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A study of the influence of Brand Personality

and Brand Identification on Customers’ Loyalty

focusing on the Fast-Fashion

A8 Wt T Lax

Yong-Bum Kim - Dong-Won Bang
Abstract

Fast Fashion (fast fashion) is to reflect the latest trends and quickly create an
immediate and quick with words related to clothing to distribute immediately
reflect the latest fashion design, a relatively low cost, rapid product turnover
means to succeed in fashion or business. The popularity of fast fashion is growing
in the recent domestic fashion market.

In this study, fast—fashion consumers’ purchasing behavior recognition for brand
identification and brand personality, brand reputation and brand identification, brand
attitude, and affect the relationship between customer loyalty will be discussed.
The results of this study can be summarized as follows. First, In this study, based
on existing studies, brand personality and brand identification through a process
that affects customer loyalty reaffirmed. Second, the 5 dimensions of brand
personality and brand identification of the factors found by the sophistication and
unique. Third, the brand’s reputation in the brand identification had a significant
impact. Fourth, brand identification, brand attitude and the impact on customer
loyalty was significant.

Keywords: Fast-Fashion, brand personalty, brand identification, customers’ loyalty
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TH R .015 .064 018 241 810
55% 203 .063 .256 3.207 .002

TAE R2 = 2556 F @ = 14600 & =& = .000

Q@ B2dE BT BdE FUA
el <E 411> BAS Yol BAE FANG FFS F Aol s 29
S| A &4 Ayjolt), &, B PAS SHESE, HAE FUAE FHEHFE Y
sto] FARAS AAS A FARG A FAE RAFO 0256024 A1
Ho] 25%9US ouetn Fgke 69442, T ol e & gko] 0000 2= o4
2 05004 B ou EAMOR fo@e & & drh mebd B T bl nas
e nAs FAAG TN GFL Frigts AHL A8ty
<} 4-8> 7Vd 2 IAEAN A
Unstandardized Standardized
Model Coefficient Coefficient ¢ Sig.
B Std. Error Beta
2=
o A 503 .060 510 8.333 .000

TA4¥E R2 = 256 F @ =69442 #Fg5 = 000

200



FAg <= 3

73 32353

2

o>

[e)

2011 g &

TRE

TS 1A

L=

Q@ =2

% Aoz 744 39

0
Mo

M F#k2 167537, T kel of

o] 35%%0 & ©|v|3

R

0.356 2. =4

0000 2= ol 0504 = wf 57

2

4-9> 714 3 3] &4

<3

o0 S
h S
<t
<I'
- o)
(@]
—
B o
N
T2 sl ~
= Rl IS
254 ©
S S
-+~
w0
=
@]
o] [
3 Q| =
N 2lg <
T 8|2
g 5”
£ 5
38
g o R
SR e
T (U <
B |
= |z do

= .000

fol 38

R2 = 356 F % = 167.537

a8

5.

51 72389

=n
Y
0|
BR

o
il
e

)
B
)

T

—_
o

\.mo

el
0

.Z*.o
=

A A &l A] L

719 7ke] Aol

ki3

_ﬂ

HAaL o] & F=A17]7]

3]

7 vy

ENRE

<R
o
o))
H

WA A9 2 2}

S
T

o olw Ao 2

AFANE 2047} ¢

e

3

bot. ol & 9

S

37} wg Fa

_Z#O

Zulhet A ofu]x

=3

—

o

~
o

A

M
rvzel

N

)

!

q15H9 et

o

+2 A

B

R

A

Ry

o

ago) whel 5714

]
S

ERRLY)
fmal
b
e
X |
-
W
o] =
o) D
of Y
=
) |
K
= 9
_
T 3
X 5
o
Eo LC
3
b oz
G
1| g
e
Ko %
iy
N
~

A, BAE AAel 5744
R

201



TYA7

=
2 E&d

J2EHHA] BA=E A} B

e

E
=

SESSERE

vl A

)

el
o0
go
o

o vhepgTh
AFo R FA

B

ol

oF

R
nl}

o]

o

X
.ZM.O

5.2. AJAFAE

172 7]1E]

AEREE

O

7} wol AT

B
o

o
o
ojp

BN

_XL

ol
o0

go

M

el

~X
Ao

=
=
s

ofp

ugel

ﬂl

—

O

1o

3

3

N

%
%

4
ol

el
™
)

R

o

1

o

<0
e
oy v
R oF
= T
=

B
AT
jang

A e
Iy
fi%e)

=N

W
=
an "
il
W

Brh wEbd s A Al A

37 9

b Aol

gl
el @

14
737 ol M

R EEEL S

= 7HeEA Y

1

ApA]

$98

A

o] zuA

A, e

o) o

"B

o )

B o

-

el

I Al

£

o,

S

Aol Ad Sl =
}_

ur

o))
o

shok Fhe.

A A

o
=

ST
™

HIE

o] GAzel AA ol FHArel ola

7] o]

fsig
=

3

FAAQ Hrhea of
sho] of

=
"
G
X

o)
)

—

A

oz AA

s
=

A
171 %

5g FF

]

4

bol CSR, A% 7ks 4

3|

(0]

HAl A Ajstefof & Zolt}

S

202



2011 HAAHB G2 EAG=d I

AA, & ATe BAE Ui e Sl Aakerel] o3 s BAE g o
A7 AE ol 88 3lth. Aaker(200D] whEW o] BAE Ajge] Fe w=at
2] BRI Abgo] o4 Adow mEHI vl k. oA H wUbd Ee 3
Arolell mhel aHAE BBl Fofshs g e Abolrh EAstuR FF Aol A=
Felvetel A He g 54 ARE gD dadel Ao

A, & Aels BAdE e s wado] Halmeh Apop oAl A
oW G wA=Ad A gA =4S 9, HaAme} Ao ofujA] Aol of
w & *‘W* ?Jﬂé% Fotel vlabel BAE #AAel G A=A s st

o]

W %7 (motive) 7t Aok A9 AelA] Fashil
deolol @ Ao® ANHD AT BeA BF AL ol B AFAN @7
7 aas

AR, W ATl AE BAES Ao} oux UYL shte AFWEE ZHHY

G, B Aelprol Bl wewl Aol ojulAt Al Ao} ohulx), oA o} ofu] A,
A1 Aok el AR W Sl TR el2lE Aol elnllel T gl

Aze AEsgol 35 Apdds nd gud A7 A4S Bal GFe Aee

Zto} ol A& awldte] Hlas] E d Qv alﬁm

6. % T 9

(1] A2, 2= gEe BAHE omA|7t Ava-Bde A 9 Bl FA4 5
X ko] #ek A, At sk W}iﬁ I, 2009.

2] A4, 779, 43%, s Aol 7+ BHAE ofaxe e g AL3
A AAZE o] 2 AL, vt T, A13W, AllS, pp.25~43, 2002.

[3] Bt4, HAY, G745, BA= /WA Aololn| Ao dxAgo] HAE EHEd WX
= G B A, SouARAE, A3, A23%, ppI2~114, 2001.

4] ¥ d¥F, HEF, SAYH e aANZE A Fujo) E7te] A7 <]
zpololl ek A, AnAEA T A1, A%, pp.37~48, 2000

[6] &2, gtolZ e o] &2 SPA E%E HE 9 S5 vA= 93, O
gk gf skl A ARSI =3, 2010

[6] ol53, B st dM2E dAe d3a A dkaeel i 6€9%, pp
32-35, 2010.

[7] o174, 2= AMAZ Afotolmx]e] AXAFo] AvA-H A= #A S} FHEo w

A

Ae ol Bek AT, ol spolArhstar e AALSHII =, 2002.
[8] ol f ) - halo}, HAE ¥ adelE-Hs £ A o] g4 s W
ol A1zt Aolo] that WA AT, whAW AT, A7, A3E, pp.l-33, 2002

203



H2EHRA ] HAE /YT BAE FIAIAAZTHEA vA = G 88 A7
2844 -2 E 4

[9] oA - ebdo}l, HEBEAY: i 7o) Bille FAAIZF fRLAS CS &
ol M= G, A" AT #1194, A3E, pp.8l-112, 2004.

[10] Aaker, J.A., "Dimension of Brand Personality”, Journal of Marketing Research,
Vol.34, pp.347~356, 1997(August).

[11] Boulding, W., A. Kalra, R. Staelin and V. A. Zeithaml, A Dynamic Process
Model of Service Quality from Expectations to Behavioral Intentions, Journal
of Marketing Research, Vol.30(Feb.), pp.7~27, 1993.

[12] Dekimpe, M. G., E. M. Jan-Benedict, E. M. Steenkamp, M. Mellens and P. V.
Abeele, Decline and Variability in Brand Loyalty, International Journal of
Research in Marketing, Vol.14, pp.405~420, 1997.

[13] Fombrun, C. A. Gardberg & J. Server, The Reputation Quotient: A
Multi-Stakeholder Measure of Corporate Reputation, Journal of Brand
Management, Vol.7(4), pp.241-255, 2000.

[14] Graffer, T. R., Using Promotional Messange to Manage the Effects of Brand
and Self-Image on Brand Evaluation, Journal of Consumer Marketing, Vol.13,
pp.4~18, 1996.

[15] Keller, K. L., Conceptualizing, Measuring and Managing Customer-Based
Brand Equity, Journal of Marketing, vol.57(1), pp.1~22, 1993.

[16] Larson, D., Buliding a Brand’s Personality from the Consumer Up, Direct
Marketing, Vol.65(6), pp.17~21, 2002

[17] Long, M. M. and L. G. Shiffman, Consumption Values and Relationships:
Segmenting the Market for Frequency Programs, Journal of Consumer
Marketing, Vol.17(3), pp.214~232, 2000.

[18] Narayandas, N., The Link Between Consumer Satisfaction and Customer
Loyalty: An Empirical Investigation, Working Paper : 97~107, Havard
Business School. 1996.

[19] Oliver, R. L., Satisfaction: A Begavioral Perspective On the Consumer,
McGraw-Hill International Editions, 1997.

[20] Rio, A. B., R. Vazquez and V. Iglesias, The Effect on Brand Associations on
Consumer Response, Journal of Consumer Marketing, Vol.18(5), pp.410~425,
2001

[21] Shavitt, S., "The Role of Attitude Objects in Attitude Functions”, Journal of
Experimental Social Psychology, Vol.26(2), Mar., pp.124~148, 1990.

[22] Tellis, G. J., Advertising Exposure, Royalty and Brand Purchase: A Two-Stage
Model of Choice, Journal of Marketing Research, Vol.25(May), pp.134~144, 1998.

204



