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Abstract

The purpose of this study is to analyze the effects of consumer's need for unigueness,
whether or not using ALPHA-NUMERIC Brand Name and types of fashion goods upon the
consumer's attitude. The experimental design of this study is three-ways complex factors
design of 2 (Consumer's Need for Uniqueness : High vs Law) X 2 (Whether or not to use
ALPHA-NUMERIC Brand Name : Used brand vs Non-used brand) X 2 (Types of fashion
goods: Rational fashion goods vs Emotional fashion goods)

The conclusions are as follows.

1. The interaction effect upon a favorite level according to consumer's need for
uniqueness, whether or not using ALPHA-NUMERIC brand name and types of fashion
goods upon the consumer's attitude is proven significant. For the group where customer's
need for uniqueness is low, when ALPHA-NUMERIC brand name is not used, the
favorableness of rational fashion good, a parka is lower than that of emotional fashion
good, one-piece dress. However, there is no significant difference in favorableness by
types of fashion goods when ALPHA-NUMERIC brand name is used. At the group with
high need for unigueness, while there is no significant difference in favorableness when
ALPHA-NUMERIC brand name is not used, the favorableness of parka is higher than that
of one—piece dress when ALPHA-NUMERIC brand name is used.
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2. The interaction effects upon purchase intention according to consumer's need for
uniqueness, whether or not using ALPHA-NUMERIC brand name and types of fashion
goods are proven significant. For the group where customer's need for unigueness is low,
there is no significant different in the favorableness whether or not ALPHA-NUMERIC brand
name is used. On the other hand, the group with high need for unigueness, if
ALPHA-NUMERIC brand name is used, the intention to purchase parka is higher than the
intention to purchase one—piece dress.

Key Words : Consumers need for unigueness(AHIIISSA=7), ALPHA-NUMERIC brand
name(LIHFHIZBHE), Types of fashion goods(IHE@MZXE), Consumer
preference(AHIXAIES E)
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<H 8> 2IHrHIE 283 XS 200 Al FHAZ0 e BZ2) EFEEX
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e EEEE
EEE 2EE WA i
B2l (I3t) (o)
AT M SUC Y ANESS
AE HIALS A HIALE A HIALE
A 3.03 3.10 3.16 3.05 3.10 3.07
| o (0.83) (0.95) (0.84) (0.88) (0.84) (0.91)
g = 3.06(0.89) 3.11(0.86) 3.08(0.88)
S 3.08 3.33 3.13 3.03 3.11 3.18
c s (0.83) (0.92) (0.85) (0.93) (0.84) (0.93)
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