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The Effects of Multi-channel Attributes of Dongdaemun-based
Fashion Brands on Customer Equity

Jeonmi Ko and Eunju Ko'
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : This study aims to extract the multi-channel attributes of Dongdaemun-based fashion brands and consider the
effects of these attributes on customer equity, customer satisfaction and re-purchase intention. In total, 493 samples of
those who have purchased Dongdaemun-based fashion brand products using multi-channels were collected for the final
data analysis, which was performed using SPSS 21.0 and AMOS 18.0. The findings of study are as follows. Among the
multi-channel attributes of Dongdaemun-based fashion brands, entertainment and informativeness had a significant effect
on all customer equity drivers. In terms of the effects of customer equity drivers on customer satisfaction and re-purchase
intention, all customer equity drivers significantly influenced customer satisfaction, while brand equity significantly influ-
enced re-purchase intention. Also, customer satisfaction significantly affected re-purchase intention. In the effective rela-
tionship between customer equity drivers and CLV, brand equity causes a significant influence on CLV amongst the
customer equity drivers. There were significant differences among groups following the multi-channel shopping ori-
entation of consumers. This study is significant for its scientific focus on the distribution channels of Dongdaemun, and
in terms of the practical aspect of identifying the multi-channel attributes considered to be important to consumers. Mea-
suring customer equity will suggest implications about the long-term direction of the development of Dongdaemun-based

fashion brands.

Key words : multi-channel (ZE]A'd), Dongdaemun-based fashion brands (5-t& 714t 34

BT), customer equity

QA A, customer satisfaction (327 ¥+), re-purchase intentio (A1 2] %)

1. M =

FEAde] HHride AFA'd(single channel)ellA] HEA
d (multi-channel)Z H3}5] $th(Shon, 2013). HEJAE-S A

QA7 AE L AElsE ool v, SRl Al TV,
e 5 @ A oPge] AAE olgste] Al Al

ko, HEJAE &v= sht olide] fEAldolx i
She 202 Aot 4= tHKumar & Venkatesan, 2005;
Stone et al., 2002). 21 MAIFLRE AH|AEL] 86% = Hol=
T oo AdS B AIES Tlishe AMEES Holx

271 EEAE ] = 7o) AL fl8] ol

e

tCorresponding author; Eunju Ko

Tel. +82-2-2123-3109, Fax: +82-2-312-8554

E-mail: ejko@yonsei.ac.kr

2 =T A ey .

© 2016 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

800

& 4 SIth(Agnihotri, 2015).

719k A AFELS TUE Wl SIS tE 2B ElA
AATHHong & Lee, 2007; Kim et al,, 2015). 20000dtH
o] % el ARo] Vet 221 AfdolA FoiE 7wt
HA AFES Hlishs Zlo] A o] FoAX th(Kim, 2014a).
22l Z2 xRl 7 AEE FAO0E FEHIY F
oE 79 A BA=Eo] HZ f5 379 wsiel 4H] o
gl tfsiz e dElAdS =9t i) HEAEd e &

=

¥

1L

T


https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2016.18.6.800&domain=ftrj.or.kr&uri_scheme=http:&cm_version=v1.5

801  SF 7Y S8Ix] AI8H A6Z, 2016
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3L ITHKim, 2014b).
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of it AHte] A9 g5 FAHe AV FE o|FL
(Blazquez, 2014; Joo, 2010; McGoldrick & Collins, 2007),
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S 7INE A BEes Bl TojAgelA AlS B
3 vldg AES WAL, Sl APIRE e R A
E5 Al ARREAA FEcks BAllEE oJr]tk(Kim
et al, 2015; Lim et al, 2010). SlEl &F& 5 FU&
o] wijge] g AdS Fal AMREANA AFEHNE F
& 7t gk Baese H 28kl okl muld A
g4s 7 £9%te HEHAE S =dste FAlo|th(Park,

2015).

Ha=o] viAY &5l oA 7 Fag ArAE 9
she 2R AFE 9 AHIEE SRR A AT 57
29| AAol gt o). AAe fEH=Ee 2 AATE 8t
o] ko 2A AR A7)0 AT E FESTHPark,
2008). Park et al.(2011)°] <3P Adaprke 7Pl A3
et Fogk gaom, BT o|nx|e} Frufjsiel] 7Fslel] A8
f8Rlez gsitfa sttt ol st o|fE HEAE Ave
HElAE AH|zke] A% (Kumar & Venkatesan, 2005), 2.2l
jE3}e] #HEA(Stone et al,, 2002) 53 o] HEIAE
< TEUS W 71Ye] B2 F = Bl B9 At
o]FoHHKim & Lee, 2011).
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|=2 FEECHAn, 2014; Kim, 2007; Lim
et al, 2010). o]&g FUT 7|9 S B9 EAS JS
Heksle FyAd 42 AgdTol o8 7P Bol dFE
AENA, AAA, WA, APes RS S ArthJoo, 2010;
Lee, 2007; McGoldrick & Collins, 2007). A&7+ HEIA
g9s 834 &S FoaH IA He AT /REA A
 EAoRE AFe] O, A4E 4, AlF e
23 4 tH(Gensler et al., 2012; McGoldrick & Collins,
2007). FUHE 7I8F B = ZHolA HElAde] R A
Ao wet Tk o MRS = Utk Tk
2 AFY A gt AF e Bt ANRpT 4
e 9SS on3tk(Ahn, 2014; Lim et al., 2010). 737
4L HEAES &85l FUlE 7 oA Bl AlES
o zZH AL F UE AAIH o|5o=ZH, duht A
AFS T & Jderket dH Ptk Balasubramanian et al.,
2005; Gensler et al., 2012). HE’d-2> drpt AelslA 28
T AEAe tg HEEA A7 Helek AF HAe] &
ol T aFIHNA HEjADe] Alysle WS <ngitt
(Lee & Lee, 2013; Lee, 2007). A3 A3t &£48 &7
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e Are de AS dvste ArAPoR T + Ut
(Balasubramanian et al., 2005; Kim, 2007; Konus et al,
2008).
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Adele 93 715202 ZE3K(Chae et al, 2015). Yun
and Ko(2006)°] ©17/d5 2=t 54 3 AaPpel 577e]
e AFolMe T RS AFEEY A, f8A &4
o= AoIaL, 1 SRIAAS AFFE, AHIEEE, FEH
714, Heldo g AT Bl AR IR 498
A F 7P & 4R NGO ZH(Chun et al., 2013), 3279
FHAR T Bilzo) tigh Hriolt). A3 Hal= A
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=
<H3> SORE 7|9 i Bal=o] e A4 (1 [H3-1],
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& Riquelme, 2008; Taylor et al., 2004). BH= kS 3
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A4 BAE PEs A7rdsy 74 T 9FgE mIg
(Chaudhuri & Holbrook, 2001; Kim et al., 2014). ZAAM:T
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(Kim & Kim, 2013). ZARAEe] 319124 T shiel ZHE
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2.5. DZ4otED jFoje|=

IO Z Qg e IS 7 FAHEE T
713 Fde FFARRE AEHA lE s & 7Fsl
ETHFornell et al., 1996). AT &S o] A<
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< ARG & 4 ok g AAATE B3l avSo] A
Tz FFE vRiths A 4SHo] Sk(Taylor &
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Fig. 1. Research model.
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eld 22l¥AS FaYSATHTable 1). £ AMOS 18.0 2006). NEE 7F WHENG =] A= Table 29 2t
< AT 38 RIFFE AGFE 47=998.248(d=505), B AFoMEe FANEE 7+ BEEEES dolrr] g8
xz/dﬁl.977, GFI=.899, NFI=.908, IFI=.952, CFI=.952, AVEZF 270d 7F A AT e vwsich 2 A
RMSEA=.04502 eyttt 292 2eslr] egh dnrzQl To] By NEES] AVERe] A Al ke o
A= Age] 712 GFI, CFI, IFI, NFI, TLI %] 0.90 Az ZA veR7] wiell, FANEE 7] Sbelg st A
oY Y B FEFFELR HolEo T (Hair et al, SE A
Table 1. Confirmatory factor analysis for measurement
Standardized
Construct Items an ar. 1z Cronbach’s o AVE CR
Loading
Different products are available. 187
.. There is a variety of product assortment. 817
Product diversity ) .846 594 .832
Various styles can be displayed. 711
There is a wide range of selection for products. 765
There are many recent trendy styles. .837
I can purchase trendy products. .897
Trendy products 877 657 .867
New style products are greatly available. 57
Trend is well considered in the product. 741
It can be purchased with a more affordable price. 810
. Price comparison can be conducted easily. 720
Cost effectiveness ) . . . .879 657 811
Product purchase is possible with an affordable price. 901
The price is satisfying. .800
. It can be used whenever I want to anywhere. .856
Convenience . . .816 J14 773
I can shop regardless of the time or location. .834
Shopping is fun. .834
It energizes me. 739
Entertainment It provides pleasure to shopping instead of simply making purchase. 796 906 .664 874
It is interesting. .873
I get hooked onto shopping without knowing it. .879
. I can know detailed information about the product. 779
Informativeness . . . .824 707 784
I gain helpful information for product purchase. 815
The product of this brand has an appropriate price for the quality. .866
Value equity The product price of this brand is more competitive than other competitors. 723 858 547 772
Purchasing the product of this brand is considered as a very great choice. 55
I am reminded of great images when I think about this brand. 740
Brand equity I have the intention to suggest this brand to others. 744 .867 .569 .807
I will continue using this brand. 752
Relationshi I have affection about this brand. 766
clationship . 860 601 717
equity I feel fond to this brand. .806
Using this brand was a wise choice. 744
Customer 1 olad that I decided to use this brand. 829 864 629 762
satisfaction
I am generally satisfied about this brand. 759
I will continue using this brand. .843
Re-purch
fi:nfeur:t(;ozrilse I have the intention to purchase the product of this brand again. 837 .876 .685 .880
I want to use this brand again next time. .803

Model fit: ¥°=998.248, df=505, y*/df=1.977, GFI=.899, NFI=.908, IFI=.952, CFI=.952, RMSEA=.045




Table 2. The squared correlations and AVE of constructs

SR 70 A Helme] ZEl)d

e

YRR jAf= FF A 806

Construct 1 2 3 4 5 6 7 8 9 10 11
Product diversity 0.594 0.446 0.189 0.265 0.183 0.158  0.188 0207 0169  0.188  0.132
Trendy products 0.668 0.657 0.095 0.300 0.197 0.213 0.180 0228 0.154  0.171 0.164
Cost effectiveness 0.435 0.309 0.657 0.213 0.088 0.139  0.281 0.119  0.072  0.136  0.108

Convenience 0.515 0.548 0.461 0.714 0.138 0.141 0.150  0.151 0.087  0.120  0.146
Entertainment 0.428 0.444 0.297 0.371 0.664 0285  0.232 0265 0.156  0.110  0.099
Informativeness 0.397 0.461 0.373 0.376 0.534 0.707 0219 0222 0147  0.099  0.070
Value equity 0.434 0.424 0.530 0.387 0.482 0468  0.547  0.539 0331 0456 0278
Brand equity 0.455 0.477 0.345 0.389 0.515 0.471 0.534 0569  0.520  0.555 0.534
Relationship equity 0.41 0.392 0.268 0.295 0.395 0.383 0.575  0.521 0.602  0.596 0452
Customer satisfaction 0.434 0413 0.369 0.347 0.332 0314 0575 0545 0572 0.629  0.661
Re-purchase intention 0.363 0.405 0.329 0.382 0.315 0264  0.527  0.531 0472  0.613  0.685

a: Average variance extracted (AVEs) for each constructs are displayed on the diagonal.
b: Numbers below the diagonal are the squared correlation estimates between the two constructs.

43. 7HE
2 AT 7Hd HEE S8l TR 48 AAE

B A7 mEo] AP 4’=1131426, dE=544, ¥ /dF=2.080,
GFI=.889, NFI=.901, IFI=.943, CFI=.943, RMSEA=.047%
WSS 2be) BAE Aol 48e Aoz tehgrt. 74

Aol tig Z3= Table 300 AASHAT

4.4, HelxlY 2TMsH| o2 EE 2t X0

2]l - exElRl Ad AL, 2ERl - 2ol Ad ARS
Zh, 22l - e ZE)l - Bl Ald ARSAIE HYES Uro]
O A (multi-group  analysisyS Z18J3FTE 2211 - 2
ZERl A AR}, 289l - Bk Ald AR}, exEel -
Zupd A AL, 28Rl - e el - Bl Ad AMRIE
S rlon, o=l - muld AMgzls A B
1.8%2 Ak efol Aale] Ml ZFOR pro] xjolE &
15k}, ololl et A= AyY/Adf=62.365/50(p<.001)Z &
£ Aol wE At 7k 2HFI) JE Ao eyt 3
HedAd A5 98l 24 o] B3 A= ArE AHEY%
o, vAlef B AP A4t Ao BH] AP A5
Ho} A JeEREZ viRf BEo] Ajw X4 BEo A
P2 ket th’=2618.189, dF1632, p=.000, GFI=
919, IFI=.908, TLI=.891, CFI=.906, RMSEA=.035).

SUE 7N A B AF 7Y Al AR 88k
Adel] w2 Jek 7 folgk AJols Ak B3 H] A oF
F7he] o Apo] AAL FallA 2870e] A= W Ao
el Az EgAldel W ARt FJ 7 feofnlst
o7} AR, FuliE 719k s Bai=o] HEsE 44
ThEA (=746, p<O1), 534 (A*=8.256, p<.001), Az
(A7=6.318, p<.05)0] BA= kel mxE Gl glor] &
H)zke] Zgade) wE Hak 2+ 2lol7}t FelwlsiAl vEksTh

kK

oo

[

H oot

oX, ofN 2%

2Rl - Brkd A ARSAF Jeke] FOE 71N A Bal=
&4 F TS U Bol Az AoE UEHIL (=614,
CR=3.631, p<001), 22l - ezl - wuld AQd ARgA}
kol Tk (=297, CR.=2.792, p<.01)3} He|A(f=164,
C.R=1.573, p<.05) &73°] BAHE 2Rl mX|= FFo] F<
A el 71 tiekst AldS ARSsHE AH|REC] T
I AYAHE FasH A olF Fal Hal= Ahs 34

=
ks 2 & 4 Ak

54 E
B ATE BUE /s BAse) Helid $42 w
Z3h3, o] SE0] TARE, TANE, AToholEe] vAE
a2 Yolusich, £e 2ulxjel el 29 ol we}
AR DAE, AhelEe] plHE G 2ol7t 3
2 A0 AZ] W 7 AolE AFAA. ¥ A7) F
2 A3 ot e

SO Zle e Bese) HElAY $4e T,
o2, AnA o L), ol 5

e Halegke] xpdste S4do] HEAd S 3 agelie
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Table 3. Regression coefficients and fit statistics from structure model

No. Hypotheses Estimate SE t Result
H1 Multi-channel attributes of Dongdaemun-based fashion brands — Value equity (+)
H1-1 Product diversity — Value equity 0.085 0.067 1.208 Not supported
H1-2 Trendy products — Value equity 0.091 0.068 1.327 Not supported
HI-3 Cost effectiveness — Value equity 0.359 0.045 6.186 Supported
H1-4 Convenience — Value equity -0.021 0.050 -0.332 Not supported
HI-5 Entertainment — Value equity 0.220 0.043 3867 Supported
HI-6 Informativeness — Value equity 0.150 0.049 2471" Supported
H2 Multi-channel attributes of Dongdaemun-based fashion brands — Brand equity(+)
H2-1 Product diversity — Brand equity 0.125 0.063 1.763 Not supported
H2-2 Trendy products — Brand equity 0.151 0.064 2.181° Supported
H2-3 Cost effectiveness — Brand equity 0.123 0.040 2219 Supported
H2-4 Convenience — Brand equity 0.051 0.046 0.798 Not supported
H2-5 Entertainment — Brand equity 0.256 0.041 44787 Supported
H2-6 Informativeness — Brand equity 0.142 0.046 2342 Supported
H3 Multi-channel attributes of Dongdaemun-based fashion brands — Relationship equity (+)
H3-1 Product diversity — Relationship equity 0.210 0.072 2667 Supported
H3-2 Trendy products — Relationship equity 0.107 0.073 1.405 Not supported
H3-3 Cost effectiveness — Relationship equity 0.077 0.045 1.268 Not supported
H3-4 Convenience — Relationship equity -0.002 0.053 -0.029 Not supported
H3-5 Entertainment — Relationship equity 0.136 0.045 2.191" Supported
H3-6 Informativeness — Relationship equity 0.128 0.052 1917 Supported
H4 Customer equity drivers — Customer satisfaction (+)
H4-1 Value equity — Customer satisfaction 0.242 0.042 4818™" Supported
H4-2 Brand equity — Customer satisfaction 0.332 0.046 6469 Supported
H4-3 Relationship equity — Customer satisfaction 0.490 0.048 8.933"" Supported
H5 Customer equity drivers — Re-purchase intention (+)
H5-1 Value equity — Re-purchase intention -0.171 0.045 -0.643 Not supported
H5-2 Brand equity — Re-purchase intention 0.237 0.052 44917 Supported
H5-3 Relationship equity — Re-purchase intention -0.013 0.059 -0.205 Not supported
H6 Customer equity drivers = CLV (+)
H6-1 Value equity = CLV 0.021 9589.9 367 Not supported
H6-2 Brand equity — CLV 0.148 10250 26017 Supported
H6-3 Relationship equity — CLV 0.082 9643.8 1.495 Not supported
H7 Customer satisfaction = Re-purchase intention (+)
H7 Customer satisfaction — Re-purchase intention 0.893 0.099 9.031™" Supported
Note: *=1131.426, df=544, 1*/df=2.080, GFI=.889, NFI=.901, IFI=.943, CFI=.943, RMSEA=.047
p<.05, "p<.01, " p<.001
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