Ao Bde IR ERAA)eIY
AE olu|A] RolZ FEeA] ke AL zH=T) w2
Ao F2Y U 329 Halso] vy A oS Uuks}

skt Fojsllor & Aol g B Afeie xRS
A wkge g S ou, & Aolxde sPARI =
3t ol ZH(attachment) == 2% (commitment)®] 7I'd (Park et
al, 2010y F&3s B gimo] i) Axpgle] 13
A QlrdES ve)7] fsk AAIY Art sl Eof
gk, HlaEsHy A ofE] F7te] AMRE O eE SPA
B= viAE ekl gisk Bals 2R mEls o e
slelagom BAEs si=t Gl Heky Hae 3
g A=s sdsiof & Aol

o] =R 2011¢9E AR @] Ahoz FFATAt
o] AYg ol ATE - (NRF-2011-35C-G00101).
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