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ABSTRACT

In this study. an attempt was made fo classify the new generation by the consciousness of fashion and
to make out positioning map, for brands of which each of the classified groups were aware. It's also
infended to show a strategic brand marketing strategy by comparing the attributes that they considered
important,

The subjects of this study were gatheres into stratified sample groups from women whose age were
ranged from 18 to 24 in Taejon, The subject brands of this study were Nice Claup, Y'sb, SYSTEM.
inv.a, On & On, EnC, ZOOC and Tomboy, which were selected because of high awareness,

The results of this study were as below:

1. The new generation was grouped into a individuality-oriented group and an utility-oriented group.

2. As a result of analyzing brand image similarity, it's found that each group perceived the similarity
differently. The individuality-oriented group perceived brand differentially more than the
utility-oriented group.

3. Concerning brand image preference, the individuality-oriented group preferred EnC most in light of
self-expression and fashion, and preferred ZOOC most iIn view of utility. What was most preferred
by the utility-oriented group was EnC in view of fashion and quality and ZOOC in the aspect of
fashion. quality, price and design.

4. Regarding satisfaction level at brand image attributes, both of the groups showed satisfaction at On

& On and Y'sb in light of self-expression. The individuality-oriented group was contented with
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SYSTEM's price and Nice Claup's utility and quality.

5. As a result of analyzing the groups’ demographic variables, age and monthly mean income made a

significant difference,
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W ST x"—value
18 51(17.1) 20(19.2) 717.7)
19 51(17.1) 22(21.2) 73(18.2)
20 31(10.4) 9( 8.6) 40( 9.9)
a # 21 49(16.4) 14(135) 63(15.7) 18.385%*
22 52(17.5) 6( 5.8) 58(14.4) (df=6)
23 39(13.1) 12(11.5) 511127
24 25( 84) 21(20.2) 46(11.4)
Total 298(100.0) 104(100.0) 402(100.0)
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T4 151-200%9 70(23.5) 21(20.2) 91(22.6) 10.916+
201-3007k THZ5.8) 17(16.4) 94(23.4) (df=5)
30150094 2074 5( 4.8) 270 6.7
501%k410] 4 4 1.3 0( 0.0) 4( 1.0
Total 298(100.0) 104(100.0) 402(100.0)
i =z 4 100(33.6) 40(38.5) 140(34.8)
1F%uE 32010.7) 12(11.5) 44(11.0)
EpE o ¥ A 149(50.0) 40(335) 189(47.0) 6.398
gz & 17( 5.7) 12(11.5) 29( 7.2) (df=3)
Total 298(100.0) 104(100.0) 402(100.0)
HE T 612D 16(15.4) 52(12.9)
' T 79(26.5) 22(21.2) 101(25.1)
A& AT 103(34.5) (8.9 130(32.3) 6.560
4T 19 6.4) 11(10.6) 30( 7.5) (df=4)
5 T 61(20.5) 28(26.9) 89(22.1)
Total 298(100.0) 104(100.0) 402(100.0)
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