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Abstract

The purposes of this study were to investigate the images on the alpha numeric brand name of fashion products,
to identify the influences of clothing pursuit benefit on the brand name image and to determine the significant images
on the attitude and purchasing intention. The data were collected via a self-administered questionnaire from 270 male
and female students of undergraduate school in Kyongnam province during the March, 2004, Using SPSS 12.0
package, Cronbach's @, frequency analysis, factor analysis, and multiple regression analysis were performed. The
results could be summarized as follows: First, the image dimensions of alpha-numeric brand name were composed
of natural, new, active, urban, impactive and interesting image. Clothing pursuit benefits were composed of the brand
value, attractiveness, fashion, individuality and economic value pursuit. Second, Clothing pursuit benefits had an
significant effect on the image preference of alpha-numeric brand name. Especially, individuality pursuit and
attractiveness pursuit have influenced on the natural, new, active, urban images. Third, the new, active, impactive,
natural images had significant effects on the attitude, purchasing intention and conformity of products.

Key words: alpha-numeric brand name( 2} 8 g S E ), image(o}ulz)), o BEF & clothing pursuit bene-
fit), B Z(anitude), 7782 E(purchasing intention).
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