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¥ 6oA Hi= vle} Zol, T-este] A3, 107}

¥ 6. =oictet Folplge| FHEYSH o[n|X[n=178)

= oi Mean T-value
PRADA LV

Xy 5.04 490 1.28(NS)
X 429 5.65 10.94(**)
X 4.58 4.68 0.96(NS)
Xy 3.51 347 0.31(NS)
Xs 5.08 3.94 8.32(%*)
Xe 5.46 5.68 2.72(%%)
X7 5.41 4.19 8.68(**)
Xs 424 4.59 3.14(**)
X 378 41 2.42(%)
X 4.89 3.82 7.61(%%)
X 3.90 3.86 0.53(NY)
X 3.81 397 1.28(NS)
X 4.52 448 0.43(NS)
X4 4.80 423 5.91(*%*)
Xis 5.29 451 7.32(%%)
X 4.46 424 238(%

NS : Not Significant
* . Significant at 95% Confidence Level
*% . Significant at 99% Confidence Level

A gBalN Zehdel ofulAst Folugel of
vA Apolel felAh it Kl Sehhe
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239 e T-value
ASC ISC
X 4.14 4.62 3.28(**)
X, 339 455 8.26(**)
X, 414 5,76 10.210+%)
Xy 401 5.26 8.67(*%)
X5 3.93 537 10.64(**)
X 3.90 444 2.80(**)
X5 413 535 9.74(+*)
Xs 354 5.21 10.91(**)
Xy 3.87 5.80 13.24(**)
X 4.52 5.63 6.27(**)
Xn 471 5.12 2.61(%%)
Xp 431 5.62 6.98(**)
X 4.10 5.90 12.73(%*)
X 6.46 5.25 11.67(*%)
Xy 327 424 7 41(+%)
X 4.64 556 6.12(%*)

NS : Not Significant
** . Significant at 99% Confidence Level
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Mean Mean
SHYE T-value 2GS Tovalue
ASC I5C PRADA LV
X 4.14 4.99 5.94(*%) X 413 4.09 0.24(NS)
X 3.83 5.63 9.57(**) X 3.38 3.78 1.93(NS)
Xs 442 5.76 8.49(%) Xz 413 438 1.30(NS)
X 412 5.14 5.14(*%*) X 401 407 0.32(NS)
X 4.10 451 2.42(% X5 392 408 0.70(NS)
Xs 372 422 2.12(%) X 3.89 3.68 1.02(NS)
X5 456 454 0.17(NS) X5 412 451 2.16(%)
379 5.69 10.93(*¥*) 3.54 3.76 1.17(NS)
Xy 3.88 5.95 12.81(**) Xy 3.86 3.84 0.22(NS)
X 498 477 1.02(NS) Xio 451 494 1.18(NS)
X 5.18 5.53 1.68(NS) Xn 472 5.14 2.23(%)
Xn 443 5.92 6.59(**) X 430 438 0.37(NS)
X3 4.22 6.02 10.54(%*) X3 408 4.17 0,47(NS)
X 3.61 5.04 7.34(**) X 345 3.56 0.62(NS)
X 3.62 3.98 2.50(*) X5 3.26 3.59 1.76(NS)
Xis 458 5.53 3.92(*%) X 463 4.55 0.42(NS)

NS : Not Significant
* . Significant at 95% Confidence Level
** . Significant at 99% Confidence Level
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NS : Not Significant
* : Significant at 95% Confidence Level
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10. Z2lchd s} FOHISUETIE(ISC(n=178)
Mean
ZA ) E T-value
PRADA v

X 4.64 498 1.47(NS)
Xy 4.60 5.64 7.07(%)
X; 581 5.77 0.21(NS)
Xy 5.30 5.15 0.90(NS)
X5 5.42 4.52 5.11(+*)
X 4.49 4.24 0.97(NS)
Xs 5.38 4.54 4.96%%)
X3 5.23 5.70 2.42(%)
Xy 5.77 5.96 L.I2(NS)
X 5.67 4.78 5.36(%%)
X 5.16 553 L.O3(NS)
X 5.66 5.94 1.57(NS)
X 5.96 6.01 0.52(NS)
X 5.30 5.04 1.31(NS)
X5 4.29 3.99 2,119
Xis 5.61 5.56 0.26(NS)

NS : Not Significant

*

: Significant at 95% Confidence Level

** - Significant at 99% Confidence Level
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AXNE (n=95)
Mean Standard Dev. T-value
DI1(ASC:PRADA) 22.87 8.76
0.71(NS)
D2(ASC:LY) 2343 9.41
D3(ISC:PRADA) 19.62 9.03
7.96(*%)
D4JISC:LV) 27.06 11.09

NS : Not Significant
*  Significant at 99% Confidence Level
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Mean | Standard Dev. T-value Mean | Standard Dev. T-value
DI1(ASC:PRADA) 23.86 9.72 D2(ASC:PRADA) 22.87 8.76
0.06(NS) 3.62(**)
D2(ASC:LV) 2391 949 D4(ISC:PRADA) 19.62 9.03
D3(ISC:PRADA) 29.11 11.78 *k - Significant at 99% Confidence Level
9.21(**)
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An Experimental Study on the Influence of

Self-Concept on The Preference of Fashion Brand

Jeong-mee Song

Dept. of Advertising & PR, Hongik University

The Role of the self concept continues to receive attention from academicians and practitioners.
Also, brands have played great roles in market. And, recently, companies have considered a
brand image in marketing strategy very significantly. However, The development of the brand
image has not focused on the self concept. In this study, I tried to study whether the
congruence between consumer's self concept and brand image influence consumer's fashion
brand preference. As a result of study, when consumers choose the fashion brands, the
congruence between their self concept and brand image is important to them. They tend to
preference the brand of image which is congruent with their ideal self concept. This study

suggest that the firm must develop the brand image focused on consumer's ideal self concept.

keywords : brand preference, brand image, consumer bebavior, actual self concept, ideal self concept
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