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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(ERE FA L),
children's clothing line( - o}& % #<1), SPA brand(SPA B E),
store attributes(d X 24])
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. SPAE "5 Gap AT Ag Al&S gL
¥ SPA = ‘Specialty store retailer of Private label Apparel’
98 9] ofxto|t}, o] HF A (specialty store) B 2RARA
EE! & (private label) o2t F 7HA /MES 2 Mde

= B FF Aol sAskA e wE A& HH
4 @ W% 87 223 ged sHAnE S SPA B
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43S B8 AaFe 88 =9 F dth(Lee, 2015,
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2. &7 5||e(benefit sought)

7 &9 (benefit sought)ol&, AR|ASC] F#
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A A& th(Peter & Olson, 1987). AHA7}F AES T
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HAE A (store attributes) o], AU A7L w3
Agd o 83 JFE vXE I uHdY &
AEZ Ao Ak (Lee, 2013). Peter & Olson(1996)
of o8l HE &AL A4F % AMuj~ 2 § ok
g3 ALE TFSE WG FJrk NEoE ol H
oF gt} AW} WHE Z2 FulE 9% A AFE
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84 45 AFY &4, 99 9A F oS &
ol5o] ¥3Ht(Jang, 2009: Kim, 2007: Lee, 2008:

Shin, Pack, Oh, & Hu, 2013). ¥E £A4L& 4u|z}
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Olson, 1996). wl#2] olmA= I wi7gel thgh A
2 HE 2 AT & 9IS uAY, 7o A%
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cobEE AFel W ME

tistics 20.0 ZEIAE o] &3l A A8 A4S of M| gf - ot FEEe] HAE 24
AT AR AFEASE 543 28 Toll W& JEFE Gotr7] S A FARA
" SPABAE & - olgs Py 3 AEE Lot (hierarchical regression analysis)< A8tk

B7] Q18] MRS ARSI - obEE F78]
g, 249 SPAHIE & - ofgs HE £4 748 V. A1} 2 =9
Q, BAEZAESY AL dS #3]7] 98l Varimax
A3 AgAE o] 43 2914 (exploratory factor 1. ZAF CHAMRLS| OIREH|BHE EA
analysis) & A Fol 22%d ¥ N AAE
AN AT & - oFEE =2 Eo] FEW SPAH FEO AFEAA 540 g NE EAE A4
T freokes Hx &4 mAs 9% 2 o A, A¥UE AHEW 300 (1707, 77.6%) 7}
SPAEWE - ol58 H¥ &£Ao] HAE AT 7HE B vEE AAEAeH SEdaME it

{Table 1> Respondents’ Demographic Characteristics

Item N %

20's 26 11.9

Age 30's 170 776

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 100 457

. Profassion 48 219

Oceupation Business and management 56 255
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 o138
Gyeonggi-do 99 45.2
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{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 1.8
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;}fe;j&?;eg for 100,000-200,000 60 274
200,000-300,000 16 7.3

300,000 and over 7 3.2
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o yelhd 232 F53 8 F Utk wAE A &8 SHoA dXste= Aot Table 3).
A 2R AHY o& ArEe FuAd
(M=370, SD=.383)c] 7} el #&HE o= 3. 7 Ot=5 FTof &zt SPAERE
ety thgezs e 4F dagdel(M= - 0lsE M &Y, EUE S4E9
327, SD=489), el F3 B FFH(M=324, ROIEN

SD=.97), t& ofe]lE9 £2d(M=315, SD=1.01).
NE/RAE/FAAE(M=313, SD=.93) TV/FA/A

B/ARA /BT (M=298, SD=98), WF FLA (M= F-olEE FydY SAETY BEAS A
2.75, SD=.92) ¢ ¢2o 2 VElsT) 71 s 991 B&EF 50014, A 1014 &9

{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

Considering children’s opinions in purchasing the

shopping children’s clothing 301 9
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 2.91 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

- 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
.34
.81

- Like a famous brand

.88

2231
(54.27)

3.12

- Regard brand awareness

- Like showing up on famous brands

78

- Prefer famuos brand

Factor 3. Trend

.84
.79
.76
73

- Monitor the trend and purchases

.83

10.13
(64.40)

141

- Reference style of advertisements

- Trendy style

- New 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;693) .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
- I will recommend this brand to another 90

person
- I prefer this brand .88 3.82 76.34 .89
- I wil pay this brand if more expensive than 85

other brand
- I will repurchase this brand .83
o] dhue] 8Rlo g FEHHUL oF 76%<] AW 4, 7-0t=2 F=73|=0] 2EY SPA E:=
g2 27 Y& A0 Uy, mep F-OF=2 O Al M= 2Mof| 0/x|E
Ao A FAA BAE FATEE o5t

>~

143t T Table 6.

D - ob5% FFade] F2 SPA BAlE
ol A AE SAEE)A WAL 9%

fr - obgs FrslEe] 224 SPA BIE -
obes ME HACE) vlAE Gl sl Lo
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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%
Vidd .046
AR 051

(Table 8) Effect of Benefits Sought of Buying Children’s Clothing Lines of Global SPA Brands on Evaluation for Store

Attributes (Service)

Dependent variable

Store attributes(service)

Independent variable B t-value
Practicality 20 3.02%*
Benefits Sought Brand value 1 1.76
Trendy 20 2.91%*
F-value 2.63%*
R 069
AR 077
B Z2s F3dEe 319 29 5 FAA(B=.23, E7} EolAE A0 R § 4 FHTable 8).
p.001) 291 Fro] H(+)9] 9L mAE AeZ Y
Bl f - olsEE Fulste 2HAE f3AE F 3) ol FTa o] F2W SPA HIE
T84S F2Y SPAHAE § - obgi FFo) w frooks s o A AE AR
EE7h golAE A0 #4 Bk Table 7). A 2R
F - ob5E e F2Y SPA HAE # -
2) - obsE FTade] F24 SPA BAlE= ol @E ) PAs 9FS Lol 4
Tl Al AE &4 (Aul2z) el UIZ-t— 33 3§98 IS Wz F= AT eyt
. olERE Z=gdoe] ZEW SPA HAT & {Table 97
obg HE HA(MHI2)o WAE YIS Lol
Azt =7aE 379 29 F BAL 7px] Q9% 4) F - obsH ST de] F2 SPARUE
Aelek 48R (=20, pl01) 25 434 (=20, T oobsE Tl Al AE $40HA)
p(O R80] B(+)9] L HAE Ao ekt A e
& OlERS Tujals Anzil ALA T SEAS - okEsE FpEEe] 22 SPA HAE &
27842 SPA HAE § . olEE xu|xo wE ol HE &AM HAE 4TS FotE 2
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(Table 9y Effect of Benefits Sought of Buying Children’s Clothing Lines of Global SPA Brands on Evaluation for Store
Attributes (Store)

Dependent wariable Store attributes(store)
Independent variable B t-value

Practicality .10 1.39
Benefits Sought Brand value -.06 -.90
Trendy 12 1.66

F-value .99

Vidd -.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%

Vidd .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 635+
R 197
AR 179

4 FalEe 3o 29 F HIA= JHA 29dE YA FTLFE SPARAE F - olgs 71A 9
Aog A8 ((B=17, ploD) 23 F343(B=.19 BEETE FolAE 2o R dAH K Table 10).
ploD) &le] A(+)9 d&F2 vAE Aoz eyt

o f - obEEg ke AHAVF AEAS F
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{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 10.42%*
Store attributes Service 1 2.39..*
Store 14 2 70%*
Price 21 3.89%#*
F-value 13.917%**
R 394
s 376
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