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Abstract

In this complex marketing world, marketers find themselves having to grapple with difficult issues about
branding and their brand management. In many cases, a deeper understanding of how consumers feel,
think, and act could provide valuable guidance to address these brand-management challenges. The
objective of this study is to conceptualize and test the framework of building fashion brand equity, utilizing
Keller's CBBE Model as a theoretical framework and Kim and Lim's (2002) scale as a measurement
model of fashion brand equity. We conducted a survey toward 696 university students using Kim and
Lim's fashion brand equity scale. To test the hypothesized building paths of fashion brand equity, statistical
analyses were performed with AMOS 4.1 program using confirmatory factor analysis and structural
equation model. The results of this study were as follows. First, fashion brand equity was defined in terms
of six components; customer-brand resonance, customer feeling, customer judgment, brand imagery, brand
performance and brand awareness. Fashion brand equity was multi-dimensional brand attitude, which
could be measured by 16 items. Consequently, Kim and Lim's scale acquired a statistical validity. Second,
the proposed conceptual framework of this study was partially significant, We can provide an effectiveness
of Keller's CBBE model to conceptualize the building process of fashion brand equity. Third, it was
different between two brands to build fashion brand equity.

Key words: Customer-brand resonance, Customer feeling, Customer judgment, Brand imagery, Brand
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(Keller, 1993). 3}A| % ©]& 7} 4M|X7F BEHE t} Keller= 37747]% BEHE AR Halz )4
E A&doz Fuid AL AAZ 2 Z(Schultz, (knowledge)| A B fEli st ol2lst B E 2}

2000) A= o] Bz 7tx]E RAsts A
7199 @714, 714 Aake] ddolga B £ 3l
th 2gohy 27 9] XA B =e] 7HXE2 o
27 F45E AU EE 19 222 A 27
E nle oA FAEE 2a=d g gz di
o] 7zl g@EAdelA H|ZHE T (Dyson et al,
1996) B3 YA T 12 HA= 24k st 7id
o Aoy 484 2w FAAA N gsiMe of
A= RH o]2o] v]F3it). o] e FA F
Aol oj=@A AN FEE X7 BA=g
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A W ER 7 E ARA S5 olsE AR
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849 AN HAAF ASAH2002)=  Keller
(2001)¢] CBBE Model2 ©|&3 7122 & A5d+
£ 9 SABRAE At 23 A= g sfwsi.
e B d3e Afjdfely siadE JEE o4
3to] HABA=e RS e X zbe| 7]k
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84 E7b) BATZS) &3 oj50) HPAE Riko
2 FAH= A9 g 23 s ol APt
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v e AAE AAsach

ojoll th§t F2:97(Chaudhuri and Holbrook, 2001)
oMz HAz M FAAA Y 72+ A0S Alead)
(chain of effec)® A™3l Utk 2¥ Morgan &
Hunt(1994)2] #AvAHo| 84 7|28 BEde x4t
oA Hilx A} Blle 4y, Bl 2407 &
£ v/ ol w3 HAF 2AANE e AAlE
Htk AEEH Gl His e AEE Hds
ZRke] deiae 988 3 9oy 53 Hils
AL Hg7 7R A BAE, 284 79}
e HA44 A8 ety R

T2WAY RES S8 His ikl 434
ol 23 Yoo et al.(2000) ¥742] Hl= R4tk
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2dE F 7HA] EHolA e Y. AAE Bde
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2. CBBE (Customer Based Brand Equity) Model
Keller(2001)s 783 Bl Aare 3L&317) 9
T NES 534 42U S22 CBBE(Customer-Based
Brand Equity) Model2 #A1¢Hst31t}. CBBE Modelol A
BAE 2pake 274 9) 2 zbol| A ) S A (steps)yE A A
FAE AA dAE o] HR=9 HAY L g
YalA sHe BA= Qe g0, F HAlE Hills
9] 71549 A #HE A4 By 4o n
olp]x| 9} B ANE Fd o)A HFs B
= oJulE Fxdh= dAolth Al |X DA 7149
AR &5 3] el vhg-g o] Fo] vie Ze
2,0l IS |44 udy g4 H wgow 7
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2HEt) HEAQ o A DA YL vt F
3 BAE A FHFoRN HAse} 3471
el FHEE 7 g BRe AAkg =3
Al €t} o]2]3k CBBE Model®] ¥] gAle Ba= 3
A4, Bds A%, Bis oux|, AR 2747
A, 24-Bhc g 71X HAE= ¥4 94
(brand—building block)2 -4 ¥]o] gt}

1) EME $1X{4(Brand Salience)

B HAAGL BAc ¢lag AAH e, Bds
Q40] FEHATHE AL HAl=s} AR s AE T
T AHA YRS o] 3413 ofslsln 3o,
g B o]Bd A Fe| g4s A4k AL
sy, T3 W& gnjdMe 2= g 27
9] 847} EEEE AEo) trlEf e A 2
o] Filza Ydrks AL Yns)z dig B
Q1a)9] £ 7iA] WAL Zolol Eog HAte
A H 2437 (top of mindy E ook & W ojjz}
Z3-8t 1= -8(mind share) g Frs)of v}, upeta
Bd= A4 2= HE R (category identifica-
tion)#} 82 (need satisfied)?] F 72 24 A}

2) 2= M=(Brand Performance)

o] 7pet KW= 2ATE YAsle Lg-H
= 35l mEd] s BElEs 450 AE
o ¥k 7t & FFAZE & Slojo} stnE By
T Bd= At s HAH el 7153
Bi=gse 43 WY oefsAw dutdez
‘T8 EX(primary characteristics & supplementary
features), A& 2[4 (product reliability, durability &
servicea-bility), AH]x~ A-BAJ(service effectiveness,
efficiency & empathy), TIA<¢](style & design), 7F4
(Pricey 2.2 FH-E $ 9on ol 93] BP=e
pdsl & 4 9l

3) E@H= O|0|X|(Brand Imagery)

AES AR BRES oA o] 4 A
23, 2183 &F(need)E AUAL 2E81A H= &
Ho|t}h A&7} o]B) A (user profiles), Tl 9} AR&AFS
(purchase & usage situations), 704 3} 7}3] (personality
& values), BT HE5} 74 ¥ (history, heritage &
experiences)? HHEE AL T3 7HHolx EHE
EJ = ojujx g A3}



68

BH=OIR5| |

Vol. 28 No. 2, 2004

4) TI24EEL (Consumer Judgments)

22 B B Al ojux|el g A&
7|28 sle] el YA e NUH A} oA
& ¢julgith, H3(quality), 2124 (credibility), &
A E < (consideration), %914 (superiority)2] #ES
Ee 2 Byl=g g8 Hysd vg) fd8ka 4

g L8 2hpdte Aol

5) 1242+ (Consumer Feelings)

Ao Bl e tigk AA 4 vkgo = 7|9
9] uiAly ZEae Hal=ol BEsle] ojujgt 7
A& ogA Er)AE AME AAsA ) B
= &3 gy 48 A4 R4L warmth, fun,
excitement, security, AF8]% 4%](social approval), 2}

7] &% (self-respect)®] 6712 & 24 @t}

6) T2~ = ZE(Consumer-Brand Resonance)

af-Hds Fyg& o] BAEe fysie X
UA Ee A4 ZolR ole HHE B33 4Ye
Hye 2457 A" @A o)th(Chaudhuri, 1999).
I-Be $9E 8 F 2 34 E (behavioral loyalty),
)22 o 2Hattitudinal attachment), FEAH =7
(sense of community), 32 2] (active engagement)
o ) 7h4] HlEE 249 4= gl

%9} ‘branding ladder’]l CBBE model®] o]
gAle g /22 HAE Ate] 34 Yl
27-BE e g49rvhe A& Bd=E YRy}
FA A oM A FEor dddte A
& 7122 ¥}, olyd Asle AR} FAH| L
HI 7 RpgleA] A olLL BAMAQD FA
ARE UAsH, RV e e oHE
449 F7he B dthe A dsiME LA
E 4 sltK(Chattopadhyay and Alba, 1988). CBBE
Model& £8] A BH = 24te] 4442 /Hds)
gt HEgsl o]&4 FaE VX vk 24
oAl 7] FAHAAE & HHBYE A4te] PR
A7 8 4 olen, 13 mde] v Jix] HAGA =
A|NAM A, th 8 Bo] o] 9laty Ego=
Aol ol o], HP= Aite] PAHE AHE
EasiARdRE H9E & QA Sk =F Aaker
(1991, 1996)8} B = A} 7delMe Zhatelo] 81
H A7 a4Vt HiE onx|e} Ealgoas
e UA ] 4G s AEY F A ¥
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ol AR Helxz 48 H &gel Z2HE WA
AEE] B AR NN 88 S Stk =T
BEd= A3} BAE on|Ag nAwDF 24z
Ao AydAR sHgst glof, BEd=e] E8F 7}
A7y 2 A F AR oldHE A S gAY
£ A drhe A% o] 2de 448 HaFETh
spAeto 2 HAl=s} 32 7o) 71U P54 @A)
£ Zzsle 24-HA= 399 dACME B
E 3%, U5, A3, Zdvd 74 S BAE At
8 HFHolA B Yoz T AYY
AE & AFs Atk

=
=

L 74y % f7dy

1L ATREN % A7y

E A3 234 CBBE Modele] 7]&xsle] B3
E it YAARE MEEa ol AFHLE
2338 gle Aotk 1) HAHAE Ak et

a4 Hrie A, d542002)8 APATLE
&) dE J=E ol g3 FAE AFEAR
= A, AAAd7 @A, d54, 2002) A= et
FAE AFs, EA, Bi= 4 FALAL 749
1k AAE FRUA Y olgst] AEs)
I, AR QINE ARE B AR 34 ARS B
de @ v E 9 Avi

F2UA 2 7oA AL (latent variables, &
FA 8 ) BZRe] Q3B AlE tS3 2] 7HY e
otk ride] A =8 A3 1Ae BEHEE 14
A =lu 8 Bz Bk 53 ol Al gt
AZ+2 GA5A Bt on o]HE BEAHE Q1Y)
HFolm)A], BAHE 5ol et 2u|zre] Ide] &
Haa soFoln E53 FHHEE 7|HL v
A ol o EAT 4 JoBZ o] Arix] ¥
FEL HAE 24ke] 94 A (exogenous) FAHES

|

Rlals]

<8 1> o7y



THAE B XIAO] SRS &8 251 JHF2 Hel

CE Mo 69

2 718 olEs gAY Hx ¥4 & 248
xx—']ﬂ H%E‘: Al st YL B3 A2 el
T3 215 BT onjAe
d AL a7 o] A st}
o] B X E A7
I BdEs A% 74
FEAAE FHE & Ak oy A ¥
A7 23 I4-BR= FHE 799 aAH
g A a4e] AzteA BAE ko2 il H
Aoz o]F fAH (endogenous) A BIF
2 713 o1& o7l ZAPESE] sk 233
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£ dFolME Bds 24t Hokel dBAdL #A
Ned 9752 6% o}%il, A
Al P g Eg A7y
o= 44 ﬁ}ﬁr/}. Ll %E’I‘YS ° K—BPI(Korea-Brancl
Power Index) H7}ol|A] 71& o] FHE Balxe it
190 ‘Bae pol SHAAEA(HArAE)S Bl
= grtelA 192 MR BRe o2 AAIYT
AFATe A, I5212002)8] HEE o] &5
ZAHA=EE SRy} 79 HAE JEF A8
W= A4HE HAsA sk A BEAlzAME 20019
11¥ 5456 1097H] A &4 67) tighE 4
1347, A&l 1799, A7 679, o] 1307
A 1129, olgtAAt) 134%)2] Gt ey 696“3
(AR} 65.9%, FA33.2%) Al A& = ok,
3.9 24

A4S W37l A% 24
]3‘;_-_ FZHA A B3 Es
Ry FEREYg o
BAS AMOS 4.1 X

I

1) &8 2El(measurement model)

B = 2pite] B L 9e)7] A% 2
B2 oA, BA= Atk 45 9% S
T(indicator)E 2] FUR-L 3} A HFE o 3 +
B 2 EEAE S YESE 2P RYL 855

g >

oX,
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89184 (confirmatory factor analysis)S- %8 25¢
thAnderson and Gerbing, 1988), whelA] Z&) A, o4
ZH2002)8] HABRR = A4k A o) it 4R 8
B AE5e, o84 1A o) AAE S
Eo] BAULo o8 elgeiA FAEHI 9o &
3k o]g 2Ry H3rg FAKOR 288 £
A A E AESe Aol B854 agl &
M A3, 4EE AR AFES AR 8o 2FH
o2 o7 FANGFR P PP 5go] A
HArk FREE ] 2y AHRLE A4 W 34 A
A8 dake <H 153 2

Vh BEW= 8 B4 ARE v B His p
o] 2R ndo] ek = A4 a good fit overall
((*=392.8, d.£.=86), CFl(comparative fit index)=0.955,
RMSEA(root mean square of approximation)=0.072,
PNFI(parsimony-adjusted normed fit index)=0.676,
AIC(Akaike information criterion)=492.8% 243 0.
2 87 3 Ve it 167 BT E
2 E-ri}ﬂ SAHAA R ¢ g KT 32
(p<.00)E 23393, 67 AW st 412
5 A% (coefficient o) .90~.662] WL Yooz
‘HA= po gk 2R 2D Jsivta & 4 o
‘HAls Gl ek HP= A<4¢E a good fit overall
(c2=576‘9, d.f.=86), CF1=0.919, RMSEA=0.091, PNFI
=0.646, AIC=676.9 ©| 3 =3 DAHPE2] 393 )
el 3l t 3he BE 32(p<.00)E 236191, 671
ZAAHE SOl ek A2 A (coefficient o)E .87~

6 W9l glenz HA= Gof g 2Ry =
& At
£3) 2 rde] shdeldad e AR FEd 23

AEE 7 Al e Ha ‘?‘E_EJ( VE ;average
variance extracted)o] z} ZAH471o] ol Ab4 (DL
the squared correlation) Bt} & o] ¥43] #&dc)
3 81 th(Maxham & Netemeyer, 2002). WehA <3
153 <& 25904 Roz]Ro] zt Zayse] whgh
AVE7} A,z AdATe] A3t 2B
el o dg 7S 2EA72 At

2) Fxow
ZRYA = FRUH S A3l R A
i-4 BE F5A "ok B e Jise
A Z(maximum likelihood)E £-3) 2+ A &2] 3| AA L
& AE3H e o] 7 <& 39 A|A Ho) Tk
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Azd zredd g AgeE ¢’=771.56, df=
180, GFI=0.935, CFI=0.954, RMSEA=0.049, AIC=
955.562 e} o] FRYANL AP JFEL
FA7) 2 ot FREDY g3 AFze FA s
59 H9HAFRHS T3 BePEd, YRAHEFY
AR AN (83%, 75%) LARL(81%, 89
%), LA-BA= FH (36%, 63%)2% & 7+2UF
2l gdo] dig A)4d-& KA jch. wetx CBBE
Modelg 7122 /1A E 758 <19 1> A8
A zpake] YAAH o2 8T 4 ok

<X 3>2 7 E AR HUS=FHA % H
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2o i 7Hd-e A= 2EstE SAATE 2 AR Bt AA-BAE FHoEA] dFHY &
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