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Analysis on Influencing Factors of Consumer Loyalty
Based on Clothing Brand Image Perception

LI Jiong', CHEN Lihong™', YAN Xinfeng’
(1. School of Textiles and Fashion, Shanghai University of Engineering Science, Shanghai 201600, China;2. International
Culture Exchange School, Donghua University, Shanghai 200051, China)

Abstract: By exploring the relationship between ABC attitude model among consumers”cognitive loyalty, affective loyalty,
conative loyalty and action loyalty, the micro-mechanism of the formation of consumer loyalty was explained in this paper.
Based on domestic and foreign brand image evaluation model and consumer loyalty model, the impact on the four kinds of
loyalty of consumers”fashion brand image perception were researched by questionnaire survey method. The result shows that
brand recognition image, enterprise image and product image have significant influence on cognitive loyalty, brand recogni-
tion image, product image and store service image have significant influence on affective loyalty, brand recognition image
and enterprise image have significant influence on conative loyalty; brand recognition image, enterprise image and store
service image have significant influence on action loyalty.

Key words : clothing brand image , ABC attitude model, cognitive loyalty, affective loyalty, conative loyalty,action loyalty
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Fig.1 Formation process of consumer loyalty based on
ABC attitude model
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Tab.1 Elements of consumer loyalty
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Tab.2 Elements of clothing brand image
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Tab.5 Analysis on the correlation between clothing brand

image and consumer loyalty
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Fig. 2 Degree of correlation between clothing brand

image and consumer loyalty
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