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1. Introduction

According as symbohc products have been more important than before recently, buymng brand
than product itsclf 1s appcanng notcdly. Speeially, difference mm product 1s unheeded tendency
by development of a technology, and 1t 1s increascd that purchasing image of spectal brand and
product than purchasmng product by primary attnbute of product iself on special quahty
accordingly (Dick et al, 1990). Nowdays, 1f 1mage of brand 1s bad but design 1s good, It would
nothing. Only brand can appeal to consumers(Marketing, 2005). Consumcrs repeatedly buy
special brand that can behieve to mimimmize dunger of defect of product, through this, consumers
have nteraction repeatedly, so they have close relatton and form emotional relationship and
binding perstmmon. it 1s explamed that brand attachment. In fashion product, consumers
recognize brand by symbol that express oneself, and phenomenon of great attachment about
brand 1s caused(Fournier, 1998). Therefore, the purpose of this research was to examme the
rclationship between consumer-brand relationship and brand attachment among fashion luxury

products consumers.

II. Method

For data collectton, 1t widcly distnbuted 250 copies of questionnaire targeting female
umversity students who live in Seoul. For instruments, consumer-brand relationshmp{Fourmier,
1998), brand attachment and brand loyalty(Aaker, 1991) were uscd. All measurements are used
7-Likert scales. For the Data Analysts, descnptive statistics, Pearson's Correlation, factor

analysis, and multiple regression were uscd.

IIl. Conclusion and Implications

As the result, there were sigmficantly strong correlations among comsumer-brand retationship,
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brand loyalty and brand attachment. First, consumer-brand relationshsp for luxury products had
positive effects on brand loyalty. Second, consumer-brand relahonship gave cffects on brand
attachment.

Through this two results, consumers can construct strong comsumer-brand rclationship and
rais¢ brand loyalty and brand attachment. Fashion luxury companies can successfully use this
relatons m that thewr brands and consumers are constructed together. In addition, they need
cfforts that increase consumers' brand loyalty and brand attachment. Thus, 1t can be provoked
positive luxury products consumers’ cmotion toward thesr brands.

Thus study has hmitations that it confined target student at a women's college more than 20
mhabiting wn Seoul and Kyungkido and products of this study are fashion luxury brand. Thus,
there should be further research about this research theme,
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