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A Study on the Relationship among Brand Loyalty,
Brand Satisfaction, and Brand Awareness of Influencer
Self-owned Clothing Brand
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Abstract

Here come a lot of Influencer Self-owned Clothing Brands in recent years.
How to transfer their own fans to their customers, and be willing to buy back
continuously is an important issue. Especially in this highly competitive market,
the key to take place in so many influencer self-owned clothing brands is to
understand the spending habits of consumers and the factors that have impact on
consumers' impulse purchases. The purpose of our research is to investigate if
the correlation between brand loyalty, brand satisfaction, and brand awareness
are mutual or not. Our research takes online questionnaire investigation
method, and has received 409 replies in a week. Through descriptive statistics,
correlation coefficient, and regression analysis to improve and to examination

the relationship between each variable. The result of this research exhibit that



variables all have positive impact on each other. We can tell that brand loyalty
, brand satisfaction, and brand awareness play crucial roles between influencer
self-owned clothing brand and consumers from the result of hypothesis

verification.

Keywords: Influencer Self-owned Clothing Brands, Brand Loyalty, Brand
Satisfaction, and Brand Awareness.
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