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The Effects of Luxury Brand Marketing Mix on the Formation of Customer Equity

- Focusing on Luxury Brand’s Product Consumers in 20~40’s -

Yookyung Hwang'
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : This study identifies how the luxury brand marketing mix affects customer equity drivers and suggests intan-
gible equity management strategies so that companies can make long-term profits through luxury brands based on empir-
ical studies of Korean luxury consumers. The results of the study are as follows: First, this study classified the properties
that use 8 key factors (product integrity, heritage, exclusivity, premium image, environment and consumption experience,
premium price, luxury communication strategy, and brand signature). Second, it shows that product integrity and luxury
communication strategy have a positive effect on all customer equity drivers, that brand signature has a positive effect
on value equity and brand equity, and that premium price has a negative effect on relation equity. It is important to provide
products and services equipped with high quality and luxurious designs based on excellent craftsmanship in order to
establish brand equity and value equity. Brand identity needs to be maintained and unique brand signatures need to be
developed based on the long history of luxury brands against a traditional backdrop. A diversified communication strategy
improves brand recognition while playing a part in facilitating brand association and brand image. In order to improve rela-
tionship equity, actions such as a loyalty program to strengthen brand loyalty, need to be taken as well as measures to
maintain and enhance customer trust through a reasonable price strategy.
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Fig. 1 1995'd~2010'd Science Direct, Ebsco, Emerald
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Fig. 1. Luxury fashion brand marketing mix.
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Fig. 2. Research framework.
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Fig. 3. Customer lifetime value.

10he] 2RO PHHI SHRGL 11 BE, B
A=) Aojolmlx|ste] AR, Aol Baso] g Az

oF ofgel A3t FEO0 R 53 YAE 5= FriEIrh

HHexjh BREAARS BREAX e By, Hls
A, AR ApEAHC R A, Aaker(1991)2F Yun(2006)
o] AXE SAHFES nigoz (e oz FAES
H, 58 AE HxE =t

DR IS ZA3P] E ARERAE B3 A
1071e] EXE] BR= Follx 2d o] 7P HIell FHafgt
A=E 17 A3k 3 Rust et al.(2004)7} #A)8E 5228 vl
o2 A7 Bt BA Bals AlEe] Ha g, ol
T, A4 Bl Pl B4 His ) g5 54 Hal
TFuE A&zt she AY71HE aEisie] /e G
N7 E SA 8Tt 8 AH|REe] gl gk vo]
7} EA o] JA| 7] wE, AR Q1S B3 MEFAL
£ X8, dH|ZARE Bl AHRFEe] A 2d ouie]
g Eel tisix= 7198 dA WeE F vk HE dohy
A3, ket Iz REE Goly] fEiME 1d ode] F
jEE vlolE7F ety AAREJT. Wt 53 Halso)
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Table 1. Instruments of luxury brand marketing mix

Constructs Description Item References
Quality
Functional Kapferer (1997), Okonkwo (2007)
Product Integri 9 . ’ ’
roduct Integrity Craftsmanship Fionda & Moore (2009), Researcher
Innovative, Creative and Unique products
Heritage Luxury Heritage N Beverland (2004), Moore & Birtwistle (2004),
8 Brand History and/or Story Fionda & Moore (2009), Researcher
Limited Production
. Controlled ranges and location Nueno & Quelch (1998),
Exclusivity . 5 Dubois et al. (2001),
Rarity Okonkwo (2007), Researcher
Lead Time
Premium and Emotional appeal/inspirational 5 Okonkwo (2007), Chevalier & Mazzalovo (2008),
Inspirational Image Social meaning Keller (2009), Researcher
Globally Controlled Distribution
Environment and Experience Moore & Birtwistle (2005),
. Okonkwo (2007),
Luxury Consumption Store Atmosphere 5 Keller (2009)
Brand Experience Superior Service Researcher ’
Marketing
Mix Careful Management
High Price Dubois et al. (2001), Okonkwo (2007),
Premium Price Increasing price 6 Fionda & Moore (2009),
Consistent with positioning Keller (2009), Researcher
Celebrity Endorsement
Public Relation
) Beverland (2004),
Luxury SNS Marketing Moore & Birtwistle (2004),
Communication Event and Direct marketing 8 Okonkwo (2007),
Strategy Sponsorship Fionda & Moore (2009),
Researcher
PPL
Advertising
Brand values/DNA Nueno & Quelch (1998),
Tconic products Bruce & Kratz (2007),
Brand Signature R izable Stvle and Desi 5 Moore & Birtwistle (2005),
ecognizable Style an: esign Kapferer (2008),
Distinct Identity Researcher
Total 52
A, 22 (SEMYS AAlsksiTt. gl dutaew ydtEe] R E e IS ¢
T AT} v R ZARN YRS 98 S FavIet 7F
4. orZat =9 = AAle] FrUe AR, A9 o FAvE 501003
 mgke] 1059 (35%), 100~1505+ w|wto] 947 (31.3%)C 2
4.1, AFide| ATFSAN §Y ExHen, 9 715 Ao UL 600~9007H v
A o wto] 12278 (40.7%)22 7P Bhom, 900~12009+] m]gto]

2 AT AR QIFEAIA B4
I 2ok AA, PHI AERFY] 3G ool 16878 (56%),
FAdol 1329 (44%)°1 5L, 20t 10078 (33.3%), 30t] 1009
(33.3%), 40t 10078 (33.3%)°I 21, & 14078 (46.7%), 7|
£ 159(53.0%)22 HlwA 2T FIxE AT =A, S
S0 AS ko] 21398 (71.0%) 2.8 7 @9k, thst
A A L =¢o] 53H(17.7%) .2 1 F 2 Sl o], A}

73 (243%)0.2 A BAe ZAPRIES] AESF] A

o7 45 XS Ho|W Utk

=

42 BME| H2lEo| NZHXIMEE
2Hp dEeabdsh H2 2d o] pulig ExeE] Hils
£ FolHlEol 818Q7%) R 71 wWeker, 297 Zejr}



gie] el opg Bleo) 2§40 PR §5 - 20400 4] B AFE LS FHOE - 10

5278(17.3%), 397F A 478 (15.7%), 4917 wwE 349
(113%), 5997F Apdl 227(7.3%), 6917F ok=rl 219 (7%),
oEu2 1378 (4.3%), 7=l 113 4%), HT] 1178 (3.7%),
BT 7TH Q3% E UETE B4 Bz a1t
222 glofelz] 98l Rust et al (20047} AA S 4L Er)
2 3RS A3 A 508E~1502 mRke] 53.0%E
FtE ol AABAL AN oH, o2 508k oSkt
273%E ARSI, 2509k o]do] 8.4% H: RISl
AATE.

43, SYSTol T el Y

B AToE S8 EE ARARE SAR o, A7E

2 g e AR 19 BAE RS, o1 9
KR

K
sH

= i

SPSS 18.03 AMOS 7.0 o83l Fxg2] #4974

Table 2. Validity and reliability test for Structural Equation Model

AHg-8H T Ao :[Lzm'xé” 23L& 2 (two-step
approach)— H v‘f‘* < AA)gKGerbing & Anderson, 1988).
e SEREE AR, e SARY o]2ngdd 2

st B_?_—'% HEE Al Fsted 17 82184 (CFAXS

He AN o AAHel AR fede ST 12
3o18 291N} 28 o] 2R FHHeIM Yl 4G

Constructs Ttem Estimate C.R. (t-value) AVE CR (Convergent reliability) Cronbach’s o
Productl 0.791 a
Product2 0.748 13.961%**
Product3 0.798 15.076%**
Product 0.586 0.724 0713
Integrity Product4 0.755 14,114
Product5 0.814 15.465%**
Product9 0.681 12.372%%*
Heritagel 0.716 a
Heritage2 0.723 11.872%**
Heritage Heritage3 0.82 13.303*** 0.558 0.721 0.711
Heritage4 0.805 11.929%**
Heritage5 0.728 11.908***
Exclusivity 1 0.762 a
Exclusivity2 0.701 14.246%**
Exclusivity3 0.695 13.383%%**
.. ETTY
Luxury Exclusivity4 0.701 13.158
brand Exclusivity5 0.741 12.484%***
marketing . Exclusivity6 0.775 13.128%**
mix Exclusivity o 0.547 0.703 0.7
Exclusivity7 0.753 12.871%**
Exclusivity8 0.781 13.371%%*
Exclusivity9 0.794 14.255%**
Exclusivity10 0.722 13.654***
Exclusivity11 0.758 14.563***
Exclusivity12 0.683 12.902%**
i Pre-Price 1 0.823 a
Premium 0.631 0.734 0.721
price Pre- Price 2 0.764 14.485%**
Communication]l 0.773 a
Luxury Communication3 0.769 12.527%%% 0.556 0.734 0.713
communication
Communication8 0.692 11.332%%*
Signature 1 0.751 a
. Signature 2 0.751 12.386%**
Brand Signature . 0.547 0.722 0.719
Signature 3 0.712 11.707%**
Signature 4 0.7838 13.173%%**

*x¥p< 001
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Table 2. Validity and reliability test for Structural Equation Model(continued)

Reasonable Rea-price | 0.942 : 0.675 0.715 0.711
price Rea-price 2 0.68 10.073***
Quality1 0.828 a
Quality2 0.757 14.39% %%
Product & Quality3 0.717 13.376%*%* 0.621 0709 0.705
service quality Quality4 0.674 12,372
Quality5 0.601 10.751%%*
g;ll‘:; Quality6 0.689 12.701 %%+
Social valuel 0.729 a
Social value2 0.711 13.987%%*
) Social value3 0.741 12.08%**
SV‘;;‘;] Social values 0.763 124455 0.59 0.762 0.748
Social value5 0.654 10.731%%*
Social value6 0.774 12.596%**
Social value7 0.731 11.855%%*
Brand equity4 0.687 a
Brand equity5 0.778 12.41%%*
Brand equity8 0.712 11.442%%*
Brand equity10 0.777 12.343%%*
. Brand equity6 0.753 14.023***
Brand Equity . 0.55 0.715 0.703
Brand equity7 0.809 14.727***
Brand equity9 0.687 12.0627%%*
Brand equity1 0.455 13.702%**
Brand equity2 0.69 8.182%**
Brand equity3 0.73 7.575% k%
Relationship 1 0.797 a
Relationship 2 0.748 14.199%**
Relationship 7 0.797 15.299***
Relationship 8 0.768 14.693***
. . . Relationship 9 0.758 14.332%**
Relationship Equity . . 0.556 0.787 0.775
Relationship 3 0.814 15.719%**
Relationship 4 0.759 14.023***
Relationship 5 0.728 13.702%**
Relationship 10 0.662 12.157%%*
Relationship 6 0.597 10.774%**
X~ = 342.134 (df = 172, p = .000), GFI = .940, AGFI = .927, NFI = 914, CFI = .955, RMR=.036
k%< 001
4817 (Environment and consumption experience) 2219 I ol gt Axtz 2RI AFE AFE ¢ =342.134(df =
e} (discriminant validity) 291 A3} AVES] Als2e] 0.7 172, p=.000), GFI=.940, AGFI=.927, NFI=.914, CFI=

[e3

174e] 71%X](Fornell & Lacker, 1981)2 FEA171A] £3) 3
JAE 74l NS ztol7t wlulgk Ao = vebEtt. wet
J Zu]g o]u]|X|(Premium image), "}73¥7 (Environment
and consumption experience)2.%19] 3 F A Wl A4
S WFsA] Xoke £3E & FHEAE S Adlske &4
< ALt YA FEES 847 (Exclusivity) 7l
shte] HlrR [o] SA43ATE Table 2= %14 &
B3 ALE e W vrx] EEE Y dTE

>~\-_a0

o o

!

Mromo
& >
o Y

ro

955, RMR=.0362Z Hu and Bentler(1999)7} A|AIgt A3 7]
ol AZ T5TRReE 7220 Z 02 et

=g FHEPFE (convergent validityyd52S ¢8| Ha
EFFZ(AVE: average variance extracted), CR(construct
reliability), £1&AF2] froldS EISHATE. AVE 34 A
Zo=F 0.55~0.67A1= 71FA] 0501402 ko= £8-
ket 1 Ao E eI TH(Fornell & Lacker, 1981). 7+
AL AZ|=(CR) =S 7153 0.7(Fornell & Lacker, 1981)
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Fig. 4. Results of Structural Equation Model.

S A3lshs 520 0.709~0.7872 UER} FAL21Ee He
EF=rE SRENSES & vk B3 SR AFE A
52 93] 291%™ Cronbach's o 2 AHE A3} 0.70~0.775
Ale]Z Bagozzi and Yi(1988)7} AIAISH 715](0.70)2.0F =2
ug q]x% ol;q./do] _‘6‘)—0]5]041;]_

el (dlscrlmmant validity)S 1st7] 3l Al
AVE## 7 W7 A8 Ak Blast A3 2% AVE
kel A 14]*7 YR A UEREOH, AVES] Alg
o] 0.7(Fornell & Lacker, 198102 ZAH4 7F -’4":“5]-
3/do] A

4.4, B8o| EfetM l JMZAZ= Ha}

B AFer AFEFeM AT 7P S Zj%%} 1 93l &
A F2EAE B B At REES e,
TzRYY AYLE AT A, o = 987.000 (df=569,
p=000), GFI=964, AGFI=947, NFI= .925, CFI=948, RMR
=0.128.% UER} Bagozzi and Yi(1988)7) AAshs A=
7S HAR A we] AR AS5Z2 Fig 490
AN mHo] HnkHo g Agel Z1o0 7 wsiFr),

A JPdel ek AFQ HS AFE A EH, Table 3
I 2ok M 19] AEE SlE PME HAs vy kst
TR ARASE AT EA AF 54 AP =396,
t=4510"), Pz AFVAA Xﬁak(ﬁf 843, t=7318"), B
W= AlUA AHB =25, t=3.698 ) 7IxIARIe] S =9
QS mxER 7M1, 7HA1-5, 7HA -6 AAEYT &
AFe] 4 e, Mg ARUACIA Zd%k, HA= A2y
A Al et AR &5 TRIARI] 2 102 e
Wk SR PRl A= B=.012, t= 244) san A

3 Brand _,—-"_‘
Signature
e: 7 Model Fit : y2= 987.000 , df=569, p=.000, GFI=.964, AGFI=.947,

NFI=.925, CFI=.948, RMR=0.128

L3 Customer
R Equity
.

—> Supported
- =-> Not Supported

(B=.005, t=.062), 7| 7FAHFP=-109, t=-1414)>
TRIAR ) folet G mRA] ke AoE vEeRt 7M1

2, 7Fd 13, 7HE 14 7124k webA AgR1gAS v
o7 3 53 AFY T, YRRl SIS Bt An
el Hrl o3 RAMES Eoled ol FEFS njxE

2, B B=e} xpHslEE 5Eslal 553 AlF A2 Al
Lo} gk ZlolW, AF A FPA = Mg B 179

5L olojrks EdEE ukdd AES Ao :
B3 vt ARuACId &5 gME] BAE 1§ Al
UXE 7xe vHIES M Bal=e] Akl 7Rt

3t S HAERE AT LHRte] JQIA, AREA 71|
2pgslE ARUAlA kg Mg Hils
o] ofoldlEEIE FAT & e AES 2T TRl
Nte] Fasict.

71 29 A=L Qs gAE] B vAE "xel Hals
Apdate] ARATE AWEA AF 74 AP =386, t=
5.1057), BM2 AFIA A HA2kp=818 t=7.756"), B
= AU A =286, t=4913")2 HA=AP] A
ol Qe mREZE 7}d2-1, 7HA2-5, 7HA2-62 AAH AT
e S2lElR] AP =-.006, -.147), 844 AZHB=-.052,
-697), Z2n| 7HEHER =-12, -1.663)= BM=A]
ot JFE MR = 7&_% L}EM 7 222, 7H 243,
7H 2-4= 71T e FE, s ARryAlelA
T a1 i, EF HAsehk= xktgﬁ}%‘ e _H_aL
o] AlaYAE BalEe] Q1X], 4, ojnlx] e fole
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Table 3. Result of testing hypotheses

No. Hypotheses Standard Coefficients C.R. (t-value) Results
H1-1 Product Integrity — Value Equity 0.396 4.51%* Supported
H1-2 Heritage — Value Equity 0.012 0.244 Not Supported
H1-3 Exclusivity — Value Equity 0.005 0.062 Not Supported
H1-4 Premium price — Value Equity -0.109 -1.414 Not Supported
H1-5 Luxury communication — Value Equity 0.843 7.318** Supported
H1-6 Brand Signature — Value Equity 0.25 3.698** Supported
H2-1 Product Integrity — Brand Equity 0.386 5.105%* Supported
H2-2 Heritage — Brand Equity -0.006 -0.147 Not Supported
H2-3 Exclusivity — Brand Equity -0.052 -0.697 Not Supported
H2-4 Premium price — Brand Equity -0.12 -1.663 Not Supported
H2-5 Luxury communication — Brand Equity 0.818 7.756** Supported
H2-6 Brand Signature — Brand Equity 0.286 4.913** Supported
H3-1 Product Integrity — Relationship Equity 0.429 4.971** Supported
H3-2 Heritage — Relationship Equity 0.013 0.279 Not Supported
H3-3 Exclusivity — Relationship Equity -0.091 -1.067 Not Supported
H3-4 Premium price — Relationship Equity -0.185 -2.256%* Not Supported (-)
H3-5 Luxury communication — Relationship Equity 0918 7.747%* Supported
H3-6 Brand Signature — Relationship Equity 0.084 1.329 Not Supported
H4 Value Equity — Customer Equity 0.176 0.952 Not Supported
H5 Brand Equity — Customer Equity -0.178 -1.203 Not Supported
H6 Relationship Equity — Customer Equity 0.149 1.32 Not Supported

*p<.01

) & SAlsl AL I GAeln UL B mrke Fsh 24elor @ Roln, AR 4 AESY 44D

] 2 el Aet aFsliof sfok shH, &l 27t Besitta & 5
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