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The importance of brand strategy becomes
larger in business environment of 21C. Strong
global competition and consuming culture which
changes rapidly and matures are requiring ‘a
new marketing, and then the value of brand
as an intangible asset is higher. This study
researched as the succeeding study of a model
of criteria for classifying fashion brands from
the viewpoint of fashion business practice.
The purpose of this study was to find out
criteria for classifying fashion brand from the
consumer point of view compare with the
viewpoint of fashion business practice in order
to develop strategy of fashion brands and to
manage brand effectively and systematically,
and to suggest theoretical frame for application
of these criteria.

Survey was used as a research method.
Data of 422 age of 20-30 women living in
and near Seoul who interested in fashion
brand. Based on 37 classification criteria
which are extracted in the preceding study,
questionnaires was developed to rank the relative
importance of factors considered in buying
fashion brand products. And we appended
inquiries about demographical characteristics
such as age, occupation, monthly income, mon-
thly clothes expenses and a place of resi-
dence. SPSS package and LISREL program
were used to analyze data. Factor analysis,
one-way ANOVA, multiple response analysis,
correlation analysis, and structure equation
model analysis were applied.

The results of this study were as follows
. First, factor analysis considering 37 clas-
sification criteria identified 8 factors as clas-
sification criteria by consumer. They were the
level of brand form, the level of product
concept, the level of management item, the

level of brand sales ability, the level of
customer management, the level of brand
advertizing and awareness, the level of brand
value, and added classification criteria the
level of product lead ability compare with the
viewpoint of fashion business practice.

Second, the result of analysis rank the
relative importance of criteria factors for
classifying fashion brands and correlation
between each criteria, consumer considered
the brand classification more important in the
level of the customer management. On the
other hand, they considered less important in
the level of brand value and the level of
brand sales ability, because it became strong
their subjectivity in propensity to buy. All of
8 criteria were correlated to each other except
between the level of brand sales ability and
the level of customer management, the level
of product concept.

Third, the effective method to classify
fashion brands was proposed by establishing
the model of the relationship among rank the
relative importance of each criteria factor and
by proving it by the structure equation model
analysis. The two types of the courses to
classify fashion brand were shown.

In this study, from a consumer’s point of
view we suggested a theoretical framework
describing which criteria would be selected to
classify and utilize fashion brand market.
Comparing this study with other study focu-
sing on a fashion brand practician’s point of
view, this model can be used to select the
most efficient classification criteria and clas-
sify them hierarchically instead of selecting
only one among some factors that complex
and interactional and classifying.
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