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Abstract

To identify the antecedents of repurchasing intention toward fast fashion brands, this
study was conducted to examine brand authenticity and brand identification as both
direct and indirect antecedents of repurchasing intention through fast fashion brand
love. Through convenience sampling, 266 university students in Seoul metropolitan
area completed a questionnaire survey. Data were analyzed using SPSS for
exploratory factor analysis, and AMOS was used for confirmatory factor analysis and
path analysis. Factor analysis revealed the following: for brand authenticity, four
dimensions(‘originality,” ‘reliability,” ‘continuity,” and ‘naturalness’) were revealed;
for both consumer brand identification and repurchase intention one dimension was
revealed; and for brand love two dimensions were revealed(‘passion’ and ‘affection’).
Path analysis confirmed that ‘reliability’ and ‘naturalness’in relation to brand authenticity
indirectly influenced repurchase intention through ‘passion’(as a factor of brand love)
and directly influenced repurchase intention. Further, ‘continuity’ in relation to brand
authenticity indirectly influenced repurchase intention through ‘affection’(as a factor
of brand love) and directly influenced repurchase intention. Consumer brand identifi-
cation influenced repurchase intention indirectly through two factors of brand love.
These results suggest that fast fashion brand marketers should implement effective
strategies that consider consumers’perceptions of brand authenticity, consumer brand
identification, and brand love.

Keywords: fast fashion(BJAE BJ&), brand authenticity(HHE Z157), brand identifi-

cation(BHE FYA)), brand love(EHE A}

I. Introduction

241 G WAL YelA AHoR 271k Avxte] SAT S(Kim, 2007),
Joy, Sherry, Venkatesh, Wang, and Chan(2012)2 &2 AdE2 949 7tAHE &5
9] F7ht A87HE9] o]&7Fs /ol oA HAE s Bt wi&2 UKt

Copyright©2020, The Costume Culture Association. All rights reserved.

- 147 -



2 WAE i BAS AolelEe] Hgus R

st9ick. 2y 201990] S0l A H&M 5 TAE
A HHEE0] =2 Ao A1 Wt 9Ith(Han,
2019). ol+= X A2}, H&MI}F A AE w4 A
o AAE Frgh v= HAERH BT 2oy
210] TAIES AHE olal FRRA PPt
Kim(2019)0] SJiA = AgEct meti] fAE oA
HAT = Ag7|0A HEH7 dAR 5YstA] 7]
oA MEE WSE HAs= ko] "asitt
Park(20152)2 ZE fAE s BHACST} A E

A= vhy, 2% OEE, 290149 284, it
ik, A7E wEHAHR FEE AT AEst
7h g AAol=tal A ASaL Qltt. Park(2014)% uf
AE tjd BRAESS 4l EEE 524 Wgshe
TEE 5HCoE s EFHR o]uA] 9o HHs
o] ApEA oW AE 27] dEThal A& s
23 de HAE sjd BHE] fAMgo] ARt
E=ke op7Istal ] 2AEA A7l HA IFS
ozt AL golHA, B HAE A BHEol 3¢
Hobe AlEA, SUA, f5dFe] flole A%
Al Aol AZE AL SRt FHT HSkE s
WAE M2 SLS} AFE HolA Ln|Ake] ¥gh
of FEsto] B Apde} HEfee ARl Sl
Kim(2019)2 HAE HMo] #1 BfE Qutogl A

HIZES WA & Qlou g A&7Hs5h] fisiAl
WEP o ZSSfor kil skAth 1= H&M,
A, FUEE 5ol tAolvet ddor Ig AF
< A’ AT H&MO| S OF7e} B HAES
oishs AE e AS Azl Ao o=
AAsHAEE E ohE BHRiE A2Fo 24 Kim(2019)
8% 2RSS A0 T2 He fdE Aost
bg 27 fEpte 28s 271 S fAE
A JAE A&7FsAEY e Mol Bkl
St wEbA 714 7k Aol MR HA AF 1
APESL7E oFs AL, 71 7R 0] Aot $ ol A
71949 A7 B9 €A A== Yi and
La(2002)2] A|Zo] SHAE 5 HEoe B3|
Holch

A 4 W B AT 1Y AES BASRE
wRole] BAE s QoA BAsst g
% Q59 H(Tuskej, Golob, & Ponar, 2013). Lim(2018)
© p&Ge] BAE T3 M3 WA SIERE A

w [T

i flo

stHA 719 Aeke] Wefol FaL F4lolA BHE F
Alor At 9SS 73ZE5HTE Rhee(2010)%
P A7| 4ol BHE viAR Y F83S x5
mebs BAE sjd B EE AH|RO HSHE Q1A
5tal, AH|RPA ofF BIHEZ QA= A=A
gt olsiE v o= 3k BFFQl BEHE HAgo] &
85ith &, fjAE sjd HRHESO] JA oA Hojuk
7] YA o AEsHA 4l EAEE drgstEe
g5 oA AHROIA QIAEE BHE A 9
S 93t A7 "asith 2y fAE iAo gt
ATE iFEol AHRe {3, AR B, A
BAA WS, S 221 HaE A (Park, 2015a),
HPE I HEo] gk olsi= AgtHo|t} Kim
and Bang(2011)2 S AE w9 A&, &4, £
et ApEIE oA AH|REO] AHA BHE
ojujz]o] Q5] Fufgd FHolzkil Skt ESE Jeon
and Park(2015)y2 ThFRE AMQJof| A o] Fuff & 50
it AFEo] AFHEE FHE FEHSFE B,
olo S v|X= APHFE o] Tk 5k
o} E3] FAo] &gt HAE siH A4 Ao
olko] FFE PA= AFHFES Bo]aL, o] f
gt olstE AAFo =N ARl vHAY HeF 1
o] 7ksstttal st3lct. 152 HAE FiH BHEO
et AlE 543 MR §A4o0] Q1A RX3HE E5f
A ele] nA= FFE HE=, & A= o
AE 1| B0 gk

O

AH|RFO] HHE A X|ZH2 BHEQ} AH|R
A714 BAE FA k=T Z&o] ==Tl(Choi, Ko,
Kim, & Mattila, 2015), Bruhn, Schoenmiiller, Schéfer,
and Technische(2012)= AH|Z}oA A2 A5t
glo] BHE Z784o] Sl= BHES} gls BAHES
AEA AA & A3, H&ME X178/30]
& Yeylth 5] 4 BEHE9] A4
Seo(2012)= |11 XG5 npAE] of
EA0R Qs 7]Yo] AlFst= B de AR
AL ot e AHAe @77 siA AlEol
Al B& F8A] = okl sHGith = oA AlE
< BHE /o] A7) "ol AHAL AlEFET
BT o5 HujE ZAstERE BT o] Aol
Zastttal sttt 121l A AFE Bl AvA

- 148 -



Vol. 28, No. 2

7t AZyok= id BEES] 1549 A4S vt
ESE Youn, Oh, Lee, and Kim(2016) 3j4 EHE=
o 1g40] et A77F WA ol %S HAATE
of ZANA A B sl MRS FAA
of|2Hattachment)S =7|9 YAHAo] =11, thofst A

= =
2 Ad7= fAE s Bz tis &8} 212

43t g WAE Wy B B
= 5YA] Ad(Kim & Chung,
2006), JAE 3|4 HHE SUA] JF(Kim & Bang,
BT £l A7(Rhee, 2010)
T FUAE A5t B3 49
A7F Azshes il BES YAl A4 AR
LAt o] FH FUAZE HRE ofj2ke] il B
HE Aol 84 J3S Xtk Rhee(2010)0] 9J5]
BHE Al HELE AASEATE Jang and Rhee(2008)
= AU} BRES] #AZE FasR ol w2t siA
7199 BHE e Ao BRE] 754 ¥
l 2 593 uAY &%
3L QIohaL SHQITh. o] gt A Al SHof s
Unal and Aydin(2013)2 A&} B@ =9}
iz AlE BEo] s w71 A A
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s 477} Wasit 24, B
E w4 BAE AeelEe] o
AL wlows HAE WA HAE up
o QolME BAE AGAe) Fa4L A=

F Itk Lim(2018)2 904 t) eofit 421 5S

5 o

4 3

tigo= gt upAg Aol A AR AFT} AH|A
qto] Aropd=thal StAA IEoA AP UA =
7F7tok @S AEskit wEbA HAE sl HHE
o] F98 ZFHAFo] 20tfo]EE Lim(2018)2] 1744
oA "] SfAE i BTl Qs A
o] A}; ek A, AE s HAE 0 upA|g o
A w7 E A HE AR M40 S24e Al
AlsH=t] 2197} Atk Park(2015b)S TAE mjd B
HES o s Bl B HpQl AR 744
A BT AT} AorrAAQ] B

1

Qe 244 Tl APHQ G FA ok, 1
Z (o]

HE A 53 AR TS F= AS "L
4 e Ao WiZiEszA 9] F2dE AASH
ek & A= 29 ohE BE Y Wl B
E A% B A6A SR BHE Ae
A HAE WA BHAEO] Ao oo Zh ARl
TS £ 2AS Hwgo=EA BdE B Wt
HAE wfjdo] tigh &uREEe] vAle Il A
olA wifHzA ] BRHE ARG Higt ofsjrt 2

a5t A& BojEn
Il. Background

1. Repurchase intention

Peter and Olson(2008)°] 9J5}1H AJFujor:= 4
HZo] Al FujgdEoell, Adyt st o=
olojzl& &g ougitt. &, AFHjorE FuiE
o|Tl= FFA MPorA whE, A= b2 £
A, T 5749 #kolofl diste] Oliver(1999)=
o & whEo] AW} F4kolH, AL HEET
B S5l skt de S =0t w9 Afolof
tisto] ThE2 2|7 718, EFAA ] tsf 47t
Algotle AaEo] gt 48jAe] Hzho 2 A FHR1e)
HIHASAY #2E whgo] F4%9] P40 RHEA]
a3t ol st

S4Let Aol 2ol AW EY] fI5) &
Qo] tiet APALES AuEH oh33 2ot Vi
and La(2008)= S/ %=o] tet APAL5o] P54
AolA Al & Hied JE= UEEtha 5h9l
o} Oliver(1999)= El&2 F/dkof tisto] QAx]Z,
A4, A APe TP Stk 1Ea 1

- 149 -



4 Bk A BRE ATelEe] Hgus R

€ H=4 34x0] 354 =S o= 487 A o] AT FE Ee I Ay
o] FE4 WS AAEIAH. A WA AR F dA= Hlisehe W= S04 FEEnal At 28R}
54 B0 digt ARAA oY Fhol A% B S 159 AolA 2 oFyzh A& (market place)]
Hol 7|giet Zolwk. + WA 444 dAle 54 B A J7g4<S F7-5tE=2(Guevremont, 2018), 4]
HEo] Hi3f Fobshs B ofnishetl, 24 vt AolA BHE Aggor Hshe Aol T an
Z3 ARl 71uket S EAE] digh ol Al 2Rl nAg o= Il wet B /g o
WA oreg dAE v SZAE FHE ASS o ot Aol A=A

&2 ez Gttt vl MA F54 dAle

= Bruhn et al. (20122 2844 Ao 1A4L 2
oz wste 71owolth. Wb A0l it 9l Agke] Ayolold BAE 43O Fad &

5 Els
APATES SHx0 et ey HE, F54 3 Qo1 ddf miAg 9] Fa3gt FAEt ottt
=, B4 ol whet Aoz} ATt Yi and La(2008) 2 AHE7F 229 28 971, 37HE A E E9L
= ¥54 B9 AFA = AT s = S5t AHstel 2 Ao EFAEES A A
o, =4 #Ho A7 BWHE ASE, B 7 Holl wet AFEES widY aolA X88E S5t
A E9, A E, FHERERY 2 HE HA ESAAAS S3tA7I 1 gkl Sheleh AlA]
A, 38A FAE, 71A0] kg AEY s o] AFFEo| Afdte HMESL AH|S= AEA 9
24903 Stgink 2, 58 BHS HEy 4 oMk APHS I A BAE A4
o Y5 ZAHEE A5 B2 BE L3I 248 Fxsyt. 152 BAHE AHA ATLE
o]} Zo] FAEO Higt AFAEY ol Aol o] Hilt 2184 /Hdat 2 APEol sl LAt
7F e, 2 Ao AFmoEE HHE F4 A gE AHstAEA, NdS HYstal &2 FUE
L9 Y= GAS 9u|sit}t. T3t Yi and La(2008) Ndetict. 1784 7idol &t Arglastat
L t}220] Roj|A] grRo] FLujo] MHzolS slojA FHLAT MdF JAAE 23Rty st o
gyt 6ttt Gt SHEEOlA AL IHIY FHH A4
o|9] AFEC 97 TE2 FAHAEL AT Aot ol o theoldl S o R AwA A
o] Aguizoln], Lol FEZ ZAE DA Ao WAsH= o] ofyztar st 18]ar ¢
TR s} 74 bt & 4 9l JAE oA g, AW, A8, S5 N, AEA, U4, O
BHEE AL O 2 Jeon and Park(2015) SHAE of = A, AR, AR TRl Yokl Hdeh 1
A BHEo] AE EXT} 48R EAo] 01X Bz3} 23 BAE Aol 7] WAAGT th2 A Al
2 E5) graowol nxs S grEh 4% E oA Algshe B AulA0 IS HFEE
%

% A% B9, AYED olgie, Bugt 9Pa A0 okw, wA) Bese) YAE 43 Bee
Bfol, 244 B4 W4 BA4o] AaelEe]  AETHE IS Blo] Fvket Rrojeta Aojst
. 2elm AX2 o) HASE} HFSERS BA
=1 =

=S| 2t EEAYE Bl 1 H=s

AAQ] JFE ke AL IR oA & die AL BHE JAG0 gk AR A4 &
PAE H4 BRSO 5t A E W AuRt W ot A, AL, S84, ALY AFHe

7bobd BAE B Wevt gpmole] njAe 2 7AE AE=S ANEsin
S ubs| 1A} 3 Morhart, Malar, Guévremont, Girardin, and Grohmann
(2015)2 BRHEE 913 97 Q= =& 98 1A
2. Brand authenticity HE2 Bt X349 243 A 1882 o]
HA:E WA thsto] Seo and Lee(2013)= E st= Ad O ZAIE HEEA] ofsfigjoF gtk ok,
A BAcete] AFA AW glolx FAHE A7 °lE HIlY] A% BT B2 AMSL A A=
) B7}eba shgict. Stiehler and Tinson(2015)2 H £ dstlch. 152 ot B X700 gt
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EE B EE ABFOA, TR, A

olzte] e A F, olefet AT Bl
o A4, A2, 294, 4949 ARe Felt
I BEe s

Moulard, Raggio, and Folse(2016)= & 7|7t &
Qb &H|IRY] A Zg FAIRE &B|R} XAl viAY
A7} Al A o] ekl StEA Hee A At
ojZ2fAfof 7|49l A=FE "kl EH°P ’\H]Z‘H 3
77F AEEH AT stk 2
7} AE AFAelL AZ4E  Be
I o47|H, AH|AF AgHo g 2Z4E u BT} A
ASHA] ¢t of 71tk 319k &, B E AAHAS

7 AR

M= AE AFHolojof TS FZxsHct 18
I AFAREEA, B2, o A5d, T4 9w
Aol AFHS|gER, AFHE ZgsiE HAs

A7 2l st A3stint
FHATZA Lee and Min(2016) | 413}
AR &G04 AAL BAHEO] MG BZEAIF]7] 6|
X]X%k]o] 71—ij_ 011-,]__]—,_ ’8]-031';]- j-a_ﬂ 5]—
Hco] ey fAxd] gigt dgd+ 4
< 2 AFEol dis) o=t
S olFolg= ﬁ% EME} T3 AvA7 BAE 2
= I B gt 744 A

s

9= |
Hetda e, X2] o =8S shA] gZ Aolx
olgjet ¥ Hhe 1 HAM=of tigt A e
£0]1, HFHoRE AR AR ooFS
-ty

F o= B AP A X848 A g
Sl A& "olA ABEA= ditt 1348 Az
gt A2 FASIALE Guévremont(2018)E HA =
A AF-s0] 2= HAQle BHES e
Z 0] S AFsAt. e Bl I
o] A9 HRE AlZko] AU WA = A&EA,

G, A% A2 BAFo] Yok, 20124 Az
ot iyt EA 9% B0l Frank and Oake} 22
ABEREL LHRO)A A oA R A ZE =
o AEstive Ae A 223 ABEH

=of tAtow HE HHAY 2AGANA 48X}
A7tshe 74 49] AL Ptk Hebd Guevremont
(2018)] A7zl O3] 20009 B4t F Asto] vl

WA AK) HREo] &3k fAE A Bz of

Ll

% BAE WL QF0] B2t Aok B,
FYPALEA Lee2016)= HAT AFAo]
o] - 2HojTo A P2 Fri= AL
3t Lee and Min(2016)2 BEHE= =
2 450 auhel Aoz ANstELd, el
S4E BasE 48 A7Es Adeel Lo
Aztsi s YAl PHelo] BH S
WA A W Ea H Bt e 27
A ATEA Seo(0125= WA ATE F 2127}
Azishe A BATe) WYY ote] T AU
Wt S $4S 1Mo BaE s A
of WA SHoRA A AYH, BEL, ANK,

8%

dugoz TYEo] Yom, HA £YL 2ule
o FHOIA FHHE $HO2H MAE gt

Ao FAEE=
A, e g TAE] 9t Seo and Lee(2013)=
oA BEHE0] AR A &R Y AAA, s
A, ALY, Ik =2 .J_AJ(EE]]E vke X =3
3, w2/)2 F A FolA 4 £ B
ol B4 ¥, 2 42 Sl

JFe e 22 #HEH

Choi et al.(2015)2 TAA|FNA EHEE AH|[RE
7F 7164, AnlA, A4 £49 Algd g 2
ok gAY S8 TAolBE HAE 7
g7do] 53] F8stthal stk 122 A5 =
H Ax= ol HTof digh fjd Hie Xdzé*é«l
s g, A FolA d9, 84, g4
o] Bt FAm=o] FoAQl IF2 &
Aot mERA B ds jAE ﬁﬂfdoﬂ i
o] Ao ddF= € AL
5] 34} b

Ao ZA EHEC B =3

2 o o

[ u
e _I

Iﬂ
iy

r{r
rulo
T T oi

I]I' >’i

T

i"}

rOll
=

Sag sl

)

H::

I

WL

3. Brand identification
Belk(1988)°] 2Jshd B
71—4 Ex% S oA o]-L

W= 2947t Aok 4
AS Fioh I BUsst &
REL 29N AU BERS 25}, Ao}
HALE BT BAE 714eA F7] ol
AU B 449 BRE/EG B SYATTT
Stk et AElae] HAS FYNE HASH
oBA, AA|, 9 AT Aot BAHL B}
2S 7PsA SHeAE olsteked Ueld by

o 7l

i

ol r{r
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6 Bk A BRE ATelEe] Hgus R

93t H4]o|tf(Stokburger-Sauer, Ratneshwar, & Sen,
2012). 2 224 FAY7], BRHEE E-50= A
&2 wiA 9] 7hA]ste, B o] et AB|Rte] & &
Alofl oJsf| 4B HHE FAAZE BT o]
QlojA L F 338X QrhK(Tuskej et al., 2013).
Stokburger-Sauer et al.(2012)2 HHE= FAAE
A6} BAIES AAE Az R02 ol
HIE FUNL AHo AuolA AzE B
YA 7 AL AobgALe] 8 2
otal SF9c}. ESE Tuskej et al.(2013)2 EHE
INE 4HA7L 54 Held] gie UE =
7= Zolgkal sttt Rio, Vazquez, and Iglesias
FYAIE ‘2B[A7E AH419] Aol o]
Bo dish 7k AT R 4H|
Ao Aok g7 BR=e] QA Lk o]
= SN A2 Aolo] 278 F= 7]
AxIZ} 7jele] ABIH Aolo] 2B
= AR BRE SUAR S, S5 1™
©] Wolter, Brach, Cronin Jr, and Bonn(2016)2 &
BHE FAAo] gt A=l AR1A AA B4
of ZA oJ&’tth sty 15 ARIA BAT &
Holl SJakE AMAE BAS} Aot Zoet 2L A
A19] B7]18 WEAZ of HHAEE 2pA19] Zo} A9
(self definition)E 8] ARESCra s}ich
AH|REE A419] ojm|z|ef Fitsh= HIHEo]
s &A1 FuiE stHA RS S7HAIIE
ZA3Fo] QITh(Yi & La, 2002). Lee and Jeong(2016)°]
o5t HHE FUAl A2t ARHSE ol A
S 2HAE BRE FYUA] A7 A| HE
of thgt vkt A5 = Qs BAHE olf SLE 7
A foizde] worAA 2 2 3k
Ho]F3ith Tuskej et al.(2013)
9= FUAT 344 P A dHg )
£ 9E . E3E Stokburger-Sauer et al.(2012)2
T SYA7E B S0 9FE <= A
ST} Wolter et al.(2016)0] oJ5FH AH|AY] B
Al7F 2827 BIE ZA(exclusive brand loyalty)
| 4 dFS FU Yi and La(2002)= ShtE of
Aujde] tigt BRE FUATF #2545 BHE
FFE "AT=E AS o

AE] el 4] A Aul}

Y
L —
K
BTN
o
rr
Y,
o

ot ®E [z rlr rlo wjt

me g

)

7t At BHE FUYAIE ° F85H 12 7t
54Jo] At} o]of t5}o] Jang and Rhee(2008)+= 4
H|ZF50] AH419] olm|z|et PA|5h= wH HIHE=O
AHE S A7 EE S5 FIAHLEA AT
A S Fdislelr] Hio] BEHE ov|A= F8
g A aloj=ta sttt A AlES tide
2 HHE SAA7F sl vl 9= el
A2 A Kim and Chung(2006)2 AH|A}E0] B
T8 A4lg #AstaAt g Aotolu|2| e}t FY
ojmAE 7H BRHEE A&H o7 Fufjgitty B
o 12 s g Eo] gk 4E|Rte] Bl A
7h BRHE F4%0] FA dF= =0

t}. ESE Jang and Rhee(2008)= 3|4
BHE SAA7F BRE 4%
22 YA 55 HAE By 8
im and Bang(2011) A E mjA
£ 2AFHES B
BT T 2 ARt e
o st BANE 2ulxje] ATl

d ZoR Hi o|g ¥d|aA}; it

rr
PRI

9 3 > 3O ok
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HH
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>
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of |m o & oox N S
m
ox, &
2

o
w n
=)

4. Brand love
7192 ABApet 9| Ql= BA, E55 A, &

1__

L gQ17F TA (interpersonal relationship)@} 72 <A}
0] TH(Choi, 2008). Q17ko] A|fopt i Y&
AFE AR F Qe UAE B H83 A
o] HIHE ApFeIH(Kim, 2017), °]=3 7Hd-2
Shimp and Madden(1988)°] 2J5} AA| =} 15
Sternberg (1997)2] thIZF TA o Tt Ate] 4
22471 AW, 9%, GAbEREYolh Akt
AFZyo] 2 (triangular theory of love)’©f] A d}o] A H]
Ae}b AH|YdIe] BARA BHE ARFY NdE
A A oFA

Sarkar, Ponnam, and Murthy(2012)= AH|A} ¢
Sol Ak 41 W B9 2uASol 48 takt 7
4 goge e Aol 29U Lol Fid, 53
BT Aol F2T QIrky Stk AvgSol
B oje) AR LAtk Zo] e A5
oA YZE ATt HEHOE Ahuvia(2005)= 17Ho]
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oj" i Aldste A
25t 3 %’JFOM] dog 3
Ao} olifolgt= A ’3%@2—% Hol:qlth o &
Sto]| A Park(2015b)2 T A
ALY FA e Fol] Hik=
o] Ao A sk A4 A9 584
= xSt 183 BAE 3 HiTof gt B
A= Apgo] Aol ATASE WL, ol
wow magel vhAY Heke AXSA,
BHE AlZo] disto] Carroll and Ahuvia(2006)=
‘B =] st 7919 7 (affection)T} B 7 (passion)’
o]zt A5} tt. Ahn and Lee(2013)= B AL
g A SRR o) 2 QYA 4
% ojzz} 1 BA=ske] A7 Hel BAGIK St
L 2AA 71—x4(7]-€ﬂ Al ﬂﬂ fq-»‘,%'fﬂ' /\]_%/\;11%, 5y
E7F =)o) AgtE Aog Aottt I8

—.>i
5
2
o
24
=N
i
i)
N
N
o

U]-}_.Q_ =
=

T o H %E—
Ae] SAETE TR B ORpEoR AAH
Ak, tiIZt A 7|25 BHE ARl tigh A

Z0]|A] Carroll and Ahuvia(2006)E A|<Jst AP A
?-E(Albert, Merunka, & Valette-Florence, 2009;
Albert & Valette-Florence, 2010; Batra, Ahuvia, &
Bagozzi, 2012; Thompson, Maclnnis, & Park, 2005)
< A C 7 AAStAoY, Az dA|5HA] kgt
t}. Albert and Valette-Florence(2010)= Caroll and
Ahuvia(2006)2] T UX}A3} Thomson et al.(2005)2]
Chabdof etk BlEhE AAJSHRITE. T18]al HEE A
ol gt 2 AFE0lA AZ(connection)S 7
W22 igor By Ay F4o] F gRlog B
A QITHLL ST the] B E ARl dieh Ay
T-=(Albert et al., 2009; Albert & Valetter-Florence,
2010; Maisam & Mahsa, 2016) ZHA3 A9 &+
f9lo g Hekrh 1831 Albert and Valette-Florence
(2010)b AgAT-Eo] 7Rt il ARgol Hiek A
TS HRO R AH] Aol Aeket AT 249
T aQlog F4H Bt AR gt A& i,
A ATBFA -

jAE oA Zof tgh Aol A8y
Wt AMpHFE AEE Park(2015b)2 2 7AIF
of tigt Bt ARgo] A Uehd AFE(Ahn &
Lee, 2013; Ismail & Spinelli, 2012; Wallace, Buil,
& Chernatony, 2014)°] ZA3l¥tt. £35] Ismail and

Hal e

1:1
= ==
E

Ll

Spinelli(2012)= A4l {33 A2l 7H4S AA|
o= H & M, Zara, Mango®?} 22 fjAE oA &l
EEo| Bz} 7ot ohq]gjl—g 7t Ao Au|AE
oA B Yk BET A DA HAE
Sl S BAUE ARG Apselch ot &

H|ZE A O 2 Kim, Jeong, and Jang(2014)> 22

¥ AE d4o] et HUT Aso] HAT Ao
OV 98 HIEA AR el Y nas

sl=tl wA7F Qltkal Ert
B Algo] ol & 5o u
A2 A Carroll and Ahuvia(2006)%
o} A0, Albert et al.(2009)2 ZA T, A
A1Z 9], Unal and Aydin(2013)2 B A3} LA
of, Maisam and Mahsa(2016)= HZHE JLAH0] H]X]
= G gt E3] Albert et al.(2009)T} Maisam
and Mahsa(2016)= A1} 7449 = 2oz LA
= HHE A ALE ARRSH9TE ESE Sarkar et
al.(2012)2 BT ARGH GARE YHHA HE Ab
o] 744 Al BARE A D7 (intimacy)¥} HHE
2% (passion)o] Tt A TR HA
Qe ST 2 YL, olel Fio] ot
= AR ATdole] 4RE vE Ao 1
.
AH AEo it BT ARG gt AF2A
Ismail and Spinelli(2012)+= THA=
o] Aol frel=el JFL Mt A
W @A WAL Y BAsE o
o] St 7o 37 3
9T}, Rhee(2010)= WjAH A
ohatel A28 B Aol 30|
& RIS 218 WA TP HAE

o |
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mAEte] 474 FANA Lehts
7J ?l e 7‘3 0 & A 9J3}lar oA (affection), E7J(passion),
A4 (connection)?] PO g FAE O] Ukl SHY
o}, BEE Alo] tislo] Carroll and Ahuvia(2006)
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] 3= Zo|t} Ahn and Lee(2013)= E#i= of &t
I BRE AR 7|7 BHEQRS] A5 o] ©
3 P, 44 BREovt sigEnia st
Sich 1213 % W] Aolo] thste] BALofate
Blset YMzor ddge e FHdH Bt
3, A= A2 &R HAEE FHchs 14
oA HFet FF AA, A, FeS EAHER
o Aol Adolzin sk

BHE YA gt AF-E(Morhart et al., 2015;
Seo & Lee, 2013)0] HH T ofjzto] njx]+= H-9]F 9l
IS YrEH Tt Morhart et al.(2015)2 B A A
o] A&, A=A, JAAY, 34 AdE FolA

A% APe AT ALS0] 744H BA: o

< IVHIYE AE 9ETh £ Seo and
Lee(2013)= BT AAQGAHY AHY F 7440 B

=
WE ofzto] mXE HA JFE 9HTh 53] Choi
et al.(2015)2 22 Ax= HH B st o
A BHE A9 FYE ghe]al BT ofjztof o

o AT A WAL FFS WILA Tt
Stokburger-Sauer et al.(2012)2 HH T A2 &

H
9] FgAtYol7] Hope Ay o4
o] =t 3}tk 1| Bergkvist and Bech-Larsen
(2010)2 BT ZSAXE AH|R7} 2419 o]u]Z|
%A T YA BEE AR AW
A Yt BHE FUAT BRHE Ao J7F
S RSN o A

ATES AEW T 2ok

BAEGAT

Yi and La(2002)= SHUE mlE AujAto] tigl B
WP 5UAT} =842 B gt FHE 43I
] @o| stth= AL g t) Park and Lee(2009)
T 5YA7E BT of&o] HF JFE 2
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Tuskej et al.(2013)2 E&H

F

YWATLEA Ahn and Lee(2013)= AH]R}2] A}3]

=
=13

=1

=
Hzg o&/Adr HAl= 7} 40.4%2 AFHc =
3l

2]

Ao} Aol BAE Algo] FA JFE vA= F
o

WAl FE et 3 fid HA=E tidow
g dF-2A] Kim and Chung(2006)2 Z}o}o]u] ]9}
L oW|AE 717l BT s S743} oAb
YA B, BRHE SAAZF BRE 7] ujA|

Y9}t Rhee(2010)= HjHEAS
£ HidoR BHE SUA Ao HAA LAt
o3 FUAIZE HRHE Aol A dFE v
et oEbA 2 e SAE oA of

= ¥ L2
HE SLA7E BRE Aol 932 v A2

o
4
o
i
i

. Methods

1. Research questions

H 1L fjAE fiHd B ¥y €ag Bac
AAA, BT L8R} U], BT A} AA5)
u

of At Eof mA= JFS HolAl gt B
T ARAT BAS 22 BAAT} Aoz
AHAY FFE & & oy, BAHE ARFE 59
Aozl TP ARl FFE Erte BEE AHst
ek A4E AR 2 AFRgL (Fig DI Z2

o, By B2 ATEAE o Atk
AFEA 1: AE A HAHT o] HA= A4,
BHHE 22 SAAPZE Aol e

- 154 -



Vol. 28, No. 2 ¥ o8 3 9
l v
Brand Authenticity Repurchasing
Brand Love — Intention
Brand Consumer
Identification
<Fig. 1> Research model
of mA= YFE 3ot gs]7] fls &e14 QA4S AASHAT &Rl
ATEA 2 AE W4 HAS HAS WYY, RARNT ATEY BAS st TR ©
HAE AlA BUAZE HAS AF PS8tk B4 2HPHE How 27
2 5o A=) vXe A PES olgstglon, Aot mdol APASES A
e ghac Zatoit.
2, Measurement and analysis 3. Data collection
2 AFE flote] HAE s Hso] tigh Bl A& FH AZAl] S5k 200 tietds #
T XA, BAE 28R} 5UA], BHE ARG, A+ 9] F&sto] AERARE AT ded HEA
Wl E S5t g B A IS AA W % SHol AT HEAE A9t 28785 49

ol izt 2Fez F4d HEAE o8t &
Fol it geket S A A2A] Aol ma
E mjd BE=0] oo} A o] HHEE A=

AAISHRE. E3F HE A4, B 4AHRr 5
A, BYE AR, A7olelE S Amskar] QolAl 7}
A 22 o WAE Y BAso) o) SRHE
= AlEFZY At Qlo]
= Bruhn et al.(2012)9]
HE 2R FLA=

BHE J88=
158go=w
Stokburger-Sauer et al.(2012)9] 5EF 02 LA &
TE ARGl B ARO] HI= Albert et
al.(2009)°] ARt A7, ) F aRlew FAH
12735 ARSIt HAE fjd B eo] gt A
Fuj 9= Kuenzel and Halliday(2008)9] A =& 4
A5to] A|A|SE Torres, Augusto, and Godinho(2017)2]
3RS ARG ATEAY e A BE
MSEL 88 184 YA, e 1EGH)
ZA Likertd o2 ZHHct. wehd ZE w40
W7} 284S Waol 4ol B A U,

PASW statistics 18 54 m|7|A]|& o] &5} =1|,
TFAA 24 WS o A 7yl st
Y QolRdoRA FHREAT Wejus 5
WHS AAIR &, 2 AT HolH| et AFAES

oXx
gy
iy
H1

)

1=
Agaigch. A AgE SR AP
T 21.03A1(SD=2.28)F o™, HA2 109(38.2%),
o 4L 1787(61.8%), 48 FSHL 2ol %irt.

IV. Results and Discussion

1. Exploratory factor analysis

A QolRA Ail= (Table 1), (Table 2),
(Table 3), (Table 4)9} Zt} QQHE oA HATE A
34 =% 5 .50 olste] allRstga WA A E 2
2 Astert. £3 HAS A} B F 24
AE 4232 ALstdtt. BHE GG 48119]

b4

E A2 28R10] &S o
2 452 B 99 gQloz 2EH
vl gglo] 3&€ HHE I aA8A A

= e g A
9] 9RIEA ZAxtel vl B, A Qg 283} 9]
L 2% 53519} Bruhn et al.(2012)9] ‘Al&A] o
A8 42 FIA 1293 Adan o] 24
23 FoI4 1890] AHLE. weA 9 BE

w
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<Table 1> Factor analysis of brand authenticity

Factor Item Factor loading

The brand stands out from other brands. .86

Original The brand clearly distinguishes itself from other brands. .86

& I think the brand is unique. .84

The brand is different from all other brands. .81
Eigenvalue=3.23, Total variance explained=24.81, Cronbach’s =91

The brand delivers what it promises. .89

A The brand makes reliable promises. .84

Reliability The brand’s promises are credible. .81

My experience of the brand has shown me that it keeps its promises. .70
Eigenvalue=3.11, Total variance explained=23.93, Cronbach’s =91

I think the brand is consistent over time. .88

Continue I think the brand stays true to itself. 79

The brand offers continuity. .76
Eigenvalue=2.40, Total variance explained=18.49, Cronbach’s ¢=.84

Naturalness The brand gives the impression of being natural. .84

The brand does not seem artificial. .76

Eigenvalue=1.67, Total variance expl.

ained=80.03, Cronbach’s @=.73

Note. (R) means reverse scored item.

O3 Zo] ‘ALK, S8, A=, AdAA

=02 Yooty 2 AtollA AYE 534
o] 7Fg AA Uetgon, thxo 2 A=A, AL
A, AAAHZ AR UERTh U] 8910 = QIgt
Z A2 80.08%°]%ltt. ESE Cronbach’s ¢
91, 91, .84, 7302 UehtA Z+ Q9ld gt =
T3 WA g2 ZAZE gtk £} Bruhn et
al.(2012)9] A-tollA Aol 7Y A YEhd 8
12 A&l on, o 2= B34, A=A, &
AL ZO FAMZ UeETh o9 Ao o)
Bruhn et al.(2012)¥} Zo] fjAE 14 HA o] gt

o [

<Table 2> Factor analysis of brand consumer identification

debdel Bas Ag4e ) eles P4
o}, B WFHS TS 290 A9
L Ag ¢ & ok

Zox]0] ATE BE(Table 2), = AH|Z}
2 Az E /i, A|AISE Stokburger-Saucer
et al.(2012)3 Zo] &Y Qo g F&E 9t 7+ 8
olo] AAE EIJES HW, Stokburger-Saucer
al.(2012)9] ATFolA AA o] 7P Y £Fol
Aol M= 7P RA U2 Avt AlQlstar &3
A 271 A7 ZActk. o]2et Adke Y 4]
7F HRE LA Aol AR Hie- oj &t

-ﬁﬁirhia

Item

Factor loading

I identify strongly with this brand.

This brand is like a part of me.

This brand embodies what I believe in.

This brand has a great deal of personal meaning to me.
I feel a strong sense of belonging to this brand.

91
.84
.82
.81
.67

Eigenvalue=3.30, Total variance explained=66.07, Cronbach’s @=.87
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L Lge FaAsEY vs, T 264t 4 Avdsel Zo] 3EFOR THE GARUCE 1t
o7 ZQA5lal YA LS 9u|sit). ESF AFE Eltod, & A8 70.73%% T} Cronbach’s o=
L sros WA ehggel BAV 90, 660m%e) 0% UERbA S4ETe 0 B4 BAV €
AgEE Btk o3 R
T aclo] 3&d HAE AFe] 8184 Ads
HH(Table 3), & 8219 Z} 4&&o] HAHct. F 2. Confirmatory factor analysis
2919] 7} 289, % 4232 TAYAE AT A 7t assel oiE B acdleA An A5E 4
200 2 A%l A 8YEo| BAZ AP ARE  F A AARHS AN, RS DGR
W, AAIZE Albert et al.(2009)2 5 UAsHA UERE 499 1y, BAE AL 292 1Y, HAE AU
o webd 29 ¥e 2E% FYsH e T A Al, BRE AR, H?LUIHEL 1891 Hgoz HA|
oz grYStRTh Albert et al.o] AFoIA= Z SHETE 10 o] ARG Higt P23} 3t S&
ol ‘@A et BAE Ago] vjg Agelo] 24 A S18% T, A4 ATH: (Table 5)0F ek E
UERgoL), B dTels «gA) duee] gy @ 2 RS ZWS 119 EEI At BE
wrh a7 vepdet @ 991e WAk 350, AW .6 o[AORA p<0010]4 So5toct
g 43.70%=, A 89l g 3.10, Y Hye {Vo*é B FUA, BHE AGE B
BIB%E UeTh F RI0E Q% & A¥HS 4yl $ANCE R5HA Uehgon RMRS 05
82.43%=, Cronbach’s = .96, .892 e}t wat oJslo]al, GFI, TLI, CFl&= ®5% .90 o]Ato & LteRyt
A = Hiehe] BE A2 9T Ao E oh HE A2 AGFIE 90 o2& LRyt &
g¥jo] glom], o] nct HAE Aol § 2 E AT A% FoIA Bae(2011)= EEA]0] 0
A Bgetn 2 5 Ut 344 e CFIZk 234 A5E gol ol g8t 3
Arufor e AL L3 Torres et al.(2017)2) Act. wehbd BE W9l CFIZF 949, 972, 9852 7}
<Table 3> Factor analysis of brand love
Item Factor loading
There is nothing more important to me than my relationship with the brand. 93
Passion I would feel deep despair if this brand left me. .90
If T were separated from this brand for a long time, I would feel intensely lonely. .90
Sometimes I feel 1 can’t control my thoughts; they are obsessively on the brand. .86
Eigenvalue=3.49, Total variance explained=43.70, Cronbach’s @=.96
2. 1 feel emotionally close to this brand. .89
Affection 1. I experience great happiness with this brand. .84
3. When I am with this brand, we are almost always in the same mood. .84
6. I feel tender toward this brand. .76

Eigenvalue=3.10, Total variance explained=38.73, Cronbach’s a= 89

<Table 4> Factor analysis of repurchasing intention toward fast fashion brands

Item Factor loading
I intend to buy this brand again. .88
I would consider buying another product from this brand. .84
When consuming (clothing) again, I will continue to choose this brand. .81

Eigenvalue=2.12, Total variance explained=70.73, Cronbach’s @=.79

= 157 =
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<Table 5> Fit statistics for measures

Aofolze] Heus

Measures r df P RMR GFI AGFI TLI CFI
Brand authenticity 186.349 58 .000 .031 911 .861 932 .949
Brand consumer identification 25.323 4 .000 .033 968 .879 972 972
Brand love 51.388 19 .000 .036 961 .925 978 .985
A A UERPA ARGl BAZE Gk Bk A 8hA kol A4 A4 Ho] o] 8sHs CFIY X
T A=) F, 379 SOl 9%t xS P FE 9460 A YEEeER AMols 471
(saturated model)o] 7l M. %9 A7wmYo] 741 glrka ek,

41 o] Aol QolA] AFEA 002 LERT 27k
o] AEEA oltt. webd A9 Zuse} AT
ol A 0] H=2A 0] thgt C.R.(critical ratio)
o] AdighS AuEgith BE CR.o| 22T 24 Y
ERtTh ESF 60 o]0 g UEhd BE HEAS9 p
grol 0018t & Uehgonz 24 gotn &
o gebd B ATold A8 MAEE B3S A%
P71 9%t v gAR ARl ot FREAA

3. Research model test
TR 2UAAE YR SPAE T

Azl et g3l Hre gt 2
cF LA AR ge] 21 SO Aspsk A1
¢ 898 BAC Algo] 94 801 53| L]
ol 29 A A A9 G T A
o2 yehygth I3 HAle AAAO ALA 990
A 89S Faf Al ool 2Hd 4]
Y9l 9P F= A0 vehyrh

Jo BAC Alte] £ e B3 AT
ool 7 Ael gt Fi gloz verth

I o |
2 W
off
i)
_?h
=

2 A9e BE Q50| Ao AW
3 BAE AR 291 B A 9F
S Z= vl HIE QAL HIT

N
il

F= HHE AR HeE
E%E Zdzé*éﬂ HYe %%l*l a5 Zhol| || A=} BolARE Aol ol THY Al RS Ttk Aol
ARl AHBAE dAsto] B3 A 7 oh B4 o] QlojA] Aol s FEARS 5
A4 FolA BRHE X178/7 BHE SUA9 72t ¥ & ¥ BHE FHA7F AFH o] nA= AHH
= Yol 10 o9l TEAS 5183 ¥, HE +F Ql F2= CR. g9 p value7} 55124 F2I5HA] ¢
H 2PolA FostA] g2 ATEALt FEE AHA A UettoBg sfAE sjd BHRHES] F o= B
st 1Eja R4 BAS thA] AR A1) HE SUA7E Aol A58 FTF= A
9] A A g+= (Table 6)7 Zom, o3+ HF3} AT £ AtolA] AHEEE BHE FUA] AEE AL
AEAS= (Fig. 2)9F 2t} (Fig. 2)ollA B8 &oto] Ao wA= {94 JFE Wil
HFARSE el Kuenzel and Halliday(2008)2} T2A4] A2l g3F
3% oy A3 AE By,  ghol felsA b o] YA &2 A= AsAE o= 3 9=
Elt o, RMRE .05 o4}, GFIQ} AGFI7} .90 o]5} olo] HElt =QA|Q} HAE A BHA=E tjilo
2 yehddth 18y o8 A3 A=<l TLIZF CFI 2 3 Ul BRE U9 Zolof 9et Aow
7} 9371} 94602 YRt 5] ®EI 7| W Helrh 3t 24 AlQe BE I 8Rls0]
<Table 6> Fit Statistics for model in (Fig. 2)
2 P RMR GFI AGFI TLI CFI
N=287 701.396 .000 061 857 823 937 946
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entification * p<.05, #** p<.001

<Fig. 2> Structural parameter estimates in the research model

AToolse] 494 YFS F= Ao et o] EEE WaSo] o3t Avlelre] A
A7 fjAd BT QA A &R A, 9l 543 A5 (squared multiple correlation: R)O]
A, E94, €8T S £AHEHE "4, 372 =4 vEbgen, 942 51, A2 800%
44, &94)9 & Aol BHE FAf wA= A et AFeojeel Bae ARG 93
QFL W Seo and Lee013)9 ThECE o= B @ 7Y RAISC] R HBNL B dA7o] Byd ush
77} R4, MR, ASH, A28 4T Bol ATulolEe RUE e Ausher] Hg
Bruhn et al2012)9] X84 HAES A8 ol the AL e

z

vdE AP4T HAE FAAL BAE A

oft
L o

HE BT BRHE FLAE HAE AR

Foll Aol THHAR] FFE F= AR Qo] o]2+= FoZH]l AEAS Z7|E H|II
et A3t fAE s BT §lojAq BIAE Z W, g4 2219 A= BAHE FUA(86), AAA
81 BHE SYAI7F Aol eo] FRFE =) & 821(-23), AFA 81(.19)9] +=AE et
9lojA] BAE Ale}o] wlj 7f ¥ <=(mediating variable)2 A Q919 AL HAlt ZAR|(.70), AlEA(11)
Al 88l AL UEhdth gt fAE sjd B AR Uyt BERE SYA7E XI844 81K
HE mHAHES BERE AR 9] S22 Q14 ~68l] 0|49 FIFE F= ZoE YEd A=

Mo o o rfjr jz B L o o ® H fo

ofa, BAE AAPGH HAE FAAE T3t vHA AE A vAE7E BRE ARFE £0]7] YallA
o A2 9 Al AH[RRe] BT ARG J1E5lofof W FAANE FAHO=E uHA "= Aol fasith
A Aot Eet ot Avhes HAE HHAY A& Holgr A& 54, HAE i Bl=g}
o] BIAE FAo vAE FFS el Seo and Lee A4S Fxotes B B 349 &3 Aol 7
(2013)9] AFE dolA B AH W52 A BHH o Aolt}h. 599490 F2A 9] 2719 A HF3F
T A9 384 AR B, AAHI(-23)0] HRHE A9 44 89
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