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ABSTRACT

The purpose of this study is to explore the effectiveness of marketing strategies of children's
clothing line for global SPA brands among Korean consumers. The following factors were eval-
uated as the dependent variables: benefits sought, store attributes, and brand loyalty. We em-
ployed a survey method to test our research questions. The subjects of our survey were mothers
with preschool kids between 2 and 7 years who had purchase experiences of children's clothing
lines of global SPA brands. The major findings are as follows: First, among the three factors of
benefits sought (‘trend’/brand value//'practicality’), the 'trend' factor only positively impacted the
‘product’ factor, which is part of the store attributes. 'Practicality’ and 'trend' factors had a positive
effect on the 'service' factor of store attributes. However, all three factors of benefits sought had
no impact on the ‘store’ factor, and ‘practicality’ and ‘trend’ factors had positive effects on the
price factor of store attributes. Second, 'practicality’ and 'trend' factors among the three factors of
benefits sought, had positive effects on brand loyalty. Third, the 'product, 'price', 'store', and 'ser-
vice' factors had a significant positive effect on brand loyalty in decreasing order. Suggestions
from our results for national SPA brands are as follows: National SPA children's clothing lines
should focus more on unique designs and unique marketing strategies better reflecting Korean
consumers' interest and needs in competing with their global counterparts.

Key words: benefit sought(5 39), brand loyalty(EHE FA L),
children's clothing line(f - oF&% #+<1), SPA brand(SPA B E),
store attributes(d X £79)
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I. M2 I. 0|2 ui&
A AA Z7IskE BA ESoR Q1 £ & 1. SPAEHE 7 - ol== 2fol FI| &gt

H 55 7hed, 9158 A A b HEE

Aol o A 27eE SPA BaEs 7 SPAE V=49 Gap BT A Az /de
AE o237 9t} o] Axs =8 Z=W SPA = ‘Specialty store retailer of Private label Apparel’
HUADZSL J® 2o AR £52 §x57] 98 9] ofxto|t}, o= HE A (specialty store) B ZFAMA
EQ 72 & .olER golo ANy AL A2 # (private label) ol2h= F 7HA MES &3l HEe
#40 Folth(Im, 2014, Oct. 21: Lee, 2015, May 6), = WAL AZ 209 522 £840 (Hur
71E xuRo)A &d Z2W SPAHATY & - 2012: Paek, 2014). 719 = oA 719 ES] A
olER BAO Hua 2y YAE 4¥S Epss B fE Aol sAskA R mE A& #HH
2H)Rbe] UZo| B3Em SPABAT ] e Ak g wg &4 ey geld JHAdE F3 SPA B
of g WeAe @3 Fo4 9w gtk spana  AES AT AEE oMl S Al 2Ee Feel
To 7= 9L gRE d9 SPARUT ZA ©l Itk ol e A #dxe ZEF el F&s)
A A 2 xujze] W4 A 7)1FE A7} F2 of, M2 MZ2YXE A g8 P 522 Sle
o|FTHKim, 2007: Jang, 2011). E& o5 gy HTe AU 7IUSE SPA BARe 60, 54
ATEL A BHAYI, F - olgue 45 HoPH fookER Wl WS gEHeR Frhel
= BE xuAsl 2T Q= A4 AH o H F2AE & Folth(Lee, 2015, May 6). 1<t
o) Asrol A MRS HAA UZE o5 g 2 AE Bl T AAeR Ayl 2 =
e Az A77 MES AAelth w#, Engel, LA T FRYSPARIES B Bl Sel

Blackwell, & Miniard (1995)¢] X143 gro] Al W& 7 ZI19=e] SPARAE 2fd) s o

&g 33 WE Aol NETAe gAug o M ST clEE geel Eaid A el
HOHNE ARZAS A5t 7R 2A & A 98 ) 9% A E SPARAE
v Ae] o]ere wx|st deko] B QET) E2 f - okesE BUE FT S AlFstE 9

c o] SPA HAtEol

& . olEE 2 T tH(Im, 2014 Oct. 21). ©] ¢}
= n# e 719 4 AFOEAN fF - obFE Rl A

2nlAe] =7EE 90lo] AE £A4Ts} HAT = N8 S AdYE olfE & - oksh A
AL o] nE= e BAzte] U SPA 719 SPA &9 w49 Tl & dd=Ee U, 7t
So) AAHYL & - obER Tol TAS 9@ ofo] A WE AE AW 5 /1 ) fopsy /195l
goig AgsnA doh =9, g4 s e REE AESE A A sl
SPA - ob5E Agel AN uigel g T WA VIS A okeE ARl Algeia R 2
Fo UE Aesel 3§ obEE vpgel gy & SPARMES AR wE snvhA, AT S
A@olo] AuAT} Zbe Y BATO et AT g, 29 mE AE Ide 7 W e A
o VAL AEe sotel AL, @e) spanas  DEEEN JIE S fookes BARe e
o foolFE el HFL AW vhAY A 9 ) KL AL ATE I L AL A
& AL HAE A fobER ol m a2 T U B ok AR Eell AdRA @
S ma) Mom 2o JE Zow spandze S FOFE¥ SPA AP M3 $9¢ /157
et A7 520 A9 AR WIS wdet 7)o Atk WA R ABAE YA GdES
= s4 oo FEA o okEE FAL WA THEE U 2F
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Tl 7t 29l0] HAE F4d] WAL JGL
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4, HHE ZEME(brand loyalty)
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Fotes AR, B FALE 54 wjFoAae
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AE AT e A 552 2U)dE FFH
AHo] AT 0 HEd AFHAN BHE BAas
ZAEE BACY g3 HAEE, AFA AAHE
NHAE B s AvAke] 4214 29 (absorb-
tion) &2 ol3| gt} L3 o= Au|Ate] FAH A
A G Agn) gAE ZFetty Ao stH(Cha-

udhuri & Holbrook, 2001). Dick & Basu(1994)=
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of dlgse] og A% A7/l DL Aol @
4 T @ SPA HATE - o}EH ahelolA
HIE FHEE PYFE 2SS, HA% FA
9% SPA HAE FHE P4 ke pEsE

2 By Ao 4P EF 1T A% £
L oehel #4E Fal WE ARS AsE 2
AEA ARE PP RS

1=
A& Aot

SPA HAT gz &40 HAE FAE
Qg WekHE Aol FAHY ATEASS
&3 2t
ALEA 1 F - obEH Fragol W SPA
BUE - obEE T A HE £40
MAE S Fobiet
ATEA 2 % - obEE FPaue] 22 SPA
BYUE § o olFE HAS FHEA )

B AT ZAudAE 2249 SPA EHToA
A Ao &S st Aol Aar, 24 ~TA
o] mHE AUE £ A9y E udeE He =3
SFATh oldl A& AW ¥ A7IEY v
72 74 5o MRS W7, dFdAM QRIZE B
3 AEA FUE o2 FdaA gk £ 10
A7H2014F 10€ 19~10€ 10¥) 30052 wi %, 3

4
)
rit
olo
ot
L
et
lo,
i
M
)
Al
rir
&
=
wn
o]
w
w
w

&



F dgo] 224 SPAENE] - obgE AFo] ek Hx &4 Hrt 9 BAE FAE nAe Jl A A+
tistics 20.0 Z2IHS o]&st] FAH AR £4& o PlAlE GF F - okes Fslgo] BAE FA
AA AT AR AFEATH EAS 25 To mAE S dolry] s AAF AR
W SPARAE - otsE Fujsls B AHE gof (hierarchical regression analysis) S 281tk
B7] 98 WERA S AL, - obs s FE)

9, 224 SPAHUE § - old HET &4 742 V. 241 2 =9
?l, BAREZAES F#48%1E 99]7] $l8 Varimax
A @3S o]88 2% (exploratory factor 1. Z=AF CHAX}S| CITEH BN EA
analysis) & AAIE Fo 22%d ¥ A& AAE
AABA T - ok s FFEEe] 2 SPARA FEY RJIFEAA S e W FAES AA]
T g -olER d¥ Ao wxE g3 Faw g A A¥dE FHEE 0% (1709, 77.6%) 7t
SPARUIE §.o[EE HE &40 HUE FAE UM BS HES AsEon SEAA: goa
(Table 1> Respondents’ Demographic Characteristics
Item N %
20's 26 11.9
Age 30's 170 77.6
40's 23 10.5
High school graduate 24 10.9
Academic levels Bachelor’'s degree 170 77.6
Master’'s degree 25 114
Housewife 100 45.7
Oceupation Profassion 48 219
Business and management 56 25.5
Others 15 6.9
Less than 2,000,000 7 3.2
Monthly household 2,000,000-4,000,000 83 379
income 4,000,000-6,000,000 79 36.1
(KRW) 6,000,000-8,000,000 30 13.7
8,000,000 and over 20 9.1
Less than 100,000 52 23.7
Average monthly expenses 100,000- 200,000 67 30.6
for one’s own clothing 200,000-300,000 59 26.9
(KRW) 300,000-400,000 19 8.7
400,000 and over 22 10.0
Less than 100,000 76 34.7
Average monthly expenses 100,000~ 200,000 99 45.2
for children’s clothing 200,000-300,000 28 12.8
(KRW) 300,000-400,000 15 6.8
400,000 and over 1 0.5
1 136 62.1
Number of children 2 73 33.3
3 10 4.6
Area of residence Seoul 120 018
Gyeonggi-do 99 45.2
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Zhol 1647 (74.8%) 22 7H4 Bkon, Ade A ‘GAP KIDS7F 121822 7bd B2 HF(55.3%) &
AFH(100%, 45.7%)7F 7P B2 vTs A AA Ak F2E SPA BAE & - oby 8 ) Wl
o 4%+t —;‘bﬂ o AZHlE 1079 o) ~209H) T A3~430(73%, 33.3%). A1~231(60%, 27.4%)
vlgte] 67822 7P W WE(30.6%)& AASHA 7h B2 HlEe AASSAL, 229 SPA HAE f
ov, ¥ Ay o AFvl= 108 o) ~20% : } =13 Ha o5 Feug2 59 o] ~10
o minte] Q9o dud ¥l of AEFwe vl IUP(1040, 475%) 2 743 ‘E%t HlEs A

AR VL B PSS

(452%)<& A 2 3}9&5} (Table 2).

el St @ 9l 7H9(136d, 621%)°] Mg BE
= D. 2) 24 SPA Bil=

22 SPA BAZ § - ob% 7ol A AW
2. 224 SPA BYIE 7 - 05 =(children's W oRsh A o7l vl olRE Aw B A3 SPA
clothing line) TOHEHE X FHIE HAS § o obERS FHE W AUE Fwstel £
S Fuiste Aol vE] Ay oA Hige HLe Ao
D ZEn PARGE & - b5 AT FAGHE A0 Mk A o e 42 2
_ . h 2 Uehgeh olzue} WAL el 98 ot o
A TR 2E Pl SPA RASE UNIQLOT g9 g710) 1 gol wgEnhe A @ 4 Qe
£ BISE VG BE HITERS >% AL, SPA BAE aMAe] § - o}5y o) ag &
A2 Aol £¢ ol SPA HAUE § - olEuE

{Table 2> Respondents’ Purchasing Experience for Children’s Clothing Lines of Global SPA Brands

Item Types M SD

GAP 76 34.7

Recently-purchased SPA MANGO 4 18
brand for one's own H&M 15 6.8
clothing UNIQLO 78 35.6

ZARA 46 21.0

GAP 121 55.3

Recently-purchased SPA MANGO 5 2.3
brand for children’s H&M 18 8.2
clothing UNIQLO 40 183

ZARA 35 16.0

Less than once 21 9.6

Purchase frequency for 1-2 times 60 274
children’s clothing 3-4 times 73 33.3
(per year) 5-6 times 32 146

7 times or more 33 15.1

Less than 50,000 32 14.6

' 50,000-100,000 104 475

Avecﬁlg;r;)f eﬁj&fg for 100,000-200,000 60 27.4
200,000-300,000 16 7.3

300,000 and over 7 3.2
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otiE7] $l RIZ=EAS NS A3 SPARRE F SPA HHI & .olZE AH|zle i 72
cobEEu A o] g AE Wk (M=337, SD=1.04) olH 7] 93] HE=iAE AAE As) AFe] tAl

o] 7} wo| o]&5 dE AR VeI 7HF (M=358, SD=.77)°¢] Tl 5712 7|o3}= 24‘37} 7}

A(M=247, SD=1.01)9] o]&o] 7} A el & E=A Yepsth ojeh 2 Ad= SPA E¥

ot ol 7HRA e wig o)) & Wi £ T8 B4 gekst gl F - At 2kl %‘fﬂ@

o Hls) &g Al A&t Fs|d EHE] wE Q 7HA ) AvARE S AFA7)7] s v

o Yyelhd 232 F323] & F wAE A g8 SHoA dXs= Aot Table 3).
shE AR ARY o)) Ars FuAd

(M=370, SD=283)°] 71} o] &&He ZCE 3. 8. 0l=2 FToei} SPAERIE

ety theoge ujge] AE tAaZdgol(M= - 0tss 82 £, BEdie ZHE9

327, SD=289), QHY F¥ L AFF(M=324, ROIEM

SD=97), th& ¢telE9 A (M=315 SD=101),

742/ 7/% WA (M =313, SD=93) TV/&A/A D - ckes e 2de

F/AGR/F7(M=298, SD=.98), W& JLd (M= FoobsE FrY =T BHEAAS AT

275 SD=92)¢] 4o = vtebyie} 71 98 89 R 5000, A 10149 89l

{Table 3> Respondents’ Purchasing Patterns for Children’s Clothing Lines of Global SPA Brands

Item Types M SD
) . ~ Taking children to shopping the children’s clothing 3.22 1.03
Children’s participation in S ) . o ) )

shopping Considering Chlldl’?ns o.pmlons.m purchasing the 301 %5
children’s clothing

A store in a department store 3.37 1.04

Store types ' A store in a méll 3.31 111

An independent store in streets 247 1.01

An online shopping store 3.26 1.22

Friends’ comments 3.13 93

TV, magazine, newspaper 2.98 98

Product reviews 3.24 97

Information sources Comments of store clerk 2.75 92

Styles that other’s wear 3.15 1.01

One’s own urchase experiences 3.70 .83

Store display 3.27 .89

Others’ recommendations 2.99 1.03

Store display 3.00 92

Product advertising 2.68 95

Motivation of Style 2.97 .95

purchases Cheap price 3.15 96

Just needed to clothes 291 92

Scarcity 2.74 .96

Design 3.58 7
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(Table 4> Factor Analysis of Benefits Sought in Purchasing Children’s Clothing Line

Cronbach’s a

% loading

Eigen-value

Factor loading

Item

Factor 1. Practicality

.81

- Consider quality versus reasonable price

78
76
76
.70
.65

- Consider how to wear a long time

- Consider functional

.84

31.96

4.47

- Consider price

- Consider care

- Consider dirty easily

Factor 2. Brand value

.86

- Like a famous brand
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- Prefer famuos brand

Factor 3. Trend

.84
79
76
73

- Monitor the trend and purchases

.83

10.13
(64.40)
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- Reference style of advertisements

- Trendy style
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{Table 5> Factor Analysis of Store Attributes of Children’s Clothing Lines of Global SPA Brands
Item Factor loading Eigen-value % loading Cronbach’s a
Factor 1. Product
- Trendy products 84
- Unique design products .83
- Make fast the latest fashion products 71
6.40 45.74 .87
- Fast supply cycle of new products 67
- Variety of color, size, kind of products .65
- Quickly ready of size .56
Factor 2. Service
- Easy to ask clerk for help .85
- Convenience of refund and exchange 81 1.57 (éégé) 84
- Knowledge of staff about products 70
Factor 3. Store
- Convenience of transportation .85
- Easy to visit .84 1.36 (69;:3) .86
- Efficient allocation of products 65
Factor 4. Price
- Reasonable price of products .89 6.29
- Affordable prices 81 108 (72.92) 86
Table 6> Factor Analysis of Brand Loyalty on Children’s Clothing Lines of Global SPA Brands
Item Factor loading Eigen-value % loading Cronbach’s a
Factor 1. Brand loyalty
- I like this brand 91
- 1 will recommend this brand to another 90
person
- 1 prefer this brand .88 3.82 76.34 .89
- I wil pay this brand if more expensive than
other brand 85
- I will repurchase this brand .83
o] sl o FEFHYT F 6%° 4 4 F0lE2 FTHH0| I2Y SPA HUl=
g2S 2t Sl AoR ueuth wmeb B =Rl 7 OtS= TOi Al Mz £dol| 0[Xl=
Aol Az FAAM HAE FAREE W BWE HE
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(Table 7) Effect of Benefits Sought of Buying Children’s Clothing Lines of Global SPA Brands on Evaluation for Store

Attributes (Product)

Dependent variable

Store attributes(product)

Independent variable B t-value
Practicality 12 1.82
Benefits Sought Brand value -01 -14
Trendy 23 3.30%%*
F-value 2.05*
Vel .046
AR .051

(Table 8> Effect of Benefits Sought of Buying Children’
Attributes (Service)

s Clothing Lines of Global SPA Brands on Evaluation for Store

Dependent variable

Store attributes(service)

Independent variable B t-value
Practicality 20 3.02%*
Benefits Sought Brand value 11 176
Trendy 20 2.91%*
F-value 2.63%*
R 069
AR 077

2 A% #7dde phe 29 F FAH(B=,

pCO0D RS To] H(+)9] FFL MAE

Bt o olEEe Frise 2vAt R4S
B

FE52 F2Y SPAHUE § - obF

Moo
o
fel

2 e ¢ 53

Fol Al HE SH A2 AL 9
o olE® F7algo] 2 SPA HAZ §
HER HE HH(CH2)G) MAE JFS Yol
A% F7agel 319 29 F HAE J4A 29g
AL AL ((B=20, p(0D) 2% 33 (B=20
p(OD &Sl H(+)e] FFE WAL RO eh}
e L EE R B

E7F EelRE A0 § Ak Table 8).

3) - obeE FTdEo] 2 SPA BE=
§ - olEE Ful A AE AR

Faee] F2W SPARAE
W A A £40H)

=
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F5 slde] 229 SPAAES § - o}FE AFel )

(Table 9) Effect of Benefits Sought of Buying Children’s Clothing Lines of Global SPA Brands on Evaluation for Store

Attributes (Store)

Dependent variable

Independent variable

Store attributes(store)

B t-value
Practicality 10 1.39
Benefits Sought Brand value -.06 -.90
Trendy 12 1.66
F-value .99
Vel -.001
AR .012

(Table 10> Effect of Benefits Sought of Buying Children’s Clothing Lines of Global SPA Brands on Evaluation for Store

Attributes (Price)

Dependent variable

Store attributes(price)

Independent variable B t-value
Practicality 17 2.60%*
Benefits Sought Brand value -.05 -.67
Trendy 19 2.76%*
F-value 2.25*
R .054
AR .053

(Table 11) Effect of Benefits Sought of Buying Children’s Clothing Lines of Global SPA Brands on Evaluation for Brand

Loyalty

Dependent variable

Brand loyalty

Independent variable B t-value
Practicality 40 6.56**
Benefits Sought Brand value -.03 -43
Trendy .16 2.56*
F-value 6.35%
L 197
AR 179

E §-okssE 7149
= AL 2 4 dTable 10).
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5) W - obeH FT3 el F2W SPA HIE P59 AelS AR £ H - ofEE 2u7
froobed HAE AR vIA= 9% o F7a o] W2 Z2Y SPA HAL § - o} EE
SPA BHE § - ol5ES Fujsts LMY AE &40 BHAE FAL viAs 9%= d7e
2ago] HAE 2T A= JFS SolR 7 Atk 1 AT B9 ou3 Aol oue Tuls
I FpFee 349 89 = HAE 71 L9S T 29 SPA EHEC] MRVt bgE2A FHENUG
Aok A8 (B=.40, p001) 23 34 (B=.16 53], A ous 7ol o wol A gFel F
pC05) 29101 H(+)9] G HAE AR Ye £ o]%& ‘GAP KIDS'¢ 'UNIQLO KIDS'¢] Fvjul
om & .olERS Tujal Anxrt ALAF & Z7F 24 UeETh ol AF A AHoEM E
YA 2SS BAE FAESF A Ao AUD FFE PR FRIAAW Wo(Y 4EY o
2 a4 g tTable 11). Ade g2l Aol WE Pl =Rl @ o=
Hld,
6) 224 SPA HAE & - o}5E Fv) A A2 foolEE pu) Al AW EPARG 2 o7
Aol BRE FAES A= ¥ uhd g RE A A BT BE o) A% 3
S2W SPA DT . olE¥ Ax 4o na O FAHQAT A TR ool gol wgs
T Z2A%e nAE 8S ool A HE &40 71 gol FEO #AS E F de g 28
HE(B=56. p(001) 28134 742 (B=21 poon) gl SR SR AWSH SRS pEAE BE ol
W (B=14, pCOD RS APIA(B=13 p(5) eele)  ESF HET Jem moh 2xEel siEE Al
$o2 HAL Ero AH(+)o S M= Ao AT FiAE A B ATl HEH B8
2 Uehkon] SPAHUE §-obpy ol A 4 TSR ARdAH
J4A, W, Aquze] T wEo] =42 HAT ook s Tl Al Aa, R, S8 AuE
4R} 294 A0 A HTK Table 12). Ak ezl wigeh Hel Eutel WA Ael 7
WRIETE EA UEgew oldl mE AEY D
V. 42 g9 zyo AUl F 8 FEH] AAsE HlEol = U
Ehgtth ol #A9 SPA BAEE @ Tl F419
B oonl e W g 0% Aus) gy Sy P18 AE Ads8AY dost SPA BAE
SPA BAE § - ol5ug Tol@ Agel g zw VNS AEAS B4 w48 A 2
AE PO FW SPA BAL §-oppy o O N HE ER FAUS Srien. Ae wdw

{Table 12> Effect of Store Attributes of Children’s Clothing Lines of Global SPA Brands on Evaluation for Brand Loyalty

Dependent variable Brand loyalty
Independent variable B t-value
Product 56 10.427%%*
Store attributes Service 13 2.39.*
Store 14 2.70%*
Price 21 3.8g%**
F-value 13.9717%**
R 394
AR 376
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AdE AHEstE AHAEAA FEATH HYGE 94, £ d7e dHAY MHAES oYL E
AFstzl & F2d SPA EIEe ‘Fyad Y57 dEe] 2 SPA BHE f - ol
(Omni-Chanel) A ¥ 2 A A gt A4=E kgo] 2zt FAE dwrs) et=dl @AV Uk Eg A H
Ad o] S A d@Hojok & Aot} 7149 SPA BAE AFolARh e AF7t 43t
foobER FPaus AE £4S 4B A3 Hol woh As] Polsks 2MATt BolAL 9
BRE 7S AQe AL A Fad 8l 3, 8 FEW SPA BT 29 2EYNE F
AE EAFG7H o8 G vAE ALE UE 3 Fujrt o] FAAX 7] w2kl ufel] st
Wk SPA BAE A4E 9l FejAts e E ASAR AF7E dofok & Aeolth. tlEo] FH of
ot Al (Jang, 2011) A SPA H:ME Fufz}o] WEe] Sopgolrt A= H3, EAE YLAE
N Frddel vaY Pae F O 84 Aste]l AUE AT AF) Fo] HolAk AiEA
o /b & 9L milthke A7 A3 fAre 4 ANE gz g ASHA A7t A A=
HE HAFAT olds A= ENEE wde A of gt} FFadg I HE £A22 ol¢dk SPA
Fo W HA&3 FAA el 549 SPA HAE FAEA vAL el Ag AL A9
BaTeo] 8 At wE AR 4T F e theget Wl et FEo] Had) A Aotk
B f - obEE ehele] AE 1 A 4R el
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