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Abstract

The purposes of this study were to examine the effect of consumers brand identification of a luxury fashion
brand on brand attachment and to determine the moderating influences of self-monitoring and social self-
esteem on this effect. For this study, a questionnaire was developed through a literature search. The developed
survey was then conducted by means of on-line and off-line questionnaires. Data from 228 women with
experience in buying luxury fashion brands was analyzed with descriptive statistics, Cronbach a, factor analysis,
regression, two-way one-way analysis of variance (ANOVA) and ¢-test using SPSS for Windows 21.0. First, the
brand identification of consumer was composed three factors; actual, ideal, social identification. The brand
attachment was composed five factors; emotional, dependency, attraction, intellectual curiosity, and general
interest. Second, it was shown that brand identification has a positive influence on brand attachment. Third, it
was also shown that there is a moderating influence from self-monitoring on the effect of consumer's brand-
identification of a luxury fashion brand on brand attachment. Interaction effect between consumer's brand-
identification and self-monitoring was found out to be meaningful at brand affect. Fourth, there was an
additional moderating effect from social self-esteem on this effect. Interaction effect between consumer's

brand-identification and social self-esteem was found out to be meaningful at brand affect.
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Figure 1. The conceptual research model.
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Table 1. Factors Analysis for Brand Identification
Factor Brand identification Factor loading Eigenva.lue Cronbach o
(% of variance)
1. Actual identification This luxury brand is well suited to my image. 89 2.51(35.90) 86
This luxury brand is well suited to my personality. 87
This luxury brand reflects my current lifestyle well. 78
2. ldeal identification This luxury brand makes me look like the person | want to be. 89 1.82 (27.02) .88
This luxury brand makes my ideal lifestyle complete. .85
3. Social identification This luxury brand provides me with a social reputation that fits me. 90 1.64 (23.31) 72
This luxury brand provides me with social status. 75
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Factor Eigenvalue

Factor Brand attachment iy [ e fees) Cronbach o

1. Emotional The brand feels friendly to me. 89 8.00 (40.23) 88
| believe the brand is heart-warming. .87
| think of the brand as a friend who understands me well. 69
| feel affection towards the brand. 64

2. Dependency | cannot get the special feelings | get from the brand from other brands. .80 2.18 (10.42) 83
Other brands cannot substitute for the brand. 74
I think of the brand even when using other brands. 61
| look at the brand first when | need to purchase fashion items. .60

3. Attraction | feel the brand is charming. 80 1.52 (7.50) 76
| feel comfortable using the brand. 73
| have a passion for the brand. 62
| prefer the luxury brand over other luxury brands. .62

4. Intellectual curiosity | know more about the brand than others. .70 1.13 (5.73) 74
| know the hallmarks of the brand well. .68
I know a lot about the prices of the brand's products. 64
| frequently visit the on and off stores of the brand. .60

5. General interest | am interested in everything about the brand. 77 1.02 (5.06) .69
| know the characteristics of the people who use the brand well. .56
| feel depressed when people say that a competing brand is better than the brand. .55
| am interested in the company that created the brand. 53
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Table 3. The Effects of Consumers' Brand Identification about a Luxury Fashion Brand on Brand Attachment

Dependent variable Independent variable B SE B t F R
Brand attachment Ideal 42 06 42 623" 4553" 40
Actual 14 06 14 229
Social 14 05 19 293"
Brand identification (total) 70 06 61 11.09" 12430" 38

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

Table 4. Moderating Effects of Brand Identification and Self-Monitoring on Brand Attachment

Dependent variable Independent variable df Mean square F
Brand attachment Brand identification 1 71.50 15750
Self-monitoring 1 4.01 6.28"
Brand identification x self-monitoring 1 5.38 817"

“p<.001.

Table 5. Differences in Brand Attachment between Groups Based on Level of Brand-Identification According to Self-Monitoring

Brand identification

Dependent variable High self-monitoring

Low self-monitoring

High (n=78) Low (7=70)

t High (n=47) Low (n=33) t

Brand attachment 3.98 3.08

10.88" 3.24 245 6.18"

“p<.001.
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Table 6. Moderating Effects of Brand Identification and Social Self-Esteem on Brand Attachment

Dependent variable Independent variable df Mean square F
Brand attachment Brand identification 1 71.50 154.10"
Social self-esteem 1 201 528
Brand identification x social self-esteem 1 3.38 6.07

<05, p<.001.

Table 7. Differences in Brand Attachment between Groups Based on Level of Brand-ldentification According to Social Self-Esteem

Brand identification

Dependent variable High social self-esteem

Low social self-esteem

High (n=88) Low (n=60)

t High (n=42) Low (n=28) t

Brand attachment 3.77 3.28

918" 334 235 586

“p<.001.

A G %946}71 HERATHE=157.50, p<.001). o= Hili=
A7} daagstol He ofjzto]l s vi3
Lo, sl Hieh HRHE FlA
J2 awAe] 217 ghAjel] ofsf 23S ofu
e 2= AA| = QA
7] A1) eagats A4 e vt
AAIF A7) ZPAl9] Z42F g5t 3.42, 3.51
ek Ao = sl A7) 4] o] ut
H HAE ofj2}] Aol & t—testE AME-ST

I

2

L

=

=

2
|z
OO

s
|z ._\1
=)
F3

HE)
!
of

T o
> g

oo~ —
|
offt
ne
>
j>
AN

x rlo

N
N
rl

[}

2

ol

S

N

n
o]-ﬂ N

do
o

.

i

I o

2 rfu oo 4

AIABFEEHTable ).
SRAPE i AYE HE SAAIE w7 A2

Aol whe} BRiE ofizbef] foJ3t AtolE Bt p <.001). ©]

o

X

N

T

)

n

ot

ne

>

il

I

>

)
SN

ol

=

_>~L4

N

N J
TN N

_>1: o,

3 ij

C
oo e ooy

=
[r
2
DY
o
air
rr
P
filo
1o
=
r__%
I
AC )
Im R
|z
2
o,
>y
il

2
N
ofr

o,

o

R

N

oY

el
j>

N

=2

=)

s

|z

:

2

%

Jo ol
o

<t
Ni

2
o

X
B
N
N S

d

H
28 4
)
)
NN
o
=
o o

=)
>
x
<

| .
=
>
i

o

Tk, ol2fel At s drgssoll tieh HRiE SAAT} E s

ST A /ﬂ%@ﬂ wIZFsHA whg st

R
by
©
!
i
Ty
!

n

e w0 lo kB @ jzopoh o mn Xz B >
g
N
&
A i
ﬁ(}g H
5
O
rr
N
o
lo
d
1
O
o)
rlr
N
~N
N
1:1_;

{
;>
&

ulal] o o2k Ll Aow sAEI) Ee AL
%101]*1 Yl %}7] ofu]xjo] 4lo] T B

A7) A} S 2RSS TAAo] e

o>“ ro

www.fer.or.kr

== S stoctd 2] zjum Sho 4nlalSo uls) 1

ol sl o B ok 2t
7\}7] TIA 7} = Ajeela=2 A
=2 e‘%*éiﬁk ARl 71sAdell o W s 7HA AL Qlekal
Ei E17]0] AT} QuiAEst 217] ZAAe] 3
O AHREL WO AHAERT 7] AR]Ao] o =
Asgtetar gk Vangit Seo [27]9] e} dx|gielar ot

A

[ T

F%
ut

4 n

H

5. Al=lH IPOF-’-‘%’ SIS R

OHX“ﬂ A= Gl hed
oLy 2f3) o]
ot

HIlE Eolx)Q} ALS]A Aol zTio] AFSAREEle] HAle
ofzfol] m] 2] ek -olskA| Lkelrk(F=154.10, p<.001),
NN R ﬂo] R T IS )
]:],L_/_]O o}—)\ U21 JHH OﬂEH
AH]R}O] ALS] A

Ak 32 A

o]l "Ho=

;O

HE U9 A1B)H AolEEte] AeAgaTkE A

7] 9J3]] Bale wolx 9} A} A Ajolezyre] Zkzk
Bt 342, 3,20 FAOR MRk} ATo & LEsto] At
2 Aot o] 2 HAS U] 558 HAS o2

ZpolE t—testE AMESEO] AXSFICK Table 7).

Vol.54, No.1, February 2016: 97-106 | 103



fer Family and Environment Research

AR gfjAEE H :
2 AolEZrol uket HAS ofzfel §og Xfol
<.001). o= &Rt B

)
Iz
B
0
2
D
=
Zo
10
ot
ﬁ>4_v
m{m

q@< 001), ofi= 4enl4}
AFE1A AolEZte

H
|
J
F
==

oo
=]
Iz
rﬂ-l
I
ot

o
>
N

;

>.

)
Y
lo

~
Do)
ton
o
N
B

o
)
Y
SN
)
s
il
v
Re)

rr

o

2

SO

[}

o
S

r

o
B
S

I

u)

> r
o

I
__i\‘(:

Z AfofEglo] o O AH|X
= H 242 o] L o oH“EJD} =3 %ﬁ@
Fakay Lo A Haso] o] 14le] o
‘2171 o]l AFR]A] AfolEggte] S AnlES]
F

ofm|A|7} elx]ahs HHEE

T =

m

2

o =
wn =
H o
> 1o

rﬂﬁ
r>~1
il
et
14

MY
_?l',
2
Mo
oM,
:{o
o
ot

Y,
RN
8 5
B 1o

=2
ol
uj
o,
by
i3
Jo
o
[=
ok
ox
11
IO
op
©
N
o
ofr
i
Kl
Ir
N
o)
0,
=
>
o

X
rox
O,

bd

olN
oN

)
3
ﬂO
B
B

N
an
é
=
%
4
[l
=
I
2
2
L4
o
o
ne

s g, e elseled, op wvg, o2 914 2210
713

oAl o] gt
Oj_ ﬁJ,]_gl_ OJuHA}E

=210 0

QITke AF214] HolT), E AHIYRRE AL QleflA] ofito]
I R A R E RN E RIS
HIS AbEie} TR 2ulAte] A1 S wielel 4]
(balok Akal A Aol gtel Wele 2Euelo R Abgle] AT
Sfsickiz oA 1 7.0 9915 Bol 4 ek, - A
s U7} g oftol s ] ed A 4 4
Zae] 21 B slelsto] s HYEHAE v

A A v s,
Yool 715ake 20-300) o o= 5
S8 F5o gTiglo] F ¥ ol Fula Fe]

Gl W BB R DEAS ol §olel A2 45

|

’8‘5%

104 | Vol.54, No.1, February 2016: 97-106

g o SPSS ver. 21.0 (IBM Co.) SA#7|x]|2 AFg3s}to] Bl
EEA A B QolEa] BAMELA  ftect B|7EAS

oft
e
>,
= fr
rlr [
=
_|>i
1o
N
<
o
>,
j,cz

By
=
s
1o
¢
o
i)
_‘>i
1)
P

o
n\l
£ %
o
N
oo
ol
S
s

— — —7 = —+l T °©
S| Ik 2 QAT S o, AR B of2ke fms)
v o7l flsiAe ol BHE ojuxu; HHE J)4

S AN o7 aH|ASo] sl WA ol

AP 2158 Aol il sefstolof sfof sfor 2 ofo
£ T OR AnASol] WeshES she Hefo] wat 4

ES)
il
OHI
ne,
el
jg
>
N
N
o
o)
™
19
5
12
ol
flo
o o
ol
=
|z

|

(¢
Mo
N

N
N
M}r
F;O
B
R
_]>i
_%
1
i<} HU
ko o
N =
- = 5
41 %
°
ful n{w
flo o
N &
E T
o rr =
L

o rlu

Ng1olA) oA sok=Aol FHI0] G0
ol vlsh 121 Aol fs) At

BIBkA|Z 4= QI whebA] AL S Al e ek
AbEte] A Q) HAE o]u] XS ool i i

S

>~4
2L
Y
e
>
N
N

ECIPeS

:V‘.:
)
oz
M)
o

X

o 4L T

m,
e &
I
il

ﬂi
o

_O|L
=

K
e
4>

& 3 o

A

2
ES

= FolAo} AR Aobagt 710 AT ES
}Eﬂ%E of|Zof| n] 2] ako] 2AE 4=

_]
=4
0.5 A15]4] AotEzto] &

in

)

B

N o

.
flo do ofm

g xo M

il
ne (o

“r-ﬂ].

|
|
32
32
i)
Fl r r_&

Iz &
[¢]
=
of

=

(R
I

www.fer.or.kr



1=
rx
08
i}
=2
o
e
B>
o
>
1°
|z
1]
n
ol
ne
>
N
T
13
[n
2
Lok
2
E
i
mr
08
ool

f2 X7| ZAlIRL AlE1H xtotESZe| ZE SuE SHe=

o

Declaration of Conflicting Interests

The authors declared that they had no conflicts of interest with

respect to their authorship or the publication of this article.

Acknowledgments

This article was supported by the National Research Foundation
of Korea Grant funded by the Korean Grant funded by the Korean
Government (NRF-2012S1A5B5A07037272).

References

—_

. Ahuvia, A. C. (2005). Beyond the extended self: Loved objects and
consumers' identity narratives. Journal of Consumer Research, 32(1),
171-184. http://dx.doi.org/10.1086/429607

2.Ball, A. D., & Tasaki, L. H. (1992). The role and measurement of
attachment in consumer behavior. Journal of Consumer Psychology,
7(2), 155-172. http://dx.doi.org/10.1207/s15327663jcp0102_04

3. Belk, R. W. (1988). Possessions and the extended self. Journal of
Consumer Research, 15(2), 139-168. http://dx.doi.org/10.1086/209154

4. Bowlby, J. (1969). Attachment and loss, Vol 1. attachment. New York,
NY: Basic Books.

5. del Rio, A. B., Vazquez, R., & lglesias, V. (2001). The effects of brand
associations on consumer response. Journal of Consumer Marketing,
18(5), 410-425. http://dx.doi.org/10.1108/07363760110398808

6. Escalas, J. E., & Bettman, J. R. (2005). Self-construal, reference
groups, and brand meaning. Journal of Consumer Research, 32(3),
378-389. http://dx.doi.org/10.1086/497549

7. Euromonitor International. (2015). Luxury goods in South Korea.
Retrieved January 4, 2016, from http://[www.euromonitor.com/
luxury-goods-in-south-korea/report

8. Graeff, T. R. (1996). Using promotional messages to manage

the effects of brand and self image on brand evaluations.

Journal of Consumer Marketing, 13(3), 4-18. http://dx.doi.

www.fer.or.kr

fer

Family and Environment Research

0rg/10.1108/07363769610118921

9. Grubb, E. L, & Grathwohl, H. L. (1967). Consumer self-concept,
symbolism and market behavior: A theoretical approach. Journal of
Marketing, 31(4), 22-27. http:/[dx.doi.org/10.2307/1249461

10. Grubb, E. L., & Stern, B. L. (1971). Self-concept and significant
others. Journal of Marketing Research, 8(3), 382-385. http://dx.doi.
0rg/10.2307/3149582

11.Kim, S. J., & Kim, G. S. (2009). The effect of consumer's brand
attachment of fashion luxury product on brand loyalty. The Research
Journal of the Costume Culture, 17(1), 1-14.

12.Kleine, S. S., Kleine, R. E., 3rd., & Allen, C. T. (1995). How is a
possession "me" or “not me"? Characterizing types and an
antecedent of material possession attachment. Journal of Consumer
Research, 22(3), 327-343. http:/[dx.doi.org/10.1086/209454

13. Lee, M. S. (2009). The relationships among body image, social self
concept and clothing behaviors of adolescents. Journal of the
Korean Society of Clothing and Textiles, 33(3), 433-443. http://
dx.doi.org/10.5850/jksct.2009.33.3.433

14. Lee, S. H., & Chang, Y. K. (2007). Fashion brand attachment and

attitudes toward brand extension. Journal of the Korean Society

of Clothing and Textiles, 31(1), 151-161. http://dx.doi.org/10.5850/

jksct.2007.31.1.151

. Levy, S. J. (1959). Symbols for sales. Harvard Business Review, 37(4),

117-124.

16. Schultz, S. E., Kleine, R. E., & Kernan, J. B. (1989). These are a few

of my favorite things: Toward an explication of attachment as

1

o

a consumer behavior construct. In T. K. Skrull & Association for

Consumer Research (Eds.), Advances in Consumer Research: Vol. 16.

(pp. 359-366). Prove, UT: The Association for Comsumer Research.

.Shavitt, S., Lowrey, T. M., & Han, S. P. (1992). Attitude functions in

advertising: The interactive role of products and self-monitoring.

Journal of Consumer Psychology, 1(4), 337-364. http:/[dx.doi.

0rg/10.1016/s1057-7408(08)80059-9

18. Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical
review. Journal of Consumer Research, 9(3), 287-300. http://dx.doi.
0rg/10.1086/208924

19. Snyder, M. (1974). Self-monitoring of expressive behavior. Journal
of Personality and Social Psychology, 30(4), 526-537. http:/[dx.doi.
0rg/10.1037/h0037039

20.Snyder, M. (1987). Public appearances private realities: The

1

~

psychology of self-monitoring. New York, NY: W. H. Freeman.
2

—

.Snyder, M., & DeBono, K. G. (1985). Appeals to image and claims
about quality: Understanding the psychology of advertising. Journal
of Personality and Social Psychology, 49(3), 586-597. http://dx.doi.
0rg/10.1037//0022-3514.49.3.586

22.Sullivan, L. A, & Harnish, R. J. (1990). Body image: Differences

Vol.54, No.1, February 2016: 97-106 | 105



fer Family and Environment Research

between high and low self-monitoring males and females.
Journal of Research in Personality, 24(3), 291-302. http://dx.doi.
0rg/10.1016/0092-6566(90)90022-x

23.Sung, Y. S., Han, M. K., & Park, E. A. (2004). The influence of brand
personality on brand attachment: Focused on the differences in
the levels of brand community commitment. Korean Journal of
Consumer and Advertising Psychology, 5(3), 15-34.

24. Swann, W. B, Jr, De La Ronde, C., & Hixon, J. G. (1994). Authenticity
and positivity strivings in marriage and courtship. Journal of
Personality and Social Psychology, 66(5), 857-869. http://dx.doi.
0rg/10.1037/0022-3514.66.5.857

25.The International Textile News. (2015, January 5). Global luxury

106 | Vol.54, No.1, February 2016: 97-106

markets. The International Textile News. Retrieved January 4, 2016,
from http://www.itnk.co.kr/news/articleView.htmI?idxno=44606

26. Thomson, M., MaclInnis, D. J., & Park, C. W. (2005). The ties that bind:
Measuring the strength of consumers' emotional attachments to
brands. Journal of Consumer Psychology, 15(1), 77-91. http://dx.doi.
0rg/10.1207/s15327663jcp1501_10

27.Yang, Y., & Seo, Y. J. (2004). The effect of self-congruency and self-
monitoring on brand preference. Korean Journal of Consumer and
Advertising Psychology, 5(1), 53-67.

28.Yi, Y, & La, S. (2002). Brand personality-brand identification-brand
equity model: An exploratory study on the difference between users

vs. non-users. Korean Marketing Review, 17(3), 1-33.

www.fer.or.kr



