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Abstract

In response to the growing focus on products utilizing character IP in retail, this study investigated the im-
pact of consumers' recollection of character IP fashion products on brand relationship formation. Furthermore,
it explores the moderating effect of consumer preferences for collaboration series on this relationship. Partici-
pants were consumers who recalled character IP fashion products, and the analysis was conducted using
PLS-SEM. The findings show that consumer recollection associated with character IP in fashion products pos-
itively affects brand attachment, leading to a positive impact on brand attitude and brand loyalty. The study also
highlights the effectiveness of repeated exposure to similar products as an effective marketing strategy.
Furthermore, a positive synergy between brand attachment and preferences for collaboration series enhances
brand loyalty by influencing consumer attitudes. The study suggests that collaboration series marketing strat-
egies affect consumers' perceptions of novelty and alter their expectations. This research has significant aca-
demic and practical implications, demonstrating the effectiveness of marketing through collaboration series
and revealing how character IP in fashion products, commonly used by fashion brands, shapes brand-consumer
relationships. The findings provide a robust theoretical foundation for marketing strategies leveraging charac-
ter IP.
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28]z} A| off 2H-& - 7]A] Stch(Lee & Lee, 2018). o PAE S B s ol A St W AL
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H|Zke} HE & 7o) TAl o A = A -8-E 4= Qleh. B %%EE%ﬁLQLdﬁﬂwm*MEAHﬂCﬂ
E o 22 4H|R 7 B B EQLS] A7) A Aot ek of 2h2 ti el thet S5 2l Bi=E FA ot
4Z o B thsto] HAH Folidt B A 34 & BA vt HE onlgth(Moore &

o]

& 7= A S L3kt (Thomson et al., 2005).

ST U oA LulAS HAS 719 %2
%ﬂ%x%ﬂﬁﬂﬂﬁﬂ#ﬂEQJEﬁaﬂﬂ
3= Zolo 2 283t} £3], Braun-LaTour et al.

Q%ﬂﬂA&uvdHﬂﬂﬁﬁ%ﬂﬁ%%im
Aot B & 710 ou] gl HAE BT 2H 7
Q1o) v g AT o] JFS A= Aoz 2

zﬂﬁqmaﬁﬂaa%ﬂ% N7} =

S @
=

Ak A

H A Fo ”'741 vrebd oh(Park &
MacInms, 2006; Thomson et al., 2005). §FtHoj| HIH =

Bl 57 BAse] o) 2u47 L 3
EL RRHC PO, Y HASE FolshAL

=2 It F]

4lojsl= A =S S=FHh(Low & Lamb, 2000). T 7
Zof digh A9rE Q1 Hrtehs HollA] At
= AHAd Aol glrEE 1A

Foll 213 HA = 4= glom, B = o2 ]
& 2}

58S B3 WA AolA PR
(Ahn et al., 2009; Park & Maclnnis, 2006).

HHE of 22 HlE 59, =, S8 22 2
A M ABAGol E2 USSR, 1584
o] 7}z %] o ¥ti(e.g., Park & Maclnnis, 2006; Thomson
etal., 2005). E3|, 28|27} EX Bl Eof & ofj 2+

§
=

4
=

Iyl

Eul

L

%
3|

o R o
N

3

2

2N rlo

o

.

[
o

- 796 —

Homer, 2008). w}etx] EH = onLJ—r_]r HaE el

O

A+ ol TpA TA o] Qe

@&E%EWJJvﬁ J2HlE & %Eﬂﬂ
HANAE F2E L YUt} & E°], Thomson et
al.(2005)2 4xH] 27} H el Eof o 2h-S- zhA| EH g
n ¢ M & AET YA7E Adths A EhE of2ho]
FA T nX= IS FH5F T E3E Kim and

Kim(2009)> ﬁHA W Anxjo] B ofzlo] B
EEAT &
EEHg= OH&FO

iy

I
|o|- &5 Holtt:
2004), 48] %7} 2] 2h5He
ok 3 0l WA

ol & Aol M=
Eol BT 2w
ﬂﬂﬂq°ﬂ”ﬂﬂ

o
=

IE&

LA o
IF I e
2 1
Ly
©

2 2
<l
2

ifkd a
flo X
ru?_ r
3 4

OII
-

[
>
lo
[
=
H

7+ 2.

e

=}

o
e Dy 4

i flo

7Ha 3.

I
ofy
ox

ru]g Iyl
d

of |z o [

o r &z

Rujyec)

W o o T

[e

=5

| A7) Hetst
e 461 4
]E]-(Keller

= thopst
i) 4
ﬂhﬂ%

=A% 7S

O}OC‘E} Johnson
= ’\HVW} O] B}A] 2

t al.(2006) °1| =

3 A e 25

% 2 3=

w

o> EE"‘; Ahn et al.(2009)2 4
22X T B =0 o
EH - ZM T2 o]

[n:



of 5l4t

[l

orgst

Jion gixie &

Y

o] St -
o

SH Z2eHHHI0IME IHA

IQE_

45 Y

o R = FAZA AUIAE F2ls ). Taylor and
Hunter(2003) T3t A H|2}o] Bl & gl =} ghEo] B
e = Eﬁ] o] 2] Iq—_l_ o]— a1, Ch01(2011)£

S

lﬂﬂiﬂ_#
ﬂﬂ%ﬂ%ﬁ#%
?ﬂﬁiﬂ
7t BlE SR F
7} 814 th(e.g., Chaudhuri
Basu, 1994).

APArol W2, B E B e= mi7fd 4TS
S35l M9l 0 B A & 2 4 5FcH(Kim, 2020). A A =
Chang and Lee(2019)2] Aol A= & Bl =0
gk ofj 2ol B E B =5 w7 2 Sho] B E 4
Lol w A= A =7t 8 = ek wheba] FHE E 1Pojl
et 2H| RO HElE = EFF Bl = of 2ha) S/d
Lo Ao A 7 A AL-S T AR A SEHEE,
o5t Zo] 7Hd-& AA skt

o7
olbrook, 2001, D1ck &

jan)

el

744 4.

7S

ez g ofulstu], o
4@i§4%4ﬂﬂ%4%&@%
$%3h Al 2) 2 %31 A o] glrk(Park & Ch
ez Ha shte) 2 A ES 4R 717
2 07 AANsH= B2 A o] = v (Gwon, 2011), T
a7k old YT Hutw TAE of e Wo] g
A#kshis o] B olth £ Aol 4 FE3HE A
amz@- EEEE DR PBESSORRELE
30k ge] AHE718 SwolA AY = A

ﬂﬁﬂﬂﬂﬂ4ﬁﬂqmiﬂLﬂiSME%
= 2o o 4 47, Hel e, A e 5 217
wlo] 4 9 olst Al e o A% B
adh ol 4 e 77142
w ¥

E'é“l‘

B

J

Qo]

il

_ﬁ

[e)
°|
s

il

E

=
=

i

- 797 -

[e]
=

2~

|2 el A A7 A 02 e EE o] 29 5
A o] glth(Park & Cha, 2005). £3], 7| = €] IP
l“ﬂﬂzbﬂﬁqeﬂaﬂeﬂ%ﬂ
SIS A &, 5220 9] Al E ek
Foll mlapol A gt /g
3} Park and Cha(2005)2] A&
H3 5 of = Zo] & BB Q17| 2
ZALO A AlE] 2 Ba17} 91%9] v R T A1z
Ao 2 Vel Alg| R AEke] 848 <)
IE3E Yoo and Park(2006)2 4 H]|Z}-E9]
ZA Y2 FUEASKH OB ANHT A, =
E AT T ool Halt gl W oo E W
O 32 S5 o] Al 2] % ek o] a4 o] shikel 24
£ 5 YA AA G S-S e ey
Chen et al.(2016)¥} Kim and Joung(2010)-2 %3t 3%
I Huprt v A A7) RHEH o R w2E A
$ Bl AF O o]oj4l 4= gtk Hol 7))
o ek sheick. 2640 44 AP HAE
= 5 2} o) o) =2 o] w0 Aul 2B s P A
dho]| LA & o gk 2 a5k 4= 9] 7| W&ot 18}t
o|e} e Qo Ea, Al B & Fal AL gt
i%ﬂﬂﬁ*zﬂiﬂﬁmﬂif

&

= o

= =

B
T

|

ﬁ
o

[«

I
=

(1 u{fl

of

el
=

rl

2 oX
o ol m]o of

E\I

i
oz M

=
[

BN ot Lok 30 &
i&%rﬂo&é‘érlr‘

0 o 4y

i3
03:
rj; IN

2

=
[¢

S

e

+
o 3@

oly
=

m
ox

e A
E £

Mo

=
=2

’

Eu)

=

=5 =

l‘

iy ¢
okl o off

LJ
mr
R

[

ER- S

ﬂ

]q SES ;qu_%,gi ﬁ%@ﬂiﬂi HHe e
A2 S 3F3Hh(Yoo & Park, 2006). ©] & 1| Fof &
. ol Aﬂoﬂaawqmﬂ]ﬁqaéﬁﬁEﬁ
1

N

mEolobd

QEREEE]
AwEAAﬂ
Eximq—qo}
oﬂ = J;H 7<4 o]
Fo= o2t

N
i)
R

]
i

|z
£}
o.u o

Iy

33t

i)

d

o

i

Y
_C\i‘,
x2
T e

R 3 e
U
o o
12 g

o o
A

)

3

v

7Hd 6. deim o] A
E=7F B E off2ky

R 2



Vol. 48 No. 4, 2024

H5
Preferences for d -R\‘\
collaboration series ( Bt:aud |
\, attitude J
Hé6 T
H2 H4
/"_ _'.'i\\ /" T T
.f/ Re;ullectmn R Hl m'/ Brand \ H3 Lf/ Brand \\I
l‘.\ I:Lal;:urtgrrs / "\ attachment | A loyalty /
\‘m_____-// N ~
Fig. 1. Research model
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Table 1. Convergent validity and internal consistency

Construct Items Out.er Cronbach's a CR AVE
loading
These character products remind me of the past. .827
These character products help me recall fun times from the past. 197
Recollection .
through These character products remind me of my past. .884 891 901 694
characters  After seeing these character products, I feel like I have gone back 794
in time. '
These character products remind me of my past experiences. 861
I feel a connection to that brand. 852
Brand The brand has become an essential part of my life. 812 814 819 729
attachment
I feel attached to that brand. 895
I am interested in that brand. 838
I think the brand is good. .860
Brand 853 854 693
attitude The brand is attractive. 835
The brand is trustworthy. .796
I will continue to purchase products from that brand. 906
1Brarlld I am willing to recommend that brand's products to others. .894 862 867 783
oyalty I will purchase products from that brand, even if they are slightly 354
more expensive. ’
Table 2. Discriminant validity
Fornell-Larcker criterion Heterotrait/Monotrait ratio (HTMT)
Construct N 5 N >
RTC BA BA BL RTC BA BA BL
RTC .833° -
BA' 489° 854 383 -
BA® 585 688 .833 376 131 -
BL 385 693 614 .885 121 322 384
a: Bold numbers indicate the square root of AVE for constructs.
b: Numbers below the diagonal represent correlation estimates between two constructs.
RTC=Recollection through characters, BA1=Brand attachment, BA2=Brand attitude, BL=Brand loyalty
2 52 Aol srhal & 5 Aok Hau UEh 7|22 8 S55tER, & F2rde dl 2
PLSpredictZ £3] =& % 0’ gk E£3F.143-2780] B S stE Ao g wokskich
sho] 7122191 02 4SS 2, 1 0] TR m o]
27 ML SRSl AT ASHA 3. 7had
W 7b0] BhEB A S AT A, VIF gho] B
1.600-2.978 2 LpefL} Ch5-E-A4 o] 27 gl 2o ) MY B2 U
2 YUelgth(Hair et al., 2022). u}A] 2 2 PLS-SEM AA AR GOl AZLS Q| HEAEHTY 7]
of Al 2L el 21 9Hd-> SRMR gko] 7]Eo] =], Henseler HFe] PLS-SEM2 A A3 FEAER Y&
etal.(2016)°] wk= Fro] .080 o5}l 7% sl el 2 Hair et al.2022)°| 4 AR st= 45 E475}0
o] A3tst Ao R Ert £ A9 SRMR 712 0728 5,000 © 2 A A|shgi ) B3 2 Qo) AH) SgA)
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Table 3. Verification of direct paths

Hypothesis Direct paths p S.E. t
Hi1 RTC — BA' 464 039 11.867%**
H2 BA' — BA® 676 027 25.275%*%
H3 BA' — BL 505 036 9.03 1+
H4 BA? — BL 255 054 4.691%+*
- PE* — BA' 213 .084 2.538*
- PE — BA’ 109 072 1.513
- PE — BL 116 054 1.540

*p<.05, ***p<.001
a: Control variable.
RTC=Recollection through characters, BA'=Brand attachment, BA’=Brand attitude, BL=Brand loyalty, PE=Purchase experience
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Fig. 2. Path coefficient of the structural equation model.
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Table 4. Verification of the mediation effect through indirect paths

Confidence interval 95%

Hypothesis Indirect paths B S'E: :f(;;ilt o e
Hs BA' - BA’ > BL .168 037 T20%** .096 242
*EEH<.001
BA'=Brand attachment, BA’=Brand attitude, BL=Brand loyalty
Input purchase experience as a control variable.

2) BE B0l 7St 2B of 2kt Aefj o] d Al e] = A B = o) A Z A8 At
HHE off2to] HHE F4 o nX= A ZFEHE Heo] 384 FFS nA ], BlE H=
oA B e =7t 7)) o e-E 3 5h=A] SPSS o) A b= A ol A lﬂZHEE—J =l
Process Macro2] Model 45 7|90 2 £A35}91 11, & whe} B 3keh= 21 E1E 4= QL3I th(Table 5, 6). E3L,
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Table 5. Verification of the moderated mediation effect

Confidence interval 95%

Hypothesis B S.E. t
LLCI ULCI
Dependent variable: BA?
(Constant) 4.684 .049 95.042%%* 4.587 4.781
BA' 422 .034 12.562%** 356 488
PCS 219 .031 6.999%** 158 281
BA' x PCS .069 019 3.583%** .031 .108
H6 PE .078 .060 1.286 -.041 197
Dependent variable: BL
(Constant) 2.458 278 8.853%#* 1.912 3.003
BA' 551 .048 11.589%** A58 .645
BA® 308 057 5.370%** .195 421
PE 118 077 1.525 -.034 269
Index of moderated mediation .021 .008 .007 .037
*Hxp< 001

BA'=Brand attachment, BA*=Brand attitude, BL=Brand loyalty, PCS=Preferences for collaboration series, PE=Purchase experience
Input purchase experience as a control variable.

Table 6. Conditional indirect effects

Confidence interval 95%

PCS B S.E. t

LLCI ULCI

M-1SD 345 .041 8.487*** .265 425
M 422 .034 12.562%%%* 356 488
M+1SD 499 .039 12.794%** 422 575

xxp< 001

PCS=Preferences for collaboration series
Input purchase experience as a control variable.

Preferences for
5.40 collaboration
series
— 110
5.10 -—- 00
o ---- 110
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~
=
=
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420
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Fig. 3. Moderated effect of preferences for collaboration series.
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