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Today brand is more important in marketing
as consumer depend on brand by way of ex-
pressing their individuality and value. But re-
cently the number of national fashion brand re-
duces continuously by retrenchment of the fash-
ion market from underconsumption. It is assumed
fashion industry hesitate to ranch new fashion
brand concerning possibility of success and clos-
ing fashion brand is on the increase. Consequen-
tly the purpose of this study was to examine the
risk perception and use of information sources
for new fashion brand according to brand sensi-
tivity as consumer characteristic variable.

The results of this study were as follows: 1)
Consumers' risk perception for new fashion brand
was divided into performance risk, economic risk,
time & convenience risk and sociopsychological
risk. There were the differences in economic risk
and sociopsychological risk by brand sensitivity.
2) Consumers' information sources for new fash-
ion brand were divided into information leaded
by marketer, information leaded by consumer and
neutral information. And there were the differ-
ences in consumers' use of information sources
for new fashion brand by brand sensitivity. 3)
Consumers' risk perception for new fashion brand
affected significantly consumers’ information sources.

New fashion brand's marketing strategy from
this study could be suggested as follows: Consu-
mer with high brand sensitivity percieved socio-
psychological risk more than the others with low
brand sensitivity. but consumer with low brand
sensitivity percieved economic riskmore than the
others with high brand senmsitivity. It reflects di-

mensions and degree of risk perception vary by
consumers' brand sensitivity. Therefore It is nec-
essary that marketer try to make consumers' eco-
nomic risk low by reasonable price policy on the
basis of brand position until brand loyalty can be
found early in new fashion brand. Thereafter so-
ciopsychological risk is reduced by products re-
flecting consumers' image and individuality and
also awareness of new fashion brand is improved
through various mass communication in develop-
ing new fashion brand. Especially considering so-
ciopsychological risk bhad effects on use of in-
formation leaded by marketer It is necessary di-
minishing sociopsychological risk apply to the
printed media, the mass media and window dis-
play for effective advertisement. Also the main
stress is laid upon the performance of role di-
minishing sociopsychological risk in shop master
education. Considering all dimensions of risk per-
ception affected on use of information leaded by
consumer It is needed not only customer but al-
so casual customer's satisfaction is maximized
and they could be utilized as human resources of
word-of-mouth communication. And also It is ef-
fective to reduce consumers' risk perception that
fashion leader is used for marketing such as star
marketing.
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