RLLLER RS B R R

Effects of Brand Image on the Purchasing Attitude of Customer

FAA : X2 (Chung Sui-Rhane)
FAREEL O TRle

3EAA : o]A3 (Lee Jin-Ho)
AR HxE r)z)e) s

HAAS AT Journal of Korean Society of Design Science £ #5935 Vol. 18 No. 1

59



%8 3L Original Articles @ Received : Oct. 09. 2004 ; Accepted : Nov. 15. 2004

1. 2
11 9+ 4 2 23
12 JF 4

2. JEAs|e} ”HA=
21 73A - A3 #gle} A2-g Huy
22 B9 Ao} 7%
23, Hant:_4 }‘Hio o])d

3. Bdlic o|ojx|9} AH|Fle] PofE|x
31 BYHE ouAAds §iia s
32. AHZ Fulejze}l HP: ojux|9] o
33 BAE on|7] £H9 sloj=elel

4 A=EEM MY

/\IZHM,] 5’.7_(_-] =1}

2 2
5. 24 2
|51 Q75 24

52 Z4W%e AFE A3

53 4784 F3s} A7EAY A5
6.2 =

[

A78y

Zngsl

(Z#)

Aozl w2t AEe) g Lue P AHA\ET A
FHPIS BIGE W AR IAYES $8T
ondine A|2slo] JEo e AT Adeln st Fojr}
FAHOR Uohte ARAAS B4 BTk 2 AR &
M 349 BAS FEol FL8 HA 91 . gy
AZ2AE B39 A - A8 87 Wsle] BE 2u749] o
4728 st o Wl wE AuAe oA sEe
oJshstuat Bk 2uAY FAAEE D, 45, AT, F
Ao /12 HAST, olF 449 71%0 7 % gl u
A= ofulAe] 99Ed G Motk BAE ov)Ae)
E47 342 st AP 2H@A) $49 BAE
HE AN Bolo dold 23T By ASYBA,
A, AR 283 2ol o] Hgshe Aol
A3 Zoz Yehith d72%004 28 Hds oy
A9 354 floze AWAY 1A F49 vy 2 )
HH, 448 8L 27 AT 4 ok BT BAE ol

60

AfE T2 Best drke Akt e ek B A
FE vl Az, 2NRelA A4 dHE e
R0z 30 Y & UES T4 349 Bds

918 Tzl AN,

{(Abstract)
In 20th century, that is the times of mass production with

mass consumption, a company supplies standard product by
the system of mass production line. Therefore, the company,
itself, had to inftroduce its product quality to the customers.
It was the buying criterion of consumer against product. In
that period, a company utilized its identity in order to give
customers product information such as product value, price
and quality, etc. However, as digital technology with the
wide-spread of informationalization & technical revolution is
developed, products have diversification and customers have
better incomes. So, buying method tends to the purchase of
self-satisfaction generally. In the buying criterion of
consumerbased on personality & sensibility, a company must
offer the buying criterion of product which can appeal the
special quality & image of product itself to customers, and it
must stop appealing the Cl of company under the condition
of mass production by product quality and function. This
study tried to focus on the method which can create
effective brand and its image that are the buying criterion of
new product. Also, this study tried to find the effective
relation between economical & social paradigm which is the
result of social informationalization with intensive knowledge,
and buying determination of customer. And, this study tried
to present guideline of effective brand image and brand
special quality that is affected to buying determination of
customers together. The mode! of Positive analysis had two
types. The first model studied the mutual relation between
economicalfsocial change factors and special quality of
brand. And, the second model studied the mutual relation
between the cause of special quality of brand and formation
of brand image through regression analysis. Therefore, the
construction of sensitive brand image for forming brand must
be requested. The sensitive brand image is highly related to
preference of sensibility, and it must be based on mind
identity & visual identity. And, mind idenfity must have
creation of value, safisfaction, combination of community,
personal preference, etc. Visual identity must have esthetic
order, and originality of molding, etc. Namely, brand image
must form the accommodation of era change, personality &
sensibility satisfaction, the effectiveness of service, efc., in
order to create effective brand image.
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