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Abstract

The purpose of this study were to examine the effect of fashion brand personality on the consumer's
brand loyalty and to investigate the role of brand identification as mediator. The questionnaire data from
218 women who had purchase experience of fashion luxury brands were collected . Factor analysis and
multiple regression analysis were used in data analysis. The results of this study were as follows. First, the
consumer's fashion brand personality was composed of eight factors; Status-oriented, appearance- oriented,
trend-oriented, leisure-oriented, physical activity-oriented, self achievement-oriented, fun-oriented and
relation-oriented factor. Second, brand identification had significantly influence on brand loyalty. Third,
fashion brand personality significantly influenced on brand loyalty and brand identification. Especially, the
status-oriented, appearance-oriented, trend-oriented and self achievement-oriented fashion brand personality
was proved to have a crucial role in brand identification and brand loyalty. Fourth, the status-oriented,
appearance- oriented, trend-oriented and self achievement-oriented fashion brand personality had both
direct and indirect effects on brand loyalty mediated by brand identification.
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7V7he BEEo] A2 ATk Aaker(1996)9}F Keller
(1998y= 4H| ol Hal=rt AYe 2443, 217

B, A 715 FaNe Axda Ao 5,

HAEE GEd 2u) Rl ohlg awlAslel
713 @A) BYL B3 2uRe) o Sol AR
A& AT OB (15, 2003), LMIAEL
HAES A7) AAE tehle 4HoE A4sy,
Az BAE A3 9E HEVRA BA=E A7}

sHAl = XAt (Fournier, 1998).

HAANFLE A7) A, 27 9, B 59 o
FAE HEg AN RA AT Fo S, B9
A, 2006, BAZE, 2004; ¥R 2005), LH)AES
A7)o|mR 9 A= HABA =S 4n]ste] 217
X8 875 FENF =N HYH wEe I3}
Sh= 73] Zshr) Wil RS A BA=
o] A ouy olpiR e $83 2ojaA 291 F &
tolth, old gk B el B of, 2 e At o] F
OIAZ = BAE w2z E) (brand personality):= 4
H]2boF HA =710 A7) 4 el AA P 88 9T

ki3

A A} Ao #8351
2000). 3] HaAl=9) ojujZ
&S nAEN & 5 dne z
#2d Bde HadgE e =}
E9] M3 (preference)E ¥o)2, AF&(usage)S Z7}
Al7IM, 2394 F-HZ (emotional ties)S o], Al
H(trust)E ¥ AHH R FAE(oyalty)S =
o)Al 'tk (Fournier, 1998; Sirgy, 1982).
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= A71EEY S ol A7gozM, HeE §
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3] - BAFA A9 58 T AFEAHY A4 2. i{MBEE HAYE|E]

3 &%, F4, A7 58 JEle FelZ2ed s n

=5 A, A Tl A7HH B4 HSE E3s) AR ELS BTt T FER] o] g3 At
o, o]l &k RI7H EAL 5531, X &Foln, A4 Boe 243 A wgapa Fa oA A
AFot Bf BA ool 2pEEE 98)A o8 E-43) FEL e 1o ZYAEOE, 2[R Y B
= Zo] a3 o|th(Aaker, 1997). Plummer(1985)= 2 AL 7NF o2 Yeld 4 e A E AL 7t
A= HAAEE= Bl = Uig & - 7P 3 Q) [ A glonz o AL v FAsa xpEst
o3l FAEH, 2uApe] FejAAA A A B B gABds gy s BUE A 23
o] WS ARE 4 e AP g2l g B olg} & & Utk EF AHENE FHA2dHEHE Al
ZE kR 2R19] AQAS QlEa AFEE st B AR AnztEe] 7 ojuAE F o FAHFHL

CREEE:

& Yol 3T Aaker(1997)= B
8L &3] 9% AAT AAjl
we} 9 QIE-AS v Ee F3A] diH e H 451y
£29% A3} Sincerity, Excitement, Competence, Sophisti-
cation, Ruggedness®] 52H1¢] Balx w2dz|g] Ax
(Brand Personality Scale: BPS)E /2391, ol&
Atghe] HAdEE #y ol Bds H 2l
= 2T FAH EX(traits)o] 7] & w3 7}
Hgo= dwtsird 4= lde el g 8t
ATHETFA, 2o}, 2002). dutHoZ A= FH
LB} ol A3 = I+ FCB Grid 24 9]
HAR T /A A PRl e
AE FEE BA= p2dalE Ade drsignh
77, 84 (200012 FCB Griddol EA3+e 16
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A, 2 A H55, 858, Ak, oA
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F9F(2002)x FCB Grid 29& ®t} AE3ls}
Taylor(1999)7F A ¢tk o143, o, 3, &7, Alg],
Zzte 6 FEE N1FoE AT KFL Vol
Aaker(1997)5 H|E35 AMPAFE9] Hal=s HAay
ZE Hxo} &n|xe 27 F2E JEES uigo
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2 A2 7bEA & § e FollA A8 B
de FA TES A8 Fasita & 5 Uk
&3 fA49, 2004). HAEHNE= HA2HEl] A3
APAT= AAAFE YoM o]Fo2]7] Rrhe FCB
Grid Wol A Zad, ZAAE 74, A7), 224 94
o AFHE AFo2 EFH AU A7
(2000)2 FCB Grid 29 o] w}} 16709 BA=E 2
Al @3 BHAs W2 Y-S FeoplEe
A =E 53], Aaker(1997)8] B = HAYUE =
127) &3 d=relel =i3A 7k o) e 88
3t Bels ml2dey 238 9k 2 2% E
A, A7y, A AEE Y 1R H2EE &
Ho] EATI, £, &3 A9} 7R TS w5}
= Ayolgle HadeE A4S LAY 1E
BdE wadjele] Aol AF FFol ot o
g fFEoE FEEHIE I, . A
A gl &3l WAAFY A B olgE A EE
33 a9lo] AMRle) FalErE FAS= A
9 2= HAAYIEE /PF Z kg, 83,
A, NEge o Bae HadgEse 540
e 202 vehd, &z 2AE A3
744 v Aol P sitia sy 25, 4
4 (2004)2 Aaker(1997)2] BHE w2 &
el HHABRE olu|Aol FE35 o3& Tt
PHABRN= FH2deE] DS Fe/E0A, BRAD,
AAA, AR R BRI 28y, 535
BEHe AAYTE A3YE EFAUE W AT Bd=
= ga/asA, RA, AEA, R ez
yehgteon, 71Fd Blse {F3/8404, E%54,
AAA oA Yo A¥xx HIYTE HAA,
A, A4 Aoz BEEe EEEg Ha
= H2dage xo|rt JEpdTia gyt o] 2%
(2006)2 71E9] AF3 AFoAM AMEE] & B
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= H2dgE Age 543 Q754 B4 Bl EAMAIAZE FAE AL, AMAELS B
g Fe] Herh oo, ol Aekdoln FAA T B2 HA=E IAFoE Hrpgiohal 3t
ZHAel #e W42 =40 dRE TR glo] AE ATk oA, BAdek2002)e A% AL T B
3T B HAE HAdE g e g E AN} AMAL-ERHE FAle] BER B s &
A& AT 23, Algo R e HAE g Az FelAd IS YA, HA= UL =
o] W9t 7€ Bils HadeE shdel WS v & Bz A, AHAE I BAEE AR o
sl HHBEAE sadelEe] TYe4E QTE EAE, 718, T 2 A S Bol A
AX 54 @3, BF A, golzxeld a4, ke A W3 o]A9(2003)2 EAH= FUA
THAA G A4, 2 A oAl A g¢slew 3 7t BRE 748 AR BA=9 5 T |
A g I3 A AR BF Fo8 9L FH, HA= F
o] %4¥ Zo] AN HaddE MWL F A7} PR YL HEHd 2= A5H 5
Fe T3 AF 5300 whg) A fAEAE o Are)] 25 A8F AFRT AFHA ARl ¢
2dYE 99l £2E 4 ke HLS & 5 Yot =7 Yehdtha stgeh. B3 Keller(2001)E B3
mEhA, £ AFM e AEF AE A ou], 7 Zak F2o) wlAet gAE AHREAE YR
AY, A7lolm R gte] ABAJo] E WAEFTHA= (consumer-brand resonance)2. 2, olx BHIA=-77]
g 4o, 2t AZsE HARNE W2y A BA= FYA B3E ovishke AR A3
ZE gdlo] B FAUA L HAs ST 0] How HAT FUAZF BoldFE BAE AR

£ 9P Ao B,

3. B8c

SHE S

2719 X1 (self-image congruity)o] & | =] A}&
A} o]u] A (product-user image)9} AH| A} A47) ¢} &
AAFE Sulehe Ao = (Sigy, 1982), W5 9
(2001)= ZeH|AEe] 2}7] ofu|R| e} Bl = ofu]x|7} A
Aok Ag A= SUAE By Qv Hale 5
&HA7E ojE HAl o) ARAE =7)e Ao
HA=E Fa A Rl s 53838
< 54E s FestaA ste AnReAlE o
Bzl Ar7ke] dAAde] Fa% A7 "y
(Aaker, 1997; Keller, 2001). Dolich(1969)= 41| x}-2]
A7 o|mA| 9 AB| A7} 7P M EEHs HAe olnx)
ZHlle FAMd0] 01, Hughes(1976)= AU AE L
oA A7 AAA A71¢) dAEHE BASE Al
ST 3HAT). Graeff(1996)ys A A 2170w x| 9}
HAE olujxiete] X5 HAH FAA|, 0|44 =}
7] olmA] &t BAHE omR]ete] UXF o|4FF FY
Algt 3] Bz $UAE AAF 5 o) 44
TYNE EBF, Al ArpidS Z2dsiAg
2ol 2b7] Md s fARI R AR A Fo|
HA=E Fufdte 97t Bobe A8 RAFnh
Y, 2 HAE FUATE Bl s gl v)Ae
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(brand awareness), B = <4} (brand association) %
B 34571 ol ABHeE HAs Ao
Zolx7 "oz stuc). ulehM, AHAES A4l
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E X2 SYT BT Ao Injele AL hietell cigk A3, A7z, TV 7H AEH
oJu]&ch(Oliver, 1999). Jacoby and Chestnut(1978)& A} o] ARRHTHA G A, 2004).

HA= 24T e A3 At A4 54 Radc=s g Hle ST 3% 73 2okd E7E By,
HA=BT} o A33te] 7ejdtaa) st Aol B2 A5l BEd= SR FHste] 9B, 9

3IRaL, 7|8k Bl = 2}AH(customer-based brand
equity)?] FH A B w Hals FATE HAE 7
AFe] HE A ookl R A, EHA o}, 2002).

BAE AT Uit 712 A7 EL F3A) J5EF
Ao =88 Howe T 2082 1ol
(Aaker, 1991; Jacoby et al., 1973; Oliver, 1999). 5=
A Hael o8] Bl FAEE 24T AL By
E 3EE AT N B 5y Bi= Adg
HS, 3k B zof i3t A7) Ad 88, Aud
HYF o2 ZAT 5 YThElFA, Aok, 2002).
Iy, HAs AR ok 27 d3E gRE
TN 2HE 23T o] 2 A7 YFEF
Ao Boz Bl 2AE H2ser e 3
ARE] A4 HAUZ, o| 2 FE37] 93 AT s
Hdel Pztst =88 HZHel e Q77 g
8] AP}

HEEF HIHAM FAEE £
& 7Fx1o) tht £90-& ©]9] 5P (Chaudhuri & Holbrook,
2001), 121 & (cognitive), 79 3 (affective), <} =2 (cona-
tive)3 42 74 BThlFA ©, 2001; Oliver, 1993).
NAE QA7 AE e HA = JR) 7)23tohd,
247 84F 3 Bz UF N =78 ¥
sk ZlolW, 9x3 FAEE vid Y HAcs
Al AR gkl FolEThF RS, 2005). BA =
o gt EYL2 HER o F(attitudinal attachment)
EE U534 4 E(attitudinal loyalty)E 2]m) 31
(Keller, 2001), Bl =4 X 54 B 3 ut
E Tulet 22 F2 FAE (behavioral loyalty)E &
ZA ¥ th(Fournier, 1998). Bl &7 2ol <3 Bk
EZREE S AeE2e THYR, S48 A4

FEE B4 Hasy 55

o]

B, AFTHYT, FE A=, 2WA B, FR
A, 7Y A, AFA4 & a7k 3=,
Fgstood= AP ES] FraEH FH FH =
A A7E T AABE e FBSA ) 27
A&8 FRSA, ARY AR, QAEHAL A
FIoE FAHES U, T 005) HAHF
an|te] FEFAN FFE WA 294 B9 A
T7E T8 FESAEE A ASH FEFAF AR
A ARFe) F A Adez FAEvE 2AE
=&t

mebA, & Ao e AYETE HBer 2
EFAEE A7, ZevY 71 AEYAL T
A FHAE T H=d AP L FHoE FA5
ot

IIL. o 5 X}
1.7y

AP A7l AAbshe viel 2A8 <2d 1>3
Z2e AT S dAsslen, old wet & A
M APEAE HAdeE Y 7 Zdo] Hl= F
UAE AR ste] HA= ST AlXe 9T

L AH R IA gk,

2. £33 7Y

4FH A7E 99 AEAE Agsigon, 4%
A HHBAE B2IEs LA YA, B
= F4E, ATEAR 5402 9%, AFR, 49,

<38 1> ARz y
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=, 98d F Y,
o2 FAHA
ABHE H2dEE Q2L o]2A42006)2] AT
% demographics & appearance, lifestyle, value A8
A HAHYE AEETE EfR & 4EFoz 7
AstRon, Al B =0 theje 4% Ba
=5 AABEA] gan Aile) 7193 Halzo) i3] o)
AEJE H2deEE F7RIES syt Bds &
LAE °1AF(2003), ©1FA(2003)2] ATE EYE
T4, Behsle] & (0% 0" LAsgon Ha=g)
&nlztete] glo]| Z2 el 7EX|#, o|m)| X gte] UX)A
= X8 53 Likert
Cronbach’ o 212 = A7} 0922 W2 A4S Ho)
€ A0 et EAE 2T E o)R9(2003), &
e, FE3H2004), HHNF2005) TS EUE £ 7
TR PR, ZEu|Y 714 AEJA}, AT
e Y FHYLE 5o H=4 FAEE 2435)
At 53 Likert 352 2438 £312 Cronbach' o Al
= A7 0772 WA AAAYS Bole Ao e}

BEEAE 7Y A5
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HEE
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T SR £

3AESTE A EMUY
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< T LEAES G o F
ot AEFRAL 200739 29 29-159 9 &
300F-5 WISl & 24049 HEA]7} I EHY L
o, EAAE AEE AT F 21857} AFEA
ARG EI T AN ALY ATEEAY 54 A

d7eE A gl AFshe o ez A

3

B2, Ao B 307t 102 (46.8%), 20017t
747 (33.9%)010 2™, HYGe] 4§ AYFH-7} 723
(332%)22 71F Bstow, AFEF o] 65 (29.8%),
AE71E3 0] 258 (11.5%)°1Uct. e AL g
A Fom, of

[e]

2 EJo] 1549 (70.6%)°] THEES

T 9 ool 468 (21.1%) 0. E et A5
YHF 7 250] 40094 ©)7F 6007+ vjylto] 45
H(20.6%)F 7HE BoH, 2009Hd o4 4009H
ujgko] 429H(19.3%), 6007 o} 800k ulgho]
31 (14.2%)° 2 VeIt AFAE Ade] 1208
(55.0%), 735-o°] 50 (22.9%)2. 2 VRGO, A
Ao HE Y AelE 2E 2o wuict 743
ot 969 (44.0%) o2 71 Bskon, 71Ebrt 631
(28.9%), 32| 1317} 274 (12.4%) 2. E VFEFSIT
A28 E 9)8) SPSS for Window 12.0& ©]4-3}

o] A3, Varimax g o83 Q<8
A= BN AR, ARG AT
Iv. 22 & =2
1. jMEE HAWUIE| 2018M
1) I TEHN E4 oA
2 A7e] A5AE B Q4 AdE Wi
Varimax FZHE o]43 FAHAE B4& AAE 2

Z, AR 19 71583 Scree-testol] &J3] 2702 2<l
o] E&fen, 2 AAE <& > L <F 1>
o] 2745 B9 89 12 AFF 9 AEA A9
Mast AAHoRE Fi3bel AAFH A9 Hde
= A AP oz HYsiH o,
Qr AF o gAHE LHAEL FE

3 240 GRS GAE AAOE AN FA
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o ]

]
o

oleigh Ado] Azl FAlskE AlEElA &
o mednial ghdely] did shtel g9los
=EE 7 AT Atadn

2) 2lo|ZAERY od

Zol et (1Y FES Varimax WY Z ©]8
g FAE B e AAG A e ajleR 7R

X o =2 =
X};i e - 2,035 35.122/35.122 851
¢ A F o7 R 922
e g 817
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AEH0) FAeRe 666

—93_



94 5120|175\ Vol. 32 No. 1, 2008
A=A 2
21} |8 F4lo] B} 811
MZ-& A2l o) 28 W) it 808
474, dE S A5 7t 755
=% s
—f]“-sg =t #4le] gk 760 4261 28.954/28.954 847
Y 52 AF 7 719
o)AelA U717} Bk 679
Arg] o] Wslg wa) spotsla oig-ghtt 558
ok} HAB S 2= 7)) 828
‘j]ﬁk TOFe 2 ATE S0 779 1787 | 18.694/47.648 735
- A7 st B 612
— % = 7 ure s o 740
A gF PINES #ES) dot 1242 | 13.096/60.744 627
A8 o];94 gL ofj& 20 .616
<H 3> BHic JiXX g ¢4 018y 9 METEA I

EEEL:
X}Q];ﬁ A7) e A% 855 2876 32.643/32.643 845
ZF2 Ue A% 834

%T;f" g:}zi‘;j;@ :zjg 1.719 26.655/59.298 903

jﬁ;il z;d]jliok A8 A Y :22(9) 1.133 22.526/81824 713
HATGE 2). 89 12 £ & /53 1 T 5 2delE|e] Ao AHgE AFEAY A, ol
A 8O BRoE AT slomz, EaE Ay Ao ¥ 7 A9 B9 99 eAEE 5
o2 Btk 82l 2+ 34 Fn] %% o # YT 5t ﬂﬂuﬁ% AAF A < 49
@ #gom Ty gomg ot Ngom Ptk 24 2%, AURAE Hadely 2d e B
FEAOH, 291 3¢ 5 D ok 4R 59 P = FUA] §9I% B o)A A0E viehinh
o] AR A #F AP oz Wy (F=15.392, p<.001). IT7FAH 54 49 A9A
9 3 A 21 I VI A0
3) 7EXIXIeky it sor, BAE gfojZ et A 37 a9l F &
THA R A B8E-& Varimax YL 0] &% W AT {23k °§5¥—°— H A= ASZ e
FAE BAL AT AT T 99108 2EHY oelxarY o) dsl g AAH BEF AR
THE 3). 89 12 437, A7] €4 ol A uig ﬁ°]°] BHE g Fo3 92 vAA &2

o= 745} gomz
shom, 29 2
oz gy,

, A7 4 Aoz B
EAg AW, 29 3 WA

‘EAE A

=

=
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C S2A % =dC =450 DXz g2 95

<H 4> HPMEUE HAWREIY B SYAlele] SHEN A

A7EAH B4 AR A%

A AT

EdE Xk

e 7k A\

A4 25 A

A7) 4 A%

oJ A} %%— Z] %ok

oA A%

150 2.302%

290 4.450%#*

238 2,962+

172 291 15.392%%x 365
-.105 -1.388

269 3.868%**

147 2.112%*
-044 -681

<¥H 5> BUEC FYUAI| 2HE SMHTO Ok A

8.506%** 72.344%**

7(ideal-social-self)¢} AX &A1} H|S=3 B =0
FTYAE O o 27H, 28 s 2 7R A TF
8471 74 fARHE HAdE deE 28R

1eheh. E3 AR AEE AR e Fds
7, Aol A gFstalat she AH] - A A
< Zsla AR AEE F5A7171 A9
AP FHAE Qo] A Hol gl AHg A A9, &
A FF, A # o|u| A7} LA A
3 AztEe AdBRAE sadeE LSS
BAE sdAE s =74 He Aoz 4T
a3tk ol A Bl HadEr Has
e e vt o)A, Aot

(2002), °]57H (2003)9] -9 A& 353

3. EHE SUAZI EUHE SN0 O/X| = GE

HPE FIA7L BAE ST rlXe J¢S
getsty] §i3 B FUAE EPHsE, Bls
SAEE THHETE 3 g ARN S 3 A
E <E 5>9 2tk B4 A3 Bd= SAAE B
= A=Y froe AAY 42 A RoE
EFSITHF=72.344, p<.001). |8 & A= 14 F
A FE ] et B FolM apr)et
& %] (self-congruity)’sh= BEA= &, Au|zpe] 7hH|
¥, 44, 283 gol el vhe AL He
BA=g Hdgozy Al ojux g gaHo s

FHEE Sirgy(1982)9] A7EAE AA G T
& A E Y BA= FAAF HAE A=
AAQ 4P WA Aoz vepd A4, 4
BAQ006)e] A+AASH dAE AstelH, Hi=
FANZL EoldeE BAsse] #A EE R B
W= A= AHAL %L VA BAE Atk
7HA7} wobAThal @ of-A, BAok2002)9 AT
gt 435 e Astoln.

ol Aste avATE Azshe AAEFEA=
of g &vjrte] 27] BUATE &4 S HAE A
% 3 B=ote] WA TS HS =4 ¥k ol
A HA= SHE7F EoA A He A0 R sjAdrh

4. fM=E HAWE[E|F HEE FQATLE
C #4z0 o= Y&

<]
4
£ 0% Uegon, solZ ek A
& 990, 7K A4 el A7) 43
A% 22lgho] G TAE Zow et
ol 2uA7} Azee ANBAE 2@y
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A+5AF §A 143 2.200*
Y o) )8 201 2.976%%
EWE =5 167 2.052%
o|Z2Ehe -
= ]od )&E}‘é o7} A8 050 692
AANE g5 AP 122 1.596
2714 F A& 333 3.025%
7HX] A &4 -
' Ldlf 0 3 A% 076 1.033
A A% 064 930

8.683%**

332

*p<.05, **p<.01, ***p<.001

A A
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A FAY%, A7z, Zne 1M KBt
EolE Ao ArE.

2 7o) ALY A3 F 408 420 <2
F 2> BAIFT A EAE HadE 29 F
A7t A% L AAH BF AF, BA AF 2209 B
Ae Sz wA A - 2 FEL UEIA gt
o, A 2 A% (g, EA= A&, 2] 4 A
T 8908 HAS FHEo] YA FFL vlHe
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# IMC(integrated marketing communication) A2 3=
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