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Abstract

This study was focused on recognitive reaction. The purposes of this study was to analyze the fashion brands
through correlation analysis between top of mind, recall, recognition, impact index and consumer behavior, and to
identify the graveyard brand, niche brand and core brand.

33 questions about 20 fashion brands were asked to 442 males and females from the middle school students
to age of 40. Data were analyzed mean, standard deviation, frequency, and corrclation by using SPSS 12.0.

The results were as follows:

1. Top of mind, recall and recognition affected recognizing the brands and including evoked setting, but it didn’t

lead the customer to purchase the brand.

2. Although top of the mind and recall are high, the percentage of purchasing the brand is relatively low if

a consumer doesn't own the brand.

3. Brands 'B’, ‘L’, ‘PF’, ‘D" and ‘BM’ were represented as niche Brands which had high recognition and memory.

4. Brands ‘'TB’, ‘I’, ‘EN’, ‘ML’, ‘E’ could be Graveyard brands that need special managcment.

5. Brands with the high impact index were “‘A’, *T’, ‘I', ‘C” and *B’. These brands were recognized as the core

brands by consumers.

Key words: top of mind(H = 7)), recallf Bl EZ AF7}), recognition{ ¥2 417]), graveyard brand(R *] 22
L), niche brand(EA] HPFT), core brand( 4 BAL),
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